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HNPEJUCJIOBHUE

B mocnemnee necsATmieTHE MPENNPHHAT pPsI IIaroB 110
MOJICpHU3AIMN COAEPKaHUA MNPOPECCHOHATBFHOTO 00pa3oBaHus,
TTOBBIIIICHAS ero Ka4yecTBa, WHTETpaIuu poccuicKoTo
PO ECCHOHATTEHOTO o0OpazoBaHUs B MeXITyHapOIHOE
o0pa3oBareibHOEe MPOCTPAaHCTBO. B mepBylo oyepenb, peub HACT O
BXOokaeHnn Poccnn B BooHCcKkuit miporiecc, 0 MOBBIICHUH THOKOCTH
00pa3oBaTeibHBIX NPOTpaMM, O TNPEOJOJICHUH paHHEH y3KoU
CHENMaTn3allii, O BHEIPEHWU (QenepalbHBIX TOCYNapCTBEHHBIX
00pa30BaTeNbHBIX CTAHAAPTOB NPOPECCHOHAILHOTO 00pa30BaHWL.
OTH cTaHIapThl NpeAyCMaTPUBAIOT OOJBIIYI0 CaMOCTOSTEIHHOCTD
00pa30BaTeIbHBIX OPTaHU3ANNNA, BO3SMOXXHOCTH MHIUBUIYATH3AIIHH.

JlanHoe yueOHOe TOCOOME COCTaBICHO B COOTBETCTBUU C
IIpumepHoi mnporpamMmon JuUCHUIUIMHBL «IHOCTpaHHBIN  SI3BIK»
¢denepanpaoro kommoHeHTta 1wKiIa ['CDO B I['OCe BBICHIETO
npodeccuoHanbHOro odpasoBanus TpeThero nokojeHus (PIOC Ne
544 ot 20.05.20101.).

OCHOBHOI 11€71610 O0Y4EHHS CTY/ICHTOB MHOCTPAHHOMY SI3BIKY
B HEA3bIKOBOM BY3€ SIBISETCS IMIOBBIIIEHWE HWCXOJHOTO YPOBHS
BJIaJICHUs] WHOCTPAHHBIM S3BIKOM, JOCTUTHYTOrO Ha TIPEIbLAYIIEH
CTyIIEHH 00pa30BaHUs, U OBJIAJICHHE 00YUYAIOIMMUCS HEOOXOMMbIM U
JOCTaTOYHBIM ~ YPOBHEM KOMMYHHUKATHBHOW KOMIIETEHITUH IS
pelIeHHs] COMATbHO-KOMMYHHKATUBHBIX 33/1a4 B Pa3lIMYHBIX 00JIaCTIX
OBITOBOM, KYJIBTYPHOM, MPO(GECCHOHATBHON M HAYYHOH JICSITEIbHOCTH,
TIpY OOIIIEHNH C 3apyOeKHBIMH TAPTHEPAMHU, & TAKKE YIS TATbHEHIIIEro
caMoo0pazoBaHusl. M3yueHre WHOCTPAHHOTO s3bIKa MPU3BAHO TAKXKE
00€ecreunTh MOBBILIEHHE YPOBHS Y4eOHOH aBTOHOHOMHH, CIIOCOOHOCTH
K caM00Opa30BaHMIO; Pa3BUTHE KOTHUTUBHBIX M MCCIEIOBATEIBCKHX
YMEHHH; pa3BuTHE HMHPOPMAIMOHHONW KYJBTYPBI, PAaCIIMpEHHE
KpPYrozopa M TOBBILIEHHE OOIIEH KyJIbTYphl CTYIEHTOB; BOCIIUTAHHUE
TOJIEPAHTHOCTH W YBKEHHUS K JYXOBHBIM IIEHHOCTSIM Pa3HbIX CTPaH U
HapOIOB.



B mnporecce mocTwkeHus 1eTH OOYYEeHUS WHOCTPAHHOMY
SI3BIKY ~ PEIIAIOTCS  BOCIUTATENBbHBIE M 00Me00pa3oBaTelbHbIE
3aJla4yM, KOTOPBIC PACHIMPSIOT OOIIM U (PUIOJOTHUECKUH KPYTro30p
00y4JaeMbIX, Pa3BHBAIOT WX MBIIUICHHE W CIOCOOHOCTh JeiaTh
JIOTUYECKHUE BBIBOJIBI U YMO3AKIIOUCHUSI.

B pesymbraTre OCBOCHMS JUCHUIUIMHBI  (DOPMUPYIOTCS
cnenytonme kommetenimu: OK — 6 (001agath yMeHHEM JIOTHIECKU
BEPHO, apTYMEHTHPOBAHHO H SICHO CTPOUTHh YCTHYIO M MUCHMEHHYIO
peus) 1 OK — 14 (BrameTb OOHMM M3 WHOCTPAHHBIX S3BIKOB Ha
ypoBHe, obecrneuuBatonieM 3(QPeKTHBHYI0 MNPOodecCHOHATBHYIO
JIESATEIHHOCTD).

B pe3ynbTaTe 0OCBOCHUS TUCIUILIMHBI 00yYarOIIUecs TOKHBI

3Hamb. WHOCTPAHHBIA S3BIK B 00BEME, HEOOXOJAUMOM IS
BO3MOXXHOCTH  TOJNy4eHUS WHGPOpMAMH  TPOQecCHOHATEHOTO
coJiep>KaHusl M3 3apyOCIKHBIX UCTOYHUKOB, OCHOBBI pedeprupoBaHUS
U aHHOTUPOBAHUA CIICHUAJIBHBIX TCKCTOB B YCTHOﬁ U TIMCbMEHHOM
thopmax

yMemdb: TOAy4aTb M cooOmarh HHGOpMANWIO  Ha
WHOCTPAHHOM SI3bIKE B YCTHOM M MHUCHMEHHOW (hopMe; BBICTYMATh C
JNOKJIalaMi ¥ COOONICHUSMM HA HAYYHBIX KOH(EPEHIIHSAX;
CaMOCTOATEIIBHO YUTAaTh HHOA3BIUYHYIO HAYYHYIO JINTEPATYPY

61a0emb. WTHOCTPAHHBIM SI3BIKOM KaK CPEJICTBOM OOINCHUS,
HaBBIKAMH W YMEHHUSMH pedepupoBaHHS W aHHOTHPOBAHUS
CIiICIMaJIbHBIX TEKCTOB



UNIT 1
I. Read, translate the text in the written form and be ready to
do it on the spot.

MARKETING

Philip Kotler defines marketing as “a social and managerial
process by which individuals and groups obtain what they need and
want through creating and exchanging products and values with
others”.

Originally marketing was meant to help avoid overproduction.
Now marketing is considered to be a system of all business activities
of a company in respect of coordinating supply and demand for the
goods produced.

Before producing and selling the goods, one must do a lot of
market research. The information needed is whether there is any
demand for your goods, what is the market potential, what sort of
competition is to be met, what domestic preferences, local trading
customs and seasonal factors should be taken into account.

Actually, marketing covers not only market research, but also
planning the assortment of goods, price policy, advertising and
promotion of sales, controlling the sales and post-sales servicing.

So nowadays general marketing strategy includes such
essential elements as planning, market research, new product
development, sales, communications and advertising.

Planning. While speaking of marketing planning, one should
think first of the so-called controllable and uncontrollable factors.
The controllable factors are the following: product, price, place and
promotion; the uncontrollable ones — environmental factors.

Research. Market research is concerned with product choice
study and the study of competitors’ interests and their claims. The
most popular methods of conducting marketing research are
observation, survey and experiment as well as public opinion polls
through different channels.



Production. Attitudinal research should affect the product to
be produced, so production is inevitably based on marketing
intelligence study. Marketing investigates stages before, during and
after production and also the stage following sales.

Sales. Sales are always involved with customers’ service of all
kinds. Markets for consumer products are segmented on the basis of
demographic and psychographic data research.

Communications and advertising. The communications mix
comprises advertising, public relations, direct mail and special events
such as product shows, conferences and exhibitions. Advertising is
an important means of promoting the goods that have been produced
already, as well as new lines in business.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Preferences, product development, product life cycle,
magazines, leaflets, fee, production and transaction costs in the long
run, promotion, productivity, mass media, “as is” sale, advertising,
sale by description, sale by sample, sale by weight, sales fall off;
strategy; originally; locally; competitive; attitudinal; demographic;
psychographic; sales branch; sales office; sales promotion; product
design.

I11. Translate and learn the following definitions:

Marketing is a social and managerial process.

Marketing research is the process of collecting information
about what people buy and why, usually done by companies so that
they can find ways of increasing sales.

Marketing strategy is a particular marketing plan for
increasing firm's sales, including, market research, new product
development, sales, communications and advertising.



IV. Fill in the gaps with the words and expressions from the
text:

1. Marketing is «a social and ... process ... which individuals
and groups ... what they need want ... creating and exchanging
product and ... with othersy.

2. Marketing is considered to be a system of all business
activities ... a company ... coordinating supply and demand ... the
goods produced.

3. The information needed is whether there is any ... your
goods, what is ..., what sort of competition is to be, what
domestic ..., local trading customs and seasonal factors should be ... .

4. Marketing covers not only market research, but also ... the
assortment of goods, ..., advertising and ..., controlling the sales
and ... .

5. The communications ... comprises advertising, ..., direct
mail and special events as ..., conferences and exhibitions.

V. Give English equivalents for:

EMkocTh  phIHKA;  [IEHOBas  TMOJIMTHKA, TapaHTHHHOE
00CITy’)KUBaHHE; TOPrOBbIC MPEACTABUTEIN; OPraHU3allMs KOHTAKTOB
¢ notpeOuTeNsiMu; (hakTOPhI, CBSI3aHHBIC C BHEIIHEH CPEOi; CBS3H C
OOIIIECTBEHHOCThIO; U30€XkKAaTh MEPENPOU3BOICTBA; KOOPAMHUPOBATH
CIpOC M TMPEJUIOKEHHE; TMPOBOIUTH BBICTABKM M KOH(EpEHIHH;
CUMTAThCS KOHKYPEHTOCHOCOOHBIM; BKJIIOUaTh B ce0sl peKjamMHOE
JIeNI0; TPOBOJUTH CETMEHTAI[MIO PBIHKA;, BIHMITh HA BBIOOD
MPOYKIIHH.

VI. Translate into English:

1. Kakne OocHOBHBIE 3JIEMEHTHI BKIIIOYAET B C€OsI CTpaTerus
MapKeTUHra B Hamie BpeMsi? — DTo, MpekAe BCEero, MccieloBaHUE
KOHBIOHKTYPBI ~ pbIHKAa, IUITAHUPOBaHWE, pa3paboTKa  HOBOWM
MPOAYKIHMH, OpPraHU3alusi KOHTaKTOB C IMOTPEOMTEISIMH, a TaKxKe
peknama.



2. UTo BBl MOXeETEe CKa3aTh O TapaHTHHHOM OOCIY>XKHBaHUH,
BEITIONHsIeMOM Bamieid ¢upmoit? - OHO COOTBETCTBYeT BCEM
TpeOOBaHUAM 3aKa3uMKa: ObICTpOE, JelieBoe U 3pdekTuBHOE.

3. Kakue memorpaduueckue u mncuxorpadpuueckue (HakTopbl
OBUIM yYTEHBI MPH CO3JAaHUH PBIHKA AJISl BaIllero HOBOTO ToBapa? -
MsI uccnaenoBaii MHEHUS TOTEHIIMAIBHBIX MOTPEOUTENICH W yuiH
MECTHbIC TOPTrOBbIe OOBIYAHM, & TaKKe HEKOTOphIe OCOOCHHOCTHU
OKpy>Karolei cpebl.

4. JIns 4Yero BbI TPOBENHM HCCICIOBaHUS 1O CErMEHTAIUU
peiHKa? — MBI pemwif, YTO Psii PHIHKOB OTOOPAaHHBIX C YYETOM
MECTHBIX YCIIOBHH, TOMOTYT HaMm OBICTpee NpOoJaBaTh HallH
MPOAYKTHI M JIy4Ille OPraHN30BaTh rapaHTUHHOE 00CTy)KUBaHHE.

VII. Explain all grammatical cases in the following sentences.

1. Before producing and selling the goods, one must do a lot of
market research.

2. The information needed is whether there is any demand for
your goods, what is the market potential, what sort of competition is
to be met.

3. While speaking of marketing planning, one should think
first of all of the so-called controllable and uncontrollable factors.

4. Attitudinal research should affect the product to be
produced, so production is inevitably based on marketing
intelligence study.

5. Markets for consumer products are segmented on the basis
of demographic psychographic data research.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Originally marketing (to mean) to help to avoid
overproduction.

2. Now marketing (to consider) to be a system of all business
active of a company in respect of coordinating supply and demand



for the goods produced.

3. Actually, the assortment (to cover) not only market research,
but also planning the assortment of goods, price policy, advertising
and promotion of sales, controlling the sales and post-sales servicing.

4. Sales (to involve) with customers service of all kinds.

5. Advertising (to be) an important of promoting the goods
that (to produce) already, as well as new lines in business.

IX. Discuss the following problems:

1. Is it possible to do business without marketing?

2. Why should we pay so much money for advertising if we’d
better spend it on developing products of high quality?

3. What are the demographic and psychographic factors
researched for?

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plan of the text.

XI1. Retell the text according to your plan.

UNIT 2
I. Read, translate the text in the written form and be ready to
do it on the spot.

THE NATURE OF MARKETING
Marketing is the performance of business activities that direct
the flow of goods and services from producer to consumer or user.
Simply to produce a product is not enough: the product must be
transported, stored, priced, advertised and sold before the satisfaction
of human need and wants is accomplished. Marketing activities



range from the initial conception and design of the product to its
ultimate sale and account for about half the cost of the product.

Marketing is the whole process of having the right product, at
the right time, in the right place, calling attention to it and thereby
bringing a mutual benefit to customer and vendor. Customers benefit
by having what they want, when and where they want it. Vendors
benefit by making a profit. The greater the benefits customers
perceive, the more frequently they will trade with the businesses that
provide them.

You are engaging in marketing when you:

o design or develop a product or service;

e transport and store goods;

e provide a variety of choice;

e buy in large volumes and sell them by item;

e install, service, repair, instruct;

e Update and improve.

Marketing is the Four Ps: the product, the place, the price and
the promotion. But most of all marketing is research: finding out who
the customers are and what they need.

Successful vendors never forget that benefit lies in the
customer’s perception, not in the vendor’s. Marketing is asking the
question: “Who will buy my product or service?”

Although many critics claim that the cost of marketing is too
high, an analysis of the marketing functions does not bear these
criticisms out. Rather than think of the cost of marketing, one should
consider the value added through marketing. Marketing becomes too
costly only when its cost exceeds the value it adds.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

The flow of goods and services, ultimate sale, to account for,
mutual benefit, a customer, a vendor, to install, to update, the
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promotion, direct marketing, marketing intelligence system,
marketing mix, marketing strategy, export marketing, marketing
facilities, marketing network, to vend, vendee, vending, vendee, to
create customers, final (end, ultimate) customer, business user,
would — be user.

I11. Translate and learn the following definitions:

Marketing is the performance of business activities directing
the flow of goods and services from producers to consumers or users.

Customers are persons or organizations that buy goods or
services from a shop, business, etc., especially regularly.

Vendors are sellers of small articles that can be carried about
or pushed on a cart.

IV. Fill in the gaps with the words and expressions from the text.

1. Marketing is the .... of business activities that direct the ....
of goods and services from producer to consumer or user.

2. The product must be transported, ..., priced, ... and sold
before the satisfaction of human needs and wants is accomplished.

3. ... is the whole process of having the right product, at the
right time, in the right place, ... attention to it and thereby bringing
a .... benefit to customer and .... .

4. Marketing is the Four Ps: the ..., the ..., the ... and the .... .

5. Successful ... never forget that benefit ... the customer's
perception, not in the vendor's.

V. Give English equivalents for:

[IpuGaBisITH CTOMMOCTH, TOTCHIIMAIBHBINA MOTPEOUTEH,
COCTaBJISTh, CETh COBITA, AYKIHMOH, YCIYI'H IO MapKeTHHTY,
pcanunsanus, MapKeTI/IHFOBBIf/i KOMILJICKC, KOHEYHBIN 1'IOTpe6I/ITeJ'IB,
TOBap, MApPKECTUHI'OBBIC HWCCICAOBAaHUA, BBII'OJlda, YCTaHABJIMWBATD,
OCYIICCTBJICHUEC, TOProBCL, II0JYy4YaTb, CTPATCTUA MApPKCTUHIA,
o0ecneyuThb ACCOPTHUMCHT, 3aBUCCTh OT 1'[0Tpe6I/ITeJ'I$I.

11



VI. Translate into English:

1. HemoctaTo4HO TOJBKO MPOU3BOAWTH TOBAp, €r0 HYXKHO
TPAHCIIOPTUPOBATh, XPaHUThb, OUCHUTL, PCKIIAMHUPOBAThL U IIPOAABATh.

2. MapkeTuHr — 93TO TPOJBWKCHHE HYXHOTO TOBapa B
HYXXHOC BPEM: U B HY’)KHOM MCCTC.

3. Uem Ooible BBII'OBI MOJYYaT HNOKYIATCIW, TEM Yalll€ OHU
OyIyT MOKyIaTh.

4. TIponaBel; HUKOTJA HE JOJDKCH 3a0bIBaTh, YTO €r0 BBHIT0JA
3aBHUCHUT OT MOKYIHaTEJIdA, @ HE OT HETO CaMOT 0.

5. MapKeTHHT BKJIIOYAET NMPOCKTUPOBAHKE U CO3/IaHKHE TOBapa
WIKW  YCIYyTH, TpaHCIOPTUPOBKY M CKJIaJHMpPOBaHHE TOBapa,
obecrnedeHne acCOpTUMEHTA, MTOKYTIKY OIITOM H MPOJAXKy B PO3HUILY,
YCTaHOBKY, PEMOHT, MOJEPHHU3ALUIO U YCOBEPILICHCTBOBAHUE TOBApa.

VII. Explain all grammatical cases in the following sentences.

1. Simply to produce a product is not enough: the product
must be transported, stored, priced, advertised and sold before the
satisfaction of human needs and wants is accomplished.

2. Customers benefit by having what, when and where they
want it.

3. The greater the benefits customers perceive, the more
frequently they will trade with the businesses that provide them.

4. You are engaging in marketing when you design or develop
a product or service, transport and store goods and so on.

5. Marketing is asking the question: “Who will buy my
product or service?”

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Marketing activities (to range) from the initial conception
and design of the product to its ultimate sale, and (to account for)
about half the cost of the product.

2. But most of all, marketing (to be) research: finding out who
the customers (to be) and what they need.
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3. Successful vendors never (to forget) that benefit (to lie) in
the customer's perception, not in the vendors.

4. Although many critics (to claim) that the cost of marketing
(to be) too high, an analysis of the marketing functions (nhot to bear)
these criticism out.

5. Marketing (to become) too costly only when its cost (to
exceed) the value it (to add).

IX. Discuss the following problems:

1. Is it possible to do business and get profit without marketing?

2. How do you understand the statement that benefit lies in the
customer’s perception, not in the vendor’s?

3. For whom: vendors or customers is marketing more helpful?

X. Write down 10 questions to the text and be ready to give
answers in details.

X1. Make up a plan of the text.
XI1. Retell the text according to your plan.

UNIT 3
I. Read, translate the text in the written form and be ready to
do it on the spot.

MARKETING FUNCTIONS

Marketing adds value to the product by the specific functions
it performs. These are:

Marketing information. Market information flows throughout
the marketing process, from consumer to retailer, from retailer to
wholesaler, from wholesaler to manufacturer. Producers are made
aware of coming trends because marketers inform them of changes in
consumer wants, supply and demand and new market developments.

13



Buying. Before stocking goods, a retailer must first determine
not only what to buy how much, which models or styles, etc.

Selling. Marketers must not only know what goods are
available but must also inform potential buyers of where those goods
can be bought and how much they cost. Selling may also involve
helping consumers discover their own unconscious needs and wants.

Transporting. In order to have value, goods must first be
transported from the place they are produced to where they are
needed.

Storing. Because marketers often maintain extensive
inventories, the consumer desire to buy is satisfied without waiting.

Credit-granting. Most manufactures grant credit to
wholesalers who, in turn, grant credit to retailers who grant to the
consumers.

Risk-granting. Marketers assume risk in granting credit and in
storing inventories (e.g. spoilage, theft, obsolescence).

Pricing. Pricing involves the art of determining which price is
best: is demand elastic or inelastic and so on.

Servicing. Many retailers provide credit, delivery, catalog
sales, layaways, etc.

Standardizing and grading. Standardizing involves the
maintenance of uniform size and quality standards throughout an
industry. Grading is also an important marketing function,
particularly in the processing of agricultural products. Farm
commodities (eggs, milk and wheat) are assigned grades attesting
their quality and uniformity.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Marketer, forecasting (predicting), extensive inventories,
spoilage, layaways, consumer wants, total value, needs and wants,
initial inventories, merchandise inventories, total value, value added,
supple calls forth its own demand, supply meets the demand, to

14



reconcile supply and demand, invoice sales value, market value,
market value, surplus value, use value, to each, according to his
wants, unmet needs, to build up inventories, available inventories,
input inventories.

I11. Translate and learn the following definitions:

Layaway is a method of buying in which goods are held by
the seller for a small amount of money until the full price is paid.

Standardizing is causing to fit a single standard; making to be
alike in every case.

Grading is separating into levels of rank or quality.

Inventory is all the goods into one place, stock.

IV. Fill in gaps with the words and expressions from the text.

1. Market information flows .... the marketing process, from
consumer to ...., from retailer to .... , from wholesaler to ....

2. Before .... goods, a retailer must first .... not only what to
buy but how ...., which models or styles, etc.

3. .... must not only know what goods are .... but must also
inform .... buyers of where those goods can be .... and how much
they cost.

4. Because marketers often maintain .... , the consumer .... to
buy is satisfied without waiting.

5. Many retailers provide credit, ...., .... services, ...., ...., etc.

V. Give English equivalents for:

[IporHo3upoBath, NMpuOABOYHAS CTOUMOCTb, IPEACKA3bIBATH,
HpI/I6aBJ'I$[TB, HOTpe6I/IT€J'ILCKa$I CTOUMOCTD, BBIIIOJHATH, HAJIMYHBIC
3a1achl, pO3HI/I‘IHBII>i mpoaaBeL, KaXXJA0MYy I10 1'IOTp66HOCTI/I, OIITOBHK,
IIPOU3BOJAUTEIIb, IMMOCTYIIArOIIE 3arrachl, HU3HOC, 3ariachbl,
MNpeaAOCTaBJIATh KPEAUT, PbIHOYHAA 1ICHA, HOTpG6I/ITeJ'IBCKI/Ie 3aIpoOChl.

VI. Translate into English:
1. ®OyHKUMM MapKeTHHIa BKIIOYalOT cOop wuHpopMauuy,
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MOKYTIKY, TPAHCIIOPTUPOBKY, CKIaANPOBaHNE TOBapa, KPEAUTOBAHHE,
1eHooOpazoBaHne, OOecledeHne YCIlyraMd, HOPMHPOBAHHE W
COPTHPOBKY TOBapa.

2. HWudopmammst 0 COCTOSHHHM pBIHKA IIOCTyIaeT oOT
MOTpeOUTENs] K PO3HUYHOMY IMPOJABILy, OT HEr0 ONTOBUKY, OT
OINTOBUKA K TIPOU3BOIUTEIIO.

3. MapkeToor DODKEeH 3HaTh, KAKWE TOBAPHI, TJI€ U O KaKOH
LIEHE MO>KHO HAWNTH.

4. llenooOpa3zoBaHWE — 3TO HCKYCCTBO OIIPENENSITh, KakKas
1I€Ha CTAHET HAWJTy4llIeH.

5. Cramgaptuzaiusi  TOJpa3yMEBacT BBITYCK  TOBapoOB,
COOTBETCTBYIOIINX ONPENEIEHHOMY CTaHIAPTy POPMBI M Ka4ecTBa.

VII. Explain all grammatical cases in the following sentences.

1. Producers are made aware of coming trends because
marketers inform them of changes in consumer wants, supply and
demand and new market developments.

2. Selling may also involve helping consumers discover their
own unconscious needs and wants.

3. In order to have value, goods must first be transported from
the place they are produced to where they are needed.

4. Pricing involves the art of determining which price is best.

5. Farm commodities (eggs, milk and wheat) are assigned
grades attesting their quality uniformity.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Marketing (to add) value to the product by the specific
functions it (to perform).

2. Producers (to make) aware of coming trends because
marketers (to inform) them of changes in consumer wants, supply
and demand.

3. In order to have value, goods (to transport) from the place
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they (to produce) to where they are needed.

4. Markets often (to maintain) extensive inventories, the
consumer desire to buy(to satisfy)without waiting.

5. Pricing (to involve) the art of determining which price (to
be) best.

IX. Discuss the following problems.

1. What is the basic marketing function?

2. How is marketing information important for business?

3. Describe the possible marketing in coffee business
according to marketing functions.

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plan of the text.
XI1. Retell the text according to your plan.

UNIT 4
I. Read, translate the text in the written form and be ready to
do it on the spot.

MARKETING RESEARCH

Marketing research is used to assess the market’s response to
the firm’s marketing inputs which include promotional activities
such as price discounting, multimedia advertising and couponing,
expanding distribution and product development and enhancement.
The goal of marketing research is to assist the film in determining the
most effective, i.e. most profitable, mix of marketing inputs given
knowledge of the marketplace.

As a formal scientific discipline marketing research began in
the early twentieth century with most analyses being based on survey
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data. Today the data delivery system and techniques are used to
analyze the data.

Marketing research can be viewed as an operational or tactical
activity. Although both activities require knowledge of the working
of the marketplace at both the macroeconomic and microeconomic
levels, tactical analyses focus on monitoring a product’s performance
and testing the effectiveness of marketing programs relative to
competitors. Strategic research involves selecting and optimizing
marketing opportunities.

In order to understand the marketplace, the researcher must
define the market in terms of both the geographic unit and the
product class and collect data. Data on consumer purchases permit an
analyst to determine what was sold and how particular brands
performed relative to each other. In addition to sales and price
information, causal data assist the analyst in understanding the
reason that sales took place.

Once the data are collected, the analyst may evaluate the
information by looking at the raw series together over time or
compute straightforward measures such as market share in order to
arrive at a qualitative assessment of market activity. Statistical
models might be estimated in order to address issues such as
temporary price reduction, effectiveness, competitive effects of
promotions, differences between market, competitive prices and
long-term price elasticities.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Promotional activities, couponing, strategic, macroeconomic
environment,  price  discounting,  multimedia  advertising,
enhancement, survey data, manual audit, advent, exponentially, data
explosion, sophisticated, competitor, optimizing opportunities,
consumer purchases, causal date, the extent of retailer advertising
support, coupon ads, measuring, dynamic effects, to evaluate, market
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share, straightforward, elasticity

I1l. Translate and learn the following definitions.

Marketing research is an operational or tactical, strategic
activity through which a firm studies the product choice, competitors’
interest, the effect of the promotional activity.

Promotional activities are operations intended to help the
development of products for sale including price discounting,
multimedia advertising, couponing; expanding distribution; product
development and enhancement.

Audit is regular examination or control of financial records of
a company made by an independent auditor who is a fully trained
accountant.

IV. Fill in the gaps with the words and expressions from the text.

1. The goal of ... ... is to assist the firm in determining the
most effective ... of marketing inputs given knowledge of the ...

2. Data ... consumer purchases permit an analyst ... what was
sold and how particular ... performed relative ... each other.

3. ... the data ... collected, the analyst ... choose ... evaluate
the information by simply looking at the raw series together ... time
or compute ... measures such as market share ... to arrive at a
qualitative assessment of ... activity.

4. In order ... the marketplace, the researcher must ... the
market in terms of both the ... and collect data.

5. ... analyses focus on ... a product's performance and testing
the ... if marketing programs ... competitors .

V. Give English equivalents for:

OLICHI/IBaTB, eiab I/ICCJ'IC,Z[OBaHI/Iﬁ KOHBIOHKTYPbI PbIHKA,
TOBapHasd HUIIA, YIY4YIICHUC, LECHOBAd CKHUAKA, IPOABHKCHHC
TOBapa, HOaHHBIC, IIPOBCPKaA (ay,Z[I/IT), COBIIAACHUC, KOHKYPCHT,
HUCTOYHHUK, OOJA PbIHKA, DOJTOCPOYHAd 2JIaCTUIHOCTL IICH, PCKIaMa,
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MIPOM3BOANTENH, MOTPEOUTENb, MPOAYKT, WHPOpPMAIUIA O IEHAX H
MpoJia’ke TOBapa.

VI. Translate into English:

1. H3yuyeHue KOHBIOHKTYPHI pBIHKA HCIIOJNB3YEeTCA JUIs
OIICHKH PEaKIMK PhIHKA HA MAPKETUHTOBBIC 3aTPAThI (DUPMEI.

2. MapKeTHHroBblE UCCIEIOBaHUS, B TMEPBYIO OuYepelb,
OCHOBBIBAIOTCS Ha cOope 1 00paboTKe MaHHBIX.

3. MHccnenoBanue KOHBIOHKTYPBHI pBIHKA MOXKET OBITh
PacCMOTPEHO Kak yIpaBJICHUCCKas, TAKTUYECKAs U CTpaTeruueckas
JeSITEITBHOCTb.

4. MeponpusTus 1Mo MPOJBIKEHHIO TOBapa MOTYT BKJIIOYAThH
IIEHOBBIC CKUJIKH, PEKJIaMy, Pa3BUTHE U YITydIlICHHE TOBAPA.

5. Co0OpaB He0OXOQUMbIE JaHHBIC, CIHCIUAIUCT [0
MapKeTHHTy MOXET TPOBECTH CTATUCTUYCCKUN  aHAU3 W
onpenenuTh 3(POEKTUBHOCTh TOrO WM WHOTO MEPONPHSATHS IO
cOBITY TOBapa.

VII. Explain all grammatical cases in the following sentences.

1. Marketing research is used to assess the market's response
to the firm's marketing inputs.

2. As a formal scientific discipline marketing research began
in the early twentieth century with most analyses being based on
survey data.

3. Marketing research can be viewed as an operational or
tactical activity and as a strategic activity.

4. In order to understand the marketplace, the researcher must
define the market in terms of both the geographic unit and the
product class and collect data.

5. Once the data are collected, the analyst may choose to
evaluate the information by simply looking at the series together over
time or compute straightforward measures such as market share in
order to arrive at a qualitative assessment of market activity.
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VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. As a formal scientific discipline marketing research (to
begin) in the early twentieth century.

2. Today the data delivery system and techniques (to use) to
analyze the data.

3. Data on consumer purchases (to permit) an analyst to
determine what (to sell) and how particular brands (to perform)
relative to each other.

4. Casual data (to assist) the analyst in understanding the
reason that sales (to take place).

5. Once the data (to collect), the analyst (to evaluate) the
information by looking at the raw series together over time or (to
compute) straightforward measures.

IX. Discuss the following problems.

1. Is it reasonable to use independent marketing research in
small business?

2. What skills are of the most use for specialists in marketing?

3. How could marketing research be made less expensive?

X. Write down 10 questions to the text and ready to give
answers in details.

XI. Make up a plan of the text.
XI1. Retell the text according to tour plan.
UNIT 5

I. Read, translate the text in the written form and be ready to
do it on the spot.
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FIVE BASIC STEPS IN MARKETING RESEARCH

Marketing research is defined as the systematic gathering,
recording and analyzing of marketing data. The five basic steps
involved in conducting marketing research are defining the problem,
collecting secondary data, collecting primary data, compiling and
collating the data and interpreting the results.

Defining the problem. Before attempting any type of research,
it is important that the firm comes up with a clear and concise
statement of the problem.

Collecting secondary data. Secondary data is information
easily obtained through examination of company records or through
library research. In general, a firm should always try to solve its
problems using secondary data rather, than collecting primary of
first-hand data: secondary information is much faster and cheaper.

Two major problems do exist, however, when using secondary
data. The data may be out of date, and there is the possibility of bias.

Collecting primary data. The three basic methods for
collecting primary data are: an observation, an experiment and a
survey method.

Some marketing problem can be solved simply through
observation. An experiment method is the basic approach used in
sciences. A survey method simply involves questioning people,
accomplished either through telephone interviews, personal
interviews, or mailed questionnaires.

Compiling and collating the data. The data is organized
(collected manually or with use of electronic data processing
equipment) so that it may be studied.

Interpreting the findings. The final step in marketing research
involves using the data after it has been analyzed. Interpretation of
the findings is extremely important because it generally exerts great
influence on management decisions relating to the original problem.
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Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Secondary data, primary data, to compile data, to collate data,
observation, an experiment, a survey, mailed questionnaires, records
of performance, accounting records, sales records, book records,
development research, exploratory research, laboratory research,
sales research, a method of comparison, a balance method, a
prediction method, a quantitative method, a trial-and-error method..

I11. Translate and learn the following definitions:

Data is information in a form that can be processed by and
stared in a computer system.

Observation is a study method of noticing or watching.

Survey is a general examination or study carried out by asking
people questions.

Experiment is a trial made in order to learn something or
prove the truth of an idea.

IV. Fill in the gaps with the words and expressions from the text.

1. Marketing research is ... as the systematic..., recording and
analyzing of ... data.

2. The five basic steps involved in ... marketing research are
defining the ..., collecting ... data, collecting primary ..., compiling
and ... the data and analyzing an interpreting the results.

3. Secondary date is information easily ... through
examination of company ...or through library research.

4. The three basic methods for collecting primary data are
an...,an ... and a ... method.

5. The data is ... manually or with use of ... data
processing ... so that it may be studied.

V. Give English equivalents for:
I/ICCJ'IG,Z[OBaHI/Ie PbIHKaA, CO6I/IpaTB U CpaBHUBAThb IHNCPBUYHBIC
JaHHBIE, METOJbl HAONIOJIEHUS, SKCIIEPUMEHT, METoa 0030pa,
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nokymeHTarms  (Oyxrantepusi), TpenyOexaeHHe, IOITyICHHBIE
JaHHBIC, METOJ MPOO U OMUOOK, METO CPAaBHCHHUS.

VI. Translate into English:

1. Ilpu cOope NEPBUYHBIX JAHHBIX MCIOJB3YIOT METO/I
HaOJIOACHUS, SKCIIEPUMEHT U METO]T 0030pa.

2. Meton oOciemoBaHHS COCTOWT W3 OIpoca JIFONIEH 110
TeJaeOHy, THYHO WIH C TIOMOIIBIO OMIPOCHUKOB TIO MOYTE.

3. DKcHepuMeHT — 3TO HCKYCCTBEHHO pa3padoTaHHas
CUTyaluAa OJjid U3y4CHUA KOHKPETHOI'O SABJICHHA.

4. OOpaboTka W pacmU(ppoOBKa JaHHBIX HCCIICAOBAHUS
JOBOJILHO Ba)KHA, TaK KaK IO3BOJISICT OMPEACIUTH MOCIEIYIONHE
I1ard MapKETUHIOBOTO ILJIaHA.

5. Hcnonp3ys BTOpUYHBIC JaHHBIC, MOXHO CTOJKHYTBCS C
JBYMSI MPOOJIEMAMU: OHU MOTYT OBITh CTAPBIMH WIIH TIPEIB3SITHIMU.

VII. Explain all grammatical cases in the following sentences.

1. Secondary data is information easily obtained through
examination of company records or through library research.

2. In general, a film should always try to solve its problems
using secondary date rather, than collecting primary or first-hand
data: secondary information is much faster and cheaper.

3. Two major problems do exist, however, when using
secondary data: The data may be out of date, and there is the
possibility of bias.

4. A survey method simply involves questioning people,
accomplished either through telephone interviews, personal
interviews or mailed questionnaires.

5. The final step in marketing research involves using the data
after it has been analyzed.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.
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1. It (to be) important that the firm (to come up) with a clear
and concise statement of the problem.

2. Two major problems (to exist) when you (to use) secondary
data:

3. An experimental method (to be) the basic approach used in
the sciences.

4. The data (to organize) and (to collect) manually or with use
of electronic data processing equipment.

5. The final step in marketing research (to involve) using the
data after it (to analyze).

IX. Discuss the following problems:

1. What method of collecting primary data is in your opinion
the best one?

2. What is the difference between primary and secondary data?

3. What is the most important step in marketing research and why?

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plan of the text.

XI1. Retell the text according to your plan.

UNIT 6
I. Read, translate the text in the written from and ready to do it
on the spot.

CHANNELS OF MARKETING
Individual consumers and organizational buyers are aware that
thousands of goods and services are available through a very large
number of diverse channel outlets. What they may not be well aware
of is the fact that the channel structure, or the set of institutions,
agencies, and establishments though which the product must move to
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get to them, can be amazingly complex.

Usually, combinations of institutions specializing in
manufacturing, wholesaling, retailing, and many other areas join
forces in marketing channel arrangements to make possible the
delivery of goods to industrial users or customers and to final
consumers. The same is true for the marketing of services.

Therefore, marketing channels can be viewed as sets of
interdependent organizations involved in the process of making a
product or service available for use or consumption. From the outset,
it should be recognized that not only do marketing channels satisfy
demand by supplying goods and services at the right place, quantity,
quality, and price, but they also stimulate demand through the
promotional  activities of the units (retailers, manufactures
representatives, sakes office, and wholesalers) comprising them.
Therefore, the channel should be viewed as an orchestrated network
that creates value for the user or consumer trough the generation of
form, possession, time, and place utilities.

A major focus or marketing channel management is on
delivery. It is only through distribution that public and private goods
can be made available for consumption. Producers of such goods are
individually capable of generating only form or structural utility for
their “products”. They can organize their production capabilities in
such a way that the products they have developed can, in fact, be
seen, analyzed, debated and so on. But the actual large-scale delivery
of the products to the consuming public demands includes different
types of efforts which create time, place and possession utilities.

In other words, consumers cannot obtain a finished product
unless the product is transported to here they can gain access to it,
stored until they are ready for it, exchanged for money or other
goods or services so that they can gain possession of it. In fact, the
four types of utility (form, time, place, and possession) are
inseparable.
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Il. Translate the following words and learn their
pronunciation, make up5 sentences of your own with some of them:

Channels of marketing, channel structure (outlets,
arrangement), manufacturing, wholesaling, retailing, network,
consumers, buyers, goods, services, orchestrated network, delivery
by installments, express demand, late demand, obligatory deliveries,
ready deliveries, sales deliveries, schedule deliveries, demand keeps
pace with supply, to be in demand.

I11. Translate and learn the following definitions:

Marketing channels are sets of interdependent organizations
involved in the process of making a product or service available for
use or consumption.

Delivery is the act of goods to a user, or the things taken or
given.

Utility is the degree of usefulness of a product or the
characteristic of satisfying a want.

IV. Fill in the gaps with the words and expressions from the text.

1.  Usually, combinations of institutions ... in
manufacturing, ..., retailing, and many other areas join forces ...
marketing channel arrangements to make possible the delivery of
goods ... industrial users or customers and to ... consumers.

2. In the case of health care ..., hospitals, ambulance services,
physicians, laboratories, ... companies, and drugstores ... efforts in an
organized channel arrangement ... the delivery of a critical service.

3. From the ..., it should be recognized that not only do
marketing channels ... ... by supplying goods and services ... the
right place, quantity, quality and price, but they also ... demand
through the promotional activities of the units ... comprising them.

4. ..., the channel should be viewed as an ... network that
creates value ... the user or consumer ... the generation of form,
possession, time, and place utilities.
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5. It is only ... distribution that public and private ... can be
made available ... consumption.

V. Give English equivalents for:

PasHooOpa3Hble KaHaNbI, CTPYKTypa KaHalla, YYPESKICHHE,
CHa6)KaTI), O6€CH6'-II/IB3TI), pa3BUBATh, CJIa’KCHHaA CCTh,
MPOMU3BOJICTBO, POZHUYHASI TOPTOBJISL, ONTOBAsI TOPTOBIS, KOHEUHbBIN
HOTpC6I/IT CJIb, KOHCUHBIN IMPOAYKT, YAOBJICTBOPATH CIipoc,
ACATCIIBHOCTD 10 TNPOABMIXCHUIO TOBapa, ApPYruMu CJIOBaMu,
CITy>Kalllui oT/eNa cObITa, OJIb30BATHCS CIIPOCOM, TOBAPHI U YCIYTH.

VI. Translate into English:

1. MHorue opraHu3alli B3aHMOJACHCTBYIOT JIPYT C JIPYIroM,
UIE TOTO YTOOBl Hambomee 3(PQPEeKTUBHO YIOBIETBOPSATH CIIPOC
MOTpeOHTENEeH.

2. MapkeTHHTOBbIC KaHAllbl, TpeAsiaras TOBaphl U yCIYTd B
HY>)KHOM MeCTe, HeOOXOIUMOI0 KadecTBa W KOJHMYECTBA, IICHBI, HE
TOJIBKO yJIOBJIETBOPSAIOT, HO M CIIOCOOCTBYIOT CIIPOCY.

3. WupiMH crnoBaMu, TOTpEOWTENH HE MOTYT IMOIYYUTh
KOHEYHBII TIPOTyKT, HE JJOCTABJICHHBIN Ty/1a, TJIe OH MOXET OBITh UM
AOOCTYIICH, I'/IC MOXET XPaHUTHLCA, ITOKa OH HCO6XOILI/IM UM U A€ OHU
MOTYT €ro OOMEHSTh Ha JCHBTH.

VII. Explain all grammatical cases in the following sentences.

1. What they may not be well aware of is the fact that the
channel structure, or the set of institutions, agencies, and
establishments through which the product must move to get to them,
can be amazingly complex.

2. All these institutions depend on each other to cater
effectively to consumer demands.

3. Therefore, marketing channels can be viewed as sets of
interdependent organizations involved in the process of making a
product or service available for use or consumption.
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4. They can organize their production capabilities in such a
way that the products they have developed can, in fact, be seen,
analyzed, debated and by a select few perhaps, digested.

5. In other words, consumers cannot obtain a finished product
unless the product is transported to where they can gain access to it,
stored until they are ready for it and digested, exchanged for money
or other goods or services so that they can gain possession of it.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Marketing channels (to view) as sets of interdependent
organizations which (to involve) in the process of making a product
or service available for use or consumption.

2. It (to be) no doubt that only do marketing channels (to
satisfy) demand by supplying goods and services at the right place,
guantity, quality and price, but they also (to stimulate) demand
through the promotional activities of the units.

3. They (to organize) their production capabilities in such a
way that the products they (to developed), (to see), (to analyze), (to
debate) and so on.

IX. Discuss the following problems:

1. Does the channel structure for individual consumers differ
from that of organization? In what way?

2. Do you agree that laws of marketing could be applied to the
sphere of politics? Why and why not? Give an example.

3. Do you agree that the theory of marketing could be used in the
field of medicine? Does it come into contradiction with ethics or morals?

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plan of the text.

XI1. Retell the text according to your plan.
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UNIT 7
I. Read, translate the text in the written form and be ready to
do it on the spot.

STEPS IN YOUR MARKETING PLAN
Formulating your marketing plan consists of a series of steps.
At each point, be sure that you have answered every question as
much detailed as possible. Together, all the answers to all the
questions should provide you with a plan that you can follow up.

First, Define Your Business

e What is my business in general terms — that is, what
customer needs will | be filling?

e What are the geographical limits of my marketing area:
national, regional, local?

¢ Who are my competitors? What are their strengths and
weaknesses?

o How does my business differ from the competition?

o Why should customers do business with me instead of my
competition?

Second, Define Your Customers

e What is my customers' age, sex, income, occupation, home
ownership status, ethnic background? What are their interests and tastes?

e Which of my customers' habits and patterns of behavior are
relevant to my business?

o How do | expect my customers to learn about my products
and services?

¢ Where do my customers buy these items now? How can | get
them to come to me?

¢ \Who has a need for my product or service that | am currently
not reaching?
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Define, Your Marketing Plan

o What marketing methods do | expect to use to reach my
customers? What methods are others using successfully?

e Which strategies would be most effective in reaching my
particular customers? What are the steps of those strategies?

¢ What is the value to me of one new customer?

o How often will one new customer buy from me in a year?

e How much will he or she spend?

e How much am I willing to spend to get one new customer?

o What profit can | expect from one customer in one year?

e What am | doing to keep my old customers? Am | ignoring
them in the search for new ones?

o How many customers do | need to satisfy my revenue-goals?

e What percentage of my revenues should | spend on
marketing?

o What marketing tools (sales personnel, TV ads, outdoor
signs and so on) can | implement within my budget?

e How can | test my ideas in the market without spending all
my marketing dollars?

e How can | verify that my marketing efforts are getting
results?

¢ \What new ways can | think of to market my business?

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of own with some of them:

Series of steps, sales personnel, marketing tools, competitors,
revenue, an income, marketing concept, marketing decision, competing
products, price policy, market segments, annual sales, average sales,
bargain sales, business sales, going-put-of-business sales.

I11. Translate and learn the following definitions:
A customer is someone who buys food in supermarket.
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Competition describes the activity of trying to sell more and
be more successful.

An entrepreneur is someone who starts or founds or
establishes their own company.

Business is the activity of producing, buying and selling goods
and services.

IV. Fill in the gaps with the words and expressions from the text

1. Whatis my ... in ... terms — that is, what ... needs will [ be ...?

2. How ... my business ... the competition?

3. What is my customers' age, sex, ..., occupation, ...,
ethnic ...?

4. How ... customers do I need to ... my ...?

5. How can I ... that my marketing efforts are getting ...?

V. Give English equivalents for:

KoHKypeHTBI, TeppUTOpHs] MAPKETUHIA, UTHOPUPOBATH, LENb
MapKCTUHra, Cpe€acTBa MapKe€TUuHra, METoAbl MapKETHUHI'a, CTPATCT U,
B O6H.I€M, TOPIrOBbIC paGOTHI/IKI/I, KOHTPOJIMPOBAaThb, BHCIAPATH,
KOHKYPEHLUSA, T0XOI.

VI. Translate into English:

1. CocraBinsisi MapKETHHTOBBII TUIaH, HEOOXOJUMO 00IyMaTh
pSI BOIIPOCOB, KAacalolIMXCs TMOTCHIUAIBHBIX TOKymaTeneid u
KOHKYPEHTOB, TOBapa, pbIHKa COBITa U Ip.

2. HyxHO BBIICHWTH, Kakas cTparerusi OyaeT HamOojee
3¢ GEKTUBHON B 3a3bIBAHUH MTOKYIIATEICH.

3. OueHp BaXHO 3HaTh BCE O CBOHMX MPEIIONATaeMbIX
MOKYIATEeNsIX: BO3PACT, MOJI, PO 3aHSATHH, MECTO YKUTEILCTBA U T.11.

4. CtouT NpOBEPUTH CBOM 3aMBICIIBI Ha PEaJbHOM PBIHKE, HO
0e3 3HAUYNTENbHBIX 3aTpPaT.

5. Ilpexne yem 3aHATbCS OM3HECOM, CTOMT ONpPENENUTh, UTO,
KOMY, KOT'Jla ¥ IO KaKOH LIeHe IPOJaBath.
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VII. Explain all grammatical cases in the following sentences.

1. Formulating your marketing plan consist of a series of steps.

2. Who has a need for my product or service that | am
currently not reaching?

3. What marketing methods do | expect to use to reach my
customers?

4. What am | doing to keep my old customers? Am | ignoring
them in the search for new ones?

5. How can | test my ideas in the market without spending all
my marketing dollars?

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Who (to be) my competitors?

2. How my business (to differ) from the competition?

3. What (to be) my customers' age, sex, income, occupation,
home ownership status, ethnic background?

4. What (to be) their interests and tastes?

5. How I (to expect) my customers to learn about my products
and services?

6. Who (to have) a need for my product or service that I
(currently not to reach)?

7. What methods others (to use) successfully?

8. How often one new customer (to buy) from me in a year?

9. How much I (to will) to spend to get one new customer?

10. (to ignore) I them in the search for new ones?

IX. Discuss the following problems.

1. What marketing methods does one expect to use to reach his
customers?

2. Discuss and compose the possible marketing plan of a firm.

3. How can one test his ideas in the market without spending
all his marketing dollars?
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X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plan of the text.
XI1. Retell the text according to your plan.

UNIT 8
I. Read, translate the text in the written form and be ready to
do it on the sport.

THE MARKETING CONCEPT

Many duties that were traditionally the responsibility of the
production or finance department prior to the 1950s have become of
the marketing concept. This concept involves two ideas:

1. The marketing department becomes the main management
force in a company. The company recognizes that essentially every
important decision facing the company is in reality a marketing
decision. Because the firm has the company technological ability to
produce almost anything, most companies realize that production is
no longer a problem. The problem today is one of determining
whether or not the corporation can market the products it is capable
of producing.

2. The company becomes completely consumer oriented. Most
of today's new products come about as a result of extensive
marketing research. With the consumer foremost in the mind of the
company, long before production begins, the firm must first answer
such questions as:

o Is there a need or want for the product that we are capable
of producing?

o What characteristics or attributes should that product
possess?

o How can we differentiate our product from similar and
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competing products?

What styles, colours, models, sizes, etc. should be produced?
What channels of distribution are best?

o What price police will most maximize profits?

What types of people or market segments will the product
most appeal to?

O

O

O

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

The marketing department, a marketing decision,
technological abilities, a corporation, extensive marketing research,
competing products, channels of distribution, price policy, market
segments, to bolster market, marketer, marketer, ay all prices, at
popular prices, price-list, pricing, demand promotion, price ceilings,
price elasticity, price flexibility, price index.

I11. Translate and learn the following definitions:

The marketing concept involves two ideas: the marketing
department becomes the main management force in a company and
the company becomes completely consumer oriented.

The marketing mix refers to all or a particular combination of
activities a firm uses in marketing its product.

The four basic elements in the marketing mix are the
product, the channels of distribution, the pricing structure, and the
promotional activities, which generally include advertising and
personal selling.

IV. Fill in the gaps with the words and expressions from the text.

1. Many duties that were traditionally the responsibility ... the
production or ...department ... the 1950s, have become the ... of the
marketing department because of the ... concept.

2. The problem today is one of ... whether or not the
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corporation can ... the products it is capable ... producing.

3. With the consumer ... in the mind of the mind of the
company, long before production begins, the firm must ... answer
some question.

4. How ... we differentiate our product ... similar and ...
products?

5. What ... of people or market ... will the product most
apparel ...?

V. Give English equivalents for:

PbiHOYHBIH areHT, Mo JIOOBIM IIGHaM, IIEHOOOpa3oBaHHE,
LICHOBAasl MOJUTHUKA, CTPYKTypa LEH, MPEUCKYypaHT, MOTOJIOK LEH,
OTACH MApPKETUHI'Aa, MApPKCTUHIOBAsd KOHLCHIUA, MNOAACPKHUBATH
cOBIT, KaHAJBI COBITA, MAPKETHHTOBBIE PEUICHHS], CTUMYIHPOBAHHE
crpoca u cObITa, IIEHOBAsI JACTUIHOCTb.

VI. Translate into English:

1. Ilo gaHHOW KOHIIETIIMM, OTIAET MAapKETUHTa CTAaHOBHUTCS
[JIABHOM YIPABIISIONIEH CUI0M KOMITAHUH.

2. UroObl OoCTMYB ycliexa B CBOEH AeATeNbHOCTH, Jr00as
¢upMa JI0JKHA OPUEHTHPOBATHCS Ha OTPEOUTEIS.

3. OpueHTtupysicb Ha notpebures, GupMa I0HKHA CIPOCUTD
ce0si, HYXEH JHM €l ToBap, KOTOPBHIH OHA TMPOHM3BOAHUT WIH
MpeJiaraeT, ¥ KaKMMHU XapaKTepUCTHKAMHU OH JIOJDKEH 00J1a1aTh.

4. Becerga u BO Bce BpeMEHa CyIIECTBOBasIa IpoliieMa cObITa
TOBapa.

5. Komnanum cienyer ydyuThIBaTh, Kakhe KaHaibl cOBITa
ABIISIOTCS JYYIIMMH, Kakas II€HOBas IOJIMTHKA TPUHECET OOJIbIIe
JI0X0/J1a, KaKUX JIFOIEH 3aMHTEPECYET €€ TOBap WIH yciyra.

VII. Explain all grammatical cases in the following sentences.

1. The company recognizes that essentially every important
decision facing the company is in reality a marketing decision.

2. Most of today's new products come about as a result of
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extensive marketing research.
3. What styles, colours, models, sizes, etc., should be produced?
4. What price policy will most maximize profits?

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Many duties that (to be) traditionally the responsibility of
the production or finance department prior to the 1950s, (to become)
the responsibility of the marketing department.

2. The company (to recognize) that essentially every important
decision facing the company (to be) in reality a marketing decision.

3. Because the firm (to have) the technological ability to
produce almost anything, most companies (to realize) that production
(to be) no longer a problem.

4. How we (to differentiate) our product from similar and
competing products?

5. What channels of distribution (to be) best?

6. What price policy (to maximize) profits?

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plain of the text.
XI1. Retell the text according to your plan.
UNIT 9
I. Read, translate the text in the written form and be ready to
do it on the spot.
PRODUCT AS A BASIC ELEMENT IN MARKETING MIX

The marketing mix refers to all or a particular combination of
activities a firm uses in marketing its product. The four basic
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elements in the marketing mix are the product, the channels of
distribution, the pricing structure, and the promotional activities,
which generally include advertising and personal selling.

All products may be classified as being either consumer goods
or industrial goods. Consumer goods are those goods purchased by
individuals for their own personal use rather than for business.
Industrial goods are goods sold by one business.

Consumer goods. There are three basic categories of
consumer goods:

Convenience goods. Convenience goods are inexpensive
goods that consumers wish to bay at the most convenient location
and with a minimum of effort. Typical examples are cigarettes,
candy, newspapers and staple grocery items.

Shopping goods. There are some goods that people expect to
shop for. Shopping goods carry relatively high price tags and are
purchased less frequently. Examples would include automobiles,
furniture, and major appliances.

Specialty goods. These are goods consumers are willing to
make a special effort to buy. However, they are available in only
relatively few outlets in any given area. Musical instruments,
expensive furs and jewellery are typical examples.

It should be noticed that what may be a convenience good to
one individual may be a shopping or specialty good to another
because of the buyer’s socioeconomic status and demand at the time.
Also, many products that were at one time shopping or specialty
goods have today become convenience goods.

Industrial goods. Some products are sold to industry, not to
individual customers. If your product or service is designed for
industrial use, you will be marketing it to lists of client industries
such as food processors, steel mills, electronic plants or clothing
factories. In marketing industrial products and services you will be
focusing on specifications, dimensions, blue prints and technical
details.
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Il. Translate the following words and Ilearn their
pronunciation, make up 5 sentences of your own with some of them:

The marketing mix, the product, the channels of distribution,
the pricing structure, the promotional activities, advertising, personal
selling, consumer goods, industrial goods, convenience goods, staple
grocery items, shopping goods, price tags, appliances, specialty
goods, outlets, the buyer's socioeconomic status, food processors,
steel mills, electronic plants, clothing factories.

I11. Translate and learn the following definitions:

Consumer goods are those goods purchased by individuals
for their own personal use rather than for business use.

Industrial goods are goods sold by one business firm to other
business.

Convenience goods are inexpensive goods that consumers wish
to buy at the most convenient location and with a minimum of effort.

Shopping goods are goods that people expect to shop for, they
carry relatively high price tags and are purchased less frequently.

Specialty goods are goods consumers are willing to make a
special effort to buy; they are available in only relatively few outlets
in any given area.

IV. Fill in the gaps with the words and expressions from the text.

1. The four basic elements in the ... mix are the ..., the
channels of ..., the ... structure and the ... activities, which generally
include and ... selling.

2. ... goods are those goods ... by individuals for their own
personal use rather than for ... use.

3. ... goods are inexpensive goods that consumers wish ... at
the most ... location and with a ... of effort.

4. ... goods carry relatively high ... and are ... less flequently.

5. In ... industrial products and services you will be ... on
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specifications, ..., blue ... and technical details.

V. Give English equivalents for:

MapKEeTHHIOBBIE MEPOIIPHUSITUS;, TPOMBIIUICHHBIC TOBapPHI;
MOTPeOUTEIbCKHE TOBaphl; TOBapbl  IOBCETHEBHOTO  CIIPOCA;
MPEeIMETHI POCKOIIIH; TOBAPHI MEPBO HEOOXOJUMOCTH; TOUYKA COBITA;
TOBapbI, MPHOOpPETaCMbIC B Mara3uHaxX; TOBAapbl Y3KOTO Kpyra JIWII,
rabapuThl; IICHHUKH, IIBEHHBIE (AOpPUKW; peKiiaMa; IpOJaaBaTh;
MOKYIAaTh; COIMAILHO-IDKOHOMHUYECKHUI CTaTyC; ¢ MUHUMAJIbHBIMU
3aTpaTamu.

VI. Translate into English:

1. MapKeTUHIOBBI KOMIUIEKC BKJIIOYAET YETHIPE OCHOBHBIX
JIIEMEHTA: TOBAp, KaHajbl CObITA, IEHOBYIO CTPYKTYpYy M JCHCTBHUS
10 IPOJBMKECHUIO TOBapa, T.€. peKJIaMHUPOBaHHUE.

2. Bce ToBapbl mOApa3NeNsrOTCS Ha TMOTPEOUTENbCKHE U
IMPOMBIIIJICHHBIC.

3. IloTpebutenpckue TOBaphl MOAPA3AETSAIOTCS HA TOBAPHI
MOBCEIHEBHOT'O CIIPOCa, MPEIMEThl POCKOIIM MM TOBaphl Y3KOIO
Kpyra norpeourenei.

4. SlpkuMu puUMepaMH TOBapOB Y3KOI'0 Kpyra morpedureneit
ABJIAIOTCA MCXa, Aparou€HHOCTH, MY3BIKAJIbHBIC HWHCTPYMCHTEI,
JeTTUKATECHl U T.I1.

5. CTouT OTMETHTbH, YTO OJUH U TOT XK€ TOBAp MOXKET OBITh
TOBApOM IIOBCEJHEBHOI'O CIIPOCAa Y OJHOIO UEJIOBEKA U IPEIMETOM
POCKOILIH Yy APYroro.

VII. Explain all grammatical cases in the following sentences.

1. All products may be classified as being either consumer
goods or industrial goods.

2. Industrial goods are goods sold by one business firm to
other business.

3. There are some goods that people expect to shop for.

4. It should be noted that what may be a convenience good to
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one individual may be a shopping or specialty good to another
because of the buyer's socioeconomic status and demand at the time.
5. If your product or service is designed for industrial use, you
will be marketing it to lists of client industries such as food
processors, steel mills, electronic plants or clothing factories.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. The marketing mix (to refer) to all or a particular
combination of activities a firm (to use) in marketing its product.

2. All products (to classify) as being either consumer goods or
industrial goods.

3. Shopping goods (to carry) relatively high price tags and (to
purchase) less frequently.

4. Many products that (to be) at one time shopping or specialty
goods (become) convenience goods.

5. If your product or service (to design) for industrial use, you
(to market) it to lists of client industries such as food processors,
steel mills, electronic plants or clothing factories.

IX. Discuss the following problems.

1. What goods are more profitable for manufacturing:
consumer or industrial?

2. What is the difference between shopping and special goods?

3. Give examples of all kinds of goods.

4. Give examples of goods being convenience to one person
and special to another.

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plain of the text.
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XI1. Retell the text according to your plan.
UNIT 10
I. Read, translate the text in the written form and be ready to
do it on the spot.

MANUFACTURERS, WHOLESALERS AND RETAILERS

Manufacturers, wholesalers, and retailers, as well as other
channel members, exist in channel arrangements to perform one or
more of the following generic functions: carrying of inventory;
demand generation, or selling; physical distribution; after-sale
service; and extending credit to customers. In getting its goods to
consumers or end users, a manufacturer must either assume all these
functions or shift some of them or all to channel intermediaries.

There are three important principles in the structure of
marketing channels:

1. One can eliminate or substitute institutions in the channel
arrangement.

2. However, the functions these institutions perform cannot be
eliminated.

3. When institutions are eliminated, their functions are shifted
either forward or backward in the channel and are therefore assumed
by other members.

It is a truism that «you can eliminate an intermediary, but you
cannot eliminate its functionsy.

To the extent that the same function is performed at more than
one level of the marketing channel, the work load for the function is
shared by members at these levels. For example manufacturers,
wholesalers, and retailers may all carry inventory. This duplication
may increase distribution cost.

A flow in the marketing channel is identical to a function.
Physical possession, ownership, and promotion are typically forward
flows from producer to consumer. Each of these flows moves
«downy the distribution channel - a manufacturer promotes a product
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to a wholesaler, who in turn promotes it to a retailer) and so on. The
negotiation, financing, and risking flows move in both directions,
whereas ordering and payment arc backward flows.

In every marketing channel, the members that do business
together have some kind of working relationships. On the extreme
ends on the continuum of these relationships, here are purely
transactional relationships on one side and purely collaborative ones
on the other. Transactional relationships occur when the customer
and supplier focus on the timely exchange of basic products for
highly ~ competitive prices. Collaborative relationships, or
partnerships, occur through partnering, which is a process where a
customer and supplier form strong and extensive social, economic,
service, and technical ties over time.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Manufacturers, wholesalers, retailers, channel arrangements,
generic functions, domestic manufacture, carrying of inventory;
large-scale manufacture, demand generation, hardware manufacturer,
selling; physical distribution, extensive manufacturing, after-sale
service; extending credit to customers, limited-line retailer,
consumers, end users, a manufacturer, channel intermediaries, a
truism, physical possession, ownership, promotion.

I11. Translate and learn the following definitions:

Transactional relationships occur when the customer and
supplier focus on the timely exchange of basic products for highly
competitive prices.

Collaborative relationships, or partnerships, occur through
partnering, which is a process where a customer and supplier form
strong and extensive social, economic, service, and technical ties
over time.
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IV. Fill in the gaps with the words and expressions from the text.

1....,...and ... exist in channel arrangements to ... one or more
of the following generic functions: carrying of ...; demand ..., or
selling; physical distribution; ...; and extending credit to ....

2. Itis a ... that «you can ... an .., but you cannot eliminate its ...».

3. ... possession, ... and ... are typically forward flows
from ... to consumer.

4. The ..., financing and ... flows move in both directions,
whereas ... and ... are backward flows.

5. ... relationships occur when customer and ... focus ... the
timely exchange of basic products for highly ... prices.

6. ... relationships or ... occur through partnering, which is a
process where a ... and a supplier form strong and ... social,
economic, service and technical ... over time.

V. Give English equivalents for:

OnToOBUK, MPOU3BOJAUTEIL, MOTPEOUTENIb,  IMOKYIATElb,
IIpoaaBceIy, C6I>ITOBI/IK, pOBHH‘IHLIﬁ TOProeey, NpeANpUHUMATCIIDb,
KaHanbl CcObITa, 0OmMe (YHKIUU, TEPErOBOPHI, MNapTHEPCTBO,
ACJIOBBIE OTHOIICHUA, COTPYAHUUYCCTBO, CJCJIKA, OTE€YECTBEHHBIN
MMpOU3BOAUTCIIb, Cl'IeLII/IaJ'II/IBI/IpOBaHHHﬁ Marasvt,
MAaIIMHOCTpOUTENbHAs (PUpMa, MACCOBOE TIPOU3BOJICTBO.

VI. Translate into English:

1. IlpousBojmuTenu, ONTOBUKH, PO3HUYHBIE TOPTOBIBI U
JpyTHE WISHBI KaHAJIAa BHIIOJHAIOT HECKOJIBKO O00IUX (PyHKIINH.

2. O1n (HyHKIUH COCTOAT B CIICAYIOIIEM: TEHEPUPOBAHUE CIIPOCA,
pa3MelleHie  TOoBapa,  OCYIIECTBICHME  OOCIY)KMBaHHS  TOCIE
MPUOOPETEHHs TOBapa, PACIIMPEHHOE KPSTUTOBAHUE MTOTpeOHTENeH 1 ap.

3. OnToBHK — 3TO (U3UYECKOE JIMIIO, 3aHUMAFOIIEECs
peanu3anuell OONBIIOW TAPTHM TOBapa IEIUKOM WIH OoJiee
MEJKUMHU MapTUSMU IO CXOIHOH IICHE.
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4. PO3HWYHBIA TOPTOBEI] — 3TO JIUIIO, peau3yIoliee TOBap B
pO3HUILy, T.€. TIO €IWHHWIAM, MO0 yCTAHOBJIEHHBIM HAa TOT MOMEHT
LIEHaM.

VII. Explain all grammatical cases in the following sentences.

1. In getting its goods to consumers or end users, a
manufacturer must either assume their functions or shift them to
channel intermediaries.

2. The functions these institutions perform cannot be
eliminated.

3. When institutions are eliminated, their functions are shifted
either forward or backward in the channel and are therefore assumed
by other members.

4. To the extent that the same function is performed at more
than one level of the marketing channel, the work load for the
function is shared by members at these levels.

5. On the extreme ends on the continuum of these relationships,
here are purely transactional relationships on one side and purely
collaborative ones on the other.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. The above discussion (to underscore) three important
principles in the structure of marketing channels.

2. When institutions (to eliminate), their functions (to shift)
either forward or backward in the channel and therefore (to assume)
by other members.

3. In every marketing channel, the members that (to do
business) together (to have) some kind of working relationships.

4. Transactional relationships (to occur) when the customer
and supplier (to focus) on the timely exchange of basic products for
highly competitive prices.
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IX. Discuss the following problems.

1. Do you agree with the proposed three «principles» in the
structure of marketing channels? Can you add or delete any of them?

2. Do you think that «trust and cooperation» are an essential
feature of any marketing channel?

3. Can you agree that these basic qualities are essential for any
other business activity?

X. Write down 10 questions to the text and be ready to give
answers in details.

X1. Make up a plain of the text.
XII. Retell the text according to your plan.

UNIT 11
I. Read, translate the text in the written form and be ready to
do it on the spot.

ADVERTISING IN THE USA

The influence of advertising in the mass media market has
both advantages and disadvantages. On the plus side is the fact that
people get an incredible variety of information, entertainment and
culture at minimal cost. The disadvantage is that nearly all of
America’'s mass communications are heavily overloaded with
commercial or persuasive messages. All advertising contains both
information and persuasion.

In Latin ad vertere means "to turn the mind towards
something”. The American Marketing Association (AMA) points out
that advertising is a tool of marketing along with the product price,
distribution and personal selling. It also reminds us that advertising
can be used to promote ideologies and services. This kind of
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promotion is "non-personal” - it is directed "to whom it may
concern" - and therefore it is effective because the audience is very
receptive to it.

The first function of advertising is to distinguish among
identical products. This attempt was exercised at the end of the 19-th
century by means of brand name identification. It seemed that the
brand name would become synonymous with the product or its
quality, e.g. Kodak or Xerox.

While brand names were an effective advertising technique,
something more was required to establish the product difference in
the public mind. The slogan gave way to the jingle, which was set to
music and rhyme.

The next advertising technique was brand image. Its aim was
to create an image for a product that puts it a little above the
competition and hence makes it a little more desirable. Since the late
1960s, a new concept has come to national advertising called
«positioning». Positioning consists of segmenting a market by
persuading the customer that the new product will meet the needs of
a selective group. Positioning recognizes the differences in people as
individuals and the impossibility of any product capturing the entire
potential market.

Il. Translate the following words and learn their
pronunciation, make up 5 sentences of your own with some of them:

Advertising, the mass media market, entertainment, at minimal
cost, mass communications, a marketing tool, personal selling,
identical products, brand name, slogan, jingle, brand image,
competition, positioning, the entire potential market direct-mail
advertising, display advertising, electrical advertising, follow-up
advertising, illuminated (letter) advertising, informative advertising,
media advertising, point-of-purchase advertising, puffing advertising,
subliminal advertising.
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I11. Translate and learn the following definitions:

Advertising is a tool of marketing along with the product
price, distribution and personal selling which turns the public mind
towards some product or service. Positioning is a new advertising
concept consisting of segmenting a market by persuading the
customer that the new product will meet the needs of a selective

group.

IV. Fill in the gaps with the words and expressions from the text.

1. The influence of ... in the ... market has both ... and ....

2. The ... (AMA) points out that ... is a tool of marketing along
with the .., distribution and ... selling.

3. The first function of advertising is to ... among ... products.

4. While ... were an effective ..., something more was required
to establish the product difference in the ....

5. Its aim was to ... for a product that ... it a little above the ...
and hence makes it a little more ...

V. Give English equivalents for:

ITo MakcumalbHOW I1i€eHEe, TNpU MHUHUMAJbHBIX 3aTpaTax,
pexkinaMa yOeXJaloero XapakTepa, PpaHKUPOBaHHAS peKjIama,
ToproBoe uMs (Mapka), peiHOK CMU, MOTEHUMANbHBIM pPBIHOK,
MEXaHU3M MapKEeTHHTa, OCYHIECTBIISATh MO3UIIWHT, OOpaTHTh YbE-
00 BHUMaHHUE Ha, CBETOBAs peKjiaMa, YCTHas peKiiama, MOBTOpHas
pexiama, pekiiama «Oerymiei CTpOKO».

VI. Translate into English:

1. TlomoxuTenbHON CTOPOHOM peKJamMbl SIBISETCS TO, UTO
OoNbIIOE KOJMYECTBO JIIOJEH HMMEIOT BO3MOXHOCTH IIOJIyYHUTb
MaKCHUMyM HH(OPMAIINU U Pa3BICUEHUH 110 MUHUMABHOM LIeHE.

2. Hackonmpko 8  MOHMMAawo, TOJ  «TTO3UIIMHIOM»
noJpasyMeBaeTcst 0cobasi TAKTUKA B PEKJIIAMHOM JIeTe.
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3. llenmpto maHHOW TaKTHUKW SBISETCS peKJiaMa MPOAYKTa,
CO3JAaHHOrO0 JJI1 KOHKPETHOM TIpYIIbl IOKyHarejaed, a Takke
peKiamMa yXe CYHIECTBYIOUIET0, HO HE IMOJB3YIOIIErocs CIPOCOM
MPOAYKTa C IENbI0 TIePEOPUEHTAINN €r0 Ha CHEeNHAIH3UPOBAHHYIO
IPYyIILy JIOJEH.

4. llepBasg mombITKAa pa3inuyaThb aHAJOTHYHBIE TOBApHI
MTOCPEACTBOM OTOXKJECTBIICHHUS C TIOMOINBI0O KOHKPETHBIX TOPTOBBIX
3HAKOB OblJIa MPEANPHUHATA B KOHIIE 19-TO Beka.

5. OcobenHocThi0 cpeactB MaccoBoil mHpopmanuu CIIA
ABJIACTCA TNEPErpyKCHHOCTH COO6IlICHI/I$IMI/I KOMMEPYECKOI'o WJIH
aruTaIoOHHOTO (YOSKIAI0IIero) XapakTepa.

VII. Explain all grammatical cases in the following sentences.

1. The disadvantage is that nearly all of America’s mass
communications are heavily overloaded with commercial or
persuasive messages.

2. It also reminds us that advertising can be used to promote
ideologies and services.

3. This attempt was exercised at the end of the 19" century by
means of brand name identification.

4. While brand names were an effective advertising technique,
something more was required to establish the product difference in
the public mind.

5. Since the late 1960s a new concept has come to national
advertising called “positioning”.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. All advertising (to contain) both information and persuasion.

2. This attempt (to exercise) at the end of the 1 9-th century by
means of brand name identification.

3. It (to seem) that the brand name would become synonymous
with the product or its quality.
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4. While brand names (to be) an effective advertising
technique, something more (to require) to establish the product
difference in the public mind.

5. The slogan (to give way) to the jingle, which (to set) to
music and rhyme.

6. Positioning (to consist) of segmenting a market by
persuading the customer that the new product (to meet) the needs of
a selective group.

IX. Discuss the following problems.

1. Is the influence of advertising on customers, on people, on
children: good or bad, harmful or useful?

2. Which is more persuasive: radio or newspaper advertising?
Give your reasons.

4. Make any kind of advertising of some product or service.

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plain of the text.
XI1. Retell the text according to your plan.

UNIT 12
I. Read, translate the text in the written form and be ready to
do it on the spot.

MARKETS
A market is a mechanism, which allows individuals or
organizations to trade with each other. Markets bring together buyers
and sellers of goods and services. In some cases buyers and sellers
meet almost by remote control.
A market is a shorthand expression for the process be which
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households' decisions about consumption of alternative goods, firms'
decisions about what and how to produce, and workers' decisions
about how much and for whom to work are all reconciled by
adjustment of prices.

Prices of goods and of resources, such as labour, machinery
and land, adjust to ensure that scare resources are used to produce
those goods and services that society demands.

Much of economics is devoted to the study of how markets
and prices enable society to solve the problems of what, how and for
whom to produce. Suppose you buy a hamburger for your lunch.
You chose the cafe because it was fast, convenient and cheap. Given
your desire to eat, and your limited resources, the low hamburger
price told you that this was a good way to satisfy your appetite. You
probably prefer steak but society answers the “for whom” question
about lunchtime steaks in favour of someone else.

Now think about the seller's viewpoint. The cafe owner is in
business because, given the price of hamburger meat, the rent and the
wages that must be paid, it is still possible to sell hamburgers at a
profit. If rents were higher, it might be more profitable to sell
hamburgers in a cheaper area or to switch to luxury lunches for rich
executives on expense accounts.

Prices are guiding your decision to buy a hamburger, the
owner's decision to sell. Society is allocating resources - meat,
buildings, and labour - into hamburger production through the price
system. If nobody liked hamburgers, the owner could not sell enough
at a price that covered the cost of running the cafe and society would
devote no resources to hamburger production.

So we have adopted a very general definition of markets,
which emphasizes that they are arrangements through which prices
influence the allocation of scarce resources.

Il. Translate the following words and Ilearn their
pronunciation:
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Stock market, entity, to transact business, conscious, remote
control, to reconcile, adjustment of prices, mechanism, scarce
resources, luxury lunches, consumption of alternative goods, steak,
rich executives, conversely, wages to allocate resources, to devote
resources, wholesale market, precise descriptions, to emphasize.

I11. Translate and learn the following definitions:

A market is a mechanism, which allows individuals or
organizations to trade with each other and brings together buyers and
sellers of goods and services.

A market is a shorthand expression for the process by which
Households' decisions about what and how to produce, and workers'
decisions about how much and for whom to work are all reconciled
by adjustment of prices.

Markets are arrangements through which prices influence the
allocation of scarce resources.

IV. Fill in the gaps with words and expressions from the text.

1. To understand ... of market behavior you have to ... the
way the market works.

2. On the ... market, business can be ... over the telephone,
almost by ...

3. A market is a ... expression for the process by which
households' decisions ... consumption of alternative goods, firms'
decisions about what and how ..., and workers' decisions about how
much and ... whom to work are all ... by ... .

4. Much of economics is ... the study of how markets and
prices ... society to ... the problems.

5. If rents were higher, it might be more ... to sell hamburgers
in a cheaper area or ... to ... lunches.

V. Give English equivalents for:
HOBGZ[CHI/IC PBIHKA; PBIHOK HEHHBIX 6yMar; MMpoBOAUTH CACIIKY,
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oTepaIyio; UMETb YTO-TO o0mee ¢ dYeM-Tu00; YYHTHIBas, YTO
(mpuHUMas BO BHHMAaHHE); B TMOJNB3Yy KOTO-TMOO JPYTroro;
NpuOBUILHO ~ MPOJIaBaTh;  NEPEKIIOYUThCS ~ HA  YTO-IHOO;
HEKBaTUPHUITIPOBAHHAS pabora; pacrpenemsiTh pecypcs
MOCPEACTBOM CHUCTEMBI IICH; Ha0aBJIATH IICHY; IEpepaclpencisTh
PacXobl; ONTOBBIA PHIHOK; MEXaHU3MBI (CTPYKTYPHI), IICHbI BIHUSIOT
Ha pacrpe/esicHue.

VI . Translate into English :

1. PeiHOK 1IeHHBIX OyMar, Kak W JII0OOW PBIHOK, BooOIIe, Te
COBEPIIAIOTCS  CHENIKH,  MPEJCTAaBIsAeT  COOOM  MeXaHu3M,
MOCPEICTBOM  KOTOPOTO  LE€HBl  PETyJIHPYIOT  paclpeneieHue
OrpaHUYEHHBIX PECYPCOB B OOILECTBE.

2. IloTpebHOCTH pa3nUYHBIX TPYNI OOLIECTBAa MPUBOASTCS B
COOTBETCTBHE IYTEM DPEryIHpOBaHMS LIEH Ha TOBAP U PECYPCHl —
TpyH, KanuTtaji (000pyI0BaHKE), 3EMITIO.

3. MHorue cTyaeHTHl HIIyT paboTy B Kade, MOCKOIbKY OHa
3aHUMaeT Y HHX JIMIIb YacTh BPEMEHH U He TpeOyeT KBanu(uKalum,
HECMOTpSl Ha TO, YTO BJajeNblbl Kade MNpeasararoT HEBBICOKYIO
IUI1aTy 3a TaKOH TPY.

4. Ecimu Obl BO3MOXXHOCTH 3KOHOMHKH II0 IPOU3BOJACTBY
MSICOIIPOAYKTOB COKpPAaTWINCh, LI€HAa Ha MSICO Bo3pocia Obl, H
MOoKymnaTeJm CTaJin 6BI MOoKyInaTbh CaHJABHU4YU C CBIpOM, TO €CTb
KOPPEKTHPOBKA IIeH o0y ania 06l 00IIECTBO K mepepacipeelieHHIO

pecypcos.

VII. Explain all grammatical cases in the following sentences.

1. To understand reports of market behavior you have to bear
in mind the way the market works.

2. In other cases, such as the stock market, business can be
transacted over the telephone, almost by remote control.

3. There's no need to go into these details.

4. What does this have to do with markets and prices?
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5. That is why we have adopted a very general definition of
markets, which emphasizes that they are arrangements through,
which prices influence the allocation of scarce resources.

VIII. Put the verbs in brackets in the appropriate tense form,
explain your choice and translate the sentences.

1. Prices of goods and resources (to adjust) to ensure that
scarce resources (to use) to produce those goods and services that
society (to demand).

2. Much of economics (to devoted) to the study of how
markets and prices (to enable) society to solve the problems of what,
how and for whom to produce.

3. You (to choose) the cafe because it was fast, convenient and cheap.

4. The low hamburger price (to tell) you that this was a good
way to satisfy your appetite.

5. Price (to guide) your decision to buy a hamburger, the
owner's decision to sell.

6. We (to adopt) a very general definition of markets, which
(to emphasize) that they (to be) arrangements through which prices
(to influence) the allocation of scarce resources.

IX . Discuss the following problems.

1. How markets and prices can enable society to solve the
problems of what, how and for whom to produce?

2. How do limited resources influence on market price, goods?

3. What definition of the market in more objective and suitable
to you?

X. Write down 10 questions to the text and be ready to give
answers in details.

XI. Make up a plain of the text.
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XI1. Retell the text according to your plan.
SUPPLEMENTARY READING

BUYERS, SELLERS AND THE MARKET

Customers and clients

Company Products/services Customer/client base

Autocomp products: car components customer base: car
companies

Best Travel services: package holidays customer base: general
public

Digby and Charles professional services: | client base or clientele:

architecture companies,  government

organizations and the
public

Digitco products: cheap computers | customer base: general
public

People who buy 'everyday' services such as train travel or
telephone services are called customers. You can also talk about the
users or end-users of a product or service, who may not be the people
who actually buy it. For example, when a company buys computers
for its staff to use, the staff are the end-users.

People who buy products or services for their own use are
consumers, especially when considered as members of large groups
of people buying things in advanced economies.

Buyers and sellers

A person or organization that buys something is a buyer or
purchaser. These words also describe someone in a company who is
responsible for buying goods that the company uses or sells. These
people are also buying managers or purchasing managers.

A person or organization that sells something is a seller. In
some contexts, for example selling property, they are referred to as
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the vendor. People selling things in the street are street vendors.

The market

The market, the free market and market economy describe an
economic system where prices, jobs, wages, etc. are not controlled
by the government, but depend on what people want to buy and how
much they are willing to pay.

Word combinations with 'market’

forces the way a market economy makes sellers
Market pressures produce what people want, at prices they

are willing to pay

place producers and buyers in a particular
market economy, and the way they
behave

prices prices that people are willing to pay,
rather than ones fixed by a government

reforms changes a government makes to an

economy, so that it becomes more like a
market economy

growth In the late 1990s, Internet use was
doubling every1l00 days. Market growth
was incredible.

segment Women are a particularly interesting
target for the Volvo V70. They are an
important market segment for VVolvo.

segmentation The Softco software company divides the
software market into large companies,
small companies, home office users, and
leisure users. This is its market
segmentation.

share Among UK supermarkets, Tesco sells
more than any of the other chains. It has
the highest market share.

leader Tesco is the market leader among UK
supermarkets as it sells more than any of
the other chains.
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Companies and markets

You can talk about the people or organizations who buy
particular goods or services as the market for them, as in the 'car
market', ‘the market for financial services', etc. Buyers and sellers of
particular goods or services in a place, or those that might buy them,
form a market.

If a company:

enters a market it starts selling there

penetrates for the first time.

abandons it stops selling there.

gets out of

leaves

dominates it is the most important
company selling there.

corners it is the only company

monopolizes selling there.

drives another it makes the other

company out of company leave the
market, perhaps
because it can no
longer compete.

Competitors and competition

Companies or products in the same market are competitors or
rivals. Competitors compete with each other to sell more, be more
successful, etc. The most important companies in a particular market
are often referred to as key players. Competition describes the
activity of trying to sell more and be more successful. When
competition is strong, you can say that it is intense, stiff, fierce or
tough. If not, it may be described as low-key. The competition refers
to all the products, businesses, etc. competing in a particular situation,
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seen as a group.
MARKETING

Marketing is the process of planning, designing, pricing,
promoting and distributing ideas, goods and services, in order to
satisfy customer needs, so as to make a profit.

Companies point out how the special characteristics or
features of their products and services possess particular benefits that
satisfy the needs of the people who buy them.

Non-profit organizations have other, social, goals, such as
persuading people not to smoke, or to give money to people in poor
countries, but these organizations also use the techniques of
marketing.

In some places, even organizations such as government
departments are starting to talk about, or at least think about their
activities in terms of the marketing concept.

The four Ps

The four Ps are:

product: deciding what to sell

price: deciding what prices to charge

place: deciding how it will be distributed and where people
will buy it

promotion: deciding how the product will be supported with
advertising, special activities, etc.

A fifth P which is sometimes added is packaging: all the
materials used to protect and present a product before it is sold.

The four Ps are a useful summary of the marketing mix, the
activities that you have to combine successfully in order to sell. The
next four units look at these activities in detail.

To market a product is to make a plan based on this
combination and put it into action. A marketer or marketeer is
someone who works in this area. (Marketer can also be used to

58



describe an organization that sells particular goods or services.)
Market orientation
Marketers often talk about market orientation: the fact that
everything they do is designed to meet the needs of the market. They
may describe themselves as market-driven, market-led or market-
oriented.

PRODUCTS AND BRANDS

Word combinations with *product’

product catalogue (BrE) a company's products, as a group
catalog (AmE)
mix
portfolio
line a company’s products of a
range particular type
lifecycle the stages in the life of a product,

and the number of

people who buy it at each stage
positioning how a company would like a
product to be seen in relation to its
other products, or to competing
products

placement when a company pays for its
products to be seen in films and
TV programmes

Goods

Goods can refer to the materials and components used to make
products, or the products that are made. Here are some examples of
these different types of goods:

Consumer goods that last a long time, such as cars and
washing machines, are consumer durables. Consumer goods such as
food products that sell quickly are fast-moving consumer goods, or
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FMCG.

Brands and branding

A brand is a name a company gives to its products so they can
be easily recognized. This may be the name of the company itself:
the make of the product. For products like cars, you refer to the make
and model, the particular type of car for example, the Ford (make)
Ka (model).

Brand awareness or brand recognition is how much people
recognize a brand. The ideas people have about a brand is its brand
image. Many companies have a brand manager.

Branding is creating brands and keeping them in customer's
minds through advertising, packaging, etc. A brand should have a
clear brand identity so that people think of it in a particular way in
relation to other brands.

A product with the retailer's own name on it is an own-brand
product (BrE) or own-label product (AmE).

Products that are not branded, those that do not have a brand
name, are generic products or generics.

PRICE

Word combinations with "price’

price boom a good period for sellers, when prices are

rising quickly

controls government efforts to limit price increases

cut a reduction in price

hike an increase in price

war when competing companies reduce prices in
response to each other

leader a company that is first to reduce or increase
prices

tag label attached to goods, showing the price;
also means 'price’
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Upmarket and downmarket

Products, for example skis, exist in different models. Some are
basic, some more sophisticated. The cheapest skis are low-end or
bottom-end. The most expensive ones are high-end or top-end
products, designed for experienced users (or people with a lot of
money!). The cheapest entry-level skis are for beginners who have
never bought skis before. Those in between are mid-range. If you
buy sophisticated skis to replace basic ones, you trade up and move
upmarket. If you buy cheaper skis after buying more expensive once,
you trade down and move downmarket.

Downmarket can show disapproval. If a publisher takes a
newspaper downmarket, they make it more popular, but less cultural,
to increase sales. (BrE: upmarket, downmarket; AmE: upscale,
downscale).

Mass markets and niches

Mass market describes goods that sell in large quantities and
the people who buy them. For example, family cars are a mass
market product. A niche or niche market is a small group of buyers
with special needs, which may be profitable to sell to. For example,
sports cars are a niche in the car industry.

PLACE
Distribution: wholesalers, retailers and customers

A distribution network distribution-charinel

d-’/ = = ‘35

= = 4
gm B —

PRODUCERS Wh()I(SiI\rs Retailers CUSTOMERS
DISTRIBUTORS
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A wholesaler or shop selling a particular product, such as cars,
is a dealer. A reseller sells computers. Wholesalers and retailers are
distributors. Wholesalers are sometimes disapprovingly called
middlemen.

Shops

A shop (BrE) or store (AmE) is where people buy things.
Companies may call it a retail outlet or sales outlet. Here are some
types of shop:

* chain store: part of a group of shops, all with the same name.

» convenience store: small shop in a residential area and open
long hours.

* deep discounter: a supermarket with very low prices.

* department store: very large shop with a wide variety of
goods, usually in a town centre.

* drugstore: shop in a town centre in the US which sells
medicines; you can also have coffee and meals there.

» hypermarket: very large shop with a wide variety of goods,
usually outside a town.

» supermarket: very large shop, selling mainly food.

In Britain, a shopping centre or shopping precinct is a purpose-
built area or building in a town centre with a number of shops.
Outside towns, there are shopping malls, where it is easy to park.

Franchises arc owned by the people that run them
(franchisees), but they only sell the goods of one company. That
company (the franchisor) provides goods, organizes advertising, and
offers help and support. In return it takes a percentage of the profits
of each franchisee. Many restaurants are also run like this.

Direct marketing

Hi, I'm Beatrice and I work in a direct marketing company in
Brussels. We organize mailings for many different, products and
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services. This is direct mail but people often call it junk mail. We
target our mailing lists very carefully: for example, we don't send
mailshots for garden tools to people who live in apartments!

We also do telemarketing, selling by telephone, including cold
calls to people who have had no contact with us before. People are
often rude to the workers in our call centres when they do this. (BrE
call centre; AmE: call center)

PROMOTION

Advertising (BrE: ad, advert, advertisement; AmE: ad,
advertisement)

There are different advertising medium. They are neon signs,
open air hoardings (BrE) or billboards (AmE), classified
advertisements, display advertisements, TV commercial and special
display.

The Internet is a new advertising medium. Product
endorsements are when famous people recommend a product. A
series of advertisements for a particular company or product is an
advertising campaign. A person or business that advertises is an
advertiser. An organization that designs and manages advertising
campaigns is an advertising agency.

Sponsorship is where companies sponsor (pay some of the
costs of) events like concerts and sports events.

The sales force

A company's salespeople (its salesmen and saleswomen) visit
customers and persuade them to buy its products. Each member of
this salesforce may be responsible for a particular region: his or her
sales area or sales territory. The head of the sales force is the sales
manager.

Promotional activities
Promotion (uncountable) is all the activities supporting the
sale of a product, including advertising. A promotion (countable)
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describes:
» a special offer such as a discount or reduced price.
* a free sample: a small amount of the product to try or taste.
* a free gift: given with the product.
* competitions with prizes.

Supermarkets and airlines give loyalty cards to customers:
the more you spend, the more points you get, and you can exchange
these points for free goods or flights.

Cross-promotion is where you buy one product, and you arc
recommended to buy another product that may go with it.

THE INTERNET AND E-COMMERCE

The Internet service provider or ISP is the organization that
provides you with Internet access. You register and open an account,
then they give you an email address so that you can communicate by
email with other users. Some ISPs have their own content - news,
information and so on - but many do not. After you log on by
entering your user name and password (a secret word that only you
know), you can surf to any site on the World Wide Web. If you're
looking for a site about a particular subject, you can use a search
engine like Google or Yahoo. When you've finished, remember to
log off for security reasons.

Clicks - and - mortar

My name's John, and | own a chain of sports shops. Last year,
| started an e-commerce operation, selling goods over the Internet.
We've done well. Visitors don't have trouble finding what they want,
adding items to their shopping cart and paying for them securely by
credit card. Last year we had two million unique users (different
individual visitors) who generated 35 million hits or page views.
That means our web pages were viewed a total of 35 million times!

E-commerce or e-tailing has even acted as a form of
advertising and increased levels of business in our traditional bricks-
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and-mortar shops! Pure Internet commerce operations are very
difficult. To succeed, | think you need a combination of traditional
retailing and e-commerce: clicks-and-mortar. In our case, this has
also helped us solve the last mile problem, the physical delivery of
goods to Internet customers: we just deliver from our local stores!

B2B, B2C and B2G

Selling to the public on the Internet is business-to-consumer or
B2C e-commerce. Some experts think that the real future of e-
commerce is going to be business-to-business or B2B, with firms
ordering from suppliers over the Internet. This is e-procurement.

Businesses can also use the Internet to communicate with
government departments, apply for government contracts and pay
taxes: business-to-government or B2G.
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WORD LIST
UNIT 1
. demand - cripoc
. survey - 0630p
. marketing - mapkeTuHr
. supply - mpemnoxenue
. competition - KOHKypeHIHS
. Observation - nabmtoneHue
. planning - manupoBaHue
. sales - cowIT, Mpogaxa
. the marketing potential - emxocTs peIHKa
. price policy - neHoBast MOIUTHKA
. managerial - ynpaBnen4eckuii
. product development - pa3paboTka ToBapa
. overproduction - mepenpon3BoACTBO
. marketing strategy - crpaTterust MapKeTHHTa
. public relations - cBsi3u ¢ 00IIECTBEHHOCTHIO
. assortment of goods - accoprumenT ToBapa
. post-sales servicing - rapanTuitHoe 00CTy:)KUBaHHE
. advertising, ads - pexiamHoe €710, peKkiama
. public opinion polls - onpoc 061IECTBEHHOT0 MHEHHMS
. attitudinal research - uccmenoBanus MueHuit moTpeduTENEH
. local trading customs - mecTHbIE TOProBbie 0OBIYAN
. to take into account - npuHATH BO BHUMaHHUE, Y4ECTh
. promotion of sales - MmepornpusTHs 110 COACHCTBUIO
24. competitors' interests and claims - wuHTepechl M TpETEH3WH
KOHKYPEHTOB
25. marketing intelligence study - u3y4enue nHpopMamu o peIHKE
26. market research - u3y4yeHHe KOHBIOHKTYPBI, MapKETHHIOBOE
HCCIIC/I0OBAHUE
27. demographic and psychographic data - nemorpaduueckue u
ncuxorpaduuecKue TaHHbIC
28. the communications MiX - MeponpusATUS MO OpraHU3aLUH
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WNEFPOWOWWNOOUAWNEREO

66



KOHTAKTOB C MOTPEOUTEISIMU

UNIT 2

. performance - ocymiecTBiIeHHE, BBIIOJHEHHE
. a producer - mpou3BOAUTETH

. & Consumer - moTpeouTEIH

. @ USEr - moJb30BaTeb

. to transport - TpancnopTupoBaTh

. to store - cknagupoBarTk, XpaHUTH

. to price - olleHHBaTh, yCTaHABINUBATH [ICHY

. to advertise - pexamupoBath

. design - pa3paboTka, au3aiH

. ultimate sale - koHe4HbI COBIT, peanr3aIus
. to account for - coctaBsTh

. a mutual benefit - B3anmuas BeIroga

. a vendor - mpomaBell, TOProBerr

. to benefit - monmyvats BbIroIy

. an item - mpeameT, ToBap

. to install - ycranasnuBats, cobuparh

O© 00O ~NOoO O b WN B

e e N o =
~No O~ WNRLRO

. to update - momepHH3HPOBATE

[EY
[o0]

. a Critic - kpuTuk

=
©

. to claim - yrBepskaath, 3asBISTH

. to bear smth out - uto-m60 MoAEPKUBATH, TOATBEPKAATE
. to add value - npu6aBIATh CTONMOCTH

22. the cost of marketing - 3aTpaTbl Ha MApKETHHT, CTOMMOCTb

NN
= O

MapKeTHHra
23. torange from ... t0 ... - HAaUMHAETCS U 3aKAHYNUBAETCH

24. the initial conception - mepBoHayanbHast KOHIEIIIVS, HIEST
25. the flow of goods and services - moTok ToBapoB U yCIyr

26. to provide a variety of choice - o6ecrieunts acCOpTHMEHT
27. to lie in the customer’s perception - 3aBUCETh OT OTHOIICHHUH
nmoTpeduTeNst

28. the cost exceeds the value it adds - 3aTpatsl npeBbIIIAIOT
J00aBJICHHYIO CTOMMOCTb
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UNIT 3
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18.

19
20

. to add value - to mpuOaBAATH CTOUMOCTH

. a retailer - PO3HUYHBIN TIPOIABEI

. awholesaler - ontoBuk

. a manufacturer - IPOM3BOTUTEI

. a marketer - cienuagKCT MO PHIHKAM, MapKETOJIOT

. market developments - MapkeTHHTOBBIC Pa3pabOTKH
. to stock goods - xpaHuTE Ha CKIIaJie TOBAPEI

. potential buyers - moreHMaTbHBIC TOKYIATEN

. extensive inventories - oOIIMpHbIE TOBAPHBIE 3aAChI

. to grant (give) credit to - mpenoCTaBIATH KPEIUT
. to assume (take) risk - mpuHsTH Ha ceOst pucK
. spoilage - mopua (ToBapa)
. 0bsolescence - usHoc, ycrapeBanue
. to provide credit - mpeg0CTaBAATH KPEIUT
. delivery- mocraska, mocraBka
. layaways - 3amacel, peseps
. standardizing - kaau6poBka
grading - coptupoBka, 0T60p
to assign - accurHoBaTh, Ha3HAYATD
. to attest(the quality) - yaocroBepsTh (kauecTBO)

UNIT 4

O© 00O ~NO Ol b WDN -

. data (use) - manusIe

. to assess - oneHuBaTh

. market share - gons perHka

. given... - yautbiBas, (4T0...)

. survey data - ganHbIe OCMOTpa

. a qualitative assessment - kauecTBeHHas OLIEHKA
. price discounting - 1ieHOBbBIE CKUIIKH

. product development - paszpabotka ToBapa

. marketing inputs - 3aTpaTsl Ha MapKETHHT
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10. couponing - KcIoIb30BaHNE KYIIOHOB

11. temporary price reduction - BpeMeHHO€E CHIDKEHHE IIEH

12. marketing mix - MapKeTHHIOBBIH KOMILICKC

13. expanding distribution - pacampennoe pa3Mernenue

14. multimedia advertising - mynbTUMenHiiHAS pEeKIaMa

15. marketing research - MmapkeTHHrOBbIC HCCIICTOBAHUS

16. enhancement - moBsIieHne (IIEHBI, KAYECTBA)

17. brands - copr, kauecTBO, habpuyHas Mapka

18. promotions activities - mesTeaIpHOCTH 0 TIPOABIKEHHIO TOBapa
19. long-term price elasticity - moarocpouHas 3J1acTHYHOCTD LICH
20. promotional activities - meficTBus MO MPOABMKEHUIO TOBapa

UNIT 5

. to compile - cobupats

. manually - Bpyunyo

.out of data - ycrapensrit

. a survey method - metox o6pasa

. secondary data - BropruHbIC JaHHbIC

. primary data - nepBHYHbIE TaHHbIE

. an observation method - Meton HaGMIOIEHUS

. an experiment method - meToj KCTIEpUMEHTa

. management decisions - yrnpaBieHYeCKHE pEIICHHs
10. to collate the data - cpaBHuBaTH, CTUYATE JAHHBIE

© 00O NO Ol & WDN -

11. mailed questionnaires - pasociiaHHbIE TOYTOH AaHKETHI

12. first-hand - mosy4eHHbIe U3 IEPBBIX PYK

13. a concise statement - Cxxaroe, KpaTkoe YTBEPIKIACHHE

14. bias - mpucrpacrtre, HeOObEKTUBHOCTb

15. data processing equipment - obopymoBanue mas 00pabOTKH
JTAHHBIX

16. the findings - mony4eHHbIe JaHHbIE, TOOBITHIC CBEICHUS

17. to exert great influence on - oka3bIBaTh OrPOMHOE BIUSIHUE HA
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UNIT 6

. quality - xauecTBO

. quantity — KommecTBO

. delivery - nocraBka

. utility - mone3Hocthb

. sales office — ornen cObiTa

. consumption - notpedieHune

. manufacturing - mponsBoacTBO

. from the outset — ¢ camoro Hauana

. the channel structure — crpykrypa kanana

. to gain access to — moy4uTh TOCTYI K ...
. to gain possession of — mosyunTE BO BIageHUE
. wholesaling — orrroBast Toprosis

O© 00 ~NOoO O WN B
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. retailing — po3auuHas TOpro,ist

H
o

. to join forces- 0ObenUHATH ycHIUs

. interdependent - B3auM0O3aBHCHUMEI

. to satisfy demand — yxoBieTBOpATH CIipoc

. to stimulate demand — cTumynupoBath cripoc

el T v
o0 N o ol

. final consumers — koneunbie OTpeOHTEN

[EY
©

. distribution — pa3memenue, pacmpeaencHme

N
o

. diverse — pa3HOOOpa3HbIii, pa3INnIHBII

N
=

. an outlet — peIHOK cOBITa, TOProBas TOYKa
. an establishment — ycranosnenwue, yupexaeHmne
. can be viewed as — MoryT ObITh pACCMOTPEHBI KaK ...

NN DN
A wWwDN

. industrial users — mpomblIIIEHHBIE TTOTPEOUTEITH, TIOJIL30BATEIH
. form utility — mose3nocts (0T mepepaboTkM TOBapa)

. possession utility — mome3HocTh (0T MpHOOpETEHHST TOBapa)

27. time utility — mosie3HOCTb (OT CBOEBPEMEHHOTO TIPEIOKECHHUS

NN
o Ol

TOBapa)

28. place utility — mome3HocTh (OT 1OCTaBKH TOBapa)

29. an orchestrated network — cinaxxennas cetb

30. the promotional activities — nesiTenbHOCTB IO MPOJIBIKEHUIO
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TOBapa

UNIT 7

. an income - goxoj

. revenue - 1oxox

. advertisement (ads) - pexnama

. a series of steps - psi maros

. in general terms - B o6rIeM

. COMpetitors - KOHKYPEHTHI

. competition - KOHKypeHITHsI

. outdoor signs - yiu4HbIE BEIBECKH

. sales personnel - ToproBbie pabOTHUKU

. to do business with - 3anumarscst Gu3Hecom

. to verify - KOHTpOIMPOBATH, TIPOBEPATH

. strengths and weaknesses - cuibHbIC U C1a0ble CTOPOHBI
. ethnic background - HarmoHaIBHOE TIPOUCXOXKICHHE

O© 00 ~NOoO O WN B

e ol e =
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. to implement - BBINONHSTE, BHEAPSATH, OCYIIECTBIIATH

=
ol

. marketing tools - cpencrea MmapkeTHHTa (HHCTPYMEHTBI ~)

UNIT 8

. the responsibility - o6s3annoCTH

. marketer - ppIHOYHBIH areHT

. channels of distribution - kanas! cObITa

. duties - monru, 00s13aHHOCTH

. the finance department - ¢punancoBbIii 0TI

. the marketing department - oraen mapkeTunra
. @ management force - ympasienueckas cuia

. price policy - neHoBast MoIUTHKA

O© 00 ~NOoO Ol WN -

. market segments - pbIHOYHBIE CErMEHTBI

10. the marketing concept - KoHIeNIIHsA MapKETHHTA

11. to come about - mosBIATECS, BO3HUKATE

12. competing products - KOHKYpHUPYOIIHE TOBAPHI

13. to appeal to ... - oOpamarscs, npuderatb

14. the production department - mponu3BOJACTBEHHBIN OTIEIT
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15
16
17
uc

. @ marketing decision - MapKkeTHHIOBOE pEIIeHUE

. the marketing mix - MapkeTHHIOBbIE MEPOIIPHUSATHS

. extensive marketing research - o0mIHpHOE MapKETUHTOBOE
CJICOOBAHUC

UNIT 9

1. torefer to ... - OTHOCUTBCA K ...

2. to purchase - mokynarb

3. inexpensive - Hemoporoi

4. price tags - LeHHUKH

5. specification - cierudukarnms

6. dimensions — pa3mepsl, 00BEM

7. blue prints — npoekThlI, MIaHbI

8. advertising - pekiamMupoBaHue

9. the pricing structure — neHoBast CTpyKTypa

el e el ol el =
0O ~NOO U WNPRERO

19.
20.

21

22.

. to design — pa3pabatbiBath (TOBap)

. consumer goods —moTpeOHTEILCKIE TOBAPHI

. industrial goods — nmpoMsIILICHHBIE TOBAPBI

. convenience goods — ToBapbl MOBCEIHEBHOIO CIIPOCa

. outlets — Touku cObITA, TOPTOBBIE TOYKH

. staple grocery items — ocHoBHEIE OakayleiiHBIE TOBAPHI

. shopping goods — ToBapsl, mpuoOpeTacMbie B Mara3mHax

. appliances — (6bITOBBIC) IPHUOOPHI, TPUCTIOCOOICHHMS

. the marketing mix — KoMIIeKC MapKETUHTOBBIX MEPOIIPUSTHI
specialty goods — mpeaMeTsl pOCKOILH, «IIPECTHKHBIE) TOBAPHI
with @ minimum of effort — ¢ MunuMy™MoOM ycummii

. for one’s own personal use — 151 TMUHOTO NOTPEOICHUS

the socioeconomic status — connanabHO-3KOHOMHYECKHU CTaTyC

23. the channels of distribution - kanans pacnipenenenus, coObiTa
UNIT 10
1. wholesalers - ontoBuku

2.

manufacturers - npou3BoauTeNN
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3. retailers - po3HUYHBIE TOPTOBIIEI

4.t0 assume - mpezroarath, A0MyCKaTh

5. to shiftto ... - nepemearh, MEHATH

6. intermediary - mocpeHuK

7. to eliminate - ycTpaHsTh, HCKIIIOYaTh, ITHOPUPOBATH
8. truism - Tprousm

9. ownership - Bmagenue

10. negotiation - meperoBopsI

11. transaction - meno, coenka

12. collaboration - cotpyamruecTBo

13. partnerships - ToBapuiecTBO, MapTHEPCTBO

14. counterpart - kostera

15. the end user - kOHeYHBII TOTPEOUTEITH

16. demand generation - renepupoBaHue crpoca

17. physical distribution - ¢pusuueckoe pacnpocTpaHeHue
18. after-sale service - obcyxuBanHue TOCIe TPHOOPETEHUS TOBapa

UNIT 11

. the mass media market — pprroxk CMU

. brand name — Toprosast mapka

. to give way to ... - yCTYIIUTh MECTO

. advertising technique — pexiiamHast TeXHUKA

. the potential market — noTenImanbHbBIIH PHIHOK

. at minimal cost — mo MUHMMAIBHO 1LIEHE

. advertising — pekiama, peKJIaMUpOBaHKE

. persuasive messages — yoexxaronye pekiiaMHbie COOOIeHHs

00O N O Ol &~ WN -

9. a tool of marketing — MmexaHu3M, HHCTPYMEHT MapKeTHHra
10. «positioning» - «mO3UIMIKMHTY, pekIama I ONPeAeTEHHOTO
Kpyra notpeouteneit

UNIT 12
1. to trade - ToproBarb
2. by remote control - mpu oMoy JUCTAHIIMOHHOTO YIIPABICHUS
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. a shorthand expression for - kpatkoe, pabodee BEIpaXKeHHE
. by adjustment of prices - mocpencTBoM KOpPEKTHPOBKH IIEH
. machinery - obopynoBanue

. given ... - yuuThIBas , 4TO; MPUHUMAs BO BHUMaHHE

. through the price system - uepe3 cucremy 1eH

. to run the cafe - Bectu nena B xade , conepkarh Kade
. scarce ( limited) resources - orpaHuYeHHBIE PECYPChI

. households' decisions - pemenns foMoxo03seK

. part-time job - paboTa ¢ HEMOIHO# 3aHATOCTHIO

. rich executives - cocTosTenpHbBIC CITyKaIlnue

. stock market - ¢ponmoBas Gupska , ppIHOK aKIHi

. the local labour market - mokanbHBIH PIHOK TPyIa

. the local wholesale market - nokanbHbIiT ONITOBBIN PHIHOK
. to cover the cost - ykpsiBaTh pacxopt

. to devote resources - BbIICIATH peCypChl

. to guide one's decision - BIUATh Ha YbE-THOO peIICHHE
. to transact business - coBepiats CaeaKy

. unskilled job - HexBamudunupoBanHas padora
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GRAMMAR FILE

PERSONAL PRONOUNS

JJUYHBIE MECTOUMEHHUA
Hmenumenwvnotii .
Yucno Juyo Oo0vekmublit nadesic
naoesic
Monnexamnee,
MMEHHas 4acTh JlonoHeHHe
CKa3yeMoro
Koceennoe
IIpsimoe
Komy?
KTO? 4TO? Koro? 4ro?
yemy?
Enuncts
l-e | s me MEHS MHE
€HHOE
2-e you THI you TeOs Tebe
OH, .
. him her .. .
3-e he, she, it | omna, it ero, e€ | emy, eif
OHO
MHoXxecT
l-e we MBI us Hac HaM
BEHHOE
2-e you BBl you Bac BaM
3-e they OHH them ux uM

INDEFINITE (SIMPLE) TENSES
T'PYIIIIA HEOIIPEJEJIEHHBIX (ITPOCTBIX) BPEMEH

Bpemena rpymmer Simple  (Indefinite) wucmone3yrores s
KOHCTaTalnuu (akToB, BBIPAKEHHS MOBTOPSIONINXCS JEHCTBUI Oe3
yKa3aHWs Ha XapakTep MPOTEKaHHs ICUCTBUS, O€3 YTOYHECHHUS
YCIIOBHI U OE30THOCHUTEIBHO K JIPYroMy JICHCTBHIO WM MOMEHTY
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(T.e. HE CBsI3aHBI C OMPENEIIEHHBIM MOMEHTOM, KOHCTATUPYIOT (haKT

COBEPIIICHUS JCHCTBUA).

PRESENT SIMPLE

Affirmative I/WelYou/They watch TV.
He/She/lt drinks milk.
Negative I/WelYou/They don't study.

He/She/lt doesn't drink milk.

Question and short answers

Do I/you/we/they sleep? Yes,
I/you/we/they do. No, I/you/we/they
don't.

Does he/she/it talk on the phone?
Yes, he/she/it does. No, he/she/it
doesn’'t.

PAST SIMPLE
Affirmative I/He/She/lt/WelYou/They watchedTV.
I/He/She/lt/WelYou/They went for a
walk.
Negative I/He/She/It/We/You/They didn’t go for

a walk.

Question and short answers

Did I/he/she/it/ you/welthey sleep? Yes,
I/he/shelit/you/we/they did. No,

I/he/shelit/ you/we/they didn't.

FUTURE SIMPLE

Affirmative

I/He/She/lIt/We/You/They will watch TV.

Negative

I/He/She/lIt/We/You/They won't study.

Question and short answers

Will I/he/she/it/we/ you/we/they sleep?
Yes, I/he/shelit/you/we/they will. No,
I/he/shelit/you/we/they won't.
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CONTINUOUS TENSES
TI'PYIIIIA JVIMNTEJIBHBIX BPEMEH

Bpemena rpymmer  Continuous (Progressive) ucmoss3yroTcs
IOJId BBIpAXKCHUA HeﬁCTBHﬁ, MMPpOUCXOJAIINX B OHpCILGHeHHLIfI
MOMCHT BpPpEMEHH, YTO OHO JJINTCSA KaKOH-TO IMPOMEXYTOK BPpEMEHH,
T.€. ICUCTBUE pacCMaTpUBAETCs KaK MPOIECC.

Obpasosanue:
to be (B cooTBeTcTBYIOIIEM BpeMeHH, ulie U urcie) + Participle |

OCHOBHBIE TPYMIIBI  TJAroJioB, KOTOpPBIE OOBIYHO HE
ynotpebisirorest B Continuous:

1. rJjarojibl, O3Ha4YaroIlIue MI)ICJ'H/ITGJ'II)HYIO NEATCIIbHOCTD.
believe, think, assume, consider, understand, suppose, expect, agree,
know, remember, forget.

2. rmarosiel uyBcTBa: like, love, detest, hate, hope, prefer,
wish, want.

3. Tarosel BoctpusTHs: See, hear, taste, smell.

PRESENT CONTINUOUS

Affirmative I am reading a magazine.
He/She/lt is  drinking  milk.
We/You/They are watching TV.

Negative I’m not reading a magazine.
He/She/lt isn't drinking milk.
We/You/They aren't studying.

Question and short answers Are you/wel/they sleeping? Yes,
you/we/they are. No, you/we/they
aren't.
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Is he/she/it talking on the phone?
Yes, he/shelit is. No, he/she/it isn't.

PAST CONTINUOUS

Affirmative I/He/She was reading a magazine.
We/You/They were watching TV.

Negative I/He/She wasn't drinking coffee.
We/You/They weren't studying.

Question and short answers Were you/we/they sleeping? Yes,
you/we/they were. No, you/we/they
weren't.

Was I/he/she talking on the phone?
Yes, I/he/she was. No, I/he/she
wasn't.

FUTURE CONTINUOUS

Affirmative I/He/She/lt/WelYou/They — will  be
watching TV.

Negative I/He/She/lt/WelYou/They won't be
studying.

Question and short answers Will 1/he/she/it/we/ you/we/they be
sleeping? Yes, I/he/she/it/you/we/they
will. No, I/he/she/it/you/we/they won't.

PERFECT TENSES
T'PYITITA COBEPIIIEHHBIX BPEMEH

Bpemena rpymnmbel - Perfect ykaspiBaloT Ha 3aKOHYEHHOCTb
JEUCTBUS W HCIOJB3YIOTCS JUIsl BBIPAKECHMS JEUCTBHM, KOTOpBIE
HpEALIECTBOBAIN JAHHOMY MOMEHTY.
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Obpazosanue:

to have (B cootBercTByromem Bpemenn) + Participle 11

PRESENT PERFECT
Affirmative 1/You/We/They have fed the dog.
He/She/lt has drunk all the water.
Negative I/You/We/They haven't done the

washing-up.
He/She/lt hasn't gone out for a walk.

Question and short answers

Have I/you/we/they washed the
shirts?

Yes, l/you/we/they have. No,
I/you/we/they haven't.

Has he/she/it eaten everything?

Yes, he/she/it has. No, he/she/it
hasn't.

PAST PERFECT

Affirmative I/He/She/lt/You/We/They had drunk
all the water.

Negative I/He/She/It/You/We/They hadn't done

the washing-up.

Question and short answers

Had I/he/she/it/you/we/they washed the
shirts?

Yes, I/he/she/it/you/we/they had. No,
I/he/shel/it/you/we/they hadn't.

FUTURE PERFECT

Affirmative I/He/She/lt/You/We/They  will have
drunk all the water.
Negative I/He/She/It/You/We/They won't have

gone out for a walk.

Question and short answers

Will I/he/she/it/you/we/they have eaten
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everything?

Yes, I/he/shelit/you/we/they will. No,

I/he/shelit/you/we/they won't.
PERFECT CONTINUOUS TENSES

I'PYIIIIA J/IMTE/IbHBIX 3ABEPLIEHHBIX BPEMEH

Bpemena rpymmer Perfect Continuous wucmons3yrotess st
BEIp&)KCHUS NIEHCTBHI, HAUaBIINXCA B KAaKOH-TMOO MOMEHT U
MIPOAOJDKAIOIIMXCS 10 APYTOro JaHHOI'O MOMEHTA, 4aCTO BKIIFOYAs €TO.

PRESENT PERFECT CONTINUOUS

Affirmative I/We/You/They have been watching
TV.
He/She/lt has been drinking milk.

Negative 1/We/You/They haven't been
studying. He/She/lt hasn't been
sleeping.

Question and short answers Have I/you/we/they been talking on
the phone? Yes, I/you/we/they have.
No, I/you/we/they haven't.

Has he/she/it been sleeping?

Yes, he/she/it has. No, he/she/it
hasn't.

PAST PERFECT CONTINUOUS

Affirmative I/He/She/lt/We/You/They had been
watching TV.
Negative I/He/She/lt/We/You/They hadn't been

drinking coffee.

Question and short answers | Had I/he/she/it/you/we/they been
sleeping? Yes, I/he/she/it/you/we/they
had. No, I/he/she/it/you/we/they
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| hadn't.

FUTURE PERFECT CONTINUOUS

Affirmative I/He/She/lt/We/You/They will have
been watching TV.
Negative I/He/She/lt/We/You/They won't have

been studying.

Question and short answers

Will I/he/she/it/we/ you/we/they have
been sleeping? Yes,
I/he/she/it/you/we/they will. No,
I/he/she/it/you/we/they won't.

THE PASSIVE

CTPAJATEJIBHBIH (ITACCHBHBIH) 3AJ10T

Active

Passive

Present simple

They lock the door every
night.

The door is locked every
night.

Present continuous

They are watching the
shop.

The shop is
watched.

being

Past simple

The burglars broke the
window.

The window was broken
by the burglars.

Past continuous

They were making a
film.

A film was being made.

Present perfect

The police have found a
white van.

A white van has been
found (by the police).

Past perfect

No one had ever seen the
monster.

The monster had never
been seen.

Future simple

Thousands of people will
visit  Stonehenge  this
summer.

Stonehenge  will  be
visited by thousands of
people this summer.

Future perfect

By the end of the week,
the new restaurant will
have served seven
thousand customers!

Seven thousand
customers will have been
served at the new
restaurant by the end of
the week!

Modals You mustn't use the TV | The TV mustn't be used
after ten o'clock. after ten o'clock.
-ing forms Celebrities like people | Celebrities like being

recognizing them in the

recognized in the street.
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street.

Infinitives

We have to give these
library books back.

These library books have
to be given back.

REPORTED STATEMENTS
KOCBEHHAA PEYb

Direct speech

Reported speech

Present simple

She said, 'l feel tired.'

Past simple
She said (that) she felt tired.

Present continuous

She said, 'I'm watching TV.'

Past continuous
She said (that) she was watching TV.

Past simple

She said, 'l played tennis.'

Past perfect
She said (that) she had played tennis.

Past continuous

She said, 'We were studying hard.'

Past perfect continuous
She said (that) they'd been studying
hard.

Present perfect

She said, 'l've seen that film before.'

Past perfect
She said (that) she'd seen that film
before.

She said, 'I'm going to phone Sam."'

will would
She said, T’ll go for a walk.' She said (that) she would go for a walk.
Is going to was going to

She said (that) she was going to phone
Sam.

She said, 'l can run fast.'

must had to
She said, 'l must go home.' She said (that) she had to go home.
can could

She said (that) she could run fast.

may

might

She said, 'l may watch a film.'

She said (that) she might watch a film.

Place/time words may change in reported speech:

yesterday - the day before /the previous day
tomorrow - the following day /the next day
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now - then /at that time
today - that day

this - that

these - those

here - there

next - the following
ago - before/previously
last - the previous

MODAL VERBS
MOJA/IBHBIE I'JIAT OJ1bl

MopanbHble TJIArojibl BBIPAKAIOT HE caMo JeHCTBHE, a
OTHOIIICHHE K HEMy (BO3MOXKHOCTh WJIH HEBO3MOJKHOCTH €ro
COBEPIIUTD), TIO3TOMY ITOCIIE MOJAJIBHBIX TJIaroJI0OB CTOUT OCHOBHOM
IJIaroj, BBIPAXKAIOUIUI JCHWCTBUE, B HeompeacicHHONH (opme Oe3
gacThipl to. OHU HE U3MEHSIOTCS IO JIMIAM, He UMEIOT HEJTMIHBIX
¢dopMm; MHOUHHUTHBA, TEPYHAMS W TpHUacTus. BompocurenbHas u
oTpuIatesbHas (OpPMbI MOJAIBHBIX TJIaroJioB 0o0pasyroTcs 0e3
BCIIOMOTATEIBHOTO IJIaroa.

MoaaabHble IJ1aroJbl 3HaueHune

can paspemicHne, BO3MOXXHOCThb,  yMEHHE,
CII0COOHOCTH

can’t COMHEHHUE, YOUBIICHHE, HEloBepue,
HEBEPOSITHOCTh

be able to CIOCOOHOCTE

must 0053aHHOCTH, MPHUKa3aHUE, MPHUITAIICHNUE,
HEOOXOIUMOCTD;
MPEIoI0KeHUE (IOYTH YBEPEHHOCTH )

have to / need to 00513aHHOCTh, HEOOXOAUMOCTh

may paspelnicHue;

MpEANOJJIOKCHUE C OTTCHKOM COMHCHMUA,
JOITyCKaeMast BO3MOKHOCTb
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might

MPEANOIOKEHUE C OTTEHKOM COMHEHMUA,
JOoIryCKaeMast BO3MOXXHOCTb

should /ought to

JUYHBIA COBET, MHEHHE, PEKOMEH/AITN;

YIPEK, MOPULIAHUE

CONDITIONALS: ZERO, FIRST, SECOND, THIRD
COCIATATE/IBHOE HAK/IOHEHHUE

Form

Use

Example

Zero conditional
If + present simple// present
simple

general truths

If | get up very early,
I'm always tired by
lunchtime.

Food goes bad if you
don't keep it in the

fridge.
First conditional events that we expect to | If she doesn't like the
If + present simple | happen in the future present, I'll buy her
[Iwill/can/may/might/ something else.
could//should/imperative If you are free

tomorrow evening, we
could go to the
cinema.
If you like the CD,
buy it!

Second conditional
If + past simple //would/
could/might

- imaginary,
hypothetical or unlikely
situations in the present
or future

- giving advice

If my dad knew how
to fly a plane, he'd
have his own
helicopter!

If | went to your party
on Saturday, | might
wear my new dress.

If | were you, I'd buy
those trainers.

Third conditional
If + past perfect //would/
could/might have

unreal situations in the
past

If 1 hadn't been ill
yesterday, | wouldn't
have missed the maths
test!

If he had played in
the match, we could
have won.
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IRREGULAR VERBS

HEIIPABU/IBHBIE (HECTAH/IAPTHBIE) I'/TATI OJ1bI

Infinitive Past Indefinite Participle 11 IlepeBoa
to be was, were been ObITh
to become became become CTaHOBUTHCS
to begin began begun HAYUHATHCS
to break broke broken JIOMaTh
to bring brought brought [IPHHOCHTD
to build built built CTPOUTH
to buy bought bought [OKYIIaTh
to come came come MIPUXOIUTH
to cost cost cost CTOUTh
to do did done JeNath
to eat ate eaten KyIIaTh
to fall fell fallen najarh
to find found found HAXOJIUTh
to fly flew flown JIeTaTh
to forget forgot forgotten 3a0bIBaTh
to get got got 110JIy4yaTh, JOCTABaTh
to give gave given JaBaTh
to go went gone UITH
to have had had UMETh
to hear heard heard CIIBIIATE
to keep kept kept JIEPIKATh, XPAHUTH
to know knew known 3HAThH
to leave left left OCTaBJIAThH, TOKHIATH
to make made made Jenath
to meet met met BCTpeyaThb
to put put put KJIaCTh
to read read read YUTATH
to ring rang rung 3BOHUTH, 3BEHETH
to run ran run OexaTh
to say said said TOBOPHUTH, CKa3aTh
to see saw seen BHJICTh, CMOTPETH
to send sent sent MOCHLIATh
to sing sang sung MeTh
to sit sat sat CHIIETh
to speak spoke spoken TOBOPHUTH
to spend spent spent TpaTHUTh
to stand stood stood CTOSITh
to swim swam swum J1aBaTh
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to take took taken Opatb

to teach taught taught VUIHUTD

to tell told told paccKasbiBaTh
to think thought thought IyMarthb

to write wrote written mcaTh

WRITING HELP
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Ilpum. GCSE =General Certificate of Secondary Education, a school
exam in the UK
Referee = someone who can describe you when you are

applying for a job
PERSONAL LETTER

Layout street number + name
name of city + postcode
date

Dear ...,

1 Introduction

Thank the other person for their letter/postcard.

Ask how he/she is, etc. Include some chat, e.g. about family or
friends.

Thanks for your letter. How are things? Have you repaired your
motorbike? My dad still won't let me have one.

2 Main paragraph

Give your reason for writing. Give news about your life and
interesting things you are doing in your free time.

Anyway, I'm writing to tell you about what I'm doing at the
moment. I'm in the school play - we're doing '‘Hamlet'...

3 Reason to finish
Give a reason (or excuse!) to stop writing.
Well, I must finish now because I've got a test tomorrow.

Sign off
All the best,

Jack

87



Useful Vocabulary

This is . . ./l think the last time we ../Do you
remember ... ?/Do you still ... ?/At the moment I'm .../ Write back
soon/Tell me all your news

Linking: Informal Words and Expressions

Send me a letter soon - right?/Anyway, how are you? My dad
said it was great, so | am sure you had a great time./... and guess
what - we're going out together!/ Well, | must finish now because |
have to take the dog out./By the way, Dad's getting better./You know
I think I'm in love . . ./She likes surfing, too./Another thing, I'm
going out with ...

FORMAL LETTER

Layout

Address 18 Mill St,
Ludlow, SH3 4RM

Date 6 February 2014

Salutation ~ Dear Sir or Madam (Sir/Madam),

1 Introduction: reason for writing
I am interested in coming to your resort in Barbados. However, |
have a few questions ...

2 Questions: time of year/activities/weather

First, when is the best time of year to come? | am thinking of
coming in February. What is the weather like then? Secondly, do
you have any facilities for windsurfing?

3 Questions: accommodation/restaurants, etc.
Another question | have is about a place to stay. Could you
recommend ... ?
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4 Questions: prices
Other questions | have are about prices. How much would a five-
day stay at the resort cost? Do you give any discounts for ...

Ending
I look forward to hearing from you.
Yours faithfully,

Useful Vocabulary

Questions: When is the best time to come? What is the
weather like in June? What facilities are there for playing tennis, golf,
etc.? What other activities are there? Could you recommend a good
place to stay/to eat out at/to go out at night?

Are there any discounts for students? How much does it cost
to go by bus to the hotel/to rent 0 motorbike/to have tennis lessons?
How much is accommodation, food, etc.?

Linking

Addition: First, when does the resort open for skiing?
Secondly, do you have ... ? Thirdly, what is the weather like ...?
Another guestion | have is about ... Other questions | have are
about ... Finally, how much ...?

Contrast: | am interested in coming in December _but I would
like to know more about the resort./l am interested in coming in
December. However, | would like to know more about the resort.
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