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ENGLISH AROUND THE WORLD

ENGLISH AROUND THE WORLDJ'

As the world becomes smaller with cheaper
and faster means of communication and
transport there is an urgent need for a global
language. English seems to satisfy this need with
more than 750 million people speaking the lan-
guage from as far as Alaska to Hong Kong. To-
day it is English that unites the world of interna-
tional business and communication. Three quar-
ters of the world’s mail, telexes and cables are
written in English.

In most multinational companies today, Eng-
lish is the common language of internal com-
_munications,and a must for anyone looking for
a good job. A recent business meeting held in
- Sweden ang attended by Greeks, [talians and
Germans was conducted in English as it was
the only common language.

The Story of English

What are the orwms of this language that has
conquered the 010be’ It has Indo European
roots which it shares with other languages like:
Latin, Greek, Sanskrit and German. The word
‘mother’, for example, sounds alike in all these
languages. The more récent history of English
is divided into three broad periods that will be
briefly examined here.

0Old English (449 AD-1100 AD)

This period started with the invasion of Eng-
land by three Germanic tribes. They were the
Angles Saxons and Jutes who, mwrated in
masses and pushed the native Celtic popula-
tions to the west. The gradual blend of the An-
gle, Saxon and Jute dialects created Old Eng-
lish.

Some additions were made later during the in-
vasions of the Vikings and Danes. Examples of
the vocabulary brought to English by these in-
vaders are: sky, leg, skin, get, same, want.

In this period another enriching influen-
ce on English was Latin brought in by the mis-

sionary St Augustine when he converted the
k1n0dom of Kent to Christianity in 597 AD. A

ample of the words the Church brought to
English are: angel, disciple, mass. martyr, psalm

The grammar of Old English was very com-
plicated and nothing like the English we use
today.

Although English has changed a lot over the
years the nine most commonly used words —
the, to, and, be, have, of, will, you, it — are An-
glo-Saxon.

The Norman conquest of England in 1066
AD challenged the survival of English as
French and Latin became the languages of re-
ligion, law, science and literature. English left
to the masses survived and went on to its sec-
ond period.

Middle English (1100 AD-1500 AD)

The two main differences between Old English
and Middle, English were the 51mphf1cat10n of
grammar and the increas® in use of Erench antl
Latin words. :

During this period En011sh was abandoned
by the elite and developed in the mouths of the
masses in a popular way. This provoked the
main changes in the structure *of English, for

xample, the loss of grammatidal gender and
with this the agreement of adjectives.

Many French and Latin words flowed into
English at this time which left the English lan-
guage with a rich legacy of synonyms. The same
concept can be e‘(pressed with different shades
of meanings. For example: ask (Old English),
mquue (French) and interrogate (Latin): kingly,
rega[ royal, sovereign; time, age, epoch.

Geoffrey Chaucer, author ot The Canterbury
Tales, symboTzes the rebirth of English as a na-
tional language. During his lifetime French was
still the language of the courts and English be-
came the language of government only seven-
teen years after Chaucer’s death in 1400. Wil-
liam Caxton brought the printing press to Eng-
land in 1476 and printed books in “London
English” which he established as the standard
form.

The reappearance of English as the official
national language and the printing press set the
stage for'the English language at the time of
the Renaissance.

Modern English (1500 AD-the present)

The Renaissance had a strong influence on ear-
ly modern English bringing thh it 12,000 words
from the classmal and romance languages. Eng-
lish scholars read and translated the classic
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works which were valued not only for their
contents but also their writing style.

This period brought us the works of William
Shakespeare who used the English language
with a fluidity and flexibility that brought to-
gether literature and common culture. Shake-
speare lived at the time when printing presses
were gaining popularity and it is thanks to this
we have records of his work.

Another important literary influence on ear-
ly Modern English was The King James I ver-
sion of the Bible which was published in the
same year as Shakespeare’s last play.

The Renaissance was followed by a period of
order and restraint. It became important to es-
tablish the rules and logic of the English lan-
guage. This gave us English Grammars and was
the start of English Language Dictionaries.

While English was evolving at home, the
British were expanding theiy Empire overseas
in the Americas. The West indies. The East -
dies. Africa and Australia. The colonialists who
came in contact with the “natives™ of these na-
tions brought back new terms from around the
glcbe. Some cf these new imports were: hicko-
rv. squash from North American Indians; chili,
coyote from Mexico: bungalow, cashmere, chintz
from India; chimpanzee. voodoo. zebra from
Africa: boonerang. kangaroo from Australia.

This trend of borrowing foreign words has
continued up to today with the result that 80%
of the entries in any English dictionary has for-
eign roots, but the hundred most commonly
used words have Anglo-Saxon origins.

Since War II the United States of America has
built on this legacy and thanks to its economic
power has continued to spread the use of Eng-
lish. Although this time it is American English
which has gained ground.

The Future of English

Just as English has borrowed and will continue
to borrow words from other languages it is gen-
erous in its offerings. As the language of the
media and entertainment industries it has an in-
fluence on the lives of people around the globe
everyday. Many of these people have borrowed
words from English enriching their languages
with terms like: fast food. film, broker, bar,
computer.

The popularity of English is not just due to
British colonialism or American economic mi-
ght. It is also the relative simplicity of the lan-
otiage structure and its vast vocabulary that has
contrjbuted to making it the most widespread,
ranguage today. -

With the development of techmology to facil-
itate international communicatiorts English will
be used by more and more people and eventu-
ally may branch into two separate streams. One
more simple for international communication
and the other would be a cultural continuation

“of the original stream.
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ADVERTISING

Advertising’s Age

In the beginning, advertising agencies were
advertising “agents”. They sold advertising
“space,” primarily for newspapers and maga-
zines, and earned a commission.

Advertising was “keeping your name before
the public,” since customers who knew your
namc were more likely to buy your product or
brand. Today, we call that “Awareness” and it’s
still a priority of almost all advertising.

Then, in the early 1900's a young man named
Albert LaskKer at the Lord & Thomas agency
(fhw Foote, Cone & Relding) had a startling
revelation. The advertising business was not

. . . by "
seMing spAce. Rather, it was selling whaU'was in-
side that space. The advertising itself.

cAy s £ AT N "
A LS JOr Aaverisiity Urla..

Advertising is an active relationship. It is some-
thing that happens to another person. whether
reader, viewer, listener or someone not paying
much attention. It is not merely the ad. it is the
response. It is not what happens in the ad, it is
what happens inside the person. That is how
advertising works advertising that does not do
that “talks to itself”.

... Atrention, Awareness, Attitude
and Action

Let's take them one by one. First there is AT-
TENTION. People notice an ad. and. to some
extent, remember it. A certain percéntage of
these people will buy the product. Breaking
through to get attention is one of the toughest
jobs. Because you're not only competing with a
lot of other messages done by other skilled ad

people, but people are very good at tuning out
what doesn't interést them. Overcoming all the
barriers to communication and getting atten-
tion is advertising’s first job. &=

Second, there is AWARENESS. On this lev-
el, advertising moves from merely being no-
ticed to being remembered. It occupies a space
in the conscious or subconscious mind or mem-
ory. This is usually a cumulative process and
building awareness is a constant goal of virtual-
ly all advertising. At this second level, advertis-
ing has an ongoing existence inside people. A
greater percentage of these people will be dis-
posed to buy the product.

= Third, there is ATTITUDE. It is the feeling, |

people have towdrds your produet. Attitude is
more active than awareness. Wheh there is an
,,,,,,,,,,,, D

tell you how they feel. Attitude can be positive,
negative or néutral. An attitude is usually the
resilt of some type of experience: an ad, a
product experience. etc. A major long-term job
of advertising is to build or shift attitudes to-
ward the product and about the product. Often
this shift has specific strategic focus, ie. im-
prove reputation for quality. In general, the
better the Attitude, the better the sales.

Finally, there is ACTION: The relationship is
externalized and the person actually acts! He
buys the product, sends for a brochure or writes
his Congressman.

For every advertiser. every ad should be part
of a long-term process. Once more that process
is..gain ATTENTION, build AWARENESS,
shift ATTITUDE and motivate ACTION.

Adapted from The Copy Workshop. B.B.C. Communications
[nc. 1988
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BANKING

Where did it all start?

anking can be traced as far back in time as

Babylon where the people entrusted their
savings to temple priests. The etymolpgy of the
word bank suggests that banking as we know it
today has its oOrigins in the market places
where early bankers transacted their business
at a bench or banco. French banque or Italian
banca, comes from medieval Latin: banca or
bancus.

This trade was exported to England by the
Lombards, Northern [talians, who llvgd and
“worked in the city of London. After some time
the Lombarsls’ went bankrupt, but their home
Lombard Street is in the heart of London’s fi-
nancial district today.

The gonusmun: Luui\ ovel [Ioil wicic ihc
Lombards left off and became the new bank-
ers of the day. They became the well estab-
lished safe havens for bullion. jewelry and cash
for which they issued receipts for deposits.
The person who deposited his surplus funds
with the goldsmith became known as a “de-
positor” and paid for the privilege of having
his money protected. These payments were
called “bank charges”. The depositor who
needed funds, to pay wages or debts, could

come to the bank at any time and take out the .

necessary amount.

Soon it was clear that unnecessary risks were
being taken by depositors who needed to pay
money to creditors. The depositor had to take
the money and deliver it to the creditor who
immediately took it back to the bank. Why not
simply order your bankers to transfer funds
from your deposit to the creditors deposit?
This was the origin of the check system.

The goldsmiths also saw that only a small
percentage of each depositor’s funds were used
regularly and that there were large sums of
money that remained unused for long periods
of time. It seemed safe to lend some of this

money, at a price, to people eager to borrow for
industrial or commercial reasons.

The Essence of Banking

In a few words the essence of banking was the
safekeeping of depdsits, making payments on
behalf of depositors and lending money. Bank-
ing today is all of the above and much more. It
has developed into a very sophisticated and
varied trade and now we talk of it as “the
supermarket of financial services”. Walk into a
bank in almost any part of the world and one
can choose to open a checking account, change
money, send money to another country, buy in-
surance, make an investment, ask for a loan«or
simply use the A T.M.

As the services of banking have grown so
have the ditterent types of banks, which for
simplicity we have divided into three main are-
as borrowing the terminology from Citibank.

The Three ‘I’ s of Banking

The Institutional Bank, the Corporate Bank or
the Commercial Bank, historically was the first
type of bank. It came into being to provide cap-
ital to the agricultural and industrial revolu-
tions. It offers large companies, financial insti-
tutions, domestic and foreign governments a
wide range of financial services, some of which
are loans, cash management services and pay-
ment services.

The Individual Bank, the Consumer Bank or
the Retail Bank, provides the individual with

“ services such as checking accounts, savings ac-

counts, investment opportunities, credit cards,
loans and electronic banking services like
A.T.M., home banking and wire transters.

The Investment Bank, or Merchant Bank,
generally offers investment services some of
which are: fundraising. merger and acquisition
services, management of investment portfolios.
venture capital activities and management of
interest rate and foreign exchange risks.
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What is Economics?

conomics is the science of making choices.

Individuals must decide whether to stay in
the office for another hour or go home to the
family; whether to choose a career in advertising
or banking; and whether to play golf, watch tele-
vision or read a book for relaxation. As a group,
people must also choose through their govern-
ments whether to build a dam or repair high-
ways with their taxes; and whether to build a
subway line or increase the size of the police
force. R

The common element in all these decisions is
thatgvery choace involves a cost. Choosing any-
thing means that something else mist be given
up. Listening to this text means that'you are not
watching television. Since people waini o get
the most out of their choices — maximizing the
benefit — understanding the process and cost of
each choice is important.

Some of the basic concepts and models asso-
ciated with the study of making choices, the
building blocks of economics, are: scarcity and
opportunity cost, marginal analysis. demand and
supply, specialization and comparative advan-
tage, markets and prices, competition and ag-
gregate supply and demand.

Why are choices necessary? Choices must be
made because resources needed to make goods
and services are limited. but the competing uses
for them are not. One limited resource, for ex-
ample, is time. There are only 24 hours in a day,
and people do not live forever. Choosing to
work for another hour means that time for some
other competing activity, such as playing tennis
is lost. It is the scarcity of productive resources
that makes choices necessary. Making choices
under conditions of scarcity is not only a part of
life but also the subject of economics: Econom-
ics is the study of how individuals allocate scarce

resources among competing uses to maximize
their satisfaction.

Microeconomics and Macroeconomics

Economics branches out in two broad areas.
Microeconomics deals with individual markets
and entities. (The prefix micro means “small.”)
The market for wheat, the price of housing, the
demand for factory workers, the supply of engi-
neers, and effect of the gasoline tax on gasoline
sales are all microeconomic subjects. Micro-
economists answer questions like this: How
much -will the price ‘& orange juice increase

when too much rain destroys half the orange,
“crop in Sicily. Hbw many students will drop out

when the university raises tuition by 25 percent?
A one can see. microeconomics is concerned
with very specific questions involving individual
markets, firms and consumers.

In contrast, Macroeconomics deals with aggre-
gates or the sum total of actions in many separate
markets. (The prefix macro means “large™.) It fo-
cuses on the macro, or large, economic elements
of the economy as a whole. Macroeconomics is
concerned with how total output in an economy
is determined. rather than the output of wheat or
cars; with the average level of prices, rather than
particular prices for fish or gold or computers;
and with total employment or unemployment
rather than the number of workers in the car in-
dustry or in a particular car factory.

While there are more microeconomists at
work, macroeconomists get more of the head-
lines. They track the national and world econo-
my, answering questions and making predictions
about inflation, unemployment rates, and how
government might use its taxing and spending
powers to prevent business recessions and pro-
mote economic growth.

Adapted from The Copy Workshop. B.B.C. Communications Inc. 1983
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What is Finance?

Finance is a body of facts, principles and
theories dealing with the raising and using
of money by individuals, businesses, and gov-
ernments. The primary role of the financial
system in the economy is to aid the transforma-
tion of savings into investment.

Personal Finance

An individual’s financial problem is to max-
imize his or her financial well-being by appro-
priggely using the resources available” Finance
is about how individuals divide their income
between consumption (foods clothes, etc.) and
investment (stocks, bonds, real estate, etc.).
For example: John's salary is $3,Q00/ — a month,
he budgets-$2,000/ - fow foode rent and clothes
and the rest ($1,000) he invests in governsmenty
bonds.* s

Finance is also how the individual raises
money to provide for increased consumption
or investment. For example: Sally needs a new
car but she does not have enough money to
pay the full amount. She goes to the-bank and
takes out a loan to pay for the car and in this
way she has just financed increased consump-
tion. Then when John and Sally get married
and want to buy a new home John can use his
savings (his investment in government bonds)
for the down payment and they can get a mort-
gage from the bank to pay the rest. In this way
they have financed increased investment. The
head of a family usually manages its finances,
but with savings and investment products be-
coming increasingly sophisticated one can get
professional help from personal finance man-
agers.

Corporate Finance

Firms also have the problem of allocating re-
sources and raising money. For example: Can
management allocate 10% more to.advertising
this year? Management must decide which in-
vestments to make and how to finance those in-

vestments. For example: The new machinery for
the factory costs $4,000,000; should the firm fi-
nance this investment with a loan from ABC
Bank or sell more company stock? Which option
is better? Just as the individual seeks to max-
imize his or her happiness, the firm tries to max-
imize the wealth of its owners or stockholders.
The firm’s finances are managed by its fi-
nance manager and if the firm is large enough
by its finance department. The size of a corpo-
ration’s finance department naturally will de-
pend on the size of the firm. In an Aemesican
firm the finance department is headed by the
Vice president of finance who is’ respdnsible
for manhging and coordinating the depart-

- ment’s two ain areas: the treasury and the

controller group. The treasurer is responsible
for oktaining financing”from banks. managing

. % » . « .
the firm’'s cash accounts and maintaining rela-

tionships with financial institutions. The con-

-troller’s functions are to make sure that money

: - » .
is used efficiently and to do the budgeting, ac-
counting. ,auditing and the company’s taXes.

The successful management of a firm’s financ-.

es is fundamental to a company of any size as
money managed well means success and
growth.

The Financial Activity of Governments

Governments have financial problems similar
to those of individuals and firms. They have to
manage financial resources and distribute these
to the different ministries or departments.

For example: Can the government finance 5
new hospitals and build 25 new schools? In a
democracy the finances of a country are man-
aged by the finance ministry along with the
central bank.

The central bank of the United Kingdom is
known as The Bank of England and in the
United States it is known as The Federal Re-
serve System. Sound financial policy leads to

_political and economic stability and is a very

important influence on the well-being of both
individuals and firms.

v
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| MANAGEMENT

The History of Management

Management, the art of organizing available re-
sources in such a way that maximum benefit is
gained, has been with man since prehistoric
times. It is partly due to this capacity that prehis-
toric man has evolved into the man of today. The
survival and continuing development of man has
depended on his, and his community’s ability to
manage resources.

Stepping forward in time this instinctive behav-
ior was rationalized and has now become a disci-
pline and psofession. Some of the management
profession’s cultural milestones are: Aristotle
.who believed i authgritarian, direction: .Plato
who wrote about man as a social'animal with a

need to p par uuyuu, in his.own A‘J"'"y Machiavel-

li whose text The Prince is a classic on leadership
and power.

In spite of its rich historical background, man-
agement as a discipline or profession is a fairly
recent development It started gaining recogni-
tion only in the early part of this century when
the work of Henri Fayol, generally regarded as
the first to-ask, “What is management?”, began
to be appreciated. But, it was only after World
War II that the field of management was estab-
lished as a discipline.

This was achieved when Peter Drucker pub-
lished his book Concept of the Corporation (1946),
where the successes of large organizations were
analyzed and were identified with certain winning
structural and managerial characteristics such as:
decentralization, delegation and management by
objective.

The Essentials of Management

The classical theorists of management have iden-
tified five main processes as essential for a man-
ager to be successful in the job of organizing re-

&

sources to achieve the satisfactory performance
of an enterprise, and they are:

1. Planning - deciding on a strategy to achieve a
desired result.

2. Organizing - creating and staffing the most ap-
propriate group to achieve the aim.

3. Motivating - leading and motivating a team to
give their best while working together smoothly.
4. Controlling - measuring and checking the
progress of work in relation to the plan.

5. Development - continuing the process of devel-
opment for both the staff and the manager himself.

L d
This view of management has been questioned by
sote management experts like: Rosemary Stew-
art and Henry Minzberg, who claxm that althouOh

T kol A
illainagers intend to control their environment it

sometimes controls them. To these experts, man-
agement is a process that involves both a mix of
rational, logical, problem-solving, decision-mak-
ing activities and intuitive, 1llog1cal and irrational
activities. It is therefore both science and art.

The Future of Management

The etymology of the word management comes
from the Latin manus which means hand in Eng-
lish. The managerial hand has been perceived as
a closed fist controlling the reins of every situa-
tion. In the book Megatrends 2000 (1990) Naisbitt
and Aburdene maintain this approach is chang-
ing, and that it is giving way to a more open man-
agerial hand. “Today we are replacing the manag-
er as order giver with the manager as teacher, fa-
cilitator, and coach.”

The future they claim is with “The leader as fa-
cilitator”, a manager who “asks questions, guides a
group to consensus, uses information to demon-
strate the need for action™, and “knows how to
draw the answers out of those who know them
best — the people doing the job™.
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INSURANCE

Insurance Has Many Faces

I nsurance provides vital financial protection
against risk, loss and misfortune for individu-
als. their families, the business community and
other organizations. People need to protect, for
example, their property, their homes, their pos-
sessions and their cars. They need to know that if
any of their possessions are damaged or stolen or
lost they will be compensated. By taking out an
insurance policy they cover a possible future mis-
fortune.

In the same way, it is sensible to take out insu-
rance against accidents occurring to people or
property. Sometimes the law requiges this, as is
the case with motor vehicles or an employer’ li-
ability for accidents to employees or the public.

More frequently insurance is taken out as a pre--

caution rather than being a response to the re-
quirements of the law. For example, many people
take out insurance to cover the many risks they
run if they are going on holiday abroad - acci-
dents, illness and loss of luggage.

Businesses insure their factories. plant and of-
fices. Shipowners and airlines are insured against
accidents to their vessels or planes. or the passen-
gers. cargoes and crew. Businesses can also obtain
cover for the sudden death of their key employ-
ees where this would affect the prosperity and fu-
ture well-being of the business and reduce its
profits.

People, as well as businesses, need to protect
themselves and their families against the financial
consequences of untimely death. Life insurance is
available for this purpose. The insurance industry
also covers people who are temporarily or perma-
nently disabled, paying them substantial sums
during their disablement to cover loss of earnings.

The knowledge, skills and expertise accumulat-
ed over hundreds of years by the insurance indus-
try in investing the contributions, called premi-
ums, paid to buy insurance cover and provide for
payment of future claims has also been put to
good use in providing an ever-widening range of
savings, investment and pension plans.

How is the Industry Organized?

There are many different types of insurance but
the bulk of cover is provided in these categories:
marine and aviation; property; liability; life; and
pension. .

JAnsurance Companies may provide cover against

_all types of risk or specialize in particular sectors
of the market, for example, maring insurance or

life insurance and pensions. Thew vary in size
from relatively small privately owned companies
to multinational organizations whose shares are
listed and traded on stock exchanges in London,
New York and other leading financial centers
around the world. An insurance market also in-
cludes branches or representative offices of for-
eign insurance companies. ‘

Insurance Brokers advice clients on their insu-
rance needs and place the business either in the
company or Lloyds market. Some brokers also
act for insurance companies who wish to share
large risks with other insurance companies. Like
insurers themselves, brokers, agents and other
intermediaries vary in size from relatively small
local businesses to multi-branch stock exchange
listed companies operating either in one country
or internationally.

(Adapted from Professional Opportunities in Insurance,
The Chartered Insurance Institute, London.)




MARKETING

arketing is an inescapable influence which

touches all of us every day of our lives. We
wake up to a Sony alarm clock, which begins-to
play a song sung by Zucchero, followed by an Ali-
talia commercial advertising a flight to New York.
We enter the bathroom where we brush our teeth
with Colgate, shave with Gillette, spray our hair
with Clairol, and use other toiletries and appli-
ances produced by manufacturers around the
world. Later we step into our Fiat car and drive
off to work. The marketing system has made all
of this possible, with little effort on our parts It
has delivered to us a standard of living that would
have been incd®ceivable to our ancestors.

What is Marketing?

What does the term marketing mean 7 Most peo-
ple mistakenly identify marketing with selling
and promotion. Selling is only the tip of the mar-
keting iceberg. Selling is only one of several mar-
keting functions, and often not the most impor-
tant one. If the marketer does a good job of iden-
tifying consumer needs, developing appropriate
products, and pricing, distributing, and promoting
them effectively, these goods will sell very easily.

When Eastman Kodak designed its instamatic
camera, when Atari designed its first video
games, and when Mazda introduced its RX-7
sports car, these manufacturers were flooded with
orders because they had designed the “right”
product. Not me-too products, but distinct ones
offering new benefits. Peter Drucker, a leading
management theorist, put it this way: “The aim of
marketing is to make selling superfluous. The aim
is to know and understand the customer so well
that the productor service fits him and sells it-
self”.

The Evolution of the Marketing Concept

The marketing concept may seem like an obvious
approach to running a business. However, busi-
ness people have not always believed that the

best way to make sales and profits is to satisty
customers. A famous example is Henry Ford’s
marketing philosophy for cars in the early 1900s:
“The customers can have any color car they want
as long as it is black”. The philosophy of the mar-
keting concept emerged in the third era in the
history of business, preceded by the production
and the sales eras.

The Production Era. During the second half of
the nineteenth century, the Industrial Revolution
was in full swing in Europe and the United
States. Electricity, railways and the assembly line
made it possible to manufacture products effi-
cientlysand in large quantities. With new technol-
ogy, products poured into the marketplace, where
consumer demand, guided by production, was
strong. This production orieniation in the mai-
ketplace continued into the early part of this cen-
tury. .

The Sales Era. In the 1920s. the strong consu-
mer demand for products subsided. Businesses
realized that consumers were making-choices and
that products would have to be “sold” to consu-
mers. From the mid 1920s to the early 1950s,
businesses viewed sales as the major means of in-
creasing profits. )

The Marketing Era. By the early 1950s, some
business people began to recognize that efficient
production and promotion of products did not
guarantee that customers would buy them. These
people found that they must first determine what
customers want and then produce it, rather than
simply make products first and then try to change
customers’ needs to correspond with what is be-
ing produced. As more organizations realized the
importance of knowing customers needs, busi-
nesses entered the marketing era — the era of cus-
tomer orientation — the era of today.

(Adapted from: The Emplovment Kit, American Market-
ing Association; Marketing Concepts and  Strategies,
Houghton Mifflin Company: Boston 1991.)
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The largest oil spill in Alaska’s North Slope raises
sticky questions about future drilling in the Arctic

By NATHAN THORNBURGH

T 5:45 ON A SEARINGLY COLD MARCH
4 morning, still 2% hours before sunrise,

| a BP worker driving along an empty
& access road at Alaska’s Prudhoe Bay
011 field suddenly smelled oil.

On the side of the road, hidden below a
field of snow, a massive slick of crude oil had
spread over nearly 1 hectare of tundra. An ag-
ing pipe, installed during the 1970s, had cor-
roded from the inside and oozed oil out of an
almond-size hole—a leak that went unde-
tected for at least five days. None of the
pipeline’s alarms were tipped. In all,
760,000 L of crude escaped, making the spill
the largest ever to hit Alaska’s North Slope.

The accident raises sticky questions
about the oil industry in Alaska at an awk-
ward time for the Bush Administration and
its supporters in Congress. While the Senate
was busy last week passing a largely sym-
bolic budget amendment in support of
opening the Arctic National Wildlife Refuge
{ANWR) to new drilling, Prudhoe Bay was
facing the harsh realities of operating the
state’s existing wells. ’

The great petroleum reserves of Alaska
are slowly but inexorably drying up, along
with the profits of the oil companies that
 operate ‘there: Meanwhile, 30-year-old

1pehnes that stretch hke a °“1ant cobweb

| vert that helped shield the leak from view.

BP says that it increased corrosion-
management spending 16% from 2004
to 2005 to meet these challenges. But
an alarming U.S. Department of Trans-
portation document obtained by the
Anchorage Daily News raises questions
about BP’s diligence in inspecting its
pipelines, pointing to no fewer than six oth-
er anomalies found on the same 15-km
stretch of pipeline, including a spot where
the pipe had corroded so badly it was less
than 1 mm thick.

Local political leaders are concerned

about the oil companies’ priorities.
“T'd like to see them use the best
available technology to prevent
major spills like [this one]
says North Slope Borough
Mayor Edward Itta. “That’s
not happening right now.”
In Congress, supporters
of the Administration’s policies
say the country needs ANWR oil
to be energy independent and to
fight the pinch at the puinp, while oppo-
nents call it a land grab for Big Oil. Most
observers agree, however, that w1th House
Republicans deeply dmded on the topic,
the Senate’s ANWR amendment will proba-
bly die the same death it did last year. One
Republican staff member called it the
Groundhog Day amendment. ‘

Back in Prudhoe Bay, the battle lines
are clearer. Braving temperatures as low as
minus 40°C, cleanup crews have contained
the spill and are trucking in fresh snow to
absorb whatever oil can’t be vacuumed up.
BP hopes to recover 90% of the lost crude,
which it will funnel back into the pipeline
and pump to the port of Valdez for sale on
the open market -—Repnrteu by Wesley Loy/
Anchorage.

the Arctic shore, need more and costlier
maintenance than ever. The new spill puts
into sharp relief the same question that has
stalemated the ANWR debate since the
1980s: Can oil companies focused on their
bottom line be trusted to protect Alaska’s |
fragile environment?

There is no question that
Prudhoe Bay, the nation’s
largest oil field, is in decline.
Production has slumped from
a daily average of 1.6 million
bbl. in 1988 to just 425,000
bbl. in 2005. To extract what-
ever oil remains, BP, which op-
erates the field for a consortium
of petroleum companies that in-
cludes ConocoPhillips and Exxon Mobil,
has been taking measures that may have un-
intentionally raised the risks. Drilling more
wells to further develop Prudhoe just adds to
the more than 2,700 km of pipeline that
already crisscross the North Slope, in-
creasing the chance of leaks. And other tech-
niques, such as injecting water into old wells
to flush out remaining pockets of oil, can be
hard on the pipes. The corrosion behind this
month’s leak, for example, is thought to have
been started by water that got into the
pipeline, eating away at the steel.

Even measures taken to protect

wildlife can cause problems. The hole that
created the new spill was located at one

“rof -dozens of caribou-crossing sites,
“where the pipeline is tucked in a cul-
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in 1974, Bangladeshi econ-
omist Muhammad Yunus be-
gan makinit‘imﬂpaqs to the
rural poor. The success of
his charity led him to found
Grameen Bank,
pioneering microcredit.
" Yunus spoke o TIME's
| ishaan Tharoor fast week,
" “moments before learning he
and Grameen had won the
2006 Nobel e Prize.
~When did the microcredit
idea dawn on you? in 2874,
there was a famine inthe
couniry. | felt empty because
my knowiedge in economics
meant little to the people suf-
fering. Villagers had to borrow
from loan sharks on terribie
~onditions—some ev i ke
coming slave labor forthe
moneyienders. | made a list of
42 people most seriously in

debt who, all together, owed
b (=}
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and repay
About 97 % of Grameen
members are women. Why?
The main challenge for a poor
woman was overcoming !
rin her, which was holdi
r back. We found that,

g

spent money more freely,
women benefited their fami-
lies much more.

In a heavily Muslim society,
did this trigger opposition?
Of course. The first opposition
came from the husbands, who
thought we were insulting
them. Second were the mui-
lahs, who started preaching
that taking money from
Grameen Bank was against
the religion. We told them that

iy ielgmic history, v

and business-

been warrors
men—iook at the P
first wife!
What singular achievement
do you most take pride in?
{ would say that | did some-
thing that chalienged the
hanking world. Conventionai
banks ook for the rich; we
jook for the absolutely poor. All
people are entrepreneurs, but
many don't have the opportu-
nity to find that out.
You said a decade ago that
our grandchiidren wili have
to go to museums to see
poverty. Do you still think
that? Absolutely—58% of
the poor whe borrowed from
Gramaen are now out of

poverty. There are over 100

"

miflion peo
volved with microcredit
schemes. At the rate

we're hea

ng, we'll halve




