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JlaHHOE METOIUYECKOE IMOCOOME SIBISETCS TPEThEH YacThI0O B CEPUU yUCOHO-METOTUYCCKHX
pa3paboTok k ydeOHHMKy “You're in Business”, acmekt Business English u normueckum
NPOJIOJDKCHUEM B BBINOJIHEHUH TOCTABJICHHON 3a7aud — BIIAJICHUE JICKCHMKOW MPH UYTCHHU
OPUTMHAJIBHOW JMTEpaTypsl IO CHENUAIbHOCTH; HpEIHAa3HAYeHO A CTyACHTOB 1 Kypca

¢daxynpTeToB OM3HEC MHOOPMATHKH U TOCYJAPCTBEHHOTO U MYHUIUITAJIHLHOTO YIIPABICHHUS.

[Tpu cocTaBieHNN JAHHOTO TOCOOMSI aBTOPHI CTABHIIN IIEpe]] COOOM CiaenyIoniie Hemu:

® aKTHUBM3AllUS U YCBOCHHUE CIIOBAPHOTO 3amaca mo gaHnHomy kypey (em.Yacts 1 CroBaps mis
cTyneHTOB |1 Kypca — YdueOHO-MeTouueckas pa3paboTka K yueOHuKy “You’re in Business
by John Thomas French) uepe3 BblIOIHEHHE LETIOrO psijia YIPaKHEHUH, HAllEJIEHHBIX Ha

a¢deKTUBHOE 3aTOMHHAHNE CIIEIUAIbHON TEPMUHOJIOTUI

¢ paCurpCHUC CJIIOBApHOro 3armaca MnocpcIACTBOM COBCPHICHCTBOBAHHA HABBIKOB YTCHUA
OpUIr'HHAJIbHBIX TCKCTOB, CIICIIUAILHO HOI[OGpaHHLIX o TEMATHUKEC MOAaHHOI'o KypcCa —

OCHOBaM OM3HECA M DKOHOMUKH

Jannass pa3paboTka MOXKET OBITh HCIIOJB30BaHA [JIsi paOOThI B KJIacC€ MPU AKTUBU3AIMH
HABBIKOB Pa3JIMYHBIX BHJIOB YTCHHsI (M3ydYarollee, 03HAKOMHUTEIBHOE, IIOMCKOBOE), MEPEBOAA H
YCTHOH peuu — TOJPOOHOM IMepelayu COAEp)KaHUsl TEKCTa, KPAaTKOro Iepeckasa, oTpaboTKu
JIEKCHKO-TPAMMAaTHYECKUX MoJIeNel, OOCYKIACHHS TOW WJIM HMHOW NpoOJeMbI, TNpOBEIEHHUE
TIMCKYCCHUH, «KPYTIBIX CTOJIOB» W T.I. KpoMe TOro, HEKOTOpBIE MaTepHalbl, COJACpIKAIIIECS B
JAHHOM pa3paboTke (Hampumep, MepeBoJI MPEIIOKCHUNH C PYCCKOT0), MOTYT SIBJISITHCS YacThIO

KOHTPOJIS IPOMIEHHOT0 MaTepurasa Hapsiay C JICKCHYECKUMH TeCTaMH (TUKTAHTAMM ).

B mnocobuum mnpezncraBieHbl MaTepHaibl pa3iMYHOM CTENEHU CIOKHOCTH, Ha YCMOTpPEHHE
npenojaBaTesl Kakas-TO 4acTb MOXKET OBbITh HCIIOJIb30BaHa B IpyNNax C MPOJBUHYTBIM H
CPEIHMM YPOBHEM 3HAHUS aHTJUICKOIO sI3bIKa, IPyrHe MaTepHuajbl MOTYT ObITh UCIIOJIb30BaHbI

B I'pynImax Ha4YMHAOUX.
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unit 1
BASIC FACTORS IN BUSINESS

THE NATURE OF BUSINESS

Ex.1 Translate the following sentences from Russian into English:

1. MbsI nogpasnenseM 3KOHOMUYECKHE PECYPChI Ha CIIEIyIOINE KaTETOPUH: a)
MaTepHalbHbIE PECYPCHI — 3eMJIsl, WJIU ChIPbEBbIE MaTepHAaIIbl, U KaruTal; 0)
JIO/ICKHE PECYPCHI — TPY U NPEANPUHUMATEIBCKAs! CIIOCOOHOCTb.

2. K DnoHATHIO «3eMJIs» OTHOCATCS BCE €CTECTBEHHBIE PECYPCHI, KOTOPBIE
IPUMEHHUMBI B IPOU3BOICTBEHHOM IPOILIECCE.

3. B 3Ty mIMpOKYIO KaTErOpUIO BXOIAT TAKUE PECYPCHI, KAK MIAXOTHBIE 3€MIIH, JIECa,
MECTOPOKICHIE MUHEPAJIOB U HEPTU, BOJHBIE PECYPCHI.

4. IlonATHe «KanuTal» OXBaTHIBAET BCE IPOU3BOACTBEHHBIE CPEICTBA
IPOM3BOJICTBA, TO €CTh BCE BUIBI HHCTPYMEHTOB, MAIlIMHBI, 000PYAOBaHHE,
(babpruHO-3aBOJICKHE, CKIIAJCKHE, TPAHCIIOPTHBIE CPEICTBA U COBITOBYIO CETh,
UCIOJIb3yEMbIE B ITPOU3BOJICTBE TOBAPOB U YCIIYT U IOCTaBKE UX K KOHEUHOMY
MOTPEOUTETTIO.

5. CpexncTBa npou3BOACTBA OTJINYAIOTCS OT NOTPEOUTENHCKUX TOBAPOB TEM, UTO
HOCJIETHUE yIOBJIETBOPSIOT MOTPEOHOCTH HEMOCPEACTBEHHO, TOT/1a KaK IepBbIe
JIeNaoT 3T0, o0ecneunBast MPOU3BOICTBO MOTPEOUTENHCKUX TOBAPOB.

6. OKOHOMUCTBI 4aCTO F'OBOPST O «KaIUTaJIe», UMesl B BUY JE€HBIH, KOTOPBIE MOTYT
OBITH UCIOIB30BaHbI JJI 3aKYTIKH MAIlIUH, 000pYI0BaHUs U JPYTUX CPEACTB
IIPOM3BOICTBA.

7. JleHbIu, Kak TaKOBbIE, HUYETO HE IIPOU3BOJIAT, a CIEI0BATEIbHO, UX HENIb3s
CUMTATh YKOHOMUYECKUM PECYPCOM.

8. PeanbHbIN KanuTan — MHCTPYMEHTBI, MAIlIMHbI U IPYTO€ MPOU3BOJICTBEHHOE
000py10BaHUE — 3TO SKOHOMUYECKUI pecypc.

9. Tpyn — 3TO LIMPOKUN TEPMUH, KOTOPBIH 3KOHOMUCT YIOTPEOIAET s
0003HaueHMs BceX BceX (PM3NYECKMX M YMCTBEHHBIX CIIOCOOHOCTEH JIIOJIEH,
IPUMEHSEMBIX B IPOU3BOJICTBE TOBAPOB U YCIIYT.

10. Ilpennpunumarens 6epeT Ha ce0si MHUIUATUBY COEIMHEHHSI PECYPCOB 3eMJIH,
KanuTanaa U TpyJa B €IUHBIA IPOLECC MPOU3BOACTBA TOBApa WIH YCIyTH.

11. IlpennpunumMarens 6epeT Ha ce0st TPYHYIO 3a7auy MPUHATHS OCHOBHBIX
pelIeHnii B mpolecce BeAeHNs Ou3Heca.

12. IlpeanpuHuMAaTENh — 3TO YEJIOBEK, UAYLINI HAa PUCK.

13. Bo3narpaxxaeHueMm 3a 3aTpauyeHHbIC IPEIIPUHUMATEIEM BpeMs, YCUIIUS U
CHOCOOHOCTH MOTYT OKa3aThCsl MPUOBLIN WM YOBITKU U, B KOHIIE KOHIIOB, —
0aHKPOTCTBO.

14. Bce 3xoHOMHYECKHE PECYPCHI, MU (PaKTOPHI IPOU3BOACTBA, 00J1aAaI0T OJHUM
OOLIMM CBOWCTBOM: OHU PEJIKH WM UMEIOTCSI B OTPAaHUYEHHOM KOJIMYECTBE.

Ex.2 Fill the gaps with suitable words from the list and put the verbs in the correct
forms:

joint venture, raw materials, employees, capital, innovative, employers, debt,
profits, risks, entrepreneurs, to initiate, losses, to provide, to finance,
merchandise.
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1. A large proportion of the company’s work outside the UK.
2. Potential feel they can tell a lot about a person by looking at their
handwriting.

3. Since the stock market fall companies have been prevented from raising
by selling new stock.

4. The new company by a total of $ 200 million in equity and $ 300 million in
bank debt.

5. Kodak has developed some products in electronic imaging.

6. The government a massive new house-building programme.

7. The importer will have to settle his in the exporter’s currency.

8. State governments had sought to promote economic development through close
links with local

9. Coca-Cola, Boeing and McDonald’s all reported strong in the latest
quarter.

10. Coal and oil are important for the manufacture of plastics.
11. If you are considering starting a business, think carefully about the
involved.
12. The bus company has had huge because of the drivers’ strike.
13. The deal Rolls-Royce with work for the next five years.
14. Saudi Arabian and Japanese officials agreed on to build oil refineries in
both countries.
15. Rental stores try to products in a way that will attract customers.

Ex.3 a) Read the article:

THE BATTLE OF BRAINS

Perfectly formed and individually owned, the human brain is overpowering the
traditional means of production — raw materials, hard labour and capital. Try to think
of one major, successful contemporary business organisation that is brawn-based.

Not a car maker. Manufacturing cars competitively in the new millennium is
concerned with utilising technology to manage logistics; to design and manufacture
great products; to provide service support; and to communicate internally as well as
with networks of suppliers and consumers. Value no longer resides in the metal or the
engine. Instead, value lies with the intangible elements. Some 70% of the value of a
new car lie in the intangibles. The result is that the brawniest car producer will be the
bankrupt car producer. Car manufacturing is not about mindless, repetitive tasks
carried out on a production line. Henry Ford is long dead and so are his methods. Ford
once lamented, “How come when I want a pair of hands I get a human being as well?”
Now companies are more likely to ask — who needs hands?

Not General Electric. In 1998, more than two thirds of GE’ revenues came
from financial, information and product services. In the not too distant future, it is
possible that GE capital could amount to 50% of the company — not in terms of
employees, office buildings, and parking lots, but in terms of profits. The undisputed
king of heavy industry has gone soft, because nowadays the really hard staff is the
soft staff.

Entire countries increasing compete on the basis of knowledge. If you think
back, all countries became rich through a combination of natural resources, labour and
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capital. Think forward and these factors are no longer relevant. In our age, you cannot
earn money from natural resources alone. Even the Pope, John Paul II agrees. In his
centesimus writings, he concluded, “At one time the decisive factor of production was
land, and later capital ... Today the decisive factor is man himself, that is his
knowledge.” Business success is, as a result, a matter of herding flocks of brains.

It doesn’t matter if we are talking about Germany, Turkey, the United States or
Belgium, primacy of knowledge is the only thing we are left to compete with. Natural
resources, labour and capital are rapidly diminishing in importance. That’s why Bill
Clinton and Tony Blare talk about a “cold knowledge war”. They are determined to
create conditions facilitating brain gain rather than brain drain. The Cold War of the
post-war years was about brawn as symbolised by lines of tanks rumbling past the
Kremlin; the new cold war is more subtle, but equally crucial — it is brains battling
brains. The author Salman Rushdie even argues that the best way to overthrow
Saddam Hussein is to flood Iraq with products and ideas — not bombs and missiles.

b) decide if these statements are true or false

Nowadays raw materials, labor and capital are overpowering the human brain.

In the millennium value lies with the intangible elements.

The brawniest car producer will be the bankrupt car producer.

If you think back, all countries became rich through a combination of natural

resources, labor and capital.

In our age you can earn money even from natural resources alone.

Today business success is a matter of herding flocks of brain.

7. Nowadays natural resources, labor and capital are rapidly increasing in
importance.

8. Bill Clinton and Tony Blare are determined to create conditions facilitating
brain drain rather than brain gain.

9. The post-war years was symbolized by lines of tanks rumbling past the
Kremlin.

10. The new cold war means the same thing.

bl e

SN

¢) agree or disagree with the following statements. Give your reasons.

1. At one time the decisive factor of production was land, and later capital...
Today the decisive factor is man himself, that is his knowledge.

2. The best way to overthrow Saddam Hussein is to flood Iraq with products and
ideas — not bombs and missiles.

d) Match the words in the first column with expressions of similar meaning in the
second column:

1. mindless (adj) a. to make easier, help

2. primacy (n) b. to complain

3. overpower (V) c. not having or using the power of
thinking

4. lament (v) d. the state, quality, or position of being
first

5. facilitate (v) e. to defeat by greater power
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6. herd (v) f. to become or seem smaller

7. contemporary (adj) g. an increase in amount

8. diminish (v) h. leading to a clever result

9. gain (n) 1. modern

10.subtle (adj) J. to come or bring together in a large
group

11.relevant (adj) k. having practical value or importance

12.decisive (h) 1. delicate, clever in arrangement

13.crucial (ad)) m. which is hidden or not material, but
known to be real

14.repetitive (ad)) n. of deciding importance

15.intagible (adj) 0. containing parts that are said or done
too many times.

Ex.4 Render this text into English

BU3HEC 1 NPEAITIPUHUMATEJLCTBO B POCCumn

busnec ecTb HeoTheMIIEMasl YACTh JI000M COBpeMEeHHOM 3koHOMUKHU. U OusHec, u
MPEAIPUHUMATEIBCTBO €CTh XO35MCTBEHHOE JEJI0 U JIEJIOBBIE OTHOLIEHHUS MEXKIY €T0O
ydacTHUKaMu. Kak npeanpuHuMaTensCcTBO, TaK U OM3HEC — 3TO CAaMOCTOSITENbHAS,
VHUIIMATUBHASA, OCYIIECTBIIIEMAsl HA CBOM CTpax M PUCK, IO CBOIO UMYIIIECTBEHHYIO

OTBETCTBEHHOCTS JTIFO0AST ICATSIIBHOCTh OTACIBHBIX TPaKIaH WIIH TPy IPaKIaH,
HalpaBJICHHAs TTABHBIM 00pa30M Ha MOJIyuYeHHE YKOHOMHUECKOM BBITOJIbI B (hopMe
pUOBLIN WIIK B MHOU (hopMme.

BHI/IKH}’B B OTO OIIPEACICHUEC, JICTKO 3aMETUTh, YTO B Ou3Hece eCTh JABC CTOPOHBI:
pusTHasA U HCIIPpUATHA. HpI/IHTHaH 9TO BO3MOXXHOCTD ITOJIYUaThb AOXOI U HpI/I6I>IJ'IB,
HMETb OKOHOMHUYCCKYIO BBITOJY. HGHpI/IﬂTHaSI CTOPOHA 3aKJI0YCHa B TOM, UYTO BECh
Ipy3 336OT, YCHHHﬁ, OTBCTCTBCHHOCTH, PHUCKaA 34 UCXO/ 3aTCAHHOTO [€JIa JIOXKUTCA Ha
14y NpeaAnnpuHUMaTCIIs.

[Tonanobunuce roabl 5kOHOMUYECKUX pegopM B Poccuu, mpakTuueckoro
nepexo/ia K PhIHOYHBIM METO/IaM XO35HCTBOBAHUS, OSCIIPUCTPACTHOTO U3YUCHUS
OTIbITa PA3BUTHIX B SKOHOMHYECKOM OTHOILIEHUU CTPaH, YTOOBI MOHATh, YTO OU3HEC —
3TO J1e710, @ OU3HECMEHBI — JIETTOBBIC JIFO/IH.

Onnaxko, o 6usHece B Poccuu Bee ere cymecTByeT mpeBpaTHOE MpecTaBieHne. B
BOOOpa)XKCHWW HEHABUCTHUKOB PhIHKA U KOMMEPIIMU PUCYETCST 00pa3 ITaKOTro
Ou3HECMeHa, KOTOPBI KyIuI — Ipojaai, oOMaHys 1 6e3 Tpyaa 3apaboTai Kydy JeHeT.
CormacHo TakuM MPEJCTaBICHUSM OM3HEC — ATO JIETKUN U OOJIBIION 3apaboToK Oe3
CEPhE3HBIX TPYIOBBIX YCHIIHHA.

B cypoBoii peasibHOM 1€MCTBUTEIIBHOCTH HAJ0 HAWUTH, TA€ KYIIUTh, ONPEICIUTD,
CTOWT JIM TOKyNaTh, CYMETh KyIUTh 110 HEBBICOKOM 1LI€HE, KYIIUTh T'OJIHBII TOBAp,
00€ecTeunuTh €ro COXpPaHHOCTh, IEPEBE3TH Ha MECTO MIPOJIAXKH, 3AMOIYIUTh 3TO MECTO,
MOTECHUTh KOHKYPEHTOB-TIPOIaBIIOB, MPUBIIEYb MMOKyHaTeNsl, yOSAUTh €ro KyInuTh 1o
JIOCTaTOYHO BBICOKOM, HO JOCTYMHOM IIEHE, YIUIaTUTh HAJIOTH U T.A4. Tak 4To
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HaMaelIbcs He MEHBIIIE, YeM Ha 3aBojie, Oy/Ielb Oerath OT 3apu J0 3apH, 3a0yeIlb,
YTO TAKOE€ BBIXOJHBIE JHU.

Koneuno, mogoOHas TpeBoXkHas, OECTIOKOHAs, BEUHO XJIOMOTINBAs, PUCKOBAS
JKU3HBb OOBIYHO BO3HATPAXKIAETCSI BRBICOKMMHU MaTEPHAIbHBIMU, JCHEKHBIMH
noxonamu. [lpu ynade, mpu KpymHBIX BBITOJIHBIX CAENKAX, MPEANMPUHUMATEIbCKIX
omnepanusix OM3HECMEH MOKET UMETh MECSIYHBINA TOXO, U3MEPSIEMBbIil ThICITYaMU
noJutapoB. B To jxe Bpemsi, Oyaydn HEJOCTaTOYHO OMBITHBIM UJIH MPOCTO HEBE3YUUM,
PEIIPUHUMATEIH CIIOCOOSH TIOTEPSITh TAKKE CyMMBI €IlIe ObICTpee, YeM MPUoOpe
uX.

[IpennpuHMMaTeNbCcKas aKTUBHOCTh XapaKTepHU3yeT MOOUIBHOCTh, AMHAMUYHOCTD
[JIaBHBIX JEHCTBYIOIIUX JIUI SKOHOMUKH — XO3SHUCTBYIOIINX CYyOBEKTOB.
KpynHelmmii HeoCTaTOK COBETCKONW YKOHOMHUKH COCTOSI B TOM, YTO OHA MOPOXKAAIa
CTPEMJIEHHE K CIIMIIKOM CIIOKOWHOMY 3KOHOMHYECKOMY ITOBEJICHUIO. Y CIIEX B
HKOHOMHMYECKHX JeIax cJ1abo 3aBUCEN OT MPEANPHUHUMATENECKOM aKTUBHOCTH.

Bb110 GBI, KOHEYHO, HEBEPHO YTBEPXKIATh, YTO B COBETCKON SKOHOMHUKE BOOOIIE
OTCYTCTBOBAJIM NPeAIIPUHUMATENbCKIE Hadala. T HuInaTuBHbIE, HIyIINe JII0IH,
CTpeMSIIUECS K HOBOBBEIEHUAM, K HETPAAUIIMOHHBIM [101X0/1aM HaXOAWJINChH U
cpeau paOOTHUKOB, U B Cpefie PyKOBOJUTEIEH.

JIBIKEeHUE K MPeANPUHUMATENBCTBY, €r0 Pa3BUTHE €CTh YP(PEKTUBHBIH My Th
OOHOBJICHHS POCCHICKON 3KOHOMUKH, TIPEBPALICHNUS POCCHUSH B TIOJIMHHBIX
HSKOHOMHUYECKUX CYOBEKTOB, X035€B, pA0OTHHKOB. DTO KIIIOUEBBIE YCIIOBHS IIepexoia
K 9KOHOMHKE PBIHOYHOT'O THIIA U, YTO ropas3zio Ooiee BaKHO, - K 3 (HeKTUBHON
9KOHOMHUKE.

Heynauu peiHouHBIX pedopm B Poccun Bo MHOrOM 00yCIIOBIICHBI HEYMEHHEM U
HEKEJIAaHUEM OCBOUTH MaJIO€ U OOJIbIIOE MPEAIPUHUMATENBCTBO, OTCYTCTBUEM
TATOTEHUS K IPOU3BOJICTBEHHOMY OM3HECY.

Ha Bocnipusitiie 6usHeca B Poccun Bee elie HakiIa pIBacT OTIEYaTOK TO
06CTO$ITCJH)CTBO, YTO OH OBLI ¥ YACTUYHO OCTAETCS TCHCBBIM, CKPbIBACMbIM,
HOANONBHBIM. [IpOTHBO3aKOHHBIIT OM3HEC TEM HJIM HHBIM 00pa30M MPOSIBISETCS BO
BCcex cTpaHax. Ho ero Hanuume U eCTeCTBEHHOE OCYKICHUE OOLIECTBOM HE JOJKHBI
OBITH TOBOJIOM, UTOOBI OpOCaTh TeHb Ha OM3HEC BOOOIIIE, B LIEJTIOM.

[To cBoeit mpupoae OU3HEC MPEICTABIAECT COUETAHIE MHOTOOOPAa3HBIX BUIOB
MIPOU3BOACTBEHHO-9KOHOMHYECKOM IEATETLHOCTH. TAroTeHne POCCUIMCKOTO On3Heca
K YUCTO KOMMCPUYCCKHUM Q)OpMaM €CTh CJIICACTBUEC TOI'O, YTO OH HAXOJUTCA B
HavyaJbHOU (pa3e cTaHOBIEHHUS, CYIIECTBYET B YCIOBUSIX HEJJOCTATOUHO 3PEIIbIX
OoTHOIIeHU. HeCOMHEHHO, YTO CO BpEMEHEM CIIOBO «OHM3HEC» OyIeT
BOCIIPUHUMATHCS HAMH HE TOJIbKO KaK BBITOJHbIE TOPTOBbIE ONEPALIUU, HO U KaK
MPOU3BOACTBCHHAA CO3UAATCI/IbHAA JCATCIIBHOCTL BO UM 06H.[CFO 6nara, B3alMHOU
BBITO/1bI Jto/Iel. buszHec mepemecTutcs U3 cepbl KOMMEPLIUH, YCIYT B cepy
HpOH?;BOI[CTBGHHOfI ACATCIIBHOCTH.



You’re in Business Unit 2 [exercises]

unit 2
LEGAL FORMS OF ORGANIZATION

How A BUSINESS IS ORGANIZED

l.
Ex.1 Translate from Russian into English using the active vocabulary of the unit:

1. YacTHblil npeanpuHUMATEIh HECET IOPUIMYECKYI0 OTBETCTBEHHOCTh IO OIUIATE JIOJITOB
cBoeil kommaHuu. B ciayuyae OaHKpOTCTBAa [UIsl TMOTAIICHUS 3aJ0JIKEHHOCTH JIOJDKHO
WCIIOJIB30BATHCS TUYHOE UMYIIECTBO MPEAIPUHUMATEIIS.

2. Bnagenen 4acTHOTO MPEANPHATHS O0s3aH IUIATHTH JIMYHBIA MOJOXOJHBIA HAJIOr Ha
npuObUTE. CaM ke Ou3Hec He 001araeTcs HaJIOTOM.

3. YacTHbI npeanpuHUMAaTENbh 00J1a1aeT MOJTHOW CBOOO0M B MPUHATHH PEIICHUNA, HO MPHU
9TOM OH OJVMH HECCT OTBCTCTBCHHOCTH 3a HCTIPABUJILHO CI[CHaHHBII\/'I BI:IGOp.

4. JloroBop 00 YYPEKICHUHM TOBAPHUIIECTBA O0S3aTEIBHO JTOJHKCH BKIIOYATH JIBA BAKHBIX
MyHKTA:

a) KaKHe CpeJICTBA MHBECTUPYET KaK/bIi MapTHEP

0) yci0BUs U3MEHEHHUS WM JIMKBUAIIMY TOBAPUIIECTBA
5. Brmazgenen 4acTHOTO TMPENNpPUATHS OAWH NMPHHUMAET BCE PEIICHHS, B TO BpeMs Kak y
COBJIA/IENbIIEB TOBAPUILECTBA MOPOM BO3ZHUKAIOT CEPhE3HBIE PA3HOITIACHS, KOTOPBIE MOTYT
NPUBECTH K JTMKBUAALUU OU3HEca.
6. Kaxxplit wieH ToBapuiiecTBa HECET IOPUANYECKYI0 OTBETCTBEHHOCTD 32 BCE JOJITH CBOCH
komnaHuu. [losTomMy, ecim OOUMH M3 MAapTHEPOB pPACTPATUT JIE€HBbIU, NpPUHAIEKAIINE
KoMIaHuu (to squander), Apyrum npuaETCSI BO3MECTUTH 3TOT JOJT.
7. JlesTenpHOCTh KOPHOPALU CTPOro KOHTPOIUPYETCS TOCYAaPCTBOM.
8. Komuccus mo neHHbsIM Oymaram U OupkaMm co3faHa Ajisl TOTO, YTOObI KOHTPOJIUPOBAThH
TOPTOBJIIO AKIMSIMH | 3AIIUIIATH YACTHBIX JIMII, KOTOPbIE MPUOOPETAIOT aKIUHU y TTyOJINIHBIX
KOMIIaHUU.
9. AKkuMoHepsl H30MPAIOT COBET ITUPEKTOPOB, KOTOPBHIM B CBOIO OuYepeab HAHHUMAET
[Ipesunenta (wnu ['enepanbHOTO TUPEKTOPA) JIJIsl YIPABICHUS KOMIIAHUEH.
10. CoBeT OUPEKTOPOB YIEpKHUBAET YacTh MPUOBLICH KOPIOPALUHU A PEUHBECTHPOBAHUS,
JpyTas 4acThb B BUJE JUBUCHAOB PAaCHpEeseTcs aKIIHOHEPAM.

Ex.2 Fill in the blanks with prepositions:
1. The partnership has an advantage the sole proprietorship managerial ability.

2. The business operator must comply the legal regulations.

3. The smooth operation of a partnership requires the owners to agree management
policy.

4. The liability of a corporation is limited the value of the assets of the company.

5. The Board of directors has decided to pay a dividend $ 5 per share

6. The individual stockholders pay personal income taxes their dividends.

7. The corporation can enter business agreements its own.
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8. The ownership of the corporation can be easily transferred stock sales.
9. The stock owners vote a board of directors.
10. The corporation has access large amounts of capital.

Ex.3 There are several mistakes in the following sentences concerning legal forms of
organization. Tick the incorrect statement and explain why you disagree with them.

1. The legal liability of a sole proprietor may be more than his investments in the business

2. Partners own all the assets, owe all the debts, share the profits which are taxed twice.

3. The ownership of a corporation can be changed through stock-sales.

4. In a sole proprietorship the personal wealth of all the partners can be used to secure loans.
5. The sole proprietorship has access to large amounts of capital and has limited liability.

6. The business of a sole proprietor itself pays no tax but the owner must pay personal income
tax on his profits.

7. If a corporation wished to cease the activity the owners would have to agree on how to
dissolve it according to the articles of co-partnership.

8. The partners own all the assets and share equal profits.
9. The board of directors retains part of the profits to increase the capital of the corporation.
10. The activities of the corporation are not regulated by the government.

1.

Render into English:

Part 1

EnuHonmuyHoe BiajeHHe — 3TO J€J0, KOTOPHIM BIIaJleeT OJMH YEJOBEK; JaHHas ¢opma
OusHeca sBiseTcs HauOoisiee pacmpocTpaHeHHoW. Ho mouTtu Bce 3Tu mpeanpusaTvs O4YeHb
MaJiel 110 pasMepam. [IpuumHa momyasipHOCTH 3TOH (JOPMBI B TOM, YTO 3TO HanboJiee MPOCTOU
U JICHIEBBINA CIIOCOO OpraHu3anuu Ou3Heca.

Kpome Toro, ectb u apyrue npeumyiiectBa. Kaxapiii COOCTBEHHHUK BJIaJIe€T BCEH MPUOBLIBIO
OPEINPUITHSI, OHU caMH ce0e X035i€Ba M BOJbHBI MIPOU3BOJIUTH JIFOObIE M3MEHEHUS. 3aKOHBI
YCTaHaBJIMUBAIOT AJiI WHAWUBUAYAJIbHBIX C06CTBCHHI/IKOB MHWHUMAJIBHBIC OT'PAHUYCHUSA, OHU HC
JOJKHBI TUIATUTh CIIELUAIbHBIA HAJIOT, MPEAYCMOTPEHHBIM AJi1 aKIMOHEPHBIX O0IIECTB. Y
HUX €CTh TaKXKe IIaHC T0OUThCA ycrexa U MPU3HAHUS TOJIBKO JIMYHBIMU YCUITUSMHU.

Ho ectp m HemocTtaTku HHAUBUAYaTbHOW (OpMBI cOOCTBEHHOCTH. OUYEHb Cepbe3HBIN
HEJ0CTaTOK — II0JIHAsi UMYIIECTBEHHAs OTBETCTBEHHOCTh, KOTOPYIO HeceT Bianenel. Bce
JIOJITK W TIpOOJIEMBI, CBA3aHHBIC ¢ OM3HECOM, JIOKaTcs Ha ero miedd. Eciam Ou3Hec TepnuT
Kpax , COOCTBEHHHUK JOJKEH BBHIMIATUTH BCE JIOJTH. JTO MOXKET 03HA4YaTh MOTEPIO JTMYHOM
COOCTBEHHOCTH, TaKOW, Kak MallMHBL, J0Ma, cOepexeHus. Bropoil HemocraTok —
OTPaHUYEHHOCTH KanmuTaja. DTO 3HAYUT, YTO JICHBI'H, KOTOPhIE MOTYT OBITH BJIOKEHHI B JIEIO,
OTPaHWYEHBI CYMMOW COEpeKEHUU Biaelblla ¥ BO3MOXXHOCTBIO TMOJydeHHs KpeauTa. B
clIy4yae CMEpTH BIaJeibla JAeN0 JUKBUAUpyercd. Jlpyrue HeIoCTaTKh MOTYT BKJIIOYATh
MEHbBIIIUE BO3MOXKHOCTH JIsi paboduuxX, OrpaHHUYEHHs B pa3Mepe M pPOCTe NPEANPHSITHS,
TPYJIHOCTH MEHEKMEHTA.
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Part 2

ToBapuiiecTBO — 3TO Takoe€ NPEANPHUITHE, KOTOPbIM BJIAACIOT JIBA WM HECKOJIBKO
coBlazenbleB. TOBapuUIECTBO HMEET OIPEJCIICHHbIE MPEUMYIIECTBA IO CPAaBHEHHUIO C
€/IMHOJIMYHBIM BJIaJICHUEM:

» OObenvHeHne NapTHEPOB MMO3BOJISIET MPHUBIICYH JOMOTHUTEIBHBIE CPEIICTBA
» Kaxplii mapTHEp BHOCHT B JIEJIO CBEKUE UACU MM CBOW TaJIaHT.

Tak xe Kak u CANHOJIMYHOC BJIAACHNUEC, TOBAPHUIICCTBO OTHOCUTCIILHO IMTPOCTO OPraHUu30BaTh U
OHO HC MOABEPTracTCsd CriCHUaJIbHOMY HaJIOT000I05KEHHIO.

Teneps 0 HeTOCTaTKAX:

» Bo wMHOrmx ciydyasx KaXIblii M3 TAapTHEPOB HECET HEOTPAaHHMUYCHHYIO
UMYIECTBEHHYIO OTBETCTBEHHOCTh. KaXIplii mapTHep JMYHO OTBEYAET II0
00s13aTeNIbCTBAM TOBapuIlecTBa. [IpyrumMu cioBaMu, eciiu OM3HeC TEPIUT Kpax, ero
KpeauTopsl (Te, KOMYy TpHHAUIeKAT ACHBIH) OyAyT HMMETh IpaBO TpeOOBATh
BO3BpaTa CPEACTB KaK OT KaXIOro B OTIENbHOCTH, TaK U OT BCEX NapTHEPOB
BMECTE.

INaponsn Hoynoy, I'mopusi Ilya u xex Puu Obutm coBnamenbiiaMu ToBapuinecTBa «Trio
Dress Shoppe». Ilo ycnoBusM ux nmaptaepckoro cornamnienus, Hoynoy u Ilya xaxnaplii umenu
npaBo Ha 40% Bcero goxoxa, ocraBmmecs 20% mum Puuy. B mpommiom mecsie ¢upma
pazopunace. [locne pacnponaxu MMylLIecTBa KOMIIaHUsI OCTajach JOJDKHA Kpenutopam 10
ThiC. nosutapoB. Tak kak Hoynmoy um Ilya He uMMenu JMYHOrO HMMYILECTBA, KPEAUTOPHI
NPEICTaBUIM BCIO CYMMY K OIUIaTe ¢ IEPCOHAIBHOr0 OaHKOBCKOro cueta /Ixeka Puya.

» B cnywae, ecnm OIMH W3 TApPTHEPOB YMHUpPAEeT WM BBIXOIUT U3 JIeja,
TOBapuUIeCTBO  OQUIMAIBHO  TpeKpallaer cBoe  cymecTBoBaHue. Ecnu
MpEeAnpHusITHEe MPOJOJIKACT AesITeNbHOCTh. JIOMKHO OBITH 3aKJIIOUEHO HOBOE
COTJIallIEHHE.

» Pa3mepbl kamuTanga, KOTOPBIH TOBAPHUINECTBO MOXKET IPHBIEYb, OTPAHUYCHEI.
Tounplii pasmep OTOr0 KamuTanga OMNPENENSIeTCs HUMYIIECTBOM  (DUPMBI,
0JIar0COCTOSIHUEM MAPTHEPOB M X KPETUTOCTIOCOOHOCTHIO.

» IlapTHepsl MOTYT pa30MTHCh BO B3MVISIaX Ha yHpaBlieHUE (GUPMOU, YTO MOXKET
I10/10pBaTh €€ CyIECTBOBaHHE.

1.

Read a text about sole proprietorships and find out advantages and disadvantages of having
and operating a business of your own. Discuss them and compare your ideas with those of
your group mates

THE SOLE PROPRIETOR

Many businesses are sole proprietorships, firms owned and operated by a single person.
When a person decides to open an independent business, that person is then entirely
responsible for its success or failure. Any profits go to the owner; any losses are his or her
responsibility as well. If the losses prove to be greater than the investment, the individual is
responsible for paying them, even if this depletes his personal assets.

One of the advantages of a sole proprictorship is that an owner can make decisions quickly
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and decisively without having to consult others. And an individual proprietor by law, pays
fewer taxes and at a lower rate than a corporation does.

There are disadvantages of this form of business organization, however. A sole proprietorship
ends with the incapacity or death of the owner. The assets can be inherited by a person who
may then become an operator, but legally the business dies with its owner. Also, since it is
dependent upon the amount of money the owner has saved or can borrow, usually it does not
develop into a large-scale enterprise,

In spite of its limitations, the sole proprietorship is well adapted to many kinds of small
businesses and suits the temperament of many persons who like to exercise initiative and be
their own bosses. Some economic contributions of a small business are:

» A small business is often the starting point for developing a new product or
service. One person tries out an idea. If it is successful, the business grows, or the
product may be bought by a larger firm.

» The small business can give an individual a chance to gain experience, which the
person may use later on a large scale.

Y

Small businesses are particularly well suited for meeting specialized local needs.

A\

Artisans can provide individualized products for customers who have grown wary
of mass-produced goods.

» Small businesses provide a service where knowing one’s customers is important.

» Sole proprietors are reassuring to customers who believe an individual who is
accountable will do a good job.

Small businesses often grow into large ones, adding to the economic vitality of the nation.
Small business advocates contend that 55 percent of American technical innovations comes
from small — and medium-size businesses. Certainly, many of the creative innovators in the
American computer industry, including those who built successful companies in what is now
known as Silicon Valley, California, started out as outsiders working on hand-assembled
machines in their garages. By any measurement, small businesses are an important part of the
creativity, and the competition that provides new strength to the American economy.
Of course, it is true that small businesses often fail. But in the United States «failure» of a
small business venture turns out to be a valuable learning experience for the entrepreneur,
who may be more successful the second or the third time. Unsuccessful attempts to start a
business become part of the larger process of sorting out the market and making it more
efficient, according to small business experts.
Vocabulary

to deplete — ucromarh, ucuepbIBaTH

artisan — peMecieHHHK, MacTepOBOi

Ex.1 Write T (for True) and F (for False) next to the sentences below.
1. A sole proprietor is entirely responsible for his success or failure.

2. Even if the losses are greater than the investment, a sole proprietor will not deplete his
personal assets.

3. Sole proprietorships pay more taxes than a corporation does.
Legally the business dies with the sole proprietor.
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5. Small businesses are particularly well suited for meeting specialized local needs.
Small businesses do not often grow into large ones.

7. The people who like to exercise initiative and be their own bosses choose sole
proprietorships.

Ex. 2 Complete the following sentences.
1. Sole proprietorships are firms ....

The advantages of sole proprietorships are ... .
The disadvantages of sole proprietorships are ... .
Some economic contributions of small businesses are ... .

wokw

Often, failure of a small business venture turns out to be ...

Ex. 3  Translate into English a story of one sole proprietor. Say what would you do, if you
were him in this situation.

Korma mue ucnonamiics 21 rop, s yHacienoBaia 4acTHBIA Ou3Hec moero ortma. OTter Bceraa
TOBOPHJI MHE, 4YTOOBl BIaJ€Th U YIPAaBIATh KOMIIAHUEH, A JODKEH OBITh OYEHBb
OTBETCTBCHHBIM YEJIOBEKOM. S TONBKO HYTO 3aKOHYMI OSKOHOMHUYECKHHA (haKymbTeT
YHUBEpCUTETAa M JyMall, 4TO 3HaW U yMew Bce. S| moHuman, 4yto paboTa Ha MajioM
HOPEIIPUITUA MOXET CTaTh LIEHHBIM OIBITOM JUIsl MEHS Kak mpeanpuHuMarens. S Obu1 cam
ce0e X03IMHOM, IPUHUMAJT PEIICHHSI, PaJOBAJICs MPUOBLIN U COXales 00 yObITKaX.

OpHaxapl OIMH M3 MOUX Jpy3€d HOMPOCHUI MEHS HMPHUHATH ero Ha paboty. S cormacuics,
notoMmy 4to [Iutep ObuT TOTAa Ge3paboTHHIM. OH OBICTPO MPHUCTIOCOOMIICS, YaCTO MPOSIBISIIT
uHumatuBy. Ho ognaxas! [Iutep ckaszan, uTto paboTaTh 3aKOHHO HE BCEr/a 3HAYUT IIATUTh
Hanoru. He 3Hato mouemy, HO s MOCITyIIAJICS €TO.

JIBa Mecslla Ha3aJ HAJIOTrOBas MHCIEKIMS OOHapy>KWia, 4TO S CKpbIBAl CBOM JOXObl. Tak
KaK s BIajeniel] KOMIAHUM, S MOJHOCTBbIO OTBETCTBEHEH 3a Bce. S 3ammatun mtpad u
ucyepnayl BeCb MOW JIMYHBINA KalUTal.

Yro kacaercs [Tutepa, ToO OH CMOT CKONIUTH JACHET HA HOBYIO KBapTHPYy U MAIIUHY U MOKUHYJ
TOpO/I.

Ex.4  Split into pairs and act out the following dialogues.
a) Student A, You have recently inherited a small business and would like to operate
it. But your wife is absolutely against it. Try to persuade her that it would be a
valuable learning experience and you can make a big profit.

Student B. Your husband is eager to become a sole proprietor but you have recently
read an article about private companies and think that it is a dangerous and difficult
business. Persuade your husband not to start it.

b) Student A. You have started a business of your own and work day and night. Your
friend thinks that it is easy to operate it and doesn’t believe that you make a lot of
efforts in doing it. Explain him all the difficulties of a sole proprietorship.

Student B, Your friend is a sole proprietor. You think he does nothing but making
money Try to give all arguments and facts to prove your point.
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Y.
Ex.1 Complete the text with the following words & phrases:

ownership amount agreement
to dissolve management to suffer
proprietor share managerial ability
to be liable
When a (1) wants to expand the business, one way to do so is to form a

partnership, a business formed for profit by two or more co-owners. The rights and duties of a
partnership are regulated by laws of the state where it is formed and by a legal (2)
entered into by the co-owners.

Usually an agreement specifies the (3) of money each is investing and the
duties each partner assumes. A partnership agreement also may provide for a «silent partner»
who does not take part in the (4) , but who invests money in the business. The
partnership has the advantage in (5) . One partner may be qualified in production,
another in marketing. The partnership, like individual (6) is free from most of the
reporting that the government requires of corporations. Furthermore, it has a favourable tax
position when compared with the corporation. Federal taxes are payed by individual partners

on their (7) of earnings, beyond that the business is not taxed.

A major disadvantage of the partnership is that each member is (8) for all
the debts of the partnership. If one partner takes a large amount of money from the business
and squanders it, the others must pay the debt. Partnerships (9) - another major
disadvantage : decision-making is shared. If partners have serious disagreements, they would
have to decide on how to (10) the partnership.

Vocabulary:

CO-OWNEr - COBJIaIENell

to assume - mpuHUMATh Ha cebs
to provide for - mpexycmaTpuBaTh
to squander - pacro4ars, TPaTUThH

Ex. 2 Decide whether the following statements are true or false:

1. The rights and duties of a partnership are regulated by a legal agreement between the
CO-OWNers.

A «silent partner» does not run the business.

3. The partnership is liable for most of the reporting that the government requires of
corporations.

Federal taxes are paid by the partnership on its share of earnings.
5. Each partner is responsible for the debts of the partnership.
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Ex. 3 Choose the right answer.
1. A partnership is

a) a business formed for losses by two or more co-owners
b) a firm owned and operated by a single person
¢) a business formed for profit by two or more co-owners

2. What specifies the amount of money each co-owner is investing?
a) the laws of the state
b) an agreement entered into by the co-owners

3. A «silent partnery is a co-owner

a) who takes part in the management, but who does not invest money

b) qualified in production

¢) who does not take part in the management, but who invests money in the business
4. Federal taxes are paid by individual partners on their

a) share of earnings

b) share of losses

¢) share of income
5. A major disadvantage of the partnership is that

a) each partner assumes definite rights and duties

b) decision-making is shared

c¢) each member is liable for all the debts of the partnership

Ex.4 Complete the following sentences.
When a proprietor wants to expand a business, one way to do it is ...

The rights and duties of a partnership are regulated by taws of the state where ....

A partnership agreement also may provide fora ... .

The partnership has the advantage of... .

If one partner takes a large amount of money from the business and squanders it, ... .

AN S

If partners have serious and constant disagreements, ... .

Ex.5 Translate into English a story of one partnership, which was told to an advocate.
Imagine, you were him. What would you advise to your client?

OpHaxzapl MOM JApYr HpPEUIOKWI MHE CO34aTh TOBAPHUILECTBO U CTaTh €ro
coBnazenblueM. OH OOBSICHWI MHE, YTO MBI OyJieM AEIuTh npaBa M o0s3aHHOCTH. OIUH U3
HAc OyJeT 3aHST MPOU3BOJCTBOM, IPYyroi — MapkeTuHroM. Ho mbl 06a Oyaem mpuHUMATh
ydyacTue B YNpaBICHUM Hamedl KommaHueW. S corjmacwics W BIIOXKWI ONpPENEICHHOE
KOJINYECTBO JICHET B 3TO Jes10. S moHMMai Bce mpeuMmyllecTBa napTHepcTBa. Mbl ObulH OC-
BOOOJKJIEHbI OT HEKOTOPBHIX HAJOIOB M OT OTYETOB, KOTOpBIE NPaBUTEILCTBO TpeOyeT OT
kopropanuii. Ho, k coxasieHuro, s He BUJEN BCEX HEAOCTATKOB 3TOM (HOpMBI OpraHM3aluu
ousHeca. [IpunsaTHe pemieHnii — OCHOBHOM M3 HUX. Moii aApyr B3sul ero Ha ce0d. Ho oH He

XOTCJI OTBCYATD 34 JOJITM HALICTO TOBAPUIIICCTBA.
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OpnHa)xapl OH MPOMOTAN OOJIBIIYIO YacTh JIEHET KOMIIAHUU U 3asBUJI, YTO, BEPOSTHO,
OH cJeNan OmMOKYy W eMy He CTOWJIO cO3[aBaTh mapTHepcTBO. Celyac s MOHMMAIO, YTO
MOTEPSUT CBOM JIMUHBIN KauTal U IPHUOOPEIT JOJITH.

Ex. 6 Make up either a written story or an oral report on the suggested topics. Use as
many new words as possible. Try to make your story sound interesting for the audience and
guestions provoking.
Suggested topics:

1. How I became a co-owner of the business which had been my proprietorship.

2. A «silent partner» is a person who assumes no responsibility and has a constant profit.
3. How I squandered the money of the business partnership.

Ex. 7 Splitinto pairs and act out a dialogue.
One of you aims at forming a partnership. The other is eager to start a business of his
own. Try to persuade each other giving advantages and disadvantages of each form of
business organization.

Y.

For many companies *“success’” means constant growth and expansion. This text deals with
the main ways of raising new capital/or the company’s further expansion. Read it and
enumerate these methods.

The large corporation has grown to its present size in part because it has found innovative
ways to raise new capital for further expansion. Five primary methods used by corporations to
raise new capital are:

» ISSUING BONDS. A bond is a written promise to pay a specific amount of money
at a certain date in the future or periodically over the course of a loan, during
which time interest is paid at a fixed rate on specified dates. Should the holder of
the bond wish to get back money before the note is due, the bond may be sold to
someone else. When the bond reaches «maturity,» the company promises to pay
back the principal at its face value.

Bonds are desirable for the company because the interest rate is lower than in most other
types of — borrowing. Also, interest paid on bonds is a tax deductible business expense for
the corporation. The disadvantage is that interest payments ordinarily are made on bonds even
when no profits are earned. For this reason, a smaller corporation can seldom raise much cap-
ital by issuing bonds.

» SALES OF COMMON STOCK. Holders of bonds have lent money to the
company, but they have no voice in its affairs, nor do they share in profits or
losses. Quite the reverse is true for what are known as «equity» investors who buy
common stock. They own shares in the corporation and have certain legal rights
including, in most cases, the right to vote for the board of directors who actually
manage the company. But they receive no dividends until interest payments are
made on outstanding bonds.

If a company’s financial health is good and its assets sufficient, it can create capital by voting
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to issue additional shares of common stock. For a large company, an investment banker
agrees to guarantee the purchase of a new stock issue at a set price. If the market refuses to
buy the issue at a minimum price, the banker will take them and absorb the loss. Like printing
paper money, issuing too much stock diminishes the basic value of each share.

» ISSUING PREFERRED STOCK. This stock pays a «preferred» dividend. That is,
if profits are limited, the owners of preferred stock will be paid dividends before
those with common stock. Legally, the owners of this stock stand next in line to the
bondholders in getting paid. A company may choose to issue new preferred stock
when additional capital is desired.

» BORROWING. Companies can also raise short-term capital — usually working
capital to finance inventories — in a variety of ways, such as by borrowing from
lending institutions, primarily banks, insurance companies and savings-and-loan
establishments. The borrower must pay the lender interest on the loan at a rate
determined by competitive market forces. The rate of interest charged by a lender
can be influenced by the amount of funds in the overall money supply available for
loans. If money is scarce, interest rates will tend to rise because those seeking
loans will be competing for funds. If plenty of money is available for loans, the rate
will tend to move downward.

If corporate borrower finds that it needs to raise additional money, it can refinance an existing
loan. In this transaction the lender is essentially lending more money to its debtor. But if
interest rates have gone up during the period since the original loan was secured, borrowers
pay a higher rate in order to hold additional funds. Even if the rate has gone down, the lender
benefits by having increased the size of its original loan at a lower rate of interest.

» USING PROFITS. Some corporations pay out most of their profits in the form of
dividends to their stockholders. Investors buy into these companies because they
want a high income on a regular basis. But some other corporations, usually called
«growth companies,» prefer to take most of their profits and reinvest them in
research and expansion. Persons who own such stocks are content — to accept a
smaller dividend or none at all, if by rapid growth the shares increase in price.
These persons prefer to take the risk of obtaining a «capital gain,» or rise in value
of the stock, rather than be assured a steady dividend.

The typical corporation likes to keep a balance among these methods of raising money for
expansion, frequently plowing back about half of the earnings into the business and paying
out the other half as dividends. Unless some dividends are paid, investors may lose interest in
the company.

Vocabulary
maturity — cpok miaresa 1mo BeKCeto
a tax deductible expense — pacxoj (Tpara), He 0baraeMblii HAIOTOM
common Stock — akinoOHepHBII KauTar; akius
to plow back — BknanpiBaTh

Ex.1 Complete the following sentences using the information from the text.
1. A bond is
a) a written promise to pay a definite sum of money in a year
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b) an oral promise to pay a specific amount of money at a certain date in the future

c) a written promise to pay a specific amount of money which allows to pay it either at
a certain date in the future or periodically over the course of a loan

2. Investors who buy common stock can

a) receive dividends

b) manage a company

¢) vote for the board of directors

3. The corporations called «growth companies» usually

Ex. 2

a) reinvest the most of their profits in research and expansion
b) pay out the most of their profits in the form of dividends to their stockholders
c) assure their stockholders a small but steady dividend

Find the false sentences and correct them using the information from the text.

Bonds are desirable for many companies because there is no interest rate in them.

Interest paid on bonds is a tax deductible business expense for the corporation.

3. As holders of bonds have lent their money to the company, they have voice in its
affairs and can share all profits and losses.

4. When a company’s assets are large, it can create capital by voting to issue
additional shares of common stock.

5. The owners of a «preferred» stock are always paid first.

If there is little money, interest rates will move downward.

7. The typical corporation prefers to use all the principal methods of raising money
for expansion.

Ex. 3 Match the beginnings of the sentences to their ends using the information from the

text.

® Nk D=

Five main methods used by corporation to raise new capital are...
A bond is...
Interest paid on bond is...

Issuing too much stock ...

A preferred stock is...

Short-term capital is...

If plenty of money is available for loans...

A «growth company» is...

A.

O

a written promise to pay a specific amount of money at a certain date in
the future or periodically over the course of a loan.

diminishes the basic value of each share.
a stock which dividends are paid before those with common stock.

issuing bonds, issuing preferred stock, borrowing, sales of
commonstock and using profits.

a corporation which takes most of its profits and reinvests them in
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research and expansion.
F. atax deductible business expense for the corporation.
G. the rate will tend to move downward.
H. working capital to finance inventories.

Ex. 4 Answer the following questions.
. What do many companies raise new capital for?

. What methods of raising new capital do you know?

. Why are bonds desirable for the company?

. Do holders of bonds have a voice in company’s affairs?

. What rights do the investors who buy common stock have?
. What happens when a company issues too much stock?

. When are the owners of the preferred stock paid?

. Where can a company borrow its working capital?

O 00 3 &N L B W N —

. What is the money policy of the «growth companies»?

Ex.5 Work with a partner and decide bow you would explain these notions to an outsider.
a bond

a loan

«maturity»

a common stock
a holder
dividends

«growth companies»

VV YV VYV VY
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unit 5
PERSONNELL

THE IMPORTANCE AND ROLE OF THE PERSONNEL DEPARTMENT

Ex.1 Translate the following sentences into English

1. MexaHu3M, peryJupyromuil MOBBIIICHNE 3apaO0THOM IIaThl, TEEph CYIIECTBYET —
OJIMH pa3 B IMOJITOJ]a MBI IPOBOJIUM OIIEHKY MTEPCOHAIA.

2. DTo cloXHas MpoLeaypa, HO IMEHHO I10 €€ pe3yIbTaTaM Mbl IPUHUMAEM PEIICHUE O
MIOBBIIICHUH 3apaO0THOM IJIaThI WIIH IPOABIKEHHH KOHKPETHOTO YeJIOBEKa.

3. YroOBl COTPYIHHMK HE «3aCHXKHBAJCS», Mbl pa3paboTaid CHEIHAJIbHYIO CHCTEMY
KapbepHOTo pocTa: ckaxkem, B 2000 roay AeByllKa Mpuluia Ha TOKHOCTh CEKpeTaps,
a ceifyac OHa yxe SBISETCS PYKOBOJIUTEIEM CPEIHETO 3BEHA.

4. B Hamel KOMIAHUM Mbl JAEM YEJIOBEKY BO3MOYKHOCTb pa3BUBATHCS: BEAb MBI
paboraem B IT-chepe u ecnu 4yThb-uyThb OCTAaHOBHMCS, HAC TYT K€ OOTOHST
KOHKYPEHTBI.

5. ConuanbHble (JOMOTHUTEIBHBIC) JIBIOTHl PACTIPOCTPAHSIOTCS HAa BCEX COTPYIHHKOB
PaBHOMEPHO H JOCTYITHBI BCEM.

6. HecmoTps Ha UCKIIOUMTENBHBIA  yCHEX KaJpPOBOM  MOJUTHKH  KOMITAaHUH,
PYKOBOJIUTEINN BBICIIETO 3B€HA WHOT/IA YBOJBHSIIOTCS — M 3TO OOBIYHO JIFOJIH, KOTOPBIX
MOTHUBUPYET CaMOpeaTu3aIiusl.

7. Ton Hasaxm ogHa poccuiickas pekiaMmHas ¢GupMa Opuaymaja HOBBIM HOJIXOJ K
MaTepUaIbHOMY BO3HATPAKICHUIO COTPYAHHMKOB, M CaMoOe€ OSK30THYECKOE U3
HOBOBBEJICHUN — OTKa3 OT (PMKCUPOBAHHOW 3apILIaThl.

8. Korma ciyxkamye BBIXOAAT HAa TEHCHIO WIH YBOJBHSIOTCS, JCMApTaMEHT IO
NepCOHANy JA0JDKEH HaOpaTh HOBBIX PAaOOTHUKOB, YTOOBI 3aIIOTHUTH OCBOOOMBIITHECS
paboure mMecTa.

9. BcerperuB uHTepecHOe 00BsBIEHHE O pabore, o00sA3aTeNbHO OTIPAaBbTE B
COOTBETCTBYIOIIYIO KOMITAHUIO MH(OpMaIio o cebe — B uaeane 3TO JODKHO OBbITh
pe3toMe BMeCTe C KOPOTKUM COTIPOBOAMTEIBHBIM MTUCHMOM.

10. Eciin BBI XOTHTE, YTOOBI BaMH 3aWHTEPECOBAJIOCH KaJIpOBOE arcHTCTBO, B PE3IOME
CJIEZIyeT 0XapaKTepHU30BaTh CBOIO KBATU(HUKAIMIO U OIBIT PAOOTHI.

Ex. 2. Match the words from the text with their corresponding definitions

1. transfer (n) 1. to give official or legal permission for something

2. submit (v) 2. a move to a more important job or rank in a company or
organization

3. fringe benefit 3. an amount of money you pay to a professional person for their work

4. promotion (n) 4. a process by which someone moves or is moved from one post, job
etc. to another

5. adverse (adj) 5. a complaint made by a worker to an employer, usually because they
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feel they have been treated unfairly

6. opening 6. not favourable

7. authorize (v) 7. an additional advantage or service given with a job besides wages

8. fee (n) 8. to be in charge of a group of people or a particular area of work

9. supervise (v) 9. to give a plan, piece of writing etc. to someone in authority for them

to consider or approve

10. grievance (n) 10. a job or position that is available

Ex. 3. Read the text and render it in English

BKYCHBIN COLIIAKET

OddexTuBHOCTE PabOTHI M ycmex OW3Heca BO MHOTOM 3aBUCAT OT CIIOCOOHOCTH
KOMIIAaHUM TPUBIIEKAaTh Hanbosiee KBATHU(PHUIIMPOBAHHBIX CHEIHATMCTOB U MOTHBHUPOBATH UX
Ha JIOCTY)KCHUU pe3ysibTaToB. Ceifuac, KorJia YpOBeHb 3apIliaT Ha aHAJIOTUYIHBIX JTOJIKHOCTSIX
B Pa3HBIX KOMITAHHUAX TOYTH BBIPOBHSJICS, 3aMOMYyYUTh HYXKHOTO CIEIHANNCTA YIAeTCs
TOJILKO 3a c4eT 0oJiee MPHUBIIEKATEILHOTO COIMAIIBHOTO TaKeTa — JOMOJHUTEIBHBIX JIBIOT U
KOMIIEHCAIINH.

Commaker — 3TO BCE, YTO COTPYJHHK MOXKET IOJNyYUTh OT KOMITAHHUH, TOMHMO
3apIiaTtel U TPEMUATBHBIX: KOPHOPATHBHOE IMUTAHUE, MEIUIMHCKYIO CTPaxoBKYy, OIUIATy
MOOWIJIBHOTO TeJe)OoHa U TPAHCMOPTHBIX PacXo/I0B; 00ydeHNe M MOBHIIIEHUE KBATH(PHUKAIINN
3a cuer KommaHuu. Commaker 4YacTo ObIBaeT JUIsi KOMIIAaHMM MeEHee 3aTpaTHBIM, 4YeM
JIOTIOJTHUTEIFHOE TIOBBIIEHHE 3apIuiaThl. [Ipr 3TOM 00BEM ITOTONMHUTENFHBIX KOMITEHCAIIUN
JUISl COTPYJHUKOB Pa3IMYHBIX YPOBHEH OMpEAEseTCs] COOTBETCTBEHHO MX BKJIATy B paboTy
kommanuu. Ho 6a30BbIil BapuaHT colmakeTa JODKEH ObITh JOCTYIIEH BCEM COTPYIHUKAM.

Haubonee nomynsipHeIM perieHreM sl 6a30BOTO COIIaKeTa SBISETCS OpraHU3aIHs
KOpPIIOPaTUBHOI'O ITMTAHUS. YILOBJ'IGTBOI)S[H, TaKuUM O6p2130M, OIHY H3 CaMbIX HaCYUIHBIX
NOTPEOHOCTE COTPYNHUKOB, KOMITAHUS MOBBIIIACT JOSIILHOCTD MIEPCOHANA U CO3JaeT Ooee
KoM(popTHBIE yciioBus Tpyaa. Ho jxenaemplil pe3yabTaT KOPHOPATUBHOE MUTAHUE TNPUHECET
TOJILKO B TOM CiIyd4ae, €CIi OHO OyJeT OpraHn30BaHO MPO(GECCHOHATBHO, a 3TO 3HAYUT — B
COTPYAHUYECTBE C MPO(HECCUOHATHLHON KEHTEPUHTOBOM KOMITAHHUEH.

OpHUM M3 KpyNHEHIIMX MIPOKOB Ha PBIHKE KOPHOPATHBHOrO NUTaHus B MockBe
apnsercs kommnanus «JlanpU», koropas 3aHumaetcs kedrepuHrom c¢ 1993 roma u ceituac
npejuiaraeT Haubojee HIMPOKHE BO3MOXKHOCTH JUIsl opraHuM3auuu nuraHus. OHa cozjana
HOBYIO KOHIICTIIIUIO KOPIOPATHBHOTO THMTAHUs, LEHTPOM KOTOPOW CTall <JIaHY-XOJID»,
NPUILEANINN Ha CMEHY TPAJAUIMOHHOM CTOIOBOM. JIaHY-X0JUT — 3TO OO0JIBINE, YEM MECTO, Kya
OPUXOIST TMOECTh. OTO BO3MOXHOCTh BOCCTAaHOBHTH CWJIBI M CMEHHTH OOCTaHOBKY, HE
nokuaas creH o¢puca. B maHu-xoime oOmIArOTCS, OTABIXAIOT M MPOCTO MPUATHO MPOBOISAT
oOenenHoe Bpems. Tyla MPUXOAAT BHIMUTH YTPEHHUH KO(E WM MO03aBTPAKaTh, MPOBECTH
HeopMabHOE COBELIAHUE WIIM OTMETUTH CBOW MaJeHBKUH MPa3JHHUK.

Wrak, MOXHO cCKa3aTb, YTO KOPHOpPaTHUBHOE IUTaHHE — XOPOLIMI BBIOOp I
BKJIIOYEHHUSI B COLIMAKET J000H opranuzanuu. A o0ex B JIaHY-XOJIe — 3TO OOJblle, YeM
npocTo 00en. ITO BO3MOXKHOCTh BOCCTAaHOBHTH CHIJIBI M CMEHUTh OOCTaHOBKY, HE MOKHJAs
CTEH oduca. ITO — exeIHEeBHasl MOPLU «BUTAMUHOBY» U XOPOIIEro HacTpoeHus. IMEHHO 3To
Y IOMOTaeT KPEMUTh KOPIIOPATUBHBIN IyX U JIOSUIBHOCTB IIEPCOHANIA IEHb 3a JTHEM.
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Ex. 4. Read the text and decide if the following statements are true or false.

LONG HOURS, INSECURITY AND LOW MORALE
By Andrew Bolger

Managers are unhappy about continued change and restructuring in British
organisations, which is leading to long working hours, job insecurity and low morale.

That is one of the main findings of a survey published today by the Institute of
Management and the University of Manchester Institute of Science and Technology. It aims
to follow changes in the quality of working life in corporate Britain over the next five years.
This first annual survey found that 82 per cent of UK managers regularly worked more than
40 hours a week. Thirty-eight per cent worked more than 50 hours a week, and 41 per cent
said they regularly took work home at weekends.

Workplaces in the 1990s are in a state of constant change. Sixty-one per cent of
managers said their organisations carried out a change programme in the past 12 months. The
most common forms of change were: cost reduction, redundancies, culture change and
performance improvement. Sixty-five per cent of respondents felt that employee morale and
job security had decreased, while 50 per cent agreed that motivation and loyalty had been
negatively affected.

However, reactions varied according to management level: 79 per cent of junior and
74 per cent of middle managers thought morale in particular had suffered, compared with 60
per cent of senior managers and only 21 per cent of chief executives and managing directors.

Poor internal communication was one of the key reasons for managers' insecurity. Sixty per
cent of junior and middle managers felt they were not kept informed about future strategies in
their organisations. Moreover, 40 per cent of junior managers said senior executives were
poor communicators.

When asked to indicate how satisfied they were with aspects of their job, managers
rated the relationship with their other managers and their boss highest (80 per cent and 64 per
cent were satisfied). Workload and recognition for performance were the two aspects causing
most dissatisfaction: 36 per cent of managers thought their workload was too heavy and 33
per cent did not think their work was recognised.

Managers at all levels were concerned about not having sufficient time to get work
done (64 per cent), lack of resources to do the job effectively (45 per cent), and information
overload (42 per cent). Sixty-three per cent said they felt guilty about taking time off when
sick.

Another significant finding was that restructuring had left organisations with a mix of
skills that were badly suited to their needs. The survey concluded: "Change management has
not generally had its intended consequences, while headcount reduction has negatively
affected morale and feelings about job security."

From the Financial Times

1. Long working hours, job insecurity and low moral in British organizations led to
drastic changes in the structures of many companies.
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Many workers take work home at weekends.

(98]

More junior managers than senior managers think that morale is worse now than
before.

More than half of junior managers think that senior managers are bad communicators.
Most managers think relations with their bosses are good.

Most managers think their work is recognized.

Most mangers feel they do not have the resources to do their work effectively.

Change management has not had the effects that were intended.

A A A

Reducing the number of people working in some organizations has made morale
worse.

10. Following restructuring changes, organizations have too many people without skills.
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unit 6
MARKETING

THE CHANGING CONCEPT OF MARKETING.

Ex 1.Translate from Russian into English:

1.

10.

B npotuibie ropl OCHOBHOIM 11€1bI0 OPTaHU3alNK COBITA (MAPKETHUHTA) SBISIOCH
CTUMYJIUPOBaHUE TIPOJIAXK, & JSJIBIBI MAPKETHHTA SIBJISLUTUCH TEMH JIFOJBMH, KOTOPHIC
MBITAJIUCH MPOJIATh TOBAPHI.

Taxk kak GakTOpsI peIHKA SABISIOTCS OJATONPUSTHBIMU, MBI, BEPOSTHO, MOKEM YBEITHUUTH
LIEHY, HE MOJBEPrasich PUCKY CHHKEHHS 00beMa pOJaK.

Kpome ctumynupoBanust cObITa Opranu3anus cObITa TaKke BKIOUaia pusnyeckoe
pacmpe/eneHre ToBapa Ha MecTe, TJIe OH B I€MCTBUTEIHLHOCTH MPOAABAJICS.

BwmecTto Toro, 9T00B KOHIIEHTPUPOBATHCS UCKIIOYUTEIHFHO HA IPOU3BOICTBE, KOMITAHUS
JOJIKHA YUUTHIBATh JKEJIaHUsI MOTPeOUTENs, a 3TO ropa3/io TpyAHEee, TaK KaK BKIIIOYAET
YeloBeYecKuil hakTop.

Bbonbiroe Koau4ecTBO ChIphs MEPEBO3AT BaJIOM, HO KOHEYHbIE MPOAYKThI, KOTOPbIE YaCTO
TpeOyIOT 0c000r0 yX0/1a, TAKOTO KaK XpaHEHHE B XOJOAUIBHBIX YCTAHOBKAX WUITH
OCTOPOKHOT'O 00paIlieHust, 0OBIYHO MEPEBO3SITCS TPYy30BUKAMHU.

Crpoc 1 (akTophl phIHKA YYUTHIBAIOTCS IO TPOU3BOJICTBA, MPEXK/IC YEM MPAKTUKOBAThH U
CO3/1aBaTh MPOIYKT, KOMIIAaHUU YYUTHIBAIOT JKEIaHUE MOTpeOUTeNeil KynuTh TOBap.
CoBpemeHHas opraHu3aius coObITa - 3TO CIEIUATN3HPOBAHHAS CHCTEMa BUIOB TOPTOBO-
MPOMBIIIIIEHHON AESITEeIbHOCTH, TaK KaK OHAa BKJIIOYAET pPellIeHUe MPOSKTHBIX 3a1a4 AJis
YAOBJIETBOPEHUS CIIpOca MOTPEOUTENs, HATMYNE TOBApa B HY’)KHOM MECTE B HY)KHOE
BpEMs, U pacCCMaTPUBAET T0XOAHOCTh KOMIIaHHH.

B Hacrosimee Bpems opranuzanus cObiTa BKIIOYAET B IEPBYIO OUEPElb OMPEACTICHUE
TOTO , YETO XOUeT NOTpeOuTeNb, a 3aTeM MPOEKTUPOBAHUE U CO3/IaHUE TOBapa JijIsl TOro,
YTOOBI yIOBJICTBOPUTH ITH KEIAHUSI.

B 50-e ronpl 110,14, 3aHUMAIOIIHAECS TOPTOBO-ITPOMBIILICHHOIO JEATEIbHOCTHIO, HAYAIN
MOHUMATh, YTO JIa)KE OTPOMHBIC 3aTPaThl HA PEKJIaMy U TIIATEIHHO MPOBEPECHHBIE
METO/IbI TPOJAXK SIBJISAIOTCS HEJOCTATOUHBIMH.

CopTupoBKa yCTaHABIMBAET KA4e€CTBO TOBApa IIyTEM CPABHEHUS €0 C ONPEICTICHHBIM
CTaHJapTOM, HalpuMep, OHa OYEHb Ba)KHA JJISl CEJIbCKOXO3SCTBEHHBIX MPOTyKTOB.

Ex 2. Insert the following words into the text. Pay attention to the proper form.

production catch up with  deliver consumer distribute manufacture
direct  sell efficiency advertising increase expenditures

EvVOLUTION OF THE MARKETING CONCEPT

Until the early twentieth century, business was 1)... mainly toward the production of

g00ds.2) ... demand for manufactured products was so great that manufactures could almost
3)... everything they produced. Business had a strong 4) ... orientation, in which emphasis was
placed on 5)... output and production 6)... . Marketing was limited to taking orders and 7) ...
finished goods.

In the 1920s, production began to catch up with demand. Now producers had to direct their
efforts toward 8)... goods to consumers whose basic wants were already satisfied. This new
sales orientation was characterized by increased 9)... , enlarged sales forces, and selling
techniques. 10)... produced the goods they expected consumers to want , and marketing consisted
primarily of taking orders and 11)... goods along with personal selling and advertising.
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During the 1950s, however, business people started to realize that even enormous advertising
12)... and the most thoroughly proven sales techniques were not enough. Something else was
needed if products were to sell as well as expected.

Ex 3. Read the text and render it in English.

OCHOBHEBIE BuJibl TPAHCIIOPTUPOBKH.

CrienmanucraM o MapKETUHTY HEOOXOMMO HHTEPECOBATHCS, KAKUE PELICHUS] OTHOCUTEIBHO
TPaHCHOPTUPOBKH TOBAPOB MPUHUMAIOT UX (pupMbl. OT BbIOOpa NEPEeBO3YHMKA 3aBUCUT U
YPOBEHB 1IEH TOBAPOB, U CBOEBPEMEHHOCTb UX IOCTABKH, U COCTOSIHUE TOBAPOB B MOMEHT HX
OpUOBITHS K MECTaM Ha3HAuYeHUs. A Belb BCE 3TO B CBOIO OUEPE/ib CKAXKETCS HAa CTETIEHU
YJIOBJIETBOPEHHOCTH MTOTPEOUTENEH.

[Tpu oTrpy3ke TOBapoB cKJIafiaM, AUjIepaM U NOTpeOUTesIM prupmMa MOKET BEIOUPATh U3 IATH
BUJIOB TPAHCHOPTA: JKEJIE3HOIOPOKHBII, BOAHBIN, aBTOMOOUIIbHBIN, TPYOOIIPOBOIHBIN U
BO3YILIHBIN.

C TOUKH 3peHUs 3aTpar KeJICe3HbIE JOPOTH — HanboJIee PeHTA0CIIBHBIN BHJT TPAHCIIOPTA JJIS
MEPEBO30K IPYy30B HABAIOM — KAMEHHOTO YTJIsl, PY/Ibl, IECKA, CETbCKOXO3SIIICTBEHHOM 1 IECHOU
MPOYKIIMH - HA JAJIbHUE PACCTOSHUSI.

3HayMTeIbHOE KOJIMYECTBO TOBAPOB MEPEBO3UTCS CyJaMU U Oapxkami 1o Bojae. CTOMMOCTh
NEPEBO3KH M0 BOJIE IPOMO3IKIX HECKOPONOPTSIIMXCS TOBAPOB HEBBICOKOM CTOMMOCTH THUIIA
necka, KaMEHHOT'O YIUIsl, 3€pHa, HehTH U METAJUIMYECKHUX Pyl oueHb Mana. C Ipyroi CTOpOHBI,
BOJIHBII TPAHCIIOPT CaMblil TUXOXO/HBIM U HEPEJIKO MOJIBEP>KEH BIUSHUIO IIOTOJIbI.

Yro kacaeTcst aBTOMOOUIIBHOTO TPAHCIIOPTA, TO B TOPO/IAaX OH OCYLIECTBISIET OCHOBHYIO Maccy
IPY30BBIX NEPEBO30K. ' Py30BUKHU B COCTOSIHMM MIEPEBO3UTH TOBAP «OT JABEPU 10 JBEPH,
n30aBIIsis OTIPaBUTENEH OT HEOOXOJUMOCTH JIMIIHUX MEPEBO30K. I py30BUKHN — peHTaOeIbHbIH
BUJI TPAHCIIOPTA ISl IEPEBO3KU HA HEOOJBIINE PACCTOSHUS TOPOTOCTOSIIIIUX TOBAPOB.

TpyOGonpoBos! — crierupuuecKkoe CPeACTBO TPAHCIIOPTUPOBKH HEPTH, KAMEHHOTO yTJIs U
XUMHUYECKUX IIPOJYKTOB OT MECT UX ITPOUCXOXKACHUS K PbIHKaM. TpaHCIIOPTUPOBKa
He(TEepOaYKTOB 1O HE(PTEPOBOAAM OOXOIUTCS JCIICBIIC, YEM T10 JKEJIE3HOU JJOpOTe, HO
HECKOJIBKO JIOPOXKeE, YeM 10 BoJie. BoibIIMHCTBO TpyOOIIPOBOIOB HCIIONB3YIOTCS BIaiebllaMU
IUTSL TPAHCTIOPTUPOBKH UX COOCTBEHHBIX TPY30B.

Bozayuiselil Bua TpaHcnopTa npuoopeTaeT Bce 0OJbIIYI0 3HAYUMOCTh. XO0Ts Tapu(bl TPY30BbIX
aBUAIEPEBO30K ropa3/io BHIIIE KEIE3HOJOPOKHBIX WIH aBTOMOOUIBHBIX Tapu(OB,
TPAHCIIOPTUPOBKA IO BO3yXYy OKa3bIBA€TCs M/I€AJIbHON B TEX CIy4asiX, KOIJla OCHOBHOE
3HaYeHHe UMEET CKOPOCTh U/UITU KOTJja HEOOX0AUMO JIOCTHYb OTJIaIeHHBIX PHIHKOB. Cpean
Han0oJee YacTo TOCTABIISIEMBIX 110 BO3yXY IPy30B CKOPOIOPTAILIMECS MIPOAYKTHI (Takue, KakK
cBexas pbi0a, )KUBbIE I[BETHI) 1 HETPOMO3AKHE U3EINs BEICOKONH CTOMMOCTH (Takue, Kak
npuOOpHI, IOBETUPHBIC U3/enus). PUpMBbl yOSKIAIOTCS, YTO UCIOIH30BAHNE aBHALIMOHHOTO
TpaHCIIOPTa MO3BOJIIET CHU3UTH TPeOyeMbIil YPOBEHb TOBapHBIX 3a11aCOB, YMEHBUIUTH YUCIIO
CKJIa/I0B, COKPAaTUTh U3AECPKKU Ha YIIAKOBKY.

TakuMm 00pa3om, eCiTi OTIPABUTENSI HHTEPECYET CKOPOCTh, €0 OCHOBHOM BBIOOP OKa3bIBACTCS
MC)K,Z[y BO3I[y1].IHBIM nu aBTOMOGI/IHLHBIM TpaHCHOpTOM. ECJII/I €ro ueJib — MUHUMAJIbHBIC
U3JICPIKKH, JCJIAeTCsl BBIOOP MEXTy BOJHBIM U TPYOOIIPOBOIHBIM TpaHCIIOpTOM. Bosbiie Becero
BBIT'OJI CBA3AaHO C UCITOJIB30BAHHUEM aBTOMOGI/IHBHOI‘O TpchnopTa, YyeM U O6’b$ICHH€TC$I pOCT ero
JIOJIA B 00BEME TIEPEBO30K.
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Ex.4.
a)read the following text:

TYPES OF MARKETS.

There are two types of markets according to the character of concluded contracts: spot markets
(the buying and selling of goods, currency or securities that are available for immediate
delivery)and futures markets (the buying and selling of goods, currency or securities for delivery
at a future date for a price fixed in advance).

There are three types of markets according to their function: commodity markets\exchanges,
stock markets\exchanges, foreign exchange markets.

Commodity markets\exchanges are the places where raw materials and some manufactured
goods are bought and sold for immediate or future delivery. Main terminal markets are situated
in London and New York. Terminal markets are the markets dealing mainly with commodities
that will be available in the future rather than goods that are available immediately. Most
terminal markets are outside the countries that produce the goods.

Stock markets\exchanges are the markets where stocks and shares are bought and sold under
fixed rules, but at prices controlled by supply and demand. The main idea of stock exchanges is
to enable public companies, the state and local authorities to attract capital by way of selling
securities to investors.

Foreign exchange markets are the markets where foreign currencies are traded.

b)mark TRUE or FALSE sentences:

1. Generally speaking, a market is a gathering of people for buying and selling, the place
where they meet.

2. There are two types of markets according to their function: spot markets and futures
markets.

3. Prices are the amounts of money that we pay in exchange for a unit of particular good or
service.

4. Relative prices of various goods are just the same as their absolute prices.

5. Stock markets are the places where foreign currencies are traded.

6. Futures contracts are concluded at a fixed price in advance.

7. All terminal markets are inside the country that produces the commodity.

Ex.5. Read the text and do the exercises after it.

Basic Methods of Market Research.

§1
There are many ways to perform market research, but most businesses use one or more of five
basic methods:

l. Surveys

2. Focus Groups

3. Personal Interviews
4, Observation

5. Field Trials
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The nature of information required and the amount of money you’re willing to spend would
determine which techniques you choose for your business.

§2

Surveys

Using concise, straightforward questionnaires, you can analyze a sample group that represents
your target market. The larger the sample, the more reliable the results.

§3

In-person surveys are one-on-one interviews. They allow you to present people with samples of
products, packaging or advertising and gather immediate feedback. While In-person surveys can
generate response rates of more than 90 percent they are also Market research can provide
critical information about the buying habits, needs, preferences and opinions of current and
prospective customers costly.

§4

Telephone surveys are less expensive than in-person surveys, but costlier than mail. However,
due to consumer resistance to relentless telemarketing, getting people to participate in phone
surveys is difficult.

§5

Mail surveys are a relatively inexpensive way to reach a broad audience. They're much cheaper
than in-person and phone surveys; however they only generate response rates of 3 percent to 15
percent. Despite the low return, mail surveys are still a cost-effective choice for small businesses.
§6

Online surveys usually generate unpredictable response rates and unreliable data because you
have no control over the pool of respondents. But an online survey is a simple, inexpensive way
to collect anecdotal evidence and gather customer opinions and preferences.

§7

Focus Groups

In focus groups, a moderator or facilitator uses a discussion guideline to lead a discussion among
a group of people. These sessions are usually conducted at neutral locations, using videotaping
techniques or tape recorders to record the discussion session. A focus group usually lasts for one
to two hours, and it takes at least three groups to get balanced results.

§8

Personal Interviews

Like focus groups, personal interviews include unstructured, open-ended questions. They usually
last for about an hour and are typically recorded. These types of surveys provide more subjective
information than surveys do. The results usually don't represent a large segment of the
population; nevertheless provides valuable insights into customer attitudes and are excellent
ways to uncover issues related to new products or service development.

§9

Observation

Individual responses to surveys and focus groups are sometimes at odds with people's actual
behavior. By observing consumers in action by videotaping them in stores, at work or at home,
you can observe their actual buying behavior. This gives you a more accurate picture of
customers' usage habits and shopping patterns.

§10

Field Trials

Placing a new product in selected stores to test customer response under real-life selling
conditions can help you with information regarding product modifications, price adjustments or
package improvements. Building rapport with local store owners and Web sites can help Small
business owners test their products
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Exercises to the text:

1) Look at the first paragraph and say what words have the same meaning as:
e give
e choice
e people who are expected to buy something

2) Using words from paragraph 2, can you complete the following statements?
e Make your answer clear and ... .
e A recent ... found that 58% of people did not know where their heart is.
e Gideon is very... - if he says he’ll do something, he’ll do it.

3) Look at paragraph 3. Can you explain the words:
e Feedback
e Generate
e Costly

4) Say which words in paragraph 4 have the opposite meaning to:
e Resistance
e Relentless
e Participate

5) Look at the 6™ paragraph and say which words correspond to these definitions:
e A series of questions to evaluate something or a system to collect information
e Available or operating on a computer or computer network
e Difficult to foresee or foretell

6) Look at paragraph 7 and say what words have the same meaning as:

° Basic, center
o Tactics, procedure, strategy
° Realistic, reasonable

7) Look at paragraph 8. Can you explain in your own words the writer’s definition of personal
interviews?

8) Look at the 9™ paragraph and say which words have the opposite meaning to:
. Opposing
o Precise
o Model

9) Look at the 10" paragraph. Is this statement correct or incorrect?
Developing a good ability to communication with regional shop possessors and internet can
provide support to powerful corporations in testing products.

Ex.6.Read the text and answer the questions:
Marketing Mix

In order to achieve your marketing objectives you need to have a strategy that includes different
elements - the various parts of the marketing mix. Calling it a mix reminds you to try and get the
balance right between the different elements. It is easy to assume that one part of the mix is
wrong, when in fact it is another.
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For example, if take-up of a newly-priced service is poor, it could be that the answer is to change
the service, or to deliver it in a way that is more convenient to the user, or to improve the quality
of the promotion (rather than to cut the price).

McCarthy identified the four P's of the marketing mix:

e Product Defining the characteristics of your product or service to meet the customers'
needs.

e Price: Deciding on a pricing strategy. Even if you decide not to charge for a service, it is
useful to realise that this is still a pricing strategy. Identifying the total cost to the user
(which is likely to be higher than the charge you make) is a part of the price element.

o Promotion This includes advertising, personal selling (eg attending exhibitions), sales
promotions (eg special offers), and atmospherics (creating the right impression through
the working environment). Public Relations is included within Promotion by many
marketing people (though PR people tend to see it as a separate discipline).

o Place or distribution. Looking at location (eg of a library) and where a service is
delivered (eg are search results delivered to the user's desktop, office, pigeonhole - or do
they have to collect them).

There are two ways to impress bluffers.
You can extend the number of P's - the two which are usually seen as useful additions for
services (including information services) are:

e People Good information services are not likely to be delivered by people who are
unskilled or demotivated;

e Process The way in which the user gets hold of the service (eg the way in which a
document or a search can be ordered).

The second way to show your marketing knowledge is to dismiss the P's as being as old
fashioned as the 1980s

For example, there are the C's developed by Robert Lauterborn and put forward by Philip
Kotler:

e Place becomes Convenience

e Price becomes Cost to the user

¢ Promotion becomes Communication

e Product becomes Customer needs and wants

These C's reflect a more client-oriented marketing philosophy. They provide useful reminders -
for example that you need to bear in mind the convenience of the client when deciding where to
offer a service. Some would argue that the marketing mix is too product-oriented, and that
modern marketing should not focus on it. However, it does provide a handy framework for
marketing analysis. The C's are also not nearly so memorable as the P-words, and marketing
texts still tend to use the latter to describe the elements of the mix.

If numbers less than 10 don't impress you, you can go for Evert Gummesson's 30Rs of
relationship marketing, from Relationship one ("the classic *dyad: the relationship between
supplier and customer") to Relationship 30 ("the owner and financier relationship").

Questions:

1) What do you need to achieve your marketing objectives?
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2) What can be the response to the fact that the service that was freshly priced was
not selected? (to change the service; to deliver it in a more convenient way; to
improve the promotion quality)

3) Who was the identifier of the 4 P’s of the marketing mix?(McCarthy)

4) What are the ways to impress bluffers?

5) Which variant of marketing mix do you prefer - the P’s or C’s? Explain your
choice.

6) What other variants of marketing mix do you know?

*dyad — couple, pair

Ex.7.Read the text and be ready to speak about different categories of General Market
Strategies.

Types of Marketing Strategy

One of the most important concepts of the marketing planning process is the need to
develop a cohesive marketing strategy that guides tactical programs for the marketing
decision areas. In marketing there are two levels to strategy formulation: General Marketing
Strategies and Decision Area Strategies.

General Marketing Strategies:

These set the direction for all marketing efforts by describing, in general terms, how
marketing will achieve its objectives. There are many different General Marketing
Strategies, though most can be viewed as falling into one of the following categories:

o Market Expansion — This strategy looks to grow overall sales in one of two ways:

o  Grow Sales with Existing Products — With this approach the marketer seeks
to actively increase the overall sales of products the company currently markets.
This can be accomplished by: 1) getting existing customers to buy more; 2) getting
potential customers to buy (i.e., those who have yet to buy); or 3) selling current
products in new markets.

o  Grow Sales with New Products — With this approach the marketer seeks to
achieve objectives through the introduction of new products. This can be
accomplished by: 1) introducing updated versions or refinements to existing
products; 2) introducing products that are extensions of current products; or 3)
introducing new products not previously marketed.

o Market Share Growth — This strategy looks to increase the marketer’s overall
percentage or share of market. In many cases this can only be accomplished by taking
sales away from competitors. Consequently, this strategy often relies on aggressive
marketing tactics.

e Niche Market — This strategy looks to obtain a commanding position within a
certain segment of the overall market. Usually the niche market is much smaller in
terms of total customers and sales volume than the overall market. Ideally this strategy
looks to have the product viewed as being different from companies targeting the larger
market.

o Status Quo — This strategy looks to maintain the marketer’s current position in the
market, such as maintaining the same level of market share.

o Market Exit — This strategy looks to remove the product from the organization’s
product mix. This can be accomplished by: 1) selling the product to another
organization, or 2) eliminating the product.
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Ex.8. Points for discussion:

1) What is the difference between selling and marketing, which is distinguished between
the selling concept and the marketing concept? Which work would you prefer — of a
sales manager or a market manager?

2) Why do most companies undertake market research rather than risk launching a
product or service solely on the basis of intuition or guesswork?

3) Once the basic offer has been established, the company has to think about the
marketing mix. What do you know about the best qualification of its elements?
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unit 7
DISTRIBUTION

THE METHODS AND ROUTES OF DISTRIBUTION

Ex.1. Translate the following words and word-combinations from Russian to English

KaHaJbl pacnpeaeseHus, MyTh OT IPOU3BOAUTEINS K KOHEUHOMY NOTPEOUTENIO, TOBAPHI
JUIATEIBHOTO  IIOJIB30BAHMs,  TOBapbl  IIOBCEIHEBHOTO  CIpOCa,  JOCTABKa,
IIPOU3BOJUTENL U ONTOBBI TOPrOBEL, CBOAWUTH IMOKYyMATelas M NPOAABLA, MOIydaTb
KOMMCCHIO, TOPTOBBIM ITOCPEIHUK, PBIHOK PO3HUYHON TOPTOBIIM, TOPTrOBBIM aBTOMAT,
PO3HUYHAs TOProBas TOYKA, COKPALATh HAKJIAJHBIE PACXOIbI

Ex. 2. Translate the following words and word-combinations from Russian to English

to find out, direct sales, a roadside stand, merchandise, a purchasing agent, to give
utility, a merchant middleman, an agent middleman, to put in contact, home appliance,
on display, a discount house, to eliminate, a franchise fee, a parent company, a
tracking line

Ex.3. Read the text. Choose the best word to fill each gap from A,B or C.

DISTRIBUTOR EMPATHY

Skilful supplier merchandising requires ...1... to empathies with both the customer
and the retailer/wholesaler (distributor). Understanding customers is one thing.
Understanding distributors and their ...2..., goals, strategies and tactics is another. It is
easy to grasp the importance of ...3... the theme of an advertising campaign inside a
store with carefully designed point-of-sale ...4.... It is not so easy to understand when,
why and how a retailer will ...5... its space to be used for such in-store promotions
and display, i.e. what its merchandising ...6... are and how to operate within that
framework.

This 'distributor empathy' helps a supplier to ...7... his product or service (and the
relevant marketing communications) ...8... in with the retailer's plans. The retailer
relationship is even more important in today's UK retail market since market ...9...
has moved from the manufacturer into the hands of a few major retail ...10... . It is
therefore necessary to understand the various distributor strategies and their approach
to merchandising ...11....

Many UK retailers do not enter into any merchandising arrangements with suppliers as
they (the retailers) prefer ...12... all aspects of product presentation centrally to ensure
commonality and consistency in all their stores. This is managed by carefully ...13...
store personnel and/or a roving display management and merchandising team. This
does not mean that the supplier can have no ...14... in the merchandising. Many stores
encourage pro-active contributions from their suppliers. Some suppliers gain
permission to use their own display teams ...15... that their particular products or
services have ...16... display on their allocated shelf at all times.
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1. A an ability B a chance C a possibility
2. A improvements B perspectives C inventions
3. A arranging B updating C maintaining
4. A show B display C scene

5. A pursue B guide C allow

6. A policies B politics C tactics

7. A make B do C complete

8. A correlate B fit C dovetail

0. A authority B energy C power

10. A chains B outlets C shops

11. A devices B techniques C appliances
12. A to control B to stimulate C to improve
13. A authorized B maintained C supervised
14. A involvement B enrichment C enlargement
15. A to prove B to ensure C to insecure
16. A standard B minimum C optimum

Ex4. Read the text and render it.

Kanan pacnpenenenus npuHuMaeT Ha ceOs U MOMOTaeT mepenaTh KOMy-Iuoo
MpaBO COOCTBEHHOCTH HAa KOHKPETHBIM TOBAp WM YCIYTY Ha ITyTH MPOWU3BOAMUTENS K
notpebutento. Kanan pacnpeneneHuss MOXHO TpakTOBaTh Kak MyTh (MapuipyT)
MEepEeBUKEHUSI TOBAapOB IMPOU3BOAMTENEH K MOTPEOMUTENSIM. YYAaCTHHKHM KaHaJoOB
pacrpesiesieHus: BBITOJIHAIOT psill PYHKLUH, CIOCOOCTBYIOIUX YCHEIIHOMY PEIIECHHIO
TpeboBaHuii MapkeTnHra. K HUM criexyeT oTHeCTH Takue (QyHKIHH, KaK: MPOBEICHHE
Hay4YHO-HMCCIIeI0BaTeIbCKOH  padoThl, CTUMYJUpOBaHME CcOBbITA, HaJaKUBaHUE
KOHTaKTOB € TMOTEHUUAJIbHBIMU MOTPEOUTENSAMHU, HW3TOTOBJICHHE TOBApOB B
COOTBETCTBUM C TpPeOOBAaHUSMHM MOKyNaTelei, TPaHCIOPTHPOBKA, CKIAJUPOBAHUE
TOBApOB,  BONPOCHl  (PUHAHCUPOBAHHS,  NPUHATHE  OTBETCTBEHHOCTH  3a
(YHKIIMOHMPOBAHUE KaHaJla paclpeieeHuUs.

Boibop  kaHanoB  pacmpefeneHuss  OPOAYKLMH  SBISETCS  CIOXHBIM
yNpaBJI€HYECKUM pELICHUEM, IOCKOJbKY BbIOpaHHBIE KaHaJbl HENOCPEICTBEHHBIM
o0pa3oM BIHUSIOT Ha OCTaJbHBIE pelieHuss B cdepe MapkeTuHra. Peammsanms
MPOAYKLUMHU B OOJBIIMHCTBE CIy4aeB MPOBOAMTCS 4epe3 MOCPEAHUKOB, KaXKIbIA U3
KOTOPBIX (OPMHUPYET COOTBETCTBYIOIIMI KaHall pacnpeaeneHus. Vcmonb3oBaHue
MIOCPETHUKOB B c(hepe oOpallieHHsI BEITOIHO MPEKAE BCe A Mpou3BoauTeneid. B atom
clly4ae UM NMPUXOAUTCS UMETh JIEJI0 C OTPAaHUMYEHHBIM KPYTOM 3aUHTEPECOBAHHBIX JIMII
no peanuzanuu npoaykuuu. Kpome Toro, obecrnedynBaercsi IIUPOKas JOCTYIHOCTb
TOBapa MpU JBWKEHUU €ro HEMOCPEACTBEHHO JUIsl pblHKAa cObiTa. C MOMOILIBIO
IIOCPEIHUKOB BO3MOXKHO COKPaTUTh KOJIMYECTBO MPSMBIX KOHTAKTOB IPOU3BOJUTENIEH
C TMIOTPEOUTEISIMU TIPOTYKITHH.

B kadecTBe MOCPEAHHMKOB MOIYT BBICTYNAaTh CHa0KEHYECKO-COBITOBBIE
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OopraHu3ainyeil KpyInHble ONTOBble 0a3bl, OMpXKEBBIE CTPYKTYphl, TOPrOBbIE AOMa U
Marazubl. Cpenu  OCHOBHBIX INPHYMH, OOYCIABIMBAIOUIMX  HCIIOJIE30BaHHE
MOCPEOHUKOB,  MOXHO  BBIACIUTH  CIEAYIOIIME:  OpraHu3auus  Ipouecca
TOBAPOJBIKEHUS TPeOYyeT HAIUYHS ONPeNIeIeHHBIX (DMHAHCOBBIX PECYpPCOB; CO3/IaHHE
ONTHMAJIbHOW CHCTEMBI TOBAPOJBIKEHUS IIPEIOJIAracT HAIMYME COOTBETCTBYIOIINX
3HaHUI U OMbITa B 00JIACTH KOHBIOHKTYPHI PhIHKA CBOETO TOBAPa, METOAOB TOPTOBIU
pacrnpeneseHusl.

[Tocpennuku Onarojapst CBOMM KOHTAaKTaM, OIBITY U CICHUAIN3ALUU
MO3BOJISIIOT 00ECTIEUUTh IUPOKYIO JOCTYITHOCTh TOBapa U JOBEJCHHUE €ro JI0 LIEJIEBBIX
PBIHKOB.

[IpennpusTisi B yCIOBUSAX PHIHOYHOM 3KOHOMHUKHU 3HAYUTEIbHOE BHHMAHUE
yIeNSI0T — mpoOsieMaM — ONTHUMM3allMM  Tpolecca  MPOJBMXKEHUS  TOBApOB  OT
MPOU3BOJUTENS K HoTpedurento. Pe3ynpTaTsl MX XO3SHCTBEHHOM AESITENBHOCTH BO
MHOT'OM 3aBHCST OT MPAaBUIBHOCTH BBIOOpA KAHAJIOB PaCIpeesieH!s] TOBApOB, (hOPMBI
U METOJOB HUX cOBbITa, MIMPOTHl ACCOPTUMEHTA U KadyecTBa IPEIOCTaBIISIEMbIX
IIPEANPHUATHEM YCIIYT, CBA3aHHBIX C Pealn3alnell IpoayKIUH

Ex5. Read the text and do the three tasks.

VERTICAL MARKETING SYSTEMS

In recent years, one of the biggest channel developments has been the vertical
marketing systems that have emerged to challenge conventional marketing channels.
Generally they provide stronger leadership and improved performance.

In contrast to the conventional distribution channel, vertical marketing systems
consist of producers, and wholesalers acting as a unified system. Any of these three
channel members can own, have contracts with or have influence over the other two
members. Vertical marketing systems achieve economies through size, bargaining
power and elimination of duplicated services.

In a corporate vertical marketing systems the many stages of production and
distribution are combined under single ownership. For example, Gallo, the world's
largest wine maker, does much more than simply turn grapes into wine. The Gallo
brothers own the trucking company which transports all the wine out of Modesto and
many of the raw materials back in. Gallo makes the bottles and the aluminium screw
tops. It participates in every aspect of selling and owns its distributors in about twelve
markets and would probably buy many more if the laws in a lot of states did not
prohibit it from doing so.

A contractual vertical marketing systems consists of independent firms at
different levels of production and distribution who join together through contracts to
obtain more economics or sales than they could achieve alone. There are three types of
contractual vertical marketing systems: wholesaler-sponsored voluntary chains, retailer
co-operatives and franchise organizations.

Wholesaler-sponsored voluntary chains are systems in which wholesalers
organize voluntary chains of independent retailers to help them compete with large
chain organizations. This is quite common amongst independent grocers.

Retailer cooperatives are systems in which retailers organize a new, jointly-
owned business to carry out wholesaling and possibly even production.

In franchise organizations, a channel member called a franchiser might link
several stages in the production-distribution process. There are three forms of
franchises. The manufacturer-sponsored retailer franchise system is common in the
automobile industry. The manufacturer licenses independent dealers to sell its cars. The
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manufacturer-sponsored wholesale franchise is found in the soft-drink industry. Coca-
Cola, for example, licenses bottlers (wholesalers) in some markets. They buy the
manufacturer's syrup concentrate and then carbonate, bottle and sell it to retailers in
local markets. The third franchise form is the service firm-sponsored retailer franchise
system. Here a service firm organizes a whole system for bringing its service to
consumers. There are many examples including car rental (Hertz, Avis), fast-food
(McDonalds, Burger King) and the motel business (Holiday Inn, Ramada Inn).

Finally, an administered vertical marketing systems coordinates the many
stages of production and distribution not through common ownership or contractual
ties but through the size and power of one of the parties. Manufacturers of top brands
can obtain strong trade co-operation. Thus Procter & Gamble or Campbell Soups
can command a lot of cooperation from resellers regarding shelf-space, displays,
promotions and price policies.

1. Decide whether the following statements are true or false

1. Vertical marketing systems achieve economies through contact with producers and
wholesalers

2. Franchise organizations do not participate in contractual vertical marketing
systems

3. Retailer cooperatives are systems in which wholesalers organize voluntary chains
of independent retailers to help them compete with large chain organizations

4. Systems in which retailers organize a new business to carry out wholesaling and
production are called retailer cooperatives

5. Procter & Gamble coordinates the stages of production and distribution through
the size and power of resellers

2. Answer the following questions

1. How might «the vertical marketing systems» be defined?

2. What is the difference between conventional distribution channels and vertical
marketing systems?

3. What are the three types of contractual vertical marketing systems?

4. What is the difference between Retailer cooperatives and Wholesaler-sponsored
voluntary?
5. What functions do the franchise organizations perform?

3. Explain the meaning of the following words:

to emerge to prohibit
conventional to compete with
unified jointly-owned

a wholesaler franchise

to bargain a dealer
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unit 8
PROMOTION

THE ROLE AND ACTIVITIES OF PROMOTION

Ex.1 Translate from Russian into English using the active vocabulary of the unit :

1. BbI cMOXeTe MpUBIIeYb OOJBIIE MOKYTATENeH, €CITM OHU «IIEPEKITI0YATCS C
KOHKYypupyoIero opsuaa Ha Bam Toap. Ho uto6s! cienath 310 TpeOyeTcst
co3zaTh OOINIYIO MPOTrpaMMy, KOTOpast ObLIa OBI ITOCTPOEHA B COOTBETCTBHU C
MPOAYKTOM U PHIHKOM CIIpOCa Ha HETO.

2. KomuccuoHHBIE — 3TO TaKOH BH]I OIIIATHI, KOTOPYIO MPOABEI] ITOTydaeT 3a
CoBeplIeHHE caenKu/mpoaaku. Komuccust 00bIYHO 3aBUCUT OT 00beMa MPOAaXK 1
npeCTaBisieT cOO0W MPOIIEHTHOE OTHOLICHHE OT Hero. IMeHHO mosToMy
MPOJABIIEI MIPEAMOYUTAIOT IPOAABATh TOPOTHUE U KPYTTHOTa0apUTHBIE
AIIEKTPOOBITOBBIE TOBAPHI.

3. 3agaua Bcex peKJIaMHBIX KaMIIaHHH MOBIHUITH Ha MOKYMATEIbCKUE MOTHUBBI
notTpeduTeneit TakuM 00pa3oM, 9TOOBI 3aCTABUTH MX MOKYIIATh UMEHHO TOT
MPOAYKT, KOTOPBIA PEKIaMHUPYETCSL.

4. 3arpaThl HA KOMHCCHOHHBIC, BBIIJIAYMBACMBIC KOMITAHUEH TOPTOBBIM areéHTam
OTIpaBJaHbl, MOCKOJIBKY 1I€HA €AMHUIIBI HANMEHOBAHUS/TIPOYKTa OYCHb BHICOKA.

5. Bwicokue 11eHbl Ha OCH3WH OTITYTHBAIOT MEPCIIEKTUBHBIX MTOKYIATEIICH OOJBITIX
aBTOMOOMIIEH, TaK KaK OHH MOTPEOISIOT MHOTO TOIUIMBA (HE YKOHOMUYHBI).

6. YMeHbIIeHHE KOJIMYECTBA MPOJAHHOTO TOBapa ObLT0O KOMIICHCHPOBAHO
YBEJIMUYEHUEM IIEHBI KaXKJI0T0 HAMMEHOBAHUS, IOSTOMY CYMMBI, ITOJIy4€HHBIC B
pe3yJbTaTe npoiax, He H3MEHUIIHCh.

7. Pexmama — 3TO paccuuTaHHasi HA MACCOBOTO MOTPEOUTENS MPE3CHTALINS TOBAPOB
u yciyr. [ponecc pekiaMupoBaHusl MOIXOIMT JJISl TEX TOBAPOB, KOTOPHIE
MPOJAIOTCS MOBCIONLY, TO €CTh SIBISIOTCS TOBapaMU MOBCEIHEBHOTO CIIPOCa.

8. CruMmynupoBaHHE cOBITA IPEITOJIATaeT HECKOJIBKO BUIOB JIeATeIbHOCTH. OHO
CTaHOBUTCS OUYEHb BaXXHBIM B c(hepe caMOOOCTyKUBAHUS, TO €CTh TaM, TJ€ HET
nITaTa mpoAaBIOB, U OOBIYHO OBIBACT JBYX BHI0B — HH(DOPMAIIMOHHOE U
MOOMIPUTENBHOE.

9. ToompurenbHOe CTUMYJIUPOBAHHUE ITO — PACIIPEIEIIEHUE TPOOHUKOB, TIPOTAKA
M0 CHUKEHHBIM II€HaM, MOIapKU U KYTOHBI, a TAaKXKe MPaBUIbHOE PACIIOIOKEHHE
TOBapOB HA BHUTPUHAX, YTO MOXKET MPUBECTHU K YBEIUICHHIO POIAK.

10. Ecnu mocie mpocMoTpa pekJiaMbl MOKyaTellb 3alIOMHUT Ha3BaHHUE MPOYKTa U
KYIIUT €ro, KOT/1a YBUINT, 3TO OyAET 3HAYUTH, YTO PEKJIaMa IMOBJIHIIA Ha €TO
BBIOOD.

11. OnHa u3 ommbOK B MAPKETUHI€ — PEKJIAaMUPOBATh TOBAP HE HAa TOM phIHKe. Eciu
TJIaBHBIHN MOCKLT B BaIllel peKiaMe HU3Kas IIeHa, TO Bbl MPUBIIEUETE JTIOACH,
KOTOPBIN XOTAT MOKYIIATh JCMIEBIC MPOIyKThI. [IpobiiemMa B TOM, 4TO OHU
HUKOTIa He OyAyT BalllUMU BEPHBIMU/JIOATBHBIMU MTOKyTaTensiMu. Kak Tompko
Balll KOHKYPEHT MPEIOKHUT IIEHY HUKE Balllel, TO 3TH OXOTHHUKH 32 HU3KUMU
reHamu (price shoppers) nepekirouarcst Ha €ro TOBap M BbI MOTEPsICTE KIMEHTOB.
Ecnu BBl XOTHTE IPUBIIEYH JIFOJIEH, KOTOPHIE JKEIAIOT IIATUTh 32 YCIYTY,
KOTOPYIO OHU TOJYYaloT, HE peKJIaMHUpPyITe HU3KHUE 1IEHbI, pEKJIaMUpyITe
KauyeCTBO.

12. Ommb0YHO OnUpaThCs B BallIle padOTe TOJIBKO HA OJJUH METO/ CTUMYJIUPOBAHMS.
Pexitama B razeTe, Ha «OKENTHIX CTPAHUIIAXY, JIUCTOBKU, TAOTUCUTH, TIPSIMBIE
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PacchbUIKM U T.J. — Bce OHH 3 (PEKTUBHBI 10 HEKOTOpOo# creneHn. Ho onn OyayT
emie 6osee 3QhHEeKTUBHBIME, €CJIA Oy IyT UCIIOJIb30BATHCS BMECTE, — KOTJIa OJIUH
METO/T IOJIICPKUBAET U YCUIIUBAET BIHMSHUE IPYTOTO.

Ex. 2

A

Put these four media types into the correct place in the table.

a) junk mail b) TV ¢) newspapers  d) billboards e) spam

Media type Advantages Disadvantages
1. very good for short sharp | can be affected by the
messages weather
2. can be targeted may be totally ignored by
recipient
can provide a lot of a company’s
3. detail/information advertisement can be
“lost” among many others,
possibly those of its rivals
4. can demonstrate the consumers may not pay
product in use attention
5. can reach a lot of people can be deleted before it
very quickly reaches customers
B. Match the words to make a word pair. (There is one extra word that you don’t

have to use).Then use your word pairs to complete the sentences below.

—

sales samples

special offer

free product

loyalty territory

Cross promotion

card

Wesent .......c.ooovenennne of our new shampoo to 100,000 homes for people to try.
When a customer shows her ..................... she gets a 2% discount.
Weuse ....oovvvieinnnnn, so, for example, if you buy our toothpaste you get a
special deal on our toothbrushes.
MYy oo covers the north of England and Scotland.
The oovviiiii, on this product range ends on the first of September.

Choose the best word from the brackets to fill the gap. In one case both/all the
alternatives are possible.
I think that a TV commercial is the best advertising

(place/medium/agency)

Our magazine offers readers a free every month.
(prize/discount/gift)

We value the men and women of our . (salesmen/salespeople/sales
force)

I’m running the advertising for the launch of our new model.

(campaign/endorsement/promotion)
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5. I’'m Sally Forbes and I'm manager for Iceberg Frozen Foods.
(sells/sales/selling)

6. Most of the who use our newspaper are small, local businesses.
(advertisers/adverts/advertising)

7. We ordered 500 12-page glossy to hand out at the trade fair.

(leaflets/brochures/samples)
8. Sending product or service information by post to specific individuals or

companies is called (direct mailing/mail order/postal advertising)
9. A selling technique based on making a personal call to an individual or company
is called . (personal selling/direct selling)
10. A promotion based on advertising in the actual shop is .(an in-

store promotion/a special offer)
11. A promotion method that involves the packaging of a product, such as including a
free sample or coupons, is called (point-of-sales advertising/on-
pack promotion)
12. Advertising around the playing area at sports grounds is called
.(sponsorship/perimeter advertising)
13. A promotion method for fast moving consumer goods which involves buying one

and getting one free is called . (bargain selling/BOGOF)
14. Promoting your activities or your company and its products or services on the
internet is called .(online advertising/advertising on the

web/Internet advertising)
15. Telephoning direct to homes or businesses to try to interest people in your

products or services is called . (cold calling/door-to-door
selling)

16. An investment in new point-of-sale boosted sales by 12 per
cent. (showcases/stands/displays)

17. We have to be clear about customer of what our product stands

for. (branding/perceptions/values)

18. The major TV campaign should help to increase brand
(feedback/reputation/awareness)

19. The newspaper story about working conditions got us a lot of bad

. (word of mouth/marketing/publicity)
20. That radio ad has a really nice , which I keep singing in my
head. (jingle/trademark/slogan)

Ex.3 Render into English
MAPKETUHI'OBOE TOILIMBO JJIsA “PAKET” HOBOI'O NMPOAYKTA.
PART 1

J11st TOrO, YTOOBI MPOTUBOCTOSTh HATHCKY MHOTOYHCIICHHBIX KOHKYPEHTOB,
kommaHus Panasonic 1Ba roja Hazaa pa3pabdotana ¢punocoduro crpaterun Rocket
Start: ObIcTpast pa3pabOTKa JJIsi KITFOUEBBIX PIHKOB PEBOJIIOIIMOHHBIX MPOYKTOB-
JT0kOoMOTHBOB (locomotive) i UX arpecCUBHBIN 3aITyCK B CaMblii KOPOTKHUI CpoK. B
Havayie oceHr Panasonic BeIMyCTHIT HA POCCUHCKUI PBIHOK CyOOpeH T
iockonanenbHbIX (flat-panel) TeneBuzopoB Viera, KOTOPBIN TOJKEH CAETATh
KOMITaHMIO JIMJIEPOM Ha PhIHKE TEJIEBU3MOHHON TexHUKU. KoMmanus Panasonic
pelniIa NOTHOCTHIO OTKA3aThCsl OT CTEPEOTHUIIOB MPOBIKEHHS TOBAPOB HA PHIHOK,
YTOOBI 3aITyCK «PAKEThI» MPOIIEN yCIIEIIHO.
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Ecnu roBoputh 0 pekiname Kak 00 HHAYCTPUH, TO CYLLIECTBYET HEKOTOpas yCTalOCTh
OT CTEPEOTUITHOTO MOCTPOCHUS PEKIAMHOI0 MPEJIOKEHHS, OOJIBIIOE KOJTHMYECTBO
HEMMCAHBIX 3aKOHOB, TaK WJIH WHAYE OTPAaHUYMBAIOIINX CBOOOMY neicTBuit. [ToaToMy
komnanus Panasonic perimia nornpo0oBaTh CIOMaTh KaK TPAAULIMH, YKe
CIIOXKUBIIMECA B ITpojaxe TB, Tak ¥ Tpaguuuu B pekiame Mogo0HONH TEXHUKH.

SIMOHCKUX MPOU3BOIUTENEH TECHIT Kopelckue OpaHabl, npexae Bcero LG u
Samsung. Tak, B EBpone 10151 KOMIIaHWU Ha PHIHKE TEJIEBU30POB 3a MOCIEIHUE AT
net ynana ¢ 15% mo 10% . B Poccuu nmotepu ocobenno apamaruunbl. Eciu 10 1998
rojia KOMIIaHUH, TIO €e COOCTBEHHBIM JaHHBIM, MpuHaiexkano 20% peIHKa, TO TIOCe
Kkpusuca u aktuBuzauuu LG u Samsung nons cHusmiach 10 3%, NOTOM MEJIEHHO
BbIpOcia a0 5%.

Uro nenats? BriOupaTh KIIIOYEBBIE PBIHKH U 3aKJIIbIBATh PEBOJIOIMOHHYIO
MapKETHHTOBYIO HJICIO €llIe Ha dTare pa3paOd0oTKi HOBUHKH. Y BEJIMYHBATH CKOPOCTh
npoeKkTHpoBaHus. BeiBoauTs npopsiBHbIE (breakthrough) ToBapsr mon cy606psnmamuy,
9TOOBI OTYETIIMBO JOHECTH UX HJIEI0. 3aIlyCKaTh TOBAPHI arPECCUBHO M B KOPOTKHUH
NepHo/I, TTOKa YHUKAIIbHOE KadecTBO ToBapa (unique selling proposition — USP) He
CKOITUPOBAJIM KOHKYPEHTHI. Y HUKAIBHOCTh Viera onpeaessieTcsl He CTOIBKO CaMOo
TEXHOJIOTHEH, CKOJIBKO BO3MOKHOCTSIMHU, KOTOPBIE 3TA TEXHOJIOTHS AA€T JIJIs
JaTbHEHIIIETO ero MpOABMKEHUS Ha PHIHOK. J[e]10 B TOM, 4TO, COTIIaCHO U3yUYECHUIO
BOCTIPHSITHS TEJIEBU3MOHHOTO N300pakeHUs], MOTPEOUTEINh TPEATIOYNTACT
n300paxkeHre HepealbHoe, HO BreuaTsionee. imeHHo Takoe monumanue (insight) u
JIETJIO B OCHOBY Viera, TaK Kak MO3BOJISUT CO3JaTh YHUKAIBLHOE TIO3UITHOHUPOBAHHE
IPOIYKTa — TOYTH BCE KOHKYPHUPYIOIIHE OPEH bl SKCILTy aTUPOBAIIH
«PEATTUCTUIHOCTDY.

MupoBast npembepa 6paHaa cocrosiach B koHue 2003 rona. biarogaps HoBomy
Opauy Panasonic B EBporne yxe 01130k K TOMY, 4TOOBI 3aXBaTuTh 30% phIHKA
Iu1a3MeHHbIX naHenel (plasma displays) B 2005 rony. 3anmyck Viera B Poccun orcran
ot rnobansHoro Rocket Start Ha monroga. OTedecTBEHHBIN PHIHOK MTOKA HE CAMBIi
NPUOPUTETHBIN st Panasonic.

PART 2

UYtoOs1 poccuiickasi pakeTa HarHaja MUPOBYIO, MOCKOBCKUN O(HC PEIITHIT
MaKCHUMAaJIbHO SIPKO BBIPa3UTh YHUKAJILHOE TIO3ULIMOHUPOBAHUE OpIH/Ia, CO3aB JUIs
Viera HecTaHAAPTHYIO peKIaMHyI0 Kamnanuto. [IlokupoBaTh M yAUBIATE KOMIAHUS
Panasonic pemmia, 3aMackMpOBaBIINCH O] HEOOJBILYIO TYPUCTHUECKYIO (hUpMY,
HPOJAIOIIYI0 IK30THIECKUE TYPBHI.

B okts6pe B poccuiickux CMU (mpecca, TeneBuaeHue, HapyxHas (outdoor) pexiama,
WHTEPHET) MPOXOIUiIa TU3EPHAs KaMITaHusl (teaser campaign), 1 oOpaTuia Ha ceOs
BHUMAaHHE MPEK/IE BCEr0 HEKOM HESIBHOCTHIO PEKJIAMHOIO MOCIaHUs: B pEKIaMe
HUKOUM 00pa3oM He YIIOMHUHAJICA caM NpoAyKT. [losBuinch pekiiaMHble COOOLIeHHS
CTPaHHOTO cojiepkaHusl. «[ onxu Ha maukax. J{opo2oy. «Bempeua ¢ Heghepmumu.
Jlopozoy. « Typwt na Jlyny. /lopocor. Beero 16 moxoxux coobmennit. OHM MOSBHIIACH
B MHTEPHETE, B JIEJIOBBIX €KEHEICTbHIKAX, HA PEKJIIAMHBIX IMIUTaX B MOCKBE U
[lerepOypre, npakTU4YECKH Ha BCEX LIEHTPAJIbHBIX KaHajaX. Pexiama Beirisiena
JJAKOHUYHO: YepHbIe OYKBHI Ha OeioM (oHe, Ha3BaHHWE OpIHIA U CCHLIKA Ha a/Ipec B
uHTepHeTe. OCOOEHHO HEOKUAAHHO OHA cMoTpenach Ha TB, rae BeiOMBanach u3
001Iero pekIaMHOTO MOTOKA KPAaCUBBIX POJIMKOB. KoMmaHus XxoTena no-HacTosmeMy
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3aBI€Yb Ay TUTOPHUIO, KOTOPOI OBLIIM MHTEPECHBI SK30THUYECKUE U JOPOTHE TYPhl —
BEJIb OTO UX LEJIeBas ayJUTOPUSL.

Hazpanue Opanaa Panasonic packpblii MacCOBOMY HOTPEOUTENIO TOJILKO HA BTOPOM
JTarne, KOTOpbIA HavaJcs B HOAOpe U okazajcs ropaszo Oosee TunuuHbIM. Ha3Banue
Viera pacmmmdpoanu kak «BuzyanbHas spa». Ha TeneBuieHuN BBITYCTHIN
TPaZULUOHHO «KPACUBBII» POJHK, WILTIOCTPUPYIOMNN BO3MOKHOCTH ITyTEIIECTBUS B
IPOCTPAHCTBE U BPEMEHH.

Kamnanus no 3amycky Viera qoikHa 3aBepIINTHCA K KOHITY stHBapst 2005 rona.
CornacHo Tekymiel TuHaMHUKe MPoAaK KOMIaHHs MPOTHO3UPYET B OKTIOpe —
nekadbpe 200% pocT 1o CpaBHEHUIO ¢ aHAJIOTMYHBIM [IEPUOAOM MPOIIOTO roja.
[TpaBna, ga’ke aBTOPBI KOHIEMIUHN MPU3HAIOT, YTO KaMIIaHUS MOJTY4YUIach BeCbMa
HEOJHO3HauHas. MHOTHE 3aBJICUEHHBIC TH3EPOM JIIOIU, 3aIIIJIU Ha CalT, U ObUIH
pa3oyuapoBaHbl y3HAB, YTO 3TO «BCETO JUIIIb TEIEBU30P». A CKOJIBKO MOTEHIIMATBHBIX
noTpeduTEeNeH MPOCTO HE 0OPATHUIIO BHUMAHKUE HAa HEPEaTbHbIC 00CIaHMs
HecylecTByomen Typhupmbl? KaMnanus 1eiiCTBUTENHHO BBI3BIBACT Pa3HYIO
PEaKIHIo y TIOTpeOHTENeH: KOT0-TO OHA CHIIBHO pa3ipakaeT, HO KOMY-TO 3Ta Urpa
HpaBuTcs. Panasonic Beput, 4To 1eneBoit ayqutopun Viera 3to 6mu3ko. [lostomy
OHH CO3HATEJIHHO IIIJTH HA PHCK.

Ex.4 The four short texts below are extracts from a guide to advertising methods
for owners of small businesses.

a) Read through the texts and then choose from the list the method of advertising
it is referring to.

TV, outdoor, yellow pages, newspaper, direct mail, radio, the Web

A. This method is convenient because you can insert an advertisement at a short
notice and your ad can contain details, such as prices and telephone numbers or
special offer coupons giving discounts. Another advantage is the large variety of
sizes available and so, even on a tight budget, you can place a series of small ads.
Position is exceedingly important, so specify in what section you want your ad to
appear. Request an outside position for ads that have coupons to make them easier
to cut out.

B. This offers the greatest possibility for creative advertising, can give a product or
service instant validity and allows you to target specific audiences, such as
children and their parents during afternoon cartoons. Despite some recent criticism
, when used properly, this is still the most effective advertising medium, but you
shouldn’t attempt it unless you have enough money in your budget to do it right. It
is advisable to employ an advertising agency to help you create a commercial that
will be effective for the goods or service you are offering.

C. This is a relatively inexpensive way of selling an image or idea, but it is a poor
medium for transmitting details such as prices or telephone numbers. Using it in
conjunction with printed advertising makes it twice as effective — you can say in
your commercial “See our ad in the Sunday Times “. As so many stations exist
nationwide, the total audience for any one station is limited, therefore it’s
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important to know which station your potential customers listen to and at what
times of the day.

D. This form of advertising allows you to place your business listings or ad in selected
classifications, so that when people need your product or service, they look up the
appropriate section and contact you. Since those who have looked up your
classification are already in the market to buy, your ad does not have to convince
people of desirability of purchasing your product or service. What it does need to
emphasize is the reasons why the reader should select your firm over the
competition.

b) Look at the statements (1-7) below and decide which advertising method (4, B, C
or D) each statement refers to. For each statement use one letter (4, B, C or D).
You will need to use some of the letters more than once.

1.
2.

Combining this method with another one is likely to get better results.

You can offer your customers an easy way to save money if you advertise by
this method.

This method lets companies focus their advertising on groups of people with
similar interests.

Before placing this kind of advertisement you need to think about what makes
your company better than others in the same field.

This method works best if handled by somebody with expertise in this area.
You need to do careful research before you choose this method so that you can
reach a sufficient number of people.

You should use this method if you don’t have much money to spend on
advertising.
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EX.5 Use the underlined words and phrases for making up a plan and then
summarize the text about promotion gadgets.

SURVIVAL IN BUSINESS

Survival in business is spelled: S-A-L-E-S. To make sales you need customers. You
can attract them with advertising but if you want to return customers you must build
customer loyalty. To build customer loyalty you must promote your store, and
promotion gadgets are a proven way to do that.

The oldest known American imprinted promotional products were political buttons
and commemoratives. During George Washington’s administration, “Long Live the
President” buttons designed to be sewn onto a tunic or coat were distributed.By the
early 1800’s the first American promotional products were rulers, yardsticks, cribbage
boards, paint stirrers, paper weights, etc. And a company manufacturer imprinted the
names of other companies or businesses on them. In 1818, The Farmer’s Almanac
was being published with the names of local merchants imprinted on copies so they
could give them away to their customers. Also, in the early 1840s, the practice of
giving away calendars featuring a firm’s ad began a practice to an Auburn, New York,
insurance salesman.

A lot of advertising gimmicks and programs have come and gone in the past few
hundred years, but the practice of giving away promotional items has hung around
because it works. If you doubt just look around your store/office. You have products
with names like Remington, Winchester, Nike, Columbia Sportswear; and not just on
the products you associate with those firms. You have probably got a few coffee cups,
key rings, coaster pads and other goodies.

Today’s products are designed to appeal to high-tech consumers, as well. My
computer mouse pad is from a drug manufacturing firm and is shaped like the cross-
section of the human brain. It gets the attention of anyone who visits my office. I've
also got colourful mouse pad from Jack Daniels and the Central Florida Convention &
Business Bureau. All of these items are meant to keep the name of each company
right in front of me.

The objective of the manufacturer is to sell you a product. It’s the retailer’s job to sell
the product to the consumer. Manufacturers help by advertising, offering promotional
programs, co-op advertising, and similar efforts. Today’s web sites and electronic
Internet magazines such as All Outdoors, with hypertext links between advertising on
that web site and their own web pages, make it possible for a manufacturer to send a
particular customer directly to your store to buy a specific product. If you are up-to
date on the Internet universe, have your own web page, and are linked with the
electronic magazine, you can even capture your own new customers.

To insure that first time customers become repeat customers, some retailers send a
thank-you card or letter to new customers who have spent a minimum amount in the
store. The problem with this approach is that it only targets the high ticket spender.
According to a study by Baylor University, a promotional product can out-perform a
thank-you letter by as much as 34 per cent in improving attitudes towards a company.
in a n Arizona State University study, 67 per cent of people surveyed said they were
more aware of a company’s products or services after receiving a business gift.
Giving away promotional items with your store name imprinted on them can enhance
your store’s image in the eyes of a customer. Imprinted promotional gadgets can help
develop a customer’s store loyalty not so much by causing a guilt complex for
shopping at another store, but reminding them that your store has the products they
want.
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Companies who use inexpensive “thank-yous” and gifts have been surveyed and
tabulated. Dr. Dan S. Bagley, III, Ph.D., University of Florida, published those
findings in his booklet “Understanding Promotional Products Marketing”. Bagley
reported that 83 per cent of business gifts were to thank customers, 56 per cent were
to develop customers. Gifts given for employee performance and longevity accounted
for 25 per cent. Another 10 per cent were given because customers expect them.
Bagley’s paper reported that the majority of business give-aways proved very
effective.

If you don’t get the repeat customers and your competitors do, and if you both have
the same product and the same prices, they must be doing something different. The
odds are — they are using promotional items to develop customer loyalty.
Advertising specialties are the products that (1) have an advertising or promotional
message, (2) are placed on (or with) a useful item, and (3) are given with no strings
attached. To get these items you have to either be in the right place at the right time,
have a salesmen visit you and drop them off, or visit a trade show. In every case
however, you were given the specialty product without incurring any obligation for
purchasing anything else or sending in a coupon.

Premiums are advertising specialty items not imprinted with the ad slogan or store
name and are not always given away. Premiums require some sort of commitment.
You might have to mail in a proof-of-purchase to get a hat from a manufacturer, or
you might even have to buy the premium. If you have to pay for it, and if the cost paid
covers the total cost of the item, it is a self-liquidating premium. If just part of the cost
is covered then it is a partial self-liquidator. One of the longest running and still
popular premium programs is the continuity program, in which a consumer gets a
glass, or new dish with each new purchase.

Premiums are also categorised by how they are distributed. A perfect premium is one
that is given directly to the customer by the sales clerk or is on the packaging.
Premiums are big business. In the breakdown of promotional products in the top five
product areas, wearables account for over12 percent; desk/office/business accessories
account about 6 percent; recognition awards/trophies/emblems/jewellery/clocks and
watches are almost 8 percent and glassware/ceramics products are about 10 percent.
To make premiums work for your retail store you’ve got to decide what you want to
accomplish. Maybe your goal is to attract more young families to your store. If that’s
the case, you need to shop around for promotional items that will appeal to young
families. Or you could be looking at ways to turn more single-visit customers into
repeat customers to build customer loyalty. In that case you could consider some sort
of continuity program, promotional item that requires a customer to return to your
store five times, each time to spend more than $25.

A well thought out promotional product that is part of your overall effort to promote
your store will help you to compete against the chains and build customer loyalty.
Take a look in your desk. Chances are you’ll be able to lay your hands on some type
of promotional product — a pen, pencil or other useful or decorative items imprinted
with a company name, logo or message.

Credit unions and other financial institutions use promotional products more that any
other industry with the sole exception health care, according to the study conducted
by Baylor University, Waco, Texas. But with more than 300,000 possible promotional
products, running the gamut from pencils to Waterford crystal, how do you pick the
one item most effective for your goals?
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EX.6  Read and translate the text using a dictionary and then describe the graph.
BACK ON THE UP
Revival in advertising spending

One year ago, the advertising industry was
still struggling to find its feet following the
slump it entered in 2001, when the
bursting of the technology bubble brought
about an abrupt collapse in ad spending.
Even as spending began slowly to grow
again, some forms of advertising seemed Pa A
no longer to be working. Some advertisers — \ /S S
abandoned traditional ads for other forms \ 4

of marketing, such as in-store promotions, \ 7
direct mail or outdoor posters. Some also \ /
turned to the internet, and in particular \ /
paid-for links on search sites such as V EORECAST
Google or Yahoo!. Now, however, adland e T T
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1S bouncmg baCk unamblguouSIY’ even lf “Newspapers, magazines, TV, radio, dnema, cutdoor and intemet
it is still far from business as usual. Saurces: JenithOptimedia; Tre Erancmist estimates

I Ads bounce back
Global advertising expenditure®
% change on year earliar
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Worldwide advertising expenditure grew

by almost 7% in 2004 to $370 billion, estimates ZenithOptimedia. As this was well
above global economic growth, the consultancy says it shows that the industry is
recovering strongly—just as it always has done after previous slumps. Historically,
advertising expenditure has tended to fall further when GDP declines, only to recover
faster when economies pick up.

The ad market in 2004 was boosted by some special factors, such as a presidential
election in America and the Olympics. Yet ad spending will grow by around 6% in
2005, predicts Robert Coen of Universal McCann, a media specialist. He thinks this
will come about as firms become more aggressive in their battles for market share and
polish brands that lost ground to cheaper competitors during the slump. Developing
economies will help. By 2011, Zenith predicts, China will have overtaken Britain and
Germany to become the third-largest advertising market in the world after America
and Japan.

Television remains the most-powerful advertising medium, with a 38% global share
of spending on major media in 2004. But things are changing. Many people nowadays
watch cable or satellite channels rather than the main networks. Zenith expects TV
generally to retain its overall share of the market through 2007, although it is
uncertain about the threat posed by personal video-recorders, which can capture
programmes for viewing at any time—and skip past ads.

Spending will also shift in other areas. Some people, especially young men, now
spend more time surfing the internet than watching TV. The internet is the fastest-
growing advertising medium. This reflects advertisers trying to reach both online
shoppers (Amazon, one of the world's biggest e-retailers, had another record holiday
season) and people searching for product and price information for goods they will
buy in bricks-and-mortar stores.
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The web now accounts for $8.7 billion (5.4%) of America's ad spending; world-wide,
it accounts for 3.6%. This is tiny, but Zenith reckons the internet will earn more ad
revenue worldwide than outdoor advertising (currently 5.2%) by the end of this
decade. This will mostly be at the expense of newspapers and magazines.

Internet advertising is also maturing. JupiterResearch, which tracks the industry, says
that specialist ad agencies now direct more than half of the spending on search-engine
marketing in America, instead of the money going directly to websites. The internet is
increasingly being incorporated into campaigns that use a variety of different media.
Agencies now film ads especially for the internet and some big campaigns are tested
online before being given the final go-ahead.

What advertisers like about the internet is that the effect of marketing messages can
be more easily measured. At its most simple, a company will know how many people
who have seen its ad have clicked through to a website, and what proportion of those
has made a purchase. Far more elaborate tracking and targeting systems for online
advertising are emerging all the time. This is leading some of the world's biggest
advertisers to demand better ways of measuring the return on their investment in all
forms of advertising. It is hard to exaggerate how big a shock having their
performance properly measured will be to traditional advertising folk; even an entirely
normal rebound in ad spending may not feel like a return to normality.

EX.7  What do you think the following quotations and statements mean. Do you

agree with them?

1. Advertising says, "Buy our product", sales promotion says, "Buy it now".

2. Advertising may be described as the science of arresting human intelligence long
enough to get money from it.
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unit 9
FINANCIAL STATEMENTS

THE TYPES AND PURPOSES OF FINANCIAL RECORDS

Ex.1. Translate the following sentences into Russian.

l.

10.

K BHEOOOpPOTHBIM aKTHBaM OTHOCSTCS 3€MJI, HEABIKUMOCTbH M 000pyJOBaHHE,
y4acTBYIOIIHE B MPoIiecce MPOU3BOACTBA B TEUCHHE TUTEILHOTO BPEMEHHU.

MOoXHO HCHONB30BaTh TEKYIIHE aKTUBBI, HApUMEp cueTa NeOUTOPOB, KaK CPEACTBO
TUIaTexXa.

Kak W3BECTHO «TyIBWI» OTHOCHUTCSI K BHEOOOPOTHBIM aKTHBaM KOMITAHUH, OJHAKO
pemnyTanus KOMIaHUH MOXKET 3HAYUTEIBHO TOBBICUTH €€ JOXOIbI.

[TpuHIMNI OyXranTepckoro ydera ¢ JBOMHON 3amMHCHIO0 UCIONB3YETCS ISl KOHTPOJIA 3a
(bMHAHCOBBIM MOJIOKEHUEM MPEATIPUATHSI.

UYro0sl cocTaBUTh NMPOOHBIN OalaHCc, HEOOXOAUMO NMPOU3BECTH PA3HOCKY IO CUYETaM B
rpoccOyX.

OuHAHCOBBIM ydeT o0ecneuyrBaeT JaHHbIE [UIsI SKOHOMHYECKOTO aHalu3a |
TUTAHUPOBAHMS MTOBBIIIEHUS IPOU3BOAUTEIBHOCTH TPYAa U JOXO/Ia.

@DUHAHCOBBIE OTUETHI, MYOIUKYEMbIE €XKETOAHO JIUIsl aKIIMOHEPOB, MPECTABIISAIOT TaKKe
MHTEPEC U 711 HAJIOTOBBIX OPTaHOB.

Ot4ueTsl AN YIpaBICHUS COAEpXKaT JaHHbIE O IUIAHUPOBAHHH, O B3aUMOCBS3AX
CTOMMOCTH M NMPHOBLIN, O IIEHOOOPa30BaHUH, O COCTABICHUU OIOKeTa, 3P (HEKTUBHOCTH
Y TIPOU3BOAUTENBHOCTH MPEITPHUITHSL.

Exeromueiii  oT4eT COAEPKHUT cCleAylOmMiA HAO0p (UHAHCOBBIX JIOKYMEHTOB:
0amaHCOBBIH OTYET, OTYET O JACHEKHBIX TIOTOKAaX, OTYET O NPUOBLIH, OTYET O
HEpacHpeleICHHOM KamuTaje, MpUYeM Ui CpaBHEHUS MPUBOAATCSA JaHHbBIE 3a
MPEIbIAYIIHI TO/I.

OtyeT 0 HepacnpeAeIeHHOW NpHObUTM BKIIOYaeT HMH(POpMaNUi0 00 HCIOIh30BaHUH

AKIMUOHCPHOT'O KalluTaJa u 00 YPOBHC IUBUJACHIOB aKIIUOHCPOB.

EXx. 2. Fill in the gaps with the appropriate words or word combinations.

1. It is necessary to take into account that  means the cost during the period of

using a capital good but not purchase price of the good.

2. To obtain accurate information about financial transaction both small

companies and large corporations hire bookkeepers to  the data.
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3. Proper business decisions made by the manager depend mainly on the
the accountant regularly prepares for him.
4. ___of'the data into the ledger to be done by a bookkeeper is known as the third

step in the accounting cycle.

5. Since the financial statements are prepared for the use of management rather
than for the bookkeeping  , they contain neither debit nor credit columns.

6. Any  in a journal ought to be recorded accurately to avoid errors in further
balances.

7. The increase of the company’s ~ can be achieved either by raising the

total profit or by reducing the losses by means of rationalizing production
planning.

8. The converting of current assets into  is known to be done within one year
according to accounting principles.

9. When the accountant  current liabilities from current assets, he found out

that the company was clear of debt.

EXx. 3. Rendering.

3EPKAJIbHOE OTPA’KEHUE IPUBbLIA

B Cpeonue 6exa na ysxkue ynouku @uopenyuu npuezdtcanu 6eiuxue MOHAPXU U Gblcuiue
Kamoauyeckue camvl, Ymoowvl 831mb 6 00Jie 360HKUX (DIOPEeHMULICKUX OeHee. 30eCb HCUiu
camvie bocamvle kynyvl Cpeonesexogvsa. Ooun uz nux, Ppanvecko [lamunu, nepsvim 3aeei
00bluatll cocmasiams He Mmoabko banauc, Ho u Omuem o nPUOLLIAX U YOLIMKAX

OT X0/1JUHTa K HOBBIM (l)OpMaM yuera

Wranesackuit ropomok IIpato packuHysCs cpeau 3€JIEHBIX JKUBOIIMCHBIX XOJIMOB,
MOKPBITHIX NMHUHUSAMHU, OJIMBAMH W BUHOIpaJHUKaMHU. 37€Chb, B CEMHAJIaTH KUJIOMETpax OT
®nopenuun, B 1335 roay B HeboraToit cembe JlaTMHU POAMIICS MallbUMK, KOTOPOMY Al UMs
®paHyEeCKO.

C onpix ner JlatuHu oOyuasncss OCHOBaM KOMMEpPIIMH U yueTa, paboTas MpoJaBlOM
CHEIMH, YKpalleHU, epCcTu B MEJKUX JaBkax PdrnopeHuuu BIIIOTh A0 1363 roga. B utone
3TOTO e TOAa OH CTAHOBUTCS MOJHOMPABHBIM MapTHepoM Kommnanuu Hukomno beprapzo, uro
MOATBEPKIACTCA JIOMICAIEH 1O Hac JOKIATHOW 3amuCKOW. A BCKOPE OCHOBBIBAET BO
(bpaHily3ckoM ABHHBOHE CBOIO COOCTBEHHYI0 KOMIIAHMIO, CIEHUATH3UPYIOUIYIOCS Ha
IKCIIOPTE MIEPCTH, MEXa M TKAHEH TOCKAHCKUX MaHy(pakTyp. B KakIoM OTIeIeHUH KOMITaHUU
Ha KOMHCCHOHHBIX HayajaX TPYAUIUCh AareHTbl, KOTOpbIE €XKEroJHO MPEeICTABIISLIN
OyXTaJITepPCKHE OTYETHI TOJIOBHOMY OTICJIICHUIO B ABHHBOHE.

CeromHsi MOXHO YTBepkaaTh, uyTo JlaTMHU co3/laj MpooOpa3 COBPEMEHHOTO XOJAMHTIA.
l'onoBHass koMIlaHMsI y4acTBOBaJa B KamHWTalle W YIPABICHUU BCEX OTACIICHHUM, MPU STOM
yCTaHaBIIMBaja HaJl HUMU KECTKUM OTUYETHBIN KOHTPOJb. EcTecTBeHHO, yTO OyXranTepus TOro
BpEMEHH — apXanyHas ¥ HeyJqo0Has — He CIUIIKOM Moaxoauia ais 3Toro. OcoOeHHO Koraa
OBLJIO OPraHM30BaHO MPOM3BOJACTBO HIEPCTAHBIX TKAHEW U OTKPBHIT COOCTBEHHBIN OaHK, a
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KoMmaHusi JlaTMHM cTaja HaloOMHUHATh YXE€ COBPEMEHHYIO (PUHAHCOBO-IPOMBIIUIEHHYIO
rpyIiy.

Hanee JlatuHu Havan ocBauBatrh 3arpaHunly: AHruio, ®@panuuto, Mcnanuio, Adpuky.
Onnako BmIOTh 10 1383 roma ero KOMITaHWS TMPUMEHSET MPOCTYIO CHUCTEMY OyXTalTepHH.
ITocne oOwpryHOrO OOpameHust kK bory M CBATHIM Ha MEpPBOH CTPAaHUIE KHUTH CUETOBOJ
3asBJISIJI, UYTO OH HAaMEPEH CHCTEeMAaTHYEeCKH BeCTH jJe0eToBbie 3amucHu 10 150-i cTpanuiibl, a
KpeauToBble — co 151-i 1 A0 KOHIIa KHUTH.

Ota dopma — nepexoaHas Mexay naparpadom (OH HAIOMHHAET KHHUTY y4eTa HBIHCITHUX
(¢bupM Ha ynpoIIeHKe) U IBYCTOPOHHEH Oyxranrepuel (1e0eT u KpeauT cUeTa pacroiaraioTcs
Ha onHOU ctpanule). [IoHATHO, YTO Ha ee OCHOBE NMPHUHMMATh KaKHEe-IIMOO yIpaBICHYECCKHE
peleHust ObIJI0 OYSHB CII0XKHO.

C 1383 mo 1386 roxsl GOABIIMHCTBO (PUIMATIOB W TOApa3eseHui JlaTHHI CTPEMUTEITHEHO
NepexoIsIT OT apXauyHOH OyXrajJTepuH K aHaJOTy COBPEMEHHOIO ydeTa ¥ OTYETHOCTH.
OxkoHuaTenpHO nepexo 1 ObuT 3aBepiiieH K 1390 roxy.

JIyke I1a4oyin 1 He CHHIIOCH

He ymanss 3acinyr 3HaMeHUTOTO (PpaHIIMCKaHCKOTO MOHAXa, OTMETHM, YTO €ro Tpaktat «O
cYeTax M 3aIHUCsAX» IOCBSIIECH MPEIACTbHO YIPOIIEHHOMY BapHaHTy JIBOWHON OyXraliTepuw,
TaK HA3bIBAEMOMY BEHEIMaHCKOMY crocoOy. OH He MpeaycMaTpuBail TOTO, YTO SIBISIETCS
CMBICJIOM COBPEMEHHOM OyXTralTepuu — COCTaBJICHUS OyXralTepCKOl OTYETHOCTU. A BEIb OHA
YUUTBHIBACT HE TOJIBKO OajaHc, HO U 0oJee BaXKHBIN I BlaJenbla GUPMbI OTYET O MPUOBLIAX
n yobITKax. Tak BOT OyxranTepbl KoMmaHuu JlaTwmHH emie 10 co3maHus Tpakrara [ladomum
yMEIU HE TOJBKO MPAaBWIBHO peuiaTh CaMyl0 TPYIHYIO 3a7ady CUETOBOJCTBA — WCUUCICHUE
¢uHaHCOBOTO pe3ysbTaTa. OHU BBIBOJWIH MPHOBUIE MO KKIOMY BUAY ACSITEIBHOCTH. A
MOCTAaHOBKE OYXTalTepCKOro yueTa B IEHTpalbHOM oTAeneHuu kommanuu Jlatunu XIV Beka
MOTYT IT03aBHJIOBaTh MHOTHE COBPEMEHHBIC (PPMEI.

B nokyMeHTax 3TOrO OTIENIeHUs BCTPEYAIOTCS MPUMEPHI KAIBKYJSIUU Ce0ECTOMMOCTH,
IpU OLIEHKE aKTHBOB Oyxrantepsl J[aTMHM HCHONB30BajIM COBpeMEHHbIM mnoaxoxa. Tak,
coOCTBEHHBIC (HEKOMHCCHOHHBIC) TOBAaphl MOKA3bIBAIIMCH MO IIEHE MPHOOPETCHHUS WU IO
PBIHOYHBIM II€HAM, €CIIM TMociieAHue ObLTM Huke. PazHHUIa OoTHOCWIACh HA CUET YOBITKA IO
ToBapaM. B To e BpeMs BHEOOOPOTHBIE aKTHUBHI BCET/Ia OLIEHUBAJIKCH 10 I[IeHEe MPUOOPETEHUS.

biaromapss Takol OTYETHOCTH CYETOBOABI JlaTMHU OIpEACIsId, KakOW U3 BUIOB
NESITeIbHOCTH TNPUHOCUT Oonbni  10xoA. UYToObl OT4ETHOCTH OblIa JEHCTBUTEIBHO
JOCTOBEPHOM, B KOMIIAaHMM JIaTMHHM HCIIOJIB30BAIM MAacCy pPETUCTPOB aHAJIUTUYECKOIO M
CHHTETHYECKOTO yUeTa.

Kpome Toro, cymiectBoBain €€ psii PasiIMYHBIX PETUCTPOB, KOTOPHIE OTKPBIBAIUCH I10
Mepe HEOOXOJUMOCTH B 3aBUCHMOCTH OT OCOOCHHOCTEH mpennpuarus. Tak, ydeT mporecca
W3TOTOBJICHHS CYKHA CKIIaAbIBaJICs U3 28-Mu oneparuii!

[lepeuncnenne 3aHa710 O MHOTO MecTa. Ha3oBeM JHIIL perHUCTpHI MO y4eTy 3apaboTHOM
I1aTel pabouuM, TKayaM, KpacUibIMKaM, CyKHOBaJaM, BOPCOBILMKAM, aMIPETypPIIUKAM U T.
. OHM HE BXOAWIM B CHCTEMY [BOMHOW 3alMUCU. ODTH PErHCTPhl AJII BHYTPEHHUX HYXK[
CpPOJIHM YyINpaBJIEHYECKOMY ydeTy B Tabnuukax penaktopa Excel. B sty xe rpynmy
«HEIBOWHOW» 3allMCH MOXHO OTHECTH KHUIM II0 Y4YeTy KOPPECIIOHJEHLIUH, BEKCEIEH,
3aIpOCOB, KHUTH I10 YYETY JIMYHOW HEBMKMMOCTH U IIPOY.

IpuoObLIb, YecTh U HAJIOTH

3a rpaHuLel IesTeNbHOCTh KOMIaHUH JJaTHHU cBOJIMIaCh B OCHOBHOM K POCTOBILUYECTBY.
Opnnako eme B 1311 rogy mama Kinument V (1260-1314) ¢opmanbHO 3ampeTun B3MMaTh
npoueHT. Bee 3auMoaaBIpl MOTTIM OBITH MPU3HAHBI BUHOBHBIMU B MPECTYIJIEHUH Ha OCHOBE
COOCTBEHHBIX OyXIaaTepCKUX KHHUT.
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[Toaromy [laThHHU, Kak U Bce OCTaJIbHBIE €r0 cOOpaThs MO PeMECIy, 3aHUMAJICS TEM XKe, YeM
U COBPEMEHHBIE ONTHUMH3aTOPbl — MHUHUMHU3ATOpPhl HaoroB. OHM TMONPOCTY H3MEHSIU
MIpeIMET JI0roBOpa. B ydeTHBIX KHMrax TOTO BPEMEHH Bbl HE HAWAETE CIIOBA «IIPOLIEHT», OHO
3aByaqupoBaHO TMoj Oosiee Oyaro3BydYHbIE BBIPAKEHHUSA: JIOXOJ, BBIUTPBHIII, TMOJAPOK,
BO3HArpaxaeHue.

KcraTty, Kymnipl, Kak ¥ pOCTOBIIUKHU, TAKXKe JOJIT0€ BPEMs CUUTAIUCH MPEACTaBUTEIIMU
«1o3opHoro» pemecina. Mcropuk n nmyremecrseHHuk ®oma AxBuHcKuil (1225-1274) nomor
Y3aKOHUTh I0JIy4€HHE TOProBOM NMPHOBUIM B HEOOXOAMMBIX pasyMHBIX mpenenax. [Iponaxa
TOBAapOB, MO €ro MHEHHWIO, ONpaBIbIBaja CBOE CYIIECTBOBAHHUE TEM, UYTO Oyaromaps ei
CBSI3bIBAJIMCh YaCTH CBETA U TOBAp AOCTABISICA Ty[a, I7le €ro He ObLIO.

Cutyauust n3menunacek K XIV Beky, Korza Kynibl HEPEIKO CTAHOBWIIMCH KIIIOUEBBIMHU
¢urypamu B obOmectBe. [losSBHWINCH maxe JUTEpaTypHbIC NPOW3BEICHHS, 3aTpardHBaroIIne
npodeccroHanbHyI0 MOpajib Kymia U Oyxraiarepa (Tak Kak MO CyTH Kymel Obul cam ceOe
cueToBof)). OCHOBY TakOro «KOAEKCAa YECTH» COCTaBIsJIa HEYKOCHHUTENIbHAs YECTHOCTH B
BEJICHUU Jiesl. BakHbIMU KauecTBaMH MPU3HABAIM TaKXKe YMEHUE BECTH cUeTa, 0OXOIUThCS C
JFOIBMU, TIPUIEPKUBATHCS MTOJIOKUTEIHLHOTO OananHca.

["oBOpst 0 YECTHOCTH KYIIIIA, HEJIb3sI HE BCIIOMHUTH O Haorax. Tak, (JIOpEHTHUICKHIA KyTiel
I[)KOBaHHI/I Ja ITaroio MOpCJ'IJII/I B CBOUX AOMAIIHUX XPOHHUKAX IMPUHIOUIIAMHU «OCJIOBOTO
YeJIOBEKa» HA3bIBaJl YECTHBIC CACIKU U CIIOCOOHOCThH ONEPHPOBATH TOJIBKO CBOUM KaITUTAJIOM,
HE ojambkuBas ero y apyrux. Ocyxnaas 0e3yAep>KHYIO0 TOTOHIO 3a MPUOBUIBIO, OH YyAEIUI
BHUMaHHE BONpOCaM O TOM, Kak cOepeyb KamuTal OT HEBBITOJAHBIX BIIOKCHUH U
Pa30pUTETHHBIX HAJIOTOB.

[Tonyuaercs, yto B CpeiHEBEKOBbE OyXrajirepbl Tak e, Kak U COBPEMEHHbIE CUETOBOJIBI,
NPUMEHSUIN CHCTEMY JIBOWHOW OyXraJTepuu, MbITAINCh YKIOHATHCS OT YIJIaThl HAJIOTOB U MPU
TOM HECIU OTPOMHYIO OTBETCTBEHHOCTb. M mpaBaa, *u3Hb (IOPEHTHHCKMX OyXraarepoB
O4YCHb [10X0’Ka HA Hallly, 1a)ke HECMOTPs Ha TO, YTO HAC Pa3ACIIAI0T BEKA...

EX. 4. Read the following text, find three types of conditional sentences used in the text and

answer the questions afterwards.

ACCOUNTING INDUSTRY IN THE USA

Accountants and bookkeepers work for business firms, government agencies, and many other
organizations. In the USA public accountants are those who are available to the public for such
accounting functions as monthly bookkeeping and tax preparation. Most states do not regulate
the qualifications or performance of public accountants.

The only accountants permitted to offer opinions about financial statements should be Certified
Public Accountants (CPAs), who have passed difficult national examinations. Accountants must
also fulfil the requirements of the state in which they practice including several years of varied
experience within the profession. Provided a person is a certified accountant, he will be licensed
by the state to perform accounting services to clients for a fee.

Business companies, banks and large corporations employ their own accountants to examine

their accounts and prepare financial statements or maintain their own internal accounting
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departments. If a small company or business required to prepare some financial statements, it
would hire the services of an outside accountant.

Most US CPA firms are relatively small and represent individuals and privately held businesses
for whom they prepare financial statements and act as advisors on tax matters. The largest
accounting firms in the United States are known as The Big Five and a large number of their
offices are spread throughout the world and the nation’s largest companies are their clients.

Of the various specialized areas of accounting that exist, the three most important are: 1)
auditing, 2) income taxation, 3) non-business organizations.

Auditors are accountants who estimate the accuracy of a company’s financial statements, and if
they find any disagreements in the documents with generally accepted accounting principles,
they will be responsible to inform about them in their report.

Income taxation as the second area of accounting specialization includes determination of a
company’s taxes according to the existing laws. The tax accountant sometimes may be a lawyer,
because if there had been any changes in tax law, he would have informed the company about it.
The methods chosen to report assets and liabilities will influence the amount of tax to be paid, at
least within the fiscal year.

A third area of specialization is accounting for non-business organizations, such as universities,
hospitals, churches, trade and professional associations, and government agencies. These
organizations differ from business companies in many items: 1) they receive resources without
paying for them, 2) they do not have profit orientation, 3) they have no defined ownership
interests as such. As a result, these organizations have a number of differences in record keeping,

in accounting measurements, and in the form of their financial statements.

1. What is the difference between a public accountant and a certified public accountant?
What are the main requirements to a CPA in the USA?

How does the work of an accountant in a big and in a small company differ?

el A

What are the main branches of specialized accounting? What are their tasks?
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unit 10
INTERNATIONAL BUSINESS

BASIC FACTORS AND IDEAS IN INTERNATIONAL BUSINESS

Ex.1.

Translate the following into English:

Hopeexckass xommanus Norsk Hydro moctpoutr B Kartape B 2009 romy oawnH wu3
KPYNHEWIINX B MUPE aJIIOMMHUEBBIX 3aBOJI0B. VIHBECTUIIMOHHASI aKTUBHOCTb HOPBEXKIIEB
00yCJIOBJICHA PSAIOM TPHYMH: BO-TIEPBBIX, KaTap upesBpuaiiHO OoraT HedTerazoBBIMU
pecypcaMu; a BO-BTOPBIX, OTPOMHOE 3HAUY€HHE MMEET BBITOAHOE Treorpaduyeckoe
pacmnoJioKEHHUE 3aBOJIa. JTO MO3BOJIMT MOCTABIATH AJIOMUHUM HA KPYHHEHIINE PBIHKU
MHpa — a3UaTCKUM, €BPONECUCKUN U ceBepoamMepukaHCKuil. [Ipu 3TOM TpaHCHOpTHBIE
U3JIEP’KKHU OyIyT HEBBICOKH, BeIb OOJIBLIYIO YAaCTh AIOMUHUS U U3/IETUI U3 HETO MOKHO
NIEPEBO3UTH 10 MOPIO.

B Hauwane pnexkabps 2004 roma Kmox Manaune, aupekTop MeXayHapOIHOTO
sHepreTuueckoro areHrcrBa (MOA), 3asgBui, uro EBpoma ype3mMepHO 3aBUCUT OT
MocTaBoK raza u HepTu u3 Poccun. B MDA omacarotcs, uto skcmancus «lasmpomay B
HeTsIHOI cexTop (cnusinue ¢ «PocHedThioN, yuacTue B aykipone mo aktuam FOKOCa
U T.Jl.) MOXET NMPUBECTU K COKPAIICHUIO WHBECTUIIMN B Ta30BbI CEKTOp, YTO CO3JACT
npoOJIeMbl ¢ MOCTaBKaMU Ta3a Ha eBporneickuil peiHOK. [loatomy MDA pekomeHmyer
€BpPONEHCKUM CTpaHaM HCKaTh aJIbTEPHATHBHBIE HCTOYHHUKU IPUPOJHOTIO rasa — B
Jlatunckoit Amepuke, 3ananHoii Adpuke u B Mpane. MHTEepecHO, 4TO emié coBceMm
HenaBHO B EBponie roBopuiin 0 HE0OX0IUMOCTH YBeNIUUUTh noctaBku B EC poccuiickux
HeTH U raza, 4ToObl CHU3UTh 3aBUCUMOCTh EBpOCOIO3a OT MMIIOpTa SHEPrOPECYpPCOB C
XpoHnuYeckH HecTabunbHbIX bimmkaero Boctoka n CeBepHoit Adpuku.

PeanbHbie 3apyOekHble HMHBECTOPHI [0 CHX TIOp HACTOPOKEHHO OTHOCATCA K
poccuiickoMy JseconpombiniieHHOMY — koMmiiekcy  (JIIIK). Ilorpebnocte ke B
KalnUTaIOBIOKEHUSX BeCbMa BelHKa. be3 MacmTaOHbIX MHBECTHIIMA B MOJCPHU3AIHIO
MIPOU3BOJICTBEHHBIX MOIIHOCTEH W MHQPACTPYKTYPHI JIECOMPOMBIIIJICHHBIE KOMIIAHUU
PHUCKYIOT MOTEPSTh KOHKYPEHTOCIIOCOOHOCTh U HA MUPOBOM, U Ha BHYTPEHHEM DBHIHKAX.
B xome pabotel «kpyrioro crona» Ha Temy «KoHkypeHtHble Bo3MokHOcTH JITIK
Poccun» ormewanoch, 4Tro yXke B OmmkaimieM OyAylleM Takhue KOHKYpPEHTHBIC
npeumyimectBa poccuiickoro JIIIK, kak nemeBu3Ha CHIpbs, pabouyeld CHIBI U
SHEPropecypcoB, OyayT yrpadeHsl. [loaToMy BO T7laBy yria HHBECTCTpaTeTUil KOMITAHUMN
JITIIK ceronHs omKHA CTaBUTHCSA 3aJada CHIbKeHUs 3atpar. Ho gaxke mociie Hadana
PECTPYKTYpU3allUd M 3aKyNKU BBICOKONPOM3BOJAUTENBHONM TEXHUKU IOKa3aTelu
KpyIHEHIIEro JeCONPOMBIIUIEHHOTro XonauHra «Mnum [Tanm» B ueTeipe pasa HUXKE, yeM
y (MHCKUX KOHKYPEHTOB.

[Tocne TpexyieTHEW CTarHaluMu PBIHOK pEeKJamMbl B SIMOHMM CHOBa moIIel B pocT. B
YaCTHOCTH, YCIICIIHOE BBICTYIUICHHE SITOHCKUX CHOPTCMEHOB Ha Onummnuane B Adunax
BBI3BAJIO IMOBBILICHHBIN HMHTEPEC K OKOJIOCIOPTUBHOM pEKJIaME€ CO CTOPOHBI KPYIHBIX
koMmranuii. [lo 1porHo3aM aHaIUTUKOB, CHEAYIOIIMM TOJ TaKXke IOpaayer
pexiiaMIIuKoB. OKMBJIEHUE BHYTPEHHETO PbIHKAa KOMIIAHWM 3aCTAaBUT HE SKOHOMHTH HA
pexiname. OO0 3TOM CBHAETENBCTBYET M MO3MIMS KPYMHEHIIETO SIOHCKOTO PEKIaMHOTO
areHTcTBa Dentsu. 3a BpeMs MHOToJIeTHEH ctarHanuu B 90-X rojlax 3Ta KOMIAHUs cTaja
0oJbIlIe BHUMAHUS yACTATh 3apyOeKHBIM PhIHKAM, OJTHAKO CETOJIHS MPUBIEKATEIBHOCTh
BHYTPEHHETO phIHKAa BO3pOcCia, U, YTOOBI MPUBJIEYHb KIUEHTOB, ar€HTCTBO OOBSIBHIIO O
CHI)KEHUH 1IEH Ha CBOU YCIIYTH.
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5. B 2002 romy y poccuiickoii kommanuu ~ NMG, OTHOCSIICHCS K XUMHUYECKOMY
MPOU3BOACTBY (B 3apyOexHOW MpakTHKE TNOJ00HBIE MPOU3BOJACTBA OOBEAMHEHBI
a6opesuatypoit CASE — cautions, adhesivies, sealants, elastomers — 4to oO3HauaeT
«TOKPBITUA, KJIEH, TePMETHKH, IJIACTOMEphI») B OM3HECE MPOU3OIIEN MPOPHIB, 00BEM
MPOM3BOJICTBA U MpoAax BbIpoc BABoe. K ToMy xe B Poccum Hawancsi CTpOUTENbHBIN
oyMm, a NMG npemioxuia TOTUMEpPHbIE TMOKPBITUA ISl MPOMBIIUICHHBIX TIOJIOB,
KoTopsie OblTH Ha 20-50% nenreBiie 3amagHbpIX AaHAJIOTOB M HE YCTYIIAIHM UM IO Ka4eCTBY .
VY aemieBneHue NpOAYKIMH YIAIOCh JOOUTHCS 32 CUET TOTO, YTO HEKOTOPHIE BUJIBI CHIPHS
Hayajly 3aKynaTb BHYTPH CTPaHbI, a AJIEKTPOIHEPIHsl M ra3 37€chb B ILIECTb-CEMb pa3
JenieBjae, 4YeM Ha 3amajge. OKOHOMHUSI Ha OIUlaTe TpyJAa oOKas3alach HE CTOJIb
CYILIECTBEHHOW, IOCKOJIbKY M Ha 3amage, U B Poccum mnonoOHble TPOM3BOACTBA
MaKCHUMaJIbHO aBTOMATHU3HPOBAHBI, o0ciy>KuBaeT ux 00pa30oBaHHbIH,
BBICOKOOIIAYMBAEMbIi nepcoHan. Jlake [BaJlaTUIPOLIEHTHOE yJEILIEeBICHHUE
NpOAYKTa OKa3aJloCh BeChbMa CYIIECTBEHHBIM nJsi kineHToB NMG — KoMIaHui,
cTposimiux B Poccun. «OTH KOMIAHUM 3KOHOMST Ha OTCYTCTBUM TAMOXEHHBIX 3aTpar,
Ha CpPOKaX JIOCTaBKH, - OOBACHSAET IeHEepalbHBIA AupekTop r-H OBuapeHko. — Benp
MMIIOPTHBIC MPOAYKTHI UIyT K HAM MUHUMYM TPHU HEJEIU. A HaIll CPOK — JI0 MATH THEH.
Kpome toro, mbl Hamaaunu paboTy (GUIMANBHON CETH, U CPOK JOCTaBKH B PETrHOHAX
TAKOM XKe.

6. XapakTepHass 0COOEHHOCTh POCCHMCKHX MPEANPHUATHI MUINEBON MPOMBIIUIEHHOCTH -
3aBUCHUMOCTD OT 3a€MHBIX CPEJICTB U JIM3UHTa 000pyaoBaHUs. [1ouTH TpeTh ONpoIIeHHBIX
(10 pe3yabpTaTaM COIMOJIOTHYECKOro ompoca nposeaeHHoro kommnanuei Ernst & Young),
rOTOBBl IpOAaTh MAKeT aKIUil CTOpPOHHEMY HHBeCTOpy. B To ke Bpems 3amaaHble
komnanun B 80% cioyyaeB omuparoTCs Ha COOCTBEHHBIE CpEACTBA — MPHUOBLIb,
NoJIyuyeHHy1o B Poccru, 1 MHBECTULIMU TOJIOBHOM KOMITaHUU.

7. ®ona passutus TpyOHOU mpombinuieHHOCTH Poccun (OPTII) B xoHue nexabps 2004
rojia Aaj MOHATh, YTO POCCUMCKHE NMPOMBIIUIEHHUKN HE JOMYCTAT HEKOHTPOJIUPYEMOTO
umnopra Tpyo ¢ VYKpauHbl (3TO MOXKET INPOM30WTH, €CIM BIACTH JBYX CTpaH HeE
noanuiyT cornamenue Ha 2005 rox), u oOparmics B npaBuTenbcTBO Pd ¢ mpock0oii
BBECTH HMMIIOPTHbIE MOUUIMHBI Ha TPyObl Oojbiioro nuamerpa B pasmepe 20%, a Ha
YKpauHCKue TpyObl OOBIKHOBEHHOTO copTameHTa — B pasmepe 40%. Mmmopt Tpyo c
YKpauHbl CETOIHSI OTPaHUYMBACTCS ¢ MOMOIILI0 KBOT (B 2004 romy — 715 ThicsS4 TOHH
Tpy0). Ilo oumenkam @PTII, oTcyTcTBHE CIEpKUBAIOIIMX MEP YPEBATO TEM, YTO
VYKpanHa 3al0JHAT POCCUMCKUN PBIHOK JICHICBBIMH TpyOaMHu, a ymepO OTedeCTBEHHBIX
NPEANPUATHI TOPHO-METAJUTYPrUYeCKOro KOMIUIEKCA COCTaBUT OKOJIO $890 MiTH.

8. B xonme 2004 roga OpiBIIME OpaTtckue pecnyOnaukn YkpawHa u Poccust HamepeBanuch
3aKJIIOYUTHh IPOEKT HOBOI'O COTJAIIEHHs O TaK Ha3blBa€MOHl cHUCTEME JBOWHOIO
JUIEH3UPOBAHUS, KOT/Ia UMIIOPT-3KCIIOPT TPYO MEXAy CTpaHAMH BO3MOKEH TOJIBKO MPHU
Bbifjaue JnneH3uid MunskoHoMuku Ykpaunsl 1 MOPT P®. Iloanucanue mnpoekra
JIOJDKHO OBUIO COCTOSITCSL 7 IEeKaOpsi, HO HHKTO W3 IMPEACTaBUTENCH TpyOHOH oTpaciu
VYkpaunsl He npuexan U OPTII He3aMenIuTenbHO IMONPOCWI IIPABUTEILCTBO BBECTH
MONUIMHBI Ha yKpauHCKue TpyObl. «MOPT mpoBoauT ceifuac nBa pacciielOBaHUS —
AQHTUJEMIIMHTOBOE B OTHOIICHHMM YKPAaWHCKOIO HMIOpTa TpyO W CHEHaJbHOE B
OTHOIIeHUH ummoprta B Poccuro Tpy® Oosbloro nuaMerpa — U UMEET MPaBO BBECTH
YIOOMSIHYThIE TIOLUIMHBI, HE JOXHAASICh PE3yJIbTAaTOB pACCIECIOBAHMI), - CUHTAET
samaupektopa OPTII JI. 3aBwsmoB. [IpeacraBurenn TpyOHBIX KOMITAHUN, OJJTHAKO, MAaJio
BEpAT B TO, YTO AT MOILUTHHBI OYJyT BBeICHbI Haloyro. LleHbl Ha yKpauHCKHE TPpyOBI 1O
OTACJBHBIM MO3ULMAM HMHOT/IA HUXKE, YeM Ha poccuiickue, Tak 4To 40-mpoueHTHas
MOIIUTHHA SIBIISIETCS (PAKTUYECKU 3aNPETUTENBHON ISl Y KpauHBI.

9. C navana HOAOps 10 7 Aeka0dpsi oUIMATIBHBIN KypC aMEepUKAaHCKON BaJIIOTHI yIiaj 0oJiee
yeMm Ha 3% - 10 27,84 pyOns. Bnpouewm, 1o OTHOLIEHUIO K €IMHOW €BPOIEHCKON BaJOTe
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0aKc TMOJEIICBEN elle CyIleCTBeHHEee: Oosiee ueM Ha 5% - 10 $1,345 3a eBpo. [1o cioBam
HauvanbHuKa aHanutudeckoro ornena UK «bpokepKpenutCepuc» Makcuma Illenna,
aMepUKaHCKasi YKOHOMHKA HYKJAeTCs B TOCTETICHHOW JeBasbBAalluK (0OECIICHUBAHUH)
CBOEH BAIIOTBHI, TAKT KaK 3TO IO3BOJIUT €{ pEIINTh HAKONMBILKECS 3a MOCJIEIHUE
JIECSATKH JIET MPOOJIeMBbI JBOMHOTO AeduinTa — Or0/pkeTa u ToproBoro 0anmanca. OTkasz ot
HOJUTUKHA «CHJIBHOTO JoJuiapa», opHUIMaibHO He mpu3HaBaeMblil BiacTsimu CIIA,
MIOMO’KET aMEPUKAHCKUM KOMITAaHUSIM CHU3UThH CBOW M3/ICPKKH U YBEITHYUTDH JOXOIBI.
«Hopunbckuii HUKeNIb» KyHHJ y TopHOAOOBIBaroliero koHunepHa Anglo American B
koH1e Mapta 2004 roma akmuu 30510tomoo0bBatomeli komnanuu Gold Fields u3 FOAP u
ctan ¢opMmalbHO caMbiM KpynHbIM akuuoHepoM Gold Fields. Ho y pyns roxHo-
appUKAHCKOM KOMIIAaHWM CTOMT MEHEDKMEHT, KOTOPBI BCeTJa MO KUBAIH
UHCTUTYLIMOHANbHble MHBecTOpbl. HoBwili  Bnageneny «HopHukens», KoTOpomy
npuaauIekuT 20,08% akmuii Gold Fields, meitancs moapyXKuUThCS ¢ MEHEIHKMEHTOM
komrmanuu u3 MOAP. DxcmepTsl mpeapekanw, yTo mocie Toro, kak «HopHuxemnp»
OKOHYATEJIbHO KOHCOJUANPYET COOCTBEHHBIE 30JI0TOIOOBIBAIONINE AKTUBHI B KOMITAHUH
«ITomocy, poccustae cmoryT npeanoxutb Gold Fields kopnopaTtuBHoOe ciusiHiE cO CBOEH
«moukoir». Ho B aBrycre wenemkment Gold Fields BHezamHO BhICTymHI C
Ipe/UIOKEHHEM O CIOUSHMM ¢ KaHajackoil ¢upmoit  lamgold. B Gold Fields sty
BHE3AIMHOCTh ~ OOBSCHWIM  HEOOXOAWMMOCTh  JTUBEPCHPUIMPOBATH  reorpaduro
OTIEPALIMOHHON JesTenbHOCTH KommaHuu. B mocnennee Bpemss B FOAP 3HaunTenbHO
YKpEeNuIach HallMOHAJIbHAsI BAJIIOTa — PaH], a BEIBO3 KalWTalla U3 CTPAHBI, B TOM YHCJIE B
BUJIE AMBHUICHIOB, 3amnpemieH. B pesynsrate y Gold Fields Hauanm cHMKaThCs JOXObI
oT aKcrnopra 3omota. CnmsHue, a (akrudyecku mnornomenne lamgold, obomiock OBl
10)KHO-apUKaHCKUM 3070ToA00bITYrKaM B $2,1 mupa. [pudem $350 muH. Gold Fields
JI0JDKHA ObLTA TOTJIATUTH aKIMOHEpaM KaHAJCKOW KOMIIAHWHW KUBBIMHU AeHbramu. [Tocie
norsomenust lamgold nonst «Hopaukens» B Gold Fields ymenbmmnacs 661 mpuMepHO 110
15%.

SlcnocTu B Bompoce o pazmepax nedunmra rocoromxera CIIA na 2005 ron Bce MeHbIIe,
U 3TO, HECOMHEHHO, emI¢ OOJIbIlIe MOBBHIIIAET BEPOSTHOCTh CBAJIMBaHUA JoJutapa. M3-3a
NOCJIEIHUX JIaHHBIX O CHIKEHHHM 00BbEMOB 3aKynok Kuraem obmuranuii aMeprukaHcKOro
Ka3HayelcTBa U J0JUIap, U CTOMMOCTh obnuranuii nmonum BHU3. Ho 3a mocnennue 12
MECSIIIEB HHOCTPAHIbI KyIIMJIM OIPOMHOE KOJINYECTBO aMEPUKAHCKUX LIEHHBIX OyMar — Ha
$839 wmupa. Ioutm Bce rocobmurammu Ha cymmy $381 wipn. ObUTH  KyIUICHBI
neHrpodankamu Anonuu u Kuras. 3a To e BpeMs 4acTHbIE MHOCTPAaHHbIE MHBECTOPHI
npuoOpenu obnuranuii aMepukaHckux kommnanuii Ha $297 mupn. u Ha $203 mupa. —
obmuraruii rocnpennpusatuii 1 areHTcTB CIIA. Tlomydaercs, 9To MpuMEpHO TOJOBHUHA
neunuTta OanaHca TEKyIIMX ONepauuii (UHAHCHUPYETCS YAaCTHHIMH WHBECTULUSMHU B
POCT, B IPOU3BOIUTEIBHOCTh U B JJOXOAHOCTh AMEPUKAHCKOM SIKOHOMMKH B OyaymieM. 1
3TO Oo4eHb Xopomo. [lnoxo To, uro mosmmap, Bo3MoxHO, ynanér emé Ha 10-15%, B
OCHOBHOM I10 OTHOIIIEHUIO K €BpO U HeHe. KuTaillCkuil r0aHb MO-MPEKHEMY MPUBS3aH K
JI0JUTapy M UAET BHU3 BMECTE C HUM. DTOT TaHAeM cTuMmyiupyet poct U B CIIA, u B
Kurae, nockonbKy aomiap ¥ r0aHb BMECTE MaJal0T OTHOCUTENIBHO €Bpo U MeHbl. Ho oH
xe 1eopMupyeT pbIHOYHBIA MEXaHU3M BOCIIOJHEHUS Ie(UINTA TEKYIIEro IIaTeXHOTo
6amanca CIIA. Ot omHOW TpPETH JO TMOJIOBHHBI BHemHeToproBoro aeduinura CIIA
npuxoautcss Ha Kutaif, u mpuBsi3ka 10aHs K J0JUIapy HE JAaeT PHIHOYHBIM MeXaHH3MaM
paborath Tak, Kak Hajo. B koHie koHIoB Kwutai, BO3MOXXHO, OyIeT BBIHYXICH
peBaIbBUPOBAThH I0AHb IO OTHOLIEHMIO K Aosuiapy Ha 20-30%. W eciau MONUTUKHM XOTAT
n30exare jgojuiapoBoro kpusuca B 2005 romy, OHM JOJDKHBI BCEPHhE3 3aHITHCS
cJ1abeIIM 3B€HOM B LIEIH BAJIOTHBIX PBHIHKOB. M 3TO 3BeHO — CBsI3Ka 0aHs U J0JIjIapa.
I'enepanbubrit qupextop ConocoPhillips 58-netnuit Jxetimc Mansa (James J. Mulva)
HEYKJIOHHO TNpHUOIIKaeTcs K CBOeH JaBHEW LeNM — CO3JaHHI0O  PeaIbHO
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MHTETPUPOBAHHON Ti100anpHON HedTsHOW komnanmu. Bce mawamoce B 2000 romy c
nokynku npoosiBaromeit komnanuu Atlantic Richfield Co. na Ansicke, 3a uem B 2001 romy
mocJie/ioBajia TOKYIKa HE3aBHUCHMOW TiepepabarsiBaronieii kommanuu Tosco Corp.,
norom Obuta $16-mmmmapanas  caenka ¢ Conoco. A B centsiope 2004 roma Maisa
npuobpen 7,6% akuuii poccuiickoit kommanun «JIYKOMII». 3a cieayromiye HECKOIBKO
JeT makeT noiikeH BbipacTH n0 20%. ManBa mobuics MecTa B COBETE AUPEKTOPOB U
IpaBa BETO IO PEIICHUSIM, CBSI3aHHBIM C peOpraHU3aIfel, SMUCCUSIMH aKIUKA U APYTUMH
cepbe3HbMH Bonpocamu. OH Taxoke 3ammatii $400 muH. 3a 30% akuuii COBMECTHOTO ¢
«JIYKOWJIom» mpoekra B HedrerazoBoM paitone Tuman-Iledopa, Ha ceepe Poccui.
OTU BIOKEHUsI HEBENUKHU, €CIM CpPaBHUBATh, Hampumep, ¢ kommanueit BP. Omnako
crenky ¢ «JIYKOMJIoM» OH CUHTaeT «BXOIHBIM OHIETOM» B GOraThlii HE()THIO PETHOH.
EnBa nu He camas Oonbinas omacHocTh Ansg ConocoPhillips — o6Ban 1ieH Ha HeTH U ras,
KOTOPBI B OJMOKalIee BpeMsi Majlo KTO CYHTAET BO3MOKHBIM. OITHAKO CIIyYHCH TakK,
ConocoPhillips morna 6b! cTaTh «coOupaTesiem», MOTJIOMIAIIMM OJHY 3a ApYyroi Oojee
KpPYIIHbIE HE3aBHCHMble KOMMaHuWu. EE HbIHEemHsst coOCTBEHHAas HE3aBUCHMOCTD
obecrnieyeHa Onaroaapsi IpOAYMaHHBIM M YIAUHBIM CIETKaM € TeHepaTbHOTO TUPEKTOpa
MauBsl.

Choose the best word in brackets to fill the gap:

Sibneft bought three fields — Kholmist, Chatylkinsk and Yuzhno-Udmurtsk - located in
the oil-rich Yamalo-Nenets autonomous district for a total of 1.5 billion rubles, and
Samotlorneftegas, a .......... (subsidiary, subsidiarity, subsidization) of TNK-BP, bought
the rights to the Ravnin field for 318 million rubles.

Savings Institutions are banks or associations originally established to encourage
personal thrift through the deposit of individual or family savings that .......... (acquired,
accrued, accumulated) earnings in the form of interest. In the U.S., the major savings
institutions are savings and loan associations (SLAs) and savings banks.

Depending on consumer and producer responsiveness to price changes (known as supply
and demand elasticities), an effective .......... (deflation, evaluation, devaluation) should
reduce a nation's imports and raise world demand for its exports. Improvement in a
country's balance of trade will cause an increase in the new inflow of foreign currency;
this, in turn, may help strengthen a country's overall .......... (balance of payments
account, balance of foreign debt, balance of national income).

Although a country might have a deficit in merchandise trade (indicating that it is
importing more than it is exporting), it will show a(n) .......... (excess, surplus, addition )
in another area, such as its investment income. The total of all the items recorded in the
balance of payments will equal zero. However, the balance of payments can be used as an
indicator of a nation's economic stability.

Changes in the balance of payments can affect the exchange rate of a country's ..........
(currency, money, cash). For example, a deficit in merchandise trade means that the
currency of that nation is flooding the world economy, since it is being used to buy the
imports that cause the deficit. Unless government controls are used, the value of the
currency will most likely depreciate.

The foremost American .......... (protection, protectionist, protected) was Alexander
Hamilton; as secretary of the treasury in the cabinet of President George Washington, he
submitted a Report on Manufactures to Congress in December 1791. Hamilton's report
remains one of the most important documents in the literature of protection. He argued in
favor of a moderate .......... (protective, protectionism, protection) policy, designed to
build up within the country all the industries necessary to ensure national .........
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(interdependence, independence, independent) and the most rapid development of
natural resources. He also emphasized his conviction that industrial independence is
indispensable to continuous political independence.

The GATT negotiations, known as the Tokyo Round, resulted in 1979 not only in broad
.......... (duties, tax, tariff) reductions, but also in several supplementary agreements
including codes on subsidies, dumping, standards, and government procurement. These
agreements heightened GATT's importance as a forum for handling trade disputes.

Japan has a large and well-educated labor force; skilled labor is .......... (ample, vast,
abundant) and, therefore, cheap. Hence, Japan can produce efficiently (at low cost) a
variety of goods whose production requires much skilled labor; cameras, radios, and
video recorders are some examples of such .......... (labor-intensive, land-intensive,
capital-intensive) commodities. In contrast, Australia has vast amounts of land in
comparison with its human and capital resources and hence can cheaply produce such
.......... ( labor-intensive, land-intensive, capital-intensive) commodities as wheat, wool,
and meat. Brazil possesses the soil, tropical climate, rainfall, and ample supplies of
unskilled labor requisite to the efficient low-cost production of coffee. Industrially
advanced nations are in a strategic position to produce cheaply a variety of .......... (
labor-intensive, land-intensive, capital-intensive) goods, for example, automobiles,
agricultural equipment, machinery, and chemicals.

Foreign producers often allege that dumping allegations and antidumping duties are an
American method of restricting legitimate trade. The fact is that some foreign firms can
produce certain goods at substantially less cost than can American competitors. Hence,
what on the surface may seem to be .......... (dumping, free market, division of labour)
often is simply the principle of comparative .......... (quota, competition, advantage) at
work. If abused, the antidumping law can increase the price of imports and restrict
competition in the American market. This reduced .......... (exchange, competition,
protection) allows American firms to raise prices at consumers’ expense.

Import quotas specify the maximum amounts of commodities which may be imported in
any period of time. Frequently, import quotas are more effective in retarding international
commerce than are tariffs. A given product might be imported in relatively large
quantities despite high .......... (duties, quotas, tariffs); low import quotas, on the other
hand, completely prohibit imports once the .......... (duties, quotas, tariffs) are filled.

Render the following article into English.

YAENUTHUE I10O-BOEHHOMY

Hnoutickoe npasumenscmeo npocum poccutickux YUHOBHUKO8 CHUUMb Mapugol Ha UMNOpm
eomosoco  uas 6 Poccuro. Eciu smo npousoiidem, omeyecmeeHHvle NpOU3BOOUmMens uas
nOmMepsIom c80e OOMUHUPYIOWee NOJIOHCEHUe HA PbIHKeE.

Poccuiickue mpou3BOIUTENN Yasi BCTPEBOXKEHBI: €CTh BEPOATHOCTh, YTO B Oimkaiimiee

BpeMs

MOPSZIOK B3UMAaHMWs TONUIMH Ha MMIOPT 4asg B Poccuio Oynmer m3meHeH. Bo Bpewms

HeJaBHEro BH3MTa npesuaeHTa Poccum Brnagmmupa [lytuna B MHauio mpaBUTENBCTBO ATOM
CTpaHbl 0OpaTUIOCh K HEMYy C NMPOChOOH CHHU3UTH MOIUIMHBI HA BBO3 (PAaCOBAHHOTO dYasl B
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Poccuro. Ilo cnoBaM HMHAMICKMX YHWHOBHUKOB, YCTAHOBJIEHHBIE HECKOJIBKO JIET Ha3al
OecnipenieieHTHO BhIcOKHE (20%) monuinHbl Ha (GacOBaHHBIN MHAUWCKUM Yall CTaJId MPUYUHOM
PE3KOT0 COKpalleHHs TOCTABOK Yasi B POCCHIO M pa3opeHHsi MECTHBIX TPOU3BOAUTEIICH.

EcTb y MHAMNCKON CTOPOHBI U P APYTUX NpeTreH3uil. Hanpumep, npaBUTEIbCTBO BCEPHE3
03a004Y€HO TeM, YTO POCCUUCKHE MTPOU3BOIUTENN Yasi HEOOOCHOBAHHO UCTIOIB3YIOT AJISl CBOETO
npoaykra Ha3BaHue «MHnuiickuii yait». SIkoObI Mo 3TONH Mapkoi Mmpoaaercs 4aid, COOpaHHBIN
HE TOJBKO HAa WHAMNCKUX IUIAHTAlMAX, HO W Ha WIPU-JTAHKUHACKUX, WHIOHE3UMCKHUX,
KUTalcKkux. MHauiickue YMHOBHHKHM HAacTaMBAIOT Ha TOM, 4TOOBI B Poccuu «HMHIMHACKHUM
YaeM» Ha3bIBAJICS TOJBKO MPOIYKT, IEUCTBUTENIBHO ClIEJIaHHbIi B THInH.

Hamepenns pykoBoactBa MHauM oO4YeBHIHBI: MPOABUHYTh CBOMX IIPOU3BOAMTENICH Ha
pOCCHICKMII 4YaliHBIE PBIHOK, KOTOPBIM CEroAHs OKaszajcs OJHMM M3 Haubojee
MPHUBJICKATEIBHBIX TI0 TeMIiaM pocta: 6osee 20% B roa. K Tomy e mo o0wemy motpediaeHus
yag Poccust HaxoauTesa Ha TpeTheM MeCTe B MHUpeE, ycTynas Toiabko Muaun n Kutaro.

HpeanbHas pasHuna

bnaronaps cymiecTByrommM cerous Tapudam Ha uMnopt yast (20% Ha TOTOBBIA NPOIYKT U
5% Ha cbIpb€) OTEUECTBEHHBIH YailHBIA PBHIHOK CTaJl OAHUM M3 Haubosiee OJIaromnoIy4HbIX.
MMeHHO Takas ujealibHas pa3HHUIA MEXIYy Tapudamu Ha TOTOBBIM NPOAYKT U cbipbe — 15% -
CTUMYJUpPYET BHYTPEHHEE IPOM3BOACTBO U HAAEKHO 3alMIIAET €ro OT HHOCTPaHHBIX
KOHKYPEHTOB. YCTaHOBJIEHUE «IIPAaBUIBHBIX» TapU(POB UTPOKHU CBA3ZBIBAIOT C IPUXOIOM B
koHIe 90-x romoB B oTpacib KommnaHuu «Aunbga-I'pynm». «Torga sta xoMmaHus peniuia
TUBEpCUPHUIIMPOBATh OU3HEC 3a CUET OBICTPOPACTYIIMX POCCHUUCKUX MHILIEBBIX OTpacie, U B
YaCTHOCTH, Hauyaja CKymnaTh HamOoJjiee KpymHbIe yaepa3Becounbie padbpuku, - roBoput [laBen
HcaeB, AMpeKTOp MO BHEIIHUM CBSI35M KoMraHuu «Maib». — YaliHelii OusHec «Asnbda-I'pymm»
HE MOJy4YWI JOJDKHOTO pa3BUTHSA, OJHAKO, 3Ta KOMIIAHMS OKa3aja HEOLCHMMYIO YCIyry
pPOCCHUICKOMY YallHOMY pPBIHKY: OHa TpoJoO0MpoBaia CYHIECTBYIOIINE HBIHE TapudbD».
[TostBuBIIMECS] BCKOPE HOBBIE UTPOKH YaliHOTO pbIHKa — «Opumu Tpelay, «ABanon», «Mait» u
Ipyrue crtanmu OypHO pacTd, M CErojHsS OHHM KOHTPOJHMPYIOT OoJjiee MOJOBHUHBI PBIHKA,
CBOOOJTHO KOHKYPHUPYS C TAKMMHU MOIIHBIMU TpaHCHAIlMOHAJIBHBIMU OpeHaaMu, kak Lipton u
Ahmad. «Poccus cerogHs — oAHa U3 HEMHOTHMX CTpaH, IJ€ TPaHCHAILMOHAJbI, HampuMmep
Unilever Group, He TOMUHUPYIOT Ha pbhIHKE. biaronapst mpaBuibHON TapudHOM NMOJIUTHKE
poccuiickiue MpOU3BOAUTENN paboTal0T HapaBHE ¢ MHOCTPAHIAMHU, a 3a4acCTy0 U OOTOHSIOT
ux», - ToBoput Pamas YaHTypus, TeHepalibHbII TupeKkTop accoruanun «Pocuaiikoder.

[Tocne TOro kak crajo pa3BUBaThCS BHYTPEHHEE NPOU3BOJCTBO, MHANWCKNE TOCTABIIUKU C
HAIllero pbIHKa ynutd. MHaUs crana mHTepecoBaTh POocCcHIO TONBKO KaK MOCTABIIMK YaHOTO
CBIPBSI, TIPEKIEC BCETrO JUIS MPOW3BOJACTBA HEJOPOTO HYas KATETOPUU MAacC-MapKeT, KOTOPBI
3aHUMAET Ha POCCUIICKOM YaltHOM pbIHKe Topska 60-70% . OmxHako B mOCieIHee BpeMsi CBOU
MIO3HIINY TIIABHOTO IMOCTABIIMKA YAaHOTO ChIpbsi HIUS cTana TepsTh.

HeMo0HJIbHBIE NOCTABIIUKH

B 2003-2004 poccuiickue yailHble KOMIAHUM COKpPATHJIM 3aKyIKH ChIpbs y WHAWWLEB U
CTalld AaKTUBHO 3aKJII0YaTh KOHTpPakThl ¢ mocraBimukamu u3 Illpu-Jlanku, BeeTHama,
Nupone3nn, Kurad. VIMEHHO MO3TOMY «4aiHBIA BONPOC» M BO3HHK B XOAE POCCHICKO-
VHJIUMCKON BCTPEYH Ha BBICIIEM YPOBHE.

CokpainieHue 3aKynoK ChIpbSi Y HWHIUWCKUX TPOWU3BOJAUTENEH CBSI3aHO C TEM, YTO B
nocJyeHue roa-1sa B Poccu mpousonuin CyniecTBEHHbIE U3MEHEHHUs B CTPYKType crpoca. C
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POCTOM JIOXO/IOB HACEJCHHUS TOTPEOUTENBCKUN CIPOC TEPEMECTHIICS B CTOPOHY OoJee
KauyeCTBEHHOIO0  MpOJAyKTa — CpEIHEro CerMeHra U CcerMeHta «mpemuym». O
nepepacipeIeICHH CIpoca CBUACTEIBCTBYET TOT ()aKkT, 4TO OO0OBEM MOTPEOJICHUS yasi B
Poccum B HaTypalbHOM BBIPQXSHHUH B IOCJICIHUE TOJBI OCTACTCS CTAOMIIBHBIM - 156 ThICSY
TOHH, a B JCHEKHOM BBIPAKEHUH PBIHOK exeroaHo pacter Ha 20-25%. Ilorpebnenue
JeneBoro 4ast B Poccun ¢ KaxapIM rojioM cokpariaercs Ha 3-5%, B TO BpeMs Kak JUHAMHKA
notpebieHus: 6oee JOPOrHX ero pasHOBUAHOCTEH — TAKETUPOBAHHOTO, 3€JICHOTO, TPABSHOTO,
(bpyKTOBOTO Yasi — ceroHs coctaisieT S0 u 6ojee IpOIEeHTOB.

OTH U3MEHEHHus CcIopoca 3acTaBWIM pOCCUMCKUX mnpousBoauteneii B 2004 roxmy
CKOPpPEKTUPOBATh CBOM OM3HEC-CTPATeTMM M HayaTh OCBaWBaTh 0oJiee BBICOKHE CEIMEHTHI
peiHKa. Jlnsg HOBBIX OpEHIOB POCCHUHUCKMM MPOU3BOIUTENSAM MOTpedoBaloch u Oolee
KauecTBEHHOE chIpbe. I1o cnoBam cniennanucTos, B IHauM €CTh OYEHb KAUYECTBEHHOE CBIPBE, U
€ro UMIOPTUPYIOT MHOTHE €BPOIEHCKUE CTpaHbl, HanpuMmep BenukoOputanus. «B Poccuto
K€ elle C COBETCKUX BPEMEH OTMPABISUIM CaMblii JIEMIEBBIA 4ail, BHIPALICHHBIA B FOXKHBIX
MPOBUHIUAX, - TOBOPUT T-H YaHTypusi, - U UHAUNCKHUE MOCTABIIMKU JaXXe HE 3aMETHIIH, YTO
POCCHIMCKHII CIPOC CTaJl TOpPa3Ao BBINIE, U B pe3yJibTaTe JUIIWIACH KIHUEHTYpPbl. Jl0XOJbI
WHAMMCKUX YallHBIX MPOU3BOAMTENEH CTalu MajaTh HM3-3a AJIEMEHTapPHOTO MapKETHHTOBOTO
IpOCYETay.

To, yto MHauss HE cMoOryia pearupoBaTh HA MU3MEHEHHE POCCHUUCKON KOHBIOHKTYPHI, BO
MHOTOM OOYCIIOBJICHO TEM, YTO OCHOBHOE MPOM3BOACTBO uasi (okoio 70%) B 9TOil cTpaHe
OPHEHTHPOBAHO Ha BHyTpeHHee moTpeOneHue. Ctpanbl, Takme kKak Ilpw—Jlanka, rme
IIPOM3BOJICTBO B OCHOBHOM pa0OTaeT Ha 3KCHOPT, Bcerjga Oojee omnepaTHBHBL [ on-monTopa
Ha3aJl, OCO3HaB, YTO JIEILIEBBIN CIIPOC B Poccuu 3aKOHYMIICS, IPU-TTAHKUMCKUE TPOU3BOIUTENIN
CTaJIy MpeajiaraTh HallMM KOMIIAHUSM BBICOKOKAUE€CTBEHHOE Chiphe. B pe3ynbTare ceronHs mno
noctaBkam HedacoBaHHOTO 4as B Poccuto 3Ta ctpana Havana o6rousats Muauio.

Boennbie HHTEpechl

Ecnu pasnuna mexay tapudamu OyaeT cokpalleHa — a UMEHHO 3TOTO CETrOJHs J00MBaIOTCS
WHJIUMCKHUE YWUHOBHMKH — POCCUHCKHE TMPOU3BOAUTEIN CTOJKHYTCS C OCTpeumein
KOHKYPEHILIUEH CO CTOPOHBI CBOMX a3WaTCKUX Kojuier. Ecnu wu3meHsTcs Tapudbl s
UHJIUHCKOTO UMIIOPTA, TO BCKOPE TOTO K€ MOTPeOyIOT MOCTaBIIMKU U3 Apyrux ctpad — lpu-
Jlanku, BeeTtHama, Kutas, u um Toke npunercs yctynutb. Ha peIHKe MOSIBATCS COTHH HOBBIX
UTPOKOB, U BBIUTPATh Y HUX OYJET OUEHb CIIOKHO, YUUTHIBASI, UYTO U3JIEPKKH — pabouas cuia,
HHEPrOHOCUTENN — B A3MAaTCKUX CTpaHaX HECPaBHUMO HUXe, yeM B Poccum.

CHmwxkenne Tapu(oOB CHUIbHEE YIApUT TIO0 OW3HECY POCCHHCKUX MPOU3BOIUTENCH,
paboTaoumx B HIDKHEM M CPEIHEM CErMEHTaX YailHOro phIHKA. A3MATCKHE MPOU3BOIUTEIH
BPS JIM CMOTYT 3aHSTh, HAIPUMEP, CEKTOP MaKETUPOBAHHOIO 4asi, IOTOMY YTO 3TO CJIOKHOE
TEXHOJIOTMYECKOe MPOU3BOJCTBO, TpeOyromiee OONbIINX HMHBECTHIMH. A OOBIYHO WHAMMIIBI
CHEeLMATM3UPYIOTCS Ha TPOM3BOJACTBE, HEe TpeOyromleM BbICOKOW KBanupukauuu. Ecnu sxe
MHAMMCKUE MPOU3BOAUTEIN HaydaTcs ONEPAaTHBHO pearupoBaTh Ha CIPOC U MPEAJIOKAT Ha
pPOCCUICKOM pBIHKE (hacOBAaHHBIM Yail MPEMUATBLHOTO KauecTBa (BPOJAE TOTO, YTO CETOIHS
noctynaer u3 MHaum Ha eBponelcKue PbIHKH), TO IOJIO)KEHHE POCCUMCKUX HIPOKOB €Ile
00JIbIIE YXYALIUTHCS.

WrnopupoBaTh ke TpeboBanus uHauiines Poccun Hempocto. Ceronns Unaus — oauH U3
KpYIHEHINX nmoTpeduTeneii poccuiickoil BOEHHOM TeXHUKH. bosee monoBuHbI TOBapoobopoTa
Mmexay Poccueit u Uanueii (B 2003 rogy oH coctaBwmi 3,3 MIIpJ. JOJIJIApPOB) MPUXOJUTCS Ha
noctaBku B HMuauio poccuiickux BoopyxeHuil. B mocinennee Bpemss Wuaus crana
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KpyIHEHIINM MOKYIIaTeJIeM POCCUHCKOr0 OPY’KHs, OTTECHUB Ha BTopoe Mecto Kurai. Kpome
TOTO, MHIUWCKUI PBIHOK BOOPYKEHUH — OJIMH U3 CAMBIX OBICTPOPACTYIIUX B MHUpE. Y IepkKaTh
3aBOCBAHHBIC HA MWHJIWKWCKOM pPBIHKE IIO3ULHUHA POCCUHCKOMY BOEHHO-IIPOMBIIUICHHOMY
koMmriekcy (BIIK) Oynmer Hemerko, Tak Kak WMHIWKWCKUE BJIACTH CTAJIM MPOBOJUTH MOJHUTHUKY
TUBEpPCUPUKAIIMN OPYXKEHHBIX 3aKyNOK, B pe3yJlbTaTe€ YEro pPOCCUIICKHE MNpeAnpusTUs
CTOJIKHYJIUCh C pacTylled KOHKYpPEHLHMEH €O CTOPOHBI (paHIy3CKUX U HU3PAUIBCKUX
00OpOHHBIX KOpHopanuii. Bemuka BEpOsITHOCTD TOTO, 9TO  POCCUHCKWI YaiiHBIN PBIHOK OyaeT
IIPUHECEH B XEPTBY HMHTEpecaM B 00JIACTM BOEHHO-TEXHHUYECKOIO COTPYIHHYECTBA, U IO
JIaBJICHUEM WHAUNUCKOM CTOPOHBI Tapu(bl MOTYT ObITh CHIKEHBI.

(mo marepuanam xxypHaia «kcrept», Ned47, nexkadpsr 2004 rona )

Ex.4. Read the following article from “The Time” and do the tasks.

GLOBAL BUSINESS: BUILDING THE WORLD WINE WEB

Times are tough in the industry, so the big players are growing by gobbling up smaller
wineries.

Jon Moramarco has wine in his blood. His ancestors made wine for eight generations in
southern Italy, and after his grandfather Giuseppe emigrated to the U.S., he bought a winery in
Los Angeles. Jon’s father was an expert in vine management — the pruning, spacing, grape
thinning and irrigating that influence the quality of the grapes and the taste of the wine. As a
young boy, Jon cleared weeds between the vines. He later went to work at the Callaway winery
as a “cellar rat”, cleaning tanks, moving barrels, stacking bottles and sometimes working 19-
hour days during the busy crush season. “By high school,” he recalls, “I swore I was going to
get out of the wine business.”

He didn’t, and today, Moramarco, 45, is president and CEO of Canandaigua Wine, which
markets such brands as Dunnewood and Covey run in Europe. With sales of $863 million for
its most recent fiscal year, Canandaigua is the second-biggest wine company in the world, after
E.& J. Gallo Winery, with a reported $1.4 billion in annual sales. But Canandaigua (named
after the town in upstate New York where the company was founded in 1945), a unit of
publicly traded Constellation Brands, is expanding more aggressively than its competitors,
with profits increasing 134% from 1999 to 2001.

Moramarco works long hours directing a company that sold 45 million cases of wine last
year. Times are tough for most in the wine industry today — which creates opportunities for
Moramarco and other executives of big wine companies. As vineyards expand in the U.S. and
around the world, there is an oversupply of grapes, which depresses prices for growers. There
is a declining number of wine drinkers, as young adults are attracted to heavily advertised beer
and malt beverages. And there is strong competition, with winemakers in Europe, Australia,

New Zealand and Latin America benefiting from favorable exchange rates to grab more than
20% of the U.S. market.

So how has Moramarco managed to increase Canandaigua’s profits to $110 million in 2001
from $47 million when he took over the company three years ago? Partly, the falling grape
prices help Canandaigua, because it buys 99% of its grapes. Moramarco has pursued a dual
strategy of acquiring other wineries at bargain prices while shifting toward more expensive
wines with higher profit margins.

Around the world, and especially in the U.S., companies with cash are snapping up
struggling wineries, and everyone is trying to improve quality so that the wines can command
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higher prices. “The excess in grapes will accelerate consolidation — some players will run out
of cash,” says Moramarco. He paid Sebastiani Vineyards $295 million last year for Turner
Road Vintners (whose Talus Merlot sells for $7 a bottle at retail). To add more upmarket
brands to the portfolio, he paid Corus Brand $52 million in March 2001 for several wineries
and labels, including Columbia Winery’s Syrah, which retails at $18.

Other companies have been on a buying spree as well. The Wine Group, third largest wine
company in the U.S., acquired Glen Ellen and M.G. Vallejo in May from Diageo, the London-
based beverage group. Until then the Wine Group had relied on its Franzia wine-in-a-box
brand, which sold in high volume but at a low profit margin. Diageo added Sterling Vineyards
— a Napa property that is more upmarket than Glen Ellen or M.G. Vallejo — with its purchase of
Seagrams this year.

Foster’s Group of Australia bought Napa-based Beringer Blass Wine Estates in 2000 for
$1.5 billion, and for the first time last year, the quintessential global beer company sold more
wine ($1.04 billion) than beer ($931.9 million). Allied Domecq of Britain, which already
owned Clos du Bois in Napa as well as wineries in Argentina and New Zealand, last
September paid $275 million for Spain’s largest wine producer, Bodegas y Bebidas.

Canandaigua’s parent, Constellation, has also been on the acquisition trail. In 1999 it
acquired Franciscan Estates in Napa, whose bottles sell for $20 and up. Franciscan added
Ravenswood and Simi to its higher-end collection last year. Together they sold 2 million cases
for $140 million in 2001. More acquisitions are likely for the Franciscan group and
Canandaigua. “We will look around the world,” says Constellation’s CEO, Richard Sands. “An
Australian acquisition, maybe, or Italian or Spanish.”

But Moramarco knows that size isn’t everything. The U.S. is the world’s fourth largest wine
producer — after France, Italy and Spain — but it ranks 35 in per capita consumption. What
industry calls core drinkers — those who consume wine at least once a week — comprise 19
million Americans, according to research by the Wine Market Council. The French drink seven
times as much, and even the whiskey- and stout-producing Irish drink four times as much wine
per capita as Americans.

“The U.S. is not a wine culture — only 10% of adults drink 86% of the wine,” says
Moramarco. Three-quarters of wine drinkers are 35 and older. And Moramarco and his
competitors accept that a sudden increase in the number of wine drinkers is unlikely. Which
means the only way to increase revenues is to sell wine to existing wine drinkers for higher
prices.

Sales of what the industry defines as premium wines are increasing even as cheap-wine
sales are declining. “With high-quality wines, the costs are higher, but they don’t rise as fast as
profits,” says Christian Miller, director of research at Motto Kryla Fisher. And now that
consumers’ tastes are moving upmarket, wine sellers are rushing to keep up with them.

Clos du Val, a Napa winery set up by Frenchman Bernard Portet in 1972 and best known
for its Cabernet Sauvignon, hired a new executive team last year to reposition its brand further
upmarket. It will soon sell its top Cabernet at $62 a bottle, up from $55. The wine labels will
be redesigned, but the wine inside will remain the same. Another powerful force for
consolidation in the wine industry comes from the arcane distribution system for alcohol in the
U.S., a legacy of the Prohibition era. By law, winemakers may not sell directly to retailers or
restaurants but are forced to sell their goods to wholesalers, who operate under laws that vary
widely from state to state. As retailers consolidate into large national chains, so do the
distributors. For big producers, this is an advantage: Diageo, the world’s biggest alcohol-
beverage company, recently began reducing the number of its distributors in each state and
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persuading each to have a separate division cater exclusively to Diageo’s Sterling and Beaulieu
brands.

But consolidation among distributors is squeezing out the medium-size producers, who
make from 100,000 to 1 million cases a year. They cannot charge the premiums of the small,
boutique wineries nor rely on private mailing lists for customers. Nor do they have enough
volume to get priority from distributors. “In 1975 there were 45 wine wholesalers in California.
Today there are three left,” says Carolyn Martini of Louis M. Martini. “The middle category
we are in makes it impossible to get distribution worked out. This was the principal reason my
family sold out to Gallo last month.”

The consolidation trend is starting to appear outside the U.S., although somewhat unevenly.
Europe has been slow to shed centuries of vineyard traditions, but the New World producers,
especially the Australians, have been expanding aggressively. Four companies — Southcorp
Wines, B.R.L. Hardy, Orlando Wyndham (owned since 1989 by Pernod Ricard) and Beringer
Blass Wine Estates (Foster’s) — now account for 74% of the wine exported from Down Under,
according to Macquarie Resource Equities.

Much of that wine is coming to the U.S., where Australian imports increased by 30% last
year. In Britain too, Australian imports outsells French wine. Why? The Australian wines offer
better quality for the money and are easier to understand. Total wine exports from Australia
jumped from $98.7 million in 1990 to $1.01 billion in 2001, powered by favorable exchange
rates and strong brand marketing.

Like U.S. winemakers, the Australians sell wines that are easily identifiable by the grape
they are made from — Shiraz, Sauvignon Blanc — as opposed to the confusing geographical
classification of French wines. “Brands are the key,” says David Scotland, president of Allied
Domecq’s wine division. “New technologies have improved winemaking ... the consistency of
style builds trust and thus brand equity.” Consider Orlando Wyndham’s Jacob’s Creek brands,
which include Chardonnay and Shiraz Cabernet: they have been marketed heavily, and sales
have increased by 24% on average for each of the past five years.

Although France still sells 40% of the world’s wine by volume and its most famous
Bordeaux are the most sought-after wines, the French are losing ground. “French winemakers,”
says Jean-Michel Peyronnet, editor of La Revue Vinicole Internationale, “simply didn’t see the
competition coming.” Jacques Berthomeau, who heads a group of industry experts, issued a
report in May in which he called for a simplification of wine classifications, varietal labeling
and the promotion of recognizable brands.

Italy, once looked down upon for turning out cheap table wine that didn’t travel well, has
been quicker to catch on to the changes in the wine industry by improving quality and learning
how to sell overseas. Says Francesco Trimani, owner of Trimani, Rome’s oldest wine store:
“Before, big wine producers bought grapes from small vintners. Now they are acquiring
vineyards so they can control the quality of production from the start.”

He points to Marchesi de Frescobaldi — best known for its Tuscan red wines, such as
Nipozzano Chianti Rufina — which has acquired property in Friuli to make Sauvignon, Pinot
Grigio and Ribolla Gialla white wines. “The Italians have figured it out — how to create tastes
that suit the American palate,” says John Fredrickson of Gomberg, Fredrickson & Associates, a
wine-industry consultancy in San Francisco. In the U.S. market, Italian Pinot Grigios
represents the largest import category. At the highest end of the market, the new category of
Super Tuscans — such as Sassicaia and Tignanello — are commanding prices of $80 a bottle and

up.
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Back at Canandaigua, Moramarco values his Italian ancestry, but his business methods are
all-American. The consolidation process, he says, is only beginning: “It won’t be so apparent.
You won’t see a bunch of different wineries closed down — just different corporate ownership.”
Asked who might be next on the acquisition list, he smiles and says, “A lot of conversations
are going on.” And he heads off to catch a plane.

A) Find the most suitable words or word combinations for the following definitions in the text:

1. the plant on which grapes grow 2. the difference between how much money you get when you
sell something and how much it costs you to buy or make it 3. someone who is related to you
who lived a long time ago 4. a place where wine is made 5. based on calculations that show the
average amount for each person affected 6. the total number of things that a company sells
within a particular period of time, or the money it earns by selling things 7. more expensive or of
higher quality than other similar things 8. the process of combining several small things,
especially companies or organizations, into one large unit; merger 9. land and buildings on it
10. the people related to who lived a long time ago 11. something important, that must be done
first or needs more attention than anything else 12. a group of something or somebody 13. to
get rid of something that is not wanted or is no longer necessary 14. wanted by many people but
not easy to get 15. money or property that you arrange for someone to have after you die 16. to
provide food and drinks at an event 17. the process of buying something or obtaining it in some
other way 18. to become larger in size and filling more space 19. the way in which an available
supply of something such as money is shared among people or spread over an area 20. to use a
supply of such as time, energy or fuel; to eat or drink something 21. drinks 22. all the
investments that a person or company has made 23. a senior manager in a business or other
organizations 24. perfect as an example of a type of person or thing 25. such services or goods
are designed for people who have a lot of money 26. a short period that you spend doing only
one activity, especially something enjoyable 27. happening once a year 28. a product or group
of products that has its own name and is made by one particular company 29. someone whose
job is to sell large quantities of goods to shops or small businesses 30. to or in a country across
the sea 31. someone whose job is to sell wine 32. a law or rule that stops people from doing
smth 33. company shares that can be bought and sold on a stock market 34. to move at the same
speed as someone or something 35. something you buy that costs much less than normal 36. a
period when one presses grapes to make wine 37. to use advertising and other methods to
persuade people to buy something

B) Analyze the following statements and say if they are true or false.

1. In the wine industry big companies acquire smaller wineries.
If companies improve quality the wines will be bought better.
The only way to increase revenue is to improve quality.

Sales of premium wines are increasing because cheap-wine sales are declining.

AN

Moramarco knows who is next on the acquisition list because his methods of work are all
American.

6. The French producers are losing ground as they do not understand the situation at the
market.

7. The policy of distributors helps the medium-size producers to become successful.
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8.
9.

10.
11.
12.
13.
14.
15.
16.

You’re in Business Unit 10 [exercises]
New technologies cause increases in sales.
Australian wine sells worse than French.
Italy is learning how to import wines.
The world geographical classification of wines is confusing.
If winemakers want to export wine they should create tastes that suit consumers.
In the wine industry a lot of companies acquire vineyards.
People don’t drink much wine because they prefer malt beverages.
Prices for growers of grapes fall because the number of vineyards increases.

The U.S. is the world’s thirty-fifth wine producer.

C) Comprehension:

1.

A

~

10.
11.
12.

Have a close look at the title of the article. Dwell on the pun used by the author.

What do you think globalisation means? What is the author’s attitude to globalisation in
the wine industry?

What are advantages and disadvantages of globalisation trends in the wine industry?
Who rules the roost at the wine market and why?
Does the process of globalisation gather pace in the wine industry or not?

Why does the author give so many names of the companies, brands and figures in the
article?

Why are some wine companies expanding aggressively if the consumption of wine falls?
What factors promote consolidation in the wine industry?

Who benefits from globalisation in the wine industry: growers, winemakers, distributors
or consumers? Who losses?

Will globalisation touch all industries?
Do global companies do more harm than good?

Retell the article using as many active words of Unit 10 as possible.
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