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Introduction

Business English for marketers is the textbook for students who
specialize in management and marketing. It provides them with extensive,
systematic and well-integrated practice in the productive and receptive
skills necessary for successful communication in both oral and written
forms of language.

Controlled practice leads from the initial learning of language items
to genuinely communicative and creative activities.

Each unit ensures coverage of a core of common, useful language
related to topics of special interest with which students need to be familiar.

Textbook includes texts on factual topics, reflecting authentic types
and styles of writing. These texts allow students to develop sub-skills such
as reading for gist or for specific information, and present new vocabulary
in a meaningful context. It practice and extend the vocabulary introduced in
the reading text, through various types of exercises.

The revision material has been designed to help students practise
new language in the context of what they have already mastered, rather
then in isolation.

The course is accompanied by the glossary of marketing terms.



UNIT 1. BUSINESS

Textl.
* Lead-in
1. Answer the following questions:

e What do you want to be busy with?

e Do you want to go into business alone or with a partner?

e Imagine you run a shop. What will you do to attract customers?

e Do you need to consult a lawyer to make a right choice when starting
the business?

e Are you a careful person, or do you like to run a risk?

e How can you combine the resources with your partner?

e How will you distribute profits and losses in your partnership?

e What kind of partner would you like to be, — a general or a limited
partner? Why?

" Reading
Business.

Business includes the activities of all commercial producers of goods
and services. It is a free enterprise system depends on factors both in the
economy and within individual companies. The most important of these
factors include: productive resources, profits and competition.

Productive resources enable firms to produce goods and provide
services. They include natural resources, capital, labour, and technology.
They are also known as inputs. The kind and quantity of inputs depend on
the goods and services, called outputs that are produced.

Profits are the earnings of a firm after all expenses have been paid.
These expenses include the costs of productive resources in the form of
wages, rent, and interest.

Competition among business firms affects the price and quality of
goods and services. Firms must maintain reasonable prices and standards to
attract and keep customers.

A business may be privately owned in three different forms. These
forms are: single proprietorship, the partnership and the corporation.

Single proprietorships are businesses owned and operated by one
person. It is the most common type of business ownership in farming,



construction or service industries such as Laundromats, beauty shops,
different repair shops, restaurants.

The owner makes all decisions and receives all profits. He or she has
unlimited liability, it means that they are responsible for all business debits.
If the business fails, proprietors have to declare personal bankruptcy. They
can start a business with a small amount of capital and few legal
formalities. They can start or stop their business whenever they like. There
is no need to consult the partners or a board of directors. So they can put
their policies into effect quickly. They are self-employed, which means that
they decide on their vacation, hours, salary, hiring and firing assistants
themselves. Most of these businesses close down if the owner dies or runs
out of capital. Proprietors do not get tax benefits which partnerships or
corporations can get.

A partnership is an association of two or more owners who share
the responsibilities and profits of business. When the owners of the
partnership have unlimited liability they are called general partners. If
partners have limited liability they are —limited partners. There may be a
silent partner as well — a person who is known to the public as a member of
the firm but without authority in management. Also there is the secret
partner — a person who takes part in management but who is not known to
the public.

This form of business is common in such professional fields as
medicine, law, accounting, retailing, insurance, real estate etc.

Partnerships have more advantages than single proprietors if one
needs a big capital or diversified management. They are easy to form and
often get tax benefits from the government. Partners may sign a legal
agreement that specifies the amount of work and capital each person
contributes and the percentage of profits each receives. A partnership can
be dissolved by mutual agreement or by the withdrawal of any of the
partners.

Partnerships have certain disadvantages, too. One is unlimited
liability. It means that each partner is responsible for all debts and is legally
responsible for the whole business. Another disadvantage is that partners
may disagree with each other.

Corporations are owned by stockholders, who have shares of stock
in these companies. Most corporations are larger than businesses owned by
individuals or partners. Profits may be distributed among the stockholders
as dividends or reinvested in the corporation.

A corporation is more difficult to establish and operate than a single
proprietorship or a partnership.



Active Vocabulary.

Owners of the partnership YJICHU TPaBIiHHSA

General partner 3arajibHUI napTHep (Hece MOBHY
IOPUJIUYHY BiJIMOBIIAJIBHICTB)

Limited partner napTHEP 3 0OMEKEHOI0 OPUIUYHOIO
B1JIMOB1IAJIBHICTIO

Secret partner napTep 3 IIpaBoOM I'oJiocy, ajie
HEB1IOMUI rpoMai

Silent partner napTHep 6e3 mpasa rojocy

Law IOPUCTIPYAEHIISA, TPaBO

Insurance CTpaxyBaHH:A

Real estate HEPYXOMICTh

Advantage nepesara

Disadvantage HEJI0JTIK

To be legally responsible OyTU FOPUIANYHO BIAMOBITATEHUM

Diversified PI3HOMaHITHUN

Language Development

1. Fill in the correct prepositions.

1. producers ....... goods

2. get tax benefits ....... the government
3. depend ....... the goods

4. owned ....... three different forms

5. dissolved ....... mutual agreement
6. is responsible ....... all debts

7. takes part ....... management

8. disagree ....... each other

9. distributed ....... the stockholders
10.reinvested ....... the corporation

2. Find English equivalents of the following words and expressions in
the text and make sentences with them:

ToBapu,
MIOCITYTH,
3anexaTH (Bin),
MpuOyTOK,
BUTpATH,
SIKICTb,

I[iHa,



BIUIUBATHU (HA),
pilIeHHS,

oopr,
BiIMOBITANbHUM (32),
BJIACHUK,

HiANKUCATH YTONY,
PO3MOALIATH(MIXK).

3. Complete the expressions using the words from the box and make
sentences with them:

Prices, fields, debts, resources, liability, business, single, legal, provide

4. different forms

50 e ownership
6. business............
T e, formalities

8. professional ..............
9. unlimited .............
10, cooeeennn.. proprietorship

4. Continue the following sentences:

The quantity of inputs depend on..................coooiiiii..
Expenses include the costs of............coooiiiiiiiii
Firms must keep reasonable prices to...........ccovvviiiiiiiiiiniinnnnnn,
Businesses owned and operated by one person are called...............
An association of two or more owners is called........................
Corporations are owned by...........ccooiiiiiiiiiiii i
Profits are distributed among the stockholders as........................

PN WD =

5. Give the definitions of the following notions as in the example:
e.g. Shareholders — people who own shares of a corporation.

Profit, rent, capital, competition, expenses, bankruptcy, dividends.



6. Translate the sentences into Ukranian

p—

. We do business with a number of Italian companies.

. Ann decided to go into business as an art-dealer.

. The scheme offres free advice to p[eople wanting to set up in
business.

4. In order to stay in business, you must do better than your

competitors.

He has a wide range of business interests.

They do not know how to run a business.

The company began as a small family business.

Owners of small businesses will be hit hardest by the tax changes.

Does big business have more control over our everyday lives than

our elected governments?

10.Exports account for 56% of overall business.

11.We discussed the idea of business lunch.

12.1t was not her business, she decided to ask where the money came

from.

13.1t is none of your business how much I weigh.

14.The company has been in business for over thirty years.

15.Higher interest rates will drive small firms out of business.

16.She handles the publicity and all that business.

W N

S NS

. Comprehension Tasks
1. Decide if the following statesments are true (T ) or false( F')

Unlimited liability indicates that the owner of a business does not have
responsibility for the repayment of debts.

Limited liability generally concerns only Private and Public limited
companies.

Share capital is the proportion of shares of capital that individual investors
provide.

Any company in the UK can trade their shares on the open market.

The minimum share capital for registering a plc is much higher than for a
Ltd.

To set up a sole proprietorship you need to go through legal formalities,
business taxation and disclosure of accounts.



A partnership agreement defines the procedures for running the business,
the precise roles of each partner and the proportion of shares.

Setting up an open corporation requires specialist legal advice.

Before a limited company can be officially registered, three important
documents have to be drawn up-the memorandum of association, the
articles of association and the formal partnership agreement.

The memorandum of association contains the details concerning the
company s share capital and its commercial objectives.

The articles of association lay out rules for the internal management of the
company.

2. Complete the sentences with words and phrases from in brackets:
( demand, grow, control, market share, profit, market leader )

b=

A successful company has to make a................. :

there hastobe a............... for your products.

the most successful companies.......... the market.

Successful companies have a biggerpercentage of sales than their
competitors. They have a bigger.............

A company that has the biggest sales or the best selling product in
the market is the............. :

Successful companies are always finding new markets and new
opportunities to............. :

3. Complete the tips with the appropriate words:

Get organized. Decide what your skills are. Find out if there is a
market for them in your area.

Decide how much money you need to start your business. Think
about how to get the....1......... . You can use your own money or
you can ask the bank for a....2.... . If you get a loan, be sure you can
afford to pay the...3....... :

Calculate your costs. First, work out your fixed...4.....for example,
the rent on your office or the interest on a loan. Then add your
variable costs, for example, equipment or tax.

Work out how much to change for your service. Find out what other
people are charging and use this to set your own prices.

Your...5....is the amount of money you receive from selling your
service. You need to calculate this very carefully. Your revenue is
the number of hours worked multiplied by the price per hour.
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Your business will make a....6...if your revenue for a year is more
than your costs. If your costs are higher than the revenue, you will
make a.....7....... . Work out carefully the number of hours you need
to work.

4. Match the following types of business organization to their description

WD

9.

partnership

joint venture

franchise

subsidiary

multinational corporation
licensing agreement
public limited company
private limited company
holding

sole trader

TR a0 o

. a private individual who runs a one-man business. He/she takes all

the profits but also the risks.
associations of two or more people sharing the risks and the profits
in agreed proportions.

. the type of business that cannot offer its shares to the general public.

Nor can shares be transferred between members without the consent
of the other shareholders.

parent company which owns more than half the share capital of
another company.

a company that is owned or controlled by another larger company.

a large company in Britain which has shares that the public can buy
and sell and which must have a minimum nominal share capital of $
80,000.

an agreement by which a franchisor gives another person or
company the right to sell goods or services using the franchisor's
name in return for a royalty.

under this agreement one firm allows another to exploit its
intellectual property (e.g. patent) in return for a royalty.

two or more companies do something together and each part
contributes assets and share risks.

10.a firm which owns or controls production or services outside the

country in which it is based.
Keys:j,a, h,I,d, g ¢, £ b,e.

11



= Speaking

1. Setting up a successful business requires proper planning and careful
preparation but also involves taking risks. What parameters should all
entrepreneurs define in their business plan? Discuss the list below and add
your own ideas:

name of business

type and structure of business
relevant work experience
number of employees
description of the product
stocks

packaging and distribution
sources of finance

profit expectations

market

competition

promotion

premises and machinery
objectives

potential growth

2. Answer the questions and try to describe your future business.

How much money will you need? Where will you get it from?
What quantities of stock will you need to hold?

What do you want to sell?

How will you promote your product?

How many employees will you need to hire?

What type and size of premises do you require?

What equipment or vehicles, if any, do you need for production?
What collateral ( security as a guarantee for the money ) do you
have?

9. Which suppliers will you use?

10.Is there a market for what you want to sell?

11.Who will be your customer?

12.Where will you locate the business and why?

13.What are your profit expectations?

14.What skills or experience do you need?

15.What will be your employment policy?

16.Where will you stock your products?

17.What is competition like in this sector?

18.What are the advantages of your product?

19.How will you package and distribute your product?

el A A e
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20.Will your needs change?
21.What objectives do you have for the business?

3. Answer the questions:

What do productive resources enable firms to do?

What do firms get after paying the expenses?

How does the competition between firms affect their activity?
How many main forms of business are there?

Who can start and stop single proprietorships?

In what professional fields is a partnership common?

What is necessary to start a partnership?

Who can own a corporation?

How are the dividends divided?

WA R WD =

»  Discussion

1. What are advantages and disadvantages of each form of
business?

Text 2.

* Lead-in

What do you know about the following types of business entities.: Joint
Stock Companies, Limited Liability Companies, Joint Ventures, Joint
Activity Without Establishment of a Legal Entity, Representative Offices
of Foreign Companies in Ukraine.

" Reading

Types of Business Entities in Ukraine.
Joint Stock Companies.
A joint stock company (JSC) is a common form of legal entity used

in Ukrainian business. It is a limited liability company in which the
shareholders are responsible for the liabilities of the entity only up to the

13



nominal value of their shares. The minimum capital of a JSC must be at
least 1.250 times the minimum wage amount.

A joint stock company may be either — open (publicly held) or closed
— (privately held). The shares of an open joint stock company can be
distributed through open subscription on the stock exchange. The shares of
a closed joint stock company are divided among the founders and cannot be
distributed through subscription on the stock exchange. A closed joint stock
company can be converted into a public joint stock company by registering
its shares in accordance with the legislation on securities and the stock
exchange and amending its Articles of Association.

Any legal entity and individuals can be founders of the JSC. At least
two founding shareholders are necessary to create a joint stock company
although the two founding shareholders are free to determine among
themselves the share distribution that each will have in the entity.
Generally, a shareholder should pay 30% (for a public JSC) or 50% (for a
private JSC) of its nominal share value to the temporary bank account of
the JSC before registration with the state agency.

All joint stock companies including those entirely held by foreign
owners are Ukrainian legal entities. They may enter into agreements take
on legal obligations acquire property and sue and be sued in their own
names. Furthermore these entities may engage in any commercial activity
envisaged by their Articles of Association. Accounting records must be
kept in UAH and comply with the Ukrainian National Accounting
Standards, although accounts may also additionally be compiled according
to any applicable international standards.

Limited Liability Companies

Limited liability companies (LLC) are also a popular form of
corporate organization. They are a good option through which foreign
companies can conduct business in Ukraine. An LLC has similarities to
both a US corporation and a US partnership. It is similar to a corporation in
that it is a limited liability company in which the interest holders are liable
only to the extent of their capital contributions. However, it is similar to a
partnership in that ownership interests are expressed in terms of contractual
rights arising from statutory documents.

There is a lower initial capital requirement of 100 minimum monthly
wages in UAH (UAH 14, 000 or approximately USD 2640, as at 1
February 2002). Again, from July 1 2002, with the minimum wage to UAH
165, this capital requirement will increase to UAH 16,500 (or USD 3,000).
At least two founding participants are necessary to create an LLC. Each
partner should pay 30% of their interest in the authorized capital to the
temporary bank account of the LLC before registration with the state
agency. Transfer of ownership rights conducted through an assignment of
contractual rights. A LLC has two governing bodies, the participants’
assembly and the directorate (management).

14



LLCs have a slightly simpler registration process than joint stock
companies and compared to a JSC require a less complex structure as
regards increase of capital management.

Joint Ventures.

Joint ventures in Ukraine are generally established in the forms of a
joint stock company or limited liability company. Joint ventures enjoy the
status of a Ukrainian legal entity and do not have to comply with additional
requirements.

Joint Activity without Establishment of a Legal Entity.

Ukrainian legislation provides a foreign investor with the right to
invest in Ukraine without creating a legal entity by entering into a joint
production or joint co-operation agreement with Ukrainian partners. Such
investment is subject to state guarantees and should be registered as
discussed above. A foreign investor is granted a right to get back their
investment and repatriate the profit from it.

Representative Offices of Foreign Companies in Ukraine.

A Representative office of a non-resident in Ukraine is a place of the
non-resident’s business activity in the territory of Ukraine. Non-resident
legal entities which carry out their activities via a Representative office in
Ukraine do not exercise the status of the legal entity in Ukraine and are
subject to the legislation of the country of their permanent establishment.
Representative office executes accounting and reporting I accordance with
the Ukrainian law.

The registration of the Representative offices is carried out by the
Ministry of Economy of Ukraine. Business activities of Representative
offices are regulated by the relevant laws of Ukraine. Foreign investment
activities of Representative offices are regulated by the Ukrainian
legislation on foreign investment.

Active Vocabulary.

Entity opraHizartis

joint stock company aKI[lIOHEpHE TOBAPUCTBO
legal IOPUINYHUN

limited liability oOMekeHa BIIMOBIIAIBHICTh
shareholder aKiioHep

nominal value HOMIHAJIbHA BapTICTh

15



minimum wage
amount

to hold

to distribute
subscription

stock exchange
founder

to convert
accordance

to amend

founding shareholder
legal obligation

to acquire property

to sue

to engage

to envisage

to comply

limited liability company

good option

to conduct business
similarity

extent

capital contribution
contractual rights
statutory documents
requirement
authorized capital
assignment

joint venture
representative office
non-resident
permanent

» Language Development

MIHIMaJbHa 3apo0iTHA mJ1aTa
KUTBKICTB

BOJIOJIITH

PO3MOAUISATH
(mepenriaTHU) BHECOK
dbong0Ba Oipka

3aCHOBHHK
NIEPETBOPIOBATH
BIJIIIOBIAHICTE
TOJIIIITYBATH, BUIIPABIISITH
aKL10HEP-3aCHOBHUK
IOpUINYHE 3000B’ A3aHHS
3100yBaTH BJIACHICTh
MOPYIIIYBATH CIIPaBY
3aJy4aTH, 3aliMaTh, BUHAUMaTu
po3riiaIaTy, nepeadayaT
TIOTO/KYBATHUCS, BAKOHYBATH
TOBapHUCTBO 3 OOMEKEHOIO
BIJIIOBIAILHICTIO
paBWIBHUI BUOID

BECTH CIIPaBy

rmoxoda

CTyMIHb, Mipa

BHECOK KarriTaiy
JIOTOBIpHI MpaBa
YCTaHOBY1 JJOKYMEHTH
BHUMOTa, IoTpeda
aBTOPH30BaHUH KariTal
PO3IIOALI, TIepeIada MaitHa
CIUJIbHE MAMPUEMCTBO
MPEICTABHUIITBO

HE 32 MICIIEM MPOKUBAHHS
TOCTIMHUIMA

1. Match the following with their Ukrainian equivalents:

responsible

value

shares

founders

in accordance with
temporary
agreement

Nk e=

a. THMYacOBHUI

b. BiAIOBIHAIEHUN
C. 3TIJIHO 3

d. momaTkoBO

€. TIpaBa

f. 3aCHOBHHUKH

g. CKJIaJIHUM

16



8. foreign

9. additionally
10. rights

I1. to create
12. complex
13. investment
14. profit

15. account

16. to require
17. participants

h. cTBoproBatu
1. BQpTICTh

J. yroma

k. akmi

1. iHo3emMHMI
m.paxyHOK

n. IHBECTHULSA
0. oTpeOyBaTu
p. YUaCHUKHU

r. IpubyTOK

2. Complete the expressions using the words from the box and make

sentences with them:

Company, exchange, standards, documents, capital, value, entity, bank,

own, joint, state, interest, foreign, governing.

1. alimited liability.............
2. nominal ............

3. stock ...........

4. .......... account

S i agency

6. i names

7. international ..................
B . holders

9. statutory ............
10, bodies
Il.nitial .............
1200000, venture
1300, investor

14.legal ...........

3. Fill in the correct prepositions.:

used ....... Ukrainian business

nominal value ....... their shares

be distributed ....... subscription

be converted .......

in accordance ....... the legislation

held ....... foreign owners

similar ....... a partnership

enter ....... agreements

. tocomply ....... additional requirements
0.records must be kept ....... UAH

A SRR
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11.to invest ....... Ukraine
12.regulated ....... the relevant laws

4. Put the words into correct order to make sentences.

[E—

. joint entity company A is a common stock form of legal.
. A stock may joint company be either or open closed.

A closed company can be joint stock converted a public
joint stock company into.

entities joint stock Ukrainian companies are All legal.
liability companies are Limited a popular of corporate form
organization.

There is a initial capital requirement lower 100 of
minimum wages monthly.

companies Limited liability have simpler process than joint
stock registration companies.

. Foreign the right to invest investors have in Ukraine

5. Continue the sentences:

l.

The minimum capital of a JSC mustbe.................oooiiiiiii ..

2. The shares of a closed joint stock company are divided

9.

All joint stock companies including those entirely held by foreign
OWNETS AIC....vneeenrenraneanneannnnn

. Limited liability companies (LLC) are

A LLC has two governing bodies.............ccooevviiiiiiiiiiiiiiiinnannn.

. Joint ventures in Ukraine are generally established in the

18



9.

Comprehension Check

Are the sentences true or false:

. A joint stock company (JSC) is a common form of legal entity which

is not used in Ukrainian business.

The shareholders of a JSC are responsible for the liabilities of the
entity only up to the nominal value of their shares.

The shares of a closed joint stock company are divided among the
founders and also can be distributed through subscription on the
stock exchange.

A closed joint stock company can be converted into a public joint
stock company without any procedure.

At least two founding shareholders are necessary to create a joint
stock company.

Generally, a shareholder should pay 30% of its nominal share value
to the temporary bank account of the JSC before registration with the
state agency.

Limited liability companies are similar to a partnership.

LLCs have a slightly simpler registration process but a more
complex structure than joint stock companies.

Foreign investors want to get a right to get back their investment and
repatriate the profit from it.

10.The registration of the Representative offices is carried out by the

2.

Ministry of Foreign Affairs of Ukraine.

What are the functions of the following bodies?

the stock exchange

the state agency

the Ministry of Economy of Ukraine
banks

Speaking

Describe the main features of each type of business entities in Ukraine.
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Text 3.

* Lead-in
What do you know about types of businesses in English-speaking
countries?

Types of Businesses in the UK.

Most businesses in the United Kingdom operate in one of the following
ways:

e sole trader

e partnership

e limited liability company

e branch of a foreign company.

The sole trader is the oldest form of business. There are many one-
man owners, for example: a farmer, doctor, solicitor, estate agent, garage
man, jobber, builder, hairdresser etc.

The partnership is a firm where there are few partners. They are
firms of solicitors, architects, auditors, management consultants etc. The
names of all the partners of the firm are printed on the stationery of a
partnership.

The most common type of company in the United Kingdom is the
limited liability company. At the end of the name of such a company the
word Ltd. Is used. For example: James and Son Ltd.

Many of such companies are joint-stock companies owned by
shareholders.

Limited liability companies are divided into public and private ones.
Only public companies may offer shares to the public at the stock
exchange. The names of such companies end in p.l.c. which stands for
public limited company. For instance: Jack and John p.l.c.

Private limited companies may not offer shares to the public. The
names of such companies end simply in L#d.

A branch of a foreign company is a part of a company incorporated
outside Great Britain but acting under the law of the UK. Usually these
companies act in the UK under their normal foreign names.

All partnerships and companies are regulated by the law of the UK or
by Acts of Parliament, and are to be registered with the Register of
companies. In order to be registered they are to deliver a few documents,
namely:

e a certified copy of the company’s charter
e statute
e memorandum and others

When a company is registered a certificate of incorporation is issued

by the Register.
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Sole

Trade

To trade

Trader

Partner

Partnership

Liability

Limited liability

Limited liability company

To own

Owner
Solicitor

Estate agent
Jobber

Builder
Hairdresser
Architect
Auditor
Management
Stationery
Joint

Stock
Joint-stock company
Share
Shareholder

To divide
Private
Exchange
Stock exchange
To exchange
To offer

To incorporate
Incorporation
A certificate of incorporation
To regulate

Act of Parliament
To register
Charter

To certify
Statute
Memorandum

Active Vocabulary.

€IUHUN

TOPTIBIIs

TOPTyBaTH

TOPTOBEIh

napTHEp

apTHEPCTBO
BIJMOBIIAJIbHICTD

oOMerKkeHa BIAIIOBIAAILHICTD
KOMIIaHIs 3 00MEKEHOIO
BIIOB1JAJILHICTIO

BOJIOJIITH

BJIACHUK

aJBOKAT

areHT 10 MPOAaXy HEPYXOMOCTI
MakJiep

OyiBEIbHUK

nepykap

apXITEKTOP

ayJIuToOP

yIpaBIiHHSA

KaHIIEJSIPChKE MPUIIAIs

00’ emHaHUN

aKI[is]

aKI[IOHEpHA KOMIIaH1s
YyacTKa, aKI[isd

aKIlloHep

JIUTATHA

IpUBaTHA

Oipxa

dbonmosa Gipka

OOMIHIOBATH

IIPOIIOHYBATH
3apEECTPYBATH SIK KOPITOPAITi0
peecTpallis yCTaHOBH, SIK IOp. 0COOH
CBIJIOIITBO O peecTpallii yCTaHOBH
peryJroBaTH

aKT IMapJaMeHTY
peecTpyBaTH

paBo, CTaTyT

MOCBII9yBaTH

CTaTyT

MEMOpaHIyM
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» Language Development
1.Complete the following sentences:

1 Very often farmers............ work as sole traders.

2 It is quite common for solicitors......... to form partnerships.
3 The names of all the partners of the firm........ :

4 At the end.....Ltd is used.

5 At the end.......p.1.c. is used.

2. Translate into Ukrainian:

Limited liability company

Joint stock limited liability company

Public limited liability company

Private limited liability company

Ltd.

P.l.c.

A company incorporated outside Great Britain

A company registered in Great Britain

A company acting under the British law

A company acting under its normal foreign name

3. Fill in the correct preposition:

1. printed ...... the stationery

20l the end of the name

3. divided ...... public and private ones

4. owned ...... shareholders

5. acting ...... the law

6. registered ...... the Register of companies
7o, order to be registered

8. issued ...... the Register

4. Complete the expressions using the words from the box and make
sentences with them:

one-man, management, foreign, certified, incorporation, type, public,
charter.
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l.

9}

PN

e AN S e

1. Sum up what the text says about:

2. Answer the following questions:

................ owners
common .............
............... consultants
........... companies
................. names

the company’s ..........
certificate of ............

The partnership is a firm where

The most common type of company in the United Kingdom is......

Joint-stock companies are owned by

Limited liability companies are divided into.......................

Only public companies may

All partnerships and companies are regulated......................

In order to be registered they are to deliver

Comprehension Check

sole traders
partnerships

public limited companies

private limited companies
branches of foreign companies
about the incorporation procedure

1. What is the most common type of company in the UK?

2. Are all limited liability companies joint-stock companies?

3. To what sector of economy do all these companies and sole traders
belong?
4. What two other sectors of economy does the figure show?

5. What can you say about the types of the following companies:

Fine Furniture Ltd.
General Foods p.l.c.
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" Speaking/ Writing

Make a short summary of the text.

Text 4.
" Lead-in
Do you think running a business in the USA differs from Ukraine?
" Reading
Forms of businesses in the USA.

Businesses in the USA may be organized as one of the following
forms:
individual business
general partnership
limited partnership
corporation
alien corporation

An individual business is owned by one person. A general
partnership has got several owners. They all are liable for debts and they
share in the profits

A limited partnership has got at least one general owner and one or
more other owners. They have only a limited investment and a limited
liability.

A corporation is owned by persons, called stockholders. The
stockholders usually have certificates showing the number of shares which
they own. The stockholders elect a director or directors to operate the
corporation. Most corporations are closed corporations, with only a few
stockholders. Other corporations are owned by many stockholders who buy
and sell their shares at will. Usually they have little interest in management
of the corporations.

Alien corporations are corporations of foreign countries.

All the corporations are to receive their charters from the state
authorities. The charters state all the powers of the corporation. Many
corporations try to receive their charters from the authorities of the State of
Delaware, though they operate in other states. They prefer the State of
Delaware because the laws are liberal there and the taxation is rather low.
Such corporations, which receive their charters from an outside state are
called foreign corporations.
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All the corporations require a certificate to do business in the state
where they prefer to operate.

Active Vocabulary.
Alien 1HO3eMellb, 1HO3EMHHI
Liable BIJIMOBLAQIBLHUM
Debt oopr
To share JTUIMTH, PO3AUIATH
Profit npuOyTOK
To profit OTPUMYBATH NPUOYTOK
To elect BUOUpATU
Election BUOOpU
At will 3a OaxkaHHSIM
Authorities BJIAJa

State authorities (Am.)
State authorities (UK)
To state

BJIAJ1a IITATy
Jep KaBHa Bliajia
BKa3yBaTH

Power 3JaTHICTh, MOXKJIUBICTD
To prefer BiJI/ITaBaTH TIEpeBary
Taxation OITOJJaTKYBaHHS
To require BHMaraTu
Requirement BHMOTa

» Language Development
1. Fill in the correct preposition:

1. owned ....... one person

2. liable ....... debts

3. little interest ....... management

4. receive their charters ....... the state

5. .. only a few stockholders

6. sell their shares ....... will

7. operate ....... other states

2. Complete the expressions using the words from the box and make
sentences with them:

limited, foreign, liberal, individual, require, owner, corporations,
authorities, do.

| P business

2. general ..........

30 partnership
4. alien .......
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3. Put the words into correct order to make sentences.

N —

N kW

business has one A individual owner.

partnership by one general is owned owner and one or more other A
limited owners.

1s owned A corporation stockholders.

The elect directors to stockholders the corporation operate.

receive their Corporations charters from the authorities state.

receive their Foreign corporations charters outside from an state.

4. Translate into English:

. BmacHukn ICHCPAJIbHUX TOBAPUCTB HCCYTH BiI[I'[OBiI[aJ'IBHiCTB I10

OopraM 1 MPUHUMAIOTh Y4acTh Y PO3MOJIICHH] MPUOYTKIB.

Brnacauku 0oOMeEXeHHUX TOBApHUCTB 1HBECTYIOTh OOMEXEHI CyMH 1
HECyTh 0OMEXXEHY BIMOBIIAILHICTD.

AXIIiOHepH 3BUYAMHUX KOPIOPAIIA Maslo I[iKABISATHCS MUTAHHIMH
YIPABIIHHS KOPIIOPAIlI€IO.

AKITIOHEpH PI3HUX KOpHopaliil 3BHYaiiHO MarTh cepTU(IKATH, B
SKWX BKa3aHO KUTBKICTh OTPUMAaHUX HUMH aKITiH.

butpmricTs Kopropartii-kopriopailii 3aKpuTOro THIY 3 HEBEIUKOIO
KUTBKICTIO aKITIOHEPiB.

Koprmopariii moBuHHI OTpUMaTH peecTpaiiitHi JOKYMEHTH BiJ BIaJH
HITaTy.

Kopnopartii moBuHHI oTpuMatu cepTudikar (TIIEH31I0) B TOMY
IITaTi, ¢ BOHU (QYHKI[IOHYIOTb.

Comprehension Check

1. Sum up what the text says about:

individual businesses
general partnerships
limited partnerships
corporations

alien corporations
foreign corporations
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e charters and certificates

2. Answer the following questions:

[

. How many owners are there in individual businesses?

How many owners are there in general partnerships?

What shows the number of shares which the owners of a corporation
have?

Want are the corporations’ directors functions?

Who do the corporations receive their charters from?

What does a charter state?

What do the corporations require to do business?

w

Nowe

= Speaking/ Writing

What are the different and common features of Ukrainian, British and
American Business entities?

Text 5.
= Jead-in
What are the possible ways of making new companies?

" Reading

Takeovers and Mergers.

There are several relationships that may grow up between business in

Great Britain and the United States of America. They are as follows:
e takeovers

mergers
amalgamation
integration
combination
absorption etc.

No agreement has been reached among financial experts as to the
precise difference in meaning between the terms.

The most popular are takeovers and mergers.

In a takeover one company buys a controlling interest in another
company by acquiring at least 51% of its shares. The company does this by
making a direct approach to the company’s shareholders for their shares.
The company intending to take over will not necessarily consult the
company it is taking over.
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The Stock Exchange Council in London has drawn up a code of
practice to regulate takeovers to prevent some abuses. One such abuse is
secret dealing when a company wishes to take over secretly and buys its
shares secretly. Another abuse is insider dealing thanks to information used

for personal profit.

With a merger, two or more companies involved will consult with
each other previously. They try to make a certain agreement on their
merger to the satisfaction of both companies.

Takeover

To take over
Merger

To merge
Relation
Relationship
To relate
Amalgamation
Integration
Combination
Absorption
Agreement
Precise
Meaning

Term

To term
Controlling interest
To acquire

At least
Approach

To make a direct approach

to smb

To intend
Council

To draw up
To prevent
Abuse
Dealing
Insider

To involve
The companies involved
Previous
Previously
To satisfy

Active Vocabulary.

TTOTJIMHAHHS
MTOTJIMHATH

3JIATTS

3JIUBATUCS

BIJHOIIIEHHS, 3B 30K
B3a€EMOBIJTHOIIIEHHSI, 3B SI3KU

BCTaHOBJIFOBAaTH 3B‘H3KI/I, MaTHu Bi}IHOIIIGHHSI

3JIATTS KOMITaH1N

00 eHaHHA

3 ¢ IHAHHSI

3IUTTS

yrojaa

TOYHUM

3HAYEHHS

TEPMiH

Ha3UBaTH
KOHTPOJIbHUH TTAaKeT aKIii
HaOyBaTH, 3100yBaTH
npUHAHMHI

X1

0COOHUCTO 3BEPHYTHUCSA JI0 KOTOCh

MaTH HaMip
nopaja

CKIIaJaTH
3amobiratu
3ITOBKUBAHHS
TOPTOBEIIbHI CTIPaBH
YJICH OpraHizarii
BKJTIOUATH
BTATHYTI KOMIaHI1i

nonepeaHii
3a3gaJIeriab
3aJI0BOJIBHSATH
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Satisfaction 3aJI0BOJICHHS

» Language Development
1. Translate into English.

1. Ilpy mornuHaHHI OJIHa KOMIIAHIA KYIy€ KOHTPOJbHUWA NaKeT aKlii
IHIIIOT KOMIIaHI1i, aje He MeH1Ie HiK 51% i1 akiii.

2. KommaHis mNOINMHAE 1HOIY BCTAaHOBIIOIOYM MPSMUA KOHTAKT 3
aKI[IOHEpaMH.

3. Bona He00O0B A3KOBO KOHCYJIBTYETHCS 3 KOMIIAHIEIO, SIKY TIOTJIMHAE.

4. Papa ®ougoBoi Oipxki JloHgoHa 3poOuia mpaBuiia pPeryirOBaHHS
NOTJIMHAHb 3 METOIO BUKJIIOUEHHS 3710BKHUBaHb.

3. Complete the following sentences from the text and translate them
into Ukrainian:

One such abuse is................. :

Another abuse iS...................

With a merger, the two companies mvolved ................ :
They try to make a certain agreement......................... .

o=

3. Complete and translate into Ukrainian:
1. One company buys another by acquiring at least......................... :

2. They bought the company by acquiring...................coevvvennn...
3. They are planning to buy this company by acquiring not less

= Comprehension Check
1. Write answers to the following questions:

1. What is a takeover?
2. What is a merger? g —

2. Find answers to the following questions in the text:

What abuses do takeovers often involve?

What organizations in the UK take care to prevent such abuses?
How are takeovers regulated?

In what way are mergers different from takeovers?

AW N —
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5. What other forms of companies, combining their capital are
mentioned in the text?
6. Which of the six forms are the most popular?

= Speaking/ Writing

What are the procedures of takeovers and mergers?

Additional Materials for Reading and Discussion.

Pre-reading task.

1. What mistakes do people do when they start a business?
2. How to run a business successfully?

Reading 1.

The Top Ten Mistakes that Entrepreneurs Make when Trying to
Generate New Leads ( And How to Avoid Them )

Mistake 1. Hiding Your Company from the World.

The internet is the great equalizer for small businesses, but you have
to make it easy for people who are looking for your products or services to
find you on the internet.

Search engine optimization ( making it easier for people to find your
website through search engines like Google ) should be your top priority as
a small business owner.

Mistake 2.” T am a Really Small Company “.

Just like when a person hands you a business card with the rough
edges from separating it at the perforation after it was printed at home, a
cheap looking or homemade looking websites is neon sign saying, “ I Am
A SMALL BUSINESS....DO NOT TRUST ME.”

Mistake 3. Creating a Confusing Perception in the Marketplace.
This mistake made early in a business’ history can follow you for
years. When we first start out, we are trying to find any way that we can to
generate revenue, so when times are tough in one product or service line,
we dabble in others to make ends meet. People who see you promoting
dissimilar product lines will wonder what exactly it is that you do.

Mistake 4. I Can Do It on My Own Mentality.
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We become entrepreneurs because we are experts in a specific
industry and we know that we can do it better than our competitors.
However, we are never going to be experts in EVERYTHING, so it is
important to surround yourself with other experts in different industries.
You can either contract work out through subcontracting or joint ventures,
or you can create alliances with other companies who support you but do
not compete with you.

Mistake 5. Offering Something that the Market Does not Want.
You might have a great product or service that people actually want
to buy but if you are promoting that product or service to a marketplace
that does not want it you’ll go broke. If you are networking with other
entrepreneurs and your services are for prime contractors, you’ll just
become very frustrated. Go find where people in your market gather, and
promote your company there instead.

Mistake 6. Salesperson Fangs.

This mistake is the absolute most annoying and will drive customers
away in droves. It occurs when someone out of genuine interest or in some
cases, just kindness asks a question about what the person does for a living,
and in response, the person spends the next fifteen minutes talking about
himself and how the listener really needs his product or service. Successful
people tend to be pretty good listeners.

Mistake 7. Casting Your Pearls before Swine.

Just so you know, I am not calling your prospects swine. | am just
saying that most small business people spend way too much time with
people who they think are prospects but who have absolutely no chance of
ever buying something from them. In order to be a good prospect for you,
the person needs to have the resources to buy from you and the authority to
buy from you. Don’t spend a lot of time and effort building a reputation
amongst people who are not in and will never be in your market. Find
where your market gathers and build your reputation there.

Mistake 8. Giving a Pitch instead of Solving a Problem.

Most people walk into a meeting with a prospect or start a call with a
prospect with a pitch in mind. So, before the prospect even indentifies a
problem or a need that she has, the pitch starts and we verbally jumps all
over the person with features and benefits about how great our product is.
Remember that a successful entrepreneur is a one who solves problems for
clients and customers, so spend less time talking about yourself and ask
more questions about the prospect.

Mistake 9. No Follow Up (Web Visitors and Leads).
This used to be a big problem with face-to-face meetings where an
entrepreneur collects a business card from a prospect and then just doesn’t

31



do anything with it, but in the digital age, website visitor follow ups are
way more valuable and rarely capitalized on effectively. For instance, if
you look at most website statistics, you’ll see a number of “page views
“which is just the number of pages on your website that people have looked
at in a given month. This number is almost always a big number, but then if
you compare it with the number of people who actually request information
from or buy from you, the latter is microscopic in comparison. More often
than not the big difference in numbers comes because we don’t make it
easy for people to request information from or contact us.

Mistake 10. Slow Follow-Up.

In face-to-face meetings, if you don’t follow up within 24 hours,
your prospect will likely forget about most of your meeting because people
are extremely busy. Website visitors are not as forgiving if you don’t
respect to them within a few minutes they will forget about you. When we
surf the internet looking for solutions to our problems, we want instant
gratification. If we don’t get it, we just move on to the next site. Follow up
quickly with your prospects, and you’ll increases sales dramatically.

If you solve just some of these challenges that many small businesses
face, you’ll increase your income potential and your growth rate very
quickly. This book was created to offer tangible step-by-step processes and
ideas to conquer these and other obstacles that you’ll likely face as you
build your small business.

Reading 2.

Twenty steps to a successful business.

Step 1 — Identity. Don’t try to be somebody else.

Step 2 — Belief. If you don’t who will?

Step 3 — Vision. See your business in the future.

Steps 4 — Tenacity. Never ever give up.

Step 5 — Patience. Rome was not built in a day.

Step 6 - Positive Thinking. Optimism brings you higher success.
Step 7 — Integrity. Don’t try and cut corners.

Step 8 — Motivation. Others are looking up to you.

Step 9 — Inspiration. It is your ideas that will inspire others.

Step 10 — Innovation. Think outside of the box.

Step 11 - Decision Making. Action moves a business forward.
Step 12 — Tolerance. Learn from others mistakes, don’t blame.
Step 13 — Trust. Once you have delegated, let it go.

Step 14 — Commitment. Do what you say you are going to do.
Step 15 — Determination. You will climb the ladder of success.
Step 16 - Self Awareness. The one you know, not who others see.
Step 17 — Purpose. Personal endeavour makes it happen.

32



Step 18 — Courage. Only as good as the chances you take.
Steps 19 — Challenges. Mental strength, don’t let them stop you.
Step 20 — Confidence. You will be a great business leader.

Discussion.

1. What should businessmen do to avoid or to correct such mistakes?
2. What do you think of the given steps to a successful business?
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UNIT 2. COMPANY STRUCTURE
Text 1.
= Jead-in

a. What kind of organization do you want to work for?
b. In which department?
c. Do you think it will later be possible to change department?

" Reading
Company structure.

Companies vary in size and in the extent of their business activities.
The firms range from small companies whose products or services reach
only a few consumers to huge organizations that produce most of the goods
and services in a particular field. The way a company is run reflects the
nature of its business and attitudes of its management. No two business
firms operate in exactly the same manner. However, nearly all companies
have a similar organization that includes:

1. stockholders

2. top management

3. workforce

Stockholders, the owners of a company, ..3.. over the company’s
affairs and operations, vote on certain major questions of company policy,
elect a board of directors to head the firm.

Top management of a corporation consists of the board of directors
and the executive officers. The board of directors is a group of people who
together determine basic company policies, make high-level decisions and
appoint the executive officers. These officers include a chairperson of the
board or chief executive officer, a president, and a number of vice
presidents. These officers are responsible for carrying out the decisions of
the board of directors and the stockholders. The executive officers also
select the managers of the various departments of the corporation.

The chair of the company may be full-time or part-time. He or she presides
over the board of directors, bringing wide knowledge of the business world
and company management.

Directors may be either «non-executive» or «executivey.

Executive directors are usually full-time employees of the company
and they Are most often high-level department heads or «vice-presidentsy.
They become members of the board simply by virtue of the post they hold,
and so recruitment of such officers is a matter for board approval.
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Non-executive directors are people who are asked to join the board in
an advisory capacity. They may be business management specialists or
experts in a field associated with the company’s business.

Managing director is the person who is responsible for the day-to-
day running of the company, and for ensuring that the decisions of the
board are implemented

Department heads are people responsible for the working of their
respective departments and for interaction of the various departments.

Section leaders. 1f the departments are large enough, they may be
split into sections, with the workers in each section reporting to a section
head, who in turn reports to the head of department.

The number of departments in a company depends on its size and on the
nature of the goods and services that it provides

Personnel or Human Resources department hires or fires
employees and review salaries.

A manufacturing firm may need a Research and Development
department to look for new ideas, study ways of developing new products
and new designs or improving existing ones.

Retailing firms need Public Relations department to answer
enquiries made by customers or inform the press of the latest products and
changes within the company.

The Information Technology department ensures that all systems
within the company work properly, and also designs and develops new
applications to make it easier for employees to exchange and share
information.

The Production department has the responsibility for every activity
that helps produce a firmls goods and services. In a manufacturing
company, the production department may employ industrial engineers,
machine operators, and a plant maintenance crew. The department may be
headed by a production manager who reports to the vice president in charge
of production.

The Finance department handles all aspects of raising capital,

making and receiving payments, and keeping financial records. It may
include accountants, bookkeepers, and experts in statistics on its staff.
The Marketing department deals with selling goods and services to
consumers. It evaluates prices, consumer demand, promotional activities,
and other factors that affect sales. The department’s staff may include
specialists in advertising, market research, and public relations.

Active Vocabulary.

To vary pI3HUTHUCA

To reach JOCSITaTH

Consumer CIIO’KMBAY

To reflect BIJIJI3€pKATIOBATH

To run the business YIpPaBIISITH O13HECOM
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Workforce

To vote

To elect

Executive officer

To determine
Chairperson
Executive
Recruitment
Approval

Managing director
To be responsible for
To be responsible to
To take overall responsibility

To head a department
To provide
Interaction

To depend on

Human Resources department
To hire

To fire

Salary

Research

To look for

To improve

To change

To ensure

To develop
Accountant

To deal with

To evaluate

Staff

Advertising

Sales

» Language Development

1. Translate into Ukrainian:

1. binpmiicTe KOMITaHI#M CKIaAa€ThCS 3 aKIIOHEPiB, KEPIBHUIITBA Ta pOO0YOT

CHIJIN.

2. AKIIOHEpH KOHTPOJIIOIOTH PIIICHHS KOMIMaHli Ta BHOHMPAOTh pany

TUPEKTOPIB.

3. Pajga aupexTopiB BU3HAYaA€ MOMITUKY KOMMAHII 1 MpU3HAYA€E MOCATOBUX

oci0.

poboua cuna
roJIOCyBaTH
BUOUpATH
nocazoBa oco0a
BU3HAYATH

rojioBa (TMpaBJIiHHA )
BUKOHABYH U
HalMaHHS
CXBaJICHHS, 3roja
BUKOHABYUH (T'€H.) TUPEKTOP
OyTHU BIAMOBIAAILHUM 32
OyTH NIA3BITHUM
Opatu Ha cebe BCIO
BIJIITOB1JAJIbHICTE.
KepyBaTH BIIAUIOM
3a0e3nevyBaTu
B3a€EMO/IIs
3aJIEKATH BiJ
BIJITLT KaJIpiB
HanWMaTu
3BUIBHATH
3apo0iTHA I1aTa
Jocsratu

IIYKaTH
TIOJTITIITYBaTH
MIHSTH
3abe3reuyBaTu
pO3BUBATH
oyxrairep

MaTH CIIPaBy 3
OIL[IHIOBATHU
TIepCOHA

pekIama

IPOJAXK



4. KepiBHUKHU BIAUTIB BIAMOBIAAIBHI 32 CBOT BIIILIH.

5. BukoHaBUMil TUPEKTOP BIAMNOBINA€ 3a MOBCAKACHHUN MNOOIr CHpaB y
KOMIMaHii.

6. Bignin iHpopMaIiiHUX TEXHOJOT1H BIAMOBITAIBLHUNA 32 KOMI IOTEpHE
oOJsiaHaHHS 1 3a0e3Mevye HalleXKHY POOOTY BCIX CUCTEM.

7. Bigain MapKeTUHTy BUpILIYE , A€ 1 SK YCHIIIHO MPOAATH MPOAYKIIIO
CIIO’KMBAYaM.

8. Bimmin kaapiB 3aiiMaeTbcs MUTAHHSMHM HalMaHHSA Ta 3BUIBHEHHS
MpaIiBHUKIB.

2. Form compound nouns or phrases:

Managing force
Executive director
Public management
Human holders
Work resources
Share officer
Senior relations

3. Use the expressions below to make up sentences

deals with

organizes
manages/heads

looks after

-takes responsibility for
is in charge of

makes sure that

works closely with

= Comprehension Check
1. Answer the following questions:

1. What does the average company consist of?

2. What do stockholders control over in the company?

3. What do you know about a board of directors?

4. Who is responsible for company strategy, for making day-to-day
decisions?

5. Name the executive officers of the company.

6. What does the number of departments in a company depend on?
7. Which department hires and fires workers?
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8. What are the main tasks of the PR department?
9. With what tasks does Information Technology department deal with?
10. Who works in Finance department?

2. Here ten people describe their jobs. Can you guess what cards are
theirs?

. I have overall responsibility for the whole company.

. My job is to make sure that the company has a good image.
. I type letters and make appointments for my boss.

. I make the products which the company sells.

1
2
3
4
5. Tam the company's people manager.
6.
7
8
0.
1

I look after the company's money.

. My job is to find and test new products.
. I make sure that we have the products which people want to buy.

I do the books and prepare the balance sheet.

0.I am responsible for everything when the boss is away.

a) Anna Johnson, Chief Accountant

b) Peter Morris, Assistant General Manager

c) Patrick Saunders, Managing Director

d) Erica Graft, Secretary

e) Alison Young, Public Relations Manager

f) John Wood, Finance Director

g) Linda Meyer, Human Resources Director

h) Thomas Sutton, Director of Research and Development
1) Tony King, Production Manager

j) Helen Smith, Marketing Director

3. The senior managers (company officers) are responsible for these
departments. Match the department titles with their functions.

a) Sales and Marketing

b) Public Relations

¢) Information Technology (IT)
d) Personnel or Human Resources
e) Finance

f) Production

g) Research and Development

h) Legal Affairs

1) Distribution

j) Purchasing

. They decide in which regions it will be successful to sell products and

what type of consumers they want to reach.
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2. They make products, discuss the quality products, look for new ideas,

experiment with new products.

They produce reports, work with accounts.

They reduce employees, and hire new staff, review salaries.

. They answer enquiries made by customers, inform the press of the latest
products and changes within the company.

6. They confirm trading relations through contractual arrangements, give

legal advice
7. They plan how and when to transport the products to customers,
8. the buy parts from suppliers.

O W

4. Correct these statements:

a) Information Technology — thinks of ideas for new products
b) R and D — recruits new staff

c) Human Resources — makes the products

d) Sales and Marketing — transport the products

e) Purchasing — sells the products

f) Production — processes orders from customers

g) Customer Services — buys parts from suppliers

h) Finance — looks after the computers.

1) Distribution — work with accounts

Text 2.
» Lead-in
What is the difference between directors and managers?
" Reading
Directors and Managers.

As arule a private company has only one director.

A public company must have at lest two directors. Usually there is
no upper limit on the number of directors a public company may have. The
company's note-paper must list either all or none of the names of its
directors.

A limited liability company or a corporation is headed by the board
of directors elected by shareholders. The directors appoint one of their
number to the position of managing director to be in charge of the day-to —
day running of the company. In large organization the managing director is
often assisted by a general manager. Some companies also have assistant
general mangers. Many directors have deputies who are named deputy
directors.
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Directors need not be shareholders. They are responsible for the
management of a company’s affairs. They are not subject to any residence
or nationality restrictions.

Big companies have many managers heading departments. They are
all responsible to the managing director. Among various departmental
managers (directors) the following can be mentioned:

e Sales manager

e Personnel manager

e Chief manager

e District manager

e Sales and marketing manager

e Industrial engineering manager

e Etc.

Active Vocabulary.

Upper BEpXHI
Upper limit BEPXHS MeXkKa
To head OYOJIIOBATH
Board pana
To appoint npU3HAYATH
To assist JOTIOMaraTu
Deputy 3aCTYITHUK
Deputy director 3aCTYITHUK TUPEKTOpa
Deputy minister 3aCTYMHUK MiHICTpa
Affair cripaBa
Restriction 00OMEKeHHS
Responsible BIJIITOBIAJIbHUAM
Seller MpoaBellb
Buyer MOKYIICIb

» Language Development

1. Complete the sentences with the following words:

shareholders, directors, management, nationality, restrictions, board,
assistant, public company

[98)

. The company’s note-paper must list either all or none of the

names of its...................... :

Directors need notbe........................... :

They are responsible for the............... of company’s affairs.
They are not subject to any residence or................. .
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5. A, must have at least two directors.
6. The shareholders are to elect.......... of directors.
7. Some companies also have............. general managers.

2. Translate the sentences into Ukrainian:

1. A public company may have as many director as it finds necessary, but
not less than two.

2. The director are to appoint one of them to the position of managing
director.

3. Inlarge companies the managing director can be assisted by a general
manager.

4. The managing director is to take care of day-to-day running of the
company.

5. Companies can also have assistant general managers.

» Comprehension Questions

1.How many directors can a private company have? And what about a
public company?

2. Who heads a limited liability company?

3. How is managing director appointed? What are his duties?

4. Who is a general manager?

5. What is the status of director?

6. What managers do many companies have?

Text 3.

= Jead-in

What do you know about the secretaries’ responsibilities?
Have you ever worked on this position?

" Reading
Secretaries.
There are two types of secretaries: company secretaries and private
secretaries of executives.

Every company, both in Great Britain and the United States, is
required, under the law, to have a company secretary.
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Required, under the law of private companies the directors are free to
appoint any suitable person for this position.

But in the case of public companies the company secretary must be a
properly qualified person, a member of a recognized institute or
association. He or she may be one of the directors of the company. But if
the company has only one director, the director cannot also be the
secretary.

The company secretary is the chief administrative officer of the
company. He or she is normally responsible for the company, to comply
with company law.

The correspondence of the company secretary is particularly
concerned with shareholders’ meetings, board meetings and various forms
that must be sent outside. The company secretary may also deal with
enquiries for information concerning other firms, although the accounts
department often handles these matters. Administrative questions come into
the sphere of the company secretary, under instructions of the board of
directors.

As to private secretaries of executives they are practically personal
assistants of executives. A secretary answers telephone calls, receives
messages and makes telephone calls on the instruction of her boss.

A secretary also helps in organization of meetings and conferences,
entertainments of visiting customers, suppliers and other associates of the
firm. She also deals with all the correspondence of her boss.

Secretaries write letters on making appointments or travel
arrangements, letters of introduction, congratulation or condolence,
invitations and replies to invitations.

Secretaries use various office equipment, like microcomputers, fax
machines, photocopying machines and others.

Active Vocabulary.

Executive

Executive committee
To suit

Suitable

To qualify

Properly qualified

To recognize
Recognition

Officer

To comply with smth.
To be concerned with smth.
Enquiry

To handle

Message

To entertain
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Entertainment
To arrange
Associate
Congratulation
Condolence
Invitation

To reply

» Language Development

1. Fill in the correct prepositions.:

e required ........ the law

e suitable person ........ this position

e responsible ........ the company

e concerned ........ shareholders™ meetings

o deal........ enquiries

e makes telephone calls ........ the instruction
e replies ........ invitations

2. Complete the sentences with the following words:

letters, law, matters, forms, instructions, personal, assistants, office,
equipment

1. The company secretary is normally responsible for the company, to
comply with company...........

2. He is particularly concerned with various........... that must be sent
outside.

3. Although the accounts department often handles these...............

4.  Administrative questions come into the sphere of the company
secretary, under.....of the board of directors.

5. As to private secretaries of executives they are
practically................ of executives.

6. A secretary answers telephone calls, receive messages and makes
telephone calls on the ......... on her boss.

7. Secretaries  write......... on making appointments or travel
arrangements,......... of introduction, congratulation or condolence,
invitations and replies to invitations.

8.  Secretaries use variouS................. , like microcomputers, fax

machines, photocopying machines and others.
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= Comprehension questions:

1. What are the two main types of secretaries?
2. What are the main responsibilities of the company’s secretary?
3. What are the main tasks of the private secretaries?
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UNIT 3. SELLING
Text 1.
= Jead-in

How could you characterize selling as business activity?
Is this process important in your life?

" Reading
Selling.

Selling is one of the most important business activities. A company
cannot earn money unless people buy its products. The more the company
sells, the more it needs to produce. Increased production, in turn, creates
jobs and benefits the economy as a whole. Selling has been practiced for
thousands of years, and it has played an important role in the economic
development of many nations. Through the centuries, salespeople have
helped persuade people to buy new and better products.

Consumers buy products chiefly from supermarkets and department
stores. However, in many cases, a product is bought and sold several times
before a consumer finally purchases it. Most manufacturers sell products to
business firms called wholesalers, who sell the goods to retailers. The
retailers in turn, sell the products to consumers. These are indirect
channels. A direct channel moves goods from the manufacturer or producer
to the customer.

Wholesaling is a part of marketing system. It provides channels of
distribution which help bring goods to the market. Wholesaling is often a
field of small business, but there is a growing chain movement in the
western countries.

Types of wholesalers . There are 2 basic types of wholesalers:

e Wholesalers of industrial goods who act as intermediaries
between manufacturers and industry service providers

e Wholesalers of consumer products who act as intermediaries
between manufacturers and retailers

Two-thirds of the wholesaling middlemen are merchant wholesalers
who take title to the goods they deal in. There are also agent middlemen
who negotiate purchases or sales or both. They do not take title to the
goods they deal in and do not earn salaries. They receive commissions (a
percentage of the value of the goods they sell).Wholesalers simplify the
process of distribution. Most wholesalers buy products from a number of
manufacturers and concentrate on assembling different brands in one
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category of product. For example, a grocery wholesaler might buy
cornflakes, shredded wheat, and other breakfast cereals from several
makers. As a result, he reduces the problem of both manufacturer and
retailer: a retailer can offer consumers a variety of brands without buying
from many manufacturers. Wholesalers travel to retail stores to provide
information on their products and to persuade retailers that those products
will appeal to consumers. They must know what items the store needs, the
brands available, and the terms under which the products are sold. Unlike
retail salespeople, who usually deal with one buyer at a time, sales
representatives for wholesalers and manufacturers may have to persuade
several individuals in a business to buy the product. In a department store,
for example, the funds available to buy clothing may be split between the
men’s clothing buyer and the buyer of women’s clothing. The wholesaler
who sells clothing to the store may have to please both buyers before a
single sale can be completed. In some cases, the sales agent must persuade
members of a buying committee to choose the product, because some
members are concerned with the reaction of the customers to the product,
and others are more interested in reducing the price.

Active Vocabulary.

Increased production PUPICT BUPOOHUIITBA

Create jobs CTBOPIOBATH pOOOU1 MICIIs

Benefit the economy CIIPUSATH €KOHOMIIT

Persuade people to buy MEePEKOHYBATH IMOKYIII[IB

Wholesaling OTITOBA TOPTiBJIA

Provide channels of distribution 3a0e31euyBaTi CHCTEMOIO
30yTy

Growing chain movement 3pOCTaEe Mepeka ONMTOBUX
Mara3vHiB

Wholesaling middlemen
Merchant wholesaler

OINTOBUU MOCEPEITHUK
ONTOBHUM CKYITHUK

Take title to the goods
Agent middlemen
Negotiate purchases or sales

Earn salaries
Receive commissions

Assemble different brands

Brands available
Under the terms

To please both buyers
Buying committee

Be concerned with

npua0aTH TOBAp K BIACHICTh
MOCEPETHUK

BECTH IIEPETOBOPH PO
KYMIBITO (TTPOJIaXK)
3apo0JISITH TIJIATHIO
oTpuMyBaTu KoMiciiHi(% Bif
POJIAXKY)

30Upatu pi3H1 BUJIU, MAPKHU
TOBapy

JOCTYTH1 TOProBl MapKu

3a yMOBaMH

3a7J0BOJIBHATH 000X MOKYMIIIB
KOMITET 0 3aKyIiBIIi
neperMaTuCh
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» Language Development

1. Fill in the correct preposition:

1. practiced ........ thousands of years

2. important role ........ the economic development
3. sell the products ........ consumers

4. buy products ........ a number of manufacturers
5. information ........ their products

6. one buyer ........ atime

7o a department store

8. concerned ........ the reaction of the customers
9. interested ........ reducing the price

2. Fill in the missing words:

| is one of the most important........ activities.

2. Through the centuries, ......... have helped.......... people to buy new
and better products.

3. Most manufacturers sell products to business firms called.......... , who
sell the goods to........... :

4. Two-third of the wholesaling middlemen are........... wholesalers.

5. There are also ........ ........... who negotiate purchases or sales or both.
6. Wholesalers....... the process of distribution.

7. They receive.......... ( a percentage of the value of the goods they sell )

3. Use the following expressions to make sentences:

an important role
economic development
to sell products
marketing system
receive commissions
different brands

to appeal to consumers
to earn salaries

to please buyers

to choose the product

4. Continue the following sentences:
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Companies cannot earn Money UNless........ooouvvvriiieiinneeennnnennnn.
Consumers buy products from...............c.oooeiiiiiiiiiii .
Wholesalers sell the goods............oooiiiiiiiiii e,
Wholesaling provides...........ooviiiiiiiiiiii e
Wholesalers act as..........ooueviiiiiiiiiiii i
Agent middlemen negotiate.............cooviiiiiiiiiiiii
Wholesalers travel to retail stores.............ooevviiiiiiiiiiiiiieeninn.n,
Sales agent must persuade............cooviiiiiiiiiiiiii

PN RN =

5. Give the definitions of the following:

e benefit

e a manufacturer

e CcOmMmMmissions

e a consumer

e a department store
e a buying committee
e a middleman

e brands

Comprehension questions
1. How does selling business affect the economy?
2. What channels help bring goods to the customer?

3. What is the aim of wholesaling?

4. What is the difference between a merchant wholesaler and an agent
middleman?

5. In what way does wholesaling simplify the process of distribution?
6. What must sales representatives for wholesalers know and do?

Text 2.

= Jead-in

What do you know about retailing?

" Reading
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Retailing.

Retailing is the final step in bringing goods to consumers. Thus, the
retailer i1s the most expensive link in the chain of distribution. Being
middlemen, the retailers make their profit by charging the customer 25 to
100% more than the price they paid for the item. Many retailers sell both
goods and services. A clothing store, for example, may perform alterations
as well as sell clothes. Retail salespeople sell directly to consumers for use,
rather than to other firms for resale. ( When an automobile manufacturer
needs tires for the cars it builds, it does not buy from a retailer. But
individuals who need tires for their cars buy them from a retail tire dealer.)
Unlike salespeople for manufacturers and wholesalers, most retail
salespeople do not call on their customers. Instead, they work in stores and
wait for people to come to them. They help customers chiefly by answering
their questions about what products the store carries, where to find them,
and how much they cost. Some retailers sell goods through catalogs, by
mail order, telephone, Internet, and vending machine.

Retailers perform several functions as part of the marketing system.

e They assume risk by buying merchandise without any
guarantee that they will be able to sell it and by extending
credit to consumers who purchase their goods

e Retailers bring buyers and merchandise together by
purchasing products in large lots and dividing them up for sale
in smaller quantities that are more convenient for customers.

e Retailers stock a variety of goods to provide customers with a
wide range of choice and quick delivery

e Through advertising and other types of promotion, retailers
help attract consumers to producer's goods

e Also, because of their day —to-day contact with customers,
retailers are in a good position to know what consumers want.
They can, therefore, provide producers with information on
consumer’s buying habits.

e Retailers provide a convenient location. Besides, they often
guarantee and service the merchandise they sell, and can
finance the customer by extending credit

In the US, for example, there are more than 2 million retail
establishments, and more than 15 million people are employed in retail-
related jobs. Careers include such positions as salesperson, credit manager,
fashion coordinator, merchandise buyer, manager, and owner. Retail firms
can be classified according to the products they sell and in a number of
other ways. Some stores are located in downtown areas, but others are in
shopping malls. Some are owned by individual proprietors, and others are
part of large, national chains. There are specialty stores or single line
retailers (They sell a single type of merchandise, such as clothing, books
records, or jewelry, however, nowadays there is a trend for many single
line stores to take on a greater variety of supplies.), department stores,
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discount stores (which operate largely on a self-service basis),
cooperatives, supermarkets, chain stores (groups of stores whose activities
are coordinated by a common, central management). In some chains, all
stores are owned by a single company. In others, each store is owned by an
individual proprietor who pays a fee for the franchise.

Consumers buy certain products from salespeople who do not work in
stores.

Insurance agents call on customers in their homes to sell insurance.
Many houses are bought and sold with help of salespeople known as real
estate agents. These agents prepare newspaper advertisements describing
houses that are for sale, show houses to possible buyers, and provide other
information and services. Salespeople called stockbrokers help people buy
and sell stocks. Brokers work in brokerage houses and stock exchanges.
They conduct much of their business over the telephone. Some salespeople
sell products door-to-door or through parties in people homes. The products
most often sold by this method, which is called direct selling, include
reference books, such as encyclopedias, appliances, cosmetics.

Active Vocabulary.

Link in the chain
Charge the customer
Perform alterations

For resale
Retail tire dealer

By mail order

Vending machine
Assume risk

Extending credit

Stock a variety of goods

Through advertising
Attract consumers to a
producer’s goods
Retail establishments
Retail-related jobs

Downtown areas
Shopping mall

Specialty store, single line

retailer
Discount store

JlaHKa B CUCTEMI
Opatu 31 crio’kuBaya
BUKOHATHU €JIEMEHTH
nepepoOKu onAry
Ha TIEPETPOIAK
TOPTOBEIb ABTOMOKPHUILIKAMU Y
po3piod
3aMOBIICHHS TTOIITOIO
TOPrOBHM aBTOMAT
Opatu Ha cebe pu3HK
JIOBI'OCTPOKOBUM KPEAUT
HAaKONMYYBATHU BEJIUKUAN
o0csr ToBapiB
3a JIOMOMOTOI0 PEeKJIaMH
npuBabIIOBATH TOKYIIIIIB
TOBapaMu BUPOOHUKA
MYHKTH PO3IPIOHOT TOPTiBIIi
pemMecra, OB A3aHi 3
TOPTIBJICIO Y PO31IPi0
LEHTpalIbHI pailoHU MicTa
TOPrOBHH Macax
creniani3oBaHU Mara3uH

MarasuH 34 3HUKCHUMHU
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IHAMU

Chain stores CITKa Mara3vHiB

Pay a fee for the franchise BUILIAYYBaTH BUHATOPOAY 32
0CcO0IMBI TpUBLIET

Insurance agent CTPaxOBUH areHT

Real estate agent areHT o TOPTiBIIl
HEPYXOMICTIO

Be for sale BHUCTABJISTUCH HA POJAK

Stockbroker O1pKOBUI MakJep

Appliances IPUCTPOI, IpUIATN

» Language Development

1. Fill in the missing words:

| is the final step in bringing......... to consumers.

2. Retailers........directly to consumers for use, rather than to other
firms for............ :

3. Retailers perform several .......... as part of the ......... system.

4. Some stores are located in .......... ....... :

S Call on customers in their homes to sell insurance.
O e, prepare newspaper advertisements describing houses

that are for sale.
7. Salespeople called....... help people buy and sell stocks.

2. Complete the passage using appropriate forms of the words in brackets.
(control, stock, deal, surplus, market, order, model, secure)

Sephora is a French beauty supermarket chain which has
revolutionized the way that perfumes and fragrances are sold. Sephora
operates in a ...1..... that has traditionally been served either by small
exclusive perfume stores or by department stores. It ...2....... a wide
selection of top products from beauty houses like Chanel and Estee Lauder.
Two years ago the original founder of Sephora, Dominique Mandonnaud,
was approached by the luxury chain LVMH ( Moet Hennessy- Louis
Vuitton) with an offer to buy the company and one year later a ...3....was
made. Today Daniel Richard, the new president,...4....all aspects of the
business. He has managed to....5..... the support of many of the big brands
in the perfume business and has placed big....6....with them. Sephora has
ambitious plans for the future, and recently opened a store in New Y ork.

3. Translate the text into Ukrainian:
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Companies and markets.

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

People who buy everyday services such as travel or telephone services
are called customers. You can also talk about users or end-users of a
product or service, who may not be the people who actually buy it.

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.

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 the vendor.
People selling things in the street are street vendors.

Buyers and sellers of a particular goods or services in a place, or those
that might buy them, form a market.

4. Study the following word combinations with market:

market forces/ market pressure  the way a market econ. makes
sellers produce what people
want, at prices they are willing to pay

market 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

« Market» is often used in such combinations as:
market growth,

market segment,

market segmentation,

market share,
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e market leader.
5. Complete sentences with these combinations.

1. Tesco is the........... among UK supermarkets as it sells more than
any of the other chains.

2. In the late 1990s, Internet use was doubling every 100 days
and.......... was incredible.

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

4. Women are a particularly interesting target for the Nissan Micra.
They are an important........ for Nissan.

6. Complete each sentence with the appropriate word:

an order, dispatch, supplier, refund, turnover.

1. The machines were faulty, so we returned them to our..........

2. Alpha Tex will place an.............. on condition that we give an extra
discount for cash.

3. They guarantee that they will............ our money if we are not fully
satisfied.

4. Our shop has a............ of $3,000 a week.

5. They promised to.............. the goods within two days of our order, but

they have not arrived yet.

7. Match each word to its definitions.

1.a supplier a) a request by a customer for goods or
services
2.a retailer b) a document sent by a seller to a customer

that lists the goods sold and says how
much they cost

3. a wholesaler ) a person or company that sells a
particular type of products to a customer

4. an invoice d) the value of the goods or services sold
during a certain period of time

5. an order e) a person or company that sells goods in
large quantities to businesses
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6. turnover f) a company or a person that sells goods to
members of the public

8. Choose the correct word to complete each sentence:

1. We offera........ to customers who buy in bulk
a) refund b) discount ¢) delivery

2. We ask customers who are not fully satisfied to....... goods within
seven days.
a) refund b) return c¢) discount

3. Inorderto geta full........... , customers must send back goods in the
original packaging.
a)refund b) return c) discount

4. Goods will be........ within 24 hours of your order.
a) dispatched b) purchased c¢) exchanged

5. Goods are kept in our......... until ready for delivery.
a)stock b) storage ¢) warehouse

6. Products and services offered at a large discount are generally
a(an)........ :
a)sale b) bargain c) offer

9. Complete the sentences below with words and phrase:

share price, workforce, profit, turnover, subsidiary, market share, head
office.

1. The amount of money a company receives from sales in a particular
period is called its...... :
2. The money a company makes after taking away its costs is its.........

3. A company which is more than 50% owned by a parent company is

called a....... :

4. The employees in a particular country or business are called
the........ .

5. The percentage of sales a company has in a particular market is
iHs........

6. The main building or location of a large organization is its......... :
7. The cost of a company’s shares is its........ :

10. Complete the sentences below with suitable words and phrase:

[ am pleased to say the company has continued its excellent
performance. We are changing, growing and doing well at a difficult
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time for the industry. ......... was $45 million, an increase of 15% on

last year, and.......... rose to $5 million.

We are a highly, competitive business. We have increased
our....... to 20%. Consequently our....... has risen and is now at an all-
time high of $10.

Increased production and strong demand have had a positive effect
on our cash flow, so we are able to finance a number of new projects.
We have successfully moved to our new...... in central London. We are
now planning to start full production at the recently opened
Spanish.....in October.

Finally, thanks once again to our loyal and dedicated......... :

= Comprehension questions

1.What is the final step in bringing goods to consumers?

. What is retailing?

. How can retail firms be classified?

. What would a retailer have to do without wholesaler?

. Do retailers only sell goods?

. In what way do retailers serve a manufacturer?

. In what way do retailers serve a customer?

. Why is retailing the most expensive link in the chain of
distribution?

9. How do retailers make their profit?

10. Do retailers sell goods only from stores?

11. What are the types of retailing?

12. What are the types of salespeople that do not work in stores?

0N DN B WIN

» Grammar Revision

1. Correct the three sentences that use the wrong form of the verb.

1. Our company looks for a new Marketing Manager.

2. We rarely raise our prices by more than 3%.

3. We are bringing marketing and sales resources closer to customer.
4. Our largest subsidiary, based in Ottawa, is going through a difficult
period.

5. This year, all our sales staff learn French.

6. At the moment, we are not knowing the profit figures.

2. Complete the text using the Present Simple or Continuous of the
following verbs:
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co-ordinate, attend, go, have, know, prepare, speak, think, travel

Sofia Grammatopoulos is Marketing Manager at Kayavis Food Wine
S.A.,, an expanding medium-sized business in Thessaloniki.

She..........ooeeiinn. the work of a team of three people.
Kayavis................... distributors in eleven countries in Europe and
America, so Sofia often................ abroad. Next week, she............. to
Canada to visit their new retail outlet. She.............. Greek, English, and
Danish. At the moment she.................. an intensive German course
because the owner of Kayavis................. of opening a shop and a large
restaurant in Munich.Sofia............. that she will have to work on
Germany for six months, so she................ herself for her new assignment

as best as she can.

3. Make questions for these answers. All the information is in the text in
exercise 2.

1.What does Sofia do? — She co-ordinates the work of a team of three
people.

in Munich.

= Speaking/ Writing

Look at the list of potential problems for British retailers entering the US
market. Which of these do you think are the actual problems?

1. assuming that American and British consumers have the same
tastes

2. not investing enough money in their operations

3. offering too many products for sale

4. not advertising enough

5. not having high enough prices

6. taking too long to react to competition

56




7. sending UK managers to run the stores
8. choosing the wrong locations for stores

= Discussion

Read the extracts below from Julian Richter’s book The Richer Way. What
do you think of the company’s approach to customer service? What
experiences have you had of good or bad service in shops?

« We train our staff to take responsibility. If a customer has a
complaint, the first thing the sales assistant does is apologies, even if he or
she knows nothing about the circumstances. Then they go on to sort the
problem. »

« Every month the three winning shops in our customer service
competition, the Richer Way League, win a car for a month. Two get
Bentleys and one a Jaguar XJS convertible. The car is theirs to use as they
wish, we pay the petrol. »

« At Richer Sounds we hand out gold aero plane badges for our «
high flyers» -staff who have performed above and beyond the call of duty,
perhaps by giving exceptional customer service, or having a really brilliant
idea.»
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UNIT 4. MARKETING
Textl.

» Lead-in
Answer the following points:

e How do you understand the term « marketing»?

e Have you ever heard about marketing mix? What does it mean?

e Think of some products you have bought recently. Why did you buy
them?

e What influenced your decision to buy?

" Reading
Marketing.

One of the areas of management is marketing. It is the process of
planning and executing the conception, pricing, promotion and distribution
of ideas, goods, and services to create exchanges that satisfy individual and
organizational objectives. Marketing makes products available where
customers want them.

Implementation of marketing concept begins and ends with marketing
information about customers-first to determine what customers need, and
later to evaluate how well the fir m is meeting those needs.

A market consists of people with their needs, the ability to buy, and
the desire and ability to sell. Markets are classified as consumers and
industrial markets.

Buying, selling, market research, transportation, storage, advertising-

these are all parts of the complex area of business known as marketing. In
simple terms, marketing means the movement of goods and services from
manufacturer to customer in order to satisfy the customer and to achieve
the company’s objectives.
A business firm controls four important elements of marketing which are
called — a marketing mix. A firm’s marketing is the combination of the
product, the price of the product, the means for its distribution, and the
promotion of the product to reach a firm’s target market.

A firm can vary its marketing mix by changing anyone or more of
these ingredients. Thus a firm may use one marketing to reach one target
market and a second, somewhat different marketing mix, to reach another
target market. For example, most automakers produce several different
types of vehicles and aim them at different market segments based on age
and income.
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a) — the product ingredient includes decisions about the product’s design,
brand name, packaging, warranties and the like.
b) — the pricing ingredient includes both base prices and discounts of
various kinds.
c) — the distribution ingredient involves not only transportation and storage
but also the selection of intermediaries.
d) — the promotion ingredient focuses on providing information to target
markets. The major forms of promotion include advertising and publicity.
A marketing strategy is a plan for the best use of an
organization’s resources to reach its objectives.
Developing a marketing strategy involves selecting and analyzing a
target market and maintaining a marketing mix that will satisfy that market.
A target market is chosen through the market segmentation approach.
A market segment is a group of individuals or organizations within a
market that have similar characteristics and needs. The market
segmentation approach directs a marketing mix at a segment of a market.
Market measurement and sales forecasting are used to estimate sales
potential and predict product sales in specific market segments. Strategies
are then monitored and evaluated through marketing research and
marketing information system, which stores and processes internal and
external data in a form suitable for marketing decision making.

Active Vocabulary.
To execute BUKOHYBAaTU
Pricing I[IHOYTBOPEHHS
Promotion MIPOCYBaHHS
Distribution PO3IOBCIOIKEHHS, PO3IIO LT
Goods TOBap, TOBapu
To create CTBOPIOBATH
Exchange 0OMiH
To satisfy 3a7I0BOJIbHATH
Available ICHYIOYHUI
Implementation 3I1HCHEHHSA
Customer CIIO’KMBay, MOKYIIEIb
To determine BU3HAYaTU
To evaluate OI[IHIOBaTH

Consumer market
Industrial market
Marketing mix

Target market
To vary

Vehicle

Market segment
Packaging

CIIOKUBYUM PUHOK
IIPOMUCIIOBUM PUHOK
KOMILIEKC MapKETUHTY

(ememMeHTH)
IIJIOBUN PUHOK
3MIHIOBATUCSA
TpaHCIIOPTHUH 3aci0
CErMEHT PUHKY
yHaKoBKa

59



Warranty
Storage
Intermediary
To provide
Advertising
To reach

To create

To maintain
To satisfy
Approach
Similar
Measurement
Forecast

To monitor
To evaluate
To store

To process
Internal
External
Suitable
Decision making

» Language Development
1. Translate into Ukrainian:

Pricing, distribution,

promotion, goods and services,
customer, ownership of products,
buyer, seller,

ability, consumer market,

industrial market, target market,
marketing mix, price of the product,
promotion of the product, distribution,
ingredient, distribution ingredient,
promotion ingredient, market segment,
segmentation approach, profit,

pricing strategy, storage,
transportation, intermediary,
advertising, marketing research,
income, internal and external data,
evaluate, create,

satisfy, involve in,

achieve, determine,

maintain, forecast,

rapaHris
30epiraHHs
NOCEPETHUK
HaJaBaTH, 3a0e3MeuyBaTH
peKIamMyBaHHS
Jocsratu
CTBOPIOBaTH
HiATPUMYBATU
3aJI0BOJIBHATH
MIX1T

no110HM I
BUMIPIOBaHHS
IPOrHO3
NEePEBIPSITH, KOHTPOJIIOBATH
OL[IHIOBATH
30epiratu
00po0IsITH
BHYTPIITHIN
30BHIIIHIN
IIPUIATHUN
OPUNAHATTS PILLICHHS

60



predict, monitor,
produce, develop.

2. Find the English equivalents:

IIpouec mianyBaHHs,
IPOCYBAHHS 1 PO3MOBCIOIKEHHS,
TOBApH 1 MOCIYTH,
IHAUBINYaIbHI 1 OpraHizaiiiiti i,
CIIO’KMBAY,

CIIOKUBYUHN PUHOK,

TbOBUM PUHOK,

€JIeMEHTH MapKEeTHHTY,
OPOIYKIis,

[[IHOBUH KOMITOHEHT,

I[IHOBAa CTpaTeris,

peKIaMyBaHHS,
3HIKKA,

CErMCHT PUHKY,
MIOCEPETHUK,

KyIyBaTH,

NpO/IaBaTH,
3aJI0OBOJIBHSTH MOTPeOH,
POTHO3YBaTH,
BU3HAYATH,

OILIIHIOBATH,

JOCSATaTH,

BUPOOJIATH,
PO3p0o0IIATH,
BUKOHYBATH.

3.Fill in the blanks:

1.Marketing is the process of.....and ....the conception, pricing, promotion
and distribution of ideas, goods, and services to create....that satisfy
individual and organizational objectives.

2. Markets are classified as ....and....markets.

3. A....is the combination of the product, its price, ...., and promotion.
4. The....ingredient of the marketing mix includes decisions about the
product’s design, ...... , packaging, ...., and the like.

5. The major forms of the product promotion include....and.... .
6. The distribution ingredient involves not only transportation and ....but
also the selection of .... .
7. The ingredients of the marketing mix are....elements.
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8. A marketing strategy is a ....for the best use of organization’s resources
to meet its.... .

9. A market segment is a group of....or....within a market that has similar
characteristics and needs.

10. Strategies are monitored and evaluated through marketing.... and... .

4. Translate into English.

1.PuHOK cKilajaeTbcs 3 JroAe 3 iX morpebdamu, 374aTHICTIO KyMyBaTH 1
Oa)XaHHSIM 1 3JaTHICTIO TPOJIABATH.

2. MapketuHr poOuTh NPOAYKIII0O HAsSBHOIO TaM, Jie BOHa MOTpiOHA
CIIOKHBayaM.

3.Kommiiekc MapKeTUHIy-lle CYKYNHICTh MPOAYKLIi, ii IIHK. 3aco0iB
PO3MOJILTY MPOAYKIIIT Ta 1i IPOCYBaHHS.

4. OcHOBHI BHJ1 MNPOCYBaHHS MPOIYKIIi BKIIOYAIOTh PEKJIaMyBaHHA 1
IMPOKE OTMOBIIICHHS.

5.CkiajioBa po3Mojily BKIIOYAE HE TUIBKH TIEPEBE3CHHS 1 30epiraHHs, a
TaKOXK BUOIp MOCEPETHUKIB.

6.CkJiajioBa 1IHOYTBOPEHHS BKJIIOYA€ SIK 0a3WCHI IIHM, TaK 1 pI3HOMaHITHI
3HUXKKH.

7. Po3BUTOK pUHKOBOI cTpaTerii BKItoYae BiAOip 1 aHAII3 IJIbOBOTO PUHKY,
a TaKOXX CTBOPEHHS 1 MIATPUMKY €JIEMEHTIB MAapKETHUHTY, SKi OYyIyTh
3aJI0BOJIBHSATH 11I€H PUHOK.

5. « The four Ps » form the basis of the marketing mix. If you want to
market a product successfully, you need to get this mix right.
Match the « Ps '» 1 to 4 to the definitions a) to d).

1. Product a) the cost to the buyer of goods or services

2. Price b) informing customers about products and
persuading them to buy them

3. Promotion ¢) where goods or services are available

4. Place d) goods or services that are sold

7. For each group of words 1 to 5:
a) fill in the missing vowels.
b) match the words to the definitions a) to c).
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r s _rch

1. market s gm nt
sh re

a) the percentage of sales a company has
b) information about what customers want and need
¢) a group of customers of similar age, income level and

bhv r
2.consumer pr f 1
g ds

a) description of a typical customer
b) where and how people buy things
¢) things people buy for their own use

1 nch
3. product 1 £ cycl
r ng

a) introduction of a product to the market
b) length of time people continue to buy a product
¢) set of products made by a company

4. sales f rcst
fgrs
trgt

a) how much a company wants to sell in a period
b) how much a company thinks it will sell in a period
¢) how much a company has sold in a period

5. advertising ¢ mp gn
b dg t
_g ney

social group

a) a business which advises companies on advertising and makes ads
b) an amount of money available for advertising during a particular period
¢) a programme of advertising activities over a period, with particular aims

=  Comprehension Tasks

1. Define the term marketing.

2. What does implementation of marketing concept begin and end with?
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0.

. What does a market consist of?

. Define the term a marketing mix.

. Can a firm vary its marketing mix?

. For what purpose may a firm vary its marketing mix?

. Give an example when a firm changes its marketing mix.
. List all ingredients of the marketing mix.

What do the major forms of a product promotion include?

10. What does developing a marketing strategy involve?

11. State the purpose for which market measurement and sales forecasting
are used.

12. How are strategies monitored and evaluated?

Text2.

= Jead-in

How do you understand the difference between marketing, sales and
advertising?

" Reading

Marketing

Marketing is often confused with sales or with advertising but it is these
and much more. Marketing is a complete process within the business which
includes:

finding out what the customer wants — this is called “market research
“and involves finding out what types of products are wanted (product
policy ) and what prices consumers are prepared to pay.

helping to produce the right product at the right price.

persuading customers to buy the product — by means of advertising
and packaging.

transporting the product to the customer in the most convenient and
efficient way which means distribution.

The easiest way to remember what marketing is all about is to
remember what the marketing people call the marketing mix i. e. the Four
Ps:

product
price
promotion
place
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Product.

Product involves decisions about the product’s quality, its style and
design, the branding policy (how to ensure that customers recognize the
brand name), how to package it and what guarantees to offer.

Price.

Price means the need to set not only the price itself but also any
discounts which might be given and allowances permitted e. g. $50 for
your old cooker when you buy a new one.

Promotion.

Marketing involves the choice of how the product is promoted — the

advertising and the publicity it is given.
Place.

Place refers to how the product is distributed and through what types

of shop or other organizations.

Active Vocabulary.
To confuse 3MiIIyBaTH, EPETTyTaTH
To persuade NEPEKOHYBATH
To allow JT03BOJIATH
Allowance 3HMKKA,
To permit/to give allowance JlaBaTU 3HUKKY

» Language Development

1. Fill in the correct prepositions:

1. confused ......... sales

2. process ......... the business

30 the most convenient and efficient way
4. distributed ......... shops

5. transporting the product ......... the customer
6. right product ......... the right price

2. Translate the following sentences into English:

1. YcmimHuil MapKeTHHT Ma€ CBOIM pe3yJbTaTOM HaMKpalili MPOIYyKTH.
IACJIUBUX KJIIEHTIB, BUCOKUN MPUOYTOK.

2. Komrmnekc MapKeTUHTy — 1€ IyXKe MPOCTUN CIOCIO AJisl JOCSATHEHHS
YCHIXY.

3. Tam, ne KJIIEHTH 4YYTIMBI JI0 L1HHW, L1HA JOMIHYE B KOMILIEKCI
MapKEeTUHTY 1 BCTAHOBJIEHHS MPAaBWILHOT I[IHU JTy>Ke HEOOXITHE.
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4. IliHa — e HalOUIBII THYYKHH €JIEMEHT MApKETHHTY, OCKUIbKH BH
MOXETE 3MIHIOBATH ii IBUAKO Ta JIETKO.

5. Hemae ¢ikcoBaHOro 3B 3Ky MDK IIIHOIO Ta 3aTpaTaMH: BH MOXETE
MITHATH 11HW, HaBITh SKIIO 3aTpaTH HE 3pOCIH, Ta 3HU3UTU IiX 0e€3
3MEHIIEHHS 3aTpart.

3. Use the following expressions to make sentences:

market research

right price

means of advertising
branding policy
discounts and allowances
product’s quality

» Comprehension Tasks
1. Answer the following questions:

What is “market research” ?

With what notions is marketing sometimes confused?

What is the difference between those notions and marketing?

What are the Four Ps?

What does the term branding policy mean?

What allowances can sometimes be permitted to attract consumers?

2. Complete the magazine article with the following words:

Cynical consumers competition markets effective pitches customers
marketers impressed

« In a world of ever increasing ...... | U many companies are happy to
use this new way to reach...... 2. :
Corporate......... 3 say that certain points in life make people
especially vulnerable to sales......... 4.......... Companies such as Procter
and Gamble have found this to be a very......... 5.0 way to target
extremely profitable...... 6.cennnn. such as young couples. US newly-weds

spend an average of $70bn in the first year of marriage. One study shows
that 67 per cent of women wear the same perfume they wore when they got
married and a Bride's magazine study showed that three years of marriage
women were still...7.......... of the same stores they had shopped in before
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the wedding. While the gift bags do appeal to a lot of young couples, others
are a little less......... 8...... :

= Speaking

Think of other « points in life» when people would be « particularly
vulnerabley to marketing tactics such as these?

Text3.

» Jead-in

What functions does marketing have?

" Reading
Major Marketing Functions.

1. Exchange Functions:

All companies such as manufacturers, wholesalers, and retailers buy and
sell to market their merchandise.

e Buying includes such functions as obtaining raw materials to
make products, knowing how much merchandise to keep on
hand, and selecting suppliers.

e Selling creates possession utility by transferring the title of a
product from seller to customer.

2. Physical Distribution Functions:

These functions involve the flow of goods from producers to customers.
Transportation and storage provide time utility, and place utility, and
require careful management of inventory.

e Transporting involves selecting a mode of transport that provides an

acceptable delivery schedule at an acceptable price.

e Storing goods is often necessary to sell at the best selling time.

3. Facilitating Functions:

These functions help the other functions take place.

e Financing helps at all stages of marketing. To buy raw materials,
manufacturers often borrow from banks or receive credit from
suppliers. Wholesalers may be financed by manufacturers, and
retailers may receive financing from the wholesaler or manufacturer.
Finally, retailers often provide financing to customers.
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e Standardizing sets uniform specifications for products or services.
Grading classifiers products by size and quality, usually through a
sorting process. Together, standardization and grading facilitate
production, transportation, storage and selling.

e Risk taking — even though competent management and insurance can
minimize risks — is a constant reality of marketing because of such
losses as bad debt expense, obsolescence of products, theft by
employees, and product — liability lawsuits.

e Gathering market information is necessary for making all marketing

decisions.

Major

Function
Wholesaler
Retailer
Merchandise
Obtain

Raw materials
Keep on hand
Supplier
Distribution
Involve

Flow of goods
Storage
Inventory

Mode of transport
Provide
Acceptable
Delivery schedule
Facilitating function
Stage

Borrow
Standardizing
Set

Grading
Facilitate

Risk taking

Even though
Loss

Bad debt expense
Obsolescence
Theft
Product-liability

Active vocabulary.

OCHOBHHUM

byHKIIiS

T'YPTOBHK

pO3ApiOHUN TOPrOBEIH
TOBap, TOBAPH
npuadaTu

CUPOBHHA

MaTH B HasIBHOCTI
MOCTavyaIbHUK
PO3IOILT

BKJIIOYATH

MOTIK TOBapiB
30epiraHHs

ICHYIOUH B HasIBHOCT1 TOBapH
CIOCi0 TPaHCTIOPTYBAaHHS
3abe3reuyBaTu
MPUNHATHUN

rpadik T0CTaBKU
JOTIOMI>KHA (DYHKITIS
eTall. cTais

MO3UYaTH
CTaHapTU3AIIISA
BCTAHOBJIIOBATH
COpPTYBaHHS
MOJICTIITYBaTH
MIPUUAHATTS PU3UKY

1 HaBITh

BTpaTa, 30MTOK

BeJIMKa 3a00pProBaHICTh
3acTapuinii ( MPOAYKT)
KpaJikKKa
BIIIOBIJAJIBHICTD 3a SIKICTh
TOBapy
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Law-suit CyJIOBUI MPOLIEC
Gathering 301p

» Language Development
1. Translate into English
GyHKI11T 0OMIHY;
GyHKIIT po3NOaLTY;

JOTIOMIXKH1 (DYHKIIIT;
CUPOBHHA;

TOBap;
NOCTaYaTbHUK;

T'YPTOBHUK;

pPO3ApiIOHUIN TOPTOBEILb;

PO3IOLT;

30epiraHHs;

COpPTYBaHHS;

rpadixk JO0CTaBKH;

ICHYIOYH TOBapH;

BUPOOHUK;

CrociO TpaHCTIOPTYBAHHS;

30MTOK;

BIJIMOBIIAJIBHICTH 32 SIKICTh MPOTYKII;
3acTapiyiia mpoayKITis;

CTpaxyBaHHS;

MOTIK TOBapIB,

3a0e3IeuyBary;

Opatu O3UKY;

MOJICTTIIYBAaTH;

BKJTFOYATH.

2. Complete the following expressions with the words from the box and
make sentences with them.:

time, delivery, constant, marketing, careful, raw, keep, provide, receive,
flow, products.

| R materials
2. t0 oo, on hand
3. the......... of goods

4 e, utility




Se management

B schedule
7.0 oo, credit

ST 0 R financing

9. i reality
10.............. decisions

11.obsolescence of ...............
3. Continue the sentences:

All companies buy and sell................ooooi
Obtaining raw materials is a functionof...............................
Possession utility ismade............coooiiiiiiiiiii
Storing 00dS 1S NECESSATY ... vuuurteeintteeireeeteeeieeaieeeannenns
Financing helps. ..o
Retailers may receive financing from..................coooi
Standardization facilitates..............c.oooiiiiiiiiiiii
Risk taking is a reality of marketing because...........................
Making all marketing decisions is impossible without.................

WX R WD =

4. Give the definitions of the following:

wholesalers
retailers

suppliers

time utility

place utility
delivery schedule
risk taking

bad debt expense
liability lawsuits
market information

= Comprehension Tasks

. Name the two main exchange functions.

. What does buying include?

. Name the two physical distribution functions.

. Why is storing goods necessary?

. Name the main facilitating functions.

. Speak on the role of financing in marketing.

. Why is risk taking a constant reality of marketing?
. Why is gathering market information necessary?

O 1N DN kK~ W —
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Additional Materals for Reading.

" Reading
The Centrality of Marketing

Most management and marketing writers now distinguish between
selling and marketing. The -selling concept- assumes that resisting
consumers have to be persuaded by vigorous hard-selling techniques to buy
non-essential goods or services. Products are sold rather than bought. The —
marketing concept-, on the contrary, assumes that the producer's task is to
find wants and fill them. In other words, you don’t sell what you make, you
make what will be bought. As well as satisfying existing needs, marketers
can also anticipate and create new ones. The markets for the Walkman,
video games, personal computers, genetic engineering, to choose some
recent examples, were largely created rather than identified.

Marketers are consequently always looking for market opportunities-
profitable possibilities of filling unsatisfied needs or creating new ones in
areas in which the company is likely to enjoy a differential advantage, due
to its distinctive competences. Market opportunities are generally isolated
by market segmentation. Once a target market has been identified, a
company has to decide what goods or service to offer. This means that
much of the work of marketing has been done before the final product or
service comes into existence. It also means that the marketing concept has
to be understood throughout the company, e.g. in the production
department of a manufacturing company as much as in the marketing
department itself. The company must also take account of the existence of
competitors, who always have to be identified, monitored and defeated in
the search for loyal customers.

Rather than risk launching a product or service solely on the basis of
intuition or guesswork, most companies undertake market (GB) or
marketing research (US).They collect and analyze information about the
size of a potential market, about consumer’s reactions to particular product
or service features, and so on. Sales representatives, who also talk to
customers, are another important source of information.

Once the basic offer, e.g. a product concept, has been established, the
company has to think about the marketing mix, i.e. all the various elements
of a marketing program, their integration, and the amount of effort that a
company can expend on them in order to influence the target market. The
best-known classification of these elements is the 4Ps’-product, place,
promotion and price. Aspects to be considered in marketing products
include quality, features ( standard and optional ), style, brand name, size,
packaging, services and guarantee. Place in a marketing mix includes such
factors as distribution channels, locations of points of sale, transport,
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inventory size, etc. Promotion groups together advertising, publicity, sales
promotion, and personal selling, while price includes the basic list price,
discounts, the length of the payment period, possible credit terms, and so
on. It is the job of a product manager or brand manager to look for ways to
increase sales by changing the marketing mix.

It must be remembered that quite apart from consumer markets ( in
which people buy products for direct consumption) there exists an
enormous producer or industrial or business market, consisting of all the
individuals and organizations that acquire goods and services that are used
in the production of other goods, or in the supply of services to others. Few
consumers realize that the produces market is actually larger than the
consumer market, since it contains all the raw materials, manufactured
parts and components that go into consumer goods, plus capital equipment
such as building and machines, supplies such as energy and inventory, and
services ranging from cleaning to management consulting, all of which
have to be marketed. There is consequently more industrial than consumer
marketing, even though ordinary consumers are seldom exposed to it.

» Comprehension Tasks

Match up the words and expressions with their definitions:

1. distribution channel
2. to launch a product
3. market opportunities
4. market research

5. market segmentation
6. packaging

7. points of sale

8. product concept

9. product features
10.sales representative

a) all the companies or individuals involved in moving a particular good or
service from the producer to the consumer

b) an idea for a new product, which is tested with target consumers before
the actual product is developed

c) attributes or characteristics of a product — quality, price, reliability, etc.

d) dividing a market into distinct groups of buyers who have different
requirements or buying habits
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e) places where goods are sold to the public — shops, stores, market stalls,
etc.

f) possibilities of filling unsatisfied needs in sectors in which a company
can profitably produce goods

g) someone who contacts existing and potential customers, and tries to
persuade them to buy goods

h) collecting, analyzing and reporting data relevant to a specific marketing
situation ( such as a proposed new product)

1) to introduce a new product onto the market

j) wrappers and containers in which products are sold
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UNIT 5. MARKETING MANAGEMENT PROCESS
Text 1.

" Lead-in
What is marketing manegament process?

" Reading

Factors of the Marketing Managament
Process.

As it is already known the strategic plan defines the company's overall
mission and objectives. Within each business unit, marketing [plays a role
in helping to accomplish overall strategic objectives Marketing's role and
activities in the organization are shown in Figure which summarizes the
entire marketing management process and forces influencing company
marketing strategy.

Target consumers stand in the center. The company identifie the total
market, divides it into smaller segments, selects the most-promising
segments, and focuses on serving and satisfying these segments. It designs
a marketing mix made up of factors under its control—product, price,
place, and promotion. To find the best marketing mix and put it into action,
the company engages in the marketing analysis, planning, implementation,
and control. Through these activities, the company watches and adapts to
the marketin environment. We will now look briefly at each factor in the
keting management process.

Target Consumers

To succeed in today's competitive marketplace, companies must be
customer centered, winning customers from competitors by delivering
greater value. But before it can satisfy consumers, a company must first
understand their needs and wants. Thus, sound marketing requires careful
analysis of consumers. Suppose a company looking at possible markets for
a potential new product. The company first needs to make a careful
estimate of the current and future size of the market and its various
segments. To estimate current market size, the company would identify all
competing products, estimate their current sales, and determine whether the
market is large enough.

Equally important is future market growth. Companies want to enter
markets that show strong growth prospects. Growth potential may depend
on the growth rate of certain age, income, and nationality groups that use
the product more than others. Growth may also be related to larger
developments in the environment, such as economic conditions, advances
in technology, and life-style changes. For example, the future market for
quality children's toys and clothing is strongly related to current birthrates,
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trends in consumer affluence, and projected family Ilife styles.
Forecasting— predicting what consumers are likely to do under a given set
of conditions—is difficult, but it must be performed in order to make a
decision about the market. The company's marketing information
specialists will probably use complex techniques to measure and forecast
demand.

Market Segmentation

The market consists of many types of customers, products, and needs,
and the marketer has to determine which segments offer the best chance in
which to achieve company objectives. Consumers can be grouped in
various ways based on geographic factors (regiensreities), demographic
factors (sex, age, income, education), psychographic factors (social-
classes;"life styles), and behavioral factors (purchase occasions, benefits
sought, usage rates). The process of classifying customers into groups with
different needs, characteristics, or behaviors is called market segmentation.

A market segment consists of consumers who respond in a similar
way to a given set of marketing stimuli. In the car market, for exampie,
consumers who choose the biggest, most comfortable car regardless of
price make up one market segment. Another market segment would be
customers who care mainly about price and operating economy. It would
be difficult to make one model of car that was the first choice of every
consumer. Companies are wise to focus their efforts on meeting the distinct
needs of one or more market segments. They should study the geographic,
demographic, behavioral, and other characteristics of each market segment
to evaluate its attractiveness as a marketing opportunity. Market Targeting

After a company has defined market segments, it can enter one or
many segments of a given market. Market targeting involves evaluating
each market segment's attractiveness and selecting one or more segments to
enter. A company with limited resources might decide to serve only one or
a few special segments. This strategy limits sales but can be very
profitable. Or a company might choose to serve several related segments—
perhaps those that have different kinds of customers but with the same
basic wants. Or a large company might decide to offer a complete range of
products to serve ail market segments. Market Positioning

Once a company has decided which market segments to enter, it must
decide what «positionsy it wants to occupy in those segments, A product's
position is the place the product occupies in consumLers' minds relative to
competitors. If a product is perceived to be exactly like another product on
the market, consumers will have no reason to buy it.

Market positioning is arranging for a product to occupy a clear
distinctive, and desirable place relative to competing products in the minds
of target consumers. Thus, marketers plan positions that distinguish their
products from competing products and give them the greatest strategic
advantage in their target markets. For example, the Hyundai automobile is
positioned on low price as «the car that makes sense». Chrysler offers «the
best-built, best-backed American cars»; Pontiac says, «we build

75



excitementy»; and at Ford, «quality is job one». Jaguar is positioned as «a
blending of art and machine», while Saab is «the most intelligent car ever
builty. Mercedes is «engineered like no other car in the world»; the
luxurious Bentley is «the closest a car can come to haying wings». Such
deceptively simple statements form the backbone of a product's marketing
strategy.

To plan a product's position, the company first identifies the existing
positions of all the products and brands currently serving its market
segments. It next figures out what consumers want with respect to major
product attributes. The company then selects a posiion based on its
product's ability to satisfy consumer wants better than competitors'
products. Finally, it develops a marketing program that communicates and
delivers the product's.position to target conumers.

Active Vocabuary.

Target consumers IIJTHOBI1 CIIOYKHUBAY1

Market segment CErMEHT PUHKY

Marketing segmentation CErMEHTYBaHHS pUHKY

Market targeting BUOIp LIJIBOBOTO PHUHKY .
Market positioning PUHKOBE TTO3UIIIFOBaHHS (BHOIp

MO3UIIIT Ha PUHKY)

To forecast pOpiKaTH, MPOPOKYBATH;
nepeadavaT; poOUTH MIPOTHO3

Analysis aHaji3 (TaHuXx)

Evironment 30BHIIIIHE CTAHOBUIIIE

To perceive PO3YMITH, YCBIIOMITIOBATH

Rate piBEeHB, KypC, CTaBKa

» Language Development

1. Find in the text the following words and word combinations and
translate the sentences in which they are used.

put into action, make a careful estimate; current market size;
psychographic factors; behavioral factors; usage rates; operating
economy; related segments; a complete range of products; arranging for a
product to occupy a clear, distinctive and desirable place; best-backed;
figure out; with respect to.
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2. Find English equivalents:
® BHUKOHYBATH 3arajibHi CTpaTeriuHl 3aBAaHHS:
e BHUOMpaATH HAMOUIBII NEPCHIEKTUBHI CETMEHTH;
® 30CepeKyBaTH yBary; MapKeTHHTOBUH KOMILICKC:
® TIPUCTOCYBATHUCH;
® BHMAaraty PeTeJIbHOTO aHaJi3y CIOKHUBAIIBLKOI ayTUTOPIT;
® KOHKYPYIOYl MPOAYKTH (TOBapH);
® OI[IHIOBATH IIOTOYHHUIA OOCST TIPOAAKY;
® BHSBIISITH CTIMKI IEPCIICKTUBH 3POCTAHHS;
® TEMITH 3pOCTaHHS;
e 3MIHH B CTHJII JKHUTTS;
® JIOCTAaTOK CIIOKHBAYiB;
® CKJIaJHI METOAH (METOIHKH);
e rependavaTy MOIUT;
® MAapKETHHTOBI CTUMYJIH;
® [IPUBAOJIMBICTH PUHKOBOTO CETMEHTA;
e 00OMEXEHI pecypcu;
® TOBHUU HAOIp MPOMYKIIIi;
® [IO3MIiS MPOAYKTY;
® PHHKOBE IO3HI[IFOBaHHS,
® CTpaTeriyHa mepemara:
e cyMill;

® PO3KIIIHUK;
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® OMAaHJIMBO MPOCTE TBEPIKEHHS;
® CTBOPIOBATU OCHOBY;

® BJIACTUBOCTI IPOJYKTY,

3. Learn the following terms and their Ukrainian equivalents.

management
automated management
business management
cash management
day-to-day management
debt management
financial management
income tax management
investment management
job management
line management
monetary management

. personnel management
portfolio management
project management
record management
staff management
top (executive)
management
rate
annual rate
arca rate
average rate

. average tax rate
bank rate
birth rate
buying rate

aa. capacity rate

bb.ceiling rate

cc. dosing rate

dd.consumption rate

ee. cost rate

ff. curb rate

gg.deposit rate

hh.driving rate

1. employment rate .

JJ- expansion rate

HTOTOBEE T ATOEE MO A0 O
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kk.expenditure rate

1. export rate

mm. fair rate of exchange
nn. fixed rate

oo.general rate

pp.import rate

qq.interest rate

rr. labour rate

ss. national rates of profit
tt. output rate
uu.premium rate
vv.prime rate

ww. selling rate
xX.short rate

yy.spot rate

zz.tax rate

aaa. total rate

a)
b)
c)
d)

MEHEDKMEHT
aBTOMAaTH30BaHE yIPaBITIHHS;

yIPaBIiHHA KOMEPIIHHUM

KOHTPOJIIb Ta PETYTIOBAHHS TPOIIOBUX OTEpaIliii;
OTlepaTHBHE YIPABIiHHS;

KOHTPOJIIb Ta PETryIIOBaHHS OOPrOBUX BiIHOCHH;
yIpaBIiHHSA (PIHAHCOBOIO JISUTBHICTIO;

BEJICHHsSI OAaHKOM IMOJaTKOBHX CIIPAB KJIIE€HTA;
yIpaBIiHHA MopTdeneM MIHHUX Narnepis;
opraHizartis mpaiii;

JiHIAHE KEPIBHUIITBO;

KOHTPOJIb Ta PETYJIFOBAHHS TPOIIOBOTO 00Iry;

m) KePIBHUIITBO KaJ[pamu;

n)
0)
p)

Q)
r)

s)
t)
)

v)

KOHTPOJIb 1 perytoBaHHS MOPT(]eEs aKTHBIB,
KEPIBHUIITBO MTPOECKTOM;

OTepaTUBHUI O0JIIK;

dbyHKIIOHANBHE (MITA0HE) KEPIBHUIITBO;
BUIIE (BUKOHABYE) KEPIBHUIITBO; ILITHOBE
yIIPaBIiHHS,

CTaBKa; Tapu(; Takca; po3IiHKa;Kypc;
PIYHMI MOKA3HUK;

30HaJIBHUYN Tapud;

CepenHs HOpMa;

W) cepeliHs M0JJaTKOBA CTaBKa;

X)
y)
z)

00JIIKOBa CTaBKa OaHKY;
Koe(ilieHT HapOAKYBaHOCTI;
KypC KYIIBIIi;
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aa)Koe(IIEHT NOTY>KHOCTI;

bb)  HaiibiunbIlIa HOpMA BIICOTKA;

CC)KYpC Ha JIeHb 3aKpUTTS O1pxKi;

dd) HOpMma cnoXMBaHHS;

€€)CcTaBKa HaKJIaJHUX BUTPAT;

ff) xypc 4opHOTO PUHKY;

gg)  CTaBKa 3a JIeTI03UTaMUu;

hh) iHTeHCHBHICTH MpOLIECY; :

11) BIJICOTOK 3aMHSTOCTI;

JJ) Temm 3pocTaHHs (EKOHOMIKH);

kk) mBuIKICTH BUTpAT (pecypciB);

11) excniopTHuit Tapud;

mm) CHPUSTIUBHI BaTIOTHUHN KypC;

nn)  (iKCOBaHMI BaTIOTHUH KYpC;

00)  3arajnbHUi Koe(illieHT;

pp) IMOOpTHUU Tapud;

qq) craBka (HOpMa) BiJICOTKA;

IT) CTAaBKH 3ap00iITHOI TIaTH;

SS) HalllOHAJIbH1 HOPMU PUOYTKY;

tt) MPOAYKTUBHICTS;

uu) HOpMa NpeMiaJibHOI BUILIATH;

VV)  «mpaitM-peiT» (0011KOBa cTaBKa s
NEPIIOKIACHUX TPOIIOBUX 3000B'SI3aHb);

WW) Kypc MpOJIaxy;

XX)  KOPOTKOCTPOKOBA BIJICOTKOBA CTaBKa;

yY)  KypcC 32 KACOBUMH yTOJIaMH:

ZZ)TIOJAaTKOBA CTAaBKa,;

aaa) 3arajbHUN KOCQIIIEHT.

4. Match the Ukrainian and English equivalents:

>

PN WD =

yIPaBIiHHS 30BHIITHRO €KOHOMIYHOIO JiSUTHHICTIO
yIPaBIiHHS KaapaMu

rayry3eBe yInpaBIiHHS

POTrpaMHE YIIPaBITIHHS

METOJIA yIPABIIIHHS

OpraHu JIePKaBHOTO yMPABIIHHS

yIPaBIIiHHS 3aMlacaMu

YIPAaBIIiHHS OMEPATUBHOIO JiSTHHICTIO

a. programmed control
b. operational management
c. personnel management
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BUT1IHUM KypC
9. xypc nHs
10.HecTiikuit

management of external economic activity
inventory control

methods of management

sectoral management

bodies of state administration

HOpMa aMOpTH3alli

I10JICHHA HOpMa (CTaBKa)

3aBUILEH] HOPMU

HOPMU HABAaHTAKEHHS

THYYKUU BAJIFOTHUH KypC

BaJIFOTHUI KypC 32 CTPOKOBHMHU yrojaMu
pEryIbOBaHUM BaJTOTHUI

11.MOBHOIIHHUN KYypC
12.m0TOYHUN PUHKOBUI KypC
13.cTaBka OpeHIHOT IaTH
14.BuMynIeHO HU3bKA CTaBKa
15.1McKOHTHA cTaBKa

16.equHa cTaBka
17.mu1eroBa cTaBKa

VOB RTIER SO A0 o

favourable rate (of excbange)
rates of loading

uniform (flat) rate

current rate (of exchange)
rate of depreciation
reduced (preferential) rate
variable exchange rate
daily rate

discount rate

going market rate

time rate (of exchange)
distress rate:

. managed exchange rate

rent rate
excessive quotas
flexible exchange rate
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5. Complete the sentences with the following words:

forecast, v, (2); performance (2); evaluate (2); environment (3);
perception, predict (2); rate (2).

1. Past  ofthe company is typically measured, in financial

terms, such as sales and profits,

2 A SWOT analysis explicitly states a firm's mission and objectives
and scans the external to identify opportunities and threats facing the
organization.

3. Insurance companies offering cover against motor accidents will not'be
pleased to hear that the Meteorogical office a severe winter.

4. Marketing,strategies of the company, must be. against the company’s
objectives,

5.A firm's strengths and weaknesses can be identified and analyzed by

studying trends, resources» and capabilities,

6.0One of the problems faced by the manager is that in choosing between,
alternatives he has to  the reaction of the subordinates to the decision.
7.The company's marketing information specialists will use complex
techniques to measure and demand.

8. Growth potential may depend on the growth of certain age,
income and nationality groups that use the product.

9. A mission provides a lens through which the external can be
viewed.

10. Control consists of measuring and  the results of marketing plans and
activities,

11. If market specialists  correctly, their business will survive and
prosper.

12.Ford dealers usually negotiate the price with each customer to bring it
into line with the buyer's of the car's value.

13.Growth also may be related to larger developments in the such as
economic conditions, the crime  , and lifestyle changes.

6. Complete the following table with synonyms and antonyms.

Word Synonym Antonym

attractive
(Adjective)
complex
(Adjective)
profit (Noun)
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focus (Verb)

demand (Noun)

select (Verb)

agree (Verb)

locate (Verb)

control (Verb)

8. In the first column there are the first halves of sentences. In the second
column there are second halves of the sentences, though not in the same
order. Pair the halves and then write your own list of the completed

sentences.

1.Companies know that they cannot satisfy all consumers in a
given market — ...

2.Each company must divide up the total market, choose the best
segments, ...

3.This process involves the following steps: analysis of
consumers and forecasting ...

4.0il company executives

5. A publisher .specializing.in text books for school...

6. A busiaess ear» only survive if

7. By means of massive advertising campaigns demand

8.The marketing concept offers the. interpretation that consumers
tastes and requirements. ..

a) should approve of a long term rise in oil prices.

b) at least not all consumers in the same way.

c) is created and then the goods can be unloaded to the

market.

d)design strategies for profitability serving chosen segments better
than its competitors do.

e)would be grateful to learn that the school leaving age is going to
be raised.

f) market segmentation, market targeting, and market positioning.

g)have to be taken into account if large stocks are not to be left
unsold.

h)is able to anticipate the needs of consumers.
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» Comprehension Questions

1.What does the strategic plan define?

2.What role does marketing play in the organization?

3.Characterize the entire marketing management process arid the forces
influencing company marketing strategy.

4. Why does the company engage in marketing analysis, planning,
implementation and control?

5. What does sound marketing require?

6.Why is future market growth important?

7.How can consumers be grouped?

8. What does a market segment consist of?

9. What does market targeting involve ?

10.How can market positioning be defined?

11.What does the company do to plan a product's position?

 Writing
1. Translate the following text into English:

HNPOLOEC MAPKETHUHI'OBOI'O MEHEJI’)KMEHTY

[Tporiec MapKeTHHrOBOI0 MEHEKMEHTY — I1€ JIOTIYHA IMOCIJOBHICTh
NEBHUX A I JOCSATHEHHS MIJIMPUEMCTBOM IOCTaBICHUX ITiiei. PuHKOB1
MOXJIMBOCTI (pipMu — 11e¢ KOMOIHAIllSI 30BHIIIHIX YMOB Ta WMOBIPHOCTI
ycrixy. OCHOBHI aCTIEKTH aHalli3y PUHKOBUX MOKIMBOCTEN hipMu:

— BUSIBJICHHS 1 IOCJIDKEHHS pUHKIB 30yTY;

— OI[iIHKa MapKETUHTOBUX MOXKJIMBOCTEH Pipmu;

— BHUOIp HAWBUTINHINIMX BapiaHTIB MApKETHHTOBUX 3yCUJb (ipMH 3

MoTJISA Y ii 1iJIeH 1 pecypciB.
AHani3yloun OCTaHHIM acleKT, BU3HAYAIOTh HAacaMmIepe] Take: TOMepIle,
9 BIATMOBINAIOTH IUISIM (BipPMH MOMJIHBOCTI, SIKI 3'ABIISIOTHCS HA PHUHKY;
Mo-JIpyre, Yd BiAMOBIAAIOTH I1I MOMXKIHUBOCTI pecypcam (ipmu (HasSBHHMA
Karritaj, BApOOHWY1 IOTYHOCTI, cucTeMa 30yTy, KOMYHIKAI[ii TOII).

Bubip 1mimhOBHX pPHHKIB TMOJNSTa€E y BHU3HAYEHHI MOTOYHOTO, Ta
JIEPCMIEKTUBHOTO TIOMHTY,, HUHIMIHIX 1 MaWOyTHIX o0csriBl mpomaxy
ToBapiB (ipMU, CETMEHTYBaHHI pHUHKY, TOOTO MHOro'po3nmojuly Ha
OJTHOP1THI YaCTHHH, 1 BUOOP1 OJHOrO a00 KITbKOX CETMEHTIB I 30yTy
cBoei mpoaykiii. [Ipy 1pboMy BaXJIIMBUM € TMO3UIIOHYBAaHHS TPOJYKIIii,
TOOTO BU3HAYEHHS i1 0COOJIUBOTO MICLS Y CBIIOMOCTI CIOKUBAYiB.
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2.Translate the following from Ukrainian into English and on the
contrary:.

A: Could you explain what marketing strategy is?

B: Crpareris MapkeTUHTy — i€ [IEeHTpajbHa JaHKa MIXK HOro HUIIMH i
ONMEpPAaTUBHUMM 3aXO0JaMU JII0YOT0 1 pearyrouyoro Xapakrepy, TOOTO
TaKTUKOIO.

A: I think it is a,real moral! action programme for the compam .

B: Tak, BoHa BusIBIISIE IPIOPUTETHI MPOOIEMU 1 PECYPCH ISl JOCSITHEHHS
NOCTaBIEHUX  LUIed. 3aBAskd  NpaBWIbHO  BUOpaHiil  cTparerii
3a0e3neuyeThcsl ycmix (ipMU Ha PUHKY 1 KOHKPETU3YIOTHCS 3acO0M IS
MOCATHEHHS 11 LIJIEH.

A: And what do you know about marketing mix?

B: Komruieke MapkeTMHry — Ii€ CYKYIHICTh HOT0 1HCTPYMEHTIB Ta Aii.
Came udepe3 MOro BUKOPHCTAHHS pealli3ye€ThbCs TaKTUKA Ma'". ' pKETHHTY.
Tyr HaliBaXIUBIIMM € BpaxyBaHHA 1 miabOip yCiX HEOOXITHUX
MapKEeTUHIOBUX IHCTPYMEHTIB. bpak OlHOTO 3 HUX MOXE MPHU3BECTH 10
BTPaTU-MOKJIMBOCTEN PO3B'sA3aTH MOCTABJIEHI IPOOJIEMH.

» Speaking

Act an imaginary interview between a university student and a well-
known marketing specialist

A university student.

You are writing your course-paper on the factors of marketing man-
agement process. Think up a list of questions you will ask a well-known
marketing specialist, Whet you meet him/her , introduce yourself, explain
the reason for your visit and ask the questions.

Useful expressions:

To start a conversation:
e Excuse me, aren't you ...
e Let me introduce myself. My name is ...
e Ifyou would allow me to ...

To request:
e [fyoucould... I'd be very grateful
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e Do you think you could possibly ...
e [ was wondering if you could help me ...

To get information:
e [ hope you don't mind my asking, but I'd like to know ...
e Sorry, I don't quite understand why (where)...
e Could you tell me a bit more about...

To thank:
e [ cannot thank you enough ...
e [t's really very kind of you...

To say good-buy:

e [t's been really nice to know you.

e Well, it's been nice talking to you, but I really must be going now
e Sorry to rush off.

A well-known marketing specialist:

You meet the university student, listen to his (her) story and answer his
(her) questions. Then you ask him (her) some questions about his (her)
family, his (her) research work and plans for the

Useful expressions:

To deal with questions:
e ['ll be pleased to answer any questions you may have.
e [ am afraid there's no easy answer to that one ...

To state one's position:
o [ think I ought to say right from the start that...
e If you would allow me to give a brief outline of...

To make a point:
e [ think I should mention here that...
I would like to say here that...
I believe you know that...
To recommend:
If I were you I would ...
The time is not far off when ...

To make suggestion:
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e [ was wondering if you'd ever thought of
e Might be an idea to...
e Why don't you ...

To say good-bye:
o  Good luck with you ...
o [ hope everything goes well.
o Take care.

Additional Materials for Reading and Discussion.

Reading.

The Artist

George Clinton is one of the most respected and influential musician
and songwriters in the popular music industry. Since the early 1980s, he
has been instrumental in the ongoing development and refinement of what
is now called Urban Contemporary music. He is considered the Father of
Funk, the dance-oriented rhythm and blues that has dominated African-
American popular music in the last 20 years. He has also inspired musical
genres from Hip Hop to Rap.

Clinton's best-known work was in the late 1980s with the groups
Parliament and Funkadelic and their amalgum P-Funk. All of the major
songwriters and producers (the people who dominate Urban Contemporary
music in the 1990s) claim Clinton as a mentor and an influence — this
includes Prince, Jimmy Jam and Terry Lewis, Teddy Riley, L.A. and
Babyface, etc.

Clinton is probably the second most sampled songwriter, behind only
James Brown, «Sampling» is a term unique to the late 1980s and 1990s,
and is the result of the increasing use of computers in the creation of
music. A «sampley» is a small piece of a previously recorded song that is
used in a new song or composition. Samples vary in length but generally
involve a few bars of a song -— sometimes only a single instrument (a
guitar solo, a bass line) or all the elements (rhythm, vocals, solos).
Clinton's music is sampled primarily by Rappers.

Clinton's persona is, to some extent, better know than his music. A
frequent guest on David Letterman and MTV, BET, and other video-
oriented programs, Clinton's long, rainbow-colored hair is a familiar
trademark. His irreverent humor pokes fun at the normal image of the
rock'n'roll or R&B Rhythm and Blues star. And, although he has not had a
«hit» record (sales of more than half a million units) in years, he still has
the large, highly loyal following.
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The company

Paisley Park Records is a small record label, associated with
anddistributed and marketed by Warner Bros. Records. Paisley Park
chooses its acts and then oversees the recording, marketing, and pact,
aging. Warner Bros, then manufactures the records themselves, distributes
them to retailers, and takes the primary responsibility for marketing the
records—advertising, contacts with radio stations, television video, etc.

Make no mistake about it: Paisley Park is Prince's record label.
Although run by Alan Leeds, Prince himself is the final decision maker on"
who the label signs and records. In that sense, Paisley Park is different from
most other record companies. Most companies have large A&R (artists and
repertoire) staffs; these are people who weed out the many artists seeking
to be signed to the labels. At Paisley Park Records, the decisions on who to
sign are more likely to be personal than at other labels.

The issues

The marketing problem is that George Clinton has not had a hit
record in years. In 1999 he signed a new recording contract with Prince's
Paisley Park Records label. And the addition of George Clinton to that
label's short roster probably was more a personal decision by Prince — a
sincere fan of Clinton — than a purely business decision. Upon signing,
Prince immediately gave Clinton a small part in his moderately successful
film, «Graffitti Bridge».

A significant part of Clinton's problem Is that he doesn't seem to fit
into any of the many market segments within the music industry —-
particularly the two key conduits for marketing in the industry, radio and
music video television. Although he is clearly a legend In the Urban
Contemporary market, Urban Contemporary program directors and DJs are
not Interested in his new music—they perceive Clinton as an «oldie»
performer, and are less likely to play his new material. Pop. or CHR radio
(Contemporary Hits Radio, the modern equivalent of Top 40 radio formats)
see Clinton as too much an Urban Contemporary artist for their formats.
And, though MTV will interview Clinton at almost any opportunity, they
are very slow to play his videos. The results are that Clinton's records
generally sell about 100,000 units each, based on the loyalty of his core
audience.

Alan Leeds, Clinton, and his advisors want to develop a long-term
strategy to reposition George Clinton. When Clinton signed with Paisley
Park, he had already completed an album, «Cinderella Theory,» that was to
be released on that label. The Paisley Park strategy is to use the marketing
of «Cinderella Theory» to prepare the way for the release of Clinton's
future albums.

As they look at Clinton's past music and marketing, several features
emerge:

—Clinton's irreverent humor that viewers see on MTV and the pavid
Letterman show is carried through on Clinton's longstanding use of
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«cartoon» graphics on his albums.'

—Clinton's lyrics for his music have great depth and sophistication, a
fact often lost on listeners and viewers.

—Traditionally George Clinton has been almost the only artist featured
In his music—seldom using important backup support.

As they analyze the opportunities for repositioning George Clinton,

'they see two key dimensions to the music segments relative to Clinton's
opportunities: a tradltlonal-to-contemporary dimension and a serious-to-
funky dimension. They reach two big decisions: make Clinton more
«contemporary» on the first dimension and make Clinton more «serious»
on the second dimension. Given these marketing strategy decisions, what
actions should George Clinton, Alan Leeds, and Paisley Park Records take
to implement these plans?

Discussion.

1. What are some of the key reasons why an artist of the stature of
George Clinton has problems getting a hit record at this stage of his
career?

2. What specific market segments would you target to give new life to
George Clinton's career?

3. What marketing actions would you recommend to achieve the
repositioning of George Clinton?
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UNIT 6. MARKETING RESEARCH

Textl.
u Lead —in

Imagine that you run a shop. How will you choose goods for selling?
How do you understand the meaning of « marketing researchy»?

" Reading

Marketing information and marketing research.

Accurate and timely information is the foundation of effective
marketing. There are two general approaches to collecting marketing
information. A marketing information system provides information on a
continuing basis, whereas marketing research offers information for
specific marketing projects.

A marketing information system is a system for managing

marketing information that is gathered continually from internal and
external sources. Most systems are computer-based because of the amount
of data that the system must accept, store, sort, and retrieve.
In concept, the operation of a marketing information system is not
complex. Data from a variety of sources are fed into the system. Data from
internal sources include sales figures, product and marketing costs,
inventory levels, and activities of the sales force. Data from external
sources relate to the firm’s suppliers, intermediaries, and customers;
competitor’s marketing activities and economic conditions. All these data
are stored and processed within the marketing information system. Its
output is a flow of information in the form that is most useful for marketing
decision making. This information might include daily sales reports by
territory and product, forecasts of sales or buying trends, and reports on
changes in market share for the major brands in a specific industry.

Marketing research is the process of systematically gathering,
recording, and analyzing data concerning a particular marketing problem.
Thus marketing research is used in specific situations to obtain information
that is not otherwise available to decision-makers. It is an intermittent,
rather than a continual, source of marketing information.

The six steps of marketing research:

1. Define the problem.

In this step the problem is clearly and accurately stated to determine
what issues are involved in the research, what questions to ask, and what
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types of solutions are needed. This is a crucial step that should not be
rushed.

2. Make a preliminary investigation.

3. Plan the research.

4. Gather factual information.

The objective of preliminary investigation is to develop both a
sharper definition of the problem and a set of tentative answers. The
tentative answers are developed by examining internal information and
published data, and by taking with persons who have some experience with
the problem. These answers will be tested by further research. At this stage
researchers know what facts are needed to resolve the identified problem
and what facts are available. They make plans on how to gather needed but
missing data. Facts by themselves do not always provide a sound solution
to a marketing problem. They must be interpreted and analyzed to
determine the choices that are available to management.

5. Reach a conclusion

Sometimes the conclusion or recommendation becomes obvious
when the facts are interpreted. However, in other cases, reaching a
conclusion may not be so easy because of gaps in the information or
intangible factors that are difficult to evaluate.

6. Interpret the information

Active Vocabulary.
Accurate TOYHUI
Timely CBO€YACHUM
Wealth O1/IpIIIa YacTUHA
Is available B HasIBHOCTI
Within BCEpeInHI
General approach 3araJiIbHUM MiIXiI
Whereas TOJ1 SIK
Managing BUKOPHUCTaHHSA
Continually Oe3nepepBHO
Amount KUTBKICTh
Accept npuiiMaTtu
Store 30epiratu
Retrieve BujaBaty (iHdopmariito)
In concept ICTOTHO
Sales figures MOKa3HUKH MPOJaKy
Marketing costs BUTpPATH 30yTy
Intermediary MOCEPETHUK
By territory 10 TePUTOPIi
Sales trend TEHJICHIIisI 30yTy
Buying trend TEeHJICHI[IS TIOTTUTY
Requirement noTtpeda
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Not available HEJOCTYIIHA

Intermittent NepI0IUYHUMI
Conducting IIPOBEACHHS

Define BU3HAYaTH

Crucial step BUpIIIAJIBHUNA eTar
Preliminary nonepeaHin
Investigation po3rsyg

Sharper definition OUIBIII TOYHE BU3HAYCHHS
A set pAn

Tentative npoOHUM, HEeBU3HAYEHUN
Data source JUKEepeso TaHUX
Interpret MOSICHIOBATH

Reach a conclusion poOUTH BUCHOBOK

Case BUIAJIOK

Gap npooin

Intangible HeMaTepilalbHUM
Evaluate OLIIHIOBATH

» Language Development

1. Fill in the blanks:

1. Accurate and timely information is the....... of effective marketing.

2. There are two general........ to collecting marketing information.

3. Marketing information system is a system for managing marketing.......
that is gathered continually from internal and ....... sources.

4. The operation of marketing information system is not...... :

5. Data from ........... sources include sales figures, product and marketing
costs, inventory levels, and activities of the.......... .

6. Data from ......... sources relate to the firm’s suppliers, intermediaries,
customers, competitors’ marketing activities, and....... conditions.

7. Marketing research is the process of systematically gathering, recording,
and analyzing data concerning a particular marketing........ :

8. Marketing research is an....... , rather than a continual, source of
marketing information.

9. A six-step procedure for.....marketing research is well suited
to........ new  products, determining various characteristics of
consumer........ , and consumer’s tastes.

2. Translate into English:

1. Touna i1 cBO€uacHa 1H(popmMaIlist € 0CHOBOIO €(DEKTUBHOTO MAPKETHHTY.
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2. IcHyIOTh J1Ba 3arajibHUX NIAXOAM AJiA 300py iHPopMaLii Mpo MapKETUHT -
iHpopMaIliiiHa cucTeMa MapKETUHTY 1 JOCTIHKEHHSI MapKETUHTY.

3. Indopmartis a5 iHPopMaIiiHOT cUCTEMU 30UpAETHCST OE3MEPEPBHO Bl
BHYTPIIIHIX 1 30BHILIHIX JKEpe.

4. BUIbIIICTh CUCTEM IPYHTYETHCS HA KOMIT IOTEpaXx.

5. B cucreMy BBOASTHCS JaH1 Bl pI3HOMAHITHUX JIKEPET.

6. Bci mi mani 30epiratoTbest 1 0OpoOISIOTECA BCepeMHl 1HPOPMaLIHHO1
CHUCTEMH MapKETHHTY.

7. Bona Bunae iHbopMallito, sika BKIIOYA€ MIOJEHHI 3BITH PO MPOAAXKI MO
TEpUTOPIi 1 MPOAYKIIi (TOBapam), MPOrHO3U MPO TEHACHIIO 30yTy 4YH
TEHJICHIII1 MOTHUTY, & TAaKOXX MOBIAOMJICHHS MPO 3MIHY YaCTUHU PHHKY I10
OCHOBHHX MapKax TOBapy.

8. JlocnmipKeHHsT MapKETHUHIY-1I€ TMpPOLeC CHUCTEeMaTUYyHOro 300Dy,
peecTpalii 1 aHamizy JaHWX, [0 BIAHOCSATHCS JI0 OKpPEMHUX MpoOeM
MapKETHHTY.

9. lle mepionuyHe, a He MOCTIHHE JHKepero iH(popMallii MPo MapKETHHT.

10. 1106 3A1MCHUTH TOCTIIKEHHS MAPKETUHTY, BU IIOBUHH1 3pOOUTH:

* BU3HAYUTHU MTPOOIIEMY

* 3MIHCHUTH TTOTIEPETHINA PO3TIIS

* CIIaHyBaTH JTOCT1KEHHS

* 310patu pakTuuny iHPOpMAIIitO

* [HTEepIpeTyBaTH 1HPOPMAITIO

* 3p0OUTH BUCHOBKHU

3. Use these words to complete the following list of ways to learn about
your customers.( clients, competitors, find out, loyal customers, new trends,
sales records, search terms )

I.Email....................... directly with one or two questions.

2. Examine the............... that people type into your website’s search
function. Which items are people looking for?

3. Schedule a social event, such as a wine tasting, for existing or

potential................ , and use this as an  opportunity
(0 J more about what they want.

4. Compare your marketing approach with that of your............... . What
areas are they targeting that you aren't?

5. Read trade journals to learn about................ .This will help you stay
ahead of the competition.

6. Study your........... to see what facts you already have about the people
who buy from you.

7. Spend time in a shop or at a trade fair........... to people. What do they

talk about? What questions do they ask?

89



4. Find words to fit the following definitions:

A e

useful answer-----

a survey group which is not typical of a target group------
model of a product in development-------

percentage of people who complete a survey-----

the group of people a company wants to sell to-----
information known about a customer---

= Comprehension questions

O 1N DN B~ WHN—

. What is the foundation of effective marketing?

. Name two general approaches to collecting marketing information.
. Give the definition of a marketing information system.

. In what case continual collection of data is essential?

. Is the operation of marketing operation system complex?

. What does the data from internal sources include?

. What does the date from external sources include?

. Is this data processed within the marketing information system?

9. Are such systems computer-based?

10. What does the output information include?

11 Give the definition of marketing research.

12. Is it a continual source of marketing information?

13. How many steps does the procedure of marketing research include?
14. Name those six steps, please.

15. To what is this procedure well suited?

" Reading/ Speaking

The marketing team at Euphony, a telecoms company, wants to research
the market for mobile phones made specifically for children. Read the
following discussion between three members of the team and make a note
of the six data collection methods they mention. What advantages and
disadvantages do the different methods have? Which is the cheapest?
Which is the most expensive?

Corinna
Heike
Rupert

— Well, a postal survey would be quite cheap.

— That’s true, but I don’t think it would be very effective.

— Neither do I. After all, every time I get one of those I usually
put it straight in the bin. And the people who do answer
usually skip half the questions. (skip—nponyckamu,
nepeckaxysamu ) 1 think an online survey would get much
better results.
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Corinna — Well, it would be free, which is nice, but I don’t think all our

Heike

Rupert

customers use our website, actually (diiicno). They tend to buy
our phones in shops, so I am not sure how many relevant
responses (dopeuni peaxyii) we would get. We may end up
with a skewed sample (uckaorcennas ungopmayus).

— What about individual interviews? If we met people, we
could show them a prototype and let them examine it. That
way they could give a more informed response.

—Yes, and we would also have a better response rate. So, we
could either organize a focus group and invite four or six
people to take part or do a street interview, and just stop
people on the street and ask them questions. What do you
think, Corinna?

Corinna  — Well, both options have their strengths and weaknesses, but

to be honest, interviews like that usually cost a fortune. I
personally think that a telephone survey is the best. We can
look at the user profiles we have and just call members of our
target market, you know, parents with young children.

Heike —I agree completely. We should definitely focus on our target group.

Rupert

—Yes, but what about the people without young children like

grandparents, who buy the phone as a present for their grand child.
Heike —Good point. It looks like we’ll have to.............. END

2. The questions below were taken from a survey. Use the words in
brackets in the correct tense to complete them. Choose your variant. Try to
add your own questions.

1. How many calls................. ( you/ make) per day with your mobile
phone?

1-3 a day 3-5 a day 6 and more a day

2. When........... (you/buy) your phone ?

less than 2 years ago  2-3 years ago more than 3 years ago

3. What......... (convince) you to buy the phone you currently have?
price features other

4. Why.............. (you/want) to buy a new phone now?

old one does not work want more features
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want the latest model other (please specify)

S (you/ ever/buy) a mobile phone for someone else?
yes no
O, (anyone/ ever/ give) you a mobile phone as a gift?
yes no

3. How could a mobile phone manufacturer use this information?
Useful phrases:

e Giving your opinion
I think/feel that.....
It would be great to.......
We definitely should.....

e Asking others for their opinion
What do you think?
Do you agree?
Would you like to say a few words about that?

e Agreeing
Me too.
Me neither.
Neither do 1.
That’s true.
Good point.

e Disagreeing
I don’t think....
Sure, but..
I see what you mean, but....

4. Choose a well-known product for each of these product categories

cars — for example, Mercedes
watches

sport wearing

computers

jewellery

NE P
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6. clothing

Give typical consumer profiles for each product. Include the following:

® age
sex
job

income level
other products the consumer might buy

Consider the products that you described. How could you try to increase

their sales?

»  Discussion

1. Read these comments about market research and say which opinion(s)
you agree with.

John

Tom

Ann

Margaret

— « Every company should examine their product line
carefully at least once a year. The best way to do this is with
market research.And, ideally, people in the company should be
involved in the research process. Otherwise, your risk
becoming out of touch with your target market.»

— « Market research? I am sorry, but I think it is a complete
waste of time. I know exactly what my customers need
already. The challenge is not giving them they want, but giving
it to them at the price that they want.»

— « When I think of market research, I think of that old saying:
« Begin with the end in mind.» If you want clear results you
can use, you have to tell your market research firm exactly
what you want. Do not let them be creative or make their own
suggestions. Remember: you are the one in charge.»

— «I think that most companies spend too much time speaking
to their customers about what they want, and not enough time
looking at their competitors. It is not just competitors in their
own field. Everyone in your focus group might agree that you
make the best chocolate bar in the business, but that does not
help you sell your products if no one wants to eat chocolate!»
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2. Sometimes products do not sell well in a new market. Suggest what went
wrong in these cases.

l.

2.

8.

9.

Western companies had problems selling refrigerators in Japan until
they changed the design to make them quieter.

In Saudi Arabia, newspaper adverts for an airline showed an
attractive hostess serving champagne to happy passengers. A lot of
passengers cancelled their flight reservations.

. An airline company called itself Emu, after the Australia bird. But

Australians didnlt want to use the airline.

A TV commercial for a cleaning product showed a little girl cleaning
up the mess her brother made. The commercial caused problems in
Canada.

. Several European and American firms could not sell their products in

Dubai when they ran they ran their advertising campaign in Arabic.

A soap powder ad had a picture of dirty clothes on the left, a box of
soap in the middle and clean clothes on the right. The soap did not
sell well in the Middle East.

A company had problems when it tried to introduce instant coffee to
the French market.

A toothpaste manufacturer could not sell its product in parts of
South-East Asia.

An American golf ball manufacturer launched its products in Japan
packed in boxes of four. It had to change the pack size.

10.A ladies’ electric shaver sold well throughout Europe, but not in

Italy.

Here are the reasons for the problems, but they are in the wrong order.
Number them from Ito 10.

In Japanese the word for 4 sounds like the word for death.
Things do not sell well packed in fours. ()

People thought the commercial was too sexist and reinforced old
male-female stereotypes.( )

Unveiled women do not mix with men in Saudi Arabia and alcohol is
illegal. ()

90% of the population came from Pakistan, India, Iran and
elsewhere, so Arabic was the wrong language. ()

It seems Italian men prefer ladies’ legs unshaven. ()
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e The advertisers forgot that in that part of the world people usually
read from right to left.( )

e The people in this area didn’t want white teeth. They thought darkly-
stained teeth were beautiful and they tried to blacken them. ( )

e Japanese homes were small and sometimes walls were made of
paper. It was important for the refrigerators to be quiet. ()

e Making «real» coffee was an important part of the French way of
life. Instant coffee was too casual.( )

e The emu can not fly.( )

Additional Materials.

s The Marketing Game

This exercise tests your decision making and analytical reasoning skills.
You have to study information and produce a report.

Kent Airlines are considering adding a newly discovered tropical
island to their list of destination. The island is 3,000 miles away in mid-
Atlantic. The islanders have a potent drink called “ OROS “ which they
think will go down well in European markets and consequently are building
a new international airport to expand the drinks and holiday business. The
name of island is Atlantis.

Your group have been gathered to decide whether the destination is
viable, what type of aircraft to use and what profits might be expected.

You have 30 minutes to discuss the issue before the Marketing
Director arrives to hear you put your case to him.

If you decide to go ahead then:
e What sort of customers would you try to attract?
e What “message” would you try to put across to them? Design a
poster or slogan (15 words maximum) to do this.
e How would you publicize the destination?
o How would you deal with competitors ( other airlines )?

The team is:

e futures audit manager
e market researcher

95



pricing manager
engineering manager
logistics manager
planning manager
cargo manager
scheduling manager

Available aircraft

Boeing 747 ( Jumbo Jet )

On long haul routes where traffic levels are heavy, the 747 continues
to be the mainstay of the fleet. Its exceptionally low fuel-
consumption gives it a very low seat/mile costs.

e Capacity: 22 First Class, 104 Business, 234 Economy passengers
and approximately 16 tones of cargo on a 2,000 mile sector.
Cruising speed: 600 mph, at 35, 000 ft.

Range: 6,850 miles.

Fuel capacity: 203, 860 litres (44,850 gallons)

Fuel consumption: 10,445 kg per hour

Maximum take-of weight: 371,940 kg

Flight crew: Captain, one co-pilot and one flight engineer. Cabin
crew: 15.

Tristar Series 200

Cruising speed: 550 mph, at 35,000ft.

Range:4,362 miles

Fuel capacity: 90,150 litres.

Fuel consumption: 7,424 kg an hour

Maximum take-off weight: 195,000 kg.

Flight crew: Captain, one co-pilot and one flight engineer. Cabin
crew: 8-12, depending on route, type, and number of passengers.

Cargo manager

We could probably make $10,000 profit per trip using a 747 for the
transport of “OROS” or 8,000 using a Tristar in addition to passenger
income.

Engineering manager

We would need to station one overseas engineer permanently on Atlantis.
We would also need to have spare parts such as tyres and engine
components available there. We have a 747 available for Thursday flight
only and no other days, or a Tristar available for Saturday flight.
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Logistics manager

The costs of fuel, engineering, food for passengers, salaries, loading and
unloading and refueling etc. would be $ 80,000 for a 747 and $ 65,000 for a
Tristar.

Futures audit manager
The politics of island seem stable. The island will get enough money from
selling ”OROS” to pay for the building of the airport and hotels.

Researcher

The island has excellent climate and good beaches, but there is a lack of
nightlife at present. There is great interest from both leisure and business
customers in going to the island. A Saturday departure would give us
sufficient demand to use a 747, but departures on other days would
generate a much lower demand and make the Boeing unprofitable to use.

Pricing manager

We would need to put on flights with special cheap rate tourist fares as well
as the standard business fare, but using these we could probably generate
$90,000 of income per trip using a 747 or $72,000 using a Tristar.
Marketing planning manager

This can be a profitable route looked at in both short term and the long
term.

Scheduling manager

The flight could depart at 21.00 hours on Saturday if an aircraft is
available: this would be convenient for passengers and would also fit in
with loading, catering and engineering staff
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UNIT 7. MARKETING STRATEGIES

Textl.
. Lead —in
How important is planning in marketing?
. Reading
Marketing strategies.

A marketing strategy is a plan that will enable an organization to
make the best use of its resources and to meet its objectives. A marketing
strategy consists of the selection and analysis of a target market and the
creation of an appropriate marketing mix, a combination of product, price,
distribution, and promotion of the product to satisfy a particular target
market.

1. TARGET MARKET SELECTION

A target market is a group of persons for whom a firm develops and
maintains a marketing mix suitable for the specific needs and preferences
of that group. In selecting a target market, marketing managers examine
potential markets for their possible effects on the firm’s sales, costs, and
profits. They also analyze the strengths and numbers of competitors already
marketing to people in this target market. When selecting a target market,
marketing managers generally take either the total market approach or the
market segmentation approach.

2. TOTAL MARKET APPROACH

A company that designs a single marketing mix and directs it at the
entire market for a particular product is using a total market approach. This
approach assumes that individual customers in the target market for a
specific kind of product have similar needs and that organization can
satisfy most customers with a single marketing mix. This single marketing
mix consists of one type of product with little or no variation (certain kinds
of farm products), one price, one promotional program aimed at everyone,
and one distribution system to reach all customers in the total market. A
total market approach is useful only in a limited number of situations
because for most product categories, buyers have different needs. When
customers’ needs vary, the market segmentation approach should be used.

3. MARKET SEGMENTATION APPROACH
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A firm that is marketing 40-foot yachts would not direct its
marketing effort toward every person in the total boat market. Some might
want a kayak or a canoe. Others might want a speed-boat. Still others might
want something resembling a small ocean liner. Marketing efforts directed
toward these boat buyers would be wasted. Instead, the firm would direct
its attention toward a particular portion, or segment, of the total market for
boats. A market segment is a group of individuals or organizations, within
a market, that share one or more common characteristics. The process of
dividing a market into segments is called market segmentation.

A firm using this approach directs marketing at a segment rather than

at the total market.

Common bases of Market Segmentation

Product-Related

Volume usage

End use

Benefit expectations
Price sensitivity

Psychographic

Personality attributes
Lifestyles
Motives

Meet objective
Target market

Appropriate
Marketing mix
Distribution
Promotion

Demographic

Age

Sex

Race

Nationality
Income
Occupation
Family size
Religion

Social class
Educational level

Geographic

Region

Market density
Climate

Urban, suburban
Terrain

Active Vocabulary.

BUKOHATH 3aJ1a4y
[IJIOBUN PUHOK

BIIIIOBIAHUMI
KOMILIEKC MAapKETUHTY
po3mo i

IpOCyBaHHs (TOBapy)
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Maintain

Specific needs
Preference

Meet the needs
Particular

Be consistent

Total market approach
Market segmentation
Design

Entire market
Particular

Assume

Single

Aimed (at)

Market

Resemble

Within

Commonly applied
Single basis

Applied

Volume usage
Benefit expectation
Price sensitivity
Personality attributes
Urban

Rural

Market density
Terrain

HiATPUMYBATU
KOHKPETHI OTpedu
nepesara
3aJI0BOJIBHATH MOTPEOU
OKpEeMUiA, 0COOIUBUI
BIJIIIOB1OAaTH
3arajlbHUi pUHKOBUM MAX1]T
HOJILT PUHKY
CTBOPIOBATH

BECh PUHOK
KOHKPETHUHN
nepeadavaTu

€IMHUHN

NpU3HAYCHUH (117151 )
poJIaBaTH

OyTH CXOXXHM Ha
BCEpEANHI

110 3a3BUYal 3aCTOCOBYETHCS
€IMHE MITPYHTA

SIK1 3ACTOCOBYIOTBCS
00’ €M CIIOKMBaHHS
OUIKYBaHHS BUTOJIU
YYTTEBICTH J0 IIHU
0COOHUCTI 0COOIHMBOCTI
MICBKHI

CUIbCHKUUN

IyCTOTa PUHKY
MICIIEBICTH

» Language development
1. Fill in the correct prepositions:

suitable ......the specific needs
possible effects ...... the firm’s sales
people ...... this target market
market ......a particular product
program aimed ...... everyone

all customers ...... the total market
direct its attention ......smb

dividing a market ...... segments

A S
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2. Fill in the blanks:

1. A marketing strategy is a plan that will enable an organization to make
the best use of its.....and...... to meet its objectives.

that group.

3. The managers analyze the strength and numbers of....... already
marketing to people in this target market.

4. A company that designs a single marketing mix and directs it at the
entire market for a particular product is using a....... market...... :

5. The single marketing mix consists of.....type of product with little or no
variation and one distribution system.

6. Products that can be marketed successfully with the total market
approach include staple....... items, such as sugar and salt, and certain kinds
of.....produce.

7. The total market approach assumes that individual customer

8. When buyers have different needs, the market...... approach should be
used.

9. When customers” needs vary, the firm would direct its attention toward a
particular portion, or......... of the total market.

10. A market segment is a group of individuals or organizations, within a
market, that share one or more common........ .

11. A firm using market segmentation directs a marketing mix at
a....... rather than at the total market.

12. The process of dividing a market into segments is called.......... .

13. The firm would be interested primarily in that market segment which
wants to........ the firm’s product.

14. Another basis for segmentation might be........... .

15. Still another basis might be....... :

16. There are four common bases of market segmentation: product-related,
demographic and........... :

3. Translate into English:

1. Crpareris MapKeTWUHTY-IIe IUIaH, SKUH JacTh MOXKIIUBICTH
oprasizaiii sKkHaiiKpaiie BUKOPUCTOBYBATH 1i pecypcH 1 3MIHNCHUTH 11
LT,

2. Ctpareriss MapKeTHUHTY CKIAJAEThCS 3 BHOOPY 1 aHATI3y HITHOBOTO
PUHKY 1 CTBOPEHHS BIJIMOBIIHOTO KOMILJIEKCY MapKETHUHTY.

3. inpoBuil pUHOK-LIE Tpyma oci0, s skux (ipma po3poOise 1
MIATPUMY€E KOMIUIEKC MAapKETHHTY, IO 3aJ0BOJILHSE KOHKPETHI
noTpeOu 1 mepeBaru 1€l rpyIu.
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o ®

KomMmaHis, sika CTBOPIOE €JMHUN KOMIUIEKC MAPKETUHTY 1 HAIPABIIAE
HOro Ha BEChb PHUHOK JIsi OKPEMOIO MPOAYKTY, BHUKOPUCTOBYE
3arajbHUI pUHKOBUHM TIAXII.

Ileil enuHUi KOMIUIEKC MAapKETHUHIY CKJIAJa€TbCs 3 OJHOIO BUIY
OPOAYKTY, IPU3HAYEHOTO /JIs BCIX.

Jlo TakuX MPOAYKTIB BITHOCITHCS OCHOBHI XapyoBl, Taki SIK LIYKOD 1
CUTb, 1 I€SIK1 BUIU CLUTLCHKOTOCIIOAPCHKOT MPOTYKIIii.

3arajgbHUl PUHKOBHM MIAX1JA KOPUCHUM TUIBKK 1Jii OOMEXKEHOT
KUIBKOCTI CHUTyalllii, TOMY IO HOKYMI[l MarlTh pPI3HOMaHITHI
norpeou.

[Ipouiec nmoauly pUHKY Ha CETMEHTH HA3UBAETHCS CErMEHTAIIIETO.
CerMeHT puHKY-1Ie Tpyna ocid uM opraHizaiii BcepeauHi pUHKY, SKi
MaloTh 3arajbHi XapaKTepHi 0COOIUBOCTI.

4. Use the following expressions to make sentences:

PN R W=

9.

to use resources

to meet objectives

marketing mix

a target market

potential markets

market segmentation approach.
product categories

Comprehension Questions

What is a market strategy?

What does a market strategy consist of?

What is a target market?

What does a total market approach assume?

What market approach should be used when customers™ needs vary?
What does a total market approach assume?

Does a single marketing mix consist of one type of product?

Why is a total market approach useful in a limited number of
situations?

What market approach should be used when customers™ needs vary?

10.Does a firm direct its marketing efforts toward a particular portion,

or a segment of a total market if the firm uses market segmentation
approach?

11.Do marketers use a wide variety of segmentation bases?
12.What are the common bases of market segmentation?
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= Speaking
1. Speak on the following:

1. Marketing strategy and target market selection.
2. Total market approach.
3. Market segmentation approach.

Text2.
m Lead —in

What do you think is the main goal of marketing strategy?

. Reading
Marketing strategy.(2)

Marketing strategy is a process that can allow an organization to
concentrate its limited resources on the on the greatest opportunities to
increase sales and achieve a sustainable competitive advantage. A
marketing strategy should be centered around the key concept that
customer satisfaction is the main goal.

Key part of the general corporate strategy.

Marketing strategy is a method of focusing an organization’s
energies and resources on a course of action which can lead to increased
sales and dominance of a targeted market niche. A marketing strategy
combines product development, promotion, distribution, pricing,
relationship management and other elements; identifies the firm’s
marketing goals, and explain how they will be achieved ideally within a
stated timeframe. Marketing strategy determines the choice of target
market segments, positioning market mix and allocation of resources. It is
most effective when it is an integral component of overall firm strategy,
defining how the organization will successfully engage customers,
prospects and competitors in the market arena. As the customer constitutes
the source of a company’s revenue, marketing strategy is closely linked
with sales. A key component of marketing strategy is to keep marketing in
line with a company’s overarching statement.
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Tactics and actions.

A marketing strategy can serve as the foundation of a marketing
plan. A marketing plan contains a set of specific actions required to
successfully implement a marketing strategy. For example:” Use a low cost
product to attract consumers. Once our organization, via our low cost
product, has established a relationship with consumers, our organization
will sell additional, higher-margin products and services that enhance the
consumer’s interaction with the low-cost product or service.”

A strategy consists of a well thought out series of tactics to make a
marketing plan more effective. Marketing strategies serve as the
fundamental underpinning by marketing plans designed to fill market needs
and reach marketing objectives. Plans and objectives are generally tested
for measurable results.

A marketing strategy often integrates an organization’s marketing
goals, policies, and action tactics into a cohesive whole. Similarly, the
various strands of the strategy, which might include advertising, channel
marketing, internet marketing, promotion and public relations can be
orchestrated. Many companies cascade a strategy throughout an
organization, by creating strategy tactics that then become strategy goals
for the next level or group. Each one group is expected to take that strategy
goal and develop a set of tactics to achieve that goal. This is why it is
important to make each strategy goal measurable.

Marketing strategies are dynamic and interactive. They are partially
planned and partially unplanned.

Types of strategies.

Marketing strategies may differ depending on the unique situation of
the individual business.

However there are a number of ways of categorizing some generic
strategies. A brief description of the most common categorizing schemes is
presented below:

e Strategies based on market dominance — In this scheme, firms
classified based on their market share or dominance of an industry.
Typically there are four types of market dominance strategies:

*Leader
*Challenger
*Follower
*Nicher

o Porter generic strategies — strategy on the dimensions of strategic
scope and strategic strength. Strategic scope refers to the market
penetration while strategic strength refers to the firm’s sustainable
competitive advantage.

e Innovation strategies — This deals with the firm’s rate of the new
product development and business model innovation. It asks whether
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the company is on the cutting edge of technology and business
innovation. There are three types:
*Pioneers
*Close followers
*Late followers
e Growth strategies — In this scheme we ask the question,”How
should the firm grow?”. There are a number of different ways of
answering that question, but the most common gives four answers:
*Horizontal integration
*Vertical integration

*Diversification
*Intensification
Active Vocabulary.
To allow JT03BOJIATH
Limited resources o0OMe3KeH1 pecypcu
Opportunity MOJIMBICTh
Main goal roJIOBHa MeTa
To focus 30cepeKyBaTu
Dominance JIOMIHYBaHHS
To determine BU3HAYATH
Allocation PO3IOLI, PO3MIIIICHHS
Competitor KOHKYPEHT
To link 3’ €IHYBaTH
To serve CIIyTyBaTH
To implement BUKOHYBATH, 3a0€3IeuyBaTh
Additional JIOJIaTKOBUH
To enhance 30UIBIITYBATH, MABUITYBATH
To fill 3allOBHIOBATH
Measurable BUMIpHUH, TTOMIpHHMA
Cohesive 3B SI3aHUI
Partially 4aCTKOBO
Generic strategies 3arajpHI CTpaTerii
Challenger TOM , XTO KUJIA€ BUKJIUK, MPETCHACHT
Follower MOCJI1IOBHUK, MPUXUITBHUK
Niche cdepa 3acTocyBaHHS
Scope chepa
Penetration MIPOHUKHEHHS
Advantage nepesara
Innovation IHHOBAII1s
Cutting edge nepeaHii Kpait
Close followers MOCJ1IOBHUKH
Integration IHTeTparis
Diversification PI3HOMAHITTS
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Intensification IHTEeHCUIKaLis

" Language development

1. Fill in the correct prepositions:

e A

9

focusing ....... a course of action

lead ...... increased sales

achieved ...... a stated timeframe
competitors ...... the market arena
closely linked ...... sales

relationship ...... consumers

tested ...... measurable results
interaction ...... the low-cost product
depending ...... the unique situation

10. based ...... their market share
11.1s ...... the cutting edge

2. Find the English equivalents:

oOMexeH1 pecypcu
MBUIIUTH MPOJAXKI
OCHOBHa MeTa
I[IHOYTBOPECHHS

TICHO HOB'I3aHUMN
KOHKYPEHT

KJIIOUOBHUM KOMITOHECHT
[UTAHU 1 [T

YaCTKOBO

PO3BHTOK

3poouTH OLIBIT €PEKTHUBHUM
32/I0BOJILHUTH PUHKOBI IOTPEOH

3. Complete the following sentences:

S A

The key concept of a marketing strategy............
A marketing strategy combines......................
A marketing strategy consists of.....................
Marketing strategies Serve...........ooevvevvennennn..
A marketing strategy often integrates...............
A marketing plan contains............................

.....................

........................

.......................

.......................

......................

......................

.....................



9. Porter generic strategies refer to
10. Innovation strategies deal with.........................oi
11. Growth strategies give the answer

4. Give the definitions of the following:

e customers

resources

a company’s revenue
sales

public relations
advertising

products and services
plans and objectives

= Comprehension questions

Please, explain marketing strategy as a process.
What is key part of the general corporate strategy?
What does marketing strategy determine?

What does a marketing plan contain?

Name marketing strategies that you know?

What do innovation strategies deal with?

SIS

Text 3.

= Lead —in

Do you understand the difference between marketing strategy
and advertising campaign?

What are the main objectives of marketing strategies?

. Reading

Small business marketing (examples of marketing strategies).
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Many small business owners mistakenly confuse marketing
strategies with ad campaigns. A marketing strategy is a plan or an approach
for marketing your products and services. An ad campaign, on the other
hand, is the means by which your marketing strategy is accomplished. Your
objective is to tie your advertising efforts into a comprehensive marketing
strategy that has carefully designed to attract attention in the marketplace.

Some marketing strategies are created for the purpose of capturing a
certain segment of the market, but the majority of small business strategies
are more generic in nature. Even so, it’s important to understand what your
strategy is trying to achieve.

1. Boost consumer confidence.

Consumer are fickle lot and frequently hesitant to buy a product they
know little about. If your business or products are new to the area, you
could create a marketing campaign that emphasizes the quality and value of
your products. The resulting boost in consumer confidence will likely
translate into more action at the cash register.

2.Create awareness.

Another way to spark interest for your products is to conduct a
campaign designed to promote your products in as many ways as possible.
In other words, your marketing strategy could be to create buzz by
blanketing the local airwaves, print space, and other advertising mediums
with your name, logo, and products. Increased awareness will definitely
bring more people into your store, but it also costs money, so you should be
prepared to increase your advertising budget to pull it off.

3.Leverage emotions.

No matter what they say, the buying decision is emotional for many
customers. Large corporations spend millions of dollars playing on their
customers’ emotions and what works for them, can work for you, too. The
key is to create a campaign that makes consumers feel themselves your
company, and the decision to buy your products.

4.0vercome objections.

The task of overcoming a buyer’s objections is usually assigned to
the sales team. However, a well crafted marketing campaign can work
toward overcoming your customers’ buying obstacles before they walk in
the door. A marketing strategy that emphasizes warranties, testimonials,
endorsements, and other positive reinforcement devices can not only make
the buying decision easier for existing customers, but also attract new
customers who hadn’t previously considered buying from your business.

Active Vocabulary
To confuse OCHTEKUTH, 3MIITYyBaTH
Ad campaign peKiIaMHa KaMIaHis
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Approach MAX1T
To accomplish BUKOHYBAaTH
Objective [17b, METa
To tie 3B SI3yBaTH
Comprehensive TSAMKUN , BCEOTUHUI
To capture 3aXOIUTIOBATH
Majority OUIBIIICTh
Generic 3araJibHUM
Hesitation BaraHHs
Confidence BIICBHEHICTh
To spark HaJIUXaTH
To blanket OXOILUTIOBaTH
Awareness 0013HaHICTh
To cost CTOITH
Budget OrOKET
To pull off YCHIIIHO 3aBEPIIUTH
Leverage 3aci0 TOCATHEHHS METU
To overcome MO10J1aTH
Obstacle nepenkoaa
Warranty MiICTaB, TapaHTIs
Testimonial MMOAAYHUM, TTOKA30BUH
Endorsement MiATBEPIKEHHS
Reinforcement MOCHJICHHS. 3MIITHEHHS
To consider BBaXKaTU. pO3TIIAIaTH
» Language Development

1. Fill in the missing words:

| D is a plan for marketing your products and
services.

2. The majority of ..... ............. are generic in nature.

3. If your business or product are...... to the area, you could
create a marketing............. that emphasizes the quality and
value of your products.

4. You should be prepared to increase your advertising....... to
pull it off.
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5. The key is to ....... a campaign that makes consumers feel
....... your company.

6. A marketing strategy must........... warranties, testimonials,
endorsements, and other positive reinforcement ............ .

2.Marketer is organizing a meeting to discuss the prices for the cable
Internet package. Put the following sentences in the correct order to
complete the email.

a) Could you have a look and let me know if there is anything you
would like to add or change?

b) As you probably know, we need to think about scheduling a meeting
to discuss our pricing strategy for our new cable Internet package.

c) Hope you all had a nice weekend.

d) Please let me know if you can attend by the end of the day.

e) How about next Tuesday at 9 a.m.?

f) Tam also attaching an outline of what I would like to talk about.

Hi team,
1
2
3
4
5
6
Thanks for your help.
Regards ,
Tom

Look at three replies to marketer's email. Use the following words to
complete them.

attachment, attend, best, cheers, hope, mind, postpone, see

A. Hi
Just wanted to let you know that I can 1 the

meeting. | have looked at your outline and can not think of anything to
add. 2 you on Tuesday.
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B. Hi Tom
I am still at the conference in Toronto and will not be back in town until

Wednesday. Would it be possible to 3 the meeting? I am back
in the office on Thursday and free all day. If not, I will send you my ideas
by email. By the way, I could not open the 4. Could you
send it again in a different format? 5.
C. Hello Tom

Tuesday morning is fine for me. I noticed that you did not send your
message to ann. Would you 6 if I invited her to join us? It
might be useful to have her 7. 1 will have a look at the

attachment and will get in touch if there is anything missing.
8 you had a nice weekend too.

All the 9

John.

Now read the attachment that Tom sent to his team and find words or
phrases that mean the following:
1. when a customer pays the same fee each month/year/etc.
2. to sell a group of things (like products or services) as a
package
3. reduced price
4. another word for product launch
5. enhanced features or services that customers have to pay
more money for

Cable Internet package pricing model.

I have a few questions I would everyone to think about in advance
of the meeting. As you know, we're introducing a new DSL paskage, and
we need to decide what we should be charging for our services. Some
points to consider are:

* What should our pricing model be? A monthly flat fee or charge by data
volume?

* Do we want to offer different prices in different regions?
*Should we bundle our services and offer a discount?

*What about adopting a penetration pricing strategy for the roll-out? How
long should these prices be valid for ( 3 months, 6 months,....)?

*What optional extras shall we offer (e.g. guaranteed 24-hours servicing)?
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Please think about these questions, and we can discuss everything in more

detail.

3. Match these different pricing models to the definitions.

captive product pricing
economy pricing
geographical pricing
penetration pricing
premium pricing

price skimming

AR

a. pricing goods/services as cheaply as possible

b. charging a high price for an item where you have a competitive
advantage

c. charging a high price for a unique high-quality item

d. pricing goods at a very low price to encourage people to buy
them-often the prices are later raised

e. pricing according to area where goods are sold

f. pricing one item very low and its complement very high

Now decide which model is being discussed.

A. Naturally we need to price our goods lower in countries with
a lower per-capita income.

B. We at Chamonix believe the quality of our pens justifies their
cost.

C. These low prices will only be in effect for the first six
months. After that they will be raised by 10-25%.

D. Yes, the printers we sell are inexpensive, but we charge quite
a bit for the ink cartridges.

E. Our own-label brands sugar, flour, and milk have much lower
prices than the brand-name competitors.

4. Use the words and expressions in brackets to complete the sentences

below.

1.Looking at the competition, $50/month seems to be the 1.
Its what most people are charging.
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2.we can sell the modems for $100 each. They only cost $20 in total to
produce and distribute, so we would have a healthy 2 0f 480.
3.8$59.99 is a good 3. We can suggest that stores sell it for
that much, but if they want to use it as a loss leader and sell it for less, then
that is fine too.

4. What I am afraid of is an all-out 4, when our company
and the competition are all fighting for the same customers. We do not
want to cut our prices so low that we go out of business.

5. We need to establish our 5. When does the
amount we are earning cover our costs?
6. Luckily, we have low 6. Our rent is very low, and we

got a great deal on our office equipment.

» Comprehension Questions

1.Why do business owners confuse marketing strategies with ad
campaigns?

2.Why do you need to emphasize the quality and value of your
products?

3.Name the main tasks of the sales team.

»  Discussion

Which of the following points do you discuss when drawing up a
marketing plan? Are there any factors you can add?

marketing activities ( past and present)
current position

sales projections and costs

results from the last year

analysis of competitors

objectives

marketing tactics

problems and opportunities
benchmarking

situation analysis ( target market, competitors, economic climate )
implementation
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Text 4.
= Lead —in

Could you name the external factors which affect on marketing
activities?

. Reading

Marketing strategy and the marketing environment.

The marketing mix consists of elements that a firm controls and uses
to reach its target market. In addition, the firm has control over such
organizational resources as finances and information. These resources, too,
may be used to accomplish marketing goals. How ever, the firm’s
marketing activities are also affected by a number of external forces. They
are:

1. Economic forces — the effects of economic conditions on customers’
ability and willingness to buy.

2. Legal forces — the laws enacted either to protect consumers or to
preserve a competitive atmosphere in the marketplace.

3. Social forces — consumers’ social and cultural values, the consumer
movement, and environmental concerns.

4. Competitive forces — the actions of competitors, which are in the
process of implementing their own marketing plans.

5. Political forces — government regulations and policies that affect
marketing.

6. Technological forces-in particular, technological changes that can
cause a product( or an industry) to become obsolete almost
overnight.

These forces influence decisions about marketing-mix ingredients.
Changes in the environment can have a major impact on existing marketing
strategies. In addition, changes in environmental forces may lead to abrupt
shifts in the needs of people in the target market.

Strategic market planning.

The development of a marketing strategy begins with an assessment
of the marketing environment. Marketers should gather and analyze all
available information concerning the marketing environment, the
effectiveness of previous marketing programs or strategies, the firm’s
present and potential markets and their needs, and the availability of
resources. Obviously, marketing research and the firm’s system for
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managing its marketing information play an important role in this first
stage of the planning process.

Next, the organization should formulate particular and detailed
marketing objectives. These objectives should be consistent with
organizational goals. They must also be measured and realistic-in line with
the marketing situation and available resources.

Then a target market must be selected, and a marketing mix must be
designed to reach that market. Here, product, pricing, distribution, and
promotional decisions to need be coordinated to produce a unified mix. As
we have noted, the marketing strategy must be designed to operate
effectively in the dynamic marketing environment.

Finally, the organization must evaluate the performance of its
marketing strategy. Both marketing research and the marketing information
system come into play as monitoring tools. The information that is obtained
should be used to evaluate the strategy and modify it as necessary. This
information should also used to begin the next round of market planning.

Active Vocabulary

Marketing environment
In addition

To accomplish
However

Marketing activities
External
Uncontrollable

Force

To make up
Effect

Condition

Ability

Willingness

Legal forces

To protect

To preserve
Competitive atmosphere
Social forces

Value

Movement
Environmental concern
Competitive forces
Implement
Government regulation
To affect
Technological forces

MapKETHHTOBE CEPEIOBUIIIC
KpIM TOTO
3I1ACHUTH
poTe
TOProBa JIsIIbHICTh
30BHIMIHINA
HEKOHTPOJIbOBAHUH
cuia
CKJIaJaTh

BILIVB
yMOBa
31aTHICTD

TFOTOBHICTh

MIPABOBI CHITH

3aXUIIaTH

30epiraTu
aTMocdepa KOHKYPEHIIii
TPOMAJICHKI CHITH

IHHICTD

pyx

TypOOTa MPO HABKOJIIIHE CEPETOBUIIE

KOHKYPYIOUH CHIIH

3IIMCHIOBATH

Jep KaBHE PETYIIOBAHHS
BILUIMBATH Ha
TEXHOJIOT19H1 CHJIH
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In particular

To cause
Obsolete
Overnight

To influence
Ingredient
Major impact
Existing

Abrupt shift
Market planning
Assessment

To gather
Available
Concerning
Previous
Obviously
Marketing research
Managing

Stage

Particular
Objective

Be consistent (with)
Goal

Pricing

Unified mix

To note

Finally

To evaluate
Performance

To come into play
Monitoring tools
To obtain

To modify

» Language development

1.Translate into Ukrainian:

e Marketing environment,

marketing mix,
resources,
marketing activities,
external forces,
economic forces,

30KpeMa

3MYCUTH

3acTapuInii

3a OIHY HIY

BIUIMBATH Ha

CKJIaJI0Ba YaCTHHA
BEJIMKUM BILUINB
ICHYIOUHI

pi3Kkuil pyx

TUTAaHYBAaHHS PUHKY
OIL[IHKa

30upaTu

HAsSIBHU U

AKUMN CTOCYETHCS
nornepeHin

OYEBHUTHO

JOCJTIJPKCHHSI MAPKETHHTY
BUKOPHUCTAHHS

eTan

KOHKPETHUH, 0COOTMBHI
KOHKpETHA I[1JTh
BIJIITOB1AAaTH

3arajbHa KOMIUIEKCHA I[LTh
I[IHOYTBOPEHHS

€IMHUIN KOMILIEKC
BIIMIYaTH

1 HapemTi

OIL[IHIOBATHU

BUKOHAHHS

BCTYIIAIOTh B JIIFO
THCTPYMEHTH KOHTPOITIO
OTPUMYBATHU
YIOCKOHAIIOBAaTH
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competitive forces,

legal forces,

social forces,

competitive atmosphere,
social and cultural values,
environmental concerns,
government regulation,
obsolete product,

goal,

marketing mix ingredients,
major impact,

needs of people,

target market,

marketers,

availability of resources,
marketing research,
organizational goals,
monitoring tools,

protect consumers,

have a major impact (on),
evaluate,

modify,

be consistent (with)

2. Translate into English:

1. Komruiekec MapKeTHHTY CKJIaJa€ThCs 3 €IEMEHTIB, SIKi ipMa KOHTPOIOE
1 BUKOPUCTOBYE JUIsI IOCATHEHHS CBOTO I[LUTLOBOT'O PUHKY.

2. Taki pecypcu, Ak ¢dinancu 1 iHbOpMaIlis, MOXYTh OyTH KOPHUCHI IS
JOCSITHEHHS 1IUJIEH MapKETHHTY.

3. Ha TtoproBy misnpHICTE (ipMH  BIDIMBAE  psifi  MEPEBAKHO
HEMiJKOHTPOJIBHUX CHIL.

4. 1le ekOHOMIYHI CWJIM, TIPaBOBI CWJIM, TPOMAJICHKI CHIIM, KOHKYPYIOUi
CHJIH, TIOJITHYHI CHJIH 1 TEXHOJIOTTYH1 CHUJIH.

5. Po3poOka MapkeTHHTOBOi CTpaTerii MOYMHAETHCS 3  OIIHKHU
MapKETHHTOBOTO CEpEIOBUIIIA.

6. JlocnmimxeHHS MapKeTHHTY 1 cHCTeMa BUKOPUCTAaHHS 1HGopMalii mo
MapKeTUHTY TpaloTh BAXJIMBY pOJIb HAa TMEPIIOMY eTari MPOoIEecy
TJTaHyBaHHS.
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7. Opranizaiisi MOBUHHA OLIIHUTH BHKOHAHHS CBO€1 PUHKOBOI CTpaTerii,
BUKOPUCTOBYIOUH JOCHIIKEHHS MAPKETHHTY 1 1H(OpMAIIi0 PO CTaH 30yTy
B SIKOCT1 IHCTPYMEHTIB KOHTPOJIIO.

3. Translate into English:

MapxkeTuHrose cepeloBuIIIE,
KOMIUIEKC MAapKETUHTY,
IIbOBUM PUHOK,

pecypen,

30BHIIIHI CHJIH,

Oa)kaHHSI KyIyBaTH,
IOpUINYHI CUJIH,

CYCHUTbHI CHJIH,

3aKOH,

KOHKYPYIOUH CUJIH,

TypOOTa PO HABKOJIMIIIHE CEPEIOBHUIIIE,

JIep>KaBHE PEryIIOBaHHS,

IPOMAJICHKI 1 KyJIbTYpHI LIIHHOCTI, OI[IHIOBATH, 3aXUILATH.

= Comprehension questions
1. What does the marketing mix consist of?
2. What forces does the external marketing environment consist of?
3. Do these forces influence decisions about marketing mix ingredients?
4. Can the changes in the marketing environment have a major impact on
existing marketing strategies?
5. What can be the result of changes in environmental forces?
6. What does the development of marketing strategy begin with?
7. Do marketing research and marketing information play an important
role in the first stage of the planning process?
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UNIT 8. MARKETING MANAGEMENT AND STRATEGIC
PLANNING

Text 1.
* Lead-in
What are the main functions of a marketing manager?
" Reading

Marketing Managament Philosofies.

Most people think of a marketing manager as someone who finds
enough customers for the company's current output. But this view is too
limited. Every organization has a desired level of demand for its .products.
At any point in time, there may be no demand, adequate Idemand,
irregular demand, or too much demand. Marketing managers, therefore, can
be concerned not only with finding and increasing demand but also with
changing or even reducing it. We define marketing management as the
analysis, planning, implementation, and control of programs designed to
create, build, and maintain beneficial exchanges with target buyers for the
purpose of achieving organizational objectives.

What philosophy should guide marketing efforts? What weight should
be given to the interests of the organization, customers, and society? Very
often these interests conflict.

There are five alternative concepts under which organizations con duct
their marketing activities: the production, product, selling, marketing, and
societal marketing concepts.

The production concept holds that consumers will favor products that
are available and highly affordable and that management should therefore
focus on improving production and distribution efficiency. This concept is
one of the oldest philosophies guiding sellers.

The production concept is a useful philosophy in two types of
situations. The first occurs when the demand for a product exceeds the i
supply. Here, management should look for ways to increase production.
The second situation occurs when the product's cost is too high land
improved productivity is needed to bring it down. For example, Henry
Ford's whole philosophy was to perfect the production of the Model T so
that its cost could be reduced and more people could afford it. He joked
about offering people a car of any color as long as it was black. Today,
Texas Instruments (TI) follows this philosophy of increased production
and lower costs in order to bring down prices. It won a major share of the
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American hand-calculator market with this nhilosophy. But when TI used the
same strategy in the digital watch market, it failed. Although they were
priced low, customers did not find TI's watches very attractive. In its drive
to bring down prices, TI lost sight of something else that its customers
wanted— namely, attractive, affordable digital watches.

Another major concept guiding sellers, the product concept, holds that
consumers will favor products that offer the most quality, perforrnance.
and features, and that an organization should thus devote enersy to making
continuous product improvements. Some manufacturers believe that if they
can build a better mousetrap, the world will beat a path to their door. But
they are often rudely shocked. Buyers may well be looking for a solution
to a mouse problem, but not necessarily for a better mousetrap. The
solution might be a chemical spray; an exterminating service, or
something that works better than a mousetrap. Furthermore, a better
mousetrap will not sell unless the manufacturer designs, packages, and
prices it attractively, places it in convenient distribution channels, brings it
to the attention of people who need it, and convinces them that it is a better
product.

The product concept can also lead to «marketing myopia.» For instance,
railroad management once thought that users wanted frains rather than
transportation and overlooked the growing challenge of airlines, buses,
trucks, and automobiles. Many colleges have assumed that high school
graduates want a liberal arts education and have thus overlooked the
increasing challenge of vocational schools.

Many organizations follow the selling concept, which holds that
consumers will not buy enough of the organization's products unless fit
undertakes a large selling and promotion effort. The concept is typically
practiced with unsought goods—those that buyers do not normall y think of
buying (say, encyclopedias and funeral plots). These industries must be
good at tracking down prospects and selling them on product benefits.

The selling concept is also practiced in the nonprofit area. A political
party, for example, will vigorously sell its candidate to voters as a fantastic
person for the job. The candidate works in voting precincts from dawn to
dusk, shaking hands, kissing babies, meeting donors, making speeches.
Much money is spent on radio and television advertising, posters, and
mailings. Candidate flaws are hidden from the public because the aim is to
get the sale, not worry about consumer satisfaction afterward.

The marketing concept holds that achieving organizational goals
delivering the desired satisfactions more effectively and efficiently than
competitors. Surprisingly, this concept is a relatively recent business
philosophy. It emerged only during the 1950-s. The marketing concept
has been stated in such colorful ways as «Find a need and fill it» (Kaiser
Sand & Gravel); «We do it like you'd do it» (Burger King); and
«We're not satisfied until you are» (GE). J. C. Penney's
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motto also summarizes the marketing concept: «To do all in our
power to pack the customer's dollar full of value, quality, and
satisfaction».

The marketing concept viewes the consumer as the focal point of all
marketing activities. Organizations that practice the marketing concept
study the consumer to determine consumer's needs and wants and then
organize and integrate all activities within the firm toward helping the
consumer fulfill these needs and wants while simultaneously achieving
organizational goals. There are three pillars to the marketing concept) (1)
consumer orientation, (2) integrated or total company effort, and (3)
achievement of organization goals.

The consumer orientation dimension of the marketing concept
argues that a firm can be more successful if it determines what the
consumer needs and wants before it decides what product to produce and/or
sell.

To successfully practice the principle of consumer orientation firms
need to regularly conduct marketing research. Marketing research is the
systematic collection, recording, and analyzing of data that deal with the
marketing of goods and services The tools of marketing research allow the
firm to assess consumers' needs-wants.

Regardless of how much marketing research is conducted, no
organization can be certain of consumers' wants and needs. This is
especially true with new product development or anticipatory
manufacturing. For instance, Firestone Tire Company must produce snow
tires in the summer for the coming fall and winter season. No matter how
much research Firestone conducts it will still face some uncertainty about
the weather and therefore may overproduce or underproduce snow fires for
the coming season. Consequently, the role of good executive judgement in
marketing decision-making cannot be ignored. Since marketing is not a
precise science, good subjective judgement resulting from years of «hands
on» experience is also a key to successfully implementing the marketing
concept.

A second pillar of the marketing concept is the principle of integrated
effort, in which departments within the organization work together toward
the common goal of satisfying the customer. Integrated effort is a systems
point of view, in which all departments recognize they are interdependent
parts of an organization. Because they are interdependent, they must
cooperate to enable the firm to achieve its objectives. Cooperation is often
difficult because one department's aoals may conflict with those of another
department and with the organization's overall objectives.

Several types of conflicts can develop between departments within an
organization. One type is the inherent conflict between low unit production
costs and high consumer satisfaction. For instance, if Sonywere to
standardize all its television production processes to produce 8 single-size
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black and white television in a single style than it could achieve significantly
lower costs per television produced. However, this would hurt Sony's
marketing efforts because most consumers want variety and selection when
purchasing a new television.

Organizational goals. The final pillar of the marketing concept states
that the organization should engage in exchanges based on their potential
for helping the organization achieve its goals. Organizations do not
participate without expecting something in return, and what they receive
should help them achieve their objectives.

The societal marketing concept holds that the organization should
determine the needs, wants, and interests of target markets, It should then
deliver the desired satisfactions more effectively and efficiently than
competitors in a way that maintains or improves the consumer's and the
society's well-being. The societal marketing concept is the newest of the
five marketing management philosophies.

The societal marketing concept questions whether the pure marketing
concept is adequate in an age of environmental problems, resource
shortages, rapid population growth, worldwide inflation, and neglected
social services. It asks if the firm that senses, serves, and satisfies
individual wants is always doing what is best for consumers and society in
the long run. According to the societal marketing concept, the pure
marketing concept overlooks possible conflicts between short-run consumer
wants and long-run consumer welfare.

The societal marketing concept calls upon marketers to balance three
considerations in setting their marketing policies: company profits, consumer
wants, and society's interests. Originally, most companies based their
marketing decisions largely on short-run company profit. Eventually, they
began to recognize the long-run importance of satisfying consumer wants, and
the marketing concept emerged. Now many companies are beginning to think
of society's interests when making their marketing decisions. Many of them
have made large sales and profit gains by practicing the societal marketing
concept.

Active Vocabulary
To hold TpUMAaTH, I€PKATH, YTPUMYBATHU
To hold the line HE KJIacTH TeiaeoHHy TpyOKy
To restrain yTPUMYBAaTH; CTPUMYBAaTH, 3aTPUMYBaTH
To keep back 3YMUHSATH, CIUHATH
To control 30epiratd KOHTPOJIb
To be filled by BMIIIyBaTH, MICTHTH B COOI1
To keep attention of 3aBOJIOJIIBATH (yBaroro)
To consider rajgaTu, BBaXKaTu
To be the legal owner BOJIOJIITH, MaTH, OYTH BJIACHUKOM
To hold shares OyTH BJIaCHHUKOM aKIIii

To have the position of 1nocinaTtu, o6liiMaTu (mocany)
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To hold a meeting MPOBOAUTH 300pU

To celebrate BiJI3HAYATH

Willingness MPUXUIIBHICTb, TOOPO3UUIUBICTh

Support MiATPUMKA, IOTIOMOTa

To support MIATPUMYBATH; 10TIOMAaraTu

Doubt CYMHIB;

Claim npeTeH3is

Problem npo0Jiema, CKJIaJHe 3aBIaHHS

To face the challenge HAaTPaIJISITH Ha MPOOieMy

To meet the challenge pO3B'A3yBaTH MpooiemM

To argue 3arnepeyyBaTH, OCIIOPIOBATH

To direct KEpyBaTH, YIPABIIATH;

To influence CTUMYJIIOBaTH, HAAUXATH

Guide-line rOJIOBH1 HAPSMKHU

To neglect HE 3BepTaTH yBaru,He TypOyBaTHUCs
u Language Development

1. Match the following terms with their definitions:

1. Production concept — KoOHIIEMIIisl BAOCKOHAJICHHS BUPOOHHUIITBA

2. Product concept — KOHIIETIIiSI BAOCKOHAJICHHSI TOBapy

3. Selling concept — xoHIIeIIIIsI IHTEHCU(IKALIIT KOMEPIIHHUX 3yCHITh

4. Marketing concept — KOHIIEIIIIISI MApPKETHHTY

5. Societal marketing concept — KOHIIEIIISI COIIAIbHOTO MAPKETUHTY

— the philosophy that consumers will favour products that are available and
highly affordable and that management should therefore focus on
improving production and distribution efficiently.

— the marketing management philosophy that holds that achieving
organizational goals depends on determining the needs and wants of
target markets and delivening the desired satisfactions more effectively
and efficiently than ompetitors do.

— the idea that consumer will not buy enough of the organization's product
unless the organization undertakes a large-scale selling and promotion
effort.

— the idea that consumers will favour products that offer the most quality,
performance, and features and that the organization should therefore
devote its energy to making continuous product improvements. A detailed
version of the new product idea stated in meaningful consumer terms.

— the 1dea that the organization should determine the needs, wants, and in
terests of target markets and deliver the desired satisfactions more ef
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fectively and efficiently than competitors in a way that maintains or
improves the consumer's and society's well-being.

2. Find in the text the following words and word combinations, and
translate the sentences in which they are used .

adequate demand;

highly affordable products;
improving production and distribution efficiency;
to beat a path to sb.'s door;

marketing myopia;

liberal arts education;

unsought goods;

to sell vigorously;

focal point;

pillar;

to conduct marketing research;
regardless of;

anticipatory manufacturing;

snow tires;

executive judgment;

inherent conflict;

single size black and white television:
to hurt marketing efforts;

to be profit oriented;

intense advertising;

resource shortages;

neglected social services;

short-run consumer wants and long-run consumer welfare.

3. Find English equivalents:

O

0O O O O O O O O OO0

MOTOYHA MPOAYKITiS;

MOTIUT TIEPEBUIIYE TTPOIIOHYBAHHS;
co0iBapTiCTh MPOTYKIIIT;
IiBHIICHA MPOAYKTUBHICTB;
yYIOCKOHATIOBATH BUPOOHUIITBO;
CKOPOYCHHS BHUTPAT;

YIIyCTHUTH;

BIIMOBITH1 KaHAIM PO3MOALITY;
HE 3BEPHYTH YBarw,
3MIMCHIOBATH,

BiJI CBITAHKY JI0 3aXOJly COHIIS;
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HEIO0MIIK;

e()eKTHUBHO Ta MPOJYKTUBHO;
racio;

IPOBOAUTH MapKETUHTOBY AISUIbHICTB;
BUITYCKaTU MPOYKLIIO;
3aCTOCOBYBATH MPUHIIMII;
OLIIHIOBATU MOTPEOU CIIOKHMBAYa;
CTBOPEHHS HOBHX BUJI1B MPOYKIIIi;
TOYHA HAYKa;

TBEp/IE CYIKCHHS;

3arajbHa MeTa;

NPUKAHATTS PIllICHB;

CHUIbHI 3yCHILIIS;
B3a€MO3AJICKHUIM;
PI3HOMaHITHICTB;

MOKpaIlyBaTu 100pooyT;

y TOCTPOKOBOMY TI€p1O/I].

O OO O O0OO0OO0OO0OO0OO0OO0OO0OO0OOoOOoOOoOOo

4. Match the Ukrainian and English equivalents:

1) Mexi MapKEeTUHTY 1)marketing structure (mix)
2)MapKEeTUHTOB1 3aX0/IH 2)stabilization efforts
3) ciyx6a MapKETUHTY 3)marketing department
4)yroaa mpo MapKeTHHT 4)selling efforts
5)BapTicTh MAPKETHHTOBHUX 3aX0/11B 5)marketing efforts
6) CTpYKTypa MapKETUHTY 6)marketing management
7) ynpaBiiHHS MapKETHHTOM 7)scope of marketing
8) MapKETHHT ORI TTOCITYTH 8)do marketing research
9)3aificHIOBaTH MapKETHUHT 9)marketing agreement
10)r1poBOAMTH MapKETHHTOB1 10)deal with marketing
JOCIKCHHS 11)marketing expenditures (costs)
11)3axoau 3 opranizarii Ta
CTUMYJIOBaHHS 30yTy 12)marketing services
12)3axoau 31 cTabimizarmii
E€KOHOMIKH?2

5. Fill in the blanks from the words below. Translate the sentences into
Ukrainian:

neglect; hold (3);, implement; favour (3); delivery (2); challenge;

assess, guide,

1. Cheques should be drawn in of the Society, not in of the

Treasurer.
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2. The new method has been successfully

3. The owner of the company does not  for himself responsible the
business debts,

4. When can you take  of the new car?

5.Damages were  at $ 100.

6. This barrel 25 Iitres,

7. The exchange rate is in their

8. The company met the ; of their rivals and started producing
new equipment.

9. The speaker  his audience spellbound.

10. The employee lost his job because he  his duties.

11.The activities of the enterprise should be = by the consumer
demands.

12. The firm guarantees prompt  of goods.

6. Translate into English:

Pobept Keii3. konuiHii Bille-Mpe3ueHT aMePUKaHCHKOTO KOHIIEPHY 3
BUPOOHMIITBA XapuoBUX MpoaykTiB, «Pillsbury Co» (BUpoOHHIITBO
JKapChbKUX TPOAYKTIB) OXapakTEpU3yBaB y CTATTI CHOCIO MUCICHHS IS
CBOTO IMIAMPUEMCTBA B PI3HUX (ha3ax pO3BUTKY.

OpienTaniss Ha BUPOOHMIITBO:

«Mu € kBamipikoBaHUMH BUpPOOHHMKaMU OopoiHa. brarocimoBeHH1
MOCTABKaMU  HAWTIMIIOI  IMBACHHOAMEPUKAHCHKOI  IMIICHHUII, JICIICBOIO
€HEPTIE€r0 TIIPOSIEKTPOCTAHINH 1 BiIMIHHAM YCTaTKyBaHHSM, MH BUPOOTIEMO
OOpOIIIHO HAWBHUINOrO TaTyHKy. Harie rojoBHe 3aBIaHHSI— BHUPOOHHUIITBO
OopoIlIHa HAWBHIIOI SKOCTI 1, OYEBUIHO, JUIA TOTO 1100 HOro mpojatd, Ham
HEOOX1THO OpaTth Ha poOOTY MPOJABIIB TOYHICIHBKO TaK camo, SK MU
3apaxoByeMO OyxrajTepa JUIsd BEICHHS HAIIOro OOJIKY».

Opienranis Ha npoaakK:

«Mu € BupoOHMKaMH OOpOIITHA, SIKI BUITYCKAIOTh JJISl CIIO)KHBada
neBH1 nmpoaykTH. Ham HeoOximgHa mepiokiiacHa 30yToBa oprasizaiiis, KOTpa
30yBaTMME 3a BUTIIHUMU IIHAMHU BC1 BUPOOH, IO iX Mu Bupobsssemo. Yepes
peKiiaMy 3-IIOMDK CIIOKMBAaYiB, a TaKOX PUHKOBY 1H(OpMAIII0 MU MaEMO
MiATPUMYBATH 30BHIIIHIO cITy:k0y. Mu mparHemo,' mo0 Harni mpojaBili i
TOPrOBEJIbHI IMOCEPEIHUKH MaJld BCl JIOMOMDKHI 3aco0HM, SKHUX BOHH
noTpeOyI0Th, a0¥ TOCTABIISATH MPOAYKIIiIO0 HAUX (GabpHK CIIOKUBAYAM.

OpieHTaniss Ha MapKeTHHT:

«Mwu crmpaBai Manu MmoOyIyBaTH Ha HAIIOMY MiAIPUEMCTBI HOBY
CTPYKTYpy VIIpaBIIHHS, KOTpa Kepye BciMa [HImMMU (PYyHKIIOHATBHUMU
chepaMu: Bl 3aKymiBil 10 BUPOOHHUITBA, Bl pekiamMu 10 npomaxy. Lliero
¢dyHKiier0 OyB MapketuHr. Haiie pilieHHs nonsrago B TOMY, 1100
OpraHi3yBaTu Cy4yacHuil Byl MapkeTunry. Llei Bimau1 po3poOuB KpuTepi,
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HEOOXI1/IHI HaM Ul BUCHOBKY — $IKI BUpOOM MU IMpomnoHyemo. | 1i kpurepii
OyJin ¥ JNUIIAIOTHCA HE OUIBII 1 HE MEHII HDK KPUTEpIi caMoro Cro)KHUBaya...
3aBAaHHs MIANPUEMCTBA MOJIATAI0 HAacamIiepes HE B TOMY, LIOO BHITyCKaTH
OOpOIIHO YM 1HIIII BUPOOH, a B TOMY, 1100 3aJJ0BOJIBHUTH CHOTOJHIIIHI Ta
MOTEHIIIMHI TOTpeOr U 3amuTh HAmMX croxkuBadiB. Komu 6 mu cripoOyBanu
sIKoMOTra mpocTiiie chopMysIroBaTH Halry HOBY ¢uiocodio 3a octanHi 10
POKIB, TO 1€ BUTTIs1a10 O Tak: « MU BUTOTOBIISIEMO BUPOOH IS CIIOKUBAUIB Ta
IIPOJAEMO 1X».

«Pillsbury» mnepebyBae Ha MOuYaTKy CBO€i YETBEPTOi BEIMKOI €pU B
MapKeTUHTOBIM peBoolili. [lo cyti, ¢itocodiro 1i€i yeTBepTOi epu MOXKHA
chopmynmoBati Tak: «MH PpPO3BHUBAEMOCH BIJ MIANPUEMCTBA, KOTpE Ma€
KOHIICTIIIF0 MAPKETUHTY, 10 MAPKETHHT-ITAIPUEMCTBay. CHpoIeHO 3a3Ha4YeH1
TEHJICHLIIT PO3BUTKY MOYHA CXapaKTepU3yBaTu Tak:

OpieHTanisa Ha BUPOOHUUTBO (PMHOK NPOAABIIB)

«BupoOaSITH CKITBKH MOYKHAY.

OpienTanis Ha mpogax (TeHAeHIisi HACMYEHHS)

«Hamararucst 30yBatu Te, 1110 BUPOOIIN.

OpienTaniss Ha MaApKeTHHT (PMHOK MOKYNLIiB)

«BupoOsiTH T€, 1110 MOKHA 30yTHY,

. Comprehension Questions

1. What is-marketing manager concerned with?

2. How can marketing management be defined?

3. What are the concepts under which organizations conduct their marketing
activities?

4. In what types of situations is the production concept a .useful
philosophy?

5. What two concepts hold that consumers will favour products? Is.
there

any difference between them?

6.Which concept emphasizes the role of selling and promotion?

7, What philosophy for iie practice of marketing emerged during the
1950s?

8. How does the marketing concept view the consumer?

9. Why do organizations thai practice the marketing concept study the
consumer?

10. Define the three pillars of the marketing concept.

11. Is it necessary for a firm to determine consumer needs and wants
before it decides what to produce or sell?

12. Why do firms conduct marketing research?

13. Can organizations be absolutely certain of consumers' wants
and needs? Why?
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14. What do you know about the principle of integrated effort?
15. Is it easy for all departments of a firm to cooperate?

.16. What conflicts can develop between departments within an
organization?

17. What is the final pillar of the marketing concept?’
18. Why have some organizations adopted the societal marketing
concept?

" Reading

Read and analyze the following discussion about the direction a certain
company should take and give answers to the questions below:

1. As I see the problem, the major focus of investment must be in
improving productivity. We've also got to make sure there are no delays
in deliveries. In this way we can aim to bring down the price and make
our products more readily available. We're in a mass market, where
price and availability are what matter most to our customers.

2. I think we'd all agree with you as far as you go. But I feel what we are
still failing to do is to establish a strong enough brand. The only way we can
do this in an increasingly competitive market is to increase our budgets in
advertising and make one sales force even more, effective.

3. I'm not sure I agree with either of you. You are both taking a too
restricted view, looking at it from the inside-out. What we need is to take an
outside-in approach. What [ mean by this is we've got to get to know our
customers better, what their needs and wants are. If we are just production-or
sales-oriented, that'll keep the turnover going in the short term but we've got to
stay ahead of the competition in the long term. No, I feel we must certainly
ensure quality and price for our existing products and of course promote
them well, but above all we need to look to the future — a strategy for the
next twenty years in terms of growth. This means better market research
generally a more integrated approach.

4. Geoft takes the longer-term view but I feel he misses an important
dimension. It's not enough to focus just on our customers' present rind
future needs. We have to take a wider view-there are strong pressures in
society now which have little to do with individual needs and wants. — I'm
thinking of the environment in particular. I feel we need to look at what type
of world we are.

5. Oh, come on Julie. Let's get back down to earth. This company has made
its name and its money by being first in the field in new areas, you only have
to look at the Japanese to see, what they're spending on RD (Research and
Development) product innovation is where the future is,..
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1. How does participant 1 aim to bring down prices?

2. How does participant 3 intend to develop a strategy for the future?

3. What added dimension does participant 4 include?

4. Why does participant 5 mention the Japanese?

5: Each participant of the discussion expresses a different view. These
views can be summarized as follows:

A.The production concept. The company should focus on improving
production and distribution efficiency.

B.The product concept. The company should focus on making product
improvements.

C The selling concept. The company should focus Its effort on selling
and promotion.

D. The marketing concept. The company should focus on the needs of its
customers.

E.The societal marketing concept. The company should consider the
needs not only of its customer but also of society as a whole.

6. Allocate one of the concepts (A-E) to each of the participants (1—35):

Participants Concept

SNk

= Writing

1. Translate the following sentences from English into Ukrainian and on
the contrary:

A: What concept should direct marketing efforts?

B: JlocuTe ou4eBHAHO, IO BCS MISUIBHICT Yy cdepi MapKETUHTY Mae
3MIACHIOBATUCA B MEXax SKOIiCh OAHOI KoHuemmii. [cHye m'arsh
ocHOBHHX ¢inocodiif, Ha TMiACTaBI SIKUX KOMEPIIHHI OpraHi3aiii
3MIIACHIOIOTH CBOIO MAPKETHHTOBY MiSUTBHICTD.

A: What are they?

B: 1Ile koHmemiiss BIOCKOHAJICHHS  BUPOOHUIITBA,  KOHIIEIIIiS
BJIOCKOHAJICHHSI TOBapy, KOHLEMINS I1HTeHCH(IKAIli KOMEpIIiHUX
3YCHWJTh, KOHIICTII[ISI MAPKETHUHTY Ta COIMIAIbHOTO MAPKETHHTY.

A: What do you know about these philosophies?
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B: i xoHuenuii penpe3eHTyoTh Pi3HiI Nepioju B iCTOPli €eKOHOMIKU Ta
OCHOBHI COIllaJIbHI, €KOHOMIYHI Ta IIOJITHYHI 3MIHM 3a OCTaHHI
M'ATAECAT POKIB. 3arajbHa TEHACHIIS] PO3BUTKY — 3MIIIECHHS aKLEHTY
3 BUPOOHHMLTBA HAa KOMEPULIWHI 3yCHIUIA, Ha CIOXXKHMBaya 1 Bce OuIblIa
OpieHTaIlisl Ha MPOOJIEMH CIIOKMBaya Ta CyCILIbLCTBA.

A: The selling concept and the marketing concept are frequently confused.

Do you know the difference between them?

B: ix po3pi3usAoTh TakuM ynHOM. KomepiitHi 3ycumis 31 30yTy — 1€

30CEepe/KEHICTh Ha TMoTpebax mpojaBlis,.a MapKeTUHT —  II€

KOHIICHTpaIlis Ha nmoTpebax nokymisg. KoMepiiitai 3ycuis 31 30yTy — 11e

TypOOTa po MOTPeOH MPOAABIIS, SIKi CTOCYIOTHCS TIEPETBOPSHHS TOBApy B

TOTIBKY, & MapKETHUHT — IIe TypOOTa Mpo 3aJ0BOJICHHS MOTPEO KIIi€HTa 3a

JIOTIOMOTOI0 TOBapy Ta 1101 HU3KKU (DAKTOPIB, MOB'SI3aHUX 31 CTBOPEHHSIM,

MOCTA4YaHHSM 1, HAPEIITi, CIIO)KUBAHHSIM IIOTO TOBAPY.

A: T see. Thus the marketing concept in its essence is the orientation to

consumer wants and needs.

B; AGcaTiotHO mpaBuibHO. KoHIEnIiss MapkeTUHry — 1€ OpIEHTAIlls Ha

noTpeOUu CIOKUBAUiB, sIKa TMIAKPIMUICHA KOMIUICKCHUMHU 3YCHUIUISIMU

MapKEeTHHTY, HAI[JICHHMHM Ha 3aJI0BOJICHHSI 3allMTiB CIIOXKHBadiB, 1 €

OCHOBOIO JJIsl JOCSATHEHHS LIUJIeH opraHi3aiiii.

2. Read the following text and write a short summary of it

MARKETING INACTION: POLAROID ADOPTS
MARKETING CONCEPT

Some companies such as Polaroid have only recently adopted the
marketing concept. Edwin H. Land, the Inventor of the Polaroid Instant
camera and founder of Polaroid Corp., believed that marketing success was
based on the development of Innovative products that consumer would then
be persuaded to purchase. Under his leadership and direction, Polaroid used
little or no marketing research. This production and sales orientation
worked as long as Land could improve his Instant camera and as long as
use of traditional cameras was complicated and the delay in developing
pictures was long. When easy to use, computer-controlled 35-mm cameras
were Inverted and 1-hour photo processing centers began to spring up
around the country, however, the market for instant photography faltered.

Land left Polaroid in 1980, after the company lost approximately $
300 million on Polavision — an instant home movie camera. Industry
analysts acknowledged that Polavision was a technological success, but
there was no market for the product. With the departure of Land, William J.
McCune became president and brought the marketing concept to Polaroid.
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Under McCune's direction the company's approach to product
development became more pragmatic. Now Polaroid begins by targeting a
market need: for example, the need to convert graphic computer displays to
color slides, for which the company developed Palette, which sells for $
1,499. The product development efforts at Polaroid involve the integrated
efforts of the engineering, marketing and manufacturing operations. Under
Land's direction, these three domains were independent and had little or no
contact with each other

3.How might your university practice the marketing concept? For
example, how can it market itself to attract new students? Write a 250
word essay. Before writing the essay read the following information:

THE ESSAY TEST

Every student who has reached the college level is quite familiar with
the process of taking tests. Many tests are short-answer tests; they ask
students to respond by filling in blanks, matching, choosing correct terms,
or writing words or phrases. The second major type of tesr is the essay test,
on which students are asked to respond to questions by writing one or more
paragraphs. These tests require that students be able to write effectively
about the material they have learned.

To write effectively on an essay test the student must remember that the
purpose of the essay test answer differs from the purpose of the essay. The
essay develops an argument; it presents the student's ideas about a subject
and explains why the student has that position on the subject: An essay test
answer, on the other hand, is designed to demonstrate how much a student
knows about a particular subject. An essay test answer is an attempt by the
student to show that he or she grasps the ideas of other people.

The length and the form of an effective essay test answer will be
determined by the individual question. Some answers will require only one
paragraph; others will need several paragraphs. Whatever the case, every
essay test taker begins to answer by turning the question into a statement:

Question: What are two major factors influencing the development of
personality?

Immediate Answer: The two major factors influencing personality
development are heredity and environment.

An immediate answer serves the same function as a topic sentence in a
paragraph or a thesis statement in an essay. The rest of the answer will be
sentences or perhaps paragraphs adding explanatory detail.

It is important for all beginning college writers to learn to write an
effective essay test answer. No student can get credit for information that
she knows if she can't demonstrate that she knows it.
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" Discussion

1. Do you feel all companies must be predominantly market oriented?

2. Is there a danger that if a company is too market-oriented that it will
ignore other ingredients of success such as efficient production?

3. Identify organizations in your country that practise the production
concept, the product concept, and the selling concept. How could these
organizations become more market-oriented?

Useful language

To introduce opinions:

Well, I'd just like to say, that...

My attitude from the beginning was ...
My feelings about... Well, ...

I'd like to start by saying that..,

I am glad to have the opportunity to ...
Perhaps I could begin by saying that...

To make a point:

I think that I should be frank and say that...
We should always remember that...

I can't make this point strong enough ...

To check a point:

Am I right in thinking that you are proposing ...

Right. If I am not mistaken, your policy is ...

Correct me if I am wrong, but what you are proposing is ...

To move on:

Perhaps we could move on to the next point (question) under discussion
That brings us to the next item on ...
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Additional Materials for Reading and Discussion

THE ELECTRIC FEATHER PIROGUE: GOING WITH
THE MARKETING FLOW

The Fin and Feather Products Company of Marshall, Texas, produces a
line of small, versatile, lightweight boats called the Electric Feather
Pirogue. The term «feather» was chosen to emphasize the light weight of
the boat and «electric» because it is propelled by an electric trolling motor.
The name Pirogue refers to the historic small riverboats used on the
Louisiana bayous. The kayak-shaped boat is 12 feet long, 38 inches wide,
and 12 inches deep. It comes complete with motor and has a load capacity
of about

540 pounds. Power is provided by a standard 12-volt automotivetype
storage battery. The built-in Shakespeare motor is available with 18-pound
or 24-pound thrust. The hull is handcrafted fiberglass, sturdily constructed
by a hand-layup process.

The stable, flat-bottomed Pirogue can operate in very shallow water, so
it is ideally suited for fishing, duck hunting, bird watching, or just leisure
stream cruising. The propeller is protected from submerged objects by
specially engineered motor guards on each side of the exposed drive unit. A
1/2-inch sheet of polyurethane foam is built into the bottom to provide
flotation. The boat is extremely simple to operate. A panel just below the
wraparound gunwale contains two control switches—a forward-off-reverse
switch and a low-mediumhigh .speed switch. A horizontal lever just above
the panel provides steering control. There is only one moving part in the
entire control system. The 3-speed, 18-pound thrust motor has a maximum
speed of 10 miles an hour, and the 4-speed, 24-pound thrust motor can
attain a speed of 14 miles an hour. The company furnishes a one-year
unlimited warranty, on the boat, and the Shakespeare Company provides a
similar warranty on the motor.

The company produced only one basic model of the boat but offered
optional equipment that provided some variation within the product line.
Retail prices ranged from approximately $ 490 to $ 650, depending on
motor size and optional equipment. Although designed to accommodate
two people, the standard model has only one molded plastic seat. The
second seat, deluxe swivel seats, marine carpeting, and tonneau cover are
the major optional items. No trailer is required because the boat fits nicely
on the roof of even the smallest car or in the back of a station wagon or
pickup track. Without battery, the Pirogue weighs only about 80 pounds
and can easily be handled by one person.

In Year 1 (the base year), Mr. Bill Wadlington purchased controlling
interest in, and assumed managerial control of, the seven-year-old Fin and
Feather Products Company. One of Mr. Wadlington's first moves was to
adopt a strict cash-and-carry policy: Supplies and equipment were paid for
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at the time of purchase, and all sales were for cash prior to shipment
whether shipment was to a dealer or directly to a customer. All shipments
were F.O.B. the factory in Marshall, Texas. As a result of this policy, the
firm has no accounts receivable and virtually no accounts payable. Mr.
Wadlington anticipated sales of between 800 and 1000 units in Year 1,
This volume would approach plant capacity and produce a wholesale dollar
volume of approximately $ 350,000 to $ 400,000. After only six months of
operation,

Mr. Wadlington would not predict an exact annual net-profit figure, but
he was very optimistic about the first year's profit prospect. It was also
difficult to predict exactly what future volume would be, but sales had
shown a steady increase throughout the first half of the year. The flow of
inquiries from around the United States and from several foreign countries
made the future look bright.

"The company hired no outside salespeople, and Mr. Wadlington was
the only in-house salesman. There were 15 independent dealers around the
country who bought at wholesale and assumed a standard markup. There
was no formal agreement or contract between the company and the dealers,
but to qualify as a dealer, an individual or firm's initial order had to be for
at least five boats. Subsequent orders could be for any quantity desired.
Dealers' orders had to be accompanied by a check for the entire amount of
the purchase.

In addition to the dealers, the company had 20 agents who were
authorized to take orders in areas outside dealer territories. These agents
accepted orders for direct shipment to customers and were paid
a’cotmiizzion for the boats they sold. Agents were not assigned a specific
territory but could not sell in areas assigned to dealers. As with all sales,
agent orders had to be prepaid. Direct orders from individuals were
accepted at the factory when the customer lived outside a dealer territory.
Most direct sales were the result of the company's advertisements in such
magazines as Ducks Unlimited, Outdoor Life, Argosy, Field and Stream,
and Better Homes and Gardens.

Mr. Wadlington had not established a systematic promotional program.
The services of an out-of-state advertising agency were used to develop and
place ads and to help with brochures and other promotional materials.
Almost all negotiations with the agency were handled by phone or mail.
The amount of advertising done at any time depended on existing sales
volume. As sales declined, advertising was increased; when orders
approached plant capacity, advertising was curtailed. Magazines were the
primary advertising medium. The dealers and agents were provided with
attractive, professionally prepared brochures. The company had exhibited,
or had plans to exhibit, at boat shows in Texas, Ohio, and Illinois.
Arrangements had been completed for Pirogues to be used as prizes on one
of the more popular network game shows,
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A detailed analysis of sales, in terms of who was buying the boats and
for what purpose, had not been made. However, Mr. Wadlington did know
that one of the most successful ads was in Better Hom.es and Gardens, An
examination of orders produced by the ad indicated that they were
primarily from women who were buying the boat for family use. There had
been reports of the boats being used as utility boats for large houseboats
and yachts, but the extent of such use was unknown. Although orders had
been coming in from all parts of the country, the best sales areas had been
in the eastern and southeastern parts of the United States. Mr. Wadlington
attributed this, at least in part, to the fact that the company's past sales
efforts had been concentrated almost exclusively In the southern and
southwestern areas of the country. After the company began using national
media, totally new markets were tapped. The Pirogue had virtually no
direct competition, particularly outside the Texas-Louisiana area.

Questions

1. Is Mr. Wadlington practicing the marketing concept? If not, which
of the marketing philosophies does he I follow?

2. What are the characteristics of the people who make up the market for
the Electric Feather Pirogue? Describe the needs and wants that are
satisfied by the product

3. Mr. Wadlington seems to be opposed to changing his present
marketing system. Apparently, he believes that his current plan is working
because sales are strong and profits are satisfactory, and he would ask,
«Why not stick with a winner? » How would you respond to Mr.
Waddington’s assumptions?

4. What recommendations would you make to Mr. Wadlington if he
wanted to adopt the marketing concept?
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UNIT 9. A PRODUCT IN MARKETING
Text 1.
" Lead-in
How is the new product developed?

" Reading

Phases of New Product Development.

Before new product is introduced, it goes through seven phases.

1.IDEA GENERATION involves looking for product ideas that will
a firm achieve its objectives. Ideas may come from marketing managers,
researchers, competitors, advertising agencies, management consultants,
customers etc.

2.At the stage of SCREENING ideas that do not match
organizational resources and objectives are rejected, firms must ask
whether they can develop and market a product.

3. CONCEPT TESTING is a phase in which a small group of
potential buyers is presented with a product idea through a written or oral
description to determine their attitudes and initial buying intentions
regarding the product. Product development personnel can use the results
of concept testing to improve product attributes and product benefits that
are most important to potential customers.

( example of the typical question-Which benefits of the proposed product
are especially attractive to you? )

4. BUSINESS ANALYSIS provides a tentative outline of a
product’s position in the marketplace, including its probable profitability.

5.In the PRODUCT DEVELOPMENT phase, the company must find
out first if it is technically feasible to produce the product and then if the
product can be made at costs low enough to justify a reasonable price.

6. TEST MARKETING is the limited introduction of a product in
several places chosen to represent the intended market. Its aim is to
determine buyers® probable reactions. Marketers can experiment with
advertising, pricing, and packaging in different test areas.

7. During commercialization, plans for full-scale manufacturing and
marketing must be refined and completed, and budgets for the project must
be prepared. In the early part of the commercialization phase, marketing
management analyzes the results of test marketing to find out what changes
in the marketing mix are needed before the product is introduced.
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Idea generation
Look for
Approach
Researcher
Screening

Match

Concept testing
Oral description
Determine
Attitude

Intention
Low-cost means
Product idea
Product attributes
Vary
Considerable
Features

Be available
Appropriate price
Provide

Tentative outline
Consider

Product development
Technically feasible
Justify
Reasonable price
Test marketing
Introduction
Extend
Commercialization
Full-scale

Refine

Budget

Find out

Physical attributes
Outlet

Active Vocabulary

po3poOKa KOHLIEMIII1
ITyKaTH

MIX1T

JIOCHITHUK

B11101p

BIJIIIOB1AAaTH
nepeBipKka KOHIEMIIiT
YCHHUU OIKUC
BH3HAYaTH
BIJTHOIIIEHHS

Hamip

JIeIIeBl 3aco0u
KOHIIETIIis TPOJTYKTY
SIKOCTI MPOJIYKTY
3MIHIOBATH(CSA)
3HAYHO

0COOJIMBOCTI

OyTU B HasIBHOCTI
MPUNHSATHA I1HA
3abe3revyBaTu
nmpoOHa 3arajgbHa OIliHKa
po3rsgaTH
po3pobka ToBapy
TEXHIYHO 301MCHEHUNA
BUIIPABAATH
NPUIHATHA IiHA
poOHMIt 30y T

BUXIJl HA PUHOK
CTYIIiHb

MACOBHH MPOJIAXK
ITOBHOMACIIITAOHU I

YIOCKOHAIIOBATH, 3aBEPILIYBATH

KOIIITOPUC BUTPAT
3'sICyBaTH

(bi314YHI BIACTUBOCTI
PUHOK 30yTy

» Language Development

1. Fill in the blanks:

1. Before a new product is introduced, it goes through seven......... :



2. Ideas may come from..(list as much as you can remember

Y,

3. Concept testing is a............. means to determine consumers’ initial
reactions.
4. Business analysis provides a tentative......... of a products position

in the marketplace, including its probable........ :
5. In the product development phase, the company must find out first if
it is technically....... to produce a product.

2.Translate into English:

1.Ilepmr HIX HOBUM TOBap MOCTYNUTh HAa PUHOK, BIH MPOXOAUTH CiM (pa3:
pO3poOKy KOHIenIii, BiAOIp, MepeBipKy KOHLEILIi, KOMEpIiiHuN aHais3,
pO3poOKy TOBapy,MpOOHUH 30yT 1 MAaCOBHI TTPOJIAK.

2. IlepeBipka kouuenuii-ie (aza, Ha sKIM HEBEJIUKINA Tpyrmi MOKYIIIB
NPE/ICTABISAIOTh KOHIEMIII0 TOBAapy 4Yepe3 MUCbMOBUN YU YCHHUM OIMC,
1100 BU3HAYMTHU IX CTABJICHHS 1 MOYATKOBUM KyIIBEJIbHUNA HaMIp BITHOCHO
IILOT'O TOBApY.

3.Ha erami komepuiifHOro aHamizy ¢ipma po3risaae, sK HOBUNA TOBap MIr
Ou BIUTMHYTH Ha 30yT(IIpo1ak), BUTPATH 1 TOXiJ.

4.IlpoOHuii 30yT-11e OOMEKEHH BHUXiJ HAa PUHOK TOBApy B JEKUIBKOX
MICIISIX, OO BU3HAYUTH MOKIIUBY PEAKIIIIO TTOKYIIITIB.

5.HoBuii ToBap MOk€ MOTEPHITH HEBJAYY B OCHOBHOMY TOMY, L0 TOBap 1
nporpama Horo 30yTy HE IUIAHYIOTBCS 1 HE BHMIPOOYIOTHCSI HACTUIBKU
MIOBHO, SIK MIOTPIOHO.

= Comprehension Questions

1.How many phases does a new product go through before it is introduced?
2.List the seven phases of a product development.

3. What must a company find out in the product development phase?

4. What is the aim of test marketing?

5. Are new products usually introduced nationwide ovwrnight?

6.In what way most new products are marketed?

7. Why may a new product fail?
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Text 2.
* Lead-in
What kinds of products do you know?
" Reading
A Product in Marketing.

The basic product may be a manufactured item, a service, an idea, or
some combination of these.

1.Products are classified according to their ultimate use.
Classification affects a product’s distribution, promotion, and pricing.
Consumer products, which include convenience and specialty products, are
purchased to satisfy personal and family needs . Industrial products are
purchased for use in a firm's operations or make other products.

2.Every product moves through four stages-introduction, growth,
maturity, and decline-which together form the product life cycle. As the
product progresses through these stages, its sales and profitability increase,
peak, and then decline. A firm that does not introduce new products to
replace declining products will eventually fail.

3.A product line is a group of similar products marketed by a
firm.
The firm's product mix includes all the products it offers for a sale.
Customers require marketers to maintain an effective product mix.
Marketers may improve a product mix by changing existing products and
developing new products.

4.New products should be developed by seven steps (phases).
The first two steps are idea generation and screening. Concept testing, the
third step, is a phase in which a small group of potential buyers is given a
written or oral description in order to determine their initial feelings
associated with the product. The fourth step, business analysis, generates
information on the marketability and profitability of the proposed product.
The last three steps-product development, test marketing, and
commercialization-provide an actual product and launch it into the
marketplace.

5.Branding strategies are used to associate ( or not associate)
particular products with existing products, producers, or intermediaries.
Under the ideal conditions of pure competition an individual seller has no
control over the price of its products. Prices are determined by supply and
demand.

Before the price of a product can be set, a firm must decide whether
its basis for competition will be its low price or some other consideration.
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Prices may be established based on costs, demands, the competitors’
prices or some combination of these factors. Once basic prices are set, the
seller may apply various pricing strategies to reach his target more

effectively.

Generalities

Product

Basic product

Manufactured item

Service

Ultimate use

To affect

Distribution

Promotion( of sales)

Pricing

Consumer products
To include
Convenience product
Specialty product
To purchase

Industrial product
To move through

Series

Stage

Introduction
Growth

Maturity

Decline stage

Life cycle

To progress

Sales

Profitability

To fail

Product line
Similar

To market

Product mix
Customer

To require

To maintain

To develop

Step

Screening

Active vocabulary

3arajabH1 MOJOKEHHS
IPOIYKIisl, TOBAp
OCHOBHMH IPOAYKT
rOTOBHH BUPIO

nociyra

KIiHIICBE BUKOPUCTaHHS
BILJIMBATH Ha

PO3IOILT

CTUMYJTIOBaHHS 30yTy
I{IHOYTBOPEHHS

CIIO’KHMBY1 TOBapH
BKJTFOYATH

TOBAp MOBCIKIACHHOTO IOMUTY
TOBap O0COOJIUBOTO MOMUTY
KyIyBaTH

TOBap MPOMUCIIOBOTO MPU3HAYCHHS
pyXaTucCh 4yepes

pAn

cranis, dasza

BUXiJ ( HA PUHOK )

pict (00 eMy )

3pUTICTh

CTafisl Criamy

JKUTTEBUU LUK
IPOCYBATUCH

30yT, MpoIax
npuOyTKOBICTh, PEHTA0ETBHICTD
3aHETNacTH

TOBAPHUM aCOPTUMEHT
AHAJIOTTYHUM, CXOKUH
IPOJIABATH UM KyITyBaTH
TOBapHAa HOMEHKIIaTypa
MOKYTICIh

noTpeOyBaTu
MIATPUMYBaTH
pO3pO0IATH

eTar, KpoK

B1101p
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Concept testing

Oral description

Initial feeling

Business analysis

To generate information

Marketability

Product development
Test marketing
Commercialization
To launch

Marketplace

Branding strategy

To associate

Particular

Intermediary

Pure competition
Costs

Once

Seller

To apply

nepeBipka KOHIEMIIi1
YCHHUU OIUC
NOYaTKOB1 BIITHOCUHHU
KOMEPIIHUHN aHami3
naBatu iH(popmarlio
30yTKOBICTb
yIOCKOHAJIEHHS TPOIYKIIIi
npoOHU 30yT
MAaCOBUH IPOJAK
BUITYCKaTU
PUHOK
CTpaTeris MapKyBaHb
acoIIIOBAaTH
KOHKPETHUI
MOCEPETHUK
YKCTa KOHKYPEHIIis
BUTpPATH
KOJIH
pOJIaBelb
3BepTaTucA

» Language Development

1. Translate into Ukrainian.

Profitability,
product,

consumer product,
industrial product,
marketability,

pure competition,
test marketing,
marketer,
screening,
product mix,
promotion,
pricing,

ultimate use,
manufactured item,
introduction,
maturity,

decline,
customer,

0O 0O OO OO0 OO0 O0OO0OO0OO0OO0OOoOOoOOoOOoOOo

product development,
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potential buyer,
commercialization,
launch (a product),
product line,
supply,

demand,
determine,
establish,

develop

© O O O O O O OO0 O

2.Translate into English.

1.OCHOBHOIO TIPOAYKITIEI0 MOXE€ OyTH BUTOTOBJICHWM, MOCTyTra, 17es 4u
AKa-HeOyAb CYKYMHICTh 3 BULIENIEPEPAXOBAHOTO.

2. Crio>kMBY1 TOBapH, JI0 AKKX BITHOCATHCS TOBAPH MOBCAKICHHOTO MTOTTUTY
1 ToBapH OCOOJIMBOTO TOMUTY, KYIYIOTBCS JUIS 330OBOJICHHSI BJIACHUX 1
CIMEHHUX MOTpPeO.

3. KoxxHa mpoaykiisi NpOXOJuTh YOTHUPHU CTaAll - BUXII B PUHOK, PICT,
3pUIICTH 1 cHaj.

4. dipMma, siKa HE BBOJUTH HOBY MPOJYKIIIO HA 3aMiHy 3acTapiiid, B KiHITI
KIHI[IB 30aHKPYTYE.

5. ToBapHuii acopTUMEHT-Il€ Tpymna aHaJOTIYHUX TOBApiB, IO
BUPOOJIIOTHCS (hipMOIO.

6. Ilokymii BuMaramTh, 1100 PHHKOBI BHUPOOHUKH MIATPUMYBAIH
e(heKTUBHY TOBapHY HOMEHKIIATYPY.

7.11iHM BU3HAYAIOTHCS MTPOTIO3UIIIEIO 1 TTOTTUTOM.

8. IliHn MOXYyTh BCTAHOBJIIOBATHUCHh Ha IIJICTaBi BUTpAT, MOIHUTY, IIIH Yy
KOHKYPEHTIB, UM SKOIO-HEOY/Ib CYKYMHICTIO ITUX (haKTOPiB

3. Complete the text with the best words.

The name game.

A brand can be defined as a name given to a product by a company so
that the product can easily be recognized by its name or its design. In our
very...l.business world, a good is one of the keys to the success of any
company. It is often a powerful..2.. tool.

However, the name is not everything. For a brand to be successful,
marketers have to know what the consumer..3..and wants, so a lot of
market..4..is necessary. This gives them a consumer..5.. , that is to say a
kind of picture of the typical customer. It is a picture not only of the
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customer's needs and wants, but also of their beliefs and values. If the
brand then clearly reflects those values, it is more likely to be successful.
The customer has so much ..6.. nowadays that a good brand is a
necessity, so that one product is clearly different from another in his or her
mind.
A good brand of course has long-term benefits, as it will..7..to many
different market..8..and to people from different cultures.

1 a) information b) competitive ¢) conservative
2 a) sales b) sell c¢) sold

3 a) wishes b) needs c) orders

4 a) study b) research c) science

5 a) summary b) report c¢) profile

6 a) choice b) option c¢) suggestion

7 a) attract b) persuade c) appeal

8 a) shares b) portions c¢) segments

4.Use these words to complete the questions:

When, how long, how many, how much, what, which, who, why

1....did you launch this advertising campaign?

2. didn't you contact an advertising agency?

3...... money did you spend on the campaign?

4....... new products did you launch? Was it two or three?

5...... did you target your product at?

6...... market segments has your product been most successful in?
7., do you expect people to continue to buy this product?
8.vnn. is your sales forecast?

5.Match the Marketing Manager's responses(a-h) to the interviewer's
questions in exercise above.
a) Almost 20,000 euros.
b) As I said, it's been doing extremely well, and we expect a
considerable increase in winter.
c¢) In late spring.
d) So far it's been doing very well with middle-class males in their
thirties to mid-fifties.
e) We had health-conscious people in mind, as well as the elderly.
f) We think it will have a life cycle of about three years.
g) Well, we like to rely on our own people.
h) This time only one, in fact. But it is a very special product indeed.
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6.Put the words in the questions in the correct order.

1. mean/does/What/launch/?

What does launch mean?
2.like/Manager/our/talk/you/to/to/Would/Marketing?
3. a/advertising/Do/lot/on/spend/they/?

4. advertise/did/range/their/they/Where/new/?
5.targets/meet/Did/your/you/sales/?
6.expecting/figures/sales/Were/better/you/?
7.for/Have/my/quarter/read/report/sales/the/you/?
8.a/How/do/often/report/write/you?

Match the answers to the questions:

a) Not yet, I'm afraid. I'll go through it first thing this afternoon.

b) Well, they do have a large budget, yes.

c) Every quarter. In the past we had to write one every month, though.
d) To make a new product available to the public.

e) Yes, that would be very useful. Thank you.

f) In all national papers, and also on TV.

g) No, we are satisfied. In fact, we've sold a lot more than we thought.
h) We certainly did.

= Comprehension Questions

What can you say about the basic product?

How are products classified?

What do consumers products include?

What forms a products” life cycle?

What is a product line?

What does the firm's product mix include?

How can marketers improve a product mix?

What are the seven steps by which new products should be developed?
Why are branding strategies used?

Text 3.
» Jead-in

What are the phases of the new product developed?
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" Reading

Phases of new product development (2).
Before a new product is introduced, it goes through seven phase.
1. IDEA GENERATION
Idea generation involves looking for product ideas that will help a
firm achieve its objectives. Although some organizations get their ideas
almost by chance, firms trying to maximize product-mix effectiveness
usually systematically generate new-product ideas. Ideas may come from
marketing managers, researchers, engineers, competitors, advertising
agencies, management consultants, private research organizations, or
customers.
2. SCREENING
During screening , ideas that do not match organizational resources
and objectives are rejected. At this stage, firms must ask whether they can
develop and market a product. Management may reject a good idea because
the company lacks needed skills and abilities. The largest number of
product ideas are rejected during the screening phase.
3.CONCEPT TESTING
Concept testing is a phase in which a small group of potential buyers
is presented with a product idea through a written or oral description to
determine their attitudes and initial buying intentions regarding the product.
An organization can test one or several concepts of the same product.
Concept testing is a low —cost means for an organization to determine
consumersl initial reactions to a product idea prior to investing
considerable resources in product research and development. Product
development personnel can use the results of concept testing to improve
product attributes and product benefits that are most important to potential
customers. The types of questions asked vary considerable depending on
the type of product idea tested. Examples of the typical questions are the
following:
- Which benefits of the proposed product are especially attractive to
You?
- Which features are of little or no interest to you?
- What are the primary advantages of the proposed product over
the one you currently use?
- If this product were available at an appropriate price, how
often would you buy it?
How could this proposed product be improved?
4 BUSUNESS ANALYSIS
Business analysis provides a tentative outline of product's
Position in the marketplace, including its probable profitability. During this
stage, the firm considers how the new product, if it were introduced, would
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affect the firm's sales, costs, and profits. Marketing personnel usually work

up preliminary sales and cost projections at this point, with the help of

Research and Development department and production managers.
5.PRODUCT DEVELOPMENT

In the product development phase, the company must find out first if
it is technically feasible to produce the product and then if the product can
be made at costs low enough to justify a reasonable price. If a product idea
makes it to this point, it is transformed into a working model, or prototype.

6. TEST MARKETING

Test marketing is the limited introduction of a product in several
towns or cities chosen to represent the intended market. Its aim is to
determine buyers’ probable reactions. The product is left in the test markets
long enough to give buyers a chance to repurchase the product if they are
so inclined. Marketers can experiment with advertising, pricing and
packaging in different test areas and can measure the extent of brand
awareness, brand switching, and repeat purchases that result from
alterations in the marketing mix.

7.COMMERCIALIZATION

During commercialization, plans for full-scale manufacturing and
marketing must be refined and completed, and budgets for the project must
be prepared. In the early part of the commercialization phase, marketing
management analyzes the results of test marketing to find out what changes
in the marketing are needed before the product is introduced. The results of
test marketing may tell the marketers, for example, to change one or more
of the product's physical attributes, to modify the distribution plans to
include more retail outlets, to alter promotional efforts, or to change the
product’s price. Products are not usually introduced nationwide overnight.
Most new products are marked in stages, beginning in selected geographic
areas and expanding into adjacent areas.

8.WHY DO PRODUCTS FAIL?

Why does a new product fails? Mainly because the product and its
marketing program are not planned and tested as completely as they should
be. For example, to save on development costs, a firm may market-test its
product but not its entire marketing mix. Or a firm may market a new
product before all the obstacles have been worked out. Or, when problems
show up in the testing stage, a firm may try to recover its product
development costs by pushing ahead with full-scale marketing. Finally,
some firms try to market new products with inadequate financing.

Active Vocabulary
Phase daza
To depict MIOKa3yBaTH
Evolutionary nature EBOJIIOLIMHUI XapaKTep
Development PO3BHUTOK, PO3pOOKa
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Idea generation
To look for

Although

By chance

Approach
Researcher
Private
Screening

To match

To reject

Lack

Skill

Ability

Concept testing
To present

Oral description
To determine

Attitude
Intention
Regarding
Low-cost means
Product idea
Prior

To improve
Product attributes
Benefit

To vary
Considerable
Features

Advantage
Proposed
Currently

Be available

Appropriate price
Business analysis
To provide
Tentative outline
Profitability

To consider

To affect

To work up
Preliminary
Projections
Product development
Technically feasible

po3poOKa KOHIIEMIIii
ITyKaTH

Xo04a

BHUITaJKOBO

MIX1T

JIOCHTITHUK
IIPUBATHUN

B11101p

BIJIIIOB1AAaTH
BIIXWIATH
HejocTaya

BMIHHSA

MOKJIUBICTE
nepeBipKa KOHIEMIIIT
peACTaBISATH

YCHHUU OIKUC
BU3HAYATH
BIJTHOIIIEHHS

HaMip

BITHOCHO

JIEIIEB] 3ac00U
KOHIICTIIIiSl TPOIYKTY
hi(o)

MOKPaITUTH
BJIACTUBOCTI MPOIYKTY
KOPHUCTH
3MIHIOBATHUCS

3HA4YHO

0COOJIMBOCTI
nepesara
3aMpPONIOHOBAHUI

B TEMEPIMIHIN yac
OyTH B HasSIBHOCTI
MPUHHATHA IIHA
aHaJ3 TOCTI0IaPChKOT TISITBHOCTI
3a0e3revyBaTu
npoOHa 3arajibHa OIliHKa
NpUOYTKOBICTh
po3risaaaTi
BIUIMBATH Ha
pO3pO0TIATH
nonepeaHii
IJIaHyBaHHS
po3poOKa ToBapy
TEXHIYHO 3J1MCHECHHUN
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Costs
Justify
Reasonable price
Test marketing
Introduction
Chosen
Aim
To repurchase
Be so inclined
Area
Extend
Brand awareness
Brand switching
Repeat purchase
To result ( from )
Alteration
Commercialization
Full-scale
To refine
To complete
Budget
To find out
Physical attributes
Outlet
To alter
Promotion
Nationwide
Overnight
In stages
To expand
Adjacent area
To fail
In spite of
Majority
To end up
Failure
Mainly
Marketing program
Completely
To save on
Development costs
Market-test
Marketing mix
Obstacle
To work out

BUTPATH

BUTIPaBIATH

OpUIHATHA LiHA

npoOHUM 30yT

BUXIJl HA PUHOK

BUOpaHUA

JIb

MOBTOPHO KYITUTH

MaTH TaKui HaMIp

obnactb,cdepa

CTYIIHb

3HAaHHS COPTY (MapKu)

nepexij Ha THIIWA copT

MOBTOpHA TIOKYITKa

SIBIISITUCS PE3YIHTaTOM

3MiHa

MAaCOBUH MPOJAK
MTOBHOMACIITAOHU
TIOKpAIyBaTH
3aBepIIyBaTH
KOIIITOPUC BUTPAT
3 sICyBaTH
Gb13M4H1 BJACTUBOCTI
TOpProBa TOYKa
3MIHIOBATU
CTUMYJIIOBaHHS, IPOCYBaHHS
B MaciTabax Bciel KpaiHu
HeranHo (3a OJHy Hid )
MIOETAITHO
NEPEXOIUTH
CyMDXKHa 00J1acTh
TEPHITH HEBAAUY
HE JUBJISIYUCH HA
OUTBIIICTh
3aKIHYyBaTHUCS
NOTEPITLIl HEBAYy
B OCHOBHOMY
nporpama 30yTy
MOBHICTIO
1100 36KOHOMHUTH Ha
BUTPATU HA PO3POOKY
MPOBOJIUTH PUHKOB1 BUTIPOOYBAHHS
KOMIIJIEKC MapKETUHTY
HepenIkoaa
JIKB1JIOBYBaTH
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To show up IPOSIBIATUCS
To recover development MNOKPUTH BUTPATU HA PO3POOKHU
costs

» Language Development
1. Translate into English:

1.Ilepmr HIX HOBUM TOBap MOCTYNUTh Ha PUHOK, BIH MPOXOAUTH CiM (pa3:
pO3poOKy KOHIenIii, BiAOIp, MepeBipKy KOHLEILIi, KOMEpIiiiHuN aHais3,
po3poOKy TOBapy, MpoOHUI 30yT 1 MaCOBHI IIPOJIAK.

2.BinkuaaroThCcs KOHIIEMINi, IO HE BIAMOBIJAIOTh pecypcaMm 1 IUIsIM
oprasizartii.

3.IlepeBipka koHuemnmii-ie (aza, Ha sAKi HEBEIMKIM TPyIi MOTCHIIIHHUX
MOKYTIIIB NPECTaBISI0Th KOHIEIIIII0 TOBAPY Yepe3 MUCbMOBHUI YU YCHUUN
onuc, 00 BU3HAUMUTHU iX CTaBJIEHHS 1 MOYATKOBHUM KYIIBEJIbHUN HaMIp
BIJTHOCHO I[LOT'O TOBapy.

4.Ha etani koMepIiiiiHOro aHamnizy (ipMa po3srisijgae, sk HOBUH TOBap MIr
Ou BILTUHYTH Ha 30yT(IIpo1ak), BUTPATH 1 TOXiJ.

2. Translate into Ukrainian.
e product-mix
effectiveness
resources
skills and abilities
reject
potential buyers
considerable
initial reaction
attractive
technically feasible
repurchase
physical attributes
work out
inadequate

= Comprehension Questions

1.How many phases does a new product go through before it is
introduced?

2.Name the seven phases of a product development.

3.Pinpoint the main aim of concept testing.
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4.Briefly describe the main objective of business analysis.

5. What must a company find out in the product development phase?
6.What is the aim of test marketing?

7.What could you say about commercialization process?

8.Are new products usually introduced nationwide overnight?

9. In what way most new products are marketed?

10.Why may a new product fail?
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UNIT 10. ADVERTISING
Text 1.
= Jead-in

How do you understand such business activity as advertising?
Where do you see a lot of advertising?
Do you want to work at ad agency?

" Reading

Advertising in marketing.

It is not possible to live in any modern country and remain unaware
of advertising. In the streets, in buses and trains, even, with commercial
television, in the privacy of our own homes, the advertisers thrust their
claims upon us. The level of artistic and technical skill displayed in
advertisements is often very high. The use of color and design is so forceful
that it has a great impact on our behavior.

Public relations officers and public relations counselors help
corporations and individuals to maintain acceptable and attractive
«images». They perform a valuable service for their employers and
sometimes for the public. Public relations activities are not considered as
advertising and will not be discussed further in this book.

Advertising affects the consumer in many ways .A distinction is
often made between informative and persuasive advertising. Informative
advertising announces a product and gives potential buyers the details they
need. Much advertising in the technical press is informative since it is
directed at an expert, trained readership. If consumers are to exercise
freedom of choice, informative advertising is necessary so that they can
know what goods are available and where they can be bought.

Human memory is short and fallible and repetition is necessary to
keep customers aware of a product. Excessive repetition, however, is
intended to persuade, not inform. The borderline is indefinable and all
advertisements contain both persuasive and informative elements. The
advertising of many consumer goods is almost entirely persuasive in
character. The information given is small, but all possible pressure is put on
the consumer to buy the advertised product rather than other goods.

It is arguable that advertising is necessary to maintain demand at a
sufficiently high level to provide full employment. Without the prodding of
the advertisers, consumers would settle for lower standard of living and far
less energy would be put into the task of increasing material well-being.
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The use of mass-production methods often results in lower unit costs.
Large- scale production requires large markets, however, and forceful
advertising and sales promotion can provide lower costs and eventually
lower prices.

The fact that a good has been widely advertised may compel a
manufacturer to maintain high standards of quality.

Advertising may be used as a weapon of competition, particularly in
a situation where there are only a few sellers, each of whom is trying to
increase his share of the market. It may also serve to reduce competition
and to reach a degree of monopoly power. Advertisements that try to
persuade consumers that there is no substitute for their product are
attempting to create a sub-market in which they will be free from
competitive pressures.

Advertising today is not carried out in hit-or-miss way. An
advertising campaign is planned with a certain market in mind. It the
product must be sold to young married people in the 25-35 age group, then
the campaign will be directed towards that group, using methods that will
attract the group and appeal to instincts and emotions that are dominant
within it.

The means through which the advertisement is purveyed to the
public is known as the advertising media. A campaign is normally based
not on a single medium, but on a selection of media. The choice of
appropriate media is the subject of careful study and analysis and their use
is carefully synchronized to achieve the maximum effect.

The combination of the product to be advertised and the market at
which the campaign is to be directed will determine the «appeal» which is
to be used. Different appeals will be appropriate for different products. If
foodstuffs are being advertised, the appeal will probably be to the appetite
and illustration will show attractively prepared, hotly-steaming meals. For
other products, the appeal may be through the emotions of parental love,
social aspiration, sex or fear.

An advertising campaign will be designed to make a specific appeal
to some particular section of the public through carefully chosen media.
The main advertising media are:national and local newspapers, general
magazines, specialist magazines, trade press, Internet, television, radio and
outdoor and transport advertising (posters).

Active Vocabulary

Advertising peKiiama, peKiaMyBaHHsI
Be unaware (of) He 3HaTU(TIpO)
Advertisers peKJIaMo1aBIIl

To thrust claims (upon) HaB A3yBaTu

Skill MalCTepHICTh, YMIHHS
Forceful MIICHITIOI YU
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Impact

To influence
Behavior
Public relations
Counselor

To maintain
Acceptable
Image

Valuable service
Employer
Activities

Be considered
Further

To affect
Distinction
Persuasive
Since
Readership
Persuasion
Human memory
Fail able

Keep aware(of)
Borderline
Indefinable
Rather than
Maintenance of demand
Podding
Well-being

To result in
Unit cost
Forceful advertising
Sales promotion
To compel
Competition
Weapon
Particularly
A few sellers
Share

To reduce

To set up
A degree

To persuade
Substitute

To attempt

To create

BILIHB
BIUTMBATH

ITOBEJIIHKA

CyCHUIbHI BITHOCUHU
KOHCYJIbTAHT, PaJHUK
HiATPUMYBATU
MMAXOISIITHA
00pa3z,iMiK

I[IHHA MOCITyTa
poboToaBelb
ISUIBHICTD
paxyBaTHCh

B MalilOyTHHOMY, B TIOJIAJIBIIIOMY
BIUITMBATH Ha
BIIMIHHICTE
IIEPEKOHYIOUNN
MMOCTUILKH

ypTayl

TIEPCKOHAHHS
JIFOJICHKA I1aM SITh
3a0yIbpKyBaTa
HarajayBaTH
MPUKOPJAOHHA JIHIS
HEBH3HAUYEHAa

a He

HiATPUMKA TIOTTUTY
CTUMYIT
OJraronoryqds
MIPUBECTH J10
BapTICTh OJUHUII TIPOTYKITIT
IPUMYCOBE PEKJIaMyBaHHS
301UTBIIICHHS 30y TY
PUMYCUTH
KOHKYPEHIT151

30post

0cOo0JIMBO

JEK1UIbKa MPOIaBIIiB
yacTKa

3MEHIITUTH

CTBOPHUTH

nesika Mipa
ePEKOHATH

3aMiHa

HaMaraTuch
CTBOPIOBATH

153



To be free

Competitives” pressures

In a hit-or-miss
Campaign
To direct
Means
To purvey
Advertising media
Medium
Single
Selection of media
Subject
To achieve
Appeal
To determine
To be appropriate
Food stuffs
Parental love
Social aspiration
Fear
To be available
To be designed

OyTU He3aJIeKHUM
TUCK KOHKYPEHTIB
HaBMaHHS

peKJIaMHa KaMmaHis
HAIPABJIATH

cnocib

nepenaBaTH, MocTayaTu

3ac00M PO3MOBCIOJIKEHHS PEKJIaMU

3aci0
OKpEMHUM
BUOip 3ac00iB
Tema
Jocsratu
pUBaOJIUBICTh
BU3HAYaTU
BIIIOBIIATH
Xap4yoBi MPOAYKTH
0aTbKIBChbKa JIFOOOB
CWIBHUM CYCHUTBHUNA CTUMYIT
CTpax
PO3TaIIOBYBATHCS
OyTH NpU3HAYEHUM

IPUBEPHYTH OCOOJIMBY yBary
30BHIIIHSA peKIama
TUTaKaT

To make a special appeal
Outdoor advertising
Poster

Language Development

1. Translate into Ukrainian.

to be free
competitives® pressures

in a hit-or-miss
campaign

to direct

skill

forceful
impact

to influence
valuable service
employer
activities

be considered
further
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to affect

share

to reduce

to set up

a degree

to persuade
substitute

to attempt

to create

to be available

to be designed

to make a special appeal
outdoor advertising

2.Translate into English.

1.Hemoxn1BO XUTH B OyAb-sKiM CydacHiM KpaiHi 1 HIYOTO HE 3HATH IPO
pekamy.

2.piBeHb XYyIOXHBOI 1 TEXHIYHOI MaMCTEpHOCTI B pEKJIaMyBaHHI TyKe
BUCOKHH.

3.IloTyXHe BUKOPHCTAaHHS KOJIbOPY 1 AW3aliHy AYyXe CHUIbHO BIUIMBA€E Ha
HaITy MMOBEIIHKY.

4. Pexnama-11e BayKJIMBa rpoMajicbka CHJIa.

5. JIispHICTG  TO  TPOMAJCBKMM  BIJHOCHMHAM  HE  BBAKAETHCS
pEKIaMyBaHHSIM.

6.ITocamoBi ocobm 1 cHemiagicTd 1O TPOMAJCBKUM  BiTHOCHHAM
JIOTIOMAraroTh MIATPUMYBATH PUBAOTUBUN IMIK.

=  Comprehension Questions

1.Could you name any differences between advertising and public
relations?

2.What are the main functions of advertising?

3. What are the differences between informative and persuasive
advertising?

4.In what situations may advertising be used as a weapon of competition?
5. Can advertising serve to reduce competition?

6. Name the target of such reduction.

7.What are advertisement attempting to create when they try to persuade
consumers that there is no substitute for their product?
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Text 2.

» Jead-in

What commercials do you like?
When is it very expensive to advertise?
What can you not advertise on TV in your country?

" Reading
Product and Corporate Advertising.

Product advertising is an important part or the marketing mix. Its aim

is to increase sales by making a product or service known to a wider
audience, and by emphasizing its positive qualities. A company can
advertise in a variety of ways, depending on how much it wishes to spend
and the size and type of audience it wishes to target. The different media
for advertising include television, radio, newspapers, magazines, the
Internet and direct mail. The design and organization of advertising
campaigns is usually the job of an advertising agency.
Corporate advertising is not directly concerned with increasing sales of a
particular product or service, but more with the brand image, or picture, a
company wants to present to the public. PR experts specialize in organizing
activities and events which generate positive publicity for companies.
Unusual advertising campaigns sometimes get extra publicity for the
company by way of media reports about campaign.

As consumers get more used to advertising, companies have to come
up with better ways of ensuring that people pay attention to their ads. Say,
what you think of these recent experiments in advertising. Can you think of
any new and innovative ways to advertise?

*Interrupting telephone conversations with advertising messages(in
exchange for free phone calls)

*Talking ads at bank cash machines.

*Ads on toilet walls.

* Advertising on small television screens on supermarket shopping trolleys

Many advertisements contain a slogan or short phrase to attract the
consumer's attention. Effective slogans are usually short, easy to
remember, easy to repeat and easy to translate for international markets.

Active Vocabulary

Advertising peknamMa, peKJIaMyBaHHS
Corporate advertising KOpIIOpaTHBHA peKIaMa
Be unaware (of) He 3HaTU(TIPO)
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Adpvertisers peKIaMo1aBIIi

To persuade NEePEeKOHATH

To attempt HAMaraTuch

To create CTBOPIOBATH
Subject Tema

To achieve JocsraTh

Appeal pUBa0IUBICTh
To determine BHU3HAYaTH

To be available PO3TallIOBYBAaTHUCS
To be designed OyTH pU3HAYEHUM
Television screens TEJEEKPaHH

To pay attention 3BEPTATH yBary
Shopping trolleys MarasuHH1 BI3KH

» Language Development

1.Complete the email with words from the box.

actually, all in all, also, as, how about, however, just, otherwise

Dear Ann,
Thank you very much for the ad. We are very happy with the simple
design. 1 we think we can use the grid format in many different

types of ads. The look is unique without being too unconventional.

2, we are a little concerned about the photograph at the
bottom. Germany is 3 a popular destination for cyclist already,
and so we would rather emphasize another, undiscovered feature of the
country. 4 a photograph of a fashion designer at work instead?
5, we like your inclusion of a club photograph, but the
image is quite dark. Of course, so are clubs-but it would be nice to find
something a little brighter.

6, though, we are happy with what you have done!

7 give me a call if you would like to discuss the images in
more detail. 8, I look forward to hearing from you soon.
Regards,

Tom

2.Look at what some people have said when discussing their ad campaign.
Match the highlighted words or phrases (1-6) with their synonyms (a-f)

a change perception d have a rational appeal

b generate a buzz e rebrand
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¢ have an emotional appeal f reinforce the existing image

o White Noise's portable music players are not popular

® Because they are the cheapest or even the most technologically
advanced products out there .Rather, they are popular because ,
quite simply, people love them. The new ad campaign should attract
people based on

e how they feel.(1)

o We want to get people talking about our products.(2)

o Choritos are currently thought of as a high-fat snack.

o We need to reinvent(3)our product as healthy and convenient.
o The ads should transform people’s ideas(4) about Germany.

o The advertisements should make a logical argument(5).Viewers
should buy our toothpaste because it is scientifically proven to be the
best in the industry.

e Qur minivans already dominate the market, and they are still in the
growth stage of their life cycle. So the ads should simply emphasize
what people already think(6)-that they are both safe and fun to
drive.

= Comprehension Tasks

1.Read the texts about translations of slogans and brand names, and note
the problem in each case.

o In Taiwan, the translation of the Pepsi slogann — Come alive with the
Pepsi generation-came out as-Pepsi will bring your ancestors back
from the dead.

o When Parker marketed a pen in Mexico, its ads were supposed to
say— It won't leak in your pocket and embarrass you — However, the
company translated’embarrass’as embarazar, which means’to
become pregnant’. So the ads said-— It won't leak in your pocket and
make you pregnant.
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o In Italy, a campaign for Schweppes Tonic Water translated the name
as Schweppes Toilet Water

o Colgate introduced a toothpaste in France called Cue, the name of a
French pornographic magazine.

o When Braniff Airlines translated a slogan for its comfortable seats, —
Fly in leather— it came out in Spanish as— Fly naked.

2.Look at the steps involved in organizing an advertising campaign and put
them in the correct order.

analyze impact

approve design

choose the media

commission ad agency

define target group

determine the desired response
establish message

place ads

St h OO OO0 oW

" Speaking

You are in charge of commissioning a new ad campaign to promote
Energy, a new soya-based drink. Use the notes and the phrases below to
explain to an ad agency what you want.

Energy
e doing well in organic grocery stores
e people at conventional grocery stores think drink is boring, plain-
introducing four new flavors
® most important-taste
e also-healthy ,large sizes are good value for money

Useful phrases:
o Typically, our products have appealed... ...
o We have a high market share among teenagers-18-25year-old
men.
o We want to appeals to a younger-older audience.
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o Qur (name of a product) is very well known, but we want to
raise the profile of our......

o It is important for us to reinforce our brand's positive image-
to change perceptions of our product.

o We would like to rebrand our product-to change our image-to
create a new image.

" Reading
1. Read the article and answer the questions below.

How effective is your website?

The internet is now the most popular medium on the planet for
giving and getting information. Everyone has their favourite sites where
they can get the answers to almost any questions, where they can buy any
article they want, or where they can talk to friends, swap music and films
or even publish their first novel.

So ,how good is the web for promoting your products? Imagine you
had a new product you wanted to sell. What would you have to do to get
the best from the internet?

First of all you need to create your website. The most essential part
of the site is the home page. This should be clear and easy to navigate and
show visitors what lies behind on other pages. Encouraging visitors to your
site by using keywords is useful and you might need to use a SEO or
Search Engine Optimizer. These companies ensure that your site is at the
top of lists when users enter certain keywords into a search engine like
Yahoo. Google has a very good method of directing enquiries to the
appropriate sites through its Adwords tool. When a customer is looking a
particular product, such as a holiday villa in Turkey, advertisements from
companies who provide such services appear instantly on the screen. The
advertisers pay only when the ad is clicked. Google claims that you can
reach 80% of internet users by using keywords.

Search engines are not the only answer to successful advertising
online. Links to other websites mean that you can double or triple the
traffic to your site. So if you sell cookery books it is good to link to sites
about cooking.

Another option is banner advertising where you pay to appear on
other sites and customers click through to your site. Some surfers find this
type of advertising annoying but it does get results. You normally pay for
such advertising on a CPM basis (cost-per-thousand)

Whatever tactics you use, remember that the number of websites, and
therefore your competition, is growing every single second.
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According to the article what are the advantages of using keywords?
How effective do you think this form of advertising is?

= Writing

In groups, write down 5 popular slogans in your language. Try to translate
them into English. Read them out to the other groups and see if they can
guess which products your translated slogans refer to.

»  Discussion

1. How do you think advertisements vary between countries? Read the
opinions below. Do any of them surprise you?
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