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HHEPEIMOBA

[Tocionuk “English for Marketing” nns 3700yBadiB JeHHOI Ta 3a04HOI (opmMH
HaBYaHHSA (hakynpTeTy J[OKyMEeHTaIpbHUX KOMYHIKAaIlii, MEHEIKMEHTY, TEXHOJIOTINA Ta
(13UKH CTBOPEHO BIAIMOBIJHO JI0 BUMOI' IIPOTpaMM 3 1HO3EMHHUX MOB JUISI CTYICHTIB
1kypcy.

Merta, sKy cTaBWIM Iepel co00K aBTOPH IOCIOHWKA, TMOJISITa€ B IMIATOTOBII
MaiOyTHIX ()axiBI[iB O CAaMOCTIHHOTO OTMpPAIIOBAHHS, YUTAHHS Ta PO3YMIHHS (PaxoBo
CIPSIMOBAHOTO HABYAJIBHOTO MaTepially aHTJIWCHKOI0 MOBOIO. YCi TEKCTH MOCIOHWKA
TEMAaTUYHO CHIBBIIHOCATHCS 3 MaltOYTHBOIO MPOQECI€0 CTYACHTIB.

[TociOHMK CKITATAETHCS 3 TPHOX 3MICTOBUX MOJYJIIB 1 MOAYJIBHUX TECTIB. YCBHOTO
nociOHUK MICTUTh 12 Tem, siki po30MTI Ha [BI YaCTUHU: OJHA OIPAIbOBYETHCS
CTYZICHTaMH IIiJ1 9ac ayTuTOpHOI poboTH, a yactuHa Self-study mae Ha meTi camocTiiiHe
OTpaIIOBAaHHS CTYJCHTAMH MaTepiany.

[Ilogqo camux TEKCTIB, TO iX MOOYIOBaHO 3 JOTPUMAHHSAM JIHJIAKTUYHOTO
MPUHITUITY HAPOCTAHHS JIGKCUKO-TpaMaTUYHUX TpyAHOIIIB. Lle cTocyeThes K q10paHux
13 (axoBUX TMEPIIOKEPENT 1 BIAMOBIIHMUM YHHOM OIPAllbOBAaHUX 1 aJanTOBaHUX
AHTJIHCHKUX TEKCTIB, TaK 1 CTBOPEHUX aBTOPAMH, 3 BHUKOPUCTAHHSM TUX YU IHIIUX
JoKepen. Sk Ti, Tak 1 1HII1 TEKCTH OMPaIbOBYBAIKMCH 1 BHOCHIIUCH IO TTOCIOHHUKA 3 METOIO
BUPOOUTH y CTYJCHTIB BMIHHS YHUTATH, NIEPEKIAAATH JITEPATypy 31 CBOr0 MailOyTHHOTO
(daxy, po3yMmiTH, OpIEHTYBaTHCS B HIM 1 BuAOOyBaTH 3 Hel HEOOXIgHY (axoBy
1H(popMarliro.

OCHOBHUMHU 3aBIaHHSMH, SKi MalOTh BUKOHYBAaTHCh 3a JOIOMOTOIO IIHOTO
MOCIOHMKA € HaBYAHHS YWTAHHIO Ta PO3YMIHHIO ()aXxOBO-OPIEHTOBAHOI JITEPATypH Ta
BUPOOJICHHS HABHYOK IIIATOTOBJICHOTO 1 HEMIATOTOBJICHOTO MOBIICHHS B MEXKax
3acBO€HOI TpodeciitHoi TemaTuku. BrnpaBu y MOCiOHWKY TOIUISAIOTHCS HAa MOBHI Ta
BIIPaBH U caMoOCTiiiHOTO ompaifoBanas cryaeHTamu (Self-study). BmpaBu s
CaMOCTIHOTO ONpAaIlOBaHHS BUKOHYIOTBCS BJIOMA, Ps  3aBAaHb BUKOHYETHCS
MMCHMOBO 1 HOCUTh TECTOBUM XapakTep. MOBHI 3aBJaHHSI BUKOHYIOTHCS B ayTUTOPII.



MODULE |

THEME |. DEFINITIONS OF MARKETING

1. VOCABULARY

standard of living PIBEHD KUTTS

advertising pekiamMa

delivery ToCcTaBKa, IIOCTAaBKa

obvious SIBHHI, OUE€BUIHNI, TOMITHUI
broad [ITUPOKHI, TIEBHUH, IOMITHHM
to anticipate OYiKyBaTH, IepeadadaTu

free of charge 0E3KOIITOBHO

support M1ITPUMKA

flow MOTIK

to identify BCTAHOBJIIOBATH, BUSIBJISITH, BU3HAYATH
persuading [EePEKOHAHHS

warranty rapaHTisi SKOCTI

To take over MeperiMaTh, YCIagKOBYBaTH

- - 2. Read and translate the sentences.
What is Mar ket'"g? Define the syntactical function of the -
Online Marketing Ing form.
Public Relations 1. Reading is useful. 2. I like his
rapidly reading. 3. The reading man is
my friend. The man reading a book is
my friend. 4. Reading a book I didn’t
hear when the telephone rang. 5. He

Branding

Advertising

Publicity

Pricing
Research

Strategy

Direct Marketing X ;
Direct Marketing [T stood nearby reading a book. 6. His

favourite occupation is reading. 7. | like
your idea of reading this book. 8. After
reading | began to prepare my lessons. 9. We can’t gain knowledge without reading.

3. Translate the sentences:

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

4. Translate the sentences:

1. Our typical customer is health-conscious and enjoys keeping fit. 2. I’'m also
attaching an outline of what I’d like to talk about. 3. Be sure to check your spelling
using an online dictionary or the spellcheck function of your email programme. 4. We

need to decide what we should be charging for our services. 5. You will be responsible
7

Marketing covers many areas



for managing specific global, multinational and national retailers as well as identifying
and exploiting new business opportunities.
5. Translate the sentences:

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

6. Make -ing forms out of the followina infinitives:
to supplv. to have produced. to be sold, to have been promoted
. Discuss the questions below:

7
1. How can you define marketing?

2. What is a micro-level definition of marketing?
3. What is a macro-level definition of marketing?
4
8

. What is the aim of marketing?
. Read and translate the text.

DEFINING MARKETING

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

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

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

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

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

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

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

Marketing should begin with potential customer needs - not with the production
process. Marketing should try to anticipate needs. And then marketing, rather than

8



production, should determine what goods and services are to be developed - including
decisions about product design and packaging; advertising and sales policies; and, after
the sale, installation, customer service, warranty, and perhaps even disposal policies.

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

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

and the customer.
Marketing Mix

Price /
/.,,z ==

Video!!! Concepts and Definitions of Market and
Marketing

https://www.youtube.com/watch?v=COzlodgWajo

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

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

2. Marketing is both a set of activities performed by organizations and a social process.
3. Profit is the objective for most customers and consumers.

4. Micro-marketing is only selling and advertising.

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

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


https://www.youtube.com/watch?v=COz1odgWajo

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

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

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

10. In the future, when the customer has the same need again - or some other need that
the firm can meet - other sales will follow.

10. Choose the correct alternative:

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

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

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

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

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

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

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

8. Marketing should try to anticipate/forecast needs.

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

10. That’s why distributing/marketing concerns a flow of need-satisfying goods and
services to the customer.

11. Fill in the blanks with appropriate words:
purchase support production identify customers marketing satisfy consumers
welfare  accounting

1. Macro-level definition focuses on the economic of a whole society.
2. Is both a set of activities performed by organizations and a socialprocess.
3. Customers or clients may be individual : business firms,

nonprofitorganizations, government agencies, or even foreign nations.
4. While most customers and clients pay for the goods and services they receive,others
may receive them free of charge or at a reduced cost through private or
government :
5. In fact, the aim of the marketing is to customers’ needs - and meet
those needs so well that the product almost “sells itself”.
6. If the whole marketing job has been done well, don’t need much
persuading.
7. Marketing should begin with potential customer needs - not with the
process.
8. This does not mean that marketing should try to take over production, :
and financial activities.

10



9. After all, the purpose of a business or nonprofit organization is to
customer or client needs.
10. When marketing helps everyone in a firm really meet the needs of a customer
both before and after a , the firm doesn’t just get a single sale.
12. Put the words in the correct order to make sentences.
of/ standard/ the/ creation/ other/ marketing/ as/ and/ a/ of/ define/ delivery/ living/
micro/ exists/ at/ and/ macro/ marketing/ levels/ both/
whole/ it/ economic/ society/ focuses/ on/ the/ a/ welfare/ of/
both/ this/ nonprofit/ definition/ profit/ and/ applies/ organizations/ to/
agencies/ customers/ business/ clients/ may/ be/ consumers/ firms/ nonprofit/
government/ or/ individual/ organizations/
6. need/ customers/ if/ been/ the/ whole/ job/ done/ don’t/ persuading/ marketing/ well/
much/ has/
7. begin/ potential/ marketing/ with/ needs/ should/ customer/
8. should/ to/ needs/ try/ marketing/ anticipate/
9. needs/ nonprofit/ the/ client/ purpose/ of/ a/ or/ organization/ to/ customer/ or/
business/ satisfy/ is/

10. are/ marketina/ to/ services/ determine/ what/ and/ be/ should/ developed/ goods/
11.  Match the words and their definitions.

agbrwnE

a written promise that the dealer or

1 firm A manufacturer will repair or replace any
defective parts free of charge for a certain
period of time

2 |develop B o acquire by paying money

3 |profit C o settle, to define

4 support D [he process of identifving, measuring and

5 [charge E janaim or goal

6 determine F o elaborate on, to expand

7 |objective G lan excess of income over expenditure

8 warranty H @ business concern, especially one involving a

9 jaccounting | [to bear the cost of providing for

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

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

11



1 ja standard of a [process

2 [to focus on b lobjectives

3 leconomic C lcustomer or client needs
4 la social d [charge

5 |production-distribution e |support

6 o accomplish an organization’s f welfare

7 [to pay for g lactivities

8 [free of h lsystem

9 |private or government I [living

10tto satisfy goods and services




SELF-STUDY

I. Give all aerund forms vou know of the following verbs and translate them:

to manufacture, to buv, to finance
I1. Give all known to vou participles and translate them:

to produce, to increase, to supply, to provide
I11. Define ing-forms. Translate the sentences:

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

IV. Choose the appropriate ing-form from those given below:
1. | knew specific parts of the offer for two hours, (having been negotiated;being
negotiated) 2. Jane saw Mr. Johnson _ himself a copy of the contract,
(having made; making, being made) 3. He found the order before  meetingMr.
Smith. (having been delivered; being delivered; delivering; having delivered)
4. They informed us about a letter of credit. (being sent; sending; havingsent)
V. Read the text and translate it using the dictionary.
DEFINITIONS OF MARKETING: HISTORICAL ASPECTS

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

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

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

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

Later definitions added the concept of consumer satisfaction.

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

In the 1970s, the concept of exchange was added to the definition of marketing.
Exchange involves two or more parties who voluntary agree to enter into a trading

13



relationship. The trade may consist of the exchange of a product or service for money, a
product for a product, a product for a service, or a service for a service.
Today, marketing is considered as a coordinating system of business activities.
Its aim is to provide products and services that satisfy the needs and wants of customers
through exchange process.
V1. State which of the sentences are true and which are false:
1. According to the first definition, marketing is considered as one of the three
functions of a country’s economic system.
2. This definition shows that there is a direct correlation between a country’s standard
of living and its economic system: the better the system, the better the standard of
living.
3. The American Marketing Association defined marketing as the “performance of
business activities that direct the flow of goods and services from producer to
consumer”.
4. It is the role of the producers to get the right goods and services to the right people at
the right place at the right time and at the right price.
5. Today, marketing is considered as a coordinating system of business activities.
VI. Choose the correct variant a, b, ¢ or d to fill in the gaps:
1. Thus, marketing is the economic which delivers manufactured or
produced products to society.
a) feature b) function c) characteristics d) activity
2. Another widely used definition of marketing was associated with
a) manufacturing b) advertising ¢) merchandising d) distributing
3. Thus, it is the role of the to get the right goods and services to the right
people at the right place at the right time and at the right price.
a) producers b) distributors ¢) marketers d) retailers
4. The emphasis was again made on business activities and the of goods
and services.
a) promotion b) distribution c¢) advertising d) production
5. Exchange involves two or more parties who voluntary agree to enter into a
relationship.

a) economic b) barter c) trading d) partnership
VII. Translate the following sentences into English:
1. ExoHoMika, B sIKii TOBapHO-TPOIIOBI BITHOCHHU € MaHYIOYUMH, B JiTEpaTypi

oTpuMaJia Ha3BYy "PHUHKOBOI €eKOHOMIKH". 2. PUHKOB1 BIMHOCHHHU CYTTEBO BIAPI3HAIOTHCS
B PI3HUX KpaiHax 3a CTYIEHEM pO3BUTKY, OCOOJHUBOCTSIMU MOAu(iKallii, piBHEM
3pUIOCTI, ICTOPUYHUMHU, COLIAIBHUMU Ta 1HIIMMHU o3HakamMu. 3. KOHKypeHIlis 0XOIItoe
BIAHOCHHHM MDX MIANPHEMISIMUA ¥ crokuBadamu. 4. OCKUIBKM B PHUHKOBI BIJIHOCHHU
BCTYIAIOTh Pi3HI Cy0'ekTH, a A0 cepu OOMiIHY HAAXOAATh PI3HOMAaHITHI TOBapu M
MOCJYTH, TO B KpaiHi (OPMYEThCA JHOCUTHh CKJIaJlHA PUHKOBA CTPYKTYpa, SIKa BKIIIOYAE
HaWpI3HOMAaHITHIIII BUJIA PUHKIB.
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THEME II. THE IMPORTANCE OF MARKETING SCIENCE
VOCABULARY

-«!%\ “A““"“ / Effort - 3ycumng. cipoda
Output- opoavKIis; BUITYCK

s\\% shortaoe - wHemocrada, Opax;
3 q&&s\ﬁ‘\ f sNr & nediumr
A ) \ ' to carrv out - BUKOHYBaTH
‘ &> %\&%Vﬁe%ﬁ; :fc‘;’?@e \ to offer - mpomonyBaTn
4 Pkl % (//, "8 warehouse - ToBapHMii CKIIa;
?2*55%5%%3 a — Ct ONTOBHUI Mara3sud
mh\*“&g , to be concerned with -
' /4@ @, \ puno IIKABUTHUCS, 3aiMaTHCS
NVeg R == iNDUt - BHECOK: BKIIAIGHHS
o oPTIMIZATION Soql}k . sales representative

TOPTiBEJIbHUM MPEACTABHUK
salespeople - mponabii, areHTH 3i 30yTy, KOMIBOSKEPH
to manage- ymopaBisITH
fence - oronoxa
1. Make two adjectives with each word using the suffixes -less and —ful and translate
them:
Job. use. harm. home. help. fruit. price
2. Define prefixes in the followina words and translate them:
dismantle, overdependence, subdivide, unpayable, uncalculated, reanalyse
3. Translate the sentences:
1. Brainstorming is a technique used by marketers during product naming or product
development.
2. Launchina new products is a risky business.
3.Responsible purchasing is another way that a company can build or maintain a good
reputation.
4. We can create an opportunity by strengthening our communication and informing
consumers about our new services.
5. Even in formal negotiations, it is felt that relationship-building can insure a
successful outcome.
4. Discuss the questions below:
1. What does the marketina concept mean?
2. What are three basic ideas of the marketing concept?
3. What is a production orientation?
4. What is a marketina orientation?
5. Read and translate the text.
TEXT
WHAT DOES THE MARKETING CONCEPT MEAN?

The marketina concept means that an oraganization aims all its efforts at satisfving
its customers — at a profit. The marketina concept is a simple but very important idea.

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

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

Three basic ideas are included in the definition of the marketina concept: (1)
customer satisfaction, (2) a total company effort, and (3) profit — not just sales — as an
obiective. These ideas deserve more discussion.“Give the customers what they need”
seems so obvious that it may be hard for you to see why the marketina concept reauires
special attention. However, people don’t always do the logical and the obvious —
especially when it means chanaina what thev’ve done in the past. In a typical company
35 vears ago, production manaaers thouaht mainly about aettina out the product.
Accountants were interested only in balancina the books. Financial people looked after
the company’s cash position. And salespeople were mainly concerned with aettina
orders for whatever product was in the warehouse. Each department thouaht of its own
activity as the center of the business with others working around “the edges.” No one
was concerned with the whole system. As lona as the company made a profit, each
department went merrily on — doing its own thing. Unfortunately, this is still true in
many companies today.

Ideally, all manaaers should work toaether as a team because the output from one
department may be the input to another. And everv department may directly or
indirectly impact short-term and lona-term customer satisfaction. But some manaaers
tend to build “fences” around their own departments. There may be meetinas to trv to
aet them to work toaether — but they come and ao from the meetinas worried only about
protectina their own turf.We used the term production orientation as a shorthand way to
refer to this kind of narrow thinkina — and lack of a central focus — in a business firm.
But keep in mind that this problem may be seen in sales-oriented sales representatives,
advertisina-oriented aaency people, finance-oriented finance people, directors of
nonprofit oraanizations, and so on. It is not a criticism of people who manage
production. They aren’t necessarily any guiltier of narrow thinking than anyone
else.

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

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

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

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

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

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

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

5. Instead of just trving to aet customers to buy what the firm has produced, a
marketing-oriented firm tries to offer customers what they need.
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6. Accountants looked after the company’s cash position.

7. Salespeople were mainly concerned with getting orders for whatever product was in
the warehouse.

8. Ideally, all manaaers should work together as a team because the output from one
department may be the input to another.

9. But the total system’s effort is guided by what managers want — instead of what each
department would like to do.

10. The marketina concept actually specifies a hiah-level objective — customer
satisfaction — that is loaical for each and every part of the system.

7. Choose the correct alternative:

1. Some manaaers/marketers show little interest in customers’ needs.

2. These manadaers still have a marketina/production orientation — making whatever
products are easy to produce and then trvina to sell them.

3. Well-manaaed firms have substituted/replaced this production orientation with a
marketina orientation.

4. A marketina orientation means trvina to fulfill/carry out the marketina concept.

5. Three basic ideas are included in the definition of the production/marketinaconcent.
6. In a tvypical company 35 years ago, sales/production managers thought mainly about
gettina out the product.

7. Financiers/Accountants were interested only in balancina the books.

8. Salespeople/Finance people were mainly concerned with getting orders for whatever
product was in the warehouse.

9. But some manaaers tend to build “fences” around their own companies/departments.
10. The total system’s effort is guided by what managers/customers want —instead of
what each department would like to do.

8. Fill in the blanks with appropriate words:

customer profit manaage financial department  production
marketing concept satisfaction output

1. The marketinais not really a new idea — it’s been around for a long time.

2. Some manaaers still have aorientation — making whatever products

are easy to produce and then tryina to sell them.

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

orientation.

4. Each thouaht of its own activity as the center of the business with
others working around “the edges”.

5. All manaaers should work toaether as a team because the from one
department may be the input to another.

6. It is not a criticism of people who production.

7. And everv department may directly or indirectly impact short-term and longterm
customer

8. The marketina concept specifies a hiah-level objective — satisfaction —
that is loaical for each and every part of the system.

9. It also specifies a obiective, which is necessary for the system’s survival.
10. people looked after the company’s cash position.

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

1. arains/ cereal/ are/ component/ a/ maijor/ of/ diet/ man's/ world/ throughout/ the/

2. wheat/ arain/ the/ distribution/ within/ the/ not/ uniform/ of/ nutrients/ is/

3. millina/ losses/ similar/ of/ and/ vitamins/ in/ the/ of/ rice/ minerals/ occur/

4. the/ varies/ composition/ of/ of/ these/ each/ flours/

5. flour/ also/ than/ more/ fibre/ brown/ or/ flour/ wholemeal/ contains/ dietarv/white/
6. to/ gluten/ a/ make/ large/ loaf/ quality/ flours/ should/ of/ good/ contain/sufficient/
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7. cereals/ a/ substantial/ to/ the/ intake/ of/ nutrients/ particularly/ calcium/ niacin/
thiami/ and/ dietary/ fibre/ also/ make/ contribution/ many/ other/

8. diet/ wheat/ of/ bread/ flour/ cakes/ biscuits/ toaether/ with/ other/ cereals/provides/
more/ than/ a/ quarter/ of/ energy/ protein/ and/ iron/ in/ the/carbohydrate/ average/ in/
the/ form/ the/ total/

9. of/ protein/ minerals/ and/ vitamins/ in/ the/ germ/ and/ of/ grain/ the/concentration/
is/ hiaher/ outer/ lavers/

10. is/ the/ of/ thiamin/ in/ bakina/ about/ 15/ cent/ loss/ per/ bread/

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

1 satisfying its a special attention

2 to show little b the marketing concept
3 to have a production ¢ in mind

4 to serve customers d with smth.

5 to carry out e as a team

6 to reauire f interest in

7 to balance a diet

8 to be concerned h orientation

9 workina toaether I customers

10 to keep J the books
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SELF-STUDY
I. Translate the following word combinations:
CdJCKTHBHO 3a10BOJIBHATHU HOTDG6I/I KJ'Ii€HTiBl [IJIaHYBaHHS M&DKGTI/IHFOBOI CTD&TGI‘ﬁ.’.
D03BI/IHVTi GKOHOMiKI/Il MaDKGTI/IHFOBi BUTPATU. IIOBCAKIACHHC JXUTTA. DCKIIaMa.
MapKeTHHTOBa KaMIIaHisl; CII0XKHWBa4d; POOOTOJABEIlb, MOMIIMBOCTI; EKOHOMIUYHUN
PO3BUTOK
I1. Translate the followina sentences. Define ""ina-forms™":
1. When meetina a customer, make eve contact within ten seconds.
2. Meetinas are an important tool for buildina your customer base.
3. Good customer-oriented telephone techniaue starts with beina courteous.
4. Sellina happens between people, in face-to-face communication.
5. Usina electronic orderina systems is really areat.
I11. Read and translate the following text using a dictionary.
TEXT
WHY STUDY MARKETING?

Marketina is an important part of any economic system. In fact, any country in
which the people eniov a comfortable standard of living relies on marketing in order to
bring products and services to the population.

Everv oraanization needs to think about its markets and how effectively it meets
its customers’ or clients’ needs. Organizations that don’t satisfy their customers sooner
or later disappear — and usually it’s sooner rather than later. Conversely, oraanizations
that find new and better wavs to meet needs prosper and grow. Be sure that it’s better to
prosper than to fail and disappear.

So. there’s hardly anv issue that’s more important than figuring out how to satisfy
customers — whether old ones an oraanization has served in the past or new ones it
hopes to attract. At its essence, that’s what marketing and marketing strategy planning is
all about.

One reason for studving marketing is that you — as a consumer — pay for the cost
of marketing activities. In advanced economies, marketina costs about fifty cents of
each consumer’s dollar. For some goods and services, the percentaae is much hiaher.

Another important reason for learning about marketing is that marketing affects
every aspect of your daily life. All the aoods and services you buy, the stores where vou
shop. and the radio and TV proarams paid for by advertisina are there because of
marketing. Even your job resume is part of a marketing campaian to sell yourself to
some employer! Some courses are interestinad when vou take them but never relevant
aagain once thev are over. Not so with marketing — you’ll be a consumer dealing with
marketing for the rest of vour life.

Still another reason for studvina marketing is that there are many excitina and
rewardina opportunities in marketina. Marketina is often the route to the top. You can
find opportunities in sales, advertisina, product manaaement, marketina research,
distribution, and other areas. Even if vou’re aiming for a nonmarketing iob. yvou’ll be
workina with marketina people. Knowina somethina about marketina will help vou
understand them better. It will also help vou do vour job better. Marketina relates to lots
of other functional areas. Remember that marketina is important to the success of every
oraanization. A company that can’t sell its products doesn’t need accountants. financial
manaaers, production managers, personnel managers, computer programmers, or credit
managers.

Even if vou’re not planning a business career. marketing concepts and techniques
apply to nonprofit organizations too. Many nonprofit organizations have a marketing
manaaer. And the same basic principles used to sell soap are also used to “sell” ideas.
politicians, mass transportation, health care services, conservation, museums, and even
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colleges.

An even more basic reason for studyina marketing is that marketina plays a bia
part in economic arowth and development. Marketina stimulates research and new ideas
— resulting in new goods and services. Marketina aives customers a choice amond
products. If these products satisfy customers, fuller employment, hiaher incomes, and a
hiaher standard of living can result. An effective marketing system is important to the
future of all nations.

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

1. Any country in which the people eniov a comfortable standard of living relies on
marketina in order to brina products and services to the population.

2. In advanced economies, marketing costs about fifteen cents of each consumer’sdollar.
3. Another important reason for learning about marketing is that marketing affects every
aspect of vour daily life.

4. Even if you’re aiming for a nonmanufacturing job, you’ll be working with marketing
people.

5. Even if a company doesn’t sell its products it needs accountants, financial manaaers,
production manaaers, personnel manaaers, computer proarammers, or credit managers.
V. Choose the correct variant a, b, ¢ or d to fill in the aaps:

1. Everv oraanization needs to think about its markets and how effectively it its
customers’ or clients’ needs.

a) satisfies b) faces c) studies d) meets

2. One reason for studying marketing is that you — as a — pay for the cost of
marketina activities.

a) producer b) consumer ¢) customer d) buver

3. Even vour job resume is part of a campaign to sell yourself to some
emplover.

a) advertisina b) manufacturina ¢) promotina d) marketina

4. You can find in sales, advertising, product management, marketing
research, distribution, and other areas.

a) possibilities b) opportunities ¢) options d) positions

5. Many organizations have a marketina manager.

a) profit-oriented b) retail c) nonprofit d) wholesale

VI. Translate the followina sentences into Enalish:

1. Bci Buam DpHHKIB  MOXYTH OVTH 3BeIeHl NOPUHAHMHI OO0 YOTUDHOX
€KOHOMIYHUXYTBODEHb: DPHUHOK TOBApIB 1 TMOCIYr; PUHOK TpOILIEH; PUHOK IIHHUX
[arepiB; PUHOK POOOYOI CUIIH.

2. Tlponiec (GVHKIIIOHYBaHHS PUHKOBOTO MEXaHI3My BHU3HAYa€ CTYMIHbE(PEKTUBHOCTI
PUHKOBOI €EKOHOMIKH.

3. Ines "BUIBHOTO PUHKY' HAJIEKUTH KIIACUKY HNOJITHYHOI eKoHOMIT A.CMiTy.

4. OgHUM 3 BaXXJIMBUX 3aKOHIB PUHKOBOI EKOHOMIKH € 3aKOH I'DOIIIOBOTO O0IrY.

5. PuHOK BHM3HAuYaeThCs K MICIE, JIe 3AIMCHIOETHCA KYMIBIA Ta MPOJAX TOBApiB, Ji€
B3a€EMOIIFOTH TIPOJIABIII Ta TTOKYTIIT.
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THEMA 3. MARKETINGSCIENCEANDMARKETIDENTIFICATION
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https://www.youtube.com/watch?v=JCHGV3gmLns

VOCABULARY

Tointeract - B3aeMomiATH; BIUIMBATH OAWH HA OJHOTO
interdependent- B3aemo3aneKHUI; 3aJIEKHAN OIUH BiJl OJTHOTO
toprovide- mocrauary; 3a0e3nedyBaTy; HaaaBaTH
todeliver-nepenasatu, Bpy4aTH; PO3HOCUTH, JOCTABIISATH
marketinamix - KOMITJICKC MapKETHHTY

location- miciie po3ramryBaHHs

development- po3BuToK; PO3POOKA

productlifecvcle- xutreBuit UK TOBApy

maturity- 3pimicTs

decline- maminns, cnan

regarding- 111010, CTOCOBHO

1. DefinethetenseofthepredicateinthefollowingEnglishsentences:
Shehasbeenpreparingafinancial

reportfortwohours. Bona rotye ¢inaHcoBwHii 3BIT (BX€) JIB1 TOJIUHHU.
Shehadbeenpreparingafinancial

reportfortwohours

whenyoucalled. Bona roryBama (inaHcoBuii 3BIT (BXKe) JBi

T'OIWHH, KOJIHX BH ITOA3BOHUIIN.
2. Ask guestions to the words in bolt tvpe:
1. Once a taraet market has been identified, a company has to decide what goods or
service to offer.
2. Promotion aroups toaether advertisina, publicity, sales promotion, and personal
sellina, while price includes the basic list price, discounts, the length of the payment
period, possible credit terms and so on.
3. Companies have to identify market opportunities by market seamentation: doing
market research, findina a taraet market, and producina the right product.
3. Read and translate the followina word-combinations:
business activity, interacting and interdependent parts, to offer products and services, to
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deliver goods to the customer, to promote aoods and services, telephone sales, research
and development of a new product or service, newspapers adds, "product life cycle".
4. Discuss the guestions below:
1. What are four major aspects of marketing?
2. What does promotion include?
3. What are the stages of a “product life cycle”?
4. What P should be carefully considered as well?
5. Read and translate the text:

TEXT

MARKETING MIX

Marketina is considered to be a coordinated system of business activities. Its aim
Is to provide products and services that satisfv the needs of customers.

Marketina can be described as a coordinated system, consisting of interacting and
interdependent parts functioninag as a sinale whole.

Any company has at least four maior aspects of marketina: products and services
to offer, the prices at which thev should be sold. the manner in which they will be
delivered to the customer, and the way they will be promoted.

These four main parts of marketina are often called the Marketina Mix. They are
often called the four P’s of marketing: Product. Price. Place. and Promotion.

Place means the location of certain goods and services as well as distribution of
them.

Promotion includes all kinds of communication in marketina such as advertisinag,
sales, direct mail, free additions, testers, fairs and shows to advertise new products and
services, telemarketina with telephone sales, newspapers adds, etc. Promotion is
considered to be, perhaps, the most complex element in the Four P's. It should be kept in
mind that different aroups and sections of people have different likinas and dislikinas.
You have to take it into account making all goods and services appeal to different
customers.

The third element in marketina mix is product (service). It is often related to the
research and development of a new product or service, testina its quality, searchina for
the potential markets and, after all, introducing it to the market. Each product has its
own "product life cycle". These cycles are different for different products; however,
there are four stages of "life cycle” of each product. They are: introduction. arowth,
maturity, and decline. It should be noted that Product is the most controllable of the four
elements of the marketing mix.

The most chanaeable element of all the four is Price. The definition of a price is
exchanae of somethina of value for something else. It is very simple and it is very
important for customers. As prices rise we can buy fewer thinas or only thinas of lesser
quality. On the contrary, as prices fall customers can buy more thinas of better quality.

Still one should remember that the people and personnel aspect of any business is
also important to marketers. All parts of the marketina mix are operated and manaaed
by Deloole. Thus, there is one more P that must be carefully considered by marketers —
People.

One should remember that he cannot make a decision reaardina one aspect of the
mix without affectina another. Even thouah one may discuss and decide about each
aspect separatelv. all must be coordinated for effective marketina.

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

1. The aim of marketing is to manufacture products and services that satisfy the needs of
customers.

2. Marketina can be described as a coordinated system, consisting of interacting and
interdependent parts functioning as a single whole.
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3. These four main parts of marketina are often called the marketina mix.

4. Marketina mix includes all kinds of communication in marketing such as advertisina,
sales, direct mail, free additions, testers, fairs and shows to advertise new products and
services, telemarketina with telephone sales, newspapers adds, etc.

5. It should be kept in mind that different groups and sections of people have different
likinas and dislikinas.

6. Each product has its own "product life cvcle™.

7. These cvcles are similar for different products; however, there are four stages of "life
cvcle" of each product.

8. The most controllable element of all the four is Price.

9. The definition of a price is exchanae of somethina of value for something else.

10. All parts of the marketina mix are operated and managed by people.

7. Choose the correct alternative:

1. Marketina can be described as a controllable/coordinated system, consisting of
interactina and interdependent parts functionina as a sinale whole.

2. Place means the situation/location of certain goods and services as well as
distribution of them.

3. Price/Promotion is considered to be, perhaps, the most complex element in the Four
P's.

4. Each product has its own/same "product life cvcle™.

5. As prices fall/rise customers can buyv fewer thinas or onlv thinas of lesser quality.

6. All parts of the product/marketina mix are operated and manaaed bv people.

7. The aim of marketing is to provide/promote products and services that satisfy the
needs of customers.

8. Any company has at least four maijor aspects of marketina: products and services to
offer, the prices at which they should be sold, the manner in which they will be
presented/delivered to the customer, and the way thev will be promoted.

9. The third element in marketina mix is often appropriate/related to the research and
development of a new product or service.

10.0ne should remember that the people and personnel aspect of any business is also
important to manaaers/marketers.

8. Fill in the blanks with appropriate words:

customers development exchange maturity business marketers promotion distribution
"life cvcle™ marketing mix

1. Marketina is considered to be a coordinated system of activities.

2. These four main parts of marketina are often called the

3. Place means the location of certain goods and services as well as of them.
4. is considered to be, perhaps, the most complex element in the Four P's.

5. You have to take it into account making all goods and services appeal to different

6. It is often related to the research and of a new product or service, testing its

auality, searchina for the potential markets and, after all, introducina it to the market.

7. These cvcles are different for different products; however, there are four stages of
of each product.

8. There are four stages of a "product life cycle": introduction, growth, , and
decline. -

9. The definition of a price is of somethina of value for somethina else.
10.Thus, there is one more P that must be carefullv considered by — People.

9. Put the words in the correct order to make sentences.
1. be/ business/ is/ to/ coordinated/ considered/ of/ activities/ marketina/ a/ system/
2. of/ are/ these/ Marketing/ four/ marketing/ often/ the/ Mix/ main/ parts/ called/
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3. as/ distribution/ place/ goods/ means/ the/ of/ and/ well/ of/ services/ them/ location/

certain/ as/

4. in/ Four/ be/ promotion/ to/ the/ complex/ is/ element/ the/ P's/ considered/ most/
5. appeal/ into/ vou/ to/ goods/ take/ it/ all/ services/ to/ customers/ have/ account/

different/ and/ makina/

10. Match the words and their definitions.

1 to provide

2 interdependent

3 marketina mix

4 distribution

5 product life cycle

6 promotion
7 decline

8 maturity

9 marketer
10 communication

A the series of developments that take place in it from
its beainnina until the end of its usefulness

B someone whose iob involves marketing.

C the state of beina fully developed

D the imparting or exchanaing of information by
speakina. writina. or usina some other medium

E a aradual and continuous loss of strength, numbers, or
value

F the action or process of supplvina aoods to retailers

G the publicizina of a product, oraanization, or venture
S0 as to increase sales or public awareness

H (of two or more people or things) dependent on each
other

| to make available for use: supplv

J the combination of marketina activites it uses in order
to promote a particular product or service

X11. Match the words in the right column with the words in the left column to make

word combinations.
1 to provide

2 to satisfv the needs of

a new products and services
b a sinale whole

3 interactina and interdependent c likinas and dislikinas

4 to function as
5 to advertise
6 people have different

d research and development
e the market
f products and services

7 to take it into a life cvcle
8 ...... of a new product or service h account
9 introducina it to I parts

10 product

J customers
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SELF-STUDY
I. Form and translate the nouns:
a) -ment: supplv. emplov. advertise. develon. improve, require;
b) -ness: riaid. competitive. cold. wasteful. weak;
c) -ance(-ence): exist, occur, accept, rely, important, differ, resist
I1. Translate the words havinag the same roots:
chanae. chanaed, exchanae., exchanaina. chanaeable; rely. relvina, reliance, relied,
reliabilty; supplv, supplvina, supplied, supplement; reduce, reduced, reducing
I11. Translate the followina word combinations:
market identification, taraet markets. purchasina power, to make up a market, to
influence, marketina concept, to determine the needs and wants, to satisfy customers,
consumer’s ability to pay for smth.. consumer market. industrial market
V. Use the verbs in brackets in the appropriate tense:
1. Thev (to find) a new supplier who is less expensive than A's company.
2. If vou buy more than 200 articles, we (to aive) you a seven per cent discount.
3. They (to neaotiate) the offer at the moment.
4. We (to use) an intearated business system to handle orders for three months.
5. When working with foreign companies, what (to be) the most difficult aspects in
placina orders?
V. Read and translate the text using the dictionary.
TEXT
MARKET IDENTIFICATION

The marketina concept states that a business tries to determine the needs and
wants of taraet markets and to satisfy customers in those markets. Customers are
people: individuals, aroups, and oraanizations.

A market always includes people who are the key element in market identification.

These people must have needs and wants that are not satisfied. Also they must
have the purchasina power to buy the products and services satisfying them. For
example, a consumer who wants a hiah priced car but has no money does not constitute
a complete market. The missing part of this market is the consumer’s ability to pay for
the car. The purchasina power is not there. Therefore, a definition of a market includes
people with the purchasing power and the willingness to buy specific products and
services.

A market may include one person or a larae aroup of people who have similar
needs and wants or who buy toaether. Marketers are always interested in how many
people are available to become part of a market.

Purchasina power means that people have the money to spend in order to get
what they want. In the case of organizations, purchasing power is used by a person who
has the authority to spend the organization’s money.

The marketer must study the characteristics of people by trvina to determine
which people make up a market, where they are located, and what influences their
behaviour. Classifvina people by tvpes of markets is a step forward.

Marketers desian products and services in order to meet the demands of many
different types of markets. Identification of the type of market directly influences the
marketina strateaies that may be used to reach that market.

Marketing practice requires the identification of two basic types of markets,
usually called the consumer market and the industrial market.

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

1. The marketina concept states that a business tries to determine the needs and wants of
taraet markets and to satisfv customers in those markets.

2. A consumer who wants a high priced car but has no money can constitute a complete
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market.

3. Therefore, a definition of a market includes people with the purchasing power and the
willinaness to buy specific products and services.

4. A market may include one person or a large group of people who have different
needs and wants or who buy toaether.

5. Identification of the tvpe of market indirectly influences the marketing strategies that
may be used to reach that market.

VII. Choose the correct statement:

1. The marketina concept states that a business tries to the needs and wants of
taraet markets and to satisfv customers in those markets.

a) define b) determine ¢) satisfy d) study

2. The missing part of this market is the consumer’s to pay for the car.

a) ability b) willinaness ¢) desire d) power

3. Purchasina power means that people have the money to in order to get
what thev want.

a) pav b) afford c) expend d) spend

4. Classifvina people by tvpes of _is a step forward.

a) abilities b) needs c) markets d) behaviour

5 desian products and services in order to meet the demands of many

different types of markets.

a) producers b) sellers ¢) manufacturers d) marketers

VII. Translate the followina sentences into Enalish:

1. PuHKOBI BIZHOCHMHU DPa30M 3 IHIIUMU EKOHOMIYHMMH BIJJTHOCMHAMH TOB'SI3YIOTh
€KOHOMIYHY CUCTEMY CYCIIUIBCTBA B €IIMHE LILIE.

2. PUHOK Ma€ CTUMVIIIOIOYUHN BIUIMB HA €KOHOMIKY. OCKIJIbKA CIIOHYKAa€ BUPOOHUKIB 10
MIPUCKOPEHHS] HAYKOBO-TEXHIYHOT'O MPOTPECY Ta EKOHOMII Yacy.

3. OVHKIIIOHYBaHHS DHUHKOBOTO TOCIHOJAapCTBa 0a3yeThCcs HA KOHKYPEHIIl Mk
TOBAPOBUPOOHUKAMHU 1 TTOKVITIISIMHU.

4. OrpumanHs NpuOVTKY a00 MOro BIACYTHICTh 3VMOBIIIOIOTH Bl DE€Yl: 3arajbHUM
MPUOVYTOK, 110 OTPUMYETHCS (PipMOIO BiJ MPOAAXKY CBOTO MPOAYKTY; 3arajibHi BUTPATH
H#oro BUpOOHHUIITBA.

26



THEME 4. BASIC TYPES OF MARKETS

The Four Types of Market Structure

Number of Firms?

Many
firms
One >
i Few Type of Products?
firms Differentiated Identical
products products
Monopoly Oligopoly Monopolistic Perfect
Competition Competition
e Tap water = Tennis balls e Novels = Wheat
= Cable TV = Crude oil « Movies - Milk
VOCABULARY
todesian IIPOCKTYBATH: CTBODIOBATH
toreach IIPOHMKATH, JOCITaTU

identification

consumermarket
industrialmarket

personaluse

BU3HAYCHHSI, 1ICHTU(IKAITIS

CIIOXKMBYUI DUHOK

IIPOMMCIIOBUI DUHOK
0c00MCTE BUKODUCTAHHS

criterion KDHUTEDIN, 03HAKa

todealwith MaTH CIpPaBy 3, 3alMaTHCS
contractor MIDSIIHUK

salesvolume peatizalis MPOAYKIIil; 00CAT IPOaaXy

consumerproducts crioxuB4i TOBapH

toconstitute CKJIagaTu

tobemadeupof CKJIAATUCh 3

bond oOumiraris

stockmarket donmoBa 0ipxka

todetermine BU3HAYATHU., BCTAHOBJIIOBATH

liguidassets JIKBIAHI AKTUBHU; JIIKBIIHI KOLITH
tofacilitate [IOJIETIIVBATH. JOIIOMAraTH. CIIDUATH

1. Translatethesentencespayinagattentiontothetenseofthepredicate:

1. JIMpeKTOPMOBIAOMUB, IIOIXHEMIAMPUEMCTBOBIAIONPOBENIO PEKIaMHY KaMIIaHilo 1
TOMY OOCSITH MIPOAAXKY IILOTO TOBaPY 3DOCIIH.

2. Bin OyB ymeBHEHUH, 10 KOMIIaHisl OTPUMAE BEJHMKI MPUOYTKHU BiJ MPOJAXKY ITHOTO
oOJiaTHaHHS.

3. Jlupektopu KOMEpIHHUX (BipM BHUKODHMCTOBYIOTH KamiTal 1 poOody cuily, 100
MAaKCHUMAJIbHO MiABHUINMTH IIPOAVKTHBHICTD IIPAIIi.

4. Tapudu 3aXUIIATUMYTH BITYU3HIHY IIPOMHUCIIOBICTH IIPOTITOM IIEBHOT'O Yacy.

2. Read and translate the sentences. Pay attention to rendering the words for and
since into Ukrainian:

a) 1. If the client has understood the benefits, and also trusts the seller, he/she will start
to develop desire for the product or service.
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2. We expect a five per cent discount for we have ordered more than 100 articles.
3. The manager is meeting with long-term clients who have not bought anything from
our company for the last vear.
b) 1. Since the focus for anv successful salesperson is building relationships with
clients, small talk is an important tool for doina this.
2. Our company has placed just two orders with that firm since the beginning of the
fiscal vear.
3. Define the word stems of the following words and translate them:
development, improvement, consumption, useless, mixture, requirement, growth,
aradually, intensity, delivery, activity, reliable, dependence, dismiss
4. Read and translate the word combinations:
to desian products and services; to buy products and services for personal use and
satisfaction; a consumer product; to meet social needs of people; specialists in buying
procedures; purchase contracts; sales volume; principal types of markets; factors of
production; level of unemplovment; stock markets; bond markets
5.Discuss the questions below:
1. What are the two basic types of markets?
2. What is the difference between a consumer product and an industrial product?
3. What are the maior members of the industrial market?
4. What are another three principal tvpes of markets?
6. Read and translate the text using the dictionary.
TEXT

BASIC TYPES OF MARKETS

Marketers desian products and services in order to meet the demands of many
different tvpes of markets. ldentification of the tvpe of market directly influences the
marketina strateaies that may be used to reach that market. Marketina practice reauires
the identification of two basic types of markets, usually called the consumer market and
the industrial market.

The consumer market is made up of people who buy products and services for
personal use and satisfaction.

The consumer’s reason for the purchase is a very important criterion in
determinina which type of market a person is dealina with. For example, one who
purchases a calculator to use at home for personal use is part of the consumer market for
calculators. In this situation, the calculator is a consumer product. If that same calculator
were purchased by a business person for use in an insurance office, it would be used in
the industrial market.

The consumer market is the laraest market as for number of members.

The business firm that purchased a calculator for use in its office provides a aood
example of a member of industrial market. The oraanizations in this market do not buy
products for personal use. They use products and services to make a profit or, in the
case of non-profit oraanizations, to meet social needs of people.

The industrial market is made up of businesses and oraanizations that use
products and services to resell or to produce other products and services.

The maior members of the industrial market are producers, trade industries,
aovernments, and non-profit oraanizations. Non-profit oraanizations such as schools
and social societies should be included in this market if they meet social needs but not
primarily the personal needs of their members.

Other industrial market members include manufacturers. contractors. financial
institutions, etc. The industrial market is an important potential market. However, as
with the consumer market, the marketer needs to determine carefully the reasons for the
purchase of a product or service. In fact, industrial market buyers are specialists in
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buvina procedures. Their salaries and jobs often depend on purchase contracts that
eventually produce a profit.

The industrial market is larger in sales volume than the consumer market because
most products are bouaht and sold in several industrial markets before beina sold as
consumer products. Product markets, factor markets, and financial markets constitute
another three principal tvpes of markets. In the real world there are many
microeconomic markets fallina into each of these three cateqories.

The product market is a market for all the newly produced goods and services in
the economy.

This market takes the centre stade amona the maijor forces determinina the level
of activity in the system. The market for factors of production is also a very important
macroeconomic market.

Private citizens, politicians, and the news media are all concerned with the level
of unemployment.

Financial markets facilitate the exchanae of liquid assets. Most investors prefer
investina in two markets, the stock markets and the bond markets.

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

1. ldentification of the type of market indirectly influences the marketing strategies that
may be used to reach that market.

2. Marketina practice requires the identification of two basic types of markets, usually
called the consumer market and the industrial market.

3. The product market is made up of people who buy products and services for personal
use and satisfaction.

4. The business firm that purchased a calculator for use in its office provides a good
example of a member of industrial market.

5. The consumer market is made up of businesses and oraanizations that use products
and services to resell or to produce other products and services.

6. The major members of the industrial market are producers, trade industries,
agovernments, and non-profit organizations.

7. In fact, product market buvers are specialists in buyina procedures.

8. The industrial market is larger in sales volume than the consumer market because
most products are bought and sold in several industrial markets before being sold as
consumer products.

9. The consumer market is a market for all the newly produced goods and services in
the economy.

10. Financial markets facilitate the exchange of liquid assets.

8. Choose the correct alternative:

1. Marketers create/desian products and services in order to meet the demands of many
different tvpes of markets.

2. Marketing strateay/practice requires the identification of two basic types of markets,
usuallv called the consumer market and the industrial market.

3. For example, one who produces/purchases a calculator to use at home for personal
use is part of the consumer market for calculators.

4. The product/consumer market is the laraest market as for number of members.

5. The maior members of the finance/industrial market are producers, trade industries,
aovernments, and non-profit oraanizations.

6. The producer/marketer needs to determine carefully the reasons for the purchase of a
product or service.

7. Their salaries and jobs often depend on purchase contracts that eventually produce a
profit/interest.

8. The consumer/product market is a market for all the newly produced goods and
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services in the economy.

9. The market for factors of production is also a very important
microeconomic/macroeconomic market.

10.Financial markets facilitate the exchanae of stocks/liquid assets.

9. Fill in the blanks with appropriate words:

profit consumer constitute purchase industrial reach members personal use resell
identification

1. Identification of the tvpe of market directly influences the marketing strategies that
may be used to that market.

2. Marketina practice requires the of two basic types of markets, usually
called the consumer market and the industrial market.

3. The consumer market is made up of people who buy products and services for
| and satisfaction.

4. The consumer market is the laraest market as for number of

5. The consumer’s reason for the IS a very important criterion in determining
which tvpe of market a person is dealina with.
6. They use products and services to make a or, in the case of non-profit

organizations, to meet social needs of peonle. o
7. The industrial market is made up of businesses and oraanizations that use products

and services to or to produce other products and services.

8. The maior members of the ___market are producers, trade industries,
aovernments, and non-profit oraanizations.

9. However, as with the market, the marketer needs to determine carefully the
reasons for the purchase of a product or service.

10. Product markets, factor markets, and financial markets another three

principal types of markets.

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

1. for/ services/ made/ the/ who/ market/ is/ up/ people/ products/ and/ use/ and/
satisfaction/ consumer/ of/ buy/ personal/

2. market/ number/ is/ for/ the/ market/ of/ members/ consumer/ the/ laraest/ as/

3. other/ resell/ organizations/ use/ market/ is/ up/ of/ and/ that/ products/ and/ to/ or/ to/
produce/ and/ services/ industrial/ the/ businesses/ made/ services/ products/

4. buvers/ procedures/ in/ industrial/ are/ in/ buvina/ fact/ market/ specialists/

5. industries/ producers/ of/ members/ non-profit/ the/ market/ trade/ and/ the/
oraanizations/ major/ industrial/ are/ aovernments/

11. Match the words and their definitions.

1 to reach A a person or company that does work according
to a written aareement
2 consumer market B a person or organization that buvs stocks or

shares, or pays money into a bank in order to
receive a profit

3 industrial market C a business or company which makes goods in
larae quantities to sell

4 marketing strategy D consists of the aeneral activity of buyina stocks
and shares, and the people and institutions that
oraanize it

5 contractor E a person emploved to select and purchase stock
or materials for a large retail or manufacturing
business

6 liquid assets F a strateav or plan for marketina activities

7 buyer G cash, or investments which can be quickly
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8 manufacturer
9 investor

10 stock market

converted into cash

H the customers who buv consumer aoods

| to attain or extend to (a specified point, level, or
condition)

J customers who buy goods to be used in
production

12. Match the words in the right column with the words in the left column to make

word combinations.

1 marketers desian

2 identification of

3 to reach

4 for personal use

5 the consumer’s reason
6 to make

7 to meet social

8 to determine carefully
9 specialists in

10 factors of

a for the purchase

b and satisfaction

c a profit

d the reasons

e buvina procedures

f products and services
a production

h needs of people

I the market

J the type of market
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SELF-STUDY
I. Define "'ina-forms'. Translate the sentences:
1. Thev know that this supplier has difficulties in delivering on time.
2. This company is in a restructuring process, and therefore they cannot agree to a long-
term contract.
3. Jane is writina to complain about the latest delivery of her order.
4. So our goal for the comina vear is to improve the quality of our after-sales services.
5. Winnina a new client is much harder and a lot more expensive than keeping an
existing one.
6. Marie Claire is reviewing its marketing strategy in an attempt to attract a wider
audience.
I1. Fill in the blanks with *'what"*, **which*, "*when", "'who"":

1. _kind of promotional operations, such as direct mail, will work best for the
product?

2. Up-to-date technoloay means that you return to a site vou have visited before,
thev will remember vour name, vour profile, and yvou bouaht last time.

3. Call centres can no lonaer afford to have agents just read off scripts.

4. The delay was due to an unexpected computer problem protein in the delivery
department interrupted our usual efficient service.

5. | got vour invoice thouah, | was completelv shocked to see that the UK phone
calls are twice as expensive as before, with my old phone service.

6. Recentlv we have been gettina a lot of complaints from customers are annoyed

with the quality of our customer service.
I11. Read and translate the text using a dictionary:
TEXT
THE FOREIGN EXCHANGE AND CAPITAL MARKETS

The foreian exchanae market is a market for convertina the currency of one
country into that of another country. An exchanae rate is simply the rate at which one
currency is converted into another. Without the foreian exchanae market international
trade and international investment on the scale that we see today would be impossible;
companies would have to resort to barter. The foreiagn exchanae market is the lubricant
that enables companies based in countries that use different currencies to trade with
each other.

The rate at which one currency is converted into another typically chanaes over
time. Currency fluctuations can make seemingly profitable trade and investment deals
unprofitable, and vice versa.

In addition to altering the value of trade deals and foreian investments, currency
movements can also open or shut export opportunities and alter the attractiveness of
imports. While the existence of foreian exchanae markets is a necessary precondition
for larae-scale international trade and investment, the movement of exchanae rates over
time introduces many risks into international trade and investment. Some of these risks
can be insured against by usina instruments offered by the foreign exchange market,
such as the forward exchanae contracts.

Thus, the foreian exchanae market serves two main functions. The first is to
convert the currency of one country into the currency of another. The second is to
provide some insurance against foreian exchanae risk, by which we mean the adverse
consequences of unpredictable chanaes in exchanae rates. To explain how the market
performs this function, we must first distinguish among spot exchange rates, forward
exchanage rates, and currency swaps.

A capital market brinas toaether those who want to invest money and those who
want to borrow money. Those who want to invest money are corporations with surplus
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cash, individuals, and non bank financial institutions (e.g., pension funds, insurance
companies).

Those who want to borrow money are individuals, companies, and governments.
In between these two aroups are the market makers. Market makers are the financial
service companies that connect investors and borrowers, either directly or indirectly.
They include commercial banks and investment banks.

Commercial banks perform an indirect connection function. They take deposit
from corporations and individuals and pay them a rate of interest in return. They then
loan that money to borrowers at a hiaher rate of interest, makina a profit from the
difference in interest rates. Investment banks perform a direct connection function. They
brina investors and borrowers toaether and charae commissions for doing so.

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

1. The foreian exchanae market is a market for converting the currency of one country
into that of another country.

2. The rate at which one currency is converted into another typically does not change
over time.

3. In addition to alterina the value of trade deals and foreian investments, currency
movements can also open or shut import opportunities and alter the attractiveness of
exports.

4. A capital market brings together those who want to invest money and those who want
to borrow money.

5. Investment banks take deposit from corporations and individuals and pay them a rate
of interest in return.

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

1. The foreian market is a market for converting the currency of one
country into that of another country.

a) stock b) securities ¢) exchanae d) bond

2. fluctuations can make seemingly profitable trade and investment deals
unprofitable, and vice versa.

a) cash b) money c) finance d) currency

3. Some of these risks can be insured against by using instruments offered by the
foreian exchanae market, such as the forward exchange

a) aareements b) contracts c) deals d) arranaements

4. A market brings together those who want to invest money and those
who want to borrow money. a) money b) stock ¢) finance d) capital

5. Commercial banks take from corporations and individuals and pay them a rate of
interest in return. a) credit b) finance c) deposit d) loan

VI. Translate the followina sentences into Enalish:

1. TocBin xpaiH, B AKX (DYHKIIIOHYVE PUHKOBA €KOHOMIKA, CBIAYHMTH PO TE, IO BOHA
SIBJISIE CO0010 €(hEKTHBHO IIPALIIOIYNIT MEXaHI3M.

2. MibKHapoaHUM TYPU3M ISl KpaiH, 110 DO3BUBAIOTHCS, € JHKEPEIOM HAIXOIKEHHS
1HO3eMHOT BaJIIOTH ¥ CTBODEHHS DOOOYHX MICIIb.

3. PuHOK pO3YMIETHCS SK TOEMHAHHS TMOMUTY 1 MPOMO3UINi, abo sk Micie, e
B1IOVBAETHCS KVIIIBJIS-TIDOAAXK TOBADIB.

4. Tlportec bvHKITIOHYBaHHS PUHKOBOTO MEXaHI3My BHU3HAuya€ CTYMiHb €()EKTUBHOCTI
PUHKOBOI €KOHOMIKH.
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THEME 5. MARKET SEGMENTATION

MARKETING
SEGMENTATION

Geographic Demographic Psychographic Behavioral

VIDEQ!!!

https://www.youtube.com/watch?v=EQ2pgHbvK0A

VOCABULARY

totalmarket 3araJbHUHO0EMPUHKA

todivide JIUIATH, PO3IUIATH, TUTHTHACS

recreation BIJIMOYMHOK, BIAHOBJICHHSICUIT; pO3Bara

toface 3YCTDITUCS, CTUKATUCS, [IOCTABATH

reachable TOM, MIOMOKHAIOCATHYTH

responsive YYTIMBUN, SKUUIIBUIKODEATYE

tomeasure BHUMIDIOBATH, OLIIHIOBATH, BU3HAYATHU

marketshare [IMTOMaBaraHapuHKYIaHOTrOTOBapY

profitability MIPUOVTKOBICTE, DEHTA0EILHICTE

variable 3MiHHa (BenMunHA)

benefit riepeBara; KOpucTb, 0J1aro; BUroaa

toappeal (to) npuBa0JIIOBATH, I[IKABUTH

1. Study the followina sentences:

WeknowthatJaneisagoodaccountant. Mu 3Haemo, mo JIkeiH
oyxramarep.

WeknowJanetobeagoodaccountant. Mu 3maemo, mo JIkeWH
Oyxranrep.

2. Find complex object in the following sentences and translate them:

- XOpOIIHA

- XOpOIIU

1. Director General expects the translation of the contract to be finished auickly.
2. James would like the preparations for the advertising campaign to be made in time.

3. Jack felt somebody touch him on the shoulder.

4. We knew him to be fond of German automobiles, so we couldn't imagine him to

araue about Chinese ones.
3. Discuss the questions below:
1. What is market segmentation?
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https://www.youtube.com/watch?v=EQ2pgHbvK0A

2. What do people who make up each market seament have in common?
3. What is a marketer faced with when selecting a good segment and the bases for
seamentation?
4. What criteria can marketers use for selectina market segments?
4. Read and translate the text using the dictionary.
TEXT
MARKET SEGMENTATION

Market seamentation is the process of dividina the total market into smaller parts
which include customers with similar characteristics. Each seament is made up of
people, who are similar in behaviour, lifestvles, and aoals. For example, all consumers
seek some form of recreation. This idea places all consumers in a total market, but
consumers relax and have fun in many different ways. There are many alternatives for
the consumer. As for the marketer, he is faced with many decisions concerning the
criteria for selectina a aood seament and the bases for seamentation.

Marketers can use four criteria for selecting market segments. The marketer
should answer one or more of the four questions:

- Is the seament measurable?

- Is it larae enough?

- Is it reachable?

- Is it responsive?

The best seament would produce positive answers to all these auestions.
Measurable. Some important bases for seamentation are easilv identified and measured.
Population fiqures, income aroups, size and number of families, occupations, and
educational levels are examples of measurable characteristics. People personalities and
lifestyles have to be analvzed, but these factors are very difficult to measure.

Larae enouah. A seament must have enouah numbers of potential customers to
be able to aenerate a profitable sales volume. Another factor is competition and possible
market share. The critical size factor is the number of customers you can pull to your
product or service.

Reachable. The most reachable seament for a marketer would be made up of
consumers who are not buvina from the marketina channels this marketer uses. Any
seament is potentially reachable, but marketers must be able to answer two questions:
“How can we communicate with this segment?” and “How much will it cost?” Of
course, the final test is profitability.

Responsive. This criterion relates to one element of the definition of a market:
“Are the people in the segment willing to buy?” The challenge to the marketer is to
learn what consumers need and want but are not able to buy and then desian a product
or service to bridge that difference. Consumers are responsive when their needs and
wants are satisfied.

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

1. Market seamentation is the process of dividina the total market into smaller parts
which include customers with similar characteristics.

2. Each segment is made up of people, who are different in behaviour, lifestyles, and
goals.

3. As for the marketer, he is faced with manyv decisions concerning the criteria for
selecting a aood seament and the bases for seamentation.

4. Marketers can use four criteria for dividina market seaments.

5. People personalities and lifestyles are examples of measurable characteristics.

6. A seament must have enough numbers of potential customers to be able to generate a
profitable sales volume.

7. The critical size factor is competition and possible market share.
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8. The most reachable seament for a marketer would be made up of consumers who are
not buyina from the marketina channels this marketer uses.

9. The challenae to the marketer is to learn what consumers need and want but are not
able to buy and then desian a product or service to bridae that difference.

10. Consumers are responsive when their needs and wants are not satisfied.

6. Choose the correct alternative:

1. Market division/seamentation is the process of dividing the total market into smaller
parts which include customers with similar characteristics.

2. Each share/segment is made up of people, who are similar in behaviour, lifestyles,
and goals.

3. All consumers seek some form of relaxation/recreation.

4. This idea places all customers/consumers in a total market, but consumers relax and
have fun in many different ways.

5. As for the marketer, he is faced with manv decisions concerning the
parameters/criteria for selectina a aood seament and the bases for seamentation.

6. Some important bases for segmentation are easily determined/identified and
measured.

7. People personalities and lifestyles have to be analyzed, but these factors are very
difficult to identifv/measure.

8. A seament must have enouah numbers of potential sellers/customers to be able to
aenerate a profitable sales volume.

9. The critical size factor is the number of customers you can appeal/pull to your
product or service.

10.Consumers are sensitive/responsive when their needs and wants are satisfied.

7. Fill in the blanks with appropriate words:

sales volume reachable seamentation responsive recreation selecting segment
profitability behaviour measurable

1. Each segment is made up of people, who are similar in , lifestyles, and
aoals.
2. Market Is the process of dividina the total market into smaller parts

which include customers with similar characteristics.

3. All consumers seek some form of .

4. As for the marketer, he is faced with many decisions concerning the criteria for
selectina a qood and the bases for seamentation.

5. Marketers can use four criteria for market seaments.

6. Population figures, income aroups, size and number of families, occupations, and
educational levels are examples of characteristics.

7. A seament must have enough numbers of potential customers to be able to generate a
profitable .

8. The most seament for a marketer would be made up of consumers
who are not buvina from the marketina channels this marketer uses.

9. The final test is .

10.Consumers are when their needs and wants are satisfied.

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

1. with/ into/ dividina/ which/ market/ is/ the/ process/ of/ the/ market/ parts/ include/
similar/ characteristics/ seamentation/ total/ smaller/ customers/ 2. who/ behavior/
made/ each/ is/ up/ people/ in/ and/ aoals/ seament/ of/ similar/ lifestvles/ are/ 3. aood/
for/ bases/ the/ concernina/ marketer/ is/ with/ manv/ the/ selectina/ a/ the/ seament/
and/ seamentation/ faced/ decisions/ criteria/ for/ 4. can/ seaments/ criteria/ use/ four/
for/ market/ marketers/ selectina/ 5. families/ fiaures/ size/ of/ occupations/ and/ levels/
are/ examples/ groups/ of/ measurable/ income/ and/ characteristics/ population/
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number/ educational/

9. Match the words and their definitions.

1 market share
2 marketer

3 variable

4 profitable
5 to divide

6 to measure
7 responsive
8 to select

9 seament
10 recreation

A to separate or be separated into parts

B each of the parts into which something is or may be
divided

C carefully choose as beina the best or most suitable

D reactina quickly and positively

E the portion of a market controlled by a particular
company or product

F (of a business or activity) yielding profit or financial
aain

G to assess the importance, effect, or value of
(something)

H activity done for enjoyment when one is not working

| someone whose iob involves marketing

J (of a quantity) able to assume different numerical
values

10. Match the words in the right column with the words in the left column to make

word combinations.

1 to divide the total market

2 ea_ch seament IS _
3 criteria for selecting

4 to produce positive answers

5 examples of

6 people personalities and
7 to aenerate a profitable
8 possible market

9 to bridae the

10 to buy from

a measurable characteristics
b to all these questions

c lifestyles

d share

e difference

f into smaller parts

a the marketing channels

h sales volume

I a good seament

J made up of people
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SELF-STUDY
I. Use the correct form of the infinitive in the Complex Object constructions:
1. | saw the accountant (to turn) to the secretary and (to say) somethina.
2. The personal assistant didn't expect Director (to come) earlier than she did.
3. Jane never heard him (to speak) so much before.
4. The parties considered the matter (to settle).
I1. Use the infinitive or the participle in the Complex Obiect constructions:
1. CEO found them (to discuss) the contract we sianed the day before yesterday.
2. Evervbody felt the situation (to change), the competition at the market (to get)
stronaer.
3. The Deputy Director wanted the letter (to post) immediately.
4. Thev consider him (to be) an expert on securities markets.
5. When will vou have our annual report (to prepare)?
I11. Complete the followina sentences using the Complex Object constructions:
1. John like to deal with people ... .
2. They expected us to ... .
3. Did anv of vou see Mr Smith ... ?
4. Our Sales Manaaer didn't expect the partners to ... .
IV. Read the text and translate it using the dictionary.
TEXT
BASES FOR MARKET SEGMENTATION

Identifvina effective market seaments can be difficult. Marketina practice
includes the relatively simple of trial, error, intuition and copyina what other marketers
do. These methods may produce very aood seaments, but they often are ineffective.
Markets are complex and constantly chanaina. Marketers need to use the best methods
available to identify seaments. Althouah no sinale method is best, four bases of
seamentation are commonly used: demographic, geographic, psychographic, and
behavioral.

Demoaraphic seamentation. In this case, the market is divided into aroups on the basis
of variables such as population, aae, sex, households, families, income, occupation, and
education. These are the most commonly used variables for identifyina seaments.

Geodaraphic seamentation is probably the most obvious form of market
seamentation. Where consumers live areatly affects needs, wants and behaviour.
Subdivisions, cities, counties, states, reaions, and nations become the bases for
aeoaraphic seamentation. Products are often related to aeoaraphic reaions. Madazines
are printed with special copies for certain geographic regions; marketers’
advertisements are included to appeal to that reqion.

Psychoaraphic seamentation includes such factors as lifestyle, personality, self-
concept and other psvcholoaical influences on consumer behaviour. For example,
lifestvle research determines peoples’ activities, interests and opinions. Although
difficult to measure, psychoaraphic variables are useful and important for marketers.

In behavioral seamentation consumers are arouped accordina to their responses
to product or service features and benefits desired. Another commonly used factor is the
rate of use of a product or service by customers. This kind of seamentation through the
use of desired benefits is the most effective method of segmentation.

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

1. Althouah no sinale method is best, four bases of seamentation are commonly used:
demoaraphic, aeoaraphic, psychoaraphic, and behavioral.

2. Demoaraphic segmentation is probably the most obvious form of market
segmentation.
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3. Subdivisions, cities, counties, states, regions, and nations become the bases for
aeodraphic seamentation.

4. Psvchoaraphic seamentation includes such factors as population, age, sex,
households, families, income, occupation, and education.

5. Lifestyle research determines the rate of use of a product or service by customers.

V1. Choose the correct variant a. b, ¢ or d to fill in the aaps:

1. Marketers need to use the best methods available to segments.

a) determine b) identify c) distinquish d) divide

2. These are the most commonly used ____for identifying segments.

a) idices b) determinants c) variables d) factors

3. seamentation includes such factors as lifestyle, personality,

selfconcept and other psycholoaical influences on consumer behaviour.

a) aeoaraphic b) demoaraphic c) behavioral d) psychoaraphic

4. In behavioral seamentation are grouped according to their responses
to product or service features and benefits desired.

a) markets b) buyers ¢) customers d) consumers

5. Althouah difficult to , psychographic variables are useful and important
for marketers.

a) identify b) estimate c) measure d) determine

VII. Translate the followina sentences into Enalish:

1. JlocBia kpaiH, B AkuX (DYHKIIOHYVE PUHKOBA €KOHOMIKA, CBIAYHUTH MPO TE, IO BOHA
SIBJIIE CO00I0 e(DEKTUBHO MPAIIOIOUYNIT MEXaHI3M.

2. MixHapoaHuil TYPU3M IS KpaiH. IO DO3BUBAIOTHCS, € JKEPEIIOM HAIXOJKEHHS
1HO3E€MHOI BaJIFOTH ¥ CTBOPEHHS POOOYNX MICIIb.

3. PuHOK pDO3VMIETBCS SK MOEIHAHHS TOMHUTY 1 MPOMO3MIi, abo sAK Micie, e
B1IOVBAETHCS KYIIBJIA-IIPDOAAXK TOBADIB.

4. TIporec d)VHKHlOHyBaHHH PUHKOBOTO MEXaHi3My BH3HAYa€ CTYIiHb €(QEKTUBHOCTI
PHUHKOBOT €KOHOMIKH.
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MODULE TEST
1. A consists of a group of customers who share a similar set of needs and
wants.
A) vertical marketing system
B) market basket
C) market share
D) market segment
E) market level
2. The process of selecting one or more market segments to enter is called market

A) targeting

B) dominance

C) positioning

D) segmentation

E) research

3. Porsche concentrates on the sports car market. These would be examples of what is
called :

A) single-segment concentration

B) selective specialization

C) product specialization

D) market specialization

E) full market coverage

4. Establishing and communicating the distinctive benefi t(s) of the company’s market
offering for each target segment is a

A) market research

B) market positioning

C) marketing effectiveness

D) market segmentation

E) market dominance

5. If a marketer decides to segment a market based on neighborhoods, the marketer will
have chosen the method of segmentation.

A) demographic

B) psychographic

C) geographic

D) cultural

E) behavioral

Discussion questions

What are the different levels of market segmentation?

Managing international markets’ segmentation, targeting, and positioning

(101 How can a company divide a market into segments?

17 How should a company choose the most attractive target markets?

(1] What are the requirements for effective segmentation?

(1] How can a firm create, develop, and communicate a successful positioning strategy
in the market?

101 Why is the concept of positioning so important to marketing practitioners?

(101 How can companies seek to differentiate their offerings in today’s market
conditions?

101 When might companies need to reposition their market offerings and what are the
main inherent risks of such a strategy?

(17 How the global positioning may be addressed?

[0 Think of your need to purchase toothpaste.
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How would you classify yourself in terms of the various segmentation schemes?

How would marketing be more or less effective for you depending on the segment
involved? How would you contrast demographic versus behavioural segment schemes?
Which ones do you think would be most effective for marketers trying to sell toothpaste
to you?

Marketing debate

1. Mass marketing is dead versus Mass marketing is still a viable way to successfully
compete in the market.

2. The company should apply a certain segmentation approach throughout the whole
organization (in different departments, for different purposes) versus Different
segmentation approaches may be applied throughout the whole organization
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MODULE II
THEME 1.PRODUCTS ON THE MARKET

VOCABULARY

product- mpoavkT, mpoaykiiist, Bupioeffort-sycums

IteM-oKpEeMUA IPDOIYKT

insurance- crpaxyBaHHs

brand-toprosa mapxka. 6GpeH

test market -mpoOHMIT PUHOK

1.Read the followina words and expressions:

product consumer product, convenience product (convenience aood),
shoppina product, specialty product, unsouaht product,
product of labour; product desian; to make products;

shopping product homoaeneous shopping products, heterogeneous shopping
products;

item impulse item, emergency item;

insurance life insurance.

2. Discuss the guestions below:

1. How many aroups of products do you know?

2. What do vou buy for a personal use?

3. What is marketing strateay?

4. Why are manv people willina to pay for branding products than for unbranded?
3. Read the text and retell it according to a plan:

This is a N5 Business Management revision tutorial focusing on Product Classification
https://www.youtube.com/watch?v=IKqgcdGeD4e4

TEXT
PRODUCT CLASSIFICATION

Different marketing strateaies are needed to market products with different
classifications. Advertising, pricing, and selling techniques are affected by the nature of
the product.

The most important product classification system is the identification of products
as used by the consumer market or the industrial market.

A consumer product is an item that is purchased by a consumer for personal use.
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One of the manv classification systems identifies consumer product as convenience,
shoppina, specialty, and unsouaht products. Convenience and shoppina products are
differentiated by the dearee of shoppina effort the consumer is willina to use. Specialty
and unsouaht products are differentiated by the degree of preference a consumer has
established for a product.

Convenience products (or convenience aoods) are purchased by consumers
reqularly with a minimum of time and effort. They are inexpensive and are bought
frequently. Marketers divide convenience into three types:

- Staples — products purchased on a routine basis practically without any decision
makina (milk, bread, etc.).

- Impulse items — products purchased without plannina or searching efforts.

- Emeraency items are purchased when the need is uragent, they are not planned
(tire repairs, snow shovels, medical supplies are the examples).

Shoppina products are purchased after a lot of searchina effort. Consumers spend
a lot of time comparina aquality, stvles, process. durability, and manv other features.
Furniture, appliances, fashion clothina. automobiles, different equipment are shoppina
products for most consumers. These products tend to be more durable, more expensive,
and more socially visible than most convenience qoods.

Marketing strategies are more effective if shopping products are divided into two
types:

- Homoaeneous shoppina products are very similar in quality.

- Heteroaeneous shoppina products are perceived as havina different features
between brands. The consumer sees differences in appearance, functions, quality, and
lots of other features.

Specialty products are perceived as unigue in some way or other and are hiahly
preferred by some consumers. General types of specialty aoods are: luxury aoods, brand
and specific models, such as Lamborahini cars, the clothes designed by famous designer
(e.g. by Christian Dior and Versace), etc.

Unsouaht products are those which consumers know within about or do not care
to know about. In many cases, consumers know of these products but do not believe that
the products would solve any of their consumer problems. Life insurance, fire and
burglar alarms, encyclopedias, and water softeners are good examples.

NOTES

preference — nepesara

staple — OCHOBHUHTIIDOYKTXapUyBaHHS

durability — TpuBamicTe

toperceive — po3yMiTH, CIIPUIMATH

buralaralarm — oxoponnacursamizamis

watersoftener — mom’ sskIryBa4BO M, PUITAIIAIIOM ’ SIKIIICHHSIBOTH

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

1. The most important product classification system is the identification of products as
used bv the consumer market or the industrial market.

2. Unsouaht products are very similar in quality.

3. Luxury goods, brand and specific models, such as Lamborahini cars, the clothes
desianed by famous designer (e.g. by Christian Dior and Versace), etc. are special types
of aeneral goods.

4. Convenience and shoppina products are differentiated by the degree of shopping
effort the consumer should use.

5. Different marketing strategies are needed to market products with different
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classifications.

6. Marketing strategies are more effective if shopping products are divided into two
tvpes.

7. Life insurance, fire and buralar alarms, encyclopedias, and water softeners are
shoppina products for most consumers.

8. Emeraency items are not planned.

9. Consumers do not care to know about quality, styles, process, durability, and many
other features.

10. Snow shovels, medical supplies are not usually purchased even when the need is
urgent although they are highly preferred by some consumers.

5. Choose the correct alternative:

1. Heteroaeneous shopping products are perceived/preferred as having different features
between brands.

2. Shoppina products turned/tend to be more durable, more expensive, and more
socially visible than most convenience aoods.

3. One of the many classification systems identifies consumer product as convenience,
shoppina, specialitv/specialty, and unsouaht products.

4. Advertising, pricing, and selling techniques are affected/effected by the nature of the
product.

5. Specialty and unsouaht products are differentiated by the degree of preference a
consumer/seller has established for a product.

6. Convenience products are inexpensive/expensive and are bouaht frequently.

7. Unsouaht products are those which consumers know within about or do not care/look
after to know about.

8. Impulse items — products inherited/purchased without plannina or searching efforts.
9. Life insurance/insuraency, fire and burglar alarms, encyclopedias, and water
softeners are good examples.

10. Marketina strategies are more effective if shopping products are connected/divided
into two tvpes.

6. Fill in the blanks with appropriate words:

item clothina needed perceived unique tire strateaies convenience solve routine

1. Staples — products purchased on a basis practically without any
decision makina (milk, bread, etc.).

2. Heteroaeneous shopping products are as having different features
between brands.

3. Specialty products are perceived as in some way or other and are highly

preferred by some consumers.
4. In many cases, consumers know of these products but do not believe that the products

would any of their consumer problems.

5. Marketing are more effective if shopping products are divided into two
tvpes.

6. Marketers divide into three types.

7. Different marketing strategies are to market products with different
classifications.

8. A consumer product is an that is purchased by a consumer for personal
use.

9. repairs, snow shovels, medical supplies are the examples of emergency
items.

10. Furniture, appliances, fashion , automobiles, different equipment are

shopping products for most consumers.
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7. Put the words in the correct order to make sentences.

1 product A not recorded or reflected in economic statistics

2 specialty B referrina to an expensive thing which is not necessary
but which is good to have

3 effort C a basic food or raw material

4 invisible D an act of usina the mind or body to do somethina

5 luxury E electrical machines which are used in the home, e.g.
washina machines

6 technique F mending or making good something which was
broken

7 staple commodity G an article or substance that is manufactured or refined
for sale

8 repair H a small copy of something made to show what it will
look like when finished

9 domestic appliances | the specific business interest or specific type of
product that a company has

10 model J a skilled way of doing a job

8. Match the words in the right column with the words in the left column to make
word combinations.
1 impulse a of shoppina effort

2 product b classification svstem

3 sellina ¢ bv consumers

4 purchase d items

5 convenience e a lot of time

6 to be hiahlv preferred f features

7 life a techniaues

8 spend h on a routine basis
9 comparina I iInsurance

10 degree j goods
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SELF-STUDY
I. Make questions to the followina answers:
1. They showed us a model of the new office buildina
2. The nation’s largest convenience store chain has expanded the range of bills it takes
payments for to include aas and telephone services.
3. Thanks to the efforts of the finance department, overheads have been reduced.
4. We have a special technique for answering complaints from customers.
I1. Read the text:
TEXT

NEW PRODUCTS

Customers demand chanage: new models, styles, colours, and ways of solving
problems. All successful product brands must be modified, improved, or replaced.
That’s why marketers need to market new products with some regularity. Thousands of
products are variations of an original innovation introduced by marketers as new
products. But a real new product is any item that a marketer offers to customers for the
first time.

Marketers may develop new products by usina each aspect of the marketing mix:
product, promotion, place, price, and information about people. Product chanaes include
form, features, models, and innovations. There are many examples: ballpoint pens,
televisions, instant coffee, diaital auartz watches, electronic equipment, etc.

But new products are challenaina to develop and there are some reasons why this
development mayv be such a challenae. First, new products cost a lot. Of course, they are
worth the cost if they sell and make a profit. Also, competition is always challenaina for
marketers. New products should try to catch up to the competition or try to aet ahead.
Next, consumers always want new products but are very difficult to satisfy. The
analysis of consumer behaviour is challenaina in itself.

Not many new products satisfvy all or even most consumers. Marketers usually
need to aim their new product ideas at smaller definite markets. Besides, marketers
should think of the development of new products as a process, a sequence of steps
leadina to the introduction of the new product in a market.

The first step of developina new products is the aeneration of ideas from many
sources. The second step is the screenina of these ideas for their quality and potential
value to the company. The third step is the analysis of the idea by usinag sales, cost, and
profit estimates. The fourth step is the manufacture of a limited number of physical
products. The fifth step is sellina the product in test markets to aet customer reactions.
The sixth step is the introduction of the product in one or more markets with a complete
marketing proaram.

Manufacturers tend to use all steps in the process. but they don’t always use every
step. For example, a product may be rushed to the market without test marketing, etc.

NOTES

tochallenoe — poGuTHBHKINK

sequence — moCIiIOBHICTh, Yepra, MopsaoK

estimate — owiHka, OlIHIOBAHHSA

torush — mBuaKOIOCTABUTH

I11. State which of the sentences are true and which are false:

1. Product changes include an original innovation introduced by marketers as new
products.

2. Many new products satisfy all or even most consumers.

3. A real new product is any item that a marketer offers to customers for the first time.
4. Manufacturers always use every step.
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5. Marketers should think of the development of new products as a process, a sequence

of steps leading to the introduction of the new product in a market.

6. New products are worth the cost if they make a profit.

IV. Choose the correct variant a, b, ¢ or d to fill in the aaps:

1. All successful product brands must be modified, improved, or .................
a) reoraanized b) repaired c) replaced d) destroyed

2. First. new products .................... a lot.

a) lost b) damaae c) buv d) cost

3. New products should try to catch up to the competition or try to .................
a) back b) set up ¢) hand at d) aet ahead

4. Marketers should think of the development of new products as a process, a

............... of steps leading to the introduction of the new product in a market.
a) sequence b) existence c) consciousness d) maiority

5. Aproductmaybe............... to the market without test marketing.

a) purchased b) sold c) rushed d) represented

V. Translate into Enalish:

1. [lerpenko — meHemkep. Bin npamtoe B kommnanii «Koka-koiay.

2. Moro xoMmagist Ipoa€ TOBapU 0 BCHOMY CBITY.

3. MuxaiaoB 9acTo 3YCTPIYAETHCS 3 IPEACTaBHUKAMH 1HO3EMHHX KOMITAHIM.,
4. BoHn 00roBopIOIOTH II1HA, YMOBH OIUIATH Ta JOCTABKH.

5. [leTpeHko mounHae CBid poOOUHIA IEHb O I€B’ATIM paHKY 1 3aKIHYY€ O IMIOCTIH Beuopa
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THEME 2. INTERNATIONAL BRAND MANAGEMENT STRATEGIES

=Z 2MMAZ0N

G

nvibiAa

.ﬁw@ ‘ 1 =
Keyﬁ\terms:brand, branding, brand portfolio, global brands, service brand, brand
flanker, brand cash cow, low-end entry level brand, high-end prestige brand, global
brand strategy, standardization, customisation, adaptation, country as a brand, place as
a brand.

Marketing and branding: why is knowing the difference important? How do they work
together?
https://www.youtube.com/watch?v=7VQOp-3PkzqY

1. Understanding branding
A. What is a brand?

A brand is a name that is given to a particular product or service or range of
products or services. It exists to distinguish a particular product or service from its
competition.

A brand is a name, symbol, logo, design or image, or any combination of these
which is
designed to identify the product or service.

Brands can play a functional, rational or tangible role — related to the performance
of the product or service. They may also play a more symbolic, emotional, or intangible
role.

B. Managing brands: consumers and channels
Brands provide many advantages to customers and companies and valuable functions
for companies within their channels of distribution and network.

e Brands signal a certain level of quality or expected level of satisfaction, so that
satisfi ed buyers can easily choose the product or service again.

e Brands facilitate purchase so that customers do not have high levels of
indecisions as to what to buy.

e Brands reduce the perceived risk in the purchase situation and reduce the time
needed to shop or purchase.

e Brands create greater customer loyalty, which provides predictability and security
of demand for the company and creates barriers to entry that make it diffi cult for
other companies to enter the market. Brand loyalty can also translate into
customer willingness to pay a higher price and make companies’ market offer
less vulnerable to competitive marketing activities or to marketing crises.

e Brands are hard to copy. Although competitors may duplicate product or service
designs, they cannot easily match lasting impressions left in the minds of
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individuals and organisations by years of marketing activity and customer
experiences.

Branding can be a powerful means to secure a competitive advantage.

Brands help companies to differentiate their product or service from others.
Brands increase marketing communication effi ciencies.

Brands attract higher quality employees.

Brands elicit stronger support from channel and supply network partners.

Brands create growth opportunities through brand extensions and licensing.
Brands help companies to segment their markets and enable them to have a
variety of different products or services within the same market but aimed at
different target markets.

2. Managing brand portfolio

The brand portfolio is the set of all brands and brand lines a particular company
offers for sale in a particular category or market segment. Marketers often need multiple
brands in order to pursue multiple segments. The basic principle in designing a brand
portfolio is to maximise market coverage, so that no potential customers are being
ignored, but to minimise brand overlap, so company brands are not competing for
customer approval. Each brand should be clearly differentiated and appealing to a
sizeable enough market segment to justify its marketing and production costs.

Brands can also play a number of specific roles as part of a portfolio.

e Flanker or ‘fighter’ brands are positioned with respect to competitors’ brands so
that more important (and more profi table) flagship brands can retain their desired
positioning.

e Cash cows are used when brands are kept around despite dwindling sales because
they still manage to hold on to enough customers and maintain their profitability
with virtually no marketing support. Companies can effectively ‘milk’ these ‘cash
cow’ brands by capitalising on their reservoir of existing brand equity.

e Low-end entry level means the role of a relatively low-priced brand in the
portfolio may often be to attract customers to the brand franchise. Retailers like to
feature these ‘traffic builders’ because they are able to ‘trade up’ customers to a
higher priced brand.

e High-end prestige refers to the role of a relatively high-priced brand is often to
add prestige and credibility to the entire portfolio.

Globalisation has transformed how consumers engage with brands and in turn how

marketing managers manage brands, nationally, internationally and globally.
3. Managing global brands

Global brands are brands that customers can find in multiple countries with
generally similar and centrally coordinated marketing strategies. The marketing mix
elements may change but the substantial brand values are comparable across countries.
Global branding is about ensuring that people from different cultures, speaking different
languages, recognise and want to purchase the brand.

When deciding to go global, it is important to notice that each country may have
its own traditions, norms of behaviour and taboos. Thus, many global brands undergo
some changes in product features, service design, packaging, channels, pricing or
communications in different global markets.

The risks of taking a brand into international markets are as follows:

e Foreign markets can have different operating environments;

e Foreign markets can have different cultural histories and social institutions;

e Brands designed for global markets are not very customer oriented and thus they
may not outclass other products or services to the extent they did in the home
market.
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A. Factors leading to increased global branding for European products and services

Many factors have encouraged phenomenal growth in global brands, including
increased communication, travel, technology and marketing skill. Some factors include
economic, cultural and media globalisation; oversaturated markets in Europe, the fall of
Communism, the growing love of Western culture, global competition and population
explosions.

B. Managing iconic global brands

Many of the major global brands are also iconic brands. Iconic brands are those
brands that customers ‘regard with awe’ (e.g. Zara, Rolex, Mercedes and Gucci).
There are fi ve required aspects for a brand to gain iconic status:

e Target national contradictions — iconic brands speak to mass society by

challenging anxieties and desires in society.

e Create myths that lead culture — icons lead popular culture.

e Speak with a rebel’s voice: iconic brands don’t try to mimic their customers’

tastes and feelings; instead, they challenge them.

e Draw on political authority to rebuild the myth: icons must be revitalised when

ideology shatters; they can draw on the goodwill of the brand to rejuvenate ideas.

e Draw on cultural knowledge, which is vital for building icons. Understanding

what is happening in a culture and responding to that.
C. Operating a global brand strategy

The ten steps below are the guidelines that company should follow when taking a
brand global.

1. Understanding the similarities and differences in the global branding landscape.
2. Don’t take short cuts in brand building.

3. Use all elements of the marketing mix.

4. Embrace integrated marketing communications.

5. Cultivate brand partnerships.

6. Balance standardisation and customisation.

7. Balance global and local management control.

8. Establish operable guidelines.

9. Implement a global brand equity measurement system.

10. Leverage brand elements.

The most important suggestions are outlined below.

The first — and most fundamental — guideline is to recognise that international
markets can vary in terms of brand development, consumer behaviour, marketing
infrastructure, competitive activity, legal restrictions and so on.

A standardisation strategy when the company keeps the costs low by using the
same activities and reaching out to as many people as possible with the same marketing
does not allow for the following differences in:

e consumer needs and wants;
consumer values, attitudes and behaviour;

e economies, politics and cultures;
consumer responses to marketing mix elements.

Virtually every top global brand and company adjusts its marketing activities
progkram in some way across some markets but holds the parameters fi xed in other
markets.

The challenge, of course, is to get the right balance — to know which elements to
customise or adapt and which to standardise. A ‘glocal strategy’ standardises certain
core elements and localises other elements.

A critical success factor for many global brands has been their manufacturing and
distribution and logistical advantages. There are three alternative ways to enter a new
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global market:
e Exporting existing brands into the new market (geographic extensions)
e Acquiring existing brands already sold in the new market but not owned by the
firm
e Creating some form of brand alliance with another firm (joint venture, partnership
or licensing agreement).
4. Branding in developing countries
Similar to the decisions to enter any new market, marketing managers looking to enter
developing economy markets have three strategy choices.
e Adapt the strategy
e Change the context
e Stay away.
5. Countries and places as brands
The idea of considering a country or place from a brand perspective only took
hold in the last two decades. There are now many deliberately managed country brands.
This type of marketing is often called place, country or tourism marketing. A country’s
branding is infinitely more complex than product or service branding. Many countries
have strong associations, such as Scotland with Scotch Whisky, Germany with cars,
Italy with fashion, and France with cosmetics and perfumery.
More specifically, effective country brand management requires the following:
e carrying out an analysis to determine the country’s chief strengths, weaknesses,
opportunities and threats;
o selecting some industries, personalities, natural landmarks and historical events
that
could provide a basis for strong branding and storytelling;
e developing an umbrella concept of the country brand that covers, and is
consistent with, all of its separate branding activities;
¢ allocation of suffi cient national funds to carry out the branding strategy;
e through export controls, making sure that every exported product or service is
reliable and delivers the promised level of performance.

TEST
1.A term brand includes in itself all EXCEPT:
A) Name
B) Symbol
C) Logo
D) Web-site
E) Design
F) Image
2. A brand is the set of all brands and brand lines a particular fi rm offers for
sale to buyers in a particular category.
A) architecture
B) position
C) portfolio
D) extension
E) image
3. What is NOT true about brands?
A) Branding can be a powerful means to secure a competitive advantage
B) Brands help companies to differentiate their products from others
C) Brands increase marketing communication effi ciencies
D) Brands attract higher quality employees
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E) Brands elicit stronger support from channel and supply network partners
F) All mentioned is true
4. What is NOT required for a brand to gain an iconic status?
A) Keep focus on foreign markets.
B) Create myths that lead culture.
C) Speak with a rebel’s voice.
D) Draw on political authority to rebuild the myth.
E) Draw on cultural knowledge, which is vital for building icons.
Discussion questions
1] What do we understand by branding?
(107 What is your definition of brand?
1] How do we manage service brands?
(101 What is digital branding?
17 What are the social networking branding challenges?
1] What are the challenges for managing global brands?
(101 Explore the ten global branding strategies that must be followed to ensure success
in global branding.
(1] How is branding practiced in the developing world?
1] What is celebrity and country/place branding?
17 Do you ever choose not to buy a product because of its brand name? Why?
Marketing debate
1. Online branding has made it easier to manage global brands versus online branding
has made it more challenging to manage global brands.
2. Do you agree that “all brands have their day, brands can’t be expected to last
forever”?
SELF -STUDY

Dealing with competition
Key terms: competition, competitive forces, segment rivalry, new entrants, substitute
products, threat of buyers, threat of suppliers, competitive strategies, defender strategy,
flank strategy, pre-emptive strategy, counteroffensive strategy, mobile strategy,
contraction strategy, market leader, market challenger, market follower, market nicher,
frontal attack, flank attack, encirclement attack, bypass attack, guerilla marketing
warfare, counterfeiter strategy, cloner strategy, imitator strategy, adapter strategy,
competitor-centered companies, customer-centered companies.
1. Competitive forces

Michael Porter has identified five forces that determine the intrinsic long-run
attractiveness of a market or market segment: industry competitors, potential entrants,
substitutes, buyers and suppliers.
00 Threat of intense segment rivalry

A segment is unattractive if it already contains numerous strong or aggressive
competition and if these competitors have high stakes in staying in the segment. It is
even more unattractive if it is stable or declining, if economics or technology dictates
that capacity can be increased only in large increments or if fi xed costs or exist barriers
are high.
00 Threat of new entrants
The most attractive segment is one in which entry barriers are high and exit barriers are
low. Few new fi rms can enter the industry and poorly performing fi rms can easily exit.
00 Threat of substitute products
A segment is unattractive when there are actual or potential substitutes for the product.
Substitutes place a limit on prices and on profi ts.
00 Threat of buyers’ growing bargaining power
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A segment is unattractive if buyers possess strong or growing bargaining power.

00 Threat of suppliers’ growing bargaining power

A segment is unattractive if the company’s suppliers are able to raise prices or reduce
quantity supplied.

2. Competitive strategies for market leaders

A company will next decide on a competitive strategy. The roles firms play in the
market may include market leader, market challenger, market follower, and market
nicher.

A. Expanding the total market

When the total market expands, the dominant firm gains the most usually. New
customers can be attracted from those who might use it but do not, those who have
never used it, and those who live elsewhere. These are the market penetration strategy,
new-market segment strategy and geographical-expansion strategy.

Marketers can also increase the amount, level or frequency of consumption.

B. Protecting market share
The dominant firm must continuously and actively defend its current business. The most
constructive response is continuous innovation.

In satisfying customer needs, we can draw a distinction between responsive
marketing, anticipative marketing and creative marketing. A responsive marketer finds a
stated need and fills it. An anticipative marketer looks ahead into what needs customers
may have in the near future. A creative marketer discovers and produces solutions that
customers did not ask for, but to which they enthusiastically respond. Creative
marketers are market-driving firms.

A dominant firm can use six defense strategies: (1) defender, (2) flank, (3) pre-
emptive, (4) counteroffensive, (5) mobile, and (6) contraction.

[ JPosition defense means occupying and defending a positive and superior standing
in consumers’ minds.

117 Flank defense tends to occur in the periphery of a company’s main activities.

(117 Pre-emptive defense is to attack before the enemy starts its offence.

(101 0In a counteroffensive, the leader can meet the attacker frontally or hit its flank or
launch a pincer movement.

00 01In mobile defense, the leader stretches its domain over new territories that can
serve as future centers for defense and offence through market broadening and market
diversification. Market broadening shifts focus from the current product to the
underlying generic need. Market diversification shifts into unrelated industries.

[11] Contraction defense means that companies give up weaker territories and reassign
resources to stronger territories.

C. Expanding market share

Because the cost of buying higher market share may far exceed its revenue value, a
company should consider four factors before pursuing increased share.

[10J The possibility of provoking action from competition authorities.

100 Economic cost.

101 Pursuing the wrong marketing activities.

(111 The effect of increased market share on action and perceived quality.

3. Other competitive strategies

Most firms are not market leaders. These firms adopt one of the following strategies.

A. Market-challenger strategies

There are certain competitive attack strategies available to market challengers.

1. Defining the strategic objectives and opponents

The challenger can attack the market leader, firms of its own size that are struggling, or
smaller local and regional firms.
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2. Choosing a general attack strategy

It can choose from five attack strategies.

(100 In a pure frontal attack, the attacker matches its opponent’s product, advertising,
price and distribution.

0 A flank attack can be directed along two strategic dimensions — geographic and
segmental.

[1000The encirclement attack is an attempt to capture a wide slice of the enemy’s
territory through a blitz. It means launching a grand offensive on several fronts.

(101 The bypass attack means bypassing the enemy altogether and attacking easier
markets to broaden the firm’s resource base. This strategy offers three lines of approach:
diversifying into unrelated products, diversifying into new geographical markets and
leapfrogging into new technologies to supplant existing products.

(100 0Guerilla warfare consists of waging small, intermittent attacks to harass and
demoralise the opponent and eventually secure permanent footholds.

3. Choosing a specific attack strategy

The challenger must go beyond the five broad strategies and develop more specific
strategies.

B. Market-follower strategies

There are four broad strategies:

1. The counterfeiter duplicates the leader’s product and packages and sells it on the
black market or through disreputable dealers.

2. The cloner emulates the leader’s products, name and packaging, with slight
variations.

3. The imitator copies some things from the leader but maintains differentiation in terms
of packaging, advertising, pricing or location.

4. The adapter takes the leader’s products and adapts or improves them.

C. Market-nicher strategies

An alternative to being a follower in a large market is to be a leader in a small market or
niche.

4. Balancing customer and competitor orientations

A. Competitor-centered companies

A competitor-centered company sets its course as follows: (1) observed situation and (2)
reactions.

B. Customer-centered companies

A customer-centered company focuses more on customer developments in formulating
its strategies.

5. Competing in an economic downturn

Given economic cycles, which happen in different countries, regions, and globally,
there will always be tough times. This section provides five guidelines to improve the
odds for success during an economic downturn.

A. Explore the upside of increasing investment

Forty years of evidence suggests those willing to invest during a recession have, on
average, improved their fortunes when compared with those that cut back. With such
strong evidence, marketers should consider the potential upside and positive payback of
an increased investment that seizes market opportunities.

B. Get closer to customers

In tough times, consumers may change what they want and can afford, where and how
they shop, even what they want to see and hear from a firm. Marketers should evaluate
this factor to fine-tune their marketing program and capitalise on new insights.

C. Review budget allocations

Budget allocations can be sticky and not change enough to reflect a fluid marketing
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environment. A recession provides an opportunity for marketers to closely review how
much and in what ways they are spending their money. Budget reallocations can open
up promising new options and eliminate sacred-cow approaches that no longer provide
sufficient revenue benefits. For example, underperforming distributors can be weeded
out and incentives provided to motivate the more effective product sellers.

D. Put forth the most compelling value proposition.

One mistake in a recession is to be overly focused on price reductions and discounts,
which can harm long-term brand equity and price integrity. Marketers should increase —
and clearly communicate — the value their brands offer, making sure consumers
appreciate all the financial, logistical and psychological benefits compared with the
competition.

E. Fine-tune brand and product offerings.

Marketers must ensure they have the right products to sell to the right consumers in the
right places and times. They can review product portfolios and brand architecture to
confi rm that brands and sub-brands are clearly differentiated, targeted and supported
based on their prospects.

Quiz

1. Which of the following is NOT among the fi ve forces identifi ed by Michael Porter
that determine the intrinsic long-run attractiveness of a market or market segment?

A) Intense segment rivalry

B) New entrants

C) Substitute products

D) Government

E) Buyers’ growing bargaining power

F) Suppliers’ growing bargaining power

2. The market has the largest market share and usually shows the way to
other firms in price changes, new-product introductions, distribution coverage, and
promotional intensity.

A) challenger

B) entrant

C) follower

D) nicher

E) leader

3. The actual and potential rival offerings and substitutes that a buyer might consider are
referred to as the

A) supply chain

B) global market

C) value proposition

D) competition

E) marketing environment

4, defense involves occupying and defending a positive and superior standing
in consumers’ minds.

A) Position

B) Flank

C) Preemptive

D) Mobile

E) Contraction

5. The defensive marketing strategy wherein a stream of new products are introduced by
a firm and are announced in advance are referred to as defense.

A) mobile

B) counteroffensive
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C) preemptive

D) contraction

E) flank

6. An alternative to being a market follower in a large market is to be a leader in a small
market. This type of competitor is called a

A) marketing king

B) market nicher

C) segment king

D) guerilla marketer

E) strategic clone

7. Market generally have a smaller market share than other players and they
are willing to maintain their share and not rock the boat.

A) challengers

B) leaders

C) nichers

D) rivals

E) followers

8. Inapure attack, the attacker matches its opponent’s product, advertising,
price, and distribution.

A) guerilla

B) bypass

C) encirclement

D) frontal

E) flank

9. The attack offers the fi rm an opportunity to diversify into unrelated
products, into new geographical markets, and leapfrogging into new technologies.

A) bypass

B) flank

C) frontal

D) guerrilla

E) encirclement

Discussion questions

(1] How do marketers identify primary competitors?

(1] How can market leaders expand the total market and defend market share?

10 How should market challengers attack market leaders?

(1] How can market followers or nichers compete effectively?

(1] What are the approaches to competing in an economic downturn

101 Pick an industry.

Classify firms according to the four different roles they might play:

leader, challenger, follower and nicher.

How would you characterise the nature of competition? Do the firms follow the
principles described above in this Subject?

Marketing debate

1. The best way to challenge a leader is to attack its strengths versus The best way to
attack a leader is to avoid a head-on assault and to adopt a flanking strategy.

2. Do you agree that rational-based appeal in positioning is more effective than
emotionbased positioning appeal.
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THEME 3. PRODUCT LIFE CYCLE

VOCABULARY
productlifecycle (PLC) -
Product Life Cycle JKUTTEBUALMKIIIPOTYKTY
tomaintainpricelevel -
MIITPUMYBAaTHPIBEHbIIIH
peaksales - mikmpomaxy
Decline alive -xxuBnii
maturity -3piicTb
decline -3anenan, 3HWKEHHSA
saturation -HacuueHHS
steady -cTilikuii, MOCTIHHUHN, PIBHOMIPHHH,
HEYXWIbHUHU
marketplace -pUHOK, MICICUIIPUHKY
pUHKOBAILIONIA
channel of distribution (trade channel) -
KaHaJIpOo3MmoaiTy (KaHaa30yTy)
direct distribution channel -

Maturity |

MPSIMURKAHAIPO3MOALTY

multiple channels -uucnensi (pi3HOMaHITHI) KaHAN

middlemen (intermediary) -nocepeHUKH (TOCEPETHUK)

franchising -ppanuai3unr

franchiser -¢panuaiizep (ppanyaiizuHrOBaKOMITaHIs)

franchisee- oco0a, saxa OoTpHUMaJa MpaBo CaMOCTIHHOIO MPEICTABHUIITBA
franchise - ¢panmmsa

tograpple-zauenurucs

ultimate-ocraTounnii

misleading- BBomuTHBOMaHY

1. Discuss the questions below:

1. How to generate profit?

2. What periods in person’s life do you know?

3. What does each period represent?

4. What sort of information might business need to run successfully?

2. Read and translate the text using a vocabulary. Learn the underlined words. Retell
the text:

Watch this video if you want to understand the product life cycle and how it impacts
businesses.
https://www.youtube.com/watch?v=0b5KWs313aY

TEXT
PRODUCT LIFE CYCLE

After the introduction of a new product, marketers hope to keep it alive for a long
time. The marketer’s goal is to develop a product that generates sales and produces a
satisfactory profit during its life on the market. The stages that a product passes through
from introduction to removal from the market are called a product life cycle(PLC). PLC
is a progression of a product through four stages: introduction, growth, maturity, and
decline. If the product fails to provide a satisfactory return after a long period of rapidly
declining sales, it is dropped, and marketing efforts are applied to new or successful
products.
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https://www.youtube.com/watch?v=ob5KWs3I3aY

Introduction is a period of beginning sales that usually increase slowly without
generating profits. The marketer would like a very short introductory stage because this
always means rapidly increasing sales.

The product needs a lot of promotion during this stage.

Growth is a period of rapid sales increase and high unit profits. The time, cost,
and effort used to market the product are beginning to pay off.

Because one or more products are growing and successful in a given market, new
competitors will enter the market. Competition begins to get tough. But in spite of this
competition, marketers are able to maintain price levels because of overall increasing
demand.

Maturity is a period of a decreasing rate of sales increase and a level of sales.
Total profit peak early in this period and then start to decline. Some marketers call this
the peak sales, or saturation, period. The product has reached a point at which customers
are buying about as much of it as they need and want. The maturity stage constitutes the
longest period.

Decline is a period when sales and profits decrease at a rapid rate. In some cases,
the decline may be slow but steady over a long period. The decline stage is the time for
the marketer to reduce costs and the number of models offered.

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

1. The maturity stage constitutes the shortest period.

2. Introduction usually increases slowly without generating profits.

3. To develop a product that generates sales and produces a satisfactory profit during its
life on the market is the marketer’s goal.

4. Total profit peak early in the period of growth.

5. The stages that a product passes through from introduction to removal from the
market are called growth stages.

6. Some marketers call maturity the peak sales, or saturation, period.

7. PLC is a progression of a product through four stages: introduction, growth, maturity,
and decline.

8. If the product fails to provide a satisfactory return after a long period of rapidly
declining sales, marketing efforts are applied to new or successful products.

9. The product needs a lot of promotion during a stage of decline.

10. Maturity is a period of beginning sales that usually increase slowly without
generating profits.

4. Choose the correct alternative:

1. The product has reached/achieved a point at which customers are buying about as
much of it as they need and want.

2. After the presentation/introduction of a new product, marketers hope to keep it alive
for a long time.

3. In some cases, the decline may be slow but stealthy/steady over a long period.

4. Because one or more products are growing and successful in a given market, new
competitors will increase/enter the market.

5. Competition begins to get taught/tough.

6. In spite/despite of this competition, marketers are able to maintain price levels
because of overall increasing demand.

7.|Maturity is a period of a decreasing/increasing rate of sales increase and a level of
sales.

8. Decline is a period when sales and profits decrease at a rapid/rancid rate.

9. The decline stage is the time for the marketer to reduce costs and the number of
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models ordered/offered.
10. The product has reached a point at which customers/employers are buying about as
much of it as they need and want.

5. Fill in the blanks with appropriate words:

growth marketers increases generates removal satisfactory rapidly maturity to pay off
saturation

1. The time, cost, and effort used to market the product are beginning
2. Is a period of rapid sales increase and high unit profits.

3. If the product fails to provide a return after a long period of rapidly
declining sales, it is dropped, and marketing efforts are applied to new or successful
products.

4. The marketer’s goal is to develop a product that sales and produces a

satisfactory profit during its life on the market.

5. After the introduction of a new product, hope to keep it alive for a

long time.

6. PLC is a progression of a product through four stages: introduction, growth,
, and decline.

7. Introduction usually slowly without generating profits.

8. The stages that a product passes through from introduction to from

the market are called a product life cycle (PLC).

9. Some marketers call maturity the peak sales, or , period.

10. The marketer would like a very short introductory stage because this always means
increasing sales.

6. Match the words and their definitions.

1 middlemen A the final stage in the life cycle of a product
when the sales and profitability are falling off and
the product is no longer worth investing in

2 decline B the act of selling a licence to trade as a
franchise

3 saturation C a person who runs a franchise

4 franchise D the process of filling completely

5 franchisee E a Dbusinessperson who buys from the
manufacturer and sells to retailers or to the public

6 e-marketplace F a license to trade using a brand name and
paying a royalty for it

7 sales channel G a person who licenses a franchise

8 franchising H any means by which products can be brought

into the marketplace and offered for sale, either
directly to the customer or indirectly through
retailers or dealers

9 steady I continuing in a regular way

10 franchiser J a network of connections that brings business-
tobusiness buyers and sellers together on the
Internet and enables them to trade more efficiently
online

7. Match the words in the right column with the words in the left column to make
word combinations.
1 to keep a from the market
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2 rate of b sales

3 reach c life cycle

4 to reduce d a point

5 marketing e efforts

6 product f to pay off

7 to maintain g sales

8 removal h costs

9 beginning I price level

10 to generate j alive

SELF-STUDY

I. Use the correct form of the infinitive:
1. The work proved (to be) difficult (to do) within such a short period of time.
2. He is known (to graduate) from Oxford.
3. I am sure (to ask) this question at the examination tomorrow.
4. He seemed (to watch) the clock for a long time.
I1. Translate the following sentences:
1. We heard him explaining something to his son.
2. They watched the company dealing with two different levels of the economy
3. We saw the firms existing to serve customers and the needs of society.
4. | believe them to have come to an agreement.
5. I suppose the students to be taking examinations now.
I11. Supply one of the known to you words of the same root. Make up sentences using
these words: classify, reduce, franchise, occur, market
IV. Translate into English using Complex Subject
1. Bimomo, 1110 CTy/I€HTH CKJIa[Iat0Th ICIIUTH JIB14l HA PIK.
2. 3maeTbes, g 3HAKO 110 JIIOJIUHY.
3. BoHa BUSIBUJIACh TapHUM CIIEI1aJIICTOM.
4. [{i1KOM IMOBIPHO, 110 BU 3MOXETE€ OTPUMATH BIJICOTKH Bia mpoaaxy. 5. MoxHa
BBaXaTu, 110 IUTaHHA BI/IpiIHeHO.
V. Read the text. Ask five questions on the text and render it in English:
TEXT
CHANNELS OF DISTRIBUTION

All small manufacturers and producers as well as large corporate firms grapple
with decisions about getting their products into the marketplace. For this purpose there
exist channels of distribution (or trade channels), which are involved in the process of
moving products or services to the buyer.

A channel of distribution consists of middlemen, sometimes called
intermediaries, specializing in carrying out the transfer of a product between the
manufacturer and the customer. In a direct distribution channel, the manufacturer or
producer sells to the ultimate consumer. For example, a bakery produces pies and cakes
and sells them directly to the customer.

Indirect distribution channels require the use of middlemen in selling products
and services or facilitating such sales. An important method for establishing middlemen
in distribution channels has become franchising. The franchiser (corporation) grants the
franchisee (the individual or group) the exclusive right to use the franchiser’s name in a
certain territory, usually in exchange for an initial fee plus monthly payments. Both the
agreement and the individual business are called a franchise.

As a place strategy a manufacturer may use dual channels. While the term is
common in marketing terminology, it is a bit misleading. Actually the manufacturer
uses multiple channels, that is, more than two distribution channels.
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V1. State which of the sentences are true and which are false:

1. The franchisee (corporation) grants the franchiser (the individual or group) the
exclusive right to use the franchiser’s name in a certain territory, usually in exchange
for an initial fee plus monthly payments.

2. A manufacturer may use dual channels.

3. Indirect distribution channel means that the manufacturer or producer sells to the
ultimate consumer.

4. A channel of distribution consists of middlemen, sometimes called intermediaries.

5. A bakery produces pikes and cakes and sells them directly to the customer.

6. Trade channels are involved in the process of moving products or services to the
buyer.

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

1. Indirect distribution channels require the use of middlemen in selling products and
SETVICES OF ..vvvreennnaannnnsn. such sales.

a) fascinated b) fasciculated c) facilitating d) funding

2. The corporation grants the individual or group the exclusive right to use the
franchiser’s name in exchange for an initial .............. plus monthly payments.

a) knee b) bee c) fee d) rate

3. An important method for establishing middlemen in distribution channels has become
a) franchisee b) franchising c) franchise d) franchiser

4. While the term is common in marketing terminology, itisabit ..............

a) misconstruction b) comfort c) stress d) misleading

5.Boththe.............. and the individual business are called a franchise.

a) agreement b) group c¢) mass d) company

VIIL TranslateintoEnglish:

1. 3 psagy NpUYMH aHaN3 CTa€ HACTUIBKK CKIIQJHHUM, IO 3 SBISETHCS TCHACHIIIS
BTPATUTH CJIIJI SIBUINA, IKE MU BICTEKYEMO.

2. MiKpOoeKOHOMIYHMI aHaNi3 nepeadadae peTeabHUN aHaml3 1HAUBIIYAJTbHUX PIIIEHBb
B1JIHOCHO OKPEMHX TOBapIB.

3. [Ipu puHKOBIN €KOHOMIIII CITOKMBAY BUPIIIIYE, IO MAE€ BUPOOIIATUCS.

4. Komm ¢ipMu TNpuBaTH30BaHI, BOHW HAMararoTbCs JaBaTH SK MOXKHA OiIbIe
puOyTKY.

5. [locepeTHUK OTPUMYE BIICOTKH BiJ MPOJAKY.

IX. Choose the necessary word and put it in the sentence:

1. They use both direct and indirect... of distributions.

2. Agent middlemen do not... to goods they deal in.

3. Usually wholesaling... stands between the producer and the consumer.
X. Make an oral presentation of the products you like.
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THEME 4. RETAILERS AND WHOLESALERS

VOCABULARY

retail institution- po3npiOHa ycrtaHosa

small-scale business -manuii 6i3Hec

financial outlay -¢inancoBi BuTpaTn

retailing -po3npiOHa TOpriBJIs

retailer-posnpiGuuii Toprosenus

onlineretailing-po3api6xa Toprieis 3a 1OMOMOrow Mepexi Inrepuer
non-shopretailing-dopma po3apiGroi Toprisii 6e3 y4acTi Marasumy
retailpricing-mporec iHOYTBOPEHHS, KOJNM PO3IPIOHME TOProBelb MPOJAE TOBAp 3a
I[1HOO0, BCTAHOBJICHOIO BUPOOHUKOM

at a reasonable price -3a posymHOI0 LiHOIO

chain store -mepera marasuHiB

independent store- He3amexHuUI Mara3uH

voluntary -1o0poBibHHI

to persuade -mepekoHaTH

to lack -OpakyBatu, He BUCTa4aTH (4Oro-HeOY/Ib)

to occur -BigOyBaTHCs

wholesaler-ontouii Toprosenp

merchant wholesaler -nokynemp-ontoBuk

full-service wholesaler- onToBuk 3 MOBHUM CIIEKTPOM MOCITYT
limited-service wholesaler -onToBuk 3 00MekeHUM 00CITyTOBYBaHHSIM
national wholesaler -nHarionaabHUIT ONTOBHK

regional (sectional) wholesaler -perionanbHuii (CeKItiiHMIT) ONTOBUK
local wholesaler -miciieBnit ontoBnk
merchandiseagent-areHT3mpogaKyToBapiB

broker-6poxep

headquarter-mra6-kBapTrpa

mailorder-3amMoBIICHHSIIOIITOO

door-to-doorsale-crioci6  mpozaxy, ~ KOmM  TOBap  NPOIOHYEThCATOPrOBUMH
NPEJCTABHUKAMH, SIKI IPUXOMATH JOJAOMY J0 MOTCHIIIMHUX MOKYIIIIB
outlet -puHOK 30yTYy; TOproBa To4Ka

1. Now answer the questions.

1. Will all of these activities be done in your company?

2. Which of the activities will you be responsible for?

3. Who will you speak to in English? What about? What English texts will you read?
Will you write in English?
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4. What is the most difficult to do in English?
2. Give Ukrainian equivalents of the following:

Middleman, to store goods, to print on the product, mark-up amount,
merchandise, to generate telephone orders, to obtain from the seller, business-to-
consumer transaction, subordinated services, overall distribution strategy, to be out of
reach, from producer to final consumer, to play important role, to buy in a large
quantity, direct exchange of goods, individual lot, direct consumption, something of
economic value, door-to-door sale, by extending credit, mail order, advertisement.

3. Match and learn the synonyms:

A: commerce, to generate, to ship, merchandize, to comprise, middleman, to drive,
entity, to allow, manufacturer;

B: to let, organization, dealer, producer, to manage, to include, goods, to create, trade,
to transfer.

4. Match and learn the opposites:

A: non-shop retailing, primary, sale, necessary, to involve, subordinate, partial, to
receive, convenient, mark up;

B: to send out, full, inconvenient, to exclude, discount, unnecessary, purchase,
fundamental, shop retailing, ultimate.

5. Discuss the questions below:

1. Why wholesalers and retailers are called middlemen?

2. What is retailing? What are the characteristic features of this process?

3. There are several ways in which consumer can receive goods from a retailer:

counter service, where goods are out of reach of buyers and must be obtained from the
seller. This type of retail is common for small expensive items (e.g. jewellery) and
controlled items like medicine and liquor.

- delivery (commerce), where goods are shipped directly to consumer’s homes or
workplaces. Mail order from a printed catalogues was invented in 1744. Ordering by
telephone is now common, either from a catalogue, newspaper, television advertisement
or a local restaurant menu, for immediate service (especially for pizza delivery).

- direct marketing, including telemarketing and television shopping channels, are also
used to generate telephone orders.

- online shopping started gaining significant market share in the 2000’s.

- door-to-door sales, where the salesperson sometimes travels with the goods for sale.

- self-service, where goods may be handled and examined prior to purchase.

Which one would you like?

6. Read and translate the text:
TEXT
RETAILERS

Over 80 per cent of all retail institutions are classified as small-scale businesses,
they are small and specialized. The financial and legal requirements for opening a retail
business are few. Small restaurants, produce shops, health food stores, service stations
require small financial outlays. So, retailing consists of buying a satisfying assortment
of products for some consumer market segments, making these products available at a
reasonable price, and persuading the customers that the products will satisfy them.
Retailing focuses on the final consumer, not focusing on industrial users.

Retailers can be classified by type of ownership such as:
[1 chain stores which consist of a group of centrally owned and managed stores and sell
similar products;
1 independent stores which are operated by a proprietor, partnership, or corporation;
1 voluntary chains initiated and sponsored by a wholesaler to assure, that retail outlets
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exist for the products which the wholesaler handles;

1 franchises: the franchised retailer has the advantage of national advertising,
cooperative buying, and other benefits which the independent retailer lacks. The largest
growth of franchises has occurred in service businesses.

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

1. Small restaurants, produce shops, health food stores, service stations require door-to-
door sale.

2. Wholesalers can be classified by type of ownership such as chain stores which consist
of a group of centrally owned and managed stores and sell similar products.

3. The franchised retailer has the advantage of national advertising, cooperative buying,
and other lacks which the independent retailer needs.

4. The financial and legal requirements for opening a retail business are few.

5. The largest growth of franchises has occurred in service businesses.

6. National wholesalers are initiated and sponsored by a wholesaler.

7. Retailing focuses on the final consumer, not focusing on industrial users.

8. Independent stores are operated by a proprietor, partnership, or financial outlay.

9. Retail outlets exist for the products which the broker handles.

10. Retailing consists of buying a satisfying assortment of products for some consumer
market segments, making these products available at a reasonable price, and persuading
the customers that the products will satisfy them.

8. Choose the correct alternative:

1. Small restaurants, produce shops, health food stores, service stations acquire/require
small financial outlays.

2. Retailing/Wholesaling focuses on the final consumer, not focusing on industrial
users.

3. Chain/Chinese stores consist of a group of centrally owned and managed stores and
sell similar products.

4. Over 80 per cent of all retail institutes/institutions are classified as small-scale
businesses, they are small and specialized.

5. Voluntary/Vulnerable chains initiated and sponsored by a wholesaler to assure, that
retail outlets exist for the products which the wholesaler handles.

6. The financial and legal requirements/requirements for opening a retail business are
few.

7. Independent stores which are operated by a proprietor/prosecutor, partnership, or
corporation.

8. Retailing consists of buying a satisfying assortment of products for some consumer
market segments/outlets.

9. The largest growth/decline of franchises has occurred in service businesses.

10. Retailer has to lack/persuade the customers that the products will satisfy them.

9. Fill in the blanks with appropriate words:
channels voluntary link overall provides outlet distribution business-to-consumer
delivery ultimate

1. Trade is the exchange of goods, services, or both.

2. Commerce is a moving of goods from the man who wants to sell, to the man who is
willing to buy, or, as it is sometimes expressed, the exchange and of
goods and services.

3. There are different of distribution of goods.

4. Wholesaling channels of distribution, which help to bring goods to
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the market.

5. Retailing is selling goods and services to the consumer.

6. The retailer is the final from the producer to the consumer that is why
this is the most expensive in the chain of distribution.

7. Retailing may include subordinated services, such as
8. Manufacturing marketers see the process of retailing as a necessary part of their
distribution strategy.

9. Online retailing, a type of electronic commerce used for (B2C)

transactions and mail order are forms of non-shop retailing.

10. The retailer also stores the goods in his by having goods available.

10. Match the words and their definitions.

1 retailing Aa dealer who acts as a middleman between a buyer and
a seller

2 chain store B a place where something can be sold

3 lack Cthe main office, where the board of directors meets
and works

4 voluntary Dto talk to someone and get them to do what you want

5 persuade Edone freely without anyone forcing you to act; done
without being paid

6 broker Fworking in a small way, with few staff and not much
money

7 headquarter G the fact of not having enough

8 outlet H money spent, expenditure

9 small-scale I one store in a chain

10 outlay J the selling of full-price goods to the public

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

1 at a reasonable a store

2 merchandise b price

3 retail c retailing

4 door-to-door d sale

5 mail e of products
6 online f outlay

7 independent g institution
8 assortment h order

9 financial I chain

10 voluntary j agent

65



SELF-STUDY
I. Complete the sentences using the proper words from the list below:
Displays, market, cost-plus pricing, subordinated services, distribution strategy,
ultimate buyer, advertising, aids to trade, middleman

1. Commerce involves trade and which help in the exchange of goods and
services.
2. A Is any person or firm that enters the distribution process between the

manufacturer and :
3. A mechanism that allows trade is called a
4. Retailing may include , such as delivery.
5. The pricing technique used by most retailers is :
6. The retailer helps to promote the product through : or sales people.
7. Manufacturing marketers see the process of retailing as a necessary part of their
overall :
I1. Put questions to the bold part of the sentence:
1. Commerce is a division of trade or production which deals with the exchange of
goods and services from producer to final consumer.
2. Wholesaling provides channels of distribution, which help to bring goods to the
market.
3. Mail order from a printed catalogues was invented in 1744.
4. Sometimes a shopping street has a partial or full roof to protect customers from
precipitation.
5. An indirect channel is used to market manufactured consumer goods.
6. Trade is also called commerce or transaction.
7. Door-to-door sale is the process when the salesperson sometimes travels with the
goods for sale.
I11. Read the text. Put 10 questions to cover all the text. Retell the text:
TEXT

WHOLESALERS

Wholesalers are not as visible as retailers. Nevertheless, they are important
middlemen who play a large role in transferring possession of products to others, who
buy them either for resale or for industrial use. The wholesaler does not usually sell to
the ultimate consumer.

Wholesalers can be classified into some groups: merchant wholesalers and
merchandise agents, and brokers.

Merchant wholesalers may be full-service wholesalers which handle either
consumer or industrial products, and they may buy, sell, grade, store, assemble,
transport, finance, take risks, and gather market information; or limited-service
wholesalers who do not engage in all these activities.

As for agent wholesalers, they operate in many different fields, but typically they
concentrate on such lines as foods, grain, cooper, steel, machinery, electronic supplies,
and textiles.

Another useful classification of wholesalers is based on territory on which they
operate. National wholesalers tend to operate on a national scale. Sales activity of
regional (sectional) wholesalers is restricted to a limited number of regions. Local
wholesalers limit their operations to a metropolitan area within the confines of a radius
of 75 to 150 km of their headquarters.

IV. State which of the sentences are true and which are false:
1. Local wholesalers limit their operations to a metropolitan area within the confines of
a radius of 75 to 150 km of their headquarters.
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2. As for agent wholesalers, they operate in many different fields, but typically they
concentrate on such lines as foods, grain, cooper, steel, machinery, electronic supplies,
and textiles.

3. Brokers can be classified into some groups: merchant wholesalers and merchandise
agents.

4. Wholesalers are not as visible as retailers.

5. The wholesaler usually sells to the ultimate consumer.

6. Merchant wholesalers may buy, sell, grade, store, assemble, transport, finance, take
risks, and require market information.

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

1. Limited-service wholesalers who do not ................. in all these activities.

a) excite b) engage c) exchange d) range

2. Typically agent wholesalers concentrate on such lines as foods, grain, cooper, steel,
machinery, electronic ............... , and textiles.

a) surprise b) supplies c) rise d) surplus

3. Wholesalers are important middlemen who play a large role in ......... possession of
products to others, who buy them either for resale or for industrial use.

a) transferring b) transaction c) delivering d) delaying

4. Another classification of wholesalers is based on territory on which they ...........

a) import b) plan c) operate d) persuade

5. Sales activity of regional (.................. ) wholesalers is restricted.

a) sectional b) additional c) industrial d) traditional

VI. Translate the sentences:

1. Punok — e MGX&HBM 1o JO3BOJII€ TOPryBaTu TOBapaMI/I Ta HOCJIyraMI/I

2. HaI/I,ZIOBHII/IM KaHaJIOM TpPaHCIIOPTYBAHH:A TOBaplB Ta IIOCIIYT BlII BHpO6HI/IKa a0
CIIOJKMBaya € HerHMI/II/I KaHal 30yTy.

3. BapTep — 1ie npocTuii 0OMiH TOBApPaAMH 1 BIH BCE III¢ ICHY€ B HaIIIl JTHI.

4. T'yproBa Ta po3,up16Ha TOPTiBIIL BIAITPAlOTh BAXJIMBY pOJIb Yy TIpOIIeci
PO3MOBCIOAKCHHSA TOBaplB

5. Buxignoto ¢opmoro Topriiai OyB OapTtep, TOOTO mHpsiMuii OOMIH TOBapamu Ta
MOCIIyTaMH.

6. Po3ipiOHa TOPTiBIIsl BKIIIOYAE TaKy JAOMOMIXKHY MOCHYTY, K 10CTaBKa.
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MODULE TEST
1. Are these sentences true or false? Correct the false sentences:
1. The most important product classification system is the identification of products as
used by the consumer market or the industrial market.
2. Unsouaht products are very similar in quality.
3. Luxury goods, brand and specific models, such as Lamborahini cars, the clothes
desianed by famous designer (e.g. by Christian Dior and Versace), etc. are special types
of aeneral goods.
4. Convenience and shoppina products are differentiated by the degree of shopping
effort the consumer should use.
5. Different marketing strategies are needed to market products with different
classifications.
6. Marketing strategies are more effective if shopping products are divided into two
tvpes.
7. Life insurance, fire and buralar alarms, encyclopedias, and water softeners are
shoppina products for most consumers.
8. Emeraency items are not planned.
9. Consumers do not care to know about quality, styles, process, durability, and many
other features.
10. Snow shovels, medical supplies are not usually purchased even when the need is
urgent although they are highly preferred by some consumers.

2. Choose the correct alternative:

1. Heteroaeneous shopping products are perceived/preferred as having different features
between brands.

2. Shoppina products turned/tend to be more durable, more expensive, and more
sociallv visible than most convenience aoods.

3. One of the many classification systems identifies consumer product as convenience,
shoppina, specialitv/specialty, and unsouaht products.

4. Advertising, pricing, and selling techniques are affected/effected by the nature of the
product.

5. Specialty and unsouaht products are differentiated by the degree of preference a
consumer/seller has established for a product.

6. Convenience products are inexpensive/expensive and are bouaht frequently.

7. Unsouaht products are those which consumers know within about or do not care/look
after to know about.

8. Impulse items — products inherited/purchased without planning or searching efforts.
9. Life insurance/insuraency, fire and burglar alarms, encyclopedias, and water
softeners are good examples.

10. Marketing strategies are more effective if shopping products are connected/divided
into two tvpes.

3. Fill in the blanks with appropriate words:

item clothina needed perceived unique tire strateaies convenience solve routine

1. Staples — products purchased on a basis practically without any
decision makina (milk, bread, etc.).

2. Heterogeneous shopping products are as having different features
between brands.

3. Specialty products are perceived as in some way or other and are highly

preferred by some consumers.
4. In many cases, consumers know of these products but do not believe that the products
would any of their consumer problems.
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5. Marketing are more effective if shopping products are divided into two
tvpes.

6. Marketers divide into three tvpes.

7. Different marketing strategies are to market products with different
classifications.

8. A consumer product is an that is purchased by a consumer for personal
use.

Q. repairs, snow shovels, medical supplies are the examples of emergency
items.

10. Furniture, appliances, fashion , automobiles, different equipment are

shoppina products for most consumers.

4. Choose the correct variant a, b, ¢ or d to fill in the aaps:

1. All successful product brands must be modified, improved, or .................

a) reoraanized b) repaired c) replaced d) destroyed

2. First. new products .................... a lot.

a) lost b) damaae ¢) buy d) cost

3. New products should try to catch up to the competition or try to ..................

a) back b) set up ¢) hand at d) aet ahead

4. Marketers should think of the development of new products as a process, a
............... of steps leading to the introduction of the new product in a market.

a) seauence b) existence c) consciousness d) maiority

5. Aproduct mav be ............... to the market without test marketing.

a) purchased b) sold ¢) rushed d) represented

. Translate into Enalish:

1. [lerpenko — meHemkep. Bin npamtoe B kommnanii «Koka-koiay.

2. Moro xoMIaHis mpoiac ToBapu 1o BCbOMY CBITY.

3. MuxaiiaoB 4acTo 3YCTDIYAETHCS 3 IIDEACTABHUKAMHU 1HO3EMHHUX KOMITAHIM.

4. Bonn 00roBopiorOTh IIHA, YMOBH OILIATH Ta JOCTABKH.
5
6

o1

. [lerpenko nmounHae cBi poOOUYHUI JIeHb O AEB’ATIM paHKY 1 3aKIHYY€E O IIOCTIN Beuopa

. Choose the correct alternative:
1. Marketers create/desian products and services in order to meet the demands of many
different types of markets.
2. Marketina strateav/practice requires the identification of two basic types of markets,
usually called the consumer market and the industrial market.
3. For example, one who produces/purchases a calculator to use at home for personal
use is part of the consumer market for calculators.
4. The product/consumer market is the laraest market as for number of members.
5. The maior members of the finance/industrial market are producers, trade industries,
aovernments, and non-profit oraanizations.
6. The producer/marketer needs to determine carefully the reasons for the purchase of a
product or service.
7. Their salaries and jobs often depend on purchase contracts that eventually produce a
profit/interest.
8. The consumer/product market is a market for all the newly produced goods and
services in the economy.
9. The market for factors of production is also a very important
microeconomic/macroeconomic market.
10.Financial markets facilitate the exchanae of stocks/liquid assets.
7. Fill in the blanks with appropriate words:
profit consumer constitute purchase industrial reach members personal use resell
identification
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1. Identification of the tvpe of market directly influences the marketing strategies that
may be used to that market.

2. Marketina practice requires the of two basic types of markets, usually
called the consumer market and the industrial market.

3. The consumer market is made up of people who buy products and services for
| and satisfaction.

4. The consumer market is the laraest market as for number of

5. The consumer’s reason for the IS a very important criterion in determining
which tvpe of market a person is dealina with.
6. They use products and services to make a or, in the case of non-profit

organizations, to meet social needs of people. o
7. The industrial market is made up of businesses and oraanizations that use products

and services to or to produce other products and services.

8. The maior members of the ___market are producers, trade industries,

aovernments, and non-profit oraanizations.

9. However, as with the market, the marketer needs to determine carefully the

reasons for the purchase of a product or service.

10. Product markets, factor markets, and financial markets another three

rI-AA"‘AI de sommam Al anaaliasa

8. Match the words and their definitions.

1 market share A to separate or be separated into parts

2 marketer B each of the parts into which something is or may be
divided

3 variable C carefully choose as beina the best or most suitable

4 profitable D reactina quickly and positively

5 to divide E the portion of a market controlled by a particular
company or product

6 to measure F (of a business or activity) yielding profit or financial
gain

7 responsive G to assess the importance, effect, or value of
(something)

8 to select H activity done for enjoyment when one is not working

9 seament | someone whose job involves marketing

10 recreation J (of a quantity) able to assume different numerical
values

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

1 to divide the total market a measurable characteristics
2 each seament is b to all these questions

3 criteria for selecting c lifestyles

4 to produce positive answers d share

5 examples of e difference

6 people personalities and f into smaller parts

7 to aenerate a profitable a the marketing channels

8 possible market h sales volume

9 to bridae the I a good seament

10 to buy from J made up of people

70



MODULE 3
THEME 1. FINANCIAL MARKET. BASIS OF FINANCIAL MARKET

I<AIQV ~ 11l

; g ,,v,/",

Basucs o?

Financial iarket

https://www.investopedia.com/articles/investing/052313/financial-markets-capital-vs-
money-markets.asp

1. Study the vocabulary:

1. entity 1. cy6’exT; 1opuauyHa ocoda

2. financial securities 2. (lechom I[[iHHI Tarepu

3. commodity 3. ToBap

4. fungibleassets 4. B3a€EMO3aMiHHIaKTHBHU

5. counterpart 5. KoJiera; mapTHep (Ha ImeperoBopax, 3a yrojor)

6. borrower 6. IO3UYATILHUK

7. lender 7. XpeauTop

8. municipality 8. MyHIIIATIATITET

9. shorttermorlongterm

mortgageloans 9. KOpPOTKOCTPOKOBI  ab0  TOBrOCTPOKOBIIIOTEYHI
KpEAUTH

10. expansion 10. po3tmpeHHst

11. revenue 11. noxixg

12. spending 12. Butparu

13. premium 13. mpewmist; (Bu)Haropoja

14. governmentbonds 14. nepxxaBHioOiramii

15. mutual funds 15. maifoBiiHBeCTUIIIHHIPOHIN

2. Read and follow the text:
A financial market is a market in which people and entities cantrade financial securities,
commodities and other fungible assets at prices that are determined by pure supply and
demand principles. Markets work by placing the two counterparts, buyers and sellers, at
one place so they can find each other easily, thus facilitating the deal between them.
Basis of financial markets are the borrowers and lenders. Borrowers of the
financial market can be individual persons, private companies, public corporations,
government and other local authorities like municipalities. Individual persons generally
take short term or long term mortgage loans from banks to buy any property. Private
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Companies take short term or long term loans for expansion of business or for
Improvement of the business infrastructure. Public Corporations like railway companies
and postal services also borrow from financial market to collect required money.
Government also borrows from financial market to bridge the gap between government
revenue and government spending. Local authorities like municipalities sometimes
borrow in their own name and sometimes government borrows in behalf of them from
the financial market.

Lenders in the financial market are actually the investors. Their invested money is
used to finance the requirements of borrowers. So, there are various types of
investments which generate lending activities. Some of these types of investments are
depositing money in savings bank account, paying premiums to Insurance Companies,
investing in shares of different companies, investing in government bonds and investing
in pension funds and mutual funds.

3. Read the text again and choose the best answer:

1. A financial market is a market in which:

a) only entities can trade financial securities and commaodities;

b) people and entities can buy financial securities, commodities and other fungible

assets;

¢) can trade financial securities, commodities and other fungible assets.

2. The prices for financial securities, commodities and other fungible assets are

determined by:

a) national state principles;

b) pure supply and demand principles;

c) pure supply principles.

3. Basis of financial markets are:

a) borrowers and lenders;

b) lended and borrowed money;

c) both.

4. Individual persons generally take:

a) short term or long term mortgage loans from other individuals;

b) short term or long term mortgage loans from banks;

C) none.

5. Lenders in the financial market are:

a) borrowers;

b) lenders;

C) investors.

4. Fill in the gaps with prepositions if necessary:

1. A financial market is a market (1) ... which people and entities can trade financial

securities, commodities and other fungible assets (2) ... prices that are determined (3) ...

pure supply and demand principles. 2. Markets work (4) ... placing the two counterparts,

buyers and sellers, (5) ... one place so they can find each other easily, thus facilitating

the deal (6) ... them. 3. Government also borrows (7) ... financial market to bridge the

gap (8) ... government revenue and government spending. 4. Local authorities like

municipalities sometimes borrow in their own name and sometimes government

borrows (9) ... behalf (10) ... them from the financial market.

5. Match the first part of the sentence from column A with its second part from

column B:

1. When securities are issued for thefirst time, b) trading of securities with less than
one year of life span

2. An active secondary market iscrucial for c) life span of the securities traded in
the market
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3. All long-term securities issued by

corporations and government a) any securities once they are sold

off in primary market

4. Money market deals with d) they are traded in primary market

5. The classification is based on e) are the instruments of

capitalmarket

6. Match each term in Column A with its definition inColumn B:

1. Borrower f) financial account with a bank to where money
isdeposited and credited to the depositor

2. Lender b) someone who allocates capital with theexpectation of
a financial return.

3. Premium e) a place where people and entities can tradefinancial
securities, commodities, and other fungibleitems of
value at low transaction costs and at pricesthat reflect
supply and demand

4. Investor J) supplementary charge, additional charge

5. Government bond d) someone who receives something on the promiseto
return it or its equivalent

6. Seller h) amount of money that has been borrowed

7. Loan g) the entire amount of income before anydeductions are
made

8. Revenue c) someone who promotes or exchanges goods
orservices for money

9. Financial market a) who lends money or gives credit in business matters

10. Bank account 1) certificate issued by a government promising topay

back with interest the money borrowed from thebuyer of
the certificate
7. Read the whole text again and choose the best answer:
1. What do you mean by «a financial market»?
a) it is a market where individuals can trade financial securities,commodities and other
fungible assets at prices that are notdetermined by pure supply and demand principles;
b) it is a market where people and entities can trade financialsecurities, commaodities
and other fungible assets at prices that aredetermined by pure supply and demand
principles.
2. Who can be the borrowers of the financial market?
a) individuals, government and other local authorities;
b) individuals, public corporations, private companies,government and other local
authorities;
C) none.
3. Why does the Government borrow from financial market?
a) to bridge the gap between government revenue andgovernment spending;
bg to bridge the gap between government revenue and companyspending;
C) none.
4. What loans do private companies take for expansion ofbusiness or for improvement
of the business infrastructure?
a) short term;
b) long term loans;
c) either short term or long term.
5. What are the types of investments which generate lendingactivities?
a) depositing money, paying premiums, investing in shares,investing in government
bonds;
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b) investing in pension funds and mutual funds;

¢) both.

8. Match the words from column A with its synonyms from column B:
1. loan g) income

2. commodities J) different

3. price c) bonus

4. improvement b) growth

5. expansion 1) enhancement
6. revenue f) regional

7. local d) accumulate
8. various e) value

9. premium h) goods

10. collect a) credit

Over to you

1. Write four sentences to describe typical characteristics ofborrowers and lenders.
Work in groups. Tell the group your sentences.Do you agree with your partners’
sentences? Why? / Why not?

2. You are the Managing Director of Eastman Property. Yourcompany intends to buy
one of these businesses located in yourcountry:

* a travel agency

* a shopping mall

* a business equipment store

* a cinema complex

* a sports and leisure centre.

Choose one of the businesses. Make a presentation to a group ofinvestors (lenders) and
explain why you wish to buy the business, and what plansyou have forits future
development. Use the vocabulary from Exercise 1.
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SELF-STUDY
TYPES OF FINANCIAL MARKETS

1. Studythevocabulary:

1. primarymarket 1. repBUHHHIPHHOK

2. secondarymarket 2. BTOPUHHUHPHHOK

3. lifespan 3. TeleH,lel

4. moneymarket 4. TpOIIOBUHPUHOK; BATFOTHUHPUHOK

5. capitalmarket 5. PUHOKKAITaTy

6. to issue securities 6. BunyckaruuiHHinanepu

7. to raise capital 7. 3aJy4aTHKAaIITaI; MOO1II30BYBaTHKAITITAJ
8. proceeds 8. moxonu; HAJIXOJKEHHSL (Bimpeanizarrii)
9. securities dealer 9. TOProBeUbLiHHUMHIIAIIEPAMH

10. liquidity of securities 10. JIKBIAHICTBIIHHAXITANICPIB

11. treasury bills 11. ka3HadelchKiBEKCENi

12. commercial papers 12. KOMCleI/IHIHaHepI/I

13. preferred stock 13. mpuBineiioBaHiaKIIil

14. corporate bonds 14. xoprnioparuBHiOOiraIii

2. Read and follow the text:

Financial markets can be divided into different types. One way to classify the
financial markets is to distinguish between primary market and secondary market.
Another classification is based on life span of the securities traded in the market. They
are money market and the capital market.

When securities are issued for the first time, they are traded in primary market. In
other words, it is the market in which corporations raise new capital. All proceeds from
the issue in this market go to issuing corporation. In issuing securities, the corporation
could take the services of investment bankers and securities dealers. They assist issuing
corporations selling securities in the market.

A secondary market is the market for already existing securities, where trading
between investors to investors take place. An active secondary market is crucial for any
securities once they are sold off in primary market. The existence of secondary market
facilitates trading among investors to investors, thus adding to the liquidity of securities.

Money market deals with trading of securities with less than one year of life span.
It is the market for borrowing and lending for relatively short period of time, usually
less than one year.

Government, corporations and individuals requiring short-term loan are major
participants of money market. Government issues treasurybills and corporations could
Issue commercial papers or take loan onshort-term basis for banks to satisfy their short-
term need of funds.

Capital market is the market for long-term securities. All long-term securities
issued by corporations and government such ascommon stock, preferred stock,
corporate bonds, government bondsare the instruments of capital market.

3. Read the text again and choose the best answer:

1. Financial markets can be divided into:

a) primary market and secondary market;

b) money market and the capital market;

c) both.

2. When securities are issued for the first time, they aretraded in:
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a) secondary market;

b) primary market;

c) primary market and money market.

3. Major participants of money market are:

a) government and individuals;

b) corporations and government;

C) government, corporations and individuals.

4. The instruments of capital market are:

a) all long-term securities issued by corporations andgovernment;
b) individual programs, projects, etc.;

C) none.

5. ... assist issuing corporations selling securities in the market:
a) government, corporations and individuals;

b) investment bankers and securities dealers;

c) bankers and dealers.

4. Fill in the gaps with the most appropriate term from the list. Then read and
translate:

Issuing; securities; capital; money; secondary; liquidity; life span; primary; proceeds;
dealers

Financial markets can be divided into different types. One wayto classify the
financial markets is to distinguish between (1) ... marketand secondary market. Another
classification is based on (2) ... of the(3) ... traded in the market. They are (4) ... market
and the (5) ...market.

When securities are issued for the first time, they are traded inprimary market. In
other words, it is the market in which corporationsraise new capital. All (6) ... from the
issue in this market go to issuingcorporation. In (7) ... securities, the corporation could
take the servicesof investment bankers and securities (8) ... They assist
issuingcorporations selling securities in the market.

A (9) ... market is the market for already existing securities,where trading
between investors to investors take place. An activesecondary market is crucial for any
securities once they are sold off inprimary market. The existence of secondary market
facilitates tradingamong investors to investors, thus adding to the (10) ... of securities.

5. Fill in the gaps with prepositions if necessary:

1. Financial markets can be divided (1) ... different types.

2. Oneway to classify the financial markets is to distinguish (2) ... primarymarket and
secondary market.

3. Another classification is based (3) ...life span of the securities traded in the market.

4. An active secondarymarket is crucial (4) ... any securities once they are sold off in
primarymarket.

5. The existence of secondary market facilitates tradingamong investors to investors,
thus adding (5) ... the liquidity ofsecurities.

6. Money market deals (6) ... trading of securities with lessthan one year of life span.

7. It is the market for borrowing andlending for relatively short period of time, usually
less (7) ... one year.

8. Government, corporations and individuals requiring short-term loanare major
participants (8) ... money market.

9. Government issuestreasury bills and corporations could issue commercial papers or
takeloan (9) ... short-term basis for banks.

10. All long-term securitiesissued (10) ... corporations and government such as common
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stock,preferred stock, corporate bonds, government bonds are theinstruments of capital
market.

6. Read the whole text again and decide if the followingstatements are true or false:

1. Secondary market is the market in which corporations raisenew capital:

a) true

b) false

2. An active secondary market is crucial for any securities oncethey are sold off in
money market:

a) true

b) false

3. Corporations and small companies could issue commercialpapers or take loan on
short-term basis for banks to satisfy their short-term need of funds:

a) true

b) false

4. Government, corporations and individuals are majorparticipants of money and capital
markets:

a) true

b) false

5. Common stock, preferred stock, corporate interests,government bonds are the
instruments of capital market:

a) true

b) false

7. Match the first part of the sentence from column A withits second part from
column B:

1. When securities are issued for the first

time,a) life span of the securitiestraded in the market

2. An active secondary market is crucial

for b) are the instruments of capitalmarket

3. All long-term securities issued by

corporations and government e) trading of securities with lessthan one
year of life span

4. Money market deals with d) any securities once they aresold off in
primary market

5. The classification is based on c) they are traded in primarymarket

8. Make up the sentences:

1. One \ way \ to \ financial \ markets \ classify \ the \ is \ to \distinguish \ between \
primary \ market \ and \ secondary \ market.

2. life \ span \ based \ of \ on \ in \ the \ market \ traded \ is \ the \securities \ Another \
classification.

3. securities \ When \ primary \ market \ are \ traded \ for \ the \first \ time, \ they \ in \
are \ issued.

4. this \ market \ go \ to \ from \ corporation \ in \ the \ issue \proceeds \ issuing \ All.

5. They \ selling \ securities \ in \ the \ market \ issuing \ assist \corporations.

6. where \ trading \ between \ the \ market \ investors \ for \ to \existing \ take \ place \ A
secondary \ market \ is \ already \ investors \securities,

7. once \ for \ any \ securities \ is \ crucial \ they \ An \ active \ in\ primary \ market \ are
\ sold \ off \ secondary \ market.

8. one \ year \ of \ life \ span \ trading \ with \ deals \ Money \market \ securities \ with \
less \ of \ than.
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9. of \ money \ market \ major \ participants \ requiring \Government, \ short-term \ loan
\ corporations \ and \ individuals \ are.

10. for \ long-term \ the \ securities \ Capital \ market \ is \ market.

Over to you

1. Divide the class into two groups. Think about the differencesbetween primary and
secondary markets (group 1) and money andcapital markets (group 2). Make notes on
these differences.

Work in groups. Tell each other about the differences. Which doyou think is the most
important?

2. Write the list of two characteristics for each type of financialmarkets. Work in pairs.
Take turns to read the characteristics to yourpartner. Do not say the type of financial
market. Your partner guesseswhat the type is.
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THEME 2. FINANCIAL MARKET. FUNCTIONS OF FINANCIAL MARKET

https://www.youtube.com/watch?v=b9H6WO4yNvY
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1. Study the vocabulary:

1. to perform crucial functions 1. BUKOHYBaTH BaXJINBI QYHKITT
2. mobilization of savings 2. MoOLTI3aIis 3201aJPKEHD

3. channelization 3. po3moain (HampsMiB)

4. impetus 4. IMITyJIbC; TIOIITOBX

5. uselessly 5. MapHO; HEMOTPIOHO

6. transferring 6. IepeHECEHHS; TICPEMIIIICHHSI
7. to facilitate price discovery 7. CUpUATH BU3HAYCHHIO I[IHU
8. goods and services 8. TOBapH Ta MOCIyTH

9. proper price 9. mpaBWJIbHA ITiHA

10. to provide liquidity 10. 3a0e3neuyBaTH JIIKBIAHICTD

11. financial assets 11. ¢piHaHCOBI aKTHBH
12. to reduce the cost of transactions 12. 3HMKyBaTH BapTiCTh yro.I

2. Read and follow the text:

Financial market gives strength to economy by making financeavailable at the
right place. Actually, there is not one financial market,but rather many markets, each
dealing with a particular type offinancial instrument. But all financial markets perform
crucialfunctions. Some of the important functions of financial market are as
follows:

(1) Mobilization of Savings and their Channelization into moreProductive Uses:
Financial market gives impetus to the savings of thepeople. This market takes the
uselessly lying finance in the form ofcash to places where it is really needed. Many
financial instrumentsare made available for transferring finance from one side to the
otherside. The investors can invest in any of these instruments according totheir wish.

(2) Facilitates Price Discovery: The price of any goods orservices is determined by the
forces of demand and supply. Likegoods and services, the investors also try to discover
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the price of theirsecurities. The financial market is helpful to the investors in givingthem
proper price.

(3) Provides Liquidity to Financial Assets: This is a marketwhere the buyers and the
sellers of all the securities are available allthe times. This is the reason that it provides
liquidity to securities. Itmeans that the investors can invest their money, whenever they
desire,in securities through the medium of financial market. They can alsoconvert their
investment into money whenever they so desire.

(4) Reduces the Cost of Transactions: Various types ofinformation are needed while
buying and selling securities. Much timeand money is spent in obtaining the same. The
financial market makesavailable every type of information without spending any
money. Inthis way, the financial market reduces the cost of transactions.

3. Read the text again and choose the best answer:

1. Financial market gives strength to economy by:

a) public finance available at the right place;

b) making finance available at the right place;

¢) making national public budget.

2. Financial market takes the uselessly lying finance in the formof cash to:
a) only cities and communes;

b) communes where it is really needed,;

c) places where it is really needed.

3. The price of any goods or services is determined by:

a) supply law;

b) demand law;

¢) demand and supply.

4. Through the medium of financial market investors can investtheir money in:
a) international trade;

b) securities;

C) none.

5. The financial market makes available every type ofinformation without spending:
a) any bonds;

b) any money;

C) any securities.

6. Financial market gives impetus to:

a) the savings of the people;

b) the forces of demand and supply;

c) the cost of transactions.

4. Fill in the gaps with the most appropriate term from the list. Then read and
translate:

determined; goods; proper; available; perform; savings; cash; wish; dealing;
transferring

Financial market gives strength to economy by making finance(1) ... at the right
place. Actually, there is not one financial market, butrather many markets, each (2) ...
with a particular type of financialinstrument. But all financial markets (3) ... crucial
functions. Some ofthe important functions of financial market are as follows:

(1) Mobilization of Savings and their Channelization into moreProductive Uses:
Financial market gives impetus to the (4) ... of thepeople. This market takes the
uselessly lying finance in the form of (5)... to places where it is really needed. Many
financial instruments aremade available for (6) ... finance from one side to the other
side. Theinvestors can invest in any of these instruments according to their (7) ... .
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(2) Facilitates Price Discovery: The price of any goods or services is(8) ... by the
forces of demand and supply. Like (9) ... and services, theinvestors also try to discover
the price of their securities. The financialmarket is helpful to the investors in giving
them (10) ... price.

5. Fill in the gaps with prepositions if necessary:

1. Financial market gives strength to economy by makingfinance available (1) ... the
right place. 2. Actually, there is not onefinancial market, but rather many markets, each
dealing (2) ... aparticular type of financial instrument. 3. Many financial instruments

are made available (3) ... transferring finance from one side (4) ... theother side. 4. The
investors can invest (5) ... any of these instrumentsaccording (6) ... their wish. 5. The
price of any goods or services isdetermined (7) ... the forces of demand and supply. 6.
They can alsoconvert their investment (8) ... money whenever they so desire. 7.
Thefinancial market is helpful (9) ... the investors in giving them properprice. 8. It
means that the investors can invest their money, wheneverthey desire, in securities (10)
... the medium of financial market.

6. Fill in the gaps with the most appropriate term from thelist:

proper; reduces demand; savings; investors; available; convert; securities liquidity;
cash; determined; selling

1. Financial market gives impetus to the (1) ... of the people.

2. This market takes the uselessly lying finance in the form of(2) ... to places where it is
really needed.

3. The price of any goods or services is (3) ... by the forces of (4)... and supply.

4. Like goods and services, the (5) ... also try to discover theprice of their (6) ....

5. The financial market is helpful to the investors in giving them(7) ... price.

6. This is the reason that it provides (8) ... to securities.

7. They can also (9) ... their investment into money wheneverthey so desire.

8. Various types of information are needed while buying and(10) ... securities.

9. In this way, the financial market (11) ... the cost oftransactions.

10. This is a market where the buyers and the sellers of all thesecurities are (12) ... all
the times.

7. Match the term from column A with its definition fromcolumn B:

1. liquidity b) money or ready money

2. to facilitate f) the possession of sufficient liquid assets to dischargecurrent
liabilities

3. to reduce g) to make or become smaller in size, number, extent,degree,
intensity, etc

4. crucial e) to lay out (money or capital in an enterprise, especiallyby
purchasing shares) with the expectation of profit

5. cash h) to change or go or cause to change or go from onething,
person, or point to another

6. to transfer d) to change or adapt the form, character, or functionof;
transform

7. to invest a) to make easier

8. to convert C) very important

8. Make up the sentences:

1. by \ finance \ strength \ Financial \ market \ at \ the \ right \place \ to \ available \ gives

\ making \ economy.
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2. instruments \ to \ the other side \ Many \ are \ made \ financial\ available \ transferring
\ from \ one \ side \ finance \ for.

3. the forces \ of \ by \ The price \ goods \ or \ services \ demand\ of \ any \ supply \ and \
is \ determined.

4. can \ their \ into \ convert \ they \ so \ desire \ whenever \ also\ investment \ money \
They.

5. type \ of \ information \ available \ every \ makes \ spending \any \ money \ The
financial market \ without.

Over to you

1. Write several characteristics of different functions of financialmarket. Work in pairs.
Take turns to say one of your characteristics.Your partner guesses the function.

2. In groups, discuss which market functions are important andwhy. Ask follow-up
questions if possible. Use the vocabulary fromExercise 1.
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THEME 3. BASICS OF PRICE

VOCABULARY

measure of value Mipa BapTOCTI

superior product IPOIYKT HAHBUIIOTO KJIACy
competitive technique KOHKYPEHTOCIIPOMO>KHA TEXHIKA
monetary rPOLIOBUM

discount 3HIDKKA

exchange transaction 0ip>x0Ba yroaa

communicative device KOMYHIKaTUBHUI OPUCTPIN
vulnerable ypa3IMBUil

to insulate 130JTF0BaTH

business executive KEpIBHHUK

sales personnel YIIpaBJI1HHS IIEPCOHAJIOM IIPOJAXKIB
management

internal business factor BHYTPIIIIHIA GakTop Oi3HECy
environmental factor (haKTOp HABKOJIMIIIHHOT'O CEPEAOBHIIA
cost BapTICTh

pricing objective [[iIHOBa METa

to survey 00CTEKUTH

Ipressure THCK

1. Four consumers talk about different products. Read the extracts and decide which
of the four Ps each consumer discusses - product, price, promotion or place:

A

| really wanted it, but when | tried to buy it, I just couldn't get it anywhere. My friend
heard that it was in one shop and he queued up for ages, but they'd run out by
lunchtime.

B

The company held a party on a river boat to launch their new campaign. It was
absolutely fantastic. We also got a free gift at the end.

C

The shoes were really expensive but definitely worth it. | think the fact that they are so

expensive really distinguishes them from the competition.
D

I've had this briefcase for 20 years and it still looks good. The material is high quality
and long-lasting.

Model: Recently | have bought new plasma TV-set at a discount. It is reliable and of
modern design. | think that price and product influenced my decision.

2.Think of some products you have bought recently. Why did you buy them? Which of
the four Ps influenced your decision to buy?
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3. Find equivalents:

to determine a value HU3bKI [IHA

market economy BHCOKI IIIHH
relatively stable MHKOBAa €KOHOMiKa
price system [PUHKOBA piBHOBara
low prices 3 i€l MPUYUHU
adjustment process BH3HAYATH BAPTICTh
market equilibrium I[IHOBAa CUCTEMA

high prices POIICC PETYIIOBAHHS
to come about BITHOCHO CTAaOLIbHUMI
for this reason KOHKYPEHIS

free enterprise HOBUH PiBEHb IliH
competition BUIbHE IiAIPHUEMHUIITBO
new level of prices BIUIMBATH HA L[IHU
affect the prices 3’ SIBIISITHCS

4. Memorize the following word-combinations. Use them in the sentences of your
own:

at a price /at a high cost - 3a BHCOKOI0 1LIHOIO

contractprice - goropipHa I1iHa

costprice - cobiBapTicTh

free-marketprice - 1ina 3a yMOB BiJIbHOI KOHKYPEHIIii
pricecontrol- KoHTpoIIb Ha/ IHAMU

pricelevel- pisens i

prices and incomes policy - mosiTrKa I1iH 1 J0X0IiB

Pricing- KanbKyJIsIis I{iH

purchaseprice- xymiBenbHa IiHa

retail/wholesaleprice- po3npioHa/onToBa 11iHa

securityprice- xypc IiHHUX IanepiB

share/stockprices - kypc akiiiii, 6ip>kOBUl Kypc
tokeepthepricesdown - He momyckaTH MiABUIICHHS LiH
toset/fixaprice - npu3HavaTu 1iHy

5. Translate the sentences paying attention to the italicized words:
1. He sold the house at a good price.

2. It must be done at any price.

3. You can’t put a price on that sort of loyalty.

4. This restaurant is a bit pricey for me.

5. The government usually sets prices for public utility services.
6. Ask the builder to give you a price for the work.

7. 1 can’t afford it at that price.

8. Fresh strawberries are now available at a price.

9. The price of cigarettes is set to rise again.

10. These goods are pricedtoo high.

11.What price all your promises now?

12.You look absolutely priceless in that hat.



13.Supply and demand determine prices in a market economy.
14.1n a free market price is determined by the market forces of demand and supply.

6. Give the corresponding nouns to the following verbs:

a) to offer, to process, to supply, to change, to demand, to care, to price, to tax, to cost,
to produce, to increase, to market, to state;

b) to consume, to differ, to select, to decide, to divide, to sell, to execute, to define, to
depreciate, to lease, to operate, to pay, to analyze.

7. Discuss the questions below:

1. Which factors does a price depend on?

2. How were prices set long ago?

3. In what way are agricultural prices decided?

4. How industrial products are usually priced?

5. How do companies handle pricing?

6. Why does the government usually set the prices for public utility services?
7. Who is responsible for setting prices - a buyer or a seller?

8. Does a lower price always mean higher sales?

8. Read and translate the text:
THE ROLE AND DEFINITION OF PRICE

Price is one of the four Ps in the marketing mix, where it plays several important
roles:

1. Price is a communicative device. Prices are one way in which
marketerscommunicate with their customers. The prices charged by a marketer help
create the image of the marketer’s business in the eyes of the customer.

2. Price is a measure of value. It is often an indicator of value to the customer.
There are many cases in which the higher-priced product is really superior product. The
difference in price reflects the fact that better materials and more careful manufacturing
techniques have been used to create the higher-priced product.

3. Price is a competitive technique that is why there are very few products or
services on the market today that are not vulnerable to price competition from other
sources. Even when the products or services involved are recognized brands
representing quality, brand loyalty is seldom strong enough to insulate them from
competition from less expensive products and services with similar value.

Now that we have examined the many roles that price plays in the marketing
process, it is time to give the definition of price.

Price is the amount of money (or the equivalent amount in product or service
values) for which anything is bought, sold, or offered for sale. Price is an important
concept for both the buyer and the seller. It is the value that is placed on any product or
service.

Price is influenced by the quantity and quality of the product or service purchased,
the quantity of value (monetary and non-monetary) given up, the premiums or discounts
that are offered and accepted, the exchange transactions, and the type of payment.
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9. Are these sentences true or false? Correct the false sentences:

1. Even when the products or services involved are recognized brands representing
quality, brand loyalty is seldom strong enough to insulate them from competition from
less expensive products and services with similar value.

2. Price is influenced by the quantity and quality of the product or service purchased
the quantity of value (monetary and non-monetary) given up, the premiums or discounts
that are offered and accepted, the exchange transactions, and the type of payment.

3. Customers often do not use price as an indicator.

4. Prices are one way in which customers communicate with their marketers.

5. Price is the amount of money (it is not equal to product or service values) for which
anything is bought, sold, or offered for sale.

6. The difference in price reflects the fact that better materials and more careful
manufacturing techniques have been used to create the higher-priced product.

7. Price is an important concept for the buyer.

8. Price is a competitive technique that is why there are very few products or services
on the market today that are not able to price competition from other departments.

9. The prices charged by a marketer help create the image of the marketer’s business in
the eyes of the customer.

10. There are no cases in which the higher-priced product is really a superior product.

10. Choose the correct alternative:

1. Price is one of the four Ps in the marketing mix, where it plays several/severe
Important roles.

2. Price is a communicative source/device.

3. ltis thevalue/charge that is placed on any product or service.

4. Price is the amount of money (or the equivalent amount in product or service values)
for which anything is bought, sold, or offended/bothered/offered for sale.

5. The difference in price reflects the fact that better materials and more careful
manufacturing techniques have been used to create the higher-priced/lower- priced
product.

6. Price is influenced by the quantity and quality of the product or service purchased,
the quantity of value (monetary and non-monetary) given up, the premiums or discounts
that are offered and accepted, the exchange transactions/translations/transitions, and
the type of payment.

7. Price is a measure/mean of value.

8. Price is an important contempt/concept for both the buyer and the seller.

9. Price is often an indicator of value to the customer/seller.

10. Even when the products or services involved are recognized brands representing
quality, brand loyalty/royalty/entity is seldom strong enough to insulate them from
competition from less expensive products and services with similar value.

11. Fill in the blanks with appropriate words:

offered reflects charged measure
purchased device concept competitive
brand loyalty superior product
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1. Even when the products or services involved are recognized brandsrepresenting

quality, Is seldom strong enough to insulate themfrom competition from less
expensive products and services with similar value.

2. There are many cases in which the higher-priced product is really
a :

3. Price is a communicative :

4. The prices by a marketer help create the image of themarketer’s

business in the eyes of the customer.

5. Price is the amount of money (or the equivalent amount in product or servicevalues)
for which anything is bought, sold, or for sale.

6. Price is influenced by the quantity and quality of the product or service

the quantity of value (monetary and non-monetary) given up,the premiums or dlscounts
that are offered and accepted, the exchange transactions, and the type of payment.

7. The difference in price the fact that better materials and
morecareful manufacturing techniques have been used to create the higher-priced
product.

8. Priceisa technique that is why there are very few products or

services on the market today that are not vulnerable to price competition from other
sources.

9. Priceis an important for both the buyer and the seller.

10. Priceisa of value.

12. Match the words and their definitions.

the percentage by which the seller reduces the
full price for the buyer

2 |objective B something which you hope to achieve

c @n attempt to force a customer to buy|

1 monetary A

rsonnel .
3 personne something he or she does not really want
4 lquantity survey D all the p_eople who _work for an organization or
at a particular location
the act of giving one thing for another; a market
5 [factor E .
for shares, commaodities, futures, etc.
6 discount £ @ person in a business who takes decisions, a|
manager or director
hiah-pressure sales the process of calculating the amount off
7 [M9n-P G |materials and cost of labour needed for a
technique

construction project
8 [transaction H a purchase or sale of shares

9 lexchange | referring to money or currency
something which is important, or which is
10kxecutive ] taken into account when making a decision; a

number used in multiplication to produce
another number

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

1 charged a |device

2 the difference b fin price

3 o be vulnerable ¢ [from competition

4 |recognized d {to price competition
5 the exchange e |by a marketer

6 [to insulate smth. f ftechnigue

7 (Quantity g ftransactions

8 [communicative h brands

9 lcompetitive I payment

10the type of L jof value
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SELF-STUDY
I. Translate the sentences into Ukrainian:
1. Itis difficult to set prices without sound price policy.
2. | decided to buy a new car at this company because they offered the best trade-in
allowance on my old model.
2. They must research supply and demand before they start to produce the new item.
3. The tape recorder that your store sells is inexpensive.
4, Many people are interested only in the low price and not in the extra services.
II.  Choose the necessary modal verb (can, may, must, have to, to be to) and put it in
the sentence:

1. Off-even pricing............. undoubtedly produce favourable psychological effecton a
consumer.

2. | spoke to the chief. Now you......... change the credit term.

3. They are very talented specialists. | think they............. design  the new line
veryquickly.

4. The situation has changed, so we............ start with especially low prices.

5 We.............. choose price emphasis policy for this item.

1. Martin is organizing a meeting to discuss the prices for the cable Internet
package. Put the following sentences in the correct order to complete

email:

Hi team,

1. Could you have a look and let me know if there’s anything you’d like to add or
change?

2. As you probably know, we need to think about scheduling a meeting to discuss our
pricing strategy for our new cable Internet package.

3. Hope you all had a nice weekend.

4. Please let me know if you can attend by the end of the day.

5. How about next Tuesday at 9 p.m.? An outline of what I’d liketo talk about.

IVV. Read the text and translate it using a dictionary:

FACTORS INFLUENCING PRICING DECISIONS

Pricing is a major marketing strategy. In the mid-1960s pricing was the sixth most
important marketing activity out of 12 activities ranked by business executives. It was
considered less important than product research and development, marketing research,
sales personnel management, advertising and sales promotion planning, and customer
services. However, when business executives were surveyed again in the mid-1970s,
pricing was named the most important of the 12 activities.

Both internal business factors and environmental factors enter into pricing decisions.
Factors inside the firm that influence pricing decisions include costs, control, profit,
pressures, and pricing objectives. These factors cause frequent changes in pricing
decisions. They are interacting factors. Increasing costs may cause decreasing profits, a
change in pricing objectives may cause an increase in costs, and profit pressures may
cause a change in pricing objectives.

Environmental pricing factors include increased competition, rapid technological
progress, changes in supply and demand, a changing legal environment, and better
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informed customers.

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

1. Environmental pricing factors include increased competition, rapid technological

progress, changes in supply and demand, a changing legal environment, and better

informed customers.

2. Only internal business factors rather than environmental factors can enter into

pricing decisions.

3. Decreasing costs may cause decreasing profits, a change in pricing objectives may

cause an increase in costs, and pricing objectives may cause a change in profit

pressures.

4. In the mid-1980s pricing was the sixth most important promotion activity out of 12

activities ranked by business executives.

5. Factors inside the firm that influence pricing decisions include costs, control, profit,

pressures, and pricing objectives.

6. Pricing is a minor marketing strategy.

V1. Choose the correct variant a, b, ¢ or d to fill in the gaps:

1. These interacting factors cause................... changes in pricing decisions.

a) vulnerable b) frequent c) invisibled) violent

2. Both ...ccccovviie, business factors and environmental factors enter intopricing

decisions.

a) internal b) external c¢) promotional d) pricing

3. Environmental pricing factors include increased competition,
technological progress, changes in supply and demand, a changing legal

environment, and better informed customers.

a) solid b) liquid ¢) vivid d) rapid

4. When business eXecutivesS Were ........ccccccveveevveennnenn, again in the mid-1970s,pricing
was named the most important of the 12 activities.

a) surveyed b) conveyed c) betrayed d) obeyed

5. It was considered less important than product research and development,marketing
research, sales management, advertising and salespromotion planning, and
customer services.

a) personal b) personnel ¢) PRd) CEO

VII. Translate the following sentences into English:

A. 1. ®ipma Morua 3anpornonysaTt jauiie 40 ¢akciB 3 HeraifHoOW A0CTaBKoMO, e 60
¢dakciB ¢ipMa moroausiach JOCTaBUTH TphboMma mapTisiMu 1mo 20 ¢akciB yepe3 piBHI
MIPOMIXKKH Yacy.

2. ®ipMa MOXKE HaJIaTH CBOT TPAHCIIOPTHI MOCIYTH.

3. YmoBu BrnamrtoByBaiu lleTrpoBa, 1 y BIBTOPOK MNpEACTaBHUKU (IpMHU MiNKACATIN
yTomy.

4. Most cexpeTapka po3MOBJsijia 1o tenedony 3 mictepom Baittom 1 1oMoBHIIach 3 HUM
PO HaIlly 3yCTpid y I’ ATHULIO O IECATIN paHKY.

5. Hamr ronoBHuii MeHemkep cam moine g0 JlormoHa, mo0 JOMOBUTHCH IIPO I[IHH Ta
YMOBH ITOCTaBKU 00JIaTHAHHSI.

B. 1. Iliau BixirparoTh BaXKIUBY POJIb Ha BCIX EKOHOMIYHUX PHUHKAX.

2. 3a yMOB PUHKOBOi €KOHOMIKH I[iHH JIIOTh SIK CUTHAJIH.
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Noakow

[{inoBa cucTeMa B pUHKOBIM €KOHOMIII HAMPOUY/] THYUKA.

[{inu Ha BUTLHOMY PUHKY HEUTpaJIbHI.

Ha exoHOMIYHUX pHHKAX MOKYIIIII Ta MPOAaBIll MalOTh MPOTUJICKHI HAMIpH Ta HaIli.
[Tokymii 6akaroTh KynyBaTH 3a HU3bKUMHM I[IHAMH.

[TponaBiii MpUXOAATH HA PUHOK 13 HAJIE€I0 HA BUCOKI ITIHHU.
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THEMEA4. PRICINGSTRATEGIES

PRICING

v 4
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VOCAB U LARY

revenue J0X011, IPUOYTOK

toassess OLIIHIOBATH

regulatory peryisTOpHHUIA

guideline JMPEKTUBA

targetmarket UTOBUAPUHOK

cost-orientedpricing

strategy CTpATETisAiHOYTBOPEHHS, OPi€HTOBaHAHABAPTICTD

demand-oriented OpiEHTOBAaHMIHAIIONUT

competition-oriented OpIEHTOBAaHMHHAKOHKYPEHIIIIO

pricefloor HaHWKYAliHa

priceceiling HaBUIIAIHA («I{IHOBACTEIIS»)

toutilize BUKOPHCTOBYBATH

in accordance with YBIAMOBIAHOCTI/I0

product life cycle (PLC) KHUTTEBUHIUKITIPOTYKTY

marketingmix KOMIUIEKC MapKeTHUHTY, Ha0ip OCHOBHHUX KOMITOHEHTIB MapKETHHTOBOTO
BILTUBY

productarea TOBapHUI PO3.1ij, TOBapHA cdepa AisITbHOCTI QipMu

surplus HAaJUTUIIOK, TPUOYTOK

to reduce prices 3HW)KYBATHUIIHA

volume o0csT, BUITYCK

at the marketer’s

disposal y PO3MOPS/DKEHHI MapKeTonora, A0 MOCIyr Mapkerosiora approach
X1

to cut back CKOPOTHUTH, 3MCHIIUTH

slightly TPOXH

to remain 3aJIMIIATHCS

1. Choose the necessary words and put them in the sentence:

1. One of the aims of market research is to indicate new... among people.

2. Advertising must... the consumer and make him buy the goods produced.
3. Often marketing is called ...

4. In order to sell a new product, a producer has to consider how to ... it.

5. The goods of this company are not sold very well, they must think about....
6. Sometimes it is difficult to influence ... through advertising.

7. If you want to produce something new, you should start with ...

8. A producer wants to ... the new trends and then tries to influence them.

9. ... includes product development and pricing among other things.

1. predict; 2. influence; 3. promote; 4. marketing; 5. trends; 6. distribution; 7. market research; 8.
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product planning; 9. consumer.

2. Study the following examples:

a) If a company raises its price, it will actually sell more...

b) The less elastic the demand, the more profitable it is for the seller to raise the price.
Now use the phrases below to complete the sentences:

Cause

companies raise wages
production costs increase
prices rise

demand falls

sales decrease

OCoO~NOUITRWNE B~ oo ~ » ol B w NFRPWORRWNE

. If the company raises wages,
. The more the production costs increase, .....
. If prices rise, .....

. The more demand falls, .....
. If sales decrease, .....

. Match each term in Column A with its definition in Column B:
. free enterprise
. price system

. shortage

. market price

. surplus

. purchasing power
. price

. market equilibrium

Effect

production costs increase
prices rise

demand falls

sales decrease
production falls

a. Money value of a good or service.

b. A situation where the quantity demanded is greater
than the quantity supplied.

c. An economic system based on the private ownership
of property, competition and the profit motive.

d. Economic system in which resources are allocated as
a result of the forces of supply and demand.

e. A consumer’s willingness and ability to buy a product
or service at a particular time and place.

f. The price of a good or service at which the quantity
demanded matches the quantity supplied.

g. A situation where the quantity supplied is greater than
the quantity demanded.

h. A situation where prices are relatively stable and there
IS neither a surplus nor shortage in the market.

. Fill in the blanks with prepositions or adverbs if necessary:

. Prices play an important role ... all economic markets.

. Prices act as signals ... a market economy.

. A high price is a signal...producers to produce...and...buyers to buy ... .
. Prices serve as a link... producers and consumers.

. Prices favour neither... the producer nor ... consumer.

. Prices come... as a result...competition...buyers and sellers.

. The price system ... a market economy is flexible.

. Unforeseen events can affect... the prices...some... items.

. The sellers come...the market hoping...high prices.

10. Market equilibrium is a situation where prices are stable and there is neither ... a
surplus nor a shortage...the market.

5. Discuss the following questions:

1. What does the word "marketing"” mean?

2. What elements does Marketing Mix include?

3. What does Place in the Four P's mean?

4. What does Promotion include?

5. What is the most complex element of Marketing Mix?
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6. What does the so-called "product life cycle" include?
7. Why are pricing programs considered the most important of marketing programs?
6. Read and translate the text:
TEXT
PRICING STRATEGIES

Price is perhaps the most important of the four Ps of marketing, since it is the
only one that generates revenue for a company. Price is most simply described as the
amount of money that is paid for a product or service. When establishing a price for a
product or service, a company must first assess several factors regarding its potential
Impact. Commonly reviewed factors include legal and regulatory guidelines, pricing
objectives, pricing strategies, and options for increasing sales.

It is important to remember that price is a major factor in determining how
profitable a product or service can be. If you find the price that is “right” for the target
market, your product or service will have a better chance to be profitable. There are
three possible strategies that one may follow to determine the right price for the product.

1. When a cost-oriented pricing strategy is used, all costs for manufacturing the
merchandise, all service costs are computed first. Then the desired profit margin is
added to determine the price.

2. Demand-oriented pricing utilizes consumer desires and demand in the setting
of individual prices.

3. When a competition-oriented pricing strategy is used, price is set in accordance
with the prices charged by competitors. These prices can be below, equal to, or higher
than the prices of the competition, depending on the differences in the products or
services involved.

4. Combined-oriented strategies. When prices are set, marketers often combine
these three strategies when making their pricing decisions. The costoriented strategy can
help them identify the price floor. They then can apply the demand-oriented strategy
and “bracket” an acceptable price by determining the price ceiling. Finally, they can
examine competitive pricing to be assured of selecting the right price.

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

1. Price is described as the amount of money that is paid for a product or service.

2. When a cost-oriented pricing strategy is used, all costs for manufacturing the
merchandise are not computed at all.

3. It is important to remember that price is a major factor in determining how profitable
a product or service can be.

4. When prices are set, marketers never combine these four strategies when making
their pricing decisions.

5. The cost-oriented strategy can help them identify the price ceiling.

6. Consumer-oriented strategies can determine competitive pricing to be assured of
selecting the right price.

7. Volume is most simply described as the amount of money that is paid for a product or
service.

8. When establishing a price for a product or service, a company must first assess
several factors regarding its potential impact.

9. Legal and regulatory guidelines, pricing objectives, pricing strategies, and options for
increasing sales include commonly reviewed factors.

10. If you find the price that is “right” for the target market, your product or service will
have a better chance to be profitable.

8. Choose the correct alternative:

1. Price is perhaps the most important of the four Ps of marketing, since it is the only
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one that generates revenue/loss for a company.

2. The desired profit margin/curve is added to determine the price.

3. Combined-oriented strategies can examine competent/competitive pricing to be
assured of selecting the right price.

4. Prices can be below, equal/above to, or higher than the prices of the competition,
depending on the differences in the products or services involved.

5. Combined-oriented strategies can apply the demand-oriented strategy and ‘“bracket”
an acceptable price by determining the price ceiling/selling/sailing.

6. When a competition-oriented pricing strategy is used, price is set in accordance with
the prices changed/charged by competitors.

7. Demand-oriented pricing utilizes/analyzes consumer desires and demand in the
setting of individual prices.

8. There are some strategies that one may follow to concern/determine the right price
for the product.

9. Fill in the blanks with appropriate words:

equilibrium salesman | demand-oriented margin

power funded

ceiling exceeds | gain occur
1. The project is completely by private enterprise.
2. A should know the prices of all the products he is selling.
3. An economic surplus is related to money, and it reflects a in the
expected income from a product.
4. Purchasing parity is used worldwide to compare the income levels.
5. The price is the price of a good or service when the supply of it is
equal to the demand for it in the market.
6. A shortage is a situation in which demand for a good or service the
available supply.
7. If the price Is set below the market price, then a “shortage" is created;
the quantity demanded will exceed the quantity supplied.
8. Economic efficiency may be said to when an action creates more
benefits than costs.
9. The desired profit Is added to determine the price.
10. They then can apply the strategy and “bracket” an acceptable price by

determining the price ceiling.
10. Match the words and their definitions.

1 approach A more of something than is needed

2 maturity B an unofficial suggestion from the government as to how
something should be done

3 four P’s C the amount added to a normal price or rate for a product or

service; free gift offered to a prospective purchaser as an
inducement to make a purchase

4 utilize D to use something

5 guideline E an act of getting in touch with someone with a proposal

6 surplus F the price of a product or service that does not include any
extras

7 volume G a simple way of summarizing the essentials of the marketing
mix, which are Product, Price, Promotion and Place

8 basic price H the market in which a company is planning to sell its goods

9 premium | the third stage in a product life cycle when a product is well
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established in the market though no longer enjoying increasing
sales, after which it will start to decline

10 target market J a quantity of items; the quantity of shares traded on a stock
market

11. Match the words in the right column with the words in the left column to
makeword combinations.

1 to generate a floor

2 the amount b of money

3 regarding C product or service
4 to establish d a price

5 profit e pricing

6 competition-oriented f revenue

7 to be charged g its potential impact
8 profitable h pricing strategy

9 price I by competitors

10 competitive j margin
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SELF-STUDY

1. Complete the text using words from the box.
bargain  fair premium significance  unique  costs  points sensitive
solutions

When deciding on the price of a product or service you have to consider the
product or service itself. For example, does it have benefits? Does the
consumer have any alternative ? What is the monetary of the
product or service? You also have to think about the possibility of complementary

, and how price the consumers are to these and the product or
the service cost. Then you need to think about the pricing strategy and how this relates
to the brand. For a luxury brand it is essential to follow a pricing strategy
in order to maintain a brand image. A low price would not be suitable for a brand such
as Cartier. Finally, you need to carry out a price test to check the price you
are considering. The Is the amount that the consumer is prepared to pay for
the product or service. A price is a low price that may be used during
special offers or for promotional prices.

2. Replace the Ukrainian words and phrases by suitable English equivalents in the
correct form. Retell the passage:

(st toro mo6 kynutu) foreign products or services, or (iHBecTyBaTu) in other
countries, (komnanii) and individuals may first (kynutu Bamoty) of the country with
which they are doing business. Generally, (excoprepn) prefer to be paid for their
(ToBapu Ta mocnyru) either in their own (Bamtori) (Japanese in yen and Germans in
marks) or in U.S. dollars, which are accepted (y Bcbomy cBiti). For example, when the
French buy (madTy) from Saudi Arabia, they may (rutatutn) in U.S. dollars, not French
francs or Saudi dinars, even though the United States is not involved in the transaction.
The foreign exchange market, or "FX" market, is where (kymiBas Ta mpogax) of
different currencies takes place. (Ilina) of one currency in terms of another country’s
currency is called (BamroTHHI KypC).

3. Round-table discussion. The question on the agenda is «Prices in a market
economy». Questions for discussion:

— the role of prices in a market economy;

— in a market economy prices act as signals;

— how prices answer the What, How and Who questions in a market economy;

— explain the Law of Diminishing Marginal Utility and give examples;

— the rationing effect of prices;

— the production-motivating function of prices.

4. Read the text and retell it:

TEXT:PRICING IN THE PRODUCT LIFE CYCLE

Each product passes through what is known as a product life cycle (PLC) from
the time when it is introduced on the market to the time when it is removed from the
market.

During its PLC, each product passes through four stages: introduction, growth,
maturity, and decline. When the product no longer provides a satisfactory return, it is
removed from the market, and the company’s efforts are applied to new or more
successful products.
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Pricing plays a key role in the marketing strategies that are used for each product
as it moves through its PLC, because each of the four PLC stages may require specific
applications. During the growth stage of the PLC, sales increase rapidly and costs for
promotion and distribution decrease because they are spread over a larger volume. The
marketer wants to keep products in the growth stage as long as possible. This is the time
to improve product quality and offer new models, features, and styles to keep the
product existing.

Maturity is the stage when people buy as much of the product as they want. The
maturity stage is usually the longest; it is the real test of a marketer’s ability to use the
elements of the marketing mix effectively. Price is one of the tools at the marketer’s
disposal. Competition is very strong during maturity stage. If there is a lot of
competition in a product area, there will be a surplus of that product. Such a surplus
leads marketers to reduce prices so that they can maintain their existing market shares.
As an alternative to price reductions, marketers can introduce lower-priced models of
the same product, or, in a different approach, they can introduce a higher-quality version
of the same product with a higher price.

During the decline stage, a product’s sales decrease. During this stage in the PLC,
marketers reduce the costs of producing the product and cut back on advertising and
promotion. The price of the product may be reduced slightly or may remain the same.

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

1. Sometimes the product which provides a satisfactory return is removed from the
market, and the company’s efforts are applied to new or more successful products.

2. The growth stage is usually the longest; it is the real test of a marketer’s ability to use
the elements of the marketing mix effectively.

3. Promoting plays a key role in the marketing strategies that are used for each product
as it moves through its Ps, because each of the four Ps may require specific applications.
4. As an alternative to price reductions, marketers can introduce lower-priced version of
the same product with a higher price.

5. Each product passes the exam from the time when it is introduced on the market to
the time when it is removed from the market.

6. If there is a lot of advertising in a product area, there will be a competition of that
product.

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

1. Such a surplus leads marketers to ................... prices so that they can maintain
their existing market shares.

a) cut off b) reduce c) cut down d) cut back

2. During this stage in the PLC, marketers reduce the costs of producing the product and
cutbackon ...................... and promotion.

a) work b) merchandizing c) advertising d) analyzing

3. During the decline stage, a product’s sales ................ .

a) increase b) decline c) reduce d) decrease

4. Growth is the time to improve product quality and offer new models, features, and
styles to keep the product ...............

a) transacting b) existing c) exhibition d) transiting

5. Price is one of the tools at the marketer’s ............... :

a) disposal b) proposal ¢) accuse d) discount

7. Translate into English:

1. [limuacrneperoBopiBIpPOAaBIIIIATUHAM3HIKKY 2%,
OCKIIbKUIIeOyIOHAIIIETIepIIIe3aMOBIICHHS,
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ihipmaly.ra3allikaBJICHABTOPTOBUXKOHTAKTaX3HAMH.

2. Mn Oymu WiJIKOM 3aJ0BOJICHI IEPEroBOpaMu i B MailOyTHbOMY 4YEKAaeEMO rapHHX
TIOBUX CTOCYHKIB 3 dipmoro «biek ena Koy.

3. Mu 3Ha1H, 10 HAM JTOBEAETHCS MOTOJAUTHUCH HA YMOBH (DipMH.

4. Jlupexktop (ipMH CHOJIBAETBCS, WO [APTHEPH IIOTOJATHCS HA IPOBEICHHS
IIEPErOBOPIB HACTYIIHOIO THIKHS.

5. Cekperapka MOLiKaBUIACk, XTO Ma€ MPHUIHATH MicTepa bpayHa.

6. PexpeatiitHuii «IIOMHT» — 1€ PO3TJISIIaHHS BITPUH, ajieé HE 3aBXKIM MOKYIMKa € HOTO
pE3yIBTaTOM.

7. Po3npiOHMIA TOpTOBEIh JOTIOMAarae MpoJaaBaTd TOBAp 3a JIOMOMOTOI0 PEKJIaMH Ta
MOKa3iB.

8. 3aMOBJIeHHS TOBapiB Mo TenedoHy, 3 KaTaJloriB, ra3eT, Yd TEJEBI3INHOT peKjaMu €
TyXe TOMyISIPHUM ChOTOJTHI.

9. Tlocepennuk — 1e 0coba, sika MPAIIOE B KaHalll PO3MOBCIOJKEHHS TOBapiB MIXK
BUPOOHHUKOM 1 KIHIIEBUM CIIO>KHBAUEM.
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THEME 5. THE COMMUNICATIONS PROCESS

Encoding

PSS

Decoding

Message

Decoding

Encoding

/Fe—;;:;;k

Message

https://study.com/academy/lesson/what-is-the-communication-process-definition-

steps.html

VOCABULARY
marketingcommunicationsmix

promotionalsubmix

publicrelations (PR)

channel of distribution

offering

consumer-oriented

advertising (ads)

institutional advertisina

loading dock (US) / loading bay (UK)

storage area
to persuade
tool
reaarding
to evaluate
to execute
oral

to notify

to identify
aoodwill

to enhance
announcement
nationwide

KOMIUIEKC MAapKETUHTOBUX KOMYVHIKAIKN
(moeTHaHHS MapKETUHTOBUX 3aC001B . fAKl
BHUKODPHCTOBVIOTBCS TUTS nepeaayi
IOB1IOMJIEHHS ITDO TOBAD)

DPEKJIAMHUN CYOKOMILIIEKC

3B’SI3KU 3 TDOMAJICHLKICTIO
KaHATOIITHPCHHS

IIDOMIO3ULIA

ODIEHTOBAHWN HA CIIOKHUBa4da

peKIamMa

IHCTUTVIIIiHA pEKIaMa
[IPUMIIIEHHSIYMara3uii,
35IKOTOPO3CUIIAIOTHCS, PO3MOBCIOIKYIOTHCST
ABUHOCSTHCATOBAPU

30Ha30epiraHHs

[IEPEKOHATH

IHCTDYMEHT

111010

OLIHIOBATH

BUKOHYBATH

YCHHUM

IIOBIIOMUTH

11eHTUhIKYBaTH

JIOODO3UUINBICTD

M IBUIITYBATH

OTr'OJIOIIECHHS

3araJibHOHAI[lOHAIbHUN
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pioneerinag HOBATODCHKUI

comparison [ODIBHAHHS

toelaborate DPETEITHBHOPO3DOOUTH, 00 TyMaTH

1. Define what part of speech are these words and translate them:

facility, danaerous, include, attentive, strictly, relv, unique, effectively, sensitive,easily,
prefer, active, helpina. naturally, satisfv, equip, requirement

2. Match the two parts of the sentences:

1. Monsanto used a public relations a) policy-makers concerning regulations for
company to promote their exploiting reserves in Antarctica.

2. The report confirmed that lobbying | b) interests in the EU. The firm organized a
does influence  the political | visit to the headquarters in the United States.
decisionmaking

3. An opposition party spokesman | c) process in the UK.
fears the campaign

4. The oil industry is lobbying d) donations from big business influence
government to influence government policy.

3. Choose the correct words from the brackets to complete the report from a

pressure aroup:
We are continuing our campaign to (1) .................. (mobilize/ advise/ corrupt)
public opinion. Following the (2) .................. (fact sheet/ rally/ outside lobbyina) in
the town centre, we are oroanizina a further letter-writing (3) ..................
(conference/ campaian/ release) to keep up pressure on our local politicians. Our press
(4) oo (release/ contributions/ code) generated three articles in the local
newspapers. We are qgetting advice on media (5) .................. (training/ bribing/
testimony) so that we will be more convincina when speaking to the press.
4. Read the following article from a magazine on public relations. Answer the
guestions:

1. What do vou think of these tips? Can you think of any examples?

2. What tips can vou add to this list?

3. Have vou ever written press releases for your company? If so, what did youfind easy/
difficult?

WRITING A KILLER PRESS RELEASE

You’ve all seen them: the press releases that would put any reader to sleep.
You’ve barely glanced at the title before you’re ready to curl up in bed. Campbell
Associates is moving into cutting-edge new headquarters! ‘But who cares about
Campbell Associates? Who are Campbell Associates, anyway?’ you ask yourself.

It takes more than an exclamation mark to catch a reader’s attention. So
read on for some tips on how to write a press release that will get read — and
published!

1. Keep things real. Do not exaggerate when you write. Instead, make sure you deal
with the facts. Journalists get dozens of press releases a day and words like
“revolutionary” and “ground-breaking” get old very quickly, especially when these
words are describing very ordinary events.

2. See the story from the reporter’s point of view. Present your news as a story. The
focus doesn’t have to be on your company. What you want is something that people will
want to read about. So focus on the people who use your products and services, and that
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will make your story come to life.
3. Create a headline that will grab your readers’ attention. Brainstorm four or five
titles for an important press release, and then come back to them the next morning. See
which one seems the most interesting to you.
4. Proofread carefully. A badly-written press release won’t get read. Get help if you
need it: there are a number of good, professional PR-agencies out there if you are not
able to write perfect copy in English, for example.
5. Keep it short. Ideally, give the press release to someone who doesn’t know anything
about the topic, and have them look at it for fifteen seconds. When they give it back to
you, can they tell you the most important points? If not, you need to revise what you’ve
written.
5. Read and translate the text:
TEXT

THE MARKETING COMMUNICATION MIX

The marketing communications mix is divided into two submixes; the
promotional submix and the public relations submix.

The Promotional Submix

The term “promotion” originates from the Latin term “promovere”, meaning “to
move forward”. In marketing, it includes only communications. When products are
moved forward from the loading dock into a storage area, this movement is not
promotion. Thus, promotion is any communication activity whose purpose is to help
move a product, service, or idea through a channel of distribution. Such communication
activity is almost always persuasive.

Promotion is a tool of marketing. The major objective of promotion is to persuade
buyers and consumers to purchase an offering. The promotional submix should be
consumer-oriented, which means that all decisions regarding the promotional submix
are reached with the potential customer’s satisfaction.

Public Relations

Public relations (PR) is defined as the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with the
public interest, and executes a programme of action to earn public understanding and
acceptance. Public relations start with research, that is, the firm must evaluate public
attitudes.

The “public” of PR consists of all groups with which the individual, group, or
firm interacts or hopes to influence. Marketers use institutional advertising, press
relates, oral presentations about the firm or its products, company tours, and
involvement in community projects as public relation tools.

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

1. Public relations (PR) is defined as the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with the
public interest.

2. Public understanding and acceptance cannot be earned by PR executes’ programme
of action.

3. Marketing is a tool of promotion.

4. The term “promotion” originates from the Greek term “promovere”, meaning “to
move forward”.

5. The marketing communications mix is divided into two submixes; the promotional
submix and the public relations submix.

6. The “public” of PR consists of all groups with which the individual, group, or firm
interacts or hopes to influence.
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7. The major objective of promotion is to persuade buyers and consumers to put money
on a deposit.

8. Promotion is any communication activity whose purpose is to help move a product,
service, or idea through a channel of distribution.

9. Promotion is when products are moved forward from the loading dock into a storage
area.

10. Public relations start with research, that is, the firm must affect public attitudes.

7. Choose the correct alternative:

1. Marketers use promotional/institutional advertising, press relates, oral presentations
about the firm or its products, company tours, and involvement in community projects
as public relation tools.

2. The promotional submix/mix should be consumer-oriented, which means that all
decisions regarding the promotional submix are reached with the potential customer’s
satisfaction.

3. Promotion is any communication activity whose purpose is to help move a product,
service, or idea through a channel of distribution/selling.

4. The major objective of promotion is to penetrate/persuade buyers and consumers to
purchase an offering.

5. The promotional submix should be buyer-oriented/consumer-oriented, which means
that all decisions regarding the promotional submix are reached with the potential
customer’s satisfaction.

6. Public relations start with research, that is, the firm must evaluate/negotiate public
attitudes.

7. When products are moved forward from the loading dock into a keeping/storage area,
this movement is not promotion.

8. The marketing communications mix is divided/included into two submixes; the
promotional submix and the public relations submix.

9. In marketing, promotion includes only advertising/communications.

10. Such communication activity is almost always persuasive/perceive.

8. Fill in the blanks with appropriate words:

persuasive executes promovere interacts promotion

1. Public relations (PR) is defined as the management function that evaluates public
attitudes, identifies the policies and procedures of an individual or organization with the
public interest, and a programme of action to earn public understanding
and acceptance.

2. The “public” of PR consists of all groups with which the individual, group, or firm
or hopes to influence.

3. The term “promotion” originates from the Latin term “ ”, meaning “to
move forward”.
4, is a tool of marketing.

5. Such communication activity is almost always

9. Match the words and their definitions.

1 communications A a means by which information or goods pass from one

place to another

2 public relations B the business of announcing that something is for sale
or of trying to persuade customers to buy a product or
service

3 comparison C the good reputation of a business, which can be
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calculated as part of a company’s asset value, though
separate from its tangible asset

4 channel D the act of comparing one thing with another

5 advertising E an action of stating that you are prepared to sell

something at some price

6 nationwide F the part of a harbour where ships can load or unload

7 goodwill G the fact of being able to contact people or to pass
messages

8 loading dock H an act of telling something in public

9 offering I is handling all publicity

10 announcement J all over a country

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

1 marketing a public understanding
2 to move b forward

3 loading c advertising

4 channel d communications mix
5 to persuade e project

6 institutional f tools

7 to evaluate g dock

8 community h of distribution

9 public relation I public attitude

10 to earn J buyers
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SELF-STUDY
I. Complete the news report using words from the box:
catching  coverage graphics hung shelters wrapped

Commuters in Bristol were surprised by an invasion of out-of-home advertising
last Tuesday. The opening of a new concert hall was announced by huge banners (1)
.................. on prominent sites around the city. Buses were (2) .................. in the
concert hall’s logo and colours. Bus (3) .................. were treated to new eye. (4)
.................. interactive ads that lit up and made noises as pedestrians walked past. A
spokesperson for the new concert hall said that the public reaction had been good. ‘We
got greater (5) .................. than we had imagined’ he added. One commuter said that
she had been pleasantly surprised to find herself walking on floor (6) ..................
instead of the ordinary floor.

I1. Match the two parts of the sentences:

1. Procter and Gamble has released viral a) agents  called CrewBlue
Ambassadors.

2. In addition to launching Nocruf.org

website, the campaign includes paid search ads,

and two viral videos on the peer b) rooms.

3. The Sony advert with paint exploding

over a block of flats spread ) along the airline’s brand message
on university campuses.

4. The general d) public was allowed to attend the

shooting of the new campaign and
the film was released on the Bravia
website.

5. The film has been uploaded onto peer

to peer sites and widely discussed in chat e) commercials that aim to persuade

men to shave.

6. The JetBlue airline recruited a network of buzz f) on the Internet.

7. Influential students pass g) to peer site YouTube.com.

8. A portal allows ambassadors to share

ideas and communicate with other

students in their social h) networks.

I11. Prepare short reports on the following topic using the basic expressions:
Marketers and consumers are people talking about sales promotions: We run a prize
draw, or competition, every year in the summer. It’s free to enter, so we have to label
the packs with no purchase necessary to show that consumers don’t have to buy the
product to enter. This year we are thinking of changing the rules. We’d like to
include an element of skill by asking the entrants to answer a simple question in order
to take part. This way we can require a proof of purchase, like a receipt, from the
entrants.
| bought these biscuits because | had a money-off coupon. Thirty pence off, now
that’s not bad. My son got it from the Internet. It’s one of these new e-coupons. You
know — an online coupon.
| always buy my shampoo when there is a special offer, like three-for-two. It’s even
better if its buy one get one free, or BOGOF.
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As the marketing manager for a breakfast cereal, | like to use gifts with purchase to
target children. We often put a small plastic toy inside the packet.

My local supermarket always goes crazy in the summer with seasonal promotions for
sun cream and leg wax. Sometimes you can’t find the milk because of all the in-store
promotions.

V. Make word combinations using a word or phrase from each box. One word can be
used twice. Then use the word combinations to complete the sentences below:

an element coupons  money-off offer no of skill online promotions seasonal
purchase special necessary three for two

I.Some .................. can be found on the Internet. These are called ..................
2. When children go back to school after the long holidays they are always
.................. on pencils, paper and school bags.

3 is written on the pack, you can enter the price draw without having
to buy a product.

4. For some prize draws .................. is needed to answer questions or complete a
simple task.

S is a popular typeof .................. as you get one free product.

ADVERTISING

The word “advertising” comes from the French term ‘“averter” meaning “to
notify”. Communication is necessary for notification. Advertising is simply the way a
business (firm) talks to potential customers or clients about products or services. The
role of advertising is to inform potential users that the product or service is available
and to persuade people to try it by pointing out the benefits it offers.

Advertising is marketing’s most visible form of communication. Usually the
marketers define advertising as “any paid form of nonpersonal presentation and
promotion of ideas, goods, or services by a sponsor”.

The four key elements in this definition are: 1) paid form, 2) nonpersonal
presentation, 3) promotion of ideas, goods, or services, and 4) an identified sponsor.
Advertising may be classified according to purpose. The message is promotional if the
purpose is to persuade potential buyers to select a specific product or service. But if the
purpose is to generate goodwill or enhance a firm’s image, the message is institutional.

There are two types of printed ads appearing in newspapers or magazines: 1)
classified — small, usually containing a few lines of print advertisement, usually serving
simply as an announcement indicating that particular goods or services are being offered
for sale; and 2) display ads which are larger than classified ads and usually contain a
persuasive message.

Another classification is based on the sponsor and the audience to which ads are
directed. Local advertising is sponsored by local businesses and is directed at buyers
within a town, city, or trading area.

Advertising sponsored by a manufacturer or supplier of goods and services sold
on a nationwide basis is referred to as national advertising. Advertising also may be
classified by level of demand influence. In the introductory stage of a product’s life
cycle, ads are classified as pioneering ads. Competitive ads stimulate selective demand
and promote a specific brand. Comparative ads also attempt to stimulate selective
demand, but they contain comparisons between two brands. Reminder ads remind
prospects to buy and do not elaborate on why they should buy.

Type of appeal may also be used to classify advertising. Factual, or rational,
advertising is designed to appeal to rational thought process. The message simply
contains facts about a product or service. Emotional advertising messages appeal to a
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prospective buyer’s emotions as they are influenced by the individual’s wants and
needs.

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

1. Sometimes product or service does not offer the benefits and the role of advertising is
to inform potential users about it.

2. If the purpose is to generate goodwill or enhance a firm’s image, the message is
promotional.

3. Advertising may be classified according to purpose.

4. Communication is not necessary for notification.

5. Advertising sponsored by a manufacturer or supplier of goods and services sold on a
nationwide basis is referred to as national advertising.

6. Emotional advertising messages appeal to a prospective buyer’s emotions as they are
influenced by the individual’s wants and needs.

7. Advertising is marketing’s most visible form of regulation.

8. Advertising is simply the way a business (firm) talks to potential customers or clients
about products or services. The four key elements in this definition are: 1) paid form, 2)
nonpersonal presentation, 3) promotion of ideas, goods, or services, and 4) an identified
sponsor.

9. The message simply contains facts about a product or service.

10. Display ads are larger than classified ads and usually contain an announcement
indicating that particular goods or services are being offered for sale.

V1. Choose the correct alternative:

I.Local ................ is sponsored by local businesses and is directed at buyers within a
town, city, or trading area.

a) sponsoring b) volunteering c) advertising d) unpretending

2. Usually the marketers define advertising as “any paid form of ..................
presentation and promotion of ideas, goods, or services by a sponsor”.

a) perfect b) personal c) traditional d) nonpersonal

3d In the introductory stage of a product’s life cycle, ads are classified as ..................
ads.

a) customer b) shareholder c) franchising d) pioneering

4. Comparative ads also attempt to stimulate selective demand, but they contain
................... between two brands.

a) comparisons b) gap c) difference d) drawback

5. Factual, or rational, advertising is designed to ................ to rational thought
process.

a) take b) come c) appeal d) deal

VII. TranslateintoEnglish:

1. ToBap He Oysno OOCTaBIEHO BYACHO, OCKUIBKM Yy ¢ipMu Oyjo 3aHaiTo OaraTto
3aMOBJICHb.

2. HactymHoro poky ¢ipma 30MpaeTbcs MPEICTaBUTH HA CBITOBUI PUHOK HOBY MOJIENb
KOMIT 10Tepa.

3. Hamoro weHemkepa 3amnuTaivd, YU BHUKOPUCTOBYETHCA 1€ HOBUM METOI Yy
MIPOMHKCIIOBOCTI.

4. Bam ciig Oysio mpuiiTi paHilie, OCKUTBKA OOrOBOPEHHS MUTAaHHS, sike Bac 1ikaBuTh,
yIKe MoYajocs.

5. Jlo mpomo3wuiiii Mae OyTH JOJAHO KATaJOT, a TAaKOX TEXHIYHI XapaKTEePUCTHKU
MaIIIHHH.
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MODULE TEST
1. Read the text again and choose the best answer:
1. A financial market is a market in which:
a) only entities can trade financial securities and commaodities;
b) people and entities can buy financial securities, commodities and other fungible
assets;
c) can trade financial securities, commodities and other fungible assets.
2. The prices for financial securities, commodities and other fungible assets are
determined by:
a) national state principles;
b) pure supply and demand principles;
c) pure supply principles.
3. Basis of financial markets are:
a) borrowers and lenders;
b) lended and borrowed money;
c) both.
4. Individual persons generally take:
a) short term or long term mortgage loans from other individuals;
b) short term or long term mortgage loans from banks;
C) none.
5. Lenders in the financial market are:
a) borrowers;
b) lenders;
C) investors.
2. Fill in the gaps with the most appropriate term from the list:
proper; reduces demand; savings; investors; available; convert; securities liquidity;
cash; determined; selling
1. Financial market gives impetus to the (1) ... of the people.
2. This market takes the uselessly lying finance in the form of(2) ... to places where it is
really needed.
3. The price of any goods or services is (3) ... by the forces of (4)... and supply.
4. Like goods and services, the (5) ... also try to discover theprice of their (6) ....
5. The financial market is helpful to the investors in giving them(7) ... price.
6. This is the reason that it provides (8) ... to securities.
7. They can also (9) ... their investment into money wheneverthey so desire.
8. Various types of information are needed while buying and(10) ... securities.
9. In this way, the financial market (11) ... the cost oftransactions.
10. This is a market where the buyers and the sellers of all thesecurities are (12) ... all
the times.

3. Match the term from column A with its definition from column B:

1. liquidity b) money or ready money

2. to facilitate }‘) Lh? possession of sufficient liquid assets to dischargecurrent
labilities

3. to reduce g) to make or become smaller in size, number, extent,degree,
intensity, etc

4. crucial e) to lay out (money or capital in an enterprise, especiallyby
purchasing shares) with the expectation of profit

5. cash h) to change or go or cause to change or go from onething,
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person, or point to another

6. to transfer d) to change or adapt the form, character, or functionof;
transform

7. to invest a) to make easier

8. to convert C) very important

4. Read the text again and choose the best answer:

1. Financial market gives strength to economy by:

a) public finance available at the right place;

b) making finance available at the right place;

¢) making national public budget.

2. Financial market takes the uselessly lying finance in the formof cash to:
a) only cities and communes;

b) communes where it is really needed,;

c) places where it is really needed.

3. The price of any goods or services is determined by:

a) supply law;

b) demand law;

¢) demand and supply.

4. Through the medium of financial market investors can investtheir money in:
a) international trade;

b) securities;

C) none.

5. The financial market makes available every type ofinformation without spending:
a) any bonds;

b) any money;

C) any securities.

6. Financial market gives impetus to:

a) the savings of the people;

b) the forces of demand and supply;

c) the cost of transactions.

5. Fill in the gaps with the most appropriate term from the list. Then read and
translate:

determined; goods; proper; available; perform; savings; cash; wish; dealing;
transferring

Financial market gives strength to economy by making finance(1) ... at the right
place. Actually, there is not one financial market, butrather many markets, each (2) ...
with a particular type of financialinstrument. But all financial markets (3) ... crucial
functions. Some ofthe important functions of financial market are as follows:

(1) Mobilization of Savings and their Channelization into moreProductive Uses:
Financial market gives impetus to the (4) ... of thepeople. This market takes the
uselessly lying finance in the form of (5)... to places where it is really needed. Many
financial instruments aremade available for (6) ... finance from one side to the other
side. Theinvestors can invest in any of these instruments according to their (7) ... .

(2) Facilitates Price Discovery: The price of any goods or services is(8) ... by the
forces of demand and supply. Like (9) ... and services, theinvestors also try to discover
the price of their securities. The financialmarket is helpful to the investors in giving
them (10) ... price.

6. Fill in the gaps with the most appropriate term from the list:
proper; reduces demand; savings; investors; available; convert; securities liquidity;
cash; determined; selling
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1. Financial market gives impetus to the (1) ... of the people.

2. This market takes the uselessly lying finance in the form of(2) ... to places where it is
really needed.

3. The price of any goods or services is (3) ... by the forces of (4)... and supply.

4. Like goods and services, the (5) ... also try to discover theprice of their (6) ....

5. The financial market is helpful to the investors in giving them(7) ... price.

6. This is the reason that it provides (8) ... to securities.

7. They can also (9) ... their investment into money wheneverthey so desire.

8. Various types of information are needed while buying and(10) ... securities.

9. In this way, the financial market (11) ... the cost oftransactions.

10. This is a market where the buyers and the sellers of all thesecurities are (12) ... all
the times.

7. Match the term from column A with its definition from column B:

1. liquidity b) money or ready money

2. to facilitate f) the possession of sufficient liquid assets to dischargecurrent
liabilities

3. to reduce g) to make or become smaller in size, number, extent,degree,
intensity, etc

4. crucial e) to lay out (money or capital in an enterprise, especiallyby
purchasing shares) with the expectation of profit

5. cash h) to change or go or cause to change or go from onething,
person, or point to another

6. to transfer d) to change or adapt the form, character, or functionof;
transform

7. to invest a) to make easier

8. to convert C) very important

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

6. These interacting factors cause.................... changes in pricing decisions.

a) vulnerable b) frequent c) invisibled) violent

7. Both ..o, business factors and environmental factors enter intopricing

decisions.

a) internal b) external c) promotional d) pricing

8. Environmental pricing factors include increased competition,

technological progress, changes in supply and demand, a changing legal
environment, and better informed customers.

a) solid b) liquid ¢) vivid d) rapid

9. When business executives WEre .........ccccceeeveereennnn, again in the mid-1970s,pricing
was named the most important of the 12 activities.

a) surveyed b) conveyed c) betrayed d) obeyed

10. 1t was considered less important than product research and development,marketing
research, sales management, advertising and salespromotion planning, and
customer services.

a) personal b) personnel ¢) PRd) CEO

9. Match the words in the right column with the words in the left column to make
word combinations.
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1 charged a |device

2 the difference b fin price

3 o be vulnerable ¢ [from competition

4 |recognized d {to price competition
5 the exchange e |by a marketer

6 [to insulate smth. f ftechnigue

7 (Quantity g [ftransactions

8 [communicative h brands

9 lcompetitive | payment

10the type of L jof value
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GRAMMAR
PRESENT SIMPLE TENSE
EXERCISES
1. Putin am, is or are.
1. The weather is very nice today. 2. I ... not tired. 3. This case ... very heavy. 4. These
cases ... very heavy. 5. The dog ... angry. 6. We ... hungry. 7. My brother and I ...
fond of tennis. 8.1 ... 17,1 ... 22. 9. Ann ... at home but her children ... at school. 10. I
.. a student. My sister ... an architect.
2. Write full sentences. Use am / is / are each time.
1. (My shoesvery dirty)............cocooveiiinn.
2. (My bed very comfortable) ..................oeenenanl.
3. (Inothappytoday) .......coovvvniiiiiiiinnnnnn..
4.(She 6yearsold) .......cccoevviiiiiiiiiininnnn.
5.(Thehousesold) ...........coeiiiiiiiiiin...
6. (Those flowers beautiful) ...,
7. (The examination not difficult) ........................l.
3. Put in am/is/are.
Yus e kamxka? — Lle He mos kHKKa. Lle oro kKHMKKa.
Jle TBost pyuka? - Bona B nenaui.
Uuit ne noprdens? — lle noprdens Moei cecTpu.
Yui e omBii? — Ile omiBii He Moi. Lle omBIii Moro cuHa.
Uus ne kimHara? - Ile kimHaTa Moro Opata. B kiMHaTI CTUI Ta CTLIEb.
Ie TBii1 30mmt? — Lleit 30mmT HE Miil.
Jle TBOi KHMKKH? - MOi KHM)KKH Ha TTOJIMII.
Ie #oro 6areku? Tak, Horo.
. Ywmit ne mamip? — e miit mamip. — A ae miit? TBiit mamip B cTomi.
10 [{s niBuMHKa MOS cecTpa. il CIM POKiB.
11.11e mos ximHaTa. KiMmHaTta Benrka. B KiMHaT1 6arato KHUXKOK.
12./1e Bamri 6arbku? — BoHu Ha po0OoTI.
13.Ywmii ne xit? — Llei KiT Mii.
14.11e mos mammHa. MamnHa HoBa. BoHa B rapaxi.
15./1e TBOs cectpa? — Bona Baoma.
16.4 ne yuenn. S cTyAeHT.
17.Moro 6par yuens. Bin y mkoui.
18.Moi 6atbku iHx’eHepyu. Bonu Ha poOOTI.
19.Bu nikap? - Hi, s BUMTEIID.
20.TBos cectpa yuenuisa? — Hi, BoHa imxenep. Bona Ha po0oTi.
21.1i cectpa He cexperapka. BoHa BunTeNnbKa.
22.111 mroau mikapi? - Hi, BOHM JIBOTYHKH.
23.Bama cectpa Bqoma? — Hi, BoHa Ha poOOTI.
24.Ham 6aThbKO BUCHHIA.
25.Moro TiTka He nikap. Bona akTprca.
26.11e mos xHmKKa. BoHa Ha cTomi.
27.Mit aBoropiiHUM OpaT HEe BUCHUH, BIH 1HXKEHED.

©CoNoa~WNE
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28.11e xaptunu. Bonu Ha ctini. Kaptunu myxe rapHi.
29.Mos 6a0ycs nercionepka. Bona He Ha po6oTi. BoHa Bioma.
30.Bami gitu mkosnsapi? — Tak, BOHU MIKOJSPI.

4. Put in am/is/are.

1. He ... astudent. He ... a good student.

2. His father ... a doctor.

3. My mother ... not a teacher.

4., ...your sister a pupil? — Yes, she ... .

5. They ... at home now.

6. This ... my house.

7. ... they at school? — No, they ... not at school.

8. ... your father a pilot? — Yes, he ... .

9. Nicky... not a student. He ... a pupil. He ... at school now.
10.These men ... drivers.

11.1... apupil, I... not a student.

2. ... this your book? — This book ... not mine. My book ... in my bag.
13.Michael has a brother. His brother ... 20. He ... a student. He ... at home now.
14.These ... his newspapers.

15.... there any books on your table? - Yes, there ... .
16.1 ... a doctor. | ... a good doctor.
7.... his friends at school now? — No, they ... in the garden.
.. her sister a teacher? - Yes, she ... .

5. ITocTaBTe MOJaHi pevYeHHs B MUTAJIBLHIHN i 3anepe4yHiii popmax.

1. My friend lives in London.

2. Her uncle speaks French badly.

3. It often snows in winter.

4. He is my best friend.

5. His parents get up very early.

6. They listen to the news every evening.

7. We usually spend our holidays in the country.
8. They are our relatives.

9. My sister wants to become a teacher.

10.Her child likes to read the fairy-tales.

6. Po3kpumiiTeny:KKku, B:kuBawungiecaoaBPresent Simple.

1. 1 (not to walk) to work every morning.

2. She (to wash) her car once a week.

3. We (to spend) our holidays in the country.
4. He (not to hope) to go there.
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She (to go) to the theatre twice a month.
Mary (not to live) near the station.

You (to take) your dog for a walk?

She always (to invite) her friends to her birthday party.
9. He (to drink) coffee every morning.
10.Her brother (to study) in London?

11.1 (to go shopping) every day.

12.He (to speak) Spanish?

13.1 (to visit) my friend every week.
14.Helen (not to read) a lot.

15.He (to sleep) till nine o’clock.

O NG

7. IlocTaBTe MOJAHI peYeHHS B 3aMepeyHiil i nuTajJbHii popmax.

He goes to school every day.

My sister works here.

They eat a lot.

We work every day.

| come from Ukraine.

He comes from Germany.

They live in the USA.

He plays football every day.

| visit my parents very often.

10 His father works at an office.

11.She gets up at seven o’clock.

12.They play tennis very often.

13.We go to the cinema on Saturdays.

14.He wants to become a pilot.

15.My brother watches television every night.
16.1 read newspaper every day.

17.Her father finishes his work at six o’clock.
18.Nick goes to bed at nine.

19.He goes to school by bus.

20.We skate once a week in winter.

©CoNoOkrLNE

8. Po3kpmiiTeny:KKu, B:kuBawungieciaoaBPresent Simple.

She (to learn) English.

| (to like) music.

My brother (to be) a school-boy. He (to go) to school.
Michael (to do) his lessons every day.

She (to live) in this house.

o0 E
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6. After supper my sister (to go) for a walk.
7. We (to visit) our grandparents very often.
8. The girl (to sing) very well.

9. My father (to work) at school.
10.Usually I (to have) dinner at 3 o’clock.
11.He (to want) to become a doctor.

12.0ur mother (to come) home very late.
13.His brother (to go) in for sports.

14.She (to like) reading very much.

15.They often (to take) a bus.

9. Make a test:

1. Maggie and Carol ............... good friends.
a)am b)are c)is d)isn’t

2.Sue .......... a science teacher.

a)arenot b)is c)are d)am

3.Mark Steven .............. a student at Kennedy High School. It ........ an old school.
a)am/is Db)are/is c)is/am d)is/is
4. Margarita ........... from Spain. I .............. from Turkey.

a)is/am b)are/is c)am/is d)is/are
5Youandl ................. at the same age.

a)am  b)isn’t c)are d)is
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PAST SIMPLE TENSE

EXERCISES
1. Complete the sentences put the verb into the correct form, positive or negative.
(simple past tense)

1. It was warm, so |

2. The film wasn't very good. I | ““™*™jt very much. (enjoy)

3. I knew Sarah was very busy, so | | her. (disturb)

4. | was very tired, so | to bed early. (go)

5. The bed was very uncomfortable. | very well. (sleep)
6. Sue wasn't hungry, so she | anything. (eat)

7. We went to Kate's house but she at home. (be)

8. It was a funny situation but nobody (laugh)

9. The window was open and a bird | into the room. (fly)
10. The hotel wasn't very expensive. It | very much. (cost)
11. I was in a hurry, so | time to phone you. (have)

12. It was hard work carrying the bags. They | very heavy. (be)
2. Complete the sentences in simple past tense.

took

off my coat. (take)

. Tom | tennis with his friends. (play)
. They | for their exam. (study)

. Susan to me quietly. (talk)

. Thomas | me with my homework. (help)
. Daniel his car. (wash)

. The baby a lot. (cry)

. The man so fast. (walk)

. The mechanic the car. (fix)

10. My mother | the flowers. (water)
11. The policeman the bus. (stop)
12. Alicia her bag. (carry)

13. She the door. (open)

14, Sonia‘ the train. (miss)

15. 1 my teacher. (like)
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3. Complete the sentences in simple past tense.
1. She to bed at 10 o'clock yesterday. (go)
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2. Jenny | very late as well. (sleep)

3. They | a lot of calories in that marathon. (burn)

4, about a year ago. (quit)

5. Todd | 10 pounds when he was born. (is)

6. Dan | his car to car wash. (take)

7. The boy off the couch in the morning. (fall)

8. The bride | after the groom. (run)

9. The hot air balloon at the field a lot of attention in yesterday's game. (draw)
10. My mother | the birds before we left for vacation. (feed)

4. Complete these sentences in the PAST TENSE, using the correct verb:
* play * enjoy * watch * listen * talk * phone* stop * walk * travel * like * stay

| watched the late film on TV last night.1.We really ............... the concert last
night. It was great! 2. She ................... with friends in Brighton last summer. 3.
171\ YA very well in the last World Cup. 4. Her parents ..............cc.......
by train from Shanghai to Moscow.5.1 .........c.cccuee.e. you four times last night but
you were out.6.We ............ccevee.. along the beach yesterday. It was lovely.7.She
...................... the film but she didn’t like the music. 8.The men .......................
work at exactly one o’clock.9.1 ......................... to the new Sting album yesterday.
It’s great.10.They .......ccuue.... to us about their trip to Madagaskar. It was very
interesting.

5. Complete the conversation with WAS / WASN’T/ WERE / WEREN'T.

A: Where were you last night? | phoned you but you ............... at home.
B:T..oooooo... out with friends. We ................ at the Bluenote Caf¢.

Al Julia there?

B: No, she ............... . Why?

A: Oh, | just wondered.

B: She ............. out with Nick. They ............... at the Oasis. | think.

A: No, they ...............

B: How do you know’?

A: Because | ................. there!

6. Complete the man’s statement with the PAST SIMPLE form of the verbs in
brackets:

Last night I ................. (go) to my favorite restaurant in West Street. | .................
(leave) the restaurant at about 11 o’clock. It ................. (be) a warm evening and |
.................... (decide) to walk along the beach.Suddenly, I ..................... (hear) a
NOISE. | .ovvvieiiieien, (turn) and .......cceeneee, (see) three boys aged about eighteen.
One boy ......cccveeueee. (come) uptome and .................... (ask) me the time. When |
................... (look) down at my watch, he ................. (hit) me and | ................

(fall) to the ground. Another boy
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................... (take) my wallet. I ................. (shout) for help. Then they
.................. (run) away.F)Complete the story. Use the verbs in the brackets:Last
year | went (go) on holiday. I .................. (drive) to the sea with my friend. On the
first day we .................. (look) at the beautiful buildings and ................ (eat) in
lots of restaurants. The next day .................. (be) very hot so we ................. (drive)
to the sea. We ..o (leave) our clothes in the car and ....................
(sunbathe) and ................ (swim) all day. At six o’clock we ................... (walk) to
our car, but the car ............... (be) there. We .................. (buy) some clothes and
................... (go) to the Police Station. Thepolice ................ (be) nice and we
................. (sleep) in the police station.
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FUTURE SIMPLE TENSE

EXERCISES
1. Use the correct form of the FUTURE SIMPLE:
1.A: Oh! You’ve got a ticket for the party.B: Yes. I ............. (see) it on Friday.
2.A: Tea or coffee?B: I ............... (have) coffee, please.
3.There 1sn’t any cloud in the sky. It ................. (be) a lovely day.
4. We ............. (win) the match. We’re playing really well.
5.The festival ........... (last) for ten days.
6.1 ........ (have) a meal with a few friends. There ...... (be) about ten of us.
7.Phil ...... (come) round us tomorrow. We ...... (be) at the airport at 9:30.
8.Why don’t you come with us. I’'m sure you .......... (enjoy) the show.
9.That ............ (not / cost) more than $50.
10.The museum ...... (open) at 9:00 everyday but tomorrow it ......... (not / be)
opened at 9:00.
110 ... (pay) it back to you as soon as | get my salary.

12.The manager said,”We ....... (have) the meeting on Thursday.”

2. Fill in WILL or BE GOING TO:

1.A: Why do you need so much sugar?B: I ........... make a cake.

2.A: Oh no! I’ve left my purse at home and I haven’t got any money on me!B:
Don’y worry. I ........... lend you some.

3.A: I don’t know how to use this mixer. B: That’s OK. I ................ show you.

4.A: Why are all these people gathered here?B: The Prime Minister .................
open the new hospital ward.

5.A: Did you remember to buy the magazine I asked for?B: Sorry, I didn’t. 1
.......... buy it when I go out again.

6.A: What’s that on your curtains?B: It’s a stain. | ......... take them to the dry
cleaner’s tomorrow.

7.A: These bags are very heavy. I can’t lift them.B: T ....... carry them for you.

8.A: I hear you’re going to Leeds University in September.

B: Yes, I ............. study French and German.

9.A: Why don’t you tidy your room?B: I .......... play football in ten minutes, so I
haven’t got time.

10.A: How can we get all this home?B: I .............. ask James to come and help.
11.She has bought some wool. She ...... knit a sweater.

12.A: This problem is very difficult.B: I ....... help you to solve it.

13.A: Why are you taking down all the pictures?B: I ............. paint the room. 14.1
....... climb that mountain one day.

15.Look at that young man. He looks very pale. He .............. faint.

16.A: Why are buying that spade?B: I ................ plant some trees in my garden at

the back of the house.
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17.She ................ get better. There are positive signs.

18.I’'m hungry. I ............. have something to eat.

190 be 38 years old next week.

3. Put the verb in to the correct from using WILL or GOING TO:

1.A: Why are you turning on the television?B: I ............. (watch) the news.

2.A: Oh, I’ve just realized. I haven’t got any money.B: Don’t worry. That’s no
problem. I .......... (lend) you some.

3.Those clouds are very black, aren’t they? I think it ............ (rain).

4.A: I’ve got a terrible headache.B: Have you? Wait here and I ......... (get) an
aspirin for you.

5.A: Why are you filling that bucket with water?B: | ........... (wash) the car.

6.A: I’ve decided to re-paint this room.B: Oh, have you? What colour ........ (you /
paint) it?

7.A: Look! There’s smoke coming out of that house. It’s on fire!B: Good
heavens! I ........... call the fire-brigade immediately.

8.A: The ceiling in this room doesn’t look very safe, does it?B: No, it looks as if it
............... (fall) down.

9.A: Where are you going? Are you going shopping?B: Yes, | ............. (buy)
something for dinner.

10.A: I can’t work out how to use this camera.B: It’s quite easy. I .............. (show)
you.

11.A: What would you like to drink — tea or coffee? B: I ............ (have) tea,
please.

12.A: Has George decided on what to do when he leaves school? B: Oh yes.
Everything is planned. He ........... (have) a holiday for a few weeks and then he

......... (start) a computer programming course
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PRESENT CONTINUOUS TENSE
EXERCISES
1. Fill in the blanks using present progressive tense.

1. Look! it! ®™™  (rain)

2. They | (watch) the news on TV,
3. The birds | (fly) to South.
4. Matt | (wait) for the bus.

5. The chef (not cook)anything today.
6. What Helen | (do) at the moment?

2. Fill in the blanks with PRESENT CONTINUOUS:

1. The children ..., (play) outside now.

2.She ..o, (read) the newspaper at the moment.
B, (do) my homework now.

i (eat) my dinner now.

TR T TR RPRRR (you / want) a pizza?

6. TheY oo, (watch) TV now.

7.Listen! |, (not / like) spaghetti. And you?
8.The baby .......ccoevvvviiiinn, (sleep) now.

9.My mother ........ccccevenen. (cook) dinner!

10.He oo, (write) a letter to his pen-friend.

11.She oo, (not / play) football whole day.
12.Mary ..o (listen) to music now.
13.Tomusually .............. (drink) coffee, but he .............. (drink) tea now.

3.Build up sentences:

1.He / like watching TV / but / he / not / watch / at the moment / because / he / sleep //
2.What / Wendy / do / at the moment / ? // She / clean / her teeth / bathroom // 3.mother
/ can (- )/ help me / now / because / she / cook / kitchen //

4.Why / you / eat / sandwich / now / ? // Because / | / be / hungry //

5.Tim/ now / go / work / bicycle //

6.children / play / games / now //

4. Complete the sentences.

Use the present continuous form of the verb in brackets. Use contractions where
possible.

1. You (use) my mobile phone!
2. My dad‘ (wash) his car.
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3. It| (not rain) today.

4, Who| (she / chat) to now?

5. What| (you / do) at the moment?

6. We‘ (sit) on the train.

7. The students| (have) lunch in the canteen.
8. 'Are you making dinner?' 'Yes, I‘ '

5. Write the words in the ing-form form.

Feed, walk, wash, play, do

e Can I speak to Brad, please? I'm sorry, he’s his pet now.

e Can I speak to Paul, please? I’'m sorry, he’s his homework now.
e What about Kelly? No, sorry, she’s her pet in the park now.

e Can | speak to Jenny then? Sorry, she’s the dishes now.

e Can I speak to Alice or Alex, please? I’m sorry, they’re tennis now.
6. Make up negative sentences in Present Progressive.

. thesofa/Sam/is/on/not/sitting.
« Are/playing / not/ the cats.

« cooking / Mother / not/ my /is

« Reading / friends / her / are / not

\l

. Make up questions.

« now/Tom/ coffee /is/ drinking?
. playing / Now / the / boys / are?

« the/skipping / girl / now /is?

. the/eating / fish / cats / are?
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PAST CONTINUOS TENSE
EXERCISES

1. Decide whether to use 'was' or "were’.

1. Boris........ learning English. They ..... swimming in the lake. Your father.....
repairing the car. I ....... reading a magazine. You........ packing your bag. My friends
watching the match on TV. It raining. The dog barking. The children brushing their
teeth. Anne and Maureen singing a song.

2. Fill in the blanks with a correct form of PAST CONTINUOUS:

1.Alice hurt herself while she ..o, (skate). 2.1 met my
neighbor while | ..o, (walk) home from work.3.Sally saw a
friend while she ..o, (ride) her bicycle along Park St. 4.Peter fell
asleep while he ..o, (study).5.Bob stepped on Jane’s feet while
they o (dance) together.6.1 cut myself while |

........................................... (shave).7.Mr. and Mrs. Brown burned themselves while they
................................. (bake) cookies. 8. Tommy had a nightmare while he
................................... (sleep) at a friend’s house.

3. Fill in the blanks with a correct form of PAST CONTINUOUS:

1.1t was very cold. The sun .......... was not shining. ...........ccce..... (not / shine)2.1t
wasn’t a stormy night. The wind ...........ccccceeviiiiiincieninnnn. (not / blow)3.He wasn’t
sleeping. He ...ocoeveevii e (look) at the ceiling.4.They were having a rest.
They e, (not / work).5.They were very happy. They

........................................ (enjoy) the party.6.He was at home. He
..................................... (watch) a movie on TV. 7.He was getting worse. He

.......................................... (not / recover).8.We ...........cccevevevveivenneennnn. (travel) in the
north of Turkey when we were on holiday. 9.She ........c.ccocooiiiiiiiiiccee, (drive) so
fast when the accident happened.10.1 ........ccccocoeiiiiiiiiiiccne, (not / sleep) when you

came in.

4. Write the words in brackets in the correct forms in English using Past Continuous
Tense.

1. He | all day yesterday. (rest)
2. We | through the window when mother came in. (look)
3. They | a newspaper when | entered. (read)

4.1 to her but she. didn't hear me. (speak)
5. 1 didn't go for a walk because it . (rain)
6. When you telephoned | | my room. (sweep)

7. They | with John's wife when | came in. (talk)
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8. While we | we heard a shot. (play)

9. She along the embankment when | met her yesterday. (walk)
10. We | home when, it started to snow. (go)

11. 1 very hard when he called. (study)

12. She when his friend arrived. (sleep)

13. They | to the lecture when the light went off. (listen)
14. She still when we returned home. (work)
15. When he | his garden he found a silver coin. (dig)
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FUTURE CONTINUOUS TENSE
EXERCISES
. Change the verb into the correct form:

. He | (wait) for quite some time.

. Tomorrow at this time | (dance) at a party.

. Next week at this time | | (sunbathe) at the beach.
. At 5 o'clock you (help) your brother.

Nicole (have) a hard time.
. We | (smile), and they (cry).

© 0 N O Ul A WN R P

10. It (rain) tonight. L

11. Tomorrow we | (rest) and | (have) fun.

12. Tonight at 10 o'clock she | (come) home.

13. The day after tomorrow he (move) his apartment.
14. At this time tomorrow, | | (sleep) deeply.

15. You (work) very hard to get that deal.

2. Change the verb into the correct form:

I (wait) when she | (come).

1.
2. They . (work) when he | (call).

3. He| (read) when 1| (call) him.

4. When the bus li(arrive) we | (stand).

5. When the party l:(start), we (talk) outside.
6. When the police (arrive), we (go) north.
7.You (watch) the movie when we | (come).
8. It (rain) when she li(return)

9. T|ffany‘ (jog) when you | (meet) her.

10. The water | (boil) when we | (come) back.

11. The waiter | (serve) when the manager | (arrive).

12. When we | (call) him, he | (rest).
13. Steven | (fly) to Italy when his mail (arrive).

. This evening at 8 o'clock, she | (watch) a movie with her friends.

. Rebecca (clean) the house, and John | (wash) the dishes.
. Tonight they (talk), (dance) and (have) a good time.
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14. The kids (play) with the ball when | | (call) them.
15. You (sleep) when she | (return).

3. Make future continuous ‘yes / no’ questions:
When the boss comes,

1. (1/ sit) here?

2. (John / us) the computer?

3. (Jane and Luke / discuss) the new project?
4, (we / work) hard?

5. (you / talk) on the telephone?

6. (she / send) an email? 7.

(they / have) a meeting? 8. (he / eat) lunch?
9. (you / type)?

10. (he / make) coffee?

4. Make sentences with WILL BE —-ING:

1.I'm going to watch television from 9 until 10 o’clock this evening. So at 9.30 I
2.Tomorrow afternoon I’'m going to play tennis from 3 o’clock until 4.30. So at 4
0’clock tomOTTOW I ......covviiiiiiieiiieieece e

3.Jim is going to study from 7 o’clock until 10 o’clock this evening.So at 8.30 this
eVENING Ne ..o

4.We are going to clean the flat tomorrow. It will take from 9 until 11 o’clock.So at 10
o’clock tomMOITOW MOTNING .....ccecvvieiecriieeeciiie e

5.Tom is a football fan and there is a football match on television this evening. The
match begins at 7.30 and ends at 9.15. So at 8.30 this evening

6.Don’t phone me between 7 and 8. ........cccceeeiiiieiiiiiiiiicee e, (we / finish) dinner
then. 7.A: Can we meet tomorrow afternoon?B: Not in the afternoon.
......................................................... (I / work).

8.D0 YOU thinK .....c.covvviiieiiie e (you / still / do) the same job in ten
years’ time?

9.If you need t0 CONtACT ME, ..ooovviieiieiieiiere e (I / stay) at the Hilton
Hotel until Friday.

L0 A (you / see) Laura tomorrow?

B: Yes, probably. Why?
A: | borrowed this book from her. Can you give it back to her?

5. Ask questions with WILL YOU BE —ING?

1.You want to borrow your friend’s bicycle this evening. (you / use / your bicycle this
BVENING?) ettt ettt n s

2.You want your friend to give Tom a message this afternoon.(you / see / Tom this
ATTEINOON?). ..
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3.You want to use your friend’s typewriter tomorrow evening.(you / use / your
tyPEWTrIter tOMOITOW EBVENING?)...ccviiiieiiie it eciee ettt ae et e e sreeeneeesreas
4.Your friend is going shopping. You want him/her to buy some stamps for you at the
post office. (you / pass / the post office when you’re in
L(0111Y 010 SRS
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PRESENT PERFECT TENSE
EXERCISES

1. Fill in the blanks with ALREADY or YET:
1.He hasn’t called us ................ .
2.They have ........ccccevvviiinnnnnn, sent the letter.
3.John has ......cccceeveviiiiiieien, bought the tickets for the football match. 4.We have
..................... been to Mexico three times.
5.You haven’t visited Tokyo ..................... .

6.Has John bought a new car ..........ccccccueenee.. ?

7.The plane has ..................... left.

8.Hasshe doneit.........ccceeuennee. ? No, not ......... :

9.A: Haven’t they arrived ................ ?B: Oh, yes. They have ............ arrived.
10.Hurry up! The class has .................. started.

11.Be careful! They have ................... painted the door.

12.Haven’t you read the book ................. ?

2. Put the verbs in brackets into PRESENT SIMPLE PASSIVE:

There is a chimpanzee which ..... is called ...... (call) “Bubbles”. It .......cccceuunnee. (own)
by Michael Johnson. It ................. (keep) in his home. It ........ .(feed)every day by
Michael Johnson himself. It ................ (always / dress) in funny clothes. It .............

(said) that “Bubbles” is Michael Johnson’s onlyfriend
3. Complete the following sentences in the present perfect simple tense.

1) She (to be) happy all day. 2) It always (to snow)
here in December. 3) Dan (to be) sick for three days. 4) Li and Susan
(to try) four times already and will not give up. 5) The old car

(to be) a piece of junk since | bought it. 6) We not (to take)
this test before. 7) My uncle (to be) to China. 8) Our father __ never

(to drive) to California before. 9) | (to speak) to the
president before. 10) The old man __ occasionally (to need) help crossing
the street.

4. Choose the correct verb from the list below to complete the following sentences.

take / work / find / see / speak / know / begin do / learn / eat / have / write / give / live /
buy / be.

I met Barbara when we were in elementary school. We each other for over
twenty years.2. We many new words since we started this course.3. That’s a
wonderful movie. | it three times.4. Mr. and Mrs. Tonner married for
10 years. 5. You are late! The class already .6. Robert is my neighbor.
He next door to me for five years.7. Mary several letters to her
parents since she left home.8. We in that restaurant several times.9. Our
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teacher us a lot of help with the homework assignment.10. She to her
landlord many times about the broken window.11.We have a new camera. We

some beautiful pictures of the grandchildren.12. They all their homework
already.13. Mrs. Baxter all her groceries for the week.14. Tommy a
bad cold for two weeks.15. Frank for that company for many years.16. After
three months of looking, she a beautiful apartment to rent.

5. Choose the correct verb from the list below to complete the following sentences.Put
the verb in the negative form.

fix / begin / arrive / be / see / stop / speak / buy / read / visit

1. Mathew is waiting on the corner for his girlfriend, but she yet.

2. My brother lives in a different country. | him for two years.

3. Ellie and Bill got a divorce five years ago. They to each other since then.

4. Itis only 8:45. The class yet.

5. It started to snow last night and it still

6. She has finally decided which car she wants, but she it yet.

7. | heard that the movie at the Roxy Theater is great, but | it yet.

8. I bought a newspaper today, but I still it.

9. He took his car to the service station yesterday, but they it yet.

10. The Andersons moved out of New York ten years ago and they back to the

city since then.

6. Match the questions on the left with the correct answer on the right.

1. Has he finished university yet? A) No, he hasn’t. He’s still talking.

2. Have you eaten breakfast yet? B) No, I haven’t. My wife’s still reading it.

3. Have they gotten married yet? C) No, he hasn’t graduated yet.

4. Has the president finished speaking yet? D) No it hasn’t. The teacher isn’t here yet.
5. Has Mary watered the plants yet?  E) No, they haven’t finished yet.

6. Has the doctor seen you yet? F) No, they haven’t. They’re still engaged.

7. Has the sun come out yet? G) No, she hasn’t. They are still dry.

8. Have they finished their homework yet? H) No, [ haven’t. I’ll eat in a few minutes.
9. Has the class begun yet? I) No, he hasn’t. He is with another patient.

10. Have you read the paper yet? J) No, it hasn’t. It’s still raining.
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PAST PERFECT TENSE

EXERCISES

Make past perfect simple ‘yes / no’ or ‘wh’ questions:
1. (you [/ go) there before we went together?
2. (she / see) the film already?
3.Why (he [/ forgot) about the meeting?
4, (it / be) cold all week?
5. (1 / read) the book before the class?
6.When she arrived, (we / eat) already?
7.Where (you [/ be) when | saw you?
8. (they / travel) by bullet train  before?
9. (John / meet) Lucy before they went on holiday
together?
10. (you / do) your homework before | saw you? 11.Where

(she / work )? 12. (I / pay) the
bill before we left? 13. (we / visit) my parents already that
winter?
14.When you called, (they / eat) dinner?
15.How (he / manage) to fix the cooker?
16. (my sister / be) sick for a long time?
17.How much (she / study) before the exam?
18.What (you / cook) for dinner that night?
19.When (they / arrive)?
20.How many coffees (she / drink) before the interview?

2. Choose the correct verb from the list below to complete the following sentences. Put
the verb in the past perfect tense (had & past participle).

1. When I got to the house, Mary wasn’t there. She already :

2. 1 didn’t recognize my old classmate because she so much.

3. We were late for the show last night. By the time we got to the theater, the movie
already

4. Yesterday | went on my first plane trip. | was very nervous because |
never before.

5.1 couldn’t eat much dinner last night because I such a big lunch. 6. I

couldn’t buy any groceries last night because when I got to the supermarket, it
already :

7. Last week our teacher gave back the essays we the week before.

8. The house was quiet when Andrew got home. Everyone to bed

several hours earlier.

9. They got to school late yesterday. The bell already :

10. Sheila couldn’t come to my house last night because she already

other plans.
11. We couldn’t find the house. It was clear that he us the wrong
add address.
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12. Annie didn’t want to come to the movie with us because she
it the week before.
13. By the time the police arrived at the bank, the robber already

14. I couldn’t get into my apartment when I came home from work last night because |
to take my key.

3. Complete the following sentences using the past perfect tense and the words
provided.

Ex. I didn’t meet Ellie for lunch because..... (she/eat/)] didn’t meet Ellie for lunch
because she had already eaten.

1. My trip to New York was very exciting because..... (I/not  be/
before)

2. I couldn’t see the doctor because..... (he/already/ leave  the
office)

3. 1 couldn’t buy the car I wanted because..... (the car dealer/ already/ sell)

4, We couldn’t see the new exhibit because..... (the
museum/already/close)

4. Complete the following sentences in the past perfect simple tense.

1) She (to write) six letters before she got a response. 2) It
always (to snow) here before 1978. 3) Dan (to be) sick for
three days before he got better. 4) Li and Susan (to try) four times
before they gave up. 5) My father’s old car (to run) very well before
he sold it. 6) We __ not (to take) the test before. 7) My uncle

(to visit) China several times in the past, so this visit was nothing new. 8)
Our father _ never (to drive) to California. 9) | (to
speak) to the president twice before, so | was not that nervous. 10) The old man
occasionally (to need) help crossing the street.
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FUTURE PERFECT TENSE
EXERCISES
1. Read the conversation and choose the correct word in italics.

1 A Shall we go out this evening?
B OK, but only after seven. | (1) won 't have / won 't finished my homework until
then.
A That’s OK. I’'m working on my project this evening but I’ll (2) done / have done
most of it by seven-thirty, so I can phone you then.
2 A Carol’s lost a lot of weight!
B Yes, she’s been on a very good diet. By next week she’ll have been (3) go / going
to a weight loss class for over six weeks! If she carries on like this she’ll (4) have
/ has lost over five kilos by the end of the months.
3 A Will you (5) have / been finished plastering this room by the weekend?
B Yes. | hope so.
A Great. So will we be able to paint the room on Monday?
B Wait until Wednesday. The new plaster (6) didn’t try / won 't have dried until
then.
4 A Excuse me, nurse. I’ve been waiting here for ages.
B I’m sorry. The doctor’s very busy. She’ll probably be able to see you after four.
A And by then I'll (7) be / have been waiting here for more than six hours!

2. Complete the sentences with the verb in brackets. Use the future perfect or,
where possible, the future perfect continuous form.

1 By the end of next month 1/l have been living here in Spain for six years. (live)
2 I’ll ask Jane to call you back at twelve. Her meeting .......... by then. (end)
3 When he retires next year, Adam ...... here for more than twenty years. (work)
4 T’ll have more free time after September because the children .......... to school by
then.

(go back)
5 My best friend is doing a ‘round-the-world’ trip. By this time next week she ..........
for

more than six months. (travel)
6 Don’t worry. By the time you get here, my mother-in-law .......................... !
(leave)
T oo, the project in time for the meeting? (the team, complete)
8 It’s really long flight. We ......................... in the same seats for over fourteen
hours

so we’ll be exhausted when we get there. (sit)
9 You can’t stay here next week. We ............ the decorating. (not finish)

3. Find five mistakes in the letter and correct them.
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Dear Mr. Sanderson

I am writing about the repairs which your company has been made to the roof of our
apartment building. The work started in March and it still isn’t finished. By the end of
this week the men will have working on the roof for over two months. These means we
will suffered more than eight weeks of continuous noise and disruption, and we will be
living for all that time with permanent cold draughts and dirt.

As you know, my wife is pregnant and the baby is due next month. It looks as though
the work will haven’t been completed by the time the baby is born. This is
unacceptable.

I would like you to reassure us that work on the part of the roof that covers our flat will
have finishing by the beginning of June at the latest. | think this is the least we can
expect.

Yours sincerely,
Jeremy Brogan
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PASSIVE FORMS
EXERCISES

1. Complete the second sentence so it means the same as the first, using passive
forms.

0 They were painting that wall yesterday. That wall was being painted yesterday.

1 We’ve turned off the lights. The lights ...
2 We will send you an email tomorrow. — You ......oooovviiiiiiiiiiiiiiiiea,
3 They aren’t making that model any Thatmodel ..................................

more.

4 Do | have to fill in this form? Does this form .................cc.
5 They haven’t repaired your computer YoOur COMPULEr .........covueevuuivnneennnnn.
yet.

6 They’re going to close the road for 24 Theroad ...............ocovviiiiiiiin.n.
hours.

2. Complete the sentences, using passive forms of the verbs in the box.

build count decorate finish repair wash

0 This house is being 3 The roof needs
decorated. L :

1 The votes ........cccevvenvenn.n. 4 The bridge .............. next
. year

2 This castle ............ in 5 The dishes
1250. yet.

3. Use the information in the email to complete the sentences below.

Hi Hilary

I’m so pleased that you can come to our wedding! Jake and I have planned everything
over the last few weeks. At the moment we’re sending out all the final invitations.
(Don’t worry, I haven’t invited Jane Anderson. I know you get on with her!) I was a bit
worried about the cost but last month Mum and Dad agreed to pay for the reception.
They paid the deposit last week. That was a relief! Have you decided what to wear yet?
I’ve bought my wedding dress (It’s a bit big so I have to alter it). The shop had reduced
the price so it was only a few hundred pounds.

Do you remember Aunt Terri? Apparently she’s got a fantastic new video camera, so
she is going to film the ceremony. We’ve got a professional photographer as well. She’ll
take the formal photos. And Antonio from the Italian restaurant is doing the catering, so
the food should be great! I can’t wait to see you there. It’s going to be a great day!
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Lucy

0 Everything .....has been planned...... by Jake and Lucy.

1 The final invitations .......................... at the moment.
2 Jane Anderson ............ooieiiiiiiiiiininnn. to the wedding.
3 The deposit for the reception ..................... last week.
4 Lucy has bought her wedding dress but it has ............ :
5 The price of the dress ..................ooenii. by the shop.
6 The ceremony ............cccoevvviviennnn.. By Lucy’s aunt.
7 The formal photos ........ by professional photographer.

8 The catering ..........cvvvviiiiiiiiiiienneennn.. by Antonio.

4. Choose the best word in italics. Sometimes both are grammatically correct, but
one answer is more suitable.

HOW IS PAPER MADE

Everyone enjoys fashion magazines and newspapers. But have you ever thought about
how the paper (1) we print them / they are printed on is made?

Most paper is (2) made / making from wood. First, (3) they cut the wood / the wood is
cut into small pieces. These (4) mix / are mixed with water and heated to produce a kind
of thick paste. Then chemicals (5) we add them / are added to clean the paste and make
it white. Next the paste is spread on a screen and (6) dried / is dried. The water drains
away or evaporates and (7) are left / leaves a thick layer of paper. (8) We then pass this /
This is then passed between two large rollers (circular machines) to make it thinner and
flatter.

(9) The paper can then be cut / They can then cut the paper into the correct sizes.

5. Three more of these paragraphs would be improved if the second sentence used a
passive form. Decide which paragraphs they are and rewrite the second sentence.

0 Philip Green bought the famous British clothes store, Moss Bros, in 2008. Because
they ran out of money, the original owners sold it.
It was sold by the original owners because they ran out of money.

1 Live aid was the most successful fund-raising event of the 1980s. A group of well-
known British and American musicians organized it in July 1985.

................................................................................................
..........

..........................................................................................................

2 The Laurentian Library in Florence is one of the greatest buildings of the Italian
Renaissance. Michelangelo designed it in the 1520s.
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................................................................................................

3 Jeans first became popular when they worn by film stars and singers in the 1950s.
Elvis Presley and James Dean were the two stars who had the most influence on young

people’s fashion at that time.

4 In recent years several high street stores have started selling copies of designer jeans.
People who can’t afford to buy real designer clothes often buy them.

................................................................................................

................................................................................................

6. Rewrite these sentences so they are true for you. Change the underlined part.

0 My watch was made in Austria.

My watch was made in Switzerland.

1 My school was built in the 1960s.

ooooooooooooooooooooooooooooooooooooooooooooo

2 My old photos are stored in the
garage.

3 My favourite shirt is made of nylon.

4 My hair is usually cut by my
mother.

ooooooooooooooooooooooooooooooooooooooooooooo

5 I don’t like food that has been fried.

ooooooooooooooooooooooooooooooooooooooooooooo
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MODAL VERBS
EXERCISES

. Complete the sentences. Use must + these verbs:

be eat go learn meet wash win

. ’'m very hungry. I must eat something.

. Marilyn is a very interesting person. You her.
. My hands are dirty. | them.
. You to drive. It will be very useful.

I to the post office. | need some stamps.

. The game tomorrow is very important to us. We

. You can’t always have things immediately. You patient.

a. Write I must or | had to.

. I had to walk home last night. There were no buses.

. It’s late. g0 Now.

. I don’t usually work on Saturdays, but last Saturday work.

get up early tomorrow. I’ve got a lot to do.

. I went to London by train last week. The train was full and stand all the
way.

. | was nearly late for my appointment this morning. run to get there on
time.

. | forgot to phone David yesterday. phone him later today.

. Complete the sentences. Use mustn’t or don’t need to + one of these verbs:

forget go hurry lose phone wait

. | don’t need to go home yet. | can stay a little longer.

. We have a lot of time. We

. Keep these papers in a safe place. You them.
. I’'m not ready yet, but you for me. You can go now and I’ll come
later.
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5. We to turn off the lights before we leave.

6. | must contact David, but | him. I can send him an email.

2. Write don’t need to / had to / must / must / mustn’t.

MUM: Come on, Alice. You hurry up.
ALICE: I’'m ready. | phone Jamie, and he talked and talked. That’s why I’'m a
bit late.

MUM: Let’s go. The train leaves in 20 minutes.
ALICE: Just a minute. Where’s my umbrella?

MUM: You take that. It’s a beautiful day.
ALICE: OK. So where’s my sun hat? I forget that.
MUM: Alice, we leave NOW.

3.Write must / mustn’t / had to / don’t need to.
1. You don’t need to go. You can stay here if you want.

2. It’s a fantastic film. You must see it.

3. The restaurant won’t be busy tonight. We reserve a table.

4. | was very busy last week. | work every evening.

5. I want to know what happened. You tell me.

6. You tell Sue what happened. I don’t want her to know.

7.1 hurry or I’ll be late.

8. “Why were you so late?” “I wait half an hour for a bus”.

9. We decide now. We can decide later.

10. It’s Liza’s birthday next week. I forget to buy her a present.

4. Complete the sentences. Use have to or has to + these verbs:
do hit read speak travel wear

1. My eyes are not very good. | glasses.

2. At the end of the course all the students a test.

3. Sarah is studying literature. She a lot of books.

4. Albert doesn’t understand much English. You very slowly to him.
5. Kate is not often at home. She a lot in her job.
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6. In tennis you the ball over the net.

5. Complete the sentences. Use have to or had to + these verbs:
answer buy change go walk

1. We home last night. There were no buses.

2. It’s late. I now. I’ll see you tomorrow.

3. I went to the supermarket after work yesterday. | some food.
4. This train doesn’t go all the way to London. You at Bristol.
5. We did an exam yesterday. We six questions out of ten.

6. Complete the questions. Some are present and some are past.
1. | have to get up early tomorrow.

What time do you have to get up?
2. George had to wait a long time.

How long ?
3. Liz has to go somewhere.
Where ?

4. We had to pay a lot of money.

How much ?
5. | have to do some work.

What exactly ?

7. Write | have to in the correct verb form.

Jessica is a young tennis star. She practice most days before school. She
goes to the gym a lot too, but she thinks that is a bit boring. Sometimes she says to her
coach, “You know I hate the gym. do my exercises today?

Jessica’s father was a professional tennis player, but in those days players
practice so much. He’s a bit worried about Jessica and asks her mother, “How long
play every morning?” “About 90 minutes. She do it if she
doesn’t want to, but she loves it. And I’'m afraid, nowadays, you practice if
you want to be the best.”

8. Write can / can’t /could / couldn’t.
1.1 ___ easily carry this trunk to the station.
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. He said that he ___ ship the goods in September.

. When he was young, he __ run a mile in less than five minutes.

. He __ have done it, it is very unlike him.

. Why did you stop at a hotel? You ___ have spent the night at my house.

. I said that he ___ have miss the train, as he have left the house very early.

~N o o0 B~ W N

. If I had received his letter last week, I __ have helped him.

9. Write may / might.
. You __ take any book you like.

. She told himthathe _ go home.

.He  come tonight, but I’m not sure.

. I gave him the text-book so that he __ learn his lesson.

. | said that he was not in the house, but he __ Dbe in the garden.

I come and see you next summer, but my plans are not fixed.

N o g A w N B

____ I have another cup of tea?

10.Complete the sentences. Use you should + one of these verbs:
eat go take visit watch wear

1. When you play tennis, the ball.

2. It’s late and you’re very tired. to bed.

3. plenty of fruit and vegetables.

4. If you have time, the Science Museum. It’s very interesting.
5. When you’re driving, a seat belt.

6. It’s to far to walk from here to the station. a taxi.

11.Write sentences with I think ... should and I don’t think ...should.
1. We have to get up early tomorrow. (go home now) | think we should go home now.
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2. That coat is too big for you. (buy it) Z don 't think you should buy it.

3. You don’t need your car. (sell it)

4. Karen needs a rest. (have a holiday)

5. Sally and Dan are too young. (get married)
6. You are not well this morning. (go to work)

7. James isn’t well today. (go to the doctor)

8. The hotel is too expensive for us. (stay there)

12.Match the sentence endings to the beginnings.

shouldn’t spend too much money
should do yoga

should read it

should sit on it

should turn your phone off
should buy them

shouldn’t eat so many cakes

1. David has a bad back, so | think he

2. This book is fantastic. You

3. When you’re in the cinema, you

4. These boots are fantastic! | think you

5. If you want to stay thin, you

6. That chair isn’t very strong, so I don’t think you

7. It’s a beautiful ring, but you

13.Paraphrase the following sentences referring them to the future and to the past:

1. | can speak German very well.

2. You may watch television and listen to the radio in the evening.
3. You must learn to play a musical instrument.

4. She must bake a cake today.

5. You must learn foreign languages.

6. They should remind her of the excursion.
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7. 1 can play football very well.

8. She can play badminton in the open air.

14.Write can / may / must / should / ought.
I skivery well.

. he play the violin?
. My sister __ cook very well.

.You ___visityou friends.

. You ___visit the countryside.

1
2
3
4
5.She __ see this performance.
6
7.You ___ learn to play the guitar.
8

. You __ watch outdoor sports.
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INFINITIVE

EXERCISES
1. Write the words in brackets in the correct forms either to infinitives or gerund in
English.

Did you remember (call) | your husband?

I don’t remember (give) you permission to use my car.

| stopped (get) | some petrol on my way home from work.
| wish the children would stop (make) S0 much noise.
My hair needs (cut) |

Oh no! | think | have forgotten (lock) | the door.

She always forgets (close) the fridge.

She told me that she regrets (shout) at you yesterday.
The child will not stop (cry) . | guess he needs (feed)
We regret (inform) you that we cannot offer you the job.

2. Use the verbs from the box to complete these sentences.
Arrive survive be work renovate contact answer talk

| asked him several times but he didn't bother ........c.cccooeviiiinnnnn, my question.
Finallly, we agreed ..........cc.ccovvenenee. on the project together. | demand .........................
to your boss. Jack usually fails ...........c.ccceeveennnenn, on time. Domestic animals somehow
managed .........cccoeeerinenne. the fire. We're not planning ..............ccceee... the hotel much
longer. If you have any questions, don't hesitate .............cccoeevevvvennen. me. Was she just
pretending ......cccocceevvvennnnn your friend?

3. Use the nouns and the verbs in brackets to complete these sentences.
Example: Our parents allowed ................. out tonight. (we - go)
Our parents allowed us to go out tonight.

These glasses will enable ............cccccoeeiiinnn, (she - read)

My uncle advised ........cccccvvverirereeniennnn, architecture. (I - not study)

Our teacher encouraged ..........ccocvvvveriverieseennenn in the competition. (we - take part) They
persuaded ........ccoovviieiieniennniene the army. (she - not join)

We are training .........ccoocevvvevveresennnnnn, blind people. (they - help)

The policeman forced ...........ccooevieiiinnnene. down. (he - lie)

My mum always reminds ...........cccceevennen. late for school. (I - not be)

The traffic warden warned ............cccooeeeee on double yellow lines. (we - notpark)
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APPENDIX

Tabauus nenpasunvrux diecnis (1rregular verbs)

Verb/Infinitive  Past Simple Past Participle  Translation

1. arise arose arisen BUHHUKATH, 3’ IBJIATHCS
2. awake awoke awoken POKUIATUCS, Oy TUTH
3. be was/were been OyTH

4. bear bore born HOCHTH, HAPOJKYBATH
5. beat beat beaten outn

6. become became become CTaBaTH

7. begin began begun IOYHHATH

8. bet bet bet outHcs 00 3aKiaz

9. bind bound bound 3B’S3yBaTH

10. bite bit bitten KyCaTHCS

11. bleed bled bled KPOBOTOUUTH

12. blow blew blown TyTH

13. break broke broken JaMaTu

14. breed bred bred PO3BOJIUTH

15. bring brought brought IPUHOCUTH

16. build built built OymyBaTu

17. burn burn/burned burnt/burned AJTATH

18. burst burst burst BUOYXaTH, PO3PUBATH
19. buy bought bought KyIyBaTH

20. cast cast cast KHJIaTH

21. catch caught caught JIOBUTH

22. choose chose chosen BUOMPATH

23. come came come TTPUXOIUTH

24. cost cost cost KOILTYBaTH

25. cut cut cut pizaTtu

26. dare dared dared CMITH, HABKYBaTHUCh
27. deal dealt dealt MaTH CIpaBU

28. dig dug dug KOTIATH, PUTH

29. do did done poOuTH

30. draw drew drawn TSTTH, KPECITUTH

31. dream dreamt dreamt MpiSTH, OAYUTH COH
33. drink drank drunk TATH

34. drive drove driven BOJIUTH, KEPYBaTH
35. dwell dwelt dwelt YKUTH, MELIKATH

36. eat ate eaten ictu

37. fall fell fallen najgaTh
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38.
39.
40.
41.
42.
43.
44,

45.
46.
47.
48.
49.
50.
ol.
52.
53.
o4,
55.
56.
S7.
58.
59.

60.
61.
62.
64.
65.
66.
67.
68.
69.
70.
71.
72.
73.
74.
75.
76.
77,

feed
feel
fight
find

fly
forbid
forecast

foresee
forget
forgive
freeze
get
give
go
grow
hang
have
hear
hide
hit
hold
hurt

keep
kneel
knit
know
lay
lead
lean
leap
learn
leave
lend
let
lie
light
lose
make
mean

fed

felt
fought
found
flew
forbade
forecast

foresaw
forgot
forgave
froze
got
gave
went
grew
hung
had
heard
hid

hit
held
hurt

kept

knelt
knit/knitted
knew

laid

led
leant/leaned
leapt
learnt

left

lent

let

lay

lit

lost

made
meant

fed

felt
fought
found
flown
forbidden
forecast

foreseen
forgotten
forgiven
frozen
got
given
gone
grown
hung
had
heard
hidden
hit

held
hurt

kept

knelt
knit/knitted
known

laid

led
leant/leaned
leapt
learnt

left

lent

let

lain

lit

lost

made
meant

roJTyBaTH
BiT4yBaTH
oopoTucs
3HAXOIUTH
JITaTH
3a00pOHSTH

nepeadoavaTy,
3aBOayaTu

nepenoavyaT
3a0yBaTH
IPOIIATH
MOPO3HUTH
OTPUMYBATH
JaBaTH
XOJIUTH
POCTH, BUPOIIYBAaTH
BIIIIATH, BUCITH
MaTh

9yTH
XOBaTH(Cs1)
yIapsATh
TpUMaTH

IOPAaHUTH,
00JTI0

TpUMaTH

CTOSITM HaBKOJIIIITKHU
B’S13aTH, 3’ €JIHYBaTH
3HATH

KJIACTH

BECTH, KEPYBATH
HaXWIATH(CA)
cTpubaru

BUUTH

3aJIUIIATH
T03UYaTH
JTIO3BOJIATH, ITyCKaTH
JIeKaATU
3aITaoBaTH

ryouTH

poouTu

O3HA4YaTH

3aBJaTHu
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/8.
79.
80.

81.
82.
83.
84.
85.
86.
87.
88.
89.
90.
91.
92.
93.
94.
95.
96.
97.
98.
99.

100.
101.
102.
103.
104.
105.
106.
107.
108.
109.
110.
111.
112.
113.
114.
115.
116.
117.

meet
mislead
misspell

misunderstand misunderstood

overcome
partake
pay
prove
put
read
rebuild
retell
rewrite
rid
ride
ring
rise
run
say
see
seek
sell
send
set
shake
shine
shoot
show
shut
sing
sink
sit
sleep
slide
smell
sow
speak
speed
spell
spend

met
misled
misspelt

overcame
partook
paid
proved
put
read
rebuilt
retold
rewrote
rid
rode
rang
rose
run
said
saw
sought
sold
sent

set
shook
shone
shot
showed
shut
sang
sank
Sit
slept
slid
smelt/smelled
sowed
spoke
sped
spelt/spelled
spent

met
misled
misspelt

misunderstood
overcome
partaken
paid
proved/proven
put

read

rebuilt
retold
rewritten

rid

ridden

rung

risen

run

said

seen

sought

sold

sent

set

shaken
shone

shot
shown/showed
shut

sung
sunk/sunken
Sit

slept

slid
smelt/smelled
sown/sowed
spoken

sped
spelt/spelled
spent

3yCTpiuaTu
BBOJIUTH B OMaHy
poouTu
opdorp.moMUIKH
HEIPaBUJIBHO PO3YMITH
nepemMaratu
1CITyXOBYBaTH
TIJIATUTH
JTIOBOJIUTH

KJIACTH

YUTATH
B1J10YI0BYBaTH
nepeKa3yBaTu
nepernucyBaTH
3BUILHSITH, I030aBJIATH
1XaTu BEpXHU
JI3BOHUTH
CXOJUTH, BCTaBaTH
oirtu

Ka3aTu

OaunuTH

ITyKaTH
poJIaBaTH
B1JICHJIATH
CTaBUTHU, PO3MIIIYBATH
TPYCHUTH

CBITHTH, OJIHIIATH
CTPUIATH
MOKa3yBaTH
3aKpuBaTHU(Cs)
CITIBaTH

TOHYTHU

CUJIITH

CIIaTH

KOB3aTH
BiTYyBaTH 3arax
CISTH

PO3MOBJIATH
MOCIIIIATH
YUTATH T10 JiTepax
BUTpAYATH
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118. spill
119. spin
120. spoil
121. spread

122. spring
123. stand
124. steal
125. stick
126. stride
127. strike
128. string

129. strive
130. sunburn
131. sweep
132. swim
133. swing
134. take
135. teach
136. tear
137. tell

138. think
139. throw
140. undergo

141. understand

142. undo

143. upset
144. wake
145. wear

146. weep

147. win

148. wind

149. withdraw
150. write

spilt/spilled
spun
spoilt/spoiled
spread

sprang
stood
stole
stuck
strode
struck
strung

strove
sunburned
swept
swam
swung
took
taught
tore

told
thought
threw
underwent
understood
undid

upset
woke
wore
wept
won
wound
withdrew
wrote

spilt/spilled
spun
spoilt/spoiled
spread

sprung
stood
stolen
stuck
stridden
struck
strung

striven
sunburned
swept
swum
swung
taken
taught
torn

told
thought
thrown
undergone
understood
undone

upset
woken
worn

wept

won
wound
withdrawn
written

pO3IMBaTU
PSCTH
IICYBaTH

IMOIINPIOBATH,
IMPOCTATraTH

cTtpubaru

CTOSITH

KpacTu
JI0JICPKYBATHUCS
KPOKYBaTH

outu, cTpaiikyBatu
3aB’s13yBaTH,
HATATYBAaTH
HamMaraTHcsi, CTapaTucs
3aropatu

M IMITaTH
TTaBaTH
KOJIMBATH, XUTATU
Opatu

HaBYATH

pBatu

Ka3aTh

JTyMaTH

KUJIaTu

3a3HaBATH
pPO3yMITH
pO3B’sI3yBaTH,
po3scribatu
3aCMy4YyBaTH
OyIuTH, MPOKUIATHCS
HOCHUTH

TUTAKATH
nepeMaraTu
3aBOJIUTU TOJIMHHUK
BIJIKJIMKATH
TUCaTH
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