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Key Words and Phrases

1. My Speciality

to connect
economics

faculty
management
entrepreneurship
speciality
Management of Organizations
manager

. second-year student
10 daytime department
11.to be in a great need
12.majority

13.term

14.frequently

15.profit making organizations
16.widely
17.non-profit organizations
18.responsible
19.directly

20.to supervise

21.to involve
22.decision
23.problem

24 relatively

25.t0 be able

26.to0 evaluate
27.present position
28.major product

29.to support
30.beyond

31.to develop
32.long-term strategy
33.condition
34.industry

CoNoaRrODE

38's13y86amu, no€OHy8amu

EeKOHOMIKA

Gaxkyomem

MeHeOHCMeHm

NiONPUEMHUYNBO

cneyianbHicms

MeHeOHCMEHM OPeaHi3ayill

MeHeooicep

0pY20KYPCHUK

10 OeHHe 8I00L1eHH s

11.xopucmysamucs
NONUMOM

12.6invwicmo

13.nonamms

14.uacmo

15.xomepyitina opeanizayis

16.wupoko

17.nexomepyitina opeanizayis
8I0N08I0ANbHICb

18.npsamo

19.cnocmepiecamu, koumponoeamu

20.éxmouamu, cmocysamucs

21.piwenns

22.npobnema

23.n0pisHANHO, BIOHOCHO

24.6ymu cnpomodicHIM

25.oyinosamu

26.menepiwns, iticna cumyayis

27.0cHo8Hutl mosap

28.niompumysamu

29.no3a mesncamu

30.pozeusamu

31.00620cmpokosa cmpamezis

32.ymo8a

33.npomucnogicmo

©CoNoGaRWNE

6eJIUKUM

We live in a most wonderful time of developing specialties connected with
economics and business. | study at Chernihiv State Technological University at the faculty

of Management and Entrepreneurship.
My speciality is Management of Organizations and | am going to be a Manager.

| am a first-year (second-year) student of the daytime department.
My speciality is in a great need for our national economy. Every business and
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organization needs managers. The majority of us will be managers. It's a new term to us. It
means director, administrator or president. The term "manager" is used more frequently in
profit making organizations, while the other are used more widely in state and non-profit
organizations such as universities, hospitals, social work agencies.
Manager is responsible for making and carrying out decisions within a system. It is
a person who directly supervises people in organization. What a manager does involves
decisions. There are too many problems arising and a manager has to make a decision. In
decision-making there is always some uncertainly and risk. Managing is a hard work.
There is a lot to be done and relatively little time to do it, but problems never go finish.
One of the ways to stay on the top in business is to change the rules while you are
headed. A manager must be able to evaluate the present position of their major product on
the market. He has to take all kinds of measures he thinks will help to support the sales. A
manager must look beyond his company's present situation to develop a long-term strategy
to meet changing conditions of their industry.
Answer the following questions:
1.What faculty do you study at?
2.What is your future speciality?
3.Do you think your speciality is in a great need for our economy now?
4.What made you choose the speciality you are majoring in?



2. Management and Managers

Key Words and Phrases

1. achievement 1. Oocsaenenns
2. to achieve an objective 2. docsiemu memy
3. top management 3. suwe KepisHUYmMaeo
4. executive 4. suKoHaBYUll KePIBHUK
5. to devote 5. npucesuysamu
6. long-range plan 6. Odosecocmpokosuii niau
7. to purchase 7. Kynysamu
8. middle management 8. kepisHuymeo cepednwvoi 1anKu
9. division head 9. kepignux niopo3oiny
10.to be responsible for 10.s8i0nosioamu 3a
11.to implement the plans 11.suxonysamu nianu
12.to determine 12.6usnauamu
13.to operate a department store | 13.xepysamu nuskoro macazumnie
chain 14.oyinoeamu egexmusnicme pobomu
14.t0 evaluate employee CyoHchosyis
performance 15.6e3no0cepeone xkepisnuymeo
15.supervisory management 16.maticmep, bpucaoup, HauarbHUK Yex)y
16.foreman 17.nanpasnamu kococv(Ha BUKOHAHHA
17.to assign smb pobomiu)
18.skill 18. maticmepricmo, éminus
19.to involve 19.cmocysamuco
20.to work effectively with and | 20.e¢pexmusno npayrosamu 3 nroovmu ma
through people 3 iX 0onomozom
21.to contribute the best efforts 21.00nomazamu 3ycunnamu, cnpusmu
22.crucial 22.K110408Ull, BUPIUUATLHUL
23.t0 “see the big picture” 23.6auumu ece 8 yinomy
24.t0 acquire information 24.ompumysamu inghopmayiro
25.10 set a goal 25.cmasumu memy
26.to accomplish 26.6uxonysamu, oocseamu (memu)
27.t0 encompass 27.oxonnoeamu, 6KI0OYAmMu
28.to assign work activities 28.0asamu, nopywamu pobomy
29.to issue orders 29.6udasamu naxkazu
30.authority 30.no6nosasxncenms
31.subordinate 31.nionecnuu

Management and Managers

Management is the achievement of organizational objectives through people and
other resources. The manager's job is to combine human and technical resources in the
best way possible to achieve these objectives.

There are three levels of management in most organizations.



Top management, the highest level of the management pyramid includes the
president, executive vice president and other key company executives. These people
devote their time to developing long-range plans for the company. They make broad
decisions such as whether to manufacture new products, to purchase other companies or to
begin international operations.

Middle management, the second level of the management pyramid, includes plant
managers and division heads. Middle managers are responsible for developing detailed
plans and procedures to implement the general plans of top management. They may, for
example, determine the number of salespeople for a particular territory, operate a branch
of a department store chain, select equipment for a new facility, or develop techniques for
evaluating employee performance.

Supervisory management, or first-line management, includes supervisors, foremen,
department heads, section leaders who are directly responsible for details of assigning
workers to specific jobs and evaluating daily - even hourly - performance. The first level
managers are responsible for putting into action the plans developed by middle
management.

Every manager must possess three basic managerial skills: technical skills, human
relation skills, and conceptual skills.

Technical skills refer to the manager's ability to understand and use techniques,
knowledge, and tools of a specific discipline or department.

Human relations skills are "people” skills. They involve the manager's ability to
work effectively with and through people. The ability to create a work environment in
which organizational members will contribute their best efforts to achieve objectives is a
crucial managerial skill at every level.

Conceptual skills refer to the ability of the manager to see the organization as a
whole and understand how all parts fit together. These skills involve a manager's ability to
"see the big picture™ by acquiring, analyzing, and interpreting information.

3. General Functions of Management

Management has been described as the art of getting things done through people.
Management is a function of planning, organizing, coordinating, directing and controlling.
Any managerial system, at any managerial level, is characterized in terms of four general
functions.

Managers at every level in the organization perform four basic functions - planning,
organizing directing and controlling.

Planning is the process of setting goals for the organization and developing strategies
to accomplish them. It encompasses decisions about the activities the organization should
perform; the production, marketing, and financial strategies it should use in reaching its
objectives; and the resources needed to accomplish its goals. Thus, planning involves the
determination of courses of action to answer the questions of what should be done, by
whom, where, when, and how.

Organizing involves coordinating the efforts of employees and assigning work
activities in such a way that the goals of the organization can be accomplished.

Directing is the process of supervising and guiding employees so that plans are
completed and goals are accomplished. It involves motivating people to do their best,
explaining procedures, issuing orders, and seeing that mistakes are corrected.



Controlling is the function of evaluating the organization's performance to determine
whether it is accomplishing its objectives. Controlling is linked closely to planning; in
fact, the basic purpose of controlling is the determination of how successful the planning
function has been.

Answer the following questions:

What is management?

What does the manager's job involve?

How many levels of management do you know?

What are the functions performed by top management?

What are middle managers responsible for?

Whom does supervisory management include? What are their functions?

"“390.\'.@.0":599!\’!‘

What are the three skills required for managerial success?
What are the four functions of management?

. What is meant by planning?

0 What is decision making?

Key Words and Phrases

4. Leadership Styles

1. leadership 1. xepisHuymeo

2. visible component 2. 04eBUOHUL KOMNOHEHM

3. responsibility 3. ionosidanvHicms, 0008 430K
4. motivating 4. momusayis

5. causing 5. cnownyxamnns

6. to achieve specific objectives 6. suKoOHaHHs nesHUX 3a0au

7. study 7. Oocnioxcenms

8. leadership traits 8. nidepcuvki pucu xapaxmepy
9. researcher 9. oocnionux

10.to tend 10.mamu menoenyio, 6ymu cunbHum
11.nonleader 11.1e nioep

12.exercise of power 12.30ilicHenHs, BUKOHAHHSL

13.to influence the behavior NOBHOBAJICEHD

14.to lead
15.leadership style
16.autocratic leaders

13.6naueamu na nosedinky
14.6ecmu, kepysamu
15.cmunw kepignuymea

17.to imply 16.aemoxkpamuyni xKepigHuxu
18.power 17.nepeobauamu
19.democratic leaders 18.61a0a

20.to involve 19.0emoxpamuuyni xepienuxu
21.subordinate 20.3anyuamu

22.to allow 21.nioneanuii

23.to participate
24.setting sales quotas

22.0036015mu
23.6pamu yyacmo
24.6cmarnosnenns K60mu
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25.autocratic 3apobimuy niamy

26.t0 assign quotas 25.aemoxpamuunuii

27.free-rein leaders (OuxmamopcoKuii)

28.minimal supervision 26.6cmanosnosamu keomu

29.to fail 27.1i6epanvbHi KepieHUKU

30.to affect 28. MIHIMAbHUL KOHMPOTIb

31.manager's choice 29.ne 60asamuco

32.appropriate 30.6nauseamu

33.variety 31.6ubip menedacepa
32.6i0no6ioHull
33.piznomanimuicms

4. Leadership Styles

Leadership, the most visible component of manager's responsibilities, is the act of
motivating or causing others to perform activities designed to achieve specific objectives.
Thousands of studies have been made just to find leadership traits. Researchers found, that
leaders tend to have more such traits than nonleaders.

Leadership involves the exercise of power - the ability of one person to influence the
behavior of another. The way in which a leader uses available power to lead others is
referred to as leadership style. There are three basic styles of leadership.

*Autocratic leaders make decisions on their own without consulting others, and
imply power over others.

*Democratic leaders, the second type, involve their subordinates in making decisions.
Democratic leadership means that managers and employees work together to make
decisions. A democratic sales manager for example, allows sales personnel to participate
In setting sales quotas, while an autocratic sales manager simply assigns quotas for each
sales person. The most democratic style belongs to free-rein leaders, who believe in
minimal supervision and leave most decisions to their subordinates.

Hundreds of research studies have failed to answer the questions of which leadership
style is the best. Researchers now realize that a number of factors should affect a
manager's choice of the most appropriate leadership style. The choice can be expressed as
follows: "Appropriate leadership is a function of the leader, the subordinates, and the
situation™.

Some managers use a variety of leadership styles as the situation demands.

Answer the following questions:

What is leadership?

What does leadership involve?

What are the basic styles of leadership?

Which leadership style is the best?

What kind of leadership style do you think you would use in a business situation?

o wnE
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Why?

5. Business Formation

Key Words and Phrases

commonly used
exactly

merchants

to deal with

to make up
all-inclusive term

to be applied

enterprise

. to provide

10.bulk

11.employment

12.to enjoy

13.to consist

14.to seek profit
15.profit-seeking nonprofit
16.nonprofit organization
17.0objective

18.organized effort

19.to satisfy
20.entrepreneur

21.raw materials

22.to furnish their labor
23.in return for
24.required

25.t0 keep the business operating
26.to utilize
27.manufacturing business
28.manufacturer
29.tangible goods
30.insurance

31.lodging

32.middlemen

33.to resell

34.major forms of business
35.s0le proprietorship
36.partnership
37.corporation
38.economic pulse
39.standard of living

40.to improve

CoNoOaRrLDE

11.36uuatino, sixk npasuio
12.mouno

13.mopeoseys

14. mamu cnpasy 3
15.cknaoamu
16.xomnnexcruti mepmin
17.3acmocosysamucs
18.nionpuemcmeo
19.3a6e3neuysamu
20.6invwa, ocnoéna yacmuua
21.3atinamicmo
22.Kopucmysamucs
23.3aK1104amuch, CK1a0amucs
24 . wykamu npubymox
25.1n020H5 34 HAHCUBOIO
26.Hexomepyitina opeanizayisn
27.mema, 3a0aua

28.cymicHi 3ycunns
29.3a00601bHAMU
30.nionpuemeys

31.cuposuna

32.naoasamu, giooasamu pob6ouy cuy
33.6 3amin Ha

34.neobxionuii
35.npooosacysamu 6iznec
36.6uxopucmosysamu
37.npomucnosuii Oiznec
38.6upodnux

39. mamepianvni mosapu
40.cmpaxysanms

41.o1cumino

42.nocepeorux
43.nepenpoodysamu
44.0cnosHi popmu biznecy
45.00H00CiOHe 80100IHHSA
46.mosapucmeo
47.xopnopayis
48.exoHOMIUHUL IMNYTILC
49.pisenv ocummsi
50.nokpawysamu
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41.primary mechanism 51.0cHosHUll Mexanizm
42.accomplishing goals 52.6uxonanus 3a80ans
43.accountant 53.0yxeanmep

44 .to define 54.6uznavamu

45.revenues 55.npubymru

46.expenses 56.6uoamxu, sumpamu
47.economic surplus 57.exonomiunuii HAOAUUWOK
48.primary goal 58.yineb, mema

49.business activity 59.6i3nec distbHicmo

5. Business Formation

Business is a word which is commonly used in many different languages. But exactly
what does it mean? What do we think of when we hear the word "business"? Some of us
think of our jobs, others of the merchants they deal with as consumers, and still others of
the millions of firms that make up the world's economy. This broad, all-inclusive term can
be applied to many kinds of enterprise. Business provides the bulk of our employment as
well as the products we enjoy.

Business consists of all profit-seeking activities and enterprises that provide goods
and services necessary to an economic system. A nonprofit organization also provides
goods and services to the economic system, but doesn't have profit as an objective.
Churches, armies and like are examples of nonprofit organizations.

Business is the organized effort of individuals to produce and sell, for a profit, the
goods and services that satisfy society's needs. A person who risks his or her time, effort,
and money to start and operate a business is called an entrepreneur. To organize a
business, an entrepreneur must combine four kinds of resources: material, human,
financial, and informational.

Material resources include the raw materials used in manufacturing processes, as
well as building and machinery. Human resources are the people who furnish their labor
to the business in return for wages.

The financial resources are the money required to pay employees, purchase
materials, and generally keep the business operating.

And information is the resource that tells the managers of the business how
effectively the other resources are being combined and utilized.

Businesses are generally of three types.

Manufacturing businesses (or manufacturers) are organized to process various
materials into tangible goods, such as automobiles, delivery trucks, breakfast, cereals or
towels.

Service businesses produce services such as insurance, car rentals, haircuts or
lodging.

And some firms — called middlemen — are organized to buy the goods produced
by manufacturers and then resell them.

Business takes different forms. The three major forms of business are: sole
proprietorships, partnerships and corporations.

So, business is the economic pulse of a nation, the means through which society's
standard of living improves. Profits are a primary mechanism for accomplishing these

goals. Accountants and business people define profits as the difference between a
11



company's revenues and expenses. Creating an economic surplus or profit is a primary

goal of business activity.

Answer the following questions:

. What organization is a business?

. What is profit?

OGO NO O, WNPEF

. What definitions of business do you know?

. Are churches, armies and the like business organizations? Why?

. What person is called an entrepreneur?

. What kinds of resources must an entrepreneur combine to organize a business?
. Name the three main types of business. Explain each of them.

. Name the three major forms of business.

. What is the primary goal of business activity?

6. Forms of Business Organization

Key Words and Phrases

to evolve

to meet needs

major form

sole proprietorship
partnership

corporation

advantage

owner retention of profits

. personal motivation

10.tax benefits

11.disadvantage

12.to include

13.unlimited liability
14.responsibility

15.owner assumption of all losses
16.minimal government intervention
17.unlimited financial liability
18.business life

19.interpersonal conflicts
20.terminating the partnership

© oo Nk WDE

21.general partner

22.toruna firm
23.to take responsibility for smb's

PO368UBAMUCH
3a00801bHAMU NOMPeOU

OCHO8Ha ghopma

00HOOCIOHE 80JIOOTHHS
mogapucmeo, KOMNAHIs
Kopnopayis

nepesgaea

VOepIAHCAHH NPUOYMKI8 8/1ACHUKOM

© oo Nk wWDdE

ocobucma momueayis

10.nooamxkosei ninveu

11.neoonix

12.6xmouamu (6 cebe)

13.1neobmedcena sionosioanrvhicmo

14.6ionosioanvricmo, 0608 ’130K

15.npuiinamms Ha cebe 8/IACHUKOM
8i0nosidanbHocmi 3a 30umKu

16. minimanvne empyuanus oeporcasu

17.neobomedcena gpinancosa 8ionosioanvricmo

18.0in06e orcummsi

19. miscocobo6i konghaixmu

20.6uxio 3  napmuepcmea  (npununenms
napmHepcoKoi OisibHOCI)

21.20n06mHuil napmuep HeobMedHceHo
MatiHo8010 8ION0BIOANLHICMIO

22.xepysamu ¢hipmoro
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actions
24.potential losses
25.limited partner
26.company affairs
27.silent partner

28.t0 be actively involved
29.operation of the business
30.to provide financial backing
31.secret partner

32.to keep that information from
becoming public knowledge

33.formal written contract

34.highly desirable

35.to contribute to industrialization

36.primary advantage

37.legal identity

38.separate

39.stockholder

40.board of directors

41.to develop company goals and
policies

42.to assume legal responsibility

43.limited liability

44 sale of stock

45.ease in transferring ownership

46.legal complexities of formation
and dissolution

47.legal restrictions
activity

48.tax relief

49.cooperative

50.to benefit from

51.group ownership of resources

52.franchise

on business

23.0pamuu  8ionosioanvHicms 3a 4uicv Oii
(6uuHKU)

24.nomenyinini 30umxu

25.napmuep 3 00MedCEHOI0  MAHOBOIO
8I0N0BI0ANbHICMIO

26.cnpasu komnauii

27.nacusnutl napmuep 3 HeOOMeNHCeHOI0
sionogioanvricmio (KOMRAHLOH, SAKULL
npeocmasnsic Qipmy, ane He bepe akmusHoi
yuacmi 6 6e0eHHi Cnpas)

28.6ymu akmusHo 3a1y4yeHuUM

29.ynpasninus busnecom

30.3abe3neuysamu ghinarncosy niompumxy

31.nacusnuii napmuep 3 HeoOMeNCEHOI
sionogioanvricmio (KOMRAHLOH, SAKULL
npeocmasnie Qipmy, ane He bepe akmusHoi
yuacmi 6 6e0eHHI Cnpas)

32.06epicamu inhopmayiro 8i0 2pomadcbKkoco
020/I0ULeHHS

33.0¢iyitinuii,  ogopmrenuit  Ha  Oymai
KOHMPAKm

34.0yaice basicanuil

35.cnpsimu inoycmpianizayii

36.0cHos6Ha nepesaza

37.10puduuna ocoda

38.oxpemuii

39.akyionep

40.pada oupexmopis

41.paspobnamu yini ma memy KOMNAHIL

42 .nputimamu Ha cebe HOPUOUYHY
8I0N08I0ANbHICb

43.06Mmedicena 8i0n0Gi0aIbHICMb

44.npooadsica axyiil

45.1eekicmob nepedayi npasa Ha GLACHICMb

46.10puduuni  mpyonowsi  opmysaunHs i
JIIKBIOYBAHHA

47 .1opuouuni  oboMmedicenHs NIONPUEMHUYBKOT

OisinbHOCMmI

48.nooamkoea ninvea
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49.koonepamusme 20cnooapcmeo

50.mamu éucooy 3

53.to expand 51.2pynose 6on00inns pecypcamu

54.investing capital 52.ppanuatizune ( cneyianvbHull 8U0
JIIYeH3VB8aHHs, KOIU KOMNAHIL — 60]100ap
8i0OMOI  mMOp2080i MapKu npeocmasisie
[HWI KOMNAawWii nNpaso cmasumu Yo
mop2o8y MapKy Ha €801 NPOOVKYIlo, aie
npu Yybomy OMPUMYE NPABO KOHMPOIIO 3a
AKicmio npooyKyii kKomnauii-gppanuaiizepa )

53.po3wmupsamucs

54.ineecmysanus kanimany

6. Forms of Business Organization

Forms of business organization have evolved to meet changing economic and
business needs. The three major forms of organization are

1. sole proprietorship 2. partnership 3. corporation.
Several factors influence the choice of forth, and this form may change during the
course of a business's life,

The advantages of a sole proprietorship are ease of formation, owner retention of
profits, owner control of decision-making, personal motivation and interest, tax benefits,
and direct customer contact. Disadvantages include unlimited liability, decision-making
responsibilities, limited capital resources, limited business life, and owner assumption of
all losses.

The advantages of a_partnership include increased capital capacity, the distribution
of decision-making and specialization, tax benefits, and minimal government intervention.
Disadvantages include unlimited financial liability, limited business life, possible
interpersonal conflicts, and difficulties in terminating the partnership.

Partnerships can have a variety of partners. Every partnership must have at least one
general partner, who actively runs the firm and takes responsibility for the firm's actions
and potential losses. A limited partner takes a limited role in company affairs. A silent
partner is not actively involved in the operation of the business. Often the silent partner
provides financial backing for a business. A secret partner may provide some services to a
business, but prefers to keep that information from becoming public knowledge. A formal
written contract between partners is highly desirable.

The corporation greatly contributed to American industrialization. The primary
advantage of this form of business organization is that its legal identity is separate from
that of its individual owners, or stockholders. Stockholders elect a board of directors to
develop company goals and policies and to assume legal responsibility for the corporation.

Corporations also offer limited liability to owners, increased capital potential through
the sale of stock, unlimited business life, ease in transferring ownership, credit potential,
and separation between owners and managers. Disadvantages of the corporate form
include the legal complexities of formation and dissolution, legal restrictions on business
activity and limited owner control.

The members of a cooperative benefit from group ownership of resources. A
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cooperative may be either consumer- or producer-oriented.

Franchises have become popular since the 1950s; franchise operation sells others the
right to use its idea and name. It can thus expand without investing its own capital.

Answer the following questions:

1.

Why are sole proprietorships the most popular form of business organization?

2. Give four examples of sole proprietorships you know. What kinds of businesses are

"“990 No ok

the most suitable for sole proprietorship?

What are the major advantages of a partnership? What kind of businesses do you
know that are partnerships?

How do corporations differ from sole proprietorships and partnerships?

What are the main advantages of a Subchapter S corporation?

How does a cooperative differ from a franchise?

Why is it necessary for every partnership to have at least one general partner?

What is the difference between unlimited and limited financial liability?
. Why is liability an important business consideration?

0 What is the role and function of the following groups in corporation:

a. board of directors b. officers

c. stockholders

7. Marketing
Key Words and Phrases
1. to price 1. oyinrosamu, naznauamu Yiny
2. to promote 2. npocysamu
3. to distribute 3. posnoodinamu
4. marketing concept 4. Kxouyenyis mapKemuHey
5. set of activities 5. cykynunicmo 6u0is OisiibHOCHI
6. to allow 6. Ooszsonamu
7. to achieve goals 7. Oocsieamu memu
8. effective 8. eppexmusnuil
9. key 9. kaou

10.«rightness»
11.daily activities
12.to revolve around
13.products developing
14.products enhancing
15.setting the price
16.features and benefits
17.target market
18.core
19.to constitute
20.marketing mix
21.convenient synonym
22.product mix
23.product item
24.product line

10.npasunvricmo

11.w00enna disnvuicmo
12.06epmamucsy nagxono
13.800ckonanenns mosapy
14.nokpawenns sxkocmi mosapy
15.6cmanoeénenns yinu
16.0cobusocmi ma nepesazu
17.yinvosuii purox

18.10po, yenmp

19.cknaoamu

20.accopmumenm mosapie
21.3pyunuii cuHOHIM
22.accopmumernm mosapie
23.00unuys npooyKyii
24.epynna 00uHaKos8uUx mosapie
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25.brand

26.package

27.life cycle

28.involved costs / expenses

29.product appeal

30.government price regulations

31.above the average / current
market price

32.below the average / current
market price

33.to offer

34.advantage

35.to attract

36.production line

37.to select

38.distribution channel

39.to0 be a total sales failure

40.competing product

41.to range

42.complex

43.agent

44.wholesaler

45.retailer

46.visible

47.10 be exposed

48.attractive window display

49.intriguing free sample

25.mapka

26.0exinbKa 6udie moesapis

27 .ocummesutl Yur

28.noneceni sumpamu
29.npusabausicmo mosapy
30.0eparcasne peeyniosanms yin
31.6uwe cepeonwvoi/icnyrouoi yinu

32.Huwe cepedHvoi/icHyiouoi yinu

33.npononysamu

34.nepesaca

35.npumscysamu

36.6upobnuua ninis

37.6ubupamu

38.xanan poznooiny

39.3a3namu nosHowv nopasxu 30ymy
40.xouKypyrOUUlL Mosap
41.xknacughixyeamu

42.cxnadHuti

43.acenm, acenm-ghipma

44.onmosuit mopeoseysb
45.p030pibHuil mopzoseyn
46.0ueguoHuUll, A6HUL

47.6ymu eucmasienum Ha npooax;c
48.npusabuse opopmienns impuru
49.inmpueyrouutl 6e3KoumoHULL 3pA30K

7. Marketing

Marketing is a total system of business activities designed to plan, price, promote
and distribute want-satisfying products and services to present and potential customers.

According to the marketing concept an organization should try to satisfy the needs
of customers through a coordinated set of activities that at the same time allows to
organization to achieve its goals. In other words, marketing is a strategic management
process; the business of marketing must be organized, directed, and controlled to be
effective.

It has often been said that the key to successful marketing is having the right product
at the right price in the right place with the right promotion. In the end, the person who
decides the «rightness» of these four elements is the customer.

The daily activities of people who work in marketing departments revolve around
designing, developing, and enhancing products, setting the prices for those products,
promoting the products' features and benefits to the target markets; and distributing the
products to the markets. These activities, the core of any marketing system, constitute the
four elements of what is known as the marketing mix. They are often referred to as "the
four Ps" of marketing: product, price, promotion and place (a convenient synonym for
distribution).

Each of the 4 Ps focuses on the customer and each is related to the other because a
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decision about one usually affects the others. The most effective combination of the 4 Ps

Is the right marketing mix for each particular product or service.

Product is the first and most important element of the marketing mix. Product
strategy calls for making coordinated decision on the product mix, product lines,
individual product items, brands, packages and services.

As a product is developed and introduced and it progresses through its life cycle,
decisions must be made about the pricing of the product. Among the important factors
considered when setting a price are (1) the costs and business expenses involved in the
manufacture or distribution of the product, (2) its fashion and seasonal appeal, (3) the
competition, (4) government price regulations, and (5) supply and demand. Marketers
may choose to price above or below the average or current market price. If the price is
above competitors' prices, the marketer must offer some unique advantages that are easily
seen by the customers. If marketers price below the market price, they may attract more
customers and increase sales. If the price is the same as others, than the service must be
better to attract the customer.

When a product comes off the production line, the manufacturer must select the best
distribution channel to get that product to the consumer. No matter how good a product
Is, it can be a total sales failure if it arrives in the marketplace too late, if distribution costs
are too high, or if it is not distributed as widely as a competing product. Producers of
consumer goods have five channels to choose from in marketing their goods. The channels
range from the simplest (manufacturers to consumer) to the most complex (manufacturer
to agent to wholesaler to retailer to consumer).

Promotion is the last element of the marketing mix. It consists of activities designed
to bring a company's goods or services to the favorable attention of customers. It is
certainly the most visible element and one to which consumers are exposed every time
they pick up a newspaper or magazine, turn on the television, or radio. An attractive
window display and an intriguing free sample are also examples of promotion.

Marketing is now seen as the central function of many organizations. It plays an
important role in company policy making.

Answer the following questions:
1. What is marketing? What is market concept?
What is the key to successful marketing?
What do the daily activities of people who work in marketing departments revolve
around?
What is marketing mix?
Is each of the Ps related to the others? Why?
What does product strategy call for?
What factors should be considered when setting a price of a product?
What is a distribution channel?
9. Why is it so important to select the bet distribution channel?
10.How many channels can producers of consumer goods choose from?
11.What does promotion consist of?
12.What examples of promotion do you know?
13.Why is marketing now seen as the central function of many organizations?
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Key Words and Phrases

8. Advertising

1. communication

2. promotion

3. product advertising

4. institutional advertising
5. toinvolve

6. goodwill

7. government entity

8. advocacy advertising
9. viewpoint

10.public issue

11.public opinion
12.legislative process
13.nonprofit organizations
14.cause (to cause)

15.to persuade

16.to remind
17.informative advertising
18.initial demand
19.introductory phase
20.Product Life Cycle
21.persuasive advertising
22.competitive status

23.growth and maturity stages

24.decline stage
25.mass media
26.advertising medium
27.t0 be tailored

28.advantages and disadvantages

29.merchandising
30.life span

31.to discard
32.overall
33.significant impact
34.network
35.mass coverage
36.flexibility
37.public distrust
38.selectivity
39.Direct Mail

40.immediacy
41.a short life span

nepedaua inghopmayii

nponazaroucmcobKa OisIbHICMb

pexnama npooyKyii

NPOMUCTIO8A peKIama

CMOCY8aAMUcs, 6KII0YAmMuU

YiHHICMb, npecmudic Qipmu

ypA008a opeanizayis

peKaama-nponazanoa

MOoYKa 30py

10 cycninibHe, 2pomMaodcbke NUMAaHHs

(npobnema)

11.2pomaocwvka oymka

12.3axono0asuuii npoyec

13.nexomepyitina opeanizayis

14.npuuuna (cnpuuuniosamu)

15.nepexonysamu

16.nacadysamu

17.inpopmamuena pexnama

18.3amoenenns

19.nouamxkosuii nouamxosa cmaois

20.oicummesutl yuk npooyKmy

21.nepexonnusa pexnama

22.cmamyc KOHKYDEeHmMOCHPOMOICHOCI

23.cmaois 3pocmants ma 3piiocmi

24.cmadis cnady

25.3acobu macoeoi inghopmayii

26.cnocio, 3acio pexiamu

27.6ymu 3pobieHum Ha nonum

28.nepesacu ma Hedoniku

29.30ym, mopeiens

30.mpusanicmo socumms

31.6uxuoamu six Henompione

32.6 yinomy

33.3Haunuil énaue

34.mepeoica

35.wupoxuii oxeam nooiil

36.eryuxicmo

37.epomaocvka nedosipa, nioospa

38.6ubiprosicmo

39.memo0 mapxemuney, npu Komy
KOMNAHIL pO3CUNAIOMb 3PA3KU CBOEL
npoOYKYii NOMeHYianbHUM
3aKazyuKam

40.Hnegioxknaonicms
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42.spot advertising 41.nesenuxuti 8iOpi30K Hcummsi
43.highly fragmented audience 42.6ubiprosa pexnama
44 .broadcast 43.0yoice pospiznena ayoumopis,
45.outdoor advertising nyonika
46.billboard advertising 44 .padiompanciayis
47.t0 make a point 45.6yauuna pexnama
46.pexnama na cmenoax (wumax)
48.movie screen 47.36epHymu ocoby ysazy Ha wjocw,
49.advertising-posting PpemenbHO po32iaHymu
48.kinoekpan
49.6i0npaska pekiamHoi KopecnoHoenyii
no nowmi

8. Advertising

Advertising is a paid, nonpersonal sales communication usually directed at a large
number of potential buyers. For many firms, it is the most effective type of nonpersonal
promotion. The two basic types of advertising are product and institutional.

Product advertising involves selling a good or service.

Institutional advertising involves promoting a concept, idea, or philosophy, or the
goodwill of an industry, company, organization, or government entity; a form of
institutional advertising that is growing in importance, advocacy advertising supports a
specific viewpoint on a public issue. Its purpose is to influence public opinion and the
legislative process. Both nonprofit organizations and businesses use advocacy advertising
(sometimes called "cause advertising").

Both product and institutional advertising can be subdivided into three categories
according to purpose: to inform, persuade, or remind. Informative advertising, intended to
build initial demand for a product, is used in the introductory phase of the product life
cycle. Persuasive advertising attempts to improve the competitive status of a product,
institution, or concept. It is used in the growth and maturity stages of the product life
cycle. Reminder-oriented advertising, often used in the late maturity or decline stages of
the product life cycle, tries to remind people of the importance and usefulness of a
product, concept, or institution.

All marketers face the question of how to best allocate their advertising budgets. Cost
Is an important consideration, but it is equally important to choose the media best suited
for the job.

Newspapers are the largest of the advertising media. Because newspaper advertising
can be tailored for individual communities, and reach nearly everyone in the area, local
advertising is common. Other advantages are that readers can refer back to them, and they
can be coordinated with other advertising and merchandising efforts. A disadvantage is the
relatively short life span; people usually discard their papers quickly.

Television ranks second overall to newspapers. Television advertising can be
classified as network, national, local, and cable (nonnetwork). TV has the advantage of a
significant impact on potential customers. Mass coverage, repetition, flexibility, and
prestige are other advantages. The disadvantages of television as an advertising medium
include its high cost, the temporary nature of the message, some public distrust, and lack
of selectivity in its ability to reach specific target market segments without a lot of wasted
coverage.
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Direct Mail is another advertising medium. Its advantages include selectivity, intense
coverage, speed, flexibility, complete information, and personalization. On the negative
side, direct mail is very expensive, it depends on effective mailing lists, and it sometimes
meets with consumer resistance.

Radio is another important broadcast advertising medium. It can be classified as
network, spot, and local advertising. Advantages of radio are its immediacy, low cost,
targeted audience selection, flexibility, and mobility. Disadvantages include the short life
span of a radio message and a highly fragmented audience.

Magazines are also used for advertising. Advantages of magazines include selectivity,
quality reproduction, long life, and prestige. But they lack the flexibility of newspapers
and broadcast media.

Outdoor advertising, such as billboards, is one more advertising medium. It
communicates simple ideas quickly. Other advantages are repetition and the ability to
promote goods and services available for sale nearby. There are disadvantages to outdoor
advertising, however. The medium requires that messages be brief, and there isn't much
time to make a point.

There are lots of other options that companies can use to advertise their products.
Other media include advertising in movie theatres and on airline movie screens. Many
firms display their advertising messages on trucks, while others use transit advertising-
posting their ads in public transportation like buses, subways and commuter trains. Special
leaflets, booklets and other printed matter about the goods or services may be published,
special advertising conferences may be held for advertising purposes. Answer  the
following questions:

1. What is the purpose of advertising?

2. What specialized firms dealing with advertising do you know?

3. How may the goods be advertised?

4. What are the differences among informative, persuasive, comparative, and reminder-
oriented advertising?

5. Which is the most popular advertising media in terms of total advertising volume?

6. What does the choice of media for advertising depend on?

7. What are the advantages and disadvantages of advertising media?

9. Contracts
Key Words and Phrases Key Words and Phrases

1. to strike a deal 1. ykraoamu y2o00y

2. standard contract 2. Munosuti KOHMpaKm

3. essential clauses 3. 3Hauywi ymosu KOHMpaKmy
4. legal title 4. opuouune HaAUMeHYB8AHHS
5. unit of measure 5. oounuys sumipy

6. bulk cargo 6. HacunHull Yu HATUBHUL BAHMAIC
7. stipulation 7. ymosa

8. tolerance 8. donycmume 6ioxunemHsi

9. in conformity with 9. 6i0nosioHo 0o

10.firm prices 10.meepoi yinu

11.fixed prices 11.ghixkcosani yinu

12.sliding prices 12.xo0863ar0ui yinu
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13.to quote a price 13.nasnauamu yiny

14 fit 14. npuoammnuii

15.transshipping 15.nepesanxa eanmasicy

16.indelible paint 16.¢apba, wo ne cmupacmocs

17.to make qualifications 17.pooumu 3acmepedicersi

18.insurance 18.cmpaxysanmsi

19.indemnity 19.8i0wko00ysanus

20.burglary 20.xpadidxcka 31 310MoMm

21.pilferage 21.mana kpaoixcka

22.force majeure 22.¢hopc mascop; nepenoua,
HA038u4aiili 06CMaguHu

23.contingency 23.Henepedbauysana 0ocmasuna

24.embargo 24.embapeo, 3a60pona HaA  MOPNEINIO
OKpeMuMUu mosapamu

25.claim 25.npemen3is

26.breach of contract 26.nopyuienns Konmpaxkmy

27.bill of lading 27.koHOCamenm

28.award 28.piwenns apoimpis

29.not subject to appeal 29.He nionseae anenayii

9. Contracts

A contract forms the basis of a transaction between the Buyers and the Sellers, and
great care is exercised when the Contract is being prepared that all the legal obligations
have been stated. By law, contracts are made in writing. When striking a deal, standard
contracts are widely used. Standard contracts are not a must. Some articles may be altered
and supplemented.

As a rule a Contract contains a number of clauses, such as: legal title of the
contracting parties, subject of the contract, quality, price, delivery and payment terms,
guarantee, packing and marking, arbitration, transport, insurance and others. Here are
some of them:

Subject. This section names the product for sale or purchase. It also indicates the unit
of measure generally employed in foreign trade for specific commodities. Contracts for
bulk cargo contain a stipulation "about" or "plus or "minus ... per cent" denoting the
permitted quantity tolerance.

Quality. The quality of machines and equipment is to be in conformity with the
technical specification of the contract. The quality of raw materials and foodstuffs is
determined, as a rule, by standards, by sample, by description.

Price. The price, stated in a contract may be firm, fixed or sliding. Firm prices are not
subject to changes in the course of the fulfillment of the contract. Fixed prices are the
prices governing in the market on the day of delivery or for a given period. Sliding prices
are quoted for machinery and equipment, which require a long period of delivery.

Packing and Marking. The merchandise is shipped in export packing suitable for the
nature of the goods under supply. The packing must protect the goods against any damage
and corrosion during their inland and sea transportation. The packing must be fit for

transshipping by means of cranes or manually. In case of consumer goods packing has a
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double function. On the one hand, it is for protection. On the other — it serves to advertise
a product and attract a customer. Marking should be in indelible paint and inscribed on
three sides of cases.

If the goods are improperly packed and marked, the carrier will refuse to accept them,
or will make qualifications about the unsatisfactory condition of packing in the bill of
lading.

Insurance of Goods. The export trade is subject to many risks. All sensible
businessmen now insure goods for the full value. The idea of insurance is to obtain
indemnity in case of damage or loss, pilferage or burglary, breakage or leakage. The
insured is better protected if his goods are insured against all risks.

Force Majeure. Force Majeure is a force against which you cannot act or fight. Every
contract has a force majeure clause. It usually includes natural disasters such as an
earthquake, flood, fire, etc. It can also list such contingencies as war, embargo, sanctions,
strikes of transport workers, etc.

When negotiating a contract a list of contingencies must be agreed on and put into the
Contract.

Claims and Sanctions. A contract defines rights and obligations of the parties
involved. In case of breach of Contract the sufferer makes a claim on the party, which fails
to meet its contract obligations. It is more often the case that it is the Buyer who makes a
claim on the Seller. Most often the Buyer makes quality and quantity claims on the Seller.
The cause for complaint may be poor quality, breakage, damage, short weight, etc. If a
claim has a legitimate ground behind it the parties try to settle it amicably.

Arbitration. Settling commercial disputes by arbitration is practiced if the parties in
dispute cannot reach mutual understanding. Then the case is heard before a tribunal
comprising three arbitrators. The award is made by a majority vote. The award of the
Arbitration Commission is final and binding upon both parties'. It is not subject to appeal.

Transport. Each contract contains a clause defining transport conditions. The clause
specifies terms of delivery (GIF, FOB, etc.), mode of shipment (by sea, rail, air) and
responsibilities of each party. Sometimes transshipment or intermodal shipment is
practiced.

Either Shipper or Consignee, depending on the terms of the contract, pays freight,
loading, discharging and other expenses, if there are any.

Answer the following questions:

. What are the essential clauses of a contract?

. How is quality determined in a contract?

. What sort of prices may be indicated in a contract?

. What is the definition of force majeure?

. What contingencies are listed in a force majeure clause?
. What are the causes of a claim?

. How are claims settled?

. What terms of delivery do you know?
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Management and Managers

General Functions of Management
What is management?
What does the manager's job involve?
How many levels of management do you know?
What are the functions performed by top management?
What are middle managers responsible for?
Whom does supervisory management include? What are their functions?
What are the three skills required for managerial success?
What are the four functions of management?
What is meant by planning?
What is decision making?

Leadership Styles
What is leadership?
What does leadership involve?
What are the basic styles of leadership?
Which leadership style is the best?
What kind of leadership style do you think you would use in a business
situation? Why?

Business Formation

1. What definitions of business do you know?

2. What organization is a business?

3. Are churches, armies and the like business organizations? Why?

4. What person is called an entrepreneur?

5. What kinds of resources must an entrepreneur combine to organize a
business?

6. Name the three main types of business. Explain each of them.

7. Name the three major forms of business.

8. What is profit?

9. What is the primary goal of business activity?

Forms of Business Organization

Why are sole proprietorships the most popular form of business
organization?

Give four examples of sole proprietorships you know. What kinds of
businesses are the most suitable for sole proprietorship?

What are the major advantages of a partnership? What kind of businesses do
you know that are partnerships?

How do corporations differ from sole proprietorships and partnerships?

What are the main advantages of a Subchapter S corporation?

How does a cooperative differ from a franchise?
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Why is it necessary for every partnership to have at least one general
partner?
What is the difference between unlimited and limited financial liability?
Why is liability an important business consideration?
What is the role and function of the following groups in corporation:
board of directors
officers
stockholders

Marketing

What is marketing? What is market concept?

What is the key to successful marketing?

What do the daily activities of people who work in marketing
departments revolve around?

What is marketing mix?

Is each of the Ps related to the others? Why?

What does product strategy call for?

What factors should be considered when setting a price of a product?

What is a distribution channel?

Why is it so important to select the bet distribution channel?

How many channels can producers of consumer goods choose from?

What does promotion consist of?

What examples of promotion do you know?
: Why is marketing now seen as the central function of many
organizations?

Advertising
1. What is the purpose of advertising?
2. What specialized firms dealing with advertising do you know?
3. How may the goods be advertised?
4. What are the differences among informative, persuasive, comparative, and
reminder-oriented advertising?
5. Which is the most popular advertising media in terms of total advertising
volume?
6. What does the choice of media for advertising depend on?
7. What are the advantages and disadvantages of advertising media?

Contracts
1. What are the essential clauses of a contract?
2. How is quality determined in a contract?
3. What sort of prices may be indicated in a contract?
4. What is the definition of force majeure?
5. What contingencies are listed in a force majeure clause?
6. What are the causes of a claim?
7. How are claims settled?
8. What terms of delivery do you know?
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