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1. TEXTS.  

a) Read and translate the text; b) summarize the main ideas of the text; c) discuss the text.

Text1. Business – the purpose and the objective.
Business must be competitive. The whole free enterprise system only works satisfactorily when there is strong and vigorous competition for customers` money. It follows that businessmen must create and satisfy customers. This is the purpose of business. 

However, the real success in business, fulfilling the purpose alone is not enough. The business organization must have an objective. Again the free enterprise approach has a requirement: it is that the business objective should be to make profit. Stated more fully, the objective should be to make at least a satisfactory profit return on the resources invested in it.

This is the important double requirement for success in competitive business. The need is both to fulfill the purpose and achieve the objective. Customers have to be created and satisfied – and a profit must be made.

A businessman who achieves merely a reasonable profit return on his resources will hardly be considered an outstanding success however. Real success demands superior results – results which are well ahead of those of competitors, and in this context competitors are all those other companies which may be competing for additional resources.

A winning business strategy will be designed to get superior results. It will be competitive and plan to “win the war”. It will accept the importance of creating and satisfying customers – without customers there is no profit, and ultimately no business. I n effect, winning business strategy will be concerned with the making and taking of business opportunities.

Successful companies create and develop business opportunities, and then exploit them to the full.

Major business opportunities are invariably concerned with customers, and with their needs and requirements. The discovery of a customer need or requirement which is not being met adequately by a brand or product already in the market is the discovery of a business opportunity. Discoveries of еры kind, often referred to as marketing opportunities, are at the very centre of the development of a progressive business.

An enlightened management realizes that while the solving of problems within the business is of importance, problem-solving has limitations. There is a limit to the recovery which can be made from the value analysis of the formula of a particular brand, for instance, or from the detailed study of a production process. Eventually the effort outweighs the potential savings.

However, the record shows there is no limit to the growth of the customers` appetite for new developments which provide additional and superior benefits. There may, of course, be limitations to customers` ability to afford the products which provide additional benefit, but part of the business opportunity is contained in the challenge to meet the new requirements of an acceptable and viable price.

The creation and development of business opportunities involve skill and efforts, but even more important is a positive management attitude. “There is always a better way “should be the accepted approach, immediately followed by the resolve “to find and exploit it before anyone else”.

It is noticeable that a number of companies have a similar recruitment policy. They recruit from the schools and universities, each accepting personnel of high potential only, and yet one or two of the companies always seem to achieve consistently better results. The systems and methods employed may explain part of the difference, but an additional factor is most certainly the management attitude which is encouraged and developed within the companies.

Real business success required an attitude which accepts that improvements are always possible. It is an attitude which searches for and finds the opportunity, makes sure it is worthwhile and suited to the business, and then works skillfully, positively, and vigorously to develop and exploit it.

Often the requirement is to add the factual marketing research findings a degree of creative flair – a flair which can come as much from a rigorous and analytical examination of the facts as from an artistic approach.

An additional factor which is always present in a successful business is enthusiasm. This is not a wild and uncontrolled emotion, but an approach which is a form of controlled enthusiasm. It is manifested as an eagerness to obtain superior results in a business-like manner.
Text2. Ownership and Management.
Owners differ in their approach, in their style, and in their concern for the business they own. For some, the business has developed from years of hard work and many struggles, their heart is in the business, it is very much part of them. For others, the business is merely a financial investment, to be traded at the right time in the future.

Some owners are also managers of the business and are closely involved in its day-to-day activities. Other owners em​ploy professional managers on a salaried basis, they rarely meet, and the results are their only concern. Yet again, other owners take their managers into shared ownership; they meet and discuss progress regularly.

Knowing who owns the businesses that compete in his markets, how they are managed, and then financial position, can be vitally important to the Chief Executive in his strategy formulation. It is equally important, of course, that the Chief Executive should know the owners of his own business, and should be clear as to what they expect from it.

Ownership of a business can take many forms. The business may be in private or public ownership. Public ownership implies that the business has its stock quoted on a public stock exchange, there is buying and selling of this stock, and the company is required to publish full details of its financial record at regular intervals and at least once each calendar year. A private business is defined as one that does not have its stock quoted publicly, and does not have to publish its financial record.

The public company may find it very difficult to live through a period without trading profit, or without paying a dividend; the effect on its quoted share price could be disastrous. Further, financial problems, such as an acute cash shortage, are much more difficult to hide when it is necessary to publish detailed financial statements.

With a private business the same problems will not necessarily apply. For instance, it is possible for a private company to go a number of years without making a trading profit, and dividends may be suspended over this period. These facts need not receive any publicity, and the share value will not necessarily change.

In certain instances the ownership and management of the business will be the same, certainly in the case of the dominant sole owner. However, many owners do not manage their business, they do not make the strategy, and they do not control the operations. They appoint a group of managers to carry out these tasks for them. In effect, they appoint a small group often known as the "top management" who formulate strategy, and operate the business.

It can be argued that this produces a less complex position in that the managers will work in the interest of the owners, and they will therefore be concerned to improve the share value, and increase the dividends. To achieve this they will concentrate on maximizing the profits of the business, certainly over the longer term.

In the main, by far the majority of top managers do have the interests of the shareholders very much in mind as they manage the business. However, top man​agers are human beings, and business organizations are made up of active people who are subject to the ambitions, the prejudices, and other human reactions which are present in all groups. It is important to recognize this fact for it can play a major role in deciding the "real" strategy a competitive business may follow.

The human considerations are just as relevant to the top managements of the conglomerates, and multinationals, often described as “inhuman” and “computer controlled”.

The basic point is that those human considerations depend on the personalities of the people who manage the business. These people take the key decisions in the "real" strategy their business follows. Normally, for most concerns, the personality traits are limited in their effect and are balanced within the internal management. However, even in the most correct businesses personality strengths will from time to time show through. These occasions can be periods of opportunity for competitors.

It follows that it can be worthwhile getting to know who really takes the important decisions in competitive organizations and then building up a record on each individual. Their history, their training, their successes (and failures), the promotions they are likely to be looking for, and when, and any other appropriate details. The record can always be supplemented by personal evaluations.

This part of strategy formulation does not lend itself to a simple expression in precise figures. Indeed, many of the details mentioned may be recorded only in the mind of the Chief Executive and not included in written reports. However, it is information which may, on specific occasions, prove to be of considerable value in the formulation of a successful strategy.

It can also be worthwhile finding out how competitive managements actually operate. Do they have to refer to an office in another country to get a decision on a relatively small capital investment? What is their budgeting period? Can they ever get a budget changed? The answers to these and similar questions can provide useful information which may be of value in specific competitive circumstances.
Text3. Free Enterprise in the United States.
Businesses and their employees provide us with electricity, water, TV programs, and telephone services. Stores stock their shelves with the CDs, clothes, and other things we want. And coffee shops or pizza restaurants satisfy our and other consumers' cravings. These are signs of a free enterprise economy at work. As we and others as consumers, workers, government officials, savers, and business owners and managers make choices, we help answer the what, how, and who questions that organize and coordinate the production and exchange of goods and services in our economy.

   The Pillars of Free Enterprise. For free enterprise and markets to work, the laws of a country and the values of its people must support the system. The U.S. free enterprise system is supported by four "pillars" most Americans value – private property, the price system, market competition, and entrepreneurship.
Private Property. The right to own property is protected by the U.S. Constitution. And the right to decide how private property is to be used always has been an important part of the U.S. economic system. If you own a bicycle, clothes, a car, or a CD player for your personal use and enjoyment, then you can decide how they will be used. You decide how to care for the things you own. You can lend them to friends, sell them, or give them away. The right to private property makes the choice and the responsibility yours. If you don't take care of your clothes or car, for instance, you bear the costs. Consequently, the right to own and control private property gives owners incentives to use their resources as efficiently as possible.
This is especially true for businesses. In the United States citizens can own property for business purposes and use it to produce income. Privately owned companies produce nearly 90 percent of the goods and services available each year in the United States. And just as you want to take care of the things you own, businesses have an incentive to maintain their machines and equipment, factories, and shops; to use them wisely to reduce waste; and to make products people want.

The Price System. Closely related to private property rights is the price system. As people make exchanges with one another, they establish prices for goods, services, and resources. This is why economists often refer to a market economy as a price system.
When people make exchanges (purchases), they look to prices for guidance. First, money prices are messengers that carry much information in product and resource markets. Money prices tell businesses about the values customers put on particular products and about the opportunity costs of using different resources. They also provide information about the values businesses put on their different resources and about the costs of producing particular products. Second, money prices provide strong incentives to businesses and consumers. Increasing prices for products you want such as CD players and T-shirts encourage businesses to increase production of those products. Interestingly, an increasing price motivates consumers like you to shop for bargains or reduce your purchases of those items. Falling prices have the opposite effect. Similarly, money prices provide strong incentives in markets for resources such as labor and capital equipment. Here, rising wages – the price of labor – motivate businesses to use fewer workers, while increasing wages encourage more people to apply for jobs or to switch jobs. Falling wages have the opposite effect.

Such incentives or desires for more money cannot explain all of our behavior, of course. Workers may pass up the chance to earn more simply because they do not want to move to another city. Business firms often contribute to charitable and other public service organizations, which reduces their earnings yet improves the quality of life in the community. Many parents give up job opportunities to stay home to raise their children. And for many reasons other than money prices – convenience, service, loyalty, and selection – consumers may prefer to shop at one store rather than another.

  Market Competition. The third pillar of free enterprise is market competition. Because resources and products are scarce, people in all societies compete for the ones available. Their competition can take many forms, but in a market economy people compete through voluntary exchange.
Competition in markets for resources. Buyers compete against one another in markets for productive resources when they offer money for the resources they want – resources such as skilled workers, oil deposits, and complex machinery. Sellers of resources compete against other sellers by trying to make their resources more productive. By getting a good education and developing your talents and skills, for example, you can make your labor resources more productive. Not only will you compete more effectively against other workers (sellers of labor), but businesses (buyers of labor) will compete more intensely for you. As a result, you are more likely to get a better job and earn a higher wage.

Competition in markets for products. When you spend your earnings, you are competing with other buyers in the product markets. If they are willing to pay more for a steak and its price goes up, you may buy less steak, or you may find a less expensive substitute, like chicken or hot dogs. On the other hand, you may like a special kind of ice cream and purchase it despite its high price. In this case, you get more of the ice cream while other people buy less of it.

But buyers aren't the only ones competing in the product markets. Sellers compete against other sellers by trying to offer the goods and services buyers want at prices they are willing to pay. Sellers who fail to do this go out of business. Those who succeed earn a profit, which is the money remaining after deducting total costs from total revenues.

But earning a profit isn't easy. Producers continually introduce new products and start new businesses without any guarantee that consumers will buy what they offer. Producers also must constantly try to keep their costs and prices down. They must give people the goods and services they want, when and where they want them. For example, pizza restaurants have been in the delivery business for many years, but Domino's revolutionized the trade by specializing in home delivery and guaranteeing fast service. 
Economists recognize command and traditional systems as types of economies. As economies evolve, however, mixed systems often occur.
 Command System. In this alternative, the government holds most property rights. This type of system is called a command economy because the government issues commands to make the what, how, and who choices.
Until a few years ago, Russia and other Eastern European nations had command economies. In these nations, governments owned and managed most natural and capital resources. Government officials, aided by economists, engineers, and technicians, prepared detailed plans describing how the economy should function.

Essentially, the planners determined what goods and services to produce. If, for example, they decided to increase grain production, they might issue orders to produce more tractors or import more fertilizer. Similarly, the planners might encourage workers to remain on farms by raising wages or issuing orders.

Government planning agencies also decided how goods and services would be produced. For example, economic planners decided where to locate a new automobile assembly plant, the kinds of machinery to use, and the type of labor to employ. Finally, government planners decided who would receive the goods and services produced. They did this through various strategies such as fixing wage rates and distributing products like housing and automobiles based on need or occupation.

Today, Russia and other nations are struggling to develop new economic systems emphasizing markets and private ownership of resources. China also has introduced some private ownership and has allowed markets to grow.
Traditional System. Another type of system is a traditional economy. As the name implies, people in traditional economies rely on traditions or customs to make the what, how, and who choices. Here, long-established customs—not legally recognized and enforced private property rights or government policies— determine what occupations are available, how property is held, and what goods and services are produced.

Traditional economic systems are less common today than in the past. Typically, they are found in remote rural areas. People who live in these economies usually engage in agriculture or other activities such as fishing or hunting. The goods and services produced in traditional economies have stood the test of time and meet the needs of the community.

Mixed Systems. Traditional, command, and market economies are different ways of organizing and coordinating people to make the what, how, and who choices, In recent years, however, there has been renewed interest in promoting and strengthening market economies throughout the world. Indeed, the world economy is largely a market or free enterprise economy in which people voluntarily exchange with one another.

Still, there are no pure market economies anywhere in the world today. In the United States, while markets account for most economic decisions, government now plays a much bigger economic role than it did years ago. For example, at one time spending by our federal government was a much smaller fraction of our total economy than it is today. Government regulations were once fewer, too.

This blend of voluntary exchange and government command has led some economists to describe the U.S. economic system and those of most other democratic countries as mixed economies. These economies may emphasize private ownership and voluntary exchange, but they allow the government to play an important role in the economic lives of many citizens.

 Entrepreneurship. Business leaders compete and react to changing conditions in the market because of the leadership and innovative spirit of entrepreneurs – entrepreneurship.
Entrepreneurship means seeing opportunities and acting on them to introduce new or better products to the market. Entrepreneurs take risks by investing their time and money in innovative ideas and products with the chance that they may fail in the market. Entrepreneurs try new methods of management and organization in hopes that they will be able to use scarce resources more efficiently than their competitors. Entrepreneurs develop new ideas and technologies. Entrepreneurs follow through with their ideas even when they are unpopular.

Free enterprise encourages and nurtures entrepreneurship by providing important market signals and incentives. If customers are unhappy with a product, entrepreneurs look for a better one. If a product's production cost and price are high, entrepreneurs try to reduce them. If certain resources become more scarce and expensive, entrepreneurs look for other resources or products to take their place. In short, entrepreneurs provide energy and imagination that help our economic system grow.

The "pillars" – private property, the price system, market competition, and entrepreneurship – are essential to the success of any market economy. 

Text4. Forms of Business in the UK. Non-Incorporated Organizations: Sole
Proprietorship and Partnership.

Under present law in the UK there are two classes of compa​nies: a) unlimited private companies and b) limited companies. Unlimited private companies do not have limited liability, i.e. their owners are responsible for company debt to the full extent of their fortune. Unlimited private companies are represented by sole proprietorship and partnership.

Sole (sometimes single) proprietorship is owned and control​led by a single person, whether run by that person or by a hired manager. The owner being solely responsible for everything done by the business and accountable only to himself and can make all the decisions. Sole proprietorship is common in most sectors of the UK economy, especially in retailing. Most self-employed people will fit into this category. Common examples are as fol​lows: trades people, market stall holders, small independent retailers, "cottage" industries (e.g. craft workshops), farmers, etc. With a few exceptions, all businesses in this category are small* – a feature which may give flexibility. There are a number of features that are characteristic of sole proprietors. As they are not a legal entity (a sole proprietor is the business), it costs nothing to set up apart from the necessary capital. Anybody can be a sole proprietor simply by 
commencing business trans​actions in an informal manner. They have no legal requirement to keep books according to the conventional legal (accounting) standards. They must, however, like everybody else who receives income, pay income tax on their pay from the business.

There are certain advantages of holding single proprietor sta​tus. They are: no legal setting-up procedures, hence cheap and quick; all profits and earnings belong to the owner; the owner is only accountable to himself, therefore decisions can be made
quickly, he has autonomy to arrange his own working schedule and independence to
_______________________

*A small company is presently defined as one with turnover not exceeding £ 2,000,000, assets not exceeding £ 975,000 and with 50 or fewer employees. A medium-sized company is defined as one with a turnover not exceeding £ 8,000,000, assets of not more than £ 3,900,000 and with up to 250 employees. 
act as he sees it. The main disadvantage is unlimited liability. This means that the owner of a business (a sole proprietor) is liable for any or all of the business's losses from his own personal reserves without limit. He runs the risk of losing his house, savings, etc. Hence, while he may enjoy all the benefits of the profits, he must also 
personally accept the responsibility for losses.
Because there is no requirement for sole proprietors to submit annual accounts,
no one knows exactly how many of them exist in the UK. They are estimated to be around one million – many of these businesses are like listed above, but there are also "odd job" people who do occasional work for financial gain. Despite the drawbacks of this type of organization, it is quite successful and popular and many people remain in this form of organization for all of their working lives.

Partnership is an unincorporated business formed by the as​sociation from two to twenty persons who share risks and profits. The legal basis of partnership is determined by the Partnership Act of 1890. A partnership is not incorporated and therefore has unlimited liability, i.e. each partner is liable for the debts and the business actions of the others, to the full extent of his own resources (although he is taxed as individual). Capital availability is usually a little greater in partnership than in sole proprietorship, though most partnerships are small, and often consist of members of the same family. Exceptions are in certain professions such as accountancy and the law where the ruling associations prohibit the company form of organization. Partnership is a common form of organization in the professions and in
businesses where capital requirements are relatively small, e.g. retail and other service trades, architects, surveyors, management consultants and solicitors. Again, partnership is fully liable for taxation on income, but there is no legal obligation for keeping books or accounts.

The advantages of holding partnership status are: more capital can be raised than one person is investing in the business; there is no need to submit accounts; work can be divided up so that individuals are less burdened by the weight of work to be done; there is also likely to be breadth of skills and abilities; liability losses are divided up between the partners, thus reducing the risk of personal bankruptcy for any one partner. Among the disadvantages one can mention the following: the individual independence that the sole proprietor enjoys is lost; because there is more than one person in an organization, decisions are reached by consultation between partners which could make decision making slower; partnerships still have unlimited liability; partners are the business and not employees of it, so, if one partner dies or becomes unable to continue with the business the partnership is automatically dissolved.

Unlike sole proprietors, partnerships can grow to be relatively large organizations, have many employees in addition to the partners, with offices in every major city in the country as well as overseas.

Text5. Forms of Business in the UK: Incorporated Organizations.
Compared with the two other forms of business units, the sole proprietor and the partnership, incorporation confers advantages for financing and in certain circumstances taxation, in addition to limited liability. However, both private and public limited companies are obliged to file certain information to public inspection and to circulate accounts to their shareholders.

Joint-stock companies – also called corporations – are owned by individuals who buy shares in them. The corporation is regarded in law as having an identity/entity of its own, separate from owners who are not personally liable for anything done in the name of their company. This form of business organization has grown to dominate most sectors of the UK economy, especially manufacturing industry, since the principle of limited liability was introduced in a series of Company Acts going back to the 1860s. Limited liability refers to the release from responsibility for the debts of the firm owners, known as shareholders, whose liability is limited to the amount they have invested in the business. This confers as immense advantage for companies wishing to raise large sums of capital, and explains the dominance of the corporate form of organization in the UK today. The principle of limited liability also means that those who worked in such organizations would be employees of the business and hence they would not be the business. As a result of this, unlike sole proprietors and partnerships, there was a "continuity of succession" meaning that in the event of an employee leaving the employment of the business, the entity of the company could appoint a replacement without having to dissolve the business as a result of the departure. If the business failed then, because the business was in law, a person, investors and employees would not be personally liable for the business debts. It is equally obvious that profits would be divided up by the entity of the company (in the form of its agents – the directors). The legal arrangement whereby the members of the company would not be liable for the business debts in the case of company failure was called limited liability. The way in which this principle works is as follow:

Investors pay an amount of money to the company and become its owners. They share the ownership with other investors and the amount they own is called a share. In exchange for the capital provided by the shareholder, the company agrees to return part of the money by dividing up some of the profit between the investors. The percentage of the profit set aside for this purpose is determined by the management of the company, depend​ing on how much they think they can afford. The payment made to shareholders under this arrangement is called a dividend. This pleases the shareholders as they receive a return on their investment, much as they would if they put the amount on deposit in a building society and gain interest on their money.

Individuals agree to sell their time and labour to the company in exchange for an agreed sum of money per week, month or year, and they become employees of the company. Their income from the company is called remuneration, wages or salary.

In the event of company failure, losses are paid out of the asset value of the business at the time of failure in which the shareholders have their investment. The shareholders liability is limited only to the loss of the existing money they have in the business, i.e. the value of their shareholding. This means that if the company fails, they lose the money invested in the business, but they cannot be pursued further by people who want money from the company at the time of failure. Employees will lose their jobs if the company fails, but in the same manner as the liability of shareholders, they also cannot be pursued further for the company's debts.

It can readily be understood that those who own a company are those who injected the capital to allow the business to begin operating at its inception. Ownership can be transferred when an individual or organization pays the owner the value of his share in the company. The value of a company is divided up into small segments which are called shares. These can be of any value, but typically as much as £ 1 or 25 p. The ownership of shares confers on the shareholder, as a part owner of the business, the right to vote on certain aspects of company policy at the annual general meeting (a.g.m.). The weight of the shareholders vote is pro-rata with the number of shares owned, i.e. the larger the shareholding the more influential the shareholder. The number of shares a company has is referred to as the share volume. Control over the company can be gained by holding 51 percent of the shares. To have 51 percent will mean that the dominant shareholder can automatically veto any other shareholder's motion and install company management or policies of his choice.
Joint-stock companies can be classified according to who owns (or has access to own) the shares in the business. There are hundreds of thousands of companies organized on a joint-stock basis in modern Britain. The vast majority are small* private companies, similar in many ways to partnerships or sole proprietorships. Private limited companies (abbreviated as "Limited" or "Ltd.") are companies in which shares are owned by a number (usually a small number) of private individuals. The shares are not available for sale except with the permission of the shareholder and the Board of Directors of the company. Private companies may place certain
restrictions on the transfer of shares, but not offer shares to public.

Almost all large-scale businesses are organized as public limited companies (abbreviated as "plc"). These are the companies in which the public has access to the shares which can be bought and sold through the Stock Exchange. With a few minor exceptions, anybody can buy shares in the company to any value. A public company may have an unlimited number of shareholders and may offer shares for public subscription. The nominal value of the allocated share capital may not be less than £ 50,000. Quoted companies are public limited companies whose shares are listed on a recognized stock exchange.

Some public limited companies own other companies, known as "subsidiaries" which may, in turn, own subsidiaries of their own. The main parent organization is called a "holding company", owning a pyramid of other companies which can 
number many hundreds. The Sears group, for example, operates in many different markets from shoes and jewelry to second-hand cars and betting shops through its ownership of Dolcis, Mappin & Webb, Selfridges and William Hill (Racing) Ltd. It is one of the 50 largest company groups in the UK, controlling more than 400 companies through five pyramid tiers.
Text6. Four Basic Principles of Management.
Management can be defined as a process of achieving desired results through other people in a planned and economical fashion. Management plays a vital role in
__________________________
*Special terms are used to denote the role of individual parts of such giant businesses. The whole entity of companies under a single ownership (including ownership of a controlling interest in other companies) is called an enterprise. Some of the very largest enterprises have interests in many countries in the world. They are termed transnational (formerly multi-nationals). 
any business or organized activity. The idea of scientific management was developed by the American management theorist Frederick W. Taylor (1856-1917) who propounded the idea of applying quantitative methods to management problems. According to F. Taylor, people were considered as rational beings motivated primarily by material gain. A combination of the ideal working environment and appropriate reward would create the efficiency required to increase productivity. Taylor's theories were quite revolutionary at the time when the way to increase productivity was simply to take on more men and make them work harder. He introduced the idea of comparing employee performance against standard. This involved determining the expected time for an operation to take and rewarding or punishing workers according to their performance. His work also embraced finding the optimum way for a given job to be done, such as by varying shovel size for a loading operation. The three basic ideas on which F. Taylor based his theory were:        *the development of a true scientific management, so that the best method for performing each task could be determined;
*the scientific selection of workers, so that each worker would be given responsibility for the task for which he was best suited;

*the scientific education and development of workers.

However, the supporters of scientific management overlooked the need for other motivating factors besides money. The recognition of the importance of the human factor in the working environment led to the Classical Organization Theory. While F.Taylor had concentrated his efforts on increasing productivity, proponents of classical organization focused on managerial behaviour. Henri Fayol (1841-1925), generally acknowledged as the founder of this school, believed that "with scientific forecasting and proper methods of management, satisfactory results were inevitable". He firmly believed that management was not an innate talent but rather a learned skill. The belief that managers are made, not born, was a reversal of earlier thinking.

There are several definitions of management. According to one of them, management is a process of planning, organizing, leading and controlling the work of organization members and using all available resources to reach the stated goals. The management is composed of a team of managers who have charge of the organization at all levels. Their duties make sure that the company objectives are met and the business operates efficiently. Four major principles or functions of management are: planning, organizing, directing, controlling.

Planning involves determining overall company objectives and deciding how these goals can best be achieved. Managers evaluate alternative plans and precise tactics before choosing a specific course of action and then check to see that the chosen plan fits into the objectives established at higher organization levels. Planning is listed as the first management function because the others depend on it. However, even as managers move on to perform other managerial functions, planning continues as goals and alternatives to be further evaluated and revised.

Organizing, the second management function is the process of putting the plan into action. This involves allocating resources, especially human resources, so that the overall objectives can be attained. At this stage, managers divide the work into manageable activities and decide on the positions to be created and determine the associated duties and responsibilities. Staffing, choosing the right person for the right job, may also be included as part of the organizing function.

Third is the day-to-day direction and supervision of employees. In directing, managers guide, teach and motivate workers so that they reach their potential abilities and at the same time achieve the company goals that were established in the planning process. Effective direction, or supervision, by managers requires ongoing communication with employees. They communicate objectives to the people responsible for attaining them. They make the people who are performing individual jobs to form a team. They also make decisions about the salary and promotion.

In the last management function, controlling, managers evaluate how well company objectives are being met. They measure performance of their staff, to see whether the objectives set for the organization as a whole and for each individual member of it are being achieved. In order to complete this evaluation, managers must look at the objectives established at the planning stage and at how well the tasks assigned in the directing phase are being completed. If major problems exist and goals are not being achieved, then changes need to be made in the company's organizational, or managerial, structure. In making changes, managers might have to go back and replan, reorganize, and redirect.

Text7. The Leadership Styles.

Leadership is a social process in which one individual influences the behaviour of others without the use of threat or violence. A prestigious job title may give a manager a certain amount of legitimate power which he can then use to exert lead​ership over subordinates. The title creates an expectation that the manager gives the orders and the subordinates carry them out. But legitimate power is not enough. Some subordinates may have sources of power of their own which they can use to subvert the leader's position. Many employees are suspicious of managers and their motives and react cautiously to what managers say and do. Leadership style has thus become a central problem for managers. How should managers handle their subordinates? How can they overcome suspicion and ensure high work motivation and performance?

Most researchers determine three leadership styles: autocratic, participative or democratic, and laissez-faire. Autocratic style is the leadership style in which the leader uses authority in a straightforward manner by simply issuing orders. There is a high concern for the task and a low concern for people. There is no trust and confidence in subordinates, little communication and teamwork.

Participative style is the leadership style in which the leader encourages a free flow of communication and shares decisions with the group. There is a high concern for both people and task.

Laissez-faire style is the leadership style characterized by a “leave it alone” or “hands off” approach. The manager leads by acting mainly as a consultant and turns most decisions over the group. There is a low concern for people and task.

According to the study carried out at the Michigan University Research Centre about the main characteristics of an effective manager, it has been found that in highly productive sectors managers were more likely to:

     *enjoy their job authority and responsibility;

     *give general as opposed to close supervision of their subor​dinates;

     *be employee- rather than production-oriented.

Managers from low-productivity sectors had the opposite characteristics. They were close, production-oriented supervisors who concentrated on keeping their subordinates busy with specified tasks and methods and achieving targets on time. The most effective style of management seems to be one in which the manager shares power with subordinates. This style can increase both the satisfaction and effectiveness of those who are led. In other words, the most effective managers are those who appear to relinquish power to their subordinates. Many managers, however, are not keen to share power, influence and decision-making with people

towards whom they feel superior. Those managers think that they may lose the influence on their subordinates.

The job satisfaction and health of subordinates are better when supervisors establish a warm, friendly and supportive relation, and look after their welfare; when supervisors consult them, allows them to take part in decisions, explain and persuade rather than give orders. Leadership functions are best carried out by managers who have the interest, knowledge, skills and motivation to perform them effectively.

Eight Rules for Managers:

· Plan and assign work efficiently.

· Keep subordinates informed about decisions affecting them.

· Respect the other's privacy.

· Keep confidences.

· Consult subordinates in matters that affect them.

· Advise and encourage subordinates.

· Fight for subordinates' interests.

· Be considerate about subordinates' personal problems.

Text8. The Transforming Leader.
"You deliver for me, and I'll deliver for you." That's one type of leadership. Historian and political analyst James Macgregor Burns defines such leadership as "transactional". In his book Leadership M.Burns devotes several hundred pages to the differences between a run-of-the-mill "transactional" leader and what he calls an exceptional, charismatic, "transforming" leader.

In the transactional leadership, the end result is "pay-off". In the transforming relationship, the end result is a substantial change in the subordinate: personal growth. The former provides only material reward; the latter provides psychic income.

General George C. Marshall advised his colleagues to develop people toward self-reliance. "If you want a man to be for you," he said, "never let him feel he is dependent on you. Make him feel you are in some way dependent on him. And the best way to do that is to teach him to stand on his own feet."

The would-be transforming leader does not always succeed. Some people are unalterably dependent and incapable of growth. As one cynic puts it, "You can't grow grass on concrete." We talked with executives who saw themselves as the beneficiaries of such leadership. They describe their experiences in terms that lend themselves to six imperatives:

1) Show a personal interest in individual progress. The transforming leader studies and understands his people, knowing not only their current abilities but their potential. The trans​forming leader pushes people beyond the threshold of their self-imposed limits toward their own unrealized potential.
2) Build charismatic relationships. The term derives from a Greek word representing a divine element and therefore is beyond definition. But the behaviour of the charismatic leader can be described: "He creates confidence in his judgement, competence and good will." Followers identify with him. They feel they can be sure of his availability when they need him. He makes tasks interesting, exudes purposefulness, generates a feeling of “venturesomeness” and stirs excitement. He is not necessarily humorous or intellectual, but he is personable. People like to be with him because he respects their individuality. But most important, he sets an example that others want to emulate.

3) Encourage other people to shine. The transforming leader keeps them on a loose rein, even though he expects them to commit some errors as part of the growth process. The effective leader looks for opportunities to express sincere appreciation. One executive recalls the thrill he experienced when his superior congratulated him on his skill in selecting subordinates: "Where did you get Stevens? He's a real find!"

4) Provide psychological support. To turn the transactional relationship into a transforming experience, the leader must make a conscious effort to elevate the subordinate. The objective is to raise the individual's level of aspirations and strengthen self-confidence. The transforming leader removes fear. It's like a frog in the pond; the leader gets the frog to make the jump. But he must also raise the individual's ability to perform. That is why an additional step must be taken: the leader must instruct, provide training and facilities, and improve the conditions in which the tasks are to be performed.

5) Ask questions but in a special way. The purpose is to draw out more of what the individual has in him. The questions are not just to find out what you know, but to stimulate you to explore new options. It is like the work of a cubist painter who forces you to look at every side of the object. The questions must be such that they don't allow you to settle for the obvious.

6) Keep people informed. The purpose is not just to load them with more facts, relevant and irrelevant, but to enlarge their perception and get them to explore further. Thus, the transforming leader gets his followers to look at problems from a fresh angle and with new purposes. This requires that he keep his people informed about his own values and priorities.

In the real world, however, no leader can afford to be Johnny-One-Note. There are times when he must be transactional: people do have a right to expect material rewards for services rendered. Moreover, issues of status may make a difference. The pressures of daily life may permit the executive to be transforming with his immediate staff and compel him to be more transactional with people down the line or out in the field. But the awareness of what style he is practising, and under what circumstances, will enhance his leadership skills.

The rewards of transforming leadership are many. President Truman, who acknowledged such leadership in his general, said of George Marshall: "I sincerely hope that when it comes my time to cross the great river, Marshall will place me on his staff, so that I may try to do for him what he did for me."

(M. R. Feinberg and A. Levenstein. The Wall Street Journal on Management)
Text9. What is Marketing?

Marketing is the process of planning and executing the conception, price, promotion, and distribution of ideas, goods, and services to create exchanges that satisfy individual and organizational objectives.

People have been trying to sell things for years, and you've learned something about their techniques – advertisements, price markdowns, special contests, tantalizing displays of merchandise. But despite marketing's high visibility, the term itself is difficult to define. The American Marketing Association recently devoted a year of study to the question and evaluated 25 different definitions before reaching a consensus on the meaning of the word. According to its definition, marketing is planning and executing the conception, pricing, promotion, and distribution of ideas, goods, and services to create exchange that satisfy individual and organizational objectives. Marketing is a broad term, not limited to profit-making businesses alone; it encompasses the efforts of nonprofit organizations to "sell" intangibles.

What does the term marketing really mean? Many people mistakenly think of it as advertising or selling. However, advertising or selling are only two of several marketing functions, and not necessarily the most important ones.

Marketing can be defined as any human activity which is directed at satisfying needs and wants by creating and exchanging goods and value with others.

Marketing has become a key factor in the success of western businesses. Today's companies face stiff competition and the companies which can best satisfy customer needs are those which will survive and make the largest profits.

For an exchange to take place, four conditions must exist. First, an exchange requires participation by two or more individuals, groups, or organizations. Second, each party must possess something of value that the other party desires. Third, each must be willing to give up its "something of value" to receive the "something of value" held by the other. The objective of a marketing exchange is receiving something that is desired more than what is given up to get it, that is, a reward in excess of costs. Fourth, the parties to the exchange must be able to communicate with each other to make their "something of value" available. Note, though, that an exchange will not necessarily take place just because these four conditions exist. However, even if there is no exchange, marketing activities still have occurred. The "some things of value" held by the two parties are most often products and/or financial resources such as money or credit. When an exchange occurs, products are traded for either other products or financial resources.

Marketing background. As defined by the committee on definitions of the American Marketing Association, marketing is "the performance of business activities directed toward and incident to the flow of goods and services from producer to consumer or user".
Today discovering demand, managing demand, and physically supplying demand constitute the three major divisions of marketing effort undertaken by many firms. Marketing management approached this status in the 1950's when the General Electric Company enunciated a policy declaring that "marketing begins with the consumer". By discovering and filling unmet wants, its marketing program was designed to produce what General Electric could sell because customers had certain unmet wants. Subsequently, having what you could sell instead of trying to "high pressure" customers into buying what you have required provided the use of marketing research and environment "scanning" of conditions affecting business. 

The key concept of market selection and product planning is the Product Life Cycle. It predicts that any product pass through various stages between its life and death (introduction – growth – maturity – decline). So companies can make better marketing decisions if they find out where each of their products stands in its life cycle.
 Market Analysis.  For a small business to be successful, the owner must know the market. To learn the market, you must analyse it, a process that takes time and effort. You don't have to be a trained statistician to analyse the market place nor does the analysis have to be costly.
Analysing the market is a way to gather facts about potential customers and to determine the demand for your product or service. The more information you gather, the greater your chances of capturing a segment of the market. Know the market before investing your time and money in any business venture.
These questions will help you to collect the information necessary to analyze your market and determine if your product or service will sell.
1. Do you know who your customers will be?  
2. Do you understand their needs and desires?  
3. Do you know where they live?

4. Will you be offering the kind of products or services that they will buy?


5. Will your prices be competitive in quality and value?

 

6. Will your promotional program be efficient?
7. Do you understand how your business compares with your competitors?



8. Will your business be conveniently located for the people you plan to serve?
 

9. Will there be adequate parking facilities for the people you plan to serve?


Marketing Strategy and types of Markets. Because marketing is so complicated – and so central to an organization's success – a business should develop an overall plan, a mar​keting strategy for its products. The first step in plotting the strategy is to identify the particular group of customers most likely to buy and whose needs the firm aims to satisfy. The second step is to settle on the combination of ingredients to be used in the marketing program.
A central concern in marketing is the market – the group of people who might need or want your products and who would have the money to buy them. Let's say that you have recently opened a stationery and office supply store in a suburban location and want to plan a marketing program. Your first step would be to examine your market.

Markets may be classified in two broad categories. The consumer market consists of individuals or households that purchase goods and services for personal use. The industrial/organizational market is made up of enterprises that buy goods and services for resale to the consumer market or for their own operations. These two groups approach their purchases in different ways, and as a consequence, different techniques are required to reach them.

The design of products you sell, the hours you are open and many other basic decisions would depend on which type of market you thought you could serve best.

You would find. Of course, that either market for stationery and office supplies is large and diverse composed of many different market segments, or subgroups with distinctive needs and interests. To avoid spreading you resources too thin, you would need to focus on specific target markets. You would want to learn what kinds of office supplies they are currently buying and why, what these customers might want in the future, and how your company could satisfy their needs. You would also want to know what you competitors had to offer this target group and how you could achieve a competitive advantage. This type of research would help you make better decisions about what items to stock in your store and how to promote and price them. You would learn how to satisfy the customer and stimulate desire for your products.
Special Terms:

Marketing strategy: Overall plan for marketing a product. 

Market: People who need or want a product and who have the money and authority to buy it. 
Consumer market: Population of individuals who buy goods or servi​ces for their personal or household use. 

Industrial/organizational market: Customers who buy goods or services for resale or for use in conducting business. 

Market segments: Groups of individuals or organizations within a market that share certain common characteristics. 

Target markets: Specific groups of customers to whom a company wants to sell a particular idea, goods, or services.

Text10. Stages in Marketing.
As a business grows, it may diversify into different product lines. A big business may have such a wide range of products that a whole marketing department is dedicated to monitoring sales and developing new lines. Before any new product is put onto the shop shelves it should get through several stages. The first one is the origination of the idea of a product. Where do ideas originate? Marketing teams get ideas for new products from four main sources.

Competitors' lines are the "me too" source. If a rival company brings out a particular line which does well, the marketing team will explore the possibility of bringing out a similar line to ensure they have a share of the market.

Brainstorming. Colleagues, customers, friends, etc. are encouraged to make suggestions. Most of the ideas they come up with are impractical, but sometimes a winner turns up.

Gaps in the market. The marketing team will be continually looking out for new opportunities. For example, a craze for a new sport will bring opportunities for sportswear and equipment.

Overseas products. A member of the marketing team will be responsible for keeping an eye out for products abroad which might be suitable for the home market.

Once the idea is adopted the research and development department will find out whether the product can be made. Then members of the marketing department will inform a market research agency about their idea, specifying the target customers they are aiming at. The market researchers then produce a questionnaire which they ask a selected number of people to answer. From their answers they can judge the amount of interest there is in the idea, and what sort of demand there may be for it. They will find out information such as how much customers may be prepared to pay for it, and what sort of packaging they prefer.

The marketers now instruct artists to work on designs for the packaging of the product. They also inform an advertising agency about the product; letting it know the market they are aiming at, what image they are trying to present, what competition there is and why this product is better, and a rough price for it. This gives the advertisers time to prepare campaign informing the public about the new product.

The research and development team can now come up with samples and rough costs, and the marketers estimate how many they can sell in a five year, three year or one year period. They can calculate a shelf price for the product taking into account their company's profit and the retailer's mark-up. After comparing this with their competitors' prices they can see whether it is realistic.

The market research agency presents a group of target customers with samples of the actual product. They may have liked the idea of the product. But do they like the actual thing? Will they still want to buy it?
The marketing department then orders the production team to make the right number of items of the product to fit in with their sales forecast. The marketing people inform sales representatives about the product and the target market. They decide on any promotional tools they would like to support it in the shops, such as free offers, competitions, and so on.

The sales reps sell the new product to retailers, and the marketing team ensures that it is delivered to them at the right time.
Text11. Decision-making.

In carrying out management functions, such as planning, organising, motivating and controlling, a manager will be continually making decisions. Decision-making is a key management responsibility.

Some decisions are of the routine kind. They are decisions which are made fairly quickly, and are based on judgement. Because a man​ager is experienced, he knows what to do in certain situations. He does not have to think too much before taking actions. For example, a supervisor in a supermarket may decide, on the spot, to give a refund to a customer who has brought back a product. The manager does not have to gather a great deal of additional information before making the decision.

Other decisions are often intuitive ones. They are not really rational. The manager may have a hunch or a gut feeling that a certain course of action is the right one. He will follow that hunch and act accordingly. Thus, when looking for an agent in an overseas market, a sales manager may have several companies to choose from. However, he may go for one organisation simply because he feels it would be the most suitable agent. He may think that the chemistry between the two firms is right. Such a decision is based on hunch, rather than rational thought.

Many decisions are more difficult to make since they involve problem-solving. Very often, they are strategic decisions involving major courses of action which will affect the future direction of the enterprise. To make good decisions, the manager should be able to select, rationally, a course of action. In practice, decisions are usually made in circumstances which are not ideal. They must be made quickly, with insufficient information. It is probably rare that a manager can make an entirely rational decision.
When a complex problem arises, like where to locate a factory or which new products to develop, the manager has to collect facts and weigh up courses of action. He must be systematic in dealing with the problem. A useful approach to this sort of decision-making is as follows: the process consists of four phases: 1) defining the problem; 2) analysing and collecting information; 3) working out options and 4) deciding on the best solution.
As a first step, the manager must identify and define the problem. And it is important that he does not mistake the symptoms of a problem for the real problem he must solve. Consider the case of a department store which finds that profits are falling and sales decreasing rapidly. The falling profits and sales are symptoms of a problem. The manager must ask himself what the store's real problem is. Does the store have the wrong image? Is it selling the wrong goods? Or the right goods at the wrong prices? Are its costs higher than they should be?

At this early stage, the manager must also take into account the rules and principles of the company which may affect the final decision. These factors will limit the solution of the problem. One company may have a policy of buying goods only from home suppliers; another firm might, on principle, be against making special payments to secure a contract; many enterprises have a rule that managerial positions should be filled by their own staff, rather than by hiring outside personnel. Rules and policies like these act as constraints, limiting the action of the decision-taker.

The second step is to analyse the problem and decide what additional information is necessary before a decision can be taken. Getting the facts is essential in decision-making. However, as already mentioned, the manager will rarely have all the knowledge he needs. This is one reason why making decisions involves a degree of risk. It is the manager's job to minimise the risk.

Once the problem has been defined and the facts collected, the manager should consider the options available for solving it. This is necessary because there are usually several ways of solving a problem. In the case of the department store, the management may decide that the store has the wrong image. A number of actions might be possible to change the image. New products could be introduced and existing lines dropped; advertising could be stepped up; the store might be modernised and refurbished or customer service might be im​proved.

It is worth noting that, in some situations, one of the options may be to take no action at all. This is a decision just as much as taking a more positive course of action. Before making a decision, the manager will carefully assess the options, considering the advantages and disadvantages of each one. Having done this, he will have to take a decision. Perhaps he will compromise, using more than one option. Thus, the manager of the department store may solve his problem by changes in the product range, increasing advertising and improving the interior of the store.

Text12. Communications.
In recent years, few books on management have been more acclaimed than IN SEARCH OF EXCELLENCE. Written by two business consultants, Thomas Peters and Robert Waterman, the book identified factors which have accounted for the success of some of America's best-run companies. Forty-three top companies were studied. Many examples of the experiences of these organisations are given in the book. These provide useful lessons for all managers.

One of the points made by the writers is that communications in excellent companies have a "vast network of informal, open communications". People working in them keep in contact with each other. The companies do everything possible to ensure that staff meets easily and frequently.

The authors give many examples to back up their view. For instance, one day, they visited the Minnesota Mining and Manufacturing Company (3M). They soon noticed that there were a lot of casual meetings going on with "salespeople, mar​keting people, manufacturing people – even accounting people – sitting around, chattering about new product problems... It went on all day: people meeting in a seemingly random way to get things done". One of the 3M executives told the authors, "We just plain talk to each other a lot without a lot of paper or formal rigmarole".

The book is full of examples of companies who believe in "keeping in touch": firms like IBM where the Chairman personally answers any complaint which is addressed by members of staff; other companies where managers are encouraged to get out of the office and walk around and some which make a point of informality, like Walt Disney Productions, where everyone wears a name-tag with his/her first name on it.

One problem with communication is that people think they have got their message across when in fact they have not. We do not, in fact, communicate as effectively as we think we do. Several studies have shown this. In 1954 a study was made of a production department in a British company. The department manager believed he had given "instruction of decisions in 165 out of 236 episodes, but his subordinates considered they had received instruction on only 84 occasions". Research done by Rensis Likert in 1961 showed that 85% of the supervisors thought their subordinates felt free to discuss important things with them. However, only 51% of the employees agreed with this opinion! This finding is important for managers. It suggests that, when giving instructions, managers must make sure that those instructions have been understood and interpreted correctly.

A breakdown in communication is quite likely to happen if there is some kind of "social distance" between people. In organisations, people may have difficulty communicating if they are different in status, or if one person has a much higher position than the other. For example, a couple of production workers will probably speak frankly to each other about things that are going wrong in their department. But if the Chief Executive of the company passes by and asks how things are going, they'll probably say, "Just fine, thank you". It is risky to tell the truth to someone higher up in the hierarchy – they may not like what they hear and hold it against you. For this reason, staff often "filter" information. They deliberately alter the facts, telling the boss what he/she wants to hear. They do not want to give bad news, so they give their superior too good an impression of the situation. "The project's coming along fine", they say, when in fact it is a month behind schedule! There's nothing new about all this. One thinks of Cleopatra and the problem she had in her military campaigns. She used to give gold to messengers bringing good news, but executed those bringing bad news. It is not surprising, therefore, that the information she received was unreliable!

One way of reducing social distance – and improving communications – is to cut down on status symbols. It is possible, for example, to have a common dining-room for all staff. It is worth noting, too, that in Japanese companies, it is common for all the staff to wear uniforms.

Physical surroundings and physical distance limit or encourage communication. Studies show that the further away a person is, the less he/she communicates. At the Massachusetts Institute of Technology (MIT), Thomas Allen studied the effect of location on communication in engineering and research departments. He showed that if people were more than ten metres apart, the probability of communicating at least once a week was about 8%. When they were five metres apart, the probability was 25%. The physical layout of an office must be carefully planned. Open-plan offices are designed to make communication easier and quicker. However, it is interesting to note that employees in such offices will often move furniture and other objects to create mini-offices.

Excellent companies use space to create good communications. The Corning Glass Company in the United States installed escalators, rather than lifts, in their new engineering building because they wanted to increase the chances of employees meeting face-to-face.

Another important barrier to communication is selective perception. To put it simply, this means that people perceive things in different ways. The world of the sender is not the same as the world of the receiver. Because their knowledge and experience is different, sender and receiver are always on slightly different wave-lengths. Therefore, a manager will say something, but the employee will interpret his meaning incorrectly. The message becomes distorted. However, to minimize such problems, managers must remember one thing. Communication should be a two-way process. Managers should encourage staff to ask questions and to react to what the managers are saying. Feedback is essential.
Text13. "Do poison pills make you strong?"
Poison pills are a favourite weapon for takeover targets fighting would-be buyers. When rumours of a Hanson bid for ICI surfaced, one of ICI's first moves was to offer its employees better redundancy terms and to put its pension funds under independent management-hitting at two possible sources of gain for any new owner.

Economists tend to dislike poison pills, which aim to protect managers from the market for corporate control. The right to sell control of a firm against the wishes of its managers ought to help shareholders make good returns on their investments. But this traditional view is coming under attack. A new theory suggests that some poison pills may be good for you, and that hostile takeovers may, in fact, harm shareholders.

The debate hinges on the economics of contracts. Most of the people who have a stake in any particular investment project want contracts with known risks and secure returns: employees want a fixed wage, bank lenders want regular payments of interest, and landowners want rent, and so on. But if every stakeholder needed a fixed return, agreed in advance, few projects would ever get started. That is where the concept of the "share contract" comes in. After all the fixed-risk contracts have been settled out of the firm's income, shareholders keep the rest. They accept the risks not covered in the various fixed-return contracts – the "residual risk".

To make such a contract appeal to investors, shareholders are granted certain rights – crucially, the right to hire and fire managers, and to sell the shares to an investor who values the firm more highly than they do. Without these rights, the argument runs, the residual risk of shareholding would be unacceptable and fewer projects would be undertaken. Shareholders are special. Their rights can be infringed only at great economic cost.

The new theory claims that shareholders are not the only ones to face residual risks. A paper by Andrei Shleifer, now at Harvard University, and Lawrepce Sum​mers, now chief economist at the World Bank, first brought the idea to economists' attention, spawning a new literature. Shleifer and Summers argued that although non-shareholders seem to have contracts without residual risk, they have entered into unwritten contracts that do expose them to it. These implicit contracts are based on trust between employers and managers, managers and shareholders, suppliers and buyers.

Why have such contracts? Predicting the distant future is hard; writing a con​tract to cover all possibilities is nice for lawyers, but a nuisance for everybody else. Yet without long-term commitments, shareholders will lose. For instance, shareholders should want workers to learn about their jobs, and to become more skilful at doing them. But this learning is risky: much that the workers learn will be firm-specific, with little value to any other employer. Workers will be more willing to take this risk if they trust managers to carry on employing them.

Managers, who make such implicit contracts, reckon Shleifer and Summers, have every reason to honour them. Building a reputation for trustworthy management is valuable. So even if it might pay the company to break some implicit contracts, it will choose not to because this would hurt its ability to enter into such contracts in future. But suppose new managers feel no obligation to honour merely implicit contracts agreed to by their predecessors. By breaking these contracts, they can reduce the firm's costs. Hostile takeovers can reward shareholders, in effect, by mugging other stakeholders. One costly side-effect may be that it becomes harder to enter into trust-based contracts throughout the economy.

If correct, this theory supports the view that hostile takeovers promote short-termism, that merger policy should take account of all the firm's stakeholders, and that poison pills may not always be nasty. When ICI improved its redundancy

terms and protected its pension hind, it might be argued, it was not reducing the value of the company. It was merely formalising earlier trust-based agreements.

The economies of this new approach make sense in principle. The question is how great the costs of undermining implicit contacts are in practice. Might they be big enough to outweigh the benefits of a vigorous market for corporate control? The superior economic performance of firms in Japan and Germany, where hostile takeovers are rare, is one sort of evidence. Then there are cases such as the 1985 takeover of TWA, an American airline, by Carl Icahn. This, reckon Shleifer and Summers, saw a wealth transfer from employees to shareholders of 1.5 times the takeover premium.

But implicit contracts are not necessarily efficient. Many look economically absurd. Consider a corporate headquarters full of senior employees living a life of leisure. To a would-be predator, this looks like fat. But, say Shleifer and Summers, it might be the implicit reward for workers at the end of a long, hardworking career. If so, it seems likely to be a highly inefficient deal. An implicit commitment to maintain a certain size of payroll also looks like a bad contract. The spread of portable pensions and shorter and more flexible employment contracts seems to make better economic sense. Where stakeholders do bear residual risk, they can he given an equity stake, or formal profit-sharing – better than vague promises of "you can trust us".

A further criticism is that breaking implicit contracts may not be as attractive to new management as the new theory suggests. Managers know that a reputation for trust is hard to get and easy to lose. Where trust-based contracts are vital to long-term success, bosses will probably honour them, even though the merger gives them n chance to break such trust-based deals. The cost to their reputation that would result from breaking trust is a big deterrent. Trust-breaking, despite the temptations, is likely to be the exception, not the rule.

Shleifer and Summers were surely right to point to the existence of implicit corporate contracts. But the case for taming the market for corporate control is still far from proven.

Text14. International Finance.

Foreign exchange is the currencies of foreign countries. Foreign exchange is bought and sold in foreign exchange markets. Firms or organizations require foreign exchange to purchase goods from abroad or for purposes of investment or speculation.

Much trade takes place between countries. For example, Americans buy French cheese and Japanese cars, and the French and Japanese buy American airplanes and blue jeans. Most imported goods must be paid for in the currency of the selling country. A car dealer in Ukraine who buys Japanese cars gets yen by buying them from a bank at the current exchange rate. An exchange rate is the price of one country's currency expressed in terms of another country's currency. If the exchange rate were 100 yen to the U. S. dollar, for example, the American dealer would have to buy 12,000 U.S. dollars in yen to pay for a Japanese car that cost 1.2 million yen.
The Foreign exchange market enables companies, fund managers, banks and others to buy and sell foreign currencies, if necessary in large amounts. Capital flows arising from trade in goods and services, inter​national investment and loans together create this demand for foreign currency. The sums involved are very large with estimated global turn​over in all currencies currently in the region of $880 billion each day. Typical wholesale deals are for amounts of $1 mln – $5 mln though much larger transactions are often done.

Foreign exchange trading may be for spot or forward delivery. Gen​erally speaking, spot transactions are undertaken for an actual exchange of currencies (delivery or settlement) two business days later (the value date). Forward transactions involve a delivery date further into the future, possibly as far as a year or more ahead. By buying or selling in the forward market a bank can, on its own behalf or that of a customer, pro​tect the value of anticipated flows of foreign currency from exchange rate volatility.

Unlike some financial markets, the foreign exchange market has no single location – it is not dealt across a trading floor. Instead, trading is via telephone, telex and computer links between dealers in different centers and, indeed, different continents. London is the world's largest foreign exchange center. Banks here trade around $300 billion each day in foreign currencies.

London's leading position arises partly from the large volume of in​ternational financial business generated here — insurance, Eurobonds, shipping, commodities and banking. London also benefits from its geo​graphical location which enables us to trade not only with Europe throughout the day, but also with the US and the Far East, whereas their time difference makes it difficult for those two centers to trade with each other. When banks in London begin trading at 8 a.m. they can deal with banks in Tokyo, Hong Kong or Singapore whose trading day is just ending. From about 1 p.m. onwards, London banks can trade with banks in New York; before they close at 5 p.m. their counterparties may be in Los Angeles or San Francisco. The foreign exchange market trades 24 hours a day.
Exchange rates are determined in foreign exchange markets. The rates vary from day to day in relation to international demand for various currencies. If buy more Japanese products, for example, the U.S. demand for yen increases and the yen rises in price against the dollar. This system is known as floating exchange rates or flexible exchange rates.

Most countries do not allow the exchange rate for their currency to float freely, however. Each country has holdings of foreign currency. If the exchange rate falls too far, the government will use some of its foreign holdings to buy enough of its own currency to stabilize the exchange rate.
   Text15. Money.
Money is anything that is generally accepted by people in exchange for the things they sell or the work they do. Gold and silver were once the most common forms of money. But today, money consists mainly of bank notes, coins made of various metals, and deposits held at banks.

Each country has its own basic unit of money. In India, for example, the basic unit is the rupee. France uses the franc, Indonesia, the rupiah, Japan the yen, Philippines, the peso, Russia the ruble, the United Kingdom, the pound, and the United States, the dollar. The money in use in a country b called its currency.
Money has three main uses. First, and most important, it is a medium of exchange – that is, something people will accept for their goods or services. Without a medium of exchange, people would have to trade their goods or services directly for other goods or services. If you wanted a bicycle, you would have to find a bicycle owner willing to trade. Suppose the bicycle owner wanted skis in exchange for the bike and you did not own skis. You would then have to find a ski owner or ski maker wanted and trade it for skis to give the bicycle owner. Such trading, called barter, can take much lime. A modern, industrialized country could not function without a medium of exchange.

A second use of money is that it serves as a unit of account. People state the price of goods and services in terms of money. In the United States, for example, people use dollars to specify price, just as they use hours to express time and kilometers to measure distance.

A third use of money is as a store of wealth. People can save money and then use it to make purchases in the future. Other stores of wealth include gold, jewels, paintings, property, and stocks and bonds.

Any object or substance that serves as a medium of exchange, a unit of account, and a store of wealth is money. To be convenient, however, money should have several qualities. It should come in pieces of standard value so that it does not have to be weighed or measured every time it is used. It should be easy to carry so that people can carry enough money to buy what they need. Finally, it should divide into units so that people can make small purchases and receive change.

In the past, people used beads, cocoa beans, salt, shells, stones, tobacco, and other things as money. But above all, they used such metals as copper, gold, and silver. These metals could be easily shaped into convenient, durable money.

Today, most money consists of paper. The paper itself is of little value, but it is accepted in exchange. People accept pieces of metal or paper in exchange for work or goods for only one reason: They know that others will take the same metal or paper in exchange for the things they want. The value of money therefore results from the fact that everyone will accept it as payment.
Text16. How Price is Determined.
Price is the amount of money for which something can be bought or sold. The price states the worth in money of a unit of a certain good or service. Prices are based on the economic forces of demand and supply. Demand is the quantity of a good or service that consumers are willing and able to buy. Supply is the quantity producers and other people are willing and able to offer for sale.

Demand usually varies according to a product's price. The lower the price, the greater the demand. This is because people who want the product will buy more of it at a lower price and because the low price will attract new buyers. The tastes and incomes of buyers and potential buyers also determine demand. In addition, demand for one product may be affected by the prices of related products. For example, if an increase in the price of cars causes people to buy fewer cars, there will be less demand for car tires.

Supply also varies with prices, but in the opposite way from demand. In many cases, the higher the price, the greater the quantity producers want to supply. But the main thing that determines supply is the cost of production, which depends primarily on the costs of labour, materials, and capital. The cost of production may increase or decrease as greater quantities are pro​duced, with an associated increase or decrease in price.

In a free market system, the price of a product tends to settle at an equilibrium price. This is a price at which buyers are able to purchase all they want, and at which sellers are able to sell all they wish to sell. As the condi​tions of supply and demand change, the equilibrium price moves up or down.

The price of a product may be affected by special circumstances. For example, a company or individual may gain a monopoly – that is, it may control the supply of a product for which there is no close substitute. The company or individual may use its monopoly power, or market power, to raise the product's price. It may raise the price above whatever equilibrium price would have been achieved under competition. Because there are no close substitutes for the product, consumers will have to pay the high price.

Various price controls may benefit producers or consumers. A ceiling price is a maximum price that is designed to help a certain group of which sellers are able to sell all they wish to sell. As the condi​tions of supply and demand change, the equilibrium price moves up or down.

The price of a product may be affected by special circumstances. For example, a company or individual may gain a monopoly – that is, it may control the supply of a product for which there is no close substitute. The company or individual may use its monopoly power, or market power, to raise the product's price. It may raise the price above whatever equilibrium price would have been achieved under competition. Because there are no close substitutes for the product, consumers will have to pay the high price.

Various price controls may benefit producers or consumers. A ceiling price is a maximum price that is designed to help a certain group ofconsumers. For example, some authorities put ceiling prices on rental units to limit the amount of rent a landlord may charge a tenant. A floor price is a minimum price established by a government or other official body. This price is designed to aid certain producers. For example, the New Zealand govern​ment has established floor prices, known as support prices, for many agricultural products to help farmers gain profits. The government helps maintain a support price partly by buying certain quantities of the product when the market price falls below the floor price. In this way demand is increased, causing the price to rise. Other types of price controls, such as a price freeze, may be used. This method holds prices at a certain level, such as the level they were at when the price freeze went into effect. When an effective support price is set above the equilibrium price, a surplus of the product may result. Low prices caused by ceiling prices may cause shortages by increasing demand for a product or by decreasing supply.

In a free market system, an equilibrium price clears the market – that is, it satisfies buyers and sellers. Price systems thus ration products, distributing them to people willing and able to pay for them. Prices help determine what goods and services should be produced, how they should be produced, and for whom they should be produced. Consumers let producers know what to produce by indicating the prices they are willing to pay for particular goods and services. Producers decide how to produce goods and services based on the prices of materials and labour How much people can afford to buy determines for whom goods are produced.
Text17. Methods of Payment. 
Payment terms are the agreed way in which a buyer pays the seller for goods. The commonest are: 1) cash with order or cash on delivery; 2) prompt cash (i.e. within 14 days of delivery); 3) cash in 30, 60, or 90 days from date of invoice; 4) letter of credit; 5) cash against documents; 6) documents against acceptance; 7) acceptance credit. 

Cash on delivery (COD) means the terms of trade in which a supplier will post goods to a customer, provided the customer pays the postman or delivery man the full invoice amount when they are delivered. It was extensively used in mail order (see mail-order house), but the use of telephone ordering using credit cards has reduced the amount of COD busi​ness.

Cash price is the price at which a seller is prepared to sell goods pro​vided that he is paid immediately in cash, i.e. he does not have to give credit or give a commission to a credit-card company. This is invariably below the price that includes a hire-purchase agreement.

Cash against documents (CAD) means payment terms for exported goods in which the shipping documents are sent to a bank, agent, etc., in the country to which the goods are being shipped, and the buyer then obtains the documents by paying the invoice amount in cash to the bank, agent, etc. The shipping documents enable the buyer to take possession of the goods when they arrive at their port of destination; this is known as documents against presentation.

Acceptance credit is a means of financing the sale of goods, particularly in international trade. It involves a commercial bank or merchant bank extending credit to a foreign importer, whom it deems creditworthy. An acceptance credit is opened against which the exporter can draw a bill of exchange. Once accepted by the bank, the bill can be discounted on the money market or allowed to run to maturity.

Acceptance of goods is the position when the buyer either agrees to take goods from the seller and willingly pays for them or if after a reasonable time he has done nothing to refuse them, he is considered to have accepted them and is therefore bound to pay for them.

Letter of credit is a letter from one banker to another authorizing the payment of a specified sum to the person named in the letter on certain specified conditions. Commercially, letters of credit are widely used in the international import and export trade as a means of payment. In an export con​tract, the exporter may require the foreign importer to open a letter of credit at his local bank (the issuing bank) for the amount of the goods. This will state that it is to be negotiable at a bank (the negotiating bank) in the exporter's country in favour of the exporter; often, the exporter (who is called the beneficiary of the credit) will give the name of the negotiating bank. On presentation of the shipping documents (which are listed in the letter of credit) the beneficiary will receive payment from the negotiating bank.

Payment on account is a payment made for goods or services before the goods or services are finally billed. Besides it is a payment towards meeting a liability that is not the full amount of the liability. The sum paid will be credited to the account of the payer in the books of the payee as a part-payment of the ultimate liability.

Payment in advance (prepayment) is payment for goods or services before they have been received. In company accounts, this often refers to rates or rents paid for periods that carry over into the next accounting period.
Text18. Branding. Product Brands and Trademarks.

Products can be sold as unbranded commodities. What is the power of brands? Would you buy unpackaged, unbranded breakfast cereal from a street-trader? Would you buy perfume as a present for a female relative if it came in an unlabelled brown bottle? Would you buy an anonymous microcomputer from an anonymous source? Branding saves us much time as consumers. A simple word or two comes to rep​resent a wealth of associations. Consumers learn to place some reliance upon brand names when evaluating competing products. In services, too branding can serve the consumer by offering consistent, identifiable services, which might reduce confusion and save on search time.

Marks & Spencer is the top brand in Britain according to a survey in 1988. It scored highest on awareness and on how highly regarded it was by members of the public. An interesting comparison is between Britain and Europe. Top brands across Europe are dominated by car manufacturers. In all cases it is the corporate identity that dominates.

There are several options in brand strategy. A company can sell under its own brand or under that of another company. In the latter case it is often a retailer's own label. In using the company's brand a choice will be needed between using a "family" brand name for all that firm's brands as opposed to giving each product an individual brand name.

Some companies attempt to obtain the benefits of both strategies by family branding and at the same time having several "sub-brands". Ford puts its name on all its cars, which also have individual brand names. The Lever subsidiary Birds Eye Walls is now creating sub-brands in frozen foods with Menu Masters and Captain Birds Eye. An alternative trend is seen in Reckitt and Colman's food and wine division, where strong brands in several product fields (Colmans mustard, Gales honey, Jiff lemon, Robinson's barley water, Moussec, Veuve du Vernay, Bulls Blood) are being brought under the umbrella of the corporate brand of Colmans of Norwich.

Top brands in Britain:

1. Marks & Spencer; 2. Cadbury; 3. Kellogg; 4. Heinz; 5. Rolls-Royce; 6. Boots; 7. Nescafe; 8. BBC; 9. Rowntree; 10. Sainsbury.

Top brands in Europe:

1. Mercedes; 2. Philips; 3.Volkswagen; 4. Rolls-Royce; 5. Porsche; 6. Coca-Cola; 7. Ferrari; 8. BMW; 9. Michelin; 10. Volvo.

In developing and managing products, companies must make deci​sions about branding, packaging, and labeling – three factors that affect the buyer's perception of the product. These elements are particularly important in consumer goods. Manufacturers of industrial products are concerned about product identification. That is why branding ranks the first in the list.

A brand is a way of identifying a product through a unique name or design that sets the product apart from those offered by competitors. Tide, Oldsmobile, and Bic are brand names. McDonald's golden arches, the Jolly Green Giant, the Pillsbury doughboy, the AT&T globe, and the Prudential rock are brand symbols.

Brand names may be owned by producers of a product as well as by wholesalers and retailers. Sears Roebuck, for example, buys appliances from many manufacturers and sells all of them under its Kenmore brand. A&P, the supermarket chain, purchases canned fruits, jellies, rice, household cleaning products, and frozen foods from hundreds of different suppliers and offers them under the Jane Parker, A&P, and Ann Page brand names. Brands owned by national manufacturers are called national brands. Brands owned by wholesalers and retailers, such as Sears and A&P, are private brands.

As an alternative to branded products, some retailers also offer generic products, which are packaged in plain containers bearing only the name of the product. These products are most often standard rather than first quality. They cost up to 40 percent less than brand-name products because of lower quality, plain labels, and lack of promotion. Generic goods have found a definite market niche, as a look at your local supermarket shelves will demonstrate. However, sales of generics have declined since 1982, partly because inflation has moderated, partly because consumers are disappointed with the uneven quality, and partly because brand-name producers have fought back with cents-off coupons that reduce the generics' cost advantage.

Brand names and brand symbols may be registered with the United States Patent and Trademark Office as trademarks. A trademark is a brand that has been given legal protection so that its owner has exclusive rights to its use. Because a well-known name is a valuable asset and generates more sales than an unknown name, manufacturers zealously protect their trademarks. The Coca-Cola Company, for example, employs 40 people 166 whose job is to look out for improper use of the names Coke and Coca-Cola. Another danger is that the name will become so widely used that no longer qualifies for protection under trademark laws. This is precisely what happened to Parker Brothers when a federal court held that the name Monopoly has become a generic term. Other companies are now free to use the title without paying Parker Brothers a penny.

Special terms:
Brand: Any name, term, sign, symbol, design, or combination of these that is used to identify the products of a firm and to differentiate them from competing products. National brands: Brands owned by a manufacturer and distributed nationally.

Private brands: Brands that carry the label of a retailer or wholesaler rather than a manufacturer. 

Generic products: Products of minimum quality in plain packaging that bears only the name of the item, not of its producer. 

Trademark: Brand that has been given legal protection so that its owner has exclusive rights to its use.

Text19. So You Want to Be a Success!?
We live in a society increasingly obsessed with material success.

We are exhorted to "Get on!" "Get ahead!" "Get a step on the ladder!" "Make it to the top!" If you don't prosper, it's easy to feel like a flop, that you've wasted your life and failed your family.

But is such success open to all? Do we all have the potential to be millionaires, and can success be taught? What can we learn from those who do make it to the top?

Becoming a millionaire is a surprisingly haphazard affair. At school we are told that if we work hard and pass exams we will do well. But a recent study by Professor Сагу Cooper, of the University of Manchester Institute of Science and Tech​nology, refutes this advice. When he studied the lives of successful entrepreneurs, he found that nearly 60 per cent left school early either because they were thrown out or were "bored". Other studies suggest there is little correlation between how well children do at school and the salary and job satisfaction they achieve as adults.

The most certain route to riches is to start out wealthy. Over half the people in the most recent SUNDAY TIMES survey of the richest 200 people in the country inherited money. Twenty-five per cent of those who head large corporations were born into affluent families.

If you're not born wealthy, you may be able to capitalise on another advantage: good looks. "Good looks make early life easier. Teachers and other children will expect you to be kinder, cleverer and to do better than plainer peers," explains Dr Raymond Bull of Portsmouth University, expert on the effects of facial appearance.

Being tall is also an advantage. Other qualities being equal, employers are more likely to select taller and more attractive people. How​ever, unless you want to work with children, it can be a handicap having too pretty a baby face. You are likely to be regarded as kind, but not very efficient. You may fare better by taking to crime – juries are far more likely to acquit you.

In a new book, Business Elites, Professor Cooper com​pares a number of successful entrepreneurs with people Cooper calls intrapreneurs. He defines intrapreneurs as those who rise through the ranks to the top of large corporations.

Cooper found major differ​ences between the two groups. "Intrapreneurs tended to be the kids everyone thought would do well. Over half went to university; they are good organisers and get on well with people."

But the entrepreneurs often had early reputations as trouble- makers. "They probably left school early, had several business disasters and are awkward personalities. They are also intuitive and very determined." 
The most dramatic difference between entrepreneurs and corporation high-fliers was that only five per cent of Cooper's entrepreneurs had both parents present throughout childhood, compared with 91 per cent of the intrapreneurs. In some cases the parent had died, in others they had been absent for long periods. "Coping with disaster early in life appears to give people vital resilience later on," suggests Cooper.

Nearly Half of Cooper's entrepreneurs also felt that they had been the victims of discrimination early on – some were Jewish, some were immigrants, some were just physically small.

But even if you are born poor and ugly to parents who refuse to absent themselves from you, there's still plenty you can do to influence your chance of success. A range of courses and self-help manuals are available to help you forge your way to the top.

Go into any large bookshop and you'll find a section with titles such as THE MAGIC of THINKING BIG, or RICHES WHILE YOU SLEEP. There's even a magazine called Personal Success, filled with ads for courses that will "unleash the power within" or "transform your thinking, behaviour and relationships".
"Successful people," says Breen, an organisational con​sultant, "are the ones who, when something doesn't work, try something else. Unsuccessful people keep on doing the same thing, only harder."


 Most of today's courses on positive thinking originate in America. Many start by advising you to try "positive affirmat​ions" such as this one from Success Magazine, "look in the mirror every morning and say to yourself: "You are rare, unique and different. You were designed for accomplishment, engineered for success." Sounds embarrassing? Don't forget that self-belief is crucial for success.
 In his training programmes, Breen shows people how to banish negative thoughts and put themselves in a more productive frame of mind. Motivation is the key. Working in a big organisation can provide motivation (if only because the boss shouts at you), but entrepreneurs have to learn to "gee" themselves up.

Breen gets students to con​centrate on immediate specific tasks that need attention, rather than allowing themselves to be overwhelmed by a mountain of things waiting to be done.

 "We get them to imagine getting one thing done and how good it will feel when they've finished," says Breen. "If you really concentrate on those thoughts for just two or three minutes you'll find you can't wait to start work instead of dreading it."

Text20. I Love Negotiations. 

“I love negotiations. It's the process of creation. It's pleasant to realise that I can influence the course of conversation, and I do it. Anticipating the successful completion of a case is a wonderful sensation.” This is how prosperous businessman Philip Edmonds perceives the process of negotiations. Indeed, when setting off for negotiations, remember that this is not a duel but a quest to reach agreement and compromise that will eventually allow each party to achieve his or her goal.

It's important to realise that you have certain advantages that are of value to your partner, and that your partner has something of value to you. So your meet​ing must be directed toward a mutually beneficial exchange of these “values,“  and its result must become an achievement of each partner's concrete goals.

It's also worth remembering that any kind of negotiation is difficult to settle in rough-and-ready fashion. They all require preparation. As Abraham Lincoln once said, “If I had nine hours to fell a tree, I would spend six of them sharpening the axe”. Build the negotiation structure cor​rectly. At the beginning of a discussion, clearly define the problem you are discussing, specify your partner's point of view, and indicate your own standpoint in definite terms. Doing this, you may get down to seeking mutually beneficial deci​sions – discussing and settling provisions that will serve as the basis for a future agreement. The third stage of negotiations is the concrete definition of agreements, the objective of which is to understand the interlocutor's need to make this concrete decision. Finally, consider the tasks required to realize the decision you have reached. Who will carry out the work commitments, and how? What sort of timetable have you worked out? Who will be responsible for implementing it? Don't forget about the threat of manipulation by your oppo​nent. The following are among the “illegal” techniques that your adversary may use.
Bluffs – the partner knowingly gives erroneous information. This can create an artificial demand for his or her product or service (“I'm using this product, and it appeals to me immensely”), misinformation about similar goods manufactured by competitive enterprises (“the quality of the other products is far from perfect”) or a deliberate decrease in the product supply (“this is the only copy/item remain​ing”). Neutralise bluffs by asking specific questions. 
Freaks – these are various ruses on the part of your partner, such as overstating initial requirements or so-called “packetisation”(plac​ing acceptable proposals in the same package with useless offers). 
Psychological pressure – this involves pointing out the partner's weaknesses. For example, there may be hints about a lack of experience or remarks about clothing, etc. These tricks are meant to make you feel uneasy so that you have a subconscious wish to bring the negotiations to an end as soon as possible. 
Setting artificial time limits – this means deliberately creating time-trouble conditions for an opponent so there is not enough time to confirm a decision. For instance, the negotiations take place three days before a holiday, and the condition is to finish them within this term. It is not without reason that the authors of the book Intrigues, Fraud and Tricks advise: “If you wish to settle an important matter, arrange the discussion of a point in a small, badly-ventilated location in the afternoon, better in the evening, even better on a Friday evening. Then omit the breaks, and the deal is in the bag!” 
Stalling negotiations – this may mean postponing a meeting due to the illness of one of the members of the negotiating team to achieve additional concessions, unplanned breaks during negotiations to avoid an unambiguous answer, the need to leave a meeting when the negotiating battles are in full swing or when the adversary is back on his or her heels. To prevent such troubles, clearly stipulate the opening and closing times of the meeting and the length of breaks beforehand.

During negotiations, you should also consider the following advice:

· Always come to negotiations with respect for your partner regardless of his or her strengths or weaknesses.

· Don't impose your point of view on your interlocutor before hearing his or her arguments. Remember civility!

· Remove the word “sorry” from your business vocabulary. If you apologize, your interlocutor may automatically think that you are offering something unpleasant. (Otherwise, why are you constantly making excuses?)

· Never consent to the first proposal offered. After all, it can always be changed, often to your advantage. Assume a wait-and-see atti​tude, carefully watching your partner. Move to the main point only after you understand your interlocutor's algorithm of thinking.

· Never say “nо” straight off.

· Ask for more to get the desired amount.

· Build a “golden bridge” for the partner who “retreats.” If you let your partner retreat with dignity, you will strengthen his or her trust in you.

•   Pay attention to the way you sit and move. It is bad if, during nego​tiations, you behave impulsively or, vice versa, inactively and slug​gishly. Watch your body language, especially your hand move​ments. Feverish gesticulation, rubbing, and fiddling with things may have a bad impact on your negotiating partner and prevent you from achieving a positive result.

· Be vigilant, keeping in mind the expression of Lord Hor-Belish, renowned master of negotiating: “When somebody tells me he is going to lay all his cards on the table, I don't take my eyes off his sleeve.”
· Keep cool, look confident, even if you have no idea how to behave further on. Mentally tune in to the idea that the agreement will be reached successfully, and behave as if you haven't the slightest doubts about it.

And let the success be a reward for your efforts in this difficult, but exciting process of negotiating!
Text21. British English versus American English.

There is always the issue of language and meaning even if you both speak English. British English and American English are often miles apart. If you tell someone his presentation was "quite good", an American will beam with pleasure, a Brit will ask you what was wrong with it. You have just told him politely that "he barely scraped by".

A common language does not guarantee a similar interpretation of even a word or phrase. Both the British and Americans speak English, but their cultures are sufficiently different so that a single phrase has different meaning to each and can even be completely misunderstood. In England, one asks for a lift instead of an elevator, also the English "Hoover" a carpet whereas Americans vacuum.

The British speak English, North Americans speak English, but can they communicate? It is difficult unless you understand that in England newspapers are sold at book stalls. The ground floor is the main floor, while the first floor is what Americans call the second, and so on up the building. An apartment house is a block of flats. A bathing dress or bathing costume is what the British call a bathing suit, and for those who want to go shop​ping, it is essential to know that a tunic is a blouse; a stud is a collar button, nothing more. If you want to buy a sweater, you should ask for a jumper or a jersey as the item will be marked in British clothing stores. A ladder is not used for climbing but re​fers to a run in a stocking. If you called up someone, it means to your British friend that you have drafted the person –  probably for military service. To ring someone up is to telephone him. You put your packages into the boot of your car, not into the trunk. When you table something, you mean you want to discuss it, not postpone it as in the United States.

Any reference by you to an M.D. will probably not bring a doctor. The term means mental deficient in Britain. When the desk clerk asks what time you want to be knocked up in the morning, he is only referring to your wake-up call.

A billion means a million million (1,000,000,000,000), not a thousand million as in the United States, a British milliard is an American billion. Advertising hoarding is a billboard in American English, a shortening "advert" is used in British English only. From business talks you can learn that share in Britain is a stock in the USA, a company is a corporation, a Managing Director is a Chief Executive, a time-table is a schedule, redundancy payment is lay-off pay, a post code is a zip code, the post is the mail, an apartment in the post address is a suite, a booking office is a

ticket office, an annual holiday is a leave, a holiday is a vacation, a rise in salary or prices is a raise, etc. Provisions are reserves in American English; do not confuse this with the British English meaning of reserves.

                                             _____________________            

2. DIALOGUES. 

a) Watch BBC portfolio Business English dialogues; b) read and translate the dialogues; c) role-play the dialogues.

 Dialogue1. Receiving Visitors.
Kate Mckenna: You know Mr. Sakai is coming at ten o' clock, don't you, Jenny?

Jenny Ross: Yes I do. It`s an important meeting, isn't it?

Kate Mckenna: And the slides are ready, aren't they!

Jenny Ross: Yes, they are.

Kate Mckenna: And you have checked the monitor, haven't you'

Jenny Ross: Yes, Kate, I have.

Kate Mckenna: Sorry, Jenny, it really is very important.

Don Bradley: Morning!

Jenny Ross: Hello, Don.

Don Bradley: Is everything ready for the big day?

Jenny Ross: I think so.


Kate Mckenna:  Don. I'm worried about the last part of the presentation. Can we talk?
                                        __________________       

Mr. Sakai: Thank you very much for collecting me.

Clive Harris: It's a pleasure. Don't mention it. Is your hotel okay!

Mr. Sakai: Yes, thanks. It's fine.

Clive Harris: It is good of you to visit us. Thank you for sparing the time. I know

 You have a busy itinerary.

Mr. Sakai: It's a pleasure, Mr. Harris. I enjoy coming to Britain. And I am looking

 forward to my visit to Bibury Systems.

Clive Harris: It's kind of you to say so. We'll do our best to make your visit worthwhile.  
 So, we aren't a very big company... but I think we are very efficient.

Mr. Sakai: How many people do you employ?

Clive Harris: About seven hundred full-time. But we take on casual staff when we 

need them. Would you like some more coffee, Mr. Sakai?

Mr. Sakai: No, thank you. And, please, call me Kazo. 

Clive Harris: And you must call me Clive. So, shall we have a look around?

Mr. Sakai: That would be very nice.

Clive Harris: Then perhaps we could have some lunch. And then after lunch some of my

senior managers will make a presentation to you. Would you like to leave your coat and

briefcase here?

Mr. Sakai: Thank you.

Clive Harris: And this is our Sales and Marketing Department. I don't think you have 

met Kate Mckenna. She is Head of Sales.

Kate Mckenna:  How do you do?

Mr. Sakai: Kazo Sakai, let me give you my card.

Clive Harris: And this is Don Bradley.

Don Bradley: Hello, Mr. Sakai. We have spoken on the phone.

Mr. Sakai: Hello, Mr. Bradley. You are American. And what part of America are you from.
Don Bradley: Los Angeles. But I have lived in the UK for five years. I like ...

Mr. Sakai: Ah. I have visited ... I'm sorry.

Don Bradley: No, after you.

Mr. Sakai: I have been to Los Angeles two or three times. It's an interesting city. Well, I hope we`ll have a chance to talk again.

 Clive Harris: Yes, you'll be seeing Don at the presentation this afternoon.

 Mr. Sakai: I look forward to that.
                                 ___________________
Clive Harris: Derek, let me introduce you to Mr. Sakai from Detmore Systems. Mr. Sakai, can I present Derek Jones. Derek is our Development Manager.

Derek Jones: It's very nice to meet you, Mr. Sakai.

Mr. Sakai: Hello, Mr. Jones. I'm sorry to interrupt your work.

Derek Jones: Not at all I like meeting visitors. You're very welcome. Please make yourself at home.

Mr. Sakai: So this is the development workshop?

Derek Jones: Most of our products start here and this is our latest product, Big Boss.

Mr. Sakai: Ah, yes.

Clive Harris: Yes, we think Big Boss will be very successful.

Mr. Sakai: And what does he do?

Clive Harris: Say hello.

Big Boss: (In Japanese) Hello Mr. Sakai. Welcome to Bibury Systems.

Mr. Sakai: Ah, he speaks Japanese.

Derek Jones: He also listens. And by changing the chip he understands and speaks any language.

Big Boss: How are you fixed for lunch?

Mr. Sakai: Thank you, but I have another engagement.

Big Boss: Okay, another time, maybe.                              
Clive Harris: So, what kind of food do you like? Italian: Or there is a very good French restaurant close to the office.

Mr. Sakai: Whatever you recommend. I like eating all kinds of food.

Clive Harris: Then let's go to the French restaurant. Geraldine, please confirm lunch 
for two at Rene's and cancel the other reservations.

Geraldine: Okay, Mr. Harris. Hello. I'm calling from Bibury Systems. I'd like to confirm our reservation for two people at 12.30 please. The name is Harris. Thanks a lot. Goodbye.

Clive Harris: By the way, are you free this evening?

Mr. Sakai: Yes, I am.

Clive Harris: My wife and I are going to the theatre this evening. Would you like to join us?

Mr. Sakai: That's very kind, but no thank you. I love going to the theatre, but travelling makes me very tired. Tonight I must sleep.

Clive Harris: Geraldine, we'll be back for 1.45.

Mr. Sakai: I must tell you Clive, Big Boss made me smile.
Dialogue2. Discussing design.
Don Bradley: You're seeing Phil Watson at twelve o'clock about the display unit design. Do you understand the problem?

Edward Green: No, I don't. 

Don Bradley: These are the rough designs. Choosing the right colours is very    important.

Edward Green: Sorry, could you explain what you mean?

Don Bradley: Well, we need different colours.

Edward Green: Ah, do you mean stronger colours?

Don Bradley: Yes, I do. This display unit must make an impact. It's very important. It must

 look right for the bunch. It must look exciting.

Edward Green: I understand.  

Don Bradley: Well, make sure that Phil understands. Also these pictures of Big Boss need

to be bigger... 
                                      ____________________

Edward Green: I don't like the slogan.

Phil Watson: No, it's not right.

Edward Green: "Every office needs a new boss" It's just not right. Any ideas?

Phil Watson: Some bosses are big; some bosses are small. Big Boss is the best!" Edward Green: No.

Phil Watson: And here we have some copy that tells us what the product can do.

Edward Green: "Some toys talk, some toys-listen. But Big Boss talks and listens to you."

Phil Watson: And here and here are the pictures. They show Big Boss with the accessories. What do you think?

Edward Green: The pictures are okay, but I don't like the copy.

Phil Watson: Why not?

Edward Green: It's not exciting. It doesn't sell the product.

Phil Watson: "Some toys talk, some toys listen. Big Boss talks and listens to you."

Edward Green: It's not the way you say the words, it's the words themselves. They're not right.

Phil Watson: "Some toys talk, some toys... "

Edward Green: No! No! I want new words. Words that give Big Boss status. Words that make him important.

Phil Watson: Okay. So it's not right. We'll get you some alternatives tomorrow or the day after.

Edward Green: No, I think I've got it. "The one boss your office needs".

Phil Watson: "The one boss your office needs". That's good. That's the slogan.

Dialogue3. Describing Company`s Products.

Don Bradley: Let's have a run through. We must get this right. First we have the introductions and the agenda. Second I talk about the background. Company growth, staffing levels, return on investment, turnover, and pre-tax profit. Third Derek, you talk about the product range. At this stage of the presentation we want to present a broad company profile. Don't give too much detail about specific products.

Derek Jones: Okay Don. I'll describe the range and say which products are successful.

Don Bradley: Good. Mr. Sakai may want to discuss certain products so be ready for that. At the end of this section of the presentation I will ask Mr. Sakai if he has any questions. We won't discuss research and development at this stage. That will come at the end. Then Kate, you talk about major markets and sales strategy. Is everything ready.'

Kate Mckenna:  Everything is ready. And rehearsed.

Phil Watson: Right, the product title goes here ... just remind me, is the product called Big Boss or The Big Boss.'

Edward Green: Big Boss.
                           _____________________

Don Bradley: Once again, welcome to Biburv Systems. We're verv honoured to have the opportunity of making this presenta​tion to you, Mr. Sakai in the next hour and a half, we hope to show you that: 1. Bibury Systems has the right product range for today's market place, and ambitious plans for the future. 2. That our markets share in Europe is growing at a steady rate. 3. That our marketing strategy in the US is very successful. And lastly. 4. That we can be a major player in Far Eastern markets. And we are sure that we can be a major player in these markets. If you have any questions, please feel free to interrupt at any time. But first of all, some background information on Bibury Systems. As you know, the company was started over forty years ago by Mr. Harris Senior. In those early days, the company's core business was model railways and cars.

Derek Jones: Now, let's move from the general to the specific. I'm going to talk about two of our products. Friendly Fish and Mad Monkey are two products that use the same mechanism. It is a simple mechanism ... But this diagram here shows how well the mechanism works with the design of the product. For instance, take a look ...

Kate Mckenna: This slide here shows a total net income from the previous year. The blue line represents income from those products in the low volume niche market category. The red line represents products in the high volume, low margin category.

Mr. Sakai: Excuse me, what does the dotted line represent!

Kate Mckenna: I'm sorry, this dotted line represents income from accessories.

Mr. Sakai: Thank you. And why the sharp decrease-in February?

Kate Mckenna: This is a combination of two things: First, seasonal factors, and second the end of the product life cycle.

Mr. Sakai: Thank you for your very interesting presentation. I would like to tell you one or two things about our operation. As you know, we specialise in electronic games. We have a very large market share in the Far East. We manufacture computerised games for young children. Some games are for adults. This game for example is the number one best seller in Japan. The office workers love it. We know the market responds well to any kind of hi-tech executive toy. Big Boss can succeed in the same market. But there is one question 1 would like to ask. Is it possible to launch Big Boss before January 28th?

Don Bradley: January 28th!? 
Dialogue4. Analysing Competitors.

Derek Jones: How much does J.K.Toys know about our products and who told them? And how good is Dan Dealer? The technology is the same as ours. I have never seen two products which are so similar. In concept and design there are no basic differences. None. However I have examined the components and the XR590 ...

Kate Mckenna: What is the XR590?

Derek Jones: The XR590 is the power source which drives Dealer Dan. I think it has a few weaknesses. It's not as good. In my opinion it's not reliable enough for children.

Don Bradley: Exactly how unreliable is it?

Derek Jones: I can't say exactly. I haven't completed the tests yet. It's too early to say.

Kate Mckenna: Will it affect their sales?

Don Bradley: Derek ?

Derek Jones: Not much in the first six months, I suppose.

Kate Mckenna: It's the first six months that are important.

Don Bradley: Edward, what do you think of their packaging?

Edward Green: Well, plenty of bright colours. It'll have a lot of impact at point of sale.

Don Bradley: What have you found out about their marketing strategy?

Kate Mckenna: They have already scheduled a television advertising campaign.

Don Bradley: Who with?

Kate Mckenna: E.G.N.C. The company that they always use.

Don Bradley: When is it scheduled?

Kate Mckenna: Sometime next month, but I haven't found out the exact date yet.

Don Bradley: Have you heard what they are spending on TV advertising?

Kate Mckenna: I don't know. We know their selling price, but what's their unit cost?

Don Bradley:  Derek, what's your estimate?

Derek Jones: I can't say. I don't know what their production run is. We haven't had that information yet.

Don Bradley: Well, Big Bias's production run is three hundred thousand. Will they produce three hundred thousand? Or more?

Derek Jones: I don't know the answer to that one. At that retail price they have to sell a lot of toys.

Don Bradley: It can't be less than 300 thousand, can it?

 Dialogue5. Searching for Information.
Clive Harris: Nice to see you again, Peter. It's been a long time.

Peter Day: How are things at Bibury Systems?

Clive Harris: Very interesting at the moment.

Peter Day: I've just heard you're going into partnership with a rather good Japanese company.

Clive Harris: That's not exactly true ... Peter, are you still doing consultancy work?

Peter Day: Yes. I haven't retired yet!

Clive Harris: Look, can I give you a lift back? We haven't had a chance to chat for a long time.

Peter Day: It's good of you to give me a lift.

Clive Harris: It's no problem. Are you still doing consultancy work for J.K. Toys?
Peter Day: I wondered why you were going out of your way to give me a lift.

Clive Harris: Well, are you?

Peter Day: Well, technically no. I've just finished. But that work was confidential.

Clive Harris: Yes, of course. You could he working for us, you know. I might need a consultant.

Peter Day: Really?

Clive Harris: Well, perhaps, I might need an idea of the best way to react to Dealer Dan.

Peter Day: How did you get to hear about that?

Clive Harris: A customer. Do you know that Dealer Dan is very like a new toy we have developed. Dealer Dan could hurt us badly. I don't want any secrets. I don't want to compromise you. I just want some general information.

Peter Day: How general? Thanks for the lift, Clive.

Clive Harris: You are something of a specialist in the Far East, aren't you?

Peter Day: You could say that.

Clive Harris: Well, when this deal with this Japanese company is settled, we might need your help. We shall need a consultant to help set things up. Of course, the success of Big Boss is a very important part of the deal.

Peter Day: When might this happen?

Clive Harris: That depends.

Peter Day: The production run is 300,000 units.

Clive Harris: And the advertising budget?

Peter Day: Clive, I don't know. Really, I don't know.
Dialogue6.Working out Strategy.

Don Bradley: We haven't decided on a plan of action yet. We must outline a strategy, but first let me summarise what we've said so far. This is a critical situation. We know that J.K.Toys are playing to win. We know that right now they have the edge. So, let's look at the down side. What are their advantages? They have a larger market share; they have a cheaper product; they have an earlier launch date, and we think they have a larger advertising budget.

Kate Mckenna: Their strategy is very clear, they want our share of the market: both the European market and the export market.

Don Bradley: We cannot let them succeed. We have to consider which of these factors we can influence. Kate, any ideas?

Kate Mckenna: There are two immediate things we can do: we can increase our advertising budget and bring forward the launch date.

Don Bradley: Derek, is that feasible? 

Derek Jones: I don't think.

Clive Harris: I've got some news for you all.

Don Bradley: Okay, just a second . I'll switch on the speaker. Okay Clive, go ahead.

Clive Harris: I've got some useful information from Peter Day first of all. I think they're moving too fast. They haven't done their sums.

Derek Jones: Clive, this is Derek. Do you know how large their production run's going to be?

Clive Harris: It's going to be around 300,000 units.

Derek Jones: That's about what we hoped: more than 450.000 and ve've got problems.

Kate Mckenna: This is Kate. I've got a question;

Clive Harris: Go ahead, Kate.

Kate Mckenna: Were you able to find out anything about their overseas marketing strategy?

Clive Harris: Well, I`ll tell you this, Kate: they won’t crack the American market: we're a few steps ahead of them there, and I want you to exploit that advantage, you need to get out there fast. Look I'll ring off now. I'll get back to the office as soon as I can.

Don Bradley: The most important thing now is to let all of the sales force know about this change in our game plan. Jenny: we need to write them at once. We need to give them some of the background to this – about what J.K. Toys are planning – and about our new marketing strategy – that`s 1. The launch date; 2. The price cut; and 3. The increased advertising budget. 

Kate Mckenna: We need to make it clear that "Big Boss" is an absolute priority. 

Don Bradley: Jenny, could you make a draft of that and we'll get it out as soon as possible. Edward, you've been very quiet. What else can we do in marketing? 

Edward Green: We must get into Smith's catalogue: he's chosen "Dealer Dan" and he's decided not to include "Big Boss". 

Kate Mckenna: I don't think he'll change his mind now. 

Clive Harris: I'll deal with Mr. Smith.  I'll write to him straight after the meeting and let you have a copy. Jenny, I'd like to dictate a letter which needs to be faxed as soon as possible to Mr. Smith. 

Jenny: Right, I'm ready.

Clive Harris: Dear Mr. Smith ... I have learned that you have decided to select Dealer Dan for your catalogue, instead of Big Boss. I understand that your reasons for rejecting "Big Boss" are as follows: 1. That the unit cost will be 30% higher than the rival product. 2. That the launch date of BB will be three weeks later. 3. That J.K. Toys, the manufacturer, will mount an extensive advertising campaign to coincide with the launch date of the product and the mailing date of your catalogue. I would like you to reconsider your decision in the light of the following: 1. Bibury Systems have rescheduled the launch date of Big Boss to January 15th – one week before the planned launch of Dealer Dan. 2. Because of the market profile of your catalogue, we have decided to offer you an extra 2.5% commission on sales through the catalogue in exchange for exclusivity. 3. In addition, Bibury Systems are prepared to offer your customers a discount of 15% on the recommended retail price. I am sure that this new information will encourage you to reconsider your decision and include "Big Boss" in your Spring Edition. I look forward to receiving your thoughts on this matter. Yours sincerely, Clive Harris MD Bibury Systems.

Dialogue7. Complaining about Products and Services.
Mr. Sakai: I'm sorry to have to say this, Clive, but we have got a problem.

Clive Harris: Hasn't the consignment arrived yet? We sent them off ...

Mr. Sakai: No, Clive, you misunderstand me, the consignment arrived two days ago. Right on schedule. No, the problem is with the product itself.

Clive Harris: What is it?

Mr. Sakai: Last night I had a phone call from one of my warehouse managers. He was very excited with the new product. He was certain that his son would love one. So he took one home, opened it up and switched it on, and heard this ...

Clive Harris: Do you have any idea how many units are defective?

Mr. Sakai: We spent the day checking the whole consignment. Unfortunately it looks like batch numbers 993 and 994 all have the same problem. Everything else seems fine. But it was a long job. My staff had to check every toy.

Clive Harris: Kazo I will get this sorted out immediately.

Mr. Sakai: Clive, it is essential that we have these on the shelves by the end of this week.

Clive Harris: I am sending Derek Jones over on the first flight. And I shall send Don to the suppliers to make sure it won't happen again.

                                   ______________________

Don Bradley: There are two hundred faulty circuit boards. Our product for the far Eastern launch is defective. This will damage our reputation in the market place and it's very embarrassing for us. I want to know what you're going to do to remedy the situation.

Mr. Clayton: Mr. Bradley, we have tracked down the problem and we can guarantee that it won't happen again. There was a localised problem in quality control which we have isolated and rectified. We now have a new Quality Assurance programme.

Don Bradley: That's all very well but you have failed to meet the terms of the contract. I am afraid we have no option. We will have to terminate the contract and find a new supplier.

Mr. Clayton: Mr. Bradley, I understand your concern and recognise that it's a very unsatisfactory situation, but may I point out it was just two batches that were defective…

Don Bradley: It may have been just two batches but we now have two hundred defective products on the market with the Bibury name on them.

Mr. Clayton: Mr. Bradley, we appreciate that the situation has damaged your reputation. And we are very sorry. But we also have a good reputation. And that reputation is built upon reliability and good relationships with our customers. We supply many leading companies and we are very embarrassed by this incident. I must assure you that it won't happen again.

Don Bradley: How can I be certain that it won't happen again?

                                   _________________________

Jenny Ross: Hello, this is Bibury Systems. The fax machine that we hired from you has broken down. The paper keeps jamming. It hasn't worked properly since you installed it. We would like someone to come and fix it now.

Look, I spoke to someone three hours ago. They said an engineer would come before lunchtime.

But in the service agreement it says that you will send someone within twenty-four hours.

We need it fixed today. Well if you can't get it repaired today then we will have to cancel our rental agreement.

                                   ___________________
Kate Mckenna: Hello!

Jenny Ross: Welcome back. I hear the American launch was a great success.

Kate Mckenna: I think we've cracked it. Orders for Big Boss are right on target. And I had a wonderful holiday. For a few weeks I managed to stop thinking about Big Boss. So how have things been here? Is this post mine?

Jenny Ross: No, this is yours. You haven't heard the news?

Kate Mckenna: What's happened?

Jenny Ross: There's a problem with the circuitry on some of the units that went to Japan last week.

Kate Mckenna: What!!!

Jenny Ross: Derek flew to Tokyo to look at the problem.

Kate Mckenna: So it's serious.

Jenny Ross: Yes. And Don's gone to the component supplier to find out how it happened. We think we have tracked the problem down to just two batches, but...

Kate Mckenna: I don't believe this. Where's Clive?

Jenny Ross: He's in a meeting.


Kate Mckenna: Jenny, I need to talk to him as soon as possible. I've negotiated sales of over ten 80,000 units to the States ...

                          ____________________________
Don Bradley: We have three options. We can re-negotiate with Southford Components or we can work with MAGL or Parkview.

Clive Harris: A crucial factor is how quickly they can deliver.

Derek Jones: MAGL certainly claims to be the fastest. But I'm worried that although they are fast they may not have the best quality control.

Clive Harris: And quality control was the problem with Southford Components.

Derek Jones: Exactly. Although they have promised that their system is improved.

Don Bradley: Looking at these quotations, I don't think Parkview are the best option. They offer a fast delivery time, they have a very high reputation and they are the nearest supplier to the assembly line. But they are very expensive compared with Southford.

Derek Jones: Don, price can't be a factor at this stage.

Don Bradley: I don't agree with you. I think we have to get the best service at the best price.

Clive Harris: I think we can re-negotiate a far better deal with Southford Components. But we must move fast... Come in.

Kate Mckenna: Clive, what on earth's going on?

Clive Harris: Welcome back, Kate.

Kate Mckenna: I've just spent weeks selling Big Boss in the States and now I find out there's something wrong with it. Why didn't anyone tell me?

Clive Harris: We only discovered this yesterday. And we're fairly sure that none of the defective circuits went to the States. Now, I spoke to New York ten minutes ago. They're running a check. They're ringing back tomorrow. All the signs are that it is just those two batches in Japan.

   Dialogue8.Comparing Products and Prices.
Kate Mckenna: The Boss isn't doing as well as we had hoped. We didn't launch at the right time. I myself don't think the market was ready for us. Dealer Dan came later and cheaper ... Maybe we should move down-market in a couple of key territories.

Edward Green: Excuse me, can I interrupt for a second?

Don Bradley: Sure.

Edward Green: I've just had a call from Danny McNeil at Eromart.

Kate Mckenna: Oh really?

Edward Green: He wants a meeting to discuss discounts. Although he's talking about a substantial order, he wants better terms than I can authorise. Would you prefer to deal with him yourself?

Don Bradley: How large a discount does he want?

Edward Green: He didn't say. But I think it's higher than anything we've ever given before. He loved the product, though. I think he's ready to negotiate.

Don Bradley: I think it's time that we worked on this together. Do you agree? 

Edward Green: Yes!

Kate Mckenna: Edward, are you coming down to the workshop? Derek wants to show us his latest idea.

Edward Green: Okay. I'll join you later.

Don Bradley: No, I think Derek wants to talk to the whole team. Come on!

Kate Mckenna: Well, it's a terrific idea, but how much will it cost to develop?

Derek Jones: Not as much as you think.

Kate Mckenna: It will be too expensive.

Derek Jones: No, not really. I have prepared a long, detailed, careful analysis of the development costs. See for yourself.

Kate Mckenna: It will never sell. Who's the market for this?

Derek Jones: It is more up-market than Big Boss but it will still appeal to kids as well as executives and office workers.

Kate Mckenna: But that's the problem Derek. There's no market focus. Do you remember the Easirite two years ago? We had a beautiful well-designed but expensive product. It was great. Parents and children could both use it. But could we sell it? No, it tailed because we hadn't defined our market.

Derek Jones: But this is different. This is more fun than Easirite.

Don Bradley: The costing looks okay, but it has too many moving parts.

Derek Jones: So does a car, but that seems to sell.

Kate Mckenna: That's not the point. The more moving parts you have the more likely something will go wrong.

Derek Jones: I don't agree.

Don Bradley: Let's just hold on a second and think about this. Derek – you like the concept and think it will sell; Kate – you can't see a market for it.

Kate Mckenna: I can't see where it fits in our product range.

Don Bradley: I'm inclined to agree with Kate. This is much more expensive than anything else we market.

Kate Mckenna: Although it's a wonderful idea, we just won't be able to sell it. You must see that yourself, Derek.

Derek Jones: Well not really ...

Don Bradley: Edward, what do you think?

Edward Green: Can I just check something here Derek? Are you saying that there is a plastic thin enough and flexible enough to make this realistic?

Derek Jones: Exactly.

Edward Green: That's brilliant. On paper, I think it's the most remarkable thing I've seen.

Don Bradley: Well, maybe Edward has something. Maybe we ought to have a closer look.

Danny McNeil: I don't know what's happened to your boss. He knows I never start my meetings late. Do you want to wait here tor Don or would you rather look around?

Edward Green: If it's alright with you, I'd like to look around.

Danny McNeil: Good choice. Of course, I have two or three meetings a day with sales people like you.

Edward Green: It's very good of you to see me.

Danny McNeil: I always talk to my suppliers myself – it's the best wav of working. And I always prefer to bring them down here – they get a better idea of our operation. They must understand how we work. Our success is based upon a certain formula. Whereas most supermarkets target individual territo​ries, our products are pan- European. We always buy in the products with the best sales performance, products with a proven track record. We look for the biggest discounts, and we usually get them.

                                   _____________________
Danny McNeil: McNeil.

Don Bradley: Danny, it`s Don Bradley here.

Danny McNeil: Good morning, Don. I thought I was meeting you here.

Don Bradley: I'm sorry Danny. That was the plan, but I'm going to be late. This meeting is taking longer than expected.

Danny McNeil: Oh. When can you get here?

Don Bradley: I'll be there as soon as I can. Is Edward with you?

Danny McNeil: He is.

Don Bradley: Could you start the meeting without me? Edward knows the situation. Oh, and can I have a quick word with him?

Danny McNeil: I'll pass the phone to him.

Danny McNeil: Okay. It's for you. It's Don Bradley, he's got a problem.

Edward Green: Oh, thanks.

Danny McNeil: Would you like a word in private?

Edward Green: If you don't mind.
                                   __________________________

Don Bradley: Sorry Edward. I'm stuck in a meeting here. You'll have to deal with McNeil by yourself. 

Edward Green: Oh.

Don Bradley: Can you talk?

Edward Green: Yes, he's stepped away for a few minutes. Do you really want me to negotiate? Wouldn't you rather postpone the meeting?
Don Bradley: How do you feel about it?
Edward Green: I'm happy to go ahead, I think.
Don Bradley: You don't sound sure.
Edward Green: I'm not.
Don Bradley: Look, we've talked about this negotiation. You know the game plan. Do your best... I'll be there as soon as I can.
Edward Green: Okay Don. I'll do what I can. See you later.
Danny McNeil: Okay?
Edward Green: Yes, thanks.

                                         ___________________
Danny McNeil: So Don can't make it. Oh well, right, what was I saying! Oh yes: discounts.
Edward Green: We're certainly happy to talk about possible discounts.
Danny McNeil: You see this?
Edward Green: Yes.
Danny McNeil: How many of these do you think we've sold in Europe in the last month?
Edward Green: 1,800 – 2,000.
Danny McNeil: We sell more than that weekly.
Edward Green: How much do you sell it for?
Danny McNeil: This retails in France for 130 FF – we sell it much cheaper – 90FF.
Edward Green: That's very impressive.
Danny McNeil: I work on higher volumes and I have to move products faster than any other retailer. That means I operate on smaller margins. And, I repeat, I expect the largest discounts in the industry. But over here, here's a product that failed. We made a mistake with this one. Of course, I didn't select this one myself. Right, you've seen how our operation works. You know what I`m after. Let's get down to business. Would you prefer to talk here or in my office?
Edward Green: The office is fine.
    Dialogue9. Negotiating Prices.
Danny McNeil: Before we begin, are you sure that you are in a position to conduct this negotiation?
Edward Green: Yes, I have the authority to negotiate with you.
Danny McNeil: Right. Let's get down to business.
Edward Green: Which of our product lines are you particularly interested in Mr. McNeil?
Danny McNeil: I could be interested in these ones that I have outlined here. But I want to hear what you say about discounts.
Edward Green: Let's talk specifically about Big Boss.
Danny McNeil: Let's be clear about one thing. I hope you realise that we must have a much larger discount than what's on the table now.
Edward Green: I think the discount problem can be resolved but you need to be more precise about numbers.
Danny McNeil: Fair enough. What kind of discount are you offering on ten thousand units?
Edward Green: On ten thousand units. Mr. McNeil, I can offer a discount of thirty percent. But I can't offer more ...
Danny McNeil: 30 per cent!
Edward Green: Just let me finish, 30 percent, but with a guarantee of delivery within two months.
Danny McNeil: Delivery must be within two months or I'm not interested. Now I'm offering you the chance to make a very large sale and you are turning it down because we're ...
Edward Green: Can I just come in here Mr. McNeil? I haven't turned anything down. I haven't said "no". I am just saying that on ten thousand units our discount terms are thirty percent.
Danny McNeil: But...
Edward Green: Please let me finish. Now if you commit to buy twenty thousand units then I could consider a larger discount.
Danny McNeil: How much larger?
Edward Green: If you commit to twenty thousand units then I can offer a thirty-five percent discount.
Danny McNeil: Thirty, thirty five percent. I'm getting tired of this. You are playing games. I am looking for a large discount and I hope that you're going to offer me one.
Edward Green: If you want a big discount then you must make the order a big one.
Let's talk about unit price rather than discount. Our standard unit price to the wholesaler is 23.5.

Danny McNeil: And I'm not interested in 23.5.

Edward Green: Yes, I know that Mr. McNeil. If you buy 40,000 units, then I can offer a unit price of 19.5. What will your mark-​up be on the Boss, 3, 3.5,4?

Danny McNeil: About that.

Edward Green: With those figures you're going to be very competitive.

Danny McNeil: 19.5 unit price?

Edward Green: If you buy 40,000 units; that represents a discount of...

Danny McNeil: I have a calculator too. I can see what the discount is. Offer me a unit price of 19.5 on 25,000 units and we can do business.

Edward Green: I can't do that. I'm sorry.

Danny McNeil: Let's break for a few minutes. I've got a few things I have to see to. I'll be a couple of minutes. Would you like a cup of coffee?

Edward Green: Yes, please.

Danny McNeil: Help yourself to the phone if you want to make a call.

Edward Green: Thanks.

                                ______________________

Don Bradley: Don Bradley.

Edward Green: Hi, Don. How's the meeting?

Don Bradley: It's finished. I'm on my way over. How's your meeting?

Edward Green: He's definitely interested. We're having a break.

Don Bradley: What's the situation?

Edward Green: It's becoming difficult; we're stuck on the size of the order for Big Boss. He wants a unit price of 19.5 on an order of 25.0C0.

Don Bradley: That sounds good to me.

Edward Green: I think we can push him further.

Don Bradley: Do you think so?

Edward Green: I think so ... I hope so.

Don Bradley: Be careful. He's a clever man. I've dealt with McNeil before. When he starts banging on the table, that's as far as you can go with him. Good luck!

Edward Green: So let's clarify the position so far. As far as Big Boss is concerned we have agreed on a unit price of 20 for 30,000, and I can't go below that price for an order of this size. Now let's look at terms of payment.

Danny McNeil: Ninety days.

Edward Green: I'm sorry Mr. McNeil, but that's completely unacceptable. Our standard policy on discounts of over thirty percent is payment within thirty days of delivery.

Danny McNeil: This is not a standard situation. I am making a very large order...

Edward Green: Can I just come in here, Mr. McNeil? I know you're making a large order but you are also getting an excellent product at a very large discount.

Danny McNeil: I can't believe that this is your final offer.

Edward Green: If you order 35,000 then I can authorise payment in 90 days.

Danny McNeil: We have already decided on quantity. This is my last offer: 30,000 at 60 days payment. Take it or leave it.

Edward Green: I think that offer will be acceptable. So all we have to do now is finalise the delivery arrangements.

Danny McNeil: Well, let's discuss the details tomorrow. Come in! Don, how are you?

Don Bradley: Hello Danny, Edward. I'm sorry I'm late.

Danny McNeil: You are late. I'd rather do business with you than this young man. What have you been feeding him?

Don Bradley: Oh, we don't feed him. We like to keep our staff hungry.

Dialogue10. Marketing.
Adam:   How about reducing the price by 15%?
Bill:   I`m afraid I can`t agree. Our products are already among the cheapest on the market.
Adam:   Why don`t we aim our products at young people only?

Bill:   That`s a great idea! I think we are focusing on too many segments of the market.

Adam:   I think we should license the whole product range. 

Bill:   Maybe, but bear in mind that the ~Made in Finland` label attracts a lot of customers.

Adam:   How do you feel about redesigning the packaging?

Bill:   Mm, good idea!  I think it looks rather boring, to be honest. 

Adam:   In my view, we should devise a new advertising campaign.

Bill:   I see what you mean, but surely you know how much we already spend on TV commercials.

Adam:  I suggest that we try and project a new image to appeal to different market segment.

Bill:   Yea, I`d go along with that. But what do we change? The logo? The taste?

Dialogue11. Hugh is describing his role as a marketing director of a holiday tour company. 
Susan: What do you actually do?

Hugh: Well, I carry responsibility for the marketing activities; it actually includes a product planning role and a brochure production role. There is then an advertising role, which covers TV advertising, market research, public relations (PR). 
Susan: So, you handle PR as well?

Hugh: Yes, yes. 
Susan: Oh, I see.

Hugh: So it's a department of about fifty people, and functionally, that's what

I do. Now, if you say, what I am responsible for, it is profit. 
Susan: Oh, really? You're in charge of the profit center? 
Hugh: Right. Well, there are two sides to the job. There is a budget, which covers advertising and cost of producing brochures, and that's the cost side. But each program has got a sales target in terms of number of holidays sold. So responsibility for achieving those targets is with me, or my department. 
Susan: Yes.

Hugh: So, it's more accurate to say, it's a sale and a load factor that are important, which means that you've got to fill a certain proportion of the seats on every flight, to the level that you actually cover your costs. 
Susan: Yeah.

Hugh: And that leads to profit. 
Susan: Yes.

Hugh: But I mean, clearly if the marketing department puts the wrong program on sale, and it doesn't sell, that is going to be a major influ​ence on the profit. Susan: Yes.

Hugh: Now, that profit responsibility is actually shared with three other, main-line directors who also control large areas of costs.

                                     __________________________

3. EXERCISES.

     Exercise1. Substitute the following definitions with the words below:

unlimited liability   legal entity  partnership limited liability   sole proprietorship 

1) non-incorporated business with unlimited liability owned by one person who may or may not have employees.

2) non-incorporated business formed by the association of two or more persons (but not more than twenty) who share risks and profits according to a partnership agreement.

3) party that may make contracts, carry out businesses, own property, employ people and is capable of suing and being sued for the breach of contract.

4) legal law according to which shareholders are responsible for the company's debt only to the amount unpaid on their shares.

5) legal law according to which owners are responsible for com​pany's debt to the full extent of their fortune.
Exercise2. Fill in the blanks with appropriate forms of business:
unlimited liability   legal entity  partnership limited liability   sole proprietorship 

1.  In
there are two or more joint owners of the business. Each of the partners is jointly, and personally, responsible for what is done by the firm. Capital availability is usually a little greater than in______, though most
are small, and often consist of members of the same family.

2. This category covers businesses which are owned and con​trolled by a single person, whether run by that person or by a hired manager. The owner being solely responsible for everything done by the business, and accountable only to himself, can make all the decisions, subject only to what is technically feasible and to market forces.
is common in most sectors of the UK economy, especially in retailing.

Exercise3. a) Fill in the necessary words from the list below:

remain   announce   contribute   explain    organize   select
To          All staff
 From Olivia Anderson

Subject  Staff  training

In order to keep our competitive edge, we at Free Horizons must continue to provide unique travel services and remain1 totally customer focused.

Our staff training programmes…..
2 a great deal to making us so dynamic and efficient.

I am very pleased to…..3 that we will be able to…..4 another training seminar in the autumn, on one of the following topics:

•      developing computer skills,

•      intermediate French, Spanish or Arabic,

•      customer service,

•      favourite holiday destinations: their geography and politics.

Please…..5 one topic, and…..6 in detail the reasons for your choice.

Replies by Thursday please.
b)  Write a reply (40 - 55 words) in which you:

 •      mention your favourite topic,
•      give reasons for your choice.
To           Olivia Anderson                           From

Subject

Exercise4. Read the passage below about Customer Relationship Management.

In most of the lines 1-9 there is one extra word which does not fit. Some lines, however, are correct. If a line is correct, put a tick on the appropriate line. If there is an extra word in the line, write that word in the space provided.

Many organisations talk about doing more business electronically, as implementing   1

cost-cutting measures and improving efficiency. Despite all this talk, some of             2

inspired business leaders have understood what the key to any business connection   3

is: people. Customers, of course, do they expect quality products and fair prices, but 4

this is not the whole story. They also expect to can deal with people who have a         5

positive attitude, who are enthusiastic about the business they are in, and who care     6

for them. A large part of the success of any company therefore will depends on the    7

 quality of customer services and CRM, the short for 'customer relationship                 8

management'. Companies have realized so that any transaction can potentially mark  9

the start of a lifelong relationship.

Exercise5. a) Choose the correct item from each pair to complete the letter:
schedule – date and time, I have pleasure in – I am pleased, we would be very

grateful – we are delighted, further information – full details, take advantage–

look forward to, we enclose – we could arrange.

                                                              ASTRA OFFICE SOLUTIONS

                                                              100 Alexandra Road, Birmingham

Ms Sandra Perkins

Purchasing Manager

United Freight Agencies 
13 Silver Road, Liverpool
Your ref.

Our ref. mn 543 12

                                                                                            14 October 2012
Dear Ms Perkins,

As Head of our Customer Service Department, I have pleasure in enclosing our latest catalogue, featuring our exciting new range of office equipment and furniture at the most competitive prices currently on the market.

……. if you could let us know which of our products would be of particular

interest to you. Once we have this information,
  an expert from our sales staff to visit your company m order to carry out a detailed needs analysis and produce a unique office solution for you, entirely free of charge.

Our expert would also give you……. of our special offers. At Astra Office

Solutions, we offer our regular customers more than just discounts. For  example, there is a two-month free trial period for all electrical equipment, including photocopiers, and much more.

If you would like to……. a visit from our expert, please inform us of a suitable……. .

We look forward to hearing from you.

Yours sincerely,
F.Sellimi
Sales Manager. 
b) Write a reply to Mr. Sellimi in which you:

 •  thank him for the catalogue

 •  describe what kind of office equipment /' furniture you are interested in

 •  accept his offer of a visit from an export с suggest a time and date for the visit.
Exercise6. Using the words in italics, rewrite the sentences so that they mean the same.

1. They are very unlikely to agree to a discount of over 5%. almost certainly 

They almost certainly won't agree to a discount of over 5%.

2. I think you'll win this contract, probably
You

3. Perhaps demand for more environment-friendly products will go up. could
Demand………………………………….
4. You probably won't get a refund if you've taken the engine apart, likely 
You……………………………………….
5. The deal will probably be signed before the end of the year, likely
 The deal……………………………………..
6. I don't think that our market share will increase, definitely 
Our market share……………………………
Exercise7. Read the passage below about unfair competition.
• In each line 1-9, there is one wrong word.
• For each line, underline the wrong word in the text, and write the correct

word in the space provided.

Every year, trade ministers from over 100 countries meet within a framework   1

of the WTO for discuss reform of world trade rules.                                            2

Critics argue that the organisation needs to do many more to make trade, fair    3

particularly in two areas. Firstly, rich members of the WTO must reducing        4

agricultural subsidies paid for their farmers, as this leads to surplus produce      5

being dumped onto poorer countries. In turn, this export dumping destroy the    6

 livelihoods of million of poor farmers. Secondly, the WTO must stop forcing   7

developing countries to open their markets complete, as those countries             8

obviously need to protect fragile industries in the face of unfairly competition.  9

Exercise8. a)  Match these sentences halves.
i) In addition , follow-up meetings with

ii) This report was commissioned

iii) The strategy was developed following

iv) The report was to be submitted

v) It describes a two-pronged strategy for

a) by Marsh 30, together with recommendations for action.

b) repositioning the two travel agencies recently acquired by Intex Inc.

c) a very detailed study.

d) by Mr Don Chapman, Chief Executive of Intex Inc.

e) all major stakeholders also contributed  to the concept.

b) Reorder the sentences in a) to make the introductory section of a report.

Exercise9. Match Speaker A's suggestions with an appropriate response from Speaker B.
Speaker A's suggestions:
1) How about reducing the price by 15%?

2) Why don't we aim our products at young people only?

3) I think we should license the whole product range.

4) How do you feel about redesigning the packaging?

5) In my view, we should devise a new advertising campaign.

6) I suggest that we try and project a new image to appeal to a different market segment.

Speaker B's responses:
a) I see what you mean, but surely you know how much we already spend on TV commercials.

b) I'm afraid I can't agree. Our products are already among the cheapest on the market.

c) That's a great idea! I think we are focusing on too many segments of the market.

d) Yes, I'd go along with that. But what do we change? The logo? The taste?

e)  Maybe, but bear in mind that the 'Made in Finland' label attracts a lot of customers.

     f)  Mm, good idea. I think it looks rather boring, to be honest.
Exercise10. Below are the introductions to two different presentations, one quite formal, the other informal. Complete them with the items from below:
And we`ll finish with; everyone; finally we`ll look at; First of all, we`ll analyze; I`ll kick off with; I`ve divided my presentation into; ladies and gentlemen; My talk`s in; Secondly; Thank you; Thanks; Then. 
Formal presentation: 

Good morning, ladies and gentlemen. On behalf of Elgora International, I'd like to welcome you all. Let me introduce myself. My name's Sarah Evans, and I've been managing Elgora's department of international economic relations for the past six years.


………….2 for giving me the opportunity to talk to you today. The theme of my presentation is a comparison of the changes in consumer prices in the European Union and the United States from 1999 till today.

      ………….3three parts………….4 the pattern of price inflation in the various countries under scrutiny.

       ………….5, we'll study the main factors responsible for the rise and fall of inflation in the two regions………….6
the forecast for the next two years.
Informal presentation: 

     Hello, ………….7 I'm RickVandermeer.


………….8 for this opportunity to talk to you about our new products.


………….9 three parts.
 ………….10 the findings of the market research that led to the development of our new educational computer games…………..11 we'll move on to a demo, so that you'll all have a chance to have a go.

………….12your feedback and your ideas and suggestions for our forthcoming

advertising campaign.

Exercise11. Whatever the topic or the style of your presentation, you should always put your audience first. Match the items below to discover some useful tips about how you can do that.

1)  Be genuinely interested                   a)  to process the information.

2)  Maintain                                                 b)  is appropriate in the host culture

3)  Avoid                                                     c)  if you know them
4)  Use individuals’ names                        d)  in your audience as people

5)  Ask various kinds of                             e)  a good-natured attitude
6)  Give your audience time                  f)  sounding or looking superior
7)  Use as much eye-contact as            g) questions during the presentation.


1 – d ), 2 – 

Exercise12.  Insurance. The words on the right have their letters in the wrong order. Rearrange the letters so that they are in the correct order. The first has been done for you, and the first letter of each word is given. 
1. The details of an agreement with an insurance company shown in a written insurance policy. 



lyopci


2. Insurance arrangements are made through b…… . 

ksborre
3. Professionals, like those in 2, are usually able to obtain the best insurance r…..
 .
saert

4. An all r….. policy specifies the hazards that are covered by that policy.

isksr
5. A loss by one shipper, but which is shared by all the shippers with cargoes on the same carrying vessel, is the general a….. .
gaevrae
6. A partial loss of a consignment, which may not affect other consignments on the same carrying vessel, is a p….. average.

auipratclr
7. A policy with a s….. risks clause covers the goods against theft, short delivery, breakage and leakage, other forms of damage and so on.

liapsec

8. Regular shippers may often take out a f….. insurance policy, which gives automatic cover for a fixed value of shipments, depending on the previous year's values, if the insurance company is told when each shipment is made.
ilatfogn
9. A flexible type of insurance, for twelve months and at agreed rates, is o….. cover.

Poen
10. Ships' cargoes are covered by m….. policies.

rmenai

Exercise13.  Finance. Fill in the missing word(s) in each of the following sentences. Choose from the alternatives beneath each sentence. The first has been done for you.
1. The Board of Directors is responsible for deciding on and controlling the strategy of a corporation or company.

a Workers   b Directors    c Control
2. Small businesses depend on investors providing ….. capital.


a venture   b individual   c cooperative 
3. Investors are influenced by the projected ….. on their capital.

a market   b return   c rate

4. The capital needed to run a business is provided by….. .


a gain   b risk   c investment
5. Rent and rates, which do not change as turnover volume changes, make up the ….. costs of a company.

a fixed   b contribution   c variable

6. Materials and direct labour costs, which change as turnover volume changes, make up the ….. costs of a company.

a  fixed   b contribution   c variable

7. Every company must watch its ….. carefully if it is to avoid bankruptcy.
a market managers    b cash flow     c production lines
8. The ….. account shows whether the company is profitable or not.

a profit and lose    b volume    c shareholders

9. Banks require ….. to guarantee a loan.

a accounts    b shares    c securities

10. Insurance companies may use ….. to negotiate the amount of insurance to be paid.

a claim forms    b tariff companies    c insurance adjusters

11. The Stock Exchange deals with the purchase and sale of …..


a stocks and shares   b bulls and bears    c statements and invoices
12. An individual or a company buying a block of shares in another company to give itself a majority shareholding is making a ….. .

a management buyout    b takeover bid    c dawn raid

Exercise14. Choose the best answer:
1. To handle something is:

a) to be involved with;

b) to take care of;

c) to manage or direct;

d) to deal with.

2. A sales target is:

a) a number of sales necessary to make a profit;

b) the number of sales that a firm expect to make;

c) a number of sales achieved by a firm in a particular period;

d) the maximum number of sales possible in a particular period.

3. A product line is:

a) a factors' system in which products are put together while being carried slowly along the belt;

b) a factory system in which products are put together by computer – driven robots;

c) a group of goods or services offered by a company;

d) a particular service or type of goods offered for sale by a company.

4. A profit center is:

a) a department of a company that tries to find ways of increasing the company's profits;

b) a department of a company whose objective is to make profits;

c) the most profitable of all the activities of a company;

d) income received by a company after its costs have been earned back from sales.

5. Advertising is:

a) the practice for creating a good image for a firm;

b) the practice of creating good relations between a firm and membe of the public;

c) a public notice or short film to let people know about product or firm;

d) the practicc of creating and showing public notices and short fil about products or firms.

6. A programme is:

a) a machine that processes information and does calculations;
b) a group of related plans, activities or products;

c) a sum of money set aside for a particular purpose;

d) a notice or short film about a firm or one of its products.

7. To say something accurate is to say something more:

a) clever;

b) informative;

c) true;

d) interesting.

8. A costing is:

a) the money actually spent on a product;

b) the money calculated as needed when planning a product;

c) a statement of the price that will be charged for a job;

d) a demand for payment of the agreed price for a job.

9. To overprice a product is:

a) to raise the price;

b) to charge too much;

c) to sell so much that demand exceeds supply;

d) to sell so little that supply exceeds demand.

Exercise 15. Choose the best alternative to complete each sentence.
1. If a company needs to raise a lot of money, it may … shares.

a) put up;  b) issue;   c) supply;  d) purchase.

2. Pension … play an important role in the stock market.

a) companies;   b) trusts;   c) societies;  d) funds.

3. As an ordinary shareholder, you are … to vote at the meeting.

a) entitled;   b) titled;   c) nominated;   d) persuaded.

4. The share … which is made up of a cross-section of shares, reflects the general activity of the market.

a) indication;   b) index;   c) measure;  d) indicator.

5. A … is someone who buys shares, expecting the market to rise.

a) bear;   b) bull;   c) dog;
d) stag.

6. A … is a speculator who expects share prices to fall.

a) bear;   b) bull;   c) dog;
d) stag.

7. A … is a person who buys new issues of shares hoping to sell them quickly at a profit.

a) bear;   b) bull;   c) dog;
d) stag.

8. I've put part of the money into an instant … account.

a) access;   b) excess;   c) exit;   d) entrance.

9. Bonds issued by the government are often known as … .

a) golds;   b) gilts;    c) gilts,   d) debits.

10. What kind of … can I expect on my investment?

a) reward;   b) prize;   c) surplus;   d) return.

11. You should have as diversified a … of shares as possible.

a) case;   b) file;   c) portfolio;   d) folder.

12. In real … the $ I,000 you invested would be worth $5,000 today.

 a) words;   b) facts;   c) factors;   d) terms.

13. The higher the risk you …, the more money you could make.

a) take;   b) do;
 c) make;
d) invest.

14. The market has been extremely … over the past few years.

a) volatile;   b) wavering;   c) shocking;   d) moving.

Cheek your answers:

1 b). 2. d), 3. a), 4. b), 5. b). 6. a). 7. d), 8. a), 9. c). 10. d). 11. c), 12. d). 13. a), 14. a).

Exercise 16. Choose the best alternative to complete each sentence.
1. You must keep staff ... especially when things get difficult.

a) generated; b) motivated; c) frustrated;) electrified.

2. Weigh up the … of each alternative before deciding.

a) checks and balances; b) assets, c) pros and cons; d) profits.

3. A good manager must be able to handle … situations.

a) sensible; b) impressive; c) touching; d) touchy.

4. He decided to let things …, so he dropped the subject until later.

a) freeze;  b) ice over,   c) cool down;  d) flare up.

5. She … creating a better atmosphere amongst the staff.

a) set about;  b) set off;  c) set out; d) set down.

6. We need to have … arrangements in case things don't work out.

a) container; h) contingency; c) consolidated; d) consecutive.

7. Ina meeting you must stop people talking at … purposes.

a) opposite;   b) angry;   c) cross;   d) opposing. 

8. Why doesn't he stick to the point? He's always going off … .

a) at an angle; b) at a tangent; c) by the way, d) on the side.

9. It’s always difficult when a team is working … a deadline.

a) in;   b)at;   c)to;   d) opposite.

10. Try to ensure that each employee's … is not too great.

a) workload; b) working practice; c) work-to-rule, d) working party.

11. Those who can't manage their time efficiently always have high stress … .

a) grades;  b) standards;  c) performances;  d) levels.

12. The more responsibilities she … the more mistakes she made.

a) took off;  b) took on;  c) took down;  d) took out.

13. I hope the project continues to run as … as it has so far.

a) calmly;  b) confidently;  c) smoothly;  d) wisely.

14. After … many unforeseen obstacles they just managed to meet their deadline.

a) overtaking;  b) overcoming;  c) overwhelming; d) overriding.

15. What can we do to improve
 … in this department?

a) morale;  b) mortality;  c) moral;  d) temperament.

 Check your answers:

I. b), 2. c), 3. d). 4. c). 5. a). 6 b). 7. c). 8. b). 9. c), 10. a). 11. d). 12. b), 13. c). 14. b). 15. a).

Exercise 17. Choose the best alternative to complete the sentence.
1. It's up to the accountant to … the various financial statements.
a) interpret; b) intercept; c) invent; d) translate.
2. The bookkeeper keeps a record of every financial ….
a) action;  b) transaction;  c) entry;  d) transcription.
3. It's essential to … the invoice number in any correspondence.
a) estimate;   b) quote;   c) say;   d) tell.
4. The … of the invoice goes to the customer, another copy goes to Sales, and we keep still another one here in Accounts.
a) photocopy;  b) issue;  c) top copy; d) account.
5. We're in … with our supplier over this invoice so don't pay it until you hear from me.
a) argument; b) dispute; c) agreement; d) distress.
6. We send a … to customers who haven't settled their accounts. 
a) reminder; b) remainder; c) remembrance; d) memory.
7. If these figures could be … into parts and labour it would make them easier to understand.
a) set up; b) broken down; c) rounded up; d) laid down.
8. This company has a weekly … of about £ 100,000.
a) pay;   b) payroll;    c) salary;   d) wage.
9. Buying that new machinery has seriously … our reserves.
a) depreciated; b) depleted; c) depressed; d) deprived.
10. By examining the balance
 … and other documents we were able to find out that the company was not doing as well as they claimed.

a) slip;   b) ledger;   c) account;   d) sheet.
11. Surely we can set some of these expenses … tax.
a) against;
b) for;
c) on;
d) from.
12. The rent for the office is already 3 months … !
a) overtime; b) in the red; c) in demand; d) overdue.
13. Due to the economic climate we have had to … more bad debts this year than ever before.
a) tell off; b) write off; c) find out; d) note down.
14. Do they have enough working … to keep trading?
a) capital; b) expenses; c) accounts; d) currency.
15. Such items as buildings and machinery are known as … assets.

 a) current;  b) hidden;  c) fixed;  d) liquid.
Check your answers:
1. a), 2. b), 3. b), 4. c), 5. b), 6. a), 7. b), 8. b), 9. b), 10. d), 11. a), 12. d), 13. b), 14. a), 15. c).
Exercise18. Fill the gaps in these sentences, using the words from the list:

Creative process, design, distribution, end-users, first, hire purchase, image, labels, mail order, need, opportunities, outlets, patterns, place, posters, price, product, production-oriented, profitably, promotion, range, rival, satisfy,strengths, threats, weaknesses

1. What is marketing? Marketing is the ... of satisfying customer needs ... .
2. What is the 'marketing mix'? It consists of the four P's: providing the customer with the right P ..., at the right P ..., presented in the most attractive way (P ...) and available in the easiest way (P ...).
3. What is a 'product'? A product is not just an assembled set of com​ponents: it is something customers buy to ... a ... they feel they have. The ... and the ... of the product are as important as its specification.
4. What is 'price'? The product must be priced so that it competes effectively with ... products in the same market.
5. What is 'promotion'? The product is presented to customers through advertising (TV commercials, ... , etc.), packaging (design, ..., etc.), publicity, P.R. and personal selling.
6. What is 'place'? Your product must be available to customers through the most cost-effective channels of... . A consumer product must be offered to ... in suitable retail or available on ... or by ... .
7. What is meant by S.W.O.T.? A firm should be aware of its S ... and W ... and the O ... and T ... it faces in the market place.

8. Why are firms becoming more customer-oriented and less ...? Because new products must be created to meet the changing ... of customers' needs – a firm can't rely on the success of its existing ... of products. The customer and his or her needs must come ...!

 Exercise 19. 
a) Hugh is describing his role as a marketing director of a holiday tour company: 
Susan: What do you actually do?

Hugh: Well, I carry responsibility for the marketing activities; it actually includes a product planning role and a brochure production role. There is then an advertising role, which covers TV advertising, market research, public relations (PR). 
Susan: So, you handle PR as well?

Hugh: Yes, yes. 
Susan: Oh, I see.

Hugh: So it's a department of about fifty people, and functionally, that's what

I do. Now, if you say, what I am responsible for, it is profit. 
Susan: Oh, really? You're in charge of the profit center? 
Hugh: Right. Well, there are two sides to the job. There is a budget, which covers advertising and cost of producing brochures, and that's the cost side. But each program has got a sales target in terms of number of holidays sold. So responsibility for achieving those targets is with me, or my department. 
Susan: Yes.

Hugh: So, it's more accurate to say, it's a sale and a load factor that are important, which means that you've got to fill a certain proportion of the seats on every flight, to the level that you actually cover your costs. 
Susan: Yeah.

Hugh: And that leads to profit. 
Susan: Yes.

Hugh: But I mean, clearly if the marketing department puts the wrong program on sale, and it doesn't sell, that is going to be a major influ​ence on the profit. 
Susan: Yes.

Hugh: Now, that profit responsibility is actually shared with three other, main-line directors who also control large areas of costs.
b) Here is a list of responsibilities of a marketing director. Tick (v) those he is responsible for and cross (x) the others.
Marketing, product planning, computer systems design, brochure production, accounting, advertising, education and training, market research, public relation, reaching sales targets. 
c) Read the conversation again. Note, which of the following statements is true (T) or false (F). 

1. There are three main roles in Hugh's responsibility for marketing activities.

      2. Hugh's main responsibilities are for TV advertising, market research and public relations.
      3. Susan is surprised that Hugh has responsibility for a profit center.

4. Reaching sales targets is part of Hugh's profit responsibility.

5. "A load factor" means, that a company must operate a minimum number of flights in order to make a profit.

6. The marketing department has put the wrong programme on sale it is not selling because it is overpriced.

7. The two sides of Hugh's job, that is controlling a cost center and controlling a profit center, are of equal importance.

8. There are three main-lines directors of the company.
d) Ken has written an article for a trade newspaper based on his interview with Hugh. Here is a part of it. Fill in the missing words.
Hugh Large is one of the most successful directors in the Holiday-industry today. As Marketing Director of Peterson Holidays, he is….. for …..Peterson, the holidays which thousands of people enjoy every year.

Among his responsibilities is
….., ensuring both that there is ….. for new products that all the company's products are marketed ….. .

        His marketing ….. includes ….., using both TV and newspapers, and …..:

 he has to explain the company's policies activities to the public and sometimes its problems.

He is one of four  ….. who decide the ….. each year, which covers the cost of advertising and of producing the ….. that describe the holidays, as well as cost of holidays themselves. But his main responsibility is not just controlling a ….. but ensuring that ….. are met and that the company makes a ….. .

He has had a ….. on the impressively consistent profitability of a Peterson over the past five years.

                                          ________________________________
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