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The mission of the Joseph H. Lauder Institute of Management and International
Studies, the dual-degree, MBA/MA program of the Wharton School and the School of
Arts & Sciences of the University of Pennsylvania, is to provide future business
leaders with a superior international management education and to prepare them to
operate effectively and comfortably in the global economy through their skills in foreign
languages and their knowledge of diverse cultural environments. Established in 1983
as a result of the vision and generosity of Leonard Lauder and the Honorable Ronald
Lauder, the Institute offers a twenty-four-month management education program with a
solid foundation in language skills, cultural awareness, and international perspectives.

The last decade has witnessed the significant impact of the internationalization
of markets and the resulting need for management to have an understanding of other
cultures and the ability to communicate effectively and appropriately in a particular
region of the world.

PROGRAM DESCRIPTION

Lauder students major in a Wharton functional discipline (e.g., Finance,
Management, Marketing, etc.). In addition, they select a regional and language
specialization in East Asia (Chinese or Japanese), Western Europe (French or
German), the Republics of the former Soviet Union (Russian), Latin America
(Portuguese or Spanish), or the United States (English for non-native speakers).

A. THE DESIGN OF THE LANGUAGE AND CULTURAL PERSPECTIVES
PROGRAM

The program is specifically designed to prepare the MBA/MA candidates to use
their language of study effectively in professional and social settings and to deal
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Maria Antonia Cowles 2

comfortably and sensitively in foreign cultures. Five credit-bearing components and a
non-credit professional internship prepare the students to:

1. attain superior oral foreign language proficiency,

2. gain knowledge of the contemporary and traditional culture familiar to
educated native speakers of the foreign language, and

3. develop an understanding of business communication styles, behaviors, and
cultural protocols in a range of professional and social settings.

The Language and Cultural Immersion Program, conducted in the target
country during the first summer, is designed to permit tutored and untutored learning
in one of the Institute's overseas sites: Beijing, Moscow, Munich, Pads, Philadelphia
(for the English program), Puebla (Mexico), sao Paulo, and Tokyo. Students have the
opportunity to expand their knowledge of the literature, history, and contemporary
culture and to participate in experiential learning through cultural visits, visits to
corporations, and meetings with representative members of the community.

Specialized language and culture courses meet weekly for three hours during
each of the four academic semesters at Penn. These courses are conducted in the
language of study and are taught by a team of native-speaking language instructors
and content faculty from departments within the Penn community. The seminar
component addresses a variety of topics such as political, social, and historical issues
of importance; business culture; and literature and the arts, film, and media as
expressions of the culture and its value system. Class activities are designed to
provide the students with the opportunity to develop and practice the language skills
they will need to operate effectively using their second (or third) language by drawing
on the cultural content perspective.

The Executive Internship Program, which comprises a twelve-week internship in
language during the second summer, provides the students with the opportunity to
further develop their language and cultural knowledge of the target country through
participation in a work experience.

Figure 1 displays the components of the Lauder curriculum.

B. ADMISSION TO THE INSTITUTE

Fifty-five students are accepted into the MBA/MA program annually. Eligible
applicants must demonstrate advanced-level proficiency in one of the languages
offered by the Institute. (Students in the Portuguese program may enter at the
elementary level, provided they demonstrate superior-level proficiency in a cognate.
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language.) Superior-level proficiency is required at the time of graduation. ACTFL
guidelines are used as a focal point for our language program. Face-to-face
interviews by certified testers are conducted five times during the course of the twenty-
four-month program.

A REVISIT TO THE LANGUAGE AND CULTURAL PERSPECTIVES PROGRAM

Our program has been in existence since 1984 and has undergone minor
refinements and adjustments. Because there was a perception that the profiles of the
students are changing and expanding, that the world order is experiencing
realignments, that communications are becoming more effective each day, and that
technology has affected how people perform old and learn new tasks, in the Spring of
1992 we initiated a review of our program. We selected the Western Europe
component (French and German) for the pilot project because this group represented
one-third of our students who were interested in a fairly small geographical region
undergoing major structural changes. We also felt that the easy access to information
also facilitated our effort.

A. Planning

1. The Fact-Finding Phase

With the collaborat;on of our French and German instructors, we began by
surveying the existing programs (curricula and syllabi; materials; instructors; learners;
resources; and students' evaluations of the first summer abroad, the four-semester
sequence at Penn, and the second-summer executive internship in the target country).
An understanding of each component's strengths and weaknesses constitutes the
crucial base on which to begin the search for a more effective and relevant format.
We then designed the needs assessment instruments, which included questionnaires
for (see Appendix A) and interviews with all the constituencies involved in the
program. The survey included the participation of all the learners, instructors in the
languages of study, alumni, recruiters, and executives (both in the US and in the
target countries).

2. Meetings with the Language Faculty

Planning sessions with the language instructors were designed to discuss the
scope and format of the questionnaires, the mission statement of the Institute, and the
focus and the scope of the Language and Cultural Perspectives Program. Basically
the goals and objectives of the program needed to address the questions of what to
teach to whom, how, and where as well as how much and in what sequence.

4
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3. Review of the Literature Relevant to Course Formats, Topics, Skills, and Teaching
Methods

4. Assessment

After ten weeks, all the data were pulled together for the elaboration of the
curriculum. A study of the needs assessment data provided the material for the
development of the curriculum. Our graduate-level students, with advanced-level
proficiency in at least one foreign language and with little or no prior knowledge of the
content, need the knowledge base of the seminar as an instrument to gain an
understanding of what is important in the target culture and the necessary, higher-level
language skills that will permit them to hypothesize, support opinions, disagree
politely, refuse, and negotiate effectively and appropriately in order to conduct
business in that setting.

The most significant need expressed in the responses, by both the students
and the language instructors, was a better integration between the language and
content seminar components.

B. Development of the Curriculum

Considering the goals of our program (to train future managers to operate
effectively and appropriately in languages and cultures other than their own), the
following findings of current research in language teaching and learning facilitated our
shaping a rationale for integrating the teaching of language and content into a
content-based approach. It is crucial to determine the language forms and functions
that will best meet the learner's professional needs. The utilization of a content
seminar relevant to the learner's needs provides the motivation and the necessary
information for the professional tasks to be carried out in the future and builds on both
the learner's previous experience with and knowledge of the subject. Language
should be taught with a focus on contextualized use. Krashen (1983, 1985)
suggests, as a necessary condition IV successful language acquisition, that "input" in
the language of study must be understood .by the learner. Comprehension will occur
as cues emerge from situational and verbal contexts. The learner will bring his/her
knowledge to bear to accomplish the comprehension of form and meaning as he/she
augments the elements of his/her repertoire of form and function relationships. In
terms of output, the learning of meaningful content may be a necessary condition to
move from semantic to syntactic processing (Swain, 1985), thus justifying the content-
based design.

Some of the more recent research findings and beliefs of those involved in the
redesign process include the following:
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1. Skills reinforce each other; therefore, activities should involve as many skills
as possible.

2. Reading, writing, and listening involve complex interactions with text.

3. Reading and writing are major tools for clarifying thinking and learning,
reinforcing other skills, and testing hypotheses.

4. Language acquisition should be understood holistically as a top-down
process.

5. Grammar instruction should be determined by needs in contexts, where
students will work on "monitor' as they refine their hypotheses (Krashen,
1985).

6. Language learning is a social activity.

7. Students learn in both tutored and untutored situations.

8. Students should be given the power to aid in planning and implementing the
curriculum.

Brinton, Snow, and Wesche (1989) provide definitions and guidelines for
content-based instruction:

involves academic and language training; sequence and planning are based
on academic topics and students' needs; direct focus is on content learning
with language learning, an indirect, though not unplanned, result;

classroom activities should require students to think and learn content
material in the second language, aiding them in improving their academic
language proficiency;

all skills should be integrated in activities; higher order thinking and
language (evaluating, comparing, synthesizing, supporting of opinion,
hypothesizing);

materials for language class are real and current;

a learner-centered approach is used where students are active in planning,
implementation, needs assessment, and evaluation.
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C. The Construct of the Lauder Model

Because our assessment data indicated that (1) there was a need to better
integrate language and content, (2) the content readings and concepts are sometimes
difficult to internalize, (3) the scholars who teach the content segments are not
language instructors, and (4) the content topics on the social sciences, the humanities,
the arts, and business culture are perceived as critical to an understanding of the
contexts in which the students will be functioning, we created a construct (see Figure
2) that would bridge the content and language development components at the
advanced-to-superior levels with an anthology (two currently in use in Japanese and
one each being piloted in French and Portuguese) consisting of authentic and current
texts--newspaper and magazines articles on a variety of topics, corselets, and short
excerpts from contemporary literary pieces--of non-sequential modules that provide the
students with the repertoire and the ideas to both facilitate and introduce them to the
more complex and theoretical issues discussed in the content seminars. Each
language instructor selects the appropriate topics from the anthology as well as those
relevant and authentic tasks from the variety proposed in each of the modules. This
flexibility permits the instructor to better address the students' needs and wants and
feed both into and from the content segment. (See Appendix B.)

Learner objectives in terms of performance within the proposed construct
include:

a. knowledge of forms and function, understanding cultural issues or concepts,
understanding seminar content and

b. skills in the performance of tasks in listening, speaking, reading, and writing.

The design and implementation of such a curriculum presents numerous
challenges:

a. Coordination and staffing: Both the language faculty and content professors
need to work together in the planning and delivery of such a program,
moving away from the norms of the traditional classroom. Their tasks are
complementary and require time ft.' discussion both before and after class.
We have attempted to resolve, in part, the critical need for integration by
requiring that the language instructor sit in on the content segment as part
of the preparation for the language portion of the course. Furthermore,
because our content-based courses earn graduate credit, native- or near-
native-speaking faculty in the social sciences and the humanities may have
to be brought in from other institutions, further complicating the integration of
the courses. The language instructors participate in bi-weekly Language
Council meetings, where current developments in second-language
methodology and language-specific issues are discussed and successful



Maria Antonia Cowles 7

activities and projects are shared. Because we work with advanced-to-
superior-level students, it is crucial that we have an ongoing commitment to
developing our own materials to meet the students' needs and that we
stress the new roles of the teacher as a mediator or facilitator and that of
the student as an active learner in these sessions. In addition, the
precarious nature of the part-time appointments of our language instructors
and their status at the university affects the logistics of meetings and
encourages instructors to look for other part-time opportunities of various
natures in order to supplement their income. Ideally, we envision opening
up of full-time positions for language specialists so they would have more
freedom to create, implement, and evaluate innovative models across
languages.

b. Grading policy decisions and structuring of assignments and/or examinations
require coordinating time.

c. Criteria for selection of additional materials for relevance, authenticity,
activities, and range of functions.

d. Choice of themes and types of texts.

e. Fine balance between language and content.

f. Administrative issues: The budget demands for an innovative endeavor
such as ours require continued pursuit of outside support. We house a
Department of Education Title VI Resource Center in International Education
for Management. In addition, the French government has provided us with
support for our French initiatives; Brazilian corporations have supported our
Portuguese initiatives; and the alumni have just established an Alumni
Educational Fund to provide the Institute with the needed resources to
permit continued innovation.

g. Facilities: The Institute is housed on two floors of Lauder-Fischer Hall
(comprising a computer language laboratory, three seminar rooms, library
space, a case study room set up to provide simultaneous translations, a
student lounge, administrative offices, and the capability throughout the
Institute to receive current news broadcasts in all of our languages of study
via a satellite downlink with the Annenberg School), permitting the
necessary enrichment of the context for maximum benefit.
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D. Evaluation

1. Formative evaluation is being conducted to determine the day-to-day
effectiveness of the new design, to facilitate modifications according to
feedback (notations from teachers, student evaluations, etc.), and to guide us in
assessing and redesigning our other regional component.

2. Program evaluation is facilitated by means of student evaluations (academic
year, summer immersion program, and corporate internship), achievement
tests, ACTFL CPIs, etc. Materials are evaluated by the language faculty on an
ongoing basis.

CONCLUSION

Staff development has general implications for content-based programs. There
is a need to help new teachers move from theoretical principles to actual classroom
applications; continuous interaction between language and content faculty about
issues such as grading, structuring of assignments, and examinations is critical, as are
release time for faculty, the necessary flexibility of the curriculum to allow for
modifications resulting from students' special needs, results of evaluations, and
significant events occurring in the target area; and the need for continuity in the
instructional staff recruited for the language and content segments cannot be
underestimated in terms of the quality of the program, the quick response to needs for
reassessment, and the continuing evolution and growth of our program.

Our redesign process began with research into the satisfaction and perceived
importance of what was being offered and how. The translation of those responses
into content and language segments was the logical next step. There does not seem
to exist a clear definition of what it means to integrate language and content. We also
must deal with the realities of time and resource constraints, special training for
faculty, and a continuous process of redesign as the world changes and as current
materials become obsolete.

Content-based learning through the language of study serves as a major
component of our instructional program. Research on second-language acquisition
indicates that rich language input in relevant contexts facilitates the development of
these second-language skills.
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STUDENT QUESTIONNAIRE

The purpose of this confidential questionnaire is to assess the effectiveness of the French and German segments of the

Language and Cultural Perspectives Program.

Language Group:

Student's Foreign Language Skills in the Target Culture Being Studied at
Lauder:

Please rate the following on a scale of 1 (not at all satisfied/not at all

important) to 7 (highly satisfied/highly important).

The Foreign Country

a. understanding of the historical heritage

b. knowledge of the economic system

c. knowledge of the legal system

d. knowledge of the political system

e. knowledge of philosophy, the arts, etc.

f. knowledge of local customs and habits

g. knowledge of current affairs

h. knowledge of the media environment

i. knowledge of important/key institutions that influence the

economic health of the country, e.g., central banks, stock

markets, etc.

j. knowledge of the European Community

k. sensitivity toward cultural issues.

Corporate Culture/Practices

a. knowledge of the laws and regulations

b. knowledge of the protocols pertaining to employers and employees

c. knowledge of specific details of a particular industry

d. knowledge of a particular company's business culture

Linguistic Skills

a. knowledge of buSiness correspondence

b. skills in written communicationsuch as memos, draft reports, and

syntheses of disparate materials for presentations

c. skills in techniques of oral presentations

d. skills in techniques of negotiations

e. skills in techniques of argumentation

f. skills in techniques of seminars

g. skills in techniques of demonstrations

h. knowledge of vocabulary

i. understanding of idiomatic expressions

16

Satisfaction Importance

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7

1 2 3 4 5 6 7 1 2 3 4 5 6 7



3

j. knowledge of appropriate use of idiomatic expressions

k. knowledge of grammar

1. knowledge of tenses and moods (subjunctive and conditional)

m. knowledge of voices (passive, active)

n. knowledge of sentence agreement

o. ability to communicate with minimal foreign accent

Satisfaction Importance

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

1 2 3

4 5 6 7 1 2 3 4 5 6 7

4 5 6 7 1 2 3 4 5 6 7

4 5 6 7 1 2 3 4 5 6 7

4 5 6 7 1 2 3 4 5 6 7

4 5 6 7 1 2 3 4 5 6 7

4 5 6 7 1 2 3 4 5 6 7

Please rank the importance of the following areas by distributing 100 points among them. You

should give the most points to the area that is most important to you.

MBA courses

SAS bracket courses

language-acquisition component

cultural component

Total 100

Commitment

Please

7 (strongly

a.

b.

c.

d.

of Time and Effort -- Lauder vs. Wharton:

rate your agreement with the following statements on a scale of 1 (strongly disagree) to

agree).

The workload is appropriate in the language-acquisition component.

Comments

1

1

1

2

2

2

Agreement

3 4 5

3 4 5

3 4 5

6 7

6 7

6 7

Your level of participation in the language-acquisition component has been adequate.

Comments

Sufficient class time is given to the language-acquisition component.

Comments

How much time do you spend each week on preparation and homework for this component?

Please circle the appropriate number.

1. 1 hour 3. 3 hours 5. 5 hours

2. 2 hours 4. 4 hours 6. 6 or more hours

Comments

17
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e. List three key areas in which you would make changes in this component:

1.

2.

3.

f. Would you devote less, the same, or more the to this component of your Lauder education less same more

given the above changes? time tine time

Comments

g. The workload is appropriate in the cultural content component.

COmments

h. Your level of participation in the cultural content component has been adequate.

Comments

i. Sufficient class time is given to the cultural content component.

Comments

How much time do you spend each week on preparation and homework for this component?

Please circle the appropriate number.

1. 1 hour

2. 2 hours

3. 3 hours

4. 4 hours

5. 5 hours

6. 6 or more hours

Comments

k. List three key areas in which you would make changes in this component:

1.

2.

3.

18

Agreement

1 2 3 4 5 6 7

1 2 3 4 5 6 7

1 2 3 4 5 6 7



5

1. Would you devote less, the same, or more tine to this component of your Lauder education less same more

given the above changes? time time time

Comments

Agreement

m. Your level of participation in the area history course was adequate. 1 2 3 4 5 6 7

Comments

n. Sufficient class time was given to the area history component. 1 2 3 4 5 6 7

Comments

o. How much time do you spend each week on preparation and homework for this component?

Please circle the appropriate number.

1. 1 hour

2. 2 hours

3. 3 hours

4. 4 hours

5. 5 hours

6. 6 or more hours

Comments

p. List three key areas in which you would make changes in this component:

1.

2.

3.

q. Would you devote less, the same, or more time to this component of your Lauder education less same more

given the above changes? time time time

Comments

Agreement

r. The Lauder Institute has the critical edge over its competitors to ensure that its dual-

degree program remains one of the top programs in international management education. 1 2 3 4 5 6 7

Comments

19
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s.

t.

u.

The program provides a format that enables each student to devote himself/herself more

fully to the Lauder component without neglecting the Wharton component and vice-versa.

Comments

1

1

1

2

2

2

Agreement

3 4 5

3 4 5

3 4 5

6 7

6 7

6 7

The program permits each student to diversify and tailor the HA to a greater degree to

his/her needs and interests.

Comments

The program should provide students with additional time to master the language skills

needed.

Comments

Please circle the letters for those components you consider to be the strengths of the Lauder

program.

a. language acquisition

b. cultural content

c. area history

d. SAS bracket courses

e, business culture

f. overseas language and cultural immersion summer program

g. other

Comments

Please circle the letters for those components you consider to be weaknesses in the Lauder

program.

a. language acquisition

b. cultural content

c. area history

d. SAS bracket courses

e. business culture

f, overseas language and cultural immersion summer program

g. other

Comments

20



What do you think would give the Lauder Institute a greater critical edge over its competitors?

Please give at least two examples.



Appendix B

Excerpts from the Japanese, French, and Portuguese Anthologies
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Excerpted from

CULTURAL ASPECTS OF JAPAN:

AN ANTHOLOGY FOR MANAGERS

Compiled by

Sumiko Nagasawa

for

THE JOSEPH H. LAUDER INSTITUTE
OF MANAGEMENT AND INTERNATIONAL STUDIES
The Wharton School and The School of Arts & Sciences

University of Pennsylvania

Under the Sponsorship of the

JAPAN-UNITED STATES FRIENDSHIP COMMISSION

1991

May not be cited or reproduced without permission.
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Table of Contents

1. Aida, Yuji Two generations: young and old

2. Araki, Hiroyuki Group logic and the Japanese language

3. Fukasaku, Mitsusada Japanese laughter behind veiled emotion

4. Hashimoto, Mineo The concept of "floating world"

5. Hirano, Jinkei Japanese gods and their functions

6. Ishii, Takemochi Japanese sensitivity and electronics

7. Kanzaki, Noritake Bowing when standing; prostrating when sitting

8. Kasahara, Kazuo Cryptic Christians in the Edo Period

9. Kato, Hidetoshi Pachinko: a culture of spare time

10. Kawashima, Chuji Guest room and alcove in commoners' houses

11. Kindaichi, Haruhiko As mild as possible

12. Kodama, Sadako Introduction of Western food in Japan

13. Kunihiro, Masao Japanese taciturnity and the global society

14. Masuhara, Yoshiko Japanese don't take "contract" seriously

15. Nagahata, Michiko Awakened to life: a school overcame deliiiquency

16. Nakane, Chie Analysis of "giri-ninjo" (duty and humanity)

17. Nihon Keizai Shinbun New requirements for fast-track women

18. Nihon Keizai Shinbun Toward a great nation: the language is the weapon

19. Ohtsuki, Tetsuo Gold and money: respect and disdain

20. Sakisaka, Yutaka Japanese word "shame" and its related word group

21. Shibata, Takeshi There is a dialect also in Tokyo

22. Suginohara, Juichi What is "buraku" issue?

23. Suzuki, Taisetsu Zen and samurai

24. Tada, Michitaro Japanese shyness: a conflict with Western culture

25. Toyota, Aritsune (Japanese) Honorifics: go to hell!

26. Yamaguchi, Masao Parent-child relationship in contem; irary Japan



Excerpted from

ADVANCED JAPANESE LANGUAGE AND CULTURE

FOR MANAGERS

Compiled by

Sumiko Nagasawa

for

THE JOSEPH H. LAUDER INSTITUTE
OF MANAGEMENT AND INTERNATIONAL STUDIES
The Wharton School and The School of Arts & Sciences

University of Pennsylvania

Under the Sponsorship of the

SUBARU FOUNDATION

1991

May not be cited or reproduced without permission.
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Table of Contents

1. A palanquin-type management
Discussion of one of the management types (a type which places much trust and
gives most responsibilities to employees) and examples

2. A Japanese peculiarity: the business meeting and its unanimity
Peculiar nature of decision making at meetings where unanimity is the norm while
debating is encouraged

3. Border less management in a borderless society
Impact of borderless society in consumer market and management

4. How will banks change?
Predictable changes in various financial institutions after restrictions are lifted

5. Optimism across the deadline
Life story of Isao Nakauchi, chairman of Daiei (biggest supermarket chain in
Japan)

6. Mental fitness and businessmen
Generation gap between middle-/high-level management and young employees,
which causes mental stress among management

7. Globalization and corporate responsibility
Issues Japanese companies are facing in their overseas operations and a specific
proposal relating to personnel management

8. Collapse of the myth of an equal society
Emergence of haves and have-nots in the late 1980. when the economy grew
without sensible control, the result being the horrendous land price which caused
despair among salaried workers

9. Corporate personnel policy and college education
Corporate preference for potentiality, not speciality, of college graduates for hiring
and its effects on college education

10. NTT: maintaining the information society
Privatization of Nippon Telegraph and Telephone and its role in communication
needs in Japan

11. Diversification strategies and electronic technology
Computerization of production to consumer market enables diversified products
designed for consumer needs

12. Publicity men are excellent account executives
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Requirements for good publicity men and their mediatory role between client and
mewa

13. Securities and security companies
Origin of joint-stock companies and the security market and the content of their
operation

14. Keiretsu
Closely knit corporate groups are blamed as an obstacle for U.S. companies
(investors) to participate in management in a newspaper article featuring Boon
Pickens' struggle with Koito, Toyota's subsidiary

15. Corporate strategies: Secom
Strategies of Secom, a healti management company

16. Child market and its "adult orientation"
Examples of the new child market, such as beauty parlors and fitness clubs, which
is an adaptation of the adult market

17. Unequal wages in contemporary Japan
Differences in property holdings among workers might weaken their loyalty to
employers

18. Mergers and acquisitions in Japan
Somewhat different nature of the Japanese style of mergers and takeovers

19. A dialogue between the U.S. and Japan
Argument over various political and economic issues between the two countries

20. Takeover
A chapter from a so-called "business novel"; men talk over a plan of takeover
based on inside information

21. Sutamina Genta
A chapter from a business novel; a man driven by a sense of mission to engage
himself in price-breaking against big manufacturers

22. Japanese identity exists in a farming community
Agriculture should be maintained even in a highly industrialized modern society
because the sense of belonging to an agricultural community is still the basis of
Japanese thought and behavior

23. Trading companies and their future
Conditions for international trading companies, their various functions, and the
importance of information management
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24. Cultural background of Japanese economy
Foundation of modern corporate structure, where an employer protects employees
in return for their loyalty, was firmly established during the feudalistic period
preceding the modernization

25. Enterprise labor union and Japanese-style management participation
Relationship between labor and management has been beneficial to both sides and
resourceful for the rapid economic growth

26. "Nemawashi" and its implementation
Nemawashi as a means of corporate decision making; explanation and example of
each step
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CULTURAL ASPECTS OF BRAZIL:

AN ANTHOLOGY FOR MANAGERS
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for
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Business Culture

1. Caso: Voyage
Caso: McDonald's
Caso: Avon
Caso: Metal Leve
Caso: Odebrecht

2. Maiores e Melhores Empresas--Exame
3. Organizacoes Brasileiras e Japonesas
4. Franquias
5. Os Dois Brasis
6. Pesquisa de Opinido

0 Ano que vem NAo existe
7. Correspondencia
8. Curriculum Vitae
9. 0 Processo de Entrevista

10. 0 Processo de Negociacao
11. ImigracAo: Italianos, Japoneses

Artistic Expression*

12. Dona Flor e seus Dois Maridos
13. Gabriela, Cravo e Cane la
14. 0 Tempo e o Vento
15. Vidas Secas
16. Menino de Engenho
17. Humor
18. Vida Cultural

Social Aspects*

19. Casa, a Rua e Outro Mundo (Roberto Da Matta)
20. Religiao
21. Situacao/Papel da Mu !her na Sociedade Brasileira
22. A Questao do Negro
23. Situacao do Indio
24. Situacao do Menor

*Integrated with videos.
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1B. Caso: McDonald' s
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JR.

Loja da McDonald's em Sin Paulo: sect* ripido no beak, estacioaamento pars canal a bamborgoer a $50 ertueros

Vida Moderna

A fora do hamburguer
A rede McDonald's abre uma lanchonete

por mes no Brasil e bate recordes corn os seus
sandutches de born padriio e born prep

que futuro pole ter no Brasil uma
lanchonete corn apenas see san-
dufcbes no cardipio c nenhurn vi-
ketchup ou mostarda no balcio? E

se essa lanclionete, alim disco, nio sa-
w Iva. cerveja ou cafezinho. nio vas-
(... cigarros e tern urn CibLi que nio coo-
versa sobre futebol? Uma lanchonete as-
sirn pode ester fatalmente destinada.ao_.
sucesso. Pam isso, baste que els ostente
na fachada o migico c enorme M dams-
do que identifica uma casa da cadeia
McDonald's a maior e mils bean equi-
pada rode de lanchooeta do
mundo, que atende mais de 17
milhaes de pessoas por die cm
8 000 lojas espaihadas For 34
pafses e que concentra seu po-
der de fogo em poucos pmdu-
tos, justamente pars que Oa
saiam mais caprichados. Foi
precisamente tuna du 29 lojas
McDonald's in taladas no Bra-
sil a que fuoci000u dentro
da area do Rock in Rio Festival

que bateu um recorde nun-
dial de venda de sanduiches.
No %Skim die 12, um stbado,
all foram vendidos 58 185
harnbtirguers.

"Ningutm jamais vencku
unto: num mesroo die e numa

66

mama kja", die o &merit= Peter Ro- deo 27 000 pasoas DO dltipo dia 22 de
denbeck, 45 anos, sock, e actor des dezembto. Eis of outs proeza. Urn res-
quinze lojas carioca: da McDonald's. Laura to coovencionaWil-seis meses pa-
vadade que Rodenbeck tuba pdblico ca- ra vex pasur tante* clkates por suas me-
tivo entre a Javan presages ao Rock in sac. movimento era canto que ti-
Rio. A megia des lanchortetes McDo- rei paleoi, anegacei as mangas e fui pa-
nald's, que savant axed* de born pi- is tris do balcio ajudar a save, coat*
drio com.rairdeie a pesos balsas, anti Grego., Ryan, 34 mos, tamtAns ameri-
porim_ an_ circunstincias_difaentes_das_cano,_ floe comanda as._ alone - lojas -
ofencidas polo festival de rock do Rio McDotiald's de Sb Paulo.
de Janeiro. Em Sio Paulo, pot ample,
a McDonald's instead* no Shopping 'mums DIFERENTES Entre essas
Centex Norte, na Vila Guilbame, sten- lojas, bi algumas inaustadas nos velhos

Odic* do canto da cidade, ou-
tras instaladas em shopping cen-
ters a ainda is' do tipo drive-in,
nu quais se apanha o lancbe
sem sair do carro. Em codas
elan, pagam-se apenas 2 300
auzeiros por uma refeic.io leve
(hambdrgua, batata bite e re-
frigerante), porque a McDo-
nald's vende battle pars ven-
der muito a porque Ryan, alem
erase, baixou os props de to-
dos a seus produtos em 20%

.14 quatro meses. Assim, urn
I Lathe na McDonald's carioca

been rolls cam do que on pa-
1 lista. "Com a wise, a classe C

essays :umbel° de DOSSAS lo-
jas ", coots Ryan. "Resolvi ma-

.
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gir cortando os ptecos e o movimento su-
biu unto que compensou", diz.

Rodenbeck a Ryan cbegaram ao ham -
bdrguer por trilhas diferentes. Roden-
beck, ex-oficial da Marinha americana,
passou pela guerra do Vietnam a bordo
de urn destrdier, dingiu urns empresa da
area financeira no Rio de Janeiro e, em
1979, associou-se a McDonald's dos Es-
tados Unidos pan fundar a filial carioca.
Ryan fez urn caminbo menos acidenta-
do./Formado cm botelaria. em seu pais,
tnudbu-se pan Sio Paulo hi)der mos pa-
n trabalhar nor cadeia de rtstaurantes
Wells, do grupo Pio de Asikar. Logo de.
poisf-binde&:se pan um time que boje
olhecorno adversirio as laricbooe;tes
Jack in the Box, corn melt ddzia de aide-
revs cspalhados par Sao Paulo. Em
1980. finalmente.
ale fez como scu
compatriots Ro-
denbeck asso-
ciou-se 1 McDo- f
'nald's dos Estsdos
Unidos e corno;ou
a implantar a rode
paulista. A dupla
vende hoje 30 =-
Wes de undo'.
ches por ano, abre
urns nova loja
mss e nio se as

ay& rigida f6ftf-
' lade fuer comida

que a McDonald's
the impee. e os
Bois seguem ale-
gremente porque
estio ganhando
urn born dinbeiro
corn ela.

"Nosso bambdr-
guar E o melhor, o
mais rapid° a o
mais barato". dtz
Ryan. Seu bambrirguer, de faro: costa
vertu 850 cruzeiros, pouco rads qua o
ccaco de urn enfezintro a meads do que
.os bares cobram por um sanduiche do
mesmo tipo, mss de quadrate inferior.
"Pelas regras da McDocalefs, terms
que manter as lojas muito limpas, servir
came sem qualquer aditivo a entrtgar o
lanche so cliente em menos de 2 minu-
tos", afutna. Podese as que a crane
nip teas aditivos, mss Coda pesos que
frequents a McDonald's sente que, is ye-
ns. aspen mais de 2 minutos nor fila.
Ryan procura aincla seguir a exigencia da
empress segundo a qual urn harnbilrgucr
McDonald's scrvido em Sio Paulo dove
ser igual ao vendido no Rio de Janeiro,
Londres, Paris ou Cingapura Mais: o
himbdrguer cornprado boje sera igual ao

L
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r Para rechear sandukbesr. .

Morganti, do
frisorffico
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GIMe para
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o sere soja
e SeM
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pars fixer
os biles dos
sanduk-hes



.1

I.
Festa de anlversirio na loja de Copacabana: :alio decocado e sandukbes

de amanha na mesma loja. Terfi 45 gra-
rrus de came magra, tostada dttrante 75
segundos de um lado e 40 segundos do
ouuo. Viri temperado corn 35 gramu de
cebola picada, urn pouco de =stud& e
urn pouco de ketchup. Finalmente. came
e temper:, serio envelopados por fatias
de pao macio e sempre quente.

Eis ai a receita McDonald's pars o
hambtirguer. na origem urna bola de car-
ne moida ou fatiada, popular na cidade
alerni de Hamburgo no principio do secu-
lo. Os americanos detain cidadania ao
hambdrguer na forma em que ek t co-
nhecido boje e a McDonald's. criada hi
trinta anos na California. fornectu-lbe
urn padrio definido que cooquistou o

mundo e hoje premia a empress corn esta-
tfsticas espantosas. Eat novembro pasta-
do, algam comeu em alguma parte do
mundo o bambdrguer McDonald's de nil-
mero 50 bilhIses. Corn razio. festejou-se
o evento nos ex-Miklos da empress. em
Chicago. Ulna costa simples di urns boa
ickia do que sio 50 bilh6es de hambdr-
guess. Se um: pessoa comesse urn barn-
bdrguer McDonald's a cads 5 minutos

mais ou menos o tempo que se leva
na lancbooete paii *W2abo.c11. urn des-
ses sandufchesvela gastaria 460 000
anos demastignio ininterrupu pan en-
golir todirt rlotetle'50 bilh6es.

InemmuMais
aumaemPresabaneirac°-

4,
.

Gregory, comandante da empress ern Slo Paulo: um kluda atria do balcio

68

feita de &Ares. "Est:mos faturando 10
bilbeses de d6lares por ano em todo o
mundo", diz Ryan. **E muito dinhei-
ro." De fato, o que a McDonald's fatura
em sua rade mundial quase que di pan
paw o servico da divida extern bruilei-
ra, de 12 bilbties de Mazes. Vendendo
bambdrguers, a McDonald's armada
nos Estados Unidos unto quanto a Eli
Lilly. que vende produtos farrnaceuti-

'cos, tics i freak da Levi Strauss, dos
jeans Levi's, e entesoura o dobro do di-

. nbeiro recoihido pela Polaroid. a conhe-
. tick mares de miquinas fotogrificas. Pa-

ra cbegar a isso, contou basicamente
tun o biunbdrguer, boje unta instituicio
americana tio forte quarto o milk-shake
ou o cartbo de cnidito. Vende ainda varia-
c6es dessa armacio de pbo corn came.

t como o cheeselitirguer, que umbtm leva
queijo, ou o Big Mac. um bambdrguer

I de dois andares. cujo [Mlle j1 freqdenta
o vocabulirio das alancas paulistas e ca-
riocas, da mesma forma que circula en-
tre as de Hong Kong ou de Taiwan. Fi-
nahnente, a McDonald's vende batatas
crocantes por fora e macias como pure
por dentro, sorvete e milk-shake.

SALADAS OE FORA Fica dificil &pre-
cis; essa comida quando se procura corn-
part -la corn a que sal da cozinha de urn
resuurante de prirocira linha. "Acho urn
horror cuss coisas vendidas em lancho-
nese* que fauns hambdrguers" diz por
exemplo o carioca Jost Hugo Celidonio.
51 *nos. dodo do restaurante Clube Gour-
metc'frequentidol:Oor coluntveis do Rio
de Jantiro7A-verdade t que urn sanduf-
ebe, corn urn dry martini. vale polo con-

:. junto de seus invethentes. Urn bife de
bambdrguer sem cebola. picles, mostar-
da e pi° E intoktivel. ao eontririo dos
p rams amides nos mama restatnun-
tes. UC133 picanha. sem qualquer ajuda
de temper°. I um prato delicioso. da
mesma forma que um file de born peixe
yethado.

Os nutricionistas umbem fazem suas
restricoes aos sandukbes. "Um hambdr-
guer de dois andares. corn trims e Coca-
Cola. aliments bastante. mu nio dove
tornar-se a refeic3o bisica de urns pes-
soa todos os alerts Flora Spolido-
m. 33 mos, nutricioaista de urns indds-
tria de alimentos desidratados de Sio
Paulo. Nesse caso, segundo Rom po-
dem ocorrer um deficit de vitamins no
organismo e perda de resistencia a infec-
cOcs. **Comer hambdrguer nio t pea -
do". esclarece. 'Pecado I corner so
hambdrguer." Nos Estados Unidos, pres-
sionadas por avisos como esse. virias ca-
dcias de lanchonctes instalaram mesas
de salads em suas lojas. Mina), muius
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mies comecavam a proibir seus ftlhos de
almocar em lanchonetes que nio lhes
fomeceriam uma variedade de vitami-
nas capaz de cobrir suas necessidades

orginicas. Entre as lanchonetes que
aderiram I salads esti° as da rule
McDonald's. No Brasil, entretanto, a

empresa ainda nio tern pianos de in-
cluir saladas cm seu cardipio.

CO? TROLE DE QUALEDADE Reco-

rtheca-se, de qualquer fonna, que os re-

presentantes brasileiros da McDonald's
)amais receitararn a diets de hambdr-

guer corn Coca-Cola sete dias por se-

num. Eles Lambert) nunca arum-
T1.111 que sus refeicio de 3 000 cru-
zeiros a tio saborosa quanto as
refeictSes de 30 000 cruzeiros
scrvidas em restaurantes como
o de losd Hugo Celidenio. 0
que dies dizem ter a uma rniqui-
na muito limpa em que algo ba-
nal como a prcclucio de urn ian-
duiche dc pio corn came molds

transforma-se MUM operacio. plk
nejada a escrupulosamenre crunoz

metrada, pans que esse sandufche

simples seja o mclhor possfvel.
Corn isso, estio atraindo clientcs
tanto entre a juventude dourada de
Iponemaquanto em mcio faits me-
nos abonada que vivc na Zona None
do itio_.4 laneiro. Em Sio Paulo,

A busca de uma
batata mei
e mais bonita

ccorre a mama coisa. Lojas McDo-
nald's do cents) da cidade &Jo diariamen-

te tomadas por funcionirios de escritdrio

na Nora do almoco, cnquanto nos shop-

ping centers estudantes de dame media
alts saboreiarn 'urn Big Mac corn milk-
shake. Para todos ties, o preco e a quali-

dade McDonald's sio muito atracntes.
0 connote dessa qualidade, urn orgulho

dos funcionMos da anxesa, come91 na

Cksde gut Sc instalou 00
Brasil. a McDonald's comics
Coda a batata que frita e wade
em suas lojas dc urn ilnico for-
necedor. a Cooperative AgrScci-
la de Coda, main organizaCio
do saner° na Arrttrica Latina,
corn 13 000 associados em Do-

ve Estados. A McDonald's
urns voraz compactor) de Wa-
tts. S4 cm dcztmbro
250 tooeladas salt= dos arms-
tins da cooperative pan 04 de-
p6sitos des lanchonetes McDo- %atayama a suas batistst: rumo so Nacho

nald's: Por essa via, muito di- ,

nheiro entrou na cooperativa, was plantapks de tate a equipamentos de

nem tudo foi pai-ar nos bolsos de beacticiamento.

seus associados. Pan &tender is col- t simples. A McDonald's quer

gencias da McDonald's quanto ao uma bauta de masse branca. que flea

produto que deseja fritar pars seus mais baths depois da fritura e tern

clientcs, a cooperativa esti invcstin- mcnos igua pare solar du que a bata-

do pesado em compra "de sementes, to arnarela, aclimatada no Brasil. Por

verdade fora dela. Tome-se o exemplo da

came, o carro-chefc da cadcia. A McDo-

nald's, ao contririo da lanchonete da esqui-

na, nio vai ao frigorifico..gue esti corn
boas ofertas cm busca de roatiria-prima pa-

rs setts lumbdrguers. Ela tern forneccdo-

res fixos e. no Brasil, nasceu um frigorifi-

co. o Braslo, em Jordantsia. Sao Paulo.
unicamente pan suptir as suas lojas. "Mui-

ios hanstalrguas vaxlidos por of como coi-

sa de primeira na verdade do de segunda

ou de terceira", diz o quimico Roberto
Maganti, 40 anos. sikio do Brash). que

por damsels arias foi diresor da indilstria
de tames Sadie. Segundo Morgand. o
tsambilrguer feito pan a McDonald's

diferente dos dernau porque =ern
apenas came. "Nan sal ales admi-
t= que se coloque", afurna. A

malaria dos corms. assegura o

mdustrral. concern gordura vege-
tal e =bola moida nurna propor-
sio superior a 12%. Ou entio,
pick clue isso, soja hidranda e gor-

dun animal. "Esser batizado§

cam soja tern gems 75% de car-

ne", diz Morgantr. "A diferenca I

COMMA E3CPERDSENTAL Con-

gelado num !furl de miroenio liqui-
d° corn temperature os 180

gnus Degativos. o ham quer que
Morganu fabrics se transfonna numa

ovum. quern campy* urn saqui-

oho de trims as McDonald's esti
levando tires da bust* mania,

mar a Cooperativa de Coda ji
cornecou a plantar variedadcs
Dramas imponadas que breve-

-menu poderio-ir pars as - lan
chonetes. Vai mudar %Arnhem

a manciri de enuegar o !nodu-
le. "A par* de julbo. come-
s:an:mos a vender as bautas
er6-fritas a eongeladas". diz o
engenbetro agilcola Kassa Ka-
tayama. 52 *nos. vice-presiden-
te da cooperadva. A mancirs
de descasci-bs, porfsn, nio
vai mudar quando entrar em

asio a ind4stria de fritura e
congelamento da Cotia. As pe-
quenas miquinas de descascar
batatas des lanchonctcs deixam

dc remover 10% da casca. As mi-
quinas muito maiorts da inthIstria
continuario a fixer o mesmo. Se-

gundo a McDonald's. um pouco

de cases d essential pars der gusto
mais pronunciado batata que ela

oferece.

VEJA. 30 DE JANEIRO. 198$
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placa dun e rdsca que Asai-
ri do ambiente geladokao)ser
jogado, dias depois, lama
chapa quente de lanchonete.
Ao cair consclada nessa cha-

p:. a came cstari submciida
de menu a was temperatura
de 170 gnus positivos
urnhEm isso E rigortsamente
controlado. 0 funcioniaio en-
ouregado da frit= acionari
auk tun both° 1 sua frusta e
75 segundos mais to da urna
luz varrAlhaiaxnecarl a pis-
car, pan avisa-lo de que esti
na hora de virar o bite. "Ere
ses ndmeros foram cstipula-
dos pela tozinha experimen-
tal da McDonald's em Chica-
go e rtsultarn de multi' ptsqui-
sa score a melhor forma de fa-

za urn born hambaguer". diz Martel
Fleischmann, 30 :nos. diretor de opera.
rocs da McDonald's paulista. "Tcruart,os

segui-lot i risca." Cuidados assim pcodu-

urn lilas nos balcoes da McDonald's e es-
sas filar, For sus yea, estiniulam os ptanos
de expansio da cadeia, que logo plantari
seu M dourado em ounas tidbits

alem de Rio de Janeiro e Sic Paulo.
"VA:nos crest= sem pant", avisa Gre-

gory Ryan.
A distincia, os concorreates prestarn

atenciao a esse decidido axiom de =ism-
los. 0 mais interessado a provavelmentc a

cadeia Bob's, da inchistria de alimentos
Nestli, corn tits ddicadas de Nations:nen-
to e apenas quarto lojas a mais do que a jo-
vem McDonald's. "Tema o valor respei-

: to por ales", &Anna Francois Lanaistre,
52 anos, diretor-geral da cDo-

nald's a Bob's cobra pela pica eu
numa disputa focinho a focinho pals li-

-diorama do mereado. Segundo Lemaisue.
no ammo, hi tutu de sobs
pan ambas as cadeias asses-
rem bastante sem se atropela-

rem znunamenrx. ace-
po ati pan ernixesas novas",
diz o direxor da Bob's. "A
McDonald's 6 um givutte,
tern muito dinheiro atris de
si", alums pa sett lado Luis
Martinussi, 43 'nos, dinttor
da Jack in the Box, eadeia
tamb6m de born padrlo inns-
lacla hi true anos em Sio
Paulo.

Os que gostam de coma.
harnbinuer, batata frita c

milk-shake urns militia°
respeitivel no Brasil hoje em
dia. formada principalmente
For jovens s6 encontram
ratio pan aplauso na expan.

e

.41

L.

.4. -
. "ir

A nutritionists Flora: pecado E comer idharnbtirguer

sio da McDonald's. A errqxesa, de see la-

do. tan de atrair clientes no wit as
criancas. Nio yen& bebidas alcodlicas, pa-

rs que a fregueses desocupem logo as me-

sas a tarnbtm pars air: ambit= familiar
em suas lojai. Cora o mestizo objetivo, tr-
cebe crianeas pan taus de aniversirio,

corn salio decorado, balks e um bolo pa-
n colocar as mesa. Na semana passada, o
carioca Fernando Cratrunino festcjou see
aniversino de 6 anos as McDonald's de
Copacabaria. e sus mIe. Rae,30 mos, es-
ray& do satisfeita quango ele. "As cianeas
Worms sandukbe, refrigerante e batata

diz ela. "E corn os 189 000 cruzeiros

que tssa fats me custou eu nio pegs&
rem o mei da deconcio se finesse a testa
ern easa", calcula.

,IYACE AMERICANA Ainda insatis-
feta can alms item de see ardipio,- a
McDonald's km ;era aperfeigoi-lo. Quer

melborar. pa exanplo. sua beata fib (we-

f

Jo o quadro d pdgina 691,

que ji E boa, superior ate i fel-

t& em rasa. mas ainda infe-
rior I savida pela rude nos
Estados Unidos. Em compen-
sacio, esti resolvido o proble-
ma do pio, produzido pela
Panificadora Amilia. de Sao
Paulo, was das panda in-
ddsnias do ramp no pais. "A
fdrmula nos foi dada pets prd-
_pria McDonald's", diz o pro-
prietirio di Chi. Guilher-
me Gams. 65 am, que co-
coa sernentes de gergelim na
sup: dick dos pies usados no
Big Mac, ammo far= os for-
madores da rode McDo-
nald's no resto do mundo. As
serramtes, tirade de urns es.
*le de vagem. veto do

Triingulo Kadin e do Mato Grosso do
"Nosso pio a igual ao da McDc

nald's nos EUA". orgulha-se Comes.
Tantb4m esti resolvido o problem& da

alface. Pan ter urn vegetal que nio absor-
wsse tanto o tnolbo dos sandwiches, corm
scoot= can as especies rnais comura no
Brasil, a McDonald's encomendou a pro-
dui* da "altar americana" a urn grupo

de produtores paulistas, que agora *baste-

= sun lanchonetes corn a verdura crocan-

ac eta cksejava. "Troquei mirth* plan-

DO° de pimentaes polo cultivo da alface
americana e fu urn etimo regeoio". &fir-

ma Mitsuo Kasayama, 65 anos, agricultor
nas vizinhancas de Sio Paulo e um dos kr-
necedoms da McDonald's.

Par els Besse :inertia barn-sucedido da
cadeia McDonald's do esti, na verdade.

um McDonald. Quern invettou a rode de
lancbocetes foi urn pianists de oasis nou-
ns: e vendedor de miquinas de milk-sha-
ke. Ray Kroc, que mot= no ono passado

am 81 anos de idade. Na de-
cade de 50, Kroc ceche=
ern San Bernardino, m Cali-
fdrnia. os imam Maurice e
Richard McDonald, quit ti-

eh= was lanctionete
faziam ltambdrguers co-

mo =ma light de peck)*
industrial. corn eficiencia e ra-
pidez. 0 pianist& e vendedor
de eniquinas acabou entrando
no negdcio dos McDonald.
Compton a mama, desenvol-
veu o processo ripido que

B cies criaram pan trim bites e
trawl de espalhar o nome

iMcDonald's pelt* quay° can-
cos do mundo. "Alguem co-

/ de imaginar urn resuurante
r charm& Ray Kmc?", cosni-

mava direr.
Martinusal, da Jack in the Box: "Elm tin& muito clinbeiro"
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MCDONALD'S

AO VENCEDOR,
OS BIG MAC

Urn franqueado do Rio ganhao premio Golden Arch.
concedido as melhores lojas em todo o mundo

Irnagine uma ceia de harnbtirgueres a luz
de velas ou uma feu corn urn Big Mac
gigante em plena calcada de Ipanema. na

Zona Sul do Rio de Janeiro. Ou. ainda. pega-
das do palace Ronald McDonald pintada.s no
asfalto de uma das mais mositnentadas aveni-
das de Duque de Caxias. na Baixada Flurni-
nen.se. De lino? Pode ser. Mac. Bracts a ele. o
[-Awn/goes Luis Pinho. de
35 anos a radic-xk) no
Brasil hi true. trout pe-
Ia vez pars a
America Latina o mater
premio internacional da
cadeia. o Golden Arth
Award. Pinho foi urn dos
caw= cscolhidos como
melhores franqueados da
rode, depois de conconer
corn outros 2 500 can&
dams de todo o mundo.
da CalifOmia ao Japao.
Corn suas lanchonctes.
Pinho se destacou n.io so
por was ideias prornocio-
nal% mac tambem ganhou
rxxa aka nos quesitos
qua/idade, limpcza. servi-
co. lucralividade. marke-
ting e treinamento.

Dono de duas lancho-
netes. ele ctxiseguiu. cm

I

O McDonakl's de Duque de Casias. o pri-
rrkiro da Baixada Fluminensc. tamhem faz
bonito: o franqueado espera chegar ao lim do
ano corn uma saida diaria de 5 003 sandui-
ches. Pan atingir essa meta. Pinho dour asas
imaginacao. Toda sexta-feira a noite. no patio
intemo da Iola corn area total de 2 500 me-
tros quadrados. promove shows de chorinho

II

eferwido anualmente aos que rtgistram de-
semr.-:stbo extraordinirio. Aka) disco. preci-
sa st:r um parceina AAA. ou scja. corn con -
ceito maxim° nos critaios de qualidade. scr-
vico e limpeza. QSL. Essas notas sao atri-
buidas mensalmente pelos chamados con-
sultores de camp:). incumbidos de inspecio-
nar as lojas. Corn check lists detalhadas,
des verificam cada item da operacao das
lanchonetes. No fim do ano, todos os de-
partamentos do McDonald's avaliam lucra-
tividade. marketing. treinamento de pessoal
e investimentos. Se algo estiver fora do pa-
drao A. o franqueado nao recehe indicacao
pan o Golden Arch. -E urn processo rigo-
roso. pcemiamos quern trabalha
em nivel de excelencia". afirma Baines.

SONHO Esse patamar so se alcanca
corn muita dedicacio: Pinho trabalha 10 ho-
rns por dia. Ate sua mulher. a tambem por-

tuguesa Maria Amelia.

. efi
r k )

_amkm-

de 36 anos, entra no ha-
tents. E ela quern cuida
da administracao. das Iii -

nancas e da informatica
do escritotio. "E muito
trahalho". diz
que ji se acostumou a al-
mocar apenas um Quar-
teinio ou urn McFish.
duas esuelas de primeira
grandeza do McDo-
nald's. Mas o esforro
vale a pens. H5 onze
anos. Pinho era apenas
urn trainer da loja de
1panema e lavava ate ha-
nheiros. Depois de oito
meses de estagio. assu-
miu _a_gerencia da Ian-
chonete da Cinelandia.
no centro do Rio.

Amelia e Luis Pinho: eels de hambdrgueres scabs em troleu Galgou degraus ate
chegar a orientador de

ue's anos, quadruplicar a
vends de suidukhes na kija de Ipanenla. A de
Caxias. abena em novembm ckt ano passacio.
tarnhdm ki regisua uma performance inveja-
t el: tie 1 2110 hanibUrgueres vendickis (KW dia

cm ahnl. salon pan 2 500 no mes seguinte.
-0 segredo r encostar a barnga no halcao e
ousar na cnattvidade'. cnsina o empreentk.
dor. P111/10 rode ser considemdo um Iran-
queado exemplar 0 MDtinald's Ipanenta
c a (vim em iolumc Je %codas na arca

Realco. it n:prvsent.inic da main:it:tonal
pan, o Rio tle J.Inctn) c tis F.stados do Norte e
do tit ,rdeste . So Jno pass.itk). te. um Laura-
innto de 2 iiiiIhtv de doLucs. 1.3'4 do di.
iihon J cntra nos ealVis de Mies 1,ux'tx+-
oktcs da catkia no tintstl

'of 7! .

corn gnipos locals. Nesse% dias. conscguiu are
uma pemlissio especial do McDonald's pus
vender chope. 0 names° I da rode na Ameri-
ca Latina pmmura. ainda. mantcr uma rclac-5°
cordial corn a vizinharica. No Rio. patnx:ina
ac as.scciacirs de hotly hoardine a tie dartlos e
pnamove luaus na plata. Em Casias. qucr
apoiar a 213 mmm da ecola de samba Grande
Rio. Pinho ajuda a melhora a smagem do
sisterna". dv tionnan Baines, vicen.-sitlen-
te da Realest.

Nati e tact! chegar ao time dos inclhores
Inu)queatkvs iii ask. Para ser intlicado p.tra o
Golden Arch concedtdo a cada tktts ;00%
. 0 1111rItille.kl0 1.10.! ter polo mcno iris
Outstanding Att ant Peritnnance. um tmicu

e E Y. 0, c_ 2 .2. .

marketing. em 1987.
Meu grande sonho era ser urn franquea-

do". lembra. 0 sonho comecou a virar
realidade quarklo o portuguEs recebcu a
prophets pars ingressar no Master Plan.
Atraves (Jesse piano. funcionarios da ca-
dcia transformam-se em donor de Iran-
gums. pagando o intcstimento da retie
coin oc rcsultados das vcndas. Em apenas
dczosto mescs, contra um previs5o mi.
cull de trds antic a moo. Pinho tornou-se
proprictario do McDonald's dc Ipancrou.
'Foi uma eniocao sty comp:in/vet ado dia

do recchtmento do prdittio". dir de. que
Jgora etaheleceu sua prli%IM3 1111:13.
nhar outro Golden Arch e scr ti melhor do
mundo

3 7 BEST cor AVAILABLE
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CASO: McDONALD'S

1. Interpretacao/Discussao.

1. Lela o titulo, o sub-titulo, o primeiro e o ultimo paragrafos e encontre o conteudo do texto.

2. Vamos ver o que o McDonald's fez, onde e como.

3. Quais sdo seus concorrentes mais ferozes?

4. Ao que se deve o sucesso da rede?

5. Como foi feita a aculturacao do produto?

6. Qual é a linha de produtos oferecida? Por que?

7. Qual é a receita do hamburgo?

8. Foi facil a realizacio da receita de acordo corn as especificacoes? Discuta.

9. Descreva o sucesso no Brasil em termos de numeros e em termos de born marketing.

10. Resuma, em urn paragrafo, o sucesso do McDonald's.
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II. Gramatica

A. Complete as sentencas:

1. A McDonald's bateu o record mundial de venda de sanduiches

2. A magia das lanchonetes McDonald's E que vendem comida de boa

a precos e corn

3. As vantagens da came sobre os outros concorrentes sAo:

4. 0 hamburgo é de nacionalidade americana, mas sua origem

5. "Corner hamburgo nAo é pecado, pecado é so corner hamburgo" poique

B. Familia de palavras

Substantivo

nutricionista

vizinhanca

cadeia

Verbo Adjetivo

fomecer

refrigerar

hidratado

cronometrado

pronunciado

39



C. Antonimos (opostos):

fachada

espalhar

jamais

D. Sinonimos:

3

deficit

desidratado

comprador

Em todas elas, pagam-se (apenas) 2.300 cruzeiros por (uma refeicap

leve) porque a McDonald's vende (barato) para

vender (muito) e porque Ryan, alem (disso) baixou

os preps de todos os seus produtos (ha) quatro meses.

E. Exercicio em Cloze:

A McDonald's é uma voraz compradora de batatas. S6 em dezembro ultimo, 250
sairam dos armazens da cooperativa os dep6sitos

da lanchonetes McDonald's. Por via, muito dinheiro entrou na

cooperativa, nem tudo foi para os bolsos seus

associados. Para atender exigencias da McDonald's quanto ao produto
deseja fritar para seus clientes, a esti investindo

pesado em compra de sementes, de teste e equipamentos de

E simples. A McDonald's quer batata de massa branca, que fica
bonita depois da fritura e tern figua para soltar do

que a batata , aclimatada no Brasil. Por enquanto,
compra um saquinho de fritas na esti levando tiras de batata amarela,

a Cooperativa de Cotia ji a plantar variedades

brancas importadas que poderao it para as lanchonetes.

mudar tambem a maneira de o produto. "A partir

de julho, comecaremos a as batatas pre fritas e congeladas",

o engenheiro agricola Katayama, 52 anos, da

cooperativa. A maneira de descasca-las, nio vai mudar quando entrar
acao a industria de fritura e de Cotia. As pequenas

m aqui n as de batatas das lanchonetes deixam de
remover 10% da casca. As muito maiores da indiztria continuark

fazer o mesmo. Segundo a McDonald's, um pouco de casca
essencial para dar gosto mais pronunciado batata

que ela oferece.
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F. Situagio:

Voce é urn executivo de uma empresa concorrente americana. Escreva urn memorando

ao seu colega americano que o enviou ao Brasil para averiguar se ha possibilidade de se

considerar urn investimento neste pais, dizendo se realmente o produto vendido é exatamente

igual ao americano; se nao for, explique quais sac) as diferencas; mencione tambern alguns

pontos que achou interessante nessa primeira visita.
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1C. Caso : Avon
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AVON

1. Vamos recontar a historia da Avon, usando inverfeito do indicativo sempre que possivel,

descrevendo sews produtos.

a. Os produtos do seculo XIX eram. . . .

b. Coo as mulheres se enfeitavam nesta epoca?

2. 0 comercio porta em porta da Avon é realizado em todo o Brasil. Descreva como se

processa o trabalho dessas revendedoras. (Presente do indicativo.)

3. Porque a venda de porta a porta di oportunidade em todos os segmentos?

4. A vendedora de porta em porta tern urn papel importante de participacAo social na

comunidade:

5. Vamos descrever tuna tipica revendedora dos produtos Avon.

6. Familia de palavras

Substantivo Adjetivo Verbo

confiar (em)

amaciar

transparente

expansao

revendedora

desempenhar (um papel)

S3



consumidora

oferta

2

atendida (por)

inovadora

7. Vamos explicar as palavras ou expressoes.

a produtos de toucador

b. vinculo empregaticio

c. via de regra

d. nota fiscal

e. ICM

f. etiqueta

g. embalagem

h. bijuteria

i. congenere

j. calvicie

k. compra assistida

I. em contrapartida

n. brinde

promover

manter

desgastar
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3

8. Vamos colocar as palavras opostas:

a. atrevido -

b. transparente -

c. expansao do mercado -

d. papel-chave -

e. popularizacao de urn produto -

f. prejuiso -

g. impedir -

9. Vamos fazer suposicoes para podermos usar as formas do subjuntivo:

A Avon perdera uma faixa de mercado SE

E possivel que os produtos naturais

Ha possibilidade de que o mercado masculino

E importante que a Avon (testar) os produtos corn os

consumidores.

E que (realizar) testes quimicos de qualidade.

A. revendedora que (querer) ter sucesso (dever)

Se ela (ser) uma vendedora tipica, podera ser descrita da

seguinte maneira

10. Em urn paragrafo relate a sua preocupacao corn uma possivel perda de mercado da Avon

no Brasil.
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