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1 INTRODUCTION

The main objective of this thesis is translation of economic texts -
particularly three extracts from annual reports — with a commentary and
creation of business glossary.

This thesis consists of two main parts — theoretical and practical
part. In the theoretical part we describe the fundamental knowledge of
theory of translation. The theory of translation is complied mainly on the
basis of two books of two Czech significant translators — “Uméni prekladu®
by Jifi Levy and “Preklad a prekladani” by Dagmar Knittlova. Moreover,
the theoretical part deals with the process of translating, problem of
equivalence, translation methods and types of translation.

Next chapter is devoted to the functional style of the selected
economic texts. A dividing of functional styles can differ according to
various authors as particular functional styles are often blending.
However, we assume that most economic texts are written in scientific
style (or specialized style, technical style). We characterize the main
features of the English scientific style according to Dagmar Knittlova.

As the translator is required to have knowledge about background
or context of translated text, another chapter is devoted to the introduction
of annual reports and their characteristic features and main purpose.

In the practical part the theoretical knowledge is applied on the
translation. As mentioned at the beginning, the main objective is to
translate selected economic texts. For our translating, we chose three
extracts from annual reports of three different international companies —
particularly the American foodservice retailer McDonald's, British Airline
Company easyJet and the major UK retailer Marks and Spencer. The
three selected texts are from various parts of annual report. We assume
that the main translation problems of economic texts and as well as
annual reports lie in a large number of economic expressions with zero

equivalence. They have usually very narrow meaning and our task would



be to suggest appropriate Czech translation for these words. Also, there is
a presumption that expressions with zero equivalence in the Czech
language remain in many cases untranslated i.e. loanwords would be
used as the trend of adopting anglicisms in the Czech business language
naturally accelerates due to the process of globalization and
internationalization. The particular problems of each translated text, which
occurred during translating, would be commented on in the micro
approach analysis.

Before the micro approach analysis, where we comment on the
target text, we analyze the text from the point of view of macro approach
analysis i.e. we analyze the source text. In macro analysis, each text is
analyzed from the grammatical and lexical point of view. Also, we
describe the source, background information, topic, author, reader,
function and structure. On the basis of these attributes, we determine the
functional style and compare the differences between particular texts.
During the determining, we use the theoretical knowledge from the
chapter dealing with the functional scientific style.

At the end of this thesis, we create the monolingual business

glossary with possible Czech equivalence.



THEORETICAL PART
2 THEORY OF TRANSLATION

2.1 Process of Translating

While early theories put their emphasis mainly on product of
translating, the modern theories concentrate on its process. All new
Anglo-Saxon theories of translation distinguish between two approaches
to translation — macro approach and micro approach. The macro
approach analyzes the author, the reader, type and function of the text or
also cultural, historical or local context. The text is described from the
grammatical or lexical point of view. After this strategic decision making
comes the detailed decision making and micro approach, which
analyzes particular examples, lexical and grammatical structures. Final
version of target text is built. [1]

“Translation is communication. More precisely, a translator encodes
communication contained in the text of original author and rewords
(decodes) it to his own language. Then, communication of the translated
text is deciphered by reader.™ [2] This process can be illustrated as

follows:

Picture no. 1: Process of translating [3]
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! translated by Alena Zelinkova from: “Prekladani je sdélovani. Pesnéji re¢eno, prekladatel
desifruje sdéleni, které je obsazeno v textu pdvodniho autora, a pfeformulovava (zaSifrovava) je
do svého jazyka“



According to J.Levy, it comes to the subjective transformation of
objective material in the process of translating — firstly, at the author's
conception of reality, secondly, at translator's conception of the original
and thirdly, at reader’s conception of translation. In other words, it comes
to the double concretization of objective content of work — concretization
of original by translator and concretization of translation by reader. These
three structures will be necessarily different to some extent, mainly due to
the differences between both languages and differences in contents of
consciousness of both readers. Elimination of these differences is main
challenge of translating. The process of translating does not end by its
creation, but it ends by this concretization, i.e. creation of image in
reader's mind. The translation functions only when it is read. For those
reasons, the translator must take into account the reader, whom he is
translating for.

In the process of translating the knowledge of single theoretical
disciplines are used:
a) the results of comparative linguistics are applied at solving the
relations between source language and target language
b) methods of literary science and comparative stylistics solve the
relations between content and form in translation and original
c) methods of literary criticism are used at solving the relations

between final value of the original work and its translation

J. Levy introduces three phases of translating:
e understanding of the original
The original author is required to understand the reality, which he depicts
and translator is required to understand the work, which he translates.
“A good translator must be primarily a good reader”? [4] The first level of

translating is to understand the text from the philological point of view..

? translated by Alena Zelinkova from: “Dobry prekladatel musi byt pfedevsim dobry Gtenar”



Reading and understanding the text correctly enables to mediate
aesthetic values of the text (e.g. irony, mood etc). Translator should be
capable to recognize, which language means author used to achieve
these values. Logically, this point will not be related to economic texts, as
their aesthetic value is very low.

e interpretation of the original
Also, understanding the reality is important, because achieving a full
semantic correspondence in different language materials is nearly
impossible and in this case the linguistically correct translation is not
enough. It is necessary to interpret the text. In many cases, an expression
in source language has much wider meaning than in the target language
and translator has to specify the meaning or decide for a variant with
narrower meaning.

e rewording of the original
The translator is required to valuably reword the original work and for that
reason the stylistic talent is needed. The problem of translating solves
mainly three questions: relation between two language systems, traces of
source language in the stylization of translated work and tension in the
style of translation arising from the transformation of idea from source

language to target language.

2.2 Equivalence (According to D. Knittlova)

For a long time, the fundamental problem of translation was the
guestion of equivalence, which dealt with the possibility of transformation
of all information from the source language to target language even in
case of grammatical system differences in both languages. The main
principle of contemporary modern translation is the principle of functional
equivalency, which means that it is not important what kind of language

tools are used for translation, but it is crucial that they fulfil the same



function. The principle of functional equivalence is an optimal relation

between translation and original text.

D.Knittlova distinguishes several degrees of equivalence:

1. Full equivalence — the semantic content and extent of a word is

2.3

identical in both languages, they are perfectly equivalent.
Considering the nominal character of English and verbal type of the
Czech language, there would be necessarily differences — e.g.
Slavic verbs contain usually more information than English verbs.
“The translators into Czech should not forget this fact and they
should take advantage of the richness, which the Czech language
allows them in this sense.” [5]

Partial equivalence — at least one part of content and extent of
word is equivalent. [6] English as an isolation and analytical
language has more analytical words, which consist of more parts
and are more explicit than the synthetic, flexive Czech language.
Also, there is a possibility of more equivalencies.

Zero equivalence — the equivalent does not exist (see chapter 2.4

Methods of translation)

Types of Translation (According to D.Knittlova)

The final product of translating is the result of decision-making

process. This process consists of a number of partial decisions and

dilemmas, which if it is a good translation, are not noted by a recipient. “A

quality translation should not be seen as a translation but as an original

work created in the original language.

”4[7] For translation it is crucial to

meet the following three criteria:

® translated by Alena Zelinkova from: ,Na to by prekladatelé do Gestiny neméli zapominat a méli
by vyuZivat bohatstvi, které jim cestina v tomto smyslu poskytuje”
* translated by Alena Zelinkova from: ,Dobry preklad by nemél byt vniman jako preklad, nybrz

Jako puvodni dilo vytvofené v daném jazyce*



1. The final translation gives the natural impression.

2. Translation has the same meaning as the original text.

3. Translation preserves the same dynamics and causes the same

reaction as the source text.

Translated text has to be equivalent to the original on the semantic,

stylistic and hyper syntactic level. R. Jakobson distinguishes in his

seminar essay “On Linguistic Aspects of Translation” (1959) three main

types of translation:

Intralingual translation — interpretation of terms within the same
language (e.g. paraphrase or rewording)

Inter-semiotic translation — interpretation of terms of one sign
system to another sign system (interpretation of music, picture etc.)
Interlingual translation — translation from one language to another

language

We distinguish also between form-based and meaning-based

translations. Under the interlingual translation, the four main types are

defined, the first two are form-based, last two meaning-based:

Interlineal translation — the extreme example of translation, which
does not respect the grammatical rules of target language. (e.qg.
Could you send me an email?: Mohl byste vy poslat mné email?)°
Literal translation (“slavish® translation) — it respects grammatical
rules, but does not respect the lexical level — mainly collocations
and idioms — of target language. Therefore, the final text can sound
unfamiliar. (e.g. have a good time: méjte dobry &as ) °

Free translation — it is the opposite of the interlineal translation.
Free translation respects the source text only marginally. The

register or stylistics is not taken into account and the content is

®> Author's own example — Alena Zelinkova
® Author's own example — Alena Zelinkova


http://grammar.about.com/od/pq/g/paraphterm.htm

transferred freely, which causes the change in the meaning or
distortion. This type is considered to be unacceptable.

e Communicative translation (or idiomatic translation) — it is
translation, which has the same meaning as the source text, but
formal adaptation is natural for the target text. Principal aim is to
preserve the identity of meaning, not the identity of the form.
Idiomatic translation gives the impression of original work.

Actually, to translate consistently idiomatically is demanding and for

that reason most of translated works are mix of above-mentioned types.

2.4 Methods of Translation (According to D.Knittlova)

If the term of source text does not have appropriate equivalence,

Vinay and Darbelnet distinguish following methods:

e Transcription — phonetic representing of a word (e.g. Beijing)’ or
transliteration — faithful representing of a word from one script to
another (e.g. Maotsetung)

e Calque - literal translation of word borrowed from foreign language
(e.g. home video — domaci video, human resources — lidské
zdroje)®

e Substitution — it substitutes one language tool by another one — or
marking of the same thing in a different way.

e Transposition — necesary changes in the grammatical system. We
use transposition, if it is impossible to use the same part of speech
or constituent due to system differences of both languages. [8] (e.g.
famous around the world — svétoznameé)

e Modulation — transfering the semantic aspect of source language

to the appropriate semantic aspect of target language by using

’ Author's own example — Alena Zelinkova
® Author's own example — Alena Zelinkova



adequate means of expression (e.g. romantic breaks : romantické
zazitky) [9]

e Equivalence — in this case, equivalence has another meaning than
it is commonly used. Equivalence uses different stylistic and
structural means than in the source text. Common method for
translation of idioms and emotional expressions — especially
diminutives (e.g. a little boy — chlapecek).’

e Borowing — a word borrowed from foreign language (e.g. know-
how, leasing, software, internet)*

e Literal translation — direct translation

e Adaptation — this method is used for translation of wordplays or
situations, which do not exist in the culture of target language.

However, this method is not used at translation of scientific texts.

Vazquez-Ayora involves also amplification (extension of the text),
explicitation (adding of explanatory information). Malone distinguishes
divergence (you: ty,vy), convergence (ty,vy: you), reduction (Here | am:
Zde), condensation (s modrym hibetem: blue-backed), diffusion

(tongue-heavy: mit t&éZky jazyk) and reordering (change of word order)

® Author's own example — Alena Zelinkova
1% Author's own example — Alena Zelinkova
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3  CHARACTERIZATION OF SCIENTIFIC STYLE
(ACCORDING TO D. KNITTLOVA)

Scientific style is the basic functional style of factual literature and
has informative function. The purpose of scientific style is to provide
clear, exact and relatively complete information. The main
characteristic feature is using of specific terminology and sophisticated
sentence structure, which serve the most accurate formulation of
complicated ideas. As the scientific style appears primarily in written and
monological form and as the content of the communication is
conceptually demanding, it is essential that the text is linguistically and
stylistically clear and unambiguous. To understand the text correctly, the
word order has to be logical and the mutual relations between sentences
have to be expressed.

Regarding the syntax, there is no use of unusual or expressive
constructions. The sentences have logical structure and concentrated
composition, which is to certain degree stereotypical. To achieve
objectivity of the text the impersonal constructions (e.g. passive voice)
are used. Especially connectors and phrases are very frequently used in
the scientific texts. Other typical features are schematization and
condensation of the text. Condensation of the text is achieved through
participles, gerunds and infinitive constructions or noun groups, which are
sometimes difficult to translate.

An important factor is a correct selection of lexical elements, which
are used for accurate transmission of ideas. As mentioned above, typical
feature of scientific style is the frequent using of terms which have mostly
very narrow meaning and are carefully chosen to be the most
unambiguous. Generally, subjective and expressive words are not used in
the scientific style. There is only a limited number of terms in this

discipline and for that reason their choice is stereotypical and it comes
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frequent to repetition. However, as well as the syntax, this repetition and
stereotype is not perceived in a negative way as opposed to belles-lettres,
where the using of repetition is considered to be undesirable. In this case,
repetition and stereotype serves easier, exact and unambiguous
understanding of the text.

Another typical feature is the occurence of internationalism. There
is an effort to preserve the unambiguousness of statements and therefore,
international words are frequently used in the scientific texts. The press of
adopting these loanwords was caused primarily by mass increase of
contacts between single languages. The process of internationalization is
closely connected with the development of our society and nowadays is
rather accelerating. The tranlators definitely play their role in this process
and influcence directly its speed and extent.

We distinguish between scientific style and popular scientific
style. Popular scientific style is influenced by the colloquial style,
alternatively by publicist style and is not very concentrated. Popular
scientific texts try to provide even complicated information in an
interesting way. Also, the sentences are rather shorter and there is
mostly no specific terminology and if there is any, the terms are explained
in the text. It appears more expressive and emotional words. Popular
scientific style has great importance today — it presents the results of
science and technology to the general public. On the contrary, scientific
style addresses a small group of specialists.

Translation of scientific texts is generally considered to be easier
than translation of literary works. However, scientific texts are much less
comprehensible and accessible. Frequent using of terms is considered to
be the crucial problem of scientific translation, on the one hand due to
constant development of new terms (caused by the scientific and
technical progress), on the other hand because their content can be

different in particular languages. [10] Translation of scientific texts
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requires perfect knowledge of a language as well as at least basic
knowledge of the discipline from which translator translates. Therefore,
translators usually specialize in particular discipline. However, every
translator should closely cooperate and consult his translation with a
specialist to avoid misunderstanding. The specialists usually emphasize
the lexical aspect of translated text and correct choice of terms than the
stylistic aspect. However, “..the specialists, who assign their written works
to translating into another language or require the translation from foreign
language, complain very often about the tendency of translators to

1 111] In a very simplified way, the

fictionalization of scientific texts...
scientific texts can tolerate rather the interlineal translation than the free
translation, that is natural, but the information would be substantially

distorted.

! translated by Alena Zelinkova from: “..odbornici, ktefi zadavaji své pisemné prace k prekladu
do ciziho jazyka anebo naopak, Zadaji o pfeklad cizi literratury, si velmi ¢asto stézZuji na tendenci
prekladatell k beletrizaci odbornych textu...”
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4 GENERAL INTRODUCTION TO ANNUAL REPORTS

Annual report is defined as: “..a document published by public
corporations on a yearly basis to provide stockholders, the public, and the
government with financial data, a summary of ownership, and the
accounting practices used to prepare the report.“ [12] Annual reports
evaluate the financial performance of the previous year and make a
prediction about future prospects. [13] Also, they inform about structural
arrangement (organizational scheme of the company), about implemented
projects or business success. [14] “Typically, an annual report will contain
the following sections: Financial Highlights, Letter to the Shareholders,
Narrative Text, Graphics and Photos, Management's Discussion and
Analysis, Financial Statements, Notes to Financial Statements, Auditor's
Report, Summary Financial Data, Corporate Information.“[15]

Generally, annual reports have to be provided by accounting units,
which are legally obligated to have an audit. This involves predominantly
joint-stock companies with higher turnover or cooperatives. [16] The
annual reports are mostly compiled by an employee of PR department,
marketing department or executive director in smaller companies. It can
be compiled also by hired expert out of the company. [17]

Although, the limited liability companies are not legally obligated to
provide annual reports, they use them as part of marketing
communication. Annual reports are intended for all subjects, which can
affect investment decisions i.e. for company important business people,
current or potentional shareholders and investors, financial analysts,
consultants, stockbrokers, banks, investment companies, state institutions
and of course media etc. [18] Moreover, annual report communicates not
only with people outside the company, but also with its employees. [19]
“With this in mind, many medium-sized and large companies devote large

sums of money to making their annual reports as attractive and
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informative as possible. In such instances the annual report becomes a
forum through which a company can relate, influence, preach, opine, and
discuss any number of issues and topics.” [20]

As the annual report is primarily the factual document, which informs
about the financial performance of the company's business, it has the
informative function and is written in scientific (or specilized,
technical) style. However, some annual reports or some parts of annual
report could be written in popular scientific style, as they try to provide

information in a more interresting way.
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PRACTICAL PART

5 TRANSLATION OF SELECTED BUSINESS TEXTS

5.1 Translation of McDonald’s Annual Report

Rozbor a analyza finanéniho stavu a provoznich vysledkl
managementem
Prehled

POPIS PODNIKANI

Spole€nost poskytuje franSizové licence a provozuje restaurace
McDonald's. Z celkového poctu 33 510 restauraci ve 119 zemich bylo na
konci roku 2011 licencovanych 27 075 restauraci (z toho bylo poskytnuto
19 527 béznych franSizovych licenci, 3 929 vyvojovych licenci a 3 619
licenci zahraniénim dcefinym spole¢nostem (afiliacim) — zejména
japonskym) a 6 435 restauraci provozovanych Spole€nosti. V ramci
naseho bézného franSizového uspofadani franSizant poskytuje cast
kapitalu potfebnou pro pocatecCni investice do vybaveni, znaCek, mist
k sezeni a do specifické vyzdoby restaurace a dale pro opétovné investice
do podniku. Spole€nost vlastni pozemek a budovu nebo zajistuje
dlouhodoby pronajem jak restauracim provozovanym Spolecnosti tak
restauracim s béznou franSizovou licenci. Toto zachovava pravo
dlouhodobé uzivat pfislusné nemovitosti, pomaha kontrolovat s tim
spojené naklady a prispiva k podpofe franSizanta. Za jistych okolnosti se
Spole¢nost podili na opétovnych investicich do restauraci s béznou
franSizovou licenci. V ramci naSeho vyvojového licenCniho usporadani,
drzitel licence poskytuje kapital pro celé své podnikani, v€etné podilu na
nemovitostech a SpoleCnost neinvestuje zadny kapital. Vedle toho,

Spole¢nost vlastni obchodni podily v omezeném poctu dcefinych
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spolecCnosti, které v ramci trhu investuji do nemovitosti a provozuji
restaurace nebo udéluji fransizové licence.

Povazujeme se primarné za poskytovatele franSizovych licenci a
véfime, Ze franSizing umoznuje skvélé zazitky mistnim zakaznikim a
vede ke zvySeni vynosnosti. U pfimo provozovanych restauraci je
nejdulezitéjsi byt davéryhodnym franSizorem a je nezbytné zajistit
SpoleCnosti personal, ktery ma zkuSenosti s provozem restauraci. V
nasich pfimo provozovanych restauracich, ve spolupraci s franSizanty,
nadale vyvijime a vylepSujeme provozni standardy, marketingoveé
koncepce, produktoveé strategie a strategie stanoveni cen a zavadime jen
ty, o kterych se domnivame, Ze jsou nejprospésnéjSi. Neustale
posuzujeme a Vv pfipadé potfeby upravujeme skladbu nami
provozovanych franSizovych restauraci (bézné franSizovych restauraci,
vyvojové licencnénich restauraci a zahrani€nich dcefinych spole¢nosti),
abychom pomohli optimalizovat celkovy vysledek.

Celkové trzby SpoleCnosti se skladaji z prodejli restauraci
provozovanych Spole¢nosti a z poplatkll restauraci provozovanych
franSizanty. Pfijmy Spole¢nosti z poplatk(l hrazenych franSizanty zahrnuji
najemné a licencni poplatky, jejichz vySe je odvozena od procenta
z prodeje a vySe minimalniho najemného, a dale pocCateCni poplatky.
Pfijmy ze zahraniCnich dcefinych spole¢nosti a pfijmy od drziteld
vyvojove licence zahrnuji licenéni poplatek na zakladé procenta z prodeje
a pocCateCni poplatky. Poplatky se liSi podle typu prostoru, ¢astky, kterou
Spolec€nost investovala, pokud vibec, a podle mistnich podminek pro
podnikani. VySe poplatki a prava uzivat nemovitosti a provozovat
restaurace jsou ujednany v béznych franSizovych a licenénich smlouvach
uzaviranych na dobu 20 let.

Obchodni €innost je vedena v odliSnych geografickych segmentech.
Mezi vyznamné oblasti patfi Spojené staty (USA), Evropa, Asie a
Tichomofi, Blizky vychod a Afrika (APMEA). Vedle toho v této zprave
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predstavujeme také ,Ostatni zemé & korporace®, coz zahrnuje provoz
podniku v Kanadé a Latinské Americe a stejné tak €innosti korporace.
Segmenty USA, Evropa a APMEA tvofi v tomto pofadi 32%, 42% a 20%
celkového pfijmu. Spojené kralovstvi (UK), Francie a Némecko tvofi
celkové pies 50% celkovych pfijmu v Evropé&; Cina, Australie a Japonsko
(z 50ti procent vlastnéné dcefiné spoleCnosti v ramci ekvivalenéni
metody) tvofi dohromady pfes 55 procent pfijmU skupiny APMEA. Téchto
Sest trhi spole¢né s USA a Kanadou je v této zpravé oznacovano jako
Shlavni trhy‘ a vytvafi pfiblizné 70% celkovych pFijma.

Pfi analyzovani trendl podnikani management zvazuje celou Skalu
vysledku a finanénich méfitek, zahrnujici srovnatelné trzby, srovnatelny
rust poctu hostd, Sirokosystémovy rust trzeb a vynosy.

* Vysledky stabilni mény vylouCily dopady pfi pfepoCtu na cizi ménu a
jsou vypocitany prepoétem vysledkd z aktualniho roku a pramérného
meénoveho kurzu za predesSly rok. Management zkouma a analyzuje
vysledky podnikani v rezimu stalé mény a zaklada jisté motivacni plany
vyrovnavajici tyto vysledky, protoze veéri, ze to Iépe reprezentuje hlavni
trendy v podnikani Spole¢nosti.

» Srovnatelné trzby a srovnatelny pocet hostu jsou kliCovymi ukazateli
vykonnosti, které jsou pouzivany v ramci maloobchodniho primyslu a
které ukazuji jak pfijeti iniciativ Spole€nosti, tak mistni ekonomické trendy
a trendy spotfebiteld. Vzrlist nebo pokles srovnatelnych trzeb a
srovnatelného poctu hostd predstavuje v tomto pofadi procentualni
zménu v prodeji a transakcich, a to od stejného okamziku v predeslém
roce pro vSechny restaurace — jak provozované Spolec€nosti tak fransizy,
které jsou v provozu minimalné 13 mésicu, v€etné téch, které jsou
doCasné uzavieny. Davodem, pro€ mohou byt restaurace docCasné
uzaviené, mohou byt pFestavby, rekonstrukce, vystavby silnic nebo
pfirodni katastrofy. Srovnatelné trzby vyluCuji dopady prepoctu mény.

Rust srovnatelnych trzeb je dan po¢tem hostl a primérnymi utratami, coz
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je ovlivnéno zménami v cenovém a produktovém mixu. Obecné je cilem
dosahnout vyvazeného poctu hostl a prumérnych utrat.

Spole¢nost McDonald's podava zpravy dle kalendarnich obdobi, a
proto bude srovnatelnost téhoz mésice, Ctvrtleti nebo roku
s odpovidajicim obdobim v pfede$lém roce ovlivnéna skladbou dnu.
Pocet pracovnich dni a vikendl v daném cCasovém obdobi mize mit
pozitivni nebo negativni vliv na srovnatelné trzby a na srovnatelny pocet
hostu. Spole¢nost hledi na tyto disledky jako na upravy zpusobené
kalendafnimi posuny nebo dny obchodovani. Mimo to, dopad na
srovnatelné trzby a poc€et hosti muze mit také naCasovani svatku. Tyto
dopady se li8i geograficky dle spotiebitelskych navykd a maji nejvétsi
dopad na mésicni srovnatelné trzby a pocty hostd, zatimco dopady na
ro¢ni trzby a pocty hostl jsou minimalni.

« Sirokosystémové prodeje zahrnuji prodeje viech restauraci. Prestoze
prodeje z franSiz nejsou vedeny jako pfijmy Spole¢nosti, management
VeFi, Ze tyto pfFijmy jsou dulezité k pochopeni hospodareni Spole¢nosti,
jelikoz na zakladé nich Spole€nost vypocitava a zaznamenava pfijmy
franSiz, a dale jsou tyto pfijmy ukazatelem finan¢niho zdravi franSizové
zakladny.

* Navratnost pribézné investovaného kapitalu (ROIIC) je méfitko, jez
management zkouma v pribéhu obdobi jednoho roku a ftfi let, a které
hodnoti celkovou vynosnost jednotlivych oddéleni podnikani, ucinnost
nasazeného kapitalu a budouci alokaci kapitalu. Navratnost je vypocitana
podilem zmény v provoznich vynosech plus odpisy a amortizace (v
Citateli) a upravenych finanénich tokd pro investi¢ni d&innosti (ve
jmenovateli), pfedev8im kapitalovych vydaja. K vypocltu se pouziva

prumérny sménny kurz v pribéhu obdobi, zahrnutych ve vypoctu.



5.2 Translation of easyJet Annual Report

Hlavni zpravy
Nase vysledky:

£3,452m
Celkovy pfijem
(2010: £2,973m) +16.1%

£248m
Zisk pfed zdanénim — hlaseny
(2010: £154m) +60.8%

£248m
Zisk pfed zdanénim — skryty’
(2010: £188m) +31.5%

7.2%
Marze pfed zdanénim — skryta®
(2010: 6.3%) +0.9ppt

12.7%
Navratnost investovaného kapitalu (ROCE)
(2010: 8.8%) +3.9ppt

52.5p

Zakladni zisk na akcii (pence)

(2010: 28.4p) +84.9%

10.5p

Navrzena dividenda — bézna (pence na akcii)
(2010: nula)

34.9p
Navrzena dividenda — zvlastni (pence na akcii)

(2010: nula)

Hlavni provozni zpravy
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» easyJet zaznamenal béhem uplynulého roku vynikajici pokrok a vykazal

dobré vysledky skrytého zisku pfed zdanénim, zvySeného o 60 milion(

liber celkem na 248 milionu liber, a to i pfes nartst 100 miliont liber v
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nakladech na paliva. Tento silny vysledek je disledkem pevné kontroly
nakladul, efektivniho yield managementu, sily siti easyJet a zaméreni se
na zakaznika.

» Navratnost investovaného kapitalu (ROCE) se zvysSila 0 3,9 procentnich
bodu na 12,7 %.

» Dodrzovani letovych planu se zlepSilo o 13 procentnich bodu na 79 % s
vybornym vysledkem napfiC siti vedoucim ke zvySeni spokojenosti
zakaznika o Sest procentnich bodu.

* Celkové pfijmy na jedno sedadlo vzrostly 0 4,1 % (3,4% u stabilni mény)
na 55,27 liber, z dvodu kapacitnich investic u€inénych ve finanénim roce
2010 a v prvni poloviné finanéniho roku 2011, dobfe zkombinovanych
s vybornym vysledkem dodate¢ného pfijmu, ktery vzrostl o 12,9 % na
11,52 liber na jedno sedadlo a kterému predchazely rozhodné kroky
managementu v druhém Ctvrtleti.

* Pocet cestujicich vzrostl 0 11,8 % na 54,4 milionu a obsazenost kapacity
letadla se zlepSila o 0,3 procentni body na 87,3 %. Cestujici, ktefi
nepochazi ze Spojeného kralovstvi, nyni €ini 56 %, coZz ve srovnani
s pfedchozim rokem pFedstavuje narist o 3 procentni body. Pocet
cestujicich, ktefi vyuzivaji easyJet k obchodnim u&elim, vzrostl téméf o
jeden milion na 9,5 miliona.

« Skryté naklady* na jedno sedadlo (nezahrnujici zmény v cenach paliv a
zmény v méné) klesly o 1,3 % za cely rok a stagnovaly na zakladé
vykazanych udaju o vybornych vysledcich pozemniho odbaveni, udrzby a
nakladl spojenych s pferusenim provozu.

* Tento rok doslo k silnému provoznimu generovani hotovosti v hodnoté
424 milionu liber a vyslednych 100 milionu liber €isté hotovosti, ke 30. zafi
2011.

» Predstavenstvo doporucilo akcionafim jednorazovy vynos v hodnoté
150 miliond liber, strukturovany jako specialni dividenda. Celkovy penézni

vynos akcionaru za rok tak bude spole¢né s bé&Znou dividendou v hodnoté
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10,5 penci na akcii odhadem ¢init 195 milionud liber nebo 45,4 pence na
akcii, coz bude vyplaceno dne 23. bfezna 2012 tém akcionafum,
uvedenym v rejstfiku na konci dne obchodovani 2. bfezna 2012 s tim, ze
ex-dividend date je 29.unora 2012.

» Zisk na akcii se zlepSil o 24,1 penci na hodnotu 52,5 penci na akcii,
z nichz kolem deviti penci pramenilo ze zmén v sazbé dané z pfijmu
pravnickych osob ve Spojeném kralovstvi a vyfeSeni ruznych danovych
otazek.

* VCasné rezervace jsou Vv souladu s pfedchozim rokem. Nyni je
zarezervovano pfiblizné 45% sedadel u zimnich letl a Ize oCekavat, Ze se
pfijmy za jedno sedadlo v prvnim pololeti pfi stabilni méné budou

pohybovat mezi 4-6%.

poznamka 1: Skryta méfitka nezahrnuji naklady 27 milionu liber spojené se sope¢nym mrakem a ztratu 7 miliont

liber z prodeje letounu A321 v roce 2010. V roce 2011 zde nebyly zadné skryté Upravy.

Uvod reditele
Michael Rake, nevykonny reditel

Jsem potéSen, ze Vam mohu oznamit, ze VasSe spolecnost v letoSnim

roce pfinesla dobré finan¢ni vysledky a podnikani posililo.

Vyvoj tento rok

Team managementu ve svém prvnim roce vedeni dosahl vynikajiciho
pokroku v realizaci strategie, ktera byla stanovena v minulé vyroéni
zpravé, a v zlepSovani procesi a schopnostech. Jednotkové trzby a
naklady fizeni proto zpuUsobily podstatné zlepSeni v ziskovosti a

navratnosti.

Osvézili jsme predstavenstvo jmenovanim Charlese  Gurassy
mistopfedsedou a senior independent directorem, Andyho Martina a
Adele Anderson a posilili jsme schopnosti predstavenstva v oblasti

letectvi, fizeni rizik a finan¢niho fizeni.



22

Navratnost investic akcionard

Predstavenstvo se zavazalo poskytnout akcionarim vynosy presahuijici
naklady kapitalu a vratit jim pfebytek kapitalu. V minulych letech se
zvySil podil na akcii o 24,1 penci na 52,2 penci a navratnost

investovaného kapitalu se zlepsila o 3,9 procentnich bodd na 12,7 %.

Slabé spotiebitelské prostfedi s rostoucimi naklady pohonnych hmot a
zdanénim budou nadale pfedstavovat pro letecky pramysl problémy.
Aktivné jsme zavedli opatfeni, abychom zajistili spravny smér naseho
podnikani v obtizném prostfedi diky udrzovani silné rozvahy a zabranéni
ristu béhem zimy 2012 a 2013. To v kombinaci se silnou siti a
zaméfenim se na zlep$eni celkovych trzeb a kontroly nakladli znamena,
Ze easydJet je dobfe umistén a predstavenstvo si je jisté, Ze potvrdi svou
prvni dividendu v hodnoté 45 miliont pro finanéni rok 2011 a specialni

dividendu v hodnoté 150 milionu.

Regulace odvétvi

Je dulezité, Ze naSe odvétvi zajistuje, ze hrajeme svou roli v boji proti
zméné klimatu. Nicméné pokud se tak déje pouze prostrednictvim
omezeni poptavky, ekonomické a socialni vyhody cestovani budou

ohrozeny. Jen v samotném Spojeném kralovstvi pfispiva letecky pramysil

11 miliardami liber na HDP.

Ekologicka opatfeni musi skutecné poskytnout pfinos zZivotnimu prostfedi
a nesmi byt pouzivana jen jako zpusob, jak jednoduSe zdanit cestujici.
easyJet nadale podporuje vstup leteckého primyslu do EU ETS
(Evropsky systém emisniho obchodovani), nicméné jsme zklamani
navrhem britské vlady na zvySeni dani u cestovani na kratkych trasach a
sniZzeni u cestovani na delSi vzdalenosti. Tento navrh snizi ekonomicky
rist a pocCet pracovnich mist, jelikoz vétSina turistd ve Spojeném

kralovstvi pochazi z Evropy a zvySi to emise, jelikoz lety na delSi
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vzdalenosti jsou zodpoveédné za mnohem vétSi mnozstvi emisi. nez lety

na kratké vzdalenosti.

Jsme také znepokojeni zjevnym nedostatkem vladnich zavazki
k rozSifeni drahovych kapacit na jihovychodé. To bude mit negativni
dopad na ekonomiku Londyna a Spojeného kralovstvi, a proto easyJet
podporuje projekty, jako napfiklad vystavbu druhé pfistavaci drahy

v Gatwicku, nejvice zatiZzenou drahu v Evropé.

Zavérem, pozadujeme ukon&eni nejednotného uplathiovani pfedpist na
ochranu spotfebitele napfic Evropou. Jsme hrdi na to, ze zajiStujeme
cestujicim, Ze v pfipadé nedodrzeni naSich zavazku jim bude poskytnuta
podpora, kterou si zaslouzi, a ze naSe webové stranky obsahuji jasné a
transparentni informace o naSich tarifech. easyJet v Evropé vedl
v poskytovani jednoduchych tarifi cestujicim. Nicméné jsme se v ramci
Evropy setkali sregulacnimi organy s riznymi zpusoby uplatfiovani
pravidel a vytvafeni nejednotnych narokl, proto jsme zahdjili kampan,

ktera by zajistila rovné podminky po celé Evropé.

Zaver
Na zavér bych rad podékoval véem kolegim z easylJet za jejich usili
v minulém roce. Jejich vérnost a nadSeni je jadrem uspéchu spoleCnosti

easyJet.

Michael Rake

Nevykonny feditel

Prehled trhu

Makroekonomické prostiedi ve Spojeném kralovstvi zlstava obtizné,
zejména v oblasti cestovniho ruchu a turismu, jelikoZz pocCet obyvatel
Spojeného kralovstvi, ktefi cestovali do zamofi za uCelem dovolené, se

v prubéhu tfi mésict do srpna 2011 snizil o 4% ve srovnani se stejnym
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obdobim v roce 2010. Konkurenéni prostfedi zUstalo s narustem kapacit
vroce 2011 obtizné. | pfes tento fakt si easyJet vedl dobfe, s rlistem
celkového pfijmu na jedno sedadlo mezi 4-6%. V Gatwicku v Londyné
napf. Madrid, Milan, Rim nebo Amsterdam. easydet také zvysil podil na
trhu na zakladnach jako je Bristol, z nichz odstoupili pfepravci jako
napfiklad Ryanair, a Glasgow, poté co spole¢nost BMI stahla z letisté

svou pravidelnou linku do Heathrow.

Navzdory krizi v eurozéné duvéra némeckych zakaznika zlstala
zachovana. Nicméné, zavedeni specialni pasazérské dané (APD)
v Némecku v lednu 2011 poskodilo ziskovost napfi¢ vSemi aerolinkami
provozovanymi na uzemi Némecka. easyJet se vroce 2011 zaméril
pfedevSim na udrzeni vedouci pozice na trhu na klicovych méstskych
trasach z Berlina, se zvySenou frekvenci na trasach do londynského
Gatwicku, Kodané, Basileje a Barcelony. easyJet ziskal podil na trasach
do Londyna, Milana a Madridu, jelikoZz konkurence ztéchto tras
odstoupila. Svycarsko také zazilo stabilni ekonomické prostiedi a easyJet
se zaméfil vroce 2011 na obhajobu své vedouci pozice v Basileji a
Zenevé, a zvysil svou pozornost vO& pasazérdm cestujicim za

obchodnimi ucely.

Spanélsko neprestava byt jednim z nejvice konkurenénich trhd v Evropé.
V roce 2011 se easydet znovu zaméfil na kapacitu, aby siti umoznil zvysit
ziskovost a pfildkat tak vice pasazéri na sluzebnich cestach. Ve
Spanélsku je vice nez 60% celkové letecké dopravy zakoupeno skrz
offline kanaly, a proto easyJet provadi opatieni, ktera maji zvysit jejich

Cetnost v téchto oblastech.

Navzdory obtiznému ekonomickému prostfedi v Italii trh s lety na kratkou
vzdalenost uvnitf Evropy nepfestal rust a easyldet navysil kapacitu

pfiblizné o 11%, jelikoz posilil svlj vyskyt ve vybranych kli€¢ovych méstech
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jako je Milan, Rim, Neapol a Benatky. V Malpense v Milané easyJet

upevnil svij vedouci podil, jelikoZ Lufthansa oznamila uzavieni zakladny.

easyJet upevnil svou pozici Cisla dvé mezi aerolinkami ve Francii a zvysil
svou kapacitu o 29%, jelikoz pokraCoval ve své strategii budovani pozice
alternativni  aerolinky ke spoleCnosti Air France na hlavnich
francouzskych letistich. Podil easyJet na francouzském trhu slety na
kratké vzdalenosti tvofi nyni 12%. easyJet také oznamil, Ze ma v umyslu
v roce 2012 otevrfit zakladny v Toulouse a v Nice. Jiz ted ma easydJet na
téchto letistich podil na trhu 20%.

5.3 Translation of Marks and Spencer annual report

Trh

Pochopit zplisob mySleni naSich zakazniku a faktory, které ovlivriuji jejich
nakupovani, je nasSim klicem k uspéchu. Nase oddéleni Customer Insight
Unit (CIU) vyuziva kombinaci analyz a pruzkumi mezi zakazniky k tomu,
aby vybudovala pfesny obraz trendu a faktort, které ovliviiuji jejich

rozhodovani.

Co se déje na trhu?

Rok 2011/2012 byl rokem ekonomické turbulence. Hruby domaci produkt
(HDP) Spojeného kralovstvi béhem roku poklesl, jelikoz britska viada
Celila obtiznému problému, jak se vyporadat s deficitem a zaroven
stimulovat ekonomicky rust. Nyni maji spotfebitelé vétsi zkuSenosti s tim,
jak fidit své domacnosti v dobé tézkych &asl, coz jim umoznuje lépe
planovat.

Navzdory tomuto faktu, davéra zakaznikd v trh zUstala pomérné nizka,

jelikoz spotrebitelé pocitili dopad inflace na své nakupovani, pfedevsim

kvuli zvySeni cen paliv. Ackoliv inflace na zacatku roku 2012 polevila,
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spotrebitelé zlepSeni plné nepocitili, jelikoz jejich pfijmy byly zasazeny

zmrazenim platu, snizenim poctu pracovnich hodin a zrusenim prescasu.

Tyto faktory pfispély k tomu, Ze navstévnost obchodu a obchodnich
center klesla o 1,6% , jelikoz spotfebitelé méli tézkou volbu. V tomto
narocném prostredi Celili néktefi znami maloobchodnici hrozbé upadku
nebo museli své obchody uzavfit. Jini zareagovali masivni reklamou —
jelikoz maloobchodnici ostfe soupefili 0 omezené disponibilni pfijmy

spotrebiteld.

Béhem roku zde byly také svétlé okamziky. Kralovska svatba v dubnu
2011 a Vanoce byly duvody k oslavam. Tyto udalosti byly provazeny
silnou propagacéni cinnosti obchodniklO a uvazlivym utracenim

spotrebiteld.

Jak jsou timto ovlivnéni nasi zakaznici?

Od doby poklesu ekonomiky v roce 2008 zacali spotrebitelé pozvolna
nakupovat a pro mnohé byl rok 2011/2012 rokem, kdy vzali rozpocty do
svych rukou. Spotfebitelé uznali, Ze nékteré zvysujici se naklady, jako
napfiklad cena benzinu, jsou nevyhnutelné, a tak se misto toho zaméili
na vydaje, které jsou schopni ovlivnit. Tento pozitivni krok pomohl ziskat

zakaznikim znovu pocit kontroly a v druhé €asti roku vzrostl optimismus.

Nicméné, finance zUstaly napjaté, jen s malou flexibilitou mési¢nich utrat.
Tento tlak, spolu s vétSim zaméfenim na hospodafeni domacnosti,
zpusobil, ze spottebitelé stale vice nakupovali podle nakupniho seznamu.
Nenechali se snadno zlakat promo akcemi, vyuzivali je strategicky a
aktivné vyhledavali jasné a jednoznacné nabidky vramci svych

naplanovanych nakupu.

Prioritou zUstal domov, duraz byl kladen na hodnoty jako Cas straveny

srodinou, zdravi a pocit pohody. Peclivé planovani pomohlo
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spotfebitelim uchranit vydaje, na kterych jim zaleZelo nejvice, jako
napfiklad vydaje za své déti. Zvlastni pfilezitosti jako Vanoce nebo Den
matek byly rovnéz zarukou investic, ovSsem s vétSim zameéfenim na

tradi¢ni oslavovani v rodinném kruhu.

Zakaznicky barometr

V Cervnu v roce 2010 jsme spustili nas zakaznicky barometr. Toto
probihajici poslechové cviCeni, zalozené na postojich a chovani

zakaznikd, nam umoznuje sledovat trendy a planovat dopfedu.

Zakaznicky barometr se sklada z mésicniho internetového prizkumu,
kterého se ucCastni vzorek 4 tisic lidi, ktery se pokazdé meéni a ktery
pokryva témata od zvyklosti zakaznikl po jejich budouci plany.
Provadime dalSi podrobny vyzkum s meSim vzorkem lidi, ktery nam
poskytuje detailnéjSi poznatky o tom, jak spotfebitelé uvazuji a co
ovliviuje jejich rozhodovani, Zpracovavame meésicni vysledky béhem
jednoho tydne, abychom poskytli podnikani okamzity nahled na potfeby

zakaznika. Tyto aktualni poznatky nam umoznuji byt agilni, v nasSich

reakcich — od spravného nacCasovani promoakci po skvély vybér
produktd.
Prehled produktut

Obleceni: Celkovy trh zlstal staticky, jen s mirnymi zménami v objemu
nebo v cenach. Spotfebitelé pokraCovali v investovani do zakladnich
polozek, u kterych hledali dlouhou zivotnost a vSestrannost. ,Nositelnost’
byla prioritou, jelikoz spotfebitelé hledali moédni obleCeni, které vydrzi vice

nez jednu sezdénu a které doplni a zmodernizuje jejich stavajici Satnik.

Omezené rozpoCty také zpUsobily, Ze spotfebitelé ocekavali od

maloobchodnikd udani jasného médniho sméru a chtéli si byt jisti, Zze
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kupuji ten ,spravny kousek’, ktery osvézi jejich Satnik v souladu s trendy

sezony.

Kvalita zUstala dulezitym faktorem a zakaznici poznali vyhody nakupovani
ve vysSich cenovych tfidach, kde vyuzivali promo akci k tomu, aby pro né
byly produkty cenové dostupnéjSi. Hodnota byla pro naSe zakazniky
urCujici, proto jsme ucinili kroky k osloveni spotfebiteld nasi kampani
,Mimofadna cena’, ktera je blize popsana na strané 18. Zarukou investic
bylo détské obleceni, jelikoz zejména zakaznice upfednostnily rodinu pfed

nakupem pro sebe samé.

Prostfednictvim  jasnéjSi  diferenciace  naSich  dilich  znacek
podporovanych cilenou reklamou jsme usnadnili nasim zakaznikim
nalézt spravny kus obleCeni k obnoveni jejich Satniku. VylepSeny visual
merchandising nam také pomohl ukazat zakaznikim, jak nosit nejnové;jsi

trendy.

Domov

Trh s bydlenim nepfestal stagnovat a prodej nabytku a vétSich polozZzek
zustal mirny. Pro spotiebitele bylo obtizné oduvodnit si koupi nového
zbozi, pokud to nebylo nezbytné nutné. Pfevazoval pocit spotfebitell
spokojit se s tim, co jizZ maji. Misto chozeni ven se spotfebitelé stykali
vice doma a zacali tak obnovovat a modernizovat své domovy drobnymi
doplnky. Segmentace nasi nabidky pro Domov do rozdilnych lifestylovych
kategorii poskytla zakaznikim veétSi inspiraci pro snaz$i modernizaci

bydleni.

Potraviny

Rist na trhu s potravinami tento rok pramenil z cenové inflace. Silna
konkurence mezi supermarkety vyustila v nepfetrzity tok promo akci,

z nichz mnohé pusobily na zakazniky rozpacité. Spotfebitelé vyuzivali
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promo akce jako strategii, jak snizit tydenni naklady a pozZadovali
jednoduché nabidky opravdu hodnotného zboZzZi z jejich nakupniho

seznamu.

Jidlo bylo centrem oslav v domovech nasich zakazniku. Spotfebitelé, ktefi
si chtéli doprat, potfebovali ujisténi, Ze dostavaji opravdu néco
vyjime&ného a obraceli se na duvéryhodné maloobchodniky pfedevsim pfi
dllezitych prilezitostech. Nase promo akce se zaméfily na vili zakaznikU
prozivat chvile s rodinou, jak je uvedeno na str. 16. Ochota spotfebitell
utracet za véci, na kterych jim zalezi, byla nasi devizou, jelikoz jsme
pokraCovali vinovacich a rozSifovani naseho sortimentu se zdravou

VyZivou.

Makroekonomické faktory zpusobily, Zze pro zakazniky bylo rostouci
prioritou to, aby se jim kazdodenni nakup vyplatil. Uvefejnéni nové fady
,Simply M&S' tuto prioritu zakaznikd fantasticky naplnilo; fada je dostupna

u vice nez 500ti nejoblibenégjSich potravin nasich zakaznika.

Jak nakupuji nasi zakaznici?

Zakaznici nam sdélili, Ze nakupovani nebylo tento rok pouze o tom, jak
utratit své omezené rozpolty s rozmyslem. Chtéli si také vychutnat
zazitek, naCerpat inspiraci a citit se jako vazeny zakaznik. Proto se stala
kliCovym rozliSovacim prvkem obsluha zakaznikl, ktefi ve zmateném
reklamnim prostifedi ocenili pomoc napomocnych a dobfe informovanych

zaméstnancu.

Vice spotfebiteld si zvolilo nakupovani pomoci kombinace ruznych
kanald. Tento trend byl posilen dramatickym narastem vlastnictvi
smartphonl a tabletl ve Spojeném kralovstvi. Kanaly jako napfiklad
online nakupovani a nakupovani prostfednictvim mobilnich telefon(

poskytly zakaznikim pohodiny zplsob, jak prozkoumat a nakoupit zbozi.
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pokuseni prohlizet zbozi v obchodé.

Nasi zakaznici jsou €im dal tim aktivnéjSi na internetu a Zeny ve véku
mezi 45-55 lety takto travi vice Casu nez jakakoliv jina skupina. Proto jsme
zakaznikim poskytli atraktivnéjsSi obsah, abychom je pomohli informovat
pfi jejich prizkumu na internetu a uijistili je, ze kupuji spravné zbozi. Do
nasich obchodl jsme také zaclenili digitalni inovace jako napfiklad nasi
novou nabidku "Style online", ktera je popsana na strané 27 a ktera

pridava na hodnoté zazitkim z nakupovani.

Mezinarodni aspekt

Pretrvavajici tlak v eurozoné mél za nasledek naroCné obchodni
podminky na trzich Recka, Ceské republiky a Irska. Na druhé strang, na

trzich Ruska, Blizkého vychodu, Ciny a Indie silné nartstal HDP.

NaSe strategie je pfizplisobena témto moznostem rustu a zaméfuje nasi
expanzi na stavajici trhy jako je Indie, Blizky vychod a Sanghajska oblast
Ciny. Pfitom také sniZzujeme na$i zavislost na britském hospodafském
cyklu a maximalizujeme efektivnost naseho stavajiciho globalniho

dodavatelského fetézce a infrastruktury.

Permanentni poptavka po kvalité se projevila napfi¢ nasi klientskou
zakladnou. NasSe britské dédictvi, spoleCné s hodnotami nasi znacky, toto
podpofilo. Obzvlast na uUseku potravin si velmi dobfe vedly tradi¢ni
produkty jako napfiklad €aj a suSenky. Vime, Zze naSi zakaznici ocenuji
kvalitu obleCeni M&S, pozadovali ovSem, aby nabidka oble€eni byla co
nejsrozumitelngjSi. Na podzim roku 2011 byla zahajena naSe kampan
Autograph (strana 17), ktera pomohla lépe prezentovat nase modni
renomé. Mezinarodni uvedeni nového formatu prodejen ulehCi

zakaznikim rozpoznat charakteristicky styl kazdé z dil€ich znacek.
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Jak nam Plan A pomaha reagovat na tlak trzniho prostfedi?

Plan A, nas 180ti bodovy ekologicky a eticky plan, nam pomohl vyporadat
se s otazkou dlouhodobé udrzitelnosti, které Celi vSichni maloobchodni
prodejci. S ohledem na ohrozené kliCové suroviny nam Plan A pomaha
vyvinout udrziteInéjSi dodavatelsky fetézec — zaméfujici se na bavinu a

rybolov.

V narocném ekonomickém prostfedi nam Plan A také umoznuje podnikat
efektivnéji — diky redukci odpadu a vyuzivani energie. Na oplatku sdilime
nase poznatky s nasimi 2000 dodavateli po celém svété — umoznujeme
jim snizit jejich vlastni vyrobni naklady a vytvafime tak udrzitelnéjsi

budoucnost.

V konkurenénim trznim prostfedi je Plan A rozliSujicim prvkem. M&S je
véhlasnou spole¢nosti v oblasti udrzitelnosti a je povazovana za lidra
v této oblasti. Mimo to, tento rok jsme tvrdé pracovali, abychom zapojili
zakazniky do nasich iniciativ jako napfiklad projekt Cistych plazi (Beach

Clean Project), ktery je popsan na strané 30.
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6 COMMENTARY AND GLOSSARY
6.1 Commentary and glossary: McDonald's annual report

6.1.1 Macro approach analysis

Source text: the extract comes from an online version of McDonald's

corporation annual report evaluating the Company's fiscal year 2011,
particularly from the chapter Management's Discussion and Analysis of

Financial Condition and Results of Operations.

Background information: Company McDonald's is a leading global

foodservice retailer, with approximately 34 000 local restaurants, 1,8
million employees in 119 countries. McDonald's is headquartered in the

USA and 80% of all restaurants are franchised. [21]

Topic: The McDonald's Corporation introduces its three main types of
franchising arrangements and describes relations between them and the
company McDonald's (determines responsibilities and rights of
franchisees and franchisor). Moreover, the Company presents directly-
operated restaurants by McDonald's and introduces the main objective of
franchisor and franchising. The Company explains the operation of
licence fees and presents the segmentation of business according to
geographical regions and introduces main financial measures, which are

used for business analysis.

Author: unknown. The author has an expert knowledge in the field of
economy and marketing and knowledge of Company's financial

performance.

Audience: specific group of people. Primarily, this text is intended for the
shareholders of the Company, investors, business partners, employees
and for Company important people. The reader is required to have

knowledge in the field of business.
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Text type: informative

Structure: the text consists of main headline and two subheadlines and is

divided into several paragraphs. The text contains no pictures or graphical

features.

Grammatical level:

e Active voice prevails — the subject (company, management,

franchisee) performs the action expressed in the verb. E.g. the
company owns the land, McDonald's reports on a calendar basis,

management reviews and analyzes etc.

Passive voice is also used. Passive construction enables to
transfer information in an impersonal way, which is required for
annual report. The author is suppressed. Passive voice is used,

when we highlight the action. E.g. 27,075 were franchised and

licensed, the business is managed, franchised sales are not

recorded, etc.

Personal pronoun “we”: using active form with personal pronoun
‘we” refers to the company McDonald's, the management of the
Company or all people working for McDonald's company. E.g. we
view ourselves, we further develop, we present, we continually
review

Tenses:

o Present simple tense prevails in the text. Mostly, it refers
here to the fact in the present period of time. E.g. the
Company franchises and operates McDonald's restaurants,
the company owns the land and buildings, revenues from
conventional franchised restaurants include rents and

royalties, licensees provide capital for entire business
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To condense the text, we use gerunds or present participles:

o Gerunds: e.g. franchising is important to delivering great
experiences and driving profitability, directly operating
restaurants is paramount to being a credible franchisor and is
essential providing Company personnel..., consumer
spending patterns, etc.

o Present participles: e.g. with the corresponding period etc.

Our text contain no direct speech

Lexical level:

Terminology: Our text is typical for using specific terms. The text
contains economic terms, which are not explained within the text,
which indicates that the reader is required to have knowledge in
economy and business. E.g. affiliates, franchising, franchisor,
franchisee, return on incremental invested capital, equity
investment, allocation, pricing and product mix, etc.
Hyphen-compounds: hyphen-compound adjectives condense the
text E.g. year-end, long-term, locally-relevant, company-operated,
20-year terms, three-year time, 50%-owned

Abbreviations: mostly, they are explained in the text. E.g. U.S,,
U.K., APMEA, ROIIC

Noun groups: the text has nominal character and contains noun
groups, which serve semantic condensation. E.g. currency results,
currency translation, restaurant operation experience, business
conditions, key performance indicators, compensation plans
Connectors and phrases: they are usually at the beginning of the
sentence. E.g. however, generally, therefore, in addition

As the text is part of a financial review, it contains numbers and
figures. E.g. 33,510 restaurants, 27,075 were franchised, etc.

American English: e.g. amortization, check
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Functional style: from the above mentioned features of the text, we can

identify that the text is written in scientific style — the text has
informative function, processes a specialized topic, is primarily intended
for specific group of people and the reader and the author are required to
have knowledge in the field of business. The text uses economic
terminology and contains no expressive words or constructions. The text
is typical for its objectivity and condensation (gerunds, participles, noun
groups, hyphen-words). The text uses impersonal constructions (e.g.

passive voice), connectors and phrases typical for scientific texts.

6.1.2 Micro approach analysis

¢ Management's Discussion and Analysis of Financial Conditions and

Results of Operations: Rozbor a analyza financniho stavu a

provoznich vysledku managementem — part of the annual report,

which is usually translated in this way

e The Company: Spole¢nost — the first capital letter indicates
particular company McDonald's. We can preserve the capital letter
even in the target language.

e Franchises: poskytuje fransizingové licence — we use either

amplification or borrowing “franSizovat” derived from “fransizing”,
which is however not established in the Czech language.

e Franchisee: franSizant — frequently used borrowing. Another option

is amplification “drzitel franSizové licence”

e Franchisor: franSizor — borrowing — we can translate it as

amplification “poskytovatel franSizovych licenci”

e Company-operated restaurants: restaurace provozované

Spolec¢nosti; year-end: na_konci roku — necessary diffusion at

translation of hyphen-compound adjectives
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o Affiliate: zahraniéni dcefina spole€nost — we used amplification or

loanword “afiliace”

e Reinvesting: opétovné investice — necessary amplification

e Occupancy rights: pravo uzivat prisluSné nemovitosti; decor:

specificka vyzdoba — explicitation — the information was added

e APMEA: APMEA — borrowing — this acronym remained

untranslated as it is explained in the text and company McDonald's
uses it as an established term

e Average_check: primérna utrata; spending patterns: spotrebitelské

navyky — modulation — translated according to context by

appropriate Czech expression

6.2 Commentary and glossary: easyJet annual report
6.2.1 Macro approach analysis

Source: the extract of easylet annual report, which evaluates the
Company's fiscal year 2011, was published on Company's websites. The
extract consists of three parts — first part is taken from chapter Overview —
Highlights, second part comes from chapter Overview — Chairman’s
statement and third from chapter Strategy — Chief Executive's

introduction: Market review.

Background information: The company easyJet Airline Company

Limited is Europe's leading airline, operating an over 600 routes across 30
countries with the fleet of over 200 aircrafts. EasyJet employs over 8 000

people. [22]
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Topic: The Company introduces the important financial figures of the year
2011. Then, the non executive chairman evaluates the progress of the
Company in 2011 and mentions information about returns to shareholders
for the year 2011. Also, he expresses his disagreement with several steps
of the Government. In the last part, the Company describes the conditions
on particular European markets, where the Company has their market

shares and which remained due to Euro-crisis difficult.

Author: unknown. The author has an expert knowledge in the field of
economy and marketing and knowledge of Company's financial

performance.

Reader: specific group of people. Primarily, this text is intended for the
shareholders of the Company, investors, business partners, employees
and for Company important people. The reader is required to have an

expert knowledge in the field of economy.

Function of the text: informative

Structure: The text contains highlighted figures with a commentary.
Second part is supplemented by a picture of non executive chairman with
legend. The text contains headline and several subheadlines and is

divided into paragraphs.

Grammatical level:

e Active voice prevails. E.g. easyJet performed well, earnings per
share improved, etc.
e Passive voice (highlight of action, impersonality) is also used. E.g.
the economic and social benefits of travel will be put at risk, etc.
e Personal pronouns:
o “We” refers to the company easylJet, management of the

Company or all people working for easyJet. E.g. we play our
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part, we are disappointed, we are also concerned, we call for,

we have seen

o “I” appears in the letter of chairman — only in introduction and

conclusion. E.g. | am pleased to report, | would like to thank
you

Tenses:

o Past simple prevails and refers here to completed actions

(evaluation of previous financial year). E.g. the year saw

strong operating cash generation; easyJet consolidated its

position as the number two airline, etc.

Present simple and present perfect are used mainly in the
part “Chairman's introduction”. Present simple refers here to
the fact in present period of time. E.g. the UK

macroeconomic environment remains difficult

o Present perfect refers here to action that continues to the

present. E.g. | am pleased to report that your Company has
delivered a good financial performance this year and the

business has strengthened

e To condense the text, we use present participles, gerunds

o Present participles: e.g. with the strong performance across

the network leading to a six percentage point improvement;
passengers originating outside of the UK; resulting in net
cash of £100 million as at 30 September 2011 etc.

o Gerunds: e.g. underlying profit before tax; the year saw

strong operating cash generation, we play our part in tackling
climate change, etc.

No direct speech
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Lexical level:

Terminology: as well as the McDonald's annual report, this report
also contains the specific economic terms, which are not explained.
E.g. profit before tax, pre-tax margin, Return on Capital Employed,
earnings per share, yield management, ex-dividend day
Abbreviations: e.g. UK, ROCE; Some are not explained within the
text e.g. FY'10, EU ETS

Connectors and phrases are mostly at the beginning of the
sentence. E.g. however, finally

Noun group: the text has nominal character and noun groups are
often used for condensation of the text. E.g. customer satisfaction,
management action, passenger numbers, cash generation, UK
corporation tax, winter seats, consumer environment, Government
commitment, market leadership, key city routes
Hyphen-compounds condensate the text. E.g. pre-tax, one-off,
short-haul, long-haul, Euro-crisis, intra-European

Proper nouns: e.g. Michael Rake, Charles Gurassa, Andy Martin,
Adele Anderson, Europe, Gatwick, Madrid, Milan, Nice, Amsterdam,
etc.

The text is also part of the financial review and for that reason it
contains a lot of numbers and figures. E.g. total revenue
(2010: £2,973m) +16.1%, Passenger numbers rose 11.8% to 54.5
million and load factor improved by 0.3 percentage points to 87.3%
British English: e.g. enquiry

Idioms are rarely used in the text. They appear only in the part
“Chairman's introduction“, which has different structure in

comparison with other parts of annual report. E.g. level playing field
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Functional style: as well as the first extract, the second text is also

written in scientific style — the text has informative function, processes a
specialized topic with figures about financial health of the Company and it
is primarily intended for a specific group of people. Also, reader and
author are required to have knowledge in the field of business. Most of the
text uses economic terminology and contains no expressive words or
constructions. The text is typical for its objectivity and condensation
(gerunds, participles, noun groups, hyphen-words). The text uses
impersonal constructions (e.g. passive voice), connectors and phrases
typical for scientific texts. However, the part of the “Chairman's
introduction”, which is standard part of every annual report, is in

comparison with other parts of this text more accessible and subjective.

6.2.2 Macro approach analysis

e Highlights: hlavni zpravy — amplification — the translation had to
be extended according to the context.

e Yield management: vield management; ex-dividend day: ex-

dividend day — borrowing — these terms remain commonly

untranslated in the business jargon.

e On time performance: dodrzovani letovych plant; load factor:

obsazenost kapacity letadla; travelling on business: cestovani za

obchodnimi_ucely — amplification — these terms were translated

with more words according to the context with more words.
e The year saw: tento rok doslo — modulation — the verb had to be
adjusted to the Czech language according to context.

e With around 45% of winter seats now booked: nyni je

zarezervovano pfiblizné 45% sedadel u zimnich letd — explicitation

— translation with additional information as literal translation would

not make sense.
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Management team: team managementu — borrowing — the

positions and functions remain frequently untranslated in the
business sphere. Both words “management” and “team” are
frequently used loanwords in the Czech language.

EU ETS: EU ETS (Evropsky systém emisniho obchodovani) —

borrowing/explicitation — the abbreviation remained untranslated

as it is used also in the Czech Republic. However, to be clear what
this abbreviation stands for, the explanatory note was added.

Growth: ekonomicky rust — explicitation — translated with

additional information to be clear the meaning.

A level playing field: ktera by zajistila rovné podminky —

equivalence — English idiom was translated by an appropriate
Czech equivalent

Mid single diqits: 4-6% — we translated it by particular numbers,

which this word expresses in fact

EasyJet's people: kolegim z easyJet — modulation — the more

polite option of translation
Against this backdrop: pfes tento fakt — modulation — translation
was adjusted to the Czech language

Senior independent director: senior independent director —

borrowing — as we already mentioned, positions are often used

untranslated
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6.3 Commentary and glossary: Marks and Spencer annual

report
6.3.1 Macro approach analysis

Source: the extract comes from an online version of Marks and Spencer
annual report evaluating the Company's fiscal year 2011/2012, particularly

from the chapter Overview — Marketplace.

Background information: Marks and Spencer plc is one of the UK's

leading retailer, which offers clothing, home and food products. The
Company is the number one provider of womenswear and lingerie in the
UK. [23] The M&S employs over 78, 000 people in the UK and abroad
and has over 700 UK stores, plus over 400 international stores in 44

territories. [24]

Topic: The Company describes the challenging economic situation on the
market in 2011/2012, which was caused by inflation and decreasing of UK
GDP. Also, it describes the behaviour of customers and retailers in this
difficult period of time. The Company informs about the situation on
particular markets, where the M&S have its market shares and situation
on international markets. Finally, the Company describes the ways, how
their customers shop and introduce its eco and ethical Plan A, which

concerns with the sustainability.

Author: unknown. The author has expert knowledge in the field of
economy and marketing and knowledge of Company's financial

performance.

Reader: specific group of people. Primarily, this text is intended for the
shareholders of the Company, investors, business partners, employees

and for Company important people. However, as opposed to other two
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texts, this extract is more comprehensible even for general reader. The
reader is required to have at least basic knowledge in the field of economy

and marketing.

Function of the text: informative

Structure: the text is clearly structured — it has its main headline and is
divided into several paragraphs. Each paragraph has its own subheadline
in the form of question, which indicates the feature of popular scientific
style. Text is supplemented by two graphs (GFK consumer confidence
index and multi-channel sales), several pictures and highlighted

guotations, which make the text more interesting and attract attention.

Grammatical level:

e Active voice prevails. E.g. consumers now have a greater
understanding, the housing market continued to be sluggish,
consumers found it difficult to justify etc.

e Passive voice: (highlight of action, impersonality) is also used. E.g.

UK Gross Domestic Product (GDP) was revised down, etc.

e Personal pronoun we refers here to the company Marks and
Spencer, the management of the Company or all people working for
McDonald's company e.g. we've provided, we've also integrated,
we are focusing, we are reducing, we know, we worked hard

e Tenses:

o Past simple is used very frequently and refers here to
completed actions (evaluation of previous financial year). E.g.
2011/2012 was a year of continued economic turbulence,
these factors contributed to a decrease in market footfall;
growth in the food market this year came largely from price

inflation, etc.
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o Present simple refers here to the fact in the present period
of time. E.g. our Customer Insight Unit (CIU) uses a
combination of customer analytics and research, etc.

o Present perfect refers here to actions continuing to the
present. E.g. since the downturn of 2008, consumers have
been on a journey of acceptance; or it refers to actions
occurring at an unspecified time. E.g. consumers have not
felt full benefit, etc.

e To condense the text, we use present participles, gerunds and
infinitive constructions:

o Participle constructions are very frequently used in this

text. E.g. understanding the way our customers think, looking

for increased longevity, wanting the confidence, using
promotion as a way to make these more affordable etc.

o Gerunds: e.qg. their shopping behaviour, challenge of tackling
the deficit, whilst stimulating economic growth, in this
challenging environment, as a shopping strategy etc.

e No direct speech

Lexical level:

e Terms: as opposed to the other two annual reports, the text uses
only basic economic terms — for this reason, the text is more
comprehensible. E.g. GDP, inflation, footfall, administration,
differentiation, visual merchandising, stakeholders

o Abbreviations: they are either explained in the text or their
meaning is clear. E.g. CIU, GDP, M&S, UK

e Connectors or phrases: mostly, at the beginning of the sentence.
E.g. however, as a result, in addition

e Hyphen-compounds condense the text. E.g. well-known, in-depth,

up-to-date, sub-brands, macro-economic
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e Textis part of financial statement and contains some numbers and
figures. E.g. sample of 4,000 people, decrease on market footfall
of 1.6%, etc.

e As opposed to the other two annual reports, this report contains
expressive words, which make the text more accessible. E.g.

stream of promotions, buying the ‘“right” item to refresh look, latest

trends, a sentiment of ‘making do” at the heart of customers'

celebrations, something truly special, fantastic value, on a journey

of acceptance, consumers had to make tough choices, moments of

light relief, reason to celebrate, key to our success

e British English: e.g. ring fenced, front of mind

Functional style: as well as other two texts, this text also has informative

function, processes a specialized topic and is primarily intended for group
of people. Also, the text is typical for its objectivity and condensation
(gerunds, participles, noun groups, hyphen-words) and uses impersonal
constructions (e.g. passive voice, personal pronoun “we”), connectors and
phrases. However, as opposed to other two texts, this extract contains a
large number of expressive words and tries to provide complicated
information in an interesting way. These expressive words try to attract
attention of the reader and try to make the text more comprehensible and
accessible. As the text uses only basic terminology, it is comprehensible
even for general reader. For those reasons, it is written in popular
scientific style. Regarding the structure, the sub headlines are created in
the form of questions and are complemented with various graphical
features, which also indicate popular scientific style. As opposed to other
two annual reports, the company Marks and Spencer used its annual
report much more as a marketing tool to attract or address potential

business partners, investors etc, whereas the main objective of other two
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companies was primarily to provide financial data and evaluate

performance of the company.

6.3.2 Micro approach analysis

e Customer Insight Unit (CIU): oddéleni Customer Insight Unit (CIU)

— borrowing/amplification — “unit” indicates that “CIU” is a

department of a company. Nowadays, departments or job positions
are commonly untranslated in large companies.

e Government: britska viada — amplification — the first capital letter

indicates one particular government of the UK

e Was revised down: poklesl; felt : pocitili — we take advantage of

the variety of prefixes in the Czech language, which are not
expressed in English

e Moments of light relief: svétlé okamZziky; the ‘right” item: “spravny

kousek”; food has been at the heart of customers' celebrations: jidlo

bylo centrem oslav — modulation — it was substituted according to
context by an appropriate Czech collocation to sound more natural

e Traditional celebrations at home: tradi¢ni oslavovani v rodinném
kruhu — amplification — literal translation is not appropriate

e Family time: das straveny s rodinou — amplification — the

translation was extended, literal translation would sound
unfamiliarly

e Consumers have been on a journey of acceptance: spotrebitelé

zacali pozvolna nakupovat — explicitation — the source text was

translated by independent clause according to context.

e Feel inspired, engaged and valued by retailers: naderpat inspiraci a

citit se jako vazeny zakaznik — transposition/reduction — the

translation was adopted to the Czech language to sound more

natural
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Decrease in market footfall: navstévnost obchodi a obchodnich
center klesla — transposition — necessary changes due to the
nominal type of English language and verbal type of the Czech
language.

Decrease in market footfall: navstévnost obchodii a obchodnich

center klesla — explicitation — the word was translated with more

words to have a clear meaning.

Visual merchandising: visual merchandising — borrowing — word

remained untranslated as it starts to be used in the Czech business
jargon

Female consumers: zakaznice — substitution — necessary

changes as a consequence of different language systems
Despite this clarity: navzdory tomuto faktu — modulation —
adjusted to the context and to sound natural

Played to our strength: byla naSi devizou — equivalence — idiom,

which was transformed to the target language

Macro-economic factors have made everyday value a growing

priority for consumers: makroekonomické faktory zpusobily, Ze pro

zakazniky bylo rostouci prioritou to, aby se jim kazdodenni nakup

vyplati — amplification/transposition — in this case, it was
translated by whole dependent clause.

The UK: Spojené kralovstvi — amplification — the UK stands for

United Kingdom of Great Britain and Northern Ireland. Translation
as “Velka Britanie” is inaccurate.

International: Mezinarodni _aspekt — explicitation — appropriate

extension of the text

Beach Clean Project: projekt ¢istych plazi (Beach Clean Project) —

name of the project is translated to be clear what it stands for and

official name is put in the brackets.
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7 GLOSSARY

As the Czech business and economic vocabulary often adopts English
expressions and this trend still accelerates, some of these expressions
have zero equivalence in the Czech language. For that reason, the
business and economic terms from the above translated texts were
compiled in a small monolingual dictionary (according to Longman
business dictionary) with possible, but sometimes not established “Czech”

translation.

Acceptance: 1 the willingness of people to buy a product, especially a
new or changed one (marketing)
2 in a takeover, agreement by individual shareholders to offer

e priznivé pfijeti, kladna reakce (napf. na novy vyrobek)

Administration: in Britain and some other countries, when a company in
financial difficulty is reorganized by an outside specialist with the aim of
continuing some of its activities so that it can avoid LIQUIDATION

e zachranné mechanismy, které maji zabranit likvidaci firmy

Affiliate: a small company or organization that is connected with or
controlled by a larger one.

o afiliace, dvefinna spolecnost

Allocation: the amount or share of something allocated to a person or
organization, or the act of deciding how much of something each person
or organization should get

e alokace, pfidéleni, rozdéleni

Avarage check: The average amount of money each guest spends in a
restaurant. [25]

e prumérna Utrata
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Balance sheet: a document showing a company’s financial position and
wealth at a particular time , often a last day of its financial year.

e Ucetni rozvaha

Board of directors: the group of people who have been elected to
manage a company by those holding shares in the company

e predstavenstvo

Buoyant: buoyant market, economy, etc is successful and has a lot of
trading activity, and prices are rising rather than falling.

e rostouci (napf. trh, ekonomika)

Cash generation: when a company or organization makes money that
can be invested, after all the other business costs have been paid.

e generovani hotovosti

Chief executive officer (CEO): the manager with the most authority in
the normal, everyday management of a company. The job of Chief
Executive Officer is sometimes combined with other jobs, such as that of
president.

e vykonny feditel, generalni reditel

Confidence: the feeling felt by businesses and investors that the
economic situation will not become very bad.

e davéra (napf. v trh)

Credentials: the training, education, or experience that gives you the
ability to do a particular job or task well, especially in the opinion of other
people.

e renome, reputace, kredit (odbornika

Dividend: a part of the profits of a company for a particular period of time

that is paid to shareholders for each share that they own.
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e dividenda, podil na zisku

Downturn: the part of the economic cycle when prices or value of stocks,
shares etc. fall.

e pokles

Earning per share (EPS): a company’s profits for a period of time
divided by the number of its shares.

e podil na akcii

Enquiry: especially British, another spelling of Inquiry

e dotaz, vySetfovani, Setfeni

Ex dividend day: if shares or bonds are sold on ex dividend day, the
buyer does not have a right to the particular dividend payment, or with
bonds, to a particular interest payment.

e ex dividend day

Equity investment: money invested in a business in the form of shares,
or all the money invested in this way in a particular period of time.

e investice do obchodnich podil
Equity method: another name for equity accounting when a company
owns 20 to 50% of another company and shows retained earnings from
this company in its own accounts.

e ekvivalen¢ni metoda [26]

Franchise: 1. an agreement in which company gives a business the right
to sell its goods or services in return for a fee or a share of the profits. 2.
sell franchises to people

e 1. franSiza 2. poskytovat franSizové licence

Franchisee: someone who is sold a franchise

e franSizant, drzitel franSizové licence
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Franchisor: a company that sells a franchise

e fransizor, poskytovatel fran§izové licence

Freeze: when prices, wages etc are fixed at a particular level.

e zmrazeni (napf. platd)

Margin: the difference between the price that something is sold for and
the cost of producing it. A margin is usually calculated as a percentage of
the price that something is sold for.

e marze

Non-executive chairman: chairman, who is not involved in the daily
management of an organization

¢ nevykonny feditel

Product differentiation: (marketing) when a company shows how its
products are different from each other and from competing products, for
example, in advertising, Differentiation is important in telling buyers the
advantages of one product over another.

e diferenciace produktu

Profitability: the state of producing a profit, or the degree to which an
acivity, company etc. is profitable
e ziskovost, vynosnost

Retail: to sell goods to customers for their own use, rather than to shops
e maloobchodni prodej

Return: the amounts of profit made from an investment

e npavratnost
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Return on capital employed (ROCE): a company’s profit in a particular
period of time in relation to its capital (=money from shareholders and
lenders)

e navratnost investovaného kapitalu

Revenue: money that a business or organization receives over a period
of time, especially from selling goods or services.

e celkovy pfijem firmy, trzby, vynos

Ring fenced: to decide officially that something, especially money, can
only be used for a particular purpose: (longman)

e zaruka investic, zaruka investovani

Risk management: the identification, analysis, assessment, control,
and avoidance, minimization, or elimination of unacceptable risks. [27]

e fizeni rizik
Roll-out: when a new product or service is made available in a regio or

country after it has been successfully tested and marketed locally.

e uvedeni na trh

Royalties: a payment made to someone who owns a copyright or a
patent (=legal right to be the only producer or seller of something), for
example an inventor or the writer of a book. The amount depends on the
number of products or copies of the work which are sold.

e autorské poplatky

Shareholder: especially BrE — (finance) someone who owns shares in a
company; stockholder (especially amE)

e akcionaf, maijitel akcii

Sluggish: happening or reacting more slowly than usual

e pomaly, stagnujici


http://www.investorguide.com/definition/analysis.html
http://www.businessdictionary.com/definition/assessment.html
http://www.businessdictionary.com/definition/avoidance.html
http://www.investorwords.com/11373/unacceptable.html
http://www.investorguide.com/definition/risk.html
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Stakeholder: a person who is considered to be an important part of an
organization or of society because they have responsibility within it and
receive advantages from it.

e zainteresovana osoba/subjekt, stakeholder

Staple items: a staple food, product, activity etc is one that is basic, most
important, or standard.

e zakladni polozky

Supply chain: the series of organizations that are involved in passing
products from manufacturers to the public.

e dodavatelsky rfetézec

Translation: the process of changing one currancy to another (finance)

e pfevod mény

Value: the amout of money something is worth

e hodnota, cena

Visual merchandising: the way, in which goods are arranged and placed
in the store.

¢ visual merchandising, vizualni merchandising

Yield management: price adjustment that secures maximum profits from
available capacity by manipulating pricing to gain business at different
times, and from differing market segments [28]

¢ yield management
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8 CONCLUSION

The main objective of this thesis was making quality translation and
a commentary and creation of glossary.

Our presumption was that all annual reports would be written in
scientific style. It was found out that two selected annual reports are truly
written in scientific style — particularly McDonald's annual report and
easylJet annual report — and they have the same features: informative
function, specialized topic, they are intended for specific group of people
and the reader and the author are required to have knowledge in the field
of business. The texts use economic terminology and contain no
expressive words or constructions. The texts are typical for its objectivity
and condensation (gerunds, participles, noun groups, hyphen-
compounds) and impersonality (e.g. passive voice), texts use connectors
and phrases typical for scientific texts.

However, the Marks and Spencer annual report is written in popular
scientific style as it contains a large number of expressive words.
Expressive words make the text more comprehensible and personal, so
that the text attracts an attention of potential investors, shareholders etc. It
confirmed that international companies use their annual reports as
marketing tool to address important business people. In the contrary,
other two reports are primarily written in order to provide financial data of
the company.

As we presumed, the main problem, which occurred during
translating, was problem of zero equivalence, especially of business
terms. In many cases of zero equivalence we used borrowings i.e. the
words remained untranslated as these terms start to be used even in the
Czech corporate jargon (e.g. visual merchandising, yield management,
ex-dividend day etc.). It confirmed that adopting of anglicisms is natural
process, which belongs to the development of our society, especially in

the business area. Also, in some cases of zero equivalence, there was
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necessary to translate the term with more words i.e. we used amplification
or explicitation (e.g. footfall: navstévnost obchodl a obchodnich center).
Moreover, there was often the problem of semantic differences of both
languages, especially in the Marks and Spencer annual report, which is
written in the popular scientific style. Therefore, we used modulation and
adjusted the expressions of the target language to the appropriate
translation in source language, so that the translation gives natural
impression (e.g. at the heart of customers' celebrations: jidlo bylo centrem
oslav).

Finally, there is a dictionary created predominantly on the basis of
Longman Business Dictionary with possible Czech translation of business
terms from the above texts. As many terms do not have appropriate
Czech translation and were borrowed from English, there is also an

English explanation to be clear what each term means.
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10 ABSTRACT

The bachelor thesis “Translation of economic texts with commentary and
glossary” consists of two main parts — theoretical and practical part. The
main objective of theoretical part is to process the fundamental knowledge
of the theory of translation — this part deals with the process of translation,
equivalence and processes overview of the basic types and methods of
translation. Another objective is the processing of one functional style —
particularly scientific style, which is used for selected economic texts.
Separate chapter is devoted to introduction of annual reports. Then, the
theoretical knowledge is applied in the practical part, whose aim is to
process a quality translation of three different annual reports of Anglo-
American international companies — company McDonald's, easyJet and
Marks and Spencer. Another aim of the practical part is a quality
commentary on translation and analysis of translated texts. Finally, the
glossary with economic terms contained in the texts of annual reports in is

created.
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11 RESUME

Bakalarska prace s nazvem “Preklad ekonomickych textl s komentarem a
glosafem” se sklada ze dvou hlavnich Casti — teoretické a praktické ¢asti.
Teoreticka ¢ast si klade za cil zpracovat zakladni poznatky z oblasti teorie
prekladu — zabyva se tématem prekladatelského procesu a ekvivalence,
zpracovava prehled nejzakladnéjSich typd a metod prekladu. DalSim
cilem je zpracovani funkéniho stylu — stylu odborného, kterym jsou psany
vybrané ekonomické texty. Kapitola je také vénovana tématu vyrocCnich
zprav. Tyto teoretické poznatky jsou poté aplikovany v praktické Casti,
ktery ma za cil zpracovani kvalitniho pfekladu tfi uryvkd z vyro€nich zprav
riznych angloamerickych mezinarodnich spole¢nosti — spole€nosti
McDonald's, easyJet a Marks and Spencer. Prakticka ¢ast ma také za cil
zhotovit kvalitni komentar k prekladu a analyzu jednotlivych textu.
Zavérem prace je vytvoren slovnik ekonomickych pojmu, obsazenych v

textech vyrocCnich zprav.
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Appendix 1: Annual report of the company McDonald's

Management’s Discussion and Analysis of Financial Condition and
Results of Operations

Overview
DESCRIPTION OF THE BUSINESS

The Company franchises and operates McDonald’s restaurants. Of
the 33,510 restaurants in 119 countries at year-end 2011, 27,075 were
franchised or licensed (including 19,527 franchised to conventional
franchisees, 3,929 licensed to developmental licensees and 3,619
licensed to foreign affiliates (affiliates)—primarily Japan) and 6,435 were
operated by the Company. Under our conventional franchise
arrangement, franchisees provide a portion of the capital required by
initially investing in the equipment, signs, seating and décor of their
restaurant business, and by reinvesting in the business over time. The
Company owns the land and building or secures long-term leases for both
Company-operated and conventional franchised restaurant sites. This
maintains long-term occupancy rights, helps control related costs and
assists in alignment with franchisees. In certain circumstances, the
Company participates in reinvestment for conventional franchised
restaurants. Under our developmental license arrangement, licensees
provide capital for the entire business, including the real estate interest,
and the Company has no capital invested. In addition, the Company has
an equity investment in a limited number of affiliates that invest in real
estate and operate and/or franchise restaurants within a market.

We view ourselves primarily as a franchisor and believe franchising
is important to delivering great, locally-relevant customer experiences and
driving profitability. However, directly operating restaurants is paramount

to being a credible franchisor and is essential to providing Company



personnel with restaurant operations experience. In our Company-
operated restaurants, and in collaboration with franchisees, we further
develop and refine operating standards, marketing concepts and product
and pricing strategies, so that only those that we believe are most
beneficial are introduced in the restaurants. We continually review, and as
appropriate adjust, our mix of Company-operated and franchised
(conventional franchised, developmental licensed and foreign affiliated)
restaurants to help optimize overall performance.

The Company’s revenues consist of sales by Companyoperated
restaurants and fees from restaurants operated by franchisees. Revenues
from conventional franchised restaurants include rent and royalties based
on a percent of sales along with minimum rent payments, and initial fees.
Revenues from restaurants licensed to affiliates and developmental
licensees include a royalty based on a percent of sales, and generally
include initial fees. Fees vary by type of site, amount of Company
investment, if any, and local business conditions. These fees, along with
occupancy and operating rights, are stipulated in franchise/license
agreements that generally have 20-year terms.

The business is managed as distinct geographic segments.
Significant reportable segments include the United States (U.S.), Europe,
and Asia/Pacific, Middle East and Africa (APMEA). In addition, throughout
this report we present “Other Countries & Corporate” that includes
operations in Canada and Latin America, as well as Corporate activities.
The U.S., Europe and APMEA segments account for 32%, 40% and 22%
of total revenues, respectively. The United Kingdom (U.K.), France and
Germany, collectively, account for over 50% of Europe’s revenues; and
China, Australia and Japan (a 50%-owned affiliate accounted for under
the equity method), collectively, account for over 55% of APMEA’s

revenues. These six markets along with the U.S. and Canada are referred



to as “major markets” throughout this report and comprise approximately
70% of total revenues.

In analyzing business trends, management considers a variety of
performance and financial measures, including comparable sales and
comparable guest count growth, Systemwide sales growth and returns.

» Constant currency results exclude the effects of foreign currency
translation and are calculated by translating current year results at prior
year average exchange rates. Management reviews and analyzes
business results in constant currencies and bases certain incentive
compensation plans on these results because we believe this better
represents the Company’s underlying business trends.

» Comparable sales and comparable guest counts are key performance
indicators used within the retail industry and are indicative of acceptance
of the Company’s initiatives as well as local economic and consumer
trends. Increases or decreases in comparable sales and comparable
guest counts represent the percent change in sales and transactions,
respectively, from the same period in the prior year for all restaurants,
whether operated by the Company or franchisees, in operation at least
thirteen months, including those temporarily closed. Some of the reasons
restaurants may be temporarily closed include reimaging or remodeling,
rebuilding, road construction and natural disasters. Comparable sales
exclude the impact of currency translation. Growth in comparable sales is
driven by guest counts and average check, which is affected by changes
in pricing and product mix. Generally, the goal is to achieve a balanced
contribution from both guest counts and average check. McDonald’s
reports on a calendar basis and therefore the comparability of the same
month, quarter and year with the corresponding period of the prior year
will be impacted by the mix of days. The number of weekdays and
weekend days in a given timeframe can have a positive or negative

impact on comparable sales and guest counts. The Company refers to



these impacts as calendar shift/trading day adjustments. In addition, the
timing of holidays can impact comparable sales and guest counts. These
impacts vary geographically due to consumer spending patterns and have
the greatest effect on monthly comparable sales and guest counts while
the annual impacts are typically minimal.

+ Systemwide sales include sales at all restaurants. While franchised
sales are not recorded as revenues by the Company, management
believes the information is important in understanding the Company’s
financial performance because these sales are the basis on which the
Company calculates and records franchised revenues and are indicative
of the financial health of the franchisee base.

* Return on incremental invested capital (ROIIC) is a measure reviewed
by management over one-year and three-year time periods to evaluate
the overall profitability of the business units, the effectiveness of capital
deployed and the future allocation of capital. The return is calculated by
dividing the change in operating income plus depreciation and
amortization (numerator) by the adjusted cash used for investing activities
McDonald’s Corporation Annual Report 2011 9(denominator), primarily
capital expenditures. The calculation uses a constant average foreign

exchange rate over the periods included in the calculation.



Appendix 2: Annual report of the company easyJet

Highlights
Our results

£3,452m
Total revenue
(2010: £2,973m) +16.1%

£248m
Profit before tax — reported
(2010: £154m) +60.8%

£248m
Profit before tax — underlying’
(2010: £188m) +31.5%

7.2%
Pre-tax margin — underlying®
(2010: 6.3%) +0.9ppt

12.7%
Return on Capital Employed
(2010: 8.8%) +3.9ppt

52.5p
Basic earnings per share (pence)
(2010: 28.4p) +84.9%

10.p
Proposed dividend — ordinary (pence per share)
(2010: nil)



34.9p
Proposed dividend — special (pence per share)
(2010: nil)

Operational highlights

* easylJet has made excellent progress over the past year and has
delivered a strong set of results with underlying profit before tax up by £60
million to £248 million despite a £100 million increase in unit fuel costs.
This strong performance is due to firm control of costs, effective yield

management, the strength of easyJet's network and focus on customers

* Return on Capital Employed (ROCE) improved by 3.9 percentage points
to 12.7%

» On time performance improved by 13 percentage points to 79% with the
strong performance across the network leading to a six percentage point

improvement in customer satisfaction

 Total revenue per seat up 4.1% (3.4% at constant currency) to £55.27,
as capacity investments made in FY’10 and the first half of FY’11 matured
combined with a strong performance from ancillary revenue, up 12.9% to
£11.52 per seat following decisive management action in the second

quarter

» Passenger numbers rose 11.8% to 54.5 million and load factor improved
by 0.3 percentage points to 87.3%. Passengers originating outside of the
UK now account for 56%, an increase of 3 percentage points compared to
the prior year. Passengers travelling with easyJet on business increased

by almost one million to 9.5 million

« Underlying cost! per seat (excluding fuel and currency movement) fell by
1.3% for the full year and was flat on a reported basis with strong
performances in ground handling, maintenance and disruption related

costs



* The year saw strong operating cash generation of £424 million, resulting

in net cash of £100 million as at 30 September 2011

« The Board has recommended a one-off return to shareholders,
structured as a special dividend, of £150 million. Taken together with the
ordinary dividend of 10.5 pence per share, this provides an estimated total
cash return to shareholders for the year of £195 million or 45.4 pence per
share to be paid on 23 March 2012 to those shareholders on the register
at the close of business on 2 March 2012 with an ex dividend date of 29
February 2012

» Earnings per share improved by 24.1 pence to 52.5 pence per share, of
which around nine pence resulted from changes in the UK corporation tax

rate and the resolution of various tax enquiries

* Forward bookings are in line with the prior year. With around 45% of
winter seats now booked, first half total revenue per seat at constant

currency is expected to be up by mid single digits

Note 1: Underlying measures exclude £27 million of cost relating to the volcanic ash cloud and £7 million loss on

disposal of A321 aircraft in 2010. There were no underlying adjustments in 2011.

Chairman’s introduction
Sir Michael Rake, Non Executive Chairman

| am pleased to report that your
Company has delivered a good financial
performance this year and the business

has strengthened.

Progress this year

In its first full year in charge the management team has made excellent
progress in implementing the strategy laid out in last year's annual report

and driving improvement in processes and capability.



As a result both unit revenues and costs have improved to drive a

substantial improvement in profitability and returns.

We have refreshed the Board with the appointments of Charles Gurassa
as Deputy Chairman and Senior Independent Director, Andy Martin and
Adele Anderson and strengthened the Board’s capabilities in the areas of

aviation, and risk and financial management.

Returns to shareholders

The Board is committed to delivering returns in excess of the cost of
capital and returning excess capital to shareholders. In the past year,
earnings per share has increased by 24.1 pence to 52.5 pence and

Return on Capital Employed improved by 3.9 percentage points to 12.7%.

The weak consumer environment with rising fuel costs and taxation will
continue to present challenges for the aviation industry. We have
proactively put in place actions to ensure the business navigates a difficult
environment by maintaining a strong balance sheet and by curtailing
growth over winter 2012 and 2013. This combined with our strong network
and focus on improving revenues and cost control means that easyJet is
well placed and the Board is confident in confirming our first ever dividend
of £45 million for financial year 2011 and a special dividend of £150

million.

Industry regulation

It is important that our industry ensures that we play our part in tackling
climate change. However, if this is done through only constraining
demand the economic and social benefits of travel will be put at risk. In

the UK alone aviation contributes £11 billion to GDP.



Environmental measures must deliver real gains in environmental
efficiency and cannot be used as a way to simply tax passengers. easyJet
continues to support aviations’ entry to EU ETS, however we are
disappointed by the UK Government’s proposal to increase the tax on
short-haul travel and reduce it for long-haul travel. This proposal will
reduce growth and jobs, as the maijority of the UK’s tourists come from
Europe, and it will increase emissions, as long-haul flights are responsible

for much greater emissions than short-haul flights.

We are also concerned about the apparent lack of Government
commitment to expanding runway capacity in the South East. This will
have negative consequences for the London and wider UK economy and
easyJet supports projects, such as a second runway at Gatwick, the most

congested runway in Europe.

Finally, we call for the end of inconsistent application of consumer rules
across Europe. We are proud of our commitment to ensuring our
passengers receive the support they deserve if they are disrupted, and
that our website provides clear and transparent information on fares.
easylJet led the way in Europe in providing passengers with simple fares.
However, we have seen regulators across Europe applying the rules in
different ways, and making inconsistent demands on us and so we are

campaigning to ensure there is a level playing field across Europe.

Conclusion

Finally | would like to thank all of easyJet’s people for their efforts in the

past year, their commitment and enthusiasm is core to easyJet’s success.

Sir Michael Rake



Non Executive Chairman

Market review

The UK macroeconomic environment remains difficult, especially in the
travel and tourism sector as the number of UK residents taking an
overseas holiday over the three months to August 2011 fell by 4%
compared to the same period in 2010. The competitive environment
remained tough with capacity increases in 2011. Against this backdrop
easyJet performed well with total revenue per seat growth of mid single
digits. At London Gatwick easyJet significantly increased frequency on
many of the busiest business routes such as Madrid, Milan, Rome and
Amsterdam. easyJet also increased its market share at bases such as
Bristol as carriers such as Ryanair retreated, and in Glasgow after BMI

withdrew services to Heathrow from the airport.

Despite the Euro-crisis German consumer confidence remained positive.
However, the introduction of APD in Germany in January 2011 has
damaged profitability across all airlines operating in Germany. easyJet’s
focus in 2011 has been on maintaining our market leadership on key city
routes from Berlin with increased frequencies on routes to London
Gatwick, Copenhagen, Basel and Barcelona. easyJet has gained share
on routes to London, Milan and Madrid as competitors have retreated.
Switzerland has also seen a stable economic environment and easydJet’s
focus in 2011 has been on defending its leading position at Basel and

Geneva whilst increasing its focus on passengers travelling on business.

Spain continues to be one of the most competitive markets in Europe. In
2011 easyJet refocused capacity to enable the network to improve
profitability and attract more passengers travelling on business. In Spain

more than 60% of air travel is purchased in offline channels and



consequently easyJet is implementing measures to improve its presence

in these areas.

Despite a difficult economic environment in Italy the short-haul intra-
European market remains buoyant easyJet grew capacity by around 11%
as it built its presence in selected key Italian markets of Milan, Rome,
Naples and Venice. At Milan Malpensa easyJet further consolidated its

leading share as Lufthansa announced the closure of its base.

easyJet consolidated its position as the number two airline in France and
increased its capacity by 29% as it continued with its strategy to build its
position as the alternative airline to Air France in major French airports.
easyJet’s share of the French short-haul market is now 12%. easyJet also
announced that it intends to open bases in 2012 at Toulouse and Nice.

easylJet already has a 20% market share at these airports.



Appendix 3: Annual report of the company Marks and Spencer

MARKETPLACE

Understanding the way our customers think and the factors that influence
their shopping behaviour is key to our success. Our Customer Insight Unit
(CIU) uses a combination of customer analytics and research to build an
accurate picture of the trends and issues that affect the decisions our

customers make.

What is happening in the marketplace?

2011/12 was a year of continued economic turbulence. UK Gross
Domestic Product (GDP) was revised down during the year, as the
Government faced the difficult challenge of tackling the deficit, whilst
stimulating economic growth. However, consumers now have a greater
understanding of how to manage their households through difficult times —

enabling them to better plan ahead.

Despite this clarity, confidence remained fairly low as consumers felt

the impact of inflation on their shopping, compounded by rising fuel
prices. Though inflation eased in early 2012 consumers have not felt the
full benefit, as incomes were hit by pay freezes, reduced hours and

cancelled overtime.

These factors contributed to a decrease in market footfall of 1.6%, as
consumers had to make tough choices. In this challenging environment,
some well-known retailers were faced with administration and store
closures. Others responded with heavy promotions — as retailers

competed fiercely for consumers’ limited disposable income.

There were moments of light relief during the year. The Royal Wedding in

April 2011 and Christmas provided reasons to celebrate. However, these



events were also characterised by heavy promotional activity and

measured spending from consumers.

How does this affect our customers?

Since the downturn of 2008, consumers have been on a journey of
acceptance and, for many, 2011/12 was the year they took charge of their
budgets. Consumers acknowledged that some rising costs, such as
petrol, were unavoidable, and instead focused on spend that they were
able to manage. This positive action helped customers regain a sense of

control, and optimism increased in the latter part of the year.

However, finances remained tight, with little flexibility in monthly spend.
This pressure, coupled with a greater focus on housekeeping, meant
consumers increasingly shopped to a planned list. They were not easily
distracted by promotions, using them as a shopping strategy and actively
seeking out value in the form of clear, straightforward deals on their

planned purchases.

Priorities remained close to home, with a renewed
emphasis placed on the value of family time, health
and wellbeing. Careful planning helped consumers
protect the things that mattered to them most, such as
spending on their children. Special occasions such as
Christmas and Mother's Day were also ring fenced,

with an increased focus on more traditional

celebrations at home.

Consumer Barometer

We launched our Consumer Barometer in June 2010. This ongoing
listening exercise enables us to track trends and plan ahead based on

consumer sentiment and behaviour.



The Consumer Barometer comprises a
monthly online survey of a changing
sample of 4,000 people and covers a range
of topics from spending patterns to future
plans. We undertake additional in-depth
research with a smaller sample, which

provides us with more detailed

insight into how consumers are thinking
and what influences their decisions. We process the monthly results
within one week, to give the business an instantaneous view of customer
needs. This up-to-date insight allows us to be agile in our responses —

from timely promotions to great product choice.
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Product focus

Clothing: The overall market remained static, with little movement in either
volume or value. Consumers continued to invest in staple items, looking
for increased longevity and versatility. ‘Wearability’ was a priority as they
sought stylish pieces that would last beyond the season, complementing

and updating their existing wardrobe.



Limited budgets also meant consumers looked to retailers for clear
fashion direction; wanting the confidence that they were buying the ‘right’

item to refresh their look in line with each season’s trends.

Quality remained important and customers recognised the merits of
buying into higher price tiers, using promotions as a way to make these
more affordable. Value was front of mind and we took steps to address
this with our ‘Outstanding Value’ campaign explained on page 18.
However, spending on children’s clothing was ring fenced as female

consumers in particular put family priorities before themselves.

Through clearer differentiation of our sub-brands - supported by
dedicated advertising — we made it easier for customers to find the right
items for them to refresh their look. Improved visual merchandising also

helped us show customers how to wear the latest trends.

Home

The housing market continued to be sluggish and sales of furniture

and other big ticket items remained slow. Consumers found it difficult to
justify purchasing until replacements could not be postponed any longer.
A sentiment of ‘making do’ prevailed, but with socialising at home taking
the place of going out, consumers refreshed and updated their homes
with smaller accessories. Segmenting our Home offer under more
distinctive lifestyle categories has helped provide customers with more

inspiration for easy room updates.

Food

Growth in the food market this year came largely from price inflation.
Intense competition between supermarkets resulted in a constant stream
of promotions, many of which left consumers feeling confused.

Consumers used promotions as a strategy to reduce weekly spend and



wanted genuine value from uncomplicated deals on the items on their

shopping list.

Food has been at the heart of customers’ celebrations at home.
Consumers looking to treat themselves needed reassurance they were
getting something truly special and turned to trusted retailers, especially
for important occasions. Our promotions catered for this determination to
enjoy time with the family, as set out on page 16. Consumers’ willingness
to spend on products that matter also played to our strengths, as we

continued to innovate and expand our healthy eating ranges.

Macro-economic factors have made everyday value a growing priority for
consumers. The launch of our new Simply M&S range showcases the
fantastic value available on over 500 of our customers favourite food

products.

How are our customers shopping?

This year, customers told us that
shopping was not just about spending
their limited budget wisely. They
wanted to enjoy their experience and
feel inspired, engaged and valued by

retailers. As a result, service was seen

as a key differentiator and, in a
confusing promotional landscape, customers really valued the assistance

of helpful and knowledgeable employees.

More consumers chose to shop across a combination of shopping
channels. This trend was supported by the dramatic growth of
smartphone and tablet ownership in the UK. Online and mobile channels

provided consumers with a more convenient way to research and buy,



and many saw it as a ‘safer way to shop — reducing the temptation of

store browsing.

Our customers are increasingly active online and women aged 45 to 55
spend more time online than any other age group. As a result, we've
provided more engaging content to help inform their online research and
provide reassurance that they are making sound purchases. We've also
integrated digital innovation, such as our new Style Online offer explained
on page 27, into our stores, to add value to customers’ shopping

experience.

International

Ongoing pressures in the Eurozone resulted in challenging trading
conditions in markets such as Greece, the Czech Republic and the
Republic of Ireland. However, there was strong GDP growth in some

markets including Russia, the Middle East, China and India.

Our strategy is aligned with these growth opportunities and we are
focusing our expansion on existing markets such as India, the Middle East
and the Shanghai region of China. In doing so, we are reducing our
dependency on the UK economic cycle and maximising the efficiency of

our existing global supply chain and infrastructure.

Across our international customer base, there was a consistent demand
for quality. Our British heritage, coupled with our brand values, supported
this position — particularly on Food, with traditional products such as tea
and biscuits performing well. In Clothing, we know customers recognise
M&S quality, but want more clarity around our fashion offer. Launched in
autumn 2011, our Autograph campaign (page 17) has helped better
showcase our style credentials. The international roll-out of our new store
format will make it easier for customers to identify the signature style of

each of our clothing sub-brands.



How does Plan A help us respond to market pressures?

Plan A, our 180-point eco and ethical plan, helps us tackle the
sustainability issues that face all major retailers. With key raw materials
under pressure, Plan A helps us develop a more sustainable supply chain

— focusing on areas such as cotton and sustainable fishing.

In a challenging economic environment, Plan A
enables us to run a more efficient business too —
reducing waste and energy use. In turn, we are
sharing our learning with our 2,000 suppliers

worldwide — enabling them to reduce their own
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sustainable future.

In a competitive marketplace, Plan A provides a
point of difference. M&S is well known for its
sustainability credentials and is seen as a leader
by important stakeholders in the sector. In
addition, this year we worked hard to engage

customers in new and exciting initiatives such as

our Beach Clean project, explained on page 30.



