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Coursebook videoscript [Video 1.1.1] P = Presenter  A = Arti  N = Nick  J = John M = Melanie  R = Ray P: The structure of an organisation is key to its success. It is important that individuals and teams understand their roles and responsibilities within the organisation. Business leaders have to ensure that different departments and operations coordinate and work together. The principle of clear structure applies to all companies – start-ups, small and medium enterprises as well as multinationals. This company is one of the world’s leading news organisations. It creates and distributes news and information on television and digital platforms, 24 hours a day, 7 days a week. Its teams operate all over the world. The newsroom is the hub of the operation. Staff here are responsible for coordinating the teams gathering news. A: My name is Arti Lukha and I’m a news editor. My job involves news-gathering for a major news organisation in Britain. I’m in charge of our daily news-gathering operations. I am responsible for how we deploy our reporters, our producers, our cameras and our satellite trucks. P: When Arti decides to follow a particular news story, she gives a reporter the task of covering it. The reporter is then in charge of the team that produces a report on that story. N: Hello, I’m Nick Thatcher and I’m one of the general news reporters here and I work to the main bulletins that go out throughout the day. It’s all about teamwork. If you're working with a camera operator then together you’re making sure you're getting the right pictures on the ground. Back at base you're being supported in ensuring that if you need pictures from the library – from file if you like – then those are available to you in good time as well. And those conversations are ongoing all the time between you and the editor to make sure you’re telling the story in the best possible way. P: The news bulletins are broadcast live. J: My role as programme director is to lead the production team and to be responsible for the technical and creative execution of the programme. Teamwork is absolutely crucial in the build-up and during the programme. There is no real one role who can do it by themselves, so we are very tightly coordinated. My role as director is to be conductor of that orchestra. P: In a large organisation like this there are a number of departments working behind the scenes to ensure the company runs well. Managing the staff is a key function. M: I’m Melanie Tansey and I’m the director of human resources. So I’m responsible for running 
the human resources team, making sure that we’re delivering on all our strategic and operational priorities for the company. P: The finance department is another important part of the organisation. R: I'm Ray Snelling and I’m the finance supervisor. I look after all of the billing for our customers and also collection of debts and maintaining customer queries and making sure our customers are happy. It’s important that we make sure the payments are coming in on time – it can impact on payments we are making to our suppliers. So if we've got a lot of costs we’re incurring on a specific project, we need to make sure we’re getting cash in to support that. So it can affect us quite a lot. P: These are just some examples of the roles in some of the departments in the company. There are many more such as marketing and support all working together to ensure the organisation runs smoothly and successfully.  [Video 1.3.1] M = Matt  S = Stefanie  J = James  A = Alistair M: Pro Manage a global company, providing project management training qualifications. I’m Matt Farnham, head of UK operations … based here in London. We’re in the middle of launching some new online project management courses … I’m the project lead, but the team are in Germany, India, Japan, Mexico … it’s an international effort. Pro Manage is a great place to work, great people. I suppose you’d describe me as the boss, but I don’t like people to think of me that way … I try to be quite open and flexible in the way I do things. I’m pretty informal really … S: I’m Stefanie Hatke and I run the Pro Manage German office … based mainly in Cologne, but I also work from time to time in Switzerland. We’re in the middle of a very important product launch and as the main technical expert, I’ve been asked to travel to London to meet with the project lead. We’re very busy at the moment … which is positive. I consider myself to be efficient and effective, I like to be well organised and focus on getting the job done – that’s what the company pays me to do. M: Morning, boys. J: Oh, Matt, hold up. I’ve got a hard copy of the prospectus that needs approving. It’s just a sample, but if you could let me know that the layout’s basically OK … M: Sure, have to wait until later though, Stefanie from the German office is coming in this morning … J: Ah, Stefanie! I know her, she’s excellent. A: She’s rude, if you ask me. Everything’s urgent with her; she’s always on the phone 
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Coursebook videoscript demanding – never asks how you are or has a human conversation. M: That’s a bit alarming, she doesn’t sound very much like a team player. J: I get on fine with her. She’s just very work focused, that’s all, but she gets results, she’s a good person to have on your team.  [Video 1.3.2] M = Matt  S = Stefanie M: Stefanie, hi, I’m Matt. S: Hello. M: Coffee? S: What? M: Can I get you a coffee? S: Oh, no, thank you. Do you have power? M: Listen, why don’t you come with me? I can show you the office and introduce you to a few people. S: But I’ve got everything ready to discuss … M: Yeah, but it’ll only take a few minutes … do you know the design guys? S: No. Well, yes, a bit, I met James in Germany. M: Great, well, let’s go and say hello. So … first time in London? S: No, I was here several times. M: Great. Good trip over? S: Yes. M: Great. Ah, here they are. Guys, this is Stefanie. You’ve met before, right? J: Yes, in Cologne, Guten Tag , great to see you again. S: Hi. A: I’m Alistair. Good to finally meet you in person. S: Ah, yes, hello Alistair. Excuse me. M: No worries. J: How’s it going so far? M: Hard work, to be honest. She’s been very quiet, a bit … serious. You need people skills for a job like this. A: Told you. J: Honestly, I wouldn’t worry about it, she is a bit serious, but just needs time. She’s actually very nice, just very results-focused. M: I was trying to be informal, friendly, positive … you know, focus on relationships first. But Stefanie really didn’t seem very comfortable at all. As it turns out, though, I think she’s starting to understand how we do things at the London office, she sent me an email to say that she really enjoyed the visit. S: It was a bit unclear and confusing for me at the beginning, I’m used to getting down to work, not socialising in the office. But I do see that having strong relationships is a benefit when working on 
a project like this … I’m planning on moving to London for three months, it will be good to get to know the team better and know more about Matt’s way of working.  [Video 1.3.3] C = Charlotte  M = Matt  S = Stefanie M: Stefanie, hi. I’m Matt Farnham, Head of UK Operations. I’m glad we could arrange this meeting. S: Yes, me too. M: OK, shall we make a start? You’ve only got two hours – is that right? S: Yes, that’s right. M: OK well, let’s focus on getting up to date with the project, there are a few issues I’d like to discuss. S: Very good. M: If we have some time at the end, I can introduce you to a few of the team. I’ve prepared a short agenda, if that’s OK? S: Ah, excellent. M: Let’s start with India; as you can see, we might be about to run into a problem … S: By when did you say? M: 24th of November … C: Sorry to interrupt. M: No, that’s OK. C: Taxi’s waiting outside. M: Thanks, Charlotte. OK, so we need to leave it there. I’ll email you all those dates later on and we can continue on the phone tomorrow. S: Thank you. Sorry to be in a rush like this. M: No, don’t worry … S: I need to organise another visit to meet everyone … maybe we could discuss that tomorrow? M: Yes, let’s do that. Thanks for coming and … have a safe trip! S:  I will, thank you. I very much enjoyed my trip to London, yes. I had a very productive meeting with Matt. I think that we’ll work well together. M: She seemed fine, but I can’t say that I learnt anything about her. She’s clearly very capable, but I’m not sure that she’s the right person to take on a project like this … I need to get to know her better as a person … We won’t have a chance to meet again for at least a couple more months so, no, it’s not ideal really.  [Video 1.3.4] So, we’ve seen that people have very different ways of managing first meetings. One is not better than the other. In fact, both have advantages and disadvantages depending on the situation. With the 
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Coursebook videoscript relationship style, you can start to build trust; but it can look unprofessional to be too friendly for too long. With the work style, you can be more efficient more quickly. But maybe you can look rude or impolite to others. So, to handle first meetings is not easy. But there are a few things you need to think about.  Firstly, know your own communication style; know how you like to do things. Secondly, understand the communication style of the other person. You can do this in different ways. You could ask someone who knows the person in advance of the meeting, like Matt did. Or, just observe carefully when you meet the person – what they say, what they do. Finally, think about and decide on the best communication style to have a positive impact on the other person.  [Video 2.1.1] J = Jean-Christophe Babin  S = Silvio Ursini P = Peter York J: To pave the way for growth we needed to speak to a–, a broader and aspirational base of clients, which probably with jewellery would come much, much later, and so we have added products at a much lower price point as you would ever dream for a piece of jewellery. S: At the end of the ’90s the company had jewellery, watches, accessories and fragrances. And then we–, we thought about uh how can we interact uh in a more intimate way with our customers. And uh this idea of doing a very small collection of ultra-luxury hotels came about.  I was in a taxi, and an artist who’s a friend of mine gave me a call and said, ‘You have to see this place,’ so I turned the taxi around and it was love at first sight. The area used to be monasteries and cloisters, and adjacent to our garden is the Botanical Gardens in Milan, which is a hidden gem in–, in the city. There was a building which uh used to be a convent, uh part of it uh very old, from the 1600s, part of it more recent from the 1970s, and uh we set about uh redesigning it, completely changing its image. J: In London we have a 25-metres pool that you would never expect uh from a hotel that small, so in that way uh you create, I mean, a sequence of unexpected experience which eventually will create uh a unique emotional memory when you get out of it. P: There’s a lot of bad history about brand extensions. If you over-extend your brand, you spread it thin, you go into areas where you’re less credible. At the end, if you overdo it, your brand is 
devalued. I think the brands which are most careful have the longest future. S: The most frustrating thing in this project has been um the fact of uh finding so few locations that were appropriate. My strongest advice would be do something only if you have something to say. If you see an opportunity to do something in novelty and relevant, then that’s a–, you know, that’s a beautiful energy that will make it into a success. If you sit cold-blooded and start saying, ‘OK, let’s venture into this business, and what are we gonna do? Let’s copy the competitors,’ for me the customer ultimately will read between the lines and–, and punish you.  [Video 2.3.1] M = Matt  D = Dan  S = Stefanie  P = Paula M: It’s a busy time, we’re right in the middle of launching a new series of online project management courses … exciting, but also very challenging … International projects can complicate life in so many ways … everyone working separately and in different time zones … for me, the number one priority at this stage is to create a real team … D: I’ve got October 12th, 24th and then November 8th, so if those are the dates that you have … S: One minute Dan, Matt has arrived. M: Hi, Dan. D: Hey there. M: Not late, am I? S: No … D: Not at all, we’re just running a bit ahead of time. P: Hello! It’s Paula! S: Hi Paula. M: Hi Paula, it’s Matt, we’ve got Dan and Stefanie with us. P: Hi. Hi, everyone. M: Excellent, everyone’s here. So this is our first meeting as a team. As I’m sure that you all have seen on email, most of the programming work for the Mexico part of the project will be handled by our U.S. IT department. We’re having a call with them next week so I thought we could have a brief chat today to plan our priorities for that conversation. Dan is from the US, and knows the people in IT, and is on the call because I would like his advice. But, Stefanie, do you want to start? Priorities for you? S: OK. I’ve worked on similar online projects to this in Germany, also working with the US sometimes, I think that we need to be careful about time and budget. These are the top priorities; making sure that they respect the schedule and 
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Coursebook videoscript don’t go over budget; we can discuss other things as the work moves forward. But we need the US to deliver on time and on budget for Mexico. P: That sounds like great advice. This project is really exciting for Mexico as online learning is starting to become big here … I’ve never worked with the US so I really think your experience can help us, Stefanie. D: Totally disagree. I respect your experience, Stefanie, yes, budgets and timing are important, but I was actually an IT lead over here in the past; I’ve delivered over a hundred projects to the U.S. market and in Mexico; and I’m telling you, our focus should absolutely be on quality. If you get the quality wrong, you’ve got very unhappy customers. And we want happy customers. P: Mmm, a high standard of final product is very important for us … D: It’s key. Quality should be your number one priority. S: But I think that we have to focus on timeline and costs. We can evaluate the work later … D: Sure, but they’re not the main thing … M: OK. Look, I think we can all agree that standards are important, but delivering on time is important too, budgets for projects are very tight at the moment so … D: Quality is what wins customers, quality is what will get their attention. M: … So, Stefanie, let’s take a look at your proposed schedule and costing, and then we can discuss quality. Is that OK?  Right then, thanks everyone, we’ll all meet again at the same time next week. Bye. P: Thank you. S: I’m not sure, I’m really not sure. M: About what? S: Dan. He’s just so arrogant. ‘Quality’, ‘quality’, ‘quality’. I’m not sure that I can work with him. M: Look, this is the first time you’ve talked. I’m sure you’ll find a way. Why don’t you just try? S: Could you manage the U.S. IT side of things? I’d prefer to work with Paula and the Mexico roll-out. I really like Paula. M: Well, hang on, let’s take some time to think about this …  [Video 2.3.2] S = Stefanie  M = Matt S: But how can we be a team if we don’t listen to each other? I’d be happier if I could take Mexico and leave you to deal with Dan and the US. M: Look, Dan’s a strong character … but I know him pretty well and can handle him. Maybe it would be better for you to just focus on Mexico and let me 
worry about Dan. It’ll be easier if you work with Paula, the two of you get on well. S: We do. Thanks Matt, I just think that Dan and I are too different, you know, sometimes personalities just clash a bit. M: OK, let’s do that … I’ll call Dan and explain. S: Thanks, Matt. Oh, Matt, do you have a moment? M: Sure, what’s up? S: I have a problem with the project. M: What is it? Problems with schedule or costs? S: Not exactly. It’s quality. And I know, I know, this was Dan’s big concern. He was right, the quality isn’t good enough. M: Have you tried talking to him? S: I spend all my time with Mexico. M: Do you want me to set up a call? S: Please. M: OK. You need to be able to keep in touch with Dan yourself, we’re all on the same team, don’t be afraid to ask his advice where you need it.  [Video 2.3.3] S = Stefanie  M = Matt S: But how can we be a team if we don’t listen to each other? I’d be happier if I could take Mexico and leave you to deal with Dan and the US. M: I’m not comfortable with that … I think it’s important for you to work with Dan. S: We’re just so different. M: Yes, you are, but that’s why I think you’ll make a strong team, you have different skills. C’mon … why don’t you try? S: … It’s just always all about him. M: Look, I agree that he sometimes communicates a little … strongly. But he knows what he’s talking about … and it would be a great opportunity for you to learn about the U.S. market … y’know, that could be career-changing for you … As you move up it’s important to show that you can manage different kinds of people, different personalities. Look, if you need any help, I’m here to support you. S: OK. Sure. I’ll try. M: I think it’s the right decision. Let’s have another chat with him, I’ll organise a call. Stefanie! S: Good morning. M: Just wanted to ask how things are with Dan. S: Hmm. It’s OK. I find it much easier working with Paula, we get on really well together. It’s a bit more difficult with Dan but, to be fair, I am learning from him. M: Oh yeah? S: Yeah, we did end up having some issues with quality control. There are some delays. 
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Coursebook videoscript M: Ah. S: Yes, as Dan said … but he’s really on top of it, and with the two of us working together … we’ll be fine, I’m sure. M: Great, let me know if you need anything from me. S: Will do.  [Video 2.3.4] Successful teamwork depends on many things: a clear task, competent people, enough resource, and different people with different skills. But it’s not always so easy to work with people who are different from us. So what do we need to do to make a diverse team really work? Firstly, we have to make an effort. When Stefanie worked with Dan in Option B, she found it really challenging and she didn’t like Dan’s communication style at the beginning. She had to work really hard to build that relationship. She needed to be patient and make an effort, but in the end, she learnt a lot and the team did much better. Secondly, people will need advice and support when working in an international team with different people – it can be really tough. So we need to be there for others with support, sometimes advice, sometimes just listening – either as a manager or as a colleague. And finally, if you’re giving colleagues advice about dealing with other people, you can advise them to be safe – to just work with people like them – as Matt allowed Stefanie to do in Option A – it’s easier in a way. My own advice would be to encourage people to think positively about diversity, and try to engage with different types of people – it’s more challenging, but may be a better learning experience and may be better for teamwork.  [Video 3.1.1] P = Presenter  JC = James Caan S = Simon Dolan  E = Esther J = John Lees  I = Interviewer P: The job market is very competitive. People who want to progress their career need to stand out from the crowd. Usually, the first thing a potential employer sees is a CV or a résumé. This is the jobseeker’s opportunity to advertise experience and skills, and also to show an employer their character or personality. So, what do the experts say about writing the perfect CV or résumé? This is Esther. She is a nineteen-year-old student. She is applying for internships to gain experience in the business world. 
James Caan is an entrepreneur who founded a successful recruitment business. He has agreed to help Esther. JC: I think one of the biggest problems, I think when you’re young, is that everybody says ‘But you’ve got no experience, how do you add any value?’ I think what you’ve got to be able to do is present yourself as somebody who can walk in and make a difference now. P: But James doesn’t think that Esther is selling herself well with her CV. Esther needs to sort out her CV. Simon Dolan is a very straight-talking entrepreneur. Esther goes straight to Simon’s office. The first thing Simon notices on Esther’s résumé is a spelling mistake. S: What’s the main thing that strikes you on here? So, if we’ve got ... this second line down, have a look there. That word. What is it? E: Intermediate. S: If you can’t spell that right, what hope have I got employing you and expecting you to get your first few emails and go through the door to a client? P: The next key point is staying focused in what you say on the CV or résumé. S: I don’t really care about the fact that you enjoy socialising with your friends, you go to the gym. What I care about is how you’re going to help me run my business better. P: Expressing personality is a key to getting employed. Companies look for so-called soft skills like commitment, flexibility and imagination, as well as hard skills like knowledge and diplomas. Next stop for Esther is a careers coach who can help her get that kind of soft information across. John Lees has read thousands of CVs and résumés and knows all the mistakes. L: I saw a CV where the candidate listed under interests, ‘I enjoy eating pizza’. It’s not impressive. P: The next challenge is how to stand out from the competition. L: Graduate CVs make the same mistakes over and over again. They use clichéd language. So everyone says ‘I’m a team player’, ‘I’m a self-starter’, ‘I’m highly motivated’. And if you use the same language as everyone else, all that shows is that you are exactly the same as every other candidate. P: Esther has taken all the advice and presents her reworked CV back to Simon. E: I would very much appreciate the opportunity of an interview to find out more about the role and to demonstrate how I believe I could be of value to your company. S: Perfect. That’s better than 99.9 percent of the CVs that we get in. You would definitely, definitely, definitely get an interview, here or anywhere. Really good job. 
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Coursebook videoscript P: Two weeks later Esther’s new CV has already had an effect. She has an interview for an internship. It has gone well. I: I thought Esther came across as very well prepared for the role and I’ll certainly be recommending her to my partners for a second interview here. P: Getting a job is a job in itself. You’ve just got to get out there and make it happen.  [Video 3.3.1] P = Paula  M = Matt  A = Alistair  J = James P: I flew into London from Mexico City yesterday. The first thing in my diary is to meet with Matt, who wants to go over the Mexico launch of our new online courses. Matt sounded a little tense when we spoke on the phone, but British people always sound tense! I’ll tell him exactly what I feel about how things are going – I can focus on results when I need to, but we Latin Americans like to always express our feelings first. You need to be honest in life, don’t you? M: I bumped into Paula’s old line manager at an international event recently and quite frankly I have some concerns. Paula’s over in the UK this week so I’ve asked her to come in and see me. He mentioned issues raised around Paula’s ability to meet targets and perform as part of a team … I’m a little worried about it so I need to understand what’s gone wrong … If I need to replace her, I need to do it soon. P: Hi! A: Paula! Where did you come from? P: Mexico, of course … I came all the way … J: How long are you here for? P: … just to bring you these! I’m just here for the week, but I have to see Matt now and I’m already late. Let’s catch up later, bye … Good morning! M: Good morning, how are you? P: I’m good thanks. M: How was the flight? P: Long, but good. And I’m excited to be here in London. M: Excellent, come on, let’s go and get a coffee and catch up.  [Video 3.3.2] M = Matt  P = Paula M: I wanted to talk to you this morning about the online courses launch. Obviously you know how important it is. P: Of course. We’re working really hard every day to make sure that it’s a success in Mexico. And everywhere else too. 
M: I know. How about timing? Do you think you’re going to have everything ready by the deadline? P: Yes. Everything’s fine. M: Confident about that? P: Yes. Where’s this coming from? M: After you. I recently bumped into Julio Gonzales, and he mentioned something about deadlines on your last project. Is there anything I need to be concerned about? P: Oh, not this again. Julio’s incompetent. Totally incompetent. And he likes to blame other people for his mistakes. M: But … Do you want milk?… It is true that you missed all of your deadlines last quarter, isn’t it? P: That wasn’t my fault. I wanted to take extra time to make sure we weren’t rushing a complicated project. Julio didn’t want to listen to me. Everything got delayed and so we missed the target, yes. M: Right. So you had a disagreement with your manager and held up the project? P: Er … no, that’s not what I said. And I don’t see what it’s got to do with the online launch in Mexico.  [Video 3.3.3] M = Matt  P = Paula M: I wanted to talk to you this morning about the online courses launch. Obviously you know how important it is. P: Of course. We’re working really hard every day to make sure that it’s a success in Mexico. And everywhere else too. M: I know. How about timing? Do you think you’re going to have everything ready by the deadline? P: Yes. Everything’s fine. M: Confident about that? P: Yes. Where’s this coming from? M: After you. I recently bumped into Julio Gonzales, and he mentioned something about deadlines on your last project. Is there anything I need to be concerned about? P: Oh not this again. Julio’s incompetent. Totally incompetent. And he likes to blame other people for his mistakes. M: OK, why don’t you tell me a bit more? You say he’s incompetent. How would you describe a competent manager? P: Well, a good manager should support their team and listen to their team. If someone thinks that something should be done differently, maybe they’re right. M: OK … Do you want milk? … So it’s important for you, as a team member, to be involved in decision-making, right? 
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Coursebook videoscript P: Yes, of course. We missed those deadlines because I wanted to take extra time to make sure we weren’t rushing a complicated project, and Julio didn’t want to listen to me, so everything got held up. M: Why? Why did you have concerns about the project being rushed? P: There were too many things that all had to happen at the same time, it was just moving too quickly. It was obvious that we were going to miss things. M: What do you mean by ‘too many things’? Do you think you might have managed a bit better if there had been greater planning or more support, for example? P: Probably. It was just too much at the time. M: OK, that’s useful to think about. I’m sure we’ll make a success of this project … you know I like to involve the team in decision-making, so I’m trusting you to let me know if there’s anything we need to change or do differently for Mexico. Thanks for the chat. I think it was important to talk this through. P: No problem. I think it’s good that we can talk like this and, yes, I’ll let you know my thoughts on how things are progressing in Mexico.  [Video 3.3.4] Listening actively isn’t easy. We often focus too much on facts and potentially miss key information that’s being communicated about feelings. On the other hand, if we focus too much on listening for feelings, we might miss important facts. There are a number of things we can do to become more effective listeners. Firstly, we can listen carefully to identify those key words in a sentence which can give us more information about how someone is feeling and what’s important for them. So when Paula was talking to Matt she used words like incompetent and rushing and said they were trying to do too many things. Following on from that, once we’ve identified these key words, we can try to understand what the person really feels by asking clarifying questions, such as ‘Why do you say “too many things”?’ Another point to make is that it’s very useful to summarise and to check our understanding before moving on, like Matt did in Option B when he said, ‘So it’s important for you, as a team member, to be involved in decision-making, right?’ And finally, be open. Truly listen to what the other person is saying. If we only focus on what we want to talk about, we might miss something important. 
 [Video 4.1.1] P = Presenter  J = Joel Hills  I = Irene Rosenfeld P: When business leaders develop strategies to tackle problems, they often have to take risks. Nobody can predict the future, but businesses do have to anticipate it and make judgements. The Kraft Heinz company based in the US is a major player in the food industry. Over 90 years, Kraft built up a portfolio of well-known food brands including confectionary, biscuits, snacks and dairy products. In the first decade of the 21st century, Kraft’s performance was poor. Markets lacked confidence in the company’s growth prospects. Its profits were disappointing. Kraft’s products were less appealing to a new generation of consumers. J: It was seeing demand for the processed food and drinks that it manufactured from Dairylea all the way to Oreo biscuits decline. And that the profit margin – the amount of money it was making for every unit of sales – had been squeezed almost to the thinness of a piece of paper. P: This was only the first of Kraft’s problems. The second issue that Kraft had to tackle was that it relied too heavily on its home U.S. market. That meant it was missing opportunities in fast-growing emerging markets around the world. The company’s third problem was that its costs were too high. That meant it was not making enough profits on its sales. Kraft's management came up with a bold plan to tackle these issues. It started with a takeover bid for the chocolate maker Cadbury. Cadbury had a 200-year history of making chocolate in the UK. Its products were well established around the world, especially in emerging markets. J: There was clearly an attraction of having an even larger portfolio of internationally recognised brands that they could seek to take into different markets. So inevitably attracting a bigger international audience was part of Kraft’s interest in Cadbury’s. P: Kraft took a gamble that combining the operations of two established companies would be successful and solve another one of its problems. J: Kraft’s primary interest in Cadbury was it enabled it to – because it became a bigger company – essentially cut costs. Where there was overlap between the two companies it found a way of saving money and increasing therefore the profit margin that it was able to get from each one of its products. P: The second stage of the strategic solution was a merger. Kraft merged with another food giant – Heinz – and became the Kraft Heinz company. The merger created the world’s fifth-
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Coursebook videoscript largest food company. As with the Cadbury deal there was an opportunity to cut costs. There were other potential advantages which helped to solve Kraft’s problems. Heinz was considered more innovative in its development of new product lines that met changing consumer preference. The immediate results were positive. The Kraft Heinz company’s share price rose seventeen percent on news of the merger. The combined company has been successful in cutting costs.  Looking at the Kraft story it is clear the solutions involved considerable risks. Takeovers and mergers do not always work. Irene Rosenfeld was Kraft’s chief executive. She was responsible for the company’s strategy. I: I think there were a number of folk that were questioning our acquisition of Cadbury. We said it was going to be important to us to expand our portfolio, to expand our footprint, particularly in developing markets. And it’s played out that way. We’re very much on track with the integration. It’s enabled us to outperform our peers around the world. P: For Kraft Heinz it seems that the risks paid off. But finding solutions to large corporate problems is not straightforward and taking risks can lead to business failures as well as successes.  [Video 4.3.1] K = Kenji  A = Alistair  M = Matt  J = Jack A: Good morning. K: Good morning, how are you? A: Yeah, fine thanks, you alright? M: Life is very busy at the moment. There’s just so much to do and coordinate. Here, Germany, Mexico, Japan. I spend half my time on the phone these days, dealing with the project … it’s like my workload just doubled overnight. Plus, as project lead, I have to host the regional managers when they come to London. We had Paula in from Mexico recently and now Kenji’s over from Japan … it must be tough on Paula and Kenji, they’re completely new to international projects. J: Knock, knock … are you not answering your phone today? M: Jack. Sorry. Was that you a few minutes ago? J: You look a bit tired mate, what’s up? Having fun with the new markets project? M: No. I mean yes. Overall, so far so good. I’ve just got loads of work and I’m getting more and more concerned about what’s going on in Japan. J: What do you mean, ‘concerned’? Isn’t Kenji here at the moment? 
M: They’re running about three weeks behind schedule, and I just don’t see how we’re going to make up the time. J: Three weeks is not a concern, it’s a disaster. What’s going on? M: Well, hold on. It’s complex. Kenji doesn’t have a great deal of experience, Stefanie is busy with Mexico, so no time for Japan and, yeah, we’re behind. J: Three weeks behind. M: I’m going to talk to Kenji about it later. J: I suggest you go over there and have some strong words sooner rather than later. Tell him that he needs to perform or he’s out. A bit of straight talking wouldn’t do any harm. M: I know, I know. But it’s Japan, you can’t do ‘straight talking’ or you’ll offend everyone. J: Matt, you can’t stereotype like that. Kenji’s a professional. You need to tell him to his face what you expect and when you expect it. M: Look, you may be right … but the guy’s trying. Shouting at him isn’t my style; I think I’d prefer to take a more gentle approach. J: Yeah, but being gentle often gets you nowhere. If you don’t fix this soon, you’re going to have senior management complaining. Anyhow, it’s your call … you know what I would do.  [Video 4.3.2]  M = Matt  K = Kenji  J = Jack M: Kenji, I need to have word. K: Yes? M: I’ll come directly to the point as we need to find a solution. I’ve been going over our schedules this morning and the Japan side of this project is running more than three weeks late. It’s a major delay, I’m not happy about it. K: Aha, OK, I understand it is not ideal but I am working very hard to put things right. It’s not necessary to worry. M: I do worry Kenji and, no, it’s not simply ‘not ideal’, it’s a serious problem. As I’m sure you’ve seen since you’ve been over here, we have a lot of resources dedicated to Japan. If you delay, there’s a planning impact here. K: OK, I understand your concern, but we don’t have all the required resources in Japan. M: I don’t agree at all. We discussed resources in detail at the start of the project and it’s very late in the day to be having this kind of discussion. I’ve had a word with Stefanie and I’m going to send her over to Tokyo for a couple of weeks. I think that you could benefit from her experience. If we don’t resolve this now, we are risking the whole project. K: OK. 
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Coursebook videoscript M: Right. Stefanie has been briefed and she will talk to you about this tomorrow and make arrangements. K: OK. And thank you … see you later. J: Hey. M: Oh, hi, how’re things? J: I was thinking about you, how did that Japan business go? M: It wasn’t easy. I took your advice and was pretty tough on Kenji. J: Tough guy. And? M: He was pretty quiet, actually, didn’t say much. I sent Stefanie over there last week and I’ve spoken to him since then, he seems very grateful, said it was strong feedback but that he’d learnt from it. He said that he’d try to be more open about issues, going forward. J: Good stuff. What did I tell you?  [Video 4.3.3] M = Matt  K = Kenji  J = Jack M: Morning Kenji, how are you doing? How’s the family? K: Very well, thank you. M: Listen, Kenji, have you got a few minutes for a quick chat? K: Certainly. M: I know that you’re very busy, and I hear that things are going very well in some areas, but I think it’s good to update on the project. It’s a very demanding situation for you and there’s a slight delay on your part of the project, right? Just over three weeks. K: Yes. We are struggling a bit with resources. There are some other projects that management in Japan wants to take priority, it’s difficult to balance. M: I understand. Look, how do we go forward to get back on track. Any ideas? K: Er … I think we can manage. M: I’d like to help. Is there any further support from our side which can help? K: Maybe Stefanie, is she available? Her expertise would be very helpful, but I understand that she’s in Mexico? M: Not a problem, I can ask her to travel to Japan for when you get back, stay for a week or so until things are back on track? Would next Friday be good for her to visit? K: Yes, that would be good. M: Excellent, so we are in agreement. In fact, why don’t you call Stefanie and arrange for her to go over, and we can talk again in a couple of weeks? I’m sure that we can get things back on track. K: OK, I’ll call her. Thanks for the support, Matt, I appreciate it. 
J: Hey. M: Oh, hi, how’s things? J: I was thinking about you, how did that Japan business go? M: Good. I tried to keep things positive. J: Oh yeah? How did that go? M: Slowly. Kenji was supposed to coordinate with Stefanie, but didn’t. I had to pick up the phone and ask – very nicely again – if he could just please call Stefanie. J: And? M: He did. She’s there. It’s going well, I think we’re back on track, team spirit is high. J: You’re too nice. You know, Kenji’s lucky I’m not managing the project.  [Video 4.3.4] It’s important to be aware that people communicate differently depending on their culture, as well as their personality. So firstly, be aware that a direct style can be useful and effective. It makes things clear – it’s honest and fast, and some people actually like it. So we see Matt in the first video, partly on the advice of Jack, say very clearly that he’s not happy and what needs to happen, and he gets Kenji to understand the situation quickly; that’s useful for the team. But, we all know, a direct style can be dangerous. It can close down conversation; it can even cause conflict. Indirect communication can also work; it’s more polite for some, but it can take longer to be effective. So, in Option B, Matt asks Kenji to take the next steps to call Stefanie. However, Matt has to step in again later and make the call himself as Kenji was slow to do it. So in the end, the same result is achieved as Option A, but with the indirect style, but Matt possibly has a happier team without any conflict. In the end you have to decide. Choose the style which best fits the situation, and not simply the style you prefer.  [Video 5.1.1] P = Presenter  AL = Allen Lyall JR = Jukka Rosenberg  JM = Jim McAuslan P: Online shopping is now a major part of the retail sector. It’s convenient and often cheaper than buying in traditional stores. E-commerce operators have invested heavily in their logistics systems so that consumers receive a quick and efficient service. An online shopper only has to make a couple of clicks on a website. It is so easy. But behind the scenes, retailers rely on complex logistics operations to fulfil orders. Systems have to handle millions of orders efficiently. Many of the 
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Coursebook videoscript operations in Amazon’s giant warehouse are automated. Each order is placed in a separate yellow container. The containers are tracked with their own barcodes. It is a complex operation. AL: My role is to make sure that the fulfilment centres and the thousands of people we employ in the UK are busy making sure that our orders are delivered on time. P: Allen Lyall is Amazon’s Vice President of European Operations. He explains the scale of the work that the warehouse is capable of. AL: We dispatched on our busiest day 2.1 million items. There was a truck leaving this building, one every two minutes thirty seconds last year. There was a thousand one hundred tonnes of equipment on that peak day. P: The orders then have to be packed. This stage in the process is still done by hand. Good packaging is essential to prevent goods getting damaged in transit. With the orders packed they are ready to leave the warehouse and begin the next stage in the process – delivery to the customer. Delivery can be undertaken by the postal service or by courier companies. Frequently, customers are able to track the progress of their package online. Consumers enjoy the convenience of having goods delivered to their homes. But of course customers are not always at home to receive their package. One solution is to use these. They are called collection lockers. Packages can be left inside and the customer can pick them up at any time by entering a PIN number. The logistics that  e-commerce relies upon are developing all the time. In the future we may see some changes in the way our online shopping is delivered. This robot has been designed to deliver packages. Customers can arrange to collect their goods from the robot via a mobile app. Some companies are also considering using drones to transport goods to customers. This drone is being developed by the postal service in Finland. Jukka Rosenberg is the Project Director. JK: This is part of the testing of new technologies in our parcel delivery and post deliveries and this could be an opportunity which we are now testing. P: Amazon says that in the future, customers could order goods and they would be delivered by drone in as little as thirty minutes. However, are all these changes really for the better? There are concerns about the widespread use of drones. For example, will they create congestion in the sky? Airline pilots are worried about the safety issues raised by drones. Jim McAuslan is a spokesperson for commercial pilots. JM: There is an issue about the safety of their operation. But our bigger concern is where this technology is going for the future. We’re not against 
the technology but we want it to be properly regulated. P: As drone technology develops, issues like safety and congestion will need to be balanced against the convenience of delivery by air. It is a discussion that is certain to continue.  [Video 5.3.1] S = Stefanie  M = Matt S: Another day in paradise? M: We’re going round in circles here. Unbelievable. S: Been talking to Raj? M: No, IT downstairs. Trying to get some understanding of an email I received from Raj this morning. Of course, they were very happy to point out that if it was their responsibility in house, and not ‘my expensive external provider’, there wouldn’t be any of these issues. They told me to cancel the contract with Raj and let them handle the project. S: They may be right. M: I know they’re right. But it’s still not very helpful. S: But I thought you discussed this with Raj last week. M: I did. We had, what was it, a three-hour conference call? Look, I know they have their issues, Raj is under a lot of pressure over there in India, but he made promises about where we’d be by now. And then he suddenly went very quiet … and then I get an email this morning that there are these issues, and they need more time … more money … You know, maybe it’s cultural, Raj didn’t feel that he could say no to me in the first meeting, when I asked him if he could solve things. S: People love to go on about cultural differences but it’s too simple, just stereotyping. To be honest, I think it’s you. I think you’re too soft on Raj. If the platform is not ready, and the project is going over budget, you need to put some pressure on him. He needs to make us his number one priority. Call his manager. M: I don’t know … bringing in management … it changes the atmosphere. I don’t want to make it more difficult to work with Raj. S: It’s a waste of time, Matt. You need to get tough. We’re the customer here. Demand some action. M: Raj is pretty sensitive; he might not react too well to that kind of thing. Look, I have a call with him later, I’ll try and negotiate some kind of solution on the pricing at least. Costs are getting out of control. What? S: Nothing …  
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Coursebook videoscript [Video 5.3.2] R = Raj  M = Matt  S = Stefanie R: Hello? M: Raj, it’s Matt Farnham. R: Hi, Matt. Good to hear your voice. How are you? M: Not great actually, Raj. I got your email this morning, it wasn’t exactly what I wanted to read. There are now really significant problems with increased cost and no clear timeline to sort out the technical problems. We can’t run the project like this. Things have to change. R: OK, I’m surprised to hear this. You know we’re talking about a complex project and we have many other contracts happening over here. M: Raj, you need to deal with these issues. There’s a risk we have to delay the pilot to customers … that means we might even lose customers. And my management is going to complain about these costs. Basically, what I need is for you to cover the extra costs for additional work on the project. What you’re billing us is unacceptable … these costs are just out of control. R: But not all the technical problems that we have were discussed at the beginning, this is a lot of extra work for us. M: Look, this is how it is: we have a contract, we’re not going to accept an open budget. If that’s a problem for you, then we need to involve your management. You have to bear the costs, all these delays aren’t our problem, we shouldn’t pay for them. R: Erm. OK. Look, let me have a look at the numbers. M: OK, fine. Send me something by this evening. R: OK. M: Right, I have to go to a meeting, I’ll talk to you tomorrow. R: OK. S: Hello. M: Hi. S: Did you speak to Raj? M: Yes, we had a chat yesterday. Wasn’t easy at first. But he was pretty open in the end, and we had a very direct conversation. I had a chat to his manager as well. S: And? M: No extra costs on the project … so the money is back under control … we’ve agreed to have a phone call every day, just to track and manage the fixes. We should be OK in about a week. S: Good. M: It is good, yes, but I still had to go over Raj’s head and talk to his manger … he doesn’t seem very happy about it. 
S: It’s not about making people happy, there’s a job to do. M: That’s one way of looking at it, but he’s told me he’s struggling with a young family and all these problems are a bit demotivating. And if he gets demotivated and decides to walk off the project, we’ll have a major, major problem on our hands. To be honest, I’m a bit worried that he’s going to walk.  [Video 5.3.3] R = Raj  M = Matt  S = Stefanie R: Hello? M: Raj, it’s Matt Farnham. R: Hi, Matt. Good to hear your voice. How are you? M: I’m good thanks but, to be honest, we’ve got some difficult issues to discuss, Raj, this project is really challenging for everyone at the moment. R: Yes, it’s a real headache. M: But I want to work with you to resolve things. Now, I appreciate that you’re working very hard to deliver, but as we talked about a week or so ago, all these delays are creating financial and commercial issues for us … first there’s the cost, all this extra work, and also there’s going to be a problem for our customers. R: You mean being late with the pilot phase? M: Exactly. Now I want to work with you to resolve this, I don't want to be the bad guy, but I think we need to negotiate on your fees. This is really down to you, not us, so I think it is reasonable to ask to split the costs, we’ll take 10 percent, OK? R: I don’t think it’s fair to blame us in this way, your team changed some of the requirements, added things, that meant more work, more people from our side … M: OK. Could I suggest something? What about, if we help from our side and give you one of our IT guys, and then you should have everything that you need to clear this up quickly. R: OK. With an extra resource from you, that would be a good solution, I can agree to that. M: Good stuff. I’ll give you another call tomorrow. R: OK, talk to you tomorrow. M: Have a good one. S: Hi. Did you speak to Raj? M: Yes. We spoke yesterday. S: And? M: Good, I think. He’s very cooperative. I agreed to take 10 percent of the extra costs … so that should bring the money back under control … I also suggested we send someone from IT here to work on this. There’s a young guy down there, Mike I think it is, seems keen. He could also help track things a bit in case this happens again … 
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Coursebook videoscript S: That makes sense. M: We need to work with these guys, keep them on our side. You know, we need to think about the big picture … there are more countries on the horizon, and my boss is already talking to Raj’s boss about the next contract, so … S: Good thinking. M: You see, I’m not just a pretty face … Anyway, let’s see. I want to keep things positive at this stage. The only thing I have to do now is convince my boss about the extra costs on our side … not going to be easy.  [Video 5.3.4] There are a number of learning points in these videos about collaborating with people outside of your team. Firstly, in professional life, it’s important to be demanding sometimes with external partners, to get to a result which is good for your team and your organisation. In Option A Matt communicates powerfully to get Raj’s company to pay extra costs. A good result financially. But demanding has risks. Raj is demotivated and might leave the project. An alternative to the demanding style is to use a supportive approach – external partners can respond very positively to this; they support the solutions and they remain very motivated. But, you may need to invest time and money to achieve an outcome that is acceptable for everyone. Matt found this in Option B – he reached an agreement with Raj, but to do this he had to provide extra money and resources. When communicating internationally, be flexible, and choose the style that best fits the situation.  [Video 6.1.1] The phone is really, really you know core element of our everyday life, but on the other hand we don't know anything about it. We didn't start as a company, we started as a campaign and the campaign question was how can we give visibility to er the situation in Eastern Congo? Millions of people died in, in, in wars related to the mining of these minerals we use in, in our mobile devices. So what we thought is, and you know with my background as a designer, is that you know what, why don't we make a device, make a phone? We've been announced the, the fastest growing start-up, tech start-up of Europe by The Next Web, which says something about the, the speed in which we grew. We grew from two people to over forty people in two and a ha, two years. Uh we made, in the first one and a half years of our existence, we made a turnover of sixteen million 
euros. First actually was through crowdfundings, and then in three weeks more than 10,000 people bought the phone. So we had over three and a half million euros on the bank account, we didn't know how to make a phone, you can imagine me lying in bed at night crying and my wife, you know, going at me like, 'Bas, come on! You can do it, you, you started this so you have to, you really have to go for it now,’ – it's a success. All components are actually uh, built up as modules, and people can actually exchange those modules, repair those modules themselves. We work with mines, local mines, in Eastern Congo and where we get our tin, our tantalum, from, so we contribute to the actual economic situation in the Congo instead of, you know, avoiding the country which a lot of companies are doing. If you produce phones, you produce waste, right? And by doing that, you know, by making a Fairphone you're already kind of in the paradox. So what we said is we want to take back phones as well to source minerals. So we've collected over 60,000 phones in the, you know, in the Ghana and we er, we, we got them back to er, Belg, to a Belgian refinery to, you know, to take back to, the minerals to be used in the supply chain again. I might call myself an idealist but I also know, you know, that the world works in a certain way and you have to, you know business is, is an important mechanism to actually create change, um you know that's why we set up Fairphone –that's why we started a company instead of, you know, doing art projects for example. And um, you know a fellow er designer of me, er of mine has, has once said, you know, we're all hippies with business plans. The mechanism we use to change things is a commercial model, and by being part of the economic system and a market mechanism, we are able to actually, you know, put those idea, idealist kind of values into the core of what moves the world. So we're not in it to become, you know, the biggest phone company in the world, but by doing what we do we show that there's a market, we grow demand and if the demand grows the market will follow – that's the way the world works, right?  [Video 6.3.1] P = Paula  M = Matt P: I think I’m quite good at influencing people. I’m usually able to make a strong argument, backed with good reasoning. We have some potential buyers from a Mexican chain of business schools coming to London this week. M: When will they be here? P: About twenty minutes. … They want to look at partnering with online training and education 
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Coursebook videoscript providers from the UK and I’ll be pitching … I expect to get what I want, I haven’t failed yet! M: Remember not to be too pushy … go easy on them. P: Stop worrying! I’ve thought of everything, really. Remember we’ve designed this just for them. M: I know, I know … but Pedro likes to be involved in decision-making, he’s quite a collaborative guy and likes to give input. P: I’m sure it’ll be fine.  [Video 6.3.2] Pa = Paula  M = Matt  S = Susan  Pe = Pedro Pa: So that brings me to the end of the presentation. I’m sure that you’ve been able to see the many, many benefits that partnering with us and introducing our online courses will bring to your business schools. I’m sure that you’ll agree that our courses are among the best currently available in the global marketplace. Their success and quality are demonstrated by the fact that a number of other business schools and universities in other countries already use them. M: Well, I’m sure we’d love to hear your thoughts. S: Yes, I’m really impressed. I like the approach, it feels very new … I can see how it would fit very well in our business schools. Pe: Hmmm … I’m not sure, I think that there are a lot of technical matters to think about. Who will manage it? How long will the platform take to integrate? We’re already quite busy for the rest of this year at least … there’s also money to think about … it’s the same story with our budget. Pa: I totally understand your concern. We put together this proposal just for you, so this doesn’t relate to anyone else’s institution – just yours. We’ve done an analysis of your business schools and we’re aware of the challenges that you mention, but that’s why we’re so confident that it will be a great success … Pe: Maybe, but there’s a difference between analysing on paper and how things are in practice, this year is … Pa: Sure, but that’s why there’s provision for us to support the platform, it’s not all just left to you … Pe: Yes I understood that in your pitch, but … Pa: And you just won’t find a better price anywhere on the market. Not for something like this, nothing more competitive exists. Pe: OK. Well, I think Susan and I have a lot to think about. I think we can have a discussion over the next few weeks … and we’ll get back to you.
 [Video 6.3.3] Pa = Paula  M = Matt  S = Susan  Pe = Pedro Pa: So that brings me to the end of the presentation. I’m sure that you’ve been able to see the many, many benefits that partnering with us and introducing our online courses will bring to your business schools. I’m sure that you’ll agree that our courses are among the best currently available in the global marketplace. Their success and quality are demonstrated by the fact that a number of other business schools and universities in other countries already use them. M: Well, I’m sure we’d love to hear your thoughts … S: Yes, I’m really impressed. I like the approach, it feels very new … I can see how it would fit very well in our business schools. Pe: Hmmm … I’m not sure, I think that there are a lot of technical matters to think about. Who will manage it? How long will the platform take to integrate? We’re already quite busy for the rest of this year at least … there’s also money to think about … it’s the same story with our budget. Pa: Pedro? Sorry, the most important thing for you is not to have to spend a lot of time integrating the platform and managing the implementation? Pe: Yes. Pa: OK, well we can help with that. We can take on the work of looking at your set-up and creating an implementation plan. On top of that we’ll also fully manage implementation … and support it. And of course we’ll make sure that any disturbances will be kept to an absolute minimum. Would that be a good solution for you? Pe: That sounds fine, but there’s also cost … I just don’t think it’s going to work financially. Pa: Can I ask why you don’t think the finances will work out? Pe: Cash flow. Cash flow and the fact that we allocate budget a couple of years ahead … most of what we have over the next year is already assigned. Pa: I understand. That doesn’t have to be a problem. We would be able to plan and test now, but set the launch for next year and spread the cost. So you could go ahead now, but put it into next year’s budget and we could probably agree quarterly payments. How does that sound? Pe: Well that makes a big difference. If we could agree to those conditions … I think we would be happy to go ahead. S: Let’s do it. Pa: Great! Pe: Thanks for being so flexible, Paula. M: Right, let’s take you both to lunch. 
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Coursebook videoscript [Video 6.3.4] When we’re just being ourselves, we often try to influence people using our own natural style, and this potentially limits our success. We saw this with Paula in Option A – her ‘push’ style seemed to suit Susan, but it wasn’t working on Pedro. He felt frustrated in the end and Paula wasn’t able to close the deal. In Option B, she adapts to a ‘pull’ approach and asks Pedro questions to find out more about his needs, while still guiding the conversation to a positive result. Both ‘push’ and ‘pull’ are valid and positive approaches. But they each have advantages and disadvantages depending on the situation.  Overall, we have a better chance of communicating successfully if we understand the needs and preferred style of others in specific situations. Then we can choose an influencing style which suits the situation and also the person.  [Video 7.1.1] P = Presenter  E = Evelyn  R = Rodrigo M = Marcus  H = Hanna P: Working abroad is now a fact of life for many people in business. Multinational companies often require their staff to relocate to offices in different countries or even on different continents. And international experience can be a valuable asset in career development. The prospect of moving to a new country is exciting. It brings the opportunity to see new places and to get to know different cultures. But going abroad to work is not the same as travelling for pleasure. It brings challenges. Foreign professionals have to learn about cultural issues like customs and etiquette. They may find the way people communicate and interact at work is different. One of the first things that someone in a new job overseas has to encounter is interacting with co-workers. In different cultures, different standards apply. E: When you are in Germany people are a bit more reserved to begin with. Once you’ve broken the ice and got to know them, they will be your friends for life, if they make friends with you. But initially they are a bit more reserved, so don’t be put off by that. P: The workplace culture in Brazil is quite different. R: When it’s time for lunch, you always have lunch with someone – you never have your lunch alone – there’s always, usually more than one person. So it tends to be very face value and very friendly, which can be unhelpful at times because 
you want to do some work and be quiet, but people tend to be interactive , communicative. But at the same time you have a very strong sense of team spirit because everybody’s together there doing the same things. P: Good communication is essential in a work environment. It can present some challenges as Marcus found when he relocated from Sweden to the UK. M: I thought I was very fluent in English when I, you know, when I lived at home in Sweden. But then when you actually come to live here, you realise (that) the nuances and phrases that you don’t know at all. And, you know, doing your mistakes and saying the wrong things at the wrong time, but quickly learning, was fun. P: The etiquette of communication can also vary. In Poland people tend to be direct when they talk to each other. H: You might be a little bit shocked that the Poles tend to be more abrupt, or that’s how they will come across. The use of ‘thank you’ and ‘please’ – it’s probably less widely used. The linguistic elements, the cultural element doesn’t demand that. So it’s absolutely polite if you just say ‘yes’, ‘no’ and leave it at that. P: Many of the rules of a culture remain unwritten. Learning them can be challenging but it is also rewarding and is one of the keys to success in the global workplace.  [Video 7.3.1] S = Stefanie  P = Paula S: Today is a big day for our project. We have some clients coming in who are thinking about making a major purchase for the Mexican market … Paula has responsibility for Mexico, but I’m a bit more experienced so Matt has asked me to lend her some support. The important thing in these kinds of conservations is to make sure that things keep on moving ahead. I’m keen to keep the focus on our launch date, and sticking to the plans that we have between now and then. After that we can worry about group decisions and small details. I think with the important points we should use our expertise and let our clients know what’s best. S: Hi, Paula. P: Hi, Stefanie. S: The first thing I’d like to do is go over all the dates we have for the next three months … can we start there? P: When we’re talking about making decisions, I would say that I prefer to try to find consensus … It’s a huge project … in Mexico! There are so many things to think about … How will we register students? When to register students? What are we 
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Coursebook videoscript going to do about marketing? Are we going to assist with that? We need to ask them all these questions and take decisions together, we can’t know everything about everything ourselves … So, yes, for me this meeting is about getting to understand more about how they work … we can think about a launch date later.  [Video 7.3.2] St = Stefanie  Su = Susan  P = Pedro St: We think that the next step is to decide when exactly we would want to plan the launch. Su: Yes, I’m happy to have that conversation. St: Great, well we think that it would be a good idea to keep things moving … Su: Absolutely … St: … so I suggest we plan to launch this year. Su: OK. St: In our experience it’s a good idea to use the summer. When the students aren’t around we can implement and test everything … hopefully your IT guys will have a bit more time then … it’s just easier to set everything up. So my advice is that we aim for a launch date in September. Su: I totally agree. Let’s do that. P: OK. That’s not far off … I think we should know a little bit more about the process … I just want to make sure that we’re all being realistic. Su: It’s realistic. Let’s just do it, we can get into the process later. OK great, we’re all agreed then. St: Fantastic.  [Video 7.3.3] St = Stefanie  Su = Susan  Pa = Paula Pe= Pedro St: We think that the next step is to decide when exactly we would want to plan the launch. Su: Yes, I’m happy to have that conversation. Pa: Great, when would be the best time for you? It would probably be a good idea to keep things moving and plan for sometime this year, but we’re happy to work around your needs. Su: September time would be good. Pe: I think that we should do a pilot first … let’s just trial it in one of our business schools and, then, if it all runs smoothly, we can roll it out to the rest of the group. Pa: We could do that, certainly … sounds logical … have you thought about how and when you’ll register your students, or how we’re going to market the courses in advance? Pe: No, not yet … I guess we would need to discuss those things internally to start with … let’s keep it flexible for now. You know, sometimes things change, let’s keep talking. 
Pa: Sure, after all, we’re here to facilitate what works best for you. Su: Thanks, Paula, but I’m sure we don’t want to waste your time or ours in meeting after meeting. I’m happy to make a decision now and stick to it … let’s say September. If we don’t go live in that semester, there’ll be another six-month wait, which no one wants. So can we launch in September? And fix an exact date? You can do whatever piloting you want between now and then. St: Absolutely, that sounds perfect. Pe: OK. St: Great, well, we’ll start looking at dates.  [Video 7.3.4] Everyone’s decision-making behaviour is shaped in some way by their culture; it could be national culture, corporate culture or some other form of culture. Firstly, some people can take a very target-driven approach while others may prefer a more collaborative approach. For example, in Option A, Stefanie and Susan dominated the discussion and were very target-driven, while in Option B we see that Paula and Pedro are clearly more consensus-oriented. Another difference is how people view time and deadlines. What’s fixed for one person may be flexible for another, and this can cause problems. As we saw in the videos, Stefanie was keen to have a fixed decision on the launch date while Paula was happier taking a more flexible approach. Thirdly, we can look at attitudes to status and hierarchy. In some places, hierarchies are flat and you can openly discuss and debate ideas with your manager. Elsewhere, status and hierarchy are more important, and you probably shouldn't openly disagree with your manager. In this story, Susan is ranked higher than Pedro, and Stefanie has more experience than Paula. These factors could have enabled them to push through their decision in both video options. So, how can we overcome these challenges? We can first observe others, then discuss our preferred approach. This can help us achieve better business results while protecting relationships at the same time.  [Video 8.1.1] P = Presenter  N = Nadia  PM = Park Manager  VS1 = Vet Student 1  VS2 = Vet Student 2 S = Steve Leonard P: Leadership in business requires a range of skills. These include an ability to make decisions, good communication and knowing when to delegate 
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Coursebook videoscript tasks. Leadership skills such as these are just as important in running a team as they are in managing a multinational. Learning to lead a team can be a challenge. In Safari Vet School, sixteen veterinary students take that challenge and test their leadership abilities in real-life situations with dangerous wild animals. The students have been selected from thousands of applicants to travel to South Africa where they will be supervised by specialists, including experienced TV vet, Steve Leonard. Nadia is studying at Cambridge University. She’s a high achiever – used to getting top grades. The Vet School selectors were impressed by her determination. N: Failure is not something I cope well with. If you want me to boss you, I will! People can be quite intimidated by me I think. I mean I’ve had people say they’re scared of me, which I don’t understand why, but obviously I must be quite ‘in your face’ maybe. I kind of have one volume and it’s ‘loud’. P: Nadia’s sense of purpose means that she is chosen as team leader for the first task. An animal must be sedated, treated, put on a truck for transit and then woken up.  As team leader, Nadia has to make key decisions, motivate the group and ensure they all work together. If the animal is not revived quickly, it may be harmed or even die. It does not run smoothly. Luckily the team manages to administer the reversal drug to wake up the animal. The Park Manager is critical of Nadia’s management style in the team debriefing session. PM: There was far too much chatter going on. And running around. Everyone a bit disorganised. It took you fifteen minutes from when the trailer arrived up to when you actually gave the reversal. OK? Far too long. VS1: I think we just needed just one person to like kind of control the operation. Because I, literally, didn’t know what you guys were doing. I was just on … VS2: I was just focusing on the heart rate, the lung field … VS1: I didn’t know the trailer was there … N: Yeah we all got so side-tracked with immobilising it that we forgot the whole point was just to get it on the truck. And I felt that the team was disappointed with how I behaved as the team leader. P: Nadia receives feedback from Steve, her mentor. She admits that leading and motivating a group is different from motivating herself. N: I normally cope really well with adrenaline. But looking back I think I cope well with adrenaline when there’s just me and I just have to think, ‘Right! I have to do this. I’m going to do it’. Whereas when 
you’ve got a group of nine people that you’re trying to control and when … S: You’re trying to control nine people? N: Well … because … it was a group of nine and I was supposed to coordinate them S: When you look back at this, how many questions did you ask of your team that were advice questions? N: How do you mean? S: In terms of ‘What do you think we should do?’ N: I can’t remember. S: I didn’t hear any. Do you think you’d taken on too much responsibility? N: Yeah definitely! That was the problem. I was completely out of my comfort zone. S: You’ve just got a taste of what it’s like to be in charge. How did that make you feel? N: Awful. S: Did it? What you experienced was very, very difficult. I don’t think you did that bad a job. P: It has been a tough learning experience for Nadia. She now understands that leadership involves a range of skills – such as motivating all the team members, keeping focused on the main objectives of the task, and communicating clearly.  [Video 8.3.1] So this is it … It’s been a long journey, but very successful in the end, I think. All that’s left now is to wrap everything up with the team. It’s always important at the end of long and detailed projects like this to take the opportunity to learn lessons. As project manager, I’m keen to get some feedback from the guys, so we’ve set up a brief session while they’re still all here in London … hopefully it won’t be too brutal. Obviously I hope they give me some positive feedback. Everyone likes to feel that they’ve done well … But it would also be interesting to get some developmental feedback, to hear where they think I could improve.  [Video 8.3.2] M = Matt  S = Stefanie  K = Kenji  P = Paula M: I’d like to ask you all for some personal feedback. As you know, this is one of the first times I’ve worked on an international project like this so I’m keen to know how you all feel … so don’t be shy, who wants to go first? S: I’m happy to go first. M: OK great, go ahead. S: Well, I think you did a very good job communicating with the team and keeping us all informed … once we knew each other’s roles it was very easy to work together. 
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Coursebook videoscript M: Great! Thanks Stefanie, I’m happy you feel that I was able to … pull everyone together, even though we were all in different parts of the world. K: I agree. And it was good that you asked Stefanie to help out when I had some difficulties. M: Sure, it just seemed like a sensible idea to me at the time. Paula? P: I agree. I thought you were a good project manager … thanks for all the coaching you gave me and for the tips about making presentations … I felt like you were there to support me. M: Excellent. Thanks, Paula. Well, I’m looking forward to the next big project already, thanks guys.  [Video 8.3.3] M = Matt  S = Stefanie  K = Kenji  P = Paula M: I’d like to ask you all for some personal feedback. As you know, this is one of the first times I’ve worked on an international project like this so I’m keen to know how you all feel … so don’t be shy, who wants to go first? S: I’m happy to go first. M: OK great, go ahead. S: Everything was OK in the end and I think the project was a success … but I have to say … I thought it was a bit chaotic at the beginning. I think that it was your responsibility to make sure that we all knew each other and communicated … but I don’t think we did have a clear idea of who was on the project or our roles … I think that was a problem. M: That’s interesting … I thought I had done that. If you remember I sent around some email intros and I set up a virtual conference? S: You did, but it came too late and was also a bit short … It was difficult to know how to get started without knowing my role and everyone else’s. I think if you could have called each of us before the project began, that would have been good. M: Right, I’ll bear that in mind. Anyone else? Kenji? K: Everything was fine. M: Are you sure? You looked like you were thinking about something there. I’d like to hear anything that’s on your mind. K: This project was just one of many tasks that I had. I’m always very busy, but I don’t think you understood that, you always asked me to do things urgently. I’m sorry that I was not always able to act so quickly. M: OK. I really had no idea that you had a lot of other jobs on, you must tell me things like that … otherwise there’s no way that I can know … P: But I think what Kenji’s saying is that you often waited until things were urgent before passing 
them on, and that puts us under pressure and creates a lot of stress … it’s just a question of being organised. I think in future if you gave us all a timeline or something, that might help us to plan better. M: OK, I get the point. We’ve all been under pressure, and it’s not like your work was perfect, I had to spend a lot of time fixing other people’s mistakes. Anything else?  [Video 8.3.4] When giving or receiving feedback, we must always remember that our approach to feedback is usually driven by our own personality and preferences. And that no single approach is best. There are a few points that we should keep in mind: When giving feedback, firstly motivate others by focusing on things which have been done well. Also, remember to help them improve by focusing on areas in which they can develop. We saw the team do each of these in the videos, but was their positive intention clear in Option B? I’m not so sure. And in terms of receiving feedback, remember that feedback is valuable so, when you’re not hearing any, you should actively ask for it, as Matt did. Then when you do get feedback, listen to it first without disagreeing or making excuses about any potentially negative points. Then decide later if you want to act on it. Matt may have missed some valuable information when he started making excuses in Option B. Finally, use a balanced approach to giving positive and developmental feedback. Positive feedback reaffirms someone’s actions and position, and is good for their motivation. But, without developmental feedback they may not be aware of areas in which they can improve.  [Video BW3.1.1] Amalia Is this webcam on? Oh, right! So, why should you hire me? Well, I have to say I think I’m hard-working, I’m reliable and, and … I’m highly qualified. I have a background in marketing and a lot of experience in different sectors. I also speak various languages, so that will be very useful for an international company like Media Solutions. I would like to work for you because I think I’m good at communicating, especially writing, and I could contribute to your Communications department with my ideas and improve the presence of your clients in social media. Err, … that’s all really. Thanks for listening. Oh, and please call me if you’d like me to come in for an interview.  
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Coursebook videoscript Birte Why should you hire me? Because I’m a ‘people person’: I’m not only sociable, but also really creative and if you hired me, I would give 110 percent and I would get on with all the team and the clients, too. Another thing you should know about me is I’m really into sports and martial arts, as you can see. You can check out some of my videos in social media on how-to-do sports training. I love social media and dedicate a lot of time to it. It’s the way everyone communicates nowadays. What else? I’ve got a degree in marketing. I did an internship at my dad’s company and I learnt a lot. I’m a fast learner. I don’t have lots of experience but I think it’s more important to have the right attitude and just get out there and do it! Why should you hire me? Because I’m worth it! Call me for an interview and please give me the chance to tell you more.  Cindy So, you’d like to know why you should hire me? That’s a good question. Looking at my CV you might think I don’t have any relevant experience but I do have experience in managing people. I have to communicate in my job every day, where I’m responsible for a team of forty people, talking to different departments and dealing with difficult customers. I’m good at working under pressure, so you can depend on me to write those reports on time! Err, just a minute. … Another consideration is that I’m a big fan of social media. I write a blog in my free time, although I don’t have that many followers yet. I’m also studying marketing online in the evenings. So, if you hire me, I will help you to find the best solutions for you and your clients and improve their online presence with the contributions of key opinion leaders and influencers. Thank you for considering my application and I look forward to your call!  [Video BW6.1.1] Ben Fischer Hi guys! I’m Ben Fischer and my award-winning theatre company performs at events and festivals all over the world. We bring the works of famous German writers and dramatists, such as Bertolt Brecht, to audiences across the globe. In true dramatic style, our latest production of Brecht’s The Good Person of Szechwan has just been hit by disaster. An electrical fire destroyed the arts centre where we were performing in London and took with it all our costumes and equipment. Fortunately, nobody was in the building at the time and nobody was injured in the fire. 
We know one day the insurance company will eventually pay the compensation to rebuild and replace everything, but we need to complete our world tour now and can’t wait around for the money to arrive. Can you help us? We need to raise €10,000 in the next few weeks to replace everything. I promise all donations to our cause will be repaid when we receive the insurance payout. Not only that, depending on the size of your donation you will receive discounts on tickets and even free tickets to see our play in any city of your choice on the tour. Just see our website for more details. As Brecht himself once said, ‘Everyone needs help from everyone.’ By contributing to our disaster fund, you will be doing your bit to support community arts and help our young theatre group to literally rise from the ashes. Thank you!  Alison Chadwick My name’s Alison Chadwick and this is my story. I started my T-shirt business, Alison’s Tees, back in university as a hobby. Friends and fellow students used to ask me where I got my T-shirts from and when I told them I designed them myself everyone said that was cool. Then I thought, you know anyone can design their own T-shirt. It’s simple, it’s fun and it’s creative. On my website you can choose the colour and style but more than that, you can have any design or logo you like printed on it including photos to make your very own unique T-shirt. Friends will be amazed. Before we finally produce the T-shirt, you’ll receive a photo of the design for final approval. No more shopping for hours looking for something you actually like. No more low-quality shop-bought products. All our T-shirts are 100 percent organic cotton and ethically sourced. We’re helping independent cotton farmers. We work hand-in-hand with our suppliers to ensure highest-quality tees. Thanks to previous crowdfunding our business has been a big success. Now we need your support and your money to help us develop our mobile app so our users can design and order their own tees on their smartphones, anytime, anywhere.  Marcos López If you like travelling, you’ll love our new tour guide mobile app. It’s like an audio guide but on your smartphone, so you carry it with you all the time. I’m Marcos López and I’m one of the founders of Holidapp. It’s the ultimate travel companion. It’s like having an audio guide but on your smartphone. You’ll never want to buy another guidebook or tourist map again in your life. You’ll find out about the places you’re visiting whenever you want in a new, original and entertaining way. 
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Coursebook videoscript Our app is free to download and quick and easy to use. Enter the desired location and for just €10 you will get an expert guide to one of over 30 destinations in Europe and the USA. And the list of places is growing longer each month. The guide features audio tours by experts in their towns, from qualified tour guides to local storytellers of all ages with a passion for the place where they live. Our platform is free to our guide contributors and they receive 70 percent of the revenues generated by their guides. Each travel guide on our app comes with high-quality photographs and can use your geolocation to help you get the most from your guide. We need your backing to help us cover the cost of production, audio recording, programming and photography. We’d also love to hear what you think of the guides so we can keep improving our service. 
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[Video ALT 2.1.1] 
P = Presenter  MLF = Martha Lane Fox  
M1 = Man 1  JA = Jo Amess  E1 = Expert 1  
E2 = Expert 2  AP = Alex Polizzi  
JB = Julia Braime  M2 = Man 2 
P: Marketing is vital to any business – large or 
small, old or new. Companies need to build brands, 
promote their products or services and drive sales. 
Traditional marketing, like television advertising, is 
very expensive. The digital media, however, offer 
cheaper alternatives. Using the power of the 
internet and social media to build and support 
a brand can be very effective. 
Martha Lane Fox founded a successful international 
online business which she later sold for hundreds of 
millions of dollars. 
MLF: You can build your own website much 
cheaper than you could have done when we were 
starting out. You can build a transactional website 
much more cheaply. Other things that interest me is 
the kind of niche areas that are now being formed. 
You know, people can connect either through social 
networks or other mechanisms, and you can maybe 
tap into markets that before seemed pretty 
specialised but that you can find people from your 
own country or from around the world that are 
interested in the same things as you, and that’s, 
I think, one of the big trends. 
P: Using social media for marketing is a good 
strategy for start-ups with small budgets. 
M1: You can take your idea, you can create 
a Facebook page, you can even create a video 
and put it on youtube, and then see if it sparks, if 
it catches people’s imagination. Let that run for 
a few months and then you can decide whether 
or not to invest your life savings. 
P: Jo has started an events business. She 
wants to build a brand that will attract high-end 
corporate and wedding business. She needs 
a website that will develop and promote her brand. 
She is seeking help from digital marketing experts. 
E1: We’re going to run through some questions 
and some of them are quite difficult to answer, but 
I just want to really try and do your best to answer 
them. ‘What is our vision?’ ‘What do we want to 
achieve?’ Nike’s vision in the 60s was ‘To crush 
Adidas’, amazingly. Nike’s vision today is a little bit 
more sobering: ‘To bring inspiration and innovation 
to every athlete in the world.’ And it’s just interesting 
to get your perception on this. 
JA: When people walk in that door, they need to 
just go … 
E1: … ‘Wow’. Exactly, it’s creating this ‘wow’ 
moment, that’s what your brand is all about. 
P: Next, they focus on the website. 

E2: If you imagine someone coming onto your 
website, straightaway you need to be able to let 
them know what your business is about, and I don’t 
think currently what you’ve got there directs that. 
P: After a few weeks of hard work the new 
website is ready. 
AP: This website is now live from today. 
‘Enhancing visions with luxury.’ You did that! 
JA: I’m overwhelmed and speechless. 
AP: What strikes me about all these images 
is that they are both on trend and they have 
a timeless quality. 
P: The new website attracts attention. Jo is 
contacted by Julia, an influential blogger who 
targets the wedding market. The blog has 60,000 
followers. It could be another successful marketing 
channel for her business. 
JA: We’re events stylists. ‘Lusso’ is Italian for 
‘luxury’. 
JB: So it’s a prestige brand that you’re looking 
to build. 
JA: We are. 
JB: I can tell by looking at this you’ve really 
looked at trends, but you haven’t just followed the 
trends, which I think’s really important. There’s new 
staff here that I haven’t seen before. 
P: Julia is clearly impressed. She makes an 
offer to Jo. 
JB: We’re really interested in featuring these for 
you. And I’d love to as well speak to you about 
maybe becoming a features supplier as well as this 
looks … looks excellent. 
P: Jo’s brand now has an effective presence 
on her website and on social media. Before long, 
she sees a growth in her business. 
Digital marketing channels are easy to access 
and often very cost-effective. But the basic rules 
of marketing are the same whether a business 
chooses traditional or digital channels to sell its 
products. 
M2: You need to understand what you’re selling, 
is it marketable, who’s my audience that I’m 
marketing to, you need to build that USP, that 
unique selling point that differentiates you from 
other people that sell something. And figuring that 
out is, it’s classic skills, but you’re using a different 
way of doing it, the internet, it’s a different channel, 
different method. 
P: Despite the rapid growth in digital marketing, 
traditional channels remain strong. The challenge 
for businesses is to choose the channel, or 
channels, that reach their target markets most 
effectively. 
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[Video ALT 6.1.1] 
P = Presenter  RR = Richard Reed  Lo = Louise  
G = Gerry  Le = Lee 
P: Many young people dream of founding 
a start-up, but just because they have an idea, it 
doesn't make them the next Facebook. In this film, 
we're going to meet two young entrepreneurs who 
have got an idea and some capital and are trying 
to build a business from nothing. 
Businessman Richard Reed is visiting to look for 
an investment opportunity. One idea has caught 
his eye – a social media marketplace for cycling 
enthusiasts. 
RR: A lot of people have told me I've got to go 
and see you, guys. 
Lo: Oh, really? 
RR: Yeah, yeah, yeah, yeah. 
G: I'm Gerry by the way. 
Lo: Louise. 
Le: Lee. 
RR: Richard. Come on, we've got a minute. 
G: Basically, our platform is trying to create 
something different – it's a social e-commerce 
platform. It builds on the success of our blog which 
we've run for a year. We've attracted over 18,000 
visitors through our whole social network. 
P: This elevator pitch from Gerry claims that 
the sales commission from the brands who sell on 
their website will bring them £96,000 of income per 
year. 
RR: Man, that would be a great first year. Let's 
hope it happens. Really well done. It's a great pitch. 
It's a lovely looking thing as well. Yeah, I'll take the 
plan, sure man. Well done.  
P: Like many young start-ups, Bicycle 
Basecamp is basically an idea, a laptop and some 
hustle. 
G: I'm an avid cyclist and I have been for many 
years. I realised that there was no place online 
where cyclists could go and sell their bicycle to 
other members of the cycling community. 
Lo: Gerry comes up with these ideas, he's 
a little bit crazy, eccentric, goes off on a tangent. 
And then, I suppose, I sit down and count how 
we're going to make that happen, if it's feasible, 
how much it's going to cost, when is it going to 
happen and hopefully try and achieve it. 
P: A formal meeting with Richard Reed about 
his seed investment is the next step. 
RR: I'm curious about Bicycle Basecamp and 
they're right at the beginning, so I'm happy to put 
in three grand of development capital. But I need 
to see a working prototype of the site and proof 
that they really can deliver on the business side. 
P: Gerry and Louise get some space in an 
incubator for start-ups and decide first of all to 
change the name of the brand. They have spent 

money on some designs and want to test them out 
in a focus group. 
After three weeks, it’s time to meet Richard again 
to see if he will invest for a further round. Have they 
used his £3,000 of seed capital wisely? 
RR: Tell me, what have you done with the seed 
capital? 
Lo: We did a lot of work in terms of graphic 
design on the new name and the logos, so we had 
to pay for that. We also looked into intellectual 
property so we wanted to know that we would be 
able to get the domains if we changed our names 
and buy those up. 
RR: I thought we’d agreed that you guys would 
focus on building a working prototype. 
G: Yeah, we have. 
Lo: We have a proposal but we don’t have a … 
for how the prototype would … for how the website 
would be, but we don’t necessarily have an actual 
working prototype. We’ve got all the things in place, 
so how it would be. 
RR: Yeah, but no prototype. 
G: No, what we’re at right now is we’ve 
developed this idea for the ultimate destination for 
cyclists to buy and sell products. 
RR: But that doesn’t make a business. Who’s 
going to be the person who’s in charge of HR? 
Who’s going to be the person who’s in charge of 
finance? Who’s … ? You know, a business is this 
multidimensional thing that you need someone to 
be good at each bit of it. And I’m nervous that what 
you’ve got is a group of people that are good at one 
bit of it. I’m still trying to tease out from you guys 
who’s doing which of those bits. 
Lo: I’m taking on the role of doing … Gerry’s 
the founder, I look into the operations, I’ll be, I’ll be 
the one who’ll be managing the business. 
RR: Can I offer you some advice? 
Jo: Yeah. 
RR: Talk more. I’m not saying you talk less, but 
I’m saying you talk more, because if you’re trying to 
raise money from people, anyone sitting on my side 
of the table, when they’re thinking about the 
business, of course they want the idea and the 
passion and the vision. Of course! Then when that’s 
sold and landed in the first five minutes, then you’ve 
got to convince someone that they’re going to be 
capable of delivering that vision. I think, at this 
stage, you’re not investible. I’m not saying you’re 
not going to get there, I’m not saying that you’re not 
going to that area …. I want to invest in a business, 
not in a community. Communities typically aren’t 
monetised. They’re communities! If I go and hang 
out with my friends to have a chat, I don’t want 
someone trying to sell me something. And when 
I go shopping, I don’t want someone trying to be 
my friend, I just want to buy the thing. But you’re 
younger than me and I could be out of touch, and 
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that’s maybe the way that the world is going. OK. 
Thank you. 
Lo: Thank you. 
RR: I appreciate all the time and energy you’ve 
put into it. 
P: Louise and Gerry didn’t get that investment 
and have now moved on to other things. For the 
entrepreneur, that’s not a failure. They need to 
simply keep creating, getting feedback on their 
latest start-up idea and setting projects aside 
quickly when they don’t succeed. 
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 1.01    DR = David Robinson   JW = Janet Wood 
  DR:  In this part of the show I’m talking to 
organisation consultant, Janet Wood. Janet, 
the tall organisation structure is still typical in 
companies today, isn’t it? 
  JW:  Yes, and this traditional pyramid hierarchy has 
many problems. 
  DR:  Such as … 
  JW:  Well, decision-making is generally slow. This 
type of company can be very bureaucratic and 
ineffi  cient. It’s slow to change and innovate, which 
is a real danger in today’s world. 
  DR:  But is there really any alternative in a large 
corporation? 
  JW:  Yes, there are examples of successful 
innovative organisations which do things 
diff erently. One of the most famous is W. L. Gore, a 
multinational manufacturing company. 
  DR:  W. L. Gore is probably best known for the 
fabric Gore-Tex, isn’t it? 
  JW:  That’s right. Bill and Genevieve Gore started 
the company in the USA back in the 1950s with 
a fl at structure. Today, the company still has no 
traditional organisational chart. Gore believes that 
if people are passionate about their work, they're 
going to be highly self-motivated. 
  DR:  So, how does the company operate? 
  JW:  Well, there are over 10,000 employees in 30 
countries divided into teams of 8 to 12 people, who 
work on projects and products together. The staff  
at Gore are actually called ‘associates’. They don’t 
have job titles. And they don’t have managers. 
Instead they choose to ‘follow’ leaders. Basically, 
you decide what you are going to contribute to the 
team and you establish your own work and pay. 
  DR:  I hear the associates actually  elected  the 
company’s chief executive, Terri Kelly. 
  JW:  Yes, she’s one of the few people at the 
company who has a job title. 
  DR:  There’s been a lot of talk in the business news 
recently about a concept called ‘holacracy’. Can 
you tell us what that is exactly? 
  JW:  Yes, the expression comes from the Greek 
word  holos , meaning ‘whole’. Holacracy is 
essentially a system with no bosses at all. 
  DR:  How does this manager-free system work in 
practice? 
  JW:  Well, it’s probably too early to know. Just two 
years ago Zappos, the U.S. online shoe and clothes 
store which was started in 1999, introduced 
‘holacracy’. Now all the functions of the company 
have been delegated to teams called ‘circles’. 
Zappos has about 1,600 employees distributed 
among some 500 circles. Each circle has a ‘lead 
link’ who has a similar role to a project manager. 
  DR:  Does this person, the ‘lead link’ decide who 
does what tasks? 
  JW:  No, circle members decide their roles and 
responsibilities in meetings. Larger teams have 
circles within circles. Staff  can either start a new 
circle or join a circle depending on the type of work 
they’d like to do. 
  DR:  Sounds complicated. 
  JW:  Yes, the CEO of Zappos, Tony Hsieh, says it 
could take another two to fi ve years to complete 
the transition. In fact, Zappos has a training session 
next week, called a ‘Culture Camp’, and I’m fl ying 
to Las Vegas tomorrow for that. 
  DR:  I’m sure that’s going to be a very interesting 
experience. Janet, thank you for coming into the 
studio today. 

 Ext1.01 
  1  Well, decision-making is generally slow. 
  2  This type of company can be very bureaucratic 
and ineffi  cient. 
  3  … there are examples of successful innovative 
organisations which do things diff erently. 
  4  W. L. Gore is probably best known for the fabric 
Gore-Tex, isn’t it? 
  5  Today, the company still has no traditional 
organisational chart. 
  6  … she’s one of the few people at the company 
who has a job title. 

  7  Now all the functions of the company have been 
delegated to teams called ‘circles’. 
  8  Staff  can either start a new circle or join a circle. 

 1.02 
  A:  Hi, Juliana. What time does the department 
meeting start tomorrow? 
  B:  At 10 o’clock as usual, but I think I’m going to 
be about fi fteen minutes late. I have a dentist’s 
appointment. 
  A:  Are you going to be able to talk after your trip 
to the dentist’s? 
  B:  Yes, it’s just a check-up. In fact, I’m giving a 
presentation on the company restructuring. 
  A:  I’m sure that’s going to be interesting. Is it true 
we’re moving to offi  ces outside the city? 
  B:  I’m not going to tell you anything before the 
meeting. You know that. 
  A:  Well, I’m going to sit right at the front. I don’t 
want to miss anything. 

 1.03 
 First meetings in an international business setting 
can often be diffi  cult. Two strangers come together. 
Often, they both have to speak a foreign language, 
English. So you have strangers who aren’t sure 
what to say to each other. And they aren’t sure how 
to say it. The result is pretty predictable: a diffi  cult 
silence. Now, silence isn’t necessarily bad. In some 
cultures, silence is good; it’s positive because it 
signals respect. But for me, if you want to get to 
know someone, to understand them as a person 
and as a professional – which is essential for doing 
business together – then silence is a risk, because 
you stop this process.  
 If you want to learn about the other person, and 
build a relationship, you need to ask questions. And 
this is the real value of asking questions – you learn 
stuff  about the other person.  
 So … Which questions do you ask? I would say, 
in terms of style, keep it short and simple, just 
ask simple starter questions. If you are meeting 
a visitor, you can say things like,  ‘Did you have 
a good trip?’ Is this your fi rst time here?’  These 
kinds of questions are good because they allow 
an easy answer, they’re not too personal, but they 
can quickly break the ice and get the conversation 
fl owing.  
 You know, sometimes the specifi c questions don’t 
really matter; you just ask a question to get the ball 
rolling. And then it’s important to ask follow-up 
questions – if you don’t, small talk can feel very 
mechanical.  
 In terms of what you ask about in those fi rst few 
minutes, I think in business you need to have a 
mix of personal and work topics. On the work side, 
asking about roles and responsibilities is good, and 
the organisation behind the person, and where 
people work and travel … all these questions are 
easy to answer and give you useful background. 
And if you listen to what people tell you, you’ll fi nd 
more ideas for other questions.  
 And all this asking questions, well, it builds 
understanding and in the end … trust. Remember, 
it’s impossible to trust someone if you don’t know 
them well. And how can you know them well? 
You’ve got to ask questions! Oh, one fi nal thing: 
if possible, fi nd something you have in common 
with the other person – maybe you visited the 
same place, you like the same food, the same 
music or sport. When you and the other person 
have similar interests, the conversation often 
goes better. 

 1.04   P = Paul   E = Eva
  P:  Hi, is it Eva?  
  E:  Yes.  
  P:  Hi, Eva. Nice to meet you. Welcome. 
  E:  Thank you. It’s nice to be here. 
  P:  Did you have a good trip? Hotel OK? 
  E:  Yes, no problems. I haven’t seen the hotel yet. I 
came straight here from the airport. 
  P:  OK, well, follow me. My offi  ce is just through 
this door. So, here we are. Can I take your coat?  

  E:  Thank you. 
  P:  Good. Take a seat. Can I off er you something to 
drink? Coff ee? Tea?  
  E:  Just water would be nice, thanks.  
  P:  OK. Here you go. So, is it your fi rst time here in 
the London offi  ce? 
  E:  Yes, it is. But I’ve been to London once before. 
  P:  OK. For work? 
  E:  No, just a holiday that time. 
  P:  So, where do you work exactly? Are you in the 
Zurich offi  ce at the moment? 
  E:  Yes, I’m responsible for sales support there. I 
work 20 percent in Geneva, though. 
  P:  OK, and, do you report to Paul Blaettner? 
  E:  Yes, I do. You know him? 
  P:  Yes, I worked with him on a sales project last 
year. I was thinking of inviting him to join us later. 
Are you free for dinner this evening? 
  E:  Yes, that would be nice. 
  P:  Fine, so I’ll organise that. And, funny, you know 
I also worked in Geneva. When did you join the 
company?  
  E:  End of last year. 
  P:  OK, then I just missed you. I moved to this job 
here in October. So you know, I’m now Head of 
Customer Service, and also this new international 
project around Service Excellence, which is why 
we’re here.  
  E:  Yes, I’m really looking forward to this project. 
It’s going to be a lot of work, but I’m ready. 
  P:  It’s really good to have you on the project. So, 
shall we make a start? I know you have a busy 
schedule and lots of other people to meet. 

 2.01 
 1   Good morning, everyone. My name is John 
Hawkins, and what I want to do today is give you 
a short introduction to the company. I won’t take 
more than ten minutes because we have a lot to 
get through today. But if you have any questions, 
please feel free to interrupt. 
 2   I would like to start by off ering a very warm 
welcome to everyone here today. Thank you 
very much for coming. I know many of you have 
travelled a long way to be here. As you know, I’m 
Pam Ellis, Managing Director here. What I want 
to do today is give you an introduction to the 
company. Firstly, a little information on operations; 
secondly, more about the people; and fi nally, the 
culture we have here. But to begin, I want to look 
at operations. 
 3   Good morning. I’m Paolo Orlandi, Managing 
Director of Production here. Er, sorry for my poor 
English. But I must, before we take a tour of the 
factory, give you an introduction to health and 
safety, so that everyone is safe here. Please, do ask 
questions if there is anything you don’t understand. 
I know some things I say may not be so clear. But, 
it’s important everyone understands what to do 
and what not to do in the production area. So, 
please, ask me questions. Any questions, any time, 
if anything is not clear. I’d like to start with some 
rules on where you can walk and where not to 
walk. As you can see … 

 2.02 
  1    So, before I begin and tell you why I am here, 
I would like to start with why you are here. And 
how can I know that? Well, I asked a couple of you 
during coff ee this morning. Jackie, over there, yes, 
she wants to learn about which countries we are 
active in, as she wants to work abroad one day. 
Good, I’ll talk about that. Peter, he’s a fi nance guy 
and wants to know more on the numbers. Are we 
profi table? Important question, Peter, and I’ll talk 
about fi nance too. And Samir, the interest there 
is how to become a leader as quickly as possible. 
And I will talk about that too – what kind of 
organisation we are, and what kind of people do 
well here. 
  2    To begin, before I say anything, I’d like to ask 
you a few questions, fi nd out what you know about 
this organisation. Who knows how many people 
work here? OK … put your hand up if you know the 
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answer to these questions. Which countries are 
we active in? … OK. What are our main products? 
… Hmm, so, not so many of you. That’s fi ne. That’s 
why I’m here. My name’s Pam Ellis and I want to tell 
you a little bit about … 
  3    Now, to start, I’d like to share a story with you, 
about a young man, around twenty years ago, who 
was sitting right where you are standing, new to 
the company, a little nervous on the fi rst day, not 
knowing what to expect. Well, that was, as you can 
probably guess, me all those years ago. On that 
day, I listened, and I continued to listen and learn, 
and now I’m Managing Director. So, welcome. 

 2.03   JH = John Hawkins   
Au = Audience member 
  JH:  So, let’s begin with the most important part 
of the company, and that’s its people. And there 
are three important points I want to make here. 
Firstly, we’re a very young company. It was set 
up only three years ago and the average age is 
only twenty-nine. This means we’re fresh and 
energetic and we really like innovation, which 
is our main strength. Secondly, we’re a small 
company, with only fi fty-six people at the moment. 
This is also important because we want to stay 
personal; people know each other here, we have 
a family atmosphere, which our customers also 
feel and love about us. And fi nally, and as I said 
earlier during lunch to some of you, we are very 
international. In fact, we now have twenty diff erent 
nationalities in the company, working in fi ve 
countries. For me, on a personal note and speaking 
very openly, this is important as I believe very much 
in being international and the value of working 
across diff erent cultures. So, if you can take a look 
at this slide, you will see the nationalities in the 
company. I hope I haven’t missed anyone. Truly 
international. Great. Yes, a question? 
  Au:  Is the company growing? Getting more 
international? 
  JH:  Great question. Really good question, in a 
number of ways. Yes, we are growing, probably 
to around sixty-fi ve people this year. But I don’t 
want to grow much more or we become too big, 
too much a large corporation. So, yes but no. We 
are small. We want to be small. And we plan to 
stay small. But I’ll say more about that a little later. 
Are there any other questions now on that? So, I’ll 
close there. Thank you very much for listening. And 
I’ll hand over to Paul to tell you something about 
products and services. 

 3.01 
  1    What are your strengths and weaknesses? 
  2    Are you working at the moment? 
  3    How long have you worked as a chemical 
engineer? 
  4    Do you have any experience in green 
technologies? 
  5    Why would you like to work for us? 
  6    What would you do on your fi rst day at work? 
  7    Do you have your original certifi cates with you? 
  8    Where do you see yourself in fi ve years’ time? 

 3.02 
  1    You’ve told me about your strengths. Can you 
tell me what your greatest weakness is? 
  2    Could you tell me about your work experience? 
  3     You write in your CV that you have good 
leadership skills. Can you tell me about a time 
when you showed leadership skills? 
  4    Although you have the right qualifi cations, you 
don’t have much work experience in this sector. 
I’d like to know if you’ve ever done any voluntary 
work. 
  5    Could you tell me how you would add value to 
our company?  
  6    This job involves visiting waste-water facilities 
around the country. I’d like to know if you are 
prepared to travel for the job. 
  7    Right. Finally, I’d like to know who I should 
contact for a reference. 

 3.03    I = interviewer   C = candidate 
  1  
 I: You’ve told me about your strengths. Can you 
tell me what your greatest weakness is? 
 C: I’m not sure, but my friends tell me I’m quite 
demanding. 
 I: Are you a bit of a perfectionist?  
 C: I don’t know. Sometimes perhaps. 
 I: Anything else? 
 C: Erm, err … 
  2  
 I: Could you tell me about your work experience? 
 C: I’m afraid I don’t have much experience, but I 
have a PhD in waste water management.            
  3  
 I: You write in your CV that you have good 
leadership skills. Can you tell me about a time 
when you showed leadership skills? 
 C: Sure. I was responsible for a large team of 
researchers while I was doing my PhD in the States. 
And in my last job I was the assistant project 
manager for a waste water facility. That was a 
temporary position because someone was on 
maternity leave. 
  4  
 I: Although you have the right qualifi cations, you 
don’t have much experience in this sector. I’d like to 
know if you’ve ever done any voluntary work. 
 C: Erm, let me think now ... Well, when I was at 
university, I did voluntary work visiting schools. I 
was working on a project together with teachers 
and children, raising awareness about water 
consumption and waste water processes.  
 I: I see. 
  5  
 I: How would you add value to our company? 
 C: Sorry, I didn’t catch that.  
 I: Could you tell me how you would add value to 
our company? 
 C: That’s a diffi  cult question. As I said before, I 
think I’m highly qualifi ed for the job, I’m a fast 
learner and I’m really passionate about green 
technologies. It isn’t just a job. It’s a lifestyle. 
  6  
 I: This job involves visiting waste water facilities 
around the country. I’d like to know if you are 
prepared to travel for the job. 
 C: Yes, of course. That will be very interesting. 
  7  
 I: Right. Finally, I’d like to know who I should 
contact for a reference, in case we decide to off er 
you the job. 
 C: References? Well, there are two or three 
contacts. I’ll need to check and get back to you. Is 
that all right?   
 I: Fine. Do you have any questions for me? 

 3.04 
 1      S = Sue   M = Max 
  S:  Thanks for coming in today, Max. … So tell me, 
why do you think you’re the right person for this 
job? 
  M:  Well, I’m hard-working, … I’m fl exible, … I’m 
good at working with colleagues and customers, 
and I have the relevant experience and skills. 
  S:  OK. That all sounds good. Have you ever 
worked in a regional sales team? 
  M:  No, I haven’t. 
  S:  Oh, OK ... Do you have a driving licence? 
  M:  Not yet. 
  S:  I see. If you get this job, you will need to have 
a driving licence. So … You’ve told me about your 
strengths and experience. Can you tell me about 
your weaknesses? 
  M : Hmm. Well, … I’m not very organised, like with 
paperwork and other things. 
  S:  I see.  
  M:  So, what are the next steps? When can I expect 
to hear from you? 
 2      S = Sue   J = John 
  S:  Thank you for coming in today, John. I invited 
you here because Anna has told me a lot about you 
and your abilities.  

  J:  That’s great. Thank you for your time today.  
  S:  Of course. So tell me, why do you think you’re 
the right person for this job? 
  J:  Well, I’m hard-working, I’m fl exible, I’m good at 
working with both colleagues and customers, and I 
have the relevant experience and skills. 
  S:  OK. That all sounds good. Have you ever 
worked in a regional sales team? 
  J:  That’s a good question. I haven’t, but I do have 
many transferable skills. I’ve worked in diff erent 
local offi  ces of the same company, so I understand 
the balance between local and regional priorities. 
So, while my experience is local, I have a good 
awareness of the sales focus from regional 
perspectives too. I’ve also indirectly supported a 
regional project with local information. 
  S:  That’s good. Anna told me about the project 
you worked on. So, moving on … Do you have a 
driving licence? 
  J:  It’s good you asked that. I’m currently learning 
to drive, and I have my test in two weeks’ time. 
  S:  OK, that’s good. If you get this job, you will 
need to have a driving licence. Now, you’ve told me 
about your strengths and experience. Can you tell 
me about your weaknesses? 
  J:  Well, I’m very good at dealing with people, 
which as you know is essential in sales, but I 
sometimes struggle with the administrative work 
and paperwork. I am aware of this, though, and I’m 
working on it so that I can improve. 
  S:  OK, it’s good that you’re working on this. Do 
you have any questions for me?  
  J:  Yes, I do. Could you tell me what a normal day 
or week in this job would be like? 
  S:  Sure, it would start at about 8 o’clock and 
initially what you’ll be doing is …  

 4.01 
 Why is it diffi  cult for companies to plan for the 
future? Because it isn’t easy to know what’s 
going to happen in this complex world we live 
in. How can a business ever know what will have 
an impact on its performance and success? In 
today’s session we’ll look at a popular tool to plan 
business strategy called PEST analysis. That’s P-E-
S-T. PEST is an acronym and the four letters stand 
for the diff erent types of external factors that a 
business has to face and generally has no control 
over. By external factors I mean infl uences outside 
a company that can however impact a business. 
So, what do the letters P-E-S-T stand for? Well, P 
stands for ‘Political’ as you might guess. E means 
‘Economic’. S stands for ‘Social factors’ and fi nally 
T refers to ‘Technological factors’. I should mention 
there is also an extended version of PEST analysis 
called ‘PESTLE’ – that’s P-E-S-T-L-E, which puts 
‘Legal’ and ‘Environmental’ factors into additional 
categories. Anyway, going back to PEST, let’s look 
at some examples we can put into each category 
so you get a clearer picture. Then later I’ll get you 
to apply PEST analysis to a company you know 
well. You don’t have to take notes as all of this 
information is on the intranet. 

 4.02 
 So, examples of political factors are the stability 
or instability of governments in a company’s 
markets which will aff ect business growth. 
Another example is the employment laws in 
each country, which are obviously decided by 
politicians, and thirdly corporate taxes, also 
decided by government. Economic factors are 
often closely related. An economic recession is 
clearly going to aff ect demand for a company’s 
products. High infl ation is going to aff ect costs and 
prices. A third example is exchange rates, which 
will aff ect exports and imports. Social factors, as 
the name suggests, are about people and society. 
For example, changing consumer preferences 
and the age demographics of the population can 
aff ect demand for products. Also, is the population 
growing and how fast? As for technological factors, 
we all know the impact technology has on our 
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lives. Businesses have to analyse the possible uses 
of emerging technologies, for instance automation 
on production lines. Another example is the impact 
of the internet, such as online shopping, and 
thirdly the smartphone revolution which allows a 
company to reach customers faster than ever.  

 4.03 
 Obviously, a PEST analysis is not only about 
collecting lots of data. The next step is to prioritise 
the most relevant factors and identify any business 
opportunities these off er. For example, can a 
new technology improve production processes 
and reduce costs? It’s also crucial to identify any 
signifi cant risks, or threats, to the business. For 
instance, if consumer demand is falling in one part 
of its market, should the company develop new 
product lines? Finally, managers have to go beyond 
analysis into action. A company mustn’t miss any 
opportunities for the business so these must form 
part of the business plan. If there are signifi cant 
threats, the company must come up with a strategy 
to deal with these risks too. I should mention that 
PEST is used with other tools which also analyse 
internal factors, but we won’t go into that today. 
OK, let’s look at a PEST analysis of a well-known 
footwear company. 

 4.04    R = Roel   B = Bibi   P = Peter   A = Annette 
  R:  OK, let’s get started. Good morning, everyone. 
Great to see you all here today. Now, what I want to 
look at today is a problem, a nice problem in a way, 
but a problem, the fact that we’re now getting a lot 
of telephone and email enquiries from new countries: 
Belgium and France, and Germany, of course, but also 
the Czech Republic, Poland and Hungary. I think the 
new website is helping; it’s very attractive and it’s 
generating traffi  c. But it is creating a problem. 
  B:  Can you explain again what the problem is, 
exactly? New customers – that isn’t a problem, is it? 
  R:  No, the problem is that in many of the emails 
that people are sending, particularly, but also some 
phone calls, people are not using English; and we 
don’t have the skills in house to deal with customer 
enquiries in Polish and Czech, etc.  
  P:  OK, so the real problem is a lack of language 
competence here in the company, which we need 
to solve or we will lose potential customers. I guess 
that’s the point. 
  R:  Exactly. So, I wanted to take a few minutes of 
your time to discuss this. Any ideas? 
  P:  Um, would it be possible to train our people 
here to use the diff erent languages? It’s a cost, but 
it’s a solution. 
  R:  OK, intensive training could be a solution. I’ll 
note that down, thanks. What else can we do? Bibi? 
  B:  How about using a call centre service for 
diff erent languages? People who call us, they 
can choose the language they work with, and we 
contract a call centre to handle fi rst contacts, and 
then they contact our sales staff . 
  R:  That sounds like a possible solution. 
  A:  OK, but I’m not sure how that would work. If we 
do that, it will just increase our costs. 
  R:  Let’s just stick with ideas for the moment. So 
Annette, anything to add? 
  A:  Maybe we recruit some people with the 
languages we need.  
  R:  I think that’s a nice idea; simple and doable. 
I don’t know the cost, but I like the fact that we 
might be able to do it relatively quickly. 

 4.05    R = Roel   B = Bibi   P = Peter   A = Annette 
  R:  So are there any more ideas? No? Well, I think 
recruitment is the best option. 
  B:  Why do you think recruitment is the solution? 
  R:  Well, we are looking for new salespeople 
anyway, at least two. And so it’s a very easy thing 
to just add languages to the profi le required. 
  B:  I’m not sure that it’s the best solution. I prefer 
training. 
  P:  Bibi, just building on Roel’s idea, I think it’s 
easier to hire someone than train them in language 

skills. For our staff  to learn Czech or Hungarian, it 
would take a very long time ... years! 
  B:  You may be right. 
  R:  OK, then I think we need to look at recruitment 
as the quick solution. Agreed? 
  B:  OK, I can live with this. 
  P:  Yes. 
  A:  Agreed. 
  R:  Shall I take this on, or do any of you have time 
to do this? Annette, you normally handle people 
topics. 
  A:  Do you want me to do that? I’m happy to take it 
on.  
  R:  Great. So if you could get a job description done 
by the end of this week for us to discuss, then we 
can advertise next week, maybe hire by the end 
of the month. Problem solved in … what, three 
weeks? 
  B:  If you need any help with this, just ask, Annette. 
It’s quite a lot of work. 
  A:  Great, thanks. 
  R:  Great. That’s what I love about you guys – such 
a great team. 

 5.01    A = Anne   And = Anders 
  A:  Anders. Good to see you again. Are you well? 
  And:  Not bad. Just back from a weekend to see 
family in Copenhagen.  
  A:  Very nice. We’re just in here. Please, take a seat. 
Coff ee? 
  And:  No, I’m fi ne with water, thanks. 
  A:  Please, help yourself. So, fi rstly, I should 
apologise for pushing. I really needed to have 
this meeting this morning. So, sorry about the 
very short notice but we have some new fi nancial 
objectives in the company, from the board, so 
I have a lot to do on this end by the end of the 
month – all very urgent. 
  And:  No problem. We need to discuss next year, 
anyway. 
  A:  We do. So, as I said in my email to you, I think 
there are some important things we need to talk 
about. What I’d like to discuss today is, fi rstly, of 
course, price of service. Secondly, our cancellation 
policy. We have more and more cancellations, and 
we need to discuss how to handle this.  
  And:  OK. 
  A:  Thirdly, quality. You know, we’ve had a few 
issues with late taxi pick-ups, some hotels have 
been a little below standard.  
  And:  OK, very happy to talk about that. 
  A:  To start, I’d like to hear from you fi rst. We talked 
about these topics last time we met, was it the end 
of last month? And you said you would have some 
discussions with your management. So perhaps it’s 
useful to update fi rst on how that went, and you 
can give me your fi rst ideas on these topics. 

 5.02    And = Anders   A = Anne 
  And:  Yes, we did have some discussions. So, OK, 
fi rstly let me just check here, yes, OK, on the pricing 
side, my proposal would be that we go with an 
infl ation-level price rise, which means just 2 
percent, because I think we both appreciate that 
the economic situation is diffi  cult, so I think this 
is probably fair to both of us. On the cancellation 
side, the policy is currently that you need to inform 
us eight hours before a taxi or a fl ight needs to be 
cancelled, or we will charge you for the booking. 
This is something we want to keep. We think eight 
hours is reasonable. And then, on the quality side, 
well, which is more on hotels, we only book as 
per your instructions, three- or four-star hotels, 
and we use the national rating system as a guide. 
The problem we fi nd with hotels and experience 
of hotels, some people like one hotel and some 
people another. I realise some people are unhappy 
with some of the three-stars, but some are happy. 
So we would recommend no change here. 
  A:  We’ve had some very unhappy executives. 
  And:  I realise that, but as I said, in some of the 
same hotels, we have happy executives, even from 
your company. So, I think this is more around what 

some people like and don’t like, and it’s not really a 
quality issue. So, how does that all sound to you? 
  A:  Thanks for that. So, going through the three 
points … Just to clarify, do you mean a 2 percent 
increase on both taxi and hotel accommodation 
prices? 
  And:  Yes, that’s right. 
  A:  OK, I think the 2 percent, that’s a little high; 
we were hoping for something lower. Would you 
consider 1.5 percent? That is more or less in line 
with the current company policy on vendor prices. 
Before you answer that, on the fl ight cancellation 
side, because business is less and less predictable, 
and more and more trips are being cancelled, 
we need to agree a diff erent policy on this; we’re 
paying for too many cancelled fl ights. My proposal 
would be that we go to three hours pre-warning of 
a fl ight problem from our side. I think that would 
really help us. Most trips are cancelled the morning 
of travel, so three hours would deal with this fi ne.  
  And:  But three hours is very short notice.  
  A:  It is. But it’s reality. So we need to fi nd a way 
around this. On the hotel quality side, I think we 
need to change how we do things and just go for 
four-star instead of three-star. Assuming we did 
this, we would want a three-star price on all our 
bookings; I think this is justifi ed by the volume 
of bookings. 

 5.03    And = Anders   A = Anne 
  And:  OK, thanks for this. I think this is very fair, 
overall. On pricing, I can agree to 1.5 percent. We 
will need to review it again in the future but for 
next year, fi ne. On the fl ight cancellation problem, 
your proposal is very diffi  cult for us to accept. If we 
make a fl ight booking, and then cancel it, we have 
a cost. This isn’t something we can accept. 
  A:  OK, but then you need to negotiate with the 
airlines. 
  And:  We do talk to the airlines, of course, but 
they’re not always so fl exible. And any negotiation 
on this takes time; so it’s very diffi  cult for me to 
accept this shift to three hours. We could maybe go 
to six. 
  A:  Six? OK, that might work. It’s better than the 
eight – it makes it easier to cancel on the day of 
travel … so let’s agree to that. 
  And:  OK, good. And then on hotels, I think we 
can do this but we will need to limit the range 
of hotels. That will help us to be more fl exible 
on price. You have a big choice of hotels in some 
locations. Can we change this to two hotels per 
location, for example? 
  A:  That seems reasonable. OK, fi ne. Two hotels 
per location. I think we have six in some cases. And 
that's too many.  
  And:  OK, good. Yes, so two hotels per city location, 
and we have a deal.  

 5.04    And = Anders   A = Anne 
  And:  So, is that everything? 
  A:  Yes, I think that we have an agreement. We said 
that prices would go up by 1.5 percent. We agreed 
to change fl ight cancellation time without penalty 
to six hours before scheduled travel. 
  And:  Correct. 
  A:  And we are going for four-star hotels at three-
star rates, but with just two hotels per location. 
  And:  Yes. 
  A:  What do we agree as the three-star rate? 
  And:  That’s actually going to be diffi  cult because 
the rates actually vary a lot. Can we take the 
average three-star hotel rate in that location, just 
to use as a benchmark? 
  A:  Fine. Great. So, thanks very much, Anders. If 
you confi rm that in an email to me, then I will get 
agreement internally with my manager. Then we 
can draw up a new contract. 
  And:  Very good. I’ll email you by the end of this 
week. 
  A:  Excellent. Well, that was quick and effi  cient. We 
have a little time for you to tell me all about your 
weekend in Copenhagen. 
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 6.01 
  1    What do you like doing in your free time? 
  2    I like hanging out with friends. 
  3    Do you have any previous work or voluntary 
experience? 
  4    I take the dog for a walk every day. 
  5    What do you think you’ll be doing in fi ve years’ 
time? 
  6    I’ve never thought about that. 

 Ext6.01    S = Susana   D = David 
  S:  I think there are some unique challenges for 
young entrepreneurs like me. 
  D:  What do you think they are? 
  S:  Um, I had to fi nd fi nance, which is harder 
because I had no experience. And I had to learn 
how to manage a team and be a good boss. 
  D:  Do you think it’s stressful? 
  S:  It can be, but I have learnt ways to deal with it. 

 6.02 and 6.03 
  Part 1: the overview  
 In this next part of my presentation, I’m going 
to tell you more about the target market for our 
new company as well as market growth and our 
forecast for the next quarter. As you know, we 
produce specialist and high-end cases for mobile 
phones, tablets and laptops in a range of sizes for 
each product line.  
 On this slide you can see three charts. This pie 
chart shows us the age demographic of our target 
customers. You can see which ages the colours 
refer to on the right. You’ll notice that the 18- to 
25-year-old age group is our biggest target group. 
Next, you can see the growth of our market in 
terms of annual revenue on this line graph. The 
main point is that the mobile case sector is both 
our largest and fastest-growing sector.  
 Finally, on this bar chart, you can see the stock levels 
we have and our forecast for the next quarter year. 
At the end of Q4 we’ll have this much stock and 
you can see from our projected sales that we’re 
not going to have enough. We’ll need more stock 
to be able to fulfi l the orders that will come in. For 
that reason, we need a short-term loan so that we 
can buy more stock. I’d now like to hand over to my 
colleague, who will give you more details. 
  Part 2: the details   
 So coming back to the growth development 
graph. It is signifi cant that the growth of the tablet 
product line has been slow and the laptop line has 
fallen slightly. On the other hand, you can see that 
the mobile sector has risen sharply and is projected 
to continue. These details confi rm that mobile 
devices, in general, are outselling both tablets and 
laptops combined.  
 I’d also like to show you something on the 
customer age demographic pie chart. Although 
our cases are high-end and not exactly cheap, it’s 
interesting to see that almost half of our customers 
are in the 18-to-25 age group, and almost a 
quarter are in the 25-to-30 age group. This means 
that around 70 percent of our customers are in the 
18-to-30 age group and are willing to pay high-end 
prices for our cases. This fact proves that our cases 
are highly desirable for this age group and they’re 
willing to spend, even though they might not have 
a lot of disposable income. 
 The last thing I want you to think about is our current 
stock levels. The stock is the quantity of product we 
have ready to sell in our warehouse. Looking more 
closely at the bar chart, you can see that we have 
greatly underestimated the growth of the mobile 
sector. For that reason, we don’t have enough stock 
to meet the demand. We need more, but we’ll need 
money, like a loan, to be able to buy more stock. If we 
can secure this loan, we will be investing in further 
stock, especially mobile cases. We see mobile cases as 
the big winner for the next two years at least. 

 6.04 
 Good evening everyone, I’m George Johnson and I 
started my business, GJWoodToys, while I was still 
working at my full-time job at an estate agent’s, 

selling houses. Although I quite liked my job, ever 
since my kids were born I’d been making wooden 
toys for them as a hobby. But then other parents saw 
the toys and wanted to buy them and kept telling 
me that I should set up my own business. I started by 
selling the toys at craft fairs and they sold out every 
time. My target market was enormous: parents and 
their children, because kids are usually the ones 
to persuade the parents to part with their money. 
Parents like something that is well made, durable, 
reliable and above all safe, and the bright colours 
and versatility of each piece appeals to the children. 
It looked like we were onto a winner. 
 I continued making the toys in my garage for a while 
but then, when a couple of local stores approached 
me, I realised that I needed funding to expand my 
production and move into slightly larger premises. 
In order to do this and invest in more tools and 
employ more people, I had to use family savings and 
remortgage my house, which was a big risk because 
I could’ve lost all their money. 
 However it wasn’t long after this that a big 
department store became interested in the toys 
after one of their directors had bought some at 
a craft fair. They started talking about placing an 
order for 50,000 units. It was at this point that I 
realised I had a potentially very successful product 
on my hands. However, this next step would 
require a huge investment and I just didn’t have 
the money. With the promise of the order from the 
store I tried pitching to various potential backers 
to fi nd the funding. The bank wasn’t interested, so I 
started looking at the possibility of crowdfunding, 
although I eventually decided against this. I also 
talked to business angels. I was very lucky to meet 
a business angel who’d been looking for a start-up 
to invest in and he brought not only the investment 
needed but a wealth of experience, too. 

 6.05 
 So I know you’re interested to hear any advice I 
can give you about setting up your own business. I 
think it’s diff erent for everyone but there are some 
common points you need to focus on. 
 Firstly, in the early days it’s very important to 
believe passionately in your product or service. If 
you don’t believe in it, you won’t be able to sell it. 
You have to love what you do. 
 Once you know that you love the product, conduct 
as extensive market research as you can and listen 
to people’s feedback. It’s no good trying to take a 
product or service to market if nobody’s going to 
be interested. 
 Thirdly, I think that good planning is key, especially 
time management, but also planning every step 
of the journey. A good plan acts as a map for your 
business. And if something fails, you can go back to 
the drawing board and redraw that map. 
 The best piece of advice someone gave me at the 
beginning was to be open to advice, but remember 
that not all advice will be helpful so, if it doesn’t 
feel right for you, ignore it. And don’t be afraid to 
ask for advice or help when you need it. Remember 
you’re not an expert in everything. 
 Another vital thing is to manage your fi nances 
carefully and make sure you know how your 
money’s being used, how much you’re spending 
and earning at all times. As you get bigger and the 
amounts of money involved get larger and the 
money is no longer just yours, this becomes even 
more important, so start off  as you mean to go on. 
 And talking about money, if you end up working 
with large retailers, like me, don’t let them beat 
you down on unit prices as they’ll always try to 
push the price down as far as they can. When you 
know what price works for you, stick to it. If the 
retailers want to sell your product, you know it 
must be good so don’t give it away. 
 With everything else that’s going on, don’t forget 
your customer. The customer is the source of 
your inspiration and rewards, so developing close 
customer relations is absolutely vital. As soon as 
you start forgetting the customer, your business is 
likely to begin to fail. 

 Furthermore, the frightening thing is that suddenly 
you become a leader and managing a company 
and its personnel is not easy. So my advice to 
you here is to learn to trust your key people and 
delegate work appropriately. When you’ve been 
the only one responsible for everything for so long, 
I think this is the hardest thing to do – handing it 
over to others. 
 And fi nally, above all, never underestimate how 
hard it is to succeed. You’ll probably fi nd yourself 
working harder than you’ve ever worked in your 
life. 

 7.01 
  1    Let me tell you about my experience of working 
abroad. At the time, I was working as the Regional 
Financial Director of a construction company 
with a division in India. Part of my job consisted of 
meeting senior bank executives to arrange bank 
guarantees and credit facilities. Once, I went to a 
meeting with the chairman of a bank in Mumbai 
and when I went into his offi  ce, I was surprised to 
see a shrine set up on the table where discussions 
were going to take place and incense was burning 
in the room. After the customary greetings and 
introductions, the chairman then turned on some 
chanting music. I asked what the music was and 
he told me that it was Indian mantra music to help 
create a good atmosphere in the meeting. The 
Indians believed it encouraged a positive outcome. 
It was quite a diff erent experience to doing 
business back at home. I had never seen this kind of 
thing before! 
 Another thing is that in countries like India, 
employees will hardly ever tell their bosses that 
something is not possible. Saying ‘no’ is often 
considered ‘loss of face’. By ‘loss of face’, I mean 
embarrassing a person in front of others, or 
off ending them, and this can of course lead to 
problems in the workplace. While I was working in 
India, I often experienced this problem fi rst hand. 
For instance, employees didn’t report problems 
because they didn’t want to give a bad impression 
to their bosses. 
  2    While I was living in Kenya, I discovered that 
optimism is highly valued in Kenyan society. It’s 
refl ected in the popular catchphrase ‘Hakuna 
matata’, which means ‘No worries’. This idea of 
‘Hakuna matata’ sometimes caused confl ict at 
work and led to missed deadlines, you know, 
people didn’t fi nish a task or a report by a given 
time.  
 When I was working in the offi  ce in Nairobi, 
workers preferred to agree to deadlines without 
questioning them. Later, they admitted that they 
couldn’t meet the deadline, even if they had 
previously agreed to it. I found it very frustrating. 
On the other hand, being surrounded by optimistic 
people helped lighten the offi  ce atmosphere and 
often diff used stressful situations. So, that was the 
positive side of ‘Hakuna matata’. 
  3    While I was working as a supervisor in a call 
centre in Delhi for a multinational, I had to report 
to my boss in Los Angeles. It was very stressful 
working in customer service. We had to deal 
with complaints on a daily basis. The last week 
of the month my American boss was insisting on 
me sending a report with our latest fi gures for 
resolving complaints, and I had promised to send 
them to him. But then we got very busy. A lot of 
my co-workers had fallen ill with a virus that was 
going round and I was working really hard: I was 
going to work early and I was leaving late at night 
to cover for them. So I didn’t have time to reply to 
my boss. It was unlucky because he had wanted 
the fi gures by the end of the month, but I had 
to prioritise. Then he started sending me urgent 
emails with red fl ags and written in big, capital 
letters and that was the equivalent of shouting at 
me. He had also copied in my colleagues. I mean, 
he shouldn’t have written in capital letters, right? 
He should have picked up the phone and talked 
to me. Of course, that wasn’t easy because of the 
time diff erence. And I know Americans are stricter 
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about time, but he didn’t have to shame me like 
that! Thinking about it, I wanted to create a good 
impression because the company culture was very 
competitive, so I didn’t explain all the problems 
we were having. That was my mistake. But the 
worst thing was he had copied in all the team – it 
made me look really bad. It was so embarrassing. 
I couldn’t work there after that, so I quit my job. I 
didn’t go in the next day. 

 7.02    T = Tadashi   Pe = Peter   Pi = Pilar 
  T:  Hello.  
  Pe:  Hi, I’m Peter. I’m from D2 Logistics.  
  T:  I’m Tadashi. 
  Pe:  Nice to meet you, Tadashi. So … I’m a fi nance 
specialist. What do you do? Are you working on any 
interesting projects?  
  T:  I’m in marketing. I design marketing campaigns. 
  Pe:  Oh. … Er, so what do you think of the elections? 
Who do you think will win? 
  T:  I don’t know. 
  Pe:  But you must have an idea. What do you think? 
  T:  I’m not sure. 
  Pe:  Oh.  
  Pi:  Hi, I’m Pilar. 
  Pe:  Hello Pilar, it’s nice to meet you. I’m Peter. 
  Pi:  It’s nice to meet you too, Peter.  
  T:  Hello, I’m Tadashi.    
  Pe:    So, Pilar. What do you do? 
  Pi:  I’m an accountant during the day and I play in 
a local band at weekends … in Mexico City … that’s 
where I live at the moment …   We practise a lot 
during the week which doesn’t give me too much 
time with my family. I have two brothers, and we 
all still live at home. 
  Pe:  You’re an accountant. Really? I’m a fi nance 
specialist. Who do you work for? 
  Pilar:  Oh, er … I work for ACC Products. I’m a 
property accountant. 
  Pe:  OK. I … er … don’t know much about property. 
Well, I think I’ll go back to the buff et to … get some 
more … 

 7.03    Pe = Peter   T = Tadashi   Pi = Pilar 
  Pe:  So, Tadashi, you’re in marketing. What sort of 
campaigns do you design? 
  T:  I’m working on one at the moment for a hotel 
chain. We’re making ads that will run in planes, on 
the little screens. Er, is that OK? 
  Pe:  Er, sure. That project sounds really interesting. I 
saw ads like that the last time I fl ew on holiday.  
  T:  Maybe they were my ads. 
  Pe:  Yeah, maybe … It’s a very good place to run ads, 
everyone on the plane sees them. 
  T:  Yes. We try to make the ads specifi c to the 
country, if possible, and we always try to put in a 
little humour.  
  Pe:  Yes, fl ying and going through airports can be 
stressful. It’s good to have a little humour. 
  Pi:  So Peter, where did you go on holiday?   
  Pe:  I went to Brazil. It was a very long fl ight, but 
I had a really nice time with my family. It was a 
special trip for my father’s 60 th  birthday. 
  Pi:  Great! 
  Pe:  You know, I also have two brothers, like you.  
 One older and one younger.  
  Pilar:  So you’re in the middle, then? 
  Peter:  Yes, that’s it.  

 7.04 
 That was a really nice evening. At the beginning 
it felt a bit awkward, it wasn’t that easy to talk to 
Tadashi or Pilar. I thought that Tadashi’s English 
wasn’t very good and that he was shy and insecure. 
But I was making assumptions and I was wrong 
on both points. He was quite fl uent, and very 
enthusiastic when we were talking about things he 
likes and he’s good at. He thinks a lot about what 
other people say before he reacts. When I realised 
that, I stopped talking so much. Then he had more 
time to think, and he spoke more too. And Pilar? 
I didn’t really take her seriously at fi rst; I thought 
she just wanted to talk about her free time. But 
when I stopped talking about work and talked 

about my family and travel, the conversation really 
developed. We connected more, and then it was 
easier to fi nd out more about her job and what she 
does. I guess fi rst impressions can often be wrong, 
especially with people from diff erent cultures. 
Anyway, I’m glad I adapted my approach and got to 
know them a bit better. 

 8.01   J = John   P = Philippe   B = Bettina   
A = Angela  
  J:  Thanks, everyone, for coming to this special 
meeting today.  
  P:  No problem. Happy to be here.  
  B:  Sure.  
  J:  There is a management meeting at the end of 
the month and I have to present a short update 
on our team and our current project. I called this 
meeting because I need your help to prepare the 
presentation, and I want to give the most accurate 
update, while also representing the successes our 
team has had recently.  
  A:  OK, how can we help?  
  J:  Well, ideally, the goal for this meeting is to 
decide which information we want to present to 
senior management, and which tasks each of you 
will do to prepare.  
  P:  OK, sounds good.  
  J:  So, we have one hour. Let’s start by fi rst 
focusing on our goal in a little more detail. Then, 
I’d like to collect your ideas on what we should 
present. After that, we can discuss your ideas and 
mine. Next, we’ll choose the best options, and then 
fi nally we can assign tasks for each of you to do in 
advance of the management meeting. Does that 
process sound alright?  
  All:  Yes.  
  J:  OK, let’s begin by thinking about the 
management meeting and what our goal 
actually is. 

 8.02   A = Angela   P = Philippe   J = John   
B = Bettina 
  A:  So I think we should include some information 
about the delay in fi nishing the new designs as that 
has had a … 
  P:  No, we shouldn’t do that. We don’t want to 
draw attention to our mistakes. I think we should 
focus on diff erent facts of the … 
  J:  Philippe, I understand what you’re staying is 
important, but please let Angela fi nish. We can 
come to you next, OK?  
  P:  OK, sure, fi ne.  
  J:  OK, Angela, back to you. Could you try to limit 
your overview to about two minutes? We need to 
keep an eye on the clock. 
  A:  No problem. Thanks, John. So, as I was saying, 
I think we should at least explain that there were 
delays because they had an eff ect on the next steps 
of the project, which meant that we all had to work 
overtime to get back on track. 
  J:  Yes, that’s a good idea, I’ll need to explain the 
increase in costs due to overtime. OK, back to you 
Philippe.  
  P:  Thanks, John. Well, as I was trying to say, we 
need to be careful about the negative information 
we present. We don’t want to focus on the negative 
elements of the past, risk getting in trouble or even 
worse, we could have our budgets cut.  
B  :  Wait a minute. Who said anything about 
budgets being cut?  
  P:  Don't interrupt me, Bettina.  
  J:  OK, OK, you two, take it easy. I know you’re both 
passionate about this, but we need to allow each 
other time to speak.  
  P:  Yes, I agree. And I am not fi nished. I just wanted 
to say that I think we should instead focus on the 
fact that we ran into some diffi  culties, but we got 
the designs fi nished and the project is now running 
smoothly. 
  J:  OK, thanks, Philippe. Good idea. 
  B:  I need my budget to pay for the market 
research we already agreed on. 
  J:  Bettina, I understand your concern, but the 
market research has already been commissioned 

and the results are also expected back next week. 
No one has said we need to reduce the budgets. 
The market research results aren’t on today’s 
agenda, so can we talk about that when the results 
come back in? In the meantime, can you give us a 
brief update on what you’ll be working on in the 
project for the next couple of weeks? 

 8.03   J = John   P = Philippe   A = Angela   
B = Bettina 
  J:  Thanks, everyone. This has been a very 
productive meeting. It was useful to talk through 
both our successes and areas for concern. I need to 
be able to present a realistic, but positive, picture 
of our team’s activity at the management meeting.  
  P:  Thanks, John. Yes, it’s been good to talk 
through everything.  
  J:  OK, so the action points from this meeting are: 
Angela, you’ll prepare two slides on the designs 
update. I’ll mention that there were delays that we 
are now on top of, but the main focus should be on 
the positive outcome of the designs and the next 
steps.  
  A:  Right. 
  J:  Philippe, you’ll prepare an overview of the 
media campaign we’re planning and the timeline 
for what will happen. 
  P:  OK. 
  J:  And Bettina, you’ll prepare an overview of the 
market research results. Hopefully they’ll confi rm 
what we think about the market and give some 
further information.  
B  :  Sure. I hope to have them on Wednesday, so 
that will give me time to review them and send you 
the most important points.  
  J:  Great. So, is everyone OK with their tasks?  
  All:  Yes./Sure. 
  J:  Does anyone have any questions about what 
they have to do? Or need any support? 
  All:  No.  
  J:  OK, great. And I’ll prepare some brief 
information on the overall timeline and where we 
expect to be in the next two months. Let’s meet 
again to fi nalise everything at 2 p.m. on Friday next 
week. Please send me your completed tasks before 
close of business on Thursday.  
  A:  Sure. 
  P:  No problem. 
    B:  Fine. 
J:  OK, thanks, everyone. 

 BW1.01 
  1    As the company’s grown we’ve squeezed more 
and more people into the same space. It’s just so 
cramped now. And people have diff erent work styles.  
 I don’t like being tied down to a desk all the time 
– moving around helps me to think, like when I’m 
talking to people on the phone. But this open-plan 
offi  ce makes this impossible for me to do without 
disturbing other people. Likewise, it’s sometimes 
diffi  cult for me to do any work where I really have 
to concentrate due to noise levels and visual 
distractions. 
 It’d be great to have a more fl exible work 
environment – more meeting rooms, you know, 
breakout spaces for teamwork and quiet zones 
where you can work alone and really focus. 
  2    There isn’t anything special about our current 
offi  ce space that diff erentiates it from any other 
offi  ce right now. It doesn’t say anything about our 
business. We say we’re innovative, fun-loving and 
tech-savvy so that message should be loud and 
clear in our offi  ce design, in the furniture and in 
the artwork on the walls. Let’s make sure potential 
clients and recruits see and feel what we’re about 
when they walk through the doors. 
 The company values work–life balance for staff  and 
I’d like more fl exible working hours and the chance 
to work from home a few days a week rather than 
the current presenteeism, so I can pick my young 
son up from school every day. 
  3    The kitchen is a tiny, windowless room with 
grey walls. Nobody wants to spend more time 
there than strictly necessary. Then there are 
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vending machines in the corridor but no seating 
areas. I’d provide free fruit in public areas and let’s 
get away from people eating at their desks. Apart 
from anything else, it’s smelly! 
 The best ideas aren’t going to come when sitting 
in front of your monitor, but from those chance 
interactions and exchanges between staff . We 
need to create welcoming public spaces, such as 
a kitchen/dining room where staff  from diff erent 
departments can actually mingle and communicate. 
Let’s make sure to have plenty of space for 
socialising and collaboration. How about a ping-
pong table and attractive outside spaces as well?  

 BW2.01 
  1    So, you’re asking about window displays? 
Well, I think this is something the company could 
improve.  Kloze-Zone ’s design and quality are great, 
but I’d like to see more innovation in the window 
displays because it’s what makes you go into a 
store when you’re walking down the High Street. 
  2    We have some special off ers and promotions, 
but our competitors, for example, organise special 
days in their stores every season, with clothes 
at 50 percent off . That attracts a lot of interest. 
I know this heavy discounting doesn’t increase 
sales that much, but it works really well to raise 
brand awareness. We did have a special event 
for the store opening – it was a lot of work, but 
it was great; there was a local band playing and 
staff  gave out free T-shirts to customers. Another 
thing is, I think we should organise some kind of 
promotional event in months like November and 
February, to promote the store. Those months are 
very quiet for us. 
  3    I think fast-fashion retailers do a lot to market 
their clothes at mostly women. I get bored with 
seeing the same kinds of adverts that are targeted 
at girls. I think they should aim their campaigns at 
guys, too. For example, I like going shopping with 
my girlfriend. Also, when men go shopping, we 
often buy two of the same thing if we really like it, 
so that’s good business. Perhaps they need more 
engaging marketing campaigns for guys?  
  4    What do I think of their customer service? Well, 
shop assistants sometimes seem too busy to help 
customers when you’re trying on clothes in the 
fi tting rooms. I mean, you might want to try on 
a diff erent colour or size, and you’re not with a 
friend, so it’s diffi  cult. I think they need to employ 
more staff  in the store. But I love their mobile app 
and it’s dead easy to use. The design is really cool 
because you can check out the clothes and mix and 
match them online before you come to the shop. 
  5    Well, I work in the Berlin store. It’s diffi  cult 
because there are a lot of High Street fashion stores 
in Berlin – it’s very competitive. But we work really 
hard. When we fi rst opened, it used to be fun, then 
a couple of my colleagues left last month because 
of the long working hours. We have to work from 
nine to seven, and Saturdays, too. And even some 
Sundays. I don’t know about Japan – I think they 
only get two weeks of holiday every year there. 
But in Germany workers expect a break and longer 
holidays, you know? 
  6    What could we improve at  Kloze-Zone ? The 
main problem I have as a store manager is that 
staff  turnover is pretty high. Some young people 
start working in fashion thinking it’s going to be 
good fun, trying on clothes all the time. They don’t 
realise you’re on your feet all day and you have 
to be polite to the customers all the time – even 
when they complain and return items. I need staff  
who understand fashion, although, to be honest, 
a lot of the people I interview aren’t even aware of 
our brand. They confuse us with other High Street 
stores! I think we need to improve brand awareness 
to attract both more customers and staff .  

 BW3.01 
  Amalia  
Is this webcam on? Oh, right! So, why should 
you hire me? Well, I have to say I think I’m hard-
working, I’m reliable and, and … I’m highly 

qualifi ed. I have a background in marketing and a 
lot of experience in diff erent sectors. I also speak 
various languages, so that will be very useful for an 
international company like Media Solutions. 
I would like to work for you because I think I’m 
good at communicating, especially writing, 
and I could contribute to your Communications 
department with my ideas and improve the 
presence of your clients in social media. Err, … 
that’s all really. Thanks for listening. Oh, and please 
call me if you’d like me to come in for an interview.
Birte
Why should you hire me? Because I’m a ‘people 
person’: I’m not only sociable, but also really creative 
and if you hired me, I would give 110 percent and I 
would get on with all the team and the clients, too. 
Another thing you should know about me is I’m 
really into sports and martial arts, as you can see. 
You can check out some of my videos in social media 
on how to do sports training. I love social media and 
dedicate a lot of time to it. It’s the way everyone 
communicates nowadays.
What else? I’ve got a degree in marketing. I did an 
internship at my dad’s company and I learnt a lot. 
I’m a fast learner. I don’t have lots of experience 
but I think it’s more important to have the right 
attitude and just get out there and do it! So why 
should you hire me? Because I’m worth it! Call me 
for an interview and please give me the chance to 
tell you more.
Cindy
So, you’d like to know why you should hire me? 
That’s a good question. Looking at my CV you 
might think I don’t have any relevant experience 
but I do have experience in managing people. I 
have to communicate in my job every day, where 
I’m responsible for a team of forty people, talking 
to diff erent departments and dealing with diffi  cult 
customers. I’m good at working under pressure, so 
you can depend on me to write those reports on time! 
Oh sorry, just a minute .… another consideration 
is that I’m a big fan of social media. I write a 
blog in my free time, although I don’t have that 
many followers yet. I’m also studying marketing 
online in the evenings. So, if you hire me, I will 
help you to fi nd the best solutions for you and 
your clients and improve their online presence 
with the contributions of key opinion leaders and 
infl uencers. 
Thank you for considering my application and I 
look forward to your call!

 BW3.02 
  Amalia  
 My proudest achievement? Oh, err … that’s a 
diffi  cult question. I think it was the time when I 
graduated from university … no, sorry, I think my 
proudest moment was when I organised a charity 
event for homeless people in my town. It was 
a lot of work, but the response from the public 
was tremendous and we raised over £4,000. I 
was responsible for organising the social media 
campaign and talking to the press. I think I did a 
good job and my family told me they were very 
proud of me. It was a brilliant experience that 
made me want to work in social media. 
  Birte  
 My proudest achievement has to be when I started 
a social media campaign about young people with 
eating disorders. I started posting a video every 
day with tips for having a healthy diet but it was all 
about feeling good, not making life more diffi  cult 
for yourself. There’s a lot of contradictory advice 
about health tips on the internet. You know, people 
say diff erent things and that confuses people. Then 
I suddenly got thousands of followers on social 
media and I realised that my videos and advice 
on doing exercise and having a healthy diet were 
making a diff erence. To give you an example, I 
received one post from a young woman who was 
in hospital at the time and she wrote saying that 
I was an inspiration to her. And that made me feel 
really proud of what I was doing, my blog was 
really helping people, you know? 

  Cindy  
 That’s an interesting question. I’m not sure … I 
think it was when there was a problem while I 
was still working as an intern. There was a public 
transport strike and lots of people were phoning 
the department and complaining. There was a lack 
of information and we were getting very negative 
comments on social media and from the press and 
a lot of my colleagues didn’t seem very interested. 
Then we had a crisis meeting and the team decided 
to work hard until late at night to solve problems 
and to deal with all the emails and phone calls 
from the public. But I took the initiative to start 
writing replies to the negative posts on social 
media, so we improved our company image and 
my boss thanked me in front of the whole team. 
And because of me, the department started taking 
social media more seriously. I felt really proud. I 
was just the intern. 

 BW4.01 
 As the supermarket wars continue we take a look 
at three major supermarket chains to fi nd out 
about their strategies.  
 Upmarket food retailer White’s has introduced a 
loyalty scheme to provide better value to members 
rather than lowering its prices and entering into a 
price war with discounters.  
 It has also expanded its own-brand range and 
promises ‘price matches’ with the own brands of 
other major supermarket chains, like Mulberry’s.  
 However, the CEO has announced that it will also 
continue to invest £400 million each year on 
weekly special off ers and price promotions rather 
than cutting prices permanently.  
 She said White’s will continue to focus on an 
excellent in-store service, as well as high-quality 
product ranges. The supermarket is making a major 
move into food-to-go to meet the needs of busy 
consumers.  
 Food retail giant Mulberry’s is still fi nding it hard 
to adapt to both increased competition from 
discounters and changing consumer shopping 
habits.  
 Its ‘back-to-basics’ strategy includes selling off  
non-core activities, such as in-store restaurants, 
and it will also stop selling clothes and consumer 
electronics. 
 The chain is also spending less on special promotions 
in order to simplify its strategy and is cutting the 
number of products to 20,000 to cut costs. 
 Mulberry’s smaller convenience stores and its 
online store have seen good sales growth but 
falling food prices continue to reduce profi t 
margins. Latest fi gures show its market share 
remains fl at, at 16 percent. 
 The discounter C&C has achieved spectacular 
sales growth in recent years. While the other 
main players in the retail food market have been 
closing supermarkets, C&C has just announced 
its ambitious expansion plan including the 
construction of fi fty new stores. 
 The chain also said that it will refurbish 150 
existing stores over the next three to four years 
in order to attract more customers. The retailer is 
also doubling its product range and including more 
fresh meat and a new own-brand low-price luxury 
range to rival the main supermarket chains. 
 With these major investments, it remains to be 
seen if C&C will also have to change its lowest price 
strategy. 

 BW5.01   AW = Anna Woźniak   
TW = Tadeusz Walentowicz 
  AW:  So, Ted, what I’m saying is we need 
automation for selecting and lifting heavy 
furniture from high shelves.  
  TW:  But we’ve been doing that with fork-lift trucks 
for years.  
  AW:  The thing is, there have been more accidents 
in the warehouse recently because of the increased 
numbers of orders. Staff  are constantly doing 
overtime, they can’t handle the work and goods 
are damaged, ... 
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  TW:  OK, but the items have to be packed carefully 
and this should still be done manually.  
A  W:  Yes, I agree. 
  TW:  And if we introduce robotics technology to 
avoid breakage, we have to make sure the supplier 
provides training. If not, we’ll have robots going 
out of control!  
  AW:  Don’t worry, both suppliers say they’ll provide 
training.  
  TW:  So, tell me about these providers. Were they 
recommended?   
  AW:  Yes, I had recommendations from my contacts 
in car companies. One here in Poznań and one in 
Germany. 
  TW:  Good. 
  AW:  One of the providers is a robotics developer 
from Singapore and the other is Japanese.  
  TW:  Japan, eh? They are going to be expensive. 
  AW:  Both off er quality automation and training. 
We have to move with the times, Ted. 
  TW:  I know, but I’m worried about costs 
 and  maintenance. What do we do when the 
robots break down? What happens if we need 
maintenance? Are there local people who can fi x it, 
or will they send a guy from Singapore?  
A  W:  Those are good questions. That’s why I’ve 
arranged interviews with the suppliers tomorrow. 
You have a teleconference with the supplier from 
Singapore and I’ll talk to the one from Japan. Then 
we’ll compare notes. 
  TW:  All right. And what are  your  main concerns, 
Anna? 
  AW:  I think there will be some problems with the 
transition, when we’ll have to deal with the old 
system and the new technology at the same time.  
  TW:  Mmm, Human Resources say there will be a 
negative reaction from the employees – people are 
worried about robots taking their jobs.  
  AW:  I know, but we need this automation if we’re 
going to stay competitive. And they’ll learn new 
skills. 
  TW:  Well, Human Resources want to discuss 
possible job losses. Unfortunately, I don’t see all 
of our workers continuing with robots. But I agree 
some employees can be retrained. So, tell me a bit 
more about these suppliers. 
  AW:  Well,  Novarobot  is based in Singapore. They 
do industrial automation. 
  TW:  And the Japanese one?  
A  W:  The Japanese supplier is called  Bot-
automation . They’re based in Osaka and also focus 
on robotics design and … 
  TW:  We are going to be taken over by robots. If my 
father saw this company now … 
  AW:  Your father would want the company to be 
successful. It’s going to make everything much 
easier, Ted! Trust me. 

 BW5.02 
 Supplier A 
 TW = Tadeusz Walentowicz   TK = Tony King 
  TW:  So, I understand you are specialists in 
industrial automation, Mr King. And you have 
worked with clients in the automotive industry in 
Germany.  
  TK:  That’s right. And we have worked with clients in 
Poland, too.  
  TW:  Good. That will be an advantage.  
  TK:  As I explained to your logistics manager, I’m 
sure we can help you manage your logistics more 
effi  ciently using artifi cial intelligence.  
  TW:  So, how do you work? How will the robots be 
installed? 
  TK:  The way we work is that automation systems 
are installed in two phases.  
  TW:  Two phases? Why is that? 
  TK:  This allows for an easy … , a smooth transition 
between manual and automated systems. Your 
warehouse will have to stop operations for three 
days during each phase of the installation. 
  TW:  But we can’t lose six working days!  
  TK:  We appreciate that, so to minimise the eff ects on 
production, this work can be done at the weekend. 
  TW:  From Friday to Sunday? 

  TK:  That’s right. 
  TW:  And what happens if something goes wrong? 
Do you have technicians who can do maintenance, 
at no extra cost? 
  TK:  Err, … fi rst of all, we off er a  two-year  guarantee. 
Many robotics companies off er less. There are 
sometimes technical problems, usually because 
operators are not used to the system. Any failure 
will be repaired by  Novarobot  technicians during 
this period. We also do a maintenance inspection, 
free of charge, once a year. 
  TW:  That’s good to know. But what happens when 
this two-year guarantee ends?  
  TK:  Our robots are made to last for years, Mr 
Walentowicz. But I recommend you contract 
our after-sales service. That way you can call an 
emergency hotline and speak to an engineer 24 
hours a day.  
  TW:  Mmm, I’ll need to talk to our logistics 
manager. Could you send me the details and costs 
of your after-sales service? 
  TK:  Yes, of course.  
  TW:  And I’d like to know about training.  
  TK:  Basic training is provided during installation. 
After that, our technicians deal with any problems 
via email, or videoconference. You’ll also have a 
maintenance inspection, once a year. 
  TW:  Well, I think we are going to consider your 
proposal. And then, if we accept your off er, you can 
visit our warehouse and discuss what we need. 
  TK:  Can I ask, when do you think that will be? 
  TW:  The logistics manager will contact you.  
  TK:  We hope we can do business with you. Thank 
you for your time, Mr Walentowicz.  
  TW:  You’re welcome, Mr King. Goodbye. 
 Supplier B 
 AW = Anna Woźniak   KI = Kin Izumi 
  KI:  Thank you for showing an interest in us, Ms 
Woźniak.  
  AW:  I see your team has won awards.  
  KI:  That’s right. We are innovators in robotics 
design. 
  AW:  But I’d like to know how your company diff ers 
from the competition.  
  KI:  Err ... If you choose us, we can provide solutions 
in many areas: mobile robotics, motor control and 
industrial automation. We are an ISO-certifi ed 
company. 
  AW:  I see.  
  KI:  And we give customised solutions. 
  AW:  That’s good to hear.  
  KI:  And specialist engineers assess your needs and 
then adapt the mobile robotics to your warehouse.  
  AW:  Great, so you adapt to our specifi c needs. 
  KI:  That’s right.  
  AW:  And what about installation? How will 
that work? I imagine there will be a transition 
period when we still operate manually, while the 
employees learn to use the new system. 
  KI:  Mmm, … not exactly.  
  AW:  Could you clarify that?  
  KI:  Sorry, but we don’t have a transition period. 
We fi nd it causes confusion. We suggest your 
warehouse stops operations for six to seven 
consecutive days. 
  AW:  Seven days! That much time? 
  KI:  Err, … we recommend, for example, from 
Saturday to Friday. This can be done over a public 
holiday or in the summer. 
  AW:  Well, that’s not ideal. And what about training? 
  KI:  Two specialist technicians provide the training 
after the installation period. Manuals in English are 
also provided. That way, any basic maintenance 
can be solved later on by your own staff . 
  AW:  Good. And what about the guarantee?  
  KI:  We off er an 18-month guarantee. 
  AW:  Only 18 months! But what happens after 
that? Or if the equipment breaks down?  
  KI:  Technicians from  Bot-automation  can help 
via an emergency hotline and teleconference. 
We guarantee our technicians will visit your 
warehouse in 36 hours if complex maintenance is 
needed during the fi rst 18 months. 
  AW:  But not after that? 

  KI:  That depends.  
  AW:  Do you mean there will be an additional cost 
for the after-sales service when the guarantee ends? 
  KI:  That’s correct.  
  AW:  Mmm, well, I’d like to discuss your off er with 
our director, and then we’ll get back to you.  
  KI:  Of course. But remember if you order a fourth 
robot, we will off er you a discount for the after-
sales service. 
  AW:  That’s good to know. Excuse me. I’m afraid I 
have another meeting now.  
  KI:  Please contact me if you have any questions, Ms 
Woźniak.  
  AW:  Thank you, Mr Izumi. We’ll be in touch. 

 BW6.0.1 
  Ben Fischer  
 Hi guys! I’m Ben Fischer and my award-winning 
theatre company performs at events and festivals 
all over the world. We bring the works of famous 
German writers and dramatists, such as Bertolt 
Brecht, to audiences across the globe. 
 In true dramatic style, our latest production of 
Brecht’s  The Good Person of Szechwan  has just 
been hit by disaster. An electrical fi re destroyed the 
arts centre where we were performing in London 
and took with it all our costumes and equipment. 
Fortunately, nobody was in the building at the time 
and nobody was injured in the fi re. 
 We know one day the insurance company will 
eventually pay the compensation to rebuild and 
replace everything, but we need to complete our 
world tour now and can’t wait around for the 
money to arrive.   
 Can you help us? We need to raise €10,000 in the 
next few weeks to replace everything. I promise 
all donations to our cause will be repaid when 
we receive the insurance payout. Not only that, 
depending on the size of your donation you will 
receive discounts on tickets and even free tickets to 
see our play in any city of your choice on the tour. 
Just see our website for more details.  
 As Brecht himself once said, ‘Everyone needs help 
from everyone.’ By contributing to our disaster 
fund, you will be doing your bit to support 
community arts and help our young theatre group 
to literally rise from the ashes. Thank you! 

 Alison Chadwick  
 My name’s Alison Chadwick and this is my story. I 
started my T-shirt business,  Alison’s Tees ,   back in 
university as a hobby. Friends and fellow students 
used to ask me where I got my T-shirts from and 
when I told them I designed them myself everyone 
said that was cool. 
 Then I thought, you know anyone can design their 
own T-shirt. It’s simple, it’s fun and it’s creative.  On 
my website you can choose the colour and style but 
more than that, you can have any design or logo you 
like printed on it including photos to make your very 
own unique T-shirt. Friends will be amazed. Before 
we fi nally produce the T-shirt, you’ll receive a photo 
of the design for fi nal approval.   
 No more shopping for hours looking for something 
you actually like. No more low-quality shop-
bought products. All our T-shirts are 100 percent 
organic cotton and ethically sourced. We’re helping 
independent cotton farmers. We work hand-in-
hand with our suppliers to ensure highest-quality 
tees.  
 Thanks to previous crowdfunding our business has 
been a big success. Now we need your support and 
your money to help us develop our mobile app so 
our users can design and order their own tees on 
their smartphones, anytime, anywhere. 

  Marcos López   
 If you like travelling, you’ll love our new tour 
guide mobile app. It’s like an audio guide but on 
your mobile phone, so you carry it with you all 
the time. I’m Marcos López and I’m one of the 
founders of  Holidapp . It’s the ultimate travel 
companion. It’s like having an audio guide but on 
your smartphone. You’ll never want to buy another 
guidebook or tourist map again in your life. You’ll 
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fi nd out about the places you’re visiting whenever 
you want in a new, original and entertaining way.  
 Our app is free to download and quick and easy 
to use. Enter the desired location and for just €10 
you will get an expert guide to one of over 30 
destinations in Europe and the USA. And the list of 
places is growing longer each month.  
 The guide features audio tours by experts in 
their towns, from qualifi ed tour guides to local 
storytellers of all ages with a passion for the place 
where they live. Our platform is free to our guide 
contributors and they receive 70 percent of the 
revenues generated by their guides. 
 Each travel guide on our app comes with high-
quality photographs and can use your geolocation 
to help you get the most from your guide.  
 We need your backing to help us cover the cost of 
production, audio recording, programming and 
photography. We’d also love to hear what you think 
of the guides so we can keep improving our service. 

 BW7.01 
  1    Oh, when the Dutch managers visited our offi  ce, 
it was very nice. We had good conversations about 
our respective traditions, our families and food. 
They loved our Indian food. Regarding business, I 
would say that we’re like one big family here. I have 
cousins, uncles and aunties in the offi  ce working 
here, and so we work very well together. I realise 
it’s diff erent in Europe but this is how we work in 
this country. We trust each other. It’s just the way 
it is. Our business relationships are based on trust. 
The only thing is that they kept insisting about 
the report for the latest sales fi gures. And I said, it 
wasn’t a problem, no problem at all. We’ll have the 
report ready soon. I told them not to worry about 
that. You can’t say ‘no’, or ‘that’s not possible’ to a 
visitor, can you? That would be terribly impolite! 
  2    We got on very well with the managers from 
Betker Finance. It was great seeing them face 
to face. Perhaps here in the south we’re not as 
punctual as they are. But that doesn’t mean we’re 
less productive. In fact I think we’re much better at 
multi-tasking. I fi nd Northern Europeans tend to 
do only one thing at a time. You know, they’re only 
focused on one thing, which seems a bit limiting 
if something important suddenly comes up. For 
example, as the Sales Manager in my region, I 
have to manage a large team of people and juggle 
diff erent tasks at the same time. So, it’s normal 
that when I’m in a meeting with a colleague, I 
might have interruptions, like an urgent phone 
call, or someone from the offi  ce comes in to ask me 
something. It’s the way we work. But I don’t think 
our Dutch colleagues had a good fi rst impression of 
us. And we’re great believers in fi rst impressions.  

 BW7.02 
  3    When the sales manager came from 
headquarters, he just said: ‘Hi, how’s it going?’ 
and he got down to business right away, talking 
about fi gures and KPIs. You know, key performance 
indicators. Actually, there was no time to reply, or 
even for me to ask him the same thing. It was very 
direct and abrupt, which surprised me. I know it’s 
good to be effi  cient and have a purpose in a meeting, 
but in our culture, we always make conversation 
before getting down to business. I often ask the 
visitor about events in their country, and fi nd out 
about their interests and maybe their family. It’s 
important to get to know the other person to 
establish a good atmosphere. I mean, we all want to 
do business with people we like, don’t we? 

  4    When the sales representative came from 
 Betker Finance , it was quite erm, quite diffi  cult 
because she talked a lot about the new products 
which were very erm … interesting, but I had the 
impression that she didn’t understand our market 
so well. And at the end of the fi rst meeting, she 
thought we had fi nished, we had just begun! She 
also asked me many questions, which I couldn’t 
answer because I needed to get approval from my 
boss. So when I said at the end of our conversation 
that I needed to check everything with him, she 
seemed a little erm … annoyed. I felt bad about 
that. And we thought she was staying for the week, 
so we would have time to discuss the new products 
with the team, and adapt them for our market, but 
she left after a couple of days. Then she sent me 
an email confi rming points that we hadn’t agreed 
on. I tried to explain that we do business as a team, 
and everything has to be confi rmed by my bosses. I 
hope our next meeting will be more harmonious. 

 BW8.01   HR = Human Resources Manager   
CM = Cris Martinez   AC = Alex Cortés    
DL = Danni Lee 
  1, Cris Martinez  
  HR:  Have you had any thoughts about your 
current training needs, Cris? 
  CM:  Well, these days I’m responsible for 
formulating our long-term business plans and, as 
you know, I report directly to the Chief Financial 
Offi  cer. I’ve done a lot of generic training courses in 
core management skills over the years. Now I need 
something more practical than sitting down all day 
in a training room looking at PowerPoint slides and 
doing roleplays. 
  HR:  I see. So, regular training courses are not of 
interest to you? 
  CM:  No, no, no. I want to tie my leadership 
development to my real-world projects. It’d be 
good to be able to build up a network with other 
senior managers in Grupo Tula around the world to 
share ideas, ... and problems and solutions.  
  HR:  So, a support network of peers would interest 
you? 
  CM:  That’s right! We can learn a lot from each 
other’s experiences. One key role of senior 
executives is managing change and I think we can 
support each other with this. It would be good 
to get the perspective of executives with diverse 
cultural and business perspectives. 
  HR:  At the same time, you have a great deal of 
knowledge and expertise which you could pass on.  
  CM:  Yes, that’s true. Of course I believe that 
talent development should be a part of a senior 
manager’s job. It’s just getting the time to do it, 
isn’t it? 
  2, Alex Cortés  
  HR:  What type of training would interest you Alex, 
and why?  
  AC:   My job essentially is to make sure the day-
to-day business runs smoothly, which includes 
overseeing a lot of staff . I know the technical side 
of my job well. So, I’d like to do something new 
to improve my leadership skills. I want to help my 
staff  develop, get better results from them, and not 
just focus on completing the task. 
  HR:  Right. So you want to help your staff  improve 
their performance? 
  AC:   That’s it!  
  HR:  Anything else you might like to do? 
  AC:   Yes, well, a big part of my work is negotiating 
deals with suppliers and clients and more and 
more of them are outside Mexico nowadays. I can 

see why the company has adopted English as the 
offi  cial language since the merger, but I don’t feel 
as confi dent communicating in English as I do in 
Spanish, particularly in meetings and when I’m 
giving presentations. I know I’m really going to 
need to do something to improve my fl uency if I’m 
going to progress through management levels in 
the future. 
  HR:  Yes, I think a lot of people are going to want 
more English language training now. By the way, 
have you been back to Spain recently? 
  AC:   No, but my parents are coming here next 
month. It’ll be good to see them again! 
  HR:  I can imagine. 
  3, Danni Lee  
  HR:  So, Danni how are you adapting to life in 
Mexico? A bit diff erent from Wisconsin, right? 
  DL:   It’s been great! Everyone’s so helpful and 
friendly. 
  HR:  That’s good to hear. Now tell me a bit about 
yourself. I see you have a degree in business 
administration and started here six months ago in 
the sales division. How’s that going? 
  DL:   I really love the work, but I’m not always sure 
what I’m supposed to be doing or if I’m focusing on 
the right things. I have so many demands on my 
time and I feel quite stressed by it all. I work really 
long hours but I don’t think that’s what I should 
be doing either because I have no life outside the 
offi  ce at the end of the day. 
  HR:  I see. That’s not good. It sounds like you need 
some help with those issues. 
  DL:   And you know, I don’t know why they 
didn’t teach us more practical computer skills at 
university, like Excel. It would really help me a lot 
with my job now.  
  HR:  Maybe some on-the-job training would be an 
idea or an online course? 
  DL:   Yeah, I’m sure I could pick it up quickly enough 
with some help. I’m really keen to learn as much as 
I can. At the moment I don’t manage any staff  but 
I’m quite ambitious. I’d like to lead a team one day 
so I’d like to know more about what that involves. 

P4.02
1
OK, let’s get started. Good morning, everyone.
2
A: How about using a call centre service for 
diff erent languages? People who call us, they 
can choose the language they work with, and we 
contract a call centre to handle fi rst contacts, and 
then they contact our sales staff . 
B: That sounds like a possible solution. 
C: OK, but I’m not sure how that would work. If we 
do that, it will just increase our costs.
3
A: Bibi, just building on what Roel said, I think it’s 
easier to hire someone than train them in language 
skills. For our staff  to learn Czech or Hungarian, it 
would take a very long time … years!
B: You may be right. 
C: OK, then I think we need to look at recruitment 
as the quick solution. 
4
I’ll send Stefanie over to Tokyo for a couple of 
weeks, OK?

P8.03
1 The workshop, which I was planning to attend, 
was cancelled.
2 The workshop which I was planning to attend 
was cancelled.



1

Business Partner B1+ Glossary

•  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 [C] 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 only in American or British English. 

acquire v. [T] if one company acquires another, it buys it: In 1998 the 
business was acquired by a Dutch company.

acquisition n. [C] when one company buys another one, or part of 
another one: the group’s acquisition of 85 stores in California

action point n. [C] something that you decide must be done, especially 
after a meeting or after studying something carefully: We drew up a 
list of action points arising from the interview.

advertising n. [U] the activity or business of telling people publicly 
about a product or service in order to persuade them to buy it: Most 
organisations underestimate the benefi ts of advertising.
advertising campaign n. [C] an organisation’s programme of advertising 
activities over a particular period of time with specifi c aims, for 
example to increase sales of a product: The company ran an advertising 
campaign for its drink products that was targeted at teenagers.
print advertising n. [U] advertising in newspapers and magazines: 
Although print advertising is not growing as quickly as online 
media, it is still a very profi table business.

agenda n. [C] 1 a list of the subjects to be discussed at a meeting: 
What’s the fi rst item on the agenda?
2 the things that someone considers important or that they are 
planning to do something about: The fuel crisis will be at the top of 
the agenda for today’s board meeting.

angel (also business angel) n. [C] a private investor who puts money 
into new business activities, especially ones based on advanced 
technical ideas: Business angels are an important source of 
investment for start-ups. 

application n. [C] 1 a formal, usually written, request for something or 
for permission to do something: It has submitted an application to 
establish a distribution company.
2 (also job application) a request to be considered for a job, 
usually done by sending in a CV and letter or by fi lling out a form 
with information about yourself and your previous jobs: His job 
application showed experience running warehouses.
3 a piece of software for a particular use or job: We received training 
on a number of spreadsheet and database applications.

apply v. 1 [I] to make a formal, usually written, request for something, 
especially a job, a place at university or permission to do something: 
She applied for a job with the local newspaper.
2 [T] to use something, such as a law or an idea, in a particular situation, 
activity or process: These ideas are often diffi  cult to apply in practice.

appoint v. [T] to choose someone for a job or position: The company 
appointed a new chairman last week.

approach n. [C] a method of doing something or dealing with a 
problem: If this doesn’t work, we’ll try a diff erent approach.

aspirational adj. having a strong desire to have or achieve something, 
especially something such as a better job or position in society: The 
course appeals to aspirational university students.

asset n. [usually singular] something or someone that is useful because 
they help you succeed or deal with problems: I think Rachel would 
be an asset to the department.

associate n. [C] someone who you work with or do business with: I was 
recently contacted by a former business associate.

authority n. [U] the power that a person or organisation has because of 
their offi  cial or legal position: I wouldn’t have taken the job unless I 
had the authority to run the division.

autocratic adj. relating to a leader who makes decisions and gives 
orders to people without asking them for their opinion: an 
autocratic manager

automation n. [C] the use of machines and computers, rather than 
people, to produce goods or do work: Costs have been reduced by 
automation and heavy job cuts.

automotive adj. [only before a noun] relating to cars or the car industry: 
demand in the automotive market

backer n. [C] someone who supports a plan, person or company, usually 
by giving money: The directors closed down the operation after the 
company’s fi nancial backers pulled out.

backing n. [U] support or help, especially fi nancial help: The proposals 
have the backing of the EU Commissioner for the Environment.
fi nancial backing n. [U] money that is given for support or help, 
especially to start a business or begin making a product: She fl ew to 
New York to try to raise some fi nancial backing for the project.

background n. 1 [C] someone’s past, for example their education, 
qualifi cations, and the jobs they have had: We are looking for 
someone with a background in tourism.
2 [C, U] the situation or past events that explain why something 
happens in the way that it does: Without knowing the background 
to the case, I couldn’t possibly comment.

board n. [C] (also board of directors) the group of people who have 
been elected to manage a company by those holding shares in the 
company: The board of directors met yesterday.

boost v. [T] to increase something such as production, sales or prices: 
The plan was meant to boost agricultural production.

brain training n. [U] the process of teaching ourselves to think or 
behave in a diff erent or new way, by regularly doing particular 
exercises, playing particular games, etc.:  brain training games

brainstorm v. [I, T] to have a discussion or meeting with other people 
at work to suggest a lot of ideas for an activity or for solving a 
problem: Employees get together and brainstorm ideas, some of 
which get developed and some don’t.

brand n. [C] a name given to a product by a company so that the 
product can easily be recognised by its name or its design: Coke and 
Pepsi are the most popular brands of cola.
brand ambassador n. [C] someone, especially someone famous, 
whom a company pays to use their products and make people more 
aware of the brand: Sales of the shoes rose signifi cantly after the 
singer became the company’s brand ambassador.
brand awareness n. [U] the degree to which people know about a 
particular brand: Although the company is well-known in consumer 
electronics, it didn’t enjoy much brand awareness in personal 
computers.
brand image n. [C] the collection of ideas and beliefs that people 
have about a brand: Both BMW and Honda have built their brand 
images on engineering excellence and high performance.
brand personality n. [U] the characteristics that people think belong 
to a particular brand that are similar to human qualities such as 
being fun, exciting, healthy, young, etc.: The jeans’ brand personality 
attracts young people who want to seem cool and rebellious.
brand stretching n. [U] the act of starting to use an existing brand 
name on a diff erent type of product, hoping that people will buy it 
because they recognise the name (see also stretch a brand): Virgin, 
the most quoted example of brand stretching, is in a delicate position 
because it relies on the reputation of one man: Richard Branson.
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budget n. [C] a detailed plan made by an organisation or a government 
of how much it will receive as income over a particular period of 
time, and how much it will spend, what it will spend the money on, 
etc.: Each year business managers draw up a budget and suggest a 
series of fi nancial targets.

bureaucracy n. [U] all the complicated rules and processes of an offi  cial 
system, especially when they are confusing or responsible for 
causing a delay: The company’s huge bureaucracy limits 
creativity and independent thinking.

business plan n. [C] a document produced by a company, especially a 
new company, giving details of expected sales and costs, and how 
the business can be fi nanced, and showing why the business will 
make money: To raise the cash they need, managers have to give 
their bankers a three-year business plan.

candidate n. [C] someone who is being considered for a job: They are 
interviewing three candidates for the post of sales manager. 

cashfl ow (also cash fl ow) n. 1 [U] the amounts of money coming into 
and going out of a company, and the timing of these: The business is 
suff ering severe cash fl ow problems.
2 [C, U] profi t for a particular period, defi ned in diff erent ways by 
diff erent businesses: We expect a rise in both our production and 
our cash fl ow.

centralised (also centralized AmE ) adj. organised in a way that one 
central group in a company, organisation or country has the power 
and control and tells people in other places what to do: The country 
is continuing its eff orts to move away from a centralized economy.

chain n. [C] a number of shops, hotels, cinemas, etc. owned or managed 
by the same company or person: a chain of travel agents
discount chain n. [C] a number of shops owned or managed by the 
same company or person that sell goods at lower prices than other 
shops of the same type: Discount chains have put pressure on the 
supermarket industry.
retail chain n. [C] a number of shops that are owned or managed 
by the same company or person: Every town has the same big retail 
chains.
supermarket chain n. [C] a number of supermarkets (=shops that 
sell food or other household goods) that is owned or managed 
by the same company or person: The discount supermarkets are 
challenging the major supermarket chains for market share.

chairman n. [C] (plural chairmen) (also chairman of the board) the 
person who is in charge of a large company or organisation, 
especially the most senior member of its board: He will remain 
chairman of the company.

Chief Executive Offi  cer (CEO) n. [C] the manager with the most 
authority in the normal, everyday management of a company. The 
job of Chief Executive Offi  cer is sometimes combined with other 
jobs, such as that of president: McGrory is now chief executive 
offi  cer of Price Enterprises.

clichéd adj. relating to words, phrases or ideas that have been used 
so much that they are not eff ective or do not have meaning any 
longer: Clichéd phrases such as “I am a self-starter” should be 
avoided—instead, give specifi c examples.

client n. [C] 1 someone who pays for services or advice from a professional 
person or organisation: a meeting with an important client.
2 someone who buys something from a seller (= customer): Most of the 
shop’s regular clients are men.

 base of clients (also client base) n. [C usually singular] the group of 
people or companies who regularly use a company’s services or buy 
its products: The company has almost doubled its client base in the 
past two years, to around 1,500.

coach n. [C] someone whose job is to help someone to learn what they 
should say or do to be successful in a particular situation or in their 
career: The coach helped me improve my presentation skills.
career coach n. [C] someone whose job is to help people to plan 
their careers: Go to a career coach for some advice.

coaching n. [U] the process of helping someone prepare what they 
should say or do in a particular situation: Managers should provide 
some coaching for staff  members to help them improve their 
performance.

commercial vehicle n. [C] a vehicle such as a truck or van, used 
for taking goods from one place to another: The fi rm produces 
components for commercial vehicles.

commission n. [C, U] an amount of money paid to someone according 
to the value of goods, shares, bonds, etc. they have sold: The dealer 
takes a 20% commission on the sales he makes.

commitment n. 1 [C, U] a promise to do something or to behave in a 
particular way: Our company has a commitment to quality and 
customer service.
2 [U] the hard work and loyalty that someone gives to an 
organisation or activity: Her commitment to work is beyond 
question.

compensation n. [U] an amount paid to someone because they have 
been hurt or harmed: The group will pay compensation to 800 
people who have been made redundant.

competent adj. having enough skill, knowledge or ability to do 
something to a satisfactory standard: The farm is run by a 
competent manager.

competition n. 1 [C] an organised event in which people or teams 
compete against each other: Teams from high schools all over the 
state have entered the competition. 
2 [singular, U] the people or groups that are competing against you, 
especially in business: Japanese computer makers now face foreign 
competition in their home market.
 3 a situation in which businesses are trying to be more successful 
than others by selling more goods and services and making more 
profi t: This price reduction is due to competition among suppliers.

concept n. [C] 1 an idea for a product: a new concept in business travel
2 a rule or idea saying how something should be done: It’s very 
simple, once you grasp the concept.

consensus n. [singular, U] agreement among a group of people: The 
talks are aimed at building a consensus.

consolidation n. [C, U] when companies combine in takeovers and 
mergers, resulting in fewer businesses in an industry: Further 
consolidation in the sector is clearly necessary – there are 32 
companies competing in one town alone.

consultant n. [C] someone whose job is to give people or businesses 
advice or training in a particular area: The CEO has appointed a 
consultant to advise on the restructuring of the company.

consumer n. [C] a person who buys goods, products, and services for 
their own use, not for business use or to resell: Demand for cars is 
increasing as consumers feel more confi dent about the economy.
consumer base n. [C usually singular] all the people who buy or 
use a particular product: Computer manufacturers have a general 
problem of capturing and retaining a customer base. 

contract n. [C] a formal, written agreement between two or more 
people or groups which says what each must do for the other, or 
must not do: He intends to sign the new contract next week.

convenience store n. [C] a shop where you can buy food, alcohol, 
magazines, etc., especially one that is open for 24 hours every day: 
Stop at the convenience store for some milk, will you?

core adj. relating to something that is most important to a person, 
company, etc: The government will discuss what they say are the core 
issues of education and health care.
core business the business that makes the most money for a company 
and that is considered to be its most important and central one (see 
also non-core business): The car maker is to sell off  its $1billion 
technology arm to concentrate resources on its core business.
core value n. [C] a principle that you consider to be very important, 
and which aff ects all aspects of what you do: The following list of 
core values refl ects what is truly important to us as an organisation.
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corporate adj. relating to a company, usually a large one, or business in 
general: Is the party too infl uenced by corporate interests?
corporate event n. [C] a performance, sports competition, party, etc. 
at which people from a particular company and their guests gather 
together to watch or take part in something: The dinner and dance 
were a corporate event aimed at raising money for the company’s 
chosen charity.
corporate tax (also corporation tax BrE, corporate income tax 

AmE) n. [C] a tax on a company’s profi ts: How much do companies 
pay in corporate tax in your country?

cost n. 1 costs [plural] the money that a business or an individual 
must regularly spend: Delays in construction could increase costs 
signifi cantly. 
2 [C, U] the amount of money that you have to pay in order to buy, 
do, or produce something: The company had to bring in skilled 
workers from abroad, often at high cost.

covering letter BrE, cover letter AmE n. [C] a letter that you send with 
another document or a package, explaining why it has been sent or 
giving extra information about it: Send your CV and a covering letter 
to the address below.

crowdfunding n. [U] a method of getting money to do something, for 
example make a new fi lm or album, by asking many people to give 
part of the money needed, often on the internet: The start-up costs 
for the business were met through crowdfunding. 

customer n. [C] a person or organisation that buys goods or services 
from a shop or company: We try to keep regular customers happy.
customer engagement n. [U] when customers are interested in 
a product or company and feel that they have a connection or 
relationship with that company: Customer engagement is built 
every time a customer buys a product, sees an ad, or receives an 
email from your company.
customer service n. [U] 1 when an organisation helps its customers 
by answering their questions and listening to their complaints, 
giving them advice on using a particular product or service, 
providing a good quality product, etc.: The company claims 
customer service is its number one priority. 
2 (also Customer Services) the department in a large organisation 
that deals with questions and complaints from its customers, gives 
advice on using the product or service it provides, etc.: Just ring 
660000 and ask for the Customer Service department.

CV n. [C] (abbreviation for curriculum vitae) a short written document 
that lists your education and previous jobs, which you send to 
employers when you are looking for a job (= résumé AmE): Send 
your CV and a covering letter to the address below.

deadline n. [C] a date or time by which you have to do or complete 
something: September 30th is the deadline for sending in your tax 
return.

decentralised (also decentralized AmE) adj. organised in a way that 
moves responsibility, services, or jobs from one central group or 
place to diff erent groups or places within a company, organisation, 
or country: The health care system is very decentralised, so 
authorities in diff erent regions can make decisions appropriate to 
their area.

decision-making n. [U] the process of making important business, 
political, or legal decisions: At each stage in the project, diff erent 
people may be involved in decision-making.

decline1 v. [I] 1 if an industry or country declines, it becomes less 
profi table, productive, wealthy, etc.: This type of business is a 
declining sector of the UK economy.
2 If sales, profi ts, production, etc. decline, they become less: Car 
sales have declined by a quarter.

decline2 n. [C, U] 1 when sales, profi ts, production, etc. become less: a 
rapid decline in unemployment
2 when an industry or country becomes less profi table, productive, 
wealthy, etc.: The decline in the country’s manufacturing sector is 
worrying.

delegate v. [I,T] to give part of your power or work to someone else, 
usually someone in a lower position than you: A good manager 
knows when to delegate.

demand n. [U] 1 the amount of spending on goods and services by 
companies and people in a particular economy: Demand in the US 
economy generated 23 million new jobs during the 1990s.
2 the total amount of a type of goods or services that people or 
companies buy in a particular period of time: Chrysler said its Jeep 
plant won’t operate next week because of weak demand.
3 the total amount of a type of goods or services that people or 
companies would buy if they were available: Demand for phone 
service in Thailand far outstrips the supply with back orders 
totalling about one million.

demographic n. [C] a part of the population that is considered as a 
group, especially by advertisers who want to sell things to that 
group: The holidays are aimed at the 18-30 demographic.
age demographic n. [C] a part of the population that are a similar 
age: The  magazine is aimed at an older age demographic.

department n. [C] one of the parts of a large organisation, such as a 
company or university, where people do a particular kind of work: 
She heads the customer services department.
department store n. [C] a large shop that is divided into separate 
departments (=sections), each selling a diff erent type of goods: 
Most large department stores now off er in-house credit cards.

depression (also economic depression) n. [C,U] a long period of time 
during which there is very little business activity and a lot of people 
do not have jobs: The current economic depression can be turned 
around if companies can be persuaded to invest.

devalue v. [T] to cause something to lose its importance or value: Heavy 
price discounting will devalue our famous brands.

development n. [U] the growth or improvement of something, so 
that it becomes bigger or more advanced: The US has been keen to 
encourage economic development in Africa.
continuing professional development n. [U] the process in which 
you continue to learn skills and gain knowledge and experience 
while you are working in a job: It’s a good idea to write down 
everything that has contributed to your continuing professional 
development, for example the courses you’ve taken or the things 
you have learned on specifi c projects.
learning and development n. [U] the process of improving the skills 
and abilities of employees, so that they can perform their work well 
and meet the needs of the company: Learning and development 
needs can be identifi ed during performance appraisals.

disconnect n. [singular] when two people or groups no longer 
understand or have a relationship with each other: There’s a 
disconnect between politicians and ordinary people.

discount n. [C] a reduction in the cost of goods or services in relation to 
the normal cost: Employees can buy books at a discount.
discount chain n. [C] a number of shops owned or managed by the 
same company or person that sell goods at lower prices than other 
shops of the same type: Discount chains have put pressure on the 
supermarket industry.
discount retailer n. [C] a shop that sells goods at a lower price than 
other shops of the same type: The high street in some towns is fi lled 
with discount retailers.
discount supermarket n. [C] a supermarket that sells food and 
other goods at a lower price than other supermarkets: Discount 
supermarkets are causing problems for many traditional 
supermarkets.

disposable income n. [U] the amount of money you have left to 
spend after you have paid your taxes, bills, etc.: People have more 
disposable income now that the economy is healthier.

distribute v. [T] to supply goods to shops and companies so that they 
can sell them: Milk is distributed to the local shops by Herald’s 
Dairies.
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distribution n. [U] the actions involved in supply goods to shops and 
companies after they have been produced, for example moving, 
storing, and selling the goods: The company plans to establish a 
network of warehouses to make product distribution more effi  cient.

distributor n. [C] a person or business responsible for supplying goods 
to shops and companies after they have been produced: We make 
sure that the distributors are always stocked adequately with the 
fast-moving standard items.

e-commerce n. [U] (electronic commerce) the practice of buying and 
selling goods and services over the internet (= e-business): Their 
website design agency specialises in e-commerce.

emerging adj. in an early state of development: the country’s emerging 
oil industry
emerging market n. [C] a country that is in the process of 
developing its industries, businesses, and fi nancial systems: 
Emerging markets can provide great investment opportunities, but 
they tend to be riskier.
emerging technology n. [C] a machine, piece of equipment or 
method that is new and that is likely to have a strong infl uence 
on society, a fi eld of study, etc.: Emerging technologies in the 
biosciences may change the way we treat a number of diff erent 
diseases.

employ v. [T] to pay someone to work for you: The company employs 
2,000 people worldwide.

employer n. [C] a person or company that pays people to work for 
them: Every employer should spend money on training.

enterprise n. [C] a company or business: She is the owner of an 
extremely successful enterprise.
small and medium enterprise (also SME) n. [C] a company that 
is not owned by another, larger company, and that has a small 
number of employees. In European countries, companies must have 
fewer than 250 employees to be called a medium-sized enterprise, 
and fewer than 50 employees to be called a small enterprise: Small 
and medium enterprises are extremely important to the economies 
of most countries.

entrepreneur n. [C] someone who starts a company, arranges business 
deals and takes risks in order to make a profi t: Entrepreneur with 
new business ideas take part in a TV programme to persuade people 
to invest in their project.

entrepreneurial adj. having the qualities that are needed to start a 
company and arrange business deals, such as the ability to take 
risks: She had the entrepreneurial spirit necessary to step out on her 
own.

e-tailer n. [C] (electronic retailer) a business that sells products or 
services on the internet, instead of in a shop: At least one big e-tailer 
has actually opened a bricks and mortar store to supplement its 
online business.

ethical adj. 1 connected with principles of what is right and wrong: The 
use of animals in scientifi c tests raises diffi  cult ethical questions.
2 morally good or correct: I don’t think it’s ethical for you to accept 
a job you know you can’t do.
ethically adv.

etiquette n. [U] the formal rules for polite behaviour: Professional 
etiquette dictates that judges should not express their opinions 
about a case in public.

evaluate v. [T] to carefully consider something to see how useful or 
valuable it is: We need to evaluate the success of our last marketing 
campaign.

event n. [C] a performance, sports competition, party, etc. at which 
people gather together to watch or take part in something: The 
school raises money by organising fundraising events.
corporate event n. [C] a performance, sports competition, party, etc. 
at which people from a particular company and their guests gather 
together to watch or take part in something: The dinner and dance 
were a corporate event aimed at raising money for the company’s 
chosen charity.

promotional event n. [C] an event (=occasion such as a party or 
meeting, etc.) that is intended to advertise a product, company, 
brand, etc.: Promotional events can range from big conferences to 
sponsoring a giveaway.

exchange rate n. [C] the price at which one currency can be bought 
with another: The exchange rate in early December was quite 
favourable.

expand v. [I, T] 1 to become larger in size, amount or number, or to 
make something larger in size, amount or number: The population 
of Texas expanded rapidly in the 1960s.
2 if an economy, industry or business activity expands, it gets bigger 
or more successful: The business was growing very rapidly and 
expanding abroad.

expansion n. [U] 1 when something increases or is increased in size, 
amount or number: The rapid expansion of cities can cause social 
and economic problems.
2 when an economy becomes more successful, and there is 
increased economic activity, more jobs, etc.: the continued 
expansion of the Japanese economy

expertise n. [U] special skills or knowledge in an area of work or study: 
What he’s bringing to the company is fi nancial expertise.

exporter n. [C] a person, company or country that sells goods 
to another country: They are Britain’s leading exporter of 
manufactured goods.

extend v. 1 [T] to make something bigger or longer, or to increase its 
range: If the program is successful, it will be extended to cover the 
whole country.
2 extend a brand to use the same brand name for a new type 
of goods that is similar in some way to the original goods sold 
under that brand name (see also stretch a brand): Can the popular 
restaurant chain extend its brand into frozen foods? 

facilitator n. [C] someone who helps a group of people discuss things 
with each other or do something eff ectively: We see our role as 
facilitators who can get the negotiations going.

factor n. [C] one of many things that infl uence or aff ect a situation: The 
council will take a number of factors into account when making its 
decision.

fall v. (past tense fell; past participle fallen) [I] to go down to a lower 
price, level, amount, etc.: Sales of new cars in Europe fell 9.6%.

fast fashion n. [U] fashionable and often inexpensive clothing that is 
made quickly after being designed, and which often does not stay in 
the shops for a long time: Shops that focus on fast fashion generally 
aim their products at young people.

feedback n. [U] advice, criticism, etc. about how successful or useful 
something is: The line manager judges the trainee’s work and 
provides feedback.

fi nance n. [U] the management of money by countries, organisations, 
and people: He was an expert in fi nance and advised people where 
to invest their money.

fi rm n. [C] a company or business, especially one which is quite small: 
She works for an electronics fi rm.

forecast n. [C] a description of what is likely to happen in the future, 
based on the information that you have now: In his speech, the 
president gave an optimistic forecast for the economy.

function n. 1 [C] the purpose for which something is made or used, 
or the job that someone does (=role): In your new job you will be 
expected to perform many diff erent functions. 
2 [U] the way in which something works or operates, or the way in 
which it is used: People value design more than function.

funding n. [U] money provided to an organisation, for example in the 
form of loans or grants (=money given for a particular purpose): The 
developers have been forced to seek additional funding from the 
government.
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gain v. 1 [T] to get or achieve something important or valuable, usually by 
working very hard: We hope to gain a larger share of the local market. 
2 [I,T] to gradually get more of a useful or valuable quality, skill, etc.: 
Andrew gained a lot of useful experience when he was working for 
an investment bank. 
3 gain access/admittance to manage to enter a place, building or 
organisation: New ramps will help the disabled gain better access. 

global adj. 1 including and considering all the parts of a situation 
together, rather than the individual parts separately: We are taking 
a global view of our business.
2 aff ecting or involving the whole world: the global economy
3 go global if a company or industry goes global, it starts doing 
business all over the world: The design agency went global in 
the 1990s and today deals with all the Japanese, German and 
US car makers.
globally adv.

goods n. [plural] things that are produced in order to be used or sold: 
The store sells a wide range of goods.

government organisation (also government organization AmE ) n. [C] 
a group that has been formed to do a particular job or function of 
the government: Government organisations are funded by taxes.

grow v. (past tense grew; past participle grown) 1 [T] to increase in 
amount, size or degree: Sales of new cars grew by 10% last year.
2 [T] if you grow a business activity, you make it bigger: We want to 
grow the export side of the business.

growth n. [U] an increase in size, amount or degree: We’ve seen an 
enormous growth in the number of businesses using the web.

guarantee n. [C] a formal written promise to repair or replace a 
product, if it has a fault, within a specifi c period of time after you 
buy it: They off er a two-year guarantee on all their products.

guideline n. [C usually plural] rules or instructions about the best way 
to do something: This chapter gives you some guidelines to help 
you in your work.

headquarters n. [plural] the head offi  ce or main building of an 
organisation: The company moved its corporate headquarters 
to Berlin.

health and safety n. [U] the activity of protecting employees from 
illness or injury at work: In the construction industry, health and 
safety is of considerable importance.

hierarchy n. [C,U] (plural hierarchies) an organisation or structure in 
which the staff  are organised in levels and the people at one level 
have authority over those below them: Who are the key people in 
the company hierarchy?

high fl yer (also high fl ier) n. [C] an extremely successful person, 
organisation, etc.: Retailing is not generally the fi rst career choice of 
young high fl yers.

hire v. [T] 1 to employ a person or an organisation for a short time to do 
a particular job for you: A lawyer has been hired to handle the case.
2 to agree to give someone a permanent job: The company has just 
hired 250 new staff .

holacracy n. [C, U] (plural holacracies) trademark an organisation or 
structure in which teams and individuals make decisions about 
the work they are doing, rather than being told what to do by 
a manager or executive: The advantage of a holacracy is that 
decisions can be made and implemented quickly.

human resources (HR) n. [plural] the department in an organisation 
that deals with employing, training and helping employees 
(= personnel): Human resources deal with changes to contracts.

iconic adj. relating to being famous or easily recognised and considered 
to represent a particular idea, brand, time period, etc.: Paris’ iconic 
Eiff el Tower will soon be repainted.

impact n. [C] the eff ect or infl uence that an event, situation, etc. has 
on someone or something: The expansion of the airport will have a 
negative impact on the environment.

incentive n. [C] something which is used to encourage people to do 
something, especially to make them work harder, produce more or 
spend more money: If you want people to change their behaviour, 
it’s a good idea to off er them some kind of incentive.

in-company adj. done within an organisation (=in-house): Employees 
receive in-company language training.

incompetent adj. not having the skill or ability to do a job properly: an 
incompetent manager

increase1 v. [I,T] to become larger in amount, number or degree, or to 
make something become larger: Manufacturing output increased 
0.6% in July.

increase2 n. [C] a rise in amount, number or degree: Recent tax 
increases have aff ected the poor more than the rich.

induction n. [C, U] the introduction and training of someone into a new 
job: The department holds its own induction course.

industry n. [C] businesses that produce a particular type of thing or 
provide a particular service: He joined ICI after working in the 
retailing and banking industries.

infl ation n. [C] a continuing increase in the prices of goods and services, 
or the rate at which prices increase: Infl ation is now at over 16%.

infl uencing n. [U] the process of having an eff ect on the way something 
happens or the way someone does something: Leaders are good at 
infl uencing.

innovation n. 1 [C] a new idea, method or invention:  Innovations in 
information technology have completely transformed the way 
students work.
2 [U] the introduction of new ideas or methods: We must encourage 
innovation if the company is to remain competitive.

innovative adj. 1 an innovative product, method, process, etc. is new, 
diff erent and better than those that existed before: innovative 
schemes for recycling waste materials
2 using or developing new and original ideas and methods: 
Volkswagen became one of the  most innovative auto makers.

in-store adj. happening or done within a large shop or store: There’s an 
in-store bakery.

internship n. [C] a job that lasts for a short time, that someone, 
especially a student, does in order to gain experience: He got an 
internship at an advertising company.

interview1 n. 1 [C, U] a formal meeting at which someone is asked 
questions to fi nd out whether they are suitable for a job: What were 
you asked at the interview? 
2 [C] an occasion when someone is asked questions about their 
views or actions on television, for a newspaper, etc.: In a radio interview 
this morning, the prime minister ruled out a rise in interest rates.

interview2 v. [T] 1 to ask someone questions in a formal meeting in 
order to fi nd out if they are suitable for a job: We are interviewing 
six candidates for the job.
2 to ask someone, for example a politician, questions about their 
views or actions on television, for a newspaper, etc.: The chairman 
refused to be interviewed.

invest v. [I, T] 1 to buy shares, bonds, property, etc. in order to make a 
profi t: People are so pessimistic about the future that they won’t 
invest at the moment.
2 to spend money on things that will make a business more 
successful and profi table: The company is investing some $60 
million in new technology.

investment n. [C, U] when money is put into a business in order to make 
it more successful and profi table, or the money that is put into a 
business: Investment in manufacturing has fallen by 18.8 percent in 
the past year.

investor n. [C] a person or organisation that invests money in order 
to make a profi t: Britain is the second largest foreign investor in 
Mexico.
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invoice n. [C] a document sent by a seller to a customer with details 
of goods or services that have been provided, their price and the 
payment date: We have received an invoice for $250.

invoicing n. [U] the process of preparing and sending an invoice: We 
handle the whole process, from the receipt of the customer’s order 
to invoicing.

jobseeker (also job seeker) n. [C] someone who is looking for a job 
(= job hunter): As specialist recruiters, our job is to assist jobseekers 
in fi nding the perfect role for them.

labelling BrE, labelling AmE n. [U] when a label (= piece of paper with 
information) is put on something, or the pieces of paper themselves: 
The labelling lists the nutritional value of the product.

large-scale adj. [only before noun] using or involving a lot of people, 
eff ort, money or supplies: The government hopes to attract large-
scale foreign investment.

launch1 v. [I, T] 1 to show or make a new product available for sale for the 
fi rst time: The company is launching a new range of hair products.
2 to start a new company: Conran launched a business empire that 
was eventually to employ 83,000 people.
3 to start a new activity or profession, usually after planning it 
carefully: Luke took advantage of a youth training scheme to launch 
a successful career.

launch2 n. [C] 1 an occasion at which a new product is shown or made 
available for sale or use for the fi rst time: Since its launch two years 
ago, sales of the software have grown to only about 300,000 a year.
2 the start of a new activity or plan: The government plans to launch 
a set of economic reforms.

lead v. (past tense and past participle led) [T] 1 to be in charge of 
something such as an important activity, a group of people or 
an organisation: The manager had led a series of projects that 
improved productivity in his region.
2 to be the fi rst to do something, especially something good or 
successful, which is likely to encourage others to do the same thing: 
Younger farmers are leading the move toward ethical food production. 
3 if you lead a particular kind of life, that is what your life is like: 
Wouldn’t it be nice to lead a life of luxury? 

leadership n. [U] 1 the qualities needed in order to be a good leader: 
They want a chairperson with vision and leadership. 
2 the position of being the leader of a team, organisation, country, 
etc.: The company did well under the leadership of its founder.

level n. [C] 1 the measured amount of something that exists at a 
particular time or in a particular place: Stock levels have been low 
for two weeks now.
2 all the people or jobs within an organisation, industry, etc. that 
have similar importance and responsibility: We need to recruit more 
employees at the management level.

loan n. [C] money borrowed from a bank, fi nancial institution, person, 
etc. on which interest is usually paid to the lender until the loan is 
repaid: I had to take out a loan to buy my car.

logistics n. [plural] the arrangements that are needed for goods, 
materials, equipment, and people to be in the right place at the 
right time: The logistics of shipping materials from Britain to Siberia 
are complex.

logo n. [C] a design or way of writing its name that a company or 
organisation uses as its offi  cial sign on its products, advertising, etc.: 
a re-designed company logo

loyalty n. [U] the quality of preferring the same brand or shops and 
using them regularly: The company’s marketing department is 
trying to build customer loyalty.
loyalty card n. [C] a card given by a shop or company that gives 
regular customers lower prices, money back on goods, etc.: The 
loyalty card off ers a 5% discount on the store’s own-brand goods.

manufacturer n. [C] a company that makes large quantities of goods, 
usually in factories: The fridge was sent back to the manufacturers.

manufacturing n. [U] the process or business of producing goods in 
factories: the manufacturing industry

margin (also profi t margin) n. [C, U] the diff erence between the price 
of a product or service and the cost of producing it, or between the 
cost of producing all of a company’s products or services and the 
total sum they are sold for: Margins are low and many companies 
are struggling.

market n. 1 [C] the activity of buying and selling goods or services, or 
the value of the goods or services sold: The baby food market is 
worth many tens of millions of dollars a year.
2 [C] a particular country, area or group of people to which a 
company sells or hopes to sell its goods or services: Our main 
overseas market is Japan.
3 [singular] the number of people who want to buy something: He’s 
been trying to determine if there is a market for his invention.

 emerging market n. [C] a country that is in the process of 
developing its industries, businesses and fi nancial systems: 
Emerging markets can provide great investment opportunities, but 
they tend to be riskier.
global market n. [C] a country, area or group of people anywhere 
in the world, to which a company sells or hopes to sell its goods 
or services: The explosive growth of the online economy is forcing 
businesses of all sizes to compete in a global market.
market growth n. [U] an increase in demand within a particular 
country, area or group of people for a product or service: The news 
could help market growth in the area of renewable energy.
market research n. [U] a business activity that involves collecting 
information about what goods people in a particular area buy, why 
they buy them, etc.: Market research showed good potential for 
marketing the aftershave to older men.
market share n. [C, U] the percentage of sales in a market that a 
company or product has: Faced with declining market share and 
falling profi ts, the fi rm laid off  workers.
market survey n. [C] a study of the state of a particular market, 
showing competitors’ sales, buyers’ intentions, etc.: This information 
is available from specifi c retail statistics and market surveys.

marketing n. [U] activities to design and sell a product or service 
by considering buyers’ wants or needs, for example where and 
how they will buy it, how much they will be willing to pay, etc.: 
The reason their cars sold so well was that they had a brilliant 
marketing strategy.
interactive marketing n. [U] the activity of deciding how to advertise 
and sell a product or service that is based on interactions (=occasions 
when someone talks to and listens to someone else) with customers, 
for example looking at a customer’s internet searches, getting 
feedback from customers, etc.: Interactive marketing means that 
companies are able to send customers information about products 
that they actually buy or are interested in.
marketing campaign n. [C] a planned series of actions that are 
intended to make people more aware of a product or idea, or to 
persuade people to buy a product or service: The company launched 
a marketing campaign for the shoe that was aimed at teen girls.
marketing channel n. [C] a way of sending out information about a 
product or service, for example social media, newspapers, television, 
etc.: Social media have become an increasingly important marketing 
channel.
street marketing n. [U] a way of advertising a product or service 
by doing something unusual in a public place: Street marketing 
campaigns can range from handing out leafl ets and samples to large-
scale performances designed to draw attention to your brand.

mentor n. [C] an experienced person who gives advice to less 
experienced people to help them in their work: He now runs his own 
company and is a mentor to other young entrepreneurs.

merge v. [I, T] if two or more companies, organisations, etc. merge, or if 
they are merged, they join together: The two companies have now 
merged into one.

merger n. [C] an occasion when two or more companies, organisations, 
etc. join together to form a larger company, etc.: There has been a 
lot of talk about a merger with another leading bank.
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millennial n. [C] someone who was born in the 1980s or 1990s and 
became an adult during or after the year 2000: Millennials run some 
of the biggest tech companies around.

mindset n. [C] someone’s general attitude, and the way in which 
they think about things and make decisions: The book accurately 
captures the mindset of a teenage girl.

m-learning n. [C] (mobile learning) learning that involves using 
smartphones and small computers that you carry with you: The 
study showed that m-learning helped some students improve their 
maths scores.

multinational n. [C] a large company that has offi  ces, factories, and 
business activities in many diff erent countries: It can be very hard to 
compete with the multinationals.

negotiation n. [C usually plural, U] offi  cial discussions between groups 
who are trying to reach an agreement: The company entered into 
negotiations for the purchase of a site just outside the town.

negotiate v. [I, T] to discuss something in order to reach an agreement: 
They negotiated a new contract with the sellers.

negotiator n. [C] someone who takes part in offi  cial discussions, 
especially in business or politics, in order to try and reach an 
agreement: The country’s top trade negotiator is meeting with his 
counterparts this week.

networking n. [U] an activity in which you meet with other people 
involved in the same kind of work, in order to share information, 
help each other, etc.: I’m hoping to do some networking at the 
conference next week in London.

neuroleadership n. [U] the use of studies of the brain to help improve 
people’s ability to lead other people, especially in business: 
Neuroleadership looks at what motivates people’s behaviour, and 
how that behaviour can be changed in positive ways to aid business 
needs.

non-core business n. [C] businesses that are not considered the main 
or most important part of a company’s business and that do not 
make the most income for the company (see also core business): 
The publishing company decided to focus on education and sold 
off  some of its non-core businesses, such as newspapers and 
magazines.

on-the-job adj. while working, or at work: The on-the-job training was 
very good.

operate v. [T] if a person or organisation operates a business, system, 
etc., they manage it and make it work: He operates a construction 
business in Norway.

operations n. [plural] a company’s normal activities related to 
providing services or producing goods, rather than other actions 
with fi nancial eff ects, such as selling assets: The company reported 
earnings from operations of about $1 billion.

operator n. [C] 1 someone who works a machine or piece of equipment: 
This machine requires a skilled operator. 
2 a person or company that operates a particular business: Will the 
merger of two ferry operators reduce the number of crossings per 
day?

outcome n. [C] the fi nal result of a process, meeting, discussion, etc. 
(=result): The negotiations are continuing, and we are hoping for a 
positive outcome.

outlet n. [C] a shop, company or organisation through which products 
are sold: The farmers need to fi nd more outlets for their produce.

outsell v. [T] to be sold in larger quantities than another product of the 
same type: The new book may outsell his previous novels.

own-brand adj. BrE own-brand products have on them the name of the 
shop that is selling them, rather than the producer’s name (=store-
brand AmE): We indicate the recyclability of the packaging on our 
own-brand products.

partner n. [C] 1 a company that works with another company in a 
particular activity, or invests in the same activity: The company is 
actively seeking partners for joint ventures.
2 someone who starts a new business with someone else by 
investing in it: Like all new business partners, the three founders of 
the company hoped for smooth teamwork.
3 someone you do a particular activity with: Clare’s my tennis partner.

partnership n. 1 [C] a relationship between two people, organisations 
or countries that work together: The two companies have built up a 
close partnership over the past four years.
2 [U] the situation of working together in business: He went into 
partnership with the owner of a cement factory.

perform v. 1 [I] if a product, business, etc. performs well or badly, it makes 
a lot of money or very little money: The economy is performing well. 
2 [T] to do work, carry out a duty, task, etc.: What skills do you need 
to perform this task?
3 [I, T] to do something to entertain people, for example by acting 
a play or playing a piece of music: The children perform two plays 
each school year.

performance n. 1 [U] the way that someone does their job, and how well 
they do it: Some people were critical of her performance as a manager. 
2 [C,U] the degree to which a company, investment, fi nancial 
market, etc. is profi table: They will report a $500 million loss, one of 
the worst performances ever by a US fi rm.

perk n. [C] something, in addition to money, that you get for doing your 
job, such as a car: One of the perks of working for a fashion designer 
is that you get to wear lots of nice clothes.

PEST analysis n. [C] (political, economic, social and technological 
analysis) a careful examination of a market, in which political, 
economic, social, and technological matters are considered: A good 
PEST analysis will help you plan for any potential problems in the 
market.

pilot n. [C] a test that is done to see if an idea, product, etc. will be 
successful: If the pilots are successful, he hopes to go into full 
production next year.

pitch1 v. [I, T] to persuade someone to buy something, do something or 
agree with a particular idea: The sales reps are pitching the latest 
gadgets.

pitch2 n. [C] the things someone says in order to persuade someone to 
buy something, do something or agree with a particular idea: The 
salesman made his pitch.

policy n. [C] a course of action that has been offi  cially agreed and 
chosen by a political party, business or other organisation: The 
company has adopted a strict no-smoking policy.
company policy n. [C, U] a course of action that has been offi  cially 
agreed and chosen by a business or other organisation: It’s company 
policy not to give interviews to the press.

portal n. [C] a website that helps you fi nd other websites, or the 
website that you go to fi rst in order to get to other content: 
Students and parents can use the school’s portal to fi nd homework 
assignments, progress reports, and other important information.

position1 n. [C] 1 formal a job (=post): Twelve people applied for the position.
2 the place where someone or something is or should be, especially 
in relation to other objects and places: Put the words in the correct 
position.

position2 v. [T] if a company positions itself or a product in a particular 
way, it tries to get people to think about it in that way, especially in 
comparison to other businesses or product: We’re trying to position 
the product to appeal to younger buyers.

post n. [C] formal a job, especially an important or well-paid one 
(=position): How long did you hold your previous post?

PR n. [U] (public relations) the work of persuading people to have 
a good opinion of an organisation, company, etc.: Good PR is of 
paramount importance these days.
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predictive adj. relating to a system’s ability to use information about 
what is likely to happen next: Predictive text allows you to write 
text messages faster.

pricing n. [U] the prices of a company’s products or services in relation 
to each other and in relation to those of their competitors, and 
the activity of setting them:  I asked him to explain the company’s 
pricing policy.

prioritise (also prioritize AmE) v. [I, T] to put several tasks, problems, 
etc. in order of importance, so that the most important ones are 
done fi rst: You need to prioritize your tasks.

problem-solving n. [U] the activity of fi nding answers to problems or a 
good way of doing something diffi  cult: The course aims to help you 
improve your business problem-solving skills.

procedure n. [C, U] a way of doing something, especially the correct or 
usual way: What’s the procedure for applying for a visa?

process n. [C] 1 a series of actions taken to perform a particular task or 
achieve a particular result: Getting a visa can be a complex process. 
2 a method of making or producing goods: Robots speed up the car 
production process.

product n. 1 [C] something useful and intended to be sold that comes 
from nature or is made in a factory: The new product took more 
than three years to develop.
2 [C] a service: The bank off ers products such as cash management 
and short-term loans.

 product design n. [U] the work of planning and making a new 
product, including how it works, what it looks like, etc.: Her degree 
in engineering led to a job in product design.
product innovation n. [C, U] when new or better products are 
designed and developed, or the new and better product itself: Many 
economists blamed South Korea’s economic problems on its lack of 
product innovation.
product line n. [C] a type of product that a company makes or sells 
that has several diff erent sizes, models, etc. (=range): The company 
continues to get about two-thirds of its revenue from this one 
product, despite repeated eff orts to diversify its product line.
product placement n. [C, U] a form of advertising in which a 
company arranges for one or more of its products to appear in 
a television programme or fi lm: Product placement has turned 
feature fi lms into a series of disguised commercials.

production n. 1 [U] the process of making or growing things to be 
sold as products, usually in large quantities: Toshiba is increasing 
production of its popular laptop computers.
2 [U] an amount of something that is produced: Steel production 
has decreased by thirty-four percent.

productive adj. producing or achieving something: The program is 
designed to help business users be more productive.

productivity n. [U] the rate at which goods are produced, and the 
amount produced in relation to the work, time, and money needed 
to produce them: Managers are always looking for ways to increase 
worker productivity.

profi le n. [C] a short description of someone or something, giving the 
most important details about them: a job profi le

profi t1 n. [C, U] money that you gain from selling something, or from 
doing business in a particular period of time, after taking away 
costs: Since it was set up two years ago, the company hasn’t earned 
a profi t but could break even this year.

profi t2 v. [I] to gain money from an event, selling something, etc.: They 
profi ted from a weaker dollar and higher sales overseas.

profi table adj. producing a profi t: Recycling plastics is profi table and 
good for the environment.

project manager n. [C] the person whose job it is to plan how a 
particular piece of work will be done and organise all the people 
and tasks to do it: It’s important to have an experienced project 
manager for something this complex.

promote v. [T] 1 to help something develop, grow, become more 
successful, etc. or encourage something to happen: They’re trying to 
promote the city as a tourist destination.
2 to try hard to sell a product or service by advertising it widely, 
reducing its price, etc.: To promote their new shampoo, they are 
selling it at half price for a month.
3 to give someone a better-paid, more responsible job in a company 
or organisation: Helen was promoted to senior manager.

promotion n. [C, U] 1 a move to a more important job or position in 
a company or organisation: I want a job with good prospects for 
promotion.
2 sales promotion an activity such as special advertisements or free 
gifts intended to sell a product or service: a winter sales promotion

promotional adj. relating to a sales promotion: a promotional video
promotional event n. [C] an event (=occasion such as a party or 
meeting, etc.)  that is intended to advertise a product, company, 
brand, etc.: Promotional events can range from big conferences to 
sponsoring a giveaway.
promotional off er n. [C] something a company is willing to give 
to someone or do for someone as a way of raising the sales of a 
product, service, etc.: Supermarkets often do “buy one, get one free” 
promotional off ers.

proposal n. [C] a plan or idea which is suggested formally to an offi  cial 
person, or when this is done: The proposal was approved by the 
committee.

propose v. [T] to suggest something such as a plan or course of action: 
Lyle proposed large cuts in the training budget.

publicise (also publicize AmE) v. [T] to give information about 
something to the public, so that they know about it: She did a series 
of interviews to publicize her new book.

qualifi cation n. 1 [C, usually plural] an examination that you have 
passed at school, university or in your profession: The government 
is determined to reduce the number of young people leaving school 
with no qualifi cations.
2 [C] a skill, personal quality or type of experience that makes you 
suitable for a particular job: Isobel has all the right qualifi cations to 
become a good manager.

quality control n. [U] the process of making sure that an organisation’s 
goods and services are produced and sold as planned and designed, 
and are of the right quality: There were problems with quality 
control and product consistency.

R and D (also R&D) n. [U] 1 (research and development) the part 
of a business concerned with studying new ideas and planning 
new products: Our total expenditure on R and D in the past year 
amounted to €25 million.
2 (research and development) the department in a company 
responsible for developing new products, improving existing 
products, etc.: She works in R and D.

raise v. [T] 1 to make people consider a question, etc., for example by 
beginning to talk or write about it (=bring up): I tried to raise several 
points at the meeting. 
2 raise your voice to speak or should more loudly, especially 
because you are angry: He’s never raised his voice to me. 
3 increase the amount or level of something: Many shops have 
raised their prices.
4 to collect the money, capital, etc. that is needed to do something: 
Hammond Co. will need to raise $2 million to fi nance the off er.

range (also product range) n. [C] a set of similar products made by 
a particular company or available in a particular shop: They’ve 
brought out a new range of kitchenware.

recommend v. [T] 1 to advise someone to do something, especially 
because you have special knowledge of a situation or subject: 
Students are recommended to make an appointment with a careers 
offi  cer.
2 to say that something or someone would be a good thing or 
person to choose: Can you recommend a good lawyer?
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recommendation n. [C, U] 1 offi  cial advice given to someone about 
what to do: We will review the case and make a recommendation to 
the client.
2 a suggestion that someone should choose a particular thing or 
person because they are very good or suitable: Academic staff  are 
appointed on the recommendation of a committee.

recruit v. [I, T] to fi nd new people to work for an organisation, do a job, 
etc.: We’re having diffi  culty recruiting enough qualifi ed staff .

recruitment n. 1 [U] the process or the business of recruiting new 
people: Recruitment is diffi  cult at the moment.
2 [C] an occasion when someone is recruited: They are employed on 
a temporary basis until permanent recruitments can be made.

reference n. [C] 1 a letter written by someone who knows you well, 
usually to a new employer, giving information about your character, 
abilities or qualifi cations: We will need references from your former 
employers.
2 a person who provides information about your character, abilities 
or qualifi cations when you are trying to get a job (= referee): Could I 
ask you to act as one of my references?

regulation n. [C] an offi  cial rule or order: Tighter regulations are being 
introduced to protect the environment from car exhaust emissions.

remortgage v. [I, T] to borrow money by having a second or bigger 
mortgage (=loan) on your property, especially a house: We may 
have to remortgage the house.

report to phr. v. [T] to work under someone’s authority, and to be 
managed by them: Following his promotion, he will report directly 
to the chairman.

requirement n. [C] 1 something that an offi  cial organisation says 
a company or person must have or do: To fi nd out about entry 
requirements for students, write to the college admissions board.
2 something that someone needs or wants: The new computer 
system will meet all our requirements.

restructuring n. [U] the process in which a company or organisation 
changes the way it is organised or fi nanced: After the restructuring, 
the workforce will be reduced by as much as 19%.

retail n. [U] 1 the sale of goods to customers for their own use, rather 
than to shops, etc.: His experience in retail includes managing a 
number of shopping centres in New Zealand.
2 retail trade/market/business the selling of goods or services to 
members of the public, or companies involved in this: They hired a 
manager with twenty years’ experience in the retail business.
3 retail shop/outlet/store a shop, etc. that is open to members of 
the public: These large retail outlets stock a wide range of goods.

retailer n. [C] 1 a business that sells goods to members of the public, 
rather than to shops, etc.: They are a national furniture retailer with 
20,000 employees.
2 someone who owns or runs a shop selling goods to members 
of the public: Many retailers are facing bankruptcy in the latest 
recession.

revenue (also revenues plural) n. [C] money that a business or 
organisation receives over a period of time, especially from selling 
goods or services: The company has an annual revenue of about $8 
million.

reward1 n. 1 [C] something that you receive because you have done 
something good or helpful: She got no reward for all the hard work 
she did.
2 [C, U] money that you earn for doing a job or providing a service: 
Working as a lawyer can bring big fi nancial rewards.

reward2 v. [T] to give someone something such as money because they 
have done something good or helpful: a bonus system that rewards 
workers who meet targets

rise v. (past tense rose; past participle risen) [I] to increase in number, 
amount or value: Sales rose by 20% over the summer period.

risk1 n. [C, U] the possibility that something may be lost, harmed or 
damaged, or that something bad, unpleasant or dangerous may 
happen: If you’re considering starting a business, think carefully 
about the risks involved.

risk2 v. [T] put something in a situation in which it could be lost, 
destroyed or harmed: They risked their fi nancial future on a brand-
new business venture.

role n. [C] the way in which someone or something is involved in an 
activity or situation, and how much infl uence they have on it: 
The marketing role in an organisation is carried out by numerous 
individuals.

run v. 1 [T] to control or be in charge of an organisation, company or 
system: I’ve always wanted to run my own business.
2 be running late to be doing everything later than planned or 
expected: They were running late, so I didn’t get interviewed until 
nearly 4 o’clock. 
3 [T] to print something in a newspaper or magazine, or broadcast 
something on television: The company is running a series of 
advertisements in national newspapers.

salary n. [C, U] money that you receive as payment from the 
organisation you work for, usually paid to you every month: She’s on 
a salary of $48,000 a year.

sale n. 1 [C, U] the act of selling someone property, food or other goods: 
The public protested at the sale of land for industrial development.
2 sales [plural] the total number of products that a company sells 
during a particular period of time: We made more than £500,000 in 
sales last year.
3 sales [U] the part of a company that deals with selling products: 
She is director of sales and marketing.

 projected sales n. [plural] a calculation of how much of a product a 
company expects to sell in the future: projected sales fi gures

sample n. [C] a small amount of a product that people can use or look 
at in order to fi nd out what it is like: free samples of a new shampoo

saving n. 1 [U] the act of keeping money to use later rather than 
spending it: We want to encourage saving and investment.
2 [C, usually singular] an amount of something that you have not 
used or spent, especially compared with a larger amount that you 
could have used or spent: This amount represents a considerable 
saving over last year’s expenditure.
3 savings [plural] money that is kept in a bank to be used later or 
invested, rather than spent: Investors lost their life savings when the 
bank collapsed.

sector n. [C] all the organisations or companies in a particular area 
of activity, industry, etc.: The growth in the number of home 
computers has boosted the electronics sector.

self-starter n. [C] someone who is able to work successfully on their 
own without needing other people’s help or a lot of instructions: 
Management is seeking to promote ambitious self-starters.

service n. [C] a particular type of help or work that is provided by a 
business to customers, but not one that involves producing goods: 
He charged a $600,000 fee for consulting services.
after-sales service n. [U] repairs and advice given to a customer 
by a company after the customer has bought a product from the 
company: A good after-sales service is just as important as the 
product itself. 
fi nancial services n. [plural] the business activity of giving 
advice about investments and selling investments to people and 
organisations: Fidelity joins a long list of companies off ering 
fi nancial services on the web.

share n. [C] one of the parts into which ownership of a company is 
divided: We’ve got shares in Allied Chemicals.
share price n. [C] the price of a particular company’s shares at a 
particular time: Share prices of construction companies were hard 
hit during the recession.
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skill n. [C, U] an ability to do something well, especially because you have 
learned and practised it: Many jobs today require computer skills.
communication skills n. [plural] the ability to express yourself 
in a way that other people will understand, including the words 
you use and the way you behave when you are speaking: Good 
communication skills will help you to criticise someone’s work 
without off ending them.
digital skills n. [plural] the ability to use computers and the internet 
eff ectively: Digital skills range from being able to create a Word 
document to being able to code.
hard skill n. [C usually plural] an ability to do something practical 
that you have learned and practised, for example reading, using a 
computer or being able to do math: It is usually easy to measure a 
hard skill—you can measure how profi cient someone is at speaking 
a language, for example.
soft skill n. [C usually plural] an ability to get along with and talk 
to other people, understand and deal with your own emotions and 
tasks, or behave properly in many diff erent situations: Soft skills 
cover everything from communication to problem-solving, and are 
just as important as hard skills.
transferable skill n. [C usually plural] an ability to do something 
that can be used in many diff erent situations, especially one that 
helps you do a job for which you have not been formally trained: 
Being able to write clearly is an important transferable skill.

slogan n. [C] a short phrase that is easy to remember and is used by 
an advertiser, organisation or other group: We need an advertising 
slogan for the new campaign.

SME n. [C] (small and medium enterprise) a company that is not 
owned by another, larger company, and that has a small number 
of employees. In European countries, companies must have fewer 
than 250 employees to be called a medium-sized enterprise, and 
fewer than 50 employees to be called a small enterprise: Small and 
medium enterprises are extremely important to the economies of 
most countries.

staff  n. [U] the people who work for an organisation or business: They 
employ a total of 150 staff .

start-up n. [C] a new small company or business, especially one that 
can grow quickly, and often one that involves using the internet in 
some way: His start-up is in the fi eld of bioengineering.

strategic adj. relating to a strategy or strategies: a strategic decision to 
move production to Hungary
strategic planning n. [U] the plans a company makes about what it 
will do in the future. This involves deciding which products it should 
be making, which markets it should be in, and how profi ts can be 
increased (=corporate planning): Doug Solomon retains his job as 
head of strategic planning.

stretch v. [I, T] stretch a brand to use the same brand name for a 
diff erent type of goods (see also extend a brand): Believe it or 
not, Harley Davidson once stretched their brand to include a cake 
decorating kit.

structure n. [C, U] the way an organisation, system, market, etc. is 
organised or put together: The corporation has a complex structure 
of affi  liated companies.
fl at structure n. [C] a way of organising a business in which there 
are no managers or only a few managers between the people who 
do most of the work in the organisation and the executives of the 
organisation: A business with a fl at structure can respond to change 
quickly, but there aren’t always many promotion opportunities.
management structure n. [C] the way that a company organises the 
people who manage the workers, which aff ects who is allowed to 
make decisions, who has responsibility for particular tasks, etc.: The 
company has a fl at management structure, so individual employees 
have more responsibility for their work.
tall structure n. [C] a way of organising a business in which there 
are many levels of managers between the people who do most of 
the work in the organisation and the executives of the organisation: 
Companies with tall structures tend not to be able to react to 
change quickly.

subsidiary n. (plural subsidiaries) [C] a company that is at least half-
owned by another company: The subsidiary has 50 offi  ces around 
the country.

supervise v. [I, T] to be in charge of a group of people or a particular 
area of work: She supervises 26 workers in a business with annual 
sales of $4 million.

supplier n. [C] a company that provides a particular type of product: 
The company is now the main supplier of educational software to 
schools.

supply1 v. (past tense and past participle supplied) [T] 1 to provide 
goods or services to customers, especially regularly and over a long 
period of time: The company supplies products and services to the 
energy industry.
2 to give someone something they want or need: All employees 
were supplied with protective clothing.

supply2 n. (plural supplies) [C] an amount of something that is available 
to be sold, bought, used, etc.: The nation’s fuel supplies will not last 
forever.
supply chain (also distribution chain, chain of distribution) n. [C] 
the series of organisations that are involved in passing products 
from manufacturers to the public: During the diff erent stages in the 
supply chain, distributors and suppliers frequently have confl icting 
goals.

survey n. [C] a set of questions given to a group of people to fi nd out 
about their opinions or behaviour: People are becoming more 
pessimistic about the economy, according to the latest consumer 
survey.
market survey n. [C] a study of the state of a particular market, 
showing competitors’ sales, buyers’ intentions, etc.: This 
information is available from specifi c retail statistics and market 
surveys.

take over phr. v. (past tense took over; past participle taken over) [T] 
to take control of a company by buying more than 50 percent of its 
shares: A group of investors took over the company a year ago. 

takeover n. [C] the act of getting control of a company by buying 
over 50 percent of its shares: To avoid a takeover, the investment 
company went deeply in debt to pay a huge special dividend.
takeover bid n. [C] an off er by one company to buy another, or the 
value of this off er: The football club accepted a £24 million takeover 
bid from Soccer Investments.

target1 n. [C] 1 a result such as a total, an amount or a time which you 
aim to achieve: Dealers are under pressure to meet sales targets.
2 target market/customer/group the group of people that a 
product, service, idea, etc. is aimed at: Our target customers are men 
aged between 18 and 35.

target2 v. [T] 1 to aim products, programmes of work, etc. at a 
particular area or group of people: The booklet is targeted at people 
approaching retirement.
2 to choose someone or something for a particular type of 
treatment: The main markets targeted for development have been 
those of the US and Western Europe.

term n. [C] one of the statements of what must be done or is true in 
an agreement, contract or other legal document: Under the terms 
of the contract, the company was to deliver 1,000 megawatts of 
electricity to New York. 
delivery terms n. [plural] an agreement in a contract between a 
buyer and seller about when goods will be delivered, how they will 
be paid for, etc: Customs require information such as delivery terms, 
weight, method of transport and country of origin.
payment terms n. [plural] the conditions of a sales agreement that 
concern how the customer will pay, and especially how much time 
is allowed for payment: We might consider extending the normal 
payment terms from 30 days to 40 days or more.
terms and conditions n. [plural] all of the things that must be 
done as stated in a contract or agreement. If they are not done, the 
contract or agreement will end: Most people don’t read the terms 
and conditions of their phone contracts.
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title (also job title) n. [C] a name that describes a person’s job or 
position: Her offi  cial job title is Human Resources Manager.

timeline n. [C] a plan for when things will happen or how long you 
think something will take: The timeline for the project is optimistic.

track n. [C] be on track likely to achieve the result you want: We’re still 
on track for 10% growth.

track record n. [C, usually singular] all the things that a person or 
organisation has done in the past, which shows how good they are 
at doing their job, dealing with problems, etc.: We’re looking for 
someone with a proven track record in selling advertising.

transaction n. [C] 1 a payment, or the process of making one: The 
bank off ers a current account aimed at businesses with regular 
international transactions.
2 a business deal: Two Mexican fi rms have completed a $300 million 
transaction to combine their businesses.

transition n. [C, U] the act or process of changing from one state or 
form to another: The computer company went through a diffi  cult 
transition period.

trend n. [C] the general way in which a particular situation is changing 
or developing: The current trend is towards more part-time 
employment.

turnover n. [singular] 1 BrE the amount of business done in a particular 
period, measured by the amount of money obtained from 
customers for goods or services that have been sold: Turnover at the 
two restaurants was about $7.4 million this year.
2 (also staff  turnover) the rate at which workers leave an 
organisation and are replaced by others: Contract workers have a 
high turnover rate.

upmarket (also upscale AmE) adj. involving goods and services that are 
expensive and perhaps of good quality compared to other goods, 
etc. of the same type, or the people that buy them: an upmarket 
restaurant

vacancy n. (plural vacancies) [C] a job that is available for someone to 
start doing: We have vacancies for graduates in engineering and 
information technology.

value n. 1 [C, U] the amount of money something is worth: The 
company’s current value is estimated at €300 million.
good/excellent etc. value (for money) if something is good/
excellent, etc. value, it is of good quality, considering its price or you 
get a large amount for the price: Local fi rms seem to off er the best 
value for money.
2 values [plural] the principles that a business or organisation thinks 
are important and which it tries to follow: The following list of core 
values refl ects what is truly important to us as an organization.

venture into phr. v. [T] if a company or investor ventures into an area of 
business or investment, they become involved in it for the fi rst time: 
Banks are venturing into insurance.

volume n. [C, U] the total amount of something: The volume of exports 
was up 4% on the previous 4 months.

warehouse n. [C] a large building used for storing goods in large 
quantities: The company will add 14 warehouses to its current 
distribution centres.

workforce n. [singular] all the people who work in a particular country, 
industry or factory: The supermarket chain closed 311 stores and 
cut its workforce to 29,500. 

workspace n. [C, U] the area in an offi  ce, house, etc. where you work at 
a desk: It is important that your workspace is light and comfortable. 

workshop n. [C] a meeting at which people discuss their experiences 
and do practical exercises, especially in order to fi nd solutions to 
problems: Staff  attended a two-day training workshop on basic PR 
techniques.


