3
6

UNIVERSIDAD CAECE

BUSINESS ADMINISTRATION EXAM 2

READING COMPREHENSION TEST                                 JULY 2001

STUDENT: 

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

SCORE: ............................................................................................................PASSED:  YES  -  NO

A. TEXT ONE

B. Read the following text:

I

n the past century accounting procedures were simple in comparison with modern methods. The simple book-keeping procedures of a hundred years ago have been replaced by the data-processing computer. The control of the fiscal affairs of an organization must be as scientific as possible in order to be effective.

In the past, a book-keeper kept the books of accounts for an organization; the present-day accountant's job developed from the book-keeper's job. Today, a sharp distinction is made between the relatively unchanged work performed by a book-keeper and the more important work of the accountant. The book-keeper simply enters data in financial records; the accountant must understand the entire system of records so that he or she can analyze and interpret business transactions. To explain the difference briefly, the accountant sets up a book-keeping system and interprets the data in it, while the book-keeper performs the routine work of recording figures. Because interpretation of the figures is such an important part of the accountant's function, accounting has often been described as an art.

B. Now find the words that mean:

(Lines 1-5)

1. procedimientos: procedures


2. teneduría de libros: book-keeping


3. asuntos: affaires


1. (Lines 6-10)

2. tenedor de libros: book-keeper


3. libros de contabilidad: books of accounts


4. se desarrolló: developed


5. ingresar: enter


6. registros: records


1. C. Say if these statements are True or False:

2. Book-keepers are not so important as accountants .............................
True-False

3. Data-processors replace accountants ..................................................
True-False
4. Interpretation of figures is very important ...........................................
True-False

5. Business transactions are never recorded ............................................  
True-False
6. Book-keeping is an art ........................................................................
True-False

A. TEXT TWO

B. Please read the following text:

COURTING THE CONSUMER

T

oday’s consumers have more money, education and information than previous generations had, and because the marketplace is crowded with companies that want their business, consumers are in the driver’s seat. Companies that commit time and resources to understanding and meeting customer demands will be very well positioned.

According to the U.S. Bureau of Labor Statistics, there are close to 110 million consumer households in this country, and collectively those families spend more than $3.6 trillion a year. They buy cheese, cars, theater tickets and, hopefully, whatever your company is selling. They are diverse, to be sure. They range in age from under 12 to over 75. They come from varied religious, ethnic and cultural backgrounds

How to Court the Confident Consumer 

· Think of today’s consumer as the boy in high school who had it all: money, brains, looks and personality. How can vendors possibly satisfy someone like that? They must rethink their approach to business, realizing that they are no longer in charge. To court today’s consumer, companies have to:

· Research consumer needs. Although most American consumers share a demanding, confident manner, their individual tastes, needs and preferences vary widely. To court consumers who want it all immediately, an organization must understand exactly what they want. 

· Communicate. Ongoing and multifaceted communication with consumers is vital in today’s marketplace. Why? Because consumers want quick and accurate information about potential purchases, and how they choose to get this information differs greatly. Companies should invest in various ways to communicate with consumers, including online services, call centers, customer service desks and traditional advertising.An increasing portion of the information flow has to be interactive, involving a direct response to a consumer inquiry. Companies must maintain a dialogue with the consumer.

· Customize product offerings. Once companies know what their customers want, they need to invest in developing the exact products consumers are asking for.  There has to be a range of options, but they have to be options consumers have asked for. 

· Simplify consumers’ lives. It is ironic that consumers who are demanding the moon also want it delivered quickly. But buyers today want to simplify their lives in every way they can. Because aging parents, young children and overloaded work schedules make consumers’ lives increasingly complex, they expect companies to make the purchase process as easy as possible. 

· Be a slave to consumers. Perhaps the best way to deal with today’s consumers is to view them as a master that your company slaves to satisfy. The power relationship is that simple. Although consumer decisions are usually left to the marketing, sales, and research and development  functions, finance executives must also wake up to the slave mentality companies are being forced to adopt. 

C. Now say if these statements about the text are True or False:

1. There are more consumers now but also more products
True - False 

2. Spending time and money on market research is a good investment
True - False

3. Buying habits do not differ from family to family
True - False
4. Consumers are confident because they buy very little
True - False
5. Boys in high school buy a lot
True - False
6. Consumers determine what companies should produce
True - False

7. Successful companies know consumers´ expectations
True - False

8. It is important for companies to keep in touch with consumers
True - False

9. Quick delivery is an added value to a product
True - False

10. Consumers are the companies´ slaves
True - False

D. What do these words and expressions mean?

1. Lines 1 to 9

a. "..... are in the driver's seat.", means that they .....................  

b. are in control.

c. drive expensive cars.

d. have all the responsibility.

a. ".... will be very well positioned", means that these companies will .............  

b. be very famous.

c. sell a lot.

d. have a lot of influence, for example, in politics.

a. "... hopefully ....", here, expresses ................ 

b. determination.

c. a wish.

d. an obligation.

2. Lines 10 to 18

a. Consumers are compared to "the boy in high school who .... ", because they ...... 

b. are well educated and beautiful.

c. have money, information and education.

d. behave like adolescents.

a. ".... to court the consumer .... " means that companies have to..... 

b. use beautiful people in their advertising.

c. attract them by offering them what they want.

d. respect them.

3. Lines 19 to 26

a. ".... Ongoing and multifaceted ..." means that .....  

b. we must communicate in different ways.

c. communication has to be quick and varied.

d. communication must take different forms and never stop.

a. "An increasing portion of the information flow has to be interactive .... ", means .....

b. that it has to be like a conversation.

c. it must be done through CD´s.

d. consumers must communicate with each other.

4. Lines 27 to 39

a. "Customize product offerings ... " means that companies have to............  

b. change their products all the time.

c. offer a wide range of products.

d. adapt their products to consumers´ needs and preferences.

a. " .... demanding the moon ... ", means that consumers ..... 

b. always complain.

c. ask for cheap, high quality, nice products.

d. pay attention to detail.

a. "...... wake up to the slave mentality ..." means that they .... 

b. have to realise what is happening.

c. need to change their mentality.

d. should accept that they have to be completely at the service of consumers.

TEXT THREE

A. Read the article.
E-Commerce Opportunities Across the Digital Divide 

C

ompanies are launching costly online initiatives to tap new markets in developing countries, although some business leaders believe that bridging the divide between Internet haves and have-nots will take a long time.

Internet growth in the developing world is so rapid and the potential for e-commerce is so great that U.S. companies clearly cannot afford to ignore it. But every story about cyberspace cafés springing up in Nepal or export collectives building Web sites in Senegal is shattered by the bruising reality of the "digital divide," the huge technological chasm between the developed world, where Internet use and e-commerce are an established fact, and the developing nations, where such advancements are purely anecdotal or exist alongside crippling infrastructure problems.

On a global level, the Internet world is still a world of extremes. Wireless technology has created virtually boundless potential for Internet connections in any part of the globe, but that has little meaning for the 2 billion people who are illiterate. Although the Internet has been hailed as a great economic leveler by some, leveling effects have yet to be felt in most parts of the world, and the widening digital divide is now a full-fledged political issue that corporate executives are forced to face. It seems increasingly unlikely that e-commerce in developing countries will move forward without significant corporate efforts to channel balanced development.


1

The Internet has connected people all over the world but at the same time has created an enormous division between those who have access to the Web and those who don't. On the other hand, for the poor and uneducated, not being connected will result in more poverty and exclusion, as they will not be able to join the global community and will fall further behind the developed world.

2

Company executives are doing their best to reach the whole world and to promote e-commerce, but unfortunately, economic progress is delayed by the huge differences between nations where the population has easy access to the Internet and nations where people have no computers.

Many times, the reasons for these differences are simply political and corporate policies cannot do very much about this problem.

3

In the developing world, Internet coexists with poverty and lack of education. The difference between the poor and the rich is enormous in these countries and poses a great problem to companies who want to expand their business in them. The only solution will probably be to convince politicians to work alongside corporate executives.

C. LANGUAGE QUESTIONS

a. Word formation: choose the correct word
1. She bought the blue car, not the red one. I agreed with her choose/choice/chosen

2. I need a visa. How should I proceed/procedure/proceeding?

3. Cellular phones do not need electric cables. They are cordness/cordless/cordlessly.

4. I don't think the economic crisis will be over soon. It is likely/unlikely/likelihood.

5. Putting money in this business can be a good investment/investor/investing.
6. There is a wide/widen/widely gap between the developed and the developing world.
7. The machine is not very nice but it is function/functioned/functional.
8. We would really like to development/developer/develop our business in this area.
9. It is important to be competitive in the corporal/corporate/corporation world.
10. We fully understand the signification/significant/significance of this problem.
Scoring criteria:

30/50 = 4 (four) – Passing –mark  (Criterion: A person who understands less than 60% of a  text cannot be considered an able reader)

31 – 35 = 5

36 – 40 = 7

41 – 45 = 8

46 – 48 = 9

49, 50 = 10
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Now answer:


 Which is the best summary of the article you have just read? 1, 2 or 3?
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