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BCTYII

MetoauuHi pexkoMeHfalii Ta 3aBJaHHS J0 CaMOCTIHHOI POOOTH CTYJICHTIB
pPO3pO0JIEHO BIAMOBIIHO JIO0 Mporpamu/podouoi mnporpamu «lHO3eMHa MOBa 3a
npodeciiHuM CrlpsMyBaHHSM (aHTUICHKA)». Mema HaBYaIbHO-METOIUIHOTO
BUJIaHHA — CIPHUATH 3aCBOEHHIO TMPOTpaMu/poO0O4Yoi mporpaMud B TMOBHOMY
00cs31 Ta pO3BHBATHU CaMOCTIMHICTH Yy Ipoleci 3400yTTsS Ta 3aKPIIUICHHS HOBHX
3HaHb SIK OCOOMCTICHY PUCY Ta BXJIMBY MPOQECIiiHY CKIaI0BY, L0 MOJSATa€ Yy BMIHHI
MJIaHYBaTH, CHCTEMATH30BYBATH 1 KOHTPOJIFOBATH BJIACHY MISUTHHICTb.

OCHOBHHUMHU 3d80aHHAMU CAMOCTIHHOT POOOTH y MekKaX NUCITUILIIHY €:

- HaBUYATH MaWOyTHHOTO (axiBIl OPIEHTYBATHUCS B CydacHOMY iH(MOpMaIitHOMY
IIPOCTOPI 3 METOIO YAOCKOHAJICHHS 1HIIIOMOBHUX YMiHb 1 HABHUOK;

- YIOCKOHAJIIOBaTU Yy 3700yBaudiB BHIIOI OCBITH MNpodeciiiHy KOMYHIKaTHBHY
KOMIIETEHTHICTD 3 aHTJI1MChKOI MOBH;

- PpO3BUBATH BMIHHS aKTHUBHOI'O JIJOBOTO CHIJIKYBaHHS Yy PI3HUX MpodeciiiHo-
JUJIOBUX CUTYaIlIsX;

- rotyBatu ManOyTHROrO ¢axiBiUsg 10 HAyKOBOi MJISJIBHOCTI Ta (QopMyBaTH
aBTOHOMHICTH 37100yBaya BUIIOI OCBITH SIK MOBHOT OCOOMCTOCTI.

CamocrTiitHa po0OoTa cTyIeHTa 3 TUCUUIUTIHA «[HO3eMHa MOBa 3a poQeciitHuM
CIpsIMyBaHHSM (QHTJIIICHKA)» BKITIOYAE:

- ONpaIlfOBaHHS HABYAIBHOTO MaTepiany;

- BHWBYCHHS OCHOBHHMX TEPMIHIB Ta MOHATH 3a TeMaMH (OIpAaIfOBaHHS aKTUBHOTO
TEMaTHUYHOTO BOKAOYJISIPII0);

- BHUKOHAHHS TPAKTUYHUX BOpPAaB Ta 3aBlaHb, BUPIMICHHS SKUX CIPUIATHME
(GbopMyBaHHIO 3HaHb LIMPOKOTO JAiana3oHy CIOBHUKOBOro 3amacy (y T.4. (paxoBoi
TEPMIHOJIOT'11), HEOOX1THOTO B aKajeMiuHii 1 npodeciitHiii cepax; rpaMaTUIHUX
CTPYKTYp, HEOOX1THUX JJII THYYKOTO BUPAKEHHS BIIMOBITHUX OHSTH, @ TAKOXK JIJIS
PO3YMIHHSI 1HIIOMOBHUX TIOBIJIOMJIEHb 1 3JIMCHEHHS KOMYHIKAIlli y Mexax
MIMPOKOT0 KOJja TeM MPOQECiiHOrO CHpsIMyBaHHS; MPaBUJI CUHTAKCUCY 1HO3EMHO1
MOBH, II0 BUBYAETHCSA, 100 MATH MOXKIIMBICTH PO3MI3HABATH IOBIJIOMJICHHS 1
MPOMyKyBaTH KOMYHIKaIif0; MOBHUX ¢opM, BiacTuBuX oQimiiiHoMy Ta
PO3MOBHOMY pericTpaM mpodeciitHoro MOBJICHHS;

- TOCWJIEHY MIiArOTOBKY /10 TMEBHHUX 3aBllaHb, SIK OT CUMYayilHuX 6npas: 3aBIaHb,
BUPIIICHHA Ta OOTOBOPEHHS SKUX JO3BOJSTHME 3HANTH CIOCOOM BHUPIIICHHS
aKTyaJIbHUX MPOOJIEM 1 CIIOHYKaTUME CTYACHTIB JIO YITKOI apryMeHTallii BIacHOi
MO3UIIIT BITHOCHO aKTyaJIbHUX TEM CIICHIATIBHOCTI; KeliCi6: THANBIyaIbHUX 3aB/IaHb,
BUPIIICHHSA SIKUX CIpUS€ OMAaHyBaHHIO MEXaHI3MIB NPUUHATTSA pIIIEHb Ha
KOHKPETHUX TMPHUKIAJaX 3 MPaKTUKW Oi3Hecy, BIJIMpallOBaHHS THUIIOBUX CXEM
BUPILIEHHS TPOOJIEMHUX CHUTYyalllid 1 BUPOOJICHHS CaMOCTIMHOTO 1HAMBIIYaIbHOTO
MIIX0y; Oin08ux ieop, Y XOA1 TPOBEACHHS SKUX CTBOPIOIOTHCS CHPUSATIUBI
MOYJIMBOCTI TBOPYOTO Ta EMOIIMHOTO 3ay4YeHHS YYaCHUKIB J0 JIJIOBUX BIJIHOCHH,
MaKCUMaJbHO HaOMMKEHUX J0 peamid (QYHKIIOHYBaHHS MIANPUEMCTB Ta
oprasi3aiiii; npezenmayiii: 3aB1aHb, CIPIMOBAHUX Ha PO3BUTOK BMIHHSI BUCTYITaTH
3 TATOTOBJICHUMHU IHIUBIAyadbHHUMHM BHUCTYIAMH IIIOJ0 IIHPOKOTO  KOJIa
npodeciiiHuX TeMm;



- BHUKOHAHHS TBOPUYMX 3aBJIaHb: HaNUCaHHS TBOPIB, CKJIAJaHHS peE3OME Ta
KUTTEINUCY, TATOTOBKA PI3HOTO BUY A1JI0BOI KOPECTOHACHITIT;

- MOMWIyK, MiAOIp Ta OIS JITepaTypHHX JDKEpeNl Ha 3aJaHy IpoOJieMaTHKy
MOTITYKOBOTO 3aBIaHHS;

- MIATOTOBKY MO Pi3HUX (OpPM KOHTPOJIO TMOTOYHHMX 3HAHBb CTYACHTIB (YCHOTO
OTHUTYBAaHHS, TECTOBHUX 3aB/IaHb, KOHTPOJBHHUX POOIT TOIIIO);

- ONpAIfOBaHHS JOJAaTKOBOTO MaTrepiany i TOTJIHOJEHOTO BHUBYCHHS TEM 3a
npodeciitHuM CIpsIMyBaHHSM, a caMe y cepi MapKeTHHTY;

- CHCTEMAaTH3aIlil0 OMpPallbOBaHOTO MaTepialy Ta y3arajibHEHHs 3400yTHUX 3HAHb MiJl
4ac MiArOTOBKHU JI0 MiJICYMKOBOTO iCITUTY.

3aBIaHHs 3 CaMOCTIHHOI poOOTH HAIlJIeHI Ha BHUBYCHHSA AaKTUBHOTO
BOKAOYJISIPIO Ta TEPMIHOJIOTTYHUX OJMHUIL 1 BUKOHAHHS NMPAKTUYHMX 3aBJaHb JJIs
3aKpIIJICHHS] Ta aKTUBI3amii 3100yTHMX 3HaHb, PO3BUTKY KOMYHIKaTHUBHOI Ta
rpamMaTHYHOT KOMIIETEHTHOCTEH y Mexax TeMu. HaBuanbHuil MaTepial, nepeadadyeHui
JUTSI CAMOCTIMHOT'O BUBYEHHS, BAHOCUTBCS Ha MiJICYMKOBHUI KOHTPOJIb 3HAHb.

VY KiHIII METOAMYHMX PEKOMEHJalllil Ta 3aBAaHb JJII CaMOCTIMHOI poOOTH
MOTAE€THCSI OPIEHTOBHUM CITUCOK JTiTeparypu. [|jisi BUBUEHHS MaTepiady Ta BUKOHAHHS
3aBIaHb MOXHA BHKOPHUCTOBYBAaTU OyIb-sIKE€ JDKEPENO, B SKOMY PO3TISAAETHCS
HEOOXITHUHN JTEKCUKO-TPaMaTHYHUN MaTepia.



Unit 1. My Future Profession

Exercise 1. Read and learn the following words and word combinations:
trade economics — eKOHOMIKa TOPTiBIIi;

accounting [ kauntin] — o0mik;

taxation — onoJaTKyBaHHs;

insurance — crpaxyBaHHS;

stock market — pon0BUI PUHOK;

hospitality management — rotesibHO-peCTOPaHHUN MEHEIKMEHT;
marketing [ ‘'ma:kitin] — MapkeTusr, 30yT, IpoaaXK;
food technologies — xapuoBi TexHOJIOT1];

to major ['meid39] in— cremianizyBaTuCh Ha;

to deal with — maTu cripaBy 3 YUMOCH;

goods and services — TOBapu Ta NOCIYTH;
consumer [kon’sju:mo] — coxxuBay;

to surround [so'raund] — oTouyBaTH;

ABC of marketing — a3u MapkeTHHTY;

marketing mix — MapKETUHTOBUI KOMILIEKC;
promotion — CTUMYJIFOBaHHS;

vital [ "vaitl] role — *xuTT€eBa pOIIH;

failure['feiljo] — HeBmaua;

aim — Mera, 11JIb;

producer [pra'dju:so] — BUpOOHUK;

customer ['kAstomo] — crioxxuBay;

to fit smb. — 3a10BOJIBHSITU KOT'OCh;

to recognize a trend — po3nizHaBaTU TEHJICHIIIIO;
marketing research [ri'so:t]] — mocItimKeHHs pHHKY;
in this respect — y nbomMy BiHOIIICHH];

to tend — nparHyTH, MaTH TEHICHILIIO;

creative — TBOpUHii;

advertising [ ®dvataizin| — pexiamMyBaHHs;
distribution [ distri'bju:/n]— posmosciomxenns;
selling — nponax;

however [hau'evo] — mpoTe; oHaK;

social science [ 'saions] — coliaibHa HayKa;
psychology [sai’kolod3i] — mcuxosnoris;

sociology — [ ,sousi’olod3i] — corionoris;
anthropology [,&n0ro’polod3i] — anTpomnonoris;

to offer — npononyBaru;

Master-of-Science programme — marictpaTypa;
market segmentation [ segmon'tei[n] — po3moin puHKY;
execution [ eksi’kju: [n]- BukoHaHHS;

pre-sale — nmonepeHiit npoaax; / post-sale — micist mpoaax;
to allow [o'lau] to — naBaTu; HamaBaTH;

to be in great demand — maTu BEJTMKUI MIOIINT;
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to relate to — MaTu BIHOIIEHHS JIO;
opportunity [,opa'tju:niti]— MOXJIUBICTB;

thus [0As]— oTxke;

to comply [kom plai] with smth. — 3Baxxatu Ha;
to do somebody’s best — poOuTH Bce MOXKIHBE;
to master — BOCKOHAJTIOBATH; OBOJIOIBATH;

Exercise 2. Read and translate the text:

My Future Profession

I am a student of Chernivtsi Trade and Economics Institute. Our institute trains
experts in many specialties: accounting and taxation; finance, banking, insurance and
stock market; management and marketing; international logistics; hospitality
management; food technologies. Personally, | major in marketing.

Marketing is an activity that includes different kinds of business dealing with
the movement of goods and services from producer to consumer. It surrounds our
everyday life.

The ABC of marketing is the so-called Marketing Mix. It includes the four P’s:
product, price, place and promotion. Each one plays a vital role in the success or
failure of the marketing operation.

The aim of marketing is to know and understand the customers so well that the
product or service fits them and sells itself.

The ability to know some new wants and demands of customers, to recognize
new trends and developments is very important in marketing. Those who produce must
know what goods and services, where, for what price, why, for what purpose their
customers would like to buy. Marketing research in this respect helps producers very
much.

Marketing practice tended to be seen as a creative industry in the past, which
included advertising, distribution and selling. However, because marketing makes
extensive use of social sciences, psychology, sociology, mathematics, economics, and
anthropology, the profession is now widely recognized a science, allowing numerous
universities to offer Master-of-Science (MSc) programmes. The overall process
starts with marketing research and goes through market segmentation, business
planning and execution, ending with pre and post-sales promotional activities. It is
also related to many of the creative arts.

I have chosen this major because it allows many opportunities in future. Experts
in this field are in great demand for our national economy. Thus, to comply with the
demand of the time, we the students of Chernivtsi Trade and Economics Institute must
do our best to master our major and to become good experts in marketing.

Exercise 3. Answer the following questions:

1. What fields does our institute train specialists for?
2. What sphere do you major in?

3. What is marketing?

4. What is the ABC of marketing?



5. What is the aim of marketing?

6. What is very important in marketing?

7. What must marketers know?

8. What does marketing include?

9. What does the overall process start with?
10. Why have you chosen this speciality?

Exercise 4. Give Ukrainian equivalents of the following:

the ability to know, to recognize new trends, the movement of goods and services,
experts in this field are in great demand, to surround the everyday life, the so-called
Marketing Mix, to fit somebody, the aim of marketing, to deal with, place and
promotion, to play a vital role, to major in marketing, finance and crediting, to train
experts, trade economics, the ABC of marketing, from producer to consumer, success
of marketing operation, to do our best, advertising, in this respect.

Exercise 5. Give English equivalents of the following:

MapKETUHTOBUN KOMILUIEKC, MaTH CIPaBy 3, PO3MI3HABATH TEHIEHIIIIO, MISUIbHICTH,
n00pe pO3YMITH CIIOKHMBa4a, TOPTOBEJIbHE IIAMPUEMHUIITBO, TI XTO BHTOTOBIISE,
TOBapH Ta MOCTYTH, KUTTEBO BAXKIIUBA POJib, PIHAHCH Ta KPEIAUT, p13HI BUIU OI3HECY,
MDKHApOJIHA €KOHOMIKa, 3aJI0BOJIbHSTH, BHUMOTH Yacy, CTaBaTU XOPOIIMMH
crieliaicTaMi, OTOYyBaTH, 3BaKaTH Ha, TOTYBaTH CIELIAICTIB, PO3MOBCIOKCHHS,
Maricrparypa, BAKOHAHHS, PO3MOJILII PUHKY, 3 SIKOIO METOIO.

Exercise 6. Match and learn the synonyms:

A: goods, aim, to include, speciality, to produce, to train, customer, want, demand, to
master, to deal with, sale;

B: to contain, profession, wish, consumer, to manufacture, to teach, products, need,
purpose, selling, to be connected with, to improve.

Exercise 7. Match and learn the opposites:

A: producer, to like, market segmentation, failure, old, to sell, ability, extensive, great
demand, to recognize, famous, include;

B: disability, to buy, consumer, infamous, exclude, low demand, market integration,
success, to dislike, to forget, new, narrow.

Exercise 8. Complete the sentences using the proper words from the list below:
to comply with, national economy, customers, Marketing Mix, demands, trends,
producers, a vital role
1. ... ... includes the four P’s: product, price, place, and promotion. 2. Marketing
research helps ... very much. 3. ... ... with the demand of the time we must do our best
to master our speciality. 4. The aim of marketing is to know and understand ... well. 5.
The ability to know some new wants and ... of customers, to recognize new ... and
developments is very important in marketing. 6. Each one plays ... ... in the success
or failure of the marketing operation. 7. Experts in this field are in great demand for

our ... ... .



Exercise 9. Put questions to the bold part of the sentence:

1. I study at the Trade and Economics Institute, majoring in marketing. 2. The aim
of marketing is to know and understand the customers so well that the product or
service fits him and sells itself. 3. The ability to know some new wants and demands
of customers, to recognize new trends and developments is very important in
marketing. 4. Marketing is an activity that includes different kinds of business
dealing with the movement of goods and services from producer to consumer. 5. Each
of the four P’s plays a vital role in the success or failure of the marketing operation.
6. Those who produce must know what goods and services, where, for what price,
why, for what purpose their customers would like to buy. 7. To comply with the
demand of the time, we must do our best to master our major and to become good
experts in marketing.

Exercise 10. Restore the proper word order:

1. promotion, Marketing Mix, and, product, price, the four P’s, place, includes. 2. to
consumer, is an activity, of business, of goods and services, Marketing, from producer,
that includes, the movement, different kinds. 3. very much, Marketing, producers,
research, helps. 4. to master, the demand, must, To comply with, we, do our best, our
speciality, of the time. 5. new trends, demands, to know, and, The ability, is, of
customers, in marketing, and, some new wants, very important, to recognize,
developments. 6. our, life, Marketing, everyday, surrounds. 7. Mix, or, operation,
Marketing, a, success, in, marketing, the, plays, of, role, the, vital, failure.

Exercise 11. Translate into English:

1. Cnemianict B 001acTi MapKETUHTY KOPHUCTYIOThCSI BEJIMKHUM IOMUTOM B HAaIlii
KpaiHi. 2. MeTa MapKeTHUHI'y — 3HaTH 1 PO3YMITH CIIO>)KMBAYiB HACTUIBKU 100pe, 11100
MPOAYKTH YH MOCIYTY MOTJIH iX 3aI0BOJIBHATH 1 MpoiaBatucs. 3. MapKeTuHr - 11e BU
JISITBHOCTI, 110 BKJIFOYA€E Pi3HI BUIU Oi13HECY, IO MAlOTh CIIPaBy 3 PyXOM TOBapiB Ta
MOCYT BiJi BUPOOHMKA O criokuBava. 4. JlochikeHHsST pUHKY BIJITpa€ KUTTEBO
BAXJIMBY POJIb Y MapKETHMHTOBUX orepaiisx. 5. Posmi3HaBaTh HOBI TEHJAEHIINI Ta
HaAIMpPsIMKK PO3BUTKY € JIyK€ BAXIMBHUM Il MapkeTuHry. 6. [Ipodecis mapkeTtonora
Hajiae 0araTo MOXKJIMBOCTEH y MalOyTHROMY. 7. 5l 00paB criemiaibHICTh MapKETHHT
cepel OaraThoX CHeliaJibHOCTeW y Hamomy iHcTtuTyTi. 8. [IpoaykT, 1iHa, Micie 1
CTUMYJIIOBAaHHS 1€ HAWBAXKJIMBIIII CKJIAJIOBI MapKETMHTOBOIO KOMIUIEKCY. 9. Mu
MYCHUMO pOOHUTH BC€ MOXIJIMBE, MIO0 OBOJIOAITH  HAIIOK cremianbHicTio. 10.
YepHiBEUbKHI TOPTOBEIbHO-EKOHOMIYHUI 1HCTUTYT A€ MEHI MOMKJIHUBICTH CTaTH
XOPOIIUM CHELialiCTOM y Taly31 MApKETHUHTY.



Unit 2. Marketing

Exercise 1. Read and learn the following words and word combinations:
to integrate ['intigreit] — 00’ eaHyBaTH;

community [ko'mju:niti] — cmisnka; 00’ €IHaHHS; CIUTBHOTA;
to discover — BUSABIIATH; BIIKPUBATH;

to exist [ig'zist] — icHyBaTu;

newly-identified ['nju:li] needs and wants — HemogaBHO YCTaHOBIIEHI MOTPEOU Ta
OakaHH4;

complex — cknagHu;

storage [ 'sto:rid3] — 30epiranus;

pricing — {IHOYTBOPEHHS;

traffic ['treefik] — Toprisius, nepeBe3eHHs, BAHTAXK0000POT;

to consider [kon'sido] — po3risnaru, oOMipKOBYBaTH, 001yMyBaTH;
well-known specialist — 100pe BijjoMuii crieriaiicT;

to define — Bu3HauaTy;

set of institutions —Hu3Ka yCTaHOB;

delivering — nocraBka;

offering — nmpono3uiris;

value ['vaelju:] — BapTiCTh; IIIHHICTB;

at large — 3arajioMm; y 1ijiomMy;

to refer to — MaTu BIAHOIIEHHS JI0;

managerial [ ;meano'd3ioriol] process — ynpaBiiHCbKHI MPOILIEC;
to obtain — otpumyBaTu; 3700yBaTH;

performance [pa'fo:mons] — BUKOHAHHS;

to direct — cipsIMOBYBAaTH; HaIPABJISATH;

perception [pa'sepfn] — CIIPUNHATTS;

attitude ['atitku:d] — BigHOIIICHHS;

quality ['kwoliti] — sKiCTB;

to search [sa:tf] - IIyKaTH; JOCIIIJKYBaTH;

introduction — BIpoBa’KEHHS;

product life cycle — »uTTeBUi TUKII TPOIYKTY;

growth — 3pocranns;

maturity [mo tjuoriti] — 3piIiCTB;

decline — cnan;

to exchange smth. for smth. — MiHsITH 1IOCH Ha 1IOCH;

to rise — migHIMaATHCS;

to fall — magartu;

on the contrary — y npoTWie:;KHOMY BUIAJKY;

location — micue po3rairyBaHHs;

word of mouth — ycHa peknama;

direct mail — cucrema 0e3nocepeHFOT0 MOIITOBOTO 3B’ SI3KY;
free addition — Oe3xomTOBHE BUAAHHS,

tester — BUIIpOOYBaHHS;

fair [feo] — spmapok;
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show - nokas, neMoHcTpallis;

to advertise ['edvotaiz] — pexnamyBatu; advertising (ad.) ['edvotaizin] — pexiama;
to keep in mind — maTu Ha yBa3i; mam’sTaTu;

liking — ynono6anus;

Exercise 2. Read and translate the text:

Marketing

Marketing is an integrated communication-based process through which
individuals and communities discover that existing and newly-identified needs and
wants may be satisfied by the products and services of others.

Marketing is a very complex process. It includes such activities as product
planning, storage, buying, pricing, promotion, selling, traffic, distribution of ideas
and research.

What i1s marketing? The term developed from the original meaning which
referred literally to going to a market, as in shopping, or going to a market to buy or
sell goods or services. Let’s consider here the two definitions given by the two well-
known specialists in this field.

According to Philip Kotler (American Professor of International Marketing at
the Kellogg School of Management at Northwestern University): “Marketing is a social
and managerial process by which individuals and groups obtain what they need and
want through creating and exchanging products and value with others™.

Peter Drucker (American Professor of Science and Management at Claremont
Graduate University; died in 2005, in California) defines marketing as “The
performance of business activities that direct the flow of goods and services from
producer to consumer.”

The American Marketing Association describes marketing as the activity, set of
institutions, and processes for creating, communicating, delivering, and exchanging
offerings that have value for customers, clients, partners, and society at large.

A perception or attitude a firm holds towards its product or service is referred
to as an orientation. There exist several common orientations: product orientation, sales
orientation, production orientation, marketing orientation, customer orientation,
organizational orientation.

An important part of marketing is marketing mix. It includes the main Four P’s:
product, price, place, promotion.

Product (service) is often connected with research and development of a new
product or service, testing it for quality, searching the potential markets and, after all,
introduction to the market. Each product has its own “product life cycle.” There are
four stages of “life cycle” for each product: introduction, growth, maturity, and
decline

Price is an exchange of something of value for something else. It is important
for customers. As price rises, we can buy fewer things or only things of lesser quality.
On the contrary, as price falls customers can buy more things of better quality.

Place means the location of certain goods and services as well as distribution of
them. Promotion includes all kinds of communication in marketing: word of mouth,
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advertising, sales, direct mail, free addition, testers, fairs, and shows to advertise
new products and services, telemarketing with telephone sales, newspaper ads. etc.
Promotion is the most complex element in the Four P’s. It should be kept in mind that
different groups and sections of people have different likings and disliking. You have
to take into account making all goods and services attractive to different customers.

Exercise 3. Answer the following questions:

. What is marketing?

. What does marketing include?

. What is the original meaning of the tem “marketing”?

. What definitions of marketing given by some well-known specialists do you know?
. What common orientations in the marketing context do you know??

. What is product often connected with?

. How many stages does the so-called “product life cycle” include? What are they?

. How do you understand the concept of price?

. How do rises and falls in price influence the customers?

O 00 1N DN K LN -

Exercise 4. Give Ukrainian equivalents of the following:

better quality, maturity, social and managerial process, to direct the flow of goods, to
take into account, introduction to the market, product life cycle, searching of market,
communication in marketing, selling and traffic, to deal with, word of mouth, to obtain
what they need, to keep in mind, telephone sales, development of a new product, so-
called marketing-mix, after all, storage.

Exercise 5. Give English equivalents of the following:

30epiraHHs, TOBapyu BHCOKOi SKOCTi, BiJi BUPOOHHMKA JO CIIOKMBada, OOMiH YOTOCh
LIHHOTO Ha WIOCh 1HIIE, HABIAKH, NOTEHIINHUN PUHOK, PEKJIaMyBaHHS TOBAapiB,
KOMIUIEKCHUI Tpolec, pPO3MIIICHHS MEBHUX TOBapiB, MEPEBIPSATH SKICTb, OyTH
OB’ SI3aHUM 3 YUMOCh, 3 IKOKO METOI0, YIIOA00aHHsI, I1THIMATH 1IHU, 3HUKYBATH II1HH,
3aHena, 3p0CTaTH, TOBAPU HUKUOI SIKOCTI, BBEJICHHSI HA PUHOK, TIEPEBE3CHHS.

Exercise 6. Match and learn the synonyms:

A: product, ability, common, promotion, complex, purpose, to help, to rise, to need,
producer, well-known, place, sale, consumer, to obtain;

B: location, marketing, aim, customer, goods, famous, to assist, to want, manufacturer,
introduction, usual, to increase, opportunity, to get, compound.

Exercise 7. Match and learn the opposites:

A: producer, high, likings, to rise, complex, decline, to buy, many, ability, better, to
include, important;

B: few, growth, disliking, to sell, to exclude, consumer, to fall, simple, unimportant,
low, worse, disability.

Exercise 8. Complete the sentences using the proper words from the list below:
disliking, location, fewer, life cycle, obtain, lesser, likings, promotion, managerial
process, price
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1. ... 1s an exchange of something of value for something else. 2. Different groups and
sections of people have different ... and .... 3. Place means the ... of certain goods and
services as well as distribution of them. 4. Marketing is a social and ... ... by which
individuals and groups ... what they need and want through creating and exchanging
products and value with others. 5. ... includes all kinds of communication in marketing.
6. As price rise, we can buy ... things or only things of ... quality. 7. There are four
stages of ... ... for each product: introduction, growth, maturity, and decline.

Exercise 9. Put questions to the bold part of the sentence:

1. Marketing includes such activities as product planning, storage, buying, pricing,
promotion, selling, traffic, distribution of ideas and research. 2. Marketing is the
performance of business activities that direct the flow of goods and services from
producer to consumer. 3. Place means the location of certain goods and services as
well as distribution of them. 4. As price rises we can buy fewer things or only things
of lesser quality. 5. Promotion is the most complex element in the Four P’s. 6. It
should be kept in mind that different groups and sections of people have different
likings and disliking. 7. There are four stages of “life cycle” for each product:
introduction, growth, maturity, and decline.

Exercise 10. Match words in A with their definitions in B:

A B

1. product | a) is a social and managerial process by which individuals and groups of
people obtain what they need and want through creating and exchanging
products and value with others

2. b) is an exchange of smth of value for smth else
promotion
3. c) is often connected with research and development of a new product or

marketing | service, testing it to know for quality, searching the potential markets and
after all, introduction to the market

4. price d) means the location of certain goods and services as well as distribution
of them

5. place e)is the most complex element that includes all kinds of communication
in marketing: advertising, sales, direct mail, free additions, testers etc.

Exercise 11. Translate into English:

1. MapkeTonoru moBuHH1 100pe 3HaTH ynoo0aHHs Ta moTpedu crnoxkusauis. 2. Konu
I[IHU 3POCTAal0Th, MU MOXKEMO KYITyBaTH MEHIIIE TOBapiB a0 JMILE TOBAapHU HIKYOI
akocTi. 3. BapTo 3Bakatu Ha Te, 10 BIPOBAHKEHHS HOBOTO TOBapy Ha PUHOK €
CKJIQJHUM Ta KOMIUIEKCHUM mporiecoM. 4. CTUMyIIOBaHHS BKJIIOYA€ TakKi BUIH
KOMYHIKAIlil B MApKETUHTY AK: SpPMapKd Ta JEMOHCTpaIlii, IpoJax, peKIaMyBaHHS
HOBUX TOBapiB Ta MOCAYT 1 T. . 5. MapKeTUHT CIPSIMOBYE MOTIK TOBAPIB Ta MOCIYT
Bl BUpPOOHMKA 10 criokuBauda. 6. bararo noOpe BiOMUX CHEHIQTICTIB y Taly3l
MapKETHHTY JAl0Th Pi3HI BU3HAUYCHHS TEPMiHY «MapKeTUHT». 7. UM € BaXIMBUM IJIs1
MapKETHUHTY PO3MIIIEHHS ITEBHUX TOBAPiB UM MOCTYT?
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Unit 3. Market

Exercise 1. Read and learn the following words and word combinations:
to do business — Bectu 0i3Hec;

market hall — xpuTuii puHOK;

to take place — BigOyBaTHCh, MaTH MiCIIE;

arrangement [o'reind3mont] — yronaa;

to enable [i1'neibl] — naBaTu 3mory;

to transact business — Bectu 013Hec;

to establish [is'tebli]] a price — BcTanoBmrOBaTH HiHY;

shorthand ['Jo:thand] expression [ iks'pre/n] — KOpoTKe BH3HAUCHHS;
households’ decisions — pireHHsT JOMOTOCIIOAAPCTB;

alternative [o:I'to:notiv] goods — B3aemMo3amiHH1 (aIbTE€pPHATUBHI) TOBAPH;
to reconcile ['rekonsail] — mpuBOIUTH y BIANOBIIHICTD, Y3TOKYBaTH
by adjustment [o'd Astmont] of prices — nuIIX0M KOpUTYBaHHS I1iH;
transaction — yrona;

commodity [ko'moditi] — ToBap;

tangible — MmatepiansHuil; BUnMMuii;/ intangible — HemartepianbHUIl; HEBUTUMUI;
to consume — CII0KMBaTH;

supplier [so'plaio] — mocTayaabHUK;

demander — crnoxuBay;

to exceed [ik'si:d] — mepeBuIyBaTH;

excess [1k'sos] supply — HagnmumkoBa \ HagMipHA TPOTIO3UITIS;

excess [1k'sos] demand — HagTUIIKOBUY \ HAAMIPHH MTOTIUT;

to occur [0'ka:] - 3’ ABIATUCE;

to provide [pro'vaid] — 3a0e3nedyBarty; mocTavary,

open / free market — BiAKpuTHii pUHOK;

relative ['relotiv] price — BitHOCHA 11iHA;

to increase — IiJIBUIIyBaTH;

to decrease — 3HM)KyBaTH; CIIa/1aTH;

to eliminate [i'limineit] — niKBiAyBaTH, 3HUIIYBATH;

equilibrium [ i:kwi'libriom] — piBHOBara;

equal ['i:kwol] — piBHUH, 0THAKOBHIA;

to coincide [ kouin'said] — 36iraTucs;

precisely [pri'saisli] — To4uHO, LIJIKOM MPaBUIILHO;

to conclude a contract — 3akr04aTH KOHTPAKT;

spot market — cnoToBHI pUHOK;

currency ['kAronsi] — BanroTa;

securities [si'kjuoritiz] — ninHi nanepu;

to be available [o'veilobl] for — 6yTu noctynHumMm;

immediate [i'mi:djot] / future delivery — Heraiina noctaBka / 1ocTaBKa uepe3 MeBHHI
MIPOMIXKOK 4acy;

futures market — pyHOK TEpMIHOBHUX JIOTOBOPIB,;

to fix in advance — BcTaHOB/IIOBaTH 3a3/7aj€erib;

commodity [ko'moditi] market — ToBapHuUii puHOK;
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stock market — ¢ponoBa 6ipxa;

foreign exchange market — BatoTHUI PUHOK;
terminal market — kiH1eBuii puHOK (BaJIIOTHU);

raw [ro:] materials [mo'tioriols] — cupoBuHa;
manufactured [ manju'fakt/od] goods — roToBi (Bupo6eHi) ToBapu;
stock — akiis;

share [Iae] — YacTKa; aKIlis;

stock exchange — ¢ponmosa Gipxa;

local authorities [0:'Ooritiz] — miciieBa Bnaaa;

to attract capital — 3airyuatu (mpuBaOJtOBaTH) KariTam;
investor — iHBecTOD;

to trade — Toprysaruy;

Exercise 2. Read and translate the text:

Market

The oldest form of market — the traditional market — is a place where buyers meet
sellers to do business with one another. Most of our towns still have a market square
or market hall where buying and selling takes place in a manner which has not
changed for centuries.

In the modern world, however, a market is best defined as any arrangement
which enables buyers and sellers to transact business in such a way that prices can
be established and exchanges take place.

A market is a shorthand expression for the process by which households’
decisions about consumption of alternative goods firms’ decisions about what and
how to produce, and workers’ decisions about how much and for whom to work are all
reconciled by adjustment of prices. A market is a set of transactions in which a
particular kind of commodity is exchanged, and in which the transactions for this
commodity among different individuals and firms are related.

There are markets for hundreds of thousands of things. Some of these things are
tangible and satisfy individual desires, while others are intangible but also important
in satisfying individual interests. These things are referred to as products. Frequently,
product markets are divided into two classes: goods and services. For example, a
hamburger is a good, while a doctor’s examination is a service.

A market is created when those who willingly supply a good, service, or resource
exchange with those who desire to use, control, or consume a good, service, or
resource. Markets reallocate commodities from suppliers to demanders. What if
suppliers want to provide more than demanders want to purchase? Or, what if
demanders want more than suppliers are willing to provide?

Excess supply occurs when, at a particular market price, the quantity that
suppliers want to provide to the market exceeds the quantity that demanders want to
purchase. Excess demand occurs when, at a particular market price, the quantity that
suppliers want to provide to the market is less than the quantity that demanders want
to purchase.
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In an open or free market, the relative price for a commodity will generally
decrease when there is excess supply; the relative price will generally increase when
there 1s excess demand. Excess demand will be eliminated if the relative price is free
to increase.

A market is equilibrium when the quantity that suppliers are willing to provide
to the market at a specific market price is exactly equal to the quantity that demanders
desire to purchase in the market at the same market price. The importance of
equilibrium is that the equilibrium relative price is the only price at which the interests
of demanders coincide precisely with the interests of the suppliers. At any other
relative price, the interests of suppliers and demanders do not coincide.

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

There are three types of markets according to their function: commodity markets/
exchanges, stock markets/ exchanges, foreign exchange markets. Commodity markets /
exchanges are the places where raw materials and some manufactured goods are bought
and sold for immediate or future delivery. Main terminal markets are situated in London
and New York. Terminal markets are the markets dealing mainly with commodities that
will be available in the future rather than goods that are available immediately. Most
terminal markets are outside the countries that produce the goods. Stock markets /
exchanges are the markets where stocks and shares are bought and sold under fixed rules,
but at prices controlled by supply and demand. The main idea of stock exchanges is to
enable public companies, the state and local authorities to attract capital by way of selling
securities to investors. Foreign exchange markets are the markets where foreign currencies
are traded.

Exercise 3. Answer the following questions:

1. What is the oldest form of market?

2. What is a market? Give several definitions.

3. How are product markets divided?

4. When are markets created?

4. When does excess supply occur?

5. When does excess demand occur?

6. When is a market equilibrium?

7. Is there any difference between spot markets and futures markets?
8. How many types of markets are distinguished according to their function?
9. What is a stock market?

10. What is a foreign exchange market?

Exercise 4. Give Ukrainian equivalents of the following:

market square or market hall, to enable, to transact business, to establish prices,
according to, individual interests, to coincide precisely, equilibrium, at the same market
price, excess demand, tangible\ intangible things, to eliminate, to conclude a contract,
to reconcile by adjustment of prices, to reallocate, spot market, to sell under fixed rules,
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relative price, immediate delivery , currency, securities, terminal market, to be equal
to, in advance.

Exercise 5. Give English equivalents of the following:

B3a€MOJISl CIOXHUBAdiB 1 MOCTA4YaJbHUKIB, HaAMIpHUK(A) MOOUT/IPOMO3UIIs,
HaJaBaTH MOCIYTH, PO3MIILIEHHS PUHKY, 3HAUEHHS PIBHOBArd, MOBHICTIO CITIBIIAJIaTH,
KPUTUW PUHOK, Y3TO/KYBAaTH, PIIICHHS JOMOTOCIOAAPCTB, OOMIH I[IHHUX Tamepis,
BAJIIOTHUM PUHOK, B3a€MO3aMIHHWI TOBap, MOCTYMHUM, QoHIOBa Oipika, KIHIIEBHMA
PUHOK, CHUpPOBHHA, TOBapHUM pPHHOK, OpTraHd Jep>KaBHOI Ta MICLEBOI BIajH,
JKBIAYBaTH MEPEBUILECHHS MONMUTY/IPOIO3HUlIli, 30iratuch 3, 3a0e3neuyBaT PUHOK
TOBapaMH, YKJIaJaTH YTOIY.

Exercise 6. Match and learn the synonyms:

A: particular, market square, to trade, money, goods, stock, consumer, local, to appear,
to coincide;

B: commodity, to occur, market hall, demander, to sell, certain, currency, to be equal,
share, regional.

Exercise 7. Match and learn the opposites:

A: available, tangible, different, modern, immediately, to increase, buying, frequently,
in advance, to create;

B: particular, intangible, in the future, unavailable, to eliminate, selling, old, in time,
rarely, to decrease.

Exercise 8. Complete the sentences using the proper words from the list below:
market hall, service, excess supply, eliminated, futures markets, foreign currencies,
terminal markets
1. Excess demand will be ... if the relative price is free to increase. 2. A hamburger is
a good, while a doctor’s examination is a .... 3. Most of our towns still have a market
square or ... where buying and selling takes place in a manner which has not changed
for centuries. 4. Foreign exchange markets are the markets where ... are traded. 5. Most
... are outside the countries that produce the goods. 6. ... occurs when, at a particular
market price, the quantity that supplies want to provide to the market exceeds the
quantity that demanders want to purchase. 7. There are two types of markets according

to the character of concluded contracts: spot markets and ....

Exercise 9. Put questions to the bold part of the sentence:

1. In the modern world, a market is best defined as any arrangement which enables
buyers and sellers to transact business. 2. The relative price for a commodity will
generally decrease when there is excess supply. 3. There are three types of markets
according to their function: commodity markets, stock markets, and foreign exchange
markets. 4. The main idea of stock exchanges is to enable public companies, the state,
and local authorities to attract capital by way of selling securities to investors. 5.
Some of goods are tangible and satisfy individual desires. 6. Markets reallocate
commodities from suppliers to demanders. 7. A market is equilibrium when the
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quantity that suppliers are willing to provide exactly equal to the quantity that
demanders desire to purchase.

Exercise 10. Match terms in A with their definitions in B:

A B

1) excess a) a set of transactions in which a particular kind of commodity is

supply exchanged, and in which the transactions for this commodity among
different individuals and firms are related.

2) futures b) a situation in the market which occurs when, at a particular

market market price, the quantity that suppliers want to provide to the
market exceeds the quantity that demanders want to purchase.

3) stock c) the market dealing mainly with commodities that will be

market available in the future rather than goods that are available
immediately.

4) excess d) the only price at which the interests of demanders happen to

demand coincide precisely with the interests of the suppliers. At any other
relative price, the interests of suppliers and demanders do not
coincide.

5) commodity | €) the buying and selling of goods, currency or securities that are

market available for immediate delivery.

6) relative f) the place where raw materials and some manufactured goods are

price bought and sold for immediate or future delivery.

7) spot market | g) the buying and selling of goods, currency or securities for
delivery at a future date for a price fixed in advance.

8) market h) the market where stocks and shares are bought and sold under
fixed rules, but at prices controlled by supply and demand.

9) terminal 1) a situation in the market which occurs when, at a particular market

market price, the quantity that suppliers want to provide to the market is

less than the quantity that demanders want to purchase.

Exercise 11. Translate into English:

1. PiBHOBara Ha pUHKY JYy’K€ BaXKJIMBA JIJIsl BC1X YYACHUKIB MTPOIIECY TOPTiBIi. 2. PuHOK
CTBOPIOETHCS TO/I1, KOJIM T1, XTO XOUYTh IIOCTA4aTH TOBApU, OOMIHIOIOTHCS 3 TUMH, XTO
Oa’kae BUKOPHCTOBYBATH Y CITOKMBATH TOBapH. 3. TOBapHUI PHHOK TOIIIAETHCS HA
JIBa KJIaCH: PUHOK TOBapiB Ta pUHOK mociyr. 4. BpiBHOBa)keHa BiTHOCHA LiiHA — II€
€IWHA I[iHA, 3a fAKOi I1HTEpPEeCH MOKYMIIB YITKO CIIBMNAJal0Th 3 I1HTEpECaMH
MOCTAaYaJIbHUKIB. 5. AKIIii Ta o0iraiii mpo1atoThCs 32 BCTAHOBJICHUMH MPABUJIaMU Ha
PUHKY IIIHHUX TanepiB. 6. 3a3BUuail KIHIIEBUI PUHOK 3HAXOIUTHCS 33 MEKaMH KpaiHHu,
1110 BUpOOJIsie TOBap. 7. 3a HAIBHOCTI IEPEBUIIICHHS MTOIUTY, BIIHOCHA I1iHA, 3a3BUYaH,
3pocTae. 8. 3a 0001 BIIHOCHOI IIHU 1HTEPECH MOCTAYAILHUKIB Ta CIIOKHBAYIB HE
crniBnagarTs. 9. IlepeBuilieHHs monuTy OyjAe JIKBIOBAHO, SKIIO BIJHOCHA IliHA
3MOke BUIbHO 3pocTtatd. 10. TpamuuiiHuii pUHOK — 1€ Micle, Je MOKYIIIIl
3yCTPIYarOTHCA 3 IPOJIABIIMHU 11100 BECTH CIIPaBU\OI13HEC OJIMH 3 OJHUM.
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Unit 4. Marketing Principles

Exercise 1. Read and learn the following words and word combinations:
marketing principles — npyHUMIN MAPKETUHTY;
to be better off — 6yTu y kpamomy cTaHOBHIIII;

i.e. = id est (Latin) — ToOTO (BXUBa€eThcs Ha THChbMi); \ that is - (BKUBA€ETHCS y
MOBJICHH]1);

to react to smth — pearysartu Ha 110Cb;

to affect — BruuBatu (Ha);

progress — pO3BUTOK, YCITIXH, XiT;

to promote — cupuATH; JOIIOMaraTy; 3a0X04yBaTu,
to find out — BusaBIIATH;

to do whatever it takes — poOuTu Bce HEOOXiTHE;
ultimate [ Altimit] goal — xinmeBa meTa;

to make money\ profit — 3apo06:sTH rpoii/ npudyToK;
questionnaire — aHKeTa;

firm of survey — Hu3Ka JOCTIKEHB;

to involve — 3airyuaTu;

to combine — noeHyBaTH;

consequence — HaCJiJ0K; PE3yJIbTaT;

law — 3aKkoH;

legally — 3akOHHO; Ha IOPUANYHIN OCHOBI;
participant — y4acHUK;

implementation — BIipoBa)KE€HHS;

coordinated process — y3ro/KeHUH MpoIIeC;

to correspond to — BiAnoBiAaTH (YOMYCh);

to identify — BuzHauartu; i1eHTU(DIKYBaATH;

in compliance with — BianoBinHoO 10;

updating — OHOBJICHHS;

unity — €IHICTB;

response — BiIryK; Bi/AMOBI1/Ib;

in common — KOMIIJIEKCHO;

jointly — crnisibHO;

simultaneously — ogHOYacHO;

to acquire — HaOyBatu;

to depend on — 3anexaru Biz;

steady — nmocTiiiHwMif;

stream — MoTIK;

client — xJienT;

to apply the principle — 3acTocoByBaTH NPUHIIUI;
beneficial [ beni fiJol] — Burigaumii;

layman [ 'leimon] — Henpodecionan, HedaxiBelb;

Exercise 2. Read and translate the text:
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Marketing Principles

Marketing activity begins when the process becomes important to society.
Exchange 1s the process by which two or more parties trade things of value, so that
each party feels itself better off after the trade.

Marketing refers to the understanding that a company must develop about its
role in the market, i.e. how the consumers react to its products, which consumers buy,
how competition affects the progress of company sales, how the organization should
promote itself and its products, and so on.

A popular slogan that describes modern-day marketing is “Find a need and fill
it”. It means that business must do some market research to find out what goods and
services people and organizations want and need. Then marketers must do whatever
it takes to satisfy wants and needs. The ultimate goal is to make money (profit) by
producing and selling goods and services.

There are two main types of marketing research — quantitative research involving
collecting a lot of information by using techniques such as questionnaires and other
firms of survey. Qualitative research involves working with smaller groups of
consumers, often asking them to discuss products and services while researchers take
notes about what they have to say. The marketing department will usually combine
both forms of research.

Marketing principles is the basis of marketing activity. Marketing principles is
the consequence of laws and logical development of the world economy, world
market, and regional markets too. They legally define the activity directions of all
participants of the creation, production, and implementation of the product as a
single coordinated process. There are five main principles in marketing:

1) Manufacturing and sale of goods must correspond to buyers’ needs, market
structure, and company opportunities. Organizations need to identify and understand
the needs of both their existing customers, as well as any new potential customers.
They will need to adopt their marketing approach to meet the need of these customers.

2) Complete customer needs satisfaction in compliance with modern technical
and artistic level.

3) The presence on the market at the moment of the most effective possible
implementation of products.

4) Continuous updating of product sold or manufactured.

5) The unity of strategy and quick response tactics to the changing demand.

Marketing principles are always implemented in common, i.e. jointly, and
simultaneously. A specific shape is acquired depending on the specific conditions.
The following core marketing principles are fundamental to the development and
implementation of an effective marketing strategy, a strategy that results in a steady
stream of clients.

As we progress in this age of technology it is vital for us to understand marketing
and its place in the world. Understanding and applying the principles will be
beneficial to the businessperson and the layman.

Exercise 3. Answer the following questions:
1. When does marketing activity begin?
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2. What is an exchange?

3. How does a popular slogan describe the modern day marketing?

4. What is the difference between two main types of marketing research?
5. What is the basis of marketing principles?

6. What are the five main principles in marketing?

7. Do organizations need a marketing research?

8. How are marketing principles implemented?

9. What is the result of marketing strategy?

10. Why is it vital for us to understand marketing?

Exercise 4. Give Ukrainian equivalents of the following:

to affect the progress of a company; the ultimate goal; to make profit; a popular slogan;
to refer to; layman; implementation of marketing strategy; to involve; to promote a
product; 1.e.; to depend on; steady stream; marketing approach; company opportunities;
existing customers; to find out; to trade things of value; to feel better off; quick
response; specific shape.

Exercise 5. Give English equivalents of the following:

3apo0OJIATH TPOIIi; CTOPOHU; pearyBaTv; KOHKYPEHIIS; 3aJ0BOJIBHATH TOTPEOH;
BIUIMBATH HAa; YCINX;, aHKETa; Cy4aCHUW MAapKETHHT; IMOYyBaTHCS Kpalle 3aBIsSKH
TOPTIBII; KIHIICBA MeTa, 3HAXOJWTH; BIPOBAKEHHS MPOAYKTY; OJHOYACHO;
BIJIMOBIAATH YOMYCh, €JHICTh; TMOTCHI[IMHUM CIIOKMBAa4, Ha 3aKOHHIN OCHOBI;
Y3TOKEHUH MPOIIEC; TTOTIK KIIIEHTIB.

Exercise 6. Match and learn synonyms:

A: to affect, updating, modern, to react, goal, to make a profit, beneficial, jointly,
products, to execute, to start, important, ultimate, in compliance with;

B: simultaneously, to begin, contemporary, final, to perform, significant, to influence,
to respond, to earn profit, purpose, goods, modernization, profitable, according to.

Exercise 7. Match and learn opposites:

A: buying, effective, satisfied, ultimate, to make money, layman, seller, popular,
modern, similar, true, steady, to obtain, development;

B: professional, ancient, unsatisfied, ineffective, false, buyer, to spend money,
unsteady, to give back, decline, selling, unpopular, different, initial.

Exercise 8. Complete the sentences using the proper words from the list below:
qualitative, layman, marketing activity, ultimate, slogan, implementation, modern-
day, understanding, quantitative, beneficial, services
1. There are two main types of marketing research — ... and ... research. 2. Marketing
refers to the ... that a company must develop its role in the market. 3. The following
core marketing principles are fundamental to the development and ... of an effective
marketing strategy 4. The ... goal is to make money by producing and selling goods
and ... 5. Understanding and applying the principles will be ... to the businessperson
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and the ... . 6. A popular ...that describes ... ... marketing is “Find a need and fill it”.
7. Marketing principles is the basis of ... .....

Exercise 9. Put questions to the bold part of the sentence:

1. The ultimate goal is to make money by producing and selling goods and services.
2. Marketing principles legally define the activity directions of all participants of the
creation, production, and implementation of the product 3. Marketing refers to the
understanding what a company must develop about its role in the market. 4. A popular
slogan that describes modern-day marketing is “Find a need and fill it”. 5.
Qualitative research involves working with smaller groups of consumers. 6.
Marketing principles are always implemented in common, i.e. jointly, and
simultaneously. 7. Organization will need to adopt their marketing approach to
meet the need of these customers.

Exercise 10. Restore the proper word order:

1. customers’ wants and needs, to comply with the time, We identify. 2. goods and
services, a true growth area, Businesses sell, which represent, to other businesses. 3.
media bombardment, Marketing, and other forms of, television, Internet, involves. 4.
economic problems, faces with, Every society, global. 5. are organized, to meet, Large
and small businesses, in different ways, their objectives. 6. their careers, after certain
period of training, begin, as entrepreneurs, Many business leaders. 7. offer programs,
and operate a business, that teach students, Many colleges, how to start. 8. all the
profits, Businessmen, and are free, of their enterprises, own, to make whatever changes
they please.

Exercise 11. Translate into English:

1. [IpuHIIMIN MapKETUHTY 3aBXK/IU PEai3yl0ThCsl KOMIUIEKCHO, CITUIBHO Ta OJTHOYACHO.
2. PuHKOBe MOCHTIKEHHS O3HAYa€ - 3HAWTH SIKI TOBAPH Ta TIOCITYTH KOPUCTYIOTHCS
NOMUTOM Yy CHOXHKBauiB. 3. Po3ymiHHS Ta 3acCTOCYBaHHS NPHUHIIUIIB MapKETUHTY
OyyTh BUT1THUMH JUTs O13HECMEHIB Ta HenpodecioHamiB. 4. OOMIH - 11e mpoliec, KOIu
1Bl a00 OUIBIIE CTOPIH TOPTYIOTh, 10O OTpUMaTH TMPUOYTOK. 5. MapkeTuHTOBa
JISUTBHICTh TTOYMHAETHCS TOJI, KOJHM MPOIEC CTAa€ BaXJIMBUM Uil CYCHUIBLCTBA. 6.
KinmeBoro MeToro 6i3Hecy € 3apoOWTH POl BUTOTOBJISIOYH Ta MPOAa0UH TOBAPU Ta
nocayry. 7. Oprasizaliii BU3HA4alOTh Ta PO3yMIIOTh MOTPeOW HE TUIBKH 1CHYHOUMX
CIIO’KMBaYIB, ajie 1 HOBUX MOTEHIIMHUX CIIOXKHBadiB. 8. MapKeToJIOry TIOBUHHI pOOUTH
BCE MOJXKJIMBE, 11100 3a/I0BOJILHUTH TOTpeOU Ta OaxkaHHs crokuBayiB. 9. [lpunHimmnm
MapKETHUHTY BU3HAYAIOTh HAMPSMKHU IISJIBHOCTI YYACHHUKIB CTBOPEHHSI, BAPOOHMIITBA
Ta BIOpoBa/KeHHS mpoaykty. 10. Bimmin mapkeTtunry 3aBxkad Oyne IMOe€IHYBaTH
o0uB1 GopMHU PUHKOBOTO JOCIIKEHHSI.
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Unit 5. Functions of Marketing

Exercise 1. Read and learn the following words and word combinations:
functions of marketing — YuHHUKN MapKETUHIY;
responsibility [ris ponso'biliti] — BiAMOBiAaIBHICTS;

to appeal — 3BepTaTucs, 3aKJIMKaTH,

proper — HAICKHUM;

to expose [k 'spouz] — BUCTaBUTH, BUKPUTH;

grading — knacudikaiisi, COpTyBaHHS;

risk taking — pu3uk;

facilitating [fo siliteitin] function — monomixkni QyHKITIT;
retailer — Toproseip B po3pio;

wholesaler ['houl seilo] — Toproseus rypToM; ONTOBHK;
hand to hand —cninsHO, pa3om, coligapHo;

to be knowledgeable ['nolid3obl] — OyTu o6i3HaHNM;

in order to — 11 Toro moo;

to make a decision — mpuiimMaTu pilieHHs;

seller - mponaselp;

buyer - nokymners;

warehousing [ ‘'weohauzin| — 30epiranHs Ha ckiajaax;

sale — mponax;

resale — nepenponax;

means — 3acio;

to secure [si'kjus] — rapanTyBaTH, 3a0€31eUyBaTH;

to assist — qormomararu;

to extend — MPOAOBXKUTH KPEJIUT; HAJITABATH KPETUT;
volume [ 'volju:m] discounts ["diskaunt] — po3mip (00’€M) 3HUKOK;
in turn — B cBOO yepry;

budget ['bAd3it] — 6romxkerT;

uncertainty [ An'so:tnti] — HEBU3HAYCHICTb;

entrepreneur — ImijanpueMeIb;

risk taker — TOii, XTO pHU3HUKYE;

to acquire [o'kwaio] — oTpumyBaTu, HaOyBaTH, 3100yBaTH;
inventory ['invontri] — HasiBHI TOBapH, PEECTP, CIUCOK;
prediction [pri'dikfon] — mepenbadems;

to accept risk — Opatu Ha cebe puU3UK, pU3UKYBATH;

to schedule [ Jedju:1] — mianyBaTH, HamidaTy;

speculative ['spekjulotiv] production — ymorisiiHe BUpOOHHIITBO;
to enter an order — peecTpyBaTH 3aMOBJICHHS;

to assume [o'sju:m] — Opatu Ha cebe, mpuiMaTu;

obsolete [0'bsoli:t] — 3acTapinmii, OiIbIIIe HEB)KUBAHHI;

to determine [di'to:min] — Bu3HauaTy;

to focus on — 30cepeaKyBaTUCh Ha;

to adopt — mpuitmaru;

managerial [ mzno'd3iorisl] approach [o'prout|] — ynpasnirckuit mimxiz;
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company merger ['mo:d3o] — 3muTTsA, 00’ € JHAHHS KOMIIAHIT;
to keep abreast [o'brest] — He BijicTaBaTH, iTU B HOT'Y;
advance — ycIix, mporpec;

Exercise 2. Read and translate the text:

Functions of Marketing

A marketing manager’s chief responsibility is to identify the target market for
products and services, to select the proper media to expose the message to the
customer that will hopefully result in a sale and profit to the company. In addition to
the above, the marketing manager has eight other functions that must be addressed and
cannot be eliminated for a business to become successful: buying, selling, transporting,
storing, standardization and grading, financing, risk taking, and providing market
information. These functions can be classified as exchange, physical distribution, and
facilitating functions. Some of them are performed by manufactures, some by
wholesalers, and others by retailers.

Exchange functions. Buying and selling. This function is the heart of the
marketing and they go hand to hand. Marketers must study why consumers buy
certain goods and services and must be knowledgeable about what consumers are
buying in order to make their own purchase decisions.

Physical distribution function. Transporting and storing are the physical
distribution functions of marketing. Transporting involves the physical movement of
the product from the seller to the buyer, and storing involves the warehousing of
goods until they are needed for sale. If you purchase products for sale or resale, they
must be moved to you or to customers by some means. Manufacturers, wholesalers,
and retailers can all perform these functions.

Facilitating functions. Standardization and grading, financing, risk taking, and
securing market information are called facilitating functions because they assist the
marketer in performing the exchange and physical distribution functions.
Standardization and grading deals with standardizing and the description of goods.

The financing function involves extending credit to consumers, wholesalers,
and retailers. Your financing arrangements with suppliers will affect marketing by
increasing or decreasing your pricing. Volume discounts or extended terms that affect
pricing will, in turn, effect your advertising and marketing budget.

Risk taking involves dealing with uncertainties about future consumer behavior.
Marketers must be entrepreneurial risk takers in many instances. Wholesalers and
retailers acquire inventory for resale on the basis of their predictions of what
consumers will buy. Manufacturers also accept risk when they schedule speculative
production of a product before consumers have entered orders.

You assume three risks concerning the products or services you provide. One,
customers won’t want your product or service; two - they may want it but won’t pay
the price you are asking; or three, new products or services make yours obsolete.

Finally, marketers collect and analyze market information to determine what
will sell and who will buy it. Organizations that focus on discovering consumer needs
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and then developing goods and services to fill those needs, have adopted a managerial
approach referred to as the marketing concept.

In this fast moving world of the Internet, faxes, new technology and company
mergers, it is more important than ever for the marketing manager to keep abreast of
new advances and changes in the market place.

Exercise 3. Answer the following questions:

1. What is a marketing manager’s chief responsibility?

2. What are exchange functions?

3. What can you say about physical distribution function?

4. What do we call facilitating functions? Why?

5. What does the financing function involve?

6. What does risk taking deal with?

7. When do manufactures accept risk?

8. What three risks concerning the products or services you provide do you assume?
9. What purpose do marketers collect and analyze market information for?
10.What is important for the marketing manager?

Exercise 4. Give Ukrainian equivalents of the following:

distribution function, to provide market information, manufacture, to analyze market
information, to accept the risk, to schedule speculative production, consumer behavior,
to focus on, to fill the needs, marketing concept, inventory, facilitating function, to go
hand to hand, in the case of, to identify target market, to select the proper media, in
addition to the above, new advances and changes, extended terms, last but not least.

Exercise 5. Give English equivalents of the following:

kiacudikaiis, 30epiraHas Ha CKJIanax, po3ApiOHUIN TOProBelb, MIIaHyBaTH, CyMHIBH,
peecTpyBaTH 3aMOBIICHHS, YIPABIIHCHKIN MiIX1a, BUMAA0K, PpyHKIisS piHAHCYBaHHS,
ONTOBAa TOPTIBJIS, 30CEPEKyBATUCh HA BUBYEHHI MOTPEO CHOXKMBauya, OIOKET,
JIOCTaBKa, BUKJIIOYATH, 3BEPTATUCS [0, Yrojia, Mepenpojax, MpoAax 1 MpulOyTOK
KOMITaHii, Ha JOJaTOK, 3aCTapuIMid, HE BIJCTABaTH BiJl, pO3MIpP BIJICOTKIB.

Exercise 6. Match and learn the synonyms:

A: responsibility, to purchase, to schedule, to identify, volume, to determine, to focus
on, to act, to fill needs, to assist, to take a risk;

B: to accept a risk, to recognize, to help, duty, amount, to behave, to concentrate, to
define, to buy, to satisfy wants, to plan.

Exercise 7. Match and learn the opposites:

A: profit, to sale, discount, physical, certainty, wholesaler, increasing, to assume,
future, to accept;

B: mental, decreasing, to give back, loss, retailer, past, to refuse, to resale, uncertainty,
mark up.

25



Exercise 8. Complete the sentence using the proper words from the list below:
target market, risk takers, in order to make, uncertainties, manufactures, consumers,

standardizing
1. Marketers must study why consumers buy certain goods and services and must be
knowledgeable about what consumers are buying ... ... their own purchase decisions.

2. ... also accept risk when they schedule speculative production of a product before
consumers have entered orders. 3. Standardization and grading deals with ... the
description of goods. 4. A marketing manager’s chief responsibility is to identify the
...... for products and services. 5. Risk taking involves dealing with ... about future
consumer behavior. 6. Marketers must be entrepreneurial ... in many instances. 7.
Wholesalers and retailers acquire inventory for resale on the basis of their predictions
of what ... will buy.

Exercise 9. Put questions to the bold part of the sentence:

1. Transporting and storing are the physical distribution functions of marketing. 2.
Manufacturers also accept risk when they schedule speculative production of a
product before consumers have entered orders. 3. Organizations that focus on
discovering consumer needs have adopted a managerial approach referred to as the
marketing concept. 4. Marketers must study why consumers buy certain goods and
services and must be knowledgeable about what consumers are buying in order to
make their own purchase decisions. 5. Transporting involves the physical movement
of the product from the seller to the buyer. 6. Storing involves the warehousing of
goods until they are needed for sale. 7. Manufacturers, wholesalers, and retailers
can all perform the function of physical distribution.

Exercise 10. Match words in A with their definition in B:

A B

1. marketing a) 1s standardizing and grading, financing, risk taking and
securing market information

2. facilitating function | b) is transporting and storing

3. physical distribution | ¢) is a person whose responsibility is to identify the target
function market for products and services

4. marketing manager | d) is a complex activity that reaches into many aspects of
an organization and its dealing with consumers

5. financing function |e) involves dealing with uncertainties about future
consumer behavior

6. risk taking f) the function of marketing which involves extending
credit to consumers, wholesalers, and retailers

Exercise 11. Translate into English:

1. MapkeToJsioru 301paroTh Ta aHATI3yI0Th PUHKOBY 1H(pOpMaIlito, 11100 BU3HAYUTH XTO
MpoaBaTUMeE 1 KyIyBaTHMe IeBHUM ToBap. 2. CTaHaapT Kiacu@ikaliii BU3Ha4Yal0ThCs
JUIS KO)KHOTO HOBOTO TPOAYKTy. 3. Opranizariii, siki 30Cepe/KyI0ThCsl Ha BUBUYEHHI
noTpeO CMOXKMBAYIB 1 HAa PO3BUTKY TOBAPIB Ta MOCIYT NMPUNHSAIN YIPaBIIHCHKHMA
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niaxig, TOOTO MapKeTHMHToBY KoHuemiito. 4. KomiuiekcHa isUTbHICTh KOMITaHii
BKJIFOYA€ TaKOXX BCl TOProBejbHI Ta ()IHAHCOBI CHpaBU. 5. MapKeTOJOTH MOBHUHHI
BHMBUYATH TMPUYMHHU, YOMY CIIOKMBadi KyMyIOTh TE€BHI TOBapu Ta TMOCIYTH, II00
MpaBUILHO OyAyBaTH MapKETHHTOBY CTparterito. 6. SIKIIO BU KYIyeTe TOBapU JIs
IpoJaxXy Yd Mepenpojaxy, BOHU MOBUHHI OyTH JIOCTaBJIEHI BaM UM CIOXKMBadyaM 3a
JIOTIOMOTOI0 TIeBHMX 3aco0iB. 7. Bama ¢iHaHcOoBa JOMOBIJICHICTh 3 MOCTaYaIbHUKAMHU
BIUTMBATUME Ha MAPKETHHT IUISIXOM 3POCTAHHS YM 3HMKCHHS I1iH.
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Unit 6. Marketing Mix: the Four P’s

Exercise 1. Read and learn the following words and word combinations:
marketing mixX —4MHHUKU MapKETUHTY, KOMILJIEKC MAPKETHHTY;

British Chartered Institute of Marketing — bputancbkuii KOpOJIBCHKHI 1HCTUTYT
MapKETUHTY;

to anticipate [&n tisipeit] — nmependauatu;

requirements [ri'kwaiomont] — motpeou;

profitably ['profitobli] — 3 mpuOyTKOM;

to undertake [,Ando’teik] — mounnaTtu , OpaTu Ha cebe;

preference [ preforons] — ymono0anus;

sales representative — TOproBuii npeJCTaBHHUK;

to interact — B3acMOIISITH;

source of information — mxepeno iHbopmarii;

to create a position — cTBOproBaTH Mocany;

to maintain [mein’tein] — niATpUMyBaTH;

to execute ['eksikju:t] — BuKoHyBaTH;

variable [ 've(o)riabl(o)l] — 3MiHHa BennuuHa;

branding [ ‘brendin] — HagaHHs TOBapy TOProBOi MapKHu;

complaint [kom'pleint] handling ['handlin] — pearyBanns Ha ckapru, HEBIOBOJICHHS
KOPUCTYBaHHSIM a00 00CIIyrOBYBaHHSIM;

to depict — 300pakatu, ommcCyBaTH;

brand name — Toprosa mapka;

repair [ri'pes] — peMoHT;

support [so'po:t] — mATPUMKA;

according to — 3rijHO 3;

to launch into the market [lo:nt]] — BBoxuTH (IpeCTaBIATH) HA PHHOK;
mature [mo'tjuo] stage — cTazist 3puUIOCTI;

to be available [o'veilobl] — noctynuuii;

to distribute [dis'tribjut] — po3nmoginsaTH;

potential [po'ten/1] market — noTeHiiiHui pUHOK;

as well as — tak xe sKk;

personality traits — 0coOUCTI SKOCTI;

obviously ['obviasli] — oueBuHO;

hygiene ['haid3i:n] products — ToBapu ririeHu;

jewelry ['d3u:alri] — KOIITOBHOCTI;

cash [ke]] — rorieka;

payment discount ['diskaunt] — 3HM)XKa Ha OILJIaTY;

seasonal ['si:zonl] pricing — ce30HH1 3HUKKU;

bundling [ ' bAndlin] — neBHa KUTBKICTH TOBApY, KOJEKIisA, KOMIUIEKTALIiS;
price flexibility [, flekso'biliti] — ruyukicTs wiH;

price discrimination [dis krimi'nei[n] — 3HmKeHHS miH;

to set a price — BCTAaHOBJIIOBATH IIIHY;

consideration [kon sido'reifn] — MIpKYBaHHS,

costs — BUTpaTH;

28



recovery [ri'kAvori] — BITHOBJICHHS;

consequently ['konsikwontli] — oTxe; Tomy;

due [dju:] to — 3aBasiKM;

generating ['d3enoreitin] — cTBOpeHHS;

customer response [ris'pons] — BIATYK CII0XHBaya;

public relations —3B’s13ku 3 TPOMaJICHKICTIO;

publicity [pAb’lisiti] — mponaryBaHHs, pekiiama;

retail [ riteil] outlets [ autlet] — po3apibHe TOproBe MiAMIPUEMCTRBO;
data [deit] processing [ prousesin] — 0OpoOka naHux;

leisure ['le30] — no3BiLIA;

to emphasize ['emfosaiz] — migkpecaoBary;

involvement [in'volvmont] — 3aiy4eHHs;

staff — muraT; nepconau;

additional factor — 701aTKOBUIT UMHHUK;

severe [s1'vio] — cyBopuii;

benefit — kopucTs; BUroaa;

to capture ['kaeptf o] the imagination [i, meed3i'neiln] — 3axonury ySBY;
product differentiation [ diforen| eif(o)n] — nosumionysanss ToBapy;
no doubt [daut] — 6e3cymHIBHO;

competitive [kom'petitiv] — KOHKYpEHTHOCITPOMOXKHHUIA;

vital ['vaitl] link — >kuTTEBO BakITMBa JIaHKA;

Exercise 2. Read and translate the text:

Marketing Mix: the Four P’s

The “Dictionary of Economics” gives the following definitions of marketing —
the functions of sales, distribution, advertising and sales promotion, product planning
and market research. The British Chartered Institute of Marketing defines marketing
as “the process which identifies, anticipates and supplies customer requirements
efficiently and profitably”. There derives the “marketing concept” which assumes that
the producer’s task is to find wants and fill them. In other words, not to sell what is
made but to make what will be bought.

Rather than risk launching a product or service solely on the basis of intuition or
guesswork, companies undertake market research (Br.) or marketing research (Am.).
They gather and analyze information on markets, products and customers’ reaction to
a particular product, preference of one product to similar ones. Sales representatives
who interact with customers are another important source of information.

Many businesses have created a position called marketing management to
maintain some control over the marketing functions in a firm. A marketing manager
plans and executes the conception, pricing, promotion, and distribution of ideas, goods
and services to create exchanges that satisfy individual and organizational goals.

Marketing managers work with several variables known as the marketing mix
when developing programs to satisfy markets wants and needs. Marketing mix is the
strategic combination of product decisions on packing, pricing, distribution credit,
branding, service, complaint handling, and other marketing activities.
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E. Jerome McCarthy (American marketing professor at Michigan State
University) later grouped these ingredients into the four categories that today are
known as the four P’s of marketing depicted below:

Product

Promotion

Product. The term “product” refers to tangible, physical products as well as
services. Here are some examples of the product decisions to be made: brand name,
functionality, styling, quality safety, packing, repairs and support, warranty,
accessories and services. Product is developed according to the needs of the market.
When it is ready, it is launched into the market. At first only small numbers of
consumers buy the product, but as it becomes known, more and more follow. Sales
rapidly grow and the product reaches its mature stage of development.

Place (where product is available and how it is distributed or means of getting
the product or service to the customer). Place refers to the target market for the product.
Distribution is about getting the products to the customer. Some examples of
distribution decisions include: distribution channels, transportation, order processing,
warehousing. The modern business, besides a good knowledge of what is the customer
requires, must also have a good idea of the customer type that the product will be aimed
at. The total market with a certain type of customer is known as a segment. The
potential market is segmented according to such factors as age, sex, family income,
type of residence, education, as well as way of life and personality traits. Many
products are aimed at a certain age group, e.g. toys are obviously aimed at children.
Possible examples of sex segmented products are clothes, shavers, hygiene products,
jewelry, and magazines. Such products as cars, food, household items are often
segmented by the stage of the family life cycle.

Price. Price is the cost of a product. It includes: pricing strategy, volume
discounts and wholesale pricing, cash and early payment discounts, seasonal pricing,
bundling, price flexibility, price discrimination. The price set for the product will
depend on several considerations. As the company has many costs dealing with
making, distributing and selling a product, the recovery of these costs composes the

30



primary level of price. Price also gives a signal as to the quality of the product and will
consequently attract the buyers. “High class” restaurants attract customers simply by
being expensive. The “cash only” supermarkets have low prices due to their cost
structure, but the low prices also serve to attract their target market.

Promotion. In the context of the marketing mix promotion represents the various
aspects of marketing communication that is the communication of information about
the product with the goal of generating a positive customer response. It is the means
of informing people about the product or service. Marketing communication decisions
include: promotional strategy, advertising public relations and publicity, response
selling and sales.

These variables are partly controllable by the marketing manager.

Over past 20 years, the steady growth of service based companies (retail outlets,
data processing, leisure, food) has emphasized other factors which are very
important: people, (the involvement of staff will be crucial for most service based
companies); process (the way in which the service is provided); physical (the
environment in which the service is provided). A good example of these additional
factors in operation is the success of Mc Donalds.

Competition is so severe today that the decision of a product with some special
appeal for consumers is critical. The creation of benefits and an image for a product
that captures the imagination of the public is called product differentiation. Price
is a critical component of the marketing mix. E.g.: No doubt you have noticed how the
price of home computers has fallen as the market become more competitive. The
promotion function in marketing includes listening as well as talking. In many
relationships communication seems to be vital link. Place (distribution) — the idea is
to make goods and services available where and when they are needed. That means
transporting and storing them. The major institutions involved in distribution are
wholesalers and retailers.

Exercise 3. Answer the following questions:
1. What is marketing? Give several definitions.

2. What is market research?

3. What is a marketing manager and what are the functions of the marketing manager?
4. What do you know about marketing mix?

5. What does the term “product” refer to?

6. What is place?

7. What does price include?

8. What is promotion?

9. What is product differentiation?

10. What other important marketing mix factors do you know?

Exercise 4. Give Ukrainian equivalents of the following:

early payment discounts, additional factors, order processing, complaint handling, vital
link, majority of service companies, speed and efficiency, available goods, become
more competitive, execute the conception, individual and organizational goals, to
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group into, public relations, bundling, leisure, data processing, as well as, quality of
service, retail outlets, preferences, order processing, branding, publicity.

Exercise 5. Give English equivalents of the following:

J0CATaTH METH, BIPOAOBK MUHYIMX 20 POKiB, THYyUYKICTh LiH, TO3UTUBHA BiJMOBIAb
CIIO’KMBAYa, BIITHOBIICHHA Ta MATPUMKA, TOTIBKA, CIIUIbHA 1/1€5, HAMAraTuch JIOCATTH,
3MiHHa BEJMYMHA, POOITHUK, CTaBaTH OLIbII  KOHKYPEHTHOCTIPOMOXKHHM,
MIIKPECTIOBATH, 3aCO0M TIEPEBE3CHHSI, PI3HOMAHITHI, MMPOTpamMu, 0 PO3BUBAIOTHCH,
CKJIaJIOB1, 3aJIOBOJIBHATH, MapKETHHIOBAa JISUIBHICTH, IUIBOBHH PHHOK, PO3apiOHE
TOProOBE MIiAMPUEMCTBO, TO3UIIIOHYBAaHHS TOBApy, BUXOJHWTH 3 TOBApOM Ha PHHOK,
aOCOJIIOTHUI PUHOK, AOCTYIHI I[IHU, TOPTOB1 NPECTABHUKHU.

Exercise 6. Match and learn the synonyms:

A: answer, costs, to try, requirement, goal, to depict, market outlet, various, crucial,
several, to execute, essential;

B: different, demand, vital, to strive, to describe, few, important, objective, response,
to fulfill, sales market, expenditures.

Exercise 7. Match and learn the opposites:

A: early, wholesaler, preferences, response, employer, negative, success, good,
common, flexible, tangible, to create;

B: failure, question, intangible, retailer, late, employee, to destroy, single, positive,
inflexible, bad, disliking.

Exercise 8. Complete the sentences using the proper words from the list below:
communication, marketing management, to achieve, tangible, distribution,
publicity, product
1. The term “product” refers to ..., physical products as well as services. 2. Many
businesses have created a position called ... ... to maintain some control over the
marketing functions in a firm. 3. Competition is so severe today that the decision of a
... with some special appeal for consumers is critical. 4. ... is about getting the products
to the customer. 5. The involvement of people ... company objectives will be essential
for the majority of service companies. 6. In many relationships ... seems to be vital
link. 7. Marketing communication decisions include: promotional strategy, advertising,
public relations and ..., response selling and sales.

Exercise 9. Put questions to the bold part of the sentence:

1. Marketing mix is the strategic combination of product decisions on packing,
pricing, distribution credit, branding, service, complaint handling, and other
marketing activities. 2. E. Jerome McCarthy grouped ingredients of marketing into
the four categories that today are known as the four P’s. 3. The major institutions
involved in distribution are wholesalers and retailers. 4. The creation of benefits and
an image for a product that captures the imagination of the public is called product
differentiation. 5. Marketing managers work with several variables known as the
marketing mix when developing programs to satisfy markets wants and needs. 6. The
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promotion function in marketing includes listening as well as talking. 7. For
companies operating in the service it is essential that both employer and employees
have a clear and common idea about standard of the service they are striving to achieve.

Exercise 10. Find words or expressions in the text which mean the following:

1. is the position created to maintain some control over the marketing functions in a
firm.

2. the creation of benefits and an image for a product that captures the imagination of
the public.

3. 1s the strategic combination of product decisions on packing, pricing, distribution
credit, branding, service, complaint handling, and other marketing activities.

4. 1s a critical component of the marketing mix.

5. 1s getting the products to the customer.

6. 1s the communication of information about the product with the goal of generating a
positive customer response.

7. the 1dea is to make goods and services available where and when they are needed.

Exercise 11. Translate into English:

1. be3 cymHIBY, BH 3Ha€Te, K LIHM MHIMAIOTHCS Ta MMa/1al0Th HAa pUHKY. 2. MeHemxkep
3 MapKeTUHIYy IUIaHy€ 1 BUKOHYe MapkeTuHroBi omepamii. 3. Xepom MakKepTi
3rpyIyBaB CKJIAJ0BI MapKETHUHTY B 4OTHUpH KaTeropii. 4. Y OaraTboX BiJIHOCHHAX,
CHUIKYBAaHHS € XUTTEBO BAXKJIMBOIO JIAHKOIO. 5. 3aBIaHHSIM BUPOOHMKA € HE TUIBKU
MIPOJIaTH TOBAp, & i 3pOOUTH Te, 0 OYAYTh KyIUIATH. 6. L{1Ha € BaXKJIMBOIO CKIIaJOBOIO
MapKETHHTOBOTO KOMIUIEKCY. 7. barato miANpuUeEMCTB CTBOPWIM TMOCaay, IO
Ha3UBAETHCS MEHEDKEP 3 MAPKETHHrY abo MeHemkep 1o 30yTy. 8. Oduparouu pizHi
MapKETHHTOBI CTpaTerii, KOMITaHisl CTa€ OUIBII KOHKYPEHTOCIPOMOXKHOM. 9.
OCHOBHMMH yCTaHOBaMH, 3aTyYCHHUMH 0 PO3MOBCIO/KEHHS TOBApiB Ta MOCTYT, €
onToBi Ta po3apioHi Toprosui. 10. KoHkypeHIiis Ha pUHKY € Ty>K€ CyBOPOIO CbOTOIHI.
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Unit 7. Branding

Exercise 1. Read and learn the following words and word combinations:
to brand — mpucBorOBaTH TOPTOBY MApPKY;

to identify [ai'dentifai] — po3mizHaBaTy;

rival ['raivol] brand — koHKypyrounii OpeH/;

to stand for — TyT: cuMBOI3yBaTH; 03HAYaTH; NIATPUMYBATH;

to market — Toprysaru;

trade mark ['treidmo:k] — haGpuuna mapka;

legal protection — 1opuIUYHUIA, 3AKOHHHI 3aXUCT;

logo — gipmoBwHii 3HaK;

experiential [eks piori'en|l] aspect — acrexr, 110 IPYHTY€EThCS Ha JOCBiM;
brand experience [iks'piorions] — 10CBiJl TOProBOi MapKw;

brand image — 300paxxeHHs1 MapKu;

symbolic [sim'bolik] construct [kon'strAkt] — cuMBoJIiUHA KOHCTPYKIIiS;
expectation [ ckspek'teiln] — ouikyBaHHs;

to be associated [o'sou]ioitid] with — OyTH MOB’SI3aHUM 3;

branding seek — nomryk 6penny;

to align [o'lain] — cTaBUTH B psijl; BUPIBHIOBATH,

unique [ju:'nik] — yHIKaIbHMM;

valuable ['veljuobl] elements — 1iHHI eTleMeHTH;

brand owner — BiacHuk OpeHay;

to be able to — 6yTu cipomMoKHUM;

towards [to'wo:dz] — 1110/10; 110 BiIHOIIICHHIO J10;

integrated ['intigreitid] marketing — 00’ enHaHuN MapKETHHT;

brand manager — MeHe)KEp 110 CTBOPEHHIO OPEH/TY;

brand essence ['esns] — CyTHICTh OpeHY;

brand promise — «o00ilsgHKa» TOProBoi Mapku ii CHOXXKMBadyaM CTOCOBHO SIKOCTI
MapKOBAHOTO MPOJYKTY;

brand vision — 6aueHHs TOPTOBOI MapKH, 110 BKa3ye Ha ii LIIHHICTh y IEBHUM MEPI0]
qacy;

core [ko:] concept — oCHOBHE MOHSITTS;

to equal ['i:kwoal] — nopiBHIOBaTH;

explicit [iks'plisit] promise — 4iTkO BUCTIOBIIEHA OOIISHKA;

target audience ['to:git] ['0:djons] — moTeHIIiiHA ay TUTOPIS KITIEHTIB;
communication tool — 3aci0 criKyBaHHS;

attitude branding — HaganHs TOProBOi Mapku, MO HE MYCHUTh OyTH Oe3mocepeaHbO
MOB’sI3aHE 3 CIIOKUBA4YEM a00 3 MPOyKTOM BIILJIOMY;

to label ['leibl] — winuATH SpaUK; epeH.: JaBaTH MPI3BUCHKO, HA3BY;
iconic [ai'konik] brand — Tpaguuiiina, KaHOHIYHA MapKa;

to contribute [kon'tribju:t] to — cipusiTu 4OMyCh; pOOUTH BHECOK;
consumer’s self-expression ['selfiks'pre/n] — caMoBHpakeHHs CrIOXHBaYa;
personal identity — ocoOHMCTICTb; IHAUBITYaTbHICTD;

identity [ai'dentiti] brand — cripaBxHs1, ICTUHHA MapKa;

cultural icon [ai'kon] — KynbTypHMI 3HaK, CUMBOJI;
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ritual-like ['ritjuol] behaviour — moBeniHKa cxoka Ha pUTYaJl;

premium ['pri:mjom] brand — nepiocopTHa Mapka, Mapka HalBHIIIOI SIKOCTI;
economy brand — ekOHOMHa, HE 10pOra MapKa;

own brand — BiacHa Mapka; Mapka B 0JHOOCIOHOMY BOJIO/IiHHI IT€BHO1 (ipMH;
exclusively [iks'klu:sivli] — Buxiro4HO;

brand leader — Beny4a mapka; Mapka, 10 HalKpalle MpOAa€EThCs;

flagship ['fleegfip] brand — mposinHa Mapka, mix KO IeBHA (BipMa € HaHOiLMBLI
BiJOMa;

appropriately [o'proupriitli] — HaJIe)KHUM YUHOM; BIJIIOBITHO;

no brand product — npoayKT, KUK HEMA€E TOProBOi MapKy;

generic [d3 i'nerik] brand — 3aransHa mMapka;

co-branding — cmiBmpais OBOX TOPTrOBHX MapoK 3 METOI CTBOPEHHS HOBOTO
IIPOAYKTY,

personality [ pa:so'neliti] — ocoOUCTICTh; 0COOIMBOCTI XapaKTEPY;

to covey [kon'vei] — BUpaxaTu; nepeiaBary;

application [ zpli'keiln] — 3actocyBanss;

overall ['ouvoro:1] business strategy — 3arajiibHa cTpateris 6i3Hecy;

to ensure [in'fus] — 3aneBHsTH;

consistent [kon'sistont] brand behaviour — nocnigoBHa noBeiHKa MapKH;
advertising media ['mi:djo] — 3aco0u po3NOBCIOIKEHHS PEKIAMU;

exposure [iks'pou3o] — BUCTaBKa; MOKa3; €KCIIO3MUIIIS;

interaction [ intor'zk/n] — B3aemomis;

total branding - HagaHHS TOProBOi MapKy BKJIIOYAIOYHM BC1 MOYJIMBI Bapiallii;
across all possible touch points — yepe3 Bci MOXIIUBI TOYKH JOTHUKY;

Exercise 2. Read and translate the text:

Branding

Most companies decide to brand their products or services by using a name, a
symbol or a design to identify it and differentiate it from the rival brands. Consumers
can easily recognize the brand and the brand values — what it stands for.

A brand name is the name given to a product or a range of products — goods of
a similar type that are marketed together. This may be the same name as the company
(for example, Coca-Cola) or it may be a different name (for example, Apple’s Pod).
The trade mark is the legal protection for the brand, its logo, and its brand name.

Some people distinguish the psychological aspect of a brand from the
experiential aspect. The experiential aspect consists of the sum of all points of contact
with the brand and is known as the brand experience. The psychological aspect,
sometimes referred to as the brand image, is a symbolic construct created within the
minds of people, and consists of all the information and expectations associated with
a product or service.

People engaged in branding seek to develop or align the expectations behind
the brand experience, creating the impression that a brand associated with a product or
service has certain qualities or characteristics that make it special or unique. A brand
is therefore one of the most valuable elements in a advertising theme, as it
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demonstrates what the brand owner is able to offer in the market place. The art of
creating and maintaining a brand is called brand management. Orientation of the whole
organization towards its brand is called integrated marketing.

A brand manager is responsible for branding — creating, maintaining and
building a brand. He or she works on all aspects of the brand:
the brand image How the consumers see the brand: the values they associate
with it.

the brand essence | One core concept which defines the brand. It is normally
expressed in a short phrase or just one word. A good example
is “‘Volvo equals safety’.

the brand promise | The explicit promise the organization makes to its target

audiences, including employees, about the quality and use of
the brand.

the brand vision | The brand vision communicates where the brand is and where
the brand can go. It talks about the values the brand has today
and the values it will need in the future, as well as the
communication tools needed to achieve this.

In marketing, we point out attitude branding that is the choice to represent a
large feeling, which is not necessarily connected with the product or consumption of
the product at all. Marketing labeled as attitude branding include that of Nike,
Starbucks, and Apple Inc.

Iconic brands are defined as having aspects that contribute to consumer’s self-
expression and personal identity. Brands whose value to consumers comes primarily
from having identity value are said to be ‘identity brands’. Some of these brands have
such a strong identity that they become more or less ‘cultural icons’ which makes
them iconic brands. Examples of iconic brands are Nike and Harley Davidson. Many
iconic brands include almost ritual-like behaviour when buying and consuming the
products.

There are several types of brands:

e apremium brand — a high quality brand, more expensive than its competitors

e an economy brand — a brand that is cheaper than its competitors

e an own brand — a brand that is made exclusively for the retailer that sells it; also
known as an own-label brand or a private label brand

e abrand leader — the best-selling brand in a particular market

e the flagship brand — the brand for which a business is best known, and which
represents its image most appropriately

e ano brand — a product that doesn’t have a brand associated with it; also known
as a generic brand

e co-branding — two brands working together to create a new product — for
example, Intel Corporation and Apple Computers Inc.

Brand platform:
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the brand vision

the brand personality
—the human
the brand values characteristics
associated with the
brand

The brand

platform
consists of

the brand tone of
voice — the language

the brand uses to

convey its values

the brand mission —
how to take action on
the brand vision

Brand management, the application of marketing techniques to a brand, was first used
by Proctor & Gamble in the 1930’s. The brand strategy shows how the brand will meet
its objectives. It influences the overall business strategy of a company to ensure
consistent brand behaviour, meaning what the brand does and how it acts in all
advertising media, and consistent brand experience — the exposure and interaction
a consumer has with the brand. Total branding refers to a consistent approach to brand
behaviour and brand experiences across all possible touch points — wherever the
consumer has a brand experience: TV, out-of-home, at a friend’s house, etc.

Exercise 3. Answer the following questions:

1. How do most companies decide to brand their products or services?
2. What is a brand name?

3. What is trade mark?

4. What aspects of brand do you know? Explain them.
5. What is brand management?

6. Who is brand manager? What is he responsible for?
7. What do all brand aspects mean?

8. What is attitude branding?

9. What are iconic brands?

10. What types of brands do you know?

Exercise 4. Give Ukrainian equivalents of the following:
symbolic construct, brand experience, no brand, psychological aspect, touch point, in

a short phrase or just one word, people engaged in branding, strong identity, integrated
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marketing, brand tone of voice, brand mission, to convey, legal protection for the
brand, own-label brand, experiential aspect, valuable element in an advertising, out-of-
home, ritual-like behaviour, competitive set, certain quality.

Exercise 5. Give English equivalents of the following:

CYTHICTb MapKH, MOCIIJOBHUM MiAX11, BIATIOBITHUM YUHOM, CHMBOJIIYHA KOHCTPYKIIIS,
KaHOHIYHA MapKa, MOTEHIIIWHA KIIEHTChKA ayJIuTOpisi, CIIBIpAIls JBOX TOPTOBUX
MapoK 3 METOI0 CTBOPEHHS HOBOI'O MPOJYKTY, 3aCTOCYBaHHS, YITKO BHUCIJIOBJIECHA
oOlIsiHKa, 3aci0 CHUIKyBaHHS, HAIUTFOBATH, TOKA3yBaTH, 1HTErpaJbHUN MapKETHHT,
CyTb MapK{, TOpProBa MapKa, IO HaWKpalle NPOAAEThCA, OYTH CIPOMOKHUM
3alpoINOHYBaTH, OyTH JICHIEBIINM Hi)K Y KOHKYPEHTIB, 3arajibHa MapKa, KOHKYPYIOUHi
OpeH/1, BUCOKOSIKICHA TOPrOBa MapKa.

Exercise 6. Match and learn the synonyms:

A: overall, objective, best-known, to contribute, to align, rival, advertising, to market,
to be able to;

B: to trade, total, aim, to provide, well-known, to target, can, competitive, promotion.

Exercise 7. Match and learn the opposites:

A: possible, high quality, private, expensive, unique, particular, to integrate, legal, to
identify, own, short phrase;

B: illegal, to separate, state, cheap, common, impossible, low quality, long phrase,
state, to differentiate, total.

Exercise 8. Complete the sentences using the proper words from the list below:
consistent approach, consumption, integrated, align, consumers, experiential aspect,
branding, ‘identity brands’

1. The ... consists of the sum of all points of contact with the brand. 2. People engaged
in branding seek to develop or ... the expectations behind the brand experience. 3.
Brands whose value to consumers comes primarily from having identity value are said
to be... . 4. Total branding refers to a ... to brand behaviour and brand experiences. 5.

. ,can easily recognize the brand and the brand values — what it stands for. 6.
Orientation of the whole organization towards its brand is called ... marketing. 7. In
marketing, we point out attitude ... is the choice to represent a large feeling, which is
not necessarily connected with the product or ... of the product at all.

Exercise 9. Put questions to the bold part of the sentence:

1. A brand name is the name given to a product or a range of products — goods of a
similar type that are marketed together. 2. A brand is therefore one of the most valuable
elements in an advertising theme. 3. There are several types of brands: premium
brand, economy brand, own brand, etc. 4. The brand personality means the human
characteristics associated with the brand. 5. Most companies decide to brand their
products or services by using a name, a symbol, or a design to identify it and
differentiate it from the competitive set. 6. Some people distinguish the psychological
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aspect of a brand from the experiential aspect. 7. The brand tone of voice is the
language the brand uses to convey its values

Exercise 10. Match terms in the left column with their definitions in the right
column:

1) psychological aspect a) 1s the legal protection for the brand, its logo, and its
brand name.

2) iconic brands b) brands whose value to consumers comes primarily
from having identity value.

3) brand manager c) is one core concept which defines the brand and it is
normally expressed in a short phrase or just one word.

4) brand leader d) is a brand that is cheaper than its competitors.

5) brand name e) is the brand for which a business is best known, and
which represents its image most appropriately.

6) brand personality g) is the language the brand uses to convey its values.

7) brand promise h) talks about the values the brand has today and the
values it will need in the future, as well as the
communication tools needed to achieve this.

8) brand image 1) is a product that doesn’t have a brand associated with
it; also known as a generic brand.

9) co-branding j) 1s the orientation of the whole organization towards
its brand.

10) experiential aspect k) is a high quality brand, more expensive than its
competitors.

11) identity brands 1) referred to as the brand image and consists of all the
information and expectations associated with a product
or service.

12) own brand m) is a brand that is made exclusively for the retailer

that sells it; also known as an own-label brand or a
private label brand.

13) brand management n) is the explicit promise the organization makes to its
target audiences, including employees, about the
quality and use of the brand.

14) flagship brand 0) is the best-selling brand in a particular market.
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15) brand vision

p) is the name given to a product or a range of products
— goods of a similar type that are marketed together.

16) brand tone of voice

q) are defined as having aspects that contribute to
consumer’s self-expression and personal identity.

17) attitude branding

r) are the human characteristics associated with the
brand.

18) brand essence

s) is a symbolic construct created within the minds of
people.

19) no brand

t) are two brands working together to create a new
product.

20) premium brand

u) is a person who is responsible for branding —
creating, maintaining and building a brand.

21)trade mark

v) is the choice to represent a large feeling, which is
not necessarily connected with the product or
consumption of the product at all.

22) economy brand

w) aspect of a brand which consists of the sum of all
points of contact with the brand and is known as the
brand experience.

23) integrated x) shows how the brand will meet its objectives.

marketing

24) total branding y) refers to a consistent approach to brand behaviour
and brand experiences across all possible touch points.

25) brand strategy f) is the art of creating and maintaining a brand.

Exercise 11. Translate into English:

1. BukopuctanHsi BiJIOMOi TOProBoi Mapku 30uIblIye mnpojax. 2. Hama d¢ipma
BUKOpPHCTaa BCl 3aCO0U PO3IMOBCIO/KEHHS PEKJIaMH, 11100 MPOCYHYTH IIei ToBap Ha
puHOK. 3. IMipK TOproBoi Mapku 3aliMae MPOBIJHE MiClle y 3arajbHiil crparerii
Oi3Hecy. 4. IHTerpampbHUl MapKETHHT — 1€ HOBa cXOoAWHKa y cdepi OizHecy. 5.
PO3pi3HAIOTH TICUXOJIOTIYHUMA aCMEeKT Ta acIeKT, M0 TPYHTYEThCA Ha JOCBiML, IO
BIIHOMIEHHIO 10 TOoproBoi Mapku. 6. Ilo6 pmocartu ycmixy, MU TOBHUHHI
MpoaHali3yBaTH MOTEHIIHY ayAUTOPitO KIi€HTIB. 7. Mu 00roBOproBajy CHiBIPALIO
JIBOX TOPTOBUX MAapOK 3 METOI0 CTBOPEHHS OJHOTO mpoaykTy. 8. ToBapu Haioi
TOPTrOBOI MapKH JCHICBIN HIXK y KOHKYpPEHTIB. 9. bpeHI-MeHepkep BIAMOBiIAE 3a
CTBOpEHHs Ta MiATpUMKy Openmy. 10. Hamr toBap € migepoM Ha pUHKY 1 YCHIITHO
MPOJAETHCA.
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Tema 8. Marketing Different Classes of Goods

Exercise 1. Read and learn the following words and word combinations:
attempt [o'tem(p)t] — cripo0a;

convenience [kon'vi:njons] goods and services — ToBapu Ta MOCIYTH MOBCSIKICHHOTO
MOTIUTY;

shopping goods and services — ToBapu Ta MOCIyry MOMEPEIHLOTO BUOOPY;
specialty ['spefolti] goods and services — TOBapy Ta OCIYTH OCOGINBOTO MOIHATY;
variety [vo'raioti] — pi3HOMaHITHICTb;

to shop around — pobutu nNoKynkwu;

difference — pi3HUIIA; BIIMIHHICTB;

fur coat — xyTpsHe nanbTo;

to provide — 3a0e3neuyBaTy; MOCTAYaATH;

and so forth — 1 Tax gaini; 1 Take 1HIIE; TOIIO;

to rely [ri'lai] on —moknamatucs Ha; po3paxOByBaTH Ha;

industrial market — puHOK TPOMHCIIOBUX TOBAPIB;

consumer market — pyHOK CIIO)KUBYHX TOBApIB;

to reach a market — norparuiATi Ha pUHOK; 3’ SBJISATUCS HA PUHKY;

capital goods — kamniTajibHE MalHO;

means of production — 3acoOu BUpOOHHUIITBA;

functional goods — pyHk10HaNBHI TOBapH;

expense [iks'pens] items — OCHOBHI TOBapH MOCTIMHOTO MTOTUTY;

less costly — MEHIII KOIITOBHUM;

cleaning fluid ['lu:id] — yucrsaua piguHa;

light bulb [bAlb] — nammna;

measurable ['me orobl] item — ToBap, 1110 BUMIPIOETHCS IEBHOIO BAPTICTIO;
to recuperate [ri'kju:poreit] — TyT: BITHOBITIOBATH; IOBEPTATH;

utility [ju:'tiliti] — mianpueMcTBO rPOMaZCHKOTO KOPUCTYBAHHS;

mine [main] — maxra;

to denote — BKa3yBaTu HA; [03HAYATH,

in unprocessed or minimally ['minimoli] processed ['prousest] state — B
HEeoOpoOIIeHOMY, a00 MIHIMaIbHO 0OPOOJIEHOMY CTaHI;

iron ['aion] ore [0:] — 3aii3Ha pyaa;

log — nepesuHa;

engine ['end3in] — MmoTOp;

tire ['taio] — mmHa;

windshield ['wind]i:ld] — BiTpoBe ckio;

accessory [xk'sesori] equipments — 1omoMiKHE YCTaTKyBaHHS;

clerical ['klerikal] activity — kaHIeNApChKa AISUTBHICTD;

finished product — roToBuil NpoayKT;

supplies [so'plaiz] — TyT: ek. mpoMO3uULIis;

sales representative — TOproBuii npe/ICTaBHUK;

salespeople — quctpu®’roropu;

huge [hju:d3] installation [ insto'lei/n] — Benmuesna ycranoBKa (IpuCTpiif);
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Exercise 2. Read and translate the text:

Marketing Different Classes of Goods

Several attempts have been made to classify goods and services. All products
may be classified as being consumer goods or industrial goods.

Consumer goods are those goods purchased by individuals for their own
personal use rather than for business use. Consumer goods have three traditional
categories: convenience goods and services, shopping goods and services, specialty
goods and services.

Convenience goods and services are products that the consumer wants or
purchases frequently and with a minimum of efforts (e.g. candy, snacks, banking).

Location is very important for marketers of convenience goods and services.

Shopping goods and services are those products that the consumer buys only
after comparing value, quality, and price from a variety of sellers. Shopping goods and
services are sold largely through shopping centers where consumers can “shop
around”. Because consumers carefully compare such products, marketers can
emphasize price differences, quality differences, or some combination of the two.

Specialty goods and services are products that have a special attraction to
consumers who are willing to go out of their way to obtain them. Examples include
goods such as expensive fur coats, jewelry, and cars and services provided by medical
specialists or business consultants.

The marketing task varies depending on the kind of product; that is, convenience
goods are marketed differently from special goods, and so forth.

The best way to promote convenience goods is to make them readily available.

Price or quality is the best appeal for shopping goods, and special goods rely
heavily on word of mouth.

The industrial market is larger than you may imagine, because industrial goods
may be sold several times before reaching the consumer market.

There are two major classes of industrial goods. Capital goods originally refer
to the means of production. Individuals, organizations, and governments use capital
goods in the production of other goods and commodities. Capital goods are products
that cost a lot of money and last a long time, such as factories and machinery. Capital
goods are products which are not produced for immediate consumption. These types
of goods are important economic factors because they are keys to developing a positive
return from manufacturing other products and commodities. Manufacturing companies
use capital goods to help their company make functional goods to sell individuals
valuable services. As a result, capital goods sometimes refer to as producers’ goods or
means of production. Expense items are less costly and are used up more quickly, such
as cleaning fluids and light bulbs. An expense item is a tangible or measurable item
whose cost must be recuperated from the particular company and/or from the
particular client. You may have noticed other classifications that could be used for
industrial goods-products used in factories, utilities, mines, institutions (for example,
hospitals, and schools), government agencies, and wholesale and retail outlets.
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A raw material 1s something that is acted upon or used by human labor or
industry, for use as a building material to create some product or structure. Often the
term is used to denote material that came from nature and is in an unprocessed or
minimally processed state. Iron ore, and logs, would be examples.

Component parts are goods such as engines, tires, and windshields.

Accessory equipments are goods and materials purchased by organizations for
use in production, administrative, clerical, or marketing activities, but not directly in
the manufacture or finished products.

Supplies include consulting, accounting, and cleaning.

There are many careers in industrial marketing for students because such goods
and services are sold by sales representatives more than advertising (as most
consumer goods are sold). This means a big demand for salespeople to sell everything
from huge installations to supplies. Because industrial buyers buy in huge volume, the
chance to make large commissions is very good.

Exercise 3. Answer the following questions:

1. How can all products be classified?

2. What do consumer goods refer to?

3. What are the convenience goods and services?

4. What do we call shopping goods and specialty goods?
5. How does the marketing task vary?

6. What are two major classes of industrial goods?

7. What do we call expense items?

8. What do you know about raw materials?

9. What do accessory equipments and supplies refer to?
10. Why are there many careers in industrial marketing for students?

Exercise 4. Give Ukrainian equivalents of the following:

supplies, capital goods, specialty goods and services, means of production, clerical,
large commissions, to shop around, to make an attempt, positive return from
manufacturing, wholesale and retail outlets, to emphasize price differences, human
labour, to sell valuable services, through shopping centers, industrial buyers, to buy in
huge volume, immediate consumption, factories and machineries, in an unprocessed
state, accessory equipment, to make something readily available, recuperate.

Exercise 5. Give English equivalents of the following:

HiATIPUEMCTBO TPOMAJCHKOTO KOPUCTYBAHHs, TOBApH Ta MOCIYTH MOBCSKIECHHOTO
MOTHTY, MPOTO3HUILisl, B MIHIMAJIbHO 0OpOOIEHOMY CTaHi, pUHOK CHOKMBYMX TOBapIB,
KyIyBaTH 3 MIHIMQJIbHUMHU 3yCHJUISIMH, OCOOJMBA MPUBAOIMBICTD AJISl CIIOKHBAYIB,
MNOTPAIUIATA Ha PUHOK CIOKMBYUX TOBApiB, TOTOBHM MPOAYKT, TOBAPH Ta MOCIYTH
NoTepeHbOr0 BUOOPY, BelHMKa NoTpeda y AUCTpub 10Topax, cpobda KiacudikyBaTH,
PI3HUL MK CIIO)KMBYMMHU Ta IPOMMCIOBUMH TOBapaMH, TOPrOBHUH IPEACTABHUK,
TOBAp, 110 BUMIPIOETHCS TIEBHOIO BAPTICTIO, BAKJIIMBUN €KOHOMIYHUI YMHHUK, 3aJ113HA
pylia Ta AepeBUHa, IEBHUH KIIEHT, YpsSA0Ba OpraHi3alis, 3aco0u BUPOOHHUIITBA.
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Exercise 6. Match and learn the synonyms:

A: to manufacture, to shop around, to provide, to recuperate, to denote, huge, to reach
a market, frequently, variety, value, return, and so forth;

B: to supply, to restore, great, to enter a market, to do shopping, to define, difference,
to produce, often, and so on, profit, cost.

Exercise 7. Match and learn the opposites:

A: processed, finished product, accessory, minimum, return, different, measurable,
traditional, before, governmental;

B: private, unprocessed, expenses, common, raw material, maximum, essential,
similar, after, immeasurable.

Exercise 8. Complete the sentences using the proper words from the list below:
commissions, students, personal use, measurable item, marketers, factories, human
labour, sales representatives, industrial buyers, quality, machinery
1. Capital goods are products that cost a lot of money and last a long time, such as ...
and .... 2. ... can emphasize price differences, ... differences, or some combination of
the two. 3. Consumer goods are those goods purchased by individuals for their own ...
... rather than for business use. 4. Raw material is something that is acted upon or used

by ... ... or industry. 5. There are many careers in industrial marketing for ... because
such goods and services are sold by ... ... more than advertising. 6. An expense item
1S ... ... whose cost must be recuperated from the particular company. 7. ... ... buy in

huge volume, comparatively speaking, the chance to make large ... is very good.

Exercise 9. Put questions to the bold part of the sentence:

1. The industrial market is larger than you may imagine, because industrial goods
may be sold several times. 2. Location is very important for marketers of
convenience goods and services. 3. Consumer goods have three traditional
categories: convenience goods and services, shopping goods and services, specialty
goods and services. 4. Accessory equipments are goods and materials purchased by
organizations for use in production, administrative, clerical, or marketing activities. 5.
Manufacturing companies use capital goods to help their company make functional
goods. 6. The best way to promote convenience goods is to make them readily
available. 7. Specialty goods and services are products that have a special attraction
to consumers who are willing to go out of their way to obtain them.

Exercise 10. Find words or expressions in the text which mean the following:

1. are those products that the consumer buys only after comparing value, quality, and
price from a variety of sellers.

2. are those goods purchased by individuals for their own personal use rather than for
business use.

3. are products that cost a lot of money and last a long time, such as factories and
machinery.

4. is something that is acted upon or used by human labor or industry, for use as a
building material to create some product or structure.
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5. are goods and materials purchased by organizations for use in production,
administrative, clerical, or marketing activities, but not directly in the manufacture or
finished products.

6. are products that the consumer wants or purchases frequently and with a minimum
of efforts.

7. are products that have a special attraction to consumers who are willing to go out of
their way to obtain them.

Exercise 11. Translate into English:

1. JlomoMikHE YyCTaTKyBaHHS — 1€ TOBapud Ta Marepiaiv, 00 KYIYIOTbCS
OopraHizamisiMd JJii BHUKOPUCTAHHS Yy BHUpPOOHMITBI. 2. 3aBJaHHS MapKETUHTY
3MIHIOETbCA 3aJie)KHO BIJ TUIly NOpoaykry. 3. Oxpemi ocoOuM uM oprasizaiii
BUKOPUCTOBYIOTh KaliTaJlbHE MAMHO Y BUPOOHUITBI EBHUX ToBapiB. 4. [Tpuknagamu
TOBapiB OCOOJMBOTO TOMHUTY MOXYTb OYyTH: JIOpOre XyTpsiHE MaJIbTO, FOBEJIPHI
MPUKPACH, MOCIYTd MEJUYHUX CIELIATICTIB 1 Take 1Hme. 5. ToBapu MOBCIAKAEHHOTO
MOMUTY MPOJAIOTHCS 1HAKIIE HIK TOBapU OCOOIMBOrO MOMUTYy. 6. Y MpPOMHUCIOBOMY
MapKeTUHTy € 0e3niy mocan st cTyAeHTiB. 7. [leski matepianu BUPOOHMIITBA
3HAXOAATHCS B HEOOpOoOIeHOMY a00 MiHIMalnbHO 00pobieHoMy ctadi. 8. ToBapu Ta
MOCITyTY MONEPETHHOTO BUOOPY POAAOTHCS, B OCHOBHOMY, Yepe3 TOPTOBI LIEHTPH, 1€
CIOXKMBa4l MOXYTh poOUTH TOKynku. 9. IcHye Benuka morpeba y TOProBUX
MpeACTaBHUKAX, [I00 MIPOJIaBaTU BCE, Bl BEIUKUX MPUCTPOIB 10 pi3HUX mociyT. 10.
ToBapu nonepeaHbOro BUOOPY — 11€ NPOAYKTH, K1 CIIOKHUBAUl KYMYIOTh JIUIIE MICIIs
MOPIBHSAHHA AKOCTI Ta LIHKU Yy PI3HUX NPOAABIIIB.
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	Exercise 1. Read and learn the following words and word combinations:
	Exercise 2. Read and translate the text:
	Marketing
	Exercise 3. Answer the following questions:
	Exercise 4. Give Ukrainian equivalents of the following:
	Exercise 5. Give English equivalents of the following:
	Exercise 6. Match and learn the synonyms:
	Exercise 7. Match and learn the opposites:
	Exercise 8. Complete the sentences using the proper words from the list below: disliking, location, fewer, life cycle, obtain, lesser, likings, promotion, managerial process, price
	Exercise 1. Read and learn the following words and word combinations:
	to do business – вести бізнес;
	market hall – критий ринок;
	to take place – відбуватись, мати місце;
	arrangement [ə'reindʒmənt] – угода;
	to enable [i'neibl] – давати змогу;
	to transact business – вести бізнес;
	to establish [is'tæbli∫] a price – встановлювати ціну;
	shorthand ['∫o:thænd] expression [ iks'pre∫n] – коротке визначення;
	households’ decisions – рішення домогосподарств;
	alternative [o:l'tə:nətiv] goods – взаємозамінні (альтернативні) товари;
	to reconcile ['rekənsail] – приводити у відповідність, узгоджувати
	by adjustment [ə'd Λstmənt] of prices – шляхом коригування цін;
	transaction – угода;
	commodity [kə'moditi] – товар;
	tangible – матеріальний; видимий;/ intangible – нематеріальний; невидимий;
	to consume – споживати;
	supplier [sə'plaiə] – постачальник;
	demander – споживач;
	to exceed [ik'si:d] –  перевищувати;
	excess [ik'səs] supply – надлишкова \ надмірна пропозиція;
	excess [ik'səs] demand – надлишковий \ надмірний попит;
	to occur [ə'kə:] - з’являтись;
	to provide [prə'vaid] – забезпечувати; постачати;
	open / free market – відкритий ринок;
	relative ['relətiv] price – відносна ціна;
	to increase – підвищувати;
	to decrease – знижувати; спадати;
	to eliminate [i'limineit] – ліквідувати, знищувати;
	equilibrium [¸i:kwi'libriəm] – рівновага;
	equal ['i:kwəl] – рівний, однаковий;
	to coincide [¸kouin'said] – збігатися;
	precisely [pri'saisli] – точно, цілком правильно;
	to conclude a contract – заключати контракт;
	spot market – спотовий ринок;
	currency ['kΛrənsi] – валюта;
	securities [si'kjuəritiz] – цінні папери;
	to be available [ə'veiləbl] for – бути доступним;
	immediate [i'mi:djət] / future delivery – негайна доставка / доставка через певний проміжок часу;
	futures market – ринок термінових договорів;
	to fix in advance – встановлювати заздалегідь;
	commodity [kə'moditi] market – товарний ринок;
	stock market – фондова біржа;
	foreign exchange market – валютний ринок;
	terminal market – кінцевий ринок (валютний);
	raw [ro:] materials [mə'tiəriəls] – сировина;
	manufactured [¸mænju'fækt∫əd] goods – готові (вироблені) товари;
	stock – акція;
	share [∫εə] – частка; акція;
	stock exchange – фондова біржа;
	local authorities [o:'θoritiz] – місцева влада;
	to attract capital – залучати (приваблювати) капітал;
	investor – інвестор;
	to trade – торгувати;
	Exercise 2. Read and translate the text:
	Exercise 3. Answer the following questions:
	Exercise 4. Give Ukrainian equivalents of the following:
	market square or market hall, to enable, to transact business, to establish prices, according to, individual interests, to coincide precisely, equilibrium, at the same market price, excess demand, tangible\ intangible things, to eliminate, to conclude...
	Exercise 5. Give English equivalents of the following:
	взаємодія споживачів і постачальників, надмірний(а) попит/пропозиція, надавати послуги, розміщення ринку, значення рівноваги, повністю співпадати, критий ринок, узгоджувати, рішення домогосподарств, обмін цінних паперів, валютний ринок, взаємозамінний...
	Exercise 6. Match and learn the synonyms:
	A: particular, market square, to trade, money, goods, stock, consumer, local, to appear, to coincide;
	B: commodity, to occur, market hall, demander, to sell, certain, currency, to be equal, share, regional.
	Exercise 7. Match and learn the opposites:
	A: available, tangible, different, modern, immediately, to increase, buying, frequently, in advance, to create;
	B: particular, intangible, in the future, unavailable, to eliminate, selling, old, in time, rarely, to decrease.
	Exercise 8. Complete the sentences using the proper words from the list below:
	Exercise 1. Read and learn the following words and word combinations:
	to brand – присвоювати торгову марку;
	to identify [ai'dentifai] – розпізнавати;
	rival ['raivəl] brand – конкуруючий бренд;
	to stand for – тут: символізувати; означати; підтримувати;
	to market – торгувати;
	trade mark ['treidmα:k] – фабрична марка;
	legal protection – юридичний, законний захист;
	logo – фірмовий знак;
	experiential [eks¸piəri'en∫l] aspect – аспект, що ґрунтується на досвіді;
	brand experience [iks'piəriəns] – досвід торгової марки;
	brand image – зображення марки;
	symbolic [sim'bolik] construct [kən'strΛkt] – символічна конструкція;
	expectation [¸ekspek'tei∫n] – очікування;
	to be associated [ə'sou∫iəitid] with – бути пов’язаним з;
	branding seek – пошук бренду;
	to align [ə'lain] – ставити в ряд; вирівнювати;
	unique [ju:'nik] – унікальний;
	valuable ['væljuəbl] elements – цінні елементи;
	brand owner – власник бренду;
	to be able to – бути спроможним;
	towards [tə'wo:dz] – щодо; по відношенню до;
	integrated ['intigreitid] marketing – об’єднаний маркетинг;
	brand manager – менеджер по створенню бренду;
	brand essence ['esns] – сутність бренду;
	brand promise – «обіцянка» торгової марки її споживачам стосовно якості маркованого продукту;
	brand vision – бачення торгової марки, що вказує на її цінність у певний період часу;
	core [ko:] concept – основне поняття;
	to equal ['i:kwəl] – дорівнювати;
	explicit [iks'plisit] promise – чітко висловлена обіцянка;
	target audience ['tα:git] ['o:djəns] – потенційна аудиторія клієнтів;
	communication tool – засіб спілкування;
	attitude branding – надання торгової марки, що не мусить бути безпосередньо пов’язане з споживачем або з продуктом вцілому;
	to label ['leibl] – чіпляти ярлик; перен.: давати прізвисько, назву;
	iconic [ai'konik]  brand – традиційна, канонічна марка;
	to contribute [kən'tribju:t] to – сприяти чомусь; робити внесок;
	consumer’s self-expression ['selfiks'pre∫n] – самовираження споживача;
	personal identity – особистість; індивідуальність;
	identity [ai'dentiti] brand – справжня, істинна марка;
	cultural icon [ai'kon]   – культурний знак, символ;
	ritual-like ['ritjuəl] behaviour – поведінка схожа на ритуал;
	premium ['pri:mjəm] brand – першосортна марка, марка найвищої якості;
	economy brand – економна, не дорога марка;
	own brand – власна марка; марка в одноосібному володінні певної фірми;
	exclusively [iks'klu:sivli] – виключно;
	brand leader – ведуча марка; марка, що найкраще продається;
	flagship ['flæg∫ip] brand – провідна марка, під якою певна фірма є найбільш відома;
	appropriately [ə'proupriitli] – належним чином; відповідно;
	no brand product – продукт, який немає торгової марки;
	generic [dʒ i'nerik] brand – загальна марка;
	co-branding – співпраця двох торгових марок з метою створення нового продукту;
	personality [¸pə:sə'næliti] – особистість; особливості характеру;
	to covey [kən'vei] – виражати; передавати;
	application [¸æpli'kei∫n] – застосування;
	overall ['ouvəro:l] business strategy – загальна стратегія бізнесу;
	to ensure [in'∫uə]  – запевняти;
	consistent [kən'sistənt] brand behaviour – послідовна поведінка марки;
	advertising media ['mi:djə] – засоби розповсюдження реклами;
	exposure [iks'pouʒə] – виставка; показ; експозиція;
	interaction [¸intər'æk∫n] – взаємодія;
	total branding  - надання торгової марки включаючи всі можливі варіації;
	across all possible touch points – через всі можливі точки дотику;
	Exercise 2. Read and translate the text:
	Most companies decide to brand their products or services by using a name, a symbol or a design to identify it and differentiate it from the rival brands. Consumers can easily recognize the brand and the brand values – what it stands for.
	A brand name is the name given to a product or a range of products – goods of a similar type that are marketed together. This may be the same name as the company (for example, Coca-Cola) or it may be a different name (for example, Apple’s Pod). The tr...
	Some people distinguish the psychological aspect of a brand from the experiential aspect.  The experiential aspect consists of the sum of all points of contact with the brand and is known as the brand experience. The psychological aspect, sometimes re...
	People engaged in branding seek to develop or align the expectations behind the brand experience, creating the impression that a brand associated with a product or service has certain qualities or characteristics that make it special or unique. A bran...
	A brand manager is responsible for branding – creating, maintaining and building a brand. He or she works on all aspects of the brand:
	In marketing, we point out attitude branding that is the choice to represent a large feeling, which is not necessarily connected with the product or consumption of the product at all. Marketing labeled as attitude branding include that of Nike, Starbu...
	Iconic brands are defined as having aspects that contribute to consumer’s self-expression and personal identity. Brands whose value to consumers comes primarily from having identity value are said to be ‘identity brands’. Some of these brands have suc...
	There are several types of brands:
	 a premium brand – a high quality brand, more expensive than its competitors
	 an economy brand – a brand that is cheaper than its competitors
	 an own brand – a brand that is made exclusively for the retailer that sells it; also known as an own-label brand or a private label brand
	 a brand leader – the best-selling brand in a particular market
	 the flagship brand – the brand for which a business is best known, and which represents its image most appropriately
	 a no brand – a product that doesn’t have a brand associated with it; also known as a generic brand
	 co-branding – two brands working together to create a new product – for example, Intel Corporation and Apple Computers Inc.
	Brand platform:
	Brand management, the application of marketing techniques to a brand, was first used by Proctor & Gamble in the 1930’s. The brand strategy shows how the brand will meet its objectives. It influences the overall business strategy of a company to ensure...
	Exercise 3. Answer the following questions:
	1. How do most companies decide to brand their products or services?
	2. What is a brand name?
	3. What is trade mark?
	4. What aspects of brand do you know? Explain them.
	5. What is brand management?
	6. Who is brand manager? What is he responsible for?
	7. What do all brand aspects mean?
	8. What is attitude branding?
	9. What are iconic brands?
	10. What types of brands do you know?
	Exercise 4. Give Ukrainian equivalents of the following:
	symbolic construct, brand experience, no brand, psychological aspect, touch point, in a short phrase or just one word, people engaged in branding, strong identity, integrated marketing, brand tone of voice, brand mission, to convey, legal protection f...
	Exercise 5. Give English equivalents of the following:
	сутність марки, послідовний підхід, відповідним чином, символічна конструкція, канонічна марка, потенційна клієнтська аудиторія, співпраця двох торгових марок з метою створення нового продукту, застосування, чітко висловлена обіцянка, засіб спілкуванн...
	Exercise 6. Match and learn the synonyms:
	Exercise 7. Match and learn the opposites:
	A: possible, high quality, private, expensive, unique, particular, to integrate, legal, to identify, own, short phrase;
	B: illegal, to separate, state, cheap, common, impossible, low quality, long phrase, state, to differentiate, total.
	Exercise 8. Complete the sentences using the proper words from the list below:
	consistent approach, consumption, integrated, align, consumers, experiential aspect, branding,  ‘identity brands’
	1. The … consists of the sum of all points of contact with the brand. 2. People engaged in branding seek to develop or … the expectations behind the brand experience. 3. Brands whose value to consumers comes primarily from having identity value are sa...
	Exercise 1. Read and learn the following words and word combinations:
	attempt [ə'tem(p)t] – спроба;
	convenience [kən'vi:njəns] goods and services – товари та послуги повсякденного попиту;
	shopping goods and services – товари та послуги попереднього вибору;
	specialty ['spe∫əlti] goods and services – товари та послуги особливого попиту;
	variety [və'raiəti] – різноманітність;
	to shop around – робити покупки;
	difference – різниця; відмінність;
	fur coat – хутряне пальто;
	to provide – забезпечувати; постачати;
	and so forth – і так далі; і таке інше; тощо;
	to rely [ri'lai] on –покладатися на; розраховувати на;
	industrial market – ринок промислових товарів;
	consumer market – ринок споживчих товарів;
	to reach a market – потрапляти на ринок; з’являтися на ринку;
	capital goods – капітальне майно;
	means of production – засоби виробництва;
	functional goods – функціональні товари;
	expense [iks'pens] items – основні товари постійного попиту;
	less costly – менш коштовний;
	cleaning fluid ['lu:id] – чистяча рідина;
	light bulb [bΛlb] – лампа;
	measurable ['me ərəbl] item – товар, що вимірюється певною вартістю;
	to recuperate [ri'kju:pəreit] – тут: відновлювати; повертати;
	utility [ju:'tiliti] – підприємство громадського користування;
	mine [main] – шахта;
	to denote –  вказувати на; позначати;
	in unprocessed or minimally ['miniməli] processed ['prousest] state – в необробленому, або мінімально обробленому стані;
	iron ['aiən] ore [o:] – залізна руда;
	log – деревина;
	engine ['endʒin] – мотор;
	tire ['taiə] – шина;
	windshield ['wind∫i:ld] – вітрове скло;
	accessory [æk'sesəri] equipments – допоміжне устаткування;
	clerical ['klerikəl] activity – канцелярська діяльність;
	finished product – готовий продукт;
	supplies [sə'plaiz] – тут: ек. пропозиція;
	sales representative – торговий представник;
	salespeople – дистриб’ютори;
	huge [hju:dʒ] installation [¸instə'lei∫n] – величезна установка (пристрій);
	Exercise 2. Read and translate the text:
	Several attempts have been made to classify goods and services. All products may be classified as being consumer goods or industrial goods.
	Consumer goods are those goods purchased by individuals for their own personal use rather than for business use. Consumer goods have three traditional categories: convenience goods and services, shopping goods and services, specialty goods and services.
	Convenience goods and services are products that the consumer wants or purchases frequently and with a minimum of efforts (e.g. candy, snacks, banking).
	Location is very important for marketers of convenience goods and services.
	Shopping goods and services are those products that the consumer buys only after comparing value, quality, and price from a variety of sellers. Shopping goods and services are sold largely through shopping centers where consumers can “shop around”. Be...
	Specialty goods and services are products that have a special attraction to consumers who are willing to go out of their way to obtain them. Examples include goods such as expensive fur coats, jewelry, and cars and services provided by medical special...
	The marketing task varies depending on the kind of product; that is, convenience goods are marketed differently from special goods, and so forth.
	The best way to promote convenience goods is to make them readily available.
	Price or quality is the best appeal for shopping goods, and special goods rely heavily on word of mouth.
	The industrial market is larger than you may imagine, because industrial goods may be sold several times before reaching the consumer market.
	There are two major classes of industrial goods. Capital goods originally refer to the means of production. Individuals, organizations, and governments use capital goods in the production of other goods and commodities. Capital goods are products that...
	A raw material is something that is acted upon or used by human labor or industry, for use as a building material to create some product or structure. Often the term is used to denote material that came from nature and is in an unprocessed or minimall...
	Component parts are goods such as engines, tires, and windshields.
	Accessory equipments are goods and materials purchased by organizations for use in production, administrative, clerical, or marketing activities, but not directly in the manufacture or finished products.
	Supplies include consulting, accounting, and cleaning.
	There are many careers in industrial marketing for students because such goods and services are sold by sales representatives more than advertising (as most consumer goods are sold). This means a big demand for salespeople to sell everything from huge...
	Exercise 3. Answer the following questions:
	Exercise 4. Give Ukrainian equivalents of the following:
	supplies, capital goods, specialty goods and services, means of production, clerical, large commissions, to shop around, to make an attempt, positive return from manufacturing, wholesale and retail outlets, to emphasize price differences, human labour...
	Exercise 5. Give English equivalents of the following:
	підприємство громадського користування, товари та послуги повсякденного попиту, пропозиція, в мінімально обробленому стані, ринок споживчих товарів, купувати з мінімальними зусиллями, особлива привабливість для споживачів, потрапляти на ринок споживчи...
	Exercise 6. Match and learn the synonyms:
	A: to manufacture, to shop around, to provide, to recuperate, to denote, huge, to reach a market, frequently, variety, value, return, and so forth;
	B: to supply, to restore, great, to enter a market, to do shopping, to define, difference, to produce, often, and so on, profit, cost.
	Exercise 7. Match and learn the opposites:
	A: processed, finished product, accessory, minimum, return, different, measurable, traditional, before, governmental;
	B: private, unprocessed, expenses, common, raw material, maximum, essential, similar, after, immeasurable.
	Exercise 8. Complete the sentences using the proper words from the list below:
	commissions, students, personal use, measurable item, marketers, factories, human labour, sales representatives, industrial buyers, quality, machinery
	1. Capital goods are products that cost a lot of money and last a long time, such as … and …. 2. … can emphasize price differences, … differences, or some combination of the two. 3. Consumer goods are those goods purchased by individuals for their own...
	1. The industrial market is larger than you may imagine, because industrial goods may be sold several times. 2. Location is very important for marketers of convenience goods and services. 3. Consumer goods have three traditional categories: convenienc...
	5. are goods and materials purchased by organizations for use in production, administrative, clerical, or marketing activities, but not directly in the manufacture or finished products.
	11. Alan R. English for Economists. Economic News and English Expressions : a podcast for people who need to speak and read about the economy in English. URL : https://podcasts.apple.com/ru/podcast/english-for-economists-economic-news-and-english/id15...
	12. Business English Course | Business English Conversation. URL :  https://www.youtube.com/watch?v=e7n2K5gR-rk
	13. Making Suggestions in English | Business English Conversation. URL :  https://www.youtube.com/watch?v=lfEBjdzp4jw
	14. How to Negotiate in English - Business English Lesson. URL :  https://www.youtube.com/watch?v=-3mFnAk9sbw

