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HEPE/IMOBA

[Tocionuk “English for Management and Marketing” nnst cryneHTiB JIeHHOT
Ta 3204HOI (POPMH HABYAHHS €KOHOMIYHUX CIEHIAIbBHOCTEH ™ CTBOPEHO BiJMOBIIHO
710 BUMOT MIPOrpaMu 3 1HO3EMHUX MOB JJISl CTYACHTIB 1-2 KypciB HEMOBHHX BY3iB.

Mera, Ky CTaBWJIM TIepea COO0I0 aBTOPH IMOCIOHWKA, MOJSATAE B IMiATOTOBII
MaiOyTHIX (paxiBLIB O CaMOCTIHHOTO OMNPALIOBaHHS, YMTAHHA Ta PO3YMIHHS
($axoBO CIIPSIMOBAHOTO HABYAJILHOTO MaTepialy aHTIHCHKOI MOBOIO. Y€l TEKCTH
nociOHMKA TEMAaTUYHO CHIBBIIHOCATHCA 3 MaOYTHIMU TIPO(ecisiMU CTYICHTIB.

[TociOHMK cKiagaeThcs 3 IBOX TemarudyHux posxaimie: Chapter 1 —
Management; Chapter 2 — Marketing. Ycboro nmociOHMK MICTHTh 18 ypokiB, sKi
pPO30UTI HA JBI YACTUHU: OJHA OMPALbOBYETHCS CTYACHTAMH IiJ] 4ac ayJUTOPHOI
poboru (Class Assignments), a uactuna Self-study mae Ha MeTi camocTiiiHe
OTpalIOBaHHSA CTYJICHTAMH MaTepially, BABYCHOTO Pa30M B BUKJIAJA4YEM.

[Ilogo camux TEKCTIB, TO iX MOOYJOBAaHO 3 JOTPUMAHHSIM JTUIAAKTUYHOTO
NPUHIIMITY HAPOCTaHHS JIEKCUKO-TpaMaTHUYHUX TpyaHomiB. lle cTocyeThcs sk
ni0paHux 13 (axoBHUX IMEPHIOHKEPENT 1 BIAMOBIAHUM YHUHOM OIPAlbOBAHUX 1
a/IaTOBAaHUX aHTJINCHKUX TEKCTIB, TaK 1 CTBOPEHUX aBTOPAMH, 3 BUKOPHCTAHHSAM
TUX YH 1HIIHUX JpKepes. SK Ti, Tak 1 1HIII TEKCTH ONPalbOBYBAIUCH 1 BHOCHIIUCH JI0
MIIPYYHUKA 3 METOK BHUPOOUTH Yy CTYAEHTIB BMIHHS YWTaTH, NEpPEeKIalaTv
JiTepaTypy 31 CBOro ManMOyTHbOro (haxy, pO3YMITH, OpIEHTYBaTHUCA B HIH 1
BH100yBaTH 3 HET HEOOX1AHY (paxoBy iHGOPMAIIIIO.

[Topsiz 13 OCHOBHUM 3aBAaHHSIM, 1110 MAa€ BUPIITYBATUCH 32 JTOMIOMOIOIO IIOTO
NOCIOHMKA — HAaBYaHHS YUTAHHIO Ta PO3YyMIHHIO ()aXxOBO OPIEHTOBAHOI JIITEPATYypPH,
BUKOPUCTAaHHS HOTO CIY)XHTh TaKOXX peaizaiii ¥ 1HIIOT METH — BUPOOJIEHHS
HAaBUYOK MIATOTOBJIEHOIO 1 HEIMATOTOBJICHOIO MOBJIEHHS B MeEXKax 3aCBOCHOI
npodeciitHoi TemaTtrku. Came TOMY BIPaBH Yy MOCIOHUKY MOAUIAIOTHCS Ha MOBHI
Ta BIIpaBU JJI1 CAaMOCTIHHOTO ompaltoBanHs cTyneHToM (Self-study). Bopasu mis
CaMOCTIITHOTO OIpAaIfOBaHHSI BUKOHYIOTHCSI BIOMA, JESKi 3aBJaHHS CIPSIMOBYIOTh
CTYJICHTIB JO 3IAMO0BiI Ha Oyab-fKe TUTAHHS 3a TEKCTOM, psJ 3aBJaHb
BUKOHY€THCS THCHMOBO 1 HOCHTH TECTOBMH xapakTep. MOBHI 3aBIaHHS
BUKOHYIOTBCSI B ayIUTOPIi. YChOro y mNociOHUKY 0sin3bK0 50 BUIIB rpaMaTUYHUX 1
JICKCUYHHX BITPaB.



UNIT 1

CHAPTER 1

MANAGEMENT

INTRODUCTION TO MANAGEMENT

VOCABULARY

CLASS ASSIGNMENTS

to be involved (in smth)

OyTH MPUYETHHUM (JIO YOTOCBH)

effort 3YCHILIS

attainment JOCATHEHHS, HA0YTTS

purposive I1JICCTIPSIMOBAHUH;, PITITYIHIA
pre-determined 3aaHNN; 3a3aJIeT1 b BCTAHOBIECHUN
enterprise H1ITPUEMCTBO; ipMa, KOMIaHis

to launch MOYMHATH (J151TH), 3aITI0YATKOBYBATH, ITYCKATH B Xi]T
to achieve JOCSATATH; JIOMaraTucs; 3100yBaTH
to conduct surveys IPOBOJIUTH OTIUTYBAHHS

profit puOyTOK

to put into use BBOJIUTH B 00ir

conducive (to) CTIIPUSITIIUBUI

to ensure 3a0e3nevyBaTu; rapaHTyBaTH

availability HasBHICTh; JOCTYIHICTh

wage 3apo0iTHA MJIATHS

salary TJIATHS, OKJIAJ; 3ap0o0iTHA IJ1aTa Ciry>K00BIIs
regulations IIOJIOXKCHHSI, IIpaBUJjIa, CTaTyT

appropriate BIJINOBITHUMN, TIXOSAIININ; JTOPECUHHMI

wastage HepallloHAJIbHE BUKOPHUCTAHHSI PECypCiB

to execute BUKOHYBATH, 3alPOBA/KyBaTH, 3A1HCHIOBATH

to provide (with) nocTayaTH, 3a0e3rneuyBaTH

blend CyMiIll; 3MIIITyBaHHS

approach X

employee pOOITHHK; CITy)KOOBEIb; TOW, XTO MPAITIOE TIO HANMY
to accept IIPUMMATH; TOTOJUKYBATUCS; PearyBaTy NO3UTUBHO
to handle TIOPATHCS; YIIPABJISTH; KOHTPOJIIOBATH,

PO3MOPSKATUCS

in this respect

B IIbOMY aCMEKTI

entire

TTOBHHM, IIJIMH, BECh

staff

IITaT; ePCOHaJ, 0COO0OBUI CKIaJ, CIIBPOOITHUKH




l. Complete the table with the missing parts of speech.

noun verb adjective
communication
motivate
manage
attainment
achievable
organization
effect

determined

regulate

respond

MEMORIZE !

Emdartruna koncrpykuis It is (was) ... who (which, that, when)...
BXKHMBAETHCS UIA HaJaHHS EMOLIHHOTrO 3a0apBiieHHS OyIb-SKOMY 4JICHY pPEYEHHS, OKpiM
NpUCYKa Ta HaWYacTilIe TMepeKiIagaeThesi yKpaiHcbkuM cioBocnoiaydenHsm CAME/HIXTO
(HIILIO) IHIINM+06'exT.

Hanpuxknan:

« It was John who told me about that- HixTo inmmii six J[>)kOH po310BiB M€Hi Ipo II€.

*It was in the garden that we met. (ITopisusiire: We met in the garden.)

Mu 3ycTpinuck came B cany.

*It is the knowledge that makes us strong.

Came 3HaHHs pOOJISITh HAC CUIIBHUMU

Il. Read and translate the following sentences into Ukrainian, paying
attention to the emphatic construction.

1. It is only through effective management that companies are developing and
executing their business’s policies and strategies to maximize their profits and
provide with the best of products and services.2. It was Peter Drucker who first
gave the definition of management. 3. It is a blend of both efficiency and
effectiveness which makes a good management style. 4. It is in the top-down
approach where the management makes the decisions, which the employees have
no choice but to accept. 5. It is the four management concepts that allow any
organization to handle the tactical, planned and set decisions. 6. It is in this respect
that management is considered an art and a science as well. 7. It was at the ancient
times when men started learning the art of organizing, strategizing (during wars)
and simply planning.

I11. Transform the sentences using ‘It is (was) ... who (which, that, when)...”
construction to emphasize the underlined words.

1. The foundation area of management is planning. 2. The manager must
coordinate the activities of the entire system (organization) or one of the many
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subsystems (departments) within the organization. 3. Working under the directing
function helps the management to control and supervise the actions of the staff.
4. The classical approach was launched in the early 1990s. 5. A French
industrialist, Henry Fayol, wrote in 1516 a classic definition of the manager's role.

V. Look at the adjectives for describing managers. Find three of them in each
list, which appear under the wrong heading.

Good managers:

approachable, charming, committed, cruel, decisive, disciplined, encouraging,
enthusiastic, experienced, helpful, independent, insensitive, knowledgeable,
motivated, optimistic, patient, professional, reliable, responsible, timid, trustworthy
Bad managers:

arrogant, careless, confident, deceitful, dishonest, efficient, lazy, indecisive,
inexperienced, irresponsible, persistent, pessimistic, rude, unenthusiastic,
unprofessional, unreliable, untrustworthy

V. Discuss the questions below.

1. What are the 5 best qualities for a manager to have? Why?

2. What are some specific things that good managers do? What are some specific
things that good managers avoid doing?

3. What are the 5 worst qualities for a manager to have? What are some negative
things that can happen if a manager has these qualities?

4. What are some specific things that bad managers do?

5. Why do you think bad managers are given management positions?

6. What is management? An instinct or a set of skills and techniques that can be
taught?

V1. Read and translate the text. Find emphatic constructions in it.
TEXT 1

DEFINITIONS OF MANAGEMENT

Management is a universal phenomenon. It is a very popular and widely
used term. All organizations - business, political, cultural or social are involved in
management because it is the management which helps and directs the various
efforts towards a definite purpose. According to Harold Koontz, “Management is
an art of getting things done through and with the people in formally organized
groups. It is an art of creating an environment in which people can perform as
individuals and can co-operate towards attainment of group goals”. According
to F.W. Taylor, “Management is an art of knowing what to do, when to do and see
that it is done in the best and cheapest way”.

Management is a purposive activity. It is something that directs group
efforts towards the attainment of certain pre-determined goals. It is the process of
working with and through others to effectively achieve the goals of the
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organization, by efficiently using limited resources in the changing world. Of
course, these goals may vary from one enterprise to another. E.g.: For one
enterprise it may be launching of new products by conducting market surveys and
for other it may be profit maximization by minimizing cost.

Management involves creating an internal environment: - It is the
management which puts into use the various factors of production. Therefore, it is
the responsibility of management to create such conditions which are conducive to
maximum efforts so that people are able to perform their task efficiently and
effectively. It includes ensuring availability of raw materials, determination of
wages and salaries, formulation of rules & regulations etc.

Therefore, we can say that good management includes both being effective
and efficient. Being effective means doing the appropriate task i.e, fitting the
square pegs in square holes and round pegs in round holes. Being efficient means
doing the task correctly, at least possible cost with minimum wastage of resources.

NOTES

peg — KiJIOUOK, IePEB’ SIHUI [IBSIX

VI1. Are these sentences true or false? Correct the false sentences:

1. Only several types of organizations are involved in management.

2. Management is an art of creating an environment in which people can work

individually and in cooperation aiming to achieve group goals.

3. Management is an intentional activity with a clear purpose.

4. The goals of management are the same in every organization.

5. Management is responsible for creating effective working environment.

6. Creating an internal environment includes ensuring availability of raw

materials, determination of wages and salaries, formulation of rules & regulations.

7. Good management includes nothing but being efficient.

8. Being effective means doing the right task, while being efficient means doing
the task right.

VI11. Choose the correct alternative:

1. All organizations - business, political, cultural or social are
involved/considered in management.

2. Management is an art of getting things done thorough/through and with the
people in formally organized groups.

3. Itis an art of creating an environment/society in which people can perform as
individuals and can co-operate towards attainment of group goals.

4. Management is a purposive/ unreasonable activity.

5. Management is the result/process of working with and through others to
effectively achieve the goals of the organization.

6. An enterprise is launching new products by doing/conducting market surveys.
7. Management involves creating an internal/external environment.

8. It is the management whom/which puts into use various factors of production.
9. Management must create conditions important/conducive to maximum efforts

9



of people.

10. Being efficient/effective means doing the appropriate task.

I X. Fill in the blanks with appropriate words:

regulations attainment

launched achieve enterprise

pre-determined conducive to salary to ensure approach

1. Organization theory assumes that institutions are homogeneous and that

therefore the entire

should be organized the same way.

2. They created an appropriate framework for investment and
trade sustainable development.

3. Order and discipline can be maintained by rules, , and
standard operating procedures.

4. The new product must be by January

5. Managers the desired goals through the key functions of

planning, organizing, directing, and controlling.
6. It's important to set goals both for your employees to achieve and for you to

accomplish as the owner

a happy workplace.

7. Managers are ultimately responsible for the of results
through the specialized efforts of other people, whether individually, in
groups, or in organizations.

8. A fitting

and benefit package for judges should be

considered not only a reward for difficult and honest work, but also one
measure to prevent corruption.

9. The behavioral

uses the concept of psychology,

sociology, anthropology and other behavioral sciences to assist managers in
understanding human behavior in the work environment.

10.Losses are always

so that | can measure my risk.

X. Match the words and their definitions.

1 | wastage A | a mixture of different substances or other things

2 | to provide (with) B | give an affirmative answer to an offer; say yes

3 | blend C | with no part left out; whole

4 profit D equip or supply someone with (something useful or
necessary)

employee a financial gain, especially the difference between

5 E | the amount earned and the amount spent in buying,
operating, or producing something

6 | to accept F | manage (a situation or problem)

7 to handle G the action or process of losing or destroying
something by using it carelessly or extravagantly

8 | to execute H | all the people employed by a particular organization
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9 | entire | | put (a plan, order, or course of action) into effect

10 staff 3 | @person employed for wages or salary, especially at
non-executive level

XI. Match the words in the right column with the words in the left column to
make word combinations.

1 | universal a | wastage

2 | to direct b | a new product

3 | to get C | groups

4 | formally organized d | efforts

5 | attainment of e | atask

6 |touse f | things done

7 | to launch g | phenomenon

8 | conduct h | limited resources

9 | perform i | group goals

10 | minimum j | surveys
SELF-STUDY

I. The following are typical management tasks. Key words have been
scrambled. Unscramble them.

. mcocatmunie with staff

. remacop results with targets
. decide tyatsreg

. empower staff to take oscidensi
. ftiidyen needs
. manage seursroce

. Set btivoecejs

. temivaot subordinates

coO~NOoOOOUTh WN P

II. Read the text and learn more about management tasks and their
Importance:

TEXT 2

WHY STUDY MANAGEMENT

The reasons for studying management are numerous, and its importance
can hardly ever be doubted.

First and foremost management helps in achieving group goals. It arranges
the factors of production, assembles and organizes the resources, integrates the
resources in effective manner to achieve goals. It directs group efforts towards
achievement of pre-determined goals. By defining objective of organization clearly
there would be no wastage of time, money and effort. Management converts
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disorganized resources of men, machines, money etc. into well-established
enterprise. These resources are coordinated, directed and controlled in such a
manner that enterprise works towards attainment of goals.

The second reason is that management provides optimum utilization of
resources. It utilizes all the physical and human resources productively. This leads
to efficacy in management. Management provides maximum utilization of scarce
resources by selecting its best possible alternate use in industry from out of various
uses. It makes use of experts, their professional skills and knowledge, which leads
to their proper utilization and avoids wastage. If employees and machines are
producing their maximum there is no under employment of any resources.

Effective management also aims at reducing costs. It gets maximum results
through minimum input by proper planning and by using minimum input and
getting maximum output. Management uses physical, human and financial
resources in such a manner which results in best combination. This helps in cost
reduction.

Proper Management establishes sound organization with no overlapping of
efforts (smooth and coordinated functions). To establish sound organizational
structure is one of the objectives of management which is in tune with objective of
organization as a whole. For fulfilment of this, management establishes effective
authority and responsibility relationship i.e. who is accountable to whom, who can
give instructions to whom, who are superiors and who are subordinates.
Management fills up various positions with right persons, having right skills,
training and qualification. All jobs should be cleared to everyone.

Furthermore, management establishes equilibrium. It enables the
organization to survive in changing environment. It keeps in touch with the
changing environment. With the change of external environment, the initial co-
ordination of organization must be changed. So it adapts organization to changing
demand of market / changing needs of societies. It is responsible for growth and
survival of organization.

Finally, management is essential for prosperity of society as a whole.
Efficient management leads to better economical production which helps in turn to
increase the welfare of people. Good management makes a difficult task easier by
avoiding wastage of scarce resources. It improves standard of living. It increases
the profit which is beneficial to business therefore enabling society to get
maximum output at minimum cost by creating employment opportunities which
generate income in hands. Organization comes with new products and researches
beneficial for society.

I11. Are these sentences true or false? Correct the false sentences:

1. The importance of studying management is disputable.
2. Defining clear objectives helps to save resources.
3. Effective use of resources helps in cost reduction.
4. The task of management is to fill up various positions with appropriate
employees.
12



5. Management aims to keep the organization unchanged in a changing
environment.
6. Proper management is conducive to prosperity of people.

IV. Find and write in the table below 9 verbs collocating with the word
resources in the text. The initial letters of the verbs are given

a _______
O _______
Managers P resources
C ______
C _________
d_____
C ______
u ______
u —_—
V. Choose the correct variant a, b, c or d to fill in the gaps:
1. Management disorganized resources of men, machines, money
etc. into well-established enterprise.
a) helps b) converts C) promotes d) improves
2. If employees and machines are producing their there is no
under employment of any resources.
a) efforts b) goods C) maximum d) services
3. Effective management also at reducing costs.
a) leads b) monitors C) aims d) introduces
4. To sound organizational structure is one of the objectives of
management which is in tune with objective of organization as a whole.
a) compile b) estimate c) enhance d) establish
5. With the of external environment, the initial co-ordination of
organization must be changed.
a) appearance b) change ¢) introduction  d) reduction

V1. Translate the following sentences into English using emphatic

construction:

1. Came MeHEIKMEHT BIJIMOBIJIA€ 3a CTBOPEHHS BHYTPIINIHBOIO CEPEJAOBHIIA,
CIPUSITIIMBOTO JJIsl JOCATHEHHS 111 opranizaiiii.

2. Himo ixme, sk eheKTUBHE BUKOPUCTAHHS HEIOCTATHIX PECypCiB, JomoMarae
MEHEeKEpaM 3MEHIITUTH BUTPATH HA BUPOOHHIITBO.

3. Came diTKe IUIaHYBaHHSA € HAWBaXJIMBIIIOK CKJIAJ0BOIO aaMIHICTPATUBHOI
poboTH.
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4. HixTo iHmMNA, SK aMepUKaHChbKUM TMCbMEeHHHMK [litep Jlpakep, ommcan
HalCcyTTeBiNI (YHKIIT MEHEKEPIB.

5. Knacuunuii migxin A0 MEHEIKMEHTY OyB 3alouaTKOBaHUN caMme Ha IMOYaTKy
1990 pokis.

UNIT 2
BASIC FUNCTIONS OF MANAGEMENT.
PLANNING AND ORGANIZING

Managers achieve the desired goals through the key functions of (1)
planning, (2) organizing, (3) directing, and (4) controlling. Some would include
leading as a managing function, but for the purposes of this discussion, leading is
included as a part of directing.

These key functions of management are applied throughout an organization
regardless of whether it is a business, a government agency, or a church group. At
each level of management, the four key functions of planning, organizing,
directing, and controlling are included.

CLASS ASSIGNMENTS

VOCABULARY

to assess OLIIHIOBATH

upcoming MarOyTHIH, OYIKyBaHHH

to implement BUKOHYBATH, 3JIIHCHIOBATH; 3aIIPOBA/KYBATH B JKUTTS
to occur TPaIUISITUCS, BIIOYBAaTUCS; 3yCTpIYaTUCS

to assemble MOHTYBATH, 30UpaTH

to concern CTOCYBATHCSI, MAaTH BiTHOIIICHHSI

to oversee 3M1MCHIOBATH HAIJISJ; CIIOCTEPIraTH 3a

acquire 3100yBaTH; JOCATATH; ONTAHOBYBATH (3HAHHSIMM)
contingency IMOBIPHICTb, MOJIMBICTh; Henepe0aueHa o0CTaBuHa
clientele KITIEHTYpA; TOCTIHHI TOKYIIIT

ample psicHuii; Oaratuii (Ha pecypcu); (IIIIKOM) TOCTaTHIM
benefit niepeBara, puBiJIeii; KOPUCTh, OJ1aro; BUroaa

to fit into TOYHO IiJIXOTUTH, BIIUCYBATHUCS (B MIEBHI PAMKH)

to allow IO3BOJIATH, JABATH MOXKJIUBICTh

supplier I0CTaYaJIbHUK

rapidly IIBH]IKO, CTPIMKO

warehouse CKJIQJI, CKJIQJICBKE MPUMIIIICHHS, TOBAPHHUIA CKJIa]I
inventory HasiBHI TOBApH; 3a11ac, pe3epB

interim TUMYACOBUH; MONEPEIHIN; MPOMIKHUN

provisional TUMYaCOBHUI; TIONEPE/IHIM, YMOBHUM

scope maciTad, chepa, nose (AisUIbHOCTI)

14



target MIIIEHb, I[1JIb; 00'€KT

to set out (TokJ1aIHO) BUKJIAIaTH (HAMp., CBOT MIPKYBaHHs)

to adopt npuiiMaTH; 3aCBOIOBATH; BUOUpATH

l. Match management functions with their definitions

1 | Planning a | Job analyzing, recruitment, and hiring individuals
for appropriate jobs

2 | Organizing b | Checking progress against plans

3 | Staffing ¢ | Determining what needs to be done in a situation
and getting people to do it

4 | Leading/Directing d | Deciding what needs to happen in the future (today,

next week, next month, next year, over the next 5
years, etc.) and generating plans for action.

5 | Controlling/Monitoring | e | Stimulating employees to work effectively and
perform to their maximum

6 | Motivating f | Implementation; making optimum use of the
resources required to enable the successful carrying
out of plans

I1.* All the words in the box concern planning. Match each term with the
correct definition (2-11). The answers include the word plan eight times.

action budget business contingency interim tactical
objectives strategic operational planning provisional

1. A plan that focuses on the whole organization, internal and external factors; and
actions necessary to reach long-term goals. strategic plan

2. A process that focuses on the future of an organization and how to reach certain
targets.
3. The results or targets  that management  thinks are
desirable.

4. A plan for a specific part of the wider organization, usually narrower in scope
and over a shorter time period.
5. A specific short-term plan to realize a narrow  single
objective.
6. A short term and temporary plan.
7. A tnial plan, which may or may not Dbe adopted
permanently.
8. A plan which explains a new commercial activity or new company and how to
start it.

9. A plan of what to do, often indicating individual responsibilities, often short-
term.
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10. A plan which sets out the forecast costs of a project or activity.

11. A reserve plan which will only be used if necessary.

I11. Find English equivalents of the following phrases in the text.

OcHoBHa c@depa; Ha gaHWUN Yac; JOpeyHa JIHISA TMOBEAIHKH, BUPOOHHYE
MiAIPUEMCTBO; CKIQJaHHS MOIYJIbHUX OYIUHKIB, 3arajbHe (YHKI[IOHYBaHHS;
Oe3KIHEUHHMI mpollec; BHYTPIIIHI Ta 30BHINIHI YWHHUKH; CHJIBHI Ta ClaOKi
CTOPOHH, MOKJIMBOCTI Ta 3arpo3d; BUKOHYBAaTH MpPU3HAUCHI 3aBJaHHSA; MEPBICHI
IJIaHW; CYCIAHIM TOCTadaabHUK; TOBHUW 3amac KapKacHOTO KPYIJIOTO JICY;
MPOJOBKUTH OYAIBHUIITBO; MOMEPEAHII MOCTavYaIbHUK.

V. Discuss the questions below.

1. What is planning? Is it important to plan your activity?

2. Do you usually plan your working days/weeks or some special events? If yes, in
what way?

3. What actions and steps should organizational planning include?

V. Read and translate the text.
TEXT 1

PLANNING

No matter what you are doing, you have to plan it out first. You have to set
your goals straight and decide how you are going to achieve them. You have to
decide how much money or time you will invest and how many people you will
employ. On this step you are doing simply what the name of the step means, you
are planning.

Planning is the foundation area of management. It is the base upon which all
areas of management should be built. Planning requires administration to assess
where the company is presently set, and where it would be in the upcoming. From
there an appropriate course of action is determined and implemented to attain the
company’s goals and objectives. Planning in any organization occurs in different
ways and at all levels. A top-level manager, e.g. the manager of a manufacturing
plant, plans for different events than does a manager who supervises, say, a group
of workers who are responsible for assembling modular homes on an assembly
line. The plant manager must be concerned with the overall operations of the plant,
while the assembly-line manager or supervisor is only responsible for the line that
he or she oversees. Planning is unending course of action.

Planning could include setting organizational goals. This is usually done by
higher-level managers in an organization. As a part of the planning process, the
manager then develops strategies for achieving the goals of the organization. In
order to implement the strategies, resources will be needed and must be acquired.
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The planners must also then determine the standards, or levels of quality, that need
to be met in completing the tasks.

In general, planning can be strategic planning, tactical planning, or
contingency planning. Strategic planning is long-range planning that is normally
completed by top-level managers in an organization. Examples of strategic
decisions managers make are what the customer or clientele should be, what
products or services should be sold, and where the products and services should be
sold. In strategic planning, management analyzes inside and outside factors that
may affect the company and so objectives and goals. Here they should have a study
of strengths and weaknesses, opportunities and threats. For management to do this
efficiently, it has to be very practical and ample.

Short-range or tactical planning is done for the benefit of lower-level
managers, since it is the process of developing detailed strategies about what needs
to be done, who should do it, and how it should be done. To return to the previous
example of assembling modular homes, as the home is nearing construction on the
floor of the plant, plans must be made for the best way to move it through the plant
so that each worker can complete assigned tasks in the most efficient manner.
These plans can best be developed and implemented by the line managers who
oversee the production process rather than managers who sit in an office and plan
for the overall operation of the company. The tactical plans fit into the strategic
plans and are necessary to implement the strategic plans.

Contingency planning allows for alternative courses of action when the
primary plans that have been developed don't achieve the goals of the organization.
In today's economic environment, plans may need to be changed very rapidly.
Continuing with the example of building modular homes in the plant, what if the
plant is using a nearby supplier for all the lumber used in the framing of the homes
and the supplier has a major warehouse fire and loses its entire inventory of
framing lumber. Contingency plans would make it possible for the modular home
builder to continue construction by going to another supplier for the same lumber
that it can no longer get from its former supplier.

NOTES

assembly line - ckiaganbHUi KOHBEED
lumber— nunomarepianu; po3nuiIsTHUA a00 PO3KOIOTHH JIiC; KPYTIIHIA JIic

V1. Are these sentences true or false? Correct the false sentences:

1. Planning requires administration to assess where the company is now, and
where it would be in the future.

2. Planning in any organization occurs in similar ways at top levels.

3. Planning is everlasting course of action.

4. Setting organizational goals is usually done by higher-level managers in an
organization.

5. Resources will be needed and must be acquired in order to implement the
strategies.

6. SWOT analysis is used in strategic planning.
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7. Contingency planning is the process of developing detailed strategies about
what needs to be done, who should do it, and how it should be done.

8. The short-range plans fit into the strategic plans and are necessary to implement
the strategic plans.

VII1. Choose the correct alternative:

1. Planning requires administration/staff to assess where the company is
presently set, and where it would be in the upcoming.

2. A top-level manager plans for similar/different events than a line manager
does.

3. Setting organizational goals is usually done by higher/lower-level managers in
an organization.

4. The manager organizes/develops strategies for achieving the goals of the
organization.

5. The planners must also determine the standards, or layers/levels of quality, that
need to be met in completing the tasks.

6. In strategic planning, management analyzes inside and outside factors that may
affect/conflict the company and so objectives and goals.

7. Tactical planning is done for the benefit of lower-level managers, science/since
it is the process of developing detailed strategies.

8. Clear plans must be made so that each worker can complicate/complete
assigned tasks in the most efficient manner.

9. Contingency planning allows/leads for alternative courses of action when the
primary plans that have been developed don't achieve the goals of the
organization.

10. In today's economic/economical environment, plans may need to be changed
very rapidly.

VIII. Fill in the blanks with appropriate words:

overall base possible resources clientele
oversee implemented primary benefit opportunities
1. Planning is the upon which all areas of management should be built.

2. After assessing the company an appropriate course of action is determined and
to attain the company’s goals and objectives.

3. The plant manager must be concerned with the operations of the
plant.

4. In order to implement the strategies, will be needed and must be
acquired.

5. Examples of strategic decisions managers make are what the customer or

should be, what products or services should be sold, and where.

6. Managers should have a study of strengths and weaknesses,
and threats.
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10.Contingency plans would make it

Short-range planning is done for the of lower-level managers.
Tactical plans can best be developed and implemented by the line managers
who the production process rather than managers who sit in an
office and plan for the overall operation of the company.

Contingency planning allows for alternative courses of action when the

organization.

plans that have been developed don't achieve the goals of the

for an organization to continue

production by going to another supplier if some problems with the initial

supplier occurred.

IX. Match the words and their definitions.

1 |supplier A | to happen
occur an activity undertaken based on strategic objectives
2 B |such as reduced cycle time, reduced cost, and
customer satisfaction
alternative degree to which an activity or initiative is successful
3 C |in achieving a specified goal; degree to which
activities of a unit achieve the unit's mission or goal
4 | assessment D | choice out of two or more options
5 | effectiveness E | a person or company that provides goods
efficiency any effort to gather, analyze and interpret evidence
6 F : : Y i
which describes organizational effectiveness
goal a prescribed, written sequence of actions to achieve
7 G |a goal, usually ordered in phases or steps with a
schedule and measureable targets
improvement a specific intended result of a strategy; often used
8 H |. : L
interchangeably with objective.
model a representation of a set of components of a process,
9 | system, or subject area, generally developed for
understanding, analysis, improvement, and/or
replacement of the process
plan degree of capability or productivity of a process,
10 J | such as the number of cases closed per year; tasks
accomplished per unit cost

X. Match the words in the right column with the words in the left column to
make word combinations.

1 | an appropriate course a | outside factors

2 | manufacturing b | plant

3 | higher-level c | the production process
4 | in the most efficient d | managers




5 | fit e | into
6 | oversee f | benefit of
7 | overall g | opportunities and threats
8 | inside and h | manner
9 | for the i | operation of the company
10 | strengths and weaknesses, j | of action

SELF-STUDY

Organizing is the function of management which follows planning. It is a
function in which the synchronization and combination of human, physical and
financial resources takes place. All the three resources are important to get
results.

l. The following are the steps with the help of which a manager performs
organizing function. Key words have been scrambled. Unscramble them.

1. fntideicioatni of activities

2. artepmdallyent organizing the activities
3. classifying the tyuoraith

4. co-ordination between authority and sibrtyoniliesp

Il.  Find English equivalents of the following words and phrases in the text:
y TOMY BUNAJIKy, KOJIU; B OCHOBHOMY; BHYTPILIHS aIMIHICTPATUBHA KOH(ITyparis;
3arajbHa CXeMa; JOKJIaJHO; ONUCYBaTH; MIAPO3AUL;, A0aTH MNpO IMIO-HEOYb;
Y3TO/KEHHSI IEPCOHATY; BUKOHYBATH 3aBJaHHs; epeaaBaTH MOBHOBAKECHHS.

I1l. Read and translate the text.
TEXT 2

ORGANIZING

The second function of management is getting prepared, getting organized. On
this step, you have to organize yourself to achieve what you have decided to
achieve in the first step. You need to start gathering the resources, to decide who
will do what (in case when more people are involved) and basically prepare
everything so you can start working. Through this process, management will now
determine the inside directorial configuration; establish and maintain relationships,
and also assign required resources.

Organizing refers to the way the organization allocates resources, assigns
tasks, and goes about accomplishing its goals. In the process of organizing,
managers arrange a framework that links all workers, tasks, and resources together
so the organizational goals can be achieved. The framework is called
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organizational structure, which can be discussed extensively. Organizational
structure is shown by an organizational chart.

President

[

Vice President
Management
Services

Vice President

Vice President
Creative Marketing
Services Services

e Production —_— g Purchasing

Vico President

Account
Services

Acco Acco
Sup«vlsor pervisor
Account
Executive

B Account
Executive

Personnel

Pic. 1 Sample organizational chart

The organizational chart that depicts the structure of the organization shows
positions in the organization, usually beginning with the top-level manager
(normally the president) at the top of the chart. Other managers are shown below
the president.

There are many ways to structure an organization. It is important to note that
the choice of structure is necessary for the type of organization, its clientele, and
the products or services it provides — all which influence the goals of the
organization.

While determining the inside directorial configuration, management ought to
look at the different divisions or departments. They also see to the harmonization
of staff, and try to find out the best way to handle the important tasks and
expenditure of information within the company. Management determines the
division of work according to its need. It also has to decide for suitable
departments to hand over authority and responsibilities.

IV. Are these sentences true or false? Correct the false sentences:

1. Through the process of organizing, management will determine the inside
directorial configuration.

2. In the process of planning, managers arrange a framework that links all workers,
tasks, and resources together so the organizational goals can be achieved.

3. The framework that links all workers, tasks, and resources together so the
organizational goals can be achieved is called organizational structure.

4. The organizational chart shows positions in the organization, usually leaving the
top-level manager (normally the president) out of the chart.
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5. There is a single way to structure an organization.
6. While determining the inside directorial configuration, management need to
look at the different divisions or departments.

V. Choose the correct variant a, b, c or d to fill in the gaps:

1. You need to start the resources, to decide who will do what and
basically prepare everything so you can start working.

a) gather b) find c) gathering d) improving
2. Organizing to the way the organization allocates resources, assigns
tasks, and goes about accomplishing its goals.

a) refers b) means c) implies d) supposes
3. Managers arrange a framework that links all workers, tasks, and resources
together so the goals can be achieved.

a) universal b) personal C) minor d) organizational
4. The of structure is necessary for the type of organization, its
clientele, and the products or services it provides.

a) matter b) choice c) built d) alternative
5. Management has to decide for suitable departments to hand authority
and responsibilities.

a) out b) away C) over d) apart

V1. Translate the following sentences into English using the dictionary:

1. IlnanyBaHHsS — TOJIOBHa (YHKIII MEHEIKMEHTY, sfKa mependavae
MPOTHO3YBaHHS, BHU3HAYEHHs LIUJIEH, CTpaTerii, MOJITUKHA 1 3aBJaHb MEBHOIO
(dbopMyBaHHS; O3HAYA€E CBIAOMMUIA BUOIp PIlIEHHS 1110 pOOOTH, K, KOMY 1 KOJIH.

2. Opranizamis Sk ¢QyHKIIS MEHEIKMEHTY ChpsMoBaHa Ha (HOpMyBaHHS
YIPABIIHCHKUX CUCTEM, a TAKOXK 3B'A3KIB 1 BIIHOCHH MK HUMH, 3a0€3MeUyI0UH
YIOPSIIKOBAHICTh ~ TEXHIYHOI, EKOHOMIYHOI, COIiaJbHO-TICHXOJIOTIYHOT 1
MIPaBOBOI CTOPIH AISUIBHOCTI KOXKHOTO Cy0'€KTa rOCTIOIapIOBAHHSI.

3. OnepatvBHE TUIaHYBAaHHA 1 YNPaBIiHHA BUPOOHUIITBOM Iepeadadae: po3pooky
OTEpaTUBHUX TUIAHIB; CKJIAJaHHs 3aBAaHb; 30ip 1H(OpMaIi NMpo BUKOHAHHS
poOIT; po3MOALT MaTepialbHUX 1 TPYJOBUX pECypciB; KOHTPOJb Ta
pEryJIOBaHHS BUPOOHUITBA; PO3POOKY ONMEpPaTUBHUX pILIEHb, KOHTPOJIb 3a
BUKOHAHHSM MPUAHATUX PIIIICHb.

4. KoxxHuil opraH Ta MIIPO3AUT YHPaBIIHHSA Y MEXKaX CBO€i KOMIETEHIi i€
BIJIMOBIJTHO /10 CBOIX (PYHKIIM YTNpaBliHHS Ta MPOBOJAUTH MEBHY pPOOOTY 31
30MpaHHs, CUCTEMATHU3allli, ONPAIIOBAHHS Ta aHAII3y 1H(POpMallii, 3 TATOTOBKU
Ta MPUUAHATTS PillleHb, TOBEACHHS iX 10 KOHKPETHUX BUKOHABIIIB.
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UNIT 3
FUNCTIONS OF MANAGEMENT:
DIRECTING AND CONTROLLING

CLASS ASSIGNMENTS

VOCABULARY

to supervise CIIOCTEpiraTu; HarjsAaTh; 3aBiAyBaTH; KEpyBaTu

to assist JIOIIOMAaraty, ClipusTH

to accomplish BUKOHYBATH; JIOCATaTH (4OT0O-HEOYIb); 3aBEPIIyBATH

to carry out JIOBOJIUTH JI0 KiHIIS, 3aBEpITyBaTH,; BUKOHYBATH (TIJ1aH)

taskmaster Opuranup, IECATHUK; BUKOHPOO; TOTIs a4

to bark out «BUTaBKyBaTH», TapKaTH, Ipy00 HaKa3yBaTH

support MIITPUMKA

sense of ownership BIIUYTTS MIPUUYETHOCTI, 0COOUCTOT BIAMOBIIAILHOCTI

to take pride MUIIATHACS

performer BUKOHABEIb, MPAIliBHUK

obvious SIBHHMI, OUCBHTHUI; 3p0O3YMIIHI; OaHAITBHUAN

empowerment JOpy4YeHHSI; (Y)TOBHOBaKCHHS

provoke 30y I)KyBaTH; CIIOHYKYBaTH

to surpass IepeBepITyBaTH; OOTaHATH

incentive 320X09YBAJILHUHN, CTUMYJTIOFOUHIA

{0 gear HaHpaBJ'fSITI/I 3a MMeBHUM, 3a3/1aJIeT1/1b HAMIYCHUM
iadoM; (t0) mMprUCTOCOBYBATH

to maintain HiATpUMYBaTH, 30epiraTi (y HAJIC)KHOMY CTaHI)

flowchart Onok-cxema, rpadik

alteration 3MiHa, nepedymoBa (Iporec)

outcome pe3yJabTar, HaclliI0K

feedback 3BOPOTHUM 3{3'5{30& BIJIMTOBITHA PEAKIIis; 3B'I30K
BUPOOHMKA 31 CIIOKHUBAYEM

delay 3aTpUMKa

insufficient HEIOCTaTHIN

straightforwardly IpsSIMO, BIIKPHUTO, BiABEPTO, OE3MOCEPETHBO

disallow BIIMOBJIATH; 3allepeuyBaTH; 3a00POHSITH; aHYJIIOBATU

consequence HACITI0K

to evaluate OL[IHIOBATH

ultimate OCTaTOYHMH, KIHIIEBHIi, OCHOBHMIA, IIEPBUHHMIA
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I. Match the words from two columns to make up minor management
functions. Decide to which of the four key functions they belong.

1. | communicating with a) | take decisions
2. | comparing results b) | strategy

3. | deciding C) | needs

4. | empowering staff to d) | quality standards
5. |time e) | staff

6. |identifying f) | in place

7. | managing g) | objectives

8. | monitoring h) | with targets
9. | putting systems 1) | supervision
10. | setting j) | new staff
11. | taking on k) | management
12. | team-building ) | resources

I1. Study the following table with causative verbs *let,” ""make', "*have," and

"'get."’
form meaning example
let + person + to allow - John let me drive his new car.
verb someone to do | - Will your parents let you go to the party?
something - I don't know if my boss will let me take the
day off
make + person + | to force - My teacher made me apologize for what |
verb someone to do | had said.
something - Did somebody make you wear that ugly
hat?
- She made her children do their homework.
have + person + | to give - Dr. Smith had his nurse take the patient's

someone the
responsibility
to do
something

verb

temperature.

- Please have your secretary fax me the
information.

- | had the mechanic check the brakes.

- to convince to
do something;

get + person + to
+ verb

- Susie got her son to take the medicine even
though it tasted terrible.

- to trick - How can parents get their children to read
someone into | more?

doing - The government TV commercials are trying
something to get people to stop smoking.

I11. Fill in the gaps with the necessary forms of the verbs let, make, have, and

get

1. Sam really wanted a dog, but his parents wouldn't him have a pet.
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2. | can't believe she you look at her vacation pictures again last night.

We have to look at those stupid pictures every time we go to her house.

3. I don't know how you convince your children to clean up their rooms. | couldn't
my children to clean up their rooms if my life depended on it.

4. Professor Shpak each of her students write an essay describing their
future goals in life.

5. Professor Shpak her students use a dictionary while they were taking
the test.

6. Debbie's husband hates the opera. But after days of nagging, she finally
him to go see the new production of La Boheme.

7. Rebecca Smith requested a copy of that expense report, so | the courier
take one over to her last week.

8. Marcus me drive his new BMW. | couldn't believe how quickly it
picked up speed.

9. My boss me get him coffee, pick up his dry cleaning and buy presents
for his wife. He can't do anything by himself!

10. The contract was very detailed, and it was essential that the wording be

absolutely correct. Therefore, | the translator recheck his work several
times to make sure there would be no misunderstandings.
11. Cheryl didn't want to wash her car, so with a little smooth talk she her

boyfriend to wash it for her.
12. The news coverage of the recent tornado was incredibly moving. The interview
with the little boy who lost his family in the tragedy everyone cry.

IV. Discuss the questions below.

1. Think of a famous leader you know and respect in any field (education, politics,
or social life). What instruments and techniques does he/she use to guide and
direct people?

2. What is more important for directing people: being a strong, charismatic
personality or having excellent communication skills?

3. What risks might a manager face while performing the directing/leading
function?

V. Read and translate the text. Pay attention to the use of causative verbs.
TEXT1

DIRECTING
Since you know what you want to do and since you know how you are going
to do it and you're ready to do it, let’s do it! On this step, you need to start leading
people to your goal. You need to motivate them and yourself as well, to achieve
your goal. On this step, it is very important to communicate with people who are
helping you (directly or just with information). You need to set “sub-leaders” or so
called lower management and make sure that smaller teams under you work as a
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team and communicate with each other good enough. It is very important to set up
teams correctly, that means to put the right person into the right team.

Directing is the third function of management. Working under this function
helps the management to control and supervise the actions of the staff. It helps
them to assist the staff in achieving the company’s goals and also to accomplish
their personal or career goals which can be powered by motivation,
communication, department dynamics, and department leadership.

Directing is the process that many people would most relate to managing. It
IS supervising, or leading workers to accomplish the goals of the organization. In
many organizations, directing involves making assignments, getting workers to
carry out assignments, interpreting organizational policies, and informing workers
of how well they are performing. To carry out this function, managers must have
leadership skills in order to have workers perform effectively.

Some managers direct by empowering workers. This means that the manager
doesn't stand like a taskmaster over the workers barking out orders and correcting
mistakes. Empowered workers usually work in teams and are given the authority to
make decisions about what plans will be carried out and how. Empowered workers
have the support of managers who will assist them to make sure the goals of the
organization are being met. It is generally thought that workers who are involved
with the decision-making process feel more of a sense of ownership in their work,
take more pride in their work, and are better performers on the job.

By the very nature of directing, it should be obvious that the manager must
find a way to get workers to perform their jobs. There are many different ways
managers can do this in addition to empowerment, and there are many theories
about the best way to get workers to perform effectively and efficiently.

Employees those which are highly provoked generally surpass in their job
performance and also play important role in achieving the company’s goal. And
here lies the reason why managers focus on motivating their employees. They
come about with prize and incentive programs based on job performance and
geared in the direction of the employees requirements.

It is very important to maintain a productive working environment, building
positive interpersonal relationships, and problem solving. And it can be done only
with effective communication. Understanding the communication process and
working on area that needs improvement, lets managers become more effective
communicators. The finest technique of finding the areas that require improvement
Is to ask themselves and others at regular intervals, how well they are doing. It
leads to better relationship and helps the managers for better directing plans.

V1. Are these sentences true or false? Correct the false sentences:

1. Managers need to set “sub-leaders” and make sure that smaller teams under
them work as a team and communicate with each other good enough.

2. Directing helps managers to assist the staff in achieving the company’s goals
and also to accomplish their personal or career goals.

3. Planning means supervising, or leading workers to accomplish the goals of the
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organization.

4. Managers must have poor leadership skills in order to have workers perform
effectively.

5. Empowering workers means giving them authority to make decisions about
what plans will be carried out and how.

6. Empowerment is the best way to get workers to perform effectively and
efficiently.

7. Employees those which are highly provoked play important role in achieving
the company’s goal.

8. Effective communication is the right way to maintain a productive working
environment, building positive interpersonal relationships, and problem solving.

V1. Choose the correct alternative:

1. It is very important to communicate/argue with people who are helping you
(directly or just with information).

2. Directing is the process that many people would most associate/relate to
managing.

3. Directing involves doing/making assignments, interpreting organizational

policies, and informing workers of their performance.

Some managers direct by empowerment/empowering workers.

Empowered workers have the support/authority of managers who will assist

them to make sure the goals of the organization are being met.

6. Workers who are involved with the decision-making process feel more of a
sense of ownership/belonging in their work.

7. There are many theories about the best way to make/get workers to perform

effectively and efficiently.

It is very important to maintain/sustain a productive working environment.

9. Understanding the communication process and working on area that needs
escalation/improvement, lets managers become more effective
communicators.

10. Communication leads to better relationship/conversation and helps the
managers for better directing plans.

o &

©

VIII. Fill in the blanks with appropriate words:

perform technique surpass powered obvious

authority set up taskmaster incentive pride

1. It is very important to teams correctly, that means to put the right
person into the right team.

2. Achieving the company’s goals can be by motivation,

communication, department dynamics, and department leadership.
3. To carry out directing function, managers must have leadership skills in order to
have workers effectively.
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The manager doesn't stand like a

orders and correcting mistakes.

Empowered workers usually work in teams and are given the to

make decisions.

Workers who are involved with the decision-making process take more
in their work, and are better performers on the job.

over the workers barking out

7. By the very nature of directing, it should be that the manager must
find a way to get workers to perform their jobs.

8. Highly provoked employees generally in their job performance
and also play important role in achieving the company’s goal.

9. Managers come about with prize and programs based on job
performance and geared in the direction of the employees requirements.

10.The finest of finding the areas that require improvement is to ask

themselves and others at regular intervals, how well they are doing.

IX. Match the words and their definitions.

1 | empowerment A | to help

2 | directing B | a change in smth that makes it better

3 | to assist C | todo and complete a task

4 | team D | supervising or leading

5 | to maintain E | a group of people working together

6 | improvement F | smth that encourages and motivates you to do smth
7 |incentive G | giving the authority to do something

8 | obvious H | working conditions

9 | environment | | Easy to see or understand

10 | to carry out J | to keep smth in a good condition, to preserve

X. Match the words in the right column with the words in the left column to
make word combinations.

1 | finest a | mistakes

2 | productive b | programs

3 | to perform c | plans

4 | to carry out d | working environment
5 | to bark out e | policies

6 | sense f | effectively

7 | incentive g | technique

8 | effective h | of ownership

9 | organizational i | orders

10 | to correct j | communication
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SELF-STUDY

On the final step, you need to control how people are working, and to make
sure that everyone is doing their best and also to replace them if their best is not
good enough for you. On this step, you need to check if you have planned well and
if you have managed to achieve your goals.

I. Complete the dialogue with suitable words from the box.

action alterations communication constant feedback
flowchart goals goal-setting measure monitoring
objectives outcomes performance process- setting

Student: So, we've looked at different areas of management control. How actually
does a manager carry out the control function in his or her job?

Trainer: Good question! Well, controlisa (1) process.

Student: Of course.

Trainer: Management is dynamic, change is a constant. So control is also a

(2) . Management control is a process of
(3) and (4) organizational activities to
meet organizational (5) . This process involves constant
(6) (7) IS very important.

Student: Is it possible to construct a (8) at all levels, so to illustrate the
process?

Trainer: Yes; | think we can. First we have the desired (9) .These are
part of agreed (10) . The manager then establishes (11) __ plans,
and ways to monitor (12) :

Student: And so we (13) performance.

Trainer: Correct. And the next step?

Student: We compare performance with targets and make any necessary
(14) . We may also change aspects of the work.

Trainer: Yes. We can complete a loop here, through feedback. This informs future
action and (15)

Il.  Find English equivalents of the following words and phrases in the text:
Kopuryroui Ta mnpodimakthuHi [Aii; BCTAHOBIIOBATH poOOYl  CTaHIAPTH;
NpaliBHUKH, IO COPUYMHSIOTh 3aTPUMKY; HEJOCTATHS KUIbKICTh; Oe3nepepBHUMN
MpoIieC; 30BHIIIHI (paKTOpH; MPEBEHTUBHI MIpH IIOJ0 HETAaTUBHUX HACIIIKIB;
NOJAJbII TPOOJIEMH PO3BUTKY.

I1l. Read and translate the text.
TEXT 2
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THE FINAL FUNCTION: CONTROLLING

Control, the last of four functions of management, includes establishing
performance standards which are of course based on the company’s objectives. It
also involves evaluating and reporting of actual job performance. After these
points are studied by the management and actual performance is compared to the
objectives, further corrective and preventive actions are necessary. It is the process
of determining if the company's goals and objectives are being met. This process
also includes correcting situations in which the goals and objectives are not being
met. There are several activities that are a part of the controlling function.

Managers must first set standards of performance for workers. These
standards are levels of performance that should be met. For example, in the
modular home assembly process, the standard might be to have a home completed
in eight working days as it moves through the construction line. This is a standard
that must then be communicated to managers who are supervising workers, and
then to the workers so they know what is expected of them.

After the standards have been set and communicated, it is the manager's
responsibility to monitor performance to see that the standards are being met. If the
manager watches the homes move through the construction process and sees that it
takes ten days, something must be done about it. The standards that have been set
are not being met. In this example, it should be relatively easy for managers to
determine where the delays are occurring. Once the problems are analyzed and
compared to expectations, then something must be done to correct the results.
Normally, the managers would take corrective action by working with the
employees who were causing the delays. There could be many reasons for the
delays. Perhaps it isn't the fault of the workers but instead is due to inadequate
equipment or an insufficient number of workers. Whatever the problem, corrective
action should be taken.

In an effort of solving performance problems, management should higher
standards. They should straightforwardly speak to the employee or department
having problem. On the contrary, if there are inadequate resources or other external
factors which disallow standards from being attained, management has to lower
their standards as per requirement. The controlling processes in comparison with
other three functions, is an ongoing continuous process. It helps managers in taking
necessary preventive measures against negative consequences. Management can
also recognize any further developing problems that need corrective actions.

Effective and efficient management leads to success, the success where it
attains the objectives and goals of organization. Of course for achieving the
ultimate goal and aim managers need to work creatively at problem solving in all
the four functions.

IV. Are these sentences true or false? Correct the false sentences:

1. Control includes establishing performance standards which are based on the
company’s objectives.
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2. Further corrective and preventive actions are necessary after actual
performance is compared to the objectives.

3. The process of organizing includes correcting situations in which the goals and
objectives are not being met.

4. 1t is beyond the manager's responsibility to monitor performance to see that the
standards are being met.

5. Normally, the employees would take corrective action by working with the
managers who were causing the delays.

6. If there are inadequate resources or other external factors which disallow
standards from being attained, management has to lower their standards as per
requirement.

V. The verb set is a synonym of the verb organize. Match the following verbs
and nouns with the correct definitions:

1 |setup (v.) a | postpone/delay smth.

2 | set-up (n.) b | start and probably continue

3 | set back (v.) c | keep for a special purpose

4 | set-back (n.) d | an organization arrangement

5 | set about (v.) e | smth. that slows/impedes progress
6 |setin (v.) f | begin a task with a particular aim

7 | setout (v.) g | establish a business or organization
8 | set against (v.) h | write, make a record of

9 |setaside (v.) i | oppose; compare in negative way
10 | set down (v.) j | begin an undertaking of some kind

V1. Complete the following sentences, using suitable verbs and nouns from
the left-hand column above:

1.  When the Managing Director to change the management
structures, no one thought he had a chance of succeeding.

2. The strike of our shop floor workers production for at least three months.
3. It looks as if a recession is about to . No one seems to have any
money at the moment.

4. The new Marketing Manager doesn't understand the _ of our department yet.
5. It is a common practice of companiesto __ certain business losses _ taxes.
6. One of our competitors has a distribution network covering the
whole country. How annoying!

7. How on earth are we going to reducing our costs?

8. Most companies a part of their profits for future investment. The
money is kept in their reserves.

9. We had a big last year when our warehouse caught fire and our
stock was destroyed.

10. If an employee has an accident at work, he or she has to what

happened in a report.
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VII. Translate the following sentences into English using the dictionary:

1. Kontpomp — BaxkiauBa (QYHKIS MEHEIKMEHTY, 3aCTOCYBaHHS SKOi Ja€
KEPIBHUKY CIIKYBaTH 3a BUKOHAHHSM YMPABIIHCHKUX PIIIEHbh 1 BHOCUTHU
KOPEKTHBH.

2. OcHOBHE 3aBIaHHA KOHTPOJIO — 3a0e3MEYUTH JOCATHEHHS IjIed 1 Micli
oprasizarfii.

3. KOHTpOJ'IB B yMOBAX PHHKOBHUX BiJTHOCUH, KOJII BHMAara€ThCs PO3KpUTTS BCIX
pe3epBiB TpaIliBHUKA, Ma€ 6yTI/I ITHCTPYMEHTOM YIPaBIIHHSA 1 MOTHBATOpa
BHUCOKOI ITPOTYKTUBHOCTI TIpaIti.

4. CaMOKOHTPOJIb CTUMYIIIOE Y CITIBPOOITHUKIB TIOUYTTSI BIACHOI BiAMOBITAIBHOCTI
3a pe3yJbTaTd, MOTpeOye MEHIe Yacy 1 BHTpAT, HDK Oyab-sKi 1HIIN BUIA
KOHTPOJTIO.

UNIT 4

MANAGERIAL SKILLS AND THE ORGANIZATIONAL
HIERARCHY
CLASS ASSIGNMENTS

VOCABULARY

to possess BOJIOJIITH; MaTH

skill yYMIiHHS, HABHYKa

verbal praise yCHA MOXBaJa

complaint ckapra

to follow through

JIOBOJIUTH JI0 KIHIIA

memo

naM’sTKa, MMChbMOBA JIOBIIKA, TUCT-HAra{yBaHHS

recipient OJIepXKyBay

to aspire (to, after, at) | mparnytu, nomaraTucs

concisely CTHCIIO, BUPA3HO; BIYYHO

vital YKUTTEBO BOXXJIMBUH, HACYIITHUIT

diversity PO3MaITICTh; PI3HOMAHITTS ; CBOEPITHICTD
commonplace 3BHYAiiHa MOJIis1; 3BUYaiiHa piy
meaningful 3HAYHUH, ICTOTHHI, 3MICTOBHUI

to keep up with HE BiJICTABATH

warehouse CKJIQJICBKE MPUMITIICHHSI

to necessitate BUMaraTH; poOUTH HEOOX1THUM

to allocate pPU3HAYATH; POMOIIATH; PO3MIIIATH

to prioritize BiJIIaBaTH MepeBary; NpUIUISITA EPIIOYeProBy yBary;

BCTAHOBJIIOBATH a00 BU3HAYATH NPIOPUTETH
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to simplify

CIIpOITyBAaTH, IMOJICITITYBATH

interruption

TUMYaCOBE NMPUIMHEHHS; 3aTPUMKA,
BTpYYaHHS, NEPEIIKO/Ia

sequence TIOCJTIIOBHICTD

hierarchy iepapxis

to resemble HarajyBaTH, MaTH CXOXICTh, OYTH MOTIOHIM
respectively BIJITIOBITHO; Y BKa3aHOMY HOPSIIKY
headache TOJIOBHHH OIJIb

specifications

crienrdikalis, TeXHIYHI YMOBH (Ha MPOAYKITIIO)

shareholder

aKIIOHEP

competition KOHKYPCHIIISI

conformance BIIIIOBIIHICTB; OJTHAKOBICTh; ITOTOJPKCHICTD,
y3rOXKEHICTh

to inspire Ha/IUXaTH

I. The following are typical skills of a manager. Key words have been

scrambled.

a) Unscramble them.

. Cityrtieav

. emotional stenthrg

. fexilitylib

. good coatimunmicon skills

. leiprshade skills

. mtalne skills

. senessnvesiti to others
. sialoc skills

1
2
3
4
5. knledgoweability
6
7
8
9
1

0. tecalnich skills

b) Give examples of situations in management activity where each of the

skills above is needed.

I1. Fill in the gaps in the text with the words from the box.

share
important

depreciation
technique

calculate
fundamental

explain

Valuation is a/an (1)

able to (3)

skill that all good managers have. When they
(2) a major investment project, clear valuation is essential. They must be
holders how, for instance, they

to their (4)

(5 the (6)

assets such as goodwill. Whatever (7)

company, it is (8)
tighter than before.
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I11. Find English equivalents of the following phrases in the text.

ITo mipi pocTy Ta pO3BUTKY TEXHOJIOTIi; TMOJUIATUCS Ha 3arajbHl KaTeropii;
IIPOBOJIMTH 3YCTPIUl Ta Hapaau; PEryasipHO; GOpMyIIOBaHHS MOJITHKA KOMIIAHII;
MUCAaTH YITKO Ta SICHO; HAaOyTTsS PO3yMIHHS; HE BIJICTaBaTH BiJ 3MiH; BMILJIO
KOPHUCTYBATHCSI TEXHOJIOTi€I0; CIPUYMHATHA TOJOBHHWMA Oifb; HA BUTJISI;, MaTH
CTpaBy 3 BTPYYaHHIMH.

IV. Discuss the questions below.

1. What are managerial skills? How are they different from other professional
skills?

2. Do all organizations require the same set of managerial skills from their
managers?

3. What management skills can be learned in the classroom and which of them can
be best acquired through work experience?

V. Read and translate the text.
TEXT 1

MANAGERIAL SKILLS

To be an effective manager, it is necessary to possess many skills. Not all
managers have all the skills that would make them the most effective manager. As
technology advances and grows, the skills that are needed by managers are
constantly changing. Different levels of management in the organizational
structure also require different types of management skills. Generally, however,
managers need to have communication skills, human skills, computer skills, time-
management skills, and technical skills.

Communication Skills. Communication skills fall into the broad categories
of oral and written skills, both of which managers use in many different ways. It is
necessary for a manager to orally explain processes and give direction to workers.
It is also necessary for managers to give verbal praise to workers. Managers are
also expected to conduct meetings and give talks to groups of people.

An important part of the oral communication process is listening. Managers
are expected to listen to their supervisors and to their workers. A manager must
hear recommendations and complaints on a regular basis and must be willing to
follow through on what is heard. A manager who doesn't listen is not a good
communicator.

Managers are also expected to write reports, letters, memos, and policy
statements. All of these must be written in such a way that the recipient can
interpret and understand what is being said. This means that managers must write
clearly and concisely. Good writing requires good grammar and composition skills.
This is something that can be learned by those aspiring to a management position.

Human Skills. Relating to other people is vital in order to be a good
manager. Workers come in about every temperament that can be imagined. It takes
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a manager with the right human skills to manage this variety of workers
effectively. Diversity in the workplace is commonplace. The manager must
understand different personality types and cultures to be able to supervise these
workers. Human skills cannot be learned in a classroom; they are best learned by
working with people. Gaining an understanding of personality types can be learned
from books, but practice in dealing with diverse groups is the most meaningful
preparation.

Computer Skills. Technology changes so rapidly it is often difficult to keep
up with the changes. It is necessary for managers to have computer skills in order
to keep up with these rapid changes. Many of the processes that occur in offices,
manufacturing plants, warehouses, and other work environments depend on
computers and thus necessitate managers and workers who can skillfully use the
technology. Although computers can cause headaches, at the same time they have
simplified many of the tasks that are performed in the workplace.

Time-Management Skills. Because the typical manager is a very busy
person, it is important that time be managed effectively. This requires an
understanding of how to allocate time to different projects and activities. A
manager's time is often interrupted by telephone calls, problems with workers,
meetings, others who just want to visit, and other seemingly uncontrollable factors.
It is up to the manager to learn how to manage time so that work can be completed
most efficiently. Good time-management skills can be learned, but managers must
be willing to prioritize activities, delegate, deal with interruptions, organize work,
and perform other acts that will make them better managers.

Technical Skills. Different from computer skills, technical skills are more
closely related to the tasks that are performed by workers. A manager must know
what the workers who are being supervised are doing on their jobs or assistance
cannot be provided to them. For example, a manager who is supervising
accountants’ needs to know the accounting processes; a manager who is
supervising a machinist must know how to operate the equipment; and a manager
who supervises the construction of a home must know the sequence of operations
and how to perform them.

V1. Are these sentences true or false? Correct the false sentences:

1. As technology advances and grows, the skills that are needed by managers stay
unchanged.

2. Different levels of management in the organizational structure also require
different types of management skills.

3. Managers use oral and written communication skills in many different ways.

4. Managers are also expected to avoid giving talks to groups of people.

5. Managers are expected to listen to their supervisors but not to their workers.

6. Reports, letters, memos, and policy statements must be written in such a way
that the recipient can interpret and understand what is being said.

7. Human skills are best learned by working with people.

8. Time-management skills require an understanding of how to allocate time to
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different projects and activities.

VI1. Choose the correct alternative:

1. Communication skills fall into the broad categories/aspects of oral and written
skills, both of which managers use in many different ways.

2. A manager must hear recommendations and complaints on a regular
ground/basis and must be willing to follow through on what is heard.

3. Good writing requires good grammar and communication/composition skills.

4. Diversity/difference in the workplace is commonplace.

5. Gaining an understanding/vision of personality types can be learned from
books, but practice in dealing with diverse groups is the most meaningful
preparation.

6. Itis often difficult to speed/keep up with the technological changes.

7. A manager's time is often distracted/interrupted by telephone calls, problems
with workers, meetings, others who just want to visit, and other factors.

8. Good time-management abilities/skills can be learned.

9. Technical skills are close/closely related to the tasks performed by workers.

10. A manager who is supervising a machinist must know how to guide/operate
the equipment.

VIII. Fill in the blanks with appropriate words:

accounting concisely aspiring time relating
necessary personality listen headaches busy

1. Generally, managers need to have communication skills, human skills,
computer skills, -management skills, and technical skills.

It is also for managers to give verbal praise to workers.

A manager who doesn't IS not a good communicator.
Managers must write clearly and :
Good writing skills can be learned by those to a management
position.

gk wn

o

to other people is vital in order to be a good manager.

7. The manager must understand different types and cultures to
be able to supervise these workers.

8. Although computers can cause , at the same time they have
simplified many of the tasks that are performed in the workplace.

9. Because the typical manager is a very person, it is important
that time be managed effectively.

10. A manager who is supervising accountants’ needs to know the
processes.
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IX. Match the words and their definitions.

1 | hierarchy A | make (something) easier to do or understand

2 | time-management | B | serious, important, or worthwhile

3 interrupt C the expression of approval or admiration for
someone or something

4 praise D the ability to use one's time effectively or
productively, especially at work

5 complaint £ |2 person's or animal's nature, especially as it
permanently affects their behaviour

5 recipient = stop (someone speaking) by saying or doing
something.

meaningful a system in which members of an organization are

7 G : : :
ranked according to relative status or authority

3 necessitate | @ person or thing that receives or is awarded
something

9 temperament | |2 statement that something is unsatisfactory or
unacceptable

10 | simplify J | make it necessary for (someone) to do something

X. Match the words in the right column with the words in the left column to
make word combinations.

1 | constantly a | categories

2 | organizational b | concisely

3 | broad c | changes

4 | verbal d | structure

5 | on aregular e | praise

6 | clearly and f | types

7 | different personality g | changing

8 | prioritize h | uncontrollable factors

9 | rapid i | activities

10 | seemingly j | basis
SELF-STUDY

An organizational structure indicates the method that an organization employs
to delineate lines of communication, policies, authority and responsibilities. It
determines the extent and nature of how leadership is disseminated throughout the
organization as well as the method by which information flows. Traditional
organizations commonly adapt hierarchical structure. A hierarchical organization
follows the layout of a pyramid. Every employee in the organization, except one,
usually the CEO, is subordinate to someone else within the organization. The
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layout consists of multiple entities that descend into the base of staff level
employees, who sit at the bottom of the pyramid.

I. Match the job title with the best definition.

1. | Chief Executive Officer(CEQ) | a) | Manager responsible for buying.

2. | Information Systems Director | b) | Person who designs computer networks.

3. | Purchasing Director c) | British English term for senior manager
of a company.

4. | Human Resources Director d) | Manager responsible for the process of
creating goods or services for sale to

customers.

5. | Systems Analyst e) | American English term for the top
manager of a company.

6. | Managing Director f) | Person responsible for setting up training
opportunities for employees.

7. | Marketing Director g) | The person responsible for computer
operations in a company.

8. | Production Director h) | Person responsible for managing product

development, promotion, customer
service, and selling.

9. | Customer Service Manager i) | Person responsible for markets in other
countries.

10. | Staff Development Officer j) | Manager responsible for personnel
ISSUes.

11. | Finance Director k) | Person responsible for relationships with
customers.

12. | Exports Manager I) | Person responsible for presentation and

control of profit and loss.

Il.  Find English equivalents of the following words and phrases in the text:
byt cxoxuMm Ha mipamigy, WMOBIpHI Mocagu, pajga AUPEKTOPIB, TeHepaIbHUM
JTUPEKTOp, BIIIrPaBaTH 3HAUYHY POJIb, aKL1IOHEPH, KEPIBHUK (hUTIaTy, MPUCBIYYBaTH
OlbIIe Yacy, B Yy3rO/DKCHHI 3 TIOJNITHKOI KOMIIaHIi, HaJgaBaTH KEPIBHHUIITBO,
pO3po0OKa Ta BIPOBAIKEHHS, CUCTEMA 3a0X0YEHb.

I1l. Read and translate the text.
TEXT 2

ORGANIZATIONAL HIERARCHY
Levels of management
In organizations, there are generally three different levels of managers: first-
level managers, middle-level managers, and top-level managers. These levels of
managers are classified in a hierarchy of importance and authority, and are also
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arranged by the different types of management tasks that each role does. In many
organizations, the number of managers in every level resembles a pyramid, in
which the first-level has many more managers than middle-level and top-level
managers, respectively. Each management level is explained below in
specifications of their different responsibilities and likely job titles.

Top-Level Managers

Typically consist of Board of Directors, President, Vice President, Chief
Executive Officers, etc. These individuals are mainly responsible for controlling
and overseeing all the departments in the organization. They develop goals,
strategic plans, and policies for the company, as well as make many decisions on
the direction of the business. In addition, top-level managers play a significant role
In the mobilization of outside resources and are for the most part responsible for
the shareholders and general public.

According to Lawrence S. Kleiman, the understanding of how factors such
as competition, world economies, politics, and social trends influence the
effectiveness of the organization is needed at the top managerial level.

Middle-Level Managers

Typically consist of General Managers, Branch Managers, Department
Managers, etc. These individuals are mainly responsible to the top management for
the functioning of their department. They devote more time to organizational and
directional functions. Their roles can be emphasized as executing plans of the
organization in conformance with the company's policies and the objectives of the
top management, they define and discuss information and policies from top
management to lower management, and most importantly they inspire and provide
guidance to lower level managers towards better performance. Middle managers
are responsible for:

- Designing and implementing effective group and intergroup work and
information systems.
- Defining and monitoring group-level performance indicators.
- Diagnosing and resolving problems within and among work groups.
- Designing and implementing reward systems that support cooperative
behavior.
First-Level Managers

Typically consist of Supervisors, Section Officers, Foreman, etc. These
individuals focus more on the controlling and direction of management functions.
For instance, they assign tasks and jobs to employees, guide and supervise
employees on day-to-day activities, look after the quantity and quality of the
production of the company, make recommendations, suggestions, and
communicate employee problems to the higher level above, etc. They are
responsible for:

- Basic supervision.,

- Motivation.

- Career planning.

- Performance feedback.
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In this level, managers are the "image builders" of the company considering
they are the only ones who have direct contact with employees.

V. Are these sentences true or false? Correct the false sentences:

1. In organizations, there are generally two different levels of managers.

2. The number of managers in every level resembles a pyramid, in which the top-
level has many more managers than middle-level and first-level managers,
respectively.

3. Top-level managers develop goals, strategic plans, and policies for the company,
as well as make many decisions on the direction of the business.

4. First-level managers are for the most part responsible for the shareholders and
general public.

5. Middle managers inspire and provide guidance to lower level managers towards
better performance.

6. First-level managers are the "image builders" of the company considering they
are the only ones who have direct contact with employees.

V. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. Levels of managers are classified in a of importance and authority, and
are also arranged by the different types of management tasks that each role does.

a) order b) hierarchy c) line d) queue

2. Chief Executive are mainly responsible for controlling and
overseeing all the departments in the organization.

a) Managers b) Officials c) Officers d) Specialists

3. Middle managers more time to organizational and directional functions.

a) spend b) waste ¢) devote d) pay

4. Their roles can be emphasized as executing plans of the organization in
conformance the company's policies and the objectives of the top
management.

a) to b) about Cc) - d) with

5. First-level managers communicate employee problems to the level
above.

a) lower b) higher c) up d) taller

VI. Translate the following sentences into English using the dictionary:

1. EexTuBHICTh yNpaBiiHHA MiANPUEMCTBOM 0arato B 4OMY 3aJ€XHUTh BiJ HOTO
KEpIBHMKIB 1 (PaxiBI[iB, SIK1 3araJIOM € MEHEIKepaMHu.

2. MeHemkepu TOBUHHI MaTH CHEIlladbHI 3HAHHSA 1 BOJIOJITA 3/IaTHICTIO
BUKOPUCTOBYBATH X B IIOJACHHIN poOOTI 3 yIpaBIiHHS IEPCOHATIOM.

3. 3116HICTh 10 BUCOKOE(EKTUBHOIO KEPIBHULITBA O0YMOBJICHO HAsIBHICTIO MEBHUX
0COOMCTHX LIIHHOCTEH 1 AKOCTEH.

4. OpranizaiiifHa CTPYKTypa YIpaBiiHHSA — 11e ¢opMa pO3MOAUTYy YIPABIIHCHKOT
Tmparli, 1o 3aKpiIuTioe MEeBHI PYHKINT YIPaBIiHHA 32 CTPYKTYPHUMH MiAPO3/1IaMu
amapary yIpaBJliHHS.
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5. OpranizaiiifHa CTPYKTypa yMOpaBIiHHS TOBUHHA 3a0e3MeuyBaTH JOCSITHCHHS
el opraHizamii 3 HaWMEHIIMMHM BUTpAaTaMH TPYJIOBHX, MaTepiajabHUX,
(h1HaHCOBUX PECYPCIB.

UNIT 5
MANAGEMENT GOALS
CLASS ASSIGNMENTS
VOCABULARY
{0 attempt HamaraTtucs, mpoOyBaTH; 3pOOUTH CIIPOOY; HaMaraTHcs
nepebopoTH (110-HeOyIb)
deadline T'PaHUYHHUIA KIHIICBUI TepMiH
to attach NPUKPIILIIOBATH, IIPUEAHYBATH; 3B'I3yBaTH, J0JaBaTH
to impact BIUIMBATH
division PO3MOILT; TOMLT; TAPO3AUT; BIILL, PO3ILT
to outline OKPECJIIOBATH; BUKJIACTH KOPOTKO, HAMITHTH 3arajoM

concurrently

OJHOYaCHO

to recognize

YCBIJIOMJTIOBATH; OAYUTH; BUPAKATH BU3HAHHS

to contribute

pOOUTH BHECOK; CIPUSATH

superordinate

SIKAM MepeBakac 3a KJIaCoOM, CTYIICHCM

to shoot for

MOJIFOBATH (32 YMM-HEOYIb); HAIlLTIOBAaTHCA (HA TI0-
HeOY/Ib)

stand out BUJIIJISITUCS, BUCTYNATH (HA TJI1 4OT0-HEOY1b); BUT1THO
BIJIPI3HATHCS

to neglect HEXTyBaTu (Y4MM-HeOy/1b); HE 3BEpPTaTH yBaru (Ha KOoro-
HeOy/lb, I0-HEOY/1b); HE MOMIYaTH; IrHOPYBATH

fruitful TUTITHU M, BUT1THAN, KOPUCHUH

incremental 10 MTOCTYIOBO 301JIbIIYETHCS, HAPOIILYE OOCITH

adjust NIPUCTOCOBYBATH; PETYJIIOBATH; HACTPOIOBATH;
BCTaHOBJIIOBATH

dimension BHMI; 00CST; pO3Max; BaJKJIUBICTh

yardstick MipKa, MIpHJIO, KPHTEPii

Versus Ha BIAMIHY BIJ; y IOPIBHSHHI 3; 00 (SIK aJIbTE€pHATUBA);
y MPOTHBAry

morale MOpaJIbHU cTaH, OOHOBHIA TyX

the ranks apMisi; BiliCbKOBa CITy>k0a; psITIOBUH, CePIKaHTChKHIA
CKJIaJ

Insurance CTpaxyBaHHSI

cost cutting

3HM)KEHHSI BUTPAT, EKOHOMIisl KOIITIB

stakeholders

3aIliKaBJIeHa CTOPOHA
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executive

BUKOHABYA BJIaJla; BUKOHABYMI OpraH; aJMiHICTpaIlis

customization

Mo (iKallisl y BIAMOBITHOCTI JO BUMOT 3aMOBHHKA

diminish 3MEHIITYBaTU(-Cs1), CKOPOUYBATH(-C51); MOCIAOISATH
inertia IHEePTHICTh; IHEPIIIHI BIIACTUBOCTI; O3 IsIIbHICTD
eliminate yCYBaTH, BUKJIIOYATH; JIIKBIIyBaTH; irHOPYBaTH

I. Match the words with their meanings:

the overall purpose of an action; something that
one's efforts or actions are intended to accomplish;
1s measurable as it deals with a very specific
outcome; an action plan

reason for some action; what you want to achieve
when you do something; the reason you do or plan
something, and the thing you want to achieve

a specific material aim; the exact result that a
person or organization intends to achieve by doing
something, often the amount of money they want to
get; a particular amount or total that you want to
achieve

the object of a specific ambition; a subset of aims; is
more or less defined but lacks specific
measurability; is a statement that has a purpose and
distant outcome in mind

Goal
1

Aim
2

Objective
3

Target
4

Purpose
5

direction or intention; a broad term used to describe
a future expectation in its most vague form. It is not
measurable in a direct sense, but is meant to outline
and organize intentions

IL. Fill in the gaps with one of the terms from the above table.

1. What is your
2. What was the

in life?
of this exercise?

3. Our Is to increase sales by half a million dollars.
4. The of our company is becoming the biggest seller of furniture in
Europe.

5. Helping people is the

of my job.

I11. Study these examples of rendering “for-to-infinitive” construction into

Ukrainian:

1. For me to see you is the happiest — IloGaunTtn Tebe — I MCHE

minute in my life

HaWIIACIHUBIIIA MUTh Y KUTTI/€ 115
MEHE HaWIIACIUBIIION XBUIHHOIO. ..

2. It is not for you to make terms. — Ile He ToO1 ctaBuTH y™mMoBH/He TH

CTaBHIII YMOBH.
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3. We are waiting for the boys back — Mu yekaeMo MOBEPHEHHs/ Ha

from Hanoi. MOBEPHEHHS HAIIIMX XJIOMIIIB 3 XaHOsI.

4. She had only to express a wish for — BapTo Oyi10 iif TiIbKM BUTOJIOCUTH

him to fulfil. SKeCh (CBO€E) Oa)kaHHs, BIH HETaliHO K
BUKOHYBAaB MOTO.

5. I left something under your door for | — 51 nemro 3anumuB ToOI i IBEpUMa,

you to read it. 11100 TH OYUTAB/TOO1 OYNUTATH.

I11. Translate the sentences below into Ukrainian.

1. Achieving a fruitful relationship with your customer is an extremely important
goal for you to set as the manager. 2. It seemed a good opportunity for Julia to get
away. 3. It would be better for us to leave him. 4. There was need for him to be
economical. 5. It is for me to thank you. 6. “The simplest thing,” said Fleur “is for
him to resign at once”. 7. “That is for me to decide, is it not?” 8. He wants me to do
something pleasant for him to feel better. 9. Rosemary looked for a place to sit. 10.
He sat there in the little hot office waiting for one of us to speak. 11. | sometimes
think it is a shame for people to spend so much money this way. 12. | bought
something for you to read. 13. It’s not a bad thing for you to judge others by
yourself. 14. Arrangements are being made for the girl to be taken back to her own
country. 15. Tactical goals outline the steps necessary for each department within
the organization to contribute to the larger strategic goals.

V. Find English equivalents of the following phrases in the text.

YiTko BHU3HAYCHI MOMIPHI 3aBJaHHS; MOBUHHI OYTH Yy3TOJPKCHHUMH; KOHIICIIIIS Ta
MICis KOMIIaHii; MO3WINS Ha PUHKY; TpaHUYHA TPUITYCTUMa MPHOYTKOBICTH; B
MeXaxX BIJBEJIEHOTO 4Yacy; YINPaBIiHHA OPraHi3aili€lo; PO3MOIIISATUCS Ha PIBHI
BIIJIUIIB Ta TIAPO3/IIiB;, BHU3HABATH Yyd4acTh OKPEMHX JIFOJACH Ta BB,
HaJaro/DKeHW Oi3HeC; B3a€MHa KOPHCTb, Ha IepmioMy Micmi; cdepa
00CIIyrOBYBaHHsI; IUIIJIHI B3a€EMUHM 3 KIIIEHTaMU; TPU3BOJUTU 1O 30UIbIICHHS
MPOJIaX; BIJICTEXKYBATH 1H(OPMAIIIIO HIOMICSYHO.

V. Discuss the questions below.

1. How many goals should a manager have? How many goals are too many?

2. How do you define goal setting?

3. What features of goal setting are important, if you want to ensure they are more
likely to be successfully achieved?

4. What kinds of goals are more likely to make you motivated to achieve them?

5. Why do goals matter?

6. How do you set personal goals?

VI. Read and translate the text. Pay attention to the use of “for-to-infinitive”
construction.

TEXT1
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THE AIM OF ALL MANAGERS

Companies establish various management goals for company growth and
improvement.

A goal is a result one is attempting to achieve. Management goals or
objectives are a system of plans a company communicates to its employees to
achieve. Management goal types are specific and clearly defined measurable
objectives, which have a system of regulating progress, and are created to be
achievable and have to be agreed upon. The goals set need to be realistic and have
a deadline attached to them.

Strategic goals are goals made to achieve and support the mission and vision
of the company. Strategic goals effect and focus on an entire company and not just
a department or work function within the company. Strategic goals include goals
relating to innovation, market standing, productivity, efficiency in utilizing
company resources in the form of workforce and finances, bottom line profit,
management development and performance, employee conduct and morale, and
public, and social responsibility. Strategic goals are set by organization leaders and
apply to everyone within the organization to work on concurrently and will often
benefit both the employee as well as the organization when goals are completed
within the assigned time frame.

Operational management goals are goals set to impact the running of an
organization, where management skills, technology and resources can be utilized
in the most efficient ways possible. Operational goals are determined at the lower
management level within an organization and are specific to certain employees or a
department in the company versus the entire company.

Tactical management goals relate to the strategic goals set by the company.
Tactical goals are broken into divisions or department levels and outline the steps
necessary for each department within the organization to contribute to the larger
strategic goals. Tactical goals are usually short term goals that contribute to the
long-term company goal and can be analyzed and measured more easily.

Superordinate management goals help to motivate individuals across
different departments and are used to solve conflicts and establish relationships
within the company. Superordinate goals allow employees and managers to work
together at achieving strategic goals and recognize each person or department’s
part in the overall objective. Value is added to the employee or department when
the mutual benefits of each is recognized and praised.

Thus, when you act as your small company's owner and manager, it's
important to have another set of management goals and objectives. While you have
a number of aims to shoot for as the manager, there are a few that stand out if you
want to achieve a successful and smooth-running business:

One of your goals as a manager is to achieve high morale among the ranks.
Employee motivation should be at the top of the list when it comes to the goals for
your company to achieve success. There are organizations that talk a lot about the
customer and then completely neglect the people that deal with the customer — the
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employees. It is important to set goals both for your employees to achieve and for
you to accomplish as the owner to ensure a happy workplace.

Making your customers happy is another key management objective.
Whether you work directly with clients regularly in a service field or you sell
products in an online store, achieving a fruitful relationship with your customer is
an extremely important goal for you to set as the manager. Setting high standards
for your customer service not only can act as a marketing tool, but it also can lead
to incremental sales. For example, if you take the time to work through an issue
with an insurance client, you could end up selling him a bigger and better
Iinsurance package to meet your needs, which leads to better revenues for your
business.

Another ongoing goal you should have as a manager is increasing your
profits in each period, whether you track this information on a weekly, monthly,
quarterly or yearly basis. Keep in mind that maximizing profit is a matter of
keeping your costs down while increasing sales — so you have to manage two goals
at once. The process of increasing sales involves a number of tasks, including
adjusting the marketing plan, improving the sales force and even making changes
to the current offering. Cost cutting can occur on many levels, but one key way to
achieve your cost-cutting goals is to manage your projects more efficiently. All in
all, project management has several dimensions and criteria that determine the
effectiveness of the manager and one of the most important of these yardsticks is
the phenomenon of cost-cutting.

V1. Are these sentences true or false? Correct the false sentences:

1. The goals set need to be optimistic and have no deadline attached to them.

2. Strategic goals effect and focus merely on a department or work function within
the company and not an entire company.

3. Operational goals include goals relating to innovation, market standing,
productivity, efficiency in utilizing company resources in the form of workforce
and finances.

4. Tactical goals are usually short term goals that contribute to the long-term
company goal and can be analyzed and measured more easily.

5. Superordinate goals allow employees and managers to work together at
achieving strategic goals and recognize each person or department’s part in the
overall objective.

6. Employee motivation should be at the bottom of the list if you want to achieve
success.

7. Achieving a fruitful relationship with your customer is an extremely important
goal for you to set as the manager.

8. Maximizing profit is a matter of keeping your costs down while increasing sales
— s0 you have to manage two goals at once.

VIII. Choose the correct alternative:
1. Management goals or objectives are a system of plans a company
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wants/communicates to its employees to achieve.

2. The goals set need to be realistic and have a timeline/deadline attached to them.
3. Strategic goals are set/made by organization leaders and apply to everyone
within the organization.

4. Operational goals are determined at the lower management level within an
organization and are specific to certain/common employees or a department in the
company.

5. Superordinate management goals help to motivate individuals across different
departments and are used to decide/solve conflicts and establish relationships
within the company.

6. Value is added to the employee or department when the mutual/binary benefits
of each is recognized and praised.

7. There are organizations that talk a lot about the customer and then completely
neglect/offend the people that deal with the customer — the employees.

8. Making your customers happy is another key management feature/objective.

9. Setting high standards for your customer service not only can act as a marketing
tool, but it also can lead to incredible/incremental sales.

10. The process of increasing sales involves a number of tasks, including adjusting
the marketing plan, improving the sales force and even doing/making changes to
the current offering.

IX. Fill in the blanks with appropriate words:

standing monthly efficient clearly relationships
vision employees occur outline shoot

1. Management goal types are specific and defined measurable
objectives.

2. Strategic goals are goals made to achieve and support the mission and
of the company.

3. Strategic goals include goals relating to innovation, market

productivity, management development and performance, employee conduct and

morale, and public and social responsibility.

4. Operational management goals are goals set to impact the running of an

organization, where management skills, technology and resources can be utilized

in the most ways possible.

5. Tactical goals the steps necessary for each department within the

organization to contribute to the larger strategic goals.

6. Superordinate management goals help to motivate individuals across different

departments and are used to solve conflicts and establish within
the company.
7. While you have a number of aims to for as the manager, there are a

few that stand out if you want to achieve a successful and smooth-running
business.
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8. It is important to set goals both for your to achieve and for you
to accomplish as the owner to ensure a happy workplace.
9. Another ongoing goal you should have as a manager is increasing your profits in

each period, whether you track this information on a weekly, , quarterly
or yearly basis.
10. Cost cutting can on many levels, but one key way to achieve

your cost-cutting goals is to manage your projects more efficiently.

X. Match the words and their definitions.

1 cost cutting A relating to or denoting an increase or addition,
especially one of a series on a fixed scale

2 | incremental B | able to be measured

3 | deadline C | not pay proper attention to; disregard

4 |revenue D the latest time or date by which something should
be completed

5 | neglect E | the reduction of costs, especially in a business

5 contribute = income, especially when of an organization and of a
substantial nature

motivation an arrangement by which a company or the state

7 G undertakes to provide a guarantee of compensation
for specified loss, damage, illness, or death in return
for payment of a specified premium

8 | measurable H | desire or willingness to do something; enthusiasm

9 | concurrently | | at the same time; simultaneously

10 insurance 3 givg (something, especially money) in order to help
achieve or provide something

XI. Match the words in the right column with the words in the left column to
make word combinations.

1 | mission and a | of the list
2 | market b | standing
3 | bottom c | benefits

4 | employee conduct d | line profit
5 | within the assigned e | time frame
6 | mutual f | relationship
7 | smooth-running g | an issue

8 | at the top h | and morale
9 | fruitful i | business
10 | to work through j | vision
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SELF-STUDY

I. @) Study the list of words with well. Try to guess or look up their meaning.

well-advised well-done well-meaning
well-balanced well-disposed well-spoken
well-being well-informed well-timed
well-bred well-known well-tried

b) Complete the following sentences, using suitable words from the list above:

1. The president’s speech last night was

2. My mother always gives advice.

3. The man on the stage had a voice.

4. You would be to see the doctor about that pain.

5. While conducting these experiments we used methods.

6. You should stick to a diet.

7 The warm summer always gives me a sense of

8.ltisa gesture.

9. That girl seems to be a one.

10. He reads many newspapers and watches many TV programs every day. He is a
man.

11. I prefer to have my steak cooked :

12. All the books in his library were written by authors.

Il.  Find English equivalents of the following words and phrases in the text:
MPOJYKTUBHICTh Tpalli; IUIyTaTd 3 4YUM HeOyTh; 3aJaHUil CTaHIapT Yacy;
HallJIECHUA Ha pe3yJbTaT; CBO€YacHa JOCTaBKa; 3HATHICTh 1O IIBUAKOTO
MPUCTOCYBAHHS; CIHOXXHMBaul Ta TMOCTAYaJIbHUKHU; MPUXUIBHICTh 3alllKaBJICHOI
CTOPOHH; MiHIMaJIbHA TPAaHUYHO JOMyCTHMa JIiHIS e(EeKTUBHOCTI; BU3HAYATH
e(eKTUBHICTh CUCTEMU; BU3HAYUTH KOPIHb MPOOIIEM.

I1l. Read and translate the text.
TEXT 2

PRODUCTIVITY, EFFECTIVENESS, AND EFFICIENCY

Productivity is an overall measure of the ability to produce a good or
service. More specifically, productivity is the measure of how specified resources
are managed to accomplish timely objectives as stated in terms of quantity and
quality. Productivity may also be defined as an index that measures output (goods
and services) relative to the input (labour, materials, energy, etc., used to produce
the output).

There are two major ways to increase productivity: increase the numerator
(output) or decrease the denominator (input). Of course, a similar effect would be
seen if both input and output increased, but output increased faster than input; or if
input and output decreased, but input decreased faster than output.
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Organizations have many options for use of this formula, labour
productivity, machine productivity, capital productivity, energy productivity, and
SO on.

Productivity is often confused with efficiency. Efficiency is generally seen
as the ratio of the time needed to perform a task to some predetermined standard
time. However, doing unnecessary work efficiently is not exactly being productive.
It would be more correct to interpret productivity as a measure of effectiveness
(doing the right thing efficiently), which is outcome-oriented rather than output-
oriented.

The words efficiency and effectiveness are often considered synonyms,
along with terms like competency, productivity, and proficiency. However, in
more formal management discussions, the words efficiency and effectiveness take
on very different meanings. Efficiency is viewed as doing things right, and
effectiveness is doing the right things. Efficiency and effectiveness can both
improve speed, on-time delivery, and various other process baselines. A travel
application which has six signatures (as opposed to two) causes the travel
application process to be inefficient and ineffective.

Measures of efficiency, effectiveness, and capability for rapid adaptation are
of great interest to all stakeholders: process owners, internal and external
customers and suppliers, and executives. Inefficient processes are costly in terms
of dollars, waste, rework, delays, resource utilization, and so on. Ineffective
processes are costly as well because they are not reliable. They don't do what they
are supposed to do. Processes that are not capable of rapid adaptation (flexibility
and innovation) are costly because they are not capable of rapidly responding to
customers' needs in terms of customization and rapid decision making. The
greatest risk is that stakeholder loyalty will diminish.

In order to make processes more efficient, more effective, and more capable
of rapid adaptations, people should ask themselves what, who, where, when, and
how questions.

Perhaps the first question about a process is “why do it at all”. Many steps
exist simply because of organizational inertia ("We have always done it that way").
The second question might be “why do we do it this way”. Then you might
consider questions like these: “What is being done?”, “What should be done?”,
“What can be done?”, “When should it happen?”, and so forth. These questions,
and the concepts of efficiency and effectiveness, apply to all processes, all jobs, all
types of organizations, all industries.

Organizations should establish baselines for efficiency, effectiveness, and
adaptability metrics. In other words, they should determine their current
performance levels. Then they should benchmark best-in-class or world-class
organizations and set aggressive goals or targets for improvement. Finally, they
should determine root causes of problems and eliminate them or minimize their
impact.
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V. Are these sentences true or false? Correct the false sentences:

1. Productivity is the measure of how specified resources are managed to
accomplish timely objectives as stated in terms of quantity and quality.

2. There are two major ways to decrease productivity: increase the output or
decrease the input.

3. Productivity is often confused with effectiveness.

4. In formal management discussions, the words efficiency and effectiveness are
synonyms.

5. Inefficient processes are costly in terms of dollars, waste, rework, delays,
resource utilization, and so on.

6. To establish baselines for efficiency, effectiveness, and adaptability metrics
means to determine one’s current performance levels.

V. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. Productivity may also be defined as an index that measures (goods

and services) relative to the input (labour, materials, energy, etc., used to produce

the output).

a) outcome b) result c) output d) product

2. Efficiency is generally seen as the of the time needed to perform a task

to some predetermined standard time.

a) ratio b) rational c) quality  d) percent

3. Efficiency is viewed as doing things right, and effectiveness is doing the
things.

a) proper b) correct c) vital d) right

4. The greatest risk is that stakeholder will diminish.

a) love b) loyalty c) interest  d) friendship

5. Organizations should best-in-class or world-class organizations and

set aggressive goals or targets for improvement.

a) find b) show c) benchmark d)recognize

VI. Translate the sentences using the for-to-infinitive constructions.

1. MeHi sierko OyTH BUIBHUM.

2. MeHni 3apa3 Ba)XKO 0OOTOBOPIOBATH IO MPOOJIEMY, TOMY IO MEH1 TOTPIOHO MaTH
CBDKUU MOTJIS HA peajibHI MOKJIMBOCTI MEPECEICHHS.

3. Momy nocratabo Habpatu 10 THCSY rosociB.

4. Tomy MeH1 BaKKO BU3HAYMTH, 1110 TaKe KUIBChKa JIITEpaTypa.

5. Hemae cency uekatu, abu kpainu Tperboro CBITYy 3pO3yMUIH, IO Y 3aXHUCTI
JTOBK1JUIS TM TIOBEACTHCS OOMEKYBATUCS MICIIEBUMH JTISIMHU.

6. € maHc, 1o pinieHHs Oyae CXBaJICHO.

7. OHax € 11e MaHC, 1110 KOPIopallis BIKUBE.

8. Jlist Toro, o0 BOHW BUMHIIIM TaK, TOTPIOHUI IIPEIS/ICHT.

9. He meHi mpo 11e CyuTH.
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UNIT 6

VOCABULARY

MANAGERIAL ROLES

CLASS ASSIGNMENTS

to assume roles

npuiiMatu, Opatu (Ha cede) poJi

agile PYXJIMBHI, MOTOPHHMA, IIIBUIKHI; KMITIHBHHA
engage in 3aiimaTHcCs (CIOPTOM, HAYKOIO); OpaTH y4acThb
circumstances 00CTaBMHM, YMOBH, CTaH CIIPaB

to enact 3MIACHUTH, BUNHUTH

of ceremonial nature

dbopmaIbHOTO, CTPOTO OQILIHHOTO; MPOTOKOJIHHOTO
XapaKkTepy

to overlook HEXTYBAaTH, ITHOPYBATH; HEJIOOIIHIOBATH
commitment 3000B's13aHHS

assembly MOHTaX; 300pKa

campus TEPUTOPIS YHIBEPCUTETY, KOJICIKY; IIKOJIH-IHTEPHATY

(BKJIFOYAKOYH TTAPK)

to obtain information

OTpHMAaTH IHpOpMaIIito

prospective

MalOyTHIM, OUiKyBaHUM, iependayyBaHul, IMOBIPHHIA

disseminator

po3noBcroKYBaY (iHhopMairii)

transmit TOBIIOMJISITH, TIEpPE/IaBaTh

peer PI1BHSI, OTHOJIITOK

to implement BUKOHYBATH, 3/IIICHIOBATH; 3aIPOBAKYBATH B )KUTTS
impending KU HACYBAETHCSI, HEMUHYUYUH; 3aIJIJaHOBaHUM

to loom MasiYuTH, TPUIUMATH 3arpO3JIMB1 PO3MIPH; 3arPOKyBaTH
layoffs OPUITHHEHHS a00 MPU3YNUHEHHS BUPOOHHUIITBA
occasionally 3pijiKa, 9acoM; Jac BiJ 9acy, iHOIi

on behalf (of) BiJl iMeHi (KOoro-HeOy1b)

to lobby TUCHYTH Ha I10CaJI0BY 0CO0Y

appealing OJiararounii; 3BOPYILUTMBHI; MPUBAOIUBHIA, YapIBHUHN

disturbance handler

yJIaroJKyBad KOH(MIIKTIB

kiln

IPOMHUCIIOBA MY JIJIsl CYIIIHHS a00 BUNIATY

negotiator

oco0a, sika BeJle IeperoBopH, ka Oepe ydactb y
HeperoBopax; NocepeIHUK

unwelcome pressure

HeOaXXaHWil TUCK

to renege 3papKyBaTH CBOEMY CIIOBY

day-to-day matter IIOJICHHI CITPaBU

abundance BEJIMKA KIJIbKICTh, HAUIUIIIOK, O€3J1Y

to strive HAMaraTtucs, JOKJIaJaaTy 3yCHIUIS; 3MaraTucs
appropriately BIJIMOB1AHO, BIAMOBITHUM YHHOM
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I. Match management terms with their definitions

1 e : A | removing one level of management from a company
manufacturing
best-practice organizing production so the work is done by
2 | benchmarking B | groups of workers who all have a range of skills and
can do any part of a job a cell needs to work on
3 cellular C giving workers responsibility for the quality of their
manufacturing own production
organizational describes the purpose of a company in terms of
4 | delayering D | what its values are, who its main clients are and
what responsibilities it has to those clients
downsizing setting up processes, tools and training that enable a
5 E | company to react quickly to a client's needs or to
major changes in the market
employee what is to be achieved - should be SMART in an
6 F :
empowerment MBO environment
measurable managers rethink and change the way production is
7 | outcome G | organized in order to improve the quality, cost,
service and speed of their production processes
3 mission statement H comparing the way your business operates with a
standard, set by good examples in business
9 perfor_mance | | having results that can be measured in some way
objective
10 | Process 3 the aim of modern production: nothing wrong in the
engineering finished product
11 | zero defects K | reducing the number of staff in a company
I1. a) Study the words in box. Find the prefix and try to work out the meaning
in each case.
decentralize disorganized non-hierarchical overcentralized
deskill dissatisfied non-labour- overconfident
delayer discredited intensive overproduction
non-specialized
reorganize unrelated under-represented
reschedule unscheduled undertrained
restructure unauthorized under-performing

b) Complete each sentence with a word from the box. Sometimes more than

one answer is possible.
1. In a bureaucratic company, power is often
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2. We are in the European market, so we need to open more
branches in Europe.

3. I'm sorry, but | can't make our Friday meeting. Can we it for
next Monday?

4. In an emergency, managers will often hold meetings.

5. employees may be threatened with the sack.

6. Our company is : no one really cares about how important anybody is.

I11. Find English equivalents of the following phrases in the text:

3a pi3HUX OOCTAaBHH, NPUBITAHHA BIJABIAyBauiB Ha BXOJIl; NpAMO abo
OTIOCEPEAKOBAHO; Oe3MocepeHiil KOHTAKT 3 MIiJICTIMMU; BiIIMOBIIAIBHICTh 3a
OPUMHATTA pillleHb; HAasBHI TOBApH; OTPUMaHHS 1HQOpMAIll 330BHI; Mepexa
MDKOCOOHMCTICHUX KOHTakTiB; 1HGOpMAlIHHUN LEHTP 3B’S3KYy; BHU3HAUHUTHU
MO>KJIMBOCTI Ta 3arpo3H; CBITChbKa Oecija.

IV. Discuss the questions below.

1. What is a management role? Do all managers perform the same roles? Why or
why not?

2. Do you agree with the saying “Managerial roles are actually expectations of
managers by others”. Comment on your answer.

3. Playing what role do you feel most comfortable/ challenging as a future
manager?

V. Read and translate the text.

TEXT1

To meet the many demands of performing their functions, managers assume
multiple roles. A role is an organized set of behaviors. The roles are divided into
three groups: interpersonal, informational, and decisional.

The informational roles link all managerial work together. The interpersonal
roles ensure that information is provided. The decisional roles make significant
use of the information.

INTERPERSONAL AND INFORMATIONAL ROLES

Three of the manager's roles come into play when the manager must engage
in interpersonal relationships. The three roles of figurehead, leader, and liaison
are each necessary under differing circumstances. Adopting one or another of the
three interpersonal roles is made easier by the formal authority the manager obtains
from the organization.

The figurehead role is enacted when activity of a ceremonial nature is
required within the organization. A baseball manager attending a minor league all-
star game, the head chef of a prominent restaurant greeting customers at the door,
and the president of a bank congratulating a new group of trainees are all examples
of the figurehead role. While the figurehead role is routine, with little serious

53



communication and no important decision making, its importance should not be
overlooked. At the interpersonal level, it provides members and non-members
alike with a sense of what the organization is about and the type of people the
organization recruits.

The second interpersonal role, the leader role, involves the coordination and
control of the work of the manager's subordinates. The leader role may be
exercised in a direct or an indirect manner. Hiring, training, and motivating may all
require direct contact with subordinates. However, establishing expectations
regarding work quality, decision-making responsibility, or time commitments to
the job are all outcomes of the leader role that are indirectly related to
subordinates.

Quite often, managers are required to obtain information or resources
outside their authority. The liaison role is enacted when managers make contact
with other individuals, who may or may not reside in the organization, in order to
complete the work performed by their departments or work units. An auto
assembly plant supervisor may telephone a tire supplier to determine the amount of
inventory available for next week; or a college professor may meet with professors
in a separate department on campus to obtain information on a prospective doctoral
student. Ultimately, the liaison role enables a manager to develop a network for
obtaining external information which can be useful for completing current and
future work activities.

Monitor, disseminator, and spokesperson are the three informational roles
that a manager may assume. These informational roles are created as a result of
enacting the set of interpersonal roles already described. A network of
interpersonal contacts with both subordinates and individuals outside the work unit
serves to establish the manager as an informational nerve center of the unit,
responsible for gathering, receiving, and transmitting information that concerns
members of the work unit.

A manager assumes the monitor role by continually scanning the
environment for information or activities and events that may identify
opportunities or threats to the functioning of the work unit. Much of the manager's
gathering of information is achieved through the network of contacts that has been
established through the interpersonal roles. Hearing small talk at a banquet about a
competitor's planned marketing program, learning through casual conversation at a
ball game about the negative medical evaluation of an unsigned ball player, or
daily reading of a business periodical are all examples of the kinds of information
gathering involved in the monitor role.

The information a manager gathers as a monitor must be evaluated and
transmitted as appropriate to members of the organization. The transmittal of
information by a manager activates the disseminator role. Privileged information
may be disseminated to subordinates, peers, or superiors in the organization. The
manager may inform the marketing vice-president about the specific marketing
strategy a competitor is planning to implement. A baseball manager may inform
the team owner that an impending trade should be canceled because of the
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unfavorable medical report on one of the players. Or reading The Wall Street
Journal may inform the manager that a shipping strike is looming and thus enable
her to inform subordinates that temporary layoffs may occur next month.

Occasionally, a manager must assume the spokesperson role by speaking on
behalf of the work unit to people inside or outside the organization. This might
involve lobbying for critical resources or appealing to individuals who have
influence on activities that affect the work unit. A top manager asking the board of
directors to keep the work unit together during a reorganization period or a
corporate president speaking to a college audience on the role the company plays
In education would both constitute engaging in the spokesperson role.

V1. Are these sentences true or false? Correct the false sentences:

1. The importance of figurehead role should not be overlooked.

2. The liaison role involves the coordination and control of the work of the
manager's subordinates.

3. Managers are never required to obtain information or resources outside their
authority.

4. The liaison role enables a manager to develop a network for obtaining external
information.

5. Interpersonal roles are created as a result of enacting the set of informational
roles.

6. Hearing small talk at a banquet about a competitor's planned marketing

program is an example of the monitor role.

The transmittal of information by a manager activates the disseminator role.

8. A top manager asking the board of directors to keep the work unit together
during a reorganization period is engaged in the spokesperson role.

~

VI1. Choose the correct alternative:

1. The three roles of figurehead, leader, and liaison are each necessary under
differing cases/circumstances.

2. The figurehead role is enacted when activity of a ceremonial/protocol nature is
required within the organization.

3. Hiring, training, and motivating may all require indirect/direct contact with
subordinates.

4. The liaison role is enacted when managers make contact with other individuals
in order to complicate/complete the work performed by their departments or
work units.

5. Monitor, disseminator, and spokesperson are the three
interpersonal/informational roles that a manager may take upon himself.

6. Manager is responsible for gathering, receiving, and transmitting information
that deals/concerns members of the work unit.

7. Much of the manager's gathering of information is achieved through the
network of contacts that has been established/known through the interpersonal
roles.
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8. The information a manager gathers as a monitor must be evaluated and
transmitted as appropriate to visitors/members of the organization.

9. Privileged/irrelevant information may be disseminated to subordinates, peers,
or superiors in the organization.

10. Occasionally, a manager must assume/admit the spokesperson role by
speaking on behalf of the work unit to people inside or outside the organization.

VII1. Fill in the blanks with appropriate words:

non-members inventory informational assume transmittal

authority lobbying plays periodical competitor

1. The roles are divided into three groups: interpersonal, , and
decisional.

2. Adopting one or another of the three interpersonal roles is made easier by the
formal the manager obtains from the organization.

3. At the interpersonal level, it provides members and alike with a

sense of what the organization is about.
4. Adopting the liaison role, an auto assembly plant supervisor may telephone a
tire supplier to determine the amount of available for next week.
5. Monitor, disseminator, and spokesperson are the three informational roles that a
manager may :
6. Daily reading of a busines Is an example of information
gathering involved in the monitor role.
7. The of information by a manager activates the disseminator role.
8. The manager may inform the marketing vice-president about the specific
marketing strategy a Is planning to implement.
9. The spokesperson role might involve for critical resources or
appealing to individuals who have influence on activities that affect the work unit.
10. A corporate president speaking to a college audience on the role the company
in education would constitute engaging in the spokesperson role.

IX. Match the words and their definitions.

circumstance | A | the interruption of a settled and peaceful condition

implement B | polite conversation about unimportant matters

disseminator a condition connected with an event or action

subordinate the action or process of changing the way in which

something is organized

0 NOOIA~IWINF

disturbance C | cause smth to pass on from one person / place to another
lobby D | put (a decision, plan, agreement, etc.) into effect
spokesperson | E | Seek to influence (a legislator) on an issue
small talk F | a person who distributes information

G

H
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9 transmit | | &person under the authority or control of another within
an organization
10 reorganization 3 | @person who makes statements on behalf of a group or

individual

X. Match the words in the right column with the words in the left column to
make word combinations.

1 | of a ceremonial a | directors

2 | decision b | of contacts

3 | direct contact c | commitments

4 | time d | making

5 | work e | layoffs

6 | to obtain f | with subordinates

7 | the network g | nature

8 | small h | information

9 | temporary i | units

10 | board of j | talk
SELF-STUDY

I. Match the terms and definitions.

1 | capital-intensive A | areason for giving your best at work

2 | flexible B | a project needing a lot of money to succeed

3 | labour-intensive C | able to change as situations change

4 | motivation D | a project needing a lot of workers to succeed

5 | run continuously E | staff with special training or knowledge

6 | skilled workers F | to work without stopping, e.g., a production line
7 | specialized G | things produced in exactly the same way

8 | standardized products | H | having certain skills that others do not have

Find English equivalents of the following words and phrases in the text:

IparHe MOKpAIIWTH; 3aCTOCYBaHHS HOBHX METO/IIB; MPOIIEC CYIIIHHS KepaMiuHOT
IUTUTKY; MOYaTKIBEIb 3MiH; MOBEPHYTH CTaOUIBHICTh B OpraHi3alliio; 3ajaroauTH
HEMOPO3YMIHHS; KEPIBHUK BIAJAUTY KaJpiB; TUMYacoBe Oe3pOoOITTS MpalliBHUKIB,
GpyKTH, 10 IIBUAKO TMCYIOThCS; B YMOBax HeCTaudl pecypciB; KOIIIOBAaTH
JOKYMEHTH; IPOCYBATUCS Bropy B i€papxii ynpaBIliHHSL.

Read and translate the text.
TEXT 2
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DECISIONAL ROLES

Both interpersonal and informational roles are really preludes to what are
often considered to be a manager's most important set of roles: the decisional roles
of entrepreneur, disturbance handler, resource allocator, and negotiator.

The entrepreneur role comes into action when the manager seeks to improve
the work unit. This can be accomplished by adapting new techniques to fit a
particular situation or modifying old techniques to improve individual or group
activity. Managers usually learn of new or innovative methods through information
gathered in the monitor role. As a result, a supervisor purchases a new kiln which
will shorten the drying process for ceramic tiles; a director of a youth club trains
staff in the use of personal computers to increase file access; or a president
establishes a new pension plan to improve employee morale.

Whereas the entrepreneur role establishes the manager as the initiator of
change, the disturbance handler role establishes the manager as a responder to
change. Organizations, unfortunately, do not run so smoothly that managers are
never called upon to respond to unwelcome pressures. In these cases, the manager
Is required to act quickly to bring stability back to the organization. A law partner
must settle a disagreement among associates in the firm on who will present a case
before a judge; a personnel director must negotiate with striking employees
dissatisfied with the procedures for laying off employees; or a cannery first-line
manager must respond to a sudden shortage of cans used to package perishable
fruit because the supplier has reneged on a contract.

When a manager is placed in the position of having to decide to whom and
In what quantity resources will be dispensed, the resource allocator role is
assumed. Resources may include money, time, power, equipment, or people.
During periods of resource abundance, this role can be easily performed by a
manager. In most cases, however, organizations operate under conditions of
resource scarcity; thus, decisions on the allocation of resources can be critical for
the success of the work unit, division, or organization. As a decision maker, the
manager must strive not only to appropriately match resources with subordinates
but also to ensure that the distribution of resources is coordinated to effectively
complete the task to be performed. An office manager must provide secretaries
with appropriate equipment to generate and duplicate documents. A manager of a
fast-food restaurant must coordinate work shifts to have the maximum number of
employees working during the lunch hour. Corporate presidents may provide their
administrative assistants with decision-making responsibility for day-to-day
matters.

In addition to decisions concerning organizational changes, disturbances,
and resources, the manager must enact a negotiator role. The process of
negotiation is possible only when an individual has the authority to commit
organizational resources. Hence, as managers move up the managerial hierarchy
and obtain control over more resources, they become more involved in the
negotiator role. For example, the president of a record company may be called in to
discuss terms of a possible contract with a major rock group; a production manager
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must negotiate with the personnel department to obtain employees with specialized
skills; or a college dean must negotiate with department heads over course
offerings and the number of faculty to be hired.

V. Are these sentences true or false? Correct the false sentences:

1. Managers usually learn of new or innovative methods through information
gathered in the disseminator role.

2. The disturbance handler role establishes the manager as a responder to change.
3. Organizations, fortunately, run smoothly and managers are never called upon to
respond to unwelcome pressures.

4. In cases of unwelcome pressures the manager is required to act quickly to bring
stability back to the organization.

5. As a decision maker, the manager must ensure that the distribution of resources
Is coordinated to effectively complete the task to be performed.

6. The process of negotiation is possible only when an individual has the desire to
commit organizational resources.

V. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. The entrepreneur role comes into when the manager seeks to
improve the work unit.

a) performance b) result c) action  d) production

2. Whereas the entrepreneur role establishes the manager as the of change,
the disturbance handler role establishes the manager as a responder to change.

a) innovator b) initiator c) regulator  d) producer

3. During periods of resource , this role can be easily performed by a
manager.

a) abundance b) shortage c) scarcity  d) allocation

4. Corporate presidents may provide their administrative assistants with decision-
making for day-to-day matters.

a) responsibility b) chance c) choice d) facility

5. In addition to decisions organizational changes, disturbances, and
resources, the manager must enact a negotiator role.

a) dealing b) having c) doing  d) concerning

VI. Translate the sentences.

1. T'onoBHUI KepIBHUK - CHMBOJIYHHMI TOJ0Ba, B OOOB'SI3KH SIKOTO BXOAMTH
BUKOHAHHS 3BHYAHUX 3aBJIaHb IMPABOBOTO UM COIIAIILHOTO XapaKTepy.

2. Jlinep BIANOBIJAIBLHUM 3a MOTHBAIIO 1 aKTHBI3AIIIO MAJETINX, 3a J00ip,
MIArOTOBKY MPAIiBHUKIB 1 TOB'A3aH1 3 UM 00OB'SI3KH.

3. B poni po3noBcromKyBada iHGopMallli MeHepKep nepenae naHi, OTpuMaHi i3
30BHIITHIX JDKeped ad0 Bl 1HIIUX IJISTVIMX, YjeHaM OpraHizallii; JacTHhHA
UX JaHUX Ma€ CyTo (aKTUYHUN XapakTep, iHIIa moTpelye iHTepmpeTartii
okpemux (pakTopiB ajsi GOPMYBaHHS YCTAHOBOK OpTaHi3aliii.
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4. Menemxkep BIAMOBIAATBHUMN 32 PO3MOJILT BCIX MOXKJIMBHUX PECypCiB OpraHizariii,
mo (akTUYHO Bexe A0 NPUNHATTA YU CXBAJCHHS BCIX 3HAUHUX pIlIeHb B
oprasi3ariii.

UNIT 7
COMPANY’S STRUCTURE
CLASS ASSIGNMENTS
VOCABULARY
to hold a position 3aiiMaTH mocaxy
an employee CITY’KOOBEIIb
senior T'OJIOBHUI
Board of Directors pajia TUPEKTOpiB
middle CepeIHin
a department BIJILIT
personnel, staff IITAT, ICPCOHAIT
an objective 3aja4a, Lijab
culture THUII B3a€MOBI JHOIIICHHS
tough-minded MPAKTUYHUHN, MaTepiamicT
fulfillment BUKOHAHHS
to adhere JOTPUMYBATHCS
requirement BHMOTH
to value OL[IHIOBATH
to conform y3TrOJUTH; BIIMOBIATH, 32 I0BOJIBHSTH
MEMORIZE !

o Ilpedikc over ['suvo] Hamae CIOBY 3HAUYCHHS HAJAMIPHOCTI TIEBHOTO CTaHY Y SIKOCTI:
do pobutrn—overdo nepecrapatucsl.

l. Read and translate the following words:
overabundant, overachieve, overbalance, overcapitalisation, overdeduction,
overgrow, overpaid, overestimate

I1. Translate the following word-combinations:

an increase in real wages; to have an incentive to expand; to lay off workers;
senior management; to hire employees; to restore profitability and economic
growth; the authorized fund; to get out of the limits; a joint venture; to meet the
requirements

I11. Translate the words with common roots:
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employ, employer, employee, employment, employing; supply, supplied,
supplying; decide, decision, decided, deciding; relate, relation, relative, relating,
related.

IVV. Define tense, number and voice of the predicate. Translate the
sentences:

1. Your business is receiving the tax benefits. 2. The losses have been
distributed unequally. 3. Last year we invested all our money into this company. 4.
Our assets liabilities and net worth were checked by the Board of Directors. 5.
Their corporation has limited liability.

V*. Define part of speech and syntactical functions of the words in bolt type.
Translate them:

1. The process of increasing sales involves a number of tasks, including
adjusting the marketing plan, improving the sales force and even making changes
to the current offering. 2. Operational management goals are goals set to impact
the running of an organization, where management skills, technology and
resources can be utilized in the most efficient ways possible. 3. This requires an
understanding of how to allocate time to different projects and activities. 4. A
manager must know what the workers who are being supervised are doing on their
jobs. 5. An important part of the oral communication process is listening.

V1. Discuss the questions below.
1. What makes an organization structure?
2. How can most firms be classified?
3. What are main positions in a typical company structure?
4. What are the main types of organization cultures?

VII. Read and translate the text.

TEXT1

THE STRUCTURE OF THE COMPANY

Organization structure in business is very important. People in a company,
its employees, hold different positions. The relationships between those employees
with different positions make an organization structure. At present most firms are
divided into three major parts: capital (shareholders), management, labor.

Let's take a typical company. There is a director who is a senior manager. He
is in the Board of Directors under the authority of the President of the company.
The Board of Directors decides what company policy and expenditure must be.

The chief executive officer is the link between the Board of Directors and
senior management. As for middle managers, they run departments of a firm. They
account to senior management for their area of work done.

There is a difference between executive director and non-executive one. The

directors who run their firms on day-to-day basis are called executive directors.
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Those who sit on the Board of Directors and do not run the firm directly are called
non-executive directors. In modern American English they use also the term inside
directors for executive and outside directors for non-executive ones.

Different firms have four main distinctions in organization cultures.

1. Power Cultures. In these cultures self-reliant and highly competitive self-
development provides the basis of relations. Manager's success is related to
his character and influence, rather than his knowledge and experience. The
style of the chief executive is the model for other managers. In organizations
of this type managers shall be tough-minded and aggressive.

2. Role Cultures. In these cultures manager's role is completely related to his
place within a centralized system. His success depends on how well this
manager adheres to rules, procedures, and precedents. Individualism and
aggression are not valued in these cultures. Employees in these
organizations should not get out of the limits of their roles.

3. Task Culture. In organizations of these type they value everything that
makes it possible “to get the work done”. The main concern in these
organizations is with successful fulfillment of their projects. Manager's
success is related to his knowledge and experience required to achieve tasks,
rather than to meet the requirements of his role.

4. Individual Cultures. In organizations of this type the most possible freedom
of expression is valued. Effectiveness of any activity in these organizations
is rated by how much the activity satisfies the staff, rather than by how well
it conforms to business plans. Independence, creativity, and experiment are
also valued in these organizations.

VIII. Are these sentences true or false? Correct the false sentences:

1.
2.

3.

9.

People in a company, its employees, hold different positions.

At present most firms are divided into three major parts: capital (shareholders),
management, labor.

The President of the company decides what company policy and expenditure
must be.

A director who is a senior manager is in the Board of Directors under the
authority of the President of the company.

The chief executive officer is the link between the Board of Directors and
middle management.

Senior managers run departments of a company.

The directors who run their firms on day-to-day basis are called executive
directors.

The directors who sit on the Board of Directors and run the firm directly are
called non-executive directors.

In power cultures manager's role is completely related to his place within a
centralized system.

10. Individualism and aggression are not valued in role cultures.
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IX. Choose the correct alternative:

1. The relationships between the employers/employees with different positions
make organization structure.

2. In atypical company there is a director who is a middle/senior manager.

3. The shareholders/Board of Directors decides what company policy and
expenditure must be.

4. The President/chief executive officer is the link between the Board of
Directors and senior management.

5. The middle managers/Board of Directors account to senior management for
their area of work done.

6. The directors who run their firms on day-to-day basis are called non-
executive/executive directors.

7. In power cultures self-reliant and highly competitive self-development provides
the basis of the company’s structure/relations.

8. Manager's role/success is related to his character and influence, rather than his
knowledge and experience.

9. Employees in these departments/organizations should not get out of the limits
of their roles.

10. Effectiveness of any activity in these organizations is rated by how much the
activity satisfies the chief executive officer/staff, rather than by how well it
conforms to business plans.

X. Fill in the blanks with appropriate words:

non-executive chief executive expenditure
departments shareholders successful
authority staff executive employees
1. At present most firms are divided into three major parts: capital ( ),
management, labor.
2. The director is in the Board of Directors under the of the President
of the company.
3. The Board of Directors decides what company policy and must be.
4. As for middle managers, they run of a firm.
5. The directors who run their firms on day-to-day basis are called

directors.
6. In modern American English they use also the term inside directors for
executive and outside directors for ones.
The style of the is the model for other managers.

in these organizations should not get out of the limits of their roles.

The main concern in these organizations is with fulfillment of their
projects.
10. Effectiveness of any activity in these organizations is rated by how much the

activity satisfies the , rather than by how well it conforms to business
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plans.

XI. Put the words in the correct order to make sentences.

1. different/ hold/ employees/ a company/ its/ positions / people/ in/

2. and/ company/ decides/ Directors/ what/ policy/ must/ of/ be/ Board/ the/
expenditure/

3. executive/ between/ chief/ the/ officer/ of/ Directors/ and/ management/ the/ is/
Board/ link/ senior/ the/

4. area/ senior/ of/ they/ management/ for/ their/ work/ account/ done/ to/

5. non-executive/ there/ a/ between/ executive/ and/ one/ is/ difference/ director/

6. of/ non-executive/ sit/ the/ do/ directly/ those/ on/ the/ Directors/ and/ not/ run/
firm/ called/ directors/ who/ Board/ are/

7. in/ firms/ have/ main/ cultures/ distinctions/ organization/ different/ four/

8. competitive/ relations/ these/ cultures/ and/ highly/ self-development/ the/ basis/
in/ self-reliant/ provides/ of/

9. are/ cultures/ and/ aggression/ not/ these/ individualism/ valued/ in/

10. these/ and/ valued/ independence/ also/ experiment/ are/ organizations/
creativity/ in/

XI1. Match the words and their definitions.

the person who has overall responsibility for

1 | employee A
the management of that company

5 | shareholder B the_power or right to give orders, make
decisions, and enforce obedience

3 | management C workers, especially manual  workers,

g considered collectively

4 | chief executive officer D |3 good as or better than others of a
comparable nature

5 | expenditure E | an amount of money spent

6 | authority = thg process of dealing with or controlling
things or people

7 | director G | an owner of shares in a company
a division of a large organization such as a

8 | competitive H | government, university, or business, dealing
with a specific area of activity

9 | department | | @ person employed fc_>r wages or salary,
especially at non-executive level

10 | 1abour 3| @ person who is in ch_arge of an activity,
department, or organization

XI11. Match the words in the right column with the words in the left column
to make word combinations.
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1 | organization a | ofafirm

2 | under the b | basis

3 | to hold c | organization cultures
4 | the President of d | the basis of relations
5 | to run departments e | the limits

6 | on day-to-day f | different positions

7 | main distinctions in g | structure

8 | to provide h | the work done

9 | to get out of i | authority of

10 | to get j | the company

SELF-STUDY

I. Open the brackets and choose the necessary word:

1. We work eight (o'clock, hours) a day. 2. They finish the work at four
(o'clock, hours) on Friday. 3. This contract is (very, very much) profitable. 4.
You’ve read this text (well, good). 5. It is a very (well, good) bank. 6. Have they
got (much, many) claretmoney for the project?

I1. Insert prepositions where necessary:

1. Planning any organization occurs different ways and __ all
levels.

2. Therole __ advertising is to inform potential users that the product or service
is available and to persuade people to try it pointing ___ the benefits it
offers.

3. You use some products ___ paying the full price __ them.

4. Services are used the time they are provided.

5. The tactical plans fit the strategic plans and are necessary to implement

the strategic plans.

I11. Make up sentences corresponding to the Ukrainian ones using the words
given in brackets:

1. MeHemxkepu BCTAaHOBIIOIOTH IIIJII Ta BHPINIYIOTh, SIK iX OpraHizaiis MOXe
nocsartu ix. (how, decide, their, can, managers, set, and, organization, achieve,
objectives, them by)

2. MeHekepu BUIIOT JJAHKU MPU3HAYAIOTHCS HA MOCAay Ta 3BUIBHSAIOTHCS PaIOI0
aupekTopiB kKommawii. (appointed, company’s, managers, and, dismissed, a, are,
Board of Directors, by, top)

3. AnMinictpatopu IBM He cTBOpIOIOTH NPOAYKTH Ta HE MHUILYTh IPOTrpamHe
3abe3neuenns. (software, and, IBM, don’t, products, write, executives, design).

IV. Find the sentences in which "if" is translated as «akmo» and then — as
particle «um»:
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1. If you find the price that is “right” for the target market, your product or
service will have a better chance to be profitable. 2. It's very interesting to know if
they have signed the contract with this company today. 3. If customer care is so
important, why do so many businesses not pay enough attention to it? 4. They will
investigate this case again if the results of the experiment are not satisfactory. 5. If
an economic theory has been accepted as valid, we can use it.

V. Read the text and translate it using the dictionary.

TEXT 2

THE FUNCTIONS OF AN EXECUTIVE IN BUSINESS

The top officers in many companies are called administrators, executives or
managers. These words are interchangeable and they really are not different in
many companies. The next highest groups are the vice presidents, the heads of
major departments and branch plant managers. The group below consists of
managers. They are general managers and foremen. So every organization has a
number of positions and some people have more authority than others.

It would be interesting to know about the functions of an executive. He
makes a lot of important decisions. He sets objectives, coordinates work, delegate
authority, makes hiring, firing, evaluating and just general leading. It is evident that
making careful decision in business is the basis of good management. One more
important function of an executive is to hire a good employee.

An executive as an employer has several options to consider when he wants
to hire a new employee. First of all, he may look within his own company. But if
he cannot find anybody suitable for the position he will have to look outside the
company. If there is a personnel office in the company, he can ask them to help him
to find a qualified applicant.

The employer can also use another valuable sources, for example,
employment agencies, consulting firms, placement offices and professional
societies. He can advertise in a newspaper or in a magazine and request candidates
send in resumes. The employer has two sets of qualifications to consider if he wants
to choose from among the applicants. He must consider both professional
gualifications and personal characteristics. A candidate's education, experience and
skills are included in his professional qualifications. So an executive ought to be
competent, creative, enthusiastic and punctual to keep his company in success.

V1. State which of the sentences are true and which are false:

1. The top officers in many companies are called administrators, executives or
managers.

2. A foreman sets objectives, coordinates work, delegate authority, makes hiring,
firing, evaluating and just general leading.

3. It is evident that making careful decision in business is the basis of good
management.

4. One more important function of an executive is to hire good general managers.
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5. The employee can also use another valuable sources, for example, employment
agencies, consulting firms, placement offices and professional societies.

VI1. Choose the correct variant a, b, c or d to fill in the gaps:

1. So every organization has a number of and some people have more
authority than others.
a) duties b) functions C) positions d) requirements

2. It would be interesting to know about the of an executive.
a) responsibilities  b) qualifications c) qualities d) functions

3. One more important function of an executive is to hire a good
a) subordinate b) employee c) candidate d) worker

4. An as an employer has several options to consider when he wants to
hire a new employee.
a) director b) foreman C) executive d) vice president

5. The employer has two sets of qualifications to consider if he wants to choose
from among the :
a) applicants b) candidates c) professionals d) experts

VIII. Translate the following sentences into English:

1. IlpaBunbpHe 311ACHEHHS (QYHKIII KOHTPOJIIO BUMAra€ JOTPUMaHHS €IHOCTI
TPHOX HOTO CTafld: BCTAHOBJEHHS (DAKTIB, iX KPUTUYHA OLIHKA, IPOIO3ULIIS
3aX0/11B II0JI0 BIUIMBY Ha KEPOBAaHUI 00'€KT y IOTPIOHOMY HAIPSIMI.

2. Menemkepu chepu TOTEIBHO-PECTOPAHHOTO Oi3HECY TOCHTH YacTO TOBHHHI
JaBaTh OCOOHMCTY OLIIHKY OTpUMaH1i 1H(opMalii, IHTepIpeTyBaTH BaXXJIUBICTh
oTpumMaHoi 1H(popmMaIlli i BCTAHOBIIOBATU KOPEJSAIIIO IIOAO0 3allJIAHOBaHUX 1
(aKTHUYHO TOCATHYTHX PE3YJIbTATIB.

3. Y 3B'SI3Ky 3 BUHUKHEHHSIM y c(epi roTeabHO-pecTOpaHHOro Oi3Hecy YKpaiHu
HOBUX (HOPM BIACHOCTI B TPOIECI KOHTPOIK BHUKOPUCTOBYIOTHCS TaKi
NOKa3HUKH, IO XapaKTepU3yIOTh PO3BUTOK MIJIPUEMCTB 1 MEPCIEKTUBU
PO3MIMPEHHS 1X TISJIBHOCTI.

4. Cdeporo ¢yHKINT KOHTPOIO y MEHEKMEHTI € Hacamiepen Oi3HecoBa
TUSTBHICTD Ta Pi3HI (HOPMH MIAMPUEMHUIITBA: BUPOOHHMYA (MOIIUPIOETHCS B
OCHOBHOMY Ha BHUPOOHMITBO ¥ CHOXHMBAHHS NPOAYKIIi Ta MOCIYT),
KoMepiliitHa (oOMiH, poO3MOiii, peanizaiis), ¢iHaHcoBa (OOMIH BapTOCTI,
JUSTIBHICTD HA (DOHAOBHX OipKax, y KOMEpUIMHUX OaHKaX).
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CHAPTER II

MARKETING
UNIT 8
DEFINITIONS OF MARKETING
CLASS ASSIGNMENTS
VOCABULARY

standard of living

PIBEHb KUTTS

advertising pekIama

delivery JIOCTaBKa, IOCTaBKa

obvious SIBHUM, OYEBUIHAM, TOMITHHI
broad IIUPOKUH, IICBHUIA, TTOMITHHN
to anticipate OUiKyBaTH, epeadadaTu

free of charge OE3KOIITOBHO

support iITPpUMKA

flow MTOTIK

to identify BCTAHOBJIIOBATH, BUSBIIATH, BU3HAYATH
persuading MIEPEKOHAHHS

warranty rapaHTist sSIKOCTI

to take over nepelMaTH, yCraJaKoOBYBaTH

I. Read and translate the sentences. Define the syntactical function of the —ing
form.

1. Reading is useful. 2. | like his rapidly reading. 3. The reading man is my
friend. The man reading a book is my friend. 4. Reading a book I didn’t hear
when the telephone rang. 5. He stood nearby reading a book. 6. His favourite
occupation is reading. 7. | like your idea of reading this book. 8. After reading |
began to prepare my lessons. 9. We can’t gain knowledge without reading.

Il. Translate the sentences:

I. The job involves managing all aspects of public relations, publicity, etc. 2.
You will be responsible for developing and executing brand strategies and market
initiatives for an assigned product line to meet revenue, profitability and budget
targets. 3. Respondents said they want the phone to be small and last a long time
without breaking. 4.We need to think about scheduling a meeting to discuss our
pricing strategy for our new cable Internet package.

I11. Define which of the sentences have gerund. Translate the sentences:
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1. Our typical customer is health-conscious and enjoys keeping fit. 2. I’'m also
attaching an outline of what I’d like to talk about. 3. Be sure to check your spelling
using an online dictionary or the spellcheck function of your email programme.
4.We need to decide what we should be charging for our services. 5. You will be
responsible for managing specific global, multinational and national retailers as
well as identifying and exploiting new business opportunities.

IV. In what sentences ing-forms are substantivized nouns:

1. But he people in our purchasing department are very thorough, and I'm sure
that they will find the best supply for us. 2. Sales and purchasing are all part of
producing and delivering goods or services to a customer. 3. Planning meals for
the week ahead is most important in food budgeting. 4. The planning of a slimming
diet is a matter of individual preference.

V. Translate the sentences:

1. Consulting clients is an essential part of a clerk’s job, 2. She wants being
consulted by Mr. Jacobson. 3. The manager remembers having consulted this
businessman at the insurance company. 4. Jane remembers having been consulted
at this bank.

V1. Make —ing forms out of the following infinitives:
to supply, to have produced, to be sold, to have been promoted

VI1I. Discuss the questions below:

1. How can you define marketing?

2. What is a micro-level definition of marketing?
3. What is a macro-level definition of marketing?
4. What is the aim of marketing?

VIII. Read and translate the text.
TEXT 1

DEFINING MARKETING

Some people think of marketing too narrowly as “selling and advertising.”
The other define marketing as “creation and delivery of a standard of living.” That
definition is too broad.

An important difference between the two definitions may be less obvious. The
first definition is a micro-level definition. It focuses on activities performed by an
individual organization. The second is macro-level definition. It focuses on the
economic welfare of a whole society.

Which view is correct? Is marketing a set of activities done by individual
firms or organizations? Or is it a social process?

The answer to our question is that marketing is both a set of activities
performed by organizations and a social process. In other words, marketing exists
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at both micro and macro levels. Micro-marketing looks at customers and the
organizations that serve them. Macro-marketing takes a broad view of our whole
production-distribution system.

Micro-marketing is the performance of activities that seek to accomplish an
organization’s objectives by anticipating customer or client needs and directing a
flow of need-satisfying goods and services from producer to customer or client.

To begin with, this definition applies to both profit and nonprofit
organizations. Profit is the objective for most business firms. Customers or clients
may be individual consumers, business firms, nonprofit organizations, government
agencies, or even foreign nations. While most customers and clients pay for the
goods and services they receive, others may receive them free of charge or at a
reduced cost through private or government support.

In fact, the aim of the marketing is to identify customers’ needs — and meet
those needs so well that the product almost “sells itself.” This is true whether the
product is a physical good, a service, or even an idea. If the whole marketing job
has been done well, customers don’t need much persuading. They should be ready
to buy. And after they do buy, they’ll be satisfied and ready to buy the same way
again the next time.

Marketing should begin with potential customer needs — not with the
production process. Marketing should try to anticipate needs. And then marketing,
rather than production, should determine what goods and services are to be
developed — including decisions about product design and packaging; advertising
and sales policies; and, after the sale, installation, customer service, warranty, and
perhaps even disposal policies.

This does not mean that marketing should try to take over production,
accounting, and financial activities. Rather, it means that marketing — by
interpreting customers’ needs — should provide direction for these activities and try
to coordinate them. After all, the purpose of a business or nonprofit organization is
to satisfy customer or client needs. It is not to supply goods and services that are
convenient to produce and might sell or be accepted free.

When marketing helps everyone in a firm really meet the needs of a customer
both before and after a purchase, the firm doesn’t just get a single sale. Then, in the
future, when the customer has the same need again — or some other need that the
firm can meet — other sales will follow. That’s why marketing concerns a flow of
need-satisfying goods and services to the customer. Often, that flow is not just for
a single transaction but rather is part of building a long-lasting relationship that is
beneficial to both the firm and the customer.

IX. Are these sentences true or false? Correct the false sentences:

1. A micro-level definition of marketing focuses on activities performed by an
individual organization.

2. Marketing is both a set of activities performed by organizations and a social
process.

3. Profit is the objective for most customers and consumers.
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8.

9.

Micro-marketing is only selling and advertising.

While most customers and clients pay for the goods and services they receive,
others may receive them free of charge.

The purpose of a business or nonprofit organization is to determine what goods
and services are to be developed.

If the whole marketing job has been done well, customers don’t need much
persuading.

Marketing should begin with the production process — not with potential
customer needs.

Marketing should try to take over production, accounting, and financial
activities.

10. In the future, when the customer has the same need again — or some other need

=

o B

8.
9.

that the firm can meet — other sales will follow.

. Choose the correct alternative:

A micro-level definition focuses on activities conducted/performed by an
individual organization.

Micro/Macro-marketing looks at customers and the organizations that serve
them.

Micro-marketing is the performance of activities that seek to accomplish an
organization’s objectives by investigating/anticipating customer or client
needs and directing a flow of need-satisfying goods and services from producer
to customer or client.

Profit is the objective for most government agencies/business firms.

In fact, the aim of the marketing is to satisfy/identify customers’ needs — and
meet those needs so well that the product almost “sells itself.”.

If the whole marketing job has been done well, customers don’t need much
assuring/persuading.

Marketing should begin with potential customer needs — not with the
distribution/production process.

Marketing should try to anticipate/forecast needs.

After all, the purpose of a business or nonprofit organization is to satisfy
customer or client objectives/needs.

10. That’s why distributing/marketing concerns a flow of need-satisfying goods

and services to the customer.

XI. Fill in the blanks with appropriate words:

purchase support production

identify customers marketing satisfy

consumers welfare accounting

1. Macro-level definition focuses on the economic of a whole
society.
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8.

9.

Is both a set of activities performed by organizations and a social
process.
Customers or clients may be individual , business firms, nonprofit
organizations, government agencies, or even foreign nations.
While most customers and clients pay for the goods and services they receive,
others may receive them free of charge or at a reduced cost through private or

government :

In fact, the aim of the marketing is to customers’ needs — and meet
those needs so well that the product almost “sells itself™.

If the whole marketing job has been done well, don’t need much
persuading.

Marketing should begin with potential customer needs — not with the

process.

This does not mean that marketing should try to take over production, :
and financial activities.

After all, the purpose of a business or nonprofit organization is to
customer or client needs.

10. When marketing helps everyone in a firm really meet the needs of a customer

both before and after a , the firm doesn’t just get a single sale.

XI1. Put the words in the correct order to make sentences.

1.

O b wiN

(o]

7.
8.
9.

of/ standard/ the/ creation/ other/ marketing/ as/ and/ a/ of/ define/ delivery/
living/

. micro/ exists/ at/ and/ macro/ marketing/ levels/ both/

. whole/ it/ economic/ society/ focuses/ on/ the/ a/ welfare/ of/

. both/ this/ nonprofit/ definition/ profit/ and/ applies/ organizations/ to/

. agencies/ customers/ business/ clients/ may/ be/ consumers/ firms/ nonprofit/

government/ or/ individual/ organizations/

. need/ customers/ if/ been/ the/ whole/ job/ done/ don’t/ persuading/ marketing/

well/ much/ has/

begin/ potential/ marketing/ with/ needs/ should/ customer/

should/ to/ needs/ try/ marketing/ anticipate/

needs/ nonprofit/ the/ client/ purpose/ of/ a/ or/ organization/ to/ customer/ or/
business/ satisfy/ is/

10. are/ marketing/ to/ services/ determine/ what/ and/ be/ should/ developed/

goods/

XI111. Match the words and their definitions.

a written promise that the dealer or
firm manufacturer will repair or replace any
1 A . .
defective parts free of charge for a certain
period of time
2 | develop B | to acquire by paying money
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3 | profit C | to settle, to define

4 support D the process of identifying, measuring and
communicating economic information

5 | charge E | an aim or goal

6 | determine F | to elaborate on, to expand

7 | objective G | an excess of income over expenditure

8 warranty e business concern, especially one involving
a partnership of two or more people

9 | accounting | | to bear the cost of providing for

10 | to purchase J | the price to be paid for goods or services

XIV. Match the words in the right column with the words in the left column to
make word combinations.

1 | a standard of a | process

2 | to focus on b | objectives

3 | economic ¢ | customer or client needs
4 | asocial d | charge

5 | production-distribution e | support

6 | to accomplish an organization’s f | welfare

7 | to pay for g | activities

8 | free of h | system

9 | private or government i | living

10 | to satisfy j | goods and services

SELF-STUDY

I. Give all gerund forms you know of the following verbs and translate them:
to manufacture, to buy, to finance

I1. Give all known to you participles and translate them:
to produce, to increase, to supply, to provide

I11. Define ing-forms. Translate the sentences:

1. Being asked a lot of questions is a typical routine for a candidate. 2. Jack
remembers having been sent that interesting information. 3. On having discussed
the details of the contract we made a decision to cooperate with this company on a
regular basis. 4. Our CEO insists on the clauses of the contract being performed
correctly.

V. Choose the appropriate ing-form from those given below:
1. I knew specific parts of the offer for two hours, (having been negotiated;
being negotiated) 2. Jane saw Mr. Johnson himself a copy of the contract,

73



(having made; making, being made) 3. He found the order before meeting
Mr. Smith. (having been delivered; being delivered; delivering; having delivered)
4. They informed us about a letter of credit. (being sent; sending; having
sent)

V. Read the text and translate it using the dictionary.
TEXT 2

DEFINITIONS OF MARKETING: HISTORICAL ASPECTS

Before presenting the definition of marketing, it’s worth looking at the term
as it has evolved historically.

The earlier definitions tend to describe marketing in economic terms. The
first definition was developed in 1947. According to it, marketing is considered as
one of the three functions of a country’s economic system. These functions consist
of production, marketing, and consumption. Thus, marketing is the economic
function which delivers manufactured or produced products to society. This
definition shows that there is a direct correlation between a country’s standard of
living and its marketing system: the better the system, the better the standard of
living.

The definition of the American Marketing Association was developed in
1960. It added the concept that marketing consists of business activities. The
association defined marketing as the “performance of business activities that direct
the flow of goods and services from producer to consumer”.

Another widely used definition of marketing was associated with
merchandising. Thus, it is the role of the retailers to get the right goods and
services to the right people at the right place at the right time and at the right price.

Later definitions added the concept of consumer satisfaction.

In 1971, Stanton defined marketing as a “total system of interacting business
activities designed to plan, price, promote, and distribute want-satisfying goods
and services to present and potential customers”. The emphasis was again made on
business activities and the distribution of goods and services. Though, two
Important concepts were added: system and want-satisfying goods and services.
Marketing was viewed as a system; and customers’ needs and wants became a
fundamental part of marketing.

In the 1970s, the concept of exchange was added to the definition of
marketing. Exchange involves two or more parties who voluntary agree to enter
into a trading relationship. The trade may consist of the exchange of a product or
service for money, a product for a product, a product for a service, or a service for
a service.

Today, marketing is considered as a coordinating system of business
activities. Its aim is to provide products and services that satisfy the needs and
wants of customers through exchange process.
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V1. State which of the sentences are true and which are false:

1. According to the first definition, marketing is considered as one of the three
functions of a country’s economic system.

2. This definition shows that there is a direct correlation between a country’s
standard of living and its economic system: the better the system, the better the
standard of living.

3. The American Marketing Association defined marketing as the “performance of
business activities that direct the flow of goods and services from producer to
consumer”.

4. 1t is the role of the producers to get the right goods and services to the right
people at the right place at the right time and at the right price.

5. Today, marketing is considered as a coordinating system of business activities.

VII1. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. Thus, marketing is the economic which delivers manufactured or
produced products to society.
a) feature b) function C) characteristics d) activity

2. Another widely used definition of marketing was associated with :
a) manufacturing  b) advertising  ¢) merchandising  d) distributing

3. Thus, it is the role of the to get the right goods and services to the right
people at the right place at the right time and at the right price.
a) producers b) distributors c) marketers d) retailers

4. The emphasis was again made on business activities and the of goods
and services.
a) promotion b) distribution c) advertising d) production

5. Exchange involves two or more parties who voluntary agree to enter into a

relationship.

a) economic b) barter c) trading d) partnership

VIII. Translate the following sentences into English:

1. ExoHomika, B sIKiii TOBAPHO-TPOIIIOB] BIJIHOCHHU € MMaHYIOUYMMHU, B JIITEpaTypi
oTpuMaljia Ha3By "pHMHKOBOI €KOHOMIKU". 2. PHHKOBI BITHOCMHH CYTT€BO
BIJIPI3HSIOTECA B PI3HUX KpaiHax 3a CTYNEHEM pPO3BHUTKY, OCOOJMBOCTAMHU
MoaudiKkarlii, piBHEM 3p1I0CTI, ICTOPUYHUMH, COL[IaTbHUMH Ta 1HIIMMH O3HAKaMH.
3. KoHKypeHIlisl OXOIUTIOE BIAHOCHHH MDK MiIMPUEMIIIMA W CrokKuBadamu. 4.
OcCKUIbKM B PUHKOBI BIJTHOCHMHHM BCTYIaIOTh pi3HI CyO'ekTH, a A0 chepu oOMiHY
HAJXOAATh PIZHOMAHITHI TOBAapWM M MOCIYTH, TO B KpaiHi (POPMYETHCS TOCHUTH
CKJIaJ{HA PUHKOBA CTPYKTYpa, Ka BKIIIOUAa€ HAWPI3HOMAaHITHIII BUJIA PUHKIB.

75



UNIT 9

THE IMPORTANCE OF MARKETING SCIENCE

CLASS ASSIGNMENTS

VOCABULARY

effort 3yCHILISA, CIIpo0a

output MIPOJTYKITisl; BUITYCK

shortage HeslocTava, Opak; aedinur

to carry out BUKOHYBaTHU

to offer IPOMOHYBATH

warehouse TOBApPHMIA CKJIaJl; ONITOBMI MarasuH
to be concerned with [IKAaBUTHUCS, 3aiiMaTHCS

input BHECOK, BKJIAQJICHHS

sales representative TOPTiBEIbHUIA PEICTABHUK
salespeople MPOJIABIII, areHTH 31 30yTy, KOMIBOSDKEPH
to manage YIIPABJISITU

fence Oropo’ka

I. Make two adjectives with each word using the suffixes -less and —ful and
translate them:
Job, use, harm, home, help, fruit, price

I1. Define prefixes in the following words and translate them:
dismantle, overdependence, subdivide, unpayable, uncalculated, reanalyse

I11. Replace clauses by gerunds:

1. When Mr. Murdock met our sales representative, he decided to place an
order. 2. While the secretary was typing the letter, she made some mistakes. 3.
Jane is glad that she has been granted a consumer credit. 4. We don’t mind if you
offer a discount on large orders.

IVV.* Open he brackets using the necessary forms of participles:

1. After placing the order, Linda received an email (to confirm) the shipment and
delivery date. 2. The article on the current economic problems of the developing
countries (to publish) in this journal was written by Professor Thompson. 3. Does
ypur company have a website (to offer) customer service? 4. (To receive) the letter
of credit the accountant-general rang the manager up.

V. Translate the sentences:
1. Brainstorming is a technique used by marketers during product naming or

product development. 2. Launching new products is a risky business. 3.
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Responsible purchasing is another way that a company can build or maintain a
good reputation. 4. We can create an opportunity by strengthening our
communication and informing consumers about our new services. 5. Even in
formal negotiations, it is felt that relationship-building can insure a successful
outcome.

V1. Discuss the questions below:
1. What does the marketing concept mean?
2. What are three basic ideas of the marketing concept?
3. What is a production orientation?
4. What is a marketing orientation?

VII. Read and translate the text.
TEXT 1

WHAT DOES THE MARKETING CONCEPT MEAN?

The marketing concept means that an organization aims all its efforts at
satisfying its customers — at a profit. The marketing concept is a simple but very
important idea.

The marketing concept is not really a new idea — it’s been around for a long
time. But some managers act as if they are stuck at the beginning of the production
era — when there were shortages of most products. They show little interest in
customers’ needs. These managers still have a production orientation — making
whatever products are easy to produce and then trying to sell them. They think of
customers existing to buy the firms output rather than of firms existing to serve
customers and — and more broadly — the needs of society.

Well-managed firms have replaced this production orientation with a
marketing orientation. A marketing orientation means trying to carry out the
marketing concept. Instead of just trying to get customers to buy what the firm has
produced, a marketing-oriented firm tries to offer customers what they need.

Three basic ideas are included in the definition of the marketing concept: (1)
customer satisfaction, (2) a total company effort, and (3) profit — not just sales — as
an objective. These ideas deserve more discussion.

“Give the customers what they need” seems so obvious that it may be hard for
you to see why the marketing concept requires special attention. However, people
don’t always do the logical and the obvious — especially when it means changing
what they’ve done in the past. In a typical company 35 years ago, production
managers thought mainly about getting out the product. Accountants were
interested only in balancing the books. Financial people looked after the
company’s cash position. And salespeople were mainly concerned with getting
orders for whatever product was in the warehouse. Each department thought of its
own activity as the center of the business with others working around “the edges.”
No one was concerned with the whole system. As long as the company made a
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profit, each department went merrily on — doing its own thing. Unfortunately, this
is still true in many companies today.

Ideally, all managers should work together as a team because the output from
one department may be the input to another. And every department may directly or
indirectly impact short-term and long-term customer satisfaction. But some
managers tend to build “fences” around their own departments. There may be
meetings to try to get them to work together — but they come and go from the
meetings worried only about protecting their own turf.

We used the term production orientation as a shorthand way to refer to this
kind of narrow thinking — and lack of a central focus — in a business firm. But keep
in mind that this problem may be seen in sales-oriented sales representatives,
advertising-oriented agency people, finance-oriented finance people, directors of
nonprofit organizations, and so on. It is not a criticism of people who manage
production. They aren’t necessarily any guiltier of narrow thinking than anyone
else.

The “fences” come down in an organization that accepted the marketing
concept. There are still departments, of course, because specialization often makes
sense. But the total system’s effort is guided by what customers want — instead of
what each department would like to do.

The marketing concept provides a guiding focus that all departments adopt. It
should be a philosophy of the whole organization, not just an idea that applies to
the marketing department. It helps the organization work as a total “system” rather
than a lot of separate parts. The marketing concept, however, is more complete
than many system-oriented ideas. It actually specifies a high-level objective —
customer satisfaction — that is logical for each and every part of the system. It also
specifies a profit objective, which is necessary for the system’s survival.

VIII. Are these sentences true or false? Correct the false sentences:

1. The marketing concept means that an organization aims all its efforts at
satisfying its customers — at a profit.

2. Some marketers still have a production orientation — making whatever products
are easy to produce and then trying to sell them.

3. Well-managed firms have replaced this production orientation with a marketing
orientation.

4. Marketers think of customers existing to buy the firms output rather than of
firms existing to serve customers and — and more broadly — the needs of society.

5. Instead of just trying to get customers to buy what the firm has produced, a
marketing-oriented firm tries to offer customers what they need.

6. Accountants looked after the company’s cash position.

7. Salespeople were mainly concerned with getting orders for whatever product
was in the warehouse.

8. ldeally, all managers should work together as a team because the output from
one department may be the input to another.

9. But the total system’s effort is guided by what managers want — instead of what
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each department would like to do.

10. The marketing concept actually specifies a high-level objective — customer

satisfaction — that is logical for each and every part of the system.

IX. Choose the correct alternative:

1.
2.

3.

9.

Some managers/marketers show little interest in customers’ needs.

These managers still have a marketing/production orientation — making
whatever products are easy to produce and then trying to sell them.
Well-managed firms have substituted/replaced this production orientation
with a marketing orientation.

A marketing orientation means trying to fulfill/carry out the marketing
concept.
Three basic ideas are included in the definition of the production/marketing
concept.

In a typical company 35 years ago, sales/production managers thought mainly
about getting out the product.

Financiers/Accountants were interested only in balancing the books.
Salespeople/Finance people were mainly concerned with getting orders for
whatever product was in the warehouse.

But some managers tend to build “fences” around their own
companies/departments.

10. The total system’s effort is guided by what managers/customers want —

instead of what each department would like to do.

X. Fill in the blanks with appropriate words:

customer profit marketing

manage financial concept satisfaction

department production output

1. The marketing is not really a new idea — it’s been around for a long
time.

2. Some managers still have a orientation — making whatever products
are easy to produce and then trying to sell them.

3. Well-managed firms have replaced this production orientation with a
orientation.

4. Each thought of its own activity as the center of the business with
others working around “the edges”.

5. All managers should work together as a team because the from one
department may be the input to another.

6. Itis nota criticism of people who production.

7. And every department may directly or indirectly impact short-term and long-

term customer :
The marketing concept specifies a high-level objective —
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satisfaction — that is logical for each and every part of the system.

9. It also specifies a objective, which is necessary for the system’s
survival.

10. people looked after the company’s cash position.

XI. Put the words in the correct order to make sentences.

1. grains/ cereal/ are/ component/ a/ major/ of/ diet/ man's/ world/ throughout/ the/
2. wheat/ grain/ the/ distribution/ within/ the/ not/ uniform/ of/ nutrients/ is/

3. milling/ losses/ similar/ of/ and/ vitamins/ in/ the/ of/ rice/ minerals/ occur/

4. the/ varies/ composition/ of/ of/ these/ each/ flours/

5. flour/ also/ than/ more/ fibre/ brown/ or/ flour/ wholemeal/ contains/ dietary/
white/

6. to/ gluten/ a/ make/ large/ loaf/ quality/ flours/ should/ of/ good/ contain/
sufficient/

7. cereals/ a/ substantial/ to/ the/ intake/ of/ nutrients/ particularly/ calcium/ niacin/
thiami/ and/ dietary/ fibre/ also/ make/ contribution/ many/ other/

8. diet/ wheat/ of/ bread/ flour/ cakes/ biscuits/ together/ with/ other/ cereals/
provides/ more/ than/ a/ quarter/ of/ energy/ protein/ and/ iron/ in/ the/
carbohydrate/ average/ in/ the/ form/ the/ total/

9. of/ protein/ minerals/ and/ vitamins/ in/ the/ germ/ and/ of/ grain/ the/
concentration/ is/ higher/ outer/ layers/

10. is/ the/ of/ thiamin/ in/ baking/ about/ 15/ cent/ loss/ per/ bread/

XI1. Match the words and their definitions.

1 | concept A | a person skilled in keeping accounts

5 salespeople B to make one’s own ( an idea, custom that
belongs to or comes from someone else )

3 shortage c | money in the form of coins or paper, ready
money

replace business activities that direct the movement

4 D | of goods and services from producers to
consumers or users

5 accountant £ | aperson wishing to make a purchase from a
store or firm

5 department = to fill the place of ( smb or smth ) with
another

7 customer Gl distinct branch of a whole

8 | cash H | those whose job is to sell

9 adopt [ |2 thought or opinion, general notion or idea

10 marketing 3 the fact that there is less of smth than is
required
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XI11. Match the words in the right column with the words in the left column
to make word combinations.

1 | satisfying its a | special attention

2 | to show little b | the marketing concept

3 | to have a production ¢ | in mind

4 | to serve customers d | with smth.

5 | to carry out e |asateam

6 | to require f | interestin

7 | to balance g | diet

8 | to be concerned h | orientation

9 | working together I | customers

10 | to keep j | the books
SELF-STUDY

l. Translate the following word combinations:

e(l)eKTI/IBHO 3a10BOJIBHATH HOTp€6I/I I(J'IieHTiB; IIJIaHYBAHHA MapKGTI/IHFOBOT
CTpaTeFﬁ; p03BI/IHYTi GKOHOMiKI/I; MapKeTI/IHI‘OBi BUTPATH, ITOBCAKACHHE JXHUTTH,
pPCKiIaMa; MAapKCTHHIOBA KaMHaHiH; CIIOKHMBay, p06OTOI[aB€L[I:; MO}KJ'II/IBOCTi;
€KOHOMIYHHUI pO3BUTOK

Il.  Translate the following sentences. Define "'ing-forms™':

1. When meeting a customer, make eye contact within ten seconds. 2. Meetings
are an important tool for building your customer base. 3. Good customer-oriented
telephone technique starts with being courteous. 4. Selling happens between
people, in face-to-face communication. 5. Using electronic ordering systems is
really great.

I11. Read and translate the following text using a dictionary.

TEXT 2

WHY STUDY MARKETING?

Marketing is an important part of any economic system. In fact, any country
in which the people enjoy a comfortable standard of living relies on marketing in
order to bring products and services to the population.

Every organization needs to think about its markets and how effectively it
meets its customers’ or clients’ needs. Organizations that don’t satisfy their
customers sooner or later disappear — and usually it’s sooner rather than later.
Conversely, organizations that find new and better ways to meet needs prosper and
grow. Be sure that it’s better to prosper than to fail and disappear.
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So, there’s hardly any issue that’s more important than figuring out how to
satisfy customers — whether old ones an organization has served in the past or new
ones it hopes to attract. At its essence, that’s what marketing and marketing
strategy planning is all about.

One reason for studying marketing is that you — as a consumer — pay for the
cost of marketing activities. In advanced economies, marketing costs about fifty
cents of each consumer’s dollar. For some goods and services, the percentage is
much higher.

Another important reason for learning about marketing is that marketing
affects every aspect of your daily life. All the goods and services you buy, the
stores where you shop, and the radio and TV programs paid for by advertising are
there because of marketing. Even your job resume is part of a marketing campaign
to sell yourself to some employer! Some courses are interesting when you take
them but never relevant again once they are over. Not so with marketing — you’ll
be a consumer dealing with marketing for the rest of your life.

Still another reason for studying marketing is that there are many exciting and
rewarding opportunities in marketing. Marketing is often the route to the top. You
can find opportunities in sales, advertising, product management, marketing
research, distribution, and other areas. Even if you’re aiming for a nonmarketing
job, you’ll be working with marketing people. Knowing something about
marketing will help you understand them better. It will also help you do your job
better. Marketing relates to lots of other functional areas. Remember that
marketing is important to the success of every organization. A company that can’t
sell its products doesn’t need accountants, financial managers, production
managers, personnel managers, computer programmers, or credit managers.

Even if you’re not planning a business career, marketing concepts and
techniques apply to nonprofit organizations too. Many nonprofit organizations
have a marketing manager. And the same basic principles used to sell soap are also
used to “sell” ideas, politicians, mass transportation, health care services,
conservation, museums, and even colleges.

An even more basic reason for studying marketing is that marketing plays a
big part in economic growth and development. Marketing stimulates research and
new ideas — resulting in new goods and services. Marketing gives customers a
choice among products. If these products satisfy customers, fuller employment,
higher incomes, and a higher standard of living can result. An effective marketing
system is important to the future of all nations.

IV. State which of the sentences are true and which are false:

1. Any country in which the people enjoy a comfortable standard of living relies
on marketing in order to bring products and services to the population.

2. In advanced economies, marketing costs about fifteen cents of each consumer’s
dollar.

3. Another important reason for learning about marketing is that marketing affects
every aspect of your daily life.
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4. Even if you’re aiming for a nonmanufacturing job, you’ll be working with
marketing people.

5. Even if a company doesn’t sell its products it needs accountants, financial
managers, production managers, personnel managers, computer programmers,
or credit managers.

V. Choose the correct variant a, b, c or d to fill in the gaps:
Every organization needs to think about its markets and how effectively it
its customers’ or clients’ needs.

=

a) satisfies b) faces c) studies d) meets
2. One reason for studying marketing is that you — as a — pay for the cost
of marketing activities.
a) producer b) consumer C) customer d) buyer
3. Even your job resume is part of a campaign to sell yourself to some
employer.
a) advertising b) manufacturing  c¢) promoting d) marketing
4. You can find in sales, advertising, product management, marketing
research, distribution, and other areas.
a) possibilities b) opportunities C) options d) positions
5. Many organizations have a marketing manager.
a) profit-oriented  b) retail c) nonprofit  d) wholesale

V1. Translate the following sentences into English:

1. Bci BUaAM pUHKIB MOXKYTh OYTH 3B€A€HI IPUHANMHI 10 YOTUPHOX EKOHOMIYHUX
YTBOPEHb. PUHOK TOBAPIB 1 MOCIYT; PUHOK IPOLIEH; PUHOK LIIHHUX IaIepiB;
PUHOK POOOYOi CHIIH.

2. Ilpouec (QyHKIIIOHYBaHHS PHUHKOBOTO MEXaHI3My BHU3HAYa€ CTYIiHb
e(EeKTUBHOCTI PUHKOBOI €KOHOMIKH.

3. [nes "BinbHOTO pUHKY'" HAJIEKUTH KJIACUKY MOITHYHOI eKOoHOMIT A.CMITYy.

4. OHUM 3 BaXJIMBUX 3aKOHIB PUHKOBOI €KOHOMIKH € 3aKOH TPOIIIOBOTO 00Iry.

5. PUHOK BHM3Ha4yaeThes SIK MICIE, A€ 3I1MCHIOETHCS KYITIBIIS Ta MPOJIak TOBApiB,
JIe B3aEMO/IIFOTh MPOJIABII Ta MOKYTIIII.
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UNIT 10

MARKETING SCIENCE AND MARKET IDENTIFICATION

CLASS ASSIGNMENTS

VOCABULARY

to interact B3a€MO/IISITH; BIUIMBATH OJMH Ha OJTHOTO
interdependent B3a€MO3aJICIKHUIL; 3aJIEKHAN OMH BiJl OJTHOT'O
to provide nocTavaTtH; 3a0e3rneuyBaTH; HaJaBaTH

to deliver nepeaBaTi, BpyJaTh; POSHOCUTH, JOCTABIISTH
marketing mix KOMIUIEKC MapKETHUHTY

location MICIIe pPO3TalTyBaHHS

development PO3BHTOK; pO3pOOKa

product life cycle KUTTEBUI IUKIT TOBAPY

maturity 3pITICTh

decline TTaJiHHA, CIIa]

regarding 10710, CTOCOBHO

I. Define the tense of the predicate in the following English sentences:

She has been preparing a financial Bona rotye ¢inancoBwmii 3BIT (BKe) JIBi
report for two hours. TOJTUHM.

She had been preparing a financial Bona rotyBana ¢iHaHCOBHIA 3BIT (BXKeE)
report for two hours when you called. JIBl TOAWHH, KOJIM BH IOA3BOHUIIN.

I1. Copy the following pairs of sentences. Underline predicates and define the
difference between them. Translate the sentences:

1. Mr Jackson is handling the customer’s complaint. He has been handling the
customers’ complaints for a month already. 2. They are discussing the details of
the contract. They have been discussing the details of the contract for half an hour.
3. The accountant is preparing the annual report. The accountant is preparing the
annual report for two days.

1. Ask questions to the words in bolt type:

1. Once a target market has been identified, a company has to decide what
goods or service to offer. 2. 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. 3.
Companies have to identify market opportunities by market segmentation: doing
market research, finding a target market, and producing the right product.
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IV. Read and translate the following word-combinations:

business activity, interacting and interdependent parts, to offer products and
services, to deliver goods to the customer, to promote goods and services,
telephone sales, research and development of a new product or service, newspapers
adds, "product life cycle".

V. Discuss the questions below:
1. What are four major aspects of marketing?
2. What does promotion include?
3. What are the stages of a “product life cycle”?
4. What P should be carefully considered as well?

V1. Read and translate the text:
TEXT 1

MARKETING MIX

Marketing is considered to be a coordinated system of business activities. Its
aim is to provide products and services that satisfy the needs of customers.

Marketing can be described as a coordinated system, consisting of
interacting and interdependent parts functioning as a single whole.

Any company has at least four major aspects of marketing: products and
services to offer, the prices at which they should be sold, the manner in which they
will be delivered to the customer, and the way they will be promoted. These four
main parts of marketing are often called the Marketing Mix. They are often called
the four P’s of marketing: Product, Price, Place, and Promotion.

Place means the location of certain goods and services as well as distribution
of them.

Promotion includes all kinds of communication in marketing such as
advertising, sales, direct mail, free additions, testers, fairs and shows to advertise
new products and services, telemarketing with telephone sales, newspapers adds,
etc. Promotion is considered to be, perhaps, the most complex element in the Four
P's. It should be kept in mind that different groups and sections of people have
different likings and dislikings. You have to take it into account making all goods
and services appeal to different customers.

The third element in marketing mix is product (service). It is often related to
the research and development of a new product or service, testing its quality,
searching for the potential markets and, after all, introducing it to the market. Each
product has its own "product life cycle". These cycles are different for different
products; however, there are four stages of "life cycle™ of each product. They are:
introduction, growth, maturity, and decline. It should be noted that Product is the
most controllable of the four elements of the marketing mix.

The most changeable element of all the four is Price. The definition of a
price is exchange of something of value for something else. It is very simple and it
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IS very important for customers. As prices rise we can buy fewer things or only
things of lesser quality. On the contrary, as prices fall customers can buy more
things of better quality.

Still one should remember that the people and personnel aspect of any
business is also important to marketers. All parts of the marketing mix are operated
and managed by people. Thus, there is one more P that must be carefully
considered by marketers — People.

One should remember that he cannot make a decision regarding one aspect
of the mix without affecting another. Even though one may discuss and decide
about each aspect separately, all must be coordinated for effective marketing.

V1. Are these sentences true or false? Correct the false sentences:

1. The aim of marketing is to manufacture products and services that satisfy the
needs of customers.

2. Marketing can be described as a coordinated system, consisting of interacting
and interdependent parts functioning as a single whole.

3. These four main parts of marketing are often called the marketing mix.

4. Marketing mix includes all kinds of communication in marketing such as
advertising, sales, direct mail, free additions, testers, fairs and shows to
advertise new products and services, telemarketing with telephone sales,
newspapers adds, etc.

5. It should be kept in mind that different groups and sections of people have
different likings and dislikings.

6. Each product has its own "product life cycle".

7. These cycles are similar for different products; however, there are four stages of
"life cycle" of each product.

8. The most controllable element of all the four is Price.

9. The definition of a price is exchange of something of value for something else.

10. All parts of the marketing mix are operated and managed by people.

VII1. Choose the correct alternative:

1. Marketing can be described as a controllable/coordinated system, consisting
of interacting and interdependent parts functioning as a single whole.

2. Place means the situation/location of certain goods and services as well as
distribution of them.

3. Price/Promotion is considered to be, perhaps, the most complex element in the

Four P's.

Each product has its own/same "product life cycle".

As prices fall/rise customers can buy fewer things or only things of lesser

quality.

6. All parts of the product/marketing mix are operated and managed by people.

7. The aim of marketing is to provide/promote products and services that satisfy
the needs of customers.

8. Any company has at least four major aspects of marketing: products and

o B
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services to offer, the prices at which they should be sold, the manner in which
they will be presented/delivered to the customer, and the way they will be
promoted.

9. The third element in marketing mix is often appropriate/related to the
research and development of a new product or service.

10.0ne should remember that the people and personnel aspect of any business is
also important to managers/marketers.

IX. Fill in the blanks with appropriate words:

customers development exchange

maturity business marketers promotion

distribution "life cycle" marketing mix

1. Marketing is considered to be a coordinated system of activities.

2. These four main parts of marketing are often called the :

3. Place means the location of certain goods and services as well as of
them.

4, Is considered to be, perhaps, the most complex element in the Four
P's.

5. You have to take it into account making all goods and services appeal to
different :

6. It is often related to the research and of a new product or service,
testing its quality, searching for the potential markets and, after all, introducing
it to the market.

7. These cycles are different for different products; however, there are four stages
of of each product.

8. There are four stages of a "product life cycle": introduction, growth, :
and decline.

9. The definition of a price is of something of value for something
else.

10.Thus, there is one more P that must be carefully considered by —
People.

X. Put the words in the correct order to make sentences.

1. be/ business/ is/ to/ coordinated/ considered/ of/ activities/ marketing/ a/ system/
2. of/ are/ these/ Marketing/ four/ marketing/ often/ the/ Mix/ main/ parts/ called/

3. as/ distribution/ place/ goods/ means/ the/ of/ and/ well/ of/ services/ them/
location/ certain/ as/

4. in/ Four/ be/ promotion/ to/ the/ complex/ is/ element/ the/ P's/ considered/ most/
5. appeal/ into/ you/ to/ goods/ take/ it/ all/ services/ to/ customers/ have/ account/
different/ and/ making/

6. product/ own/ each/ product/ has/ cycle/ its/ life/

7. growth/ they/ introduction/ are/ decline/ and/ maturity/
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8. of/ exchange/ the/ else/ value/ definition/ of/ a/ is/ of/ something/ something/ for/
price/

9. fewer/ only/ can/ as/ things/ prices/ we/ things/ or/ of/ quality/ rise/ buy/ lesser/
10. by/ are/ parts/ the/ mix/ operated/ and/ all/ managed/ marketing/ of/ people/

XI1. Match the words and their definitions.

the series of developments that take place in

1 | to provide A | it from its beginning until the end of its
usefulness

2 | interdependent B | someone whose job involves marketing.

3 | marketing mix C | the state of being fully developed
the imparting or exchanging of information

4 | distribution D | by speaking, writing, or using some other
medium

5 | product life cycle |2 gradual and continuous loss of strength,

numbers, or value

the action or process of supplying goods to

6 | promotion F .
retailers
the publicizing of a product, organization, or
7 | decline G | venture so as to increase sales or public
awareness

(of two or more people or things) dependent

8 Nt H on each other
9 | marketer I | to make available for use; supply
the combination of marketing activites it uses
10 | communication J | in order to promote a particular product or
service

XI1. Match the words in the right column with the words in the left column to
make word combinations.

1 | to provide a | new products and services
2 | to satisfy the needs of b | a single whole

3 | interacting and interdependent c | likings and dislikings

4 | to function as d | research and development
5 | to advertise e | the market

6 | people have different f | products and services

7 | to take it into g | life cycle

8 |...... of a new product or service h | account

9 | introducing it to I | parts

10 | product j | customers
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SELF-STUDY
I. Form and translate the nouns:
a) -ment: supply, employ, advertise, develop, improve, require;
b) -ness: rigid, competitive, cold, wasteful, weak;
C) -ance(-ence): exist, occur, accept, rely, important, differ, resist

Il. Translate the words having the same roots:
change, changed, exchange, exchanging, changeable; rely, relying, reliance, relied,
reliabilty; supply, supplying, supplied, supplement; reduce, reduced, reducing

I11. Translate the following word combinations:

market identification, target markets, purchasing power, to make up a market,
to influence, marketing concept, to determine the needs and wants, to satisfy
customers, consumer’s ability to pay for smth., consumer market, industrial market

IV. Use the verbs in brackets in the appropriate tense:

1. They (to find) a new supplier who is less expensive than A's company. 2. If
you buy more than 200 articles, we (to give) you a seven per cent discount. 3. They
(to negotiate) the offer at the moment. 4. We (to use) an integrated business system
to handle orders for three months. 5. When working with foreign companies, what
(to be) the most difficult aspects in placing orders?

V. Read and translate the text using the dictionary.
TEXT 2

MARKET IDENTIFICATION

The marketing concept states that a business tries to determine the needs and
wants of target markets and to satisfy customers in those markets. Customers are
people: individuals, groups, and organizations. A market always includes people
who are the key element in market identification.

These people must have needs and wants that are not satisfied. Also they
must have the purchasing power to buy the products and services satisfying them.
For example, a consumer who wants a high priced car but has no money does not
constitute a complete market. The missing part of this market is the consumer’s
ability to pay for the car. The purchasing power is not there. Therefore, a definition
of a market includes people with the purchasing power and the willingness to buy
specific products and services.

A market may include one person or a large group of people who have
similar needs and wants or who buy together. Marketers are always interested in
how many people are available to become part of a market.

Purchasing power means that people have the money to spend in order to get
what they want. In the case of organizations, purchasing power is used by a person
who has the authority to spend the organization’s money. The marketer must study
the characteristics of people by trying to determine which people make up a
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market, where they are located, and what influences their behaviour. Classifying
people by types of markets is a step forward.

Marketers design products and services in order to meet the demands of
many different types of markets. Identification of the type of market directly
influences the marketing strategies that may be used to reach that market.
Marketing practice requires the identification of two basic types of markets,
usually called the consumer market and the industrial market.

V1. State which of the sentences are true and which are false:

1. The marketing concept states that a business tries to determine the needs and
wants of target markets and to satisfy customers in those markets.

2. A consumer who wants a high priced car but has no money can constitute a
complete market.

3. Therefore, a definition of a market includes people with the purchasing power
and the willingness to buy specific products and services.

4. A market may include one person or a large group of people who have different
needs and wants or who buy together.

5. Identification of the type of market indirectly influences the marketing
strategies that may be used to reach that market.

VI1I. Choose the correct statement:

1. The marketing concept states that a business tries to the needs and
wants of target markets and to satisfy customers in those markets.
a) define b) determine c) satisfy d) study

2. The missing part of this market is the consumer’s to pay for the car.
a) ability b) willingness c) desire d) power

3. Purchasing power means that people have the money to in order to
get what they want.
a) pay b) afford c) expend d) spend

4. Classifying people by types of is a step forward.
a) abilities b) needs c) markets d) behaviour

5. design products and services in order to meet the demands of many
different types of markets.
a) producers b) sellers c) manufacturers d) marketers

VII. Translate the following sentences into English:

1. PuHKOB1 BIJHOCMHH pPa3oM 3 IHIIMMH EKOHOMIYHUMHU BiAHOCHMHAMU
NOB'S3YIOTh E€KOHOMIYHY CHUCTEMY CYCHUIbCTBA B €JIuHE LUie. 2. PUHOK Mae
CTUMYJIIOIOYMI BIUIUB HA EKOHOMIKY, OCKIJIbKA CIOHYKAa€ BHUPOOHHUKIB [0
MPUCKOPEHHS ~ HAYKOBO-TEXHIYHOTO  TPOTpecy Ta  E€KOHOMii 4acy. 3.
OyHKIIOHYBaHHS PUHKOBOIO TOCHOJApcTBa 0a3yeThbCsi HAa KOHKYPEHINT MIX
TOBApOBUPOOHMKaMH 1 TmOKynigsiMua. 4. OtpuMaHHs TpuOYTKYy abo HOTro
BIJICYTHICTh 3yMOBJIOIOTH JIBl peul: 3arajibHUM MPUOYTOK, IO OTPUMYETHCS
¢bipMoI0 BiJl TPOJAXKy CBOTO MPOAYKTY; 3arajibHi BUTPATH MOTO BUPOOHUIITRA.
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LESSON 11
BASIC TYPES OF MARKETS

CLASS ASSIGNMENTS

VOCABULARY

to design IPOEKTYBATH; CTBOPIOBATH

to reach POHHUKATH, JTOCSTATH

identification BHU3HAYCHHS, 1IeHTU(IKALIIS
consumer market CIIOXKMBYUH PUHOK

industrial market IIPOMUCIIOBUN PHHOK

personal use 0COOUCTE BUKOPHUCTAHHSI

criterion KpUTEpil, 0O3HAKA

to deal with MaTH CIPaBY 3, 3alMaTHUCSI
contractor TIPS THAK

sales volume peasizallis NpoAyKIIii; 00CAT TPOJAKY
consumer products CIOXHMBYI TOBAPH

to constitute CKJIQIaTH

to be made up of CKJIAJaTHCh 3

bond oOirartis

stock market dbonmoBa Oipxa

to determine BU3HAYaTH, BCTAHOBIIIOBATH

liquid assets JIKBIIHI aKTUBY; JIIKBIIHI KOIITH

to facilitate TIOJICTIITYBATH, JOTIOMAraTH, CIIPHSITH

I. Translate the sentences paying attention to the tense of the predicate:

1. JlupexkTtop MOBIAOMMB, IO iXHE MIANPUEMCTBO BAAJIO MPOBEIO PEKIAMHY
KaMITaHil0 1 TOMy 00CSITH TPOAaXy LIOTO TOBapy 3pociu. 2. Bin OyB yneBHEHHI,
0 KOMIIaHIS OTpUMAaE BENUKI MPUOYTKW BiJ MPOAaXy LBOTO OOJamHaHHS. 3.
JupexTopyu KOMEpHiHHUX (ipM BHUKOPUCTOBYIOTH KamiTasl 1 poOody cuity, 00
MaKCHUMaJIbHO MIABUIIUTH TPOAYKTUBHICTH Tipari. 4. Tapudu 3axuIartuMmyThb
BITYM3HSIHY IPOMHUCIIOBICTH MPOTATOM MIEBHOTO Yacy.

I1. Read and translate the sentences. Pay attention to rendering the words for
and since into Ukrainian:

a) 1. If the client has understood the benefits, and also trusts the seller, he/she
will start to develop desire for the product or service. 2. We expect a five per cent
discount for we have ordered more than 100 articles. 3. The manager is meeting
with long-term clients who have not bought anything from our company for the
last year.
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b) 1. Since the focus for any successful salesperson is building relationships
with clients, small talk is an important tool for doing this. 2. Our company has
placed just two orders with that firm since the beginning of the fiscal year.

[11. Define the word stems of the following words and translate them:
development, improvement, consumption, useless, mixture, requirement,
growth, gradually, intensity, delivery, activity, reliable, dependence, dismiss

IV. Read and translate the word combinations:

to design products and services; to buy products and services for personal use
and satisfaction; a consumer product; to meet social needs of people; specialists in
buying procedures; purchase contracts; sales volume; principal types of markets;
factors of production; level of unemployment; stock markets; bond markets

V. Discuss the questions below:
1. What are the two basic types of markets?
2. What is the difference between a consumer product and an industrial
product?
3. What are the major members of the industrial market?
4. What are another three principal types of markets?

V1. Read and translate the text using the dictionary.

TEXT1

BASIC TYPES OF MARKETS

Marketers design products and services in order to meet the demands of
many different types of markets. Identification of the type of market directly
influences the marketing strategies that may be used to reach that market.
Marketing practice requires the identification of two basic types of markets,
usually called the consumer market and the industrial market.

The consumer market is made up of people who buy products and services
for personal use and satisfaction.

The consumer’s reason for the purchase is a very important criterion in
determining which type of market a person is dealing with. For example, one who
purchases a calculator to use at home for personal use is part of the consumer
market for calculators. In this situation, the calculator is a consumer product. If that
same calculator were purchased by a business person for use in an insurance office,
it would be used in the industrial market.

The consumer market is the largest market as for number of members.

The business firm that purchased a calculator for use in its office provides a
good example of a member of industrial market. The organizations in this market
do not buy products for personal use. They use products and services to make a
profit or, in the case of non-profit organizations, to meet social needs of people.
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The industrial market is made up of businesses and organizations that use products
and services to resell or to produce other products and services.

The major members of the industrial market are producers, trade industries,
governments, and non-profit organizations. Non-profit organizations such as
schools and social societies should be included in this market if they meet social
needs but not primarily the personal needs of their members. Other industrial
market members include manufacturers, contractors, financial institutions, etc.

The industrial market is an important potential market. However, as with the
consumer market, the marketer needs to determine carefully the reasons for the
purchase of a product or service. In fact, industrial market buyers are specialists in
buying procedures. Their salaries and jobs often depend on purchase contracts that
eventually produce a profit. The industrial market is larger in sales volume than the
consumer market because most products are bought and sold in several industrial
markets before being sold as consumer products.

Product markets, factor markets, and financial markets constitute another
three principal types of markets. In the real world there are many microeconomic
markets falling into each of these three categories.

The product market is a market for all the newly produced goods and
services in the economy. This market takes the centre stage among the major
forces determining the level of activity in the system.

The market for factors of production is also a very important
macroeconomic market. Private citizens, politicians, and the news media are all
concerned with the level of unemployment.

Financial markets facilitate the exchange of liquid assets. Most investors
prefer investing in two markets, the stock markets and the bond markets.

V1. Are these sentences true or false? Correct the false sentences:

1. ldentification of the type of market indirectly influences the marketing
strategies that may be used to reach that market.

2. Marketing practice requires the identification of two basic types of markets,
usually called the consumer market and the industrial market.

3. The product market is made up of people who buy products and services for
personal use and satisfaction.

4. The business firm that purchased a calculator for use in its office provides a
good example of a member of industrial market.

5. The consumer market is made up of businesses and organizations that use
products and services to resell or to produce other products and services.

6. The major members of the industrial market are producers, trade industries,
governments, and non-profit organizations.

7. In fact, product market buyers are specialists in buying procedures.

8. The industrial market is larger in sales volume than the consumer market
because most products are bought and sold in several industrial markets before
being sold as consumer products.

9. The consumer market is a market for all the newly produced goods and services
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in the economy.

10. Financial markets facilitate the exchange of liquid assets.

VI1I1. Choose the correct alternative:

1.

2.

a s

8.

9.

Marketers create/design products and services in order to meet the demands of
many different types of markets.

Marketing strategy/practice requires the identification of two basic types of
markets, usually called the consumer market and the industrial market.

For example, one who produces/purchases a calculator to use at home for
personal use is part of the consumer market for calculators.

The product/consumer market is the largest market as for number of members.
The major members of the finance/industrial market are producers, trade
industries, governments, and non-profit organizations.

The producer/marketer needs to determine carefully the reasons for the
purchase of a product or service.

Their salaries and jobs often depend on purchase contracts that eventually
produce a profit/interest.

The consumer/product market is a market for all the newly produced goods
and services in the economy.

The market for factors of production is also a very important
microeconomic/macroeconomic market.

10.Financial markets facilitate the exchange of stocks/liquid assets.

IX. Fill in the blanks with appropriate words:

profit consumer constitute purchase
industrial reach members
personal use resell identification

1. ldentification of the type of market directly influences the marketing strategies
that may be used to that market.

2. Marketing practice requires the of two basic types of markets,
usually called the consumer market and the industrial market.

3. The consumer market is made up of people who buy products and services for

and satisfaction.

4. The consumer market is the largest market as for number of :

5. The consumer’s reason for the IS a very important criterion in
determining which type of market a person is dealing with.

6. They use products and services to make a or, in the case of non-profit
organizations, to meet social needs of people.

7. The industrial market is made up of businesses and organizations that use

products and services to or to produce other products and services.
8. The major members of the market are producers, trade industries,

governments, and non-profit organizations.
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9. However, as with the market, the marketer needs to determine
carefully the reasons for the purchase of a product or service.

10. Product markets, factor markets, and financial markets another three
principal types of markets.

X. Put the words in the correct order to make sentences.

1. for/ services/ made/ the/ who/ market/ is/ up/ people/ products/ and/ use/ and/
satisfaction/ consumer/ of/ buy/ personal/

2. market/ number/ is/ for/ the/ market/ of/ members/ consumer/ the/ largest/ as/

3. other/ resell/ organizations/ use/ market/ is/ up/ of/ and/ that/ products/ and/ to/
or/ to/ produce/ and/ services/ industrial/ the/ businesses/ made/ services/ products/
4. buyers/ procedures/ in/ industrial/ are/ in/ buying/ fact/ market/ specialists/

5. industries/ producers/ of/ members/ non-profit/ the/ market/ trade/ and/ the/
organizations/ major/ industrial/ are/ governments/

6. financial/ include/ industrial/ members/ manufacturers/ institutions/ other/ etc/
market/ contractors/

7. potential/ important/ the/ market/ an/ market/ industrial/ is/

8. constitute/ product/ and/ factor/ markets/ markets/ another/ principal/ of/
markets/ markets/ types/ financial/ three/

9. economy/ produced/ for/ the/ newly/ in/ market/ a/ market/ all/ the/ and/
services/ the/ product/ is/ goods/

10. of/ markets/ the/ liquid/ facilitate/ financial/ assets/ exchange/

XI. Match the words and their definitions.

a person or company that does work

1 |to reach A s :
according to a written agreement

a person or organization that buys stocks or
2 | consumer market B | shares, or pays money into a bank in order to
receive a profit

a business or company which makes goods in

3 | industrial market C .
large quantities to sell

consists of the general activity of buying
4 | marketing strategy D | stocks and shares, and the people and
institutions that organize it

a person employed to select and purchase

5 | contractor E | stock or materials for a large retail or
manufacturing business

6 | liquid assets F | a strategy or plan for marketing activities
cash, or investments which can be quickly

[ e G converted into cash

8 | manufacturer H | the customers who buy consumer goods

. to attain or extend to (a specified point, level,
9 | Investor I

or condition)
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customers who buy goods to be used in

10 | stock market J oroduction

XI1. Match the words in the right column with the words in the left column to
make word combinations.

1 | marketers design a | for the purchase

2 | identification of b | and satisfaction

3 | to reach c | a profit

4 | for personal use d | the reasons

5 | the consumer’s reason e | buying procedures

6 | to make f | products and services
7 | to meet social g | production

8 | to determine carefully h | needs of people

9 | specialists in i | the market

10 | factors of j | the type of market

SELF-STUDY

l. Define ""ing-forms™. Translate the sentences:

1. They know that this supplier has difficulties in delivering on time.
2. This company is in a restructuring process, and therefore they cannot agree to a
long-term contract.
3. Jane is writing to complain about the latest delivery of her order.
4. So our goal for the coming year is to improve the quality of our after-sales
services.
5. Winning a new client is much harder and a lot more expensive than keeping an
existing one.
6. Marie Claire is reviewing its marketing strategy in an attempt to attract a wider
audience.

Il.  Fill in the blanks with ""what"’, *"'which", "‘when"’, ""'who"":

1. kind of promotional operations, such as direct mail, will work best for
the product?
2. Up-to-date technology means that _ you return to a site you have visited
before, they will remember your name, your profile, and __ you bought last
time.
3. Call centres can no longer afford to have agents _ just read off scripts.
4. The delay was due to an unexpected computer problem protein in the delivery
department ___interrupted our usual efficient service.
5. 1 got your invoice though, I was completely shocked to see that the UK
phone calls are twice as expensive as before, with my old phone service.
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6. Recently we have been getting a lot of complaints from customers are
annoyed with the quality of our customer service.

1. Read and translate the text using a dictionary:
TEXT 2

THE FOREIGN EXCHANGE AND CAPITAL MARKETS

The foreign exchange market is a market for converting the currency of one
country into that of another country. An exchange rate is simply the rate at which
one currency is converted into another. Without the foreign exchange market
international trade and international investment on the scale that we see today
would be impossible; companies would have to resort to barter. The foreign
exchange market is the lubricant that enables companies based in countries that use
different currencies to trade with each other.

The rate at which one currency is converted into another typically changes
over time. Currency fluctuations can make seemingly profitable trade and
investment deals unprofitable, and vice versa.

In addition to altering the value of trade deals and foreign investments,
currency movements can also open or shut export opportunities and alter the
attractiveness of imports. While the existence of foreign exchange markets is a
necessary precondition for large-scale international trade and investment, the
movement of exchange rates over time introduces many risks into international
trade and investment. Some of these risks can be insured against by using
instruments offered by the foreign exchange market, such as the forward exchange
contracts

Thus, the foreign exchange market serves two main functions. The first is to
convert the currency of one country into the currency of another. The second is to
provide some insurance against foreign exchange risk, by which we mean the
adverse consequences of unpredictable changes in exchange rates. To explain how
the market performs this function, we must first distinguish among spot exchange
rates, forward exchange rates, and currency swaps.

A capital market brings together those who want to invest money and those
who want to borrow money. Those who want to invest money are corporations
with surplus cash, individuals, and non bank financial institutions (e.g., pension
funds, insurance companies). Those who want to borrow money are individuals,
companies, and governments. In between these two groups are the market makers.
Market makers are the financial service companies that connect investors and
borrowers, either directly or indirectly. They include commercial banks and
investment banks.

Commercial banks perform an indirect connection function. They take
deposit from corporations and individuals and pay them a rate of interest in return.
They then loan that money to borrowers at a higher rate of interest, making a profit
from the difference in interest rates. Investment banks perform a direct connection
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function. They bring investors and borrowers together and charge commissions for
doing so.

IV. State which of the sentences are true and which are false:

1. The foreign exchange market is a market for converting the currency of one
country into that of another country.

2. The rate at which one currency is converted into another typically does not
change over time.

3. In addition to altering the value of trade deals and foreign investments, currency
movements can also open or shut import opportunities and alter the
attractiveness of exports.

4. A capital market brings together those who want to invest money and those who
want to borrow money.

5. Investment banks take deposit from corporations and individuals and pay them
a rate of interest in return.

V. Choose the correct variant a, b, c or d to fill in the gaps:
1. The foreign market is a market for converting the currency of one
country into that of another country.
a) stock b) securities c) exchange d) bond
2. fluctuations can make seemingly profitable trade and investment
deals unprofitable, and vice versa.
a) cash b) money ¢) finance d) currency
3. Some of these risks can be insured against by using instruments offered by the
foreign exchange market, such as the forward exchange

a) agreements b) contracts c) deals d) arrangements
4. A market brings together those who want to invest money and
those who want to borrow money.
a) money b) stock ¢) finance d) capital

5. Commercial banks take from corporations and individuals and pay them a rate
of interest in return.
a) credit b) finance C) deposit d) loan

V1. Translate the following sentences into English:
1. HocBixg kpaiH, B AKuX (QYHKLIOHYE PUHKOBA EKOHOMIKA, CBIAYUTH MPO TE, 1110
BOHA SIBJIsi€ COO0I0 €(DEKTUBHO MPALIOIOYUN MEXaHI3M.

2. MuiKHapogHUN Typu3M g KpaiH, 10 pO3BHUBAIOTHCA, € JHKEPEIoM
HAJXO/HKEHHS 1HO3€MHO1 BaJIOTU M CTBOPEHHS pOOOYUX MICIIb.

3. PUHOK pO3yMi€ThCS SIK MOEIHAHHSA IMOMUTY 1 MPOMO3HIlii, abo sK Mmicue, ne
B1I0YBa€THCS KyMiBIISI-IPOJIaX TOBAPIB.

4. Tlpouec (QyHKIIOHYBaHHS PpPUHKOBOTO MEXaHI3My BH3HA4Ya€ CTYIIHb
e(eKTUBHOCTI PUHKOBOI €KOHOMIKH.
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LESSON 12

MARKET SEGMENTATION

CLASS ASSIGNMENTS

VOCABULARY

total market 3araJibHU 00€M pUHKA

to divide JUTATH, PO3IIUISITH; JUTUTHCS
recreation BIJINIOYMHOK, BIJIHOBJICHHS CHJI, pO3Bara
to face 3yCTPITHCS; CTUKATHUCS; TOCTABATH
reachable TOM, 1110 MOKHA JOCATHYTH

responsive YYTIIMBUH; IKAW IIBUJIKO pearye

to measure BHUMIPIOBATH; OI[IHIOBATH; BU3ZHAYATHU
market share MMTOMA Bara Ha pUHKY JaHOTO TOBapy
profitability pUOYTKOBICTh, PEHTA0CTHHICTH
variable 3MiHHA (BEJIMYUHA)

benefit nepeBara; KOpHCTh, 0J1aro; BUroia

to appeal (to) npuBaOJIIOBATH, I[IKABUTH

I. Study the following sentences:

We know that Jane is a good
accountant.

Mu 3Haemo, mo JxeiH - XOpoIui
Oyxranrep.

We know Jane to be a good
accountant.

Mu 3Haemo, 1o J[KeuH - Xopomuii
Oyxranrep.

I1. Study the ways of translating different types of infinitives in complex

object constructions:

They know this manager (him) to
prepare good presentations.

Mu 3Haemo, 110 1el MeHemKep (BiH)
TrOTY€ XOPOIIl MPEe3eHTAllil.

They know this manager (him) to have
prepared good presentations.

Mu 3Haemo, 110 1el MeHemkep (BiH)
NiAroTyBaB XOPOIIli MTPE3eHTAaIlii.

They know presentations (them) to be
prepared well only by this manager.

Mu 3HaeMo, 1110 111 Tpe3eHTAaIlil (BOHH)
roTyKWThCs J00pE JUIIE UM
MEHEIKEPOM.

They know presentations (them) to
have been prepared well by this
manager.

Mu 3HaeMo, 110 1Ml Tpe3eHTallii (BOHH)
NiAroTOoBJIEHI 100pe UM
MEHEIKEPOM.

I11. Find complex object in the following sentences:
1. They know him to be a very good broker. 2. Mr. Banch remembers this
supplier to have provided quality raw material. 3. The financial consultant wanted
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Miss Johns to be following his advice accurately. 4. He wants his order to be

delivered on CIF terms.

I\VV. Compare the following sentences:

The subordinates saw the Head of the
department enter the office.

[Tigmerni 6aunm, 1o 3aBigyBay
BijTisioM BXoauTh 10 odicy.

She heard somebody knock at the door.

Bona 4yna, ik XTOCh CTYKaB Y JIBEpI.

The manager watched the shop
assistant serve foreign customers.

MeHeKep crocTepiras, sik IpoAaBellb
00CJIyroBY€ iHO3EMHUX ITOKYTIITIB.

V.  Find complex object in the following sentences and translate them:

1. Director General expects the translation of the contract to be finished quickly. 2.
James would like the preparations for the advertising campaign to be made in time.
3. Jack felt somebody touch him on the shoulder. 4. We knew him to be fond of
German automobiles, so we couldn't imagine him to argue about Chinese ones.

V1. Compare the following sentences. Pay attention to the syntactical function
of the words in bolt type:

| watched her make the copy of the
agreement.

| watched her making the copy of the
agreement.

A cnoctepira, sk BOHa pOOMTH KOIIIIO
YTOJZIH.

They expected the company’s
commodity turnover increase rapidly.
They expected the company’s
commodity turnover increasing rapidly.

Bonu ouikyBanu, 110 ToBapoooir
KOMITaHii MBHUJIKO 3pOCTATHME.

VII. Find complex object in the following sentences and translate them:

1. When Director entered the conference room he saw the marketing department
team preparing for the presentation 2. | can't help admiring her when | watch her
working. 3. Nobody heard her submitting the company’s financial report. 4.
Through the open doors everybody could hear personnel managers interviewing
new candidates.

VII11. Discuss the questions below:

1. What is market segmentation?

2. What do people who make up each market segment have in common?

3. What is a marketer faced with when selecting a good segment and the bases for
segmentation?

4. What criteria can marketers use for selecting market segments?

IX. Read and translate the text using the dictionary.

TEXT1
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MARKET SEGMENTATION

Market segmentation is the process of dividing the total market into smaller
parts which include customers with similar characteristics. Each segment is made
up of people, who are similar in behaviour, lifestyles, and goals. For example, all
consumers seek some form of recreation. This idea places all consumers in a total
market, but consumers relax and have fun in many different ways. There are many
alternatives for the consumer. As for the marketer, he is faced with many decisions
concerning the criteria for selecting a good segment and the bases for
segmentation.

Marketers can use four criteria for selecting market segments. The marketer
should answer one or more of the four questions:

- Is the segment measurable?

- Is it large enough?

- Is it reachable?

- Is it responsive?

The best segment would produce positive answers to all these questions.

Measurable. Some important bases for segmentation are easily identified
and measured. Population figures, income groups, size and number of families,
occupations, and educational levels are examples of measurable characteristics.
People personalities and lifestyles have to be analyzed, but these factors are very
difficult to measure.

Large enough. A segment must have enough numbers of potential customers
to be able to generate a profitable sales volume. Another factor is competition and
possible market share. The critical size factor is the number of customers you can
pull to your product or service.

Reachable. The most reachable segment for a marketer would be made up of
consumers who are not buying from the marketing channels this marketer uses.
Any segment is potentially reachable, but marketers must be able to answer two
questions: “How can we communicate with this segment?” and “How much will it
cost?” Of course, the final test is profitability.

Responsive. This criterion relates to one element of the definition of a
market: “Are the people in the segment willing to buy?” The challenge to the
marketer is to learn what consumers need and want but are not able to buy and then
design a product or service to bridge that difference. Consumers are responsive
when their needs and wants are satisfied.

X. Are these sentences true or false? Correct the false sentences:

1. Market segmentation is the process of dividing the total market into smaller
parts which include customers with similar characteristics.

2. Each segment is made up of people, who are different in behaviour, lifestyles,
and goals.

3. As for the marketer, he is faced with many decisions concerning the criteria for
selecting a good segment and the bases for segmentation.

4. Marketers can use four criteria for dividing market segments.
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5. People personalities and lifestyles are examples of measurable characteristics.

6. A segment must have enough numbers of potential customers to be able to
generate a profitable sales volume.

7. The critical size factor is competition and possible market share.

8. The most reachable segment for a marketer would be made up of consumers
who are not buying from the marketing channels this marketer uses.

9. The challenge to the marketer is to learn what consumers need and want but are
not able to buy and then design a product or service to bridge that difference.

10. Consumers are responsive when their needs and wants are not satisfied.

XI. Choose the correct alternative:

1. Market division/segmentation is the process of dividing the total market into
smaller parts which include customers with similar characteristics.

2. Each share/segment is made up of people, who are similar in behaviour,

lifestyles, and goals.

All consumers seek some form of relaxation/recreation.

4. This idea places all customers/consumers in a total market, but consumers
relax and have fun in many different ways.

5. As for the marketer, he is faced with many decisions concerning the
parameters/criteria for selecting a good segment and the bases for
segmentation.

6. Some important bases for segmentation are easily determined/identified and
measured.

7. People personalities and lifestyles have to be analyzed, but these factors are
very difficult to identify/measure.

8. A segment must have enough numbers of potential sellers/customers to be able
to generate a profitable sales volume.

9. The critical size factor is the number of customers you can appeal/pull to your
product or service.

10.Consumers are sensitive/responsive when their needs and wants are satisfied.

w

XI1. Fill in the blanks with appropriate words:

sales volume reachable segmentation
responsive recreation selecting
segment profitability behaviour measurable
1. Each segment is made up of people, who are similar in , lifestyles,
and goals.
2. Market is the process of dividing the total market into smaller

parts which include customers with similar characteristics.

All consumers seek some form of :

4. As for the marketer, he is faced with many decisions concerning the criteria for
selecting a good and the bases for segmentation.

w
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Marketers can use four criteria for market segments.

6. Population figures, income groups, size and number of families, occupations,
and educational levels are examples of characteristics.

7. A segment must have enough numbers of potential customers to be able to
generate a profitable :

8. The most segment for a marketer would be made up of
consumers who are not buying from the marketing channels this marketer uses.

9. The final test is :

10.Consumers are when their needs and wants are satisfied.

XI11. Put the words in the correct order to make sentences.

1. with/ into/ dividing/ which/ market/ is/ the/ process/ of/ the/ market/ parts/
include/ similar/ characteristics/ segmentation/ total/ smaller/ customers/

2. who/ behavior/ made/ each/ is/ up/ people/ in/ and/ goals/ segment/ of/ similar/
lifestyles/ are/

3. good/ for/ bases/ the/ concerning/ marketer/ is/ with/ many/ the/ selecting/ a/ the/
segment/ and/ segmentation/ faced/ decisions/ criteria/ for/

4. can/ segments/ criteria/ use/ four/ for/ market/ marketers/ selecting/

5. families/ figures/ size/ of/ occupations/ and/ levels/ are/ examples/ groups/ of/
measurable/ income/ and/ characteristics/ population/ number/ educational/

6. sales/ have/ customers/ profitable/ enough/ a/ be/ must/ numbers/ of/ to/ able/ to/
a/ volume/ segment/ potential/ generate/

7. service/ customers/ pull/ factor/ the/ size/ is/ the/ of/ can/ to/ your/ or/ critical/
number/ you/ product/

8. segmentation/ identified/ important/ for/ are/ and/ some/ bases/ easily/ measured/
9. marketer/ buying/ consumers/ from/ would/ the/ most/ for/ a/ marketer/ be/ up/
of/ who/ not/ the/ channels/ this/ uses/ segment/ reachable/ made/ are/ marketing/
10. satisfied/ are/ needs/ their/ responsive/ when/ and/ are/ consumers/ wants/

X1V. Match the words and their definitions.

1 | market share A | to separate or be separated into parts
each of the parts into which something is or
2 | marketer B o
may be divided
3 | variable C ca_refully choose as being the best or most
suitable
4 | profitable D | reacting quickly and positively
5 | to divide £ the portion of a market controlled by a

particular company or product

(of a business or activity) yielding profit or

6 |to measure Fl: ) .
financial gain
. to assess the importance, effect, or value of
7 | responsive G .
(something)
8 | to select H | activity done for enjoyment when one is not
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working

9 | segment | | someone whose job involves marketing

(of a quantity) able to assume different

10 | recreation J )
numerical values

XV. Match the words in the right column with the words in the left column to
make word combinations.

1 | to divide the total market a | measurable characteristics

2 | each segment is b | to all these questions

3 | criteria for selecting c | lifestyles

4 | to produce positive answers d | share

5 | examples of e | difference

6 | people personalities and f | into smaller parts

7 | to generate a profitable g | the marketing channels

g | possible market h | sales volume

9 | to bridge the i | agood segment

10 | to buy from j | made up of people
SELF-STUDY

l. Use the correct form of the infinitive in the Complex Object
constructions:

1. | saw the accountant (to turn) to the secretary and (to say) something. 2. The
personal assistant didn't expect Director (to come) earlier than she did. 3. Jane
never heard him (to speak) so much before. 4. The parties considered the matter (to
settle).

1. Use the infinitive or the participle in the Complex Object constructions:

1. CEO found them (to discuss) the contract we signed the day before yester-
day. 2. Everybody felt the situation (to change), the competition at the market (to
get) stronger. 3. The Deputy Director wanted the letter (to post) immediately. 4.
They consider him (to be) an expert on securities markets. 5. When will you have
our annual report (to prepare)?

I11. Complete the following sentences using the Complex Object
constructions:

1. John like to deal with people ... . 2. They expected us to ... . 3. Did any of you
see Mr Smith ... ? 4. Our Sales Manager didn't expect the partners to ... .
IV. Read the text and translate it using the dictionary.
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TEXT 2

BASES FOR MARKET SEGMENTATION

Identifying effective market segments can be difficult. Marketing practice
includes the relatively simple of trial, error, intuition and copying what other
marketers do. These methods may produce very good segments, but they often are
ineffective. Markets are complex and constantly changing. Marketers need to use
the best methods available to identify segments. Although no single method is best,
four bases of segmentation are commonly used: demographic, geographic,
psychographic, and behavioral.

Demographic segmentation. In this case, the market is divided into groups
on the basis of variables such as population, age, sex, households, families,
income, occupation, and education. These are the most commonly used variables
for identifying segments.

Geographic segmentation is probably the most obvious form of market
segmentation. Where consumers live greatly affects needs, wants and behaviour.
Subdivisions, cities, counties, states, regions, and nations become the bases for
geographic segmentation. Products are often related to geographic regions.
Magazines are printed with special copies for certain geographic regions;
marketers’ advertisements are included to appeal to that region.

Psychographic segmentation includes such factors as lifestyle, personality,
self-concept and other psychological influences on consumer behaviour. For
example, lifestyle research determines peoples’ activities, interests and opinions.
Although difficult to measure, psychographic variables are useful and important
for marketers.

In behavioral segmentation consumers are grouped according to their
responses to product or service features and benefits desired. Another commonly
used factor is the rate of use of a product or service by customers.

This kind of segmentation through the use of desired benefits is the most
effective method of segmentation.

V. State which of the sentences are true and which are false:

1. Although no single method is best, four bases of segmentation are commonly
used: demographic, geographic, psychographic, and behavioral.
2. Demographic segmentation is probably the most obvious form of market
segmentation.

3. Subdivisions, cities, counties, states, regions, and nations become the bases for
geographic segmentation.
4. Psychographic segmentation includes such factors as population, age, sex,
households, families, income, occupation, and education.

5. Lifestyle research determines the rate of use of a product or service by
customers.

V1. Choose the correct variant a, b, ¢ or d to fill in the gaps:
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1. Marketers need to use the best methods available to segments.

a) determine b) identify ¢) distinguish d) divide
2. These are the most commonly used for identifying segments.
a) idices b) determinants c) variables d) factors
3. segmentation includes such factors as lifestyle, personality, self-

concept and other psychological influences on consumer behaviour.
a) geographic b) demographic ¢) behavioral d) psychographic

4. In Dbehavioral segmentation are grouped according to their
responses to product or service features and benefits desired.
a) markets b) buyers C) customers d) consumers

5. Although difficult to , psychographic variables are useful and
important for marketers.
a) identify b) estimate C) measure d) determine

VIIl. Translate the following sentences into English:

1. ocBia kpaiH, B akuX (yHKIIOHYE PUHKOBA €KOHOMIKA, CBIAYUTH MPO TE, 110
BOHA SIBJIsi€ COO0I0 €(DEKTUBHO MPAIIOIOUUN MEXaHI3M.
2. MuikHapogHUi Typu3M IS KpaiH, 1[0 PpO3BHUBAIOTHCA, € JDHKEPETIOM
HAJXO/DKEHHS 1HO3€MHOT BaJIIOTH ¥ CTBOPEHHS pOOOYNX MICIIb.
3. PUHOK po3yMi€ThCsl SIK TOEIHAHHS IMOMUTY 1 MPOIMO3HIlii, abo sSK Micue, Jie
B110YyBA€ETHCS KyIIBIIA-IIPOIAK TOBAPIB.
4. Ilpomec (GyHKIIOHYBaHHS PUHKOBOI'O MEXaHI3My BH3HA4a€ CTYIiHb
€()EeKTUBHOCTI pUHKOBOI €EKOHOMIKH.

UNIT 13
PRODUCTS ON THE MARKET
CLASS ASSIGNMENTS
VOCABULARY
product MPOAYKT, MPOJYKIIis, BUPIO
effort 3YCHIUIS
item OKpEeMHUH POAYKT
insurance CTpaxyBaHH:I
brand TOpProBa Mapka, OpeH/I
test market IPOOHMI PUHOK

l. Make the groups of the words according to the parts of speech and
underline the suffixes:
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Various, improvement, slightly, notification, renewable, successful, exclusive,
optimize, maintenance, revision, comfortable, supply, growth, misadventure, busy,
harmful, specify.

Il.  What words have the same root?

Unit, divided, credit, improve, occurrence, included, intense, union, different,
creditworthy, improvement, intensify, occurred, include, unite, dividend, differ,
division, intensification, occur, improving, difference

I11. Open the brackets. Translate:

1. (To have been prepared) well for the examination, the student could answer
all the questions the teacher asked him. 2. (To have lived) in that town all his life,
he knew it very well. 3. (To be supply) with the goods the main store began to gain
profit.

IV. Complete the sentences using Complex Object:

1. |1 have never seen ... (a) sk TpOBOAUTBCS rpa Ha Oipxki; ... (0) sIK BOHA
pekiamye HOBY mpoaykirito. 2. | would like ... (a) mo0 1s dipma mianucana 3 HaMu
yroay; ... (0) mo6 Himenpkuii heaepaabHuii 0Oank HagaB Ham AoBiaky. 3. We didn't
expect ... (a) mo 1ei MeToa MpodeciiHOr0 HaBYAHHS BUSBUTHCS TAaKUM HAIPOUY]T
epeKTUBHUM; ... (0) poIaHi akIlii BUPOCTYTH Y IiHi.

V. Read the following words and expressions:

product consumer product, convenience product
(convenience good), shopping product,
specialty product, unsought product, product
of labour; product design; to make products;

shopping homogeneous shopping products,
product heterogeneous shopping products;
item impulse item, emergency item;
insurance life insurance.

V1. Discuss the questions below:

1. How many groups of products do you know?

2. What do you buy for a personal use?

3. What is marketing strategy?

4. Why are many people willing to pay for branding products than for unbranded?

VII. Read the text and retell it according to a plan:

TEXT1
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PRODUCT CLASSIFICATION

Different marketing strategies are needed to market products with different
classifications. Advertising, pricing, and selling techniques are affected by the
nature of the product.

The most important product classification system is the identification of
products as used by the consumer market or the industrial market.

A consumer product is an item that is purchased by a consumer for personal use.
One of the many classification systems identifies consumer product as
convenience, shopping, specialty, and unsought products. Convenience and
shopping products are differentiated by the degree of shopping effort the consumer
Is willing to use. Specialty and unsought products are differentiated by the degree
of preference a consumer has established for a product.

Consumer
Products
Convenience 4 Shopping Specialty Unsought
Products Products Products Products
(are bought (require more (have some (are unknown to
regularly) L effort) unique feature) the customer)

staples [ Impulse ) |
items [ Homogeneous][ Heterogeneous ]
Emergency ||
items

Convenience products (or convenience goods) are purchased by consumers
regularly with a minimum of time and effort. They are inexpensive and are bought
frequently. Marketers divide convenience into three types:

- Staples — products purchased on a routine basis practically without any

decision making (milk, bread, etc.).

- Impulse items — products purchased without planning or searching efforts.

- Emergency items are purchased when the need is urgent, they are not planned

(tire repairs, snow shovels, medical supplies are the examples).

Shopping products are purchased after a lot of searching effort. Consumers
spend a lot of time comparing quality, styles, process, durability, and many other
features. Furniture, appliances, fashion clothing, automobiles, different equipment
are shopping products for most consumers. These products tend to be more
durable, more expensive, and more socially visible than most convenience goods.

Marketing strategies are more effective if shopping products are divided into
two types:

- Homogeneous shopping products are very similar in quality.
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- Heterogeneous shopping products are perceived as having different features
between brands. The consumer sees differences in appearance, functions,
quality, and lots of other features.

Specialty products are perceived as unique in some way or other and are highly
preferred by some consumers. General types of specialty goods are: luxury goods,
brand and specific models, such as Lamborghini cars, the clothes designed by
famous designer (e.g. by Christian Dior and Versace), etc.

Unsought products are those which consumers know within about or do not care
to know about. In many cases, consumers know of these products but do not
believe that the products would solve any of their consumer problems. Life
insurance, fire and burglar alarms, encyclopedias, and water softeners are good
examples.

NOTES

preference — nepeBara

staple — ocHOBHHMII IPOIAYKT XapuyBaHHS

durability — TpuBamnicts

to perceive — po3yMiTH, ClIpUAMATH

burglar alarm — oxoponHa curHami3aris

water softener — mom’sikiiryBad BoJiu, MPUIIA JUIsE TOM SIKIIICHHST BOJTA

VIII. Are these sentences true or false? Correct the false sentences:

1. The most important product classification system is the identification of
products as used by the consumer market or the industrial market.

2. Unsought products are very similar in quality.

3. Luxury goods, brand and specific models, such as Lamborghini cars, the
clothes designed by famous designer (e.g. by Christian Dior and Versace), etc. are
special types of general goods.

4. Convenience and shopping products are differentiated by the degree of
shopping effort the consumer should use.

5. Different marketing strategies are needed to market products with different
classifications.

6. Marketing strategies are more effective if shopping products are divided into
two types.

7. Life insurance, fire and burglar alarms, encyclopedias, and water softeners
are shopping products for most consumers.

8. Emergency items are not planned.

9. Consumers do not care to know about quality, styles, process, durability, and
many other features.

10. Snow shovels, medical supplies are not usually purchased even when
the need is urgent although they are highly preferred by some consumers.

IX. Choose the correct alternative:

1. Heterogeneous shopping products are perceived/preferred as having
different features between brands.

2. Shopping products turned/tend to be more durable, more expensive, and
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more socially visible than most convenience goods.

3. One of the many classification systems identifies consumer product as
convenience, shopping, speciality/specialty, and unsought products.

4. Advertising, pricing, and selling techniques are affected/effected by the
nature of the product.

5. Specialty and unsought products are differentiated by the degree of
preference a consumer/seller has established for a product.

6. Convenience products are inexpensive/expensive and are bought frequently.

7. Unsought products are those which consumers know within about or do not
care/look after to know about.

8. Impulse items— products inherited/purchased without planning or
searching efforts.

9. Life insurance/insurgency, fire and burglar alarms, encyclopedias, and
water softeners are good examples.

10. Marketing strategies are more effective if shopping products are
connected/divided into two types.

X. Fill in the blanks with appropriate words:

item clothing needed perceived unique
tire strategies convenience  solve routine

1. Staples — products purchased on a basis practically without any
decision making (milk, bread, etc.).

2. Heterogeneous shopping products are as having different
features between brands.

3. Specialty products are perceived as in some way or other and are

highly preferred by some consumers.
4. In many cases, consumers know of these products but do not believe that the

products would any of their consumer problems.

5. Marketing are more effective if shopping products are divided
into two types.

6. Marketers divide into three types.

7. Different marketing strategies are to market products with
different classifications.

8. A consumer product is an that is purchased by a consumer for
personal use.

9. repairs, snow shovels, medical supplies are the examples of
emergency items.

10. Furniture, appliances, fashion , automobiles, different

equipment are shopping products for most consumers.

XI. Put the words in the correct order to make sentences.

1 | product | A | not recorded or reflected in economic statistics
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o1 (W DN

8

9

10

referring to an expensive thing which is not
necessary but which is good to have

a basic food or raw material

an act of using the mind or body to do something

electrical machines which are used in the home,
e.g. washing machines

specialty B
effort C
invisible D
luxury E
technique F

mending or making good something which was
broken

staple commodity G

an article or substance that is manufactured or
refined for sale

repair H

a small copy of something made to show what it
will look like when finished

domestic appliances

the specific business interest or specific type of
product that a company has

model J

a skilled way of doing a job

XI1. Match the words in the right column with the words in the left column to
make word combinations.

1 | impulse a | of shopping effort

2 | product b | classification system

3 | selling c | by consumers

4 | purchase d | items

5 | convenience e | alot of time

6 | to be highly preferred f | features

7 | life g | techniques

8 | spend h | on a routine basis

9 | comparing i | insurance

10 | degree j | goods
SELF-STUDY

I. Make questions to the following answers:

1. They showed us a model of the new office building 2. The nation’s largest

convenience store chain has expanded the range of bills it takes payments for to
include gas and telephone services. 3. Thanks to the efforts of the finance
department, overheads have been reduced. 4. We have a special technique for
answering complaints from customers.

I1. Read the text:
TEXT 2
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NEW PRODUCTS

Customers demand change: new models, styles, colours, and ways of solving
problems. All successful product brands must be modified, improved, or replaced.
That’s why marketers need to market new products with some regularity.
Thousands of products are variations of an original innovation introduced by
marketers as new products. But a real new product is any item that a marketer
offers to customers for the first time.

Marketers may develop new products by using each aspect of the marketing
mix: product, promotion, place, price, and information about people. Product
changes include form, features, models, and innovations. There are many
examples: ballpoint pens, televisions, instant coffee, digital quartz watches,
electronic equipment, etc.

But new products are challenging to develop and there are some reasons why
this development may be such a challenge. First, new products cost a lot. Of
course, they are worth the cost if they sell and make a profit. Also, competition is
always challenging for marketers. New products should try to catch up to the
competition or try to get ahead. Next, consumers always want new products but are
very difficult to satisfy. The analysis of consumer behaviour is challenging in
itself.

Not many new products satisfy all or even most consumers. Marketers usually
need to aim their new product ideas at smaller definite markets. Besides, marketers
should think of the development of new products as a process, a sequence of steps
leading to the introduction of the new product in a market.

The first step of developing new products is the generation of ideas from many
sources. The second step is the screening of these ideas for their quality and
potential value to the company. The third step is the analysis of the idea by using
sales, cost, and profit estimates. The fourth step is the manufacture of a limited
number of physical products. The fifth step is selling the product in test markets to
get customer reactions. The sixth step is the introduction of the product in one or
more markets with a complete marketing program.

Manufacturers tend to use all steps in the process, but they don’t always use
every step. For example, a product may be rushed to the market without test
marketing, etc.

NOTES

to challenge — poOuTH BHKIHK

sequence — MOC1A0BHICTb, Yepra, HopsI0K
estimate — oriHka, OI[iHIOBaHHS

to rush — mBHuaKO HOCTaBUTH

I11. State which of the sentences are true and which are false:

1. Product changes include an original innovation introduced by marketers as
new products.

2. Many new products satisfy all or even most consumers.
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3. A real new product is any item that a marketer offers to customers for the
first time.

4. Manufacturers always use every step.

5. Marketers should think of the development of new products as a process, a
sequence of steps leading to the introduction of the new product in a market.

6. New products are worth the cost if they make a profit.

IVV. Choose the correct variant a, b, c or d to fill in the gaps:
1. All successful product brands must be modified, improved, or .................

a) reorganized b) repaired c) replaced d) destroyed

2. First, new products .................... a lot.
a) lost  b) damage C) buy d) cost

3. New products should try to catch up to the competition or try to .................
a) back b) set up ¢) hand at d) get ahead

4. Marketers should think of the development of new products as a process, a
............... of steps leading to the introduction of the new product in a market.

a) sequence b) existence C) consciousness d) majority
5. A product may be ............... to the market without test marketing.
a) purchased b) sold c) rushed d) represented

V. Translate into English:

1. Ilerpenko — meHemxkep. Bin npaitoe B komnanii «Koka-komna».

2. Moro xoMmaHis Ipojiae TOBapH IO BCOMY CBiTY.

3. MuxaiaoB 4acTO 3yCTPIYAEThCS 3 MPEACTABHUKAMU 1HO3EMHUX KOMIIaHii.

4. BoHu 00TOBOPIOIOTH 111HH, YMOBH OIIATH Ta JOCTABKH.

5. IlerpeHko nouynHae cBiid poOOYMH J€Hb O AEB’SATIM PaHKY 1 3aKIHUYE O LIOCTIH
BEYOpA.
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UNIT 14

VOCABULARY

PRODUCT LIFE CYCLE

CLASS ASSIGNMENTS

product life cycle (PLC)

JKATTEBUM LIUKJI IPOAYKTY

to maintain price level

HiATPUMYBATH PIBEHb IIIH

peak sales K TPOJAKY

alive KUBHIA

maturity 3piTiCTh

decline 3aHena, 3HIKEHHS

saturation HACHYCHHSI

steady CTIWKMIA, TOCTINHUHN, pIBHOMIPHHM, HEYXWIbHUIM

marketplace

PUHOK, MICIIE U1 PUHKY; PUHKOBA IIJIOMIA

channel of distribution
(trade channel)

KaHaJ po3nouTy (KaHal 30yTy)

direct distribution

NPSIMUM KaHaJl PO3MOALTY

channel

multiple channels qHCIICHH] (pI3HOMaHITHI) KaHAIN

middlemen MOCEePETHUKH (ITOCEPETHHIK)

(intermediary)

franchising dbpanuaiizuHT

franchiser dpanuaiizep (ppaHvaii3sMHrOBa KOMIaHis)

franchisee 0co0a, sika oTpruMaJa MpaBo CaMOCTIHHOTO
peICTaBHUIITBA

franchise dpanmm3a

to grapple 3aUEITUTHCS

ultimate OCTaTOYHUI

misleading BBOJHTH B OMaHy

I. Compare the given sentences and their translation into English:

He is said to work here.

KaxyTs, 1110 BiH TyT Opallioe.

International business is known to face

a number of problems.

Binomo, 1110 Mi>kHapoiHUN O13HEC
CTUKAETHCA 3 OaraTbMa MmpoOIeMaMH.

. Pay attention to the form of a predicate:

They seem to study the theory of 31a€Thesl, BOHU BUBYAKOTH TEOPitO

advertising. peKJIamMH.

The business proved to be profitable. BusiBui1och, 1110 0i3Hec OyB
NPUOYTKOBHM.
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I11. Read and translate the following sentences:
He is supposed to appoint him a manager of the hotel.
He is supposed to have appointed him a manager of the hotel.
He is supposed to be appointed a manager of the hotel.
He is supposed to have been appointed a manager of the hotel.

IVV.* Find Complex Subject and translate:

1. Some factors are supposed to affect the quality of products. 2. Direct distribution
channel is known to take an important place in marketing. 3. He was expected to
arrive in the evening. 4. The macro-marketing is known to be focused on the
economic welfare of a whole society. 5. This production equipment appears to
have been purchased by the finance department.

V.  Discuss the questions below:

1. How to generate profit?

2. What periods in person’s life do you know?

3. What does each period represent?

4. What sort of information might business need to run successfully?

VI. Read and translate the text using a vocabulary. Learn the underlined
words. Retell the text:

TEXT1

PRODUCT LIFE CYCLE

After the introduction of a new product, marketers hope to keep it alive for a
long time. The marketer’s goal is to develop a product that generates sales and
produces a satisfactory profit during its life on the market. The stages that a
product passes through from introduction to removal from the market are called a
product life cycle (PLC). PLC is a progression of a product through four stages:
introduction, growth, maturity, and decline. If the product fails to provide a
satisfactory return after a long period of rapidly declining sales, it is dropped, and
marketing efforts are applied to new or successful products.

Introduction is a period of beginning sales that usually increase slowly
without generating profits. The marketer would like a very short introductory stage
because this always means rapidly increasing sales. The product needs a lot of
promotion during this stage.

Growth is a period of rapid sales increase and high unit profits. The time,
cost, and effort used to market the product are beginning to pay off.

Because one or more products are growing and successful in a given market,
new competitors will enter the market. Competition begins to get tough. But in
spite of this competition, marketers are able to maintain price levels because of
overall increasing demand.
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Maturity is a period of a decreasing rate of sales increase and a level of sales.
Total profit peak early in this period and then start to decline. Some marketers call
this the peak sales, or saturation, period. The product has reached a point at which
customers are buying about as much of it as they need and want. The maturity
stage constitutes the longest period.

Decline is a period when sales and profits decrease at a rapid rate. In some
cases, the decline may be slow but steady over a long period. The decline stage is
the time for the marketer to reduce costs and the number of models offered.

V1. Are these sentences true or false? Correct the false sentences:

1. The maturity stage constitutes the shortest period.

2. Introduction usually increases slowly without generating profits.

3. To develop a product that generates sales and produces a satisfactory profit
during its life on the market is the marketer’s goal.

4. Total profit peak early in the period of growth.

5. The stages that a product passes through from introduction to removal from the
market are called growth stages.

6. Some marketers call maturity the peak sales, or saturation, period.

7. PLC is a progression of a product through four stages: introduction, growth,
maturity, and decline.

8. If the product fails to provide a satisfactory return after a long period of rapidly
declining sales, marketing efforts are applied to new or successful products.

9. The product needs a lot of promotion during a stage of decline.

10. Maturity is a period of beginning sales that usually increase slowly without
generating profits.

VI11. Choose the correct alternative:

1. The product has reached/achieved a point at which customers are buying
about as much of it as they need and want.

2. After the presentation/introduction of a new product, marketers hope to keep
it alive for a long time.

3. In some cases, the decline may be slow but stealthy/steady over a long period.
4. Because one or more products are growing and successful in a given market,
new competitors will increase/enter the market.

5. Competition begins to get taught/tough.

6. In spite/despite of this competition, marketers are able to maintain price levels
because of overall increasing demand.

7. Maturity is a period of a decreasing/increasing rate of sales increase and a
level of sales.

8. Decline is a period when sales and profits decrease at a rapid/rancid rate.

9. The decline stage is the time for the marketer to reduce costs and the number of
models ordered/offered.

10. The product has reached a point at which customers/employers are buying
about as much of it as they need and want.
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IX. Fill in the blanks with appropriate words:

growth marketers Increases generates
removal satisfactory rapidly
maturity to pay off saturation

1. The time, cost, and effort used to market the product are beginning

2. Is a period of rapid sales increase and high unit profits.

3. If the product fails to provide a return after a long period of
rapidly declining sales, it is dropped, and marketing efforts are applied to new or
successful products.

4. The marketer’s goal is to develop a product that sales and

produces a satisfactory profit during its life on the market.

5. After the introduction of a new product, hope to keep it alive for

a long time.

6. PLC is a progression of a product through four stages: introduction, growth,
, and decline.

7. Introduction usually slowly without generating profits.

8. The stages that a product passes through from introduction to
from the market are called a product life cycle (PLC).

9. Some marketers call maturity the peak sales, or , period.

10. The marketer would like a very short introductory stage because this always
means increasing sales.

X. Match the words and their definitions.

the final stage in the life cycle of a product when

1 | middlemen A |the sales and profitability are falling off and the
product is no longer worth investing in

2 | decline B | the act of selling a licence to trade as a franchise

3 | saturation C | a person who runs a franchise

4 | franchise D | the process of filling completely

: a businessperson who buys from the manufacturer

5 | franchisee E . :
and sells to retailers or to the public

6 | e-marketplace Fle license to_trade using a brand name and paying a
royalty for it

7 | sales channel G | a person who licenses a franchise
any means by which products can be brought into

8 | franchising H the marketplace and pffgred for sale, either (_jirectly
to the customer or indirectly through retailers or
dealers

9 |steady | | continuing in a regular way
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10 | franchiser

a network of connections that brings business-to-
J | business buyers and sellers together on the Internet
and enables them to trade more efficiently online

XI. Match the words in the right column with the words in the left column to
make word combinations.

1 | to keep a | from the market
2 | rate of b | sales

3 | reach c | life cycle

4 | to reduce d | a point

5 | marketing e | efforts

6 | product f | to pay off

7 | to maintain g | sales

8 | removal h | costs

9 | beginning i | price level

10 | to generate j | alive

XI1. Study the language of classifying information:

Classification of information

According to its types

According to its parts

nouns verbs nouns verbs
types classify as parts consist of
sorts split into elements comprise
varieties sort into stages contain
Kinds fall into steps involve

be divided into

be broken down
into

be made up of

XI11. The following sentences contain

correct them:

1. The products can be divided in four types.

2. The market is consisting of four main categories of product.
3. The company’s product line falls in two main kinds.

4. There are three level of the product.

5. The actual product comprises of five different characteristics.
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SELF-STUDY

l. Use the correct form of the infinitive:

1. The work proved (to be) difficult (to do) within such a short period of time. 2.
He is known (to graduate) from Oxford. 3. | am sure (to ask) this question at the
examination tomorrow. 4. He seemed (to watch) the clock for a long time.

Il.  Translate the following sentences:

1. We heard him explaining something to his son. 2. They watched the company
dealing with two different levels of the economy 3. We saw the firms existing to
serve customers and the needs of society. 4. | believe them to have come to an
agreement. 5. | suppose the students to be taking examinations now.

I11. Supply one of the known to you words of the same root. Make up
sentences using these words:
classify, reduce, franchise, occur, market

IVV. Translate into English using Complex Subject:

1. Bigomo, 1110 CTYJIEHTH CKJIQJIafOTh ICIIUTH JBIUl Ha piK. 2. 31a€ThCSA, 5 3HAO IIIO
moauny. 3. Bona BusBmiace rapuum creriaigictoM. 4. L{inkoMm iMOBipHO, 110 BU
3MOXKET€ OTpUMATH BIJICOTKH BIJl MpOAaxy. 5. MoxHa BBa)xaTd, 1[0 MUTAHHS
BHUPILIEHO.

V. Read the text. Ask five questions on the text and render it in English:
TEXT 2

CHANNELS OF OF DISTRIBUTION

All small manufacturers and producers as well as large corporate firms
grapple with decisions about getting their products into the marketplace. For this
purpose there exist channels of distribution (or trade channels), which are involved
in the process of moving products or services to the buyer. A channel of
distribution consists of middlemen, sometimes called intermediaries, specializing
in carrying out the transfer of a product between the manufacturer and the
customer.

In a direct distribution channel, the manufacturer or producer sells to the
ultimate consumer. For example, a bakery produces pies and cakes and sells them
directly to the customer.

Indirect distribution channels require the use of middlemen in selling
products and services or facilitating such sales.

An important method for establishing middlemen in distribution channels has
become franchising. The franchiser (corporation) grants the franchisee (the
individual or group) the exclusive right to use the franchiser’s name in a certain
territory, usually in exchange for an initial fee plus monthly payments. Both the
agreement and the individual business are called a franchise.
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As a place strategy a manufacturer may use dual channels. While the term is
common in marketing terminology, it is a bit misleading. Actually the
manufacturer uses multiple channels, that is, more than two distribution channels.

V1. State which of the sentences are true and which are false:

1. The franchisee (corporation) grants the franchiser (the individual or group) the
exclusive right to use the franchiser’s name in a certain territory, usually in
exchange for an initial fee plus monthly payments.

2. A manufacturer may use dual channels.

3. Indirect distribution channel means that the manufacturer or producer sells to the
ultimate consumer.

4. A channel of distribution consists of middlemen, sometimes called
intermediaries.

5. A bakery produces pikes and cakes and sells them directly to the customer.

6. Trade channels are involved in the process of moving products or services to the
buyer.

VII1. Choose the correct variant a, b, c or d to fill in the gaps:
1. Indirect distribution channels require the use of middlemen in selling products

and ServiCes or ..................... such sales.
a) fascinated b) fasciculated c) facilitating d) funding
2. The corporation grants the individual or group the exclusive right to use the
franchiser’s name in exchange for an initial .............. plus monthly payments.
a) knee b) bee c) fee d) rate

3. An important method for establishing middlemen in distribution channels has
become ..................

a) franchisee  Db) franchising c) franchise  d) franchiser

4. While the term is common in marketing terminology, itisa bit ..............

a) misconstruction b) comfort C) stress d) misleading
5. Boththe .............. and the individual business are called a franchise.
a) agreement b) group C) mass d) company

VIII. Translate into English:

1. 3 psaay mpuyuH aHal3 CTA€ HACTIIBKHU CKJIQJHUM, IO 3 SBIISIETHCS TEHIACHIIIS
BTPATUTHU CJII]T ABUIIA, SIKE MU BIJICTEKYEMO.

2. MikpoeKOHOMIYHHMI aHalli3 mepeadadae peTeNbHUM aHami3 1HIWBIIyaTbHUX
pillIeHb BITHOCHO OKPEMUX TOBAPIB.

3. [Ipu prHKOBIM €KOHOMIIIl CITOKMBAY BUPIIIYE, IO MAE€ BUPOOIIATUCS.

4. Konmu ¢ipmu mpuBaTH30BaHI, BOHM HAMararOThCS J1aBaTH K MOYKHA OLIbIIe
npuOyTKYy.

5. [ocepenHuk OTpUMYE BIJICOTKH BiJ] MPOJTAKY.

IX. Choose the necessary word and put it in the sentence:
1. They use both direct and indirect... of distributions.
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2. Agent middlemen do not... to goods they deal in.
3. Usually wholesaling... stands between the producer and the consumer.

X. Make an oral presentation of the products you like.

UNIT 15

RETAILERS AND WHOLESALERS

VOCABULARY

CLASS ASSIGNMENTS

retail institution

po3apiOHA yCTaHOBA

small-scale business

MaJinii 013HeC

financial outlay

(1HaHCOBI BUTPATU

retailing

pO31piOHA TOPTIBIIS

retailer

pPO3piOHUI TOPTrOBElb

online retailing

PO37piOHA TOPTIBIIS 3a JOTIOMOT 00 Mepeki IHTepHET

non-shop retailing

dbopma po3apiOHOT TOPriBil 6€3 yyacTi Mara3uHy

retail pricing

MpOoLIEC LHIHOYTBOPEHHS, KOJIU PO3JIpiOHUI TOPrOBELb
IpoAa€ TOBap 3a LIHOK, BCTAHOBJIEHOK BUPOOHUKOM

at a reasonable price

32 PO3yMHOIO ITIHOIO

chain store Mepeka Mara3uHiB

independent store HEe3aJICKHUN Mara3uH

voluntary JOOpOBITBHUN

to persuade TIEPEKOHATH

to lack OpakyBaTu, He BUCTa4aTH (40T0-HEOY/Ib)
to occur B110yBaTHUCS

wholesaler OIITOBHI TOPrOBEIlb

merchant wholesaler

ITOKYIICIIb-OIITOBUK

full-service wholesaler

OIITOBHK 3 ITOBHHUM CIICKTPOM ITOCJIYI'

limited-service
wholesaler

ONTOBHK 3 0OMEXKEHUM OOCITYyTrOBYBaHHSIM

national wholesaler

HaIlOHAJIHLHHUU ONTOBHUK

regional (sectional)
wholesaler

perioHanbHUMN (CEKIIMHUI) ONTOBHUK

local wholesaler

MICLIEBUI OIITOBUK

merchandise agent

areHT 3 MPOJaXXKy TOBapPiB

broker

Opokep

headquarter

mTad-KBapTUpa
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mail order

3aMOBJICHHA ITOIITOXO

door-to-door sale

croci0 Mpoiaxy, KoJM TOBap MPONOHYETHCS
TOPrOBUMU MPEJICTABHUKAMHU, SIK1 IPUXOJSTH TOJAOMY

JIO TOTCHITIMHUX TTOKYIIIIIB

outlet

pPUHOK 30yTy; TOProBa TOYKa

I. Look at the following marketing and advertising activities. can you add

any?

doing market research

liaising with the sales
department

providing support to
customer service

drawing up a marketing
plan

showing visitors around
the company

writing press releases

commissioning
advertising

creating advertisements

presenting at a trade
exhibition

talking to customers

speaking to journalists

reading trade magazines

I1. Now answer the questions.

1. Will all of these activities be done in your company?

2. Which of the activities will you be responsible for?

3. Who will you speak to in English? What about? What English texts will you
read? Will you write in English?

4. What is the most difficult to do in English?

I11. Give Ukrainian equivalents of the following:

Middleman, to store goods, to print on the product, mark-up amount, merchandise,
to generate telephone orders, to obtain from the seller, business-to-consumer
transaction, subordinated services, overall distribution strategy, to be out of reach,
from producer to final consumer, to play important role, to buy in a large quantity,
direct exchange of goods, individual lot, direct consumption, something of
economic value, door-to-door sale, by extending credit, mail order, advertisement.

IVV. Match and learn the synonyms:

A: commerce, to generate, to ship, merchandize, to comprise, middleman, to drive,
entity, to allow, manufacturer;

B: to let, organization, dealer, producer, to manage, to include, goods, to create,
trade, to transfer.

V. Match and learn the opposites:

A: non-shop retailing, primary, sale, necessary, to involve, subordinate, partial, to
receive, convenient, mark up;

B: to send out, full, inconvenient, to exclude, discount, unnecessary, purchase,
fundamental, shop retailing, ultimate.
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V1. Discuss the questions below:

1. Why wholesalers and retailers are called middlemen?

2. What is retailing? What are the characteristic features of this process?

3. There are several ways in which consumer can receive goods from a retailer:
counter service, where goods are out of reach of buyers and must be obtained from
the seller. This type of retail is common for small expensive items (e.g. jewellery)
and controlled items like medicine and liquor.

— delivery (commerce), where goods are shipped directly to consumer’s homes or
workplaces. Mail order from a printed catalogues was invented in 1744. Ordering
by telephone is now common, either from a catalogue, newspaper, television
advertisement or a local restaurant menu, for immediate service (especially for
pizza delivery).

— direct marketing, including telemarketing and television shopping channels, are
also used to generate telephone orders.

— online shopping started gaining significant market share in the 2000’s.

— door-to-door sales, where the salesperson sometimes travels with the goods for
sale.

— self-service, where goods may be handled and examined prior to purchase.

Which one would you like?
VIl. Read and translate the text:
TEXT 1

RETAILERS

Over 80 per cent of all retail institutions are classified as small-scale
businesses, they are small and specialized. The financial and legal requirements for
opening a retail business are few. Small restaurants, produce shops, health food
stores, service stations require small financial outlays. So, retailing consists of
buying a satisfying assortment of products for some consumer market segments,
making these products available at a reasonable price, and persuading the
customers that the products will satisfy them. Retailing focuses on the final
consumer, not focusing on industrial users.

Retailers can be classified by type of ownership such as:

— chain stores which consist of a group of centrally owned and managed
stores and sell similar products;

— independent stores which are operated by a proprietor, partnership, or
corporation;

— voluntary chains initiated and sponsored by a wholesaler to assure, that
retail outlets exist for the products which the wholesaler handles;

— franchises: the franchised retailer has the advantage of national advertising,
cooperative buying, and other benefits which the independent retailer lacks. The
largest growth of franchises has occurred in service businesses.
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VI11. Are these sentences true or false? Correct the false sentences:

1. Small restaurants, produce shops, health food stores, service stations require
door-to-door sale.

2. Wholesalers can be classified by type of ownership such as chain stores which
consist of a group of centrally owned and managed stores and sell similar products.
3. The franchised retailer has the advantage of national advertising, cooperative
buying, and other lacks which the independent retailer needs.

4. The financial and legal requirements for opening a retail business are few.

5. The largest growth of franchises has occurred in service businesses.

6. National wholesalers are initiated and sponsored by a wholesaler.

7. Retailing focuses on the final consumer, not focusing on industrial users.

8. Independent stores are operated by a proprietor, partnership, or financial outlay.
9. Retail outlets exist for the products which the broker handles.

10. Retailing consists of buying a satisfying assortment of products for some
consumer market segments, making these products available at a reasonable price,
and persuading the customers that the products will satisfy them.

IX. Choose the correct alternative:

1. Small restaurants, produce shops, health food stores, service stations
acquire/require small financial outlays.

2. Retailing/Wholesaling focuses on the final consumer, not focusing on
industrial users.

3. Chain/Chinese stores consist of a group of centrally owned and managed
stores and sell similar products.

4. Over 80 per cent of all retail institutes/institutions are classified as small-scale
businesses, they are small and specialized.

5. Voluntary/Vulnerable chains initiated and sponsored by a wholesaler to
assure, that retail outlets exist for the products which the wholesaler handles.

6. The financial and legal requirements/requirements for opening a retail
business are few.

7. Independent stores which are operated by a proprietor/prosecutor,
partnership, or corporation.

8. Retailing consists of buying a satisfying assortment of products for some
consumer market segments/outlets.

9. The largest growth/decline of franchises has occurred in service businesses.
10. Retailer has to lack/persuade the customers that the products will satisfy them.

X. Fill in the blanks with appropriate words:

channels voluntary link overall

provides outlet distribution business-to-consumer
delivery ultimate

1. Tradeis the exchange of goods, services, or both.

2. Commerce is a moving of goods from the man who wants to sell, to the man
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who is willing to buy, or, as it is sometimes expressed, the exchange and
of goods and services.

3. There are different of distribution of goods.

4. Wholesaling channels of distribution, which help to bring
goods to the market.

5. Retailing is selling goods and services to the consumer.

6. The retailer is the final from the producer to the consumer that is

why this is the most expensive in the chain of distribution.
7. Retailing may include subordinated services, such as
8. Manufacturing marketers see the process of retailing as a necessary part of
their distribution strategy.

9. Online retailing, a type of electronic commerce used for
(B2C) transactions and mail order are forms of non-shop retailing.

10. The retailer also stores the goods in his by having goods available.

XI1. Match the words and their definitions.

. a dealer who acts as a middleman between a
1 | retailing A
buyer and a seller
2 | chain store B | a place where something can be sold
the main office, where the board of directors
3 | lack C
meets and works
to talk to someone and get them to do what
4 | voluntary D
you want
done freely without anyone forcing you to
Sl (S2T5LEE E act; done without being paid
6 | broker = working in a small way, with few staff and
not much money
7 | headquarter G | the fact of not having enough
8 | outlet H | money spent, expenditure
9 | small-scale I | one store in a chain
10 | outlay J | the selling of full-price goods to the public

XI1. Match the words in the right column with the words in the left column to
make word combinations.

1 | at a reasonable a | store

2 | merchandise b | price

3 | retail c | retailing
4 | door-to-door d | sale

5 | mail e | of products
6 | online f | outlay

7 | independent g | institution
8 | assortment h | order
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9 | financial i | chain

10 | voluntary j | agent

SELF-STUDY

I. Complete the sentences using the proper words from the list below:

Displays, market, cost-plus pricing, subordinated services, distribution strategy,
ultimate buyer, advertising, aids to trade, middleman

1. Commerce involves trade and which help in the exchange of goods
and services.
2. A Is any person or firm that enters the distribution process between

the manufacturer and :

3. A mechanism that allows trade is called a

4. Retailing may include , such as delivery.
5. The pricing technique used by most retailers is :
6. The retailer helps to promote the product through : or sales people.
7. Manufacturing marketers see the process of retailing as a necessary part of their
overall

I1. Put questions to the bold part of the sentence:

1. Commerce is a division of trade or production which deals with the exchange of
goods and services from producer to final consumer.

2. Wholesaling provides channels of distribution, which help to bring goods to
the market.

3. Mail order from a printed catalogues was invented in 1744.

4. Sometimes a shopping street has a partial or full roof to protect customers
from precipitation.

5. An indirect channel is used to market manufactured consumer goods.

6. Trade is also called commerce or transaction.

7. Door-to-door sale is the process when the salesperson sometimes travels with
the goods for sale.

I11. Read the text. Put 10 questions to cover all the text. Retell the text:
TEXT 2

WHOLESALERS

Wholesalers are not as visible as retailers. Nevertheless, they are important
middlemen who play a large role in transferring possession of products to others,
who buy them either for resale or for industrial use. The wholesaler does not
usually sell to the ultimate consumer.

Wholesalers can be classified into some groups: merchant wholesalers and
merchandise agents, and brokers.
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Merchant wholesalers may be full-service wholesalers which handle either
consumer or industrial products, and they may buy, sell, grade, store, assemble,
transport, finance, take risks, and gather market information; or limited-service
wholesalers who do not engage in all these activities.

As for agent wholesalers, they operate in many different fields, but typically
they concentrate on such lines as foods, grain, cooper, steel, machinery, electronic
supplies, and textiles.

Another useful classification of wholesalers is based on territory on which
they operate. National wholesalers tend to operate on a national scale. Sales
activity of regional (sectional) wholesalers is restricted to a limited number of
regions. Local wholesalers limit their operations to a metropolitan area within the
confines of a radius of 75 to 150 km of their headquarters.

IV. State which of the sentences are true and which are false:

1. Local wholesalers limit their operations to a metropolitan area within the
confines of a radius of 75 to 150 km of their headquarters.

2. As for agent wholesalers, they operate in many different fields, but typically
they concentrate on such lines as foods, grain, cooper, steel, machinery, electronic
supplies, and textiles.

3. Brokers can be classified into some groups: merchant wholesalers and
merchandise agents.

4. Wholesalers are not as visible as retailers.

5. The wholesaler usually sells to the ultimate consumer.

6. Merchant wholesalers may buy, sell, grade, store, assemble, transport, finance,
take risks, and require market information.

V. Choose the correct variant a, b, ¢ or d to fill in the gaps:
1. Limited-service wholesalers who do not ................. in all these activities.
a) excite b) engage c) exchange d) range
2. Typically agent wholesalers concentrate on such lines as foods, grain, cooper,
steel, machinery, electronic ............... , and textiles.
a) surprise b) supplies C) rise d) surplus
3. Wholesalers are important middlemen who play a large role in ......... possession
of products to others, who buy them either for resale or for industrial use.
a) transferring b) transaction c) delivering d) delaying
4. Another classification of wholesalers is based on territory on which they ...........
a) import b) plan C) operate d) persuade
5. Sales activity of regional (.................. ) wholesalers is restricted.
a) sectional b) additional c) industrial d) traditional

V1. Translate the sentences:

1. PuHOK — 1me MexaHi3M, IO J03BOJISIE TOPTYBaTH TOBapaMH Ta IOCITYyramu.
2.HaitnoBmmM KaHajaoM TPAaHCIIOPTYBAHHS TOBApiB Ta MOCIYT BiJ BUPOOHHKA [0
CIIOKMBaYa € HeMpsIMHUI KaHai 30yTy. 3. bapTtep — ne mpoctuii 0OMiH TOoBapamu 1
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BiH Bce mIe icHye B Hammn fAHi. 4. ['yproBa Ta po3apiOHa TOPriBisS BIAITParOTh
BOXJIMBY POJIb y MPOLIECI PO3MOBCIO/KEHHS TOBapiB. 5. BuximHoiro ¢opmoro
TOPTiBII OyB OapTep, ToOTO MpsiMuii OOMIH TOBapaMu Ta mociayramu. 6. Po3npiona

TOPTIBJISL BKJIIOYAE TaKy JOTIOMIXKHY MOCIIYTY, SIK IOCTaBKa.

UNIT 16

VOCABULARY

BASICS OF PRICE

CLASS ASSIGNMENTS

measure of value

Mipa BapTOCTI

superior product

IIPOAYKT HAMBUILIOTO KJIACy

competitive technique

KOHKYPCHTOCIIPOMOIKHA TEeXHIKa

monetary I'POLLIOBUM

discount 3HIKKA

exchange transaction Oip»koBa yrojaa
communicative device KOMYHIKaTUBHUI MPUCTPIH
vulnerable ypa3IuBUA

to insulate 130JTFOBaTH

business executive KEepiBHUK

sales personnel
management

YIOPaBIIHHS TEPCOHATIOM MPOIAXKIB

internal business factor

BHYTPIIIHIN pakTop O13HECY

environmental factor

(aKTOp HAaBKOJUIIHBOTO CEPEOBUIIA

cost BapTICTh
pricing objective I[iIHOBa METa
to survey 00CTEKUTH
pressure THCK

I. Four consumers talk about different products. Read the extracts and decide
which of the four Ps each consumer discusses — product, price, promotion or
place:

A

| really wanted it, but when | tried to buy it, I just couldn't get it anywhere. My
friend heard that it was in one shop and he queued up for ages, but they'd run out
by lunchtime.

B
The company held a party on a river boat to launch their new campaign. It was
absolutely fantastic. We also got a free gift at the end.
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C
The shoes were really expensive but definitely worth it. | think the fact that they
are so expensive really distinguishes them from the competition.

D
I've had this briefcase for 20 years and it still looks good. The material is high
quality and long-lasting.

Model: Recently | have bought new plasma TV-set at a discount. It is reliable and
of modern design. I think that price and product influenced my decision.

I1. Think of some products you have bought recently. Why did you buy them?

Which of the four Ps influenced your decision to buy?

1. Find equivalents:

to determine a value

HHU3bKI I[[IHA

market economy

BUCOKI I[IHA

relatively stable

PUHKOBA EKOHOMIKa

price system

pPUHKOBA piBHOBara

low prices

3 11€1 IPUYUHU

adjustment process

BHU3Ha4YaTH BapTiCTI)

market equilibrium

IIHOBA CUCTEMA

high prices

MPOLIEC PETYITIOBAHHS

to come about

BITHOCHO CTaOLILHUN

for this reason

KOHKYpEHIIs

free enterprise

HOBHM PIBEHb IIIH

competition

BUIbHE MIIITPUEMHUIITBO

new level of prices

BIUIMBATH HA I[1HU

affect the prices

3’ ABJIATHUCS

IVV. Memorize the following word-combinations. Use them in the sentences of

your own:

at a price /at a high cost — 3a Bucoko1o 1iHOO

contract price — moroBipHa IfiHa
cost price — cobiBapTiCTh

free-market price — mina 3a yMOB BUJIBHOT KOHKYPEHIIi1

price control — KOHTPOJIb HaJ [IIHAMH
price level — pisens min

prices and incomes policy — momiTHKa IiH 1 JOXO/IiB

pricing — KaabKyJIsILis iH
purchase price — kymiBejbHa IiHA

retail/wholesale price — po3apiOHa/onToBa 1TiHA

security price — Kypc I[iHHHX MarnepiB
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share/stock prices — kypc akiiiii, Oip>koBUH Kypc
to keep the prices down — He JomycKaTH MiABUINEHHS I[iH
to set/fix a price — npu3HAYaTH IIHY

V. Translate the sentences paying attention to the italicized words:

1. He sold the house at a good price. 2. It must be done at any price. 3. You can’t
put a price on that sort of loyalty. 4. This restaurant is a bit pricey for me. 5. The
government usually sets prices for public utility services. 6. Ask the builder to
give you a price for the work. 7. I can’t afford it at that price. 8. Fresh
strawberries are now available at a price. 9. The price of cigarettes is set to rise
again. 10. These goods are priced too high. 11. What price all your promises
now? 12. You look absolutely priceless in that hat. 13. Supply and demand
determine prices in a market economy. 14. In a free market price is determined
by the market forces of demand and supply.

V1. Give the corresponding nouns to the following verbs:

a) to offer, to process, to supply, to change, to demand, to care, to price, to tax, to
cost, to produce, to increase, to market, to state;

b) to consume, to differ, to select, to decide, to divide, to sell, to execute, to define,
to depreciate, to lease, to operate, to pay, to analyze.

VI1I. Discuss the questions below:

1. Which factors does a price depend on?

2. How were prices set long ago?

3. In what way are agricultural prices decided?

4. How industrial products are usually priced?

5. How do companies handle pricing?

6. Why does the government usually set the prices for public utility
services?

7. Who is responsible for setting prices — a buyer or a seller?

8. Does a lower price always mean higher sales?

VIII. Read and translate the text:

TEXT1

THE ROLE AND DEFINITION OF PRICE

Price is one of the four Ps in the marketing mix, where it plays several
important roles:

1. Price is a communicative device. Prices are one way in which marketers
communicate with their customers. The prices charged by a marketer help create
the image of the marketer’s business in the eyes of the customer.

2. Price is a measure of value. It is often an indicator of value to the
customer. There are many cases in which the higher-priced product is really a
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superior product. The difference in price reflects the fact that better materials and
more careful manufacturing techniques have been used to create the higher-priced
product.

3. Price is a competitive technique that is why there are very few products or
services on the market today that are not vulnerable to price competition from
other sources. Even when the products or services involved are recognized brands
representing quality, brand loyalty is seldom strong enough to insulate them from
competition from less expensive products and services with similar value.

Now that we have examined the many roles that price plays in the marketing
process, it is time to give the definition of price.

Price is the amount of money (or the equivalent amount in product or service
values) for which anything is bought, sold, or offered for sale. Price is an important
concept for both the buyer and the seller. It is the value that is placed on any
product or service.

Price is influenced by the quantity and quality of the product or service
purchased, the quantity of value (monetary and non-monetary) given up, the
premiums or discounts that are offered and accepted, the exchange transactions,
and the type of payment.

IX. Are these sentences true or false? Correct the false sentences:

1. Even when the products or services involved are recognized brands
representing quality, brand loyalty is seldom strong enough to insulate them from
competition from less expensive products and services with similar value.

2. Price is influenced by the quantity and quality of the product or service
purchased, the quantity of value (monetary and non-monetary) given up, the
premiums or discounts that are offered and accepted, the exchange transactions,
and the type of payment.

3. Customers often do not use price as an indicator.

4. Prices are one way in which customers communicate with their marketers.

5. Price is the amount of money (it is not equal to product or service values) for
which anything is bought, sold, or offered for sale.

6. The difference in price reflects the fact that better materials and more careful
manufacturing techniques have been used to create the higher-priced product.

7. Price is an important concept for the buyer.

8. Price is a competitive technique that is why there are very few products or
services on the market today that are not able to price competition from other
departments.

9. The prices charged by a marketer help create the image of the marketer’s
business in the eyes of the customer.

10. There are no cases in which the higher-priced product is really a superior
product.

X. Choose the correct alternative:
1. Price is one of the four Ps in the marketing mix, where it plays several/severe
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important roles.

2. Price is a communicative source/device.

3. It is the value/charge that is placed on any product or service.

4. Price is the amount of money (or the equivalent amount in product or service
values) for which anything is bought, sold, or offended/bothered/offered for sale.
5. The difference in price reflects the fact that better materials and more careful
manufacturing techniques have been used to create the higher-priced/lower-
priced product.

6. Price is influenced by the quantity and quality of the product or service
purchased, the quantity of value (monetary and non-monetary) given up, the
premiums or discounts that are offered and accepted, the exchange
transactions/translations/transitions, and the type of payment.

7. Price is a measure/mean of value.

8. Price is an important contempt/concept for both the buyer and the seller.

9. Price is often an indicator of value to the customer/seller.

10. Even when the products or services involved are recognized brands
representing quality, brand loyalty/royalty/entity is seldom strong enough to
insulate them from competition from less expensive products and services with
similar value.

XI. Fill in the blanks with appropriate words:

offered reflects charged measure
purchased device concept competitive
brand loyalty superior product

1. Even when the products or services involved are recognized brands
representing quality, is seldom strong enough to insulate them
from competition from less expensive products and services with similar value.

2. There are many cases in which the higher-priced product is really a

3. Price is a communicative :

4. The prices by a marketer help create the image of the
marketer’s business in the eyes of the customer.

5. Price is the amount of money (or the equivalent amount in product or service
values) for which anything is bought, sold, or for sale.

6. Price is influenced by the quantity and quality of the product or service
, the quantity of value (monetary and non-monetary) given up,
the premiums or discounts that are offered and accepted, the exchange transactions,

and the type of payment.

7. The difference in price the fact that better materials and more
careful manufacturing techniques have been used to create the higher-priced
product.

8. Priceis a technique that is why there are very few products
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or services on the market today that are not vulnerable to price competition from
other sources.
9. Price is an important
10. Priceisa

for both the buyer and the seller.

of value.

XI1. Match the words and their definitions.

the percentage by which the seller reduces the
1 | monetary A :
full price for the buyer
2 | objective B | something which you hope to achieve
3 | personnel c|an attempt to force a customer to buy
P something he or she does not really want
4 | quantity survey D all the peo_ple who w_ork for an organization
or at a particular location
5 | factor E the act of giving one thl_ng for another; a
market for shares, commodities, futures, etc.
. a person in a business who takes decisions, a
6 | discount F .
manager or director
high-pressure sales the process of calculating the amount of
7 | 9P G | materials and cost of labour needed for a
technique . .
construction project
8 | transaction H | a purchase or sale of shares
9 | exchange | | referring to money or currency
something which is important, or which is
. taken into account when making a decision; a
10 | executive J . e
number used in multiplication to produce
another number

XIV. Match the words in the right column with the words in the left column to

make word combinations.

1 | charged a | device

2 | the difference b | in price

3 | to be vulnerable ¢ | from competition

4 | recognized d | to price competition
5 | the exchange e | by a marketer

6 | to insulate smth. f | technique

7 | quantity g | transactions

8 | communicative h | brands

9 | competitive I | payment

10 | the type of j | of value
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SELF-STUDY

I. Translate the sentences into Ukrainian:

1. Itis difficult to set prices without sound price policy.

2. | decided to buy a new car at this company because they offered
the best trade-in allowance on my old model.

3. They must research supply and demand before they start to
produce the new item.

4. The tape recorder that your store sells is inexpensive.

5. Many people are interested only in the low price and not in the
extra services.

Il. Choose the necessary modal verb (can, may, must, have to, to be to) and
put it in the sentence:

1. Off-even pricing ............. undoubtedly produce favourable psychological effect
on a consumer.

2. | spoke to the chief. Now you .......... change the credit term.

3. They are very talented specialists. | think they ............ design the new line very
quickly.

4. The situation has changed, so we ............ start with especially low prices.

5 We i choose price emphasis policy for this item.

I11. Martin is organizing a meeting to discuss the prices for the cable
Internet package. Put the following sentences in the correct order to complete
email:

Hi team,

1. Could you have a look and let me know if there’s
anything you’d like to add or change?

2. As you probably know, we need to think about
scheduling a meeting to discuss our pricing strategy for our
new cable Internet package.

3. Hope you all had a nice weekend.

4. Please let me know if you can attend by the end of the
day.

, 5. How about next Tuesday at 9 p.m.?

6 I m also attaching an outline of what I’d like to talk about.

Thanks for your help.

Regards,
Martin

IVV. Read the text and translate it using a dictionary:
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TEXT 2

FACTORS INFLUENCING PRICING DECISIONS

Pricing is a major marketing strategy. In the mid-1960s pricing was the sixth
most important marketing activity out of 12 activities ranked by business
executives. It was considered less important than product research and
development, marketing research, sales personnel management, advertising and
sales promotion planning, and customer services. However, when business
executives were surveyed again in the mid-1970s, pricing was named the most
important of the 12 activities.

Both internal business factors and environmental factors enter into pricing
decisions.

Pricing

Changing Objectives N
Consumers Competition
\ ‘
Legal Pricing Supply and
Environment Decisions Demand

Profit
Goals

Technological
Progress

Ilustration. Influences of pricing decisions.

Factors inside the firm that influence pricing decisions include costs, control,
profit, pressures, and pricing objectives. These factors cause frequent changes in
pricing decisions. They are interacting factors. Increasing costs may cause
decreasing profits, a change in pricing objectives may cause an increase in costs,
and profit pressures may cause a change in pricing objectives.

Environmental pricing factors include increased competition, rapid
technological progress, changes in supply and demand, a changing legal
environment, and better informed customers.

V. State which of the sentences are true and which are false:
1. Environmental pricing factors include increased competition, rapid
technological progress, changes in supply and demand, a changing legal
environment, and better informed customers.
2. Only internal business factors rather than environmental factors can enter into
pricing decisions.
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3. Decreasing costs may cause decreasing profits, a change in pricing objectives
may cause an increase in costs, and pricing objectives may cause a change in profit
pressures.

4. In the mid-1980s pricing was the sixth most important promotion activity out
of 12 activities ranked by business executives.

5. Factors inside the firm that influence pricing decisions include costs, control,
profit, pressures, and pricing objectives.

6. Pricing is a minor marketing strategy.

V1. Choose the correct variant a, b, c or d to fill in the gaps:

1. These interacting factors cause ..................... changes in pricing decisions.

a) vulnerable b) frequent ¢) invisible d) violent

2. Both ................... business factors and environmental factors enter into
pricing decisions.

a) internal b) external c) promotional d) pricing

3. Environmental pricing factors include increased competition, ....................
technological progress, changes in supply and demand, a changing legal
environment, and better informed customers.

a) solid b) liquid C) vivid d) rapid

4. When business executives Were .................... again in the mid-1970s,
pricing was named the most important of the 12 activities.

a) surveyed b) conveyed c) betrayed d) obeyed

5. It was considered less important than product research and development,
marketing research, sales .................... management, advertising and sales
promotion planning, and customer services.

a) personal b) personnel c) PR d) CEO

VII. Translate the following sentences into English:

A. 1. ®ipma morna 3anporonyBatu Jmine 40 ¢akciB 3 HEraifHOI JOCTaBKOIO, I
60 ¢akciB ¢ipma moroauiaach JIOCTAaBUTU TpboMa mapTisimu 1o 20 ¢akciB yepes
P1BHI POMIKKHU Yacy.

2. ®ipMa MOKe HaJIaTU CBOi TPAHCHIOPTHI MOCITYTH.

3. YmoBu BnamroByBaiu [leTpoBa, 1 y BIBTOPOK MPEACTABHUKHN (PipMH TI1THUCATH
yromy.

4. Mos cekpeTapka po3MOBJIsiiia Mo TenedoHy 3 mictepoM BaiiTom 1 tomoBuiach 3
HUM PO HAlIy 3yCTpid Y II'ITHUILIO O AECSTIN paHKy.

5. Ham rosoBHMIT MeHeKep caM moine 10 JIongoHa, 1mo6 TOMOBUTHUCH MPO IIHU
Ta YMOBH TIOCTaBKH 00JIaJHAHHS.

B. 1. I{inu BimirparoTh BaXKJIMBY POJIb HA BCIX EKOHOMIYHUX PUHKAX.
2. 3a yMOB pUHKOBOi €KOHOMIKH IIHHU JIFOTh K CUTHAJIH.

3. LlinoBa cucTteMa B pUHKOBIM €KOHOMIII HANPOUY 1 THYYKa.

4. lliHn Ha BUIbHOMY PUHKY HEUTpAaJIbHI.
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5. Ha exoHOMIYHMX pUHKAX MOKYMI[ Ta MPOJAaBLI MalOTh MPOTUJIEKHI HAMIPH Ta

Hail.

6. [Tokymii 6axaroTh KymyBaTH 3a HU3bKUMHM I[IHAMH.
7. IlponaBiii NpuXOsATh Ha PUHOK 13 HAJII€I0 HA BUCOKI IT1HH.

UNIT 17
PRICING STRATEGIES
CLASS ASSIGNMENTS
VOCABULARY
revenue JIOXOJIU, TPUOYTOK
to assess OLIIHIOBAaTH
regulatory peryIsITOpHHIA
guideline JTMPEKTUBA

target market

IIJTLOBUN PUHOK

cost-oriented pricing
strategy

CTparteris 1IHOYTBOPEHHS, OpIEHTOBaHA HA BapTICTh

demand-oriented

OpIEHTOBAHUM HA MOIUT

competition-oriented

OpIEHTOBAaHUI HA KOHKYPEHI[IO

price floor HalHWKYA IiHa
price ceiling HaWBUIIA 1TiHA («I[IHOBA CTEJIS)
to utilize BUKOPHCTOBYBATH

p y

in accordance with

y BIJINOBIHOCTI J10

product life cycle (PLC)

JKATTEBUUN LUKJI IPOAYKTY

marketing mix

KOMIIJIEKC MAPKETHHTY, HA01p OCHOBHMX KOMITIOHEHTIB
MapKETUHTOBOT'O BILIMBY

product area

TOBApHUI pO3/IiJ, TOBapHa cdepa AisUIbHOCTI hipMu

surplus HAJTUTIIOK, TPHOYTOK

to reduce prices 3HUKYBATH [IHU

volume 00CsIT, BUITYCK

at the marketer’s y PO3MOPSIKEHHI MapKeToJIora, /10 OCIYT
disposal MapKeToJIora

approach T X1

to cut back CKOPOTHUTH, 3MEHIITMTH

slightly TPOXH

to remain 3aJIUIIATHCS

I. Choose the necessary words and put them in the sentence:
1. One of the aims of market research is to indicate new... among people.
2. Advertising must... the consumer and make him buy the goods produced.
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3. Often marketing is called ...

4. In order to sell a new product, a producer has to consider how to ... it.

5. The goods of this company are not sold very well, they must think about....
6. Sometimes it is difficult to influence ... through advertising.

7. If you want to produce something new, you should start with ...

8. A producer wants to ... the new trends and then tries to influence them.

9. ... includes product development and pricing among other things.

1. predict; 2. influence; 3. promote; 4. marketing; 5. trends; 6. distribution;
7. market research; 8. product planning; 9. consumer.

I1. Study the following examples:

a) Ifacompany raises its price, it will actually sell more...
b) The less elastic the demand, the more profitable it is for the seller to raise the
price.

Now use the phrases below to complete the sentences:

Cause Effect

companies raise wages production costs increase
production costs increase prices rise

prices rise demand falls

demand falls sales decrease

sales decrease production falls

1. If the company raises wages, .....

2. The more the production costs increase, .....
3. If prices rise, .....

4. The more demand falls, .....

5. If sales decrease, .....

I11. Match each term in Column A with its definition in Column B:

A B

1. free enterprise a. Money value of a good or service.

2. price system b. A situation where the quantity demanded is
greater than the quantity supplied.

3. shortage c. An economic system based on the private
ownership of property, competition and the profit
motive.

4. market price d. Economic system in which resources are
allocated as a result of the forces of supply and
demand.

5. surplus e. A consumer’s willingness and ability to buy a
product or service at a particular time and place.
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6. purchasing power f. The price of a good or service at which the
guantity demanded matches the quantity supplied.

7. price g. A situation where the quantity supplied is greater
than the quantity demanded.

8. market h. A situation where prices are relatively stable and

equilibrium there is neither a surplus nor shortage in the market.

IV. Fill in the blanks with prepositions or adverbs if necessary:

1. Prices play an important role ... all economic markets.2. Prices act as signals ... a
market economy.3. A high price is a signal...producers to produce...and...buyers to
buy ... .4. Prices serve as a link... producers and consumers. 5. Prices favour
neither... the producer nor .. consumer. 6. Prices come.. as a
result...competition...buyers and sellers.7. The price system ... a market economy is
flexible.8. Unforeseen events can affect... the prices...some... items. 9. The sellers
come...the market hoping...high prices. 10. Market equilibrium is a situation where
prices are stable and there is neither ... a surplus nor a shortage...the market.

V. Discuss the following questions:

1. What does the word "marketing™ mean?

2. What elements does Marketing Mix include?

3. What does Place in the Four P's mean?

4. What does Promotion include?

5. What is the most complex element of Marketing Mix?

6. What does the so-called "product life cycle" include?

7. Why are pricing programs considered the most important of marketing
programs?

V1. Read and translate the text:
TEXT 1

PRICING STRATEGIES

Price is perhaps the most important of the four Ps of marketing, since it is the
only one that generates revenue for a company. Price is most simply described as
the amount of money that is paid for a product or service. When establishing a
price for a product or service, a company must first assess several factors regarding
its potential impact. Commonly reviewed factors include legal and regulatory
guidelines, pricing objectives, pricing strategies, and options for increasing sales.

It is important to remember that price is a major factor in determining how
profitable a product or service can be. If you find the price that is “right” for the
target market, your product or service will have a better chance to be profitable.
There are three possible strategies that one may follow to determine the right price
for the product.

1. When a cost-oriented pricing strategy is used, all costs for manufacturing
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the merchandise, all service costs are computed first. Then the desired profit
margin is added to determine the price.

2. Demand-oriented pricing utilizes consumer desires and demand in the
setting of individual prices.

3. When a competition-oriented pricing strategy is used, price is set in
accordance with the prices charged by competitors. These prices can be below,
equal to, or higher than the prices of the competition, depending on the differences
In the products or services involved.

4. Combined-oriented strategies. When prices are set, marketers often
combine these three strategies when making their pricing decisions. The cost-
oriented strategy can help them identify the price floor. They then can apply the
demand-oriented strategy and “bracket” an acceptable price by determining the
price ceiling. Finally, they can examine competitive pricing to be assured of
selecting the right price.

V1. Are these sentences true or false? Correct the false sentences:

1. Price is described as the amount of money that is paid for a product or service.

2. When a cost-oriented pricing strategy is used, all costs for manufacturing the
merchandise are not computed at all.

3. It is important to remember that price is a major factor in determining how
profitable a product or service can be.

4. When prices are set, marketers never combine these four strategies when making
their pricing decisions.

5. The cost-oriented strategy can help them identify the price ceiling.

6. Consumer-oriented strategies can determine competitive pricing to be assured of
selecting the right price.

7. Volume is most simply described as the amount of money that is paid for a
product or service.

8. When establishing a price for a product or service, a company must first assess
several factors regarding its potential impact.

9. Legal and regulatory guidelines, pricing objectives, pricing strategies, and
options for increasing sales include commonly reviewed factors.

10. If you find the price that is “right” for the target market, your product or
service will have a better chance to be profitable.

VIII. Choose the correct alternative:

1. Price is perhaps the most important of the four Ps of marketing, since it is the
only one that generates revenue/loss for a company.

2. The desired profit margin/curve is added to determine the price.

3. Combined-oriented strategies can examine competent/competitive pricing to be
assured of selecting the right price.

4. Prices can be below, equal/above to, or higher than the prices of the
competition, depending on the differences in the products or services involved.

5. Combined-oriented strategies can apply the demand-oriented strategy and
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“bracket” an acceptable price by determining the price ceiling/selling/sailing.

6. When a competition-oriented pricing strategy is used, price is set in accordance
with the prices changed/charged by competitors.

7. Demand-oriented pricing utilizes/analyzes consumer desires and demand in the
setting of individual prices.

8. There are some strategies that one may follow to concern/determine the right
price for the product.

IX. Fill in the blanks with appropriate words:

equilibrium salesman | demand-oriented | margin

power funded

ceiling exceeds | gain occur

1. The project is completely by private enterprise.

2. A should know the prices of all the products he is selling.

3. An economic surplus is related to money, and it reflects a in the
expected income from a product.

4. Purchasing parity is used worldwide to compare the income
levels.

5. The price is the price of a good or service when the supply of it

Is equal to the demand for it in the market.
6. A shortage is a situation in which demand for a good or service
the available supply.

7. If the price Is set below the market price, then a "shortage" is
created; the quantity demanded will exceed the quantity supplied.

8. Economic efficiency may be said to when an action creates more
benefits than costs.

9. The desired profit Is added to determine the price.

10. They then can apply the strategy and “bracket” an acceptable

price by determining the price ceiling.

X. Match the words and their definitions.

1 | approach A | more of something than is needed

an unofficial suggestion from the government as to how

2 | maturity B something should be done

the amount added to a normal price or rate for a product
3 | four P’s C | or service; free gift offered to a prospective purchaser as
an inducement to make a purchase

4 | utilize D | to use something
5 | guideline E | an act of getting in touch with someone with a proposal
the price of a product or service that does not include any
6 | surplus F
extras
7 | volume Tk simple way of summarizing the essentials of the

marketing mix, which are Product, Price, Promotion and
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10

basic price

premium

target market

Place

the market in which a company is planning to sell its

goods

the third stage in a product life cycle when a product is
well established in the market though no longer enjoying
increasing sales, after which it will start to decline

a quantity of items; the quantity of shares traded on a
stock market

XI. Match the words in the right column with the words in the left column to
make word combinations.

1 | to generate a | floor

2 | the amount b | of money

3 | regarding Cc | product or service

4 | to establish d | aprice

5 | profit e | pricing

6 | competition-oriented f | revenue

7 | to be charged g | its potential impact

8 | profitable h | pricing strategy

9 | price i | by competitors

10 | competitive j | margin
SELF-STUDY

I. Look at the picture. What pricing consideration did the marketers use?

isi:ggl( &

§
g
4

L 3

Aterwative Solutions: our S4ick packagmg 5 iue

Base of comparison: easy +o compare. price. buk difGeut
4o compare. taste
&@.Mﬂfm&hqﬁmﬂgﬂﬁmw:ja;
+ea; shick Format

wﬂw hicance: +ea 1S cacap, but Hhe maovatve
packaging has a high value

Degnd: +ea consamption & Stable, but Sales m
speciality shops are on the rise

Frice. Sensitividy: conSmers ane very price. Sensitve

= Bales decrease whea prices inerease

Complemendary costs: mone - the customer doesn'4d even
need a Spoon!/
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1. Complete the text using words from the box.

bargain fair premium significance unique

Ccosts points sensitive solutions

When deciding on the price of a product or service you have to consider the
product or service itself. For example, does it have benefits? Does the
consumer have any alternative ? What is the monetary of
the product or service? You also have to think about the possibility of
complementary , and how price the consumers are to
these and the product or the service cost.

Then you need to think about the pricing strategy and how this relates to the
brand. For a luxury brand it is essential to follow a pricing strategy in
order to maintain a brand image. A low price would not be suitable for a brand
such as Cartier.

Finally, you need to carry out a price test to check the price you
are considering. The Is the amount that the consumer is prepared to
pay for the product or service. A price is a low price that may be used

during special offers or for promotional prices.

I1l. Replace the Ukrainian words and phrases by suitable English
equivalents in the correct form. Retell the passage:

([1s Toro mo6 kymutH) foreign products or services, or (iaBectyBatu) in other
countries, (kommanii) and individuals may first (kynmutu Bamory) of the country
with which they are doing business. Generally, (ekcioptepu) prefer to be paid for
their (toBapu Ta mociyru) either in their own (Bamtori) (Japanese in yen and
Germans in marks) or in U.S. dollars, which are accepted (y Bcromy cBiti). For
example, when the French buy (Hadty) from Saudi Arabia, they may (riatutu) in
U.S. dollars, not French francs or Saudi dinars, even though the United States is
not involved in the transaction. The foreign exchange market, or "FX" market, is
where (kymiBnsa Ta nmponax) of different currencies takes place. (Ilina) of one
currency in terms of another country’s currency is called (BamtoTHMiT KypC).

IV. Round-table discussion. The question on the agenda is «Prices in a
market economy». Questions for discussion:

— the role of prices in a market economy;

— in a market economy prices act as signals;

— how prices answer the What, How and Who questions in a market economy;

— explain the Law of Diminishing Marginal Utility and give examples;

— the rationing effect of prices;

— the production-motivating function of prices.

V. Read the text and retell it:
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TEXT 2

PRICING IN THE PRODUCT LIFE CYCLE

Each product passes through what is known as a product life cycle (PLC)
from the time when it is introduced on the market to the time when it is removed
from the market. During its PLC, each product passes through four stages:
introduction, growth, maturity, and decline. When the product no longer
provides a satisfactory return, it is removed from the market, and the company’s
efforts are applied to new or more successful products.

Pricing plays a key role in the marketing strategies that are used for each
product as it moves through its PLC, because each of the four PLC stages may
require specific applications.

During the growth stage of the PLC, sales increase rapidly and costs for
promotion and distribution decrease because they are spread over a larger
volume. The marketer wants to keep products in the growth stage as long as
possible. This is the time to improve product quality and offer new models,
features, and styles to keep the product existing.

Maturity is the stage when people buy as much of the product as they want.
The maturity stage is usually the longest; it is the real test of a marketer’s ability
to use the elements of the marketing mix effectively. Price is one of the tools at
the marketer’s disposal. Competition is very strong during maturity stage. If
there is a lot of competition in a product area, there will be a surplus of that
product. Such a surplus leads marketers to reduce prices so that they can
maintain their existing market shares. As an alternative to price reductions,
marketers can introduce lower-priced models of the same product, or, in a
different approach, they can introduce a higher-quality version of the same
product with a higher price.

During the decline stage, a product’s sales decrease. During this stage in the
PLC, marketers reduce the costs of producing the product and cut back on
advertising and promotion. The price of the product may be reduced slightly or
may remain the same.

V1. State which of the sentences are true and which are false:
1. Sometimes the product which provides a satisfactory return is removed from the
market, and the company’s efforts are applied to new or more successful products.
2. The growth stage is usually the longest; it is the real test of a marketer’s
ability to use the elements of the marketing mix effectively.

3. Promoting plays a key role in the marketing strategies that are used for each
product as it moves through its Ps, because each of the four Ps may require specific
applications.
4. As an alternative to price reductions, marketers can introduce lower-priced
version of the same product with a higher price.
5. Each product passes the exam from the time when it is introduced on the market
to the time when it is removed from the market.
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6. If there is a lot of advertising in a product area, there will be a competition of
that product.

VII1. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. Such a surplus leads marketers to ................... prices so that they can
maintain their existing market shares.

a) cut off b) reduce c) cut down d) cut back

2. During this stage in the PLC, marketers reduce the costs of producing the
product and cut backon ...................... and promotion.

a) work b) merchandizing C) advertising d) analyzing
3. During the decline stage, a product’s sales ................ .

a) increase b) decline c) reduce d) decrease

4. Growth is the time to improve product quality and offer new models, features,
and styles to keep the product ...............

a) transacting b) existing ¢) exhibition d) transiting
5. Price is one of the tools at the marketer’s ............... .
a) disposal  b) proposal C) accuse d) discount

VIII. Translate into English:

1. ITix yac meperoBOpiB MPOAABII 1Ay HaM 3HIKKY 2%, OCKUIBKH 11€ OyJI0 Halle
nepiie 3aMoBJICHHS, 1 (pipma OyJa 3ailikaBieHa B TOPTOBUX KOHTaKTaX 3 HAMHU.

2. Mu Oynu IIIKOM 33JI0BOJIEHI IEPETOBOPAMHU 1 B MalOyTHHOMY YEKA€EMO TapHUX
JJIOBHUX CTOCYHKIB 3 (pipmoro «biek ena Koy.

3. Mu 3Hanu, 1110 HaM JOBEAEThCS MOTOIUTUCH HA YMOBH (ipMHu.

4. Hupektop ¢ipMU CHOAIBAETHCS, IO MApPTHEPU MOTOASTHCS HA MPOBEACHHS
MEPETOBOPIB HACTYITHOTO THKHSI.

5. CekpeTtapka MolikaBuIachk, XT0 Ma€ MpUUHATA MicTepa bpayHna.

6. PexpeatiitHuil «1ominmy — 1€ pO3TJISAaHHS BITPUH, aJie HE 3aBXKIM MOKYIIKA €
MOr0 pe3yJIbTaTOM.

7. Po3npiOHMIT TOProBelb 10MmoMarae rmpoJiaBaTi TOBap 3a JOTIOMOTOI0 PEeKJIaMH Ta
MTOKa3iB.

8. 3amoByeHHS TOBapiB MO TenaedOoHy, 3 KaTalOriB, Ta3eT, Y TEJIEBI31HHOT peKIaMu
€ JIy’K€ TOIYJISIPHUM ChOTOJIHI.

9. Ilocepennuk — 1€ 0co0a, sika Mpaltoe B KaHaJl pO3MOBCIOHPKEHHS TOBapPiB MiXK
BUPOOHHUKOM 1 KIHLIIEBUM CHOKHBAYEM.
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UNIT 18

THE COMMUNICATIONS PROCESS

VOCABULARY

CLASS ASSIGNMENTS

marketing
communications mix

KOMIUIEKC MapKETHHTOBUX KOMYHIKaIlii (TIO€ THAHHS
MapKETHHTOBHUX 3aC00IB , IKi BUKOPUCTOBYIOTHCS TSI
nepeaadi NoBiOMIICHHS PO TOBAP)

promotional submix

pPEKJIAMHUN CYOKOMIUIEKC

public relations (PR)

3B A3KHU 3 TPOMAJICHKICTIO

channel of distribution

KaHaJI ITOIMMPCHHA

offering MIPOTIO3UITIS
consumer-oriented OpIEHTOBaHUI Ha CIIOKHBaYa
advertising (ads) pekIama

institutional advertising

IHCTUTYII1IHA peKIama

loading dock (US) /
loading bay (UK)

MPUMILIEHHS y Mara3uxi, 3 IKOro po3CUiIatoThCs,
PO3MOBCIOJIKYIOTHCS T4 BUHOCATHCSI TOBAPU

storage area

30Ha 30epiraHHs

to persuade NIEPEKOHATH

tool THCTpYMEHT
regarding 1010

to evaluate OLIIHIOBAaTH

to execute BUKOHYBaTHU

oral YCHHI

to notify [IOBIJIOMUTH

to identify ineHTHdiKyBaTH
goodwill JT00pO3UIHBICTD
to enhance I IBUIIyBAaTH
announcement OTOJIOLLIEHHS
nationwide 3arajJbHOHAILIOHAIILHUAN
pioneering HOBATOPCHKUH
comparison TIOPIBHSHHS

to elaborate

pETENHHO PO3POOUTH, 00yMaTH

I. Define what part of speech are these words and translate them:
facility, dangerous, include, attentive, strictly, rely, unique, effectively, sensitive,
easily, prefer, active, helping, naturally, satisfy, equip, requirement

I1. Match the two parts of the sentences:

1. Monsanto used a public relations | a) policy-makers concerning regulations

company to promote their

for exploiting reserves in Antarctica.
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2. The report confirmed that lobbying
does influence the political decision-
making

b) interests in the EU. The firm
organized a visit to the headquarters in
the United States.

3. An opposition party spokesman fears
the campaign

C) process in the UK.

4. The oil industry is

government to influence

lobbying

d) donations from big business influence
government policy.

I11. Choose the correct words from the brackets to complete the report from a
pressure group:

We are continuing our campaign to (1) (mobilize/ advise/ corrupt)
public opinion. Following the (2) (fact sheet/ rally/ outside lobbying)
in the town centre, we are organizing a further letter-writing (3)
(conference/ campaign/ release) to keep up pressure on our local politicians. Our
press (4) (release/ contributions/ code) generated three articles in the
local newspapers. We are getting advice on media (5) (training/
bribing/ testimony) so that we will be more convincing when speaking to the press.

IVV. Read the following article from a magazine on public relations. Answer the
questions:

1. What do you think of these tips? Can you think of any examples?

2. What tips can you add to this list?

3. Have you ever written press releases for your company? If so, what did you
find easy/ difficult?
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WRITING A KILLER PRESS RELEASE

You’ve all seen them: the press releases that would put any reader to sleep.
You’ve barely glanced at the title before you’re ready to curl up in bed.
Campbell Associates is moving into cutting-edge new headquarters! ‘But who
cares about Campbell Associates? Who are Campbell Associates, anyway?’
you ask yourself.

It takes more than an exclamation mark to catch a reader’s attention. So read
on for some tips on how to write a press release that will get read — and
published!

1. Keep things real. Do not exaggerate when you
write. Instead, make sure you deal with the facts.
Journalists get dozens of press releases a day and
words like “revolutionary” and “ground-breaking” get
old very quickly, especially when these words are
describing very ordinary events.

“Revolutionary
new water!!!”

2. See the story from the reporter’s point of
view. Present your news as a story. The focus doesn’t
have to be on your company. What you want is
something that people will want to read about. So
focus on the people who use your products and services, and that will make your
story come to life.

3. Create a headline that will grab your readers’ attention. Brainstorm four
or five titles for an important press release, and then come back to them the next
morning. See which one seems the most interesting to you.

4. Proofread carefully. A badly-written press release won’t get read. Get help
if you need it: there are a number of good, professional PR-agencies out there if
you are not able to write perfect copy in English, for example.

5. Keep it short. Ideally, give the press release to someone who doesn’t know
anything about the topic, and have them look at it for fifteen seconds. When they
give it back to you, can they tell you the most important points? If not, you need to
revise what you’ve written.

V. Read and translate the text:
TEXT 1
THE MARKETING COMMUNICATION MIX
The marketing communications mix is divided into two submixes; the

promotional submix and the public relations submix.

The Promotional Submix

148



The term “promotion” originates from the Latin term “promovere”, meaning “to
move forward”. In marketing, it includes only communications. When products are
moved forward from the loading dock into a storage area, this movement is not
promotion. Thus, promotion is any communication activity whose purpose is to help
move a product, service, or idea through a channel of distribution. Such
communication activity is almost always persuasive.

Promotion is a tool of marketing. The major objective of promotion is to
persuade buyers and consumers to purchase an offering. The promotional submix
should be consumer-oriented, which means that all decisions regarding the
promotional submix are reached with the potential customer’s satisfaction.

Public Relations

Public relations (PR) is defined as the management function that evaluates
public attitudes, identifies the policies and procedures of an individual or
organization with the public interest, and executes a programme of action to earn
public understanding and acceptance. Public relations start with research, that is, the
firm must evaluate public attitudes.

The “public” of PR consists of all groups with which the individual, group, or
firm interacts or hopes to influence. Marketers use institutional advertising, press
relates, oral presentations about the firm or its products, company tours, and
involvement in community projects as public relation tools.

V1. Are these sentences true or false? Correct the false sentences:

1. Public relations (PR) is defined as the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with
the public interest.

2. Public understanding and acceptance cannot be earned by PR executes’
programme of action.

3. Marketing is a tool of promotion.

4. The term “promotion” originates from the Greek term “promovere”, meaning “to
move forward”.

5. The marketing communications mix is divided into two submixes; the
promotional submix and the public relations submix.

6. The “public” of PR consists of all groups with which the individual, group, or
firm interacts or hopes to influence.

7. The major objective of promotion is to persuade buyers and consumers to put
money on a deposit.

8. Promotion is any communication activity whose purpose is to help move a
product, service, or idea through a channel of distribution.

9. Promotion is when products are moved forward from the loading dock into a
storage area.

10. Public relations start with research, that is, the firm must affect public attitudes.

VI1I1. Choose the correct alternative:
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1. Marketers use promotional/institutional advertising, press relates, oral
presentations about the firm or its products, company tours, and involvement in
community projects as public relation tools.

2. The promotional submix/mix should be consumer-oriented, which means that all
decisions regarding the promotional submix are reached with the potential customer’s
satisfaction.

3. Promotion is any communication activity whose purpose is to help move a product,
service, or idea through a channel of distribution/selling.

4. The major objective of promotion is to penetrate/persuade buyers and consumers
to purchase an offering.

5. The promotional submix should be buyer-oriented/consumer-oriented, which
means that all decisions regarding the promotional submix are reached with the
potential customer’s satisfaction.

6. Public relations start with research, that is, the firm must evaluate/negotiate public
attitudes.

7. When products are moved forward from the loading dock into a keeping/storage
area, this movement is not promotion.

8. The marketing communications mix is divided/included into two submixes; the
promotional submix and the public relations submix.

9. In marketing, promotion includes only advertising/communications.

10. Such communication activity is almost always persuasive/perceive.

VIII. Fill in the blanks with appropriate words:

persuasive executes promovere interacts promotion

1. Public relations (PR) is defined as the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with
the public interest, and a programme of action to earn public
understanding and acceptance.

2. The “public” of PR consists of all groups with which the individual, group, or firm
or hopes to influence.

3. The term “promotion” originates from the Latin term “ ”, meaning
“to move forward”.

4. Is a tool of marketing.

5. Such communication activity is almost always

IX. Match the words and their definitions.

a means by which information or goods pass

1 | communications A
from one place to another

the business of announcing that something is
2 | public relations B | for sale or of trying to persuade customers to
buy a product or service
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the good reputation of a business, which can
be calculated as part of a company’s asset

gl e C value, though separate from its tangible asset
value
4 | channel D | the act of comparing one thing with another

an action of stating that you are prepared to

5 | advertising E . :
sell something at some price

6 | nationwide L the part of a harbour where ships can load or
unload

7 | goodwill G the fact of being able to contact people or to
pass messages

8 | loading dock H | an act of telling something in public

9 | offering I | is handling all publicity

10 | announcement J | all over a country

X. Match the words in the right column with the words in the left column to
make word combinations.

1 | marketing a | public understanding

2 | to move b | forward

3 | loading c | advertising

4 | channel d | communications mix

5 | to persuade e | project

6 | institutional f | tools

7 | to evaluate g | dock

8 | community h | of distribution

9 | public relation i | public attitude

10 | to earn j | buyers
SELF-STUDY

I. Complete the news report using words from the box:

| catching | coverage | graphics | hung | shelters | wrapped |
f o
| | |
| - Y ‘h'\

-

Commuters in Bristol were surprised by an invasion of
out-of-home advertising last Tuesday. The opening of |
a new concert hall was announced by huge banners (1) {
.................. on prominent sites around the city. |
Buses were (2) ..........o..ll. in the concert hall’s
logo and colours. Bus (3) .................. were treated
to new eye. (4) ..ooovvviiiiinnn.. interactive ads that lit
up and made noises as pedestrians walked past. A
spokesperson for the new concert hall said that the
public reaction had been good. ‘We got greater (5)
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than we had imagined’ he added. One commuter said that she had
been pleasantly surprised to find herself walking on floor (6) instead
of the ordinary floor.

..................

1. Make word combinations using a word from each box. Then use the correct
forms of some of combinations to complete the sentences below:

chat social along word
general spread the audience public
live up to stealth mouth peer
pass target the hype networks
peer to word of marketing room

1. City dwellers are increasingly buying food products direct from farmers. Sixty-
six percent of customers said they had heard about the farm they use by

2016. They dressed their own kids in Mum’s The Word clothes; the kids became
brand ambassadors and ................... about a new brand.
3. One of the most difficult aspects of viral marketing is making sure the product

OF SETVICE .....cevvvnrnnn.. and doesn’t disappoint the consumers when they actually
try it.
4. Advertisers are starting to use .................. . The brand sends a message to

their network.

I11. Match the two parts of the sentences:

1. Procter and Gamble has released viral | a) agents called CrewBlue
Ambassadors.
2. In addition to launching Nocruf.org | b) rooms.

website, the campaign includes paid
search ads, and two viral videos on the
peer

3. The Sony advert with paint exploding
over a block of flats spread

c) along the airline’s brand message on
university campuses.

4. The general

d) public was allowed to attend the
shooting of the new campaign and the
film was released on the Bravia website.

5. The film has been uploaded onto peer
to peer sites and widely discussed in
chat

e) commercials that aim to persuade
men to shave.

6. The JetBlue airline recruited a

network of buzz

f) on the Internet.

7. Influential students pass

g) to peer site YouTube.com.

8. A portal allows ambassadors to share

h) networks.
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ideas and communicate with other
students in their social

V. Prepare short reports on the following topic using the basic expressions:

Marketers and consumers are people talking about sales promotions:

We run a prize draw, or competition, every year in the summer. It’s free to enter,
so we have to label the packs with no purchase necessary to show that consumers
don’t have to buy the product to enter. This year we are thinking of changing the
rules. We’d like to include an element of skill by asking the entrants to answer a
simple question in order to take part. This way we can require a proof of

purchase, like a receipt, from the entrants.

| bought these biscuits because | had a money-off coupon. Thirty pence off, now
that’s not bad. My son got it from the Internet. It’s one of these new e-coupons.
You know — an online coupon.

| always buy my shampoo when there is a special offer, like three-for-two. It’s
even better if its buy one get one free, or BOGOF.

As the marketing manager for a breakfast cereal, | like to use gifts with purchase
to target children. We often put a small plastic toy inside the packet.
My local supermarket always goes crazy in the summer with seasonal promotions

for sun cream and leg wax. Sometimes you can’t find the milk because of all the
in-store promotions.

V. Point of purchase (POP) or point of sale (POS) displays. Display units come
in a variety of shapes and sizes. It is possible to display the products themselves
and product advertising. Study the information:
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A wall-mounted
literature holder

A counter-top
display

V1. Make word combinations using a word or phrase from each box. One word
can be used twice. Then use the word combinations to complete the sentences
below:

an element coupons
money-off offer
no of skill
online promotions
seasonal purchase
special necessary
three for two
1. Some .................. can be found on the Internet. These are called

.................. on pencils, paper and school bags.

S | is written on the pack, you can enter the price draw without
having to buy a product.

4. For some prize draws .................. is needed to answer questions or
complete a simple task.

O is a popular typeof .................. as you get one free product.

VII. Look at the advertisement below and analyze it according to the AIDA
model. Does it:

catch the audience’s Attention

make them Interested
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create Desire
BN and state the Action the audience should
(@INTOINO MM ke (c.g. Call now!)?

BUSINESS
ENGLISH
l)i\‘linn.ll'.\

Do you agree with this model of
advertisement? Why or why not? Think
of a few ads you’ve seen and analyze them
according the AIDA model.

MEGABURGER

TASTES 50

VI1Il. Answer the questions:

1. Where do you see a lot of
advertising?

2. What commercials do you like?
3. What can you not advertise on G00D YOU

TV in your country? MIGHT FORGET
4. When is it very expensive to [(!]/f:0 1)\

advertise?

IX. How do you think
advertisements vary between
countries? Read the opinions below.
Do any of them surprise you?

A. | can tell the difference between the German ad and a British one immediately. |
find German advertising very direct, whereas British advertising tends to be much
more subtle. You know, the British ad for a chocolate bar might be all about
something that has nothing to do with chocolate, but which somehow manages to
evoke the idea of self-indulgence: a woman in a bath, for example. A German ad
for a chocolate bar will always have a chocolate bar in it.

B. Henry Ford said that a car can be any colour as long as it’s black, and I feel the
same way about advertising. A really good ad campaign will work across cultures
and appeal to basic human needs — the only thing you need to change is the
language.

C. | was in Japan a few years ago and was shocked to see how many famous
Hollywood stars were advertising everyday products like cars and bath soap.
They’d never do ads like that in the US because it would harm their reputation
here. I’'m not sure why it’s OK to do it in Asia, though. But a friend from Kyoto
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visited me recently, and she mentioned that these days, Japanese companies prefer
to use Japanese actors in their ads. Apparently the West is losing its appeal!

D. Sure, something like fancy French perfume can be marketed in a similar way
around the world: the only thing that changes is how sexy the ad is allowed to be!

But the ad campaigns for our wines are completely different in, say, the US and
France. American ads show a couple drinking wine in a very exclusive restaurant:
it’s clearly a special occasion. And French ads show a group of adults, obviously
old friends, having a casual meal at home. The product is the same, but the
‘packaging’ is completely different.

X. Read and translate the following text:

TEXT 2

ADVERTISING

The word “advertising” comes from the French term “averter” meaning “to
notify”. Communication is necessary for notification. Advertising is simply the way
a business (firm) talks to potential customers or clients about products or services.
The role of advertising is to inform potential users that the product or service is
available and to persuade people to try it by pointing out the benefits it offers.
Advertising 1s marketing’s most visible form of communication. Usually the
marketers define advertising as “any paid form of nonpersonal presentation and
promotion of ideas, goods, or services by a sponsor”. The four key elements in this
definition are: 1) paid form, 2) nonpersonal presentation, 3) promotion of ideas,
goods, or services, and 4) an identified sponsor.

Advertising may be classified according to purpose. The message is promotional
if the purpose is to persuade potential buyers to select a specific product or service.
But if the purpose is to generate goodwill or enhance a firm’s image, the message is
institutional.

There are two types of printed ads appearing in newspapers or magazines: 1)
classified — small, usually containing a few lines of print advertisement, usually
serving simply as an announcement indicating that particular goods or services are
being offered for sale; and 2) display ads which are larger than classified ads and
usually contain a persuasive message.

Another classification is based on the sponsor and the audience to which ads are
directed. Local advertising is sponsored by local businesses and is directed at buyers
within a town, city, or trading area. Advertising sponsored by a manufacturer or
supplier of goods and services sold on a nationwide basis is referred to as national
advertising.

Advertising also may be classified by level of demand influence. In the
introductory stage of a product’s life cycle, ads are classified as pioneering ads.
Competitive ads stimulate selective demand and promote a specific brand.
Comparative ads also attempt to stimulate selective demand, but they contain
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comparisons between two brands. Reminder ads remind prospects to buy and do not
elaborate on why they should buy.

Type of appeal may also be used to classify advertising. Factual, or rational,
advertising is designed to appeal to rational thought process. The message simply
contains facts about a product or service. Emotional advertising messages appeal to a
prospective buyer’s emotions as they are influenced by the individual’s wants and
needs.

XI. State which of the sentences are true and which are false:

1. Sometimes product or service does not offer the benefits and the role of advertising
Is to inform potential users about it.

2. If the purpose is to generate goodwill or enhance a firm’s image, the message is
promotional.

3. Advertising may be classified according to purpose.

4. Communication is not necessary for notification.

5. Advertising sponsored by a manufacturer or supplier of goods and services sold on
a nationwide basis is referred to as national advertising.

6. Emotional advertising messages appeal to a prospective buyer’s emotions as they
are influenced by the individual’s wants and needs.

7. Advertising is marketing’s most visible form of regulation.

8. Advertising is simply the way a business (firm) talks to potential customers or
clients about products or services. The four key elements in this definition are: 1)
paid form, 2) nonpersonal presentation, 3) promotion of ideas, goods, or services, and
4) an identified sponsor.

9. The message simply contains facts about a product or service.

10. Display ads are larger than classified ads and usually contain an announcement
indicating that particular goods or services are being offered for sale.

XI1. Choose the correct alternative:

1. Local ................ is sponsored by local businesses and is directed at buyers
within a town, city, or trading area.
a) sponsoring b) volunteering c) advertising d) unpretending

2. Usually the marketers define advertising as “any paid form of ..................
presentation and promotion of ideas, goods, or services by a sponsor”.

a) perfect b) personal c) traditional d) nonpersonal

3. In the introductory stage of a product’s life cycle, ads are classified as
.................. ads.

a) customer b) shareholder  c) franchising d) pioneering

4. Comparative ads also attempt to stimulate selective demand, but they contain
................... between two brands.

a) comparisons b) gap c) difference d) drawback

5. Factual, or rational, advertising is designed to ................ to rational thought
process.

a) take b) come c) appeal d) deal

157



XI11. Translate into English:

1. ToBap He OyJ0 JIOCTaBJIICHO BYACHO, OCKILIBKH Yy ¢ipMu OyJO 3aHaATO OaraTo
3aMOBJICHb.

2. HactynmHoro poky ¢ipma 30UpaeThCsi MPEACTaBUTH HA CBITOBUW PHUHOK HOBY
MO/IeJTh KOMIT I0Tepa.

3. Hamoro meHemxepa 3amuTald, Y BUKOPHCTOBYETHCS 1€ HOBUW METOH Y
IIPOMHCIIOBOCTI.

4. Bam cmig Oyno TpuHTH paHille, OCKIJIbKM OOrOBOpPEHHs MNHTaHHA, ske Bac
I[IKABUTh, YK€ MOYaJIOCs.

5. o mpomno3uiii Mae OyTH AOJAaHO KaTaJoT, a TaKOX TEXHIYHI XapaKTePUCTHKU
MaITuHH.

TEXTS FOR ADDITIONAL READING

Text 1. MANAGEMENT

Managers are continually challenged to motivate a workforce to do two things. The
first challenge is to motivate employees to work toward helping the organization
achieve its goals. The second is to motivate employees to work toward achieving
their own personal goals.
Meeting the needs and achieving the goals of both the employer and the employee is
often difficult for managers in all types of organizations. In health care, however, this
iIs often more difficult, in part as a result of the complexity of healthcare
organizations, but also as a function of the wide array of employees who are
employed by or work collaboratively with healthcare providers in delivering and
paying for care. The types of workers run the gamut from highly trained and highly
skilled technical and clinical staff members to relatively unskilled workers. To be
successful, healthcare managers need to be able to manage and motivate this wide
array of employees.

MOTIVATION—THE CONCEPT
According to Webster’s New Collegiate Dictionary, a motive is “something (a need
or desire) that causes a person to act.” Motivate, in turn, means “to provide with a
motive,” and motivation is defined as “the act or process of motivating.” Thus,
motivation is the act or process of providing a motive that causes a person to take
some action. In most cases motivation comes from some need that leads to behavior
that results in some type of reward when the need is fulfilled. This definition raises a
couple of basic questions.
What are Rewards?
Rewards can take two forms. They can be either intrinsic/internal rewards or
extrinsic/external ones. Intrinsic rewards are derived from within the individual. For a
healthcare employee this could mean taking pride and feeling good about a job well
done (e.g., providing excellent patient care).
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Extrinsic rewards pertain to rewards that are given by another person, such as a
healthcare organization giving bonuses to teams of workers when quality and patient
satisfaction are demonstrated to be exceptional.
Who Motivates Employees?
While rewards may serve as incentives and those who bestow rewards may seek to
use them as motivators, the real motivation to act comes from within the individual.
Managers do exert a significant amount of influence over their employees, but they
do not have the power to force a person to act. They can work to provide various
types of incentives in an effort to influence an employee in any number of ways, such
as by changing job descriptions, rearranging work schedules, improving working
conditions, reconfiguring teams, and a host of other activities. While these may have
an impact on an employee’s level of motivation and willingness to act, when all is
said and done, it is the employee’s decision to take action or not. In discussing
management and motivation, it will be important to continually remember the roles of
both managers and employees in the process of motivation.
Is Everybody Motivated?
As managers, we often assume that employees are motivated or will respond to
inducements from managers. While this is perhaps a logical and rational approach
from the manager’s perspective, it is critical to understand that this is not always the
case. While the majority of employees do, in fact, want to do a good job and are
motivated by any number of factors, others may not share that same drive or high
level of motivation. Those folks may merely be putting in time and may be more
motivated by other things, such as family, school, hobbies, or other interests. Keeping
this in mind is useful in helping managers understand employee behaviors that seem
to be counter-productive.
THEORIES OF MOTIVATION

Psychologists have studied human motivation extensively and have derived a variety
of theories about what motivates people. This section briefly highlights the
motivational theories that are regularly discussed in management textbooks. These
include theories that focus on motivation being a function of 1) employee needs of
various types, 2) extrinsic factors, and 3) intrinsic factors. Each set of theories will be
discussed below.

Needs-Based Theories of Motivation
m Maslow’s Hierarchy of Need—Maslow (1954) postulated a hierarchy of needs that
progresses from the lowest, subsistence-level needs to the highest level of self-
awareness and actualization. Once each level has been met, the theory is that an
individual will be motivated by and strive to progress to satisfy the next higher level
of need.
The five levels in Maslow’s hierarchy are
m Physiological needs—including food, water, sexual drive, and other subsistence-
related needs;
m Safety needs—including shelter, a safe home environment, employment, a healthy
and safe work environment, access to health care, money, and other basic necessities;
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m Belonging needs—including the desire for social contact and interaction,
friendship, affection, and various types of support;

m Esteem needs—including status, recognition, and positive regard,;

m Self-actualization needs—including the desire for achievement, personal growth
and development, and autonomy.

The movement from one level to the next was termed satisfaction progression by
Maslow, and it was assumed that over time individuals were motivated to continually
progress upward through these levels. While useful from a theoretical perspective,
most individuals do not view their needs in this way, making this approach to
motivation a bit unrealistic.

m Alderfer’s ERG Theory—The three components identified by Alderfer (1972) drew
upon Maslow’s theory, but also suggested that individuals were motivated to move
forward and backward through the levels in terms of motivators. He reduced
Maslow’s levels from five to the following three:

m Existence—which related to Maslow’s first two needs, thus combining the
physiological and safety needs into one level;

m Relatedness—which addressed the belonging needs; and,

m Growth—which pertains to the last two needs, thereby combining esteem and self-
actualization.

Alderfer also added his frustration-regression principle, which postulated that
individuals would move in and out of the various levels, depending upon the extent to
which their needs were being met. This approach is deemed by students of
management to be more logical and similar to many individuals’ world views.

m Herzberg’s Two Factor Theory—Herzberg (2003) further modified Maslow’s
needs theory and consolidated down to two areas of needs that motivated employees.
These were termed

m Hygienes—These were characterized as lower level motivators and included, for
example, “company policy and administration, supervision, interpersonal
relationships, working conditions, salary, status, and security”.

m Motivators—These emphasized higher level factors and focused on aspects of
work, such as ‘“achievement, recognition for achievement, the work itself,
responsibility and growth or advancement”.

Herzberg’s is an easily understood approach that suggests that individuals have
desires beyond the hygienes and that motivators are very important to them.

m McClelland’s Acquired Needs Theory—The idea here is that needs are acquired
throughout life. That is, needs are not innate, but are learned or developed as a result
of one’s life experiences (McClelland, 1985).

This theory focuses on three types of needs:

m Need for achievement—which emphasizes the desires for success, for mastering
tasks, and for attaining goals;

m Need for affiliation—which focuses on the desire for relationships and associations
with others; and,

m Need for power—which relates to the desires for responsibility for, control of, and
authority over others.
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All four of these theories approach needs from a somewhat different perspective and
are helpful in understanding employee motivation on the basis of needs. However,
other theories of motivation also have been posited and require consideration.
Extrinsic Factor Theories of Motivation
Another approach to understanding motivation focuses on external factors
and their role in understanding employee motivation.
The best known of these is:
m Reinforcement Theory—B.F. Skinner (1953) studied human behavior and proposed
that individuals are motivated when their behaviors are reinforced. His theory is
comprised of four types of reinforcement. The first two are associated with achieving
desirable behaviors, while the last two address undesirable behaviors:
m Positive reinforcement—relates to taking action that rewards positive behaviors;
m Avoidance learning—occurs when actions are taken to reward behaviors that avoid
undesirable or negative behaviors. This is sometimes referred to as negative
reinforcement;
m Punishment—includes actions designed to reduce undesirable behaviors by
creating negative consequences for the individual; and,
m Extinction—represents the removal of positive rewards for undesirable behaviors.
The primary criticism of the reinforcement approach is that it fails to account for
employees’ abilities to think critically and reason, both of which are important
aspects of human motivation. While reinforcement theory may be applicable in
animals, it doesn’t account for the higher level of cognition that occurs in humans.
Intrinsic Factor Theories of Motivation
Theories that are based on intrinsic or endogenous factors focus on internal thought
processes and perceptions about motivation. Several of these are highlighted below:
m Adam’s Equity Theory—Wwhich proposes that individuals are motivated when they
perceive that they are treated equitably in comparison to others within the
organization (Adams, 1963);
m Vroom’s Expectancy Theory—which addresses the expectations of individuals and
hypothesizes that they are motivated by performance and the expected outcomes of
their own behaviors (Vroom, 1964);
m Locke’s Goal Setting Theory—which hypothesizes that by establishing goals
individuals are motivated to take action to achieve those goals (Locke & Latham,
1990).
While each of these theories deals with a particular aspect of motivation, it seems
unrealistic to address them in isolation, since these factors often do come into play in
and are important to employee motivation at one time or another.
Management Theories of Motivation
Other approaches to motivation are driven by aspects of management, such as
productivity, human resources, and other considerations. Most notable in this regard
are the following:
m Scientific Management Theory—Frederick Taylor’s ideas, put into practice by the
Gilbreths in the film Cheaper by the Dozen, focused on studying job processes,
determining the most efficient means of performing them, and in turn rewarding
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employees for their productivity and hard work. This theory assumes that people are
motivated and able to continually work harder and more efficiently and that
employees should be paid on the basis of the amount and quality of the work
performed. Over time, this approach is limited by the capacity of employees to
continue to increase the quantity of work produced without sacrificing the quality.
m McGregor’s Theory X and Theory Y—This approach again draws upon the work of
Herzberg and develops a human resources management approach to motivation. This
theory first classifies managers into one of two groups. Theory X managers view
employees as unmotivated and disliking of work. Under the Theory X approach
the manager’s role is to focus on the hygienes and to control and direct employees; it
assumes that employees are mainly concerned about safety. In contrast, Theory Y
managers focus on Herzberg’s motivators and work to assist employees in achieving
these higher levels. In assessing this theory, researchers have found that approach-
ing motivation from this either/or perspective is short-sighted.
m Ouchi’s Theory Z—This theory is rooted in the idea that employees who are
involved in and committed to an organization will be motivated to increase
productivity. Based on the Japanese approach to management and motivation, Theory
Z managers provide rewards, such as long-term employment, promotion from within,
participatory management, and other techniques to motivate employees (Ouchi,
1981).
While all of these theories are helpful in understanding management and motivation
from a conceptual perspective, it is important to recognize that most managers draw
upon a combination of needs, extrinsic factors, and intrinsic factors in an effort to
help motivate employees, to help employees meet their own personal needs and
goals, and ultimately to achieve effectiveness and balance within the organization.
Managers typically take into account most of the aspects upon which these theories
focus. That is, expectancy, goal setting, performance, feedback, equity, satisfaction,
commitment, and other characteristics are considered in the process of motivating
employees.

A BIT MORE ABOUT INCENTIVES AND REWARDS
Throughout this chapter we have discussed what motivates employees. As the
previous discussion indicates, motivation for employees results from a combination
of incentives that take the form of extrinsic and intrinsic rewards. These topics
warrant a bit more discussion.

Extrinsic Rewards

There are a host of external things that managers can provide that may serve as
incentives for employees to increase their productivity.
These include:
m Money—in the form of pay, bonuses, stock options, etc.
m Benefits—also in many different forms, including health insurance, vacation, sick
leave, retirement accounts, etc. Increasingly benefits are offered under some form of
cafeteria plans, allowing employees flexibility in what can be selected and in the
management of their own benefit package.
m Flexible schedules.
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m Job responsibilities and duties.
m Promotions.
m Changes in status—conveyed either by changes in job titles or in new
and different job responsibilities.
m Supervision of others.
m Praise and feedback.
m A good boss.
m A strong leader.
m Other inspirational people.
m A nurturing organizational culture.
As this list demonstrates, extrinsic rewards are all tangible types of rewards.
Intrinsic rewards stand in marked contrast to these.
Intrinsic Rewards

Intrinsic rewards are internal to the individual and are in many ways less tangible. In
fact, they are highly subjective, in that they represent how the individual perceives
and feels about work and its value.
Five types of intrinsic rewards that have been summarized by Manion (2005) include:
m Healthy relationships—in which employees are able to develop a sense of
connection with others in the workplace.
m Meaningful work—where employees feel that they make a difference in people’s
lives. This is typically a motivator for people to enter and stay employed in the
healthcare industry. This type of work is viewed as that in which the meaningful tasks
outweigh the meaningless. This reinforces the mantra Herzberg first espoused in
1968, and revisited in a 2003 issue of the Harvard Business Review, in which he
stated: “Forget praise. Forget punishment. Forget cash. You need to make their jobs
more interesting.” As paperwork in health care has increased, managers need to be
aware that such tasks detract from the meaningfulness quotient.
m Competence—where employees are encouraged to develop skills that enable them
to perform at or above standards, preferably the latter.
m Choice—where employees are encouraged to participate in the organization in
various ways, such as by expressing their views and opinions, sharing in decision
making, and finding other ways to facilitate participatory approaches to problem
solving, goal setting and the like.
m Progress—where managers find ways to hold employees accountable, facilitate
their ability to make headway towards completing their assigned tasks, and celebrate
when progress is made toward completing important milestones within a project.
Intrinsic rewards, coupled with extrinsic ones, lead to high personal satisfaction and
serve as motivators for most employees.

MOTIVATIONAL STRATEGIES
The literature provides an array of strategies for managers to use in seeking to help
motivate individuals. Some of these seem very obvious, while others represent the
“tried and true” approaches to management. Still others represent innovations. No
matter, they are worth enumerating here.
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m Expect the best. People live up to the expectations they and others have of them.
Henry Ford said it best: “Whether you think you can or you think you can’t, you’re
right!””” (Manion, 2005, p. 292).

m Reward the desired behavior. Make sure that rewards are not given for undesirable
behaviors and be sure to use many different types of rewards to achieve the desired
outcomes (Manion, 2005, p. 295).

m Create a “FUN (Focused, Unpredictable, and Novel) ” approach. Atchison (2003,
p. 21) suggests using money for a variety of creative employee rewards, such as
giving $50 gift certificates to a shopping center in recognition of employees’
exceeding expected patient outcomes.

m Reward employees in ways that enhance performance and motivate them. Don’t
waste money on traditional types of recognition. Though these are viewed as being
nice, they don’t motivate (Atchison, 2003). Money is better spent on true rewards for
specific types of performance and outcomes.

m Tailor rewards. As mentioned in the previous section, Atchison (2003) steers
managers away from standard types of rewards, such as giving the obligatory
Thanksgiving turkey. Instead, he recommends finding more creative ways to spend
the organization’s money and reward employees.

m Focus on revitalizing employees. Research shows that when employees are
working on overloaded circuits motivation is diminished and productivity declines.
This is particularly true in healthcare organizations. Hallowell (2005) suggests that
managers can help to motivate employees by encouraging them to eat right, exercise
regularly, take “real” vacations, get organized, and slow down.

m Get subordinates to take responsibility for their own motivation. This can be
achieved by managers taking steps to deal with problem employees, to understand
employees’ needs, to determine what motivates their employees, to engage
employees in the problem-solving process, and to really work hard at resolving,
rather than ignoring, difficult employee problems (Nicholson, 2003).

m Play to employees’ strengths, promote high performance, and focus on how they
learn. This requires managers to know what their employees’ strengths and
weaknesses are, to find out what will be required to get specific employees to
perform, and to understand how to capitalize on the ways those employees learn as an
alternative method of encouraging and motivating them (Buckingham, 2005).

POINTS FOR DISCUSSION
1. Compare and contrast needs-based theories of motivation. Which offers the most
value to healthcare managers?
2. Discuss any limitations of the management approaches to motivation.
3. Which types of rewards are more important—intrinsic or extrinsic?
4. Does the importance of different types of rewards change over time as one
progresses through one’s career?
5. What motivational strategy would you apply with an employee who you think is
capable of doing the work, but is underperforming?

164



6. What motivational strategy would you apply with a highly effective employee who
you want to keep performing at a very high level?

Text 2. MARKETING
The Ps
The marketing mix is the combination of techniques used to market a brand. The
techniques are often called the Ps.
Originally there were four Ps:
Product (or service): what you sell, and the variety or range of products you sell. This
includes the quality (how good it is), branding, and reputation (the opinion the
consumers have) of the product. For a service, support for the client after the
purchase is important. For example, travel insurance is often sold with access to a
telephone helpline in case of emergency.
Price: how much the product or service costs.
Place: where you sell the product or service. This means the location of your shop, or
outlet, or the accessibility of your service — how easy it is to access.
Promotion: how you tell consumers about the product or service. The promotional
mix is a blend of the promotional tools used to communicate about the product or
service — for example, TV advertising.
Today some marketers talk about an additional four Ps:
People: how your staff (or employees), are different from those in a competitor’s
organization, and how your clients are different from your competitor’s clients.
Physical presence: how your shop or website looks.
Process: how your product is built and delivered, or how your service is sold,
delivered and accessed.
Physical evidence: how your service becomes tangible. For example, tickets, policies
and brochures create something the customers can touch and hold.
Marketing strategy vs. marketing plan
A company’s marketing strategy describes how it will position itself and the products
it sells or the services it provides in the competitive marketplace. The strategy
includes a discussion of target markets, product and pricing policies, and proposed
marketing and promotional initiatives.
The company’s marketing plan 1s the written document which details the marketing
methods selected (advertising, price promotions, etc.) and specifi ¢ marketing actions
or marketing activities (for example, a back-to-school promotional offer). It also
examines the resources needed (both fi nancial and human) to achieve specifi ed
marketing objectives, such as an increase in sales or a successful product launch, over
a given period of time.
Social marketing
Social marketing is the use of marketing techniques to convince people to change
their behaviour for their own good or for the benefi t of society. Encouraging smokers
to stop smoking or persuading people to eat more fresh fruit and vegetables are
examples. The aim of social marketing is to minimize social problems such as crime
or poverty.
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Corporate social responsibility (CSR)
The advantages for a company of being socially responsible — that is, taking positive
actions for the benefi t of its staff and society as a whole — include enhanced brand
Image, and greater ease in attracting staff. There are different ways for a company to
show corporate social responsibility (CSR).
Cause related marketing (CRM) is when a company donates money to a charity, a
non-profi t organization or a good cause, such as UNICEF or Oxfam. The brand is
then associated with the charity.
Green marketing is the development and distribution of eco-friendly, or
environmentally friendly, goods — for example, washing powder that is not harmful to
the environment.
Responsible purchasing is another way that a company can build or maintain a good
reputation. Companies can refuse to buy materials or goods made using child labour
or that have been tested on animals. As well as showing concern for human rights and
animal testing, a company can implement a policy of sustainable purchasing and only
buy products that come from renewable sources.
The macro environment: STEP analysis
A STEP analysis (also known as a PEST analysis) looks at sociological,
technological, economic and political factors in the market environment on a macro
level — often looking at a particular country or region.
Legal aspects of marketing
Legal definitions
The World Intellectual Property Organization gives the following defi nitions:
Intellectual property refers to creations of the mind: inventions, literary and artistic
works, and symbols, names, images and designs used in commerce. Intellectual
property is divided into two categories:
1 Industrial property includes patents, which give the exclusive right to make, use
and sell an invention in a given geographical area; trademarks (words or symbols that
differentiate a company); and industrial designs. A granted patent gives patent
protection for 20 years in the UK. After that time you must renew the patent. In order
to trademark, or register your trademark, you will need to complete a registration
process.
2 Copyright protects literary and artistic works. Copyright protected work includes
novels,plays, fi Ims, musical works, artistic works such as drawings, photographs, and
architectural designs. Copyright protected work is said to be subject to copyright.
Note: The copyright symbol: ©

The trademark symbol: ™

The registered trademark symbol: ®
Legal problems
Legal problems may arise if another person has used copyright protected work
without the copyright owner’s (or holder’s) permission. The UK Patent Office says:
‘Intellectual property (IP) crimes include counterfeiting and piracy. Counterfeiting is
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deliberate or wilful trademark infringement and piracy is wilful copyright
infringement. Infringement means reproducing copyrighted work without permission
from the IP owner.’

If a trademark or copyright holder believes that another person has made
unauthorized use of a trademark or copyright, then this may lead to a lawsuit, where
one company takes another to court to enforce the trademark or copyright. The
infringer, the person who has broken the copyright, may have to pay damages or
compensation to the trademark holder, normally financial.

Most company websites include a page called terms and conditions or copyright
information. Visitors to the site must agree to the terms and conditions. The terms
and conditions usually contain what a visitor may download or take from the web
page and post or upload to the web page, and a disclaimer to say the company is not
legally responsible for the misuse of its web pages.

The Consumer Protection Act

The Consumer Protection Act is a law in the UK that protects the consumer from
faulty or defective products, or products that are not as safe as they are generally
expected to be. Consumers are legally entitled to goods of a satisfactory quality.
Producers, suppliers and importers are liable for — that is, responsible for — the
products they sell. Death, personal injury — involving physical damage to a person —
and damage to private property are covered under the act.

Enforcement of the act — that is, making sure the act is respected — is the job of the
trading standards offi cer. Businesses need to monitor and control their produce to
make sure they are fulfi lling, or carrying out, all safety regulations.

A central part of the law is product liability, which means that any person who is
injured or physically hurt by a defective product does not have to prove a
manufacturer negligent — that is, at fault — before suing, or taking the manufacturer to
court.

Types of research

Marketing research is the process of gathering information about a market, analysing
it and interpreting it. Although the term market research is often used to mean the
same thing, technically it only refers to research into a specifi ¢ market. Consumer
research — used to discover behaviour patterns (how people act) and customer needs—
is an essential element of marketing research. Motivation research investigates the
psychological reasons why individuals buy specifi ¢ types of merchandise, or why
they respond to specific advertising appeals.

There are two main methods of consumer research:

e  desk (desktop) research or secondary research: an analysis of the information
you can find easily without leaving your desk. Examples include the internet, books,
newspapers, magazines, and government statistics.

o field research or primary research: involves talking to people and fi nding out
what they think about a market, a product, a business sector, etc. It is usually carried
out by market research institutes.

Consumer research can be either qualitative or quantitative. In qualitative research,
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small group discussions or in-depth interviews with consumers are used to understand
a problem better. Quantitative research involves collecting, or gathering, large
samples of data (for example, on how many people use different products), followed
by statistical analysis — examining, or analysing, the data. Quantitative research is
often used to investigate the fi ndings from qualitative research.

New product development

Idea generation

Idea generation is the systematic search for new product ideas. It is the fi rst step in
the new product development (NPD) process. NPD is essential for companies to stay
competitive. ldeas for product innovation can come from many sources — for
example, internal brainstorming, distributors, or increasingly from customers. Many
companies are adopting a customer-driven or customer-centric marketing approach,
focused on identifying customer demands (what customers are asking for) and
understanding consumer needs (what customers require to solve a particular
problem).

Market research techniques are used to identify gaps in the market.

Throughout the NPD process, marketers work closely with research and development
(R&D) to create original products or to modify or improve existing products. New
recipes (for example, Vanilla Coke) and limited or special editions (for example,
Christmas tea) are examples of product improvements and product modifi cations.
The product innovation may target a mass market or a specifi ¢ niche market —
products for left-handed people, for example.

Idea screening

Launching new products is a risky business, so new product ideas are screened to
select, or spot, potentially successful product ideas. A company has to assess which
ideas are viable (will survive in a competitive marketplace), technically feasible (the
company has the skills and resources to produce them), and profi table (will make
money). The company also considers overall demand — how much they can expect to
sell.

Concept development and testing

An attractive idea is developed into several different product concepts. Concept
testing measures customer response to a new product — what customers think of it —
and gives an indication of the level of consumer acceptance — that is, how readily
consumers will use the product. The objective is to successfully introduce the new
product onto the market or penetrate the market, and to minimize the research and
development costs.

Marketing strategy and business analysis

The marketing strategy describes how to penetrate the market. You must decide
which route to market is best for your product or service. You can produce it
yourself, you can sell the idea, or you can license the product to another company to
produce and market. Before moving on to the product development phase, businesses
need to assess the financial attractiveness of the new product idea. Companies
estimate the sales volume (how much they will be able to sell), the selling price (what
consumers will pay for the product or service) and revenue expectations (how much
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income the product will generate).

Who is a marketer? Develop the points you find the most important.
it is one that deals in a market;

it is one that promotes or sells a product or service;

it is one that sells goods or services in or to a market;

it is one that markets a specified commodity;

it is someone who promotes or exchanges goods or services for money;
it’s a trafficker,;

it’s a vender (vendor);

it’s a seller.

(CRNCRNCENCRNCENORNORNON

2. Find out what the following people do. Study the words in the box below. If you
don’t know their meanings, look them up in your dictionary. Match the professions
in the box to these definitions. Note that some jobs may have one or even more
synonyms.

a) booking clerk; b) huckster; c) underseller;

d) selling agent; e) ticket agent; f) merchandiser
(merchant);

g) cosmetician; h) cheap-jack; 1) fruiterer;

J) hawker; k) packman; I) peddler (pedlar);

m) pitchman; n) flower girl; 0) dealer.

s 1. Someone who sells tickets (e.g., theater seats or travel
sz accommodations).

4" 2. Someone who sells or applies cosmetics.

3. A woman who sells flowers in the street.

4. A person who sells fruit.

5. A seller of shoddy goods.

6. A businessperson engaged in retail trade.

7. Someone who travels about selling his wares (as on the streets or at carnivals).
8. Someone who sells goods (on commission) for others.

9. Someone who buys and sells some commaodity; a seller of illicit goods.

10. A person who sells at a lower price than others do.

3. Before you’ll learn more about marketing, you should get a basic impression of
what marketing is. Basically, you might look at marketing as the wide range of
activities involved in making sure that you’re continuing to meet the needs of your
customers and are getting appropriate value in return. Think about marketing as
“inbound” and “outbound”. Which one would you like to choose in future?
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MARKETING

INBOUND

To sustain the competitiveness
within home markets:
- what specific groups of potential
customers/clients (markets) might
have which specific needs
- how a product might be designed
to meet the need
- how much the customers/clients
might be willing pay and how
- who the competitors are
- how to design and describe the
product such that customers/clients
will buy from the organization,

OUTBOUND

To meet the challenges of the
global marketplace:
- advertising and promotions
(focused on the product)
- sales
- public and media
(focused on the
organization)
- customer service
- customer satisfaction.

relations
entire

rather than from its competitors.

4. Recent approaches in marketing can be the following:

Profit Western
Orientation driver European Description
timeframe
Relationship Bmldm_g and Emphasis is placed on the whole relationship
: keeping 1960s to : o
marketing / between suppliers and customers. The aim is
) : good present . . .
Relationship to give the best possible attention, customer
customer day . .
management relations services and therefore build customer loyalty.
In this context, marketing takes place
- between businesses or organizations. The
. Building and . : :
Business h product focus lies on industrial goods or
. keeping 1980s to .
marketing / : . capital goods rather than consumer products
2" relationships  present :
Industrial or end products. A different form of
: between day : L : .
marketing o marketing  activities  like  promotion,
organizations . L
advertising and communication to the
customer is used.
1990s to Similar  characteristics as  marketing
Social Benefit to orientation but with the addition that there
: : present . . L
marketing society day will be a decrease in any harmful activities to

society, in product, production, or selling
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methods.
In this context, “branding” 1is main

2000s to , . ) .
Branding Brandvalue present o pany s philosophy and marketing is
day considered an instrument of branding

philosophy.
Which of them are represented in modern Ukraine?

5. Give a brief summary of the text.

GRAMMAR REFERENCE

Imennuxk (The Noun)

-s | ashop —shops; aday — days

-es | micias “y” 3 monepeaHbOI0 MPUT0JIOCHOIO, TIPU LIbOMY ‘Y’ 3MIHIOEThCS Ha
a country — countries

micas “0”: a tomato —tomatoes; ane a piano — pianos; a photo — photos
micis S, — SS, — ¢h, — sh, — tch, —X, —z: a box — boxes; a dress — dresses; a
wish — wishes; a bench — benches

micis —f, —fe, npu npomy —f, -fe sminroroTecst Ha “v”: wife — wives; a life —
lives; a shelf — shelves; a wolf — wolves; a thief — thieves; a calf —calves; a
knife — knives; a half —halves; a leaf — leaves; a loaf — loaves.

Yeci inmi imenauku Ha —f, —fe mo 3aransHOMYy npaBuy: a safe — safes; a roof

cci,’,

— roofs
Bunstku a man — men, a woman — women, a foot — feet, a
child — children, a tooth — teeth, an ox — oxen, a
goose — geese, a mouse — mice
OHMHA = MHOKHHA a swine — swine, a sheep — sheep, a deer — deer
Imennukn  rpembkoro i a curriculum — curricula; a datum — data; a

JaTHHCHKOTO MOXO/KEeHHs: | phenomenon — phenomena; a basis — bases; a thesis —
theses; a crisis — crises; a radius — radii; a nucleus —
nuclea; a stimulus — stimuli; an index — indices

Cki1agoBl IMEHHUKH a mother -in law — mothers-il-law:; a fellow-worker —
fellow-workers:; a commander-in-chief —
commanders-in-chief; a forget-me-not — forget-me-
nots
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Binminoxk (The case)

OnnuHa

MHoxuHa

Tim’s dog. Cobaka Tima.

St. Paul’s cathedral. Co6op Cesitoro Ilasina.

The Bakers house.
bynunok beiikepis.

Imennukm (ictoTn)
(Animate Nouns)

a girl’s hat — kanenrox MiBUMHKU
a cat’s tail — XBICT KIIIIKA

girls hats — kanemroxu TiBYaTOK
cats tails — xBoctH Kimox

IMeHHUKH (HeicTOTH)
(Inanimal Nouns)

III0 O3HAYAIOTh Yac 1 BIJICTaHb

a minute’s walk —
IPOTyJITHKA
a kilometre’s distance — Bigcranp B OIMH

KUJIOMETP

XBHUJIMHHA

a five minutes’ walk — n’saTuxBwiMHHA
MPOTyJIsTHKA

a three kilometres’ distance — BigcTans B
TPH KIJIOMETPU

10 O3Ha4ar0Tb Ha3BH KpaIH, MiCT, CYACH

a Ukrainian’s pupil -
Y4€Hb

Kyiv’s square — mioria Kuesa

the “Taras Shevchenko’s” crew -
kKoMaHj1a kopa6Jis “ Tapac IlleBueHko”

YKPATHCHKUM

301pHI IMEHHUKHU

a company’s office — oic kommanii

the government’s decision — moctaHoBa
ypany

the family’s
TpaTUILIS

tradition — ciMmeliHa

companies’ offices — odicu kommnanii
the governments’ decisions — mocTaHOBU
ypsaiB

the families’
TpaguIii

traditions — ciMmelHl

IMpuxmernuk (The Adjective)

Buau npukMeTHHKIB OcHoBHAa Bunuii HaiiBuiuui cTyniHb
¢popma CTYNiHb

OmHOCKJIa10B1 long longer the longest

big bigger the biggest

hot hotter the hottest
JIBOCKIIa10B1 easy easier the easiest
IIPUKMETHUKHU, 1o | harrow narrower the narrowest
3aKiHUYIOTBCS Ha —Y, -€er, - | simple simpler the simplest
le, -ow
JIBOCKI1a0BI1 concisa conciser the concisest
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MPUKMETHHKH 3 | polite politer the politest
HAroJoCoM Ha Jpyromy | Severe severer the severest
CKJIaJIl
Bararockinanosi Beautiful more the most beautiful
IPUKMETHHKH beautiful the most importans
important more
important
Bunstox good better best (HaliKparuii)
(xopotuif) (xparie)
bad worse worst (HalTipIIuii)
(moraHwuii) (ripie)
little less least (HaMeHIIIHIT)
(ManeHpkuit) | (MEHBIIIE)
much, more | more most (O1JIbIIIe BCHOTO)
(Oarato) (OLbIIIE)
far (manexuit) | further, furthest, farthest (cammii
farther JAJICKUi)
(611BIIT
JAJICKUIN)

Yucaisauk (The Numeral)

May 9, 1945 — May the ninth (the ninth of May); nineteen forty-
JIaTH five; 1900 — nineteen hundred; 1905 — nineteen o (ou) five; 2000
— two thousand

Y5 — a (one) half, ¥4 —a (one) quarter/fourth, 2/3 — two thirds,
IpoOOoBi 2 3/7 — two and three sevenths,

YUCJIIBHUKH 0.5 — (naught) point five,

3.751 — three point seven five one

366038 — three double six o (ou) three eight
5446 — five four four six

HOMeEpa : . ,
. page twenty-five — cropinka IBaaATh 11’ sITA
TenedoHiB,
. . | part three — yactuna TpeTs
CTOPIHOK, I'JIaB 1 .
i chapter six — riaBa mocra
o room ten — ximMmHara agecsara
size thirty-seven — po3mip TpHIAISATh CbOMHI
3aiimennuk (The Pronoun)
2 it
S | HasupHmii I you he | she | Bsomo we you | they
S BiZMiHOK A TH BiH BOHA (BiH, MU BU BOHH
o BOHA)
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. it
O6’exrnmii) M€ you p'm her | iioro, us YOU 1 them
. . MEHE, Tebe, Horo, | ... .. . Hac, Bac, -
BI/IMIHOK . . o 11, 11 nomy, 1X, IM
MCHI1 TOO1 HOMY .. ew HaM BaM
11, 11
m your _ _ our | your frHelLr
Janexna | MY TBil, his her Its Halll, Bam, | ..
o= M1H, MOA, o o 1XHH,
= (l)OpMa .. TBO4, HOro i Horo, 11 | Haiua, Balna, .
= MOE€, MOI IXHE,
om TBO€E Hamie Balie .
8 iXH1
=~
I_E; :
He3ane:xxna M{Q'Ssﬂ yours | his | hers its ours | yours | theirs
¢bopma P TBOI Horo i1 Woro, 1 | Hami Balli ixHi
MO€, MOI
3BOPOTHBO- myself | yourself | him- | her- itself our- your- | them-
. cam, cam, self self cama, selves | selves | selves
yaapmi cama cama cam cama caM cami cami cami
B3aemni each other, one another
BkazyBaabhi | this (these), that (those), such, the same
IMuranbHi who, whom, whose, what, which
BigHocHi i .
, A . | who, whom, whose, which, that
3’ €AHYBaJIbHI
Heo3nauenii | Some, any, one, ale, each, every, other, another, both, many, much,
3anepeyHi few, little, lither, no, none, neither

HiecsioBo (The Verb)
Jicsiomina oiecnosa t0 be ¢ menepimunvomy uaci

Cmeepoicysanvua hopma
Yuciuo
Ocoba OnnuHa MHuo:KkuHa
1-a I am we are
2-a you are you are
he they are
3-51 she IS
it
Humanwvna ghopma
1-a am 1? are we?
2-a are you? are you?
he are they?
3-5 IS she
it
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3anepeuna popma

1-a | am not we are not
2-a you are not you are not
3-s they are not

he
she IS not
it

175




Heo3naueni yacu (Indefinite Tenses)

The Present Simple Tense

| /you / we/they work in
this office five days a
week.

| /you / we/they do not
(don’t) work in this office
five days a week.

Do I /you / we/they
work in this office five
days a week?

He / she / it often goes to
the park.

He / she / it often does not
( doesn’t ) often go to the
park.

Does he/she /it often go
to the park ?

The Past Simple Tense

| /you/he/she/it/we/

| /you/he/she/it/we/

Did | /you/he/she/it/

they they we / they walk in the park
walked in the park did not ( didn’t ) walk in yesterday?

yesterday. the park yesterday.

| /you/he/she/it/we/ | /you/he/she/it/we/ Did 1 /you/he/she/it/
they they we / they go for a walk

went for a walk yesterday.

did not ( didn’t) go for a
walk yesterday.

yesterday ?

The Future Simple Tense

| /we shall (‘1) write a
test tomorrow.

| / we shall not ( shan’t)
write a test tomorrow.

Shall 1/we write a test
tomorrow ?

You / he/she /it / they will
( “I1) go to the forest in
summer.

You / he / she /it / they will
not ( won’t ) go to the
forest in summer.

Will you / he / she /it / they
go to the forest in summer?

HieBinmina miecsioBa to be B Tenepimubomy vaci

Cmeepocysanvna hopma
Yucjio
Ocoba OnnuHa MHuo:KkuHa
1-a I am we are
2-a you are you are
he } they are
3-51 she IS
it
IHumanwvna popma
1-a am 1? are we?
2-a are you? are you?
{ he are they?
3-51 IS she
it
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3anepeuna popma
1-a | am not we are not
2-a you are not you are not
3-s he they are not
she IS not
it
HieBinmina gieciioBa to have B renepimuabomy yaci
Oco0a Yuciao
Onnuna MHuo:KkuHa
1-a | have a ball. We have a ball.
1-a You have a ball. You have a ball.
3-5 He They have a ball.
She }has a ball.
It

Iumansna gpopma (diecnoso to0 have mosice ymeoprosamu numanvmy

dopmy 0e3 donomozu dieccnosa to do)

she
it

Has { } a ball?

1-a Have | ball? Have we a ball?
2-a Have you a ball? Have you a ball?
3-51 he Have they a ball?

oiecnoea to do

Jiecnoso t0 have mooice ymeoprosamu numanwvhy popmy 3a oonomozoio

1-a Do | have a ball? Do we have a ball?
2-a Do you have a ball? Do you have a ball?
3-51 he Do they have a ball?
Does < she have a ball?
It
3anepeuna popma
1-a | have not a ball. We have not a ball.
2-a You have not a ball. You have not a ball.
3-51 He They have not a ball.
She has not a ball.
It
HieBinmina miecsioBa to do B TenmepimmabomMy 4aci
Yucio
Ocoba Oanuna ‘ MHoK1Ha
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Cmeepoocysanvua hopma

1-a | do morning exercises. We do morning exercises.
2-a You do morning exercises. You do morning exercises.
He They do morning exercises.
3-51 She } does morning  exercises.
It
Humanvna ghopma
1-a Do | do morning exercises? Do we do morning exercises?
2-a Do you do morning exercises? Do you do morning exercises?
he Do they do morning exercises?
3-s Does JLshe } do morning exercises?
it
3anepeuna popma
1-a | do not do morning exercises. We do not do morning exercises.
2-a You do not do morning exercises. You do not do morning
exercises.
3-s He They do not do morning
She }does not do morning exercises. | exercises.
It

Tpusadi yacu (Continuous Tenses)

The Present Continuous Tense

| am going to the Zoo.

| am not going to the Zoo.

Am | going to the Z00o?

You are going...

You are not ( aren’t)

Are you going ...?

going...

He He he

She is going ... She is not (isn’t) going Is she going...?

It It It

We are going ... We are not ( aren’t) Are we going ...?
going...

They are going ... They are not (aren’t) Are they going ...?
going...

The Past Continuous Tense

He was going
She

I

He | was not going
She [ (wasn’t)

It

I

Was he | going?
she
it

It
We

You pwere going
They

We
You > were not going
They (weren’t)

we
Were you going?
they

The Future Continuous Tense
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| shall be going | shall not be going Shall 1  be going ?
We (“ll) We (shan’t) we

You You you

He He he

She will be going She will not be going Will she be going ?
it () It (won’t) it

They They they

Joxonani yacu (Perfect Tenses)

The Present Perfect Tense

| /you / we /they have just
moved to a new flat.

| /you / we / they have not
( haven’t) just moved into
a new flat.

Have 1/you/we /they
just moved into a new flat ?

He /she /it has already
come home.

He / she /it has not
(hasn’t) come home vyet.

Has he/she /it
come home ?

already

The Past Perfect Tense

| /you/he/she/it/we/
they

had finished work by the
end of the last week.

| /you/he/she/it/we/
they

had not ( hadn’t) finished
work by the end of the
week.

Had 1 / you/ he /she / it / we
/ they finished work by the
end of the week ?

The Future Perfect Tense

| / we shall have written
the test by 5 p.m.
tomorrow.

| /we shall not (shan’t)
have written the test by
5 p.m. tomorrow.

Shall 1/ we have written
the test by 5 p.m.
tomorrow?

You / he/ she /it / they will
have returned home by
the end of the month.

You / he / she /it / they will
not ( won’t ) have
returned home by the end
of the month.

You / he / she /it / they will
have returned home by
the end of the month.

IMacuBHuii cran (The Passive Voice)

Indefinite

Continuous

Perfect
Perfect
Continuous
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-am -am -have
S |-is lasked -is }being asked | -has } been asked
g | -are -are -
o (ITumaioms  e3aeani, | (numaroms 3apa3) (6orce cnumanu)
36UYALIHO, 3A62COU)
-was -was had been asked
% -were [ asked -were }being asked B
a (numanu  y  mou | (0o moeco momenmy 6dce
(cnumanu xonuce) MOMeHM) cnumanu)
o | -shall -shall
S |-will [De asked B -will }have been asked |
L:LS (cnumaroms KO- (cnumaroms 0o mozo uacy)
HebyOb)
& 4 | -should -should
S5 £ % -will }be asked _ -would (have been asked |
5&0 (cnumaromso KoJU- (cnumaroms 00 mozo yacy)
W= HehYOb)
MopaJbHi giecjioBa Ta IX eKBiBaJeHTH
MopajbHe .
HECIIOBO DyHKIisA Hpuxaan
1. ®isnyna yu posymosa | She can do it.
SIKICTh, BMIHHS Bona moxe 11e 3poOutu.
| can swim.
Sl BMiIO TIJIaBUTH.
can, 2. Jlo3Bin / 3a060poHa Can | come in?
could MoxHa yBiiiTu?
3. [IpunyuieHHss (B TB.) She can have done it. MoxuBo, BoHa 11€
3pooOuIa.
4. CymHiB, HEIOBipa Can she have done it?
(B muTauI. 1 3amepey.) Hes>xe BoHa 11€ 3poousia?
to be, She will be able to do it.
able (to) Bona mMoxe 11e 3poOuTH.
1. o3Bin / 3abopoHa May | speak to you?
Mo>kHa 3 Bamu mo0anakaTu?
may, 2. [Mpunymenns 3 | She may do (have done) it. Moxugo,
might JaCTKOIO HEBIICBHEHOCT] | BOHA II€ pOOUTH (3poOuiia).
3. doxkip (might) You might be more attentive. Tu mir 6u
OyTH yBaXKHIIIIE.
to be He was allowed to go there. Momy
allowed (to) JO3BOJIMIIN WTH TY/IH.
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must

1. O00B’ 30K,
HEOOXIIHICTB, HaKas,
nopaja

She must do it.

Bona nmoBuHHa 11€ 3pOOHTH.

You must consult the doctor.
MTOBUHHI TTOPAJIUTHUCh 3 JIIKapeM.

Bu

2. [Tpunymenus 3

He must be an engineer. MaOyTth, BiH

BEITUKOIO YACTKOIO | IHXKEHED.
BIICBHCHOCTI
She had to do it.
to have (to) Bona nmoBuHHa Oyna 11e 3poOuTH.
to be I will be obliged to call the police.
. 51 mnoBuHeH Oyny TelepoHYBaTH B
obliged (to) . YAy Pony
Heo0xigHicTh mig | You will have to go home. Bawm

to have (to)

BIUTMBOM OOCTaBHH

MPUAIETHCS HITH J0JIOMY.
| have to get up at 6 a.m.
MeHi npuXxoIuThCsl BCTaBaTh B 6 roAuH

paHKy.

HeoOximnicTh (B muTam. i

You needn’t hurry.

need )

3amnepeu. ) He BapTo nocmimaru.

1. Mopainenuii | You should visit her.
should, 000B’SI30K, . nopaja, | Bam HeoOXxiaHO BIBIIATH Ti.
ought (o) geKOMg{z{amﬂ — _

: pUNYIIICHHS 3 ey should be a happy family.

YaCTKOIO BIIEBHEHOCTI Bonu, noBuHHO OyTH, IIACIUBA CIM 5.
0 be (to) 1. O6oB’s130k 3a miaHoM, | The lessons are t_o begin at 9 a.m.

Present posnucoMm, 3aHATTS MOBUHHI ITOYaTUCA B 9.
fn definite Fpa(l)lKOM,.HOHCpCI[HBOIO We are to mget at the corner. .
' | JIOMOBJIEHICTIO Mu oBHHHI1 3yCTPITHCS HA PO31.
Past , .
.. 2. Haka3, iHCTpyKIIisl. You are to go to bed!
Indefinite y
Jlaraiite ciatu!

1. Hakas, | You shall not run away from me!

nonepeKeHHs, yrpo3a, | Tu Big MeHe He Breuer!

3aCTEPEKEHHS
Shall 2. [Tutanus s | Shall | turn on the lights?

OTPUMAaHHA BuxmtounTu cBiTiI0?

PO3MOPSIKEHHS,

BKa31BKHU

1. Boms,  Oaxanns, | We will help you.

HaMipH Mu nornomokeMo BaM (0Xoue)
will 2. Beiunue mnpoxanus, | Would you like some coffee?
Wou’l d 3aMpOLUCHHS He 6a>1<.a€Te KaBU?

3. BkasiBka nHa Te, mo | The knife won’t cut.

npenMer He  BUKOHye | Hixk He pixke.

cBoi (GyHKIi (B 3anepey.)

181




®opmu indinitusa. (The Forms of the Infinitive)

dDopmu Active Passive
to help to be helped
Indefinite | am glad to help hium. | am glad to be helped. '
S pan nonomMorTu omy. A pan, 10 MEHI
J0IIoMararoTh.
to be helping
Continuous | am glad to be helping him. ) B
S pan, mo pomomararo oMy
3apas.
to have helped to have been helped
| am glad to have helped him. | am glad to have been
Perfect o
A pan, 1m0 AOIIOMIT HOMY. helped.
A pan, 110 MeHi JOTIOMOTJIH.
to have been helping
| am glad to have been helping
Perfect him.
Continuous |4  pax, mo  JomoMmaras -
(Tonomararp) KoMy (Ha MpOTA3L
JESAKOTO Yacy).

IIpsama i nenpsima moBa (Direct and Indirect Speech)

IIpsima MoBa

Henpsima moBa

She said to him, «Come at 3 o’clock»
He said to me, « Don’t go therex»

She asked him to come at 3 o’clock.
He told me not to go there.

He said, «I know ity.
He said to me, «l shall do it tomorrow.

He said that he knew it.
He told me that he would do it the next day.

She asked me, «Have you written the
paper?»

He asked me, «Where do you live?»
this (these)

now

here

today

yesterday

tomorrow

ago

next week

She asked me if (whether) | had written
the paper.

He asked me where | lived.
that (those)

then

there

that day

the day before

the next day

before

the following week
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Tepynniii. (The Gerund)

®opmu repynaisa (The Forms of the Gerund)

Active Passive

ASKING BEING ASKED
Indefinite | He likes asking questions. He likes being asked.

Bin nomro0isie craBuTH 3anmMTaHdsA. | Bid ar00e, Ko HOro mUTarTh.

HAVING ASKED HAVING BEEN ASKED

| remembered having asked her || remembered having been
Perfect about it. asked about it.

Sl 3ragaB, mo s BKe 3anuTyBaB 11 | 4 3razas, IO MEHE BXKE MUTAIU

po 1I€E. po II€.

YmosHi peuenns (The Conditional Sentences)

Tun ymosu

IlixpsiiHe YMOBHE pedyeHHs

I'oj10BHE peyeHHd

Present Indefinite

Future Indefinite

I Tun
peajibHa If he works hard, he will pass his exam.
YMOBa
Sxio BiH OyJie CTapaHHO MPAIIOBATH, | BIH 3/JaCTh €K3aMEH.
Past Indefinite would (could, might)
+ Indefinite Infinitive
II Tun
MopaibHa If he worked hard, he would pass the
YMOBa
exam.
Sxio Ou BiH MpaloBaB CTapaHHO, BIH 3/1aB OU €K3aMEH.
Past Perfect would (could, might)
+ Perfect Infinitive
II Tun
HepeaJibHA If he had worked hard last tern, he would have passed
yMoBa his exam.

Akmo BiH OW TpalfoBaB CTapaHHO B
MUHYJIOMY CEMECTDI,

BIH OM 3/1aB €K3aMEH.
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IRREGULAR VERBS

Infinitive Past Simple Participle Il
be was , were been
bear bore born
beat beat beaten
become became become
befall befell befallen
begin began begun
bend bent bent
beseech besought besought
bind bound bound
bite bit bit(ten)
bleed bled bled
blow blew blown
break broke broken
breed bred bred
bring brought brought
build built built
burn burnt burnt
burst burst burst
buy bought bought
cast cast cast
catch caught caught
choose chose chosen
cleave clove cloven
cling clung clung
clothe clothed clothed
come came come
cost cost cost
creep crept crept
cut cut cut
dare durst dared
deal dealt dealt
dig dug dug
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do did done
draw drew drawn
dream dreamt dreamt
drink drank drunk
drive drove driven
dwell dwelt dwelt
eat ate eaten
fall fell fallen
feed fed fed
feel felt felt
fight fought fought
find found found
flee fled fled
fling flung flung
fly flew flown
forbid forbade forbidden
forget forgot forgotten
forgive forgave forgiven
freeze froze frozen
get got got
gild gilt gilt
give gave given
go went gone
grind ground ground
grow grew grown
hang hung hung
have had had
hear heard heard
hew hewed hewn
hide hid hidden
hit hit hit
hold held held
hurt hurt hurt
keep kept kept
kneel knelt knelt
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knit knit knit
know knew known
lay laid laid
lead led led
lean leant leant
leap leapt leapt
learn learnt learnt
leave left left
lend lent lent
let let let

lie lay lain
light lit lit

lose lost lost
make made made
mean meant meant
meet met met
mishear misheard misheard
mislead misled misled
mistake mistook mistaken
mow mowed mown
pay paid paid
put put put
read read read
rebuild rebuilt rebuilt
ride rode ridden
ring rang rung
rise rose risen
run ran run
saw sawed sawn
say said said
see saw seen
seek sought sought
sell sold sold
send sent sent
set set set

186




Sew sewed sewn
shake shook shaken
shave shaved shaven
shear sheared shorn
shed shed shed
shine shone shone
shoe shod shod
shoot shot shot
show showed shown
shrink shrank shrunk
shut shut shut
sing sang sung
sink sank sunk
Sit sat sat
sleep slept slept
slide slid slid
smell smelt smelt
sow sowed sown
speak spoke spoken
speed sped sped
spell spelt spelt
spend spent spent
spill spilt spilt
spin span spun
spit spat spat
split split split
spoil spoilt spoilt
spread spread spread
spring sprang sprung
stand stood stood
steal stole stolen
stick stuck stuck
sting stung stung
stink stank stunk [
stride strode stridden
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strike struck struck
string strung strung
strive strove striven
swear swore sworn
sweep swept swept
swell swelled swollen
swim swam swum
swing swung swung
take took taken
teach taught taught
tear tore torn

tell told told

think thought thought
throw threw thrown
thrust thrust thrust
tread trod trodden
unbend unbent unbent
understand understood understood
undertake undertook undertaken
upset upset upset
wake woke woken
wear wore worn
weave wove woven
weep wept wept

win won won

wind wound wound
withdraw withdrew withdrawn
write wrote written
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