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BCTYII

VY Hamr yac CTaBUTHCS 3aBIaHHS HE TUIBKH OBOJIOJITH HABUYKAMH Ta BMIHHSIMH
CHIJIKyBaHHS 1HO3EMHOIO MOBOIO, aje W HaOyTW cCHeriadbHUX 3HaHb 3a (axom.
Ockinbku  HaByanbHa aucuumuiiHa — «[IpodeciitHo-opieHTOBaHUI  MPAKTUKYM
1HO3EMHOIO MOBOIO» 32 CBOEIO METOIO € IHTETPATUBHOIO, a 33 MPEAMETHUM 3MICTOM —
MDKIUCITUTIIIHAPHOIO, BOHA MAa€ CIPHUATH PO3IIMPEHHIO OCBITHBOTO KPYT030pY
CTYJICHTIB, colliaii3ailii 0cCOOMCTOCTI MalOyTHIX (DaxiBIliB, MIATOTOBII iX 10 JKUTTS B
yMOBax 0araTOHAIIOHAILHOTO Ta MOJIKYJIBTYPHOTO CBITY.

MeToauuHi peKOMEHIAIT 10 MPAKTHYHUX 3aHATH 3 aucuuiutiau «lIpodeciitHo-
OpIEHTOBAHUH MPAKTUKYM 1HO3EMHOIO MOBOIO» PO3pO0JICHI aBTOpaMH BiAMOBIIHO JI0
po6ouoi mporpamu auctuiuiinu «lIpodeciitHo-opieHTOBaHMI MPAKTUKYM 1HO3EMHOIO
MOBOIO».

Kypc «IIpodeciiiHo-Opi€eHTOBaHUN MPAKTUKYM 1HO3EMHOIO MOBOIO» HAJICKHUTH
710 IIUKJTY HOPMATUBHUX JTUCIMIUTIH TPOQECIHHOI Ta MPaKTUYHOT MIArOTOBKUA. MeTo10
oro BukIagaHHS € GOpMyBaHHS MPOQPECIHHO-OPIEHTOBAHOI KOMYHIKATHBHOI
KOMITETEHIIlI JJisi 3a0e3nedeHHs] eQEeKTUBHOTO 3aCTOCYBAaHHS, CHUIKYBaHHS B
aKkaJeMiyHoMy, TmpodeciiHOMy, HAyKOBOMY, a TaKOX y MOOyTOBOMY,
COIIIOKYJIETYPHOMY Ta 1HIIUX CEPEIOBUIIAX.

Kypc «IIpodeciiiHo-Opi€eHTOBaHUN MPAKTUKYM 1HO3EMHOIO MOBOIO» 0a3yeThCs
Ha 3HAHHSX TaKUX IUCIHIUIIH, K «MapkeTuHr», «MapKEeTHHTOBI TOCIIKEHHS,
«YmupasiniHHs OpeHaamMmny, «lHo3eMHa MOBay.

OcHoBHMMU 3aBIaHHSIMHU BUBYeHHs muctuiuiind «IIpodeciitHo-opieHTOBaHMIA
MPAKTUKYM 1HO3EMHOIO MOBOIOY €:

— MPAKTUYHE OBOJIOIIHHSA TEPMIHOJIOTTYHOIO Ta 3arajJbHOMOBHOIO JICKCUKOIO;

— HaOyTTS HaBUYOK YUTAHHS, YCHOTO 1 MUCbMOBOTO MEPEKIIATy OPHUTIHAIBHUX
TEKCTIB IPO(]ECIITHOTO CIpsSMYBaHHS;

— HaOyTTS yMIHHS BeCTH O€Cily y MeXaX BUBUYCHOI TEMATHKH;

— HaOyTTs yMIiHHS MPOBOJAWTH HAYKOBE JOCIIKEHHS 3 BHKOPUCTAHHSIM JHKEpPel
1HO3EMHOIO0 MOBOIO.

VY pesynbrari BuBueHHs auctuiuiinu «lIpodeciitHo-opieHTOBaHM MPAKTHKYM
1HO3EMHOIO0 MOBOIO» CTYJEHTH TOBUHHI

3namu:

— cdepr KOMYHIKaTUBHOI JISIHOCTI, TEMHU, CUTYaIlil Ta MOBHHMI Martepiaj, 1o
BpPaxOBYIOTh MPOodeciiiHy CIPSIMOBaHICTh HABYAHHS CTY/ICHTIB;

— MOBHUH Matepian (poHeTUYHUH, TeKCUYHUH, TpaMaTUuyHui, opdorpadiunuii),
MpaBuiIa KOro 3aCTOCYBAHHS.

Ymimu:

—  aHami3yBaTd poOOYl CHUTYyallll aHTJIMCHKOI0 MOBOK Ta OOMIHIOBATHCS
JIOCBiIOM  3a  TpoeciiHUM  CIpSIMyBaHHSM,  OOTrOBOPIOBATH  MPOOJIEMH
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3araJbHOHAYKOBOI'O Ta MNpO(eciHHO-OPIEHTOBAHOIO XapaKTepy, II0 Ma€ Ha MeETI
JOCATHEHHS B3a€MOPO3yMIHHS;

— pedepyBaTH HAyKOBI aHTJIOMOBHI TEKCTH y cdepi MapKEeTHHTY, aHOTaIlll J0
TE3 JIOTOBIJIEH 1 HAYKOBUX CTaTeH;

— BECTH YCHE Ta MHUCHMOBE [1J0BE JIMCTYBaHHS, BUKOPHUCTOBYIOUM (POHOBI
KyJbTYPOJIOTIYHI Ta KpaiHO3HABUl 3HAHHA, CKJAJaTH B IMHUCHMOBIA (opMi 3BITH,
KOHTPaKTH, JJUCTH Ta IHIII JiJO0BI Manepu;

— chnpuiiMaTH Ta NepeKyIaaTH MOBIJOMICHHS 1HO36MHOIO MOBOIO.

— TepeKJaZaTh 3 aHIJINCHKOI Ta Ha aHINIMCbKY MOBY IEpEroBOpH, Hapaju,
J1IOBI 3yCTpiyl Ta BUCTYIH 3 BUKOPUCTAHHAM (YHKI[IOHAIBHOI JIEKCUKH 3a (Paxom;

— TepeKJIaaTh TEKCTU y MUCHMOBIN (HOpMi, BUKOPUCTOBYIOUH TEPMIHOJIOTIUHI
JBOMOBHI CJIOBHUKH, €JIEKTPOHHI CIIOBHUKHU.

[IponioHOBaHE aBTOpaMHM BUJAHHS CHPUATHME palllOHAIBHIN opraHizarii
CaMOIIiITOTOBKY CTYJEHTIB 10 MPAaKTUYHUX 3aHATb.



3MICTOBHUH MOAYJIb 1. PROFESSIONAL TERMINOLOGY

TEMA 1. HAYKOBA TA TIPO®ECIVMHA (PAXOBA) TEPMIHOJIOT'IS
IHO3EMHOIO MOBOIO Y C®OEPI MAPKETHUHI'Y

Ocob6mmBOCTI HaykoBOi Ta MpodeciitHoi TepmiHoorii yihepi MapKeTHHTY Ta
TPyAHOIII Tepekaaxy. Mixraigy3eBa Ta BHYTPIIIHBOTATy3€Ba OMOHIMISL TEPMIHIB.
[lepexnan HOBITHIX aBTOPCHKUX TEPMiHIB Ta CKOpOUEHb (abpeBiaTyp).

CydacHi crerjani3oBaHi CIOBHHKH 3 pPI3HUX Taly3edl HayKd 1 TEXHIKH.
CreriasrizoBaHi mporpamHi npoayKTH i nepexiany (Lingvo, Promt, [Tnaii Tomio).
EnextponHi 3acobu mepexnany y pexumi on-line (manpukinaza, on-line mepeknamay
Google). IIporpamue 3abe3neueHHs s aBTOMATHYHOTO Tepekiany. PemaryBaHHs
aBTOMATUYHOTO MEPEKIATy.

UNIT 1.1. MARKETING

marketing mix advertising campaign transmit

customer publicity interrelate

consumer satisfy average

objective charge target

target market price satisfying, satisfactory

marketing strategy determine advertising

market research identify placement

pricing distinguish channel of distribution

option take place wholesaler

competitor communicate retailer

price leader persuade promotion
3ABJIAHHA 10 TEKCTIB

1. ITpouwnraiite TekcTH. CKIaaiTh CJIOBHUK TepMiHiB (20 JISKCHYHUX OJMHHUIIB).
2. BukoHaliTe niepekiiag TEKCTiB (AaBTOMaTHYHHH MepeKya Bigpeaarynre).
3. O6roBopiTh MpounTaHi TekcTu B rpymi. ChopMyItoiTe 5 MUTaHb 10 TEKCTY.

TEXT A

In modern terms, marketing is defined as the movement of goods and services
from manufacturer to consumer in order to satisfy the customer and to achieve the
company's objectives. It can be considered as dynamic field that involves a wide
variety of activities.

The ABC of marketing is the so-called marketing mix. It includes the four P's:
product, price, placement, and promotion.

Product (service) is often connected with development of a new product
or service, searching the potential markets, and, finally, introduction it to the
market. Target market selection is the most important Ex. for any firm. A target
market is a group of individuals who will probably buy the product. That involves the
development of a marketing strategy. A successful marketing mix depends on the
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knowledge about consumers and their buying habits, gained through market research
as well as correct identification of the target market.

Price is the most changeable element of all the four P's. Its definition is
exchange of something of value for something else. There are three pricing options
the company may take: above, with or below the prices its competitor are charging.
For example, if the average price for blue jeans is S 50, a company that charges $ 50,
has priced with the market, a company that charges $ 47 has priced below the
market, and a company that charged $ 53 has priced above the market. Most
companies price with the market, selling their goods and services for average
prices established by major producers in the industry known as price leaders.

Placement involves getting the product or service to the customer. This takes
place through the channels of distribution. A common channel of distribution
is:Manufacturer -> wholesaler -> retailer -> customer.

Promotion includes all kinds of communication with individuals, groups,
or organizations to directly or indirectly facilitate exchange by informing and
persuading them to accept an organization product or service. There are two
major ways promotion occurs: through personal selling, as in a store; and through
advertising, as in a newspaper. One should distinguish advertising campaign which
can be developed by personnel within the firm or in conjunction with advertising
agencies,and publicity, that is the means of communication transmitted through a
mass media at no charge.

All marketing activities must be oriented toward creating and sustaining
satisfying exchanges. Both the buyer and the seller must be satisfied. The first
should be satisfied with goods, services or ideas obtained in the exchange. The
seller should receive something of value, usually financial reward. All marketing
variables are highly interrelated.

Marketing helps companies generate profit, the lifeblood of economy.

About half of each consumer dollar is spent on marketing activities.

A FEW RELEVANT TERMS ON MARKETING

» Market:Normally people understand the term market as a place where goods
are bought and sold. But, in the context of Marketing, it refers to a group of buyers
for a particular product or service. For example, the market for Accountancy
textbooks consists of students in Commerce and specialised Accountancy
Programmes; the market for ladies readymade garments consists of girls and women,
and so on.

Types of Market

According to Area According to Goods According to  Volume
of and Commodities
transaction

 Local Market * Fruit Market * Wholesale Market

* Regional Market * Furniture Market * Retail Market

» Rural Market  Stock Market; so on

» National Market

* International Market




» Marketeer:It refers to the person who organises the various marketing activities

such as market research, product planning, pricing, distribution etc.

* Seller: It refers to a person or organisation who is directly involved in the process of
exchange of goods and services for money . This includes the wholesaler , retailer ,
etc.

* Buyer:A buyer is one who is directly involved in the process of purchase of
goods and services. He/she is one who selects the goods, makes payment and takes
the delivery .

» Consumer:One who actually uses the product or service. For example, you
bought a shirt and gifted it to your friend who uses it. Here your friend is the
consumer and you are a buyer . However , a consumer can also be the buyer .

* Customer:A customer usually refers to the person who takes the buying
decision. For example, in a family , father decides on the brand of the toothpaste to be
used by his children. Here, the children are the consumers and the father is the
customer . A customer can also be the consumer . Similarly , the buyer may be dif
ferent from the customer or one can be the customer as well as the buyer .

* Virtual Market:With advancement of technology , the buyer and sellers can,
now-a-days, interact with each other by using Internet. This is called virtual market.

Marketing is important to the business, consumer as well as the society. This is
evident from the following points.

(a) Marketing helps business to keep pace with the changing tastes, fashions,
preferences of the customers. It works out primarily because ascertaining consumer
needs and wants is a regular phenomenon and improvement in existing products and
introduction of new product keeps on taking place. Marketing thus, contributes to
providing better products and services to the consumers and improve their standard of
living.

(b) Marketing helps in making products available at all places and throughout
the year. We are able to get Kashmir shawls and Assam Tea all over India and get
seasonal fruits like apple and oranges round the year due to proper warehousing or
proper packaging. Thus, marketing creates time and place utilities.

(c) Marketing plays an important role in the development of the economy . V
arious functions and sub-functions of marketing like advertising, personal selling,
packaging, transportation, etc. generate employment for a large number of people,
and accelerate growth of business.

(d) Marketing helps the business in increasing its sales volume, generating
revenue and ensuring its success in the long run.

(e) Marketing also helps the business in meeting competition most effectively

TEXT B.
CONCEPTS OF MARKETING
According to the traditional concept, marketing means selling goods and
services that have been produced. Thus, all those activities which are concerned with
persuasion andsale of goods and services, are called marketing. This concept of
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marketing emphasiseson promotion and sale of goods and services and little attention
Is paid to consumersatisfaction. This concept has the following implications:

(a) The main focus of this concept is on product, i.e., we have a product and it
has to besold. So, we have to persuade the consumers to buy our product.

(b) All efforts of the marketing people are concentrated on selling the product.
They adopt all means like personal selling and sales promotion to boost the sales.

(c) The ultimate goal of all marketing activity is to earn profit through
maximisation of sales.

The modern concept of marketing considers the consumers’ wants and needs
as the guidingspirit and focuses on the delivery of such goods and services that can
satisfy those needsmost effectively . Thus, marketing starts with identifying
consumer needs, then plan theproduction of goods and services accordingly to
provide him the maximum satisfaction. In other words, the products and services are
planned according to the needs of the customersrather than according to the
availability of materials and machinery . Not only that, all activities (manufacturing,
research and development, quality control, distribution, selling etc.) are directed to
satisfy the consumers. Thus, the main implications of the modern concepts are:

(a) The focus of this concept is on customer orientation. The marketing
activity starts with an assessment of the customers needs and plan the production of
items that satisfy these needs most effectively . This also applies to all other
marketing activities like pricing, packaging, distribution and sales promotion.

(b) AIll marketing activities like product planning, pricing, packaging,
distribution and sales promotion are combined into one as coordinated marketing
efforts. This is called integrating marketing. It implies:

(i) developing a product that can satisfy the needs of the consumers;

(i) taking promotional measures so that consumers come to know about the
products, its features, quality , availability etc.;

(i11) pricing the product keeping in mind the target consumers’ purchasing
power and willingness to pay;

(iv) packaging and grading the product to make it more attractive and
undertaking sales promotion measures to motivate consumers to buy the product; and

(v) taking various other measures (e.g., after sales service) to satisfy the
consumers’ needs.

(c) The main aim of all effort is to earn profit through maximisation of
customer satisfaction.

This implies that, if the customers are satisfied, they will continue to buy , and
many new customers will be added. This will lead to increased sales and so also the
profits.

It may be noted that with growing awareness of the social relevance of
business, marketing has to take into account the social needs and ensure that while
enhancing consumer satisfaction, it also aims at society’ s long-term interest.

The terms ‘marketing” and ‘selling’ are related but not synonymous.
‘Marketing’ as stated earlier , emphasises on earning profits through customer
satisfaction. In marketing, the focus is on the consumer’ s needs and their
satisfaction. ‘Selling’ on the other hand focuses on product and emphasises on selling
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what has been produced. In fact it is a small part of the wide process of marketing
wherein emphasis is initially on promotion of goods and services and eventually on
increase in sales volume.

Marketing has long term perspective of winning over consumer loyalty to the
product by providing him maximum satisfaction. However , selling has short-term
prospective of only increasing the sales volume.

In marketing, the consumer is the on king whose needs must be satisfied. In
selling, the product is supreme and the entire focus is its sale. Marketing starts before
production and continues even after the exchange of goods and services has taken
place. It is so because provision of after sale service is an important component of
marketing process. Selling starts after the production and ends as soon as the
exchange of goods and services has taken place.

Marketing Selling

Marketing includes selling and other | Selling is confined to persuasion of
activities consumers to buy firm’s goods and
like various promotional measures, services.

marketing research, after sales service, etc.

It starts with research on consumer needs, Selling starts after the production
wants, preference, likes, dislike etc., and process

continues even after the sales have taken is over and ends with the handing
place. over

the money to the seller by the buyer .

Focus is on earning profit through

Focus is on earning profit through maximisation of sales.

maximisation of customers’ satisfaction. Fragmented approach to achieve
short-term gain.

Customer’ s need is the central point around | All activities revolve around the
product

whom all marketing activities revolve. that has been produced.

It is an integrated approach to achieve long Stresses on needs of the seller .

term goals like creating, maintaining and

retaining the customers.

Stresses on needs of buyer .

TEXT C.

OBJECTIVES AND FUNCTIONS PERFORMED IN MARKETING

After knowing the points of importance of marketing let us discuss on the basic
objectives of marketing.

(a) Provide satisfaction to customers

All marketing activities are directed towards customer satisfaction. Marketing
starts with ascertaining consumer needs and produce goods that satisfy those needs
most effectively . Not only that the pricing and distribution functions of marketing
are also planned accordingly .
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(b) Increase in demand

Through advertising and other sales promotional efforts, marketing aims at
creating additional demand for their products. Satisfied customers also help in
creating new customers. For example, if you buy a ‘gel pen’ and feel satisfied, next
time also you will buy the same pen and obviously when you tell others about it they
will also feel like giving itatry .

(c) Provide better quality product to the customers

This is a basic objective of marketing. The business houses try to update and
upgrade their knowledge and technology to continuously provide better products. If
they do not do so, they will be phased out through competition.

(d) Create goodwill for the organisation

Another objective of marketing is to build a good public image and create
goodwill for the organisation. This helps in maintaining loyalty to the product and
accepting new products of the same company .

(e) Generate profitable sales volume

The ultimate objective of all marketing efforts is to generate profitable sales
volumes for the business. T aking care of customer needs and wants by providing the
required goods and services at prices they can afford, and at places and timing that
are convenient to them ultimately lead to increased sales and profits.

Functions performed in marketing

1. Marketing Research

Marketing research involves collection and analysis of facts relevant to various
aspects of marketing. It is a process of collecting and analysing information regarding
customer needs and buying habits, the nature of competition in the market, prevailing
prices, distribution network, effectiveness of advertising media, etc. Marketing
research gathers, records and analyses facts for arriving at rational decisions and
developing suitable marketing strategies.

2. Product Planning and Development

As you know marketing starts much before the actual production. The
marketeers gather information regarding what are the needs of the consumers and
then decide upon what to produce. So, the Ex. of marketing begins with planning and
designing a product for the consumers. It can also be done while modifying and
improving an already existing product. For example, now-a-days we find much better
soaps and detergent powders than we used to get earlier . Similarly , we have many
new products introduced almost on a regular basis.

3. Buying and Assembling

Buying and assembling activities as a part of marketing refer to buying and
collection of required goods for resale. This function of marketing is primarily
relevant to those business organisations that are engaged in trading activities. In the
context of manufacturing organisations, buying and assembling involves buying raw
materials and components required for production of finished goods.

4. Packaging

Packaging involves putting the goods in attractive packets according to the
convenience of consumers. Important considerations to be kept in view in this
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connection are the size of the package and the type of packaging material used.
Goods may be packaged in bottles (plastic or glass), boxes (made of tin, glass, paper ,
plastic), cans or bags. The size of the package generally varies from a few grams to a
few kilograms, one piece to a number of pieces of a product, or in any other suitable
guantity in terms of weight, count, length etc. Packaging is also used as a promotional
tool as suitable and attractive packages influences the demand of the products. It may
be noted that packaging is different from packing, which refers to putting goods in
suitable containers for transportation purposes.

5. Standardisation and Grading

Standardisation refers to development of standards for production of goods
with respect to shape, design, colour and other characteristics. If products are
standardised, customers are able to identify a product and its characteristics very
well. So goods can be sold by sample or description. Standardisation helps in
promoting the sale of the product by increasing consumers’ confidence in the product
quality . Grading involves separating products into different classes on the basis of
certain predetermined standards relating to size and quality . Grading is required in
case of agricultural, forest and mineral products such as cotton, sugar cane, iron ore,
coal, timber , etc.

6. Branding

Branding means giving an attractive name, symbol or identity mark to the
product to make a product different from others so that it is known by that name or
symbol or mark. For example, Surf is the brand name of a detergent powder produced
by Hindustan Unilever Limited (HUL). Similarly , you must be familiar with brands
like Colgate for toothpaste, Lux for soap and so on.

7. Pricing the Product

Pricing involves decisions regarding fixation of product prices, keeping in view
the product costs, the capacity of customers to pay , and the prices of the competitive
products. It is an important decision as it influences the sales and so also the profits.
So pricing has to be done very carefully .

8. Promotion of the Product

Promotional activities include advertising, personal selling, sales promotion
and publicity . All promotional activities involve communication with the existing
and prospective customers whereby they are made aware of the product, its
distinctive features, price, availability etc. The objective of promotional activities is
to motivate the customers to buy the product.

9. Distribution

Distribution refers to those activities that are undertaken for sale of products to
the customers and the physical transfer thereof. The first aspect i.e., sale of product
involves use of middlemen such as wholesalers and retailers whose services are used
for making the products available at convenient points and helping in their sale to the
ultimate consumers. The second aspect i.e., physical transfer involves warehousing
and transportation of goods from the point of production to the point of sale or the
consumer . The objective of distribution activities is to ensure that consumers get the
goods and services at the place and time most convenient to them and in the desired
quantity.
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10. Selling
Selling is an important function of marketing whereby the ownership of goods and

services is transferred from the seller to the buyer for a consideration known as price. To
initiate and complete the process of selling, the seller has to inform the prospective buyer
about availability of goods, the nature and uses of products, their prices and the needs of
the customers that may be effectively satisfied by the product. In the process, he arouses
customers’ interest in the product and persuades them to buy it.

11. Storage and Warehousing

Storage refers to holding and preserving goods from the time of their
procurement or production till the time of their sale. In other words storage involves
making suitable arrangements for preserving the goods till they are bought by the
consumers and delivered to them. Warehousing is synonymous to storage but is
normally used for lar ge-scale storage facility for goods and commodities. Y ou must
have seen cold storage where vegetables like tomato, cabbage, potato etc. are stored
to be consumed throughout the year . In marketing it is essential to store raw material
and finished goods to be used later by the company for production or for resale.

12. Transportation

Transportation refers to the physical movement of goods from one place to
another . In marketing, transport as an activity refers to physical movement of raw
materials as well as finished goods from the place of production to place of
consumption. Goods are transported through various means like railways, roadways,
waterways and airways. For heavy and bulky goods, the railways and waterways are
the best. For other goods, it depends upon the demand, cost involved, urgency, nature
of the goods etc. to decide about a suitable means of transportation.

PRACTICAL PART

L
X
|

©CONO A WN P

Define the term Market?
Who is termed as Marketeer?
What is meant by the term ‘Grading’?
What are the four main elements of marketing?
What are three pricing options that a company may take?
What does placement involve?
What is the difference between advertising and publicity?
What is the purpose of marketing as per traditional concept?
Name the four activities included in promotion of the product.
10 Explain the modern concept of marketing.
11.Distinguish between traditional and modern concept of marketing.
12.Explain ‘packaging’ as a function of marketing.
13.What is meant by integrating marketing?
14.Explain the significance of marketing research.
Give a Long Answer
15.State any four points of the importance of marketing.
16.Do you think marketing and selling are synonymous terms? Give reason.
17.Explain any three objectives of marketing.
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18.Describe any four important functions of marketing.
19.Define marketing and distinguish it from selling.
20.State any two points of importance of marketing to consumer .

Ex.2. Choose the right answers

2.1 Followings are the statements related to different concept of marketing. Identify
those pertain to modern concept by mentioning ‘MCM’ and traditional concept by
mentioning ‘TCM’ in the specified box given against each statement.

(a) It focuses on customer’ s need.

(b) It focuses on product.

(c) It sells satisfaction.

(d) It sells goods and services.

(e) It earns profit by maximisation of sales.

(F) It earns profit through maximisation of customer satisfaction.

2.2 Following is a list of statements regarding features of ‘marketing’ and ‘selling’.
Identify the features of marketing by mentioning ‘M’ and of selling by mentioning
‘S’ in box given against each.

(a) It starts after the production process is over .

(b) All activities revolve around the product that has been produced.

(c) Customer is the central point.

(d) Satisfaction of the customer is the main focus.

(e) Target is to achieve shot-term gain.

(f) It is an integrated approach to achieve long-term goals.

2.3 Following is a list of statements regarding features of ‘marketing’ and ‘selling’.
Identify the features of marketing by mentioning ‘M’ and of selling by mentioning
‘S’ in box given against each.

(a) It starts after the production process is over .

(b) All activities revolve around the product that has been produced.

(c) Customer is the central point.

(d) Satisfaction of the customer is the main focus.

(e) T arget is to achieve shot-term gain.

(f) It is an integrated approach to achieve long-term goals.

2.4 Following are the statements pertaining to functions performed in marketing.
Identify the function of marketing from each statement.

(a) Physical movement of goods from one place to another .

(b) Holding and preserving goods from the time of their procurement or
production

till the time of their sale.

(c) Collection and analysis of relevant facts to solve marketing
problems.

(d) This include advertising, personal selling, sales promotion and
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publicity .

(e) Separating products into different classes on the basis of certain
predetermined

standards.

Ex.3. IlpuBenith y BIAMOBIAHICTH TEPMIHMU 3 JIIBOI KOJIOHKH 3 iX TJIyMau€HHSIM 3
IIPABO1 KOJIOHKH.

Channel of distribution | the combination of four P's

Charge please

Marketing mix the path goods take when moving from
manufacturer to customer

Option choice

Satisfy set at a price

Wholesaler one who sells in small amounts to customers
Retailer rival

Competitor one who sells in large amounts to retailers

EXx.4. HanumiTe iIMECHHHUKH, TTOX1HI J1€CIIB.
1. Compete; 2. Price ; 3. Place ; 4. Promote; 5. Advertise; 6. Determine ; 7. Facilitate
8. Develop.

Ex.5. 1. Following is a list of statements regarding features of ‘marketing’ and
‘selling’. Identify the features of marketing by mentioning ‘M’ and of selling by
mentioning ‘S’ in box given against each.

(a) It starts after the production process is over .

(b) All activities revolve around the product that has been produced.

(c) Customer is the central point.

(d) Satisfaction of the customer is the main focus.

(e) Target is to achieve shot-term gain.

(f) It is an integrated approach to achieve long-term goals.

Ex.6. Translate into English.

PexnaMHa koMITaHis; HUIBOBUH PHHOK; pPO3MIIIECHHS, IIIHOBHM Jifep; Pexnamua
KOMIIaHis; po3apiOHUiT TOProBellb; MPOCyBaHHs TOBapy / MOCIYTH; IHOYTBOPEHHS.

1. MapkeTHHT TOB'SI3aHHUM 13 PYXOM TOBapIiB 1 MOCIYT BiJ BAPOOHHKA /IO CIIOKUBAYa.
2. Merta MapKeTUHTY — 3aJ0BOJIbHUTH KJII€HTA 1 BUKOHATH 3aBJaHHS CBO€T (ipMHu.
3. Yotupu eneMeHTHu — TOBap, I1iHA, PO3MIIIECHHS Ta MMPOMOYIITH CTAHOBIIATH OCHOBY
MapkeTuHry. 4. Bubip milbOBOro pUHKY W MAapKETHMHIOBOI CTpaTerii Ba)XIMBUN Ha
nepiiomy etami. 5. dipma MoXe BCTAHOBJIIOBATH I[IHM Ha pPIBHI, HUXKYOMY Ta
BUILIOMY BiJl CEPEIHBOIO PIBHS I[IH HA PUHKY. 6. 3BUUallHUN KaHal 30yTy BKJIIOYAE
pyX TOBapy BiJl BUPOOHHUKA IO OMTOBHUKA, JAajl 10 pO3APIOHOTO TOPTOBIIS 1, HAPEIIITI,
no cnoxuBada. 7. Ilpomec mnepenmaui iHdopMmaiii Bifg NpoAaBUs 0 MOKYIILS
HA3WBAETLCS TMPOMOYIIH. 8. Po3pi3HAIOTH TUIATHY W OE3KOITOBHY pekiamy. 9.
OOuaB1 CKJIaI0OBI MAPKETUHTY — MOKYTMEIb 1 MPOJIaBellb — MalOTh OYTH 3aJI0BOJICHI.
10. Y xoa1 MapKETUHTOBHUX OTEPAIlii CTBOPIOETHCS MPUOYTOK.
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Unit 1.2 CHANNELS OF DISTRIBUTION

Text A Meaning of Channels of Distribution

You know that the main purpose of trade is to supply goods to the consumers
living in far off places. As goods and services move from producer to consumer they
may have to pass through various individuals. Let us take an example. A farmer in
Srinagar has an apple orchard. Once the apples are ripened he sells the apples to an
agent of Delhi. The agent collects the apples from Srinagar, packs them, and sells
them to a wholesaler at New Delhi sabzimandi. The wholesaler then distributes them
to various retail fruit vendors throughout Delhi by selling smaller quantities. Finally,
we purchase apples from those vendors as per our requirement. Thus, we find that
while coming from the producer at Srinagar, the product reaches the consumers by
passing through several hands like an agent, a wholesaler and a retailer. All these
three are called middlemen.

These middlemen are connecting links between producers of goods, on one
side and consumers, on the other. They perform several functions such as buying,
selling, storage, etc. These middlemen constitute the channels of distribution of
goods. Thus, a channel of distribution is the route or path along which goods move
from producers to ultimate consumers. The route taken by goods as they move from
producer to consumer is known as

Channel of Distribution.

Wholesaler

Fig. 1 Channels of Distribution

Types of Channels

Normally goods and services pass through several hands before they come to the
hands of the consumer for use. But in some cases producers sell goods and services
directly to the consumers without involving any middlemen in between them, which
can be called as direct channel. So there are two types of channels, one direct channel
and the other, indirect channel. From the above diagram it can be found that there is
just one direct channel i.e. from producer to the consumer. There are many indirect
channels like: Agent Retailer; Producer; Wholesaler; Consumer ; Channels of
Distribution.
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(i) Producer Agent Wholesaler Retailer Consumer,

(if) Producer Wholesaler Retailer Consumer

(iii) Producer Agent Consumer

(iv) Producer Wholesaler Consumer and

(v) Producer Retailer Consumer

Let us discuss about some of the common channels.

(i) Direct Channel

In this channel, producers sell their goods and services directly to the consumers.
There is no middleman present between the producers and consumers. The producers
may sell directly to consumers through door-to-door salesmen and through their own
retail stores. For example, Bata India Ltd, HPCL, Liberty Shoes Limited has their
own retail shops to sell their products to consumers. For certain service organizations
consumers avail the service directly. Banks, consultancy firms, telephone companies,
passenger and freight transport services, etc. are examples of direct channel of
distribution of service.

(i) Indirect Channel

If the producer is producing goods on a large scale, it may not be possible for him to
sell goods directly to consumers. As such, he sells goods through middlemen. These
middlemen may be wholesalers or retailers. A wholesaler is a person who buys goods
in large quantities from producers; where as a retailer is one who buys goods from
wholesalers and producers and sells to ultimate consumers as per their requirement.
the involvement of various middlemen in the process of distribution constitute the
indirect channel of distribution. Let us look into some of the important indirect
channels of distribution.

This is the common channel for the distribution of goods to ultimate consumers.
Selling goods through wholesaler may be suitable in case of food grains, spices,
utensils, etc. and mostly of items, which are smaller in size.

Under this channel, the producers sell to one or more retailers who in turn sell to the
ultimate consumers. This channel is used under the following conditions —

(i) When the goods cater to a local market, for example, breads, biscuits, patties, etc.
(if) When the retailers are big and buy in bulk but sell in smaller units, directly to the
consumers.

Departmental stores and super bazars are examples of this channel.

Producer Wholesaler Retailer Consumer

Producer Retailers Consumer

Wholesalers and Retailers

Wholesalers and retailers are important middlemen who generally facilitate flow of
goods from the producers to the consumers. Let us study in details about them.

I. Wholesalers

Wholesalers are one of the important middlemen in the channel of distribution who
deals with the goods in bulk quantity. They buy goods in bulk from the producers and
sell them in relatively smaller quantities to the retailers. In some cases they also sell
goods directly to the consumers if the quantity to be purchased is more. They usually
deal with a limited variety of items and also in a specific line of product, like iron and
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steel, textiles, paper, electrical appliances, etc. Let us know about the characteristics
of wholesaler.

Characteristics of Wholesalers

The followings are the characteristics of wholesaler:

(i) Wholesalers buy goods directly from producers or manufacturers.

(i) Wholesalers buy goods in large quantities and sells in relatively smaller
guantities.

(i) They sell different varieties of a particular line of product. For example, a wholesaler
who deals with paper is expected to keep all varieties of paper, cardboard, card, etc.

(iv) They may employ a number of agents or workers for distribution of products.

(v) Wholesalers need large amount of capital to be invested in his business.

(vi) They generally provides credit facility to retailers.

(vii) He also provides financial assistance to the producers or manufacturers.

(viii) In a city or town they are normally seen to be located in one particular area of
the market.

Functions of Wholesalers

You have well understood the meaning of wholesaler and listed their characteristics.
Now let us know about the functions of wholesalers.

Following are the functions, which a wholesaler usually performs.

(@) Collection of goods: A wholesaler collects goods from manufacturers or
producers in large quantities.

(b) Storage of goods: A wholesaler collects the goods and stores them safely in
warehouses, till they are sold out. Perishable goods like fruits, vegetables, etc. are
stored in cold storage.

(c) Distribution: A wholesaler sells goods to different retailers. In this way, he also
performs the function of distribution.

(d) Financing: The wholesaler provides financial support to producers and
manufacturers by sending money in advance to them. He also sells goods to the
retailer on credit. Thus, at both ends the wholesaler acts as a financier.

(e) Risk taking: The wholesaler buys finished goods from the producer and keeps
them in the warehouses till they are sold. Therefore, he assumes the risks arising out
of changes in demand, rise in price, spoilage or destruction of goods.

Characteristics of Retailers

The following are the characteristics of retailers:

(i) Retailers have a direct contact with consumers. They know the requirements of the
consumers and keep goods accordingly in their shops.

(ii) Retailers sell goods not for resale, but for ultimate use by consumers. For
example, you buy fruits, clothes, pen, pencil etc. for your use, not for sale.

(iii) Retailers buy and sell goods in small quantities. So customers can fulfil their
requirement without storing much for the future.

(iv) Retailers require less capital to start and run the business as compared to
wholesalers.

(v) Retailers generally deal with different varieties of products and they give a wide
choice to the consumers to buy the goods.
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Functions of Retailers
All retailers deal with the customers of varying tastes and temperaments. Therefore, they
should be active and efficient in order to satisfy their customers and also to induce them
to buy more. Let us see what the retailers do in distribution of goods.

(i) Buying and Assembling of goods: Retailers buy and assemble varieties of goods from
different wholesalers and manufacturers. They keep goods of those brands and variety
which are liked by the customers and the quantity in which these are in demand.

(if) Storage of goods: To ensure ready supply of goods to the customer retailers keep
their goods in stores. Goods can be taken out of these store and sold to the customers
as and when required. This saves consumers from botheration of buying goods in
bulk and storing them.

(iii) Credit facility: Although retailers mostly sell goods for cash, they also supply
goods on credit to their regular customers. Credit facility is also provided to those
customers who buy goods in large quantity.

(iv) Personal services: Retailers render personal services to the customers by
providing expert advice regarding quality, features and usefulness of the items. They
give suggestions considering the likes and dislikes of the customers. They also
provide free home delivery service to customers. Thus, they create place utility by
making the goods available when they are demanded.

(v) Risk bearing: The retailer has to bear many risks, such as risk of:

(a) fire or theft of goods
(b) deterioration in the quality of goods as long as they are not sold out.

(c) change in fashion and taste of consumers.

(vi) Display of goods: Retailers display different types of goods in a very systematic
and attractive manner. It helps to attract the attention of the customers and also
facilitates quick delivery of goods.

(vii) Supply of information: Retailers provide all information about the behaviour,
tastes, fashions and demands of the customers to the producers through wholesalers.
They become a very useful source of information for marketing research.

Distinction between Wholesaler and Retailer

You have studied about wholesaler and retailer. You might have noticed that both of
them differ in their style and function. Let us find out these differences.

Wholesaler Retailer

(i) Buys goods in large quantities. (i) Buys goods in small quantities.

(i) Buys goods directly from producers. (ii) Generally buys goods from the
wholesalers.

(iii) Deals with limited variety of goods. (iii) Deals with wide range of products.

(iv) Requires more capital to start (iv) Requires less capital to start and run and run
the business. the business.

(v) Sell goods for resale purpose. (v) Sell goods for consumption.

(vi) No direct contact with consumers. (vi) Direct contact with consumer.

(vii) No special attention is given to (vii) In order to attract the attention of decoration
of shop. customers retailers give more attention to

decoration of shop.
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Types of Retail Trade

You have learnt about retailers in the previous section. You may be under the
impression that retailers are small shopkeepers trading in the nearby locality.
However, you will be surprised to know that starting from hawkers and street traders,
to super bazaars, departmental stores and multiple shops, all undertake retail-trading
business in our country. We can classify this retailing business into two categories-a.
Small-scale retail trade; and b. Large-scale retail trade.

Small-scale retail trade is one where a limited variety and also limited quantity of
goods are sold within a local area. It requires less capital and provides goods to a
limited number of customers.

On the other hand, large-scale retail trade is one where capital investment is more and
it deals with large volume of goods. It caters to the needs of a large number of
customers. Super bazars, Departmental stores and Multiple shops are examples of
large scale retail trade organization.

Retail Trade

Small-scale Retail Trade Large-scale Retail Trade

Departmental Store

Itinerants Fixed Shop Multiple Shops

Super Bazar

You will be learning large-scale retail trade in the next lesson. In this lesson let us
learn the details

about small-scale retail trade.

Small-scale Retail Trade

There are verities of retailers engaged in small scale retail trading. They can be
classified as:

(i) Itinerant Retailing

Itinerant retailing is a type of small-scale retail trade in which retailers move around
and sell a variety of items directly to the consumers. They do not have a fixed shop
where they can sell.

You must have seen them distributing newspapers early in the morning; selling
peanuts, bangles, toys etc. in buses and trains; selling fruits and vegetables in your
locality using a cart, selling ice-cream, namkeens etc. on a cycle, selling rice, earthen
pots or even carpets by using a cart, etc. You can also see them on pavements in your
locality. In towns and cities we come across different type of itinerant retailers. There
are traders who sell their articles on fixed days at different market places. In villages
these market places are called “Haat” and in towns or cities they are called “weekly
bazars”. The itinerant retailing also includes persons selling articles from door to
door. In most cases, the price of items is not fixed and mostly settled through
bargaining. Moreover, in most cases the items sold are not branded products.

(if) Fixed Shop Retailing

Here the retailers sell goods and services from a fixed place known as ‘shop’. These
shops are usually located at market places or commercial areas or near residential
localities. These shops normally deal with a limited variety of goods. The goods are
stored as well as displayed in the shops.
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On the basis of the type of goods which the fixed shops deal in , we can classify this
form of retailing as under.

a. General store or variety store

b. Single line store

c. Speciality store

Let us know the details about these stores.

a. General store or Variety store

These stores, as the name suggest, deal with a variety of items of general use. They
sell products mostly required by people for their daily use. For example, in a variety
store you can find different items on toiletry, hosiery, biscuits and snacks items,
grocery, cosmetic, gift items and stationery, etc. Normally these retailers make direct
sale by cash only. However, for their regular customers, these retailers may give
discount, provide credit facility and also deliver purchased goods at the customer’s
house free of charge.

b. Single line store

These stores deal with a specific line of goods. You must have seen medicine shops,
bookshops, toy shops, ready-made garment shops, etc. These are all single line stores.
They sell goods of different size, brands, designs, styles and quality of the same
product line. c. Speciality store These stores deal with products of specific brand or
company. All varieties of any particular brand or manufacturers are made available in
these stores. You must have seen stores, like woodland shoe shops where products
starting from shoe to apparel produced by woodland company are made available to
the customers.

What You Have Learnt

+ Channel of distribution is the route taken by goods as they move from
producers to consumers.

+» When producers sell goods and services directly to the consumers, it is a direct
channel.

+* Where a number of middlemen are involved in the process of distribution it is
an indirect channel.

+» Wholesalers are those middlemen in the channel of distribution who deal with goods
in bulk quantity. They sell goods to retailers and in some cases directly to consumers.

¢ Wholesaler performs the functions of collection and storage of goods,
distribution, financing and risk taking.

+ Retailers are the middlemen who buy goods from wholesalers or producers
and sell them to consumers. They deal in goods in small quantities.

+» Retailers perform the functions of buying, assembling and storage of goods,
provide credit facility, render personal services, take risk, display the goods in stores
or showrooms and also provide market information to the producers.

% Retail trade may be classified as small-scale retail trade and large-scale retail trade.

+«» Small-scale retail trade includes itinerants retailing or fixed shop retailing.

¢ Large-scale retail trade includes Departmental store, multiple shops and super
bazaar where transactions take place in large volume.
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PRACTICAL PART
Ex.1.Complete the following statements using suitable words:
(i) Route or path along which goods move from the producer to ultimate consumer is
known as

(i) A retailer acts as a between the wholesaler and the ultimate
consumers.
(iii) Where goods are sold through middlemen, it is known as channel

of distribution.

(iv) Where goods are sold directly to consumers without using services of
middlemen, it is known as channel.

(v) In the direct channel, producers sell goods to customers through door-to-door
salesmen and through their own

Ex.2 State which of following statement about wholesalers are true and which are
false:

(i) They buy goods directly from retailers, for sale to customers.

(if) They generally provide credit facility to producers as well as retailers.

(iii) They collect goods in large quantities and store them safely till they are sold out.
(iv) Wholesalers require small amount of capital investment for their business.

(v) They are located at a number of places in different markets near the customer.

(vi) They buy goods of a large variety in small quantities for sale.

Ex.3.A. From the sentences gives below, mark (W) for those belonging to
wholesalers and (R) for

retailers in the boxes given against each:

(i) Selling goods in small quantities ()

(if) More capital required ()

(iii) Sale of goods for resale ()

(iv) Dealing only in a limited range of goods ()

(v) Direct contact with consumers ()

B. Answer the following questions:
(i) What are the types of risks borne by the retailers? Mention any two risks.
(i) How do the producers get benefits from the functions of retailers. Write the
benefits arising from any two functions.
(iii) Suppose two or three shopkeepers in your locality sell the same type of goods.
From which shopkeeper would you like to purchase your requirements?

Ex.4.Match the columns :
Column A Column B

(i) Super Bazar (a) Deals in goods of one brand only.

(i1) Itinerant retailer (b) Sell different varieties of the same product line.

(iii) Speciality Store (c) Large variety of goods of general use.

(iv) Variety Store (d) Large-scale retail trade.

(v) Single Line Store | (e) Sell articles on carts.
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Ex.5. Terminal Question

1) What is meant by Channels of Distribution?

2) Give four examples of services that are distributed through the direct channels.

3) Explain the different channels through which a product moves from producers to
ultimate consumers.

4) Define wholesaler. How do they serve as an important link in the channel of
distribution?

5) Give any four characteristics of retailers.

6) What is meant by ‘itinerant retailing’?

7) Explain the role of retailers in distribution of goods.

8) State any five differences between wholesalers and retailers.

9) Describe the different types of fixed shop retail trade.

10) Explain any two functions of wholesaler.

Ex.6.Activity For You
In your own locality, find out :
+» Where can you buy goods directly from producers?
¢ Which shops get the goods from the wholesalers?
+* Which retailers stock the goods of only one producer?

UNIT 1.3- ADVERTISING AND SALES PROMOTION

Promotion Primary Demand Stimulation
Channels of information Selective Demand

Marketing mix strategy Stimulation Informative
Personal Selling Product Advertising

Sales Promotion Persuasive Product Advertising
Publicity Reminder-Oriented Product Advertising
Mass communication Consuming public.

Product Implementation

Business enterprises Planning Framework

On radio and television broadcasts Nature of demand

Present and former consumers Extent of demand
Advertisement Name of competition

Primary demand stimulation Stage of product life cycle

Competitive Analysis:

Adverting is only one element of the promotion mix, but it often considered
prominent in the overall marketing mix design.

Promotion may be defined as “the coordination of all seller initiated efforts to
set up channels of information and persuasion to facilitate the scale of a good or
service.” Promotion is most often intended to be a support ing component in
a marketing mix. Promotion decision must be integrated and co -ordinated with
the rest of the marketing mix, particularly product/brand decisions, so that it
may effectively support an entire marketing mix strategy. The promotion mix
consists of four basic elements. They are:-
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1. Advertising is the dissemination of information by non-personal
means through paid media where the source is the sponsoring organization.

2. Personal selling is the dissemination of information by non-personal
methods, like face-to-face, contacts between audience and employees of the
sponsoring organization. The source of information is the sponsoring
organization.

3. Sales promotion is the dissemination o f information through a wide
variety of activities other than personal selling, advertising and publicity which
stimulate consumer purchasing and dealer effectiveness.

4. Publicity is the disseminating of information by personal or non-
personal means and is not directly paid by the organization and the
organization is not the source.

DEFINITION OF ADVERTISISNG

The word advertising originates from a Latin word advertise, which means to
turn to. The dictionary meaning of the term is “to give public notice or to
announce publicly”.

Advertising may be defined as the process of buying sponsor-identified
media space or time in order to promote a product or an idea.

Advertisement is a mass communicating of information intended to
persuade buyers to by products with a view to maximizing a company*s
profits.

The elements of advertising are:

(i) Itis a mass communication reaching a large group of consumers.

(i1) 1t makes mass production possible.

(iii) It is non-personal communication, for it is not delivered by an
actual person, nor is it addressed to a specific person.

(iv) It is a commercial communication because it is used to help assure the
advertiser of a long business life with profitable sales.

(v) Advertising can be economical, for it reaches large groups of
people. This keeps the cost per message low.

(vi) The communication is speedy, permitting an advertiser to speak to
millions of buyers in a matter of a few hours.

(vii) Advertising is identified communication. The advertiser signs his name
to his advertisement for the purpose of publicizing his identity.

What is Included in Advertising?

(i) The information in an advertisement should benefit the buyers. It should
give them a more satisfactory expenditure of their rupees.

(i1) It should suggest better solutions to their problems.

(iii) The content of the advertisement is within the control of the advertiser,
not the medium.

(iv) Advertising without persuasion is ineffective. The advertisement that
fails to influence anyone, either immediately or in the future, is a waste of money.
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(v) The function of advertising is to increase the profitable sales
volume.

That is, advertising expenses should not increase disproportionately.

Advertising includes the following forms of messages: The messages carried

— Newspapers and magazines;

— On radio and television broadcasts;

— Circular of all kinds, (whether distributed by mail, by person,
thorough tradesmen, or by inserts in packages);

— Dealer help materials,

— Window display and counter — display materials and efforts;

— Store signs, motion pictures used for advertising,

— Novelties bearing advertising messages and Signature of the
advertiser,

— Label stags and other literature accompanying the merchandise.

What is excluded from Advertising?

Advertising is not an exact science. An advertiser"'s circumstances are never
identical with those of another; he cannot predict with accuracy what results
his future advertising efforts will produce.

(i) Advertising is not a game, because if advertising is done properly, both
the buyer and the seller benefit from it.

(i) Advertising is not a toy. Advertiser cannot afford to play with
advertising. Advertising funds come from sales revenue and must be used to
Increase sales revenue.

(ili) Advertisements are not designed to deceive. The desire and hope
for repeat sales insures a high degree of honesty in advert ising.

The activities excluded from advertising are:

— The offering of premiums to stimulate the sale of products;

— The use of exhibitions and demonstrations at fairs, show and
conventions;

— The use of samples and activities, involving news releases and the
activities of personal selling forces;

— The payment of advertising allowances which are not used for
advertising;

— The entertainment of customers.

Advertising Objectives

Each advertisement is a specific communication that must be effective, not
just for one customer, but for many target buyers. This means that specific
objectives should be set for each particular advertisement campaign. Advertising is a
form of promotion and like a promotion; the objectives of advertising should be
specific. This requires that the target consumers should be specifically
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identified and that the effect which advertising is intended to have upon the consumer
should be clearly indicated. The objectives of advertising were traditionally stated in
terms of direct sales. Now, it is to view advertising as having communication
objectives that seek to inform persuade and remind potential customers of the
worth of the product. Advertising seeks to condition the consumer so that
he/she may have a favourable reaction to the promotional message. Advertising
objectives serve asguidelines for the planning and implementation of the entire
advertising programme.

The basic objectives of an advertising programme may be listed as below:

(i) To stimulate sales amongst present, former and future consumers. It
involves a decision regarding the media, e.g., TV rather than print ;

(i) To communicate with consumers. This involves decision regarding
copy ;

(ili) To retain the loyalty of present and former consumers. Advertising may
be used to reassure buyers that they have made the best purchase, thus building
loyalty to the brand name or the firm.

(iv) To increase support. Advertising impliedly bolsters the morale of
the sales force and of distributors, wholesalers, and retailers, ; it thus
contributes to enthusiasts and confidence attitude in the organizational:

(v) To project an image. Advertising is used to promote an overall image of
respect and trust for an organization. This message is aimed not only at consumers,
but also at the government, shareholders, and the general public.

CLASSIFICATION AND TYPES OF ADVERTISING

1. Product — Related Advertising

It is concerned with conveying information about and selling a product
orservice. Product advertising is of three types, viz,

A. Pioneering Advertising:

This type of advertising is used in the introductory stages in the life cycle of

a product. It is concerned with developing a “primary” demand. It
conveys information about, and selling a product category rather than a specific brand
. For example, the initial advertisement for black — and — white television and
colour television. Such advertisements appeal to the consumer”s emotions and
rational motives.

B. Competitive Advertising:

It is useful when the product has reached the market -growth and especially
the market-maturity stage. It stimulates “selective” demand. It seeks to sell a
specific brand rather than a general product category. It is of two types:

eDirect Type: It seeks to stimulate immediate buying action.

eIndirect Type: It attempts to pinpoint the virtues of the product in the
expectation that the consumer®s action will be affected by it when he is ready to buy.

C. Retentive Advertising:

This may be useful when the product has achieved a favourable status in the
market — that is, maturity or declining stage. Generally in such times, the advertiser



27

wants to keep his product™s name before the public. A much softer selling approach
is used, or only the name may be mentioned in “reminder” type advertising.

2. Public Service Advertising

This is directed at the social welfare of a community or a nation. The
effectiveness of product service advertisements may be measured in terms of
the goodwill they generate in favour of the sponsoring organization. Advertisements
on not mixing drinking and driving are a good example of public service advertising.
In this type of advertising, the objective is to put across a message intended
to change attitudes or behaviour and benefit the public at large.

3. Functional Classification

A. Advertising Based on Demand Influence Level.

e Primary Demand Stimulation. Primary demand is demand for the
product or service rather than for a particular brand. It is intended to affect the
demand for a type of product, and not the brand of that product. Some advertise to
stimulate primary demand. When a product is new, primary demand stimulation
is appropriate. At this time, the marketer must inform consumers of the
existence of the new item and convince them of the benefits flowing from its
use. When primary demand has been stimulated and competitors have entered the
market, the advertising strategy may be to stimulate the selective demand.

o  Selective Demand Stimulation This demand is for a particular brand
such as Charminar cigarettes, Surf detergent powder, or Vimal fabrics. To
establish a differential advantage and to acquire an acceptable sort of market,
selective demand advertising is attempted. It is not to stimulate the demand for the
product or service. The advertiser attempts to differentiate his brand and to
increase the total amount of consumption of that product. Competitive
advertising stimulates selective demand. It may be of either the direct or the indirect
type.

B Institutional Advertising

Institutional Advertising may be formative, persuasive or reminder oriented in
character. Institutional advertising is used extensively during periods of product
shortages in order to keep the name of the company before the public. It aims
at building for a firm a Positive public image in the eyes of shareholders, employees,
suppliers, legislators, or the general public. This sells only the name and prestige of
the company. This type of advertising is used frequently by large companies whose
products are well known. HMT or DCM, for example, does considerable
institutional advertising of its name, emphasizing the quality and research behind its
products.

Institutional advertisements are at consumers or focus them upon other
groups, such as voters, government officials, suppliers, financial institutions, etc. If it
is effective, t he target groups will respond with goodwill towards, and confidence in
the sponsor. It is also a useful method or introducing sales persons and new
product to consumers. It does not attempt to sell a particular product; it benefits the
organization as a whole.
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C. Product Advertising

Most advertising is product advertising, designed to promote the sale or

reputation of a particular product or service that the organization sells.
Indane*s Cooking Gas is a case in point. The marketer may use such promotion to
generate exposure attention, comprehension, attitude change or action for an
offering. It deals with the non-personal selling of a particular good or service.
It is of three types as follows:-

eInformative Product Advertising: This form of advertising tends to
characterize the promotion of any new type of product to develop an initial demand.
It is usually done in the introductory stages of the product life cycle. It was the
original approach to advertising.

ePersuasive Product Advertising: Persuasive product advertising is to
develop demand for a particular product or brand. It is a type of promotion used in
the growth period and, to some extent, in the maturity period of the product life cycle.

eReminder-Oriented Product Advertising: The goal of this type of
advertising is to reinforce previous promotionalactivity by keeping the brand name
in front of the public. It is used in the maturity period as well as throughout the
declining phase of the product life cycle.

4. Advertising based on Product Life Cycle
A. Consumer Advertising
Most of the consumer goods producers engage in consumer product
advertising. Marketers of pharmaceuticals, cosmetics, scooters, detergents and
soaps, cigarettes and alcoholic beverages are examples. Baring a few, all these
products are all package goods that the consumer will often buy during the
year. There is a heavy competition among the advertisers to establish an
advantage for their particular brand.
B. Industrial Advertising
Industrial executives have little confidence in advertising. They rely on this
form of promotion merely out of fear that their competitors may benefit if they stop
their advertising efforts. The Ex. of the industrial advertiser is complicated by the
multiple buying influence characteristics like, the derived demand, etc. The
objectives vary according to the firm and the situation. They are:
To inform,
— To bring in orders,
— To induce inquiries,
— To get the advertisers name on the buyer*s list of sources,
— To provide support for the salesman,
— To reduce selling costs,
— To help get items in the news column of a publication,
— To establish recognition for the firm or it s product,
— To motivate distributors,
— To recognition for the firm or its products,
— To motivate distributors, to create or change a company*‘s image,
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— To create or change a buyer®s attitude, and
The basic appeals tend to increase the rupee profits of the buyer or help in
achieving his non-monetary objectives. Trade journals are the media most
generally used followed by catalogues, direct mail communication, exhibits, and
general management publications. Advertising agencies are much less useful in
industrial advertising.

5. Trade Advertising

A. Retail Advertising

This may be defined as “covering all advertising by the stores that sell goods
directly to the consuming public. It includes, also advertising by e
stablishments that sell services to the public, such as beauty shops, petrol pumps and
banks.” Advertising agencies are rarely used. The store personnel are usually given
this responsibility as an added Ex. to be performed, together with their normal
functions. The result is that advertising is often relegated to a secondary position in a
retail store. One aspect of retail advertising is co -operative advertising. It refers to
advertising costs between retailers and manufacturers. From the retailer™s p oint of
view, co-operative advertising permits a store to secure additional advertising that
would not otherwise have been available.

B. Wholesale Advertising

Wholesalers are, generally, not advertising minded, either for themselves or
for their suppliers. They would benefit from adopting some of the image-
making techniques used by retailers — the need for developing an overall
promotional strategy. They also need to make a greater use of supplier promotion
materials and programmes in a way advantageous to them.

6. Advertising based on Area of Operation

A. National advertising

It is practiced by many firms in our country. It encourages the consumer to
buy their product wherever they are sold. Most national advertisements concentrate
on the overall image and desirability of the product.

B. Regional advertising

It is geographical alternative for organizations.

C. Local advertising

It is generally done by retailers rather than manufacturers. These
advertisements save the customer time and money by passing along specific
information about products, prices, location, and so on. Retailer advertisements
usually provide specific goods sales during weekends in various sectors.

7. Advertising According to Medium

The most common classification of advertising is by the medium used. For
example: TV, radio, magazine, outdoor, business periodical, newspaper and direct
mail advertising. This classification is so common in use that it is mentioned here
only for the sake of completeness.

ADVERTISING PLANNING FRAMEWORK
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The advertising management is mainly concerned with planning and
decision making. The advertising manager will be involved in the
development, implementation, and overall management of an advertising plan. The
development of an advertising plan essentially requires the generation and
specification of alternatives. Decision making involves choosing from among the
alternatives. The alternatives can be various levels of expenditure, different
kinds of objectives or strategy possibilities, and kinds of options with copy
creation and media choices.

Thus, the essence of planning is to find out the feasible alternatives and
reduce them to decisions. An advertising plan reflects the planning and decision
— making process and the decisions that have been arrived at in a particular
product and market situation.

Planning Framework

Advertising planning and decision making depends on internal and external
factors. Internal factors are situation analysis, the marketing program, and the
advertising plan. The three legs of advertising planning concern are the

- Objective setting and target market identification,

- Message strategy and tactics, and

- Media strategy and tactics.

The advertising plan should be developed in response to a situation analysis,
based on research. Once developed, the advertising plan has to be implemented as an
advertising campaign, in the context of social and legal constraints and with the
involvement of various facilitating agencies. Let us discuss these factors one after
another.

1. Situation Analysis

It involves an analysis of all important factors operating in a particular
situation. This means that new research studies will be undertaken on company
history and experience.

AT&T, for example, developed a new strategy for its long-distance
telephone services — based on five year of research. The research encompassed
market segmentation studies, concept testing, and a field experiment. The field
experiment increased on testing a new advertising campaign called “Cost of Visit”.
An existing “Reach Out” campaign although successful, did not appear to get
through to a large group of people who had reasons to call but were limiting their
calls because of cost. Research based on annual surveys of 3,000 residential
telephone users showed that most did not know the cost of a long-distance call or
that it was possible to make less expensive calls in off-peak periods.

Five copy alternatives were subsequently developed and tested, from which

“Cost of Visit” was chosen. This campaign was credited with persuading
customers to call during times that were both cheaper for them and more profitable
for AT&T and, overall, was more effective that the “Reach Out” campaign. One
estimate was that by switching 530 million in advertising from “Reach Out” to “Cost
of Visit”, an incremental gain in revenue of $22 million would result in the
first year and would top $100 million over five years.
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This example highlights that a complete situation analysis will cover all
marketing components and involve finding answers to many questions about
the nature and extent of demand, competition, environmental factors, product,
costs, distribution, and the skills and financial resources of the from.

2. Consumer and Market Analysis.

Situation analysis begins by looking at the aggregate market for the product,
service, or cause being advertised, the size of the market, its growth rate,
seasonality, geographical distribution. Whereas Consumer and Market analysis
Is concerned with the following factors:

* Nature of demand

- How do buyers (consumer and industrial) currently go about buying
existing products or services?

- Can the market be meaningfully segmented or broken into several
homogeneous groups with in respect to “what they want” and “how they buy”?

* Extent of demand

- What is the size of the market (units and dollars) now, and what will the
future hold?

- What are the current market shares, and what are the selective demand
trends?

- Is it best to analyze the market on an aggregate or on a segmented basis?

* Name of competition

- What is the present and future structure of competition?

- What are the current marketing programs of established competitors?

- Why are they successful of unsuccessful?

- Is there is opportunity for another competitor? Why?

- What are the anticipated retaliatory moves of competitors?

- Can they neutralize different marketing programs we might develop?

* Environmental climate

- What are the relevant social, political, economic, and technological trends?

- How do you evaluate these trends? Do they represent opportunities or
problem?

* Stage of product life cycle

- In what stage of the life cycle is the product category?

- What market characteristics support your stage-of —life-cycle evaluation?

* Cost structure of the industry

- What is the amount and composition of the marginal or additional
cost of supplying increased output?

Skills of the firm

- Do we have the skills and experience to perform the functions necessary to
be in the business?

- How do our skills compare with those of competitors?

* Financial resources of the firm

- Do we have the funds to support an effective marketing program?

- Where are the funds coming from, and when will they be available?
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3. Competitive Analysis:

Advertising planning and decision making are affected by competition and
the competitive situation facing the advertiser. Competition is such a pervasive
factor that it will occur as a consideration in all phases of the advertising planning
and decision making process. It should include an analysis of what current share the
brand now has, what shares its competitors have, what share of a market is possible,
from which competitors the increased s hare of a market is possible? The
planner also has to be aware of the relative strengths and weaknesses of the
different competing co mpanies and their objectives in the product category. It is
Important to look at competition as a precursor to the planning process.

The Advertising Plan

As pointed out earlier, advertising plan and decision making focus on three
crucial areas; objectives and target selection, message strategy and tactics, and
media strategy and tactics. Let us elaborate on these points:

1. Objectives and Target Selection

Objectives in advertising can be understood in many ways. An important
part of the objective is the development of a precise, disciplined description of the
target audience. It is often tempting to direct advertising at a broad audience; but
everyone is a potential customer. It is best to consider directing the adver tising to
more selected groups to develop stimulating copy. It is quite possible to
develop several campaigns, each directed at different segments of the market, or to
develop one campaign based on multiple objectives.

2. Message Strategy and Tactics

Messages strategy must decide what the advertising is meant to
communicate — by way of benefits, feelings, brand personality, or action
content. Once the content of the campaign has been decided, decisions must be made
on the best-most effective-ways of communicating that content. The decisions, such
as the choice of a spokesperson, the use of humor or fear or other tones, and the
selection of particular copy, visuals, and layout, are what we call “message tactics”

3. Media Strategy and Tactics

Message strategy is concerned with decisions about how much is to be
allocated to create and test advertising copy, media strategy concerns decisions on
how many media rupees to spend on an advertising campaign. Media tactics
comprise the decisions on which specific media (television, radio magazines, etc. ) or
media vehicles (Readers Digest, etc.) to spend these dollars.

ADVERTISING BUDGET

The size of the advertising budget can have an impact upon the composition
of the advertising mix. In general, a limited promotion budget may impel the
management to use types of promotion that would not be employed otherwise, even
though they are less effective than the others.

Industrial firms generally invest a larger proportion of their budgets in
personal selling than in advertising, while the reverse is true of most producers of
consumer goods. Organizations with small budgets may be forced to use types of
advertising that are less effective than others.
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Some marketers find it necessary to restrict their efforts primarily to
personal selling and publicity. There are organizations with small promotion budget
which take the opposite course of action. They concentrate on advertising and sales
promotion, and neglect other methods. Some marketers advertise in expensive
ways(through classified advertisement in newspapers and magazines) and spend
virtually nothing on personal selling.

There is universal difficulty of relating advertising expenditures to sales and
profit results. Determining the results of advertising and consequently the amount of
money to be allocated in advertising budget are complicated by several major
difficulties as follows:

(i) The effects of external variables such as population, or income, changes
on economics conditions and competitive behaviour ;

(i1) Variations in the quality of advertising ;

(i) Uncertainly as to the time-lag effect of advertising ;

(iv) The effect of the firm™s other marketing activities, such as product
Improvement and stepped-up personal selling.

The above complexities make the companies resort to more than one method
of determining the size of their advertising budget.

Advertising Budget involves the allocation of a portion of the total
marketing resources to the advertising function in a firm. The size of the
budget allocation should be based on the potential contribution that advertising can
make. Advertising budgeting should be based on a careful analysis of the opportunity
for using advertising.

Marginal analysis approach

The marginal analysis approach to the allocation of resources provides
a useful framework. How much should a firm spend on advertising? A firm
may choose to spend promotion funds up to the point where marginal cost
equals marginal revenue. Such analysis may be used for advertising budget decision.

The allocation procedure is to increase advertising expenditure until
each rupee of advertising expense is matched by an additional rupee of profit.
This marginal analysis results in the maximization of the productivity. The
difficulty arises in the identification of this optimal point. The following table
illustrates this point.

OBJECTIVES OF MEASURING ADVERTISING EFFECTIVENESS:

Some advertisers do not bother to measure advertising effectiveness. They
expect that the sales will ultimately increase by reason of advertising. But, recently,
problems and difficulties have compelled them to measure advertising
effectiveness. The producers also adopt a measuring device because they incur
a sizeable amount of expenditure on advertising. The effectiveness of media
and message are also assessed for their use in future.

The results of same amount of advertising budget vary for several reasons.

Only through the measuring of advertising effectiveness the success of a
particularcampaign can be known. Various measuring techniques have been
developed to measure effectiveness at every stage to isolate the effects of
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advertising from those of other promotional and marketing activities. The copy,
media and other advertising components have been tested. The factors like
readership, consumer opinion, belief or disbelief, recall, attention, comprehension,
attitude, etc are taken into consideration for measuring effectiveness. Positive
relationships are established between these factors and sales. The best read and
highly rated advertisements are determined by consumers under an advertising
research programme. There are different methods of measuring audience response.

METHODS OF MEASUREMENTS

There are two methods of measuring advertising effectiveness, viz,,
experimental method and survey method. Under experimental method, consumers
are given a controlled exposure to the message and the effects are measured on the
basis of the change in opinion or att itude. A base line is observed with the use of a
control group not exposed to the advertising campaign.

The results of the exposure in almost all the situations are recorded.
The alternative effects of each exposure are considered for comparison and with a
view to establishing a relationship between the exposure and the effects. Field
experiments are conducted to measure the effects of mass communication. Sample
surveys or interviews or questionnaires are used to obtain information about
people's exposure to the advertising campaign. The effectiveness is evaluated on the
basis of the correlations between the exposure and the attitude or action.

Pre testing methods

Pre-testing is preferred because it enables one to know how effective
an advertisement is likely to be, before spending the budget and adopting
advertising actions. The advertiser should use only those messages and media which
prove to be the strongest in producing the desired results. It is important to adopt
corrective methods against mistakes. Pre-testing may be of the following types:

Consumer Jury

Consumer reaction has greater validit y than the reactions of non-consumers.

Consumers can provide true information on reaction to an advertising
campaign.Others may underestimate or overestimate the reactions. The co py,
illustrations, filming techniques, layout, etc. can be properly evaluated by the
consumers concerned with the product. The consumer jury technique is adopted
for print media, broadcast media and direct mail.

Print Media: The consumers selected may be asked either to evaluate
an advertisement or rate two or more advertisements. Each respondent is asked
to express his preference for each advertisement. The most common method is
to insert a questionnaire in the advertisement and request the readers to indicate their
preferences. Copywriters test their creations on consumers. Some newspaper
advertisers invite consumers their office and invite their reaction to the advertising
copy or copies of magazines are sent to some consumers to find out their reactions.
The reactions of consumers are evaluated and any inconsistency in advertising
IS removed.

The major advantage is that they separate out the weak advertisements from
the strong at a low cost and high speed. The actual consumers may suggest
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improvements and modifications. Only conscious ratings are e valuated. Reply to the
questions in a very conscious manner may not give a correct impression of
advertisements.

Broadcast Media: Consumers are asked to come to the television studio
where they are shown different television programmes for final consideration.
Sometimes, the television advertisement messages are pre-examined in different
localities.

Direct mail test: The direct mail test is used through the mail. The
post cardscontaining copy appeal, each with a reply-paid card, is sent free-of-
cost to consumers, who are required to give their evaluat ion.

Storyboard Tests: The storyboard prepared for television advertising is
tested before it is used. The storyboard pictures are transfe rred to a film strip and the
audio section onto a tape. Vision and sound are synchronized and shown to an
audience for evaluation. This test uncovers the unnecessary part. The important
part of advertising is accepted for telecast ing. The anteroom trailer method is
used to test the commercial. The anteroom contains magazines, newspapers,
distractions and television recorded programmes.

Laboratory Tests: The respondents are placed in laboratory situations
and are asked to explain the measurements regarding the effectiveness of the
advertisement. Laboratory conditions offer a controlled environment that
excludes the variables which may invalidate the test. It is used to measure
awareness, attention, desire, retention, etc. For example, the respondents are
taken to a theatre, mock-up supermarkets or some other place for experimental
purposes.

Tachistoscope: It is a projector that can project objects on to a screen at
rates so fast that the viewer cannot detect the message. It is slowed down to a level
where the message can be perceived easily. The respondents should understand
and appreciate the message, interesting words, slogans, headlines, etc. They can
be easily segregated from the less interesting message.

Psychogalvanometer: It is a mechanical device that measures the
amount of perspiration. It measures a respondent's reactions to new records and
slogans.

Electrodes are attached to his palms to detect changes in electrical resistance
arising from perspiration. If the machine registers lower electrical resistance it
is the existence of tension. The main objective is to attract attention to the product
which is reflected by the galvanic skin response. But it should not be
concluded that greater tension reflects the greater success of the advertisement.

Eye Camera: The eye movements are recorded by a video camera. It
records the activity of the eye by is movements. The audience is asked to look
at a series of pictures on a screen but unaware that their eye actions are being
photographed. It shows what the respondent sees. If a commercial is interesting and
If he is attracted by it, his eyes will be fixed on that. The respondents may be asked
some questions about the advertisement.

Pupil Dilation: The size of the pupil changes as people see different
things. The change follows different advertising stimuli. It becomes wider as
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greater interest is aroused. The pupil shrinks if the eye is not interested. A
pupilometer records the dilation which is involuntary and measures the interest
shown by the respondent.

Attitude Test: The attitude is closely related to advertising effectiveness.

Respondents are asked to give answers to the questions on a seven-
point bipolar scale about their feelings about a particular advertisement. The
semantic differential rating scale has been used extensively to measure adverti sing
effectiveness. If the attitudes of potential customers are changed toward the
products, the advertisement is considered effective. The attitude of potential
customers or respondents can be measured accurately on the attitude scale. This
scale measures the position of the consumers' attitudes on a continuum, varying
from favourable at one end and to unfavourable at the other end. This test is
applied before the use of the advertising media, message and campaign to find out
how far they would influence consumer attitudes.

Depth Interviewing: It is concerned with getting the respondent to react
freely to the brand, organisation and product. By suitable questions, the
interviewer brings out his unconscious reactions to the surface. The reactions are
noted to bring out the facts. Depth interviewing involves non-structured questions.
The flexibility and intelligence of the interviewer identify the significant points
made in the interview and achieve meaningful and valid results. This technique is
useful for exploratory research, for ideas and suggestions.

PRACTICAL PART
Ex 1. Questions:
1. “Money spent on advertisement is not wasteful.” Critically examine this
statement.
What are the objectives of advertising? Discuss the major ones?
What are the uses of advertising to various parties? Discuss?
How are the advertising functions organized in an organization?
Differentiate between the Advertising and Salesmenship?
What is advertising?
Define Sales promotion? What are its objectives? Describe the various steps to be
taken for promoting the sales of a big concern?
8. What are the various steps to be followed in planning the sales promotion?
Ex 2. Supply the words and phraseswith the equivalents:
1. valid, 2. substantiation, 3. persuasion, 4. essence, 5. credibility, 6. com-patible, 7.
ambiguity, 8. abuse, 9. counter-productive, 10. media plan, 11. de-cent, 12.
exaggeration, 13. brief (n), 14. to trigger, 15. commercials.
Ex 3. Supply the words and phraseswith the English equivalents:
1. PexnamyBatu . 2. Pexnamua kammnanis. 3. KonkopyBatu. 4. CTumyIOBaTH
30yT. 5. AnkeryBaHHs. 6. L{uiboBa aynuropis. /. EmouiitHuit Bigryk. 8. Beogutu B
omany. 9. Hecna xonkypenuis. 10. Pekinamue arenrcrBo. 11. [IpuxoBana pexinama.
12. Tlpougitanns. 13. Cynepeuntn Hopmam Mopaii. 14. CtumystoBaTu nonut. 15.
IIpocyBanHs TOBapy.

No ko
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Ex 4. Choose the correct item to fill in the gaps:

1

D OONP OPD U AP W N

0

. The agency ... ads.

constructs b. builds c. composes d. creates

. The ... of advertising media is generally strongly influenced.

variant b. choice c. sample d. exhibit

. People begin to find ads ... .

disgusting b. improving c. irritating d. annoying

. Advertising is aimed ... conveying information to potential customers.

to b. for c. by d. at
For the typical manufacturer advertising is form of ...
defence b. insurance c. credibility d. profitability

. The nature of consumer’s needs have to be ... assessed.

regularly b. seldom c. constantly d. eventually

. Advertising goes ... television and hoarding, newspapers and magazines.
.a. far beyond b. outof c. far from d. nextto
. Some would say that advertising actually ... our lives.

improves b. enriches c. polishes d. helps
. National newspapers derive much of their ... from advertising.

a. money b. benefit c. revenue d. profit
11. It is illegal make untrue ... about goods.
a. descriptions b. statements c. approvals d. sentences
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Unit 1.4 MARKET RESEARCH
MapKeTHHTOB1 TOCHIKEHHS — Ba)KJIMBa CKJIaJoBa pOOOTH KOKHOTO (paxiBIIs-
MapKeToJIora.

Text A
To market effectively, businesses need information — information about customer
wants, market demand, competition, distribution channels and so on; this information
needs to be updated regularly, because businesses operate in a dynamic environment.
This study note tells you the purpose of market research.

Why do businesses need accurate and up-to-date information

Changes in technology — enabling new products and new production
processes (e.g. the growth of digital study products like this toolkit which are
reducing demand for printed textbooks)

Changes in consumer tastes — meaning that the demand for some products
will decline, whilst others will grow more popular (e.g. increased demand for
activity-related holidays at the expense of mass-market beach holidays)

Changes in the product ranges of competitors — the introduction of new
rival products, or changes in pricing policies can greatly influence the demand for a
product (e.g. the introduction of the Microsoft X-Box — which has challenged Sony’s
PlayStation 2)

Changes in economic conditions — an improvement or worsening of the
economic climate will have an impact on incomes on a national or regional level.
Different products may be affected differently e.g. luxuries v necessities etc

What is the purposes of marketing research

Marketing research can help a business do one or more of the following:

Gain a more detailed understanding of consumers’ needs — marketing
research can help firms to discover consumers’ opinions on a huge range of issues,
e.g., views on products’ prices, packaging, recent advertising campaigns

Reduce the risk of product/business failure — there is no guarantee that any
new idea will be a commercial success, but accurate and up-to-date information on
the market can help a business make informed decisions, hopefully leading to
products that consumers want in sufficient numbers to achieve commercial success.

Forecast future trends — marketing research can not only provide information
regarding the current state of the market but it can also be used to anticipate future
customer needs. Firms can then make the necessary adjustments to their product
portfolios and levels of output in order to remain successful.

Text B

When it comes to understanding the world around you, market research is an
essential step. Here are ten market research methods you need to utilize.
We live in a world that’s overflowing with information. Sifting through all the noise
to extract the most relevant insights on a certain market or audience can be tough.
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That’s where market research comes in — it’s a way for brands and researchers to
collect information from target markets and audiences.
Once reliant on traditional methods like focus groups or surveys, market research is
now at a crossroads. Newer tools for extracting insights, like incorporating social
media data, have joined the array of market research methods available.
Here, we break down what market research is and the different methods you can
choose from to make the most of it.
Primary vs secondary market research
Market research can be split into two distinct sections: primary and secondary.
They can also be known as field and desk, respectively (although this terminology
feels out of date as plenty of primary research can be carried out from your desk).

Primary (field) research
Primary market research is research you carry out yourself. This could include
running your own focus groups or conducting surveys. The ‘field’ part referring to
going out into the field to get data.

Secondary (desk) research
Secondary market research is research carried out by other people that you want to
use. This could include studies carried out by researchers or financial data released by
companies.
Market research methods
The methods in this list cover both areas. Which ones you want to use will depend on
your aims. Have a browse through and see what fits.

Focus groups
A simple concept but one that can be hard to put into practice.
You get a bunch of people into a room, record them, and ask them about whatever
you want. For some it’ll be new product ideas, for others it might be views on a
political candidate.
From these discussions, the organizer will try to pull out some insights, or use it
judge the wider society’s view on something. Generally the participants will be
chosen based on certain criteria, such as demographics, interests, or occupation.
A focus group’s strength is in the natural conversation and discussion that can take
place between participants (if they’re done right).
In comparison to a questionnaire or survey that have a rigid set of questions, a focus
group can go off on tangents the organizer could not have predicted (and therefore
not planned questions for). This can be good in that unexpected topics can arise, or
bad if the aims of the research are to answer a very particular set of questions.
The nature of discussion is important to recognize as a potential factor that skews the
resulting data. Focus groups can encourage participants to talk about things they
might not have otherwise, and they might be impacted by others in the group or the
presence of the researcher. This can also affect unstructured one-on-one interviews.

Surveys
In survey research. survey questions are given to respondents (in person, over the
phone, emailed, or an online form). Questions can be close-ended or open-ended. As
far as close-ended questions go, there are many different types:

« Dichotomous (two choices, such as ‘yes’ or ‘no’)
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« Multiple choice
o Checkbox
. Rating scale
o Likert scale (common version is five options between ‘strongly agree’ and
‘strongly disagree’)
« Matrix (options presented on a grid)
. Demographic (asking after info such as gender, age, or occupation)
Surveys are massively versatile because of the range of question formats. Knowing
how to mix and match them to get what you need takes consideration and thought.
Different questions need the right set up.
It’s also about how you ask. Good questions lead to good analysis. Writing clear,
concise questions that abstain from vague expressions and don’t lead respondents
down a certain path can help your results reflect the true colors of respondents.
There’s a ton of different ways to conduct surveys as well, from creating your own
from scratch or using tools, like Qriously, to do the heavy lifting for you.
Social media listening
Social media has reached a point where it is seamlessly integrated into our lives. And
because it is a digital extension of ourselves, people freely express their opinions,
thoughts, and hot takes on social media.
Because people share so much content on social media and the sharing is so instant,
social media is a treasure trove for market research. There is plenty of data to tap into
and dissect.
By using a social listening tool, like Consumer Research, researchers are able to
identify topics of their interest, then analyze relevant social posts. For example, they
can track brand mentions and what consumers are saying about the products owned
by that brand.
Social media listening democratizes insights, and is especially useful for market
research because of the vast amount of unfiltered information available. Because it’s
unprompted, you can be fairly sure that what’s shared is an accurate account of what
the person really cares about and thinks (as opposed to them being given a subject to
dwell on in the presence of a researcher).
Interviews
In interviews, the interviewer speaks directly with their respondent. This type of
market research method is more personal, allowing for communication and
clarification, making it good for open-ended questions. Furthermore, interviews
enable the interviewer to go beyond surface-level responses and investigate deeper.
However, the drawback is that interviews can be time-intensive and costly. Those
who opt for this method will need to figure out how to allocate their resources
effectively. You also need to be careful with leading questions, or simply poor ones,
that lead to useless results. Here’s a good intro to leading questions.


https://www.brandwatch.com/p/qriously/
https://www.brandwatch.com/products/consumer-research/
https://www.mediacollege.com/journalism/interviews/leading-questions.html
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Experiments and field trials
Field experiments are conducted in the participants’ environment. They rely on the
independent variable and the dependent variable — the researcher controls the
independent variable in order to test its impact on the dependent variable. The key
here is to try and establish whether there is causality going on.
For example, take Hofling’s experiment that tested obedience, conducted in a hospital
setting. The point was to test if nurses followed authority figures (doctors) if the
authority figures’ rules violated standards (this. The dependent variable being the
nurses, the independent variable being a fake doctor calling up and ordering the
nurses to administer treatment.
According to Simply Psychology, there are key strengths and limitations to this
method. There assessment reads:
. Strength: Behavior in a field experiment is more likely to reflect real life
because of its natural setting, i.e. higher ecological validity than a lab
experiment.
. Strength: There is less likelihood of demand characteristics affecting the
results, as participants may not know they are being studied. This occurs when
the study is covert.
- Limitation: There is less control over extraneous variables that might bias the
results. This makes it difficult for another researcher to replicate the study in
exactly the same way.
There are also massive ethical implications for these kinds of experiments, and
experiments in general (especially if people are unaware of their involvement). Don’t
take this lightly and be sure to read up on the all the guidelines that apply to the
region where you’re based.

Observation
Observational market research is a qualitative research method where the researcher
observes their subjects in a natural or controlled environment. This method is much
like being a fly on the wall, but the fly takes notes and analyzes them later. In
observational market research, subjects are likely to behave naturally, which reveals
their true selves. They are not under much pressure. Although if they’re aware of the
observation, they can act differently.
This type of research applies well to retail, where the researcher can observe
shoppers’ behavior by day of week, by season, when there are discounts offered, and
more. However, observational research can be time-consuming and researchers have
no control over the environments they research.

Competitive analysis
Competitive analysis is a highly strategic and specific form of market research, in
which the researcher analyzes their company’s competitors. It is critical to see how
your brand stacks up to rivals. Competitive analysis starts by defining the product,
service, or brand, and market segment. There are different topics to compare your
firm with your competitors.


https://www.simplypsychology.org/experimental-method.html
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It could be from a marketing perspective: content produced, SEO structure, PR
coverage, and social media presence and engagement. It can also be from a product
perspective: types of offerings, pricing structure. SWOT analysis is key, assessing
strengths, weaknesses, opportunities, and threats.
We’ve written a whole blog post on this tactic, which you can read here.

Public domain data
The internet is a wondrous place. For those strapped for resources, or those simply
seeking to support their research with some more data, public data exists. With more
and more data produced every year, the question about access and curation becomes
increasingly prominent — that’s why researchers and librarians are keen on open data.
There are plenty of different types of open data that are useful for market research:
government databases, polling data, “fact tanks” like Pew Research Center, and more.
Furthermore, APIs grant developers programmatic access to applications. A lot of
this data is free, which is a real bonus.

Buy research
Money can’t buy everything, but it can buy research. Subscriptions exist for those
who want to buy relevant industry and research reports. Sites like Euromonitor,
Mintel, and BCC Research host a litany of reports for purchase, oftentimes with the
option of a single user license or a subscription.
This can be a massive time saver, and you’ll have a better idea of what you’re getting
from the off. You’ll also get all your data in a format that makes sense, saving you
effort in cleaning and organizing.

Analyze sales data
Sales data is like a puzzle piece that can help reveal the full picture of market
research insights. Essentially, it indicates the results. Paired with other market
research data, sales data helps researchers gain a better picture of action and
consequence. It’s also important for understanding your customers, their buying
habits, and how these are changing over time.
Obviously this will be limited to customers, and it’s important to keep that in mind.
Nevertheless, the value of this data should not be underestimated. If you’re not
already tracking customer data, there’s no time like the present.
Choosing a market research method
Not all methods will be right for you situation or your business. Once you’ve looked
through the list and seen some that take your fancy, spend more time researching
each option. You’ll want to consider what you want to achieve, what data you’ll
need, the pros and cons of each method, the costs of conducting the research, and the
cost of analyzing the results.

Text C Market Segmentation, Targeting and Positioning

The logic of Segmentation

The concept of market segmentation has helped marketing decision making since the
evolution of marketing. The goal of market segmentation is to partition the total market
for a product or service into smaller groups of customer segments based on their


https://www.brandwatch.com/blog/competitive-analysis/
https://libraryguides.umassmed.edu/research_data_management_resources/open_public_data
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characteristics, their potential as customers for the specific product or service in question
and their differential reactions to marketing programs. Because segmentation seeks
to isolate significant differences among groups of individuals in the market, it can
aid marketing decision making in at least four ways:

1. Segmentation helps the marketer by identifying groups of customers to
whom he could more effectively ‘target’ marketing efforts for the product or service

2. Segmentation helps the marketer avoid ‘trial-and-error’ methods of
strategy formulation by providing an understanding of these customers upon which
he can tailor the strategy

3. In helping the marketer to address and satisfy customer needs more
effectively, segmentation aids in the implementation of the marketing concept

4. On-going customer analysis and market segmentation provides important
data on which long-range planning (for market growth or product development) can
be based.

Criteria for Segmentation

If segmentation has to be useful in marketing decision making, then it must possess
the following characteristics:

1. Segments must be internally homogeneous --- consumers within the segment will
be more similar to each other in characteristics and behaviour than they are to
consumers in other segments.

2. Segments must be identifiable --- individuals can be ‘placed’ within or
outside each segment based on a measurable and meaningful factor
3. Segments must be accessible --- can be reached by advertising media as well as

distribution channels. Only then, the segments can be acted upon.
4. Segments must have an effective demand --- the segment consists of a large group
of consumers and they have the necessary disposable income and ability to
purchase the good or service.
Segmentation Analysis
Here is a list of few general steps, referred to as segmentation analysis, that will be
most often followed after the decision to employ market segmentation has been
made.
Examples of questions to be answered during each step are also given.
Step-1 Define the purpose and scope of the segmentation

— What are our Marketing Objectives?

— Are we looking for new segments or determining how to better satisfy
existing ones?

— Will we use existing data or invest time and money in new research?

— What level of detail will be needed in the segmentation analysis?
Step-2 Analyze total Market Data

— What is the character of the total market? (e.g. size)

— Are there basic differences between users and non-users of the product
class?
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— Are there any factors which clearly distinguish users from non-users or

users of different brands?
What is our competitive position in the market now?

Step-3 Develop segment profiles

— What factor seems to differentiate groups of consumers most clearly?

— Are the profiles of each segment internally consistent?
Step-4 Evaluate segmentation

— What are the major similarities and differences among segments?

— Should the number of segments described be reduced or increased?

— How sensitive is this segmentation of the market to growth?
Step-5 Select target segment(s)

— Which segment(s) represent our best market opportunity?

— What further details do we know about the target segment’s
characteristics and market behaviour?

— If complete data on market behaviour for the target segment are not
available, can we make reasonable assumptions?

— Are we alone in competing for this target segment?
Step-6 Designing the marketing strategy for the target segment

— What type of product do these consumers want?

— What kinds of price, promotion or distribution tactics will best suit their
needs?

— Would other segments react positively to a similar strategy? (if so, the
segments should probably be merged)
Step-7 Reappraisal of segmentation

— Do we have the resources to carry out this strategy?

— If we wish to broaden or change our target definition in the future, how
flexible is the strategy?

— If we wish to change some element of the strategy in the future, how
would that change probably influence the target segment?

— Does the target segment/strategic plan meet our objective? Does it fit our
corporate strengths?

Segmenting the Consumer Markets

Consumer markets are those where the products are purchased by ultimate
consumers for personal use. Industrial markets are those where the goods and
services are purchased for use either directly or indirectly in the production of
other goods and services for resale. Market segmentation of these markets use
different variables. The consumer market segmentation variables appear to fall
into two broad classes: consumers’ background characteristics and consumers’
market history. The following tables illustrate the most important factors and
variables that have been found useful for market segmentation.
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Table 1.6.1 Segmentation using consumer background characteristics

Segmentation Some examples of Comments
variable variables Measured
Geography = Region of product Geographic segmentation is one of the
distribution oldest and most basic of market
= Cultural differences | descriptors. In most cases, it alone is note
= Mobility of sufficient for a meaningful consumer
consumers segmentation
Demographic = Age Also basic and included as a variable in
= Sex most segmentation analyses.
= Income Demographic profiles of segments are
= Educational level important especially when making later
= Social status advertising media decisions
Psychographic = Personality traits Psychographic variables are more useful

Perceptual styles
Attitudes
Reference groups
Social roles

because there is often no direct link
between demographic and market
behaviour variables. These consumer
profiles are often tied more directly to
purchase motivation and product usage

General life-style

Correlation of
demographic and
psychographic
variables
Activities and
interests

Provides a rich, multi-dimensional profile
of consumers that integrates individual
variables into clearer pattern that
describes the consumer’s routines and
general ‘way of life’

Table 1.6.2 Segmentation using consumers’ market history

Segmentation
variable

Some examples of
variables measured

Comments

Product usage

Frequency of
brand/product use
Brand loyalty
Attitudes toward
product

Segmenting the market into heavy,
medium, light and non-users gives good
understanding of present situation in
market

Product benefit

Expectations of
product performance

Very useful if product can be positioned
in a number of ways. Primary use of this

Needs product must
fill

Perceptions of
brands

Satisfaction
(dissatisfaction
measures)

variable segments the market into

groups that look for different product
benefits

Decision-process

Shopping patterns
Media-use patterns
Product information
searches
Sensitivities to price,
to promotion and to
place (channel)

Use of this variable segments the market
into price/non-price sensitive,
shoppers/impulse buyers and other
segments which characterize the market
behaviour of each group. Must be used
in conjunction with analysis of
consumer characteristics to allow
identification of the individuals involved




46

Targeting Approaches

Target market selection is the next logical step following segmentation. Once the
market-segment opportunities have been identified, the organization got to
decide how many and which ones to target. Lot of marketing effort is
dedicated to developing strategies that will best match the firm’s product offerings
to the needs of particular target segments. The firm should look for a match
between the value requirements of each segment and its distinctive capabilities.
Marketers have identified four basic approaches to do this:

1. Undifferentiated Marketing

A firm may produce only one product or product line and offer itto all
customers with a single marketing mix. Such a firm is said to practice
undifferentiated marketing, also called mass marketing. It used to be much more
common in the past than it is today. A common example is the case of Model T built
by Henry Ford and sold for one price to everyone who wanted to buy. He agreed to
paint his cars any colour that consumers wanted, ‘as long as it is black’. While
undifferentiated marketing is efficient from a production viewpoint (offering the
benefits of economies of scale), it also brings in inherent dangers. A firm that
attempts to satisfy everyone in the market with one standard product may
suffer if competitors offer specialized units to smaller segments of the total market
and better satisfy individual segments.

2. Differentiated Marketing

Firms that promote numerous products with different marketing mixes designed to
satisfy smaller segments are said to practice differentiated marketing. It is still aimed at
satisfying a large part of the total market. Instead of marketing one product with a single
marketing program, the firm markets a number of products designed to appeal to
individual parts of the total market. By providing increased satisfaction for each of
many target markets, a company can produce more sales by following a
differentiated marketing approach. In general, it also raises production, inventory and
promotional costs. Despite higher marketing costs, a company may be forced to
practice differentiated marketing in order to remain competitive.

2. Concentrated Marketing

Rather than trying to market its products separately to several segments, a firm may
opt for a concentrated marketing approach. With concentrated marketing (also
known as niche marketing), a firm focuses its efforts on profitably satisfying
only one market segment. It may be a small segment, but a profitable segment. This
approach can appeal to a small firm that lacks the financial resources of its
competitors and to a company that o ffers highly specialized good and services.
Along with its benefits, concentrated marketing has its dangers. Since this
approach ties a firm’s growth to a particular segment, changes in the size of that
segment or in customer buying patterns may result in severe financial problems.
Sales may also drop if new competitors appeal successfully to the same segment.
Niche marketing leaves the fortunes of a firm to depend on one small target segment.
3. Micro Marketing

This approach is still more narrowly focused than concentrated marketing. Micro
marketing involves targeting potential customers at a very basic level, such as by the
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postal code, specific occupation or lifestyle. Ultimately, micromarketing may even
target individuals themselves. It is referred to as marketing to segments of one. The
internet allows marketers to boost the effectiveness of micromarketing. With the
ability to customize (individualization attempts by the firm) and to personalize
(individualization attempts by the customer), the internet offers the benefit of mass
customization — by reaching the mass market with individualized offers for the
customers.
PRACTICAL PART
Ex 1.
1. Describe the types of research mentioned?
2. Explain the rationale for the suggestion that both a catchment area survey and a
survey in the shopping centre should be conducted.
3. Give a detailed comparison of the strengths and weaknesses for each of the
guantitative methods suggested in the proposal.
4. Give your arguments for and against the inclusion of the qualitative research as
part of the research design.
Why is market research important for a business?
What is a market research plan?
What is the need of business research?
What are the goals of marketing research?

N O

Ex 2. Consider the toothpaste market. Nearly everyone uses it. Yet, the

toothpaste manufacturers have found that consumers have different ideas about what
they would like the product to do. Prepare a list of what consumers want their
toothpastes to do to them.
Ex.3. The summer looks hot. That isn’t the weatherman talking, but the ice
cream marketer, who seems to have abandoned an age-old positioning of the product
(as a fun, family treat) in favour of a new one: as an adult indulgence. Leading the
new strategy is HLL, which has reworked the marketing communication of its
Kwality brand to something more risqué. Its TV and billboard ads show adults
“pleasuring it up” quite suggestively. What’s up? According to an HLL
spokesperson, the repositioning is “a bid to reflect the sensorial awakening in
society”. “Evidence of which”, the spokesperson continues, “is to be found in the
spending one sees at malls and multiplexes”. At any rate, says the spokesperson,
given that half of the country’s population is between 18 and 34, its new
communication better reflect s its image as a youthful and indulgent brand. Rivals
haven’t yet followed suit. On the contrary, ones like the Anand-based milk
marketing cooperative Amul, whose officials were not available for comment, are
sticking to their family-centric campaigns, Will HLL’s new positioning put its Rs.89
crore (2004 revenue) ice cream business on the boil? Hard to say. For, this is one
category where availability plays a bigger role than just branding.

Questions:

1. What are the market segmentation, targeting and positioning insights that
you draw from this case?
2. Why is HLL repositioning its Kwality brand of ice creams?
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Unit 1.5. JOB HUNTING

Words and expressions: Applicant supervise; ad (advertisement); offer a job;
personnel / human resourses department; tailor of particular position; personnel /
human resourses manager; employed / unemployed; post/ appointment /position
/vacancy; qualified / skilled; education; unqualified / unskilled; first time job seeker;
dependable; background; senior; make a career; junior; experience / experienced,
officer; reference; connections; marital status; salary, wages, fee, honorarium;
interview; charge; interviewer; deadline; interviewee; legal contract; work full-time;
to discharge; work part-time; compensation; work by shifts; fringe benefits; be self-
employed; obligation, contructual (treaty) obligation , under (an) obligation to smb.

Text A

Getting a job is a very hard period in the life of most people. Companies choose an
employee from hundreds of candidates according to special rules, that's why there're
special ‘typical’ factors, influencing on employer's choice. Among such factors are: age,
sex, experience, family background and marital status, personality and references. If
you're to go to an interview tomorrow, sleep well before it and don't forget your CV at
home — is the basic rule. Moreover, there're some recommendations, which can help you,
for example, to read annual report, or company newspaper of the company to show your
understanding of the corporate strategy on the interview. What's more, you should
choose corresponding dress code for the interview. Even such advices are to help you
make a good impression; some companies don't want to hire a man, who follows every
advice.

After getting a job, you may have some unexpected troubles with boss, too: e.g.
if you dye your hair or wear something not appropriate. The best solution of such
situation is to ask a trade union for advice, which can always help you in your fight
with an employer. Of course, if you affect company discipline not coming in time or
working badly, your dismissal wouldn't be unfair. To conclude, | can say that it is
sometimes hard not only to get a job, but also to work in the staff, and if you don't
want to be laid off, you should follow company rules, it is a must.

Text B. Employment Documents

The purpose of any education or training is further employment.

Finding employment takes hard work in itself; so does finding a better position
once employed. A wide variety of skills is required for almost any job, anything from
taking instructions to giving them, from being supervised to supervising. Often what
makes a prospective applicant stand out is the attitude that comes through in the cover
letter.

A cover letter/ letter of application is necessary in the following
situations: (a) when answering a specific ad from the newspaper, (b) when writing
to aspecific person whose name you got from someone else, and (c) when writing
to a specific company that you feel is a good place for you to get a job. The letter has
one main objective: to interest the employer in your qualifications so you will get an
interview. It should accompany either a CV/ resume or a completed application form.
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A letter of application should be prepared very carefully. It can decide whether
an employer will pass it to the personnel department with the note, «This looks
worth a follow-up,» or will quietly drop it into the nearest wastebasket.
Employers receive many letters and cannot pay attention to all of them; if you
want yours to «set you apart,» or to attract attention, observe the following rules.

1. Whenever possible, address your letter by name to the appropriate person in
the company.

2. Use standard-size, good-quality white bond paper.

3. Type the letter or have it typed. Make sure there are no errors!

4. Be very careful with spelling and punctuation.

5. Be brief — your letter should take up no more than a page.
Businesslike letters will receive more attention. Three paragraphs is an ideal length.

6. In your first paragraph, mention the job you are applying for and
where you saw it advertised. If you are not applying for a specific job, identify
yourself, mention who referred you, if anyone, and why you are applying to this
company.

7. In the second paragraph, state (a) why you think you are qualified for this
job; (b) what contribution you can make to this company;
and (c) any related work experience. If in the past you worked for a good company,
it is important to mention that. Tell how many years of experience you have and add
that you are enclosing a resume. Mention your most outstanding qualification as
stated on the enclosed resume.

8. The closing paragraph should ask for an interview and say where and when
you can be reached. You may suggest that you will phone for an interview. Make
sure you telephone the company within a week after mailing the letter.

9. Keep a copy of every letter you sent.

The purpose of mailing any letter of application and resume is being granted an
interview. If you are lucky, remember the following things.

What we do is often more important that what we say. The way we dress, the
way we walk, the way we sit and where we sit, the way we look or don't look at other
people, how early or late we are — these things, which are all elements of nonverbal
communication, are responsible for over 60 percent of the impression we make on
other people. Keep in mind that the employer is not only considering the way
you speak, but is looking at you as a whole. Don't underestimate the
importance of qualities other than job skills, which you can bring to the job: maturity
and life experience, responsibility, willingness to learn new things, willingness
to work hard, ability to adapt to difficult situations, initiative, pride in your work,
dependability, creativity, or the ability to work in an organized way. These are
qualities to emphasize.

When you leave an interview, thank the interviewer for his or her time and
consideration. Ask when you will be notified of the company's decision. Most
companies will inform you within two weeks. If you have not received an answer
after a reasonable amount of time, follow up with a letter or telephone call.

Of course, you may decide on the basis of your interview that you do not want
the job. If you are offered the job, ask for a day or two to consider the offer and then
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the interviewer what you have decided. Never accept a job and then fail to

show up. Keep in mind that employers in the same field often know each other.
Unprofessional behavior with one employer could cause you trouble with another
employer.

Answer the questions.

1.
2.

Why is it difficult to find a good job?
What qualities are of value among employers?

3. How should cover letters be prepared?

4.
5.
6.
7.
35

In what cases does one write these letters?

Why should one prepare for an interview?

What personal qualities should one emphasize during the interview?
How will you behave after the interview?

common interview questions.

1.Tell me about yourself.

. Why did you leave your last job?

. What experience do you have in this field?

. Do you consider yourself successful?

. What do co-workers say about you?

. What do you know about this organization?

. What have you done to improve your knowledge in the last year?
. Why do you want to work for this organization?

. Do you know anyone who works for us?

. What kind of salary do you need?

. What salary are you expecting?

. Are you a team player?

. How long would you expect to work for us if hired?

. Have you ever had to fire anyone? How did you feel about that?
. Have you ever been asked to leave a position?

. Why should we hire you?

. What irritates you about co-workers?

. What is your greatest strength/weakness or deficiency?

. Tell me what «success» means to you.

. Tell me about your dream job.

. What is more important to you: the money or the work?

. Tell me about your ability to work under pressure.

. Are you willing to work overtime? Nights? Weekends?

. Do you have any blind spots?

. What is more important on your job, written or oral communication?
. Tell me about a deadline you had to meet.

. What do you do when you’re having trouble with your job?
. What do you do when you’re having trouble with a boss?

. Describe your work ethic.

. What has been your biggest professional disappointment?

. What are your future plans?
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32. What are your 5-year goals?

33. What are your hobbies?

34. Do you play any sports?

35. Do you have any questions for me?

AJIropuT™M Hanucanus pe3ome pesome (resume) wiam CV — Curriculum Vitae.
PRACTICAL PART

Ex 1. Work in pairs. Produce an interview.

Ex 2. Complete your application form and CV( resume )( for 1 page). Use the
sample.
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3MICTOBUH MOAYJIb 2. COMMUNICATION
TEMA 2. l]PO(I)ECIﬂHE CHIVIKYBAHHS$I IHO3EMHOIO
(AHI'VIIMCBKOIO) MOBOIO B ITMCBMOBIU ®OPMI

TEXT A. Business Writing

The aim in business writing is to communicate as clearly and concisely as you
can. In our high-tech culture we expect many Ex.s to take far less time than they do.
Writing is one of them. The ability to write well — clearly and concisely — is not an
ancillary skill; it is an essential skill.

Contrary to general belief, writing is not something only ‘writers' do; it is a
basic skill for getting through life. However, writing is a high-level conceptual
skill and it does take time. Many mental activities are taking place while you are
writing: analyzing the audience, remembering and deciding on what information to
present, organizing the information, putting it into comprehensible sentences,
paying attention to the rules of good writing, proofreading, etc.

When getting started, remember, if you gain control of yourself, you will gain
control of your topic.

* First of all you ask yourself the question about the purpose of your writing:

Are you writing to inquire, inform, persuade, motivate, or do you have more
than one purpose?

Second, get interested in its scope:

* Given your needs and your reader's needs, how much information should you
include?

Third, see clearly the contents of your writing:

* What kind of information will help you to achieve your purpose? Do you have
all information you need? How, or where, can you get additional information?

At last, you should ask yourself about the available constraints:

Put yourself in your reader's place and look at the message through his eyes.
Most of the readers want the results of your thinking, not the thinking itself.
Remember that there is a difference between thinking and communicating. When
experimenting with various ways to organize the information be guided by two
factors: (1) your reader's knowledge and interest and (2) your purpose and the
information itself. The contents

of any letter may be summarized as follows: (1) opening, (2) purpose; (3) action,
and (4) polite expressions.

Answer the questions
What should you take into consideration while you are writing?
What can be the purposes of your writing?
What should you keep in mind while writing?
Why are readers more interested in the results of the writer's thinking?
Can you write well?
How important for you is the ability to write well?
What is the most important to organize information properly?

NooakowdE
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Ilopaau o0 HAMUCAHHA IIJI0BOT0 JIUCTA

o[lpy  HammcanHi  AUTOBOrO  JIMCTA BAXKJIMBO  JIOTPUMYBATHCH
NPOCTOTH Ta WileCHPAMOBAHOCTI, 1100 CeHC JucTa OyB YITKHM 1 3PO3YMLIHM.
JloTpuMy#HTeCST TPUHLHUITY JIaKOHIYHOCTI. BHKOpUCTOBYHTE HOpMaTHUBHY Ta
3pO3yMITy JIEKCHKY.

o Kpammii cmoci®6 posmouaTu JucT — 4iTKO BKa3aTu Mety. lle Tak 3BaHuit
NpAMUN MAX1J, SKUH BHU3HAYA€ TOMAIBIIMK 3MICT JHCTa Ta MPUBEPTAE 1HTEPEC
yyTaya.

o OJIHaK, SKIIO y JHUCTI ONMUCYBAaTUMYThHCS MOTaHi HOBMHM, TO MPAMUIA MmiaXin
HeAOULIbHMI. 3aMiCTh IIHOTO JOUUIBHO BUKOPUCTATH HEMPSAMUN MIAX1Jl, BUKJIABIIH
HEraTUBHI HOBUHU B ApyroMy abo TpeTboMy ab3aliax JIMCTa.

o 3BEepTaHHS 1 BCTYNMHA YacTHHA JIUCTa MalOTh OYyTH BBIWIMBUMH. 3aBXKIU
MPUAUISATE yBary nmov4yTTsIM yuTaya.

o [licns BcTyny HEOOX1/IHO BUKIJIACTH J€Tall MPOOJIEMH.

« OKpeciTh JTAKOHIYHO 1 BOJAHOYAC IMOBHO MPOOJIEMY Ta 3alpONOHYyHTE BaplaHT
il BupimeHHd. [loBi1oMTe ynTayeBi PO NPUYUHU TPUIHATOTO PIIIEHHS.

o JloTpuMyiiTECH OAMHAPHOIO 1HTEPBAILY 1 3aJMIIANTE MOJBIMHI MPOOLTH MIX
a03aramu. BupiBasiiTe cBii smct mo jiBomy kpato ( (block style — BupiBHIOBaHHS
PAIKIB 10 KIHIS BJIiBO). BUKOPHCTOBYHTE KOPOTKI PEUEHHS 1 TOTPUMYUTECA YITKHX
a03arliB.

« BynpTe MakcuManbHO BiIBepTi Ta moBaxKaiiTe 4Yac cBoro uurada. Biarak
BiJIpa3y MepexoabTe 0 CYTi CIIPaBH.

« BukopucroByiite mpudt «Arial», «Times New Romany, «Courier New» a6o
«Verdanay». Po3mip mpudty mae 6ytu 10 abo 12. Bukopucrosyiite moss 2,5 cm abo
1 nmroiiMm 3 ycix OOKiB.

« 3aBXJIM CTaBTE IHTEpECH YMTA4iB MOHAJA CBOI BJjacHi. 3aMmicTh Toro, abwm
TOBOPHUTHU PO CBOI OUiKyBaHHS, BKAXKITh T€, 0 BU MOXKETE 3alPOTNIOHYBaTH.

« bypTe yBaskHi 3 iIMEHEM 1 Ha3BOIO KOMITaHIi OTpUMYBaya.

o JloTpumMyiiTECS PO3MOBHOTO TOHY, ajJ€ BOAHOYAC NMPOQeCiiHOro; YHHKANTE
HaaMIpHOi POPMaIBLHOCTI.

o YHUKAMNTE )KaproHi3MiB, CaMOBIIEBHEHOCT!I, 3apO3yMIJIOCTI Ta
CaMOBHXBAaJISTHHSI.

o Y UCTI BUKOPUCTOBYHTE AIMCHUI cIOCIO Ta 0COO0B1 3aMEHHUKH.

o 3aBX/JIM 3aKIHUYHUTE JIMCT 3aNMTOM Ha JAilo0.

o 3ayHIIITe TyCTHIA PSAJOK MICHs 3BepTaHHS (MPHUBITAHHS) 1 TIEpe] 3aKITFOYHOIO
YaCTUHOIO.

¢ 3p00iTh MO/IBIMHU BIJCTYI MK OCTAaHHIM PEUCHHSM 1 KIHIIBKOIO JICTA.

o SIk110 HEOOX1/THO, 3anuiTe 4 a00 5 BIACTYIIB JJIs BIACHOPYYHOTO MIITUCY.

JIinoB1 JIMCTH 3aBXAU APYKYIOThCS Ha Outomy mamepi gopmaty A4, a He Ha
KOJIbOPOBOMY a00 Ha OyIb-SKUX KaHIEJSIPChKUX Marnepax. bizHec-muctu 3a3Buuai
HOCATh (pOpMaIbHUHN XapaKTep, a TOH JINCTA 3aBXKAU Ma€ OyTH BBIUJIMBUM.

Hanpuknan, He xopexktHo mucatu: «l want you to come to our office on
Wednesday». 3amicTs nporo gomiasHo HanmucaTth: «\Would you be able to come to our
office on Wednesday?»
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JIucTH noBUHHI OyTH TaKOXK HE 3aHAJITO €MOIIIMHUMHU.

Hanpuknan, skmo Mamga Micue

HECBO€YACHA JIOCTaBKa 1, K HACIIJIOK,

3aTpUMKa CTPOKIB BHUPOOHHMIITBA, TO KOpeKTHO Oyae Hamucatu: »The delivery was
six days late and that caused severe disruption to our production.»
ko BU TOBIZOMIIIETE MOTaHI HOBUHU 200 BHOAa4YaeTecs, MOTPIOHO TyKe
BBIWJIMBO 1 TAaKTOBHO OKPECIUTH MPUYUHU POOIIEMH.
Moxna BukopucroByBatu Bupasu: «l regret to inform youy, «Unfortunately»

a00 «I’m afraid thaty.

3aKiHuyiTe JIMCT TaKOX NMpo(deciiiHO Ta BBIUIUBO.
He 3a0yabTe BigpemaryBaTH JINCT, BUIPABUTH HassBHI MOMHJIKK (TepeBipTe

JIUCT JIBii).

dopmart A1JIOBUX JIUCTIB SBJISE€ COOOIO MOCTIAOBHICTh TAKUX €JIEMEHTIB:

« Name and Address of Recipient (im’s oTpuMyBava Ta ajapeca).

« Date (nata).

« Reference (mocuianns).
 Salutation (mpuBiTaHHs).

« Body (romoBHa yactuHa).

« Closing (miacyMoK, BACHOBOK).

« Signature (mmiamuc).

o Typistinitials (inimianu BignpaBHUKA).
« Enclosures (nogatkn).

OOOB’SI3KOBO  NIEpEKOHANTECs, IO 1M’ Ta MPI3BUIIE OTPUMYyBaya JMCTa
HamucaHl mpaBwiIbHO. BukopucrtoByiite «Dear Sir/Madamy, sikiio Bu He 3Haerte,

KOMY aJpECYETHCS JIUCT .

Dear Sir/Madam — I[llanoBHuii mane (maHi).
Dear Mr. Smith — IllanoBHwmit MicTepe CMIT.
Dear Ms. — [llanoBHa naHi.

Dear Jack Johnson — IllanoBuuii [Ixxek J>KOHCOH.
Dear Customer — I1laHOBHHMIA TTOKYTICTIb.

Gentlemen — ITanoge.

[TpuBiTaHHs

3aBepIIeHHS

SIlkmo Bam Bigome 1M’d
JIIOWHM, K1l By numere

Dear Ms.

Smith)

Mr. (Mrs.,

Yours sincerely.

SIxmo Bam He Bimome 1M’4
JIFOJIMHM, K1l By nnmere

Dear Sir or Madam
To Whom It May Concern,

Yours faithfully
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[Tpuxnanu BCTynHUX Ppa3 y AUTOBOMY JUCTI ( ISl BAKOPUCTAHHS MTOCUJIaHb Ha
MIOTIEPETHIO KOPECTIOH/ICHITI0; TIOBITOMJICHHS IPUYMHH HATICAHHS JINCTA TOIIIO):

With reference to your letter of 7
September, I ...

[Mocunarource Ha Bam smcr Big 7
BEPECHS, 11...

| am writing to enquire about ...

Hamnpasnsro Bam nuct 3 meToro
YTOYHEHHS 1H(pOopMaIlii mpo...

After having seen your advertisement in ...
, I would like ...

VY 3B’s13Ky 3 Bammm pexiiaMHUM
OTOJIONICHHSM V ..., 5 XOTiB(71a) ...

After having received your contact
information from ..., I ...

VY 3B’s13Ky 3 oTpuMaHHAIM Bammx
PEKBI3UTIB (KOHTAKTHUX JTAHUX) BiJ
s
N

| received your address from ... and would
like ...

A orpumaB Barmii koHTaKTHI qaH1
BIJ ... 1 XOTIB OH ...

In reply to your letter of 2 June, ... —

V BianoBiaes Ha Barmr nuct Bijg 2
YEPBHA ...

Thank you for your letter/e-mail about ... —

Bucnosiroro Bam BasguHich 3a Bam
JUCT / €JEKTPOHHHUH JTUCT MO ...

Thank you for your letter regarding ... —

Jskyro Bam 3a Bamn nmuct BigHOCHO

Thank you for your letter of 3 November. —

Hsaxyto Bam 3a Bamr nuct Big 3
JINCTOIIAIA.

We/l recently wrote to you about ... —

HemonaBrao mu / st HarpaBisuH(B)
Bawm indopmairiro mpo ...

3agepuienna 0i06020 aucma

B octannbomy a03aiii iucta moTpiOHO MUCATH:

Please feel free to contact us in case you have any questions. —
3BepTaiiTecs y pa3i BAHUKHEHHS OyAb-SIKUX TUTaHb.

AOO0 HWXYEBKa3aHI BUpa3M, SKIIO BH XO4YETEe JOJATH SKICh JOKYMEHTH,

doTorpadii:

«l am enclosing...» abo «Please find the enclosed/attached ...».

3aKiHYEHHsI JIUCTa MEPEeayCIM 3aJeKUTh Bl BallMX CTOCYHKIB 3 aJpECATOM.
Bukopucropyiite «Yours faithfully», skmo Bu He 3Haere moauHy, 1O SIKOi
3BepTaETeCh; »YOUrs sincerely» — mis agpecaris, IKHX 3HAETE J00pe.

Jns Menn oilifHUX JUCTIB MOXKHAa BHKOPHCTOBYBaTH: «Best regards» a6o
«Kind regards». Hanpukiniii JucTa MOTPiOHO MOCTaBMTH CBil MiANMHKC, yKa3aTH

MIPI3BUIIE TA MTOCATY.

[TepeBipTe UCT HAa HASBHICTH TIOMIJIOK TIEPE BIAMPABKOIO!

Ipuxaaau Bupa3iB HANPUKiHII AiJ10BOTO0 JIUCTA!

Sincerely (Cepaeuno);
Sincerely yours (IIlupo Bar);
Regards (3 moaroo);




Best (I3 naimmpimmMu modakaHHSIMHK);
Best regards (3 noBaroio);
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Kind regards (3 Halikpanumu mooakaHHsIMK );

Yours truly (Illupo Bamr);
Most sincerely (Cepreuno);
Respectfully (3 moBaroro);

Respectfully yours (3 Haiirnu6I1010 MoIIaHoo);

Thank you ([Isxyro Bam);

Thank you for your consideration (/Isxyro Bawm 3a yBary),

[Ticnst bOTO CTaBTE KOMY 13 HOBOT'O a03ally BKaXiTh CBOI JIaHi:

— name;
— email address;
— phone number.

Sxmo Bu iHQOpPMYyETE CBOTO KOJETY IIOAO CTaTyCy MOTOYHOTO MPOEKTY, TO
(dopmasibHEe 3aBeplICHHA OyJie HE 30BCIM JOPEYHHMM; a SKIIO BH, HaIlPUKIA],
BCTynaere B OOpoTbOy 3 METOI MPOCYBAHHS MO Kap €PHHUX CXO0Jax, TO BOHO

Oe3nepeuHo Oyie moTpioHO.
I xomHUX

«Later», «Thanksy, «TTYLy», «Warmly», «Cheers» i moaioHOi

PO3MOBHOT Jiekcuku! Bac mpocTo He 3p03yMit0Th.

Ilpuknaou ¢hpa3z 014 3aKinueHHA 0L106020 TUCMA
Taki ¢pa3u 3a3BUuUail BUKOPUCTOBYIOTHCS JJIsl TIOCUJIAHHS HA HACTYMHI MOIi;
BUOAYEHHS; MOBTOPHOTO MTPOXAHHS PO JIOTIOMOTY TOIIIO.

If you require any further information,
feel free to contact me at any time.
Should you need any further
information, please do not hesitate to
contact me at any time.

If you have any further questions, please
do not hesitate to contact me.

Axumo Bam noTpiOHa qonatkosa
1H(popmarlis, 3sepraitecs B OyAb-sIKUN
qac.

| look forward to your reply. / | look
forward to hearing from you.

A 3 HerepninHAM yekaro Ha Barmry
BIJIMOBIJIb.

| look forward to seeing you.

I3 HeTepmiHHAM YeKaro Ha 3ycTpiy i3 Bamu.

Please advise as necessary.

SIx10 HeoOX1IHO, HaJaBalTe CBOI
pEeKOMeHIallii.

We look forward to a successful
working relationship in the future.

Mu HanamToBaHi Ha YCHIIIHY CHIBIPAIIO
3 Bamu B MaliOyTHbOMY.

Once again, | apologize for any
inconvenience.

[Ie pa3 mpuiitmMiTh MOT BUOaYeHHS 3a Oy /b-
K1 HE3PYYHOCTI.

We hope that we may continue to rely
on your valued custom.

Mu criogiBaeMoch Ha Bamni 1iaH1
3aMOBJICHHS.

| would appreciate your immediate

51 O6yB Ou BasiuHMii 3a Bamry
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attention to this matter.

0e3MmocepeIHIO YBary 10 MbOTO IMUTAaHHS.

| await your reply with interest.

A ouikyro Bamioi BiAmoBial 3 HETEPIIHHSM.

We look forward to building a strong
business relationship in the future.

Mu HanamroBaHi Ha TOOYIOBY MIITHUX
JIIOBUX CTOCYHKIB 3 Bamu y
MaiOyTHbOMY.

| look forward to our meeting on the 7th

of October.

S 3 HeTepMiHHAM OYiKYIO HaIloi 3ycTpidi 7
’KOBTHHL.

Thanks for your extremely helpful
attention to this matter.

Jsxyro 3a Bamry Haa3BUYaiHO KOPUCHY
yBary JI0 IbOr0 NUTAHHS.

Thanks again for your attention,
consideration and time.

e pa3 asKyro 3a yBary, po3risiy i 4ac.

It's always a pleasure doing business
with you.

I3 Bamu 3aB/1M NpUEMHO MaTH CIIPABY.

Thanks again for sharing your expertise

in this matter.

[Ile pa3 AsKyr0 32 OOMIH JOCBIJIOM Y
1IbOMY ITUTaHHI.

I am looking forward to getting your
input on this issue.

S 3 HeTEepHIHHAM YeKaro
MO>KJIMBOCTI 3poOuTH Bar BHECOK y 11e
MUTaHHS.

KOPUCHI BUPA3U

| am happy to write to confirm our
agreement about the summer workshop.

Panguii wamucat Tpo  MIATBEPKEHHS
Hamoi 3 Bamu yrogu moao JITHBOI
MaiCTEpHI.

Thank you for writing to us about your
experience in our research center last
week

[saxyemo Bam 3a Te, mo Hamucainu Ham
po CBI J0CB1A y HaIIoMy
JOCTITHUIIBKOMY IICHTPI Ha MHUHYJIOMY
THKHI.

It was a pleasure meeting you at the
meeting/conference  last  Monday.

Bamu Ha
MUHY TN

by pammit 3yctpiTucs 3
3i0panHi / koHdepeHiii  y
MTOHETJIOK.

I am writing to provide the information
you have requested.

Hanaro 1Hdopmarlito, IKy BU 3alIUTyBaJIH.

As per our phone conversation

Y  nOponomkeHHI  Hamoi  TeaepoHHOI

PO3MOBH...

Thank you so much for contributing to
our auction

Jsxyro Bam 3a Te, mo 3pobwin CBii
BHECOK Y HaIll ayKITiOH.

I am applying for graduate schools in
marine biology, and | would be very
grateful if you would write a letter of
reference for me.

S mnopato 3adBKYy B acmipaHTypy 31
cnemiaabHocTi «EKOHOMIKa» 1 OyB O
Ty’Ke BISIUHUM, ko 6 Bu Hanucamm nis
MEHE peKOMEHAIlIMHUI JTUCT.

Thank you for writing to ask about
attending the conference in Baltimore. |
wish | could approve your request.

Hdaxkyro Bam 3a  JguUCT  CTOCOBHO
koH(pepenuii y bantumopi. XotTiB Ou
cxpaautd  Bam  3anur. Ha  xane...
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Please accept my apology for missing | [IpuiimiTe Moi BuOaYeHHS 3a MPOITYIICHY
the meeting yesterday. | am very sorry | 3yctpiu B4opa. MeHi IKo/1a, 10 ST He 3Mir
that | was unable to attend. | 6ytn npucyTHIM.

Congratulations on successfully passing | Bitraemo Bac i3 ychoimHO CcKiIaJaeHUM
your bar exam. You are now officially | icnutom. Tenmep Bu  odimifino €
an attorney YIIOBHOBa)KEHOIO 0C000I0!

| fully meet or exceed the requirements | 51 moBHicTIO BiAMOBiAal0 BUMOraM Oi3Hec-
of the Business Analyst Il position, and | anamituka III kaTeropii abo mepeBepIiyio
| am pleased to apply for it |ix,1is paaio MOKIMBOCTI MOJATH 3asBY Ha
ITFO TTOCATY.

TEXT B. 10 BuaiB 0i3Hec-JIUCTIB

« Komepuiitnuii siucrt. Sales Letter.

TunoBi komepuiitHI (peKyiaMHl) JIUCTU MOYMHAIOTHCSA 13 CUJIBHOI 3asBH, 1100
MIPUBEPHYTH yBary 4uMTaya, OCKUIbKM METa MOJIArae B TOMY, a0M CIOHYKAaTH HOTO JI0
i,

Taki TUCTH BKJIIOYAIOTh Y ce0€ 3aKJIUKH, TOKJIAJHUM OMUC KOPUCTI IJi YuTaya,
MOCIIJOBHICTh BXKHUTTS 3aX0/I1B, a TAKOXK HOMEpH TeedoHIB a00 MOCUIIAaHHS HA CAMT.

o JIucT-nopyvenns (ucr-3amoBienns). Order Letter.

JIncTr-3aMOBJICHHS BIAMPABISIOTHCSA CIOKMBa4YaMH BUPOOHUKY, TPOJABINIO YU
ONTOBHKY JIJIsl 3aMOBJICHHSI TOBapiB 200 MOCHYT.

Jluct mae MiCTUTH 1H(GOpPMALIIIO MPO HOMEP MOJECIHI, Ha3By MPOAYKTY, OaxkaHy
KUIBKICTh Ta OYIKYBaHY BapTICTh.

[Hdopmaltis mpo ormIaTy Takok 1HOA1 BKIIFOUAETHCS Y JIUCT.

o JIucr-ckapra (pexnamanisi). Complaint Letter.

Pexmamariisi —mipeTeH3is Ha HU3BKY SIKICTh TOBapy 3 BHUMOTOIO BiJIIKOyBaHHS
30uTkiB. CiioBa 1 TOH, SIKIi BM BHUKOPHCTa€Te€ B JIUCTI-CKap3i, MOXYTh CTaTu
BHpIMIATFHUM YHHHUKOM TIPH HOTO PO3TIIS/II.

Bynpre TakTOBHUMH, 3aBXAM AOTPUMYHTECS MNPOQPECIHHOTO TOHY, SKILIO
nparsere, 1o0 KepiBHUIITBO BacC MOYYJIO.

o JIucr i3 BperyaoBanns cynepevyok. Adjustment Letter.

Takuil nuCT 3a3BUYall HAJCUIIAETHCS y BIAMOBIAL Ha MpETEH3il0 abo cKapry.
SKmo cuTyalisi CKIaAaeTbCcsl HA KOPUCTh KIIIEHTA, TO MOYHIThH JUCT 13 I[1€] HOBUHHU.
Sxmo =i, ToTpUMyHTECsS (PAKTOIOTIYHOTO TOHY, 30epiraroyu BBIWINBICTh. [loBimomTe
KJIIEHTY, 1110 BU PO3yMI€TE HOTO CKapry.

o JIucr-3anur. Inquiry Letter.

Jluct 13 3amMTOM CKJIQJAIOTBCA 3 METOW OTpuUMaHHsS 1HMoOpMarli Bix
orpuMyBaua. [Ipu ckiiamanHi TaKoTro JIMCTa, AJOTPUMYHTECS YITKOCTI Ta JAKOHIYHOCTI,
nepepaxyiTe auiie HaioIbi HeoOX1He /IS Bac.

OO60B’S13KOBO BKaXITh CBOIO KOHTaKTHY 1H(opMallito, abu yuTay MaB 3MOT'y Bam
BIJITTOBICTH.

o Jlucr-naragyBanns. Follow-Up Letter.
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3a3Buuail e peKJIaMHHN JIUCT, HAAICIaHUKA MOBTOPHO (HANPHKIIAJ, Y BHUIIAIKY
HE HAJIXO[KCHHSI 3aMOBJICHHS).

Ile moxe OyTu BIAAUT MPOAAXy, SIKUH KY€ KIIEHTOBI 3a O(OopMIICHHS
3aMOBJICHHSI, O13HECMEH, SIKUH MPOBOAMUTH OIJISI PE3yNbTaTiB 3yCTpidi, JIIOJWHA B
MOIIYKY POOOTH, SIKa CTAaBUTh MUTAHHS PO CTATYC CBOET 3asIBU.

Haiiuacrime Taki JUCTH SBISIOTH COOO0 KOMOIHAITIO TOASYHOI 3aMITKH Ta
KOMEPIIIHOTO JIHCTA.

« Pexomenpauiiinmii auct. Letter of Recommendation.

[ToreHiitHi poOOTOABIII YAaCTO 3aNMUTYIOTh Yy KaHAWAATIB Takl JIUCTH, TEpen
THUM SIK HAWMaroTh iX.

[e# Tun nucTa 3a3BUYa sBIILE€ COOOIO BIATYK MOMEPEAHHOr0 POOOTOAABIIS (UM
CHiBpOOITHHUKA) TIPO 3400yBaya 3 mpodeciitHoi TOYKU 30Dy .

o JIucT-minrBepaxenns. Acknowledgment Letter.

JIucTU-miATBEpKEHHSI BUKOHYIOTh (DYHKIIIO 3BHUYaiiHOI KBHTaHIil. Kommanii
MOCWJIAIOTh 1X, MO0 MoiH(GopMyBaTH OTpUMyBaya MHpO TE, IO BOHU OTPUMAIH
MonepeHe MOB1IOMIICHHS 3 1H(opMalli€ro, TOKyMeHTaMu a00 1HIIIMMU MaTepiaiamu,
PO paHilIe TOCATHYTI JIOMOBJIEHOCT1, HAMIPH TOILIO.

JIucT-miATBEpKCHHS € 3HAKOM yBarw i MoBaru 0 OTpUMyBada, OJHaK cama
Tt MOKe OyTH BXKKTa a00 HE BXKHUTA.

o Cynposignuii gucrt. Cover Letter.

Taki nuctu 3a3BUYail CynpOBOJDKYIOTh TMAaKEeT JOKYMEHTIB, 3BIT a00 1HIIUN
ToBap. BOHM BHUKOPHUCTOBYIOTBCS U OIHUCY TOrO, ILIO0 BKJIIOYEHO B IMOCHIIKY,
THCTPYKTYIOTh JJIS YOTO 1 10 (32 He0OX1THOCT1) Mae poouTH orpuMyBad. CynpoBiiHi
JIUCTH, K TIPABUJIO, JIAKOHIYHI.

« 3asBa npo 3BiibHeHH. Letter of Resignation.

Konu mnpariBHUK TUlaHy€e 3ajMIIUTA CBOIO POOOTY, JIMCT MPO 3BUILHEHHS
3a3BUYail CIPSMOBYETHCS MOro O€3MocepelHbOMY MEHEKEPY 13 3a3HAUYCHHSM
OCTaHHBOTO JHS poOoTu. HaiyacTime chiBpoOITHHK TaKOX AETAIbHO MOSICHIOE
MIPUYHHY, 3 KO 3aJTHIIIa€ KOMITaHIfo.

TEXT C. IlpouuTaiiTe Ta nepekjaaaiTh AiJ0Bi JUCTH

Juer 1

1. Company Letterhead
Students Of The Future Co.
610 Fountain Ave
Burlington, NJ 08016
June 6, 2018
Burlington Township Student
Street Address
City, State Zip
Dear Student:
Use this sample letter as a template to help you complete your activities throughout
this course. | have purposely set up the spacing and content to make it easier for you
to delete existing text and replace it with the content that you need to use. Please be
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sure to use all the tools provided to you, so that you are more efficient with your
work.

Be sure to copy down the text boxes | have provided, they may be helpful when you
need to compose different types of business letters. Be sure to save this document as:
Letter Template.

Sincerely,

Mr. Rogers

Business Ed. Teacher

*Enclosure* (if needed)

JIuer 2

2.0rganization Letterhead

March 16, 2016

Mr. Ernie English

English Company

1234 Writing Lab Lane

Write City, IN 12345

Dear Mr. English:

The first paragraph of a typical business letter is used to state the main point of the
letter. Begin with a friendly opening; then quickly transition into the purpose of your
letter. Use a couple of sentences to explain the purpose, but do not go into detail until
the next paragraph.

Beginning with the second paragraph, state the supporting details to justify your
purpose. These may take the form of background information, statistics or first-hand
accounts. A few short paragraphs within the body of the letter should be enough to
support your reasoning.

Finally, in the closing paragraph, briefly restate your purpose and why it is important.
If the purpose of your letter is related to your employment, consider ending your
letter with your contact information and title if it not included on letterhead.
However, if the purpose is informational, think about closing with gratitude for the
reader’s time.

Sincerely,

*Signature*

Lucy Letter

President

*Enclosure

IIlo Take MoTHUBANiHHMI JHCT?

Berynm no yHiBepcuteTy 3a KOpJAOHOM abo cmpoba mpareBiamTyBaHHS
nepeadayae HaMMUCAHHS MOTHUBAIIMHOTO JHUCTA. Y OUIBIIOCTI BUMAIKIB MPABUIHHO
oopMieHu MOTUBALIHHUN TUCT — 11e 50% BCTyIy 10 YHIBEPCUTETY Ballloi Mpii abo
npanepnamryBadis. CamMe TOMY HE BapTO CTaBUTHCS JIETKOBO)XHO JO WOro
HanvcanHs. MotuBaniitauii suct — Personal Statement, Statement of Person,
Motivation Letter — 1e HeoOXigHa YacTHHA aHKETH, fSKa pa3oM 3 1HIIAMH
JOKYMEHTaMU MOJIa€ThCS MPHU BCTYMI 10 3apyOIKHUX 3aKJIaJliB OCBITH.
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MoskHa CMITMBO CTBEpIKYBAaTH, IO II€ HAWBAKIUBIIIA YaCTHHA 3 YCHOTO
MakeTa JOKYMEHTIB, IO € TaKOX TapHUM 3aco00M CaMOBHUPaXCHHS. AJDKe
npuiiManbHa KOMICIAI He OauWTh JIOJWHHA, a TUIBKA JOKYMEHTH, AaHKETy Ta
MOTHBaIlIMHUA JHCT. be3cyMHIBHO, camMeé B MOTHBAIIHHOMY JIMCTI TOTPIOHO
MalCTepHO TMPEACTAaBUTH cebe 1 CBOI HAaBHMYKHM MAaKCHUMAJIbHO BUTIAHO, OMHCATH
OCBITY, HasIBHUI MPoQeCciiiHMiA TOCBIA Ta y4acThb y CYCHIJIbHOMY JKUTTI.

MoruBaniitauii auct (Mmotivation letter) — ne ece Ha 1-2 cropiHKH, B SKOMY
KaHJUJaT OMHUCY€E CBOi 1HTEpecH (akaaemidyHi), JOCBIiJI, IIUI, KUTTEBY IO3MIIIO Ta
JIOCATHEHHS. MOTHBAIIHAIA JHCT MOXE PO3IMOBICTH MPO aBTOpPa, TMOBITOMHUTH
BOXJIMBY 1H(OpPMAIIIIO:

o TIO-TIEpIIIC, TIPHIIMAIbHA KOMICisl 3MOYKE OTPUMATH YSBJICHHS PO KaHAWJATa,
floro 31aTHICTh KPUTHYHO MUCTUTH, aHATITUIHI HABUYKH.

e IIO-JIpyTe, TMpPO 3MIaTHICTh KaHAWJAaTa JIOTIYHO, 3B'SI3HO 1 TpaMaTUYHO
MPaBUJILHO MUCHMOBO BHCIIOBITIOBATH CBOI TyMKH.

MeTa HanmUCAHHS JIUCTA

'onoBHa meta nmcra s Beryny 3BO — mepekoHatw 4ieHIB NMpUAMaIbHOL
KOMICIi B TOMY, IIO BH € HalKpalluM KaHAWAATOM, SIKOMYy M TOTpPIOHO BiAaTH
nepeBary. 3a JOMNOMOTOI0 JIMCTa BH HANAaroJKyeTe KOMYHIKAIlI0 3 YICHAMH
NpUMaNbHOI KOMICIi, a JJI1 TOro, 00 1 KOMYHIKalllsl BUSBHIACS YCHIIIHOKW JJIs
Bac, MOTPIOHO:

* 3HATH, YOTO CaAME€ YEKa€ B1J Bac LIJIbOBA ayAUTOPIS;

e YITKO YCBIJJOMJIIOBATH, 1110 CaM€ BU IParHeTe OTPUMAaTH BiJl IPOLIECY HAaBYAHHS
y BHIIII;

o IPABUJILHO PO3IOBICTH PO T1 YHIKAJIBHI AKOCTI, Ki HaJal0Th BaM IepeBar.

Takuii TOKYMEHT, K MOTHUBAIlIMHUI JIUCT aHTJIMCHKOI MOBOIO, JIOIIOMArae
MpaleBIAITYBaTUCS Ta OTPUMATU MPECTHXKHY OcCBITy. Came TOMy NpU HalKMCaHHI
JMCTa NMaM'siTaliTe Taki KJIFOYOB1 ITpaBuJa;

1. Komicii pi3HUX (paKyJIbTETIB OLIHIOIOTH JIUCTHU 33 PI3HUMH KPUTEPIIMH.

2. 3rajka mpo KOPOTKOCTPOKOBI Ta JOBTOCTPOKOBI I1JIi HABYAHHS € JOLIIBHOO.

3. Ommc 0codUCTOro JOCBIMY Ta JOCSITHEHHS BKa3yHOThCS 000B'SI3KOBO.

4. KopoTka XxapakTepUCTHUKa HaBUYaHHS 1 JOCSITHEHb Y 11 cdepl € HeoOX1JHOIO.

[Ipo mo BapTo 3ragaTv, KOJM BH NHUUIETE MOTHBAUIWHUNA JUCT JUIS
MpaleBjaliTyBaHHS B 1HO3eMHY KomnaHiio abo Bcrymy no 3BO? Toi, xto Oyze
YUTATH Balll JIMCT, HAIIEBHO CIOJIBAETHCS OTPUMATH BIAMOBIAI mpo Bac. Tomy He
BapTO HOro po3uapoByBatu!

Y moTuBaniiHOMY JIMCTI NOBUHHI OyTH:

e aHAJI3 0COOMCTUX SIKOCTEH (32 UM OyAyTh POOUTH BHCHOBOK IIIOJIO TOTO, SIK
came BU OIliHIOETe cebe, a 0TKe, i OTOUYIOUHX);

o IIUPICTH ((aNBIIMBICT BiUyBAETHCS OJpa3y — MaiTe 1ie Ha yBasi!);

e ONIMC MIATOTOBKM Ta MOTHUBAIis (JOCBiL pPoOOTH, TOCATHEHHS, HABUYKH,
KOHKpPETHI BKa3iBKM, YOMY BH O0Opajau came 1[I0 CHEelialbHICTh, SK IJIAHY€ETE
pPO3BUBATHCS 1 BAOCKOHAIIOBATHUCS B 11 cdepi);
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¢ HASIBHICTh IIJIEH 1 OOrpPYHTOBaHICTh OOpaHOi Mporpamu (Ba)JIMBO BKa3aTH,
Yoro caMe BH XOYETE JIOCSATTH, HABYAIOYHCH 3a III€I0 CHCI[ANTBHICTIO 1 SIK MPOIIEC
HABYaHHS IOTIOMOXKE BaM JIOCATTH IMOCTaBJICHUX Il );

¢ JIOT1Ka IOOYTIOBU TEKCTY.

Yoo cnio yHukamu npu HANUCAHHI MOMUBAYITIHO2O0 IUCMA.

[To-nepiie, Hamaraitecss yHUKATH KJIIIE 1 3arajJbHUX PEUYeHb, SKi M030aBicHI
KOpHCHOT 1HpOopMaIrii.

[To-npyre, MoTUBAIIHUHN JIMCT HI B IKOMY pa3l HE TOBUHEH MEPETBOPUTHUCS HA
nepekas pestome. HaBmaku, BiH Mae€ JONOBHUTU YSIBICHHS 4ICHIB NPUUMAabHOI
KOMICii TIpo Bac, a HE MOBIJOMHUTH iM Ty caMmy i1HQopMmaIlito, Ky BOHH MOXKYTh
IPOYUTATH B PE3IOME.

OxkpiMm TOro, YHHUKaiTe HEOE3NMEUHUX, HEOJHO3HAUYHUX TEM, yTpUMaHTecs Bij
BUKJIQTy JYMOK IIOJI0 TIOJITUKHM YH PETIrii, 0COOIMBO, SIKIIO Ballla TOYKA 30py HAJTO
BIJIPI3HSETHCS BlJ 3arAJIbHONPUITHATOI. BUKOpUCTOBYITE IPOCTI CIIOBA 1 pEYEHHS, HE
YCKJIQHIOWTE YUTAYeBl CIIPUMHATTA TEKCTY. | HAMTrONOBHIlIE — HE MUIIITH 3aHAJTO
OaraTto. L{e 3aranpHi paBHJIa XOPOIIIOro TOHY B Motivation letter.

OdopmiieHHs1 MOTHUBALIIHOTO JIUCTA

3po3yMizo, BU MOXETE 3aBaHTAXUTW IIA0JOHM MOTHUBAI[IMHOTO JIMCTA
AHTJIIMCHKOI0 MOBOIO Ta CKJIACTH CBIM JIUCT BIAMOBIAHO 10 3HAWJIEHUX 3Pa3KiB.
Opnak Halikpame — cOpoOyBaTH, KEPYIOUHUCh 3arajlbHUMH PEKOMEHJIalIsIMH,
HaIMCaTy BJIACHUM JIUCT-ece.

dopmaru ece:

e HC CTpyKTypoBaHe. Bu y BuIbHIM Qopmi 3MOXKETe€ BHKJIACTH CBOI IIii,
3aBJaHHS Ta OMUCATH JOCBI1J, OCOOKCTI IKOCTI Ta JOCSITHEHHS,

e€C€ y BUIUISIMI BIAMOBIAEH Ha 3amuTaHHsA. Take ece, SK MPaBUiIO, MUIIYTh
KaHIWJATH, SKI XO4uyTh BCTynuTH Ha mporpamu MBA. VYV Takomy Bunaaxky
MOTHUBaUIMHUA JUCT OyJe CKJIaJaTHCs 3 KOPOTKHX €ce-BIAMOBIIEH Ha OKpeMi
MTATaHHS.

[Tigxoam A0 opraHizailii TEKCTY:

o Tematnuynux miaxig. Bu akuentyere yBary Ha 2-4 TeMax 1 po3MOBIAA€ETE MPO
Hux. [lepeBaru miaxomy B TOMy, III0 BU OTPUMYETE MOKIMBICTh IMMPOBECTH MapasIeib
MDK JIBOMa HE TMOB'S3aHUMHU B XPOHOJIOTIYHOMY IIJIaH1 MOJISIMU, SIKI BH XOYETE
MOPIBHSTH.

« XpoHoJoriyHu# niaxia. Bu onucyeTe mojii B XpOHOJIOTT4HIM MOCTIAOBHOCTI.

Sk mpaBUIIBLHO OpTaHi3yBaTH TEKCT?

Haiinikasin ¢akty mojaBaiTe Ha MoOYaTKy JHUCTa, ajpke HHEMAE TapaHTii, 110
JuCT OyJie TOYUTAHUM 10 KIHIIS.

1. ®akT HamaraiiTecs JIOTIYHO BHUKJIAAATH TAKUM YHWHOM, IIOO YWUTA4y MIT
0auuTH Balll PO3BUTOK K B OCOOHUCTICHOMY, TaK 1 B MPOoQeciiiHOMY acreKTax.

2. Posnoginsiite TekcT Ha ab63amu. BUKOpUCTOBYWTE COBa-3B'SA3KH IS
nepexoay Bij oaHoro abszaimy no iHmoro. IIparHiTe 70 TOro, abm KokeH ab3all
BaIllIOTO JiMcTa OYB MIHI-ICTOPIEIO 31 3aB'A3K0I0, KYyJIbMIHAIIEID Ta JIOTTYHOIO
PO3B'A3KOI0.



63

3. Beryn — came Ta yacTuHa JMCTa, SIKA TOBMHHA 3MYCHTH YHTaya MPOYUTATH
foro 1o KiHi. 3po0iTh JHUCT LHIKaBUM: BUKOPUCTOBYITE LIUTATH, OMUC TOIIT 3 XKUTTS,
He3BHYalH1 (HaKTu.

4. BUCHOBOK — HE MEHII BaXXJIMBa YacTWHA JIUCTa. BHCHOBOK MOBHHEH
3aUIINTH TIO3UTHBHE BPaKEHHS BiJ MpouyuTaHoro. HampukiHii Hemae motpedu
pEe3IOMyBaTH KOXKEH IIyHKT, ajié MOXHa pPO3IJISHYTH 3alpoONOHOBaHI B JIUCTI
npo0OsieMH Tif] 1HIIUM KyTOM, MOB'S3aTH iX 3 OUIbLI TI00aTbHUMH MpoliaeMaMu abo
[IOBHIIIIE OMUCATH BaIllll 1111 Ta MOTHUBALIO.

5. Penaryiite nuct B kuipka eramiB. CroyaTKy MPOCTO HANMILIITh TEKCT, YEPE3
JCHb-ABA TPOYUTANWTEe HOro, NEImo Mi3HIIIe — JOKJIAJAHO BUYHMTANTE, BHUIIPABTE

rpamaTuyHi i opdorpadidHi TOMUIKH.

dpa3u, AKi MO’KHA BUKOPHUCTOBYBATH B TEKCTI JIMCTA

I am particularly interested in this job, as ...

A 3amikaBieHUM B OTpPUMaHHI I€l
pOOOTH, OCKIJIBKH ...

I would like to work for you, in order to ...

A xoriB Ou mnpamtoBatd y Bamni
KOMIIaHii

My strengths are ...

Moi cUJIbHI CTOPOHH. ..

| would say that my only weakness /

Moxy cka3zatd, IO €IUHO MOEK

weaknesses are ... But | am looking to | cmabkoro cTOpoHOIO € Ane s

improve in this / these area / s. IIPAIIOI0 HAJT ITUM.

I would be well suited to the position | 51 BBAXKAI0 cebe JIOCTOMHUM

because ... KaHIUJAaTOM Ha 11150) BaKaHCIIO,
OCKIJIBKH. . .

My area of expertise is ... S crieriamizyrocs Ha...

Even under pressure | can maintain high | HaBite migm  THckOM s MOXY

standards. —

BIJIMOBIATH BUCOKUM CTaHJIapTaM.

| have a lively interest in ... and would
appreciate the opportunity / chance to
broaden my knowledge by working with
you.

A nmyxe 3aliKaBICHHH B ... 1 OIIHIOIO
IIAHC 3aCTOCYBaTH CBOI 3HAHHS B IIii
poboTi.

I am highly motivated and look forward to
the varied work which a position in your
company would offer me.

A  nilicHO XO04y OTpUMATH  JOCBIJ
poboTH y Bamiid KOMMaHli Ha MOcal,
Ky Bu 3MoxkeTe 3anpornoHyBaTH.

MoTuBauliHUiA JIUCT MOKHA BiJpa3y NHUCAaTH aHMIIMCHKOI0 MOBOIO abo
CIOYATKy HAMMCATH YKPAiHCHKOIO, a TOTIM — miepeknacTi. OCh TUIBKHU TP TIEPEKIIaii
MOX€ BUHUKHYTH HH3Ka HETOYHOCTEW 1 MOMUJIOK. HalmommpeHimn MOMHJIKH Tpu
MepeKyaal MOTHUBAIIMHOTO JINCTA AHTJIIWCHKOI0 MOBOIO — II€ Y3TOJKEHHSI 4YaciB y
CKJIQJTHUX PEUCHHSX, HEMPaBUILHUU MOPSIOK CIiB (BIATaK MEpEKIa] BHUMaraTume
nepeOy10BU peueHHs!), HempaBWIIbHE BXKUBAHHS OJTHUHU 1 MHOKWUHU TIPU TTEPEKIIAII.

O0csar MmoTuBaNiiiHOTO JIKCTA

MoTHuBaIIMHUN JTUCT CKJIaIaeThes 13 4 ad3aliB:
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Ilepuiuii ad3ay TOBUHEH YITKO BKa3yBaTH, Ha SIKy IOCaJy BU IPETEHAYETE Ta
3BIJIKM BH JII3HAIHACS TIPO ITFO TPOTO3HUIIIIO.

Jlpyeuit ab3ay TOBWHEH OKPECITIOBATH Ballll BMIHHSA Ta KBamidikaiiro, II0
poOuTH Bac HaWOULIBII JOCTOMHUM KaHAMAATOM Ha II0 Mocaxy. Ale TyT Mallo iX
MPOCTO TIEPENIUNUTH, BapTO iX OOTrpyHTyBaTth. [l 1OTO HEOOXITHO HABECTH
JeKiJIbKa MPUKIAIIB 13 JOCBITY, IO MOKAa3yIOTh K caMe BU HaOyiIu Ta BUPOOUIU B
co0l KOHKpeTH1 fKocTi. B i7eaini, BU MaeTe po3MoyaTd CBiii MOTHUBALIWHUN JTUCT 13
OpUKIJIAAIB. Y pe3yibTaTi ONKMCaHE MOBUHHO XapaKTEpU3yBaTH Bac K HE3AJIEKHY,
KpEaTUBHY OCOOMCTICTD, SIKa MOYK€ B3STH 1HII[IATUBY Ta BIIOPATHUCS 13 MTOCTABICHUMHU
3aBJaHHSIMU (Ipyrui ad3all MOBUHEH MOKAa3aTH, YOMY BU MPUIATHI JJIS 11€1 pOOOTH).

Tpemiit ad3ay NOBUHEH MOTUBYBATH Ballle OakaHHs OTPUMATH 110 poOoTy. TyT
BapTO CKa3aTW MpO 3alllKaBJCHICTh Yy HaBUYKaX, SIKI BU HalOyzaeTe, OTpUMAaBIIU
BIJINIOBIAHY Oocany. Mae ckiacTucs BpaXXeHHs], 1110 BU 3p0OUTE HEaOUSKUI BHECOK Y
PO3BUTOK KOMIIaHii, a TAKOK OTPUMAETE HACOJIOAY BiJl poOOTH.

Yemeepmuii ad3ay NOBUHEH MICTUTH 1HPOPMALIIO MIOAO HAHOUIBII 3pyYHOTO
yacy Juisl croiBOeciqd, THM CaMUM JEMOHCTPYIOYM CWJIbHY MoTuBauito. Ilicis
YEeTBEPTOro ad3ally 3aJuIITe TPOXH MICISI Ta MOCTABTE IM1IUC.

EXERCISES

EX. 1. 3anoBHITH NPONYCKM B JIUCTI, IOJAHOMY HHKYeE.

Dear Mr. Watson,

-------------- (mocumanns) your letter of 26  August,
(minTBepKeHHS) MY participation at the Sales Workshop in October.  --------------
(mpoxanns) if you could send me the program. ---------------- (pUKpirUIEHHS
JOKYMEHTIB) Some suggestions for contribution.

-------------- (mxomysanns) that | will not have the chance to see you before the

workshop but (3aBepmanpHa yactuHa) to meeting you in October.
Yours (3aKiHUCHHS)
J. Hardy.

EX. 2. 3anoBHITH NPONYCKH HANOIIBLIN JOPEYHUM CJI0BOM i3 HABEJAEHUX Y
AYKKaxX

1. We were pleased to . . . (receive/ get/ send) your letter of September,
26. 2. With . . . (relation/ reference/ connection) to our telephone conversation we
would like to tell you the following. 3. We would welcome ... the (desire/ reason/
opportunity) to cooperate with you. 4. We have . .. (decision/ permission/ pleasure) of
inviting you to visit our company. 5.We would be grateful if you . . . (may/ should/
could) come to see us next week. 6.I1f you have any . . . (problems/ questions/
inquiries) do not hesitate to contact us again. 7. We would . . . (want/ like/ appreciate)
iIf you give us a ring. 8. We would like to continue this... (trend/ tradition/
communication) with the educational program. 9. We look forward to . . . (hearing/
listening/ seeing) from you soon.

Ex.3. HanuuiiTh BiAnoBiAL Ha JIHUCT.
P. Watson Sales
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Manager Pan Engineering Unit3
Dear Mr. Watson
We have pleasure in inviting you to our annual conference. It will take place at
the Sheraton Hotel, Glasgow from 15 to 18 April. We enclose details of the
conference, accommodation arrangements and a provisional program. We would
appreciate it if you could confirm your participation at your earliest convenience.
Yours sincerely,
J. Cooper
Conference Organizer
Barra BimoBiib Ma€ MICTUTH TaKy iH(OpMaIIiio:
1. ITocnnanHsa Ha JIUCT, HABCACHC BUIIIC.
2. IligTBepKEeHHS BaIIoi y4acTi B poOO0Ti KOH(MEpEeHITii.
3.3anuT Ha OTpUMaHHS OUIBII JAeTalibHOI 1H(OpMaIi Tpo mporpamy
KOH(epeHIii.

EX. 4. Hanumite Jucra, o0Mpaw4ud NOTPiOHe CJOBO 3 HaBeJAEHHX Y
AYKKaAX.

Dear (Sir/Mr. Smith/Mr. President)1.:

With (relation/reference/ connection) to our telephone
(dialogue/chat/conversation) .1 am (enclosing/posting/ including) our latest catalogue.
I (shall/will/would) be grateful (that/if/when) 6 you (may/should/could) come to see
us on Monday 7th June at 11.00 a.m. to discuss our business. If this date is not
(correct/comfortable/conven ient) | would (want/like/appreciate) (if/whether/when)
you could give me a call.

If you have any further (problems/questions/inquiries) please do not
(pause/delay/hesitate) to (connect/ contact/correspond) us again.

In the meantime, | (look/ expect/wait) 14 forward to (listening/hearing/seeing)
15 from you.

(Regards/Yours faithfully/Love) 16

EX. 5. /lonmoBHITH NPOHYMEpPOBaHi MNPONMYCKH B TeKCTi Hal0IbII
AOUWIJIbHMM BapiaHTOM CJIOBA 3 AP, HABEICHUX HUXKYeE.

As At the end want But look sincerely | About
regards forward
With Finally would like | However | wait Faithfully | In
reference addition
75 Garbarska St.
90112 Lodz
Poland

Fast-Track Inc.
377 West Main Street
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Boston, MA 02116
USA
March 16, 2007
Dear Sir or Madam,
1 to vyour recent advertisement in Kyiv Post,
I 2 to apply for the position of Sales Manager for Central and
Eastern Europe.
| have been working as Fast-Track Regional Manager for the south of Poland
for five years. During this period of time, | focused on developing sales, so that they
increased by 12%.

3, | also gained extensive experience of sales and of
managing teams in a wide variety of industries in Poland and in neighboring
countries.

4 my academic background, | have a degree in financial
engineering from the university of Krakow.
5, I am bilingual in Polish and English and | know the region
extremely well, as | travelled frequently through Poland and other central European
countries.

| believe this combination of practical experience and qualifications makes me
an ideal candidate for the Warsaw post.

I 6 to hearing from you.

Yours 7

Ex. 6. IlpuBenith y BiinoBiIHicTh NPOHYMepPOBaHi Ta MO3HAYEHI JiTepaMu
yacTuHu jJucta. [lepekaaaiTe JucT-3anpouIeHHs] YKPAIHCHKOI0 MOBOIO.
Dear Mr. Strauss,

1.  As the Sales Manager of Sigma, I |a) to run a workshop on how to

would like prepare a budget

2. | have read many of your articles on | b)  to your reply

successful planning in the Financial Times,

3. At Sigma, we believe c)  would be convenient

4.  Therefore, we arrange d)  would be particularly helpful

for our junior team members

5. We would be very grateful if you [e)  you can find time to accept our

agreed invitation

6. In addition, a focus on how to make | f) and found them extremely
accurate sales forecasts interesting

7. We realize that you are very busy, |g)  regular professional
but we hope development seminars

8.  Any Wednesday or Friday in the |h)  staff training is of great
next five weeks importance

9.  We look forward ) to invite you to give a

presentation to our Sales Team

Yours sincerely, Alfred Axelrod Sales Manager
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TEMA 3. TIPO®ECIMHE CIIJIKYBAHHS B YCHII ®OPMI

VYcul mramnu B npodeciiiHiil komynikaiii. OdiniiiHa TenedoHHA PO3MOBA.

MoBHi mTaMnu AiI0BOI TenedOHHOI PO3MOBH.

Benenns

JiajaoriyHoi Oecimm, ii

OCHOBHI cKkJajoBi. PopMmanbHa Ta HeopMmanbHa MoBa. [lepekinan MOBHUX MITaMIIiB
YCHOTO CIiJIKyBaHHsI. OCHOBU KOMYHIKaIIii.

s+ Answer phone
%+ Answering machine

+»» Book/ to order a call

/
0’0

Dial /to dial
Disconnect/ to cut
off

Get someone over

+»» Phone numbers

s Pick up (the
receiver)

s Put down/ to write

the phone down the message.
¢ Buzzing % Hold on/ to hold < Receiver
the line
¢ Call back % Leave a message + Switchboard
++ Call/ to phone/ to ring up % Line % Take a message
¢+ Cellar/cell phone ¢ Long-distance/ % Conversation
trunk call
% Chat + Make a call +» Conversationalist
¢+ Connect/ to put through + Message ¢ Operator
%+ Connection + Mobile/mobile +¢ Personal call
phone

Talking to People

Everyone must try to use tact in all human contacts and to make people
feel at ease in your company.

There are no reasons why you should not become a good and interesting
conversationalist in English. Here are some tips on the art of talking.

* Overcome embarrassment and fear of making mistakes in English;

* To chat is to exchange ideas. Mental vitamins are as important as other kind;

* Silence 1s the essential part of conversation.

« If you do not like what a person is saying, change your point of view or
change the subject.

MISCELLANIOUS EXPRESSIONS
Expressions of agreement.

| think so. Hymaro Tax. | am all for it. 5] IOBHICTIO «3a».
Exactly. Touno. | also think so. S Tex Tak BBaXKAIo.

| agree. 3ronen. I’m of the same | Tak s i mymas.

mind.

| totally agree. S uinKoM 3rojieH. 1 20 along with... | 51 noromiyiocs 5 ..

| couldn't agree He moxy He Absolutely! AGCONFOTHO TIPaBHIIEHO!
more. MOTOJIUTHCH.

| agree with you. | £ sronen 3 Bamu (3 Exactly! Touno!

T00010).

| am sure about | 1 Buesnennii B upomy. | That’s e (abeonotta) npasyal
that. (absolutely) true!
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| am positive.

5] BIEeBHEHUH.

That’s just how I
see it!

Ile came Tak, sk s 11e
Oauy.

You are right.

Tu npasuii.

Partly agree

YacTKOBO 3roHi.

| am with you. S 3ronen 3 To0OOIO. Well, you have a Tak, Bu yacTkoBO MaeTe
point there, but... | pauiio, are ...

Correct. [IpaBuibHO. Perhaps you’re Moo, Bu Maete
right, but... paiio, aie ...

| support the idea.

S miaTpuMyto 1o iaero.

| agreeup to a
point, however...

51 3ro/IeH IEBHOIO MipOIO
(OCTIIBKH, OCKIIBKH),
poTe ...

Probably.

Hamnesno.

That’s worth
thinking about,
but...

[Ipo e BapTo nmogymaru,
ane ...

Expression of disagreement

I don’t agree with
you / | disagree
with you

1 3 BaMu He 3roJ€eH.

| can't imagine
this happening.

He Moy ysiBuTH €001, 1110
TaKe MOYKE TPAITUTHUCS.

I don’t think so

31 Tak He BBaXkaro.

This can't be true.

[{poro He Moxe OyTH.

| have a different | Y mene Ha ue iHImi This can't be [{poro He Moxe OyTH.

take on it TIOTJIAA. right.

You can’t He moxe OyTu, 1106 Bu | | can't agree with | A ve moxy 3 Bamu mono

actua”y mean ue MaJII/I Ha YBaSI' you on thIS ObOT0 MMOTOJAUTHUCH.

that! (EmoriitHo).

You can’t be Bu x He cepiio3Ho! | am against it. S mpotu 1poro.

serious! (EmouiiHo).

No way! Hizamo! Hy Hemae! | don't have an YV MeHe HeMae TyMKH 3
(Emouiiino, opinion on it. L[bOT'O MIPUBOJLY.
He(OopMaJIbHO).

Come off it! Toxi! ocuts! It doesn't feel Y MeHe Take BiuyTTs, 10
(EmoniiiHo, right. e HenpaBuibHO. (Y MeHe
HehopMaIbHO, MOXKE JTUBHE BITUYTTS 3 I[LOTO
3By4Yartu rpy0o). MIPUBOY.)

Partly disagree

YacTKOBO HE 3TOIHI, HE
TaK KaTeropuyHo.

Let's agree to
disagree.

JlaBaiiTe TOroAUMOCs He
noroautucs (Jlasaiite
JIOMOBHMOCS, 1110 KOKEH 13
HAC 3AJIMIIUTHCA MIPU CBOIN

Aymii.)

Well, I’'m not
sure about that...

S1 He BIIEBHEHUM, IO ...

That's incorrect.

I{e HenpaBUIIBHO.

Well, it depends.

Komnu sk, 3a1exHO0 Bix
o0OCTaBWH.

Not really.

He nyxe (He 30Bcim).

I’m afraid I can’t

HaHeBHO, s TYT 3 BAMH

That's not how |

S BiguyBato cede B IbOMY

agree with you HC ITOrOJKY CA1. feel about it. BiJTHOIICHHI TTO-1HIIIOMY .
here
I’m inclined to Sl exunmbHAN Probably not. HaneBHo Hi.

disagree...

IIOroauTucCH ...
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It is not true. Henpasna. Most likely not. | IlIunme 3a Bce Hemae.
| strongly S KaTeropu4yHo He That's not the Ie ne Toi Bunanok / I{e He
disagree. 3rOJICH. case./ That's not 30BCIM TOIl BUIIAJIOK.
exactly the case.
Not exactly. He 3o0Bcim. It's not what you | e ue Te, ipo 1o T
think. JlyMa€l

Expressions of doubt

| am not so sure.

51 He 30BCiM (y IIbOMY) BIIEBHEHHIA.

I'm not sure | can agree with that.

He 3HAK0, Y1 MOXKY 4 3 UM IMOTOANUTUCH.

I am not sure about it.

51 He BIIEBHEHUH Y LILOMY.

| doubt it.

CyMHiBarocs.

You might be right.

MosxmBo, Bu maeTe partiro.

| don't think you are right.

He nymato, mo Bu maete partiito.

May be. Moxe OyTu.
It is possible. Lle MOKIHBO.
Possibly. MosksmBo.

Phrases gi

ving you time to think

That’s an interesting point

Le niikaBuiit MOMEHT (i7es1, TyMKa).

I’ve never really thought about that

51 Hikonu B AIMCHOCTI HE JyMaB (J1a) mpo IIe.

Um, let me think/see

MwM, 103BOJIBTE MOAYMATH.

It’s hard to say

CKJ1agHO CKa3aTH...

How to express that you didn’t

understand or didn’t hear something clearly

Sorry, could you repeat that,
please?

Bubaure, He mornu 6 Bu nosToputu, Oyap nacka?

Sorry, I didn’t get your point

Bubaure, 51 He 3po3yMiB, po 110 Bu.

I’m not sure I understand
what you mean

51 He BIEBHEHMUH, 1110 po3yMilo, 1110 Bu Maete Ha yBasi.

| beg your pardon (pardon)?

Bubaure? (Ilpomry BubaueHHs?)

I don’t quite see what you are
getting at

51 He 30BCIM PO3YMiI0, 1O YOTO TH BEJAEII.

Come again?

e pa3? (HedopmainsHo).

Ask

for clarification

What do you mean by...?

[Ilo Bu maete Ha yBa3i min...?

Could you clarify that, please?

Uwu ve morim 6 Bu nosicantu, Oyap 1acka?

Could you give me an
example, please?

Uwu ve morim 6 Bu HaBecTn npukiam, Oyap Jacka?

Could you be more specific,
please?

Uwu He mornu 6 Bu ckazatu koHkpeTHimie?

Could you elaborate on that,
please?

Yu e morau 6 Bu koHkpeTnsyBatu 1e?
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Clarifying your opinion

I’m trying to say that 51 Hamararocsi cKa3arH, 1o ...

I mean/ What I mean is... S maro Ha yBasi, mo / o st Maro Ha yBa3i, TaK II¢ ...
All ’'m saying is that... Bce, 1o st rosopto, 1e. ..

Let me explain it — J103BOJIBTE MEHI IOSICHUTH 1I€.

Let me put it in another way | Zlo3BonibTe mosicHUTH 1€ MO-iHIIOMY.

in other words... [HIIMMH CIIOBAMH. . .

Telephone speaking

You will find especially difficult to talk over the telephone — especially if you
do not know the person on the other end of the line very well.

Good telephone manners include answering promptly, greeting the caller kindly,
and giving your whole attention to the call. Telephone messages must be accurate and
complete. Do not forget that the person you are talking to may be having
difficulties too. Remember that the other person:

* Wants to understand you easily, so try to speak clearly;

» Cannot see your reactions, so always confirm that you have (or have not)
understood each point that has been made;

* Cannot see you and does not know what a nice person you are, so make sure
you sound polite and agreeable;

« Cannot spend much time, so make sure your call is brief;

 [s getting an impression of your company while talking to you, so make sure
that you sound efficient.

How to make arrangements on the phone:

Identifying — UMC. Can | help you? (a typical switchboard
yourself/ your | response)
company — John Smith speaking.
— This is John Smith.
— John here.
Asking  the — Who is calling, please?

caller to identify
himself/ herself

Asking for a| —  I'd like to speak to , please.
connection — I'd like to speak to someone about , please.
— Canltalkto , please?
—  Could you put me through to , please?
—  Am | speaking to ?

— Just a moment, please.

— Hold the line, please.

—  Canyou hold?

—  I’ll connect you.

—  Sorry to keep you waiting.
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—  Could you call back later?

Taking/ — I'm afraid he is out/ away/ off at the moment. Can |
leaving a message | take a message?
— Can you ask him/ her to call me back?

Explaining — The reason | called is
the reason for the — I'am (just) calling to
call

— Just a moment, I'll get my diary.
— Could you manage Tuesday?
— What about Wednesday?

— Shall we say two o'clock?

— I'm sorry, I'm out all day.

— Tuesday would be fine.

— That suits me.

Signing off — I look forward to seeing you.
— Thanks for calling.
— Goodbye.

Complete telephone messages usually include important details such as names,
telephone numbers, appointments, and addresses. For example, you might request
the caller's telephone number. Be specific. Request only the information you need.
Getting the message right in the first place is quicker and easier than phoning back
later for details.

Teneponni HOMEpU BUMOBJISIFOTHCS IO TPyIHax: CHOYATKY MIKHAPOJHHM KO,
MOTIM KOJI KpaiHM Ta MiCTa, a Micsi IbOoro — BiacHe caMm Homep. Kokna mudpa
YUTAETHCS OKPEMO, 32 BUHSITKOM OJTHAKOBHX IU(DP, IO CTOSITH MOPYHY.

* 00 — double o [d8bl ou] 6puTaHChkHii BapiaHT;

* double zero [d8bl zi: rou] — amepukaHchkuit BapiaHT;

* 77 — double seven;

* 777 — seven double seven.

Tomy Homep 00 7 (095) 967 77 00 6yne uutatucs Ttak: double ou ... seven ...
ou nine five ... nine six seven double seven double ou.

Answer the questions
Why isn't it easy to make a telephone call?
What should be telephone messages like?
How should we take into consideration the receiver of our information?
How do you usually begin or finish your phone message?
What phrases do you use to make an appointment?

g E

Ipouwuraiite xianoru.

D.1

A: Pan Electronics. Can | help you?

B: Yes, I'd like to speak to Mr. Jones, please.
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A: Who is calling, please?

B: Alan Phillips.

A: Just a moment, Mr. Phillips, I'll put you through.

: Lisa Bird speaking.

- Alan Phillips here. May | speak to Mr. Jones?

. I'm afraid he's away at the moment. Could you leave a message?
: Yes, I'd like him to call me back as soon as possible.
: Certainly, sir. Can | have your number?

: He's got it, but just in case, it's 023276581.

: 023276581, isn't it?

. Yes, that's right. Thank you. Bye.

: Goodbye.

OWOTOWO WO

D.2

A: Alan Phillips speaking.

B: This is Gerald Jones. My secretary said you called.

A: Yes, thanks for getting back. Look, the reason | called was we're having
installation problems with E 137.

B: Really? That surprises me. What sort of problems?

A: Well, it's a bit complicated. Can you send a technician round?

B: Certainly, I'll get one round this afternoon.

A: That would be great.

B: Good, I'm sure we'll sort it out in no time. Bye.

A: Bye.

D.3

A: Black & Co. Can | help you?

B: This is Peter Reynolds from Delta. Could | speak to Mrs. Foster?

A: Just a moment, Mr. Reynolds, I'm putting you through.

C: Dyane Foster speaking.

B: Hello Dyane. This is Peter Reynolds.

C: Oh hello, Peter. How are you?

B: Fine. As you may remember, we've got to discuss something. I'm just calling
to see if we could fix a meeting for next week.

C: Yes, of course. Just a moment, I'll get my diary... Could you manage
Monday?

- I'm sorry. I'm off all day on Monday. I'm available any day except Monday.

: What about Tuesday then?
- Yes, Tuesday in the afternoon would suit me fine.
: That suits me too. Shall we say here at 3 p.m.?
- Yes, that's probably easiest.
: Good, I look forward to seeing you. Bye.
: Bye.

WOWOWO

C

4
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. | am calling about the GT/12 A contract.

: Oh yes, how's it coming along?

: Well, we've got some problems.

: Really, what sort of problems?

- You haven't delivered the spare parts.

: Oh no. I'll have to look into it. What's the order number?
: It's PT1375 — Watson is the contact man . . .

>Wr>wr>w>

D.5

A: I'm phoning about the group of visitor from Germany.

B: Yes, have you got any details?

A: Well, a few — they are arriving on August 1 on Flight Number BA 435 . . .
that's due in at 11.40 a.m.

B: Good. Do you want me to pick them up?

A: That would be fine.

B: Let me check: August 1, Flight No. 435, 11.40 a.m.

A: Everything is correct. I'll confirm the details by telex.

B: Right, see you soon.

D.6
A: Alpha. Can I help you?
B: Yes. Could I speak to Ms Bird, please?

A: Bird speaking.

B: Good morning, Ms. Bird. My name is Anthony Jones from Pan
Electronics. | am the Regional Manager.

A: Good morning, Mr. Jones.

B: As you probably know, we are one of your suppliers of customized software
products.

A: Yes, | believe we handle some of your products.

B: Ms. Bird, I'm planning to be in London on 12th and 13th September and
would like to meet you to discuss your needs in further detail.

A: I'm so sorry, Mr. Jones, but | won't be available at all that week. But if you
have some new documentation about your products, | would like to see it.

B: All right, Ms. Bird. I'll put some information into the post for you. Well,
perhaps we could meet when I'm in London again this year.

A: Yes, | hope so. Please contact me before your visit.

B: Certainly, I will.

A: Thanks for your call.

B: Not at all. Goodbye.

A: Goodbye

PRACTICAL PART
Ex. 1. Po3micTiTth ypuBku TejieOHHHX NEpPeroBOpPiB y NPaBUILHOMY
NOPAAKY.
1. —Just a moment, Mr. Green, I'm putting you through. ()
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— Yes, I'd like to speak to Mr. Brown. ( )

— Alan Green. ()
— Who's calling, please? ( )
— Pan Electronics. Can | help you? (

)

2. He has got it, but just in case, it's (0732) 47568. ()
— Yes, could you ask him to return my call? ( )

— John Hurt here. Could | speak to Mr. Jones? ( )
— Certainly, sir. May | have your number? ()

— I'm afraid, he is out at the moment.

Can | take a message? ( )

3. — I'm sorry, I'm not available on Tuesday. ( )
— Good, that suits me too. What about 11 o'clock? ( )

— Just a moment. I'll get my diary . ..

you said next week? ()

— Yes, could you manage Tuesday? ( )

— Shall we say Wednesday then? ( )

— All right, Wednesday morning would suit me fine. ( )

Ex. 2. lonoBHITH KOPOTKI Aiajoru.
1. My name's Jensen.

Yes,itisJ, E, N, S, E, N.

2. The address is 32 Tunnyside Lane.

Certainly. It is 32 Tunnyside Lane.

3. My phone number is 043272853.
726537

043272853.

Ex. 3. O0epiTh Hal0LIbII KOPEKTHI BIANOBIII.

1. I am in fashion design. What
about you?
(@) Oh, I live in London.
(b) Well, I work in the Sales Department.
(c) My sister is in fashion too.

2. | am a secretary to Mr. Smith. He
is our General Manager.
(@) Ah, that's interesting.
(b) Is that one of your colleagues over
there?
(c) Oh, I have met him.

3.
you?
(@) I am a student.

(b) I come from England.
(c) I work not far from home.

I live in London. What about

4. My brother is in the Sales
Department.
(@) I'am in the Marketing Department.
(b) Not a bad job.
(c) Yes, I think I've met her.
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5. Hello, I am Susan. | have not
seen you around before.
(a) What do you do?
(b) Are you one of my colleagues?
(c) | am new here.

6. Sheila Rogers speaking.
(@) Who's calling, please?
(b) Peter Jones here.
(c) Hello, Sheila. This is Peter Jones.

7. Can | take a message?
(@) I'd like to leave a message.
(b) Yes, could you ask her to call me
back?
(c) Please tell him to give me aring.

8. The reason | am calling is we are
having problems.
(@) 1don't believe it.
(b) Really? That surprises me.
(c) That's all right.

9. Could you manage Monday?
(@) No, I can't.
(b) No.
(c) I'm afraid I can't.

10. So that's fixed — Tuesday at 2 p.m.
(a) Right, I look forward to seeing you
then.

(b) Goodbye.

(c) I'm afraid that's impossible.

Ex. 4. Po3cTaBTe pemniikyu mo3Ha4yeHMX 0Ci0 1Mo CBOIX MiCIIsIX.
S = switchboard HJ = Hilary Jones AP = Alice Pinkerton

AP: Fine thanks, and you? ( )
S: Who’s calling, please? ( )
AP:

It was very kind of you indeed. ( )
AP: Could I speak to Hilary Jones, please? ( )
AP: Hello, Hilary. This is Alice Pinkerton. ( )
HJ. Notatall. ()

HJ.  Oh, hello, Alice. How are you? ( )
S:  Jones and Co. Good morning. ( )

AP:

Hilary, I’m ringing to thank you for your recommen—dation ( )

AP: My name is Alice Pinkerton. ( )
AP: Thanks. Bye. ()
HJ.  Very well, too. ()

S:  One moment, please. ( )
HJ:

HJ: Hilary Jones. ()

Glad to hear that. Feel free to contact me again. ( )

Ex.5. O6epitTh Hali0ijab11 1OIUILHUI BapiaHT BiAMoBii.

1. Could I speak to Michael Morris?
a) Hold on, please.
b) Don’t go away.

2. Who’s speaking, please?
a) I’m John Smith.
b) This is John Smith,

c) All right. ¢) John Smith is speaking.
3. I"d like to speak to Mr. Frost, 4. When can | reach you?
please. a) An hour.

a) Who are you?
b) Who’s calling, please?
c) What’s your name?

b) Whenever you want.
c) I’ll be in all afternoon.
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5. Can I call you back later?
a) Yes.

b) Of course, call, yes.

c) Yes, please do.

6. Can you put me through to Alan
Jones?

a) You’ve got the wrong number.

b) I'll check again.

¢) I’ll find out if he is in.

7. Isn’t that Westbury?

a) No, the number has changed.

b) No, you must have the wrong area
code.

c) Sorry, you may have dialed the
wrong number.

8. You asked me to confirm the dates
of our appointments.

a) Yes, that’s the best time for them.

b) Yes, let me get a diary to write
them down.

€) Yes, they’ll come here soon.

Ex. 7. llonpauroiite B mapax.

Cxkmanite gianor (tenedoHHY pO3MOBY), BHUKOPHCTOBYIOUM BIJAIMOBIIHY

JeKCuKy Ta MOBHI mtammu (10-15 perik).
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3MICTOBUH MOJY.JIb 3. RESEARCH SKILLS
TEMA 4. HIAT'OTOBKA TA YYACTD Y MIZKHAPOJIHHUX
HAYKOBUX KOH®EPEHIIAX (ITPOI'PAMAX JOCJ/IAKEHD)

Reports

The purpose of a scientific report is to convey essential information in an
organized, useful format. And despite technological advances, the ability to
accumulate data, organize facts, and compose a readable text remains a highly
marketable skill.

A wellprepared report will provide complete, accurate information. This
information is often meant to influence decisions, to be used in determining changes,
improvements, or solutions to problems. Therefore, the report must also be clear,
concise and readable.

Reports can be analytical (analyzing the information available) and
informational (providing necessary information), formal (following an established
form or convention), and factual (containing information obtained through
investigation). Reports are made for the benefit of others — supplying the
readers or the audience with the information they need in a form they can understand.
Each report must serve at least one of the following purposes:

Each report must serve at least one of the following purposes:

1. to inform  Circulate new ideas;
* Inform others of work done or progress made;
» Provide update on the progress of the project.

2. toinstruct | Tell others how to put new ideas into practice;
* Explain how a new system will operate;
3. to influence | Sell your ideas and persuade the reader or the audience to make a

decision;
* Recommend a course of action;
» Reveal the benefits of the start up of a new project;

4. to interpret | Assess a situation;
* Draw up conclusions;
* Analyze the performance of the company;

ol

. to interest Use the presentation to appeal to a wide audience;
* Summarize the findings.

The typical structure of a written report is as follows: Preliminary Sections;
Preface or Foreword; Acknowledgements; Table of contents; Summary; Main part of
the report; Introduction; Body of the report; Conclusions; Recommendations;
Supplementing material; Appendices; Bibliography; Glossary; Indices.

It is desirable to include into a report different illustrations such as tables, charts,
graphs, photographs, and line drawings.

Scientific Style
The research process aims at facts and other information discovering and
interpretation. The purpose of a research prose is to analyze and interpret information
while making valid conclusions based upon the research.
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The scientific writing style is called expository writing — that is, it explains
and clarifies information. The reliability of sources and the careful
documentation is important, but its effectiveness depends on how well ideas are
communicated. While writing, you should avoid excessive technical detail or
jargon. When you are writing a research paper, a report, abstracts, it is as if you
are having a conversation with your reader.

Sample of a Brief Business Report

All managers should have a promotion review every two years. This does not
mean that promotion cannot take place in the interim. However, promotion is
normally gained after the promotion review session.

The procedure for conducting a promotion review is that the promotion
interview panel meets after having received SOPs (Standards of Performance) from
all departments. Before asking an employee for a informal interview, the interview
panel meet and discuss each employee.

The panel should analyze not only the employee's past record, but also his or her
potential in the future. This will mean that the information on promotion possibilities
when they have done all this, they can invite the employee to an informal interview.

The informal interview should aim to assess the employee's own
expectations and ambitions. Having completed this session, the panel should meet
privately to decide on recommendations which are finally submitted to the Board.

Speaking on Public

You may speak on public for different reasons, on different subjects, to people
of different business culture and personal taste. The speaker may want

* to inform the audience about some subject matter;

* to introduce some subject matter;

* to encourage the audience to make a decision;

* to sell goods/ services.

However, delivering speeches will be almost the same in structure. Language
points will differ a little. All good speeches have two things in common: the
underlying structure and the language points which typically arise to serve this
structure.

If you are going to deliver a speech, you must first have a plan. You should
know exactly where and when the report is to be made. Having a clear idea of what
the people in the audience are: their knowledge on the subject, status, age, business
culture, specific interests — these help identify the needs of the audience. The
information you are going to present should be tailored to meet the needs of the
listeners. You should also devise the most appropriate format and sketch out for the
use of demonstration materials and handouts. After providing answers to seven basic
questions: why?, to whom?, what?, where?, when?, how long?, how?, you get down
the plan of the report. It may be as follows:
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1. Greeting/Introducing oneself; 2. Introducing the subject; 3. Describing the
sequence; 4. Starting the report itself; 5. Moving to the next point; 6. Summarizing;
7. Concluding; 8. Thanking/ inviting questions.

You should make all the necessary preparations (audiovisual material, etc.)
beforehand. Pay special attention to the opening and closing courtesies as the most
memorable bits. Appear before the audience well groomed. Maintain eye contact and
use bc'dy language to emphasize your talk. When answering questions from tne
audience, be sure you understand the question. Keep to the point, make your answers
as brief as possible. Be friendly and flexible, keep the time limit of your talk.

IIpe3eHTamiss — 1€ BUCTYN TMepeA OJHUM al00 KUIbKOMAa CIyXadaMu.
[ToBiOMIIEHHSI MOKE BBa)KaTUCS €(PEKTUBHUM TUIBKA B TOMY BHUMAIKY, SIKIIO BOHO
JUNUIO A0 cioyXadiB, TOOTO OyJi0 MouyTe Ta MpaBWiIbHO 3po3ymiie. s 1poro
HEOOXI1THO:

1. [IpaBunbHO OpranizyBaTu iHMOpMAaILio;

2. EdpexTuBHO f0HECTH 1i 70 CIyXayiB;

3. ANEKBaTHO KOPHUCTYBaTUCS MOBOI (JIOTpUMATHCS CTHIIO Ta TOYHO
c(OpMyJTIOBaTH CBOI TyMKH).

st Toro mo6 MpaBWIBHO OpraHizyBaTH 1HGOpMAIlilo, HEOOXITHO HITKO Il
CTPYKTYpYBaTH, BHOKPEMUBIIIY [10YATOK, CEPEUHY 1 KiHEllb. A CTOCOBHO ii 3MICTy —
YiTKO BUAUIMTH TOJOBHI Ta JIPYTOPSIHI 17€i.

EdexTuBHE BUKOpUCTAHHS MOBHM Tiependadae BUKOPUCTAHHS BCTYIHUX CIIIB,
o0 3B'sa3aTH AYMKH MK cob6oro. Ili cioBa MoXyTh BimoOpakaTu pizHi (GopMu
3B'SI3KIB MIXK 1JI€SIMU, TOJJOBHUMH 3 IKUX OyyTh: THMYACOBI, JIOT14H1, TEKCTOBI.

JIO11IbHO BUBUUTH JIESK1 3 MOBHUX (POPM.

BinoOpa:kaTh TeKCTYyaJIbHi 3B'AI3KH BinoOpa:karTh J0rivHi 3B'A3KH
JIOTIOBHEHHS v’ also TIOSICHCHHSI that's why (informal)
v/ in addition
y3araJlbHCHHS v' tosum up NPOTUCTABICHHA | yet
v then however
v in brief but
v in short
BUCHOBOK v in conclusion yMoBa v then
v finally v in that case
v lastly
v’ to conclude
eKBIBaJICHTHICTb v"in other words HOPIBHAHHS v similarly
v’ that means v'in the same way
v namely
BBEJICHHS HOBOI v’ for example MOCTYIIKa v’ anyway
JyMKH v’ for instance v/ atany rate
v’ _such as
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BUILIEHHS v'in particular IPOTUPIvYs v' infact
v especially v actually
M AKPECIICHHS v usually yepryBaHHsd instead
Oynennocti v’ normally alternatively
chTyat v asarule
v in general
OYEBH/IHICTH v Obviously
v of course
v clearly

BinoOpa:kaoTh THMYACOBI 3B's13KM (B MOPAAKY BiJl IOYATKY A0 KiHIA):

eThen / after that / next
eFirst/ first of all

e {0 start with

eSecond/ secondly
eFinally / last of all / lastly

Answer the questions
1. Why do we have to speak on public?
2. Do all speeches have anything in common?
3. What are the common features of all speeches?
4. How would you know whether people listen to you or not?
5. What is the typical plan of a speech?
6. What should you pay special attention to?
7. What are the most memorable bits of any «speech? For whom do

people make reports?

8. Name the types of reports.

9. What are the five main purposes of writing reports?

10. What is the typical structure of a report?

11. How can the reports be illustrated?

12. What is characteristic for scientific style? How do most colleges and

universities consider the style for writing papers?

PRACTICAL PART

Ex. 1. IlpuBeniTs y BiANOBITHICTH TEPMIiHHU TA iX MEpPeKJIA.

introduction TaOTUIIS terms of ayIUTOPist
reference

analytical MOSICHIOE audience HaKHJIATH

conclusion BCTYII handout nporpama

table BHCHOBOK plan for 3anam'siTOBYEThCS

reveal pe3IOMyBaTH encourage IUIaHYBATH

draw up BUSIBIISITU outline TE€3H JIOMOBIIl

summarize CKJIAJIaTH appropriate CIIOHYKATH

expository aHAI THIHUN memorable BiJIITOBITHAN
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Ex. 2. 3naiiaiTs BiamoBigHicTh Mik TepMiHAMH Ta iX TJIyMaYeHHSAM.

Recommendation | extra information or further | Flexibility send or direct for
discussion of a subject information
placed after the end of the
main text.

Glossary an introduction by the | Followup in the limits of a
author. specific time

Foreword list of words and | Mention inform, speak of
expressions and the special briefly
or technical meanings they
have in a particular subject.

Chart a line or a curve, which | Refer carefully dressed
shows how two or more
sets of numbers or
measurements are related.

Appendix a chart of facts and figures | Impression adaptability
which are shown in rows
going across the page and
columns going down the
page.

Index an alphabetical list printed | Deadline a second or
at the back of a book or an immediate
article following action

Graph a diagram, illustration, or | Within time limit before
table which shows or by which
information in a visual something must
form. be completed

Table advice or suggestion as to | Well groomed what  someone
what is the best thing to do thinks about

another

Ex. 3. IIpuBenits y BiinOBiAHICTH aHIVIIHCHbKI (ppa3u 3 J1iBOI KOJIOHKH Ta IX

(¢yHkuii B npaBii KOJOHILI.

Phrase Function

a) [Touatu HOBUII MyHKT

. By the way

. As | was saying earlier 6) 3aKpUTH MyHKT

. In a nutshell B) Biniiitu

. That deals with the question of actions | r) 3'exnaru 1Ba myHKTH

n) [locnatucs Ha monepenHe

. Let me conclude by saying ¢) Hocmarucs Ha mojasiblre

. Let's turn to the question of %) [ToBepHyTHCA 110 Baroi cTpyKTypi

. There's a further point I'd like to make | 3) flonartu nonarkoBuii myHKT

This brings me to the next point i) PesromyBarn

1
2
3
4
5. I'll come to that point later
6
7
8
9.
1

0. Let me get back to what | was saying | k) Ykiactu
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Ex. 4. 3aminith ppa3u, BuaijieHi KypcuBoM, iX eKBiBaJJeHTaAMU.

| am sure that . As | see it, we should leave this project.

From this point of view . What we have to do is withdraw from this project.

We could discuss . | think we can't continue as we are.

It is certain . [ am inclined to believe we should leave this project.

| tend to think . There is no doubt we cannot leave it any later.

What we must do . From this angle, we have no alternative.

1
2
3
In my opinion 4. |1 am convinced that we must stay in this project.
5
6
7
8

| feel . We might consider a gradual leaving this project.

Ex. 5. 3aminiTe kpanku ¢gpazamu Ha cBiil po3cyn.
Sample of Presentation

Friends and colleagues, May | welcome you on behalf of. . . . My name is . . .,
let me start by giving our terms of reference. My aim today is to discuss ... | have
divided my report into two parts. First, | would like to talk about . .. Secondly,
| am going to analyze ... This will take about twenty minutes. To save time, could we
leave questions until the end? Right. First of all, just a few words about the history of
the subject . . .

Now for the main problem. There is an essential difference between . . .
Turning now to the possibilities, | must say that there is a choice of two courses of
action. . . . Next we come to our recommendations. ... | have prepared a
detailed list of issues to discuss . . . Could you hand around these leaflets, please?
That concludes my talk. Please feel free to ask questions.

Ex. 6. Iligroryiite momoBijb 3a TEMOK MaricTepchbkoi po6oTH abo BiacHOT
HayKoBOi cTaTTi. CTBOPITH MpE3EHTAILIIO.

JIist TiATOTOBKM JIOMOBiZI BUKOPUCTOBYHTE CTaHAapTHI ¢pa3d Ta CIoBa-
3B’s13KU. JIOMOBIAs MpeIcTaBTe HAa MPAKTUYHOMY 3aHATTI. TEeKCT AOMOBiAl HagalnTe B
MMHUCHMOBOMY BUTJISII.
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TEMA 5. ETAIIK TPOBEJEHHA HAYKOBOT' O JOCJITIKEHHSA
MI>KHAPOJIHOI'O PIBHA

Buknagenns HaykoBuX naHux. HamwmcaHHS HayKOBUX TEKCTIB. BukopucTaHHS
CTalIuX 3BOPOTIB. Bukopucranus TunoBux ¢pa3 mig dvac mnepeknaay. [Ipasuia
ckiamanHsa Tabmuipe. Onuc Tabnmunux nanux. [lepexnan Tabmuip Ta iX HasB.
Oco6MBOCTI TIepeKIIaay ONUCY TAaOJHIlh 3 1HO3eMHOI (aHTJIHCHKOT) Ha YKPaiHCHKY.
I'padiune npencraBiaeHHs MarepiaiiB. TekcToBui onuc rpadikis, Alarpam, pucCyHKIB
1 ¢otorpadiii. OcoOMMBOCTI TepeKkiIaay MIANUCIB rpadiyHOrO Mpe/ICTaBICHHS
MaTepiany 3 1HO3eMHOT (aHTJIHChKO1) Ha YKpaiHChbKY. OCOOIUBOCTI NEPEKIIAAy OMUCY
rpadiuyHoro marepiany. OcoOaMBOCTI aHamizy rpadiqHoro Marepiajly iHO3€MHOKO
(anrmificekoro) MoBoro. CKIlaJJaHHs ONUCY TabJuIIb, larpaM Ta PUCYHKIB 1HO3EMHOIO
(aHTI1H#CHKOI0) MOBOIO.

Dealing with Numerical Data

Statistics deals with so called quantitative side of things. However, the
quantitative side is closely connected with the qualitative side of things. So
statistics is a science studying mass numerical data. Most people working in
various areas spend a lot of time dealing with facts and figures. Reading, hearing,
pronouncing, and writing figures and numbers requires practice.

The objective of studying numbers is to enable students to recognize, understand
and use numbers in English. They must be confident using different types of business
numerical data. It is necessary for the following reasons:

* Analyzing the financial reports and current business problems of a company;

* Describing a market;

» Negotiating a contract or an agreement;

* Considering the financial position of a nation, its major economic and
financial indicators.

Answer the questions

1. Why do we use numbers?

2. How can you translate 'business numerical data'?

3. Can we say 'the lab had a large number of equipment?

4. What date is it today?

5. What day of the week was yesterday?

6. Can you tell us the time?

Onuc rpadikis, giarpam i Tadanub

I'padiku, miarpamu ¥ TaOAMII MICTSITh BETUKY KUIBKICTh 1H(MOpMAILi,
MPEACTABICHOI B JOCTYITHOMY 1 JIETKO 3po3yMijomy Burisaal. Komu Bu mpaigoere 3
rpadikoM abo aiarpamoro, BaXKJIMBO YCBIIOMHUTH METY, TOOTO SKMM YMHOM IMOJaHa
iHdopmaliss 1 1O caMe BOHA IMIOKa3ye: 4YacTOTy BUKOHAHHS JIiif, MpPOLIEHTHE
CITIBBIJTHOIIIEHHS YaCTOK, MOJJI YOrOCh Ha KaTeropii, TEMIT 3pOCTaHHs TOIO. IcHye
0e3J1y BUJIIB Alarpam, ajie HalOUIbII MOMUPEHUMH €
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- croBOuacTa miarpama (bar graph);

- ceKTopaibHa Jiarpama (pie chart);

- miniitHa miarpama (line graph).

Ha pucynkax HuX4e MpOAEMOHCTPOBAHO rpadidyHy pi3HUII0 MK HUMH. Bci
rpadiku abo giarpamu, B sSKOMy O BHUIJISAlI BOHM He OyIu TIpECTaBIIEHI,
B1I0OpakaroTh 1HGOpPMAIIio MOCTI0BHO. BiaTak ToM0oBHE 3aBIaHHS TPH iX OMUCI —
3HAWTH TaK 3BaHUH CTAPT, Y XOJIi YOTO CIIAYIOUYH aJrOPUTMY, HABEJICHOMY HUXKYE, B
3MOJKETE OIMKcaTh rpadik.

Different types of charts, graphs and diagrams

Campanng TOE] s i T50) aawe o oo

single line graph multiple ine graph  paired bar chart

percentage bar chart pie chart stacked bar chart

Aaroputm onmcy rpadika (ziarpamm, Tadaumi):

1. YBaXHO mpouuTaiTe 3aBIaHHS 1 BUBYITH rpadik (miarpamy, TaOJHIIO),
CKOHIIEHTpY#HTeca Ha (dakTax. BuzHaure, sxa iHQopMaIlig € BaXJIMBOIO, a IKYy MOKHA
U OITYyCTHUTH.

2. Cxianite npuOAM3HUN TUIaH, BUOKPEMHBIIM BCTYI, OCHOBHY YaCTUHY Ta
BUCHOBOK. [IpmyoMy BCTyn 1 BUCHOBOK — II€ BChOTIO JBI IPOIO3HUIIII: BCTYMHA
MPOTIO3HUIIIS, K MPABUIIO, OMHCYE, 110 300pakeHo Ha rpadiky (Tabmnwuili, giarpaMu), i
OJIHA 3aKJIIOYHA MPOMO3HULIIsl — BUCHOBOK.

The graph (diagram) shows the rate of smoking people in ...
Figure 1 shows sales of mobile phones per month.

This table illustrates clearly the extent to which the flora of selected islands
now contain alien species, with the percentage varying between about one-
quarter and two-thirds of the total number of species present.

The table gives an example of an engineering curriculum.
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3. Y mnonmiOHuX 3aBHaHHSAX MOXHA BXXHBATH CIIOBAa «s JyMaioy», «MEHI
3Ma€ThCs». Takok HE BapTO OIIHIOBATH 1H(OpPMAaIlifo, MOTaHo Iie Y J00pe 3 Bamioi
TOYKHU 30py, HE TMOTPIOHO TMOSICHIOBATH MOJKJIMBI MIPUYMHUA 3POCTAHHS a00 IMaIiHHS.
Lle 3aiiBe. BukopuctoByiiTe Oibil OIIiiiHUI CTUIB.

4. He BiaBOmNiKaiTecs Ha JeTalll, HE IEPEX0AbTe HA omucC ApioHMIb. He MoxHa
PO3pI3HEHO TOBOPHUTH PO JaHi rpadika, aiarpamu, ToOTO, BTpayaTH rOJIOBHY TyMKY.
Tax camo He MOTPIOGHO OMUCYBATH KOXKEH IMMyHKT Ha rpadiky OKpemMo (HampuKIIag, sKi
naHi OyJau B KOXHOMY poOIll), a poOiTh y3arajibHEHHs, BiJ3HA4YalTe TEHJCHIIII,
3pocTaHHs / magiHHA 1 T.]I.

5. IligObupaiite cuHOHIMH 70 CiIiB. He BUKOpUCTOBYWTE OJIHAKOBI TpaMaTHYHI
KOHCTPYKIIIi.

6. JlomatkoBa JoBiKOBa 1HGOpMAIliS 1 MPUKIaAN onucy rpadikiB, TaOIUIb 1
CXEM:

» goodluckielts.com — ki1r040OBi cI0Ba IPU OIUCI CXEM;

» ielts.scool.nz — mommpeni ciosa B Tecrax IELTS;

» world-english.org — 3pa3ku onmcy rpadikis i giarpam;

« examenglish.com — 3pa3ok onrcy kpyroBoi giarpamu;

» ielts-exam.net — 3pa3ok onwcy niHIHHOTO Tpadika;

» docstoc.com — mpuKIIaau ONMUCy Jiarpam i rpadikis;

» scribd.com — Benuka minOipka ommciB giarpam i rpadikis;

* cstl.syr.edu — kopucHa KHHTa MPO BCi BUAM Jiarpam, rpadikiB i TaOIUIlb
aHTJIIHCHKOIO MOBOIO 3 LITIOCTPAIlISIMU, BIIpaBaMH Ta BIAMOBIISIMHU.

 admc.hct.ac.ae — npo Bci Buau rpadikis i giarpam;

 adw.hct.ac.ae i admc.hct.ac.ae — onwmc rpadikiB anriiicekoro Ta «demand
Curvey, KpuBUX IOTHTY;

» eslflow.com — BnpaBu Ta onuc rpadikis anriicskoro st IELTS Tecry.

OcHOBHA JIeKCHKA U1 onucy rpadikis

Jlist Toro mo6 rpadik onucaTtv, HOro MOTPIOHO CIOYATKY ACTATBHO M YBa)KHO
BUBYMTH Ta NpoaHanizyBatu. Ha Oynb-sikomy rpadiky BigoOpakaroThCs 3pOCTaHHS 1
NaJ{iHHs, TOMY TEpIlia rapa CiiB, sIKY HOTPIOHO 3anmam'saTaTu, — Le:

to increase - 36iBITyBaTHCS

to decrease - Ma/IaTi, 3MEHITyBATUCS

Jliis omucy 3pOCTaHHSl NMOKA3HMKIB rpadgika BUKOPHUCTOBYKTBLCH HACTYIHA
JIEKCHKA:

To pick up — migHimMaTH Rise — migBumenns

To raise — migaiMaTucs Growth — 3pocTanHs

To rise — BupocTaTH Soar — mocwIeHHS

To grow — poctu Jump — ctpubok

T0 go up — 361IbITyBaTHUCS Upsurge — crieck

TO jump — cTpuOKOMOAIOHO 301IBIITYBATHCS Upturn — 3pocTadHsi, TOJIMIIIEHHS
To surge — 3miratu Upward trend — BucxisiHa TeHACHIIIS
To shoot up — BuctpisoBatu To rocket — cTpimMko 3pocTaTu

To move up — npocyBaTHcs BrOpy To come up — miABUIYBATUCS
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HCTOBYETHCHA TaKa JICKCHUKA:

To reduce — ckopo4dyBartucs

Fall — maginus

To decline — crragatu

Drop — ob6Bai

To come down — omyckarucst

Decline — 3amxeHHs

To go down — 3HMKyBaTHCS

Slump — 3HKEHHS

To drop — nagatu

Deduction — 3HMKEHHS, MOTIPUICHHS

Downward trend — TeHeHIig 10 3HUKEHHAS

Downturn — 3mina B 01K 3HUXEHHSI

To fall — sumwkyBarucs

Shrinkage — cra, 3By>KeHHSI, 3HUKEHHS

To slump — pi3ko nagaTu

To fall off — pizko 3HmKYyBaTHCS

To plummet — cTpimMKO 3HMIKYBaTHCS

To shrink — ckopouyBatucsi, cTUCKaTHCS

BupiBHIOBaHHSI NIOKAa3HUKIB HA rpadiky:

To remain stable — 3anumaerscsa HE3MIHHUM

Stabilization — cra6imizauis

To stagnate — 3acroroBaTucs

To stabilize — crabinizyBarucs

To remain constant — 3ayiMmaeTbCsA MOCTINHUM

To stay at the same level — 3anumiatics Ha Tomy
XK piBHI

To level off — BupiBHIOBaTHCS

Stagnation — crarnariis, 3actii

I1ikoBi 3HaYCHHS HA ONMCYBAHOMY I'Pa(iky MOKHA MO3HAYUTH TAK:

To reach a low point

- JOCATI'TH TOYKH MiHIMaJIBLHOT'O ITOKA3HUKA

To peak - JI0CSTTH BEPIIMHH
To reach a peak - JIOCSATTH MIKOBOTO 3HAYEHHS
To top out - IOCSATATH HAWBHILOTO PiBHSI

To reach a trough

- JociaraTtu HaWHMKYOT TOUKHU

To reach a low point

- IOCSITTH MIHIMyMY

To bottom out

- JOCATTH «IHa»

Cnucok ¢pa3s, siki MOKYTh CTATH B HATOAi MpHu onuci rpagikis:

The line of the graph clearly shows...

JiHis rpadika UTIOCTPYE, IO ...

According to the graph...

3T1JIHO 3 UM TPAPIKOM ...

The graph presents data showing...

rpadik BigoOpaXkae J1aHi, 1110 MOKa3yOTh ...

As it is evident from the graph...

SIK BUJTHO 3 Tpadixa, ...

There is a strong correlation between
the X andthe Y...

MK KPUBUMH € ICTOTHA KOPEJISLIs. ..

The graph provides strong evidence
that... rpaduxk

MIPE3EHTY€E HECTIPOCTOBHI I0Ka31 TOTO, LIO ...

The curve X is significantly...

KpuBa X 3Ha4HO ...

Learn useful vocabulary

a paired bar | mapna rictorpama, to level off = |BupiBHioBaTH, pobuTH
chart cToBOyacra giarpama level out PIBHUM; BUPIBHIOBATHUCSA
a pie chart KpyToBa Jiarpama negligibly JIOCUTH HE3HAYHO

a stacked bar | cknagoBa croB6uactoi | moderate = | IOMipHUH

chart sarpamu modest=slight

a diagram piarpama, rpadik steadily OesrepepBHO

a flow chart 610K-cxema strikingly pasiode
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a bar graph cToBOYacTa Jiarpama marginally TPOXH, JIeAb
a bubble | niarpama cranis to plummet Pi3KO 3MEHIIYBaTHCS
diagram
Temporarily TUMYaCOBO to surge pi3K0 30UIBIINTHCS
to plunge Pi3KO 3HUKYBATUCS to soar CTPIMKO 3pOCTaTH
to fluctuate | xonuBatucs to dip TaJaTH, 3HUKYBATHCS
(fluctuation ) (KonMBanHs)
gradual=steep NOCTYTOBUH remarkably 3HAYHO
Periodic nepiomramnii,

OUKITYHUN

The graph below shows relative price changes for fresh fruits and vegetables,
sugars and sweets, and carbonated drinks between 1978 and 2009. Summarise the
information by selecting and reporting the main features, and make comparisons

where relevant.
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Fresh fruits and vegetables

Sugar and sweets

- COnNsumer-price index

o Carbonated drinks

Data are from the Bureau of Labor Statistics and represent the U.S. city averages
for all urban consumers in January of each year.

Read the following model answer. Complete the answer by filling the gaps with
a word from the box below.

periodic

temporarily

and

steadily

from

period

remained

steady

by

trend

Model answer

The graph shows changes in the price of fresh fruits and vegetables, sugar and
sweets, and carbonated drinks over a thirty-year .....period..... in the US between
1979 .....and..... 2009. The graph also shows the general ....trend
consumer price index during this time.

Y

... 1n the
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While the consumer price index showed a slow and .....steady..... increase from
1979 to 2009, the same cannot be said for the price of carbonated, or soft drinks.
After rising briefly between 1979 and 1981, they ....remained...... fairly constant
until 1999, when the price did begin to increase slowly.

In contrast, there was a marked difference in the price of fresh fruits and
vegetables, which, despite.....periodic..... fluctuations, rose ....steadily......
throughout this period. In fact, fresh food prices only levelled out....temporarily......
between 1990 and 1992 and again .....from..... 2000 to 2001. However, .....by.....
2008 the price had increased by more than 300%.HomeEx.:

1. Learn new words

2. Describe the graph below

The graph shows the percentage of UK adolescents following a vegetarian diet

Summarise the information by selecting and reporting the main features

Write at least 150 words.

UK adolescents following a vegetarian diet

104

Y e | o e EEEE e D e (e T 1
1960 1970 1980 1990 2000 2010 2020

Model answer:

Over the past fifty years, there has been significant variation in the percentage of
young people in the UK who choose to eat a vegetarian diet.

In 1960, only a small percentage of adolescents (about 1 percent) were
vegetarian. There was then a steep increase until 1978, when over 15 per cent were
following a vegetarian diet. Thereafter, the percentage fell steadily until 1990 and
then fluctuated for a decade. It reached a low point of just 4 per cent in 1996. It has
risen gradually since 2000 and is expected to continue to do so over the next few
years. After reaching a high point in around 2015, it is projected to decline again and
possibly level off by the decade’s end.

Overall, the graph shows two main periods of interest in vegetarianism among
young people in the UK : one peaking around 1978 and the second projected to peak
approximately forty years later, in 2015.
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PRACTICAL PART
Ex. 1. 300pasiTe rpadik, mod npoinrocrpyBaTu ingpopmauiro.
At 10 a.m. the library had 50 people. At noon it had a big increase to 200
people. Between 2 p.m. and 4 p.m. the number of people was stabilized at 150.
Not many people were there at 5 p.m. The same thing happened after 6 p.m. It

declined a lot to 60 people and 70 people at 7 p.m. and 8 p.m. respectively.
Ex. 2.

The verbs a-h can all be used to describe line graphs. Match each expression with the
part of the graph it best describes.

Average household expenditure

9 " £iweek on convenience foods (UK)
a rise [rose, risen] 601
b fall (fell, fallen)
¢ peak [-ed, -ed)
d reach (-ed, -ed] its lowest point
e level [-led, -led] off
f dip (-ped, -ped]
g remain (-ed, -ed) the same
h fluctuate (-d, -d]
1996 1998 2000 2002 2004 2006 2008 2010
2 Which of the adverbs in the box below describe:
1 abig change? dramatically 5 aslow change?
2 asmall change? 6 acomment by the writer?
3 amedium-size change? 7 a consistent increase or decrease?
4 afast change?
considerably dramaticaiiy gradually marginally
negligibly rapidly remarkably sharply significantly
slightly steadily strikingly
Ex. 3.
L,,-'.TI;\lt.?IC the text describing h r,.r.mi-. with Gtk of licdhie faiods
words from the box, Look at A, B and «
OPPOSIEE 1o ",,-lp you Number {line Shn as bars
9000 SN
Krew slow s increased .'.IP‘.\f.j- " 000 .‘. H(K
remained stable risen regularly o] = N By
&.00D e S X
\[l.:.’l' INLTCANCS A
S.0D0 -‘.l X
4.000 ) ET
he number of hedge funds (1) 3.000 ) MX
m 1991-92 but has (2 oy 2 000" - 24X
ever since. Although the number of 1.0010) 1M
funds (3) berween 1992 and 0 "'l_ . = g -0
1997 the assets af the tunds only (4) j - : S &
Iere were (5) in g
hedge funds’ toeal assets m 1999 and 2003.
Describe the graph showing the price Y3000 —
of gold. Look at A, B and C opposite 500,00 ]
tn help vou. —f 4500k prl
2 . i3 '
. 400,004 ‘ﬁ \\.'v&‘ /.'a- - .\'f
2 350,004 b/ T T % ‘\v
L I T \, | W
00,00-% Y bl
=~ P ' B
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Match the graphs | 1-3) 1o the descriprions (a—). Look ar A, B and C oppasite to help you.

! 2 3
105

S0

754 7

04— I

as4 50

304 . - -5 - ; !
ar 02 03 04 o 02 03 o4 Mooz 0y 04

a After peaking early in 2001, Deutsche Bank shares declined for nearly two years, apart from a
slight rise in the autumn of 2001, They borromed out in early 2003, and climbed steadily for
mast of the year, They fell again in the summer of 2004, but the end of the year saw an
IMpProvement,

b Following a sharp fall early in 2001, UBS shares were up and down for a couple of years,
reaching a fow of CHF40 in September 2002, They improved steadily in 2003 and after a
maderate drop in the middle of 2004 they began o increase again.

¢ Barclays shares reached a peak in spring 2002, and then fell steadily for ssx months, before
nising slightly and then dropping again uncil the end of the year. However, 2003, saw an
almost uninterrupted growth, which despite a couple of moderate falls continued in 2004,

Ex. 4. Name the kinds of charts you can see.

Percentage world population by region Reasons for no longer attending school
Ly MALE FEMALE
|
60 | /\/‘ Obtained Obtained
‘ employment employment
50 ‘ 25% 12%
o . Other
g 40 W Asia 7% /‘5';,},‘
] [ W Europe SETD
& 30 lliness
‘ ‘ ~ Completed 5% Completed
20 | (R = study study
‘ > 60% 65%
10
/ Personal
0 i or family
1750 1800 1850 1900 1950 2000 1%
Year
US citizens over 65 years Revenue growth graph ($ millions)
25
20 —
T [ ‘
5’ 15 = :c | -= Company X
E 5] -+~ Company Y
S 10 | ‘I f
5 00
‘ 0 T
0 I ‘ ‘ 1 2006 2009 2012 2015 2018 2021 2024
2010 2015 2020 2025 2030 2035
Year
Year
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Ex. 5.

3 In IELTS Writing Task 1, you have to summarise information which is usually presented
in a visual form. Match the figures 1-6 with the headings a-f. Then complete the
descriptions with the words i-ix. The first one has been done for you.

a barchart ¢ flow chart e piechart

b diagram d line graph f table

i comparisons iv trends vili segment

i axis v percentage viii features

ili columns vi vertical ix stage
1] d ]

1900 2000

" 1960

A Men [ Women |

This type of figure can be
used to show (7] __iv__. The
horizontal (8) often
indicates time, and the

(9] axis often shows
what changes over time.

These figures are useful
for illustrating (10]
between items or categories
of items. This one compares
men and women.

You can use a figure like this to
show how a whole is composed
of parts. Here, each (11]
of the

whole.

=

e
[RERNE]
L
e

R o B e S e

You should present data like
this if you need to give precise

numbers. This example

contains four rows and five

(13 — .

This type of figure is useful for
representing a process. Each

box represents one (14]
in the process.

Figures like this are also used
to represent a process. They
can also illustrate the

(15) of an object.
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Ex. 6.

When describing a line graph, you should also indicate precisely the time you are
referring to. Use the expressions a-e to complete the passage below.

7‘?. Use of dietary supplements by children
a over the next .../for the following ... 207
b thereafter 154
¢ from...to/between ...and
\ 10 1
d until
e inlx2] 51

J FMAM J J] A S ON D
Months

The percentage of children using supplements is at its highest level (1] .

January __________ March. It then falls sharply and fluctuates (2] __________ two months.
Supplement use continues to fall gradually (3) it reaches its lowest point
(4) —__ August. (5] itincreases gradually during the autumn months

and more sharply (7) __________ December.
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3MICTOBUH MOJY.JIb 4. ACADEMIC WRITING
TEMA 6. OCOBJIMBOCTI HAIIUCAHHSI HAYKOBHUX CTATEM
IHO3EMHOIO MOBOIO

TEXT A. How to Write Research Papers?

In many ways a research paper is an effort to answer a question or a series of
questions. From this the researcher forms a main idea (that is, a thesis) on which to
base the writing of the paper. So a research paper is a form of writing based upon
a thesis supported by facts, figures, statistics, and other writers' carefully
documented ideas. The purpose of a research paper is to analyze and interpret
information while making valid conclusions based upon the research.

Remember that to write a research paper you must:

1. Rely on more than your own personal opinions and experiences.

2. Choose a topic and explore it ( narrow down the topic; formulate a research
focus; gather data; write a thesis statement).

3. Make an argument ( select the supporting details, facts, and statistics; prepare
a working outline).

4. Bring a conclusion (bring together the main ideas of the paper; repeat the
thesis on the paper).

5. Write your notes, records, and plans in English.

6. Always ask your instructor for make sure of the direction of your paper
before proceeding with the research.

Once you have collected and analyzed the information you need you can begin
to determine your article design. When writing a research paper you must
communicate your own ideas, but you must also include other writers' and speakers'
ideas. In addition, you will need to refer to facts, figures, statistics, and other
information from other sources. Therefore, it is your responsibility to document your
writing by making clear which ideas are your own and which ideas belong to others.
All of this must follow special rules for documenting sources that are not your
own opinion by making references.

Another concern is how to illustrate your writing. Most people are familiar with
tables, charts, and graphs — they are a common staple of business reports,
newspapers, and even television news. But few people understand why particular data
are shown using particular kinds of tables, charts, or graphs. In determining when to
use words and when to use tables and other illustrations, keep the following criteria in
mind as you are developing a draft. Tables, charts, and graphs are better than words
when:

* You have complex numerical or statistical data to convey;

* You are describing something that requires the reader to form a mental image
in order to understand it;

* You want to present information in a form the reader will be able to recall
easily.
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Abstract, Summary and Annotation

Abstracts are far more than a one or two page piece of writing on a particular
subject written for publication in scientific journals. They are also considered
as a way to answer a particular question but only one in contradistinction to
the research paper. Abstracts should contain at least an introduction to the matter, its
brief description, and sometimes probable benefits for the interested party. As a rule,
they lack illustrations and references.

The reading of original literature is crucial to get the latest information.
Summary and annotation have become important forms of such information
providing. These forms can essentially reduce the specialists' time of information
(data) processing.

Summary is a short written account of something , which gives the important
points but not the details. It is usually opens an article or a report. It can be
considered as a shortened version of an original. The summary is expected to be
about a sixth or a tenths of the original in length. It is usually far easier to write it
after you have read the original. First go through it lifting out important
information, findings, conclusions and recommendations. It is necessary to avoid
including excessive background and detail. Sometimes the summary may take a
spoken form. To prepare a summary you should: 1. Study the work carefully; 2.
Make definite opinion of what has been read; 3. Develop the appropriate style of
writing; 4. Communicate accurately the author's conclusions; 5. Write briefly and
clearly.

Annotation is the extremely brief account of the main contents like the list of
major problems. If the purpose of summary is to get the reader acquainted with the
main contents of the original and the substitute it to some degree, the annotation
considers only the article's or the book's topic and facilitates search of necessary
information on the subject.

Opening The article is concerned with . . .
annotations: This work deals with . . .
This work is devoted to . . .

Main part Mention was made of the new achievements in the field of. . .
Special emphasis is laidon . . .

Particular attention is givento . . .

Notice has been taken to . . .

It is known (thought) that. . .

A new method (approach) has been proposed . . .

Conclusion | The author comes to the conclusions . . .
The work is of primary interest (importance, value) for . . .
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Guide words
AS Tak sk, B Mipy TOTO SIK In general; 3arajiom
Altogether
Overall
As for IIlo crocyeTbes Furthermore ; In Oxkpim TOro
addition to
As well A TaKkox However Onnak
Although; OnHak, Bce X, X04a Finally; In Ha 3aBepmenns
But; Yet conclusion
Because of UYepes, yHaCTi 0K Moreover [Tonan Te, kpiM TOTO
Still TuMm He MeH1Ie, TpoTe Thus Taxkum umHOM
Speaking of Kaxxyun mipo While V T1o0i1 yac sax / Konn
Therefore Tomy, oTixe

TEXT B. Hypothesis

From their Latin translations, an hypothesis is what you «suppose;» a thesis is
what you «pose» (or «posit»). An hypothesis is what you do before you examine,
analyze, critique, argue, and verify the evidence for or against your hypothesis. A
thesis is what you conclude to after you do all this difficult work. Thus an hypothesis
Is what you suppose just 'off the face' of things. A thesis is what you pose after deeper
examination. However all this work does not make a thesis necessarily correct. All
we can say is that a thesis is the best-supported explanation of the evidence, and that
it has many things to say for it. However the true explanation may require something
even deeper or more extensive than you have posed in your thesis, and so theses are
to a certain extent somewhat incomplete.

If a thesis ever should reach complete understanding and explanation of an issue
(such that no questions are left to be asked) it transforms itself into Episteme which is
immediate, present, total, and thorough knowledge or comprehension of an issue
(‘from the top down'). This happens in the standarization of a science after many
years of experimentation. Opposed to Episteme then, Hypotheses and Theses then
involve knowledge 'from the bottom (i.e. base experiences) up.' The process of trying
to rise to an understanding of the highest causes of something is known as Dialectic.
The process of dialectic involves repeatedly deciding between two opposed and
usually contradictory hypotheses (e.g. «ls justice always the same or Is justice
sometimes different? Is there only one form of justice or are there multiple forms of
justice? Is justice a thing or a process? If it is a thing, then is justice a substance, a
relation, or an accident?) The answers to a long string of such opposed hypotheses
forms a thesis (e.g. «Justice is relation, or rule or measure that is itself unchanging,
but takes different forms--commutative or distributive--in different situations).
Hypotheses can then be regarded as the lowest explanation that an uneducation
person would give to a particular phenomenon; thesis is a higher explanation that
rests upon many facts and experiments; and episteme is the highest explanation that
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explains everything about an issue from the highest and deepest questions, all the
way down to the tiniest and most insignificant details and effects.

Answer the questions
What is the purpose of a research paper?
How should you document the ideas of other writers?
How should you communicate your own ideas?
Is it necessary to explain and clarify information?
How is the main idea of your writing called?
When do you use illustrations instead of words?
What is a definition of a summary?
Is it difficult to write summaries?
What phrases are typical for a summary or an annotation opening?
10 What technique can be proposed for making an annotation?
11. How long can it take you to write a summary?

CoNoRWNE

TEXT C. Samples of Annotations

(1) Business Reporting in Great Britain

The articles deals with business reporting requirements in the United Kingdom.
In most developed counties financial reporting plays a crucial role. As there are
differences in countries' economies, respectively there are differences in requirements
for financial reporting. The UK reporting requirements are less restrictive, more
limited in number and generally more easily defined as those in Ukraine. In Great
Britain relevant business legislation varies according to the size and nature of the
business as well as on its activities. In general, sole traders and partnerships are less
regulated than companies and firms that are Value Added Tax registered. The need
for comprehensive detailing of accounts and audits, and the requirements for
submitting elaborate tax returns are far greater for larger organizations with higher
turnovers than for small businesses.

(2) Noncash transactions

This work is concerned with the procedure for carrying out noncash transactions
in a foreign currency. A list of permissible operations and practices that resident legal
entities may conduct in a foreign currency from their current accounts is specified in
the Provision on opening and functioning the accounts of correspondent banks in the
authorized banks of Ukraine in a foreign currency and in local currency. It is
approved by the Resolution of the National Bank of Ukraine Board, dated
December 18, 1998No. 527. The Provision specifies current trade and nontrade
operations, and which monetary means are to be passed to a current account, and
what transactions are to be conducted from this account.

PRACTICAL PART

Ex. 1. [IpouniiTe Ta mpoaHamizyite TeKCT pedepary a0 KpamidikaiiiHoi poOOTH
Marictpa. BuzHauTe OCHOBHI CKJIaJI0BI Ta KJIFOYOBI (hpasu.
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SUMMARY

Qualifying work: 116 pp., 19 fig., 27 tab., 6 annex, 76 references.

Object is the investment portfolio management of commercial bank.

The subject of the study is a set of theoretical, methodological and applied
aspects of portfolio management of commercial bank.

The purpose of qualification master's work is development of theoretical,
methodological and organizational provisions and elaboration of  practical
recommendations of investment portfolio management of JSC CB «PrivatBank».

Methods: logical synthesis — to summarize scientific experience problems with
the study and teaching sequences provisions of qualifying work; deductive — to study
the theoretical aspects of investment portfolio management; financial and economic,
factor, statistical analysis, comparison, construction and grouping methods,
quantitative and qualitative comparison; synthetic methods and methods of expert
estimation, graphical method; methods of critical analysis and analysis of theoretical
studies — for theoretical generalization of the results and defining the conclusions.

The information base of research involves legislative acts and regulations,
professional literature, materials of conferences and periodicals, statistics, annual
financial statements of JSC CB «PrivatBank», results of personal researches and
analysis.

The results: the algorithm of investment strategy formation of JSC CB
«PrivatBanky. Its efficiency has been achieved on the assumption of passing such
steps as: determination the period of strategy formation; formation of investment
activity strategic targets; elaboration of the most effective ways of strategic
objectives implementation;  development of investment strategic areas and
development of investment resources strategy; concrete definition of investment
strategy on periods of its implementation; assessment of developed investment
strategy.

Investment portfolio assessment methodology based on the quantitative
estimation of the investment portfolio using definite integral index has been
improved.

Scientific novelty: Got further development the practical recommendations on
the composition of the investment portfolio, and it has been proved that investment
portfolio involves commercial potfolio; portfolio for sale; paying-off portfolio; and
investments in associated companies and subsidiaries.

Results of investigation allows the management of commercial banks to
qualitatively assess the effectiveness of the existing investment portfolio management
process and to adjust strategic management decisions and to fill identified gaps.

Results of the qualifying work are adapted to domestic financial commercial
institutions characteristics and also can be used by non-commercial interested
organizations.

EX. 2. 3po0iTh nepekiaa aHOTalllil aHITIHCHKOI0 MOBOIO, BAKOPUCTOBYIOUU KITFOUOBI
¢dbpazu. Homep oOupaiite 3a HOMEPOM 31 CIIHUCKY.
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1.V crarri akTyanizoBaHO HEOOXiJHICTH BHMKOPHCTaHHS MAapKETHMHIOBHMX
JOCIDKEHB SIK OCHOBHOTO JDKEpeJia JIOCTOBIPHOI 1H(popMaIlii, pO3KpUTO MOHATTS Ta
POJIb MapKETUHTOBUX JOCIHIDKEHb Y PO3APiOHINA TOPTiBIli, a TAKOK OCHOBHI METOH,
SKl 3aCTOCOBYIOTBCSl ISl JIETAJbHOTO BHUBYCHHS PUHKY W TEHJICHIIM Ha HBOMY.
[IpoanainizoBaHo e€(pEKTUBHICT, MAPKETHUHTOBOI CTPATETIi MO0 BU3HAYEHHS CTYIICHS
PO3YMIHHS PHUHKOBHX MOTpeO. BH3HAUEGHO CYTHICTH JOCTOBIPHOI MapKETHHTOBOI
iH(MOpMaITii 3 MO3HIIIT TOCATHEHHS KOMEPIIIHHUX IIIIeH Ha MiAITPUEMCTBI.

2.Po3risHyTO poONL 1 MiClE€ MApPKETHMHIy Ha IIPOAOBOIBUOMY DHUHKY.
[IpoanaiizoBaHO piBeHb CIIOKMBAHHS MPOAYKTIB XapudyBaHHS 3aJICKHO B PO3MIPY
CEPEIHBOAYIIOBUX  E€KBIBAJEHTHUX  TPOIMIOBUX  JOXOJMIB  JOMOTOCIIOAApPCTB.
BcranoBnieHo, 1m0 HaWOLIBINY YAacTKy B CTPYKTYpl CHOKHMBUMX CYKYITHHX BUTpaT
CTaHOBJISITH BUTPATH Ha MPOAYKTHU XapuyBaHHS 97 %, 1m0 HEOOX1JHO BpaxoOBYBATU
pu (GOpMyBaHHI IIIHOBOI Ta 30yTOBOI MOMITHUKHU MIITPUEMCTBA.

3.BucsiTneHo cydacHuii mmigxim 10 Bu3HAueHHS e(EKTUBHOCTI pOOOTH
MIIIPUEMCTB JIETKOI TIPOMHUCIOBOCTI. PO3IISTHYTO pojib 1 3HAYEHHS] MApKETUHTY Ta
MapKEeTUHTOBUX JOCTIIKEHb SIK HEBIJ €EMHOT'O €JIEMEHTA PO3BUTKY Tally3i. Y CTarTi
MIJKPECTIOETHCA, 110 PO3BUTOK MIAMPUEMCTB JIETKOI MPOMHUCIOBOCTI HEMOXKIJIMBHMA
0e3 JoKOpiHHOiI TepeOyJOBH OpraHizamiiiHOi CTPYKTYpH Ha OCHOBI KOHIIEHINi
MapkeTunry. Kito4uoBi cioBa: eeKTUBHICTh, MIANPUEMCTBO, JIETKA MPOMUCIIOBICTD,
MapKETHUHT, MapKETUHTOBa JIsUTbHICTh, MAPKETUHTOBI JOCIIDKCHHS, OpraHi3alliifHa
CTPYKTYypa.

4.Y cyyacHUX DPUHKOBMX YMOBaX KOKHOMY IIIAINPUEMCTBY JUIS ITIATPUMKH
CBOIX KOHKYPEHTHHX TMepeBar HEOOXiMHO o0upatu OUIbII JOCKOHANII CHOCOOH
PO3BUTKY, SIKI TAPaHTYIOTh HOMY BUTIIHY KOHKYPEHTHY TMO3HUIIII0. Y 3B’SI3KYy 3 IIUM
3HAYHUWA IHTEPEC CTAHOBJIATH CTPYKTypH3allis Ta aJropuTMi3aiis MpoLeciB
MapKETUHTOBUX JIOCHIIKEHb, SIK1 3a0e3MeuyroTh 1H(popMaliiiHe MIAIPYHTS TaKOro
BuOOpy. CTarTs MpUCBSYECHA MOCITIOBAHHIO MPOIECY MAPKETHHTOBUX JIOCIIIKCHb
KOHKYPEHTHOTO cepeaoBuiia. KirouoBi cioBa: MAapKETHHIOBI  JOCIIIKEHHS,
MOJICITIOBAaHHSI, KOHKYPEHTHE CEPEIOBHIIIC.

5. PO3MISHYTO MOHATTS MAapKETHHIOBUX JOCHTIIKEHb, PO3KPUTO MOTO CYTHICTh
Ta POJib, ONHCAaHO MAPKETUHIOBI JOCIIPKEHHS ¥ OCHOBHI iXHI eTallu.
[IpoanainizoBaHO Cy4yacHUW CTaH PUHKY TEJIEKOMYHIKaliii B YKpaiHi, BU3HAYEHO
OCHOBHI TEHJAEHI[li WOro po3BUTKY. METO MAapKETHHIOBUX JOCHIIXKEHb €
3a0e3nedeHHs] TANPUEMCTB HAAIMHOIO 1 JOCTOBIPHOIO 1H(GOpPMAIIIEID MPO PUHOK,
CTPYKTYpY Ta JWHAMIKy TIOMUTY, CMakKd ¥ Oa)XaHHS CIIO)KHBadiB, CTBOPCHHS
ACOPTMMEHTY, IO BIAMOBIJIa€ BUMOTAM PHUHKY 1 3aJ0BOJILHSE TIOMUT Kparie, HiX
TOBap KOHKypeHTa. CucTeMaThyHl JOCHIKEHHS pPUHKY, TOOTO MAapKETHHTOBI
JOCTIKEHHST JaloTh 3MOTy (QopMyBaTu iHGoOpMatiitHy 0a3y s €(pEeKTUBHOTO
KEepIBHUIITBA MiAIPUEMCTBAMHU.

6.V crarri JOCHIIKEHO TEOPETUYHI OCHOBHM IIPOBEIEHHS MAPKETUHIOBUX
JOCIIKEHb CTPAXOBUMHU KOMMAHIIMA YKpaiHW, IXHIO poJib Yy peam3arii
MapKEeTUHTOBOI CTparerii. AKIIEHTOBAaHO yBary Ha CYTHOCTI MapKETUHTOBHUX
JOCIIKeHb, cepax 3acTOCYBaHHS pe3ysbTaTiB, OTPUMAaHUX IiJ 4ac MPOBEICHHS
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nociipkeHb. HaBeneHo kimacudikaiiiro MapKeTHHTOBHX JOCHIIHKEHb 32 KPUTEPIEM
XapaKTepy BUKOHAHHS, 3a TUIAMHU JpKepen iH(opMallii, 3a KpUTepisMHA KUIBKOCTI
IUJICH, BUY IJICH, 32 TCPUTOPIAIBHUM OXOIUICHHSM, 33 KIJIBKICTIO IPEACTaBICHUX
iHTepeciB. Y CTaTTi BHUAICHO SKICHI Ta KUIBKICHI MapKETHHIOBI JOCIIKCHHS,
PO3IIISIHYTO TXHI BHJIH.

7.V crarti cHCTEMaTH30BaHO § y3araabHEHO IIAXOAU [0 BU3HAYECHHS
MapKETUHTOBUX JOCHI/DKEHb, Ha OCHOBI 4Y0ro c¢opMyJIbOBaHO aBTOPCHKE
BU3HAYCHHS MApPKETHMHTOBUX JOCHIDKCHb JIOKAIBHOTO PUHKY. Po3risHyTo
MapKEeTUHTOBE JIOCTIPKCHHsI JIOKAJLHOTO PHHKY SIK JPKepenaa JOCTOBIpHOI Ta
HaAiHOi 1H(opmamii ans mignpuemcTBa. J(OBEIEHO MOLUIBHICTE BUKOPHCTAHHS
MapKeTHHTOBUX JOCII/DKEHb SIK IIEHTpajdbHOI KepiBHOI (YHKINI ympaBiIiHHS
MiAIPUEMCTBOM Ha JIOKaJIbHOMY pUHKY. KIIr04oB1 cioBa: cucreMa MapKETHHTOBHX
JOCIIKEHb TIANPUEMCTBA, (PYHKIII MAapKETMHTOBOTO YTMPAaBIIHHS, MAapKETHHTOBa
1H(pOopMaIlis, Tpolec MapKeTUHTOBOTO JIOCIIPKEHHSI Ha JIOKaJIbHOMY PiBHI.

8.Y crarti poO3rASHYTO TEHJEHII PO3BUTKY  YKPAiHCBKOTO  PHUHKY
MapKEeTUHTOBUX JOCIHIKeHb. CHCTEMATU30BaHO NIEpEeBaru Ta HEJOMIKUA JOCITIIHKCHb,
[0 MPOBOASATHCS B IHTEpHETI, MOPIBHAHO 3 TPAAUIIHHUMH METOJaMH 300py
iHpopMmarlii. YIOCKOHAJIEHO THIOJIOTII0 3I1MCHEHHS MapKETUHTOBUX OHJIAlH-
JTOCTIKeHb: BHIUICHO BHOIPKOBI OJWHHUIII Ta BH3HAUYEHO THIH W METOJH
MPOBEACHHS JOCHIKEHb 3ajie)KHO BIJ IIOCTaBJASCHMX 3aBJaHb. METOI CTarTi €
BJIOCKOHAJICHHS THUIIOJIOTIT TMPOBEACHHS MApPKCTHHTOBUX IHTEPHET-IOCIIKCHB,
CHCTEeMaTH3aIlil IiepeBar 1 HEJOJIKIB OHJIAMH-AOCHIIKEHb IOPIBHAHO 3
TpaAULITHUMU MeTOoJaMH 300py 1H(opMalii B yMOBax Iiodai3anli eKOHOMIYHOTO
IPOCTODPY.

9.V crarTi po3riIHYTO CYTHICTh NMHUTAaHb «MAapKETHHI» Ta «MapKETUHTOBHIA
MEHEJKMEHT», JIOCHIPKEHO OCOOJMBOCTI  (DYHKITIOHYBaHHS ~ MapKETHHTOBOTO
MEHEJKMEHTY B CydacHUX ymoBaxX. OCHOBHHMM 3aBJIaHHSM CTaTTlI € y3arajbHEHHS
TEOPETHUYHUX MIAXOAIB JO PO3YMIHHS CYTHOCTI KaTeropii  «MapKEeTHUHTY,
«MapKETHHTOBHI MEHE/DKMEHT» Ta BU3HAYCHHS iX 0COOJMBOCTEH (DYHKIIIOHYBaHHS.
3HaHHS 3aKOHOMIPHOCTEH Ta 0cO0IMBOCTEN (DYHKIIOHYBAHHS MapKETUHTY J103BOJISIE
chopMyBaTH OLITBIIT TOBHO CHCTEMY MAapKETUHTY ¥ MapKETHHTOBOT'O MEHEKMEHTY, a
TaKOX BHU3HAYWTH IHCTPYMEHTApii MApKETHHTY JJIi 3acTOCYBaHHS MOro Ha
MIIIPUEMCTBAX 3arajioM Ta Ha MIANPHEMCTBAX arpopOMHUCIOBOTO KOMILIEKCY
30KpeMa.
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IHANBUIYAJILHE 3ABIAHHS

3 TUCHUILTIHUA
«MPO®ECIMHO- OPIEHTOBAHUU ITPAKTUKYM IHO3EMHOIO
MOBOIO»

1) 3uaiigiTh HAYKOBY CTATTI0O 3a TeMOI0 KBajdidikauiiiHoi podoTw.
IIpouuTaiite ii Ta nepexkaaits. [IpoanasizyiiTe cTaTTIO 32 IVIAHOM:

1. Ha3Ba cratTi, aBTOp, CTHIIb.

The article I'm going to give a review of is taken from ... — Crarrs, Ky s 3apa3
X0Uy MpOaHaTI3yBaTH 3 ...

The headline of the article is — 3aromoBoxk crarTi ...

The author of the article is ... — ABtop crarri ...

It is written by — Bona Hamnucana ...

The article under discussion is ... — CraTTsa, sSKy MEHiI 3apa3 XOUYCThCs
0OTOBOPUTH....

The headline foreshadows ... — 3aromoBok BigkpHBae. ..

2. Tema. JloriyHi YaCTUHH.
The topic of the article is ... — Tema crarrTi...
The key issue of the article is ... — Kiiro4uoBUM UTaHHSM y CTATTI €. ..

The article under discussion is devoted to the problem ... — Crarrs, sxky mu
00TroOBOPIOEMO, TTPUCBSIYCHA TIPOOIIEMI ...

The author in the article touches upon the problem of ... — V crarti aBTOp
OKPECITIOE MPOOIIEMY ...

I'd like to make some remarks concerning ... — 51 6 XoTiB 3pOOUTH ACKiJIbKa

3ayYBA’>XCHb I0O0 ...

I'd like to mention briefly that ... — Xorinocst 6 KOpOTKO BiA3HAYUTH ...

I'd like to comment on the problem of ... — 5 6 xoTiB IPOKOMEHTYBaTH MPOOJIEMY ...
The article under discussion may be divided into several logically connected parts
which are .. — Crarrs Moxe OyTH pO3MOJiICHA Ha KiJTbKa JIOTIYHO
B3a€MOIIOB'I3aHUX YaCTHH, a caMCf ...

3. KopoTtkwuii 3MicT.

The author starts by telling the reader that — ABTop moumHae, posnoBinarouu
YHUTAYEBl, 110

At the beginning of the story the author — Ha mouatky ictopii aBTop

describes — onucye

depicts — 300paxye

touches upon — 3augimnae

explains — mosicHroe

introduces — 3HaliOMHTH

mentions — 3raaye
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recalls — sranmye

makes a few critical remarks on — poOuTh KijlbKa KPpUTHYHUX 3ayBa)KEHB PO
The story begins (opens) with a (the)
description of — orrcom

statement — 3asBoro

introduction of — moganHsIM

the mention of — 3ragkoro

the analysis of a summary of — kopoTkum anasizom
the characterization of — xapakTepucTHKOIO
(Author's) opinion of — nymkoro aBTopa
author's recollections of — croragom aBTopa
the enumeration of — nepenikom

The scene is laid in ... — [Tist BiZOyBa€TbCA B ...
In conclusion the author

dwells on — 3ynunseThCS Ha

points out — Bka3ye Ha Te

generalizes — y3aranpHioe

reveals — mokasye

eXPOSEeS — MOKAa3ye

accuses / blames — 3BunyBauye

gives a summary of — nae orusz

4. CtaBieHHS aBTOPA 10 OKPEMHUX MOMEHTIB.

The author gives full coverage to ... — ABTop Ja€e MOBHICTIO, OXOILIIOE ...

The author outlines ... — Astop onmcye

The article contains the following facts .... / Describes in details ... — Crarrs
MICTUTh Taki GaKTH .... / JIoKJIagHO OMUCYE. ..

The author starts with the statement of the problem and then logically passes over
to its possible solutions. — ABrop mo4ynMHAaEe 3 MOCTAaHOBKM 3aBJaHHS, a IOTIM
JIOT1YHO MEPEXOAUTH 10 HOTO MOKIIMBUX BUPIIICHB.

The author asserts that ... — ABTop cTBepKYE, IO ...

The author resorts to ... to underline ... — ABTOp BIA€TLCS 1O ..., 00 MiKPECIIUTH ...
Let me give an example ... — J1o3BoJIbTe MCHI HABECTH MTPHUKIIAL ...

5. BucHOBOK aBTOpA.

In conclusion the author says / makes it clear that ... / gives a warning that ... —
HamnpukiHiii aBTop CTBEPKYE / IPOSCHIOE, IO ... / A€ MONEPEIIKEHHS MIOIO. ..

At the end of the story the author sums it all up by saying ... — ¥V kinmi cratTi
aBTOpP pOOUTH BUCHOBOK, KaXKyUH ...

The author concludes by saying that ../ draws a conclusion that / comes to the
conclusion that — Ha 3akiH4eHHSI aBTOp TOBOPHTb, 1110 .. / pOOUTH BUCHOBOK, IO /
IIPUXOOUTH 10 BUCHOBKY, IIIO...

6. Bupasni 3acobu, 110 BAKOPUCTOBYIOTHCS B CTATTI.
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To emphasize ... the author uses .. — IIlo0 akieHTyBaTH yBary ... aBTOD
BUKOPHCTOBYE

To underline ... the author uses ... [1{o6 miAKpecIuTH ... aBTOp BUKOPUCTOBYE

To stress ... — I[ocumoroun

Balancing ... — banaucyroun

7. Balll BUCHOBOK.

Taking into consideration the fact that. — bepyuu 10 yBaru Toii hakr, 110

The message of the article is that / The main idea of the article is... — OcHoBHa
i71es1 cTarTi (171es aBTOpA). ..

In addition ... / Furthermore ... — Okpim ToTO, ...

On the one hand ..., but on the other hand ... — 3 oagHoro 60Ky ..., ajie 3 1HIIOrO
OOKY ...

Back to our main topic ... — [ToBepHemocs 10 HAIIOi OCHOBHOI TEMHU

To come back to what | was saying ... — 11106 noBepHyTHCS O TOTO, IO S
TOBOPHB

In conclusion I'd like to ... — Ha 3aBepitieHHS s XOTiB OH ...

From my point of view ... — I3 Mo€i Touku 30py ...

As far as | am able to judge ... — HackigbKu s MOXKY CYIHTH. ..

My own attitude to this article is ... — Moe ocobucTe cTaBiICHHS 0. ..

| fully agree with / | do not agree with — $I moBHicTto 3roseH 3 / I He 3rojieH 3

It is hard to predict the course of events in future, but there is some evidence of
the improvement of this situation. — Baxxko nepea0daunty Xix mojid B MaiOyTHbOMY,
ajie € JAesKi MATBePKEHHS TOJIMIIISHHS.

| have found the article dull / important / interesting / of great value. — 5 BBaxaro
CTaTTIO HEIIKaBOl0 / BakiauBOIO / 1ikaBoro / CTaTTs Mae BEJIMKE 3HAYCHHS
(cTaHOBUTH LIHHICTB).

2) HanuumiTe po3mIMpeHy aHOTALII0 10 CTATTI AHIVIIMCbKOI MOBOIO (250-
300 cuaiB).

JI71s1 3aXMCTy 1HIBIAYaJIbHOTO 3aBJIaHHS 37100yBaueBl BUIOT OCBITU HEOOX1THO:

* HaJaTH BUKJIA/Iauy€Bl PO3JIPYKOBAaHY HAyKOBY CTATTIO (BKa3aTi BUXI1JHI JaHi J0
CTaTTi, BUIAaHHSI, aBTOPA, EICKTPOHHY aJJpeCy TOIIIO);

* HaJIaTU PO3APYKOBAHMI MUCHbMOBHI aHaIII3 CTaTTi, pO3UIIPEHY aHOTAIIIIO;

* MpoyuTaTH Ta mepekiaacTd (BuOipkoBo). IIlpomeMoHCTpyBaTH 3HaHHS
BIIITOBIAHOT JIEKCHUKH.
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