SERIES 1 EXAMINATION 2003
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LEVEL 4
(Code No: 4041)
THURSDAY 13 MARCH
________

Instructions to Candidates
(a) The time allowed for this examination is 3 hours.
(b) Answer all 4 questions.
(c) All questions carry equal marks.
(d) All answers must be clearly and correctly numbered but need not be in numerical order.
(e) While formal accuracy is expected, adequate and appropriate communication is essential
and candidates must judge the length of their answers in this light.
(f)

When you finish, check your work carefully.

(g) The use of standard English dictionaries and cordless non-programmable calculators is
permitted. Candidates whose first language is not English may use a bilingual dictionary.
________
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QUESTION 1(a)
Read the following article from Marketing Week magazine and answer the questions that follow it.
Credit will be given for answering the questions in your own words and demonstrating comprehension,
rather than quoting directly from the text.
If Undelivered
It is 5 years since Robin Mitchell moved on from his job as Finance Director at the direct marketing
agency Craik Jones. He is now Head of Market Development at the company, but every week he
still receives 10 or 11 pieces of direct mail addressed to him as Finance Director. Even the Institute
of Direct Marketing (IDM) regularly sends mail to him at his old job, despite the fact that he has emailed twice to tell the IDM about the change.
Mitchell believes this experience sums up everything that is wrong with business-to-business (B2B)
direct mail. He says that many of those involved in the sector are salespeople, who try to send out
as much mail as possible, rather than marketers who care about the perceptions created by their
mailings. It is cheap and easy to set up a B2B direct mailing house, and many of those involved
tend not to be too fussy about the letters they send out, he claims. Not only are many of them
wrongly addressed, they are also unappealing, in their plain brown envelopes. “It’s a law of
diminishing returns. If you mail 1,000 people but only get a 2% response rate3, that’s still 20
replies and you continue doing it,” he says. “B2B direct mail is open to a man and his dog working
from a shed.”
His views come as the latest report from the Direct Marketing Information Services (DMIS) shows
that 56% of B2B mailings are immediately thrown away by the managers who receive them. The
response rate to such mailing stands at 3% in the survey. While so much of the mail received is
binned, the good mailings tend to be swamped by the bad, making it an uphill struggle to get
noticed. The most worrying finding for the industry is the level of errors in mailings. Almost twothirds of items are incorrect in some way, which is a record level. “The biggest category of errors is
out-of-date information, such as name, title or address. One in 7 items carry this type of error,
which is likely to reflect the high turnover of business managers – a typical marketing manager is
now in a post for just 12 months”, says the DMIS report.
But Mitchell says there are ways to tackle rampant inaccuracy. At Craik Jones, for example, an
audit of B2B targets is conducted every quarter, to catch up on details about people who have
moved jobs. But he warns against using this approach as a Trojan Horse, taking the opportunity
presented by the check to sell to clients, as they may be annoyed by such tactics.
Kathy Connor, a marketing consultant, says the biggest challenge facing B2B mailings is that there
are few address lists in this area, so most clients use their own databases. “Targeting needs to be
tighter, yet it is more complex than consumer mailing as so many people influence purchasing
decisions. You often need to do multiple targeting,” she says. But this raises the sensitive topic of
duplicate mailings – something bound to irritate recipients and those who filter the mail alike. The
DMIS survey says 59% of respondents agreed with the statement that “getting duplicate mail
annoys me intensely.” Connor believes the solution is to improve targeting and the relevance of the
mailing for each business market – this can be done with careful planning and creative
development of a campaign to fit the market. “The right creative work will stand out if it is relevant
to the individual mailed. E-mail marketing complements direct mail activity in this sector.”
But others believe that e-mail marketing is still in its infancy in the B2B field. As few as 1% of email addresses are recorded on contact lists within the direct mail industry, and there are few signs
of growth in this figure, as many people are wary of giving out their e-mail addresses. One agency
boss recounts how he took a 3-week holiday and returned to find 1,100 e-mails waiting for him on
his computer.
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QUESTION 1(a) CONTINUED
But, according to Carlson Marketing Manager Director Steve Grout, targeting has to be honed to
ensure that mail reaches the right people at the right time. But it is also necessary to understand
the dynamics of the decision-making process for each business and category, and to find out who is
involved in purchasing decisions and when. He says messages need to be relevant, of course, but
they should also be presented in a straightforward way as the managers being targeted do not have
time to wade through reams of information. But he emphasises that overall, direct marketing works
best when it plays a part in a wider campaign, whether it’s e-mail, interactive or telemarketing.
The DMIS survey must make depressing reading for many in the B2B mailings field, as it is the
mistakes and poor creativity of mediocre outfits that queer the pitch for higher-quality operators.
But most practitioners are still optimistic that with the right sort of creativity, and more time spent
researching companies – how they work and who takes the decisions – business mailings can still
be effective.
(i)

What 2 instances of irony are presented in paragraph 1 and what is the implication of these
ironies?
(3 marks)

(ii) What difference is the author identifying between ‘salespeople’ and ‘marketers’ and how does
that difference demonstrate itself?
(3 marks)
(iii) What do the following figures from the DMIS survey represent?
(1) 41% (The balance of 56% + 3%)
(2) 1 out of 7?
(2 marks)
(iv) Explain the Trojan Horse metaphor in this context.
(2 marks)
(v) Why is ‘multiple targeting’ necessary, but risky, and what is the solution to this dilemma?
(3 marks)
(vi) What part does e-mail play in direct marketing, but what is the problem associated with it?
(2 marks)
(15 marks)
QUESTION 1(b)
Situation
You work in the Marketing Department of a large company. As a result of the DMIS survey you are
considering how to improve the direct mail marketing activities. You plan to have a meeting to discuss
this topic.
Task
Write a memo to all the members of the Marketing Department. Using ideas from the text, explain the
background to the meeting and outline the proposals you wish to discuss. Invent any further details
as necessary.
(10 marks)
(Total 25 marks)
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QUESTION 2
Situation
You are the Head of Department in a consultancy firm, Beaver & Co Ltd. One of your employees,
John Green, has recently undertaken a fairly straightforward consultancy contract with a client. Otter
Industries, on their order processing system. The remit was to:
•
•
•

analyse the current system
make recommendations for improvements
give a suppliers’ list for software recommendations.

John Green finished the report while you were away on business and sent it without your approval,
which he is not authorised to do. On your return you read the report and it appears to be very substandard.
Read the following conversation between yourself (A) and John Green (B)
(A)
(B)
(A)
(B)
(A)
(B)
(A)

(B)
(A)

(B)
(A)

John, the Otter report – I’ve had a chance to look at it now and I have to say I was not very
impressed. For a start, you shouldn’t have sent it off before I’d ok’d it.
Well, I asked Peter (another Senior Consultant) and he said that as you weren’t back until
yesterday and they had been putting a hurry on it, I should send it anyway.
I spoke to Peter and he says that he told you to let him have a look at it – but, apparently, you
didn’t.
Well, it’s more or less the same as the Caxton one, and everyone thought that was fine, so
there shouldn’t have been any problems.
It was not the same at all. Your analysis section in the Caxton report was 20 pages, this one is
barely 10 – I couldn’t get any kind of clear picture where you were starting from with them or
what they need at all.
OK, it was short, but I think I drew most things out from that into the recommendations.
What? Apart from the fact your grammar was very dodgy at points, and the whole report looked
a mess, I couldn’t make head nor tail of the recommendations: I couldn’t make out what were
your ramblings and musings and what were actual recommendations. For example, in the third
section, I finally realised you were suggesting 2 alternatives – but they’ll never get that, it
sounds like they should do both things simultaneously. And even if they do get it, you’ve given
them no idea on what basis they should make the decision. You’ve got to be clear!
Well, the woman I talked to seemed to have a good grasp of the problems anyway.
That’s not the point – it that were true they wouldn’t be paying us a fat fee. As for what the poor
woman is going to do next – you didn’t give her any suppliers’ details of the recommended
software – most of it is too vague for anyone to be able to act on, and you know we’ve got a
pro-forma attachment for that, so there’s no excuse.
Well, what do you want me to do about it?
I don’t want you to do anything more on this contract. I’ll deal with Otter. But I’m going to have
to put this in writing – it might have to go on your file.

Task
(a) Write a memo to John Green. Outline the problems with the report that were discussed in the
conversation. (You will enclose a copy of the report with your annotations and comments, so you
don’t need to invent any more details.) Although he has done good work in the past, underline to
him the gravity of this incident. You have decided that you won’t give him a formal notice of
disciplinary action this time, but you will if anything similar happens in the future.
(12½ marks)
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QUESTION 2 CONTINUED
(b)

Write a letter to Maria Paulson, Head of the Sales Department at Otter Industries and the
person with whom John Green chiefly liaised over the report. Explain that there has been some
kind of mistake and she has received and earlier version of the report. Make some excuse
about why John Green will not be sending the final version and tell her it will be necessary for
one of the other consultants to spend one day in the company next week. This will obviously
not cost the company any extra money. Tell her that you are sure that this extra day’s
consultancy and the final report can be prepared within 14 days. Offer some kind of fee
reduction as an apology for the delay.
You may assume letterhead paper is used, but lay out the rest of the letter appropriately.
(12½ marks)
(Total 25 marks)

QUESTION 3(a)
Situation
Your work in the Human Resources Department of a company. Your boss, Peter Holding, the Human
Resources Director, recently made an opening key note address at a Human Resources conference
(HR TODAY, Brighton Conference Centre).
Task
Your boss has given you the transcript of his speech and asked you to summarise its most
important details for a short article in the Company News Bulletin. He wishes to show the
employees of the company that he is publicly committed to valuing them and their contribution to the
company.
(12½ marks)
Peter Holding, HR TODAY, Brighton Conference Centre, September 2002
“Releasing Your Assets”
Only 60-65% of portfolio decisions made by institutional investors, pension fund and money managers
are based on financial information. Instead, according to findings from the Cap Gemini Ernst & Young
Centre for Business Innovation, those responsible for most of the stock in the economy place great
emphasis on issues such as how well a company has executed its business plan, employee morale,
corporate culture and organisational structure.
This shift in emphasis illustrates the change that is taking place in business. No longer is the bottom
line of profit all-important. It is as crucial that a company nurtures its main asset – its employees.
Although the customer is still king, companies realise that it is their employees who deliver the
performance of value to the customer. Many factors have prompted this shift, including cost
pressures, the need to identify additional sources of competitive advantage , and a greater emphasis
on retaining staff due to lower unemployment.
Nowhere has this change impacted more greatly than in human resources. The need to focus more
on internal “customers” has put pressure on companies to release HR staff from a largely
administrative role to a more strategic one that addresses increased productivity, employee
commitment and career advancement. Only by addressing these issues will a company truly be able
to empower their employees.
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QUESTION 3(a) CONTINUED
This goal is at the heart of business to employee (B2E) self-service. B2E uses Internet Technology to
give every employee greater control. By empowering individuals to carry out their own administrative
tasks at the touch of a button – from checking a pay slip, booking a training course, accessing
company news or procuring goods online – the benefits of B2E include convenience, speed, efficiency
and cost savings.
Freed from routine tasks, the HR department will be able to devote more time to adding value to the
business. The HR department at British Telecom, for example, is encouraging all marketing staff to
gain a Chartered Institute of Marketing qualification. This enables people to further their own personal
development while enhancing the skill set and level of expertise within the company.
Such training and development is essential to provide an organisation with competitive edge, but also
to keep staff happy. By facilitating career advancement, a company is more likely to attract, nurture
and retain satisfied, productive employees.
For many businesses, particularly large ones, it is easy to become too focused on the bottom line and
meeting customer needs and to overlook the value added by employees. Utilising HR resources in
the most effective way counteracts this tendency and ensures a healthy balance.
Part of this involves employees working more closely with executives. Increasingly, more HR
managers are becoming part of their CEO’s “inner circle”, providing the link that ensures overall
business objectives are understood and met by all staff. For the first time, HR professionals have the
opportunity to move away from the fulfilment of routine tasks, and instead add real value to a
business. B2E gives them the chance to drive a company’s success from the heart, ensuring that
both employees, and the business as a whole, get the best out of each other. The B2E reality will
unleash masses of latent power within organisations everywhere.

QUESTION 3(b)
Situation
You work in a market research agency. You have been asked by a client, a wine producer to write a
report on the consumption of wine in the UK in general and to analyse wine drinking habits by gender
and age groups.
Task
Using the 3 graphs on the next page, write the analysis.
(12½ marks)
(Total 25 marks)
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QUESTION 4
From the information given, continue and complete the 2 extracts in a way that is appropriate in
content and style
(a) Situation
You work in the PR department of a chain of sports shops (KG Sports) and are responsible for
non-advertising promotion of the stores. The company organises and sponsors a one-day
nationwide 5-a-side football tournament, which also raises money for children’s charities through
ticket sales.
Task
Draft the welcome message from the company to go in the pack given to all the players on
arrival at the event. The welcome message should be the personal message from the company,
enhancing the image of the company and underlining the purpose of the day. Give some details
of how the money was spent last year and what the objectives are this year.
(NB: The pack already contains all the details of the programme and fixtures for the day.)
Start your message like this:
Welcome to the third annual ‘Care for Kids’ national 5-a-side football tournament, sponsored
by KG Sports.
Key words
Commitment to less privileged children/last year’s proceeds/this year’s money/summer soccer
schools/recreation centre for children with disabilities/minibus/thank you for support/good luck
(12½ marks)
(b) Situation
You work for a professional search/job-finding agency (C.V. Broadcast International: Telephone –
1 415 884 6211; e-mail – CVBI@computer.com). The agency matches senior executives looking
for new positions with companies with appropriate vacancies.
Task
Draft an advertisement for inclusion in an international business magazine (eg The Economist)
to attract Senior Executives to your agency. Your target audience is executives over 40 years old
who are earning salaries in the top 10% of all employees.
(HEADINGS etc here)
Do you feel the need for new challenges and opportunities?
If you are a global senior executive, over 40 years old……

Key Words
climb the corporate ladder / challenges and opportunities / personal contacts / targeted
approaches / well-respected agency / select top executives only / service to executives is free /
total service.
(12½ marks)
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(Total 25 marks)
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SERIES 2 EXAMINATION 2003
ENGLISH FOR BUSINESS
LEVEL 4
(Code No: 4041)
FRIDAY 11 APRIL
________

Instructions to Candidates
(a) The time allowed for this examination is 3 hours.
(b) Answer all 4 questions.
(c) All questions carry equal marks.
(d) All answers must be clearly and correctly numbered but need not be in numerical order.
(e) While formal accuracy is expected, adequate and appropriate communication is essential
and candidates must judge the length of their answers in this light.
(f)

When you finish, check your work carefully.

(g) The use of standard English dictionaries and cordless non-programmable calculators is
permitted. Candidates whose first language is not English may use a bilingual dictionary.
________
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QUESTION 1(a)
Task
Read the following magazine article and answer the questions that follow it. Credit will be given for
answering the questions in your own words and demonstrating comprehension, rather than quoting
directly from the text.
The Human Factor
The successful manager knows that the key to sustaining good relations with the City is the careful
management of expectations. Eventually, performance counts too, but investors can be
remarkably tolerant, so long as they are not subjected to nasty shocks. Disappointments shared
with shareholders at an early stage are upsetting but bearable. Disappointments that are allowed
to turn into disasters before investors have any idea of the problem will almost certainly spell the
downfall of those responsible.
Just imagine that, a year ago, Lord Simpson of Dunkeld, Chairman of Marconi Electronics, had said
that the downturn in telecommunications markets looked likely to cause a major setback to
Marconi’s short term performance and that although he remained confident that the long-term
strategy was right, there was no escape from the pain that world recession was causing. Instead,
his response to the growing fears in the City was to intimate that he could see no cause for alarm.
Only in July did he own up to the grim condition of the business, eliciting an understandably furious
response and ensuring his speedy departure.
The market alone was not responsible for Marconi’s difficulties; management had made some
appalling errors. Yet investors want to believe in the management they have chosen to back and
can be surprisingly charitable if that management tells them the market has turned nasty. The
warning, however, must come early.
Retailers have largely learned to avoid dropping nasty surprises on their shareholders. Although in
the UK we do not yet have regular quarterly reporting, the larger retailers have now accepted the
need to give trading updates, thus keeping the City well apprised of what to expect.
Some retailers have proved particularly adept at managing expectations so that a new
management team may have the best possible start. It is now common practice of new
management to take a deeply pessimistic view of the business in order to produce cheering results
in the future. Shareholders who have already accepted that their company is n a bad way tend to
be relatively sanguine when told it’s even worse than they had thought and eternally grateful when,
a couple of years later, it’s restored to health.
The new team at Iceland (or what is now called The Big Food Group) has embarked on a similar
exercise. Bill Grimsey, the newly recruited Chief Executive, said when he agreed to take over the
leadership of the company that he thought it would be a question of getting his hand on the tiller
and redirecting the business. Once inside, however, he realised that it was “a capsized boat, and
I’ve got to leap into the water and sort it out”.
What shareholder would not feel indebted to someone prepared to take such dangerous steps on
their behalf? That they had not realised how bad things were is a reflection on the former
management, as is the high level of provisions required by the new management to assist the
turnaround. By putting shareholders in the picture (painted, as one analyst observed, in the
blackest shade on the palette), Grimsey has ensured that his efforts will be seen in the best
possible light.
Incumbent managers, however, often view their businesses through dangerously rose-tinted
forecasts. They are reluctant to admit the potential difficulties until they are all too apparent. This
verdict may be unfair but it tends to stick. Graham Wallace at Cable & Wireless is still struggling to
win back City confidence after his shock profit warning last March. It was not the scale of the
warning that was the problem but the fact that he had previously appeared remarkably upbeat
when talking to analysts and journalists.
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QUESTION 1(a) CONTINUED
Companies must be careful, of course, when divulging trading information – facts and figures that
will be useful to competitors. But the more that companies can keep their investors informed, the
more chance they have of keeping them loyal.

(adapted from Management Today magazine)

(i)

According to the writer of this article, which is more important: “managing investor expectations”
or “actual company performance” and why? How does the story of Lord Simpson exemplify this?
(3 marks)

(ii)

For what 2 reasons are retailers singled out for positive comment?
(4 marks)

(iii) What 2 things can investors blame on the former management of a company?
(2 marks)
(iv) What mistake did Graham Wallace make and with what consequence?
(2 marks)
(v) What possible drawback of being honest about the trading situation of the company is given in
the last paragraph?
(1 mark)
(vi) Explain the following metaphors in this context:
(1) ‘The hand on the tiller’ (para.6)
(2) ‘painted in the blackest shade on the palette’ (para.7)
(3) ‘dangerously rose-tinted forecasts’ (para.8)

(1 mark)
(1 mark)
(1 mark)
(15 marks)

QUESTION 1(b)
Situation
You work for an investment consultancy. One of your clients, (Max Hastings, 42 Lee Way, Snaben,
TZ4 8JT), a small private investor, is concerned that a company he invests in (Polyplan PLC) is
issuing negative statements about their trading situation and he therefore wishes to sell his shares in
this company.
Your opinion is that the company is preparing its investors for disappointing results but you believe the
company is correct to do this and that they are simply being honest when other companies are not.
You do not think your client should disinvest.
Task
Using ideas from the article in 1(a), write a letter to the client explaining your opinion.
You may assume that headed paper is used, apart from this, lay out your letter appropriately.
(10 marks)
(Total 25 marks)
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QUESTION 2
Situation
You work in the Human Resources department of a management consultancy. It is one of your duties
to co-ordinate the appraisal interviews of the graduate trainees at the end of their first 3-month
probation period. The system is that you send questionnaires to key colleagues of the trainee at the
end of the period, and then have a preliminary discussion with the trainee. You then write a report
which is sent to their line-manager (Don Clifford) for further discussion with the trainee. Part of the
report is your recommendation (or not) as to whether the trainee should go on to the next part of the
training scheme.
Task
Read the following transcript of your discussion with a junior probationary employee (John O’Neil) and
then write the report to be sent on to Don Clifford.

You:

Right, John, I’ve got back your questionnaires here.

John:

Okay, what do I need to know?

You:

Overall, people like working with you and there are a lot of very positive comments
about you. So that’s good. Your colleagues appreciate your attitude – keen but
very relaxed, positive, and so on. People say you work hard and can motivate
others when they are flagging. The Brendoran project was your big success during
the first 3 months – you seemed to more or less pull that off yourself.

John:

Well, I did get into it, but no, it was a group effort I think.

You:

Yes, the questionnaires say that you are generous in your praise of other people
and modest. Sometimes, though it seems that you’d be more help if people could
find you. Lots of comments, I’m afraid, about your diary not being up-to-date, so
people don’t know where you are at key moments.

John:

Yes, okay, I know, I’m not good at admin.

You:

Well, that comes up in various places, actually. Being relaxed can mean that you
don’t always appear to have the deadline under control and although you usually
hit it in the end, it means you have to disappear for a bit to finish it off – which
doesn’t help for the smooth-running of the rest of the office. So you’re
approachable, but not always available.

John:

Okay, I get that.

You:

But your reports, when you get them in, are of a very high standard, especially
technically – there are lots of positive comments about what a good mind you
have, dealing very well with complex content and getting straight to the heart of the
matter. People also appreciate your clarity and directness in asking about things
when you don’t understand, although management say you sometimes need to
listen more, before deciding you know what they are asking.

John:

Can you give me an example of that?

You:

Well, you sent the McAlistair report before the amendments had been made, and I
think it was clear that you’d been told not to do that.

John:

Oh yes, okay.
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QUESTION 2 CONTINUED

You:

Technically, you’re very up-to-date – it’s usually the case with recent graduates,
but you need to spend more time reading back over the history of the clients to get
a better practical picture in the individual cases of where they’re at. Roger Brown
in the Information Office says he has a key client list and notes that you should go
through.

John:

Do you think it’s really worth spending that much time? You could say it’s better to
look at each situation afresh rather than getting side-tracked by the history.

You:

Well, the McAlister report really lacked a practical understanding of their situation –
and it would have been extensively revised to include it…

John:

If I’d got it checked… Okay – I’ll get Roger’s list.

You:

Just 2 more things – punctuality for meetings. Relaxed you are, punctual you ain’t!
It’s part of the people not knowing where you are thing. Sometimes it’s perceived
that you get distracted by everything that interests you in the office – you need to
focus.

John:

And the other thing?

You:

People loved your presentation on Current Trends in Corporate Financing – very
impressive.

John:

It was my thesis subject.

You:

Yes, as I say, technically very sound. Anyway, you’re on the right track.

John:

Great!

You:

I’m going to get this typed up and sent on to Don Clifford, he’ll get in touch with you
to do the formal review shortly.

John:

So, no problems with the next stage.

You:

As far as I’m concerned, absolutely none. Well done!
(25 marks)
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QUESTION 3(a)
Situation
You work in the Human Resources department of a small, but expanding, manufacturing company,
which has a wide range of trade secrets in the form of patented production processes and formulae.
The directors of the company are becoming concerned that the company is not sufficiently protecting
its confidential information and have asked you to begin researching ways in which this can be
improved.
Task
Summarise the following article in the form of a memo for the directors, focusing on what can be
done to protect the company’s trade secrets better.
(12½ marks)
Your Secret is Safe
Shortly before an engineer resigned from US chip design company Cadence Design Systems, the
Information Technology department noticed that large packets of data had been transmitted out of
the company’s computer system. Investigations revealed that much of Cadence’s proprietary
software code was stored on the departing engineer’s home computer. Here the copyright notices
were being stripped off and the code illegally incorporated into products sold by Avant1, a
competition software company founded by four other former Cadence employees.
Trade-secret theft like this is causing increasing concern in the boardroom. Most incidents go
unreported or even unnoticed, but it is believed to be a significant drain on corporate profits. A trade
secret can be any formula, patter, device, technique, program, process or method capable of
providing the owner with a competitive advantage that has not been publicly revealed – such as the
recipe for Coca-Cola and the source code of Microsoft Windows.
To bring a successful court action to stop the disclosure of a trade secret and to claim damage for
losses incurred, the company needs to demonstrate that the information was truly secret and that its
disclosure would result in quantifiable loss. Many companies fail to identify their trade secrets and so
do not take proper precautions to protect them. Indeed, many employees leave the company without
realising what secret information they possess. As a result, companies should ensure that staff
always know when they are handling restricted information. Confidential documents should be
marked as such and sensitive data made available only on a need-to-know basis.
The law assumes employees to have an implied duty of trust and confidence to their employer. This
prevents them from removing or disclosing, without authority, any proprietary information belonging
to their employer such as client lists and pricing information.
Since many employees may not realise that they have this obligation, companies are also advised to
spell it out in their employees’ terms and conditions. For employees regularly handling sensitive
information it is prudent for employers to include a “gardening leave” provision in the employment
contract. This enables the employer to insist that any notice period is spent on paid leave, isolating
the employee from confidential information before departure.
But what happens when an employee leaves the company? Since the implied duty of confidence
ends when the employment ends, employers may want to consider including an expression provision
prohibiting the disclosure of confidential information after the employee has left.
Establishing the line between confidential information belonging to the employer and the acquired
know-how of an employee, however, can be problematic and all cases will be argued on the facts. It
can be particularly problematic where employees have left to establish a rival business or have been
recruited by a competitor. There has, for example, been a spate of legal cases in the US recently
where companies have sought to prevent former employees moving to competitors.
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QUESTION 3(a) CONTINUED
In October Amazon.com tried to stop Christopher Zyda, its former Chief Financial Officer, from
joining rival eBay. Amazon argued that Mr Zyda would “inevitable disclose” the company’s trade
secrets, since he was uniquely and intimately familiar with Amazon’s most confidential financial
data and business strategies. Amazon won a temporary injunction but the case was subsequently
thrown out by a federal court.
The concept of ‘inevitable disclosure’ is less familiar to the English courts. But companies may
be able to prevent an employee joining a competitor for a limited period of time, so long as the
employee’s contract includes a restrictive covenant to that effect.

(abridged from the Financial Times)
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QUESTION 3(b)
Situation
You work in a market research company and have been asked by your client, a newspaper company
to study the effectiveness of giving away free vouchers to people in the hope of attracting them to buy
that newspaper and change permanently to that newspaper.
Task
Study the graphs below and then write a short report on the effectiveness of sending vouchers to
potential readers.
(12½ marks)

(Total 25 marks)

4041/2/03

18

OVER

QUESTION 4
From the information given, continue and complete the 2 extracts in a way that is appropriate in
content and style.
(a) Situation
You work for a training company which is organising a day conference on corporate branding in
the luxury hotel industry. The theme of the conference is ‘Brand Passion’ ie, creating and
maintaining customers’ enthusiasm for brands through their customer service experience.
Sessions will include creating strong brand identity, managing and enhancing brands, and
handling brand problems/crises. New media and branding will be emphasised.
Task
Write a promotional leaflet, for distribution with an industry magazine, for the conference.
The list of key words should be used for guidance; some or all of the words may, but do not have
to be, included in the text.

(Appropriate headings etc.)
“Creating Passion – Branding in the Hotel Industry” Conference
21 July, 2003-06-08 The Pitz Hotel, Piccadilly, London
The conference will be an update on issues, opportunities and……

Key words:
sessions / brand identity / brand crises / ten speakers / brand power / IT demonstrations / casestudies of top hotels / conference book and summary / assess your current position / contact
details / prices
(12½ marks)
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QUESTION 4 CONTINUED
(b) Situation
You work for a trade magazine of the drinks industry.
Task
Write a short article for the magazine, with appropriate headline, about the performance in its
first 12 months since launch of an energy drink called ‘Bull King’, and include the following key
information:
Key information
•
•
•
•
•
•
•

excellent first year earnings of £13 million
market penetration 8%
60% sales increase in the second six months
£2 million advertising campaign – successful
football club sponsorship deal planned
target group – under 25 year olds
plans for launch of bigger (1 litre) bottles next year.

(Appropriate HEADLINE)
Bull King, the energy drink which was launched onto the market only 12 months ago, has
reported excellent first year trading results.
(12½ marks)
(Total 25 marks)
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QUESTION 1(a)
Task
Read the following article and answer the questions that follow it. Credit will be given for answering
the questions in your own words and demonstrating comprehension, rather than quoting directly from
the text.

Good Thinking, Bad Practice
Management’s equivalent of the second law of thermodynamics says that all bright ideas decay
into acronyms – TQM, HRM, KM, MIS, BPR, SCM – and once they’ve reached that stage, you
know they’re dead. Or worse, ‘undead’, vampirised, they live out a travesty of an existence,
embalmed in software, in which disguise they numb managers’ brains and hypnotise them into
transferring large amounts of money into the pockets of consultants and IT companies.
The latest idea to pass over into acronym twilight is Customer Relationship Management.
CRM, as it has inevitably become known, is shorthand for a strategy to understand customers
better so that companies can identify and concentrate on the profitable ones to the exclusion of
the unprofitable, thus improving loyalty and profits.
In theory …However, in practice, as a recent article in Harvard Business Review lamented,
most managers buy CRM in the shape of computer technology, which they hope will do the job
for them. As always, when software is substituted for thought, the result is disaster: 55 per cent
of CRM programmes – costing up to $130 million each and taking two years to implement – fail.
In one survey, one out of every five CRM users admitted that their initiative had actually made
customer relations worse.
Though depressing, it is par for the course. Much more worrying is the prospect that a similar
debasing process is at work on an idea of far greater societal importance: Corporate Social
Responsibility. As far as I know there’s no software package called ‘Corporate Citizenship’
available yet, but other warning signs suggest that the rot is already beginning to set in.
There’s the dreaded acronym, as in ‘a CSR programme’ with its tacit suggestion that
‘responsibility’ is an independent management module that can be plugged in or out of at will.
And, along with the eminently worthy concept, there is the usual baggage of opportunistic
publications, conferences and hype designed to position the concept as ‘a product’ to take its
place with the other alphabet boxes on the shelves of the consultancy supermarket.
What’s the problem here? Surely any addition to good corporate behaviour, even if it’s only a
charitable donation, is a plus? In a literal sense, that’s true. But that gain pales into triviality
compared with its cost. For commercialised CSR not only divests the idea of its real meaning, it
turns it into anti-matter: a figleaf that legitimates flagrant irresponsibility. A company which at
first sight is generous in its giving to good causes and its liberal support for the arts, sport and
medicine, can ‘buy’ a reputation in the same way it can ‘buy’ power from politicians and ‘buy’ the
demonstration of shareholder value from its auditors. ‘CSR’ thus becomes a cheap insurance
policy against criticism.
But CSR isn’t about how a company spends its money; it’s about how it earns it in the first
place. It’s not about the Microsoft of Bill Gates setting up billion-dollar foundations to support
medical charities, but should be instead about using its market position to promote competition
and innovation; about supermarkets fostering local produce and diversity; about energy firms
investing in renewables and conservation.

4041/1/03
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QUESTION 1(a) CONTINUED
Those aren’t easy options. But then, the notion that the company has binding obligations beyond
those to its shareholders – the heart of corporate citizenship – is, or should be, a genuinely
subversive doctrine, going to the heart of what a company is or does. To that extent the freemarket Neanderthals are dead right; social responsibility is indeed a constraint on the managers’
sacred duty to pursue shareholder value by any means possible. Yet, as every alert businessman
must have noted, the end of the world is also likely to have an adverse effect on shareholder
returns, whether its cause is human conflict borne out of poverty or environmental catastrophe.
(Adapted from an article in The Observer)
(i)

Explain what happens to ‘all bright ideas’ when they ‘decay into acronyms’ and to whose
advantage is this?
(3 marks)

(ii)

Explain the difference between the ‘theory’ and ‘practice’ of Customer Relationship
Management.
(2 marks)

(iii)

What examples does the writer give that CSR has become ‘a product’ and why is the writer
critical of this?
(3 marks)

(iv)

Why is the real ‘cost’ of this type of CSR greater than the social ‘gain’
(2 marks)

(v)

How should big companies demonstrate corporate citizenship and why is it more in their own
interests than simply pursuing shareholder value?
(2 marks)

(vi)

Explain the meaning of the following images and idioms, as used by the writer:
(1) par for the course (Paragraph 4)
(2) a figleaf (Paragraph 6)
(3) free market Neanderthals (Paragraph 8)

(1 mark)
(1 mark)
(1 mark)
(15 marks)

QUESTION 1(b)
You are the owner and managing director of a medium-sized company operating mainly in a local area
which is poor and socially deprived. The company has recently received criticism in the press for
spending more money advertising its local charitable activities in order to enhance its reputation than it
has actually given to the charities.
Task
Write a short memo to the management of the company, referring to the criticism and
committing the company to real corporate social responsibility and corporate citizenship in the
local area. Use the ideas in the text of Question 1(a) to support your statement of
commitment. Additionally, give notice of a meeting of the management specifically to discuss
the issues further.
(10 marks)
(Total 25 marks)

OVER
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QUESTION 2(a)
Situation
You work in the Marketing Department of the head company of a franchise of training
companies present in eight countries in Europe – ‘Success Professional Training
Consultancy’. Each company is an independent business, owned by local individuals; they
pay a franchise fee to the head company for the use of the name, branding and logo and they
agree to co-operate across the franchise. Part of the agreement is that the franchised
companies will take instructions from the head company on matters of corporate identity.
Task
Read the following extracts from a Marketing Department meeting called to discuss problems in
relation to corporate identity:

Alan Shore:

It’s chaos! Corporate identity is a joke across the companies. I asked
some clients last time I was in Belgium what the name of the training
company was and I got 3 different replies – in English, French and
Flemish. That was apart from the client who thought he was at a different
training company entirely.

Billy Jones:

How do you mean?

Alan:

Well, there is so little branding within our offices that it hadn’t impinged on
him that he was at ‘Success’ at all – he said the name of his last training
company instead!

Charles Lowe:

Okay, so, we need to establish, one name for the company – ‘Success
Professional Training Consultancy’ in English, I presume?

Alan:

Yes, - ‘Success’ for short. We need to ensure that the name appears in
the appropriate logo on ALL company publications, letterhead,
advertisements, etc.

Billy:

The easiest way to do that is to send it electronically to all the franchises
and make a deadline for using it, say 1 January next year. There are
penalty clauses in the franchise agreement we can call on, so, after that
date, I suggest we do so. And no excuses unless it’s cleared with the
Marketing Department here first.

Charles:

I think just ‘no excuses’ full stop.

Billy:

Okay! Actually, I think everything that goes out of the company should be
sent to us first for approval.

Alan:

That might be a bit impractical – why don’t we just say that letterhead
design has to be uniform across the company, because we can send the
outline for that electronically as well.

Billy:

Yes, perhaps that’s more realistic. But there’s no reason why that
shouldn’t be immediate – no using up old stocks and all that – they’ll just
have to use it for scrap.

Alan:

But we’ve got to tighten up on the marketing freebies as well. So, the
bags, caps, T-shirts, ball-point pens – everything should all be the same
design.

Charles:

We can actually control that from here through our suppliers, but if the
franchises have got on-going supply agreements we’ll have to let them
run first

4041/1/03
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QUESTION 2(a) CONTINUED

Alan:

That shouldn’t be too difficult, we just tell them not to renew any of
those contracts, and after that they can get stuff from us. What about
the man who didn’t know which training company he was in?

Billy:

I suggest someone from marketing here visits each of the companies
within the next three months solely to make recommendations (by
which I mean give orders!) on corporate branding. We can set down
some norms, like the size of the name-plate on the front door, reception
area, trade dress etc – first impressions and all that.

Charles:

Okay, so there are two things to do now. One, I’ll summarise the
discussion here in a memo and send it to you two and to Tim and
Jacky, as they couldn’t be here. I’ll need to okay it with Polly (the
Managing Director) – I can’t see it being a problem though, we’re only
firming up what should be happening anyway. Two, I’ll write a polite
but firm letter to all the franchises telling them what we’ve decided and
why we’ve decided it, and get started on setting a date for the visit.

Billy:

It doesn’t have to be heavy – we can present it all as a very positive
step. I don’t see why there should be any problems at all.

Alan:

Just wait!

Write a memo summarising the discussion at the meeting for circulation to those present and
those who were unable to attend – approval has now been received from the Managing
Director.
(12½ marks)
QUESTION 2(b)
Task
Write the letter to the franchise owners that Charles refers to in his last statement. For the
purposes of this exercise you may assume that company letterhead is used. However, lay out
the letter appropriately for the following recipient:
Fritz Lang, Erfolg GmbH, Stuwerstrasse 32, Koln, Germany.
(‘Erfolg’ is German for ‘Success’)
(12½ marks)
(Total 25 marks)

OVER
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QUESTION 3(a)
Situation
You work in the Information Department of a Stockbroker (Merys Brokers & Co). One of your clients
(Mrs Mary Randal, 140 Ashmead Road, London SE8 7JD) has written to you to ask whether it is better
to reinvest the dividends she receives from her shares or whether it is better to take it as income.
Task
Summarise the following article in the form of a letter to Mrs Randal to answer her
question and give her your opinion that it is important to reinvest dividends as the article
suggests.
You may assume headed notepaper is used, but lay out the rest of the text appropriately as a
letter.

Why You Need to Reinvest Dividends
The humble dividend is often seen as the poor relation when it comes to making money from shares. It’s
more glamorous sister, the price appreciation of a share, is far more alluring, not to mention potentially a
much quicker way of generating wealth. Who cares about a nice 5% yield when a Sunday newspaper tip
promises a price gain of 20% or 30% is on the cards due to a number of dubious reasons?
Over the long term though, both factors need to be considered if you are to get the full benefit
from investing in shares. After all, the value of a share is simply the current dividend it is paying
out plus the value attached to all future dividends. A change in the general perception of the
value of future dividends is essentially what causes share prices to move up or down. When the
share price rises, that means the value of future dividends is estimated to be higher and vice
versa.
Although the movements of the stock market in the last couple of years have caused a lot of
people to reconsider the importance of dividends once again, it is always worth reminding
ourselves of the part they have played in overall share returns down the years. The figures vary
from report to report, but the post-inflation returns from shares are usually said to be in the range
of 5.5% to 8% per year. Of these amounts, around 4-5% is said to come from dividends and their
reinvestment.
So it could be said that the price appreciation of shares protects your money from inflation whilst
the dividends are why shares outperform other assets such as cash, bonds and property.
Compounding the Error
When looking at the effect of dividends on the total return from shares, not only do you have to consider
the current dividend of the shares (for the UK, it is around 3% at the moment), you also have to consider
the effect of this money being reinvested and then the investor benefiting from compounding as well.
Say you invest £7,000 in shares each year and that you have built up a portfolio valued at
£30,000 which pays out £1,000 in dividends each year. If you don’t reinvest those dividends,
you’ll miss out on the 4-5% annual boost that they have traditionally provided. Whilst the
difference may seem small, over an investing lifetime, it is actually substantial. If you use a
compound interest calculator to calculate your interest including the dividend returns without
actually reinvesting them, you would get an over-optimistic final sum. In fact the capital
(12½ marks)
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QUESTION 3(b)
Situation
You work for a marketing company where several of your clients are museum and gallery operators.
You have been asked to undertake some research on changes in customer behaviour in the cultural
leisure sector from 1999-2000, focusing particularly on the relative attractiveness of museums and
galleries as a leisure activity for different age groups.
Task
Based on the following graphs, write a short summary for the museum and gallery operators.
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QUESTION 4
On the basis of the 2 following openings and according to the instructions accompanying them,
continue and complete each extract in an appropriate way.
The list of key words should be used for guidance; some or all of the words may, but do not have to
be, included in the text.
(a)

Situation
You work for a company which organises conferences and events. You are currently working
on a ‘Corporate Hospitality Showcase’ open day, which will allow companies in the corporate
hospitality sector (eg sports venues, entertainment venues, food and drinks suppliers, events
organisers) to advertise and promote their activities.
The Showcase is an open day, which is attended by representatives of companies who use
corporate hospitality services to entertain their clients. Entrance is free and there is no booking
or tickets for the event and so the visitors come from a wide range of companies, known and
unknown to you.
Task
Write a welcome message to the event, emphasising the importance of corporate hospitality
even when budgets are restricted.
You also need to inform the visitors of the publication ‘Corporate Hospitality Showcase’ which
accompanies the event. At the open day the book will cost £20; after the event it will cost £25.
The book is a reference guide to all the companies present at the Open Day.
Key words:
tight budgets / maintaining fruitful business relationships / meeting diverse interests and tastes
of clients / experience the pleasures of corporate hospitality yourself / Corporate Hospitality
Showcase book / useful reference / promotional price / conference desk for details

Welcome to the Corporate Hospitality Showcase!
Marketing budgets may be tight but as a good marketer you know….

(12½ marks)

4041/1/03

29

© LCCI CET 2003

QUESTION 4 CONTINUED
(b)

Situation
You work in the Marketing Department of a UK-based credit card company (Polyfax Company
Ltd).
The company is running a promotional scheme to encourage its card holders to use their credit
card during the month of May, by offering a range of prizes, including as first prize a luxury trip
to London to see the Wimbledon tennis finals at the beginning of July. Your company is an
official sponsor of Wimbledon.
Task
Write the promotional letter to be sent to individually named card holders. You may assume
that headed notepaper is used and then use the name and address provided.
Keywords:
prize draw / official sponsors / six winners / fabulous city of London / tennis finals / runners-up
prizes / use your card more and increase your chances

Ms P Green
4d St James Court
London
PE5 5OU
Dear Ms Green
(INSERT HEADING HERE)
This May we are offering you the chance to win some fantastic prizes – including ….

(12½ marks)
(Total 25 marks)
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QUESTION 1(a)
Task
Read the following article and answer the questions that follow it. Credit will be given for answering
the questions in your own words and demonstrating comprehension, rather than quoting directly from
the text.

Youth, Inc
Sure, the young are going to change the world. But first they are going to buy a huge amount of stuff.
The economic influence of the young has never been greater. Just in America alone, the 31 million kids
between 12 and 19 control $155 billion worth of consumer-spending, according to Teenage Research
Unlimited, a market research firm. Their numbers are slightly smaller than those of the previous
generation at the same age, but their spending power, adjusted for inflation, is 5 or 6 times as large.
No wonder the young consumer has gone from being an afterthought to becoming perhaps the
most important retail sector today. If society seems obsessed with youth, it is at least partly
because companies are. Like it or not, the young increasingly pick the styles and brands that
trickle up to the rest of the population. Now that grown-ups are no longer necessarily expected
to act and look grown-up, parents and children can be found listening to exactly the same
music, playing the same videogames, watching the same TV shows and wearing the same
brands of clothes and shoes.
The average American teenager has $60 of disposable income a week, from parental
allowances, babysitting and part-time jobs. About 20% of them invest in stocks or funds, and an
equal number have bank accounts and credit cards. Their influence extends beyond their own
purchases to those of their parents, including travel, computers, food, entertainment, even cars.
Now that dual-income families have become the norm, parents spend money on their children
to compensate for their absence. Divorce and re-marriage compound this effect.
With those sorts of numbers at stake, a thriving industry has emerged to try to understand
young consumers and predict what they will like. MTV (a media channel) and Saatchi & Saatchi
(an advertising firm) have set up entire research arms dedicated to youth trends. Market
research firms send out young spies into the malls to report back on the latest spontaneous
fashions and brand loyalties. An endless stream of industry newsletters and tip sheets attempt
to capture the zeitgeist* for just long enough to allow their clients to get a product out before the
mood changes. But such predictions are hard to make and not just because fashion trends are,
by definition, fickle. Just as change is accelerating in the workplace, so it is in youth society as
a whole. In the past, generations tended to be stamped most clearly by trauma: wars,
depressions, revolution and conflict leave indelible marks on the young. But this is a generation
that has grown up in peacetime and a period of unprecedented economic prosperity. It makes
its own rules.
So who are they? They are large in number – by the time they reach maturity, they will number
nearly 80 million, the biggest generation in North American history. They are also the ‘net
generation’, the first to grow up never knowing a time before computers, and not much time
before the Internet. They were bathed in bits, immersed in a revolutionary technology that the
rest of the world is still struggling to understand. And they are the ‘millennials’, with a clean
slate and a new day that that implies. The first generation to grow up knowing nothing of war,
famine, disease and poverty.
This generation is the first to embrace the Internet. The web is not only their entertainment
medium of choice, but also the cornerstone of the latest industrial revolution, an influence that
reaches deeply into the workplace to an extent that receding technologies did not. The Internet
has changed their media habits in ways that marketers are only beginning to understand.
Teenagers watch less TV than any other age group, and when they do turn to television, it is to
choose promiscuously from among 100 channels: most of them have never known anything but
cable. They increasingly shun newspapers. Only about half of those in their 20s now read a
d
d ith b t t
thi d i th 1970
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QUESTION 1(a) CONTINUED
This year, one third of Americans aged 16-22 shopped online, spending $4.5 billion. Young
consumers have consistently embraced e-commerce more enthusiastically than their seniors;
within two years, it is forecast that about half of them will shop online – compared with a 40%
average for all households. These are habits for a lifetime, just as email, information mining and
interactivity have become second nature for nearly all American university students already. If
there is to be a generation gap in the future, it is likely to be over skills, not values.
* zeitgeist = ‘spirit of the age’
(Adapted from an article in The Economist)
(i)

In the first paragraph, the reader is told 2 facts about the previous generation; what are they?
(2 marks)

(ii)

How does youth spending affect adult spending and why?
(2 marks)

(iii)

How are social trends in families affecting youth spending power?
(2 marks)

(iv)

How is increased youth spending affecting the activities of market research companies?
(1 marks)

(v)

What is the significance of the sentence “It makes its own rules” (end of paragraph 4)?
(2 marks)

(vi)

Give 3 examples referred to in this article of the technological generation gap.
(3 marks)

(vii)

Explain the meaning of the following 3 images (underlined):
(1) bathed in bits
(2) cornerstone
(3) promiscuously

(1 mark)
(1 mark)
(1 mark)
(15 marks)

QUESTION 1(b)
Situation
You work in the Marketing Department of a sports clothes company. You wish to focus your
company’s activities more closely on young consumers and as part of this initiative you would like to
set up a focus group of teenagers in a local school.
Task
Write a letter to the Principal of the local school (Mrs J Donovan, Ripley Green School,
Kingshunting, Dollop). Introduce yourself and the company and explain that you would like to
run a series of focus meetings with 16 and 17 year old Business Studies students in her
school. Tell her about the benefits for the students, who will learn a lot about marketing
activities and about business in general and they will make good contacts with your company,
in particular. They will also be able to talk and discuss current business topics in the group.
Invent any further content as necessary. You may assume that the company letterhead is
used, but lay out the rest of the letter in the usual way.
(10 marks)
(Total 25 marks)
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QUESTION 2
Situation
You work in the Human Resources Department of a large company (Lex-Marx PLC) that is
considering setting up a ‘Corporate University’. This would be in partnership with a Business
School and would provide study modules, leading potentially to the award of a Lex-Marx
Masters Degree from the ‘Corporate University’. If this is set up, it will replace all the external
training and study courses that are currently sponsored by the company and employees will
only be sponsored, in terms of time and money, for courses provided by the ‘Corporate
University’.
Task
Read the following 2 items:
(1)
(2)

an email from the Company Training Director
messages posted by employees to a company website discussion forum.

Item 1

From:
To:
Sent:
Subject:

Harvey Nichols, Company Training Director
Jane Simson, Training Support Officer
1 November 2003
Meeting with Avery Business School Representatives

Jane
It was a pity you couldn’t get to the meeting with Avery last Thursday. It went very well: I think
they would now be our preferred Business School partner in the Corporate University (CU)
venture if we decide to go for it. I’m not yet 100% convinced about it myself – I think there’s a lot
to be said for the current system of employees choosing their own courses and applying for the
discretionary funds. The CU will certainly be much more expensive both in the short and long
term
Anyway, below are my notes from the meeting – I trust you will be able to work them into the
discussion paper in a coherent way.
(1) Avery stresses the marriage between corporate strategy and the programmes they develop –
customised programmes would be developed in full partnership and consultation with our training
department. They would architect the overall system and design and deliver the specific modules,
using a mixture of their own trainers, our people and outside experts. They’re very big on the
importance of the Chief Executive Officer (CEO) being heavily involved and stamping the corporate
vision throughout the programmes.
(2) They say the CU can become a strategic centre of the organisation in its own right, ie
eventually it will formulate strategy rather than follow it.
(3) The updating of the modules would be constant in order to react to the need to develop new
sets of skills, such as e-commerce, or new financial regulations.
(4) The range of learning methodologies and techniques seem to be impressive. Case studies,
discussions, simulations, lectures, ‘fireside chats’. Also, increasingly, what they are calling
‘action learning’ – the learning that participants get is integrated with ‘real’ work, often projects
based on their job (I did think this sounded particularly interesting, compared to the way at the
moment our employees follow Master of Business Administration (MBA) programmes which
seem completely irrelevant to their day-job).
(5) ‘Graduates’ of the programme will be accredited with a ‘Lex-Marx MBA’ from Avery Business
School. Those who don’t complete the whole MBA will get credit and recognition from Avery
Business School that will be ‘portable’ to other MBA programmes. It’s true that, currently, a lot
of the courses the employees do seem to amount to nothing tangible.
Anyway, that’s Avery! I look forward to the discussion at the meeting.
H.
4041/1/03
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QUESTION 2 CONTINUED
Item 2

MESSAGES POSTED TO THE COMPANY WEBSITE DISCUSSION FORUM
Contributor 1
I think the CU sounds like a great idea. It is such a major scheme, it really shows the company’s desire
to invest in people – us. The fact that it is custom-built is very appealing. I, for one, have put off doing
an MBA until now because it seemed to contain so much which was not relevant to me and the job I do.
I have never been any good at learning theory, it only makes sense when it is applied.
Contributor 2
I am not against the CU, but I think that the company should still sponsor employees doing relevant
courses that are not part of this Lex-Marx MBA scheme. Any course we do which is relevant will
ultimately benefit Lex-Marx, and it would give the individual more flexibility to gauge which courses are
best for them.
Contributor 3
I can understand the company wishes to control much more closely and brand more clearly the MBA
programmes that their employees follow. We all know that most employees’ reasons for doing an MBA
is to educate themselves enough to leave.
Contributor 4
Certainly there needs to be a great improvement in the current standard of training on offer. Although
the content is usually there, the approaches and materials are as dull as ditchwater. I want something
highly memorable, strikingly delivered and totally accessible, otherwise I can’t and won’t do any training
unless I have to.
Contributor 5
I think the CU will merely churn out the company’s rhetoric, with teaching very focused on the way in
which Lex-Marx operates. The point of an MBA is to be exposed to a wide variety of ideas and a wide
diversity of class-mates. MBAs should teach us to go back to our jobs and question – not back to our
desks and obey.
Contributor 6
Whilst I appreciate why the company wants to do this, I don’t think anyone can pretend that a Lex-Marx
MBA will have the same value in the outside world as even an Avery Business School MBA or, perhaps
a Harvard MBA?

Task (continued)
Taking your information from the email and the messages, write a report/discussion paper
about the ‘Advantages and Disadvantages of a Lex-Marx Corporate University’. The paper
will form the basis of a meeting of Senior Executives who will make the decision whether or
not to set up the Corporate University.
(25 marks)
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QUESTION 3(a)
Situation
You are a Financial Advisor. One of your clients has sent you the following text and has asked you to
summarise it. He needs to know what decisions he needs to make, and clear instructions on what he
has to do.
Task
Write an email to your client, John Bedding, summarising the text. You can presume that
normal email headings appear, so you only need to write the body of the text.

How to choose a Personal Loan
As far as financial products go, personal loans are one of the least complicated. But the industry still
makes its usual attempt to confuse what should be a relatively simple decision. Here are the factors you
need to consider before signing on the dotted line.
Secured or Unsecured
Personal loans will either be secured over some of the assets you own, usually your property, or
unsecured. Secured basically means that the lender has a right to take the asset off you if you don’t pay
off the loan as you initially agreed. They may settle for a reduced payment plan instead. Consequently,
the rates of interest on a secured loan will be lower because the lender is taking on less risk.
But losing your house is not a pleasant thought is it? If you wish to get a lower rate of interest by
going the secured route then an extension to your mortgage or a flexible mortgage may be more
practical and cost effective.
Interest rate
The lower the better. The better the credit risk you are, the better deal you are likely to get. Some of the
best buys deals you see in the papers are only available to those with the best credit records.
But watch out for the small print. Many loans incur penalties if you pay them off early or if you
vary your payments. As it happens, many of us do choose to pay off our loans before their due
date so this is a very sneaky little trick. As it is best to pay off your debts (especially high interest
ones) as quickly as possible there is little reason to choose a loan that penalises you for doing so.
If in doubt, don’t be afraid to ask.
You also need to be aware of various tricks companies can use when charging interest. Some
calculate the amounts due in different ways so although the headline interest rate may be the
same the monthly payments may differ. Compare different loans using the annualised percentage
rate, which can remove the distortions of the monthly repayments. Again, don’t be ashamed to
admit if you are confused by all the figures or need to ask for further information.
Repayment Period
The shorter the better. Although it’s tempting to choose a longer period as this will reduce the
monthly payment this is often a false economy. In the long run this will cost you more in interest
charges. Choose a repayment period that you can meet comfortably and if you find that you have
additional spare cash along the way, use that to reduce your debt still further when you can.
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QUESTION 3(a) CONTINUED
Fees
Some lenders charge a fee for application. Most don’t so why bother with the ones that do. Other
companies will offer lower rates if you take out their insurance products as well. On the whole these
products are very expensive and you may already be covered for such eventualities elsewhere, through
a works scheme for example. They are usually an expensive waste of money.
Negotiate
Don’t be afraid to negotiate, for example, your own bank may be encouraged to offer you a better deal if
you happen to mention what kind of deal you have been offered elsewhere. Or simply, ask them, they
can only say ‘no’.
(Adapted from ‘Motley Fool’ website)
(12½ marks)
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QUESTION 3 (b)
Situation
You work in the Marketing Department of a magazine publishers. Given the growing interest in home
improvements, DIY(Do it yourself) and gardening in your country at the moment, the company is
considering launching a magazine for this market.
Task
Using the following graphs, write an analysis of the potential of this market and give some
recommendations of what the magazine should focus on, in terms of readers’ interests and needs.

(12½ marks)
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(Total 25 marks)
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QUESTION 4
On the basis of the 2 following openings and according to the instructions accompanying them,
continue and complete each extract in an appropriate way.
(a)

Situation
You work in the Marketing Department of a successful central department store, Andex. The
company is expanding by opening a new store in the suburbs of the capital. They wish to
encourage loyal customers to try this local store as well as, or instead of, the central store.
Task
Write a flyer for inclusion with current customers’ store card bills about a welcome evening for
existing store card customers only in the new store. You may include the following key words
(though you do not have to use them all).
Key words:
quality, style and price of products / more convenient / nearer to your home / opened by TV
personality / store representatives to assist / easy car parking / great cafes and restaurant /
rediscover convenient shopping
EXCLUSIVE OPEN EVENING – Bittering Store
Andex is delighted to invite you to an open evening for their new regional store in
Bittering.
As a valued customer and store card holder of Andex, …..
(12½ marks)

(b)

Situation
You work for the sports clothes manufacturer referred to in Question 1. You are planning a tour
of your company for the Business Studies students who took part in the focus groups organised
by your company.
Task
Write a welcome message (as though from the Chairman of your company) for the students
who come on the company tour. Remember that these students may be future employees,
customers or business partners of your company. You may include the following key words
(though you do not have to use them all).
Keywords:
Balance a positive working environment with the needs and interests of the customer / chat to
the people who work here / see what goes on from Marketing to Logistics Departments / thank
you for focus groups / enjoy your day / your valued contribution
Welcome to Oxley Sports Ltd!
We are delighted to have you here today to show you some of the things that go on in our
company.

(12½ marks)
(Total 25 marks)

4041/1/03

40

© LCCI CET 2003

