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BBEJAEHWE

PE®EPUPOBAHUE

PedepupoBaHue - 3T0 CKATHC TEKCTa HA OCHOBE €r0 AHAJHMTHKO-
CTATHCTHYCCKOM  mepepaboTkn  wW  mepedpasmposBanme  s3bIka.  L[embro
pedepupoBaHU ABIACTCA BBIABICHHC, CHCTCMATH3AUMA W 0000MMCHHE HAHOOIICe
HGHHOI\/’I I/IH(I)OpMaI.[I/II/I NCPBOUCTOYHHKA, TNCPBUITHOTO TCKCTA H €€ NMHUCBMCHHAA
(ukcanus B (popMe BTOPHIHOTO TEKCTA.

PedepupoBanne 0OyCIOBICHO B  HACTOSAIIGE BpPEeMSI BO  MHOTOM
HHPOPMAIIMOHHBIM OYMOM H BCE BO3PACTAIOIICH HEOOXOIMMOCTBIO B IEpepaboTKe
MOMIHOTO TOTOKA HH(OPMALHUH I MPAKTHICCKOTO UCTIOTB30BAHHSL.

B ocHOBe mepepaboOTKH MEPBHYHOTO TEKCTA JICHKAT MPOLECCHL: COKPAILCHHAC,
3aMCHA, BBCACHHC HOBOTO. COKPAICHHE MPEATONATACT H3BATHES W3OBITOYHOH H
BTOPOCTENICHHOHM, gomoaHuTenbHOW wmH(popMammu. Ilpomecc  cokpameHmsa
MPSHMY IIECTBSHHO COMPOBOKIACTCA MPOLECCOM YIPOLICHHS COICP/KAHMAL
3amMeHa - 370 TpaHCcopMaImA COACPKAHUA U IePePPasHpOBAHHC SA3BIKA, HO 3TO HE
MPOCTO 3aMCHA, HO M BBEACHHE 3JICMEHTOB HOBOTO. OJHAKO 3TO HOBOC HA YPOBHE
3aMCHBI YKIAaABIBACTCA B PAMKH TIIOJJHOTO HIH KPATKOTO BOCHPOH3BCACHUA
COCPKAHUA HCXOTHOTO COOOIMICHHA MPH COXPAHCHHH €T0 HACHHO-TCMATHUCCKON
OCHOBBL

BeeneHue HOBOTO B COOCTBCHHOM CMBICIIC CIIOBA CBS3aHO C BBIXOJOM B
CBOOOJHYIO TICPSIATY HIH TPAKTOBKY HH()OPMALHH HCXOAHOTO TCKCTA.

AHHOTHPOBAHHE - 3TO NPSACIPHOC CKATHC MATEpHANA NCPBOUCTOYHHKA.
AHHOTAIIMS OTBCUACT HA BOMPOC. O YCM TOBOPHTCA B HCTOuHHKE? OHA HE
OTPa’kKaeT TOUKY 3PCHHA aBTOPA padOTHL, B HEH HE COOCPIKHTCH APTyMCHTALIMH.
OHa CIy>XHT JHIIb HCTOYHHKOM HH(OpMANK 0 HAMYUH PA0OTHI IO KOHKPETHOH
MPOOIEMATHKE, 4 TAKKE O HEICCOO0OPAZHOCTH 00Iee TIIyOOKOTO 3HAKOMCTBA C HCH.

AHHOTaI.[I/I}I HA3BIBACT TCMBI H HpO6J'IeMI>I, 0 KOTOPBIX TOBOPHUTCA B HAYAJIC
CTATBH, B € OCHOBHOW YaCTH W 3aKMoucHHH. OHA MOXKET COACPIKATh YKA3aHHC HA
LIEJb H3AAHMS U €TI0 aAPECaThl (A1 KOTO MPEIHA3HAYCHA CTATh).

AHHOTaI.[I/I}I Jumb OCPEUUCILICT TC BONPOCHL, KOTOPBIC OCBCIICHBI B
MCPBOUCTOYHHKE, HE PACKPBIBAA COICP/KAHUS 3THX BOTPOCOB.

Pazmmuarot CICOAYIOIIUEC TUITBI AHHOTAITUH |
1. OnmucaTenbHAd AHHOTAUHWSA JHINb W3IAracT, O UM HATIMCAH NEPBOMCTOYHHK,

TO €CTh JIHMIIb HA3BIBACT BOMPOCHI COACPKAHHA.
2. Pe!l!e[!aTI/IBHa}I AHHOTAUWA B MPCACTIBbHO CKATOM BHAC NCPEAACT BBIBOABI 11O
KOKIOMY H3 3aTPOHYTHIX BOIPOCOB H MO MATEPHATY B LICTIOM.
3. AHHOTAUHA-PE3OME - 3TO 4YeTKad Mepeaaya TIJIABHOTO TEMATHYECKOTO
COICPKAHHA B MPESICIBHO CHKATOM BHJE.
CTpykTypa Kak OINHMCATECIbHOW, Tak M pedepaTHBHOH AaHHOTAIMM OJHHAKOBA.
AnnoTammsa o(OpPMIIETCS KPATKHUMH TPEIIOKCHHAMH HIH TIPEIOKCHUSAME C
NCPCUNCTICHUAMMU. TounocTh nepeaavun CoOACPKAHUA  JOCTHUTACTCA  IyTEM
HCTOIB30BAHUA TCPMHUHOB, KOTOPBIC 00Ice HH(POPMATHBHEL, YeM OOBIMHBIC CIOBA.
B aHHOTADWMH WCTMONB3YIOTCHA TAATONBI-TYOKH B (DYHKIMH TJIATOJIOB-CBA30K
«UMETBY, «OBITHY.




UNIT 1

Reading.
Read the text below and do the following exercises.

Economics

1. Traditionally, the study of economics has been broken into two
major disciplines. Macroeconomics is the study of business forces on the
whole, or on a national or global level. Microeconomics is the study of the
business dynamics that affect economic behavior within firms.

We are going to present a discussion of key concepts in
macroeconomics and describe how managers can use this information to
make better business decisions. Then we’ll present and explain key
concepts in microeconomic theory.

Macroeconomics
2. The study of macroeconomics is made in an attempt to measure and
understand relationships governing overall economic activity. Gross
domestic product, or GDP, is the most comprehensive measure of this
activity. GDP measures economic activity from the perspective of the total
income generated by different entities within an economy, as well as by
measuring the total expenditures of those entities.

3. Business managers use GDP values to know overall economic
conditions. A consistently increasing GDP indicates that an economy is
healthy and expanding.

Microeconomics

4. As mentioned previously, the study of macroeconomic
relationships can assist a business manager in making more informed and
better business decisions in relation to the overall economy. The study of
microeconomics, however, can assist managers with making better
decisions on a firm-specific level.

5. Microeconomics deals with how the relationship between supply
and demand affects business decisions at the level of the firm. More
specifically, microeconomic analyses can help a manager make the most
efficient use of the limited resources under his or her jurisdiction to
manage. Microeconomic principles can be used to set production limits to



maximize revenue, minimize costs, and determine appropriate prices for
products and services.

Exercises:
I. Complete the sentences from the reading text by writing a word from
the box: increasing GDP; to make better business decisions; the total
income on a global level; different entities;

1. Gross domestic product measures economic activity from the
perspective of ... ... generated by ... ...

2. Macroeconomics is the study of business forces ... ...

3. A considerably ... ... indicates that an economy is healthy and
expanding.
4. We are going to present a discussion of key concepts in

microeconomics and describe how managers can use this informati-

I1. Read questions 1-4 below and underline the words in the text which

provide the answers:

1. What is microeconomics?

2. What do business managers use to know overall economic conditions?

3. How many disciplines can the study of economics be broken into?

4. How can the study of macroeconomic relationships help a business
manager?

II1. You are given an example of a summary (or an annotation) on the
Reading text.

Macroeconomics, or the study of how the economy behaves on the
whole, can be used by business managers to understand and predict how
changes in the overall economy may affect the success of the business they
run.

Microeconomics, or the study of the dynamics of the firm, can be
used to help managers in making critical business decisions on a daily
basis. Managers can use their understanding of the dynamics of supply and
demand to predict business changes.

Macro-and microeconomic concepts together can enable a manager to
understand, predict, and manage market forces to a company’s benefit.



UNIT 2
Reading.
Read the text below and do the following exercises.

Text 1
Market economies

A society may attempt to deal with the basic economic problems by
allowing free play to market forces. The state plays little or no part in
economic activity. Most of the people in the non-communist world earn
and spend in societies which are fundamentally market economies.

The market system of economic organization is also commonly
described as a free enterprise or capitalist system.

The framework of a market or capitalist system contains the following
features:

1. Private property.
It means that individuals have the right to own, control and dispose of land,
buildings, machinery and other natural and man-made resources. Man-
made aids of production such as machines, factories, docks, oil refineries
and road networks are known as capital. Private property provides the
owners of property with the right to income from that property in the form
of rent, interest and profits.

2. Freedom of choice and enterprise.
It means that individuals are free to buy and hire economic resources, to
organize these resources for production and to sell their products in the
markets of their own choice. Freedom of choice means that owners of land
and capital may use these resources as they like. It also means that
consumers are free to spend their incomes in any way they wish. In the
models of capitalism producers respond to consumers’ preferences - they
produce whatever consumers demand.

3. Seclf-interest.
Each unit in the economy attempts to do what is best for itself. Firms act in
ways which, they believe, will lead to maximum profits. Workers tend to
move to those occupations which offer the highest wages. Consumers
spend their incomes on those things which give the maximum satisfaction.

4. Competition.
Competition, as economists see it, is essentially price competition. In the
market for each commodity there are large numbers of buyers and sellers.
Each buyer and seller has an influence on the market demand or market
supply. The forces of total demand and supply determine the market price.
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5. Market and prices.
The most basic feature of the market economy is the use of price
mechanism for allocating resources to various uses. The decisions of
producers determine the supply of a commodity; the decisions of buyers
determine the price. Changes of demand and supply cause changes in
market prices and these movements in market prices bring about the
changes in the ways in which society uses its economic resources.

Exercises:

I. Complete the sentences from the Reading text by writing a word

from the box: market demand; income; free enterprise; profits; price;

private property; consumers; supply; producers.

1. The market system of economic organization is also commonly
described as ...

2. ... confirms the right of individuals to own, control and dispose of
various resources.

3. The owners of property get ... from that property in the form of rent,

interest and profits.

... are free to spend their incomes as they like.

Firms act in ways which will lead to maximum ...

Each buyer and seller has an influence on ... or market supply.

The decisions of ... determine the ... of a commodity.

The decisions of buyers determine ...

PN

I1. Which of these issues are discussed in the text?
1. Features of market economy.

2. Capital.

3. Price competition.

4

5

Role of government in market economy.
Kinds of enterprises in market economy.

III. Find in the text the equivalents of the following Russian words:
OKOHOMHUECKAs JCATCIBHOCTD, TPAaBO BIAACTh PECypcaMu; MOXOJ OT
CO6CTBCHHOCTI/I; TpaTI/ITb CBOHM O0XOABI, npe,unaraTb caMon BbICOKyIO
3apaboTHYIO TLIaTy; TOBApP, CHPOC W TPSUTOKCHUC, OMPEACTIATh TCHY,
pachpeaeasITh PECyPCHL.

IV, Translate the beginning of the text (up to “Private property”) in
writing.

V. Make up a summary of the text using the key patterns from the
Appendix.




UNIT 3
Read the text below and do the following exercises.

Economic Policy

The overall performance of the economy is now generally accepted as
a major responsibility of the government. That branch of economics which
deals with the economy as a whole is known as macro - economics, while
the study of the 'parts' of the economy is known as micro-economics. Thus,
the examination of the forces which determine the price of beef, or the
wages of miners, or the size of the firm, would be an example of micro-
economic analysis whereas a study of the forces determining the general
price level, or the general level of wages, or the balance of payments would
be classified as macro-economic analysis.

Economic analysis is concerned with the means of achieving
particular economic objectives. The choice of the objective - how people
want economic resources to be used in order to satisfy their wants - is a
matter of political decision.

The first task is to determine the objectives. The next task is to
choose the instruments of policy to be used in pursuit of the objectives and
these instruments are based upon some available range of measures.

But the essential link between the desired objective and the
appropriate means of achieving it is economic analysis. The role of analysis
is to provide some understanding of how the economic system works. We
cannot choose the realistic objectives or design appropriate measures for
attaining those objectives unless we have some knowledge of how the
economy works.

A model of the economy

The circular flow of income.

In order to understand how the measures of economic policy operate
on the macro-economic variables (prices, output, employment, the balance
of payments and so on), we have to make use of a fairly simple model of
the economy. We begin with an economy in which there is no government
and no foreign trade. There are only two sectors, firms and households.
Firms are the producing units which hire services provided by the people
from the households. For these services firms pay wages (for labour), rent
(for land), interest and dividends (for the services of loan and risk capital).
There is, therefore, a flow of income from firms to households.

8



Exercise |
Fill in the gaps using the following words: objectives, matter, branch,
appropriate, responsibility.

1.The overall performance of the economy is now accepted as a
major ... of the government.

2. This ... of economy is known as macroeconomics.

3.Economic analysis is concerned with the means of achieving
particular economic . ...

4. The choice of the objectives is a ... of political decision.

5.We cannot design ... measures unless we have some knowledge of
how the economy works.

Exercise 11

a. Find synonyms: Broad; overall; appropriate; attain; operate; purchase;
wide; purpose; total; corresponding; achieve; work; buy.

b. Find antonyms: Always; opposite; general; high; loss; simple; same;
never; particular; low; sophisticated; profit.

Exercise 111
Find out the main idea of parasraph 1.

Exercise IV
Entitle parasraph 2.




UNIT 4

Read the text below and do the following exercises.

Economic Growth
Insistent demands for higher standards of living have put great
pressures on governments to achieve faster rates of economic growth.
Opponents of growth maintain that the costs of growth in terms of damage
to the environment and the 'quality of life' are disproportionately high.
Nevertheless, the demands for more consumption and more Ieisure are
strong enough to make growth a major objective of economic policy.

The meaning of economic growth

In general usage, economic growth is taken to mean any increase in
the Gross National Product, but for several reasons this is a rather
misleading use of the term. First of all, GNP is measured in terms of money
values so that inflation will increase the figure from one year to another. If
we are to use the concept of growth to indicate changes in real income, the
annual GNP figures must be corrected for price changes before any valid
comparisons can be made. Secondly, changes in real GNP do not
necessarily indicate corresponding changes in economic welfare. These are
more accurately indicated by changes in real income per head so that
changes in GNP should be related to changes in population. We should also
take account of the composition of total output when relating growth to
living standards. A massive increase in defence spending show up as a
large increase in GNP, but it would be misleading to use this as an
indication of an improvement in material living standards.

There is one further distinction to be made. When an economy is
functioning with excess capacity, GNP may be increased by putting the
unemployed resources to work. Economists do not usually describe an
increase in GNP which arises from a fall in unemployment as economic
growth because the extra output is a one-and-for-all gain. The problem of
economic growth is how to increase output all resources are fully
employed; it refers, therefore, to an increase in the country's productive
potential. This means that economic growth can only be measured between
periods when the utilization resources, or rates of unemployment, were
very similar.
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Exercise 1
Which of these problems are discussed in this text?
1.Economic growth leads to an increase in GNP (Gross National
Product).
2.The role of unemployment in economic growth.
3.Economic growth is an important objective of economic policy.
4.Some factors which determine the rate of growth.

Exercise 11
Translate paragraph 2 in writing.

Exercise 111

Find in the text the equivalents of the following Russian word-
combinations: 0oJjiee BbICOKHI YPOBEHb KU3HH; 00/1€€ BLICOKHE TEMIIbI
IKOHOMHYECKOr0  PA3BHTHA; BeAyIass UeJdb  3KOHOMHYECKOM
MNOJIUTHKH; B J€HCKHOM Bblpameﬂl/ll/l; COOTBCTCTBleIIIl/Ie H3MECHCHHSI;
MOKA3aTe/b MOBBIIIEHHUS YPOBHS KU3HHS HCMOJIb30BAHHE PECYPCOB; C
TOYKH 3PE€HHS IPABUTEJIbCTBA.

Exercise IV
Make up a summary of the text using the key-patterns from the

Appendix.
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UNIT §
Reading.
Read the text below and do the following exercises.

Management: Tasks, Responsibilities, Practices.
Part1

1. Managers are the basic resource of the business enterprise. Managers
are the most expensive resource in most businesses. How well managers
manage and are managed determines whether business goals will be
reached. The worker’s effectiveness is largely determined by the way he is
being managed.

2. To be a manager means sharing in the responsibility for the
performance of the enterprise. A man who is not expected to take this
responsibility is not a manager.

3. These problems of upward relations that worry the manager - the
relationship to his own boss; his doubts as to what is expected of him; his
difficulty in getting his point across; his program accepted; his activity
given full weight; the relations with other departments and with staff
people, and so on - are all problems of managing managers.

4. Management is needed not only because the job is too big for any
one man to do himself, but because managing an enterprise is something
essentially different from managing one’s own property.

5. What characterizes a manager? And what defines him? Early in the
history of management a manager was defined as someone “who is
responsible for the work of other people™. Yet, the definition is not at all
satisfactory. In fact it never was. From the beginning, there were people in
the enterprise, often responsible positions, who were clearly management
and yet did not manage, that is, who were not responsible for the work of
other people. Also, the definition focuses on the tools for a task rather than
on the task itself. The man who is in charge of market research in a
company may have a large number of people reporting to him and is thus a
manager in the traditional sense. But it really makes no difference to his
function and contribution whether he has a large staff, a small staff, or no
staff at all.

6. In line with the traditional definition of a manager as a man who
“is responsible for the work of others” we should talk of a “manager of
market research”. This common usage is right in its intuitive understanding
of what the responsibility of the managerial position is and should be.
Managers in the traditional sense will have to be able to look into situations

12



where they are not superiors, indeed, into situations where they are the
“juniors” to nonmanagers on a team or a task force.

Management: Tasks
Exercises:

I. Complete the sentences from the Reading text by writing a word
from the box: to be in charge of, resource; to report to; to take the
responsibility; to manage an enterprise; to be responsible for.
1. Managers are the basic and the most expensive ... of the business

enterprise.
2. In line with traditional definition of a manager as a man who ... ... ...

the work of others we should talk of a “manager of market

researchers”.

3. The man who ... ... ... market research in a company may have a large
number of people ... ... him.

4. is something essentially different from managing one’s own
property.

5. A man who is not expected ... ... ... is not a manager.

II. Find in the text synonyms of the following words: a group; to run
business; a role; to define; many; personnel; jobs; to require.

III. Translate paragraph 3 in writing.

IV. Read questions 1-4 below and underline the words in the text
which provide the answers:

1. What does the definition of a manager focus on?

2. What is the idea of “to be manager™?

3. Why is management needed in most businesses?

4. How was a manager defined early in the history of management?

Reading.
Read the text below and do the following exercises.

The new definition of a Manager

1. It is necessary and urgent, that we think through what really defines
a manager and who should be considered management.

13



2. As we will see, one can define the work of a manager as planning,
organizing, integrating, and measuring. A market researcher who works by
himself, or a senior cost accountant - also has to plan, to organize, and to
measure his results against his objectives and expectations. He also has to
integrate his work into that of the unit of which he is a part. Above all, if he
is to have results, he has to integrate “sideways”, that is, with the people in
other areas and functions who have to put his work to use.

3. Similarly, “the manager™ has to integrate “downwards”, that is, with
the work of the people who report to him-which is that the traditional
definition stresses.

4. To be a manager requires more than a title, a big office, and other
symbols of rank. It requires competence and performance of a high order.
But does the job demand genius? Is it done by intuition or by method? How
does the manager do his work?

5. A manager has two specific tasks. The first is to create a true whole
that is larger than the sum of its parts, a productive entity that turns out
more than the sum of the resources put into it. One analogy is the conductor
of a symphony orchestra, through whose effort, vision, and leadership
individual instrumental parts become the living whole of a musical
performance. But the conductor has the composer’s score, he is only
interpreter. The manager is both composer and conductor.

6. The manager has to balance and harmonize major functions of the
business enterprise: managing a business; managing workers and work; and
managing the enterprise in community and society. A decision or action
must always be sound in all three areas.

7. The task of creating a genuine whole also requires that the
manager in every one of his acts consider simultaneously the performance
and results of the enterprise as a whole. The comparison with the orchestra
conductor fits best. A manager must always consider both the overall
performance of the enterprise and, say, the market research activity needed.
By raising the performance of the whole, he creates scope and challenge for
market research; he makes possible better overall business results.

8. The second specific task of the manager is to harmonize in every
decision and action the requirements of immediate and long-range future.
And where he can’t harmonize the two time dimensions on the long-range
future of the enterprise to protect its immediate interests, or the sacrifice as
much as possible. He lives and acts in two time dimensions, and he is
responsible for the performance of the whole enterprise and of his own
component in it.

14



Exercises:
I. Find in the text antonyms of the following words: upwards;
unnecessary; short-range; junior; to decrease; to separate; to learn
skills; low.

II. Translate paragraph 5 in writing.

I11. Find out the main idea of paragraph 7.

1V. Entitle parasraph 2.

Reading.
Read the text below and do the following exercises.

The Work of the Manager

1. There are five basic operations in the work of the manager. Together
they result in the integration of resources into a variable growing organism.

2. A manager, in the first place, sets objectives. He determines what
the objectives should be, what the goals in each area of objectives should
be. He decides what has to be done to reach these objectives. He makes the
objectives effective by communicating them to the people whose
performance is needed to attain them.

3. Second, a manager organizes. He analyzes the activities, decisions,
and relations needed. He classifies the work, divides into manageable
activities and further divides the activities into manageable jobs. He groups
these units and jobs into an organization structure. He also selects people
for the management of these units and for the jobs to be done.

4. Next, a manager motivates and communicates. He makes a team out
of the people that are responsible for various jobs. He does it in his own
relations to the men with whom he works. He does it through his “people
decisions™ on pay, placement, and promotion. And he does it through
constant communication, to and from his subordinates, and to and from his
superior, and to and from his colleagues.

5. The fourth basic element in the work of the manager is
measurement. He analyzes, appraises, and interprets performance. As in all
other areas of his work, he communicates the meaning of the measurements
and their findings to his subordinates, to his superiors, and to colleagues.
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6. Finally, a manager develops people, including himself. Every
category requires different qualities and qualifications.

The Work of the Manager
Exercises:
I. Read questions 1-4 below and underline the words in the text which
provide the answers:
1. Whom does a manager communicate any company’s objectives to?
2. How many basic operations are there in the work of the manager?
3. What does the work of a manager result in?
4. How does a manager make the objectives effective?

I1. Find in the text synonyms of the following words: to be in charge of;
main; sphere; aim; a boss; to attain objectives; to choose;
activity; to require; a group.

III. Translate paragraph 5 in writing.

IV. Make up a summary of the text using the patterns from the
appendix.
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UNIT 6
Read the text “Money” and do the following exercises.

Money

Money is used for buying or selling goods, for measuring value and for
storing wealth. Almost every society now has a money economy based on
coins and paper notes of one kind or another. However, this has not always
been true. In primitive societies a system of barter was used. Barter was a
system of direct exchange of goods. Somebody could exchange a sheep, for
example, for anything in the market-place that they considered to be of
equal value. Barter, however, was a very unsatisfactory system because
people's precise needs seldom coincided. People needed a more practical
system of exchange, and various money systems developed based on goods
which the members of a society recognized as having value. Cattle, grain,
teeth, shells, feathers, skulls, salt, elephant tusks and tobacco have all been
used. Precious metals gradually took over because, when made into coins,
they were portable, durable, recognizable and divisible into larger and
smaller units of value.

A coin is a piece of metal, usually disc-shaped, which bears lettering,
designs or numbers showing its value. Until the eighteenth and nineteenth
centuries coins were given monetary worth based on the exact amount of
metal contained in them, but most modern coins are based on face value,
the value that governments choose to give them, irrespective of the actual
metal content. Coins have been made of gold (Au), silver (Ag), copper
(Cu), aluminium (Al), nickel (Ni), lead (Pb), zinc (Zn), plastic, and in
China even from pressed tea leaves. Most governments now issue paper
money in the form of notes, which are really 'promises to pay'. Paper
money is obviously easier to handle and much more convenient in the
modern world. Cheques bankers' cards, and credit cards are being used
increasingly and it is possible to imagine a world where 'money’ in the form
of coins and paper currency will no longer be used. Even today, in the
United States, many places - especially filling stations — will not accept
cash at night for security reasons.

Exercise 1

Find expressions which mean;

a. A place to buy petrol.

b. A place where goods are bought and sold.
¢. The period between 1801 and 1950.

d. Round and flat in shape.

¢. An exchange of goods for other goods.
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Exercise 2

Find words which mean:
a. Can be divided.

b. Lasts a long time.

¢. Can be carried.

d. Can be recognized.

Exercise 3
Put these words in the correct places in the sentences below:
coins / cash / currency / money
a. The ... of the Japan is the yen.
b. She has got alot of ... in her bank account.
¢. Itcosts £ 10 if you're paying ...
It’ll be more if you pay by cheque.
d. Can you change this pound note into ... for the coffee machine?

Exercise 4

Answer the following questions:

a. What is money used for?

b. What system of goods” exchange was used in primitive societies?

¢. Every society now has a money economy based on coins and paper
notes, hasn’t it?

d. What have coins been made of?

¢. Ispaper money more convenient in the modern world?

Exercise 5
Translate paragraph 2 in writing,

Exercise 6

Read, translate and memorize some English sayings about money:

e “Neither a borrower nor a lender be”. (From “Hamlet” by William
Shakespeare).

e “Look after the pennies and the pounds will look after themselves™.
“Live now - pay later”.

e “Annual income twenty pounds, annual expenditure nineteen and six,
result happiness. Annual income twenty pounds, annual expenditure
twenty pounds ought and six, result misery”. (Mr. Micawber from
“David Copperfield” by Charles Dickens).

e “A fool and his money are soon parted”.

o “The customer is always right”.

Exercise 7
Make up a summary of the text “Money” using the key patterns from
the appendix.
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UNIT 7
Reading.
Read the text below and do the following exercises.

Marketing

1. Business firms and nonprofit organizations engage in marketing.
Products marketed include goods as well as services, ideas, people and
places. Marketing activities are targeted at markets, consisting of product
purchasers and also individuals and groups that influence the success of an
organization.

2. In a business context, marketing is a total system of business
activities designed to plan, price, promote and distribute want-satisfying
products to target markets to achieve organizational objectives. The main
difference between marketing and selling is that in selling the emphasis is
on the product; in marketing the emphasis is on customers’ wants.

3. Marketing’s evolution in the U.S. has gone through three stages. It
began with production orientation, passed through a sales orientation, and
is now in the marketing orientation. In this third stage a company’s efforts
are focused on identifying customers’ needs.

4. Some organizations remain at the first or second stage, not
progressing to the marketing-orientation stage, because they have
monopoly power or because their products are in such great demand. Other
firms have difficulty implementing a marketing orientation.

5. A business philosophy called the marketing concept developed to
aid companies with supply capabilities that exceed consumer demand.
According to the marketing concept, a firm is best able to achieve its
performance objectives by adopting a customer orientation and
coordinating all of its marketing activities. More recently, the socictal
marketing concept has been proposed as a philosophy by which a company
can satisfy its customers and at the same time fulfil its social responsibility.

6. Marketing is practiced today in all modern nations, regardless of
their political philosophy. As international competition has heated up, the
attention paid to marketing has increased. In the U.S. between one-fourth
and one-third of the civilian work force is involved with marketing, and
about one-half of consumer spending covers the cost of marketing.

7. Depending on circumstances, marketing can be vital to an
organization’s success. In recent years numerous service firms and
nonprofit organizations have found marketing to be necessary and
worthwhile.
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Exercises:

I. Read questions 1-4 below and underline the words in the text which

provide the answers.

1. What is the main difference between marketing and selling?

2.What are a company’s efforts focused on at the stage of marketing
orientation?

3. What was the marketing concept developed for?

4 Why has the attention paid to markets increased?

II. Find out the main idea of paragraph 6.

I11. Entitle paragraph 3.

IV. Find in _the text synonyms of the following words: to be involved in;
commodities; buyers; goals; needs; to be concentrated on; to help;
suggested; very important; many.

V. Translate paragraph 5 in writing,

Text 2
Read the text and make up a summary of it using key patterns from

the Appendix.
Differences between marketing and selling.

Many people, including some executives, mistakenly think that selling
and marketing are synonymous. However, there are vast differences
between the two activities. The basic difference is that selling is interally
focused, while marketing is externally focused. Let’s see what that means.
When a company makes a product and then tries to persuade customers to
buy it, that’s selling. In effect, the firm attempts to change consumer
demand to fit the firm’s supply of the product. But when a firm finds out
what the customer wants and develops a product that will satisfy that need
and also yield a profit, that’s marketing. In marketing, the company adjusts
its supply to the will of consumer demand.

A selling approach may be successful for a while, but as a Korean
automaker discovered, if the customer is not given first priority, problem
will occur. Hyundai introduced the Excel in the U.S. in 1987. Within 15
months it was selling at an annual rate of 400000 cars. Despite
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experiencing the fastest growth rate of any new car sold anywhere, by late
1990 the car has disappeared. The performance of the product was
satisfactory, so what went wrong? To break into the low end of the market,
Hyundai priced the Excel very low. As a result, despite selling many units,
it didn’t generate sufficient profits to invest in critical marketing activities-
promotion, customer service, product improvements, and building a strong
dealer network - that would have continued to meet the needs of the
market. In this instance, a short-run sales-oriented strategy was successful,
but the absence of marketing led to disappointing long-run results.
Some distinctions between selling and marketing are:

In selling In marketing

Emphasis is on the product. Emphasis is on customer’s want.
Management is sales volume

oriented. Management is profit oriented.
Needs of seller are stressed. Wants of buyers are stressed.
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UNIT 8
Read the text below and do the following exercises.

Product

1. A product is a set of tangible and intangible attributes, including
packaging, colour, price, quality and brand, plus the seller’s services and
reputation. A product may be a good, service, place, person, or idea.
Consumers are buying much more than a set of physical attributes when
they buy a product. They are buying want satisfaction in the form of the
benefits they expect to receive from the product.

2. We will divide all products into two categories - consumer products
and business products. Consumer products are intended for use by
household consumers for nonbusiness purposes. Business products are
intended for resale, for use in producing other products, or for providing
services in an organization. Thus the two types of products are
distinguished based on who will use them and how thev will be used.

3. The range of consumer goods is still too broad. They are further
classified as convenience goods, shopping goods, specialty goods and
unsought goods.

4. A tangible product that the consumer knows enough about before
going out to buy it and then actually buys it with a minimum of effort is
termed a convenience good. For most buyers, convenience goods include
many food items, drug items such as aspirin and toothpaste and hardware
items such as light bulbs and batteries. Convenience goods typically have a
low price, are not bulky and are not greatly affected by fashion. They
usually are purchased frequently.

5. A tangible product for which consumers want to compare quality,
price and perhaps style in several stores before making a purchase is
considered a shopping good. Examples of shopping goods are fashionable
clothes, furniture, major appliances and automobiles.

6. A tangible product for which consumers have a strong brand
preference is called a specialty good. The consumer is ready to spend
substantial time and effort to find the desired brand. Examples of such
products include expensive men’s suits, stereo sound equipment, health
foods, photographic equipment, and, for many people, new automobiles
and certain home appliances.

7. An unsought product is a new product that the consumer is not yet
aware of or a product that the consumer is aware of but does not want right
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now. An electric car might be an unsought good for most people, cither
because they are unaware of it or do not want one after learning about it.

8. Business goods include raw materials, fabricating materials and
parts, installations, accessory equipment, and operating supplies.

Exercises:
1. Entitle each paragraph of the text.

II. Find in the text the equipments of the following Russian words:
ocs3acMBIC W HEOCA3aCMBEIC CBOWCTBA (IPU3HAKH);, YAOBICTBOPCHHE
mOTPeOHOCTH, NPSAHAZHAYCHBI (IUIs1); ACCOPTHUMEHT, MOTPCOUTCIBCKUC
TOBApBI; TOBApPHl MOBCCAHCBHOTO CHPOCA; TOBAPHI, TMOKYIKA KOTOPBIX
TpeOyeT TIOCCHICHMSA PA3HBIX MarasWHOB, «IPECTHIKHBIC»  TOBAPHI
(mpeaMeThl  POCKOINM), TOBAPBI, HE TMOJB3YIOIIUCCS CIPOCOM; OBITh
OCBCAOMIICHHBIM (0); OCHOBHBIC CPEACTBA MPOU3BOICTBA.

III. Translate paragraphs 1 and 2 into Russian in writing.

IV. Which of the following issues are discussed in the text.
Consumer products.

Development of new products.

Business goods.

Classification of consumer goods.

Definition of a product.

B

V. Make up a summary of the text using the key patterns from the
Appendix.
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UNIT 9
Reading.
Read the text below and do the following exercises.

Prices and Pricing Policy. Market Research

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

2. A market can be defined as a form of a contact between buyers and
sellers. The prices of most products are determined in markets. Markets
always have two sides: the demand side, composed of buyers, and the
supply side, made up of sellers. Price in a market is determined by supply
and demand forces.

3. The demand for a product is the amount of goods that people are
willing to buy over a given time period at a particular price. For most goods
and services the amount that consumers wish to buy will increase as price
falls. The demand for a product is only influenced by price. An individual
may be influenced by factors, such as personal tastes, the size of income,
and advertising and the cost and availability of credit. The total market
demand will be affected by the size and age distribution of the population
and government policy.

4. The demand for goods and services is likely to change according to
tastes, habits and fashions. Tastes and fashions can change quite quickly,
while habits may be harder to break. They can also be influenced by
advertising and the development of new products. The clothing and
footwear industries are affected by fashions, with particular colours and
shapes being fashionable one season or year and not the next.

Habits are much slower in changing, ¢.g. there has been a decline in the
percentage of the population who smoke, and this has affected the demand
and sales of the cigarette companies.

Quick questions:

a. What is a market?

b. How many sides have markets got?

¢. Isthe demand for a product influenced only by price?

5. A market typically has 4 elements:

Buyers - people wishing to get goods and services.
Sellers - people wishing to sell good and services.

¢. The goods and services which are going to be exchanged.

o
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d. A means of payment - cash, cheque, credit, direct debit, standing order
and hire purchase.

6. Consumers have a wide variety of choice in how they spend their
income, and there is a large quantity and many different types of goods and
services that the consumer can buy. One difficulty that confronts a firm is
to decide what to produce. Today, a successful company is one which tries
to discover what the consumer wants or could be persuaded to buy and then
makes the product and sells it at profit.

7. Market research involves studying the market to discover exactly
what the customer really wants. Companies collect information in order to
build up a picture of consumer requirements.

It can come from 2 main sources:

a. Primary information is information that is not available. One of the
techniques used to collect this information is questioning consumers
directly about their tastes and preferences.

b. Secondary information is information that is already available to the
firm. It can come from a variety of sources, such as government statistics
and business and trade publications.

8. A firm usually possesses its own internal information about the
popularity of its products and about its own sales. This information,
although useful, may be of limited value. Since it tells the firm nothing
about the total size of the market, competitors’ products and prices, or
consumer preferences. Here the firm will need some external information
from sources such as the Department of Trade and Industry (DT), banks,
national and local press and trade journals.

Quick questions:

a. What are the 4 elements of a market?

b. From what 2 sources can a company obtain its market research
information?

Prices and Pricing. Market Research

Exercises:
L. Complete the sentences from the Reading text by writing a word
from the boex: supply and demand forces; increase; to break; a variety of
sources; to discover.
1. A successful company is one which tries ... what the consumer wants

or could be persuaded to buy.
2. Price in a market is determined by ... ... ...
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Secondary information can come from ... ... ...

4. For most goods and services the amount that consumers wish to buy
will ... as price falls.

5. Tastes and fashions can change quite quickly, while habits may be

harder ...

I1. Find in the text synonyms of the following words:
demands; wish; to have; to affect; to include; to manufacture; to face;
quick; amount; to determine.

I11. Find out the main idea of paragraph 3.

IV. Translate paragraph 6 in writing.
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UNIT 10
Read the text “The Importance of Good Communications™ and do the
following exercises.

The importance of good communications

Effective communication is essential for all organizations. It links the
activities of the various parts of the organization and ensures that everyone
is working towards a common goal. It is also extremely important for
motivating employees. Staff need to
know how they are getting on, what they are doing right and which areas
they could improve. Working alone can be extremely difficult and it is
much easier if someone takes an interest and provides support. Employees
need to understand why their job is important and how it contributes to the
overall success of the firm. Personal communication should also include
target setting. People usually respond well to goals, provided these are
agreed between the manager and subordinate and not imposed.

However, firms often have communications problems that can
underline their performance. In many cases, these problems occur because
messages are passed on in an inappropriate way. There are, of course,
several ways of conveying information to others in the organization. These
include speaking to them directly, e-mailing, telephoning or sending a
memo. The most appropriate method depends on what exactly it is you are
communicating. For example, anything that is particularly sensitive or
confidential such as an employee's appraisal, should be done face-to-face.

Owe of the main problems for senior executives is that they do not
have the time or resources needed to communicate effectively. In large
companies, for example, it is impossible for senior managers to meet and
discuss progress with each employee individually. Obviously this task can
be delegated but at the cost of creating a gap between senior management
and staff. As a result, managers are often forced to use other methods of
communication, like memos or notes, even if they know these are not
necessarily the most suitable means of passing on messages.

The use of technology, such as e-mail, mobile phones and network
systems, is speeding up communication immensely. However, this does not
mean that more investment in technology automatically proves beneficial:
systems can become outdated or employees may lack appropriate training.
There are many communications tools now available but a firm cannot
afford all of them. Even if it could, it does not actually need them all. The
potential gains must be weighed up against the costs, and firms should
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realise that more communication does not necessarily mean better
communication.

As the number of people involved in an organization increase, the use
of written communication rises even faster. Instead of a quick conversation
to sort something out numerous messages can be passed backwards and
forwards. This can lead to a tremendous amount of paperwork and is often
less effective than face to face communication. When you are actually
talking to someone you can discuss things until you are happy they have
understood and feedback is immediate. With written messages, however,
you are never quite sure how it will be received. What you think you have
said and what the other person thinks you have said can be very different.

The amount of written information generated in large organizations
today can lead to communication overload. So much information is
gathered that it gets in the way of making decisions. Take a look at the
average manager's desk and yvou will see the problem - it is often covered in
letters, reports and memos. This overload can lead to inefficiencies. For
example, managers may not be able to find the information they want when
they need it. Communication is also becoming more difficult with the
changes occurring in employment patterns. With more people working
part-time and working from home, managing communication is becoming
increasingly complex.

Exercise 1

For each question 1-6 choose one letter with the best answer. Prove
your choice using the text.

1. In the first paragraph the writer recommends that communication with
staff should include:

a. Some feedback on their job performance.

b. An explanation of how company targets have been set.

¢. Information on promotion prospects within the company.

d. An indication of which duties they can expect assistance with.

2. According to the writer, the best way of achieving effective
communication is to:

a. adapt the message to suit a particular audience.

b. make the content of messages brief and direct.

¢. select the most suitable means of conveying a particular message.

d. ensure that information is targeted at the appropriate group of people.
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3. What does the writer say about the communication options available to

senior managers?

a. Sending memos to staff is one of the most efficient methods.

b. It is important to find the time to discuss certain matters with staff.

¢. They should increase the range of options that they use.

d. Getting junior managers to talk to staff can create different problems.

4. What advice is given about the communication tools made available by

technology?

a. Aim to limit staff use of certain communication tools.

b. Evaluate them in terms of the expenditure involved.

c. Select them on the basis of the facilities they offer.

d. Encourage more staff to attend training courses in their use.

5. According to the writer, a problem with written communication is that:
a. The message can be interpreted differently to what was intended.

b. It can be easy for people to ignore the contents of a written message.

¢. Most people are more comfortable with face-to-face communication.
d. It is possible for correspondence to get lost within a large organisation.

6. According to the article, what is the effect of receiving large amounts of

written information?
a. It is counter-productive.
b. It causes conflict in a company.

¢. It leads to changes in work patterns.
d. It makes the main points more difficult to identify.

Exercise 2

Find in the text:

a) synonyms of the following words
= target

" activity

= shortage

" 0 rise

* personnel

b) antonyms of the following words
* junior

= possible

= appropriate
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= ypdated
= forwards

Exercise 3

Find in the text the equivalents of the following Russian word
combinations:

a. IlpuanMars permeHus.

b. BeiTh CHOCOOHBIM YTO-THOO CACIATH.

c. Pabortate HenonHeIl pabounii JCHS.

d. Bwuocurs BKIa1B ...

Exercise 4
Give vour title of the text.

Exercise 5
Translate §1 and §6 in writing.

Exercise 6
Make up a summary of the text using the key patterns from the

Appendix.
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UNIT 11
Read the text “In Praise of Entreprencurs” and do the following exercises.

In Praise of Entrepreneurs

The “Austrian School” of economics, regards people as sources of
never-ending change, inquisitiveness, alertness and creativity. They believe
in the existence of “radical ignorance”. Market exchanges may not take
place because producers are unaware of consumers™ wants or of the
possibility of satisfying them. Real markets are not states of perfect
knowledge. They are full of undiscovered but profitable “facts”. The
ignorance of economic agents leads to disequilibrium prices. These provide
profit opportunities that attract the attention of alert entrepreneurs,
stimulating them to discover previously unconsidered alternatives.

Entreprencurship consists of alertness to instances where the presence
of radical ignorance prevents resources from being used in the best way.
The entreprencur discovers a profitable way of satisfying needs. He or she
perceives an opportunity to serve the market better than it is currently being
served. Such opportunities are not automatically exploited when the
expected price of a product is higher than the market prices of production:
they first have to be noticed or discovered.

Thus according to this logic, profit does not come from land, labour,
capital, or the technological knowledge of how to turn inputs into outputs,
but from mental alertness. Entreprencurial knowledge consists of the
awareness that it is profitable to produce a product, rather than knowledge
of how to produce it. Like management, technical knowledge is part of the
labour input. The entrepreneur sees the possibility of new products, or of
new technologies, production processes, forms of organization, marketing
techniques and distribution methods. Many of the best-known
entreprencurs are more interested in - and better at - starting companies
than running them. They hire experienced people to do this and move on to
a new idea. For example, the British-based Greek entrepreneur Stelious
Haji-loannou founded the low-cost airline easylet in 1995, the chain of
internet cafes easylnternetCafé in 1999, the low-cost car-hire company
casyCar in 2000, and two further companies in 2001.

Exercise 1
According to the text, are the following statements True or False?
a. The Austrian School assumes that all economic agents are ignorant.
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b. Entreprencurs can make a profit by finding new ways to serve

customers.

¢. Knowledge is more important than the physical factors of production,

namely land, labour and capital.

d. Entrepreneurs are not very good at managing companics.

Exercise 2

Match up the words and definitions.

1. Ignorance.

2. Awareness.

3. Inquisitiveness.
4. Entrepreneur.
5. Creativity.

6. Alertness.
Exercise 3

a. Being quick to see, understand or
act in a new situation.

b. Someone who uses money to start
business and make business deals.

¢. The ability to create new ideas or
things using your imagination.

d. Lack of knowledge or facts about a
situation or a particular subject.

e. Knowledge or understanding of a
subject, issue or situation.

f. Eagemess to learn about a lot of
different things.

Find in the text the equivalents of the following Russian words:

a. usuueckas padora.
b.IloHnMath, 4yBCTBOBATE.

c. HeserkecTBO, HEOCBE IOMIICHHOCTb.
d.HUcnoas3oBaTh (B CBOMX HHTEPECAX).

¢. Ipoxyxkums.

Exercise 4
Give vour title of the text.

Exercise 5

Translate § 1 and § 3 in writing.

Exercise 6

Make up a summary of the text using the key patterns from the

Appendix.
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UNIT 12
Read the text and do the following exercises.

Types of advertising

Advertising can be classified according to (1) the target audience,
either consumers or businesses; (2) what is being advertised, a product
versus an institution; and (3) the objective sought, the stimulation of
primary or selective demand. To fully appreciate the scope of advertising, it
is essential to understand these three classification.

Consumer of Business-to-Business Advertising. An ad is directed at
ecither consumers or businesses, thus it is either consumer advertising or
business-to-business advertising. Retailers by definition sell only to
consumers, thus they are the only organizations that are not faced with this
choice. The publishers of Money magazine, for example, must decide what
portion of its advertising budget will be used to attract businesses to
advertise in the magazine (called trade advertising), and what portion will
go toward gaining subscribers and selling magazines.

Product and Institutional Advertising. All advertising may be
classified as product or institutional. Product advertising focuses on a
particular brand. Institutional advertising presents information about the
advertiser’s business, to create a favorable attitude—build goodwill—
toward the organization.

Product advertising is subdivided into direct-action and indirect-action
advertising:

* Direct-action advertising secks a quick response—for instance, a
magazine containing a coupon number may urge the reader to send or call
immediately for a free sample, or a supermarket ad in a local newspaper
stresses the week's specials.

* Indirect-action advertising is designed to stimulate demand over a
longer period of time. It is intended to inform or remind consumers that the
product exists and to point out its benefits. Most network television
advertising is indirect action.

In contrast institutional advertising is not intended to sell a specific
product. Its objective is to create a particular image for a company.

Primary-demand and Selective-Demand Advertising. Primary-
demand advertising is designed to stimulate demand for a generic
category of a product such as Colombian coffee, Florida citrus fruit, or
garments made from cotton. In contrast, selective-demand advertising is
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intended to stimulate demand for individual brands such as Folgers Coffee,
Sunkist oranges, and Liz Claiborne sportswear.

Primary-demand advertising is used in either of two situations. The
first is when the product is in the introductory stage of its life cycle. This is
called pioneering advertising. A firm may run an ad about its new
product, explaining the product’s benefits, but not emphasizing the brand
name. The objective of pioneering advertising is to inform, not to persuade,
the target market.

Exercise 1

Complete the sentences from the Reading text by writing a word from

the box: consumers, brand, budget, benefits, retailers, appreciate.

1. Advertising can be classified according to the target audience, either ...
or business.

2. To fully ... the scope of advertising it is essential to understand three

classifications.

... by definition sell only to consumers.

4. The publishers of the magazine must decide what portion of its
advertising ... will be used to attract businesses.

5. Product advertising focuses on a particular product or ...

6. Indirect-action advertising informs and reminds consumers that the
product exists and to point out its ...

98]

Exercise 11

Read questions below and underline the words in the text which

provide the answers.

1. What is it essential to understand to appreciate the scope of
advertising?

2. What is the abbreviation of the word “advertising™?

3. What types of advertising do you know?

4. What’s the difference between primary-demand and selective-demand
advertising?

5. What’s the objective of selective-demand advertising?

Exercise 111
Translate paragraph 2 in writing.
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Exercise IV

Make up a summary of the text using the key patterns from the
appendix.

Appendix
(Key-patterns)

1. This title (name, headline, heading) of the article is ... Ha3zsanue
(3armaBue) CTaThH ...

2. The article consists of (contains, includes, falls into) ... parts (sections).
Crathst COCTOUT U3 (COASPIKUT, BKITFOUALT B CE051) ...

3.The article (the author) discusses (covers, considers, describes, gives an
accurate description of, emphasizes) the problem of ... Crares (aBrop)
obcyskaacT (paccMaTpPUBACT, OMTUCHIBACT) MPOOIIEMY ...

4 The article provides the reader with some data (material, information) on

CTaTbH npcaACTaBIACT UTATCITIO OMpPCACTICHHBIC CBCACHUA

(urdopManmo) o ...

5.1t is spoken in detail ... [ToapoOHoO roBoputcs o ...

6.1t is reported that ... CooGmmaercst, 4to ...

7. The author treats the problem from the point of view ... Astop
paccMaTpuBacT MPoOIeMy ¢ TOUKH 3PCHUS . ..

8.The author touches upon ... ABrop 3aTparuBacr ...

9. Regarding this problem the author ... Paccmarpusas 3Ty mpoGnemy,
aBTop ...

10. In addition to ... B nobaBneHue (kpome TOro) ...

11. As mentioned above ... Kak ynoMsiHyTO BBILIE ...

12. For this purpose ... s atoii uenu .../ C 310# Leapmo ...

13. As compared to ... / in comparison with ... B cpaBueHuu C ...

14. Although / though ... Xots ...

15. ... is investigated in detail ... uccneayercs noapoOHO

16. ... is based on / upon ... OcHOBaHO Ha ...

17. Thus ... Urak ... (Takum oOpazom)

18. However ... Oanako ...

19. In conclusion (in summary, summarizing) the author ...

B zakmoucHuC aBTOP. ...

35
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