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Teaching business English reading under the guidance of Schemata theory

CIIAI Jing - jing ,ZIIANG Yuan — yuan
(School of Forcign Languages, Wuhan Institute of Technology, Wuhan 430205, China)

Abstract: Business English reading capability plays the most important role in exchanging and acquiring
inlormation in [requent business activities, In Business English reading classes, however, students are
found insufficient of reading competence. In this essay, by referring to the texthook “Extensive Reading
of Business English” published by Higher Education Press, Schemata theory was brought in to throw
light on the existing problems in Business English teaching,and with the hope to achieve better teaching
cllects, teaching strategics and organizing techniques in reading classes were discussed and explored.

Key words: Business English reading;reading competence; Schemata theory;teaching strategies
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The issue of positivism in the management study

LULi

(School ol Management. Wuhan Institute of Technology.Wuhan 430205.China)

Abstract: Positivism can be divided into two types of validation and falsification. “Duhem-Quine thesis™
and “Two Dogmas of Empiricism” have shaken the philosophical foundation of positivism. Thus, while
empirical approach is still to occupy the mainstream of management studies, there is no reason (o reject
the other option.,

Key words: positivism; reductionism; methodology
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