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Предисловие 

Пособие «English for Office Work» является основным компонентом 

учебно-методического комплекса по английскому языку для студентов 

специальности «Документоведение». Оно составлено в соответствии с 

требованиями «Программы обучения профессионально ориентирован-

ному общению на иностранных языках (классические университеты)» и 

рассчитано на 250 часов аудиторной работы на 1-4 курсах.  

Пособие может быть использовано для формирования навыков дело-

вого общения и корреспонденции на английском языке у студентов раз-

личных специальностей неязыковых вузов.  

Необходимость издания обусловлена тем, что профессиональное ино-

язычное общение является функционально значимым блоком в системе 

подготовки современного специалиста. Особую актуальность оно приоб-

ретает на современном этапе социально-экономического развития обще-

ства с его тенденцией к глобализации, к беспрерывно расширяющимися 

возможностям средств общения между народами разных стран. Владение 

бизнес-коммуникацией стало важной частью квалификационной харак-

теристики любого специалиста, позволяющей ему качественно выпол-

нять свои функциональные обязанности и быть конкурентоспособным на 

мировом рынке труда.  

По структуре пособие представляет 16 разделов (Units), разделенных 

по тематическому принципу на пять блоков: Office Work, 

Correspondence, Business, Finance, Trade. Каждый раздел – самостоятель-

ный лингвометодический комплекс, систематизирующий материал по 

основным видам речевой деятельности.  

Цель разделов, входящих в тематический блок «Correspondence»– 

знакомство с различными видами бизнес-корреспонденции, ее структу-

рой и терминологией, а также обучение письму на примере составления 

различных видов деловых писем (запросы, предложения, заказы). Струк-

тура разделов, входящих в тематические блоки «Office Work», 

«Business», «Finance» и «Trade» унифицировано и состоит из следующих 

частей: 

– аутентичных текстов и заданий по развитию навыков различных 

видов чтения (изучающего, просмотрового, ознакомительного, поиско-

вого); 
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– текстов-диалогов, направленных на развитие навыков диалогиче-

ской и полилогической речи; 

– комплекса заданий и упражнений по развитию навыков аудирова-

ния и перевода; 

– заданий для углубления коммуникативной компетенции обучае-

мых в рамках заданной проблематики; 

– глоссария и тематического словаря, подлежащего активному усво-

ению. 

В некоторых разделах содержатся ролевые игры, максимально при-

ближенные к реальным ситуациям профессионального общения. 

Предполагается, что комплексное обучение всем видам речевой дея-

тельности на тематической основе (content based approach) будет способ-

ствовать более глубокому и всестороннему усвоению материала и тем 

самым достижению главной цели обучения: коммуникативного и социо-

культурного развития личности, способной использовать иностранный 

язык как средство профессионального общения в диалоге культур – род-

ной и иностранный. 
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OFFICE   WORK 

 

1.  RECORDS  MANAGEMENT 

 

DISCOVERING  CONNECTIONS 
 

1. Why have you opted for the Records Management department? 

2. Where did you learn about this qualification? 

3. Do you think graduates of your department will be in great demand in Bel-

arus? 

4. What attracts you in the profession of a records manager? 

5. Anticipating your future employment what do you have in mind (think of): 

a well-paid job or a job which will provide you with the opportunity for 

self realization and personal growth? 

 

READING 
 

T E X T  1 

Records Management 

Read the text and say what records management is concerned with. 

Records management is a relatively new discipline whose beginnings can 

be traced back to the early years of the twentieth century and which only firm-

ly established itself in the post Second World War period. Records manage-

ment is concerned with the generation, receipt, processing, storage, retrieval, 

distribution, usage and retirement of records. It encompasses a wide variety of 

activities and sub-disciplines each of which has arisen to cater for a specific 

need such as the management of mail, correspondence, reports, copies, forms 

and derivatives. Records management is multi-media embracing many types 

of media from paper to audio tape, video tape, magnetic disc, optical disk and 

microfilm. 

While records management as a distinct discipline is a twentieth century 

phenomena, the generation and handling of records has of course been in ex-

istence since records themselves began to be created in Ancient times. Rec-

ords are created in the transactional processes of Government as laws are 

made, budgets prepared, surveys conducted, statistics compiled and other gov-

ernmental processes are carried out. 
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Records exist primarily because of the need to keep a record of transactions 

carried out. The process by which they are created, the manner of their crea-

tion, the way in which they are handled will differ from institution to institu-

tion, from country to country and from one geographical region to the next. 

The methods of handling records have also undergone changes over time from 

the days of the registry system in early Modern Europe when all items were 

entered in registers on being received to today’s situation in which mail can be 

electronically controlled. It is difficult to describe records management on a 

world wide basis because records management practices are closely tied to the 

peculiarities of Government and institutional processes which differ from 

country to country and from region to region. 

No Government can function without records. If the records exist and they 

are not well managed it is equally difficult to achieve efficiency. The level of 

efficiency of the operations of the governmental machinery is closely tied to 

the effectiveness of the records management programme. Records manage-

ment encompasses several main elements. 

Filing Systems 

As information is received and as records are generated internally within an 

organization there must be a mechanism for handling them. For the records to 

be grouped together however it implies that there is a filing system which fa-

cilitates this grouping together. Once a filing system is in place, that filing sys-

tem must be used to facilitate the government process. It must enable infor-

mation to be rapidly processed and distributed to those who must see it. The 

files must be meaningful and accurate enabling those who must file the infor-

mation as well as those who must use the information to find with ease the in-

formation that is required. Whether the filing system is manual or automated 

the need for accurate filing is not diminished. In Government, decision makers 

rely on being able to receive information timeously so that they can respond to 

the issues and so that decisions can be made.  

Records Storage 

Once the information has been processed, distributed and used, it must be 

stored for future use. The information is however not stored for the sake of 

storage. It is stored on the premise that it is still needed and it is in this respect 

that serious problems can arise. 

A basic principle of records management is that information should be dis-

tinguished and separated as it moves through three distinct phases of its life 

cycle. At its creation and through its active usage, the records are said to be 

current. As their rate of usage declines from the frequent to the infrequent, 

they move on to the semi-current phase and from there on to the non-current 
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stage. In the latter stage a decision has to be made as to whether or not the 

records should be disposed of. A mistake is often made by equating non-

current records to archives because the two are definitely not equal. The vari-

ous stages of the life-cycle of records should also be distinguished by differ-

ences in where the records are to be found. During the current stage the rec-

ords are kept in the office or registry where they can be accessed with ease as 

required. As the records become semi-current they should be retired from the 

office and registry into some storage area such as the storeroom or the strong-

room within the premises of the creating agency and from there they are then 

transferred to a Records Centre. 

Records Storerooms and Retirement 

Many people pay attention to the transfer of records from the creating 

agency to the Records Centre without realizing that there is the great area of 

the storeroom and the strongroom, a transitional period in which control can 

be lost altogether. It is unrealistic to expect that records can be transferred di-

rect from the registry to the Records Centre, especially in those cases where 

the Records Centre is not part of the creating agency or it is physically located 

some distance away from the creating agency. Where this in fact happens 

without the use of an in-house storeroom or strongroom it only means that the 

records will be retained in the office and registry well beyond their active or 

current life. Many archival institutions indicated that records were retained in 

the creating agencies until they were some 15-25 years of age. 

The retirement of records from the office or registry to the storeroom or 

strongroom is an absolute must for the better functioning of any records sys-

tem. Unless it is done the system becomes burdened and overloaded by infor-

mation that should not be there. 

The main problem that is faced however is knowing at what point to retire 

records from the office or registry to the storeroom or strongroom. The surest 

mechanism is the assessment of the rate of usage of the file and thus determin-

ing the point at which the rate has declined from the frequent to the occasion-

al. For those who are unable to determine the rate of usage of records a second 

method is the periodic examination of the files to determine the date when last 

something was put on file. While this may seem a rough and ready measure it 

can be used as a reasonably accurate way of retiring records from active to 

semi active use. 

The point that has repeatedly been emphasized here is that it is necessary to 

have a transitional period between active use and storage of records in offices 

and registries and their transfer to Records Centres. In this transitional period 

the records should be transferred and kept in storerooms and strongrooms 

within the premises of the record creating agency. During this period, the ar-
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chivist must of course have an interest to ensure that no unauthorized destruc-

tion takes place and to ensure that the records are in a way that will make 

transfer to Records centre easy. 

Records Centres 

After records have been in the storerooms and strongrooms of the records 

creating agency for a period of time, when such formalities as audit have been 

done and when the rate of usage has declined from the occasional to the once 

in a blue moon, then the records should be transferred to a Records Centre. 

There are certain basic concepts related to Records Centres. 

– They are built away from city centres in areas where land is relatively 

cheap. 

– They are situated in areas where there is minimal atmosphere pollution. 

– They utilize high density shelving in order to maximize floor area usage 

and lower storage costs. 

– They provide secure accommodation for records, protecting them from 

dust, dirt, heat, humidity and sunlight. 

– They provide access facilities enabling depositors to request and use the 

records as need arises. 

– They are also able to act as filtration plants, enabling records of an 

ephemeral and short term value to be identified and disposed of and those of a 

permanent and enduring value to be protected and preserved.  

 

VOCABULARY  FOCUS 
 

Ex. 1. Match the words on the left with their definitions on the right. 

1) to cater for 

2) to encompass 

3) to diminish 

4) to facilitate 

5) premise 

6) to utilize 

7) to process 

a) house, building with its belongings 

b) to make use of 

c) to make easy, help 

d) to cover, contain, encircle 

e) to decrease 

f) to serve, to provide what is required or desired 

g) prepare by special method 

 

Ex. 2. Find the words in the text which mean the following. 

1. managing, dealing with records; 

2. a specially designed room for storing valuables; 

3. a formal examination or settlement of account; 

4. a place for keeping goods or records; 

5. to perform any business. 
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Ex. 3. Look at the words given in the chart below and fill in the appropriate 

boxes with their derivatives. 

Verbs Nouns Adjectives 

1. to retire   

2. to record   

3. Storage  

4. processing  

5.  archival 

6.  creating 

 

Ex. 4. Fill the gaps in the sentences with suitable words or prepositions from 

the text. 

1. Records management is concerned ___ the generation, processing, storage, 

___ usage and ___ of records. 

2. Records exist because of the need to keep a ___ of transactions carried ___. 

3. Records are created in the transactional processes of Government as laws 

are ___, surveys ___, statistics ___. 

4. Decision makers rely ___ being able to receive information timeously so 

that they can respond ___ the issues. 

5. A mistake is often made by equating non-current records ___ archives. 

6. As the records become semi-current they should be retired ___ the office 

___ some storage area. 

7. Many archival institutions indicated that records were ___ in the creating 

agencies for many years. 

 

COMPREHENSION 

 

Ex. 1. Mark the following statements as true or false. Correct the false ones. 

1. Records management is an old discipline whose beginnings can be traced 

back to the ancient times. 

2. Records exist primarily because of the need to keep a record of transactions 

carried out. 

3. No Government can function without records. 

4. A basic principle of records management is that information should be dis-

tinguished and separated as if moves though two phases of its life cycle. 

5. Non-current records are equal to archives. 

6. The retirement of records from the office to the storeroom is not always 

necessary. 

7. It is necessary to have a transitional period between active use and storage 

of records in offices and their transfer to Records Centres. 
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Ex. 2. Complete the sentences using information from the text. 

1. Records management is concerned with … 

2. It encompasses a wide variety of activities and sub-disciplines each of 

which has arisen to cater for a specific need such as … . 

3. It is difficult to describe records management on a world basis because … . 

4. For records to be grouped together however it implies that there is … . 

5. At its creation and through its active usage the records are said … . 

6. As the records become semi-current they should be retired from the office 

and registry into … . 

7. The main problem that is faced however is knowing … . 

 

 

Ex. 3. Find information to prove the following statements. 

1. Records management is multimedia. 

2. Records management encompasses several main elements. 

3. There are three distinct phases of the life cycle of any information. 

4. There is a transitional period between active use and storage of records in 

offices and their transfer to Records Centres. 

 

 

Ex. 4. Answer the following questions. 

1. Is records management a new or an old discipline? 

2. What is it concerned with? 

3. What activities does it encompass? 

4. What are the reasons for keeping records? 

5. What is the efficiency of the government machinery closely tied to? 

6. What are the main elements of records management? 

7. Why do we need filing systems? 

8. What’s the basic principle of records management? 

9. What mistake is often made speaking about archives and records? 

10. What is an absolute must for better functioning of any system? 

11. In what way can we decide at what point to retire records from the office 

or registry to the storeroom or strong room? 

12. When should the records be transferred to a Records Centre? 

13. What are the basic concepts related to Records Centres? 
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T E X T  2 

Origins of  Records and Archives 

Read the text and say what the difference between records and archives is. 

Records and archives have been in existence since mankind acquired the 

ability to record information in writing. The earliest keeping of records and 

archives can be traced to the Ancient Civilizations when records of birth, 

property, law, money’ tax and official and private transactions began to be 

kept to facilitate the conduct of government business, and for education, reli-

gion and family purposes. The medium on which this information was record-

ed differed from society to society as well as from age to age ranging from the 

clay tablets of the Assyrian and Babylonian Empires of the third millennium 

to the wooden tablets that found their way into Greece, the papyrus scrolls of 

Egypt and the parchment and vellum of Medieval Europe. 

The reasons why records and archives were kept were very much clear. To 

prove your right to the possession of a certain piece of land you needed title 

deeds; to determine the size of population being governed and therefore the 

taxes that should be collected you required records of birth and death; to en-

force government laws and regulations it was necessary to keep a record of the 

laws, decrees and edicts. The keeping of records and archives was therefore 

not a luxury but a necessity on which depended one’s ability to continue to 

rule and to have rights and privileges. The records and archives were also pre-

served in order to prove the rights and privileges of those who were being 

governed. In Roman Egypt, for instance, every provincial capital had a central 

record office known as a “demosia bibliotheke” where officials were required 

to deposit certain records relating to census, tax, land and other official trans-

actions. These record offices were open to the public who could come and in-

spect the records. 

The growth and development of records and archives has however not been 

uniform throughout the world. As with most other things some societies 

gained certain capabilities earlier than others. In respect to records and ar-

chives those societies that developed their organizational structures earlier of-

ten developed comparative recording infrastructures to document their activi-

ties. The capability to keep records and archives was thus attained first by 

those societies that learnt to write and record. While these societies did not 

develop in isolation as is evidence by the record keeping practices in Roman 

Egypt which had borrowed elements from the Roman and Asian Empires, 

nevertheless the nature of the records and archives ensured that to a large ex-

tent each society had its own record and archive keeping practices that were 

uniquely different from those of other societies.  
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The distinctions that today we make between records and archives have not 

always existed nor can they be said to have universal applicability and accept-

ability. There is a wide variety of views as to what constitutes information, 

records and archives. The word “archives” has its origins in ancient Greece 

where as “archeion” it was used to refer to government records belonging to 

an office. Usage has however changed over the centuries and it is nowadays 

generally used to designate a building or a unit within a building where ar-

chives are stored, an agency or administrative unit responsible for administer-

ing archives and to refer to information that through various processes and 

qualifications has been identified as constituting archives. 

It is however very difficult at times to distinguish between records and ar-

chives. In the United Kingdom and in several countries that at one time or oth-

er were under British colonial domination, records is used to refer to what in 

such countries as the United States would be known as archives. Thus in the 

United Kingdom the main institution in which central government archives are 

kept was known as the Public Records Office till February 2003. In 2003 it 

was renamed into National Archives. In the United States on the other hand 

the comparative institution is known as the National Archives and Records 

Administration, and this is similar to many countries that have what are known 

as National Archives. 

In this study records will be used to denote that information which is of 

current and semi-current use while archives will refer to those records which 

through some appraisal mechanism have been identified as having a perma-

nent and enduring value and therefore meriting permanent retention. It should 

be noted that archives are not synonymous with non-current records as the lat-

ter refers both to archives and to other records with shorter term value that will 

after a period of time be disposed of. 

In response to the question that asked for what purposes  the records and 

archives were used, the following usages were sighted by the custodians of 

records and archives: 

– verification of facts 

– compilation of reports and studies 

– research 

– finding of precedent 

– collection of statistical data 

– policy formulation, planning and implementation 

– handling of legal claims 

– project planning and evaluation 

– litigation 

– administration 
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– protection of national interests 

– documenting of departmental histories 

– restoration of buildings 

 

 

VOCABULARY  FOCUS 
 

Ex. 1. Go through the words below and find their derivatives in the text. 

Translate the sentences in which they are used. 

To exist, to possess, to retain, to compile, to verify, to apply, to accept, to ap-

praise 

 

Ex. 2. Form all possible word combinations using the words of both columns 

and translate them into Russian. 

to enforce 

to deposit 

to make 

to gain 

to designate 

to compile 

to keep 

to constitute 

distinctions 

information 

records 

laws 

reports 

buildings 

archives 

capabilities 

 

Ex. 3. Find the words in the text which mean the following. 

1. sheep, goat, calf skin prepared for writing; manuscript of this 

2. confirmation of truth 

3. parchment of calfskin used for manuscripts 

4. order proclaimed by authority, decree 

5. lawsuit 

6. keeper, caretaker, curator 

 

Ex. 4. Fill the gaps in the sentences with suitable preposition from the text. 

1. The earliest keeping ___ records and archives can be traced __ Ancient 

Civilizations. 

2. The words “archeion” was used to refer ___ government records belonging 

___ an office. 

3. It is very difficult at times to distinguish ___ records and archives. 

4. Archives are not always synonymous ___ non-current records. 
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5. The medium ___ which this information was recorded differed ___ society 

___ society and ___ age ___ age. 

6. These record offices were open __ the public who could come and inspect 

them. 

 

 

COMPREHENSION 
 

Ex. 1. Complete the following sentences using information from the text. 

1. Records and archives have been in existence since … . 

2. The reasons why records and archives were kept were … . 

3. The records and archives were also preserved to … . 

4. The growth and development of records and archives has however … . 

5. There is a wide variety of views as to … constitutes … . 

6. It is however very difficult at times to distinguish .. . 

7. In this study records will be used to denote that information which … . 

8. Archives will refer to those records which … . 

 

Ex. 2. Answer the following questions. 

1. What time can the earliest keeping of records be traced back to? 

2. What were the media on which information was recorded in ancient times? 

3. What were the reasons for keeping records? 

4. What societies developed recording infrastructures earlier? Why? 

5. What is the origin of the word “archives”? 

6. What information do records denote? 

7. What do archives refer to? 

8. What is the difference between non-current records and archives? 

9. What are the purposes for keeping records and archives. 

 

Ex. 3. Arrange the points of the plan in the right order according to the text. 

– the purposes of records and archives; 

– the origins of records and archives; 

– the reasons for keeping records and archives in ancient times; 

– the difference between records and archives; 

– the growth and development of records and archives throughout the world; 

– the origin and usage of the word “archives”. 

 

Ex. 4. Discuss in pairs each point of the plan above. Speak about records and 

archives, their similarities and differences. 
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T E X T  3 

The Challenge 

Read the text below and do the tasks that follow. 

Governing effectively depends upon accurate, reliable and accessible rec-

ords. Records are essential to every aspect of the governance process, provid-

ing the basis for: 

 the rule of law; 

 service for citizens; 

 accountability; 

 anti-corruption strategies; 

 the management of state resources; 

 the protection of rights and entitlements. 

Records are a particular and essential category of information that must be 

managed as evidence of entitlements, policies, transactions and activities. 

Without a robust and appropriate infrastructure, record keeping is informal 

and ad hoc. 

All modern governments require well-managed information about policies 

and programmes. Their needs are becoming more complex in the light of pub-

lic sector reform, citizens’ requirements for accountability and computerisation. 

Accountability and transparency depend upon complete, accurate and le-

gally verifiable records. Without reliable records, officials cannot be held ac-

countable and fraud cannot be prosecuted. Freedom of information legislation 

and computerization programmes is undermined. 

Records, as evidence, are essential to underpin the functions of: 

 the parliament / legislature; 

 the public accounts committee; 

 the auditor general; 

 the ombudsman; 

 the civil service; 

 the judiciary.  

 

 

 

 

 

 

 

lack of confidence 

in government 

lack of transparency inefficient services 

poorly kept records 
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Good local government requires access to information. But decentralized 

administrations often suffer from: 

 inadequate local information to support decentralized policies, transac-

tions and activities;  

 lack of mechanisms for transferring existing records from the centre to 

the districts; 

 conflicting legal requirements by central and local administration for 

existing paper-based information; 

 lack of systems for managing records and information; 

 inadequate accommodation and storage equipment for records; 

 inadequate systems and procedures for sharing computerized infor-

mation between central and local administrations; 

 lack of staff trained to manage records. 

 

 

 

 

 

 

 

 

 

 

In many countries records systems have not kept pace with rapidly chang-

ing information requirements. 

Records professionals must rethink the way that records are created, man-

aged and preserved. They must be equipped to analyse information require-

ments, design and deliver effective systems, responds to the needs of electron-

ic government and communicate effectively with users. The challenge is to: 

 convince senior government officials of the vital importance of records 

and information management; 

 build the capacity of national institutions responsible for managing rec-

ords and archives; 

 ensure the continued training of professional staff; 

 educate and train new entrants to the profession; 

 train users of records systems. 

 

 

 

weak infor-

mation struc-

ture lack of re-

liable evi-

dence 
failure to meet 

people’s needs disempowered 

citizens 
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VOCABULARY  FOCUS 
 

Ex. 1. Match the words on the left with their definitions on the right. 

1) fraud 

2) to underpin 

3) ombudsman 

4) entitlement 

5) backlog 

6) ad hoc 

a) an official appointed by a government to investigate 

individuals’ complaints against authorities 

b) formed or done for a particular purpose only 

c) accumulation of uncompleted work 

d) to support, strengthen 

e) a right given to a person 

f) criminal deception, dishonest artifice or trick 

 

Ex. 2. Fill the gaps in the sentences with suitable words from the text. 

1. Records are ___ to every aspect of the governance process. 

2. The needs of governments are becoming more complex in the light of pub-

lic sector reform, citizens’ requirements for ___ and ___. 

3. Freedom of information  legislation and computerization programmes is 

___. 

4. Good local governments require ___ to information. 

5. In many countries records systems have not ___ with rapidly changing in-

formation requirements. 

6. Records professionals must ___ the way that records are managed and pre-

served. 

 

COMPREHENSION 
 

Ex. 1. a) Go through the text once again and comment on its title. 

b) Think of a different title to the text. 

insufficient capacity: 

 inadequate num-

bers 

 skill gaps 

 low status 

 poor career devel-

opment 

poorly kept records: 

 gaps in information 

 outdated or collapsed 

systems 

 inadequate data 

sources for computer-

ized systems 

 vast backlogs of dis-

organized closed rec-

ords 

disempowered 

citizens 
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Ex. 2. Split  the text into several parts and think of appropriate titles for each 

one. 

 

Ex. 3. Answer the following questions. 

1. What role do records play in the governing process? 

2. What evidence should records present? 

3. What do accountability and transparency of records depend upon? 

4. What can happen without reliable records? 

5. What functions do records help to underpin? 

6. What do decentralized local administrations often suffer from? 

7. What does weak information structure of local governments lead to? 

8. Why must records professionals in many countries rethink the way that 

records are created, managed and preserved? 

9. What should records professionals do to improve the situation with rec-

ords management? 

10. What does insufficient records capacity result in and who suffers from it? 

 

Ex. 4. In pairs discuss the role of records 

a) for all modern governments 

b) for local administrations 

 

Ex. 5. Speak about the ways to improve records management on national levels. 

 

T E X T  4 

A Model Scheme of Service in the UK 

Read the text and get ready to speak about the responsibilities of different of-

ficers working in records and  archives institutions. 

Senior Posts: 

1. Director of Records and Archives 

2. Deputy Director of Records and Archives 

3. Assistant Director of Records and Archives 

4. Records and Archives Officer 

5. Assistant Records and Archives Officer 

Junior Posts: 

6. Records and Archives Supervisor 

7. Records and Archives Clerk 

8. Assistant Records and Archives Clerk 
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Director of Records and Archives  

The Director of Records and Archives for the national records and archives 

institution reports ideally to the headquarters of the head of state (or equiva-

lent) or to an appropriate agency. The Director of Records and Archives car-

ries out the powers assigned to him under the relevant legislation and has re-

sponsibility for the overall direction, administration and development of the 

national records and archives institution. He or she sets policies for the man-

agement of records in every phase of the record cycle, ensuring that careful 

consideration is given to the effect of policies for the management of current 

records or semi-current records and archives and vice versa. The postholder is 

responsible for setting the overall standards for systems and procedures which 

will ensure a high quality of service for users of records. He or she has overall 

responsibility for the management, training and development of records staff 

in order to achieve effective records management systems and procedures. 

 

Deputy Director of Records and Archives 

Head of the current records division, a Deputy of Records and Archives has 

overall responsibility for current records across the civil service that is, staff de-

velopment, the development  maintenance, monitoring and control of records 

office systems and the monitoring of ministerial keyword lists. 

He or she is responsible for ensuring in consultation with the agency con-

cerned that records offices are adequately staffed and that the staff are adequate-

ly trained. In addition to responsibility for monitoring and controlling the pro-

fessional performance of records offices through the security of returns and 

monitoring the approval of new files series and index headings, the post has an 

inspectorial function, which can be delegated and involves a number of inspec-

tions to ensure that systems are being adhered to, that storage arrangements are 

adequate and the current disposal schedules are being observed. The postholder 

is responsible for establishing and developing working relations with and be-

tween departments in accordance with agreed policy and priorities. The 

postholder is also responsible for liaising with the head of the archival institu-

tion over the transfer of files to the records centre. 

 

Assistant Director of Records and Archives 

In major agencies, that is, those with large regional and district structures, an 

Assistant Director of Records and Archives will be responsible to the head of 

his or her organization for the supervision and co-ordination of the management 

of current records and other information resources in both headquarters, region-

al and local offices and associated bodies. He or she is responsible for liaison 
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with senior representatives or the headquarters of the national records and ar-

chives institution. 

As head of the general services division, one Assistant Director of Records 

and Archives is responsible for the manpower planning for the whole of the na-

tional record administration or service and for undertaking various internal re-

sponsibilities 

 

Records and Archives Officer 

Records and Archives Officers are employed in both divisions and in large 

and medium-sized agencies. 

Those employed in the current records division are responsible for inspect-

ing all records offices within agencies on at least a fortnightly basis to ensure 

that the civil service system of filing and file storage and retrieval are being 

applied properly. They are also responsible for scrutinising returns of new 

files created and for requests for the addition of new index headings to the 

ministerial keyword list or revisions of it. In addition, they are responsible for 

performing inspectorial functions, to ensure that systems are being adhered to, 

that storage arrangements are adequate and current disposal schedules are be-

ing observed. Postholders are also responsible for approving and co-ordinating 

transfers of files to the records centre.  

 

Assistant Records and Archives Officer 

Assistant Records and Archives Officers employed in the current records 

division assist the Records and Archives Officers in performing their duties as 

detailed above and are required to give advice to Records and Archives Offic-

ers and Records and Archives Supervisors within agencies on technical as-

pects of the filing systems and other records office procedures. 

 

Records and Archives Supervisor 

The supervisory functions of Records and Archives Supervisors working in 

records  offices include allocating duties to staff, ensuring that  mail is properly 

and promptly filed, checking that records office procedures and standards are 

maintained and approving file titles and index headings or requesting permis-

sion from the Assistant Records and Archives Officer, Records Officer or Assis-

tant Director of Records and Archives of the agency  to introduce new index 

headings to the agency keyword list. They give technical advice and guidance to 

staff, propose formal training for staff and give them on-the-job training. They 

answer inquiries from the public and from action officers and liaise regularly 

with action officers to determine their information requirements. Other respon-
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sibilities include maintaining sufficient stationary supplies and implementing 

rules for file retention, transfer to the records centre or disposal. 

 

Records and Archives Clerk  

Records and Archives Clerks working in records offices are responsible for 

receiving, classifying and filing incoming mail, creating new files as necessary 

under supervision, noting file minute sheets, dispatching files to action officers 

and recording details on transit sheets. They are responsible for ensuring that all 

files returning to the records office are noted on the transit sheets and for check-

ing that all action on the files has been completed. They are also involved in 

carrying out regular file censuses, assisting  with the extraction and dispatch of 

closed semi-current files to the records centre and maintaining mail folders, 

running files and so on. 

 

Assistant Records and Archives Clerk  

This is regarded as a training grade. Postholders work closely under the 

guidance of experienced Records and Archives Clerks and under the supervi-

sion of the Records and Archives Supervisor or Assistant Records and Archives 

Officer. 

Some Assistant Records and Archives Clerks working in record offices are 

designated as Dispatch Clerks, responsible for receiving, opening and acknowl-

edging all incoming mail, sorting open and confidential mail, date stamping 

mail, recording details of letters in an inward mail register and placing mail in a 

folder for the attention of the Records and Archives Supervisor. They are also 

responsible for dispatching all outgoing mail and circulating files, entering de-

tails of mail in the outward mail register and outgoing files on file transit sheets. 

 

COMPREHENSION 

 
Ex. 1. Find the words in the text which mean the following. 

1. send off to a destination or for a purpose, perform a task promptly; 

2. link, communication or cooperation between different units; 

3. to look closely at, examine with critical gaze; 

4. superintendant, overseer, inspector; 

5. writing materials and other supplies for an office; 

6. official count of a population or of a class of things, often with various sta-

tistic noted. 
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Ex. 2. Read the sentences and name the postholders having the following re-

sponsibilities. 

1. He or she sets policies for the management of records in every phase of the 

records cycle and has responsibility for the overall direction, administration 

and development of the national records and archives institution. 

2. They are responsible for receiving, classifying and filing incoming mail, 

creating new files, noting file minute sheets, dispatching files to action of-

ficers and recording details on transit sheets. 

3. He or she is responsible for ensuring in consultation with the agency con-

cerned that records offices are adequately staffed and that the staff are ade-

quately trained. 

4. Those employed are responsible for inspecting all records offices within 

agencies on at least a fortnightly basis to ensure that the civil service sys-

tem of filing and file storage and retrieval are being applied properly. 

5. He or she is responsible for liaison with senior representatives or the head-

quarters of the national records and archives institution. 

6. His or her functions include allocating duties to staff, ensuring that mail is 

properly and promptly filed, checking that records office procedures and 

standards are maintained. 

7. Some of them are designated as Dispatch Clerks, responsible for receiving, 

opening and acknowledging all incoming mail, sorting open and confiden-

tial mail, date stamping mail, recording details of letters in an inward mail 

register and placing mail in a folder. 

8. They are required to give advice to Records and Archives Officers and 

Records and Archives Supervisors within agencies on technical aspects of 

the filing systems and other records office procedures. 

 

Ex. 3. By memory arrange the following posts in order of seniority. Consult 

the text to check yourself. 

 Records and Archives Supervisor; 

 Assistant Director of Records and Archives; 

 Assistant Records and Archives Clerk; 

 Records and Archives Officer; 

 Director of Records and Archives; 

 Records and Archives Clerk; 

 Deputy Director of Records and Archives; 

 Assistant Records and Archives Officer. 
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DIALOGUE 
Susan is describing her role as a Records and Archives Clerk at a records and 

archives office. 

Read the dialogue in pairs and say what qualifications are necessary to get 

the post of a Records and Archives Clerk. 

S. — Susan;     H—Hugh. 

 

H. — Susan, may I ask you what do you do for a living? 

S. — Well, I work for a records office in Leeds. That’s a full time job. 

H. — You mean you are a Records and Archives Clerk? 

S. — Quite right.  

H. — Was it difficult to get this job? 

S. — Oh, no. For direct appointment to this grade, candidates must have ob-

tained GCE in five subjects, at least two of which must be “A” level. 

H. — So, one starts working here straight after school, doesn’t he? 

S. — Not, really. Minimum of three years’ satisfactory service as an Assistant 

Records and Archives Clerk and in-office training are necessary to obtain this post. 

H. — Oh, I see. So, what do you actually do? 

S. — I am responsible for classifying and filing incoming mail, creating new 

files, dispatching files to action officers and recording details on transit sheets. 

H. — Well, you have quite a number of duties. 

S. — Right. I am also responsible for ensuring that all files returning to the 

records office are noted on the transit sheets and for checking that all action on 

the files has been completed.  

H. — Is it a well paid job? 

S. — Well, for someone who doesn’t have a university diploma it is quite well 

paid, yes. 

 

Word List: 

1. to dispatch — посылать, отправлять по назначению 

2. transit sheet — транзитная ведомость 

3. GCE (General Certificate of Education) — аттестат зрелости  

 

Ex. 1. Conversation in context. 

1. What is Hugh interested in? 

2. Where does Susan work? 

3. Is she straight out of school? 

4. What are her responsibilities? 
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Ex. 2. Personal application. 

1. Have you ever tried to earn your own living? 

2. Would you like to combine your studies with a part-time job? 

3. Is it easy to find a job without a university diploma in our country? 

4. Have you ever considered working for a records office? 

 

Ex. 3. Read the dialogue aloud with a partner. Fill in the missing words and 

phrases. 

H. – Susan, may I ask you what do you do ___? 

S. – Well, I work for a ___ in Leeds. That’s a full time job. 

H. – You mean you are a Records and Archives ___? 

S. – Quite ___. 

H. – Was it difficult to get this ___? 

S. – Oh, no. For direct ___ to this grade, candidates must have obtained 

GCE in five ___, at least two of which must be “A” level. 

H. – So, one starts working here ___ after school, doesn’t he? 

S. – Not, really. Minimum of three years’ satisfactory service as an ___ Records 

and Archives Clerk and ___ training are necessary to obtain this post. 

H. – Oh, I see. So, what do you actually do? 

S. – I am responsible for classifying and filing incoming __, creating new 

__, dispatching files to action officers and recording details on __ __. 

H. – Well, you have quite a number of ___. 

S. – Right. I am also ___ for ensuring that all files returning to the ___ ___ 

are ___ on the transit sheets and for checking that all action on the files 

has been completed. 

H. – Is it a well ___ job? 

S. – Well, for someone who doesn’t have a ___ ___it is quite well paid, yes. 

 

Ex. 4. In pairs act out your own dialogues on analogy to discuss other junior 

and senior posts at a records and archives institution. 

 

 

TRANSLATION 

History 

Translate the text into Russian. 

The Trust was established in 1989 to help develop new strategies for man-

aging official government records in developing countries. By that time, its 

founder, Anne Thurston, had already been studying the issues involved for 

over a decade. 
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She became aware of the importance of managing official records when 

she carried out historical research at the National Archives of Kenya in the 

early 1970s and subsequently when she joined its staff as a locally employed 

civil servant. This helped her to understand the realities of managing records 

in a modern African state. Subsequently she drew on this knowledge when 

teaching at the School of Library Archive and Information Studies at Universi-

ty College London where she developed a teaching programme for interna-

tional students. To extend this knowledge, she carried out a study, in phases 

between 1984 and 1988, of record-keeping in 30 English speaking countries in 

Africa, the Caribbean and Asia. 

She found that specific conditions varied from country to country, but the 

pattern was similar. National archives, the government agencies with statutory 

responsibilities for government records, were isolated from the management 

of public administration, playing virtually no role in the management of active 

records or of closed records with ongoing value to the state, which were held 

in ministries. There were a number of significant consequences: 

Many countries lacked national strategies for managing official documents 

as the basis of the rule of law and the capacity to plan, manage and audit offi-

cial functions and activities. 

Officials spent large amounts of time searching for the information they re-

quired and were often forced to take ad-hoc decisions. 

Money was wasted storing records that could not be accessed. 

Closed records often remained in creating agencies rather than passing to 

the national archives to serve as the national institutional memory. Records 

that were transferred were often disordered and difficult to use. Evidence of 

cultural heritage was lost. 

The vital role of the National Archives in supporting good governance of 

the state was not appreciated. 

These findings guided the design of education in records and archives 

management at University College London, and over the 16 years that she 

worked there, Dr Thurston examined needs and solutions with students on 

post-graduate courses and research programmes. As technology began to have 

a rapidly escalating impact on the way records were created, used and stored, 

the need for innovative and strategic solutions became more pressing. The 

Trust was established to support this need. As a charity dedicated to education, 

research and practical technical assistance, it has sought to generate funds and 

widen its experience by undertaking a range of project work. Projects evolved 

and grew in three areas: 

Consultancy Projects aimed at supporting local officials and professionals 

in managing official records. 
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Education Projects to support records professionals in understanding pro-

fessional theory over good practice in relation to local realities. 

Research Projects to study the requirements for well-managed records in 

key areas, notably financial and personnel management, particularly in an en-

vironment of rapid technological change. 

The range and complexity of Trust’s programme areas and project work 

has developed in parallel with the growth and spread of technological applica-

tions and with global development concerns, such as good governance, pov-

erty reduction, citizens’ rights, economic reform, transparency and accounta-

bility, the rule of law and cultural heritage for sustainable development. The 

Trust’s work has demonstrated repeatedly that neither technology nor global 

development agendas can be successfully delivered if official records are not 

managed. 

 

DISCUSSION 
 

Discuss: 

– the origins of Records and archives; 

– the distinction between records and archives; 

– the purposes for keeping records and archives; 

– Records management as a distinct discipline; 

– filing systems; 

– the storage and retirement of records; 

– records centers; 

– the challenge records present to all modern governments; 

– the necessity to adapt records systems to the rapidly changing information 

requirements; 

– the responsibilities of junior and senior officers working in records and ar-

chives institutions. 

 

VOCABULARY 

accountability, n – ответственность, подотчетность 

ad hoc, v – специальный, устроенный для данной цели 

backlog, n – задолженность, невыполненные заказы 

census, n – перепись 

custodian, n – сторож, хранитель (музея и т.п.), опекун 

enduring, v – длительный, постоянный 

entitlement, n – 1. право (на совершение какого-либо действия); 2. доку-

мент, дающий право (на что-либо) 



   27 

folder, n – папка, скоросшиватель 

fraud, n – обман, мошенничество 

index, n – алфавитный указатель, каталог 

litigation, n – тяжба, судебный процесс 

officer, n – чиновник, служащий 

ombudsman, n – парламентский чиновник, рассматривающий претензии 

граждан к правительственным служащим 

parchment, n – пергамент 

processing, n – обработка данных, переработка 

record, n – официальный документ, запись, отчет 

robust, v – сильный, здравый, ясный 

stationery, n – канцелярские принадлежности, почтовая бумага 

storeroom, n – хранилище, кладовая 

strong room, n – комната – сейф (для хранения ценностей) 

supervisor, n – инспектор, контролер 

verify, v – подтверждать, удостоверять 

adhere to, v – придерживаться (чего-либо) 

assess, v – оценивать 

be prosecuted, v – преследовать судебным порядком 

deposit, v – сдавать на хранение 

dispose of, v – избавиться, ликвидировать 

encompass, v – окружать, охватывать, включать 

facilitate, v – облегчать, содействовать, способствовать 

handle, v – обращаться, управлять, регулировать 

keep pace (with) идти в ногу (с) 

liaise, v – поддерживать связь 

note file minute sheets – вести учет ведомостей 

process, v – обрабатывать 

record, v – записывать, регистрировать, увековечивать 

retrieve, v – восстанавливать, возвращать в прежнее состояние 

transfer, v – переносить, перемещать, передавать, переводить 

undermine, v – разрушать, подрывать 

underpin, v – поддерживать, подкреплять (тезис, аргумент и т.д.) 

transit sheet, n – транзитная ведомость 

transaction, n – дело, сделка (pl.) труды, протоколы 

transparency, n – ясность, очевидность, понимание 

vellum, n – тонкий пергамент, калька, восковка 
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2.   IN  THE  OFFICE  

 

DISCOVERING CONNECTIONS 

 
 

1. Look at the pictures and say where these people are. 

2. Why do these people say that they are in the offices? 

3. What equipment do they use? 

4. Is it possible to call any place an office? Why do you think so? 

5. Read the text below to understand the general ideas about the three compo-

nents of an office that will be spoken about in this unit. 

Offices 

The physical surroundings of most modern places of work, especially of-

fices, are becoming more and more similar. Although there are some differ-

ences from country to country, one office looks much like another. Office fur-

niture and equipment tends to be similar – desks, chairs, lamps, filing cabinets, 

computers, phones, photocopiers, etc. 

The “atmosphere” of the workplace can influence the effectiveness of a 

company’s employees. Modern offices are conditioned than in the past. But of 

course this is a feature that varies from firm to firm and may be dependent on 

the size of the company and its corporate “philosophy”. In some companies, 

the employees work in large open-plan offices without walls between the de-

partments. In others, the stuff work more privately in individual offices. 

Work relations with other people at the place of work include relationships 

with fellow employees, workers or colleagues. A great part of work or job sat-

isfaction – some people say the major portion – comes from “getting on” with 

others at work. Work relations will also include those between management 

and employees. These relations are not always straightforward, particularly as 

the management’s assessment of how you’re performing can be crucial to your 

future career. 
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READING 
 

T E X T  1 

A Small Office Versus A Big Office 

Read the text and decide which of the three office components it deals with. 

Then do the tasks that follow. 

According to social surveys many people who work in small offices feel 

quite content with their lives. They admit that they have unlimited opportuni-

ties to learn from their co-workers. What they particularly like is a special 

sense of community which originates in small offices. Everybody feels like a 

true member of a team. There is more a “all for one” kind of attitude. Nobody 

is offended if his colleagues want to help him. 

Team work, learning opportunities and increased intimacy are all big ele-

ments in a small office culture. For good and for bad, it’s a distinct environ-

ment that creates a work life that is much different from that of a large shop. A 

small office offers those who work in it unique pluses a big place cannot 

match. One such benefit is support for an individual who is a newcomer or the 

one who has got personal problems. People around you know you so well, that 

if you are having a hard day, a nice little surprise may appear on your desk 

sometime during the day. One can’t stay indifferent when colleagues show 

touching signs of understanding and sympathy. 

On the other hand, some people who are very keen on protecting their pri-

vacy may not like it, because under these circumstances everybody knows 

each other’s business and one’s privacy tends to shrink. But the majority 

would appreciate this genius sense of community. A close-knit atmosphere 

can be an extremely powerful motivator. An informal dress code and a friend-

ly office environment helps push work along. Everybody’s in the same boat. 

There’s an exquisite dependence on each other. 

Working in a small office inevitably has certain limitations too. Some peo-

ple who used to work in a small office at earlier stages of their career do not 

regret that they have left working in a small office behind for life in a big cor-

poration. One of the big advantages is that now they have a whole infrastruc-

ture of people to help them with tasks that they would have had to do them-

selves in the past. They are free to focus on their careers. They don’t need to 

do a bit of marketing, a bit of sales, to be a fund manager, to be doing it all. 

Budgets in big offices are not as constraint as in small ones. If you feel you 

need to go to a conference in another part of the country or on a special train-

ing program you are free to go. You can go wherever you need to do your job. 
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Of course, worklife is a little less personal and there’s more process and bu-

reaucracy in a big office. 

But, on the other hand, if you are working in a small office and the collec-

tive energy is negative and draining, it’s very difficult for an individual to get 

away from it. Working in a small office is like having a family. If one person 

has a headache, then suddenly other members have a headache too. 

So, is life in a small office happier than life in a big one? Surveys show that 

workplace happiness has less to do with the size of a shop or industry and has 

everything to do with office atmosphere and human relations – with your im-

mediate boss, with your co-workers, and with your customers. These relations 

form and built up an office’s and corporate culture. The idea of corporate 

wellness is to match the needs and values of employees with those of the 

company to find a balance that help the individual and corporation get ahead. 

We are living in a time when people want to enjoy what they are doing, they 

want to feel needed, trusted and respected. 
 

VOCABULARY FOCUS 

Ex. 1. Complete list below by inserting the missing forms. 

Verb Noun Adjective 

1. content  

2.  increased 

3. to benefit   

4. to tend   

5. drain  

6.  touching 

7. to shrink   

8. to depend   

9. origin  

10. to offend   

 

Ex. 2. Fill in the prepositions. 

1. A small office offers support … an individual who is a newcomer. 

2. Some people who are very keen … protecting their privacy may not like a 

touching sign … sympathy. 

3. A friendly office environment helps push work … . 

4. In a small office everybody depends … each other. 

5. Many people who work in small offices feel quite content … their lines. 

6. Workers of a small office have unlimited opportunities to learn … their 

colleagues. 

7. In a small company one’s privacy tends … shrink. 



   31 

8. … good … bad, it’s a distinct environment that. 

9. Some people leave working in a small office behind … life in a big corpo-

ration. 

 

Ex. 3. Match the words with their definitions. 

co-worker     benefit          value           support            corporation          

workplace             wellness                 dress-code 

1. The state of being healthy. 

2. A standard of what you should wear for particular situations. 

3. Something that given you advantages or improves your life in some way. 

4. Someone who works with you 2 has a similar position. 

5. The room, building etc. where you work. 

6. A big company, or a group of companies acting together as a single organi-

zation. 

7. Sympathetic encouragement and help that you give to someone. 

8. Your principles about what is right and wrong, or your ideas about what is 

important in life. 

 

Ex. 4. Complete the sentences with the words in the correct form from the list 

below. Translate them into Russian. 

1. Modern medicine has tended … developing surgical techniques. 

2. The secretary … deeply … that everybody thought she had faked the story. 

3. This company … entirely … donations from the public. 

4. Working with sick children every day really … you. 

5. The newcomer appeared … working with papers. 

6. Our boss … interfere in his employees’ business. 

7. The number of workers … from 120 to 70. 

8. You may not like her, but you have … that she is good at her job. 
______________________________________________________________________________________________________________ 

Words for reference: to be keen on, to focus on, to drain, to shrink, to depend 

on, to tend to, to admit, to be offended. 

 

Ex. 5. Fill in the missing words from the text. 

1. A _____ can be an extremely powerful motivator. 

2. Budgets in big offices are not as _____ as in small ones. 

3. People who work in small offices feel _____. 

4. Work life is a little less personal and there’s more _____ and _____ in a 

big office. 
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5. What people particularly like is a special _____ which originates in small 

offices. 

6. An informal _____ and a friendly office environment helps _____ push 

work along. 

7. _____ wellness is to match the needs and values of employees with those 

of the company. 

 

Ex. 6. Complete the phrase by matching the word/expression on the left with 

its best association on the right. 

1) to feel content with 

2) to be keen on 

3) an exquisite dependence on 

4) to focus on 

5) to learn from 

6) one’s privacy tends to 

7) to get away from 

8) according to 

a) social surveys 

b) their careers 

c) draining energy 

d) protecting 

e) their co-worker 

f) their lives 

g) shrink 

h) each other 

 

Ex. 7. Make up your own sentence/texts using the following words and word 

combinations. 

To be content with, to learn from, benefit, exquisite, to shrink, to originate, 

immediate boss, informal dress-code, to drain, to match the needs and values. 

 

 

COMPREHENSION 
 

Ex. 1. Say if the statements are true or false. 

1. Many people who work in small offices do not feel content with their lives. 

2. A special sense of community originates in a big corporation. 

3. People in a big company are free to focus on their careers. 

4. There is more process and bureaucracies in a small office. 

5. Working in a big company is like hauling a family. 

6. The idea of corporate wellness is to match the needs and values of employ-

ees with those of the company. 

 

Ex. 2. Complete the following sentences using the text. 

1. According to social surveys many people who work in small offices feel …  

2. In a small office there is more … … 

3. People around you know you so well, that … 
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4. Some people who used to work in a small office … 

5. Onу of the advantages of life in a big corporation is that … 

6. People in a gin company don’t need to … 

7. If the collective energy is negative and draining, it’s difficult … 

8. Surveys show that workplace happiness … 

9. The idea of corporate wellness is … 

 

Ex. 3. Answer the questions. 

1. What opportunities do people in a small office have? 

2. What usually originates in small offices? 

3. What are the big elements in a small office’s culture? 

4. What benefit does a small office offer? 

5. Do all people like the atmosphere in a small office? 

6. What helps push work along? 

7. How does work life in a big office differ from work life in a small one? 

8. How would you characterize working in a small office? 

9. What relations form an office culture? 

10. What is the idea of corporate wellness? 

 

Ex. 4. Speak about the advantages and disadvantages of small and big offices. 

 

T E X T  2 

Rule Number One: Clear That Desk 

Most office workers work with papers and documents. Read this article by Su-

san Pape (from InterCity Magazine) about the rules of office paperwork. De-

cide which of the three office components it looks upon. 

If your desk is piled high with letters, faxes, forms, memos, reports, print-

outs, and sticky-backed message slips, you might believe all this paperwork is 

a sign of how busy you are. But according to Declan Treacy, cluttered desks 

lead to lost information, distractions, missed opportunities, high stress and not 

a little procrastination. He founded and runs the Clear Your Desk Organisation 

and organises the annual International Clear Your Desk Day which this year is 

being held on April 24. 

His arguments for uncluttered desks are strong. “We pile between 300 and 

500 pieces of paper on the desk at any one time, a load equivalent to a 40-hour 

backlog of work. With 45 minutes a day wasted on frustrating searches for lost 

paperwork on and around the desk, it is unfortunate that the cluttered desk is 

the accepted norm in most organisations,” he says. Treacy holds seminars to 

help companies organise their own Clear Your Desk days, when everyone 
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from the senior managers to secretaries learn how to tackle paperwork more 

effectively. 

Paper has become the foundation on which our organisations are built and 

at the beginning of the 1990s office workers around the world were using 

more than 15 million miles of paper every day. Over two billion business let-

ters are posted daily worldwide. In the US, companies have over 300 billion 

pieces of paper on file. 

While a large proportion of this paperwork is important, we have reached a 

situation where most organisations, both public and private, are suffocating 

under mountains of unwanted paper. The average British worker hoards 40 

hours of unfinished paperwork at any one time; each piece of paper on the 

desk will distract us up to five times a day; 68 per cent of office workers admit 

to habitually handling paperwork several times before deciding what to do 

with it; worldwide, computer printers produce over two and a half million 

pieces of paper every minute; 60 million photocopies are made every hour; 30 

billion faxes are sent every year; and we hoard an average 20,000 pieces of 

paper in the office. 

So what is someone to do if they have what looks like the EU paper moun-

tain on their desk? Dump it in the bin? Well, yes, says Treacy. Or rather, he 

suggests following four simple rules, and dumping the stuff is number four. 

Rule number three is file it. Number two suggests passing it to someone else; 

number one is the rule no one will like: act on it. 

What you shouldn’t do is add to the pile of paper that’s already there, says 

Treacy: ‘Eighty per cent of all paperwork is eventually discarded, but it causes 

an awful lot of trouble before that happens. Unfortunately, most executives be-

lieve the myth that an empty desk is the sign of an unproductive mind. How 

wrong can you be? Companies cannot afford to let people work from cluttered 

desks. Hours of valuable time are wasted in searching for vital pieces of paper, 

and in being distracted by the constant stream of faxes, memos and reports 

which land in our in-trays when we should be devoting time to more important 

work.’ 

And what is Treacy’s desk like? Perfectly clear, of course. 
 

VOCABULARY FOCUS 
 

Ex. 1. Using the dictionary add as many words as possible in the table. 

Verb Adjective  Noun 

1. cluttered  

2.   distraction 

3. frustrate   



   35 

4. waste   

5.  executive  

6.  search 

7. valuable  

 

Ex. 2. Give a word for each of the following definitions. 

1. A short official note to another person in the same company. 

2. A small or narrow piece of paper. 

3. To cover or fill the space with too many things, so that it looks untidy. 

4. To delay doing something that you ought to do, usually because you do not 

want to do it. 

5. A large amount of work, especially that should have already been complet-

ed. 

6. To make a determined effort to deal with a difficult problem. 

7. To get rid of something because it is useless. 

8. Someone who has an important job as a manager in a company or business. 
______________________________________________________________________________________________________________ 

Words for reference: to tackle, to clutter, an executive, a memo, to discard, to 

procrastinate, a slip, a backlog. 

 

Ex. 3. Give the Russian equivalents to the following. 

Piled with letters, cluttered desks, a backlog of work, accepted norm, senior 

managers, to handle paperwork, unproductive mind, valuable time, vital pieces 

of paper, stream of memos. 

 

Ex. 4. Fill in the prepositions. 

1. Your desk is always piled high … print-outs and faxes. 

2. Cluttered desks led … lost information and high stress. 

3. Treacy’s arguments … uncluttered desks are strong. 

4. Paper has become the foundation … which our organizations are built. 

5. What should we do: dump the paper … the bin or act … it? 

6. Companies cannot afford to let people work … cluttered desks. 

Ex. 5. Fill in each gap with one word. 

1. According to Declan Treacy, an untidy desk is ______a sign of a busy per-

son at work. The best kind of desk is a _________ one. 

2. International Clear Your Desk Day is held every ____________. 

3. Office workers waste __________ minutes a day looking for documents. 

4. In most businesses an __________ desk is considered perfectly acceptable. 

5. It would take the average British worker _________ hours to clear his or 

her desk of paperwork. 
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6. 2½ million pieces of paper are printed by computers every __________ 

and 60 million photocopies are made every _______. 

7. Treacy’s four rules for clearing your desk of papers are: 

1 ________ on it. 2________ it on to someone else. 

3 ________ it.  4 ________it away. 

 

Ex. 6. Make up your own sentences/text using the following phrases. 

To be piled with letters, to lead to distractions, to hold seminars, to tackle 

paperwork, to file paper, to devote time to something, to act on something. 

 

COMPREHENSION 

Ex. 1. Answer the following questions. 

1. What do cluttered desks lead to? 

2. What does Declan Treacy run? 

3. When is Clear Your Desk Day being held? 

4. What are Treacy’s arguments for uncluttered desks? 

5. Does Treacy hold any seminars? 

6. How long would it take the average British office worker to clear his/her 

desk? 

7. What are Treacy’s four rules for clearing your desk of papers? 

 

Ex. 2. Add the beginnings to the following sentences. 

1. ……… leads to a 40-hour backlog of work. 

2. ………. .to tackle paperwork more effectively. 

3. ……….. under mountains of unwanted paper. 

4. ………. is number four. 

5. ………. act on it. 

6. ………… of an unproductive mind. 

7. ………. cluttered desks. 

8. ……….. more important work. 
 

Ex. 3. Put about ten questions upon the text. 

 

Ex. 4. Write down possible headlines which best express the main idea of each 

paragraph. Then make an outline of the text. 

 

Ex. 5. Comment on the title of the text. Discuss Tracy’s rules with the class. 
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TEXT  3 

The Eternal Coffee Break 

Read this article about the future of offices. 

Computers and electronic communications are allowing many people to 

use their homes as offices. But offices will never disappear entirely. Instead, 

the office of the future may become more like home. 

American managers who want to get more out of their white-collar work-

force will be in for a shock if they seek advice from Frank Becker, a professor 

at Cornell University who studies the pattern of office work. His advice: com-

panies need to devote more office space to creating places like well-tended 

living rooms, where employees can sit around in comfort and chat. 

Mr Becker is one of a group of academics and consultants trying to make 

companies more productive by linking new office technology to a better un-

derstanding of how employees work. The forecasts of a decade ago – that 

computers would increase office productivity, reduce white-collar payrolls and 

help the remaining staff to work better – have proved much too hopeful. 

Mr Becker predicts that the central office will become mainly a place 

where workers from satellite and home-based offices meet to discuss ideas and 

to reaffirm their loyalty to fellow employees and the company. This will re-

quire new thoughts about the layout of office buildings. Now, spaces for copy-

ing machines, coffee rooms, meetings and reception areas usually come sec-

ond to the offices in which people spend most of the day working. Mr Becker 

sees these common areas gradually becoming the heart of an office. 

Managers, says Mr Becker, will also have to abandon their long-cherished 

notion that a productive employee is an employee who can be seen. Appearing 

on time and looking busy will soon become irrelevant. Technology and new 

patterns of office use will make companies judge people by what they do, not 

by where they spend their time. 

That does not mean the end of the office, just its transformation into a so-

cial center. New ideas about offices are catching on elsewhere. Digital Equip-

ment Corp’s subsidiary in Finland and equipped offices with reclining chairs 

and stuffed sofas to make them more comfortable and conductive to informal 

conversations and the swapping of ideas. Companies such as Apple and Gen-

eral Electric are experimenting along similar lines. 

Steelcase, a manufacturer of office furniture, is one of the firms keenest to 

experiment with new office layouts and designs. The company’s research cen-

ter in Grand Rapids, Michigan, is a $11 m building completed in 1989. It is 

designed around a series of office “neighbourhoods” that put marketing, man-

ufacturing and design people close to each other so that they can find it easier 



   38 

to discuss ideas and solve problems. Employees on different floors can see one 

another through glass, and easily go from floor to floor via escalator.  

Top managers work in a cluster of offices that are wrapped around an atri-

um in the middle of the building, rather than occupying the usual suite of top-

floor offices. They can see, and be seen, by the people they manage. 

But, sometimes even the most communicative employee just wants to be 

left alone. 

 

 

VOCABULARY FOCUS 
 

Ex. 1. Complete the box below by inserting the missing forms. 

Verb Noun Adjective 

1. Pattern  

2. to predict   

3.  affirmative 

4.  communicative 

5. to abandon   

6. devotion  

7.  conductive 

8. subsidiary  

 

Ex. 2. Match the words from the box with their definitions. 

pattern      workforce       staff     suite      subsidiary     atrium         notion 

 

1. A large high open space in a tall building. 

2. A set of rooms. 

3. All the people who work in a particular country, industry, or factory. 

4. An idea, belief or opinion. 

5. A company that is owned or controlled by another company. 

6. The people who work for an organization, especially a school or business. 

7. The regular way in which something happens, develops, or is done. 

 

Ex. 3. Find words in the text to complete the following expressions. 

1) A professor studies ….. 7) to reaffirm their …. 

2) need to devote more …. 8) the layout of….. 

3) can sit around…. 9) have to abandon ….. 

4) To make companies more …. 10) transformation into … 

5) understanding of how …. 11) to make offices more….. 

6) reduce white-collar ….. 12) top managers work…… 
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Ex. 4. Fill each gap with one word. Highlight any useful vocabulary you’d 

like to remember in the passage. 

1. According to Frank Becker, it is good for workers to have somewhere 

……….. where they can sit and ………. to each other. 

2. Computers have … to an increase in office productivity. 

3. A central office will be a place where off-site workers can …………… for 

discussions and conversation. 

4. Communal rooms will become the ………….. of an office. 

5. It will no longer be desirable for workers to come to work on ………… 

and look ………… all the time. 

6. Workers will be judged by what they …………..not ………….. they spend 

their time. 

7. Offices will become ……….. centres. 

8. At Steelcase in Michigan workers in different ………… are close to each 

other. And the managers are ……… on the top floor. 

 

Ex. 5. Fill in the prepositions. 

1. Some American managers want to get more … of their white-collar work-

force. 

2. Companies will judge people … what they do. 

3. New ideas about offices are catching … elsewhere. 

4. A company in Finland has equipped offices …. reclining chairs. 

5. Steelcase is one the firms keenest … experiment … new office layouts. 

6. Top manager work … a cluster of  offices that are wrapped around an atri-

um. 

 

Ex. 6. Complete the phrase by matching the word / expression on the left with 

its best association on the right. Make sentences with these phrases. 

1) to seek a) office productivity 

2) to disappear b) with new office layouts 

3) to increase c) problems 

4) to require d) entirely 

5) more conductive to e) via escalator 

6) to experiment f) informal conversations 

7) to solve g) advice 

8) to go h) new thoughts 
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COMPREHENSION  

Ex. 1. Say if the sentences are true or false. Correct the false ones. 

1. Electronic communications and computers are allowing many people to use 

their homes as offices. 

2. Professor Becker’s advice: companies need to cheat places where employ-

ees can work harder. 

3. Appearing on time and looking busy will soon become irrelevant. 

4. Digital Equipment Corp’s subsidiary has equipped offices with copying 

machines. 

5. Steelcase is one of the firms keenest to experiment with new office layouts. 

6. Top managers occupy the usual suite of top-floor offices. 

 

Ex. 2. Answer the following questions. 

1. Will offices disappear entirely? 

2. How will the office change in future? 

3. What does professor Becker advise? 

4. What does Mr. Becker predict? 

5. What will become the heart of an office? 

6. What will soon become irrelevant? 

7. What has been done to make offices more comfortable? 

8. What is said about Steel case? 

 

Ex. 3. Interview your group mates on his/her opinion on some of the author’s 

ideas. You can start your questions with ‘Do you agree that …?’, ‘What do 

you think about … ?’, Do you share the idea … ?’. 

 

Ex. 4. Read one more text about the future of offices. Compare the ideas of of-

fices in future with those in Text 3. Answer the following questions. 

1. How do you understand the title of the article? 

2. How can communication be improved? 

3. Why should office walls and conference room walls be moveable? 

4. How would it be possible for an office to get rid of file clerks? 

5. What is necessary to do in an office to achieve such changes? 

Factory Models Work In The Office 

In the near future, many of us will work at home – or even out of our cars. 

But companies with large operations too complex to move into homes 

quickly can still gain quantum improvements in operating costs and capital 



   41 

investment today. By reengineering operations and creating new office lay-

outs, firms can utilize space 50 percent better. 

In Japan, few managers have their own offices. 

Japanese firms also spend much less on telephones and computers. Since 

most people aren’t on the phone or computer all day, you don’t need one for 

each employee. Fewer phones, of course, also means fewer lines, less switch-

ing equipment, etc. 

It’s unlikely that the West will switch over to a Japanese model. We don’t 

like living in fish bowls. But there’s much room for improvement. 

First, communications can be greatly improved by creating businesses 

within a business and putting these teams together. Divide them along service 

or product lines, or customer groups. Then divide them again by process. 

As in the Japanese model, teams can share files, equipment, and conference 

rooms. 

Office walls, if any, should be moveable to accommodate changes in the 

size of groups. Conference room walls should also be moveable to handle 

meetings of any size. 

But the need for most meetings might disappear – workers who can simply 

lean over short walls to discuss matters with colleagues to get information 

they need quickly. 

The end of paper is near – perhaps in a decade or two if not sooner. This 

should prove a welcome event: File cabinets often occupy as much as 30 per-

cent of an office’s entire space. In addition, the end of paper spells doom for 

the armies of file clerks who toil daily retrieving documents and refiling 

them. 

 

Ex. 5. Find key words, phrases and the topic sentences which best express the 

general meaning of the two texts. 

 

Ex. 6. Write an essay “An Ideal Office of The 21st Century” using the infor-

mation from the two texts above. 

 

T E X T  4 

Meetings 

All offices have meeting rooms where meetings are held. Meetings are very 

important for effective office work. The text below is about different kinds of 

meetings and their structure. 
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Business people spend quite a lot of time in meetings, and meetings come 

in all shapes and sizes, ranging from formal committee to informal one-to-one 

meetings. There are several reasons why meetings are held: 

 reaching decisions in a meeting means that all the participants can feel 

more committed to the decision; 

 more information is available; 

 different and unexpected ideas can be contributed; 

 meetings can lead to more imaginative and informed decisions – often 

more courageous decisions than one person might feel brave enough to make. 

Some of the drawbacks of meetings are: 

 more time is required than if one person made the decisions; 

 there’s more talk (and this is sometimes irrelevant and repetitive); 

 there’s more group pressure. 

The larger the meeting, the longer it may take to reach a decision. There 

seem to be ideal sizes for meetings, depending on the purpose. A meeting 

where information is being given to people can be quite large, because there is 

not likely to be much discussion, and questions may be asked by a few indi-

viduals on everyone else’s behalf. 

The way a committee operates often depends on the chairperson: he or she 

may control the proceedings very strictly, or let everyone speak whenever they 

want. An effective chairperson should be flexible. In some committee meet-

ings the members have to take a vote before a decision can be made: formal 

proposals or ‘motions’ may have to be tabled, seconded and discussed before a 

vote can be taken. Other meetings may require a consensus of the members: 

everyone agrees with the decision – or at least no one disagrees. 

Most meetings have an agenda. For a formal meeting, this document is 

usually circulated in advance to all participants. For an informal meeting, the 

agenda may be simply a list of the points that have to be dealt with. The pur-

pose of an agenda is to speed up the meeting and keep everyone to the point. 

The agenda for a formal meeting must be organized in logical order. Often the 

agenda shows not only the topics but the meeting’s function regarding each 

topic (‘to receive a report on …’, ‘to confirm…’, ‘to approve …’, etc.). All 

items on which a decision is to be taken should appear on the agenda, which 

would usually have this format: 

1. Minutes of previous meeting. 

2. Matters arising. 

3. Items. 

4. Any other business (AOB) 

Taking minutes, and writing them up later, are special skills, involving de-

cisions like ‘Do we need to know which person made every point?’ and ‘Is 
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this point worth mentioning?’ Minutes usually report details of the time, date and 

duration of the meeting and the names of those present, but the content of the re-

port itself may be detailed or brief, depending on the anticipated readership. 

Even one-to-one or small informal meetings are structured (usually with an 

agenda) and planned. They are different from chance conversations in a corri-

dor or over coffee. Small informal meetings may also take place or continue 

during a meal. 

 

Ex. 1. Answer the following questions. 

1. What are the reasons why meetings are held? 

2. What are their main drawbacks? 

3. What role does the chairperson play? 

4. Are all meetings alike? 

5. What do most meetings have? 

6. What is the difference between the agenda for an informal and formal 

meeting? 

7. What is the format of the agenda? 

8. What is the purpose of minutes? 

 

Ex. 2. On the left is a list of some of the idioms used at the meeting. Look at 

the expressions on the right and try to find the expression which is closest in 

meaning to the idiom. 

1) in future a) decide 

2) it’s a matter of b) in the way described 

3) make up our minds c) always after today 

4) so far d) to find the explanation or cause 

5) in reality e) some time soon 

6) above all f) it depends on 

7) get to the bottom of g) earlier than originally planned 

8) in the near future h) one way of achieving same objective 

9) in that respect i) until now 

10) a means to an end j) during 

11) in the course of k) this is the most important thing 

12) ahead of schedule l) this is truth, not imagination 

Ex. 3. In the text find the words which mean the following. 

1. Someone who is in change of a meeting or directs the work of a committee 

or organization. 

2. An event at which people meet to talk and decide things. 

3. A list of the subjects to be discussed at as meeting. 

4. A proposal that is made formally at a meeting then decided on by voting. 
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5. An official written record of what is said and decided at a meeting. 

6. To formally support a suggestion or plan made by another person in a 

meeting. 

7. To become known by many people. 

 

Ex. 4. Find the key words, phrases and the topic sentences which best express 

the general meaning of each paragraph. 

 

Ex. 5. Using the information obtained from the paragraphs make an outline of 

the text. 

 

Ex. 6. Speak about meetings using key words, phrases and the topic sentences. 

 

DIALOGUE 

A Busy Office 

Read the conversation in pairs and do the tasks below. 

Mr. Power (P): Yes, Miss Wright? What is it? 

Miss Wright (W): Mr. Hudson wants to speak to you, sir. 

P: I’m very busy at the moment. Ask him to ring later. 

W: Yes, sir. 

P: Oh, and Miss Wright? Tell Chris to photocopy the Director’s report. 

W: Yes, sir. Anything else, sir? 

P: Yes. Tell Miss Davis not to ring her boyfriend on the office phone. 

W: Yes, sir. Hello? This is Mr. Power’s secretary … 

Mr. Hudson (H): Yes … Hudson, here. 

W: I’m afraid Mr. Powers busy at the moment. Can you ring later? 

H: All right… what about this afternoon? 

W: Yes, that’ll be all right. 

W: Oh, Chris? 

Chris (C): Yes, Miss Wright? 

W: Mr. Power wants you to photocopy this report. 

C: Oh, yes… I’ll do it later. 

W: No, Chris… do it now… I know it’s important. 

W: Miss Davis! Did you ring your boyfriend on the office phone yesterday? 

Miss Davis (D): Well, yes… I did… but it was urgent. 

W: Hmm… I think Mr. Power heard you. He wasn’t very pleased about it. 

Don’t use the office phone for personal calls. 

D: No… no, Miss Wright… I won’t do it again… I’m sorry. 

P: Miss Wright? Did you speak to Mr. Hudson? 
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W: Yes, I did. I asked him to ring later. He says he’ll ring you this afternoon. 

P: That’s fine. Has Chris photocopied that report yet? 

W: Not yet… but I told him to do it immediately. I think he’s doing it now. 

P: Good. Did you tell Miss Davis not to ring her boyfriend from here? 

W: Oh, yes… I told her not to use the office phone for personal calls… she 

says she won’t do it again. I’m sure she won’t. 

P: I hope she won’t … her boyfriend lives in Australia! 

 

Ex. 1. Answer the following questions. 

1. How can you prove that it was really a busy office? 

2. Why didn’t Mr. Power want Miss Davis to ring her boyfriend on the office 

phone? 

3. Mr. Power was an efficient boss, wasn’t he? How can you prove it? 

4. Was Miss Wright an efficient secretary? Why do you think so? What are her duties? 

 

Ex. 2. Act out a similar dialogue. Use the information about secretarial duties 

from Translation В. 

 

Telephoning: Getting Through 

Monique Dumont works for Execo in France. She wants to speak to David 

Payton, a customer in Sydney. His assistant answers the call. Read the tele-

phone conversation below in pairs. Then do the tasks that follow. 

A: Hello. 

M: Hello. Could I speak to David Payton, please? 

A: Certainly. Who’s calling, please? 

M: This is Monique Dumont, from Execo. 

A: Hold on one moment, please… 

Hello, I’m afraid David’s in a meeting at the moment. Can I take a mes-

sage? 

M: Yes, could you ask him to call me back? It’s about his trip to France. 

A: Yes, of course. Could you tell me your number? 

M: Yes, it’s 33 – that’s the code for France – then 2-51-89-74. 

A: 89-74. OK. I’ll give him the message. 

M: Thank you for your help. Goodbye. 

A: Thank you for calling. Goodbye. 

 

Ex. 1. Scan the conversation above carefully to find the phrases used for 

 identifying the caller, 
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 giving a reason for the call, 

 asking the caller to wait, 

 giving reasons for absence, 

 leaving a message, 

 closing. 

 

Ex. 2. David Payton returns Monique’s call. He speaks to her assistant. Work 

with a partner and use the prompts below to help you have the conversation. 

David Payton Assistant 

1 Ask to speak to Monique Dumont. 2 Ask who the caller is. 

3 Give your name. 4 Ask the caller to wait. Say sorry – 

Monique is absent. Give a reason (in 

a meeting/at lunch/on holiday). 

5 Ask if Monique can call you back. 

Give a reason for the call (trip to 

France). 

6 Ask for the caller’s phone number. 

7 Give your number. 8 Repeat the number. Ask the caller to 

spell his/her name. 

9 Spell your name. 10 Repeat the spelling. Say you will give 

Monique the message. 

11 Say thank you and goodbye. 12 Say thank you and goodbye. 

 

Ex. 3. Now change the roles. Repeat the same dialogue, but use your own 

names. 

 

TRANSLATION 
 

A. Translate the text into Russian in writing. 

Computers 

Computer hardware consists of a computer, a monitor, a keyboard, a 

printer, and their connections. The software contains the various programs 

you run on your computer. The most common programs used in business are 

those for word processing (writing letters, documents, etc.), spreadsheets (for 

budgets and financial analysis), database management programs (for keep-

ing names and addresses of customers), accounting programs (for book-

keeping), graphics programs (for drawing charts, etc.), communications 

programs (for electronic mail), and desktop publishing programs (for produc-
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ing manuals, catalogues, etc.). The operator keys in/types in the information 

which can be saved and retrieved at a later date. 

Most businesses nowadays use personal computers or PCs, which are often 

linked together in a local network. This is a big change from the days when 

time had to be rented on a mainframe computer. Nowadays these are only 

used by very large businesses, universities, or Government departments. The 

two most popular types of computers currently are those of IBM and Apple 

(the Macintosh). It was IBM who set the standard for the PC which others 

later imitated. That is why, in order to be able to use the widest range of soft-

ware, a computer has to be IBM compatible. 

 

В. Using the dictionary translate the texts into English in writing. 

Обязанности секретаря 

Как правило, на не слишком крупных предприятиях или для крупных 

предприятий в его подразделениях вся тяжесть делопроизводственной 

работы ложится на секретаря руководителя предприятия или секре-

таря руководителя подразделения. Секретарская работа требует уме-

ния быстро переключаться с одного вида деятельности на другой и ха-

рактеризуется широтой и разнообразием выполняемых функций. Важ-

нейшая функция секретаря – оказание максимальной помощи руководи-

телю и экономия его времени. Эта задача подразумевает выполнение та-

ких работ как: 

1) Работа с документами. Включает весь комплекс работ, связанных 

с делопроизводством: оформление документов, направление документов 

в структурные подразделения, контроль над сроками исполнения доку-

ментов, прием документов на подпись руководителю и контроль над 

правильностью их оформления, организация хранения исполненных до-

кументов. 

2) Работа со средствами связи. Ведение телефонных переговоров 

(при отсутствии руководителя на рабочем месте секретарь записывает 

фамилию и телефон звонившего абонента и, по возможности, интересу-

ющий его вопрос), прием и отправка факсов, сообщений по электронной 

почте. Секретарь обязан также следить за исправностью всех находя-

щихся в его ведении средств связи, и немедленно вызывать ремонтные 

службы в случае их неисправности. 

3) Работа с посетителями. Включает в себя прием и помощь как об-

ратившимся к секретарю сотрудникам предприятия, так и помощь ко-

мандированным (направление в нужное подразделение, помощь с 

устройством в гостиницу). Секретарь организовывает прием сотрудни-
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ков и других посетителей в установленные часы приема (предваритель-

ная запись на прием к руководителю). 

4) Подготовка и проведение совещаний. Секретарь должен проин-

формировать приглашенных на совещание по распоряжению руководи-

теля, подготовить список участников, оформить доклада руководителя. 

Во время совещания секретарь ведет его протокол. 

5) Работы хозяйственного характера. В обязанности секретаря вхо-

дит еще большой круг вопросов хозяйственного характера. Это проверка 

качества уборки кабинета руководителя, а также обеспечение исправно-

сти всех технических средств, находящихся в кабинете. Это обеспечение 

руководителя всеми необходимыми канцелярскими принадлежностями. 

 

 

LISTENING 

Listening Comprehension I 

Rebecca Long is a market analyst. Johann Koops does the same job. They are 

both being interviewed by a business magazine about their working condi-

tions. 

Ex. 1. Listen to the interviews and complete the table below. 

 Rebecca Johann 

Place of Work    

Type of office   

Hours   

Lunch   

Equipment   

After-work activities   

 

Ex. 2. In pairs look at these remarks. Who makes them? Mark them (J) Johann 

or (R) Rebecca. 

1. In fact sometimes there is too much information. ___ 

2. My wife thinks it’s too late! ___ 

3. This gives me enough time to go and pick up the children. ___ 

4. If you don’t arrive early enough you don't get the best places. ___ 

5. It's not really big enough for me and all my equipment. ___ 

6. Sometimes it's too quiet in my office. ___ 

7. When I have enough data I write my reports. ___ 

8. Because in an office there are too many distractions. ___ 

9. My doctor says I spend too much time in front of a screen. ___ 
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Ex. 3. In pairs talk about your working and/or study conditions. What aspects 

are you not happy about? Use the ides below to help you. 

Hours worked 

Length of day 

Office – size, number of people 

Responsibility 

Salary 

Boss 

Homework 

Exams 

Class size 

Social life 

Teachers 

Money 

 

Listening Comprehension II 

 

During meeting secretary takes minutes, as you have already leant. The fol-

lowing listening checks your abilities of minutes and note taking. 

 

Ex. 1. You'll hear some extracts from a staff meeting at Rainbow Products plc. 

Choose the best summary of each extract below. The first is done for you as an 

example. 

MINUTES 

1 a) The consensus of the meeting was that 4,500 was a realistic target. One 

member disagreed. 

b) It was agreed that 4,500 was a realistic target. Mr Green stated that he 

was not convinced. 

c) Mr Green said the target of 4,500 was not acceptable. Ms White disa-

greed.  

2 a) Miss Grey disagreed with Mr Brown that, the new product range should 

be marketed in the same colours as before. 

b) Mr Brown disagreed with Miss Grey that the new product range should 

include two new colours. 

c) It was agreed that the new product range-would be marketed in the same 

colours as before. 

3 a) Mrs Scarlet agreed to investigate the cost of employing an outside agen-

cy to prepare publicity literature. 

b) Mr Black insisted that an outside agency should be employed to prepare 

publicity literature. 

c) It was agreed that publicity literature prepared in-house was not of a 

high standard. 
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4 a) Ms Pink offered to draw up guidelines on the training of staff. 

b) It was agreed that staff in some sections needed training in the use of the 

computer. 

c) It was pointed out that Mr Gold’s staff were afraid of using the comput-

er. 

5 a) Mrs Bright agreed to prepare a handout on her staff’s responsibilities 

and send Mr Dark a copy. 

b) Mr Dark complained about the attitude of office services staff and de-

manded a full official description of their responsibilities. 

c) The matter of the attitude of office services staff was raised. Mrs Bright 

agreed to have a word with two members of her staff. 

Ex. 2. You’ll hear two recorded messages about this meeting: 

Meeting on Friday 13 April 

10.30 to 4.30, including lunch 

Venue: Conference Room at Rainbow Products, Head Office 

 

Listen to the recording and make notes on the main points that are made. The 

first one is begun for you as an example: 

To Mr Hanson To 

Ingrid Muster called from Berlin  

Problem with flights:  

  

  

 

Listening Comprehension III 
Ex. 1. Jodi Marrero wants to visit Diana Wong in Hong Kong. He telephones 

her four times. Listen to the four conversations. What is the problem each 

time? 

Dialogue 1 ……………… 

Dialogue 2 ……………… 

Dialogue 3 ……………… 

Dialogue 4 ……………… 
 

Ex. 2. Listen again and answer the following questions. 

1. Who does Diana work for? 

2. What is her mobile number? 

3. Which department is she in? 

4. When is she due back in the office? 

5. When does Jodi wants to meet? 

6. What is his direct line? 
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Ex. 3. Translate the phrases below. Then listen again and say which dialogues 

these lines come from. 

Speaking…4….. 

How can I help?….. 

I’m sorry, sir, but there is no reply from the office……. 

You’ve got the wrong extension…… 

No, thanks. I’ll call later….. 

Hold the line. I’ll transfer you….. 

Thanks for calling…… 

Would you like to hold?…….. 

I’ll put you through….. 

Can I take a message?……. 

Could you transfer me to her?…… 

Is that Diana?……. 

 

Ex. 4. Match sentences 1 – 9 with responses a – i. 

1) Could I speak to Diana Wong, please? 

2) Can I take a message? 

3) I’m afraid, you’ve got the wrong number. 

4) Can she call you back? 

5) Could you spell that, please? 

6) Would you like to hold the line? 

7) When are you expecting her back? 

8) Who’s calling? 

9) I’m sorry, the line is busy. 

a) G-I-N-S 

b) My name is Phillip Nevill. 

c) Yes, I’m here all day. 

d) About 4 o’clock. 

e) No, thanks. I’ll call back. 

f) Speaking. 

g) Yes, please. Tell her Tom called. 

h) That’s OK. I’ll hold. 

i) Oh, no. Sorry. 
 

Ex. 5. Work in pairs. Make up dialogues using these prompts. Take one rout 

through the flow chart. Then change roles and choose another rout. 

 Route 1 Route 2 Route 3 

1 Answer the phone for 

Patricia Lopez 

  

2 Ask to speak to Patricia.   

3 Ask who is calling. Ask the caller to wait. 

Say that the line is busy. 

Ask the caller if he/she 

wants to wait. 

Ask the caller to wait. 

Apologize and say that she 

is not there. 

Say why. 

4 Give your name. Agree to wait. Ask about her return. 

5 Offer to transfer the 

call. 

Say the line is still busy. 

Ask the caller if he/she 

would like Patricia to 

Say when. Offer to take a 

message. 
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ring him/her back. 

6 Say thank you. Say no politely and ask 

for Patricia’s mobile 

number. 

Agree and leave a mes-

sage/phone number. 

7 Patricia answers. Give her mobile number 

to the caller. 

Repeat the message/phone 

number back to the caller. 

8 Carry on the conversa-

tion. 

Say thank you and end 

the call. 

Say that the message is 

correct. End the call. 

 

DISCUSSION 

Discuss the following problems: 

 Production work is more satisfying than office work. 

 If a man wearing leans and no tie comes into your office, do you think he 

(A) isn’t correctly dressed? 

(B) can’t be important? 

(C) is quite normal? 

(D) is someone who has come to fix electricity or something? 

 What sort of things motivate office workers to do their jobs well? 

 Innovation comes from creative destruction. 

 In future people will work mostly from homes. 

 Finish the sentence ‘The most important thing in the office is …’ (think 

about the three components of an office (See Preview). 

Jokes 
 You’re very late this morning, Mr. Brown! 

 Yes, Sir, I’m sorry. I overslept. 

 Good gracious! Do you sleep at home as well? 

The boss returned in a good humor from lunch and called the whole staff in 

to listen to a couple of jokes he had picked up. Everybody but one girl laughed 

uproariously. “What’s the matter?” grumbled the boss. “Haven’t you got a 

sense of humour?” 

“I don’t have to laugh,” said the girl. “I’m leaving Friday anyhow”. 

 

VOCABULARY 
 

agenda, n – повестка дня 

atrium, n – атриум, крытый портик 

clutter, v – создавать/приводить в беспорядок, загромождать, заваливать 

corporate culture, n – корпоративная культура 

desk, n – рабочий стол 
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drain, v – осушать, пить до дна; истощать (силы и т. п.); высасывать 

dress code, n – требования, предъявляемые к одежде сотрудников 

file, v – подшивать, регистрировать документы; хранить в определенном по-

рядке 

filing cabinet, n – шкаф для хранения документов; картотека, каталог 

fund manager, n – распорядитель фонда 

infrastructure, n – инфраструктура 

layout, v –планировать, разбивать (сад, участок) 

meeting, n  – заседание, митинг, собрание 

memo, n  – служебная записка, докладная записка; директива, приказ 

minutes – протокол (собрания) 

photocopier, n – фотокопировальное устройство 

pile, v – складывать, сваливать в кучу; нагружать 

procrastinate, v – откладывать, отсрочивать; мешкать 

shop, n – предприятие, контора, офис 

shrink, v – уменьшаться, сокращаться; терять значение; ухудшаться 

survey, n – опрос 

tackle, v – энергично, с усердием браться, приниматься за что-л. 

 take, keep minutes – вести протокол 

team work, n – коллективная работа, работа в коллективе 

 to hold a meeting – проводить собрание 

utilize, v – утилизировать, использовать, расходовать, употреблять 

white-collar, adj – канцелярский, конторский 

 

GLOSSARY 
 

Agenda – a list of the subjects to be discussed at a meeting; be on top of the 

agenda/be high on the agenda – be very important to do. 

Central unit (central processing unit, CPU) – the part of a computer that 

controls and organizes all its activities. 

Chairperson – someone who is in charge of a meeting or directs the work of a 

committee or organization. 

Database – a large amount of data stored in a computer system so that you 

can find and use it easily. 

Fax – a letter or message that is sent in electronic form down a telephone line 

and then printed using a special machine. 

Fax machine – a machine used for sending and receiving faxes.  

For signature – to be signed by the boss, manager etc. 

Hardware – computer machinery and equipment, as opposed to the pro-

grammes that make computers work. 



   54 

Keyboard – a row or several rows of keys on a musical instrument like a pi-

ano or a machine like a computer. 

Meeting – an event at which people meet to talk and decide things. 

Memo – a short official note to another person in the same company or organ-

ization. 

Notebook – a very small personal computer that is the size of a book. 

Noticeboard (AmE bulletin board) – a special board on a wall which notices 

can be fixed to. 

Open-plan office – an open-plan office, school etc does not have walls divid-

ing it into separate rooms. 

Overhead projector - a piece of electrical equipment used for making words, 

pictures etc look larger by showing them on a wall or large screen so that 

many people can see. 

PC – an electronic machine that can store information and do things with it 

according to a set of instructions called a program. 

Photocopier – a machine that quickly makes photographic copies of docu-

ments. 

Printer – a machine which is connected to a computer and makes a printed 

record of computer information. 

Secretary – 1. someone who works in an office typing letters, keeping rec-

ords, arranging meetings etc; 2. an official of an organization who keeps 

records, writes official letters etc. 

Scanner – a piece of computer equipment that copies an image from paper 

onto the screen. 

Shorthand – a fast method of writing using special signs or shorter forms to 

represent letters, words, and phrases. 

Software – the sets of programs (instructions) that you put into a computer 

when you want it to do particular jobs. 

Stationery – materials that you use for writing, such as paper, pens, pencils 

etc. 

Word processor – small computer used especially for writing letters or stor-

ing information. 

Workstation – the part of an office where you work, where your desk, com-

puter etc are. 

Whiteboard – a large board with a white, smooth surface used in classrooms 

and offices for writing on. 

White-collar – white-collar workers work in offices, banks etc as opposed to 

people who work in factories, mines (blue-collar – workers do hard or dirty 

work with their hands). 
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3.  JOB  HUNTING 

 

DISCOVERING  CONNECTIONS 
 

1. One day, you will apply for your first job. Have you already decided what 

job it will be? 

2. What are the most important things for you in your work? Arrange these 

aspects in order of importance and add some more things you think are im-

portant: 

  job satisfaction    meeting people 

  earning plenty of money   earning enough money 

  having pleasant co-workers  security 

3. Out of all the people you know, who has the job you’d most like to have? 

Why? 

4. If you could choose any job in the world to do, what would it be? Why? 

5. What jobs do you dislike most of all? Why? 

6. Think of the people you know in your country who are working. What per-

centage of them do you think are satisfied with their jobs? What percentage 

do you think are not satisfied? 

7. What would you do if you felt dissatisfied with your job? 

8. Imagine that you have decided to job hunt. With a partner, write a list of 

things you might do to find a job. 

e.g.  1. I might ask someone in my family for a job. 

  2. …………… 

  3. ……………. 

 

 

READING 
 

T E X T  1 

Finding the Ideal Job 

Read a book review of a job-hunting manual and do the tasks that follow. 

What Color Is Your Parachute?: A Practical manual for Job Hunters and Ca-

reer Changers, by Richard Nelson Bolles, Ten Speed Press. 

 

You are out of work. 

You hate your job. 

You aren’t satisfied with your career. 
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You are looking for your first job. Where do you start? 

If you are like most Americans, you’ll probably send your resume to a lot 

of companies. You might answer newspaper want ads every Sunday. Or you 

might go to employment agencies. But experts say you won’t have much luck. 

People find jobs only five to fifteen percent of the time when they use these 

methods. So, what can you do? 

One thing you can do is read Richard Bolles’s “What Color Is Your Para-

chute?” Bolles is an expert in the field of job hunting. He has helped thou-

sands of people find jobs and careers. This book is different from other job-

hunting manuals. Bolles doesn’t help you to find just another job. Instead, he 

helps you find your ideal job: a job that fits who you are, a job that is satisfy-

ing to you. What kind of job is ideal for you? If you don’t know the answer, 

Bolles says, you can’t find your ideal job. You need to have a clear picture in 

your mind of the job you want. The book has many exercises to help you draw 

this picture. 

Bolles says that you must think about three things: 

(1) Your skills. What do you like to do? What do you do well? Do you like 

talking? Helping people? Teaching? Reading and writing? Using computers? 

Working with your hands? Bolles asks you to think about all your skills, not 

only “work skills.” For example, a mother of four children is probably good at 

managing people (children!). She  may be a good manager. 

(2) Job setting. Where do you like to work? Do you like to work outside? 

At home? In an office? Alone or with others? What kind of people do you like 

to work with? 

(3) Job rewards. How much money do you need? How much money do 

you want? What else do you want from a job? What would make you feel 

good about a job? 

After Bolles helps you decide on your ideal job, he gives you specific ad-

vice on how to find the job. His exercises teach you how to find companies 

and how to introduce yourself. The chapter on job interviews is full of useful 

information and suggestions. For example, most people go to interviews ask-

ing themselves the question, “How do I get the company to hire me?” Bolles 

thinks this is the wrong question. Instead, he wants you to ask yourself, “Do I 

really want to work for this company?” 

There are two small problems with the book. First, Bolles writes too much! 

He explains some of his ideas over and over again. Second, there is no space 

to write the answers to the exercises. But these are small problems. “What 

Color Is Your Parachute?” is the best job-hunting manual available today. 

“What Color Is Your Parachute?” was written in 1970. But the information 

is updated every year. So, if you are looking for a job, or if you have a job but 
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want a new one, remember: Don’t just send out copies of your resume. Don’t 

just answer want ads. And don’t wait for friends to get you a job. Instead, buy 

this book and do a job hunt the right way. 

Barbara Kleppinger 

 

VOCABULARY  FOCUS 
 

Ex. 1. Match the words on the left with their definitions on the right. 

1) career a) good things you get in return for work (such as money or 

health insurance) 

2) rewards b) work someone pays you for 

3) satisfied c) something that you can do well; ability that you have 

learned and practiced 

4) want ads d) the kind of work a person does, usually after learning how 

and usually for a long time 

5) hire e) advertisements, usually in a newspaper, for jobs that are 

available 

6) employment f) perfect 

7) out of work g) to feel good or happy about something 

8) skill h) to give someone a job 

9) manager i) the person in charge of a group of workers 

10) ideal j) without a job 

11) resume k) a piece of paper with your work and education history 

 

Ex. 2. Complete the sentences with the words from ex. 1. 

1. In 1930, jobs were hard to find. Almost 25 percent of all Americans were    

out of work     . 

2. He’s had many different jobs, but only one ____________. In other words, 

he’s worked in many different schools, but he’s always been a teacher. 

3. Most companies ask for a(n) __________ so they can read about you be-

fore they talk to you in person. 

4. She sells a lot of her paintings. She has a lot of _____________ as an artist 

and a businesswoman. 

5. Let’s __________ Katlyn. She has the most experience. She will be a great 

teacher. 

6. She started looking for a job by reading the __________. 

7. I worked for weeks on this report. I couldn’t seem to get it just right. Yes-

terday I changed around a few things and added a new section. I think it’s 

good now. Finally, I’m ______________ with my work. 
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8. The ________ of her job just weren’t enough. She was happy with the 

work, but she wasn’t making enough money. 

9. She was a computer programmer for ten years. Then she became a (n) 

_______. Suddenly, she had to lead all the people she used to work with. 

10. I want to know about your past __________. Where did you work last? 

11. Jayne thought Sue was the __________ worker. She was smart, fast, 

friendly, and very good at her job. 

 

 

COMPREHENSION 
 

Ex. 1. Read each statement. Decide if it is true or false. Write T (true) or 

F (false) next to it. Compare your answers with a classmate’s. 

_____   1. “What Color Is Your Parachute?” is similar to other job-hunting 

manuals. 

_____   2. Bolles’s goal is to help people find jobs as quickly as possible. 

_____   3. According to “What Color Is Your Parachute?”, job hunters should 

think about their skills, the job setting, and the job rewards they 

want. 

_____   4. “What Color Is Your Parachute?” includes specific advice on find-

ing  jobs. 

_____   5. According to the reviewer, the book is too short. 

 

 

Ex. 2. Write each job-hunting method listed below in the correct column in the 

chart. 

answer newspaper want ads 

ask friends to help 

decide what kind of job is ideal 

think about job rewards 

do exercises 

go to an employment agency 

decide what kind of place you want to 

work in 

send out lots of resumes 

think about your skills 

 

 

What many People Do to Find a Job What Bolles Says Will Help You Find a Job 

answer newspaper want ads 
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Ex. 3. Read each situation. Decide whether, according to Bolles, the person is 

making a mistake or doing the right thing. Circle your answer. Then discuss 

your decisions with the class. 

1. Owen was always a manager. He doesn’t want to be a manager. But he’s 

not looking for another job because he thinks that he doesn’t know how to 

do anything else. According to Bolles, Owen is _____. 

a) making a mistake 

b) doing the right thing 

2. Amy studied to be a teacher. But now she’s not just looking for work as a 

teacher. Instead, she’s thinking about whether teaching is really the right 

career for her. According to Bolles, Amy is _____. 

a) making a mistake 

b) doing the right thing 

3. Bill is in a job interview. He is asking the person who is interviewing him 

some questions about the company. According to Bolles, Bill is _____. 

a) making a mistake 

b) doing the right thing 

4. Kathy has a choice between a job that pays very well and a job that seems 

very interesting. She decides that for her, money is the most important 

thing. So she chooses the job that pays well. According to Bolles, Kathy is 

_____. 

a) making a mistake 

b) doing the right thing 

5. Peter sent his resume to many companies and he answered many want ads. 

So now he is waiting for someone to call him about a job. According to 

Bolles, Peter is _____. 

a) making a mistake 

b) doing the right thing 

 

Ex. 4. Discuss the following questions with a partner. Give your opinions. 

Share your ideas with the class. 

1. The next time you look for a job, which of Bolles’s ideas do you think you 

might use? 

2. You are in an interview for a job with a very interesting company. What 

questions might you ask the interviewer about this company? 

3. The title of the book is “What Color Is Your Parachute?” Why do you 

think the author chose this title? 
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T E X T  2 

The Ideal Job 

Read some stories about people who love their jobs and say what helped them 

find the jobs of their dreams. 

Believe it or not, some people get paid – and well – for doing the things that 

make them really happy. Here are a few people who have found the job of 

their dreams. 

“I know all about job-hunting.” – Betsy  

A few years ago, I lost my job as a manager in a factory. I was so unhappy. 

I was 38 years old, out of work for the 100th time, and without much hope. 

Then, one day I was thinking about the question, “What do I do best?” and the 

answer came to me. I had been out of work many times, so I knew every man-

ual about how to find a job or change a career. I must have been to over 100 

interviews in my life, made 1,000 phone calls asking for jobs, and sent out a 

resume to almost 2,000 companies. When I looked at my skills, I saw that my 

best skills were job-hunting skills! So I started my own company, Career Con-

sulting. It’s a business that helps people find jobs. I hired two people to work 

with me. The three of us work together on everything, but I’m the boss. It’s 

great. I love the work, and I make a lot of money! 

“I have the funniest job in the world.” – Amanda 

I have been a matchmaker for 41 years. Because of me, 60 couples are now 

happily married or engaged. I’m a good matchmaker. I have a very good eye 

for people. And I don’t mean I match people on how they look. I mean, I can 

meet a person just once for ten minutes, and I know for sure what kind of per-

son he or she is. I get a feeling. And this feeling tells me, “Oh, he would be a 

great husband for Stephanie,” or “Ah, now here is the woman for Timothy.” I 

can’t imagine a job that’s more fun. I meet wonderful people. I work for my-

self. Nobody tells me what to do. I make enough money to live a simple life. 

And I get so much joy from seeing what happens to my matches. A month ago 

a couple stopped by on their way home from the hospital with their new baby 

girl. I’m so happy to think that I helped make that family! 

“I have a job with an incredible view.” – Donna 

Teaching skydiving1 is so exciting. I love seeing students on their first 

jump. They are all nervous and excited. When they get to the ground, they 

can’t wait to call everyone they know and tell them they just jumped out of an 

airplane. Later, when they learn to turn and fly forward, they realize that 

they’re not just a flying stone. They realize that they’re like a bird – they can fly! 
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It wasn’t easy to get this job. I had to have about 1,000 jumps and about 

two years of training. And the salary was only $15,000 for the first year. But I 

don’t do it for the money. In fact, I don’t need to get paid at all. I love it that 

much! 

 
Notes: 

skydiving: the sport of jumping out of airplanes with a parachute.  

 

 

VOCABULARY  FOCUS 
 

Ex. 1. Cross out the word or phrase that is not related to the boldfaced 

word(s). 

1. resume: work history, job hunting, money 

2. want ad: newspaper, skill, job 

3. salary: vacation, money, job 

4. employment agency: secretary, job hunt, resume 

5. career: city, work, experience 

6. out of work: job hunting, manager, free time 

7. manual: book, information, newspaper 

8. boss: owner, manager, job hunter 

9. factory: fact, company, business 

10. training: school, career, learning 
 

Ex. 2. Complete the e-mail from Cristina to Jenny with words from the list. 

career  hire out of work  ideal  resume    skills manager 

 

New Job  
 

From: Cristina_Bond@Richmond.edu 

To: JRIOS@springboard.com 

Sent: 01 October 2005 14:23 

Subject: New Job  

 

Hi Jenny, 

Guess what? I finally found a job. Not just any job. A really great one: Web page 

designer. I think this might be the (1) ________ job for me. I’m so excited! I thought 

I was going to be (2) ________ forever. 

Remember how I told you that I sent my (3) ________ to about 300 Internet compa-

nies? Well, two weeks ago I met this woman on the bus and we started talking, and 
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the next thing I know she’s setting up an interview for me with her (4) ________. I 

was so nervous during the interview. At first he asked me about my last job. I was 

afraid he wouldn’t want to (5) ________ me because I didn’t use computers in my 

last job. But then he started to ask me lots of specific questions about designing Web 

pages. I’m so glad I took that Web design course last summer. It gave me all the 

(6) ________ I need to do this job. 

Wow, I can’t believe it. I’m starting my (7) ________ as a Web page designer. I’ll 

e-mail you next week with my new work number and e-mail address. 

 

Yours, 

Web Master Cristina 

 

Ex. 3. Jenny is responding to an e-mail from her friend Cristina. Complete the 

e-mail. Use the words in parentheses. 

Needing Help 
 

From: JRIOS@springboard.com  

To: Cristina_Bond@Richmond.edu 

Sent: 03 October 2005 11:16 

Subject: Needing help 

 

Hi Cristina, 

Glad you finally found a job. Jobs are so difficult to find, or keep. I just lost my 

job, and I need to find a new one very soon. Where do I start? Could you help me? 

I have so many questions: 

(résumé)    Do I need a new résumé 

(skills)  

(salary)  

(want ads)  

(employment agency)  

(manual)  

(boss)  

(your idea)  

Thanks for your help. And best of luck in your new career. Can’t wait to hear 

more about the job! 

 

Love, 

Jenny 
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COMPREHENSION 
 

Ex. 1. Complete the sentences with the correct name from the reading. 

1. Donna made $15,000 her first year. 

2.  helped 60 couples find each other. 

3.  was out of work many times. 

4.  has had the same job for over 40 years. 

5.  changed careers. 

6.  loves teaching. 

 

Ex. 2. Look at Reading One again. Reread the paragraphs about skills, set-

ting, and rewards. How would the women in Reading Two answer the ques-

tions in these paragraphs? Write answers for each woman. 

1. Betsy 

Skills: I have a lot of job-hunting skills. 

Setting:  

Rewards:   

 

2. Amanda 

Skills:  

Setting:  

Rewards:   

 

3. Donna 

Skills:  

Setting:  

Rewards:   

 

4. What about you? How do you answer these questions? 

Your name:  

Skills:  

Setting:  

Rewards:   
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T E X T  3 

Too Old at 30 

Read this article and say what your reactions to it are. 

I’m contemplating applying for my fifty-first job. It’s been a long time 

since I wasted stamp money this way. In fact, when I reached the fiftieth with-

out success I decided to abandon job-hunting and got out my pen to scratch a 

living instead. 

But there’s another wildly exciting job in the paper today, “salary 

£22,500 – £26,250 according to age and experience”. The good news is the 

pay, the bad news is that damning little phrase “according to age and experi-

ence” which means I won’t get the job. 

It’s not that I have more age than experience – I’ve led an incident-packed 

existence. Unfortunately it’s not all related to a single-strand career structure. 

Journalist, temp, company director, wife and mother, market researcher, and 

now, at thirty-something, I’m trying to use my Cambridge degree in criminology. 

I’m a victim of the sliding pay-scale. Employers can obtain a fresh 22-year-

old graduate to train a lot cheaper than me. Yet I’m the ideal employee: stable, 

good-humoured, child-bearing behind me, looking for 25-plus years of steady 

pensionable employment. 

Ageism is everywhere. It’s much more prevalent than sexism in the job 

market, or that’s how it seems from where I’m standing. Even the BBC is a 

culprit. Their appointments brochure says: “The BBC’s personnel policies are 

based on equal opportunities for all … This applies to … opportunity for train-

ing and promotion, irrespective of sex, marital status, creed, colour, race or 

ethnic origin, and the BBC is committed to the development and promotion of 

such equality of opportunity. Traineeships … are available to suitably quali-

fied candidates under the age of 25.” 

Ageism is lagging behind sexism, racism, and handicappism because even 

the oppressed seem to accept the discrimination. The public and private sec-

tors are obsessed with attracting young high-flyers. Yet there are many profes-

sions that would benefit from the maturity and stability the older entrant can 

bring. This is recognized by the Probation Service, for example, who welcome 

experienced adults looking for a second career. 

The armed services and police, perhaps, could think about strenuous apti-

tude and fitness tests rather than imposing a blanket upper limit on entrants 

which is arbitrarily and variously fixed between 28 and 33. The administrative 

grade of the Civil Service assumes the rot sets in at 32. 

My own pressing concern is to alleviate my guilt. I loved every minute of 

my university education, and I’m desperately grateful to the Government for 
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financing me through this at a cost of over £10,000. But unless someone gives 

me a job, how can I pay them back in income tax? 

Jenny Ward 

 

 

COMPREHENSION 
 

Ex. 1. Work in pairs Decide whether statements 1 to 10 are true  or false , 

according to the article. 

1. The writer is over forty years old. 

2. She gave up applying for jobs some time ago. 

3. She has not had much experience of working for a living. 

4. Employers think that someone of her age is too expensive to 

employ. 

5. She needs a job so that she can support her family. 

6. People don’t get as angry about ageism as about other forms of 

discrimination. 

7. Employers are looking for bright, ambitious people of any age. 

8. More mature employees would be valuable assets to many pro-

fessions. 

9. People in their thirties can’t get jobs in government depart-

ments. 

10. She wants to ‘repay’ the State for her university education. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Ex. 2. Work in groups. Discuss these questions: 

 What would you do if you were in the same position as the writer? 

 Do you know someone who is unlucky or unsuccessful in getting jobs? 

 Can you explain the reasons for their lack of success? 

 What could they do to improve their chances of success? 

 How does the law in your country discourage discrimination by employ-

ers?  

 

Ex.3. Read several job ads and with a partner discuss what you like or dislike 

about them. 

a) Zenith has Nursery facilities available for employees who have caring re-

sponsibilities for a child or children aged between 6 months and school age. 

Also available are dependant care allowances for evening commitments. We 
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are actively working towards equality of opportunity and welcome applica-

tions from any individual. 

 

b) Rainbow Products serves a multi-racial community and welcomes applica-

tions from women, black and ethnic minorities, people with disabilities, lesbi-

ans and gay men to help build a representative workforce. 

 

c) Delta Tools is an Equal Opportunity Employer and welcomes applications, 

irrespective of the applicant’s race, sex, marital status, age, sexual orientation, 

religious beliefs, disability or employment status. Delta Tools is working to-

wards a smoke free environment. 

 

d) Broadway Vehicles is committed to the effective implementation of its 

equal opportunities policy. 

Applicants are considered on their suitability for the post regardless of sex, 

sexual orientation, religion, racial origin, nationality, marital status, disability 

or age (under 65). 

Working with the community.  

 

 

WRITING 

 

Job Applications 

In different countries, different conventions apply to the process of job ap-

plication and interviews. In most parts of the world, it’s common to submit a 

typed or laser-printed CV (curriculum vitae—British English) or resume 

(American English). This contains all the unchanging information about you: 

your education, background and work experience. This usually accompanies a 

letter of application, which in some countries is expected to be handwritten, 

not word-processed.  A supplementary information sheet containing infor-

mation relevant to this particular job may also be required, though this is not 

used in some countries. 

Many companies expect all your personal information to be entered on a 

standard application form. Unfortunately, no two application forms are alike, 

and filling each one may present unexpected difficulties. Some personnel de-

partments believe that the CV and application letter give a better impression of 

a candidate than a form. 

 

 



   67 

Ex. 1. Read this letter of applications and answer the questions that follow. 

A Letter of Application 
Dear Sir, 

I should like to be considered for the post of Personnel Manager at your 

Croydon factory, which was advertised in the Sunday Chronicle on February 

15th, 1971. 

The relevant information concerning my education and professional expe-

rience is as follows. 

From 1960 to 1963 I studied Sociology at the University of Harrogate and 

graduated with Second Class Honours Degree (lower Division) in that subject. 

The main degree course was concerned with basic sociological topics, such as 

the history and theory of sociology, but there were also a number of optional 

courses available. From amongst these I selected The History of Industrial So-

ciology, and The Psychology of Management. In order to satisfy part of the 

requirements for my Finals Examination I had to submit a short dissertation 

involving original research, I wrote a paper on Nineteenth Century Industrial 

Relations in Yorkshire, and for this section of my examination received a 

mark of distinction. 

Whilst at university I took an active part in a number of social activities, 

and was secretary of both the Drama Society and the Student Sociologocal 

Society. 

On leaving university I was a student for a year at the North Yorkshire 

Business College, where I was successful in obtaining a Diploma in Industrial 

Management, Class 1. Courses at this college covered a wide field relevant to 

the management studies in general, and I was able to supplement my theoreti-

cal knowledge with a great deal of practical experience of such things as office 

management, personnel selection and the development and modification of 

work schedules. But it was in the area of personnel management and control 

that I found my interests developing most fully, and I took all available oppor-

tunities of increasing my knowledge of theory and practice in this field. 

From July 1964, when I left business college, until September 1968, I was 

employed as an Assistant Personnel Officer with Messrs. James Bradley, at 

their Leeds factory. The company manufactures a wide range of small compo-

nents for use in the electronics and motor industries, and employed at that time 

a labour force of approximately five hundred men and women. My duties were 

concerned mainly with the selection of personnel, for work both in the factory 

and also on the clerical and administrative side; but I was also largely respon-

sible for liaison between the departments concerned with production, and the 

welfare department. 
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I enjoyed the work at Bradley’s very much, especially in that it kept me 

closely in touch with both workers and management, but after four years’ ex-

perience there, and in the absence of any prospects of promotion I applied for, 

and was successful in obtaining, the post of Deputy Personnel Manager with 

Yorkshire Engineers, Ltd. of Keighley. I began work there in September 1968, 

and am still employed in the same post. 

My work at Yorkshire Engineers is in many ways similar to that which I 

was doing previously, but since the factory is engaged in heavy engineering I 

have been able to gain experience of recruiting and administering a rather dif-

ferent kind of labour. The work, again, I have found absorbing and rewarding, 

but I feel that at this stage in my career I should like more responsibility and 

greater scope for putting into effect some of the more up-to-date ideas that are 

now being developed and applied in the field of personnel management and 

control. It is for this reason that I am now submitting this application for your 

consideration. 

In your advertisement you asked applicants to provide information on lei-

sure activities which may be considered relevant. Amongst my numerous out-

of-work activities there are two that I should like to mention in this connec-

tion. First, I have continued ever since university to read widely in the litera-

ture relevant to my occupation, and I find time occasionally to contribute arti-

cles to several of the journals in this field. Details of my publications are pro-

vided on an attached sheet. Second, I began doing some voluntary social work 

while at business college, and I have gradually extended my commitment in 

this direction ever since. 

I enclose copies of two recent testimonials, and the names and addresses of 

two people who are prepared to act as my referees. 

I hope that the information I have provided in this letter and the enclosures 

is sufficient for your purposes, but I shall of course be glad to expand it should 

you wish. 

Yours faithfully, 

Robert Dean. 

 

Ex. 2. Answer the following questions: 

1. What is Robert Dean’s relevant information concerning his education? His 

professional experience? 

2. Why did Robert mention his social activities? 

3. Where did Robert find his interest developing most fully? 

4. What were Robert’s duties when he was employed at the Leeds factory? 

5. What was the reason of Robert’s submitting this application? 
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Ex. 3. Look through this letter of application once again, then divide it into 

sections and tabulate them. 

 

Ex. 4. Write your own letter of application for the position of a personnel 

manager. 

 

Ex. 5. Read this curriculum vitae and say what sections it consists of. 

This is the c.v. that Carlos sent to Joe Andrews. 

There are many ‘right’ ways to write a c.v. Carlos has made his short and sim-

ple. He knows that all business documents must be easy to read and under-

stand. That is why he has divided it into sections and tabulated it: the main 

headings are on the left of the page, the sub-headings a little further to the 

right. We can see at once where each section starts and ends. 

CURRICULUM VITAE 

(A) PERSONAL INFORMATION 

name: Carlos Vila Montarde 

home address: Calle Sta Ana 47, Aps. 12a 

Madrid, Spain 

day and place of birth: 13.05.61 in Santander, Spain 

nationality: Spanish 

marital status: single 

 

(B) EDUCATION 

secondary education: 

1976–79 Senior Migh School in Santander 

High School Graduation Certificate 

further education: 

1979–80 military service 

1980–85 University of Zaragoza 

BSC in Computer Studies 

1985–87 University of Madrid, 

PhD in Systems Engineering 

 

(C) EMPLOYMENT 

1990– Topdown System, UK: Client Consultant (promoted to Sen-

ior Software Development Engineer, July 1981) 

1989–90 Imprimerie Ledoux, Paris: Control Systems Supervisor 

1988–89 Franco-Italian Bank, Milan: Systems Analyst 
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1987–88 I took a year off and, with some friend, sailed round the 

world in a 12-meter sailing cruiser. 

current salary: equivalent to $40 000 plus –car and bonuses 

 

(D) OTHER INFORMATION 

languages: Spanish (native) 

French, English (fluent, spoken/written) 

Italian (fairly fluent) 

 

(E) REFEREES 

Mrs Melen Tomlonson 

Manager, Industrial Clients Department 

Topdown Systems Ltd 

Unit 37, Medomsley Road 

Consett, County Duham DULL 5AE, England 

(names of other referees will be supplied on request). 

 

Ex. 6. Write your own c.v. (résumé) on analogy. 

 

Ex. 7. Insert the following words in the gaps in the text below:  

applicant    application    application form    apply    candidate 

curriculum vitae or CV(GB) or resume (US)    employment agencies 

interview    job description    job vacancies    references    short-listed 

Many people looking for work read the (1)…….advertised in newspapers 

by companies and (2)…….. . To reply to an advertisement is to (3)……..for a 

job. You become a  (4)…..or an (5)……… .  You write an (6)……, or fill in 

the company’s (7)……., and send it, along with your (8)……….and a cover-

ing letter. You often have to give the names of the people who are prepared to 

write  (9)……for you. If your qualifications and abilities match the 

(10)……..., you might be (11)…… , i.e. selected to attend an (12)…... . 

 

Ex. 8. a) Work in pairs Look at this job ad: what would be its attractions – 

what might be its drawbacks? 

Work in Bermuda! 

ACME Atlantic are a well-known and respected trading company. We 

handle imports directly from manufacturers in 35 different countries, often to 

our own specifications, and currently export to 46 different countries world-

wide. 
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We are looking for enthusiastic people to work in our office in Bermuda on 

temporary 3-, 6- and 9-month contracts. Applicants must be able to speak and 

write at least one foreign language fluently and can be nationals of any country. 

Experience in import/export will be an advantage, but as special training 

will be available this is not essential. The main requirements are a willingness 

to work as a member of a team, to cope with pressure, to use the telephone in a 

foreign language and in English and to be prepared occasionally to work long 

hours when necessary. 

There are several posts available and long-term prospects are good, though 

initially all successful applicants will be contracted for a maximum of 

9 months. 

The salary we will offer is excellent. We will pay for your return air fare 

and provide adequate accommodation at a nominal rent. 

 

Please apply in your own handwriting, enclosing your résumé, to Charles 

Fox, European Sales Office, ACME Atlantic Ltd, 45 Pentonville Road, Lon-

don EC2 4AC. 

 

b) Work in pairs Look at this résumé. If you were interviewing Kevin Willis 

for the job in Bermuda, what questions would you ask him about his career 

history? 

 Kevin Miguel Willis 

Address: 1090 Madison Avenue 

Sheboygan WI 53081 

e-mail: kmw@aol.com 

Res. phone & fax: 555-5656898 

Date of birth: 2/21/76 

Professional  

experience 

Aug. 1999-present 

Valentine International: Export clerk  

Jan: 1998 – July 1999 

Chicago Products: marketing assistant 

May 1997 – Dec. 1997 

Self-employed: travel guide 

Jan. 1997 – May 1997 

Unemployed 

Education  

and training 

1993 – 1995 

Green Bay High School, Green Bay, Wisconsin 

1991 – 1993 



   72 

Oshkosh Junior High School, Oshkosh, Wisconsin 

Interests Mountain biking, reading, hiking, skiing, sailing 

Languages Fluent Spanish (my mother is Mexican), good conversa-

tional French 

References Ms Daphne Stern, Sales Vice-President, 

Valentine International, 

2205 Jackson Street,  

Oshkosh, WI  54901 

Mrs Francine Dexter, Marketing Director, 

Chicago Products Inc., 

4450 Capitol Drive, Milwaukee, WI 52303 

Mr James Wong, Atlas Travel, 

9004 South Michigan Avenue, 

Chicago IL 60607 

 

c) Work in pairs Look at this application letter from another applicant for the 

job. In what ways does Arthur Dent seem suitable (or unsuitable) for the job? 

In what ways are YOU better qualified for it? 

Dear Mr Fox, 

 

Work in Bermuda 

I noted with interest your advertisement in today’s Daily Planet. 

You will see from the enclosed CV that I have three years experience in 

marketing. My responsibilities have included all types of administrative 

work, product development, arranging and attending presentations, working 

with clients and solving problems that arise. 

Although I have an excellent relationship with my present employers, I 

feel that my prospects with them are limited and that there would be more 

scope for my talents with a larger, more dynamic company. 

If you consider that my qualifications and experience are suitable, I 

should be available for interview at any time. Yours sincerely, 

 

Arthur Dent 

 

d) Work in pairs Imagine that you want to apply for the job. Draft an applica-

tion letter, following these guidelines: 

1. Introduce yourself: name, age, nationality, etc. 

2. State when you are available. 

3. Describe your relevant experience – or justify your lack of experience. 
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4. Describe your skills in your own language, English and other languages. 

5. Describe how you meet the requirements of the job. 

6. Say when you’re available for interview.  
 

Ex. 9. Answer the following questions. 

 What impression do you try to give in an application letter? 

 Should an application letter bу handwritten, typed, or laser-printed? 

 How important is a well-presented CV or résumé? 

 Do you always tell the absolute truth in application letters? 

 

 

LISTENING 
 

There are different kinds of interviews: traditional one-to-one interviews, 

panel interviews where one or more candidates are interviewed by a panel of 

interviewers and even “deep-end” interviews where applicants have to demon-

strate how they can cope in actual business situations. The atmosphere of an 

interview may vary from the informal to the formal and interviews may take a 

friendly, neutral or even hostile approach. Different interviews use different 

techniques and the only rules that applicants should be aware of may be “Ex-

pect the unexpected” and “Be yourself”! 

Progress interviews are interviews where employees have a chance to re-

view the work they are doing, and to set objectives for the future. Such inter-

views usually take place after a new employee has been working with a com-

pany for several months, and after that they may take place once or twice a 

year. 

 

Listening Comprehension  I 

Interviews 

Ex. 1. Work in groups. Think of the last interview you attended and discuss 

these questions: 

– What was the worst thing about it? 

– What difficult questions were you asked? 

– Why do you think you were successful or unsuccessful? 

– If you could go through the interview again, what would you do different-

ly? 

– In an interview, do you always have to be completely honest? 

– What impressions do you try to give in an interview? 
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Ex. 2. You’ll hear extracts from two interviews. Use this assessment form to de-

cide which candidate performed better on a scale of 1 to 5. 

 
 Sue Jones Tom Richards 

qualifications   

confidence   

reliability   

personality   

work experience   

overall impression   

 

Ex. 3. Listen to the interview again, but this time with pauses. Pause the re-

cording after the questions of the interviewer and give your own answers to 

each question. 

Then play the real response so that you can compare what you said with the 

answer on the recording. 

 

Ex. 4. Work in small groups. Imagine that a friend of yours is about to attend 

his or her first interview. Note down some more advice that you would give: 

 

     Do your homework: find out about the company 

     Prepare some questions to ask about the company and what the job entails 

     Wear smart, formal clothes      Don’t smoke 

     Arrive a few minutes early       Sit up straight 

     Look straight at the interviewer 

                           

                                             Expect the unexpected—and don’t panic! 

 

 

Ex. 5. Work in pairs. Some interviewers give candidates a hard time by asking 

them difficult questions—like the 13 questions below. Listen to the recording 

and discuss these points: 

- Can you think of three more questions you might be asked at an interview? 

Add them to the list. 

- What would your own answers to each of the questions be? Rehearse your 

answers with your partner and make notes. 

1. Tell me about yourself. 

2. What do you think are your strengths and weaknesses? 

3. We have a lot of applicants for this job, why should we appoint you? 

4. Which is more important to you: status or money? 
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5. How long do you think you’d stay with us if you were appointed? 

6. Why do you want to leave your present job? 

7. What would you like to be doing ten years from now? 

8. What are you most proud of having done recently? 

9. What is your worst fault and what is your best quality? 

10. Don’t you think you’re a little young/old for this job? 

11. What are your long-range goals? 

12. What excites you about the job you’re doing now? 

13. How would you rate your present boss? 

 

Ex. 6. Work in groups of three. Take it in turns to be the Interviewer, the Can-

didate and the Observer. Allow enough time for each of you to have a turn at 

being the Candidate. 

 

Interviewer. Ask the Candidate the questions you discussed in the previous ex-

ercise. Avoid asking Yes/No questions. Perhaps try to give him or her a hard 

time by asking supplementary questions like these: 

– Why do you think that?                            In what way exactly? 

– Could you explain why you think that?   What do you mean exactly? 

– Can you give me an example of that?      Are you quite sure you mean that? 

 

Candidate. Do your best to answer the questions and try to keep cool! 

 

Observer. As you listen to the interview, make notes on these points: 

– What impression did each person give? 

– If they were nervous, how did this affect their performance? 

– Were there too many Yes/No questions? 

– Which questions did they answer badly? 

– Which questions did they answer well? 

– What advice would you give them for their next interview? 

 

 

Listening Comprehension II 

Who Should We Short-list? 

Ex. 1. Before listening to the recording, read the advertisement below and de-

cide what kind of person the advertiser is looking for. Highlight the important 

points in the ad. 
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Assistant Marketing Manager 

 

We are a well-known international manufacturer, based in the UK, and we 

are expanding our export marketing activities in our European headquarters in 

London. 

We are looking for a lively and intelligent person to join our team as soon 

as possible. 

The work will involve working in our London office, telephoning and cor-

responding with our overseas clients and agents, and some travel, mainly to 

European countries. Applicants should be fluent in at least one foreign lan-

guage. Experience in marketing would be an asset but not essential. 

The successful applicant will be paid top London rates and provided with 

generous removal expenses. 

 

 

Ex. 2. You’ll hear three telephone messages. Each of the speakers has held 

interviews with applicants for the job. Listen and take notes. 

 

Report form: 

 

Best candidate:…………………………Age:…………….. 

Education:…………………………………………………. 

Languages:……………………………………………….… 

Work experience:………………………………………….. 

Personality:………………………………………………… 

Availability:………………………………………………… 

Suitability:………………………………………………….. 

Address:…………………………………………………….. 

Phone:………………………………………………………. 

 

Ex. 3. Listen to the recording once again and put down the missing infor-

mation. 

Compare your notes with those of your partner. Decide which of the job appli-

cants sounds most promising: Which of them will you put on the short list for a 

second interview in London? Which of the three candidates do you rate most 

highly, judging from what you’ve heard about them? 

 

Ex. 4. With a partner act out your own interview between a representative of 

the company advertised above and an applicant for the job. Take it in turns to 

be the Interviewer and the Candidate. 
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ROLE  PLAY 

Panel Interviews 

STEP I. Work in two large groups Each group should decide on one job 

that would be attractive and realistic for most of the members of the class to 

apply for. Perhaps this could be your ‘ideal job’ – the one you’d immediately 

apply for if you saw it advertised. 

Write an advertisement for the job and, if possible, make copies for the other 

group to see. Alternatively, pin it to the classroom notice board or stick it on 

the white/blackboard. 

 

STEP II. In this simulation, half the class will be playing the role of 

INTERVIEWERS and the other half the role of CANDIDATES. Each panel 

of interviewers works for a firm of consultants, and they will interview several 

candidates for both jobs advertised. 

Decide which members of the class are going to play the roles of candidates, 

and which are going to be the interviewers. Follow the instructions below, ac-

cording to your role. 

1. Interviewers Work with the other member(s) of your panel. Decide 

what questions you are going to ask each candidate. 

 What personal qualities are you looking for? 

 Are you going to be kind to the candidates or give them a hard time? 

Candidates Choose one of the jobs advertised. 

Write a short letter of application for the job. (The letter will accompany 

your CV, if you have one.) 

 

2. Interviewers Read the letter of application and any CVs you receive. 

 Decide which candidates look promising and what special questions you’ll 

ask each one. Make a list of questions. 

 Candidates Work with another candidate and decide what impression 

you’ll try to give. 

 Write a list of difficult questions you may be asked and make sure you 

know how to answer them. 

 

STEP III. Now it’s time for the interviews to take place. 

Each interview panel should have its ‘office’ in a different part of the room. 

Candidates go to a different ‘office’ for each interview. 

The CONTROLLER will tell you how long is available for each interview and 

work out a timetable that allows time for panels to see at least three candi-
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dates. Each panel must stick to this schedule, so that other panels are not kept 

waiting. 

Candidates Between interviews you should wait in a separate area – prefer-

ably in another room or in the corridor. 

 

STEP IV. When the interviews have finished, all the interviewers and all 

the candidates should meet in separate areas. 

Interviewers Tell the other panels about the candidates you have inter-

viewed. 

You can recommend up to three people for both posts. Decide which candi-

dates will be short-listed. 

Candidates Imagine that you’re meeting in a local café. Tell the other can-

didates how you got on in your interviews. 

 What mistakes did you make? 

 Which of the panels conducted the best interviews? 

 What advice would you give them about their interviewing techniques? 

Decide which panels were the best. 

 

STEP V. Now meet again as a class. 

Interviewers Announce your short lists of successful candidates. 

Candidates Announce which panel you voted ‘top interviewers’. 

 
STEP VI. Work in groups or as a class Finally, discuss these questions: 

 How did you feel at each stage of the simulation? 

 What did you learn from doing this simulation? 

 How did any real interviews you’ve had compare with this one? 

 If you could do the whole simulation again, what would you do differently? 

 

 

DISCUSSION 

Discuss: 

– the most important things in any work; 

– job satisfaction / dissatisfaction the ideal job; 

– the process of job hunting; 

– job application; 

– the way to prepare for an interview the impressions one should give in an 

interview; 

– the questions asked during an interview. 
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GLOSSARY 
 

application – a formal request for employment 

career: the kind of work a person does, usually after learning how and usually 

for a long time 

employment: work someone pays you for 

hire: to give someone a job 

manager: the person in charge of a group of workers 

out of work: without a job 

reference – a written testimonial supporting an applicant for employment, 

recommendation 

resume: a piece of paper with your work and education history 

rewards: good things you get in return for work (such as money or health in-

surance) 

setting – the immediate surroundings, the place 

skill: something that you can do well; ability that you have learned and prac-

ticed 

to apply for a job – to make a formal request for a job 

to short-list – to select as a candidate (e.g. for an interview) 

want ads: advertisements, usually in a newspaper, for jobs that are available 
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CORRESPONDENCE 

 
4.  BUSINESS  LETTER  FORMAT 

 
DISCOVERING  CONNECTIONS 

 
1. Do you like getting letters? From whom? 

2. What is the first thing to draw your attention in the letters you get? 

3. Do you like writing letters? 

4. Do you often write letters? To whom? On what occasions? 

5. Have you ever written a business letter? To whom? On what occasion? 

6. Is it necessary to know your correspondent’s name? How would you greet 

your correspondent if don’t know his or her name? 

7. Do you agree that with the spread of computers and high technologies it is 

always impolite to hand write a letter? 

8. Why is it still important to know how to write business letters today? 

 

 

THEORY 

 

I N T R O D U C T I O N 

A very large part of the business of the world is conducted by means of 

correspondence. Writing good business letters is a matter of detailed and quite 

specialised technique. Whether you are making an application for a job, rais-

ing a query about a holiday booking, or writing a protest to the local authority, 

there are important rules to be observed: 

– use a simple but polite style of language; 

– avoid slang, colloquialisms and old-fashioned phrases; 

– beware of idioms; 

– avoid jargon and technicalities they may not understand; 

– use few shortened verb forms; 

– use single verbs rather than phrasal verbs; 

– do not leave out words such as pronouns; 

– take care of abbreviations and figures; 

– keep the tone of your letter friendly; 

– include just the right amount of information (but better to include too much 

than too little); 

– say everything you want to say in a logical sequence; 
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– check the layout and make sure it helps rather than hinders the message. 

Your letter should always be neat, courteous, and concise. You will want 

your letter to be read easily, and without too much effort by the reader. You 

will want the letter’s contents to be taken seriously and to create an impression 

that you are a person or an organisation whose requests, complaints, or views 

cannot be brushed aside. Whether it’s to inform the reader or trigger some ac-

tion from them, a good business letter has exactly the same attributes as a per-

son you’d want to do business with. It: 

 talks to you clearly and straightforwardly; 

 is courteous and polite, open and honest; 

 has a personality; 

 is aware of who you are and what your needs are. 

Next comes the choice of typing or writing your letter. The rule is to type 

or word-process all business letters, although there are still some occasions 

where the use of a computer would give a wrong impression. Letters of condo-

lence are a good example of this. 

 

PARTS  OF  BUSINESS  LETTERS 

I. Indispensable Parts of Business Letters 

Every business letter should contain a sender’s address, a date, an inside 

address, a salutation, a body, a complimentary close, and a signature. 

Sender’s Address. The sender’s address consists of three lines in the upper 

right corner of your stationary or on the left, depending on which form you use. 

The first line gives your street address or route number. It also has your apartment 

number, if you have one. The second line gives your town or city, state and post-

code. You may spell out the name of your state, use the standard abbreviation, or 

use the Postal Service abbreviation. The third line gives your country if you 

write to another country. In the UK, in contrast to the practice in some countries, it 

is not usual to write the sender’s name before the sender’s address. 

When you have a printed letterhead, it gives a great deal of information 

about your company. The name of the Chairman (or, in the USA, the Presi-

dent), who runs the concern, may also be given, as well as the names of the 

Directors, who decide the overall policy of the firm. The Managing Director 

(in the USA, Chief Executive), who takes an active role in day-to-day running 

of the company, may be mentioned if he is different from the Chairman. 

In addition to the address of the office from which the letter is being sent, the 

letterhead may also give the address of the head office or registered office if dif-

ferent and the addresses of any branches or other offices the company owns. 
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Telephone, telex, fax numbers, and a cable (telegram) address may also be 

given. The registered number appears in small print, sometimes with the coun-

try or city in which the company was registered. The VAT number (Value 

Added Tax) may also be given. 

Date. The date is written three lines below the sender’s address, sometimes 

separated from it by a space. In the case of correspondence with a printed let-

terhead, it is usually written on the right-hand side of the page. 

The month in the date should not be written in figures, as they can be con-

fusing; for example, 11.1.93 means 11th January 1993 in the UK but 1st No-

vember 1993 in the USA. Nor should you abbreviate the month, e.g. Nov. for 

November, as it simply looks untidy. It takes a moment to write a date in full, 

but it can take a lot longer to find a misfiled letter, which was put in the wrong 

file because of the date confusing. 

Many firms leave out the abbreviation ‘th’ after the date, e.g. 24 October 

instead of 24th October. Other firms transpose the date and the month, e.g. Oc-

tober 24 instead of 24 October. These are matters of preference, but whichev-

er you choose you should be consistent throughout your correspondence. 

Inside (receiver’s) address. This is written below the sender’s address and 

the date. The inside address consists of the surname of the person you are writing 

to, his/her title or position in the company, the name of a particular department in 

the company, the name of the company, the address of the company. 

 If you know the surname of the person you are writing to, you write this 

on the first line of the address, preceded by a courtesy title and either the per-

sons initial(s) or his/her first given name, e.g. Mr J.E. Smith or Mr John Smith, 

not Mr Smith. 

Courtesy titles used in addresses are as follows: 

Mr (with or without a full stop; pronounced /`mist∂/) – for a man; 

Mrs (with or without a full stop; pronounced /`misiz/) – for a married woman; 

Miss (with or without a full stop; pronounced /mis/) – for an unmarried wom-

an; 

Ms (with or without a full stop; pronounced /miz/) – both for married and un-

married women. Many women now prefer to be addressed by this title, 

and this is a useful form of address when you are not sure whether the 

woman you are writing is married or not; 

Messrs (with or without a full stop; pronounced /`mes∂z/; abbreviation for Mes-

sieurs, which is never used) – used occasionally for two or more men 

(Messrs P. Jones and B.L. Parker) but more commonly forms part of a 

firm’s name when there are surnames in it (Messrs Collier & Clerke & Co.). 

Special titles, which should be included in the addresses, are many. They 

include: 
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– academic or medical titles – Doctor (Dr.), Professor (Prof.); 

– military titles – Captain (Capt.), Major (Maj.), Colonel (Col.), General 

(Gen.); 

– aristocratic titles – Sir (which means that he is a knight; not to be confused with 

the salutation Dear Sir and always followed by a given name, e.g. Sir John 

Brown, not Sir J. Brown), Dame, Lord, Baroness, etc. 

– Esq (with or without a full stop; pronounced /es`kwai∂/; abbreviation for 

Esquire) is seldom used now. If used, it can only be used instead of Mr and 

is placed after the name. Don’t use Esq and Mr at the same time, e.g. Bruce 

Hill Esq, not Mr Bruce Hill Esq. 

All these courtesy titles and special titles, except Esq, are also used in salu-

tations. 

 If you don’t know the name of the person you are writing to, you may 

know or be able to assume his/her title or position in the company, (e.g. The 

Sales Manager, The Finance Director), in which case you can use it in the ad-

dress. 

 Alternatively you can address your letter to a particular department of 

the company, e.g. The Sales Department, The Accounts Department. 

 Finally, if you know nothing about the company and do not want to 

make any assumptions about the person or a department your letter should go 

to, you can simply address it to the company itself, e.g. Soundsonic Ltd., 

Messrs Collier & Clerke & Co. 

 After the name of the person and/or the company receiving the letter, the 

order and style of addresses in the UK is as follows: 

Name of house or building 

Number of building and name of street, 

road, avenue, etc. 

Name of town or city and postcode 

Name of country 

For example, Industrial House 

34-41 Craig Road 

Bolton BL4 8TF 

UNITED KINGDOM 

Some European addresses may place the number of the building after the 

name of the street. It is also common to substitute the name of the country 

with an initial before the district code number, as in the two examples below: 

Falcotà di Medicina 

Via Gentile 182 

I–70100 Bari 

Lehrstul für Bodenkunde 

Amalienstrasse 

D–8000 München 40 

If punctuation is used, a comma, except the last line, follows each line of 

the address. But the majority of firms now use open punctuation, i.e. without 

any commas. 
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Salutation. The salutation is the greeting. In it, capitalize the first word and 

all the nouns. Here are some ways to open a letter: 

Dear Sir or Madam, Dear Sirs – to a company 

Dear Sir – to a man if you don’t know his name 

Dear Madam – to a woman if you don’t know her name 

Dear Mr Smith – to a man 

Dear Ms Smith – to a married or unmarried woman 

Dear Mrs Smith – to a married woman 

Dear Miss Smith – to an unmarried woman 

Dear John – to a friend or someone you know well 

Letters don’t usually open with Dear Mr John or Dear Mr John Smith. Un-

less you know that a woman prefers to be known as Miss or Mrs, it is best to 

use Ms. Don’t make assumptions about your correspondent’s sex if you don’t 

know it: use Dear Sir or Madam. If you know the person’s name but not 

his/her sex (either because he/she only signs with an initial, or because his/her 

given name is new to you), then use Mr/Mrs… , e.g. Dear Mr/Mrs Barron. 

The comma after the salutation is optional. Note that in the USA a letter to 

a company usually opens with Gentlemen, followed by a colon, not with Dear 

Sirs. In American English, a job title is sometimes used to open a letter, e.g. 

Dear Corporate Section Manager. 

Body. The body of the letter contains the paragraphs that state your busi-

ness. Leave an extra line of space between the salutation and the first para-

graph. Also leave an extra line of space between paragraphs. 

Most letters have three parts in the body. These are as follows: 

An opening says what you are writing. 

The main message gives the details. 

The close usually talks about the future. 

Complimentary Close. Complimentary close appears below the last para-

graph. The way you close the letter depends on how you open it. 

Dear Sir or Madam – Yours faithfully 

Dear Mr/Ms/Mrs/Miss Smith – Yours sincerely 

Dear John – Best wishes, Yours truly 

Note, that the Americans tend to close even formal letters with Yours truly 

or Truly yours, which is unusual in the UK in commercial correspondence. In 

American English Faithfully yours, Sincerely yours are used instead of Yours 

faithfully, Yours sincerely. 

The comma after the complimentary close is optional. Make sure to capi-

talize the first word. 
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The position of the complementary close – on the left, right or in the centre 

of the page – is a matter of choice. It depends on the form of the letter 

(blocked letters tend to put the close on the left, intended letters tend to put it 

in the centre) and on your firm’s preference. Make sure it aligns with the first 

word of the sender’s address or of the inside address. 

Signature. The signature is, of course, your name. Always write it in long-

hand, even if you type your letter. Place you signature under the complimen-

tary close. Always type your name after your handwritten signature and your 

position in the firm after your typed signature, even if your letter is handwrit-

ten. This is known as the signature block. 

It is, to some extent, a matter of choice whether you sign with your ini-

tial(s) (D. Jenkins) or your given name (David Jenkins), and whether you in-

clude a courtesy title in your signature block. But if you give neither your giv-

en name nor your title, your correspondent will not be able to identify your sex 

and may give you the wrong title when he/she replies. 

Including titles in signatures is, in fact, more common among women than 

among men, because many women like to make it clear either that they are 

married (Mrs) or unmarried (Miss) or that their marital status is not relevant 

(Ms), and partly because there is still a tendency to believe that important po-

sitions in a company can only be held by men. 

Sometimes the term per pro (p.p.) or for and on behalf of is used before the 

typed signatures. It means ‘for and on behalf of’. Secretaries sometimes use 

p.p. when signing letters on behalf of their bosses. Before the handwritten sig-

nature a company signature (a printed or stamped name of the company) is 

sometimes used to emphasize that the writer is acting on behalf of the company. 

 

II. Optional Parts of Business Letters 

The attention line, the subject title, references, enclosures, the confidence 

notation, the copy notation, the postscript are regarded as optional parts of a 

business letter. 

Attention Line. An alternative to including the recipient’s name or posi-

tion in the address is to use an attention line. The attention line is placed below 

the inside address and above the salutation. It is always underlined to draw the 

correspondent’s attention to the fact that this letter should be forwarded to a 

particular person in the company. Make sure to capitalize the first word and 

the first letters in the name of the person’s position in the company. When you 

use an attention line, address you letter to the company and use the salutation 

Dear Sirs or Gentlemen. 

Subject Title. The subject title is placed below the salutation and above the 

body. You should underline it and capitalize all the nouns in it. 



   86 

The subject title provides a further reference, saves introducing the subject 

in the first paragraph, immediately draws attention to the topic of the letter, 

and allows the writer to refer to it throughout the letter. To refer to the topic of 

the letter, the words above and above-mentioned are used, e.g. the above invoice. 

Reference. References are usually written below the sender’s address or 

the printed letterhead. References are quoted to indicate what the letter refers 

to (Your Ref.) and the correspondence to refer to when replying (Our Ref.). 

References may either appear in figures (e.g. 661/17), which may refer to the 

chronological number of the letter and the number of the department. Refer-

ences may also contain the initials of the writer or/and the typist (e.g. DS/MR 

stands for Donald Sampson, the writer, and for his secretary Mary Raynor). 

Here are some ways to write references: 

Our reference (Our ref.) 

Your reference (Your ref.) 

In your reply please refer to … . 

Our file No. … . 

Please quote No. … when replying. 

Enclosures. If there are any enclosures, e.g. leaflets, prospectuses, etc., 

with the letter, these may be mentioned in the body of the letter. But many 

firms in any case write Enclosure, Enclosures, Enc., or Encl. at the bottom of 

the letter, and when there are a number of documents, these are listed. The 

first letters are capital and the articles are omitted in the list of the enclosed 

documents. 

Confidence Notation. The phrase Private and confidential may be written 

at the head of a letter or below the inside address, and more importantly on the 

envelope, in the case where the letter is intended for the eyes of the named re-

cipient. It should always be underlined. There are many variations of the 

phrase – ‘Confidential’, ‘Strictly confidential’ – but little difference in mean-

ing between them. 

Copy Notation. The copy notation c.c. (carbon copies) is written, usually 

at the end of the letter, when copies are sent to people other than the named 

recipient. The names of those who will receive copies of this letter follow the 

copy notation. Sometimes you will not want the recipient to know that other 

people have received copies. In this case, b.c.c. (blind carbon copies) is writ-

ten on the copies themselves, though not on the top copy (the original letter). 

Postscript. The postscript is written at the very bottom of the letter only in 

the case when after the letter had been singed something very important hap-

pened. We treat postscripts in the same way as we treat other paragraphs, ex-

cept that we precede each postscript by P.S., PS: or PS. 
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ADDRESSING  ENVELOPES 

The envelopes should be of the same colour and quality as the letterhead 

paper. Write the address slightly below the centre of the front of the envelope. 

The address should contain the same information found in the inside address 

on your letter. However you should use the Postal Service abbreviations on 

envelopes. Above the address mark the way of delivery – REGISTERED, 

AIR-MAIL, EXPRESS DELIVERY, TO BE CALLED TO. If the envelope 

doesn’t contain a printed return address, be sure to type a return address in the 

upper left corner – it should not be typed on the back of the envelope. In con-

trast to the sender’s address on your letter, the return address on the envelope 

may start with the sender’s full name. Type the attention line or any personal 

notation below the return address. Capitalize each word, and underline the en-

tire notation. 

 

BUSINESS  LETTER  LAYOUT 

Block Style 

a   
Bredgade 51, 

DK 1260, 

Copenhagen K, 

DENMARK 

6th May 2004 

Soundsonic Ltd, 

Warmick House, 

Forest Hill, 

London SE23 1JF, 

UNITED KINGDOM 

For the attention of the Sales Manager 

Dear Sir or Madam, 

Please would you send me details of your quadraphonic sound systems which 

were advertised in the April edition of Sound Monthly? 

I am particularly interested in the Omega range of equipment that you specialize in. 

Yours faithfully, 
B. Kaasen (Ms) 

B. Kaasen 

Start all parts of the letter at the left margin. Leave adequate margins on all 

sides of your letter. Use the block style only when you are typing your let-
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ter. (a) In this unit, you will see some other ways of laying out business letters, 

but the ‘block style’ is the most useful to learn because it is accepted every-

where. 

Modified Block Style 

b                                                                    
SOUNDSONIC Ltd. 

Warmick House, Warmick Street, Forest Hill, London SE23 1JF 

Chairman John Frank O.B.E. Directors S.B. Allen M.Sc., N. Ignot 

Telephone (081) 566 1861   Fax: (081) 566 1385   Telex: 819713 

 

Your ref: 6 May 2004 

Our ref: DS/MR 

 

Date: 11 May 2004 

Ms. B. Kaasen 

Bredgade 51 

DK 1260 

Copenhagen K 

DENMARK 

 

Dear Ms Kaasen 

Thank you very much for your enquiry which we received today. 

I am enclosing our catalogue and price-list for the equipment you said you 

were interested in. I would like to draw your attention to pages 31-35 in the 

catalogue where you will find full details of the Omega range. 

We would welcome any further enquiries you have, and look forward to 

hearing from you. 

Yours sincerely 
Mary Raynor (Ms) 

p.p. D. Sampson 

Sales manager 

2 Enc.: Catalogue 

Price List 

 

The sender’s address, the date, the complimentary close, and the signature 

block appear on the right. You may intend paragraphs, or you may start para-

graphs on the left, as in the block style. Leave adequate margins on all sides of 

your letter. (b) 
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USEFUL  EXPRESSIONS  AND  PHRASES 

Initiating a letter: 

We are writing to enquire about …  

We are writing in connection with …  

We are interested in … and we would like to know … 

 

Answering a letter: 

Thank you for your letter of (date) asking if … 

We have received your letter of (date) enquiring about … 

We acknowledge with thanks receipt of your letter dated (date) enclosing … 

We are obliged for your letter of (date) concerning … 

 

Ending a letter: 

I look forward to receiving your reply/order/products/etc. 

Looking forward to hearing from you. 

I hope that this information will help you. 

Please contact me if you need any further information. 

Please feel free to contact me if you have any further questions. 

Please let me know if you need any further information. 

 

Referring: 

With reference to … 

Further to … 

With regard to … 

I am writing in connection with … 

Referring to your (our) letter of … 

We revert to our telephone conversation … 

With further reference to … 

Notice that you shouldn’t start your letter with ‘with regard to’. 

 

Giving good/bad news: 

good news      

  pleased  tell  

 I am delighted to inform you that 

  happy  advise  

bad news      

    tell  

 I regret to inform you that 

  am sorry  advise  

 We regret that …    
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Saying what you can and cannot do: 

We are unable to … 

We are able to … 

We have been forced to … 

 

Giving reasons: 

 due to … 

 owing to … 

This is as a result of … 

 because of … 

Notice that ‘owing to …’ is normally only used for bad news. If you want 

to use a verb after these phrases, add the fact that … , e.g. ‘This is due to the 

fact that the dollar has fallen’. 

 

Apologizing: 

We must apologize for … 

We apologize for … 

We are extremely sorry for … 

We are extremely sorry that … 

 

 At the end of the letter: 

Please accept our apologies once again. 

We hope that this has not caused you any inconvenience. 

With apologies once again. 

 

Requesting information or action: 

  If it is urgent, add: 

We would be grateful if you 

could  

let us know (about/if) … 

 

inform us (about/if) … 

give us some further de-

tails about … 

as soon as possible. 

 

without delay. 

immediately. 

Please could you 

We would appreciate it if you 

could 

 

Making a mild complaint: 

– say that, unfortunately, something is wrong. For example, 

Unfortunately, we haven’t yet received the filing cabinets. 

 

– then, request some action. For example, 
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Please could you  

We would be grateful if you could deliver them soon. 

We would appreciate it if you could  

 

Making a point: 

I should like to draw your attention to (the fact that) … 

I should like to point out that … 

I should like to remind you that … 

I hope that it is not necessary to remind you that … 

 

Warning: 

Unless … we will be forced to … 

If … (not) …  

 

Making a strong complaint: 

– say exactly what is wrong. For example, 

It is now over nine months since we placed this order and we are still waiting 

for the cabinets. 

– make a point connected with this. For example, 

I should like to point out that we have already paid for these cabinets. 

– demand immediate action. For example, 

We must insist, therefore, that you deliver them immediately. 

– give a warning, if you think it is necessary. For example, 

Unless we hear from you within 7 days, we will take legal action. 

 

Making a letter more personal: 

 

You can open a less formal letter with: 
It was a pleasure to (meet you at/on…) 

It was good to (see you again at/on…) 

(hear from you again.) 

It was a pity that (we did not have more time to talk at/on…) 

I am sorry that (I missed you when you visited my office.) 

 

At each phrase you can say something about what you said – or could not 

say – to each other, like this: 
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Thank you for your letter. It was very interesting to hear about the new devel-

opments at Wentol. 

It was a pity that I missed you when you visited my office last week. I would 

like to have heard all your news. 

It was a pleasure to have dinner with you last Thursday. I think we had a very 

useful discussion. 

It was good to talk to you on the telephone today. I was pleased to hear that 

you will be coming to visit us next month. 

 

If you are writing to someone you know and you want to be friendly, you 

can introduce your letter in the following ways: 

Giving information I thought you might be interested to hear about … 

Requesting information or action I was wondering if you could help me. 

Complaining I am afraid we have a small problem. 

Giving bad news I am afraid I have some bad news. 

 

Less formal letters often close by mentioning something personal. For ex-

ample: 

I look forward to seeing you again next time I am in Bahrain. 

If ever you are in London, please give me a ring or call in. 

Please give my regards to Diana Smith. 

Please pass on my best wishes to Mr Lund. I hope that he has now recovered 

from the ‘flu. 

 

 

READING 

SPECIMEN  LETTERS 

I. Letter  Layout. 
 

Ex. 1. Look at the following two letters and answer the questions. 

1. What can you notice about the layout of the paragraphs? 

2. Is there any punctuation in the addresses? 

3. What differences are there between the two letters? 

4. What style is it? 

 

Word List: 

expand – make bigger 

filing cabinets – office furniture for keeping files and folders 

pp – ‘in the place of’ 
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Ex. 2. There are many ways to lay out a business letter. The letters from In-

tercity Bank are examples of the most common way. Complete the descrip-

tion: 

 

 The name and address of the addressee (the person you are writing to) are 

at the top on the __________ (left or right?). 

 There is no punctuation in the address or after “Dear ...” or after “Yours 

faithfully/sincerely”. 

 The date is on the __________ (left or right?). 

 The paragraphs start at the margin. Between each paragraph there 

is ___________ . 

 Under the signature, there is ___________and __________ . 

 
1) 

 

 

 

 

 

 

 

 

 

Prapatan Office Supplies 

Jalan Prapatan 7 

Jakarta 

   Intercity   Bank   plc 
Jalan Thamrin 58 

Jakarta 11196 

Indonesia 

Tel 021-6376018 

Fax 021-6376333 

wvwv.intercity.com/indonesia 

Your ref: 

Our ref: JL/da/246 

12 January 2004 

 

Dear Sir or Madam 

We are expanding our offices in Jakarta and we will need extra desks, 

lights, chairs and filing cabinets. 

Please send us your catalogue with prices, sizes and colours for these 

items. 

Yours faithfully 
Jennifer Long 

(Ms) Jennifer Long 

Manager 
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2) 

 

 

 

 

 

 

 

 

Mr S Basuki 

Jakarta Furnishings 

7 Jalan Arjuna 

Jakarta 

   Intercity   Bank   plc 
Jalan Thamrin 58 

Jakarta 11196 

Indonesia 

Tel 021-6376018 

Fax 021-6376333 

wvwv.intercity.com/indonesia 

Your ref: 

Our ref: JL/fh/246 

12 January 2004 

 

Dear Mr Basuki 

Office furniture 

We are expanding our offices in Jakarta and we will need extra desks, 

lights, chairs and filing cabinets. 

Please send us your catalogue with prices, sizes and colours for these 

items. 

Yours sincerely 

Susan Woods 

pp Jennifer Long 

Manager 
 

 

 

II. Parts of a Letter, Beginning and Ending. 
 

Interfon, Inc., USA, is looking for new business so they sent a letter to their 

bank’s branch in Bahrain. They received the faxed reply shown. Read the let-

ters and answer the questions. 

1. What differences are there between the layouts of the two letters? 

2. How can Eastern Bank help Interfon? 

3. Do they send anything with their letter? How could you know about it? 

4. How do Eastern Bank begin the body of their letter? 

 

Word List: 

:  – sometimes used after opening in American English 

catalogs – British English: catalogues 
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Sincerely yours – British English: Yours sincerely/Yours faithfully 

inquire – ask 

forward – send further, pass on 

enc – short for 'enclosure' 

top copy – the original letter (rather than a photocopy or fax) 

records – files 

Dear Corporate Section Manager: – in American English, a job title is 

sometimes used to open a letter (British English: Dear Sir or Madam). 

 
1) 

 

 

Your ref 

Our ref   RW:jd 

 

Corporate Section Manager 

Eastern Bank 

PO BOX 3455 

Bahrain 

Arabian Gulf 

Interfon. Inc. 

1677 sea Harbor Drive 

Orlando, Florida 35509 

USA 

Telephone: 407-240 3000 

Fax: 407-240 5454 

export@interfon.com 
_______________________ 

February 8, 2006 

Dear Corporate Section Manager: 

We are writing to inquire about agents for our products in Bahrain. Your 

branch in Orlando, Florida, has told us that you may be able to help us. 

We manufacture radio telephones. At present, we export to Europe and 

Latin America, but we would like to start exporting to the Arabian Gulf. 

Could you please forward this letter to any companies in Bahrain that 

might be interested in representing us? We enclose some of our catalogs. 

 

 

Sincerely yours 

Robert J. Winston 
Robert J. Winston 

Export Division 

enc 
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2)    20   2   2005  15:03   FROM:    EASTERN   BANK,    BAHRAIN    254363    p. 01 

 

 

Your ref: RW:jd 

Our ref: HD/mm 

 

Mr Robert J Winston 

Export Division Interfon, Inc. 

1677 Sea Harbor Drive 

Orlando, Florida 35509 

USA 

EASTERN BANK 
PO Box 3455 Bahrain 

Arabian Gulf 

Tel 254809   Fax 254363 

www.easternbank.com.bh 

 

 

20 February 2006 

Dear Mr Winston 

Thank you for your letter of 8 February, enquiring about agents for your 

products. I am faxing this reply now but I will forward the top copy to you for 

your records. 

We have passed your letter on to the following companies who will contact 

you direct: 

Arabian Electronics PO Box 26180 Bahrain 

Al Khajah Ltd PO Box 453 Bahrain 

Zayani Radio and Television PO Box 76511 Bahrain 

We hope that this will help you. 

Yours sincerely 

Husain Dhaif 

Husain Dhaif 

Corporate Section 
 

 

 

III. References, Subjects, Notations and Copies. 

Read the letter and answer the questions. 

1. Is anybody besides Ms Kaasen allowed to read this letter? 

2. Is it the top copy (the original letter) or a carbon copy? 

3. Who will be sent the copies? 

4. What is the subject of the letter? 
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SOUNDSONIC Ltd. 

Warmick House, Warmick Street, Forest Hill, London SE23 1JF 

Chairman John Frank O.B.E. Directors S.B. Allen M.Sc., N. Ignot 

Telephone (081) 566 1861   Fax: (081) 566 1385   Telex: 819713 

 

Your ref: 

Our ref: DS/MR 

 

Date: 21 July 2004 

Ms. B. Kaasen 

Bredgade 51 

DK 1260 

Copenhagen K 

DENMARK 

Private and confidential 

Dear Ms Kaasen 

Non-payment of invoice 322/17 

I am sorry to see that, despite several reminders, you have not yet paid the 

above invoice. Unless, therefore, the account is cleared within 14 days of the 

above date, I shall have no alternative but to place the matter in the hands of 

our solicitors. 

Yours sincerely 
Mary Raynor (Ms) 
p.p. D. Sampson 

Sales manager 

c.c. Messrs Poole & Jackson LTD, Solicitors 

 

Word List: 

enquiry – запрос 

enclose – прилагать 

full details – полные подробности 

price-list – прейскурант 

the above invoice – вышеупомянутый счет 

reminder – напоминание 

clear an account – очистить учетную запись 

place the matter in the hands of our solicitors – передать дело в руки 

наших поверенных 
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COMPREHENSION 
 

Ex. 1. Answer the questions. 

1. What parts does a business letter contain? Which of them are obligatory? 

Which ones are considered to be optional? 

2. Where is the sender’s address usually written? What does it consist of? 

3. How many ways of writing a date do you know? 

4. What may an inside address contain? Where is it placed in a business letter? 

5. Speak about the ways of greeting your correspondent in a business letter. 

What does the form of salutation depend on? 

6. What does the body of the letter consist of? Should it always bi intended? 

7. What can you say about the ways of closing a business letter? 

8. Which part of a letter is known as a signature block? How should a busi-

ness letter be singed? 

9. How can you let the recipient know that the letter has some enclosures? 

10. How can you draw the reader’s attention to the topic of the letter? Speak 

about the subject title. 

11. What are references used for? Where are they placed in a business letter? 

12. What would you write if you wanted your letter to be passed on to a par-

ticular person? 

13.  Can you state the differences between a ‘blocked’ letter and a ‘modified 

blocked’ letter? 

14. Which rules on the content and style must be observed when writing a 

business letter? 

15. What should you start writing a letter with? What main parts does a body 

have? 

16. What can you say about punctuation and capitalization in business letters? 

17. Which business letters can be handwritten? 

18. Can you describe the procedure of addressing the envelope? 

 

Ex. 2. Join these salutations and complimentary closes. 

a) Dear Mrs Wilson   b) Dear Madam  c) Dear Ms Hemsuchi  d) Dear Susanna 

e) Dear Mr Gonzalez        f) Dear David       g) Dear Sir or Madam 

 
 

 

 

Best wishes Yours faithfully Yours sincerely 
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Ex. 3. There are ten mistakes in this letter. Can you find them? Write out the letter 

correctly, in ‘block style’. 

Ms Margareta Lindell, 

Slotsberget 26, 

Göteborg 41803, 

Sweden. 

 

Your ref 

Our ref FH/ts 

 

181 North Street 

London W1M 2FM 

Tel. 020-8676 9096 

Fax 020-8676 9222 

sales@islands.co.uk 

www.islands.co.uk 

ISLANDS 

WORLD 

HOLIDAYS 

 

Dear Sir 

Thank you for your letter of the nineteenth of May two thousand and one. 

I have pleasure in sending you our brochure with details of all our holidays. 

I look forward to hearing from you. 

2005, may 22nd 

Best wishes 

Sales Manager 

Fred Henderson  
Fred Henderson 

 

Ex. 4. Put in the missing salutations and complimentary closes. 

a) The manager 

Fuchi Bank 

Tokyo 101 

Dear …………. 

Yours ………… 

b) John Hall 

Ave Paul Hymans 

1200 Brussels 

Dear …………… 

Yours ………….. 

c) Ms B Carrillo 

Restaurante ¡Bien Padre! 

Guadalajara 

Dear ………….. 

………………… 

d) The Manageress 

Bells Supermarkets 

76 Oxford Road 

Bath BA2 5HD 

………………. 

……………….. 

e) Trufit Shoe Co. 

841 Pacific St 

Los Angeles 90121 

…………………… 

……………………. 

f) Mrs H Cheng 

5 Hatton Road 

Hong Kong 

…………………. 

………………….. 
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Ex. 5. These letters are mixed up. Put the sentences in it in the correct order. 

Rewrite the letters in block style (a) and modified block style (b). Add anything 

that is obviously missing. 

a) 

1. LM/hp 

2. Presser UK Limited 

199 Knightsbridge 

London SW7 1PJ 

Tel: 071 586 5733 

Telex: 22498 

Fax: 071 586 9474 

3. Linda Morgan (Mrs) 

4. Miss Juliette Rocache 

84 Ave du Generalle de Gaulle 

91 160 Longjumeau 

France 

5. Yours sincerely 

6. Managing Director-Administration 

7. Thank you for your letter of 6 May which has been passed on to me by 

Mr. Webb. 

Mr. Webb has asked to inform you of your conditions of employment re-

garding Social Security arrangements. In cases like yours where we provide 

work experience facilities for overseas students, an individual is not cov-

ered by UK Social Security as he/she is not considered as an employee. 

If you have any questions to ask on this or any other matter, please do not hes-

itate to get in touch. 

b) 

1. I must insist, therefore, that you refund at least 10% of our money. 

2. I would like to remind you that your advertisement said ‘superior hotels’. 

3. I am writing to complain about your Tour 5210 to Mexico. 

4. If we do not receive adequate compensation, I will be forced to write the 

local newspaper. 

5. The quality of the food in the hotels was terrible and everybody in our 

group was sick most of the time. 

6. Yours faithfully 

7. Daniel Thomas 

8. Mr Daniel Thomas 

9. Dear Sir or Madam 
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Ex. 6. These two letters are on the same subject but the language used is very 

different. The first is from the Inland Revenue and is formal. The second is 

from a friend and is informal. As you read underline the language which is 

equivalent in meaning but not in formality. 

 

Dear Mr. Williams, 

I am writing with reference to you letter of June 18 and apologise for the de-

lay in replying. However, the following are my comments on the various 

points you rise. 

A. UK tax assessment is at present based on 86% of earned income at the 

lowest threshold. 

B. It would be feasible to claim a rebate on any money earned abroad. 

C. You would be well advised to claim for UK tax exemption and declare 

income, following the standard procedure, the local income tax authori-

ties in your country of residence. 

I enclose a claim form (DST/689) for this purpose. 

I trust you will find this information useful. However, should you have any 

further queries do not hesitate to contact me. 

Yours sincerely, 

Alexander V. Volodko 
Alexander V. Volodko 

Information Officer 

 

 

 

Dear Bill, 

Thanks a lot for your letter which I got on Wednesday. Sorry I haven’t got 

back to you sooner, but anyway, here are my ideas on the things you wanted 

clearing up. 

A. You have to fork out about j of your pay packet for the taxman. 

B. There’s no way you can get anything back on money made abroad. 

C. Your best bet is to ask not to pay tax in UK and tell tax people over 

there how much you earn. 

Hope this is OK. If there is anything else you want to know drop me a line. 

All the best, 

Bob 
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Ex. 7. Decide which of these sentences are formal and which are informal. 

Group together those with a similar meaning. 

1. How about looking at Dimitry’s idea? 

2. Much as I would like to be an assistance, it is beyond my power to inter-

vene. 

3. Say ‘hello’ from me and tell Samira to get better soon. 

4. As this matter is entirely beyond our control, we are unable to proceed 

with a reimbursement. 

5. I suggest we consider Mr Bozena’s proposal closely. 

6. Thanks for your recent note. 

7. We can’t do anything about it, so we can’t give you any money back. 

8. I would be grateful if you would convey my best wishes to Mrs El Hazir 

and hope she has a speedy recover. 

9. Before we said yes we’d have to work out how much it’d cost. 

10. I acknowledge receipt of your letter of 5 January. 

11. It’s great to know you’re backing us all the way. 

12. I’d like to help but I can’t do anything. 

13. I am pleased to learn that you are giving us every encouragement. 

14. Prior to any commitment on our part, we would have to assess the finan-

cial implications. 

 

Ex. 8. Mach the informal phrases (1 – 15) with the neutral/formal phrases 

(a – o) with the similar meaning. 

Informal Neutral/Formal 

1) What do you need? 

2) Thanks for the letter of 12 

Feb. 

3) Sorry, I can’t make it. 

4) I’m sorry to tell you that … 

5) I promise … 

6) Could you …? 

7) You haven’t … 

8) Don’t forget … 

9) I need to … 

10) Shall I …? 

11) But … /Also … / So … 

12) Please could you … 

13) I’m sorry for … 

14) Re … 

15) See you next week. 

a) With regard to … (or With reference to) 

b) I can assure you that … 

c) We note from our records that you have not  

d) Please let us know your requirements. 

e) I was wondering if you could … 

f) We would like to remind you that … 

g) I look forward to meeting you next week. 

h) Thank you for your letter dated 12 Febru-

ary. 

i) I am afraid I will not be able to attend. 

j) Would you like me to …? 

k) I would be grateful if you could …  

l) Please accept our apologies for … 

m) It is necessary  for me to … 

n) We regret to advise you that … 

o) However … / In addition …/ Therefore … 
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Ex. 9. Read the following sentences. Decide whether they are beginnings (B) 

or endings (E). Then decide whether they are formal (F), neutral (N) or infor-

mal (I). 

 

1. The computer network will be shut down for maintenance 

at 5pm on Thursday. 

B/E F/N/I 

2. Oh, yes – I’ll be back late tonight. Can you do the shop-

ping and buy something nice for dinner? Thx. 

B/E F/N/I 

3. I look forward to receiving your advice on this matter. B/E F/N/I 

4. What a surprise – how nice to hear from you! B/E F/N/I 

5. Bye for now. See you soon. B/E F/N/I 

6. I hope that everything is okay, but do not hesitate to con-

tact me if you need any clarification. 

B/E F/N/I 

7. Please find attached my report, as I have promised you in 

Friday’s meeting. 

B/E F/N/I 

8. I’m so happy for you! Write again soon and tell me how 

it’s going. 

B/E F/N/I 

9. We are writing to advise you about some changes in our 

price list. 

B/E F/N/I 

10. If you’d like any more details, just let me know. I’m away 

next week but Andrea is dealing with this in my absence. 

B/E F/N/I 

11. Just a quick note to say I really enjoyed last night. B/E F/N/I 

12. Simon and I have been talking about your holiday plans 

for next August. It looks like we won’t be able to join. I’m 

really sorry. 

 

B/E 

 

F/N/I 

 

 

Look back at the examples 1 – 12 and find: 

a) two written to someone unknown or little known. ..3./…. 

b) four written to colleagues, perhaps sent to several people. …./…./…./…. 

c) five written to a friend. …./…./…./…./…. 

d) one written to a very close family member. …. 
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Ex. 10. Choose between the given versions of one letter the best one in style, 

language and form. Give the reasons for your choice. 

 

a) 
Dear Mr Rohn, 

I have already written to you concerning your outstanding debt of ₤591. This 

should have been already cleared three months ago. You don’t seem to want 

to cooperate in paying us, and therefore we will sue if your debt is not cleared 

within the next ten days. 

Yours sincerely, 

 

Dear Mr Rohn, 

I refer to the previous letter sent on 10 October in which you were asked to 

clear the balance of ₤591 which has been outstanding since July. As you have 

not replied to the letter you leave little choice for me but to place the matter in 

the hands of solicitors. However I am reluctant to do this and I am offering 

you further ten days to settle the account. 

Yours sincerely, 

 

b) 

Dear Sir, 

I beg to acknowledge receipt of your letter of the 15th inst. in connection with our 

not clearing our account which was outstanding as at the end of June. 

Please accept our profuse apologies. We were unable to settle this matter due to the 

sudden demise of Mr Noel, our accountant, and as a result were unaware of those 

accounts which were to be cleared. We now, however, have managed to trace our 

commitments and take pleasure in enclosing our remittance for ₤620 which we trust 

will settle our indebtedness. 

We hope that this unforeseen incident did not in any way inconvenience you, nor 

lead you to believe that our not clearing our balance on the due date was an intention 

on our part to delay payment. 

We remain yours, 

 



   105 

Dear Mr Aldine, 

I am replying to your letter of 15 July asking to clear our June balance. 

I apologize for not settling the account sooner, but due to the unfortunate death of 

Mr Noel, our accountant, we were unable to settle any of our outstanding balances. 

Please find enclosed our cheque for ₤620, and accept our apologies for any incon-

venience. 

Yours sincerely, 

 

Ex. 11. The following is a reply to a letter from a firm interested in becoming 

an agent in the UK for a Swedish manufacturer of garden furniture. Choose 
the language which is the most appropriate for a formal reply. 

1Hi/Dear Mr Price, 

2Thanks/Thank you for you letter. 3We were happy/pleased to hear that you 

are interested in marketing our range of garden furniture. 

4But/However, before we 5make any decision/make up our mind, we would 

be grateful if you would 6provide us with/give us further information 
7concerning/about the organization of your firm, the territory it covers, the 

number of retailed outlets and your market share. 

8You would have to get us/ We would expect a minimum turnover of J 

600,000 before 9being in a position to/we could offer you a sole agency. 10We 

would want to get/We would wish to achieve a market share of at least 10% in 

the first two years. 

11Anyway/This said, if you feel your firm is able to meet these targets it 
12would be nice/would be useful to arrange an appointment to 13have a chat 

about/discuss the project 14in a bit more detail/further. 

I will be in England from 5-12 May and suggest we 15meet/get together then, 

if this is 16convenient/OK. Please confirm with my secretary if this is 17all 

right/satisfactory. 

18I look forward to hearing from you in the near future/Hope to get a letter 

from you soon. 

19Yours sincerely/All the best, 

Sven Jorgensen 
Sven Jorgensen 
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Ex. 12. Complete these letters. There are two things missing in each one. 

a) 

 

 

 

 

 

 

 

 

 

b) 

 

 

 

 

 

 

 

 

 

 

c) 

 

 

 

 

 

 

Daily Observer 

Special Report on Travel 

Agencies 

Advertising prices:  

Full Page…….…….. ₤1,100 

Half Page…….……..    ₤600 

Quarter Page…….….    ₤400 

Dear Miss Spencer 

……………………………. 

I am writing about the above in-

voice for ₤1,456.75.  

I would like to remind you that it 

is now three months since we de-

livered the goods. 

Please could we have your pay-

ment as soon as possible. 

……………………………… 

B.East 

Mr Brian East 

Accountant 

WESTERN COMPUTERS  

Invoice № 258 3/3/2004   

I DGS Computer 950 50 

I SHI OOO Monitor 300 25 

I Word Mate Word Pro-

cessing Package 

206 00 

Total ₤ 1,456 75 

 

Dear Sir or Madam 

………………………………………. 

This year the Daily Observer news-

paper will print a special report on 

travel agencies. We were wondering if 

your company would like to put an ad-

vertising in it. 

I enclose our price list and look for-

ward to hearing from you. 

………………………………………… 

Renate Makosch 

Renate Makosch 
Advertising Manager 

Dear ……………………………………………. 

Thank you for your letter of 12 February. 

I am happy to say that I will be at the Market-

ing Conference in Paris in March. 

I look forward to seeing you there. 

…………………………………………… 

John 

Reminder! 

Write Peter Brown 

about the conference 
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Ex. 13. Look through these letters. What do the writers say when they want to: 

a) refer to some event prior to the letter or to the last time that they contacted 

each other? 

b) give some good or bad news or give a reason? 

c) apologize for something they cannot do? 

d) request some action? 

e) complain and make a point? 

f) warn about their further actions? 

1   Dear Mr Williams: 

Further to our telephone discussion Thursday, I am delighted to tell you that we 

are now able to reduce the price of our Peach Series computers by 10%. This is 

due to the recent rise of the dollar. 

We look forward to receiving your order. If you need any further information, 

please let me know. 

Sincerely, 
J im Hutton  

Jim Hutton 

 
2   Dear Sir or Madam 

I am writing to confirm the details of our conversation yesterday, concerning 

a group travelling to Mexico. 

We would like to book 25 places on Sun Express holiday No. 5210, departing 

14th July. If it is not possible to book with Sun Express, we would accept the 

Golden Holidays tour. I will be away from home until 2nd June, so please 

take any necessary action to make sure that a holiday is booked. 

Please find enclosed a cheque for £2,500 as a deposit. 

Yours faithfully 
Dani e l  Thomas 

Daniel Thomas 

 
3        Dear Ms Long 

Order 2789 

I am writing in connection with the above order for office furniture. 

We regret to inform you that we are unable to deliver the Linton filing 

cabinets on time. This is as a result of problems at our supplier’s factory. 

With regard to the lamps and desks, we will deliver the goods before 

13 March, as agreed. 

With apologies, 

Yours sincerely 
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4    Dear Sr Muñoz 

Thank you for your fax dated 13 May concerning your order for five of our 

drills. 

We must apologize for the delay in shipping this order. This was due to un-

foreseen circumstances. However, we are dealing with your order now and it 

will be sent without further delay. 

With apologies once again, 

Yours sincerely 
Mona Stenlund 

Mona Stenlund 

Export Manager 

 
5   Dear Sir or Madam: 

Order 285 

Payment on the above order is now overdue. We would be grateful if you 

could send us your check without delay. 

Sincerely yours 

Jeff Hawkins 

Jeff Hawkins 

Customer Accounts  

 
6   Dear Mr Basuki 

Order 2789 

It is now over seven months since we placed the above order with you and we 

are still waiting for the Linton filing cabinets. I should like to remind you that 

we have already paid for these cabinets. We must insist, therefore, that you 

deliver them immediately or refund our money. 

Unless we hear from you within seven days, we will be forced to take legal 

action. 

Yours sincerely 
Jennifer Long 

Ms Jennifer Long 

 

Ex. 14. Here are the main messages from four letters. Choose the correct be-

ginnings and endings from sentences (a) – (h) and then add ‘Yours faithful-

ly/sincerely’ or ‘Best wishes’. 

a) Thank you for your telephone call today, enquiring about our prices. 

b) Looking forward to seeing you. 
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c) Thank you for your letter of 16 February concerning Arabian Electronics. 

d) I look forward to receiving your order. 

e) Thank you for your telephone call today. 

f) Thank you for your fax of 18 January, concerning our forthcoming visit to 

Hong Kong. 

g) I hope that this information will help you. 

h) Please feel free to contact me if you need any information about our other 

branches. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Ex. 15. Remember phrases introducing the subject of the letter. How would 

you start a letter about each of the following? 

a) invoice (No. 679) for a photocopier 

b) a meeting you have with the addressee on Jan. 16th  

c) an advertisement in The Times newspaper 

Dear Madam 

1…………………………………. 

We are happy to tell you that the 

above-mentioned company has al-

ways paid our bills on time. We 

have never had any problems with 

them. 

2…………………………………… 
R.J.Smith 

Ms R.J.Smith 

Manager 

Dear Mr. Hugo 

3………………………………………………. 

We sell three kinds of water heaters. The pric-

es in Euros are €300 (150 litres), €420 (200 

litres) and €690 (250 litres). I enclose some 

brochures. 

4……………………………………………… 

Jan van Oos 
Jan van Oos 

Sales Department 

FAX 

Dear Ms Wilson 

7……………………………………. 

I would be very happy to meet you in 

my office on the day you suggested, 

1August, at 11 a.m.. 

8……………………………………… 

F.G.Bending 

F.G.Bending 

Representative, South East Asia 

To:          Peter Black 

Subject:  Singapore 

 

Dear Peter 

5…………………………………………. 

I am sorry that I was not at the office when 

you rang, but here is the information that 

you wanted.  

The address of our branch in Singapore is 

54 Lui Fang Road, Jurong Town, Singa-

pore 2262. The manager is Mr S Rushford. 

6………………………………………… 
John 

John Blake 
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d) an application for a post as secretary in your company 

e) a fax order for six computers that you received today 

 

Ex. 16. Complete these sentences using phrases for referring and giving good 

or bad news. 

a) …………………… your order for some cupboards, 

…………………… we have had to increase the price. 

b) ………………..… your application for a post as secretary, 

………………….. that we would like you to start work as soon as possible. 

c) …………………… your application for a post as secretary. 

…………………… you were not successful. 

d) …………………... our telephone conversation this morning, 

…………………... that your car is now ready for you to collect. 

 

Ex. 17. Write complete sentences as in the example. Use phrases giving rea-

sons. Be careful with e. (See Useful Expressions and Phrases). 

EXAMPLE:     increase prices – fall of the dollar 

We have been forced to increase our prices. This is owing to the 

fall of the dollar. 

a) delay the delivery of the goods – strike by airline pilots 

b) increase all salaries by 10% – rise in sales 

c) cut all salaries by 10% – fall in sales 

d) cannot deliver your new order – have not received your payment for the 

last order 

e) cancel the meeting – a lot of staff have been ill 

 

Ex. 18. What would you write in the following situations (giving information, 

requesting, giving good or bad news, complaining, etc.)? Write the bodies of 

these letters. 

1. You have seen an advertisement in the newspaper for an underwater 

camera. You want to know if they also sell underwater video cameras. 

2. The photocopier in your office has broken down. You want to have it re-

paired, quickly. 

3. You have moved your office and you want the post office to forward your 

letters to your new address. 

4. You have to book hotel rooms for 40 people for 3 nights. You want to 

send a letter to four different hotels to ask them what they charge. 

5. This morning you found a message on your answering mashing. A wom-

an wanted to order 35 boxes of paper towels. Unfortunately, your compa-
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ny makes furniture, not paper towels. She telephoned the wrong number. 

Your number is 273 456. The number she needs is 237 456. 

6. You are a sub-manager of a bank. There has been a change in government 

regulations. Interest rates have increased to 12% for deposits and 14% for 

loans. You have to write letters to customers who have deposit accounts 

at your branch and customers who have a loan from your branch. 

7. You work for a manufacturer of sports clothes. You are travelling to Los 

Angeles next month and you want to know if it is possible to meet the 

managing director of number One Sports Shops there. You will telephone 

next week to confirm. 

8. A businessman is going to your country. He wants you to get a visa for 

him. You need the details about his passport (his nationality, date of birth, 

where his passport was issued, and when it expires). 

9. A company has sent you a bill for the wrong goods. 

10. Two temporary secretaries do not speak English. You have to write to the 

agency who sent them to you. 

 

DIALOGUE 

Ex. 1. Read the conversation in pairs. 

Secretary: The Russia’s Chamber of Commerce has sent us this letter from a 

London company – Brown&Co., Ltd. they are interested in Caviar. 

Manager: (reading the letter) Are they in the Trade Directory? 

Secretary: Yes, they are. There are only three lines about them in the Directo-

ry, as Brown&Co., Ltd., are a private company. 

Manager: What’s their share capital? 

Secretary: It’s 20,000 pounds, fully paid. What shall I write them? 

Manager: Write them we can’t offer any caviar now, but at the beginning of 

February we are going to start negotiations with our customers for the sale 

of caviar of the new catch. Ask them to let us know what quantities and 

what time of shipment they need. Send also an enquiry to the London In-

formation Bureau about their financial position. 

Secretary: Very good. I’ll write the letter at once. 

 

Ex. 2. Play out the conversation. 

 

Ex. 3. Write a letter following the conversation above. 

 

Ex. 4. Make up a conversation in analogy. 
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TRANSLATION 
 

Check your knowledge and translate the following letters into English. Refer 

to other letters for help if you need. 

1. Уважаемые господа! 

Благодарим Вас за письмо от 12 марта, касающееся поставок 40 тонн 

угля. 

С сожалением вынуждены сообщить Вам, что ввиду поломки транс-

портного судна мы не сможем поставить Вам уголь в оговоренные ра-

нее сроки. 

Мы были бы очень признательны, если бы вы могли предоставить нам 

отсрочку в две недели. 

С уважением, 

 

2. Уважаемые господа! 

Мы подтверждаем получение Вашего письма от 12 октября и благода-

рим Вас за содержащуюся в нем информацию. 

С уважением, 

 

3. Уважаемые господа! 

В продолжение нашего телефонного разговора с мистером 

В. Петровым сегодня утром, с сожалением сообщаем Вам, что из-за 

канцелярской ошибки счет-фактура на товары, отправленные Вам 12 

августа сего года, не был приложен к нашему письму от того же числа. 

Высылаем Вам вышеупомянутый счет-фактуру с данным письмом и 

приносим Вам свои извинения за причиненные неудобства. 

С уважением, 

 

4. Уважаемый Мистер Уайт! 

Вернувшись домой из поездки в Лондон, я хотел бы поблагодарить 

Вас за гостеприимство и внимание, оказанные мне во время пребыва-

ния в Вашем городе. 

В продолжение нашего разговора 22 сентября, я с нетерпением ожи-

даю Вашего заказа на выбранные Вами товары из каталога № 9. 

Еще раз благодарю за гостеприимство. Это была незабываемая поезд-

ка. Я уверен, что если Вам случиться бывать в Беларуси, вы получите 

такое же удовольствие от путешествия, как и я в Лондоне. 

С уважением, 
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5. Уважаемая Мисс Петерсон! 

Заказ № 56432 

Уже семь месяцев прошло с тех пор, как мы заказали у Вас компьюте-

ры. К сожалению, мы так и не получили наш заказ. 

Мы хотели бы напомнить, что данный заказ уже оплачен в срок. К то-

му же, мы Вам уже писали по этому поводу месяц назад, и Вы завери-

ли нас, что компьютеры будут доставлены через неделю. Следова-

тельно, мы настаиваем, чтобы Вы немедленно прислали нам заказ или 

возместили его стоимость. 

Если от Вас не будет ответа в течение семи дней, мы вынуждены бу-

дем обратиться в суд. 

С уважением, 

 

 

WRITING 
 

Ex. 1. Steps in writing. Work with a partner. Copy the cards below on to sepa-

rate pieces of paper. Discuss with your partner the order that you think they 

go in. You can add any other cards that you need. 

Produce a final version Send the letter! Check spelling, grammar, 

style and layout 

Make changes and cor-

rections 

Read carefully the letter 

you have received 

Make a plan for the letter 

Write a draft Note down im-

portant/useful phrases 

Read the letter again 

When you are ready, stick your cards on to a piece of paper. Draw arrows to 

show the order. Compare diagrams with other students in the class. 

 

Ex. 2. Letter practice. Follow the instructions below to produce three letters. 

1. You are the Purchasing Supervisor at Green Supermarkets, 13 Station 

Road, Dublin, Ireland. Your manager has just sent you this memo. 

G  R  E  E  N         S  U  P  E  R  M  A  R  K  E  T  S 

To Purchasing Supervisor                                 Date 15th April 2005 

From Stock Manager                                        Subject Order 564 

We sent an order for orange juice to Corona on 4th January but we have still not had 

a delivery. Please write to them and ask them when they can deliver the orange 

juice. Their address is Callé Mayor 340, 28014 Madrid, Spain. 
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Write a letter to Corona. Make sure that you lay it out in the block style. 

Put a heading in your letter that says what it is about. 

 

2. You work at Central Business Consultants, 16 Hyde Towers, Hong 

Kong. The people who rent the office next to you play very loud music all day 

and every day, even though the contract for the offices says that ‘music is not 

allowed’. It is impossible for you to work. Write a full letter to them, making a 

strong complaint. 

 

3. Last month you replied to an advertisement in the newspaper and now 

you received this letter back. 

 
 

231 Sims Avenue              XL 

Singapore 

Tel: 247 5823 

Fax: 2476652       EXEL INDUSTRIES 

date as postmark 

Dear Sir/Madam 

Thank you for your recent letter, concerning the post as Sales Supervisor at Exel in-

dustries. 

I am pleased to enclose the application forms that you required. I would be grateful 

if you could complete them and return to me as soon as possible. 

If you have any further questions, please contact me. 

Yours faithfully 
PWang 
P Wang (Mrs) 

Personnel Dept 

 

 

You have been ill so you could not reply immediately. You want some 

more information about the post (holidays, working hours and a starting sala-

ry). Write a letter asking about these things. 

 

 

LISTENING 

 

Ex. 1. A customer calls Stephanie Rowe at Benn Distribution. Listen to the 
first call and complete the memo. 
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B E N N    D I S T R I B U T I O N    L T D  

Customer Service Department 

Complaint Form 

Caller ……………………………… Company ………………..……..….…… 

Order № ………………………………………………………………….……. 

Description of goods ………………………………………….…………….…. 

Problem …………………………………………………………………….….. 

Action ……………………………………………………….………………… 

 

Ex. 2. In the second part, Stephanie Rowe calls back. Listen. Where are the 

instruction manuals? What does she offer to do? 

 

Ex. 3. Complete these extracts from the two dialogues. Who says each sen-

tence: Stephanie (S) or the customer (C)? Listen again if necessary. 

1. I’m ……………… about my order. (….) 

2. I’m very sorry ……………………. that. (….) 

3. Can you ………………….. the problem? (….) 

4. ………………..call you ………………… in ten to fifteen minutes. (….) 

5. I’m ……………….    …………. we found them here in our factory. (….) 

6. ………………..   ………………… send them by express mail? (….) 

7. I do …………………. once again. (….) 

 

Ex. 4. Write down the list of phrases that can be useful when responding to 

complaints. Classify them into the following groups: 

1. Giving bad news. 

2. Saying sorry. 

3. Promising to do something. 

4. Offering to do something. 

 

Ex. 5. Make up a conversation in analogy. Act it out with a partner. 

 

 

ROLE  PLAY 
 

Ex. 1. Read this newspaper article about an explosion in a clothes factory. 

Answer the questions. 

a. Perfecta Ltd’s stock was valued at …………… 

b. What is Perfecta Ltd going to do now? 

c. Who is Bauer AG? 

d. What has Aqua Warm done? 
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Daily News       3 January 2001 

 

EXPLOSION DESTROYS FACTORY 

 

A huge explosion caused extensive damage last night in the new multi-

million dollar factory of Perfecta Ltd, the well known ladies’ fashion design-

ers. There were no injuries. A spokesman for Perfecta said that the central 

heating system had exploded, blowing a large hole in the roof. 

“Our complete spring stock has been destroyed. We have lost four hun-

dred thousand pounds worth of clothes,” he said. He claimed that they wrote 

to the company that installed the heating unit, Bauer AG of Switzerland, 

on 9th December last year because it was making a strange noise. They re-

ceived no reply. He said Perfecta would be claiming compensation from Bau-

er AG. 

Meanwhile, Perfecta has been forced to close the factory because it is 

too cold to work in. This will cost them about £25,000 a day in lost produc-

tion. 

Amsterdam: Aqua Warm BV, the manufacturers of the heating unit, said 

last night that they have been making central heating systems for over 

20 years and they had never had a complaint. However, they have asked a 

surveyor to find the cause of the explosion. 

 

Word List: 

extensive – a lot of 

to claim – (here) to ask for 

to install – to put in 

 

Ex. 2. Perfecta Ltd now wants to get compensation from Bauer AG and also 

get the factory working again. In three groups you must write the correspond-

ence between the three companies involved. When you have written a letter, 

give it to the correct group. Then ask for a new role card number. (There are 

three cards for each company). 
 

Perfecta Ltd 

 

Start on card 1 

BAUER AG 

 

Start on card 4 

AQUA WARM BV 

 

Start on card 7 
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POINTS  TO  REMEMBER 

 

1. The layout and presentation of your letter are important as they give the 

reader the first impression of the firm’s efficiency. 

2. There are two styles of letter, blocked and modified blocked (intended). 

Both are acceptable, but the blocked style will probably save time. 

3. Write both addresses in as much detail as possible and in the correct order. 

4. Make sure you see the recipient’s correct title in the address and salutation. 

If in doubt as to whether a woman is single or married, use Ms. 

5. Do not abbreviate dates. 

6. Choose the correct salutation and complimentary close. 

7. Make sure your references are correct. 

8. Make sure your signature tells your reader what he/she needs to know 

about you. 

9. Include just the right amount of information in your letter. (But better too 

much then too little.) 

10. Plan your letter before you start writing, to make sure it says everything 

you want to say and says it in a logical sequence. 

11. Use a simple but polite style of language. 

12. Your letter should be clear and unambiguous. Take care with abbrevia-

tions and figures. 

13. Accuracy is important. Pay special attention to titles, names and address-

es, references, prices and specifications, enclosures. 

 

Some things that you can check in your writing 

 

Punctuation: capital letter, full stops, commas, apostrophes 

Spelling: double consonants (e.g. ‘stopping’), ‘i’ before ‘e’ except after ‘c’ 

(e.g. ‘quiet/receive’), ‘-y’ to ‘-ies’ in plurals, silent letters (e.g. ‘climb’) 

Grammar: subject/verb agreement (e.g. ‘she works’), articles (‘the/a’), word 

order, prepositions, tenses, missing words (e.g. ‘be’ in ‘I am leaving’) 

 

Some things that can make a message unclear 

 

 paragraphs that are too long 

 sentences that are too long 

 words that are used not very often 

 too much information at once 

 incomplete information 

 information that is in the wrong order 
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5.  ENQUIRIES 

 
DISCOVERING  CONNECTIONS 
 

1. Do you agree with the adage: “Business letters have a key role in creating 

lifelong customer relationships”? 

2. Although we live in a high-tech world, business letters are still the single 

most important communication tool available, aren’t they? 

3. Have you ever written enquiries? When? 

4. What is the best way to write a good enquiry? 

 
THEORY 

E N Q U I R I E S 

An enquiry (also spelt inquiry) is sent when a businessman wants some in-

formation, especially about 

 the supply of goods; 

 leaflets or catalogues; 

 quotation or prices; 

 samples; 

 terms and discounts; 

 availability of goods; 

 delivery times and deadlines; 

 method of transport; 

 insurance. 

Most sales letters begin with a simple letter of enquiry from the prospective 

buyer. For a routine enquiry it is enough to send an enquiry form. However, 

when dealing with a new supplier for the first time it is helpful if you mention 

how you obtained his name and give him few details about your own business: 

the types of goods handled, quantities required etc. You should state your re-

quirements clearly, asking for prices, discounts, terms of payment and date of 

delivery. Any information likely to enable the supplier to decide what he can 

do for you will also help. In the case of long-standing or repeat orders, the en-

quiry may be very simple. Often a phone call or a postcard will do. If you use 

a postcard, it is not necessary to begin with a salutation (Dear Sir, etc.) nor end 

with a complimentary close (Yours faithfully, etc.). Your address and the date, 

and reference are sufficient. When asking the Seller to send a quotation, the 

Buyer gives as far as possible a detailed description of the goods required by 

him. 

 

REPLIES  TO  ENQUIRIES 

It is impolite to leave the letter (or the fax) unanswered even if at the mo-

ment you are not ready to give a definite reply. You should send an intermedi-
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ate answer (letter, fax, telex), thanking for the letter (fax) received and stating 

that as soon as the matter is cleared, a detailed reply will be sent. 

A reply to an enquiry (if the Seller cannot send an offer immediately) states 

reasons why the Seller cannot send an offer at once and what is being done 

meanwhile. It also states alterations as to the quantity of the goods, their mod-

el (trade mark), delivery dates, etc. if any. 

If the Seller can meet the requirements of the Buyer, he sends an offer stat-

ing the name of the goods offered, then quantity and quality, the price, the de-

livery time or date, the terms of payment, the marking and packing instruc-

tions and other conditions. 

 
 

USEFUL  EXPRESSIONS  AND  PHRASES 
 

 Opening 

We are a co-operative wholesale society based in Zurich. 

Our company is a subsidiary of Universal Business Machines and we special-

ize in… 

We are one of the main producers of industrial chemicals in Germany and we 

are interested in… 

We are retailers / importers / wholesalers in the … trade, and would like to 

get in touch with suppliers / manufacturers of … 

 

 Pointing out the source of information 

We were given your name by…. 

You were recommended to us by Mr John King, of Lasworn & Davies, Mer-

chant Bankers. 

The British Embassy in Madrid told us that you were looking for an agent in 

Spain to represent you. 

We were impressed by the selection of gardening tools that were displayed on 

your stand at this year's Gardening Exhibition held in Hamburg. 

We met last Thursday on your stand at the Munich Trade Fair. 

We learn from (or have been informed by) … that you are exporters of … 

We are interested in … advertised by you in … 

 

 Asking for catalogues, price-lists, prospectuses 

Could you please send your current catalogue and price-list for exhibition 

stands? We are particularly interested in 'furniture display' stands. 
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Would you let us have your summer brochure for holidays to Greece and the 

Greek Islands, and supply details of any low fares and tariffs for the month of 

September? 

I would appreciate your sending me an up-to-date price-list for your building 

materials. 

Would you please let us have your current catalogue showing… 

We shall be obliged if you will send us your latest catalogues containing a de-

scription of… 

 

 Asking for details 

I am replying to your advertisement in the June edition of 'Tailor and Cutter'. 

I would like to know more about the 'steam pressers’ which you offered at cost 

price. 

We require … for immediate delivery and are interested in buying… /and 

would like to have further details… /and would like to introduce these 

goods…. 

We would be grateful for some information about … 

 

 Asking for samples, patterns, demonstrations 

When replying, could you please enclose a pattern card? 

We would also appreciate it if you could send some samples of the material so 

that we can examine the texture and quality. 

Before selling toys we prefer to test them for safety. Could you therefore send 

us at least two examples of these children's cars in the 'Sprite' range? 

Please send us samples and prices of … 

 

 Suggesting terms, methods of payment, discounts 

We usually deal on a 30% trade discount basis with an additional quantity 

discount for orders over 1,000 units. 

Could you let us know if you allow cash or trade discounts? 

Please inform us at what price, on what terms and how soon you could deliv-

er… 

Please send full details of your prices, discounts, terms of payment and deliv-

ery times. 

Would you kindly quote your best prices and terms of payment for … 

 

 Closing 

Thank you for your attention. We hope to hear from you in the near future. 
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Finally, we would like to point out that delivery before Christmas is essential 

and hope that you can offer us that guarantee. 

We look forward to receiving your quotation / prices / reply by return / as 

soon as possible. 

If the product is satisfactory, we will place further orders with you in the fu-

ture. 

If the prices quoted are competitive, and the quality up to standard, we will 

order on a regular basis. 

Provided you can offer favourable quotations, and guarantee delivery within 

four weeks from receipt of order, we will place regular orders with you. 

 
 

READING 

SPECIMEN  LETTERS 

I.  Import  Enquiry. 

Ex. 1. Look through the letter and answer the question ‘Why does a Chicago 

businessman write to an English manufacturer?’ 

MATTHEWS & WILSON  

Ladies’ Clothing 

421 Michigan Avenue 

Chicago, III. 60602 

USA 

October 21, 2007 

Messrs Grant & Clarkson 

148 Mortimer Street 

London W1C 37D 

ENGLAND 

Gentlemen: 

We saw your women’s dresses and suits at the London Fashion Show held in 

New York on October 17. The lines you showed for teenagers, the ‘Swinger’ 

dresses and trouser suits would be most suitable for our market. 

Would you kindly send us your quotation for spring and summer clothing that 

you could supply to us by the end of January next. We would require 

2,000 dresses and suits in each of the sizes 10-14, and 500 in sizes 8 and 16. 

Please quote c.i.f. Chicago prices. Payment is normally made by letter of 

credit. 

Thank you for an early reply. 

Very truly yours, 

 
P. Wilson, Jr. 



     123 

 

Ex. 2. Read the letter again and answer the questions: 

1. What do Messrs Matthews & Wilson deal in? 

2. How did they hear of Messrs Grant & Clarkson? 

3. Why are they interested in the 'Swinger' models? 

4. What do Matthews & Wilson want a quotation for? 

 

II.  Domestic  Enquiry. 

 

Ex. 1. Read this letter and say who has written it. 

 

BUNBURY ESTATE BUILDERS 

17 Fen Road 

London 

EC3 5AP 

 

 

Central Installations 

Glasgow 

21st November, 2003 

Dear Sirs, 

With regard to your advertisement in the Builders’ Journal of 3rd November, 

we would ask you to let us have a quotation for the new bathroom showers 

which are described. 

As building contractors we erect about a hundred houses and two or three 

blocks of flats a year. If your equipment is of good quality, and we receive a 

favourable offer, we may be able to place large orders with you. 

We look forward to hearing from you soon. 

 

Yours faithfully, 

 

 

P.R. Morgan 

Ex. 2. Answer the following questions: 

1. How did Bunbury Estate Builders hear of the Central Installations 

Company? 

2. What do they want a quotation for? 

3. On what conditions will they place orders? 
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III.  Export  Enquiry. 

 

Ex. 1. Look through the letter and say why an export agent writes to a manu-

facturer. 
 

Worldwide Dealers Ltd. 

Connaught Centre 

Hong Kong 

 

The Victoria Cycle Works 

P.O. Box 9271 

Melbourne 

June 14, 2005 

Dear Sirs, 

Our business agents in India have asked us for quotations for 10,000 bicycles, 

to be exported to Sri Lanka, India, Pakistan and Nepal. 

Please let us know what quantities you are able to deliver at regular intervals, 

quoting your best terms f.o.b. Brisbane. We shall handle export formalities, 

but would ask you to calculate container transport to Brisbane for onward 

shipment. 

 

Yours faithfully, 

 

 

P. King 

Asst. Export Manager 

 

 

Ex. 2. After reading the letter, answer the questions: 

1. What do the Worldwide Dealers ask for apart from prices? 

2. How should the bicycles be transported? 

 

Word List: 

quotation (n) – котировка, цена, курс, расценка; предложение, оферта 

quote (v) – назначать (цену, условия), сделать предложение 

supply (v) – снабжать, поставлять 

require (v) – требовать(ся), нуждаться в; we require-нам требуется 

c. i. f. /cost, insurance, freight/ – сиф /стоимость, страхование, фрахт/; 

c. i. f. Chicago – на условиях сиф Чикаго 

erect (v) – монтировать, устанавливать 

offer (n) – предложение, оферта 
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at regular intervals – через равные промежутки времени 

best terms (of payment), the most favourable terms of payment – самые 

благоприятные условия (платежа) 

onward shipment – идущая вперед отправка (отгрузка) 

f. o. b., free on board vessel – фоб (франко борт судно) 

 

 

COMPREHENSION 
 

Ex. 1. Look at the paragraph structure below for two letters: an enquiry and 

the reply. Then write the correct paragraph reference next to each sentence 

(a – j). 

 

Enquiry 1. How you got the contact. 

2. Something about your company, and why you are writing. 

3. General request for information. 

4. Other specific/unusual questions. 

5. Close, perhaps including a reference to future business. 

Reply 1. Thanks, referring to the date. 

2. Say what you are attaching. 

3. Highlight one or two key points. 

4. Answer any specific questions. 

5. Close, saying you are ready to answer any other questions. 

 

a) We are a distributor of kitchen products in Hungary. We are interested 

in…. Enquiry 2 

b) I am attaching our current catalogue and price list. 

c) We look forward to an early reply, and are sure that there is a market for 

your products here in Hungary. 

d) Could you also provide details of your delivery times, and whether there is 

any minimum order. 

e) Thank you for your letter of 4 June enquiring about our products. 

f) You will note that our line of MagicMix food processors is on special of-

fer. 

g) Please send us information about your product range, including a price list. 

h) We met last Thursday on your stand at the Munich Trade Fair. 

i) If you need any further information, please do not hesitate to contact me. 

j) We dispatch the goods within 24 hours of a firm order, and for first-time 

customers our minimum order is €5,000. 
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Ex. 2. Put paragraphs (a - e) in the emails below in the correct order. 

Enquiry: 

a) We are a Turkish company exporting to the EU, and need a firm of lawyers 

in France to represent us on some legal matters. 

b) In particular, we would like to know your experience in dealing with dis-

putes between companies involved in import/export. 

c) I am emailing you off your website, which I found through Google. 

d) An early reply would be greatly appreciated. 

e) We would be grateful for some information about the legal services that 

your firm offers. 

Paragraph order: 1………..2……….3…………4…………5………… 

 

Reply: 
a) We feel sure that we will be able to represent your interests here in France. 

May I suggest that I call you at your convenience to discuss the matter fur-

ther? Please let me know when would be a convenient time. I look forward 

to hearing from you soon. 

b) Thank you for your email of 4 December asking for information about our 

legal services. 

c) You will also note that we have represented several Turkish companies, in-

cluding one of Turkey’s major textile exporters. Naturally, our experience 

in this field includes resolving contractual disputes. 

d) You will see that we give a list of our recent clients, and that the list in-

cludes many well-known company names. 

e) I am attaching a document that gives full details of the range of service we 

offer. 

Paragraph order: 6………….7………..8…………..9………….10…………. 

 

Ex. 3. Complete the sentences 1—12 with the pairs of words from the box. 

Check the meaning of any unknown words in a dictionary. 

accept/quotation   apologize/inconvenience   assure/prompt   attached/delay   

correct/amend   discount/repeated   dispatched/firm   first-time/pre-payment   

note/records   processed/track   temporarily/stock   would/grateful 

1. Please return the attached form so that your order can be processed with-

out any delay. 

2. We…….be……..if you could supply bank references. 

3. Our normal terms for…………customers are 50%............. . 
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4. I have spoken to my line manager, and we are pleased to offer a 

small…….on this occasion in the hope that it will lead to ………...orders. 

5. The goods will be……….3 days from receipt of a………….order. 

6. We………you that your order will have our……………attention. 

7. We………your…………. . Please ship at the first available opportunity. 

8. Your order has been……… . You can……shipping details on our web-

site. 

9. We………from our………that payment of invoice 5718 is still outstand-

ing. 

10. We are…….out of…….of this item, but we expect new supplies shortly. 

11. We………for any………which may have been caused. 

12. The…….information is given below. Please……your records according-

ly. 

 

Ex. 4. Read the following reply and find the matching expressions: 

1. to thank for the letter, enquiry 

2. to refer to the concerns of a letter 

3. to enclose sending 

4. to close a letter 

 

Dear Mr Bowen 

Thank you for your letter of 17 May enquiring about promotional gifts. 

We are pleased to enclose our new brochure and price list together with samples 

of our promotional gifts. 

We look forward to receiving your first order. 

Yours sincerely 

 

 

Ex. 5. John Phillips is telling his PA to write various letters. Change his in-

structions into an acceptable form for business correspondence. Each sen-

tence has been started for you. 

EXAMPLE:  John Phillips: “Ask them for a cash discount”. Could you……… 

PA writes: Could you offer us a cash discount? 

 

1. “Tell Rockfords that the consignment must be delivered before the end of 

September.” 

It is essential………………… 

2. “Ask Schmidt to send us their catalogue and a price list.” 

Could you…………………… 
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3. “We're going to give them a big order, so find out if they allow quantity 

discounts.” 

As we intend to place a substantial…………….. 

4. “If they can't deliver the goods before Friday, tell Larousse to email us." 

Please could you………………… 

5. “It would be a lot of help if they could send some samples.” 

We would appreciate…………… 

6. “Say that we'd like Andover to send someone here to give us an estimate.” 

We would be grateful if…………….. 

7. “Say we’d like to see a demonstration of both models.” 

We would be interested ……………. 

8. “Find out if Weston's will let us have twenty units on approval.” 

Would you be…………. 

9. “Ask when he will let us have the cheque.” 

I am writing to enquire……………….. 

10. “Say our suppliers generally let us settle by monthly statement.” 

As a rule………………… 

 

Ex. 6. Match these words to their definitions. 

1) A catalogue a) is usually quite thin and probably contains about 20 pages on 

paper measuring about 21x15 cm. 

2) An insert b) is usually one piece of paper, perhaps folded into two or 

three sections, which gives information on a product, service 

or event. 

3) A booklet c) quite is generally large, containing at least 50 pages. It con-

tains a list of goods (possibly together with prices and illus-

trations) that can be bought from a manufacturer or supplier. 

4) A leaflet d) is similar to a booklet but is more closely associated with ad-

vertising. It is probably printed on glossy paper. 

5) A brochure e) an advertisement that is included loose between the pages of 

a magazine 

 

Choose one of the words above to complete the sentences. Be sure to use the 

correct form. 

1. A short 15-page………….with instructions for use and addresses of au-

thorised distributors is enclosed. 

2. The 1,500 page Sears………….contains about 120,000 articles for sale. 

3. I saw the union representatives handing out……… calling for strike action. 
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4. The…….was destined for inclusion in The Economist, Fortune, Business 

Week and Management Today. 

5. We will need several hundred glossy…………for the coming Trade Fair. 

 

Ex. 7. Match the following expressions with their Russian equivalents. 

1) We are interested in …and 

would ask you to send us your 

offer (tender, quotation) for 

these goods (for this machine, 

for this equipment). 

2) We require … 

3) We are regular buyers of … 

4) We are in the market for … 

5) Please send us samples of your 

goods stating your lowest pric-

es and best terms of payment. 

6) Please let us know if you can 

send us your quotation for … 

(if you can offer us …). 

7) We are interested in … adver-

tised by you in … 

8) We have seen your machine, 

Model 5 at the exhibition and .. 

9) We have received your adver-

tisement in... 

10) We have received your address 

from ... 

11) We learn from ... that you are 

exporters of ... 

12) Please inform us by return at 

what price, on what terms and 

when you could deliver … 

a) Просим Вас выслать нам образцы 

Вашего товара с указанием Ваших 

крайних цен и лучших условий пла-

тежа. 

b) Мы заинтересованы в разрекламиро-

ванной Вами в … 

c) Мы прочитали Ваше рекламное объ-

явление в … 

d) Просим Вас сообщить рекламной 

почтой по какой цене, на каких усло-

виях и в какой срок Вы могли бы по-

ставить … 

e) Мы получили Ваш адрес от … 

f) Мы намереваемся купить … 

g) Мы узнали от …, что Вы являетесь 

экспортерами … 

h) Нам требуются … 

i) Мы заинтересованы в … и просили 

бы Вас выслать нам Ваше предложе-

ние на этот товар (котировку) на (эту 

машину, на это оборудование) … 

j) Мы видели Вашу машину модели № 5 

на выставке и … 

k) Просим Вас сообщить нам, сможете 

ли Вы сделать нам предложение на … 

(сможете ли Вы предложить нам …) 

l) Мы являемся постоянными покупате-

лями … 

 

 

DIALOGUE 

Ex. 1. Read and then act out this dialogue. 

Alice is a secretary in the marketing company. She is talking with her new 

colleague Jane about the types of business letters she is writing. 
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Alice: You know, we have to deal with different kinds of letters here. I'll 

start with inquiries. Inquiries are messages that ask for information. They may 

be price quotations, terms of payment, services available, personnel data, cata-

logues, articles or special data. In order to write inquiries that will ask the 

proper questions and receive appropriate replies, use the four-point plan. 

Jane: What is the plan for the proper inquiry? 

Alice: Well, first of all state the subject of your inquiry. Then add any ex-

planatory material you feel will be helpful (details, definitions, descriptions, 

questions) and briefly give the reason for your inquiry, making it clear why 

the message is addressed to the reader. Lastly, end courteously. 

Jane: Oh, I see, and if we have regular business correspondence, should 

we enclose a stamped, self-addressed envelope? 

Alice: No, you needn’t. 

Jane: What plan can be used to write a reply? From your words I’ve un-

derstood that we are to start with the subject of reply. 

Alice: That’s right. Then provide the specific answers to the inquiry. If you 

can’t for some reason, say so. And add whatever explanatory material you feel 

may be helpful (details, technical data, background facts). 

Jane: Should inquiries that may lead to valuable orders be answered as 

soon as they are received? 

Alice: You are right. Besides, inquiries that require some preparation of 

data in order to respond should be acknowledged at once with a confirmation 

reply. 

Jane: If we get a reply, should we send a thank you note to the writer? 

Alice: Sure, often it is good business to send a thank you note for a reply to 

an inquiry. 

Jane: Every time? 

Alice: No, it isn’t necessary every time. But you may thank the writer for a 

reply that contains particularly helpful information, or it shows that the writer 

has made a special effort to prepare a response. 

Jane: Thank you for your detailed explanation. I hope I’ll be such a good 

secretary as you, Alice. 

 

Ex. 2. Read the conversation again and note down whether each of the follow-

ing statements is true (T) or false (F). 

 

1. Inquiries are messages that ask for information in reply. 

2. To write a proper inquiry we must use a 3 - point plan. 

3. State the subject of your reply. 

4. You do not have to explain things in detail. 
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5. Inquiries should not be answered immediately. 

6. Sometimes you may thank the writer for a reply. 

 

Ex. 3. You are a new secretary. Ask your partner about: 

 

1. what the inquiry is. 

2. what helps to write an inquiry. 

3. what plan for the proper inquiry is. 

4. what plan can be used to write a reply. 

5. why it is important to write a prompt reply. 

6. when it is necessary to thank for a reply. 

 

 

TRANSLATION 

Translate the following phrases and letters into English. 

1. Стандартный запрос о характеристике товара и дате поставки 

Пожалуйста, пришлите нам все подробности о ... (товар) и укажите 

дату поставки. 

2. Запрос на котировку и дату отгрузки 

Просим прислать нам предложение на поставку ... (количество и то-

вар) с доставкой ... (дата). 

3. Просьба прислать каталог и т. д. 

Мы были бы Вам очень признательны, если бы Вы прислали нам ... 

(каталог, прейскурант, полную информацию) о ... (товар). 

С уважением 

4. Сообщение продавцу о том, как Вы узнали о них, их продукции, 

запрос на образцы, модели и т. д. 

Мы увидели Ваш (товар, стенд, экспозицию, выставку) на (Торговой 

ярмарке, Выставке автомобилей, мебели, дизайна) и хотели бы, чтобы 

Вы прислали нам (модели, образцы) товара. 

С уважением 

5. Уважаемые господа! 

Мы прилагаем список товаров, которые мы хотели бы получить до 

конца апреля. 

Мы также просим Вас прислать предложение с самыми низкими це-

нами обратной почтой. 

С уважением  
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6. Уважаемые господа! 

Во время моего пребывания в Лондоне 2 недели назад я посетил вы-

ставку, где мне очень понравились товары, которые демонстрирова-

лись на Вашем стенде. 

Я прилагаю список наименований, которые мне требуются, и был бы 

очень рад получить полную информацию, касающуюся экспортных 

цен, условий платежа, самого раннего срока поставки и скидки для 

постоянных покупателей. 

Моя компания интересуется всеми видами этого товара, и если у Вас есть 

другие изделия, мы хотели бы получить детальную информацию о них. 

С уважением 

7. Уважаемые господа! 

В ответ на Ваше письмо от 22 августа направляем Вам наш последний 

каталог и прейскурант. 

Последние образцы и модели высылаются отдельной почтой и долж-

ны прибыть в течение 7 дней. Посылка слишком объемная, чтобы вы-

сылать ее авиапочтой. 

Мы приняли во внимание Ваши рекомендации в будущем предлагать 

товар на условиях СИФ Роттердам. 

С нетерпением ждем Ваших заказов, после того как у Вас будет воз-

можность просмотреть каталог и ознакомиться с моделями и образ-

цами. 

С уважением 

 

 

WRITING 
 

Ex. 1. Write a letter to Allwood and Sons Ltd. (22 Highland Way, Ashford, 

Kent) asking for full details and prices of their radios and televisions. Ask also 

whether air freight can be arranged to your country. Use your own name and 

today's date. Then write a reply to your letter. 

 

Ex. 2. Compose a letter of enquiry to the Sales Manager, The British Button 

Company Ltd, 14 Leopard's Wharf, Liverpool L6 7SJ asking for samples and 

price lists of their range of pearl buttons as advertised in the “The Draper” 

magazine. Use your own name and today's date. Then write a reply to your 

letter. 
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Ex. 3. You are Mr. Morreau, and you saw an advertisement for Glaston Pot-

teries’ latest designs for oven-to-table ware in the May edition of International 

Homes. Write the letter of enquiry to which the letter below is a reply.  
 

GLASTON POTTERIES LTD 

Telephone + 44 (0)1282 46125 

Facsimile + 44 (0)1282 63182 

Emailj.merton@glaston.co.uk 

www.glaston.com 
 

Our ref: JM/SM 

Your ref: JFM/PS 

 

2 July 2007 

 

Mr. J. F. Morreau 

Director 

Cuisines Morreau S.A. 

1150 boulevard Calbert 

F-54015 Nancy Cedex 

 

Dear Mr. Morreau 

Thank you for your enquiry of 28 June in which you expressed an interest in retail-

ing a selection of our products in your shops in Nancy. 

Please find enclosed our current catalogue and price list. You might also be inter-

ested in visiting our website. 

In response to your request for a 20% trade discount, we regret that we cannot offer 

more than 15%. However, we do give a 5% quantity discount on orders 

over €20,000. In comparison with similar companies in the UK, these terms are ex-

tremely competitive. Payment would need to be by sight draft until we have estab-

lished a business relationship. 

Finally, we are confident that we can deliver well within the two-month time limit 

you require. 

Thank you for your interest. We hope to hear from you soon. 

Yours sincerely 

J.Merton 
J. Merton 

Sales Manager  

Enc. 

Registered No.716481 

VAT Registered No. 133 5343108 
 

mailto:Emailj.merton@glaston.co.uk
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Ex. 4. Mr Chan has emailed Hubner GmbH, enquiring about some earth-

moving equipment he saw at a trade fair. In his reply, Hubner’s Sales Direc-

tor, Gustav Fest, refers to specific questions asked by Mr Chan. Read Herr 

Fest’s email and tick the items which Mr Chan asked about. Then write an en-

quiry to which Herr Fest’s email is the reply. 

 
1. □ How soon the goods can be deliv-

ered 

2. □ Details of prices 

3. □ Where the goods can be purchased 

4. □ After-sales service 

5. □ How the goods will be transported 

6. □ Terms of payment 

7. □ Quantity discounts 

8. □ Cash discounts 

9. □ Details of the range of goods avail-

able 

10. □ Which bank will handle the trans-

action 

11. □ Guarantees 

 

Hubner GmbH 

Tel:+49 40 237618 

Fax.+49 40 237619 

Email: festg@hubner.co.de 

18Aug20— 

Dear Mr Chan 

Thank you for your enquiry of 16 August concerning our earth-moving equipment 

displayed at the International Farm Machinery Fair in Bonn. 

In answer to the specific questions in your email, first let me say we are willing to 

consider substantial discount on orders over €300,000. All our machinery is guaran-

teed for three years against normal use, and we have several agencies in your coun-

try with mechanics trained to service all our products. 

With regard to the terms of payment, which you mentioned, we would consider 

payment by 30-day bill of exchange, documents against acceptance, provided you 

could offer two referees. 

I confirm that we can fulfil orders within three months, unless there are unusual 

specifications, and you can buy equipment from us direct or through our agents in 

your country. 

As requested, I am sending our current catalogue and price list to you by express 

mail. I think you will find the equipment on pages 101-115 particularly interesting 

for the work you have in mind. If you require any further information, please contact 

me. 

Yours sincerely 

Gustav Fest 

Gustav Fest 

Sales Director 
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Ex. 5. Write a letter from the following notes: 

Taylor & Co., London EC4 thank Guazelli Company, Sao Paulo (10th Au-

gust 2007) for inquiry of August 3rd. In accordance with the request from 

Guazelli Company, they enclose their latest price list and samples. Their terms 

of payment are: cash against invoice. Should further orders follow, they are 

willing to allow Guazelli Company three months’ credit. They look forward to 

a trial order. 

 

 

POINTS  TO  REMEMBER 
 

1. Enquiries can take the form of telephoned, telexed, or faxed requests for 

information. Only use these forms if you can make your enquiry very brief. 

For fuller enquiries, write a letter. 

2. Give details of your own firm as well as asking for information from your 

prospective supplier. 

3. Be specific and state exactly what you want. Quote box numbers, catalogue 

references, etc. to help your supplier to identify what you want. 

4. Ask for samples if you are uncertain about a product. 

5. You can suggest terms and discounts, but be prepared for your supplier to 

make a counter-offer. 

6. You can be direct in your letter, yet still polite. Notice how the use of the 

passive can soften a request: “I want a prompt reply” is impolite; “A 

prompt reply would be appreciated” is better. Notice also how short sen-

tences can create an abrupt effect, while a complex sentence can modify: 

“We are large wholesalers. We are interested in your range of shirts” is not 

as good as “We are large wholesalers and are interested in your range of 

shirts”. 

7. Close with a simple “thank you” or “I look forward to hearing from you”, 

unless you want to indicate the possibility of substantial orders or further 

business. 

 

 

VOCABULARY 

 

bill of exchange, n – вексель 

bulk buyer, n – оптовый покупатель 

cash discount, n – скидка при оплате наличностью 

co-operative society, n – совместное(кооперативное) общество 
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enquire about a product – запрашивать о продукции 

equal to sample – полностью соответствующий образцу, одинаковый с 

образцом 

goods on approval – товары на одобрение, утверждение 

goods on sale or return – товары на продажу с правом возврата 

in bulk, n – без упаковки, насыпью, навалом 

leaflet, n – рекламный листок, проспект (на одном листе) 

make an enquiry about a product – сделать запрос о продукции 

monthly/quarterly statement – ежемесячно, ежеквартально утверждение 

(заявление) 

pattern, n – образчик, образец (узора, рисунка) 

price-list, n – прейскурант  

principal, n – руководитель 

prospectus, n – проспект 

quantity discount, n – скидка при продаже большого количества товара 

retailer, n – розничный торговец 

samples – образцы 

stock(s) – акция, ценные бумаги, обязательства, фонды 

to be available for sale – иметься в продаже 

to place an order – размещать заказ 

to quote a price – назначать цену  

to stock a product – снабжать(запасать) продукт 

to suggest/state terms – предлагать/заявлять сроки (термины, условия) 

trade discount, n – торговая скидка 

wholesaler, n – оптовый торговец 
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6.  OFFERS 

 
DISCOVERING  CONNECTIONS 

 
1. Can you guess what a company would do if they wanted to offer some 

goods to the customer? 

2. Do you know how to write an offer? 

3. Have you ever got an offer? From who? 

4. What would one do if he/she doesn’t want to accept an offer? 

5. What to do if you accept an offer? 

 

 

THEORY 
TYPES  OF  OFFERS 

Offers made in writing usually state the nature and description of the goods 

offered, the quantity, the price, the terms of payment and the time and place of 

delivery. An offer usually contains the following parts: 

 Introductory part in which the sender thanks his correspondent for an 

inquiry. 

 Informative part in which the sender provides basic information about 

his products, including information on prices, terms, conditions, etc. 

 Conclusion in which the sender encourages the customer to place an or-

der with his company. 

Usually an offer is accompanied by samples, brochures and catalogues. 

Offers may be firm (or binding) or without engagement. 

A firm offer is made by the Seller to one potential Buyer only and usually 

indicates the time during which it will remain open for acceptance. If the Buyer 

accepts the offer in full within the stipulated time, the goods are considered to 

have been sold to him at the price and on the terms stated in the offer. 

According to English and American law, a person making a firm offer has 

the right to revoke it at any time before it has been accepted. When no time for 

acceptance is stipulated in the offer, the acceptance must be made within a 

reasonable time. 

Offers are also sent without a preceding enquiry when a supplier wants to 

draw the attention of customers and new customers to a special product or 

range of goods. A firm offer is subject to certain conditions, a deadline for the 

receipt of orders, or a special price for certain quantities. 
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An offer without engagement does not bind the Seller and therefore may 

be made to several potential Buyers. If the Buyer accepts such an offer, the 

goods are considered to have been sold to him only when the Seller, after re-

ceipt of the Buyer’s acceptance, confirms having sold him the goods at the 

price and on the terms indicated in the offer. 

 

 

USEFUL  EXPRESSIONS  AND  PHRASES 

 Firm offers 

 

We have pleasure in offering you, subject to your acceptance by cable, 1,000 

tons… 

This offer is made subject to your acceptance by fax (or subject to an immedi-

ate reply). 

We offer you the goods subject to receiving your confirmation within…days of 

the date of this letter. 

We hold (or We are holding) this offer open for your acceptance until the 

15th May. 

 

 Offers without engagement 

 

We have pleasure in offering you, without engagement (or without obligation), 

1,000 tons of… 

This offer is made without (any) engagement on our part. 

This offer is subject to the goods being unsold on receipt of your reply. 

This offer is made subject to the machine being free on receipt of your reply. 

This offer is subject to prior sale (or is made subject to prior sale). 

 

 Declining an offer 

 

We thank you for your letter of …offering us …, but regret to inform you that at 

the present time we cannot make use of your offer. 

We have, however, noted your address and, should need arise, will communi-

cate with you again. 

In reply to your letter dated … we regret not being able to accept your offer as 

other firms have offered us better prices and more favorable terms. 

If you are in a position to quote us lower prices and improve your terms, we 

may revert to the matter again. 
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 Accepting an offer 

 

We thank you for your letter of…offering us…at the price of…per…. We ac-

cept your price and the terms stated in your letter, subject to our General 

Conditions sent you with our letter of… 

Our contract will be sent you tomorrow. 

 

 Expressions used in offers and contracts in connection with terms of 

payment 
 

1. Cash on delivery (C.O.D.) 

2. Cash with order (C.W.O.) 

3. Sport cash. 

4. Cash (or In cash) against first presentation of documents. 

5. Terms: Net by (or against) a three months’ draft from date of invoice. 

6. Terms: 1.5% discount for cash in 14 days or net within 60 days with inter-

est at 5 per cent p.a. 

7. 3 d/s D/P. 

8. 60d/s D/A. 

9. Terms: 10 per cent with order, 20% within 3 days against shipping docu-

ments, and the balance against a 90 days’ draft with interest at 5%p.a. 

10. Payment is to be made by the Buyers in instalments successively as the ma-

chine is being completed at the Sellers’ works, as follows: … 

 

 

READING 
 

SPECIMEN  LETTERS 

 

Read the following letters carefully and answer the questions. 

 

I.  Firm  Offer. 
 

1. What do Grant & Clarkson offer in the letter? 

2. Are all the models obtainable at the moment? 

3. When can all other models be supplied? 

4. What are the terms of payment? 
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GRANT & CLARKSON 

148 Mortimer Street 

London W1C 37D 

Messrs Matthews &Wilson 

421 Michigan Avenue 

Chicago, Ill. 60602 

30th October, 2005 

Attention: Mr. P.Wilson, Jr. 

Dear Sirs, 

We are pleased to make you an offer regarding our ‘Swinger’ dresses and trou-

ser suits in the sizes you require. Nearly all the models you saw at our fashion 

show are obtainable, except trouser suits in pink, of which the smaller sizes have 

been sold out. This line is being manufactured continuously, but will only be 

available again in February, so could be delivered to you in March. 

All other models can be supplied by the middle of January 2005, subject to our 

receiving your firm order by 15th November. Our c.i.f. prices are understood to be 

for sea/land transport to Chicago. If you would prefer the goods to be sent by air 

freight, this will be charged extra at cost. 

Trouser suits sizes 8-16 in white, yellow, red, navy blue, black sizes 12-14 also 

in pink per 100 $2,650.00. Swinger dresses sizes 8-16 in white, yellow, red, tur-

quoise, black per 100 $1,845.00 

Prices: valid until 31st December, 2005 

Delivery: c.i.f. Chicago 

Transport: sea freight 

Payment: by irrevocable letter of credit, or cheque with order. 

You will be receiving cuttings of our materials and a colour chart. These were 

airmailed to you this morning. 

We hope you agree that our prices are very competitive for these good quality 

clothes, and look forward to receiving your initial order. 

Yours faithfully, 

F.T.Burke 

F.T.Burke 
 

 

 

II.  Offer  Without  Engagement. 

1. What does Roberts Import Company wish to order? 

2. What samples have been sent by parcel post? 

3. What can Farmers Fruit Products offer? 
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Roberts Import Company 

Av. Rio Branco 278 

Grupo 506 

Rio de Janeiro 

Farmers Fruit Products 

Taunton, Somerset 

England 

 

22nd November 2005 

Dear Sirs, 

We thank you for your enquiry of 16th November concerning the marmalade 

you wish to order. 

We are pleased to inform you that today we have sent you, by parcel post, the 

following samples of marmalade: 

Quality A1 – orange marmalade 

Quality A2 – strawberry marmalade 

We can offer you 15,000 jars of A2 strawberry marmalade at the price of … 

and 10,000 jars of A1 orange marmalade at the price of … 

This offer is subject to the goods being unsold on receipt of your reply. 

Please let us hear from you as soon as possible. 

Yours faithfully, 

Enclosure 

 

III.  Declining  Offers. 

Moscow, 8th June, 2005 

Dear Sirs, 

During the visit of your representative Mr. A. B. Smith to Moscow in April last we 

handed him our enquiry for a Steam Turbine Plant of 5,000 KW capacity. 

Mr. Smith assured us that your company had a wide experience in designing and 

manufacturing turbines of the type required by us and that you, therefore, could 

offer us a plant with better working characteristics as compared with those of tur-

bines produced by other makers and, of course, at a quite competitive price. 

We have now received your tender of the 28th May and regret to state that after its 

careful examination we have come to the conclusion that the turbine plant offered 

by you does not reflect the latest achievements in turbine building. Its efficiency is 

low, and some other important characteristics are inferior to those of other turbines 

offered us. An English translation of our experts’ Report on the matter is enclosed 

herewith. 

As to the price quoted by you, we think that a mistake has probably occurred in 

your calculation as your price is very high. 

We regret not being able to accept your offer as other firms have offered us better 

prices and more favorable terms. 

Yours faithfully, 
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1. What enquiry did the company hand Mr. Smith? 

2. What information did Mr. Smith give to the company’s client? 

3. What conclusion has the company come to after a careful examination of 

the tender? 

4. Why did the company decline the offer? 

 

IV.  Accepting  Offers. 

Dear Sirs, 

Thank you for your letter of December 1st offering us a reconditioned Panasonic fax 

/answer phone Model … at $ …; a new Hewlett Packard bubble jet printer Model … 

at $ …; and an overhauled Xerox copier Model …at $ … . 

We accept your offer and would be glad if you would deliver the three machines as 

soon as possible. We must make our acceptance conditional on the machines being 

delivered within four weeks. 

We look forward with interest to your reply. 

Yours faithfully, 

 

1. What did the company offer in its letter? 

2. What is said about the delivery time? 

 

Word  List: 

draft – тратта, переводной вексель 

extra at cost – дополнительные расходы 

firm offer – твёрдое предложение, твёрдая оферта 

general conditions – общие условия 

initial order – начальный, первый 

irrevocable letter of credit – безотзывный аккредитив 

KW capacity – мощность в киловаттах 

obtainable – который может быть получен 

offer without engagement/obligation – предложение без обязательства 

payment in/by installments – платёж частичными взносами (в рассрочку) 

subject to – при условии 

to be subject to – подлежать чему-то, попадать под действие чего-либо, 

быть действительным в случае чего-либо 

to overhaul – совершенствовать, реконструировать 

to recondition – ремонтировать, переоборудовать 

to revoke an offer – отозвать предложение 

valid – действительный, имеющий силу 
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COMPREHENSION 

 

Ex. 1. Answer the questions. 

1. What do offers made in writing usually state? 

2. What parts does an offer usually contain? 

3. What is usually sent with offers? 

4. What kinds of offers do you know? 

5. Whom does the Buyer usually send a firm offer? 

6. Is it possible to revoke a firm offer? 

7. What is a firm offer subject to? 

8. How does the price of the goods sold depend on the type of the offer made? 

9. Who can be sent an offer without engagement? 

 

Ex. 2. 

a) Read the offer made by Dynateam Innovations to Rainbow Homecenter and 

answer the questions given below. 
 

1212 Westlake Ave. 

Seattle, Wash. 98404 

Mr. Rigley 

Rainbow Homecenter 

 

DYNATEAM 

Innovations 

7 October 2004 

Dear Mr. Rigley, 

We thank you for your inquiry of 5 July in which you asked about sports 

swimming suits we advertised in June’s edition of ‘Sports New’. 

These sports swimming suits are made of new generation of micro fibers 

ideally suitable for sensitive skin. They are MicFib products, which is a 

brand name you are familiar with. Their unique hygienic properties have 

proved the main selling point of this product. All dealers who have displayed 

out brightly colored, jazzy products have reported a tremendous increase in 

sales. 

You can choose from more than twenty-five designs in all sizes. 

We would be pleased to add you to our list of customers and could promise 

you excellent products and prompt supply. As we execute all orders in strict 

rotation, we strongly advise you to order early. 

Thank you for your interest. Our services are at your disposal. 

Yours faithfully, 
M. Kerr 

M. Kerr 

Sales Manager 

Enc.: Catalogue 
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1. What product did the company advertise in ‘Sports New’? 

2. What are the main characteristics of the swimming suits? 

3. What have all dealers reported? 

4. What did Dynateam Innovations advise? 

 

b) Scan the letter given above and write a letter on analogy. 

 

Ex. 3. A retailing company got an offer from a supplier. Look at the informa-

tive part of the offer and consider which elements should be omitted, if any. 

Do you think this offer is informative enough to keep the retailer interested? 

 

Our new calf bags are made in black, red orange and green. Elegant shapes 

have a sporty chic style when classics take a modern approach. This collection 

is particularly suitable for summer and winter wear. Our new R15 bags are 

decorated with nicely polished silver buckles and studs. We can offer V-

shaped, O-shaped and L-shaped calf bags, which ideally match the taste of 35 

customers. These classic style accessories will add a finishing touch to your 

elegant interior. 

 

 

Ex. 4. Complete the sentences with the words and expressions from the box. 

 
assure offer hold is stipulated manufacturers 

subject competitive offers General Conditions acceptance 

 

1. When no time for acceptance __1__in the offer, the __2__must be made 

within a reasonable time. 

2. We __3__this offer open for your acceptance until the 15th May. 

3. This offer is __4__to prior sale. 

4. Our __5_are stated in the enclosed Form of Contract. 

5. We are now comparing your price and terms with ___6__received from 

other __7__. 

6. This should enable you to __8__the goods for  sale at__9__prices. 

7. We __10__you of our best attention. 
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Ex. 5. Choose the best words from the options in brackets in this letter offer-

ing an agency. 

Grazioli S.p.A. 

Via Gradenigo 134 

50133 Firenze 

+39(0)55 89-65-20 

+39(0)55 89-65-21 

pgrazioli@grazioli.co.it 

Herr Otto Grassmann 

Grassmann AG 

Lindenweg 18 

D-1000 Berlin 12 

23 October 2003 

Dear Herr Grassmann 

You were recommended to us by the German Chamber of Commerce, 

who__1__(said, told, spoke) you might be interested in representing a lead-

ing Italian glass manufacturer in your country. 

We have a number of agencies in other European countries who receive 

products on __2__(commission, consignment, approval), then sell them on a 

6% commission on ex-work prices. These are__3__(single, unique, sole) 

agencies. 

Generally, their customers __4__(settle, agree, deal) all accounts with us, 

then we supply them direct on invoices received from the agent. 

In most cases we offer a __5__(test, proof, trial) agency agreement for one 

year, and if the results are good, we __6__(export, extend, expand) the agen-

cy agreement on a further two-year contract. We would __7__(offer, suggest, 

invite) you support through advertising, brochures, and leaflets in German, 

the__8__(cost, value, worth) of this being shared between us. 

Our market__9__(researchers, reporters, informers) tell us there is an in-

creasing demand for our line of products in your country, so it would not be 

difficult to sell our products. 

If you would be interested in any agency of this type, we can send you a 

standard agreement, giving you more details of our terms. Meanwhile, we 

are enclosing our __10__(actual, present, current) catalogue. 

Yours sincerely, 
Pietro Grazioli 

Pietro Grazioli 

Chairman 

Enclosure 
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Ex. 6. Make eight complete sentences by joining phrases from column A and 

phrases from column B with one of the prepositions. You will need to use some 

of the prepositions more than once, but each phrase should be used only once. 

A 

We are pleased that the quality 

She offers her apologies 

The offer is subject 

We enclose a list 

Payment is to be made 

We will inform you 

We look forward 

They thank you 

 

 

in 

 

of 

 

for 

 

to 

B 

prior sale 

a few days 

spare parts and their prices 

cash within 45 days 

the inconvenience 

your answer 

your offer 

the goods meets your requirements 

 

Ex. 7. Rewrite the letter putting its parts in the correct order. 

1. Enclosed are sample hooks in each of the colours requested and an order 

form. As regards delivery, we can dispatch the hooks immediately on re-

ceipt of the completed order form. 

2. We look forward to receiving your order. 

3. Yours faithfully, 

4. We are pleased to make you the following offer: 

5. Dear Sirs, 

6. Terms of payment 30 days net. 

7. Enclosure 

8. Thank you very much for your inquiry of … 

9. 60,000 large clothes hooks (light metal in blue, green, gold) – £2,750. 

 

 

DIALOGUE 

Read the following conversation and do the tasks that follow. 

Tony King is a ‘rep’ – a salesman – for a firm that manufactures electrical 

goods. He calls on Alan Jacobs to show him something he believes will inter-

est him. 

Tony: Tony King. Nice to meet you. 

Alan: You too. 

Tony: What I’ve come in to speak to you about is a new product that we are 

bringing on the market. 

Alan: Yes? 
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Tony: We think it is going to fill the gap in the market for dimmer switches. 

I’ll show you a sample. It just plugs into the top of a lamp or a bedside 

unit, no wiring required to dim your light, you see. 

Alan: I’ve had one before that, it was a screw in one. 

Tony: But…Wouldn’t you have to wire in on that one in? 

Alan: Yes, you wired it in. 

Tony: Now this is different in that respect. This one we have designed as a 

plug-in, because we felt that there were people, maybe elderly people, or 

those who are a bit nervous with electricity when it comes to wiring in. 

This one, they can take it home, plug into their bedside lamp and then 

they’ve got an instant dimmer. 

Alan: Yes. 

Tony: It’s ideal for watching television. 

Alan: It just seems a bit… 

Tony: Yes, a bit stiff. You’ll find that the one’s that are coming off the line 

will be a lot better than that. That is what we would call a prototype. 

Alan: Yes. 

Tony: I’ve also got another prototype. This is that it looks like. You know, 

it’s just to hang it on the stand, where passers-by can spot it. I mean it’s 

quite colourful, at a glance you can see what it is. On the other side 

you’ve got very simple instructions, with a little drawing, of just how it 

plugs into a unit. You know, whatever they want to use it in, there it is: 

straightforward dim. 

 

Ex. 1. Look at the terms in the left-hand column. Match each one with its cor-

rect definition in the right-hand column. 

1) To come on to the market a) A unit of a product used to demonstrate one of 

the first units made 

2) To fill a gap in the market b) One of the first units of a new product made, 

so that the design can be changed before the 

mass production 

3) A sample c) To be produced by modern mechanical means 

4) To come off the line d) If you turn it round to look at the back 

5) A prototype e) To produce and sell something that nobody 

else is selling 

6) To spot something f) Simple, easy, without problems 

7) At a glance g) To be sold for the first time 

8) On the reverse side of 

something 

h) To notice, or see something 

9) Straightforward i) Immediately, as soon as you see it. 

 



     148 

Ex. 2. While preparing for this meeting Alan has made up a check list of 

points to be answered. Read the extract again and complete as many answers 

as possible. 

1. Product available when? 

2. Is a prototype available for testing? 

3. Plug-in type or screw-in type? 

4. Is the product imported? 

5. Is wiring needed? 

6. Simple instructions with the product? 

7. Drawing included in the instructions? 

8. Colourful packaging? 

9. Cheaper than the previous dimmer? 

 

 

Ex. 3. Read the extract again. This time write down the expressions Tony and 

Alan actually used when they did the following: 

1. Tony greeted Alan for the first time. 

2. Tony explained his reason for coming to see Alan and said he wanted to 

show him a product that has not been available before. 

3. Alan pointed out a specific difference between this product and the earlier one. 

4. Tony said that the object they were looking at was one made for testing the 

design. 

 

Ex. 4. Look at the record cards for these sales representatives. They all work 

for the same company and are responsible for very similar districts. Say which 

you think is the best rep and why? 

 

Name: Ret Spankings 

Earnings: 10,600 

Travel Expenses: 4,800 

Entertainment Expenses: 

800 

Sales: 65,700 

 

Name: Sue Collins 

Earnings: 10,700 

Travel Expenses: 4,180 

Entertainment Expenses: 

1,400 

Sales: 69,500 

 

Name: Gary Knowles 

Earnings: 11,200 

Travel Expenses: 4,520 

Entertainment Expenses: 

2,700 

Sales: 73,400 

 

Word  List 

travel and entertainment expenses – командировочные и представитель-

ские расходы (транспортные расходы, затраты на питание, прожива-

ние сотрудников и т.п., а также расходы по организации развлека-

тельных мероприятий для клиентов (напр., в случае командировки в 

качестве торгового представителя и т.п.); данные затраты могут вычи-

таться при определении налоговой базы); 

sales – объем продаж. 
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Ex. 5. Read the conversation again and reproduce it with another student in 

class. 

 

Ex. 6. You are a sales representative. Describe your new product. Use the 

ideas from the conversation. 

 

 

TRANSLATION 

A) Translate from English into Russian. 

1. These prices are subject to 10% discount. 

2. The prices in this catalogue are subject to revision. 

3. We offer you, subject to your acceptance by fax, 1,000 tons of ore. 

4. This offer is made subject to the goods being unsold. 

5. We believe that the results if the tests will have been summarized by the end 

of this year. 

6. Three percent will be deducted by us as the compensation for moisture. 

7. The ore would be shipped in bulk. 

8. The machine can be dispatched in the second half of September, provided 

that we receive your formal order not later than July 31st. 

 

B) Translate from Russian into English. 

1. Требуемый Вами товар продан, но мы можем предложить Вам другой. 

2. Мы бы хотели предложить Вам новый товар, который мы выпускаем 

на рынок. 

3. Мы признательны Вам за Ваш запрос и с удовольствием предлагаем 

Вам следующее… 

4. Эта оферта действительна лишь в том случае, если товар ещё не бу-

дет продан по получении Вашего ответа. 

5. Мы надеемся, Вы удовлетворены качеством образцов, предложен-

ных нами. 

6. Сейчас мы сравниваем Вашу цену и условия с предложениями, по-

лученными от других производителей. 

7. Мы сожалеем, что не в состоянии принять Ваше предложение. 

8. Пожалуйста, помните: данная оферта действительна до тридцатого 

сентября. 

9. Вы предлагаете скидку на крупные заказы? 

10. Мы советуем Вам пересмотреть Ваше предложение и послать его 

нам как можно скорее. 
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WRITING 
 

Ex. 1. Write an offer to the following enquiry. Invent any details you need. 

London, 23rd January, 2006 

Dear Sirs, 

 

With reference to the previous contracts concluded with your organization, 

we shall be glad to receive your offer for the sale to us of Caviar of 2005 

catch. 

We require the following quantities of barreled caviar, viz.: 

Beluga caviar ……….. 5,000 lbs. 

Osetrova Caviar …….. 4,000 lbs. 

Pressed Caviar ……… 3,000 lbs. 

Total 12,000 lbs. 

We should like the shipment of the Caviar to begin in may and continue at 

regular intervals until the end of 2006. 

We hope to receive your offer as soon as possible. 

Yours faithfully, 

 

Word  List: 

catch – улов 

barreled – в бочках 

lb – сокращенное обозначение единицы веса pound фунт 

pressed caviar – паюсная икра 

 

Ex. 2. Write a reply to this enquiry promising to send a quotation. 

2                                                                               Moscow, 20th October, 2006 

Dear Sirs, 

We refer to the recent discussions with your Managing Director 

Mr A.B. White here in Moscow, with accordance with the agreement reached 

we request you to send us your tender in triplicate for two sets of Machinery 

for Coagulating, Extracting and Drying Synthetic Rubber as per specification 

enclosed. 

The price, net weight and overall dimensions of each machine and each 

item separately must be indicated in the offer. Your quotation should also in-

clude two sets of rapidly wearing parts. 

We request you to enclose with your offer copies of your publications and 

drawings containing a full description of each machine included in the tender. 

We await your quotation with interest. 

Yours faithfully, 
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Word  List: 

in triplicate – в трех экземплярах 

Machinery for Coagulating, Extracting and Drying Synthetic Rubber – 

машинное оборудование для коагуляции, экстрагирования и сушки 

синтетического каучука 

as per specification enclosed – согласно приложенной спецификации 

to wear out – изнашиваться 

 

Ex. 3. Write a letter offering the following. 

100 tons of Paraffin Wax, Grade A – Melting point 52 – 54C, Grade B – 

Melting point 51 – 52C. Delivery – c.i.f. London. Shipment – within three 

weeks of receipt of the order. The terms of payment and other conditions – in 

the enclosed copy of your Sales contract. 

 

 

POINTS  TO  REMEMBER 

1. Make sure that the letter does not contain anything which might reasonably 

annoy the person receiving it. 

2. Remember that a letter which is anything less than completely honest de-

serves to fail. This applies both to the use of physical description and to 

wider claims as well. So don’t use ‘in mint condition’, ‘scarcely used’, 

‘almost new’, ‘I sell the world’s best and cheapest …’ and ‘I guarantee that 

you will never regret buying from us’. 

3. Stipulate the terms of payment and the time and place of delivery. 

4. If the full details of the transaction have been outlined in previous corre-

spondence, simplify matters by saying that the contract is subject to the 

conditions which you set down in your letter of a specific date. 
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7.  ORDERS 

 

DISCOVERING  CONNECTIONS 

1. Have you ever written orders? When? 

2. What is the best way to write a good order? 

3. Is it necessary to write a letter when ordering or is it enough to fill in a spe-

cial form? 

 

THEORY 

PLACING  AN  ORDER 

Many companies use special forms for ordering merchandise or service. 

They may use their own, called a purchase order, or one provided by the sell-

er, called an order form. These forms have blank spaces to insure the inclusion 

of all necessary information. Their advantage is that they enable a company to 

number and so carefully file all expenditures. Even if the order is telephoned, 

it must be confirmed in writing, and an order form should always be accom-

panied by either a compliment slip or a covering letter. In comparison to the 

correspondence so far, placing an order is simple from the point of view of 

letter-writing. Very often the purchasing department or the buyer fills in an 

order form, although he may prefer to write a letter to make certain points 

quite clear. There could be special import regulations which make it necessary 

to complete formalities, or he may want to stress delivery instructions or other 

matters. The supplier sends an order acknowledgement promptly, to thank his 

customer for the order. If prices or delivery times have changed, the customer 

must be notified. If the goods ordered are no longer available, a substitute may 

be offered. 

Nevertheless, there will be times when an order must be put into letter for-

mat. At such times, you must be sure to include COMPLETE, ACCURATE 

INFORMATION because incomplete orders result in delayed deliveries, and 

inaccurate facts result in receipt of the wrong merchandise. 

Every order should include: 

1. the name of the item being ordered; 

2. the item's number (catalog number, style number, model number, etc.); 

3. quantity desired (often in large units such as dozens, cases, reams, etc.); 

4. description (such as size, weight, color, material, finish, extra features); 

5. unit price; 

6. applicable discounts; 

7. applicable sales tax; 
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8. total price; 

9. method of payment (such as charge account, including the account num-

ber; c.o.d.; check; etc.); 

10. desired delivery date; 

11. method of shipment (such as parcel post or air express); 

12. delivery address (which may vary from the billing address); 

13. authorized signature. 

In addition, if your order is in response to an advertisement, you should 

mention the source (e.g. the title and issue date of a magazine or newspaper). 

 

USEFUL  EXPRESSIONS  AND  PHRASES 

 Explain there is an order accompanying the letter 

Your letter of 12 October convinced me to place at least a trial order for the 

…….. you spoke about. Therefore please find enclosed……. 

Please find enclosed our Order No. B4521 for ………. 

 

 Confirming the terms of payment 

We would like to confirm that payment is to be made by irrevocable letter of 

credit which we have already applied to the bank for…. 

Once we have received your advice, we will send a banker's draft to…and we 

agreed that payments would be made against quarterly statements 

 

 Confirming the agreed discounts 

We would like to thank you for the 30% trade discount and 10% quantity dis-

count you allowed us. 

Although the rather low trade discount of 15% disappointed us, we will place 

an order and hope that this allowance can be reviewed at some time in the 

near future. 

Finally, we would like to say that the 25% trade discount is quite satisfactory 

and we will certainly take advantage of the cash discounts you offered for 

prompt settlement. 

 

 Confirming the delivery dates 

It is essential that the goods are delivered before the beginning of…. 

Delivery before February is a firm condition of this order, and we reserve the 

right to refuse goods delivered after that time. 

Please confirm that you can complete the work before the end of March, as the 

opening of the supermarket is planned for the beginning of April. 

Please confirm that you can supply this quantity by the required date. 
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 Methods of delivery 

Please send the goods by Red Star express as we need them urgently. 

We advise delivery by road to avoid constant handling of this fragile consign-

ment. 

 

 Packing 

The carpets should be wrapped in thick grease-proof paper which is rein-

forced at both ends to avoid wear by friction. 

 

 Closing 

We hope that this will be the first of many orders we will be placing with you. 

We will submit further orders, if this one is completed to our satisfaction. 

If the goods sell as well as we hope, we shall send further orders in the near 

future. 
 

 

READING 
SPECIMEN  LETTERS 

Read the following letters carefully and answer the questions.. 

I.  Enclosing  Printed  Order  Form. 

Roberts Import Company 

Av. Rio Branco 278 

Grupo 506 

Rio de Janeiro 

30th November, 19_ 

Farmers Fruit Products 

Taunton, Somerset 

England 

Dear Sirs, 

Order for Marmalade 

In reply to your letter of 22nd November, we thank you for allowing us a special 

discount. This makes it possible for us to place an order and to expect quite good 

sales. 

We have pleasure in enclosing our Order No. 732/AS, and would ask you to return 

the duplicate to us, duly signed, as an acknowledgement. 

Yours faithfully, 

Carlos Santos 
Carlos Santos 

Enc. Order No. 732/AS 
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Order Form 

 
Roberts Import Company 

Av. Rio Branco 278 

Grupo 506 

Rio de Janeiro 

ORDER    No. 732/AS 

(Please quote this number on all correspondence) 

Farmers Fruit Products 

Taunton, Somerset 

England 

 

30th November, 19__ 

 

Please supply 

 

Quantity  Unit  Description   Currency and price 

15,000  1 lb   Orange marmalade  Cruzerios 3.5 each 

 jars  quality A2 

 

Delivery:   by 10th December, 19__ 

Method of transport: Shipment 

Marks:   RIC 

SP 

Payment: Half the amount on receipt of consignment, remainder 

within 30 days 

Discount:   5% special discount 

2% cash discount 

 

p.p. Chief Buyer 

 

Roberts Import Company 

 

Please sign the duplicate of this order and return it to us as an acknowledgement. 

 

 

1. Why is it possible for Roberts Import Company to place an order and to 

expect quite good sales? 

2. What discount will Roberts Import Company get in total? 

3. What do they want Farmers Fruit Products send them back? 
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II.  Enclosing  an  Acknowledgement. 

 
 

 

 

 

 

 

 

 

Roberts Import Company 

Av. Rio Branco 278 

Grupo 506 

Rio de Janeiro 

 

 

FARMERS FRUIT 

PRODUCTS 

Taunton, Somerset 

England 

 

 

8th December, 19_ 

 

Dear Sirs, 

Thank you very much for your Order No. 732/AS dated 30th November, 19     . 

As requested we enclose the copy, duly signed, as order acknowledgement. 

Our dispatch department is processing your order today, and will let you know when 

the consignment will reach you. 

We confidently hope that you will have a good turnover, and that you will be able to 

place repeat orders with us in the near future. 

 

Yours faithfully, 

Enc. 

 

 

1. What are FARMERS sending as an acknowledgement of the order? 

2. How will Roberts Import Company know when the marmalade is going to 

arrive? 

3. Why do FARMERS write a letter with the acknowledgement? 

 

 

III. Import  Order. 

1. Which are the most popular sizes? 

2. How should delivery be made? 

3. How will payment be made? 

4. Why must the clothes be delivered immediately? 
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MATTHEWS & WILSON 

Ladies' Clothing 

421 Michigan Avenue 

Chicago, III. 60602 

Messrs Grant & Clarkson 

148 Mortimer Street 

London W1C37D 

November 4, 19_ 

Gentlemen: 

Thank you for your quotation of October 30. We have pleasure in placing an order 

with you for 

2,100 'Swinger' dresses     at Price: 338,745 

in the colours and sizes specified below: 

Quantity   Size    Colour 

50    8, 16    White 

100    10, 12, 14   White 

50    8, 16    Turquoise 

100    10, 12, 14   Turquoise 

50    8, 16    Red 

100    10, 12, 14   Red 

50    16    Yellow 

100    10, 12, 14   Yellow 

50    16    Black 

100    10, 12, 14   Black 

Delivery: air freight, c.i.f. Chicago. 

We shall open a letter of credit with your bank as soon as we receive your order 

acknowledgement. Please arrange for immediate collection and transport, since we 

need the dresses for Christmas. 

Very truly yours, 
P. Wilson, Jr.  

Buyer 

 

IV.  Exchange  of  Cables. 

MATWIS CHICAGO      8 NOVEMBER 

YOUR ORDER 4 NOVEMBER PLEASE CONFIRM QUANTITY 2100 

SWINGER ORDERED STOP SPECIFICATION 1900 ONLY 

 GRANT CLARKSON LONDON 

GRANT CLARKSON LONDON      9 NOVEMBER 

REGRET CLERICAL ERROR OUR ORDER IS FOR 1900 SWINGER DRESSES 

AS SPECIFIED PRICE $35,055 PLEASE CONFIRM 

MATWIS CHICAGO 
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1. Why do Grant & Clarkson query the quantity of dresses ordered? 

2. How do you think the mistake occurred ? 

3. Why do both companies cable “please confirm”? 

 

V.  Confirmation. 

 

 

GRANT & CLARKSON 

148 Mortimer Street 

London W1C37D 

Messrs Matthews &Wilson 

421 Michigan Avenue 

Chicago, 111. 60602 

9th November, 19__ 

Attention: Mr. P. Wilson, J 

 

Dear Sirs, 

Thank you for your order dated 4th November. On checking it we noticed a discrep-

ancy between the first paragraph and the quantities you specified, and therefore ca-

bled you yesterday as follows: 

YOUR ORDER 4 NOVEMBER PLEASE CONFIRM QUANTITY  

2100 SWINGER ORDERED STOP SPECIFICATION 1900 ONLY 

 

Today we received your cable in reply reading: 

 

REGRET CLERICAL ERROR OUR ORDER IS FOR 1900 SWINGER DRESSES 

AS SPECIFIED PRICE $35,055 PLEASE CONFIRM 

 

We have pleasure in confirming that we have booked your order for 1900 'Swinger' 

dresses. Air shipment can be made as soon as we receive confirmation that a letter of 

credit has been opened for the amount mentioned above. 

Please note that our quotation of 30th October was for sea freight c.i.f. Chicago. 

Naturally we can arrange for the goods to be sent as air cargo, but as this is more 

expensive we shall have to charge you for the extra costs. In this way, however, you 

will certainly receive the goods within a week, thus enabling you to distribute them 

in time for Christmas. 

Yours faithfully, 

F.T. Burke 
F.T. Burke 

Export Department 
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1. What discrepancy does the letter refer to? 

2. Why are both cables quoted in the letter? 

3. When can the goods be dispatched? 

4. Why will Matthews & Wilson have to pay more for freight? 

 

 

COMPREHENSION 
 

Ex. 1. Read the following letters-orders and find the English equivalents for 

the expressions below. 

 

A. 

Dear Sirs, 

 

Purchase Order No 4462M 

 

Thank you for your letter of 1 June, enclosing your catalogue, price list and samples 

of paperweights. 

We have tested the samples and are pleased with their quality. 

We enclose our official purchase order and will open an irrevocable Letter of Credit 

as soon we receive your pro forma invoice. 

 

Yours faithfully 

 

 

B. 

Dear Sirs, 

 

Purchase Order No. 4462M. 

 

Thank you for your letter of 1 June. 

We have examined your samples and would like to place the following order: 

200 large ‘Cat’ paperweights (Red) Cat. Ref. В 1613 

100 large ‘Bird’ paperweights (Blue) Cat. Ref. В 1617 

300 small ‘Rabbit' paperweights (Blue) Cat. Ref. В 1621 

We shall pay for the goods by banker's draft on receipt of your pro forma invoice. 

 

Yours faithfully, 

 

 



160 

C. 

Dear Sir, 

We thank you for your letter of 5th June enclosing your latest leaflet of the new 

model of a car. 

We have decided to place a trial order with you for 3 cars. 

As to the delivery date we agree that they should be shipped 2 months after your 

confirmation of the order. 

Dispatch and marking instructions will be given by our forwarding agents in Lon-

don, who will tell you of their charges. Your invoice should include CIF Paris, and 

the amount of our credit is sufficient to cover this and your bank commission. 

Please tell us by telex or fax when the machines have been dispatched. 

Yours faithfully, 

 

D. 

Dear Sir, 

In reply to your letter dated 1st July we would like to tell you that your terms of de-

livery and payment are quite acceptable to us, we find your price a bit too high, 

though. We hope, however, that you will grant us a discount when we become your 

regular buyers. 

So we are pleased to establish business relations and are placing an order for 5,000 

tons of maize with you. 

Please telex or fax the date of shipment. 

We are looking forward to your prompt confirmation of the order. 

Yours faithfully, 

 

1. Мы испытали образцы и удовлетворены их качеством. 

2. Мы решили разместить пробный заказ на... 

3. Они должны быть отправлены в течение 2 месяцев после подтвер-

ждения заказа. 

4. Мы прилагаем официальное платежное требование. 

5. Откроем безотзывный аккредитив по получению вашего счета-

фактуры. 

6. Ваш счет должен включать цены С.И.Ф. 

7. ... вы предоставите скидку, как только мы станем  вашими постоян-

ными заказчиками. 

8. Мы рады установить деловые отношения. 

9. Мы оплатим товар банковской траттой. 

10. Ваши условия поставки и платежа вполне приемлемы. 

11. В ответ на ваше письмо от ... 
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Word  List: 

forwarding agent(s) – экспедитор(ы), экспедиторская фирма 

irrevocable letter of credit – безотзывный аккредитив 

paperweight(n) – пресс-папье 

trial order – пробный заказ 

 

Ex. 2. The verbs in the box can all be used with the noun ‘order’. Choose the 

best verb to complete each sentence. Use each verb only once, and in the cor-

rect form. 

confirm     refuse      ship      dispatch       place     make up      cancel     acknowledge 

1. We would like to _______ an order with you for 5,000 units. 

2. As we are unable to supply the quantity you asked for, we would have no 

objection if you preferred to _______ your order. 

3. I am writing to _______ your order, which we received this morning, for 

20 “Omega Engines”. 

4. We are pleased to inform you that your order K451 has already been 

_______ from our depot. 

5. Please _______ your order in writing, so that we can inform our distribu-

tion depot. 

6. Your order was _______ yesterday on the MV Oxford. 

7. Unfortunately, we shall have to _______ your order unless payment is set-

tled in cash. 

8. I would like to reassure you that your order will be _______ in our depot 

by staff who have experience in handling these delicate materials. 

 

Ex. 3. In this email Mr Takahashi is placing an order, but the sentences have 

become confused. Rewrite the email with the sentences in the correct order, 

starting new paragraphs where appropriate. 

T o :    Daniele Causio 

S u b j e c t :   Order No. 49301/231 

1. Best wishes. 

2. If some of the items are out of stock, please do not send substitutes. 

3. When you send the order, please make sure all cartons are clearly labeled with 

our logo and numbered. 

4. I can confirm that the 10% quantity discount off net prices ере you offered is 

acceptable. 

5. Dear Sig. Causio. 

6. I attach our order No. 49301/231 for the selection of shirts, trousers, and jack-

ets which we discussed on the phone yesterday. 

7. Kosaburo Takahashi. 
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8. As agreed, we will pay by letter of credit – I have already arranged this with 

the bank. 

9. Please note the order must be here by 10 April, in time for the new season. 

10. As soon as the bank hands over the shipping documents, the credit will be re-

leased. 

 

Ex. 4. Order form. 

1. Read this email from Dieter Faust, a buying manager, to his assistant, Be-

atrice Mey. 

To:  Beatrice Mey 

Subject:  Satex order 

Beatrice 

Please place an order with Satex for the items I’ve indicated in the catalogue I gave 

you yesterday. Terms are banker’s draft, and delivery is within six weeks of date of 

order. 

Thanks 

Dieter Faust 

17 July 20___ 

 

2. Here is the page from the sales catalogue Dieter Faust mentioned in his 

email. 

Satex S.p.A. 

Spring Catalogue 

Item  Cat.no. Price € per item Quantity 

Shirts     

PLAIN white 

blue 

S288 

S289 

€30 

€30 

50 

50 

STRIPED blue / white 

white / grey 

white / green 

S301 

S302 

S303 

€35 

€35 

€35 

_____ 

_____ 

_____ 

Sweaters (V-neck)     

PLAIN red 

blue 

black 

P112 

P113 

P114 

€40 

€40 

€40 

20 

20 

_____ 

PATTERNED blue 

black 

P305 

P306 

€52 

€52 

_____ 

_____ 

 

3. As Beatrice Mey, use the information in his email and the catalogue to 

complete this order form. 
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Satex S.p.A. 

Order Form 

Via di Pietra Papa, 00146 Roma 

Date:  Address for delivery 

Name of company: Reiner GmbH Wessumerstrass 

215-18 

 

Order 

No: 
W6164 D-4500 Osnabr ck  

Telephone: + 49 541 798252   

Fax:       + 49 541 798253   

Email:     faustd@reiner.co.de Authorized:  

(D. Faust) 

 

Item description Cat. no. Price Quantity Total 

  € per 

item 

 € 

     

     

 
Ex. 5. Dieter Faust emails Beatrice Mey again, reminding her to include 

a covering letter with the Satex order (see Exercise 3). As she has only 

recently started working for him, he gives detailed instructions. As Be-

atrice Mey, write the letter. 

To…:  Beatrice Mey 

Subject:  Covering letter 
Beatrice, 

Please remember to include a covering letter with the Satex order:  

– Address it to Sig. Daniele Causio, Sales Director.  

– Use the order number as the subject title. 

– Thank him for his letter of 1 July, catalogue, and price list. 

– Tell him you enclose the above order, and remind him that we expect 

delivery within six weeks. We will pay by banker’s draft when we re-

ceive the shipping documents. 

– Explain that if items are not available, they should not send substitutes. 

– Ask him to email me if there are any problems with delivery.  

– Close by saying we look forward to receiving acknowledgement 

of the order. 

Many thanks 

Dieter 

17 July 20___ 

 

Ex. 6. Read this extract from a fax apologizing for a delayed delivery, 

and choose the best words from the options in brackets. 
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Further to our telephone conversation on Friday, I am writing to you 

1_____ (affecting, concerning, changing) your order, No.SX1940, which was 

2_____ (sold, made, placed) with us on 10 January. Once again, I must 

3_____ (regret, apologize, speak) for the delay in processing this order. This 

was due to a staffing 4_____ (shortage, fault, malfunction). However, since I 

spoke to you, we have 5_____ (dismissed, promoted, taken on) four new em-

ployees at our depot, and I am pleased to tell you that your order is now ready 

for dispatch. It will 6_____ (arrive, deliver, reach) you within five working 

days. 

Special 7_____ (care, attention, caution) has been taken to ensure that the 

8_____ (load, crates, consignment) has been packed 9_____ (meeting, accord-

ing, serving) to your requirements. Each item will be individually wrapped to 

10_____ (prevent, cause, stop) damage. 

 

Ex. 7. All the sentences below give reasons for refusing an order. Match 

the sentences in column A with sentences in column B with similar mean-

ings. Then put a tick by the sentences which are most suitable for busi-

ness correspondence. 

Column A 

1. We don't make this product now because people don't buy enough of it. 

2. We can't sell you anything unless you pay cash. 

3. We cannot offer the discount you suggest as our profit margins are ex-

tremely low. 

4. We can't possibly fill this huge order: it's more than our total output for at 

least six months! 

5. Unfortunately, we cannot guarantee delivery within five working days. 

Column B 

a. Unfortunately, we do not have the capacity to supply an order as large as 

this. 

b. We can't let you have 15% off because we price our products as cheaply as 

possible. 

c. There's no way we can deliver in such a short time. 

d. We have stopped manufacturing this product as there is no longer sufficient 

demand. 

e. We regret that we would only be prepared to supply on the cash basis. 

 

Ex. 8. Make words from the jumbled letters and match them with the def-

initions below. 

a. SMPOMILCTEN IPLS 
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b. NOVCIIE 

c. GIFOWRDNRA GENTA 

d. TSTMTEELEN 

e. RIA ILWYALB 

f. IHPS 

g. VIGCNERO TRTEEL 

h. CIAVDE TNEO 

 

1. Person or organization that conveys goods to their destination. 

2. Letter accompanying a document or goods, explaining the contents. 

3. List of goods or services that states how much must be paid for them. 

4. Document informing a customer that a consignment is on its way to them. 

5. Payment of an account. 

6. Small piece of paper with a company's details on it. 

7. To send goods by road, rail, air, or sea. 

8. Document that gives information about goods sent by air. 

 

Ex. 9. Below you will see parts of four letters concerned with orders. Put 

the correct word or phrase in each blank. Choose from the following list. 

Use each item once only. 

 

accept delivery acknowledge current issue  following 

inconvenience  line note   postage 

range  regret  reserve the right resume 

quotation  stock supply   terms 

 

A) With reference to your advertisement in the 1……… of 'Office Month-

ly' I would like to order 2 Easifix Year Planners. 

I enclose a cheque for £15 to include 2…………and packing. 

 

B) Thank you for your 3…………..of 5th July for your "Finesse" 

4 ……………. of dining room furniture. We find your 

5 …………..satisfactory and would like to order the 6……….. . 

10 "Finesse" dining tables at &280 per item 

40 "Finesse" dining chairs at &60 per item 

We 7 …………… that you can supply these items within 30 days and 

we 8 ………….. not to 9 ………… after this time. 

We should be obliged if you would 10 ………….receipt of this order. 

C) We thank you for your order of 11th May for 2 Easifix Year Planners. 
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This 11……….. has proved so popular that we 12…………to inform 

you that it is temporarily out of stock. 

We hope to be able to 13………….. supplies within the next ten days. 

We apologize for any 14…………… this may cause. 

D) Thank you for your order of 12th July for 10 “Finesse” dining tables and 

40 “Finesse” dining chairs. 

As we are in a position to 15……….. you with the above items from 

16 ….. we have arranged for them to be delivered to you early next week. 

 

 

TRANSLATION 

 

Translate these letters into English. 

1. Пробный заказ 

Уважаемые господа! 

После визита нашего представителя ..., который он нанес Вам не-

сколько дней назад, когда ему была показана Ваша коллекция весен-

них моделей, мы решили сделать на них пробный заказ. 

Все подробности, касающиеся моделей, расцветок и размеров, даются 

в прилагаемом бланке заказа №... 

Так как сезон приближается, мы должны иметь эти товары точно к 

концу мая, доставленные на условиях ФОБ Лондон. 

Просим подтвердить получение данного заказа. 

С уважением 

Приложение: 1 лист. 

2. Прилагаемый к письму заказ 

Ваше предложение на ... (описание товара) было получено ... (дата), и 

мы сейчас с удовольствием прилагаем наш заказ № ..., содержащий 

наши требования. 

Просьба доставить товар как можно скорее. 

3. Заказ, содержащийся в письме 

Благодарим Вас за предложение от ... (дата) на ... (подробности о то-

варе) и рады его принять. 

Пожалуйста, рассматривайте это письмо как наш официальный заказ 

и направьте нам товар при первой возможности. 

 

4. Уважаемые господа! 

Мы подтверждаем получение Вашего письма от  ... (дата) и про-

сим Вас принять к выполнению заказ на 3 машины. Мы согласны 
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с назначенными Вами ценами, однако, просим дать двухгодичный 

срок гарантии, в течение которого Вы обязаны выполнять любые 

ремонтные работы бесплатно. 

Доставка должна быть осуществлена по вышеуказанному адресу к 

... августа. 

Мы будем рады, если Вы известите нас о получении нашего заказа 

и Вашем мнении о наших условиях. 

С уважением 

5. Подтверждение и немедленное исполнение. 

Благодарим Вас за заказ № .... полученный ... (дата) на ... (детали зака-

за). 

Партия будет отгружена сегодня ... (по железной дороге – воздуху, ав-

тотранспортом) и прибудет ... (дата). 

6. Подтверждение и извещение о дате поставки 

Ваш заказ .№ ... был получен ... (дата), и мы с удовольствием под-

тверждаем, что ... (товар) готовится. 

Мы ожидаем, что партия должна быть готова к отправке вовремя, и в 

этом случае отгрузка будет осуществлена... (дата). 

Вы получите наше извещение, как только мы узнаем точную дату и 

подробности отгрузки. 

7. Подтверждение и отправка проформы счета-фактуры 

Мы получили Ваш заказ № ... на ... (подробности товара) и подтвер-

ждаем, что приложим все усилия, чтобы выполнить заказ как можно 

скорее. 

Проформа счета-фактуры прилагается, чтобы предоставить Вам воз-

можность произвести платеж в Вашем банке. Как только мы получим 

уведомление от нашего банка, что аккредитив открыт, мы направим 

Вам товар без задержки. 

8. Цены снижены на определенных условиях 

Мы получили Ваше письмо от ... относительно заказа № ... , в кото-

ром Вы просите скидку с цены (количество и вид товара), и мы при-

нимаем во внимание причину, которую Вы выдвигаете для этой 

просьбы. 

Мы готовы предоставить Вам специальную ...%-ную скидку, при 

условии, что Вы закажете не менее, чем ... (количество). 

9. Аннулирование заказа 

Мы ссылаемся на наше письмо от . . .  (дата), в котором мы подчер-

кивали важность выполнения заказа №...  так, чтобы он был здесь к ... 

(дата). 
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Поскольку мы до сих пор не получили подтверждения от Вас, что 

товар был послан (отправлен), у нас нет другого выбора, как анну-

лировать этот заказ. 

Мы сожалеем об этом, но Вы понимаете, что у нас нет другого выхода, 

поскольку наши заказчики настаивают на доставке товара к требуе-

мой дате. 

 

 

WRITING 
 

Ex. 1. Write an order. 

As Marketing Manager for Fenway’s Toy Store, 1704 North Broadway, 

Richmond, Virginia 23261, write a letter to the Marco Toy Company, Inc., 

223 Sunrise Highway, Glen Cove, New York 11566, to order two dozen 

Baby Jenny dolls (at $10 each), one dozen Baby Jenny layette sets (at $15 

each), and three dozen 18-inch Tootsie-Wootsie teddy bears (at $7 each). 

You would like to have these items in stock in time for the pre-Christmas 

selling season. You want to pay by banker's draft within 21 days of delivery and 

have them shipped by air express. 

 

Ex. 2. Write letters. 

1. Acknowledge the following: 

25 June - order for 3000 clocks 

2 February - order for 1500 Video Cassette Recorders 

2. Advise the dispatch of the following: 

Order number ML 1627 

the 10 generators missing from order HD/17/T6000 

 

Ex. 3. Write a letter advising dispatch of an order (LM/260/C4) by air for 

Khartoum (Sudan) from London. The order is for 20 000 pairs of pink rubber 

gloves (small), and 25 000 pairs of green rubber gloves (large). Enclose an 

air way-bill, insurance certificate, and freight and insurance invoice. (Invent 

companies and addresses). 

 

 

POINTS  TO  REMEMBER 

 

1. Even if you use an official order form when placing an order, send a cover-

ing letter confirming terms of payment, discounts, delivery, and packing. 
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2. Orders should be acknowledged as soon as received. 

3. When sending an advice, explain how the goods are being sent and let your 

customer know how to identify the consignment. 

4. If there are problems with delivery tell your customer immediately what 

you intend to do to correct them. Apologize for the inconvenience. 

5. If turning an order down, be polite and generalize the terms you use so that 

the customer does not think this refusal only applies to him. 

 

 

VOCABULARY 

 

advice, n – извещение 

statement, n  –заявление, ведомость, расчет, спецификация 

prompt settlement – немедленный расчет 

provisional order – предварительный заказ 

bill of lading – коносамент 

insurance certificate – страховка 

purchase order – заказ на поставку 

slip – бланк, расписка 

dispatch loading only – диспач только за досрочную погрузку  

consignment note – накладная груза 

quantity discount – «скидка с количества» (снижение цены единицы про-

дукта при продаже крупными партиями) 

cash discount – 1. скидка при сделке за наличные 

2. торг. скидка при условии полной оплаты в определённый срок 

sight draft – вексель на предъявителя 

bill of exchange – (переводный) вексель, тратта (в США чаще применяет-

ся в отношении внешнеторговых сделок) 

c.o.d./COD (cash on delivery) – наложенный платёж, уплата при доставке 

meet/supply an order – удовлетворять, выполнять заказ 

quarterly statements – трёхмесячный, (по)квартальный 

long-term credit facilities – долгосрочные; длительные кредиты, источ-

ники кредитования 

shipping documents – погрузочные документы 

to forward goods – пересылать, отправлять товары 
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BUSINESS 

 

8.  ECONOMY 

 
“By pursuing his own interest [an individual] frequently 

promotes that of the society more effectually than when 

he really intends to promote it. I have never known much 

good done by those who affected to trade for the [com-

mon] good.” 

Adam Smith, Wealth of Nations. 

 

DISCOVERING   CONNECTIONS 

1. How would you define ‘economy’? 

2. Why are some countries considered economically developed and some – 

developing? 

3. What factors determine economic prosperity of a country? 

4. Who, in your opinion, must be involved in salving economic problems? 

5. Do ordinary people play any role in economy? 

6. In what way does your country’s economy influence you? 

7. Can you influence economic development of your country? 

8. Why do economic crises sometimes happen? 

9. How should a government act to prevent such crises? 

 

READING 

T E X T  1 

Economics as an Academic Discipline 

Read the text and do the tasks that follow. 

Economics is as old as the human race: it is probably the first art which 

man acquired. When some caveman went out to hunt while others remained to 

defend the fire or when skins were traded for flint axes we had economics. But 

economics as an academic discipline is relatively new: the first major book on 

economics Adam Smith’s “The Wealth of Nations” was published in 1776. 

Since that time the subject has developed rapidly and there are now many 

branches of the subjects such as microeconomics, international economics and 

econometrics as well as many competing schools of thought. 

There is an economic aspect to almost any topic we care to mention of edu-

cation. Economics is a comprehensive theory of how society works. But as 
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such it is difficult to define. The great classical economist Alfred Marshall de-

fined economics as “the study of a man in the everyday business of life”. 

This is rather too vague a definition. Any definition should take account of 

the guiding idea in economics which is scarcity. Virtually everything is scarce; 

not just diamond or oil but also bread and water. How can we say this? The 

answer is that one only has to look around the world to realize that there are 

not enough resources to give people all they want. It is not only the very poor 

who feel deprived, even the relatively well-off seem to want more. Thus when 

we use the word ‘scarcity’ we mean that: 

All resources are scarce in the sense that there are not enough to fill eve-

ryone’s wants to the point of safety. 

We therefore have limited resources both n rich countries and in poor 

countries. The economist’s job is to evaluate the choices that exist for the use 

of the resources. Thus we have another characteristic of economics: it is con-

cerned with choice. 

Another aspect of the problem is people themselves; they do not just want 

more food or clothing, but specific items of clothing and so on. 

We have now assembled the three vital ingredients in our definition, peo-

ple, scarcity and choice. Thus we could define economics as: 

The human science which studies the relationship between scarce re-

sources and the various uses which compete for these resources. 

The great American economist Paul said that every economic society has to 

answer three fundamental questions, What, How and For whom. 

What? What goods are to be produced with the scarce resource: clothes, 

food, cars, submarines, television sets? 

How? Given that we have basic resources of labour, land, how should we 

combine them to produce the goods and services which we want? 

For whom? Once we have produced goods and services we then have to 

decide how to distribute them among the people in the economy. 

One alternative definition of economics is that it is the study of wealth. By 

wealth the economist means all the real physical assets which make up our stand-

ard of living: clothes, houses, food, roads, schools, hospitals, cars, oil tankers, etc. 

one of the primary concerns of economics is to increase the wealth of a society, 

i.e. to increase the stock of economic goods. However, in addition to wealth we 

must also consider welfare. The concept of welfare is concerned with the whole 

state of well-being. Thus it is not only concerned with more economic goods but 

also with public health, hours of work, with law and order, and so on. 

Modern economics has tried to take into account not only of the output of 

economic goods but also of economic such as pollution. The wealth welfare 

connotation is thus a complex aspect of the subject. 
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VOCABULARY  FOCUS 
 

Ex. 1. Study the meaning of the following words, and then use them to fill in 

the gaps. 

 

1. Economy 

1.1 [countable] the system by which a country's money and goods are pro-

duced and used, or a country considered in this way: a capitalist economy | the 

burgeoning economies of the Pacific Rim 

1.2 [uncountable] the careful use of money, time, goods etc so that nothing 

is wasted: For the sake of economy, I hadn't yet turned on the heating. | econ-

omy drive (=a period of time during which you try to spend less money than 

usual) 

1.3 [countable] something that you do in order to spend less money: One 

economy would be to take sandwiches instead. | make economies: We're try-

ing to make a few economies this month. | false economy (=something that 

seems cheaper but costs more in the end): Buying cheap tyres is a false econ-

omy - they wear out much more quickly. 

1.4 economies of scale technical the financial advantages of producing 

something in very large quantities: The doubling of output can lead to econo-

mies of scale of up to 30%. 

2. Economics – [uncountable] the study of the way in which money and 

goods are produced and used: She studies economics at the London Business 

School. 

3. Economic 
3.1 [only before noun] connected with trade, industry, and the management 

of money: strategies to promote economic growth | It makes no economic 

sense at all! | economic climate (=conditions affecting trade, industry, and 

business) 

3.2 an economic process, activity etc produces enough profit for it to con-

tinue; profitable: It is no longer economic for us to run the service. | an eco-

nomic price 

4. Economical – using money, time, goods etc carefully and without wast-

ing any: an economical method of heating | I have a small car because it is 

more economical to run. 

5. Economically 
5.1 in a way that is related to systems of money, trade, or business: In eco-

nomically advanced countries, childbearing typically begins later in life. 

[sentence adverb]: Economically and politically, they've been disenfran-

chised. 
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5.2 in a way that uses money, goods, time etc without wasting any: We'll 

just have to shop as economically as we can from now on. 

6. Economize – to reduce the amount of money, time, goods etc that you 

use [+ on]: We can't economize on the central heating because the baby needs 

a warm house. 
 

Ex. 2. Supply the sentences with the words from above: 

1. She majored in …. at Harvard. 

2. We are faced with a deepening … crisis. 

3. He’s got a degree in Modern History and …. . 

4. She was brought up to be … with the housekeeping money. 

5. The country is not … stable. 

6. Many countries tried …. on fuel in the 1970s. 

7. Employing too many part-time staff can be a false … . 

8. …. of scale arise when costs do not rise in direct proportion to output. 
 

Ex. 3. Express in one word. 

1. Movable property; merchandise. 

2. Idea underlying a class of things; general notion. 

3. To take part in a race, contest, examination. 

4. To put (parts of a set of thins) in different places; give or send out. 

5. To find out, decide, the amount or value of something. 

6. Smallness of supply compared with demand. 

7. System whereby people live together in organized communities. 

8. Condition of having good health, comfortable living and working condi-

tions, etc. 

9. Great amount of property, money, etc.; richness. 
______________________________________________________________________________________________________________ 

Words for reference: concept, goods, scarcity, society, wealth, welfare, to 

compete, to distribute, to evaluate. 

 

Ex. 4. Make adjectives of the following nouns (a) and make nouns of the fol-

lowing verbs (b). 

a. scarcity, concept, goods, resource, wealth 

b. to assemble, to concern, to evaluate, to increase, to realize 

 

Ex. 5. Using a dictionary add as many words as possible into the table. Find sen-
tences with these words in the text and rephrase them using different derivatives. 

Verbs Adjectives Nouns 

I.  definition 
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2.  economics 

3.  Item 

4.  society 

5.  Stock 

6.  Use 

7. to compete   

8.to distribute   

9. vital  

 

Ex. 6. Choose the words with similar meaning from the two lists. 

1) Concept, connotation, definition, goods, ingredient, item, resources, scarci-

ty, use, wealth, vital. 

2) Articles, conception, association, determination, supplies, component, 

point, shortage, richness, application, life. 

 

Ex. 7. Form all possible word combinations using the words of the both col-

umns and translate them into Russian. Make up sentences about economy and 

economics using these word combinations. 

deprived 

scarce 

vital 

limited 

distribute 

be concerned with 

economic 

increase 

evaluate 

assemble 

resources 

goods 

people 

ingredients 

choice 

welfare 

wealth 

definition 

stock 

use 

 

Ex. 8. Complete the sentences with the words from the box below. 

limited resources, scarcity, wealth, society, to distribute, means, the concept 

1. Economics is a theory of how … works. 

2. We have … ….. in rich and poor countries. 

3. The guiding idea in economics is … . 

4. One of the primary concerns of economics is to increase the … of a socie-

ty. 

5. Once we have produced goods and services we have to decide how … … 

them. 
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6. By wealth the economist … all the real physical assets. 

7. … … of welfare is concerned with the whole state of well-being. 

 

Ex. 9. Make up your own text using the following words and word combina-

tions. 

Economics, comprehensive theory, society, the guiding idea, scarcity, not 

enough resources, to want more, to fill everyone’s wants. 

 

COMPREHENSION  
 

Ex. 1. Complete the sentences using information from the text. 

1. Economics is as old as …….  

2. Economics as an academic discipline is relatively new: the first major 

book on economics Adam Smith’s …..  

3. Economics is a comprehensive theory of ….. . 

4. The guiding idea in economics is ….. . 

5. The word ‘scarcity’ means that all resources we use are ….….. . 

6. The economist’s job is to evaluate the choices that exist for ……… . 

7. People, scarcity and choice are the three … ……… of economics. 

8. One alternative definition of economics is that it is the study of …. . 

9. One of the primary concerns of economics is to increase ….. . 

10. The concept of welfare is concerned with …. . 

11. The three fundamental questions of economics according to the great 

American economist Paul are …. 

 

Ex. 2. Say if the statements are true or false. Correct the false ones. 

1. There cannot be any complete definition of economics. 

2. There are three vital ingredients in the definition of economics: people, 

scarcity and natural resources. 

3. Scarcity means that the poor feel deprived while the rich enjoy all the re-

sources. 

4. The concept of welfare includes the notion of wealth and is concerned with 

the whole state of well-being. 

 

Ex. 3. Work in pairs. Ask questions using 1 – 10 and answer them. 

1. if economics is as old as the human race; 

2. what branches of economics there are; 

3. what economics is; 

4. what the definition of Alfred Marshall is; 
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5. what the guiding idea is; 

6. who feels deprived; 

7. if we have limited resources both in rich and in poor countries; 

8. what people want; 

9. how we could define economics; 

10. about one of the primary concerns of economics. 

 

Ex. 4. Specify the difference between wealth and welfare. What is their role in 

the economy? 

 

Ex. 5. Speak about economics and how it serves society using the information 

obtained from the text. 

 

Ex. 6. Having learnt about the subject of economics, can you say how a coun-

try’s economy works? 

 

T E X T  2 

The Basic Economic Questions: What? How? For whom? 

Read the text below and do the tasks that follow. 

Given the problem of scarcity, no nation has sufficient productive resources 

to produce all the goods and services its people want. 

Productive resources can be divided into natural resources, capital goods, 

labour, and entrepreneurship. All of them are very important, as no economy would 

be effective without one of them. Let us look at the example of Sarah Shape. 

Suppose that Sarah inherited some money from her grandmother, is looking 

for a business opportunity. Sarah hears about an old tile factory, which is up 

for sale, and wonders if it might be used for the manufacturing of bricks. She 

knows that clay can be used for the production of bricks and has also found 

out that that there are no brick factories nearby. Given the situation, Sarah 

thinks she can earn a profit by producing bricks in a place where there is clay 

but no factories. She decides to convert the old tile factory into a brick factory, 

and soon the unemployed workers have new jobs. The entrepreneurship pro-

vided by Sarah has resulted in the combining of the other factors of produc-

tion – the clay, the old tile factory, and the unemployed workers – to start a 

new production unit. This example shows that these four production factors 

are closely related. 

Each nation has only a limited supply of natural resources, capital goods, 

labour, and entrepreneurship. Thus, a nation can produce only so many new 

factories, houses, automobiles, refrigerators, TV shows, books, movies, and 
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hamburgers in a given year. As a result, the nation must make difficult choic-

es. 

There are three basic economic questions that every nation must consider 

when making these choices. They are (1) What goods and services shall be 

produced? (2) How shall they be produced? and (3) For whom shall they be 

produced? Let us briefly examine each of theses questions. 

Within every nation, people must have some method of deciding what 

combination of goods and services they should produce with their limited re-

sources. For example, they must decide what portion of total production will 

be devoted to capital goods and what portion will be devoted to consumer 

goods. Once this decision is made, it is necessary to decide what kinds of con-

sumer and capital goods will be produced. For example, will the production of 

consumer goods be restricted to the basic necessities, or will luxury goods, 

such as stereos and cameras, be produced as well? If luxury goods are to be 

produced, what kind and how many of each will be produced? 

Once the question of what to produce is answered, it is necessary to decide 

what production methods are to be used. For example, food can be produced 

by a large number of workers using simple and inexpensive tools, or by a 

small number of workers using complex and expensive machinery. The same 

is true of the production of most items you use every day. 

Because no nation can produce enough goods and services to satisfy every-

body’s wants, it is necessary for people to have a method of deciding who gets 

the goods and services produced. Should everybody get an equal share or 

should some people get more goods and services than others? If some people 

are to get more, how much more should they receive? This second question is 

perhaps the most difficult question of all because it involves the issue of fair-

ness; and different people have different ideas about what is fair. 

 

VOCABULARY  FOCUS 
 

Ex. 1. In the text, find the terms that mean the following. Reproduce the con-

texts in which these words are used. 

1. a situation in which there is not enough of something; 

2. something such as land, minerals, or natural energy that exists in a country 

and can be used to increase its wealth; 

3. goods such as machines or buildings that are made for the purpose of pro-

ducing other goods; 

4. all the people who work for a company or in a country; 

5. starting a company, arranging business deals, and taking risks in order to 

make a profit; 
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6. the process or business of producing goods in factories; 

7. goods such as food, clothes, and equipment that people buy, especially to 

use in the home. 

 

Ex. 2. Fill in the missing word(s) in each of the following sentences. Choose 

the most suitable from the alternatives beneath each sentence. The first has 

been done for you. 

1. Given the problem of scarcity, no nation has sufficient …productive re-

sources… to produce all the goods and services its people want. 

a) money; b) companies; c) productive resources 

2. Someone who inherited some money can look for a business …… . 

a) chance; b) opportunity;  c) possibility 

3. Having analysed a business situation an entrepreneur can earn a ….. . 

a) fortune; b) profit;  c) benefit 

4. People must have some ….. of deciding what combination of goods and 

services they should produce with their limited resources. 

a) method; b) technique; c) strategy 

5. No nation can produce enough ….. to satisfy everybody’s wants. 

a) products;  b) goods and services; c) food 

6. A nation must decide what ……. of goods and services will be produced 

with their limited resources. 

a) portion; b) combination; c) kinds 
 

Ex. 3. Read the sentences below and try to define the words ‘product’, ‘pro-

duction’, ‘productivity’ and ‘produce’ (noun). Discuss your definitions with 

the rest of the class. 

A product with a strong brand name is very important for good sales. Our 

company is investing in product development. I'm allergic to dairy products. 

The production of consumer goods has increased throughout the world. Smok-

ing is banned in the factory’s production areas. The prototype engines never 

went into production. Management is always seeking ways to increase worker 

productivity. Mangoes labelled ‘produce of India’. 

 

Ex. 4. Now read the dictionary definitions given below and do the tasks that 

follow. 

produce (noun) – something that has been produced, especially by growing or 

farming 

product – something useful that is made in a factory, grown, or taken from nature 
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production – the process of making or growing things to be sold as products, 

or the amount that is produced 

productivity – the rate at which goods are produced, and the amount pro-

duced, compared with the work, time, and money needed to produce them 

Fill in the gaps in the sentences with the words from above. Make up sen-

tences of your own to show the difference in meaning of these words. 

1. We need to increase ….. 

2. Mass …. of computers grows. 

3. We can see … new …. of ‘King Lear’ in the Globe Theatre. 

4. Glaxo … a lot of pharmaceutical products. 

5. Food … such as cakes and ketchup are very cheep in the area. 

6. The country’s main … are timber, coal and sugar. 

7. He works in the … section at the local supermarket. 

8. Brazil is the world’s most important … of coffee. 

9. Demand for … like coal and steel is declining. 

 

COMPREHENSION 
 

Ex. 1. Say if the statements are true or false. Correct the false ones. 

1. No nation has sufficient productive resources to produce all the goods and 

services its people want. 

2. Productive resources can be divided into three groups. 

3. The quantity of goods and services a nation can produce in a given year is 

unlimited. 

4. The first of the basic economic questions concerns the choice between 

goods and services to be produced. 

5. The second and the third economic questions are the questions of methods. 

 

Ex. 2. Answer the following questions. 

1. Why does no nation have sufficient productive resources to produce all the 

goods and services its people want? 

2. What constitutes a country’s productive resources? 

3. Define each of the four factors of production. How must these factors be 

combined for the production of goods and services? 

4. Why is entrepreneurship such an important factor of production? 

5. What must a nation consider when making economic choices? 

6. Speak about the essence of each of the basic economic questions. 

7. Which of the questions is the most difficult to answer? Why? 
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Ex. 3. In groups find the sentences giving the main points of the text. State the 

main idea of the text. Discuss your choice with the rest of the class. 

 

Ex. 4. Find key words and phrases which the best express the meaning of each 

paragraph. Using the main ideas of the paragraphs make an outline of the 

text. 

 

Ex. 5. Using the information from the text speak about the four main economic 

questions that a nation must answer. 

 

Ex. 6. Discuss how the basic economic questions are answered in your country. 

 

T E X T  3 

Basic Kinds of Economic Systems 

Read the text below and do the tasks that follow. 

An economic system is a mechanism which deals with the production, dis-

tribution and consumption of goods and services in a particular society. The 

economic system is composed of people, institutions and their relationships. It 

addresses the problems of economics, like the allocation and scarcity of re-

sources. 

The division of economic systems 

An economic system is a way of answering the basic economic questions. 

Different economic systems answer them differently. Note that there is often a 

strong correlation between certain ideologies, political systems and certain 

economic systems (for example, consider the meanings of the term "com-

munism"). Many economic systems overlap each other in various areas (for 

example, the term "mixed economy" can be argued to include elements from 

various systems). 

The most basic and general economic systems are: 

 Traditional economy (a generic term for the oldest and traditional econom-

ic systems). 

 Market economy (the basis for several "right-wing" systems, such as capi-

talism). 

 Planned economy (the basis for several "left-wing" systems, such as social-

ism). 

 Mixed economy (arguably the "centrist" economic system). 

 Participatory economics (a recent proposal for a new economic system). 

There have never been any pure command economy or pure market econ-

omy. These concepts are simplified representations of the real world, or eco-
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nomic models devised by economists to make complex situations more under-

standable. 

Traditional economy 

A traditional economy is an economic system in which decisions are all 

made on the basis of customs, beliefs, religion, habit, etc. For example: “This 

is what my grandfather did and what his grandfather did ...”. 

It has an advantage over other systems, in that there is little friction among 

members because relatively little is disputed. However, it restricts individual 

initiative and has a lack of advanced goods, new technology, and growth. 

Traditional economies are found primarily in the rural, non- industrial areas 

of the world. In such areas there is no national economy. The traditional eco-

nomic system is used by African tribes and was used by Native Americans. It 

is also found today in some parts of South America, Asia, and Africa. There, 

people still make clothing and shelter almost exactly the same way as they did 

in the past. 

Market economy 

A market economy is an economic system in which goods and services 

are traded with the price at which goods and services are exchanged being de-

termined by trades that occur as a result of sellers’ asking prices matching 

buyers’ bid prices. 

A market economy has no central coordinator guiding its operation, yet 

theoretically organization emerges amidst the complex interplay of supply and 

demand and price regarding a multitude of goods and services. This is a freely 

operating market. Many supporters of markets hold that the pursuit of self-

interest is actually in the best interest of society. 

Some believe government should intervene to prevent market failure while 

preserving the general character of a market economy, while others believe 

that governments should not diminish market freedom to remedy what some 

regard as market failure. A market economy that has little or no governmental 

intervention is called a free market economy. The theoretical model of a 

large-scale free market economy does not occur legally, however the under-

ground economy may be seen as an actualised free market economy. In the 

model of a social market economy the state intervenes where the market does 

not fulfil the needs of the market participants. 

Planned economy 

A planned economy is an economic system in which decisions about the 

production, allocation and consumption of goods and services are planned 

ahead of time, in either a centralized or decentralized fashion. Since most 
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known planned economies rely on plans implemented by the way of com-

mand, they have become widely known as command economies. 

The government can harness land, labour, and capital to serve the econom-

ic objectives of the state (which, in turn, may be decided by the people 

through a democratic process). Consumer demand can be restrained in favour 

of greater capital investment for economic development in a desired pattern. 

The state can begin building a heavy industry at once in an underdeveloped 

economy without waiting years for capital to accumulate through the expan-

sion of light industry, and without reliance on external financing. 

A planned economy can serve social rather than individual ends: under 

such a system, rewards, whether wages or perquisites, are to be distributed ac-

cording to the social value of the service performed. A planned economy elim-

inates the dependence of production on individual profit motives, which may 

not in themselves provide for all society’s needs. 

Mixed economy 

A mixed economy is an economy that contains both private and public, or 

state owned (or controlled) enterprises. There is not one single definition for a 

mixed economy, but relevant aspects include a degree of private economic 

freedom (including privately owned industry) intermingled with centralized 

economic planning (which may include intervention for environmentalism and 

social justice, or state ownership of some of means of production). 

There is not a consensus on which countries are capitalist, which are social-

ist, and which are mixed economies. Economies in countries ranging from the 

United States to Cuba, have been termed mixed economies. Most of the major 

economies in the world today are actually mixtures of command economies 

and market economies. These economies vary greatly in how close they re-

semble either the pure command economy or the pure market economy. 

Participatory economics 

Participatory economics, often abbreviated parecon, is an economic sys-

tem proposed as an alternative to contemporary market economies and also an 

alternative to centrally planned socialism or coordinatorism. It emerged from 

the work of activist and political theorist Michael Albert and that of radical 

economist Robin Hahnel, beginning in the 1980s and 1990s. 

The underlying values that parecon seeks to implement are equity, solidari-

ty, diversity, and participatory self management. It proposes to attain these 

ends mainly through the following principles and institutions: 

 workers’ and consumers’ councils utilizing self-managerial methods 

for decision making, 

 balanced job complexes, 
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 remuneration according to effort and sacrifice, 

 participatory planning. 

The intention is that the four main ingredients of parecon be implemented 

with a minimum of hierarchy and a maximum of transparency in all discus-

sions and decision making. This model is designed to eliminate secrecy in 

economic decision making, instead encouraging friendly cooperation and mu-

tual support. 

 

COMPREHENSION 
 

Ex. 1. Decide which of the following statements are true. Correct the false 

ones. Expand the ideas with the information from the text or any other exam-

ples from your own experience. 

1. An economic system is determined by the political system of a country. 

2. There is hardly any pure type of economic system. 

3. A market economy restricts individual initiative and has a lack of advanced 

goods, new technology, and growth. 

4. In a market economy government can sometimes intervene to diminish 

market freedom. 

5. The underground economy may be seen as an actualised free market economy. 

6. A planned economy can serve rather individual than social ends. 

7. Planners can always detect demand with sufficient accuracy. 

8. Most of the major economies in the world today are actually mixed econ-

omies. 

9. Parecon is considered as the fairest economic system. 

 

Ex. 2. Having read the text above answer these questions in your own words. 

1. What is an economic system? How is it related to a political system and 

ideology? 

2. Are there any economies in the world that represent a pure type of an 

economic system? 

3. What is the main principle of classifying economic systems? 

4. What are the advantages and disadvantages of traditional economies? 

Where do such economies exist? 

5. What are the advantages and disadvantages of planned (command) econ-

omies? 

6. What are the advantages and disadvantages of market economies? 

7. Why may the underground economy be seen as an actualised free market 

economy? 

8. What are the advantages and disadvantages of mixed economies? 
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9. What do you think of parecon? Is it practicable? 

10. What is the best kind of economic system? 

 

Ex. 3. Which of the following expresses the purpose of the text best of all? Jus-

tify your choice. 

1. The author wanted to show that parecon is the best economy. 

2. The main purpose of the text is to inform the reader about the advantages 

and disadvantages of socialism. 

3. The purpose of the text is to give the reader some information about basic 

economic systems and to show their advantages and disadvantages. 

 

Ex. 4. Give the main points of it in 8 – 12 sentences. You may use the following 

clichés: 

The text … is devoted to (deals with) … . … are described. It is spoken in 

detail … . … is analyzed. Much attention is given to … . The author comes to 

the conclusion that … . 

 

Ex. 5. Speak about the essences of different types of economic systems. 

 

Ex. 6. Work in groups. Having read the descriptions of the main types of eco-

nomic systems in the text, decide which economy is your country. Prove your 

ideas by the facts and examples from the mass media (newspapers, TV, the In-

ternet, etc). 

T E X T  4 

The Three Sectors of the Economy 

In this extract from David Lodge’s novel Nice Work, Robyn Penrose, a univer-

sity English lecturer, is accompanying Vie Wilcox, the managing director of a 

manufacturing company, on a business trip to Germany. She looks out of the 

aeroplane window, and begins to think about the essentially English act of 

making cup of tea. Read the text to answer the question ‘What is the key point 

that this extract is making about economies?’ 

1 Sunlight flooded the cabin as the plane changed course. It was a bright, 

clear morning. Robyn looked out of the window as England slid slowly 

by beneath them: cities and towns, their street plans like printed cir-

cuits, scattered over a mosaic of tiny  

5 fields, connected by the-thin wires of railways and motorways. Hard to 

imagine at this height all the noise and commotion going on down 

there. Factories, shops, offices, schools, beginning the working day. 

People crammed into rush hour buses and trains, or sitting at the wheels 



185 

of their cars in traffic jams, or washing up 

10 breakfast things in the kitchens of pebble-dashed semis. All inhabiting 

their own little worlds, oblivious of how they fitted into the total pic-

ture. The housewife, switching on her electric kettle to make another 

cup of tea, gave no thought to the immense complex of operations that 

made that simple action 

15 possible: the building and maintenance of the power station that pro-

duced the electricity the mining of coal or pumping of oil to fuel the 

generators, the laving of miles of cable to carry the current to her 

house, the digging and smelting and milling of ore or bauxite into 

sheets of steel or-aluminium, the cutting and 

20 pressing and welding of the metal into the kettle's shell, spout and han-

dle, the assembling of these parts with scores of other components - 

coils, screws, nuts, bolts, washers, rivets, wires, springs, rubber insula-

tion, plastic trimmings; then the packaging of the kettle, the advertising 

of the kettle, the marketing of the 

25 kettle to wholesale and retail outlets, the transportation of the kettle to 

warehouses and shops, the calculation of its price, and the distribution 

of its added value between all the myriad people and agencies con-

cerned in its production. The housewife gave no thought to all this as 

she switched on her kettle. Neither had 

30 Robyn until this moment, and it would never have occurred to her to do 

so before she met Vie Wilcox. 

 

COMPREHENSION 

Ex. 1. We generally describe the economy as consisting of three sectors: 

 the primary sector: agriculture, and the extraction of raw materials from 

the earth; 

 the secondary sector: manufacturing industry, in which raw materials are 

turned into finished products (although of course many of the people working 

for manufacturing companies do not actually make anything, but provide a 

service – administration, law, finance, marketing, selling, computing, person-

nel, and so on); 

 the tertiary sector: the commercial services that help industry produce and 

distribute goods to the final consumers, as well as activities such as education, 

health care, leisure, tourism, and so on. 

 

In lines 4 - 7, Robyn sees examples of all three. What are they? 
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Ex. 2. The long sentence from lines 12 – 28 lists a large number of operations 

belonging to the different sectors of the economy. Classify the 18 activities from 
the passage according to which sector they belong to. 

advertising products 

calculating prices 

distributing added value 

marketing products 

packaging products 

smelting iron 

assembling 

cutting metal 

laying cable 

milling metal 

pressing metal 

transportation 

building 

digging iron ore 

maintenance 

mining coal 

pumping oil 

welding metal 

 

Ex. 3. Think of three important activities to add to each list (not necessarily in 

relation to the kettle). 

 

Ex. 4. Answer the following questions. 

1. Which sector do you intend to work in or do you already work in? How do 

you ‘fit into the total picture’? 

2. How many people in the tertiary sector have you already spoken to today 

(travelling to college or work, shopping, eating, and so on)? 

3. What about people in the other two sectors? When did you last talk to 

someone who grew or produced food, for example? 

4. Which sectors are the most developed in your economy and why? 

 

Ex. 5. Speak about the three sectors of the economy in general and their 

shares in the economy of your country. 

 

 

TRANSLATION 
 

A) Translate the text into Russian in writing. 

Depression 

Depression in economics is a period of economic crisis in commerce, fi-

nance, and industry, characterized by falling prices, restriction of credit, low 

output and investment, numerous bankruptcies, and a high level of unem-

ployment. A less severe crisis is usually known as a recession, a more com-

mon occurrence generally thought to be a normal part of the business cycle; it 

is technically defined as two consecutive quarterly declines in the gross na-

tional product. Recessions mark a downward swing in the curve of the busi-

ness cycle and are caused by disequilibria between the quantity of goods pro-

duced and the consumers’ ability to purchase. If a recession continues long 
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enough, it can turn into a depression. Neither term has ever been distinctly de-

fined by a set of criteria, however, so it is difficult to say at what point the two 

merge. A short period in which fear takes hold of companies and investors is 

more properly called a panic and does not necessarily occur in every depres-

sion, but lack of confidence in business is always present in an economic 

downturn. 

A depression develops when overproduction, decreased demand, or a com-

bination of both factors forces curtailment of production, dismissal of employ-

ees, and wage cuts. Unemployment and lowered wages further decrease pur-

chasing power, causing the crisis to spread and become more acute. Recovery 

is generally slow, the return of business confidence being dependent on the 

development of new markets, exhaustion of the existing stock of goods, or, in 

some cases, remedial action by governments. Depressions and recessions to-

day tend to become worldwide in scope because of the international nature of 

trade and credit. 

Insufficient numbers of profitable investment outlets, overexpansion of 

commerce, industry, or agriculture, a stock-market crash, the failure of a great 

banking or industrial firm, or war may be among the precipitating factors of a 

downturn. In antiquity, and even up to the 18th cent, depressions had chiefly 

non-economic causes, such as wars and weather-induced crop failures. From 

1700 to 1825 economic crises were in the main speculative or commercial; 

since 1825 they have been increasingly industrial, although the Japanese re-

cessions of the 1990s were caused in part by reduced consumer demand. 

The economic crises of the 20th cent saw the entry of governments into 

large areas of the economy that had previously been in private hands. Job 

reeducation programs, government employment of the previously unem-

ployed, and increased public welfare responsibilities are among the programs 

adopted to alleviate depressions. Moreover, by applying Keynesian economic 

principles to public policy, governments have sought to affect the business cy-

cle directly and prevent depressions. Large-scale public works expenditure 

(pump priming), tax cuts, interest rate adjustments, and deficit spending dur-

ing recession are among the measures that have been taken to reduce the se-

verity of periodic economic downturns such as those experienced in the Unit-

ed States in 1982 and internationally in the early 1990s and 2000s. 

 

B) Translate the text into English in writing. 

Конкуренция 

Конкуренция является одним из факторов экономического развития. 

Если Вы выставляете на продажу продукты или услуги в обществе с ры-
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ночной экономикой, есть вероятность того, что кто-либо еще попытается 

продать что-то подобное. И так как потенциальные покупатели вольны 

покупать там, где им нравится, Вы должны конкурировать с соперника-

ми в борьбе за внимание этих покупателей. Существует три возможных 

способа конкуренции: цена, качество и инновации. 

Как, снизив цены, по-прежнему добиваться значительной прибыли? 

Ответ, как Вы и ожидали, состоит в том, что более низкая цена привле-

чет больше покупателей. Даже если Вы зарабатываете меньше на едини-

це товара, чем конкурент, Вы продаете больше, тем самым, получая 

большую совокупную прибыль. 

Вместо того чтобы снижать цены, Вы можете бороться за внимание 

покупателей, предлагая им товары и услуги более высокого качества, 

чем у конкурента. 

Система свободного рынка не только поощряет изменения в качестве 

и цене, но также способствует возникновению огромного разнообразия 

товаров и услуг, предлагаемых покупателю. 

Изменения вкусов людей, рост технологий и атмосфера конкуренции 

постоянно создают новые возможности для развития бизнеса. 

 

C) Translate the sentences into English in writing. 

1. Экономика занимается изучением того, как работает общество. 

2. Нехватка является одной из основных идей экономики. 

3. В мире не хватает ресурсов, чтобы дать людям все, что они желают. 

4. Обездоленными зачастую чувствуют себя не только бедные, но и до-

статочно обеспеченные граждане. 

5. Экономика заботится о том, чтобы увеличивать богатство общества. 

6. Основные три сектора экономики – сельское хозяйство, промышлен-

ность и сфера услуг – обычно развиты неравномерно. 

7. Участие правительства в регулировании экономики зачастую приво-

дит к пагубным для страны последствиям. 

 

LISTENING  

Manufacturing and Services 

Two hundred years ago, the vast majority of the population of virtually 

every country lived in the countryside and worked in agriculture. Today, in 

what many people call ‘the advanced industrialized countries’, only 2 – 3% of 

the population earn their living from agriculture. But some people already talk 

about ‘the post-industrial countries’, because of the growth of service indus-
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tries, and the decline of manufacturing, which is moving to ‘the developing 

countries’. 

Is manufacturing industry important? Is its decline in the ‘advanced’ coun-

tries inevitable? Will services adequately replace it? Two opinions about this 

follow. 

 

Ex. 1. Read this extract from an interview with the well-known Canadian 

economist, John Kenneth Galbraith, and answer the questions. 

1. Why do people worry about the decline of manufacturing? 

2. Which activities are as important as the production of goods?  

3. Should people worry about this state of affairs? 

 

We worry about unemployment and the loss of manufacturing industry in the ad-

vanced industrial countries only because we don t look at the larger social develop-

ments The US, for example, no longer depends on heavy industry for employment to 

the extent that it once did. 

This is related to a larger tact that has attracted very little discussion. After a 

country’s people are supplied with the physical objects of consumption, they go on 

to concern about their design. They go on to an enormous industry persuading peo-

ple they should buy these goods; they go on to the arts entertainment, music, 

amusement – these become the further, later stages of employment And these are 

things that are extremely important. 

Paris, London, New York and so on do not live on manufacturing, they live on 

design and entertainment We do not want to consider that this is the solid substance 

of economics, but it is I don t think it is possible to stop this progressive change in 

the patterns of human consumption It is inevitable. 

(J.K. Galbraith in conversation with Steve Platt, New Statesman and Society) 

 

Ex. 2. Listen to a short interview with Denis MacShane, a British Member of 

Parliament for the Labour Party. Does he hold the same view as 

J.K. Galbraith? 

 

Ex. 3. Now listen again and answer the following questions. Pay attention to 

the words in bold type. 

1. Why does MacShane think that manufacturing has a future? 

2. Why does MacShane think that manufacturing has a future in the advanced 

countries? 

3. Why, however, is this manufacturing unlikely to solve the problem of un-

employment? 
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4. What does MacShane mean by ‘in theory there should be no more manu-

facturing’ in Switzerland? (It is this theory that makes many people argue 

that manufacturing must move to ‘less-developed’ countries.) 

5. Why does he say it is surprising for a British company to be Buying Swiss 

goods? 

6. What is the reason he gives for the United States still being the richest na-

tion in the world? 

Ex. 4. Summarize both Galbraith's and MacShane's arguments in a short par-

agraph of fewer than 50 words. 

 

Ex. 5. Do you agree with either of these views? Discuss your points with the 

rest of the class. 

 

DISCUSSION 

Discuss the following problems: 

 In what way can the advantage of long-term government’s planning turn to 

a disadvantage due to the political system of the country? Give examples. 

 In a free market system the products reflect the wishes of the consumer. 

But if the wishes are harmful for his health (tobacco, alcohol) and the pro-

ducers meet his ever-growing demand, will that be an advantage? 

 Capitalism without bankruptcy is like Christianity without hell. (Anon.). 

Where do you see the analogy? 

 Competition brings out the best in products and the worst in people. (David 

Sarnoff, former president of RGA). What does he mean by “the worst in 

people”? Doesn’t competition bring out some good qualities in people as 

well? 

 Discuss the main economic problems facing our society nowadays. 

 

VOCABULARY 

agriculture, n – сельское хозяйство; земледелие 

capital, n – капитал; накопленный запас результатов прошлого труда, не-

обходимый для создания материальных благ в будущем 

compete, v – состязаться, соревноваться, конкурировать 

distribute, v – распределять; сбывать 

economics, n – экономика, народное хозяйство, экономическая наука, по-

литическая экономия, хозяйственная жизнь 

economy, n – хозяйство, экономика, народное хозяйство; бережливость, 

расчет, расчетливость, экономия, экономность, экономичность  
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entrepreneur, n – предприниматель 

goods, n – товары 

industry, n – промышленность, индустрия 

investment, n – капиталовложение, инвестиция 

labour, n – труд (особенно физический ), работа, работники, рабочая сила 

manufacture, n – производство 

market, n – рынок, рынок сбыта 

production capacity – производственная мощность 

resources, n – запасы, ресурсы, средства; природные богатства 

scarcity, n – нехватка, редкость, дефицит, недостаточное количество 

stock , n – акционерный капитал; акции; пакет акций; фонды 

tertiary, adj – относящийся к сфере услуг 

vital – жизненный; насущный, очень важный, крайне необходимый 

wages , n – заработок, доход, вознаграждение 

welfare , n – благосостояние 

workforce , n – рабочая сила 

 

GLOSSARY 

Asking price – the price that someone wants to sell something for. 

Bid price – an offer to pay a particular price for something. 

Black economy – business activity that takes place unofficially, especially in 

order to avoid tax. 

Business cycle – fluctuation in economic activity characterized by periods of 

rising and falling fiscal health. During a business cycle, an economy grows, 

reaches a peak, and then begins a downturn followed by a period of negative 

growth (a recession) that ends in a trough before the next upturn. 

Capital – 1 the stock of wealth existing at anyone time. 2 money or property, 

especially when it is used to start a business or to produce more wealth. 

Capital goods – goods such as machines or buildings that are made for the 

purpose of producing other goods. 

Competition – the eternal contest between business firms to see which can 

perform the best either in terms of market share, profit, or some other recog-

nized yardstick. 

Consumer goods – goods such as food, clothes, and equipment that people 

buy, especially to use in the home. 

Consumption – 1 the using up of a resource. 2 the selection, adoption, use, 

disposal and recycling of goods and services, as opposed to their design, 

production and marketing. 

Demand – people’s need or desire to buy or use particular goods and services. 
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Depression – a period of economic crisis in commerce, finance, and industry, 

characterized by falling prices, restriction of credit, low output and invest-

ment, numerous bankruptcies, and a high level of unemployment. 

Economic sector – a part of an area of economic activity. 

Economics – the study of the way in which money and goods are produced 

and used. 

Economies of scale – the financial advantages of producing something in very 

large quantities. 

Economy (economic system) – the system by which a country's money and 

goods are produced and used, or a country considered in this way. 

Entrepreneurship – an activity of starting a company, arranging business 

deals, and taking risks in order to make a profit. 

Factors of production – the sum total of the economic resources which we 

have in order to provide for our economic wants. 

Labour – 1 the exercise of human mental and physical effort in the production 

of goods and services. 2 all the people who work for a company or in a coun-

try. 

Market economy – a system of producing wealth based on the free operation 

of business and trade without government controls. 

Mixed economy – an economic system in which some industries are owned 

by the government and some are owned by private companies. 

Output – the amount of goods or work produced by a person, machine, facto-

ry etc. 

Participatory economics – an economic system proposed as an alternative to 

contemporary market economies and also an alternative to centrally planned 

socialism or coordinatorism. It implies participatory planning, transparency 

in all discussions and decision-making. 

Planned economy – an economic system in which decisions about the pro-

duction, allocation and consumption of goods and services is planned ahead 

of time, in either a centralized or decentralized fashion. 

Recession – a period of a business cycle during which there is less trade, busi-

ness activity, and wealth than usual. 

Recovery – a period of a business cycle during which the economy is becom-

ing stronger or more successful again after a difficult period. 

Scarcity – a situation in which there is not enough of something. 

Traditional economy – an economic system in which decisions are all made 

on the basis of customs, beliefs, religion, habit, etc. 
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9.  COMPANIES 

 

The world is a chain, one links another. 

 

 

DISCOVERING  CONNECTIONS 
 

1. Which types of business are popular in your country? 

2. Do all organizations need structure? Give your reasons. 

3. What should be regulated by government and what should be left to the 

private sector (education, health care, housing, social security, defense, 

public transport, sale of alcohol, tobacco, press, broadcasting, entertain-

ment)? Why? Give your reasons. 

4. Would you like to work in a private or a state company? 

5 What kind of organization do you want to work for? (in which department?) 

6 Do you think it will later be possible to change departments? 

7 What do you think your first position will be? 

8 Do you expect to have one immediate boss, to work for more than one 

superior, or to be part of a team? 

9. What motivates people in their work from your point of view? 

10. What is the best way to encourage employees to work well, in your opinion? 

11. Do you agree with the adage: “You can’t get rich working for someone 

else”? 

12. If you possess a large amount of money, what are the advantages and dis-

advantages of the following? 

■ putting it under the mattress 

■ buying a lottery ticket 

■ taking all your money to Las Vegas 

■ putting it in a bank 

■ buying gold 

■ buying a Van Gogh painting 

■ investing in property or real estate 

■ buying bonds 

■ buying shares 
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READING 
 

T E X T  1 

Forms of Business Organizations 

Read the text and do the tasks that follow. 

A business organization is frequently referred to as a business entity. A 

business entity is any business organization that exists as an economic unit. 

Business entities can be grouped according to the type of business activity 

they perform.  

1. Service companies perform services for a fee. This group includes com-

panies such as accounting firms, law firms, repair shops, and many others. 

2 Merchandising companies purchase goods that are ready for sale and sell 

them to customers. They include such companies as auto dealer-shops, cloth-

ing stores, and supermarkets. 

3. Manufacturing companies buy materials, convert them into products, 

and then sell the products to the companies or to the final customer. Examples 

are steel mills, auto manufacturers, and so on. 

The business entity concept applies to all forms of businesses: single pro-

prietorship, a partnership, and a corporation. 

Sole Proprietorship 

A sole proprietorship is a business owned and usually operated by a single 

individual. Its major characteristic is that the owner and the business are one 

and the same. In other words, the revenues, expenses, assets and liabilities of 

the sole proprietorship are also the revenues, expenses, assets, liabilities of the 

owner. A sole proprietorship is also referred to as the proprietorship, single 

proprietorship, individual proprietorship, and individual enterprise. 

A sole proprietorship is the oldest and most common form of ownership. 

Some examples include small retail stores, doctors’ and lawyers’ practices and 

restaurants. 

Advantages 
A sole proprietorship is the easiest form of business to organize. The only 

legal requirements for starting such a business are a municipal licence to oper-

ate a business and a registration licence to ensure that two firms do not use the 

same name. The organization costs for these licences are minimal.  

A sole proprietorship can be dissolved as easily as it can be started. A sole 

proprietorship can terminate on the death of the owner, when a creditor files 

for bankruptcy, or when the owner ceases doing business. 

A sole proprietorship offers the owner freedom and flexibility in making 

decisions. Major policies can be changed according to the owner's wishes be-
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cause the firm does not operate under a rigid charter. Because there are no 

others to consult, the owner has absolute control over the use of the company's 

resources. 

Disadvantages 

As mentioned earlier, the financial condition of the firm is the same as the 

financial condition of the owner. Because of this situation, the owner is legally 

liable for all debts of the company. If the assets of the firm cannot cover all the 

liabilities, the sole proprietor must pay these debts from his or her own pocket. 

Some proprietors try to protect themselves by selling assets such as their 

houses and automobiles to their spouses. 

A sole proprietorship, dependent on its size and provision for succession, 

may have difficulty in obtaining capital because lenders are leery of giving 

money to only one person who is pledged to repay. As a result, the sole pro-

prietor often has to rely on friends, relatives, and government agencies for 

funds or loan guarantees. 

A proprietorship has a limited life, being terminated on the death, bank-

ruptcy, insanity, imprisonment, retirement, or whim of the owner. 

Partnerships 

A partnership is an unincorporated enterprise owned by two or more indi-

viduals. A partnership agreement, oral or written, expresses the rights and ob-

ligations of each partner. For example one partner may have the financial re-

sources to start the business while the other partner may possess the manage-

ment skills to operate the firm. There are three types of partnerships: general 

partnerships, limited partnerships, and joint ventures. The most common form 

is the general partnership, often used by lawyers, doctors, dentists, and char-

tered accountants. 

Advantages 

Partnerships, like sole proprietorships, are easy to start up. Registration de-

tails vary by province, but usually entail obtaining a licence and registering the 

company name. Partners' interests can be protected by formulation of an 

“Agreement of Partnership.” This agreement specifies all the details of the 

partnership. 

Complementary management skills are a major advantage of partnerships. 

Consequently partnerships are a stronger entity and can attract new employees 

more easily than proprietorships. 

The stronger entity also makes it easier for partnerships to raise additional 

capital. Lenders are often more willing to advance money to partnerships than 

to proprietorships because all of the partners are subject to unlimited financial 

liability. 
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Disadvantages 

The major disadvantage of partnerships is that partners, like sole proprie-

tors, are legally liable for all debts of the firm. In partnerships, the unlimited 

liability is both joint and personal. This means that the partners together are 

responsible for all the firm's liabilities. If one of the partners cannot meet his 

or her share of the debts the other partner(s) must pay all debts. 

Partnerships are not as easy to dissolve as sole proprietorships. 

Limited Companies 

Limited companies, unlike proprietorships or partnerships, are created by 

law and are separate from the people who own and manage them. Limited 

companies are also referred to as corporations. In limited companies, owner-

ship is represented by shares of stock. The owners, at an annual meeting, elect 

a board of directors which has the responsibility of appointing company offic-

ers and setting the enterprise's objectives. 

Advantages 

Limited companies are the least risky from an owner's point of view. 

Shareholders of corporations can only lose the amount of money they have in-

vested in company stock. If an incorporated business goes bankrupt, owners 

do not have to meet the liabilities with their own personal holdings unless 

they, as individuals, have guaranteed the debts of the corporation. 

Corporations can raise larger amounts of capital than proprietorships or 

partnerships through the addition of new investors or through better borrowing 

power. 

Limited companies do not end with the death of owners. 

Disadvantages 

It is more expensive and complicated to establish corporations than propri-

etorships or partnerships. A charter, which requires the services of a lawyer, 

must be obtained through provincial governments or the federal government. 

In addition to legal costs, a firm is charged incorporation fees for its charter by 

the authorizing government.  

Limited companies are subject to federal and provincial income taxes. Div-

idends to shareholders are also taxed on an individual basis. Thus, limited 

companies are taxed twice: on the profits they earn and on the dividends 

which come out of the profits. In proprietorships and partnerships earnings are 

only taxed once - as the personal income of the individuals involved. 

With diverse ownerships, corporations do not enjoy the secrecy that propri-

etorships and partnerships have. A company must send each shareholder an 

annual report detailing the financial condition of the firm. 
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VOCABULARY  FOCUS  

 
Ex. 1. Using a dictionary add as many words as possible to the table. An ex-

ample has been given to help you. 

 

Verbs  Adjectives Nouns 

1. to flex Flexible Flexibility 

2.  Management 

3.  Operation 

4.to own   

5.  Retirement 

6.to charge   

7.  tax 

8.to dissolve   

9. complementary  

10. Legal  

  

Ex. 2. Choose the words with similar meaning from the two groups and ar-

range them in pairs. 

A. Objective, lender, board, charter, expenses, management, owner, rev-

enue. 

B. Creditor, governing body, regulations, overheads, aim, administration, 

proprietor, income. 

 
 

Ex. 3. Fill in the missing words from the text. 

1. A business organization is frequently referred to as a business….. . 

2. A single proprietorship is business………. by an individual and often 

……… by the same individual. 

3. The major disadvantage of partnerships is that partners are legally liable 

for all …………… of the firm. 

4. The partners together are …….… for all the firm’s liabilities. 

5. Partnerships are not easy to ……..… as sole proprietorship. 

6. In limited companies, ownership is represented by ………. . 

7. A board of directors has the responsibility of setting the enterprise’s 

……….… . 

8. If an incorporated business goes …….., owners do not have to meet the 

liabilities with their own personal holdings. 
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9. Limited companies are …………. to federal and provincial income taxes. 

10. Limited companies are …………….… twice. 

 

Ex. 4. Complete the sentences with the words from the box below. 

Single,     ownership,      sole proprietorship,      flexibility,      individuals, 

 liability,                 own,                 to operate,                 directors,            stock 

1. There are three major legal forms of … : sole proprietorship, the  partner-

ship and the limited company. 

2. A sole proprietorship is owned and operated by a … individual. 

3. A … … can be dissolved as easily as it can be started. 

4.A sole proprietorship offers the owner freedom and … in making decisions. 

5.A partnership is an unincorporated enterprise owned by two or more … . 

6.One partner may possess the management skills … the firm. 

7.In partnerships, the unlimited … is both join and personal. 

8.Limited companies are separate from the people who … and manage them. 

9.The owners of limited companies elect a board of … at an annual meeting. 

10.Shareholders of corporations can only lose the amount of money they have 

invested in company … . 

 

Ex. 5. Translate into English. 

1. Единоличное владение – самая простая форма организации бизнеса. 

2. Единоличное владение предоставляет владельцу свободу и гибкость 

в принятии решений. 

3. Владелец ответственен за все долги компании. 

4. Время существования компании может быть ограничено банкрот-

ством, тюремным заключением, уходом на пенсию, прихотью вла-

дельца и т.д. 

5. Заимодавцы предпочитают вкладывать деньги в партнерства, чем в 

единоличные владения, поскольку все партнеры являются финансо-

во ответственными. 

6. Партнерства не так легко распускаются, как единоличные владения. 

7. В компаниях с ограниченной ответственностью собственность пред-

ставлена акциями акционерного капитала. 

8. Акционеры могут только потерять деньги, инвестированные в кор-

порации. 

9. Дивиденды акционеров корпораций облагаются налогом на основе 

индивидуального принципа. 

10. Компания обязана посылать акционерам ежегодный отчет, отража-

ющий финансовое состояние фирмы. 
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Ex. 6. Make up you own sentences using the following words and word com-

binations. 

Forms of ownership, sole proprietorship, a single individual, most common 

form of ownership; partnerships, easy to start, partners, to be legally liable for 

all debts, owners, limited companies, board of directors. 

 

COMPREHENSION  

Ex. 1. Answer the following questions. 
1.What types of organizations do you know according to the type of business 

activity they perform? 

2.  What is the most risky form of ownership? 

3. What form of ownership is the least easy to dissolve? 

4.What is the most common form of partnership? 

5. What are the (dis)advantages of different types of organizations? 

 
Ex. 2. Find key words, phrases and the topic sentences which best express the 

general meaning of each paragraph. 

 

Ex. 3. Using the information obtained from the paragraphs make an outline of 

the text. 

 

Ex. 4. Speak about different forms of ownership using key words, phrases, the 

topic sentences and the outline. 

 

T E X T  2 
Read the text below, about different ways of organizing companies, and then 

label the diagrams, according to which of these they illustrate: 

line structure   matrix structure 

functional structure  staff structure 

 

Company Structure 
Most organizations have a hierarchical or pyramidal structure, with one 

person or a group of people at the top, and an increasing number of people be-

low them at each successive level. There is a clear line or chain of command 

running down the pyramid. All the people in the organization know what deci-
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sions they are able to make, who their superior (or boss) is (to whom they re-

port), and who their immediate subordinates are (to whom they can give in-

structions). 

Some people in an organization have colleagues who help them: for exam-

ple, there might be an Assistant to the Marketing Manager. This is known as a 

staff position: its holder has no line authority, and is not integrated into the 

chain of command, unlike, for example, the Assistant Marketing Manager, 

who is number two in the marketing department. 

Yet the activities of most companies are too complicated to be organized in 

a single hierarchy. Shortly before the first world war, the French industrialist 

Henry Fayol organized his coal-mining business according to the functions 

that it had to carry out. He is generally credited with inventing functional or-

ganization. Today, most large manufacturing organizations have a functional 

structure, including (among others) production, finance, marketing, sales, and 

personnel or staff departments. This means, for example, that the production 

and marketing departments cannot take financial decisions without consulting 

the finance department. 

Functional organization is efficient, but there are two standard criticisms. 

Firstly, people are usually more concerned with the success of their depart-

ment than that of the company, so there are permanent battles between, for ex-

ample, finance and marketing, or marketing and production, which have in-

compatible goals. Secondly, separating functions is unlikely to encourage in-

novation. 

Yet for a large organization manufacturing a range of products, having a 

single production department is generally inefficient. Consequently, most 

large companies are decentralized, following the model of Alfred Sloan, who 

divided General Motors into separate operating divisions in 1920. Each divi-

sion had its own engineering, production and sales departments, made a dif-

ferent category of car (but with some overlap, to encourage internal competi-

tion), and was expected to make a profit. 

Businesses that cannot be divided into autonomous divisions with their 

own markets can simulate decentralization, setting up divisions that deal with 

each other using internally determined transfer prices. Many banks, for exam-

ple, have established commercial, corporate, private banking, international and 

investment divisions. 

An inherent problem of hierarchies is that people at lower levels are unable 

to make important decisions, but have to pass on responsibility to their boss. 

One solution to this is matrix management, in which people report to more 

than one superior. For example, a product manager with an idea might be able 

to deal directly with managers responsible for a certain market segment and 
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for a geographical region, as well as the managers responsible for the tradi-

tional functions of finance, sales and production. This is one way of keeping 

authority at lower levels, but it is not necessarily a very efficient one. Thomas 

Peters and Robert Waterman, in their well-known book In Search of Excel-

lence, insist on the necessity of pushing authority and autonomy down the 

line, but they argue that one element - probably the product - must have priori-

ty; four-dimensional matrixes are far too complex. 

A further possibility is to have wholly autonomous, temporary groups or 

teams that are responsible for an entire project, and are split up as soon as it is 

successfully completed. Teams are often not very good for decision-making, 

and they run the risk of relational problems, unless they are small and have a 

lot of self-discipline. In fact they still require a definite leader, on whom their 

success probably depends. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Match up the words on the left with the definitions on the right. 

1) autonomous a) a system of authority with different levels, one above the 

other 

2) decentralization b) a specific activity in a company, e.g. production, market-

ing, finance 

3) function c) independent, able to take decisions without consulting a 

higher authority 

4) hierarchy d) people working under someone else in a hierarchy 

5) line authority e) dividing an organization into decision-making units that 

are not centrally controlled 

6) report to f) the power to give instructions to people at the level be-

low in the chain of command 

7) subordinates g) to be responsible to some one and to take instructions 

from him or her 

 

COMPREHENSION 
 

Ex. 1. Which of the following three paragraphs most accurately summarizes 

the text, and why? 

First summary 

Although most organizations are hierarchical, with a number of levels, and 

a line of command running from the top to the bottom, hierarchies should be 

avoided because they make decision-making slow and difficult. A solution to 

this problem is matrix management, which allows people from the traditional 
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functional departments of production, finance, marketing, sales, etc. to work 

together in teams. Another solution is decentralization: the separation of the 

organization into competing autonomous divisions. 

Second summary 

Most business organizations have a hierarchy consisting of several levels 

and a clear line of command. There may also be staff positions that are not in-

tegrated into the hierarchy. The organization might also be divided into func-

tional departments, such as production, finance, marketing, sales and person-

nel. Larger organizations are often further divided into autonomous divisions, 

each with its own functional sections. More recent organizational systems in-

clude matrix management and teams, both of which combine people from dif-

ferent functions and keep decision-making at lower levels. 

Third summary 

Most businesses are organized as hierarchies, with a clear chain of com-

mand: a boss who has subordinates, who in turn have their own subordinates, 

and so on. The hierarchy might be internally divided into functional depart-

ments. A company offering a large number of products or services might also 

be subdivided into autonomous divisions. Communication among divisions 

can be improved by the introduction of matrix management or teams. 

 

Ex. 2. Read the text again and decide which of the following statements are 

correct. 

1. Most organizations have a hierarchical or pyramidal structure, with one 

person or a group of people at the top, and an increasing number of people 

below them at each successive level. 

2. Only some people in the organization know what decisions they are able to 

make, who their superior (or boss) is, and who their immediate subordi-

nates are. 

3. Some people in an organization have colleagues who help them. This is 

known as a staff position. 

4. Most large manufacturing organizations have a functional structure, in-

cluding (among others) production, finance, marketing, sales, and person-

nel or staff departments. 

5. Functional organization is inefficient, because people are usually more 

concerned with the success of their department than that of the company, 

so there are permanent battles between, for example, finance and market-

ing, or marketing and production, which have incompatible goals. 

6.  Secondly, separating functions is unlikely to encourage innovation. 

7. An inherent problem of hierarchies is that people at lower levels are able to 

make important decisions, but have to pass on responsibility to their boss. 
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8. One solution to this is matrix management, in which people report to more 

than one superior. 

 

Ex. 3. This is an example of part of a company organization chart: 

 
After studying the chart you are required to answer the following questions: 

1. Who do the Marketing Director, the Production Manager, the Financial Di-

rector (in other words the Departmental Heads) take their orders from? 

2. If the Managing Director and the Production Manager had a meeting, what 

do you think they might discuss? 

3. Who do Market Research, Sales and Advertising Managers take orders 

from? 

 
Ex. 4. The most common verbs for describing structure are: 

consists of  contains  includes 

is composed of is made up of  is divided into 

e g. The company consists of five main departments. The marketing depart-

ment is made up of three units. The sales department is divided into two sec-

tions. 

 

Other verbs frequently used to describe company organization include: 

to be in charge of   to be responsible for 

to support or to be supported by to assist or to be assisted by 

to be accountable to 

e g. The marketing department is in charge of the sales force. 

The marketing department is responsible for advertising, sales promotions and 

market research. 

The five department heads are accountable to the Managing Director. 
 

Now write a description of either the organization chart above, or a company 

you know, in about 100-150 words. 
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One successful sales company had a unique organization layout. At the top of 

the chart was the most important person in the whole operation-the customer. 

This labeled “customer” was linked with lines to boxes of functions dealing 

directly with the customer-sales person, technical service, order clerk, credit 

clerk, etc. Try to draw your own organization chart, starting with the custom-

er. 

 

T E X T  3 

Read the text. Answer the following questions. 

1. Does the board of directors make mostly strategic or tactical decisions? 

2. Are there any advantages of the situation that part-time directors can be 

elected to the board? 

The Board of Directors 

The board of directors of a limited company is primarily responsible for 

determining the objectives and policies of a business. It is the directors who 

determine the direction the business is going to take. They will need to ensure 

that the necessary funds are available and will appoint key staff to whom they 

will delegate the authority to run the business on a day-to-day basis. They will 

need to design an effective organisation structure so that there is both a chain 

of command linking one level of management with another and an effective 

communication network so that instructions can be passed downward and in-

formation passed upward. 

The directors are appointed by the shareholders, normally at the company's 

annual general meeting, at which the chairman of the board will be expected 

to account for their stewardship during the previous year. The company's ac-

counts will be presented to the shareholders at that time so they can judge for 

themselves whether or not the board has been successful. 

Direction in business is like strategy in a war situation. The strategic deci-

sions determine the areas in which the company's resources will be employed. 

Above all it involves planning to ensure that the business first survives and 

then flourishes. Strategic decisions, made by the board of directors, are con-

cerned with the disposition of resources. These contrast with the tactical deci-

sions by means of which the senior executives (appointed by the directors) 

carry out in detail the plans conceived or approved by the board of directors. 

The fact that boards of directors tend to meet rather infrequently, say once 

a week, that part-time directors can be elected to the board. Since they will not 

have departmental responsibilities within the company they are often de-

scribed as non-executive directors. There are arguments in favour of such di-

rectors though they may lack a detailed knowledge of the company's activities. 
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They may bring expertise to the board. Some are lawyers, or experts in tax af-

fairs. Some represent influential groups of shareholders whose support is nec-

essary if the board is going to carry out its plans, while others are directors in a 

number of companies and are used to interlock boards within a group of com-

panies. For example, a holding (or parent) company may appoint a director 

from their board to serve on the board of a subsidiary company, with a view to 

keeping a watching brief on the directors' activities. 

 
 

COMPREHENSION 
 

Ex. 1. Answer these questions in your own words. 

1. How would you describe the role of the board of directors? 

2. And the role of the senior executives? 

3. What happens at the annual general meeting? 

4. What is the difference between a strategic and a tactical decision? 

5. What part can non-executive directors play in the proceedings? 

6. What objections might be raised against the appointment of non-executive 

directors? 

7. What is meant by an interlocking board of directors? 

8. How is it that a board of directors can control a company though they only 

meet, say, once a week? 

 

Ex. 2. Speak on the role of the Board of Directors and the Senior Executives 

(SE). 

 

TRANSLATION 
 

A) Read the text and translate it into Russian in writing. 

Investing in a Limited Company 
When a limited company has started trading, you do not invest in shares by 

giving more capital to the company. You buy them from one of the sharehold-

ers. If it is a private limited company, a shareholder can only sell shares if all 

the other shareholders agree. If it is a public limited company, shares can be 

bought and sold freely, usually at a Stock Exchange. If the company is doing 

well and paying high dividends, then you might pay more than the face value 

of the shares. If it is doing badly, you might pay less than the face value of the 

shares. The price you pay at the Stock Exchange (or to a shareholder) for your 

shares is their market value. 
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If the company fails, it will stop trading and go into liquidation. This means 

that all the company's property and equipment (its assets) must be sold and the 

money from the sale will be used to pay its debts to its creditors. The share-

holders may lose the money they paid for the shares. If the company still does 

not have enough money to pay all its debts, the shareholders do not have to 

pay any money. In other words, the shareholders' liability for debts is limited 

to the value of their shares. 

On the other hand, if you are an owner of a business, which is not limited, 

for example if a sole proprietorship (owned by one per-son) or a partnership 

(owned by between 2 and 20 people) and your business fails, you will go 

bankrupt. In this case you might have to sell your own private possessions 

(your house, car, furniture etc) to pay all your creditors. In other words, sole 

proprietors and partners have unlimited liability for their firm's debts. 
 

B). Translate from Russian into English. 

I. 1. Корпоративная форма бизнеса является более гибким инструмен-

том для широкомасштабной экономической деятельности, чем едино-

личное владение или партнерство. 

2. Первое, она защищает своих владельцев, освобождая их от индиви-

дуальной ответственности перед законом, когда они представляют бизнес. 

3. Второе, владельцы акций капитала обладают ограниченной ответ-

ственностью, они не отвечают за долги корпорации. Если акционер за-

платил 100$ за 10 акций капитала и корпорация становится банкротом, 

он или она могут потерять 100 инвестированных долларов. 

4. Третье, капитал корпорации можно перемещать. Потеря интереса к 

делу, болезнь и т.п. отдельного лица не наносят ущерб корпорации. 

 

II. Партнерство как форма организации бизнеса в большей или мень-

шей степени является естественным развитием единоличного владения. 

В попытке преодолеть некоторые из основных недостатков единолично-

го владения родилась такая форма бизнеса, как партнерство. Само назва-

ние объясняет суть этой формы. Партнерство — это форма организации 

бизнеса, при которой два или более отдельных лица договариваются о 

владении предприятием и его управлении. Обычно они объединяют свои 

финансовые ресурсы и умение вести дела. Подобным образом они рас-

пределяют риски, а также прибыли или убытки, которые могут выпасть 

на их долю. По степени участия в деятельности предприятия партнерства 

бывают разные. В некоторых случаях все партнеры играют активную 

роль в функционировании предприятия, в других случаях — один или 

несколько участников могут быть «молчаливыми», то есть играть пас-
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сивную роль. Это означает, что они вкладывают свои финансовые сред-

ства в фирму, но не принимают активного участия в управлении ею. 

 

LISTENING 
 

Ex. 1. At a budget meeting four managers talk about their departments. Listen 

and complete the grid below. 

 1 2 3 4 

Department 

 

  Human Re-

sources 

 

Staff 

 

 12 (5+7)   

Office 

 

   Large, open-plan 

office-ground floor 

Activity 

 

Software re-

search 

   

Other infor-

mation 

    

 

Ex. 2. Listen again and complete these sentences. 

1 We ................a ....................with ...................companies in the USA, so we 

.......................a lot of our ..................on .................. . 

2 We are ...............for ..............purchases, raw material, components, and 

other ................ . 

3 ....................... ...................... six ................. ..........................in the depart-

ment, plus the Director. 

4 We are ................ ........................ .............................. internal and external 

communications and public relations. 
 

Ex. 3. Using the following expressions describe: 

1 the activity of a department 

My department deals with / is responsible for marketing / administration, etc. 

We organize tests / studies / research. 

We work with customers / suppliers / subsidiaries / other companies in the 

group. 

2 the staffing of a department 

There are ...... people in the department. 

Pierre Ducros is in charge of the department. 

I am one of the managers / technicians / secretaries / engineers. 

3 the equipment / premises of a department 

We have a large office / three laboratories / a small building. 
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We use computers / fax / e-mail a lot. 

We have a well-equipped laboratory / a lot of technical equipment. 

 

Ex. 4. Describe the department you would like to work in.  

 

DISCUSSION 
 

Discuss: 

– the advantages and disadvantages of different types of companies; 

– the procedure of starting a business in different companies; 

– company structure; 

– the role of the boards of directors for a company; 

– the company you would like to work for 

 

VOCABULARY 
 

asset (s) – актив(ы) 

bearer, n – держатель, владелец, предъявитель 

board, n – совет 

 of directors, n – совет директоров 

bond, n – облигация 

chairman, n – председатель 

charter, n – устав 

be in charge of – руководить, быть ответственным 

company, n – компания 

limited  – компания с ограниченной ответственностью 

director, n – директор 

financial  – финансовый директор 

managing  – управляющий директор 

marketing  – директор по маркетингу 

production  – руководитель производства 

dissolve (v) – расторгать, распускать 

entity, n – субъект, организация 

flexibility, n – гибкость 

liable (adj) – ответственный 

liabilities, n – пассивы, обязательства 

liability, n – ответственность, обязательство 

licence, n – лицензия 

management, n – управление, руководство 

merger, n –  слияние; объединение фирм в одну новую фирму 
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ownership, n – право собственности 

partner, n – партнер 

partnership, n – партнерство 

private (adj) – частный 

proprietor, n – предприниматель, собственник 

proprietorship, n – собственность 

sole  – единоличное предпринимательство 

retire, v – выходить на пенсию 

retirement, n – выход на пенсию 

revenue, n – доход 

securities, n – ценные бумаги 

share, n – доля; акция 

shareholder, n – акционер 

stock, n – доля; акция 

 exchange, n – фондовая биржа 

takeover, n – поглощение; приобретение компании новыми владельцами. 

tax, n – налог 
 

GLOSSARY 
 

Assets of a company are all the things that it owns. The size of the company is 

measured in terms of its assets. 

Charity – organization to relieve poverty, advance religion or education, etc; 

benefits from some financial concessions 

Company (UK) – organization operating to make profit 

Cooperative – democratic firm owned by its workers 

Corporation (US) – society friendly association of people; for example, a 

sports society (society + firm) 

Current assets generally consist of cash, marketable securities, receivables, 

inventories and prepayments. They can be converted into cash within one 

year. 

Dividend – a part of a company’s profits paid to shareholders, usually once or 

twice a year. 

Division – a part of company that is responsible for a certain product, service 

or area. 

Enterprise – new commercial activity, for example, How's your new enter-

prise? Also in some company names; for example, Smiths Enterprises 

Fixed assets are assets which a company uses on a continuous basis such as 

property and machinery. 

Government agency – organization which is part of the state administration 
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Holding company is a company that has enough shares in one or more other 

companies to be able to control the other companies.  

Intangible assets are assets which are non-physical in nature, such as patents 

and trademarks. 

Liabilities are the sums of money which it owes. 

Limited company is a company whose owners are legally responsible for on-

ly a part of any money that it may owe if it goes bankrupt.  

Managing Director – a top manager in a company, just under the Chairman 

or President. 

Merger is the joining together of two separate companies or organizations so 

that they become one. 

Minority interest – company in which another firm has less than a 50 per 

cent interest 

Multinational – organization operating in several countries 

Nationalized company – company owned by the state 

Offshore company – firm based in a tax haven to avoid higher taxation 

Operation – general word for a company, usually a small one, and part of a 

large group. It also means activity; for example, our commercial operation 

Parent company – company which owns another 

Parent company – the head company in a group. 

Partnership is a relationship in which two or more people, business or indus-

tries work together as partners. 

Personal Assistant – the secretary of a manager in a company. 

PR – public relations – official communication between a company and the 

media/public, in order to present the best image. 

Premises – the land and building occupied by a company. 

Private company – company whose shares are not publicly available 

Public company – company whose shares are publicly available 

Purchasing – the act of buying goods; the department in a company which 

does this. 

Sole proprietor is a person who owns his own business and does not have a 

partner or any shareholders.  

Subsidiary – a company that is owned by another company. 

Takeover is the act of gaining control of a company by buying more of its 

shares than anyone else. 

Tangible assets are assets which are physical in nature, such as factories and 

offices.  

Turnover – the total sales of a company.
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10.  MANAGEMENT 

 
Management, not bankers nor stockholders, is the fundamental 

element in industry. It is good management that draws credit, 

that draws workers, that draws customers… 

Management is the permanent function of business. 

Mary Parker Follett. 

DISCOVRING  CONNECTIONS 

1. Do you fancy yourself as a manager? 

2. What is management? Is it an art or science, an instinct or a set of skills 

and techniques that can be taught? 

3. What do you think makes a good manager? 

4. Which four of the following qualities do you think are the most important? 

a. being decisive: able to make quick decisions 

b. being efficient: doing things quickly, not leaving tasks unfinished, 

having a tidy desk, and so on 

c. being friendly and sociable 

d. being able to communicate with people 

e. being logical, rational and analytical 

f. being able to motivate, inspire and lead people 

g. being authoritative: able to give orders 

h. being competent: knowing one’s job perfectly, as well as the work of 

one’s subordinates 

i. being persuasive: able to convince people to do things 

j. having good ideas 

5. Are there any qualities that you think should be added to the list? 

6. Which of these qualities can be acquired? 

7. What qualities must one be born with?  
 

READING 

T E X T   1 

What is Management? 

Read the text and decide whether the functions mentioned in it require the four 

qualities you have selected or others you haven’t chosen - yet choose. 

Peter Drucker, the well-known American business professor and consult-

ant, suggests that the work of a manager can be divided into planning (setting 
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objectives), organizing, integrating (motivating and communicating), measur-

ing, and developing people. 

– First of all, managers (especially senior managers such as company 

chairmen-and women-and directors) set objectives, and decide how their or-

ganization can achieve them. This involves developing strategies, plans and 

precise tactics, and allocating resources of people and money. 

– Secondly, managers organize. They analyze and classify the activities of 

the organization and the relations among them. They divide the work into 

manageable activities and then into individual jobs. They select people to 

manage these units and perform the jobs. 

– Thirdly, managers practice the social skills of motivation and communi-

cation. They also have to communicate objectives to the people responsible 

for attaining them. They have to make the people who are responsible for per-

forming individual jobs form teams. They make decisions about pay and pro-

motion. As well as organizing and supervising the work of their subordinates, 

they have to work with people in other areas and functions. 

– Fourthly, managers have to measure the performance of their staff, to see 

whether the objectives set for the organization as a whole and for each indi-

vidual member of it are being achieved. 

– Lastly, managers develop people—both their subordinates and them-

selves. 

Obviously, objectives occasionally have to be modified or changed. It is 

generally the job of a company’s top managers to consider the needs of the fu-

ture, and to take responsibility for innovation, without which any organization 

can only expect a limited life. Top managers also have to manage a business’s 

relation with customers, suppliers, distributors, bankers, investors, neighbour-

ing communities, public authorities, and so on, as well as deal with any major 

crises which arise. Top managers are appointed and supervised and advised 

(and dismissed) by a company’s board of directors. 

Although the tasks of a manger can be analyzed and classified in this fash-

ion, management is not entirely scientific. It is a human skill. Business profes-

sors obviously believe that intuition and ‘instinct’ are not enough; there are 

management skills that have to be learnt. Drucker, for example, wrote over 20 

years ago that “Altogether this entire look is based on the proposition that  the 

days of the ”intuitive” manager are numbered”, meaning that they are coming 

to an end. But some people are clearly good at management, and others are 

not. Some people will be unable to put management techniques into practice. 

Others will have lots of technique, but few good ideas. Outstanding managers 

are rather rare. 

Peter Drucker: An Introductory View of Management. 
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VOCABULARY  FOCUS 

Ex. 1. Find the words or expressions in the text which mean the following. 

1. to assign, apportion, distribute or devote to (a purpose, person, place); 

2. to reach, achieve, accomplish; 

3. to transmit or pass on by speaking or writing; 

4. one of lower rank or less importance; 

5. one does not have long to live; 

6. able to be managed, controlled or accomplished; 

7. to make partial changes, make different. 

 

Ex. 2. Complete the following sentences with these words. 

achieved    board of directors    communicate   innovations 

manageable    performance   resources  setting  supervise 

1. Managers have to decide how best to allocate the human, physical and cap-

ital….available to them. 

2. Managers have to make sure that the jobs and tasks given to their subordi-

nates are….. 

3. There is no point in…. objectives if you don’t ……them to your staff. 

4. Managers have to….. their subordinates, and to measure, and try to im-

prove their…… 

5. Managers have to check whether objectives and targets are being…… 

6. A top manager whose performance is unsatisfactory can be dismissed by 

the company’s …… 

7. Top managers are responsible for the…. that will allow a company to adapt 

to a changing world. 

 

Ex. 3. Match up these verbs and nouns to make common collocations. 

            allocate                   decisions 

            communicate           information 

            develop                    jobs 

            make                        objectives 

            measure                    people 

            motivate                   performance 

            perform                     resources 

            set                             strategies 

            supervise                  subordinates 
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COMPREHENSION 

 

Ex. 1. Match up the following half sentences. 

1) First of all, managers set 

2) They divide the work into 

3) Managers develop people 

4) There are management skills 

5) Top managers are appointed and 

supervised and advised 

a) manageable activities and then into 

individual jobs 

b) both the subordinates and them-

selves 

c) by a company’s board of directors 

d) that have to be learnt 

e) objectives and decide how their or-

ganizations can achieve them 

 

Ex. 2. Complete the following sentences with the information from the text. 

1. Managers set objectives and decide ___. 

2. They analyse and classify the activities of the organization and ___. 

3. Managers practise the social skills of ___. 

4. Managers have to measure the performance of their staff, to see ___. 

5. Some people will not be able ___. 

6. Objectives occasionally have ___. 

 

Ex. 3. Answer the following questions. 

1. What does setting objectives involve? 

2. In what way do manager organize? 

3. What social skills and in what way do managers practise? 

4. Why do managers have to measure the performance of their staff? 

5. Who do managers develop? 

6. What is the job of a company’s top manager? 

7. Who appoints top managers? 

8. Is it possible to learn to be a manager? 

 

Ex. 4. Discuss in pairs and describe the work of a manager and the different 

functions he performs.  

 

T E X T  2 

The General Manager 

Read the text and say what a general manager is concerned with. 

General management decision making requires the coordination of all as-

pects of business into an integrated management program. In other words, 
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general managers are concerned with strategy formulation and strategy im-

plementation. This means a continual assessment of what business to be in and 

how one will do business both in general and very specific terms. The func-

tional areas of business – finance, marketing, production and human resources 

– are essential for undertaking general management problems. The general 

manager must relate financial issues to a proposed marketing program, changes 

in techniques in production to human resources implication, and so on. 

The meaning of general management varies by circumstances. In a small 

one-person business, the chief decision maker has to be an all-round general 

manager capable of longer-term planning as well as daily “fire fighting” since 

there is no specialized staff to delegate these responsibilities to. In larger 

firms, the general management tasks are essentially the same, though a little 

more complicated. However, there are usually several people who share the 

general management workload. Even the titles used to describe the individuals 

responsible for general management vary from company to company: presi-

dent; managing director; vice-president, administration; and so on. Here, the 

title General Manager will refer to an individual who has overall responsibility 

for a business or major unit of business. 

What are the responsibilities of a general manager? Usually they include 

the following: 

1. Long-term planning for new products, production/operation processes, 

new markets, financial flexibility, and organizational changes. 

2. Finding and training competent subordinates. The general manager’s 

goal would be to delegate as much responsibility and authority as possible to 

subordinates in finance, marketing, production, and human resources in order 

to be free for the major decisions concerning the overall company. 

3. Coordination. The general manager’s goal would be to ensure that the vari-

ous activities of the company reinforce one another, rather than work at cross-

purposes. The general manager would act as a liaison, ensuring that coordination is 

sought and achieved among the various functional areas of the business. 

4. Decision making. The general manager will make decisions that subor-

dinates cannot make, either because of disagreements of because they lack a 

sufficiently broad perspective on the issues that need to be considered. 

In short, the general manager must understand all functional areas of busi-

ness and be especially competent in human resources management. As one 

can see, the general manager is concerned with strategic making (longer-term 

directions for the business) and operational decision making (shorter-term 

specific actions to accomplish shorter-term goals). The general manager dele-

gates, coordinates, and facilitates decisions to the extent possible, and where 

necessary makes the “big” decisions affecting company welfare. To do so, he 
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or she must understand what objectives are being sought, what strengths and 

weaknesses characterize the company, and what options there are for im-

provement given the operating circumstances. To perform this demanding role 

adequately, the general manager must be able to appraise the company and its 

environment thoroughly and objectively. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Form nouns from the following verbs. 

Verbs Nouns 

to imply 

to assess 

to implement 

to relate 

to delegate 

 

 

Ex. 2. Form all possible word combinations using the words of both columns. 

decision 

capable 

delegate 

overall 

long-term 

financial 

train 

search 

facilitate 

ensure 

appraise 

manager 

making 

responsibilities 

planning 

workload 

flexibility 

subordinates 

liaison 

authority 

agreement 

finance 

 

Ex. 3. Fill in the gaps in the sentences with the words from the box. 

overall,     strategy,       long-term,      subordinates,      manager,      liaison,  

management,         perspective,      activities,                to appraise 

1. General managers are concerned with … formulation and implementation. 

2. In a small one-person business, the chief decision maker has to be a gen-

eral … . 

3. The general manager is an individual who has … responsibility for a 

business. 

4. The responsibilities of a general manager usually include … planning for 

new products.  

5. The general manager must find and train competent … . 
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6. The general manager is a … among the various functional areas of the 

business. 

7. The general manager must be especially competent in human resourses …  

8. The general manager must be able … the company objectively. 

9. Sometimes subordinates disagree with the chief because they lack a broad …  

10. He must coordinate the various … of the company. 

 

Ex. 4. Use the following words and word combinations in the sentences of 

your own. 

The general manager, strategy formulation, to delegate responsibilities, ma-

jor concern, to relate to, to reinforce one another, to appraise, the general man-

agement workload. 

 

 

COMPREHENSION 
 

Ex. 1. Choose the best endings to the following sentences. 

1. In a small one-person business the chief decision maker has to delegate 

daily “fire fighting” to … 
a) the specialized staff 

b) himself 

c) the vice-president 

2. The title general manager refers to an individual who has … 
a) little responsibility 

b) overall responsibility 

c) partial responsibility 

3. The general manager’s goal is to delegate as much responsibility and 

authority as possible to … . 
a) subordinates 

b) the board of directors 

c) the owner of the company 

4. The general manager makes decisions that subordinates cannot make 

because they lack ..  . 
a) enough responsibility 

b) experience 

c) a broad perspective on the issues 

5. The general manager must be free for … 
a) the daily routine 

b) the major decisions 

c) the presentation purposes 
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6. The general manager must understand … 
a) all functional areas 

b) some functional areas 

c) only human resources management 

 

Ex. 2. Find key words, phrases and the topic sentences which best express the 

general meaning of each paragraph. 

 

Ex. 3. Translate into English. 

1. Главный менеджер должен координировать все аспекты бизнеса. 

2. В различных фирмах человек, отвечающий за главное управление, может 

называться по-разному: президент, управляющий директор, вице-

президент, администрация и т.д. 

3. Долгосрочное планирование новых изделий, производственные про-

цессы, новые рынки, организационные изменения являются обязан-

ностями главного менеджера. 

4. Главный менеджер принимает основные решения, касающиеся всей 

компании. 

5. Целью главного менеджера является координация различных видов 

деятельности компании. 

6. Он должен быть особенно компетентен в области человеческих ре-

сурсов. 

7. Для адекватного выполнения своих функций необходимо тщательно 

и объективно оценивать работу компании. 

8. Его обязанности меняются в зависимости от обстоятельств. 

9. Иногда несколько человек занимаются общим управлением. 

10. Генеральный менеджер занимается формулированием стратегии, и 

её воплощением в жизнь. 

 

Ex. 4. Answer the following questions. 

1. What is an integrated management program? 

2. What is essential for undertaking general management problems? 

3. Is the meaning of general management the same for all companies? 

4. What are the functions of a general manager in a small operation business? 

5. Who shares the general management workload in large firms? 

6. What are the responsibilities of a general manager? 

7. Why is it necessary to train competent subordinates? 

8. Why is it necessary for the general manager to appraise the company and 

its environment thoroughly and objectively? 

9. What must the general manger understand in order to appraise the company? 
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Ex. 5. Study the table given below and in pairs discuss the meaning and re-

sponsibilities of a general manager using key words and phrases. 

 

 

Summary of General Management 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marketing 

 

Performance 

Execution 

Strategy 

Objectives 

Finance 

 

Performance 

Execution 

Strategy 

Objectives 

Human Re-

sources 

Performance 

Execution 

Strategy 

Objectives 

Production/ 

Operations 

Performance 

Execution 

Strategy 

Objectives 

Statement of Corporate Mission 

Corporate Performance Objectives 

Corporate Strategy Formulation 

Corporate Strategy Execution 

Corporate Performance Results 

Gene- 

ral 

Mana-

gement 

Func-

tional 

Man-

age-

ment 

Eco-

nomi

c  

Anal

ysis 

Cus-

tome

r 

Anal

ysis 

La-

bour  

Anal

ysis 

Com

peti-

tive  

Anal

ysis 

Supli

er 

Anal

ysis 

Trade 

Anal

ysis 

Po-

liti-

cal 

Ana

lysis 

Tec

hnic

al 

Ana

lysis 

So-

cial 

Ana

lysis 

Inputs to 

Decision 

Making 
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T E X T 3 

Management and Human Resources Development 

Read the text and say why proper utilization of people is one of the most im-

portant aspects of management. 

Managers perform various functions, but one of the most important and 

least understood aspects of their job is proper utilization of people. Research 

reveals that worker performance is closely related to motivation; thus keeping 

employees motivated is an essential component of good management. In a 

business context, motivation refers to the stimulus that directs the behaviour of 

workers to achieve company goals, managers must be aware of their needs. 

Many managers believe workers will be motivated to achieve organization-

al goals by satisfying their fundamental needs for material survival. These 

needs include a good salary, safe working conditions and job security. While 

absence of these factors results in poor morale and dissatisfaction, studies 

have shown that their presence results only in maintenance of existing atti-

tudes and work performance. Although important, salary, working conditions, 

and job security do not provide the primary motivation for many workers in 

highly industrialized societies, especially at the professional or technical level. 

Increased motivation is more likely to occur when work meets the needs of in-

dividuals for learning, self realization, and personal growth. By responding to 

personal needs – the desire for responsibility, recognition, growth, promotion, 

and more interesting work – managers have altered conditions in the work-

place and consequently, many employees are motivated to perform more ef-

fectively. 

In an attempt to meet both fundamental or personal needs of workers, in-

novative management approaches, such as job enrichment and job enlarge-

ment, have been adopted in many organizations. Job enrichment gives workers 

authority in making decisions related to planning and doing their work. A 

worker might assume responsibility for scheduling work-flow, checking quali-

ty of work produced, or making sure deadlines are met. Job enlargement in-

creases the number of tasks workers perform by allowing them to rotate posi-

tions or by giving them responsibility for doing several jobs. Rather than as-

sembling just one component of an automobile, factory workers might be 

grouped together and given responsibility for assembling the entire fuel system. 

By improving the quality of work life through satisfaction of fundamental 

and personal employee needs, managers attempt to direct the behaviour of 

workers toward the company goals. 

But probably the most powerful and basic of all elements necessary to at-

tract and keep people is happiness.  
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Employees who are happy in their jobs will work hard and well – and 

won’t leave. So how do you create happy employees? The first step, and a re-

curring theme of this summary, is to be happy yourself. 

Employees are happier in a workplace run by managers who enjoy them-

selves, their work, and their employees. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Form all possible word combinations using the words of both columns 

and translate them into Russian. 

job 

to adopt 

to rotate 

to schedule 

to alter 

to assume 

to share 

working 

to meet 

conditions 

security 

deadlines 

enrichment 

enlargement 

positions 

work-flow 

responsibility 

approaches 

 

Ex. 2. Fill in the gaps in the sentences with the necessary words or preposi-

tions from the text. 

1. Keeping employees __ is an essential component of good management. 

2. Absence of good working conditions result__ poor morale and dissatisfac-

tion. 

3. Increased motivation is more likely to occur, when work __ the needs of 

individuals __ self realization. 

4. Innovative management approaches, such as job __ and job __ have been 

adopted in many organizations. 

5. A worker might __ responsibility __ scheduling work-flow, checking 

quality of work produced. 

6. Job enlargement increases the number of tasks workers perform __ allow-

ing them to __ positions. 

7. Employees are happier in a workplace __ by happy managers. 

 

Ex. 3. Explain in your own words the difference in meaning between the fol-

lowing expressions. 

a) safe working conditions – job security 

b) job enrichment – job enlargement 

c) to rotate positions – to alter conditions 
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Ex. 4. Use the following words and word combinations in sentences of your 

own. 

To meet smb’s needs, utilization of people, to assemble, to meet deadlines, 

to rotate positions, job enrichment, job enlargement, innovative approaches, to 

keep smb. motivated, to assume responsibility, to result in, personal growth. 

 

COMPREHENSION 
 

Ex. 1. Mark the following sentences as true or false. Correct the false ones. 

1. Worker performance is closely related to motivation. 

2. Managers already realize that workers won’t be motivated by satisfying 

their fundamental needs for material survival. 

3. Salary, safe working conditions and job security provide primary motiva-

tion for many workers. 

4. Many employees are motivated to perform more effectively, when work 

meets their needs for learning, self realization and personal growth. 

5. To satisfy the fundamental needs of workers, innovative management ap-

proaches, such as job enrichment and job enlargement have been adopted 

in many organizations. 

6. Job enrichment gives workers authority in making decisions. 

7. Job enlargement reduces the number of tasks workers perform. 

8. The most powerful and basic of all elements necessary to attract and keep 

people is happiness. 

 

Ex. 2. Translate into English. 

1. Мотивация тесно связана с эффективностью работы и направляет по-

ведение работников на достижение целей компании. 

2. Удовлетворение основных материальных потребностей (например, 

хорошая зарплата, безопасные условия работы) – одна из составляю-

щих мотивации. 

3. Основной мотивацией работников высокоразвитых индустриальных 

стран могут являться самореализация, личный рост или желание 

большей ответственности. 

4. Инновационный подход к менеджменту учитывает как основные, так 

и личностные потребности работников. 

5. Укрупнения технологических операций можно достичь, позволяя ра-

бочим чередовать рабочие места. 
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6. Повышение разнообразия работы даст работникам возможность при-

нимать решения, брать на себя ответственность за составление графи-

ка работы, гарантировать выполнение работы в указанный срок. 

7. Счастье – самый мощный и основной из всех элементов, привлекаю-

щих и удерживающих людей. 

 

Ex. 3. Answer the following questions. 

1. What is one of the most important aspects of a manager’s job? 

2. What is an essential component of good management? 

3. Is satisfying of fundamental needs of workers for material survival enough 

to provide the primary motivation for many workers in highly industrial-

ized societies? 

4. When is increased motivation more likely to occur? 

5. What innovative approaches have been adopted in an attempt to satisfy 

both fundamental and personal needs of workers? 

6. What is the most powerful element necessary to attract and keep people? 

 

Ex. 4. Arrange the points of the plan of the text in the necessary order and 

discuss them with a partner. 

– different ways to keep people motivated; 

– innovative management approaches; 

– the most important function of a manager; 

– the most powerful element in attracting employees 

 

Ex. 5. Speak about the importance of proper utilization of people. 

 

T E X T  4 

Financial Management 

Read the text and say whether it is easy to evaluate the level of financial per-

formance of a firm. 

There are five basic financial goals: profitability, stability, liquidity, effi-

ciency, and growth. To survive, every business must meet each of these goals 

to some extent, though a business must determine for itself the relative empha-

sis to place on each of the five goals. 

Profitability refers to the generation of revenues in excess of the expenses 

associated with obtaining it. This is the “bottom-line” test of how successful a 

firm’s operators have been as shown at the bottom of the income statements. 

Stability refers to a business’s overall financial structure. For example, a 

businessman may wish to invest as little of his own money as possible in his 
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firm and finance his operation mainly with debt. If the debt-equity mix  is too 

out of balance, the firm may go bankrupt should some of the creditors want 

their money back at an “inconvenient” time. Many of the spectacular financial 

disasters reported in the newspapers resulted from neglect of the stability goal 

of sound financial management. 

Liquidity refers to a business’s ability to meet short-term obligations. For 

example, a manager may wish to invest as much of his firm’s cash in invento-

ry and equipment as possible, but if he overdoes it and cannot pay his employ-

ees or creditors on time, he can be forced into bankruptcy. 

Efficiency refers to the efficient use of assets. Efficient use of assets has an 

impact on profitability, stability, liquidity, and the ability of the enterprise to 

grow. 

Growth refers to increasing in size or acquiring more of something. A 

businesswoman may assess her financial performance by calculating, for ex-

ample, how much sales or assets have increased this year over last year. While 

there are many widely held concerns about growth in general (for example, the 

zero population growth movement) business people and investors remain very 

interested in financial growth. 

There are no clear-cut guidelines on how much or how little financial per-

formance is adequate or on how to trade off performance of the financial goal 

in favour of another. For example, 10 percent sales growth may be terrible for 

a firm in one industry but excellent for a firm in another. Similarly, a high lev-

el of liquidity may be preferable to growth for a firm at one time and detri-

mental for the same firm at another. 

Financial analysis and management is not just number pushing; judgment 

must be exercised as to what numbers to look at and how to interpret them. 

Often, a “qualitative factor,” something not expressed in numbers, is more im-

portant to the solution of a problem than all the numbers involved. 

 

 

COMPREHENSION  
 

Ex. 1. Think over the definitions for: 

a) “bottom-line” test 

b) to meet short-term obligation 

c) sound financial management 

d) to have an impact on 

e) clear-cut guidelines 

f) to assess financial performance 
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Ex. 2. Mark the following statements as true of false. Correct the false ones. 

1. There are five basic financial goals: profitability, stability, liquidity, effi-

ciency and responsibility. 

2. Profitability refers to the generation of revenues in excess of the expenses. 

3. It is unwise to neglect the stability goal of sound financial management. 

4. Liquidity is a business’s ability to meet long-term obligations. 

5. The efficient use of assets is reflected in efficiency. 

6. Growth refers to decreasing in size or acquiring less of something. 

7. Financial analysis deals with interpreting numbers. 

 

Ex. 3. Answer the following questions. 

1. What goals must every business meet to survive? 

2. What is the “bottom-line” test of a firm’s success? 

3. What is implied by “sound financial management?” 

4. What role does financial growth play in the life of a business? 

5. To what extent is financial analysis important for the solution of problems? 

 

Ex. 4. Give the main points of the text in 7-10 sentences. You may use the fol-

lowing clichés: 

The text is devoted to (concerned with) … 

It gives a detailed analysis of … 

It should be noted that … 

… are discussed 

Much attention is given to … 

The author comes to the conclusion that … 

 

Ex. 5. Speak about the five basic financial goals. 

 

DIALOGUE 
 

Read the conversation below and say what theories of management style dif-

ferent managers participating in it support. 

According to Theory “Y” employees should be given greater responsibility 

and involvement in decision – making freeing management time for other is-

sues. 

Managers supporting Theory “X” tend to distrust their employees and fail 

to delegate authority, tying up management time and reducing responsiveness 

to changing market conditions. 
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1st man: You know, I believe that we managers should have far more 

control over what employees do. 

1st woman: You know, that’s exactly what I think. We need to know what 

work they are doing at every point during the day. That is the 

only rational way to organize an office today. 

2nd man: I can’t say I share  your view on that. My employees are not 

machines. They are human beings. In my experience you get 

work done far more efficiently if you allow employees to 

work at their own pace. 

2nd woman: Now, that’s just what I was thinking. The important thing is to 

allow each individual to work at a certain number of tasks, but 

not to watch over them too closely. They do a better job that 

way. 

3rd woman: I can see what you mean, but my experience shows that only 

certain employees can be left entirely alone. The rest need 

watching closely or else they waste the firm’s time. And they 

are here to work after all. 

3rd man: May be, but don’t you think, there is a limit to how closely we 

should watch our staff? After all, I don’t know about you, but 

I only have one pair of eyes. I can’t watch 25 people all at 

once and do my work at the same time. 

 

Ex. 1. Conversation in context. 

1. Who of the speakers supports Theory “Y” management style? 

2. Who of the speakers supports Theory “X”? 

3. What happens according to the 3rd woman if employees are not watched 

closely? 

4. What argument does the 3rd man give in support of Theory “Y”? 

 

Ex. 2. Personal application. 

1. Have you ever been responsible for the work of other people? 

2. Do you think it’s easy to organize an office today? 

3. Is it easier for you to work when you are being watched closely and given 

instructions at every point or when you are allowed to work at your pace? 

4. What Theory management style do you support and why? 

 

Ex. 3. Read the conversation aloud with your classmates. Supply the missing 

words as you speak. 
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1st man: You know, I believe that we  ___ should have for more ___ 

over what employees do. 

1st woman: You know, that’s ___ what I think. We ___ to know what 

work they are doing at every ___ during the day. That is the 

only ___ way to organize an ___ today 

2nd man: I can’t say I ___ your view on that. My employees are not 

___. They are ___ beings. In my ___ you get work done far 

more ___ if you allow ___ to work at their own ___. 

2nd woman: Now, that’s ___ what I was thinking. The important thing is to 

___ each individual to work at a certain ___ of tasks, but not 

to watch ___ them too closely. They do a better job that ___. 

3rd woman: I can see what you ___, but my ___ shows that only certain 

employees can be left ___ alone. The rest ___ watching close-

ly or else they ___ the firm’s time. And they are here to ___ 

after all. 

3rd man: May be, but don’t you think, there is a ___ to how closely we 

should ___ our staff? ___ all, I don’t know about you, but I 

only have one ___ of eyes. I can’t watch 25 people all at ___ 

and do my work at the ___ time. 

 

Ex. 4. Act out your own conversation on analogy? 

 

 

TRANSLATION 
 

What Makes a Good Manager? 

Here are 10 Tips by Bill Gates 

Translate the text into Russian. 

There isn’t a magic formula for good management, of course, but if you’re 

a manager perhaps these tips will help you be more effective. 

1. Choose a field thoughtfully. Make it one you enjoy. It’s hard to be pro-

ductive without genuine enthusiasm. This is true whether you’re a manager or 

employee. 

2. Hire carefully and be willing to fire. You need a strong  team, because a 

mediocre team gives mediocre results, no matter how well managed it is.  

One common mistake is holding onto somebody who doesn’t quite measure 

up. It’s easy to keep this person on the job because he’s not terrible at what he 

does. But a good manager will replace him or move him to a set of responsi-

bilities where he can succeed unambiguously. 
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3. Create a productive environment. This is a particular challenge because 

it requires different approaches depending on the context.  

Sometimes you maximize productivity by giving everybody his or her own 

office. Sometimes you achieve it by moving everybody into open space. 

Sometimes you use financial incentives to stimulate productivity. A combina-

tion of approaches is usually required.  

One element that almost always increases productivity is providing an in-

formation system that empowers employees. 

When I was building Microsoft, I set out to create an environment where 

software developers could thrive. I wanted a company where engineers liked 

to work. I wanted to create a culture that encouraged them to work together, 

share ideas and remain highly motivated. If I hadn’t been a software engineer 

myself, there’s no way I could have achieved my goal. 

4. Define success. Make it clear to your employees what constitutes suc-

cess and how they should measure up their achievements.  

Goals must be realistic. Project schedules, for example, must be set up by 

the people who do the work. People will accept a “bottoms-up” deadline they 

helped to set but they’ll be cynical about a schedule imposed from the top that 

doesn’t map to reality. Unachievable goals undermine an organization. 

At my company, in addition to regular team meetings and one-on-one ses-

sions between managers and employees, we use mass gatherings periodically 

and e-mail routinely to communicate what we expect from employees. 

5. To be a good manager, you have to like people and be good at com-

municating. This is hard to fake. If you don’t genuinely enjoy interacting with 

people, it’ll be hard to manage them well. 

You must have a wide range of personal contacts within your organization. 

You need relationships – not necessarily personal friendships – with a fair 

number of people, including your own employees. You must encourage these 

people to tell you what’s going on (good or bad) and give you feedback about 

what people are thinking about the company and your role in it. 

6. Develop your people to do there jobs better than you can. Transfer your 

skills to them. 

This is an exciting goal but it can be threatening to a manager who worries 

that he’s training his replacement. If you’re concerned, ask your boss: “If I de-

velop somebody who can do my job super well, does the company have some 

other challenge for me or not?” 

Many smart managers like to see their employees increase their responsibil-

ities because it frees the managers to tackle new or undone tasks. 



 229 

7. Build morale. Make it clear that there’s plenty of good will to go around 

and that it’s not just you as some hotshot (лихой, отчаянный))manager who’s 

going to look good if things go well. 

Give people a sense of the importance of what they’re working on – its im-

portance to the company, its importance to the customers. 

When you achieve great results, everybody involved should share in the 

credit and feel good about it. 

8. Take on projects yourself. You need to do more than communicate. 

The last thing people want is a boss who just doles out stuff. From time to 

time prove you can be hands-on by taking on one of the less attractive tasks 

and using it as an example of how your employees should meet challenges.  

9. Don’t make the same decision twice. Spend the time and thought to 

make a solid decision the first time so that you don’t revisit the issue unneces-

sarily. If you’re too willing to reopen issues, it interferes not only with your 

execution but also with your motivation to make a decision in the first place. 

People hate indecisive leadership so you have to make choices. 

However that doesn’t mean you have to decide everything the moment it 

comes to your attention. Nor that you can’t ever reconsider a decision. 

10. Let people know whom to please. Maybe it’s you, maybe it’s your boss 

and maybe it’s somebody who works for you. You’re in trouble – and risking 

paralysis in your organization – when employees start saying to themselves: 

“Am I supposed to be making this person happy or this another person happy” 

They seem to have different priorities”. 

I don’t pretend that these are the only 10 approaches a manager should 

keep in mind, or even that they’re the most important ones. There are lots of 

others. But these 10 ideas may help you manage well, and I hope they do. 

 

 

LISTENING  

The Retail Sector 

 

You will hear part of an interview with Steve Moody, the manager of the 

Marks and Spencer store in Cambridge, England. What do you know about 

Marks and Spenser? What do they sell? 

 

Ex. 1. Listen to Part Once, in which Steve Moody describes the role and re-

sponsibilities of a store manager. Which of the following tasks is he responsi-

ble for? 
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1. designing the store and its layout 

2. displaying the merchandise 

3. employing the sales staff 

4. ensuring the safety of staff and cus-

tomers 

5. establishing the company’s princi-

ples 

6. getting commitment from the staff 

7. increasing profits 

8. maintaining a pleasant working en-

vironment 

9. motivating staff 

10. organizing the day-to-day logis-

tics 

11. pricing the merchandise 

12. running 40 out of 280 stores 

13. selecting the merchandise 

14. supervising the day-to-day run-

ning of the store 

15. training staff 

 

Ex. 2. Listen to Part Two, and answer these questions. 

1. Why are Marks and Spencer’s store managers limited in giving accounta-

bility to their staff and delegating responsibilities? 

2. What do they concentrate on instead? 

 

Ex. 3. Listen to Part Three, and answer the following questions. 

1. Steve Moody mentions two kinds of regular meetings. The first is weekly 

meetings for management and supervisory staff. What is the second kind of 

meeting called? 

2. Who attends them? 

3. What are they designed to achieve? 

4. What kind of problems cannot be dealt with by meetings? 

5. How are such problems dealt with? 

 

Ex. 4. Listen to the interview once again and discuss with your group mates 

whether you have the right skills to be a manager. Would you be able, for ex-

ample, to set objectives, motivate and coordinate the staff, and manage a de-

partment store, or a computer manufacturer? 

 

DISCUSSION 

 

Discuss: 

– various aspects of the work of a manager; 

– the responsibilities of a general manager; 

– the importance of human resources development; 

– ways to provide motivation for the workers in highly industrialized societies; 

– the goals of financial management; 
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– the importance of financial analysis; 

– the three new roles for managers; 

– different styles of management; 

– a short course in leadership; 

– what is management – an art or a science; 

– what makes a good manager. 

 

VOCABULARY 
 

“bottom-line” test, n – итоговый тест 

debt-equity mix, n – соотношение долгов и активов 

detrimental (a) – убыточный, приносящий ущерб, вредный 

feed-back, n – обратная связь 

implementation, n – выполнение, осуществление 

implication, n – скрытый смысл, намек, вовлечение 

job enlargement, v –укрупнение технологических операций 

job enrichment, n – повышение разнообразия работы, исключение моно-

тонных, повторяющихся операций 

job security, n – (социальная) защищенность на рабочем месте 

liaison, n – связь 

liquidity, n – ликвидность 

manageable (a)– поддающийся управлению, контролю 

mediocre (a) – посредственный, заурядный 

overall (a) – полный, общий 

profitability, n – прибыльность, рентабельность 

subordinate, n – подчиненный 

allocate, v – размещать, распределять, назначать 

assemble, v – собирать, производить сборку 

attain, v – достигнуть, добиться 

communicate (to), v – сообщать, передавать, донести 

delegate to, v – делегировать, передавать, облекать кого-то властью 

fire, v – увольнять  

meet deadlines, v – выполнять в указанный срок 

modify, v – видоизменять, модифицировать, преобразовать 

reinforce, v – усиливать, подкреплять 

relate, v – относиться, связывать, сопоставлять, устанавливать связь 

rotate positions, v – менять, чередовать рабочие места 

schedule work-flow, v – планировать рабочий процесс 

utilization, n – использование, применение 

workload, n – загрузка, объем работы, задание по работе 
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GLOSSARY 
Chief Executive Officer (CEO) – the highest ranking executive in a corpora-

tion, organisation, also known as Managing Director (MG) 

Director – a person who sits on the Board under the authority of the Chairper-

son or President 

Executive director – a person concerned with the day-to-day running of the 

firm 

General Manager – an individual who has overall responsibility for a busi-

ness or major unit of business 

Management – 1) the organization and coordination of an enterprise, the pro-

cess of managing or being managed 

     2) the people engaged in this 

Manager – a person controlling or administering a business or part of a busi-

ness 

Middle (line) manager – a person responsible for running sections or depart-

ments within a firm 
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FINANCE 

 

11.  MONEY AND BANKING 

 

Money is a good servant but a bad master. 

 

If you owe your bank £ 1 000, you have a prob-

lem, but if you owe it £ 1 million than it has. 

John Maynard Keyness 

 

DISCOVERING  CONNECTIONS 
A) 

1. What is the meaning of money to you? 

2. Have you ever borrowed money from anyone? Who from? 

3. Have you ever lent money to anyone? Who to? 

4. Do you spend more than you earn, or less than you earn? 

5. Do you have a budget for your money? 

6. Do you keep a record of your expenses? 

B) 

1. What different kinds of services do banks offer to the public? 

2. What do you know of the activities of the Central Bank of the Republic of 

Belarus? 

3. Comment on the following: “A banker is a man who lends you umbrella 

when the weather is fair, and takes it away from you when it rains.” 

 

READING 

T E X T  1 

Money in the Modern World 

Read the text and do the tasks that follow. 

Money has various uses in the modern world: it is a measure of the value of 

goods and services, a means of exchanging such goods and services and a way 

to store up buying (purchasing) power so that one can use it later. As a meas-

ure of value, it is of the very greatest use. If I work in an office, how can my 

employer know what to pay me for my services if there is no generally recog-

nized measure of value? He may decide to pay me a certain number of loaves 

of bread each week, but then I shall have to exchange some of these loaves for 

other things that I need: and how am I to know how many loaves of bread I 
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should give for a pair of shoes or for the rent of my house, for example? Mon-

ey gives us a very useful means of measuring such relative values. 

Money is also of very great use as a means of exchanging goods and ser-

vices. If, for example, I am a shoemaker, it will not be at all convenient to me 

always to have to exchange the shoes I make for other goods or services. A 

doctor may want to buy a pair of shoes from me, for example, but I may not 

need medical care, so he will then have to find something else that I want, or 

look for another shoemaker who needs him. Without money the tax-collector 

would come back to his office with an extraordinary collection of objects. 

Considered as a means of storing up buying (purchasing) power, money 

has good and bad points. It can more easily be kept a long time than such 

things as food, which rots, or buildings, which slowly fall to pieces, or ma-

chines, which rust. It takes up very little space, and if you put it in a bank, it is 

as safe as anything in this world can be. 

But modern money has some very serious disadvantages as means of stor-

ing up buying power. In the old days, when money was in the form of gold 

and silver coins, the metal in each was really worth the amount stamped on the 

coin. But the paper in modern paper money and even the metal in most mod-

ern coins are worth very much less than the amount written on them. As a re-

sult, the buying power of modern money can change very greatly in a short 

time. 

… It is not surprising, that some people are doubtful about the wisdom of 

saving money. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Using a dictionary add as many words as possible into the table. 

Verbs Adjectives Nouns 

1. various  

2.  measure 

3. purchase   

4. doubtful  

5. collect   

6. consider   

7. valuable  

 

Ex. 2. Choose the most suitable word or phrase underlined in each sentence. 

1. I haven’t got enough money, I’m afraid. Could you borrow/lend me 

some? 
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2. It’s a good school, but the fares/fees are rather high. 

3. This car is too expensive. We can’t afford/pay it. 

4. It was a very good meal. Can we have the account/bill please? 

5. There’s a small flat to hire/let in Bridge Street. 

6. How much do you earn/gain in your new job? 

7. She’s a good dentist, but she doesn’t charge/spend too much. 

8. I bought this coat in the sales. It was decreased/reduced a lot. 

9. Jack made his fortune/treasure buying and selling property. 

10. How much do you reckon/value that house would cost? 

 

Ex. 3. Find the words with the same meaning in the list given below 

A) 1. to buy, to save, to recognize, to consider; 

2. to acknowledge, to want, to purchase, to regard, to reserve, to search, 

to accumulate, to cost. 

B) 1. modern, convenient, extraordinary, surprising; 

2. astonishing, uncommon, contemporary, comfortable. 

 

Ex. 4. Replace each word or phrase underlined with a word or phrase from 

the list which has the opposite meaning. 

cash,              generous,        profit,           save,         well off,             expen-

sive,        poverty,            purchase,                    take out,                   worthless 

1. I was surprised by how mean Charles was. 

2. Janet says that she is very hard up at the moment. 

3. Last year their business made a huge loss. 

4. I’d like to pay in £100 please. 

5. That part of Spain always seems very cheap to me. 

6. Most people in the city live in great prosperity. 

7. The manager insisted that I paid by cheque. 

8. Some people manage to spend most of their money.  

9. Jean was able to make only one sale during the morning. 

10. The old painting I found in the loft turned out to be valuable. 

 

Ex. 5. Study the meaning of the following words. 

Value – worth, marketable price, estimation. 

Cost – price to be paid for a thing. 

Price – money for which a thing is bought or sold. 

Fill in the gaps using the words given above. 

1. He learnt the … of a friend. 2. The oil … are falling in the world – mar-

ket. 3. The OPEC countries have agreed to reduce oil production to keep the 
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… on the same level. 4. Synthetic materials have become cheaper, since the … 

of production are lower now. 5. The … of living has risen, whereas wages 

have remained the same. 6. The … of this information is enormous. 7. He set a 

high … on his time. 8. At Christmas sales one can buy goods at reduced … . 

 

Ex. 6. Mind the use of the words price, rate, charge, fee and commission 

which have certain similarities in meaning, but are not exactly the same. 

1. The price is the amount of money you have to pay (usually for goods) in 

order to buy them: 

What is the price of a car phone? 

Share prices are quoted in the Financial Times. 

1.1. Price is also a verb. If you price something you decide how much a pur-

chaser will have to pay: 

We’ve priced the new model at $1.300. 

1.2. To price yourself out of the market is to offer your goods at such a high 

price that everyone will buy your competitors products: 

If we don’t work to a lower profit margin we’ll be pricing ourselves out of 

the market. 

 

2. The rate of interest or taxation is the percentage level: 

Interest rates have stabilized at around 15%. 

The basic rate of income tax on 1990 was 25%. 

2.1. We can also refer to the rate of exchange (or exchange rate) of a cur-

rency: 

Tourist exchange rates are published in most newspapers. 

2.2. Rate can refer to an amount of something within a period of time. 

The rate of unemployment fell in some European countries in the late 80s. 

2.3. In insurance, the amounts charged to cover a risk are expressed as a 

percentage: 

A rate of £ 1.75 per cent. 

This means that you have to pay 1.75 for every 100 of the sum for which 

the goods are insured. 

Rate can also indicate the speed or frequency at which something happens: 

We’re losing skilled workers at the rate of three a month. 

 

3. Charge is used mostly in the context of paying for services: 

There will be a charge for confirming the letter of credit. 

No extra charge is made for maintenance. 

3.1. Charge is also a verb: 

We charge for delivery. (=There is a delivery charge.) 
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The bank charged me 12% commission. 

3.2. If something is charged to an account it is put on the bill for payment 

later: 

Please charge the bar bill to my account. 

3.3. Occasionally, services are free of charge. 

You may use the telephone in your room free of charge. 

 

4. A fee is payable for services provided by the legal profession, consultants, 

accountants, etc.:  

In the US, a lawyer is paid a contingency fee which is a proportion of the 

damages granted by the court. 

4.1. When permission is granted to use intellectual property there may be a 

fee. It is also possible to refer to a registration fee and a booking fee 

when a charge is made for a reservation. 

 

5. A commission is a payment to an agent or middleman, calculated as a per-

centage of sales made: 

5.1. Salesmen are often paid a fixed salary plus commission on sales made: 

A higher commission increases the incentive to sell. 

5.2. Commission is used as a synonym of charge in the context of banking: 

There is a small commission/charge for handling standing orders. 

 

Complete these sentences. Using the words above. 

1. The American Bar Association has warned lawyers that their ______were 

getting so high that the profession might ______ itself out of the market. 

2. Please pay the conference _______ directly to the Registrar. 

3. As a salesman, the more _______ goods you sell, the more you make. 

4. We were _______ £850 for repairs to the switchboard. 

5. What is the _______ of an overhead projector? 

6. We’re now producing the new model at the _______ of 100 a day. 

7. There is a small _______ to cover handling costs. 

8. A bear is a speculator who expects share _______ to fall. 

9. The _______ of inflation is over 10%. 

10. Could you _______ this to my expense account? 

 

Ex. 7. Match each person from the list with a suitable description. Use each 

name once only. 

accountant               cashier              heir        manager      agent       

                        customer              investor                  miser               swindler 

1. Someone who likes to keep money and not spend it … . 
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2. Someone who inherits money or property … . 

3. Someone who runs a bank … . 

4. Someone who keeps or checks financial records … . 

5. Someone who buys things in a shop … . 

6. Someone who pays out money in a bank … . 

7. Someone who represents others in business … . 

8. Someone who puts money into a business …  . 

9. Someone who cheats people out of money … . 

 

Ex. 8. Choose the most suitable word or phrase to complete each sentence. 

1. I bought these shoes in the sales. They were a real … 

  a) cheap  b) economy  c) bargain  d) purchase 

2. If you put your money in the bank, it will earn ten per cent … . 

  a) interest  b) profit  c) deposit  d) investment 

3. John asked his parents if they would pay off his … . 

  a) rents   b) debts  c) accounts  d) credits 

4. Adults have to pay £2.50 to get in, but children under 14 get in … . 

  a) free   b) nothing  c) penniless  d) open 

5. I’m interested in this old car. Is it …? 

  a) selling  b) a sale  c) to sell  d) for sale 

6. I’m trying to save for my holidays so I’m … some money each week. 

  a) putting in  b) putting aside c) putting behind d) putting up 

7. Just a minute! You’re forgotten to … your cheque! 

  a) mark  b) make  c) place  d) sign 

8. I like your typewriter. How much did it … exactly? 

  a) cost   b) buy  c) purchase  d) sell 

9. The blackmailer asked for the  money in used … . 

  a) notes  b) cheques  c) paper  d) cash 

10. I gave the assistant £10 and she gave me  four pounds … . 

  a) rest   c) money  c) coins  d) change 

 

COMPREHENSION 
 

Ex. 1. Answer the questions. 

1. What are the main uses of money? 

2. What can you say about modern money? 

3. Why is saving money sometimes necessary? 
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Ex. 2. Complete the sentences using the text. 

1. Money is of the very greatest use as a … . 

2. Money is also of very great use as a means of … . 

3. Money has good and bad points, considered as a means of … . 

4. In the old days, when money was in the form of coins, … . 

5. The paper in modern paper money is worth … . 

6. Some people are doubtful about … . 

 

Ex. 3. Put about 10 questions on the text in order to interview your group ma-

tes on his/her opinion on some of the author’s ideas. You can start your ques-

tions with ‘Do you agree that …?’, ‘What to you think about …?’, ‘Do you 

share the idea … ?’. 

 

Ex. 4. Find key words, phrases and the topic sentences which best express the 

general meaning of each paragraph. 

 

T E X T  2 
Read the text and think how it could be headlined. Then do the tasks that fol-

low. 

*  *  * 
The work which people undertake provides them with money. People buy 

essential commodities with money. All values in the economic system are 

measured in terms of money. Our goods and services are sold for money, and 

that money is in its turn exchanged for other goods and services. Coins are ad-

equate for small transactions, while paper notes are used for general business. 

Originally, a valuable metal (gold, silver or copper) served as a constant store 

of value, and even today the American dollar is technically ‘backed’ by the 

store of gold which the US government maintains. Because gold has been uni-

versally regarded as a very valuable metal, national currencies were for many 

years judged in terms of the so-called ‘gold standard’. Nowadays national cur-

rencies are considered to be as strong as the national economies which support 

them. 

Valuable metal has generally been replaced by paper notes. These notes are 

issued by government and authorized banks, and are known as ‘legal tender’. 

Other arrangements such as cheques and money orders are not legal tender. 

They perform the function of substitute money and are known as ‘instruments 

of credit’. Credit it offered only when creditors believe that they have a good 

chance of obtaining legal tender when they present such instruments at a bank 

or other authorized institutions. If a man’s assets are known to be considerable 
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then his credit will be good. If his assets are in doubt, then it may be difficult 

for him to obtain large sums of credit or even to pay for goods with a cheque. 

The value of money is basically its value as a medium of exchange or as 

economists, put it, its ‘purchasing power’. This purchasing power is dependent 

on supply and demand. The demand of money is reckonable as the quantity 

needed to effect business transactions. The demand for money is related to the 

rapidity with which the business is done. The supply of money is the actual 

amount in notes and coins available for business purposes. If too much money 

is available, its value decreases. This condition is known as ‘inflation’. 

 

 

VOCABULARY  FOCUS 
 

Ex. 1. Using a dictionary add as many words as possible into the table. 

Verbs Adjective Nouns 

1.  credit 

2.  inflation 

3. note   

4.  power 

5.  service 

6.  standard 

7. to judge   

 

Ex. 2. Give Russian equivalents to the following words and word combina-

tions. Make up your own sentences with them. 

Money, coins, paper notes, purchasing power, goods and services, to be 

sold, to be considered, inflation, gold, valuable metal, gold standard, national 

currencies, to be judged. 

 

Ex. 3. Choose the best endings to the following statements. 

1. Our goods and services are sold for money, and that money is exchanged for… 

a) cheques; 

b) money orders; 

c) other goods and services. 

2. Originally, a valuable metal served as… 

a) “an instrument of credit”; 

b) a constant store of value; 

c) a national currency. 

3. The US government maintains… 
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a) the American dollar; 

b) the British pound; 

c) the French franc. 

4. Nowadays national currencies are considered to be as strong as…. 

a) the national economies; 

b) the government; 

c) the banking system. 

5. Cheques and money orders perform the function of… 

a) money; 

b) substitute money; 

c) a constant store of value. 

6. A man will obtain large sums of credit if his assents… 

a) are considerable; 

b) are in doubt; 

c) equal zero. 

7. The purchasing power is dependent on… 

a) credit; 

b) supply and demand; 

c) business transactions. 

 

COMPREHENSION 
 

Ex. 1. Answer the following questions. 

1. How are all values in the economic system measured? 

2. What are coins and paper notes used for? 

3. What originally served as a constant store of value? 

4. What has happened to valuable metal? 

5. What is “legal tender”? 

6. What was said about “instruments of credit”? 

7. When is credit offered? 

8. What is purchasing power of money dependent on? 

9. What is known as “inflation”? 

 

Ex. 2. Read the text again and decide which of these statements are correct. 

1. People buy only some commodities with money. 

2. Some values in the economic system are measured in terms of money. 

3. Coins are adequate for general business, while paper notes are used for 

small transactions. 
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4. Today the American dollar isn’t “backed” by the store of gold which the 

US government maintains. 

5. Gold has been universally regarded as a valuable metal. 

6. Paper notes, cheques and money orders are issued by government and au-

thorized banks, and are known as “legal tender”. 

7. The demand for money is rapidity of the business. 

 

Ex. 3. Complete the unfinished questions in column A that are answered in 

column B. 
A B 

What …? Money. 

What …? Coins. 

What …? Paper notes. 

What …? Cheques and money orders. 

What …? Legal tender. 

What …? Inflation. 

 

Ex. 4. Find key words, phrases and the topic sentences which express the gen-

eral meaning of each paragraph. 

 

Ex. 5. Using the information obtained from the paragraphs make an outline of 

the text. 

 

Ex. 6. Speak about money, substitute money, purchasing power and inflation 

using key words, phrases, the topic sentences and the outline. 

 

T E X T  3 

Forms of Money 

Read the text and do the tasks that follow. 

A great variety of commodities (wheat, salt, gold, silver) have served at one 

time or another as a medium of exchange in economies based on the division 

of labour. This form of money is generally referred to as commodity money. 

At the same time other forms of money developed. They are referred to as 

credit money or money without material value because their value as a means 

of payment is greater than their intrinsic value. For instance, the paper on 

which a 100 banknote is printed is worth much less than the banknote’s face 

value. This is also true of most of the coins used nowadays. In addition to the 

notes and coins in circulation, ‘cashless’ means of payment were introduced. 

These include checks, transfer orders and credit cards, which have become 

more and more popular in recent years. The progress made in computer tech-
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nology has led to new forms of cashless payments. These forms of money 

which were mentioned above can be subsumed under the terms ‘cash’ or 

‘notes and coins’ and ‘deposit’ or ‘giro’ money. 

Deposit or giro money is a form of money that has only gained great im-

portance in the recent past. It is created by deposits held at banks on current 

accounts, giro or sight deposit accounts, on which the holder can draw at any 

time by check or giro transfer. In contrast to notes and coins, these are cash-

less means of payment, which are created by the banks themselves within the 

framework of cashless payment transactions by using deposits for lending. 

The amount granted to the borrower is credited to a current account and thus 

becomes book money, which serves as the basis for further lending if these 

funds remain within the banking system (payments to creditors). But banks’ 

ability to create book money is limited. It mainly depends on payment habits: 

the greater the preference for payment in cash, the more restricted the possibil-

ities for banks to create deposit money. To ensure the solvency of the banking 

system and for monetary policy reasons, banks are moreover required to hold 

a certain percentage of their liabilities as deposits with the central bank. This 

obligation limits banks’ lending power and their ability to create book money. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Give a word for each of the following definitions. 

1. A product that can be sold to make a profit. 

2. The value or cost shown on the front of something such as a stamp or coin. 

3. To move money from the control of one account or institution to another 

4. A small plastic card that you use to buy goods or services. 

5. An amount of money that is paid into a bank account. 

6. A business deal. 

7. A form of money that is created by deposits held at banks on current ac-

count, giro or sight deposit accounts, on which the holder can draw at any 

time. 
______________________________________________________________________________________________________________ 

Words or reference: deposit, to transfer, face value, commodity, credit card, 

deposit or giro money, transaction. 

 

Ex. 2. Study the following words and word combinations. What are their Rus-

sian equivalents? 

Money, make money, to be in the money, get one’s money’s worth, to have 

money to burn, blood money, danger money, hush money, pocket money, 

money for old rope, raise money. 
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Translate the sentences below. Pay attention to the words in bold. 

1. Many oil-rich countries have money to burn. 

2. I always insist on getting my money’s worth. 

3. She seems to be in the money. 

4. He made good money when he worked. 

5. He deserves to get danger money for that risky job. 

6. Do you have any money on you? 

7. When he was ten, his pocket money was $5 a week. 

8. It was just money for old rope. 

9. Take it away! This blood money of yours! 

 

COMPREHENSION 
 

Ex. 1. Answer the following questions. 

1. What do you know about commodity money? 

2. What form of money has its value as a means of payment greater then its 

intrinsic value? 

3. What are the forms of cashless payments? 

4. What is deposit or giro money? 

5. How is book money created? 

6. What obligation limits banks’ lending power? 

 

Ex. 2. Translate the text below from Russian into English and say whether it 

can be a summary of Text 3. 

Депозитные (или жиро) деньги приобрели большое значение за по-

следние годы. Источником жиро денег являются депозиты на текущих 

счетах, а также жиро или депозитные счета до востребования. Способ-

ность банка создавать безналичные средства платежа зависит от того, от-

дается ли предпочтение выплатам в виде наличных денег или нет. Пра-

вительство с помощью инструкций и распоряжений ограничивает спо-

собность банков к созданию безналичных денег. Банки обязаны держать 

определенный процент своих пассивов в качестве депозитов. 

Ex. 3. Read the following text and discuss whether near-moneys can be con-

sidered as a form of money. 

Money is a Spectrum of Assets 

Currency and checkable deposits are readily convertible into one another. 

Together, they constitute money in the narrow sense. 
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In a broader sense, some other assets are also “money”. But they are often 

called near-moneys. Their values are known in the terms of money, and they 

can be easily converted into money, if this is desired. 

The concept of near-moneys is important. For one thing, people who pos-

sess near moneys may feel wealthier than other people of the same income 

level who do not. Hence, people who hold near moneys are likely to have 

higher propensity to consume. 

 

TEXT   4 

The Role of Banks in Theory 

Read the text and to the tasks that follow. 

Banks are among the most important financial institutions in the economy 

and are essential businesses in thousands of local towns and cities. They are 

the principal source of credit (loanable funds) for households (individuals and 

families) and for most local units of government (school districts, cities, etc.). 

Nationwide and worldwide, banks grant more installment loans to consumers 

than any other financial institution and, in most years, they are among the 

leading buyers of bonds and notes issued by states and local governments to 

finance public facilities. The deposits held by banks are the principal money 

medium for global transactions and the principal channel for government eco-

nomic policy to stabilize the economy. 

Banks are financial intermediaries, similar to credit unions, savings and 

loan association, and other institutions selling financial services. The term ‘fi-

nancial intermediary’ simply means a business that interacts with two types of 

individuals or institutions in the economy: (1) deficit-spending individuals or 

institutions whose current expenditures for consumption and investment ex-

ceed their current receipts of income and who, therefore, need to raise funds 

externally by negotiating loans with and issuing securities to other units; and 

(2) surplus-spending individuals or institutions, whose current receipts of in-

come exceed their current expenditures on goods and services so they have 

surplus funds to save and invest. Banks perform the indispensable tasks of in-

termediating between these two groups, offering convenient financial services 

to surplus-spending individuals and institutions in order to raise funds and 

then loaning those funds to deficit-spending individuals and institutions. 

There is an ongoing debate in the theory of finance and economics about 

why banks exist. What essential services do banks provide that other business-

es and individuals couldn’t provide for themselves? 

This may at first appear to be an easy question, but it has proven to be extreme-

ly difficult to answer. Why? Because research evidence has accumulated over 
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many years showing that our financial system and financial markets are extreme-

ly efficient. Funds and information flow readily to both lenders and borrowers, 

and the prices of loans and securities seem to be determined in highly competi-

tive markets. In a perfectly efficient financial system, in which pertinent infor-

mation is readily available to all at negligible cost, in which the cost of carving 

out financial transactions is negligible, and all loans and securities are available 

in denominations anyone can afford, why are banks needed at all? 

Most current theories explain the existence of banks by pointing to imper-

fections in our financial system. For example, all loans and securities are not 

perfectly divisible into small denominations that everyone can afford. To take 

one well-know example, U.S. Treasury bills – probably the most popular 

short-term marketable security in the world – have a minimum denomination 

of $10,000 which is clearly beyond the reach of most small savers. Banks pro-

vide a valuable service in dividing up such instruments into smaller securities, 

in the form of deposits, that are readily affordable for millions of people. In 

this instance a less-than-perfect financial system creates a role for banks in 

serving small savers and depositors. 

Another contribution banks make is their willingness to accept risky loans 

from borrowers, while issuing low-risk securities to their depositors. In effect, 

banks engage in risky borrowing and lending activity across the financial mar-

kets by taking on risky financial claims from borrowers, while simultaneously 

issuing almost riskless claims to depositors. 

Banks also satisfy the strong need of many customers for liquidity. Finan-

cial instruments are liquid if they can be sold quickly in a ready market with 

little risk of loss to the seller. Many households and businesses, for example, 

demand large precautionary balances of liquid funds to cover expected future 

cash needs and to meet emergencies. Banks satisfy this need by offering high 

liquidity of the deposits they sell. 

Still another reason banks have grown and prospered is their superior abil-

ity to evaluate information. Pertinent data on financial investments is both lim-

ited and costly. Some borrowers and lenders know more than others, and some 

individuals and institutions possess inside information that allows them to 

choose exceptionally profitable investments while avoiding the poorest ones. 

Banks have the expertise and experience to evaluate financial instruments and 

choose those with the most desirable risk-return features. 

Moreover, the ability of banks to gather and analyze financial information 

has given rise to another view of why banks exist in modern society – the del-

egated monitoring theory. Most borrowers and depositors prefer to keep their 

financial records confidential, shielded especially from competitors and 

neighbors. Banks are able to attract borrowing customers, this theory suggests, 
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because they pledge confidentiality. Even banks’ own depositors are not privi-

leged to review the financial reports of its borrowing customers. Instead, the 

depositors hire a bank as delegated monitor to analyze the financial condition 

of prospective borrowers and to monitor those customers who do receive loans 

in order to ensure that the depositors will recover their funds. In return for 

bank monitoring services, depositors pay a fee that is probably less than the 

cost they would have incurred if they monitored the borrowers themselves. 

By making a large volume of loans, banks as delegated monitors can diver-

sify and reduce their risk exposure, resulting in increased deposit safety. 

Moreover, when a borrowing customer has received the bank’s stamp of ap-

proval, it is easier and less costly for that customer to raise funds elsewhere. In 

addition, when a bank uses some of its owners’ money as well as deposits to 

fund a loan, this signals the financial marketplace that the borrower is trust-

worthy and has a reasonable chance to be successful and repay its loans. 

 

VOCABULARY   FOCUS 
 

Ex. 1. Explain the meaning of the following terms. 

Financial intermediaries, deficit-spending individuals, loan, surplus-

spending individuals, current expenditures, lender, saver, securities, liquidity. 

borrower, depositor. 

 

Ex. 2. Give a word for each of the following definitions. 

1. The total amount of money that an organization or person spends during a 

particular period of time. 

2. An amount of money that you borrow from a bank. 

3. An amount of money that is collected and kept for a particular purpose. 

4. Someone who puts money in a bank or other financial organization. 

5. The value of a coin or note. 

6. The money that people or organizations have put into a bank in order to get 

a profit. 

7. More than what is needed or used. 

8. The difference between the amount of something that you have and the 

higher amount that you need. 
______________________________________________________________________________________________________________ 

Words for reference: denomination, surplus, expenditure, fund, deficit, in-

vestment, depositor, loan. 

 

Ex. 3. Think of the nouns that are most commonly used with the following 

a) adjectives; b) verbs. 
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a) current, surplus, ongoing, efficient, competitive, negligible, profitable, 

trustworthy; 

b) issue, sell, perform, save, cover, accumulate, flow, afford, meet, recover, 

incur, claim. 

 

Ex. 4. Think of the verbs and adjectives that are most commonly used with the 

following nouns. 

Fund, income, service, loan, flow, deposit, borrower, claim, fee. 

 

Ex. 5. Make up your own sentences with any ten word-combinations from ex-

ercises 3 and 4. 

 

Ex. 6. Fill in the gaps with the suitable prepositions. 

1. The current expenditures … consumption exceed the current receipts … 

income. 

2. In a perfectly efficient financial system pertinent information is available 

… all … negligible cost. 

3. All loans and securities are available … denominations anyone can afford. 

4. Bank satisfy the strong need of many customers … liquidity. 

5. Banks satisfy this need … offering high liquidity … the deposits they sell. 

6. Pertinent data … financial investments is both limited and costly. 

7. Most depositors prefer to keep their financial records shielded … competi-

tors and neighbors. 

 

Ex. 7. Translate the following sentences. Pay attention to the italicized words. 

1. Don’t bank on going abroad this summer, we may not have enough money. 

2. The morning began fine, but now clouds are banking up. 

3. I have always banked with the Royal Bank. 

4. They have an access to huge banks of public data or library information. 

5. The only way out is to ask your bank for a loan. 

6. I am not sure if I should buy this suit. – Come on! It won’t break the bank. 

7. Mr. Smith had bankrolled them when they had nothing. 

 
 

COMPREHENSION  
 

Ex. 1. Answer the following questions. 

1. What does the term “financial intermediary” mean? 

2. What task do banks perform? 

3. Why do banks exist? 
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4. What contributions do banks make? 

5. What do you know about the delegated monitoring theory? 

 

Ex. 2. Write down key words and phrases from-each paragraph which best 

describe its meaning. 

 

Ex. 3. Write down possible headlines which best express the main idea of each 

paragraph. 

 

Ex. 4. Give the main points of the text in 7 – 10 sentences using the following 

clichés: ‘The text is concerned with …’, ‘… are considered’, ‘It should be 

noted that … ’, ‘It should be remembered that …’, ‘The fact that … is 

stressed’. 

 

DIALOGUE 
Make similar conversations with your partner. The first one has been done for 

you. 

C I’d like to change these francs, please. francs (200) 

D Yes, sir. How many francs have you got? dollars (20) 

C 200. What’s the rate of exchange, please? marks (50) 

D The current rates are on the notice board, 

sir. 

yen (5000) 

E I’d like to buy this… but haven’t got 

enough cash with me. 

travellers cheques? 

American dollars? 

 Do you take travellers cheques? Swiss francs? 

F Certainly, sir. Canadian dollars? 

E Good. How much is that?  

F It’s £30.  

E What’s the exchange rate?  

F I’m not sure, sir… I’ll go and check.  

G Good morning. Can I help you? Davies/£200/ 

Royal Bank of Canada/Toronto H Yes. My name’s Davies. I’m expecting 

some money from my bank in Toronto. 

G By post, cable, or telex, sir? Moore /£300/ 

First National Bank/ 

Los Angeles Wales/Sydney 

H By telex. 

G Let me see. Ah, yes. Davies. £200 from 

the Royal Bank of Canada, Toronto. 

Have you got any identification, sir? 
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H Well, I haven’t got my passport, but I’ve 

got my driving license. 

Kelly/£1000/ 

Chase Manhattan  

Bank/New York G Yes, sir. That’ll be all right. 

 

TRANSLATION 
 

A) Read the two texts and translate them into Russian in writing. 

 

1) Money is certainly something which is often discussed in today’s world. 

Hardly a day goes by without the subject of money being raised in most peo-

ple’s lives. However, it is highly debatable whether it is more important than 

other considerations, such as health and happiness, which some people con-

sider to be of greater significance. 

To begin with, it is often argued that having money enables people to exert 

influence over others. Wealthy businessmen, for example, are often the most 

highly respected members of society, and business tycoons are often consulted 

by world leaders, who then make policies which affect the whole population. 

As a consequence, money can be seen as the single most important factor in 

daily life. 

Secondly, from the point of view of the individual, money is vital for sur-

vival. Western society is structured in such a way that, without money, people 

are deprived of the means to obtain proper nutrition and health care. Further-

more, in some cases where state benefits are inadequate, the inability to pay 

heating bills can indeed become a matter of life and death. This is clearly illus-

trated by the fact that, according to Social Services, the majority of deaths due 

to hypothermia each winter occur among low-income groups. 

On the other hand, many people claim that one of the factors in life which 

is undoubtedly of greater importance that money is health. As Izaak Walton 

said, health is “a blessing that money cannot buy”. What is more, money is of 

little consolation to those who are suffering from health problems. Despite the 

fact that money can pay for the best medical care available, this is no guaran-

tee of a longer life.  

In addition, most people would agree that personal happiness easily out-

weighs money in importance. Even if an individual is extremely rich, this does 

not necessarily lead to happiness. In some cases, the contrary is true and vast 

wealth brings with it a whole range of problems and insecurities. Genuine 

happiness cannot be bought and is usually independent of financial status. 

On the whole, although there are those who would rank money as the sin-

gle most important thing in life, the vast majority would disagree. Money, they 

argue, has an important part to play but perhaps the world would be a more 
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harmonious place to live in if this were kept in proportion and society put 

more emphasis on moral issues. 

 

2) In recent years life has greatly improved. The standard of living is high-

er and all people can afford to buy things they couldn’t in the past. I truly be-

lieve that life today is better and many things make people happy. 

To begin with, unless people are healthy, a person’s life is unbearable and 

not worth living. When my father was seriously ill in hospital, I clearly re-

member how nothing else mattered to any of us, and we then learnt that the 

people we love are more important than money. 

Then there’s the question of your boyfriend or girlfriend. I don’t it matters 

if they’re rich – although it would be nice! What’s more important is whether 

you see eye to eye. I once went out with a really rich guy but we didn’t get on 

and I finished with him. This shows that money isn’t everything. 

Also, statistics show that different people can be unhappy. Rich people can 

be just as unhappy as poor people. So why do some people always say that 

money is everything? I know they’re wrong to think that. Money can’t buy 

happiness. 

But it’s nice to live a life of luxury. Why take the bus when you can take a 

taxi? And why not send your children to thee best schools and pay for the best 

doctors? There’s no doubt about it, it’s a good feeling being rich and powerful. 

So, money is great – while it lasts! But you can’t beat having a good time. 

So if you’ve got money, make the most of it and if you’re happy, enjoy your-

self. 

 

Which of the two models would you support? Give your reasons. Discuss 

the models using the clichés: ‘I’d say …’, ‘As far as I’m concerned…’, ‘To be 

quite/perfectly frank/ honest…’, ‘I couldn’t say, (I’m afraid…)…’, ‘It’s diffi-

cult to say …’. 

B) Read the two texts and translate them into English in writing. 

1. Деньги – это мера ценности вещей и средство обмена. Товары и услу-

ги продаются за деньги, а деньги в свою очередь обмениваются на 

другие товары и услуги. 

2. Сейчас национальные валюты оцениваются в соответствии с уровнем 

развития национальных экономик. 

3. Банкноты выпускаются правительством и некоторыми банками и счи-

таются законным платежным средством. 

4. Если человек обладает значительными активами, он может получить 

хороший кредит. 
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5. Покупательная способность денег зависит от спроса и предложения. В 

наше время она может быстро меняться. 

6. Правительство использует процентную ставку для улучшения эконо-

мической ситуации в стране. При высокой процентной ставке пред-

принимателям может быть невыгодно развивать свой бизнес. Госу-

дарство понижает процентную ставку, чтобы простимулировать за-

стойную экономику. 

7. Ситуация, когда производится слишком много товара и слишком мно-

го денег циркулирует в экономике, приводит к инфляции. При инфля-

ции ценность денег уменьшается. 

8. Два вида счетов предлагается клиентам коммерческого банка: депо-

зитный и текущий. 

9. Банки помещают деньги туда, где можно получить самую высокую 

прибыль. 

10. Когда человек кладет деньги в банк, он должен быть уверен, что они 

не пропадут. Каждый банк обладает страховкой, чтобы клиенты в 

случае его банкротства не потеряли свои деньги. 
 

LISTENING  

Central Banking 
Gabriel Mangano is an economics research stu-

dent, specializing in monetary policy. You will hear 

him outlining the functions of a central bank, and 

discussing whether it should be independent from 

the government, and run by bankers, or under the 

control of the government. 
 

Ex. 1. Discuss the following problems. 

1. Do you know whether the central bank in your country is independent? 

2. What about these banks? Do you know if they are independent? 

 the Bank of England 

 the Federal Reserve Board (USA) 

 the Bundesbank (Germany) 

 the Japanese central bank 

 the Chinese central bank 

 

Ex. 2. Listen to Part One of the interview, about the functions of a central bank, 

and fill in the gaps. 
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The first one is actually to implement monetary policy. There are roughly 

three ways to do it. First (1a)______________________________, which 

means limiting, upwards or downwards, the fluctuations of the interest rate.  

The second way to implement monetary policy is simply 

(1b)____________________________________ – coins, banknotes. 

The third one, which is a bit more modern, is those 

(1c)___________________________, which are simply buying and selling gov-

ernment bonds to and from commercial banks. 

So that was the first main task of a central bank. The second one is 

(2)_____________________________, I would say. […] 

Third main task, yes, (3)_______________________________ I would 

say – make sure that the commercial banks have enough liquidities, for in-

stance, to avoid any bank run. [...] 

The fourth main task of the central bank would be to 

(4)_______________________________, in case, actually, one of these com-

mercial banks goes bankrupt and the investors, the people putting money in 

the bank, have to get back their money. 

 

Ex. 3. Read the six sentences below, which also summarize central bank-

ing functions, but slightly differently, and match them up with the six ex-

pressions you have written in Ex. 2. 

A. controlling the amount of banknotes in circulation 

B. establishing maximum and minimum lending rates, thereby controlling 

the credit system 

C. ensuring that banks have a sufficient liquidity ratio to allow customers to 

withdraw their deposits when they want 

D. intervening on foreign exchange markets, buying or selling large 

amounts of the national currency, to prevent major fluctuations 

E. lending money to a commercial bank in danger of going bankrupt 

F. selling government bonds to commercial banks or buying them back, in 

order to alter the amount of credit the banks can offer (and thereby alter 

the money supply) 

 

Ex. 4. Listen to Part Two of the interview and answer the question ‘What 

is Gabriel Mangano’s opinion concerning central bank independence, and 

why?’. 

After listening once, look at the following statements. Listen to the ex-

tract again, and decide whether the statements are TRUE or FALSE. Cor-

rect them if they are false. 
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1. Gabriel Mangano says that governments tend to increase the money sup-

ply in the months before an election, which helps reduce unemployment. 

2. Mangano says that the central bank should be the branch of the govern-

ment that implements monetary policy. 

3. Mangano says that the central bank should be the branch of the govern-

ment that implements budgetary policy. 

4. Mangano suggests that governments always have a budget deficit. 

5. Mangano says that the US Federal Reserve is not concerned with price 

stability 

6. Mangano says that there should be a limit to the central bank's inde-

pendence. 

 

Ex. 5. Discuss the following problems. 

 Does (or would) the government in your country exploit the ‘political 

business cycle’ by increasing the money supply or government spend-

ing, or lowering taxes, in order to increase economic activity in the 

months before an election, despite the long-term inflationary conse-

quences? 

 Do you agree that central banks should be controlled by (unelected) 

bankers rather than by elected governments – which will often do every-

thing possible to get re-elected? 

 Do you agree that price stability (i.e. keeping inflation low) is more 

important than other economic aims, such as attempting to reduce un-

employment? 

 

 

ROLE PLAY 

Getting a Bank Loan 

Student A. You want to borrow £25,000 to start a small business. Decide 

what the business is: 

- A hotel? 

- A factory? 

- Import/export? 

Prepare to explain to the bank manager: 

- your business experience 

- your experience in the business you want to start 

- the preparation you’ve already done 

- what the competition is 

- how much capital you already have 
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- what exactly you want to do with the loan 

- how soon you can pay it back 
 

Student B. You are a bank manager. Student A is going to ask you for a loan 

of £25,000 to start a small business. 

Prepare the questions you want to ask him/her about: 

- business experience 

- what preparation has been done 

- the competitors 

- the capital he/she already has 

- why he/she wants the loan 

- the problems involved 

 

How soon do you want the loan repaid? 

Can you decide whether to give the loan at the end of the interview or do 

you need more time? 

 

 

DISCUSSION 
Discuss with the class your attitude towards spending money. Give reasons for 

your choice. 

1. Assume all these things cost the same which one would you rather have: 

a. a fantastic week’s holiday; 

b. a nice present to give someone; 

c. that much in the bank? 

2. If you see something you had not thought of buying, but you suddenly de-

cide it’s just what you want and the money in your pocket is just enough, 

do you: 

a. buy it on the spot; 

b. see if you can manage without; 

c. go home and think about it? 

3. If a new model of something (e.g. bike, watch) comes out just after you 

have bought one, do you: 

a. self it and buy the new one; 

b. still enjoy the one you have; 

c. plan to buy the new one in a year or two? 

4. If you won a great sum of money, for example, in the lottery, would you 

continue working? If not do you think you would lose anything by giving 

up work? 
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Agree or disagree with the given statements. 

1. Time is money (B. Franklin). 2. “Savings is a very fine thing. Especially 

when your parents have done it for you” (Sir Winston Churchill (1847– 

1965)). 3. Money is the guarantee of security. 4. Every man has his price. 5. 

Money put in a bank is as safe as anything in this world can be. 6. Money 

opens all doors. 7. Money makes money. 

 

Jokes 

Money is the root of all evil and a man needs roots! 

If a man runs after man, he’s money-mad; if he keeps it, he’s a capitalist; if 

he spends it, he’s a playboy; if he doesn’t get it, he’s a ne’er-do-well; if he 

doesn’t try to get it, he lacks ambition. If he gets it without working for it, he’s 

a parasite; and if he accumulates it after a lifetime of hard work, people call 

him a fool who never got anything out of life. 

 

 

VOCABULARY 
 

account, n – счет 

borrower, n – заемщик, получатель ссуды 

cheque book, n – чековая книжка 

circulate, v – распространять, передавать, циркулировать 

coin, n – монета 

commodity, n – товар (сырьевой) 

constant store, n – постоянный запас ценностей 

current account – общий счет 

deposit account – депозитный счет 

depositor, n – депозитор, депонент, вкладчик 

holder, n – владелец, предъявитель, обладатель, держатель 

in terms – с точки зрения, в смысле, что касается 

insurance, n – страхование, страховка 

interest rate, n – процентная ставка 

intermediary, n – посредник 

invest, v – помещать, вкладывать, инвестировать 

issue, v – выпускать, издавать, выходить 

loan, n – заем, ссуда 

overdraw (overdrew, overdrawn), v – превышать кредит 

quote, v – назначать цену 

saving book – сберегательная книжка 
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security, n – pl. ценные бумаги 

stagnant, adj – застойный, инертный, вялый 

store, n – запас 

tender, n – предложение 

term, n – период, элемент, pl. – условия 

transaction, n – сделка 

 

GLOSSARY 
 

Assets – any form in which wealth can be held. 

Buying (purchasing) power – refers to the amount of goods and services a 

given amount of money – or, more generally, liquid assets – can buy. 

Cash – money in coins or notes rather than cheques or credit cards. 

Charge – the amount of money you have to pay for goods or services 

Commission – an amount of money that is paid to someone according to the 

value of the goods they have sold. 

Commodity – an undifferentiated product whose value arises from the own-

er’s right to sell rather than the right to use. Example: commodities from 

the financial world include oil (sold by the barrel), electricity (most users of 

electric power are only concerned with overall energy consumption; only a 

minority of users are concerned with the quality and technical details of 

voltage and frequency deviations, phase imbalance, etc.), wheat, bulk 

chemicals such as sulfuric acid, base and other metals, and even pork-

bellies and orange juice. 

Commodity money – money whose value comes from a commodity out of 

which it is made. 

Credit card – A credit card system is a type of retail transaction settlement 

and credit system, named after the small plastic card issued to users of the 

system. A credit card is different from a debit card in that the credit card 

issuer lends the consumer money rather than having the money removed 

from an account. 

Credit money – money that is backed by a promise to pay made by someone 

other than the state. Examples of credit money include bank deposits and 

credit card loans. 

Current account (Am checking account) – a bank account that you can take 

money out of at any time. 

Debit card – a card which physically resembles a credit card, and, like a cred-

it card, is used as an alternative to cash when making purchases.  

Deposit – a specific sum of money taken and held on account by a financial 

institution (e.g. a bank) as a service provided for its clients. 
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Deposit account – a bank account that pays interest on condition that you 

keep money there for a particular length of time. 

Fee – 1. an amount of money that you pay to a professional person for their 

work. 2. an amount of money that you pay to do something. 

Gold standard – a monetary system in which the standard economic unit of 

account is a fixed weight of gold. Under the gold standard, currency issuers 

guarantee to redeem notes in that amount of gold.  

Giro (in North America –direct deposit) – a method of payment. It has some 

similarities with a cheque, but whereas a cheque is given to the payee who 

deposits it in his or her bank, a giro is given by the payer to his or her bank, 

which transfers funds into the payee's bank, directly into their account.  

Inflation – a continuing increase in prices or the rate at which prices increase 

Interest rate – the percentage amount charged by a bank etc when you bor-

row money or paid to you by a bank when you keep money in an account 

there. 

Liquidity (market liquidity) – a business or economics term that refers to the 

ability to quickly buy or sell a particular item without causing a significant 

movement in the price. The term is usually shortened to liquidity. 

Loan – is a type of debt. All material things can be lent but this article focuses 

exclusively on monetary loans. Like all debt instruments, a loan entails the 

redistribution of financial assets over time, between the lender and the bor-

rower.  

Money – any good or token used by a society as a medium of exchange, store 

of value and unit of account. 

Money order – a type of check intended to provide a safe alternative to send-

ing cash (in the mail). Money orders are typically sold by third parties such 

as the Postal Service, grocery stores, convenience stores, and financial ser-

vice companies such as banks. 

Price – he amount of money for which something is sold, bought, or offered. 

Security – something such as property that you promise to give someone if 

you cannot pay back money you have borrowed from them. 

Transfer – moving money from the control of one account or institution to 

another. 
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12.   TAXATION 

 

‘In this world nothing can be said to be 

certain except death and taxes!’ 

Benjamin Franklin 

 

DISCOVERING  CONNECTIONS 
 

1. What do you think  is the primary function of taxation? 

2. Do you or your parents pay taxes? What taxes? Why is it necessary to pay 

taxes? 

3. As a present and future taxpayer, do you prefer direct or indirect taxes, and 

progressive or non-progressive taxes? 

4. You probably have at least one banknote in your pocket, wallet or purse. 

How much is it worth? How do you know? 

5. If you keep a banknote (e.g. a dollar) in your pocket, you know that it 

will almost сertainly be worth less after a few months (although a dollar 

will still be a dollar). If you deposit it in a bank, of course, it will be worth 

a little more. Why? 

6. If you change your banknotes into another currency, you will receive a  

сеrtain amount of notes or coins, but this amount can change even day, 

or more than once a day. Why? 

 

READING 

T E X T  1 

Taxation (and how to avoid it!) 

Read the text and do the tasks that follow. 

A  The primary function of taxation is, of course, to raise revenue to fi-

nance government expenditure, but taxes can also have other purposes. Indi-

rect excise duties, for example, can be designed to dissuade people from 

smoking, drinking alcohol, and so on. Governments can also encourage capital 

investment by permitting various methods of accelerated depreciation ac-

counting that allow companies to deduct more of the cost of investments from 

their profits, and consequently reduce their tax bills. 

B  There is always a lot of debate as to the fairness of tax systems. Busi-

ness profits, for example, are generally taxed twice: companies pay tax on 

their profits (corporation tax in Britain, income tax in the USA), and share-

holders pay income tax on dividends. Income taxes in most countries are pro-
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gressive, and are one of the ways in which governments can redistribute 

wealth. The problem with progressive taxes is that the marginal rate - the tax 

people pay on any additional income - is always high, which is generally a dis-

incentive to both working and investing. On the other hand, most sales taxes 

are slightly regressive, because poorer people need to spend a larger propor-

tion of their income on consumption than the rich. 

С  The higher the tax rates, the more people are tempted to cheat, but there 

is a substantial 'black' or ‘underground' economy nearly everywhere. In Italy, 

for example, self-employed people - whose income is more difficult to control 

than that of company employees - account for more than half of national in-

come. Lots of people also have undeclared, part-time evening jobs (some peo-

ple call this 'moonlighting') with small and medium-sized family firms, on 

which no one pays any tax or national insurance. At the end of 1986, the Di-

rector of the Italian National Institute of Statistics calculated the size of the 

underground economy, and added 16.7℅ to Italy's gross national product 

(GNP) figure, and then claimed that Italy had overtaken Britain to become the 

world's fifth largest economy. 

D  To reduce income tax liability, some employers give highly-paid em-

ployees lots of 'perks' (short for perquisites) instead of taxable moneу, such as 

company cars, free health insurance, and subsidized lunches. Legal ways of 

avoiding tax, such as these, are known as loopholes in tax laws. Life insurance 

policies, pension plans and other investments by which individuals can post-

pone the payment of tax, are known as tax shelters. Donations to charities that 

can be subtracted from the income on which tax is calculated are described as 

tax-deductible. 

E  Companies have a variety of ways of avoiding tax on profits. They can 

bring forward capital expenditure (on new factories, machines, and so on) so 

that at the end of the year all the profits have been used up; this is known as 

making a tax loss. Multinational companies often set up their head offices in 

countries such as Liechtenstein, Monaco, the Cayman Islands, and the Baha-

mas, where taxes are low; such countries are known as tax havens. Criminal 

organizations, meanwhile, tend to pass money through a series of companies 

in very complicated transactions in order to disguise its origin from tax inspec-

tors – and the police; this is known as laundering money. 

 

VOCABULARY FOCUS 

 
Ex. 1. Using a dictionary add as many words as possible into the table. 

Verbs Adjectives Nouns 

1. to tax   
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2.  deduction 

3.  depreciation 

4. liable  

5. to donate   

6. marginal  

7.  laundry 

8. to subtract   

 

Ex. 2. Find in the text the words with the opposite meaning to the words be-

low: 

Miscalculate, discourage, progressive, distribute, incentive, declared, ille-

gal, persuade. 

 

Ex. 3. Find words in the text that mean the following. 

1. reducing the value of a fixed asset, by charging it against profits; 

2. something which discourages an action; 

3. an adjective describing a tax that is proportionally higher for people with 

less money; 

4. spending money to buy things, rather than saving it; 

5. working for yourself, being your own boss; 

6. a tax on incomes that pays for sickness benefit, unemployment benefit, and 

old-age pensions; 

7. non-financial benefits or advantages of a job; 

8. a way to delay the payment of tax to a later time; 

9. an adjective describing expenditures that can be taken away from taxable 

income or profits; 

10. a country offering very low tax rates to foreign businesses. 

 

COMPREHENSION 
 

Ex. 1. According to the text, are the following statements TRUE or FALSE? 

1. Taxes can be designed both to discourage and to encourage spending. 

2. The same amount of money can be taxed more than once. 

3. Progressive taxes may discourage people from working extra hours. 

4. Sales taxes are unfair because poor people spend more than the rich. 

5. The Italian government knows that about one seventh of national income 

escapes taxation. 

6. 'Loopholes' are a common form of tax evasion. 

7. If you pay a lot of your income into a pension fund or a life insurance poli-

cy you never have to pay tax on it. 
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8. A company that makes an unusually large profit during a tax year might 

quickly decide to spend it, for example, on a new factory or equipment. 

 

Ex. 2. Look through the text once again and decide which paragraphs could 

be given the following headings. 

....... Advantages and disadvantages of different tax systems 

....... Avoiding tax on profits 

....... Avoiding tax on salaries 

....... Tax evasion 

....... The functions of taxation 

 

Ex. 3. Answer the following questions. 

1. What’s the primary function of taxation? 

2. What other purposes do taxes have? 

3. What alternatives to taxation do you know? 

4. What is considered to be a fair tax system? 

5. Why is there a substantial “black” or “underground” economy nearly eve-

rywhere? 

6. What do some employers do to avoid income tax liability? 

7. What ways of avoiding tax on profits do different companies use? 
 

T E X T  2 

The Income Tax 
Read the text and do the tasks that follow. 

A central purpose of the tax system in any country is to distribute the cost 

of financing government activities as fairly as possible among the population. 

As emphasized in the previous text, "fairness" is inherently a subjective con-

cept; as a rule, however, a fair distribution of taxes is considered to be one that 

imposes taxes on people in accordance with their ability to pay, as measured 

by some socially acceptable index of economic capacity. The personal income 

tax is the only significant component of the tax system which has at least the 

potential of being completely "fair," in the sense that the taxes paid by differ-

ent individuals can be explicitly related to their society determined ability to 

contribute to the financing of government activity. 

Other taxes – those on luxury consumption, for example -may in practice 

turn out to be progressive in that those with higher incomes will, on average, 

pay a larger proportion of their incomes in tax than those with lower incomes. 

However, such taxes may treat taxpayers with the same incomes but different 

consumption patterns very differently. Only the personal income tax takes ex-
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plicitly into account those personal characteristics of the taxpayer which are 

considered most relevant to his ability to pay. Any tax reform concerned with 

improving the equity of the revenue system must therefore pay particular at-

tention to the structure and functioning of the personal income tax. 

The essential role 01 the personal income tax in the tax system is thus to 

treat different people equitably, as equity is defined in the society in question. 

The ideal is to tax those with the same capacity to pay at the same rate, while 

levying heavier taxes on those with greater capacity than on those with lesser 

capacity. In view of the existence in most countries of important taxes that do 

not have these attributes, it may also be considered desirable to increase the 

progressivity of the income tax to offset the regressivity of the rest of the tax 

system. At the same time, of course, the desire to encourage saving and entre-

preneurial activity acts as a check on the progressivity of the tax, as may polit-

ical conditions. 

An additional virtue of the personal income tax, particularly one that is ef-

fectively progressive in its incidence, is that increased reliance on it for reve-

nues may, at least in principle, add to the elasticity of the revenue structure 

and hence reduce the need to recur to deficit financing of expenditures. In-

creased reliance on the personal income tax is in theory an important means of 

increasing both the elasticity and the progressivity of the tax system. 

The effect of the income tax on economic incentives is in part determined 

by its coverage of economic activity. If important sectors (such as agriculture) 

are, in effect, tax-free, then more resources will tend to flow to these sectors 

than would otherwise be the case, to the disadvantage of taxed sectors such as 

manufacturing. Unless such distortions in economic activity are consciously 

intended (e.g., for political reasons) this result is undesirable. Moreover, the 

knowledge that some forms of income are taxed more lightly than others may 

act as a brake on the political acceptability of the income tax, and, indeed, of 

taxes generally. So long as people feel that others are getting away without 

paying their "fair share" of taxes, their willingness to meet their own tax obli-

gations is greatly reduced. For both these reasons, an important objective of 

income tax reform in developing countries is to extend the effective coverage 

of the tax to a much broader segment of the economy. In many countries what 

is most needed to achieve this aim is strengthening and restructuring of in-

come tax administration. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Find the words in the text which mean the following. 
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1. the amount of something that a factory, company, machine etc can pro-

duce or deal with 

2. tax paid on the money that you earn 

3. a person or organization that pays tax 

4. taking a larger percentage of money from people with higher incomes 

than from people with lower incomes 

5. an ability to change or be changed easily 

 

Ex. 2. Fill the gaps in the sentences with suitable preposition from the text. 

1. A central purpose of the tax system in any country is to distribute the cost 

of financing government activities as fairly as possible … the population.  

2. A fair distribution of taxes is considered to be one that imposes taxes … 

people in accordance with their ability to pay.  

3. The taxes paid by different individuals can be explicitly related to their so-

ciety determined ability to contribute … the financing of government activ-

ity.  

4. The ideal is to tax those with the same capacity to pay … the same rate.  

5. So long as people feel that others are getting … … paying their "fair share" 

of taxes, their willingness to meet …their own tax obligations is greatly re-

duced.  

 

COMPREHENSION 

 

Ex. 1 Complete the following sentences using information from the text. 

1. A central purpose of the tax system in any country is … 

2. A fair distribution of taxes is considered to be … 

3. The personal income tax is the only significant component of the tax sys-

tem which has at least the potential of being … 

4. Any tax reform concerned with improving the equity of the revenue system 

must pay particular attention to … 

5. The essential role of the personal income tax in the tax system is to … 

6. Increased reliance on the personal income tax is in theory an important 

means of … 

7. The effect of the income tax on economic incentives is in part determined 

by … 

 

Ex. 2. Answer the questions. 

1. What is considered to be a fair tax system? 

2. What is the peculiarity of the personal income tax? 
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3. Why is it desirable to increase the progressivity of the income tax? 

4. What is the effect of the income tax on economic incentives? 

5. Why is it necessary to strengthen the income tax administration? 

 

Ex. 3. Discuss in pairs the advantages and disadvantages of progressive and 

regressive income taxes.  

 

Ex. 4. Speak about the effect of the income tax on economic incentives. 

 

T E X T  3 
Value Added Tax 

Read the text and do the tasks that follow. 

Before discussing the value added tax it is desirable to define the term 

"value" and compare it with the term "price". 

Though there is much in common between these two terms yet they are far 

from being the same. 

To some extent, the following sentence explains the difference: "He is a 

man who knows the price of everything and the value of nothing." Value is a 

subjective measure of worth: what something is worth to its owner. That may 

be more than the price tag says it costs(as, say, in the case of jewelry received 

on special occasions), or it may be less (as is the case of the "free" airline tick-

et that demands the traveler stay in a particular expensive hotel on arrival). 

MARKETING, for example, can be described as the art of making 

CONSUMERS feel that they have at least got "value for money"; that is, the 

product (and all its associations) is worth to them at least as much as they paid 

for it. 

The value added tax is a simple-to-collect tax imposed on consumption. 

Popular in Europe, value added tax (VAT) is imposed at every stage of the 

production process. It is paid by the purchaser of goods and SERVICES and is 

levied as a percentage of the selling price. Manufactures pay VAT on their in-

put and then charge it on their sales. They hand over to the government the tax 

that they have collected, net of the tax that they have paid. So the IRS ends up, 

in effect, collecting the tax on the VALUE added at each stage of the manu-

facturing process. Yet the burden of paying the tax actually falls on the 

CONSUMER. 

Different rates of VAT apply to different goods and services. Some things, 

like books and children's clothes, may be "zero-rated" (that is there is no VAT 

on them at all). Within the EUROPEAN COMMUNITY strenuous efforts are 

being made to harmonize rates of VAT, and what is or is not zero-rated. 
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Quality is not an absolute value. It is always based upon and measured ac-

cording to the expectations of the user. 

 

Ex. 1. Answer the questions.  

1. What is the difference between "value" and "price". 

2. What is a value added tax? 

3. Why does the burden of paying the tax actually falls on the consumer? 

 

Ex. 2. Make up the plan of the text. 

 

Ex. 3. Using the text speak about value added tax. 

 

T E X T  4  

Fiscal Policy 

Read the text and answer the following question. 

What goals does fiscal policy promote? 

The government can use its own spending and taxing activities to achieve 

specific objectives. This is called fiscal policy. By increasing or decreasing its 

spending or taxing programs, the federal government may reduce or increase 

demand for goods and services. If the government reduces its own spending, it 

buys less from businesses, reducing sales and earnings, and people have less 

money to spend. Similarly, if the government raises taxes, people have less 

money to spend. Moreover, spending and taxing policies work together to in-

crease or decrease aggregate demand. For example, if the government taxes to 

a greater extent than it spends, it causes a net reduction in the flow of income 

to people and businesses. Because this reduces aggregate demand for goods 

and services, it is a method for fighting inflation. 

Fiscal policy uses budget deficits or surpluses to promote economic stabil-

ity and growth. In the United States, some fiscal policy tools work automati-

cally — without action being taken by the president or Congress. The progres-

sive income tax, for example, is generally considered to promote stability au-

tomatically. It tends to reduce the government's collection of revenue when 

personal and business incomes are declining, and thus helps offset the cut-

backs in spending that accompany declining incomes. During business expan-

sions, however, federal tax collection tends to rise fairly quickly and thus re-

duce inflationary pressures. During postwar business declines, Congress has 

sometimes legislated emergency spending measures, such as temporary in-

creases in public works expenditures, as additional means of offsetting cut-

backs in private spending and preventing unemployment. 
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Yet there are also problems associated with the use of fiscal policy. Many 

object to a reduction in government spending because this could mean a re-

duction in funds used to help provide education, health care and other ser-

vices. Higher taxes are unpopular with both individuals and businesses. In ad-

dition, the use of fiscal policy to cause a sharp reduction in demand is some-

what controversial because it tends not only to reduce inflation but also to in-

crease unemployment. 

 

COMPREHENSION 
 

Ex. 1. Read the text again and decide which of the following statements are 

correct. 

1. Fiscal policy is the government's spending and taxing policies. 

2. The federal government reduces or increases demand for goods and ser-

vices by increasing or decreasing its spending or taxing programs. 

3. If the government reduces its own spending, it buys more from businesses, 

and people have more money to spend. 

4. If the government taxes to a greater extent than it spends, it causes an in-

crease in the flow of income to people and business. 

5. All fiscal policy tools work automatically in the United States. 

6. The progressive income tax promotes stability automatically. 

7. The use of fiscal policy may not only reduce inflation but also increase un-

employment. 

 

Ex. 2. Answer the following questions. 

1. What is fiscal policy? 

2. How may the federal government reduce or increase demand for goods and 

services? 

3. What causes a net reduction in the flow of income to people and business-

es? 

4. What does fiscal policy use to promote economic stability and growth? 

5. How does the progressive income tax work? 

6. Why do many people object to a reduction in government spending? 

7. Why are higher taxes unpopular with both individuals and businesses? 

8. What can the use of fiscal policy cause? 

 

Ex. 3. Which of the following expresses the main idea of the text best of all? 

1. Fiscal policy and its objectives. 

2. Spending and taxing activities of the government. 
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3. The use of budget deficits or surpluses by fiscal policy. 

4. Problems of the use of fiscal policy. 

 

Ex. 4. Give the main points of the text in 5 — 9 sentences. You may use the fol-

lowing clichés: 

The text deals with....... . The text gives a valuable information on....... . Atten-

tion is drawn to the fact that ..... . ..........are discussed. Underlined is the conclu-

sion that......... . 

 

Ex. 5. Speak about the use of fiscal policy. 

 

TRANSLATION 

 

A) Translate from Russian into English. 

1. Источниками государственных доходов федерального правительства 

являются подоходный налог, корпоративные налоги с прибыли и налоги 

по социальному страхованию. 

2. Первый закон о подоходном налоге основывается на постепенном или 

прогрессивном налогообложении. 

3. Современная система управления федеральными подоходными налога-

ми была введена во время второй мировой войны. 

4. Подоходный налог, взимаемый путем регулярных вычетов из зарплаты, 

введенный в 1943 году, позволил значительно увеличить количество 

налогоплательщиков и сумму налоговых сборов. 

5. Новые правила налогообложения позволили уменьшить налоговый 

пресс на американцев с низкими доходами. 

6. Отличительной особенностью налоговой реформы было уменьшение 

или упразднение удержания налогов, включая налог с продаж, про-

цент, выплачиваемый по кредитным картам, кредиты с платежом в 

рассрочку и др. 

7. Количественный рост налоговых льгот, исключения и лазейки в нало-

говом законодательстве позволяют многим богатым людям и предприя-

тиям платить более низкие налоги, чем менее богатые. 

8. Целью нового закона о налогах является восстановление доверия и спра-

ведливости путем устранения неравенства. 

9. Мероприятия государства по мобилизации финансовых ресурсов, их 

распределению и использованию на основе финансового законода-

тельства страны называются финансовой политикой. Направления 

финансовой политики зависят от экономического состояния страны. 

Кризисное положение экономики предопределяет финансовую поли-
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тику, направленную, с одной стороны, на прекращение спада произ-

водства и на стимулирование производства (например, в виде отдель-

ных налоговых льгот производителям), на мобилизацию финансовых 

ресурсов в целях их эффективного вложения в отдельные отрасли 

экономики, а с другой - на сдерживание всех социальных программ, 

сокращение расходов на оборону и т. п. Соответственно при переходе 

экономики в другое состояние меняются направления финансовой по-

литики. 

Правильность выбранной финансовой политики, несомненно, зависит 

от критической оценки складывающейся в стране экономической ситуа-

ции, от соблюдения «золотого правила» экономической теории - при 

разработке прогнозов и рекомендаций оценивать экономическую ситуа-

цию в стране такой, какая она есть, а не такой, какой хотелось бы ее ви-

деть. Это тем более важно, поскольку общей тенденцией развития явля-

ется усиление роли правительства в регулировании национальной эко-

номики через финансовую систему, а именно – расходы государства на 

программы по социальному обеспечению, на поддержание среднего 

уровня доходов, на здравоохранение и т. п. 

Фискальная политика предполагает использование возможностей пра-

вительства взимать налоги и расходовать средства государственного 

бюджета для регулирования уровня деловой активности и решения раз-

личных социальных задач. 

 

B) Translate from English into Russian. 

DOUBLE-TAXATION AGREEMENT 

Taxation and payment are based on the financial statements prepared by the 

company. But the financial statements that a COMPANY prepares for its 

shareholders are not the same as those that it prepares for the tax inspector and 

on which its tax bill is assessed. There are certain things that accountants may 

net out of their calculation of PROFIT - such as transfers to reserves for future 

rainy days - which the tax inspector will want to add back for the calculation 

of taxable profit. 

On the other hand, there are some things in the accountants' profit on which 

the tax inspector may postpone payment of tax. In such instances the company 

may set aside profits in its accounts to pay "deferred tax" at the later date on 

which it becomes due. 

When companies start to trade in a number of countries, they can find 

themselves liable to tax in more than one jurisdiction. A COMPANY will 

normally be liable for domestic tax on all its worldwide PROFIT, no matter 
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where it arises. It may also owe tax on that same profit in the country in which 

it is incurred. 

To help companies avoid being taxed twice on the same profit in two dif-

ferent places, many pairs of countries have so-called double-taxation agree-

ments between themselves. These are often very complicated and deal with 

much more than company profits. They may include, for example, provisions 

to avoid the double taxation of income, DIVIDENDS or interest payments. 

The agreements normally allow companies that have been taxed on profits in 

the country where they arose to deduct those taxes from their tax bill in their 

country of residence. Moreover, when there is no double-taxation agreement, 

companies can often treat the tax paid abroad as a deductible expense when 

calculating their domestic taxable profit. 

 

LISTENING  

Floating exchange rates versus a common currency 
Professor Jean-Christian Lambelet is an economist who teaches at the univer-

sities of Lausanne and Geneva, in Switzerland. You will hear him talking 

about exchange rates. 

 

Ex. 1. Before listening to the interview, look at this list of expressions. Under-

line the ones you would expect to hear in this context. 

Accelerated depreciation, appreciated, capital flows, cash flow, common cur-

rency, floating rate note, flotation, freely floating, gold standard, managed 

fund, off-the-peg, pegged, pure floating. 

 

Ex. 2. Now listen to the interview. According to what Jean-Christian Lambelet 

says, are the following statements TRUE or FALSE? 

1. It seems likely that a world currency would be good for business. 

2. A world central bank is a highly unlikely prospect. 

3. There is often very little economic coordination between different coun-

tries. 

4. A global tax system would be necessary to counter any serious global eco-

nomic problems. 

5. A common European currency is inevitable. 

6. Floating exchange rates were first introduced in 1953. 

7. In 1978, speculators attacked the Swiss franc. 

8. The system we have is not perfect, but is the best that we can expect in an 

imperfect world. 
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Ex. 3. Now look at the half-sentences below, which have been extracted from 

the interview. Match up the halves, and then listen again to the interview to 

see if you were right. 

1) If you had a world currency you'd 

have no exchange rates 

a) To a common currency 

2) It would mean, like under the gold 

standard, economic 

b) because you'd also need to have some 

kind of world fiscal system 

3) I would not be enough to have a 

world central bank good 

c) a very stable and certain environ-

ment. 

4) In European at one point there will 

have to be a jump 

d) and that presumably would be for 

trade 

5) Pure floating maybe would be e) too unstable a system 

6) Pegged exchange rates capital f) and try to calm things down 

7) Central banks do intervene g) run into severe problems with flows 
 

Ex. 4. Write a short history (200 words) of your national currency. (Over the 

past half-century, has it been fixed, or freely floating, or managed floating?) 

 

DISCUSSION 
 

Discuss: 
– what are taxes 

– the principal types of taxes 

– the following statement: “Inflation is the cruellest tax.” 

– the following: “In this world nothing can be said to be certain except death 

and taxes.” 

– How it happen that a tax system is helping to achieve desired social and 

economic objectives and at the same time it is called an evil 

– the statement that taxes are needed not to provide governments with money 

but to take money away from the public 

– the kind of tax system do you think could best meet the interests of the 

government and the taxpayers? 

 

VOCABULARY 

 

adjustable peg – гибкая система курса валюты с периодической фиксаци-

ей 

Bretton Woods Agreement – Бреттонвудское соглашение (об образова-

нии Международного валютного фонда и Международного банка рекон-

струкции и развития, 1944 г.) 
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capital-gains tax – (амер.) налог на увеличение рыночной стоимости ка-

питала 

company income tax – налог с доходов компаний 

convertibility, n – обратимость, конвертируемость (валюты) 

diverge - отклоняться; расходиться; дивергировать 

excise tax, n – акциз, акцизный сбор 

floating exchange rate – плавающий [колеблющийся] валютный курс 

hedge against inflation – вложение денег в повышающиеся в цене активы 

(землю, акции); страхование от инфляции 

hedge, n (бирж.) – хедж (срочная сделка, заключённая для страхования от 

возможного изменения цены); хеджировать, страховать от потерь 

income tax – подоходный налог 

parity, n – равенство курса; паритет; эквивалент; эквивалентность; соот-

ветствие 

peg (жарг.), n – поддержка (цены, курса ценных бумаг); фиксация цены 

на определённом уровне; искусственно поддерживать (цену, курс) 

peg at – нацеливаться (напр. на определённую категорию покупателей) 

peg the market – поддерживать цены на рынке 

peg the pound to the dollar – привязать фунт стерлингов к доллару 

pegged parity – искусственно поддерживаемый паритет (валюты) 

perquisite, n – дополнительный доход нерегулярного характера 

promissory note – простой вексель, долговое обязательство 

purchasing-power parity – паритет покупательной силы 

regressive tax – регрессивный налог 

sales tax – налог с оборота 

sliding peg – скользящая фиксация курса валюты 

tax equity – справедливость налогового обложения 

tax evasion – уклонение от уплаты налогов 

tax shelter – (законное) средство уменьшения налога 

 

GLOSSARY 
Tax – money compulsory levied by the state or local authorities on individu-

als, property, or businesses. 

Corporation tax – tax imposed on the profits of a company. 

Depreciation – a decrease in the value of property, the decline in value of an 

asset over a period of time. 

Accelerated rates of depreciation – the rates in different countries vary, and 

some have a specially low rate for small companies (or for companies that 

make small profits, which may not be the same thing). Countries also differ 

in the way in which they calculate the profits on which the tax is imposed. 
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Adjustments have to be made to the company's profit as calculated by its 

accountants before arriving at its taxable profit. Governments allow this in 

order to encourage capital investment. 

Value added tax – a simple-to-collect tax imposed on consumption. 

Tax inspector – someone who prepares an individual’s (or company’s) tax 

return. 

Exchange rate – a rate to define the value of one currency in terms of another 

currency. 

Spot exchange rate – the rate on the date. 

Forward exchange rate – the rate at some specified future date. 

Progressive tax – a tax levied at a higher rate on higher incomes. 

Regressive tax – a tax with a ratio of taxes to income that reduces as a per-

son's income increases. Poor people therefore pay a larger proportion of 

their income in taxes then richer people. In an absolute sense, this is a tax 

in which the rate falls as the taxable base increases, as with early Social 

Security. In a relative sense, it is a rise in total taxes paid as a percentage of 

one's income, as with most property and sales taxes. 

Laundering money – is the practice of engaging in financial transactions in 

order to conceal the identity, source and destination of the money in ques-

tion. In the past, the term “laundering money” was applied only to finan-

cial transactions related to otherwise criminal activity. Today its definition 

is often expanded by government regulators to encompass any financial 

transaction which is not transparent based on law. 

Gross national product – is the dollar value of all goods and services pro-

duced in a nation’s economy, including goods and services produced 

abroad; the value of a country’s final output of goods and services in a 

year. The value of GNP can be calculated by adding up the amount of 

money spent on a country’s final output of goods and services, or by total-

ing the income of all citizens of a country including the income from fac-

tors of production used abroad. 

Excise tax – a tax levied on the manufacture, sale, or consumption of certain 

(particular) non-essential goods or services, e. g airline tickets, gasoline, 

alcohol, tobacco, etc. An excise tax is levied on a particular product in con-

trast to sales and use taxes, which are levied because sales occurred, rather 

than on the product purchased. A tax on consumption of a particular good.  

Sales tax – a levy on a vendor's sale by an authorized level of government. 

Sales tax is a tax that is to be collected by all retailers and certain service 

providers when they make taxable retail sales. 
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13.  INSURANCE 

 

DISCOVERING CONNECTIONS 

1. What is insurance? Have you ever insured your life? 

2. What do you know about famous people’s their attitude towards insurance? 

3. What are the most popular insurance companies in our country? 

4. Read the text and be ready to answer the questions below. 

 

How much insurance money will you get? 

It’s easy to think that if you are insured, it will not cost you anything if you 

have an accident (except the first £50, or whatever figure you have agreed, 

which is called the “excess”). But the repair bills add up a lot of money. 

In fact the insurance company will only pay you the value of your car on 

the day of the accident. This will not be the same as the price you paid for it, 

because the value goes down as the car gets older. The repair bill may be big-

ger than the value of the car. If the repair bill is big, the company does not pay 

for the repair, but write off the car. The money they pay then should allow you 

to buy another car of the same age and make. 

When insurance is purchased, it is important that you get the best protec-

tion for the money paid. The best value is not always the policy with the low-

est premium. Usually, the longer the term of the policy, the lower the premium 

is each year. A policy for five years would have a lower annual premium than 

a policy for one year. Business saves money by purchasing a blanket policy 

instead of individual policies. However, these are money-saving practices only 

if they provide needed insurance. 

What is understood by the term “excess”? 

How much money will you get if your car after an accident is written off? 

How is the term of the policy and the premium interrelated? 

Why do businesses buy blanket policies? 

 

READING 

TEXT  1 

Insurance 

Read the text and do the tasks that follow. 

In ancient times, merchant ships were sometimes captured by pirates and 

held for ransom. Merchants began to contribute to a common fund which was 

used to pay the ransom. After a time, the merchants saw the advantage of ex-
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tending this system of sharing risks to take care of the loss of cargo from fires 

and storms, in addition to piracy. When a person takes out insurance, these 

same principles of sharing losses are followed. 

Competition is a risk to the business owner and can be met by ability, 

knowledge, and imagination. There are other risks that are not insurable. 

These include the effects of a business depression, changes in styles and pub-

lic tastes, and population changes from one part of the city of country to an-

other. 

There are risks that are insurable, and a business owner can guard against 

them. These are risks for which the possible great financial loss can be trans-

ferred all or in part to an insurance company pool. It should be noted that only 

the financial loss can be transferred. The annoyance and inconvenience caused 

by damage, loss of property, or personal injury still remains. 

There are several insurance terms which should be known. You must have 

an insurable interest in something in order to insure it. A financial loss must 

occur, and only property or relationships which are valuable to the insurer can 

constitute an insurable interest. For instance you could not insure the life of 

your competitor. You must be able to prove a loss or the insurance company 

will become suspicious. 

The policy is a contract between the insured and the company. It gives the 

exact details of the property to be insured, terms of the policy, amount of pre-

miums, and other specific information. 

The premium is the amount of money which is paid to keep the policy in 

force. If the period covered by the policy passes and another policy is not is-

sued, the policy is said to lapse. Policies insure for only a specified period of 

time and losses which occur only during that period are covered. Insurance for 

your business can be divided into six classes. These classes include liability 

insurance, property insurance, business interruption insurance, fidelity bonds, 

business life insurance, and special insurance. 

Insurance is a service which business purchases from either an insurance 

broker or an insurance agent by paying premiums. An insurance broker is an 

independent business owner who sells insurance for several different insur-

ance companies. An insurance agent is a representative of usually one insur-

ance company and sells only that company’s insurance. Both of these business 

persons must meet certain standards before they are licensed to sell insurance. 

As a rule, they can be counted on to give you good service and advice on the 

types and amounts of insurance needed for your particular business. Insurance 

companies must be approved by each state in which they sell policies. 

When insurance is purchased, it is important that you get the best protec-

tion for the money paid. The best value is not always the policy with the low-
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est premium. Usually, the longer the term of the policy, the lower the premium 

is each year. A policy for five years would have a lower annual premium than 

a policy for one year. Businesses save money by purchasing a blanket policy 

instead of individual policies. However, these are money-saving practices only 

if they provide needed insurance. 

Most owners of small businesses do not have extra money to cover emer-

gencies. If adequately insured, the proprietor of a small business cannot be 

forced out of business by a fire or large liability claim. Adequate insurance is 

important because many business owners are underinsured. 

The insurance policy is a contract between the insured and the insurance 

company. Therefore, it is important that the buyer reads, understands, and ful-

fills the obligations of the agreement. 

The business owner is urged to seek legal advice for business problems. 

You may feel that getting a lawyer is too expensive. If you make a mistake 

that a lawyer could have prevented, however, the loss could easily cost you a 

great deal more than the lawyer would have charged you. Whether it is buying 

insurance, getting an accountant, seeking legal aid, or buying merchandise, 

you should never be ashamed of asking for help. All business owners need 

help in making decisions. 

 

VOCABULARY  FOCUS 
 

Ex. 1. In the text find the words having the meanings as follows. 

1. A professional person trained in the law and authorized to advise clients on 

legal business and represent them in courts of law. 

2. The party or parties, usually an insurance company who take upon them-

selves the risk of paying for losses in accordance with the conditions of an 

insurance contract. 

3. A price demanded or paid to obtain the release of a person held as a prison-

er, or of a valuable object that has been stolen. 

4. That part of a trade cycle that is marked by a large fall in output, high un-

employment and low prices. 

5. The amount which is paid for a stock or share over and above its nominal 

or face value; a sum of money paid on a lease in advance of signature and 

over and above the rent. 

6. Rivalry between business concerns in the same market. 

7. A person who introduces insurance business to an insurance company in 

return for a commission. 

8. An insurance contract which has not been renewed and is no longer effec-

tive. 
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9. An association of producers who agree to share between them the output 

needed to meet the market demand at a certain fixed price. 

10. Any insurance that covers a group of different kinds of risk, such as fire, 

theft, storm, etc. 
______________________________________________________________________________________________________________ 

Words for reference: ransom, competition, depression, pool, insurer, lapse, 

premium, insurance agent, lawyer, blanket insurance. 

 

Ex. 2. Supply the sentences with the missing words from the box. 

contributed,      insurance policy,          terms,          premium,          effect, 

emergency,            to take out,         to lapse,            save,              liability 

1. Advanced technology has directly … to the excessive growth of cities. 

2. This measure would … the government £185 million. 

3. He pulled hard, but without any noticeable … . 

4. We must find out if there is any … covering the mortgage. 

5. He allowed his membership of the union … . 

6. Investors were even more willing to pay a … for companies that offered 

such a potential for growth. 

7. I want … a mortgage. 

8. They would never surrender this territory, on any … whatever. 

9. We have personnel and facilities for any … . 

10. There are limitations to the contractors … . 

 

Ex. 3. Match the verb with the appropriate preposition. Make sentences about 
insurance using these verbs. 

Verbs Prepositions 

1) to put money 

2) to invest 

3) to carry 

4) to locate 

5) to feed 

6) to pick 

7) to move 

8) to experiment 

9) to ask 

10) to mark 

 

a) with 

b) in 

c) up 

d) out 

e) over 

f) for 

g) into 

 

Ex. 4. Find the words/expressions in the text to complete the following 

phrases. 



 278 

1. to contribute to … 

2. to take care of … 

3. property of value to the insurer can constitute … 

4. the policy is … 

5. insurance is … which business purchases 

6. … the amount of money paid to keep the policy in force 

7. insurance companies sell … 

8. businesses save money by purchasing … 

9. … insurance is important 

10. business owners need help in … 

 

Ex. 5. The verb to insure has many derivates. Look through the following ex-

tract and complete it using one of them. 

a) An … risk – one that an … company will cover – generally meets the fol-

lowing requirements: 

b) The peril … against must not be under the control of the … . This means 

that … do not pay for losses that are intentionally caused by the …, caused 

at the … direction, or caused with the … collusion. For example, a fire-… 

policy excludes loss caused by an employee’s arson. 

c) Losses must be calculable, and the cost of … must be economically feasi-

ble. To operate profitable, … companies must have data on the frequency 

and severity of losses caused by a given peril. If this information covers a 

long period of time and is based on a large number of cases, … companies 

can usually predict accurately how many losses will occur in the future. For 

example, the number of people who will die each year in the United States 

has been calculated with great precision, and … companies use this infor-

mation to set policyholders’ life-… premiums. 

 

Ex. 6. Make up your own text using the following words and word combina-

tions. 

Ransom, insurer, premium, insurable risks, the financial loss, insurance 

terms, an insurable interest, to prove a loss, an insurance broker, to cover emer-

gencies, an insurance policy. 

 

COMPREHENSION  

 
Ex. 1. Answer the following questions. 

1. What can you say about the history of insurance? 

2. What principles are followed by insurance? 

3. What kind of loss can be transferred to an insurance company pool? 
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4. What is an insurance policy? 

5. What is meant by a policy lapse? 

 

Ex. 2. In each of the following select the word or phrase that best completes 

the statement or answers the question. 

1. An insurance dividend is … 

a) the amount paid by the policy holder for the policy 

b) a part of the profit that a stock company returns to its policy holders 

c) the amount an insurance company pays when there is a loss 

d) a part of the profit that a mutual company returns to its policy holders 

2. A contract between the insured and the insurance company is called a … 

a) premium 

b) policy 

c) dividend 

d) lease 

3. Which one of the following is an insurable risk? 

a) style changes 

b) theft 

c) competition 

d) economic depression 

4. The amount paid regularly to keep an insurance policy in force is called a … 

a) binder 

b) premium 

c) dividend 

d) commission 

5. A policy lapses when … 

a) it is not renewed 

b) it is extended temporarily 

c) the premium is not paid on time 

d) it is terminated by the company 

6. Which one of the following best describes the philosophy of insurance? 

a) gambling 

b) sharing of risks 

c) protection against loss 

d) everyone for themselves 

7. An insurable risk is your … 

a) partner 

b) merchandise 

c) spouse 

d) all of these 

8. The maximum amount that an insurance company will pay out in the 

event of a claim is called the … 

a) rate 

b) premium 

c) dividend 

d) face value 

9. An insurance company that pays dividends to policy holders is a … 

a) mutual company 

b) family company 

c) stock company 

d) premium company 

10. A type of insurance that protects a business owner against financial loss 

due to dishonest employees is … 
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a) business interruption insurance 

b) malpractice insurance 

c) a fidelity bond 

d) customer insurance 

 

Ex. 3. Make up about 10 questions on the text. 

 

Ex. 4. Find key words, phrases and the topic sentences which best express the 

general meaning of each paragraph. 

 

Ex. 5. Make an outline of the text using the key words, key phrases and topic 

sentences. 

 

T E X T  2  

Term Insurance 

Read the text below and do the tasks that follow. 

Term insurance is a traditional type of life insurance that provides basic life 

insurance protection. It provides solely death protection for a fixed period of 

time such as one, five, or ten years. The face amount of the policy is paid only 

if the insured dies within the time or term stated in the policy. Term insurance 

is pure insurance, based on actual data on the probability of death occurring 

within the fixed period of the policy. As the insured gets older, the probability 

of his or her death during the current time period obviously increases; thus the 

cost of term insurance increases with the age of the person involved. At about 

age 65, the cost of pure term insurance becomes prohibitive. However, for a 

35-year-old breadwinner with a nonworking spouse and two or three young 

children to support – perhaps the prototypical individual needing life insur-

ance – term insurance provides a very large degree of temporary protection at 

a relatively modest cost. 

Term insurance policies usually require a medical examination, though 

some companies may write term policies for younger persons solely on the ba-

sis of written health-related questions. Persons in certain risky occupations or 

having risky avocations may not be able to obtain term insurance at all, or may 

be able to obtain it only by paying an additional premium. Term insurance 

policies are usually renewable for additional terms (at higher premiums) with-

out another medical examination or questionnaire. Many policies provide for 

level premiums for periods up to five years, with the level premium during 

this period being approximately equal to the average of annual premiums over 

this period for a person of the age in question. Term insurance is also often 

sold at bargain prices in connection with or as a sweetener for other types of 

life insurance. 
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Group life insurance is a type of term insurance usually provided by em-

ployers for their employees, and also is offered by a wide variety of different 

kind of membership organizations – fraternal organizations, trade associations, 

social clubs, investment clubs, and so forth – to their members through the or-

ganization. The premium for the group life insurance is usually lower than the 

premium for the equivalent amount of term insurance that could be purchased 

individually for the same persons. 

Term insurance may be either face amount insurance (in which event the 

face amount is constant and the premium increases periodically) or declining 

balance (in which event the premium remains constant but the face amount of 

insurance coverage declines as the person grows older). A very common kind 

of declining balance insurance is mortgage insurance, sold in connection with 

a mortgage on a home, or credit insurance, required by many lenders when 

they make small consumer loans. 

Declining balance term insurance is also sold through magazine or news-

paper advertisements that promise small amounts of insurance and claim that 

premiums will not increase before a person reaches some specified age. These 

polices are usually extremely expensive for the coverage provided. A give-

away that declining balance term is being advertised is usually that the amount 

of the insurance is either not set forth or is described as up to some specified 

amount. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Complete the table. 

Verbs Adjectives Nouns 

1. to provide   

2. insured  

3. to specify   

4. prohibitive  

5.  purchase 

6.  protection 

7. to require   

 

Ex. 2. Say in one word. 

1. An arrangement with a company in which you pay them money and they 

pay the costs if anything bad happens to you, such as an illness or an acci-

dent. 

2. A contract with an insurance company, or an official written statement giv-

ing all the details of such a contract. 
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3. The member of a family who earns the money to support the others. 

4. The cost of insurance, especially the amount to pay each year. 

5. A traditional type of life insurance that provides basic life insurance protec-

tion. 

6. A type of term insurance provided by employers for their employees. 

7. A type of term insurance in which event the face amount is constant and 

the premium increases periodically. 

8. The amount of protection given to you by an insurance agreement. 
______________________________________________________________________________________________________________ 

Words for reference: premium, coverage, term insurance, face amount insur-

ance, breadwinner, insurance, policy, group life insurance. 

 

Ex. 3. Fill in the gaps with the suitable prepositions. 

1. Some companies may write term policies ___ younger persons solely ___ 

the basis of written questions. 

2. Person ____ certain risky occupations may not be able to obtain term in-

surance at all. 

3. Many policies provide ____ level premiums ___ period ____ to five years. 

4. Term insurance is also sold ____ bargain prices ____ connection ___ or as 

a sweetener ___ other types of life insurance. 

5. The insurance is offered ____ different organizations ____ their members. 

6. The policies are usually extremely expensive ____ the coverage provided. 

 

Ex. 4. Give Russian equivalents. 

To provide protection, face amount, at a modest cost, risky avocations, speci-

fied age, additional premium, to remain constant, insurance coverage, consumer 

loans, mortgage insurance. 

 

COMPREHENSION 
 

Ex. 1. Complete the following sentences using the text. 

1. … … provides solely death protection for a fixed period of time such as 

one, five, or ten years. 

2. … … of the policy is paid only if the insured dies within the time or term 

stated in the policy. 

3. Term insurance is … …, based on actual data on the probability of death 

occurring within the fixed period of the policy. 

4. Term insurance policies usually require a … … . 

5. Term insurance policies are usually … for additional terms. 
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6. … … … is a type of term insurance usually provided by employers for 

their employees. 

7. … … for the group life insurance is usually lower than for the insurance 

that could be purchased individually. 

8. Term insurance may be either … … insurance or … … . 

9. A very common kind of declining balance insurance is … … or … … re-

quired by many lenders when they make small consumer loans. 

10. … … … insurance is also sold through magazine or newspaper advertise-

ments. 

 

Ex. 2. Answer the questions. 

1. Why is term insurance called pure insurance? 

2. What are the variations in price quotations based on? 

3. Why is the premium for group life insurance lower than that of individual 

life insurance? 

4. What kind of term insurance do you know? 

5. What is a declining balance insurance? 

 

Ex. 3. Speak about the use of term insurance. 

 

 

T E X T  3 

Whole Life Insurance 

Read the text and do the tasks that follow. 

The most common type of traditional life insurance sold today is known by 

a variety of different names, such as ordinary life, permanent life, or whole 

life. These policies, unlike the tax-oriented variable or universal life insurance 

policies provide a fixed benefit on the death of the insured. Further, unlike 

term insurance, the premiums remain level from the date of the inception of 

the policy until the maturation of the policy upon the death of the insured. 

They differ significantly from term insurance in three important, indeed fun-

damental, respects. 

First, the premiums for whole life policies for relatively young adults (or 

rarely, young children) are initially much higher than for term insurance for 

the amount of insurance protection for a person of the same age. This differ-

ence in premiums may be by a factor of 10 or more percent when the insured 

is in his or her 30s or 40s. For example, a 35-year-old man will typically pay 

an annual premium of $15 or $20 per $1,000 of coverage for a whole life poli-

cy while a comparable one-year renewable term policy would cost somewhere 
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between $2 and $5 per $1,000. The premiums on term insurance of course in-

crease with the age of the insured. If our hypothetical 35-year-old man re-

tained the same amount of term insurance year after year, he would be in his 

early sixties before the annual term insurance premium equalled the annual 

premium for his whole life policy. 

Second, even though the premiums remain constant, the face amount of in-

surance provided by a whole life policy also remains constant. Whole life in-

surance is unlike declining balance term insurance in this respect. 

Third, whole life policies develop cash values or cash surrender values each 

year after the policy has been in existence for a couple of years. Much of the initial 

excess premium over the cost of term insurance goes to building up this value. 

Cancellation of the policy during its first years may involve a substantial 

financial loss. Furthermore, if a policy lapses as an attempt is made to replace 

it at a later date, the insured will find that the premium is increased because he 

or she is placed in an older age group when applying for the new insurance. 

These costs are often used by insurance agents as arguments against canceling 

a whole life policy, or allowing it to lapse, when they learn that the insured is 

having difficulty making the payments. 

At first glance it may seem backward that the buildup of cash value in the 

earliest years is the lowest, since the pure insurance cost for protection in the 

earliest years is also the lowest. Several factors help to explain this structure: 

the administrative costs of writing a policy, including the cost of a medical ex-

amination; the commission structure for the whole life insurance agent (typi-

cally one-half or more of the first year’s premium goes to the agent as a com-

mission for successfully selling the policy); and the desire to establish a pre-

mium structure that encourages retention of a policy rather than surrendering 

it. As indicated above, the cash value of a whole life policy increases gradual-

ly each year after the first year the policy is in effect. A whole life policy is an 

investment, an asset of the owner of the policy, much like a bank account or a 

deposit in a mutual fund. A whole life policy may be assigned to a creditor as 

security for a loan; the creditor may name itself as beneficiary so that it will 

receive the proceeds from the policy upon the death of the insured and repay 

the loan from the proceeds. The remaining balance, if any, presumably be-

longs to the estate of the insured or his or her heirs. During the lifetime of the 

insured, the creditor may also surrender the policy for its cash surrender value 

if a default on the obligation occurs. While loans secured by assignments of 

life insurance are not in common, it is a mark of some desperation by the bor-

rower, since he or she may be depriving the family of needed insurance pro-

tection in order to arrange a loan. 
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VOCABULARY   FOCUS 

 

Ex. 1. Choose from the words in the box to complete the sentences. 

average,         marine,      rates,         floating,         policy,                               

risks,               brokers,           open,                 particular,                   special 

1. The details of an agreement with an insurance company shown in a written 

insurance …… . 

2. Insurance agreements are made through ……. . 

3. Professionals, like those in 2, are usually able to obtain the best insur-

ance ……. . 

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

5. A loss by one shipper, but which is shared by all the shippers with cargoes 

on the same carrying vessel, is the general …… . 

6. A partial loss of a consignment, which may not affect other consignments 

on the same carrying vessel, is a …… average. 

7. A policy with a …… risks clause covers the goods against theft, short de-

livery, breakage and leakage, other forms of damage and so on. 

8. Regular shippers may often take out a …… insurance policy, which gives 

automatic cover for a fixed value of shipments, depending on the previous 

year’s values, if the insurance company is told when each shipment is 

made. 

9. A flexible type of insurance, for twelve months and at agreed rates, is …… 

cover. 

10. Ships’ cargoes are covered by …… policies. 

 

Ex. 2. Find out (use a dictionary) which definition of the right matches which 

word on the left. 

1) premium 

2) underwriter 

3) insurance com-

pany 

4) broker 

5) claim 

6) compensation 

7) small print 

8) policy/insurance 

certificate 

9) proposal form 

10) cover 

a) A person who advises on insurance 

b) A document which proves you are insured 

c) Payment for insurance 

d) Insurance protection 

e) A form you will fill in when you apply for insurance 

f) An insurer at Lloyd’s of London 

g) A limited liability company 

h) The conditions and clauses in a document of insurance, 

usually in small writing 

i) You are paid … … when insured property is damaged 

j) A request for payment when insured property is damaged 
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Ex. 3. Decide which word goes in which gap in the passage below. 

Mr Bean wanted to insure his shop. He wanted 1______ against fire and 

theft. He filled in the 2______ and sent it to his 3______ who arranged the in-

surance with an 4______. Mr Bean had to pay quite a high 5_______ each 

year, but it was worth it because a lot of goods were stolen. Mr Bean put in a 

6______ for 7______. Unfortunately, the 8______ refused to pay him the full 

amount. Mr Bean had not read the 9______ in his 10______ properly. 

 

COMPREHENSION 
 

Ex. 1. Answer the questions. 

1. What is the difference between term insurance and whole life insurance? 

2. Why does cancellation of the policy during the first years involve a sub-

stantial financial loss? 

3. Why does it seem backward that the buildup of cash value in the earliest 

years is the lowest? 

4. Why may a whole life policy be considered a good investment? 

5. What is the essence of whole life insurance? 

 

Ex. 2. Make a plan of the text and then retell the text according to your plan. 

 

Ex. 3. Compare the two types of insurance in Text 2 and Text 3 and specify the 

differences between them. Speak about their advantages and disadvantages 

for people of different ages and professions. 

 

T E X T  4 

Insurance Companies 

Read the text and open the brackets. 

Most of us (to pay) money (to avoid) some of the financial consequences of 

taking risks so insurance companies can (to sell) us a guarantee against risk for 

a fee that (to be) large enough (to cover) their claims and operating costs and 

still (to permit) a profit. No one can (to predict) whose house (to burn down) 

next, yours or your neighbour’s. Thus, all insurance policy buyers (to make) 

small contributions toward a fund that can (to be used) (to compensate) the per-

son whose house (to go up) in flames. Insurance companies can (to provide) this 

service and (to expect) (to make) profits as long as the premium (to be) greater 

than the amount they might have (to pay), multiplied by the probability of pay-

ment. Vast amounts of money (to pay) to insurance companies as premiums for 
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life, auto, and health insurance, or as contributions to pension funds, many of 

which (to administer) by insurance companies. These funds (to make) available 

for loans to business firms or (to invest) directly by the insurance companies. 
 

COMPREHENSION 
 

Ex. 1. Answer the questions. 

 Who benefits from a policy? 

 Who pays the compensation money to the insured whose house is in flames? 

 Is insurance a really profitable business? 

 

Ex. 2. In groups discuss the role of insurance companies in our life. 

 

DIALOGUE 
 

Read the conversation between an insurance agent and a parent who wants to 

buy a policy for his child. For your better understanding look at the tables in 

Translation B. 

 

Agent: Please, sit down, Mr. Ivanov. How can I help you? 

Parent: Um, I saw your advertisement on TV and I’d like to buy a policy for 

my son. But I don’t know exactly which one I want. 

A: OK I’ll try to clarify all the points on the policies we sell. Are you interested 

in term or whole life insurance? 

P: Term insurance. For about three years. 

A: And why do you want to insure your son? Does he have any health prob-

lems? 

P: Oh, no. His health is perfect! You see, he goes in for boxing and takes his 

sport very seriously. He wants to become a professional boxer. That’s why 

he trains a lot. He’s already won competitions in the Schools Amateur Asso-

ciation contests. 

A: Congratulations! 

P: But boxing is very dangerous I think. I’m afraid something might happen to 

him. And you understand I can’t prevent him from going in for this kind of 

sports. The only thing I can do for my son is to buy a policy. 

A: Yes, you’re right. As far as I understand, you want to insure your son against 

traumas and accidents. 

P: That’s true. 

A: So, let’s go down to our business. How old is your son? 

P: He’s 12. 
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A: Well, I can offer you two types of term insurance for this age. For one the 

insurance money is 225 996 rubles, for the other – 564 991 rubles. 

P: And what are the premiums? 

A: Not very high. For the first type it’s 20 000 rubles per year. For the second 

it’s 50 000 rubles per year. 

P: 50 000 rubles per year? Not very much, really. 

A: It’ll make 150 000 rubles for three years. 

P: Umm…Well, I think I’d prefer the second type. And how much is the com-

pensation in the case of a trauma? 

A: They vary form 56 499 to 169 497 rubles depending on the seriousness of 

the case. Totally, within the term of the insurance, you can be paid 80% of 

the insurance money. The remaining 20% will be paid after your policy ex-

pires. Do you have any other questions? 

P: No, I think everything is clear but I have to talk it over with my wife. Thank 

you for your help. 

A: It’s my pleasure. I hope to you again soon. 

 

Using the tables in Translation B, make up a similar situation and act it out 

with a partner. 

 

TRANSLATION 

 
A) Translate the text into English using the previous texts and the terms you 

have learnt. 

Оберег для вашего ребенка 
Все живое в природе стремится обезопасить себя на случай непредви-

денных обстоятельств: засушливого лета, затяжной зимы, разбушевав-

шейся стихии. Финансовые интересы людей, с одной стороны, и опасно-

сти, ставящие под угрозу поступление средств, – с другой, делают стра-

хование жизни и пенсии инструментом планирования жизни. «Белорус-

ский народный страховой пенсионный фонд» предлагает своим клиентам 

страховые программы финансовой защиты всей семьи. 

Общие черты, присущие всем видам накопительного страхования: 

 это долгосрочные программы, позволяющие путем уплаты относи-

тельно небольших, растянутых во времени страховых взносов накопить к 

важному событию в жизни застрахованного лица определенную сумму, 

значительно превышающую размер уплаченных взносов, – за счет гаран-

тированного дохода; причем в случае смерти застрахованного лица 
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наследникам выплачивается оговоренная договором страховая сумма, 

независимо от того, сколько уплачено взносов; 

 договор страхования всегда можно приостановить, продолжить 

или расторгнуть. В случае досрочного расторжения страхователь в 

большинстве случаев получает уплаченные им взносы за вычетом тех 

выплат, которые страховщик ему же произвел; 

 гарантией сохранности страховых взносов является обязательное 

создание страховой организацией страховых резервов в размере 92% от 

суммы привлекаемых страховых взносов и гарантированной доходности 

(для сравнения: в банках резервируется только 5% от привлекаемых во 

вклады и депозиты денежных средств), а также государственный кон-

троль за размещением этих резервов в высокодоходных и ликвидных ак-

тивах; 

 страхование может осуществляться как в белорусских рублях, так 

и в иностранных валютах (российских рублях, долларах США и евро). 

Сегодня мы расскажем о страховании от несчастных случаев и травм 

«Детское оберегающее». Данный вид страхования позволяет родителям 

накапливать денежные средства для компенсации расходов на лечение и 

оздоровление ребенка в случае получения им травмы. Рассмотрим про-

стой пример. Родители Саши, школьника младших классов, заключили 

договор страхования «Детское оберегающее» сроком на три ода с упла-

той ежегодного взноса в сумме 50000 рублей. За три года страхования 

родители уплатят страховой компании взнос в сумме 150000 рублей, то-

гда как страховая сумма, в пределах которой в период страхования (в 

нашем случае – 3 года) будут произведены выплаты, составит около 

565000 рублей. 

Во время тренировки в спортивной секции Саша упал и повредил но-

гу. В поликлинике ему оказали первую помощь и выдали справку о по-

лученной травме. Согласно заключенному договору, получение травмы 

является страховым случаем, и семье выплатили страховое обеспечение 

в размере 113 000 рублей. Всего за весь период страхования по травмам 

может быть выплачено до 80% от страховой суммы, остальные 20% вы-

плачиваются по окончании срока страхования. 

Осуществить страховую защиту вашего ребенка от травм может и ваш 

наниматель, если заключит договор коллективного страхования детей 

своих работников от несчастных случаев, или спортивная организация, в 

которой занимается ваш ребенок. Важно, чтобы вы проинформировали 

их о существовании такого вида страхования, а остальное сделают наши 

страховые агенты. 
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B) Translate the following tables into English. Pay attention to the terms. 

Срок 

страхования 

3 года 

Взнос – 20 000 рублей в год (всего – 60 000 рублей) 

Страховая 

сумма: 

Выплата 

по дожи-

тию: 

Выплата 

по смер-

ти: 

Выплата по травме в преде-

лах: 

Д
ев

у
ш

к
и

 

Возраст 

– 8 лет 
225 943 45 189 180 754 от 22 594 до 67 783 

Возраст 

– 10 лет 
225 961 45 192 180 768 от 22 596 до 67 788 

Возраст 

– 12 лет 
225 989 45 198 180 791 от 22 599 до 67 797 

Возраст 

– 15 лет 
226 027 45 205 180 822 от 22 603 до 67 808 

Ю
н

о
ш

и
 

Возраст 

– 8 лет 
225 973 45 195 180 779 от 22 597 до 67 792 

Возраст 

– 10 лет 
225 976 45 195 180 781 от 22 598 до 67 793 

Возраст 

– 12 лет 
225 996 45 199 180 797 от 22 600 до 67 799 

Возраст 

– 15 лет 
226 091 45 218 180 873 от 22 609 до 67 827 

Срок 

страхования 

3 года 

Взнос – 50 000 рублей в год (всего – 150 000 рублей) 

Страховая 

сумма: 

Выплата 

по дожи-

тию: 

Выплата 

по смер-

ти: 

Выплата по травме в пре-

делах: 

Д
ев

у
ш

к
и

 

Возраст 

– 8 лет 
564 857 112 971 451 885 от 22 594 до 67 783 

Возраст 

– 10 лет 
564 902 112 980 451 921 от 22 596 до 67 788 

Возраст 

– 12 лет 
564 972 112 994 451 977 от 22 599 до 67 797 

Возраст 

– 15 лет 
565 068 113 014 452 054 от 22 603 до 67 808 

Ю
н

о
ш

и
 Возраст 

– 8 лет 
564 933 112 987 451 947 от 56 493до 169 480 

Возраст 

– 10 лет 
564 940 112 988 451 952 от 56 494 до 169 482 
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Возраст 

– 12 лет 
564 991 112 998 451 993 от 56 499 до 169 497 

Возраст 

– 15 лет 
565 227 113 045 452 182 от 56 523 до 169 568 

 

 

LISTENING 
 

Insurance 

Ex. 1. Listen to the conversation and decide between whom it is. Answer the 

questions using the variants given below. 

1 What does the check for eighty-one dollars that the man is supposed to write 

consist of? 

a Charges that the doctor’s office forgot to make previously. 

b A portion of today’s visit plus a balance from prior visits. 

c The charge for today’s visit only. 

d The charge for today’s visit and an advance toward the next visit. 

2 Why has the insurance company failed to pay all charges according to the 

woman? 

a The company doesn’t trust the doctor. 

b Some charges are higher than what the insurance company considers 

standard. 

c The company does not believe the man is sick. 

d The man did not submit the bills to the proper address. 

3 Did the man make another appointment? 

a No, because he was unsure of his schedule. 

b Yes, for two weeks from today. 

c Yes, but than he canceled it because he was angry about the charges. 

d No, because he doesn’t have any time. 

4 Which of the following is true? 

a The woman does not expect the insurance company to pay part of the 

charge for today’s visit. 

b The woman was extremely rude. 

c The doctor charges less than the standard fee in the area. 

d The man owed some money for prior visits. 

 

Ex. 2. Speak about medical or health insurance in your country. Would you 

like to buy one and why? 
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DISCUSSION 
 

Discuss the role of insurance: 

 in ordinary people’s lives; 

 in the sphere of business; 

 in the country’s economy. 

 

VOCABULARY 
 

blanket, adj – общий, полный, всеохватывающий, без особых оговорок 

declining balance – метод сокращающегося баланса 

emergency, n – критическое положение; авария; чрезвычайное положе-

ние 

face amount – номинальная стоимость, номинал 

group insurance – групповое страхование 

insurable, adj –могущий быть предметом страхования 

insurance (against; on), n – страхование; сумма страхования 

insured, n – страхователь, застрахованный 

insurer, n – страховая компания, страховое общество, страховщик 

loss, n – убыток, ущерб, потеря 

policy, n – полис, страховой полис 

premium, n – страховая премия, страховой взнос 

ransom, n – выкуп; выкупная сумма 

renewable, adj – возобновляемый 

reinstate, v – восстанавливать 

take out, v – получать (полис) 

 

GLOSSARY 
 

Casualty insurance insures against accidents, not necessarily tied to any spe-

cific property. 

Credit insurance pays some or all of a loan back when certain things happen 

to the borrower such as unemployment, disability, or death. 

Health insurance covers medical bills incurred because of sickness or acci-

dents. 

Home insurance, or homeowners insurance, is an insurance policy that 

combines various personal insurance protections which can include losses 

occurring to one's home, its contents, loss of its use (additional living ex-
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penses), loss of other personal possessions of the homeowner, as well as li-

ability insurance for accidents that may happen at the home. 

Liability insurance covers legal claims against the insured. The protection 

offered by a liability insurance policy is two-fold: a legal defense in the 

event of a lawsuit commenced against the policyholder, plus indemnifica-

tion (payment on behalf of the insured) with respect to a settlement or court 

verdict. 

Life insurance provides a cash benefit to a decedent’s family or other desig-

nated beneficiary, and may specifically provide for burial and other final 

expenses. 

Annuities provide a stream of payments and are generally classified as insur-

ance because they are issued by insurance companies and regulated as in-

surance. Annuities and pensions that pay a benefit for life are sometimes 

regarded as insurance against the possibility that a retiree will outlive his 

or her financial resources. In that sense, they are the complement of life in-

surance. 

Nuclear incident insurance covers damages resulting from an incident in-

volving radioactivive materials is generally arranged at the national level. 

Perpetual insurance – a type of homeowners insurance policy written to have 

no term, or date, when the policy expires. From the effective start date, the 

coverage exists for perpetuity. 

Political risk insurance can be taken out by businesses with operations in 

countries in which there is a risk that revolution or other political condi-

tions will result in a loss. 

Property insurance provides protection against risks to property, such as fire, 

theft or weather damage. This includes specialized forms of insurance such 

as fire insurance, flood insurance, earthquake insurance, home insurance, 

inland marine insurance or boiler insurance. 

Travel insurance – an insurance cover taken by those who travel abroad, 

which covers certain losses such as medical expenses, lost of personal be-

longings, travel delay, personal liabilities etc. 

Workers’ compensation insurance replaces all or part of a worker’s wages 

lost and accompanying medical expense incurred due to a job-related injury. 

Underwriting profit – a term used in the insurance industry. It consists of the 

earned premium remaining after losses have been paid and administrative 

expenses have been deducted. It does not include any investment income 

earned on held premiums. 
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TRADE 

 

14.  MARKETING 

 

 
There will always, one can assume, be a 

need for some selling. But the aim of marketing 

is to make selling superfluous. The aim of mar-

keting is to know and understand the customer 

so well that the product or service fits him and 

sells itself. Ideally marketing should result in a 

customer who is ready to buy. 

Peter Drucker: Management:  

Tasks, Responsibilities, Pratices. 

 

DISCOVERING CONNECTIONS 

 

1. Have you ever sold anything? 

2. Did you do any market research before selling? Did it help you? 

3. Do you believe that marketing is the same thing as advertising or personal 

selling? 

4. What do you think is the objective of marketing: to induce customers to 

buy something or to discover their needs and satisfy them? 

5. In your opinion, is marketing necessary to get high profits or can we do 

without it? 

6. What is the role of marketing in the modern world of globalization? 

 

READING 

T E X T  1 

The Centrality of  Marketing 

Read the text below and give your explanation of its title. 

Most management and marketing writers now distinguish between selling 

and marketing. The ‘selling concept’ assumes that resisting consumers have to 

be persuaded by vigorous hard-selling techniques to buy non-essential goods 

or services. Products are sold rather than bought. The ‘marketing concept’, on 

the contrary, assumes that the producer’s task is to find wants and fill them. In 

other words, you don’t sell what you make, you make what will be bought. As 
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well as satisfying existing needs, marketers can also anticipate and create new 

ones. The markets for the Walkman, video games, personal computers, and 

genetic engineering, to choose some recent examples, were largely created ra-

ther than identified. 

Marketers are consequently always looking for market opportunities – 

profitable possibilities of filling unsatisfied needs or creating new ones in are-

as in which the company is likely to enjoy a differential advantage, due to its 

distinctive competencies (the things it does particularly well). Market oppor-

tunities are generally isolated by market segmentation. Once a target market 

has been identified, a company has to decide what goods or service to offer. 

This means that much of the work of marketing has been done before the final 

product or service comes into existence. It also means that the marketing con-

cept has to be understood throughout the company, e. g. in the production de-

partment of a manufacturing company as much as in the marketing department 

itself. The company must also take account of the existence of competitors, 

who always have to be identified, monitored and defeated in the search for 

loyal customers. 

Rather than risk launching a product or service solely on the basis of intui-

tion or guesswork, most companies undertake market research (GB) or mar-

keting research (US). They collect and analyse information about the size of a 

potential market, about consumers’ reactions to particular product or service 

features, and so on. Sales representatives, who also talk to customers, are an-

other important source of information. 

Once the basic offer, e. g. a product concept, has been established, the 

company has to think about the marketing mix, i. e. all the various elements of 

a marketing programme, their integration, and the amount of effort that a 

company can expend on them in order to influence the target market. The 

best-known classification of these elements is the ‘4 Ps’: product, place, pro-

motion and price. Aspects to be considered in marketing products include 

quality, features (standard and optional), style, brand name, size, packaging, 

services and guarantee. Place in a marketing mix includes such factors as dis-

tribution channels, locations of points of sale, transport, inventory size, etc. 

Promotion groups together advertising, publicity, sales promotion, and per-

sonal selling, while price includes the basic list price, discounts, the length of 

the payment period, possible credit terms, and so on. It is the job of a product 

manager or a brand manager to look for ways to increase sales by changing 

the marketing mix. 

It must be remembered that quite apart from consumer markets (in which 

people buy products for direct consumption) there exists an enormous produc-

er or industrial or business market, consisting of all the individuals and organ-
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izations that acquire goods and services that are in the production of the other 

goods, or in the supply of services to others. Few consumers realize that the 

producer market is actually larger than the consumer market, since it contains 

all the raw materials, manufactured parts and components that go into con-

sumer goods, plus capital equipment such as buildings and machines, supplies 

such as energy and pens and paper, and services ranging from cleaning to 

management consulting, all of which have to be marketed. There is conse-

quently more industrial than consumer marketing, even though ordinary con-

sumers are exposed to it.  

 

 

VOCABULARY  FOCUS 

 

Ex. 1. Look at the words in the table below and fill in the appropriate boxes 

with their derivatives.  

Verbs Adjectives Nouns 

1.  consumer 

2. to fill   

3. possible  

4. to integrate   

5.  promotion 

6. existing  

7.  competitor 

8. to produce   

  

Ex. 2. Form all possible word combinations using the words of both columns. 

to undertake goods and services 

to enjoy 

to satisfy 

to anticipate 

to fill 

to develop 

to launch 

to look for 

to create 

to influence 

to design 

needs 

products 

wants 

ideas 

program 

opportunity 

markets 

demand 

advantage 

research 
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EX. 3. Match up the words or expressions on the left with their definitions on 

the right.  

1) distribution channel a) all the companies or individuals involved in 

moving  a particular good or service from the 

producer to the consumer 

2) to launch a product b) an idea for a new product, which is tested with 

target consumers before the actual product is 

developed 

3) market opportunities  c) attributes or characteristics of a product: quality, 

price, reliability, etc. 

4) market research d) dividing a market into distinct groups of buyers 

who have different requirements or buying hab-

its  

5) market segmentation e) places where goods are sold to the public – 

shops, stores, kiosks, market stalls, etc.  

6) packaging f) possibilities of filling unsatisfied needs in sec-

tors in which a company can profitably produce 

goods or services 

7) points of sale g) someone who contacts existing and potential 

customers, and tries to persuade to buy goods or 

services 

8) product concept h) collecting, analyzing and reporting data relevant 

to a specific marketing situation (such as a pro-

posed new product) 

9) product features i) to introduce a new product onto the marker 

10) sales representative j) wrappers and containers in which products are  

sold 

  

  

  

Ex. 4. Complete the following definition of marketing, by inserting these verbs 

in the gaps below: design, develop, discover, identify, influence, satisfy, 

modify, persuade 

Marketing is the creative process of (1) …… ing the needs and wants of per-

spective customers and (2) ... … ing them. 

Marketers have to: (3) ... … or anticipate a consumer need; (4) … … a product 

or service that meets that need better than any competing products or services; 

(5) … … target customers to try the product or service; and, in the long term, 

(6) … … it to satisfy changes in consumer needs or market conditions. Mar-

keters can  (7) … … particular features, attractive packaging, and effective 

advertising, that will (8) … … consumer’s wants. Marketing thus combines 
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market research, new product development, distribution, advertising, promo-

tion, product improvement, and so on. 

 

COMPREHENSION  
 

Ex. 1. Look through the text once again and decide which paragraphs are 

about these subjects: 

– company-to-company marketing; 

– identifying market opportunities; 

– the marketing mix; 

– the selling and marketing concepts; 

– the importance of market research 

 

Ex. 2. Read three paragraphs below and say which most accurately summa-

rizes the text and why. 

I. Marketing means that you don’t have to worry about selling your prod-

uct, because you know it satisfies a need. Companies have to identify 

market opportunities by market segmentation: doing market research, 

finding a target market, and producing  the right product. Once a prod-

uct concept has been established, marketers regularly have to change 

the marketing mix—the product’s features, its distribution, the way it is 

promoted, and its price—in order to increase sales. Industrial goods—

components and equipment for producers of other goods—have to be 

marketed as well as consumer goods. 

II. The marketing concept has now completely replaced the old-fashioned 

selling concept. Companies have to identify and satisfy the needs of 

particular market segments. A product’s features are often changed, as 

are its price, the places in which it is sold, and the way in which it is 

promoted. More important than the marketing of consumer goods is the 

marketing of industrial or producer goods. 

III. The marketing concept is that a company’s choice of what goods and 

services to offer should be based on the goal of satisfying  consumers’ 

needs. Many companies limit themselves  to attempting to satisfy the 

needs of particular market segments. Their choice of action is often the 

result of market research. A product’s features, the methods of distrib-

uting and promoting it, and its price, can all be changed during the 

course of its life, if necessary. Quite apart from the marketing of con-

sumer products, with which everybody is familiar, there is a great deal 

of marketing of industrial goods. 
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Ex. 3. Answer the following questions. 

1. What is the difference between the “selling” and “marketing” concepts? 

2. What should marketers do before deciding what goods or services to offer? 

3. Do companies launch products or services solely on the basis of intuition? 

4. What is market research? 

5. What does the company have to think about once a product concept has 

been established? 

6. What markets exist besides consumer markets and what do they contain? 

 

Ex. 4. In groups discuss the process of marketing using the table below.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

T E X T  2  

Marketing Plan 

Read the text and say what the main components of a marketing plan are. 

Marketing has been established as a key ingredient in the strategy of a 

small business, even if the owner-manager has no great ambitions beyond long 

term survival. Yet many small business owners would probably say that they 

do not “do much marketing” or that they “leave that to the larger companies.” 

The Marketing Concept 
(We must produce what customers want, not what we want to produce) 

 

 

This means that we Put The Customer First (We organize the company 

so that this happens) 

 

We must Find Out What The Customer Wants 

(We carry out market research) 

 

We must Supply exactly what the customer wants 

 

 

We can do this by offering the right Marketing 

Mix: “The Four Ps” – the right Product at the right Price 

available through the right channels of distribution: 

Place 

Presented in the right way: Promotion 
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In fact, small firms cannot avoid marketing, even if they would prefer to 

do so. Customers will receive marketing communications from a small busi-

ness whether they are intended or not. Patterns emerge from the way a small 

firm presents and prices its products or services, and how these are sold and 

delivered to a customer. These patterns amount to the marketing strategy of a 

small firm, even if only in the perception of the customer. The owner-manager 

who has no time to consider marketing strategy will be adopting one by de-

fault. 

Managers of small firms may shy away from positive applications of 

marketing because: 

 They lack specialized knowledge and skills; often owner-managers are 

more familiar with the product or technical aspects of their business, and 

have no training or experience in marketing. 

 They lack interest because of their personal motivations. Some owner-

managers do not want to grow their business. Others find impersonal mar-

keting communication distasteful. Most are so busy with to day operational 

problems, they have no time to consider longer term marketing plans.  

 They believe it to be too expensive. A shortage of funds and high costs in 

other areas, particularly in the start up phase of a new business, can mean 

that marketing expenditure is considered as something of a luxury, which 

only larger companies, achieving economies of scale, can justify. 

 They believe it to be ineffective. Some small firms are highly specialised, 

serving very narrow market segments. In these circumstances the appropri-

ate marketing approach may be obvious and standard promotions may be 

wasteful and ineffective. 

Regardless of the level of marketing effort, a small enterprise will benefit 

from a marketing plan. Without one they will be leaving their strategy to 

emerge in ways which may not be advantageous. 

There is evidence that the marketing style of many small firms is different 

to larger organisations as marketing is often: 

 restricted in scope and activity; 

 simplistic and haphazard; 

 product and price oriented; 

 centralised on the experience of the owner-manager. 

The main components of a marketing plan are: 

 The marketing environment: A background analysis of the strengths and 

weaknesses of the small firm, in relation to the opportunities and threats in the 

market place, including competitive and external influences and a definition of 

the customer and their needs.  
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 The marketing objective: A precise summary of the results that a small 

enterprise expects from its marketing activities — what products or services 

are to be sold in which markets, in what quantities and when. 

 The marketing methods: A plan of how the elements in the marketing 

mix are to be used-what product, at which prices, in what place, supported by 

which promotions. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Find the words in the text which mean the following.  

1. failure to fulfill an obligation 

2. to be equivalent to in number, size, significance 

3. come up or out into view, appear become apparent 

4. very simple, naïve 

5. an agency, distributor or market of goods 

6. each of several parts into which a thing is or can be divided 

7. done by chance, random 

 

Ex. 2. Fill the gaps in the sentences, using the words from the list. 

creative process 

hire purchase 

opportunities 

price 

range 

weaknesses 

design 

image 

outlets 

product 

rival 

distribution 

labels 

patterns 

production-oriented 

satisfy 

end-users 

mail order 

place 

profitably 

strengths 

first 

need 

posters 

promotion 

threats 

 

1. What is marketing? Marketing is the … of satisfying customer needs … 

2. What is “the marketing mix”? It consists of “the four P’s”: providing the 

customer with the right P … at the right P … presented in the most attrac-

tive way (P …) and available in the easiest way (P …). 

3. What is “a product”? A product is not just an assembled set of components: 

It is something customers buy to … a … they feel they have. The … and 

the … of the product are as important as its specification. 

4. What is “price”? The product must be priced so that it competes effectively 

with … products in the same market. 

5. What is “promotion”? The product is presented to customers through ad-

vertising (TV commercials, … etc), packaging (design, … etc.), publicity, 

P.R. and personal selling. 
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6. What is “place”? Your product must be available to customers through the 

most cost-effective channels of … . A consumer product must be offered to 

… in suitable retail … or available on … or by … . 

7. What is meant by “S.W.O.T.”? A firm should be aware of its S … and W 

… and the O … and T … it faces in the market place. 

8. Why are firms becoming more customer-oriented and less …? Because 

new products must be created to meet the changing … of customers’ needs 

– a firm can’t rely on the success of its existing … of products. The cus-

tomer and his or her needs must come … . 

 

COMPREHENSION  

 

Ex. 1. Find in the text the definitions of the following: 

The marketing environment (SWOT), the marketing objective, the marketing 

methods. 

 

Ex. 2. Answer the following questions: 

1. Why do you think small firms cannot avoid marketing? 

2. Why do managers of small firms do not want to do market research? 

3. What is the difference in the marketing style of small firms to larger organ-

izations? 

4. What are the main components of a marketing plan? 

 

Ex. 3. In groups of three or four discuss: 

 

a) your local firms’ strengths and weaknesses; 

b) which of the opportunities and threats innumerated below firms in your re-

gion face in the next two to three years: 

– competition from other local firms or from other regions; 

– rise or fall in demand; 

– changes in customers’ tastes and buying habits; 

– higher wages and salaries; 

– customers becoming more price-conscious, or more quality-conscious; 

– cheaper, or better quality, imported goods; 

– new technology. 

 

Ex. 4. Speak about the importance of a marketing plan for both small and big 

firms and organizations. 
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T E X T  3 

Marketing Research 

Read the text and answer the following questions: 

a) What is the meaning of correct marketing research? 

b) Is marketing research more necessary for big companies or small firms? 

 

Marketing research — what it is and how it can make money for you 

Marketing research is the gathering, recording, and analyzing of infor-

mation about problems relating to marketing. It will help you to identify who 

your market is as well as which methods will best satisfy the needs of your 

market. But it encompasses many other aspects of marketing, including new 

product introductions, pricing, advertising, consumer behavior, and so on. So 

important is marketing research that certain basic marketing strategies such as 

market segmentation, in which you identify a specific portion of the market 

and concentrate your resources on selling to that one segment, or product dif-

ferentiation, in which you differentiate your product from that of a competitor 

in such a fashion as to best appeal to potential buyers, would be absolutely 

impossible without it. Among the many things marketing research will tell you 

are the following:  

1. Who are your customers and who are your potential customers? 

2. What kinds of people are your customers? (This includes demographic 

categories, such as age, income, and education, and psychographic 

categories such as interests and preferences.) 

3. Where do your customers live? 

4. Why do your customers buy? 

5. Do they have the ability to pay? 

6. Are you offering the kinds of goods and services that your customers 

want? 

7. Аre you offering your products or services at the best place, at the best 

time, and in the correct amounts? 

8. Are your prices consistent with the value your customers place on the 

product or service that you are selling? 

9. How are your promotional programs working? 

10. What do your customers think of your business and its image? 

11. How do your business and your business procedures compare with 

those of your competitors?  

Correct use of marketing research can mean amazing profits for your 

business and tremendous advantages over your competitors. A famous exam-

ple of correct use of marketing research took place in the early 1960s. Ford, 
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along with two other major American motor companies, had developed cars to 

compete with foreign cars such as the Volkswagen. Ford's entry had been the 

Falcon, introduced in 1959. As the years passed, the numbers of Ford Falcons 

that were sold began to decrease as a percentage of Ford's total sales. This was 

also true for the competing cars offered by the two other American companies. 

Ford might simply have concluded that American small cars were no longer 

wanted. Instead, Ford did marketing research to find out more about the fall-

ing off of Falcon sales. During this research Ford discovered an interesting 

and important fact: while sales of the Falcon were declining, sales of sporty 

options such as bucket seats and a special interior were increasing. This was 

due primarily to the greater numbers of young adults who were purchasing the 

vehicle. Ford's careful study of the market research findings led the company 

to put out the Ford Mustang, introduced in 1965. This sporty vehicle demol-

ished all previous records for sales and developed a new market after which 

competitors followed as best they could, some two to three years behind. The 

head of Ford's Mustang project was none other than a young engineer by the 

name of Lee Iacocca. 

But successful use of marketing research is not limited to major compa-

nies such as Ford. Thousands of small firms and entrepreneurs have used mar-

keting research successfully to carve out huge shares of their respective mar-

kets. An optical firm totally turned its company around and doubled sales 

within a year by identifying its customers. A mail order entrepreneur sold $10 

million worth of a single product through marketing research techniques. A 

small computer firm successfully took on IBM a segment of the total comput-

er market and won through the correct application of marketing research. 

 

VOCABULARY  FOCUS 

 

Ex. 1. Match the words on the left with their definition on the right. 

1) to encompass 

2) consistent 

3) to put out 

4) to carve out 

5) to demolish 

a) knock down 

b) surround, contain 

c) take from a larger whole 

d) dislocate, take away 

e) compatible or in harmony 

 

Ex. 2. Fill in the gaps with the necessary prepositions. 

1. In market segmentation you identify a specific portion – the market and 

concentrate your resources – selling – that one segment. 

2. In product differentiation you differentiate your product – that of a compet-

itor in such a fashion as to best appeal – potential buyers. 
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3. Your prices should be consistent – the value your customers place – the 

product or service that you are selling. 

4. Ford did marketing research to find – more about the falling – of Falcon 

sales. 

5. Ford’s careful study of the market research findings led the company to put 

– the Ford Mustang, introduced – 1965. 

6. Successful use of marketing research is not limited – major companies such 

as Ford. 

7. IBM took – a segment of the total computer market and won – the correct 

application of marketing research. 

 

COMPREHENSION 

 

Ex. 1. Look through the text once again and say which of the following ex-

presses the main idea of the text best of all. 

1. Marketing research, its functions and use. 

2. Marketing research conducted by big companies. 

3. Marketing research and small firms. 

4. Marketing research and its successful use. 

 

Ex. 2. Read the text again and decide which of following statements are cor-

rect. 

1. Marketing research shows who your market is and which methods will best 

satisfy the needs of your market. 

2. Some basic marketing strategies are possible without marketing research. 

3. Correct use of marketing research can bring high profits for business and 

advantages over competitors. 

4. A famous example of correct use of marketing research took place in the 

early 1950s.  

5. Ford had developed cars to compete with other American companies. 

6. Ford discovered that sales of sporty options were decreasing due to young 

adults. 

7. The Ford Mustang was introduced in 1964. 

8. The Ford Mustang didn't demolish previous records for sales. 

9. Successful use of marketing research is practiced by thousands of small 

firms. 

 

Ex. 3. Answer the following questions. 

1. What is marketing research? 
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2. What will marketing research help you to do? 

3. Why is marketing research so important? 

4. What things will marketing research tell you? 

5. Why did the Ford Mustang demolish all previous records for sales? 

6. Do small firms use marketing research successfully? 

 

T E X T  4 

Marketing Management 

Read the text and do the tasks that follows. 

The purpose of this unit is to provide you with an understanding of the 

fundamental concepts and techniques of marketing decision making. Although 

we will begin with a discussion of individual elements of a marketing pro-

gram, our ultimate goal is the improvement of your ability to integrate these 

individual elements into a well-reasoned and practical marketing plan. Such a 

plan connects the organization's aims and abilities with the customers' needs 

and wants in the context of an environment. Several of these terms merit clas-

sification at the outset. 

There have been innumerable definitions of marketing management - no 

individual phrasing has captured universal acceptance. Most contemporary 

definitions include the following notions: 

1. Marketing management is purposeful - those in it are attempting to ac-

complish organizational objectives such as dollar profit, share of market, polit-

ical candidate's success, charity donation goals, etc. The most common goal is 

profit, but it is not the goal in all situations. 

2.  Marketing management is designed to satisfy the needs and/or wants 

of constituencies; for managements to achieve organizational goals, some 

constituency (hereafter referred to as customer group or consumer group) 

must buy a product, service, or idea from the organization. 

3. Marketing management involves trade-offs - an organization's re-

sources (dollars, skills, location, costs) impose limits on how well it can meet 

the requirements of its customers. No organization can be all things to all peo-

ple. Thus, marketing managers must decide upon a specific customer group to 

whom to cater (called the market target) and decide what, of the several alter-

native possibilities, it will offer to that group. 

4. Marketing management is competitive - with rare exceptions, organiza-

tions must compete for the attention, initial patronage, and continoues patron-

age of their customers. Sometimes the competition is very direct (one shaving 

cream versus another) and sometimes very indirect (the relative share of milk 

versus other beverages in individuals' daily fluid intake). Usually there is a 
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spectrum of competitive offerings a manager must "better" to obtain and main-

tain customers' patronage. 

5. Marketing decision making can be improved via a combination of ex-

perience and academic discipline; while only a few would maintain marketing 

management is a science, most knowledgeable individuals would agree that 

there are some conventional wisdom and "fundamental concepts." 

The above five points are all essential to an understanding of what mod-

ern marketing management entails. Marketing does not equal selling, nor does 

it equal advertising. Marketing is an approach to improving the relationship 

between an organization and its existing (or sought-after) clientele. Most busi-

ness observers can cite countless examples of successful marketers and unsuc-

cessful ones. 

 

COMPREHENSION 
 

Ex. 1. Mark the following statements as True or False. Correct the False ones. 

1. There is a universal definition of marketing management. 

2. The most common goal of those in marketing management is profit, but 

it is not the goal in all situations. 

3. Marketing management is designed to satisfy the needs of definite con-

sumer groups. 

4. Marketing management is not concerned with competition. 

5. Marketing decision making can be improved via a combination of expe-

rience and academic discipline. 

6. Marketing equals advertising. 

 

Ex. 2. Complete the following sentences using the information from the text. 

1. Marketing management is purposeful _______ those in it are attempting 

to accomplish _______ . 

2. A constituency is here referred to as _______ . 

3. The market target is a specific _______ . 

4. Organizations must compete for _______ . 

5. Sometimes the competition is very _______ and sometimes very 

_______ . 

6. Marketing is an approach to improving the relations between _______ . 

 

Ex. 3. Answer the following questions: 

1. What notions does marketing management include? 

2. What is understood by the market target? 

3. What does the competitiveness of marketing management mean? 
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4. In what way can marketing decision making be improved? 

5. Is marketing the same as selling or advertising? 

 

Ex. 4. Speak about marketing management. You may use the following clichés. 

The text is devoted to … 

It gives a detailed analysis of … 

… are discussed. 

Much attention is given to … 

The author comes to the conclusion that … 

 

T E X T  5 

Marketing Department 

Read the text for general comprehension and answer the questions that follow. 

Having made a product the problem becomes to find someone who will 

buy it. It is the responsibility of the marketing department to promote and or-

ganize the sale of products to the purchaser. Broadly speaking, activities such 

as sales promotion, advertising and market research are covered. It would be 

possible for the factory simply to produce a motor car and then hope that it 

sells. However, it takes a long time to set up a production line for a car assem-

bly plant and even minor modifications can prove difficult and expensive. It is 

much better to discover what people are looking for when they buy a car and 

then try to satisfy their needs. Do car drivers want speed — or safety? Are 

they looking for the power to accelerate — or comfort? Is their aim to impress 

their neighbours and other road users, or are they just concerned with getting 

from A to В and back? How important is the price, and the cost of petrol and 

maintenance? Which designs and colours are preferred? Who is buying the 

car? Is it a company or an individual? It is questions like these the marketing 

department will have to answer even before production commences. 

It becomes obvious that making and selling are two facets of the same 

undertaking. The marketing manager and the production manager are two 

members of the same team, depending on each other in much the same way as 

the players in the Liverpool football team. What good does it do if our strikers 

are scoring goals but our goalkeeper keeps having to pick the ball out of the 

back of the net? This situation could be compared to the marketing team who 

make great efforts to find customers for their cars, only to find the cars cannot 

be delivered on time, or that the cars develop faults as soon as they arrive. 

The problem facing any business is that the market for goods — and ser-

vices – is ever changing. Take the case of a company manufacturing ciga-

rettes. Not so long ago the market for cigarettes was assured. Then the medical 
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researchers discovered the link between cigarette smoking and lung cancer 

and many other diseases. Prospects for further growth evaporated as many 

people decided both to save money and live longer to spend it. The govern-

ment joined in by restricting advertising and sponsoring their own anti-

smoking campaign. The government is also understandably involved in cam-

paigns to discourage drinking and driving, much to the chagrin of the brewer-

ies whose sales of wines and spirits are thereby reduced. 

New technologies have an even more devastating effect on the markets. 

Once upon a time there was a very successful company which made gas man-

tles. The whole country was lit by gas. Then came electric light. The sales of 

gas mantles plummeted. Today we look to oil for our energy. Our oil compa-

nies prosper, but for how long? The day before yesterday we used typewriters. 

Yesterday we used electric typewriters. Today we use word processors. And 

tomorrow? 

The rapidly changing world is both a headache and an exciting challenge to 

those engaged in marketing. If they predict correctly their business will sur-

vive and prosper. If they misread the signs the business will fail and, perhaps 

more importantly for all of us, valuable economic resources will be wasted. 

a) What is the purpose of the marketing department? 

b) Why do the marketing and production departments need to co-operate? 

c) What needs to be done before a production line is set up? 

d) What do businesspeople and footballers have in common? 

e) In what ways do the marketing team depend on the production team? 

f) Why is the design of a product so important? 

g) Why is the rapidly changing world a challenge to the marketing team? 

h) What does a business need to do to survive and prosper? 

i) In what ways can a government help or hinder a business? 

j) How do we all benefit (or suffer) from the activities of business firms? 

 

DIALOGUE 

Read the dialogue in pairs and do the following exercises. 

1 – Good morning, Mr Clarkson. Please sit down. 
2 – Thanks. 

1– I wonder if you could start off by telling me a bit about yourself. 

2 – Yes, er, well, I took a science degree in chemistry actually but I didn’t 

want to stay in that field so I took a master’s in marketing. 

1 – That was in the States, I see. And since then you've been working for a 

design company. 
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2 – That's right. I've been with Proton Designs for three years now. I think 

it's time to move on. 

1 – Could you say a bit more about that? 

2 – Well it's been a very interesting three years and I've learnt a lot. But it's 

a very small company and I'm looking for more of a challenge. 

1. – And you think we can offer you that? 

2. – I hope so. Certainly the job of international marketing director seems to 

be what I am looking for. As you can see from my CV I can speak Spanish 

and French. 

1 – Yes, that could be useful to us. Do you think you have enough experi-

ence for this post? After all, you have only three years marketing behind 

you. 

2 – I know that doesn't seem much but I was playing a leading role with 

Proton company so I was given a lot of responsibility. 

1 – Such as? 

2 – For example, I was in charge of developing a marketing plan for the 

company. 

1. – That sounds impressive. Now perhaps I’ll tell you a bit more about the 

sort of person we are looking for and you can see how you might fit in....  

 

Ex. 1. Conversation in context. 

1. What kind of dialogue is it? 

2. What job is Mr. Clarkson applying for? 

3. What education did he get? 

4. Do you think he has enough experience for this post? 

5. If you were to take a decision, would you appoint Mr. Clarkson for the po-

sition of international marketing director? 

 

Ex. 2. Personal application. 

1. Have you ever considered working for a marketing company? 

2. What qualifications are necessary to become a marketing director or a 

marketing manager? 

3. What are the responsibilities of a marketing manager? 

4. What kind of person can make a good marketing manager? Do you think 

you are that sort of person? 

 

Ех. 3. Read the interview aloud with a group mate supplying the missing 

words. 
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1–  Good morning, Mr Clarkson. Please sit down. 

2–  Thanks. 

1–  I wonder if you could start — by telling me a bit about yourself. 

2–  Yes, er well, I took a — degree in chemistry actually but I didn't want to 

stay in that — so I took a master's in— . 

1–  That was in the States, I see. And since then you've been working — a 

design—. 

2–   That's right. I've been – Proton Designs for three years now. I think it's 

time to move—. 

1–   Could you say a bit more about that? 

2–   Well it's been a very interesting three years and I've learnt a lot. But it's 

a very small company and I'm looking — more of a —. 

1–    And you think we can offer you that? 

2–  I hope so. Certainly the job of international --- --- seems to be 

what I am looking for. As you can see from my — I can speak Spanish and 

French. 

1–  Yes, that could be useful to us. Do you think you have enough—for this 

— ? After all, you have only three years marketing — you. 
2– I know that doesn't seem much but I was --- a leading role -- Proton. It is a 

small company so I was given a lot of— . 

1–  Such as? 

2 – For example, I was in — of developing a marketing plan for the compa-

ny.  

1–  That sounds— . Now perhaps I'll tell you a bit more about the — of 

person we are looking for and you can see how you might fit in..... 

 

Ex. 4. Discuss in pairs what kind of person the company is looking for to 

complete the interview.  

Act out your own interview on analogy. 
 

 

TRANSLATION 

 
Making Sense of SWOT 

Lee Zhuang explains how to carry out and interpret a SWOT analysis. Read 

and translate the text into Russian. 

Of the many strategic analysis tools and techniques SWOT is perhaps the 

most commonly known. It is a systematic evaluation of an organisation’s 
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Stengths and Weaknesses in relation to its environmental Opportunities and 

Threats.  

Despite what the term might suggest, SWOT is not in itself an analytical 

method. Rather, it is a presentational or summarizing tool that brings together 

the results of all aspects of strategic analysis. It is important to note, however, 

that SWOT is not just about making a list of bullet points. Unless the factors 

contained in the list are supported with strong evidence, they will not help the 

organization concerned to reestablish itself for future strategic success. In fact, 

a strategy based on unsubstantiated strengths and opportunities can be danger-

ously misleading. 

Depending on the complexity and one’s knowledge of a particular situa-

tion, a SWOT analysis may involve simply listing all the strengths, weakness-

es, opportunities and threats associated with a company. More often than not, 

however, a meaningful SWOT analysis involves the application of a range of 

analytical tools and techniques to identify an organisation’s internal strengths 

and weaknesses, and external opportunities and threats. Popular tools and 

techniques that may be used include a resource audit, value-chain and PEST 

analysis. 

 

Strengths and weaknesses 

Strengths of an organization are usually the factors that:  

 make it successful in what it has been doing 

 allow it to take advantage of emerging external opportunities 

 enable it to avoid or play down the impact of emerging external threats 

Corporate strengths may include ownership of technology and techniques, 

management know-how, high liquidity, key personnel with a particular type of 

expertise, etc. One of Microsoft’s strengths is its extensive licensing agree-

ments with computer manufacturers for its Windows based software. This has 

ultimately led to the company’s domination of the computing industry. Many 

multinational corporations, such as BP and Coca-Cola, have utilized their fi-

nancial strengths to develop overseas markets.  

Weaknesses of an organization, on the other hand, are the factors that: 

 prevent it from achieving optimum results in what it has been doing 

 prevent it from taking advantage of emerging external opportunities 

 make it unable to avoid or play down the impact emerging external 

threats 

Corporate weaknesses may include the lack of particular type of corporate 

resource, tangible or intangible. For instance, in today’s soft-drinks industry, 

control of distribution channels is vital to maintaining markets shares. With 
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Coca-Cola’s position in McDonald’s and Pepsi’s in KFC restaurants, other 

players have a tough battle to fight to gain a foothold in these outlets.  

Interestingly, some of an organisation’s strengths may also be its weak-

nesses, depending on how it utilises them in response to the constantly chang-

ing environment. Steve Jobs at Apple computers fostered a culture that active-

ly encouraged innovation with few rigid organizational rules and regulations.  

The company developed many original ideas and designs. However, its re-

laxed organisational culture also made it less able to harness the interval crea-

tivity to its own competitive advantage. 

Through a comprehensive analysis of its internal situation, using tech-

niques such as a resource audit and financial ratio analysis, an organization 

should be able to identify its corporate strengths and weaknesses. This analy-

sis may be undertaken in the following steps: 

1. Identify the corporate mission and objectives the firm is trying to 

achieve, which may not be explicitly stated and understood.  

2. Identify the actual strategies the firm employs to achieve its goals and 

objectives, with are not necessarily the intended or publicized ones due to a 

strategic drift in the implementation process. 

3. Examine the extent to which the corporate goals and objectives have 

been achieved through these strategies. 

4. Apply the appropriate tools and techniques to highlight the key factors 

that have helped the firm achieve its strategic goals and the factors that have 

prevented the firm from realising its strategic goals. The former are, of course, 

the strengths and the latter are the weaknesses of the organisation. 

Opportunities and threats 
An opportunity can be defined as 'any favourable situation in the organisa-

tion's environment. It is usually a trend or change of some kind or an over-

looked need that increases demand for a product or service and permits the 

firm to enhance its position by supplying it.' (Rowe 1994, p. 199) Generally 

speaking, opportunities most relevant to an organisation are those that: 

 offer some kind of competitive advantage 

 open up important avenues for growth 

Whereas a threat is 'any unfavourable situation in the organisation's envi-

ronment that is potentially damaging to its strategy. The threat may be a barri-

er, a constraint, or anything external that might cause problems, damage, or 

injury.' (Rowe 1994, p. 199) 

Opportunities may include things such as the increasing availability of a 

technology, the opening up of a market (e.g. eastern Europe), or the govern-

ment's deregulation of a particular industry. Over the past few years, as com-

puter chips have become cheaper and more powerful, the electronics industry 
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has been able to enhance product performance. The government's deregulation 

of the rail industry in the UK over a decade ago created a business opportunity 

for many companies, including Virgin, although this deregulation, to date, has 

not in general terms led to improved passenger services. 

An external threat may come in the form of declining market demand for a 

product or service, such as the demand for coal. The entry of a powerful play-

er can also be a threat to others operating in the same industry. When the giant 

US firm Wal-Mart bought Asda, the shares of Salisbury's and Safeway 

slumped in anticipation of ferocious competition. 

It should be noted that although external opportunities and threats are open 

to all organisations operating in the same industry, it is an organisation's 

strengths and weaknesses that make it better or worse able to take advantage 

of the available opportunities and avoid the threats. For instance, in the 1970s, 

the emerging power of watch-making companies in the Far East posed serious 

threats to the Swiss watch-making industry renowned for its quality, precision 

and durability. 

Recognising the potential of electronic components as opposed to mechan-

ical ones and the growing emphasis on fashion rather than durability, ETA 

successfully created the Swatch brand when many traditional Swiss watch-

making firms failed. 

Making sense of a SWOT analysis 
A SWOT analysis can be used to evaluate an organisation's strategic capa-

bility against the demands of the external forces it faces. 

If the information is available, an organisation should carry out a SWOT 

analysis on its key competitors. This will allow it to have a clear idea of where 

the company is placed in relation to others competing in the same market. In 

particular, it will enable the company to identify the areas in which it can do 

better than the competition. The areas that the company can do better than 

others are its core competences. A strategy that builds on these is more likely 

to succeed. The success of Microsoft has not been built on the making of 

computers but the development and licensing of Windows based software as 

these are what it is better at. Anyone who tries to set up a travel agency with-

out realtime access to a certain number of seats from a number of airlines will 

fail. In this case, real-time access is critical. Factors like these are sometimes 

called 'critical success factors'. 

When presenting the results of a SWOT analysis, try to focus on the main 

strengths, weaknesses, opportunities and threats. State each item clearly and 

concisely but try to keep it all on one page or less. Page after page of results 

will not help to communicate the key points. 
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LISTENING 

Listening Comprehension I 
 

The Story of the Swatch 

Ex. 1. Before listening to the story about the success of the Swatch, go through 

the list of the words below and make sure you know them. 

to wind up  

face   

hands 

computerized production line 

to be saturated with 

unrepairable watch 

upmarket timepiece 

strap 

quarts watches 

luxury watch manufactures 

to be welded into 

 

Ex. 2. Listen to the story. Decide whether these statements are true or false. 

1. Swiss luxury watch manufacturers were doing badly in the 1980s. 

2. Electronic digital watches were invented in Switzerland. 

3. The first digital watches were manufactured in the Far East. 

4. According to market research consumers preferred analogue watches. 

5. ETA developed the technology to make quartz analogue watches. 

6. ETA’s new product would be easy to repair. 

7. Swatches would be fashion item, not timepieces. 

8. In 1985 ETA spent $ 30 million on advertising in the USA. 

9. ETA promoted Swatches by sponsoring sports. 

10. There were many kinds of Swatches: some even tasted of strawberries. 

11. It wasn’t possible for customers to buy a Swatch at a discount. 

12. ETA didn’t produce as many Swatches as customers wanted. 

 

Ex. 3. Listen to the story again and answer the following questions: 

1. What led to the trouble the Swiss watch industry was in? 

2. Where were electronic quarts watches first manufactured and sold? 

3. What did the Swiss market research show? 

4. What technology was developed by ETA? 

5. What was the market at a time saturated with? 

6. What risk did the ETA take? 
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7. What part of society did they target? 

8. Was it a short- or long-term profit maximizer and why? 

9. Was it a mass production item? 

10. Was it a drawback that they were unrepairable? 

 

Ex. 4. In pairs or groups of 3 discuss the reasons which led to the success of 

the Swatch? 

 

Listening Comprehension II 

 

Ex. 1. Listen to the Steve Moody, the manager of the Marks&Spencer Store in 

Cambridge, giving a hypothetical example of a marketing failure – a product 

that reaches the shops but fails to sell. 

Say what is the example of a product that fails to sell. 

 

Ex. 2. Listen to the recording again and answer the following questions: 

1. What does Steve Moody say is the role of Marks & Spenser’s head office? 

2. In these circumstances, whose fault would it be that the product failed? 

3. What had not been done properly, before the product was delivered to the 

stores? 

4. Who would be the only people in the company that would be able to find 

out what is wrong? 

5. What action could Marks &Spencer take? 

6. How does Steve Moody describe the relationship between head office and 

the individual stores? 

 

Ex. 3. In Steve Moody's hypothetical example, it seems as if there has been a 

market research failure. Before launching the product, the store did not have 

enough information about the potential market and customers' tastes and 

opinions. 

Suppose that you were part of the marketing team responsible for the fol-

lowing product concepts: 

 

1 a new line of swimwear, to be sold by a chain of department stores 

2  Fresh Fries 

3 a new range of expensive hi-fi equipment 

4  a new English dictionary for foreign learners 
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What market research would you do before developing the products? What 

specific information would you need? 'Where could you get it? 

 

In each case, which of the following sources of information do you think 

would be most useful, and why? 
 

 Focus group interviews, in which several members of the target market are 

invited (and paid a small fee) to meet and discuss the product concept 

 Internal research: analysing data already available in the company's ac-

counts and sales departments, which keep records of sales, orders, invento-

ry size, and so on  

 Printed sources of secondary data, including business newspapers, maga-

zines and trade journals, competitors' annual reports, official government 

statistics, and reports published by private market research agencies  

 Questionnaire research, by telephone, mail, or personal interviewing 

 The company's own sales staff 

 Other sources 

 

DISCUSSION 

Discuss: 

– the centrality of marketing for any business; 

– the difference between the “selling and marketing concepts”; 

– the marketing mix; 

– the importance of a marketing plan; 

– SWOT analysis; 

– marketing research, its functions and use; 

– marketing research and small firms; 

– the importance of marketing management and its goal; 

– the purpose of the marketing department; 

– ways of improving marketing decision making. 

 

VOCABULARY 

amount to, v – доходить до, составлять 

anticipate, v – предвидеть, предчувствовать 

bucket seat, n – одноместное сиденье 

carve out, v – вырезать, делить, дробить, выделить 

clientele, n – постоянные покупатели 

consistent, a – совместимый, согласующийся 
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default, n – невыполнение обязательств, неисполнение договора, неуплата 

demolish, v – сносить, уничтожать, разрушать 

encompass, v – окружать, включать, охватывать 

entail, v – влечь за собой, вызывать 

haphazard, a – случайный, бессистемный 

launch, v – разрабатывать, выпустить продукт, запустить программу 

merit, v – заслужить, быть достойным 

outlet, n – торговая точка, рынок сбыта 

patronage, n – покровительство, клиентура, постоянные покупатели, по-

стоянство 

put out, v – удалять, устранять 

superfluous, a – излишний, чрезмерный, ненужный 

trade-off, n – компромисс, выбор, альтернатива 

vigorous, a – сильный, энергичный 

 

 

GLOSSARY 

 
Marketing – the activity or process involving research, promotion, sales, and 

distribution of a product or service. 

Product – a good, a service, or idea to satisfy the consumer’s needs. A “prod-

uct” is not just a collection of components. A “total product” includes the 

image of the product, its design, quality and reliability.  

Price – what is exchanged for the product. Pricing takes account of the value 

of a product and its quality, the ability of the customer to pay. 

Place – a means of getting the product to the consumer’s hands, using various 

channels of distribution. 

Promotion – presenting the product to the customer. Promotion involves the 

packaging presentation of the product, its image, the product’s brand name, 

advertising and slogans, brochures, literature and so on. 

SWOT – a systematic evaluation of an organization’s strenghths and weak-

nesses in relation to its environmental Opportunities and Threats. 

Marketing research – the gathering, recording, and analyzing of information 

about problems relating to marketing. 

Marketing management – fundamental concepts and techniques of market-

ing decision making. 
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15.  ADVERTISING 

 

 

Advertising may be described as the science of arresting 

human intelligence long enough to get money from it. 

George Orwell 

 

DISCOVERING CONNECTIONS 
 

1. Do you easily make choices? 

2. Who can you address when you don’t know what to buy? 

3. Do you often rely on advertisements when choosing what to buy? 

4. Do you like ads or hate them? What is your favourite advertisement? 

5. What does advertising appeal to? 

6. Why do companies advertise? 

7. Where do companies advertise? 

8. Why is the importance of advertising so high? 

 

READING 

T E X T  1 

Advertising and Advertisements 

Read the text and do the tasks that follow. 

The importance of consumer discrimination in domestic life is clear. In-

deed, the evaluation and selection of manufactured items – from soap powders 

to cars – is an inescapable part of life in today's society. But most people have 

little knowledge of the actual production of what they buy and are therefore 

unable to make first-hand judgements of quality. So where do ideas of value 

for money originate? On what basis do we discriminate between two compa-

rable products? Ideally, judgement is based on the type and quality of materi-

als, construction, performance, appearance and price. Often, however, first-

hand knowledge of these factors is not available and we rely on advertise-

ments. 

The essence of advertising is persuasion. To use reasoned argument in or-

der to persuade people to buy a particular product seems a valid form of prop-

aganda and, indeed, could be expected to assist the process of discrimination. 

But the advertiser's concern cannot be solely to assist discrimination. His ap-

peal is therefore rarely directed towards reason alone but also towards the 

more emotional responses that may be triggered by associating a product with 
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the private hopes, fears, prejudices, and anxieties that beset the average human 

being. And if these appeals can be disguised within a reasoned argument, so 

much the better. 

The British Code of Advertising Practice exists to protect the consumer 

from being deceived and misinformed by advertisements. Their slogan is: 

"ALL ADVERTISEMENTS SHOULD BE LEGAL, DECENT, HONEST 

AND TRUTHFUL" 

and in their own advertisement they invite consumers to exercise discrimi-

nation and to report to the authorities any advertisements which do not fulfil 

their requirements advertising Practice is based on 

General Principles. 

1. Advertisements should not contain statements or visual presentations of-

fensive to the standards of decency prevailing among those who are likely to 

be exposed to them. 

2. Advertisements should not be so framed as to abuse the trust of the con-

sumer or exploit his lack of experience or knowledge. 

3. Advertisements should not without justifiable reason play on fear. 

4. Advertisements should not contain anything which might lead or lend 

support to acts of violence, nor should they appear to condone such acts.  

5. All descriptions, claims and comparisons which relate to matters of ob-

jectively ascertainable fact should be capable of substantiation, and advertisers 

and advertising agencies are required to hold such substantiation ready for 

production without delay to the CAP Committee of the Advertising Standard 

Authority. 

6. Advertisements should not contain any statements or visual presentation 

which, directly or by implication, omission, ambiguity, or exaggerated claim, 

is likely to mislead the consumer about the product advertised, the advertiser, 

or about any other product or advertiser. 

7. Advertisements should not misuse research results or quotations from 

technical and scientific literature. 

8. Consumers should not be led to overestimate the value of goods whether 

by exaggeration or through unrealistic comparisons with other goods or other 

prices. 

9. All comparative advertisements should respect the principles of fair 

competition and should be so designed that there is no likelihood of the con-

sumer being misled as a result of the comparison, either about the product ad-

vertised or that with which it is compared. 

10. Advertisements should not unfairly attack or discredit other products, 

advertisers or advertisements directly or by implication. 
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11. Advertisements should be clearly distinguishable as such whatever their 

form and whatever the medium used. When an advertisement appears in a me-

dium which contains news, editorial or programme matter it should be so de-

signed, produced and presented that it will be readily recognized as an adver-

tisement. 

12. Advertisements should not, without justifiable reason, show or refer to 

dangerous practices or manifest a disregard for safety. Special care should be 

taken in advertisements directed towards or depicting children or young people. 

13. Advertisements addressed to children or young people or likely to be 

seen by them, should not contain anything whether in illustration or otherwise, 

which might result in harming them physically, mentally or morally, or which 

exploits their credulity, their lack of experience, or their natural sense of loyal-

ty. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Study the meaning of the following words, and then use them to fill in 

the gaps: 

1. Advertising means making a product or service known to the public 

(through the press, television, cinema, etc.) in order to sell it 

1.1 Advertising is uncountable (an advertising' is incorrect). The countable 

noun is advertisement: I've placed an advertisement in The Financial Times. 

2. Publicity involves attracting the public's attention but not necessary to 

sell anything specific. The sponsorship of a boat in the America's Cup gave 

them a lot of publicity. The scandal of the President's love affair attracted a 

vast amount of publicity. 

3. Marketing involves all the activities intended to stimulate demand for 

products and services: e.g. advertising, sales promotion, branding, consumer 

tests, market surveys and so on. 3.1 The marketing mix refers to the combina-

tion of promotion, product, price and place needed to ensure a product's suc-

cess in the market place. 

4. Public relations has been defined as the 'deliberate, planned and sus-

tained effort to establish and maintain mutual understanding between an or-

ganization and its public'. (Institute of Public Relations). Although it is part of 

marketing and promotion PR has no direct involvement in selling. Its function 

is to build up a good image and reputation, to show that the firm is social-y 

aware and has the public interest at heart. 

Which of these words is for: advertising, marketing or public relations 

a. We are a dynamic young company selling capital equipment to the cater-

ing industry. We wish to appoint an energetic and innovative ___ professional 
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to initiate, develop and test out ideas for widening our customer base. The 

work also involves commissioning and interpreting research together with 

providing sales support services. 

b. We are an independent ___ agency seeking a senior account executive to 

control a number of consumer and business-to-business accounts. The ideal 

candidate should have at least three to four years' experience, good communi-

cation skills and a sound understanding of the media. 

c. As Press and _____ officer you’ll be responsible for 

•   improving our overall corporate image 

•   developing and maintaining media contacts 

•   organizing and overseeing exhibitions and events 

You are likely to be in your mid-30s and have experience in copywriting, 

media liaison and conference organization. You are, above all, an excellent 

communicator and ...... 

 

Ex. 2. Express in one word. 

1. Persuading or being persuaded; power of persuading; conviction; belief. 

2. Opinion, like or dislike, formed before one has adequate knowledge or 

experience. 

3. State of being ambiguous; expression, etc. that can have more than one 

meaning. 

4. Emotional condition in which there is fear and uncertainty about the fu-

ture. 

5. The ability to be believed in. 

6. Stretch (a description) beyond the truth; make sth. seem larger, better, 

worse, etc. than it really is. 

7. What is implied; sth. hinted at or suggested, but not expressed. 

8. True and faithful. 

9. Make people stop respecting or trusting someone or something. 

10. Judge something to be better than it really is. 

11. Acceptable behaviour, especially moral and sexual behaviour. 
______________________________________________________________________________________________________________ 

Words for reference: ambiguity, anxiety, decency, credibility, implication, 

prejudice, persuasion, loyal, overestimate, exaggerate, discredit. 

 

Ex. 3. Choose the words with similar meaning from the two lists. 

3) Argument, essence, evaluation, ambiguity, judgement, performance, vi-

olence, offensive, honest, to deceive, to depict, to originate. 

4) Implication, truthful, to lie, to portray, to cause, controversy, the point, 

estimation, opinion, fulfilment, force, insulting. 
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Ex. 4. What are the opposites? 

Disappearance, regard, disloyalty, incompatible, indecent, indistinguisha-

ble, honesty, to credit, to lead, to use, unfairly. 

 

Ex. 5. Using a dictionary add as many words as possible into the table. 

Verbs Adjectives Nouns 

1.  argument 

2.  claim 

3.  credibility 

4.  fear 

5.  judgement 

6. to deceive   

7. to discredit   

8. compatible  

9. decent  

 

Ex. 6. Form all possible word combinations using the words of the both col-

umns and translate them into Russian. Make sentences about advertising using 
these word combinations. 

rely on 

trigger 

deceive 

legal 

decent 

justifiable 

misuse 

depict 

offensive 

truthful 

judgments 

consumer 

advertisements 

reason 

claim 

unfairly 

argument 

evaluation 

essence 

exaggeration 

 

Ex. 7. Complete the sentences with the words from the box below. 

being deceived,          essence,                  production,           fear,          

violence,                 discredit,                depicting,                mislead 

1. The ... of advertising is persuasion. 

2. The consumer wants to be protected from ... and misinformed by adver-

tisements. 

3. Most people have little knowledge of the actual ... of what they buy. 

4. Advertisements should not play on .... 
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5. Advertisements should not contain acts of .... 

6. Advertisements should not ... the consumer about the product. 

7. Special care should be taken in advertisements ... children or young people. 

8. Advertisements should not ... other products. 

 

Ex. 8. Fill in the gaps with on, towards, from, to, in, at, for, off or with. 

1. We often rely ... advertisements. 

2. His appeal is rarely directed ... reason alone. 

3. It protects the consumer ... being deceived and misinformed by advertise-

ments. 

4. Advertisements should not contain statements offensive ... the standards of 

decency. 

5. They should not play ... fear. 

6. Advertisements addressed to children should not contain anything which 

might result... harming them. 

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

clients. 

8. It is illegal... advertisers to make untrue statements about their goods. 

9. As a demand ... a product sags, it can be stimulated. 

10. Without the possibility of advertising, workforces would have to be laid ... 

when sales fell. 

11. How could trading be carried ... without such devices? 

12. Commercial television is able to provide us ... free programmes. 

13. We also have advertisers to thank ... the free colour supplements. 

14. We are looking ... a particular company now. 

 

Ex. 9. Make up your own text using the following words and word combina-

tions. 

Advertising, persuasion, consumer discrimination, evaluation and selection 

of items, to make judgements of quality, a valid form of propaganda, emotion-

al responses, fair competition, lack of experience, to discredit, to deceive, to 

misinform. 

 

COMPREHENSION 
 

Ex. 1. Complete the sentences using information from the text. 

1. Most people are unable to make first-hand judgements of ... 

2. The advertiser appeals to reason and .... 

3. The British Code of Advertising Practice protects the consumer from .... 
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4. Advertisements should not without justifiable reason play on .... 

5. Advertisements should not contain anything that is likely to mislead the 

consumer about.... 

6. Consumers should not be led to overestimate .... 

7. Advertisements should be readily recognized as .... 

8. Advertisements should not manifest disregard for .... 

9. Advertisements addressed to children or young people should not contain 

anything which might result in .... 

 

Ex. 2. Say if the statements are true or false. 

1. The evaluation and selection of manufactured items is an inescapable part 

of life in today's society. 

2. People seldom rely on advertisements, as it’s very easy for them to make 

first-hand judgements of quality. 

3. In order to assist consumer’s discrimination, advertisers rarely appeal to 

people’s emotions. They try to use well-reasoned arguments. 

4. The British Code of Advertising Practice exists to persuade people to buy 

as many goods and services as possible. 

5. Most advertisements play on experience. 

6. There are no special rules on advertisements addressed to children. 

7. Advertisements should use research results and quotations from technical 

and scientific literature. 

8. Advertisements should not discredit other products. 

9. Advertisements should be easily recognised. 

10. Sometimes advertisements can offend the standards of decency. 

 

Ex. 3. Speak about the principles on 

• advertisements addressed to children or young people; 

• advertisements depicting children; 

• prohibition to mislead the consumer about the product advertised; 

• prohibition to contain something offensive to the standards of decency; 

• respect for the principles of fair competition. 

 

Ex. 4. A) Which of the following claims do you agree with? 

1. Advertising is essential for business, especially for launching new consum-

er products. 

2. A large reduction of advertising would decrease sales. 

3. Advertising often persuades people to buy things they don't need. 

4. Advertising often persuades people to buy things they don't want. 
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5. Advertising lowers the public's taste. 

6. Advertising raises prices. 

7. Advertising does not present a true picture of products. 

8. Advertising has a bad influence on children. 

 

B) In a well-known survey, the Harvard Business Review asked 2,700 senior 

business managers whether they agreed with these statements. The survey pro-

duced some unexpected results. Which of the following percentages do you 

think go with which of the statements above? 

41%      49%      51%      57%      60%      72%      85%      90% 

 

After matching up these figures and statements, look at the true figures. 

After reading the opinions expressed in the Harvard Business Review sur-

vey, do you want to revise the opinions you expressed above? 

 

Ex. 5. Look at the cartoon and read the conversation between the two men. 

What is the humour or message of the cartoon? What features of advertising 

does it reflect? 

 

The first man: – Your sheep look so white 

and fresh, Ben! How do you do it? 

The second man: – I use this, Stan! It’s 

new Fab-Fleece! Keeps your sheep 

looking whiter, brighter, longer! 

Now at your local feed store 

 

Ex. 6. Speak about the essence of advertising and its general principles using 

the information obtained from the text. 

 

T E X T  2 

How companies advertise? 

Read the text below and do the tasks that follow. 

Advertising informs consumers about the existence and benefits of prod-

ucts and services, and attempts to persuade them to buy them. The best form 

of advertising is probably word-of-mouth advertising, which occurs when 
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people tell their friends about the benefits of products or services that they 

have purchased. Yet virtually no providers of goods or services rely on this 

alone, but use paid advertising instead. Indeed, many organizations also use 

institutional or prestige advertising, which is designed to build in their reputa-

tion rather than to sell particular products. 

Although large companies could easily set up their own advertising depart-

ments, write their own advertisements, and buy media space themselves, they 

tend to use the services of large advertising agencies. These are likely to have 

more resources, and more knowledge about all aspects of advertising and adver-

tising media than a single company. The most talented advertising people gener-

ally prefer to work for agencies rather then individual companies as this gives 

them the chance to work on a variety of advertising accounts (contracts to adver-

tise products or services). It is also easier for a dissatisfied company to give its 

account to another agency than it would be to fire its own advertising staff. 

The client company generally gives the advertising agency an agreed budg-

et; a statement of the objectives of the advertising campaign, known as a brief; 

and an overall advertising strategy concerning the message to be communicat-

ed to the target customers. The agency creates advertisements (the word is of-

ten abbreviated to adverts or ads), and develops a media plan specifying 

which media – newspapers, magazines, radio, television, cinema, posters, 

mail, etc. – will be used and in which proportions. (On television and radio, 

ads are often known as commercials.) Agencies often produce alternative ads 

or commercials that are pre-tested in newspapers, television stations, etc. in 

different parts of a country before a final choice is made prior to a national 

campaign. 

The agency's media planners have to decide what percentage of the target 

market they want to reach (how many people will be exposed to the ads) and 

the number of times they are likely to see them. Advertising people talk about 

frequency or ‘OTS’ (opportunities to see) and the threshold effect – the point 

at which advertising becomes effective. The choice of advertising media is 

generally strongly influenced by the comparative cost of reaching 1,000 mem-

bers of the target audience, the cost per thousand (often abbreviated to CPM, 

using the Roman numeral for 1,000). The timing of advertising campaigns de-

pends on factors such as purchasing frequency and buyer turnover (new buy-

ers entering the market). 

How much to spend on advertising is always problematic. Some companies 

use the comparative-parity method – they simply match their competitors’ 

spending, thereby avoiding advertising wars. Others set their ad budget at a 

certain percentage of current sales revenue. But both these methods disregard 

the fact that increased ad spending or counter-cyclical advertising can increase 
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current sales. On the other hand, excessive advertising is counter-productive 

because after too many exposures people tend to stop noticing ads, or begin to 

find them irritating. And once the most promising prospective customers have 

been reached, there are diminishing returns, i.e. an ever-smaller increase in 

sales in relation to increased advertising spending. 

 

VOCABULARY  FOCUS 
 

Ex. 1. In the text, find the terms that mean the following. Reproduce the con-

texts in which these words are used. 

1. free advertising, when satisfied customers recommend products to their 

friends; 

2. advertising that mentions a company’s name but not specific products; 

3. companies that handle advertising for clients; 

4. a contract with a company to produce its advertising; 

5. the amount of money a company plans to spend in developing its advertis-

ing and buying media time or space; 

6. the statement of objectives of an advertising campaign that a client works 

out with an advertising agency; 

7. the advertising of a particular product or service during a particular period 

of time; 

8. a defined set of customers whose needs a company plans to satisfy; 

9. the people who choose where to advertise, in order to reach the right cus-

tomers; 

10. the fact that a certain amount of advertising is necessary to attract a pro-

spective customer's attention; 

11. choosing to spend the same amount on advertising as one's competitors; 

12. advertising during periods or seasons when sales are normally relatively poor. 

 

Ex. 2. Fill in the missing word(s) in each of the following sentences. Choose 

from the alternatives beneath each sentence. The first has been done for you. 

1. Large companies tend to use the services of large advertising …agencies…. 

a) agencies  b) companies  c) campaigns 

2. Providers of goods or services use ….. advertising to inform consumers 

about the existence and benefits of their products. 

a) made b) paid   c) free 

3. The most talented advertising people generally prefer to work for agencies 

as this gives them the chance to work on a variety of advertising ……. 

a) accounts  b) projects   c) ideas 

4. The ….. company generally gives the advertising agency an agreed budget. 
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a) customer  b) hiring   c) client 

5. An overall advertising strategy concerns the message to be communicated 

to the ……. customers. 

a) aimed  b) potential   c) target 

6. Advertising people pay much attention to the threshold effect - the point at 

which advertising becomes ….. 

a) ineffective b) effective  c) the most profitable 

 

Ex. 3. In small groups, discuss what you understand by the terms media and 

medium. Think of as many different uses of these two terms as you can, and 

then write a “dictionary” definition for each. Discuss your definitions with the 

rest of the class. 

 

Ex. 4. Now read the dictionary definitions of ‘media’ and ‘medium’ given be-

low and answer the questions: 

1. What differences and similarities are there between your definitions and 

the dictionary ones? 

2. How would ‘media’ be defined in your culture in everyday context? 

3. Would it include both senses of the definition of media? 

4. In what meaning is this word used in the text? 

 

media 1 all the organizations, such as television, radio, and the newspapers, 

that provide information for the public, regarded as a group: The letter 

was leaked to the media by a White House official. [also + plural verb 

BrE ]: The media have launched a bitter attack on the Health Minister. 

2 the plural of medium. 

 
In English, a distinction is made between the first and the second use of the term 

media by the use of a definite article. People talk about the media when they are 

referring to newspapers, magazines, TV and radio, but media when they are using 

the word as the plural of ‘medium’. 

medium 1 way of communicating information and news to people, such as 

newspapers, television etc: Politicians prefer to use the medium of tel-

evision. 

2 a way or means of expressing your ideas or of communicating with 

people: the novel as a medium for satire / the visual media. 

3 medium of instruction a language that is used for teaching: English 

is still the main medium of instruction in Nigeria. 

4 medium of exchange money or other ways of paying for things. 
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5 technical a substance or material in which things grow or exist: acid 

medium. 

6 technical a substance through which a force travels: Air is a medium 

for sound. 

 

Ex. 5. A) Study the meaning of the prefix counter. Translate the sentences 

containing the words with this prefix in the text. Can you think of any other 

contexts for these words? 

counter- prefix 1 the opposite of something: a counterproductive thing to do 

(=producing results opposite to what you wanted); 2 matching some-

thing: my counterpart in the American system (=someone who has the 

same job as mine); 3 done or given as a reaction to something, espe-

cially to oppose it: proposals and counter-proposals; 4 acting to pre-

vent something: a counterinsurgency strategy (=to prevent insurgents). 

 

B) Translate the sentences below into Russian. Explain the meaning of the 

words with counter. 

Sending young offenders to prison can be counterproductive. 

His fear of his father is counterbalanced by a genuine respect. 

The government is imposing new countermeasures against terrorism. 

I decided on a swift counterattack. 

Belgian officials are discussing this with their French counterparts. 

 

COMPREHENSION  
 

Ex. 1. Answer the following questions. 

1. What is the best kind of advertising? 

2. Why do most companies use advertising agencies? 

3. When a company hires an advertising agency, what are the roles of both 

parties? 

4. What is a media plan? 

5. What problems do the agency's media planners have to solve? 

6. Why does advertising become ineffective after a certain point? 

 

Ex. 2. Say if the statements are true or false. Correct the false ones. 

1. The best form of advertising is probably word-of-mouth advertising, that’s 

why most of providers of goods or services rely on this alone. 

2. The most talented advertising people working for individual companies en-

joy the opportunity to work on a variety of advertising accounts. 
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3. Institutional or prestige advertising is of great importance though designed 

to build in a company reputation rather than to sell particular products. 

4. The client company generally gives the advertising agency an agreed 

budget and a brief while an overall advertising strategy is worked out by 

the agency. 

5. These are market planners who are responsible for choosing advertising 

media. 

6. Alternative ads or commercials are created to help to make a final choice of 

advertising media. 

7. The choice of advertising media is generally strongly influenced by the 

comparative cost of reaching 1,000 members of the target audience  

8. There are two main factors that the timing of advertising campaigns mostly 

depends on. 

9. The comparative-parity method is rather popular when deciding how much 

to spend on advertising. 

10. A good advertisement is always effective and productive. 

 

Ex. 3. Think out the definitions for 

 word-of-mouth advertising 

 prestige advertising 

 ad budget 

 advertising wars 

 counter-productive advertising 

 

Ex. 4. Find the sentences giving the main point of the text. State the main idea 

of the text. 

 

Ex. 5. Find key words and phrases which the best express the meaning of each 

paragraph. 

 

Ex. 6. Scan the text again to answer the question: which of the following par-

agraphs most accurately summarizes the text, and why? 

a) Advertising informs consumers about the existence and benefits of prod-

ucts and services, and attempts to persuade them to buy them. The best form 

of advertising is word-of-mouth advertising, but providers of goods tend to 

use the services of large advertising agencies. The client company gives the 

advertising agency an agreed budget, a brief, and an overall advertising strate-

gy. The agency creates advertisements and develops a media plan. The timing 

of advertising campaigns depends on factors such as purchasing frequency and 
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buyer turnover. The comparative-parity method is rather popular when decid-

ing how much to spend on advertising. 

b) Advertising informs consumers about the existence and benefits of 

products and services, and attempts to persuade them to buy them. Although 

the best form of advertising is word-of-mouth advertising, virtually no provid-

ers of goods or services rely on this alone, but use paid advertising instead. 

Large companies could easily set up their own advertising departments and 

write their own advertisements but they tend to use the services of large adver-

tising agencies as these are likely to have more resources and more knowledge 

about all aspects of advertising. 

The client company gives the advertising agency an agreed budget, a brief 

and an overall advertising strategy. The agency creates advertisements and de-

velops a media plan. 

The agency's media planners decide what percentage of the target market 

they want to reach and the number of times they are likely to see them. The 

timing of advertising campaigns depends on factors such as purchasing fre-

quency and buyer turnover. 

How much to spend on advertising is always problematic as once the most 

promising prospective customers have been reached, there are diminishing re-

turns. 

c) In order to inform consumers about the existence and benefits of prod-

ucts and services, and to persuade them to buy, companies use paid advertis-

ing and address large advertising agencies. These are likely to have more re-

sources and more knowledge about all aspects of advertising and advertising 

media. 

The client company gives the advertising agency an agreed budget, a brief 

and an overall strategy concerning the message to the target customers. In its 

turn the agency creates advertisements and develops a media plan specifying 

which media will be used and in which proportions. 

The choice of advertising media is strongly influenced by the comparative 

cost of reaching 1,000 members of the target audience. The timing of advertis-

ing campaigns depends on purchasing frequency and buyer turnover. 

How much to spend on advertising is always problematic. Companies must 

take into account that excessive advertising is counter-productive because, 

once the most promising prospective customers have been reached, there are 

diminishing returns. 

 

Ex. 7. Speak about how companies advertise using the information from the 

text. 

T E X T  3 
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Read the text and think of a title to it. Then do the tasks that follow. 

Businesses need to advertise. If they did not advertise no one would even 

learn of the existence of their wares. In part, advertising is aimed at conveying 

information to potential customers and clients, but it is also used to persuade 

the public to buy. This is the area in which advertising is often criticized. Ad-

vertisements are sometimes misleading. Although it is illegal for advertisers to 

make untrue statements about their goods, services or prices, they still make 

their wares seem unduly attractive. They pander to our egos and our vanities. 

They create a demand which would not otherwise exist. 

It is easy to say, “I’m not influenced by the adverts!”. Everyone is influ-

enced to a certain extent. There was recently some research on subliminal ad-

vertising. The word 'coffee' was flashed on to the television screen. It hap-

pened so quickly that no one was aware it had happened. For just a fraction of 

a second it registered on the viewers' subconscious. The result? A surprising 

number of people chose to make coffee at that precise moment. Of course, it 

could have been a coincidence but it was highly unlikely. 

Yet, for the typical manufacturer advertising is form of insurance. The nature and 

extent of consumer's needs have to be constantly assessed. If the needs are over-

estimated it is possible, through advertising, to soak up the surplus goods which 

have been produced. As a demand for a product sags, it can be stimulated. There are 

all sorts of useful by-products. Without the possibility of advertising, workforces 

would have to be laid off when sales fell. The warehouses would become overfilled 

and the stocks would deteriorate, perhaps even becoming obsolete. 

An alternative to advertising would be to lower prices when sales fall. This 

would suit the purchasers but introduce an element of uncertainty for the man-

ufacturers. They are always concerned to ensure that their revenue exceeds 

their costs, and where would they be if there were daily fluctuations in the 

prices of their products? 

Advertising goes far beyond television and hoarding, newspapers and mag-

azines. The manager of a clothes store is advertising by putting models wear-

ing the store's clothes in the window. A bicycle manufacturer is advertising 

when he sends a new price-list through the post to his retailers. How could 

trading be carried on without such devices? 

Some would even go so far as to say that advertising actually enriches our 

lives. Commercial television is able to provide us with free programs thanks to 

its advertising revenues. National newspapers derive much of their revenue 

from advertising. Look at a typical newspaper and you will discover the pro-

portion of the pages devoted to advertisements. We also have advertisers to 

thank for the free colour supplements accompanying the Sunday newspapers. 
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COMPREHENSION 
 

Ex. 1. Having read the above text answer these questions in your own words. 

1. What is meant by informative advertising? 

2. Why is persuasive advertising criticized? 

3. What is subliminal advertising? 

4. What should be done to counter a fall in sales? 

5. How do national newspapers benefit from advertising? 

6. How can window-dressing be seen as a form of advertising? 

7. How does advertising help the workforce? 

8. Why is it expensive to hold stocks unnecessarily? 

 

Ex. 2. Decide which of the following statements are correct. 

1. It is legal to make untrue statements about goods. 

2. Adverts influence all the people. 

3. Advertising creates an extra demand. 

4. Advertising stimulates sales. 

5. The manufacturers want their revenue to exceed their costs. 

6. Advertising enriches our economy. 

7. Advertising enriches our culture. 

 

Ex. 3. Which of the following expresses the main idea of the text best of all? 

Justify your choice. 

1. Businesses need to advertise. 

2. Advertising has many different aims. 

3. There are many different types of advertising. 

4. The text explains what advertising is and how it works. 

 

Ex. 4. Annotate the text. Give the main points of it in 5 – 8 sentences. You may 

use the following clichés:  

The text … is devoted to (deals with) … . … are discussed. It is spoken in 

detail … . … is analyzed. Much attention is given to … . The author comes to 

the conclusion that … . 

 

Ex. 5. Speak on the notion of advertising and its functioning in our life. 
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T E X T  4 

The World of TV Commercials 

Read the text about the most effective advertisements. 

Some people love them – others hate them – but almost everybody watches 

dozens of TV commercials every day. They are, in fact, a vital part of today’s 

media culture. Why? Because they don't just sell us products – they also re-

flect our dreams, fears, stereotypes and fantasies. So how do they work? 

First of all, the indispensable elements of a TV commercial that impress the 

public are: 

The Concept. This is a general idea for the style of the commercial. For ex-

ample, it may be a cartoon fantasy, a 50s rock and roll party or a romantic 

beach scene. Some of today’s most popular concepts include... • the mini-

soap (a series commercials which tell a story) • the environment (this shows 

how healthy and natural a product is) • “the new man” (images of gentle, sen-

sitive men, often shown with babies or young children) • “the female execu-

tive” (images of successful women with glamorous, busy lives). 

The Slogan. This usually is a short, clever, easy-to-remember phrase. 

Three recent slogans in British commercials were... “Gas – the heat of the 

moment” (British Gas), “Sony – why compromise?” (Sony), “Everything you 

want from a store and a little bit more” (Safeway supermarkets). 

The Music. Images and words are both vital factors in a TV commercial. 

Another is the music. Some ads have their own short song or “jingle” (which 

usually includes the slogan). Others use pop, jazz or classical tunes to create a 

mood, which fits the product. 

The Slot. “Slots” are the short breaks during and between programmes. TV 

companies sell them to advertisers, but not all for the same price. A slot at 

4.30 p.m., for example, is much cheaper than one at 8 p.m. That’s because 

more people watch TV in the evening or “peak viewing” hours. 

In a TV commercial the advertiser is trying to persuade you to go out and 

buy something. He wants to make you feel that you really must have it. There 

are a number of different ways of doing this. 

1. The snob effect. You are told that the product is most exclusive and of 

course rather expensive. Only the very best people use it. 

2. The “scientific” effect. A serious-looking man with glasses and a white 

coat, possibly a doctor or a professor, tells you about the advantages of the 

product. More often he mentions “miracle ingredients” or “scientific testing” 

to persuade us. 
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3. The words-and-music effect. The name of the product is repeated over 

and over again, put into a rhyme and sung several times, in the hope that you 

won't forget it. The sung rhyme is called a “jingle”. 

4. The ha-ha effect. The advertiser tries to make you laugh by showing 

people or cartoon figures in funny situations. 

5. The VIP (Very Important Person) effect. Well-known people, like ac-

tors or football-players, are shown using the product. 

6. The super modern effect. The advertiser tries to persuade you that his 

product is a sensation or something really new. 

7. The go-go effect. This is suitable for the teenage market. It shows young 

people having a party, singing, laughing, having a wonderful time, and, of 

course, using the product. 

Persuasive advertising works on the following principles: 

1. Repetition. The simplest kind of advertising. A slogan is repeated so of-

ten that we begin to associate a brand name with a particular product or ser-

vice. 

2. Endorsement. A popular personality is used in this advertisement. 

3. Emotional appeal. Advertising often appeals to basics such as mother-

love, sex, manliness, femininity. 

4. “Keeping up with the Jones's”. An appeal to pure snob value. You 

want to appear to be richer or more successful than your neighbours. 

5. Comparison. The advert lists the qualities of a product in direct compar-

ison with rival products. 

6. An appeal to fear or anxiety. This type is similar to 3, bug works on 

our fears. 

7. Association of ideas. This is usually visual. Until it because illegal in 

Britain, cigarette advertising showed attractive, healthy people smoking in 

beautiful rural situations. 

8. Information. If a product is new, it may be enough to show it and ex-

plain what it does. 

9. Special offers/free gifts. This is a very simple and direct appeal — it's 

half price! 

10. Anti-advertising. This is a modern version, which appeals to the Brit-

ish sense of humour. It makes fun of the techniques of advertising. 

 

COMPREHENSION 
 

Ex. 1. Answer the following questions. 

1. Is advertising of any use to the society? 
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2. Do you agree with the quotation “You can tell the ideas of a nation by its 

advertisements” by Norman Douglas? Prove your point of view. 

3. Give examples of advertisements using different effects. 

4. What are your favorite commercials? Why? 

5. Analyze the techniques used in your favorite commercials/the most fre-

quently shown commercials. 

6. Which effects have the biggest influence on you? Why do you think so? 

7. What are commercials you hate most? Give your reasons. 

 

Ex. 2. Identify these advertising media. Eight different ways of advertising are 

illustrated (one of them by the indirect means of sports sponsorship). 

 

 Classify them according 

to how much you think 

each of these advertising 

messages costs, going 

from the most expensive 

to the cheapest. 

 Explain your point of 

view. 

 

Ex. 3. Look through the following passage to learn more about commercial 

advertising media. Do other advertising media use the same techniques and 

effects as TV-commercials? 

Commercial Advertising Media 

Commercial advertising media can include billboards (outdoor advertis-

ing), street furniture components, printed flyers, radio, cinema and television 

ads, web banners, web popups, skywriting, bus stop benches, magazines, 

newspapers, town criers, sides of buses, taxicab doors and roof mounts, musi-

cal stage shows, subway platforms and trains, elastic bands on disposable dia-

pers, stickers on apples in supermarkets, the opening section of streaming au-

dio and video, and the backs of event tickets and supermarket receipts. Any 

place an “identified” sponsor pays to deliver their message through a medium 

is advertising. Covert advertising embedded in other entertainment media is 

known as product placement. 

The TV-commercial is generally considered the most effective mass-

market advertising format and this is reflected by the high prices TV networks 

charge for commercial airtime during popular TV events. The annual Super 
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Boel football game in the United States is known as much for its commercial 

advertisements as for the game itself, and the average cost of a single thirty-

second TV spot during this game has reached $2.3 million (as of 2004). 

Advertising on the World Wide Web is a recent phenomenon. Prices of 

Web-based advertising space are dependent on the “relevance” of the sur-

rounding web content and the traffic that the website receives. 

E-mail advertising is another recent phenomenon. Unsolicited bulk E-mail 

advertising is known as “spam”. A message is spam only when it is unsolicit-

ed and in bulk. 

Some companies have proposed to place messages or corporate logos on 

the side of booster rockets and the International Space Station. Controversy 

exists on the effectiveness of subliminal advertising (mind control), and the 

pervasiveness of mass messages (propaganda). 

Unpaid advertising (also called word of mouth advertising) can provide 

good exposure at minimal cost. Personal recommendations (“bring a friend”, 

“sell it by zealot”), spreading buzz, or achieving the feat of equating a brand 

with a common noun (“Hoover” = “vacuum cleaner”, “Kleenex” = “tissue”) – 

these must provide the stuff of fantasy to the holder of an advertising budget. 

 

Ex. 4. Discuss with a partner. 

1. TV-commercials are considered the most effective. What is there effec-

tiveness due to? 

2. Who constitutes the target audience of E-mail ads? Do you know how to 

avoid spam? 

3. Word of mouth advertising or personal recommendations are too subjec-

tive. What do you think of it? 

 

T E X T  5 

The Four Major Promotional Tools 

Companies have to develop good products or services, price them attractively, 

and make them accessible to their target customers. But this is not enough: 

they also have to use various promotional tools to generate sales. According 

to a classification used in most marketing textbooks, advertising is only one of 

four standard promotional tools. The others are sales promotions, public rela-

tions, and personal selling. Read the text about promotional strategies and do 

the tasks that follow. 

The basic idea behind the 'marketing concept' - that you make what you can 

sell rather than sell what you make - does not mean that your product will sell 

all by itself. Even a good, attractively-priced product that clearly satisfies a 
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need has to be made known to its (1)............... customers. During the introduc-

tion and growth stages of the standard product life cycle, the producer (or im-

porter, and so on) has to develop product or brand (2)............. i.e. inform po-

tential customers (and distributors, dealers and retailers) about the product's 

existence, its features, its advantages, and so on. 

According to the well-known ‘Four Ps’ formulation of the marketing mix 

(product, place, promotion and price), this is clearly a matter of promotion. 

Since budgets are always limited, marketers usually have to decide which 

tools - advertising, public relations, sales promotion, or personal selling - to 

use, and in what proportion. 

Public relations (often abbreviated to PR) is concerned with maintaining, 

improving or protecting the image of a company or product. The most im-

portant element of PR is publicity which (as opposed to advertising) is any 

mention of a company's products that is not paid for, in any (3)............... read, 

viewed or heard by a company's customers or potential customers, aimed at 

assisting sales. Many companies attempt to Place stories or information in 

news media to attract attention to a product or service. Publicity can have a 

huge impact on public awareness that could not be achieved by advertising, or 

at least not without an enormous cost. A lot of research has shown that people 

are more likely to read and believe publicity than advertising. 

Sales promotions such as free samples, coupons, price reductions, competi-

tions, and so on, are temporary (4)............ designed to stimulate either earlier 

or stronger sales of a product. Free samples, for example, (combined with ex-

tensive advertising), may generate the initial (5)............... of a new product. 

But the majority of products available at any given time are of course in the 

(6)............... stage of the life cycle. This may last many years, until the product 

begins to be replaced by new ones and enters the decline stage. During this 

time, marketers can try out a number of promotional strategies and tactics. 

Reduced-price packs in supermarkets, for example, can be used to attract 

price-conscious brand-switchers, and also to counter a promotion by a compet-

itor. Stores also often reduce prices of specific items as loss leaders which 

bring customers into the shop where they will also buy other goods. 

Sales promotions can also be (7).............. at distributors, dealers and retail-

ers, to encourage them to stock new items or larger quantities, or to encourage 

off-season buying, or the stocking of items related to an existing product. 

They might equally be designed to strengthen brand (8)............. among retail-

ers, or gain entry to new markets. Sales promotions can also be aimed at the 

sales force, encouraging them to increase their activities in selling a particular 

product. 
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Personal selling is the most expensive promotional tool, and is generally 

only used sparingly, e.g. as a complement to (9)...... . As well as prospecting for 

customers, spreading information about a company's products and services, 

selling these products and services, and assisting customers with possible 

technical problems, salespeople have another important function. Since they 

are often the only person from a company that customers see, they are an ex-

tremely important (10)....... of information. It has been calculated that the ma-

jority of new product ideas come from customers via sales representatives. 

 

COMPREHENSION 

Ex. 1. Insert the following words in the text above. 

advertising aimed awareness Channel loyalty 

maturity medium tactics Target trial 

 

Ex. 2. There is a logical connection among three of the four words in each of 

the following groups. What is the odd one out, and why? 

1. advertising – competitors – publicity – sales promotion; 

2. advertising agency – advertising campaign – media plan – word-of-mouth 

advertising; 

3. advertising manager – brand-switcher – marketing manager – sales rep; 

4. after-sales service – guarantee – optional features – points of sale; 

5. brand awareness – brand loyalty – brand name – brand preference; 

6. competitions – coupons – free samples – line-stretching; 

7. credit terms – discount – list price – packaging; 

8. decline – growth – introduction – product improvement; 

9. focus group interviews – internal research – media plan – questionnaire; 

10. packaging – place – product – promotion. 

 

 Ex. 3. Complete the following sentences to summarize the text above. 

1. When a new product is launched, the-producer has to ... 

2. Promotion is one of the four…; sales promotions are one of four differ-

ent…. 

3. The advantages of publicity include…. 

4. The four stages of the standard product life cycle (excluding the pre-launch 

development stage) are... 

5. Reasons to offer temporary price reductions include…. 

6. Sales promotions need not only be aimed at customers ... 

7. Apart from selling a company's products, sales representatives ... 
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Ex. 4. Discuss what kind of sales promotions you are receptive to. 

• coupons giving a price reduction? 

• free samples? 

• discounts for buying a large quantity? 

• prices reductions in shops? 

• packets offering '20% Extra'? 

• competitions? 

 

Ex. 5. Work in pairs. Consider these products. Which methods are used to 

promote them? Which methods would probably not be suitable? 

New houses, a family hotel, a conference center, cheese, an airline, a mag-

azine, computers, bicycles, an exhibition, cigarettes, rail travel, medicines, 

coal, petrol, a circus, a zoo. 

 

Ex. 6. Imagine that you, in a team of three or four people, are responsible for 
promoting one of the following things. 

 

 a new taxi company in your 

town 

 a new, up-market health 

and fitness club 

 a new brand of jeans, man-

ufactured by a new (and 

therefore unknown) compa-

ny 

 a new, fashionable but in-

expensive range of quartz 

watches 

 potatoes, to be sold in su-

permarkets 

Decide exactly what your product is, what is special about it, and which 

tools you would use to promote it. Imagine that you have a generous budget, 

and are thus able to employ several different tactics. Prepare an advertise-

ment of your product and present it to the rest of the class. 

 

TRANSLATION 
 

A) Translate the text into Russian in writing. 

Public Service Advertising 
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The same advertising techniques used to promote commercial goods and 

services can be used to inform, educate and motivate the public about non-

commercial issues, such as AIDS, political ideology, energy conservation, re-

ligious recruitment, and deforestation. 

Advertising, in its non-commercial guise, is a powerful educational tool 

capable of reaching and motivating large audiences. “Advertising justifies its 

existence when used in the public interest – it is much too powerful a tool to 

use solely for commercial purposes” (David Ogilvy). 

Public service advertising, non-commercial advertising, public interest ad-

vertising, cause marketing, and social marketing are different terms for (or as-

pects of) the use of sophisticated advertising and marketing communications 

techniques (generally associated with commercial enterprise) on behalf of 

non-commercial, public interest issues and initiatives. 

In the United States, the granting of television and radio licenses is contin-

gent upon the station broadcasting a certain amount of public service advertis-

ing. Public service advertising reached its height during World Wars I and II 

under the direction of several US government agencies. 

 

B) Translate the texts into English in writing. 

1. Реклама представляет собой любую оплачиваемую форму пред-

ставления и продвижения продукции, услуг или идей каким-либо кон-

кретным человеком или организацией. Она процветает в основном в 

странах со свободной экономикой, ориентированной на получение при-

были. Это один из главных факторов ускорения сбыта товаров, способ-

ствующих подъему жизненного уровня. Реклама не может превратить 

плохой товар или услугу в хороший. Однако то, что она может сделать – 

и делает – это сообщает о старых и новых товарах и услугах. Поэтому 

три основные задачи рекламы – это: 1) дать информацию о товаре или 

услуге; 2) создать для них приоритет; 3) стимулировать мысли и дей-

ствия потребителя на их приобретение. 

Работа в рекламе включает выполнение заказов рекламодателей, ра-

боту в средствах массовой информации, рекламных агентствах, снабже-

нии или особых видах обслуживания. 

2. Корни рекламы уходят в седую древность. Хотя основными ее 

пользователями являются частные предприятия, реклама находит приме-

нение во всем мире. Реклама – рентабельный способ распространения 

обращений, будь они рассчитанными на создание всемирного предпо-

чтения к марке "Кока-кола" или на формирование у потребителей моти-

вации к потреблению молока. 
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Организации подходят к проведению рекламы по-разному. В мелких 

фирмах рекламой обычно занимается один из работников отдела сбыта, 

время от времени вступающий в контакт с рекламным агентством. Круп-

ные фирмы учреждают у себя отделы рекламы. Управляющий таким от-

делом подчиняется вице-президенту по маркетингу. В функции реклам-

ного отдела входят разработка общего бюджета на рекламу, утверждение 

представляемых агентством объявлений и кампаний, проведение меро-

приятий по прямой почтовой рекламе, устройство рекламного оформле-

ния дилерских заведений и осуществление прочих форм рекламы, кото-

рыми рекламные агентства обычно не занимаются. Большинство фирм 

пользуются услугами сторонних рекламных агентств, поскольку такая 

организация работы предлагает целый ряд преимуществ. 

 

C) Translate the sentences from Russian into English. 

1. Оценивая и выбирая наилучшие изделия, некоторые люди полагаются 

на рекламу. 

2. Убедить покупателя выбрать тот или иной товар – это основная зада-

ча рекламы. 

3. Эмоциональный отклик на рекламу может быть связан с личными 

надеждами, страхами и предрассудками человека. 

4. Реклама не должна неправильно информировать или обманывать по-

купателя. 

5. Реклама не должна нарушать нормы приличия общества. 

6. Реклама не должна искажать результаты исследований или информа-

цию из научной и технической литературы. 

7. Необходимо соблюдать принципы честной конкуренции. 

8. Нельзя дискредитировать другие изделия прямо или намеком. 

 

LISTENING 

Listening Comprehension I 
 

Ex. 1. Listen once to the three radio commercials, which come from music-

based radio stations in London. Say what products and services are being ad-

vertised. 

 

Ex. 2. Now listen again to each of the commercials in turn, as many times as 

necessary to answer the questions which follow. 

Commercial 1 

1. Which three aspects of the service are emphasized? 
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2. What, according to the ad, will be the effect of the first two of them on the 

customer? 

3. Why do you think these three aspects were chosen, and why does the ad 

use these particular verbs? 

4. What is the short, last sentence of the ad? 

5. What else does the ad use apart from words? 

Commercial 2 

1. What is the horror story here, and why? 

2. Unusually, the listener is not expected to understand everything that is said 

in this ad. Why not? 

3. The ad mentions home entertainment systems. What other terms does it use 

instead of the more common stereo, radio, television and video recorder. 

4. Do you find this ad amusing? 

Commercial 3 

1. How does the ad give an Italian 'flavour'? Can you think of any other way 

in which this could have been done? 

2. Which of these three ads do you prefer, and why? 

 

Ex. 3. In small groups, write a script for a 20-second commercial to be played 

on a popular English-language radio station, advertising either a well-known 

product exported by your country, or some form of travel to your country. Re-

member that you have to persuade and inform, and are not supposed to say 

anything misleading or untruthful - although of course in this case you are 

free to invent the name of the company, the details of its service, and so on. 

You may use music and sound effects if you have access to them. If not, merely 

indicate what you would use in addition to a voice or voices. 

 

Listening comprehension II 
 

Ex. 1. Promotional tools. You will hear Jogishwar Singh explaining the pro-

motions strategies for the trial launch of Fresh Fries. What does he say are 

the most important ways in which customers will become aware of Fresh 

Fries? 

 

Ex. 2. Read the following words and phrases, and then classify them into 

groups of three, while listening to the interview. The first one has been done 

for you. 

………. ………. …..1…. 

bright colours business news customers 
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………. ………. ………. 

digest the lessons first 25 machines free time on television 

………. ………. ………. 

launch a media blitz location machines 

………. ………. ………. 

novelty of the product operator Piccadilly Circus 

………. …..1…. ………. 

red and yellow see the machine test machines 

………. ………. …..1…. 

three months trial walk down the street 

Ex. 3. After listening to the interview two or three times, put your groups of 

words and phrases into sentences that express what is said in the interview. 

For example: “We expect that potential customers will quite simply see the 

machines when they walk in the street.” 

 

Ex. 4. Answer the questions. 

1. What do you think Jogishwar Singh means by 'launching a media blitz'? 

2. When will the company start to use advertising? 

3. According to what Jogishwar Singh says, what is the difference between 

advertising and publicity? 

 

Listening comprehension III 
 

Ex.1. A breakfast cereal company is launching a new muesli product. It is in-

tended for adults who want a healthy diet. To maximize sales, the company is 

considering three promotional gifts. Work with a partner. Look at the three 

gifts. Which one would you choose to promote the new cereal, and why? 

A pedometer The Calorie Counter The 'Relax-Max CD' 

  

 

 
For people who go running 

or jogging. Measures speed 

and distance. Free when 

you send the coupons from 

12 packets of cereal. 

A booklet of recipes 

(with calorie values) for 

people who want to lose 

weight. Free in every 

packet of cereal. 

An audio CD with relaxing 

musk and audio instruc-

tions for yoga exercises. 

Free when you send the 

coupons from 6 packets of 

cereal. 
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Ex. 2. Three managers - Carmen, Anna, and Ned - are discussing the gifts. 

Listen. Which one do they choose? 

 

Ex. 3. What advantages and disadvantages do they mention for each gift? Fill 

in the table below with the advantages and disadvantages mentioned in the 
discussion. Listen again and check. 

Promotional gift Advantages Disadvantages 

A pedometer   

The Calorie Counter   

The 'Relax-Max CD'   

 

Ex. 4. Work in threes. You all work for an American company which wants to 

launch a new low-calorie chocolate bar in your country or countries. Hold a 

meeting to discuss the points on the agenda below, and make a decision for 

each one. 

AGENDA Marketing planning meeting  

 
 

Low-calorie Chocolate bar 

1 Target custom-

er? 

– Age 

– Sex 

2 Dimensions? – 10cmx4cmx3cm 

– 15cm x 3cm x 3 cm 

– 8 cm x 8 cm x 3 cm 

3 Wrappings? – sporty 

– classic 

– young/sexy 

4 Product name? – Choc’Lite 

– Athlete’s Friend 

– Fantasy 

5 Price? – same as other chocolate 

bars 

– higher than usual 

– lower then usual 

6 Launch date? – June 

– November 

– January 

7 Advertising? – A famous personality to 

promote it 

– A slogan for the advertising 

campaign 
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DISCUSSION 

 

Discuss: 

 the importance of advertising and promotion for a business. Can a busi-

ness operate well without advertising? 

 the role of advertising for the society. Does advertising help people to 

choose or only irritate and mislead customers? 

 the effect of public service advertising on people. Is it possible to breed 

a better generation with the help of advertising? Can advertising change peo-

ple’s behavior? 

 

A Joke 

‘Advertising is the rattling of a stick inside a swill bucket’ George Orwell. 

 

VOCABULARY 
 

abuse, v – злоупотреблять, ругать 

ambiguity, n – двусмысленность, туманность, неясность 

appearance, n – появление 

compatible, adj – совместимый 

condone, v – прощать 

credibility, n – правдоподобие, достоверность 

decent, adj – приличный, пристойный 

essence, n – сущность 

exaggeration, n – преувеличение 

persuasion, n – убеждение 

prejudice, n – предубеждение, предрассудок 

substantiation, n – обоснование, доказательство 

trigger, v – вызывать 

valid, adj – веский, обоснованный 

 

GLOSSARY 
 

Account – a formal banking, brokerage, or business relationship established to 

provide for regular services, dealings, and other financial transactions. 

Advertising agency – a service business dedicated to creating, planning and 

handling advertising (and sometimes other forms of promotion) for their 

clients.  
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Advertising campaign – a series of actions intended to achieve a particular 

result in selling products and services. 

Banner – a form of advertising on the World Wide Web. This form of online 

advertising entails embedding an advertisement into a web page. It is in-

tended to attract traffic to a website by linking them to the web site of the 

advertiser. 

Billboard (boarding) – a large outdoor signboard, usually wooden, found in 

places with high traffic such as cities, roads, motorways and highways.  

Brand – In marketing, a brand is the symbolic embodiment of all the infor-

mation connected with a product or service. A brand typically includes a 

name, logo, and other visual elements such as images, fonts, colour 

schemes, or symbols. 

By-products – 1. something produced in the making of something else; 2. a 

secondary result, a side effect. 

Commercials – a paid advertisement on television or radio. 

CPM – the cost per thousand. 

Flyer – a single page leaflet advertising a nightclub, event, service, or other 

activity.  

Jingle – a catchy, often musical advertising slogan. 

Pop-up advertisement (pop-up) – a form of online advertising on the World 

Wide Web intended to increase web traffic or capture email addresses. 

Pop-under advertisement – a variation on the pop-up window. This opens a 

new browser window, behind the active window. 

Public relations – 1 (used with a sing. verb) the art or science of establishing 

and promoting a favourable relationship with the public; 2 (used with a pl. 

verb) the methods and activities employed to establish and promote a fa-

vourable relationship with the public; 3(used with a sing. or pl. verb) the 

degree of success obtained in achieving a favourable relationship with the 

public. 

Sales promotion – promotion that supplements or coordinates advertising. 

Shoot – a session in which something is photographed, filmed, or videotaped. 

Spam – the abuse of any electronic communications medium to send unsolic-

ited messages in bulk. While its definition usually extends to the sending of 

any unsolicited bulk electronic communication, some exclude from the def-

inition of the term "spam" messages considered by the receiver (or even 

just the sender) to be targeted, non-commercial, or wanted. 

Word-of-mouth advertising – the passing of information by verbal means, 

especially recommendations, but also general information, in an informal, 

person-to-person manner, rather than by mass media, advertising, orga-

nized publication, or traditional marketing. Word of mouth is typically con-
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sidered a spoken communication, although web dialogue, such as message 

boards and emails are often now included in the definition. 
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16.  INTERNATIONAL TRADE 

 

DISCOVERING CONNECTIONS 
 

1. Consider the clothes and shoes you are wearing, and those you wore last 

weekend. Where were they made? 

2. Try to recall the meals you’ve eaten in the last 24 hours. How much of the 

food came from abroad? 

3. If you have them, where do your car, television, stereo, camera, watch, and 

so on come from? 

4. Where was the last cassette or CD you bought manufactured? 

5. What does your country import? 

6. What are your country’s major exports? 

7. Which countries are its major trading partners? 

8. Can you imaging living in a country that does not import anything, where 

only locally produced food and textiles and products are available? 

 

READING 

T E X T  1 

Protectionism and Free Trade 

Read the text and say why most economists oppose protectionism. 

The majority of economists believe in the comparative cost principle, 

which proposes that all nations will raise their living standards and real in-

come if they specialize in the production of those goods and services in which 

they have the highest relative productivity. Nations may have an absolute or a 

comparative advantage in producing goods or services because of factors of 

production (notably raw materials), climate, division of labour, economies of 

scale, and so forth. 

This theory explains why there is international trade between North and 

South, e.g. semiconductors going from the USA to Brazil, and coffee going in 

the opposite direction. But it does not explain the fact that over 75% of the ex-

ports of the advanced industrial countries go to other similar advanced nations, 

with similar resources, wage rates, and levels of technology, education, and 

capital. It is more a historical accident than a result of natural resources that 

the US leads in building aircraft, semiconductors, computers and software, 

while Germany makes luxury automobiles, machine tools and cameras. 

However the economists who recommend free trade do not face elections 

every four or five years. Democratic governments do, which often encourages 
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them to impose tariffs and quotas in order to protect what they see as strategic 

industries—notably agriculture—without which the country would be in dan-

ger if there was a war, as well as other jobs. Abandoning all sectors in which a 

country does not have a comparative advantage is likely to lead to structural 

unemployment in the short (and sometimes medium and long) term. 

Other reasons for imposing tariffs include the following: 

- to make imports more expensive than home-produced substitutes, and 

thereby reduce a balance of payment deficit; 

- as a protection against dumping (the selling of goods abroad at below 

cost price in order to destroy or weaken competitors or to earn foreign 

currency to pay for necessary imports); 

- to retaliate against restrictions imposed by other countries; 

- to protect “infant industries” until they are large enough to achieve 

economies of scale and strong enough to compete internationally. 

With tariffs, it is impossible to know the quantity that will be imported, be-

cause prices might be elastic. With quotas, governments can set a limit to im-

ports. Yet unlike tariffs, quotas provide no revenue for the government. Other 

non-tariff barriers that some countries use include so-called safety norms, and 

the deliberate creation of customs difficulties and delays. 

The General Assembly on Tariffs and Trade (GATT), an international or-

ganization set up in 1947, had the objectives of encouraging international 

trade, of making tariffs the only form of protectionism, and of reducing these 

as much as possible. The most favoured nation clause of the GATT agreement 

specified that countries could not have favoured trading partners, but had to 

grant equally favourable conditions to all trading partners. The final GATT 

agreement—including services, copyright, and investment, as well as trade in 

goods—was signed in Marrakech in 1994, and the organization was supersed-

ed by the World Trade Organization. 

It took nearly 50 years to arrive at the final GATT agreement because until 

the 1980s, most developing countries opposed free trade. They wanted to in-

dustrialize in order to counteract what they rightly saw as an inevitable fall in 

commodity prices. They practiced import substitution (producing and protect-

ing goods that cost more than those made abroad), and imposed high tariff 

barriers to protect their infant industries. 

Nowadays, however, many developing countries have huge debts with 

Western commercial banks on which they are unable to pay the interest, let 

alone repay the principal. Thus they need to rollover (or renew) the loans, to 

reschedule (or postpone) repayments, or to borrow further money from the In-

ternational Monetary Fund, often just to pay the interest on existing loans. 



 352 

Under these circumstances, the IMF imposes severe conditions, usually in-

cluding the obligation to export as much as possible. 

Quite apart from IMF pressure, Third World governments are aware of the 

export successes of the East Asian “Tiger” economies (Hong Kong, Singa-

pore, South Korea and Taiwan), and of the collapse of the Soviet economic 

model. They were afraid of being excluded from the world trading system by 

the development of trading blocks such as the European Union, finalized by 

the Maastricht Treaty, and the North American Free Trade Agreement Union 

(NAFTA), both signed in the early 1990s. So they tended to liberalize their 

economies, lowering trade barriers and opening up to international trade. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Match up the words and expressions with the definitions below. 

autarky balance of payments balance of trade barter of counter-trade 

deficit  dumping invisible imports and exports  protectionism 

quotas  surplus tariffs  visible trade (GB) or merchandise trade 

(US) 

1. trade in goods; 

2. trade in services (banking, insurance, tourism, and so on); 

3. direct exchanges, without the use of money; 

4. the difference between what a country receives and pays for its exports 

and imports of goods; 

5. the difference between a country’s total earnings from exports and its 

total expenditure on imports; 

6. the (impossible) situation in which country is completely self-sufficient 

and has no foreign trade; 

7. a positive balance of trade or payments; 

8. a negative balance of trade or payments; 

9. selling goods abroad at (or below) cost price; 

10. imposing trade barriers in order to restrict imports; 

11. taxes charged on imports; 

12. quantitative limits on the import of particular products or commodities. 

 

Ex. 2. Look at the words in the table below and fill in the appropriate boxes 

with their derivatives. 

Verb Noun Adjective 

1. to produce   

 employment  

  competitive 
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to protect   

 obligation  

  favourable 

  comparative 

 

Ex. 3. Fill in the gaps with the necessary prepositions from the text. 

1. The majority of economists believe ______ the comparative cost principle. 

2. The economists who recommend free trade do not face _____ elections 

every four years. 

3. One of the reasons _______ imposing traffics is a protection _____ dump-

ing. 

4. With quotas governments can set a limit ____ imports. 

5. The General Agreement ____ Tariffs and Trade (GATT) had the objective 

_____ encouraging international trade. 

6. In 1994 the GATT was superseded ______ the World Trade Organization. 

7. It took nearly 50 years to arrive _______ the final GATT agreement. 

8. Nowadays many developing countries have debts ______ Western com-

mercial banks. 

 

COMPREHENSION 
 

Ex. 1. Think over the definitions or explanations for. 

a) the comparative cost principle 

b) quotas 

c) c) tariffs 

d) GATT 

e) non-tariff barriers 

f) “Tiger” economies 

 

Ex. 2. Mark the following statements as true or false. Correct the false ones. 

1. The comparative cost principle theory proposes that all nations will raise 

their living standards and income if they specialize in the production of 

those goods and services in which they have the highest relative productivity. 

2. This theory explains the fact that over 75% of the exports of the advanced 

industrial countries go to other similar advanced nations. 

3. Democratic governments don’t face elections every four or five years. 

4. With tariffs, it is impossible to know the quantity that will be imported. 

5. Quotas provide revenue for the government. 
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6. The GATT had the objective of introducing different forms of protection-

ism. 

7. Until the 1980s, most developing countries opposed free trade. 

8. Nowadays third world governments tend to raise trade barriers. 

 

Ex. 3. Write questions, relating to the text, to which these could be the an-

swers. 

1. Factors of production, most importantly raw materials, but also labour and 

capital, climate, economies of scale, and so on. 

2. Because it doesn’t explain why the majority of the exports of advanced in-

dustrialized countries go to other very similar countries. 

3. A recently developed one, that has not yet grow to the point where it bene-

fits from economies of scale, and can be internationally competitive. 

4. Unlike quotas, they produce revenue. 

5. Unlike tariffs, you know the maximum quantity of goods that will be im-

ported. 

 

Ex. 4. Answer the following questions. 

1. Why do most economists oppose protectionism? 

2. Why do most governments impose import tariffs and/or quotas? 

3. What other reasons can you name for imposing tariffs? 

4. What is the advantage of tariffs for the governments? 

5. What is the advantage of quotas over tariffs? 

6. Why were many developing countries for a long time opposed to GATT? 

7. Why have many developing countries recently reduced protectionism and 

increased their international trade? 

 

Ex. 5. Split the text into parts and think of an appropriate title for each one. 

 

T E X T  2 

Markets 
Read the text and do tasks that follow. 

A market is commonly thought of as a place where commodities are 

bought and sold. Thus fruit and vegetables are sold wholesale at Covent Gar-

den Market and meat is sold wholesale at Smithfield Market. But there are 

markets for things other than commodities, in the usual sense. There are real 

estate markets, foreign exchange markets, labour markets, short-term capital 

markets, and so on; there may be a market for anything which has a price. And 

there may be no particular place to which dealings are confined. Buyers and 
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sellers may be scattered over the whole world and instead of actually meeting 

together in a marketplace they may deal with one another by telephone, tele-

gram, cable or letter. Even if dealings are restricted to a particular place, the 

dealers may consist wholly or in part of agents acting on instructions from cli-

ents far away. Thus agents buy meat at Smithfield on behalf of retail butchers 

all over England; and brokers on London Stock exchange buy and sell securi-

ties on instructions from clients all over the world. We must define a market as 

any area over which buyers and sellers are in such close touch with one anoth-

er, either directly or through dealers, that the prices obtainable in one part of 

the market affect the prices paid in other parts. 

Modern means of communication are so rapid that a buyer can discover 

what price a seller is asking, and can accept it if he wishes, although he may 

be thousands of miles away. Thus the market for anything is, potentially, the 

whole world. But in fact things have, normally, only a local or national mar-

ket. 

This may be because nearly the whole demand is concentrated in one local-

ity. These special demands, however, are of quite minor importance. The main 

reason why many things have not a world market is that they are costly or dif-

ficult to transport. 

The lower the value per ton of a good, the greater is the percentage addition 

made to its price by a fixed charge per ton-mile for transport. Thus, if coal is 

£2 a ton and tin £200 a ton at the place of production, a given transport charge 

forms a percentage of the price of coal a hundred times greater than of the 

price of tin. Hence transport costs may restrict the market for goods with a low 

value per ton, even if, as is often the case, they are carried at relatively low 

rates. It may be cheaper to produce, say, coal or iron ore at A than at B, but the 

cost of transporting it from A to B may outweigh the difference in production 

costs, so that it is produced for local consumption at B, and B does not nor-

mally form part of the market output of A. For example, coal is produced 

much more cheaply in the United States than in Europe, but, owing to the cost 

of transporting coal by rail from the inland mines to the Atlantic seaboard of 

the United States, American coal seldom finds its way to Europe. 

Sea transport, however, is very much cheaper than land transport. Hence 

commodities of this type produced near a port can often be sent profitably 

quite long distances by sea. Thus Swedish iron ore comes by sea from Narvik 

to the Ruhr, and British coal is exported to Canada and South America. 

The markets for real estate are local. Soil has been transported from French 

vineyards to California, and historic mansions have been demolished in Eu-

rope to be re-erected in the United States, but as a rule land and buildings are 

not transported. 
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Some goods, like new bread and fresh cream and strawberries, must be 

consumed very soon after they have been produced, and this restricts their sale 

to local markets. Other goods do not travel well. Thus many local wines which 

cannot stand transport can be bought in the district more cheaply than similar 

wines which have a wider market. The development of refrigeration, and of 

other devices which enable foodstuffs to be preserved and transported, has 

greatly widened the market for such things as meat and fish and some kinds of 

fruit. But such devices often transform the articles, from the standpoint of con-

sumers, into a different commodity. Condensed milk is not the same as fresh 

milk, and chilled meat or frozen butter has not the same taste as fresh. 

Many workers are reluctant to move to a different country, or even to a dif-

ferent part of their own country, to get a higher wage. This should not be ex-

aggerated. Before the war of 1914, over a million persons a year emigrated 

overseas from Europe. Following it, there were considerable movements of 

population within Great Britain away from the depressed areas towards the 

more prosperous South. Employers may take the initiative. Thus girl textile 

workers have been engaged in Yorkshire to work in Australia, and during the 

inter-war years French employers engaged groups of Poles and Italians to 

work in the coal-mines and steel-works of France. Nevertheless labour mar-

kets are mainly local, or at any rate national. 

Transport services by rail or tram are obviously local in that passengers or 

goods must travel between points on the fixed track. A firm may charter, for 

example, a Greek ship rather than an English ship, if it is cheaper, but low 

railway rates in Belgium are no help to the firm which wishes to send goods 

across Canada. In the same way, such things as gas, water, and electricity, 

supplied by means of pipes or wires, cannot be sold to places not connected 

with the system of pipes or wires. 

 

 

VOCABULARY  FOCUS 

 

Ex. 1. Find the words in the text, which mean the following. 

1. to be situated here and there, wide apart 

2. to be kept within bounds 

3. sale of goods in small quantities 

4. sale of goods by large quantities to retailers 

5. one who handles transaction or relations with others 

6. to be unwilling, disinclined to do smth. 

7. milk reduced by evaporation to thick concentration 
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Ex. 2. Complete the sentences using the words given below. 

1. A market is commonly thought of as a place where ______ are bought 

and sold. 

2. There may be no _____ place to which ______are confined. 

3. Brokers on London Stock Exchange buy and sell _____ on _____ s 

from clients all over the world. 

4. The main reason why many things have not a world market is that they 

are _____ or difficult to transport. 

5. Transport costs may _____ the market for goods. 

6. The markets for _____ _____ are local. 

7. Some goods, like new bread and fresh cream must be _____ very soon 

after they have been produced. 
______________________________________________________________________________________________________________ 

Words for reference: real estate, consume, commodities, restrict, instruction, 

particular, securities, dealings, costly. 

 

COMPREHENSION 
 

Ex. 1. Match up the following half sentences: 

1) These are markets for things 

2) These may be a market for anything 

which 

3) Buyers and sellers may deal with 

one another by 

4) We must define a market as any ar-

ea over which buyers and sellers are 

in such close touch with one anoth-

er 

5) Sea transport is very much. 

6) Many workers are  

a) telephone, telegram, cable or letter. 

b) cheaper than land transport. 

c) other than commodities, in the usual 

sense 

d) reluctant to move to a different coun-

try 

e) that the prices obtainable in one part 

of the market affect the prices in other 

parts. 

f) has a price 

 

Ex. 2. Answer the following questions: 

1. What notion does the term “market” imply? 

2. What kinds of markets are there in the world? 

3. How does it happen that the market for anything is the whole world? 

4. In what way should we define a market? 

5. What is the role of the cost of transporting in price building? 

6. What are the markets for real estate? 

7. What is meant by labour markets? 

 

Ex. 3. In pairs or groups of three discuss the following. 
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1. the notion and definition of a market 

2. world and national or local markets 

3. labour markets 

 

T E X T  3 

The Two Aspects of Foreign Trade 

Importing and exporting are the two aspects of foreign trade: a country 

spends money on goods it imports and gains money through its exports. Valu-

able though foreign trade is for keeping domestic prices down by creating 

competition at home and providing large markets abroad, governments may 

have to put restrictions on it, which they usually do by subjecting imports to 

customs duties or by restricting some types of exports. 

Customs authorities must make sure that imported goods are not sold at a 

lower price than that in their country of origin; to assess the domestic price 

they require consular invoices or certificates of value and origin. 

Large firms may have their own import and export departments, but both 

large and small firms deal with clearing and forwarding agents who handle all 

the details of transporting cargo. 

When goods are sold abroad, buyers who are stockists will have to pay for 

stocks for which they will not receive payment for some time; they must, 

therefore, work on a higher profit margin to cover this. Many buyers prefer to 

become foreign agents who work on commision; they will not then have to 

pay for the goods but they must obtain the highest possible prices when the 

goods are sold. 

So, after careful market research, a manufacturer can sell to a large export 

market if he has the right products, of the right quality, and sells them at the 

right price. 

VISIBLE AND INVISIBLE IMPORTS AND EXPORTS 

Goods, such as cloth and televisions, are visible (you can see them). Goods 

you sell abroad are visible exports. When you sell exports, money will come 

into your country. When you buy visible imports, money leave your country. 

Some imports and exports are invisible. For example, if an engineering expert 

from country A goes to Country B to help them improve their engineering in-

dustry, he will earn money from B and bring it back to A. The expert is 

providing a service (which is his knowledge or expertise). For B this is an in-

visible import (because money leaves the country), but for A it is an invisible 

export (because money comes into the country). 

 

Ex. 1. Answer the following questions: 
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1. What is the role of foreign trade in the economy of a country? 

2. Why do governments sometimes put restrictions on import? 

3. Why do customs authorities require consular invoices or certificates of 

value and origin? 

4. Why should buyers work on a higher profit margin? 

5. What is implied by invisible imports and exports? 

 

T E X T  4 

International Monetary Fund 

Read the text and say what role the International Monetary Fund plays in 

macroeconomic policy of the world. 

The International Monetary Fund was established in December 1945 fol-

lowing ratification of the Articles of Agreement of the Fund, formulated at the 

United Nations Monetary and Financial Conference held at BRETTON 

WOODS, New Hampshire in 1944. The fund became a specialized agency of 

the United Nations in 1947. The purposes of the fund are to encourage interna-

tional monetary co-operation, facilitate the expansion and balanced growth of 

INTERNATIONAL TRADE, assist member countries in correcting 

BALANCE OF PAYMENTS deficits and promote FOREIGN EXCHANGE 

stability. The “Bretton Woods System”, or international monetary system es-

tablished by the fund, was based upon a policy of FIXED EXCHANGE 

RATES, the elimination of exchange restrictions, CURRENCY 

CONVERTIBILITY and the development of a multilateral system of interna-

tional payments. Exchange rates were based upon a par value system which 

required member countries to constrain fluctuations in their exchange rates 

within a margin of plus or minus one per cent round a par value expressed in 

terms of US dollars, which in turn were directly convertible into gold at a 

fixed rate. However, following the 1971 decision of the US to suspend the 

convertibility of dollars into gold, the ministers and CENTRAL BANK gover-

nors of the Group of Ten (see below) met in December 1971 at the Smithson-

ian Institute in Washington DC and ratified the 'Smithsonian Agreement' 

which resulted in a 10 per cent devaluation of the dollar and a realignment of 

exchange rates, including wider margins of fluctuation in lieu of par values. 

This adjusted par value system was largely abandoned when, following anoth-

er dollar devaluation in 1973, the EUROPEAN COMMUNITY member coun-

tries introduced a joint system of floating their currencies against the dollar. In 

1972, following the initial collapse of the Bretton Woods System of exchange 

rates, the fund established a Committee on Reform of the International Mone-



 360 

tary System and Related Issues which issued a set of recommendations even-

tually adopted in 1976 by the Jamaica Agreement (see below). 

The fund relies upon members' contributions and borrowing arrangements 

to finance its operations. Member contributions, payable in SDRs (see below), 

other members' currencies or its own currency, are determined by a quota sys-

tem which assigns each member a quota related to its NATIONAL INCOME, 

MONETARY RESERVES, ratio of EXPORTS to national income and other 

economic indicators. A members' quota, which is periodically reviewed and 

revised, also determines its drawing rights on the funds under both regular and 

special facilities, its allocation of SDRs and its voting power. In 1962 an 

agreement was concluded whereby the Group of Ten: Belgium, Canada, 

France, the Federal Republic of Germany, Italy, Japan, the Netherlands, Swe-

den, the UK and the US along with Switzerland (an associate member of the 

fund), undertook to provide up to $6900 million in their own currencies if re-

quired by the fund. These General Arrangements to Borrow were reformed in 

1983 and renewed for 5 further years from 1988. Until 1983 only the Group of 

Ten plus Switzerland could borrow under the scheme, but this right was ex-

tended to other members of the IMF and the funds available were increased to 

SDR 17 billion. This increase together with the increase in quotas in 1984 was 

necessary to permit the IMF to come to grips with the debt problems of the 

developing countries. These countries had borrowed heavily from commercial 

banks in the 1970s and largely because of the oil price hike of 1975—80 and 

the collapse of primary product prices in the early 1980s (the result of the 

world recession) they were unable to service their debts. The Fund working 

closely with the IBRD has played a crucial role in a series of ad hoc rescue 

packages, as the two institutions were in a unique position of being able to 

provide finance in support of adjustment programms in debtor countries and 

act as a catalyst for other private and official lenders. 

A number of credit regulations, known as tranche policies, control mem-

bers' access to the fund's general resources. In general, the tranche policies 

limit purchases of foreign currencies by a member to some multiple of its quo-

ta but this figure can be as much as 440 per cent for countries which can avail 

themselves of all the existing facilities. Access to the various facilities is only 

granted to countries, which have accepted certain conditions laid down by the 

fund with respect to appropriate policies towards the balance of payments, 

growth and employment creation, financial stability, structural reform and re-

strictions on trade and payments. These terms, which have to be accepted by a 

borrower, are known as conditionality. In addition to the normal stand-by fa-

cilities, the fund has established a compensatory scheme for financing tempo-

rary export fluctuations, a BUFFER STOCK financing facility, an extended 
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facility which provides medium term financing for up to 4 years to enable 

members to overcome structural balance of payments difficulties, a structural 

adjustment facility and an enhanced structural adjustment facility. (The latter 2 

facilities are designed to help low income countries improve their growth pro-

spects.) 

Against a background of inadequate growth in gold production in the early 

1960s discussions took place on how to augment international LIQUIDITY. 

At the IMF meeting at Rio de Janeiro in 1967 a draft outline for a scheme of 

Special Drawing Rights (SDRs) was produced. In 1969 the members of IMF 

agreed to an amendment in the fund's articles to permit the fund to operate a 

Special Drawing Fund in addition to its General Fund and the first allocation 

of SDRs took place in 1970, with subsequent allocations in 1971,1972, 1979, 

1980 and 1981. The SDR is an accounting creation without any backing, 

which, subject to a variety of conditions, debtor countries may use to settle 

debts. Debtors run down their drawing rights, while creditors' balances are in-

creased. The SDR has also been adopted by other international and regional 

financial institutions. Initially the value of the SDR was equivalent to that of 

the US dollar. However, following the emergence of floating exchange rates in 

1973, the value of the SDR was based upon a weighted basket of 16 curren-

cies, where the weights reflect the importance of members' currencies accord-

ing to the relative share of their economy in the volume of world exports. In 

1981, the basket of currencies used to determine the value of the SDR was 

changed to include only the US dollar, the West German Deutschmark, the 

French franc, the Japanese yen and the UK pound sterling as these were the 

currencies of the five members having the largest volume of exports between 

1975 and 1979. The fund has also distributed SDRs according to the above 

quota system in order to supplement the reserve assets of member countries. 

SDRs have not been as successful as their protagonists had hoped as they play 

only a very minor role in the total of international settlements. The fund's Ar-

ticles of Agreement were substantially revised following the 'Jamaica Agree-

ment' concluded at Kingston, Jamaica in May 1976. The agreement reduced 

the role of gold in the international monetary system, acknowledged the sys-

tem of 'floating' exchange rates, revised the valuation and possible uses of the 

SDR and authorized the sale of the fund's gold reserves for the benefit of de-

veloping member countries. 

Apart from making loans the other main function of the IMF is the surveil-

lance of the exchange rate policies of members in an attempt to secure con-

sistency in macroeconomic policies at the world level. This is done by engag-

ing in annual or biennial discussions with members. 
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Executive authority for the Fund's operations is vested in a Board of Gov-

ernors composed of two representatives from each member country. Daily ac-

tivities of the fund are conducted by a permanent staff under the supervision of 

the Managing Director and Board of Executive Directors. 

 

VOCABULARY  FOCUS 
 

Ex. 1. Choose from B words with similar meaning to the following words in A. 

A Multilateral, convertible, payable, crucial, appropriate, ratification, elimi-

nation, restriction, fluctuation, realignment, collapse, income, reserve, 

protagonist, benefit. 

B Profitable, changeful, approval, many-sided, decisive, suitable, removal, 

vibration, limitation, reconstruction, supply, fighter, fall, revenue, ad-

vantage. 

 

Ex. 2. Complete the sentences with the words from the box below. 

Fixed exchange rates, relies upon, tranche policies, to encourage, float-

ing, quota, purchases, surveillance. 

1. One of the purposes of the International Monetary Fund is … ... interna-

tional monetary cooperation. 

2. International monetary system established by the fund was based upon a 

policy of ... ... ... . 

3. The European Community member countries introduced a joint system 

of..... their currencies against the dollar. 

4. The fund ... ... members' contributions and borrowing arrangements to fi-

nance its operations. 

5. A quota system assigns each member a .... related to its national income, 

monetary reserves and other economic indicators. 

6. A number of credit regulations, known as ... ... , control members' access to 

the fund's general resources. 

7. The tranche policies limit .... of foreign currencies by a member of IMF. 

8. One of the main functions of the IMF is the ... of the exchange rate policies 

of members. 

 

COMPREHENSION  
 

Ex. 1. Read the text again and decide which of these statements are correct. 

1. The International Monetary Fund was established in May 1945. 
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2. The United Nations Monetary and Financial Conference was held at Bret-

ton Woods, New Hampshire in 1940. 

3. One of the purposes of the fund is to promote foreign exchange stability. 

4. International monetary system was based upon the policy of fixed ex-

change rates. 

5. Countries of the European Community introduced a joint system of 

floating their currencies against the dollar after its devaluation in 1973. 

6. The fund is financed by members' contributions and borrowing arrange-

ments. 

7. Members’ drawing rights and voting power don't depend on a members’ 

quota. 

8. Until 1983 the Group of Ten plus Switzerland had no right to borrow mon-

ey from IMF. 

9. A borrower has to accept special terms named conditionality. 

10. Special Drawing Rights were accepted to decrease international liquidity. 

11. One of the main functions of the IMF is the surveillance of the ex-

change rate policies of members. 

 

Ex. 2. Choose the best endings to the following statements. 

1. The fund became a specialized agency of.... 

a) the European Community; 

b) the United Nations in 1947; 

c) the European Free Trade Association in 1947. 

2. The United Nations Monetary and Financial Conference was held at Bret-

ton Woods, New Hampshire in.... 

a) 1944; 

b) 1941; 

c) 1950. 

3. One of the purposes of the fund is to promote .... 

a) foreign exchange instability; 

b) fall of international trade; 

c) foreign exchange stability. 

4. International monetary system was based upon a policy of.... 

a) fixed exchange rates; 

b) unfixed exchange rates; 

c) exchange restrictions. 

5. Member contributions are determined by .... 

a) a quota system; 

b) the governments; 

c) the United Nations Organization. 
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6. In 1980s the developing countries were unable to service their debts be-

cause of.... 

a) the collapse of primary product prices; 

b) improvements in economy; 

c) new reforms. 

7. Credit regulations, known as tranche policies, control members' access to 

the fund's .... 

a) ideas; 

b) general resources; 

c) position. 

8. The terms, which have to be accepted by a borrower, are known as .... 

a) possibility; 

b) ratification; 

c) conditionality. 

9. A draft outline for a scheme of Special Drawing Rights (SDRs) was pro-

duced in .... 

a) 1967; 

b) 1980; 

c) 1972. 

10. Floating exchange rates emerged in .... 

a) 1990; 

b) 1973; 

c) 1984. 

11. The value of the Special Drawing Right was based upon a weighted bas-

ket of.... 

a) 2 currencies; 

b) 1 currency; 

c) 16 currencies. 

12. According to the Jamaica Agreement in May 1976 the role of gold in the 

international monetary system .... 

a) was increased; 

b) was limited; 

c) was reduced.. 

 

Ex. 3. Complete the unfinished questions in column A that are answered in 

column B. 

A    B 

1) When... ?  In December 1945. 

2) When ... ?  In 1944. 

3) When ... ?  In 1947. 
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4) When...?  In December 1971. 

5) When ... ?  In 1972. 

6) When ... ?  In 1962. 

7) How... ?  To SDR 17 billion 

8) Why... ?  Because of the oil price hike of 1975-80. 

9) What... ?  440 per cent. 

10) When ... ?  In 1967. 

11) When... ?  In 1969. 

12) What... ?  ... upon a weighted basket of 16 currencies. 

13) When... ?  In May 1976. 

 

Ex. 4. Identify the paragraph in the text that talks specifically about members' 

contributions and borrowing arrangements and translate it into Russian. 

 

Ex. 5. The text contains 6 paragraphs, which of them gives the main point? 

 

Ex. 6. Write down possible headlines which best express the main idea of 

each paragraph. 

 

Ex. 7. Write down key words and phrases from each paragraph which best 

describe the atmosphere and its meaning. 

 

Ex. 8. Write down a summary describing the main idea and the questions of 

the text.  
 

DIALOGUE 

Read the dialogue “ Shipping” in pairs and do the following exercises. 

Jones:... So you feel that the documentation isn't complete yet? 

Brown: No, I'm afraid not. I'm not at all sure what transport has been arranged 

to get the goods to Southampton. 

Jones: I'll ask our shipper - we're using Carson and Napier this time - and I'll 

get them to let you know. 

Brown: Please make sure that we get a list of the marks stenciled on the con-

tainer. 

Jones: Yes, I'll do that. And we have the export licence, which we'll send on 

to you. We've made the declaration at the consulate, so we're getting the 

consular invoices which will confirm the ex-works cost of the consign-

ment. Will you send it through to the importing customs authorities, or 

shall we? 
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Brown: We'll do that for you. Have you sent a copy, with the other docu-

ments, to your banks so that they can present them all through the Bank of 

South America? 

Jones: Not yet, because there's been a delay with the bill of lading. For some 

reason they've put the wrong number of packages on it, so we're just wait-

ing for that to be cleared up. We'll get it off as soon as we can. 

Brown: Good. And there should be no trouble with the terms since they've al-

ready seen a pro forma invoice. 

Jones: No, there was no problem at all.  

 

EXPLANATORY NOTES: 

An import/export transaction usually requires a lot of complicated docu-

mentation. Many different arrangements have to be made and this can be diffi-

cult when one firm is dealing with another firm on the other side of the world. 

Many specialists may be involved, including: 

1 A shipping agent and/or a freight forwarder (forwarding agent) who takes 

responsibility for the documentation and arranges for the goods to be shipped 

by air, sea, rail or road. These services may also be carried out by the suppli-

er's own export department, if they have the expertise. 

2 Airlines, shipping lines, railways or road haulage firms to transport the 

goods. 

3 Both the importer's and exporter's banks will be involved in arranging 

payments if a letter of credit or bill of exchange is used. 

4 Customs officers who may examine the goods, check import or export li-

cences and charge duty and/or VAT. 

5 The manufacturer or a Chamber of Commerce to issue a Certificate of 

Origin, if this is required by the importer's country. 

6 An insurance company or insurance broker to insure goods in transit. 

7 An export credit insurance company (such as Hermes in Germany). 

8 A lawyer if a special contract has to be drawn up. 

Different documents may be needed, for example: 

Bill of Lading    Dangerous Goods Note 

Sea Waybill     Air Waybill 

Shipping Note    Certificate of Insurance 

 

Ex. 1. Conversation in context.  

1. Who of the speakers is the supplier? 

2. In what country is the firm exporting the goods situated? 

3. What kind of transport are they going to use to get the goods to Southamp-

ton?  
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4. What documents are necessary to ship the goods to a foreign country?  

 

Ex. 2. Read the dialogue aloud with a classmate. Fill in the missing words.  

Jones:... So you feel that the _______isn't complete yet? 

Brown: No, I'm afraid not. I'm not at all sure what transport has been ___ to 

get the _____ to Southampton. 

Jones: I'll ask our shipper - we're using Carson and Napier this time - and I'll 

get them to _____you know. 

Brown: Please make_____ that we get a list of the marks stenciled on the 

________ . 

Jones: Yes, I'll do that. And we have the ______ license, which we'll send on 

to you. We've made the declaration at the______, so we're getting the 

consular invoices, which will confirm the ex-works cost of the_____-. 

Will you send it through to the importing customs______, or shall we? 

Brown: We'll do that for you. Have you sent a copy, with the other______, to 

your banks so that they can ____them all through the Bank of South 

America? 

Jones: Not yet, because there's been a delay with the bill of______. For some 

reason they've put the wrong number of ______on it, so we're just wait-

ing for that to be cleared up. We'll get it off as _____as we can. 

Brown: Good. And there should be no _____with the terms since they've al-

ready seen a pro forma_____. 

Jones: No, there was no _____at all.  

 

Ex.3. Work in pairs. Make up your own dialogues on analogy. 

 

TRANSLATION 
 

Dell Tries to Crack South America 

Translate the text into Russian 

John Barham examines the US computer-maker’s strategy for expansion 

using a Brazillian base 

Dell Computers, the Texas-based computer-maker that was among the pio-

neers of online ordering, is preparing to attack the difficult Latin American 

market. 

Soon, Dell will start making computers at a new factory in the small, 

southern Brazilian city of Eldorado in its first manufacturing venture in South 

America. Within a few hours’ flying time of Eldorado lie four of the conti-

nent’s main metropolitan regions – Buenos Aires, Rio de Janeiro, Sao Paulo 
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and Santiago –which generate about half the region’s wealth and where most 

of the computer-using populace is concentrated. Dell hopes to serve all these 

markets – including more distant regions in northern Brazil and the Andean 

countries – from Eldorado. 

According to Dell’s plan, aircraft from Miami will land at a nearby interna-

tional airport carrying computer components that will be sent straight to Dell’s 

factory. Together with parts delivered from suppliers in Brazil, they will be 

assembled to order, packed and delivered to consumers across the continent. 

The challenge for Dell is not only to mount an effective marketing cam-

paign to educate customers about online ordering, it must also manage a com-

plex logistics system and deal with the problems of unreliable road and air 

transport networks. And it must operate in half a dozen volatile Latin coun-

tries, with unpredictable governments and consumers as well as well-

established competitors. 

Dell could not afford to ignore the South American market much longer. It 

currently exports computers to a few Latin American countries such as Mexi-

co and Colombia, but has never sold to markets in Argentina or Brazil .Latin 

American consumers last year bought 5 million PCs and demand is growing at 

15 per cent a year. Growth is likely to remain strong for some time to come: in 

Brazil, the region’s largest market, only 3-4 per cent of the population owns a 

PC. 

Dell is not the first company to view South America as a single market. For 

a decade, Ford and Volkswagen and many other multinational companies have 

operated in the region’s main countries as if they formed one integrated mar-

ket. That was a natural reaction to falling import tariffs and consolidation of 

the Mercosur customs union linking Argentina, Brazil, Paraguay and Uruguay, 

However, the distances, the red tape and the animosities between national 

governments often make fulfillment of this strategy difficult. 

Dell decided to locate in Brazil because it is the region’s biggest market 

and because the government gives computer companies substantial tax incen-

tives as part of its plan to develop local high technology industries. If Dell 

meets Brazilian local content criteria and attains agreed production volumes, 

its products are considered to be 100 per cent locally made and automatically 

gain duty-free access to Mercosur countries. 

However, there is little Dell can do about the internal transport networks in 

Brazil or the bureaucracy in neighbouring countries. Although roads, air 

transport and delivery systems are tolerably efficient in south eastern Brazil 

and parts of Uruguay, Chile and Argentina, Dell may still find it is struggling 

to co-ordinate operations and sales over a vast region. 
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LISTENING 

Listening Comprehension I 
 

Ex. 1. In the recording a customer, Mr. Rusconi, and a supplier, Mr. Garcia, 

are talking on the phone. You’ll hear TWO versions of this conversation. De-

cide which of these words describe the IMPRESSION the two men give in each 

version of the conversation. 

friendly, informal, helpful, aggressive, formal, hostile, polite, impatient 

 

Ex. 2. Listen once again and say which of the following statements are “True” 

or “False”. 

1. The consignment will arrive late Tuesday or early Wednesday. 

2. It will take about an hour to unload each truck. 

3. Five trucks from Alpha will be delivering the goods. 

4. If the truck arrives on Saturday, they will be able to unload it. 

5. They can start unloading as early as 8.30. 

Ex. 3. Listen to the two phone calls again. How does each speaker make him-

self sound more friendly and helpful in the second call? 

Highlight the expressions that you think are most useful in a telephone con-

versation. What other similar expressions can you add to each balloon? 

 

If you require some  

information  

you can say: 

 

Or you can write:  

 

 

 

 

 

When someone gives you some information  

you can comment or reply: 

 

 

 

 

 

 

 

Could you tell me if  / when / how much / why… ? 

I wonder if you could tell me … ? 

I’d like to know … 

I’d like some information about … 

We require the following information … 

Please let us know whether/when/how 

much … 

Oh, I see. 

That’s interesting. 

Thanks for letting me know. 
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If someone asks you for information you can reply: 

 

 

 

 

 

 

 

 

If you want to give someone some 

information you can say: 

 

 

 

 

Or you can write:  

 

If someone hasn’t given 

you enough information 

you can say: 

 

 

 

 

 

 

 

 

 

Ex. 4. Work in pairs. Imagine that you’re on the phone. You each have a copy 

of the same price list – but both copies are partially illegible! You’ll need to 

ask questions to find out the missing information. Before you make the call, 

look again at the phrases above. 

 

Imagine that you work for the same company, but you don’t know each other 

well. So you should speak politely to each other. 

 

 

As far as I know, … 

Well, (in confidence,) I can tell you that … 

I’m afraid I don’t know. 

I’ve no idea, I’m afraid. 

I don’t have that information available just now, can I call you 

back? 

I’m not sure, I’ll have to find out. Can I let you know tomorrow? 

I’m afraid I can’t tell you that, it’s confidential. 

I’d like you to know that … 

I think you should know that … 

Did you know that …? 

We should like to inform you that 

… 

Here is the information you re-

quested … 

Could you tell me some more about …? 

I’d like some more information about … 

I’d also like to know … 

When / How much / Why exactly …? 

There’s something else I’d like to know … 

Can you give me some more details about …? 
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Listening Comprehension II 

 

You will hear Ajit Singh, Professor of Economics at Cambridge University, 

talking about free trade and unemployment. 

 

Ex. 1. Listen to Part One of the interview, and then listen a second time and 

complete the following sentences.  

1. Formerly, the less developed countries were against free trade because …. 

2. Countries like South Korea and Malasia  are competitive today because 

they’ve been able to…. 

3. Free trade is disruptive; in other words …. 

4. The advantage of free trade is that … 

5. People in industrialized countries can only put up with the disruption caused 

by free trade if…. 

 

Ex. 2. Listen to Part Two of the interview and answer these questions.  

1. What would African countries need to do if they wanted to develop a car in-

dustry? 

2. What does Ajit Singh say could lead to full employment in the rich coun-

tries? 

3. What does he say will be the consequences if mass unemployment contin-

ues? 

4. Does he foresee an end to mass unemployment? 
 

DISCUSSION 
 

Discuss: 

– the reasons for opposing protectionism by many economists 

– the reasons for imposing tariffs and quotas 

– the attitude of many developing countries to GATT until the 1980s 

– the increase of international trade of the Third World Governments 

– the notion and definition of a market 

– different types of markets 

– the advantages and disadvantages of free trade 

– free trade and dumping  

– the problem of international debt  

– the advantages and disadvantages of import and export for a country's 

economy. For the customer 
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VOCABULARY 
 

principal, n – основная сумма, капитал, сумма долга на которую начис-

ляется процент 

retaliate, v – принять ответные меры  

rollover, n – пролонгация кредита (путем выдачи новой ссуды взамен 

старой) 

short-term capital, v – краткосрочный капитал 

supersede, v – заменять 

 

GLOSSARY 
 

 

Autarky – the (impossible) situation in which a country is completely self – 

sufficient and has no foreign trade 

Balance of trade – the difference between what a country receives and pays 

for its exports and imports of goods) 

Deficit – a negative balance of trade or payments 

Dumping – selling goods abroad at (or below) cost price 

Invisible imports and exports – trade in services (banking, insurance, tour-

ism and so on) 

Protectionism – imposing trade barriers in order to restrict imports 

Quotas – quantitative limits on the import of particular products or commodi-

ties 

Surplus – a positive balance of trade or payments 

Tariffs – taxes charged on imports 

Visible trade – trade in goods 
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TAPESCRIPT 

 
Unit 2. IN THE OFFICE 
Tapescript 1 

1. A: So, what is your job exactly? 

B: I write market reports about the chemical industry. 

A: How do you do that? 

B: I talk to people in the industry. I read articles and obviously I follow the 

markets.  

A: What sort of equipment do you use? 

B: Well, that are some good Internet sites which give a lot of information. In 

fact sometimes there is too much information. And I also use teletext on 

my TV. My doctor says I spend too much time in front of a screen, but I 

don’t really have a choice.  

A: Where do you work? 

B: I work at home near Oxford. When I lived in France I had an office in Par-

is, but I moved to England two years ago, and found I could do the job 

from home. I have a very small office with my fax, my phone, and my PC. 

In fact, it’s not really big enough for me and all my equipment, but I man-

age somehow. 

A: And do you work normal office hours? 

B: Yes. I start at about nine and work until three thirty. This give me enough 

time to go and pick up the children.  

A: So no business lunches? 

B: No, unfortunately. It’s usually a quick sandwich in the kitchen, then back 

upstairs. It was nice before to have lunch with contacts or colleagues, but 

now I waste less time. Now, I only speak to colleagues on the phone. 

Sometimes it’s too quiet in my office. 

A: So do you prefer the traditional way of working? 

B: it depends. I feel I work more efficiently at home because in an office there 

are too many distractions, but I do miss the contact with colleagues. 

B: Thank you. 

 

2. A: You are a market analyst I believe.  

C: That’s right. I work in Brussels and I analyse the petroleum market. 

A: What sort of office do you have? 

C: It’s a very modern open-plan office. It has work-stations for about twenty 

people in one large area.  

A: Surely that’s too many people? 
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C: Not really. In the morning there are usually about fifteen people, but after 

lunch there are fewer. When you arrive you take a space that is free. If you 

don’t arrive early enough, you don’t get the best places – next to the win-

dow! 

A: Isn’t it very noisy? 

C: Not really. And anyway it is good to hear other conversations. It helps you 

to know what’s happening on different markets and with different custom-

ers. 

A: What about lunch? 

C: We usually take customers and contacts to lunch. It’s a good way of getting 

information. When I have enough data I write my reports. 

A: What sort of equipment do you have? 

C: Computer screens with direct online data from the markets. Everyone has a 

lap-top and a phone. That way they can work anywhere. 

A: So what are your normal hours? 

C: I start really early at about seven, and I finish at about seven p.m. And then 

I go for a drink with my colleagues. I get home at about nine, which my 

wife thinks is too late! 

 

Tapescript 2 

1. 

Mr Green: Er … if I could come in here … 

Chairman: Yes, Mr Green? 

Mr Green: I’d just like to say that the targets that Jim suggests would be unac-

ceptable to my people. I mean, I can’t see that a level of 4,500 is realistic. 

I’m sure Ms White would agree. 

Ms White: Well, no actually it seems to me that 4.5 thousand for the year is 

quite easily achievable. We had a 22% increase in turnover last quarter, af-

ter all. I think the others would agree with that. 

Others: Mmm! Oh yes. 

2. 

Miss Grey: I’d say that the important thing for us to agree on first is the col-

ours we’ll be offering in the new product range. There’s a contradiction be-

tween the reports we’ve been getting from our marketing interviews and 

from what Mr Brown suggests. The people we talked to found both the or-

ange and yellow prototypes very appealing. I’d like to know why Mr 

Brown thinks that we should stick to last year’s colours. 

Chairman: Mr Brown? 

Mr Brown: I resent the tone of Miss Grey’s question there. She seems to think 

that interviews with potential customers should govern our entire policy 
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when it comes to colour. It’s well known that tastes change very rapidly 

when it comes to this aspect of a product. My suggestion is based on 23 

years in this business and I think I know what I’m talking about. Besides, 

manufacturing the product in two new colours would increase our produc-

tion costs by approximately 4 ½ %. 

Miss Grey: I see, I didn’t realize that. 

Chairman: All right, well let’s leave it there, shall we? 

3. 

Mr Black: If we’re going to spend that much on promotional literature, we 

need to make sure we’re getting a good quality product. 

Mrs Scarlet: How do you mean, Mr Black? 

Mr Black: Well, Mrs Scarlet, the leaflets we’ve had done so far have been de-

signed by our own publicity department. And quite frankly, the don’t look 

professional enough. 

Mrs Scarlet: I think they’ve been doing quite a good job. And do you have 

any idea how much contracting this out would cost? 

Mr Black: Well, no I don’t, but maybe we should find out. 

Chairman: Mrs Scarlet, would you be prepared to do that? 

Mrs Scarlet: But … Yes. All right. 

Chairman: Fine, next … 

4.  

Ms Pink: I think stuff training should take preference in this case.  

Chairman: Yes, well, thank you, Ms Pink. Mr Gold you don’t agree? 

Mr Gold: NO, not at all. In my experience, stuff training is just an excuse for 

time-wasting. If anyone needs to find out anything they can do that on the 

job, when they need to. 

Ms Pink: All right, with new documentation procedures, that may be true but 

half the stuff in your section have no idea how the computer works. 

Ms Gold: They know as much as they need to know. 

Ms Pink: But if they knew more, they could make it work for them instead of 

regarding it as a piece of technical equipment. 

Mr Gold: We could give it a try, I suppose. 

Chairman: Well, perhaps you could draw up some guidelines, Ms Pink? 

5. 

Chairman: Yes, Mr Dark? 

Mr. Dark: I’d like to raise a point about office services. 

Chairman: Yes. 

Mr Dark: As you all know, we have a big turnover of staff in our section. And 

a number of our new staff have come to me very upset recently. I had one 

girl in tears yesterday. The problem is that if they want someone in the of-
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fice services to do anything for them, they have to know exactly who to 

ask. I mean, it’s easy for the old hands – they’ve learnt who’s in charge of 

what. But if you approach the wrong person there, you just get a sarcastic 

or a superior answer and no help at all. I think that Mr Bright should talk to 

her people and tell them to be more considerate. And it would be a big help 

if she should draw up a clear handout explaining who is responsible for 

what. It’s just not fair, otherwise. 

Ms Bright: Goodness, I think you’re over-reacting, Mr Dark. It was probably 

Shirley or Ted again. But if you think it’ll help I’ll have a word with them. 

Once you to know them they’re very nice, they just seem fierce. And we 

already have a handout like the one you describe. If you haven’t got a 

copy, I’ll send you one. 

Mr Dark: Thank you, Ms Bright. 

6. 

Ingrid Muster: This is Ingrid Muster (INGRID MUSTER) calling from Berlin. 

Can you tell Mr Hanson that I’ve had a problem with flights. The one I was 

going to book on is full – there’s a big football match on apparently. So, 

the earliest I can make it on Friday is 2.30. I’m sorry about this, but there’s 

nothing I can do. It does mean we can continue the meeting as long as we 

like into the evening, though. Can you let your people know, please? I 

know that Linda has to travel down from Glasgo that day – at least she 

won’t have to set off quite so early. The other thing is, I’d like to bring Pe-

tetr with me, if that’s all right, yes? He’s done all the research on this pro-

ject, so he’s really the best person to put everyone into the picture. Can you 

book both into the Royal Hotel for the night of the 13th and cancel my 

booking for the night of the 12th? 

Tim Hanson: Hello, this is Tim Hanson. I’d like to give a message to Linda 

about the meeting on Friday the 13th. The thing we’ve have to change it be-

cause Ingrid can’t get a flight from Berlin. So the new time is 2.30 instead 

of 10.30. But the lunch is still on and Linda is welcome to join us for that – 

if she wants to. Couuld she call Mrs Burrows (BURROWS) on 345 0982 to 

confirm whether she will be joining us for lunch or not. Ah,and the meeting 

will go on at least till 6, probably longer, so maybe Linda will need to book 

a hotel room. She can do this herself, or again, she could call Mrs Burrows 

to do this for her. Ingrid and Peter are staying at the Royal, near the station. 

If that’s full, the …er … the Imperial nearby is good. If there are any prob-

lems, call Mrs Burrows. Or you can get me at home this evening on 778 

8021. OK? 

 

Tapescript 3 
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1 A: HK Oil & Gas. How can I help you? 

B: Could I speak to Diana Wong, please? 

A: I’m sorry, sir, but the line is busy. Would you like to hold? 

A: Yes, please. 

HK Oil & Gas. Hold the line please. We’re trying to connect you. 

A: HK Oil & Gas. How can I help? 

B: I wanted to speak to Diana Wong. 

A: Her line is busy. Would you like to hold? 

B: No, thanks. I’ll call later. 

 

2. A: HK Oil & Gas. How can I help you? 

B: Could I speak to Diana Wong, please? 

A: Certainly. I’ll put you through. (pause) 

I’m sorry, sir, but there is no reply from her office. 

B: Oh, do you have her mobile number, by any chance? 

A: Yes, I think we do. Let me see, it’s 04345 then 4631. 

B: Thanks very much. 

 

3. C: Hello. Sales Department. Diana Wong’s phone. 

B: Is that you, Diana? 

C: Sorry, but Diana’s out of the office today. 

B: When are you expecting her back? 

C: Tomorrow. Can I take a message? 

B: Yes, please, could you tell her Jordi Marrero rang? I’d like to see her on 

Friday. My direct line is 663 – 4562. 

C: OK. I’ll give her the message. Thanks for calling. 

B: Thanks for your help. Buy. 

C: Buy. 

 

4. B: Hello. Is that Diana Wong? 

D: I’m sorry. You’ve got the wrong extension. She is in the Sales Depart-

ment. 

B: Could you transfer me to her? 

D: Yes, of course. Hold the line. I’ll transfer you. 

E: Hello. 

B: Is that Diana? 

E: Speaking. 

B: Hi it’s Jordi Marrero … 
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Unit 3. JOB HUNTING 

Transcript 1 

First interview 
Interviewer: Good morning, Miss... 

Sue Jones: Miss Jones. Good morning. 

Interviewer: Miss Jones, yes, right. Hi. Urn...now, you'd like to join our team, 

I gather. 

Sue Jones: Yes, I would. 

Interviewer: That's...that's very good. Er...Pd like to know a little bit about 

you. Perhaps you could tell me...perhaps we could start...if you could tell 

me a bit about your education. 

Sue Jones: Oh yes, right. Well, I left school at 18 and for the first two years I 

went to Gibsons, you might know them, they're an engineering firm. 

Interviewer: Ah, yes, right. 

Sue Jones: Um...and after that, I wanted to do a course, so I...I did a one-year 

full-time PA course and went back to Gibsons. I was PA to the Export Di-

rector. I stayed there for another two years and. ..and then moved on to my 

present company. Um...that's Europa Marketing...um...Mr Adair, the mar-

keting director, offered me a job because Gibsons had... had worked quite a 

lot with Europa Marketing. 

Interviewer: Oh, yes, Europa Marketing...yes. 

Sue Jones: And I’ve been with them for three years now...um...first with the 

Marketing Director and.. and now I’m with the Sales Director. 

Interviewer: That's all very interesting, Miss Jones. Um...I...I’d like to know, 

what did you enjoy most at school? What was the course that you enjoyed 

most? 

Sue Jones: Ah...foreign languages I liked best. 

Interviewer: Foreign languages? 

Sue Jones: We did French and German. Yes. 

Interviewer: Mhm. And are you quite fluent in those now or . . . ? 

Sue Jones: Yes, a bit rusty now, but...um.. obviously the more travel I can do 

the more I can use my languages and I'd like to learn another language. I’d 

like to add Italian as well. 

Interviewer: Italian? 

Sue Jones: Yes. 

Interviewer: Very good, very good, that...that might be very useful. 

Now...er...tell me a little bit about...er...the work you're doing at present.  

Sue Jones: Um...well Europa Marketing is a marketing and publ...public rela-

tions company. 

Interviewer: Yes, I’ve heard of it. 



 379 

Sue Jones: And they do...they do consultancy work for companies operating in 

the UK and European markets. Er… our clients come from all over the 

world...um...we deal with some of them by...by post, but most of them 

come to our offices and at least once during a project. I assist the Sales Di-

rector by arranging these visits, setting up meetings and presentations and 

I…I deal with all her correspondence. I've not been able to go with her on 

any...on any of her trips abroad, but I...I've been to firms in this country, 

several times on my own...um...to make these arrangements. 

Interviewer: It sounds as if you're very happy there, Miss Jones. I'm curious 

why you'd like to leave them and join our company? 

Sue Jones: Well...um...I know the reputation of Anglo-European and it has a 

very good reputation. And I feel that I would have more scope and oppor-

tunity in your company and the work would be more challenging for me. I 

might be able to possibly travel and use my languages because at the mo-

ment most of my work is...is rather routine secretarial-type work and I like 

the idea of more. ..um...challenges in my life really . . . 

Interviewer: Yes, aha, aha. 

 

Second interview 
Interviewer: . . . yes, well, your CV seems pretty well up to scratch. Now, I 

wonder, can you tell me more about yourself? 

Tom Richards: Um...well, I... 

Interviewer: Yes? 

Tom Richards: I...I'm...well, I think I’m serious...serious-minded, I...calm . . . 

Interviewer: You're calm? 

Tom Richards: Yes, well, yes, I like a joke, though, good sense of humour. I 

don't panic in a crisis and I… I enjoy working with all kinds of people. I...I 

even like...um...p...people who are, you know, bad-tempered or something 

like that. Interviewer: Yes, but wh...where do you see yourself in let's say 

five years' time?  

Tom Richards: Um...well, I...sort of the long-range thing. Well, I…I see my-

self in the public relations and...er...well, one day I must admit I would ra-

ther like to open up my own consultancy in my own home town. 

Interviewer: Mhm, what is it specifically about Anglo-European PR that at-

tracted you?  

Tom Richards: Er...well, first of all, I want to leave my present employers be-

cause they're a small company and...er...I know about Anglo-European PR, 

I mean, they're a...they're a good company, larger. I think I'll have more 

scope...er...the work will be more challenging. I mean, quite a lot of what I 

do at present is quite boring, it's...it's routine secretarial work. 
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Interviewer: And...and you'd like to move on? 

Tom Richards: Yes, if I could, you know, hopefully to a job that gives me 

more opportunity. So I can use my initiative. 

Interviewer: Mhm. 

Tom Richards: Can I just ask you this question? Excuse me...I'd like to know 

if I get this job with Anglo-European, would I be able to...um...work 

abroad in one of your overseas branches? 

Interviewer: Oh, yes, certainly. 

Tom Richards: Oh, good. 

Interviewer: Um...our staff regularly do six-month placements in other 

branches. 

Tom Richards: Six. Oh well, that's good. 

Interviewer: So I’m sure you might. . . 

Tom Richards: Um...that's what I’m interested in. 

Interviewer: Mhm. Can I...d...I know we're all human beings here and I’d like 

to know wh...what you consider your strengths and your weaknesses.  

Tom Richards: Um...strengths and weaknesses? Haha. Well, I.. I mentioned 

before, I think my sense of humour...er...and my ability to work with all 

types of people is a particular strength. 

Interviewer: Yes. 

Tom Richards: My weakness? I don't know, I suppose I’m a bit of a perfec-

tionist...!...I'm quite often dissatisfied with what I’ve done. I always think I 

can do it better, you know, or in a different way. 

Interviewer: I wouldn't call that a weakness, I’d call that a strength. 

Tom Richards: Well...ah...well, that's good, well...I mean, apart from that I...I 

suppose I get a little bit sort of full of the 'Wanderlust' and that's why I 

want to travel. I’m easily bored with repetition and…er...and procedure. 

Interviewer: Do you have a lack of commitment?  

Tom Richards: No, not at all. No...er.. .once my goals are set and I've got the 

right sort of initiative then...er...I...I’m as committed as anybody. 

Interviewer: Not one of these people who wanders off? 

Tom Richards: No, not at all. 

 

Tapescript 2 

Gus Morrison: Good afternoon. This is Gus Morrison calling from Glasgow. 

Now, most of the people I’ve have talked to today  have been pretty hope-

less. One of them was obviously lying when he filled in the application 

form. Do you know, he claimed to speak German, but when I started talk-

ing to him in German, he couldn't understand! 
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Well, now, the best of the bunch was er...where is it...er Duncan McCabe 

(that's D-U-N-C-A-N M-c-C-A-B-E). He's quite young, he's only 21 and 

he's a graduate of Edinburgh...Edinburgh University. He's got an MA and 

it's in modern languages. Now, he's been working for the publicity depart-

ment of Glasgow City Council for about a year. He speaks fluent French 

and his German is quite good too. He's a very pleasant lad, he seems a bit 

shy when you first talk to him, but when you get to know him he's got a 

lovely sense of humour, and I think he's very bright, he's very eager and I 

think he'd fit in well with your people down in London. Now unfortunately 

he's not available until September 1st. 

But if you want to contact him, his address is 145 Pentland (I'll spell that, 

that's P-E-N-T-L-A-N-D) Pentland Gardens, Glasgow, and the postcode is 

G5 8TG, and his phone number is 041 667 8092. 

Laura Steele: Hello, this is Laura Steele, I'm calling from Sheffield. I've spent 

this morning interviewing four candidates and the best one is a Mrs Sylvia 

Sabbatini (that's S-Y-L-V-I-A S-A-B-B-A-T-I-N-I). Now, she's 25, she's 

married and has been working for Johnson Brothers, in Marketing since 

leaving school. She has a lovely personality - very cheerful and bright. She 

speaks Italian fluently (her father is Italian, her mother is English). Her 

qualifications on paper are not all that good, she left school at 16 to do a 

secretarial course, but she's a very intelligent young woman - she im-

pressed me very much. She's been married for two years, no children, and 

her husband has just got a job in London, so she'd be able to start work in 

London more or less right away. 

Her address is 78 Pennine Avenue, Pennine (P-E-N-N-I-N-E) Avenue, Hud-

dersfield (that's H-U-D-D-E-R-S-F-I-E-L-D)/ and the postcode is LS34 

7QT. Her telephone number is 0484 078432. 

Terry Williams: Hello, this is Terry Williams calling from Cardiff. I've just 

finished a very frustrating day interviewing people for you. There were re-

ally bfuy two applicants that you should have invited for interview and I 

discovered after half an hour that one of them isn't available: he'd already 

accepted another job but decided to come to the interview anyway! 

So the only person I have to tell you about is Miss Emma Harris (that's E-M-

M-A H-A-R-R-I-S). She's only 20 but she has really good potential. She 

had all the right exam results to get into university when she left school, 

but decided to go into industry. She speaks Spanish and French, though 

she's not exactly fluent in either, but she's so confident I don't think that 

matters. 

She's been working in marketing for a small light engineering firm and she 

had just become their Export Marketing Manager when the firm was taken 
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over and she was made redundant because they decided to close her de-

partment. She is full of confidence, makes friends easily and she would 

work well in a team. She has no ties here, and she could start next week if 

you wanted. I think she'd be a real find and you should get in touch with 

her right away. Her address is 214 Gower Road (that's G-O-W-E-R), 

Swansea (S-W-A-N-S-E-A), SA2 4PJ. Her phone number is 0792 98762. 

All right. Ah, cheerio then. 

 

 

Unit 4. BUSINESS LETTER FORMAT 

Tapescript 

1) A: Customer Service. Stephanie Rowe speaking. 

B: Hello. This is Steve Meehan of TPS. 

A: Sorry, I didn’t catch your name. 

B: Steve Meehan. That’s M-double E-H-A-N. From TPS. 

A: Mr Meehan. Sorry, I didn't recognize your voice. What can I do for you? 

B: I'm calling about my order for the calculators, the model RK 529. 

A: Yes, we sent them two days ago, I think. Did you receive them? 

B: Yes, they arrived yesterday evening. But there were no instruction manuals 

in the boxes. 

A: No instruction manuals. That's very strange. I'm very sorry about that. 

B: Can you look into the problem? 

A: Yes, of course. Can you give me the order number? 

B: Yes, it’s 4189 / JG. 

A: 4189 / JG. And it was twenty calculators, model RK 529. 

B: That’s right. 

A: OK, Mr Meehan. I’ll look into it, and I’ll call you back in ten to fifteen 

minutes. 

B: Thanks. Speak to you soon. 

 

2) A: Hello, is that Mr Meehan? 

B: Yes, speaking. 

A: This is Stephanie Rowe again. I’m calling about your instruction manuals. 

I’m sorry, but we found them here in our factory. 

B: So you have them. Can you send them today? 

A: Yes, of course. Shall I send them by express mail? 

B: Yes, please, if you could. 

A: OK, I’ll do that. And I do apologize once again for the mistake. 

B: That’s OK. Goodbye. 
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Unit 8. ECONOMY 

Tapescript 
INTERVIEWER Denis MacShane, do you agree with the people who say that 

manufacturing industry will inevitably decline in what we call the industri-

alized countries? 

DENIS MACSHANE I think manufacturing will change, convert itself. There 

are many new products that have to be invented to serve new needs, and 

they can  be made in the advanced countries because in fact the technology 

of production means you need very little labour input. I’m holding in my 

hand a simple pen that British Airways gives away to its passengers. It is 

made in Switzerland, a pen, a low-tech product, made in Switzerland, with 

the highest labour costs in the entire world, and British Airways, a British 

company, having to pay in low value pounds, is buying from Switzerland a 

manufactured product. Now what’s going on here? It seems to me that the 

Swiss – and they also manage to do it with their watches, the famous 

Swatch – have stumbled on a new secret, which is how to make low-tech 

products, sell them profitably, but actually make them in a country where 

in theory there should be no more manufacturing, and if you look at any of 

the successful economies of the 1990s, they all have a strong manufactur-

ing component. 

INTERVIEWER Which countries are you thinking of? 

DENIS MACSHANE I’m thinking of the dynamic Asian economies, all based 

on manufacturing, I’m thinking indeed of the United States which now has 

created for example a new computer, high-tech computer industry, its car 

industry is coming right back in America. America is a giant manufactur-

ing economy, which is why it is still the richest nation in the world, so I am 

extremely dubious of the theorists who say that manufacturing has no fu-

ture in the advanced industrialized countries. 

 

 

Unit 9. COMPANIES 

Tapescript  

1. 

1 Thank you very much. I would like to talk about the Research Department. 

As you know there are four scientists in the department plus ten techni-

cians. Our main activity is software research. We have a well-equipped la-

boratory and four offices. We are not in the main building. We work a lot 

with computer companies in the USA, so we spend a lot of our budget on 

travel. 
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2 I am in charge of the Purchasing Department. There are five managers in 

the team and seven administrative staff. We are responsible for all purchas-

es, raw material, components, and other supplies. We travel a lot to China, 

the Philippines, and Korea. We have a large open-plan office on the second 

floor and two more offices on the top floor. We use fax and e-mail a lot. 

3 My department is the Human Resources Department. We are on the first 

floor of the main building. We are responsible for recruitment and training. 

As you know, we spend a lot of our budget on computer and language 

training. There are six of us in the department, plus the Director. 

4 Hello. I am the Head of the Communications Department. It's very small. 

There are three of us in one large open-plan office on the ground floor. We 

are in charge of internal and external communications and public relations. 

Our main projects are the company newsletter, which we produce four 

times a year, and we are also responsible for the publication of the annual 

report. 

2. 

1 We work a lot with computer companies in the USA, so we spend a lot of 

our budget on travel. 

2 We are responsible for all purchases, raw material, components, and other 

supplies. 

3 There are six of us in the department, plus the Director. 

4 We are in charge of internal and external communications and public rela-

tions. 

 

 

Unit 10. MANAGEMENT 

Tapescript 

Part One 
STEVE MOODY So, as the store manager in Cambridge, which is probably 

the fortieth largest of the 280 stores we have got, I am responsible for the 

day-to-day running of the store. All the product is delivered to me in prede-

scribed quantities, and obviously I'm responsible for displaying that mer-

chandise to its best advantage, obviously I'm responsible for employing the 

staff to actually sell that merchandise, and organizing the day-to-day logis-

tics of the operation. Much more running stores is about the day-to-day op-

eration, and ensuring that that's safe, and obviously because of the two 

hundred people that we would normally have working here it's ensuring 

that they are well trained, that they are well motivated, and that the envi-

ronment they work in is a pleasant one, that they are treated with respect, 

and that they are committed to the company's principles. 
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Part Two 
INTERVIEWER How much freedom do those people have within their jobs to 

make decisions themselves? How much delegation is there of responsibility 

down the chain? 

STEVE MOODY We would, as a business, like to encourage as much ac-

countability and delegation as possible. Of course that does depend on the 

abilities of the individuals, the environment in which you're working, and 

the time of year. With 282 stores we have a corporate appearance in the 

United Kingdom's high streets. It is quite important that when customers 

come into Marks & Spencer's Cambridge they get the same appearance and 

type of looking store and the same level of service that they would expect 

if they went into Marks & Spencer's Edinburgh in Scotland, for example, 

and it's very important that we have a corporate statement that customers 

understand. So, there are obviously parameters and disciplines that, you 

know, not only the staff but supervision and management would follow. 

Within that, in terms of development and training, training is obviously an 

investment for all staff. If staff are trained to do their job well and they un-

derstand it, they will feel confident in what they're doing, that in turn will 

give a better service to the customers, obviously from Marks & Spencer's 

point of view it could well lead to increased sales. 

 

Part Three 
INTERVIEWER Do you have meetings for members of staff where they can 

express views about what's going on in the store? 

STEVE MOODY We have a series of meetings, management and supervisory 

every week, we have something which Marks & Spencer's call a focus 

group, which is members of staff who get together regularly from all areas 

of the store, so from the food section and perhaps the menswear section, 

from the office who do the stock and accounting, and indeed the warehouse 

where people receive goods. They have meetings, they discuss issues, they 

discuss problems that they feel are going on in the store. They also discuss 

suggestions of how they can improve that we run the store, and they dis-

cuss that amongst memserves'-first. They-will then have a meeting with 

members of management and obviously myself, and we will discuss those 

issues and work together to try and provide solutions. However, Marks & 

Spencer's philosophy, I suppose, is that meetings should not be a substitute 

for day-today communication and therefore if problems 

do arise in terms of the operation, or an individual has got a problem in their 

working environment, or indeed their immediate line manager, or indeed if 
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they have a problem outside, which might be domestic, or with their fami-

ly, we would like to discuss that as it arises and would like to encourage a 

policy that they will come and talk to their supervisor or their manager, to 

see what we can do to solve the problem. 

 

 

Unit 11. MONEY AND BANKING 

Tapescript 

Part One 
INTERVIEWER Gabriel Mangano, you're an expert on central banking. 

Could you briefly summarize the functions of a central bank? 

GABRIEL MANGANO Yes. I would say there are four of them. The first one 

is actually to implement monetary policy. There are roughly three ways to 

do it. First setting interest rate ceilings and floors, which means limiting, 

upwards or downwards, the fluctuations of the interest rate. The second 

way to implement monetary policy is simply printing money, or destroy-

ing it - coins, banknotes. The third one, which is a bit more modern, is 

those open-market operations, which are simply buying and selling gov-

ernment bonds to and from commercial banks. 

So that was the first main task of a central bank. The second one is exchange 

rate supervision, I would say. Mainly for floating exchange rates but one 

should not forget that even for a fixed exchange rate the central bank still 

has to make sure that it has enough reserves to counteract any upswing or 

downswing of this exchange rate. 

Third main task, yes, commercial banking supervision I would say – make 

sure that the commercial banks have enough liquidities, for instance, to 

avoid any bank run. INTERVIEWER What's a bank run? GABRIEL 

MANGANO The bank run is a sort of, a kind of panic, a situation in which 

investors or simply customers of the banks run to the bank and take their 

money out because they realize or they think they realize that their bank is 

not trustworthy any more. And to avoid this actually, the central bank has 

to make sure that they have a sufficient liquidity ratio, for instance. 

Fourth main task of the central bank would be to act as a lender of last resort 

in case, actually, one of these commercial banks goes bankrupt and the 

investors, the people putting money in the bank, have to get back their 

Part Two 

INTERVIEWER And I know that you believe that central banks should 

normally be independent from the government, rather than a government 

department. Why is this? 
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GABRIEL MANGANO Well, the main reason is what we call, in economics, 

the political business cycle. If the central bank mainly acts as a branch of 

government, then this government is inclined — incited — to increase ab-

ruptly, for instance, money supply just before elections in order to favour 

employment, but, of course, this has a negative effect on inflation, but as 

the government is not sure to be re-elected, at least it has some positive 

impact on employment just before the election, which is positive. There 

are also other reasons, which are more technical probably, but the main 

other one I would quote is the fact that it's more efficient for a separate 

body to implement monetary policy while the government is really only 

restrained to implementing what we call budgetary policy, which means 

having a larger or smaller budget deficit. 

INTERVIEWER And this happens in America, in Germany? 

GABRIEL MANGANO Mainly in Germany. The two most independent cen-

tral banks we can think of are really Switzerland and Germany. 

INTERVIEWER Not the Fed, the Federal Reserve? 

GABRIEL MANGANO The Fed, yes, but the Fed is slightly less independent, 

in the sense that, for instance, it doesn't have a goal of price stability as 

clearly stated as the German or the Swiss central banks, for instance. 

INTERVIEWER And examples of central banks which are influenced by the 

government? 

GABRIEL MANGANO Well, there's Britain, for instance. France is being 

slowly privatised -well, made independent. Italy, contrary to what most 

people think, is a qu"e independent central bank, it's one of the most ef-

ficient public bodies, I would say- 

INTERVIEWER But you think the independent bank is a model for the fu-

ture? 

GABRIEL MANGANO Yes, I would argue it is not, it should not be com-

pletely independent. Actually I'm working presently on something that 

tends to show that the independence should actually be adapted to the 

economic conditions in the country and outside the country, but yes, 

generally a more independent central bank is certainly more, well certain-

ly more desirable than a non-independent central bank. 

 

 

Unit 12. TAXATION 

Tapescript 

INTERVIEWER Professor Lambelet, I imagine that you are in favour of 

freely floating exchange rates, in principle 
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PROF LAMBELET Oh, that's much too global a question. It depends on cir-

cumstances You know if you had a world currency you'd have no exchange 

rates, and that presumably would be good for trade, it would mean, you 

know, like under the gold standard, a very stable and certain economic en-

vironment, but then you would also need to have a world central bank, and 

that's quite a tall order, so, you know, I think we should take a kind of 

pragmatic approach and say that in a world where economic policies di-

verge, very often, or where coordination is often an empty word, floating 

exchange rates are a kind of second best 

INTERVIEWER So, when you say second best, best would be a world cur-

rency with a world central bank' 

PROF LAMBELET That's debatable, you see, because it would not be enough 

to have a world central bank, because you'd also need to have some kind of 

world fiscal system to cushion whatever shocks may happen in parts, only 

in parts of the world — if it's a global shock everyone suffers alike so 

there's no problem A kind of managed floating system is best for Europe 

At one point, you know, there will have to be a jump, I mean to a common 

currency When that will take place I don't know, I wouldn't expect it to be 

very soon 

INTERVIEWER But the current managed floating system doesn't seem to 

work too well The speculators or the market seems to be much stronger 

than any government or any central bank intervention. 

PROF LAMBELET That's true, and sometimes the markets may overreact But 

again, let's be practical You know, pure floating maybe would be too un-

stable a system Pegged exchange rates run into severe problems with capi-

tal flows, so a kind of, you know, half and half system whereby central 

banks do intervene and try to calm things down, where you may have tar-

get zones, I think, that's, you know it's muddling through all right, but, you 

know, that's how we live 

INTERVIEWER But the volatility we've had for the last 10 or 20 years in ex-

change rates, it wasn't predicted by the people who said that freely floating 

or floating exchange rates would always be more accurate than a gold 

standard or a pegged system 

PROF LAMBELET That's certainly true. Er, there had been a precedent inci-

dentally, you know, when Friedman, Milton Friedman made himself an ad-

vocate of floating exchange rates, that was back in 1953, there was a prec-

edent, as I said, in the 1920s, there you had a floating and the experience 

was bad. I would however say that there is a learning element in that. Let 

me take an example. In 78, there was a very strong speculative move on the 

Swiss franc, and the franc increased a lot, appreciated a lot, something like 
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25% within three months I don't think that this is likely to happen again, 

because markets have I think learned a little at least not to overreact in that 

way But it's not a perfect system. 

 

 

Unit 13. INSURANCE 

Tapescript 

Woman: May I have the papers? It says to schedule you for two weeks from 

today. Is two P.M. all right? 

Man: Yes, I think so. Go ahead and schedule that, and I’ll let you know if I 

need to change it. 

Woman: That will be forty-five dollars for today. 

Man: Where do I stand on the insurance? You’ve filed some claims, but I 

think I owe you something for previous billings. 

Woman: Yes. You’ve been billed a total of three hundred and twenty-five dol-

lars, and your insurance has paid two hundred and fifty. You’ve paid an 

additional thirty dollars, so you owe forty-five. You can pay just eighty 

percent of today’s bill because the insurance company will most likely pay 

the rest. So you can write a check for thirty-six dollars plus forty-five dol-

lars for a total of eighty-one. 

Man: Fine. It seems that the insurance company hasn’t agreed to pay for cer-

tain items. Why is that? 

Woman: These charges are in excess of their list prices. 

Man: Does that mean you’re charging too much? 

Woman: Of course not. It simply means that it’s more than they’ve designated 

as the standard charge in the area. 

Man: So that must mean that I can find another doctor who charges the stand-

ard charge, and they won’t deduct anything, right? 

 

 

Unit 14. MARKETING  

Transcript 1 

1st man: For three centuries the Swiss were the watch-making experts of the 

world. In evidence, in 1950 four out of five watches were made in Switzer-

land. But by 1980 this market share had dropped to one in five and by 1985 

the figure was less than 5%. The Swiss watch industry was in big trouble, 

and they knew it. Only the luxury watch manufacturers were still making 

money. 

Woman: Two things had led to this: technology and price. Although it was the 

Swiss who had invented electronic quartz watches, they were first manu-



 390 

factured and sold in the USA by Hamilton and Timex - these were digital 

watches. But by the 1970s thanks to super-efficient mass-production tech-

niques most of these watches were made in Japan by Citizen or Seiko, or 

thanks to low labour costs in Hong Kong. And not in Switzerland. 

2nd man: That's right, but Swiss market research showed that consumers still 

liked analogue watches. Now, the problem was that good ones were much 

more expensive than digital ones - and cheap ones were less accurate and 

needed winding up every day. 

1st man: And there had to be a solution. The technology required to make 

quartz watches with hands that moved around a face was developed in 

Switzerland by an old watchmaking company, ETA. But to make such 

watches at a competitive price would require huge investment - investment 

in a computerized production line and this was at a time when the market 

was all but saturated with cheap digital watches. 

2nd man: So ETA took the risk of developing an unrepairable watch which 

was welded into a plastic case that would only cost 15 Swiss Francs to 

manufacture - but which would retail for considerably more. Now their in-

novative idea was that the new watch would be a fashion item, not an up-

market timepiece like Rolex or Omega that rich people bought to last them 

a lifetime. The design of the face of the watch and the strap were what 

would make fashionable, trendy and sporty "young people want to buy 

what they called a Swatch (or preferably more than one) to wear. 

The new Swatches wouldn't compete with cheap digital watches on price. No, 

they would be more expensive but much more attractive. This was going to 

be a completely new product. 

Woman: It was such a novel product that ETA knew they needed to spend 

huge amounts on promotion and advertising. In 1985 they spent 30 million 

Swiss Francs in the USA alone on advertising - to create a fresh, young, 

sporty image for the product. They spent millions on sponsoring sportspeo-

ple and sports events. Even Princess Diana wore Swatches. They constantly 

produced new designs, including Swatches smelling of mint, strawberry 

and banana. 

2nd man: So, ETA made sure that the watches were not discounted by any dis-

tributor, and to maintain a demand for Swatches, they restricted their pro-

duction so that each design was a 'Special Edition' which might hopefully 

become a collectible, not just a mass-produced object. The quality was ex-

cellent: the watches weren't repairable, but they didn't need to be because 

they didn't go wrong. Each new design was both original and fashionable. 
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1st man: And that was how the Swatch earned its place in marketing history. 

And how the Swiss watch-making industry was rescued by courageous in-

vestment, Swiss efficiency and innovation. 

 

Tapescript 2 
INTERVIEWER You're responsible for operational „management, the man-

agement of people, but not product development. Could you say something 

about the role of head office? 

STEVE MOODY Obviously, head office, the nature of what head office does 

in terms of selecting the products and then deciding on the quantities they 

buy. Obviously when they do that we have great success stories, that we 

develop a new product, say it's a new food recipe dishes that we introduce, 

it might be a new tie range, or foods from the Far East, and we introduce 

that and it sells very well and obviously that's fine, and usually head office 

don't require a lot of feedback on that. However, they could buy a particu-

lar new type of fabric, say it's a lycra fabric which we've not used before 

and we develop a range of ladies' underwear, for example, with that, we 

buy large quantities of it, we display it, we think it's the right price, we 

think we've chosen the right colour, everybody in head office actually 

thinks it's going to sell really well. It then goes out to 50 stores and for 

some unknown reason the customers don't want to buy it. So in those cases 

obviously we have a commitment there of stock that we've bought, we need 

to do some investigation as to find out why it's not selling and therefore 

head office would then come and talk to us and not simply to me but my 

sales staff to say, well, you know, what have we got wrong here, is it the 

make-up of the fabric, is it the colour of the fabric, is it the texture, is it the 

price, and obviously try and take some remedial action, in terms of is it 

price, then maybe we would reduce the price. If it's colour we would go 

and see what we could do. So we have large input into head office on a dai-

ly basis in terms of feeding back communication and obviously sales fig-

ures and very much it's a partnership between ourselves and head office. 

 

 
Unit 15. ADVERTISING 

Tapescript 1 

Commercial 1 

On Continental Airlines Business First, the champagne will cool you, the First 

Class electronic sleeper seat with extra leg room and personal video will 

calm you, the limousine will collect you and take you to the airport, and 

another will meet you in the USA, all for a Business Class fare. Business 



 392 

First. London, Gatwick and Manchester to New York, or London to Hou-

ston, and on to over a hundred US cities. Be cool, calm and collected. 

 

Commercial 2 

VOICEOVER A typical horror story. 

CUSTOMER Hello, I’d like to buy a stereo, please. 

SALESMAN Certainly, madam. May I recommend the Shannon X-13 with 

quadruple bass boost, magnum force… 

(Woman screams.) 

VOICEOVER If only she’d read What Hi-Fi?, the magazine that takes all the 

worry and guesswork out of buying home entertainment systems, from all-

in-ones to home cinema and hi-fi separates, What Hi-Fi?’s test results cov-

er all aspects of the market. What hi-fi magazine should you read? What 

Hi-Fi? 

 

Commercial 3 

Mamma Amalfi Café-Bar Ristorante is running a festival of good Italian liv-

ing, concentrating on the foods and wines of Italy, from the 25th of Sep-

tember to the 15th of October. Mamma Amalfi, situated at Hatfield Galleri-

as, Lakeside Shopping Centre, Edgware, Croydon, The Grafton Centre in 

Cambridge, and now open in Ealing. Mamma Amalfi, the home of good 

Southern Italian home cooking. At value for money prices. 

 

Tapescript 2 

Promoting a new product 

INTERVIEWER: How do you expect potential customers to become aware of 

Fresh Fries? Are they just going to walk down the street and see these ma-

chines? 

JOGISHWAR SINGH: That is correct. You know the machines will be paint-

ed, as you can see from the picture, in very bright fast-food colours, which 

is red and yellow. I’m sure you have to really make an effort in order to 

miss such a machine if it is placed on the path around which you will be, 

and you know we will place many of them, even the test machines, we will 

put them in and around Piccadilly Circus, so I’m sure people will notice 

them.  

INTERVIEWER: So the location is important? 

JOGISHWAR SINGH: It is important, yes. 

INTERVIEWER: Advertising and publicity would be really secondary, or … 

JOGISHWAR SINGH: Well, I wouldn’t say it’s secondary, but I think it is 

more important, you know, that once … we are not really launching a me-
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dia blitz till our test machines are out, and we have digested the lessons 

from the first series of 25 machines. Then, we’ve been talking  to some tel-

evision chains, you know, who are very much interested in the product, and 

they are, they have already confirmed to us that they are wiling to make 

short programmes that they will broadcast on their business news. Now 

that is all free publicity for us, you know. We are counting on the novelty 

of the product to get us free time on television, and so that we can concen-

trate … We will also have paid advertising, but you know, according to our 

experts, the best advertising we can get is to get people to taste the fries, so 

we prefer to give these machines free for three months for trial, so you 

know, the operator gets them free for three months, and I think that is a 

much better advertising strategy. 

INTERVIEWER: Absolutely. Your publicity strategy got me here. I saw you 

on the front page of a newspaper… 

JOGISHWAR SINGH: Which incidentally, I didn’t tell the newspaper to put 

our picture, he seemed to like my turban… 

 

Tapescript 3 

A: Let's discuss the promotional gift. As you know, the marketing department 

have suggested three different products: the pedometer, the calorie counter, 

and the Relax Max CD. Anna, would you like to start? 

B: Yes, I think the calorie counter is the best. It's cheap, and there's lots of in-

teresting information in it. It also doesn't weigh much, so it's a good prod-

uct to put in the cereal packet. 

A: What do you think, Ned? 

C: I don't agree with Anna. I don't like the calorie counter. I think it's a prod-

uct that only interests women. Men want to be healthy, but they don't want 

to count calories. 

A: Mm, yes, I think you're right, Ned. So which product do you prefer? 

C: Well, in my view, the pedometer is the best. It's very original as a promo-

tional gift, and it's very useful for men - and women -who go running. 

B: Sorry, Ned, but I disagree. I think cost is a problem here. It's original, that's 

true. But if a lot of people want it, it will be very expensive for us. Don't 

you agree, Carmen? 

A: Yes, I do. And I don't think it gives the right image. This cereal isn't only 

for people who do sport, it's for people who want a healthy diet. 

B: Yes, I agree. 

C: OK. I see you both disagree with me. So, how about the Relax Max CD? 

It's not very expensive. 

B: And it interests both men and women. 
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A: Yes, I think so too. And it's not just a sports product. 

C: Yes, You can imagine people eating our breakfast cereal, then sitting down 

to listen to the CD. 

B: And doing their relaxation exercises! 

A: Good. So do we all agree? 

B: C: Yes. 

 

Unit 16. INTERNATIONAL TRADE  

Tapescript 1 

FIRST VERSION OF THE CONVERSATION 

Rusconi: Rusconi. 

Garcia: Hello, this is Al Garcia. 

Rusconi: At last! When can we expect the next consignment in our ware-

house? 

Garcia: Late Thursday or early Friday, depends on the traffic and the weather. 

When will you accept deliveries? 

Rusconi: Up to 4 pm and from 7.30 am. Whose trucks are delivering the 

goods? 

Garcia: Two of ours, and the others are on hire from Alpha Transport. 

Rusconi: How do you spell Alpha? 

Garcia: A-L-P-H-A 

Rusconi: How many trucks will be coming? 

Garcia: Five. 

Rusconi: Will they arrive all on the same day? 

Garcia: Two will set off half a day early, so they should arrive Thursday. The 

other three will arrive towards midday Friday. How long will it take to un-

load each truck? 

Rusconi: About an hour. We can’t unload more than two at a time, you know. 

Garcia: I want to know what happens if one truck arrives late. Can you unload 

it on Saturday? 

Rusconi: I don’t know. Our warehouse manager would know.  

Garcia: What’s his name? 

Rusconi: I don’t know. Our warehouse manager would know.  

Garcia: What’s his name? 

Rusconi: Mr. Ferrari. 

Garcia: What’s his number? 

Rusconi: 345 9800 extension 71. 

Garcia: Goodbye. 

Rusconi: Goodbye. 
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SECOND VERSION OF THE CONVERSATION 

Rusconi: Jupiter Products. Tony Rusconi speaking. 

Garcia: Hello, this is Al Garcia. 

Rusconi: Hello, Mr Garcia. How are you? 

Garcia: Fine, thanks. I’m phoning about our delivery next week. 

Rusconi: Ah, yes, good. I was just about to call you. Er… could you tell me 

when we can expect the consignment to arrive in our warehouse? 

Garcia: Yes, as far as I know, the trucks should arrive late Thursday or early 

Friday, it depends on traffic and weather. Er … what time will you accept 

deliveries? 

Rusconi: The latest time we can start unloading is 4 p.m.? but… but we can 

start as early as 7.30 pm. Er… could you tell me whose trucks are deliver-

ing the goods? 

Garcia: Yes, certainly. Two of them will be ours, and the others are on hire 

from Alpha Transport. 

Rusconi: Let me just make a note of that. Er… can you tell me how you spell 

Alpha? 

Garcia: Yes, of course. It’s A-L-P-H-A. 

Rusconi: Fine. A… and I’d also like to know how many trucks will be com-

ing. 

Garcia: Ah… there will be five altogether. 

Rusconi: Can you tell me if they will arrive on the same day? 

Garcia: I’m not entirely sure, but… er… as two will be setting off half a day 

early, they should arrive Thursday. Er… the other three will arrive towards 

midday Friday. Could you let me know how long it will take to unload 

each truck? 

Rusconi: Yes, er… each truck will take about an hour. Er… I think you should 

know that we can’t unload more than two trucks at a time. 

Garcia: I see, well, thanks for letting me know that. Er… I wonder if you can 

tell me what’ll happen if one of the trucks arrives later and can’t be un-

loaded on Friday? Do you know if it can be unloaded on Saturday? 

Rusconi: I’m afraid I don’t know; it might have to wait till Monday. Er.. you’d 

have to ask our warehouse manager about that. 

Garcia: Could you just remind me what his name is again? 

Rusconi: Yes, of course. He’s… er… Mr Ferrari. 

Garcia: Ah, and… er… can… can you tell me his number? 

Rusconi: Yes, it’s 345 9800 extension 71. 

Garcia: Good. Thank you very much. It’s… it’s nice to talk to you. Goodbye. 

Rusconi: Bye now, Mr Garcia. 
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Tapescript 2 

Part One 
INTERVIEWER Professor Singh, economists are almost unanimously in fa-

vour of free trade, but these days it seems that a great many people in in-

dustrialized countries are opposed to it... 

PROF. SINGH ... this is a strange situation, because in the past it was the de-

veloping countries who used to worry about free trade leading to disad-

vantage for them because they didn't have a developed manufacturing in-

dustry, they didn't have firms which could compete with large firms from 

Western countries, but now many countries like Korea, Malaysia and oth-

ers feel they can compete with advanced countries on a range of products 

because they've learned the lessons, they've been able to import technology 

from the rich countries, they've been able to educate their labour forces, set 

up an infrastructure, and since their wages are lower, they think they can 

compete. So now the complaints about unfairness of free trade come from 

people in the rich countries. 

INTERVIEWER And what do you think about these complaints? 

PROF. SINGH I think the answer really lies in whether or not the world is 

moving or operating at a level of full employment, or it isn't, or it is not. 

When the world economy's growing fast then.. .and jobs are being created, 

then people are able to put up with the disruptions which free trade Causes. 

What free trade means is that you may have trained for a job then someone 

in Osaka learns to produce cars a bit cheaper, and then you in Detroit im-

mediately lose your jobs. Free trade can be very disruptive. But of course it 

has the advantage that it leads to more efficiency, more output, but people 

can't put up with that disruption if they just lose their jobs, but if there are 

other jobs to go to, then they're usually able to bear the pain of being made 

unemployed for a while, while they can go and look for another job. So re-

ally, it depends upon the level of world economic activity, whether free 

trade is good for you or not. 

 

Listening Tapescript 

PartTwo 
INTERVIEWER What about the effect of free trade on countries that are less 

industrialized? 

PROF. SINGH Well, the point is the fact of free trade is that they may never 

industrialize because the thing is that they start with an enormous disad-

vantage. Suppose you want to produce cars in Africa. Well, how are you 

going to do that, unless they were heavily subsidized, because you can't 

compete with the existing car producers so obviously countries which have 
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not industrialized at all, they need a period of protection for their industry 

in order for them to make it strong enough to compete in international mar-

kets. 

INTERVIEWER So how are economists or governments in the rich countries 

going to convince people of the benefits of free trade? 

PROF. SINGH If you are talking about free trade, then the best way to pro-

mote free trade is to ensure that other measures are taken at the internation-

al economic level — cooperation between leading countries to ensure that 

there is more or less full employment in the rich countries. 

But what is also clear is that if the unemployment problem - mass unem-

ployment in the rich countries, 10% unemployment in Germany, in France 

and near 10% in this country - if these problems are not solved then people 

will walk away from free trade, and the world will be poorer as a result, so 

in order to sustain free trade, it is essential that governments tackle the un-

employment problem. The other point is that no country on its own in an 

interdependent world economy can deal with the unemployment problem 

just on its own in a single country, it can only be dealt with by cooperation 

between countries, that the big countries have to coordinate their economic 

policies, but there is no prospect, unfortunately, at the moment, that they 

are willing to do so. 
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