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dopma Kon-Bo Jlekir., Ipakr., JlaGop. CPCIV/ CPC Bcero | UrtoroBbrit
oOy4eHUs] | KpEIWTOB | BuYac. | CEMHUHAp. | 3aHITHSA, B J0T B Yac. B Yac. | KOHTPOJb
3aHATHS, B Jac. B vac.
Jac.
OuHas 2 30 30 60 9K3aMeH
3a04Hast
BEUCPHSIS

IIpepexBu3uthl: K Hauany u3yyeHUsi JaHHOTO Kypca CTYIEHT AOJDKEH BIIAJETh
OCHOBHBIMM HaBbIKaMU 4 BHUJOB PEUYEBOM JEATEIBHOCTH: T'OBOPEHMS, ayIMpPOBAHMS,
YTEeHUS] U MHCbMAa, OCBOEHHBIX B paMKax HW3Y4YEHHUS JUCUUIUIUHBI «ba3oBbIil
UHOCTPAHHBIA 53bIK» (YpOBEHb-A2), a Takke 3HAHUSAMU B MPEIAMETHOM 0O0JacTH
CHEIUATBbHOCTH B paMKax 0a30BbIX U MPOPUIHPYIOLIUX TUCUUILINH CIEIUATBHOCTH.

IHocTpeKBU3UTHI: Juconmimnaa «IIpodeccrnonambHO-OpUEHTUPOBAHHBIN
MHOCTPAHHBIN SI3BIK» MPENOJIaracT U3y4eHHe NPeIMETHON 001acTH CHeUaIbHOCTH Ha

MHOCTPAHHOM  $I3BIKE, COOTBETCTByIIeH ypoBHIO B2-Cl1  OGuieeBponeickoro
CTaHJIapTa S3bIKOBBIX KOMIIETEHIIUM.
OOyyenne  momuumHeHO  oOWmIEH  3ajaye  MOATOTOBKUM  CHELHAINCTA

COOTBETCTBYIOIIETO Tpoduiiss W TpeaycMarpuBaeT (OPMHpPOBAHUE Yy CTYJCHTOB
npodeCCHOHAILHO 3HAYMMBIX 3HAHWH, HABBIKOB M PEYEBHIX YMEHHUH KaK KOMIIOHCHTOB
WHOSI3BIYHON KOMMYHHMKATHUBHON kommeTeHInu (ypoBeHb B2-Cl), HeoOXOIMMBIX AJis
BBITIOJTHEHUSI KOHKPETHBIX BHUIOB NMPOGECCUOHATIBHON NEATEeIbHOCTH, OIMpPEaesieMbIX
KBTM(PUKAITMOHHON XapaKTEPUCTUKON OakanaBpa:

- mIpakTH4eckass paboTa MO TOMJACPKAHUIO KOHTAKTOB C  3apyOeKHBIMU
napTHEpaMu B YCTHOM U MMCbMEHHOU (hopmax;
- "HOPMAITMOHHO-aHAIUTHYECKasT paboTa ¢  pasIUYHBIMA ~ UCTOYHUKAMU

uH(pOpPMALIMK HA UTHOCTPAHHOM SI3bIKE;
- NUCBMEHHBII NEPEeBO/, T.€. NEPEBOJ JOKYMEHTOB U MATEPUAIOB MO MPOPHUIIO
CHEUaTbHOCTH.

[lenp xkypca — a) chopmupoBaTh U pa3BUTh YMEHHWS W HABBIKM HCIOJIH30BAHMS
HAyYHOW JIUTEpaTypbl MO CHEHUATBHOCTA C IeJbl0 MOJy4YeHUs HWH(opMaluu,
crocoOCTByolerd (GopMUPOBaHHUIO MPO(HECCUOHATBLHON KOMIIETEHIIMM; 0) Hay4duTh
NOHUMAaTh, KaK pa3BUBaeTCs HMHQPOpMAlMid TEKCTa, CTPOUTh €ro  JIOTHUKO-
KOMITO3UIIIOHHYO OCHOBY, BbIpa0OTaTh COOTBETCTBYIOIIYIO CUCTEMY
KOMMYHUKATUBHBIX YMEHHUI; B) C(OpPMHUpPOBATH TPEICTaBIEHUE Yy CTYIEHTOB 00
0COOEHHOCTSX (DYHKIIMOHUPOBAHUSI CUCTEMBI SI3bIKa B HAYYHOM JIMCKYpCE; T') OOY4HTH
METOJIlaM Y TpUEMaM CTPYKTYpPHO-CEMAaHTHYECKOTO ¥ CMBICIO-JIMHIBUCTUYECKOTO
aHaJIM3a HayvYHOTO TEKCTA; JI) COCOOCTBOBATh PA3BUTHIO JIOTUKU MBIIIUICHHSI HA OCHOBE
HAyYHBIX TEKCTOB MO CHEIUAIBHOCTH; €) HAyYUTh U3BIEKaTh M3 TEKCTa HEOOXOAUMYIO
uH(pOpMaLIHIO, OUCHIBATH €€, 00001aTh U HHTEPIPETUPOBATH C LEIBIO UCIOJIb30BAHUS
B Ipolecce yueOHO-TpoPeCCUOHAIIBHOTO OOIIEHHUS; %) CHOPMUPOBATh CUCTEMY 3HAHUUN
SI3BIKOBBIX (DOpPM BBIPAKCHHUS PA3IUYHBIX THUIOB WH(MOpPMAMKM HAYYHOTO TEKCTa; 3)
HAYYUTh HCIIOB30BATh CUCTEMY MPEIMETHBIX U SI3IKOBBIX 3HAHUH JUIS PEIICHUS 3a/1ad
y4eOHO-TTPOodheCCUOHATBLHOTO OOIIECHHUS.
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A. 3HaHuE M
IIOHHUMAaHHE

B. npumenenue
3HAHUHA 1 NOHUMaHUSI
C. BelpakeHUE
CY>KIEHUI
D.KOMMYHHUKaTHBHbBIC
CITOCOOHOCTH

E. cnocoOHOCTH K
yaéoe

- YHuBepcaiabHbie
(COuuaﬂbHO-ﬂM'{HOCWlele -
CIIOCOOHOCTH peam3oBaThb
a/IeKBaTHOE npodeccruoHaIbHOE
oOlieHre B pa3lIMuHBIX cdepax ero
(YHKIIMOHUPOBAHMUS,
OTBETCTBEHHOCTH
TOBEJICHUE, YBa)KCHUE K
CBOEOOPa3HIo WHOSI3BIYHOM
KyIbTypbl, K WHBIM [E€HHOCTHBIM
OpHEHTAUAM HOCHUTEJEH S3bIKA;
obwenayunvie - BIaJIeHNE KyJIbTypoi

3a peueBoe

MBIIIICHNUS, METOJlaMHU u
METOJMKAMU TIOUCKa, aHajau3a U
00paboTku WHOSI3BIYHOMN
COLIMOKYJIbTYPHOU uHpOpMAaLNH,
BJIaJICHHE MEIUaKyJIbTYpOH
(ucmonp30BaHMe CIPaBOYHOU
JUTEPaTyphl HA aHIJIMMCKOM SI3BIKE U
JIpyTHX HH(POPMAIIMOHHBIX

PECYpCOB: CIIOBapeid, CIIPaBOYHHUKOB,
SHUUKIIONENUH, ceTh MHTepHeT;
HAYYHO-MemoouyecKue -
CHOCOOHOCTb MOJIb30BAThCS
METOJMKAMHU M3YUYCHHS UHOS3BIYHOTO
MaTepralia W €ro IPaKTHIEeCKOro
MpUMEHEHUs] B TpodeccrnoHaTbHON
JIeSITENbHOCTH;
cacamoobpasosamenbHolvle -
CIOCOOHOCTH K COBEPILIEHCTBOBAHHUIO
WMHOSI3BIYHOMN poheCCHOHATILHO-
KOMMYHHKATHBHOW KOMITETEHIIUU 32
npeaenamMmu 00s13aTeNbHOM
o0Opa3oBaTenbHON MIpOrpaMMBbl
SI3LIKOBOM TIOJITOTOBKHU.
-IIpodeccuonanbHbie
(r1uHe8UCMUYECKAs KOMNEMeHYUs -
CIOCOOHOCTD WCIIOJIh30BaTh
WHOCTPAHHBIN SI3BIK B CHUTyaIHsIX
npodeccuoHaTEHO 3HAYUMOTO
oOuIeHwus; npasmamuieckas
KOMnemeHyus - CIOCOOHOCTh
CTHUIINCTHUYECKH KOPPEKTHO
peann3oBaTh JIUHTBUCTUYECKYIO
KOMIIETEHIINIO B pa3IMYHBIX
YCIIOBHSIX ~ peUeBOro OOIIeHHA ¢
y4eTOM KOMMYHHKAaTHBHON
1IeJIeCO00Pa3HOCTH BBICKA3bIBAHUS,
COYUOKYTIbMYPHASL  KOMNEMeHYus -
CIIOCOOHOCTh CTPOWUTH pPEYEBOE H
HepeueBoe TOBEICHHE C YYETOM
COLMANbHBIX ~ HOPM  TIOBEICHUS,
00yCJIOBICHHBIX KYJIBTypOH CTPaHBI
M3y4aeMoro SI3bIKa.
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Ilnan 3angaTui

He
Metoab1 Pesynbrartsl
ae Conepxanme OueHouHbIE CpeACcTBA
1 00yueHus 00yuyeHHs
Monayns 1
1 | Chapter ONE MASTERING KonTtopomnsHbIe paboTHI,
ECONOMICS WHTepakTUBHBII TECTBHI, CJIIOBApPHbIE
Unit 1. Reading and Translation | MmeTon JUKTaHTHI (guiz),
Practice BASICS OF ECONOMICS | [uckyccus COCTaBJICHUE CUTYaTUBHBIX
JIMaJIOr0B, OIIPOC.
2 Unit2. Listening KonTtopomnsHbIe paboTHI
APPLYING FOR TeCTI)IpCJIOBa HIE)Ie ’
AJOB AKTUBHEIA MeTOX | A. 3HaHue i p
. JUKTaHTHI (guiz),
Grammar Present time: Konnoxksuym METOJIOB "
resent simple, present continuous & COCTABIICHIE CHTYATHBHBIX
p ’ i ’ IpUEMOB JIMAJIOTOB, OIIPOC.
present perfect simple OpraHu3aLuy
" bUsess oucwowoi | ;
Unit 1. Reading and Translation ACATCILHOCTH Teiii?p(?;s;;;zzi o
Practice TYPES OF BUSINESSES g;‘:jpm“m’m B. YMCHHE | e ranma (guiz),
A OLCHUTE M| cocraBneHue cUTyaTHBHEIX
paccuMTaTh JIMAJIOTOB, OIIPOC.
CTOMMOCTbD
4 Unit2 Listening FINDING OUT OLICHNUBACMOTO
ABOUT COMPANY PROFILE 00BEeKTa KonToponbHbIe paboTHl,
Grammar Past time: past WurepaktuBueii | C. BiageTs | TeCThl, cnioBapHbIE
simple, past continuous, past METO/I 3HAHUSIMH B | IUKTaHTHI (gUiz),
perfect simple, past perfect Meron poektoB | chepe COCTaBJIEHHE CUTYaTHBHBIX
continuous, would, used to / be/get npodeccHoHalb JTUAJIOTOB, OTIPOC.
used to Hoik
5 | Chapter THREE CIeLHATH3ALUH:
RESEARCHING THE ’
MARKET D.Branenue KonToponsHbie paboTh
: - ~ . | moHsTHIHO- ’
Unit 1 Reading and Translation | MaTepakTUBHBIN TECTBI, CIIOBapHBIE
PracticeMARKET STRUCTURE | meton KaTCrOpHaJIbHbL | rnyxranTel (guiz),
Grammar Future time / Kpyrsiii cron M alllapaToM IO | cocraBieHUE CUTYaTHBHBIX
present tenses in time clauses / HPOMIEHHBIM JIMAJIOTOB, OTPOC.
prepositions of time and place 30 TEMaM.
6 | Unit2. Listening KoHTOpOIBHBIE pabOTHI
BREAKING INTONEW | HnurepakTusHbiit o pCHOBa H]I)’Ie :
MARKETS METOA I/IKTa;ITI)I ( III)iZ)
Grammar Articles / countable Jenosast urpa A guz),
. COCTaBJICHHE CUTYaTUBHBIX
and uncountable nouns / quantifiers HAIOLOB. OLDOC
Revision Exercises Test A » Onpoc.
Monyns 2
7 | Chapter FOUR MARKETING WNHTepakTuBHBIN | A. 3uanue | Kontoponsabie paboTHl,
Unit I Reading and Translation METOT METOJIOB W | TecTsI, cioBapHEIE
Practice ESSENTIALS OF | Mo3rosoii mtypm IPHEMOB JUKTaHTHI (guiz),
1(\}/[ARKETHEIG ditional - opraHu3aLuu COCTaBJICHUE CUTYaTUBHBIX
rammar : Conditionals: zero, first, N JINAJIOT OB, OTPOC.
: . . OLIEHOYHOU
second, third, mixed, inverted / H
. JIESITENIbHOCTH
unless, in case,as/so long as, B v
provided (that) . MeHHC
OLICHUTH u

pacCcunuTaTb




8 | Unit 2. Listening WnTepakTuBHBIN
MARKETING MIX IN MeTOn Konrposeie padoter,
ACTON AHas TECTBI, CIIOBAPHEIE
KOHKPETHbIX JIUKTAHTHI (guiz),
cnTyami COCTaBJICHHE CUTYaTHBHBIX
(SWOT-ananmus) JINAJIOTOB, OTPOC.
9 | Chapter FIVE PRICING HHTepaKkTUBHEII
Unit I Reading and Translation METO. CTOMMOCTD
Practice PRICING POLICY Kpyrinsiii cton OLICHUBAEMOTO
Grammar Comparatives and o0BbeKTa KoHTpObHBIC paBoTs!
superlatives / so, such, enough,too C. Brazets | oornr C0BaAPHBIC ’
Unit 2. Listening PRICING SHAHHSIMU B HHKTa;ITH (uiz)
STRATEGY AND COSTING chepe ’
Grammar : Modals: ability COCTaBJICHHE CUTYaTHBHBIX
o . L npodeccHoHallb | UanoroB, ONpocC.
permission, advice, criticism, HOi
obligation and necessity, degrees of
certainty CIIELIMAJIN3ALINY;
D.Bnanenne
10 | Chapter SIX Unrepaxktupuplii | NOHATHHHO-
ADVERTISING METOJ KaTeropHaJIbHbI
Unit 1 Reading and Translation Henosas urpa M armaparoM I10
iractice GOSALé OF IIPOMICHHBIM KOHTOpObHbIC paGoTLI
DVERTISIN TeMaM. ’
Grammar The passive / the TECTBI, CTOBAPHBIC
causative / direct and indirect JHKTAHTEL (gUiz),
objects COCTaBJICHHE CUTYaTHBHBIX
Unit2. Listening FMAIIOTOB, OMPOC-.
RUNNING AN
ADVERTISING CAMPAIGN
Revision Exercises Test
Monayns 3
11 | Chapter SEVEN | MHTepakTHBHBII A 3Hanme
PROMOTION METOJT i KoHnTponbHbIe paboTHI,
Unit 1 Reading and Translation AHATH3 MeT?HOB Y| tectsl, crioBapHbIe
Practice SALES PROMOTION KOHKPETHBIX HIpUEMOB JIMKTaHTHI (guiz),
Grammar -ing  form  or CHTYaIit OPFaHH%HUHH COCTaBJICHHE CUTYaTHBHBIX
infinitive / prefer, would rather, had OLICHOYHOU JIaJIOroB, OMpPOC.
better / infinitives of purpose JEATEIILHOCTU
12 Unit2. Listening WNutepaktuBHbiil | B. YmeHue KoHTpomsHbie paGoTs:
DISCUSSING A METOA OLCHHTB Y| Tectsl, cri0BapHbIE ’
PROMOTIONAL CAMPAIGN Jlebatbl paccumTaTth I[I/IKTa;ITI)I (guiz),
Questions / questl'on tags / indirect CTOMMOCTE COCTABJICHHG CHTYATHBHBIX
questions OLCHMBACMOTO JTAAJI0TOB, OIIPOC.
13 | Chapter EIGHT | MnTepakTuBHBIN %6BeKTaB
FINANCING THE MeTox y 1aners
BUSINESS . . BHﬂeOMeTOH 3HAHUAMU B
Unit 1 Reading and Reading and JlcryT cepe
Translation Practice npodeccuoHand | KoutpossHsie paGoTsl,
THE FINANCIAL OBJECTIVES HOM TECTHI, CIIOBapHBIE
OF THE BUSINESS CIIeMaIN3allMK; | JUKTAHTHI (guiz),
Unit 2. Listening D.Bmanenne COCTaBIICHHE CUTYaTHBHBIX
PLANNING A NEW MOHSTUIHO- JUAJIOTOB, OIPOC.
BUSINESS KaTeropuaibHbI
Grammar: Reported speech /

reported questions / reporting verbs

M anmnaparom Io
MPONAECHHBIM




14 | Chapter NINE MONEY AND | MHTepaKTUBHBIH
THE BANKING SYSTEM METOJ
Unit 1. Reading and Translation i
PracticeTHE  FUNCTIONS  OF | Y €O Koutporsibie padorel,
MONEY TECTBI, CTIOBApHEIE
Unit 2. Listening THE TEMAaM. JMKTAHTEL (gUiz),
HISTORY  OF AMERICAN COCTAaBJICHHE CUTYaTUBHBIX
MONEY AND BANKING JHATIOTOB, OHpOC.
Grammar: Relative clauses /
participles
15 | Chapter TEN BUSINESS
SUCCESS STORIES OF ALL
TIME
Unit I Reading and Reading and
Translation Practice MHTepaKkTHBHBIH K 6
BILL GATES AND MICROSOFT METOJL OETPOIIBIRIC PAbOTEL,
CORPORATION Samura u TECTBI, CTIOBAHEIE
Unit 2. Listening MARY obcyxIeHne JUKTAHTH (guiz),
KAY ASH AMD WALT DISNEY npeseHTaIii COCTAaBJICHHE CUTYaTUBHBIX
. JTUAIIOTOB, OTIPOC.
Grammar: Unreal past, wishes /
contrast
Revision Exercises Test
BykBeHHBbIH Kpurtepuu ouneHuBanus
3KBUBAJIEHT | TecTuposa ®Dopma KOHTPOJIS
HHE (Yemuwtil, nucbmennlil, KOMOUHUPOBAHHBLIL U MEOPYECKUIL IK3AMEH)
A 95-100 Otmuano; OTBevaet/ u3naraer Matepuain B noaHoMm ooseme (100%). Het
rpaMMaTHYECKHX, ICKCHIECKUX U CIIeITHMHTOBBIX (spelling) omubok. [Tonnmaer
W TIOCJIE/IOBATENFHO M3NIaraeT Marepuani. Her ommoOok B mpon3HouieHnd. YteHne
Oernoe, peds CBSI3HAS
A- 90-94 Otmuuno; OTBevaeT/ U3naraeT MaTepuai B ojaHoM ooseme (93%). Her
rpaMMaTHYECKHX, IEKCHYECKUX U CIIeITHHTOBBIX (spelling) ommboxk. [Tonnmaer
Y TIOCTIeTOBATENBHO H3Naraet Marepuai. Her ommbok B mponsHomieHny. Urenne
Oeriroe, pedsb CBA3HAS
B+ 85-89 OtBeuaer/ wM3jaraerT Marepual [o4yTh B moiHOM  oOweme  (85%).
HesnaunTtenbHbIE TpaMMaTHYECKHE, JIEKCHYECKHE W CIeuTMHToBbIe (spelling)
ommOku. Ilonmmaer u wu3maraer wmarepman. I[loutm H er ommbok B
nponsHoleHny. UteHnue Oersaoe, pedb CBs3HAs
B 80-84 OtBeuaer/ u3naraeT Martepuan modtd B moimHoM obOwveme (80%). Jlomyckaer
rpaMMaTHYIeCKHe, JICKCHUECKHe U CreIuTHHTOBEIe (spelling) ommOku. [Tormmaer
Y m3jaraet Marepuai. Jlomyckaer ommOKy B MpoW3HOMIEHNH. UTeHne xopoiee,
peyb CBsA3HAs
B- 75-79 Xopormio; [TonnMaeT u u3naraet Marepuai He B moiHoM o0beme (Ha 75%). Ectb
OIIMOKH B MPOU3HOIIEHNH. Peus ¢ 3anmmukaMu. OTBETHII / H3IIOKUII MaTepHall He
B moimHoM obOwemMe (Ha 75%). EcTh TpamMmarmueckue, JEKCHYECKUE U
criesnuHroBsie (spelling) ommoku.
C+ 70-74 Y IoBIETBOPUTEIHHO; OtBevaet/ n3naraer Marepual, MyTaeT
MOCJICOBATEIbHOCTh,  HEBEPHO  YIOTPEeOIsieT  JIEKCHMKO-TPaMMaTHUECKUN




KOHTCHT, HCTIPABUJILHO IMTPOU3HOCHUT CJIOBA.

C 65-69 YIOBIETBOPUTEIBHO; 3aTPyJIHSETCA OTBeUaTh/ HM3jIaraTh Marepuai, HE 3HAET
MOCTIeIOBATEIBHOCTH,  HEBEPHO  YMOTPEONsieT  JIEKCHMKO-TpaMMaTH4YeCKHi
KOHTCHT, HEMIPABUIILHO TIPOU3HOCHT CIIOBA.

C- 60-64 VYnoenerBoputenbHo; [lnoxo oTBewyaer/ wu3NaraeT Marepual, HE 3HaeT
[IOCJICAOBATEALHOCTH, HE YHOTPEONIsIeT JIEKCHUKO-IPaMMAaTHYeCKUH KOHTEHT,
HEIPaBUIBHO IMPOU3HOCHUT CIIOBA.

D+ 55-59 VYrosiaerBoputenbHO; He  oTBewaer/ wW3maraeT = mMarepwai, HE  3HAET
MOCJICA0BATEIbHOCTH, HE YHNOTPEOIsIeT JEKCHKO-IPaMMATHYCCKUN KOHTCHT, HE
3HAET MPABWJI TPOUZHOIICHISI.

50-54 HeynoBneTBOpUTEIHHO; HE OCBOMIJI MaTepHAall

i,

0-49 HeynoBineTBopUTeIbHO; HE OCBOMII MAaTEPHAI

OcHoBHaf JTUTEpaTypa:

1. Pycon W. I, [Tnoxenko B. b. [IpodeccuonanbHo OpueHTUPOBAHHBIN aHTTIMHACKUI
SI3BIK JIJISI CTYJIEHTOB Hes13bIKOBBIX crienranbHocTe: JKOHOMUKA 1 ®UHAHCHI —
VYuebnoe nocodue, Kokmeray: PO KI'Y Yanuxanosa, 2017 — 142 c.
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IHosmuTHKA y4eOHOM IMCUUIIMHBI M aKAJeMHYeCKOM ITUKH:
HNudopmauus no oueHke 3SHAHUM.

PenTrHrOBas OLIEHKA aKaIEMUYECKUX 3HAHUN CTYJICHTOB.
- YHUBEpPCUTET UCIOJIb3YET PEUTUHTOBYIO OLIEHKY 3HAHUU 110 MHOTO0AUIbHON
mkaje (CM. TabuIa «KKPUTEPUU OIICHUBAHUS ).
DopMbI KOHTPOJIA.
1. Texynmii kouTposib (T.K.) o BCeM paszienam, TeMam.
2.PyGexnblii KOHTpOb (PK.) (kommokBuymel) mo uroram moxmyieit (I, 1) va 8 u 15
HEJIeNe CeEMEeCTpa.
3.UtoroBelii koHTpoab (M.k.)- 3k3ameH (TecToBasg (opma, Ha KOMIBIOTEPE HIIA
NUCBMEHHO IO TE€CTaM 3aKpbITOTO THUIIA C MIATHIO OTBETaAMH, OJWH M3 KOTOPBIX
BEPHBI).
IosMTHKA BHICTABJIEHUS OLIEHOK.
[IpaBuia OLEHKH KaXJI0Tr0 BUJIa yUeOHOM IeATeTbHOCTH U KPUTEPUH BHICTABIICHUS
TEKYIIUX, pyOeXKHBIX, UTOTOBOTO OAJIJIOB CBOEBPEMEHHO JIOBOJSATCS A0 CBEACHMS
CTYIACHTOB (B Hauaye 3aHATUS, Mepe]] KOJUIOKBUYMOM, OOIIME TMOJOXKEHUS - B
Hayaje CeMecTpa).

Pa3zpaboTuuk: [1moxenko Banepus boprcoBHa
(TeiOTOp) (TOATUCKH) (PUO)

Pazpaboruuk: CynranoBa Anus bynatoBHa
(terOTOp) (TOmHCEH) (PUO)




[NPEJUCIIOBUE

JlanHoe mocoOMe COCTaBIEHO B  COOTBETCTBUM C  TpeOOBaHHUSIMHU

lNocynapctBennoro  oOpasoBarenbHoro  cranjgapra PK o
CHEUUATBbHOCTH «AHITIMHUCKUNA SI3bIK — MPOQECCUOHANBHBIINY Il CTYJEHTOB
SKOHOMMYECKHX clienranbHOoCcTed. (OHO  HaleIeHO Ha pa3BuTHE

SI3BIKOBBIX ~ HABBHIKOBM KOMMYHHUKATHUBHBIX YMEHHMH CTYJEHTOB, TaKuUX, Kak
FOBOPEHUE, ayJIUPOBAHUE, YTCHUE U MEPEBOI.

[Tocobue paccuutano Ha 280 yacoB ayauTopHOil padoTel. OHO cocTouT u3 10
[JIaB, MOCTPOEHHBIX IO eauHoMy npuHuuny. Kaxnmas mmaBa Bkitouaer 4 pasjena,
COJIEpKaIllUX MaTepualibl U CUCTEMY YNPAKHEHUMN, HAIEJIECHHYI0 Ha pEUICHUE
ONpeIeJICHHBIX 3a/1a4.

Paznean 1 (Reading and Translation Practice) ctaBut cBoel 11e1b10 pa3BUTHE
HABBIKOB UYTEHMSI M JBYCTOPOHHETO TMEPEBOJAA IMyTEeM pACIIMPEHHUS aKTUBHOIO H
TACCMBHOT'O CJIOBApsl U Pa3BUTHUS HABBIKOB I'paMMaTUYECKUX TpaHchopMaiuid. B Hem
IIPE/ICTABIICHBI TEKCTHI Ta3eTHO-MYOIMIIMCTHYECKOTO U CIIEIUAIBLHOTO XapakTepa Mo
SKOHOMHMYECKOW TemaTuke. Pa3menm coaepKUT COHCOK CIIOB M COYETAaHUMU
TEMaTU4YECKOTO0  XapakTepa, MOJJICkKAIIUX AKTUBHOMY YCBOECHUIO
(Essential Vocabulary), u cucremy ynpaxHEHUN pPEIENTUBHO-PEIPOIYKTHBHOTO
XapaxkTepa, B TOM YHUCJIE MOJACTAaHOBOYHBIC U TPaHC(HOPMAIIOHHBIE.

Paszgen 2 (DIALOGUE) HaueneH Ha pa3BUTHE YMEHHII W HaBBIKOB
aymUpOBaHWsA, a WMEHHO: YMEHHE BBIICTATh OOMUN OOBEKT BBICKA3BHIBAHWU B
TUATIOTUYECKOM OOIECHUH, OMPENEIATh TOUYKY 3PEHHS KaXJI0ro M3 COOECEIHUKOB,
ONpeNeNaTh MOCIEAOBATEIBHOCTh APTYMEHTOB  KaXKJOro M3 COOECETHUKOB,
BOCCTAHABJIMBATh  MPOIMYIIEHHOE  3BEHO JUAJIOra, a TaKkKe
OTpeNeNIITh KOMMYHUKATUBHOE HaMEpPEHHUE KaXKJoro u3 cobeceqHUKoB. B paznmen
BKJIFOYECHBI JIBA JMAlora M YyMNpakKHEHUs, 00eCleunBaroliue KOHTPOJIh MOHUMAHUS
ayauomMarepuarna.



Chapter ONE

MASTERING
ECONOMICS

Unit 1. READING AND TRANSLATION PRACTICE
BASICS OF ECONOMICS

The study of the choices people make in an effort to satisfy their wants and needs is
called economics.Wants and needs refer to people's desires to consume certain
goods and services. In economic terms, a good is a physical object that can be
purchased. A record, a house, and a car are examples of a good. A service is an action
or activity done for others for a fee. Lawyers, plumbers, teachers, and taxicab drivers
perform services. The term product is often used to refer to both goods and services.
The people who wish to buy goods and services are called consumers and the goods
that they buy are called consumer goods. The people who make the goods and
provide services that satisfy consumers' wants and needs are called producers.
Economists generally classify as needs those goods or services that are necessary for
survival. Food, clothing, and shelter are considered needs. Wants are those goods or
services that people consume beyond what is needed for survival.

The need for making choices arises from the problem of scarcity. Scarcity exists
because people's wants and needs are greater than the resources available to satisfy
them. Thus people must choose how best to use their available resources to satisfy the
greatest number of wants and needs.

A resource is anything that people use to make or obtain what they want or need.
Resources that can be used to produce goods and services are called factors of
production.

Economists usually divide these factors of prod action into three categories: (1)
natural resources, (2) human resources, (3) capital resources- Today many
economists have added technology and entrepreneurship to this list.

Natural Resources

Items provided by nature that can be used to produce goods and to provide services
are called natural resources. Natural resources are found in/or on the earth or in the
earth's atmosphere. Examples of natural resources on the earth are fertile land,
vegetation, animals, and bodies of water. Minerals and petroleum are examples of
natural resources that are found in the earth. Atmospheric resources include the sun,
wind and rain. A natural resource is considered a factor of production only when it is
used to produce goods and to provide services.

Human Resources






Anyone who works is considered a human resource. Any human effort that is exerted
in production process is classified as a human resource. The effort can be either
physical or intellectual. Assembly-line workers, ministers, professional sports figures,
physicians, store clerks, and sanitation engineers are all human resources.

Capital Resources

The money and capital goods that are used to produce consumer products are called
capital resources. Capital goods include the buildings, structures, machinery, and
tools that are used in the production process. Department stores, factories, industrial
machinery, dams, ports, wrenches, hammers, and surgical scalpels are all examples of
capital goods.

Economists make an important distinction between capital goods and consumer
goods. Capital goods are the manufactured resources that are used in producing
finished products. Consumer goods are the finished products — the goods and services
that consumers buy.

Some products can be either capital goods or consumer goods, depending on how
they are used. A. bicycle purchased for personal use is a consumer good. The same is
not true when the bicycle is purchased by a New York messenger service. Because
the messenger service will use the bicycle to make deliveries - to provide a service —
the bicycle is considered a capital good.

Technology

The use of science to create new products or more efficient ways to produce products
is called technology. Technology makes the other factors of production — natural,
human, and capital resources — more productive. Technological advances in the
computer industry, for example, have increased efficiency in the workplace.
Entrepreneurship

The risk-taking and organizational abilities involved in starting a new business or
introducing a new product to consumers are called entrepreneurship. The goal of
entrepreneurship is to create a new mix of the other factors of production and thereby
create something of value. Theentrepreneur is a person who attempts to start a new
business or introduce a new product.

Essential Vocabulary

capital goods- OCHOBHBIE CpEICTBA, CPEACTBA TPOU3BOACTBA
capital resources- kanurajg KOMIaHUU, COOCTBEHHbIE(POHIBI
consumer - nMoTpeduTeNb

consumer goods - MOTpeOUTENbCKIE TOBAPhI, TOBAPHIHAPOAHOI'O MOTPEOICHHUS
€conomics- )KOHOMHUKa, HAPOJHOE XO3MCTBO

entrepreneur - peaIpUHUMATEID

entrepreneurship - npeAnpUHUMATENBCTBO
factorofproduction—Brxynascunanponus3BoacTBa

fee - Bo3Harpaxnenue, ronopap, forafee - 3amary

goodsn - ToBap, TOBapsl

human resources - Kagpbl, IEPCOHAN, JIOJICKHE PE3EPBBHI
natural resources - npupoHbie OoraTcTBa
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need - mepBoCTENIEHHAS HEOOXOAUMOCTb, JKU3HEHHASTIOTPEOHOCTh
producer - npOU3BOAUTEID

product - IpOAYKT, MPOTYKILIUS

production - npon3BOACTBO

purchase - nokymnka, 3aKymnka, v - OKynarb 3aKynaTh

resource - pecypcbl, BO3MOXHOCTH

satisfy - y1oBneTBOpATH (KOro-i.; 4Ybu-J1. TpeOOBaHUS, 3aMPOCHI)
scarcity - HexBarTka, Je(pUUUT

servicen - OKa3aHHe yCIyT, 00CITyKUBaHUE

survival - BepkuBanue technologicaladvances—
TEXHUYECKUHUIIPOTPECC

technology - TexHMKa, TEXHUYECKHE U IPUKIIAJHBIE HAYKN
want -He00X0AMMOCTb, IOTPEOHOCTh, HYK/1a

1*. Translate the following words and word combinations or find Russian
equivalents.

. to make delivery

. wide range of goods

. existing resources

. necessary for survival

. beyond what is needed for survival

. to provide a service

. to increase efficiency in the workplace
8.to take the risk

9.to start a new business

10. to introduce a new product

NN BN

2*Translate the following sentences into Russian.

1. In economic terms, a good is a physical object that can be purchased.

2. The need for making choices arises from the problem of scarcity.

3. Resources that can be used to produce goods and services are called factors of
production.

4. A natural resource is considered a factor of production only when it is used to
produce goods and to provide services,

5. Economists make an important distinction between capital goods and consumer
goods.

6. Technological advances in the computer industry, for example, have increased
efficiency in the workplace.

3*Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions which you don't need to use.

producers, factors of production, human resource,
technology, wants, service, capital resources, consumer
goods, entrepreneur, economics






1. The study of the choices people make in an effort to satisfy their wants and needs
is called ...

2. A..... 1s an action or activity done for others for a fee.

3. The people who make the goods and provide services that satisfy consumers wants
and needs are called.....

5. Resources that can be used to produce goods and services are called ....

6. The money and capital goods that are used to produce consumer products are
called.....

7. The use of science to create new products or more efficient ways to produce
products is called ....

8. The ... is a person who attempts to start anew business or introduce a new product.

4*Find English equivalents for the following Russian expressions and words.
1. nBMXKYyIas cuiia MpOU3BOICTBA
2. mpupoiHbIe OorarcTBa

3. Kaapel

4. BBDKMBaHHE

5. OTKpPBITH HOBOE JIeTI0/0n3HEC

6. 3a ruiary

7. TOBapbl HAPOAHOTO NOTPEOICHUS
8. CpeacTBa IMPOU3BOICTBA

9. TEXHUYECKHI TPOrpecc

10. BHEAPUTHHOBBIMIIPOYKT

5*Translatethefollowingsentences.

1. TepMuH «IIPOAYKT» YACTO UCIIONB3YETCA JIJI1 Ha3BAHUS KaK TOBAPOB, TAK U YCIYT.
2. DKOHOMUCTHI OOBIYHO KJIACCU(PUIUPYIOT TOBAPHI U YCIYTH, KOTOPbIE HEOOXOIUMBI
JUTSl BBDKUBAHUS, KaK )KU3HEHHO HEOOXOIMMBIE.

3. JIroboe denmoBeyeckoe ycuiide, MpUAaraéMoe B MPOU3BOJCTBEHHOM IIpoliecce,
paccMaTpUBaETCs Kak JIFOJICKHE PE3EPBHI.

4. lenp mpeanpuHUMATENIbCTBA — CO3/1aTh HOBBIM MPOMYKT WJIM HOBBIE (DaKTOPHI
MIPOU3BOJICTBA U TAKMM 00Pa30M CO3/1aTh YTO-TM00, UMEIOIIEee IEHHOCTb.
5.ITockonmbKY MOCHUTHHBINA MUCTIONB3YET BEJIOCUIIC JIJISl TOCTABKHU, YTOOBI 00ECIIeYnTh
YCIIyTH, BEJIOCUIIE]] pACCMATPUBAETCA KaK CPEICTBO MMPOU3BOICTBA.

6. Jlepuuur cyiiecTByeT NoToMy, YTO MOTPEOHOCTH U KEJIAHUS JIF0/IeH OoJibllie, YyeM
UMEIONIUECS B HAJTMYUU PECYPCHI JJISl UX YJOBIETBOPEHUS.

Unit 2. DIALOGUE
APPLYING FOR A JOB

6* Before you start working with the Dialogue
use Glossary to match the words below with
their definitions.
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1. interview
2.
advertisemen
t 3.
experience
4.
appointment
5.
qualification
6.

a. a public notice, usually printed in a newspaper,
of goods for sale or services offered; or of goods or
services wanted.

b. a letter of an employer asking for

employment. c. an office for which a

person has been chosen.

d. such as a degree or a diploma that you get
when you successfully finish a course of study.

e. a formal meeting in which someone asks you
questions to find out if you are suitable for a job,

raviven Anf criviAvr AY~

AanrnnlicratiAan

7. Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

Henry Brown and Janet Harvey are discussing the problem of recruiting new staff by
advertising.

HENRY: Good morning, Janet. It's Henry Brown. There is something I want to ask
you about. Do you know how to approach the problem with this new Sales Manager
post?

JANET: Well, yes, most companies recruit new staff by advertising in the press.
Pages listing job advertisements are usually titled as "appointments". They must
contain detailed descriptions or specifications on the type of people the advertiser is
looking for such as their qualifications (degrees, diplomas, certificates) which are
obviously important, but as I am sure, you know, experience may count for much
more.

HENRY: Oh, I see. As far as I can guess the aim is to attract a small number of well-
qualified applicants, so that it is fairly easy to make a shortlist of the people you
actually want to interview.

JANET: You've got it right. If the advertisement is not specific enough, hundreds of
people will send in their applications; but if it demands too much, they may be
discouraged.

HENRY: OK, now I know how to handle this problem. Thanks for your help. Good-
bye.

1. How do most companies recruit new staff?

2. What kind of information is usually given in job advertisements?

3. Do the employers try to attract as many people as possible by job
advertisements?

8* Complete the dialogue using the words from the box. There are two words
which you don't need to use.



experience advertisement interview
appointment, qualifications applicant
specification

JAMES: Hello, James Brown speaking.

BRIAN: Good morning. My name is Brian Carpenter— I've just seen an(1) .....in the
'International Herald Tribune'. It said you were looking for a Sales Manager. I'm very
interested in this(2)......

JAMES': Well, would you please give me some details about yourself. What did you
say your name was?

BRIAN: Brian Carpenter.

JAMES: Fine. And what about your (3)....., Mr.Carpenter?

BRIAN: 1 got my BSc in Management. [ went to Columbia University.

JAMES' OK. Then tell me please about your work(4)......

BRIAN: My last position was a Sales Manager for Brown & Brown. Before that |
worked for Cornway Motors for 8 years.

JAMES': Good. I think, we can invite you for an (5) .....on Tuesday morning, 10 a.m.
BRIAN: Thank you. Good-bye.

JAMES': Good-bye. Thank you for calling.

9. Match the expressions in the left column with their translation in the right one.

1. job opportunities a. TepATh paboTy

2. job interview b. npennararte KOMy-J1. paboTy

3. to offer someone a job C. BBIMOJHATH paboTy

4. to take a job d. monmaBath 3asBICHUE O IpHEME Ha paboTy
5. to leave a job €. MOCTyMaTh Ha paboTy

6. job satisfaction f. cobecenoBanue npu npueme HapaboTy

7. to apply for a job €. YBOJIBHATHCS C PaOOTHI

8.to do ajob h. BakaHcus

9. to lose a job 1. pezrome

10. CV (curriculum vitae) J. YIOBIIETBOPEHHE OT pabOThI






Chapter TWO

DOING BUSINESS

Unit 1. READING AND TRANSLATION PRACTICE
TYPES OF BUSINESSES

Objectives of Business Organizations

Business organizations are established to meet wants in

society. Private businesses are formed mainly to provide

for material wants (i.e. goods and services) and

commercial wants (i.e. banking, insurance) in society.

Government Organizations, on the other hand, tend to

satisfy society's desire for defence, law and order,

education and social welfare.

Organizations are thus established to meet wants in

society. In meeting these, organizations will set very definite and clear aims, e.g. a
manufacturing firm will want to stay in business and make a profit. The aims of an
organization are normally decided by the board of directors, or in the case of public
organizations by government ministers.

The most common forms of private business organizations are sole proprietorships,
partnerships and corporations.

Sole Proprietorships

A business owned and controlled by one person is a sole proprietorship. Sole
proprietorships are the oldest, simplest, and most common of all types of businesses.
Because the financial resources available to one person often are limited, sole
proprietorships tend to be enterprises that require small amounts of capital to start and
operate. Many doctors, dentists, lawyers, bakers, and beauticians organize as sole
proprietors to provide professional services. Other services offered by sole
proprietors include plumbing, carpentry, dry cleaning and lawn care. Many
construction companies, small grocery stores, florists, other small retail stores, farms,
real estate firms and insurance firms are also organized as sole proprietorships.
Partnerships

A partnership is a business that is owned and controlled by two or more people. As in
the case of sole proprietorships, partnerships are concentrated in businesses that
require relatively small amounts of money to start and operate. Small retail stores,
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farms and construction companies are often organized as partnerships. People in
service occupations, such as doctors, lawyers, accountants, and photographers, also
form partnerships. Many of these partnerships may havestarted as sole
proprietorships. A partnership begins when two or more people agree to operate a
business together. Partnership can be general or limited. In order to avoid later
conflicts, the partners usually formulate a written agreement called a partnership
contract. A partnership contract outlines the distribution of profits and losses. It
details the specific responsibilities of each partner and includes provision for adding
or dropping partners and dissolving the partner-ship.

Corporations

A corporation is a business organization that is treated by law as if it were an
individual person. A corporation can do everything that a sole proprietorship or a
partnership can do. It can, for example, buy property and resources, hire workers,
make contracts, pay taxes, sue others and be sued and produce and sell products. A
corporation, however, is owned by stockholders. Stockholders are individuals who
invest in a corporation by buying shares of stock. Stocks are the certificates of
ownership in the corporation. Stockholders invest in a corporation in order to make a
profit.

Types of Corporations. A corporation may be either publicly owned or closed. A
publicly owned corporation allows its shares to be purchased by anyone who chooses
to invest in the business. Most corporations today are publicly owned. A closed
corporation is owned by a limited number of shareholders. People outside of this
limited group may not buy shares in the corporation.

Aims of Private Organizations

Profitability is the main aim of private organizations but it is important to realise
that a business will have other aims. These include:

1.Survival: most of the time firms will not be worried about this. However,
particularly in times of economic difficulty - such as recession - surviving will
become an important short-term aim of the firm. In order to survive, the firm may
have to make workers redundant and close some of its factories.

2.Growth; not all firms want to grow continually but growth is closely associated
with survival. Very often, particularly for firms in highly competitive situations, e.g.
computing and electronics, growth and development are the only way to ensure
survival. Furthermore, shareholders and employees may benefit from the growth of
the company.

3.Image: how the public at large views a company can be particularly important, and
to this end a number of companies have public relations departments that have
specific responsibility to improve the image of the company. A tarnished image can
very often lose the company business.

Essential Vocabulary

aim - HamepeHue, 1Eb;

tosetanaim — cTaBUTH LETb

businessorganization — kommepuecKkasi OpraHu3anus
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commercialwants — komMepyecKkue noTpeoHOCTH

competitive - KOHKYPEHTOCTIOCOOHBIH

corporation — akijmoHepHOe 00OLIECTBO; KOpPHOpaus

distribution - pactipenenenue

establish - ocHOBBIBaTH, yupexaaTh

general partnership - kommanus/ToBapHIIECTBO C HEOTPAHUYEHHOM
OTBETCTBEHHOCTBIO

government organization - TpaBUTEJILCTBEHHAs] OpraHU3alus
growth - pocr, pazsurue

investv - NHBECTUPOBATh, BKJIAJAbIBATh ICHBI, KAITUTAII

limited partnership - KoMIaHus/TOBapUIIECTBO C OTPAHUYEHHON OTBETCTBEHHOCTHIO
make a profit - nonyyats npuObUIH

material wants - MmarepuanbHbie TOTPEOHOCTH

meet wants - yJIOBJIE€TBOPSTh MOTPEOHOCTH

partnership contract = partnership agreement - noroBop/ cornamieHue o
coTpyaHUuYecTBE partnershipn - ToBapuiliecTBO, IaPTHEPCTBO
private business - yacTHOE IpeATPUATHE

private organization - yacTHas opraHu3anus

profitability - peaTabebHOCTE, TPUOBLTLHOCTD, T0XOHOCTD,
provision of a contract — ycmosue gorosopa

public at large- mupokuii Kpyr Jaroaei
publicorganization—o01iecTBeHHas: OpraHU3aIus

shareholder - akunonep

shares n pl - akuun

socialwelfare — conmanrHOE oOecrieueHue

sole proprietorship - eqHOIMYHOE BlIaJICHUE

stock - aKIIMOHEpHBIN KanmuTajl; OCHOBHOM KanmuTa; (POHIbI
stockholder - akunonep, Biajener] rocy1apCTBEHHbIX [IEHHBIX OyMar; mauiuk
stocksp!/ - rocyiapcTBeHHbIE IIeHHbIE Oymaru

sue - 110/1aBaTh B Cy/, BO30YXIaTh UCK, MPEIbIBIATH UCK

survival - BepkuBaHue (HapblHKE)

tothisend — c 3To¥i HENBIO

1* Translate the following words and word combinations or find Russian
equivalents.

. to provide for material wants

. to satisfy society's desire for social welfare
. to set very definite and clear aims

. to provide professional services

. small retail stores

. real estate firms

. to formulate a written agreement

. the distribution of profits and losses

. specific responsibilities

O 00 IO LN &~ W —
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10. to hire workers

11. to pay taxes

12. to invest in the business

13. short-term aim

14. public relations departments
15. board of directors

2% Translate the following sentences into Russian.

1. Organizations are established to meet wants in society,

2.The aims of an organization are normally decided by the board of directors.
3.A business owned and controlled by one person is called a sole proprietorship.
4.A partnership is a business that is owned and controlled by two or more people.
5.A partnership contract outlines the distribution of profits and losses.

6. A corporation is owned by stockholders.

7.Stockholders invest in a corporation 1 n order to make a profit.

8.Profitability 1s the main aim of any business organization.

9. Shareholders and employees benefit from the growth of the company.

10. A number of companies have public relations departments to improve the image
of the company.

3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

public at large, shares, closed corporation, distribution,
material wants, invest social welfare, make a profit, limited,
provision, commercial wants

1.Private businesses are formed mainly to provide for (i.e., goods and
services) and (i.e., banking, insurance) in society.

2.Government organizations, on the other hand, tend to satisfy society's desire for
defence, law and order, edu - cation and .

3.Every organization has very definite and clear aims: to stay in business and

4.Partnership can be general or

5.A partnership contract includes for adding or dropping partners and
dissolving the partnership.

6.A is owned by a limited n umber of shareholders.

7.A publicly owned corporation allows its to be purchased by anyone
who chooses to invest in the business.

8. The image of the company which means how the views a company

can be particularly important.

4* Find English equivalents for the following Russian expressions and words.
1. ynoBieTBOpPSTH NOTPEOHOCTH
2. conuanbHOE oOecrieueHne
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3. momyyarb npuObLIb

4. npapneHue (COBET TUPEKTOPOB)

5. pacripeienieHue MpUuObLICH U YOBITKOB
6. BKJIaJbIBaTh JICHBI'M B OM3HEC

7. A3BIEKATH IOJIB3Y U3

8. LIMPOKUU KPYT JIFOAEN

9. oTHEn Mo CBA3AM C 00IIECTBEHHOCTHIO
10. KOHKYpPEHTOCTIOCOOHBIH

5* Translate the following sentences from Russian into English.

1. Opranuzanuu co37arOTCs JUIsl TOro, YTOOBI YyIOBJIETBOPSATH MHNOTPEOHOCTH
oO1recTBa.

2. IlpaBuUTeNbCTBEHHBIE OpraHU3allMU YAOBJIETBOPSIOT MOTPEOHOCTH OO0IIECTBa B
3alUTe, 3aKOHE U NOpsIKEe, 00pa30BaHUU U COLUAIBHOM OOECIIEUCHHUH.

3. Opranuzanuu CTaBsT nepesi coOOW OMpe/ICICHHbIE U YETKHE IIeJIM, HAPUMeEp —
10JIy4aTh NPUOBLIb.

4. Axuuu — 9T0 cepTu(dUKaThl Ha TPaBO COOCTBEHHOCTH B KOPIIOPAIIUH.

5. AKUMOHEpHI — 3TO JULIA, KOTOPbIE BKJIAJbIBAIOT CPEACTBA B KOPHOPALHIO ITyTEM
NpUOOpETEHMS MaKeTa aKIH.

6. MHorue Bpaud, IOPUCTBI, NEKAapH, JAHTUCTHl OPraHU3YIOT WHIUBUIYyaJIbHBIC
YacTHbIE MPEANPUITHS 1J1s1 TPEIOCTABICHHS NPO(HECCUOHATBHBIX YCIIYT.

7. ToapuillecTBO — OHM3HEC, KOTOPHIM BIAJCIOT U YIPABISAIOT ABOE WM Ooiiee
YeJI0BEK.

8.UTo0bl mu30exaThb KOH(IMKTOB, HAapTHEPbl OOBIYHO 3aKIIOYalOT IHUCHhMEHHOE
CoIIallleHue, Ha3bIBAEMOE JJOrOBOPOM O COTPYIHUYECTBE.

9. Kopnopaniun uUMeroT mpaBo MpuoOpeTaTh COOCTBEHHOCTh U PECYpChl, HAHUMATh
pabounx, 3aKI0YaTh KOHTPAKTHI.

10. Poct u pa3Butrie GUpPMBbI — 3TO €IMHCTBEHHBIN MyTh, YTOOBI TAPAHTUPOBATH €€
BbIKHBAHHUE.

Unit 2. DIALOGUE
FINDING OUT ABOUT COMPANY PROFILE

5* Before you start working with the Dialogue
use Glossary to match the words below with their

definitions.

1.capital a. amount of sales of goods or services produced
2.investme by a company in a particular period of time

nt b. one of the equal parts of a company that you
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4.share way of investing money
5.profit c. the money that remains after the costs of
6.earnin doing business have been paid
gs d. the profit made by a company
7.turnov e. payments corporations make to their
er shareholders f. placing of money so that it
will increase in value

7. Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

A new management trainee Peter Jackson is speaki ng with the Managing Director of
the company.

PETER: Good Morning. My name is Peter Jackson. I am the new management
trainee.

MANAGING DIRECTOR: Hello, Peter! Management trainees are supposed to make
themselves familiar with every department of the company. I think you might find it
useful to write a company profile. Visit all the department heads. Introduce yourself.
Find out everything you can about how the company is organized, how each
department operates. I tell you what. How would you like to write a short report for
me, say by the end of the week?

PETER: Yes, of course.

MANAGING DIRECTOR: Oh, would you like to make a start now?

PETER: Yes, of course, but before getting down to my report, will you explain me
some basic notions?

MANAGING DIRECTOR: What exactly are you interested in?

PETER: Well, does the company profit depend on the turnover?

MANAGING DIRECTOR: First of all, I believe, that the company’s profit depends
on professional management, capital invested, and reliable personnel.

PETER: Oh, that’s great! Thank you, I will remember that.

MANAGING DIRECTOR: One more thing. The company’s image depends on its
earnings per share and timely payout dividends to shareholders.

1. What are management trainees supposed to do?
2.What are the keys to company's success according to Managing Director?
3. How can the company keep up its image?

8* Complete the dialogue using the words from the box. There are two words
which you don't need to use.

investment, earnings, shares,
management, profit dividends, turnover,
capital, image
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RICHARD: What does one need to start a business?

FRANK: To start a business, you need (1)

— that is, money. You can

borrow it; or you can sell parts of your company — equal parts, of course. These are

called (2)

and the people who buy them become shareholders.

RICHARD: Why do the shareholders buy the shares?

FRANK: They expect to get something in return for their (3)

company does well, it pays (4)

. If the
on each share. The value of the shares

(of a public company) can rise, so that their market price is often much higher than
the amount printed on the share certificate — though it may fall below it if the

company does badly.

RICHARD: Why do serious investors read the financial press?
FRANK: They want to know not only the share prices but thecompany's (5)

amount by the number of shares which is called (7)

,and the company's (6)

, and the result of dividing that

per share.

RICHARD: You seem to know everything about company business. Thank you for

information.

9* Match the expressions in the left column with their translation in the right

one.

1. Managing a. ONpeKTopno Bomnpocam
Director 2. oby4yeHna nepcoHana
General Manager b. nnaHoBbIN oTAEN

3. Financial C. ANpeKTop

Director 4. npegnpuaTtnsa d.

Personnel npencenartesb

Manager 5. €. NPON3BOLACTBEHHbIN

Training Manager

6. administrative department

7. research and
development department

8. production

division 9. finance

department

10. planning

department 11.

purchasing

department 12.

oTaen f. puHaHCoBbLIN

ONPEKTOP

g. OoTAes Hay4Ho-
nccnenoBaTeslbCKUX n
OMNbITHO-KOHCTPYKTOPCKUX paboT
h. 6yxranTtep

i. HQHUMaTb Ha paboTy

j. aOMUHUCTPATUBHbIN
oTaen k. pnHaHCoBbIN

oTaen

1. Ha4YaAbHUK oTOEeNa
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Chapter THREE

RESEARCHING THE
MARKET

Unit 1 READING AND TRANSLATION PRACTICE
MARKET STRUCTURE

A market can be defined as any form of contact between
buyers and sellers for the purpose of buying and selling
goods and services. Markets always have two sides: the
demand side, composed of buyers, and the supply side,
made up of sellers. Markets can be local, national or even
international. A market typically has four elements:

1. Buyers — people wishing to acquire goods and
services.

2. Sellers — people wishing to sell goods and services.

3. The goods and services, which are going to be
exchanged.

4. A means of payment — that includes cash, cheque,
credit, standing order and hire purchase.
The demand for a product is the amount of a good that people are willing to buy over
a given time period at a particular price. For most goods and services, the amount that
consumers wish to buy (the quantity demanded) will increase as price falls.
The desired demand is the information showing the amount of the product that
consumers are willing to buy at different prices not what they actually do buy. The
demand for a product is not only influenced by price. An individual may be
influenced by factors such as personal tastes, the size of income, advertising, the cost
and availability of credit. The total market demand will be affected by the size and
age distribution of the population and government policy.
The quantity of goods and services that producers offer at each price is called supply.
While demand is concerned with the buying side of the market, supply is concerned
with the firm's or producer's side of the market. Unlike demand, the quantity supplied
of a good will increase as price rises. The supply of a product is not only influenced
by price. Supply will be affected by anything that helps or hinders production or
alters the costs of production.
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Consumers have a wide variety of choice in how they spend their income, and there
is a large quantity and many different types of goods and services that the consumer
can buy. One difficulty that confronts a firm is to decide what to produce. Satisfying
the wants and needs of consumers and anticipating these wants can make the
difference between success and failure in business. Some things, such as food, are
essential. Food is an example of a single-use consumer good. Most people, having
satisfied their needs, can attempt to satisfy their wants by the purchase of items such
as cars, TVs, microwave ovens and compact disc players. They are sometimes called
consumer durable products. Alternatively, they may purchase services such as dry-
cleaning, haircuts, trips to the cinema and meals out.

Today, a successful company is one, which tries to discover what the consumer wants
or could be persuaded to buy and then makes that product and sells it at a profit. Such
firms are said to be market-oriented. In a market-oriented firm one of the functions
of marketing department is to find out consumer requirements. This is in
complete contrast to a product-oriented firm, which first produces a product and
then tries to sell it in the hope that the consumer will buy it.

Market research involves studying the market to discover exactly what the customer
really wants. Companies collect information in order to build up a picture of
consumer requirements. It can come from two main sources.

1. Primary information is information that is not already available. One of the
techniques used to collect this information here is field research — questioning
consumers directly about their tastes and preferences.

2. Secondary information is information that is already available to the firm. It

can come from a variety of sources, such as government statistics and business and
trade publications. Gathering information this way is called desk research.
Identifying the tastes and preferences of consumers is not simple because there are
many different types of consumers with different tastes. Firms normally try to build
up a consumer profile, i.e. the age, sex, occupation and location of its consumers.
Every firm usually possesses its own internal information about the popularity of its
products and about its own sales. This information, although useful, may be of
limited value since it tells the firm nothing about the total size of the market,
competitors' products and prices, or consumer preferences. Consumer research can be
carried out by the Market Research Department of a company or by Market
Research Centers, which specialize in providing this service for others.
Market researchers collect, analyze and interpret data to provide companies with
information about the needs and desires of the buying public, they develop forecasts
of consumer motivations and buying habits on the basis of these forecasts, they
propose strategies for the marketing campaign of current products and suggest areas
for market expansion.

Essential Vocabulary

Availability of credit - Hannune ccytHOrO KanuTana
buyer -nokynarenb

cash - HaJIMYHbBIC JEHBIM, HAUTMYHBIA pacyeT
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cheque - GaHKOBCKHMIT YeK

consumer durable products - norpeduTenbCKrue TOBAPHI AIUTEIBHOTO MOJb30BAHUS
consumer requirements - mOTpeOHOCTU MOTPEOUTENS

€ost- CTOMMOCTD

credit - kpenuT

demand - cripoc

desk research - pa3paboTka cTaTUCTHUECKON JOKYMEHTAIUU

field research - ncciemoBannsg Ha MecTax

forecast - mporuos

hire purchase - nokynka B paccpouxky

international market — Mexx1yHapOAHBIN PHIHOK

local market - MECTHBIMPBIHOK

marketexpansion - pacuinpeHnue rpaHuil pplHKa

marketresearch - n3ydyeHue KOHbIOHKTYPbI, BOSMOKHOCTEH phIHKA
Market Research Center - 1ieHTp MapKETHHIOBBIX UCCJIEAOBAHUI
Market Research Department - oT/1€J1 MAPKETUHTOBBIX UCCJIEOBAHUMN
Market structure - cTpyKTypa pbIHKa

Marketing campaign - KOMIIaHHs 110 OpPraHU3aALUHA U CTUMYJIUPOBAHUIO COBITA
Marketing department - oT1€1 MAapKETUHTOBBIX UCCIIEIOBAHUMN, OTIEI pealnu3alui,
oTJieN cObITa

market-oriented - OpreHTUPOBAHHBIN HA PHIHOK

national market — HallMOHATBHBIN PHIHOK

price - ueHa

product-oriented OpuEHTHPOBAHHBIA HA MPOLYKLIHIO

purchase - MoKyInka; 3aKymnka, Kyris (IpuoOpeTeHre Yero-Ji. 3a JICHbI'M)
purchase on credit/for cash nokynka B kpeauT/3a HAIMYHBIE (JEHBIH)
purchase - okymnarb, 3aKymnarb (IpuoOOpPETaTh UTO JI. 3aJICHBIH)

seller - mponasen

single-use consumer good - TOBapbl OAHOPA30BOr0 MUCIOJIb30BAHUSA
standing order - NOCTOSAHHOE TUIATEKHOE IOPYUYEHNE

supply - npeasioxeHue

total market demand - o6mumii 0ObeM cripoca Ha phIHKE

1* Translate the following words and word combinations or find Russian
equivalents.

. market research

. market research department
. single-use consumer goods
. consumer durable products
. primary information

. secondary information

. desk research

. field research

. develop forecasts

O 03N DN B WK —
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10. propose strategies
11. interpret data

12. availability of credit.
13. total market demand
14. costs of production
15. age distribution

2* Translate the following sentences into Russian.

1. A market can be defined as any form of contact between buyers and sellers for the
purpose of buying and selling goods and services.

2. It has been established that social position and occupation often determine
consumers' buying habits.

3. Gathering information from a variety of sources, such as government statistics and
business and trade publications is called desk research.

4. The total market demand will be influenced by the size and age distribution of the
population and government policy.

5. Consumer research can be carried out by the Market Research Centers which
specialize in providing this service for manufacturing companies.

3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don’t need to use.

forecasts, consumer durable, supply, purchase, consumer
profile, single-use, demand, product-oriented firm, price,
consumer requirements

1. The for a product is the amount of a goodthat people are willing to
buy over a given time period at a particular price.
2. The quantity of goods and services that producers offer at each price is called

3. Food 1s an example of a consumer good.
4. Cars, TVs, microwave ovens and compact disc players are called
products.

5. In a market-oriented firm one of the functions of marketing department is to find
out

6. A first produces a product and then tries to sell it in the hope that the
consumer will buy it.

7. Market researchers try to build up a , 1.e. the age, sex, occupation and
location of its consumers .

8. Market Research Departments develop of consumer motivations and
buying habits.

4* Find English equivalents for the following Russian expressions and words.
1. moTpeGHOCTH TTOTPEOUTENS
2. cpoc
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3. mpeaiokKeHue

4. MECTHBIN PBIHOK

5. MEXJIYHapOIHBIN PHIHOK

6. OPUEHTHPOBAHHBIA HA PHIHOK

7. ODUEHTUPOBAHHBIN HA MPOIYKIIUIO
8. KaMITaHUsI TI0 OPTaHU3AINK U CTUMYJIMPOBAHUIO COBITA
9. moKymnarenbCKue MPUBBIYKU

10. mporuo3

11. mokymnka B pacCpouKky

12. npodune noTpeduTesns

13. uccnenoBanue noTpedUTeNs

14. pacumpeHue rpaHull peIHKa

15. nokyrmka B Kpeaut

5* Translate the following sentences from Russian into English.

1. IToxynarenu — 3T0 JOH, KeJIarlue IpUoOPECTH TOBAPHI U YCIYTH.

2. IIpogaBibl — 3TO JIOAU, KEJTAOLIUE POJIaTh TOBAPHI U YCIYTH.

3. PeIHKM MOTYT OBITh MECTHBIMHU, HAITHOHATHHBIMU WIIN Ja’K€ MEKITYHAPOIHBIMH.

4. Ompoc moTpebuteneii 00 WX BKycax M MPEANOYTECHUSAX Ha3bIBACTCA
«HCCIIEIOBAHUE HA MECTAX).

5. Ha cmnpoc BO3IEHCTBYIOT Takue (AKTOpbl, KaK HHAWBHUAYaJIbHbIE BKYCBHI
oTpeOUTENeH, pa3mMep UxX 10X0/a, peKjlaMa U IIeHa MPOAYKIUH.

Unit 2. DIALOGUFE
BREAKING INTO NEW MARKETS

6* Before you start working with the Dialogue
use Glossary to match the words below with
their definitions.

1. consumer a. make a statement about what is likely to happen

2. disposable income | b. analysis; information, separated in different groups,
3. proportion details shown item by item

4. gross domestic c. income left after tax and national insurance have been
product (GDP) deducted

5. breakdown d. anyone who buys and uses goods and/or services
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6. to forecast e. relating to towns and cities or happening there

7. to extrapolate f. per head, for each member of a population

8. urban g. key indicator of an economy's health, annual value of
9. inflation goods sold and services paid for inside a country

10. per capita h. period of rising prices during which the purchasing power

of money is falling

1. make calculations about what is likely to happen or be true
using information and figures that you already have

J. a quantity of something that is a part or share of the whole

7. Listen to/Read Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

William Grant, the Managing Director of Harper Toys Ltd., is speaking with
Marketing Analyst Susan Shakley.

WILLIAM: Oh, good afternoon! My name is William Grant. [ am the Managing
Director of Harper Toys Ltd. We manufacture and distribute toys.

SUSAN: Good afternoon, Mr. Grant! How can I help you?

WILLIAM: 1 have just received market research survey which I have ordered your
company to do for me.

SUSAN: s it all right?

WILLIAM: Well, 1 thought that this survey was supposed to cover only Virginia and
not the whole of the USA.

SUSAN: That's right! However, we believe that a broader view of the market may be
needed. Here we see the population of Virginia analysed by age — you notice the very
high proportion of young people and on the right by social classification — basically
that means by occupation and disposable income, per head.

WILLIAM: These are very interesting, but we would need to compare them with
similar breakdowns for, say, Spain or France, and if we’re to spot any trends we’d
also need disposable per-capita incomes for Virginia in previous years.

SUSAN: Yes, of course! All that information is available in the rest of the report.
You know, although we've extrapolated the figures over the next five years, under
conditions of high inflation, reliable forecasting isn't easy. All the statistics and
diagrams — together with some supplementary data — are in our report.

WILLIAM: Great! That should keep me busy. I’d like to talk to you again once I’ve
digested this lot. How about Thursday?

1. What kind of survey did William order?

2. What kind of information is to be considered in market research of
population?

3. What breakdowns were given in the report?

4. What makes extrapolation of figures a rather difficult task?

5. Why is reliable forecasting impossible?
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8* Complete the dialogue using the words from the box. There are two words
which you don't need to use.

breakdown, consumers, capital, disposable, per capita,
gross domestic product, extrapolate, forecast, inflation,
proportion, social, urban

STEPHEN: Hello, Leo. This is Stephen. Can you give me some idea what is actually
needed to make a good market research?

LEQ: Well, any company that enters a new overseas market needs to know as much
about that market as it can. It looks first at the country as a whole, the location of the
major (1) centres and the (2) of the population that lives in them.
STEPHEN: 1 see, and how do we evaluate the country's economic situation?

LEOQO: You should find out about its GDP, or (3) and the growth of GDP
over a period of time, expressed as a percentage and measured in real terms, that is
allowing for (4) :

STEPHEN: But the product is going to be bought by individual (5) , SO the
company also needs a (6) of the population by age, sex, income and
occupation.

LEO: You know;most countries have a system of (7) classification.
Marketing people usually want to know not gross income, but (8) income
per head. They also want the figures for several years; if they can identify trends, they
can (9) these into the future and (10) what people will be

earning and spending a year or five years from now.

9* Match the expressions in the left column with their translation in the right
one.

1. be in business a. pacrpoCTpaHEHHE

2. manufacturing work b. onTOBBIN TOProOBeEIl

3. know-how C. YIaKoBKa

4. retailer d. cexpeTbl MPOU3BOJICTBA, HOY-XAy
5. merchandise €. 1aBaThb paboTy IO KOHTPAKTY

6. contract out f. 3aHMMaTbCS TOProBie, OM3HECOM
7. meet the orders g. PO3HUYHBIN TOProBel]

8. wholesaler h. mpou3BoACTBO MPOAYKIINU

9. distribution 1. TOBaphI

10. packaging J. BBITIOJTHATD 3aKa3bl




23



Chapter FOUR

MARKETING

Unit 1. READING AND TRANSLATION PRACTICE
ESSENTIALS OF MARKETING

What is marketing? Marketing is the process

responsible for identifying, anticipating and

satisfying customer requirements profitably.

What is 'the marketing mix'? The marketing

mix is made up of four components, sometimes

called the four Ps. These are:

1. Product: the firm has to identify what

products the consumer wants and the way

existing products can be adapted to meet

consumer preferences more successfully.

2. Price: a firm has to decide on its pricing policy for list prices, discount for bulk-
buying and interest-free credit. A low price may make consumers suspicious
("cheap and nasty') or the low price may be thought of as a bargain ('cheap and
cheerful'). If the price of the product is too high then the company may be pricing
itself out of the market. If the price of the product is higher than what competitors are
charging then it must be justified in some way, e.g. because the quality of the
product is higher.

3. Promotion: this amounts to choosing methods that can generate sales of the
product. Possibilities here includeadvertising, personal selling, publicity and other
promotional work.

4. Place: the product has to be in the correct place - retail outlet - in order to capture
sales. Exactly where a firm decides to sell its product will depend on the nature of the
product.

Aspects to be considered in marketing a product include its quality, its features,
style, brand name, size, packaging, services and guarantee, while price includes
consideration of things like the basic list price, discounts, the length of the payment
period, and possible credit terms. Place in a marketing mix includes such factors as
distribution channels, coverage of the market, locations of points of sale,
inventory size, and so on. Promotion groups together advertising, publicity, sales
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promotion, and personal selling. The next stage is to create long-term demand,
perhaps by modifying particular features of the product to satisfy changes in
consumer needs or market conditions. The marketing task is to manage demand
effectively.

It is quite noticeable that the marketing mix differs according to the type of product
that is being sold. The fact that the term 'mix' is used implies that the four Ps
-product, price, promotion and place — can be combined in different ways.
One important factor that affects the marketing mix is the position of the product in
its life cycle.

The period of time over which a product appeals to customers is called the product
life cycle. At a given point in time a product will be at a particular stage of its life
cycle. The length of this product life cycle differs from product to product, e.g. the
life cycle of certain items such as clothing (flared or drainpipe trousers) and pop
records may be very short indeed, perhaps a matter of months, or a few years at the
outside. Other products, particularly consumer durable products such as telephones
and colour TVs, may have a much longer product life cycle.

Before a product is introduced it generally has to be tested on a sample of consumers.
The product 's introduction may be accompanied by a blaze of publicity, heavy
advertising and promotional work, e.g. the launch of a new car typically involves
large amounts of advertising to inform the consumer of its existence and features. A
lot of new cars are first introduced at a prestigious motor show.

In the introductory phase the sales of the product tend to be low and sluggish, and the
price of the product may be higher than it will be at later stages in the product life
cycle due to the lack of competition and because the firm is trying to get back some
of the costs of developing and launching the product.

What is SWOT? SWOT stands for
strengths, weaknesses, opportunities and
threats. A company that believes in
marketing is forward-thinking and doesn't
rest on its past achievements. It uses
SWOT analysis to be aware of its strengths
and weaknesses as well as the opportunities
and threats it faces in the market.
Consequently, marketing is the process of
developing, pricing, distributing and promoting the goods or services that satisfy
customers' needs. Marketing therefore combines market research, new product
development, distribution, advertising, promotion. product improvement, and so on.
According to this definition, marketing begins and ends with the customer. Truly
successful marketing understands the customer so well that the product or service
satisfies a need so perfectly that the customer is desperate to buy it. The product
almost sells itself. Of course this will only happen if the product or service is better
than those of competitors.
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Essential Vocabulary

adapt - npucnocabnuBars; (to, for) npucnocadauBarbcsi(to - Kuemy-i.)

advertising - pekinaMupoBaHue, pekiama

affect - Bo311€elicTBOBaTh, BIUSATH

anticipate - npeaBUICTh; MPEABOCXUIIATD, IPEIYTaIbIBaTh
bargain - BeIroJiHas MOKYMKA; JEMIEBO KYIUICHHAs BEIllb
bulkbuying - onToBbie 3aKyNnKu

charge a price - Ha3HaUUTH LIEHY

cheap - nemeBsbiil, HEIOPOTOU

cheap and cheerful - nemeBo u cepauTo (emeBo u TOOPOTHO)
cheap and nasty - neiieBo /1a rHUJIO (JI€1I€BO U HEKAYECTBEHHO)

cheerful - panocTHbIl, BECENbI; )KUBOM, SHEPTUYHbBIN
coverage of the market - rpanuie! peiHKa

discount n - ckuaka

distribution channel - xanan pactipenenenus
forward-thinking - nporpeccuBHO MbICTSIUI

identify - pacno3naBatb

interest-free - GecriponeHTHbIN

inventory - ”HBEHTaph, ONKUCH TOBAPOB

lack - orcyrcTBUE (Uero-i.)

launch - BeIyCK HOBBIX TOBApOB Ha PHIHOK

launch - Beimyckars TOBap Ha PHIHOK

length - mpoAOIKUTENBHOCTD, CPOK

list prices - npeiicCKypaHTHBIE LIEHBI

marketing - MapKkeTHUHT(KOMIUIEKC MEPONPUITUHH TI0
ONTUMAIBHOMY COBITY MPOMYKIIHH)

marketing mix - MapKETUHIOBasi CMECh

meet - yJI0BJIETBOPATH, COOTBETCTBOBATH

nasty - OTBpaTUTEIIbHbIN, HENPUATHBIMN, TNIOXOW, CKBEPHBIN
opportunity - GaronpusTHas BO3MOKHOCTb

personal selling - nuunast npoaaxa, nepcoHagbHasi IPoJIaxa

point of sale - po3HHYHasA TOproBas TOUKa
preference - npeanoyTeHue: NPEUMyIIECTBO
price - neHa

pricing policy - monuTHKa 1IeHOOOPa30BaHMsI, TIOJUTHUKA II€H

product life cycle - )xu3HeHHBIN UK TOBapa

H3Y4YCHHUIO CIIpoCa U

promotion - MeEpONpUATHS 10 NPOJABHKECHHUIO TOBapa, JAEITEIBHOCTH 10

OpraHu3alMK CIpoca U cObITa

restonpastachievements - mounBarh Ha JaBpax (IPOILLILIX TOCTUKEHUSIX )

retail outlet - po3HruHas ToproBas Touka

sales promotion - mpoBMKEHNE TOBapa, CTUMYJIMPOBAHNE COBITA

strength - cuna; cunbHast cTopoHa

SWOT analysis - SWOT ananmu3 (aHanu3 CHIBHBIX M CIAOBIXCTOPOH KOMITAHUH,

BO3MOKHOCTEU U YTPO3 PHIHKA)
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threat - omacHocTs, yrposa
weakness - c1a00cTh, cl1adoe MeCTO

1* Translate the following words and word combinations orfind Russian
equivalents.

1. consumer’s preference

2. pricing policy

3.the four Ps

4. launch

5. lack of competition

6. company's strengths and weaknesses
7. opportunities and threats of the market
8. the length of the payment period

9. point of sale

10. distribution channel

2* Translate the following sentences into Russian.

1. The promotion includes advertising, personal selling, and sales promotion.

2. The marketing of a product implies considering such aspects as its quality,
features, brand name and packaging.

3. SWOT analysis is used to discover strengths and weaknesses of the company and
to show opportunities and threats of the market.

4. The product life cycle is a period of time over which a product appeals to
customers.

5. Place includes such factors as distribution channels, coverage of the market, and
location of retail outlets.

6. When deciding on its pricing policy a firm considers list prices, discount for bulk-
buying and interest-free credit.

3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

distribution, demand, advertising, needs,
opportunities, place, price, products, product-
oriented, profitably, promotion,
competitive, service, satisfy, strengths, threats, weaknesses,
product

1. What is marketing? Marketing is the creative process of satisfying customer needs
2. What is 'the marketing mix'? It consists of the four Ps, providing the customer with

the right at the right , presented in the most attractive way
( ) and available in the easiest way ( ).
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3. What is 'a product'? A product is not just an assembled set of components: it is
something customers buy to a need they feel they have. The image andthe
design of the product are as important as its specification.

4. What is 'price'? The product must be priced so that itcompetes effectively with

products in thesame market.

5. What is "promotion'? The product is presented to customers through (TV
commercials, posters, etc), packaging (design, labels, etc), publicity, PR. and
personal selling.

6. What is 'place'? Your product must be available to customers through the most

cost-effective channels of A consumer product must be offered
tocustomers in suitable retail shops, or available on hire purchase.

7. What is meant by 'SWOT'? A firm should be aware of its and

and the and it faces in the market place.

8. Why are firms becoming more customer-oriented and less ?

9. New products must be created to meet the changing patterns of
customers' .

10. A firm can't rely on the success of its existing range of .The customer
and his or her needs mustcome first.

4* Find English equivalents for the following Russian expressions.

1. nmpenBocxuIaTh NOTPEOHOCTH OTPEOUTEIS

2. YIOBIIETBOPATH NOTPEOHOCTH MOTPEOUTEIS

3. pacnio3HaBaTh NOTPEOHOCTH MOTPEOUTENS

4. COOTBETCTBOBATH MPEAINOUYTEHUSM MTOTPEOUTENS
5. MapKETUHIOBasl CMECH

6. IPUCIIOCOOUTH CYIIECTBYIOUIUE TOBAPHI

7. 6€CIPOLIEHTHBIN KPEAUT

8. HA3HAYUTH LIEHY

9. nemieBo U JOOPOTHO

10. nenreBo M HEKAYECTBEHHO

5*Translate the following sentences from Russian into English.

1. MapkernHroBasi cMech pas3jIMyaeTcs B 3aBUCUMOCTH OT BHUAA MPOAABAEMOIO
TOBapA.

2. Yerslpe «mm» - TOBAp, 1IEHA, MPOABUKEHHUE, MECTO MOTYT COYETAThCS PAZTUYHBIM
obpazom.

3. Hu3skas 1ieHa MOXKeT BbI3BaTh Y MOTpEeOUTENCH MOI03pEHUE.

4. Eciin ieHa ToBapa BBIILIE, TO O3HAYAET, YTO KAYECTBO TOBApa BBIIIIE.

5. @upma 0OBIUHO MPEJOCTABISAET CKUJIKY HA ONTOBBIE 3aKYIKU.

6. BbllTyCKk HOBOTO TOBapa Ha pbIHOK OOBIYHO TPEOYET MHOTO PEKJIAMBI.
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Unit 2. DIALOGUE

MARKETING MIX IN ACTION

6* Before you start working with the
Dialogue use Glossary to match the words
below with their definitions.

1. target market a. plan, usually annual, for a company's marketing
2. market segmentation | activities, specifying expenditure and expected revenue
3. marketing plan and profits

4. marketing strategy b. possibility of going in to a market for the first time

5. marketing opportunity |c. division of the market or consumers into certain
6. marketing effort categories according to their buying habits

d. company's marketing activities

e. market in which a company is planning to sell its
goods

f. strategy or planning for marketing activities

7 Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

Jenny Brown and Alex Cleevelend are discussing the main principles of a marketing
plan.

JENNY: Can you instruct me on some principles of developing a marketing plan?
ALEX: Well, the marketing plan should be flexible enough and supported by well-
developed and effective marketing services. But first of all the problem of target
market is to be settled.

JENNY: And has our target market been identified yet?

ALEX: Yes, it has, and now the company has to decide what goods or services to
offer while always remembering the existence of its competitors. Companies are
always looking for marketing opportunities — possibilities of filling unsatisfied needs
in areas in which they are likely to enjoy a differential advantage, due to their
particular competencies.

JENNY: Are there any problems in this area?

ALEX: Marketing opportunities are generally isolated by market segmentation —
dividing a market into submarkets or segments according to customers’ requirements
or buying habits.
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JENNY: You see, we were told at the Business School that marketers do not only
identify consumer needs; they can anticipate them by developing new products.
ALEX: That's right. Marketers should design marketing strategies and plan marketing
programmes, and then organize, implement, and control the marketing effort.
JENNY: What do you mean by controlling the marketing effort?

ALEX: Well, once the basic offer, for example a product concept, has been
established, the company has to think about the marketing mix — the set of all the
various elements of a marketing plan, their integration, and the amount of effort that a
company can expend on them in order to influence the target market.

JENNY: If I am not mistaken the best-known classification of these elements is the
four P’s: Product, Price, Promotion and Place, isn’t it?

ALEX: Good for you! I am sure very soon you'll make an effective marketer!

1. What are the speakers discussing?

2. What are the main principles of developing a marketing plan?

3. What are the main functions of marketers?

4. What is the role of customers' buying habits in the marketing plan?
5. What are the four main elements of marketing mix?

8* Complete the text using the words from the box. There are two words which
you don’t need to use.

marketing strategies, advantage, competitors, market
segmentation, sales promotion, target market,
marketing mix, submarkets, marketing programme,
buying habits, marketing opportunities, consumer
needs, marketing effort, long-term demand

Companies are always looking for (1) possibilities of filling unsatisfied
needs in areas in which they are likely to enjoy a differential (2) , due to
their particular competencies. Marketing opportunities are generallyisolated by (3)
dividing a market into (4) or segments according to customers'
requirements or (5) Once a target market has been identified, a company
has to decide what goods or services to offer always remembering the existence of (6)
Marketers do not only identify (7) they can anticipate them by
developing new products. They will then have to design (8) and plan
marketing programmes,and then organize, implement, and control the (9)
Once the basic offer, for example a product concept, has been established, the
company has to think about the ( 10) — the set of all the various elements of
a (11) their integration, and the amount of effort that a company can
expend on them in order to influence the (12)
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9* Match the expressionsin the left column with their translation in the right

one.
1. marketing concept a. peryJupoBaHue cObITa, YIIPABIEHUE MAPKETUHI OM
2. marketing research b. mpakTU4ecKre 3HAHHSI U OTBIT B OBJIAJICHIUH PHIHKOM
3. marketing know-how | c. crparerust B o0nactu cObita
4. marketing control d. mMporHO3 PHIHOYHOM KOHBIOHKTYPBI
5. marketing forecast €. I0JITOBPEMEHHBIN CIIPOC
6. marketing policy f. KoHLIeNIMs MapKeTUHTa
7. long-term demand g, IBIKYIIAsl CUjia
8. driving force h. MapkeTHUHrOBbIE HCClIeIOBAaHUS
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Chapter FIVE

PRICING

Unit 1.READING AND TRANSLATION PRACTICE
PRICING POLICY

Price is a very important weapon that

can be used to persuade consumers to

buy. Price is one of many factors that

determine the demand for a product.

How firms set the price of their goods

and services 1s a complicated issue. A

number of factors will affect the price

a firm sets for its product, including

such things as the cost of producing

the product, the rival firms' prices, the

type of product and the desired market

share of the company.

Pricing Methods

The most common pricing methods adopted by firms are:

1. Cost-plus pricing is a very simple pricing method and is perhaps the most
common. A firm may calculate its average costs of producing a product and then
simply add a profit 'mark-up’, say 10%, on to average costs. This mark-up could be
changed to allow for the effects of competition and economic conditions, e.g. where
there is a lot of competition this mark-up may be lowered or when business is good
the markup could be raised.

2. Marginal-cost pricing differs from the above in that the firm looks not at its
average costs but at marginal costs, i.e. the firm calculates the additional cost of
producing the next unit or set of units of output and the firm charges a price (plus a
'mark-up') according to the marginal cost. A typical example is found in the shoe
repair business. There appear to be no standard prices for repairing shoes. What
tends to happen is that the cobbler examines the shoes and makes a quick estimate
of how much material and time it will take to repair them. Larger shoes, those made
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of leather and those in greater disrepair have a higher marginal cost and therefore a
higher price is charged for their repair.

3. Price discrimination: several firms are able to charge different prices for a similar
product. This is known as price discrimination. British Rail (BR), for example,
charges different consumers such as businessmen and women, children, senior
citizens and students different prices and also charges different prices according to
the time of the journey, e.g. peak, off-peak, weekly and weekend. British Telephones
(BT) price discriminates according to the time of day, week and distance of the call.
The price charged to the consumer is made up of two elements: a fixed charge or
quarterly rental, which is designed to cover BT's fixed costs, and a variable charge
related to the use of the phone. The ability of a firm to price discriminates on whether
it can split or segment its market. In the case of BT and BR this is quite
straightforward. Other industries and firms also price discriminate, e.g. the breweries
charge different prices in the different regions of the country, cinemas offer cheap
tickets for afternoon and late shows, and the Electricity Boards operate an Economy 7
system where consumers pay less for nighttime electricity.

Pricing Strategies
In addition to adopting particular pricing method a firm can also follow a number of
pricing strategies or tactics. The more common of these include:

Penetration pricing is a tactic adopted by a company when it is first entering
(or penetrating) a market and is trying to establish a market share. It tends to be
used where there is very little or no consumer 'brand loyalty'and the demand for the
goods is price elastic.

Skimming price is where a firm charges a high price for a product in order to
'skim' the 'top end' of the market. It is most likely to be found where the product is
new and consumers have not had a chance to establish a 'price plateau'. This refers
to the price that consumers expect to pay for a product, e.g. would anybody expect to
pay 40p for a standard size Mars bar? Clearly this would be above the price plateau.
When products are new, a price plateau has not had the chance to be established and
some consumers are willing to pay a high price to buy the new product because of its
novelty value.

Loss leader pricing is when firms offer prices below the cost of producing the
item (hence making a loss) in order to encourage the sale of the products.
Supermarkets frequently adopt this tactic to encourage people into the stores so that
once inside they may buy additional items on impulse.

Limit pricing occurs when a firm, which normally has a large market share,
drops the price of its product to limit or deter the entry of other new competitors. The
success of this strategy depends on the size of the price drop, the potential profits to
be gained by new firms, and the determination of other firms to enter the industry.

Predatory pricing typically occurs when a firm holds the price of its product
below those of its rivals for long periods of time in the hope of driving them out of
the industry and establishing a monopoly position.
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Dumping pricing happens when a firm 'dumps' its goods into a market at
below the cost of producing them in the hope that it can establish a foothold in the
market. Once a market has been established the price of the product may rise to those
of competitor firms.

Competitive pricing is when the firm prices its product in line with those of its
competitors. There is little price variation between the types of goods being sold. In
this situation there may be a substantial amount of 'mon-price' competition, e.g. on
packaging and design of the product.

EssentialVocabulary

Additional cost — fononHUTENbHAS CTOUMOCTD

allow for - npegycmarpuBaTh; yUUTHIBaTh; IPUHUMATh BOBHUMAHHE
average cost - cpeIHss1 CTOUMOCTD

brand loyalty - npuBep:keHHOCTb MOTPEOUTENS K JAHHOIN MapKe ToBapa
charge a price - Ha3HaUUTH LIEHY

competitive pricing - KOHKypeHTHOE 11IeHO00pa30BaHUE

cost-plus pricing - 1eHO00pa3oBaHUE MO MPUHLUITY «3aTPAThI ITIOC IPUOBLIbLY
deter - yiep>xuBaTh, HEIOMyCKaTh

driveout - BEITECHSTh

dump - cOpackIBaTh (TOBapbl Ha PHIHOK B OOJIBILIOM KOJI-BE)

dumping pricing - TeMIUHTOBBIC 1IEHBI

establish a market share - 3aBoeBaTh MeCTO Ha PHIHKE

estimate - OLlEHUBATh, yCTAHABIMBATH LICHY

limit-pricing - orpaHu4YeHue LEH, BBEAECHUE MTPEAETBHON LIEHBI

loss leader pricing - TakTHKa 3aHM>KEHUSI 1ICHBI

make an estimate - IpoU3BOANTH OLICHKY, COCTaBIIATh CMETY

marginal costs- mnpenenbHbIE W3ACPKKU MPOU3BOACTBA, MPEACIBHO BBICOKAs
ce0eCTOMMOCTb

marginal cost—pricing - neHooOpazoBaHre Ha OCHOBE MPEEIbHO BHICOKUX 3aTpaT
mark-up - HanieHka

non-price - HEIEHOBOMU

non-price competition — HerEEeHOBast KOHKYPEHIIMS

penetration pricing — TaKTUKa BXOJSIIIEH IIEHBI

predatory pricing — XuliHUYECKOE 1IEHOOOPa30BaAHUS

price discrimination — pa30Gpoc 11eH, 11IeHOBasi ATUCKPUMUHAITUS

price plateau- cOOTHOIIIEHHE 1IEH

pricing - nienooOpa3zoBaHue

pricing method - meTos 11IeHOO0Opa3oBaHUs

pricing policy - nonuTHka neHooOpa30BaHus, MTOJIUTHKA LIEH

set the price - ycTaHaBIMBaTh LICHBI

skim the top end - «CHSTb NEHKY» Ha MAaKCUMAJIbHOM TOUKE

skimming price - ieHo00pa3oBaHue MO0 METOTy CHSTHS CIIMBOK
standard price - equHas 11eHa
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1* Translate the following word combinations or find Russian equivalents.
1. the cost of producing the product

2. the rival firms prices

3. the desired market share of the company
4. pricing strategy

5. to establish a 'price plateau'

6. to establish a monopoly position

7. penetration pricing

8. the size of the price drop

9. price variation

10. to hold the price

2* Translate the following sentences into Russian.

1. A number of factors will affect the price a firm sets for its product, including such
things as the cost of producing the product, the rival firm’s prices, the type of product
and the desired market share of the company.

2. Penetration pricing is a tactic adopted by a company when it is first entering a
market and is trying to establish a market share.

3. Skimming price is where a firm charges a high price for a product in order to 'skim
the top end' of the market when the product is new and consumers have not had a
chance to establish a 'price plateau'.

4. Loss leader pricing is when firms offer prices below the cost of producing the item
(hence making a loss) in order to encourage the sale of the products.

5. Limit-pricing occurs when a firm drops the price of its product to limit or deter the
entry of other new competitors.

6. Dumping pricing happens when a firm 'dumps' its goods into a market at below the
cost of producing them in the hope that it can establish a foothold in the market.

7. Once a market has been established the price of the product may rise to those of
competitor firms.

8. The profit mark-up could be changed to allow for the effects of competition and
economic conditions.

3*Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

price discrimination, dumping pricing, loss leader pricing,
skimming price, cost-plus pricing, price plateau, penetration
pricing, limit-pricing, demand, competitive pricing,
predatory pricing, marginal-cost pricing

1. Price is one of many factors that determine the for a product.

2. is a very simple pricing method when a firm calculates its average costs
of producing a product and then simply adds a profit 'mark-up', say 10%, on to
average costs.
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3. When a firm calculates the additional cost of producing the next unit and charges a
price according to the marginal cost we can speak of
4. When several firms charge different prices for a similar product we can speak of

5. is a tactic adopted by a company when itis first entering a market and is
trying to establish a market share.

6. 1s where a firm charges a high pricefor a product in order to 'skim' the top
end' of the market.

7. When products are new, a has not yet been established and some
consumers are willing to pay a high price for their novelty value.

8. 1s when firms offer prices below the costof producing the item in order to

encourage the sale of the products.

9. When a firm drops the price of its product to limit or deter the entry of other new
competitors we call it

10. When the firm prices its products in line with those of its competitors and there is
little price variation between the types of goods being sold we can speak of

4*Find English equivalents for the following Russian expressions.

1 cpenusis CTOUMOCTh
2. ipeJieTIbHbIE U3IEPKKU TPOU3BOJICTBA
3. MeTo/1bI LIEHOOOPA30BaHUS

4. pa3bpoc 1eH

5. JOTOMHUTENIbHAS. CTOUMOCTh

6. HA3HAYUTH LICHY

7. 3aBOE€BATh MECTO Ha PHIHKE

8. HELIEHOBAasi KOHKYPEHITUS

9. KOHKYpEeHTHOE IIeHOOOpa30BaHUe

10. mpon3BOAUTH OLICHKY, CMETY

5* Translate the following sentences from Russian intoEnglish.

I. B cynepmapkerax 4YacTO NPUMEHAETCS TaKTHUKAa 3aHM)KCHUS TI€Hbl s
NIPUBJICYEHUS MTOKYTIATeNIe B Mara3uHbl

2. ®upMa NOICYUTBHIBACT CPEIHIO CTOMMOCTH NPOU3BOJACTBA TOBapa M 3aTeM
IPOCTO 100ABISIET HALICHKY HA TPUOBLIb.

3. Wuorma ¢upmbl yCTaHaBIMBAIOT pa3HbIe I[EHbI HA CXOAHBIE TOBApHI. ITO
Ha3bIBaeTCs pa30dpoCoOM IeH.

4. Korza ToBapbl HOBbIE, HEKOTOpPbIE MOTPEOUETN FOTOBBI IIATUTH BBHICOKYIO LIEHY
TOJIBKO U3-33 NX HOBU3HBI.

5. CymectByeT HEOOJBIIOE IIEHOBOE pa3IMuMe€ MEXKAY Pa3IMUYHBIMU THUIAMU
IPOJIaBa€MbIX TOBAPOB MPU KOHKYPEHTHOM LIEHOOOpPa30BAHHH.

6. Ycrnex HeleHOBOM KOHKYPEHIIMU 3aBUCUT OT YIIAKOBKH U 0()OpMIIEHUS TOBapa.
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7. Korpa KOMITaHMs NIBITA€TCS 3aBOEBATh MECTO HA PBIHKE, OHA UCIOJB3YET TAKTUKY
BXOJIAIIECH LICHBI.

8. Llena sBiseTCS OJAHMM W3 MHOTHX (PAKTOPOB, KOTOPBIE OMPEIENSIOT CHpPOC Ha
TOBAp.

Unit 2.DIALOGUE
PRICING STRATEGY AND COSTING
6* Before you start working with the
Dialogue No 1 use Glossary to match the
words below with their definitions.
1. demand curve a. the price wholesalers and distributors pay to the
2. inelastic demand producer for goods
3. discount b. the difference in price between what retailers pay for
4. factory gate price a product and what they sell the product at
5. penetration strategy | c. a situation when sales are not affected much by price
6. price war rises
7. retail margin d. a period during which several competitors
8. selling costs aggressively lower their prices in an effort to build up
9. break even market share
10. unit price e. reduction of price in return for bulk sales or to a

favoured customer

f. to balance costs and receipts and reach level of
production when sales begin to exceed the investment

g. a pricing strategy based on low pricing and low unit
profits

h. the line on a graph which shows the relationship
between prices and consumer demand

1. the price for one item

j. the costs involved in distributing, promoting and
selling a product

7. Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

Mark Brown, the Marketing Director of SWA Corporation, is speaking with Jennifer
Harvey, a Sales Manager of EckenerVerlag Ltd.

MARK: 1 have told you something about our new product - now does anyone have
any questions?
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JENNIFER: Could you give us some indication of cost?

MARK: Are you interested in factory gate price or unit price?

JENNIFER: Well, to tell the truth we are interested both in factory gate price and in
unit price.

MARK: You know, I must admit that the selling costs for this equipment proved to be
very high and that is why we had to fix the factory gate price as high as $1500.
JENNIFER: In this case the retail margin would be very low. As a matter of fact, we
wanted to place a contract to purchase two thousand items.

MARK: Oh, 1 appreciate your interest and my company is always willing to offer a
generous discount, what do you say to a 5% discount?

JENNIFER: That's not encouraging, I'm afraid. I believe the demand curve for your
equipment will come down if you don't reconsider your pricing policy.

MARK: Frankly speaking, I was sure that there exists an inelastic demand for our
production. We have been in the market for so long that we don't need any
penetration strategy.

JENNIFER: OK, let's wait for the Leipzig Fair to reveal the state of affairs and show
who is going to win in this price war.

MARK: That's right, let's wait and see.

1. What is the main topic of the conversation?

2 Why did the company fix such a high factory gate price?

3. What is the relation between retail margin and factory gate price?
4. How many items does the distributor intend to purchase?

5. What discount was offered by the producer?

8* Complete the dialogue using the words from the box. There are two
expressions which you don't need to use.
production costs, price war, factory gate price,
break even, demand curve, unit price,
recommended retail price, price plateau,
penetration strategy, market share

JAMES: Do you know that the Japanese computer games company SAWA is
planning to launch a new game called Eagle?

RICHARD: That's interesting and what will be thy (1) ?

JAMES': You knew strange as it may seem the development of the game has taken
two years but the company expects theproduct to (2) within one year.
RICHARD: Is that feasible?

JAMES: Well, first the (3) are low as the labourinput in this sector is
relatively small, second SAWA intends to conduct a competitive pricing policy
with(4) . That means that the (5) isexpected to be round $55, with
the (6) beingaround 33% of that.

RICHARD: 1 see, such a low price may have the effect of creating a (7) in

the computer games market.
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JAMES: As far as I can judge aggressive pricing is a new policy for SAWA, as the
company aims to increase its (8) in the lower end of the games market.
RICHARD: Well, keep me informed of the news about Eagle.

9. Choose the best definition for each of the expressions below.
1. cost of production
a. selling price for a finished product
b. all expenses for raw materials, heating, lighting, electricity, etc.
c. all costs involved in making a product ready for distribution and sale
2. cost of sales
a. total costs involved in making a product or service, distributing it and selling
1t
b. cost of selling a product in salaries, commissions, etc.
c. the price of a product when it is sold
3. selling costs
a. the total money raised selling a product or service
b. the costs involved 1 n distributing, promoting and selling a product
c. the salaries and other expenses paid to the sales representatives
4. fixed costs
a. prices established by the government
b. costs which are decided by the managemen t of a manufacturing company,
not by suppliers or retailers
c. costs which do not depend on quantity of production, e.g. heating, lighting,
rent
5. variable costs
a. costs which change according to the quantity of production, such as raw
materials, components, overtime pay, etc.
b. costs which are difficult to estimate as they may suddenly change because of
changes in the market, such as competitors' pricing
c. costs which change according to the time of the year (e.g. warm clothes for
winter, or summer fashions)
6. overheads
a. regular costs associated with the day- to day running of a company
b. additional expenses because of a higher than expected demand for products
c. extra costs above what was planned in the costs budget
7. unit cost
a. the costs associated with all production of all products
b. the cost involved in making one single example of a product
c. the total costs for any one part of a factory producing one type of product
8. cost of labour
a. cost of all work involved in making a product or service ready for sale
b. cost of manual workers employed by a company
c. cost of industrial action by employees
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Chapter SIX

ADVERTISING

Unit 1.READING AND TRANSLATION PRACTICE
GOALS OF ADVERTISING

The general goal of advertising is to

increase sales, either immediately or in

the future, and to do so profitably. Hence

the function of advertising is to inform

customers of goods or services and

influence people's behaviour.

Goals of advertising are not limited to

trying to influence customers; the process

of motivating employees and distributors

may be fully as important. The impact of

company advertising on its employees

and particularly its sales force is not

always recognized, but can be a very positive effect as they can see that the company
1s supporting their efforts, and this generally makes their selling job easier.

So, if advertising efforts are to be effectively planned, directed, and evaluated, more
specific goals should be established, such as:

m Build morale of a company sales force.

m Announce a special reason for "buying now" (e.g., reduced prices, premiums,
limited quantities).

m Reach people inaccessible to salespeople, such as top business executives and
professional people.

m Enter a new geographic market or attract a new group of customers.

m Build familiarity and easy recognition of package or trademark.

m Correct false impressions, misinformation, and other obstacles to sales.

m Introduce a new product or a new price schedule.

m Buildgoodwill for the company and improve its reputation.

m Place the advertiser in a position to select preferred distributors or dealers.
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Advertising can be classified into two broad categories: informative and persuasive.
Typically any advert contains elements of both. When a product is first launched,
sales are low because very few customers are aware that it exists. The role of
advertising here may be to inform the public of the product's existence and its
particular uses. The same applies when the product has been modified or improved.
In some cases, e.g. new cars or scientific calculators, the nature of the product may be
such that a large amount of technical information has to be supplied and advertising
again may have to be informative. Advertising that informs and educates consumers
gives them greater choice in their selection of goods and services. It can be seen as a
form of competition between firms and may encourage manufacturers to improve
their products to the benefit of the consumer.
Persuasive advertising, as its name implies, is used to try and persuade a consumer to
buy a particular product. Such advertising is subjective and contains many statements
of opinion rather than fact, e.g. "Carlsberg — the best lager in the world". Persuasive
advertising is normally associated with consumer products and is used heavily where
differences between products are minor, e.g. toothpaste, baked beans, soap powder,
washing liquids and lager. Persuasive advertising has been criticized but nevertheless
by 1982, about $60 billion a year was being spent for this kind of advertising in the
United States. One of the main drawbacks of persuasive advertising is that it
emphasizes the advantages of a product and attempts to make those who do not use
the product feel as if they aremissing out. It plays on jealousy, envy and '"keeping
up with the Joneses''.
There are a number of regulations that control the content of advertisements and
firms are required to follow the British Code of Advertising Practice. Some
important extracts from this code are:

1.All advertisements should be legal, decent, honest and truthful.

2.All ad vertisements should be prepared with a sense of responsibility to the

consumer.

3.All advertisements should conform to the principles of fair competition as

generally accepted in business.

4.No advertisement should bring advertising into disrepute or reduce

confidence in advertising as a service to industry and to the public.
The major management problems having to do with advertising are how much money
to spend, how to allocate it, how to schedule the advertising, and how to measure its
effectiveness.
Once the firm has decided on running the advertising campaign it must then decide
on the message, the mass media and the receiver. All these factors will be linked. It
could be that the receiver — the so-called target audience — will determine the
message and the media. If, for example, the product is a children's toy, the advert
should be placed on television at particular times of the day.
In designing the messagethe advertiser will need to consider the following:

1. The content of the message: this will depend on the type of product and the

market in which it is to be sold.
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2. Who is the receiver? The message may be directed at a particular group of
the population, in which case it may have to be delivered in a particular way
using a certain media.
3. The person used to send the message: very often large firms use celebrities
that they think are appropriate for the product.
4. The timing and number of messages: an advertiser has a choice between two
approaches to an advertising campaign. It can be extensive, where the object is
to reach as wide an audience as possible using different media. On the other
hand, it can be intensive, where the object is to reach a particular group
repeatedly (e.g. products such as lager, coffee, washing powder and toilet rolls
are advertised intensively on television).
Having decided on the message, the advertiser then has to choose the most cost-
effective medium (or media). This means choosing the medium that delivers the
message to the right (and largest) audience at the lowest possible cost. Examples of
the media available are: commercial television, independent local radio, newspapers,
magazines, billboards, buses, trains and bus shelters. For a firm advertising an
industrial product the choice may be limited to exhibitions, specialist magazines and
direct mail.

Essential Vocabulary

advertising efforts - pexiiamHast eI TETLHOCTD

allocate - pactipenensats cpeacrasa

be aware of - 3HaTh, cO3HABaTh, OBITH OCBEIOMIICHHBIM
British Code of Advertising Practice - bputanckuii cBoJ NMpaBwil, PEryIUPYIOLIUNA
PEKIIAMHYIO JEATEIbHOCTD

Buildfamiliarity — co3naBaTh 0CBEIOMIEHHOCTb
Buildmorale —ykpenuts 60eBoit 1yx

conformto— cOOTBETCTBOBATh YEMY-JI.
cost-effective—10xo1HbIN, TPUOBLTLHBINA, pEHTAOCTBHBIN
decent — npuUIMYHBINA, OJIArONPUCTONHBI 1

decide on — BbIOpaTh

direct mail — nouroBas peknama

disrepute — qypHas ciaBa; 1mjioxasi, COMHUTEIbHAS PEIyTallus
drawback — Hegoctatok

goal — 3agaya, ueib

goodwill — noGposkenarenbHOCTh

impact - cliIbHOE BO3JEHCTBHE; BIUSHHE

increase sales — yBe1nunuTh 00beM MpPOJAK

informative - nuandopmaruBHbBIN

keep up with the Joneses - ObITh HE XyXe IPYTUX JIOACH
launch v - Beiyckate (TOBap) Ha PHIHOK

legal - 3aKOHHBII; JeraabHbINA

mass media - cpescTBa MaccoBoil UHPOpMaIUU

medium (p/ media) - cpeacTBo, MeTOA
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message - peKJIaMHOE COOOIIIEHHE

miss out - ynyCTuTh

persuasive - yBeleBaTeIbHbIHN, YOeKIaIOIMIH

place in a position to do sth—1atb BO3MOXXHOCTb J1€JIaTh YTO-JI.
price schedule - mkana nex

recognition - y3HaBanue

run the advertising campaign - TpoOBOAUTH PEKIAMHYIO KAMIIAHUIO
sales force - npogaBLbI

schedule - cocraBnsaTh rpaduk, IaHUPOBATH

sense of responsibility - 4yBCTBO OTBETCTBEHHOCTH

target audience - 1eneBas ayiuTOpuUs

trade mark - Toprosas Mmapka

Exercises

1* Translate the following words and word combinations or find Russian
equivalents.

. to establish goals

. to select distributors

. selection of goods and services

. to build goodw 1ill

. to the benefit of the consumer

. to bring advertising into disrepute

. in designing the message

. content of the advertisement

9. approach to an advertising campaign
10. fair competition

11. to keep up with the Joneses

12. extensive advertising

13. intensive advertising

14. celebrity

15. to correct misinformation

OO LN b~ W —

2* Translate the following sentences into Russian.

1. The function of advertising is to build morale of a com—pany sales force.

2. Having decided on the message, the advertiser then has to choose the most cost-
effective medium.

3. Once the firm has decided on running the advertising campaign, it must then
decide on the message, the mass media and the receiver.

4. In designing the message the advertiser must consider such questions as what type
of product is being offered, which market is it entering and who is the target
customer.

5. All advertisements should conform to the principles of fair competition as
generally accepted in business.
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6. Persuasive advertising attempts to make those who do not use the product feel as if
they are missing out.

7. For a firm advertising an industrial product the choice of mass media may be
limited to exhibitions, special magazines and direct mail.

3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

launched, persuasive advertising, increase sales,

target consumer, easy recognition, mass media,

influence, sense of responsibility,
informative advertising

1. The general goal of advertising is to ,either immediately or in the fu
ture, and to do so profitably.

2. The function of advertising is to inform customers ofgoods or services and to
people's behaviour.

3. The advertising is intended to build familiarity and of package or
trademark.

4. When a product is first , sales are low because very few customers
are aware that it exists.

5. The role of is to inform the public of the product's existence and its
particular uses.

6. , as its name implies, is used to try and persuade a consumer to buy
a particular product.

7. All advertisements should be prepared with a to the consumer.

4* Find English equivalents for the following Russian expressions.
. €U peKJIaMbl

. YBEIIMYUTh 00BEM TPOJIAK

. BIIUSITh HA TTOBEJICHUE JIFO/IEH

. uH(opMUpYIOIIas pekiiamMa

. yoexaromas pexiama

. TTIaBHBIM HEJIOCTATOK

. IPOBOAUTH PEKIIAMHYIO KAMIIAHUIO

. TaK Ha3bIBaeMas LieJieBasi ay JuTOpHs

. YMEHBLIATh TOBEPHUE K PEKIamMe

10. BbIITycKaTh HOBBIM TOBap HA PHIHOK

11. mkana uex

12. sxoHOMHU4ecKkH 3 (HEeKTUBHAS pEKJIaMHas KaMIIaHUs

O 0N DN b WK —

5* Translate the following sentences from Russian into English.

1. Ponb peksiaMbl COCTOMT B TOM, YTOOBI HHPOPMHUPOBATH JIIOJIEH O CYIIECTBOBAHUU
TOBapa U 00 0COOEHHOCTSIX €ro UCIOJIb30BAHUS.

2. OcHOBHas 11eJ1b PEeKJIaMbl — MOBBICUTH O0OBEM MPOJIAK.
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3. Llenu peknambl TaKK€ BKIIOYAIOT 3aBOCBAHUE HOBBIX PBIHKOB M IIPUBIICUECHHE
HOBBIX T'PYIII OTpeOUTENEH,

4. YoOexaroiias pekjiaMa UrpaeT Ha peBHOCTHU, 3aBUCTU U KEJIAHUM ObITh HE XY¥Ke
IPYTHX.

5. Yb6exnaromiast pekjiama 0ObIYHO aCCOLUMUPYETCS C MOTPEOUTETHLCKUMHU TOBapaMu U
UCIIOJIb3YETCSl TaM, IJI€ Pa3aIudus MEXI1y TOBapaMH HE3HAUUTEIIbHBI.

6.ConepkaHle pPEKIIaMHOIO COOOIIEHUS 3aBHCHT OT THUIIA TOBapa M pPbIHKA, Ha
KOTOPOM TOBAp JOJIKEH IPOAABATHCA.

Unit 2.DIALOGUE
RUNNING AN ADVERTISING
CAMPAIGN

5* Before you start working with the
Dialogue match each word on the left
with a word on the right to create a
phrase connected with advertising.

1. advertising a. the advertising campaign

2. target b. mix

3. to run c. advertisements

4. promotional d. customer

5. television e. advertising

6. newspaper f. mail

7. street g. commercials

8. direct h. efforts

7. Listen to/Read Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

Advertising Manager Ellen Brown is speaking with Personnel Manager Michael
Thompson.

MICHAEL: You are not your usual happy sel f this morning. What's the matter?
ELLEN: To tell you the truth I am very much worried about this new advertising
campaign.

MICHAEL: What kind of campaign?
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ELLEN: Don't you know our Marketing Director is going to run a new advertising
campaign to increase consumer awareness of our products, as he puts it.

MICHAEL: You don't need to worry. I am sure you'll make a good job of it.

ELLEN: You're joking. First, I must plan a variety of advertising techniques. This
advertising mix must consist of television commercials, newspaper advertisements,
and street advertising.

MICHAEL: Well, that is not the first time you're running advertising campaign, is it?
ELLEN: No, of course not. But this time he wants me to use direct mail too, because
we have a good target customer database.

MICHAEL: May be he is right. Di rect mail is more personal than other media and it
has the greatest flexibility.

ELLEN: Frankly épeaking, it is very difficult indeed to correctly estimate how much
and what kind of promotional efforts are necessary to reach a certain objective.
MICHAEL: By the way, did you consider the possibility of advertising on the
Internet?

ELLEN: That's a good idea! We should organize an on-line promotion and the
customers will be able to order goods on- line!

MICHAEL: To make this dream come true you should first create a company
website, where you can advertise the company's products.

ELLEN: Now we come to the problem of expenditures. To what extent does the
advertising really pay? Our General Manager is fond of saying: "We know that one
half of our advertising budget is wasted but we do not know which half."

MICHAEL: May be he is right.

ELLEN: So everybody is right except me and nobody wants to let me off the hook™.
MICHAEL: Oh, come on, you are making a mountain out of a molehill.

Notes:

* to let sb off the hook - to allow someone to escape from a difficult situation or to
avoid doing sth that one doesn' t want to do

there was nobody to get him off the hook - e HanUI0Ch HUKOTO, KTO OBl BBI3BOJIMII
ero us 0empl

1. What are the speakers discussing?

2. Why is the first speaker so worried about the new advertising campaign?

3. What is the purpose of this new advertising campaign?

4. What combination of media is planned by the company in the advertising mix?
5. What advantages of direct mail were mentioned by the first speaker?

6. How many customers will be informed by direct mail shot?

8* Complete the dialogue using the words from the box.There are two words
which you don't need to use.

pays off, evaluative, competitive, persuade,
media, influence, success, attention, sales,
effectiveness, direct mail, flexibility
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KATE: Good morning. I am studying the problems of advertising. May be you could
give me some information on this problem.

HELEN: Good morning. Well, to begin with, a firm has to ask itself a number of
important questions in relation to advertising: How much should the company spend
on advertising? What combination of (1) will work best? What effect
does advertising have on the company's sales?

KATE: To my mind, to answer these questions the company should use some
methods of measuring the (2) of advertising.

HELEN; You see, most of the methods focus not on (3) changes but
on how well the communication is remembered, recognized, or recalled.

KATE: Rut why? Do these methods really can measure to what extent the advertising
really (4) ?

HELEN: No, they can't, because many factors besides advertising (5)
sales success. Advertising has some impact on a product's sales but the exact effect is
uncertain.

KATE: Then what information is given by these methods?

HELEN: At present most (6) methods simply tell which ad is the best
among those being appraised.

KATE: But if I am not mistaken, even though one ad may be found to be more
memorable or to create more (7) than another, that fact alone gives no
assurance of relationship to sales (8)
HELEN: That's right.

KATE: Then why should the company advertise?

HELEN: Without advertising to inform the public of its product, the company will
have a difficult time winning brand recognition and brand acceptance. Wi thout
advertising 1t will probably be difficult to (9) dealers to carry the
firm's product, especially if (10) brands are well known.

KATE: 1 see. Thank you very much indeed.

HELEN: You are welcome.

9 * Match the expressions in the left column with their translation in the right
one.

1. product life cycle a. aCCOPTUMEHT MUCbMEHHBIX CTOJIOB

2. to sell well b. urpoas (Apa3Hsiias) pekjiaMHas KaMIaHus
3. old 'steady’ C. KaMTIaHUs PaCChUIKH MAaTEPUAJIOB IO TIOUYTE
4. to run for years d. nmo3yHr, neBus, pexkiiamuas Gopmyiia

5. slogan €. BBIIIYCKaTh HOBBIM TOBAp Ha PHIHOK

6. desk range f. uTo-11. cTapoe, BepHOe/yCTOosBIIEECS

7. we are all for keeping it g. )KU3HEHHBIH LUKII IPOIYKTa

8. teaser advertising campaign h. umeth xoporuit CObIT

9. to launch 1. YCIIEIIHOACHCTBOBATHbMHOTOJIET

10. direct mailshot J. MBI BCEIIEJIO 3a TO, YTOOBI COXPAHHUTh ITO.
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Chapter SEVEN

PROMOTION

Unit 1.READING AND TRANSLATION PRACTICE

SALES PROMOTION

Sales promotion covers a wide
range of activities aimed at
increasing sales of a new
product by a sales campaign that
encourages customers to buy a
particular product.

So, the objective of most sales
promotion efforts is to sell more
of the product, both during and
after the promotional period.

The idea is that if the consumer can be persuaded to try the product, he or she may

continue to use it.

Sales promotion is often thought of as being the same as advertising. Although the
objectives of promotion and advertising are the same, namely, to persuade the
consumer to buy, there are differences in the way they are practiced. Sales promotion
often takes the form of an incentive, e.g. a free sample or a special offer, or "buy two

and get one free".

Sales promotion efforts directed to consumers might be:

| to induce consumers to try the new brand

| to increase average purchases

| to increase brand awareness

Sales promotion efforts directed to dealers might have such goals as:
| to increase shelf space

m to increase dealer enthusiasm

| to obtain more dealers and wider distribution

| to induce dealers to buy in larger quanti ties
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u to help dealers operate more effectively

Sales Promotion Methods Directed to Consumer

The most effective and popular sales promotion methods directed to consumer are as
follows:

Packaging and design. The packaging and design of a product is very important if it
is to catch the customer's eye. It may have to compete with other product for shelf
space, e.g. a supermarket may stock several types of a product but the one that
catches the consumer's eye is likely to be the one put in the shopping basket. The
key elements of packaging and design include colour, size, display and brand or
trademark. A company uses packaging and labels or trademarks to separate its
product from those of close rivals. This is sometimes called branding and brand
names are a common form of promotion. The packaging of products has undergone a
revolution in recent years. Soft drinks, for example are now sold in cans or plastic
bottles rather than in large and hea vy glass bottles.

Games and competitions. These are becoming commonplace in promoting sales of a
product or service. Supermarkets, garages and travel agents often run competitions
to increase sales. Newspapers have tried bingo games to increase their circulation.
The prizes to be won are very attractive, e.g. 1 million, a 2-week holiday, or a car.

Games and contests are conducted only for a limited time, after which a new contest
or game may be introduced. In one format, customers attempt to collect particular
sets of game slips that qualify them for prizes. As game slips are distributed free with
a purchase, the object is to encourage customers to purchase more f requently and
more consistently in order to acquire more game slips and thus have a better chance
of winning.

Pricing promotions. The idea behind a pricing promotion is to try and persuade
consumers that they are getting val ue for money, e.g. 25 % extra free, special bonus
pack, two for price of one, and 10 pence off. A seasonal sale to clear out stock from
the previous season to make room for the new season's collection is a further example
of pricing promotion.

Sampling. One means of launching a new product is to provide free samples of it to
households. These samples can be delivered door or through a particular magazine.
Hair products, washing powders/liquids and fabric softeners are often launched this
way. The company hopes that once consumers have tried a small sachet sample of the
product, they will go and buy the larger size bottle or packet at the shop.

Merchandising. This involves the layout of the shop, the placing of the item in the
store, the use of colour and point-of-sale materials, or POS materials. It is often
called the "silent salesman" or "selling through technique". The best or prime selling
spots in a supermarket are the check-out areas, the shop perimeter and eye-level
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shelves. A child's attention is easily caught by the sweet at the check-out. Less
popular products may be placed near the front of the store, with the popular items at
the back. Customers may then pick up some of the less popular j tems on their way
through the shop.

Some other very popular promotional methods directed to consumer are coupons,
trading stamps, premiums, exhibitions and demonstrations, direct mail,
personal appearances.

Sales Promotion Methods Directed to Dealers

Sales promotion methods directed to dealers include sales meetings, special training
seminars and even factory visits provided for dealers and their salespeople. Because
many products today are technical and complex, the knowledge of a dealer's
salespeople can be the deciding factor in picking the sale for one brand over another.

Display allowances may be offered to dealers instead of or along with display
materials. These are special monetary incentives for dealers to feature certain brands
or to allot them more shelf space.

Also, in efforts to stimulate greater push by dealer salespeople, a manufacturer may
offer special premiums, such as prizes, trading stamps, or push money. For example,
it is common for a manufacturer, to pay a small commission for each item of that
manufacturer's brand sold by a retail clerk. Automobile firms are the most frequent
users of incentive programs; for example, they offer contests and free trips for their
dealers' salespeople and even for the dealers themselves.

Essential Vocabulary

allot - mpenoCTaBIATH, BBIJICIISTD;

bonus pack - nabop, coaeprkamimii JONOJTHUTENbHbIE TOBAPHIB KAYECTBE IPEMHUH, 32
KOTOpPBIE HE B3UMAETCs IUI1aTa

brand - Toprosas mapka

branding - cHaGxeHue ToBapa TOProBoi MapKou

catch the eye - nonactscs Ha r1a3a, NPUBJICYb BHUMAHUE

check out - moacuuTaTh CTOMMOCTH BCEX NMOKYNOK M BBIOMTH Ye€K (B MarasmHe

CaMOOOCITY>KUBaHUS )

check-out = check-out area - xacca (MecTo, TJie MPOU3BOAATCS PacU€Thl B Mara3uHe
CaMOOOCITY>KUBaHUS )

contest - KOHKYpC, COPEBHO3aHUE

coupon - TpEeMUANBHBIA KyNmoH (OMpPENEICHHOE KOJIMYECTBO KYMOHOB JaeT
MOKYIIATEIO MPAaBO HA BEIIEBYIO MPEMUIO)

display allowances - ckujaka (MaraswHy) [Js KOMIIGHCAIIMM pPacxofOoB Ha

OpraHu3allMI0 BBICTABKU TOBapa
display materials - marepuansl sl BBICTABKM M pEKJIamMbl TOBApOB (pEKJIaMHbIE
IIUTHI, TUTaKaTy, oTorpaduu u ap.)

format - npaBuiia urpel, NPOBEIECHUS COPEBHOBAHUMN

game slip - urpoBoii Kynox

incentive - noOy>x/eHue, CTUMY
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induce - moOyx1aTh, CKJIOHSTH, YOSIKIaTh

merchandising- uckycctBo cobITa; ycunus, HEOOXOAUMBIEIsI CObITA TOBapa
objective - 1ienb

packaging - ynakoBka

pick over- oTOMpate (JIydiine 3K3eMIUISPbI); BHIOMPATH

point-of-sale materials = POS materials - Marepuaibl 15 BBICTABKH U PEKJIaMbl
TOBapOB (PEKJIaMHBIE IIUTHI, IUIaKaThl, (PoTOrpaduu U Ap.) HA MECTE MPOJIAXKU TOBapa
premium - npemusi, pu3 pricing promotion - HEHOBOE CTUMYJIUPOBAHUE

push - HacToilunBas pexiiaMa; NPOTAJIKUBAHNE, PACKPYUMBaHUE (KaKOro-j. ToBapa U
T. I1.)

push money - 1eHbI'M Ha CTUMYJIUPOBaHUE CObITA

run competitions - TpOBOJIUTh COPEBHOBAHUS

sample - oOpa3zery

sampling - cTuMynupoBaHHE TMpPOJAX IWYTEM paCIpPOCTPaHEHUs OeCIIaTHBIX
o0Opas1oB ToBapa

shelf space - nmpocTpaHCTBO, BBIIEIEHHOE I pa3MEUIEHUS TOBapa Ha MOJKax
Mara3vuHa

shopping basket - xop3una s 0T60pa TOBApOB (B Mara3uHe camooOCITyKUBaHMUS),
NOKyHaTelbCcKasi KOp3uHa

trading stamps - OymakHble Mapku C OOBSIBICHHOH CTOMMOCTBIO (HaKOIUIEHHE
HEKOTOPOI'0  KOJMYECTBA MApOK JaeT [OKyNaTello IMpaBo  OecriaTHOro
npUoOpeTeHNs TOBapa U3 aCCOPTUMEHTA TOr0 Mara3uHa, I7ie NoJyuyeHbl MapKu)

1* Translate the following words and word combinations or find Russian
equivalents.

1. range of activity

2. to encourage customers
3. promotion efforts

4. buy two and get one free
5. brand awareness

6. to increase shelf space
7. pricing promotion

8. point-of-sale materials
9. sales meeting

10. monetary incentive

2* Translate the following sentences into Russian.

1. The objective of most sales promotion efforts is to increase sales.

2. The packaging of products has undergone a revolution in recent years.

3. This method is often called the 'silent salesman' or 'selling through technique’'.
4. The prizes to be won are very attractive.

5. The best or prime selling spots in a supermarket are the check-out areas.
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3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

game slips, brand awareness, sales campaign, shelf
space, free samples, display allowances, special offer,
increasing sales, packaging and design

1. Sales promotion is aimed at ..... of a new product by a sales campaign persuading
customers to bu y.

2. Sales promotion efforts are aimed at increasing ..... of the product.

3. The key elements of ..... include colour, size, display and brand of trademark.

4. ... are distributed free wi th a purchase to encourage customers to purchase more
frequently and more consistently.

5. One means of launching a new product is to provide ..... of it to the customers.

6. Display allowances are offered to dealers to feature certain brands or to allot them
more ..... .

7. ... are special monetary incentives for dealers to stimulate greater push of the
brand.

4* Find English equivalents for the following Russian expressions.

. KAMITaHHSI IO OpTraHU3alMi U CTUMYJIMPOBAHUIO CObITA
. IEJIM CTUMYJIMPOBaHUs cObITa

. becriaTHBIN oOpasery

. CIIEMAJIbHOE MPEIOKEHNE

. TIOBBICUTh Y3HaBa€MOCTh TOPrOBOM MapKu

. IpUBJI€Yb BHUMAHKE MMOTPEOUTENS

. IOKyIIaTeJIbCKasi KOp3uHa

. HanboJiee BBITOIHOE MECTO ISl POJAX

9. METO/BI CTUMYJIUPOBAHUS COBITA

10. ckuuaka (MarazuHy) AJiE KOMIIEHCAlMM PAcXOJOB HAa OPraHU3alMI0 BBICTABKU
TOBapa

O N Nk~ W —

5* Translate the following sentences from Russian into English.

1. I'azeTbl MpoOOBAIM UCIIOIB30BATh JIOTEPEIO «OMHI0» JUIsl TOBBIILIEHUS TUPAXKA.

2. BHuMaHue peOeHKa JIETKO MPUBJIEKAeTC KOH(ETaMU OKOJIO KacChl.

3. CynepmapKeTbl, rapaku U TypUCTHUECKHE areHTCTBAa YacTO MPOBOJSAT KOHKYPCHI
JUTsI TIOBBITIIEHUS A((HEKTUBHOCTH COBITA.

4. CrumynupoBaHue cObITa 4YacTo OpUHUMAET (opMy MNOOYKIEHUs, HaIpUMED,
«KYTH JIBa U MOJIYYH OJIUH OECIIaTHO.

5. CpeacTtBa cTUMYIUPOBAHMS CObITa JOJKHBI IOMOYb AUJIepaM AeHCTBOBaThH Ooliee
3¢bHEeKTUBHO.



52



Unit 2. DIALOGUE

DISCUSSING A
PROMOTIONAL CAMPAIGN

5* Before you start working with
the Dialogue wuse Glossary to
match the words below with their
definitions.

1. promotional campaign
2. promotional tools

3. promotional mix

4. promotionalbudget

5. promotional discount
6. chat-show
7.point-of-sale
merchandising

8. at a premium

9. promotional allowance
10. free samples

a. a television or radio programme in which well-known
people are invited to talk aboutvarious topics

b. special discount offered as part of the promotion for a
product

c. material used in promotion, such as display materials
and sales literature

d. coordinated activities to increase sales of a new product
e. difficult to obtain and moreexpensive than usual

f. samples of good not costing any money

g. forecast cost of promoting anew product

h. discou nt which is offered to a buyer in return for some
promotional activity

1. organizing the display and promotion of goods in retail
outlets

j. combination of all the elements that make up a
company's promotion

7 Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

Maryann and George are planning a new promotional campaign.

MARYANN: Hello, how are things going?

GEORGE: Are you asking me about the sales promotion campaign connected with
launching our new product?

MARYANN: Yes, that's right. By the way, did you make up your minds how to name

1t?

GEORGE: Yes, we did, and this is the name I would give it myself. It's Maxy.
MARYANN: Great! And what kind of promotional tools are you going to use?

53




GEORGE: Well, first of all, our promotional mix consists of an extended TV and
radio advertising campaign;

MARYANN: What about personal appearances? Celebrities often appear on "chat
shows", to promote a new product.

GEORGE: Don't forget about our promotional budget. I am happy that we can offer
our customers a special promotional discount.

MARYANN: What about in-store promotion?

GEORGE: Naturally, there'll be point-of-sale merchandising, I mean: show cards,
special display stands — where we can find room for them. But you must remember
floor space in supermarkets is at a premium.

MARYANN: 1 tell you what, you can offer some promotional allowance to the retail
dealers.

GEORGE: You know, finding the right promotion to appeal to general public is no
easy task.

MARYANN: 1 agree. You know, to my mind the most effective way of stimulating
demand for a new product is distributing free samples. You can make them smaller
than regular size, you call it a "trial size". The most important thing you have to do is
to attract at ten tion to your product, am I right?

GEORGE: We must always bear in mind the expenditures and that this promotional
tool is very expensive, only large firms can afford it and as the saying goes "'cut your
coat according to your cloth".

1. What are the speakers discussing?

2. What promotional tools is George going to use?

3. What kind of promotional activities does Maryann offer?

4. According to George is it easy to choose the right promotional tool?

5. Why did George refuse to use free samples in the promotional campaign?

8* Complete the dialogue using the words from the box. There are two words
which you don't need to use.

promotional methods, general public, promotion,
displayed, distributed promotional gimmick, free samples,
launching, point-of-sale, merchandising, consumers,
promotional budget, buy, sales, opportunity,

NELLY: I need your advice. What kind of (1) .....wouldyou suggest for increasing
the sales of our new product?

PETER: Well, you see all depends on the type of good you are going to promote.
Many products are (2) .....at exhibition open to the (3) ..... , e.g. The IdealHome
Exhibition and the annual Motor Show. In large department stores demonstrations are
arranged by cosmetics manufacturers.

NELLY: Yes, I know, but to my my mind sampling is more popular. Sometimes (4)
.....are delivered door orthrough a particular magazine.
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PETER: That's the way for (5) ..... hair products, washing powders/liquids and fabric

softeners. The idea is that once (6) ....have tried a small sachet sample of the

product, they will go and (7) ..... the larger size bottle or packet at the shop.

NELLY: Aren't there any other ways of promoting (8) .....of a product or service?

PETER: Why not. Some companies use contests, lotteries andgames. All these give

an (9) .....for some marketers(consumers, dealers and salespeople) to win something.

NELLY: This is hard to believe but some consumers have even started to become

competition addicts because the prizes are very attractive. To my mind this is just(10)
...... I prefer old-fashioned (11).....such as promotional discount.

PETER: You know, speaking about old-fashioned promotional methods why not try

coupons or trading marks. These coupons can be (12) ..... by mail, inserted in

newspapers and magazines, or even placed on a product, as for example on a jar of

instant coffee.

NELLY: But we are not selling coffee, we are going to promote new hair spray and

our (13) ..... 1s limited andl am trying to cut down expenses.

PETER: In this case you should use direct mail. "Cheap and cheerful" as the saying

goes.

9* Match the expressions in the left column with their translation in the right
one.

1. born a. cB00O/1a IelicTBUI

2. to convince b. cmatecs, yCTynuTh

3. I, for one, C. yOex1ath, yBEpSITh

4. to reward d. npupoxaeHHBII

5. it goes without saying €. IpeBHss npodeccus

6. freedom of action f. mpeacTaBuTEIH KOMIAHUU
7. challenge g. CO3/1aBaTh MHEHHE

8. to form an opinion h. camo coboii pazymeercs

9. self-respect 1. CJIO’KHas 3aj1aya, mpobiemMa
10. company representative J. 9TO KacaeTcsi MEHs1, TUYHO S
11. ancient occupation k. Bo3Harpaxmaarh

12. to give up l. 9yBCTBO COOCTBEHHOTO TOCTOMHCTBA
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Chapter EIGHT

FINANCING THE
BUSINESS

Unit 1. READING AND TRANSLATION PRACTICE
THE FINANCIAL OBJECTIVES OF THE BUSINESS

Finance is central to the
operation of any business.
More or less every activity
a business undertakes will
require some form of
funding. Finance is needed
to rent or buy premises, to
purchase capital equipment,
to hire labour and to obtain
raw materials.

The most important
objectives of any business
are:

Survival. This is the most fundamental objective of all businesses. In order to ensure
survival there must be enough money flowing into the business to finance the
necessary day-to-day expenditure, e.g. purchasing raw materials, paying employees’
wages and so on. This type of expenditure is current expenditure and will normally
be financed from current income, that is the

money generated from the sale of the business's goods or services.

Growth and Development. While survival is the fundamental short-run objective
of the business, in the long-run businesses are concerned with growth and
development. Old machinery must be replaced with more modern technology to
maintain and increase efficiency in order for the company to remain competitive.
Growth allows the firm to diversify its product range and open up new markets. With
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growth come the benefits of economies of scale and a more secure position in the
market. To pursue these objectives the business requires capital finance.

Survival and growth and development are obviously closely related. A business,
which does not develop and grow, will encounter problems in the long run in
maintaining its market share and its survival may be threatened. These objectives
determine how a business uses financial resources, often referred to as a business’s
application of funds.

Sources of Funds
Closely related to how money is used by a business is how it is obtained, i.e. the
various sources of funds. Sources and application of funds are closely related because
generally the most important factor in deciding the method of obtaining the finance is
the reason the finance is required. Sources of funds can also be summarized under
two broad headings.
Internal Finance. This refers to the money a business generates from its own assets.
Internal finance can be obtained from the following sources:
1. Careful management of the business's income and expenditure. This is
known as the cash flow of the business. It needs to be carefully monitored to
ensure there is enough money flowing into the business to meet current
commitments.
2. The profits from the previous trading activities of the business. Some of the
profits will be distributed to the owners of the business as a return on their
investment. However, it is usual to reinvest part of the profits in order to
allow the business to expand. Reinvestment is a very important source of
finance for capital expenditures.
3. The sale of the business's assets. Often the finance required for new assets
can be partly obtained by selling older equipment. The business may also sell
assets to a third party under an agreement, which allows the assets to be
retained in return for an agreed rental. This sale and lease back generates
finance for the purchase of new assets at the cost of increasing the business's
current expenditure.

External Finance. External finance refers to the injectionof funds from outside the

business. Essentially this type of finance can be obtained from two sources.
1.Borrowing money. All businesses borrow in order to finance a whole range
of business activity. Materials can be bought on credit to help finance current
expenditure and loans are obtained from many sources to help purchase new
assets.
2.Extending ownership. This means attracting finance from people outside the
business who are prepared to invest in its future. However, in the long run the
business will have to make enough profit to give a return on this investment or
the investors are likely to wish to withdraw their money and invest it
elsewhere.
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Therefore, financial decisions are concerned with both sources of funds and

the application of these funds. In larger businesses this financial planning and

decision making is the responsibility of the Finance Department.
The staff employed in the Finance Department under the guidance of Finance
Director are concerned with three principal tasks:

m Monitoring when the money is coming in and going out.

m Monitoring where it is coming from and going to.

m Monitoring how much is following backwards and forwards.
These wvarious tasks are carried out by Financial Accountants, Management
Accountants, Financial Analysts, who are responsible for preparing the financial
accounts of the business, budgeting and giving advice on the advisability of new
investment proposals.
In order to undertake these functions effectively, accurate and up-to-date financial
information i1s needed. Therefore the collection, presentation and evaluation of
financial data are central to the work of the department.

Essential Vocabulary

application of funds - ucrnonb30BaHNE JEHEKHBIX CPEACTB

borrowing - ccyzna; 3aem; KpeIut

budgeting - cocTaBiieHrEe CMEThI; COCTaBJICHUE OIOIKETa

business'sassets - KopropaTuBHbIE/O0IIHECPENCTBA, AKTHBBI KOPITOPAITUH

capital expenditures - KanMTagIOBI0XKEHUS

capital finance - OCHOBHOI1 KanuTasn

cash flow - n1BrKeHUE JEHEKHOW HATUYHOCTH

collateral - oGecnieuenre kpeauTa,rapanTus B popme NopyuuTeIbCTBA

current expenditure - TEKyLIUil pacxos

current income - TEKyIIHA T0XO/

development - pazBuTue, pacimpeHue

economies of scale - sxoHOMUSI, 00yCTIOBIEHHAS POCTOM MacIITabOB IPOU3BOICTBA
encounter - HaTAJIKUBAThCS (HA TPYJIHOCTH U T. I1.), CTOJKHYTHCS (C TPYTHOCTSIMHU)

external finance - BHemHee (uHaHCUpOBaHHE, BHEIIHHWE HCTOYHHKHU
(mHaHCHpOBaHUS
finance - ¢QuHaHCchl (O€HBIM WM JApPYTHE JIMKBUIHBIE PECYPCHI); TOXOAbL;

(¢uHaHCOBas cucrteMa; (pUHAHCOBOE J1€10; (PUHAHCUPOBAHKE
finance - accurHoBatb, (UHAHCUPOBATh, BBIIEIATh CPE/ICTBA, BKIAJbIBATh JCHBIU;
3aHUMAThCSl (GPUHAHCOBBIMU OIEpaLUSIMU

financial account - ¢uHaHCOBBIN cueT; PUHAHCOBBIA OTYET
financial resources - 1eHeXHbBIE pECYpPCHI

fund - pona, kanuran

funding - cyOGcunupoBanue, puHAHCUPOBAHHE

growth - passurue, poct

in return for — B orary 3a

injection of funds - BioxeHMe kanuTana

internal finance — BHyTpeHHee puHaHCHUpOBaHUE
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loan - 3aewm, ccyna

meet commitments - BBIIOJTHATH 00s3aTEIHCTBA

monitor - OCyIIeCTBJISITh TEKYIIUNA KOHTPOJIb

premises p/- HEJBMKUMOCTD, 3JaHUE C MPUIIETAIOIIMMH MOCTPOUKAMHU U y4aCTKOM
3eMIIU

reinvest - peMHBECTUPOBATh, CHOBA MTOMENIATh (KaluTa); CHOBa HHBECTUPOBATh
reinvestment - TIOBTOPHOE NHBECTUPOBAHUE

rental - cymMmma apeHIHOM TIJ1aThl; PEHTHBIN JOXOJ

return on investment - mpuOBLIIL HA THBECTUPOBAHHBIN KarUTAaI

sale and lease back - mpomaxxa u oOparHast apeHzaa (mpojaxxa OOOpPYAOBAaHHS C
YCJIOBUEM MOJIYUYEHHS €ro 00paTHO B apEeHIy Ha OMPEACIICHHBIN CPOK)

short-run objectives - KpaTKOCpOUYHBIE LIEJIN

sources of funds - ucrouHuky KanuTana

survival - BEDKHBaHUE

trading activities - Toprosasi 1€4AT€ILHOCTD

wages - 3apa00TOK, J10XOJ, BOZHArpaxjacHue

withdraw - 6patp Ha3an

1* Translate the following word combinations or find Russian equivalents.

1. day-to-day expenditure

2. to increase efficiency

3. internal finance

4. external finance

5. in return for an agreed rental

6. Financial Accountant

7. Management Accountant

8. Financial Analyst

9. up-to-date financial information
10. business activity

2* Translate the following sentences into Russian.

1. The most fundamental objective of all businesses is survival.

2. To remain competitive the company should maintain and increase efficiency.

3. The most important factor in deciding the method of obtaining the finance is the
reason the finance is required.

4. In order to meet current commitments the cash flow needs to be carefully
monitored,

5. Sources of funds and application of funds are closely related.

6. Internal finance can be obtained from the profits of the previous trading activities.
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3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

economies of scale, internal finance, increase efficiency,
extending ownership, financial accounts, current income,
budgeting, day-to-day expenditure, encounter problems,
diversify its product range, external finance, cash flow

1.The management of the business's income and expenditure is known as the ..... of
the business.

2. The current expenditure is normally financed from ....., that is from the money
generated from the sale of the business's goods or services.

3. Growth allows the firm to ..... and open up new markets.

4. With growth come the benefits of ..... and a more secure position in the market.

5. A business, which does not develop and grow, will ..... maintaining its market
share.

6. The money that a business generates from its own assets is known as ....... .

7. The money received from the injection of funds from outside the business is
known as ..... .

8. Attracting people outside the business who are prepared to invest money in its
future is ..... .

9. Financial Accountants are responsible for preparing the ..... of the business.

10. Management Accountants are responsible for ..... the business.

4* Find English equivalents for the following Russian expressions and words:
1. Texymmit goxon

2. TEKyIIUI pacxon

3. KpaTKOCPOUHbIE 1ETH

4. OCHOBHOM Kamuran

5. UCTIONIb30BAHUE JICHEKHBIX CPEICTB
6. IEHE)KHBIE PECYPCHI

7. TOproBas AEATEIbHOCTD

8. MOBTOPHOE UHBECTUPOBAHUE

9. KanuTaIOBIOXKEHUS

10. 3aem, ccyna

5* Translate the following sentences from Russian intoEnglish.

1. Coop, m3noxkeHrne W OIeHKa (PUHAHCOBOW MHGOPMAIMH SIBISIOTCS OCHOBHBIMH
3aa9amMu (GHMHAHCOBOTO OT/IETIA.

2. DUHAHCOBBIC AHATUTUKHA KOHCYJIBTHUPYIOT TIO BOIpPOCAM O II€JIecO00pa3HOCTH
HOBBIX HHBECTHIIMOHHBIX IPOCKTOB.

3. BenkuBaHME KOMIIAHUU U €€ POCT U Pa3BUTHE TECHO CBSI3aHBI.

4. IToBTOpHOE MHBECTUPOBAHUE SIBJISIETCSI OY€Hb BAXXHBIM (DMHAHCOBBIM UCTOYHUKOM
KaIMTaJIOBIOKECHUSI.
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5. (DuUHAaHCOBBIE PEIICHMS 3aBUCAT KAaK OT MCTOYHUMKOB KamuTaiga, TaK MU OT
UCIIOJIb30BAHMS ICHEKHBIX CPEJCTB.

6. Bce ¢upMbl 3aHUMAOT JAEHBIM, I8 TOTO YTOOBI (PUHAHCHUPOBATH CBOKO
KOMMEPYECKYIO JIEATEIbHOCTb.

Unit 2. DIALOGUE

PLANNING A NEW BUSINESS

6* Before you start working with
the Dialogue use Glossary to match
the words below with their

definitions.

1. external finance

2. internal finance

3. to take charge over
property

4. to exploit

5. short-term loan

6. share capital

7. collateral / security
8. leaseback

9. interest

10. to create

11. reserves

12. to raise money

a. value of the assets of a company held as shares

b. an amount of money kept for future use

c. an agreement in which youcontinue to use your
property after you sell it, while makingregular payments
to the newowner

d. to make something exist that did not exist before

e. money that a person or institution such as a bank
chargesyou for lending you money

f. money, provided to run a business that comes from
within the firm

g. an amount of money that you borrow from a bank for
a short period of time

h. money, provided to run a business that comes from
outside the firm

1. to borrow from a bank, get a loan for some purpose

j. something such as property or other goods used to
provide a guarantee for a loan

k. to obtain a legal document by a lender confirming the
ownership of the property if the borrower becomes
bankrupt

1. to use something to make a profit

7. Listen to/Read the Dialogue between two speakers and answer the questions

below. Then listen again and check your answers.
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Hans and Julia are discussing the possibilities of raising money for extending
transport business.

HANS': My transport business in Greece is showing a good profit, I have done rather
well in my first year and now I want to expand my business and to set up a limited
company in the UK. The problem is I haven't had time to build up any reserves.
JULIA: Do you have to be so dependent on external finance? Can't you finance part
of your expansion internally? You said the family business was worth half a million.
Can't you get any more out of it? Sell some property? Move some of your assets over
here as collateral. Why not get some members of your family in as shareholders?
HANS': I'm afraid that would not be acceptable. I together with my partner, I mean
Andrew and I, we want to be independent of the Greek company. We want to raise
nearly £250,000 altogether, and the bank manager is not sure that we can finance
such a large sum.

JULIA: Maybe you should agree on equal representation of German and Greek
shareholders and in this case you can ask the bank for a short-term loan. I mean a
loan from a Greek bank. You can also offer your Greek assets as security for a loan.
HANS: Oh! Well, I'm not sure we can fix it. [ need a loan from a UK bank. Maybe
some of my trucks, which at the moment are registered in Greece, could be re-
registered in the UK? Do you think that might persuade them?

JULIA: You see, you want to raise nearly £ 250,000 all together, and your share
capital will amount to only £40,000 and it is not always easy for a bank to take a
charge over property in another country, to say nothing of the fact that the
shareholders may object.

HANS: 1 see, you mean *a bird in the hand is worth two in the bush*. Maybe you
are right and I had better just keep on my family business.

1. What are the speakers discussing?

2. What does the first speaker need external finance for?

3. What does the second speaker suggest for raising money?

4. What can the first speaker offer as a collateral? oGecrnieuenue kpenura,rapanTusi B
dopmMe MopyIUTENHCTBA

5. Do you think the first speaker stands a chance of getting a short-term loan?

6. What does the saying "a bird in the hand is worth two in the bush" mean? Can
you find Russian equivalents of this saying?

8* Complete the text using the words from the box. There are two words which
you don't need to use.

leaseback, create, reserves, finance, shareholders, property,
low-interest loans, share capital, grants, collateral, assets, take
a charge over, exploit, internal

When an established company needs to (1) ..... further expansion, it can often (2)
..... its own (3) ..... resources. One way to do this is to use profitfrom previous
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years as capital; but Hans has not had time to build up any (4) ..... . Another way is to
sell off some of the firm's (5) ..... for cash. Companies sometimes selltheir own
factories or offices on condition of a (6) ..... from the buyer. If the company uses its
assets as (7) ..... for a bank loan, the bank will normally (8) ..... the (9) ......

New businesses can often get government (10) ..... , particularly if they are located in
development areas. They also may get (11) ..... or low business rates for a fixed
number of years, or assistance with finding and training staff. In return, the company
will (12) ..... new jobs.

9* Match the expressions in the left column with their translation in the right
one.

1. cashflow forecast a. nHpopManus sl aKIIMOHEPOB

2. shareholders' information b. gonarocpodHas 1eiab

3. short-term objective C. IPOTHO3 JIBMXKEHUS JIEHES)KHOW HAIMYHOCTH
4. long-term objective d. KpaTKkOCpOYHASIICIT

5. raise money €. MPOTHO3 MPUOBLIEH U yOBITKOB

6. stand a good chance f. mpuOBLTHF HAa MHBECTUPOBAHHBIN KAITUTAI

7. return on investment £. UMCThb XOPOIIHE IaHChI

8. venture capital h. mosy4uTh ccyay Ha 4TO-I1.

9. profit and loss forecast 1. Oyxranrepckuii OanaHc

10. balancesheet J. BIIO)KEHHUE KalUTalla C PUCKOM

10. Listen to/Read the Dialogue between two speakers and answer the questions
below. Then listen again and check your answers.

1. What are the speakers discussing?

2. What is the main purpose of a business plan?

3. Should the plan be optimistic or pessimistic?

4. What kind of assistance is provided by finance specialists?

5. What information should be included in the financial part of a business plan?

6. What does the saying "look before you leap" mean? Can you find Russian
equivalents of this saying?
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Unit 1. READING AND TRANSLATION PRACTICE

Chapter NINE

MONEY AND

THE BANKING
SYSTEM

THE FUNCTIONS OF MONEY

Money, with its special characteristics,
serves ~ many  important  economic
functions.

Money is anything that people commonly
accept in exchange for goods and services.
Money has three basic functions. It serves
as a medium of exchange, a standard of
value, and a store of value. Anything that
serves any of these three functions is a
type of money.

Medium of exchange. The single most

important use of money is as a medium of exchange. A medium of exchange is any

item that sellers will accept in payment for goods or services. As a medium of

exchange, money assists in the buying and selling of goods and services because
buyers know that sellers will accept money in payment for products or services.

Standard of value. The second use of money is as a standard of value. That is,

money provides people with a way to measure the relative value of goods or services
by comparing the prices of products. In this way, people can judge the relative worth
of different items such as a television and a bicycle. They can also judge the relative

values of two different models or brands of
the same type of item by comparing their
prices.

Money's function as a standard of value is
also important to  record

keeping. Businesses need to figure
profits and losses. Similarly, governments
must be able to figure tax receipts and
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provide some uniformity to these accounting tasks, is also called a unit of
accounting.

Store of value. The third function or role of money is that it can be saved or stored
for later use. For money to serve as a store of value, two conditions must be met.
First, the money must be nonperishable. That is, it cannot rot or otherwise
deteriorate while being saved. Second, it must keep its value over time. In other
words, the purchasing power of the money must be relatively constant. If both of
these conditions are met, many people will accumulate their wealth for later use. If
not, most people will be hesitant about saving money today that will be worth little or
nothing tomorrow.

Characteristic of Money

To be used as money, an item must
have certain characteristics. The five
major characteristics of money are
durability, portability, divisibility,
stabilityin value, and acceptability.

Durability. Durability refers to money's

ability to be used over and over again.

Eggs would be a poor choice for money

because they are fragile and perishable.
Metals such as gold and silver, however, are ideal because they withstand wear and
tear well. In fact, many coins minted in ancient times are still in existence.

Portability. Money's ability to be carried from one place to another and transferred
from one person to another is its portability. As a medium of exchange, money must
be convenient for people to use. Items that are difficult to carry make poor money.

Divisibility. Divisibility refers to money's ability to be divided into smaller units.
Combining various coins permits buyers and sellers to make transactions of any
size. Divisibility also enhances money's use as a standard of value because exact
price comparisons between products can be made.

Stability in value and acceptability. For money to be useful as a store of value, it
must be stable in value. Stability in value encourages saving and maintains money's
purchasing power. Most people who save money are confident that it will have
approximately the same value when they want to buy something with it as it had
when they put it into savings.

Acceptability means that people are willing to accept money in exchange for their
goods or services. People accept money because they know they, in turn, can spend it
for other products.
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Types of Money

Money comes in all shapes and sizes.
The items used as money are a reflection
of the society in which they are used.
Money as a rule includes coins, paper
money, checks and near money.
Checks or checkbook money usually
make up more than 70 percent of the
nation's money supply, and nearly 90
percent of the transactions in most
countries are completed by writing
checks. Because checks are payable to
the holder of the check on demand,
checking accounts are often called demand deposits. Checks are representative
money because they stand for the amount of money in a person's account. They are
generally accepted because the bank must pay the amount of the check when it is
presented for payment. Checks, therefore, are considered money because they are a
medium of exchange, a standard of value, and a store of value. Other financial assets
are very similar to money. These assets, such as savings accounts and time deposits,
are called near money and are not usually considered part of the nation's money
supply. Bills of exchange are examples of near money. Though they are easily
accessible, these accounts cannot be used directly to buy goods or pay debts.
Depositors, for example, cannot pay bills directly from their savings accounts. Since
funds in these accounts can be easily converted into cash, however, they are
considered near money.

Sources of Money's Value

Money must have and retain value. AH money falls into three categories according to
what gives the money its value.

The three categories of money are commodity money, representative money, and
fiat money.

Commodity money. An item that has a value of its own and that is also used as
money is called commodity money. Throughout history, societies have used many
commodities as money. The ancient Romans sometimes used salt as money. Precious
metals such as gold and silver, and gems such as rubies, emeralds, and diamonds,
have often been used as money. The majority of nations in the world today use
currency - coins and paper bills - for money. The Lydians, an ancient people in Asia
Minor, minted the world's first coins about 700 B,C. The Chinese developed the first
paper currency, perhaps as early as A.D. 1000 or A.D. 1100.

Representative money. Money that has value because it can be exchanged for
something valuable is representative money. Checks are representative money
because they can be exchanged for currency as long as the check writer has sufficient
funds on account.

Fiat money. Value is attached to fiat money because a government decree, or fiat,
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says that it has value. Coins and paper money are examples of fiat money. The money
has value because the government says that citizens must accept paper money and
coins for all transactions.

Essential Vocabulary

A.D. = Anno Domini - Hamieu 3pbl

Acceptability - npuemneMocTb

accounting - OyXrajJTepcKuid y4er

accumulate wealth - HakanuBare cocTosiHUE

B.C. = before Christ — 10 Haiel 3psbl

Bill of exchange- Bexceins, TparTa

cash - HanMYHbBIE NEHBIU

check - yek

check bookmoney- neHbru 6aHKOBCKOT0 000pOTa, J€HBI'M 0€3HAIMYHBIX PACUETOB
coin - MOHETa

commodity money - 1. ToBap B poiu JieHET (Hanp. Cojb, M€X); 2. TOBapHbIC JEHbIU
(oOnamarone BHYTPEHHEN CTOMMOCTBIO B OTJIMYKE OT OYMasKHbIX )

cost of expenditures - CTOMMOCTb 3aTpart, U3AEPKKHU OT PACXOJ0B

demand deposit - nerno3ut 10 BocTpeOOBaHUs; 0€CCPOUHBII BKIIA; TEKYIIHI CUET
deteriorate - yxyamarbcs

divisibility -nenmumocTs

durability - TpoIOIKUTENBHOCTH CPOKA UCTIOJIB30BAHUS, 1I0JTOBEYHOCTD

enhance - yBenM4MBaTh, yCUINBATh, YIy4lIaTh

fiat - nekper, mocraHoBieHUE, YKa3

fiat money - neHbru, cunTaronMecs 1eHbIaMu MO YKazy

figure - no/ICUNTHIBATH; CUUTATH

gem - JparoleHHbIA KaMEHb

medium of exchange - cpencTBo oOpaieHus

meet the conditions - BBINOJIHATH yCIOBHS

mint - yeKaHUTh (MOHETY)

near money — cyOCTUTYT JIeHEr

non-perishable - HenopTsamuiics

overtime—B TEUECHHE JIUTEIBHOTO BPEMEHH

paper money — OyMa)kHbI€ IEHbI'U

payable on demand - noaiexxanuii orIaTe HEMEIJICHHO IO MPEABSABICHUN
perishable - ckoponopTsamuiics

portability - nopTaTUBHOCTb

purchasing power - nokymnareibHasi CHOCOOHOCTb

record keeping - BesieHHE yueTa, y4eT

representative money—rpeacTaBuTeIbCKUE JEHBIH (OyMakKHbIC JEHBI'H MOTHOCTHIO
oOecrieueHHbIe 30JI0TOM WU cEPeOpOM)

savings account - 1e103UT, cOeperareabHblil cuer

stability in value - cTabMIBHOCTH IIEHHOCTH

stand for - 03Ha4aTh, CUMBOJIM3UPOBATH
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standard of value - mepa ctoumocTu

store of value - cpencTBo HakoOIJIEHUS; CPEACTBO COEPEKEHUS, CPEACTBO
«COXPAHEHUS IEHHOCTH

time deposit - cpouHbIii JEMO3UT; BKJIAJl HA CPOK

transaction - cienka, onepamus

uniformity - enuHooGpasue

unit of accounting - enuHMIA yyeTa peaabHOrO KaluTala, eIUHUIA OyXTraaTepcKoro
ydeta

value - cTOMMOCTB, IIeHa, BaJIIOTa

wealth - 6GorarcTBO, COCTOSIHUE

wear and tear - U3HOC; aMOPTHU3alMs; U3HAIIMBAHUE

withstand - BeIIEpKaTh; IPOTUBOCTOSTH

worth - 11eHa, CTOUMOCTB, IIECHHOCTh

worth - IMErINN HEHHOCTb; MTPUHOCIAIUNA TOXO0/T

1* Translate the following words and word combinations or find Russian
equivalents.

1. relative value 9. durability

2. to figure profits and losses 10. acceptability

3. tax receipts 11. to make transactions
4. accounting task 12. payable on demand
5. to accumulate wealth 13. checkbook money

6. to withstand wear and tear 14. representative money
7. to mint coins 15. fiatmoney

8. stability in value

2* Translate the following sentences into Russian.

1. Combining various coins permits buyers and sellers to make transactions of any
size.

2. If both of these conditions are met, many people will accumulate their wealth for
later use.

3. Metals such as gold and silver are ideal because they withstand wear and tear well.

4. Divisibility also enhances money's use as a standard of value because exact price
comparisons between products can be made.

5. Checks are representative money because they stand for the amount of money in a
person's account.

6. Acceptability means that people are willing to accept money in exchange for their
goods or services.

3* Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.
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standard of value, portability, fiat money, store of value,
stability in value, commodity money, medium of exchange,
representative money, acceptability, accumulate their
wealth, relative value, durability

1. Asa....., money assists in the buying andselling of goods and services.

2. Money enables people to judge the. ..... of different items by comparing their
prices.

3. Money's function as a ..... is important to record keeping because it provides
uniformity to accounting tasks.

4. As money is non perishable and keeps its value over time it is considered a ..... .

5. People save money in order to ..... for later use.

6. Money's ability to be used over and over again is called ..... .

7. ..... 1s money's ability to be carried from one place to another and transferred
from one person to another.

8. ..... encourages saving and maintains money's purchasing power.

9. Precious metals such as gold and silver have often been used as ..... :

10. Checks are ..... because they can be exchanged for currency.

4. Find English equivalents for the following Russian expressions and words.

1. cpencTBo oOpaieHus 9. nenumocThb

2. Mepa CTOUMOCTH 10. ckoponopTsmuincs

3. CpeCTBO HAKOILICHUS 11. neno3ut 10 BOCTpeOOBaHUS
4. BeJleHUE ydeTa 12. cOeperaTenbHBIN cUET

5. CTOMMOCTB 3aTpar 13. cpouHbIil AENO3UT

6. eIUHAIA OYXTaNTEPCKOTO ydeTa 14. Bekcenb

7. OKymareibHasi CIOCOOHOCTh 15. ToBapHbIE AEHBIU

8. MOPTAaTUBHOCTh

5* Translate the following sentences from Russian into English.

1. Ha camoM pnene MHOTHME MOHETHI, OTYEKAHEHHBIE B JPEBHOCTH, BCE e€Ile
CYILIECTBYIOT.

2. CpaBHUBasl 1IeHbl Ha TOBapbl, JIIOJU MOTYT CyJAUTh 00 OTHOCUTEIbHOU IIEHHOCTH
Pa3JIMYHBIX IPEAMETOB.

3. ®upmam HEOOXOAUMO MOACUUTHIBATh MPUOBLIN U YOBITKH.

4. JleHbru He OPTATCS, IOATOMY UX MOKHO CKOIHUTh WJIM cOEpeyb ISl TallbHEUILEro
VCIIOJIb30BAHUSL.

5. WHpiMM cioBamu, MOKyHaTejlbHasi CIIOCOOHOCTb JIEHEr JIOJDKHA OBbITh
OTHOCUTEJILHO MOCTOSIHHOM.

6. Ueku MOTOMY CUMTAIOTCSl JE€HbI'AMM, YTO OHU SBIISIOTCA CPEACTBOM OOpallleHus,
MEpPOI CTOMMOCTH U CPEJICTBOM COEPEKEHHUSI.
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Un

it 2. DIALOGUE

THE HISTORY OF AMERICAN
MONEY AND BANKING

6* Before you start working with the
Talk use Glossary to match the words
and expressions below with their
definitions.

01NN B~ W

9.

10
11
12
13
14

. monetary system
. bank charter

. to centralize

. to decentralize

. stability

. to charter

. currency

. treasurer

the Treasury

. to issue

. colnage system
. to mint

. to back

. specie

a. paper money and coins issuedby the federal government

b. to organize from a central point

c. referring to money or currency

d. to make coins

e. being steady or not moving upand down

f. money in the form of coins

g. someone who is in charge of the money that belongs to an
organization

h. to organize from various pointsaway from the centre

1. to say officially that a town, organization or bank officially
exists and has special rights

J. a government department responsible for a country's
financial matters

k. official government document allowing the establishment
of a bank

1. to support someone or something, especially with money,
power or influence

m. to officially produce something such as new stamps, coins
or shares and make them available for people to buy

n. the system of metal money used in a country

7. Listen to/Read Talk 1 and answer the questions below. Then listen again and

check your answers.

A university professor is speaking on the first period in the history of American
money and banking system.

Good morning. The subject of my lecture, as it has been announced, will be
devoted to the history of American money and banking systems. I will start by saying
that the history of American money and banking is interwoven with the history of the
United States.
First of all I'd like to point out that the American monetary and banking systems have
gone through three periods of development. During each of these periods, stability
and progress in the nation's money and banking systems has increased.
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Today I am going to speak about the first period,
which lasted from the 1780s to 1860. It was a time
of experimentation and debate in American
banking. During this period, money and banking
were part of a large battle between Federalists and
advocates of states' rights.
Federalists, such as Alexander Hamilton, believed
that a strong, centralized banking system was
necessary if the United States expected to develop
its industries and commerce. As Secretary of the
Treasury, Hamilton proposed that a national bank
have the power to handle the government's funds,
charter and monitor other banks throughout the
country, and issue currency.
Advocates of states' rights, such as Thomas
Jefferson, opposed the national bank because they
feared that the concentration of economic power at
the national level would weaken the economic and
political power of individual states. Jefferson
supported a decentralized banking system in
which the states, rather than the federal government, would charter and regulate the
banks within their borders.
In this battle Hamilton's views prevailed. In 1791 Congress established the First Bank
of the United States as a private business. Its Charter, or legal permission to operate,
outlined the bank's responsibilities, which included the issuing of representative
money in the form of banknotes. These banknotes were backed by gold and silver
specie.
A year later, Congress established a national coinage system, and the federal
government began to mint gold and silver coins. It also established the dollar as the
official unit of currency.
The First Bank of the United States brought some order to monetary and banking
systems in the United States.

1. What is the topic of the talk?

2. How many periods does the speaker point out in the history of American money
and banking?

3. What are the specific features of the first period?

4. Over what question did A. Hamilton differ from T. Jefferson?

5. Who won in the battle between Federalists and advocates of states’ rights?

6. What government post did A. Hamilton occupy and what was his position?
7. Why did T. Jefferson oppose a centralized banking system?

8. When was the First Bank of the United States established?

9. What were its responsibilities?

10. What role did it play in the development of monetary and banking systems?
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8* Complete the text using the words from the box. There are two words which
you don't need to use.

buy, sell, value, investment, currency,
containing, gold, circulation, denominations,
coin, mint, rise

What Is a Gold American Eagle?

Gold coins have not been legal tender in the United States since the early
1930s. The Gold Bullion Act that President Reagan signed in 1985, however, once
again allows the United States government to (1) ..... coins. TheAmerican Eagle gold
coin comes in (2) ..... of $5%$10, $25, and $50. Each (3) ..... contains a
differentamount of(4) ..... , with the $50 coin (5) ..... a full ounce of gold. The actual
price at which the gold coins (6) ..... , however, is higher than the face (7) ..... of the
coin. Most people who (8) ..... the gold coins do so as an (9) ..... , hoping that
thecoins will (10) ..... in value. In 1986, the $§ 50 GoldAmerican Eagle was selling for
about § 450.

9* Match the expressions in the left column with their translation in the right
one.

1. national currency a. 00ecTieYeHHBI U KOHBEPTUPYEMBIH

2. gold standard b. 30510TOI 3amac

3. medium of exchange C. HAIlMOHAJIbHBIN OaHK

4. banking system d. 30510TO# cTaHIAPT

5. backed by and converted | e. rocynapctBennsiit 0ank (B CIIIA OaHk 1mTaTa)
into f. OymaxkHbIe NIEHBI'M, MOJHOCTHIO OOECIEYCHHbIC
6. in circulation 30JI0TOM HJI cepeOpom

7. paper currency g. 0aHKOBCKasi CUCTEMA

8. state bank h. HarMoHanbHas BATIOTA

9. national bank 1. HAXOSAMIMICS B OOpallleHUH

10. fiatmoney J. cpeacTBo obOpaleHus (ICHSXKHBIX CPEICTB)

11. representative money k. OymMakHBIC ICHBTU

12. gold reserve 1. OymakHbIe JCHBIH (HE 00€CTIeYeHHBIE 30JI0TOM)

10* Fill the gaps in Talk 2 below with prepositions from the box. You can use
every preposition as many times as necessary. There are two prepositions which
you don't need to use.

about, and, between, by,
during, for, from, in, of, on,
through, to, with
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Good morning. We continue our talk on the history of American money and
banking. Today, as you know, we are going to speak (1) ..... the third period, (2) .....
1913 (3) ..... the present. It has beena period (4) ..... reform and regulation.

(4) ..... 1913 Congress passed the Federal Reserve Act, establishing the Federal
Reserve System, or Fed. The Fed became the nation's central bank. All national banks
were required to join the Fed. State banks were free to join, or to operate as non-
member banks. Today about 4,750 national banks and about 1,050 state banks are
Fed members.

The Fed administers this banking system (6) ..... 12 Federal Reserve banks, each
representing a section (7) ..... the United States. A Board of Governors, appointed (8)
..... the President and confirmed (9) ..... the Senate, sets Fed policy. The Fed is
controlled, but not owned, (10) ..... the government. Themore than 5,800 member
banks, however, are the Fed's owners.

(11) ..... its early years, the Fed experienced both success (12) ..... failure. The chief
success was the Fed's liability to provide the government and other banks (13) .....
enough credit to finance the United Stateseffort (14) ..... World War 1. Its chief
failure was its inability to control credit during the 1920s. (15) ..... fact, the
overextension (16) ..... credit and theresulting borrower defaults were major causes
(17) ..... the Great Depression (18) ..... the 1930s.

(19) ..... the Great Depression, financial panic swept the nation. Many savers
withdrew their deposits (20) ..... banks, causing many banks to fail. (21) ..... 1930
(22) ..... 1933, more than 5,100 banks failed, some 4,000 in 1933 alone.

Franklin D. Roosevelt's election to the Presidency (23) ..... 1932 brought immediate

and lasting changes (24) ..... the monetary and banking systems. Roosevelt restored
public confidence (25) ..... the economy and (26) ..... the banks, which were
reopened after certification. Soon people and businesses began to use the banks
again.

Banking has rapidly changed (27) ..... recent years. Federal banking deregulation has
led (28) ..... competition and reorganization (29) ..... the banking industry. Today,
Americans have a wide choice of financial institutions where they are offered a
variety (30) ..... banking services.
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Chapter TEN

BUSINESS SUCCES
STORIES OF ALL
TIME

Unit 1. READING AND TRANSLATION
PRACTICE

BILL GATES AND MICROSOFT
CORPORATION

William (Bill) H. Gates is chairman and chief
software architect of Microsoft Corpo—ration, the worldwide leader in software
services and Internet technologies for personal and business computing —
Gates’foresight and his vision for personal computing have been central to the
success of Microsoft and the software industry.

In August 23, 1995, an unprecedented marketing and media frenzy reached its peak
throughout the world. The level of publicity and excitement had rarely been seen
before, but it was not for a new movie or even a new car. It was for a piece of
software. By midnight, customers had already queued up outside computer stores to
be among the first to purchase Windows 95, an upgraded operating system for IBM
and IBM-compatible personal computer. Microsoft Corporation, the company
behind Windows 95, spared no expense in exciting the demand for its new product.
Born on October 28, 1955, William Henry Gates grew up in Seattle, Washington, in a
socially prominent family with his two sisters. Their father was a lawyer with a well-
connected firm in the city. Their mother, Mary Gates, was a schoolteacher, active in
charity work. Gates attended public elementary school and the private Lakeside
School. There, he discovered his interest in software and began programming
computers at the age of 13. "He was a computer nerd before the term was invented,"
as one of his teachers described Gates at the time.

In 1973, Gates entered Harvard University as a freshman, where he lived down the
hall from Steve Ballmer, now Microsoft’s chief executive officer. While at Harvard,
Gates developed a version of the programming language BASIC for the first
microcomputer — the MITS Altair.

In his junior years, Gates left Harvard to devote his energies to Microsoft, a company
he had begun in 1975 with his childhood friend Paul Allen. Guided by a belief that
the computer would be a valuable tool on every office desktop and in every home,
they began developing software for personal computers. Gates and Allen were not
typical entrepreneurs. They had no business plan, no venture capital, no bankers or
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Small Business Administration loans. But they had the most important tools needed
for software development: brains and computers, and they had everything necessary
for entry into the porous computer industry of the time: they had product,
programming expertise, and most importantly, a vision of greater possibilities.

The introduction of Windows 95 mirrored the rapid changes in the marketplace and
marked a new crucial point for Bill Gates. Bis role in the personal computer
revolution had given him a net worth estimated in the summer of 1996 at $18 billion,
and had turned him into an icon of information technology. Few American
businessmen have ever occupied such a niche in the popular imagination. Just as John
D.Rockefeller created order from chaos in the most important new industry of the late
nineteenth century, Gates and his company did the same in the most crucial industry
of the late twentieth century: computers. And, like Rockefeller, Gates found ways to
force the rest of the industry to follow his lead.

Gates was married on January 1, 1994, to Melinda French Gates. They have three
children. Gates is an avid reader, and enjoys playing golf and bridge.

In 1999, Gates wrote Business & the Speed of Thought, a book that shows how
computer technology can solve business problems in fundamentally new ways. The
book was published in 25 languages and is available in more than 60 countries.
Gates’ previous book, The Road Ahead, published in 1995, held the No. 1 spot on the
New York Times’bestseller list for seven weeks.

Though an innovative and forward-thinking entrepreneur, Bill Gates didn't invent
crucial technology. Rather, he shrewdly adapted and improved products first made by
others. He recognized the coming of the personal computer (PC) long before others
did, and deduced that operating systems and applications (software) would be at least
as important to the PC business as the nuts-and-bolts equipment (hardware). Part of
the reason for Microsoft's dominance in the field lies precisely in Gates's ability to
anticipate developments in computer technology and to judge when the public will be
ready for them. Another part of Microsoft's success lies in Gates's unwavering
confidence in his own ideas. Through the force of his personality, as much as
through the popularity of his products, Bill Gates has imposed his own order on the
burgeoning computer industry.

Gates has donated the proceeds of both books to non-profit organizations that
support the use of technology in education and professional skills development.
Under Gates’ leadership, Microsoft’s mission has been to continually advance and
improve software technology, and to make it easier, more cost-effective and more
enjoyable for people to use computers.

Philanthropy is also important to Gates. He and his wife, Melinda, have endowed a
foundation with more than $24 billion to support initiatives in the areas of global
health and learning, including the Gates Library Initiative to bring computers,
Internet Access and training to public libraries in low-income communities in the
United States and Canada.

Essential Vocabulary
bestseller - cencanrionnast kaura; 6ectcesiep
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compatible - coBMecTUMBIi

computer industry — npoMbIIUIEHHOCTb CPEACTB BHIUUCIUTEIBLHON TEXHUKH
computer nerd - KOMIbIOTEPHBIN (haHAT

computer technology - KOMIIBIOTEpHBIE TEXHOJIOTUH

crucial - kiroueBoH, pemaronuii

donate - nepegaBaTeBHAD

endow- MOXXEPTBOBATh KamMTal, AeNaTh Aap (YUpeKIEHHUIO,Ha OJaroTBOPUTENIbHbBIC
1eNd U T. 11.) executive officer - qopkHOCTHOE NMHITO, BeAaroliee UCIIOJIHUTEILHBI MU
GyHKUMSIMH  pa3HOro poja expertise- ONbIT, 3HaHWE JeNa; KBaluuUKanus,
KOMIIETEHIIUS

foresight - npenBueHue

forward-thinking - nporpeccuBHO MbICISIINI

frenzy- Gezymue

hardware - anmapatypa, o6opyaoBaHue

information technology - nudopmanmonnsie TEXHOIOTUN

innovative - HOBaTOpCKuUi

Internet - luTepHeT, BceMupHasi KOMIIBIOTEPHAs CETh

leadership - naepcTBo; pyKoBOACTBO; HHUIIMATHBA

microcomputer - MUKPOKOMITBIOTED

net worth - coOcTBeHHBII KanuTan NpeaIpUsITUSI

operating system - onepaiMoHHasi CUCTEMa

personality - THIMBHU1yaJbHOCTb, INYHOCTD

proceeds - BEIpyUKa, 10X0]T

programming language - s13bIK IPOrPaMMUPOBAHUS

software - nporpaMMHOe obecrieueHue

software architect - pa3paboTuuK CTPyKTypbl CUCTEMBI IPOTPAMMHOI0 0OeceueHus
software development - pazpaboTka mporpaMMHOTo 00eCTICUCHUS

software industry - TpPOMBIIUIEHHOCTh (IO TPOU3ZBOJACTBY) MPOTPAMMHOTO
o0ecreveHus; MHAYCTPHsI POTPaMMHBIX CPE/ICTB

unwavering - HENOKOJEOUMBINA, TBEPABINA, CTOMKUI; HEAPOTHYBILIHMA

upgrade - MmonepHu3anus, mpod. Anrpei

upgrade - MOJICpPHU3UPOBATh, ACJaTh AllTPEN]T

venture capital - BeHUypHbII KanuTaj; KanuTal, BIOKCHHBIA UM BKJIA/IbIBAEMBIN B
HOBOE TIPENAINPHUSATHE, CBSI3aHHOE C PHUCKOM (B TOM 4YHCIEe B pa3pabOTKU U
OpraHU3alMIo0 IPOU3BOJICTBA HOBOI'O MPOIYKTA)

vision - npeBUACHUE, TPEACTABICHHE

1* Translate the following word combinations or find Russian equivalents.
. software architect

. software industry

. media frenzy

. IBM compatible personal computers

. to spare no expenses

. venture capital

AN DN AW
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7. computer industry

8. programming expertise

9. non-profit organizations

10. professional skills development

2. Translate the following sentences into Russian,

1. Gates’ foresight and his vision for personal computing have been central to the
success of Microsoft.

2. The unprecedented marketing and media frenzy was for a piece of software
Windows 95.

3. Through the force of his personality Bill Gates has imposed his own order on the
burgeoning computer industry.

4. Microsoft’s mission has been to continually advance and improve software
technology.

5. Bill Gates devoted his energy to make it easier, more cost-effective and more
enjoyable for people to use computers.

3. Fill the gaps in the sentences below with the words and expressions from the
box. There are two expressions, which you don't need to use.

software, @ comouter technology, an upgraded operating
system, information technology, net  worth, innovative,
foresight, marketplace, business problems, computer nerd,
software architect, forward-thinking, executive officer, demand,
Internet technologies

1. Bill Gates is chairman and chief ..... of Microsoft Corporation.

2. Bill Gates is the worldwide leader in software services and ..... for personal and
business computing.

3. Customers queued up outside computer stores to purchase Windows 95, ..... for
IBM and IBM-compatible personal computers.

4. Microsoft Corporation spared no expense in exciting the ..... for its new product,
namely Windows P5

5. Bill Gates was a ..... before the term was invented: he devoted all his energies to
developing, ..... for personal computers.

6. The introduction of Windows 95 mirrored the rapid changes in the ..... and marked

a new crucial point for Bill Gates.

7. Gates’ ability to anticipate developments in had given him in 1996 a ..... of $18
billion.

8. Bill Gates’ role in the personal computer revolution had turned him into an icon of

9. In 1999, Gates wrote a book that shows how computer technology can solve ..... in
fundamentaliy new ways.
10. Being an ..... and ..... entrepreneur Bill Gates found ways to force the rest of the

industry to follow his lead.
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. ”HTEpHET
. KOMIIBIOTEpHBIN (paHaT

4
1
2
3
4
5. CTUMYJIMPOBATH CHPOC
6
7
8
9. KJIIFOYEBOW MOMEHT

1

. Find English equivalents for the following Russian expressions and words:
. JInJep Ha MUPOBOM PBIHKE

. IpOorpaMMHO€e oOecTieueHne

. OTIEpaAIlMOHHAS CUCTEMA

. SI3BIK TIPOrpaMMHUPOBAHUS

. pazpaboTKa MporpaMMHOro obecreyeHus

0. HenokoseObumasi yBepeHHOCTh

5. Translate the following sentences from Russian into English.
1. Ycnex "Matikpocodt" cocTouT B HeEmokoieOnmon yoexaeHHocTH ['eiiTca B cBouX

COOCTBEHHBIX HIEX.

2. Teiirc pa3pabotan Bepcuro si3blka nporpammupoBanus BASIC nana neporo

MUKPOKOMITBIOTEPA.

3. ¥V T'eiitca OblIM caMble Ba)XHbIE MHCTPYMEHTBI, HEOOXOJIUMBIE IS pa3pabOTKU
MPOrPaMMHOTO 0OECTICUCHUS: MO3TH U KOMIIBIOTEPHI.

4. YV Telirca ObII0O BCe HEOOXOMUMOE Jisi KOMIBIOTEPHON MPOMBIITUICHHOCTH:
IIPOJYKT, OTIBIT IPOTPAMMHUPOBAHMSI M TIPEIBUJICHUE €ITIe OOIBIINX BO3MOXHOCTEH,

5. T'eiitc moxxepTBOBAI
OpraHu3aLMIM.

Unit 2. DIALOGUE

rOHOpap, MNOJYyYEHHBI 3a 00€ KHUTH, OOIIECTBEHHBIM

6* Before you start working with Talk 1 use Glossary to match the words and
expressions below with their definitions.

1. corporate culture

2. full-time

3. launch a company
4. positive
reinforcement

5. vertically integrated
corporation

6. a single mother

7. self -esteem

8. direct-sales company
9. blind date

10. tenacity

11. corporate structure
12. small-business
operator

a. the feeling that you are someone who deserves to be
liked, respected, and admired

b. a company which sells its products directly to retailers

c. the attitudes and beliefs about something that are shared
in a particular corporation

d. a person who works for a little company with low
turnover and few employees

e. a combination of companies involved in different steps
of the same production process

f. a year when highest achievements and best results have
been achieved

g. to start a new business, especially one that involves
some risk

h. a system of incentives encouraging people to work
harder or start new activities
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13. radio personality 1. a mother who looks after her children on her own,
14. a record breaking without a husband

year j. an arranged meeting between aman and woman who
have not met each other before

k. working all the normal working time (i.e. about seven
hours a day, five days a week)

1. someone who works fora broadcasting company

m. determination to do something and unwillingness to
stop trying even when the situation becomes difficult

n. the structure of a corporation

7* Listen to Talk 1 and answer the questions below. Then listen again and check
your answers.

MARY KAY ASH

A TV  narrator

is presenting one of
the most successful and
popular women of her
time, Mary Kay Ash.

Today I am going

to tell you about a woman
who built the first female corporate culture and who became one of the most
successful entrepreneurs in cosmetic business. I am sure you have guessed right, it's
Mary Kay Ash.
In 1963, when she was forty-five and when most American women did not hold full-
time jobs, Mary Kay launched a direct-sales cosmetics company run by women.
From modest origins in a Dallas storefront, Mary Kay Cosmetics grew into a
vertically integrated corporation wi ch annual sales of over $950 million. In 1976 it
became the first company chaired by a woman to be listed on the New York Stock
Exchange.
Mary Kay was born in 1918 in Hot Wells, Texas. At seventeen she married Ben
Rogers, a local musician and radio personality. The young couple had three children
within seven years. Mary Kay found a job with a direct-sales company because it was
a good-paying job with flexible hours. When her husband divorced her in 1945 she
had to raise her children as a single mother.
In 1963, she decided to form her own direct-sales cosmetics company. Mary Kay
built a new corporate culture based on the education, participation, and authority of
women.
In 1966, she decided to rebuild her personal life. She married Mel Ash, a
businessman whom she had met on a blind date.
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In 1972, with several thousand employees and $18 million in sales Mary Kay
Cosmetics was one of the nation's largest private employers of women.

Her success is based upon sound business practices combined with tenacity and
original thinking — about the market place, about corporate structure, and about
women themselves.

In 1994, the company celebrated another record-breaking year, one in which sales
totaled $850 million. Her company's structure inspired hundreds of thousands of
saleswomen to become small business operators. She encouraged their self-esteem
and confidence through constant positive reinforcement and material rewards. In one
of her books Mary Kay wrote "I believe in the personal touch, because it makes every
human feel appreciated."”

WALT DISNEY
“Laughter is America's most important
export.” Walt Disney
Walt Disney was an American motion-picture and television producer and
showman, famous as a pioneer of cartoon films and as the creator of Disneyland.
Walter Elias "Walt" Disney was born on December 5, 1901, in Hermosa, Illinois. He
and his brother Roy co-founded Walt Disney Productions, which became one of the
best-known motion-picture production companies in the world. Disney was an
innovative animator and created the
cartoon character Mickey Mouse. He
won 22 Academy Awards during his
lifetime, and was the founder of theme
parks Disneyland and Walt Disney
World.
Early Life
Walter Elias "Walt" Disney was born
on December 5, 1901, in the Hermosa
section of Chicago, Illinois. His father
was Elias Disney, an Irish-Canadian,
and his mother, Flora Call Disney,
was German-American. Disney was
one of five children, four boys and a girl. He lived most of his childhood in
Marceline, Missouri, where he began drawing, painting and selling pictures to
neighbors and family friends. In 1911, his family moved to Kansas City, where
Disney developed a love for trains. His uncle, Mike Martin, was a train engineer who
worked the route between Fort Madison, lowa and Marceline. Later, Disney would
work a summer job with the railroad, selling snacks and newspapers to travelers.
Disney attended McKinley High School in Chicago, where he took drawing and
photography classes and was a contributing cartoonist for the school paper. At night,
he took courses at the Chicago Art Institute. When Disney was 16, he dropped out of
school to join the Army but was rejected for being underage. Instead, he joined the
Red Cross and was sent to France for a year to drive an ambulance.
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Early Cartoons

When Disney returned from France in 1919, he moved back to Kansas City to pursue
a career as a newspaper artist. His brother Roy got him a job at the Pesmen-Rubin Art
Studio, where he met cartoonist Ubbe Eert Iwwerks, better known as Ub Iwerks.
From there, Disney worked at the Kansas City Film Ad Company, where he made
commercials based on cutout animation. Around this time, Disney began
experimenting with a camera, doing hand-drawn cel animation, and decided to open
his own animation business. From the ad company, he recruited Fred Harman as his
first employee.

Walt and Harman made a deal with a local Kansas City theater to screen their
cartoons, which they called Laugh-O-Grams. The cartoons were hugely popular, and
Disney was able to acquire his own studio, upon which he bestowed the same name.
Laugh-O-Gram hired a number of employees, including Harman's brother Hugh and
Iwerks. They did a series of seven-minute fairy tales that combined both live action
and animation, which they called Alice in Cartoonland. By 1923, however, the studio
had become burdened with debt, and Disney was forced to declare bankruptcy.
Disney and his brother Roy soon pooled their money and moved to Hollywood.
Iwerks also relocated to California, and there the three began the Disney Brothers'
Studio. Their first deal was with New York distributor Margaret Winkler, to
distribute their Alice cartoons. They also invented a character called Oswald the
Lucky Rabbit, and contracted the shorts at $1,500 each.

In 1925, Disney hired an ink-and-paint artist named Lillian Bounds. After a brief
courtship, the couple married.

Mickey Mouse

A few years later, Disney discovered that Winkler and her husband, Charles Mintz,
had stolen the rights to Oswald, along with all of Disney’s animators, except for
Iwerks. Right away the Disney brothers, their wives and Iwerks produced three
cartoons featuring a new character Walt had been developing called Mickey Mouse.
The first animated shorts featuring Mickey were Plane Crazy and The Gallopin'
Gaucho, both silent films for which they failed to find distribution. When sound made
its way into film, Disney created a third, sound-and-music-equipped short called
Steamboat Willie. With Walt as the voice of Mickey, the cartoon was an instant
sensation.

Commercial Success

In 1929, Disney created Silly Symphonies, which featured Mickey's newly created
friends, including Minnie Mouse, Donald Duck, Goofy and Pluto. One of the most
popular cartoons, Flowers and Trees, was the first to be produced in color and to win
an Oscar. In 1933, The Three Little Pigs and its title song "Who's Afraid of the Big
Bad Wolf?" became a theme for the country in the midst of the Great Depression.

On December 21, 1937, Snow White and the Seven Dwarfs, the first full-length
animated film, premiered in Los Angeles. It produced an unimaginable $1.499
million, in spite of the Depression, and won a total of eight Oscars. During the next
five years, Walt Disney Studios completed another string of full-length animated
films, Pinocchio (1940), Fantasia (1940), Dumbo (1941) and Bambi (1942).
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In December 1939, a new campus for Walt Disney Studios was opened in Burbank.
A setback for the company occurred in 1941, however, when there was a strike by
Disney animators. Many of them resigned, and it would be years before the company
fully recovered. During the mid-1940s, Disney created "packaged features," groups
of shorts strung together to run at feature length, but by 1950, he was once again
focusing on animated features. Cinderella was released in 1950, followed by a live-
action film called Treasure Island (1950), Alice in Wonderland (1951), Peter Pan
(1953), Lady and the Tramp (1955), Sleeping Beauty (1959) and 101 Dalmatians
(1961). In all, more than 100 features were produced by his studio.
Disney was also among the first to use television as an entertainment medium. The
Zorro and Davy Crockett series were extremely popular with children, as was The
Mickey Mouse Club, a variety show featuring a cast of teenagers known as the
Mouseketeers. Walt Disney's Wonderful World of Color was a popular Sunday night
show, which Disney used to begin promoting his new theme park. Disney's last major
success that he produced himself was the motion picture Mary Poppins (1964), which
mixed live action and animation.
Disneyland
Disney's $17 million Disneyland theme
park opened on July 17, 1955, in
Anaheim, California, with actor (and
future U.S. president) Ronald Reagan
presiding over the activities on what
was once an orange grove. After a
tumultuous opening day involving
several  mishaps (including  the
distribution of thousands of counterfeit
invitations), the site became known as a
place where children and their families
could explore, enjoy rides and meet the Disney characters.
In a very short time, the park had increased its investment tenfold, and was
entertaining tourists from around the world. With the original site having some
attendance ups and downs over the years, Disneyland has expanded its rides over
time and branched out globally with parks in Tokyo, Paris and Hong Kong, with a
Shanghai location slated to open in the spring of 2016. Sister property California
Adventure also opened in 2001.
Death
Within a few years of the opening, Disney began plans for a new theme park and
Experimental Prototype Community of Tomorrow in Florida. It was still under
construction when, in 1966, Disney was diagnosed with lung cancer. He died on
December 15, 1966, at the age of 65. Disney was cremated, and his ashes interred at
Forest Lawn Cemetery in Los Angeles, California. After his brother's death, Roy
carried on the plans to finish the Florida theme park, which opened in 1971 under the
name Walt Disney World.
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. Who is presented in this talk?

. What is Mary Kay/ Walt Disney famous for?

. When did she/he launch a business company?

. What are the annual sales of Mary Kay Cosmetics/ Walt Disney Company?
. What is the key to Mary Kay's/ Walt Disney’s success?

. Which of Disney's characters became an overnight success?

. What are the most popular films of Walt Disney?

. Where is the magic kingdom of Walt Disney located?

. How much does the amusement park Disneyland bring each year?

O 003N DN B~ WD —

8* Complete the text using the words from the box. There are two words which
you don't need to use.

profits, market, chief executive officer, computer,
entrepreneur, computer science, corporate,
encourage, business world, correct, direct-sales
company, personal computer industry,

Porta Isaakson is a classic example of a successful (1) ....... . As founder, president
and (2) ....... of Future Computing Inc. Isaacson has made a name for herself as an
authority on market trends in the (3) ....... .

[saakson did not start at the top of (4) ....... . She grew up on a small struggling dairy
farm in Oklahoma. She got the training she needed, eventually earning two masters’
degrees and a doctorate in (5) ....... .

In 1980 she founded a (6) ....... research and consulting firm Future Computing.

In 1981 Isaakson learned of IBM's plans to market a new personal computer. In a
published report she predicted that the IBM PC would have a dramatic effect on the
(7) ... market. When Isaakson's prediction proved(8) ....... her company began to
be taken seriously.

In 1984 she sold Futute Computing for $8 million plus a percentage of future (9)
....... . She felt the sale was necessary because Future Computing needed access to
(10) ....... management experience. As part of the corporate merger Porta Isaakson
continues to run Future Computing.

9* Before you start working with Talk 2 match the expressions in the left
column with their translation in the right one.

1. instant success a. MPUBOJIUTH B BOCTOPT, 0YapOBBIBATH
2. honorary degree b. 3omymika

3. animated cartoon C. YCTaHaBJIUBATh; MOHTUPOBATH

4. amusement park d. BONIIEOHBII MUP NPUKITIOUEHUN

5. celebrity €. BooOpakeHue; paHTazus

6. to fascinate f. moyeTHas yueHas cTeneHb

7. innovations €.3HAMEHHUTOCTb; 3BE3/1a

8. to install h. MTHOBEHHBIH ycriex
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9. imagination 1. benocHexka

10. Adventureland J. HOBOBBEJIEHUE, HOBIIIECTBO
11. Cinderella k. MyabTHUIUIMKALUS
12. SnowWhite 1. mapk c arrpakuuoHaMu

11* Complete the text using the words from the box. There are two words which
you don't'need to use

success, imagination, recasting, foresight, innovative,
chief executive, multitude, established, fascinated,
endow, founded, launch

Robert Edward Turner was born in 1938 in Cincinnati. He is world famous American
television network (1) ...... :

In 1976, he (2) ..... a television station, WTBS, and built it into the Turner
Broadcasting System (TBS). As he was a man with (3) ..... , he decided to (4) .....
first 24-hour news channel. So, in 1980, the Cable News Network (CNN), was (5)

many other very important persons were (6) ..... by this innovation.

Ted Turner 1s a forward thinking person always coming up with (7) ..... ideas. In
1988, Ted Turnerstarted up TNT, a movie channel giving the opportunity to the (8)
..... to enjoy his vast library of film classics.

Ted Turner announced he would (9) ..... $1 billion to United Nations programs
devoted to international understanding and peace and the environment. His creative
activity is (10) ..... American life and culture.



84



KEYS to EXERCISES

ChapterONE

1. mpon3BOANUTH NOCTaBKY

2. LIAPOKHI aCCOPTUMEHT TOBApOB

3. CyIlIECTBYIOIINE PECYPChI

4. He0OXOIUMBIH JIsl BBIKUBAHUS

5. cBepX TOro, UTO HEOOXOAMMO JJI1 BEDKUBAHUS
6. mpeuiaratb yCiayru

7. noBbIAaTh 3P (HEKTUBHOCTH HA pabovyeM MecTe
8. pUCKOBATH
9. OTKpBITH HOBOE J1e710/0M3HEC
10. BHEIpUTH HOBBINA MPOLYKT

2 1. B TepMuHax SKOHOMHUKH, TOBAP — 3TO (PU3UUECKUNOOBEKT, KOTOPHIA MOKHO
KYIUTb.

2. HeoO6xoauMoCTh BbIOOpA MPOUCXOAUT U3-3a MPOOIEMbI HEXBATKH.

3. Pecypchl, KOTOpbIe MOTYT MCIIOJIb30BAaThCS JJIs MPOU3BOJCTBA TOBAPOB U YCIYT,
Ha3bIBAIOTCS IBIKYIIIUMHU CHJIAMU TIPOU3BOICTBA.

4. IlpupoiHBIN pecypc MOKET paccMaTpUBaThbCA Kak ABUXKYILAs CUJa POU3BOJICTBA
TOJIKO B TOM CJIy4ae, €CJIU OH HCIOJIb3YeTCs JUIsl TPOU3BOICTBA TOBAPOB U OKa3aHUs
YCIIYT.

5. DOKOHOMHCTBI MPOBOASAT KECTKOE pasrpaHUYEeHHE MEXAYy CpeICTBaMu
IPOU3BOJICTBA U TOBAPAMU HAPOHOTO MOTPEOIEHUS.

6. Texnuueckuid mporpecc B 00JAaCTH KOMIBIOTEPHOM TEXHOJOTHHU, K MPUMEPY,
3HAYUTETHLHO MOBBICUI 3PPEKTUBHOCTH HA paboueM MecTe,

3 . economics

. service

. producers

. wants

. factors of production
. capital resources

. technology

. entrepreneur

01N N =~ LN —

4 1. factor of production
2.natural resources
3.human resources
4.survival
5.to start a new business
6.for a fee
7.consumer goods
8.capital goods
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9. technological advances

10. to introduce a new product
5
1. The term 'product’ is often used to name both goods and services
2. Economists generally classify the goods or services that are necessary for survival
as needs.
3. Any human effort exerted in the production process is classified as human
resource.
4. The goal of entrepreneurship is to create a new product or new factors of
production and thereby create something of value.
5. Because the messenger is using the bicycle to make deliveries - to provide a
service - the bicycle is considered a capital good.
6. Scarcity exists because people's wants and needs are greater than the resources
available to satisfy them.

6 le, 2a, 3f, 4¢, 5d, 6b.

7 Dialogue 1 (168 words)

Henry Brown and Janet Harvey are discussing the problem of recruiting new staff by
advertising.

HENRY: Good morning, Janet. It's Henry Brown. There is something I want to ask
you about. Do you know how to approach the problem with this new Sales Manager
post?

JANET: Well, yes, most companies recruit new staff by advertising in the press.
Pages listing job advertisements are usually titled as "appointments". They must
contain detailed descriptions or specifications on the type of people the advertiser is
looking for such as their qualifications (degrees, diplomas, certificates) which are
obviously important, but as I am sure, you know, experience may count for much
more.

HENRY: Oh, I see. As far as I can guess the aim is to attract a small number of well-
qualified applicants, so that it is fairly easy to make a shortlist of the people you
actually want to interview.

JANET: You've got it right. If the advertisement is not specific enough, hundreds of
people will send in their applications; but if it demands too much, they may be
discouraged.

HENRY: OK, now I know how to handle this problem. Thanks for your help. Good-
bye.

8 (1) advertisement
(2) appointment
(3) qualifications
(4) experience
(5) interview
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lh, 2f, 3b, 4e, 5g, 6], 7d, 8c, 9a, 101

ChapterTWO

1

1. obecnieunBaTh MaTEpUAIbHBIE TOTPEOHOCTH
. VZIOBJIETBOPSATH 3alPOCHl 0011I€CTBA B 00JIACTH COLIMAIBLHOTO 00ECIIeUeHHUS
. YCTaHABJIMBATh YETKHUE U SICHBIC TIETU

. 0becrieunBarh MpodeccuoHaNIbHbIC YCIYTH
. MEJIKME Mara3uHbl PO3HUYHOU TOPTOBIH

. (hrpMBI IO TOPTOBIIE HEABMKUMOCTHIO

. COCTaBUTb NMUCbMEHHBIN JJOTOBOP

. pacnpeneneHue npuobLIel U yOBITKOB

9. KOHKpETHbIE 00SI3aHHOCTH

10. HanuMaTh pabounx

11. nnatuts HanorK

12. BKIaapIBaTh ACHBIH B OM3HEC

13. kpaTkocpouHas e

14. otnen cBsi3u ¢ 001ECTBEHHOCTHIO

15. mpaBiieHne, COBET NUPEKTOPOB

01N D LI

1. Opranuzanuu yupexxJatoTcs AJis yI0BIETBOPEHHs MOTpeOHOCTEeN 00IecTBa.
2. llenu opranuzanuu 00BIYHO PEIIAIOTCS COBETOM JUPEKTOPOB (MIPABICHUEM).
3. [Jeno, koTopoe NMPUHAMIEKUT OAHOMY JIMILY U YIPABISAETCA OJHUM JIULIOM,
Ha3bIBAETCS €IMHOJMYHBIM BIaICHUEM.

4. ToBapuIIeCTBO — ATO JI€JI0, KOTOPOE MPHUHAJIEKUT ABYM U OoJiee JIMLaM 1
yHpaBisieTcs IByMs U OoJiee JTUIaMU.

5. B noroBope 0 cOTpyAHMUYECTBE HaMEUaeTCsl paclpeiesieHue NpudbLIe u
yOBITKOB.

6.Koprniopanus npuHaIJIeKUT aKIIMOHEPAM.

7.AKIMOHEPHl BKJIAJBIBAIOT JIEHBIM B KOPIOPALMIO, YTOOBI MOJIYyYUTh
MPUOBLIB.

8.PeHTabenbHOCTh - 3TO OCHOBHAS LENb JIFOOOH KOMMEPUECKOW OpraHu3aIiy.
9.AKIIMOHEPHI U CIIyKalllKEe MMOTYYaloT BBITOAY OT pOCTa KOMITaHUU.

10. Psin xomMnaHuil MMEIOT OTHENBI MO CBS3SIM C OOIECTBEHHOCTHIO, YTOOBI
YIIYYIIUTh UMUK KOMITAHHH.

. material wants, commercial wants
. social welfare

. make a profit

. limited

. provision

. closed corporation

. shares

. public at large

01NN W
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7

I. to meet wants

2. social welfare

3. to make a profit

4. board of directors

5. distribution of profits and losses
6. to invest in the business
7. to benefit from

8. public at large

9. public relations department
10. competitive

1. Organizations are established to meet wants in society.

2. Government Organizations satisfy society's desire for defence, law and
order, education and social welfare.

3. Organizations set definite and clear aims, e.g. to make a profit.

4. Stocks are the certificates of ownership in the corporation.

5. Stockholders are individuals who invest in a corporation by buying shares of
stock.

6. Many doctors, lawyers, bakers, dentists organize sole proprietorships to
provide professional services.

7. A partnership is a business that is owned and controlled by two or more
people,

8. In order to avoid conflicts, the partners usually formulate a written
agreement called a partnership contract.

9. Corporations can buy property and resources, hire workers, make contracts.
10. Growth and development of the firm are the only way to ensure its survival.

lg, 2f, 3e, 4b, 5S¢, 6d, 7a

Dialogue 1

A new management trainee Peter Jackson is speaking with the Managing Director of
the company.

PETER: Good Morning. My name is Peter Jackson. I am the new management
trainee.

MANAGING DIRECTOR: Hello, Peter! Management trainees are supposed to make
themselves familiar with every department of the company. I think you might find it
useful to write a company profile. Visit all the department heads. Introduce yourself.
Find out everything you can about how the company is organized, how each
department operates. I tell you what. How would you like to write a short report for
me, say by the end of the week?

PETER: Yes, of course.

MANAGING DIRECTOR: Oh, would you like to make a start now?

PETER: Yes, of course, but before getting down to my report, will you explain me

some basic notions?
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MANAGING DIRECTOR: What exactly are you interested in?

PETER: Well, does the company profit depend on the turnover?

MANAGING DIRECTOR: First of all, I believe, that the company’s profit depends
on professional management, capital invested, and reliable personnel.

PETER: Oh, that’s great! Thank you, I will remember that.

MANAGING DIRECTOR: One more thing. The company’s image depends on its
earnings per share and timely payout dividends to shareholders.

8

(1) capital

(2) shares

(3) investment
(4) dividends
(5) turnover
(6) profit

(7) earnings

Im, 2¢, 31, 41, 5a, 6}, 7g, 8e, 9k, 10b, llo, 12h, 13d, 14n, 151

ChapterTHREE

1

. I3yYE€HHUE PHIHKA

. OTJIeJ1 MAPKETUHTOBBIX UCCIICI0BAaHUN
. TOBaphl OJTHOPA30BOI0 UCTIOJIb30BaHUS
. TOBaphI JJIUTEIIBHOTO MOJb30BaHUS

. IepBUYHAast UH(pOpMaILs

. BTOpHYHas uH(popmanus

. pa3paboTKa CTaTUCTUYECKON JOKYMEHTAIIMH
. ICCJICJIOBAHMS HA MeCTaxX

. JIeJIaTh TPOTHO3BI

10. mpenyiarath cTpaTeruto

11. TonkoBaThL JaHHBIE

12. Hanuyue cCyTHOTO Kanurania

13. o6mmit 06beM cripoca Ha phIHKE

14. uznepxku Mpou3BOJACTBA

15. pactipenenenue no BO3pacty

O 0N Dn B~ Wi —

1. PeIHOK MOXHO ONpEACINTh, Kak 00y (OopMy KOHTaKTa IMOKyIMareaed u
MPOAABIIOB C LIE€JIbIO MOKYIIKU WJIW MPOJIa’Kh TOBAPOB U YCIYT.

2. bbUIO yCTaHOBJIEHO, YTO COLMAIBHOE MOJIOKEHUE W POJ 3aHITUU YaACTO
OMPENEIAIOT MOKYIATEeNbCKUE MPUBBIYKY OTPEOUTEIEH.

3. COop wuHpopMamuu U3 Pa3IUYHBIX HCTOYHMKOB, TaKUX Kak
roCy/1apCTBEHHAasl CTAaTUCTHUKA, JI€JIOBbIE M TOPTrOBBIE M3/IaHUS, HA3bIBACTCS
pa3pabOTKOM CTAaTUCTUUCCKOM JTOKYMEHTAIIHH.
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4. Ha oOmmii o0beM crmpoca Ha phIHKE OyIyT OKa3bIBaTh BIIHMSHHE O00BEM
HACEJICHHUs, €r0 pacipe/eieHre 0 BO3PACTy U IrOCYJapCTBEHHAS MOJIUTHKA.

5. HWccnemoBanusi moTpeOuTeNns MOTryT OBbITh TpoBeAcHb LleHTpamu
MapKETHHTOBBIX MCCIICOBAHUMN, CTICTIHATU3UPYIOIUMHUCS Ha TPEIO0CTABICHUN
MIPOU3BOICTBEHHBIM KOMIIAHUSAM YCIYT TaKOTO POJa.

. demand

. supply

. single-use

. consumer durable

. consumer requirements

. product-oriented firm

. consumer profile

. forecasts

01N DN A~ W~

. consumer requirements
. demand

. supply

. local market

. international market
. market-oriented

. product-oriented

. marketing campaign
9. buying habits

10. forecast

11. hire purchase

12. consumer profile
13. consumer research
14. market expansion
15. purchase on credit

01N DN KW —

1. Buyers are people wishing to acquire goods and services.

2. Sellers are people wishing to sell goods and services.

3. Markets can be local, national or even international.

4. Questioning consumers directly about their tastes and preferences is called
"field research".

5. The demand is affected by such factors as consumersl personal tastes, the
size of their income, advertising and the price of the product.

1d, 2¢, 3j, 4g, 5b, 6a, 7i, 8¢, Oh,10f

7 Dialogue 1
William Grant, the Managing Director of Harper Toys Ltd., is speaking with
Marketing Analyst Susan Shakley.
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WILLIAM: Oh, good afternoon! My name is William Grant. I am the Managing
Director of Harper Toys Ltd. We manufacture and distribute toys.

SUSAN: Good afternoon, Mr. Grant! How can I help you?

WILLIAM: 1 have just received market research survey which I have ordered your
company to do for me.

SUSAN: Is it all right?

WILLIAM: Well, 1 thought that this survey was supposed to cover only Virginia and
not the whole of the USA.

SUSAN: That's right! However, we believe that a broader view of the market may be
needed. Here we see the population of Virginia analysed by age — you notice the very
high proportion of young people and on the right by social classification — basically
that means by occupation and disposable income, per head.

WILLIAM: These are very interesting, but we would need to compare them with
similar breakdowns for, say, Spain or France, and if w’'re to spot any trends we'd also
need disposable per-capita incomes for Virginia in previous years.

SUSAN: Yes, of course! All that information is available in the rest of the report.
You know, although we've extrapolated the figures over the next five years, under
conditions of high inflation,

reliable forecasting isn't easy. All the statistics and diagrams - together wi th some
supplementary data - are in our report.

WILLIAM: Great! That should keep me busy. I’d like to talk to you again once I’ve
digested this lot. How about Thursday?

8 1) urban
2) proportion
3) gross domestic product
4) inflation
5) consumers
6) breakdown
7) social
8) disposable
9) extrapolate
10) forecast

9 1f, 2h, 3d, 4g, 51, 6e, 7], 8b, 9a, 10c.

ChapterFOUR

1 1. mpeanourenue norpeduteneit

. TIOJTUTUKA TICH

. YeThIpE MU

. BBIITYCK HOBOTO MPOJTyKTa Ha PHIHOK

. OTCYTCTBUE KOHKYPEHITIH

. CWJIbHBIE U cTTabble CTOPOHBI KOMITAHUHU

AN D B~ LN
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7. BO3BMO>KHOCTH M YTPO3bl PbIHKA

8. IPOJIOIIKUTENBHOCTD CPOKA OTIATHI
9. po3HHMYHAas TOProBas TOYKa

10. xaHan pacnpeneneHus

1. JleaTenpHOCTh MO OpraHM3alMM CIpPOca U CObITA COCTOMTU3 PEKJIAMBI,
JMYHBIX MPOJAXK U MPOABUKEHUS TOBApA.

2. MapkeTuHI TOBapa IpeAronaraeT pacCCMOTPEHHE TAKUX €r0 acIleKTOB, Kak
Ka4eCTBO, XapaKTepHble 0COOEHHOCTH. TOPTOBasi MapKa U yIaKoBKa.

3. SWOT-ananu3 ucnoinb3yercsi, YTOObI BBISIBUTh CJIA0bI€ U CUIIbHBIE CTOPOHBI
KOMITaHUH U MTOKa3aTh BO3MOXKHOCTHU U YTPO3bl PhIHKA.

4. )Ku3HEeHHbI LMKJI TOBAapa — 3TO OTPE30K BPEMEHHU, B TEUEHHUE KOTOPOTO
TOBAp MPUBJIEKACT OKyIaTeIs.

5. Mecto BKJII04YaeT Takue (hakTopbl, Kak KaHAJbI paclpeieeHHs], TPaHULbI PbI
HKa U MECTOHAXOKJECHUE TOYEK PO3HUYHOU TOPTrOBIH.

6. IlpuHumas pemeHus 01O TMOJIUTHKE LEH, (uUpMa paccMaTpuBaeT
NPEHCKypaHTHbIE LIEHbI, CKHJIKH Ha ONTOBBIE 3aKYyNKU M OECHpOLEHTHBIM
KpEJIUT.

1. profitably
2. product, price, promotion, place

3. satisfy

4. competitive

5. advertising

6. distribution

7. strengths, weaknesses, opportunities, threats
8. product-oriented

9. needs

10. products

1. to anticipate consumer requirements
2. to satisfy consumer requirements
3. to identify consumer requirements
4. to meet consumer pref erences
5. marketing mix

6. to adapt existing products
7. interest-free credit

8. charge a price

9. cheap and cheerful

10. cheap and nasty

1. Marketing mix differs according to the type of product that is being sold.
2. The four Ps — product, price, promotion and place can be combined in
different ways.

92



3. A low price may make consumers suspicious.

4. If the price of the product is higher it means that the quality of the product is
higher.

5. The firm usually gives a discount for bulk buying.

6. The launching of a new product usually needs a lot of advertising.

6 le, 2¢, 3a, 4f, 5b, 6d

7 Dialogue No 1

Jenny Brown and Alex Cleevelend are discussing the main principles of a marketing
plan.

JENNY: Can you instruct me on some principles of developing a marketing plan?
ALEX: Well, the marketing plan should be flexible enough and supported by well-
developed and effective marketing services. But first of all the problem of target
market is to be settled.

JENNY: And has our target market been identified yet?

ALEX: Yes, it has, and now the company has to decide what goods or services to
offer while always remembering the existence of its competitors. Companies are
always looking for marketing opportunities — possibilities of filling unsatisfied needs
in areas in which they are likely to enjoy a differential advantage, due to their
particular competencies.

JENNY: Are there any problems in this area?

ALEX: Marketing opportunities are generally isolated by market segmentation —
dividing a market into submarkets or segments according to customers’ requirements
or buying habits.

JENNY: You see, we were told at the Business School that marketers do not only
identify consumer needs; they can anticipate them by developing new products.
ALEX: That's right. Marketers should design marketing strategies and plan marketing
programmes, and then organize, implement, and control the marketing effort.
JENNY: What do you mean by controlling the marketing effort?

ALEX: Well, once the basic offer, for example a product concept, has been
established, the company has to think about the marketing mix — the set of all the
various elements of a marketing plan, their integration, and the amount of effort that a
company can expend on them in order to influence the target market.

JENNY: If I am not mistaken the best-known classification of these elements is the
four P’s: Product, Price, Promotion and Place, isn’t it?

ALEX: Good for you! I am sure very soon you'll make an effective marketer!

8 (1) marketing opportunities
(2) advantage
(3) market segmentation
(4) submarkets
(5) buying habits
(6) competitors
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9

(7) consumer needs

(8) marketing strategies
(9) marketing effort

(10) marketing mix

(11) marketing programme
(12) target market

1 £, 2h, 3b, 4a, 5d, 6¢c, 7e, 8g

Chapter FIVE

1

2

1. cebecTouMOCTh TOBapa

2. IIEHBl KOHKYPUPYIOMHX HUpM

3. xenaemasi/mpeanonaraeMas J10Jisi KOMIIAaHUW Ha PhIHKE
4. crparerus 11IeHOO0pa30BaHUs

5. yCTaHOBUTH COOTHOIICHHE I€H

6. YCTaHOBUTh MOHOIIOJIMIO HA PBIHKE

7. TAaKTUKA BXOJSIICH [IEHBI

8. BeJIMYMHA CHIKEHUS 1ICHbI

9. pa3HuIIa B IIeHaX, KoneOaHue 1ieH

10. yaepxxuBath 1IeHY

. Ha neny ToBapa, yCTaHOBJIEHHYIO ()UPMOH, BIMSIETMHOXECTBO (DaKTOPOB,

TaKHMX KaK

ce0ecTOMMOCTh TOBapa, IEHbl KOHKYPUPYIOIIUMX (upM, BHA TOBapa U
JKeaeMasl 10151 KOMIIAHUU Ha PBIHKE.

2. Taktuka Bxonfiled ILEHbI W30HMpaeTcs KOMIAHUEH, KOrJa OHa BIIEPBBIC
BBIXOJUT Ha PHIHOK U CTAPAETCs 3aBOEBATh MECTO HA PHIHKE.

3. LleHoOOpa3oBaHUE IO METOLY «CHSTHS MEHOK» MPOUCXOIUT TaM, Iae pupma
YCTAHABJIMBAET BBICOKME II€HBI HA TOBAap, 4YTOOBl «CHSTh TMEHKY» Ha
«MaKCUMAJIbHOM TOYKE» PbIHKA, KOTr/Aa MPOAYKT HOBBIM M MOKYIATENIH €IIE HE
CyMEJH YyCTaHOBUTb COOTHOIIEHUE 1IEH.

4. TakTrKa 3aHMKEHHS 1IEHBI — 3TO Korja (pUpMbI YCTAaHABIMBAIOT IIEHBI HUXKE
cebecTouMOCTH TOBapa (CJIEeIOBaTENbHO, TMOJMY4YaloT YOBITOK) B IENIX
CTUMYJIMPOBAHUS MPOJAKU TOBAPOB.

5. Taktuka BBeJdEHUS TMPENECIbHOW IIEHbl HMEET MECTO, Korjma ¢upma
cOpacblBaeT II€HYy Ha CBOI MPOJAYKIHUIO C IEJIbl0 OrpaHu4YeHHs WIH
HEJOMYILIEHUS BbIX0/1a HA PhIHOK HOBBIX KOHKYPEHTOB.

6. TakThka JIeMIUHTOBOM IIEHBI HCIHOJNB3yeTcs (HUPMOM, Korja OHa
BBIOPACHIBAET HA PHIHOK CBOM TOBAPHI IO I[€HE HIKE, YeM UX ce0eCTOMMOCTD B
HAJICKJI€ 3aHATh POYHYIO MTO3ULIAIO HA PBIHKE.

7. Ilocie TOro Kak phIHOK 3aBOEBAaH, LIEHA HA TOBAP MOXKET IOBBICUTBHCS 10
YPOBHSI IIEH KOHKYPEHTOB.
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8. Hamenka ©Ha mnpuOBLIL MOXET MEHSATHCS, NPUHWMAs BO BHUMAaHUE
BO3/ICMCTBUE KOHKYPECHIIMHA U S3KOHOMHYECKUE yCIOBUS.

1. demand

2. cost-plus pricing
3. marginal-cost pricing
4. price discrimination
5. penetration pricing
6. skimming price
7. price plateau

8. loss leader pricing

9. limit-pricing

10. competitive pricing

1. average costs

2. marginal costs

3. pricing methods

4. price discrimination

5. additional cost

6. charge a price

7. establish a market share
8. non-price competition
9. competitive pricing

10. make an estimate

1. Supermarkets frequently adopt loss leader pricing toencourage people into
the stores.

2. A firm calculates its average costs of producing a product and then simply
adds a profit mark-up.

3. Sometimes firms charge different prices for a similar product. This is known
as price discrimination.

4. When products are new, some consumers are willing to pay a high price only
because of their novelty value.

5. There is little price variation between the types of goods being sold in
competitive pricing.

6. The success of non-price competition depends on packaging and design of
the product.

7. When a company tries to establish a market share it adopts penetration
pricing.

8. Price is one of many factors that determine the demand for a product.

lh, 2¢, 3e, 4a, 5g, 6d, 7b, 8j, 9f, 101

Dialogue 1
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Mark Brown, the Marketing Director of SWACorporation, is speaking with Jennifer
Harvey, a Sales Manager of EckenerVerlag Ltd.

MARK: 1 have told you something about our new product - now does anyone have
any questions?

JENNIFER: Could you give us some indication of cost?

MARK: Are you interested in factory gate price or unit price?

JENNIFER: Well, to tell the truth we are interested both in factory gate price and in
unit price.

MARK: You know, I must admit that the selling costs for this equipment proved to be
very high and that is why we had to fix the factory gate price as high as $1500.
JENNIFER: In this case the retail margin would be very low. As a matter of fact, we
wanted to place a contract to purchase two thousand items.

MARK: Oh, 1 appreciate your interest and my company is always willing to offer a
generous discount, what do you say to a 5% discount?

JENNIFER: That's not encouraging, I'm afraid. I believe the demand curve for your
equipment will come down if you don't reconsider your pricing policy.

MARK: Frankly speaking, I was sure that there exists an inelastic demand for our
production. We have been in the market for so long that we don't need any
penetration strategy.

JENNIFER: OK, let's wait for the Leipzig Fair to reveal the state of affairs and show
who is going to win in this price war. MARK: That's right, let's wait and see.

8 (1) unit price
(2) break even
(3) production costs
(4) penetration strategy
(5) recommended retail price
(6) factory gate price
(7) price war
(8) market share

9 1 ¢, 2a, 3b, 4c, Sa, 6a, 7b, 8a

Chapter SIX
1 . CTaBUTH LIEJIN

. BBIOUpaTh TUCTPUOBIOTEPOB (areHTOB MO MPOAAXKE)

. BBIOOp TOBApPOB U YCIIyT

. CO3/1aBaTh aTMOCc(epy A0OPOKeIaTeTbHOCTH

. Ha TIOJIb3Y TTOTPEOUTEINIO, JIs1 BHITOABI TOTPEOUTENS
. JUCKPEIUTUPOBATh pEKIamy

. TIPY CO3JJTaHUH PEKIAMHOIO COOOIIEHUS

. COJIep’KaHre PEKIIaMHOTO COOOIICHHS

0O 1O DN K~ W=
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9. monxoja K peKJIaMHOM KaMIaHUU

10. yecTHas KOHKypeHIUSA

11. crapaTtbcst OBITH HE XYKE APYTHUX
12. mmpokas pexiama

13. unTeHCuBHas pekiaMa

14. 3HaMEHUTOCTD, 3BE3/1a

15. ucnpaBisATh JIOKHYIO HHPOPMALIHIO

1. 3amaya pexiaamMbl COCTOUT B TOM, YTOOBI YKPENMUTh OOEBOM TyX TOPTrOBBIX
PaGOTHUKOB KOMITAHHH.

2. OCTaHOBHMBUIMCh Ha OIPEACIICHHOM COOOIIEHHH, PEKIaMOAATENb 3aTeEM
JIOJIKEH BbIOpATh HanboJiee BHITOJHOE CPEACTBO MACCOBOM MH(OpMALUK.

3. Ilocne Ttoro kak ¢upma MpuUHSATA pEUIEHUE NPOBOAUTH PEKIAMHYIO
KaMIIaHUIO, OHA JIOJKHA BBIOpATh PEKJIaMHOE COOOIIEHHUE, CPEACTBO MACCOBOM
uH(OPMAIIMK U TTOTy4YaTeNsi COOOIEHHUS.

4. Ilpu co3maHuu peKJIaMHOTO COOOIIEHUS PEKIIaMOIaTeN b JOIKEH TPUHUMATh
BO BHUMAHHME TaKWE€ BOMPOCHI, KaK: KAKOW TOBAap Mpeasiaraercsi, Ha Kakoil
PBIHOK OH BBIITYCKAETCS, KTO SIBJISIETCS 1IEJEBBIM MTOTPEOUTEIIEM.

5. Bce pexiiamHbie OOBSBICHUS HOKHBI MOTYUHATHCS MPUHIUIIAM YE€CTHOMN
KOHKYPEHIIUH, KaK OOBIYHO MIPUHATO B OM3HECE.

6. YOexmaromnas pekjama MbITaeTCsl 3aCTaBUTh T€X, KTO HE MOJb3YETCS dTUM
TOBapOM, UYyBCTBOBAThH €05 TaK, KaK OYJITO OHU YTO-TO TEPSIOT.

7. Onst GupMBI, pEKIaMUPYIONIEH MPOMBINIJICHHBIE W37ENHs, BHIOOP CPEICTB
MaccoBOM MH(POPMAIIUU MOXKET OBITh OrPaHUYEH BHICTABKAMHU, CIICHIMAIBHBIMU
JKypHaJIaMU U HETIOCPEACTBEHHOM PaCCBUIKOM.

. increase sales

. influence

. easy recognition

. launched

. informative advertising
. persuasive advertising

. sense of responsibility

NN kAW

. goals of advertising

. to increase sales

. to influence people's behaviour

. informative advertising

. persuasive advertising

. main drawback

. to run the advertising campaign

. the so-called target audience

. to red nee confidence in advertising
0. to launch a product

— O 0 1O\ L W —
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11. price schedule
12. cost-effective advertising campaign

5 1. The role of advertising is to inform the public of the product's existence and
its particular uses.
2. The general goal of advertising is to increase sales.
3. The goals of advertising also include entering a new geographic market and
attracting a new group of customers.
4. Persuasive advertising plays on jealousy, envy and "keeping up with the
Joneses". (6bimb He xyoice Opyaux)
5. Persuasive advertising is usually associated with consumer products and is
used where differences between products are minor.
6. The con tent of the message depends on the type of the product and the
market in which it is to be sold.

6 Ib, 2d, 3a, 4h, 5g, 6c¢, 7e, 8f.

7 Dialogue 1

Advertising Manager Ellen Brown is speaking with Personnel Manager Michael
Thompson.

MICHAEL: You are not your usual happy sel f this morning. What's the matter?
ELLEN: To tell you the truth I am very much worried about this new advertising
campaign.

MICHAEL: What kind of campaign?

ELLEN: Don't you know our Marketing Director is going to run a new advertising
campaign to increase consumer awareness of our products, as he puts it.

MICHAEL: You don't need to worry. I am sure you'll make a good job of it.

ELLEN: You're joking. First,I must plan a variety of advertising techniques. This
advertising mix must consist of television commercials, newspaper advertisements,
and street advertising.

MICHAEL: Well, that is not the first time you're running advertising campaign, is it?
ELLEN: No, of course not. But this time he wants me to use direct mail too, because
we have a good target customer database.

MICHAEL: May be he is right. Di rect mail is more personal than other media and it
has the greatest flexibility.

ELLEN: Frankly ¢peaking, it is very difficult indeed to correctly estimate how much
and what kind of promotional efforts are necessary to reach a certain objective.
MICHAEL: By the way, did you consider the possibility of advertising on the
Internet?

ELLEN: That's a good idea! We should organize an on-line promotion and the
customers will be able to order goods on- line!

MICHAEL: To make this dream come true you should first create a company
website, where you can advertise the company's products.
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ELLEN: Now we come to the problem of expenditures. To what extent does the
advertising really pay? Our General Manager is fond of saying: "We know that one
half of our advertising budget is wasted but we do not know which half."

MICHAEL: May be he is right.

ELLEN: So everybody is right except me and nobody wants to let me off the hook*.
MICHAEL: Oh, come on, you are making a mountain out of a molehill.

* to let sb off the hook - to allow someone to escape from a difficult situation or to
avoid doing sth that one doesn' t want to do

there was nobody to get him off the hook - ne nawnocoe nukozo, Kmo Ovl 8613607
e20 u3 b6eovl

8

(1) media

(2) effectiveness
(3) sales

(4) pays off

(5) influence

(6) evaluative
(7) attention

(8) success

(9) persuade
(10) competitive

lg, 2h, 3f, 4L, 5d, 6a, 7j, 8b, 9e¢, 10c.

Chapter SEVEN

1

1. 06nacTh AEATENBHOCTH

2. CTUMYJIMPOBATh NOKyHaTenen

3. AeSTeNbHOCTb, HAIIPABJIEHHAs! HA CTUMYJIUpPOBaHUE COBbITA

4. Ky /1Ba ¥ TIOJTy4d OJIMH O€CIIaTHO

5. OCBEIOMJIEHHOCTb O TOPTOBOM MapKe

6. yBEIMYUTD IJIOIIAIb TPUIIaBKa

7. IEHOBOE CTUMYJIMPOBAHUE

8. MaTepuasl I BBICTABKHM U PEKJIaMbl TOBAPOB HA MECTE IIPOJAXKH TOBAapa
9. coBenanue Mo opraHu3aIu copITa

10. nenexHOE moourpeHue

1. Denpro OOJBIIMHCTBA CPEACTB CTUMYJIUPOBAaHUA CObITA SBISETCA
yBEIMYECHHE 00beMa MPOIaK.

2. YnakoBKa MPOYKTOB 3a MOCIIEHIE TOIbI MPETepIieia PEBOIIOIHIO.

3. DTOT MeToJ YacTO Ha3bIBAIOT «HEMOH MpoJaBeI» WU «IIpojaxka C
UCTIOJIb30BAaHUEM TEXHUYECKUX ITPHUEMOBY.

4. T1pu3bl, KOTOpPBIE MOKHO BBIUTPATh, OUE€Hb IMPUBIICKATEIIbHBI.
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5. JIyumwue viin HanboJiee BRITOHBIC MECTA JIJIS MPOJIaXK B CyNIEPMApPKETe — ATO
MeCTa PacHoJIOKEHNs Kacc.

. increasing sales

. brand awareness

. packaging and design
. game slips

. free samples

. shelf space

. display allowances

NNk W

1. sales campaign

2. the objectives of promotion
3. free sample

4. special offer

5. to increase brand awareness
6. to catch customer's eye
7. shopping basket

8. prime selling spot

9. sales promotion methods
10. display allowances

5 1. Newspapers have tried bingo games to increase their circulations.
2. A child's attention is easily caught by sweets at the check-out.
3. Supermarkets, garages and travel agents often run competitions to increase
sales.
4. Sales promotion often takes the form of an incentive e.g. "buy two and get
one free".
5. Sales promotion efforts should help dealers operate more effectively.

6 1d,2c, 3j,4g, 5b, 6a, 7i, 8e, 9h, 10f

7 Dialogue 1

Maryann and George are planning a new promotional campaign.

MARYANN: Hello, how are things going?

GEORGE: Are you asking me about the sales promotion campaign connected with
launching our new product?

MARYANN: Yes, that's right. By the way, did you make up your minds how to name
it?

GEORGE: Yes, we did, and this 1s the name [ would give it myself. It's Maxy.
MARYANN: Great! And what kind of promotional tools are you going to use?
GEORGE: Well, first of all, our promotional mix consists of an extended TV and
radio advertising campaign;
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MARYANN: What about personal appearances? Celebrities often appear on "chat
shows", to promote a new product.

GEORGE: Don't forget about our promotional budget. I am happy that we can offer
our customers a special promotional discount.

MARYANN: What about in-store promotion?

GEORGE: Naturally, there'll be point-of-sale merchandising, I mean: show cards,
special display stands — where we can find room for them. But you must remember
floor space in supermarkets is at a premium.

MARYANN: 1 tell you what, you can offer some promotional allowance to the retail
dealers.

GEORGE: You know, finding the right promotion to appeal to general public is no
easy task.

MARYANN: 1 agree. You know, to my mind the most effective way of stimulating
demand for a new product is distributing free samples. You can make them smaller
than regular size, you call it a "trial size". The most important thing you have to do is
to attract at ten tion to your product, am I right?

GEORGE: We must always bear in mind the expenditures and that this promotional
tool 1s very expensive, only large firms can afford it and as the saying goes "cut your
coat according to your cloth" .

8 (1) promotion
(2) displayed
(3) general public
(4) free samples
(5) launching
(6) consumers
(7) buy
(8) sales
(9) opportunity
(10) promotional gimmick
(11) promotional methods
(12) distributed
(13) promotional budget

9  1d, 2c, 3j, 4k, 5h, 6a, 7i, 8¢, 91, 10f, lie, 12b

ChapterEIGHT

1 . [IoBceqHEBHBIE PACXOBI

. IOBBIIIATE ITPOU3BOAUTEILHOCTD

. BHyTPEHHUE UCTOYHUKHU (PUHAHCUPOBAHMUS

. BHEIITHHE UCTOYHUKH (PUHAHCUPOBAHUS

. B OIUIATy 3@ YCTAHOBJIEHHYIO apEHAHYIO IIaTy
. CHEIHAIIUCT TI0 (PUHAHCOBOMY YUETY

AN DN B~ W
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7. OyxranTep C yrnpaBlIeHYEeCKUMHU (PYHKIHSIMH

8. uHAHCOBBINA aHANIUTHUK (IKCIEPT, OCYIIECTBIAIONMNI (DUHAHCOBBINA aHAN3
NPEANPUATHNA C LETbI0 BHECEHUS MPEAJIOKEHUHN 0 KyTUJIe-IIPOJaxKe UX aKIIHil)
9. Homeiimas ¢huHaHcoBas HHopmaIus

10. koMMepueckast IeSITENbHOCTh

1. Camoti rmaBHOM 3a1aueit Bcex (hupM/KOMIAHUN SBISETCS BbDKUBAHUE.

2. Jlns Toro 4TOOBI OCTAaBaThCS KOHKYPEHTOCIIOCOOHOM, KOMMIAHUS JODKHA
MOJ/IEP>KUBATHh U HAPALIKUBATh MTPOU3BOAUTEIBHOCTD

3. CambiM T1JIaBHBIM (DaKTOpOM TpH OMNPEACICHUU METO/Ja TOJTYyUYEHUs
Karurasa sBJIseTCs MPUUrHa, JIJIs1 KOTOPOil OH TpedyeTcs.

4. Jlns TOro 4troObl BBIMNOJNHATH 00S3aTEIbCTBA, HEOOXOAMMO OCYIIECTBISAThH
TEKYyLIMHA KOHTPOJIb HAJl IBUKEHUEM JECHE)KHON HAIMYHOCTH.

5. CTOYHMKM KanuTajia U UCIIOJIb30BAHUE JEHEKHBIX CPEJICTB TECHO CBSI3aHBbL.
6. BuyTpennee puHaAaHCUPOBAHME MOXKET OCYIIECTBIISTHCS 3a CUET MPUOBLIEH C
TOPrOBOM JEATEIBHOCTH.

1. cash flow

2. current income

3. diversify its product range
4. economies of scale

5. encounter problems

6. internal finance

7. external finance

8. extending ownership

9. financial accounts

10. budgeting

1. current income

2. current expenditure
3. short-run objective
4. capital finance

5. application of funds
6. financial resources
7. trading activities
8. reinvestment

9. capital expenditures
10. loan

1. The collection, presentation and evaluation of financial data are central to
the work of the Finance Department.

2. Financial Analysts give advice on the advisability of new investment
proposals.

3. Survival of the business and its growth and development are closely related.
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4. Reinvestment is a very important source of finance for capital expenditure.
5. The financial decisions depend on both sources of funds and the application
of these funds.

6. All businesses borrow money in order to finance their business activity.
6 1h, 2f, 3k, 41, 5g, 6a, 7], 8c, 9¢? 10d, 11b, 12i

7 Dialogue 1 (315 words)

Hans and Julia are discussing the possibilities of raising money for extending
transport business.

HANS: My transport business in Greece is showing a good profit, I have done rather
well in my first year and now I want to expand my business and to set up a limited
company in the UK. The problem is I haven't had time to build up any reserves.
JULIA: Do you have to be so dependent on external finance? Can't you finance part
of your expansion internally? You said the family business was worth half a million.
Can't you get any more out of it? Sell some property? Move some of your assets over
here as collateral. Why not get some members of your family in as shareholders?
HANS: I'm afraid that would not be acceptable. I together with my partner, [ mean
Andrew and I, we want to be independent of the Greek company. We want to raise
nearly £250,000 altogether, and the bank manager is not sure that we can finance
such a large sum.

JULIA: Maybe you should agree on equal representation of German and Greek
shareholders and in this case you can ask the bank for a short-term loan. I mean a
loan from a Greek bank. You can also offer your Greek assets as security for a loan.
HANS: Oh! Well, I'm not sure we can fix it. I need a loan from a UK bank. Maybe
some of my trucks, which at the moment are registered in Greece, could be re-
registered in the UK? Do you think that might persuade them?

JULIA: You see, you want to raise nearly £ 250,000 all together, and your share
capital will amount to only £40,000 and it is not always easy for a bank to take a
charge over property in another country, to say nothing of the fact that the
shareholders may object.

HANS: 1 see, you mean *a bird in the hand is worth two in the bush*. Maybe you
are right and I had better just keep on my family business.

8 (1) finance
(2) exploit
(3) internal
(4) reserves
(5) assets
(6) leaseback
(7) collateral
(8) take a charge over
(9) property
(10) grants
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9

(11) low-interest loans
(12) create

lc, 2a, 3d, 4b, 5h, 6g, 71, 8], 9e, 10i.

Chapter NINE

1

1. oTHOCHTENBHASA CTOUMOCTh

2. MOACYMTHIBATH TPUOBLIN U YOBITKU

3. HAJIOTOBBIE MOCTYTUICHUS

4. 3aaya OyXrajJTepcKoro yyera

5. HaKanIuBaTh COCTOSHUE

6. HE O/1/1aBATHCA U3HOCY

7. YeKaHUTb MOHETBI

8. cTaOUIBHOCTH LIEHHOCTHA

9. NOATOBEYHOCTH

10. mpueMneMocThb

11. 3akmrouars crenku

12. mopnexamui oriate HEMEMICHHO 10 IPEAbSIBICHUN
13. nerbru O€3HAIMYHBIX PACUETOB

14. 6ymaxHbIe IE€HBIH, TIOJIHOCThIO 00ECTIEYEHHBIE 30JI0TOM UJTU cepedpoM
15. nenbru, cyuTaromuecs JeHbraMu o ykasy

1. CoueraHre MOHET pa3JIMYHOTO JIOCTOMHCTBA [JIa€T BO3MOXKHOCTH
MOKYyTIaTeJIsIM U MPOAABIIAM COBEPILIATh CASIKH JIF0OOr0 pasMmepa.

2. Ecnmu o0a »TuUX yCIOBUS BBINOJHSAIOTCSA, TO MHOTHE JIOAU OyayT
HaKaIuIMBaTh CBOE 0OTraTcTBO /I OYAyIIEero UCIOJIb30BaHMUS.

3. Meramibl, Takhe Kak 30JI0TO M cepedpo, MAealdbHbl, OTOMY 4YTO OHHU
XOPOIIIO MTPOTUBOCTOSIT U3HOCY.

4. JlenuMOCTb TakKXKe CTUMYJIMPYET UCIIONb30BaHUE JIEHET KaK MephI
CTOMMOCTH, ITOTOMY YTO MOTYT OBITh CJIeJIaHbl TOYHBIC IICHOBBIE CpPaBHEHUS
MEK]ly TOBapamu.

5. Ueku SBISAIOTCS MPEICTABUTEIBHBIMU JE€HbraMH, MOTOMY 4YTO OHH
CUMBOJIM3UPYIOT CYMMY JEHET Ha CUETE YeIOBEKa.

6. IIpremieMOCTb O3HAYaET, YTO JIFOJIM TOTOBBI IPUHUMATH JICHBI'M B OOMEH Ha
CBOM TOBAphl WJIA YCIYTH.

. medium of exchange

. relative value

. standard of value

. store of value

. accumulate their wealth
. durability

. portability

NN R LW
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8. stability in value
9. commodity money
10. representative money

. medium of exchange
. standard of value

. store of value

. record keeping

. cost of expenditures
. unit of accounting

. purchasing power

. portability

. divisibility

10. perishable

11. demand deposits
12. savings accounts
13. time deposits

14. bill of exchange
15. commodity money

O 0 1N DN b W —

5 1. In fact, many coins minted in ancient times are still in existence.
2. Comparing the prices of products people can judge the relative worth of
different items.
3. Businesses need to figure profits and losses.
4. Money 1s nonperishable so it can be saved or stored for later use.
5. In other words, the purchasing power of the money must be relatively
constant.
6. Checks are considered money because they are a medium of exchange, a
standard of value, and a store of value.

6 lc, 2k, 3b, 4h, Se, 61, 7a, 8g, 9j, 10m, 11n, 12d, 13.1, 14f

7 Talk 1
A university professor is speaking on the first period in the history of American
money and banking system.

Good morning. The subject of my lecture, as it has been announced, will be
devoted to the history of American money and banking systems. I will start by saying
that the history of American money and banking is interwoven with the history of the
United States.

First of all I'd like to point out that the American monetary and banking systems have
gone through three periods of development. During each of these periods, stability
and progress in the nation's money and banking systems has increased.

Today I am going to speak about the first period, which lasted from the 1780s to
1860. It was a time of experimentation and debate in American banking. During this
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period, money and banking were part of a large battle between Federalists and
advocates of states' rights.

Federalists, such as Alexander Hamilton, believed that a strong, centralized banking
system was necessary if the United States expected to develop its industries and
commerce. As Secretary of the Treasury, Hamilton proposed that a national bank
have the power to handle the government's funds, charter and monitor other banks
throughout the country, and issue currency.

Advocates of states' rights, such as Thomas Jefferson, opposed the national bank
because they feared that the concentration of economic power at the national level
would weaken the economic and political power of individual states. Jefferson
supported a decentralized banking system in which the states, rather than the federal
government, would charter and regulate the banks within their borders.

In this battle Hamilton's views prevailed. In 1791 Congress established the First Bank
of the United States as a private business. Its Charter, or legal permission to operate,
outlined the bank's responsibilities, which included the issuing of representative
money in the form of banknotes. These banknotes were backed by gold and silver
specie.

A year later, Congress established a national coinage system, and the federal
government began to mint gold and silver coins. It also established the dollar as the
official unit of currency.

The First Bank of the United States brought some order to monetary and banking
systems in the United States.

8 (1) mint
(2) denominations
(3) coin
(4) gold
(5) containing
(6) sell
(7) value
(8) buy
(9) investment
(10) rise

9 1h,2d, 3j, 4g, 5a, 6i, 7k, 8e, 9c, 101, 11£, 12b

Chapter TEN
1 1. pa3paboTYUK CTPYKTYpPhI CUCTEMBI IPOTPAMMHOTO 00eCIIeUeHUS
2. HHyCTPHSI IPOIPaMMHBIX CPEJICTB
3. OGeieHast ceHcalus B CpEACTBAX MACCOBOM MH(MOpMaIUU
4. IBM-coBMECTUMBIN IEPCOHATBHBINA KOMIIBIOTED
5. He XKaJeThb 3aTpar, He dKOHOMUTH
6. BEHUYpHbI (pPUCKOBBII) KanuTal
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7. IPOMBILLIEHHOCTh CPEJCTB BBIYMCIUTEIBHON TEXHUKU
8. KOMITETEHITHS/OMBIT B 00JIACTH MPOTPaMMHUPOBAHUS

9. o01IeCTBEHHBIE OpraHU3aIuU

10. pazButue npodecCUOHATIBHBIX HABBIKOB

1. Pemaromumu B ycnexe "MalikpocodT" ObuH JanbHOBUAHOCTH ['eiiTca u ero
NpeABUACHUE B O0JIACTH MEPCOHABHBIX KOMIIBIOTEPOB.

2. BecnpenenaeHTtHsiii OyM B 00JIaCTU MAapKETUHTa U B CPEJCTBAX MAaCCOBOM
uHdopmalu ObUT BhI3BaH KOMITbIOTEPHOM rporpammoit Windows 95.

3. Cunoii cBoeld numuHoctH bumn I'eiitc ycraHoBUi CBOM COOCTBEHHBIN
NOPSAJIOK B OBICTPO pa3BUBAIOIIEICS KO M- IbIOTEPHOU MPOMBIIUIEHHOCTH.

4. Muccus "Maiikpocodt" cocTosia B TOM, YTOOBI MTOCTOSIHHO MPOJABUTAaTh U
COBEPILIEHCTBOBATH TEXHOJIOTUIO MPOTPAMMHOI0 00ECIIeYEHUSI.

5. bunn T'ediTc oTaaBan CBOM CHJIBI HA TO, YTOOBI MOJIb30BAaHUE KOMILTEPOM
CTaJIo Jierye, peHTadenbHee U IOCTABIISIIO YAOBOJILCTBUE.

1. software architect

2. Internet technologies

3. an upgraded operating system
4. demand

5. computer nerd, software

6. marketplace

7. computer technology, net worth
8. information technology

9. business problems

10. innovative, forward-thinking

1. worldwide leader

2. software

3. Internet

4. operating system

5. to excite demand

6. computer nerd

7. programming language
8. software development
9. crucial point

10. unwavering confidence

1. Microsoft's success lies in Gates's unwavering confidence in his own ideas.
2. Gates developed a version of the programming language BASIC for the first
microcomputer.

3. Gates had the most important tools needed for software development: brains
and computers.
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4. Gates had everything necessary for computer industry: he had product,
programming expertise, and a vision of greater possibilities.
5. Gates has donated the proceeds of both books to nonprofit organizations.

6 Ic, 2k, 3g, 4h, Se, 61, 7a, 8b, 95, 10m, lln, 12d, 131, 14f

7 Talk 1
A TV narrator is presenting one of the most successful and popular women of her
time, Mary Kay Ash.

Today I am going to tell you about a woman who built the first female
corporate culture and who became one of the most successful entrepreneurs in
cosmetic business. I am sure you have guessed right, it's Mary Kay Ash.

In 1963, when she was forty-five and when most American women did not hold full-
time jobs, Mary Kay launched a direct-sales cosmetics company run by women.
From modest origins in a Dallas storefront, Mary Kay Cosmetics grew into a
vertically integrated corporation wi ch annual sales of over $950 million. In 1976 it
became the first company chaired by a woman to be listed on the New York Stock
Exchange.

Mary Kay was born in 1918 in Hot Wells, Texas. At seventeen she married Ben
Rogers, a local musician and radio personality. The young couple had three children
within seven years. Mary Kay found a job with a direct-sales company because it was
a good-paying job with flexible hours. When her husband divorced her in 1945 she
had to raise her children as a single mother.

In 1963, she decided to form her own direct-sales cosmetics company. Mary Kay
built a new corporate culture based on the education, participation, and authority of
women.

In 1966, she decided to rebuild her personal life. She married Mel Ash, a
businessman whom she had met on a blind date.

In 1972, with several thousand employees and $18 million in sales Mary Kay
Cosmetics was one of the nation's largest pri vime employers of women.

Her success is based upon sound business practices combined with tenacity and
original thinking - about the market place, about corporate structure, and about
women themselves.

In 1994, the company celebrated another record-breaking year, one in which sales
totaled $850 million. Her company's structure inspired hundreds of thousands of
saleswomen to become small business operators. She encouraged their self-esteem
and confidence through constant positive reinforcement and material rewards. In one
of her books Mary Kay wrote "I believe in the personal touch, because it makes every
human feel appreciated."

8 1. entrepreneur
2. chief executive officer
3. personal computer industry
4. business world
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5. computer science
6. market

7. computer

8. correct

9. profits

10. corporate

9 1h, 2f, 3k, 41, 5g, 6a, 7j, 8c, 9e, 10d, lib, 12i

A cinema reviewer is speaking about the king of animated cartoons, about the
greatest dreamer of all times Walt Disney.

Today I am going to tell you about a world-famous producer, the creator of
Mickey Mouse, Donald Duck, Snow White and Cinderella — about Walt Disney. He
was always a man of dreams, fantasy and imagination.

Walt Disney was born in 1901 in Chicago. At the age of sixteen he volunteered as a
driver with the American Red

Cross. After the war he returned home to Chicago and settled in Kansas City where
he found a job with a company producing cartoon advertisements.

In 1923, Walt Disney left Kansas City for Hollywood, a place where he had heard
young film-makers could find financial backing for their projects. Disney boarded a
train with $40 in his pocket. When a fellow traveler asked about his intentions, he
said, "I am going to direct great Hollywood motion pictures."

In 1928, Walt Disney produced a mouse character Mickey Mouse which was an
overnight success and changed animation forever. As Mickey's creator Disney
became a celebrity.

In 1934, Disney decided to do something that nobody in Hollywood had ever done.
He decided to make a full-length animated film "Snow White and the Seven Dwarfs".
In 1937, the first release of the film brought $8.5 million. In 1939, the production
received a special Academy Award. In 1938, he received honorary degrees from both
Harvard and Yale.

In 1952, he came up with an idea to build an amusement park, that would be
entertaining for adults as well as for children.

Disney located the park 25 miles south of Los Angeles, California. The total cost was
estimated at $5 million.

The amusement park was an instant success. Adven tureland, Fantasyland, and
Tomorrowland fascinated both children and adults. Walt Disney's magic kingdom
Disneyland offered a unique fantasy adventure. People from all over the world
including monarchs, presidents, prime ministers and many other very important
persons flocked to Disneyland by the millions.

Walt Disney died in 1966 at the age of sixty-five. Today these parks bring nearly $1
billion to the United States each year. More and more innovations are installed each
year because, as Walt Disney himself said "the park will never be completed not as
long as there is imagination left in the world!"
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GLOSSARY

A

ability-to-pay principle: principle that states taxes ought to be paid by those who can
best afford them

absolute advantage: occurs when one nation can produce an item more efficiently
than another

accounts payable: the amount a company owes for goods already received. Not
unlike a person's credit card balance; you've got the video cassette recorder (VCR),
but you haven't taken the money out of the bank yet.

accounts receivable: the amount a company 1s owed for goods it sold on credit
accrual method of accounting: used for most corporate financial statements.
Revenues are counted during the time they're earned, and expenses are counted
during the time they're incurred. Cash doesn't need to change hands to be recorded.
This is a fuller way of looking at financial health. It's as if you kept records not just of
checks you'd written and deposits you made, but also of what you owed on your
credit cards and what you were owed by others. You can feel pretty rich if your
checking account is flush, but if you owe thousands on your credit card and don't
take that into account, you can spend yourself into trouble, advertisement: a public
notice usu. printed in a newspaper, of goods for sale or services offered or of goods
or services wanted.
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aggregate demand: total planned spending by consumers, business and government
to purchase the aggregate supply

aggregate supply: all the goods and services provided by the economy

allowance for bad debt: the amount of debt a company expects not to collect. This is
subtracted from what the company is owed for goods it sold on credit (accounts
receivable), so the balance sheet better reflects the company's true economic health.
annual percentage rate (APR): the APR is the percentage cost of credit calculated
on an annual basis

annual report: report to stockholders containing pertinent financial information
antitrust laws: laws regulating the growth and use of monopolistic power or
tendencies

application: a letter of an employee asking for employment

appointment: an office for which a person has been chosen

arbitration: one method of settling disputes, including union employer battles. The
parties choose a third party to settle their disagreement. This is called binding
arbitration when the parties also agree to abide by the arbitrator's decision.
assembly line: a manufacturing system in which parts are assembled by moving
them from one worker or machine to another

assets: things (something of value) a company controls, which usually means it owns
these items. A car company's assets would include everything from computers used
by the accounting department to cars not yet sold, to the factory where the autos are
made. Items must have value and must have been obtained for a measurable cost;
broken computers that can't be repaired don't count, nor does a company's
reputation.

automatic stabilizers: features built into the economy that put money into the
economy during periods of recession and take money out during periods of inflation
automatic teller machine(ATM): the machine that let you do your banking without
dealing with a person. At ATMs, you can take cash from your account, make deposits
and move money between accounts. All you need is a password you key in and an
access card.

B

back: to support someone or something, especially with money, power, or influence
balance of payments: summary of the flow of international transactions; statement
of payments made to all other countries and payments received from all other
countries

balance of trade: the difference between the export and import of merchandise (an
accounting of a country's exports versus imports)

balance sheet: a reckoning of a company's financial health at a given time.
Lists assets, liabilities and equities, financial statement sum margining a firm's
assets, liabilities and net worth.

balanced budget: financial plan in which expenses exactly equal income
bandwagon advertising: an appeal that suggests everybody is using a particular
product
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bank: financial institution that accepts demand deposits and makes commercial loans
bank charter: official government document allowing the establishment of a bank
bankruptcy: a word you don't want to hear if a company or person owes you a lot of
money. The person or company is considered bankrupt if they're unable to pay their
debts. The U.S. Bankruptcy Court tries to sort out the financial troubles and get
creditors paid. Companies filing for protection under Chapter 7 of the bankruptcy
code are shut down and their assets handed over to the creditors. Under Chapter 11.
companies try to rework their debts and stay in business.

barter: the exchange of one good or service for another

base year: the reference year, with a value of 100, used in the construction of index
numbers

bears: speculators who anticipate a decline in the economy

benefits-received principle: principle of taxation that states those who benefit from
a government program are the ones who ought to pay for it.

blacklist: list of disapproved persons

black market: illegal underground economy

block grants: lump sums given to communities by the federal government to be
spent as the community deems appropriate

board of directors: a group of people chosen by stockholders to watch over a
company and its executives, and to set overall corporate policy. Their job is to try to
keep the company healthy and ensure stockholders get a good return on their money.
Board of Governors: governing bod of the Federal Reserve System; establishes
policies for the Fed. It consists of seven persons appointed by the President for 14-
year terms.

bond: a written promise to repay a loan plus interest, usually more than one year after
the bond is issued. Investors buy bonds from a company or government entity,
essentially loaning the company or government that money. A certificate representing
indebtedness, usually of a corporation or unit of government, to the holder.

boom: the peak of the business cycle; business is producing at or near capacity
boycott: a refusal to do business with a firm involved in a labor dispute

breakdown: (a) a situation in which a machine or vehicle stops working; (b)
analysis; information, separated in different groups, details shown item by item
break-even: to balance costs and receipts

break-even point: point at which income from sales equals fixed and variable
expenses

brokerage: in the securities industry, the buying and selling of stocks and bonds on
behalf of others

budget: a financial plan that summarizes income and expenditures over a period of
time

bulls: speculators who anticipate an increase in the price g2 securities

Bureau of Labor Statistics (BLS): the principal data-gathering agency of the federal
government

business cycle: periodic fluctuation in the economy

business ethics: concern for keeping fair business practices
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business firm: organization that produces goods or services

business unionism: Samuel Gomper's principle of seeking better wages and working
conditions rather than political or social reform

buying on margin: for those who don't have lots of money, but believe that's what it
takes to make a killing on the stock market. Stock buyers purchase stocks
with borrowed money, gambling the share price will rise enough to pay off the loan
and then some.

bylaws: roles of operation for a corporation, stated in the charter, that govern the
corporate officers' actions.

C

call: an option to buy a certain amount of stock at a specific price during a specific
time

capacity: the maximum number of units a firm can produce

capital: money needed to start or grow a business. This pool can come from
securities offerings and retained earnings. Something created to produce other goods
and services; also money used to pay for the operations of a business

capital budget: shows plans for buying long-term assets machinery and other things
you expect to last several years and estimates the costs of those purchases

capital gain: the increase in the value of an asset over a period of time

capitalism: an economic system based on the private ownership of the factors of
production, competition, and the profit motive

cash flow: money coming into a company and being paid out by the company.
Ideally you 'd want to take in at least as much as you pay out. On a personal level,
you're having a cash flow problem if you can't make your mortgage payments. You're
not necessarily poor; your house might be worth a lot if sold, but you're still having
cash-flow problems

caveat emptor: Latin term that means "let the buyer beware", cease and desist order:
federal Trade Commission ruling that orders a stop to an unfair business practice.
Celler Antimerger Act: a law passed by Congress in 1950 that declared mergers to
be illegal where they serve to "lessen competition or tend to create a monopoly"
central economic planning: doctrine placing production decisions in the hands of
government planners

centralize: to organize the control of a country or organization so that one central
group has power and tells people in other places what to do

certificates of deposit (CDs): generally considered conservative investments.
Certificates issued by banks guaranteeing repayment of principal at a fixed rate of
interest after a specified period of time. You purchase the CDs from financial
institutions essentially loaning your money and they promise to pay you back on a
fixed date, usually with interest. You can invest for several months, but longer
investments generally earn higher interest

chambers of commerce: associations of business and professional people that seek
to promote the interests of the business community
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charter n: a document issued by a state government granting a corporation
permission to operate

charter v: to say officially that a town, organization, or bank officially exists and has
special rights

checking account: a bank account against which the depositor can write checks
checks: written orders directing a bank to pay a person or business a specific sum of
money. Clayton Antitrust Act: law passed by Congress in 1914 which specified
what acts would be considered «in restraint of trade». This one forbids price
discrimination.

closed (or private) corporation: one whose stock is not sold to the public.

closed shop: one in which workers must belong to the union before they can be hired
closed-end fund: a mutual fund that sells a limited number of shares

coinage system: the system of metal money used in a country

collateral: something with monetary value pledged as security for a loan

collective bargaining: the process by which labor leaders and management iron out
agreements on pay and working conditions (negotiations with management by a
union to prepare a labor contract)

command economy: an economic system in which major decisions concerning the
allocation of resources are made by agencies of the government

commercial paper: short-term note issued by a corporation promising to repay a
sum of money at a specified rate of interest. Short-term unsecured debt, with maturity
up to 270 days. Banks, corporations and others raise money by issuing commercial
paper to investors.

commission broker: a person who does the trades for a stock broker's clients,
receiving a commission for the work. The stock broker places orders with them
common stock: a security that represents ownership in a corporation. Regular old
stock. Owners of this bottom rung of stocks have a piece of the company and get to
vote for the board of directors and on corporate policy. But they have to queue up
behind owners of preferred stock both to receive dividends and usually to receive
assets if a company is liquidated

company union: union organized, financed and controlled by management
comparative advantage; an advantage in producing an item because one’s
opportunity cost to produce it is lower than another's

competition: the rivalry among buyers and among sellers in the purchase and sale of
resources and products.

compound interest: interest cotpu ted on the principal and on the interest previously
paid

conciliation: effort by a third party to bring labor and management together to work
out their differences on their own

conglomerate merger: combination of unrelated businesses under a single
management

conspicuous consumption: Thorstein Veblen's term for the tendency to buy goods
and services to impress others

constant dollars: dollars that reflect changes in purchasing power from a base year
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consumer co-ops: retail businesses owned by members who share in the profits
and/or purchase goods and services at lower cost

consumer credit: an agreement whereby a consumer is provided cash, goods or
services now with payment spread into the future

consumer price index (CPI): compares present prices of commonly purchased
goods and services to the prices of similar goods and services in a base year.
Measures price changes of common goods and services, including such things as
housing and food. What you quote when you're trying to convince your boss you
need a raise to keep up with inflation.

consumer: anyone who uses goods and/or services

contraction: period in the business cycle after a boom when businesses begin to
reduce their spending levels

cooperative (co-op): association of individuals or companies whose purpose is to
perform some business function for its members.

copyright: exclusive right of authors of original writing and artistic work to sell or in
any way reproduce their works for their Lifetime plus fifty years

corporation: a business organization created under a government charter and owned
by shareholders

co-signer: person with an acceptable credit rating who agrees to repay a loan if the
borrower cannot

cost: amount of money which has to be paid for something; fixed costs - business
costs which do not rise with the quantity of the product made; variable costs
-production costs which increase with the quantity of the product made (such as
wages or raw materials); unit cost - the cost of one item (i.e. total product costs
divided by the number of units produced)

cost of goods sold: how much it cost the seller to make or buy the goods sold. Same
as "cost of sales"

cost of labor: cost of paying workers employed to make a product

cost-of-living adjustment (COLA): a type of raise workers can get to reflect the
higher cost of consumer goods. Also a sort of corporate hardship pay for employees
sent to live and work in expensive places

cost of production: costs of making a product

cost of sales: all the costs of a product sold, inclining manufacturing costs and the
staff costs of the production department

cost-push inflation: rising prices, rise due to an increase in the cost of production
coupon: a detachable e part of traditional bond certificates. You present these to the
issuer to collect your interest payments.

coupon rate: a bond's annual interest rate, stated as a percentage of what was
originally paid for the bond. Gets its name from traditional bond certificates, which
have coupons you detach and return to the issuer to collect your interest payments
craft worker: one of a wide variety of highly skilled workers such as carpenters,
tool-and-die makers, machinists, electricians and automobile mechanics

credit card: an identification card that entitles the lawful owner to make purchases
on credit
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credit union: association of people with something in common that offers insured
savings plans similar to those offered by other savings institutions.

creditor: one who lends money to another

crowding-out effect: theory that government borrowing reduces the supply of credit
for private use, pushes up interest rates, and reduces business and consumer spending
cumulative preferred: preferred stock that is due dividends, even if payments are
delayed until the company can afford them. The amount owed builds until the
dividends are paid. Owners are entitled to their payments before common-stock
owners can collect theirs

currency: paper money and coins issued by the federal government

currency exchange: buying or selling foreign currencies

current assets: cash and assets that are expected to be used, sold or converted to cash
in the near future, usually one year. A sporting goods store's current assets would
include the money in the register and its bicycles, as well as short-term insurance
policies and marketable securities - securities expected to be turned into cash in one
year

current liabilities: these liabilities must be paid in a relatively short time, usually
one year. Taxes are one example

customs union: an organization of countries who agree to promote free trade among
members but to impose a common tariff on nonmembers. Best known is the
European Community of Common Market.

D

debentures: you need to trust in a company and its strength to give this type of loan,
which isn't backed by collateral

debt-to-net-worth ratio: also debt-equity ratio. To get it, you divide liabilities by
stockholders' equity. This is a general measure of how safe creditors can feel about
their loans. Creditors often avoid lending to companies with a high debt-equity ratio,
decentralize: to move parts of a government, organization, etc., from one central
place to several different smaller ones.

default: failure to meet an obligation when it comes due

deficit: excess of expenses over expected income

deflation: opposite of inflation. Decrease in the general price of consumer goods and
services. A period during which the purchasing power of the dollar is rising

demand: a consumer's willingness and ability to buy a product or service at a
particular time and place; elastic demand - condition that exists when a small increase
in a good's price causes a major decrease in the quantity demanded; inelastic demand
- condition that exists when a change in a good's price has little impact on the
quantity demanded.

demand curve: the graphic representation of demand

demand deposit: checking accounts held by commercial banks; largest component
of the money supply. So named because you can demand your money or write a
check without clearing it with the bank first
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demand-pull inflation: rising prices because demand is increasing faster than
industry's ability to satisty that

demand schedule: a table showing the quantities of a product that would be
purchased at various prices at a given time

deposit multiplier: a multiple by which the deposit of funds in the banking system
will increase total deposits

depreciation: dividing the cost of an asset over that asset's usable life. When dealing
with a $200,000 factory expected to be used for 10 years, you would count $20,000 a
year as expenses. Assets are considered unusable if they don't work well anymore or
are obsolete

derivative: a type of investment whose value depends on the value of other
investments, indices or assets. A stock option is a common type of derivative
diminishing marginal utility: the last item consumed will be less satisfying than the
one before

direct-sales company: a company which sells its products directly to retailers
discount: percentage by which the seller reduces the full price for the buyer

discount brokers: discount stock brokers are to full-service brokers as warehouse
stores are to boutiques. You don't expect much, if any, advice from your discount
broker on what to buy. She or he usually doesn't expect you to pay as much as you
would at full -service brokers. A discount broker's main job is to carry out your
requests to buy and sell.

discount rate: the interest rate charged by the Federal Reserve on its loans to banks
and other financial institutions

discounted loan: loan from which interest is deducted in advance

discretionary income: money left after buying necessities

district bank: one of 12 banks that make up the Federal Reserve System
diversification: an investing technique. The idea is to buy lots of different types of
investments so if the value of one nose dives, you're not suicidal.

dividends: payments corporations make to their shareholders. The per-share amount
is determined by corporate earnings.

division of labor: breaking down a large task into a series of small ones so that each
worker completes one or a few of the steps involved.

Dow Jones Industrial Average: an important stock market indicator, used to judge
the stock market's general well- being and how well your stocks are doing
comparatively. It measures the performance of 30 industrial stocks. When the media
reports that the market rose 20 points, they're really saying the Dow rose 20 points.
dumping: selling the same goods for a lower price abroad than at home.

E

earnings per share: the amount of money a company makes per share of common
stock. This figure is calculated by taking net income and dividing it by the number of
common shares outstanding

earnings: the profit made by a company

economic growth: increases in an economy's total output over a period of time
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economic indicator: a statistical measurement of the state of the economy or some
important part of the economy

economic model: any simplified statement, diagram or formula used to understand
economic events

economic rent: the amount received by property owners over and above the lowest
price they would have accepted

economic system: the approach a country uses to deal with scarcity and achieve its
economic goals

economics: the social science that describes and analyzes how society chooses from
among scarce resources to satisfy its wants

economies of scale: decrease in the unit cost of a product or service because of large-
scale production

economize: the effort to get the most out of one's resources

elastic currency: supply of money expands and contracts with the needs of business
elastic demand: condition that exists when a small increase in a good's price causes a
major decrease in the quantity demanded

elasticity of demand: measure of buyers' eagerness to acquire a good or service
elasticity of supply: measure of how easily sellers’ car increase or decrease the
quantity supplied

eminent domain: the right of governments to take private property, at a fair price,
for public purposes

employee involvement (El) programs: allow workers to assume responsibilities
normally held by management. Engel's Law: as a family's income increases, the
percentage spent for necessities decreases, while the percentage spent for luxuries
increases

entrepreneur: a person who creates a business in the hope of earning a profit
entrepreneurship: the managerial or organizational skills needed by most firms to
produce goods and services at a profit

equation of exchange: tells us that total spending is equal to the total value of the
goods and services produced by the economy

equilibrium price: the price of a good or service at which the quantity demanded
matches the quantity supplied

equilibrium quantity: the number of products that would be sold at the equilibrium
or market price

excess quantity demanded: the amount of a product that could be sold at a price
lower than the market price

excess quantity supplied: the amount of a product available at a price higher than
the market price

excise tax: a tax levied on the manufacture or sale of a specific item (a tax on
perfume, for example)

expansion: phase of the business cycle following recession when the economy
begins to recover

expenditure: the money that we spend

experience: knowledge and skill gained thought time spent doing a job or activity
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export: a domestically produced good sold abroad. What Japan made its fortunes on
exports to the V.S. and elsewhere

export subsidy: a payment by a country to exporters enabling them to sell their
products abroad at a lower price than at home

external funds: funds, such as loans, that come from outside the firm

externalities: the effects of economic activities that fall outside the market system

F

factors of production: the productive resources of land, labor, capital and
entrepreneurship

factory gate price: the price at which a factory sells goods to whole sales and
distributors

Fair Labor Standards Act: one of the key federal laws protecting workers. This is
the one you drop into conversation if your boss wants you not to claim all that
overtime you're working. Established minimum wage and 40-hour work week. States
that workers get 1.5 times regular hourly pay if they work more than 40 hours in a
week.

Federal Advisory Council: offers advice to the Federal Reserve System on the
nation's financial problems

Federal Deposit Insurance Corporation (FDIC): a child of the Great Depression,
this independent federal agency is supposed to inspire confidence in banks. It insures
deposits up to $100,000 in member commercial banks, so depositors can get their
money back if a bank goes belly up.

Federal Reserve Bank: one of 12 district banks of the Federal Reserve System
Federal Reserve System: group of banks that regulates the U.S. money supply, sets
rules designed to keep commercial and savings banks solvent and provides
emergency loans to those banks. Overseen by a board appointed by U.S. presidents.
The chairman of that board is very powerful, and his actions are closely watched by
investors.

Federal Trade Commission Act: law passed by Congress in 1914 which set up the
Federal Trade Commission to enforce antitrust rules. The act gave the FTC the right
to define unfair methods of competition and make rules to prevent such practices.
Federal Trade Commission: a government agency established to help prevent unfair
business advertising and other trade practices.

Finance n: money, used by a company, provided by the shareholders or by a bank, to
help run a business.

finance: to provide money, especially a large amount of money, to pay for something
fiscal policy: use of the federal government's power to tax and spend to regulate
economic activity

fixed assets: a company's no liquid assets, such as its office building or factory

fixed costs: costs that remain the same regardless of how much business a firm does.
Also called overhead. Costs that don't vary with sales volume. Rent is a fixed cost;
companies need to pay it whether they make money that month or not. Other fixed
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costs are insurance payments and executives' salaries, fixed-rate loan: a loan whose
interest rate doesn't change. A conventional mortgage is an example.

flat tax: a tax that would eliminate most deductions and apply the same tax rate to all
incomes

float: provides financial breathing room if you are short of cash. This is the value of
the money that stays in your account until a check you wrote is processed

foreign exchange market: place where foreign currencies are bought and sold
fractional reserve banking: system in which banks hold a percentage of their
customers' deposits and lend the rest

franchise: a license to operate an individually owned business as if it were pan of a
large chain

franchisee: one who purchases a franchise

franchising: setting up a system like McDonald's. A company (the franchiser) grants
the right to use its name and sell its products to a person or group (the franchisee)

free enterprise: an economic system based on the private ownership of property,
competition, and the profit motive

free market: a market that operates under conditions of perfect competition

free trade: the absence of any trade restrictions

free trade association: agreement among countries to remove trade restrictions
among themselves

frictional unemployment: temporary, unavoidable unemployment

fringe benefits: items other than wages that the employer pays for, such as health
insurance, retirement plans and vacations

full-service brokers: like the full-service island at the gas station. You usually pay
more, but you also get more in this case a wide range of services including advice on
what stocks to buy and sell. The "self-serve" variety of broker is called a discount
broker, who generally just handles trades

full-time: working all the normal working time (i.e. about seven hours a day, five
days a week)

futures contract: legally binding agreement to buy or sell a commodity or financial
instrument at a specific price and on a set date. Unlike an option, in that the seller
must sell and the buyer must buy at the established time. Futures can be traded
among parties.

G

General Agreement on Tariffs and Trade (GATT): an international accord meant
to stimulate trade. It encourages lowering tariffs and abolishing quotas that restrict
imports.

general partner: general partners are liable for all of their partnership's debts
generally accepted accounting principles (GAAP): rules and procedures generally
accepted by accountants. The rules guide them in assessing and reporting on a
company's finances.

generic products: products sold without a trademark or brand name

goods: tangible items of value
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government-owned corporation: one that has been created to provide services that
private enterprise is unable or unwilling to offer

grants-in-aid: money given by the federal government to state and local
governments for a specific purpose

Great Depression: the worst depression in American history, lasting from 1930-
1940

grievance procedures: procedures that employees follow if they feel they have been
treated unfairly

gross domestic product (GDP): key indicator of an economy's health, annual value
of goods sold and services paid for inside a country

gross national product (GNP): a measure of the nation's total output of goods and
services per year. GNP is a key indicator of an economy's health; it's the value of all
the goods and services produced by a country in a given period of time, including
income from other countries.

gross profit: sales revenue minus the cost of making or buying the things that were
sold (cost of goods sold). If a manufacturer sold 10 bikes for $300 apiece, and each
bike cost him $250 to make, the company's gross profit is $500.

gross sales: revenue from a company's total sales before deducting for returns and
discounts

growth funds: mutual funds that invest in companies that pay little or no dividends
and reinvest their profits in expansion and in research and development. You buy
these if you're willing to give up dividend income in return for a chance at big gains
in the stock price over time.

H

health maintenance organization (HMO): type of health insurance that entitles
members to unlimited visits to a doctor

horizontal merger: combination of companies in the same business

household: one or more persons living in the same dwelling (such as a house or an
apartment) and functioning as an economic unit

housing co-ops: multiple dwelling units that are owned by their tenants

human resources (labor): the physical and mental effort needed to produce goods
and services

I

imperfect competition: Joan Robinson's term to describe markets in which sellers
have more freedom to determine prices than in perfect competition but less than in
monopoly

import: good or service purchased from a seller in another country

incidence: see tax incidence.

income from continuing operations: revenue minus expenses, including taxes. This
doesn't include income from discontinued operations, like a closed arm of the
corporation; extraordinary items or the financial effect of a change in accounting
principles
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income statement: see profit and loss statement

income tax: a tax on the income earned by individuals and corporations

index number: a measure of relative value compared to a base number

individual retirement account (IRA): you may place $2,000 a year in these
accounts, which are used to invest in stocks, certificates of deposit, etc. The
contributions may be tax deductible depending on whether you're covered by a
company retirement plan and whether your adjusted gross income is low enough.
IRAs accumulate money tax- deferred.

inelastic demand: condition that exists when a change in a good's price has little
impact on the quantity demanded

inflation: period of rising prices during which the purchasing power of the dollar is
falling. An increase in the general price of consumer goods and services, What the
Federal Reserve chairman is always trying to keep under control so it doesn't harm
the economy

infrastructure: the basic facilities, such as roads, harbors and utilities, on which the
smooth operation of the economy depends.

injunction: a court order forbidding an individual or organization from engaging in
an activity. Courts issue this to stop a person or group from doing something that
might cause future harm, input: anything that goes into the production process
in-store promotion: promotion of a product inside a shop, by demonstrations, etc.
insurance: protection against financial loss by sharing risks with others

interest: what a borrower pays for the privilege of using someone else's money for a
given period of time. Income derived from allowing someone else to use one's capital
internal funds: funds, such as profits, that come from within the firm

International Development Association (IDA): agency of the World Bank that
makes very long-term loans to the poorest of nations

International Finance Corporation (IFC): provides capital and managerial
assistance to private business in the less- developed countries.

International Monetary Fund (IMF): an international lending institution that
focuses on stabilizing currencies. The United States contributes heavily to the fund
and has the greatest number of votes about where to lend money. This is the group
trying to resuscitate Asia's troubled economies by pouring in billions so the countries
can repay debt (an agency that lends foreign exchange to LDC's and other member
nations)

interview: a formal meeting in which someone asks you questions to find out if you
are suitable for a job, course of study, etc.

inventory: stock of goods held by a business

investment: placing of money so that it will increase in value or to purchase real
capital (equipment, new tools, industrial buildings) to be used in the production of
goods and services

investment bankers: companies that help other companies raise capital through the
sale of new stock and bonds

issue: to officially produce something such as new stamps, coins, or shares and make
them available for people to buy
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J
job discrimination: practice of favoring one group over another in hiring, salary or
promotion for reasons that have nothing to do with ability

L

L: the broadest definition of the U.S. money supply. Includes everything found in the
other definitions (see Ml, M2 and MS) plus U.S. savings bonds, Treasury bills, and
other credit instruments

labor force: consists of all those people 16 years of age or older who are currently
employed or are looking for a job

labor unions: associations of workers formed to promote the interests of their
members

labor: the human effort required to produce goods and services

laborer: generally, refers to unskilled workers, such as freight handlers, sweepers,
trash collectors and the like

Labor-Management Relations Act: also known as the Taft-Hartley Act. The law
governs unions' behavior. Among other things, it forbids unions from forcing
prospective employees to become union members in order to get hired. It also forbids
using dues to run campaigns for national union elections.

laissez faire: French term meaning "let them do"; describes a policy of minimal
involvement of government in business

launch: to start a new activity, especially one that involves some risk

law of demand: all else being equal, more items will be sold at a lower price than at
a higher price

law of diminishing returns: as variable inputs are applied to the fixed input; output
will increase at first. But, if the process is continued, a point will be reached (the
point of diminishing returns) at which output per unit of input ill begin to decrease.
law of supply: sellers will offer more of a product at a higher price and less at a
lower price

legal monopoly: right to be the sole provider of a good or service, such as public
utilities, patents and copyrights

legal tender: currency accepted in payment of debt

less-developed countries (LDC's): countries in which per capita real income is
much lower than in industrialized nations

leveraged buyout (LBO): the purchase of a company using borrowed money.
Usually the buyer secures the loan with the assets of the company to be purchased
liability: any claim ort, or debt of, a business or individual

limited liability: advantage of a corporation allowing a stockholder no legal
responsibility for its debts beyond the sum. he or she has invested in the corporation
limited partner: an owner in a limited partnership who's liable only up to the amount
of money invested
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line of credit: financial institutions offer this to some customers. It allows the
customer to borrow up to a certain amount of money without applying for another
loan

liquidity: the ease with which savings or other assets can be converted to cash

load fund: a mutual fund that charges a commission for the stockbroker or financial
planner who's marketing it

lockout: suspending business and wages to pressure a union to accept management's
terms. Management prevents union employees from entering the workplace and
doing their jobs.

long-term loans: loans that mature (come due) in more than a year

loss leader: article which is sold at a loss to attract customers

M

MI: the narrowest definition of the U S

money supply: includes currency in circulation, demand deposits, other checkable
deposits, and travelers® checks.

M2: a broader definition of the U.S. money supply; includes all of Ml plus savings
and time deposits of less than $100,000, money-market deposit accounts, and shares
of money-market mutual funds head by households and small businesses.

M3: broader definition of money; includes all of M2 plus deposits of $100,000 or
more and shares of money-market mutual funds that are used by large institutions and
corporations.

macroeconomics: the study of the economy as a whole

margin: the amount a customer deposits in a special account kept by a stockbroker.
The customer uses the money in this margin account, combined with money
borrowed from the broker, to purchase stock (called buying on margin).

market: place where buyers and sellers come together. The group of people who can
and want to buy a product now or later. As in, is there a market for this $3,000
bicycled

market economy: an economic system in which national economic decisions are the
result of decisions by individual buyers and sellers in the marketplace

market price: price at which goods or services and money will actually be
exchanged. The price at which supply exactly equals demand

market segmentation: division of the market or consumers into certain categories
according to their buying habits

market share: a company's or product's portion of the total market for that good
marketable securities: securities, like government bonds, that can be sold easily. On
balance sheets, they are listed as current assets because they're expected to be
converted to cash in the near future, usually one year

marketing: the process of identifying needs and satisfying these needs with suitable
goods or services, through product design, distribution and promotion, either as a
business or as a non-profit-making organization

marketing agreement: contract by which one company undertakes to market
another company's products
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marketing board: organization set up by the government or by a group of producers
to help producers market a certain type of product

marketing budget: money set aside by an organization for its marketing activities
marketing communications: all methods of communicating used in marketing, such
as television, radio and sales literature

marketing concept: business idea or philosophy based on the importance of profit,
consumer satisfaction and the welfare of the general public

marketing department: department in a company which specializes in using
marketing techniques to sell a product, and which is responsible for taking marketing
initiatives such as advertising and public relations

marketing effort: company's marketing activities

marketing intelligence: information about a market that can help a marketing effort
marketing manager: person in charge of a marketing department

marketing mix: combination of all the elements that make up marketing, such as
price and distribution and advertising

marketing model: overview of the entire marketing process which can be shown
graphically, possibly using a computer, and used to solve problems

marketing opportunity: possibility of going into a market for the first time
marketing plan: plan, usually annual, for a company's marketing activities,
specifying expenditure and expected revenue and profits

marketing policy: basic attitudes underlying a company's marketing activities
marketing research: all research carried out in the interests of successful marketing,
including market research, media research and product research

marketing services: marketing functions other than selling, such as market research
and advertising.

marketing strategy: strategy or planning for marketing activities

marketplace: open space in the middle of a town where a market 1s held; situation
and environment in which goods are sold

mass production: the production of goods and services on a large scale using
division of labor and machinery or technology

mediation: method for settling labor disputes in which a third party makes non-
binding suggestions (using a neutral third party to settle a dispute by fostering
compromise among battling groups). Can be used in labor-management disputes.
mercantilists: Some of the first modern economists who believed that nations should
behave like merchants competing with one another; they wanted government support
to keep the nation's businesses competitive

merchandizing: organizing the display and promotion of goods in retail outlets
merger: combination of previously separate firms into one

microeconomics: the study of the individual parts of the economy, with special
attention to the market process and how it works

minimum wage laws: establish the lowest legal wage that an employer can pay
mint: to make coins

mixed economy: economic system that combines elements of public ownership of
the means of production with private ownership
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monetary: referring to money or currency

monetary policy: use of the Federal Reserve's power to control the supply of money
and credit to influence economic activity in the nation as a hole, particularly to
control inflation and stimulate economic growth

monetary system: the system used by a country to provide the public with money for
internal use and to control the exchange of its own currency with those of foreign
countries

money market deposit accounts: a bank account that pays a variable rate of interest
based loosely on market rates. Often used by people who need to keep money readily
available, but want to try for a higher return than on regular bank accounts.

Added bonus: they're federally insured

money market funds: mutual funds that use the resources of their investors to buy
money-market certificates. Funds that put their money in short-term investments.
Considered pretty safe because the funds invest in such things as U.S. government
securities and bank certificates of deposit

money market: market for short-term credit instruments such as Treasury bills
money: can be anything that is generally accepted in payment for goods and services
monopolist: seller who controls the supply of a good or a service

monopolistic competition: a market in which many firms are selling similar (but not
identical) products

monopoly: market in which there is only one seller. What you tried for in the game
with the same name: complete domination of a market. When you have a monopoly,
you have no competitors for what you're selling

mortgage: a long-term loan usually used to finance a building

municipal bond: these bonds are issued by state or local government entities, such as
cities and counties. Interest earned is generally tax-free

mutual funds: corporations that sell stock and use the proceeds to invest or speculate
in the securities markets. These funds pool money from many investors, and fund
managers invest the money in specific types of securities. Money market funds are a
type of mutual fund.

N

NASDAQ (The National Association of Securities Dealers Automated
Quotations System): a computerized system that lists price quotes for many over-
the-counter stocks, as well as some other stocks

National Labor Relations Act: federal law that created the National Labor Relations
Board to supervise union elections and that banned certain unfair labor practices by
employers. The NLRB can rule on whether labor practices are unfair, although the
decisions are appealable to the courts.

nationalization: government takeover of a privately owned industry

natural resources (land): the things provided by nature that go into the creation of
goods and services

negotiable order of withdrawal (NOW) accounts: interest- bearing accounts on
which the depositor is entitled to write checks
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net exports: the difference between total exports and total imports over the course of
a year

net income: the bottom line, after everything is paid up, including taxes. What's left
after all expenses are deducted from total revenue. Dividends are paid from net
income.

net interest: an item in the federal budget representing the difference between the
interest earned by the government on its investments and the interest it must pay on
its debts

net worth: the difference between a firm's assets and its liabilities. Equity. Fair
market value of total assets minus total liabilities

no-load fund: mutual fund that doesn’t t charge a commission, non-price
competition: methods other than selling-price changes used by firms to compete with
one another

nonprofit corporations: or simply nonprofits. Organizations that don't exist to make
a profit. Usually, the groups are dedicated to charitable or educational efforts; they
are, therefore, exempted from income taxes

note receivable: what you put on the books if you're owed money by someone who
has signed a promissory note, which states you will be paid a certain amount by a
certain time

notes payable: short-term loans owed by the corporation

not-for-profit corporation: one that has been organized to serve some particular
educational, social, charitable or religious purpose rather than to earn a profit

(0]

Occupational Safety and Health Administration (OSHA): an arm of the U.S.
Department of Labor that attempts to keep people safe in their workplace by setting
safety standards and enforcing them. OSHA will inspect for such problems as
contaminants in a factory's air.

oligopoly: market dominated by a few large firms. Not quite a monopoly, but getting
there. A small group of large suppliers dominate a market, providing similar versions
of a product, like cars.

OPEC (Organization of Petroleum Exporting Countries): a cartel of crude-oil
producing countries formed to regulate the production and prices of petroleum on
international markets

open (or public) corporation: one whose stock is sold to the public

Open Market Committee: agency of the Federal Reserve that regulates the nation's
money supply

open shop: a business open equally to union and nonunion workers

open-end fund: mutual fund that doesn't limit its number of shares

open-market operations: refer to the purchase and sale of government securities by
the Fed's Open Market Committee.

opportunity cost: the amount of goods and services that must be given up in order to
obtain other goods and services
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option: the right to buy or sell stock at a given price within a certain period of time.
Options are often traded

Output per worker per hour: terms in which productivity is usually measured
overhead costs: money spent on the day-to-day cost of a business

over-the-counter market (OTC): brokerage firms around the nation that buy and
sell securities of smaller firms not listed on the large exchanges. A virtual
marketplace for trading securities. Dealers conduct transactions via computer or
telephone, rather than through an auction at a central location, like the New York
Stock Exchange.

P

partnership: unincorporated business owned by two or more people who share
profits and losses. Owners are personally liable for the partnership's debt

passbook and statement savings accounts: savings accounts offering ease of
withdrawal, safety of principal, and low interest rates

patent: a monopoly to use a new product or idea exclusively for 17 years

peer review panels: committees made up of management and labor representatives
who listen to worker grievances and rule on them

penetration pricing: pricing a product low enough to achieve market penetration
penetration strategy: selling more of a company's products into a market segment,
shown as a percentage of the total market, by aggressive pricing and advertising

per capita real GNP: GNP adjusted for changes in average prices and divided by the
population; a figure showing the amount of real goods and services per person
produced in the nation in a given year

perfect competition: a market for uniform products in which there are many buyers
and sellers, no one of which is big enough to affect the price, and full knowledge of
market conditions

physiocrats: thinkers in 18th-century France who believed that because natural
resources were the source of wealth, it made little sense for government to promote
business

picketing: effort by unions to inform the public of a labor dispute by parading in
front of their workplace with signs listing their grievances

poison pill: companies resort to poison pills when someone is trying to take them
over. To discourage the suitor, the takeover prospect takes on a heap of new debt or
does something else to make the stock less attractive

political action: refers to the effort by labor unions to enlist the support of
government and politicians for their programs

popularity appeal: suggestion that simply using the advertised product will make
you popular

preferred stock: stock that receives a specified dividend before any dividends are
paid on common stock and that receives a share of the assets of a liquidated
corporation ahead of common stockholders. If you own this higher class of stock, you
get your dividends before common stockholders. If the company folds, you also get
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assets before common stockholders do. The one thing you usually don't have is
voting rights

premium: an amount of money paid in addition to the usual amount; at a premium
difficult to obtain and more expensive than usual

price: the money value of a good or service

price discrimination: practice of selling the same product for less to one company
than to another

price-earnings ratio: one measure of how much faith investors have in a particular
stock; it shows how much they're willing to pay for each share of a corporation's
earnings. You calculate it by dividing the current price per share by the earnings per
share for the last year

price stability: the absence of inflation or deflation - a period of time in which there
1s little change in what the dollar can buy

price system: economic system in which resources are allocated as a result of the
interaction of the forces of supply and demand

price war: a situation in which businesses compete to attract customers by lowering
prices primary market: market where new issues of securities, like stocks, are sold
and the proceeds go to the issuer

prime rate: interest rate banks charge their most credit-worthy commercial
customers for loans. Often given to large corporations, principal: the amount
borrowed.

private property: basic right of the free enterprise system that guarantees the
individual's right to own, use, and dispose of things of value

pro forma income statement: a statement of revenue and expenses that includes
some hypothetical values. It shows what could be expected to happen if a corporation
decided to go through with a takeover, for example

producer co-ops: manufacturers and marketers of products on behalf of their
members

product: the good or service one receives in an exchange

product differentiation: process of creating uniqueness in a product

product labeling: attaching to a product statements identifying its contents and use
production-possibilities curve: a curve showing the possible combinations of total
output that could be produced if a nation's resources were fully employed

productive capital: things used to produce goods and services; machines, tools,
factories, equipment, etc.

productivity: the output of goods and services as measured per unit of time, or per
person, per company, per industry, or for the whole economy. What plummeted
nationwide during the President Clinton-Monica Lewinsky controversy. Productivity
measures how much work you get done in a given period of time

profit: the money that remains after the costs of doing business have been paid.
Difference between a firm's total revenues and its total costs. Same as income, the
difference between revenue and expenses, before taxes

profit margin: difference between cost and selling price. A good measure of a
company's efficiency, this essentially tells you how much the company makes off
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sales after expenses are paid. Generally, the higher the profit margin. the more
efficient the company. Net profit margin is net income divided by net sales. Gross
profit margin is gross profit divided by net sales

profit motive: the desire to benefit from the investment of time and money in a
business enterprise

profit-and-loss statement: summary of a firm's revenue, costs and taxes over a
period of time

profit-sharing plan: if your company's doing well, this is one great perk. The
company gives employees bonuses tied to the amount of profit it makes

progressive tax: one that takes a larger percentage of a higher income and a smaller
percentage of a lower income

promote a new product: to increase sales of a new product by a sales campaign
promotion: program designed to sell goods or services to the public. All means of
conveying the message about a product or service to potential customers (by publicity
or sales campaign or TV commercials or free gifts, etc.).

promotional allowance: discount which is offered to a buyer in return for some
promotional activity in connection with the product sold, promotional budget:
forecast cost of promoting a new product

promotional campaign: coordinated activities to increase sales of a new product
promotional discount: special discount offered as part of the promotion for a
product

promotional mix: combination of all the elements that make up a company's
promotion

proportional tax: one that takes the same percentage of all incomes regardless of
size

promotional tools: material used in promotion, such as display material and sales
Literature

prospectus: a statement containing pertinent financial information published when a
corporation is about to issue new securities

protective tariff: tariff levied to protect a domestic industry from foreign
competition (see revenue tariff)

proxy: a written authorization transferring voting rights to another at a stockholders'
meeting

public utilities: privately owned firms that provide an essential public service and
are subject to government regulation

purchasing power: value of money

push strategy: attempt by a manufacturer to push the product towards the customer
put: an option to sell a certain amount of stock at a specific price during a specific
time

Q

qualification: something such as a degree or a diploma that you get when you
successfully finish a course of study
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quality circles: small, voluntary groups of employees who meet regularly to identify
and solve work problems

quality control: maintaining acceptable and dependable levels of quality in
production

quotas: restrictions on the number of goods that can enter the country from abroad.

R

raise: collect money for a particular purpose, get a loan from a bank

rate of exchange: the price at which a particular currency sells in terms of other
currencies

rate of inflation: annual percentage increase in the general level of prices

rate of return: the amount of interest or dividends stated as a percentage of the
principal of an investment

rational appeals: rely on logic or reason to convince the consumer to buy a product
raw materials: raw as in unfinished. The stuff finished products are made of

real GNP: GNP adjusted for changes in the price level; the value of goods and
services produced in the nation in a given year

recession: the bottom of the business cycle; a period of low business activity and
high unemployment. A time when business is slow, people lose jobs and sitting
presidents worry about their re-election prospects as people tend to blame them for
economic woes. Technically speaking, six months or more of a decline in the gross
domestic product.

regional exchanges: national securities exchanges (not in New York City). These
exchanges are registered with the U.S., Securities and Exchange Commission.
Chicago has one.

regressive tax: one that takes a higher percentage of a low income and a lower
percentage of a high income

rent: return paid to those who supply the factor of production known as land
research and development (R&D): activity directed toward discovering new
products and processes

reserve ratio: the proportion of a bank's deposits that must be kept on reserve at the
Federal Reserve bank or in its own vaults

reserve requirements: set by the Federal Reserve, these rules require member banks
to keep a certain amount of cash and other liquid assets on hand or at a nearby
Federal Reserve bank. The amount is stated as a percentage of deposits. The rules
help the Fed control lending and the nation's money supply.

reserves: fixed portion of bank's deposits that cannot be loaned

resources: anything used as an input in the creation of goods and services

retail margin: the difference in price between what retailers pay for a product and
what they sell the product at

retailer: person who runs a retail business, selling goods direct to the public

retail price: price at which the retailer sells to the final customer
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retained earnings: undistributed profits, often used to finance major projects. What's
left of earnings after dividends are paid. These are cumulative; they’re additions to
capital earned since a company's birth

return on owners' equity: a measure of profitability. Net income is divided by
common stock equity

revenue tariff: tax on imports designed to raise money for the government (see
protective tariff)

revolving credit agreement: you have one of these for your charge cards. The lender
lets you borrow up to a certain amount again and again; once you pay off part of the
loan you can reborrow that part. In other words, once you pay off one shopping spree,
you can start on another

right-to-work laws: state laws guaranteeing individuals the right to hold a job
without being required to join a union

Right-to-work laws have been enacted in: Alabama, Arizona, Arkansas, Florida,
Georgia, Idaho, Iowa, Kansas, Louisiana, Mississippi, Nebraska, Nevada, North
Carolina, North Dakota, South Carolina, South Dakota, Tennessee, Texas, Vermont,
Virginia, and Wyoming.

rural community: one in which there are fewer than 2,500 residents and one that is
far from any urban community

S

S corporation: business organization that enjoys the advantages of the corporation
without being subject to corporate taxes

sales tax: a regressive tax added to the price of goods at the time they are sold
savings institution: financial institution that holds personal savings for safekeeping
and pays interest

scarcity: a limit to the supply of productive resources or consumer goods in relation
to producers' or consumers' demand for them

secondary boycott: when a union puts the squeeze on. It organizes a boycott of
companies that do business with the company the union is battling. The idea is to
isolate the company fighting with the union, hurting its business by cutting off
supplies or buyers

secondary market: where securities are traded after their initial issuance. Money
from trades goes to dealers and sellers, not to the company that originally issued the
security. Secondary markets include exchanges, as well as virtual marketplaces - the
over-the-counter markets of computer and telephone lines

secured bonds: bonds backed by collateral or a lien. If the bond issuer defaults, he or
she must hand over whatever asset was pledged - such as a house - so the creditor can
recoup the loss on the bond

secured loan: to get one, you have to promise to hand over specific assets if you
default

securities: stocks, bonds and a host of other investments, including certificates of
deposit. Investments for consumers; ways of raising cash for the issuer, including
corporations and governments.
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Securities and Exchange Commission (SEC): Federal agency charged with
protecting the public against wrongdoing in the sale of securities

security exchange: market where brokers meet to buy and sell stocks and bonds
security: something such as property or other goods used to provide a guarantee for a
loan

selling costs: costs involved in distributing, promoting and selling a product

selling price: price at which someone is willing to sell

selling short: gamblers love this technique that lets them bet a stock price will drop.
It works this way: you borrow stock from your broker and sell it. If the price drops,
you buy the shares you owe the broker and return them, pocketing the difference
between what you sold them for and what you bought them back for. You're in
trouble if the price rises since you still owe the broker his shares

seniority: the importance assigned to a worker's length of service when it comes to
questions of raises or layoffs, etc.

service industries: businesses which provide services, such as health care, legal
advice or appliance repair

services: intangible items of value, such as the work of physicians, lawyers, actors or
mechanics

share: one of the equal parts of a company that you can buy as a way of investing
money

share capital: value of the assets of a company held as shares less its debts
shareholder=stockholder: a person who owns shares in a company

Sherman Antitrust Act: a law passed by Congress in 1890 that prohibits
monopolies or any business combination that restrains trade. First U.S. antitrust law.
Outlawed price-fixing - when competing companies collude to set similar, high prices
short-term credit instruments: notes and other items that come due in a year or less
short-term loans: loans that must be repaid in a year or less

slogans: words or phrases used in advertising that sound great but mean little or
nothing

small business: a little company with low turnover and few employees

Small Business Administration (SBA): U.S. agency that nurtures small businesses.
Provides low interest loans

socialist economy (socialism): economic system in which the principal means of
production are owned by the state, and resources are located by central planning

sole proprietorship: a business that is owned by one person

specialization: production of a limited variety of products by a business, region or
country

specie: money in the form of coins

stability: being steady or not moving up and down

standard of living: a measure of the amount of goods and services an individual or
group considers essential

stock: share in the ownership in a corporation

stock insurance companies: an insurance company owned by stockholders
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stock market indicators: indexes of stock-market performance, including the S&P
500 and the Dow Jones Industrial Average. Indicators help investors figure out if
their mutual fund or stock is doing as well as the rest of the market.

stock option: popular form of employee compensation, most often given to
executives. The options allow executives to buy stock for a number of years at or
below the share price when the option was granted. This is an added incentive for
executives to maximize company profit and increase share prices.

stock split: corporations do this to make shares more affordable. They multiply the
number of shares, while keeping the aggregate value of stock even. In a 2-for-1 split
of shares worth $50, an investor would have twice as many shares as he had, but each
would be worth $25.

stockbroker: person in charge of a client's stock trades. If the stock is traded on an
exchange, the broker relays buy and sell orders to representatives on the exchange
floor. Full-service brokers give advice on which stocks to buy; discount brokers
generally charge less, but usually don't offer advice

stockholder=shareholder: owner of stock in a corporation

strike: work stoppage to pressure management to accept union demands

structural unemployment: unemployment resulting from changes in technology,
consumer preference or movement of jobs from one region to another

subsidy: financial aid

subsistence level: the level of income necessary to maintain a minimum standard of
living; any less will result in hunger and disease

supply: refers to the number of items that sellers will offer for sale at every price at a
particular time and place

supply schedule: a table showing the quantities of a product that would be offered
for sale at various prices at a given time

surplus: excess of revenues over expenditures

T

target: thing to aim for

target market: market in which a company is planning to sell its goods

tariff: a federal tax or duty on imports or exports. Japan's import tariffs drive U.S.
trade negotiators nuts. The tariffs protect Japan's domestic industries by raising
foreign producers' expenses and usually the price of their goods

tax base: the money, property and people on whom taxes could be levied

tax incidence: the final effect of a tax; who will really have to pay the tax
technological revolution: refers to a relatively sudden change resulting from the
introduction of new products or processes

technology: the application of science to commerce and industry

term loans: loans that are generally several years long.

testimonials: advertisements in which a famous person claims that he or she uses and
enjoys a particular product

thrift institutions: savings and loan associations, mutual savings banks and credit
unions
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trade deficit: what the U.S. has with Japan. Imports exceed exports — or we buy
more than we sell. Opposite of trade surplus.

trade loans: credit extended by vendors to their customers

trade surplus: exports exceed imports — or you sell more than you buy. Opposite of
trade deficit. trademarks: special designs, names or unique symbols that identify a
product, service or company

trade-off: giving up one thing in order to obtain something else

traditional economy: an economic system that allocates scarce resources according
to custom; change and growth are very slow; people do what their parents did before
them; and most goods are produced and consumed locally

transfer payments: payments that represent a redistribution of wealth, such as Social
Security benefits, pensions, welfare, rather than an exchange for goods or services
travelers’ checks: checks sold by certain banks and specialized firms (such as
American Express) that arc refundable if lost or stolen

treasurer: someone who is in charge of the money that belongs to an organization.
Treasury (the): a government department responsible for a country's financial
matters.

Treasury bills: securities of the federal government issued for terms of less than a
year. The purchasers are lending money to the government

trust: an arrangement whereby a bank provides safekeeping and management of
funds for individuals, estates or institutions such as pension funds. The term also
refers to a specific form of monopolistic practice, and sometimes to monopoly in
general - as in "antitrust law". turnover: amount of sales of goods or services by a
company in a particular period of time

U

underground economy: exchanges of goods and services not reported to the
government for tax purposes

underwrite: to assume risk, as in the case of those who underwrite the sale of
securities by purchasing an entire issue from the corporation and marketing it on their
own

underwriting: buying an initial stock or bond offering and selling it to the public.
Investment bankers are underwriters; they make money by charging more for the
stock or bonds than they paid for the securities

unemployment rate: indicator of economic activity that compares the number of
people in the labor force to the number looking for work; percentage of the labor
force unable to find jobs

Uniform Commercial Code (UCC): a comprehensive set of business laws adopted
by almost all the states. The idea was to make the rules of commercial transactions
-such as the sales of goods -universal

union shop: allows nonunion workers to be hired on condition that they join the
union

unit cost: the cost of producing an item, determined by dividing total costs by the
number produced
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unit price: the price of one item

United States savings bonds: small-denomination certificates issued by the U.S.
government for relatively long terms; purchasers are lending money to the
government

unlimited liability: requirement that the owner or owners assume full responsibility
for all losses or debts of a business

urban community: one in which 50,000 or more people live in a central city and its
surrounding suburbs

urban enterprise /one: area offering special tax incentives to businesses locating
within its boundaries

Utopian socialists: creators of small, ideal communities in which factories were
owned by the workers and profits shared by all

v
value added' the amount added to sales value through production. It's considered
good for an economy to produce lots of value-added goods, which adds jobs, rather
than shipping raw materials elsewhere to be processed. Smoked salmon is a value-
added product because it's processed and more expensive than regular salmon
value-added tax (VAT): tax levied on the value added to goods at every stage of
production

variable costs: costs that increase as the number of units produced increases

variable expense: expenses that increase or decrease with the volume of business
variable-rate loan: a loan with an interest rate that changes, tracking market
conditions

velocity: the number of times that the money supply is spent in a year; the speed at
which money circulates

venture capital: money available for high-risk investments

vertical integration: vertical merger

vertical merger: combination of companies involved in different steps of the same
production process; also called vertical integration

W

wages: the price paid for the use of labor. (To the economist, the term refers to the
nation's wealth paid to labor, as distinct from other forms of income - rent, interest,
and profit.)

wampum: a form of money used by Native Americans

wealth: the total value of one's tangible assets.

World Bank: officially, the International Bank for Reconstruction and Development,
the bank is an international agency that makes loans to less-developed countries as a
way of stimulating economic growth. (This international bank focuses its lending on
helping developing countries develop.)

Y

136



yellow-dog contract: agreement signed by workers in which they promise not to join
a union. Outlawed by the Norris - LaGuardia Act.

yield: actual amount of interest earned; depends on the rate of return and the
frequency of compounding.
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Cucrema BUIOBpMEHHBIX (hopM aHTIHICKOTO s13bIKa (Active Voice)

Cucrema BUAOBpMEHHBIX opM aHTIMKcKoro s3bika (Passive Voice)

IRREGULAR VERBS

Bare Past
infinitive simple
arise arose
awake awoke

be was, were
bear bore

beat beat
become became

begin

began

Past
participle

arisen
awoken
been
borne

beaten
become
begun

Translation

BO3HUKATh
paz0yuTh
SIBIIATHCS, OBITH
pPOXKIATh,
MEPEHOCUTH
OUTb, yAapsITh
CTAHOBUTHCS
HAYUHATh
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bend
bind
bite
bleed
blow
break
bring
build
burn
burst
buy
catch
choose
come
cost
creep

cut
deal
dig
do
draw

dream

drink
drive
eat
fall
feed
feel
fight

find
fly
forbid
forget
forgive
freeze
get

give
go
grind

bent
bound
bit

bled
blew
broke
brought
built
burnt/burned
burst
bought
caught
chose
came
cost
crept

cut
dealt
dug
did
drew

dreamt/dreamed

drank
drove
ate
fell
fed
felt
fought

found
flew
forbad(e)
forgot
forgave
froze

got

gave
went
ground

bent crubath
bound BSI3aTh
bitten KycaThb
bled KPOBOTOYHTH
blown Iy Th
broken JIOMaTh
brought MPUHOCUTD
built CTPOUTH
burnt / burned CKUTaTh
burst B3pbIBaTh
bought MOKYIaTh
caught JIOBUTH, MOUMATh
chosen BBIOpAaTh
come MIPUXOJIUTh
cost CTOUTDH
crept I10J13aTh,
YyBCTBOBATh MYPAIIIKH IO Ty
cut pe3aThb
dealt UMETBH JEJI0
dug KOMNaTh
done ZeaTh
drawn pHUCOBaTh,
TSHYTb
dreamt /dreamed BuIETH CHBI,
MeJTaTh
drunk IIUTh
driven BE3TH
eaten €CTh, KyIlIaTh
fallen aJ1aTh
fed KOPMUTH
felt YyBCTBOBATh
fought OTCTauBaTh,
BeCTU Ooit
found HaXOJIUTh
flown JETETh
forbidden 3ampeniaTh
forgotten 3a0bIBaTh
forgiven IpOLIATh
frozen 3aMOpPAKHUBATh
got / gotten MOJTy4aTh,
JI0CTaBaTh
given aBaTh
gone/been UATH
ground nepeMalibIBaTh



grow
hang
have
hear
hide
hit
hold
hurt

keep
kneel

know
lay
lead
learn
leave
lend
let
lie
light
lose
make
mean
meet
pay
put
quit
read
ride
ring
rise
run
say
see
seek
sell
send
set
Sew
shake
shine
shoot

grew
hung/hanged
had

heard

hid

hit

held

hurt

kept
knelt

knew
laid
led
learnt / learned
left
lent
let

lay

lit

lost
made
meant
met
paid
put
quit
read[red]
rode
rang
rose
ran
said
saw
sought
sold
sent
set
sewed
shook
shone
shot
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grown pacTtu

hung / hanged BeIlIaTh, BUCETh

had UMETh

heard CJIBIIIATH

hidden psATaTh

hit yaapsTh

held JepKaTh

hurt MPUYUHUTD
00JIb, paHUTH

kept JIEPKaTh,
XPaHUTD

knelt MPEKIJIOHATD
KOJICHA

known 3HaTh

laid KJIaCTh

led BO3IJIABIISTH

learnt/learned YUUTBCS

left MMOKHUIATh

lent 1aTh B3alMBI

let MO3BOJIATH

lain JIeXKATh

lit OCBEIIATh

lost TEPSAThH

made neJaTh

meant UMETh B BULY

met BCTpEYaTh

paid MJIaTUTh

put KJIacThb

quit MpeKpaiarh

read[red] YUTATh

ridden eXaTh BEPXOM

rung OKPY>KUTb KOJIBIIOM

risen BCTaBaTh

run 0exath

said TOBOPUTH

seen BUJICTh

sought UCKAaTh

sold POJIaBaTh

sent MOCHIIATh

set yCTaHaBJIMBATh

sewn IIUTh

shaken TPACTH

shone CBETHUTh

shot CTPEIAThH



show
shrink
shut
sing
sit
sleep
slide
smell

speak
speed
spend
spill
spin
spit

split
spread
spring
stand
steal
stick
sting
strike
swear

sweep
Swim
swing

take

teach

tear

tell

think
throw
understand
wake

wear
weep
win

wind
write

showed
shrank

shut

sang

sat

slept

shid
smelt/smelled

spoke

sped / speeded
spent
spilt/spilled
span/spun

spat

split
spread
sprang
stood
stole
stuck
stung
struck
swore

swept
swam
swung
took
taught
tore
told
thought
threw
understood
woke

wore
wept
won
wound
wrote
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shown MTOKa3bIBATh
shrunk COKpaIiath
shut 3aTBOPSATH
sung MeTh
sat CHUIIETH
slept CraTh
slid CKOJIB3UTD
smelt/smelled 4yBCTBOBATh
3armax
spoken TOBOPUTH
sped / speeded  cnemuThb
spent TpaTUTh
spilt/spilled MPOJIUBATh
spun BpaIarb
Spat HacaXxuBaTbhb
Ha BepTe
split pacKaJibIBaTh
spread MPOCTUPATh
sprung JaBaTh POCTKH
stood CTOSITh
stolen BOPOBATh
stuck BTHIKATh
stung JKaIIUTh
struck yAapSTh
sworn MPUCSTHYTb,
OpaHUThCS
swept CHOCUTbH, CMBIBAaTh
swum TUTaBaTh
swung Ka4yaThb, BEPTETh
taken Opathb
taught YUUTh
torn pBaTh
told pacckasblBaTh
thought TyMaTh
thrown Opocatb
understood MIOHUMATh
woken MIPOCHYTHCA,
poOyKIaTh(cCsl)
worn HOCHUTh
wept IUIaKaTh
won BBIUTPATH
wound 3aBOJIUTH(YACHI)
written nMcarh
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