P B 3L GMAT FEEE BT ...

HiE

4/16  FHM A

4/16 b 4/17 FEN B4 BRI =R
4/17 At B4 4/17 ENER HHE 6 R
4/18 A3 B4+ 4/18 ENHR HHE] 7 R
4/18 AL Emk E 4/19 EN B4 HHEI9 X



SRR

2 H

>,
a
s

1.park hill BEITX)

2. financial analyst

3. luxury hotel

4. BERARES %

5. REIEERIE

6. SMRFNZ

7. B BEMFRE

8. cookville

9. 7 gym

10. greentree

1. AL BERER

12. BB SR

AAAAAAAA—\AN—\EE
+H

13. BN EBTFIFAN E T




H3%

1. park hill FIBGMETE R ccvcvvcvecee ettt e e e e s s sttt enb st st entensensens D
2. financial analyst TN o1
3. luxury hotel Y
4, & £
(57 ettt et et et eesees s ea e ea e e e Rt et et et ertentaeseesereereeee et sessee st sttt et
5. HREETEFITET IRIE oottt st sssst s st sssss s s st ses st s s st snn s essnssnssnsesnsan s sensd
6 MMRFNETF ettt et oot eesentersesseesseasta e e et es et ansansensessessessssnstessessesnssanstessesnssassses 1O
T AR BEFFIIGE et ere et e eee e eee e s s sssssssss st ensensenssnssnssessnnssssnnsnnsnnnsnnss L 1
8.cookville P PPPRNS Is
10.Greentree USROS | o
11. WK AR REDR ettt et et et et ertest e s s es st st sa e en et et ersensertestessesnnsn st sasasssenansassssensessessens LB
12 BLAITTIBI TEE I ettt e sttt e st st et et s et n b s s 19
13 BENIEBEFIFANLIEBE  cooveee et ee ettt essss e es st ess s e es st enssss s s snsensessessss s snsesn 20

b
Rl
«



1.Park Hill E)kHXi

>>> A H Rk

— investment firm ({37 plan: PRAZE Park Hill district theatre pizza golfclub iX =4 business it P 4EHR R Fr LAIX A firm
WATHAE | district 51X =FF business Jf H AR require customers — il special program /& 7F 9 5 I8 97 5 7 LAFE 35 = R 3R 15
discount iX/ firm FE15IX T plan 7] LA$E & profitability

>>> B

The following appeared as part of the business plan of the Capital Idea investment firm:

"Across town in the Park Hill district, the Thespian Theater, Pizzazz Pizza, and the Niblick Golf
Club have all had business increases over the past two years. Capital Idea should therefore invest
in the Roxy Playhouse, the Slice-o0'-Pizza, and the Divot Golf Club, three new businesses in the
Irongate district. As a condition, we should require them to participate in a special program: Any
customer who patronizes two of the businesses will receive a substantial discount at the third.
By motivating customers to patronize all three, we will thus contribute to the profitability of
each and maximize our return."”

> BEER

1. #5925k PH #iX 5 1 #XR[E], 7% PH HXEKEHAY business £ [ #iX A—EpkE), A,
habit %R [al,

2. R GR - B IX =F business k), IR XFFER —FIEMA—ERERKLS), EEFZ
JEAE ., HE, IRFEE,

3. ARPER A - AMEIRGE =N, st s —E SN E A ETE 2

4. Profit FR T HHERAR, HGARAMAR, NeERaik AL AN FTREEIEEINA profit £
g, REE B, P,

>>> BEEX

The argument states that if by motivating customers to patronize all three Businesses of Capital
Investment, the profitability of each business will increase and maximize return for Capital
investment.To achieve this the firm proposes to initiate a program where if a customer
patronizes two of the Businesses , he will receive substantial discount on the third. However
there are several assumptions that the argument is based on for which it does not give sufficient
evidence.

Firstly, The argument assumes that people will not otherwise go to all the three places if they go
to the two places. There is no evidence to support this assumption. For example, certain
demographic groups may enjoy watching theatre, playing golf and may like to eat out as well
frequently. They may not select two out of the three. So by giving them heavy discount on
something that they would have anyways chosen may actually negatively impact the profits.
Secondly, the argument gives the example of the success of the three businesses in the Park Hall
district. However it does not clearly state the reasons behind the success of the businesses there.
It appears that Capital Idea selected these businesses to invest specifically for the unique
combination which they found to be successful in Park Hill district. If this is the case then the
three businesses are complementary to one another and hence they will succeed as a group. So
there seems no reason to explicitly ask customer to patronize the three at the cost of a discount.



In conclusion the argument is flawed for the above mentioned reasons. It can be strengthened if
more evidence is given to substantiate why the proposed program would work. Without these
the argument remains unconvincing and open to debate.

2.Financial Analyst

>>> A H s

Vi
FEANAEHA, B crow head's company IS, Bl SEL, KEEEMIT.

> Bl

fE L% K& — 4 financial analyst X T investment ] memo i Crow's xxxcompany #&fif
youth appral HiL FLAETE outlets SEJIR K A FIFHEFF 125 4™ own retail stores fif PAIX 4™ analyst
AW clients PREE A FM) stock 55— 771l CEO Z W4t 4 rockstar A star power Fll
name recognition

1—20 AWA Crow's Head Clothes

1.3 % s& i Financial Analysis 5 ], Ff FF P K X £ A Crow's Head Clothes 1] it 2
2.Crow's Head Clothes & — ™ %1 4 B9 4 7 Ik 3¢ & . (Jeans, T-shirt %5 ), 2 | #f /2 @ i
retail outlet R85 E, HLE A ) € 7F 4 ¥ Bl B KB shopping mall FFi% 125 K H B
35—/ 35 44 1 Rock star SRIFATLHT CEO, XA Rock star IEH 2 HE-H N E MW

—[AnYfi “Crow Head Cloth” 1A ®], &L AFIEITE mall FILAEEE, REAEH KRS, £F
/DA (Youth Market) #BAZIRSZXMCGHY) . XA %, Management Team X Ud, FATTHRIFT™
gk, ZHE 125 > retail stores arcoss the states. i35k k15 5 KK A4 B AN A I o

Management Team i A B BRI VH 20 8 L KM 0%, 23000, ARVUEHE M 7. XMAFKD
#— Lady CEO #&“Former Famous Rock Star", CEO 420 i i 4 58 1R A F h i,

FETIE AT CEO i 4 4 ik & 1R 2 W ) o

AL (GEHAUNIZ LR TT): () R E WA Bloomberg TV, AT LUE 2 MV iy 4
b E

1. JF—[8] Retail Store A (Fl4:, %1%, A&, VM, Training, Supply Chain, Promotion)

FZEW, EEIF 125 5K, cash flow #AILIA....

2. Management Team IEANUNFEIX SLERF5 N FIHT 72 i BB % /customer loyalty/#iFR P2 f 28 . 4]
FH T A&F + Hollister & Co.fELLMT  (i%%#:), fashion garment industry Wk, &7 LLA H&M Al
Alexander Wang 1] cross over WY, Zara {12 KL% .

3. A &I S Rock Star CEO, B i FH SR AR ALV 8 2 AN K. M) 32 2 1T H %% branding 1,

A LLTE Marketing ) 4P b [HI i flCC .



3.luxury hotel

>>>EZ W

VAl
finance director 1V %[ 4 [RAERL, &% convention centre 5531 [ A4 5 o 10 5% S0 5 HEYY
Jil centre &R, SRS, WORBUL, R RAT LS8R

V2
Convention Center [ffi/T 5% 2 B S22 EIR AR, [N AiE e N HEE S SRR A, vl LIS InBURFIL

V3

— /T B [ Finance Director [1— Bt :

“B I T NV IZ AL center 7 luxury hotel, [A24 luxury hotel 1] DLl guests pay more fee than the
conventional hotel ZX 5 iXFEs AT LIEANIRTI Y tax revenue JEHI T IKTHHY tax revenue J5 local
residents would not need to pay more for the total tax revenue. & 2415 Y BT center Y
hotels H ¥ T 50% of the capacity, /%, luxury hotel 5, 445 £ [ guests 153 {EAE luxury hotel,
M SZFE R T2 2 1 350 tax revenue.

1 H1k4E 4 Finance Director Z5194)+ (Git2 2401 B 50%capacity) 1B Finance Director [I¢ %
WA A4 0]

V4

FZ T luxury hotel ARES!!!

N AT N T B0 tax revenue, UM E4STE convention center  (Bfi7E 2 conven $TLf{—
/~EE1E) ,which produce goods and service ,55i/11& luxury hotel, AP/ NERA: — 7 HEIE G| out-
town visitors FSEIAY), T LLF(E local people 2 FL. —J2iXLE visitor {E4E luxury hotel &R
TR 28 CRMEE B 21X FF A Ak — i H 22 200 1, (HXTXLE visitor 224/ 400, tiufi]
W) o S GBEX PR T AT LASE ) tax revenue

V5

VLA ME A 7 SCHUBLUR H AR, tax revenue increase, FTHELFIE— SN, B Alb
AAh<EHUL (convention center) ZHAIMBE AR, IXH S A UCREKHE L goods ]
service, The more shopping, the less local income f+ A4, FAalL T, Al E—7 the
more ... the less. ]3>l [ out-of-town tax, T tax Yo A, A LAAHE Ak ] LUR s K2
Bl T, BUSCHEPR X Leshii 5 KB 1o 55 4MX D convention center HAT 50%1ff =, IAA
AT LA, A AT B B A s R . B — Mg, EsElE A E
inexpensive 5 AJHZRRESIHEOR, AEATTEAMZEE, B



>>> 2% B

LIRRRFK A B luxury hotel AN—EREIAEI B EFHX—HAY, WERMAEIINZ)E, HEA
BN PN FERRITC i 88 AL o

2 MRS AN S NSRRI W Eh AT, (2P IR BUA BRI A S
WNBA 2ZHBRIRA, RS UERRIXAER] hotel faf, A5 FEAEMESL luxury hotel Z i
MR IR A HERT R,

3 RIR: B HAB I ER, BRI Z SN

4. BEFL AR
>>> 4 A J5itf

By

U — N AEIHA PR EIL, — MR MR, DRSS RO VLA it K e B as i T
THEMS, PrLAEERAAR time-consuming JEHIH, & FRZEST RAEE AR A2 4 L hidfe kK
PR IERREEAE 4, X EA R s TR B SRt 1

>>> FZ

V1. — PR ARG S-S SRl R . 2R RO R ST, A AR A= 5
MEZEEAAT L, rLER . il SR, 1A LA~ gt g 4277, FrbAAR
A%, T EAR SRR DA T 2 R i DABRFE AR N mlih B EBUE S R AR, I Y
SEAERRAR T SO 56 5B R AR T, IR A AL RE AR B 2 S BRG]
ESRRINEE =S

V2. HPEEIE L4 77 A5 two production lines, T T.28“E 7= luxury motorcycles, but the
production requires more expensive material and longer time; &% A Z¢4: 7= standard motorcycles, .
INEVE cease S HEZEA: P74 in order to produce a great number of motorcycles more efficiently and
get more profits.

>>> B B K

1. JoARME S A8 DAREERIE D, R 28R FEA—E L mi R RE S, REE
PRIUEHFHR L standard line DUS AR =1 BEFE 440 20

2. RIS R: BR TS REE R 2 FEAN, BN & ()M, — MR Ea A O
FEhh, SRR E R T LA AT, SRS, T LA SR L 1R ()43t
KIGOL, TR AT BRI EERT &,

3. {HEHF LW ARH robot A LUE IS, AR THETF 24 HuBUR Rl (7R, SR15 5 2 ik
Ml



5. R 3= JEANE R

>>> K H R34

YECERINE B AN, k5 clothes shop ZHEE F A1 music shop —F[1 radio advertisement
1, RBE THRAAR i, JEIRFEHT— KRG ......

>>>

A RREE 2% U2 the owner of Carlo's Clothing store FHEEZF{/7 the music store at next block [

BAETE, the music store Z {3 7| radio advertising campaign, T Z5ligii T foot traffic, fH

HF music store L SETE, 4-4F boost sales and profit T o #XJ51% 171X clothing store f

past three years #1345, A4 music store IERREEIRIR T RALEX M EEIEIL T oo0)
T2 clothing EARLAEK — 1~ radio advertising A FFIFFAR (XHEEAFHE T T, HNeth

TEf— campaign, H 15T radio advertising) o

>>> 25 [

The following appeared in a memorandum from the owner of Carlo's Clothing to the staff:

"Since Disc Depot, the music store on the next block, began a new radio advertising campaign last
year, its business has grown dramatically, as evidenced by the large increase in foot traffic into the
store. While the Disc Depot's owners have apparently become wealthy enough to retire, profits at
Carlo's Clothing have remained stagnant for the past three years. In order to boost our sales and
profits, we should therefore switch from newspaper advertising to frequent radio advertisements like
those for Disc Depot."

>>> 27 B B
1. §%15%251L: DD music store 5 C FARIHIE IS AT Lk, RAEBL S AER C ORI . 35 cd f9



A& radio T, (HESAMRIN AR il i radio Sk T AEA.
2. U BB ARERRE N K U s &g, T —HE s — & AL
3. KERE A ‘]ﬁﬁi}é%éf”%'ﬁk%gi‘kﬁ%%%%?\o Other factors other than the radio

advertisement that may contribute to the business growth of Disc depot should be considered and

ruled out. FLUMEES, 1 1 IH 2 HUE3h55%.
4. FEIRLI-B RN . —SE R A AR AR H

6. FMRFIZ DT

>>> A A 716

AT E i”ﬂ?ﬂ%%}fﬂhi Rt M 7 285F, FrCABREESK T C il NE AT T EEAR A AR 15 0 !
AIRRAE B AT LA 5 T

BEEHE TR E LSS ! !
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>>> & H R 46

T —/ME community center Ji{ exercise machines to maximise fitness level of residents [, [}
H N4 EH frequently feature bodybuilders using the machines, which frequently sells out,
according to the owner of Skyview Newsstand.

>>> %1 J7

The following appeared in the letters-to-the-editor section of a local newspaper.

“Muscle Monthly, a fitness magazine that regularly features pictures of bodybuilders using state-of-
the-art exercise machines, frequently sells out, according to the owner of Skyview Newsstand. To
help maximize fitness levels in our town’s residents, we should, therefore, equip our new community
fitness center with such machines.”

>>> 2% B

1. TR ES: MM ESZ5E=MM [f] ] B # X =exercise machine R A H, 24 &ELAF ISR FEA
— B AT XYL, RTGERei 5, S ANERGEE . X ESHOF
7 machine J& FATT {5 5k BE KBl

2. Jii&E: Skyview M E TG &SR HAL?



3. From fiid: REERE, IREHRAERFOVES AWK, ATRERFDV K, ARG
AHMSAER R HfER, BAREEIZEIANMS SRS 5, E2Eaa8r. B
2 SRR R B AL A AN 32, A B N SEI QD%EEXJ\%‘KTEX’K, 753
A A E N EXzE S, BEARRNSEZH, AR Z AR 2 K 25
M 7 o

>>> ZETEIL

In this argument the author concludes that the new community fitness center should be equipped
with the state-of-the-art exercise machines featured in Muscle Monthly magazine. In support of this
recommendation two reasons are offered: (1) Muscle Monthly contains pictures of bodybuilders
using such machines, and (2) Muscle Monthly is a popular magazine, as evidenced by the fact that it
frequently sells out at the local newsstand. This argument is questionable on two counts.

First, a major implication of the argument is that the bodybuilders pictured using the machines in
Muscle Monthly magazine reached their state of fitness as a result of using these machines. The only
evidence offered to support this contention, however, is the pictures in the magazine. It is possible
that the bodybuilders pictured use different equipment for their workouts and are merely posing
with the machines for advertising purposes.

Second, the author assumes that machines that are suitable for bodybuilding will also be suitable to
help maximize the fitness levels of the town’s residents. This assumption is highly questionable.
Machines designed to increase muscle development are significantly different from those designed
to increase cardiovascular fitness. Consequently, it is unlikely that the machines pictured in the
magazine will be of much use to help maximize the fitness levels of the town’s residents.

In conclusion, this argument is unconvincing. To strengthen the argument the author would have to
show that the bodybuilders pictured using the exercise machines actually used the machines to reach
their level of muscle development. Additionally, the author would have to show that the machines
were suitable for increasing the fitness levels of the persons using them.



8.Cookville

>>> R AR\

#ESLR — production manager 282 overall cost reduction. f8F T —/MAY Cookville B T &

advanced&efficiencto MR EM I , cookville B marginal cost for drill bit is 30% less than other

factories. in order to achieve overall cost reduction, the pm decide to shift all drill bit production to
cookeville.

>>> E R

From GMAT AWA TR - 2010

The following appeared in a presentation by the chief production manager of a machine parts
manufacturing company at a management meeting:

“Our factory in Cookville is our most advanced and efficient. It is capable of producing ten drill bits for
each dollar of production costs, whereas none of our other factories can produce more than seven drill
bits per dollar of production costs. Therefore, we can reduce our overall drill bit production costs by
devoting the Cookville factory entirely to drill bit production. Since reducing the production costs of
individual machine parts is the only way to achieve our larger goal of reducing our overall production
costs, dedicating the Cookville factory entirely to drill bit production and shifting all other machine part
production to our other factories will help us to attain that larger goal.”

>>> S EB K

1. T REEE : although C produce more bits per dollar, the reason may be that C has high- skilled workers,
total new and high- quality machines, or less amounts of orders thus entirely shifting is fallacious, the



results may be that the workers may be too tired and have too much burden, the machines would be worn
out, and all this could contribute to the lowering of the productivity.

2. B MHESZRM : The only way to reduce costs is to reduce production costs: the management assumes
without further more evidence that reducing the productions costs is the only way to enhance cost -
effective production process: AJEA train workers , 5|3 new technologies, EHi4EEIHIRE , #8
management strategy...

3 . Gratuitous assumption : shifting the production of the other parts to other factories is the appropriate

way to go iFEFHliE Z fF cargo and transporting fees would roar E§ sporadically 23 %8 ]~ AT LA
Brts | SRE— DR FEE | A shifting ZEHFIMRAIZRA |, = huge expense, may
not weigh over the elevation of the productivity

4. Gratuitous assumption : Coikville factory entirely to drill bit production will reduce our overall drill bit

production cost. Perhaps, there are only one or several skilled workers who are can product them drill bits
for each dollar of production cost. And they have already reached their full potential.

5. % BZ& & production process as a whole, 2| : AIgEE T REMERIEERRAREY , MEE
HMTRTT M EIBIAY factory & H IR,



9.7 gym

>>> A AR

BHER : — town B —" manager [8 town council i1 , BIF—IHE , LEBRGEHALTRE
BENAEZERNTREMEDT —¥. ATEDBUFHE health insurance FEIMIF AR HLAHE ,
BT RIZ[E4EF B B municipal ( XA TIARLLE T HE XK ) employee 1214 gym LEAA18 G , LU
> group health insurance B9 FF 32,

>>> EW

X ERRENMNAXRT—NEHEALAE , EIARRAERBREHA LT RENAERRER
FRARRIAERAATRHREFNREFRENERN , ANXHEAJUBRIRERRNZE , #8
AUFPERE, BREXIMKE/RERESHW , LB ANAT —ERXEHNRET S
HEERERNE ? EARERREEN , ATANERED ? EARERD T RERRA T H
R—ERBFEMELD ? ttARSEMNERE , EAZIMHRZHBBENEERER , KRAL
EEBm~

s TREAN , EEBENABRERBDTTRENA. PIEL s I EHE— well-equipped
gym, MBI D ETTRER cost , BAPH cost AJLLATHHER (HERATRIEEH |, i2F
BT %

PEXRPALEBEN ALLTBRENADEERT 50% , FTEA— manager ITERMH— gym,iX
HARERBENETREBAMSEL 50% , BRZH gratuitous assumption

a memo to city council from a business manager:

Research indicates that 4R GH A LLR B4R GEH AE R F hospitalized. FTEAE , AT town BEE

—N well-equipped gym , XEEF AT LU A health insurance coverage, Ex4& i AJ A balance town
budget

>>> EH R

The following appeared in a memo to the Saluda town council from the town’s business manager.

“Research indicates that those who exercise regularly are hospitalized less than half as often as those
who don’t exercise. By providing a well-equipped gym for Saluda’s municipal employees, we should
be able to reduce the cost of our group health insurance coverage by approximately 50% and thereby



achieve a balanced town budget.”

>>>SEBRK

1. AIBUAE : research WHEARRE, SRitHREEEZERA , TERIEAREREE—ENSE
i 8

2. BBBERR  AF—ERMT gym AIMESERS , AT EBRERKFE2REH,

3. AR XZE : (1) insuarnce XY tH1F 2 emergency BV1ER , BIEIRE T BB KT b FeERIE
BRIK cost Q)TRERFFRTEISHE , hiF B SHRBETR , KRFHESTHESE,

W

>>> BETEX

In this memo Saluda’s business manager recommends that the town provide a gym for its
employees as a means of balancing the town’s budget. The manager reasons that since studies
show that people who exercise regularly are hospitalized less than half as often than those who
don't exercise, Saluda could save approximately 50% on the cost of its group health insurance
coverage by providing its employees with a well-equipped gym. The savings on insurance would
balance the town’s budget. The manager’s argument is unconvincing because it rests on several
unsupported and dubious assumptions.

First, the manager assumes that Saluda’s employees will exercise regularly if a well-equipped
facility is provided for them. This assumption is questionable since the mere fact that a gym is
made available for employee use is no guarantee that they will avail themselves of it at all, let
alone on a regular basis.

Second, the manager assumes that Saluda’s employees do not exercise regularly. Once again, the
manager offers no support for this crucial assumption. Obviously, if all of Sauda’s employees
already engage in daily exercise, the hospitalization rate will be unaffected by equipping an
exercise facility and no savings will be realized on the group health insurance.

Third, the manager assumes that there is a direct relation between the hospitalization rate for
employees and the cost of their group health insurance such that a reduction in the
hospitalization rate will result in a corresponding reduction in the cost of insurance. While this
may turn out to be true, the manager has failed to offer any evidence for this claim.

Finally, the manager assumes that the cost of building a well-equipped exercise facility will not
negate the savings realized on the group health insurance. Until evidence has been provided to
show that this is not the case, the manager’s plan is unacceptable.

In conclusion, the business manager’s proposal to provide an exercise facility as a means of
balancing Saluda’s budget is not convincing. To strengthen the argument, evidence would have
to be provided for each of the assumptions listed in the previous analysis.



10.Greentree

>>> A AR

Greentree £E T ZE cut costs. Plan: lay off 10 employees per store, eliminate expensive
products and free samples , partner with cafe. £ ZBE 1 |uxury experience: expensive goods,

excellent service. Survey S 7R greentree fl cafe B MM E P EK. 4512 : FF5KL27F higher sales and
profits

>>> E N
V1.— WY Greentree /AT , sales IAE| T TNIE{E R profit ETE , EEERBMNIZE cut cost B ,
BRATRAPIBERESHES , FTAEME cut cost EHMRTEELL A RFERE low, RERLE
3 lay off employees in 10 stores and eliminate luxury displays and free samples 3K cut costso ( FREHR
—ARNTREESHRASLEHANCLER , EEEENOBREERHLAN , 57- -) E=
MNEMERE partner with Cabarbet Coffee Cafe , X ZRUMIBE[ERAIE Greentree [ERMVFIE. HF—1
recent survey showed Greentree and Cabarbet I%5|HYBIERALL , FTUAFIXZR cafe SETRTLAE M
new customers , kT3 0 sales M profit,

V2.—/ grocery HIFTEREE , FREHMAVEREME TX luxury & ,( PEEE—IMRERER , =id
T ) BRATTABRTRERE 10NERTEE - CEERNE RRAEERN... . ARAT
RIFEBRENBTCRUIEZER , IREN - WBEESHE , RN —BAEE "YBEEREBES
( FBEENMARRE , =7 ..... o grocery 3G MBESE S 1E R 1% 7T AT R FERFA
V3.Greentree Grocer @ —REBRMBNRKIE , ELKTIF. B AR L HDRAL AR E nFE,Hl
BRANFRZ LEBRERD 10 BAT 2RPHIINFRNE ML, H EM Cabaret Coffee
Café EELLBEEZFEIERNTUMLET , BN Greentree Z2t&JEM Cabaret MIBETHEFAEE —HN,

IX¥EFLBE bring the company back on the track to higher sales and higher profits.
va

HHWR— 1M ECRBENEEANECENRAETR, TRRERRH ML —L free samples 3K
TARA , BRA TREEMBANBE , REM— coffee cafe & , EBIEEFT —MR/IEYIE
AR cafe A, ARWANEIEH attract MEWME |, ATLUE R IA R X BE A5 By [E 2 18 hss
B, ARERX#ET

V5

—NRF , ABRERARZENEBCHME&REER , EREBCFBETET , A THIDEA,

WREIMEFIERNKE, — P MEBRA , BREAM 104, MBEUE T 2HE M free sample , {bi%m

PEB, FZANREER , N T offset LERIREE , NARDEZMYLET &4 , iLERHE , MENER
BRET L, RIEFEE cut off costs , REERSIERE T , HEMFE—ERK



>>>SEBRK

1. BREE  BAOEYMBRAT —EREELE cutcost WBE K ; WA R Y BIF R best-seller , HAH
RIARLSSBETEIMREL

2 EFE  XHPRIT arecentsurvey , SELIFIRR survey Y EAE 2 LL AN sample size

3. {RIZ , AIBE Greentree M cafe MY customer B 2R —FEA |, cafe BY customers BAFATtH 2
Greentree 97 , # cafe SYETEEI I new customer

4HARRR——BHME : KIELFFRFBFRENE Competiton , HE market as a whole TRS,
FTEUR 2 AT — BB Flo

£



11.WAEBEER

>>> 2R A R 18

ECRETZ—T HEHZ —NAET — newsletter 45— ML M B9 B 122 B3 E O M mining technology
3% renewable resource LT , B mining WRLEF HEREK BRRSIE (FER2XE , BRI RK
Bo o o o ) M renewable resources AT HZFBERAZFR/RIMIRAFE , FILLUXMEE NN KR ZEH
N R T 2B EAREEAKE B3

>>> EW

V1.22 B #3275 M mining technology | renewable energy Blastcom Corporation 9 —$44 stockholders
B9 newsletter. &I mining technology had a big drop last year. fE R BEJR N B], BA1ITEE have scientists
JLHFEE efforts £ 2B E renewable energy technology research. ARG E A Ze3EEIRAY 2 BlIE &
BR ALt E B3R 5 .45 B 2 guarantee no decline K F KR stockholders 3K stock.

V2.Due to the decline demand of the mining technology, all the related corporations are suffering form
decline of profit and sales this year, including Blastcom Corporation. Blastcom Corporation is considering
adopting one growth strategy: to shift some of the researchers from mining technology to the renewable
energy technology, the demand for the renewable energy such as solar energy. Some of the prominent
companies which market the renewable energy are successful in recent years. Therefore, it is guaranteed
that company Blastcom will also be successful in the future by providing renewable energy

V3.

Blastcom Corporation E1LFFHE B A & MFFZE mining technology switch to renewable xx technology |,
R AFE L TIEE A mining technology demand BB A TFRE, BREME T, LA renewable
technology B9/ B TE &L JLE &R successful, PTEA B 22 BI#E{E K AT switch to renewable technology —
EQBANERELFH,

>>> 5E B

1.581REKH : BIKRL T renewable energy I TR K B LN FtHE KT

2.7 & renewable energy BENMTUEHELR , U FERRZINMTULEAMNESRLAHEF

3. profit WEMARRSL , BMEZTWZE profit HiFF , B XEZRIELREBEMFARE , RER
renewable energy 1Tl 2 profit BT &Z M

AFTRARKER  HttARIEERN A RRBFFT RN MM , TR EMER |, LLwgiLFEE
RERXBFEFE

5. & Blastcom Corporation 3B 32 /5 [ EER guarantee no decline , 8K stockholders —EE
A, HAbAY L B BER guarantee increase NfE



12. B30T FE S SR

>>> R B R i)

—NERELXTN Memo , TERBWATIRAEHRME LS SH ML XSRS T E M E B0
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V1 Argument : —“ motorcycle manufacturing company 8 market analyst 7R advertising on social
networking websites has been inefficient. In a survey of ONE such website users, 1T T LET
website EBIT X~ M, M advertising on television and radio(?) EEMH. AN REEMNETIT
television F radio /& HIFB—4F | sales of motorcycles rose 15%. In order to earn more PROFIT, X4
analyst TA 2 B R 1% discontinue advertising on social networking websites, JFiX /MY budget FI1ETE
television F radio B9/ & L,

V2 K B2 motorcycle B , FEREXNMERER , MW RHI T —MHEEW radio | & , &
H; profit FLlE EF , BHEREMIZDIRA newspaper LW 8 |, Z#f radio BT &,

— MBI AT ANAR DB ERRNE LR ERRAN. RN -—TMEEEE RAXEM
AANSBTRERLAN EEWRMR"R. B/, EBW B LEB ERFBALAT (FHE
XM ERT I EFEAREA.. BERERXMEET==) Elt , RANZEIEEERME LRE
HEMERN BERK,
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1. FEEBEEE : — survey of such website , X BIEHXMIENEMEMER | XA survey WAL
GRREBAERA,

2. ARXR-BIRER : 70%0 Mt AR T ERKEHHANNTE M sell specific product FRKRS &
REMR , RATBER 30x Rt/ HENABREBERF, , A REAKS B AT SHABL AN
Mo [XNMRELTMNER , FXBERTEEEHREMGKE , BREZLKEFEH]

3. ARXR-ZHME : 2B —FRE T 15%%E = 25%K sale T —E R radio M television £
S EERN  EEREMER , LB —FHNEESHBREAIES,

4, HIRIEER-NE . 2BIE—FERMAE radio M television LM EHERRBRFAEFRRIEE
radio M television L/ &M R B , RAEAEZM HFRAZAKE,
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VEZ e T — AT E DN ERAY SIS - ERE (university hospital) HCFASEERE, & E RSS2,
JER T LR E B, B¢ T LR, LRI RE AR S
V2

university hospitals i &
Ui university hospitals % # #- X 8¢ FLA [E BT 4t

>>>E i 7

The following appeared in an article in the health section of a newspaper.

“There is a common misconception that university hospitals are better than community or private
hospitals. This notion is unfounded, however: the university hospitals in our region employ 15 percent
fewer doctors, have a 20 percent lower success rate in treating patients, make far less overall profit,
and pay their medical staff considerably less than do private hospitals. Furthermore, many doctors at
university hospitals typically divide their time among teaching, conducting research, and treating
patients. From this it seems clear that the quality of care at university hospitals is lower than that at
other kinds of hospitals.”

TRARH R el B A SCES

A AR UL A R E B e AL B R N R B S AT, X ANEIEE TR RY,  FRATHE XA R E
B 2 FANERE, DR 15%MIEL, WEFERRRER 20%, SAEFEENMZE, 47 03 LR
WA ANERERIRZ, mH, RERFAERRE AR ATIN 05 8, ERIFEMER LTS M
e RT B B HHORSA R B A AR 95 o7 2 bl HoAth = e
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1.false analogy : ‘R FERE G- A HMLEFAH L, RFPER G HALER A 2 A AL, Gl e
o BEAFE L, FrEEGYE AR L%

2R, DUREA : U —A region B96I -7 sEHE LT A B R FIEBEA AR 4F, 1XFh generalization f&
#X AR 5 It is entirely possible that X 4NHi A9 HUE — MR, ARAG AT RETE N B HEF K2R BEpk
PRSI = TN

3.low success rate J:- AR {XF low quality of care (Z0fR] 1 W& R FFTEE AR ARG IE Lix—&, ik
FEBE R AR AEAE, AT TR, A E B AR A RN, ISR E Y
success rate £31)

4. LB, SRFEEIE, BORGBFR AR —C WA R, wTRei@Efler, #Bim AL, &
PO BT A
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In this argument the author concludes that university hospitals provide no better care than private or
community hospitals. The author bases this conclusion on the following claims about university
hospitals: the ones in this region employ 15 percent fewer doctors; they have a 20 percent lower
success rate in treating patients; they pay their staffs less money; they make less profit than
community hospitals; and they utilize doctors who divide their time between teaching, research and
treating patients. This argument is unconvincing for several reasons.

The most egregious reasoning error in the argument is the author's use of evidence pertaining to
university hospitals in this region as the basis for a generalization about all university hospitals. The
underlying assumption operative in this inference is that university hospitals in this region are
representative of all university hospitals. No evidence is offered to support this gratuitous assumption.



Secondly, the only relevant reason offered in support of the claim that the quality of care is lower in
university hospitals than it is at other hospitals is the fact that university hospitals have a lower success
rate in treating patients. But this reason is not sufficient to reach the conclusion in question unless it
can be shown that the patients treated in both types of hospitals suffered from similar types of
maladies. For example, if university hospitals routinely treat patients suffering from rare diseases
whereas other hospitals treat only those who suffer from known diseases and illnesses, the difference
in success rates would not be indicative of the quality of care received.

Finally, the author assumes that the number of doctors a hospital employs, its success rate in treating
patients, the amount it pays its staff, and the profits it earns are all reliable indicators of the quality of
care it delivers. No evidence is offered to support this assumption nor is it obvious that any of these
factors is linked to the quality of care delivered to patients. Moreover, the fact that doctors in
university hospitals divide their time among many tasks fails to demonstrate that they do a poorer job
of treating patients than doctors at other kinds of hospitals. In fact, it is highly likely that they do a
better job because they are more knowledgeable than other doctors due to their teaching and research.
In conclusion, the author's argument is unconvincing. To strengthen the argument the author would
have to demonstrate that university hospitals in this region are representative of all university
hospitals, as well as establishing a causal link between the various factors cited and the quality of care
delivered to patients.



