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BBEJAEHHUE

B cBs13u ¢ ocyiecTBiIeHHEM Mepexoja CUCTEMBI BBICIIET0 00pa3oBaHus Ha Gopmat "Oaka-
JaBpHaT U Marucrparypa’ ydamumcss HeoOX0IuMO B OOJIbIIel CTENEHH CaMOCTOSATEIbHO OBJIa-
neBaTh 00BEMOM 3HAHUM B OINpPENEICHHON MPEIMETHOW 001acTh HAa COOTBETCTBYIOIIEM YPOBHE
o0Opa3oBaHusl, TIOCKOJIbKY B MarucTparype LEHTP TSHKECTH y4eOHOro Ipolecca CYILECTBEHHO
CMEIIIAETCsl B CTOPOHY CAMOCTOSITEIIbHOTO U3YyYEHUS! TUCLUTIINHBIL.

VY4eOHUK sSBIISIETCS MEPBOM YacThiO Y4€OHO-METOUUECKOTO KOMILJIEKTa, UMEIOIIETr0 CBOEH
1ensio (hopMUpoBaHUE y CTyJAeHTOB obmenpodeccuonanpaon komnerenmuu (OIIK-1), ompene-
nsiemoil B coorBercTBUU ¢ @I'OC BO 3+ nporpamm maructparypsl Kak "TOTOBHOCTb K KOMMY-
HUKAllUM B YCTHOW U NMUCBMEHHOM (opMax Ha PYCCKOM M MHOCTPAHHOM S3bIKAX JJISl PELEHUs
3amau npodeccuonanpHoil AestenpHocTu". YMK "Business: Today and Tomorrow" cnoco6cT-
BYET NMPUOOPETEHUIO HABBIKOB BJIAJICHUS AHTJIMHCKUM S3bIKOM B 00JacTH OM3HECAa U 3HAKOMUT
CTYJEHTOB C OCHOBOIIOJIAraloIMMU TEMaMH B paMKaxX paccMaTpuBaeMoil cepsl.

Hanssiiik YMK npencraBisier co60i BHYTPUAMCIUIUIMHAPHBIN aKaJIeMUYECKUH SI3bIKO-
BOM KypcC JUIsl MaruCTPaHTOB, CIIEIHAIBHO pa3pabOTaHHBIN MO METOAOJOTUU "aKageMUYeCKUui
anrmiickuil 1 cienuanbHbix meneit” (English for Specific Academic Purposes). Beibop Ta-
KOW METOJ0JIOTUH 00YCIIOBJIEH AUCKYCCHOHHBIM XapaKTepOM HayKH, €€ OTKPBITOCTbIO, BO3pac-
TaoIel JOCTYIHOCTBIO K MEXIYyHApOAHbIM NyOnukauusm. Ha nepeanuil ninaH BbIABUTatOTCS
YMEHUS aHaJU3UpPOBaTh, KPUTUUECKU OI[€HUBATh, UHTEPIPETUPOBATH U CUHTE3UPOBATH CIIOXK-
HyI0 HHGOpPMALMIO, TOYHO U OOBEKTHMBHO OLEHHMBATh KOHTEKCT, BJIAJIETh MEXIYHApPOIHBIM
TEPMUHOJIOTMYECKUM MHCTPYMEHTAPUEM U ONEPHUPOBATH Pa3HOOOPA3HBIMU MOJEIISIMU M HHbI-
MU MHCTPYMEHTaMU HPO(ECCHOHAIBHOIO M Hay4yHOro s3bika. Cnenuduka naHHOro mocoOus
3aKJII0YaeTcsl B IPUMEHEHHUH M0JX0/a, B LIEHTPE KOTOPOIro CTOUT 3ahauda (OpPMHpPOBAaHUS aHa-
JUTUYECKUX HABBIKOB Y CTYJIEHTOB. AHallu3 KaK aKTUBHBIN HaBBIK TpeOyeT MapasuiebHOIro
pa3BUTHS HECKOJbKUX YMEHHI: KPUTHYECKOI'O MBIIUIEHUS, WHTEpHpeTanuu, o0oOIeHus u
cuHTe3a uHbopMaluu. B CBA3U ¢ 3TUM Ha NPOTAKEHUU BCEro Kypca paboTa ¢ TEKCTOM U JIeK-
cukoil B yueOHuke-npaktTukyme (Reading Essentials and Note-taking Guide) nognepxuBaercs
3agaHusIMH B pabouer terpamu (Student's Workbook), pa3BuBamImmuMu HaBBIKM aKageMUYe-
CKOr0 MHChMa, YCTHOTO pedepupoBaHms, HAYYHOU M MPO(HECCHOHAIBHONW MpE3eHTAlUH. DTH
3a/laHUs aKTUBU3UPYIOT UHTEIUIEKTYalbHbIA NOTEHIIMANl CTYJJEHTOB U YK€ OOpETEeHHBIE B IIPO-
necce 0o0y4eHUsi B YHMBEPCHUTETE aKaJeMUYECKHE HAaBBIKM U MPO(ECCHOHANbHbIE 3HAHUS, a
Takke (POHOBbIE U OOIIEKYIbTYpPHbIE KOMIIETEHIIUU. Vconp30BaHNe BCEro KOMILIEKCa MM03BO-
JSeT YCUJIUTh NPAKTUYECKYIO HaIlpaBJICHHOCTb OOy4yeHHus, cienarb ero 0ojiee MpPaKTHUKO-
OPUEHTUPOBAHHBIM, YTO CAMO IO ceOe SIBIISIETCS KEJIAEMbIM PE3YIbTATOM.

Y4eOHUK-IPAKTUKYM MOKET UCIIOJIb30BAaThCs B MPOLIECCE U3YUEHUS TUCIIUIUINHBI HEe3aBU-
cumo oT BTopoi yactu YMK, mpennonararomeil 6ojiee mpucCTalibHBI KOHTPOJb CO CTOPOHBI
npenojasatens. OqHa U3 BaXKHBIX 33aJa4 MPU CO3JaHUU JAHHOTO y4eOHHKa-MPAKTUKyMa - CHUC-
TEMHOE BOCIIPOM3BE/ICHUE apceHalla UMEIOIIErocs B COBPEMEHHON aHIJIOA3BIYHON JINTEpaType
TEOPETUYECKOTO 3HAHUSI IO JAMCIHUIUIMHE, YTO TMO3BOJISIET M30ekKaTh "MO3aMYHOCTH" 3HAHUU U
CHUCTEMHBIX MPOBAJIOB B n3y4deHuU. B 1O ke Bpems opranuzanust Y MK ycrpanser yrposy "co-
cKaib3bIBaHUA" B TiIyOOoKoe oOCyxkJeHHe MpO(EeCCHOHATBHBIX BOIPOCOB, MOCKOJIbKY 3anadeit
JAHHOTO Kypca SBJISIETCS HE IIPEnojaBaHue IMCHUIIINHBI Ha S3bIKE, a U3yUYEHUE CHeUPUUECKUX
aCMEKTOB aHIJIOA3BIYHON JIUTEPATYpPhI IO TUCHUIUIMHE.

Opranu3zaliMoHHasl CTPYKTypa y4eOHHUKa-PaKTHKyMa TEMaTHYECKU COBIIAAET CO CTPYKTYPOil
paboueii Terpagu. CTpyKTypa COCTOUT U3 ISTH YPOKOB, KaXKIbIM M3 KOTOPBIX 001aaeT onpeesieH-
HOM TEMAaTU4ECKON HAIPaBICHHOCTHIO. B Kypce mpenycMOTpeHbl yIPaKHEHHs Ha Pa3BUTHE OCHOB-
HBIX BUJIOB PEYEBOI JIESITEILHOCTH - YTEHUS, TMCbMa, ayAupoBaHus U roopenus. I1pu atom dopma
HEKOTOPBIX YIPKHEHUH MEHSETCS U3 ypOKa B YPOK ISl U30€KaHUsI MOHOTOHHOCTH B OOYyYEHHUU.

JlaHHBIN KypC CIYXUT XOpOIIed 0a30il i MOATOTOBKM K MEXIyHApOJHBIM OW3HEC-
sk3ameHam BEC u BULATS.



UNIT 1. ABOUT BUSINESS

¢ Defining Business
About Business * What is Business?
* Businesses and Other Major Economic Players

Read the text:
What is Business?

Human beings are continuously engaged in some activity or other in order to satisfy
their unlimited wants. Every day we come across the word "business" or "businessman"
directly or indirectly. Business has become essential part of modern world.

The term business is a broad, all-inclusive term that can be applied to many kinds of
enterprises. According to Oxford Dictionary business can be defined as "commercial activ-
ity" or as "an organization or economic system where goods and services are exchanged for
one another or for money". Businesses provide the bulk of employment opportunities, as
well as the products that people enjoy. Some businesses produce tangible goods, such as
automobiles, breakfast cereals, and digital music players; others provide services such as
insurance, hair styling, and entertainment. Business drives the economic pulse of a nation.

Business is a fascinating subject. It surrounds us and affects us daily. A walk down
the street, a wander around a supermarket, an Internet search on almost any topic will re-
veal commerce in its many and varied forms. At its core business is, and always has been,
about survival and surplus-about the advancement of self and of society.

From the time that goods and services began to be traded in early civilizations, peo-
ple have been thinking about business. The emergence of specialized producers and the use
of money as a means of exchange were methods by which individuals and societies could,
in modern terms, gain a "business edge". The ancient Egyptians, the Mayans, the Greeks,
and the Romans all knew that wealth creation through the mechanism of commerce was
fundamental to the acquisition of power and formed the base on which civilization could
prosper. Today's companies may use different technologies and trade on a global scale, but
the essence of business has changed little in millennia.

Find and write out English equivalents to the following Russian words
and expressions:

YIOBJIETBOPATH NOTPEOHOCTH HEIPEPBIBHO, ITOCTOSTHHO
o0OecnieunBaTh, PEIOCTABISATh, CHA0XKATh B TOW WJIM UHOU JIEATEIbHOCTH
BO3MOXHOCTH B 00J1aCTU TPYAOYCTpPOCTBa U1 TOTO YTOOBI

peasibHbIe OJara, MaTepuaibHbIE TOBAPHI CTOJIKHYTBCS C

CTPaXOBaHHE IIPSIMO MJIM KOCBEHHO
pa3BiEYEHUS HEOTHEMJIEMbIN
3aXBaTbIBAIOLIUI 00111, KOMITJIEKCHBIM TEPMUH
OKpYXaTb IIPUMEHSATH K

BIIUATH COTJIACHO, B COOTBETCTBHH C
€XKETHEBHO NEeATENBHOCTh



MpOrynkKa Hapsay C

0oOHapyXH1BaTh, IOKA3bIBATh Macca, MHOXKECTBO

TOProOBIISL, KOMMEPLIUS OYTH

U3JUIIEK MTOUCK

yJlydllleHue, pa3BUTHE, IPOTrpece BO BCEM Pa3HOOOpa3uu
TOProBaTh 10 CYTH, B CBOE€U OCHOBE
MOSIBJICHHE BBIPA)KasiCh COBPEMEHHBIM SI3bIKOM
CpeAcTBO OOMEHa qepes, OCPEACTBOM

MOJIyYUTh KOHKYPEHTHOE NMPEUMYIIECTBO CYILIECTBEHHBIH, 3aJI0T Yero-JInoo
JNPEBHUMI (¢bopMHpPOBATH OCHOBY
HaKOIUICHHE KanuTasia B MHPOBOM Maciirade
IPUOOPETEHUE BIIACTH CYyTh, CYIIIHOCTb

IIPOLIBETATh, IIPEYCIIEBATH TBICSTYETICTHS

Read the text:
Businesses and Other Major Economic Players

A nation's economic system significantly affects all the economic activities of its citizens and
organizations. This far-reaching impact becomes more apparent when we consider that a country's
economic system determines how the factors of production are used to meet the needs of society.
Today, the mixed economy - an economic system that has elements of traditional, command, and
market economies - is the most common type of economic system. To address scarcity, societies
must answer four questions:

1. What goods and services-and how much of each-will be produced?

2. How will these goods and services be produced?

3. For whom will these goods and services be produced?

4. Who owns and who controls the major factors of production?

In a mixed economy, the four basic economic questions are answered through the interaction
of households, businesses, and governments.

Households. Households, made up of individuals, are the consumers of goods and services
as well as owners of some of the factors of production. As resource owners, the members of house-
holds provide businesses with labor, capital, and other resources. In return, businesses pay wages,
rent, and dividends and interest, which households receive as income. As consumers, household
members use their income to purchase the goods and services produced by business.

Businesses. Like households, businesses are engaged in two different exchanges. They ex-
change money for natural resources, labor, and capital and use these resources to produce goods and
services. Then they exchange their goods and services for sales revenue. This sales revenue, in turn,
is exchanged for additional resources, which are used to produce and sell more goods and services.
Along the way, of course, business owners would like to remove something from the circular flow in
the form of profits. When business profits are distributed to business owners, these profits become
household income (Business owners are, after all, members of households). Households try to retain
some income as savings. But are profits and savings really removed from the flow? Usually not!
When the economy is running smoothly, households are willing to invest their savings in businesses.
They can do so directly by buying stocks issued by businesses, by purchasing shares in mutual funds
that purchase stocks in businesses, or by lending money to businesses. They can also invest indirectly
by placing their savings in bank accounts. Banks and other financial institutions then invest these
savings as part of their normal business operations. Thus, business profits, too, are retained in the
business system. How, then, does government fit in?

Governments. The responsibility of the government is to protect and promote public wel-
fare. The numerous government services are important but they (1) would either not be produced by
private business firms or (2) would be produced only for those who could afford them. Typical ser-
vices include national defense, police, fire protection, education, and construction of roads and high-
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ways. To pay for all these services, governments collect a variety of taxes from households (such as
personal income taxes and sales taxes) and from businesses (corporate income taxes). Actually, with
government included, our circular flow looks more like a combination of several flows. In reality, it
is. The important point is that together the various flows make up a single unit-a complete economic
system that effectively provides answers to the basic economic questions. Simply put, the system

works.

Find and write out English equivalents to the following Russian words

and expressions:

rpaKJaHuH
(hakTOphI TPOM3BOICTBA
CMeIlIaHHasl SKOHOMHUKa
neQuIuT
B3aNMOJICHCTBHE
JIOMOXO03SICTBO
MIPaBUTENILCTBO
YeJI0BEK, TUYHOCTb
OTpeOUTEIDb

TOBapbI U YCIIYTH
BJIaJI€TIel]

TpyA

3apa0oTHas IJIaTa
apeHja

MIPOLIEHT

J0X0]1

MIPUPOJIHBIE PECYPCHI
JOXOJ1 OT MPOJAX
pUObLIb
pacnpenensirb
yAEpKUBAThH
cOepexeHus

LIEHHbIe OyMaru

BBIITYCKATh (O LIEHHbIX Oymarax)
aKIIN

JaBaTh JICHBI'U B JIOJIT, KPEUTOBATh
OaHKOBCKHUH CYET

3aIUIIaTh

IO IJICP)KUBATH

00111eCTBEHHOE 01ar0COCTOSTHIE
MO3BOJIATH ce0e YTO-TH00
obopoHa

HAJIOTH

SIMHUIIA, MOJTYJIb, COCTMHECHUE
BITHCHIBATHCS

Kpyroo0opot

pazHooOpas3re, MHOKECTBO
pa3HOOOpa3HbIe, pa3InYHbIE

B IIpoIriecce

B CBOIO OYepe/ib
JOTIOJTHUTEIbHbBIIA

Ha caMoM Jiene, (aKTUYeCKH
OTIPEICIIATh

OYEBHUIHBIN

CEpbE3HOE BIUSHUE

Han0oJiee pacrpoCTpaHCHHbBIN

Read the texts again and take notes on the following points:
1. Give at least two definitions of business.
2. What do businesses provide and produce?

3. What is business about at its core?

4. Trace the historical connection between acquisition of power and the concept of

business.

5. Identify the four major questions every society must answer to address scarcity.
6. Define the "mixed economy" and draw your own circular flow of how house-
holds, businesses and governments interact within it.



Key Terms. You should now be able to define and give examples relevant

to each of the following terms:

business; enterprise; goods and services; employment opportunities; product; tangi-
ble goods; insurance; commerce; surplus; specialized producers; a means of exchange;
business edge; wealth; mixed economy; scarcity; households; consumer; owner; factors of
production; labor; wages; rent; dividends; interest; income; natural resources; sales reve-
nue; profit; savings; stocks and shares; bank account; public welfare; national defense; tax.

*Brief History of Business
¢|ntroduction
About Business *How Bartering Works
*The World’s First Multinational Company
*The Industrial Revolution

Read the texts:

Introduction

There's a Chinese maxim that says "It's easy to open a business but it's an art to keep it open".
Every commercial endeavor is founded on a basic human aspect-want.

Prior to the existence of money, the world depended on buying a service or object in exchange
for another service or object - a system of business known as the barter system.

The history of business organizations-from the Assyrian merchants in the 19th century B.C to
the Dutch East India Company in 1602 A.D to the current array of multibillion dollar companies-is a
vast and truly remarkable one.

Today, as we set sail through the infant stages of the 21st century, business organizations and
multinational corporations are not a handful, but almost a dime a dozen. With the unparalleled rise of
technology and the advent of e-commerce, every man could be a businessman if he had the drive and
the will to work hard enough. The Internet, perhaps, can be credited for being the single biggest reason
for the commercial boom that we experience all around us. Today's heroes aren't war heroes or revolu-
tionaries or celebrities, but business tycoons who, with their ambitious mind and through their relent-
less hard work, have made life far more comfortable and easier.

Companies like Microsofi®, Nokia®, Sony®, Nike®, Honda®, Wal-Mart®, and Apple®
aren't just names of corporations to the people of today, but integral components of their everyday life.
These big names and similar others, are already some of the most successful corporations in the history
of business organizations, and will undoubtedly live on in the history of international business as some
of'the companies that changed the world forever.

How Bartering Works

Trading goods and services without the use of money is called bartering. This method of trade
originated the moment communication developed, as far back as the prehistoric times. Early civiliza-
tions relied on this kind of exchange.

Historically, bartering was especially useful after humans dropped their nomadic ways and set-
tled down to farming and living in communities. A wheat farmer can't live on bread alone, but he can
trade some of his surplus yield to a cattle rancher in exchange for some meat. Or, the farmer can sell
wheat to a hungry worker who has the skills to build him a new plow. With the new plow, the farmer
can grow even more wheat for the next harvest with, and he can trade for more stuff. In these ex-
changes, each gets something he considers more valuable than what he gives up. The barter system sus-
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tained early economies for millennia, and it probably predates recorded history. But, that doesn't mean
it always works well. It has a lot of disadvantages that the invention of currency solved.

But when money was invented, bartering did not end, it become more organized.

Due to lack of money, bartering became popular in the 1930s during the Great Depression. It
was used to obtain food and various other services. It was done through groups or between people who
acted similar to banks. If any items were sold, the owner would receive credit and the buyer's account
would be debited.

The World's First Multinational Company

Many consider the Dutch East India Company as the first multinational corporation in the
world. Its main purpose was trade, exploration and colonization throughout the 17th and 18th centuries.
With their trade expanding to most parts of the world, the Company established a monopoly in the field
of business for over 200 years by carrying out colonial activities especially in Asia. At its height the
Dutch East India Company established headquarters in many different countries, had a monopoly over
the spice trade and it had semi-governmental powers in that it was able to begin wars, prosecute con-
victs, negotiate treaties and establish colonies. Despite the colonial nature of its operation, the Dutch
East India Company, however, has gone down in the history of business organizations as the first ever
multinational commercial enterprise.

The Industrial Revolution

The Industrial Revolution, which took place during 1700-1850 A.D, saw an unprecedented
surge in technology, the effects of which we still see in today's digital age. In a way, some of the great-
est pages in the history of the business organizations were written during the Industrial Revolution. An
eruption of technological knowledge drastically enhanced the growth of several businesses like textiles,
mining, metallurgy, chemicals, transport, medicine, and agriculture.

The giant leaps that technology made during the Industrial Revolution gave an impetus to the
succeeding generations where large enterprises, headed by ambitious, revolutionary entrepreneurs
thrived. Three names, if one were to pick and choose, that boosted the industrial world into a whole
other arena of success were that of the Scottish Andrew Carnegie and the Americans John D. Rockefel-
ler and Henry Ford. The three 19th-century industrialists didn't just stamp their indelible marks in the
history of American business, but in the history of international business possibly forever.

Andrew Carnegie and the Steel Business

The Carnegie Steel Company, which was located in Pittsburgh, didn't merely see the rise one of
the world's most successful businessmen, but created an all around progress that laid the foundation for
America's superior standard of living in today's age. As far as the history of American business goes,
the Carnegie Steel Company was the one company that transformed the infrastructure of the modern
world. Carnegie's steel possessed two qualities that gave every business an inevitable upper hand-
quality and cheapness. With the boom of the Carnegie Steel Company, bridges, skyscrapers, and high-
rise buildings increased, and with it the standard of modern day infrastructure.

John D. Rockefeller and the Petroleum Industry

Rockefeller's Standard Oil Company changed the petroleum industry forever and put his name
in big bold letters in the history of American business, as well as the history of international business.
He was the first person in the history of American business to earn the title of being a billionaire. He is
often quoted by financial and business magazines of today and is considered the richest man in history.
Despite his several commercial commitments, Rockefeller, much like Carnegie, was one of the greatest
philanthropists of his time.



Henry Ford and the Automobile Industry

He revolutionized mass production with his unique manufacturing process known as "the mov-
ing assembly line" that was able to finish a car within 98 minutes. By making available inexpensive
automobiles to a large group of people, the Ford Motor Company raised the standard of living for
American people and made America one of the leading economies. The history of American business
owes a lot to one of the greatest American visionaries, Henry Ford. He was also a pioneer of welfare
capitalism, which earned him a godlike status in the history of international business and in the hearts
of laborers.

Find and write out English equivalents to the following Russian words
and expressions:

MaKCHUMa, [PaBUJIO, IPUHIIUIT
COXPAHSATb, MOJIEPKUBATH (B COCTOSTHUH)

Mo100HO YeMy-J1r00
BHOCHUTH B 1€OUT

MOMBITKA, IPEIIPUITHE Lenb

710 MOMEHTA, paHbllle UCCIIeIOBaHUE

3aBUCETh Ha IPOTSKEHUU, B TEUECHUE

B OOMEH Ha YCTaHaBIIMBATh

M3BECTHBIN Kak roJIOBHAsi KOMITaHUS, IITa0-KBapTUpa
COBOKYITHOCTb B o0yactu, B cepe

COBPEMEHHBIN Ha BEpIINHE

OOMIUPHBIN, OECKOHEUHBII
NeUCTBUTENHLHO, HECOMHEHHO
MOPa3UTENbHbBIN

OTIPABJIATHCS B IUIABaHUE
HavyaJlbHBIN, 3apPOKIAOIUNCA
HeOO0JIBII0E KOJIMYECTBO, TOPCTKA
LIpYyA Npyan

OecnipuMepHbIN, OecTpelieICHTHBIN
HaCTyIUIeHHE (COOBITHSI, STIOXH)
HaIMOPUCTOCTh

BOJIS, KeEJIaHue

BO3MOYHO

PE3KHiIl TOABEM

WCIIBITHIBATh, IEPEIKUBATH
MIPOMBIIIJICHHBIA MarHat
HeocJiabeBaroUIuit
HEOTbEMJIEMAas COCTaBJISIOIIAs
MIPOUCXOUTH, OpaTh Hayao

ele

JOUCTOPUYECKUN

roJiaraThCsi Ha

C UICTOPUUYECKON TOUKHU 3pEHMUs], paHee
KOYEBOU

0CecThb

CO00I1IECTBO

ypoKau

CKOTOBO/I

MIIeHUIA

ILUTYT
10

CHEIHU
HaKa3bIBaTh OCYKJIEHHBIX
BECTU MIEPETOBOPHI

TOProOBBIN JOTOBOP

HECMOTpS Ha

OJIHAaKO

OAbEM

MOCJIEICTBUS

B HEKOTOPOM CMBbICIIE
BCIIBIIIIKA

paauKaIbHO

ropHasi IPOMBIIUIEHHOCTb
CEJIbCKOE XO35HCTBO
OTPOMHBIN PBIBOK

CTUMYJI, UMITYJIbC, TOJTYOK
MOCJIEYIOIUE TTOKOJIEHUS
peapUHUMATEhb
IpeycreBaTh

€CJIM TIIaTeJIbHO OTOUPATh
COZIEMCTBOBATh PA3BUTHIO
cdhepa HHTEPECOB

OCTaBUTb HEU3TJIaIUMBIH cres
TOJIBKO

ITOBCEMECTHBIN

3aJI05KUTh OCHOBBI

YPOBEHb KU3HU

o0nanath

JlaBaTh HEOCIOPUMOE MPEUMYIIECTBO
KOHBeMep



cyuTarthb OLITH JOJIKHBIM

[€HHBIN MPOBUJIET]
MOJICPKUBATH 0J1Iar0COCTOSIHHE
MpEAIeCTBOBATh TPYISAIIHAECS
03Ha4aThb JOCTYIIHBIN

Take Notes:

Read the texts again and take notes on the following points:

1. Name and describe the system of business that was employed prior to theexis-
tence of money.

2. Describe the period in history when bartering was used again and give relevant
examples.

3. Describe a company that is considered to be the first multinational corporation in
the world. When and where did it operate?

4. What is meant by "semi-governmental powers" the first multinational corporation
in the world had.

5. Describe the period of the Industrial Revolution and explain the reason that gave
an impetus to it.

6. Name at least three businessmen who boosted the industrial world. What factors
can be used to explain your position?

Key Terms. You should now be able to define and give examples relevant
to each of the following terms:

currency; bartering; merchant; business tycoon; multinational corporation; agricul-
ture; mining; industrialist; infrastructure; entrepreneur; philanthropist; assembly line; wel-
fare capitalism.

* Brief History of Business
About Business * Global Brands

e An Era of Change

Read the texts:

Global Brands

The postwar period saw the growth of multinationals and conglomerates-businesses
with multiple and diverse interests across the globe. The war had made the world seem
smaller, and had paved the way for the global brand. These newly emerging global brands
grew as a result of a media revolution-television, magazines, and newspapers gave busi-
nesses the means to reach a mass audience. Businesses had always used advertising to inform
customers about products and to persuade them to buy, but mass media provided the platform
for a new, and much broader, field-marketing.
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In the 1940s US advertising executive Rosser Reeves promoted the value of a
Unique Selling Proposition.

By the 1960s, marketing methods had shifted from simply telling customers about
products to listening to what customers wanted, and adapting products and services to suit
that. Initially, marketing had its critics.

In the early 1960s hype about the product became more important than quality, and
customers grew dissatisfied with empty claims. This, and competition from Japanese manu-
facturers, had Western companies embracing a new form of business thinking: Total Qual-
ity Management (TQM) and Zero Defects management.

Guided by management theorists, such as W. Edwards Deming and Philip B.
Crosby, quality was seen as the responsibility of the entire company, not just those on the
production line. Combining Human Relations thinking and the customer-focused approach
of marketing, many companies adopted the Japanese philosophy of kaizen: "continuous
improvement of everything, by everyone". Staff at all levels was tasked with improving
processes and products through "quality circles".

While TQM is no longer the buzzword it once was, quality remains important. The
modern iteration of TQM is Six Sigma, an approach to process improvement that was de-
veloped by Motorola in 1986 and adapted by Jack Welch during his time as CEO of Gen-
eral Electric.

An Era of Change

However, the study of business as an activity in its own right emerged relatively re-
cently. The terms "manager" and "management" did not appear in the English language un-
til the late 16th century. In his 1977 text The Visible Hand, Dr. Alfred Chandler divided
business history into two periods: pre-1850 and post-1850. Before 1850 local, family-
owned firms dominated the business environment. With commerce operating on a rela-
tively small scale, little thought was given to the wider disciplines of business. The growth
of the railroads in the mid-1800s, followed by the Industrial Revolution, enabled busi-
nesses to grow beyond the immediate gaze of friends or family, and outside the immediate
locale. To prosper in this new - and increasingly international - environment businesses
needed different, and more rigorous, processes and structures. The geographic scope and
ever-growing size of these evolving businesses required new levels of coordination and
communication-in short, businesses needed management.

Managing Production

The initial focus of the new breed of manager was on production. As manufacturing
moved from individual craftsmen to machinery, and as ever-greater scale was required, theo-
rists such as Henri Fayol examined ever-more-efficient ways of operating. The theories of
Scientific Management, chiefly formulated by Frederick Taylor, suggested that there was
"one best way" to perform a task. Businesses were organized by precise routines, and the role
of the worker was simply to supervise and "feed" machinery, as though they were part of it.
With the advent of production lines in the early 1900s, business was characterized by stan-
dardization and mass production. While Henry Ford's Model T car is seen as a major accom-
plishment of industrialization, Ford also remarked "why is it every time I ask for a pair of
hands, they come with a brain attached?" Output may have increased, but so too did conflict
between management and staff. Working conditions were poor and businesses ignored the
sociological context of work-productivity mattered more than people.

Studying People

In the 1920s a new influence on business thinking emerged-the Human Relations
Movement of behavioral studies. Through the work of psychologists Elton Mayo and Abra-
ham Maslow, businesses began to recognize the value of human relations.
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Workers were no longer seen as simply "cogs in the machine", but as individuals with
unique needs. Managers still focused on efficiency, but realized that workers were more pro-
ductive when their social and emotional needs were taken care of. For the first time, job de-
sign, workplace environments, teamwork, remuneration, and nonfinancial benefits were all
considered important to staff motivation. In the period following World War II, business
practice shifted again. Wartime innovation had yielded significant technological advances

that could be applied to commerce.

Managers began to utilize quantitative analysis, and were able to make use of com-
puters to help solve operational problems. Human relations were not forgotten, but in man-
agement thinking, measurability returned to the fore.

Find and write out English equivalents to the following Russian words

and expressions:

ITOCJIEBOEHHBIN
pa3HOOOpa3HBIi

Ka3aThbCsl

MMOJrOTOBUTH TTOYBY
HAYMHAIOIIHUI CYIIECTBOBATh
ayIUTOPUS

pekiama

yoex1ath

cdepa, o0nacTh
PYKOBOJIUTEIb, JOKHOCTHOE JIULO
[IEHHOCTh, BAYKHOCTh
YHUKAJIBHOE MPEIIOKEHNE
nepeMenaThes
COOTBETCTBOBATh

BHayajie

Ha30MIMBas pekiaMa
MYCThIC 3asIBJICHUS
KOHKYPEHIIHS
MIPOU3BOIUTEIH

BBIOMpATh

HaMpaBJIsieMbIi

TEOPETHK

KayecTBO
MIPOU3BO/ICTBCHHAS JIMHUS
coueTaTb

MOAXO0/]T

NepeHnMaTh, yCBauBaTh

Take Notes

MIPUMCHSITH

OTHOCHUTEIEHO

MOSIBIIATHCS

pa3nenarhb

MECTHBIN

npeobagaTh
HETIOCPEACTBEHHBIH, OMMKaNIIIHi
MECTO JIEUCTBHUS

TIATEIbHBIN

paMK#

nopoja

KBaJIM(pULIMpOBaHHBIN pabounit
MaIllMHHOE 000pYyI0BaHUE

Bce Oosiee 3pPeKTUBHBIE

B 00IIMX yepTax

BBITIOJTHATH 3a/1a9y

YETKUE OOMICTIPUHSATHIC TTPAKTUKHI
3aBEPIICHHE, TOCTIKCHUE
npujiarath K uemy-in0o
MOBEJACHYECKHI

BHHTHUK B MEXaHU3ME

CTUMYJIbI, TIOOIIPEHUE
3HAYUTEIbHBIN

nporpecc

MIPUMEHSTH KOJIMYECTBCHHBIN aHAJN3
peniaTh TPOU3BOACTBEHHBIC 3391
BBIJIBUTAThCS HA TIEPEAHUI TUIaH

Read the texts again and take notes on the following points:
1. Explain the reasons for emergence of new global brands in the postwar period.
2. What caused a new form of business thinking in the 1960s. Give the detailed expla-

nation.

3. Describe two periods of business history according to A. Chandler.
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4. Based on the earliest theories of management infer why workers initially were seen as
"cogs in the machine".

5. Based on the information about behavioral studies, outline some important factors that
could influence staff motivation.

Key Terms. You should now be able to define and give examples relevant to each
of the following terms:

brand; multinational; conglomerate; advertising; marketing; Unique Selling Proposition
(USP); competition; manufacturer; Total Quality Management (TQM); Zero Defects Manage-
ment; kaizen; Six Sigma; management; mass production; standardization; Human Relations
Movement; remuneration; benefits; team work; motivation; job design; workplace environment;
word-of-mouth advertising; endorsement; product placement; competitive advantage; Interna-
tional Organization for Standardization (ISO); benchmarking; lean manufacturing; just-in-time
production.



UNIT 2. BUSINESS GOALS AND OBJECTIVES

* What are the main economic objectives of the
business?

* Profit

Business Goals
and Objectives

Read the texts:
What are the Main Economic Objectives of the Business?

Many people - especially stockholders and business owners - believe that profit is lit-
erally the bottom line or primary goal for a business. Indeed, profit is essential for the sur-
vival and growth of the business unit. It also provides stimulus to work. This has been re-
garded as the index of the business progress. So, earning profit could be seen as the most
important aim of the business.

The predominant economic objectives of a business are:

Production of Goods: The objectives of the business involve production of the goods
are per taste, fashion and the requirement of the customers. Production of goods in anticipa-
tion of demand and arranging their sale are regarded as economic objective of the business.

Productivity: It means to become efficient, effective, and abundant. It means produc-
ing more goods having the same resources or same amount of goods using lesser resources. It
means producing new wealth or more wealth without additional cost.

Market Standing (Market Position): A business enterprise must aim at standing on
stronger footing in terms of offering competitive products to its customers or serving them to
their satisfaction. The ultimate objective of every firm must be to satisty the needs of its cus-
tomers. People generally do not buy goods and services simply to own them; they buy goods
and services to satisfy particular needs. When firms lose sight of their customers' needs, they
are likely to find the going rough. However, when businesses understand their customers'
needs and work to satisfy those needs, they are usually successful.

Growth and Expansion of the Business: Profit should not be the only objective of
the business and therefore the growth, survival and expansion of business activities are re-
garded as the major economic objectives. The growth of the business largely depends on the
relationship of the business with consumer, shareholders and the creditors.

Research and Innovation: Discovery of new product or improving the existing
product is termed as an economic objective of the business.

Profit

A business receives money (sales revenue) from its customers in exchange for goods or
services. It must also pay out money to cover the expenses involved in doing business. If the
firm's sales revenues are greater than its expenses, it has earned a profit. More specifically,
profit is what remains after all business expenses have been deducted from sales revenue.

A negative profit, which results when a firm's expenses are greater than its sales reve-
nue, is called a loss. A business cannot continue to operate at a loss for an indefinite period
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of time. Management and employees must find some way to increase sales revenues and re-
duce expenses to return to profitability. If some specific actions are not taken to eliminate
losses, a firm may be forced to close its doors or file for bankruptcy protection.

The profit earned by a business becomes the property of its owners. Thus, in one
sense, profit is the reward business owners receive for producing goods and services that cus-
tomers want. Profit is also the payment that business owners receive for assuming the con-
siderable risks of business ownership. One of these is the risk of not being paid. Everyone
else - employees, suppliers, and lenders - must be paid before the owners. A second risk that
owners undertake is the risk of losing whatever they have invested into the business. A busi-
ness that cannot earn a profit is very likely to fail, in which case the owners lose whatever
money, effort, and time they have invested.

Find and write out English equivalents to the following Russian words

and expressions:

0COOEHHO

CUMUTATh, NOJIAraTh

OyKBaJIbHO, B MIPSIMOM CMBICJIE CJIOBA
CyTh (WM TJIaBHBII MMyHKT) aprymMeHTa
OCHOBHOM

pUObLIb

JNENCTBUTEIIBLHO

OpraHu3alMoOHHas eUHMLIA (TOproBas
WJIM TIPOMBIIILJICHHAs )

JBUOKYIIAsi cUiia

MoKa3aresb

JOMUHUPYIOIIAN

MIPEIOCTaBIISATh

TpeOoBaHUA

yHOpexaeHue, IpeIuyBCTBUE

crpoc

CTPEMUTHCS
YCTOWYMBOE MOJIOKEHHE
KOHEYHas I1eJTb

B II€JIOM, B OCHOBHOM
ONIpEACICHHBIN

MOTEPSATh U3 BUIY

C TPYAOM TPOJBUTATHCS K LIETH
CYILECTBYIOIIMI
€IMHCTBEHHBIN

BCJICJICTBUE 3TOTO

Hay4HBIE UCCIICOBAHUS

B OOJIBIIION CTENIeHU

3aBUCETH

OTPeOUTEIDb

aKIIMOHEP

pPOCT; pa3BHUTHE

PBIHOYHAS TTO3HIINS KOMITAHUHU (TIO3UIUS
MPEANPUITHS HA PHIHKE 110 OTHOIIIEHUIO
K €r0 KOHKYPEHTaM)

Take Notes

Read the texts again and take notes on the following points:

1. Support or criticize the idea that profit could be seen as the bottom line for a business.

2. Select the predominant objectives of a business and demonstrate why they are important.
3. Analyze the mechanism of earning a profit.

4. Evaluate the relationship among profit, loss and risks business owners undertake.

Key Terms. You should now be able to define and give examples relevant

to each of the following terms:
supply and demand; production; productivity; shareholders / stakeholders; market stand-
ing / position; customer; profit; loss; sales revenue; expenses; profitability; bankruptcy.
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*Productivity
*|nput
*Business Resources
*The Entrepreneurship Alternative
*10 Differences between a Businessman and Entrepreneur

Business Goals and
Objectives

Read the texts:
Input

Resources can be defined as the inputs used in the production of those things that we de-
sire. The economic theory of factors of production encompasses all of the resources and inputs
that go into the manufacturing of products. Factors of production are the resources used to pro-
duce goods and services. There are four such factors:

Land and Natural Resources - elements that can be used in the production process to
make appliances, automobiles, and other products. Typical examples include crude oil, forests,
minerals, land, water, and even air.

Labor is the time and effort that we use to produce goods and services. It includes human
resources such as managers and employees.

Capital is the money, facilities, equipment, and machines used in the operation of or-
ganizations. Although most people think of capital as just money, it can also be manufacturing
equipment or a computer.

Entrepreneurship is the activity that organizes land, labor, and capital. It is the willing-
ness to take risks and the knowledge and ability to use the other factors of production efficiently.
An entrepreneur is a person who risks his or her time, effort, and money to start and operate a
business.

These factors are classified also as management, machines, materials, and money (this,
the 4 Ms), or other such nomenclature. More recently, knowledge has come to be recognized as
distinct from labor, and as a factor of production in its own right.

The Entrepreneurship Alternative

The entrepreneurial spirit beats at the heart of private enterprise. There are many in-
terpretations and definitions of entrepreneurship.

According to intellectuals and business experts, the definition of entrepreneurship is
simply the combining of ideas, hard work, and adjustment to the changing business market.
It also entails meeting market demands, management.

Most importantly, it describes the key directive of any business - innovation. Inno-
vation is by far the primary factor that governs the very creation of a small business or en-
trepreneurship. Innovations can be processes or even products. Products can refer to any-
thing that is created that can be sold, whether it is a new type of glue or even a service that
provides; for example, housecleaning. However, innovations can also be anything that in-
troduces the inventions of new products that change the marketplace or create a new mar-
ketplace. Some of these innovations may even replace current innovations to become the
preferred product or process.

An entrepreneur is a person - man or woman - who can take an idea for an innovation
and as a product of their social or economic background, and are able to produce it on de-
mand for the general public, the government or even the military. They possess the ability to
organize multiple people and tasks on any given day. They are inventive, can organize re-
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sources, can organize others, can manage others' time/needs/wants/money, etc., can perceive
opportunities where others cannot, can perceive risk levels and are risk takers.

10 Differences between a Businessman and Entrepreneur

Often the words "entrepreneur" and "businessman" are used interchangeably. Business
people and entrepreneurs have many similarities. They both provide jobs for the unemployed,
give solutions to the consumers, and help in developing the economy of a certain nation. How-
ever, they are not the same kind of people.

A businessman is any person that engages in a series of economic activities to earn a profit.

An entrepreneur, on the other hand, is someone who conceives an idea or a solution to a
current problem that the society is facing, finds investors and sets up an enterprise to offer his
expertise to the general public.

The following are 10 differences between a businessman and an entrepreneur:

1. On The Originality Of Idea. A businessman can make a business out of an unoriginal
business or product idea. He enters into existing businesses, such as franchising and retailing. He
chooses a hot and profitable business idea regardless of whether it is his original idea or bor-
rowed from someone else. An entrepreneur is an inventor and the first creator of a product. He
invests time, energy and money on his own idea. He doesn't start a business from an unoriginal
idea. That is why he starts on a startup while a businessman starts on a business.

2. On The Purpose Of Doing. Most businessmen are doing business for profit, livelihood,
for reaching their financial goals, and for becoming their own boss. Though, there are some business
people who are not profit-oriented but people-oriented, that is, they are more concerned on the wel-
fare of their workers and the satisfaction of their customers. Entrepreneurs are more concerned on
changing the world. They want to pursue their passion and achieve an ultimate goal. They are not
keen on financial returns, rather they are focused on what they can offer to the world. Their purpose
for entrepreneurship is simply to make a difference in this world.

3. On The Degree Of Risks. Taken Businessmen take calculated and managed risks. They
cannot afford to lose money and suffer from bankruptcy. That is why they always do the Math
when it comes to business. Entrepreneurs are like sky divers. They take crazy risks. They often
don't care of losing time and money just to pursue their passion. But since they do it with love, joy
and passion, they often gain extraordinary rewards. Entrepreneurs, since they do the things they
love the most, they do it with the best of themselves, resulting to greater success.

4. On How He Treats Employees. A business owner is an employer and a manager. He
hires employees and workers to help his business grow. An entrepreneur is a friend and a leader. He
finds peers and PEOPLE, whom he will never treat as machines. He invites them to help them grow.

5. On How He Treats Customers. A business owner usually sees customers as his source
of sales and revenues. For him, customers are the lifeblood of his business. An entrepreneur sees
customers as his source of duty and fulfillment. For him, customers are his own life blood.

6. On How He Sees The Competition. A business owner tries hard to beat his competi-
tors and win the competition. He also considers cooperation rather than competition to achieve
certain goals. An entrepreneur tries hard to beat his worst competitor - himself.

7. On What He Thinks Of Money. Losing money is one of the biggest worries of
businessmen. Most business owners rely on a good economy to start, operate and attain
success in business, especially in the retail, franchising and financing industry. Entrepre-
neurs do not worry a lot about money since they can always start from a scratch. Some en-
trepreneurs don't really care about money at all.

8. On How He Deals With Time. A businessman doesn't waste time. He always check the
clock and doesn't want any work or output to be delayed out of schedule. He is fast and always on the
£0. An entrepreneur works like an artist or a scientist in a lab. His product is his masterpiece. That is
why he can be slow and could spend a longer period of time to finish and perfect his product.
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9. On How He Sees the World. An entrepreneur sees the world as an opportunity. He
sees it as an opportunity to make a living. He also sees it as an opportunity help the people living
on it. A businessman sees the world as a duty rather than an opportunity.

10. On How He Defines Success. A businessman defines success as the success of
his business and its stakeholders. Its stakeholders include himself, co-owners, employees,
customers, investors, and even his community. An entrepreneur doesn't define success. He
simply do his job and let history defines the success that he accomplished.

Both businessmen and entrepreneurs are supposed to be the kind of people that our world
needs. A businessman needs an entrepreneur. An entrepreneur may also need a businessman.
There can also be a person who is partly a businessman and partly an entrepreneur.

Find and write out English equivalents to the following Russian words

and expressions:

BJIO’KEHUS, 3aTPaThl
OXBaThIBaTh

npuoop

cbIpast HeTh
MPOU3BOJICTBEHHBIE (POHIBI, TOMEIICHUS
obopynoBaHue

TOTOBHOCTb

paloHaIbHO

nepeyeHb

MPU3HABAThH

OTJIMYHBIN OT

COBPEMEHHBIN aHAIN3
pasnuyarhb

MaTepHalbHbIN

coueTaTb

MaIllMHHOE 000pYyAOBaHNE
MIPEIOCTaBIISATh

TpeboBaThCA

pabOTHHK

3aKyIaTh

MOJJIEP’KUBATh B pabodeM pekuMe
YaCTHBIN

TPaKTOBKa

ajanranus

OBITH COTIPSIKEHHBIM C
PBIHOYHBIN CIIPOC
OTpeeNsolee HalpaBieHHe
001Ienpru3HAaHHO
00yCIIOBIMBATH

OTHOCHUTBCS

MPEITOYNUTAEMBII
MPENIOCHIIKA; TPOUCXOXKICHUE
1o TpeOOBaHUIO

BOOPY>KEHHBIE CUJIBI
pa3zHOOOpa3HBIi

HAaXOYUBbIN

MOHUMATh, Pa3IN4aTh
B3aMMO3aMEHSIEMO

CXOJTHBIC YePTHI

oOecnieunBaTh 6€3pabOTHBIX PabOTOMN
HAWTH UJICI0 WIH PEIICHUE
OTKPBIBATH MPEIANPUATHE

OTIBIT, 3HAHUE JIeNIa

HE3aBUCUMO OT

(bpaHIIM3HOE TPEIIpUITHE
MPEINPUSATHE POSHUYHON TOPTOBIH
craprarl, HeJaBHO co3/jaHHast (hupma
CPEICTBA K CYLIECTBOBAHUIO
0JarococTosiHue

ClIeI0BaTh 3a

KOHEYHas 11eITh

J0X0]1

MIPOCYUTHIBATH BCE, KOTA JIEJIO TOXOIUT 110
oOparaTscs ¢

HAaHUMATh

POBHS1, PaBHBII

MCTOYHHK KU3HEHHOM CHIIBI
YYBCTBO YJIOBJIETBOPCHHS
M0JIaraThCs Ha

JIOCTUTATh

HAYMHATh C HYIIS

TepATh, TPATUTH 3PS

BBINYCK (IIPOIYKIIMH)

BCE BpeMs B JBH)KCHUN

IeJICBP

COBEpPILIEHCTBOBAThH

3apalaThIBaTh HA KU3Hb

aKIMOHEP

00IIECTBEHHOCTD, MECTHOE COOOIIECTBO
0TYaCTH
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Business ¢ Productivity

Goals and e Qutput
Objectives * Type of Output
Read the texts:

Output

Products. Products are things. They're tangible. They can be seen, they can be
touched, they can be counted, they can be measured, and they can be stored for later use.
They are produced by manufacturers. The fact that products are tangible has many man-
agement implications, most of them advantageous to managers. Because a product is tangi-
ble, its quality can be measured in a relatively straightforward manner before a customer
has a chance to examine it. The function of the product can be measured and actually tested
to make sure it works properly, allowing management to avoid exposing customers to poor
quality. Electronic products are tested upon completion. Automobiles are examined for de-
fects. Clothing is inspected for flaws in the fabric. The defective product is separated from
the good products and is either fixed or destroyed. A completed product can be stored in
finished-goods inventory until needed, or it can be shipped anywhere in the world for use.
Some products are stored for only a short time before being consumed (some food, phar-
maceuticals, stylish clothing, and newspapers, for example), but others have an extremely
long shelf life (furniture, books, and toys, for example). When products can be stored for
later use, their actual rate of production does not have to match the rate of demand in the
short term. Matching output rate to a fluctuating demand is difficult, particularly when ma-
terials have to be ordered in advance and employees have to be hired and trained in ad-
vance. The ability to store products is important to production management. When a prod-
uct is purchased, the customer typically has no idea of the conditions associated with its
production. She doesn't care if processes are noisy, if they smell bad, or if the machines are
dirty. It's the outcome of those processes that matters. The finished product is evaluated in
terms of quality, but the process used to create it isn't. As consumers become more aware
of production, however, they have also become more concerned. Consumers were shocked,
for example, when they found out that certain clothing items they wore were being manu-
factured by children and in unacceptable conditions. In some cases, the companies that
purchased the goods weren't even aware of the conditions in which they were manufac-
tured. Issues such as employee exploitation and impact on environment have begun to in-
terest consumers. Attributes such as the friendliness of the employees or the ambiance of
the factory, however, make no difference.

Services. Services are intangible. They can't be touched or counted or examined the
way a product can. They can't be stored for later use. Services are tasks that are done for the
customer or done to the customer. They can't be examined or tested for quality before the cus-
tomer gets them. In fact, they are often produced in a process that the customer is actually a
part of. Sometimes it is the customer that is actually processed. The intangibility and customer
involvement create a situation that can be quite difficult to manage. In a service, the customer
does care about the production process because he spends time in it. The process can be as im-
portant as the outcome. The process utilized to entertain a customer at a theme park matters a
great deal. The process a retailer uses to sell products defines the quality of service a customer
perceives. The process a financial consultant uses to plan investments for a client matters be-
cause she is a player in that process. A close match between the output rate and the demand
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rate is critical for services because people aren't willing to wait for a process to catch up with
them. Access to an online retailer, for example, must be immediate or the customer will click
on an alternative. A seat on an airplane must be available when a customer wants it or he'll
simply buy a ticket on a competing airline. If either business has idle server capacity or empty
seats at a particular time, it can't store that capacity for later use. Unfortunately for managers of
services, service quality cannot be determined until after the fact. For customers, this means
that they're exposed to poor quality service more often than they're exposed to poor quality
products. Unlike manufacturing managers, who can "scrap" or "rework" defective products,
service managers must attempt a "recovery" when customers are exposed to quality failures.
When a restaurant finds out that a customer is dissatisfied, management attempts the recovery
by providing complimentary drinks or a gift certificate for free meals at a later date. Customers
place higher expectations on the employees in services because they are often face to face with
them. When the customer watches a service production process and is involved in it, expecta-
tions for "special treatment" are common. A rule of thumb is that the greater the customer con-
tact, the greater the expectation for customization, and the more difficult it is to maintain effi-
cient processes. Banking by ATM, phone, and online removes customers from direct contact
with bank personnel. For students, online registration has improved the efficiency of that proc-
ess by removing direct student contact. The need to meet varied expectations and customize
the service can make the management of a service more difficult and customer expectations
harder to meet. Many services have removed service processes from customer access to in-
crease productivity. Fig. 1.1 summarizes the characteristics of products and services.

Products Services

Products are tangible. Services are intangible.

Products are easy to measure. Services are difficult to measure.

Products can be stored for later use. Services can’t be stored for later use,
Products can be checked for Services can’t be checked for conformance
conformance to quality prior to to quality prior to customer receiving them.
customer receiving them.

Production processes for products are Production processes for services are very
relatively unimportant to customers. important to customers.

Producers of defective products can repair  Producers of defective services must
or scrap the defects. attempt to recover to retain the customer.

Fig. 1.1. Characteristics of products and services

As can be seen in fig. 1.2, business outputs often blend product and service compo-

nents.
Produces Produces a Balance of Produces Products with
Services Only Products and Services Very Few or Mo Services
Examples: Examples: Examples:
Advertising firm Retailer Furniture manufacturer
Brokerage firm Computer manufacturer Paint manufacturer
Bank Automobile manufacturer Grocery product manufacturer
Prison Restaurant Steel mill
Tanning salon Car rental agency
Hair stylist Landscaping firm

Printing shop

Fig. 1.2. Blend of product and service components

For example, you might order a product directly from a manufacturer, but along
with that product comes a lot of services. Dell Computer Corporation provides an excellent

21



example of a manufacturer that has blended products and services. A customer buys a
computer directly from Dell and receives services as well. One is fast delivery. The second
is on-site support. The customer can also buy additional services, such as extended support.
Dell's success, particularly in quantity purchases for businesses and schools, is not depend-
ent solely on the quality of its products but can also be traced directly to its reputation for
after-the-sale support.

Type of Output

The main output of any business is its suite of products or services. In today's econ-
omy, it is impossible to completely separate service-producing industries (traditionally
known as "services") from product-producing businesses (traditionally known as "manufac-
turers"). Successful firms have recognized that potential customers do not compartmental-
ize value that way. Customers look at the total package, which includes aspects of both
services and products. Failure to recognize this greatly reduces a firm's ability to compete.

Not all businesses produce consumer goods that we buy in the shops. There is a lot
of buying and selling between businesses that we don't see.

1. Consumer Goods. This is the normal output of things we buy in the shops.

2. Consumer Services. These are things like insurance, holidays and hair-cuts.

3. Durable Goods. These are consumer goods which aren't consumed straightaway
(like food aka non-durable goods) but last quite a long time, such as washing machines and
TVs.

4. Capital Goods. This means productive equipment used by other businesses, such
as machinery and vehicles.

5. Raw Materials. This means the basic starting ingredients of the productive proc-
ess, such as wheat which ends up as bread or cake.

6. Semi-Finished Goods. This means components which one business buys from an-
other and turns into something else e.g. components that go to make up a finished car.

7. Finished Goods. Businesses buy lots of finished goods e.g. cars for managers or
PCs for employees.

8. Business Services. Businesses also buy services such as insurance and banking
services.

Find and write out English equivalents to the following Russian words
and expressions:

CUHUTATH JIOTHATH
U3MEPSTh JOCTYTI

XPaHUTh HeMeIEHHBIA
MIPOU3BOIUTEIH pe3epBHasi MOIIHOCTD
IOCJICACTBUSA CIIUCBIBATE

BBITOIHBIH MBITATHCS

OTHOCHUTEILHO BO3MEIICHUE

OYEBHUIHBIHA CIIOCOO OecnIaTHBIA HAIIUTOK
MIPOBEPUTH MOJAPOYHBIN cepTudukaT

JOJIKHBIM 00pa3oM
n30erarb
TUIOX0€ KauecTBO

OecruiaTHas efa
BO3JIaraThb OXXKHUIaHUA
0c000€ OTHOIIIEHHE

3aBeplIeHUE MIPaKTUYECKOE MTPaBUIIO
Opak TKaHU MOIU(pUKALUS 110 TPEOOBAHUAM 3aKa3ulKa
YUHUTH O0aHKoMat
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CKJIaJ] TOTOBOM MPOIYKIIMHI
IIEPEBO3UTH

MOTPeOIATH
JIEKApCTBEHHBIE ITpenapaTsl
Ype3BbIYaTHO

CPOK XpaHEHUs

YPOBEHb

COBITIaJaTh

B KPaTKOCPOYHOM MEPHOIE
W3MEHSOIIMICS

B YaCTHOCTH

3aKa3bIBaTh

3apaHee, peBapUTEIBHO
KaK IIPaBUJIO

CBSI3aHHBIN C

pe3ynbTaT

MMETh 3HAUCHUE

MIPEAMET OJIEHKbI

HEIOITYCTUMBIC, HCTIPUEMIICMbBIC

YCIOBUS
poOIeMbI
SKCILTyaTaIus
HEOTBHEMJIEMBIN NPU3HAK
o0cTaHOBKa, cpesia
HEMAaTepUaJIbHbIN
BOBJICUEHHOCTb, y4aCTHE
HCIIOJIb3YEMBII

MIPOU3BOAUTEIBHOCTh

PUCYHOK

CMEIITUBATh

Jl0CcTaBKa

KIIMEHTCKas MOJIEP’KKA Ha MECTE
JOTIOTHUTEIbHBIE YCIYT!
UCKITIOYUTENBHO
HEMOCPECTBEHHO
MOCTIPOAAXKHOE 00CTY)KIBaHUE
Habop

MIOJIHOCTHIO

pa3nenuThb

OTIEITUTh

10JIE3HOCTh, LICHHOCTb

€IUHBIN MMaKEeT

TOBApPHI JUTUTEIIFHOTO TIOJIH30BAHUS
W3BECTHBIN KaK

CpeICTBa MPOU3BOJCTBA
TPaHCIOPTHBIE CPEJICTBA

CBIpBE

COCTaBIISAOIINE

MIICHUTA

nosrygadpuKaTsl

3aIracHble YacTu

TOTOBBIE H3/ICIHS

Take Notes

Read the texts again and take notes on the following points:

1. Describe the relationship among input, output and productivity.

2. Define the factors of production and differentiate the importance of each.

3. Describe business resources that must be combined to organize and operate a business.
4. Identify the concept of entrepreneurship.

5. Compare and contrast a businessman and an entrepreneur.

6. Outline the differences between two major types of output.

7. Classify different output types.

Key Terms. You should now be able to define and give examples relevant
to each of the following terms:

input; output; productivity; production; business resources; factors of production;
4Ms; entrepreneurship; entrepreneur; labo(u)r; capital; land; tangible goods; product; on-
site support; after-the-sale support; consumer goods; durable goods; capital goods; raw ma-
terials; semi-finished goods.
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. * Market Standing
Business e List of Market Participants
Goals and < « Mark d Their Classificati
Objectives arkets an eir Classification

* Types of Market Structure

Read the texts:
List of Market Participants

A company must identify its position relative to the competition in the market. By
knowing if it is a leader, challenger, follower or nicher, it can adopt appropriate strategies to
compete.

Leader. A market leader develops new and innovative products in an attempt to grow a larger
market. A market leader invests heavily in research and development in order to create new products
that stand apart from competitors. This can be an expensive strategy, making it difficult for a small
business to implement, but the payoffs can be substantial.

Challenger. The challenger strategy is similar to the market leader strategy. Like the market
leader, a challenger invests heavily in research and development in order to create products that are in-
novative and that can distinguish it from the competitors. The main difference between the challenger
and the market leader is that the market leader is the number one company in the market, and the chal-
lenger is seeking to take that spot.

Follower. Companies using a follower strategy do not invest heavily in research and de-
velopment. Instead, they use the innovations developed by other companies. As a result, their
products are derivative, rather than original, and they therefore command lower prices. A prime
example of this product strategy is found in the pharmaceutical industry, where some companies
manufacture generic versions of drugs rather than developing their own.

Nicher. The niche product strategy involves developing a product for a smaller segment of
the population. For example, a software producer might focus on the educational niche, or even
narrower, the junior high school niche. This strategy can be beneficial for smaller firms with lim-
ited resources, as these resources can be deployed efficiently to focus on the needs of the niche
market.

Markets and Their Classification

A market is a group of individuals or organizations, or both, that need products in a given cate-
gory and that have the ability, willingness, and authority to purchase such products. Markets are
broadly classified as consumer or business-to-business markets because marketing efforts vary depend-
ing on the intended market. Marketers should understand the general characteristics of these two
groups.

Consumer markets consist of purchasers and/or household members who intend to con-
sume or benefit from the purchased products and who do not buy products to make profits.

Business-to-business markets, also called industrial markets, are grouped broadly into
producer, reseller, governmental, and institutional categories. These markets purchase specific
kinds of products for use in making other products for resale or for day-to-day operations.

Producer markets consist of individuals and business organizations that buy certain products to
use in the manufacture of other products.

Reseller markets consist of intermediaries such as wholesalers and retailers, who buy finished
products and sell them for a profit.
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Governmental markets consist of federal, state, county, and local governments. They buy
goods and services to maintain internal operations and to provide citizens with such products as
highways, education, water, energy, and national defense. Governmental purchases total billions
of dollars each year.

Institutional markets include churches, not-for profit private schools and hospitals, civic
clubs, fraternities and sororities, charitable organizations, and foundations. Their goals are dif-
ferent from such typical business goals as profit, market share, or return on investment.

Types of Market Structure

The capitalist system ensures that individuals and businesses make the decisions about
what to produce, how to produce it, and what price to charge for the product. Mattel, Inc., for
example, can introduce new versions of its famous Barbie doll, license the Barbie name,
change the doll's price and method of distribution, and attempt to produce and market Barbie in
other countries or over the Internet at www.mattel.com. This system also allows customers the
right to choose between Mattel's products and those produced by competitors. As a consumer,
you get to choose which products or services you want to buy. Competition like that between
Mattel and other toy manufacturers is a necessary and extremely important by-product of capi-
talism. Business competition is essentially a rivalry among businesses for sales to potential
customers. In a capitalistic economy, competition also ensures that a firm will survive only if it
serves its customers well by providing products and services that meet needs. Economists rec-
ognize four different degrees of competition ranging from ideal, complete competition to no
competition at all. These are perfect competition, monopolistic competition, oligopoly, and
monopoly.

Perfect Competition. Perfect (or pure) competition is the market situation in which
there are many buyers and sellers of a product, and no single buyer or seller is powerful
enough to affect the price of that product. For perfect competition to exist, there are five very
important concepts:

1. We are discussing the market for a single product, such as bushels of wheat.

2. There are no restrictions on firms entering the industry.

3. All sellers offer essentially the same product for sale.

4. All buyers and sellers know everything there is to know about the market (including, in our
example, the prices that all sellers are asking for their wheat).

5. The overall market is not affected by the actions of any one buyer or seller.

When perfect competition exists, every seller should ask the same price that every other seller
is asking. Why? Because if one seller wanted 50 cents more per bushel of wheat than all the others,
that seller would not be able to sell a single bushel. Buyers could - and would - do better by purchas-
ing wheat from the competition. On the other hand, a firm willing to sell below the going price would
sell all its wheat quickly. However, that seller would lose sales revenue (and profit) because buyers
are actually willing to pay more. In perfect competition, then, sellers - and buyers as well - must ac-
cept the going price. The price of each product is determined by the actions of all buyers and all sell-
ers together through the forces of supply and demand. equilibrium, at the price of $7. Economists call
this price the market price. The market price of any product is the price at which the quantity de-
manded is exactly equal to the quantity supplied. In theory and in the real world, market prices are
affected by anything that affects supply and demand. The demand for wheat, for example, might
change if researchers suddenly discovered that it offered a previously unknown health benefit. Then
buyers would demand more wheat at every price. Or the supply of wheat might change if new tech-
nology permitted the production of greater quantities of wheat from the same amount of acreage.
Other changes that can affect competitive prices are shifts in buyer tastes, the development of new
products, fluctuations in income owing to inflation or recession, or even changes in the weather that
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affect the production of wheat. Perfect competition is quite rare in today's world. Many real markets,
however, are examples of monopolistic competition.

Monopolistic Competition. Monopolistic competition is a market situation in which
there are many buyers along with a relatively large number of sellers. The various products
available in a monopolistically competitive market are very similar in nature, and they are all
intended to satisfy the same need. However, each seller attempts to make its product different
from the others by providing unique product features, an attention-getting brand name, unique
packaging, or services such as free delivery or a lifetime warranty. Product differentiation is
the process of developing and promoting differences between one's products and all competi-
tive products. It is a fact of life for the producers of many consumer goods, from soaps to
clothing to furniture to shoes.

Oligopoly. An oligopoly is a market (or industry) situation in which there are few sellers. Gen-
erally, these sellers are quite large, and sizable investments are required to enter into their market. Ex-
amples of oligopolies are the automobile, airline, car rental, cereal, and farm implement industries. Be-
cause there are few sellers in an oligopoly, the market actions of each seller can have a strong effect on
competitors' sales and prices. If General Motors, for example, reduces its automobile prices, Ford,
Honda, Toyota, and Nissan usually do the same to retain their market shares. In the absence of much
price competition, product differentiation becomes the major competitive weapon; this is very evident
in the advertising of the major automobile manufacturers. For instance, when Toyota was faced with
declining sales as a result of quality and safety issues, it began offering buyer incentives to attract new-
car buyers. Quickly, both Ford and General Motors began offering similar incentives and for the same
reason - to attract new-car buyers.

Monopoly. A monopoly is a market (or industry) with only one seller, and there are barriers to
keep other firms from entering the industry. In a monopoly, there is no close substitute for the product
or service. Because only one firm is the supplier of a product, it would seem that it has complete con-
trol over price. However, no firm can set its price at some astronomical figure just because there is no
competition; the firm would soon find that it has no customers or sales revenue either. Instead, the firm
in a monopoly position must consider the demand for its product and set the price at the most profitable
level. Classic examples of monopolies in the United States are public utilities, including companies that
provide local gas, water, or electricity.

Each utility firm operates in a natural monopoly, an industry that requires a huge investment in
capital and within which any duplication of facilities would be wasteful.

Natural monopolies are permitted to exist because the public interest is best served by their
existence, but they operate under the scrutiny and control of various state and federal agencies. Al-
though many public utilities are still classified as natural monopolies, there is increased competition
in many areas of the country. For example, there have been increased demands for consumer choice
when selecting a company that provides electrical service to both homes and businesses A legal mo-
nopoly - sometimes referred to as a limited monopoly - is created when a government entity issues a
franchise, license, copyright, patent, or trademark. For example, a copyright exists for a specific pe-
riod of time and can be used to protect the owners of written materials from unauthorized use by
competitors that have not shared in the time, effort, and expense required for their development. Be-
cause Microsoft owns the copyright on its popular Windows software, it enjoys a legal-monopoly
position. Except for natural monopolies and legal monopolies, federal antitrust laws prohibit both
monopolies and attempts to form monopolies.

Find and write out English equivalents to the following Russian words
and expressions:

IIOJTHOMOYH S BBLICIATHCA CPEAN KOHKYPCHTOB
B IIUPOKOM CMBICJIC BHCAPATH
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YCHIIHS
MEHSTBHCS B 3aBUCUMOCTH OT
HaMEUYEHHBIN

MOTPEOUTENbCKUI PHIHOK
COCTOATH U3

3aKYIIIUK

JOMOXO35IMCTBO

IIepenpo1aBaTh

ITOCPEAHUK

OKpYyT

MECTHBIN

MO/JIEP>KUBATH

BHYTPEHHUH

MUJUIHAP

LIEPKOBb

HEKOMMEPUYECKUI

TrOPOACKOM, MyHULIMITAIbHBIN
MYKCKO€ CTYJIEHUECKOE 00IIECTBO
AKEHCKOE€ CTYJIEHYECKOE 00IIECTBO
0J1aroTBOPUTEIIbHBIE OpraHU3aINU
JI0JIsI phIHKA

OIIPENEIATH

110 OTHOUIEHUIO K

KOHKYpEHLIUS

KOMITaHUS - IPETEH/IEHT / KOHKYPEHT

KOMITaHHS TTOCIEA0BATENb
KOMITaHHSI-HULIEBUK

pa3BHUBAThH

WHTEHCUBHO BKJIA/IBIBATh CPEICTBA

3HAYUTEIILHOE BO3HATPAXKICHHE
3aHSITh MECTO

MPOU3BOHBII, 3aMMCTBOBAaHHBIN
yCTaHABIUBATh IICHY
HEMaTeHTOBAHHOE JICKAPCTBEHHOE CPEJICTBO
BBITOTHBIHI

rapaHTHUPOBATH

MOOOYHBIN TPOIYKT
COTIEPHUYECTBO

OJVMHOYHBII

CUJIBHBIN

OTpaHUYEHUS Ha BXOJ

CIPOC U MPEIOKEHUE
paBHOBECHE

KOJINYECTBO

paHee HEU3BECTHBIN
M3MEHEHHUS BO BKycax
KojeOaHus

crnajn

penkni

yIaKoBKa

MMOKU3HEHHAS TapaHTHs

g depeHnranus npoIyKkra
yaepxKarb

MOOIIPUTEIBHBIC CTUMYJIBI
3aMEHUTEIh

KOMMYHAaJIbHBIE TTPEATIPUSTHS
HabIoIeHue

aBTOPCKOE TIPaBO

Hay4YyHO-MCCJIEI0BAaTEIbCKUE pa3pabOTKU  TOProBas Mapka
KOHKYPEHT HECaHKI[MOHUPOBAHHOE MPUMEHEHHE

Take Notes

Read the texts again and take notes on the following points:
1. Classify the major types of markets.

2. Explain the difference among various market participants.

3. Outline the major types of market structures and explain them briefly.

Key Terms. You should now be able to define and give examples relevant
to each of the following terms:

consumer market; business-to-business / industrial market; producer market; reseller
market; institutional market; governmental market; market leader; market challenger; market fol-
lower; nicher; perfect / pure competition; monopolistic competition; oligopoly; product differen-
tiation; legal monopoly; natural monopoly.
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e Growth & Expansion

* Corporate Growth
* M&As

Business Goals
and Objectives

Read the texts:
Corporate Growth

Growth seems to be a basic characteristic of business. One reason for seeking growth
has to do with profit: A larger firm generally has greater sales revenue and thus greater
profit. Another reason is that in a growing economy, a business that does not grow is actually
shrinking relative to the economy. A third reason is that business growth is a means by which
some executives boost their power, prestige, and reputation. Growth poses new problems and
requires additional resources that first must be available and then must be used effectively.
The main ingredient in growth is capital - and capital is most readily available to corpora-
tions. Most corporations grow by expanding their present operations. Some introduce and
sell new but related products. Others expand the sale of present products to new geographic
markets or to new groups of consumers in geographic markets already served. Although
Walmart was started by Sam Walton in 1962 with one discount store, today Walmart has
over 10,000 stores in the United States and 27 other countries and has long-range plans for
expanding into additional international markets. Growth from within, especially when care-
fully planned and controlled, can have relatively little adverse effect on a firm. For the most
part, the firm continues to do what it has been doing, but on a larger scale. For instance,
Larry Ellison, co-founder and CEO of Oracle Corporation of Redwood Shores, California,
built the firm's annual revenues up from a mere $282 million in 1988 to approximately
$36 billion today. Much of this growth has taken place over the last 15 years as Oracle capi-
talized on its global leadership in information management software.

M&AS

Growth Through Mergers and Acquisitions. Another way a firm can grow is by
purchasing another company. The purchase of one corporation by another is called a
merger. An acquisition is essentially the same thing as a merger, but the term usually is
used in reference to a large corporation's purchases of other corporations. Although most
mergers and acquisitions are friendly, hostile takeovers also occur. A hostile takeover is a
situation in which the management and board of directors of a firm targeted for acquisition
disapprove of the merger. When a merger or acquisition becomes hostile, a corporate
raider-another company or a wealthy investor-may make a tender offer or start a proxy
fight to gain control of the target company. A tender offer is an offer to purchase the stock
of a firm targeted for acquisition at a price just high enough to tempt stockholders to sell
their shares. Corporate raiders also may initiate a proxy fight. A proxy fight is targeted
company. If the corporate raider is successful and takes over the targeted company, exist-
ing management usually is replaced. Faced with this probability, existing management may
take specific actions, sometimes referred to as "poison pills", "shark repellents", or "porcu-
pine provisions", to maintain control of the firm and avoid the hostile takeover. Whether
mergers are friendly or hostile, they are generally classified as horizontal, vertical, or con-
glomerate.

Horizontal Mergers. A horizontal merger is a merger between firms that make and
sell similar products or services in similar markets. This type of merger tends to reduce the
number of firms in an industry-and thus may reduce competition. As a result most horizon-
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tal mergers are reviewed carefully by federal agencies before they are approved in order to
protect competition in the marketplace.

Vertical Mergers. A vertical merger is a merger between firms that operate at dif-
ferent but related levels in the production and marketing of a product. Generally, one of the
merging firms is either a supplier or a customer of the other. A vertical merger occurred
when social media giant Twitter acquired Summify. At the time of the 2012 merger, Sum-
mify, based in Vancouver, was a startup technology company in the process of building the
next generation of news-reader software that had a unique approach to summarizing the
most important information from social media feeds from Google, Facebook, and Twitter.
Rather than develop its own software to summarize the most important information, Twit-
ter simply purchased the Summify company.

Conglomerate Mergers. A conglomerate merger takes place between firms in com-
pletely different industries. A conglomerate merger occurred when financial conglomerate Berk-
shire Hathaway acquired Wesco Financial Corporation. While both companies were recognized
as successful companies that have a history of increasing sales revenues and profits, they operate
in different industries. Berkshire Hathaway, led by its CEO Warren Buffett, has a long history of
acquiring firms that have great financial potential. Wesco, on the other hand, is a smaller com-
pany with its main business interests in insurance, furniture rental, and steel. The Berkshire
Hathaway-Wesco merger was friendly because it was beneficial for both firms.

Merger and Acquisition Trends for the Future. While there have always been
mergers and acquisitions, the recent economic crisis has changed the dynamics of how and
why firms merge. Recently, mergers and acquisitions have been fueled by the desire of fi-
nancially secure firms to take over firms in financial trouble. For a firm experiencing fi-
nancial difficulties, a merger or acquisition is often a better option than bankruptcy. During
the recent economic crisis, this trend was especially evident in the financial services and
banking industry. For example, Wachovia was purchased by Wells Fargo in order to avoid
a Wachovia bank failure or a government takeover of Wachovia's assets and loan portfolio.
In other situations, a financially secure firm will purchase a company experiencing finan-
cial problems because it is a good investment. Economists, financial analysts, corporate
managers, and stockholders still hotly debate whether mergers and acquisitions are good
for the economy-or for individual companies-in the long run. Takeover advocates argue
that for companies that have been taken over, the purchasers have been able to make the
company more profitable and productive by installing a new top-management team, by re-
ducing expenses, and by forcing the company to concentrate on one main business. Take-
over opponents argue that takeovers do nothing to enhance corporate profitability or pro-
ductivity. These critics argue that the only people who benefit from takeovers are invest-
ment bankers, brokerage firms, and takeover "artists", who receive financial rewards by
manipulating corporations rather than by producing tangible products or services. Most ex-
perts now predict that mergers and acquisitions after the economic crisis will be the result
of cash-rich companies looking to acquire businesses that will enhance their position in the
marketplace. Analysts also anticipate more mergers that involve companies or investors
from other countries. Regardless of the companies involved or where the companies are
from, future mergers and acquisitions will be driven by solid business logic and the desire
to compete in the international marketplace.

Find and write out English equivalents to the following Russian words
and expressions:

YMCHBIIATHCA COCTOSITEIbHBIN
OTHOCHUTEIBHO MPEUI0KEHUE O TIPHOOPETCHUN
CPEICTBO 060pb0a 3a KOHTPOJIb HaJl KOMIIAHUEH
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PYKOBOJIUTEIIb

MOBBIILIATH

BJIACTh

aBTOPUTET

CTaBUTh HOBbIE 33124

TpeOOBaTh AOMOJIHUTENBHBIX PECYPCOB
COCTaBJISAOLIAS

CBS3aHHBIM, POJCTBEHHBIN
JMCKayHTEp, Mara3uH ylEeHEHHBIX TOBapOB
JIOJITOCPOYHBIE TITaHbI

B OoJiee mupokom maciirabde
NpUOIN3UTEITHHO

MOTJIOLEHUE, CIUSHUE

npuodpereHue

0 CyTH

10 OTHOLIEHUIO K

MOTJIOLIEHHE, 3aXBaT

COBET TUPEKTOPOB

¢bupma-HaJeTuuK, peiaep

Take Notes

MOJIy4YUTh KOHTPOJIb
KOMITaHUS-MUILIEHb

n30exaTh

TE€HEPAIBHBIN JUPEKTOP

JBUKYIINE CUJIBI

(¢uHaHCOBO ycToilunBas pupma
UCIBITHIBATh (PMHAHCOBBIE TPYTHOCTH
BapUaHT

TEHJICHIIHS

SIPKO BBIPAYKEHHBII

aQHAJIUTUK

CTOPOHHHUK

YTBEPKIATh

MIPOTUBHUKHU

MOBBIILIATH

IIpEACKa3bIBATh

IIPOrHO3UPOBATH

HE3aBUCHMO OT

Read the texts again and take notes on the following points:

1. Classify and explain the ways a business can grow.
2. Describe the difference among various types of mergers.

Key Terms. You should now be able to define and give examples relevant

to each of the following terms:

M & As; hostile takeover; tender offer; raider; CEO; target company; proxy fight;
expansion; horizontal merger; vertical merger; conglomerate merger.

Business * Research & Innovation
Goals and e Creativity & Innovation
Objectives ~ *Innovation In Details
Read the text:

Creativity and Innovation

Innovation can come from any part of the business. The Japanese idea of kaizen-
meaning continuous improvement - is an ancient philosophy, but it was first used in an in-
dustrial setting by Toyota in the 1950s. Founder Elji Toyoda expected all employees-from
the factory floor to senior executives - to constantly come up with ideas for improving
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products or production. This idea took hold around the world. Companies recognized value
in setting up teams to increase creativity.

However, large companies often limit innovation - or at least the testing of its valid-
ity - to an R&D (research and development) department. They can focus on the changing
needs of markets and respond appropriately, making sure they benefit from the premium
price of innovative products, and build a brand loyalty. More recently, companies have also
begun to value the creativity of their customers. Using an approach known as "open innova-
tion", new ideas are welcomed from all sources, and customer feedback is valued in the
product-development process. The opportunity for customers to post product ratings and re-
views online allows ready access to customer feedback. Some even use online crowdsourc-
ing to refine the design of products.

Research and development (R&D) is any investigative and creative work intended to
lead to new discoveries or to improvements in existing products or processes. Some compa-
nies, in areas such as computer software and pharmaceuticals, depend on scientific research
to bring about technological breakthroughs and keep themselves on the cutting edge of their
industry. Others apply R&D to improve existing products.

Filling a Gap. In some cases, the direction of R&D is driven by market research findings
that uncover a gap in the market, as it did for the cereal manufacturer Kellogg's. Market research
showed that there was a desire in the UK for a sweeter breakfast cereal made from nuts, which
people perceived to be healthy. To meet this need, Kellogg's instructed its R&D department to
design a new breakfast cereal; the result was Kellogg's Crunchy Nut, which has become the sec-
ond most popular cereal in the UK. There have been some cases in which market research
pointed companies in the wrong direction. A prime example can be seen in the creation of Sony's
Walkman. This portable audio cassette player was invented in 1978 by Nobutoshi Kihara, an au-
dio engineer working for Sony. According to market research, the Soundabout (the name for the
prototype Walkman) would never sell because focus groups declared that listening to music was
a social rather than a solitary activity. However, Akio Morita, Sony's co-founder, told his R&D
department to continue its work and ignore these findings. The Walkman went on to be one of
Sony's most successful products.

More Products, More Often. Intense competition resulting from globalization,
alongside rapid technological advances, has shortened the selling lives of many products. To
stay in business in this tough trading environment, companies need to launch new products
more regularly; those that are complacent and fail to innovate will be overtaken by their ri-
vals. It could be argued that managers who do not invest in R&D are setting up businesses
to fail. Companies such as BMW devote a sizable percentage of their turnover to R&D for
motives that extend beyond self-preservation. Those that launch a new product first can
charge premium prices and will benefit from monopoly profit until the competition arrives.
In addition, consumers' brand loyalties are usually established early on. Companies that un-
derinvest in R&D, fine to imitate rather than innovate, may have problems establishing a
strong customer base. There is more to effective R&D than spending money on technical
breakthroughs. According to Akio Morita, converting these advances into products that pro-
vide value and benefits for consumers is more important than the breakthrough itself. There-
fore, it makes sense for R&D to be done by a multidisciplinary team that includes a repre-
sentative from marketing, who understands the way the consumer's mind works.

In the past, companies required their own employees to design and develop new
products. The knowledge was developed internally by the in-house research and develop-
ment (R&D) department, and tended to be a closely guarded secret. This belief that a com-
pany should be in sole control of the creation of its intellectual property is known as closed
innovation. In more recent times, a new approach has emerged. Open innovation is based on
the idea that companies should be less private with their product development programs,
reflecting the view that its customers can make valuable contributions to the product-
development process.
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Internet Feedback. The Internet has kick-started a sea change in how businesses get
feedback from customers. Online ratings and reviews allow companies to see what their cus-
tomers like and dislike about a product. In the IT industry, companies such as Apple and
Microsoft use beta testing to enhance the quality of their new products. This process in-
volves the software developer prereleasing copies of new software via the Internet. Mem-
bers of the public who are interested in software and programing have the opportunity to
road test the new product. They might point out bugs they encounter and offer possible solu-
tions to the problems they have identified. The developer has the opportunity to improve the
software before it is released, increasing the probability of the new product succeeding in
the marketplace.

Crowdsourcing. The belief that companies can, and should, learn from their cus-
tomers is growing. One example is the rise of crowdsourcing - a practice where companies
get ideas, or even finance for a new product (crowd funding), from the public. There are dif-
ferent types of crowdsourcing. For example, some independent filmmakers finance their
movies as crowdsourcing projects. Carmakers such as Citroen and Nissan have used crowd-
sourcing to enable car buyers to contribute ideas for the kind of product features that should
be built into new vehicles. Citroen ran its crowdsourcing project via a Facebook app. Mem-
bers of the general public were free to join the Facebook group - called C1 Connexion - and
add their thoughts on six key aspects of the new car's design, including the number of doors,
the color of the interior, and the equipment specification. Citroen kept its promise to build
the car in line with the preferences expressed via the Connexion Facebook app. There are
several advantages to incorporating positive and negative feedback from members of the
public and customers into the product development process. The most obvious is that it is
very cheap. In many cases companies do not pay for the ideas and opinions of crowdsourc-
ers; interested volunteers offer the information free of charge. If cash is offered in exchange
for feedback, the amounts tend to be small. Those who use crowdsourcing as part of the
product-development process also recognize that there will be experts outside the company
who are not on the payroll, but who have valuable ideas and knowledge that should be har-
nessed.

The online encyclopedia, Wikipedia, was set up in 2001 by Larry Sanger and Jimmy
Wales as a crowdsourcing project. Rather than hiring paid writers and editors, the founders
of Wikipedia asked members of the public to create the product themselves by submitting
their articles electronically. By July 2013 Wikipedia comprised over 22 million articles,
written in 285 languages by 77,000, largely anonymous and unpaid, authors. Wikipedia is
an open-source project, meaning that everyone with access to the Internet is able to write or
make changes to it. Wikipedia does not charge its customers for using its product. Instead,
the project is financed by donations from supporters. Many of these supporters argue that
Wikipedia is superior to conventional encyclopedias because, unlike them, articles can be
updated quickly and easily. Wikipedia has taken the concept of crowdsourcing to the limit-
the entire product has been created by consumers.

Find and write out English equivalents to the following Russian words
and expressions:

MTOCTOSIHHBII CpOK cObITa

JNPEBHUMI BBIITYCKATh HOBBIM MPOYKT HA PBIHOK
IIPOU3BOJICTBEHHBIN LIEX CaMOJIOBOJIBHBIN

BBICIIIEE PYKOBOJICTBO 00orHaTh

IIOJIY4YUTh PACIIPOCTPAHEHUE COIIEPHUK

MIPU3HATh BKJIaJIbIBaTh OIIYTHUMbIN IIPOLIEHT OT 000poTa
HAaJIeKHOCTh, IPUMEHUMOCTb BBIXOJIUTH 32 PAMKH

OT/IeJl HAyYHO-UCCIIEI0BATEIbCKUX CaMOCOXpaHEHUe
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1 OTIBITHO-KOHCTPYKTOPCKUX pa3paboTOK

pearupoBarb

JOJKHBIM 00pa30M, COOTBETCTBEHHO
BBIUTPBIBAThH

IIPUBEPKEHHOCTH ONPEICICHHON
TOPrOBOW Mapke

LICHUTH

TBOPYECTBO

OAXO.

HCTOYHUK

OTBETHAs peakius, o0paTHas CBs3b
pa3Melmarh B CETH

peLeH3us, OT3bIB

yJIydIlE€HUE

HAy4YHOE HCCIICOBAHUE
TEXHOJIOTUYECKUN ITPOPHIB

B aBaHrap/e

MPUMEHSTh

IIPUBOJIUTH B ABHKEHUE

O0OHapYXUTh HE3AHATYIO HUIILY
BOCIIPUHUMATD

HaIpaBJIATh

ITOPTaTUBHBIN

3asIBIISITH

000CO0OICHHBIH

COyUpeIUTEIb

MOJIy4YE€HHBIEC JaHHbIE

ocTpasi KOHKYpPEHIIHS

Hapsily ¢ TEXHUYECKUM MIPOrpeccomM

Ha3HAYaTh IICHY
I[eHa BBIIIIE HOMHUHAJA

HCII0JIb30BaTh BO3MOYKHOCTH

KAl TAJIOBJIOKCHHUI B HEJOCTATOYHOU Mepe
JeNIaTh yIIOP Ha TOIpasKaHUH,

a HEe Ha CO3J]aHWH HOBOTO

W3HYTPH

COOCTBEHHBIMH CHJIAMH,

0e3 MPUBIICYCHHS BHCITHUX CIICITUAIICTOB
€IMHOJIMYHBIA KOHTPOJIb

II€HHEII BKJIA]

JaTh UMITYJIbC; TTOAXJICCTHYTh

pe3Koe U3MEHEHHUE, MpeoOpakeHne
MIPEIBAPUTEIILHOE TECTUPOBAHNE
pasMenieHue 10 0(pUIMATHHOTO MOCTYIUICHUS
B IIPOJIAXKY

yepes "ucnblTaHuE B podere”

nedekr, ommoka

pa3paboTunK

[IpUBJIEYEHUE OOIIECTBEHHOCTH

K pa3paboTKaM KOMIIaHUHU
npeJyIaraTh UIeko

XapaKTEePUCTHKH, (PYHKITHH TIPOTYKTa
MPUIIOKECHHE

TEXHUYECKOE OMUCAHNE

n00poBoJIeT

OecIiaTHO

B CIIMICKE paOOTHUKOB TPEATIPHSTHS
penakTop

MPEJICTABIISITH CTATHH Ha PACCMOTPEHHE
MIPEB30UTH TPATUIIMOHHBIC SHIIUKIOTICTUT

Read the text and summarize it in Russian:

Innovation in Details

Innovation is the act of introducing something new or doing something in a different
way. Innovation in business differs from creativity in that the latter is generally associated with
the generation of new ideas. In contrast, innovation refers to taking those new ideas and actu-
ally implementing them in the marketplace. Thus, creativity is simply one element of the inno-
vation process through which new ideas lead to new products, procedures, or services. Busi-
ness scholars often attribute company success to innovation. Because of growing international
competition, innovation became even more vital for companies toward the end of the 20th cen-
tury. Innovation usually results from trial-and-error experimentation and sometimes occurs in-
cidentally where researchers produce something other than what they intended. Nevertheless,
because of the growth of and accessibility to knowledge and information through the technol-
ogy and information revolutions, researchers of the late 20th century generally could move
from ideas to innovations much more quickly than their predecessors. A confluence of factors
contributes to innovation in the business setting, including the research environment, market
need, company strategy, and company resources.

Business innovation benefits from a diversity of personality types that fill different roles.
After all, if every person in a company is extremely innovative, free-spirited, and nonconformist,
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the company might lack balance and grounding. Thus, a multiplicity of personality types and
traits can be accommodated by the innovation process, which requires at least five general per-
sonality types.

The first role of the innovation process is idea generator, someone who seeks to satisfy
market needs by thinking of new ideas, developing solutions to problems, and identifying oppor-
tunities. Idea generators are often experts in one or two fields and are therefore able to recognize
niche opportunities. They often enjoy working alone and are able to think abstractly and concep-
tually.

Champions, the second role in the innovation process, sell the ideas to others in the or-
ganization and secure resources to execute ideas. Individuals who play this role sometimes are
referred to as intrapreneurs. In contrast to idea generators, champions are more apt to possess a
wide range of interests, have general knowledge about several areas of a company or industry,
and like to work with and influence other people. They are also more likely to be very energetic
and to take risks.

Project leaders perform the third role in the process. They coordinate activities such as
leading teams, planning and organizing projects, and balancing project goals with available re-
sources and organizational needs. Effective project leaders are good at working with other peo-
ple and fostering group cooperation. They are also adept at company politics and have a broad
knowledge of company functions, such as finance, production, and marketing.

Gatekeepers, the fourth role in the innovation process, take charge of tracking influences
outside of the organization through conferences, journals, friends at other companies, and similar
sources. Gate-keepers pass the information on to others and serve as an information source, and
sometimes critic, to idea generators, champions, and leaders. They facilitate group communica-
tion and project coordination. Good gatekeepers typically enjoy working with other people, are
personable, and have a relatively high degree of technical competence. The gatekeeper role is
one in which a non-innovative personality may still function to the benefit of the group.

Finally, the coaching role of the organizational innovation process involves encouraging
and assisting team members, protecting the team from destructive outside forces (e.g., undertak-
ers in other departments or groups), and securing the support of top-level management. Employ-
ees who fill the coaching role in the innovative process are usually good listeners. In addition,
they tend to be less opinionated than their coworkers, a characteristic not ascribed to the stereo-
typic creative personality. Effective coaches are also proficient at politicking and have proven
experience sponsoring new ideas.

Sources of Innovation. Innovation is occasionally the result of a stroke of genius. More
often, though, it occurs in response to a problem or opportunity that arises either inside or out-
side of an organization. Management guru Peter Drucker (1909-2005) has identified four internal
and three external impetuses for innovation. Internal prompts include unexpected occurrences,
incongruities, process needs, and industry or market changes.

Internal Impetuses. Unexpected occurrences include mishaps, such as a failed product
introduction. It is often through such unexpected failures (or successes) that new ideas are born
from new information brought to light. For instance, Ford's failed Edsel gave the company new
information about marketing that allowed it to achieve stellar gains with succeeding products.
Unexpected occurrences can also take the form of accidents. For example, the hugely success-
ful Nutra-Sweet artificial sweetener was created by an accident during a project completely
unrelated to sweeteners. Incongruities result from a difference in a company's or industry's
perception and reality. For example, although the demand for steel continued to grow between
1950 and 1970, profits in the steel industry fell. This incongruity caused some innovators to
develop the steel minimill, a less expensive method of making steel that was also more condu-
cive to changing market demands. Innovations inspired by process needs are those created to
support some other product or process. For example, advertising was introduced to make mass-
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produced newspapers possible. Newspaper publishers devised ads to cover the expense of
printing the newspapers on the new equipment that made such printing possible. Industry and
market changes, the fourth internal impetus to innovate, often result in the rise (and decline) of
successful innovators. For example, innovation and business savvy allowed International Busi-
ness Machines Corp. (IBM) to effectively dominate the computer industry during the 1970s
and early 1980s. It failed, however, to respond to a market switch during the 1980s from main-
frames to smaller computer systems, particularly workstations and personal computer net-
works. As a result, IBM's share of the computer market plummeted and profits plunged as
more innovative newcomers emerged.

External Impetuses. External impetuses to innovate include demographic changes, shifts
in perception, and new knowledge. Demographic changes affect all aspects of business. For in-
stance, an influx of Asian and Mexican immigrants into the United States has created new mar-
ket niches for companies. Likewise, an increase in the level of education of Americans has re-
sulted in a dearth of qualified workers for some low-paying jobs, causing many companies to
develop new automation techniques. Changes in perception also open the door to innovation. For
example, despite the fact that health care in the United States has continually gotten better and
more accessible, people have become increasingly concerned about their health and the need for
better and more accessible care. This change in perception has generated a huge market for
health magazines, vitamin supplements, and exercise equipment. Finally, one of the strongest
external impetuses for innovation is new knowledge, or technology. When a new technology
emerges, innovative companies can profit by exploiting it in new applications and markets. For
example, the invention of Kevlar, a synthetic material, has spawned thousands of new product
innovations, ranging from improved canoes and bulletproof vests to better tires and luggage.

Innovation Strategies. Two types of strategies for innovation in business are internal
and market-based approaches. Internal strategies include programs and initiatives implemented
by companies to foster a creative and innovative environment, whereas market-based strategies-
such as the leader, quick follow, and slow follow strategies-refer to different approaches to de-
livering innovations to the market.

Internal Innovation Strategies. Internal strategies usually seek to develop and nurture
the attributes of innovative corporations, such as prioritizing and encouraging innovation. Spe-
cific approaches to encouraging innovation differ by company and industry. For example, an
integral aspect of Dow Corning Inc.'s strategy is to form "research partnerships" with its cus-
tomers that solicit creative input from consumers and help the company benefit from new mar-
ket opportunities. Similarly, researchers at Hewlett-Packard Company (HP) are encouraged to
spend at least 10 percent of their time toying with pet projects. HP also keeps its labs open 24
hours each day and utilizes small divisions and decentralized decision making to promote in-
novation. Likewise, pharmaceutical giant Merck & Co., Inc. gives its researchers time and
money to pursue high-risk, high reward projects-a strategy that has profited the company hand-
somely.

Market-based Strategies. Even companies with the most innovative organizational envi-
ronments will languish if they fail to effectively market their innovations. For example, just be-
cause a firm improves its product doesn't mean that it should necessarily take the improvement
to the market. From a strategic standpoint, the company could lose money if it has invested a lot
of resources in marketing the original product because the improved version might cannibalize
sales. On the other hand, if the company waits too long to introduce the improved version, a
competitor may produce such an innovation earlier and capture market share. Consider the in-
ventors of items such as the air conditioner or electric lamp. The innovators of those concepts
died before their creations were widely accepted by the marketplace. Although there are a num-
ber of product- and industry-specific strategies that companies may employ to promote their in-
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novations, three of the most common market-based innovation strategies include the leader,
quick follow, and slow follow (or no follow) strategies, according to William E. Rothschild, au-
thor of Strategic Alternatives. A company that adopts a leadership strategy for its invention be-
comes the first to introduce the innovation to the market. The obvious risk of such a move is that
the product or service will be rejected by the marketplace at a potentially enormous cost to the
company. The leadership strategy, however, also may provide a variety of different benefits. For
instance, companies often introduce an innovation to an existing product or service, calling it
"new" or "improved," to breathe new life into it. Or they may bring out an improved product to
discourage the competition from trying to steal market share, or to "leapfrog" their competitors.
In the case of completely new products or ideas, a company may introduce the innovation in an
effort to establish market dominance and attain leadership status. The quick-follow strategy is
often used by established competitors that already lead an industry or market niche. Rather than
assume the risk inherent to the leadership strategy, the company will simply wait for one of its
competitors to introduce an innovation. Shortly thereafter, the company will follow the leader
with a substitute or improvement of the innovation. Quick followers are usually relatively sure of
their ability to crush the competition with their established reputation and marketing and distri-
bution channels. The risk of the quick-follow tactic is that the follower will be unseated by a
hugely successful introduction, or that it will lose its reputation as an innovator over time. Quick
followers often include smaller competitors that are simply trying to keep up with the competi-
tion. They may try to target select market niches. For example, a company may follow with a
cheaper version of a new innovation in an effort to lure buyers who can't afford the leader's
product or service. A company that adopts a slow- or no-follow strategy may do so for a number
of reasons. It may feel that existing competitive pressures or lackluster market growth make an
investment in following an innovation unappealing. Or, the company may realize that it simply
lacks the resources or technology necessary to compete with the new innovation. Some compa-
nies refuse to introduce or adopt an innovation because they fear that they will lose customers.
For instance, a manufacturer of industrial air conditioners may delay introducing a substantially
different technology because it knows that its existing customers have made large capital in-
vestments in its existing product line and will be hesitant to buy new equipment. Finally, some
companies are so strong in marketing or manufacturing that product innovation is simply not a
chief concern-they would prefer to wait until the new innovation is accepted by the market be-
fore they follow.

Take Notes

Read the texts again and take notes on the following points:

1. Demonstrate the major difference between creativity and innovation.

2. Compare the concepts of "open" and "closed" innovation.

3. Formulate the advantages of crowdsourcing. Support your answer with examples rele-
vant to your point of view.

4. Define the role of an intrapreneur.

Key Terms. You should now be able to define and give examples relevant
to each of the following terms:

innovation; R&D; open innovation; closed innovation; beta testing; crowdsourcing;
premium price; turnover; market research; in-house; payroll; factory floor; specification; brand
loyalty; validity; selling life; intrapreneur; focus group; target audience; ad campaign.



UNIT 3. DESCRIBING A BUSINESS

-~
*Business Types
*Size
Describing a *Profit vs Nonprofit Organisatons
Business < *Form of Ownership
e Legal Entity
g *Geographical Spread/Location

Read the text:

Different Classifications of Businesses

Modern business has a number of features. In this part we will look at different
types of businesses and different ways they are distinguished from each other.

Generally types of businesses are discussed according to the following features:
size; type of legal entity; form of ownership; primary business objective; geographical
spread; core business activity; type of output; market type; job sector and others. Let us
understand these classifications in details.

Size. There are a number of different ways of defining different-sized firms. The
size of a company depends on a number of factors, such as gross receipts and number of
workers. The U.S. Small Business Administration (SBA) publishes small business size
standards based on North American Industry Classification System Codes, or NAICS.
Many small businesses, according to SBA guidelines, employ 500 or so employees and
make at least $7 million annually; some industries are higher, such as textile mills where
the threshold is 1,000 employees. However, many companies are "very small businesses",
which means they employ fewer than 15 workers and make less than $1 million a year. The
Department of Trade and Industry (UK) defines the size of enterprises in terms of numbers
of employees as follows:

* micro firm (0-9 employees);

 small firm (10-49 employees);

* medium-sized firms (50-249 employees);

* large firm (over 250 employees).

SOHO - Small Office / Home Office a term that refers to the small or home office
environment and the business culture that surrounds it. A SOHO is often thought of as be-
ing the smallest of small businesses. It is a privately owned and operated business or indi-
viduals who are self-employed. SOHO is often characterized as being a small in both the
size of the office space and number of employees. Today, the home office has become a
popular choice for a work environment because Internet-based technologies allow indi-
viduals to work from home using email, Web, VolP, and remote access software to com-
municate with global employers (see "teleworker"). A home office is a good choice for pro-
fessionals who operate their own service-based small business (i.e., real estate, pet care,
legal services) and for some Internet-based business including email marketing services,
SEO consulting or ecommerce.
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The Pros and Cons of Smallness. Do most owners of small businesses dream that their
firms will grow into giant corporations - managed by professionals - while they serve only on
the board of directors? Or would they rather stay small, in a firm where they have the opportu-
nity (and the responsibility) to do everything that needs to be done? The answers depend on the
personal characteristics and motivations of the individual owners. For many, the advantages of
remaining small far outweigh the disadvantages.

Advantages of Small Business. Small-business owners with limited resources often
must struggle to enter competitive new markets. They also have to deal with increasing in-
ternational competition. However, they enjoy several unique advantages.

Personal Relationships with Customers and Employees. For those who like dealing
with people, small business is the place to be. The owners of retail shops get to know many
of their customers by name and deal with them on a personal basis. Through such relation-
ships, small-business owners often become involved in the social, cultural, and political
life of the community. Relationships between owner-managers and employees also tend to
be closer in smaller businesses. In many cases, the owner is a friend and counselor as well
as the boss. These personal relationships provide an important business advantage. The
personal service small businesses offer to customers is a major competitive weapon-one
that larger firms try to match but often cannot. In addition, close relationships with em-
ployees often help the small-business owner to keep effective workers who might earn
more with a larger firm.

Ability to Adapt to Change. Being his or her own boss, the owner-manager of a
small business does not need anyone's permission to adapt to change. An owner may add or
discontinue merchandise or services, change store hours, and experiment with various price
strategies in response to changes in market conditions. And through personal relationships
with customers, the owners of small businesses quickly become aware of changes in peo-
ple's needs and interests, as well as in the activities of competing firms.

Simplified Record Keeping. Many small firms need only a simple set of records. Re-
cord keeping might consist of a checkbook, a cash-receipts journal in which to record all
sales, and a cash-disbursements journal in which to record all amounts paid out. Obviously,
enough records must be kept to allow for producing and filing accurate tax returns. Inde-
pendence Small-business owners do not have to punch in and out, bid for vacation times,
take orders from superiors, or worry about being fired or laid off. They are the masters of
their own destinies-at least with regard to employment. For many people, this is the prime
advantage of owning a small business.

Other Advantages. According to the SBA, the most profitable companies in the
United States are small firms that have been in business for more than ten years and em-
ploy fewer than 20 people. Small-business owners also enjoy all the advantages of sole
proprietorships. These include being able to keep all profits, the ease and low cost of going
into business and (if necessary) going out of business, and being able to keep business in-
formation secret.

Disadvantages of Small Business. Personal contacts with customers, closer rela-
tionships with employees, being one's own boss, less cumbersome record-keeping chores,
and independence are the bright side of small business. In contrast, the dark side reflects
problems unique to these firms.

Risk of Failure. As we have noted, small businesses (especially new ones) run a
heavy risk of going out of business - about 50 percent survive at least five years. Older,
well-established small firms can be hit hard by a business recession mainly because they do
not have the financial resources to weather an extended difficult period.

Limited Potential. Small businesses that survive do so with varying degrees of suc-
cess. Many are simply the means of making a living for the owner and his or her family.
The owner may have some technical skill - as a hair stylist or electrician, for example - and
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may have started a business to put this skill to work. Such a business is unlikely to grow
into big business. In addition, employees' potential for advancement is limited.

Limited Ability to Raise Capital. Small businesses typically have a limited ability to
obtain capital. Personal loans from lending institutions provide only about one-fourth of
the capital required by small businesses. About 50 percent of all new firms begin with less
than $30,000 in total capital, according to Census Bureau and Federal Reserve surveys. In
fact, almost 36 percent of new firms begin with less than $20,000, usually provided by the
owner or family members and friends.

Although every person who considers starting a small business should be aware of
the hazards and pitfalls we have noted, a well-conceived business plan may help to avoid
the risk of failure.

Profit vs Nonprofit Organizations. All businesses have commercial objectives.
But for-profit businesses sell products or services to generate revenue and earnings. Suc-
cess depends on the ability to gain more in revenue than is spent on fixed and variable ex-
penses. Not-for-profit organizations (nonprofit businesses) are classified as businesslike
establishments that have primary objectives other than returning profits to their owners.
These organizations play important roles in society by placing public service above profits,
although it is important to understand that these organizations need to raise money so that
they can operate and achieve their social goals. Not-for-profit organizations operate in both
the private and public sectors. Private-sector not-for-profits include museums, libraries,
trade associations, and charitable and religious organizations. Government agencies, politi-
cal parties, and labor unions, all of which are part of the public sector, are also classified as
not-for-profit organizations.

Observers and advocates are often frustrated that this important aspect of everyday
life is named by what it is not. Not for profit. Not part of government. Various substitutes
have been proposed, but none have come into general usage. Among the proposed replace-
ments perhaps the clearest is "community benefit organization", focusing on purpose, not
on corporate form. The Center for Civil Society Studies at Johns Hopkins University has
conducted careful research on the scope of "nonprofit" and similarly sponsored activities in
many parts of the world. In their studies, "nonprofits" are defined as:

* organizations, that is, institutionalized to some extent;

* private, that is, institutionally separate from government;

* non-profit-distributing, that is, not returning profits generated to their owners or
directors;

* self-governing, that is, able to control their own activities; and

* voluntary, that is, non-compulsory and involving some meaningful degree of vol-
untary participation. In some parts of the world there are specific laws, regulations and cus-
toms that create a policy framework within which identifiable nonprofit organizations op-
erate.

Such organizations may be formally recognized by the government; usually, there
specific limitations, privileges and exemptions that apply to these recognized groups con-
cerning taxes, political activities, the employment of volunteers, and so forth. At the same
time, it is certainly true that people have joined together in groups to achieve common pur-
poses throughout human history and that frequently they have worked without any external
coercion and without the goal of making money ("sin fines de lucro", in the elegant Span-
ish phrase that captures the idea). Such activities continue to this day, of course, in places
where a fully developed "nonprofit sector" exists, such as the United States or Australia.

Form of Ownership. In many countries businesses function within the private en-
terprise system, an economic system that rewards firms for their ability to identify and
serve the needs and demands of customers. The private enterprise system minimizes gov-
ernment interference in economic activity. Thus, private company may be defined as a
business firm in the private (non-public) sector of an economy, controlled and operated by
private individuals (and not by civil servants or government-employees). Though in most
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cases businesses are owned by the private sector, some firms are actually owned by local,
state, or the federal government. In another type of ownership structure, groups of custom-
ers may collectively own a company. Finally, groups of smaller firms may collectively own
a larger organization. Both of these collective ownership structures are also referred to as
cooperatives:

Public (Government) Ownership. One alternative to private ownership is some form of
public ownership, in which a unit or agency of government owns and operates an organization.
In the United States, local governments often own parking structures and water systems. Some-
times public ownership results when private investors are unwilling to invest in a high-risk pro-
ject - or find that operating an important service is simply unprofitable.

Collective (Cooperative) Ownership. Collective ownership establishes an organiza-
tion referred to as a cooperative (or co-op), whose owners join forces to operate all or part
of the activities in their firm or industry. Currently, there are about 100 million people
worldwide employed by cooperatives. Cooperatives allow small businesses to pool their
resources on purchases, marketing, equipment, distribution, and the like. Discount savings
can be split among members. Cooperatives can share equipment and expertise. During dif-
ficult economic times, members find a variety of ways to support each other. Cooperatives
are frequently found among agricultural businesses.

Legal Entity. Regardless of its size, every business is organized according to one of
three categories of legal structure: sole proprietorship, partnership, or corporation. Each
legal structure offers unique advantages and disadvantages.

The sole proprietorship dates back to the earliest economic system. It is character-
ized by a single owner, or, as its name implies, a sole proprietor. It is easily the most com-
mon form of business ownership in many countries today.

A second form of business ownership, and one that is probably as old as the sole
proprietorship, is the partnership. The partnership is a business venture that has been vol-
untarily entered into by two or more persons. Limited partnership has one or more partners,
some with limited liability up to their investment if business fails. Example: real estate. It
has the following features:

* general partner manages the business;

* limited partners not involved in daily activities;

* limited partners receive return in the form of income and capital gains;

* limited partners often receive tax benefits.

The third major form of business organization is the corporation. The corporation
was designed to overcome one primary difficulty with the sole proprietorship and the part-
nership, namely, the limited, uncertain duration of their existence. Over the years, how-
ever, the attractiveness of many of the other features of the corporation sparked its contin-
ued growth, and today the corporation accounts for most of the business activity transacted.
The corporation is made up of individuals (usually three or more) who invest money in a
business enterprise. They then receive certificates, or shares of stock in the company.
These "shareholders" are entitled to vote at company meetings, receive dividends on their
investment, and transact other business at the annual meeting of the stockholders. The
stockholders elect a "board of directors" that is responsible for setting broad policies of the
company and for selecting corporate officers to manage and operate the business.

Limited Liability Companies (LLCs) are a relatively recent development. LLCs are
typically not permitted to carry on certain service businesses (e.g., law, medicine, or ac-
counting). An LLC provides limited personal liability, as a corporation does. Owners, who
are called members, can be other corporations. The members run the company unless they
hire an outside management group. Profits and losses can be split among members any way
they choose.
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There are several variations of other forms of business organizations. The business trust,
for example, is similar to both the corporation and the partnership, offering the advantages of the
former without the disadvantages of the latter. This form of business operates exactly like a cor-
poration, except that all property is deeded to a board of trustees to manage.

The joint venture is a short-term undertaking by two or more parties to achieve a
particular goal. When the goal is achieved, the venture is dissolved. Such an organization is
similar to a short-term partnership, since all parties have unlimited liability. Occasionally,
a joint venture is organized for the purpose of selling securities to the public. Such a ven-
ture is usually referred to as a syndicate, and while still a joint venture, the syndicate dif-
fers only in that it enjoys limited-liability protection.

Another form of organization is the cooperative. A cooperative is a form of corporation
that 1s designed to assist the members in achieving a particular goal. For example, in agriculture,
a cooperative may be organized to distribute the produce, thereby eliminating the middleman.
Profits thus earned are returned to the members. The cooperative can be called, therefore, an as-
sociation of members united for a common purpose; in the above case, the purpose was to in-
crease the profits earned by the farmers who belonged to the cooperative.

In recent years, the franchise has joined the sole proprietorship, the partnership, and
the corporation as a popular form of business organization. The franchise combines ele-
ments of the sole proprietorship with those of a corporation. Specifically, a franchise is an
operating agreement in which one party (the franchisee) agrees to operate a business devel-
oped by another (the franchisor.) The franchisee agrees to pay the franchisor a fee for the
use of the franchisor's name.

Geographical Spread / Location. Each company has its location and connections
to suppliers and customers who also operate in geographical space. According to their geo-
graphical location businesses may be generally classified.

Local Business. A company which provides goods or services to a local population.
Though most often used when referring to a locally-owned business, the term may also be
used to describe a franchise or corporate branch operating within a local area.

International Business Company (IBC). Corporation formed under the corporate
legislation of a tax haven (such as Bahamas, Panama, Turks & Caicos.) IBCs are not au-
thorized to do business in the country of formation (incorporation) but can have offices that
manage global operations. In addition to the usual benefits accruing from incorporation
(such as limited liability), IBCs also enjoy banking and corporate secrecy, rapid formation,
low cost, little or no taxation, and minimal filing and reporting requirements. Some tax ha-
vens also allow nominee shareholders and directors.

Transnational Company. A commercial enterprise that operates substantial facili-
ties, does business in more than one country and does not consider any particular country
its national home. One of the significant advantages of a transnational company is that they
are able to maintain a greater degree of responsiveness to the local markets where they
maintain facilities.

Multinational Corporation (MNC). An enterprise operating in several countries but
managed from one (home) country. Generally, any company or group that derives a quarter
of its revenue from operations outside of its home country is considered a multinational
corporation. There are four categories of multinational corporations:

» a multinational, decentralized corporation with strong home country presence;

* a global, centralized corporation that acquires cost advantage through centralized
production wherever cheaper resources are available;

* an international company that builds on the parent corporation's technology or
R&D, or

* a transnational enterprise that combines the previous three approaches.
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According to UN data, some 35,000 companies have direct investment in foreign
countries, and the largest 100 of them control about 40 percent of world trade.

Find and write out English equivalents to the following Russian words

and expressions:

BAJIOBOM JOXOJ1

[IOPOT, OPOroBasi BEIMUNHA
UHTEpHET-TenepoHus
YAQICHHBIA TOCTYII
JTUCTAHLIMOHHBIA PaOOTHUK
HEJBUKHUMOCTh

ONTUMM3ALMS TOUCKOBBIX CUCTEM
3a U IPOTUB

COBET TUPEKTOPOB

TOBapbI

gacbl pabOTHI Mara3uHa
YIPOILLEHHBIN

BeJICHUE yueTa [OyXralaTepcKux KHUT |
YeKoBasi KHIKKa

KypHaJI JICHEKHBIX MOCTYIIEHUN
KypHaJI ICHEKHBIX BBIILIAT [pacXo/10B]
HaJIoroBasi IeKJapanus

OTMEYaTh BpeMsl Ipuxoja / yxoza
Ha paboty

00pOThCA; CTAPATHCS MOJIYIUTh
BBIIIECTOSIINN 0 TOJKHOCTU
YBOJIBHSTD

COKpAIlaTh

"cam cebe x035uH"
0OpEMEHUTENbHBIHN, TATOCTHBIN
PYTUHHBIE OIIEpALUU
TEXHUYECKU HaBBIK

YBCIWYMUBATH KalluTall; )IO6BIBaTB KarmTall

MEPUINIETUH / TPEBPATHOCTHU U JIOBYILIKU
XOpOILO MTPOJyMaHHBIN IUIaH

pUObLIb

YUpEXJIEHUE, OpraHu3alus

po¢coro3

CTOPOHHUKH

3aMEHUTEIb

paMKu, TpaHULbI

camMoOyInpaBJieHUE

T0OPOBOJIHHBIN

Take Notes

Heo0s3aTeNbHBbIH

0CBOOOXKIEHHE

JlaBJICHUE

00BbETMHATD

CKUJIKA

YeJI0BEYECKUIl OIBIT, 3HAHUE eI
MHIUBUAYAIbHOE YaCTHOE NMPEATIPUATHE
KOMITaHUsl, TOBAPHILECTBO
npeanpusTie, pupma

OTrpaHHYEHHasi OTBETCTBEHHOCTb
MPUPOCT KamuTasa

HaJIOroBast JIbroTa

BBI3BIBATH

JOJIKHOCTHOE JIUII0 KOPIIOpaluu
MEPBBIN / TOCIEAHUN U3 YIIOMSHYTBIX
nepeaBaTh Mo JIOTOBOPY AapeHust
COBET NONEYNTENEH

COBMECTHOE NPENpUATHE

LIEeHHbIe OyMaru

u3JieNue, U3Aeaus; MPoaAyKT, MPOAYKIUS
MIOCPETHUYECTBO

(bpaHIIM3HOE TPEIIpUITHE
3aKOHOJATEIbCTBO

"HajoroBbIN pait”

perucrparus

KOMMeEpUEeCcKas TailHa
HaJIOr000JI0’)KEHHE

TpeOOBaHUE K XpaHEHUIO JAHHBIX

U BEJICHUIO y4eTa

HOMHHAHT, [IPETEH/IEHT, COMCKATE b
MPEeUMYILECTBO B 3aTpaTax [II0 3aTpaTam, B
M3/IEPKKAX, B CEOECTOMMOCTH |

Read the text again and take notes on the following points:
1. Explain how businesses could be distinguished according to their size.
2. Explain how businesses could be distinguished according to their primary busi-

ness objective.
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3. Explain how businesses could be distinguished according to their form of ownership.
4. Explain how businesses could be distinguished according to their legal entity.
5. Explain how businesses could be distinguished according to their geographical location.

Key Terms. You should now be able to define and give examples relevant

to each of the following terms:

tax haven; gross receipt; Small / Home Office (SOHO); VolP; teleworker; real estate;
e-commerce; cash receipt journal; cash-disbursement; tax return; nonprofit organization; civil
servant; cooperative; sole proprietorship; partnership; joint venture; limited liability company;
capital gain; tax benefits; securities; franchise; incorporation; taxation; Multinational Corpora-
tion (MNC); translational company; International Business Company (IBC); parent company;
Small and Medium Enterprise (SME).

* Business Types
Describing a * Industry type/ core business function
Business e Concept of Informal Sector
Read the texts:

Industry Type / Core Business Function

The core business function equals in most cases the primary economic activity of the en-
terprise. The expression "activity" is usually used to identify productive activities. These activi-
ties are defined as the use of inputs (e.g., capital, labor, energy and materials) to produce outputs.
The outputs that result from undertaking activities can be transferred or sold to other units (in
market or non-market transactions), placed in inventory or used by the producing units for own
final use. There are several different types of business industries that can be classified according
to economic activity. The five types of business industries are primary, secondary, tertiary, qua-
ternary and quinary.

Primary Industry. The primary sector of the economy extracts or harvests products
from the earth. The primary sector includes the production of raw material and basic foods.
Activities associated with the primary sector include agriculture (both subsistence and com-
mercial), mining, forestry, farming, grazing, hunting and gathering, fishing, and quarrying. The
packaging and processing of the raw material associated with this sector is also considered to
be part of this sector.

Secondary Industry. The secondary sector of the economy manufactures finished goods.
All of manufacturing, processing, and construction lies within the secondary sector. Activities
associated with the secondary sector include metal working and smelting, automobile produc-
tion, textile production, chemical and engineering industries, aerospace manufacturing, energy
utilities, engineering, breweries and bottlers, construction, and shipbuilding.

Tertiary Industry. The tertiary sector of the economy is the service industry. This sector
provides services to the general population and to businesses. Activities associated with this sec-
tor include retail and wholesale sales, transportation and distribution, entertainment (movies,
television, radio, music, theater, etc.), restaurants, clerical services, media, tourism, insurance,
banking, healthcare, and law.
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Quaternary Industry. The quaternary sector of the economy consists of intellectual ac-
tivities. Activities associated with this sector include government, culture, libraries, scientific
research, education, and information technology.

Quinary Industry. Some consider there to be a branch of the quaternary sector called the
quinary sector, which includes the highest levels of decision making in a society or economy.
This sector would include the top executives or officials in such fields as government, science,
universities, nonprofit, healthcare, culture, and the media. In Australia the quinary sector refers
to domestic activities such as those performed by stay-at-home parents or homemakers. These
activities are typically not measured by monetary amounts but it is important to recognize these
activities in contribution to the economy.

The list of industries is not exhaustive by any means, since each country would have mi-
nor variations in labelling the different sectors. In addition, some industries appear to straddle the
divide. For instance, the food industry may include farming (primary), processing and packaging
(secondary) and retail (tertiary).

Concept of Informal Sector

The informal sector covers a wide range of labor market activities that combine two groups
of different nature. On the one hand, the informal sector is formed by the coping behavior of indi-
viduals and families in economic environment where earning opportunities are scarce. On the other
hand, the informal sector is a product of rational behavior of entrepreneurs that desire to escape
state regulations. The two types of informal sector activities can be described as follows.

1. Coping strategies (survival activities): casual jobs, temporary jobs, unpaid jobs, subsis-
tence agriculture, multiple job holding.

2. Unofficial earning strategies (illegality in business):

2.1. Unofficial business activities: tax evasion, avoidance of labor regulation and other
government or institutional regulations, no registration of the company.

2.2. Underground activities: crime, corruption - activities not registered by statistical
offices.

The informal sector plays an important and controversial role. It provides jobs and re-
duces unemployment and underemployment, but in many cases the jobs are low-paid and the job
security is poor. It bolsters entrepreneurial activity, but at the detriment of state regulations com-
pliance, particularly regarding tax and labor regulations. It helps alleviate poverty, but in many
cases informal sector jobs are low-paid and the job security is poor. The size of the informal la-
bor market varies from the estimated 4-6% in the high-income countries to over 50% in the low-
income countries. Its size and role in the economy increases during economic downturns and pe-
riods of economic adjustment and transition.

The concept of the informal sector was introduced into international usage in 1972 by the
International Labor Organization (ILO) in its Kenya Mission Report, which defined informality
as a "way of doing things characterized by (a) ease of entry; (b) reliance on indigenous re-
sources; (c¢) family ownership; (d) small scale operations; (e) labor intensive and adaptive tech-
nology; (f) skills acquired outside of the formal sector; (g) unregulated and competitive mar-
kets". Since that time, many definitions were introduced by different authors and the ILO itself.
The ILO/ICFTU international symposium on the informal sector in 1999 proposed that the in-
formal sector workforce can be categorized into three broad groups: (a) owner-employers of mi-
cro enterprises, which employ a few paid workers, with or without apprentices; (b) own-account
workers, who own and operate one-person business, who work alone or with the help of unpaid
workers, generally family members and apprentices; and (c) dependent workers, paid or unpaid,
including wage workers in micro enterprises, unpaid family workers, apprentices, contract labor,
homeworkers and paid domestic workers.
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Operationalizing the concept of informality for the purpose of measurement is not
easy both because the two categories of the informal sector overlap and because the border
between the informal and the formal sector is blurry. First, if unofficial earning strategies are
exercised by a low-profit small enterprise with low quality working conditions, then workers
of this enterprise and the enterprise itself can be classified as belonging to both informal
market categories. An example of such a case is an unregistered one-person low-profit street
trade enterprise - these characteristics combine unofficial and survival activities. Second,
some formal market jobs or enterprises can be classified as informal if it is found that they
have poor work protection or if the life style and opportunities they entail are considered un-
desirable. If the street trader from the previous example registers her enterprise, the enter-
prise and the trader herself could be categorized as belonging to the formal sector if the
profit is considered above the survival level.

Find and write out English equivalents to the following Russian words

and expressions:
PBIHOYHBIC OIICpalun HAaY4YHBIC UCCJICIOBAHUSA
CKJIaIUPOBAHUE IIPUHATHE PELICHUI
NOoOBIBaTh HayKa
cobupath ypoxain JIOMAITHUH, OBITOBOM
HaTypaJbHOE CEIbCKOE XO35MCTBO HepalOoTaroIuii
rOpHas IIPOMBIIIIIEHHOCTh JIOMOXO03sI1Ka
JIECHOE XO3511CTBO NePUIUTHBIN, CKYTHBIN
BBITIAC CKOTA npucnocodIeHne
0X0Ta BBIDKMUBAHUEC
coOupaTenbCTBO HEINOCTOsIHHAs paboTa
pBIOHAST TOBIIS BpeMeHHas paboTa
KapbepHbIE PabOThI YKJIOHEHHE OT YIIIaThl HAJIOTOB
YIIaKOBKa HEJICrajJbHadA ACATCIIBHOCTD
00paboTka, mepepaboTKa 6e3paboTuiia
T'OTOBBIC U3CIINA HEITIOJIHAaA 3aHATOCTh, YaCTHUYHAas
MeTaoo0padoTKa 6e3paboTuiia
BBIIIJIaBKAa, IIJIAaBJICHUEC rapaHTusd 3aHATOCTHU
SHEPTOHOCUTENH (CUCTEMBI BOJOCHAOXKEHUs, ymiepo, Bpen
KOMMYHAaJIBHBIX YCIIYT, COOTBETCTBUE
TEIJIOCHA0KEHUSI U DHEPrOCHAOXKEHN ) 0CNabATh, CMATYaTh
MaIlIMHOCTPOCHUE OeTHOCTh criaf (J1e7I0BOM aKTUBHOCTH)
MTUBOBAPEHHBIN 3aBO/T MpHUCIIOCa0IMBaHUE, aTallTAIIHS
3aB0/J1 0€3aJIKOTOJIbHBIX HAIIUTKOB IIEPEXOIHBIN TIEPHOLT
KaHLIEIApUS TPYLOEMKHI
CpeacTBa MaccoBoi HHGOpMauu [0IMAcTephE, YUEHUK (B peMeciie), HOBUYOK,
CTpaxOBaHHE paboTarouuii Ha cedst
31IpaBOOXpaHEHHE

Take Notes

Read the texts again and take notes on the following points:
1. Explain how businesses could be distinguished according to their core business function.
2. Describe the concept of businesses operating in informal sector.
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Key Terms. You should now be able to define and give examples relevant

to each of the following terms:

inventory; core business function; primary industry; secondary industry; tertiary industry;
quaternary industry; quinary industry; subsistence agriculture; tax evasion; underemployment;
job security; own-account worker; apprentice; economic downturn; economic adjustment; transi-
tion period; casual jobs; temporary jobs; multiple job holding.

e Internal Structure of a Business
Describing a * Processes and Business Functions

Business ¢ Types of Organizational Structure & Forms
of Departmentalization

Read the texts:

Processes and Business Functions

All businesses organize themselves slightly differently from one another. In order to pro-
vide a standard classification approach, a set of eight business processes was identified that de-
fines the full range of activities a firm engages in to conduct its business. Within these processes
are business functions that describe in greater detail the specific activity that a firm performs in
order to produce its product, provide its service, or otherwise achieve its objective. The processes
begin with the procurement of inputs and end with those services provided after the sale of the
good or service. The eight processes are grouped into core business processes and support busi-
ness processes. Core business processes relate most directly to the basic business of the firm,
with operations representing the key industry activity of the company. Support business proc-
esses facilitate core business processes.

Core Business Processes. Following are the five core business processes characterizing
any firm.

Procurement, Logistics, and Distribution. Those activities associated with obtaining and
storing inputs, and storing and transporting finished products to customers.

Operations. Those activities which transform inputs into final outputs, either goods or
services.

Product or Service Development. Activities associated with bringing a new, improved, or
redesigned product or service to market. Among these activities are research, marketing analysis,
design, and engineering.

Marketing, Sales, and Customer Accounts. Activities aimed at informing existing or potential
buyers. These activities include promotion, advertising, telemarketing, selling, and retail management.

Customer and Aftersales Services. Support services provided to customers after they
purchase the good or service. Such activities include training, help-desk services, call-center ser-
vices, and customer support for guarantees and warranties.

Support Business Processes. Three support business processes characterize a firm.

General Management and Firm Infrastructure. Corporate Governance (legal, finance,
planning, and public and government relations), accounting, building services, management, and
administrative support).

Human Resource Management. Activities associated with recruiting, hiring, training,
compensating, and dismissing personnel.

Technology and Process Development. Activities related to maintenance, automation, de-
sign or redesign of equipment, hardware, software, procedures, and technical knowledge.
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Functions of Different Departments. Every organization is made up of different depart-
ment. Departments are the small functions or the parts of the organizations which are responsible to
carry out different tasks. Each department contributes to the running of the business. It is important
that all these separate functions are properly integrated and co-ordinated so all the separate bits of the
business are working together towards the same objectives.

The most common departments are:

* production;

» marketing & Sales;

* finance;

* human resource;

* and in some cases, Information Technology departments.

Production Department. The production department is responsible for converting inputs
into outputs through the stages of production processes. The Production Manager is responsible
for making sure that raw materials are provided and made into finished goods effectively. He or
she must make sure that work is carried out smoothly, and must supervise procedures for making
work more efficient and more enjoyable.

There are five production sub-functions:

* production and planning. They will set the standards and targets at each stage of the
production process. The quantity and quality of products coming off a production line will be
closely monitored;

* purchasing department. This department will provide the materials, components and
equipment required. An essential part of this responsibility is to ensure that stocks arrive on time
and are of good quality;

* the stores department. The stores department are responsible for stocking all the necessary
tools, raw materials and equipment required to service the manufacturing process;

* the design and technical support department. They are responsible for the design and
testing of new product processes and product types, together with the development of prototypes
through to the final product;

* the works department. This department is concerned with the manufacture of products.
This will include the maintenance of the production line and other necessary repairs. The works
department may also have responsibility for quality control and inspection.

Human Resource Department. The role of Human resource department is in charge of
recruiting, training, and the dismissal of employees in an organization:

* recruitment and selection;

* training programs. Training programs are held by the HRD to improve the employees
skills, as well as to motivate them. There are three main types of training:

1) induction training;

2) on-the-job training;

3) off-the-job training;

4) manpower planning.

The HR department needs to think ahead and establish the number and skills of the work-
force required by the business in the future. Failure to do this could lead to too few or too many
staff or staff with inappropriate needs:

» dismissal and redundancy (retrenchment).

Dismissal is where a worker is told to leave their job due to unsatisfactory work or behav-
ior. Redundancy is when the business needs to reduce the number of employees either because it
is closing down a branch or needs to reduce costs due to falling profits. It may also be due to
technological improvements, and the workers are no longer needed.

Marketing Department. These are the main section of the market departments:

* sales department is responsible for the sales and distribution of the products to the dif-
ferent regions;

* research & development department is responsible for market research and testing new
products to make sure that they are suitable to be sold;
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» promotion department decides on the type of promotion method for the products, ar-
ranges advertisements and the advertising media used;

» distribution department transports the products to the market.

Finance Department:

* book keeping procedures. Keeping records of the purchases and sales made by a busi-
ness as well as capital spending;

* preparing Final Accounts Profit and loss account and Balance Sheets;

* providing management information. Managers require ongoing financial information to
enable them to make better decisions;

* management of wages. The wages section of the finance department will be responsible
for calculating the wages and salaries of employees and organizing the collection of income tax
and national insurance for the Inland Revenue;

« raising finance. The finance department will also be responsible for the technical details
of how a business raises finance e.g. through loans, and the repayment of interest on that finance.
In addition it will supervise the payment of dividends to shareholders.

Types of Organizational Structure & Forms of Departmentalization

The internal structure of a business may also take different forms. Companies may be
classified according to their:

Type of Organizational Structure. The four basic types of organization structures are
line, line-and-staff, committee, and matrix. While some companies do follow one type of struc-
ture, most use a combination.

Line Organizations. A line organization, the oldest and simplest organization structure, estab-
lishes a direct flow of authority from the chief executive to employees. The line organization defines a
simple, clear chain of command - a hierarchy of managers and workers. With a clear chain of com-
mand, everyone knows who is in charge and decisions can be made quickly.

Line-and-Staff Organizations. A line-and-staff organization combines the direct flow of
authority of a line organization with staff departments that support the line departments. Line
departments participate directly in decisions that affect the core operations of the organization.
Staff departments lend specialized technical support. The line-and-staff organization is common
in midsize and large organizations. It is an effective structure because it combines the line or-
ganization's capabilities for rapid decision making and direct communication with the expert
knowledge of staff specialists.

Committee Organizations. A committee organization is a structure that places authority
and responsibility jointly in the hands of a group of individuals rather than a single manager.
This model typically appears as part of a regular line-and-staff structure.

Matrix Organizations. Some organizations use a matrix or product management design
to customize their structures. The matrix structure links employees from different parts of the
organization to work together on specific projects.

Form of Departmentalization. Departmentalization is the process of dividing work activi-
ties into units within the organization. In this arrangement, employees specialize in certain jobs-such as
marketing, finance, or design. Depending on the size of the firm, usually an executive runs the depart-
ment, followed by middle-level managers and supervisors. The five major forms of departmentaliza-
tion subdivide work by product, geographical area, customer, function, and process.

Product Departmentalization. This approach organizes work units based on the goods
and services a company offers.

Customer Departmentalization. A firm that offers a variety of goods and services targeted at
different types of customers might structure itself based on customer departmentalization.

Geographical Departmentalization. This form organizes units by geographical regions
within a country or, for a multinational firm, by region throughout the world.
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Functional Departmentalization. Some firms organize work units according to business func-
tions such as finance, marketing, human resources, and production. An advertising agency may create
departments for creative personnel (say, copywriters), media buyers, and account executives.

Process Departmentalization. Some goods and services require multiple work processes
to complete their production. A manufacturer may set up separate departments for cutting mate-
rial, heat-treating it, forming it into its final shape, and painting it.

Find and write out English equivalents to the following Russian words
and expressions:

IIPOU3BOICTBEHHBIH NPOIIECC (LTI TOCIIEA0BATENIb- COKpAILEHUE IITAaTOB (YBOJIBHEHUE U3-32 OT-

HBIX BUJIOB JICTEILHOCTH (OnIepaluii, QyHKIHiA), CYTCTBUS pabOTBhI, U3-3a U3JIUILIKA paboueit
PE3YIBTaTOM KOTOPOH SIBJISIETCS KOHKPETHBIN MPO-  CHJIBI WJIM M3-32 HECTIOCOOHOCTH HaHUMAaTeJst
IYKT WIN YCIIyTra) BBIIJIAUMBATh 3apabOTHYIO IUIATY)
OusHec-QyHKLUA - TPYINa JOrMYEeCKH B3auMo-  pabouasi cuiia
CBSI3aHHBIX 3a/1a4, BBIITOJIHSIOIIUXCS OKOHYATEJIbHAsl OTYETHOCTD
JUIS TOCTUXKEHUS TIOCTaBICHHON OU3HEC-1IEeTN 6anaHc (oT4eT 00 aKTUBAX U MaCCUBAX
[IOCTaBKa, CHaOXEeHHE, 3aKyIKa TIPEITPUSITHS )
pacrnpocTpaHeHue c4eT mpuObLICH U YOBITKOB [/I0XOOB
XpaHCHHE 1 pacxoJoB|]
IIPOU3BOJICTBO pacuer 3apaboTHOM IIaThl
IIPOJIBIKEHHE, PACKPYTKA, pEKJIaMUPOBAaHNE MOJI0XOJHBIN HAJIOT
MPSIMOM MApKETHHT TI0 TeleoHy JTMHEWHO-(YHKIIMOHAbHAS [JTMHEHHO-
MOCJIENPOIAKHOE 0O0CITY>)KBAaHHE mTabHas | OpraHu3aus
rapaHTuu BJIACTh, IOJTHOMOYHS
KOPIIOpPaTHUBHOE yIIpaBJiCHHE MOPSIIOK COTOAYNHEHHOCTU
yIpaBiieHUE TPYIOBBIMH pECYypCaMU B OpraHu3aluy, LIeMb HHCTaHIUH
Habop, HaeM uepapxus
o0ydeHmne OTBETCTBEHHBIN
BO3HArpaKJeHue HAcTpauMBaTh (aAanTUPOBATh, MOJUDULH-
YBOJIbHEHUE pOBaTh) [0 UHIUBUIYATbHOMY 3aKazy
COJIEpKaHUE U TEXHUYECKOe 00CITyKUBaHHUE, (pabouuit) MHCTpYMEHT
YXOJ1, TEKYIIUNA PEMOHT UCTIBITAaHHE
aBTOMAaTHU3aIHs BBEJ/ICHUE B JI0JDKHOCTD
o0opynoBaHue 0€e3 OTpbIBa OT MPOU3BOJICTBA
anmnaparypa, amnmnapaTHble cpeicTBa (B OTJIMYME Ha paboyeM MecTe
OT MIPOrpaMMHBIX) "xene30" yueOHbI€ 3aHATHs B Hepabouee Bpems
nporpammuoe obOecrieuenue (I10), kommbroTep- pasieneHue Ha OTIEIbI
HbI€ MporpamMmsl, "codpt" KOMUpanTep (COTPYAHUK KaKOH-I100
oTen (UpMBI, YaCTO PEKIIAMHOTO areHTCTBa,
KOJIMYECTBO - KAUY€CTBO 3aHMMAIOILIMIICS HAlIMCAHUEM PEKJIAMHBIX
3amacHble 4acTu TEKCTOB)
CBIPbE, aCCOPTUMEHT (TOBAPOB), 3a1ac YIPaBIATH OTACIIOM
CKJIaIMpOBaHue, cljaya Ha CKJIaJ Mearabaep, MOKynarelib peKIIaMHOIO MecTa
Y BpEeMEHU
OTBETCTBEHHBII COTPYIHHUK PEKIAMHOIO
areHTCcTBa

COTPYIHUK, BEAYIIHI cueTa

Y OPTaHM3YIOIIHN peKIamy sl CBOUX
KJINEHTOB

peXYyIINNA MaTepHal

TepMooOpaboTKa
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Take Notes

Read the texts again and take notes on the following points:

1. Identify the difference between a core business function and support business functions.
2. Name and explain business processes characterizing any firm.

3. How could you define a "department"?

4. Outline and explain the functions of the most common departments.

5. Classify businesses according to their type of organizational structure.

6. Give the detailed explanation of departmentalization process.

Key Terms. You should now be able to define and give examples relevant
to each of the following terms:

departmentalization; line organization / hierarchy; committee organization; line-and-staff
organization; matrix structure; buyer; purchasing; procurement; core business function (primary
activity); support business functions (ancillary activities).



UNIT 4. BUSINESSES AND THEIR ENVIRONMENT

BuSi d * Macroenvironment (General Business
usmessei;zk Environment)
Environment * Six Externa.\l Micro environmental Factors That
Affect Businesses
Read the texts:

Macroenvironment (General Business Environment)

No business operates in a vacuum. Businesses are surrounded by all sorts of external
factors or macro environmental factors which influence what businesses do and how they
operate. Some of the main ones are:

Political factors, or how and to what degree a government intervenes in the econ-
omy. Specifically, political factors include areas such as tax policy, labor law, environ-
mental law, trade restrictions, tariffs, and political stability. Political factors may also in-
clude goods and services which the government wants to provide or be provided (merit
goods) and those that the government does not want to be provided (demerit goods or merit
bads). Furthermore, governments have great influence on the health, education, and infra-
structure of a nation.

Economic factors include economic growth, interest rates, exchange rates and the
inflation rate. These factors have major impacts on how businesses operate and make deci-
sions. For example, interest rates affect a firm's cost of capital and therefore to what extent
a business grows and expands. Exchange rates affect the costs of exporting goods and the
supply and price of imported goods in an economy

Social factors include the cultural aspects and include health consciousness, popu-
lation growth rate, age distribution, career attitudes and emphasis on safety. Trends in so-
cial factors affect the demand for a company's products and how that company operates.
For example, an ageing population may imply a smaller and less-willing workforce (thus
increasing the cost of labor). Furthermore, companies may change various management
strategies to adapt to these social trends (such as recruiting older workers).

Technological factors include ecological and environmental aspects, such as R&D activ-
ity, automation, technology incentives and the rate of technological change. They can determine
barriers to entry, minimum efficient production level and influence outsourcing decisions. Fur-
thermore, technological shifts can affect costs, quality, and lead to innovation.

Environmental factors include weather, climate, and climate change, which may
especially affect industries such as tourism, farming, and insurance. Furthermore, growing
awareness to climate change is affecting how companies operate and the products they of-
fer - it is both creating new markets and diminishing or destroying existing ones.

Legal factors include discrimination law, consumer law, antitrust law, employment
law, and health and safety law. These factors can affect how a company operates, its costs,
and the demand for its products.
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All in all, these factors constitute the basis for the external analysis (PESTEL analy-
sis stands for "Political, Economic, Social, and Technological, Environmental and Legal
analysis") when a company conducts a strategic analysis or does market research.

Six External Micro environmental Factors that Affect Businesses

Customers. Customers have the most direct microeconomic impact on a business. The
simple fact is that you can't successfully operate a for-profit company without attracting targeted
customers. Knowing your ideal customer types and developing and presenting effective market-
ing campaigns are integral to building a customer base and generating revenue streams.

Employees. Workers produce, sell or service the goods and service that drive a business.
The availability of qualified, motivated employees for a business is vital to economic success. If
a company operates a highly technical business, for instance, it might have to pay more in salary
to attract a limited number of available, specialized workers.

Distribution Channels and Suppliers. Sourcing goods used in production or resale and
distributing your inventory to customers are important as well. Manufacturers rely on materials
suppliers and resale companies rely on manufacturers or wholesalers to transport goods. To op-
erate profitably, a company needs to get good value on products and supplies and, in turn, offer
good value to its customers with accessible solutions.

Competitors. The level of competition also impacts a firm's economic livelihood. In the-
ory, more competitors means the firm's share of dollars customers spend diminishes. However, a
large number of competitors in an industry usually signifies lots of demand for the products or
services provided. If an industry lacks competition, a business might not find enough demand to
succeed in the long run.

Investors. Shareholders and investors may help fund a company at start-up or as it looks to
grow. Without funds to build and expand, owners likely can't operate a business. They could look to
creditors, but they have to repay loans with interest. By taking on investors, owners share the risks of
operating and often gain support and expertise. Owners do give up some control, though.

Media and the General Public. Company's local community and media also affect its
ongoing business image. Communities often support companies that provide jobs, pay taxes and
operate with social and environmental responsibility. If a company doesn't do these things, it
may run into negative public backlash. Local media often help your story proliferate, for better
or worse.

Find and write out English equivalents to the following Russian words
and expressions:

paboTtarh, PyHKIIMOHUPOBATH HaHUMAaTh BO3PACTHBIX pAOOTHUKOB
BHEUIHUN CTUMYII

BMEILIUBATHCS Oapbepbl AJ11 HOBBIX KOMIIaHUM
KOHKPETHO nepeaadya CTOPOHHEMY  MOAPAIUUKY
HaJIOroBas MOJIUTHKA HEKOTOPbIX On3HeC-PyHKIUN
TPYIAOBOE 3aKOHOATEIHCTBO MIPENPUATHS

3aKOH 10 3aIIHUTE OKPYKAIOIEN CpeJIbl U3MEHEHHE

TOProBbI€ OTPaHUYEHUS [IOHUMaHHe

MOILJIUHBI npearaTh

TOBapbl, NOTPEeOIEHUE KOTOPHIX OTPaHUYMBAETCS / YMEHbIIATh

3arpenaercs NpaBUTEILCTBOM 3aKOH I10 3alllUTe MpaB NoTpeduTeneit
6osee Toro AHTUMOHOIIOJILHOE 3aKOHOIATEIbCTBO
BIIUSIHUE TPYIAOBOE 3aKOHOJATEIHCTBO
MIPOLIEHTHBIE CTABKU MIPEJICTaBIATh COO0M OCHOBY
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0OMEHHBIN Kypc

YpOBEHBb UHDIAIUN
CUJIBHOE BO3JCHCTBUE
BITUSITH

CIIEZIOBATEIBHO
MIPEUI0KEHUE
CO3HATENBHOCTh, CO3HAHHE
HaCeJICHHe
pacripeniesieHue
OTHOIIICHHE

aKIeHT

0€30MacHOCTh

CTaperolee HacelIeHne
3HAYHTh, TIOJJPa3yMEBATh
pabouas cuia

3aTpaThl Ha pabouylo CUITy

CYILIECTBEHHBII

00CIyKUBaTh

HaJIN4IHe

nepenpoaaBaTh

TOBapbl, THBEHTAPb

MOCTaBIIMKH

JOCTYIIHBIHN, YA0OHBIN

CpeZACTBa K CYIIECTBOBAHHUIO
MOKa3bIBaTh, CHMBOJIU3UPOBATH
WCTIBITBIBATh HEJIOCTATOK
(buHaHCUPOBATh

BBITUIATHTH KPETUT C TIPOIICHTAMH
BJAJEIIELl, COOCTBEHHHUK

MECTHO€ COO0IIIECTBO

oOpaTHast (HeraTuBHasl) peaKius
CpeacTBa MaccoBOi MHGOpMaLU

pacpoCTPaHsAThCS
K PaJ0CTH JIH, K TOPIO

Businesses and e [nternal Business Environment
their e Business Ethics : Corporate Social Responsibility
Environment e Final Notes

Read the texts:

Internal Business Environment

As the name suggests, "internal" business environment refers to internal factors and resources
that affect the running of the business. An organization's internal environment is composed of the
elements within the organization, including current employees, management, and especially corpo-
rate culture, which defines employee behavior.

Organizational Direction. The role of company leadership is an important internal business
factor. Leadership style impacts organizational culture. The positive or negative nature, level of fam-
ily-friendliness, effectiveness of communication and value of employees are cultural implications
that result from leadership approaches. Companies often provide formal structure or direction with
mission and vision statements. These are forward-looking statements that provide the business for
company decisions and activities. Effective mission statements lead to effective efforts. In today's
quality-conscious and highly competitive environments, an effective mission statement's purpose is
centered on serving the needs of customers. A good mission statement is precise in identifying the
following intents of a company:

* customers - who will be served;

» products / services - what will be produced;

* location - where the products / services will be produced;

* philosophy - what ideology will be followed.

Company policies are guidelines that govern how certain organizational situations are ad-
dressed. Just as colleges maintain policies about admittance, grade appeals, prerequisites, and waiv-
ers, companies establish policies to provide guidance to managers who must make decisions about
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circumstances that occur frequently within their organization. Company policies are an indication of
an organization's personality and should coincide with its mission statement.

Employees. Business hires employees. It is the major internal factor. It works inside the
business. It can be controlled by the business. Employees differ in skill, knowledge, morality, and
attitude and so on. Motivated, hard-working and talented workers generally produce better results
than unmotivated, less-talented employees. Business processes and relationships within and between
departments and employees also significantly impact business effectiveness and efficiency. In a high-
performing workplace, employees not only have talent, but they work well together and collaborate
on ideas and resolutions.

Shareholders. Management deals with many shareholders. Shareholders have the
right of ownership, power of management and voting right. The actual management of or-
ganization is carried out by elected representative of shareholders jointly known as board of
directors. Boards of directors have the responsibility of overseeing the management of or-
ganization. It plays the major role in formation of objectives, policies, strategies of the or-
ganization as well as their implementation.

Organization Structure. It is located inside the organization. The arrangement of various
facilities, pattern of relationships among the various department, responsibility, authority and com-
munication is the organization structure. It also included specialization and span of control. In other
words, the formal structure of an organization is the hierarchical arrangement of tasks and people.
This structure determines how information flows within the organization, which departments are re-
sponsible for which activities, and where the decision-making power rests. Some organizations use a
chart to simplify the breakdown of its formal structure. This organizational chart is a pictorial display
of the official lines of authority and communication within an organization.

Organization Culture. The sets of values that help the members to understand what
organization stand for how it does work, what it considers, cultural values of business forces
of business and so on. It helps in direction of activities. The culture of an organization dis-
tinguishes it from others and shapes the actions of its members. Four main components make
up an organization's culture:

* values;

* heroes;

* rites and rituals;

* social network.

Values are the basic beliefs that define employees' successes in an organization. For example,
many universities place high values on professors being published. If a faculty member is published
in a professional journal, for example, his or her chances of receiving tenure may be enhanced. The
university wants to ensure that a published professor stays with the university for the duration of his
or her academic career - and this professor's ability to write for publications is a value.

The second component is heroes. A hero is an exemplary person who reflects the image, atti-
tudes, or values of the organization and serves as a role model to other employees. A hero is some-
times the founder of the organization. However, the hero of a company doesn't have to be the foun-
der; it can be an everyday worker, such as hard-working paralegal Erin Brockovich, who had a tre-
mendous impact on the organization.

Rites and rituals, the third component, are routines or ceremonies that the company uses to
recognize high-performing employees. Awards banquets, company gatherings, and quarterly meet-
ings can acknowledge distinguished employees for outstanding service. The honorees are meant to
exemplify and inspire all employees of the company during the rest of the year.

The final component, the social network, is the informal means of communication within an
organization. This network, sometimes referred to as the company grapevine, carries the stories of
both heroes and those who have failed. It is through this network that employees really learn about
the organization's culture and values.
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A byproduct of the company's culture is the organizational climate. The overall tone of the
workplace and the morale of its workers are elements of daily climate. Worker attitudes dictate the
positive or negative "atmosphere" of the workplace. The daily relationships and interactions of em-
ployees are indicative of an organization's climate.

Business Ethics: Corporate Social Responsibility

An organization that wants to prosper over the long term is well advised to consider business
ethics, the standards of conduct and moral values governing actions and decisions in the work envi-
ronment. Businesses also must take into account a wide range of social issues, including how a deci-
sion will affect the environment, employees, and customers.

These issues are at the heart of social responsibility, whose primary objective is the en-
hancement of society's welfare through philosophies, policies, procedures, and actions. In short,
businesses must find the proper balance between doing what is right and doing what is profitable.
Business ethics are now in the spotlight as never before. The quest for profits is a central focus of
business because without profits, a company could not survive.

But businesspeople also recognize their social and ethical responsibilities. To succeed
in the long run, companies must deal responsibly with employees, customers, suppliers,
competitors, government, and the general public. The social responsibility of business means
various obligations or responsibilities or duties that a business-organization has towards the
society within which it exists and operates from. Generally, the social responsibility of busi-
ness comprises of certain duties towards entities, which are listed below. Shareholders or in-
vestors who contribute funds for business. Employees and others that make up its personnel.
Consumers or customers who consumes and / or uses its outputs (products and / or services).
Government and local administrative bodies that regulate its commercial activities in their
jurisdictions. Members of a local community who are either directly or indirectly influenced
by its activities in their area. Surrounding environment of a location from it operates. The
general public that makes up a big part of society.

Now let's discuss how the survival, growth and success of business are linked and dependent
on sincere execution of its social responsibilities.

1. Shareholders or Investors. Social responsibility of business towards its shareholders
or investors is most important of all other obligations. If a business satisfies its funders, they are
likely to invest more money in a project. As a result, more funds will flow in and the same can
be utilized to modernize, expand and diversify the existing activities on a larger scale. Happy
financiers can fulfill the rising demand of funds needed for its growth and expansion.

2. Personnel. Social responsibility of business towards its personnel is important because
they are the wheels of an organization. Without their support, the commercial institution simply
can't function or operate. If a business takes care of the needs of its human resource (for e.g. of
office staff, employees, workers, etc.) wisely, it will boost the motivation and working spirit
within an organization. A happy employee usually gives his best to the organization in terms of
quality labor and timely output than an unsatisfied one. A pleasant working environment helps in
improving the efficiency and productivity of working people. A good remuneration policy at-
tracts new talented professionals who can further contribute in its growth and expansion. Thus, if
personnel is satisfied, then they will work together very hard and aid in increasing the produc-
tion, sales and profit.

3. Consumers or Customers. Social responsibility of business towards its consumers
or customers matters a lot from sales and profit point of view. Its success is directly depend-
ents on their level of satisfaction. Higher their rate of satisfaction greater are the chances to
succeed. If a business rolls out good-quality products and / or delivers better quality services
that too at reasonable prices, then it is natural to attract lots of customers. If the quality-price ratio
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is maintained well and consumers get worth for their money spend, this will surely satisty
them. In a long run, customer loyalty and retention will grow, and this will ultimately lead to
profitability.

4. Government. Social responsibility of business towards government's regulatory bodies or
agencies is quite sensitive from the license's point of view. If permission is not granted or revoked
abruptly, it can result in huge losses to an organization. Therefore, compliance in this regard is neces-
sary. Furthermore, a business must also function within the demarcation of rules and policies as for-
mulated from time to time by the government of state or nation. It should respect laws and abide by
all established regulations while performing within the jurisdiction of state. Some examples of activi-
ties a business can do in this regard:

* licensing an organization;

* seeking permissions wherever necessary;

* paying fair taxes on time;

» following labor, environmental and other laws, etc. If laws are respected and followed, it
creates a goodwill of business in eyes of authorities. Overall, if a government is satisfied it will make
favorable commercial policies, which will ultimately open new opportunities and finally benefit the
organization sooner or later. Therefore, satisfaction of government and local administrative bodies is
equally important for legal continuation of business.

5. Local Community. Social responsibility of business towards the local community of
its established area is significant. This is essential for smooth functioning of its activities without
any agitations or hindrances. A business has a responsibility towards the local community be-
sides which it is established and operates from. Industrial activities carried out in a local-area af-
fect the lives of many people who reside in and around it. So, as a compensation for their hard-
ship, an organization must do something or other to alleviate the intensity of suffering. As a ser-
vice to the local community, a business can build:

» a trust-run hospital or health center for local patients;

« a primary and secondary school for local children;

* a diploma and degree college for local students;

« an employment center for recruiting skilled local people, etc. Such activities to some-extend
may satisfy the people that make local community and hence their changes of agitations against an
establishment are greatly reduced. This will ensure the longevity of a business in a long run.

6. Environment. Social responsibility of business with respect to its surrounding envi-
ronment can't be sidelined at any cost. It must show a keen interest to safeguard and not harm
the vitality of the nature. A business must take enough care to check that its activities don't
create a negative impact on the environment. For example, dumping of industrial wastes with-
out proper treatment must be strictly avoided. Guidelines as stipulated in the environmental
laws must be sincerely followed. Lives of all living beings are impacted either positively or
negatively depending on how well their surrounding environment is maintained (naturally or
artificially). Humans also are no exception to this. In other words, health of an environment
influences the health of our society. Hence, environmental safety must not be an option else a
top priority of every business.

7. Public. Finally, social responsibility of business in general can also contribute to make
the lives of people a little better. Some examples of services towards public include:

* building and maintaining devotional or spiritual places and gardens for people;

» sponsoring the education of poor meritorious students;

* organizing events for a social cause, etc. Such philanthropic actions create a goodwill or
fame for the business-organization in the psyche of general public, which though slowly but ul-
timately pay off in a due course of time. The world is recognizing the importance of social re-
sponsibility of business.
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Final Notes

Sometimes external and internal environments are intertwined. For instance, political and
economic issues will affect the availability of a workforce and other resources. They will also affect
the availability of finances to the business. During political unrests, most businesses are not able to
operate normally and some end up shutting down all together. Other external environments that can
affect the internal environment include legal restrictions. Sometimes, laws are passed that affect
some businesses. For instance, some of the laws like the increase of taxes on some goods and ser-
vices affect the business.

The central difference between internal and external business environments is that, one can
be controlled while the other one can't. However, a company has some control over its internal busi-
ness environment. Companies can control their management and resources to ensure that they realize
good production levels. External environments, on the other hand, aren't easy to control or manage.

In fact, some of these factors can lead to the closure of a business.

Find and write out English equivalents to the following Russian words

and expressions:

IIOCTAHOBKA 3aJ1a4u
3asBJICHUS, KaCAIOIIHECs OyayIIero
OCO3HAIONINM BaXKHOCTh Ka4eCTBa
TOYHBIM, YSTKHI

HaMepeHue, 1eb

MECTOIIOJIOKECHUE

MOJINTHUKA, YCTAHOBKA, KypC, CTPATeTHS
OCHOBHBIC HaITPaBJICHUS

HAIPaBJIATh, ONPEACIATH

pearupoBarth Ha, periaTh
YCTaHABIIMBATh, OTIPEICIIATh

IpUeM B yueOHOE 3aBEICHHE
OCITApUBAHUE OLICHKH
MIpEeABAPUTEIIFHOE YCIOBHE, MPEANOCHIIKA
OTKa3

00CTOATEILCTBA

IOKa3arelb

COBMAAaTh

HaHUMAaTh Ha paboTy

pasznuyaThCs

HAaBBIK, YMECHUE

HPABCTBEHHOE TIOBE/ICHUC

MTO3HIIUSI, OTHOIIICHHE

M Tak jgajiee

MTPOU3BOIUTEIIFHOCTh M PO TyKTHBHOCTD
BBICOKOITPOH3BOIUTEITBHBIN
COTPYIHHYATH

perieHue, aHaau3

MpaBo rojoca

M30paHHBIN TIPEICTABUTEIb
COBMECTHO, COBOKYITHO

COBET TUPEKTOPOB

CJICIUTD 32, HAI3UPATh
cucTeMaTu3aIus, Kiaccuduraus

IIOJIHOMOYHM A

HpeieNbHbI 00bEM OTBETCTBEHHOCTH, HOPMa

YIPaBIIEMOCTH
HepapxuyecKoe pacrpeieeHue
IIPOM3BO/ICTBEHHBIX 3aj1a4

OTIPENEIATh

UPKYJINPOBATH

cxema

yIpoLaTh

NeJIeHne, pa30ouBKa, cxema
rpaguveckoe 0TOOpaKeHHe

BETBU BJIACTH

Habop LEHHOCTEN

MOJIEP>KUBATH

¢dbopmupoBaThH

COCTaBIISAOIINE

PUTYaJbI U IEPEMOHUH

COLIMAJIbHBIE CBA3U

BO3JIaraTh, HAAEIATh

IIpernoaBaTelib

0ecCpOYHBIM KOHTPAKT
MIPOJIOJIKUTENBHOCTD

JOCTOMHBIN MOIpaskaHusi, 00pa3oBbIil
MTOMOIIHUK IOpUCTa

oO1enpuHsATas MPaKTUKA,

OOBIYHBIN MOPSITOK

YeCTBOBATh 3aCIIy’KEHHBIX paOOTHUKOB
LEPEMOHUS HarpakIeHUs
KOPHOPaTUBHbBIE MPA3IHUKN
€XKEeKBapTaJbHbIe COOpaHUs
HarpaxaaeMble SBJISIIOT CO00M mpuMep
U1 TOApaKaHUs

HeouIMaNbHas CUCTEMA Mepeaavu
uHpopmanuu
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cucTeMarusalus, Kiaccupukanus uHpopmanuu
cpencTBa, 000pyIOBaHUE MOOOYHBIN TPOTYKT
oOuuit
060eBoH 1yXx
B3aNMOJICHCTBHE
CILY>KUTb ITOKa3aTeaeM 4ero-iioo

Take Notes

Read the texts again and take notes on the following points:

1. Summarize the differences between external and internal business environment.

2. Outline and analyze the components of business macroenvironment.

3. Outline and analyze the components of business microenvironment.

4. Outline and analyze the components of internal business environment.

5. Explain the application of the following business tools, namely PESTEL and SWOT
analyses.

Additional Reading

Two Case Studies

Use of PEST analysis at UNISON

Introduction. UNISON is Britain and Europe's biggest public sector trade union, representing
more than 1,3 million members working in public services. Job roles they represent in the public sector
include, for example:

e librarians;

 human resources, IT and finance workers;

» teaching assistants and early years nursery staff;

* secretaries;

» cleaners, caretakers and school meals supervisors;

» care workers, social workers and nurses.

UNISON campaigns on a variety of issues relevant to its members. Currently, it is running the
Migrant Workers Participation Project. This campaign focuses on the issues faced by migrant workers
in the UK. Migrant workers are employees who have moved from overseas to the UK to find work.
They form an important and growing part of the workforce in both the private sector and public sector.

These workers are at particular risk of being exploited in the workplace. This may be due to
lack of knowledge of their rights, their limited command of the English language and the fact that they
are often reluctant to complain about their treatment by employers. They may also be exploited because
of racist attitudes. UNISON believes that the best way of preventing exploitation is through trade union
representation in the workplace. One of the objectives of the current UNISON campaign is to increase
the number of migrant workers who are part of the union.

When making decisions, a business needs to take account of internal and external factors:

Internal factors are ones that are within its control. Examples include how many staff the busi-
ness employs, the number of machines it uses and how much money owners choose to invest in the
business.

External factors are those that are outside of its control. These may be direct or indirect influ-
ences. Direct influences include suppliers, customers and competitors. Indirect influences include legis-
lation, the economy or technology.
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These external influences are summarized by the mnemonic PEST. This stands for Political,
Economic, Social and Technological influences.

UNISON looks at a range of issues to assess the external factors it needs to take account of
when considering the needs of its members. UNISON considered these factors when setting its aims
and objectives for protecting the rights of migrant workers. An understanding of many external factors
helped it to decide which strategies and tactics were best for achieving these objectives.

Political Factors. Political factors include government policies, legislation and foreign influ-
ences, particularly from the European Union (EU). Several political factors surround the issue of immi-
gration. Legislation on immigration comes both from the UK government and from the EU. For exam-
ple, workers from all EU countries, except Romania and Bulgaria, have the right to live and work in the
UK. Since the expansion of the EU in 2004, around 700,000 Polish workers have registered to work in
the UK, boosting the UK workforce, enabling the economy to expand.

Immigration is an emotive issue, which often generates sensational headlines in tabloid news-
papers. These include allegations that migrant workers "take" British jobs or that they "undercut" pay
levels, working for less than British workers. The data available does not support these allegations.
UNISON believes that if migrant workers are part of a trade union membership and can benefit from
properly negotiated pay rates, this type of misinformation will not arise.

As part of its campaign, UNISON aims to dispel the negative views on migration. Migrant
workers play an extremely important role in providing many needed services. This provision would not
be possible without migrant workers. Government statistics prove that the overall effects of net migra-
tion into the UK have been positive for UK businesses and the economy.

In areas of high migrant populations, there are greater pressures due to, for example,
insufficient housing and health provision. The migrant workers population is not evenly
spread across the UK - the majority of migrants are in London and the South East, according
to government statistics.

In addition, because of the short-term nature of much of the work, the pattern of migrant work-
ers is not easy to track. Government and local authorities need to be able to invest in services suffi-
ciently quickly to meet the demand. It is important to understand that the same pressures on services
would occur if large numbers of UK workers suddenly moved to an area.

One of the most important political factors in UNISON's external environment is employment
legislation. UNISON aims to ensure that these laws meet the needs of workers by lobbying the gov-
ernment when it feels the law needs changing. In a recent report, the Trade Union Congress (TUC)
found that many employers were ignoring employment law. Some companies were not paying their
workers the minimum wage, while others forced workers to work longer than legally permitted under
the working time directive. It can be very difficult for migrant workers to get legal advice when they
have problems at work. This is partly due to language barriers. Many also fear losing their jobs if they
complain.

Like other low-paid workers, they rely on legal advice, paid for by the government through le-
gal aid. Reduced funding for legal aid and for immigration advice in particular has resulted in fewer
solicitors taking on legal aid cases. Many migrant workers seeking help have been turned away. As a
result, UNISON has put in place legal advice and information services to help migrant workers under-
stand their rights.

Economic Factors. Most migrants come to the UK from countries that are less eco-
nomically developed. They can earn a better wage in the UK than in their home country. For
example, the average monthly salary in the UK in 2007 was almost J2,500 whereas in Poland
it was J500. This difference in wages allows the migrants to enjoy an improved standard of
living. The migrant workers are also able to send money back to their families who remain in
their home countries.

However, as well as the economic benefits migrant workers receive themselves, they are also
an important part of the UK economy, both in public and private sectors. According to government fig-
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ures, the working output of new migration adds 0,5% to the country's Gross Domestic Product (GDP).
In 2006, this was equivalent to adding an extra J6 billion to the economy.

One of the reasons why migration improves the economy is that it increases the size of the
total labor market. Migrant workers to the UK replenish a decreasing workforce. In 2006,
400,000 people left the UK and 590,000 people arrived, 157,000 of these came to study. Migrant
workers fill several areas of the labor market where there are skills shortages or they do jobs that
people in the UK do not want to do because the working conditions may be poor or wages low.
Often migrant workers are "de-skilled" because they take work in different industries at a lower
skill level than the one for which they are qualified. These industries include agriculture, hospital-
ity and food packing.

Many business leaders express the view that migrant workers often have a more positive work
ethic than domestic workers. Employing workers who not only have the necessary skills but who are
also keen to work allows many businesses to achieve a competitive advantage. UNISON recognizes
the benefits to the economy that migrants bring. It has worked hard to ensure that workers receive fair
pay and valid career opportunities to keep attracting migrant workers to the UK.

Social Factors. A number of social factors have increased the flow of workers into the UK.
Many migrants moved to the UK to improve their standard of living. Social factors in the UK also con-
tribute to the demand for migrant workers in the UK. The UK has an ageing population. Without im-
migration, the labor force would be shrinking. As a result, there is a smaller labor force supporting the
growing population of retired workers. This is forecast to get worse over the next 20 years. There are
also specific vocational areas where the UK has a skills shortage. For example, 16% of all care workers
are migrant workers. These workers are skilled workers who have trained in their home nations. With-
out them, the range of care provision would be less.

Many social issues may affect migrant workers whilst they are in the UK. For example, UNI-
SON is aware that many migrant workers have difficulty communicating in English. This creates prob-
lems with understanding important documents such as contracts of employment, company rules and
notices. Migrant workers are often unaware of their rights in the workplace.

The language barrier also affects migrants outside the workplace. It causes difficulties in shops,
accessing housing and education and understanding the welfare system. Not being able to understand
cultural issues such as behavior and customs is another big factor. Together these problems make many
migrant workers feel socially excluded from English-speaking co-workers.

UNISON has helped many migrant workers overcome these issues in different ways:

It produces workers' rights leaflets in 11 different languages.

It also works with community groups like the ONNS (Overseas Network of Nurses in Scot-
land). These groups provide advice and social communities for overseas workers.

UNISON has provided information on welfare and tax so workers can understand what they
need to pay and any benefits they can receive.

Recently it has developed a dedicated migrant workers section on its website where key infor-
mation is available in a range of languages.

It is also running ESOL (English for Speakers of Other Languages) courses to help migrant
members learn English.

As part of UNISON's bargaining agenda, it is seeking to make employers aware of the issues
that are important to migrant workers. For example, it wants employers to print health and safety rules
in other languages and to provide migrant workers with a welcome pack that gives information about
local services and sources of information. It also aims to persuade employers to provide paid time off
and pay course costs for workers attending language courses. Because migrant workers are better able
to identify the bargaining issues that are important to them, UNISON believes it is important for them
to be members and actively involved in the union.

Technological Factors. Changes in technology, including a rise in automation in the work-
place and the development of the internet, have transformed the way in which many businesses work:
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Automation of production processes in factories means less-skilled workers are needed.

The internet has opened up a need for information processing in purchasing and data manage-
ment areas, for example, in online shopping. Many migrant graduates have come to fill these more spe-
cialized vacancies.

The biggest technological factor affecting migration has been the increased availability and re-
duced cost of transport. Over 75% of migrants fly into the UK, most using budget airlines.

Advances in online money transfers enable migrant workers to send money home easily and
securely. This makes them more willing to migrate. A United Nations statistic shows that migrant
workers send home over twice the amount given in international aid to developing countries.

Improvements in telecommunications have made it easier for potential migrants to discover
what job opportunities are available. Through online chat rooms, they gain information and advice
from other migrants from their own country and can keep in contact with friends and family in their
home countries.

UNISON's website is an important means of communicating with members. For example, it
has welfare pages providing migrants with information about the benefits they can receive. The site
provides access to leaflets in a range of different languages. These give advice on their rights at work
and information about health and safety. This greatly improves the livelihood and work experience of
UNISON members.

Conclusion. UNISON aims to improve the working lives of migrant workers by increasing
their level of trade union representation.

PEST analysis is a useful tool for analyzing the external environment surrounding migrant
workers. It also helps to identify and understand the reasons why migrants come to the UK and the is-
sues they face. UNISON has worked hard to raise awareness of the economic benefits migrant workers
bring to the UK economy.

UNISON greatly supports migrant workers. It has provided them with a range of advice and
assistance. This has made it easier for them to settle in the workplace.

UNISON has an ongoing role in persuading employers and the government to implement poli-
cies to benefit migrant workers. This has enabled the UK economy to benefit from the increasing num-
ber of workers migrating here. Migrants provide an increasingly skilled workforce necessary to main-
tain the growing number of services demanded by the UK's growing economy.

Questions:

1. Explain the purpose and benefits of PEST analysis.

2. Outline the factors that could lead to exploitation of migrant workers.

3. Analyze the factors which have led to increased immigration to the UK in recent years.
4. Evaluate the extent to which the UK economy benefits from migrant labor.

SWOT analysis and Sustainable Business Planning

Introduction. IKEA is an internationally known home furnishing retailer. It has grown rapidly
since it was founded in 1943. Today it is the world's largest furniture retailer, recognised for its
Scandinavian style. The majority of IKEA's furniture is flat-pack, ready to be assembled by the
consumer. This allows a reduction in costs and packaging. IKEA carries a range of 9,500 products,
including home furniture and accessories. This wide range is available in all IKEA stores and
customers can order much of the range online through IKEA's website. There are 18 stores in the UK
to date, the first of which opened in Warrington in 1987. In July 2009 IKEA opened a store in Dublin
too - its first in Ireland. IKEA stores include restaurants and cafiis serving typical Swedish food. They
also have small food shops selling Swedish groceries, everything from the famous meatballs to jam.
Stores are located worldwide. In August 2008 the IKEA group had 253 stores in 24 countries, with a
further 32 stores owned and run by franchisees. It welcomed a total of 565 million visitors to the stores
during the year and a further 450 million visits were made to the IKEA website. IKEA sales reached
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21,2 billion Euros in 2008 showing an increase of 7%. The biggest sales countries are Germany, USA,
France, UK and Sweden. In 2008 IKEA opened 21 new stores in 11 countries and expects to open
around 20 more in 2009 as part of its strategy for growth. Low prices are one of the cornerstones ofthe
IKEA concept and help to make customers want to buy from IKEA. This low price strategy is coupled
with a wide range of well designed, functional products. IKEA's products cater for every lifestyle and
life stage of its customers, who come from all age groups and types of households. This is vital in times
when the retail sector is depressed, as it increases IKEA's potential market.

Since it was founded IKEA has always had concern for people and the environment. The IKEA
vision "to create a better everyday life for the many people" puts this concern at the heart of the
business. IKEA has responded to the public's rising concern for sustainability in its choice of product
range, suppliers, stores and communication. It has also spotted business potential in providing
sustainable solutions. IKEA's concern for people and the environment encourages it to make better use
of both raw materials and energy. This keeps costs down and helps the company to reach its green
targets and have an overall positive impact on the environment.

This case study will show why IKEA believes a strong environmental stance is good business
practice.

SWOT analysis. IKEA's goals of sustainability and environmental design are central
to its business strategy. It has launched a new sustainability plan to take the company
through to 2015. This will combine social, environmental and economic issues. IKEA uses
SWOT analysis to help it reach its objectives. This is a strategic planning tool. It helps the
business to focus on key issues. SWOT 1is the first stage of planning and looks at the
Strengths, Weaknesses, Opportunities and Threats involved in a project or business venture.
Strengths and weaknesses are internal aspects. This means that they are within the control of
the business. They may refer to aspects of marketing, finance, manufacturing or organisation.
Opportunities and threats are external factors. This means that they are outside the control of
the business. These may include the environment, the economic situation, social changes or
technological advances, such as the internet. A business can create opportunities and counter
threats by making the most of its strengths and addressing its weaknesses. For example, one
of IKEA's key strengths is its strategic aim to use no more material than necessary in the
production of each item. In addition, it develops its product plans to increase its use of waste
or recycled materials:

* One particular table, the NORDEN table, uses knotty birch wood. The knots in this wood
usually mean it is rejected by other retailers and manufacturers as unsuitable for use. However, IKEA
has made the knots part of its design feature.

* OGLA chairs are made using wood waste from saw mills and LACK tables use a 'sandwich’
of stiff card between wood sheets to reduce the amount of solid wood needed.

Strengths. Strengths could include a company's specialist marketing expertise or its location.
They are any aspect of the business that adds value to its product or service. IKEA's strengths include:

* a strong global brand which attracts key consumer groups. It promises the same quality and
range worldwide;

* its vision - "to create a better everyday life for many people";

* a strong concept - based on offering a wide range of well designed, functional products;

« at low prices;

» a "democratic design" - reaching an ideal balance between function, quality, design and price.
IKEA's "Cost Consciousness" means that low prices are taken into account when each product is
designed from the outset.

These strengths contribute to IKEA being able to attract and retain its customers.

One way IKEA measures its strengths is the use of Key Performance Indicators (KPI). KPIs
help IKEA to assess the progress of its vision and long-term goals by setting targets and monitoring
progress towards these. An example of one of IKEA's KPIs is the percentage of suppliers that are
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currently IWAY approved. The IWAY is the IKEA Way of Purchasing Home Furnishing Products.
This guideline defines the social and environmental requirements IKEA expects of its suppliers.

IKEA has strengths right through its production processes:

* increasing use of renewable materials - IKEA improved its overall use from 71% in 2007 to
75% in 2009;

* "smarter" use of raw materials - IKEA increased the use of recycled or reclaimed waste
products in energy production across all stores from 84% in 2007 to 90% in 2009;

* volume commitments - IKEA believes in creating long-term partnerships with its suppliers in
order to achieve this. By committing to buying large volumes over a number of years IKEA can
negotiate lower prices. This also benefits the suppliers because they enjoy the greater security of having
guaranteed orders;

* economies of scale - for instance, bulk buying at cheaper unit costs;

* sourcing materials close to the supply chain to reduce transport costs;

* delivering products directly from the supplier to IKEA stores. This slashes handling costs,
reduces road miles and lowers the carbon footprint;

« using new technologies - for example, IKEA's OGLA chair has been in its range since 1980.

The chair has changed through the years to reduce the amount of raw materials needed.

Opportunities. A business uses its strengths to take advantage of the opportunities that arise.
IKEA believes that its environmentally focused business conduct will result in good returns even in a
price sensitive market. As the company states:

"There is a true business potential for IKEA in providing solutions that enable customersto live
a more sustainable life at home. IKEA is developing effective solutions for customers in order to
support them recycling or reusing used products, aiming at no products ending up at landfill and the
recycled materials used in producing new IKEA products".

Some of the opportunities that IKEA takes advantage of through its sustainability agenda are:

* a growing demand for greener products;

* a growing demand for low priced products. Trends in the current financial climate may result
in consumers trading down from more expensive stores;

* demand for reduced water usage and lower carbon footprints.

IKEA has a number of areas of focus to its work with sustainability, each of which it supports
in various ways:

1. Solutions for a sustainable life at home - IKEA gives online tips and ideas for this.

2. Sustainable use of resources. IKEA aims for zero waste to landfill, wastewater treatment and
programmes to reduce its use of water.

3. Reducing carbon footprint. IKEA aims to reduce energy use, use more renewable energy, cut
its use of air transport and reduce packaging. Its green transport initiative includes an aim to reduce
business flights by 20% in 2010 and 60% by 2015.

4. Developing social responsibility. IKEA's policy includes support for charities such as the
World Wildlife Fund, UNICEF and Save the Children.

5. Being open with all its stakeholders. This involves building trust through good
communication with consumers, co-workers, key opinion formers and the press. Being sustaimable is a
central part of IKEA's image.

Weaknesses and Threats

Weaknesses. IKEA has to acknowledge its weaknesses in order to improve and manage them.
This can play a key role in helping it to set objectives and develop new strategies. IKEA's weaknesses
may include:

* The size and scale of its global business. This could make it hard to control standards and
quality. Some countries where IKEA products are made do not implement the legislation to control
working conditions. This could represent a weak link in IKEA's supply chain, affecting consumer
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views of IKEA's products. The IWAY code is backed up by training and inspectors visiting factories to
make sure that suppliers meet its requirements.

* The need for low cost products. This needs to be balanced against producing good quality.
IKEA also needs to differentiate itself and its products from competitors. IKEA believes there is no
compromise between being able to offer good quality products and low prices.

* IKEA needs to keep good communication with its consumers and other stakeholders
about its environmental activities. The scale of the business makes this a difficult task. IKEA
produces publications in print and online (for example "People and the Environment") and
carries out major TV and radio campaigns to enable the business to communicate with
different target audiences.

Threats. If a company is aware of possible external threats, it can plan to counteract them. By
generating new ideas, IKEA can use a particular strength to defend against threats in the market.
Threats to IKEA may stem from:

» social trends - such as the slowdown in first time buyers entering the housing market. Thisis a
core market segment for IKEA products;

» market forces - more competitors entering the low price household and furnishings markets.
IKEA needs to reinforce its unique qualities to compete with these;

» economic factors - the recession slows down consumer spending and disposableincome
reduces.

IKEA addresses these issues in many ways. It manages weaknesses and threats to create a
positive outcome.

Social trends: IKEA is building online help to guide customers to a more sustainable life. Here
it can focus on home improvement in the slowing housing market. It supports customers with tips and
ideas on its website to reduce their impact on the environment. This will also save them money. Staft
are trained on sustainability, both on what IKEA is doing and how they can take responsibility to
become sustainable for themselves.

Market forces: IKEA is large enough to enjoy economies of scale. This lowers average costs in
the long run through, for example, better use of technology or employing specialized managers.
Economies of scale also give a business a competitive edge if cost savings are then passed on to
customers in the form of lower prices. This puts up high barriers to entry for smaller companies
entering the market.

Economic factors: IKEA's low prices create appeal amongst its customers in tough
financial times. It is vital to keep prices as low as possible when the retail sector is depressed.
IKEA's pricing strategy targets consumers with limited financial resources. Its products will
also appeal to those with higher budgets through good quality and design. The company must
ensure that it is always recognised as having the lowest prices on the market in the future.
Communication plays an important role here.

Conclusion. IKEA is a well-known global brand with hundreds of stores across the world. In
order to improve performance, it must assess its external and competitive environment. This will reveal
the key opportunities it can take advantage of and the threats it must deal with. IKEA responds to both
internal and external issues in a proactive and dynamic manner by using its strengths and reducing its
weaknesses. Through this, IKEA is able to generate the strong growth it needs to retain a strong
identity in the market.

IKEA's passion combines design, low prices, economical use of resources, and
responsibility for people and the environment. The company's products, processes and
systems all demonstrate its environmental stance. For example, clever use of packaging and
design means more items can fit into a crate, which means fewer delivery journeys. This in
turn reduces IKEA's carbon footprint.

IKEA believes that there is no compromise between doing good business and being a good
business. It aims to go beyond profitability and reputation. IKEA is intent on becoming a leading

64



example in developing a sustainable business. This will create a better everyday life for its customers.
IKEA has discovered a business truth - being sustainable and responsible is not just good for customers
and the planet, it is also good for business!

Questions:

1. Describe what is meant by a SWOT analysis.

2. Explain the difference between internal and external factors.

3. Analyse ways in which IKEA has managed to minimise threats to its business.
4. Discuss the contribution of SWOT analysis to IKEA's business growth.

Key Terms. You should now be able to define and give examples relevant to each

of the following terms:

business environment; external environment; macroenvironment / general business environ-
ment; operating / specific business environment / microenvironment; labor law; tariffs; merit goods;
merit bads; interest rate; exchange rate; inflation rate; workforce; automation; cost of capital; supplier;
incentives; barriers to entry; outsourcing; antitrust law; distribution channel; specialized workers;
PESTEL analysis; SWOT analysis; inventory; advocacy groups; trade union; marketing campaign;
goodwill of business; Corporate Social Responsibility (CSR); bribery; asset; Vision / Mission State-
ment; organizational structure; corporate culture; staff / personnel.



UNIT 5. CHANGES & FUTURE

* Changing Concept of Business
* The Future of Business
* Fix The Enterprises, Fix The Economy

Changes and
Future

Read the text:
Changing Concept of Business

Continual Change. For centuries social, political, and technological factors have forced
companies and individuals to create new ways of generating profits. Whether bartering goods
with a neighboring village or seeking ways to make profits from social networking, business
thinking has changed, shifted, and evolved to mirror the wants and needs of the societies whose
wealth it creates.

Digital Pioneering. Just as television and mass media had done before, the growth of the
Internet in the 1990s and early 2000s heralded a new era for business. While early hype led to
the failure of many online start-ups in the dot-com bubble of 1997 to 2000, the successful e-
commerce pioneers laid the foundations for a business landscape that would be dominated by
innovation. From high-tech garage start-ups-such as Hewlett-Packard and Apple- to the websites,
mobile apps, and social-media forums of the modern business environment, technology is in-
creasingly vital for business. The explosion of new businesses thanks to technology also helped
to expand the availability of finance. During the 1980s and 1990s finance had grown into a dis-
tinct discipline. Corporate mergers and high-profile takeovers became a way for businesses to
grow beyond their operational limits; leverage joined marketing and strategy as part of the man-
agement lexicon. In the late 1990s this expanded to venture capital: the funding of small compa-
nies by profit-seeking investors. The risk of starting and running a business remains, but the op-
portunities afforded by technology and easier access to finance have made taking the first step a
little easier. With microfinance, and the support of online networks and communities of like-
minded people dispensing business advice, enterprise has never been more entrepreneurial. Re-
cent business thinking has brought diversity and social responsibility to the fore. Businesses are
encouraged, and increasingly required by law, to employ people from diverse backgrounds and
to act in an ethical manner, wherever they operate in the world. Businesses such Nike and Adi-
das require suppliers to prove that labor conditions in their factories meet required standards.
Sustainability, recycling, diversity, and environmentalism have entered business thinking along-
side strategic management and risk.

New Horizons. If business thinking has shifted, so too has the nature of business itself.
Where once a company was constrained by its locality, today the opportunities are truly global.
Globalization does, however, mean that business is more competitive than ever. Emerging mar-
kets are creating new opportunities and new threats. They may be able to outsource production to
low-cost countries, but as their economies grow, these emerging nations are breeding new com-
petition. China, for example, may be "the world's factory", but its home-grown companies are
also starting to represent a threat to Western businesses. As the global recession of 2007-08 and
ongoing economic uncertainty have proven, business in the 21st century is increasingly more
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interdependent and more challenging than ever before. Starting a business might be easier, but to
survive entrepreneurs need the tenacity to take an idea to market, the business acumen to turn a
good plan into a profitable enterprise, and the financial skill to maintain success.

Additional Reading
Doing Better by the Environment

A Nestle Case Study. The environment is a key subject that affects us all. Protection of
the environment and the move towards sustainable development remains a responsibility that
must be shared between the public, governments and the private sector. Following years of work
on environmental issues dating back to the 30's, in 1996 the Nestle Environmental Management
System (NEMS) was introduced which consolidates all environmental measures taken by the
Nestle Group. NEMS is now used to ensure continuous improvement in Nestle's environmental
performance covering all its business activities.

This case study examines the background to sustainable development, the environment
and its protection. It also looks at how Nestle S.A., the world's leading food company, developed
a policy and current business practices that reduce the company's effect on the environment.

Sustainable Development. The latter part of the twentieth century saw an increasing
concern for the environment. The concept of sustainable development (as defined by the World
Commission on Environment and Development in 1987) is: development that meets the needs of
the present generation without compromising the ability of future generations to meet their own
needs".

There are many views about the nature of sustainability. In its simplest form it is about
ensuring a better quality of life for everyone, now and for future generations. To achieve this,
sustainable development is concerned with achieving economic growth alongside the protection
of the environment and also at the same time making sure that these economic and environ-
mental benefits are available to everyone. These three aspects - economic, environmental and
social form the basis of the sustainable development concept.

Rio and After. By the early 1990s there was considerable pressure for governments to
create agreements concerning the environment and its protection. In 1992 the United Nations
Conference on Environmental and Development (UNCED) was held in Rio de Janeiro. The main
outcome of the conference was Agenda 21, which marked an important landmark in the sustain-
able development fight, and inter country co-operation.

Agenda 21 was the main document signed at the conference. It was over 800 pages long,
and represented a new global commitment to sustainable development. It was not a legally bind-
ing document, but was devised as a working plan which countries would follow. The conference
marked the start of global co-operation, which was needed to deal with the many issues, includ-
ing concern for the environment.

The Sustainable Business. The concept and support for, sustainable development is
growing. Many businesses have integrated a strategy of sustainability (taking into account its
3 main aspects - economic, environment, social). It makes good business sense for companies to
be environmentally friendly as improved efficiency in manufacturing in turn leads to a more ef-
ficient use of natural resources. Operating efficiently translates to competitive advantage for
business and supports the economic pillar of sustainability as well. Therefore, all aspects of sus-
tainability are seen as complementary, and mutually interdependent.

Agenda 21 states that responsible businesses should play a major role in improving the
efficiency of resource use. This can result in minimizing waste and protecting human health and
environmental quality. For a business to be environmentally sustainable, the company must start
by becoming environmentally aware from the inside. The whole ethics and culture of the organi-
zation must reflect those of sustainable development. This includes what the company does, how
it treats its workers, how it deals with other organizations, how the managers act and what mes-
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sages these actions send out. Sustainable Development is an integrated approach including eco-
nomic, environmental and social aspects. Therefore all three are to be put at complementary lev-
els of priority each considering effects of the other components.

Agenda 21 lays out a seven point plan for businesses to start changing values and percep-
tions. It states that they should:

* develop policies that support operations and products that have lower environmental
impacts;

* ensure responsible and ethical management of products and processes from the point of
view of health, safety and the environment;

» make environmentally sound technologies available to affiliates in developing countries
without prohibitive charges;

 encourage overseas affiliates to modify procedures in order to reflect local ecological
conditions and share information with Governments;

* create partnerships to help people in smaller companies learn business skills;

* establish national councils for sustainable development, both in the formal business
community and in the informal sector, which includes small scale businesses;

* increase research and development of environmentally sound technologies and envi-
ronmental management systems.

Nestle as a Sustainable Business. As the world's largest food company, Nestle S.A. is
dedicated to providing consumers with the best food throughout their lives. The primary role of
the Company is the transformation of natural resources into finished products that meet consum-
ers' expectations for safety, quality, convenience and value. Naturally, Nestle is committed to
sustainable development and environmentally sound business practices. The key drivers for
Nestle's worldwide environmental approach are:

* total compliance with all laws and regulations in all countries where it operates;

* that Nestle seeks to provide a leadership role - to establish the benchmark for good
business practice.

By committing resources, both human and financial, to secure environmental targets, in-
cluding:

» employing new technologies and processes;

» measuring the costs and benefits to the business of its activities;

* ensuring employees are aware of best practice.

To be effective a programme of environmental improvement must be supported by prac-
tical management systems. Nestle's worldwide approach, therefore, has been to:

* set targets for environmental improvements;

* monitor progress;

* audit results;

* review targets.

Progress to Date - an Example from Nestle UK. In the UK a series of surveys at all
Nestle UK locations formed the basis for a programme of continuous improvement. Action plans
were developed for each Nestle UK site, including capital expenditure plans for environmental
protection.

Nestle's Environmental Management System. NEMS is an organizational tool at the
heart of Nestle's programme for the environment, and sets the framework for all measures ap-
plied.

The NEMS objectives include:

* to provide a systematic approach that ensures compliance with Nestle's environmental
policy, relevant laws and Nestle's operational standards;

* to ensure the continuous improvement of Nestle's environmental performance, e.g.
through the conservation of natural resources and the minimization of waste;
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* to achieve compatibility with international voluntary standards on environmental man-
agement systems;

* to build mutual trust with consumers, governmental authorities and business partners.

NEMS is being implemented throughout Nestle S.A.'s entire operation.

Ways in which Nestle is Doing Better by the Environment. Nestle UK's commitment
to sustainable business practice is illustrated by two business examples of areas where improve-
ments are being made.

Packaging. Packaging is essential to maintain the high quality of the products. Nestle
continuously reviews packaging and, where possible, reduces the amount used. This results in
saving on materials such as glass and plastics. Nestle is also playing its part in meeting national
targets for the recovery and recycling of packaging waste. Nestle has established a set of criteria
for evaluating packaging. These are:

* [s the packaging appropriate for the product?

* Is the size of pack justified?

* Are there any unnecessary components within the pack?

* Could any of the components be reduced in weight or thickness?

* Could the manufacture and construction of the outer packaging be made simpler?

* [s the material re-usable or recyclable? Between 1991 and 2000 Nestle UK has been
able to reduce its consumption of materials by up to 10.

Major achievements in this area included:

» removal of the inner plastic sleeve from Kit Kat Bumper packs saving 160 tones of plas-
tic per year;

* a reduction in the thickness of 200g Nescafe jars saving 1041 tones of glass per year;

* a reduction in thickness of base material for chilled dessert pots saving 150 tones of
plastic over a two year period.

Energy Management. As an integrated part of its environmental policy, Nestle UK is
committed to responsible energy management and seeks to use energy as efficiently as possible.
This is done to:

* improve cost-effectiveness, productivity and working conditions;

* prolong the useful life of fossil fuels;

* avoid unnecessary expenditure;

* prevent related emissions to the environment.

This involves seeking to buy fuels at their most economic cost and then to use them as ef-
ficiently as possible. It also means a reduction in pollution, and less dependence on non-
renewable resources. In the short-term this involves gaining better control over energy consump-
tion. Different operations are measured to determine energy usage. Nestle is investing in energy
saving measures as well as staff that are properly informed. Carbon dioxide is the most signifi-
cant of the greenhouse gases believed to be responsible for the effects of Global Warming. The
Kyoto Conference on Climate Change (1999) has meant that the UK and many other Govern-
ments have entered into a legally binding agreement to reduce greenhouse gases. In addition, the
Government has set a unilateral target of 20reduction of carbon dioxide by 2010 from 1990 lev-
els. This is a summary of the steps taken by Nestle UK since 1994 to reduce greenhouse gas
emissions:

* the replacement of a coal-fired steam raising plant with a gas-fired combined heat and
power plant at York, saving 45,000 tones of CO2 per year;

* similar changes at Dalston - saving 24,000 tones;

* Ashbourne - saving 9,000 tones;

* Fawdon - saving 12,500 tones.

All figures shown relate to savings made per year.

As a company which produces frozen, chilled and other perishable foods, refrigeration is
essential to many parts of Nestle's production and distribution systems. Nestle is progressively

69



cutting refrigerants that are potentially harmful to the environment. In the late 1980's a survey
indicated that up to 10of refrigerants used by the company in the UK were CFCs. The decision
was made to phase out CFCs in all but small, hermetically sealed systems and today this pro-
gramme is complete. Nestle Policy and the Environment Protection Act all forbid the deliberate
discharge of refrigerants into the atmosphere. Where refrigerant has to be removed from a sys-
tem and cannot be immediately reused, it is recovered and sent for recycling or disposal by
suitably qualified companies.

Conclusion. World governments are increasingly realizing their responsibility to develop
and implement shared solutions to global environmental issues. At the same time responsible
businesses like Nestle S.A. are taking on a leadership role. This should drive forward changes in
policy and practice which will help us all to enjoy a sustainable future.

Questions:

1. How can the removal of the inner plastic sleeve from Kit Kat Bumper packs be seen as
a move towards sustainability?

2. Why are International Treaties like Rio and Kyoto important in encouraging sustain-
able business practice?

3. Give one other example of how Nestle has developed business practice in line with
Agenda 21's seven point plan for business.

4. Why is it important for organizations like Nestle to show leadership in developing sus-
tainable business practice?

5. What further steps could Nestle take in contributing to sustainability?

Find and write out English equivalents to the following Russian words
and expressions:

COCEHUI MOOILPATH
OTpaXkaTh Bce OoJtbIe 1 OoJIbIe
05arococTosiHue 3aKOHOJATEIBCTBO
BO3BECTUTH O HayaJie HOBOI'O 3Tana HaHUMAaTh Ha paboTy
HCKYCCTBEHHO CO3/JaHHAsI LIyMUXa TpeboBaTh
Kpax, Heyjaua MOCTABILUK
HEJaBHO CO3JJaHHAsI KOMITAHUS yCIIOBUSA TpyAa
MHTEPHET-KOMIIaHU COOTBETCTBOBATh CTaHJapTaM
3aJI05KUTh OCHOBBI YCTOWYUBOCTD
MOOUIIBHOE MPUIIOKEHHE MIOBTOPHOE HUCHOJIb30BaHUE OTXOJI0B IIPOU3BOJICTBA
KU3HEHHO Ba)KHBIH; HEOOXOAUMBII OTpaHUYEHHBINA YeM-TTH00
Omaroaaps, n3-3a (Koro-Jmbo / 4ero-1mdo) MecTOpaCIOIOKEHNE
JOCTYITHOCTh KOHKYPEHTHBIN
CIUSIHUE KOPIOpanun BO3HUKAOIINT
MMEIOIINI OOJIBIION PE30HAHC BO3MOYKHOCTH
MOTJIOLEHUE (IPYrod KOMIaHUH) YIpO3bI
WCIIOJI30BAaTh (C BBITOJIOM /17151 ce0s1) nepeaBarh (4acTb OM3HEC-TIPOIIecca)
BEHUYPHBIN (PUCKOBOM) KanmuTal HE3aBUCHMOMY IO IPSTUUKY
JIOCTYII JIEIIEBBIN
€/IMHOMBIILIJICHHUKHI MOPOXKJIaTh
JIEITATHCS MPOUCXOASAIINN B JTAHHBIII MOMEHT
MpeANpUHUMATENbCKUMA HEONPEEIIEHHOCTD
MHOT000pa3ue B3aMMO3aBUCUMBII
COlLIMaJIbHasi OTBETCTBEHHOCTD UCIBITHIBAIOLINI CTONKOCTb
BBIBECTH Ha MEepeHUM IUIaH YIOPCTBO

MIPOHULIATENBHOCTh
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Take Notes

Read the text again and take notes on the following points:

1. Why and how was the digitization of business related with the availability of finance?
2. Outline the new concepts that entered business thinking with the growth of the Internet.
3. Describe the relationship between the trends of "globalization" and "outsourcing".

Key Terms. You should now be able to define and give examples relevant to

each of the following terms:

start-up; dot-com; e-commerce; innovation; merger; takeover; microfinance; social re-
sponsibility; diversity; supplier; sustainability; recycling; environmentalism; strategic manage-
ment; globalization; outsourcing.

Read the text and summarize it in English:

The Future of Business

Looking at entrepreneurship from the economic-history context allows us to look at the
flow of events in time and space such as inventions and innovations, the context in which they
occurred and the impacts upon society these actions and events had.

We know many things about what will happen in the future from past events, trends, and
the present. We know that it will be extremely likely that the US economy will be surpassed by
China as the largest economy in the not too distant future. This will bring in a completely new
set of geo-political, military, social, economic, cultural, and business dynamics. We may have
some doubt, but where is the world's fastest train? Where is the world's tallest building? Where is
GDP growth fastest? Where are the most cars sold? Which country uses the most cement? Which
country uses the most steel? and which country has the most engineering graduates? Compare
this to the country which produces mostly arts, sociology, and communications graduates.

We know that industry is relocating to Asia, which is eroding Western tax bases and will
also erode standards of living. China and India are catching up and closing the technology gap
through education and research and development. It may take a number of years but it will hap-
pen. We are not certain that the next person who walks on the moon will be an American.

Post industrial economies are less controllable that people think and cannot be relied
upon for continual growth. This is bolstered by the loss of employment due to offshoring of work
and the West's future maybe similar to Japan's deflationary economy. Other authors add that
firms in post industrial societies invest in primarily unproductive enterprises and that capitalism
in general has lost its creativity.

Some of the above is inevitable due to demographics. The population in most post-
capitalist societies is generally aging as babyboomers retire. Aggregate incomes will decrease,
thus decreasing the standard of living in those countries. As a consequence savings will decrease,
as will domestic investment. GDP in the future will be more dependent on exports to the growing
economies of China, Asia, and Brazil.

It is generally agreed that by 2050 world population will be around 9 billion, which
brings up many issues about consumption, technology, and resource usage. This population in-
crease will mainly occur within Sub-Saharan Africa, India, and Latin America, which will bring
questions about the gap between North and South. Population will be expected to fall in China,
Eastern Europe, and the former Soviet Bloc countries. Population in 2050 will most probably be
more urban and witness the emergence of mega-cities. The UN predicts that by 2025 Tokyo will
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have 30 million, New Delhi, Sao Paulo, and Mumbai 20 million, with Dhaka, Ciudad de Mexico,
New York-Newark, Kolkata, and Shanghai, very close behind.

Although we can see many trends concerning the future, predictions about what will
happen are extremely difficult as we don't know what crises the world and individual countries
will face, and how these crises will be overcome. Any shock that is large enough may put a
country or the world on a completely different trajectory, look at Haiti and Japan. This could
be a financial accident, a pandemic, an international security crisis (think of Iran and North
Korea), or an extreme earth or climate event that may potentially put the world off course. On
the other side there may also be technological breakthroughs that may change some aspects of
life that we cannot foresee at this point. It is very difficult to always immediately know what
the implications of new technologies are on business. For example the internet's influence on
British GDP occurred in spurts, rather than linearly and has disrupted some industries but em-
powered others.

Predicting the future is difficult and as Bremmer & Keat point out that back in the 1950s
nobody was predicting that the Soviet Union would be transformed into a number of capitalist
successor states in the 1990s, or that China would become a capitalist powerhouse. What we cer-
tainly don't know is where a new Oprah, Bill Gates, Thomas Edison, John D. Rockefeller, Sam
Walton, or Steve Jobs will appear and what they will do. This is the most unpredictable element
of the future but also the most important driver of the future.

Some of the issues that will influence opportunity in the future will be:

» continued volatility of commodity prices, levels of economic activity, employment, ag-
gregate demand, and exchange rates, which could undermine the stability and confidence of the
financial system;

* global warming and the necessary changes to our lifestyles to compensate for the ef-
fects. Also the need to find solutions to these emerging problems;

* declining oil reserves and higher petrochemical prices;

* water shortages in some regions, where we may witness conflicts over the issue;

» food shortages in some regions;

* the emergence of new technologies;

* higher unemployment in post industrial societies, with accompanying social pressures;

* increasing world population size and changing demographics;

* a likelihood that this generation will not be as financially well off as the last;

* an increase of immigration around the world;

* any single country i.e., Middle East, Iran, or North Korea able to start intensive interna-
tional diplomacy and highlighting the weaknesses of existing international bodies, and

* changing political scenarios with the Asia-Pacific being the focal point of tension be-
tween shifting balances of power between the superpowers.

Read the text by Henry Mintzberg and summarize it in Russian:
Fix the Enterprises, Fix the Economy

An economy is simply an accumulation of transactions involving goods and services,
mostly carried out by business enterprises. Their behavior is what matters, and this can be ade-
quately perceived only on the ground, where the behavior occurs - where an economy is built,
where it breaks, and where it must be fixed.

MONTREAL - Much commentary about the American economy nowadays leaves the
impression that economists should fix its problems. But Washington is teeming with smart
economists, and the problems remain.

An economy is like a cloud: only when inside does one realize how diffuse it is - and that
what matters are the particles of vapor that it comprises.

Likewise, an economy is an accumulation of transactions involving goods and services,
mostly carried out by business enterprises. Their behaviors are what matters, and they cannot be
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adequately perceived from the distant perspective of economic models and statistics, but only on
the ground - where an economy is built, where it breaks, and where it must be fixed.

On the ground, there are two kinds of enterprises: those that rely on exploration, and
those that rely on exploitation. Every economy has both, but a healthy one favors the explorers.
This fosters the sense of enterprise that made the United States such an economic powerhouse.
Unfortunately, the American economy now favors the exploiters.

Economic development proceeds through a cycle that begins with young, exploring en-
terprises introducing new products, services, and processes. Over time, however, as they suc-
ceed, many explorers become exploiters. They saturate their markets, run out of new ideas, and
get lazy. They then extend their product lines instead of developing new products; cut costs by
putting pressure on their workers; lobby governments for favorable treatment; merge with com-
petitors to reduce competition; and manipulate customers to squeeze out every last penny.

This, of course, makes these enterprises vulnerable to the creative challenges of the next
wave of explorers - the fast new firms that confront the fat old corporations - and the cycle of
destruction and reconstruction begins anew.

Contrast this with the America of bailouts, where the fat are considered "too big to fail".
In fact, many are too big - or at least too mismanaged - to succeed. How else to explain why ma-
jor banks and insurance companies bet their futures on mortgages that a little investigation would
have shown to be junk? Their senior managers either didn't know, or cynically thought that they
could get away with it, while the rest of their managers either didn't care, or couldn't get through
to their bosses.

This American problem goes far beyond the bailouts. For every Apple and Google - ex-
plorers par excellence - count the energy companies with their cozy tax deals, the defense con-
tractors that live off government budgets, and the pharmaceutical companies that buy their inno-
vations and price what the market will bear, thanks to patents that governments grant, but with-
out policing their holders.

On top of this, many US startups now leap into exploitation. Whereas America's entre-
preneurs had traditionally been inclined to create sustainable legacies, now many of them strive
for an early IPO that will let them cash out quickly. This can be terribly dysfunctional, cutting
off much of what still must be learned.

When economists boast about America's great productivity, what they have in mind is
exploration - finding ways to do things better, especially through superior processes. But much
of this "productivity" has in fact been destructively exploitative. Think of all the corporations
that have fired great numbers of people at the drop of a share price, leaving behind underpaid,
overworked employees and burned-out managers, while the CEOs escape with their bonuses.

To see where this leads, imagine a company that fires all of its workers and then ships its
orders from stock. Economic statistics would record this as highly productive - until, of course,
the company runs out of stock. American enterprise is running out of stock.

Seen in this way, there is no quick fix for America's current economic problems. Firing
workers or even printing money can be easy; changing dysfunctional behaviors is not. The US
economy will have to be fixed by its enterprises, one by one, on the ground. Attitudes will have
to change, and this will demand great dedication and patience - traits that seem to be in short
supply in the US today.

The place to start is America's executive suites, which should be cleared of mercenaries
in order to encourage real leadership. That is the easy part: get rid of the obscene compensation
packages and watch the mercenaries disappear. People who care about building and sustaining
decent enterprises - and who understand that doing so is a team exercise - can then take over.

Successful enterprises take time to create - time spent on inventing better products, serv-
ing customers more effectively, and supporting workers in ways that enhance their commitment.
Symbols matter, too: the term "human resources", for example, should be retired, because a great
enterprise is a community of engaged human beings, not a collection of detached capital.
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Public support should be shifted from protecting large established corporations to encour-
aging the growth of newer enterprises. And startups should be discouraged from rushing into the
embrace of the stock market's short-sighted analysts (and many an established corporation
should be encouraged to escape that embrace). At the same time, regulation and taxation should
be used to rein in disruptive day trading and other exploitative speculation that crowds out sus-
tainable investment and disrupts regular business activities.

Above all, what the American economy needs now are managers who know and care
about their businesses. Armies of MBAs who have been trained to manage everything in general
but nothing in particular are part of the problem, not the solution. So are economists who study
clouds without ever getting wet.



DICTIONARY

-A-
access - JIOCTYII; TIOAXO0]]

accessibility - noctynHoCTB

accounting - yder; OyXrajJTepckuil yder
(cuctema cbopa m 00pabOTKM (pUHAHCOBOU
HHGOPMAIUH O TIPEATPUATHH, TIO3BOJISIONIAS
M0JIb30BATENISIM ~ BHIHOCUTh  OOOCHOBAHHBIE
CYXICHUS 0 (PMHAHCOBOM IIOJIOKEHHH Opra-
HU3aIUU WIH (U3NIECKOTO JIMIa U TPUHU-
MaTh YKOHOMUYECKHE PEIICHUS)

achieve - 1oOUBaTHCsA, JOCTUTATh

acquisition - mpuoOpeTeHne; MOTJIONICHNE
acreage - TUIONIA (b 3eMJIM B aKpax

activity - 1e4TelIbHOCTb; MEPOTIPUSITHE
additional - 700aBOYHBIN, TOIOIHUTEILHBIN
adhesive - xieii

adjustment - perynmupoBaHHe; COTJIACOBAHUE;
NPUBEIICHHE B COOTBETCTBHUE; IPUCIIOCAOIHBA-
HHE, aJIaNTaIHs

administration - opranu3aiyoHHOE yIipaBJiIeHUe
admittance - BX0oJ|, 10CTYII; IOJX0/1

adopt - npuHUMATh; IPUHIMATh HA BOOPYXKe-
HUE; IEpEHUMATh, YCBAaNBATh

advance - ycriex; mporpecc; J0CTHKEHHIE
advancement - IpOJBMKEHHUE; YIy4IICHUE,;
pas3BHUTHE; IPOTPECC

advantage - IpeuMyILIECTBO

advantageous - OJaronpUATHBIN; BBITOIHBIH;
MOJIE3HBIN

adverse - BpaxJeOHbII; HEOIArONPUATHBIN, He-
0J1aroTBOPHBIN; BPEAHBII

advertising - pexitama, pekJIaMUpOBaHNE;
JIAMHOE JIETI0

advocacy groups - rpyIia moaIepXKu [mpo-
naraijipl], (0OLIECTBEHHOE) IBWKEHHE (He-
(dbopmanibHasi OpraHu3alys, BRICTYIAIOMIAs 32
WJTU TIPOTUB KaKOT0-JIM00 00IIECTBEHHOTO
SIBJICHUS )

advocate - 3alIMTHUK, CTOPOHHUK, TPHBEpPIKE-
Hell (TOYKU 3peHus, 00pa3a KI3HHN)

affect - oxa3pIBaTh BO3IEHCTBHUE, BIMSHUE, Ka-
CcaThCsl, 3aTparuBaTh

afford - ObITh B cocTOsiHMM (CIENaTh YTO-NHO0);
MO3BOJIUTH cebe (UTO-T100)

after-the-sale support - noctpogaxnoe
oOcIiTy’)KMBaHuE

peK-

aftersales - nocnenpoaxHbIi

aka - Taxoke M3BECTHBIM IIOJ MMCHEM, MHAUE
Ha3bIBAEMbIi

alleviate - ocna0naTh, cMATYaTh (HAIpUMED,
SKOHOMHYECKUN KPU3HC)

ambiance - okpyxeHHe; 00CTaHOBKa, cpeia
amount - BeIMYMHA, KOJMYECTBO, UTOT, pe-
3yJIbTaT; CyMMa

ancillary - BcmomorarensHbIN, 700aBOYHBIN,
IMOACOOHBIH ; ITOJYMHEHHBIN

annually - exxerotHo

antitrust law - aHTUMOHONIOJIbHBIN 3aKOH
appeal - npu3bIB, oOpaieHue

appliance - armapar, npuOop; nprcrocodIeHue,
YCTPOMCTBO

apprentice - mogmacTepbe, y4eHUK

(B peMeciie); HOBUYOK, HAUMHAIOIINI
approach - noaxon

appropriate - MOJIXOJALIMNA, COOTBETCTBYIO-
I, TOJDKHBII

artificial - uckyccTBeHHbIN, HEHaTypaJIbHBIH,
HEECTECTBEHHBIN; TIO/ICTbHBIHN, (PaJTbIITHBBINA
assembly line - cOopounast uHMsI, JIMHUS COOp-
K1, COOpOYHBI KOHBEHEP (COBOKYITHOCTH MPOM3-
BOJICTBEHHOT'O O0OpY/IOBaHUS], OPraHU30BaHHAS
TakuM 00pa3oM, 4TOObI OJHOPOJHBIE 3arOTOBKU
MOCJIEIOBATENBHO TEPEMEIATICH, IO  Pa3HbIM
MIPOM3BOJICTBEHHBIM CEKIIUSIM, B KOTOPBIX OCY-
MIECTBIISIFOTCS OTACIBHBIE TAITbl COOPKH)

assets - UMYILECTBO, CPEJICTBA, aByaphl, pe-
CypChl, aKTUBbI (MallMHBI U 00OpPYyIOBaHUE,
3MIaHHsI, OCTATOK JICHEXKHBIX CPEICTB B Kacce,
OaHKOBCKHE JICTIO3UTHI, IIEHHbIE Oymaru, ccy-
1Bl ¥ IPYTUEe MaTepUaIbHBIC ¥ HEMaTepHallb-
HbIE OOBEKTBI COOCTBEHHOCTH, KOTOPBIMH
BJIQJICET TO WJIM WHOE (PU3MUYECKOE WIIH FOpPH-
JTUYECKOE JIUIIO)

ATM (Automatic Teller Machine) - 6anxomar
attain - focturarb, 100MPATHCS; TOOUBATHCS
attitude - o3HIMs; OTHOIIICHHUE

attribute - oTimuuTeNnBHAA YepTa, XapaKTEpHOE
CBOICTBO, HEOTHEMJIEMBI TIPU3HAK; CHUMBOIL,
arpuOyr; 1) attribute to - 0ObSICHITH (4eM-1100),
OTHOCUTHh 3a cYeT (Koro-mubo / dYero-mibo);
2) attribute to - npunuceBaTh (KOMy-JI1M00 / ue-
My-JIN0O), OTHOCHTB K (4eMy-TT100)
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authorized - canKUMOHMPOBaHHBIM, pa3pelleH-
HBII{; YIIOJTHOMOYEHHBIHN; JIEraJM30BaHHbIH, y3a-
KOHEHHBIW; aBTOPU30BAaHHBII

automation - aBToMaru3als, MEpeBoJl MpoIe-
TTyp, TIPOLIECCOB MM 000PYIOBaHMS Ha paboTy

B @BTOMAaTUYECKOM (T.€. KOHTPOJMPYEMbIM aBTO-
MAaTrHKOM) pexiume

available - nocTynHbIi; UMErOIIAICS

B PAaCHOPSHKEHNN, HATUYHBIN

avoid - m30eratp, ocTeperarbcs, CTOPOHUTHCS,
YKJIOHSITHCS

avoidance - MUHUMH3aITMsI HATOTOBBIX 3aTpaT
awards banquet - Top>kxecTBEHHBII 00€/

B YECTh IIEPEMOHUH BPYUCHUS HArpa

aware - 3HaroI1i, OCBEIOMJICHHBIH, CBEYILINH,
CO3HAIOIINN

-B-
backlash - momHas oOparHas peakuus rpyn-
TIBI JTFOZIeH (OOBIYHO HETaTUBHAs; HA COOBITHE,
3aKOH, TCHJCHIIUIO Pa3BUTHS, KOTOpPHIE ycTa-
HABJIMBAIOT TIPEUMYIIECTBA Ui JAPYIHX
TPYIII JIFOJEH)

balance sheet - 6Gananc (otuer 00 akTHBax u
MaccuBax MpPeANPUsITHSA)

bank account - cuer B OaHke

bankruptcy - 6aHKPOTCTBO; HECOCTOATEILHOCTD
barriers to entry - Gapwepbl BXoja [Ha BXO/]
(oTHa M3 XapaKTEPHCTUK PHIHOYHON CTPYKTYPHI,
COCTOSIIAsA B HAJIMYMM NPENATCTBUM K IOSIBIIE-
HUIO Ha PHIHKE HOBBIX TPOABIIOB; K HUIM MOTYT
OTHOCHUTBCS TIATEHTHI U JINLICH3UH, SKOHOMUS OT
MacITaboB TPOM3BOJICTBA Y CYHIECTBYFOIIHX
¢bupM U T.11.)

barter - MeHOBast TOprowisi, OapTep, HATYpaIb-
HBIM [OapTepHbIii] 0OMeH, ToBapooOMeH (0OMeH
TOBapa Ha TOBap 0€3 UCMOJIL30BaHMs JCHET; (hop-
Ma BCTPEYHOW TOProOBIIH)

behavior - 006pa3 nelicTBuil, HOCTYNKH; MaHEPHI;
TIOBEJICHUE

beneficial - BbIrOJHBIN, MOJIE3HBINA, NPUOBLIL-
HBIH; OIarOTBOPHBIN

benefit - mocobue (cTpaxoBoe mo 6e3padoTU-
11e, Mo OOJIE3HU | T.I1.)

beta testing - Gera-TecTUpOBaHME, ONBITHAsS
SKCIUTyaTanus (MperBapuTeIbHOE TECTUPOBA-
HUE allapaTHBIX M MPOTPAMMHBIX H3JIEIHN
M30paHHBIMU TOJIE30BATEISIMHU C IIETBIO BBI-
SIBJICHUSI HEJOCTAaTKOB M BO3MOYKHOTO YCO-
BEPIIICHCTBOBAHU )

blend - cmemmBath

blended - cmemansbIi

blurry - pacruibiByaThIit

board of directors - coBeT T1peKTOpPOB
bolster - moaepxuBaTh, IOMOrarh

book keeping - Oyxranrepusi; C4€TOBOICTBO
borrow - 3aHumars
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bottler - 3aBo/1 6€3a7KOTOJIBLHBIX HATUTKOB
bottom line - urtor; cyrb nena; omnpenensro-
it pakrop; yncTast npuObLIb

branch - orpacnb, noapasznenenue; oTaene-
Hue, puiran

brand loyalty - npuBepxeHHOCTb Mapke  (T10JI-
Jep’KKa MOTPEOUTENIIMA OTIPEJIETIEHHOM MapKu
W TIPOJYKTA; SIBIISCTCS PE3yJIbTaTOM YIIOBJIe-
TBOPEHHOCTH TOTPEOUTENICH TOBapamMu JaHHOM
MapKH W TMPUBOAUT K POCTY IMPOJAK TOBAPOB
JTAHHOW MapKH)

break-even - 0e3yOBITOYHOCTH, CaMOOKYIIac-
MOCTb (COCTOSIHHE, TIP{ KOTOPOM PacXo/Ibl PaBHBI
JI0X0JiaM, T.€. KOrJia HET HU MpUObLIM, HU YOBIT-
Ka; Takke OObeM JeATEIbHOCTH, MPU KOTOPOM
HACTYIAeT TAKOE COCTOSHHE)

breakthrough - nipopeIB, nocTmxeHue, ycnex;
OTKpPBITHE

breweries - nuBoBapuu (nmo NAICS 2002:
COBOKYITHOCTh OpTaHM3AlHiA, 3aHUMAIOIIHX-
Csl MPOU3BOJICTBOM COJIOJIOBOIO IMHUBA, 3JIS U
0€3aJIKOTOJILHOTO NTUBA)

bribery - nava unu nosnydeHue B3SITKU, B3S-
TOK; B3SITOYHHYECTBO

bureaucracy - 6ropokparus (corjiacHo

M. BebGepy: Mojaenp oOpraHu3aluu, OCHO-
BaHHas Ha QOPMAIBHBIX, O00E3IIMYCHHBIX
npaBwiax (IMOJIOKUTENIBHOE CBOMCTBO CO-
BpPEMEHHOTO 0€eccOoCIOBHOTO OOIIEeCTBa, B
KOTOPOM BCE paBHBI Tepell 3aKOHOM), T
MIPOJIBIDKEHNE BO3MOXKHO HCKITIOYHTEIBHO B
CHITYy KBAIM(UKALHMH;, B dTOW MOJENH TPH-
CYTCTBYIOT JieTalbHasi CTPYKTypU3aIUU Op-
TraHU3alUA M YETKOE OIHMCAHHWE POJH Kax-
JIOTO €€ JIEMEHTA)

bushel - 6ymens (mepa emxocTr = 36,3 1);
00JIBIIIOE  KOJIMYECTBO, MHOXECTBO (Yero-
160)

business - Ou3Hec, npeanpUHUMATENbCKAS
JEATeIbHOCTh; TOPTOBIIS, KOMMEPIHS; KOJIH-
YEeCTBO TPOJIAHHBIX TOBAPOB HIIM YCIYT; Je-
JIOBasi aKTUBHOCTH; TPOMBIIINIEHHOE HIIH TOP-
roBO€ MpeanpuaTue; pupma, KOMITAHUS
business edge - cepbe3HO€ KOHKYpPEHTHOE
MPEUMYIIECTBO; CUIIbHAS CTOPOHA

business environment - yci0Busl [BHELIHSS
cpena] Oousneca (m00bIe BHEIIHUE MO OTHO-
HIEHUIO K pupme (aKTOphl, MPSIMO HIU KOC-
BEHHO BIIMSIOIINE HAa €€ JCSTeNbHOCTh (Ha-
npuUMep, MPEIIOKEHHE CBIPhS, CIPOC Ha
MPOAYKIIMIO, HAJOTOBOE 3aKOHOAATENbCTBO
U T.II.; TEPMUH HCIIOJB3YETCS YacTO KaK CH-
HOHMM macroenvironment, XxoTsi business
environment uMeer OoJiee MIMPOKOE 3HaUe-
HUE))



business trust - Tpect (BHI 3KOHOMHYECKOTO
OOBEIMHEHNSI, TIPU KOTOPOM BXOJSIINE B HETO
TIPSANIPUATHAS WM (QUPMBI TEPSIOT CBOIO KOM-
MEpUECKYI0  CaMOCTOSITENIBHOCTB);  KpYITHAsI
MPOMBIIUICHHAST ~ MOHOMONMS,  OObeINHEHHE
KOMITAHUH B TIEJISIX PETYIMPOBAHUS 1IEH U 00be-
MOB ITPOU3BOJICTBA B KAKOW-TMOO OTpaciiu
business unit - opranuzanuoHHas €IUMHMIIA
(ToproBasi WM TPOMBIIUICHHAS), IO/ pa3/iese-
HUe WK Guinrai GUPMBbL; J0UEPHSS KOMITaHUS
business-to-business (B2B) - "O0m3nHec mis Om3-
Heca" - B3aMMOJEHUCTBUE MEXKTY IpeInpusThs-
MH; CXeMa OpPraHW3allH TAKOTO B3aUMOJICHCT-
BUS, B TOM YHCJIC C TIPUBJICYCHUEM WHTEPHET-
PECYpPCOB; DJIEKTPOHHAS TOPIOBISA TIO CXEMe
"mpennpusitue - npeanpusTue'; MEXKOpIopa-
TUBHAs AJICKTPOHHAsT TOPrOBJIS; ONTOBAs AICK-
TPOHHAsI TOPTOBJIS; JIEKTPOHHAST OUpIKa
business-to-consumer (B2C) - "Ou3Hec s 110-
Tpebutens" - B3auMoIeHCTBUE MEXTy IIPEAIpU-
ATHEM W TOTpeOHTENeM; CXeMa OpraHH3alid
TaKOTO B3aMMOJICHCTBHS, B TOM YHCIIE C TIpH-
BJICUCHUEM HHTEPHET-PECYPCOB;  PO3HHYHAS
ANIEKTPOHHAsT TOPrOBIIS; PO3HUYHBIA MHTEPHET-
MarasuH

business-to-government (B2G) - "Omnec

JUIs TIPaBUTENbCTBA" - B3aUMOJCHCTBUE MEXITY
OM3HECOM W TIPABUTEIIHCTBOM; CXEMa OpraHm3a-
MM TAKOTO B3aMMOJICHICTBUS; CHCTEMBI HJICK-
TPOHHOW KOMMEPIIMH, OOCITY)KHBAOIINE TIPeIi-
MPUHUMATEITLCKUE CTPYKTYPBI, C OAHOW CTOpO-
HBI, ¥ TOCYYPEKJICHUS - C IPyron

buyer - 3akymmuk (COTpYAHHMK OT/AeNa CHAO-
KEHHS KOMITAaHUH WM MarasuHa, padoTa Ko-
TOPOTO 3aKITFOYAETCS B 3aKYIKE TOBApOB LIS
KOMITaHUU (MarasuHa); OTHOCHUTCS K TpyIIIe
"CIIeMaIbHOCTH, CBS3aHHBIE C MEHEIKMEH-
TOM IO 3aKynKam"

by any means - kakuM Obl TO HU ObLIO 00pa-
30M; JIFOOBIM CITOCOOOM

by-product / byproduct - mo604YHBINA TPOTYKT

-C-
calculated risk - oOgymaHHBIN pUCK; pPUCK C
TOYHO PACCUUTAHHBIMM IIIAHCAMHM Ha YCIIEX;
pac4eTHBIN PUCK
capital - kariuran
capital goods - WHBECTHIIMOHHBIC [KaIUTaJb-
HbI€| TOBapbl, CPEACTBA MPOM3BOJICTBA (TOBApHI
JIOJITOCPOYHOTO  WCIIOJIB30BaHUS,  HArpuMmep
IIPOU3BOJICTBEHHOE 00OpYIOBAaHUE, 3aBOJI, JIPY-
TM€ XO3SIMCTBEHHBIE ITOCTPOMKH, aJMHUHHUCTpa-
TUBHBIE TIOMEIIEHHS U T.11.)
cargo - rpy3
cash - neHbpru; HaMMYHbBIE TEHBIU

cash-disbursement - 1eHexHbIe BBIILIATHL [pac-
X0/bl| (CBSI3aHHBIE C OIUIATOM CYETOB MOCTAaB-
IIMKOB, BBITUIATOMN 3apabOTHOM TUIATHI U.T.11.)
cash-receipts journal - >)xypHas 1€HEXHBIX TO-
CTYIUIEHUH (KypHaJl, B KOTOPOM YYMTBIBAIOTCS
BCE MOCTYIUICHUS] JICHE)KHBIX CPEACTB, B TOM
quciie OT MOKYIaTeseH, TOKHUKOB U T.11.)
casual - ciryyalinbiii, OecCUCTEeMHBIH, Hepery-
JISIPHBIA; CBOOOHBINA, HEO(PUIIHATILHBIN; TTOBCE-
JTHEBHBIH, HenapaHblii (00 oexie)

chain of command - nopsiI0K cONoUUHEHHO-
CTU B OpraHu3alluy; Lelb MHCTAHLMI; CKaJsp-
Hasi HOYMHEHHOCTb, CKAISIPHAs LIeMb (MepapXust
YPOBHEH ymIpaBiieHUs, CO3JaBaeMasi JeJIerupo-
BaHMEM IOJIHOMOYMIA 1 OTBETCTBEHHOCTH)
challenger - peiHOUHBII npeTeHeHT (PupMa B
oTpaciy, KoTopasi Oopercs 3a yBEJIWYEeHHe
CBOEH PHIHOYHOM JI0JM, 32 BXOKJICHHUE B YHCIIO
JTUJEPOB; Takas GupMa IOJHKHA 001aaTh OIl-
pPEAETCHHBIMU IPEUMYILECTBAMH IE€PE]l pbI-
HOYHBIM JIUJEpOM (TpeasiaraTh JIy4IlIdid MHpo-
IYKT, TpoJiaBaTh MPOAYKT MO Oosiee HU3KOU
LIEHE U T.JI.), YTOOBI JOCTHYb CBOUX LIEJIEH )
charge - Ha3HauaTh, 3anpaIMBaTL LEHY
charitable - GraroTBopuTenbHBIN

Chief Executive Officer (CEO) - (riaBHbli)
WCIOJIHUTENbHBINA JUPEKTOP (OAUH U3 PYKO-
BOJUTENIEH KOPIOpALUK, OTBEYAIOUINI 3a Oc-
HOBHYIO 4YaCThb €€ TEKYIIEeW [eATelIbHOCTH);
reHepaibHbIA JAUPEKTOP (KOpIOpaluu); Au-
peKTop-pacnopsiauTensb ((pUPMbI); AUPEKTOP
(npeanpusTus)

Chief Financial Officer (CFO) - (rnaBHblif)
(UHAHCOBBIN JUPEKTOp (OAUH U3 PYKOBOJUTE-
JIeW KOpIOpalyy, OTBEUAIONIUN 32 (PMHAHCOBBIC
BOIPOCHI); BUIIE-NIPE3UACHT KOPIOPALMU 1O
(¢uHaHCaM; 3aMeCTUTENb AUPEKTOpa MO (PUHAH-
COBBIM BOTIpOCaM

Chief Information Officer (CIO) - (rnaBHbIi1)
JMPEKTOP MO0 UH(OPMAILIMOHHBIM TEXHOJIOTUSIM
(oTBeyaromMii 3a MPUOOPETEHUE U BHENIPEHHE
HOBBIX TEXHOJIOTHIA, 32 yHpapjieHue UHpopMaru-
OHHBIMH pecypcaMu); TJIaBHBIA YITPABIISIOLINIA
1o uHdopmarmu

Chief Operating Officer (COQ) - (r1aBHbI)
OTIEpPaLlMOHHBIN TUPEKTOp (OAMH U3 PYKOBO-
JUTENIe Kopropalyy, OTBEYaroIIii 3a MoBce-
JTHEBHbIE OIEpaluy, 3a TEKYUIYIO JeATelb-
HOCTB); 3aMECTUTENb JIUPEKTOpa MO MpPOou3-
BOJICTBEHHBIM BOIIPOCaM; HCIIOJIHUTEIbHBIN
JTUPEKTOP

citizen - rpax1aHuH

civil servant - rocynapcTBeHHBIN CiTyXKaIIui,
YUHOBHUK; COTPYAHUK MEXIYHApOJIHOU opra-
HU3aLUU
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Civil Society Organization (CSQO) - opranmza-
Usl TpaKIaHCKoro oOrmiecTBa (J1r00asi opraHu-
3anus, J0OPOBOJILHO CPOPMHUPOBAHHAS TPaKIa-
HAaMH; HE TIPECIIE/IyeT CBOCH IENIbI0 M3BJICUCHHUE
NpUOBLTM ¥ HE pacCMaTPHBACTCS B Ka4eCTBE CO-
CTaBILIFOLIEH TOCYJAPCTBEHHOTO CEKTOpa WIIH
00BETMHEHUS TTPEIPUHUMATETICH)

clerical - oucHbIi, KaHUEIAPCKUIA, KOHTOPCKUIA
co-owner - COBJIaJIeIell

coaching - KypaTopcTBO, HMHCTPYKTHPOBAHHE,
HACTaBHUYECTBO (MeTo/1 00yueHus 6e3 OTpbIBa OT
MPOM3BO/ICTBA, TJIE MPOU3BOJICTBEHHBIN PYKOBO-
JMTENh CaM  KOHCYJIBTHPYET MOJYUHEHHOTO |
MIOMOT'aeT €My OCBOMTH HEOOXOIMMbIE HABBIKH )
coercion - IPUHYXJCHUE

coincide - coBnayatsb

commodities - CbIpbe, CHIPbEBBIE TOBAPHI
community - MECTHOE COOOIIIECTBO, HACEIICHHE;
0011ecTBO, 00IIECTBEHHOCTh, HAPO/T, TPKIAHE
compartmentalize - oTiensTH

compensating - KoMIeHcarus

compete - KOHKypUpPOBaThH

competing - KOHKYPHPYIOIIHIA, CONEPHUYAFOIINI
competition - KOHKypeHIIUS

competitive - conepHHYArOMNN; KOHKYPEHT-
HBIN, KOHKYPEHTOCTIOCOOHBIH

competitor - KOHKYpPEHT

complacent - caMOJOBOJIBHBIN; yCIYKIUBBIM,
IMOYTUTENIHHBIN, JITIOOE3HBIN, 00X0 U TEIbHEIN
completion - 3aBepieHne, OKOHYAHKE; 3aKITIO-
YeHue, KOHell, (puHa

complimentary - GecriIaTHbII; MPUBETCTBEHHBIN
component - KOMIIOHEHT; COCTaBHAas 4acThb,
JeTab; KOMIUIEKTYIOIIEE U3/IeIne

conceive - MOCTUraTh, MIOHUMATh;

JIaTh Hayajo (4eMy-1100); UCIIBITATh,

OIIYTHUTH, TIOUYBCTBOBATh

concerned - UHTEPECYIOIIMICS; 00ECTIOKOSHHBII
conglomerate - TPOMBIIUICHHBII KOHTJIOME-
par; MHOTOTIPO QHITEHAST KOPIOPAITHS
conglomerate merger - o0beIMHEHNE HUYEM
HE CBSI3aHHBIX KOMITAHUIH

consumer - oTpeouTeNb

consumer goods - MoTpeOUTEIbCKHE TOBAPHI,
TOBApBl HAPOAHOTO TOTPEOICHUS

consumer markets - ppIHOK HHIUBUIYTbHBIX
notpeduTene, NOTpeOUTENbCKUIM PHIHOK, PbI-
HOK MOTPEeOUTENBCKIX TOBapOB (cepa Kymim-
MPOJQXH TOBApPOB WHIWBHUIYaIbHOTO H Ce-
MEHHOTO Ha3HAYEHHS: MPOJOBOJIBCTBUS, OJIe-
X161, OBITOBOM TEXHUKH U JP.)

consumer products - TOTPeOUTEITHECKHE TOBAPEI
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consumer services - OTPEOUTEIILCKUE YCIYTH
(yciryrd, mpenocTaBisieMble HACEICHHUIO Bpadva-
MU, TApUKMaxepaMH, XUMYUCTKAMH, MEXaHH-
KaMH, BOJIOIIPOBOTYMKAMH, YCIYTH TIO JIOCTaBKE
TOBApPOB U T.11.)

consumer-to-consumer (C2C) - "morpeOu-
Teb JUIsl moTpedutens” (CUCTeMbl AIEKTPOH-
HOW KOMMEpIIH, TIpeTHAa3HAYCHHBIC JUIS YacT-
HBIX JHUI. JAOCKU OObsBieHud B HHTepHeTe,
AJIEKTPOHHBIE AYKIIHOHBHI)

consumption - motpebieHme

contamination - 3arpsi3sHEHUE; 3apaKeHNE
contemporary - HOBbI, COBpEMEHHbII

controversial - CrHopHBI, COMHUTEIIBHBIN;
JTMCKYCCHUOHHBIN
conventional - OOBIYHEIN, OOBIKHOBEHHBIN;

TPAAUIIMOHHBIN, OOIICTIPUHSATHINA

cooperation - COTpyIHMYECTBO, B3aUMOEH-
CTBUE; OObEIMHEHHE YCUJIUN, COBMECTHBIE
JNEUCTBUS

cooperative - KoomepaTtuB, KOOIEPaTUBHOE
o0rm1ecTBO (HOOPOBOIBHOE OOBEAUHEHHUE JIFO-
JIE WIIM MEJTKUX KOMITAHUM C LIEIbI0 OpraHmsa-
MM TPOU3BOJCTBA U IPEIOCTABICHUS BCEM
Y4aCTHUKAM 3TOT0 00bEeUHEHHS (WIeHaM KOO-
neparvBa) Kakoi-nubo yciayru Ha Ooliee BbI-
TOJTHBIX YCJIOBHUSIX, YeM OHHM MOTJIH OBbI IOJTY-
yuTh 0€3 CO37aHus KoornepaTrBa (TIpH MOKYIIKe
ATOH yCIyTM Ha pPbIHKE); HalpUMep, Koomepa-
TUBHBIM OaHK, CO3JAHHBIA IS ITOBBLIIICHUS
MPOIIEHTAa MO BKJIaJaM M CHIDKEHHS IPOLIEHTa
10 KpeuTaM CBOMM 4JIEHaM, OTPEOUTENBCKOE
OOIIECTBO U1 COBMECTHBIX 3aKyIOK TOBAapoOB,
CEJIbCKOXO3SMCTBEHHBIM KOOMEpaTUB Ui CO-
BMECTHOM NPOJAXKH MPOAYKLIUH, KWIALIIHBINA
KOOIIEpaTHB U T.II.; B @aMEPUKAHCKOM 3aKOHO]Ia-
TEJNBCTBE KOOMEPATHB MOXKET OBITh WHKOPIIO-
PUPOBAHHON KOMIIAHUEH)

coping - mpucrocoOIeHne

copyright - aBTOpckoe npaso

core - CyTh, CYIIHOCTb; OCHOBHOMW, LEHTpalb-
HBIN

core business function / principal activity -
OCHOBHasl JIESTENbHOCTh (OCHOBHOM BUA Jes-
TEJIbHOCTH, KOTOPBIM 3aHsTa KOMIIaHMS, T.€.
KOMITaHHsl CHELUAIM3UPYETCsl Ha OCYILECTBIIE-
HUU JTAHHOW JEATENTLHOCTU (HAampuMmep, Ha Tpo-
M3BOJICTBE aBTOMOOWIIEH, Ha 100bIue HeTH, Ha
TOProBJji€, Ha (PUHAHCOBBIX yCIIyrax U T.I1.) U To-
Jy4aeT OT Hee OOJIBIIYIO JIOJII0 JI0X0/a, YEM OT
KaKUX-TMOO JIOTIOJTHUTEILHBIX BUJIOB IS TEIb-
HOCTH)



corporate culture - KoprnopaTuBHas KyJbTypa
(cBog HamnOosiee BaKHBIX IMOJIOKECHUN JIEATEIIh-
HOCTH OpraHH3alliH, ONpeNesieMbIX €€ MHCCH-
€l U CTpaTerueil pa3BUTHUs U HAXOISAIIMX BbIpa-
KEHHE B COBOKYITHOCTH COLIMAJIBHBIX HOPM M
[IEHHOCTEH, pPa3/eNsIeMbIX OOJBITMHCTBOM pa-
OOTHHUKOB)

corporate governance - KOpIiopaTUBHOE YIIpaB-
neHue (pacnpereiieHHe BIIACTHBIX TTOJTHOMOYHI
B KOPIIOPAITNH, TIPESKJIE BCETO MEXITy MEHEDKe-
paMu U aKLIMOHEPAMH )

Corporate Social Responsibility (CSR) - xop-
MOpaTHBHAS COLMATIbHAST OTBETCTBEHHOCTH, OT-
BETCTBEHHOCTh OHM3HECA Mepe/1 00IIeCTBOM
count - IEPECUUTHIBATH; BBIYUCIISTH, TIOJICUHUTHI-
BaTh, CUNTATh

creativity - TBopuecTBO (Ipo1iecc); KpeaTUBHOCTh
(CBOMCTBO JIMUHOCTH); CIIOCOOHOCTH K TBOPYECTBY
cross-fertilization - B3aumHoe pa3zBuTue
crowdsourcing - KpayJICOPCUHT 110 aHAIOTUU

¢ ayrcopcuHroMm (outsourcing) - TpPUBIICUYCHUE
PaOOTHHUKOB-I00POBOJIBIIEB, YAaCTO HEKBATU(H-
LMPOBAHHBIX HMHTEPHET-TIOJIL30BATEIICH, HaIpH-
MEp ISl HAIOJIHEHUST CaliTa TEM WJIM UHBIM KOH-
TEHTOM; PacxXolbl Ha COJACP)KAHHE TaKUX He-
IITaTHBIX COTPYTHUKOB MUHUMAJTEHBI

crude oil - cbipast, HeounIIeHHAs HEPTH

curb - o0y3nanue, crepkuBaHue (4ero-iioo);
00Yy3IIbIBaTh, CICPKUBATH, YKPOIIATh, YCMUPSITH
current - TEKyIIM, JaHHBIA, COBPEMEHHBIN;
JIECTBUTEIbHBIN; IEHCTBYIOIIMI

customer - MOKyNarelb; MOTPEOUTEND; 3aKa3-
YHK; KIIMCHT

customer base - KTMeHTypHasI [ KITMEHTCKas |
0a3a (COBOKYITHOCTh BCEX KIIMEHTOB JJAHHOM KOM-
TIaHUHN)

customization - MouUKaIysa B COOTBETCTBUU
C TpeOOBaHMAMH 3aKa3UMKa

customize - HacTpauBaTh (aJanTHPOBaTh, MO-
T(UIMpOBaTh) B COOTBETCTBUU C TpeOOBaHMS-
MU 3aKa34rKa

cutting edge - nepeHuMii Kpa, IEHTP AEATEITb-
HocTH; at the cutting edge - Ha mepeHEM Kpae,

B aBaHTap/Ie

-D-
deal - cenka, cormnammenue, norosop; deal with -
UMETh €10 C (KeM-IH00); MOIb30BaThCs YCIy-
ramy, ObITh KJIMEHTOM (KakoH-1M00o KoMIia-
HUU), COTPYIHIUYATH C (KaKOU-JINOO KOMITAHUEH )
defect - HencripaBHOCTH, OBPEXKICHUE, TIOJIOMKA
definition - onpenenenue, popmynrpoBanue
(mportecc); neuHutEs, GopMyITHPOBKA
delivery - mocraBka, JocTaBKa

demand - cipoc

department - oTen; OTJACICHHE; YIIPABJICHHUE;
cmyx0a; 1ex; (axynpTeT; Kadeapa; BeIOMCT-
BO, JICTIapTaMEHT, MUHUCTEPCTBO
departmentalization - nenaprameHTanM3anys,
BBIJICTICHHE (pa3/IeIeHIe OPTraHu3aIiu

Ha OTJEJbI, BBIICIICHUE TPYIIIT)

derivative - mpow3BO/HBIN, BEIBEJICHHBIN, BTO-
PHUYHBII; HEOPUTMHAITLHBIN, GaHATBHBIN
detriment - yep06, Bpen

develop - pa3BuBarh, COBEpPIICHCTBOBATH
devotional - penurno3usIif; 61ar0YeCTUBHINA
digital - uudposoit

diminish - yOobIBaTh, yMeHbIIATbCS

direct marketing / telemarketing - npsmoit
MapKeTUHT 1o TenedoHy, TenedoHHbIH Map-
KETUHT, TEJIEMapKETUHT (HMCIOJIB30BAHUE Te-
nedoHa U TeIEKOMMYHHKAIIMOHHBIX TEXHOJIO-
T'Hid COBMECTHO C CHCTEMaMH YIIpaBJICHUsS 0a-
3aMH JAHHBIX MJIS TaKUX MapKETHHTOBBIX
GyHKIMH, Kak MMpojJaka TOBApOB M YCIYT TI0
TtenedoHy; opraHm3anus TeleQOHHBIX IIEH-
TpPOB OOCITY’)KHBaHUS, IPOBEICHHE MapKETHH-
TOBBIX OIPOCOB, cOOp M 00paboTka HEOOXO-
IUMoi nHpopmanun)

directive - nupexTuBa, pykoBojdIee yka3a-
HUE, PACIOpsHKEHUE, WHCTPYKIUS; OIpese-
JAIOWAN  HAlpaBJI€HUE, HaAINPABJISIOUINN;
YKa3bIBaKOIIU I

directly - coBepiieHHO, MpsSMO; HEMOCPe/CT-
BEHHO

disadvantage - Hey100CTBO, HEBBITOIHOE  TIO-
JIO)KEHHWEe, HEOJIaronpusaTHOE YCIIOBHUE, Oaphep,
romexa, Tperpaja, NpersTCTBUe, 3aTpyIHEHNE,
Bpe, yuiepo, ypoH

discount - ckuika, yMEHbILLIEHHE LICHbI
dismissal - yBonbHEHHE; OTCTaBKa; COKpAIICHHE
dismissing - yBonpHEeHME
dissatisfied - Hey10BIETBOpEHHBIH,
HBI, pa310Ca0BaHHBIN (4eM-JT100)
distinguish - pa3nuunTh, HAXOAUTH OTIUYHMS;
pacro3HaBaTh; XapaKTepU30BaTh, CIY)KUTh OT-
JMYUTEIBHBIM TIPU3HAKOM

distribution - pacripoctpanenue

distribution channel - kanan pacnpenene-
HUS - DJIEMEHT BHYTPEHHETO TOPrOBOTO arl-
napata Gupmbl 1100 TOPTrOBBIA MOCPETHUK,
4yepe3 KOTOPOTO OCYIIECTBISETCA pealn3a-
U OTIPEENIEHHOTO BUAA MPOJYKIIUU OTIpe-
JICJICHHOM TpynIe IOKylaTejael; COBOKYII-
HOCTh HE3aBUCHUMBIX OpraHU3alluii, ydacrt-
BYIOIIMX B MPOIECCE MPOJIBMKCHHUS TOBapa
WIH YCITYTH OT MIPOU3BOTUTEIS

HCI0BOJIb-
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diversity - pasnooOpasue, MHOrooOpaszue; pas-
HECEHME; Pa3IMuKe; pa3HOPOAHOCTD

dividends - nuBuaeHbI (4acTh MpHOBLIM, pac-
npeiessieMasi €KeroHO MEXK/1y aKLOHEpaMu )
division - nenenue, pazaeneHue; pacrpesene-
HUE; CEKIWs, OTIET, OTICNICHnEe (B y4upexsie-
HUM); pummran

divisional structure -BU3HOHANIbHAS OPraHU-
3allMOHHASA CTPYKTypa [opraHu3anusi| (opraHu-
3aI[MOHHAs CTPYKTYpa, COCTOSIIAS U3 JIBYX WU
Ooyiee TOPA3ICICHUM, KaKIOE W3 KOTOPBIX
JOCTaTOYHO HE3aBHCHMO W OTBEYACT 33 KOH-
KpETHBIC HAIPaBIICHHUS SSITCITBHOCTH WIIH TIPO-
W3BOJICTBO KOHKPETHOTO BHJIA ITPOTYKIIHH )
domestic - BHyTpeHHMIA; OTEYECTBCHHBIHN, Ha-
XOJISIIIMICS B MpeJienax CTPaHbl; JOMAaIIHHI;
CceMeHHEBIN; OBITOBOM

domestic business - oTeuecTBEeHHBIN OH3HEC,
OTEYECTBEHHOE MPEIIPUHIMATEIBCTBO (TIPei-
MIPUHAMATEIILCKAS JISITeILHOCTh, OCYIIECTB-
JsieMasi Pe3UJICHTaMU Ha BHYTPCHHEM PBIHKE
CTpaHbl)

dot com - UHTEPHET-KOMITaHUs, JOT-KOM KOM-
MaHusl, Bexylas OW3HEC HCKIIOYHTEIIBHO B
Wurepnere. Takoe Ha3BaHHE 00pa30BaJIOCh 110
pacmmpenuto COM  (commercial), kotopoe
HCXOJHO MMEET MHTEpHEeT-apeca KoMMmepde-
CKUX KOMIIaHUH

downsizing - cokpamenue mrara. [lomuTrue-
CKHH KOPPEKTHBIM TEpPMHH, O3HAYaIOLIUI
0OBIYHO MaCCOBOE YBOJIbHEHHE PAOOTHUKOB
downturn - cnaja (Ae10BOil aKTMBHOCTH), T10-
HIDKCHUE, YMCHBIIICHHE

durable goods - (moTpeOHTETHCKHE) TOBAPHI
JUTUTEIEHOTO TIOJIb30BaHUS (TOBAphl, KOTOPBIC
HE M3HAIIMBAIOTCS TIOJHOCTHIO B TEUCHHE T0JIa
Y MCTIOJIB3YIOTCSI B TCUCHHUE OTHOCHTEIILHO JJTH-
TEJILHOTO TIEPUOJIa BPEMEHH: TEICBU30PHI, ObI-
TOBBIE IPUOOPHI, KOMITBIOTEPHI, MEOEND U.T.]1.)
duty - gonr, 00s3aTenbCTBO; CIIyKeOHBIE 005-
3aHHOCTH; JIGKYPCTBO

-E-
e.g. - HarpuMep

earn - 3apabaTbIBaTh

ecological / environmental sustainability -
9KOJIOTMYECKasi YCTOMYMBOCTh, YCTOMYHBOCTH
OKpY>Karolleil cpenpl (Ipeamnonaraer mnojanep-
KaHUE HKOJIOTMYECKOW IIETTOCTHOCTH W 3aria-
COB IIPUPOJTHBIX PECYPCOB)

efficiency - > dexTuBHOCTD, TIPONU3BOIUTEIH-
HOCTh, TPOJYKTUBHOCTB; JEIOBHTOCTh, yMe-
JIOCTh, PabOTOCIIOCOOHOCTH; KYJIbTypa TPY/Ia,
KyJbTYpa IPOU3BOJICTBA
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efficient - nelicTBeHHBINH, pe3yIbTATUBHBIN,
3¢ deKTUBHBIN

employee - cayxammii; paboTaronuii Mo Hau-
MY, COTPYIHUK

employment - 3aHATOCTb

employment opportunities - BO3MOKHOCTH B
001acT TPyI0yCTPONCTBA

enable - gaBaTh BO3MO’KHOCTH;, BKIIIOYATh,
3ammyckaTh B pabory (kakoe-1nbo ycTpoucT-
BO)

engage - TPUBJICKATb, YBJEKAaTh; 3aHUMATB;
3aHUMAThCSI 4YEM-JTN00, OBITh 3aHITHIM YEM-
100; UMETh KaKyro-1100 mpoheccrio
enhance - yBenWuMBaTh, YCWJIHMBATh, yIyd-
marh (OOBIYHO KaKOe-TMOO IMOJIOKUTEIbHOE
CBOMCTBO); MOBBIIIATH (LIEHY); PACTH B LIEHE,
JIOpPOXKATh

ensure - rapaHTHPOBAaTh, 0OECIICUNBATH; 3aCTPa-
XOBaThcs, 00e3omacuTh cebs (0T uero-mbo);
YIIOCTOBEPUTHCS, YOSTUTHCS (B 4EM-T00)
entail - Bjeub 3a c060i1, BbI3bIBATH (UTO-TIHO0)
enterprise - (IPOMBIIIJICHHOE ) IPEANPUSITHE
(pabpuxa, 3aBox); pupma, KOMITAHUS
entertain - 3aHUMaTh, pa3BieKaTh

entity - opranu3zanus

entrepreneur - nNpeapUHUMATEID
entrepreneurship - npempuHIMATETHCTBO
environment - OKpy)XeHHE, OKpYKarommas 00-
CTaHOBKa, OKpYKarolllas cpeaa
environmentalism - >HBaiipOHMEHTAIN3M, HH-
BalpOHMEHTAIN3M (HMICOJIOTHS 3AIUTHI OKPY-
JKaIOMIeH cpelpl); ABWKECHHUE B 3aIIUTY OKPY-
YKArOIIEeH Cpebl

equilibrium - paBHoBecue, 6ananc

equipment - o0opyioBaHre, OCHAIIIEHUE; Ma-
TepuallbHast YacTh

essence - CyIiHOCTb, CYIIIECTBO, CYTh
establishment - yupexxnenue, opranu3aius
exchange rate - BaIOTHBIN Kypc

executive - JJOJDKHOCTHOE JIMLIO; PYKOBOJIUTENbD;
aIMAHUCTPATOP (KAKOTO-TTHO0 YIPEIKICHNS)
exemption - ocBoOOX/IeHKE (OT HaJIOTa U T.11.)
exhaustive - wucuepnbiBaromuii, BCECTOPOH-
HUM, 0O0CTOSITENLHBIN, ITOJHBIN; UCTOIAIOIIAN
(cubl, pecypcbl)

expand - pacTATHBATBCS, PACHIUPATHCS; YBE-
JMYUBATHCS B 00BEME, pa3Mepax, KOJINIECTBE;
pa3BUBATHCS

expansion - SKCITaHCHsI, POCT, Pa3BUTHUE; YBE-
nu4yeHue (B pazmepe, o0beme, KOJTHMIECTBE)
expenses - pacxXo/Ibl, TPAThI

expenses / costs - pacxo/ipl, U3/IeP>KKHU, 3aTpaThl
expert - 3HaTOK, AKCIEPT; MacTep, CHEIHAIIHCT;
OIIBITHBIH, UCKYCHBI; KBATU(PUIIMPOBAHHBII



expertise - sKcrepTH3a; SKCIEPTHAs OIICHKA;
YEJIOBEUECKUI OIIBIT, 3HAHUE Jela; KBaIU(u-
Karysi, KOMIIETEHTHOCTh, KOMIICTCHIIUS
exploitation - ncnonp3oBanue, ynorpedieHue,
IKCILTyaTaIus

expose - jenaTh BUAUMBIM, OOHaXKATh; MOKa-
3bIBaTh, BHICTABIIATH HATIOKA3

extended support - yciyru JONOJHUTEIBHOU
MO JIEPIKKH

external - BHEIIHMI, HapyKHBIN, TOBEPXHO-
CTHBIN

external environment - BHelHss cpena (opra-
Huzaimn) (PakTopbl OKpYXKAIOMIEH Cpepl, Ha
KOTOpbIC OpraHu3alys NPAKTHUYECKH HE B CO-
CTOSTHUHM TIOBJIMSITH, @ MOYKET JIMIITH TIPOTHO3ZUPO-
BaTh Y MPHUCIIOCAOIUBATHCS K UX H3MEHEHHSIM)
extract - moxy4arb, U3BJI€KaTh, JOOBIBATH

-F-

face - crosTh NMIIOM K JHIly, BCTPEYATHCS;
ObITh OOpalIeHHbIM (K KOMY-JIMOO / uemy-
1160); ObITh HMOBEPHYTHIM (B OIpPEIEICHHYIO
CTOPOHY); CTaJIKUBATHCS

facilities - cpenctBa oOcmyxuBanus; 060py-
JIOBAHUE; COOPYKEHUS; IPUCIOCOOIEHHUS; YCT-
pOMCTBA; YCIIOBHUS

factors of production - ¢akTops! pou3BOACT-
Ba

factory floor - nmpou3BO/ICTBEHHbIE MOMeILle-
HUs (B OTJIMYME OT aJIMUHHUCTPATUBHBIX); 3a-
BOJICKOH 11€X; paOOTHUKH MpennpusaTus (B oT-
JIM4KE OT YIPAaBJISIOIIEro epcoHaa)

failure - neynaBmeecs nemo, Heymada, HEycC-
nex, MpoBal

fair - spmapka; TOproBo-IpOMBILILIEHHAS
BBICTaBKa

feature - ocoOGeHHOCTB, XapakTepHas 4YepTa;
JeTalb, TPHU3HAK, CBOWCTBO; OCOOEHHOCTH;
oOmmii BUg

fee - Bo3HarpaxxaeHme; TOHOPApP; KOMUCCHS
feedback - oTKIIHK, OT3bIB, OTBETHAS PEAKIINS;
oOpaTHasi CBS3b, CBS3b IMPOHM3BOIUTEINS C I0-
TpeduTenem, nHGopMaIys OT MOTpeOUTENs
figure - nudpa; nurocTpanus, puCyHoK ; aua-
rpamMmMa, 4epTex

final accounts - oxoHYaTenbHas OTYETHOCTH
(uHaHCOBast OTYETHOCTH, COCTaBIIsIEMasi B KOH-
11€ OTYETHOTO Teproa (0OBIYHO B KOHIIE TO/1a))
findings - mnonydeHHble HaHHBIE, AO0OBITHIE
CBEJICHHUSI, BEIBOIBI

finished goods - roroBblie u3enus

firm - ¢upma; ycToiuuBbIi; HENPEKIOHHBIH,
PELINTENBHBIN; IPOYHBINA, TBEPIbII

fix - mpuBOANTH B MOPSIIOK; HATAXHUBATH, pPe-
T'YJIIMPOBATh; PEMOHTHPOBATh, YAHUTH

flat organization - muiockas opraHuzanus
[cTpyKTypa, OpraHu3alMOHHAas CTPYKTypa]
(opranuszanMoHHas CTPYKTypa, KOTopas Xa-
paKkTepu3yercs  MEHBIIUM  KOJIMYECTBOM
YpOBHEW yIpaBieHUs, YeM B HEpapXuu
OOBIYHON OpraHu3anuu; OOBIYHO Ipearoa-
raer MeHbIIee KOJIMYECTBO MPOMEXKYTOUHBIX
YIPaBISIIOMINX, T.€. BCE MOJYMHEHHBIE MOJ-
paszieneHuss WIA TPYNIbl HMEIT OJHOTO
TJIABHOTO YIPABJISIOIIETO)

flaws in fabric - Opak B Tkanu

fluctuating - koneOmrommMiics

fluctuation - xosne6aHue; HEYCTONUNBOCTD
follower - priHOUHBI MOcenOBaTeNb (prupma B
OTpaciy, KOTOpas IMPOBOAUT HOJMUTUKY CIE0-
BaHMs 3a PHIHOYHBIM JIMAEPOM; Takas (upma
MIPEANOYUTAET COXPAHSITh CBOK PHIHOYHYIO JO-
JII0, HE PUHUMAsl PUCKOBAHHBIX PELLIEHUI)
foster - moowpsTh, NOOYKAATh, CTUMYJIUPOBATH;
0JI00pSITh; BOCIIUTBIBATh, 00y4aTh, PACTUTh
franchise - Gpanuaif3uHr (crienMaIbHBIN BUT
JUIEH3UPOBAHUsS, KOI/la KOMIIaHUS - BllaJie-
JIel] U3BECTHOM TOProBOW MapKH MpenoCcTaB-
JSeT ApYrol KOMIIAHUM IpPaBO CTaBUTh 3Ty
TOProBYI0O MapKy Ha CBOIO IMPOJYKLHIO, HO
IIpU 3TOM MOJy4aeT MpPaBO KOHTPOJS 3a Ka-
4ecTBOM (M Tak Jajnee) MpOoAyKLUHUU KOoMIa-
Huu-¢ppaHyaiizepa)

franchisee - ¢panmmzononyuarens, noxymna-
Telb (PpaHIIN3bI; OTIepaTop, MOJIb30BATEND
franchising - noroBop xKommepueckoil KOH-
neccuu, (QpaHyai3uHr (JIMIIEH3UOHHOE CO-
IJIAlIeHNe, MO0Jpa3yMeBalollee HCIO0JIb30Ba-
HUE TOBAapHOT'O 3HAaKa U TEXHOJOTHUH CO B3a-
UMHBIMH 00513aT€IbCTBAMU U JIbIOTAMHU Me-
XKy Nepefarolled U MOoJIyqarolel CTOpoHa-
MH, MpeAOoCTaBisieMOe 3a Iulary U odopm-
JIEHHOE B COOTBETCTBHM C 3aKOHOM O TOBap-
HBIX 3HAKaX)

franchisor - ¢pangaiizep, ¢panmmzogaTeH
(Jmwio, BeITaroliee apyromy Jimny (ppaHyaiizn)
JIMLIEH3HIO Ha ITPOU3BOJICTBO WJIM MPOJAXKY CBO-
ero Topapa (yciayru) Ha OIpEIEICHHON TeppH-
TOPHH)

free - OecruaTHbII

free-flow - Oe3HanOpHBIN; CAMOTEUHBII
freight - nepeBo3ka rpy3os
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fulfillment - peanuzarysi CBOMX BO3MOYKHOCTEH;
YIOBJIETBOPEHHOCTh JOCTUTHYTHIM; BBITIOJTHE-
HUE, OCYIIECTBIICHUE, UCIIOTHEHUE, 3aBEPILICHNE
functional structure - (muHEitHO-) QyHKIMO-
HaJbHas CTPYKTypa (OpraHU3aIlMOHHAS CTPYK-
Typa, COCTOAIIAsI U3 Pa3INMYHBIX OTIEIIOB, Ka-
KB M3 KOTOPBIX OTBEUYACT 32 KOHKPETHYIO
(GyHKIMIO yrpaBiieHus: oTnen (PUHAHCOB, OT-
JeNT TPOJaXK, OTIEN MapKeTHHIa, KOHCTPYK-
TOPCKUI OTIEN U T.I1.)

-G-
gap - JlakyHa, mpoOes, MPOIyCK; TIyOOKOe
pacxokaeHue (Bo B3rJIsax); HEIOCTATOK
gatekeeper - KOHTpOJIEp, TOCPETHUK
gathering - coOpanue, 3acegaHuwe, MUTHUHT;
BCTpeua; coOMpaTesbCTBO; YOOpKa; yoopodHas
generation - moxoJjieHHE
generic - 000OUIeHHBINA, OOLIUH, YyHUBEp-
CaJbHbIN
geographic structure - reorpadudeckas opra-
HU3AIMOHHAsI CTPYKTYpa, OpraHu3alys 1o Teo-
rpaguyeckoMy NpUHLUIY (OpraHM3alMOHHAsS
CTPYKTYypa, TIpH KOTOPOW HMMEETCS YIPaBJISIO-
i - OOIIEHAIIMOHATBHOW  CITY)KOOH, KaKI0e
oJIpa3/ielieHie OpraHu3aluy OTBeYaeT 3a pado-
Ty Ha OTPENIeTICHHOW TEPPUTOPUH (HAIIPHMED, B
MapKETHHTOBOW CITy’)KO€ MOTYT CYIIIECTBOBAThH
HECKOJIBKO  YIIPABIIIOIINX — PETHOHAIBHBIMH
ciry0aMu cObITa, YIPABIISIONINX 30HATLHBIMHU
ciyx0aMu cObITa, PaHOHHBIX YIPABJISIOLIMX O
COBITY ¥ TOPrOBBIX areHTOB); IAHHBIN THIT Opra-
HU3AIMOHHOW CTPYKTYpBI SIBIISIETCS Pa3HOBUJI-
HOCTBIO JIUBU3MOHAIBHOW CTPYKTYPHI M Xapak-
TepeH Uit (pupM, OCYIIECTBISIONINX CBOIO JIes-
TEJIBHOCTh B MacITabax CTpaHsbl)
gift certificate = gift token - momapounsIit
ceptudukaT (CrenuagIbHbIA KyIOH, Y€K Ha OIl-
pEleICHHYI0 CyMMY, BBIITYCKaeMBbIii Marasu-
HOM, TOPrOBBIM IIEHTPOM U T.A., KOTOPBIA
MOXHO OOMEHATh Ha JIF000H TOBAap CTOMMO-
CTBIO B YKa3aHHYIO CYyMMY; TaKOW cepTU(HUKAT
MOJKET OBbITh BpYYEH IOKYIaTEeNII0 B peKaM-
HBIX [ENAX, KaK MPaBWJIO, OH IOKYIAaeTcs ¢
[ENBI0 C/ICNATh TMOAapPOK KOMY-TO, KTO TOTOM
MpUJIET ¢ cepTU(UKATOM B MarasuH U BblOeper
MIOHPABUBIIIHAICS TOBApP Ha JAHHYIO CYMMY)
goods - ToBap(bI)
goodwill of business - "rynsumn", Hemarepu-
aJIbHBIE aKTHBBI (pa3HUIA MEXAY PHIHOYHON
OIICHKOW (UPMBI M1 CyMMOW €€ YHCTBIX aKTH-
BOB); "Heocsa3aeMblil kanutan" (¢pupmsl) (pe-
MyTaIys, IPECTIK, KITUSHTHI, CBS3U H TI.)
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govern - yIpaBJisITh; BIUSITh; PYKOBOJUTb,
HaIpaBJITh; ONPEAEIATh, 00YCIOBIUBAThH
government - IIpaBUTEILCTBO

governmental market - peIHOK rocynapcreeH-
HBIX YUPEXKIICHUH (CIPOC CO CTOPOHBI (penepastb-
HBIX, PETHOHAJILHBIX U MECTHBIX OPTaHOB BJIACTH)
grapevine - CIIyXu, HEIIOATBEP)KICHHBIC
COOOLIeHUS

grazing - BbIrac

grounding - OCHOBHI IIpeIMeTa

guarantees - rapaHTus

guidelines - ocHOBHbBIE / PYKOBOJSIINE MIPUH-
LUIIbI; KypC ACUCTBUI; HOPMATHBBI; PYKOBO-
JSIIKEe JOKYMEHTBI

-H-
harvest - o1, pe3ynbraT (Kakoro-imodo Jei-
CTBUSI, KAKUX-TMOO YCHUIIHI); TIO)KUHATH ILIOJIBL;
pacIiaunBaThes (3a YTo-J11o0)

hazard - puck, onacHocTb

healthcare - 31paBooxpanenue

hierarchy - uepapxus, nepapxuyeckas CTpyK-
Typa (OpraHusanusi, ypoBEeHb); HUHBEPTUPOBAH-
Hasl APEBOBUHASL CTPYKTYpa, IJie HAa BEPXHEM
YPOBHE HAXOJUTCS OJUH WJIM HECKOJIBKO 3Iie-
MEHTOB, MOJ KaKIbIM U3 KOTOPBIX, B CBOIO
ouepelib, OJWH WM HECKOJIbKO 3JIEMEHTOB HU-
JKEJISKAIETr0 YPOBHS (YPOBHEH)

hierarchy / line organization - uepapxus (op-
TaHW3alUOHHAsA CTPYKTYpa, B KOTOPOW YETKO
BBIJICJIEHO HECKOJIBKO YPOBHEW yripaBiieHUs; M.
Bebep B pa3paboTaHHOI MM KOHIIETIIIMU OIOpO-
KpaTUM paccMaTpuBajl MEpapXuio Kak oOIecT-
BEHHOE YCTPOMCTBO, /11 KOTOPOTO XapaKTEPHbI
PaLMOHAILHOCTD U PErJIaMEHTUPOBAHHOCTD)
hire - HaHuMaTh, IpeIOCTABIATH pabOTyY, IpU-
rylaimarh Ha paboTy

hiring - Haem; 10roBOp JAMYHOrO / UMYIIECT-
BEHHOTI'O Halima; IpOKaT

honoree - HarpaxjaembIii

horizontal merger - ciusHMe KOHKYpUPYIO-
X KOMIIaHUH

hostile takeover - BpaxaeOHOE TOTIIONMIEHUE
(OmBITKA MOJIYyYUTh KOHTPOJIb HaJ KOMIIAHU-
€l MyTEM CKYIKH €€ aKIM{ Ha PhIHKE IPOTHB
BOJIM PYKOBOJICTBA WUJIM BEIYLIUX aKLIMOHEPOB
3TON KOMITaHUU)

household - gfomamHee X035ICTBO, TOMOXO035ii-
CTBO (HeOoJbILIasl TPYIMIA JIFO/EH, MPOKUBAO-
IIUX B OJHOM M TOM K€ KIJIHIIE, 00bEIUHSIIO-
IIMX YacTh WM BECh CBOM J0XOJ M UMYILECTBO
U COBMECTHO MOTPEOJSIOUINX OIpEEIeHHbIE
TUIBI MPOAYKTOB M YCIYT, HPEXKAE BCErO K-
JIMUIHbIE YCIYTW U NPOAYKTHI IUTAHUS; pa3iiu-
YaloT CeMENHbIE 1 HECEMENHbIE JOMOX03A1CTBA)



-I-
idle - Oecrone3nsblif; HepaOOTAIOIIUN; HEUC-
MOJIb3YEMBII; HE3AHSTHIN
illegibility - HepazOopuuBOCTH, HEYHOOOUM-
TaeMOCTh, HEUETKOCTb
impact - cuibHOE BO3JIeIiCTBUE; BIUSHUE
impetus - noOyx/1eHne, IBIKYIIas CUila; CTU-
MYJI, UMITYJIbC, TOTYOK
implement - BBINOIHATH, OCYIIECTBIIATh; 00ec-
[I€YUBATh BBIIOJHEHUE, NIPUBOJUTH B UCIIOJIHE-
HUE
implementation - BeITIOJIHEHNE, UCTIOJTHEHUE,
OCYILIECTBIIEHUE, peanu3alysi; BHEAPEHUE
implication - ciexcrtBue, BBIBOA; MOCIEICT-
BUS, Pe3yJbTaThl; TO, YTO TOJpPa3zyMeBAeTCs;
MOJITEKCT; CMBICT
in advance - 3a61aroBpeMeHHo, 3apaHee
in charge - 3aBenyrouuii; AeKypHBINA; OTBET-
CTBEHHBIN
in order to - m1st TOrO, YTOONI
in-house - BHyTpeHHMIi; BHYTpU(UPMEHHbIN;
COOCTBEHHBI; IITaTHBIN; BHYTpU (HUPMBI, cOO-
CTBEHHBIMH CHUJIaMM, O€3 MpPUBJICUYEHUs BHEI-
HUX CHEIMATUCTOB
incentives - cpeincTBa MOOMIPEHUs, CTUMYJIBI;
JIBTOTHI
income - 10x0/1, MPUX0/, MPUOBUIL
incongruity - HecOoBMECTMMOCTb, HecOYeTae-
MOCTb, HECOOTBETCTBHE; HEYMECTHOCTb; Oec-
CBSI3HOCTb, HENIOCJIEI0BATEIbHOCTD
indicative - yka3pIBaronuii, moka3pIBatOIIUI
indigenous - BpOXJIeHHbII, IPUPOIHBIH, MTPU-
POKICHHBII; MECTHBIN
induction - BBeieHre, 03HAKOMIICHHE
industry - MpoMBIIIJIEHHOCTh; OTpacib Mpo-
MBILUIEHHOCTH; (UpMa, KOMIIaHUsl, Mpearpu-
AaTne
inflation rate - ypoBeHb HHQIIALUU
influx - Brekanue, nputok ((uHaHCOB, (OH-
JIOB, KaIMTAaJIOB); MIPUTOK, HATUIBIB (OO0JIBIIOTO
KOJIMYECTBA JII0/EH)
informal economy - HedopmanbHas 3K0HO-
MUKa (COBOKYMHOCTb (DOpM X034MCTBEHHOM
NesTeNbHOCTH, He (Qukcupyemoir B Qop-
MaJbHBIX KOHTPAaKTaX M HE YYUTHIBAEMOMU
roCy/IapCTBEHHOMN CTAaTUCTHUKOW; MOXKET OBIThH
Kak JICTaIbHOM, TaK ¥ HEJICraJIbHOM; IIOHITHE
BBel K. Xapr)
informal sector - HeopUIMATBHBIN CEKTOP
(He oxBaueHHBIN 0(UIIUAIBHON CTATUCTUKOI)

infrastructure - wunHppacTpykTypa (mIpo-
MBIIIJICHHAs, TOPOJICKas); CEeTH OOCITyKHBa-
HUSI HACEJICHHS; MHKEHEpPHble KOMMYHHUKa-
1197031

innovation - HoBIIIECTBO, HOBOBBEAEHHUE, HO-
BATOPCKOE pEIlIEeHUE, HOBATOPCTBO; MHHOBA-
st

input /output - BioXeHUs, 3aTpaThbl, UHBECTU-
11U / BBIXOJT; TPOIYKIIHS; BBITYCK W3ICITHIA
institution - opran, yupexaeHue; UHCTUTYT
(oO11IECTBEHHBIH)

institutional market - peiHOK opranuzanui,
WHCTUTYIUOHAIBHBIM PBIHOK (PBIHOK, Ha
KOTOPOM B KayecTBE IMOKymaTened BbICTY-
AT OpraHu3aluy, npuodpeTarolue ToBa-
pbl B 0JaroTBOPUTENbHBIX, 00pa3oBaTElb-
HBIX U OOILECTBEHHBIX LIEJSIX; HEPEIKO 3TO
OTHOCUTCS K HEKOMMEpPUYECKHUM OpraHusa-
MM, HallpuMep K IIKojaMm, My3esMm, Ouo-
JMOTEeKaM, MPUOOpEeTaoIMUM TOBApPbI IS
MPEJOCTABICHUS X B MOJIb30BAHUE JPYTUM
JIIOJIIM)

institutional unit - uHCTUTYIIHMOHANTBHAS €U~
HUIIA - XO3SUCTBYIOIIHNNA CYOBEKT, XapaKTepu-
3YIOLIUUACSA €IWHOOOpa3reM TOBEICHUS U aB-
TOHOMHEW B NPUHATUM PEUICHUM B OTHOIIE-
HUW CBOEH OCHOBHOM SKOHOMHYECKOW (PyHK-
LIMH; XO3sIMCTBEHHAsl €AWHUIIA, KOTOpasi B CO-
OTBETCTBHH C JICHCTBYIOLIUM 3aKOHOATEIbCT-
BOM MOJKET BJIaJIeTh aKTUBAaMHM, IPUHUMATh Ha
ce0st 00s3aTeNbCTBA U 3aHUMATHCST TTPOU3BO/I-
CTBEHHOW M KOMMEpPYECKOM JIESATENbHOCTHIO,
COBEpILATh CHAENKH C APYrUMH HHCTUTYIIHO-
HaJbHBIMU EMHHUIIAMHA

institutionalize - wuHCTUTYIIHMOHATU3UPO-
BaTh; IpeBpauiaTh B HHCTUTYT, YCTaHOB-
JIEHHYIO TMPaKTUKYy; HaJAeNsITh 3aKOHHBIM
CTaTyCcoOM

insurance - cTpaxoBOW IIOJNKC, CTPAaxOBKa;
CTpaxoBaHUE

intangibility - HemaTrepuanbHOCTB

intangible - HemaTepuanbHbBII

intellectual - uaTeIEKTYaNM (YETOBEK C BHICO-
KOPa3BUTHIM HMHTEJUIEKTOM, 3aHHUMAIOLINHACS
UHTEJUIEKTYaJIbHBIM TPYJIOM); YEJIOBEK YMCT-
BEHHOTO TpyJia

interest - wHTEpeC, 3aMHTEPECOBAHHOCTh; 3a-
MHTEPECOBATh; MPOLIEHTHI (Ha KaluTam)
interest rates - MpoOIIEHTHBIC CTABKU

internal - BHyTpeHHU
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internal business environment - BHyTpeH-
HAsI cpena (opraHnu3anuu) (mapameTpsl opra-
HU3AIHK, KOTOPHIC OMPEACIAIOT €€ UMUK,
OT KOTOPBIX 3aBHUCHT CIJIOYCHHOCTh BHYTPH
opranu3anuu u 3QPEKTUBHOCTD JTOCTHKCHUS
€10 CBOUX LIEJIEl; K BHYTPEHHEU Cpejie OTHO-
CATCSI CIENYIOIINE DIIEMEHTHI: KYJIbTypa Op-
raHW3alyy, CHCTEMa MOTHBAIlMM W BO3Ha-
TPaXJCHUS COTPYAHUKOB, HCTOPHS M TPaJIH-
MM OpTraHW3aIluy, CTUJIb YIIPABJICHHS, Ha-
JUYHEe OCO3HAHHOW MHUCCHUU OpraHU3aIWH;
oOmue B3TJISAIBI U [ICHHOCTH, ITO3BOJISIOIINAE
paboTtaTh B KOMaHJ€, U T.II.)

International Business Company (IBC) -
KOMIIaHHs MEXJIyHapoJHOro Ou3Heca (komma-
HUS, 3apPETUCTPUPOBAHHAs B O(IIOPHOH 30HE,
TIOJIB3YIOIAsICS CBA3AHHBIMU C O(IIOPHOH 30-
HOM JIbrOTaMHM, HO HE HMMEIOIasl MpaBa Ha
OCYIIECTBJIICHHE JAEATEIIFHOCTH B Ipeaeiax
CTpaHbl PETHCTPAIMN W IPOBOISIIAS TOJIBKO
MEXTyHapOIHbIE ONIEPALIIH )

International standard industrial classifica-
tion - MexayHapoaHas kjaccuukaus mpo-
MBIIIICHHBIX CTAHIaPTOB

International Standard Industrial Classifi-
cation of all Economic Activities (ISIC) -
MexayHapoaHass CTaHIapTHas —OTpaciieBas
KJIacCH(UKAIKUA BCEX BHUIOB IKOHOMHYECKOU
NesTeNbHOCTH (Kiaccu(UKalys BUJIOB 3KOHO-
MUYECKOH JIEATEILHOCTH, TpeAHAa3HAYCHHAS
JUTS YIPOIICHUS BEJICHUS M aHAJIM3a YKOHOMH-
YECKOHW CTATUCTHUKH; ABISIETCS 0a30¥ ISl MHO-
IMX HAIMOHAJBHBIX KIacCH(UKAIUI oTpac-
new; paspaborana moj srumor Craructude-
ckoit komuccuu OOH)

intertwine - nepemeraTh, CIieTaTh, 3aKPyIH-
BaTh; MEPEIUICTAThCS, CIICTATHCS
intrapreneur - wuHTpanpeHep (COTPYAHHUK
KPYITHOM KOPIIOpallMH, KOTOPBIA UMEET IOJI-
HOMOYMsI U (PMHAHCOBBIE PECypchl pazpada-
THIBaTh M OPraHU30BBIBATH IPOU3BOJICTBO
HOBBIX TOBAapOB M YCIYT, T.€. ACHCTBYET Kak
MpEeANPUHAMATE, B pPaMKax OTICIbHOM
KOpIOpanuun)

invention - m3o6pereHue

inventive - wu300peraTrenbHbINA, HAXOIYMBBIN;
oOnaarouii npru3HaKaMu M300peTeHusl; U30-
OpeTaTeNbCKUi

inventor - m3o6peTarens

84

inventory - ommch, CHHMCOK, peecTp (CIHCOK
BCEX aKTHUBOB C YKA3aHHEM CTOMMOCTH KaKJI0TO,
HalpUMep CIHCOK BCEX aKTHUBOB (PU3MUECKOTO
Jjna, HpeI['BfIBJ'IF[eMI:IfI HpI/I Imoaa4ue 3asBJICHUS
Ha TOJTyYeHHE KPEIWTa; CIHMCOK BCEX IpEaMe-
TOB, HAXO/AIINXCA B 31aHUN, U T.H.)
involvement - BOBJICUCHHOCTD; ydacTHe

issue - Bompoc; mpobiiemMa; 1eno; TeMa

-J-
job security - rapantus 3aHATOCTH, oOecre-
YEHHOCTb PaboTOi (COCTOSHHUE, MPU KOTOPOM
pabOTHUK YBEpEH, YTO €ro padora y JaHHOIO
paboTonarenss HOCHUT JOJITOCPOYHBIA Xapakx-
TEp, 4TO €ro JOJHKHOCTh HE OYy/IeT JIMKBUUPO-
BaHAa 10 COKpAILlEHUH IITAaTOB, U T.1.)

Joint Venture (JV) - coBMecTHOE npennpu-
ATHE, COBMECTHAs ACATEIHHOCTh (FopHUIude-
ckasi (opMa TpeArnpUHUMATEIHCTBA Ha OC-
HOBE KpPAaTKOCPOYHOTO, OJHOIPEIMETHOTO,
pa3oBoro o0bEeAMHEHUS JIUIL ISl Peasn3aiun
KOHKpPETHOTO IPOeKTa, yacTo 6e3 oOpas3oBa-
HUS IOPHAWYECKOTO JIMIA; B HAJIOTOBOM 3a-
KOHOJIATENIbCTBE OOBIYHO CYUMUTAETCS Pa3HO-
BUJHOCTBIO TOBApHINECTBA; HCIOJB3YETCS
KaK MEXaHHM3M OObEIUHEHUS PECypCOB H CO-
KpallleHUs PUCKOB TIPH BBITIOJHEHUH TIPOEK-
Ta; COBMECTHBIE C HAIMOHAIBHBIMH TIPEI-
NPUATHAS 9acTO SBJISIOTCS TJIABHBIM CITOCO-
00M MPOHUKHOBEHHS WHOCTPAHHOTO KaIlWTa-
J1a Ha HAIlMOHAJIbHBII PHIHOK)

K-
kaizen - xaiij3eH - mpooipKaromieecs [Hempe-
pPBIBHOE, TIOCTOSIHHOE| YIIydIlleHHuEe [COBep-
IIEHCTBOBaHKE]| (KOHIIETIUS YIPaBJICHHS, CO-
IJIACHO KOTOPOHM JIOCTIDKEHHE Hjeaja HEBO3-
MO>XHO, HO BO3MOXHO ITOCTETICHHOE MpUOIIH-
KEHUE K HEMY ITyTEM PEryJspHOTO COBEPIICH-
CTBOBAHMSI OCYIIECTBIISIEMBIX JIEHCTBUI
knowledge - 3HaHue; No3HaHUS; OCBEAOMIICH-
HOCTb

-L-
labo(u)r - Tpyn

labor intensive - TpynoeMkuii; TpyIOUHTEH-
CHUBHBIN

labor union - npodcoro3

lack - HemocTaTtok, HyXa, OTCYTCTBUE (Yero-
nmn60); lack for - wmcoeITEIBaTE HEAOCTATOK,
HYXJaTbcs B (4eM-1100), HE UMETh

land - 3emus



languish - ciiabeTb, 4axHyTh, BIHYTh, OCITA0CBAThH
launch - nHavano (kakux-1100 JeWcCTBUIN); BbI-
ITyCK HOBBIX TOBAPOB HA PHIHOK

law - 3aKoH; IIpaBo; MpaBOBEACHUE, IOPHUCIIPY-
JCHITHS

law suit - cyeOHbBIN TIpoIecc; UCK

legal entity - ropuarueckoe a0

legal monopoly - MoHOTIOJIHA, UMEIOITAs FOPU-
JMYECKYIO OCHOBY

lender - 3aumoaBell, KpeauTop

leverage - mucnosp30Bath (C BBITOJION AJIS Ce-
0s1); CPEeICTBO ISl TOCTHWIKEHUS IIEIU; JIeHUCT-
BHE pblYara; CHCTEMa PhIUaroB

lifeblood - MCTOYHMK KM3HEHHOU CHITBI
lifetime warranty - rapaHTHITHBIN CPOK CITYXOBbI
limited liability company - oOriectBo ¢ orpa-
HUYEHHOU 0TBETCTBEHHOCTHIO (OO0)

line and staff structure - nuHeiiHO-1ITaOHAs
CTPYKTYpa

line organization / hierarchy - uepapxus
(opraHuzanoHHast CTPYKTypa, B KOTOPOHU
YEeTKO BBIICJICHO HECKOJBKO YPOBHEH ymIpaB-
nenus; M. Bebep B pa3paboTaHHON MM KOH-
Henuu OIOPOKpAaTHH paccMaTphBall Hepap-
XHI0 KaK OOIIECTBEHHOE YCTPOUCTBO, IS KO-
TOPOTO XapakTepHBI PAMOHATBHOCTh M PEr-
JTAMEHTHUPOBAHHOCTD)

line-and-staff - swmHeltHO-QyHKIIMOHATEHAS
[mHelHO-TITa0HAast | opraHu3ays (BKJIIOYaeT B
ceds  CHenMaIM3UPOBAHHBIE — IT0/PA3ICICHHS
(1rrabbl), KOTOpbIE HE 00JIAAAI0T MpaBaMHU IpU-
HSTUSL PEUICHUHA W PYKOBOJICTBA KaKUMH-JIHOO
HIDKECTOSIIMME  TIOJIPa3/IeNICHUsIMA, a JIMIIb
MIOMOTAlOT  COOTBETCTBYIOIIEMY JIMHEHHOMY
PYKOBOJUTEIIO B BBINOJIHEHUH OTIEIBHBIX
GbyHKIMM, Tpexie Bcero pyHKUUM cTpareruye-
CKOT'O TUITAHUPOBAHUSI U aHAJIM3a)

livelihood - cpenctBa k cyiecTBOBaHUIO; XKa-
JIOBaHue, 3apaboToK; MocoOue, CTUTICH TS
loan - 3aem, ccyna

lobbying - 1060upoBanue (IeSITEILHOCTD 3a-
MHTEPECOBAHHOMN TPYIIIBI, POSIBIISIONMIASCS BO
BJIMSIHUM BCEMH BO3MOXKHBIMH CIIOCOOaMHU Ha
OpraHbl BIIACTH U OOLIECTBEHHOE MHEHHE Paan
MPUHATHS HY’)KHOTO €1 PEIICHHS)

local - mecTHBII

local business - MecTHast TOproBiIst

location - pa3meleHne; MECTONOI0KEHNE
logistics - opranu3zanys 1 TEXHOJIOTUS TIEPEBO-
30K; MaTepuallbHO-TEXHUYECKOe oOecIrieueHne
(B TOM dYHCIIE TEpPCOHAJIOM, MaTepUaAIAMH,
00Opy/OBaHHEM, TEXHHYECKHM OOCITy)KUBa-
HUEM, TPAHCIOPTOM)

longevity - MONTOXHUTENBCTBO, OJTOJIETHUE,
JOJTOBEYHOCTh

loss - yOBITOK, y111ep0, moTepst

-M-
machinery - mammHHOE 00OpynOBaHuUE;, Ma-
IITHHBI

macroenvironment / general business envi-
ronment - Makpocpena, BHEIIHsAA cpena (ze-
MorpauyecKkue, 3KOHOMUYECKHUE, IPUpOA-
Hble, HAY4YHO-TEXHUYECKHE, MOJUTUYECKHE,
KyJIbTypHbIE€ (PAKTOPBI, KOTOPbIE OpraHU3aALUS
WM (PU3UYECKOE JIUIO HE MOKET U3MEHUTD)
maintain - noanepKuUBaTh, COXpaHATH (B CO-
CTOSIHUM, KOTOpOE HMEETCsl Ha JaHHbII Mo-
MEHT, 0COOEHHO B XOpOILEM); OOCITYKUBATh;
COJIepXkaTh B UCIIPABHOCTHU

maintenance - 3KCIUTyaTallus; COJepKaHNE

B HCIPABHOM COCTOSIHUM; TEXHHYECKOE 00-
CIIy’)KHBaHHUE; COIPOBOXKICHUE

make a living - 3apabarteiBaTh Ha KU3Hb
malpractice - J0JDKHOCTHOE IPECTYILIEHUE,
MIPECTYIHAs XalaTHOCTh

manufacturer - U3roTOBUTEIIb, IPOU3BOIUTEIH
market challenger - pbIHOYHBIA TPETEHIEHT
(¢upma B oTpaciu, koTopasi 6bopercs 3a yBeu-
YEHHE CBOEH PHIHOYHOM J0JIH, 32 BXOXKICHUE B
YHCIO JIMJIEPOB; Takas ¢upMa JI0JDKHA 007a-
JIaTh OTIPEJEICHHBIMU IPEUMYILIECTBAMU TIEpel
PBIHOYHBIM JIHJIepoM  (TIpe[yiaraTb  JTy4IIHi
MIPOAYKT, MpOoIaBaTh MPOIYKT MO Oojiee HU3KOH
1IEHE U T.[I.), YTOOBI JOCTHYbL CBOUX IIETICH )
market follower - peIHOYHBIN MOCIENOBATEND
(dupma B oTpaciu, KOTOpasi MPOBOAUT MOJIUTUKY
CJIEZIOBAHMS 32 PHIHOYHBIM JIMJIEPOM; TaKasi pup-
Ma MPEIOYUTAET COXPAHSTH CBOIO PHIHOYHYIO
JI0JTEO, HE IPUHUMAs PUCKOBAHHBIX PEILICHH)
market leader - xomnanmus, 3aHnMaromnias ca-
MYIO OOJIBIITYIO JTOJIIO PhIHKA

market nicher - HumeBuk, pupma-HHUILIEBUK,
HUIIEBON Urpok (¢pupma, 3aHUMAIOIIas OIpe-
JICJICHHBI CErMEHT pPBIHKA, CBOOOIHBIM OT
KOHKYpEHIIMM (Harmpumep, HeOOJbIIoi Mara-
3MH C y3KOM crenuanu3anuend, HHBECTUIIMOH-
HbI OaHK C OrPAaHUYEHHBIM KPYTOM KIIMEHTOB
Y TIPEJIOCTABIIIEMBIX YCIIYT U T.I1.))

market position / market standing - priHOuU-
Hasl MO3ULIMSI KOMIIaHUU (TO3ULIUS MPEMIPUATHS
Ha PbIHKE 110 OTHOIIIEHUIO K €r0 KOHKYPEHTaM)
market share - nonst peiHKa (yAeibHBIA Bec
KOMITaHUH B O0IIIEM 00BeME PHIHOYHBIX TPOIAK)
market structure - pbHOYHAs CTPYKTYpa,
CTPYKTypa pbIHKa (THIl PbIHKA, OIPEIeIISIOIIHA
HAJIMYKE BJIACTU HAJl PHIHOYHOM LIEHOM y OT-
NIETbHOTO TPOJaBLA WIM MOKYIATeNs; Onpese-
JISIETCsl  CIEIYIOIUMH  XapaKTePUCTUKAMU: KO-
JIMYECTBO IPOJIABLIOB U MOKYIATeNei, 0AHOPOI-
HOCTh TTPOIYKIINK, BO3MOKHOCTB BXO/1a (yX0/1a)
Ha PBIHOK (C PbIHKA), pacnpenenenue nHpopma-
LIUH O PHIHKE MY €r0 y4aCTHUKAMHU U JIp.)
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marketing campaign - kamMnanus o oprasu-
3aI[UH U CTUMYJIUPOBAHUIO COBITA

marketing intermediary - MapkeTHMHroBbIit
MoCpeTHUK ((HUPMBI, TTOMOTAIONINE KOMITAHUN
B TIPOJIBIDKEHHUH, COBITE W PACIPOCTPaHEHHUU
€e TOBapOB Cpeny KIMEHTYPBI; K HAM OTHO-
CATCS  TOPrOBbIE  TIOCPEIHUKH,  (PUPMBI-
CTIEIIUAIIICTHI 110 OPTaHW3aIlH TOBAPOIBHKE-
HUSI, areHTCTBA 10 OKAa3aHUI0 MApPKETHHTOBBIX
YCIIYT ¥ KPEAUTHO-(DMHAHCOBBIE YUPEKICHUS)
masterpiece - meaeBp; Jydninii oopaser, o0-
pasloBoe M3JAEIHE; YTO-THMOO0 YAWBUTENBHOE,
JIOCTOMHOE BOCXHILEHUS

match - MoxoMTh, COOTBETCTBOBATH

matrix structure - mMarpuyHas OpraHu3alld-
OHHasl CTPYKTypa [opraHu3anusi| (opraHu3a-
LIMOHHAsl CTPYKTypa, B KOTOPOIl COCYILECTBY-
10T (YHKLIMOHAJIbHBIE CIYXObl (MapKeTHHIO-
Bble, (PMHAHCOBBIE, IPOU3BOJICTBEHHbIE) U
[0/Ipa3/ieieHus, OTBEYaloIIle 3a KOHKPETHbIE
HaIpaBJICHUS JESITEIFHOCTH (KOHKPETHBINA BUJI
MPOAYKIIMY, TEPPUTOPHIO WM MPOEKT); B Ta-
KOW OpraHu3allMOHHOW CTPYKTYpPE Y OJIHOTO
paboTHHMKA OKa3bIBaeTCs J[Ba Ha4YaJIbHUKA, Ha-
pUMep, PYKOBOJHTENb TPOEKTa U (HYHKIHO-
HaJIbHBIN PYKOBOJIUTED)

matter - IMeTh 3HaUYCHHE, 3HAYUTh; OBITh 3HA-
YHMBIM, CYIIIECTBEHHBIM

measure - ©3MepsTh, MEPUThH

media - cpeicTBa MaccoBoi HHPOpMALIUU
merchant - kymeu, Toproseu; JHIIO, 3aHHU-
MaroIIeecst ONTOBBIMU IPOJIaKaMU

merger - ciusHue, o0beaUuHeHne (Kommepue-
CKO€, IPOMBIIIIJICHHOE )

Mergers and Acquisitions (M&AS) - ciusiHust
u moromenus. KopropaTuBHbIE CHENKH O
OOMEHY aKIWsMH U T.Nl., PE3YJIbTaTOM KOTO-
PBIX SIBJISIETCS CO3/IaHUE YKPYITHEHHBIX (YacTo
TPaHCHAITMOHAIILHBIX KOPIIOPAIHIA)

merit bads - HeomoOpsiembie [mopuIlacMbIe]
Onara (ToBaphl, MOTpeOJIeHHE KOTOPBIX Orpa-
HUYMBAETCSl WM 3aMpEIIaeTcsl ToCyJapCTBOM,
HarpuMep HapKOTHKH)

merit goods - conuaibHO 3HAYMMBIC OJara;
oO111eCTBEHHO-KeTaTeIbHble Osiara (ToBapbl U
yCIIyrd, NOTpeOieHrne KOTOPbIX MOOIIpsieTcs
rocyJapCTBOM BHE 3aBUCUMOCTH OT >KEJIaHUs
YJIGHOB OOIIECTBA MOTPEOISATh X, HAIpUMEp
obOpa3oBanme, ornepa U OaleT, My3eH, BaKIIHU-
HaIMK U T.[I.; TAKKE TOBapbl YacTO MPEeA0CTaB-
Js0TCs OecIyIaTHO WJIM IO LIeHaM HIbKe cele-
CTOMMOCTH 3a CYET CyOCHUJIUil rocyapcTBa ux
MIPOU3BOIUTEIISIM)
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meritorious - 3aCTy>KMBAIOIINI 0JJOOpEHUS, Ha-
rpajibl, 0J1aroJapHOCTH; TIOXBAIBHBIN, JOCTOM-
HBII TTOOUIPEHUS

metal working - merannoobpadoTka
middleman - xommccHoHEp; areHT, Makiep,
MIOCPEHUK

military - BoopyxeHHbI€ CUJIbI; BOMCKA, BOEH-
Hasl CUjIa; BOGHHOCIYKaIllie

mindset - MeHTanuTeT; CKJIaJ yMa, (IpUBbIY-
HBII) 00pa3 MbICIIEH, TUIT MBIIUICHHS

mining - ropHas MPOMBILIEHHOCTh; TOPHbIE
paboThI; pazpaboTKa MECTOPOKICHUS; TOObIYa
TOJIE3HBIX UCKOIAeMBbIX

mission statement - "mocranoBka 3agaun'. Ha
MOJIHOM [ICJIOBOM >KaproHe o3HaudaeT OQHIU-
QJIBbHBIM OTYET O LENAX U CTOMMOCTU JH000H
KOMIIAHUH, TOCYJapCTBEHHOW OpraHu3aluu
u T.11. Mission statement siBisieTcs OJHUM U3
OCHOBOIIOJIAralOUIMX TPeOOBaHUM MpU Mpel-
JIOKEHUH 11000 KOpHOpPaTUBHOM WHHILIMATH-
BBI, & HCIIOJIb3yeMbIH S3BIK (0OBIYHO HAOOP
MyCTHIX KIIWIIE) JAEMOHCTPHUPYET pEeCIeKTa-
OEBbHOCTh U BBI3BIBAET JI0BEpUE MyOIUKHI
mixed economy - cMelIaHHas AKOHOMHKA
(’xkOoHOMHYECKasi cucTemMa, (YHKIMOHHPOBa-
HUE KOTOPOW OMpEenensercss Kak peleHUs MU
YaCTHBIX XO3SHCTBYIOUIMX CYOBEKTOB, TaK U
MepaMH T'OCY/IapCTBEHHOT'O PETYINPOBAHMUS)
multinational - MynbTUHaIMOHANBHAS [MHOIO-
HalMOHAJIbHAS | KOMIIaHUs [KOpropauus|, MyJib-
TUHAMOHAN, TPAaHCHAIMOHAJIbHbIE KOPIIOPALH
Multinational Corporation (MNC) - mHo-
rOHalMOHAaJIbHAs [MyTbTHHAIMOHATbHAS |
kopnopanus, MHK (xoprnopauus, nmeromias
¢unmnanel 6osee yeM B OJAHOW CTpaHE U OIle-
pupytomias 0Oojiee yeM Ha OJHOM HalMO-
HaJIbHOM DPBIHKE; HHOTJa IPOBOJAT pa3anune
MEXJy MHOTOHAIIMOHAJIBbHON M TpaHCHAIMO-
HaJIbHOM KOMIAHUSIMU: T'OJIOBHAs KOMIIAHUS
MHOTOHALIMOHAIBHOW KOPIOpALMKU TPUHA-
JEKUT COOCTBEHHUMKaM M3 JABYX U Oojee
CTpaH, a TOJIOBHAs KOMIIaHWS TPaHCHAIUO-
HaJIbHOM KOpHOpanuuu MPUHAJJIEKUT COOCT-
BEHHUKAaM U3 OJJHOM CTpaHBbI)

multiple - MHOrokparHbIN; MHOXECTBEHHBIH,
HEOJIHOKPATHBIN, MOBTOPSIIOIIMKCS; COCTaBHOM;
CO CJIOXHOM CTPYKTYpOM; pa3zHOOOpa3HbIii, pas-
HOPO/IHBII; MHOIOYMCIJICHHBIH, Pa3JIM4YHbINA

-N-
national defence = national defense - Harmo-
HajbHas 000pOHa, 000pPOHA CTPaHbI



natural monopoly - ecTtecTBeHHass MOHOIIO-
musi (pa3HOBHUJIHOCTb MOHOIIOJIHMH, KOTOpas
ompaBJlaHa C TOYKU 3peHHs 3P(PEeKTUBHOCTH;
aub0 00beM BBINYCKA, COOTBETCTBYIOLIUI
MUHUMaJbHO 3¢ (deKTUBHOMY paszMepy up-
MBI, JIOCTaTOYEH Ui YIOBJIETBOPEHUS BCETO
PBIHOYHOTO CIIpOCa, TaK YTO MUHUMU3ALUSA
CpPEIHUX H3JEpXKEeK AOoCTUraercs npu (QyHk-
LMOHUPOBAHUM HA pPBIHKE TOJBKO OJHOMN
¢bupmbl (HampuMep, METPO, MECTHBIH BOJO-
MIPOBO/I, Ta30- U HePTETTPOBO.))

negligence - XxanaTHOCTb (HEUCIIOJIHEHHE
WIM HEHAJUIeKalllee HCIOJHEHHE JHUIOM
CBOMX OOS3aHHOCTEW B CHIIy HEI00pOCOBe-
CTHOTO  OTHOLIEHUS, HEBHUMATEIbHOCTU
U T.A., IpUBEJIIEEe K CYIIECTBEHHOMY Hapy-
LIEHUIO MPaB UM NPUYUHEHUIO yiepoa apy-
TUM JIUIaM )

niche - poiHOYHas HUIIA (HE3aHSTHIM CErMEHT
PBIHKA TOBAPOB MJTH YCIIYT)

nicher - HMIIEBUK, (UpMa-HUIIEBUK, HUILIE-
BOM Urpok ((upma, 3aHUMArOIIAsT OTIPEIEIICH-
HBbI CErMEHT pbIHKA, CBOOOJHBIA OT KOHKY-
peHuMu (Hampumep, HEOOJbLIOW MarasuH c
Y3KOW Clenuaiv3aiued, HWHBECTUIIMOHHBIN
0aHK C OrpaHMYEHHBIM KPYroM KIMEHTOB M
MIPEAOCTABIISIEMBIX YCIIYT U T.I1.))
nomenclature - HOMeHKIarypa, I€peyYeHb,
CIIMCOK

nominee - KaHAWJAT, NPEIJIOKEHHbIN HA Ka-
KyI0-JIM0O JIOJDKHOCTb; HOMHUHAHT, IPETEH-
JIEHT, COMCKaTelb

Non-governmental Organization (NGO) -
HENPaBUTEIILCTBEHHAS] OPTaHU3AIHS
non-renewable resources - HeBO300HOBIIsIE-
MBbI€ PeCypCHI

nonconformist - gucCHOEHT, HHAKOMBICIIS-
UHA

nonprofit - HekoMMepuecKas OpraHu3aus
not-for-profit organizations (nonprofit
businesses) - HexoMMepueckas OpraHu3alys
(opraHuzanysi, LEIbl0 KOTOPOW SIBISIETCS HE
MOJTy4eHHE MpUOBbLIM, a BBINOJIHEHUE KaKUX-
100 COIMAIbHO 3HAYMMBIX (DYHKUMH (Hampu-
Mep, OaroTBOpUTENbHAs OpraHu3alus, odpa-
30BaTENIbHBIA WM HAYYHBIA UHCTUTYT U T.]1.))
nurture - BCKapMJIMBaTh, BOCIUTHIBATh

-O-
observer - Ha0no1aTENb, SKCIIEPT
obtaining - npuobperenue

offer - mpennarars; nmpeyIoKeHue

oligopoly - onuronomnus (pblHOYHAsI CTPYKTYpA,
XapaKTEPU3YIOMIAsCs CYIECTBOBAHUEM Ha PbIH-
K€ HE3HAYMTEJILHOTO YHCIIa TPOJIABIIOB TP Ha-
TUYrU  OOJIBIIOTO YHMCIIA TOKYNaTenen; Baxk-
HEHIIIM CBOMCTBOM 3TOM PBIHOYHOM CTPYKTYpPBI
SIBJISICTCSl CHJTbHASI B3aMMO3aBHCHMOCTH (UM,
OTKyZla BBITEKAET HEOOXOJUMOCTh JUIS OT/CIb-
HOHM (PUPMBI YUUTHIBATh TIPH TIPUHSTHA JIFOOOTO
pEIIeHHsT BEPOSITHBIC OTBETHBIE NECHCTBHS JIPY-
rux (upm; IS aHAM3a OJIMTOTIOMCTHIECKOTO
MOBEJICHHUS YacTO HCIOJb3YIOT TEOPHIO UID;
Pa3NMYaOT CUTYallid KOOIIEPATUBHOTO W He-
KOOIEPaTUBHOTO MOBEAECHUS HHPM)

on the go - ObITh B 1BIXEHMH (B paboTe)
on-site support - o/yIep>KKa; MOMOIIb Ha MECTE
on-the-job - 6e3 oTpbIBa OT MPOU3BOJICTBA; HA
pabouem mecte

ongoing - MPOMCXOAIINI B HACTOSIIIEE Bpe-
Ms1; TPOJOJDKAIOIINNCS, HENPEPBIBHBIN, I0-
CTOSIHHBII

operate - paboTaTh, JCHCTBOBAThH, (PYHKIIHO-
HUPOBATh; 3aBEJOBaTh, YIPABIATH; pa3pada-
THIBATh; SKCIUTyaTHPOBATh

operating - pabGoumii, SKCIUTyaTallMOHHBIH,
JNENCTBYIOINN

operating / specific business environment /
microenvironment - Mukpocpena (TOCTaBIIH-
K{, MapKETUHTOBBIC ITOCPEIHWKH, KIMEHTHI,
KOHKYPEHTBI M KOHTaKTHBIC ayIUTOPHH, T.C.
(hakTOpBI, Ha KOTOPBIC (hUPMa MOKET OKa3bIBATh
XOTs1 ObI YACTUYIHOE BIIUSTHHE)

operation - 1e4TeIbHOCTb, paboTa

operations - MPOM3BOJICTBEHHBIH OT/EI; OTIEI
AKCIUTyaTalluu

opportunity - maHc, BO3MO>XHOCTb; TIEPCIIEKTUBRA
option - BbIOOD, anbTepHATHBA, (BO3MOXKHBIN)
BapuaHT

order - 3aka3; 3aKa3bIBaTh

organigram - IUIaH OpPraHW3allMd; OpraHH-
rpamma  (OnOk-cxemMa  OpraHu3alMOHHON
CTPYKTYpbI CUCTEMBI)

organization chart - cxema opraHu3alMOHHON
CTPYKTYpBI, OpraHU3allMOHHAs  JHarpamMa
[cxema], oprorpamma, opranorpamma (Tabmmia
(cxema), B KOTOPOI Npe/ICTaBIEH COCTaB IOJI-
pa3leNeHuii U JTOJDKHOCTHBIX JIMIT KOMITAHWH,
MX COTIOTMMHEHHOCTh M B3aHMMO/ICHCTBHE)
organizational structure - opraHM3aIOHHAS
CTPYKTYypa, CTpYKTypa OpraHu3aluy (cucrema
OT/IENIOB U TO/IPA3/CNICHU, U3 KOTOPBIX COCTOUT
OpraHM3aIys, U aJMUHUCTPATUBHO-(PUHAHCOBEIC
OTHOILICHUSI MKy HUMH)
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output - NMpoayKUHUs; BBIMYCK U3AEIUNA; TIPO-
M3BOJMTEIBHOCTD, MOIIHOCTh, OTJada; IpO-
MyCKHAasi CIOCOOHOCTH;, €MKOCTh, WTOT, pe-
3yJIbTaT

outsourcing - MpUBIICYCHUE COUCIIOIHUTENCH,
ayTCOpCHUHT (Iepeaada HE3aBUCUMOMY TIOI-
PAAUUKY HEKOTOpPhIX Ou3Hec-pyHKIMM win
yacTel Ou3Hec-1pouecca NpeaupusiTHs)
outstanding - BbITAIOITNIICS; 3HAMEHUTHIN
overlap - 4acTMYHO MOKPBIBATh; 3aXOIUTh OJIUH
3a JIPYyroii; mepeKpbIBaTh; YaCTUYHO COBIIA/IATh
owner - BJIaJeNell; COOCTBEHHUK, XO35IHH
ownership - obnaganue, BiageHue, cCoOCTBEH-
HOCTb

-P-
paralegal - momonHUK topUcTa (YETOBEK C He-
MIOJTHBIM  FOPUMYECKUM  00pa3oBaHUEM, TIOMO-
TaloIIMi MPOPECCHOHATFHOMY FOPHUCTY B paboTe)
partnership - komMmanwsi, TOBapUIIIECTBO

pay off - pacrmaunBaThCs CIIOJIHA; PACCUUTHI-
BaTbCA ¢ KeM-JIM00; TIOKPHIBATH (JI0IIT)
payment - BbIIIATa, ILIATEXK

payroll - ¢donn 3apabotHoil miarel (Komma-
HUW); TUIATEKHAS BEIOMOCTh

peer - 4eIOBEK OJHOTO KPyra, ypOBHS, paB-
HBIN (IO JOJDKHOCTH, 3BaHUIO, BO3PACTY); PaB-
HBIH (TT0 MOJIOKEHUIO, CIIOCOOHOCTSIM); POBEC-
HUK, CBEPCTHUK

perceive - BOCIpUHIMATh, IIOHUMaTh, OCO3HA-
BaTh, IIOCTUTATh

percentage - IPOIICHT; MPOIIEHTHOE OTHOIIIE-
HHE; TPOIIEHTHOE COJEP)KaHWE, YacTh, OIS,
KOJIMYECTBO

perception - BocipusTHe, OLTyIIEHNE

perfect competition - coBepieHHas KOHKY-
peHnus (pbIHOYHAS CTPYKTYpa, IPU KOTOPOH
0oJpII0e YKMCiIo (GUpM TMpeiaraeT oJHOPOI-
HBI TPOJYKT W HU OJHA (QUpMa HE HMEET
JIOCTATOYHO OOJBIION IIOJIM pHIHKA; B pe-
3yJbTaTe MPOU3BOJUTENHh HE UMEET KOHTPO-
Ji1 HaJ LEHOM, 0 KOTOPOW MpOJaeTcs mpo-
OYKIUS, ¥ MOXET MaHHITYJIHPOBATH TOJBKO
00BEMOM CBOETO BBIITYCKA)
perfect - CcoBeplLICHCTBOBATD;
YAy4IIaTh

performance - npou3BOIUTENBHOCTD, 3D Dek-
TUBHOCTh (00BEM pabOThI, BBHIMOJIHEHHON 3a
€/IMHUILy BPEMEHN)

personnel - iepcoHa, Kaapbl, IITAT, Ka{pOBHIIA
COCTaB (TpyIIa JIOJIEH, KOTOPBIE SIBISIFOTCS CO-
TPYIHUKAMH KaKOH-THO0 OpraHM3aIiN)

pa3BUBATb,
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PESTEL analysis - ananuTu4yeckuii UHCTPY-
MEHT CTPAaTEerH4ecKoro IUiaHupoBaHus. JlaH-
HBIM aHaJIU3 HalpaBJieH HA BBISABICHHUE ITOJIU-
TUYECKUX, OKOHOMHYCCKHX, COIHUATBHBIX,
TEXHOJIOTHICCKUX U FOPHINICCKUX WIIH 3aKO-
HOJIATEJIBHBIX ACIIEKTOB BHEIIHEH CPEJIbl, KO-
TOPBIE MOTYT TOBJIUATH Ha CTPATETHIO KOM-
MaHUu!

pharmaceuticals - nexapcrBenHble npemnapa-
ThI; (papmalieBTHUKa

philanthropist - ¢prianTpon

pitfall - mo1BoX, mo1BOIHBIN KaMeHb; OIINOKa,
MpoCUeT; 3a0TyKIeHUE

poison pill - "soBuras nwmons”, "orpaBieH-
Hasi TabneTka" (JIr00bIe MEeTOIbI OOPHOBI ¢ Bpa-
JICOHBIM TTOTJIONICHUEM KOMIIAaHWH; B CITydae
TIOTIBITKA BPXKJICOHOTO TOTJIOMICHHUS KOMITa-
HUS-LEJIb MOKET NMPHUHATH Ha ce0si o0si3aTelb-
CTBA, KOTOpBIE CHECNAIOT TaKYI0 OIICPAIUIO
Ype3MEpHO JOPOTOCTOSAMICH (HAarmpumep, 3TO
MO>KET OBITh BBIMYCK HOBBIX NMPHUBHIICTUPOBAH-
HBIX aKIMi, MOTrallaeMbIX MO BBICOKOW IIEHE B
Cllydae TIOTJIOIICHUS! KOMIIAHUH, JIOPOTOCTOS-
1asi cucteMa O0HYCOB U Jp.))

policies - cuctema; MeToIMKa; IPaBUIIA; IPUH-
IIUTIBI; HOPMBI, CTaH/IAPThI; JTMHUS TIOBEICHUS,
YCTaHOBKa, KYpC, CTpaTerust

poor quality - HU3K0€ Ka4ecTBO

porcupine provision - "ycioBue muxoOpa-
3a" (oOoOmraromiee Ha3BaHUE, PaCIPOCTpa-
HSOIIEeCs] Ha Pa3HOOOpa3HbIe OTOBOPKH U
YCIIOBHS, KOTOpPBIE BKIIIOYAIOTCS B YCTaB U
WHBIC IMOJIOOHBIC JOKYMEHTHI KOMIIAHHH M
MpeJaHa3HadeHbl JUISl 3allUThl OT HEXKea-
TEJBHBIX MOTBITOK MOTJIOIICHHUS )

possess - BiaJieTh, UMETh, 00J1a/1aTh, pacIio-
Jarath

predecessor - IpeAIIECTBEHHUK

premises - TMoMelieHue; BiafeHUE (HEIBU-
KUMOCTB: 3JIaHUS C TIPUJIETAIONIEH TEPPUTO-
pueii)

prerelease - mpeaBapUTEIBHBIA BBITYCK
(BBITYCK TMPOTPaMMHOTO TIPOJIYKTa TIOCIIE
3aBepiIeHUs OeTa-TecTUpPOBaHUS, HO 0 Ha-
qayia opunuanbHeIX mpoaax. [IpousBoauTcs
C LENBI0 CKOPEHIIeTr0 03HAKOMIICHHUS C TIPO-
JYKTOM IMAapTHEPOB M YAOBJIETBOPEHUS HaU-
0oJjiee  HYXJAOUIUXCS  TMOJIb30BaTEJEH.
OOBIYHO TOJTB30BATENIM HMMEIOT TPaBO Ha
OecIulaTHYI0 3aMEHY IpPeIBapUTEIHLHOTO
BBINTYCKA HA OKOHYATEJLHBIN)



prerequisite - npeanoChHUIKa; MPeIBAPUTEIb-
HOE YCIIOBHE

primary goods / commodities - cbipbe, ChIpb-
€BBIE TOBAPHI

primary sector - nepBUYHBIA CEKTOP (CEKTOp
SKOHOMHKH, BKIIIOUAIONIUH B ce0s HOOBIBAO-
IIYIO MTPOMBIIIJIEHHOCTD, CEIBCKOE XO3SHCTBO
U IPyr'He OTPACIH, IPOU3BOISAIINE CHIPHE)
private - yacTHbII

private limited company - yacTtHas Komna-
HUSL C OTPAaHMYEHHOW OTBETCTBEHHOCTHIO
(KOMITaHUSI C YHCIIOM aKIMOHEPOB OT JBYX
10 TSATHACCATH, C OTPAaHUYCHHBIM IIPAaBOM
nepelavyn aKkIuid, HEBO3MOKHOCTHIO BBIITYCKa
aKuui U obnmuranuii Ha cBOOOJHBIA PBIHOK,
OTPaHWYCHHEM OTBETCTBEHHOCTH aKI[MOHE-
POB BIIO’)KEHHBIM UMH KalMTAJIOM; MOCIIE Ha-
3BaHUs 0OBIYHO TUIIeTcs cokpamenue "Ltd."
(JITn.); yacTHBIe KOMIAHWM, KaK IPaBUIIO,
0CBOOO0XK/IEHBI OT 005S3aHHOCTHU IO MYyOJMKa-
UM WX (UHAHCOBBIX OTYETOB, I HHUX YII-
poIIeHa MpoIIeTypa BHEIIHETO ayIuTa)
process - IoJABEpPrarh (TEXHOJIOTHMYECKOMY)
npoiieccy; 00pabaTsiBaTh; IepepadaTbiBaTh
procurement - TpPUHOOpETEHHE; TIONyYCHUE
(oOopynoBaHus M T.I1.); 3aKYIKH; MOCTABKU; Ma-
TepUATIbHO-TEXHUYECKOE CHAOXKEHUE

producer market / industrial markets - pri-
HOK TIPOM3BOJIMTEINICH, PBIHOK TOBAapOB IIPO-
MBIIJICHHOTO [IPOW3BOJICTBEHHOTO| Ha3Haue-
HUS, KOMMEPYECKHH PBIHOK (TIOKYIATe H
MPOJABIBI TOBAPOB W YCIYT, HCIOJIB3YEMBIX
MPSIMO WJIM KOCBEHHO B IPOU3BOJICTBE JIPYTUX
W3/ICTINI WU YCITYT)

product development - pa3BuTHe NpPOIYKTa,
pa3paboTKa M COBEPIICHCTBOBAHHE TMPOIYK-
mun  (Tporece YIydIIeHHs] XapaKTEePUCTUK
CYIIECTBYIOIIMX BUIOB MPOJYKIIHH, a TaKKe
pa3pabOTKU HOBBIX €€ BUJIOB)

product differentiation - mudpdepennmanms
[MHAMBUTyanu3alMs| NpPOayKTa (HaIU4YUe Yy
MPOAYKTa OTICIBHON (UPMBI XapaKTEPUCTUK
Y KaueCTB, OTJIMYAIOMINX €r0 OT aHAJIOTUIHOU
MPOAYKIIMU JPYTUX (QUPM C IeTbIO MOBBIIIE-
HUSI KOHKYPEHTOCIIOCOOHOCTH)

production - mpou3BOJCTBO, TONYyYCHHE; U3-
TOTOBJICHHE; T0ObIYA; BEIpAOOTKA

production line - mpow3BoACTBEHHAs! [MOTOY-
Hasl, TEXHOJIOTMYECKasi| JUHUSI (COBOKYITHOCTb
00pabaThIBaOIMX MAIIMH WIA PabOuMX MECT,
PACMOJIOKEHHBIX T0 XOAY TEXHOJIOTUYECKOTO
IpoIecca M3TOTOBJICHHS JIeTalled Wi COOPKH
W3ENH; 32 KOKAOM MalMHOW WM pabouuM
MECTOM 3aKpeIUIIeTCs] OJHA WM HECKOJBKO
OTIepaItuii)

productive activity - Tpou3BoJACTBEHHAs €5~
TEJEHOCTh

productivity - Tpou3BOAUTEIHHOCTD, MPOIYK-
TUBHOCTb

profit - npuObLIb - IPEBbILLIEHUE T0XO0I0B (I0-
CTYIUIEHUI) HaJx pacxonamu (U3Aep KKaMu)
KOMITAaHHUH; TTOJIOKHUTEIbHAS DPa3HUIA MEXITY
MIPOJAYKHOW M MOKYIHOW LleHaMU ToBapa, (pu-
HAHCOBOTO MHCTPYMEHTA H T.]I.

profit and loss account - cuer npuOsLIei u
YOBITKOB [JJOXOJIOB W PACXOJIOB|, pe3ysbTa-
TUBHBIA cueT (OyXrajaTepckuil cuer, Ha KOTO-
POM YYHUTBHIBAIOTCSl TIOCTYIUIEHHE M PacXoo-
BaHUE CPEICTB KOMITAaHUM)

profitability - npuObuIEHOCTE, peHTaOENb-
HOCTb, JOXOJTHOCTb

profitable - npuObUIbHBIN, BHITOAHBIHN, JOXOA-
HBII, peHTa0eNbHbIH

proliferate - pacnpoctpansaTecsi (0 3HAHUAX
U.T.I1.); OBICTPO YBEIUYMBATHCS (B KOJUUYECTBE),
paspacraTbcs

properly - J10JDKHBIM 00pa3oM, Kak CIEIyeT,
MIPaBUIILHO

property - COOCTBEHHOCTh

prosper - mpeycreBath, MpoIBETaTh

provide - cHaGXaTh; JOCTAaBISATH, 0OECHEYn-
BaTh (KOro-ymoo / yTo-moo)

proxy fight - 6opr0a 3a goBepeHHOCTH (6OpPD-
0a 32 KOHTpOJIb HAJl KOMIIAHUEH MyTeM Hpu-
BJICUCHHUSI HAa CBOIO CTOPOHY IpEICTaBUTEICH
aKIIMOHEPOB, NMEIONINX JIOBEPEHHOCTH HA TO-
JI0OCOBaHME Ha 0011eM cOOpaHHU aKIIHOHEPOB)
psyche - nyx, nyma

Public Limited Company (PLC) - oTkpbITOE
aKIMOHEPHOE 001eCTBO, OOLIECTBO C OTPAHU-
YEHHOW OTBETCTBEHHOCTHIO, OTKpHITas [ImyO-
JMYHAsI| KOMITaHHSI C OTPAHUYEHHON OTBETCT-
BEHHOCTBIO (OOIIECTBO, AaKLUMU KOTOPOrO Ha-
XOJATCSI B OTKPBITOM Ipoaaxe Ha (hoHIOBOM
Oupke; ero yuypeauTesan OTBEYaroT Mo o0s3a-
TeJIbCTBaM OOILECTBA TOJILKO B IIPENENax CBO-
UX BKJIJIOB B €r0 YCTAaBHOW KalUTaJl; 3aKOHO-
JaTeNbCTBO YCTAaHABIMBAET MHOTOUYMCIICHHBIC
0053aHHOCTH TAaKOW KOMITAHWH, CBSI3aHHBIE C
packpbITHEM HHPOPMAIIH O €€ e TEITBHOCTH,
HE0OXOMMOCTBIO MIPOBEACHUS 00s13aTELHOIO
aynuTa (UHAHCOBOW OTYETHOCTH)

public welfare - o6mecTBernHoe Onarococ-
TOSTHHE

purchase - mokymnka, 3aKkynka; MoKymnarh, 3a-
KyIIaTh

pure competition - dncTas KOHKypEHITUS
pursue - ipecieaoBarh (11eJb); CIe0BaTh Ha-
MEYEHHOMY KYpCY; J0OHBaTHCS
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-Q-
quantity - KOJTU4E€CTBO; YUCIECHHOCTh, YHACIIO
quarrying - pa3paboTka (MOJIE3HBIX HMCKO-
MaeMbIX) OTKPBITBIM CIIOCOOOM; pa3paboTka
Kapbepa
quarterly - pa3 B kBapTaJ, pa3 B Tpu MecsLa
quaternary sector - Y4eTBEpTUYHBIN CEKTOP
quinary sector - ATepUYHbIN CEKTOP

-R-
raider - Haneruuk; wmapojep; "dupma-
HaleTyuk" (KOMITaHHS, MOTEHLUHUAIbHO CIO-
coOHasi MOTJOTUTH Apyrue kommnanuu. "Ha-
net" [raid] ocymiecTBIsieTCS B BUIE MAaCCUPO-
BaHHOM CKYNKH aKUW KOMIAHHH-KEPTBBI C
LE/IbI0 TOJIyYUTh KOHTPOJIbHBIN MAKeT ee aK-
1IH)

range - psJ, JUHUS, Lelb, BEPEHUIIA; [IIEpEH-
ra; acCOpTUMEHT, COPTAaMEHT; HOMEHKJIaTypa
raw materials - cbipbe

real estate - HEIBIKUMOCTD

recession - criaji, perieccus ((aza Ae7I0BOTO IHK-
Ja, crieayronias 3a OyMOM; XapakTepH3yeTcs
CTaTHUCTUYECKH (UKCUPYEMBIM  OCIIabJIeHUEM
JIeTI0BOM aKTUBHOCTH)

record keeping - yder, BeneHue ydera [Oyx-
rajTepCKUX KHUT |

recovery - BO3MEIICHUE, BOCCTAHOBJICHUE
recruit - HaHUMaTh (Ha paboTy)

redundancy - cokpaiieHue ITaTtoB (YBOJbHE-
HHUE U3-3a OTCYTCTBUS pabOThl, M3-3a W3JIHMILKA
paboueil CHIThI WK W3-3a HECTIOCOOHOCTH HAHU-
MarTers BbIIUIauYMBaTh 3apab0THYO ILIaTy)

refer - HampaByATH; OTCHUIATH (K KOMY-JIMOO /
4eMy-JI100); PUMHCHIBATh (4eMy-1100); OTHO-
CHUTb Ha cUeT (4ero-uoo)

relatively - oTHOCUTENHHO, CPAaBHUTENBHO
reliance - noBepue, yBEpEeHHOCTb; CTEIEHb
UCIOJb30BaHus (4ero-iubo), 3aBUCUMOCTH (OT
WCITIOJIb30BAHUSI YETr0-JIn00)

rely on - noyiaratbcs; HaIEATHCS

remote - JMCTaHIIMOHHBIN, NEUCTBYIONIMN HA
PAacCTOSIHUH, yJAJICHHBIN

remuneration - BO3HarpaxjaeHue; oIUlara,
KOMIICHCalus

renewable resources - BO300OHOBJIsiIEMbIE pe-
CypChl

rent - apeHJHasl IUIaTa; apeH/oBaTh, OpaTh B
apeHIy

representative - mpecTaBUTENb
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research - uccienoBanue

Research and Development (R&D) - Hayu-
Hbl€ MCCJIEIOBaHUS U pa3pabOTKH, HAyYHO-
HCCIIE/IOBATENILCKUE U OMBITHO-KOHCTPYKTOPCKHE

pazpadotku (HP u OKP)
reseller market - peiHOK mnepenpoaaBaeMbIX
TOBapOB

responsibilities - oTBeTcTBEeHHOCTB; 00s3a-
TEJIbCTBA

retail - po3HrUHas poIaKa; MPOAaBaTh

B PO3HHUILY

retailer - pO3HUMYHBII TOProBel; TOProBas
¢bupma (Bemyiasi pO3HUUHYIO TOPrOBIIIO)
retailing - pozHuuHas Toprosius (robas nes-
TEJFHOCTH T10 TPOJIAYKE MPOIYKIIUU HETIOCpeI-
CTBEHHO KOHEYHBIM TIOTPEOHTENSIM TSI HMX
JMYHOTO HEKOMMEPYECKOTO TMOJIb30BaHMs, HE
TOJILKO TIpOJ[aka TOBAapOB B MarasuHe, HO H
MPEOCTaBICHUE YCIIYT; MOXET BKIIIOYATh B
ceOst TpsiMbIe TIPOJIAYKU Yepe3 KOHCYIIbTaHTOB,
MPOJIAXKY O KaTajoraM M.T.I1.)

retrenchment - coxpaienue, ype3sIBaHHE
return - 70XoJ1, IPHOBLIb, BEIPYYKA, TTOCTYII-
JIEHUs1; BO3BpAILaTh (Cs1)

revenue - 70X0J (10 OCHOBHOM [OOBIYHOM]
NesITeNbHOCTH), BbIpydKa (JIt0Oble MOCTYILIe-
HUS OT TPOJAX WIH M3 JAPYTUX UCTOUYHHKOB
(HampuMmep, A0X01bI OT COOCTBEHHOCTH, MPO-
[EHTHBIE JIOXOJbl OT BIAJACHUS AaKIUIMHU
U T.I1.))

review - peLeH3us, KpUTHIecKas CTaThs
reward - Harpa/ia, BO3HarpaxxJeHue

risk taker /seeker - uckarens prucka (Jiuio, Ko-
TOpOE TIPEATIOYNTAECT PHCKOBAHHBIC JCHCTBUS,
B Ooyiee Y3KOM CMBICIE: JIUIO, KOTOpOE IpU
OLICHKE CPaBHUTEIBGHOW BBITOIHOCTH Pa3iIid-
HBIX JIBTEPHATHB TOMHMO MaTEMaTHYeCKOTO
OXKHIIAHUSI BBIMTPBIIIA YYATHIBACT TaKKe U
YPOBEHb PUCKA W TIPH 3TOM H3 JIBYX aJIbTepPHA-
THB C PaBHBIMH MaTEMaTHYECKHMH O>KUIAHHS-
MU BBIMTpBIIIA BBIOMPAET aJbTEPHATHUBY C
OOJIBIIUM PUCKOM, TaK KaK 3TO TPEIIoJiaract
BO3MOYKHOCTb OOJIBIIIETO BBIMIPHIIIA)

rite - 0Opsi/1, LIEpEMOHUS; pUTYaJl, [IEPEMOHHUAIT
ritual - oOpsin, putyan

rival - conepHuK, KOHKYpEHT

rivalry - comepHHYecTBO, KOHKYpPEHIHs, CO-
PEBHOBAHHUE, COCTSI3aHNE

routine - OOBIYHBIN MOPSAJOK, OOIIEIPUHATAS
MIPAKTUKA; OTIPE/ICIICHHBIA PEeKUM



rule of a thumb - smnmpuueckuii MeTon; mpa-
BUJIO OOJIBITIIOTO TAJTBIIA; MPAKTUYECKUAN CIOCO0,
MeTO (B OTJIMUME OT HAYYHOTO); TPUOIKEH-
HBII [TOJICYET

-S-
safety - 6e3omacHOCTh
salary - »xanoBaHbe, 3apaOoTHas mara (ciy-
JKAaIIeTo); OKIa
sale - mponaka; pacrpoaaxa
satisfy - ymoBnerBopaTh (KOro-iaubo; ubu-
nub0 TpeOOoBaHUs, 3alpochl); COOTBETCTBO-
BaTh, OTBEYATh (KaKUM-JINOO TPEOOBAHUSIM)
savings - coepexeHUs
$avvy - COOOpa3UTEIhbHOCTh, HAXOIUYUBOCTD,
CMBILJIEHOCTD; 31PaBblii CMBICI; CMBIIUICHBIN,
TOJIKOBBIN, COOOpa3UTENbHBIN
scale - macmirab
scarce - HEIOCTaTOYHBIM, CKYIHBIM; PEIKHIA,
nepUIUTHBIN
scarcity - nepuuur
schedule - criucok, nepeyenp, KaTajior; ONMUCH,
peectp; rpaduk, mporpamma, IUIaH; pacluca-
HUe (Ha TPaHCIIOPTE); IOBECTKA JIHS
scholar - yuenslit (00bIYHO I'yMaHUTAPUIA)
scientist - yueHblii; Hay4HbII paOOTHUK
scope - TPaHUIlbl, paMKH, TIpeaeibl (BO3MOXK-
HOCTEH, 3HAHWW W T.IL.); MaciTad, mpener,
pasmax; cdepa, 001acTb JSHCTBUS
scrap - BbIOpachlBaTh 3a HEHAJOOHOCTHIO;
CTIMCBIBATH
screening - (TmiarenabHasi) NMPOBEpKa, COPTHU-
pOBKa
scrutiny - BHUMAaTeIbHBIH OCMOTp; HCCIEIO0-
BaHHe, HAOJIIOCHHE
sea change - (pe3koe) m3MeHeHue, mpeoodpa-
KEHHeE, MOJIHas TpaHchopManus
secondary sector - mepepabarbiBaromias, o0-
pabaTsIBaroLasi IPOMBIIIIEHHOCTh
securities - leHHbIE Oymaru
self-employed - wMenkuii npennpuHUMaTENb
(JTM1I0, KOTOPOE 3aHMUMAETCSI MEJIKUM OH3HECOM
0e3 HailimMa JApyrux pabOTHHKOB (HampUMeEp,
BBITIOJTHSIET MEJIKYIO HaJIOMHYIO paboTYy))
semi-finished goods - mnonydpadbpuxaTs
(IpOIyKTHI Tpyia, KOTOPHIE JOJDKHBI IPOUTH
OJIHYy WJIM HECKOJbKO cTaiauil oO0paboTku,
MpeXJe 4YeM CTaTh TOTOBBIMU W3[ICIUSIMH,
TOJHBIMU JIJISl JIMYHOTO WJIM MPOU3BOJICTBEH-
HOTO MOTpeOIIeHHUST)

Search Engine Optimization (SEQ) - xowm-
IUIEKC MEp IO ONTHUMH3ALMU CaiiTa C LEJIbI0
YIy4ILIEHUsI €ro MO3ULMI B TOMCKOBHUKAX
services - yciyru

share - nmons, yacTb; KBOTA; aKuys; Mau; Je-
JIUTHCS

shareholders - akuroneps!

shark repellent - "akynbs orpasa", "akynuit
penesuieHT" (JTFOOBIE MEPBI MO 3alTUTE KOMITa-
HUHU OT HEAPYKECTBEHHOT'O MOIJIOIIEHUs (Ha-
IIpUMep, 3alIUTHOE CIUSHHE, MONPaBKU K yc-
TaBy KOMITaHUH, 3aKIIOUYEHUE CJIOKHBIX JOTO-
BOPHBIX OTHOILEHUI C NapTHEpamMu U T.IL.);
UMEIOT 1IeJIbI0 CIeNIaTh KOMITAaHUIO HEelpuBJe-
KaTenbHOM 1 "mornotutens')

shelf life - cpok xpanenus (mpoaykra);
COXpaHsEeMOCTh

shift - u3MeHaTh, MEHATH; U3MEHEHUE, TIEpe-
MEIlIeHUE, CABUT

ship - nepeBo3uth (rpy3, ToBap); OTIPABIATH
(pa3nMyYHBIMU BUIaMU TPAHCIIOPTA)

short term - KOPOTKUI CPOK; KPATKOCPOYHBII
shrink - ymenbarbcs, cokpaarbes

sideline - noOouHnas pabora; BrOopas / modou-
Hasi npodeccusi; AOMOIHUTENIbHBIE TOBaphl (K
OCHOBHOMY aCCOPTUMEHTY); HE JOIYyCKaTh,
UCKJIF0YATh; OTTECHATh Ha BTOPOU IJIaH

sin fines de lucro - HeKoMMepueckas OpraHu-
3anus

six sigma - mectb curm (mporpamma cTaTu-
CTHUYECKOTO0 MpPEJOTBpalieHus Ie(eKToB 3a
CUET CHW)XEHUS BapuadeIbHOCTH IPOLECCOB;
Ha3BaHUE O3HAYAET, YTO PACCTOSIHUE 10 HIXK-
HEH MpeJesIbHOM T'paHUIbl KadecTBa JOJDKHO
COCTaBJISITh IIECTh CTAHIAPTHBIX OTKIOHEHUH,
TOT/Ia YPOBEHb ACPEKTOB OYyIET COCTaBIIATH
TPHU Ha MUJUIMOH)

skill - nckyccTBO, MacTepcTBO; yMEHHUE; Ha-
BBIK; JIOBKOCTb, CHOPOBKA

Small and Medium Enterprise (SME) - men-
KH€ U CPEIHUE TPEIIPHSITUS

smelting - BbITUIaBKa, IJ1aBICHUE

social welfare - counansHoe OmarococTos-
HUe, colluajgbHOe o0ecleueHue, couuanbHas
MIOMOIIb

Small Office / Home Office (SOHO) - manbrit
WA JOMaITHAA oduc

sole proprietorship - nHIMBH Ty IbHOE YaCTHOE
IpeArpusTie (OpraHu3aloHHas GopMa mpes-
MIPUHUMATENBCKON EITETbHOCTH OJJTHOTO JIMLIA)
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sole trader - MHIMBUAYaIBHBIN NPEIIIPUHAMA-
Tenb  ((pu3nueckoe JMIO, OCYLIECTBIISIOLIEE
MPEIPHHAMATEIBCKYIO JEATEIBHOCT OT CBO-
€ro MMEHU U 3a CBOM CUeT; I TOro 4ToObI Ha-
YaTh WHIMBHUIYAIbHYIO MPEAIIPUHIMATEIBCKYIO
JeSTENFHOCTh, HE TPEOYeTCsl IPOXOAUTH CIEIH-
aITbHYIO0 TOCYZIAPCTBEHHYIO PETUCTpAINIO; BMe-
CTe C TeM, YYeT WHIMBUAYATGHBIX MPEIITPHHI-
Maresieldl OCyIIECTBIISICTCSl HAJIOTOBBIMH OpraHa-
MU JUIS 1Ieed HaJIoroo00KeH s, (PMHAHCOBbIE
PE3YIBTAThI ACSITETHHOCTH HE TIOJUIekKAT 00s13a-
TENTBHOW MPOBEPKE U MOTYT HE ITyOIIMKOBATHCS
VH]IMBU/TyalIbHBINA TIPEANPHHAMATEb OTBEYACT
1o o0s3aTesbcTBaM, BOZHUKILIUM B pe3yJbTaTe
OCYIIECTBICHUSI MM  TNPEANPUHAMATEITLCKON
NEATeIbHOCTH, BCEM CBOMM UMYIIIECTBOM)
solely - eAMHCTBEHHO, UCKITFOUUTENBHO, TOJIb-
KO; B OJIMHOYECTBE; CAaMOCTOSATEIBHO, €IHHO-
JTMYHO

solitary - oTnenbHBIN; caM Mo ce0e; UCKITIOYH-
TEJIbHbIN

span of control - HOpMa yIpaBIIEMOCTH; TIpe-
JENbHBIA 00BEM OTBETCTBEHHOCTH (KOHIICTI-
Ul aJIMUHACTPATHBHO-YIIPABICHYECKON Jiesl-
tenbHOCTH. Kacaercs mpenenbHOro yucia Be-
JIOMCTB, KOTOPbIMH  MOXET 3¢ (HEeKTUBHO
YIIPaBJIATh OJHO BBICIIEE PYKOBOIAILEE JIULIO,
WM MaKCHMAJIBHOTO YHCIIa HETIOCPEICTBEHHO
MOTYMHEHHBIX €My COTPYAHUKOB. BosbrimH-
CTBO JKCIIEPTOB COTJIACHBI, YTO TaKUM TIpe-
JENbHBIM 4KciIoM sBisieTcss yucio 20. Yacto
MPUHUMACTCS BO BHUMAaHHE TPU MPOBEICHUH
aJIMIHHUCTPATUBHBIX PEOPTaHU3aIIHI)

special treatment - oco6oe oOpamienue
sponsorship - buHancoBas noaaepxKKa

staff / personnel - nepconan, kaapel, WTar, Kaji-
POBBIIT cocTaB (TpyIIa JIIONIEH, KOTOPBIE SIBIIS-
FOTCSI COTPY/IHUKAMHU KaKoH-JTM00 OpraHu3aiim)
stakeholder - akurionep

stand apart - cTOsTH B CTOPOHE, OCOOHAKOM
Standard Industrial Classification (SIC) -
CrangapTHas TPOMBINUICHHAS Kilaccu(HKa-
s (oTpaciielt HapoJHOTO X03SCTBA)
standard of living - ypoBeHb xu3HU, MaTepu-
aJIbHOE 0JIaroCoCTOSIHNE

standardization - crangapruzauus; npusee-
HUE B COOTBETCTBHUE CO CTAHAAPTOM

start from a scratch - Hayath ¢ Hys, Ha4aThH
Ha ITyCTOM MECTe
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start up - crapran (TOJBKO YTO CO3JaHHAs
KOMIaHUs (BO3MOYXKHO, €Il JaKe HE SBIISO-
miasicsl FOPUMYECKUM JIMIOM), HaXoJsIascs
Ha CTaJMy Pa3BUTHUS U CTPOSALIAsl CBOM OM3HEC
nu00 HAa OCHOBE HOBBIX WHHOBAIIMOHHBIX
uaei, 1Moo Ha 0a3e TOJBHKO YTO MOSIBUBIINXCS
TexHosoruid. Yarmie Bcero xapakTepHbIE OCO-
OCHHOCTHU CTapTara - 3T0 HeXBaTka (PMHAHCOB
U HENpoyYHOEe, IMOYTH '"MapTU3aHcKoe" MoJo-
eHue ¢Gupmbl Ha peiHKe. M3-3a TOTO, YTO B
CLIA craprambl, Kak MpaBWIO, CO3/JAIOTCS
CTyJICHTaMH, TaKh€ KOMITAaHWHM YacTO Ha3bIBa-
10T "rapaXHbIMH")

stockholder / shareholder - akinonep
stockholders - akunoneps!, nannuKu
stocking - cknagupoBaHue

stocks and shares - akuuu u oGnurarun

store - XpaHUTb, COXPAHSTh;, Mara3uH

stores department - OTIeNl IIPOU3BOJICTBEH-
HBIX 3aI1aCOB; CKJIAJ]

storing - XpaHeHue, COXpaHeHHe

straddle - pacTaruBaTbCs; NEPEKUIBIBATHCS; KO-
11e0aThCsl, BECTU JIBOWCTBEHHYIO TOJIMTHKY; IlIa-
rath

stringent - Beckuii, yOeAUTEIIbHBIN; CTPOTHIA;
00s13aTeILHBIN;, TOYHBIN

subsistence agriculture - HarypanbHOe cenb-
CKO€ XO35MCTBO

substantial - BaxHbIH, 3HAYNMBIN, 3HAYUTEIIL-
HbIM, HEMAJIOBAXXHBIM, CYIIECTBEHHBII; MPOY-
HBIH, COJTHIHBIN

substitute - 3ameHuTeNk, cypporar

success - yjaada, ycrex, OJaronpusTHBIA HC-
X0J

successful - ycriernnprit

suite - HaOOp, KOMILIEKT

summarize - CyMMHPOBaTh, PE3IOMHPOBATH,
MOJABOJIUTH UTOT

supplier - nocraBmuk

supply - npeioxkenue; cHabxKeHue, IOCTaBKa
support - NoAAEPKKA, IOMOILb; OTAEH TEXHU-
YeCKOM TMOJJIEPKKH, CIy)K0a TEeXHUYECKON
MOJJICPXKKH; TOACPKUBATh; TOICPKUBAIO-
UK, OKa3bIBAIOIIMK IMOJIEPKKY; BCIIOMOTra-
TEJIbHBINA, BTOPOCTETIEHHBII

Surpass - mpeBOCXOIUTh, PEBBIIIATH; OOTOHSTh,
OTIepeXkKaTh, IEPErOHSThH

surplus - wznuIIek, U30BITOK, MPEBHIIICHUE
(Hampumep, MOCTYIJICHUH HaJl PacX0daMHM )



sustainability - ycroitunBOCTB; ycTOMUYMBOE
pa3BUTHE (XapakTepu3yeT OOIIECTBEHHYIO H
YeJIOBEUYECKYIO0 NIeSTEIHbHOCT, Oyaromapsi Ko-
TOpPON OOIIECTBO M KAXKJbIH W3 €r0 UWICHOB
YIIOBJIETBOPSIOT CBOW MOTPEOHOCTH, HE HAHO-
csl Bpelna NPUPOJHOMY TOTEHIHATY, T.€. CO-
XpaHsisi paBHbIE BO3MOXXHOCTHU ISl CYIIECTBO-
BaHUA W PA3BUTUA MOCICAYIOIIUX HOKOHGHHﬁ;
IIOHATHEC IIPUMCHACTCA B COIIMAJIBHO-
SKOHOMHUYECKOH cepe u B chepe 3K0I0THn)
SWOT analysis - aHanm3 CHIBHBIX, CITAOBIX
CTOPOH, BO3MOYKHOCTEMN U OMACHOCTEN
syndicate - cuHgMKar, KoHcoOpuuyM (Jir0o0oe
OOBeIMHEHNEe OaHKOB, CTPAXOBBIX KOMITAHUH,
TIOAPSITYMKOB, TOBAPOTIPOU3BOAUTEIICH HIIH JIPY-
rux (GUpPM UIS OCYHIECTBICHHS OOIIEro MpoeK-
Ta, HaNpUMep OObEITMHEHNE TOBAPOIPOU3BOIH-
TeNeH ¢ IEeNbI0 COBITA M peali3allii €MHON
LIEHOBO MOJINTUKH)

-T-
tangible - matepuanbHbI

tangible goods - peasibHbIe Osara, MaTepuaTb-
HBIE TOBApHI

target-company - KOMITaHHUS-1IETb (TIOTJIOIIE-
HUS); KOMITaHUS-00BEKT (TOTJIOLIEHHUST); MPU-
oOperaemasi KoMmaHusi (KOMITaHUS, KOTOpas
SIBIISIETCS] OOBEKTOM TIOTIBITKH TIOTJIONICHUS CO
CTOPOHBI JPYroi KOMIIaHUN)

tariff - tapud, Hanor, nouuiHa

tax - Hajor

tax evasion - (HE3aKOHHOE) YKJIIOHEHHUE OT YII-
JIaThl HAJIOTOB

tax haven - "Hasorosmlii pail", "Hajoronas
raBaHp", "HajmoroBoe yoOexunie" (cTpaHa Wid
TEPPUTOPHSL, KOTOpHIE TPHUBICKAIOT HWHO-
CTPAHHBIX IOPUIMYECKUX M (UIUUECKHUX JIHIL
HU3KUM YPOBHEM HaJIOTOB)

taxation - 00JI0JKEeHHE HAJIOTOM, HaJO0T000JI0-
KeHHUe, B3MMaHNe Hajlora

teleworker - TUCTaHIIMOHHBIN [BUPTYaIbHBIH |
paboOTHUK, TenepaboTHUK (paboTaroluii BHE
odurca KOMIIAHUH W TIOIJIEP)KUBAIOIININ CBS3b
C PYKOBOJCTBOM IIPH TIOMOIIM COBPEMEHHBIX
TEXHUYECKHX CPEICTB)

temporary - BpeMeHHBbIN

tender offer - TennepHoe npeioxenue (Mme-
TOJT OCYILIECTBIICHHUS TTOTJIOIIEHHSI Yepe3 Iyo-
JMYHOE TIPEIUIOKEHHE AaKIMOHEpaM IIOTJIO-
1aeMoOi KOMIIAHWHU KYITUTh MX aKIIH )

tertiary sector - 0OCTy)KUBAIOIIUN CEKTOP

textile mill - TekctunbHas padbpuka

threshold - mopor; npenasepue; OTIpaBHOM
MyHKT, KaHyH, Ha4ajo

to some extent - 10 HEKOTOPOM CTENIEHU

tools - nHCTpYMEHTapUit

total package - enuHbIN AKET MPEIIIOKEHUH,
€VHBIN ITaKeT MEPONPUATUN

Total Quality Management (TQM) - xowm-
TUIEKCHOE YIIPaBIICHHE KayecTBOM (KOHIICH-
s, MOApa3yMeBaolas yJyacTue Bcex padbot-
HUKOB OpPraHU3aIlM{ B TOBBINICHUN KayecTBa
MPOAYKIIMA W ONTHUMHU3AIMH TIPOU3BOJICTBA C
LEbI0 JIOJITOCPOYHOTO Y/IOBJIETBOPEHUS IO-
TPEOHOCTEN KIMEHTOB

trace - TPOCJIEKNBATh, OOHAPYKUBATh, yCTa-
HaBJIMBATh; Pa3bICKUBAThH

trade restrictions - TOproBbie OrpaHUYEHUS, OT-
paHWYEeHUs TOPrOBIM (OTpaHWYCHHUS, Hajarac-
MBI€ TOCYJapCTBOM Ha OOBEMBI TOPTOBIIH C IIe-
JIBIO 3aIIUTH MHTEPECOB HAMOHAIBHBIX TPOH3-
BOJMTEJIEN, a TaoKe g oOecrieueHus oOIero-
CYIapCTBEHHBIX WHTEPECOB W BBINIOJIHEHUS Me-
KIIyHapOJIHBIX 00s13aTeNIbCTB, HAIIPHMEp BBE[IC-
HHE UMITIOPTHBIX HJIM SKCTIOPTHBIX KBOT)

trade union - mnpodeccuoHANbHBIA COIO3,
mpocoro3, Tpea-IoHHOH (OpraHuzaius pado-
YMX U / WM CIYKalIuX OJHON Mpodeccuu, oT-
paciv Wi TPEINPHUSTHS, CO3aHHAsT IS 3aIllH-
TBI CBOMX MHTEPECOB B OTHOIICHUSX ¢ paboToO-
JaTesiIMU, B TOM YHCIE ISl BEICHUS KOJUIEK-
THUBHBIX MEPETOBOPOB IO BOIIPOCAM OIUIATHI U
yCIIOBU Tpy/a, pabodero BpeMeHH U T.I1.; 00b-
eIMHEHNE TTPO(ECCHOHAIBHBIX COI030B)
Transnational Company (TNC) - tpancha-
nuoHaneHas kommnanus, THK (mo Bwipabo-
tanHoMy B OOH omnpenenenuto: mpeanpu-
ATHS, HE3aBUCUMBIE OT CTPaHBI UX IPOMCXO-
XKIeHUs U (OPMBI COOCTBEHHOCTH Ha HHUX
(yacTHBIE, TOCYHapCTBEHHBIC WJIM CMEIlaH-
HBIC), UMEIOIINE OTACICHHS B IBYX MIHU 00-
Jee cTpaHax, KOTopble (YHKUMOHUPYIOT B
COOTBETCTBUH C CHUCTEMOW MPHUHSATHS pelle-
HH, MO3BOJISIIOLIEN MPOBOAUTH COTJIACOBAH-
HYIO MTOJIUTUKY B OOIIYIO CTPATETHIO)
trial-and-error - meto mpo0 u OMIMOOK
turnover - 060poOT, TOBapooOOPOT (CymMmap-
Hasi CTOMMOCTH IPOJaX 32 OTYETHBIH MEPHON
IUISL OTJETTBHOM KOMIIAHWH, OTPACIH TN KO-
HOMUKH B IIEJIOM)

tycoon - MPOMBINUICHHBIN WX (UHAHCOBBII
MarHaT
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-U-
ultimate goal - koneuHas 1B

unacceptable - HemonmycTHMBIN, HEMO3BOJIM-
TEJIbHBINA, HENPUEMJIIEMBIN

unauthorized - Hepa3peleHHbIN, HECAHKIHO-
HHUPOBaHHBIN

underemployment - HenoJiHas 3aHATOCTH (pa-
0ouell CHJIbl); HECOOTBETCTBYIOMIAsl KBaIU(U-
karmu (padoTaromiero) padora
underperformance - cnabasi 5KOHOMUYECKast
aKTHBHOCTh

unemployed - 6e3pabOTHBII

unemployment - 6e3paboTuria

utilities - xoMMyHanbHBIE CHYXObl (TIO
NAICS 2002: cexTop U HOJACEKTOpP IKOHO-
MUKH, B KOTOPBI BKJIFOYEHBI OpPTaHU3aIlNH,
3aHUMAIONINECS] TPEJOCTAaBICHHEM KOMMY-
HaJIbHBIX YCIIYT: 3JIEKTPOCHAOXKEHHE, BOJIO-
cHaO)XeHue, ra3ocHabXeHHE, OTOIICHUE U
BBIBO3 MYCODA)

utility firm - komMmmyHanbHOE IIpeapUATHE
utilize - yrunus3upoBarh; MCHOIb30BATH; pac-
X0JI0BaTh; YHOTPEOIATh

-V-
validity - ropuauueckas cuia, OpUIAIECKast
NeHCTBUTEIBHOCTh, 3aKOHHOCTb, HOpUIUYE-
CKOE€ JIeliCTBUE; apryMEHTUPOBAaHHOCTbh, BEC-
KOCTb, ~MOTHUBHUPOBAHHOCTb, O0OOCHOBaH-
HOCTb
value - cTouMoOCTb, LI€HA, HEHHOCTH (JICHEX-
HBIH DKBUBAJIEHT KakKOH-THMOO BEIIM; T.€.
CyMMa JIEHET, 3a KOTOPYIO 3Ta BEIllb MOXET
ObITh MpOJaHa WM KYIJIEHA; MOXKHO TOBO-
puUTh 00 MHIUBUIYaJIbHOW LEHHOCTH BELIU
JUISL OTAEJIBHOTO YeJIOBEKa - OHAa U3MepseTCs
KOJM4ecTBOM JeHer (Onar), KOTOpble€ 3TOT
YeJI0BeK TOTOB OTAaTh 3a NpUOOpETEeHHE
STOW BElIW, U PHIHOYHOIN LIEHHOCTHIO (1IeHa,
CTOMMOCTB) BEIU, KOTOpasl yCTaHaBJIUBAET-
Csl Ha pBIHKE Yepe3 B3auMOJICHCTBHE CIpoca
U TIPEIJIOKEHHUS)
variable - W3MeHUYUBEINA, U3MCHSIONINICS, HE-
MOCTOSTHHBIN
vehicle - TpaHcopTHOE CpEACTBO

vertical merger - "BepTuKangbHOE CBEPXY BHU3"
[vertical-backward] - cnusHMEe OCHOBHOW KOM-
TIAHUW C KOMITAHWSIMH, TIOCTABJISIOIIIMMU CHIPhE
U KOMIUICKTYIOIINE, '"BEPTUKAIBHOE CHU3Y
BBepx" [vertical-forward] - cnusiHMe ocHOBHOM
KOMITAHUHM CO COBITOBBIMH M TOPTOBBIMH CETSI-
MHU; CO3/IaHHE KOHIJIOMEPATOB

vision / mission statement - "mocraHoBka 3a-
naun" (Ha MOJTHOM JIEJIOBOM >KaproHe O3Ha4yaeT
Oo(pHITMATTBHBI OTYET O TEISIX U CTOMMOCTH
0001 KOMIIaHUM, TOCYJApCTBEHHON OpraHu-
3amuM U T.1. Mission statement siBisieTcs oJi-
HUM M3 OCHOBONOJAraloUIMX TpeOOBaHWN Hpu
MPEATIOKEHNN JTI000N KOPIOPAaTUBHOM WHU-
[IMATHUBBI, @ MCIIOJIb3yeMbIN SI3bIK (OOBIYHO Ha-
00p MyCTBHIX KJIMIIE) NEMOHCTPUPYET pECIEK-
TabeJIbHOCTh U BBI3BIBAET JI0OBEPHE MYOIHUKH)
vital - (’KM3HEHHO) Ba)KHBIM, HACYILHBIH, CY-
IECTBEHHBIN, HEOOX0 UMBI

vitamin supplement - BuTamuHHBIE T00aBKH
Voice over IP (VoIP) - nmepenaua romnoca
(ronocoBoro, UM peyeBoro, Tpaguka) mo I1P-
ceTsiM, rosioc nosepx 1P, Tenedonus Ha 6aze
IP; VolP-tenedonus, unrepHeT-renepoHus
voluntary - 100pOBONBHBIN; 10OPOBOJIBYE-
CKHIA; OECIUIaTHBIN, HEOTUIAYMBAEMBIH, J00PO-
BOJIBHBIN, OJaroTBOpUTENbHBIA (0 paboTe);
coJiepKalluiicss Ha J0OPOBOJIbHBIE B3HOCHI
volunteer - BoJOHTEp, 10OPOBOJIEL], YEIOBEK,
0€3BO3ME3HO BBIMOJHAIOUIUN  KaKyrO-T1M00
paboty

voting right - mpaBo rosoca

-W-
wages - 3apaboTHas miata (pabounx)

waiver - oTka3 (OT mpaBa, TpeOOBaHUS, MPU-
BUJIETUH); JIOKyMEHT (00 OTKa3e OT IpaBa);
OTKa3bIBAIOUIMICS OT CBOETO IIpaBa; paspe-
LIEHHOE OTCTyIUIeHuEe (0T TpeOoBaHUii), paz-
pelIeHHOe OTKIIOHEHHE (0T TpeOOBaHMIA)
warehousing - ckiajackoe X03sHCTBO; CKJa-
IMPOBaHKE, XpaHEHUE Ha CKIIa/Ie

warranties - rapaHTHU

waste time (money) - 3ps TpatuTh BpeMs
(neHnrn)

wasteful - HEOKOHOMHBI, PaCTOYUTENBHBII
welfare - 61arococrosiHue

wheat - muennna

wholesaler - onToBUK, ONTOBBII TOProOBELL
workforce - paboyast cuna
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