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BBEJAEHHUE

YyeOHoe mocoOue  «AHIVIMACKUN  S3BIK  JJII  MEHEIKEpPOB»
npeIHa3Ha4YeHo JUIsi  CTYACHTOB, KOTOpbHIE CICIHATU3UPYIOTCA  Ha
MEXIYHApOIHOM OW3HECe W MEHEIKMEHTEe, MMEIOT 0a30BbIe 3HAHUS TIO
aHTJIMHACKON TpaMmmartuke, BokaOynsip He meHee 2000 enuMHUIl W BIAACIOT
OCHOBHBIMH HaBBIKAMH H YMCHHSMH [UIsl TOACpXKaHHUS Oecelpl Ha
MIOBCETHEBHBIC TEMBI.

[enpro yyeOHOTO MocoOust sBIAETCS O0ydeHUE CTYIEHTOB paboTe co
CTCIIMATU3UPOBAHHON JTUTEPATypOH, pa3BUTHE HABBHIKOB M YMECHHU YTCHUS,
ayJIUpOBaHUs, TBYCTOPOHHETO MEPEBO/IA, PACIIMPEHUE JIEKCHIECKOTO 3araca
CTYACHTOB B oOnactu mnpodeccuoHabHON TepMuHomoruu. Kpome Toro,
nocobuwe HaleleHO Ha pPa3BUTHEC HABBIKOB BEACHHS JHCKYCCHU W
npoheCCHOHATFHO OPUEHTUPOBAaHHOUW ycTHOW peun. [locoOme cocrout u3
JBYX Pa3rOBOPHBIX TeM U 6 TIaB, Kaxaas W3 KOTOPHIX BKIIOUYAET pa3fiell C
aKTUBHBIM CJIOBApPEM, YNPAKHEHUSIMHU W TPAKTHUYSCKUMHU 3aJaHUSIMH. B
mocoOue BKIIIOUEH TpaMMaTHIECKHUI CITPABOYHUK U TECTHI.

[IpennazHadeHo 1Isl CTYACHTOB 2 Kypca (pakyiapTeTa MEHEIKMEHTA,
TOTOBSIIIUX CHEIUAINCTOB B O0JaCTH MEHEIKMEHTa M JKOHOMHUKHU, H
CBOOOIHOTO TPENPUHUMATEIHCTBA.



PasrosopHas trema
WHAT IS ECONOMICS?

1. Memorize the following words.

the inputs used in the production process and other outputs
produced-ripon3BoICTBEHHBIE TOBAPHI, KOTOPBIE HCIOIb30BATUCH BO BpEMS
MIPOU3BOICTBEHHOTO MPOIIECCa, U TOTOBAS MIPOTYKIIHS

low rates of inflation — HuzkHe TemMIbI HHOIAITIN

material wealth — maTepuanbHoe 60oraTcTBO

scarcity — neduiur

supply — oGecrneuenue

endowments — BxJ1aj

valuation — onenka

labour resourses — Tpyn0BbIE pECYPCHI

2. Check weather you can translate these words without
dictionary.

Economics, aspect, human, service, inflation, regulation, distribution,
fundamental fact, individuals, product, firm, category, capital, problem,
factor.

3. Read and translate the following text.

What is economics?

The subject matter of economics is society itself. But economics is
concerned with studying those aspects of human society which are to do with
the production and consumption of goods and services; wages and earnings;
unemployment; inflation; government spending taxation and regulation;
international trade; and the distribution of material wealth in the country and
throughout the world.

All economic questions arise from the fundamental fact of scarcity.
Nature does not provide all of the things the society wants. We must decide
what, how and for whom to produce. If human beings succeed in their efforts,
they become better off in terms of material wealth. This steady improvement
is called economic growth.

The ability of producers to provide goods and services to individuals at
various prices is broadly covered by the concept of supply. The desire of
individuals to consume goods and services at various prices is broadly
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covered by the concept of demand. Virtually, all areas of study in economics
can be classified into those under the heading of demand and those based on
interrelationships between supply and demand.

There are two sides to study of economics-microeconomics and
macroeconomics. Microeconomics is concerned with individual products and
decisions made by individual firms and consumers. Macroeconomics is
concerned with the functioning of the overall economy.

Microeconomics is divided into several categories of decision making.
With regard to the actions of consumers, microeconomics is first concerned
with the choices individuals make in determining how to spend their income.
Second, microeconomics deals with how individuals decide on the quantity
of the labour or other resource endowments, such as capital, land, that they
wish to sell to firm in exchange for income.

With regard to the actions, taken by firms, microeconomics is first
concerned with how inputs should be used in the production of output.
Second, based on production costs and the prices at which their goods will be
sold in the market, firms must decide how much output to produce.

Macroeconomics is concerned with the problems of economic growth,
unemployment and inflation. Each of these factors is an indication of the
overall state of the economy and how fully resources are utilized. Higher
economic growth generally implies higher living standards. Lower
unemployment suggests that society is making good use for its labour
resource. Low rates of inflation reflect stable valuations of goods and
services in terms of money.

4. Answer the following questions:

. Why is knowledge of basic economics so essential?

. What is the subject matter of economics?

. What does economics study?

. What is scarcity?

. What is economic growth?

. What do we understand by the concept of supply?

. What is demand?

. What does the interaction between supply and demand lead to?

O 0 0 O O B W N =

. How can all areas of study in economics be classified?
10. What is microeconomics concerned with?
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11. What does macroeconomics deal with?

5. Give English equivalents of these words and word combinations.

OOmiecTBO, TPOU3BOACTBO, TOTPEOJICHUE TOBApOB U YCIYT,
0e3paboTuna, HHQISIMS, HAJIOTH, paclpeielieHe MaTepuaabHbIX OOraTCTB,
pUpOaa, TOMBITKA, YKOHOMHYECKUH POCT, *KEJIaHHWE, CIpPOC, B3aUMOCBS3b,
1ieHa, o0Iee COCTOSTHNE YKOHOMHKH, BEICOKUH YPOBEHB KU3HH.

6. Translate the following words and word combinations.

Human society, production and consumption of goods and services,
unemployment, government spending, taxation, distribution of material
wealth, economic growth, labour resources, the overall state of the economy,
production costs.

7. Fill in the blanks with proper prepositions where necessary.

1. All economic questions arise  the fundamental fact of scarcity.

2. Nature does not provide all  the things society wants.

3. The ability of producers to provide goods and services to individuals
____various prices is covered by the concept  supply.

4. All areas of study ~ economics can be classified  those under
the heading of supply and those, under the heading of demand.

5. Microeconomics is concerned __ the choice individuals make
determining how to spend their income.

6. The subject matter  economics is society itself.

. Complete the sentences with the facts from the text.

. Microeconomics is concerned with ...

. Macroeconomics is concerned with ...

. The subject matter of economics is ...

. If human beings succeed in their efforts ...

. The concept of supply means ...

. The concept of demand means ...

. Two sides to the study of economics are ...

. The indication of the overall state of the economics is ...

o 0 3 N L B~ W N — B

. Match the pairs of words with the meanings.

A) 1. production, 2. employment, 3. national, 4. wealth, 5. question, 6.
higher, 7. better, 8. broad, 9. supply, 10. study, 11. individual, 12.to spend,
13. to sell, 14. fully



B) 1. partly, 2. to buy, 3. to earn, 4. social, 5. lower, 6. answer, 7.
poverty, 8. international, 9. unemployment, 10. consumption, 11. worse, 12.
narrow, 13. demand, 14. to teach

10. Read and translate the following text.

THE FORMS OF BUSINESS OWNERSHIP

A business is any organization that sucks profit by providing goods and
services to the economic system. A non-profit organization also provides
goods and services to the economic system, but does not have profit as an
objective. Churches, armies and the like are examples of non-profit
organizations.

Business takes different forms. The three major forms of business are
the sole proprietorship, the partnership, and the corporation. A sole
proprietorship is a business that is owned by one person. In essence, the owner
and the business are one. All business profits become the property of the
owner and all business debts are the responsibility of the owner. Sole
proprietorship is the simplest form of business to start, to control, and to leave.

A partnership is an association of two or more individuals who act as
co-owners of business for profit. General partners are responsible for running
the business and for all business debts. Limited partners receive a share of the
profit in return for investing in the business. A partnership agreement is a
written document setting forth the terms of a partnership.

Corporation is an artificial being created by law. This being has the
right to start and operate a business, to own property and to enter into
contracts. Shares of ownership of a corporation are called stock and the
owners are called stockholders.

11. Suggest Russian equivalents for the following.

to seek profit, to provide goods and services, a non-profit organization,
profit as an objective, major forms of business, is owned by one person,
partners are responsible for, to receive a share, a written document, artificial
being, are called stocks.

12. Suggest English equivalents for the following.

aKiusi, HEKOMMeEpYecKasi OpraHH3aIusi, COBMECTHOE TpEIIpUsTHE,
TOBApPHUIIIECTBO, OBITHh OTBETCTBEHHBIM 3a YTO-TO, €IWHOJIMYHOE BIIAJCHUE,
MCKaTh MPUOBLTL, 00ECTICUNBATh TOBAPAMHU U YCIYTaMH.



13. Match the words in the column one with their synonyms in the

column two.

to seek as a goal, as an aim
to provide proprietorship
as an objective shareholders

ownership to manage, to operate
stockholders to give, to supply

to join to look for

to run business to unite




UNIT 1

1. Read and translate the following text.
TYPES OF BUSSINESSES

Objectives of Business Organizations

Business organizations are established to meet wants in society. Private
businesses are formed mainly to provide for material wants (i.e. goods and
services) and commercial wants (i.e. banking, insurance) in society.
Government Organizations, on the other hand, tend to satisfy society's desire
for defence, law and order, education and social welfare.

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

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

Sole Proprietorships

A Dbusiness owned and controlled by one person is a sole
proprietorship. Sole proprietorships are the oldest, simplest, and most
common of all types of businesses.

Because the financial resources available to one person often are
limited, sole proprietorships tend to be enterprises that require small amounts
of capital to start and operate. Many doctors, dentists, lawyers, bakers, and
beauticians organize as sole proprietors to provide professional services.
Other services offered by sole proprietors include plumbing, carpentry, dry
cleaning and lawn care. Many construction companies, small grocery stores,
florists, other small retail stores, farms, real estate firms and insurance firms
are also organized as sole proprietorships.

Partnerships

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

Corporations

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

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

Aims of Private Organizations

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

These include:

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

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

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

Essential Vocabulary

aim n — HamepeHue, 1enb; to set an aim — CTaBUTH LETb

business organization — KoMMepuecKasi OpraHu3alus

commercial wants — koMMepueckre moTpeOHOCTH

competitive adj — KOHKYpEHTOCTIOCOOHBIN

corporation n — akuMoOHEpHOE 0011I€CTBO; KOpHopalus

distribution » — pacnpenenenue

establish v — ocHOBBIBaTh, yupeKaaTh

general partnership — KoMmaHus/TOBapHIIIECTBO C HEOTPAHUUCHHOM
OTBETCTBEHHOCTHIO

government organization — npaBUTEILCTBEHHAS OPTaHU3AIINS

growth n — pocr, pazsutue

invest v — WHBeCTHUpPOBaTh, BKJIAIBIBATh ICHBIH, KATTUTAI

limited partnership — KkKoMmaHus/TOBapHILIECTBO C OTpaHUYEHHOU
OTBETCTBEHHOCTHIO

make a profit — nonydars npuGbLIb

material wants — maTepuanbHble TOTPEeOHOCTH

meet wants — yJI0BJICTBOPSITh TOTPEOHOCTH

partnership contract = partnership agreement —
JOTOBOP/COTJIALIIEHUE O COTPYAHUYECTBE

partnership » — ToBapuIecTBO, MAPTHEPCTBO

private business — JyacTHOE npeanpusTUe

private organization — yacTHasi OpraHu3anus

profitability n — perTabenbHOCTh, TPUOBITEHOCTD, TOXOIHOCTh

provision of a contract — ycioBue 1oropopa

public at large — mupokuil Kpyr Jroaen

public organization — o0G1iecTBeHHasi OpraHu3aIus

shareholder n — akunonep

shares n pl — axuun
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social welfare — conmanbHoe obecrnieuenue
sole proprietorship — enuHoiMYHOE BIageHUE
stock n — axkIMOHEPHBIN KaMTAI, OCHOBHOM KanmuTar, POHIbI
stockholder n» — axkuumoHep, Biazenel rocylapCTBEHHBIX LIEHHBIX
Oymar; maimmk
stoks n pl — rocygapcTBEeHHbIC LICHHBIC OyMaru
sue v — IojiaBaTh B CyJI, BO30YX/IaTh HCK, IPEIbABISATH UCK
survival n - BeDKHMBaHuE (Ha PHIHKE)
to this end - ¢ 310l HENBIO
2. Translate the following words and word combinations or find
Russian equivalents.
1. to provide for material wants
. to satisfy society's desire for social welfare
. to set very definite and clear aims
. to provide professional services
. small retail stores
. real estate firms
. to formulate a written agreement
. the distribution of profits and losses

O 0 3 N L B W N

. specific responsibilities

10. to hire workers

11. to pay taxes

12. to invest in the business

13. short-term aim

14. public relations departments

15. board of directors

3. Translate the following sentences into Russian.

1. Organizations are established to meet wants in society.

2. The aims of an organization are normally decided by the board of
directors.

3. A business owned and controlled by one person is called a sole
proprietorship.

4. A partnership is a business that is owned and controlled by two or
more people.

5. A partnership contract outlines the distribution of profits and losses.

6. A corporation is owned by stockholders.
13



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

8. Profitability is the main aim of any business organization.

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

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

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

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

1. Private businesses are formed mainly to provide for

(i.e., goods and services) and (i.e., banking, insurance) in

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

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

4. Partnership can be genera or

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

6. A is owned by a Ilimited number of
shareholders.

7 A publicly owned corporation allows its to be

purchased by anyone who chooses to invest in the business.
8. The 1image of the company which means how the
views a company can be particularly important.

5. Find English equivalents for the following Russian expressions
and words.
1. ynoBiaeTBOpsITH NOTPEOHOCTH
. COLIMATIbHOE 00ecIeyeHne
. IOJIy4aTh MPUOBLIb
. IpaBJieHue (COBET AUPEKTOPOB)
. pacnpeneneHue npuObUIe U yOBITKOB

AN L A WL N

. BKJIaAbIBATh JACHBI' B Ons3HeC
14




7. U3BJIEKATh MOJb3Y U3 YEro-TO

8. IIUPOKUI KPYT JIOAEH

9. oTHEN MO CBA3SIM C OOIIECTBEHHOCTHIO

10. KOHKYPEHTOCTIOCOOHBII

6. Translate the following sentences from Russian into English.

1. Opranuzanuu  co3AaroTcsl JUisl  TOTO, YTOOBI  YJIOBJIETBOPSTH
NoTpeOHOCTH OOIIIEeCTBA.

2. IlpaBUTENBCTBEHHBIE OPraHU3allMy YAOBIETBOPSIOT TOTPEOHOCTU
oOliecTBa B 3allUTe, 3aKOHE M MOpPsAKE, OO0pa3oBaHUU M COLHUATBLHOM
oOecreyeHun.

3. Opranuzanuu CTaBsT nepej coOOW onmpesesieHHbIE U YeTKUE LIeNH,
HaIMpUMep — MOoJay4yaTh TPUObLIb.

4. Axuun — 3T0 cepTuduKaThl Ha TMpaBO COOCTBEHHOCTH B
KOpIIOpaluu.
5. AKLIMOHEpPHl — 3TO JWIA, KOTOPHIE BKJIAIBIBAIOT CPEACTBA B

KOPIIOPALIHIO ITyTeM MPUOOPETeHNUS MaKeTa aKIni.

6. MHoTrHe Bpaud, FOPUCTHI, MEKapH, JAaHTHCTHI OPTaHU3YIOT YaCTHBIC
TOPEINPHUITHS TSI TIPEAOCTABICHUS MTPO(HECCHOHATBHBIX YCIYT.

7. ToBapuiecTBO — OHM3HEC, KOTOPHIM BIIAJICIOT U YMPABISIOT JBOE
i 0oJiee YeJI0BeK.

8. UtoOb1 u30exkaTh KOH(MIUKTOB, MapTHEPHI OOBIYHO 3aKIIOYAIOT
MUCHhMEHHOE COTJIAINlICHUE, Ha3bIBAEMOE IOTOBOPOM O COTPYIHHYECTBE.

9. Kopmnopaniuu uMEIOT TMpaBo MNpUOOpeTaTh COOCTBEHHOCTh U
pecypchbl, HAHUMaTh PabounX, 3aKIF0YaTh KOHTPAKTEHI.

10. Poct u pasButHe GUPMBI — 3TO CAMHCTBEHHBIM MTyTh, YTOOBI
rapaHTHPOBATh €€ BEDKHBAHHE.

7. Read and translate the following text.

READING COMPREHENSION
CORPORATE COMBINATIONS IN THE USA

The most common way of joining businesses is through mergers. A
merger occurs when one company absorbs another. In a merger, the absorbed
company if often forced to abandon its identity.

In the 1980s, the number of mergers increased dramatically. Between
1980 and 1985, more than 60 of the top 500 corporations in the United States
merged with other companies. Multibillion-dollar corporate mergers in the
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mid — 1980s included Nestie's acquisition of Carnation, Capital Cities.
Communications' acquisition of the American Broadcasting Corporation
(ABC), and General Motors' acquisition of Hughes Aircraft Company. In
1985 alone, more than 3.000 mergers and acquisitions occurred.

Three types of business mergers take place — horizontal combinations,
vertical combinations, and conglomerate combinations.

Horizontal Combinations

A merger between two or more companies that produce the same good
or service or dominate one phase of the production of a good is a horizontal
combination. The Standard Oil Company provides a classic example of a
horizontal combination. In the 1870s, John D. Rockefeller and his associates
formed the Standard Oil Company of Ohio.

Over the next 12 years, Rockefeller’s group purchased refineries
throughout the United States. By 1882, Standard Oil controlled almost all of
the country's oil industry. The Standard Oil Trust was formed in 1882 to
unify the management of the various companies under Standard Oil's control.
In the same year Standard Oil of New Jersey was chartered as one of the
companies within the trust.

Vertical Combinations

A merger between two or more companies that are involved in
different phases of the production of the same good or service is a vertical
combination. The founding in the United States Steel Corporation in1901
combined companies involved in different phases of the production and
distribution of steel. The combined companies owned ore deposits, iron
mines, coal mines, shipping companies, railroads, and steel mills. United
States Steel’s founder, J. Pierpont Morgan, built the world’s first billion-
dollar corporation through the merging of these varied companies.

Conglomerate Combinations

A merger between two or more companies producing or marketing
different products is a conglomerate combination. While horizontal and
vertical combinations have been common since the mid-1800s, conglomerate
combinations did not become common until the 1960s and 1970s.

The classic example of a conglomerate is the International Telephone
and Telegraph Corporation (ITT). Until the 1950s ITT manufactured only
telecommunications equipment. During the 1960s and 1970s, however, ITT
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acquired hundreds of subsidiaries - acquired companies that have not been
forced to abandon their corporate identities.

Today ITT owns companies in more than 80 countries and is involved
in such varied enterprises as in production of frozen foods and plumbing
supplies and in operation of computer services, consumer finance companies
and hotels.

Trends in Corporate Combinations

The trend toward conglomerate combinations began in the 1960s in
carried into the 1970s. Conglomerate mergers helped to build corporate
empires for ITT, Gulf & Western, and many other major producers. During
the 1980s, however, a trend toward vertical and horizontal combinations
redeveloped. Companies in the 1980s tended to merge with other companies
that produced the same or related goods or services.

Advantages of combinations. One of the major business advantages of
corporate mergers is efficiency. By centralizing decision making within an
industry, corporate combinations, especially horizontal and vertical
combinations, can increase efficiency. Costs also can de cut by eliminating
unnecessary or overlapping jobs and departments.

A second business advantage of mergers is that buying an existing
business is often far less expensive that building new plants, hiring new
employees, or acquiring additional capital in order to expand. In most
mergers, the acquiring corporation obtains additional capital resources and
experienced management and employees.

A third business advantage of mergers is that the increased size of
merged corporations often makes it possible to borrow more capital. This
additional capital can be used for such improvements as enlarging the sales
force or modernizing production facilities. In general, larger corporations also
are able to compete more effectively in the marketplace.

Disadvantages of combinations. Corporate combinations may result in
disadvantages for the merged corporation stockholders and consumers.
Corporate mergers sometimes have negative consequences for the merged
corporations, both from the standpoint of corporate performance and from the
standpoint of worker satisfaction.

In some instances, especially in conglomerates, the managers of
merged corporations may not have the necessary skills to supervise the
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production of newly acquired goods and services. Lack of supervisory skills
can result in decreased efficiency and profits.

Mergers also may result in added unemployment because of changes in
business operations. Employees may be reshuffled and some people may be laid
off. The employees who stay on the job sometimes suffer from low morale due
to altered job descriptions or other negative changes that occur in the workplace.
While mergers usually are beneficial for stockholders in the acquired company,
almost half of all major mergers in the United States result in a decrease in the
value of the purchasing corporation’s stock. For consumers, one of the major
disadvantages of corporate mergers in that they often lead to decreased
competition in the marketplace. This lack of competition may result in higher
prices for consumers. It also may limit the choices available to consumers by
reducing the number of competing goods and services.

Words and Expressions

abandon v — mokuaaTh, OTKa3bIBATHCS, MPEKpaIiaTh

absorb v — noriomars, BcachlBaTh

acquisition n — npuoOpeTeHue, MOCTyIJICHNE

charter u — naBaTh IPUBUIIETHIO

coal mine — yronpHas 1maxTa

conglomerate combination — xoHriomepaTHoe 00beIMHEHNE

corporate merger — KOPIOPaIIMOHHOE CITHSTHHUE

corporate performance — coBMecTHOE (PYHKIIMOHUPOBAHUE

corporation n — xoprnopaiusi, 00beIMHEHUE, AKITNOHEPHOE OOIIECTBO

efficiency » — npoayKTUBHOCTB, TPOU3BOAUTEIBHOCTD

horizontal combination — ropusoHTanbHOEe 00BEAMHEHHUE

identity n — MHIUBHUIYaTbHOCTB; CBOCOOpa3ne; 0COOCHHOCTD

iron mine — maxra o q00bIY€E KEJIE3HON PYIb

lay off v — yBOJIBHATH

merger n — CIHUSHAEC, O0BETMHECHNE

ore deposit — 3anexu pyabl

production of frozen foods — npousBocTBO NONYHaOPUKATOB

refinery n — HeTeOUHCTUTETHHBIN 3aBOJ

related goods — B3auMOCBsI3aHHBIE TOBAPHI

reshuffle v — neperpynnupoBbsIBaTh, MEHIATH MECTaMH

sales force — mpomaBIIbl, TOPTOBBIC aT€HTHI

steel mills — cranenmureiinbie 3aBOIbI
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vertical combination — BepTukaibHOe 00bEIUHEHNE

. Answer the questions.

. What is the most common way of joining businesses?

. What are the main three types of mergers?

. When was the Standard Oil Trust formed?

. Can you name the most productive vertical combination?

. Why is ITT considered the classic example of a conglomerate?
. What are the advantages of combinations?

. What are the disadvantages of combinations?

o 3 N L AW N —

. Say if the statements are true or false. Prove your point.

[

. A merger between two or more companies that produce the same
good or service or dominate one phase of the production of a good is a
horizontal combination.

2. The United States Steel Corporation was the first billion-dollar
horizontal combination.

3. A merger between two or more companies that are involved in
different phases of the production of the same good or service is a vertical
combination.

4. The Standard Oil Company provides a classic example of a vertical
combination.

5. A merger between two or more companies producing or marketing
different products is a conglomerate combination.

6. Buying additional an existing business is much more expensive than
building new plants, hiring new employees and. acquiring additional capital
in order to expand.

7. In most mergers, the acquiring corporation obtains additional capital
resources, experience management and employees.

10. Complete the following sentences by choosing the one correct
variant (a, b or c¢) that best completes the sentence.

1. Horizontal and vertical combinations have been common
since :

a. the mid-1960s

b. the mid-1970s

c. the mid-1800s

2. Multibillion-dollar corporate mergers occurred

a. in the mid 1970s
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b. in 1 .he mid- 1980s
c. in the imd-1960s
3. The classic example of a conglomerate is

a. the International Telephone and Telegraph Corporation

b. the Standard Oil Company

c. the United States Steel Corporation

4. One of me major business advantages of

corporate mergers is B

a. worker satisfaction

b. efficiency

c. production facilities

5. One of the major disadvantages of corporate mergers for consumers
1s

a. decreased efficiency and profits

b. increased competition in the marketplace

c. decreased competition in the marketplace

6. The increased size of merged corporations often makes it
possible

a. to borrow more capital

b. to hire new employees

c. to build new plants

7. The lack of competition in the market place may result in

a. additional capital resources
b. higher prices for consumers
. increased production efficiency

o
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UNIT 2

1. Read and translate the following text.
ESSENTIALS OF MARKETING

What is marketing? Marketing is the process responsible for
identifying, anticipating and satisfying customer requirements profitably.

What is ‘the marketing mix’? The marketing mix is made up of four
components, sometimes called the four Ps. These are:

1. Product: the firm has to identify what products the consumer wants
and the way existing products can be adapted to meet consumer preferences
more successfully.

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

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

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

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

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

The period of time over which a product appeals to customers is called
the product life cycle. At a given point in time a product will be at a
particular stage of its life cycle.

The length of this product life cycle differs from product to product, e.g.
the life cycle of certain items such as clothing (flared or drainpipe trousers) and
pop records may be very short indeed, perhaps a matter of months, or a few
years at the outside. Other products, particularly consumer durable products
such as telephones and colour TVs, may have a much longer product life cycle.

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

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

What is SWOT? SWOT stands for strengths, weaknesses,
opportunities and threats. A company that believes in marketing is forward-
thinking and doesn’t rest on its past achievements. It uses SWOT analysis to
be aware of its strengths and weaknesses as well as the opportunities and
threats it faces in the market.

Consequently, marketing is the process of developing, pricing,
distributing and promoting the goods or services that satisfy customers’
needs. Marketing therefore combines market research, new product
development, distribution, advertising, promotion, product improvement, and
so on. According to this definition, marketing begins and ends with the
customer. Truly successful marketing understands the customer so well that
the product or service satisfies a need so perfectly that the customer is
desperate to buy it. The product almost sells itself. Of course this will only
happen if the product or service is better than those of competitors.
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Essential Vocabulary

adapt v — mnpucrnoca6iuBats; (to, for) npucnocadnuBarbcs (to — K
4eMmy-J1.)

advertising » — pexkilaMUpOBaHuE, peKIaMa

affect v — Bo3zelicTBOBaTh, BIUSITH

anticipate v — npeaBuIeTh; IPEABOCXHILATH, IPEAYTaAbIBATh

bargain n — BbITOJIHAsI MOKYIIKA; JICIIEBO KyIUIEHHAs BEIlb

bulk buying — onToBbIe 3aKynKH

charge a price — Ha3HAauNUTh LIEHY

cheap adj — nemeBblii, HeTOpOTOM

cheap and cheerful — gemeso u cepauTo (IemeBo U 10OPOTHO)

cheap and nasty — nemeBo ja rHWIO (JeI€BO U HEKAYE€CTBEHHO)

cheerful adj — panocTHbIl, BeceNbIi; )KUBOM, SHEPTUIHBIN

coverage of the market — rpaHunb! peiHKa

discount » — ckuaka

distribution channel — kanan pacnpenenenus

forward-thinking — nporpeccuBHO MbICHAIINN

identify v — pacno3HnaBaTh

interest-free — GecrporieHTHBII

inventory » — MHBEHTaph, ONKUCH TOBAPOB

lack n — otcyTcTBUE (Uero-ii..)

launch » — BBIITYCK HOBBIX TOBAPOB Ha PHIHOK

launch v — BeImyckars TOBap Ha PBIHOK

length n — npoIOIKUTENBHOCTB, CPOK

list prices — npelicKypaHTHbBIE LIEHBI

marketing » — MapKeTUHT (KOMIUIEKC MEpONPUATUN MO HU3YUYEHUIO
CIpoca U ONTUMAJILHOMY COBITY MPOIYKIIMH)

marketing mix — MapKeTUHroBas CMECh

meet v — yJOBJIETBOPATH, COOTBETCTBOBATh

nasty adj — OTBpaTUTENbHBIN, HEMPUATHBIN, IIJIOXOH, CKBEPHBIH

opportunity n — GraronpusiTHasi BO3MOXHOCTh

personal selling — nuunas npogaxka, nepcoHagbHas MpoAaXKa

point of sale — po3HuuYHas TOProBas TOUKa

preference n — npeanodTeHUE; TPEUMYIIECTBO

price n — 1eHa
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pricing policy — nosiutuka 11eH000pa3oBaHus, MOJIUTHUKA IIEH
product life cycle — >xM3HEHHBIN LUK TOBapa

promotion n — MEpONpHUATUS 1O MPOJBIKEHUIO TOBapa,
JEeSTENBHOCTD 110 OPraHU3alMU CIPOca U cObITA

rest on past achievements — mnouuBaTh Ha JiaBpax (MPOLLIBIX
JIOCTHYKCHUSIX)

retail outlet — po3nuyHas Toprosas Touka
sales promotion — npoJBKEHNE TOBapa, CTUMYJIMPOBAHHUE CObITA
strength n — cuiia; cuiabHas CTOpOHa
SWOT analysis — SWOT anaim3 (aHain3 CWIBHBIX M CIA0BIX
CTOpPOH KOMIIaHUH, BO3MOXKHOCTEN U yIrpo3 pbIHKA)
threat » — onacHoCTb, yrposa
weakness n — ci1a00cTh, ci1adoe MeCcTo
2. Translate the following words and word combinations or find
Russian equivalents.
1. consumer's preference
. pricing policy
. the four Ps
. launch
. lack of competition

2
3
4
5
6. company's strengths and weaknesses
7. opportunities and threats of the market
8. the length of the payment period
9. point of sale

10. distribution channel

3. Translate the following sentences into Russian.

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

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

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

4. The product life cycle is a period of time over which a product
appeals to customers.
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5. Place includes such factors as distribution channels, coverage of the
market, and location of retail outlets.

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

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

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

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

customer with the right at the right ,
presented in the most attractive way ( ) and available in the
easiest way ( ).

3. What is ‘a product’? A product is not just an assembled set of
components: it is something customers buy to a need they feel
they have. The image and the design of the product are as important as its
specification.

4. What is ‘price’? The product must be priced so that it competes
effectively with products in the same market.

5. What is ‘promotion’? The product is presented to customers through

(TV commercials, posters, etc), packaging (design, labels, etc),
publicity, P.R. and personal selling.

6. What is ‘place’? Your product must be available to customers through
the most cost-effective channels of . A consumer product must be
offered to customers in suitable retail shops, or available on hire purchase.

7. What is meant by ‘SWOT’? A firm should be aware of its

and the and it faces in the market place.

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

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

10. A firm can’t rely on the success of its existing range of
The customer and his or her needs must come first.
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. Find English equivalents for the following Russian expressions.
. IPEIBOCXHUIIATh MOTPEOHOCTH TOTPEOUTES

. YIIOBJIETBOPSITH MOTPEOHOCTH OTPEOUTEIS

. pacro3HaBaTh MOTPEOHOCTH MOTPEOUTEIISI

. COOTBETCTBOBATH MPEATIOYTCHUSAM MOTPEOUTEIS

. MAPKETHUHTOBAsI CMECh

. IPACTIOCOOUTH CYIIECTBYIOIINE TOBAPHI

. OECIIPOLIEHTHBIN KpeauT

. HA3HAYUTh LIEHY

O 00 0 &N L & W N — W

. ICIIEBO U TOOPOTHO

10. nemeBo U HEKAYECTBEHHO

6. Translate the following sentences from Russian into English.

1. MapkeTHHrOBasi CMECh pa3IM4aeTcs B 3aBUCUMOCTH OT BHIA
poAaBaeMoro ToBapa.

2. Yerblpe «mm» — TOBAp, II€HA, MPOJBMKCHHE, MECTO MOTYT
COYETAThCS Pa3IMIHBIM 00pa3oM.

3. Huskas 11eHa MOKET BbI3BaTh Y MOTPEOUTENICH TTOI03PEHUE.

4. Ecnu 1ieHa TOBapa BBIIIIE, TO 03HAYAET, YTO Ka4eCTBO TOBapa BHIIIIE.

5. ®upma 00BIYHO MPEACTABISAET CKUAKY Ha ONTOBBIC 3aKYITKH.

6. Beimyck HOBOTO ToBapa Ha pPBIHOK OOBIYHO TpeOyeT MHOTO
PEKIaMBbl.

7. Read and translate the following text.

READING COMPREHENSION
MARKETING MANAGEMENT STRATEGIES

Marketing management is carrying out tasks to achieve desired
exchanges with target markets. What strategy should guide these marketing
efforts?

There are five competing concepts under which organizations conduct
their marketing activity: the production, product, selling, marketing, and
societal marketing Concepts.

The Production Concept

The production concept holds that consumers will favor products that
are available and highly affordable, and therefore management should focus
on improving production and distribution efficiency. This concept is one of
the oldest philosophies guiding sellers.
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The production concept is a proper strategy in two types of situations. In
the first, the demand for a product is bigger than the supply. In this case,
management should look for ways to increase production. The second situation
is one in which the product’s cost is high and improved productivity is needed to
bring it down. Today Texas Instruments (TI) follows the philosophy of
increased production and lower costs in order to bring down prices. It won a
major share of the American hand-calculator market with this philosophy.

The Product Concept

Another major concept guiding sellers, the product concept holds that
consumers will favor products that offer the most quality, performance, and
features, and therefore the organization should devote its energy to making
continuous product improvements. Sometimes the product concept leads to
marketing myopia. Railroad management thought that users wanted trains
rather than transportation and overlooked the growing challenge of airlines,
buses, trucks, and automobiles. Colleges assume that high school graduates
want a liberal arts education rather than specific job skills and overlook the
increasing challenge of vocational schools.

The Selling Concept

Many organizations follow the selling concept, which holds that
consumers will not buy enough of the organization’s products unless the
organization undertakes a large selling and promotion effort. The selling
concept is practiced hardest with unsought goods, those that buyers normally
do not think of buying, such as insurance, encyclopedias, and funeral plots.
These industries are good at tracking down prospects and hard-selling them
on product benefits. The selling concept is also practiced in the nonprofit
area. A political party will vigorously sell its candidate to the voters as being
a fantastic person for the job.

The Marketing Concept

The marketing concept holds that achieving organizational goals
depends on determining the needs and wants of target markets and delivering
the desired satisfactions more effectively and efficiently than competitors.
This concept is a relatively recent business philosophy. The marketing
concept has been stated in colorful ways, such as “Find a need and fill it”;
“Make what you can sell instead of trying to sell what you can make”; and
“We’re not satisfied until you are”. J. C. Penney’s motto summarizes this
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concept: “To do all in our power to pack the customer’s dollar full of value,
quality, and satisfaction”.

The selling concept and the marketing concept are frequently confused.

The selling concept takes an inside-out perspective. It starts with the
factory, focuses on the company’s existing products, and calls for heavy
selling and promoting as a means to achieve profitable sales. The marketing
concept takes an outside-in perspective. It starts with a well-defined market,
focuses on customer needs, coordinates all the marketing activities that affect
customers, and produces profits by creating customer satisfaction. Under the
marketing concept, companies produce what consumers want and, in this
way, satisfy consumers and make profits.

The marketing concept is practiced more in consumer- goods
companies than in industrial-goods companies and more in large companies
than in small companies. Also, many companies claim they practice the
concept but do not. They have the forms of marketing - such as a marketing
vice-president, product managers, marketing plans, marketing research - but
not the substance. Several years of hard work are needed to turn a sales-
oriented company into a market- oriented company.

The Societal Marketing Concept

The societal marketing concept holds that the organization should
determine the needs, wants, and interests of target markets and deliver the
desired satisfactions more effectively and efficiently than competitors in a
way that maintains or improves the consumer’s and the society’s wellbeing.
The societal marketing concept is the newest of the five marketing
management philosophies.

The societal marketing concept questions whether the pure marketing
concept is adequate in an age of environmental problems, resource shortages,
rapid population growth, world hunger and poverty, and neglected social
services. It asks if the firm that senses, serves, and satisfies individual wants
is always doing what is best for consumers and society in the long run. The
pure marketing concept overlooks possible conflicts between short-run
consumer wants and long-run consumer welfare.

The societal marketing concept calls upon marketers cobalance three
considerations in setting their marketing policies. Originally, companies
based their marketing decisions largely on short-run company profit. Then
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they began to recognize the long-run importance of satisfying consumer
wants, and this recognition introduced the marketing concept. Now they are
beginning to think of society’s interests when making decisions. The societal
marketing concept calls for balancing all three considerations-company
profits, consumer wants, and society’s interests. Many companies have made
large sales and profit gains by practicing the societal marketing concept.
Words and Expressions
bring down v — cHmxath(cs) (0 IeHaX | T. 11.)
call for v — tpeboBaTh, peycMaTpuBaTh, HYKAAThCS

feature n — o0coOeHHOCTB, XapaKTepHas dYepTa;, XapaKTepHas
0COOEHHOCTH
hold v — momaraTe, cuuTaTh; paccMaTPUBAThH;, MPHUICPKHUBATHCS

(TOKTpUHBI, MHEHUS, B3TJISIIA U T. I1.)

marketing concept — KoHIETIIIHS MapKETHUHTA

performance n — xapakrtepucTthka (pabOThl MAaIIUHBI U T. IL);
OKCIUTYaTaIllHOHHBIC KaueCTBa

product concept — KOHUENIXS COBEPIICHCTBOBAHUSA TOBAPA

production concept — KOHIIETIIHS COBEPIIICHCTBOBAHUSI ITPOM3BOCTBA

selling concept — xoHIEeNIMA HHTEHCUPUKALIUN TIPOTAK

societal marketing concept — KOHIENIUS COIMATIBLHO-3TUYECKOTO
MapKETHHTa

unsought adj — HenpoiieHslit; He3aTpeOOBAHHBIM

8. Answer the questions.

1. What are the main objectives of marketing management?

2. What are the five competing concepts of marketing?

3. What is the main difference between the production concept and the
product concept?

4. In what areas can the selling concept be practiced?

5. Why are the selling concept and marketing concept frequently
confused?

6. What does the societal marketing concept call for?

9. Say if the statements are true or false. Prove your point.

1. The production concept is a proper strategy when the demand for a
product is bigger than the supply
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2. Colleges assume that high school graduates need only specific job
skills and overlook the increasing challenge of vocational schools.

3. The improved productivity is needed when the product’s cost is high
and it is necessary to bring it down.

4. Texas Instruments follows the philosophy of increased production
and higher costs in order to bring down prices

5. The societal marketing concept is the newest of the five marketing
management philosophies.

10. Complete the following sentences by choosing the one correct
variant (a. b or c¢) that best completes the sentence.

1. The production concept holds that consumers will favor
products

a. that offer the most quality and performance

b that are available and highly affordable

c that are very comfortable

2. The marketing concept holds that achieving organizational goals
depends on

a. improving production efficiency
. developing new competitive products
. determining the needs and wants of target markets
. Under the marketing concept, companies produce
. what consumers want
. unsought goods
. highly affordable goods
4. If the demand for a product in the market is bigger than the supply

o o &® W o o

the companies should
a. improve productivity
b. increase production
c. bring down prices
5. The societal marketing concept calls for
a. increasing production and bringing down prices
b. balancing demand for a product and the supply
c. balancing company profits, consumer wants, and society’s interests
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UNIT 3

1. Read and translate the following text.
PRICING POLICY

Price is a very important weapon that can be used to persuade
consumers to buy. Price is one of many factors that determine the demand for
a product.

How firms set the price of their goods and services is a complicated
issue. A number of factors will affect the price a firm sets for its product,
including such things as the cost of producing the product, the rival firms'
prices, the type of product and the desired market share of the company.

Pricing Methods

The most common pricing methods adopted by firms are:

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

2. Marginal-cost pricing differs from the above in that the firm looks not
at its average costs but at marginal costs, 1. €. the firm calculates the additional
cost of producing the next unit or set of units of output and the firm charges a
price (plus a ‘mark-up’) according to the marginal cost. A typical example is
found in the shoe repair business. There appear to be no standard prices for
repairing shoes. What tends to happen is that the cobbler examines the shoes and
makes a quick estimate of how much material and time it will take to repair
them. Larger shoes, those made of leather and those in greater disrepair have a
higher marginal cost and therefore a higher price is charged for their repair.

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

Pricing Strategies

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

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

Skimming price 1s where a firm charges a high price for a product in
order to ‘skim’ the ‘top end’ of the market. It is most likely to be found where
the product is new and consumers have not had a chance to establish a ‘price
plateau’. This refers to the price that consumers expect to pay for a product,
e.g. would anybody expect to pay 40p for a standard size Mars bar? Clearly
this would be above the price plateau. When products are new, a price plateau
has not had the chance to be established and some consumers are willing to
pay a high price to buy the new product because of its novelty value.

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

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

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

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

Essential Vocabulary

additional cost — ononHUTENBHAS CTOUMOCTD

allow for v — nipennycmaTpuBaTh; yUuThIBaTh; MPUHUMATH BO BHUMAaHUE

average cost — cpeaHss CTOUMOCTD

brand loyalty — mnpuBep>KeHHOCTh TOTPEOUTENSI K JaHHOW Mapke
TOBapa

charge a price — Ha3HauUTh LIEHY

competitive pricing — KOHKYpEeHTHOE 1IEHOOOpa30BaHKE

cost-plus pricing — 1eHo0Opa30BaHME MO MPUHIIMITY « 3aTPATHI TLTIOC
npUOBLIb

deter — ynep>xuBaTh, HE JIOMYCKATh

drive out — BBITECHSTH

dumping pricing — AEMIIUHTIOBBIE LIEHBI

establish a market share — 3aBoeBaTh MeCTO Ha pbIHKE

estimate v — OLICHMBAaTbh, YCTAHABIUBATH LICHY

limit-pricing — orpaHuyeHue 1IeH, BBEICHNUE NPEACIbHOMN 1IEHBI

loss leader pricing — TakTHKa 3aHUKEHUS LIEHBI

make an estimate — npou3BOAUTH OLIEHKY, COCTABISATh CMETY

marginal costs — npejenbHbIe U3IEPKKHA TPOU3BOJICTBA, MPEAETHHO
BBICOKAsi CE0ECTOUMOCTD

marginal-cost pricing — 1eHooOpa3oBaHue Ha OCHOBE MpPEAEIBbHO
BBICOKHUX 3aTpar

mark-up — HaneHka

non-price — HELIEHOBOI

non-price competition — HelleHOBask KOHKYPEHIIUS

penetration pricing — TakTHUKa BXOSILEH IIEHbBI

predatory pricing — XuniHu4ecKoe 1IeHO0Opa3oBaHue
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price discrimination — pa30poc 11eH, 1IeHOBas JUCKPUMHUHALIUS
price plateau — cooTHoIIeHHE 1IEH
pricing — 1ieHooOpa3zoBaHue
pricing method — meTon neHoo6pazoBanus
pricing policy — nonuTtuka 1ieHoo0pa3oBaHus, OJIUTHKA 1IEH
set the price — ycraHaBIMBaTh IIEHbI
skim the top end — «CHATH NEHKY» HA MAKCUMAJIBHOW TOYKE
skimming price — 11eHO00pa3oBaHKe MO METOIY CHATHUSI CIIMBOK
standard price — enuHas 1ieHa
2. Translate the following word combinations or find Russian
equivalents.
1. the cost of producing the product
. the rival firms prices
. the desired market share of the company
. pricing strategy
. to establish a ‘price plateau’
. to establish a monopoly position
. penetration pricing
. the size of the price drop
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. price variation

10. to hold the price

3. Translate the following sentences into Russian.

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

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

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

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

5. Limit-pricing occurs when a firm drops the price of its product to
limit or deter the entry of other new competitors.
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6. Dumping pricing happens when a firm ‘dumps’ its goods into a
market at below the cost of producing them in the hope that it can establish a
foothold in the market.

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

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

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

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

1. Price is one of many factors that determine the for a
product.
2. is a very simple pricing method when a firm calculates its

average costs of producing a product and then simply adds a profit ‘mark-up’,
say 10%, on to average costs.

3. When a firm calculates the additional cost of producing the next unit
and charges a price according to the marginal cost we can speak of

4. When several firms charge different prices for a similar product we
can speak of

5. is a tactic adopted by a company when it is first

entering a market and is trying to establish a market share.

6. is where a firm charges a high price for a product in
order to ‘skim’ the ‘top end’ of the market.

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

8. is when firms offer prices below the cost of producing the
item in order to encourage the sale of the products.

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

10. When the firm prices its products in line with those of its
competitors and there is little price variation between the types of goods
being sold we can speak of
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. Find English equivalents for the following Russian expressions.
. CpeaHsIsl CTOMMOCTh

. Ipe/ieJIbHbIE U3JEPKKHU IPOU3BOJICTBA

. METO/bI IEHOOOpa30BaHuUs

. pazbpoc 11eH

. IOTIOJTHUTEJIbHAsI CTOUMOCTh

. HA3HAYUTh LIEHY

. 3aBOE€BaTh MECTO Ha PBIHKE

. HCICHOBAA KOHKYPCHIIUA
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. KOHKYPEHTHOE [IEHO00pa30BaHMe

10. mpon3BOANUTH OLEHKY, CMETY

6. Translate the following sentences from Russian into English.

1. B cynepMapkerax 4acTo MPUMEHSETCS TAKTHKA 3aHUKCHHS IICHBI
IS TIPUBJICYCHHSI TIOKyTIaTENICH B Mara3uHbl.

2. ®dupma TOJCYUTHIBACT CPEIHIOI0 CTOMMOCThH MPOU3BOJICTBA TOBAapa
¥ 3aTEM MPOCTO J00ABIISAET HAIICHKY HA IPHOBLIB.

3. MHorpa ¢upMbl ycTaHABIMBAIOT pa3HbIC IICHBI HA CXOJHBIC TOBAPHI.
OT0 Ha3BIBaeTCs pa3dpOCOM IICH.

4. Korga ToBapsl HOBBIE, HEKOTOpPHIE MOTPEOUTENTH TOTOBHI ILIATUTH
BBICOKYIO I[EHY TOJIbKO M3-32 WX HOBU3HEI.

5. CymectByeT HEOONBIIOE IIEHOBOE pa3liUihe MEXKAY Pa3TUuIHBIMU
TUTIAMH TIPOJIaBa€MbIX TOBAPOB MPU KOHKYPEHTHOM IIEHOOOPAa30BAHHH.

6. Ycnex HEIEeHOBOW KOHKYPEHIIMM 3aBHCHUT OT YINAKOBKH U
odopmiienus ToBapa.

7.Korma kxommaHuMs TBITAeTCS 3aBOEBATh MECTO Ha pBIHKE, OHA
UCTIONB3YeT TAKTUKY BXOJISAIICH IICHBI.

8. lleHa siBisieTCS OJHUM U3 MHOTUX (DAaKTOPOB, KOTOPHIE OMPEICISIIOT
CIIpOC Ha TOBap.

7. Read and translate the following text.

READING COMPREHENSION
DEMAND, SUPPLY AND MARKET EQUILIBRIUM

Price in a market is determined by supply and demand forces.

The needs of producers and consumers are best met at a point called
the market equilibrium. Market equilibrium occurs when the supply and
demand for a product are equal and the prices charged for the product are
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relatively stable. The market equilibrium is established by combining the
supply and demand curves for a product on the same graph. The point at
which these two curves intersect is called the equilibrium point.

The demand for a product is the amount of a good that people are
willing to buy over a given time period at a particular price. For most goods
and services the amount that consumers wish to buy will increase as price falls.

The desired demand is the information showing the amount of the
product that consumers are willing to buy at different prices not what they
actually do buy. The demand for a product is not only influenced by price.
An individual may be influenced by factors such as personal tastes, the size
of income, advertising and the cost and availability of credit. The total market
demand will be affected by the size and age distribution of the population and
government policy.

States of Demand

Marketing managers might face any of the following states of demand.

Negative demand. Marketers must analyze why the market dislikes the
product, and whether product redesign, lower prices, or more positive
promotion can change the consumer attitudes.

No demand. Target consumers may be uninterested in the product. The
marketer must find ways to connect the product’s benefits with the market’s
needs and interests.

Latent demand. Consumers have a want that is not satisfied by any
existing product or service. The marketing task is to measure the size of the
potential market and develop effective goods and services that will satisfy the
demand.

Falling demand. Sooner or later, every organization faces falling
demand for one of its products. The marketer must find the causes of market
decline and restimulate demand by finding new markets, changing product
features, or creating more effective communications.

Irregular demand. Demand varies on a seasonal, daily, or even hourly
basis, causing problems of idle or overworked capacity. Marketers must find
ways to change the time pattern of demand through flexible pricing,
promotion, and other incentives.

Full demand. The organization has just the amount of demand it wants
and can handle. The marketer works to maintain the current level of demand
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in the face of changing consumer preferences and increasing competition.
The organization maintains quality and continually measures consumer
satisfaction to make sure it is doing good job.

Overfull demand. Demand is higher than the company can or wants to
handle. The marketing task, called demarketing is to find ways to reduce the
demand temporarily or permanently. Demarketing involves such actions as
raising prices and reducing promotion and service. Demarketing does not aim
to destroy demand, but only to reduce it.

Demand is concerned with the buying side of the market. Supply is
concerned with the firm’s or producer’s side of the market. Unlike demand,
the quantity supplied of a good will increase as price rises.

Production decisions are affected by the costs of production and
productivity. In figuring the costs of production, business owners are
concerned with fixed costs and marginal costs.

Supply

The supply of a product is not only influenced by price. Supply will be
affected by anything that helps or hinders production or alters the costs of
production.

The prices of goods and services are continually changing and so is the
amount that is bought and sold. In winter the price of tomatoes tends to be a lot
higher than in the summer and fewer tomatoes are bought in the winter.
Similarly, the price of turkey tends to increase at Christmas and so too does the
number of turkeys bought. These changes can be explained by an increase in
demand. To show the effect of an increase in demand on the market equilibrium
consider what happens if there is a successful advertising campaign which
increases demand by 20 units per week at each and every price.

Changes in the market equilibrium can also come about as a result of a
decrease in demand, an increase in supply or a decrease in supply.

Changes in the costs of production can affect the supply of goods.
Producers must pay the cost of production, which may change over time.

Production Costs

Production costs are generally divided into fixed costs, variable costs,
and total costs. Producers also calculate the average total costs and marginal
costs of production. Analyzing these costs of production helps producers
determine production goals and profit margins.
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Fixed costs. The costs that producers incur whether they produce
nothing, very little, or large quantities are their fixed costs. Total fixed costs
are called overhead. Fixed costs include interest payments on loans and
bonds, insurance premiums, local and state property taxes, rent payments,
and executive salaries. The significance of fixed costs is that they do not
change as output changes.

Variable costs. The costs that change with changes in output are
variable costs. Unlike fixed costs, which are usually associated with such
capital goods as machinery, salaries, and rent, variable costs are usually
associated with labor and raw materials. Variable costs reflect the costs of
items that businesses can control or alert in the short run.

Total costs and average total costs. The sum of fixed and variable
costs of production is the total costs. At zero output, a firm’s total costs are
equal to its fixed costs. Then as production increases, so do the total costs as
the increasing variable costs are added to the fixed costs.

Producers are equally concerned with their per unit production costs.
The average total costs of production are the sum of the average fixed costs
and the average variable costs. Each of these average costs is calculated by
dividing the cost by the total units produced.

Marginal costs. One final measure of costs is marginal costs, 1. e. extra
costs incurred by producing one more unit of output. Marginal costs are an
increase in variable costs because fixed costs do not change. Marginal costs
allow the business to determine the profitability of increasing or decreasing
production by a few units.

Many economic factors affect the supply of a product. The major
influence, however, is price because the quantity of a product offered for sale
varies with its price. Profit is the key consideration when producers
determine a supply schedule.

Words and Expressions

alter v — u3sMeHsTh(Cs); MEHATH(CA); BUTOUZMEHSITh

availability of credit — pa3mep kpeauta, pa3pelieHHOTO K MOJTYYEHUIO

curve n — KpuBas (JIMHUSA); Ayra

demand curve — xpuBas cnpoca

falling demand — noHmwxaronuiics cnpoc

fixed costs — QukrcupoBaHHBIC PACXOIBI
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full demand — nonHOUEHHBIHN cTIpOC

graph n — rpaduk, nuarpamma

hinder v — 3anepxuBath, 3aTpyIHATh, MEIIATh, IPEMATCTBOBATh

incur costs — HECTH U3AEPKKU

insurance premium — cTpaxoBbl€ B3HOCHI

intersect v — nepecekaTbcs; epeKpeBaThCS

irregular demand — HepaBHOMEpPHBII cIpPOC

latent demand — CKpBITBIN CIIPOC

marginal costs — npeneabHO BbICOKast c€0€CTOMMOCTD

market equilibrium — paBHOBecue peIiHKa

negative demand — oTpuuaTenbHbIN CIPOC

overfull demand — 3aBblllIeHHBIHN CIIPOC

overhead costs — HakaJHbIE PaCcCXObI

profit margin — pa3mep npuObUIH

property tax — HaJoOr Ha JJOXOJl C HEJJBUKUMOTO UMYIIIECTBA

short run — KOpOTKUii IEPUOA BpEMEHU

supply curve — kpuBasi mpeaoKeHHs

supply schedule — cxema/rpaduk npenoxeHus

total costs — BasoBbIe/cCyMMapHbIe H3JEpKKU variable costs —
MepEMEHHBIC U3JICPKKU HA CIUHUITY MPOAYKIIUH

8. Answer the questions.
. What is market equilibrium?
. What factors determine demand?
. What measures should be taken in the case of falling demand?
. What is the difference between full demand and overfull demand?
. What brings about changes in the market equilibrium?
. What is the difference between fixed costs and variable costs?
. What is the relation between the price and the supply?
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. Decide whether the statements are true or false.

[

. Market equilibrium occurs when the supply and demand for a
product are equal.

2. For most goods and services the demand will increase as price
increases.

3. The demand for a product is influenced only by price.
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4. The task of demarketing is to find ways to reduce the demand
temporarily or permanently.

5. Supply is concerned with the firm’s or producer’s side of the market.

6. The quantity supplied of a good will increase as price falls.

7. The supply of goods is not affected by changes in the costs of
production.

8. Variable costs are usually associated with interest payments and
state property taxes.

9. The sum of fixed and variable costs of production is called the total
costs.

10. Price is the major factor influencing the supply of a product.

10. Complete the following sentences by choosing the one correct
variant (a, b or c¢) that best completes the sentence.

1. Price in a market is determined by

a. the number of consumers

b. supply and demand forces

c. government policy

2. Market equilibrium occurs when

a. demand is higher than supply

b. demand is lower than supply

. the supply and demand for a product are equal

o

3. The desired demand is the information showing the amount of the
product that
. consumers are willing to buy at different prices

o

. consumers actually buy at a particular price
. consumers are hesitating to buy

. Demand is concerned with

. producer’s side of the market

. the buying side of the market

. production decisions

. The average total costs of production are

. the sum of the average fixed costs and the marginal costs
. the sum of the average variable costs and the marginal costs
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. the sum of the average fixed costs and the average variable costs
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PasrosopHas tema
«MY FUTURE SPECIALITY»
1. Memories the following words

joint ventures COBMECTHOE MPEIPUATHE
enterprise MpEANPUITUE

origin IIPOUCXOXKICHUE
storing XpaHEHUE

selling Ipoaaxa

undertake OCYILIECTBIIATh
consumer NOTpeOUTEND

inquiry 3ampoc

complaints Ka00bI

facilitate MIPOJIBUTaTh
feedback oOpaTHas CBS3b
accounting OyxranTepus
thoroughly LIEJINKOM, TIIATEJILHO
valuable LEHHBIN

reliable HaJIe/KHBII

2. Check whether you can translate these words without
dictionary:

Number, business, contacts, firms, specialists, economy, profession,
popular, problem, activity, institute, manager, principle, marketing,
organization, process, microeconomics, macroeconomics, to operate a
computer, partner.

3. Read and translate the following text:

My Future Speciality.

During last several years our life has greatly changed number of new
businesses appeared both in our country and in our city. Many of them are
joint ventures. That means they have contacts with foreign firms and they
will need specialists who know economy well and can speak foreign
languages. That's why a profession connected with economy is very popular
and important now. Besides, there are many other problems in our economy.
At present many enterprises do not work in the way they can work and these
plants and factories need highly educated specialists to develop their
activities.
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I decided to enter this University because it trains managers for all
kinds of enterprises. It gives knowledge in economic principles of
management, marketing and other subjects necessary for the future work. As
far as I know the origin of the word” marketing” is the Latin word “mercury”,
meaning” to track and barter”. Marketing therefore is made up, on the one
hand, of such physical activity as transporting, storing and selling goods, and
on the other hand, of series of decisions that must be reached by any
organization undertaking any part of the process of moving goods from the
producer to the customer. And it's also necessary to make the “hot line” for
consumer inquires and complaints to facilitate feedback from the market to
producer.

To my mind a real manager must know accounting, banking. He must
be a real specialist in microeconomics and macroeconomics. He should
thoroughly know the production process, speak several foreign languages,
operate a computer. More then that, he should make decisions quickly and be
a reliable partner in business. Then he will be a very valuable specialist. |
hope that the University will give me the knowledge I need.

4. Give English equivalents of this words and word combinations:

Greatly changed, a number of, to appear, joint venture, foreign firms,
to be connected with, enterprise, highly educated specialist, to develop,
economic principles of management, physical activity, feedback, valuable
specialist.

5. Translate the following words and word combinations:

[TostBAATHCS, WHOCTpPAHHBIC bupmBbI, TPEANPHUATHSA,
BBICOKOKBaJTU()UIIMPOBAHHBIC ~CICIUATUCTBI, SKOHOMUYCCKHAE IPUHIIUITHI
MEHE/PKMEHTa, MPOUCXOXKACHHUE, TPAHCIIOPTUPOBKA, XpaHEHHE W Mpojaxa
TOBAapOB, MPOU3BOAUTENb, IIOTPEOUTENb, PHIHOK MOTPEeOHOCTEH, OyXranrepus,
IIEHHBIN CTIICIMAINCT, HAJC)KHBIN TTapTHED.

6. Fill in the blanks with the prepositions where necessary.

1. Anumber new businesses appeared in our country.

2. present many enterprises do not work in the way they can
work.

3. I decided to enter this University.

4. Our University gives knowledge  economy principles of
management.

43



5. A manager should speak several languages, operate a

Computer.
6. Marketing is made up, the one hand, of transporting, storing
and selling goods, and the other hand, of series of decisions.

7. Complete the sentences with the facts from the text.

1. A profession connected with economy is very popular and important
because...

2. There are such problems in our economy as...

3. I decided to enter our University because...

4. As far as I know the word “marketing” means...

5. Marketing is made up of...

6. It's necessary to make the “hot line” for consumer inquires and
complaints...

7. A manager will be a very valuable specialist if he...

8. Match the pairs of words or phrases with the opposite meaning

A. 1. last, 2. new, 3. well, 4. to give, 5. many of them, 6. complaint, 7. on
the one hand, 8. important, 9. present, 10. buying, 11. producer, 12. quickly,
13. to enter.

B. 1. on the other hand, 2. praise, 3. few of them, 4. to obtain, 5. badly,
6.0ld, 7. next, 8. to finish, 9. slowly, 10. consumer, 11. selling, 12. past,
13. unimportant.

9. Read and translate the text

What is Business?

What do we think of when we hear the word “business”? Some of us
think of our jobs, others of the merchants they deal with as consumers, and
still others of millions of firms that make the world's economy. This broad,
all-inclusive term can be applied o many kinds of enterprise. Business
provides the bulk of our employment as well as the products we enjoy.

Business consists of all profit-seeking activities and enterprises that
provide goods and services necessary to an economic system. Some
businesses produce tangible goods, such as automobiles, breakfast cereals,
and computer chips. Others provide services, such as insurance, car rentals,
and lodging. German firm Munich Re has even built a billion dollar business
from serving the service industry .Business is the economic pulse of a nation,
the means through which society's standard of living improves. Profits are a
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primary mechanism for accomplishing these goals. Accountants and business
people define profits as the difference between a company's revenues and
expenses. Profits are the financial rewards by successful people who take risk
involved in business.

Just as important as profits are the social and ethical responsibilities that
successful businesses must meet. This means companies must be responsible
in their dealing with employees, consumers, suppliers, competitors,
government, and general public if they are to succeed in the long run.

10. Answer the following questions:

1. What is business?

2. What is profit?

3. What is the role of profit in business?

4. What can you say about the social and ethical responsibilities that
successful business must meet?

11. Give English equivalents for the following words and ' word
combinations:

CoBpeMeHHbIE OOCTOSATENBCTBA, WMETh [0 C TPOU3BOACTBOM,
AeSTeNbHOCTh, KOTOpas NPUHOCHT TPHUOBLIb, MPOIAYKIHSA, KOTOpas HaM
HPaBHUTCS, CTpaxoBasi KOMIIAaHUS, KOMIIAHUS JOJDKHA OTBEYaTh 3a CBOIO
JESITeIbHOCTb.

12. Fill in the blanks with noun, verb or adjective forms.

Noun Verb Adjective
1. execution execute executive
2. competitive
3. production

4. satisfy

3. valuable

6. reflection

7. apply
8. success
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UNIT 4

1. Read and translate the following text.
GOALS OF ADVERTISING

The general role of advertising is to increase sales, either immediately
or in the future, and to do so profitably. Hence the function of advertising is
to inform customers of goods or services and influence people’s behaviour.

Goals of advertising are not limited to trying to influence customers;
the process of motivating employees and distributors may be fully as
important. The impact of company advertising on its employees and
particularly its sales forces is not always recognized, but can be a very
positive effect as they can see that the company is supporting their efforts,
and this generally makes their selling job easier.

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

1. Build morale of a company sales force.

2. Announce a special reason for ‘buying now’ (e.g., reduced prices,
premiums, limited quantities).

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

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

5. Build familiarity and easy recognition of package or trademark.

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

7. Introduce a new product or a new price schedule.

8. Build goodwill for the company and improve its reputation.

9. Place the advertiser in a position to select preferred distributors or
dealers.

Advertising can be classified into two broad categories: informative
and persuasive. Typically any advert contains elements of both. When a
product if first launched, sales are low because very few customers are aware
that it exists. The role of advertising here may be to inform the public of the
product’s existence and its particular uses. The same applies when the
product has been modified or improved. In some cases, e.g. new cars or
scientific calculations, the nature of the product may be such that a large
amount of technical information has to be supplied and advertising again may
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have to be informative. Advertising that informs and educates consumers
gives them greater choice in their selection of goods and services. It can be
seen as a form of competition between firms and may encourage
manufacturers to improve their products to the benefit of the customer.

Persuasive advertising, as its name implies, is used to try and persuade a
consumer to buy a particular product. Such advertising is subjective and
contains many statements of opinion rather than fact, e.g. ‘Carlsberg-the best
lager in the world’. Persuasive advertising is normally associated with consumer
products and 1s used heavily where differences between products and minor, e.g.
toothpaste, baked beans, soap powder, washing liquids and lager. Persuasive
advertising has been criticized but nevertheless by 1982, about $60 billion a year
was being spent for this kind of advertising in the United States. One of the
main drawbacks of persuasive advertising is that it emphasizes the advantages
of a product and attempts to make those who do not use the product feel as if
they are missing out. It plays on jealousy, envy and ‘keeping up with the
Joneses’.

There are a number of regulations that control the content of
advertisements and firms are required to follow the British Code of
Advertising Practice. Some important extracts from this code are:

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

2. All advertisements should be prepared with a sense of responsibility
to the consumer.

3. All advertisements should conform to the principles of fair
competition as generally accepted in business.

4. No advertisement should bring advertising into disrepute or reduce
confidence in advertising as a service to industry and to the public.

The major management problems having to do with advertising are
how much money to spend, how to measure its effectiveness.

Once a firm has decided on running the advertising campaign it must
then decide on the message, the mass media and the receiver. All these
factors will be linked. It could be that the receiver-the so-called target
audience-will determine the message and the media. If, for example, the
product is a children’s toy, the advert will need to consider the following:

1. The content of the message: this will depend on the type of product
and the market in which it is to be sold.
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2. Who is the receiver? The message may be directed at a particular
group of population, in which case it may have to be delivered in a particular
way using a certain media.

3. The person used to send the message: very often large firms use
celebrities that they think are appropriate for the product.

4. The timing and number of messages: an advertiser has a choice
between two approaches to an advertising campaign. It can be extensive,
where the object is to reach as wide an audience as possible using different
media. On the other hand, it can be intensive, where the object is to reach a
particular group repeatedly (e.g. products such as lager, coffee, washing
powder and toilet rolls are advertised intensively on television.

Having decided on the message, the advertiser then has to choose the
most cost-effective medium (or media). This means choosing the medium
that delivers the message to the right (and largest) audience at the lowest
possible cost. Examples of the media available are: commercial television,
independent local radio, newspapers, magazines, billboards, buses, trains and
bus shelters. For a firm advertising an industrial product the choice may be
limited to exhibitions, specialized magazines and direct mail.

Essential Vocabulary

Advertising efforts — pexknamHas neqaTenbHOCTb

Allocate — pacnpenensTh cpe/icTBa

Be aware of — 3HaTh, CO3HaBaTh, OBITH OCBEIOMJICHHBIM

British Code of Advertising Practice — bputanckuii cBoJ rpaBui,
PETYIUPYIONIUN PEKIAMHYIO 1eATEeTbHOCTh

Build familiarity — co3naBaTh 0CBEJOMICHHOCTD

Build morale — yxpenuts 00eBoil 1yx

Conform to — cooTBeTCTBOBaThH YeMY-JIHOO

Cost-effective — 10x0HbIA, TPUOBLILHBIN, peHTA0ETbHBIN

Decent — npuinyHbIi, OJaroNpPUCTONHBIN

Decide on — BbIOpaTh

Direct mail — nouroBas pexinama

Disrepute — nypHas cinaBa, TIoxXasi pemyTarus

Drawback — nHegocratok

Goal — neinp

Goodwill — no6posxenarenbHOCTh
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Impact — BiusHue
Increase sales — yBenuuuth 00beM Npoaax
Informative-ungopmaTuBHbIf
Keep up with the Joneses — ObITh He Xy>Ke IPYTUX JItOjIeH
Launch — BeIityckaTh TOBap Ha PbIHOK
Legal — 3akoHHBIN
Mass media — cpejcTBa MaccoBOi HHpOpMALIUU
Medium — cpeacTBO, METOA
Message — pekiaMHOe cOOOLIEeHUE
Miss out — ynycTuTh
Persuasive — yOexaromuii
Place in a position to do smth — 1aTh BO3MOXHOCTb J1€J1aTh YTO-JI.
Price schedule — mkana nex
Recognition — y3HaBaHue
Run the advertising campaign — npoBOJINTH PEKIAMHYIO KaAMITAHUIO
Sales force — nponaBibl
Schedule — coctaBnath rpaduk, MIaHUPOBATH
Sense of responsibility — 4yBcTBO OTBETCTBEHHOCTH
Target audience — neneBas ayaAuTopus
Trademark-roprosas mapka
2. Translate the following words and word combinations or find
Russian equivalents.
1. to establish goals
. to select distributors
. selection of goods and services
. to build goodwill
. to the benefit of the consumer
. to bring advertising into disrepute
. in designing the message
. content of the advertisement

O 00 3 O L K W N

. approach to an advertising campaign
10. fair competition

11. to keep up with the Joneses

12. extensive advertising

13. intensive advertising
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14. celebrity

15. to correct misinformation

3. Translate the following sentences into Russian.

1. The function of advertising is to build morale of company sales
forces.

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

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

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

5. All advertisements should conform to the principles of fair
competition as generally accepted in business.

6. Persuasive advertising attempts to make those who do not use the
product feel as if they are missing out.

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

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

launched, persuasive advertising, increase sales, target consumer,
easy recognition, mass media, influence, sense of responsibility,
informative advertising

1. The general goal of advertising isto _ either immediately or in
the future, and to do so profitably.

2. The function of advertising is to inform customers of goods and
servicesand to  people’s behavior.

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

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

5. Therole of __is to inform the public of the product’s existence
and its particular uses.

6. , as its name implies, is used to try and persuade a consumer
to buy a particular product.
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7. All advertisements should be prepared witha  to the customer.
5. Find English equivalents for the following Russian expressions.
1. nenum pexsiamel

. YBEJIMYHUBATH O0OBEM MPOJANK

. BJIMATH HA TTIOBEJACHUE JIFOACH

. ”H(popMupyIOIIas pekiaMma

. yoexxaronas pekiiama

. TJIaBHBIA HEJTOCTATOK

. IPOBOOUT PCKIIAMHYIO KaMITaHUIO

0 3 N D kWL

. TaK Ha3bIBaeMasl IieJieBast ayIuTOPHs

9. yMeHbIIaTh TOBEPHE K pEKIame

10. BBIITyCKaTh HOBBII TOBap Ha PHIHOK

11. mkana uen

12. sxoHomuuecku 3¢ HeKTUBHAS peKIaMHasi KaMITaHUs

6. Translate the following sentences from Russian into English.

1. Ponb pekiambl COCTOUT B TOM, 4TOOBI MHPOPMHUPOBATH JIOACH O
CYIIIECTBOBaHHUHU TOBapa U 00 OCOOCHHOCTSIX €T0 MCIIOIh30BAHMS.

2. OcHOBHasI 11eJIb PEKJIaMBbI - IOBBICUTH 00BEM MPOJIAK.

3. Lenn pexmaMbl Takke BKIIIOYAIOT 3aBOEBAaHWE HOBBIX PBIHKOB U
MIPUBJICYCHUE HOBBIX TPYII MOTPEOUTENEH.

4. Yo6exnaaromas pekjiamMa WrpaeT Ha PEeBHOCTH, 3aBHCTH W JKEIaHHUH
OBITH HE XYXKE IPYTUX.

5. Voexnaromas pexiama OOBIYHO aCCOLIMUPYETCS C
NOTPEOUTETLCKUMHU TOBapaMU M HUCTIOIB3YETCSl Tam, TN Pa3Iuudus MEXITY
TOBapaMy HE3HAYUTEIbHBI.

6. ConepxaHue pEKIaMHOTO COOOIICHHS 3aBHCHT OT THIIA TOBapa U
pBIHKA, HA KOTOPOM TOBAp JOJKEH MPOAaBaTHCS.

7. Read and translate the following text.

ADVERTISING MEDIA

The function of advertising is to inform and influence people’s
behavior, as the general goal of advertising is to increase sales.

The major media used for advertising are newspapers, television, direct
mail, magazines and radio. Each has strengths and weaknesses. Let us now
examine the advantages and limitations of the various media.
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Newspapers

The typical newspaper circulates in a limited and well-defined area, and
this offers advantages to the advertiser interested in geographical selectivity.
Since almost everyone reads the newspaper, an intense coverage of the local
market can be obtained. Newspapers offer great flexibility because ads can be
inserted or removed with only a few days’ notice; this makes it feasible to
feature prices in most newspaper ads. Circulation costs are low, and because
most metropolitan areas have daily newspapers, messages can be presented
frequently. But there are several significant limitations to newspaper ads. The
paper has a short life-nothing is quite so stale as old news-so it is not likely that
advertising will have much influence beyond the day of publication.
Newspapers are hastily read, most studies indicate that the average reader
spends between 20 and 30 minutes on the paper. Therefore, a message has to
make an impression quickly or not at all. Finally, newspapers, being printed on
pulp paper do not have the quality of reproduction and colour that can be
achieved in magazine ads. This can be a disadvantage for some car and food ads
where the illustration has an important role to play.

Magazines

Although magazines now rank only fifth among the media in total
dollar revenue, more manufacturers advertise rather in magazines than in any
other medium. A particular advantage of magazines is their selective
readership: most magazines appeal to some groups and not to others, such as
magazines on hunting and fishing, skiing, jogging automobiles, etc. A
manufacturer can direct a message to the segment of the total market that
represents the most potential and thereby have a minimum of waste
circulation; in other word, the various specialized magazines enhance a
selective market segmentation strategy. Magazines also offer a high degree of
geographic selectivity.

Magazines are read in a leisurely fashion, compared with newspapers.
Some, such as National Geographic and Fortune, may be kept for years. They
are often found at doctors’ and ‘business’ reception rooms, and thereby have
a much wider readership than circulation figures would indicate. Most
magazines are printed on good paper and provide excellent colour ads. But
there are some limitations. Magazines lack flexibility: changes cannot be
made for several weeks before publication date-a factor that discourages the
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use of price in most ads. The infrequency with which magazines reach the
market, compared with other media, can be a drawback.

Direct mail

Direct mail permits the most selectivity of any media because it
reaches only that part of the market the advertiser wishes to contact. It is
more personal than any other media. It has the greatest flexibility; messages
can be tailored to the particular characteristics of the audience. Also, best
timing can be assured. A mailing list is a vital part of the direct mail
campaign because the people addressed should really be prospects. A firm
may compile its own list from company records, or lists can be bought for
almost any category of customer imaginable.

Direct mail offers particular advantages to smaller firms that cannot
afford mass media advertising because they need spend only what they can
afford or have productive capacity to handle. You can see how the quality of
the mailing list, the extent of duplication and the accuracy of addresses, is
important. As there is no editorial or entertainment material, much direct mail
material is thrown away without even being opened.

Television

Television has grown the most rapidly of the major media. It offers the
great advantage of appealing through both the eye and the ear and thereby
permits demonstration as well as explanation. It offers tremendous impact;
millions can be viewing a program and its commercials at one time.

On the other hand, television is extremely costly. A 30 second
commercial on a top-rated network program can cost more than $100 000.
Added to this are the costs of developing a commercial-rehearsals, filming,
reshooting, dubbing, scoring, animation, printing-and these can add up to
many more thousands. However, TV spot costs for all stations can vary widely
and even cost as little as $100 for some shows with lower audience ratings.

It is apparent that TV is most attractive to low-price, repeat sale,
mostly convenience goods manufacturers while magazines are strong with
distillers and tobacco companies (who are banned from TV and radio). The
automobile manufacturers use both media.

Radio

TV did not quite kill radio, as many had predicted. It reaches audiences
at low cost: a spot announcement may cost as little as $10. It is very flexible

53



geographically, so that a national firm can pick the areas where it wants to
concentrate efforts. The commercial itself can be changed up to broadcast
time. Market segmentation is facilitated because many stations concentrate
on particular audiences, such as teenagers, country music devotees, classical
music enthusiasts, etc. However, radio audiences tend to be extremely
fragmented, with many radio stations competing in most areas. Radio shares
another disadvantage with TV: the transient nature of any presentation-the
message 1s not available for reference or for rereading.

Outdoor or Billboard

Although only one percent of total advertising expenditures are used
for billboards, this medium has been heavily criticized by those concerned
with beautifying the nation’s highways and by some safety advocates who
think such advertising is distracting. It is a highly flexible, low-cost medium
and is excellent for reminder advertising. However, copy must be limited and
much detail avoided if the message is to be comprehended in the brief period
of passing the sign. Usually there is substantial waste circulation so that costs
per prospect may be quite high. The automobile companies have been the
major users of outdoor advertising.

Advertising has been subject to considerable criticism. Yet, few firms
can afford not to do some advertising. Despite the criticisms of advertising,
we are far better off with it.

Words and Expressions

Accuracy — TO4YHOCTb

Add — advertisement

Advertising media — cpeacTsa peknamsl

Advocate — 3aIUTHUK, CTOPOHHUK

Appeal — npu3bIBaTh, 00paIaTHCS

Ban — nHanarats 3amnper, 3anpemnarhb

Be better off — >xuthb s1yuie

Better off — cocrosarenbHbIl

Billboard — pexnamubiii T, apuria

Broadcast time — >¢upHOe BpeMs, BpeMsl BeIIaHUsI

Circulation — tupax

Circulation costs — pacxobl Ha COBIT TUpaXKa

Commercial — panuo- unm tenepexinama
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Coverage — OcBellICHUE B [1€YATH, 110 PAJAUO U T. II.

Direct mail — npsimas modroBasi pacchuiKa

Drawback — HenocraTok, oTpunaTenabHas CTOpoHa

Dub — o3ByuuBath

Enhance — yBenuuuBarh, yCUIMBaTh, yAy4dlllaTh

Facilitate — o0OJieruars, coeHCTBOBATD

Feasible — peasibHbIi1, BEITOTHUMBIM

Geographical selectivity — tepputopuanbHas n30UpaTenbHOCTh

Mailing list — JIUCT pacCchUIKH, CIUCOK PACCBUIKU

Market segmentation — cerMEHTHPOBAHUE PHIHKA

Market segmentation strategy — cTparerusi CCTMEHTUPOBaHUS PbIHKA

Medium (pl media) — crnioco0, cpeacTso

Outdoor advertising — HapyxHas pekiama

Pulp paper — msrkas, aemeBas Oymara

Quality of reproduction — xauecTBO BOCIIpOU3BECHNUS U 1BETA (TIPH
TeYaTH)

Readership — kpyr unrareneit

Reminder advertising — HaroMuHaronas pekiama

Safety advocates — cTOpOHHHKU 0€30MACHOCTH JABUKEHUS

Scoring — o3ByunBaHue

Selective readership — onpeneneHHbIi Kpyr yuTaTenen

Spot announcement — KOpOTKOE peKjIaMHOE OOBSBICHUE B CEpEUHE
WJIM B KOHIIE IPOrPaMMBbl

Stale — HecBexuit

Tailor — cnenuanbHO TpHCHOCAa0IMBATh ISl ONPEACICHHON IENH,
YbUX-TO HYXJ, UHTEPECOB

Timing — BbIOOp OIpeeIEeHHOTO BpEMEHU

Transient — MUMOJIETHBIN, HEIOITOBEYHBIA, CKOPOTEUHBIHN

With a few day’s notice — B KOpOTKUIi CPOK, B TCUCHHE HECKOJBKHUX
JTHEN

8. Answer the questions.

1. What are the main types of advertising media?

2. What 1is the difference between newspaper and magazine
advertising?
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3. What are the advantages and the disadvantages of newspaper
advertising?

4. What is the main advantage of magazines?

5. What firms prefer magazine advertising? Why?

6. What can you say about radio advertising?

7. Why is direct mail so popular with small firms?

8. What is the most expensive advertising medium? Why?

9. What kind of goods should be introduced by outdoor advertising?

10. What are the main groups of goods advertised on TV?

9. Say if the statements are true or false. Prove your point.

1. Newspapers offer great flexibility because ads can be inserted or
removed with only a few days’ notice.

2. The newspaper has a long life-nothing is quite as stable as old news.

3. A particular disadvantage of magazines is their selective readership.

4. Magazines offer a high degree of geographic selectivity.

5. Most magazines are printed on pulp paper and provide excellent
colour ads.

6. Direct mail permits the most selectivity of any media.

7. Direct mail offers particular advantages to big firms that cannot
afford mass media advertising.

8. Television offers the great advantage of appealing through both the
eye and the ear.

9. The automobile manufacturers use only TV commercials.

10. Radio is very flexible geographically, so that a national firm can
pick the areas where it wants to concentrate efforts.

11. Television offers low-cost advertising; millions can be viewing a
program and its commercials at one time.

12. The automobile companies have been the major users of outdoor
advertising.

10. Complete the sentences matching the beginning of the sentence
with one of the endings.

1. The general goal of advertising is

2. The function of advertisingis

3. A particular advantage of magazines is

4. Magazines also offer a high degree of .
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5. Most magazines are printed on

6. Direct mail offers particular advantages to

7. Television offers the great advantage of appealing through

8. As millions of people are viewing a program and its commercials at
one time television offers tremendous

9. The automobile manufactures use

10. Radio advertising is cost-effective and very flexible

a. both the eye and the ear

b. geographic selectivity

c. to inform and influence people’s behaviour

d. magazines, TV and billboard advertising

e. geographically

f. impact

g. good paper

h. smaller firms

1. to increase sales

j. their selective readership
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UNIT 5

1. Read and translate the following text.

THE FINANCIAL OBJECTIVES OF THE BUSINESS

Finance is central to the operation of any business. More or less every
activity a business undertakes will require some form of funding. Finance is
needed to rent or buy premises, to purchase capital equipment, to hire labour
and to obtain raw materials. Therefore, without finance a new business could
not be set up and an existing business could not continue to function.

The most important objectives of any business are:

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

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

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

Sources of Funds

Closely related to how money is used by a business is how it is
obtained, i.e. the various sources of funds. Sources and application of funds
are closely related because generally the most important factor in deciding
the method of obtaining the finance is the reason the finance is required.
Sources of funds can also be summarized under two broad headings.
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Internal Finance. This refers to the money a business generates from
its own assets. Internal finance can be obtained from the following sources:

1. Careful management of the business’s income and expenditure. This
is known as the cash flow of the business. It needs to be carefully monitored
to ensure there is enough money flowing into the business to meet current
commitments.

2. The profits from the previous trading activities of the business.
Some of the profits will be distributed to the owners of the business as a
return on their investment. However, it is usual to reinvest part of the profits
in order to allow the business to expand. Reinvestment is a very important
source of finance for capital expenditures.

The sale of the business’s assets. Often the finance required for new
assets can be partly obtained by selling older equipment. The business may
also sell assets to a third party under an agreement, which allows the assets to
be retained in return for an agreed rental. This sale and lease back generates
finance for the purchase of new assets at the cost of increasing the business’s
current expenditure.

External Finance. External finance refers to the injection of funds
from outside the business. Essentially this type of finance can be obtained
from two sources.

1. Borrowing money. All businesses borrow in order to finance a
whole range of business activity. Materials can be bought on credit to help
finance current expenditure and loans are obtained from many sources to help
purchase new assets.

2. Extending ownership. This means attracting finance from people
outside the business who are prepared to invest in its future. However, in the
long run the business will have to make enough profit to give a return on this
investment or the investors are likely to wish to withdraw their money and
invest it elsewhere.

Therefore, financial decisions are concerned with both sources of funds
and the application of these funds. In larger businesses this financial planning
and decision making is the responsibility of the Finance Department.

The staff employed in the Finance Department under the guidance of
Finance Director are concerned with three principal tasks:

— Monitoring when the money is coming in and going out.
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— Monitoring where it is coming from and going to.

— Monitoring how much is following backwards and forwards.

These various tasks are carried out by Financial Accountants,
Management Accountants, Financial Analysts, who are responsible for
preparing the financial accounts of the business, budgeting and giving advice
on the advisability of new investment proposals.

In order to undertake these functions effectively, accurate and up-to-
date financial information is needed.

Therefore the collection, presentation and evaluation of financial data
are central to the work of the department.

Essential Vocabulary

application of funds — ucnonb30BaHKE NEHEKHBIX CPEJCTB

borrowing n — ccyna; 3aem; KpeIuT

budgeting n — coctaBieHrEe CMETHI; COCTaBJICHHUE OI0KETa

business’s assets — KOpHopaTUBHBIC/OOIINE CPEACTBA, AKTHUBBI
Kopropauuu capital expenditures — KanuTaaoBIOKEHUS

capital finance — ocHOBHOI KanuTa

cash flow — nBmwKeHUE TeHEKHONH HATUYHOCTH

current expenditure — Texyuuii pacxon

current income — TEKYIIUNA JOXOJ

development n — pa3BuTHe, pacClIMpeHUE,

economies of scale — sxoHOMUS, 00yCTIOBIIEHHAs! POCTOM MacCIITa0OB

MIPOU3BOJICTBA
encounter — HaTaJIKUBaTbCA (HA TPYJHOCTH U T. I1.), CTOJIKHYThCS (C
TPYJIHOCTSIMU )
external finance — BHemHee (HaHCHpPOBaHNE, BHEIIHUE UCTOYHUKHU
(dbuHaHCHpOBaHUS
finance n — ¢uHaHCHl (JEHBI'M WIM JPYTHE JIUKBUIHBIE PECYpPCHI);

n0x0/1bl; (PMHAHCOBAas cUcTeMa; (PUHAHCOBOE J1€710; (PMHAHCUPOBAHHE
finance v — accurHoBaTh, (UHAHCHUPOBATH, BBIJACIATH CPEICTBA,
BKJIaJIbIBATh JCHBI'M; 3aHUMATHCA (PMHAHCOBBIMM OTEpaIUsIMU
financial account — ¢unancoBbIN cUeT; pUHAHCOBBIN OTYET
financial resources — nenexxusie pecypesl fund n - hou, KanuTan
funding n — cyOGcuaupoBanue, pruHaHCUpPOBaHUE
growth n — pasButue, poct
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in return for — B omiary 3a
injection of funds — BioxeHUE KanuTana
internal finance — BHyTpeHHee (puHAHCHPOBaHHE
loan n — 3aewm, ccyna
meet commitments — BBITIOJIHITH 00513aTEJILCTBA
monitor v — OCyIIECTBIATh TEKYIIHH KOHTPOJIb
premises n pl — HEABWKUMOCTh, 3JIaHHE C MPUJIETAIONIUMHU
MOCTPOUKAMH M YYACTKOM 3EMJTH
reinvest v — peMHBECTHPOBATh, CHOBA MTOMEIIAThH (KalUTal); CHOBa
WHBECTUPOBATH
reinvestment n — MOBTOPHOE MHBECTUPOBAHUE
rental n — cymma apeHIHOM TUTaThl; PEHTHBINA T0XO]T
return on investment — npuObUTHF HA UHBECTUPOBAHHBIN KarmuTal
sale and lease back — mnpogaxa u oOpartHas apeHna (mpojaxa
o0OpyZOBaHUSl C YCIOBUEM TMOJy4YeHUs €ro oOpaTHO B apeHay Ha
OTIPEICTICHHBINA CPOK)
short-run objectives — kpaTKOCpOYHbIE JI€]IH
sources of funds — MCTOYHMKHU KanuTaia
survival n — BbDKHBaHUE
trading activities — ToproBas A1esT€JIbHOCTb
wages n — 3apabOTOK, J0XO/, BO3HArpaxaeHue
withdraw — Opatb Ha3zaz
Exercises
2. Translate the following word combinations or find Russian
equivalents.
1. day-to-day expenditure
. to increase efficiency
. internal finance
. external finance

. in return for an agreed rental

2

3

4

5

6. Financial Accountant
7. Management Accountant

8. Financial Analyst

9. up-to-date financial information
1

0. business activity
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3. Translate the following sentences into Russian.

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

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

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

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

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

6. Internal finance can be obtained from the profits of the previous
trading activities.

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

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

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

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

services.
3. Growth allows the firm to , and open up new markets.
4. With growth come the benefits of and a more secure

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

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

7. The money received from the injection of funds from outside the
business is known as
8. Attracting people outside the business who are prepared to invest
money in its future is
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9. Financial Accountants are responsible for preparing the
of the business.
10. Management Accountants are responsible for the
business.
5. Find English equivalents for the following Russian expressions
and words:
1. Texymmii noxon
. TEKYILLIMH Pacxo
. KPaTKOCPOYHBIE IIeTTU
. OCHOBHOM KaruTall
. ICTIOJTb30BaHUE JICHEIKHBIX CPEJICTB
. ICHE)KHBIE PECYPCHI

. TOproBas ACATCIbHOCTDb

0 3 N D kLN

. TOBTOPHOE MHBECTHPOBAHUE

9. KanMTaJOBIOKEHUS

10. 3aem, ccyna

6. Translate the following sentences from Russian into English.

1. COop, uznoxxkeHue U oleHka (GUHAHCOBOM MHGPOPMALMH SIBIISIFOTCS
OCHOBHBIMU 33Jja4aMH (PMHAHCOBOTO OT/IETA.

2. ®OuHaHCOBBIC AHATUTHKH KOHCYJIBTUPYIOTCA 1O BOIPOCAM O
1€JIeCO00Pa3HOCTH HOBBIX HHBECTUIIMOHHBIX MPOCKTOB.

3. BepkuBaHne KOMIaHUH, €€ POCT M Pa3BUTHE TECHO CBSI3aHBI.

4. [loBTOpHOE  WHBECTHpPOBaHHWE  SIBISETCS  OYECHb  BAKHBIM
(MHAHCOBBIM HCTOYHUKOM KaITUTATOBIOKEHUSI.

5. ®UHAHCOBBIE BIIOKCHHUS 3aBUCAT KaK OT NCTOYHHKOB KalnTaia, TaK
¥ OT UCTIOJIh30BaHUS ICHEKHBIX CPE/ICTB.

6. Bce ¢upmbl 3aHUMAIOT JEHBIH, JUISI TOTO, YTOOBI (PMHAHCUPOBATH
CBOIO KOMMEPYECKYIO JIESATEIHHOCTb.

7. Read and translate the following text.

THE FINANCIAL CONTROL OF THE BUSINESS

Financial control means the directing and monitoring of the financial
resources within the business.

In order to make financial control possible it is first necessary to set
objectives and targets within which each department is expected to work. The

process is known as budgeting and is central to financial management.
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Essentially a budget is a financial expression of intentions or
expectations. Budgeting occurs at several levels within the business and over
different time scales. However, common to all budgets is that they relate to
the future and that they are therefore based upon forecasts rather than facts.
This is in contrast to the balance sheet and the profit and loss account, which
relate to the businesses past performance.

The preparation of a budget consists of a number of stages, which can
be expressed as the following sequence.

1. Information. A department will start its budgetary process by
looking at the information relating to its present situation. For example, in the
case of the Sales Department this means analyzing the current sales figures,
identifying trends and taking care to interpret any figures, which may be
result of unusual circumstances.

2. Forecasts. The next stage is to look forward to the period under
consideration and try to estimate as accurately as possible the situation,
which will prevail in the future, e.g. estimate the amount of business is likely
to sell over the coming year. Experience will be of great help here but other
techniques may also be employed, e.g. market research and statistical
analysis. Where accurate predictions are difficult to make it is common to
prepare more than one set of forecasts, e.g. an optimistic forecast and a more
pessimistic one.

3. Objectives. Once a business has framed its various forecasts, e.g.
production, sales, marketing and so on, then it is possible to set realistic
performance objectives. These will normally take the form of a series of
targets that each department is expected to meet, e.g. how much is to be
produced, the increase in sales the business is aiming for, etc.

4. The budget. The final stage of the process is to budget to meet the
business’s performance targets. This means setting out the level of expenditure
within which each department or sub-department (usually known as cost
centers) will have to work. The materials budget will be agreed on the basis of
the production targets, the marketing budget on the basis of the sales target and
so on. It is very important that all the various parts of the budget are carefully
coordinated. It obviously makes no sense to budget to sell 100,000 units if a
production target of only 80,000 has been set. Therefore, at each stage of the
budgetary process close interdepartmental consultation will be necessary.
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Once the budget has been set up there must be sufficient funds flowing
into the business to meet the necessary expenditures incurred during its day-
to-day trading activities. This process is called a continual flow of money
through the business.

The sale of business’s goods (or services) generates finance which is
used to purchase more materials, pay wages and so on in order to generate
more production, more sales and hence more income. Provided income from
sales is sufficient to meet these necessary immediate expenditures then the
business can continue to trade.

The business is said to be solvent. If the business is successful then the
amount received from sales will be greater than the costs of production and
therefore a profit will be made. The profit then can be used to reward the
owner(s) and possibly improve or expand the business in order to generate
higher profits in the future.

The items which change continually during the normal trading
activities of the business are known collectively as the business's working
capital. Working capital can be defined as the current assets available to the
business minus any current liabilities on these assets.

Current liabilities are the short-term debts of the business which will
have to be paid in the near future from current assets. The items making up
current liabilities are the various sums owed to the business’s creditors.

To ensure the efficient operation of the business, working capital needs
to be carefully managed. This involves a system of stock control, a debtor
policy and cash flow forecasting.

Businesses require finance for a wide variety of reasons and most
businesses can obtain finance from a number of different sources. Therefore,
decisions have to be made regarding the most appropriate source of finance.
The provision of advice concerning the best method of financing different
aspects of business activity is one of the key responsibilities of the Finance
Department. When considering which method of finance is most suitable for
any type of business activity, a number of factors must be taken into account:

1. The purpose for which finance is required. The reason a business
requires finance - the application of funds - is often the most important factor
in determining how the finance will be obtained the source of funds. This
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means that funds required to bridge a temporary cash flow problem are likely
to be sought from a different source than funds for capital expansion.

2. The cost of the finance. Certain types of finance are expensive to
raise, e.g. an issue of new shares. Other forms of finance can be expensive to
service, e.g. interest charges on borrowed funds. The various costs must be
carefully considered to ensure the business is obtaining its finance as cheaply
as possible.

3. The availability of finance. Some sources of finance are not
available to all businesses and this restricts the choice of funding.

4. The present financial structure of the business. It is important to
take account, of the existing liabilities of the business when considering
further finance. The capital gearing of the business is particularly important
in this respect.

5. How quickly the finance is required. If the funds are needed
immediately, e.g. to supplement cash flow, then the choice is likely to be
restricted to a small number of sources, e.g. a bank overdraft. The more time
the business has to plan for its financial needs, the wider the choice will be.

Finally, it should be noted that the larger the business, the greater the
number of possible sources of funds available. Small firms face particular
difficulties in raising the finance they need. This is one of the major reasons
preventing the growth and, development of such businesses.

Words and Expressions

application of funds — ucnonb30BaHKE NEHEKHBIX CPEJCTB

assets — cpezcTBa, POH/IbI

assets and liabilities — axTuB 1 maccus

balance sheet — Oyxrantepckuii 6ananc, 6aaHC KOMITaHUS

bank overdraft — npeBsilieHne kpeauTa (B 6aHKe)

borrowed funds — 3auMcTBOBaHHBIE (POH/IBI, 3a€MHBIE CPECTBA

bridge cash flow problem — ycTpanute npobGiemy aedunmTa
JICHE)KHBIX CPEJICTB;

budget n — Groxer

budget v — npenycMmarpuBaTh B OI0/IKETE, COCTABIATH OIOKET

budgetary process — mpoiiecc hopmupoBaHus OromKeTa

budgeting n — cocrasnenue (popmupoBanue) 6roKeTa, PUHAHCOBOE

IJIaHUPOBAHHUE,
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cash flow forecasting — nporuo3 ABMKEHUS AEHEKHOW HATUYHOCTH

continual flow of money — nocTostHHBIN KPYTrOBOPOT JIeHET

cost centres — OOpO KaJbKYJISALIUN

current assets — o00opoTHbie (OHABL, OOOPOTHBIE CpEACTBA
(IeHexXHbIe CpeCTBa, BIOKEHHBIE B 3alachl ChIPhbs, MaTepUaoB, TOIUIMBA,
TOTOBOW TIPOAYKIIHH)

current liabilities — xpaTkocpouHbie 0053aTeNBCTBA

day-to-day adj — noBceHEBHBII

debtor policy — nonuTHka B OTHOIIEHUH JOJKHUKOB

existing liabilities — HemorameHnHbIe 0JTOBBIE 00S3aTEIBLCTBA

financial control — ynpasnenue punancamu, GpuHAHCOBBIM KOHTPOJIb

forecast n — nporuo3, NPOrHO3MUpoOBaHUE

interest charges — pacxonpl MO yIylaTeé NPOLIEHTOB; MPOLEHT IO
3auMam

prevail v — npeo6ianate, npeBaIMpoOBaTh; TOMUHUPOBATD

profit and loss account — cueT npuObLIeH U YOBITKOB

provided conj — nipu ycioBHUH, €CITU TOJIBKO; B TOM CIIy4ae, ecliud

raise the finance — npusnekaTs GOHABI, TOTYYATH CCYAY

regarding — OTHOCUTEIBHO, KACAIOUIUNICS

solvent adj — nuarexxecrnocoOHbIN; KPEIUTOCTIOCOOHBIN

source of finance — ncTOYHMK (PMHAHCUPOBAHUSA

supplement cash flow — yBean4uTh NOTOK JEHEKHBIX CPEJICTB

system of stock control — cucrema ynpaieHus 3anacaMmu

target n — 1eyib, MUIIEHB; IUIAH; 3aJaHNUE

trading activities — TOproBeie MEPONIPUATHS, TOPTrOBas IESITENBHOCTD

working capital - 060poTHBIN KanuTan

8. Answer the questions.

1. What does the term “financial control” mean?

2. What are the main advantages of budgeting the business?

3. What factors are to be taken into account while choosing the method
of finance?

4. What are the main stages of budget preparation?

5. Why is the interdepartmental consultation necessary at all stages of
budgetary process?

67



6. Why is the process of budgeting considered central to the financial
management?

7. What is common to all budgets?

8. In what cases can the realistic performance objectives be set?

9. What problems do small businesses face?

10. Why is it necessary to prepare more than one set of forecasts
concerning the business’s expected performance?

11. Why some sources of finance are not available to all business?

12. What is the major reason preventing the growth and development
of small businesses?

9. Translate the sentences into Russian paying special attention to
the expressions in bold type.

1. Financial control means the directing and monitoring of the
financial resources within the business.

2. The reason a business requires finance is often the most important
factor in determining how the finance will be obtained - the source of funds.

3. The provision of advice concerning the best method of financing is
one of thé key responsibilities of the Finance Department.

4. Common to all budgets is that they relate to the future and that they
are therefore based upon forecasts rather than facts.

5. If the funds are needed immediately, then the choice is likely to be
restricted to a small number of sources.

10. Read the text below, pick out words and expressions in bold
type and match them with synonymous words and expressions from the
box.

administrative, in that way, reveals, office-workers, benefits,
corporate image, consequently, on top of that, purposes, lastly, goals,
contact

The Importance of Budgeting to the Business
1. The process of budgeting is central to financial management and the
efficient operation of the business. The main advantages to the business can
be summarized as follows:
2. Budgeting requires the business to consider its objectives and it
therefore clarifies its aims and polices.
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3. Each department or sub-department is required to plan expenditure.
This identifies the different areas of management responsibility within the
business.

4. Tt gives the people, who work in the business targets to aim for,
which improves incentives and motivates employees.

5. Budgeting requires cooperation and communication between the
various departments within the business. Thus it helps to develop a
corporate identity and reduces departmentalization.

6. In addition budgeting improves the central control of the business
by senior management.

7. Finally, budgeting identifies strengths and weaknesses within the
business and therefore helps to improve efficiency.

11 Translate the sentences into English paying special attention to
the expressions in bold type.

1. BeiOupas onTUManbHBIA ~ METOJ  (PUHAHCHUPOBAHHS  CJeayeT
NPUHATH BO BHUMAaHHe P51 PakTopoB.

2. Ilocime TOro Kak OIOMKET COTJACOBAaH, OH HCIONB3YETCS IS
KOHTPOJIA 32 JIEATEITHHOCTHIO BCEX OT/IEJIOB KOMITAHHUH.

3. Cnenyetr OTMETHUTh, YTO, YeM OOJIbllIe MPEAIpUITHE, TEM OOJbIIE Y
HET0 BBIOOP MOTCHIIMAJIBHBIX HCTOYHUKOB (DMHAHCHPOBAHUSI.

4. CrnienoBaTeibHO, HY:KHO TPHHATH PpellleHHe OTHOCHUTEIHHO
Haubosee 1eaecoo0pa3HOro HCTOYHNKA (PHHAHCUPOBAHUS.

5. Manple TPEANPUATHS CTAJKHBAIOTCA ¢ TPYIHOCTAMH B
MOJIYYCHHH (PUHAHCOBBIX CPEJICTB, B KOTOPBIX OHHM HYXTAFOTCS.
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UNIT 6

1. Read and translate the following text.
FUNCTIONS OF MONEY

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

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

Medium of exchange. The single most important use of money is a
medium of exchange. A medium of exchange is any item that sellers will
accept in payment for goods and services. As a medium of exchange, money
assists in the buying and selling of goods and services because buyers know
that sellers will accept money in payment for products or services.

Standard of value. The second use of money is a standard of value.
That is, money provides people with a way to measure the relative value of
goods and services by comparing the prices of products. In this way, people
can judge the relative worth of different items such as a television and a
bicycle. They can also judge the relative values of two different models or
brands of the same type of item by comparing their prices.

Money’s function as a standard of value is also important to record
keeping. Businesses need to figure profits and losses. Similarly, governments
must be able to figure tax receipts and the cost of expenditures. Money,
because it helps provide some uniformity to these accounting tasks, is also
called a unit of accounting.

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

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

Durability. Durability refers to money’s ability to be used over and
over again. Eggs would be a poor choice for money because they are fragile
and perishable. Metals such as gold and silver, however, are ideal because
they withstand wear and tear well. In fact, many coins minted in ancient
times are still in existence.

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

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

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

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

Types of money.

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

Sources of money’s value.

Money must have and retain value. All money falls into three
categories according to what gives the money its value. The three categories
of money are commodity money, representative money, and fiat money.

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

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

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

Essential vocabulary

A.D.=Anno Domini — Hamel 3psl

Acceptability — npuemiieMmocTb

Accounting — OyXrajiTepcKkuii y4er
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Accumulate wealth — HakaruMBaTh cocTOsIHHE

B.C. = before Christ — 10 Hameli 5psl

Bill of exchange — Bekcensb, TparTa

Cash — nanuuHble 1eHBIU

Check — uek

Checkbook money — neHbru OaHKOBCKOrO 000pOTa, JE€HBIU
Oe3HaJIMYHbIX PACUETOB

Commodity money — TOBap B pOJIM I€HET, TOBAPHBIE JEHBIU

Cost of expenditures — cTOMMOCTB 3aTpaT, U3AEPKKU OT PACXOJ0B

Demand deposit — nerno3ut 10 BocTpeOOBaHMs, O€CCPOUHBIN BKIA,
TEeKYIIUH CUeT

Deteriorate — yxynamarbcs

Divisibility — nenmnmocts

Durability ¥ —  OpoAOKUTENBHOCTH  CPOKAa  HMCIIOJIB30BAHUA,
JOJITOBEYHOCTh

Enhance — yBennunBarth, yCWINBaTh

Fiat — nekper, mocTaHOBIEHNUE, YKA3

Fiat money — neHbIu, CUUTAIOIIMECS JEHBIaMU 1O yKa3y

Figure — nocunTeIBaTh, CYNTATH

Gem — 1paroneHHbI KaMEHb

Medium of exchange — cpeacTBo oOpaieHus

Meet the conditions — BBINOJHATH YCIOBHUS

Mint — 4yeKaHUTb MOHETY

Near money — CyOCTUTYT JIeHET

Non-perishable — nenoprsammiics

Over time — B TeUEHHUE JJIMTEIBHOTO BPEMEHU

Payable on demand — nopnexamui omiare HEMEIJIEHHO IO
MIPEABSIBICHUIO

Perishable — cxoponoprsammiics

Portability — nopraTuBHOCTH

Record keeping — BeneHue yuera, yueT

Representative money — npecTaBUTEIbCKUE JEHBIU

Savings account — s1emo3uT, cOeperareybHbIi cueT

Stability in value — cTabmIBbHOCTH IIEHHOCTH

Stand for — o3HauaTh, CHMBOJIM3UPOBATH
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Standard of value — mepa croumocTtu
Store of value — cpencTBO HaKOIJIEHUS, CPENICTBO COEPEKEHUS
Time deposit — cpouHbIii 1eM03UT, BKJIaJ HAa CPOK
Uniformity — eannoo6pasue
Unit of accounting — enuHuIa yyeTa peajibHOrO KanuTaia, eIUHUIA
OyXrajnTepcKoro yuera
Wear and tear — u3HOC, aMOpTH3aLs, U3HALLINBAHUE
Withstand — BbIIEpKaTh, IPOTUBOCTOATH
Worth — niena, cTouMoCThb, IIECHHOCTh
2. Translate the following words and word combinations or find
Russian equivalents.
1. relative value
. to figure profits and losses
. tax receipts
. accounting task
. to accumulate wealth
. to withstand wear and tear
. to mint coins

. stability in value

O 0 3 O L &~ W

. durability
. acceptability

[U S
_ O

. to make transactions

[E—
(\9)

. payable on demand

[E—
W

. checkbook money

[
~

. representative money

15. fiat money

3. Translate the following sentences into Russian.

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

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

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

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

74



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

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

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

Standard of value, portability, fiat money, store of value, stability in
value, commodity money, medium of exchange, representative money,
acceptability, accumulate their wealth, relative value, durability

1. As a , money assists in the buying and selling of goods and
services.
2. Money enables people to judge the of different items by

comparing their prices.
3. Money’s functionasa  is important to record keeping because
it provides uniformity to accounting tasks.
4. As money is non-perishable and keeps its value over time it is
considereda
5. People save money in orderto  for later use.
6. Money’s ability to be used over and over again is called
7. is money’s ability to be carried from one place to another and
transferred from one person to another.
8. encourages saving and maintains money’s purchasing power.
9. Precious metals such as gold and silver have often been used as
10. Checks are  because they can be exchanged for currency.
5. Find English equivalents for the following Russian expressions
and words.
1. cpenctBO 0OpateHUs
. Mépa CTOMMOCTH
. CPEIICTBO HAKOIIJICHHUSI
. BeJICHUE yJeTa
. CTOUMOCTb 3aTpar

. CAMHHIa 6YXFaHTepCKOFO yucTa

N N L &~ W

. IOKYIIaTeIbCKasi CHOCOOHOCTD
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8. MOPTaTUBHOCTh

9. 1eIUMOCTD

10. ckoponopTamuiics

11. nero3ut 10 BocTpeboOBaHUs

12. cOeperaTenbHBIN cUET

13. cpouHbIii 1en03UT

14. Bekcenb

15. ToBapHBIC TCHBIU

6. Translate the following sentences from Russian into English.

1. Ha camom nene MHOTHE MOHETHI, OTYCKaHCHHBIC B JIPEBHOCTH, BCE
elle CyIeCTBYIOT.

2. CpaBHuBass IIGHBI Ha TOBapbl, JIFOAM MOTYT CYIuTh 00
OTHOCHUTEJIPHOM IIEHHOCTH PA3JIMYHBIX MTPEIMETOB.

3. ®upmam HEOOXOIUMO MOJICUYUTHIBATH MPUOBUIHA U YOBITKH.

4. JIeHbr" HE MOPTATCS, TIOITOMY MX MOXKHO CKOTIHMTH WIIH cOepedb JIs
JaJIbHEHTIIETO UCIIOJIb30BaAHMS.

5. lapIMU c10BaMH, MOKYTaTeIbHasi CIOCOOHOCTH JICHET J0JKHA OBITh
OTHOCHTEIFHO MOCTOSTHHOM.

6. Uekn MOTOMY CUMTAIOTCS JEHbI'AMH, YTO OHU SIBIITFOTCS CPEJICTBOM
oOparieHus, Mepoil CTOMMOCTH M CPEICTBOM COEPEKECHUSI.

7. Read and translate the following text.

TYPES OF FINANCIAL OPERATIONS

Saving money

People in the United States have many ways to save money. They may
spend it or save it, consume it or not consume it. Spending (the consumption
of disposable income) and saving (the non-consumption of disposable
income) are equally important to a strong economy.

People save money for four main reasons. They save for a down
payment on an automobile or a house and to finance a major purchase such as
a television set. They set money aside regularly to meet large annual or
semiannual bills such as property taxes or automobile insurance payments.
They save to have a ready reserve to meet unexpected expenses such as
medical or home repair bills. Finally, they save for major expenses in the
future such as college tuition payments or to meet retirement needs. Some
people save because they want to leave money to their children.
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Depositing money in a financial institution provide physical security
by protecting savers’ money from losses due to fire, theft, or other
catastrophes that might take place in the home. Most financial instructions
are protected by state and federal deposit-insurance plans.

The fee that financial institution pays for the use of depositor’s money
is interest. A financial institution charges interest on loans to make money. It
pays interest on savings deposits to attract a pool of money it can lend. A
financial institution makes a profit by charging more interest on loans than it
pays on deposits.

One of the measures economists is to analyze savings behaviour is
saving rate, the percentage of disposal income deposited into savings
accounts. The single most important determinant of personal savings in the
United States is income. Two other economic factors that have key effects on
the savings rate are the availability of consumer goods and rising prices.
When consumer goods are adequate to meet consumer demand and prices are
lower, people tend to spend their money. At such times, savings rates are
relatively low. When consumer demand is greater than the supply of
consumer goods and prices are high, people cannot readily purchase the
goods they need or want. At such times, savings often increase.

Types of savings accounts

Financial institutions have devised many types of saving accounts to
meet the different needs of savers. Among these are passbook savings, NOW
and money market accounts.

A common type of savings accounts among financial institutions is a
regular savings account, which is sometimes called a passbook account because
depositors receive a book in which all account transactions are recorded. A
second type of savings accounts is the negotiable order of withdrawal, or NOW
account. NOW accounts are offered at most commercial banks, savings banks,
and loan associations across the nation. The holder of a NOW account can write
checks on the amount deposited in tbhe account and collect interest on the
money remaining in the account. Another type of savings account that pays
interest and allows easy access to the savings is a money market account. It
offers variable interest rates that are usually higher than those of regular savings
or NOW accounts. The interest paid by money market accounts is often linked
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to Treasury bills because financial institutions invest the money deposited in
money market accounts in Treasure bills.

A saving account that requires the saver to leave money in the account
for a specific amount of time is called a time deposit.

Borrowing money.

Borrowing is the transfer of a specified amount of money from a lender
to a borrower for a specified length of time. Business people borrow money
to begin or expand their business, and federal, state, and local governments
borrow money to finance their programs and operations. Credit is the
purchase of goods and services without the actual transfer of money on the
promise to pay later. Even wealthy consumers consider the use of credit
necessary when purchasing expensive items such as houses and automobiles.

Consumers borrow money and use credit for two main reasons. First,
buyers can enjoy the use of an item while paying off the debt. They do not have
to postpone purchases until they have enough money to pay for the items in
cash. Second, consumers can extend payments for expensive items over a period
of time. Payments for home mortgages typically run for 20 to 30 years. Houses
are made affordable in this manner. Credit payments for televisions, major
appliances, and other expensive items often run from one to five years.

The money borrowed is called the principal. The amount paid by the
borrower for the privilege of using the money is called the interest. Both the
principal and the interest are included in the loan’s repayment. Most loans are
secured loans, which require that borrowers put up collateral. Collateral is
something of value offered by the borrower as a guarantee that the loan will be
repaid. If the loan is not repaid according to the terms of the loan agreement,
the lender may take the borrower’s collateral. Unsecured loans requiring no
collateral are rare and usually involve small amounts of money and short
periods of time.

A common consumer loan is an instalment loan. Repayment of the
principal and interest is divided into equal amounts according to the length of
the loan period, typically 12, 18, 24 or 36 months. The length of repayment
of the loan is important in determining the amount of the monthly payment.
The longer the loan period is, the smaller the monthly amount consumer must
pay. Buyers who can afford higher monthly payments prefer the shorter loan
period because it is less expensive.
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Most common use of an instalment loan is a home mortgage. A
mortgage is an installment debt owed on land, buildings, or other real
property. The mortgage must repay the mortgage in instalments for fixed
number of years, usually between 15 and 30 years. The loan is secured by the
property, which is forfeited if the loan terms are not met.

Buying on credit

In the use of credit, no money changes hands directly. Rather than
requiring money for a purchase, businesses allow customers to charge their
purchases and to pay for them over a period of time. Customers who do not
pay their charges in full each month pay interest on the unpaid principal until
the full amount is repaid. Customers who want credit must apply for it and
must have their credit approved before the credit can be used. The creditor
evaluates information about the purchaser and assigns that person a credit
rating. A credit rating is an estimation of the probability of repayment.

Creditors are particularly concerned about an applicant’s 4-Cs-
character, capacity to pay, capital and credit history. An applicant who
satisfies the 4-Cs is likely to receive a high credit rating, meaning the person
is a good credit risk. An applicant who fails to satisfy the 4-Cs is usually
assigned a low credit rating.

Words and Expressions

Borrow — 3aHUMaTh JICHBTU

Capacity to pay — maTexecrnocoOHOCTh

Character — penyranus

Charge interest — HaYuCIATH MPOLEHTHI

Collateral — mMyIIeCTBEHHBIH 3aJI0T, TOMOJHUTEIBHOE 00ECIIEUCHNE,
rapaHTHsl, TOPYIUTETHCTBO

Credit history — kpenutHast uctTopus

Credit payments — BBIIIATHI 10 KPEIUTY

Disposal income — 10X01, OCTAalOIIMICA MOCJE YIUIaThl HAJOTOB,
YUCTBIN JOXOJ

Down payment — rnepBoHaYaTbHBIN B3HOC, TIEpBasi BHITIATa

Forfeit — nmummTbcs B pe3ynbrate KOH(OUCKAIMH, TIOTEPATH MPAaBO Ha
4TO-1100

Home mortgage — unoreka, 3aor, 3akjiaJHas

Installment loan — ccyza ¢ oniaToi B pacCpouKky
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Interest — npoLeHTsI

Lender — xpenurop

Loan period — cpok Bo3BpailieHus 3aiima

Meet requirement needs — oriaunBaTh MEHCHOHHBIE HYKIbI

Money market account — HaKONUTENIbHBIN CYET, JEMO3UTHBIN CUET
JICHE)KHOTO PBIHKA

Mortgage — 3akiaz, UIIOTEKA

NOW (negotiable order of withdrawal) — Tekymuii cuer c¢
BBIUIATOW TIPOIICHTOB M CHHUCAaHWUEM IO OC€3HAJIMYHBIM pacuyeTaMm (THIa
YEKOB)

Passbook savings — cOepexxeHuss Ha OaHKOBCKOW cOeperaTebHOM
KHIDKKE

Passbook account —

Principal — cOeperatenbHblii cueT C Bblgauel cOeperaTeabHOU
KHIDKKHT

Principal and interest — xanuTasg v NpOLEHTHI

Pool of money — oOuuii neHexxHbld PoHA, OOBETUHEHHBIA pPE3epB
KaruTana

Real property — HeBUXHMOE UMYILECTBO

Regular savings account —o0bI4HBIN cOeperaTeabHbIN CUeT

Repayment — yruiara

Savings rate — Hopma cOepexeHui

Savings account — geno3ut, coeperareynbHbIi CUeT

Savings deposit — cOeperaTebHbIN BKIIa]

Treasury — rocynapcTBeHHOE Ka3HaueHCTBO

Treasury bills — kpaTkocpouHble Ka3HAUEICKHE BEKCEIIS

Time deposit — cpouHbIii 1eM03UT, BKJIaJ HAa CPOK

8. Answer the questions:

1. What are the main reasons for saving money?
. What are the advantages of depositing money?
. Why does a financial institution lend money?
. What economic factors affect saving rate?
. What type of savings accounts do you know?
. What are the mail reasons for borrowing money?

~N N L KW

. How can people profit by using credit?
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8. Why does the borrower put up collateral?

9. What is the most common type of mortgage?

10. What kind of applicants receive a high credit rating?

9. Say if the statements are true or false. Prove your point.

1. The fee that a financial institution pays for the use of depositors’
money is collateral.

2. Credit is the purchase of goods and services without the actual
transfer of money on the promise to pay later.

3. The shorter the loan period is, the smaller the monthly amount the
consumer must pay.

4. A financial institution charges interest on loans to make money.

5. The money borrowed is called the interest.

6. The mortgagee must repay the mortgage in instalments for fixed
number of years, usually between 15 and 30 years.

7. A financial institution makes a profit by charging more interest on
loans than it pays on deposits.

8. When consumer goods are adequate to meet consumer demand and
prices are lower, the savings rates are high.

9. When consumer demand is greater than the supply of consumer
goods and prices are high, the savings rates are low.

10. A credit rating is an estimation of the probability of repayment.

10. Complete the sentences matching the beginning of the sentence
with one of the ending.

1. A financial institution pays interest on savings deposits

2. A common type of savings accounts among financial institutions is
3. The length of repayment of the loan is important in
4. Even wealthy consumers consider the use of credit necessary
5. Credit payments for televisions, major appliances, and other
expensive items

6. The amount paid by the borrower for the privilege of using the
money

7. The money market account offers variable interest rates

8. Is the loan is not repaid according to the terms of the agreement,
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9. The loan is secured by the property, which is forfeited if .

10. The creditor evaluates information about the purchaser and

a. usually run from one to five years

b. the loan terms are not met

c. determining the amount of the monthly payment

d. assigns that person a credit rating accordingly

e. when purchasing expensive items such as houses and automobiles

f. to attract a pool of money it can lend

g. that are usually higher than those of regular savings or NOW
accounts

h. the lender may take the borrower’s collateral

1. is called the interest

j. a regular savings account, or a passbook account
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TEKCTBI JJIA AOIMNOJHUTEJIBHOI'O YTEHUSA

What is management?

You want me to explain what management is? Well, I guess I can
manage that! Actually, management as we understand it today is a fairly
recent idea. Most economists in the eighteenth and nineteenth centuries, for
example, wrote about factors of production such as land, labour and capital,
and about supply and demand, as if these were impersonal and objective
economic forces which left no room for human action. An exception was
Jean-Baptist, who invented the term ‘entrepreneur’, the person who sees to
use resources in more productive ways. Entrepreneurs are people who are
alert to so-far undiscovered profit opportunities. They perceive opportunities
to commercialize new technologies and products that will serve the market
better than it is currently being served by their competitors. They are happy
to risk their own or other people’s capital. They are frequently
unconventional, innovative people. But entrepreneurship isn’t the same as
management, and most managers aren’t entrepreneurs. So, what’s
management? Well, it’s essentially a matter of organizing people. Managers,
especially senior managers, have to set objectives for their organization, and
then work out how to achieve them. This is true of the managers of business
enterprises, government departments, educational institutions, and sports
teams, although for government services, universities and so on we usually
talk about administrators and administration rather than managers and
management. Managers analyze the activities of the organization and the
relations among them. They divide the work into distinct activities and then
into individual jobs. They select people to manage these activities and
perform the jobs. And they often need to make the people responsible for
performing individual jobs which form effective teams. Managers have to be
good at communication and motivation. They need to communicate the
organization’s objectives to the people responsible for attaining them. They
have to motivate their staff to work well, to be productive, and to contribute
something to the organization. They make decisions about pay and
promotion. Managers also have to measure the performance of their staff, and
to ensure that the objectives and performance targets set for the whole
organization and for individual employees are reached. Furthermore, they
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have to train and develop their staff, so that their performance continues to
improve. Some managers obviously perform these tasks better than others.
Most achievements and failures in business are the achievements or failures
of individual managers.

Management

A business can be viewed as a system: a group of related parts
organized to work together for some purpose. Management is the function
that integrates the parts of this system and makes sure that they work together
toward a desired purpose.

Management is a set of activities designed to achieve an organization’s
objectives by using its resources effectively and efficiently in a changing
environment. Resources — such as people, jobs or positions, technology,
facilities and equipment, materials and supplies, information, and money —
are used to accomplish the manager’s intended purpose. Effectively means
having the intended result; efficiently means accomplishing the objectives
with a minimum of cost.

Managers are individuals who make decisions about the use the
organization’s resources, and are concerned with planning, organizing,
leading (or directing), and controlling the organization’s activities to reach its
objectives. An important characteristic of managers is that they do their jobs
by working with and through other people.

The extent to which managers perform the functions of management
varies by level in the management hierarchy.

We commonly categorize managers as being in lower, middle or upper
levels of management, as shown in Figure 1; however, these terms usually
apply only in organizations large enough to have specialization. Small
businesses usually have one or two managers who are responsible for the
diverse management duties needed to keep the business running.

Upper managers spend most of their time planning, and leading
because they make decisions about the overall performance and direction of
the organization. Therefore, they are usually involved in the development of
goals and strategies to achieve those goals. Chief executive officer (CEO),
chief financial officer, chairman, president, and executive vice president are
common titles at this level.

84



Levels of management

Each organization can be represented as a three-story structure or a
pyramid. Each story corresponds to one of the three general levels of
management: top managers, middle managers, and first-line managers. At the
basic level of this pyramid there are operating employees.

TOP
MANAGEMENT

MIDDLE
MANAGEMENT

FIRST-LINE
MANAGEMENT

OPERATING EMPLOYEES

A top manager is an upper-level executive who guides and controls
the overall activities of the organization. Top managers constitute a small
group. They are generally responsible for the organization's planning and
developing its mission. They also determine the firm's strategy and its major
policies. It takes years of hard work as well as talent and good luck, to reach
the ranks of top managers. They arepresident, vice president, chief executive
officer, and member of the Board.

A middle manager is a manager who implements the strategy and
major policies handed down from the top level of the organization. Middle
managers develop tactical plans, policies, and standard operating procedures,
and they coordinate and supervise the activities of first-line managers. Titles
at the middle-management level include division manager, department
head, plant manager, and operations manager.

A first-line manager is a manager who coordinates and supervises the
activities of operating employees. First-line managers spend most of their
time working with employees, answering questions, and solving day-to-day
problems. Most first-line managers are former operating employees who,
owing to their hard work and potential, were promoted into management.
Many of today's middle and top managers began their careers on this first
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management. Common titles for first-line managers include office
manager, supervisor, foreman and project manager.

Operating employees are not managers. They are qualified and non-

qualified persons working for the organization. For their labour or
services

they get salaries or wages. They represent the work force of the
organization.

2. Areas of management

An organization structure can also be divided more or less horizontally
into areas of management. The most common areas are finance, operations,
marketing, human resources, and administration. Depending on its purpose
and mission, an organization may include other areas as well — research and
development, for example, or risk management.

A financial manager is primarily responsible for the organization's
financial resources.

An operations manager creates and manages the systems that convert
resources into goods and services. Operations management deals with the
production of goods, but with the production of services and a variety of non-
business activities as well.

A marketing manager is responsible for the exchange of products
between the organization and its customers or clients. Specific areas within
marketing are marketing research, advertising, promotion, sales, and
distribution.

A human resources manager is responsible for the exchange of
products between the organization and its customers or clients. Specific areas
within marketing are marketing research, advertising, promotion, sales, and
distribution.

An administrative manager (also called a general manager) is not
associated with any specific functional area but provides overall
administrative leadership. A hospital administrator is a good example of an
administrative manager.

The Four Management Functions of Business
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Business management deals with the same general kinds of activities
but differs in two principal ways: it handles resources and activities on a
larger scale than most of us are accustomed to in our personal lives and it
accomplishes work through other people.

The process of planning, organizing, directing, and controlling the use
of a firm’s resources to effectively and economically attain its objectives is
called management. A business can be viewed as a system: a group of related
parts organized to work together for some purpose. Management is the
function that integrates the parts of this system and makes sure that they work
together toward a desired purpose. Administration is another term with nearly
the same meaning, though it is more often used to refer to the management of
institutions, such as schools or hospitals. It may, however, also be applied to
business firms, particularly to the functions of higher-level management.

Managers typically perform four key functions for their businesses (see
Figure 1): (a) planning, (b) organizing and staffing, (c) directing and
coordinating, and (d) evaluating and controlling. Each of these functions is
continuous and all are interrelated. The functions can be seen as a process
continuously repeated in a cycle. Managers make plans to solve the problems
and to take advantage of the opportunities presented to their companies.
People are recruited to carry out the plans.

1 Planning
> - objectives ’_l
- strategic plans
l 2 Organizing
4. Evaluating Goals resources,
and A activities, and
controlling people
T 3 Directing and
coordinating —

Figure 1. The Four Key Functions of Management
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He or she directs and coordinates the activities of those who work in it.
Evaluations of how well the organization is working toward its goals partially
determine plans for future operations.

Planning is the backbone of every management effort. A plan, to a
business manager, is an explicit statement of the business’s future objectives
combined with a step-by-step description of the actions that will be necessary to
reach those objectives. The planning process centers on satisfying the two main
requirements of this definition: clear goals and specific actions to meet them.

The terms goals and objectives can be used interchangeably. They
represent the targets, or endpoints, toward which business efforts are directed.
At a given time, a company may have hundreds of overlapping objectives.
Some are general and long-range, such as maintaining an acceptable profit
and rate of company growth. Others are more specific, usually devised to
contribute to the general goals.

The first important part of the planning process is to set forth the
important objectives of the company and to make them explicit. The other
steps in planning follow naturally from this beginning.

The manager’s goal is to reduce the costs of selling the product. The
manager then considers several alternative solutions: (a) discontinuing the
starters, (b) establishing a minimum order size, or (c) installing expensive
new conveyor systems to aid order filling.

The same kind of process must be applied to all planning and at every
level of management. The resulting plans for attaining the overall, long-term
goals of a company are called strategic plans. The plans and procedures for
reaching goals that are only a week, or month, or year away — those plans that
involve what must be done from day to day — are operating plans.

Plans specify the actions to be taken; the way in which these actions
will be carried out is determined by the organizing function of management.
Organizing is the process of setting up the structure and rules to control the
way resources — workers, material, machinery, and money — work together to
reach objectives. Organizing determines what authority each employee has,
who will do what job, what methods and equipment will be used, and other
specific rules which determine how the work will be done.

Outstanding plans and an excellent organization will accomplish
nothing unless people are actually put to work, doing the right job and doing
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it correctly. Directing is the process of guiding and motivating people in the
organization to do the work needed to accomplish the company’s goals. It
includes telling and showing subordinates what jobs to do and how to do
them and detecting errors and seeing that they are corrected. Effective
directing requires the kind of sensitivity and leadership that will motivate
subordinates and fellow workers.

In management, coordinating is largely a process of assuring
communication between parts of the organization — individuals, departments,
and levels of management — to make sure that they are working together on
appropriate efforts toward mutual goals. Coordination attempts to avoid
duplication of effort or omission of some essential activity. It insures that
various parts of a total effort will take place at the right time and in proper
sequence.

The final function of management is controlling. It requires evaluating
the performance of the firm and its parts and making changes to improve
operations. This function is clearly related to all of the other things
management does, but it is most intimately connected with planning. The
evaluations that are made as part of controlling the business operation serve
to determine whether plans are being carried out and objectives met.

Controlling compares actual results of operations — sales, production
output, costs, product quality, and employee performance — with performance
goals or standards (see Figure 2). Ideally, the standard should be set as part of
the planning process.

Performance Standards

Correct or Correct Correct
change inputs or change outputs
process with
standards

Input: Resources

Conversion process Output: Results

Figure 2. Management controlling process
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How to Promote a New Product & Marketing Activities
Getting a new product out for customers to see and try out is the first step
in selling that product successfully. Even the best product will do little good for
the public if they do not know it exists. Therefore, business owners or marketing
professionals must utilize various marketing techniques to guarantee that the
right audience knows about the product and that they receive the knowledge as
effectively as possible. Fortunately, there are a number of fairly simple
marketing opportunities for spreading the word and ensuring sales. Step 10ffer
promotional products. The majority of people love freebies, and creating an
event at which you give away products is more likely to draw customers that
might not otherwise have been interested. In addition, a promotional event
creates an opportunity for you to send out a press release about the event - as
well as the product- and thus utilize the local media outlets, such as newspapers
and news programs, forgetting the word to the public. Step 20rder printed
promotional material that shares information about the products. Printed
promotional material can range from simple flyers to more elaborate pamphlets
that detail product specifications. In addition, business cards can be an excellent
marketing tool. If the company features one product in particular, the business
card can note that the company is home of the product; or something
along those lines, to keep the connection in mind for customers. And be sure to
handout as many of these printed promotional items as possible, to reach the
widest desired audience. Step 3Create sample sizes of products and offer them
to those who can review the products and offer feedback or a positive response.
Focus on sending the samples to those with credibility in the industry, such as
professionals or experts whose feedback will have more effect on convincing
customers to try the product. Step 4Collect testimonials from customers who
have used and enjoyed the product. Testimonials can be a powerful tool for
convincing potential customers to take the plunge, because they create the link
between customers who trust the opinions of others like themselves. Suppose,
for instance, that you have designed and are marketing a new range of hand
lotion. Testimonials from customers can be powerful for persuading others to
pass by more familiar names to use your product. What is more, testimonials
that speak to specific cases such as reduced psoriasis or elimination of chapping
on hands can help to convince others with similar concerns.
by Kristie Lorette, Demand Media
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Why people become great at managing

1. Enjoy helping people grow. Few things feel better than helping
someone who is new to a role, or who has been struggling, into becoming a
productive, confident person. There’s a kind of satisfaction in helping someone
figure out how to be successful that doesn’t come from many other living
experiences. Great managers love seeing this happen on their teams.2. Love
creating positive environments. A great manager creates a team and office
environment that makes it easy for smart people to do good things. They love
that moment when they wander the halls and see all sorts of amazing things
happening all on their own, with passionate, motivated people doing good work
without much involvement from the manager.3. Care deeply about the success
and well being of their team. Thoroughbred horses get well cared for. Their
owners see them as an expensive asset and do whatever they can to optimize
their health, performance, and longevity, even if their motivations are largely
selfish. A great manager cares deeply about their staff, and goes out of his way
to protect, train, care for, and reward their own team, even if their primary
motivation is their own success. 4. Succession mentality. A successful manager
eventually realizes their own leadership will end one day, but if they teach and
instill the right things into people who work for them, that philosophy can live
on for a long time, long after the manager is gone. This can go horribly wrong
but the desire to have a lasting impact generally helps people think on longer
term cycles and pay attention to wider trends short term managers do not notice.
5. Long term sense of reward. Many of the mistakes managers make involve
reaping short term rewards at the expense of long term loyalty and morale. Any
leader who inverts this philosophy, and makes short term sacrifices to provide
long term gains, will generally be a much better manager. They recognize the
value of taking the time to explain things, to build trust, to provide training, and
to build relationships, all of which results in a kind of team performance and
loyalty the short term manager never believes is possible.6. Practice of the
golden rule. Anyone in power, who treats all of their employees the same way
they truly would want to be treated, or even better, will always be a decent,
above average manager. A deeply moral person can’t help but do better than
most people, as treating people with respect, honesty and trust are the 3things
most people wish they could get from their bosses. 7. Self aware, including
weaknesses. Great leaders know what they suck at, and either work on those
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skills or hire people they know make up for their own weaknesses, and
empower them to do so. This tiny little bit of self-awareness makes them open
to feedback and criticism to new areas they need to work on, and creates an
example for movement in how people should be growing and learning about
new things. 8. Sets tone of healthy debate and criticism. If the boss gives and
takes feedback well, everyone else will too. If the boss is defensive, passive-
aggressive, plays favorites, or does other things that work against the best idea
winning, everyone else will play these destructive games. Only a boss who sees
their own behavior as a model the rest of the organization will tend to follow can
ever become a truly great manager. Without this, they will always wonder why
the team behaves in certain unproductive ways that are strangely familiar.9.
Willing to fight, but picks their battles. Great managers are not cowards. They
are willing to stake their reputation and make big bets now and then. However
they are not crazy either. They are good at doing political math and seeing
which battle is worth the fight at a given time. A manager that never fights can
never be great — they will never have enough skin in the game to earn the
deepest level of respect of the people that work for them. But a manager that
always fights is much worse. They continually put their own ego ahead of what
their team is capable of.

Motivation

Motivation refers to psychological process that gives behavior purpose
and direction. It is an important area of study for managers because it helps
them better understand our most valuable resource, people. (Realistically,
motivation is just one of many explanations of work behavior, such as one’s
knowledge and emotional state and organizational factors.) Even though the
employees in one study ranked ‘“interesting work™ the highest among the
things they wanted from their jobs, their supervisors believed that they
wanted “good wages” above all else. This type of misperception of
employees’ needs can cripple a motivation program. Pollster D.Yankelovich
contends that traditional motivation tools such as fear, money, strict
supervision, and the work ethic are inappropriate for nearly half of today’s
labor force in the USA. Among alternative motivation theories, Maslow’s
needs hierarchy theory, Herzberg’s two-factor theory, and expectancy theory
stand out as particularly relevant for managers. According to Maslow’s

message, people always have needs, and when one need is relatively fulfilled,
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others emerge in a predictable sequence to take its place. His five-level needs
hierarchy, although empirically criticized, makes it clear to managers that
people are motivated by emerging rather than fulfilled needs. Assuming that
job satisfaction and performance are positively related, Herzberg believes
that the most that wages and working conditions can do is eliminate sources
of dissatisfaction. According to Herzberg, the key to true satisfaction and
motivation is an enriched job that provides an opportunity for achievement,
responsibility, and personal growth. Expectancy theory is based on the idea
that the strength of one's motivation to work is the product of perceived
probabilities of acquiring personally valued rewards. Both effort-performance
(“What are my chances of getting the job done if I put out the necessary
effort?”’) and performance-reward (“What are my chances of getting the
rewards I value if I satisfactorily complete the job?”) probabilities are
important to expectancy theory. Depending on how it is designed, a job can
either hamper or promote personal growth and satisfaction. Although
historically a key to higher productivity, specialization of labor has been
associated with costly human problems in recent years. Managers have the
options of fitting people to jobs or fitting jobs to people when attempting to
counter the specialization-of-labor dilemma. The first option includes
realistic job previews (honest explanations of what a job actually involves),
job rotation( periodically moving people from one specialized job to another),
and limited exposure (establishing a challenging but fair daily performance
standard, and letting employees go home when it is reached). Managers who
pursue the second option, fitting jobs to people, can either enlarge (combine
two or more tasks into a single job) or enrich (redesign a job to increase its
motivating potential) jobs Job enrichment vertically loads jobs21to meet
individual needs for responsibility and knowledge of results. Personal desire
for growth and a supportive climate are required for successful job
enrichment. Both extrinsic (externally granted) and intrinsic (self-granted)
rewards, when properly administered, can have a positive impact on

Types of organizations
Whenever individuals come together for a common purpose, their
separate activities must be coordinated to achieve maximum effectiveness.
The term ““organization” has come to acquire a number of meanings. An

organization of people who meet and have some sort of formal relationship,
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such as a civic club, a political party, or an athletic team, may be called an
organization. A business enterprise, with all its resources, personnel, equipment,
and methods or production and distribution, is typically called an organization.
The term ‘organization’, however, has its most proper meaning in a managerial
context when it refers to the outcome of the organizing function.

In the organizing process, management sets up the structure and rules
that control the way a company’s resources will interact to reach objectives.
The resulting internal structure is the organization: this structure prescribes
the tasks and activities to be carried out, the relationship between these
activities, and the role each individual in the company will play in meeting
planned objectives. Thus management is responsible for the organizing
function or process and the organization itself.

Organizational relationships within a business may be formal or
informal. Formal organizations are consciously planned. They are arranged
according to rational principles which are usually set down in writing. The
purpose of formal organizations is to control the routine activities and
decisions that keep the company running. Informal organizations exist
without specific planning. The informal organization develops from social
likes and dislikes of the employees.

Every business firm has its unique organization requirements. There
are, however, certain principles that help to establish a sound internal
structure. By following these principles, management creates an organization
that is planned, suitable to purpose, well-defined, and as uncomplicated as
possible. The principles are: a) organization follows planning; b) the structure
of organization should fit its size and function; c) duties and relationships
should be clearly defined and specified; d) to achieve effective supervision,
the number of subordinates should be limited.

Organizations can also vary in the extent to which authority is
distributed down the chain of command to middle and lower level of
management. A centralized organization is one in which almost all of the
authority is concentrated in a few positions at the top. In a company with
centralized organization, nearly all important operating decisions will be
made by top management. The main task of those below is to carry out their
decisions efficiently. A decentralized organization delegates much more
authority to the managers who are closer to actual operations.
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In the long history of business management, three kinds of internal
structures have evolved: line, line-and-staff, and functional. Most companies
use one or more of these forms today.

An internal business structure in which every employee is a member of
a direct chain of command from the top executives down through the levels
of management is called line organization. It is called a line organization
because authority flows in a direct line from the top of the organization to
any individual worker at any level.

The line organization has a distinct advantage in its simplicity; every
employee can understand the organization and know where he or she stands.
The direct supervisor-subordinate relationship makes it easier to maintain
discipline and quality of work.

A great disadvantage of the line organization is that it is sometimes not
capable of handling the complex management and technical needs of a large,
modern company. Another disadvantage is that there are often insufficient
formal means for communication and coordination between departments.
Also, since managers are responsible for all of the work of their subordinates,
they are often burdened with decisions about details.

As the complexity and size of a company increase, managers usually
find it necessary to modify the line organization by adding staff specialists to
handle certain specific duties. This is called line-and-staff organization. It is
the most common internal structure today, especially for large companies.
The staff specialists perform technical services and provide expert guidance
to line managers.

The great advantage of the line-and-staff organization is that it allows
specialists to handle highly technical or complex functions while the
company retains many of the benefits of line organization.

The disadvantage of a line-and-staff organization is that conflict often
arises between line positions and staff positions. Line managers and workers
may consider staff specialists as expensive extra baggage. Staff workers may
resent managers who do not take their advice.

An alternative way to organize a business is to assign managers the
responsibility for all activities and decisions in certain defined functional areas
of operation. This is called functional organization. This structure, for example,
might have five managers supervising the workers in a manufacturing plant. The
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personnel manager would directly handle all personnel matters, the production
manager would concentrate exclusively on production etc.

The main advantage of functional organization is that it allows
managers to specialize in one particular area of operations. Their expert
guidance becomes directly available to all workers without an intervening
line manager. The fact that every worker has more than one supervisor is a
great disadvantage of functional organization, however. This can cause
conflicting commands and loss of discipline and can make it difficult to put
down the responsibility for decisions. For this reason, most businesses that
choose a functional organization try to clearly restrict the degree of authority
certain functions can exercise over other functions.

A fourth kind of organization is used by firms that must manage a
number of one-time projects — such as road, dam, or bridge building, or a
research investigation. These firms use a matrix organization, which allows a
project manager to exercise temporary authority over a number of specialists
who also must report to different line managers for supervision in their
specialties. This enables specialists to be assigned to projects where they are
needed. It has the disadvantage, however, of asking an employee to report to
two different bosses.

Strategic panning

Strategic planning is an organization's process of defining its strategy,
or direction, and making decisions on allocating its resources to pursue this
strategy, including its capital and people. Various business analysis
techniques can be used in strategic planning, including SWOT analysis
(Strengths, Weaknesses, Opportunities, and Threats) and PEST analysis
(Political, Economic, Social, and Technological analysis).

Strategic planning is the formal consideration of an organization's
future course. All strategic planning deals with at least one of three key
questions:

"What do we do?"

"For whom do we do it?"

"How do we excel?"

In business strategic planning, the third question is better phrased
"How can we beat or avoid competition?" In many organizations, this is

viewed as a process for determining where an organization is going over the
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next year or more typically 3 to 5 years, although some extend their vision to
20 years. In order to determine where it is going, the organization needs to
know exactly where it stands, then determines where it wants to go and how
it will get there. The resulting document is called the "strategic plan".

It 1s also true that strategic planning may be a tool for effectively plotting
the direction of a company; however, strategic planning itself cannot foretell
exactly how the market will evolve and what issues will surface in the coming
days in order to plan your organizational strategy. Therefore, strategic
innovation and tinkering with the 'strategic plan' have to be a cornerstone
strategy for an organization to survive the turbulent business climate.

There are a variety of perspectives, models and approaches used in
strategic planning. The way that a strategic plan is developed depends on the
nature of the organization's leadership, culture of the organization,
complexity of the organization's environment, size of the organization,
expertise of planners, etc. For example, there are a variety of strategic
planning models, including goals-based, issues-based, organic, scenario
(some would assert that scenario planning is more a technique than model),
etc. Goals-based planning is probably the most common and starts with focus
on the organization's mission (and vision and/or values), goals to work
toward the mission, strategies to achieve the goals, and action planning (who
will do what and by when). Issues-based strategic planning often starts by
examining issues facing the organization, strategies to address those issues,
and action plans. Organic strategic planning might start by articulating the
organization's vision and values and then action plans to achieve the vision
while adhering to those values. Some planners prefer a particular approach to
planning such as appreciative inquiry. Some plans are scoped to one year,
many to three years, and some to five to ten years into the future. Some plans
include only top-level information and no action plans. Some plans are five to
eight pages long, while others can be considerably longer.

Control
Control is an issue facing every manager in every organisation today.
Control concerns are very extensive. Office productivity, the time needed to
resupply merchandise in stores, the length of time that customers must wait in
check-out lines, quality and suchlike are all about control.
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The systematic process through which managers regulate
organisational activities to make them consistent with expectations
established in plans, targets, and standards of performance is called
organisational control.

A well-designed control system consists of four key steps: a)
establishing standards of performance, b) measuring actual performance, c)
comparing performance to standards, and d) taking corrective action.

Control should be linked to strategic planning. Changes in the
environment require that internal control systems adapt to strategic changes;
control systems must not continue measuring what was important in the past.

The organisation exists around a production process, and control can
focus on events before, during, or after this process. These three forms of
control are called, respectively, feedforward, concurrent, and feedback.

Feedforward control focuses on human, material, and financial
resources that flow into the organisation. Its purpose is to ensure that input
quality is sufficiently high to prevent problems when the organisation
performs its tasks.

Concurrent control monitors ongoing employee activities to ensure that
they are consistent with quality standards. It relies on performance standards.
Concurrent control is designed to ensure that employee work activities
produce the correct results.

Feedback control focuses on the quality of the end product or service
after the organisation’s task is completed.

Most organisations use all three types simultaneously but emphasize
the form that most closely corresponds to their strategic objectives.

Finally, effective organisational control consists of several
characteristics, including a link to strategy, use of all four control steps,
acceptance by members, a balanced use of objective and subjective data, and
the qualities of accuracy, flexibility, and timeliness.

A new approach to control being widely adopted in Canada and the
United States is total quality management. It involves everyone in the
organisation who is committed to the control function.

There are two main control approaches to quality. They are modern
clan control and traditional bureaucratic control. Bureaucratic control is the
use of rules, policies, hierarchy of authority, written documentation, reward
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systems, and other formal mechanisms to influence employee behaviour and
assess performance. Clan control relies on social values, traditions, common
beliefs, and trust to generate compliance with organisational goals.

The implementation of total quality management involves the use of
many techniques. Four major techniques of total quality management are
benchmarking, reduced cycle time, outsourcing, and continuous
improvement.

Quality circles, which are teams of 6 to 12 employees who identify
quality problems and discuss solutions, are one means of implementing a
quality control philosophy in an organisation.

Management and Leadership

Business managers can tell their subordinates what work to do and how
to do it because they are given that authority by their companies. A
subordinate, in theory, agrees to take direction from his or her superiors as
one of the conditions of employment. In addition to authority, a manager
must also use leadership to produce a truly effective organisation. Leadership
may be defined as the ability to influence the attitudes and behaviour of
others through skill in personal relations and without the use of force. Many
have held that leaders must be born with these skills, but modern practice
views leadership as resulting from a combination of talent, training, and
experience.

— To be an effective leader, a manager must use complex intellectual
and social skills to deal with different kinds of people in a wide variety of
situations. An effective manager must be able to adapt his or her style and
approach to many different situations. In addition to these, certain personal
traits are often found in good leaders: Being a leader requires dealing with
other people. A leader must be sensitive to the needs and feelings of others
and must genuinely respect those feelings. Effective leaders know how to
communicate and how to encourage others to communicate.

— Leaders must have emotional and social maturity. They must accept
their own feelings and control their own behaviour. They must remain
rational when angry and not be defeated by frustration and stress. They must
be able to accept diversity and disagreement in others.

— Good leaders must be intelligent. They must be able to analyse

complex situations and discover relationships, causes, effects, and solutions.
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— Good leaders need self-motivation. In the position of leader, men
and women will be subjected to stress and anxiety, rewards may be intangible
or delayed. Only a strong inner determination to succeed allows people to
function well in this role.

— Leaders must have an instinctive insight into what it takes to make
others respond willingly to their directions. Many who have desirable
leadership traits do not succeed in it. Many others, who do not bear the
outward signs of leadership, have proven to be effective leaders.

Managers need great flexibility to be good leaders. They must be able to
alter their leadership behaviour to suit different situations, despite what certain
theories say about one management style being more effective than others.

Management styles range from autocratic to participative. The
autocratic manager makes decisions and imposes them on subordinates.
Employees are required to obey. If they do, they will be rewarded, usually
with money; if they do not, they will be punished. Participative managers
invite employees to take part in the decision-making process. They encourage
initiative and self-direction in others. They try to provide their subordinates
with positive motivators, such as opportunities to satisfy their need for
achievement.

In practice, the best managers must be flexible enough to shift from the
autocratic to the participative role as required in specific situations. In
emergencies, where much is at stake and rapid decisions are needed, as on a
battlefield or when fighting a fire, autocratic leadership may be most
appropriate. In normal management situations, where long-term relationships
occur and individuals must continually develop new skills, participative
management seems to be most effective.

Which bosses are best? (from the Guardian)

How do you like your boss? Sympathetic, empowering and not too
busy, probably. They will be aware of the pressures of your job, but delegate
responsibility where appropriate. They will be interested in your career
development. Oh, and, preferably, they will be male.

In a survey for Royal Mail special delivery, a quarter of secretaries
polled expressed a preference for a male boss. Only 7% said they would
prefer a woman. The future of management may be female, but Ms High-

Flier, it seems, can expect little support from her secretary.
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One should not, of course, assume that all secretaries are female, but
women still make up the overwhelming majority. So it makes uncomfortable
reading for those who like to believe that a soft and cuddly sisterhood exists
in the previously macho office environment, where women look out for their
own. The findings also raise questions about neat predictions of a feminised
future for management, where ‘womanly’ traits such as listening skills,
flexibility and a more empathetic manner will become normal office
currency.

Business psychologist John Nicholson is surprised by the survey’s
findings, asserting that ‘the qualities valued today in a successful boss are
feminine, not masculine’. He is emphatic that women make better bosses.
‘They listen more, are less status-conscious, conduct crisper meetings, are
much more effective negotiators and display greater flexibility.’

They are also considerably more common than they used to be.
According to information group Experian, women are no longer scarce in the
boardroom — they occupy a third of the seats round the conference table.
Women directors are still relatively uncommon in older age groups, but
among young directors the proportion is growing.

Anecdotal evidence suggests that a reluctance to work for a woman
may be more a question of management style than substance. ‘It’s just
women bosses’ attitude,” says Martha, a PA for 25 years who has worked
predominantly for women, including a high-profile politician. ‘It’s something
women have that men don’t. When they are critical they are much more
personal, whereas men sail through not taking a blind bit of notice.’

Sonia Neill, a former secretary at Marks and Spencer, has experienced
power struggles between women even where there was a significant disparity
in status. ‘Women either find it awkward to give you work or they try to
assert themselves by giving you really menial tasks. Men never do that.’
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TPAMMATHYECKH CIIPABOYHUK

The English Tenses
Tense Simple | Continuous Perfect Perfect Continuous
Group
V /Vs(es) | Be (am,is, | Have / has Have / has been
are) +Ving | +Ved/V; +Ving
1/you/
they / we Iam 1/you/we/they 1/ you / they / we
Present | chatonline | chatting | have chatted | have been chatting
every day. | online now. | He/she/it | He/she /it has been
He /she/ | You/we/ has seen chatting
(it) chats they are [ haven’t We haven’t been
online chatting chatted chatting
every day. | He/she is He hasn’t He hasn’t been
[ don’t chatting seen chatting
chat I’m not Has she Have they been
He doesn’t | chatting chatted? chatting?
chat We aren’t Have they Has she been
Do you chatting seen? chatting?
chat? She isn’t Already, Since, for, all day
Does he chatting yet, just,
chat? Are they ever, never,
Always, chatting? since, for,
usually, Is she recently,
every day | chatting? lately
Now, at the
moment
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Tense Simple | Continuous Perfect Perfect Continuous
Group
Ved/V, | Was/were | Had + Ved / Had been + Ving
+ Ving V3
Past I chatted / We had been chatting
he chatted | 7/ h e/she /| | had chatted | She had been chatting
He didn’t i was / he had Had he been chatting
chat chatting chatted (no negative as a
Didhe/ | "e/Y0U/ | We hadn’t rule)
you chat? they were chatted
chattlnfg Had she for 3 hours before
yesterday, I wash t chatted? Mother came / a
last chatting friend called.
winter, 2 They’ before
years ago , were.n t (when)
in1999 | chatting | nropper
Was she came/a
chatting? | fi0nd called
Were. you / the show
chatting? began.
yesterday
atS pm
Will + V Will be Will have + Will have been +
_ +Ving Ved/ V; Ving
Future | | will chat
/Pl chat We'll be He will have He will have been
He will not | chatting chatted chatting
chat/He |Hewon’tbe | 1 ey won’t
Wor.l’t chat c.hatting have chatted | (is practically never
Will'you | Will she be Will she used by native
chat? chatting? have speakers)
tomorrow, | at4 pm chatted?
next week, | tomorrow / by 6 pm
next from 4 till tomorrow /
Sunday 6 next by the time
Sunday the parents
come home

10
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Exercise 1
Complete the dialogue using the verbs in brackets in Present

Simple.

A: Where (1) do you come (come) from?

B:1(2) (come) from Thailand.

A: (3) (you/live) in Bangkok?

B: No, I (4) (not/live) in Bangkok. I (5) (live) in
Chang Mai.

A: What (6) (you/do)?

B: I'm an accountant. I (7) (work) for Berli Jucker.

A: How often (8) (you/travel) to England?

B:1(9) (not/come) here very often.

Exercise 2

Complete the information about the business activities of the Thai
company Berli Jucker, using the verbs in the box in Present Simple.
operate /own/ be
Berli Jucker Group (1) is one of Thailand's oldest trading
organizations, and it (2) a number of different companies that (3)
in four main business areas: manufacturing, engineering, marketing,
and services.
export /have /produce
In our manufacturing division, we (4) factories the at
5) bottles, soap,and cosmetics for the local market, and we also (6)
medical equipment to Europe.
install/ do /manufacture

Our engineering division (7) a great deal of work for
Thailand's electricity authority, it (8) Siemens power control
systems, and our factory Thai-Scandic Steel (9) large steel structures
for the electricity industry.

be/ handle/ import

There (10) also a Marketing and Distribution division. This
(11) goods from our factories in Thailand, and also (12) a

wide range of products from overseas.
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consist /be/ sell
Our services division (13)
and an insurance group. There (14)

of a travel agency, Pacific Leisure,

also a new Information Systems

department which (15) and Four Gen

applications.

Informix products

Exercise 3
Put the verbs in brackets into present continuous.
1. Could I ring you back in a few minutes? I am talking (talk) to
someone on the other line.2. Jane’s upstairs with Anne and Roy. They
(have) a meeting about the catalogue.3. What (you/do)
here? I thought you had gone to the airport.4. Could you tell Mr. Ford that
Miss Lee is here? He

(not
work). I’ll call the Maintenance Department.6. This is a very bad line.

(expect) me.5. Oh no, the printer
(you/call) from your car phone? 7. I (phone) to tell you that
your account is overdrawn by £326.

Exercise 4
Read these newspaper extracts about various project that different
companies are currently involved in. Match the extracts in column A

with the extracts in column B.

A

1. Burmah Castrol has invested
1.3 million in a joint venture in
China.

2. Air Lingus has leased four
A330 aircraft. 3. First Leisure has
moved into the health and leisure
business.

4. British Coal is getting ready
for privatization.

5. Reuters Holdings 1is a

financial and information

group.

Nnews

6. ICI, the chemicals giant,

B

a. It is currently developing a
new financial television service for
the UK and Europe.

b. It is shutting down mines
and reducing the workforce in order
to become more competitive.

c. It is looking for buyers for
its coke, polypropylene and fertilizers
businesses.

d It is
exploration programme at al Masile

maintaining  its

and is testing a number of smaller
sites near the main oilfield.
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wants to sell off some of its noncore
subsidiaries.

7. The US trade representative
arrived in Japan last Thursday.
Occidental
Petroleum 1is optimistic about its

8. Canadian

exploration activity in the Yemen.

e. He is having talks with
ministers about the liberalization of
financial markets.

f. It is building a factory to
manufacture products for the Chinese
aluminum industry. g. It is currently
expanding its flights to New York
and Boston.

h. It is setting up three new
fitness clubs and hopes to expand
further next year.

Exercise 5

Two friends meet in Paris. Read the dialogue and put the verbs

into the present continuous.

PIERRE: Hello, Jason. What (1) are you doing (you/do) over here?

JASON: Hello, Pierre. I'm just here for a few days. I (2)
(attend) the conference at the Pompidou Centre.

PIERRE: Where (3) (you/stay)?

JASON: At the Charles V.

PIERRE: Very nice. And how’s business?

JASON: Not that good. The recession (4)
(%) (not/spend) very much and we (6)

(affect) us. People
(not/get) many new

orders, but it could be worse. How about you?

PIERRE: It’s much the same over here. Interest rates are still very

high, so everyone (7) (try) to cut down on expenses. Not many

companies (8)
Division (9)

(buy) new equipment, so it means that our Training
(not/do) very well. Still, our Financial Services Division

(10) (manage) to get new customers, because in the current climate

there are a lot of people who (11)

(look) for good financial advice.

Exercise 6

Read the following passages about changes that are taking place in

the software industry. Fill in the blanks with the verbs from the box,

using the present continuous.
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spend/ come /sell /shrink

After two years in which the price of PCs has fallen by half, the price of
software (1) is coming down too. The big software houses (2) software
at lower and lower prices and a price war looks inevitable. The profit margins of
major companies like Borland, Lotus, and Microsoft (3) . In the last
quarter Borland were down to a mere 2.6%. In addition, they (4) less
and on R&D, which may affect their long-term product plans.

become/ begin/ take over /turn

Now the major software companies (1) their attention to the
less profitable home computer market, and software packages for children,
such as Microsoft’s “Creative Writer” (2) from business software.
Specialist computer shops are (3) less popular, as families are
unwilling to spend their weekends there, and computer (4) to appear
in supermarkets such as Wal-Mart and Costco.

Exercise 7

Decide if the speaker is talking about routine activities or activities
going on at the moment of speaking. Put the verbs into the present
simple or the present continuous.

A: How (1) do you usually organize (youw/usually organize) the
delivery of milk to the factory? (2) (the farmers/bring) it here
themselves? B: No, (3) (we/always collect) the milk ourselves, and
the tankers(4) (deliver) it to the pasteurization plant twice a day. A:
What sort of safety procedures (5) (you/have)? B: As a rule we (6)

(test) samples of every consignment, and then the milk (7)

(pass) down insulated pipes to the bottling plant, which (8) (operate)
24 hours a day. I’ll show you round a bi later, but the production line (9)
(not work) at the moment because the employees (10)

(change) shifts.

Exercise 8
Decide whether the verbs refer to general activities or current
projects. Put the verbs into the present simple or present continuous.
Our company was founded fifteen years ago, and we (1) manufacture
(manufacture) and (2) (supply) clothing to large organization such as

the police, hospitals, and so on. We always (3) (spend) a long time
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talking to the customers to find out their needs. At the moment we (4)

(produce) an order for 18.000 shirts for the police. The next order is for
a local electronics factory, and our head designer (5) (have)
discussions with them to find out what sort of clothes they (6)
(require).

Exercise 9

In the following exercise, decide whether these situations are
permanent or temporary. Put the verbs into the present simple or
present continuous.

1. He joined the company 25 years ago and he still works (work) for us.

2. We (not/send) out any orders this week because we’re
waiting for the new lists.

3.1 (deal) with Mr Jarman’s clients this week because he’s
away.

4. Go down this road, turn right, and the road (lead) straight to
the industrial estate.

5. Because of the high cost of sterling, exports (not/do) very
well.

6. The stock market can be risky because the price of shares
(vary) according to economic conditions.

7. She would be excellent as a European sales rep because she

(speak) French fluently.
8. I’m Heinrich Brandt; I’'m German, and I (come) from a
small town near Munich.
9. We (spend) a great deal on phone calls due to a postal
strike.
Exercise 10
Fill in the blanks with the verbs in the box, using the present
simple or present continuous.
fall/ grow/ begin /go /demand /make
In many ways, the economic outlook is good. Unemployment (1) is
falling and is now down to 8% from 14%. The economy (2) at a rate
0f2.5%. However, the real danger is that inflation (3) to rise. This is
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dangerous because every time that inflation (4) up, people always
(%) higher wages, and this in turn (6) the problem worse.

Exercise 11
Stative verbs
In each of the following sentences, put one of the verbs into the
present simple or present continuous.
1. We are interviewing (interview) people from outside the company
for the new post in the export department, but I think (think) we ought to give

the job to Mr Jackson.
2. At the moment we (carry) out a survey to find out what sort
of after-sales services our customers (want).

3. We’ve got a competition on at work to do with our new range of
cosmetics. The marketing people (try) to find a brand name that
(sound) natural and sophisticated.
4. (you/know) what Mrs. Erickson (do)? She’s not
in her office and nobody has seen her since lunch.

5. Could you help me? I (try) to translate this letter from a
Spanish client and I don’t know what this word (mean).

6.1 (apply) for a transfer to our London office, but I don’t
know if I’ll be successful. It all (depend) on whether or not they
have any vacancies.

7. Their new ‘Own brand’ instant coffee (taste) very good, so
it’s not surprising that it (become) more and more popular.

Exercise 12
Make up sentences using the following prompts. The first verb
should be in the present simple and the second verb in the present
continuous.
Come from / but / live
I come from Australia, but at the moment I'm living in Switzerland.
1. Speak / and / learn

2. Normally / like my work / but / not enjoy

3. Go on a lot of training courses / and / do a course in CAD

4. Work from 9 to 5 / but / stay late
109




5. Travel a lot / and / visit Australia

6. Have several subsidiaries in Europe / and / set up another one in
Brussels

7. Normally / export a lot to Greece / but / not get many orders

Exercise 13
Use the verbs in the box to complete the sentence in Past Simple.
Some of the sentences are positive statements, some are negative, and
some are questions.
accept/ complain/ hire /place/ realize /study /visit
1. Oh, I’'m sorry to disturb you. I didn’t realize you had a visitor.

2. you economics when you were at university?

3. She the job because the salary was too low.

4. Last week a number of customers about slow service.

5. you the Acropolis when you were in Greece?

6. I am writing with reference to the order | with you last
week.

7. At last year’s launch party, who you to do the
catering?

Exercise 14

Write in the missing form of each of the irregular verbs below.
Each verb can be used with the expressions on the right.

Bare Past tense Expression

infinitive
run ran ...a business, ...out of something,
do ..up a bill ...a job well,...your
make best,...business(with)

went ...a profit, ...a mistake, ...a
write complaint

had ...abroad, ...out for a meal,
pay bankrupt

sold ...a letter, ...a report, ...out a

cheque
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...lunch, ...a meeting, ...problems
...by credit card, ...cash, ...in
advance ...something at a profit, ...at a

loss, ...out

Exercise 15

Choose a past tense form and one of the expressions above to
complete the following sentences.

1. He made some calls from his hotel room and ran up a large phone bill.

2. We with that company a few years ago, but then we
stopped dealing with them.

3. The company lost money in its first year, but last year it
of $2,5m.

4. He couldn’t find a suitable job in his own country, so he to
look for work.

5. When the consultants had finished their study they for the
directors, giving a list of recommendations.

6. The engineers with the gearbox, so they made some
modifications to it.

7. They didn’t want cash or a cheque, so I .

8. The product was very popular. We on the first day and
ordered more stock.

Exercise 16
Complete the following passage by putting the verbs into the past

tense.

After the Second World War, Akio Morita, the co-founder of Sony, (1)
joined (join) forces with a friend, Masaru Ibuka. Both men (2) (know)
a great deal about telecommunications, so they (3) (use) all their
money, about $100, and (4) (set) up a small engineering company,
Tokyo Tsushin Kogyo. There (5) (find) a small broken-down
building to use as a laboratory in Tokyo. There (6) (be) so many
holes in the roof that when it (7) (rain), they (8) (have) to
continue working under umbrellas. Their first task (9) (be) to decide
what to make. They (10) (not want) to make radios because of the

competition from much larger companies. Instead, they (11)
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(decide) to create an entirely new product, a tape recorder. They (12)

(succeed) in making a machine, but unfortunately they (13) (not
have) any tape, and they (14) (not know) how to produce it. So they
(15) (start) to experiment, and (16) (try) using a number
of different materials. Finally, they (17) (make) a breakthrough.
They (18) (cut) up strips of paper to make a reel, and (19)

(paint) them with a magnetic material that they (20)
(heat) on a frying pan in their small room. It (21) (work), and they
gradually (22) (improve) the process. In 1950, they (23)
(begin) trying to sell their evolutionally machine. And the rest is history!

Exercise 17
Make questions from the prompts and complete each answer by
using in, on, at or no preposition.
1. When /she/complete/ the report. When did she complete her report?
She completed her report on Friday.
2. When/they/setup/the company

They set up the company the 1990s.

3. When /you/go abroad . I went
abroad June.

4. When /the meeting/finish . The
meeting finished 3.15.

5. When/you/order the parts . We
ordered the parts 11 August.

6. When /you/pay for them . I paid
for them the day before yesterday

Exercise 18
Complete the following sentences by putting the irregular verbs
into the present perfect.
1. I’m going to send them a reminder. They haven’t paid (not pay) us
for their last order.

2. Their shares (fall) by over 23% and now look like a
good buy.
3. (you/write) to them about that shipment, or do you

want me to phone them?
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4. We (spend) a lot on modernizing the factory, and it is

now very well equipped.
5. Unemployment is very high here because a lot of

factories (shut) down.

6. The lawyers (draw) up the contracts, so we are now
ready to go ahead with the deal.

7.1 (not speak) to the MD about your proposal, but I
will soon.

8. (you/find) a suitable replacement for Mr. Chambers,
or is the post steel vacant?

9. Anne (just/get) back from lunch. Why don’t you call
her now?

10. Peter, (you/meet) David Long? He’s our new

Finance Director.

Exercise 19

Fill in the blanks with for or since.
1. They have operated as joint directors since the company started.
2. Orders have increased the advertising campaign in June.
3. Our sales executives have used the same hotel over 20 years.
4. Sorry, Mr. Smith is not available. He has been in a meeting

8.30.
5. I joined the company, I have been to over twenty countries.
6. Car sales have gone up by 10% the tax cuts in December.
7. Portugal has been a member of the European Union 1986.
8. It isn't a new Mercedes. He has had it years.

Exercise 20
Make questions and answers, using the prompts.
1. How long/you/be/in charge of the Finance Department?
A: How long have you been in charge of the Finance Department?
B: (I/six months) I have been in charge of it for six months.
2 How long/you/have a phone line for investors?
A:
B:(We/three. months)

3. How long/the property/be on the market?
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A:
B:(It/six months)
4. How long/you/have an office in Spain?
A:
B:(We/2005)
5. How long/Jason/be in the States?
A:

B:(He/the 18th)

Exercise 21
Rewrite the sentences using the negative form of the present
perfect, with for or since.
1. The last lime I saw Mr. Ng was in September.
I haven't seen Mr. Ng since September.
2. The last time the company made a profit was three years ago.

3. The last time I had a pay rise was two years ago.

4. The last time we looked at their proposal was in July.

5. The last time we raised our prices in real terms was in 2006.

6. The last lime we played golf together was three months ago.

7. The last time there was a fall in unemployment here was in 2003.

8. The last time I went on a sales trip abroad was in January.

Exercise 22
Read through this extract from an advertisement about the
Emerging Markets Fund. Put the verbs into the present perfect tense.
Over the past five years, the capital returns from many emerging Asian
and Latin American stock markets (1) have been (be) substantially higher
than those of the developed world, as the chart shows. For example, the
market in Argentina (2) (rise) by 793% and Mexico (3)

(increase) by 645%. In Asia, the booming market in Thailand (4)
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(go up) by 364%, and investors in the Philippines (5) (see) a return

of 204%. The major developed nations (6) (not/manage) to make
anything like such significant returns. The market in the USA (7)
(grow) by 69,8%, and in Japan, the market (8) (fall) by 32,2% over

the same period. The growth rates that these emerging markets (9)

(enjoy) in recent years is little short of phenomenal. And we are firmly
convinced, much more is yet to come. Our new Emerging Markets Fund,
therefore, offers you an easy and attractive way of investing now in the world
of tomorrow and its many exceptional growth opportunities.

Exercise 23

Complete the sentences by putting the verbs into the present
perfect continuous.

1. I didn’t realize you had moved to General Motors. How long have
you been working (you/work) for them?

2. We (export) a lot of high technology equipment to Russia
since the government relaxed export regulations.

3. The price of cigarettes fell sharply when Philip Morris started a price
war, and it (fall) ever since.

4. Because of the recession, many businesses

(not/invest) in capital equipment over the last couple of years.

5. We (not/use) DFT’s Express delivery service very much
recently because we are trying to keep over costs down.

6. They (try) to sell their food distribution division, but so far
there has been very little interest in it.

7.1 (make) contributions to my pension for the last five years.

8. How long (you/send) your trainees on management
courses?

Exercise 24
Put the verbs in brackets into the present perfect simple or the
present perfect continuous.
1. We are thinking about opening an office in Tokyo, so I have been
learning (learn) Japanese at evening classes for the last two months.
2. By the way, | (work) out those figures. They are on your

desk now.
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3. Do you know where that order form is? Peter (look) for it.

4. I’m sorry, I didn’t know that you were here. (you/wait)
long?

5. Since January, our turnover (increase) by 18 %.

6. The film company is a reasonable investment. They
(make) four very successful films.

7. The lawyers (look) through the contract, but they say
they need another day to read it all.

8. We (visit) potential sites for the new workshops, but we
haven’t found anything suitable yet.

Exercise 25
Match the questions in column A with the replies or explanations
in column B.

A B

1 Why is your office in such a A They’ve been traveling so much
mess? that they never have time to do any.
2 Why has the wages bill been so B We’ve been losing a lot of stock
high recently? because of shoplifting.

3 Why have you got three new C I've been having a lot of
store detectives? problems with it recently.

4 Why are they so behind with D I’ve been looking for that letter
their work? from Graylings, but I can’t find it.

5 What’s you car doing at the E Yes, but I’ve been interviewing.
garage? F Because everyone’s been doing

6 You look tired, Anne. Are you | a lot of overtime.
OK?

Exercise 26
In the dialogue, put the verbs into the simple past or the present
perfect.
A: Can I have a word about your trip to Athens?
B: Yes, of course. Is everything OK?
A: Yes. Your tickets (1) have arrived (arrive) and they’re in my office
now. And I (2) (just/had) a fax from the hotel confirming your

reservation.
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B: Thank you. What about money?

A:1(3) (already/order) some drachmas for you. I (4)
(ring) the bank yesterday, and they’ll have them tomorrow. But there’s a
problem with your Eurocheque book. I (5) (ask) them to send one a
week ago, but it (6) (not/arrive) yet.

B: That’s all right. I (7) (never/need) a Eurocheque before. I
normally use a credit card.

A: Really? Are you sure you can do that?

B: Yes, I think so. Certainly when I (8) (go) to France last
October 1 (9) (take) my Visa card and my Mastercard, and I
(10) (not/have) any problems. But I’ll check about Greece.
(11) (you/ever/be) there?

A: No, but have a word with Alison Morgan in Production. She (12)
(be) there a couple of times this year, so I expect she would know.

Exercise 27

Underline the correct form of the verb.

1. I’ve stayed/been staying in a hotel for the last ten days, but I hope to
find an apartment of my own soon.

2. I wonder how Jim is getting on. I haven’t heard/been hearing from
him for nearly a week.

3. Graham is a natural salesman. He has sold/been selling eight cars
since the beginning of the week.

4. I didn’t realize that you and David were friends. How long have you
known/been knowing him?

5. This report is a nightmare. I have written/been writing it for two
weeks, and it is still not finished.

Exercise 28
Read the following letter. Put the verbs in brackets into the simple
past, present perfect, or present continuous.
Darwin, 24 October
Dear Ken,
I am writing to let you know how I am getting on with the marketing
trip here. I am sorry I (1) have not been (not/be) in touch for so long, but I (2)

(be) very busy since I (3) (arrive) here on the 18th. There is
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a great deal of interest in the new fertilizer. Last week I (4)  (be) in
Sydney, Where 1 (5) (visit) a number of farmers and (6)
(see) a couple of potential agents. The feedback at all of those meetings (7)
(be) very positive, and I (8) (already/receive) a number of
orders. 1 (9) (never/have) such an enthusiastic response about a
new product, so I am confident it will be a great success. I (10)
(come) up to Darwin on Tuesday, and since then I (11)
(be) to some more farms and I (12) = (make) two or three useful
contacts. Yesterday 1 (13) (have) a meeting with Barry Thomas,
who you may remember. He (14) (work) with Agrichem in London
for a couple of years in the early 90s, then (15)  (set) up his own
business over here, and he (16) (act) as a distributor of some of our
agricultural machinery for the last year or so. Towards the end of our meeting
he (17) (ask) about becoming the sole distributor for the fertilizer.
The question is an interesting one, but I feel that we (18) (not think)
enough yet about the precise sales and distribution network that we will need.
We must talk about this when I get back. Anyway, I must fax this off to you
now. I (19) (just/have) another phone call from someone who wants
to hear about the fertilizer, so I’ll do that now. I’ll be in touch again soon, and
in the meantime send my congratulations to everyone in R&D. Jim.

Exercise 29

Choose the correct tense, simple past or continuous.

I (1) met/was meeting an old business colleague of mine while I (2)
travelled/was travelling to New York for a conference. She (3) noticed/was
noticing me while I (4) stood/was standing in the queue at the airport check-
in desk. We decided to travel together, and while we (5) waited/were waiting
for the light to leave, we (6) realized/were realizing than we were going to
the same conference and staying at the same hotel. We talked about old
times, and while (7) had/were having lunch on the plane, she (8) said/was
saying that she was going to look for a new job. I didn’t think of it at the
time, but later on when the plane (9) came/was coming in to land, I suddenly
(10) remembered/was remembering that we had a vacancy for a lawyer. I told
her about the terms and conditions, and later that evening, when we (11)
had/were having dinner, she (12) accepted/was accepting the position.
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Exercise 30
In the following sentences, put one of the verbs in
continuous, and the other verb into the simple past.
1. (walk, notice) The security guard noticed the broken window while
he was walking round the warehouse.

2. (go, meet) I first Mr. Rodriguez when I round
Mexico on a marketing trip.

3. (interrupt, give) When she her presentation, someone at the
back of the room to ask a question.

4. (finalize, ring up) While my PA arrangements for my trip
to Brazil, the clients to cancel the visit.

5. (notice, look) The auditors a large unauthorized withdrawal
when they through the account.

6. (happen, clean) The worker who died the chemical tank

when the accident
7. (drop, take) One of the removal men my computer when he
it into my office.
8. (work, approach) A headhunter her when she for
ICL.

Exercise 31

Complete the sentences by putting the verb into the past perfect.

1. Did you manage to see the Director, or had he gone (he/go) by the
Time you got there?

2. I couldn’t get into the office yesterday morning because I
(leave) my keys at home.

3. We could not call our new low-fat spread Mono, because one of our
competitors (already /choose) the name.

4. 1 found out about the vacancy too late .When my application form
arrived, they (appoint) someone.

5. By the time he sold off the shares, his original investment
(grow) by 83%.

6. He found his first few weeks at Ernst & Young very difficult
because he (not / study) accountancy before.
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7. When I got back to the office, I was surprised to hear that the
manager (put) someone else in charge of my main project.
8. The bank returned the cheque to me because I (not/sign) it.

Exercise 32
Complete the following sentences using the past perfect.
1. She found working from 9 to 5 very difficult because ... she had
never had a full-time job before.
2. The company decided to take legal action because

3. The company was forced to pay a fine to the tax authorities because

4. My trip to the airport to collect Mr. Olivera was a waste of time.
When I got there I found that
5. She was not worried when the stock market fell because

Exercise 33
Put the verbs in brackets into the will future or the present simple.
1. Sally is working on the sales forecast the moment. 1 will give (give)
you the figures as soon as I get (get) them.

2. The shipment isn’t in yet, but the agent (phone) us as soon
as it (arrive).

3. If they (not receive) payment next week, I think they
(take) legal action against us.

4. Give me the report and I (show) it to the lawyers before they

(leave).

5. Analysts believe the share price of ICI (rise) after it
(announce) its interim profit forecast next week.

6. When they (close) the factory next year, a lot of small local
businesses (sufter).

7. When 1 (come) to England next year, I (give) you
a ring and maybe we can arrange dinner.

8. When the strike (be) over, everyone (feel) happier.

9. I am sure that our sales (fall) when we (put up)

prices.
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10. Don’t worry about the office. I (tidy) it up before Mr. Kosser
(get) back.

Exercise 34
Rewrite the following sentences using will or won’t.
1. Has anyone offered to collect you from the airport? Will anyone
collect you from the airport?
2. I promise not to be late again.

3. The finance group 3i has agreed to loan us £18m for the project.

4. The company has offered a 5% pay rise in return for a no-strike deal.

5.1 promise not to discuss this information with anyone.

6. They have refused to increase our discount.

7. The company has offered to pay me relocation expenses.

8. The cash machine is refusing to take my card.

9.Let me give you a hand with those  boxes.

Exercise 35
Use the words in brackets to make predictions with going to.
1. The stock market is very over-valued. (be/correction) There is going
to be a correction soon.
2. Demand for tin is rising, but supply is falling. (price/rise)

3. The company is in serious financial difficulty. (go bankrupt)

4. My boss is looking for another job. (leave the company)

5. We should  have left much carlier. (be late)
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Exercise 36

Fill in the blanks with the correct from of the future, using will or
going to.

1. A: I’m afraid the fax machine isn’t working.

B: Don’t worry; it’s not a very urgent letter. I will post (post) it.

2. A: We’ve chosen a brand name for the new biscuits.

B: Really? What ~ (you/call) them?

3. A: Why are you taking the day off on Friday?

B:1 (look) at a new house.

4. A: ’m afraid there’s no sugar. Do you want a coffee without any?

B: No, I (not have) one, thanks.

5. A: Have you decided what to do about improving the circulation of
the magazine?

B: Yes, we (cut) the cover price by 10% as from October.

6. A: I’m afraid I can’t take you to the airport. Something important
has just come up.

B:Nevermind. I~ (take) a taxi.

7. A: Do you need any help?

B: Oh, yes please. (you/carry) the display stand for me?

8. A: Could you make sure Mr. Wilson gets my message?

B: Yes,I  (tell) him myself when he gets in.
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FINAL BUSINESS GRAMMAR TESTS

. Systems for the production and delivery of goods and services
always an essential part of civilization.

(a) were

(b) is

(c) have been

2. The latest franchise in one week.

(a) would open

(b) will open

(c) has opened

3. going to the automobile exhibition tomorrow.

(a) Their

(b) There

(c) They're

4. Lloyds in the 17th century.

(a) had started

(b) started

(c) was starting

5. By this time next year, merchandising greatly improved.

(a) is

(b) has been

(c) is going to be

6. If this trend continues, the firm even bigger profits.

(a) would make

(b) will make

(c) has made

7. He the terms of delivery several times.

(a) is repeating

(b) has repeated

(c) repeats

8. "What did the manager say to you?" "He to prepare a new
contract".

(a) said me

(b) told
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(c) told me

9. If they to an agenda, we must postpone the meeting.

(a) have yet agreed

(b) still have not agreed

(c) already agree

10. The EU competition and congestion as it attempts to

liberalize its aviation industry.

(a) is presently facing

(b) presently faces

(c) has presently faced

11. The organization wants the meeting immediately.

(a) to arrange

(b) arranged

(c) arrange

12. The analyst predicted that the company would not go bankrupt if it
the prices.

(a) raised

(b) would raise

(c) has raised

13. My salary 5 percent last year.

(a) has increased

(b) increased

(c) was increasing

14. The income tax again next year.

(a) are raised

(b) will be raised

(c) is raised

15. My friend wasn't home when I called, but we contact him

at his office.

(a) were able to

(b) would have

(c) could not

16. I thought you to fill in this form.

(a) will be able

(b) would be able
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(c) can

17. 1 employed with this firm for 10 years now.

(a) am

(b) have been

(c) was

18. What would you do if someone you a counterfeit dollar?

(a) gives

(b) gave

(c) will give

19. Economics an important role in the relationships among
countries.

(a) play (b) plays (c) is played

20. When you money from your bank account, you will be able
to buy this car.

(a) will withdraw

(b) withdraw

(c) withdrew

TEST 2
1. In the nearest future, the company will not allow its employees
overtime.
(a) to work
(b) work

(c) will work

2. A smart consumer gets his or her phone order in writing.
(a) confirming

(b) confirmed

(c) confirm

3. If taxes we will need to borrow money.

(a) will go up (b) go up (c) have gone up

5. The manager the production levels every day.
(a) is checking

(b) checks

(c) has checked

6. The sales meeting in Kiev next week.
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(a) was held (b) will be held (c) has been held

7. International business in some sense since prehistory.

(a) existed

(b) has existed

(c) is existing

8. The Internal Revenue Service home equity loans for many

computations.

(a) is used

(b) uses

(c) use

9. Banks and finance companies years.

(a) are making

(b) have been making

(c) make

10. Are you really interested in these shares?

(a) buy

(b) buying

(c) having bought

12. Net sales in the current year 10 percent higher than the
previous year.

(a) had been

(b) are

(c) were

13. We for a new exporter now.

(a) look

(b) are looking

(c) are being looked

14. The manager is very busy and

(a) so I am

(b)soam I

(c) nor I am

16. They said they had the equipment yesterday.

(a) ship

(b) shipped

(c) was shipped
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17. As soon as the money invested, the construction will begin.
(a) are

(b) is

(c) will be

18. Have you borrowed car?

(a) their

(b) there

(c) they're

19. He buy the ship's cargo if he had the money.

(a) will

(b) would

(c) would have

20. I am really surprised that their company the contract.
(a) get

(b)got

(c) had gotten

TEST 3
1. I could place a big order for flowers.
(a) wanted
(b) want
(c) wish
2.1d the bank manager.
(a) like to phone you
(b) you like phone to
(c) like you to phone
3. He can't work faster and .
(a) so I can
(b) so can't I
(c) neither can I

4. He certainly earned more money if he had worked harder.
(a) would

(b) would have

(c) will

5.Money by the building societies to those who want to buy home.
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(a) is lent

(b) 1s lending

(c) has lent

6. If the government an import fee, prices will increase.

(a) will impose (b) imposes (¢) has imposed

7. Our plant will import much more refrigerators a year if quotas

lifted.

(a) will be

(b) are

(c) be

8. The package containing the necessary samples

(a) has been sent

(b) will send

(c) sent

10. When a firm plants the flag in a new country, it learn local
laws,

customs, languages.

(a) had to

(b) has to

(c) didn't have to

11. Multinational companies must to deal with foreign patterns
of economic growth, investment and inflation.

(a) to learn

(b) learn

(c) will learn

12. If you ignore the overhead, you your expenses.

(a) will underestimate

(b) would underestimate

(c) have underestimated

13. I would like by cheque.

(a) paying

(b) to pay

(c) to have paid

14. If you application form us, we will invite you for an
interview.
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(a) will suit

(b) suits

(c) suited

15. The goods arrived last week, but they only this morning.
(a) are delivered

(b) have been delivered

(c) had been delivered

16. If profits to grow at this rate, the company will be able to pay
a higher dividend.

(a) continue

(b) will continue

(c) continued

17. When the shipment , he will dispatch it to the proper
department.

(a) will come in

(b) comes in

(c) is coming in

18. He will never make his employees on that holiday.

(a) be working

(b) work

(c) worked

19. Their monetary unit stronger if they did something about
their deficit.

(a) will be

(b) would be

(c) should be

20. If we her foresight, our growth would have been difficult

(a) did not have

(b) had (¢) had not had

21. You introduce me to the chairperson because we have
already met.

(a) must

(b) should

(c) do not have to
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GRAMMAR TEST 4

VARIANT 1
Complete the sentences by putting the verb into the necessary
tense form.

1. The security guard (notice) the broken window while he
was (walk) round the warehouse.

2. you (manage) to see the Director or he

(go) by the time you got there?

3. Could you help me? I (try) to translate this letter from a
Spanish client and | (not know) what this word (mean).

4. She (not accept) the job because the salary (be)
too low.

5. Their shares (fall) by over 23% and now it’s a good time

for us to buy them.
6. you ever (work) abroad?
7. 1 didn’t realize you had moved to Ciba Geigy. How long
(you/work) for them?
8. He felt very tired at 4.30 because he (work) with his
clients all day.

9.1 first (meet) Mr. Rodriguez when I (go) round
Mexico on a marketing trip.

10. I (can not) get into the office yesterday morning because
I (leave) my keys at home.

11. The next order is for a local electronics factory, and now our head
designer (have discussions) with them to find out what sort of clothes
they require.

12. Last week a number of customers (complain) about slow
service.

13. We (spend) a lot on modernizing the factory, and it is now
very well equipped.

14. 1 never (be) to America.

15. We (export) a lot of high technology equipment to Russia

since the government relaxed export regulations.
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16. They realized that none of their confidential information was safe

because someone (supply) their competitors with details of their
plans for the last few months.

17. When she (give) her presentation, someone at the back of
the room (interrupt) her to ask a question.

18. We couldn’t call our new product Mono, because one of our
competitors (already/choose) this name.

19. 1 (work) for “Teletraining”. We (make) training
videos. At the moment we (make) a training video for British
Telecom.

20. 1 (write) with reference to the order I (place)

with you last week.

21. Unemployment is very high here because a lot of factories

(shut) down.

22. They already (modernize) the warehouse, but
they (not/ decorate) the reception area yet.

23. The price of cigarettes (fall) sharply when Philip Morris
started a price war, and it (fall) ever since.

24. She felt that a change of job would be good for her because she

(do) well at work by that time.

25. you (see) John this morning?

26. While my PA (finalize) arrangements for my trip to
Brazil, the clients ring up to cancel the visit.

27. 1 (find out) about the vacancy too late. When my
application form arrived, they (appoint) someone.

28.1 (know) about the coming price rise for several weeks.

29. We (not/have) any large orders from them for several
months.

30. What you (do) here? I thought you (go)

to the airport.
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GRAMMAR TEST 4

VARIANT 2
Complete the sentences by putting the verb into the necessary
tense form.

1. We (do business) with that company a few years ago, but
then we (stop) dealing with them.

2. I'm not sure if his trip is going well. I (not/hear) from him
since Monday.

3. The lawyers (draw) up the contracts, so we are now ready to
go ahead with the deal.

4. you (talk) Peter yet?

5. Because of the recession, many businesses

(not/invest) in capital equipment over the last couple of years.

6. The accountant finally discovered why the phone bill was so high.
One of the night security guards (phone) his friend in Australia.

7. The auditors (notice) a large unauthorized withdrawal
when they (look) through the account.

8.1 (be) in computing since the beginning of 1989.

9. By the time he sold off the shares, his original investment
(grow) by 83%.

10. T am afraid Mr. Jackson is not available at the moment.
He (talk) to a customer on the other phone.

11. When the consultants (finish) their study they
(write a report) for the directors, giving a list of recommendations.

12. 1 .(not/speak) to the MD about your proposal yet, but I
will soon.

13. 1 (make) contributions to my pension for the last five
years.

14. 1 (be) with this company for six years.

15. There was a very long delay at the airport. When we finally left, we

(wait) for over nine hours.

16. The worker who died ~~ (clean) the chemical tank when the

accident (happen).
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17. He (find) his first few weeks at Ernst & Young very

difficult because he (not/study) accountancy before.

18. The latest economic statistics show that at the moment both
unemployment and inflation (fall), and that the economy
(grow) at an annual rate of 2.6%.

19. I am sorry | (not/be) in touch for so long, but |
(be) very busy since | (arrive) here on the 18th.

20. They (not/want) cash or a cheque, so | (pay)
by a credit card.

21. you (find) a suitable replacement for Mr.
Chamberls, or is the post steel vacant?

22. We (open) six new branches since July.

23. How long you (send) your trainees on
management courses?

24. When I left my last job, I (work) there for ten years.

25. She (own) shares in ICI since she started work there.

26. How long you (be) in England? 1 (be)
here since August.

27. One of the removal men (drop) my computer when he

(take) it into my office.

28. When I (get back) to the office, I was surprised to hear
that the manager (put) someone else in charge of my main
project.

29. This month we (receive) a lot of complaints about late
deliveries.

30. He (work) with Agrichem in London for a couple of years
in the early 90s, then (set) up his own business over here, and he

(act) as a distributor of some of our agricultural machinery for the
last year or so.
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