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BCTVYII

Hapuansno-meromuune Buganus “English for Specific Purposes. Meroauusi
BKAa3iBKH JI0 MPAKTUYHUX 3aHATH 3 aHIITIHCHKOT MOBH Juis cTyaeHTiB 1l kypcy neHHoi
(dbopmu HaBYAHHSI 32 HaNpsAMoM miarotoBku 6.030507 MAPKETUHT'. ¥V 2 yactunax”
VKJIaJICHO 32 BAMOTaMH MOJYJIbHO-PEHTHHIOBOT CUCTEMH HABYaHHS W BiJIIOBIIHO JIO
HaBYAJIBHUX MPOrpaM i TutaHiB. MeToMUYHI BKa3iBKH CKJIAJAIOTHCS 3 JBOX YaCTHH,
KOKHA 3 SKAX BKJIIOYAE MO TPH MOIYJI, IO MICTSITh PI3HOMAHITHI 3aBIaHHS IS
(dopmyBanHs TIpodeciiiHOi KOMYHIKAaTUBHOT KOMIIETEHIIIi, BIPaBH JIsI PO3BUTKY Ta
BJIOCKOHAJICHHS TPaMaTHYHUX 1 JISKCHYHUX HABUYOK, JUIOBI irpH, TBOPYi 3aB/IaHHSI.

Martepian KOXXHOTO MOJIYJS MICTUTh TEKCTH JUIS YHTAHHS, HA OCHOBI SIKHX
CTYZICHTH MAIOTh MOXKJIMBICTH HMOTTMOWTH CBOi MpodeciiHi 3HAaHHSA 3 TAKUX TEM, SIK
»MapkeTuHTOBUI Mikc”, ,,Pexmama”, ,Ilormut 1 mpomosumis”, ,,IlpoMoymiH i #oro
Bumu”’, ,Konkypenis”, , Tunu wmonomomii”. IlicIATEeKCTOBI JIEKCHUYHI BIPaBH
JIO3BOJISIFOTH  OBOJIOMITH TPO(ECiiiHOI JIGKCHKOK Ha pIBHI, HEOOXITHOMY IS
3aiiicHeHHsT mpodeciitHoi 1HMOMOBHOI KoMmyHikamii. [ po3BUTKY MOBIIEHHEBHX
YMiHb CTY/ICHTIB-MapKETOJIOTIB BHKOPHUCTOBYIOTHCS aBTEHTHYHI MaTepialh Ta
CIEIiaIbHO PO3pO0JICHI 3aBAAHHSA PIi3HOTO PIiBHS CKIAJHOCTI (MHOKHHHHK BHOIp,
BUOIp TMPaBWIBHUX 1 HENPaBWIBHUX TBEPPKEHb, 3allOBHEHHS IIPOITYCKiB, BUOIp
3aroJIOBKiB JI0 YacTHH TEKCTy i3 3alpONOHOBAaHHX, JOTOBHEHHS Ta 3aBEPIICHHS
pEYEeHb TOIIO).

'pamaThuHi BrpaBU CHOpSIMOBaHI Ha TMOTJIMOJICHHS 3HaHb Ta 3aKPIIUICHHS
HABUYOK Y)KHBaHHs BCIX YaciB aKTHBHOTO Ta ITACUBHOTO CTaHY, YMOBHHUX DPCUCHB,
MOJAJIbHKX JI€CIIB.

MeTor0 THCHMOBHX 3aBJaHb € O3HAHWOMJICHHA MaHOyTHIX MapKeTOoJOriB
BHJIaMH JIIJIOBOTO JIMCTYBAHHS, CKJIaJaHHSIM 3BITiB, PEC-PEi3iB, BIATYKIB TOIIO.



4. Module 4. Promotion
4.1 READING
Reading 1

4.1.1 Can you answer the questions?
What is promotion?
What promotional tools do you know?

4.1.2 Read the text and name the four major promotional tools
PROMOTIONAL TOOLS

The basic idea behind the ‘marketing concept’ — that you make what you can
sell rather than sell what you make -does not mean that your product will sell all by
itself. Even a good, attractively-priced product that clearly satisfies a need has to be
made known to its target customers. During the introduction and growth stages of the
standard product life cycle?, the producer (or importer, and so on) has to develop
product or brand awareness, i.e. inform potential customers (and distributors, dealers
and retailers) about the product’s existence, its features, its advantages, and so on.

According to the well-known ‘Four Ps’ formulation of the marketing mix
(product, place, promotion and price), this is clearly a matter of promotion. Since
budgets are always limited, marketers usually have to decide which tools —
advertising, public relations, sales promotion, or personal selling — to use, and in what
proportion.

Public relations (often abbreviated to PR) is concerned with maintaining,
improving or protecting the image of a company or product. The most important
element of PR is publicity which (as opposed to advertising) is any mention of a
company’s products that is not paid for, in any medium read, viewed or heard by a
company’s customers or potential customers, aimed at assisting sales. Many
companies attempt to place stories or information in news media to attract attention to
a product or service. Publicity can have a huge impact on public awareness that could
not be achieved by advertising, or at least not without an enormous cost. A lot of
research has shown that people are more likely to read and believe publicity than
advertising.

Sales promotions such as free samples, coupons?, price reductions,
competitions, and so on, are temporary tactics designed to stimulate either earlier or
stronger sales of a product. Free samples, for example, (combined with extensive
advertising), may generate the initial trial of a new product. But the majority of
products available at any given time are of course in the maturity stage of the life
cycle. This may last many years, until the product begins to be replaced by new ones
and enters the decline stage. During this time, marketers can try out a humber of
promotional strategies and tactics.

Reduced-price packs in supermarkets, for example, can be used to attract price
conscious brand-switchers and also to counter a promotion by a competitor. Stores
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also often reduce prices of specific items as loss leaders which bring customers into
the shop where they will also buy other goods.

Sales promotions can also be aimed at distributors, dealers and retailers, to
encourage them to stock new items or larger quantities, or to encourage off-season
buying, or the stocking of items related to an existing product. They might equally be
designed to strengthen brand loyalty> among retailers, or to gain entry to new
markets. Sales promotions can also be aimed at the sales force, encouraging them to
increase their activities in selling a particular product.

Personal selling is the most expensive promotional tool, and is generally only
used sparingly, e.g. as a complement to advertising. As well as prospecting for
customers, spreading information about a company’s products and services, selling
these products and services, and assisting customers with possible technical
problems, salespeople have another important function. Since they are often the only
person from a company that customers see, they are an extremely important channel
of information. It has been calculated that the majority of new product ideas come
from customers via sales representatives.

! Life cycle — the length of time that people continue to buy a particular type of
product.

2 Coupon — a printed piece of paper given to customers by the seller of a product,
allowing the customer to pay less than usual for the product when they next buy it, or
to get a free gift.

% Brand loyalty — the degree to which people regularly buy a particular brand of
product and refuse to change to other brands.

VOCABULARY

introduction stage — craist BUIIyCKy TOBapy IS TPOAAXKY
growth stage — crazist 3poctaHHs

brand — roprisensra mapka, Gpes

awareness — moiHhopMoOBaHiCTh, 00i3HAHICTh
advantage — nepeBara

tool — cmoci6, iHcTpyMeHT

concern — cTocyBaTUCS

public relations — 3B’s13ku 3 rPOMaACHKICTIO
maintain — miaTpuMyBaTH

improve — BIOCKOHATIOBATH

mention — 3raayBaHHs

assist — momomaratu, CripusTH

attract attention — npuBepraru yBary

impact — Brums

protect — 3axumaru

achieve — gocsarmu

€N0rmous — BeIu4Ye3HU I

free sample — Ge3komITOBHUI 3pa30K MPOAYKIIii
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temporary — Tum4acoBuii

maturity stage —crazis 3pisocti

decline stage — cranis cnany

counter — mpoTUCTOATH

prospect (for) — nrykatu mOTEHIIATBHOTO TOKYIIIISI
complement — gomnoBHeHHs

via (J1at.) — uepes

4.1.3 Answer the questions

1. What does a producer have to develop during the introduction and growth stages of
the standard product life cycle?

2. What is PR (public relations) concerned with?

3. What is the most important element of PR? Why?

4. What do companies use sales promotions for?

5. Who can sales promotions be aimed at?

6. What is the most expensive promotional tool?

7. What functions do salespeople have?

4.1.4 Complete the following sentences to summarize the text

1. When a new product is launched, the producer has to...

2. Promotion is one of the four...; sales promotions are one of four different...
3. The advantages of publicity include...

4. The four stages of the standard product life cycle are...

5. Reasons to offer temporary price reductions include...

6. Sales promotions need not only be aimed at customers;...

7. Apart from selling a company’s products, sales representatives...

4.1.5 Translate the following words and phrases into English:

TOpriBelbHAa MapKa, MOIH(QOPMOBaHICTh; MIATPUMYBATH, YIOCKOHAIIOBATH 1
3aXMINATH IMIDK KOMIaHii; 3B’SI3KM 3 TPOMAJCHKICTIO; CHPUSATH TIPOIAXY;
NpUBEpTaTH yBary 10 MPOAYKIii; MepeBarH NPOAYKLii; CTUMYIIOBATH MPOAAK
TOBapy; 3HIDKYBAaTH IliHy; KOHKYpPEHT; Iepima Ipoda MpoayKiii; Oe3KOIITOBHHMA
3pa30K MPOAYKIii; pO3MOBCIOKEHHS iHpOpMaIllii; 3700yBaTH BUXiJ Ha HOBI PHHKU;
MOKYIellb, SIKKi 0Xo4e MpoOye HOBI TOBapH.

4.1.6 Match the words in A with the words in B to make up word combinations
and explain their meaning in English

A

Public selling
Brand buying
Personal relations
off-season promotion
Potential loyalty

Sales customer



4.1.7 Classify the following aspects of marketing according to which “P”
(product, price, promotion, place) they belong to

advertising, brand name, credit terms, characteristics, discounts, distribution channel,
guarantee, inventory, packaging, payment period, personal selling, points of sale,
publicity, quality, sales promotion, style, transportation.

4.1.8 There is a logical connection among three of the four words in each of the
following groups. Which is the odd one out, and why?

1) advertising — competitors — publicity — sales promotion;

2) advertising agency — advertising campaign — media plan — word-of-mouth
advertising;

3) advertising manager — brand-switcher — marketing manager — sales representative;
4) after — sales service — guarantee — optional features — points of sale;

5 brand awareness — brand loyalty — brand name — brand preference;

6) competitions — coupons — free samples — line — stretching;

7) credit terms — discount — price list — packaging;

8) decline — growth — introduction — product improvement;

9) focus group interviews — internal research — media plan — questionnaire;

10) packaging — place — product — promotion.

4.1.9 Discussion

. What makes an effective advertisement?

. In what ways can producers try to persuade customers to try new products?
. Advertising and publicity. What’s the difference?

. How to organize an advertising campaign?

. What kind of sales promotions are you receptive to?
coupons giving a price reduction?

free samples?

discounts for buying a large quantity?

prices reductions in shops?

packets offering “20% Extra”?

competitions?

OB WN -

Promotion Game

Imagine that you, in a team of three or four people, are responsible for promoting
one of the following:

e anew taxi company in your town

e anew, up-market health and fitness club

e a new brand of jeans, manufactured by a new (and therefore unknown)
company

e anew, fashionable but inexpensive range of quartz watches

e potatoes, to be sold in supermarkets

8



Decide exactly what your product is, what is special about it, and which tools you
would use to promote it. Imagine that you have a generous budget, and are thus able
to employ several different tactics.

Reading 2
4.1.10 Read the text

RAYMARINE TO LAUNCH 12 NEW PRODUCTS

Raymarine, the marine electronics group, is to launch 12 new products this
year, including a device that uses the satellite positioning system to pinpoint
anyone falling overboard.

The company also expects continuing strong sales of the E-series of
navigation products, launched a year ago. These products use one screen to display
information such as navigation charts, fish-finding equipment and engine
performance.

Last year, the company moved most of its production from Portsmouth to
Hungary, where all its printed circuit boards are now made. It expects to complete
the transfer of all production facilities to Hungary by the end of this year.

The restructuring led to charges of £10.9m for the year to December 31,
leaving pre-tax profit at £8.1m, compared with £5.3m for the previous year.
However, adjusted operating profits rose 38 per cent to £19.4m (£14.1m) after a
rise in sales from £106.3m to £121.9m.

FT Comment. This is both a restructuring story and one of the few
successful consumer electronics stories. The fact that the company was still
manufacturing anything in the UK shows how old-fashioned it was, and the
outsourcing to Hungary should add at least £5m to profits next year and £10m the
following year, it should also enable the company to lift its market share in a
market that is expanding as more people retire and have money to spend on
leisure. In the US, for example, many of those who move to Florida and take up
boating love spending their money on such equipment. Profits this year are
expected to be about £21m, rising to £28.5m next year.

4.1.11 Match the words (1-8) with their meanings (a-h)

a)  marine 1)  stop working

b)  pinpoint 2)  relocation

¢)  overboard 3) freetime

d) navigation 4)  make a slight change

e)  transfer (n) 5) locate

f) adjust 6)  connected to the sea

g) retire 7)  into the sea (from a boat)

h)  leisure 8)  finding the direction



4.1.12 Choose the correct word from the box to complete the summary

abroad expanding launch manufacturing operating  outsourcing
overboard restructuring retire

Raymarine produces electronic devices for use on boats. One of its new products can

signal when someone has gone a) The company is now moving its b)
to Hungary. The ¢) has been expensive, but a lot of money
should be saved by d) to Hungary. The market is e) because

more people in the USA are buying boats when they f)

Reading 3
4.1.13 Read the text

KRAFT GIVES PRODUCTS HEALTHY MAKEOVER

Ever since it was invented by Kraft Foods in 1937 packaged macaroni and
cheese has been the ultimate American comfort food. In the past six months, Kraft
has been reinventing ‘Supermac’ with a version made with healthy ingredients.

Kraft believes that many of its famous products — like Ritz crackers,
introduced in 1934, Kool- Aid powdered soft drinks and Jell-O instant pudding —
must be brought up to date to take “ advantage of the “health and wellness” trend in
the food industry”. Food companies typically charge customers more for “healthy”
products. And Kraft needs such customers more than most of its rivals.

Its products like ‘Supermac’, aimed at the middle-income consumer, are the
most vulnerable to private-label competition. It has also struggled to maintain the
right price gap between its brands and non-branded competition.

Kraft risks being left out as consumers buy more expensive products - a trend
highlighted by Campbell Soup’s success with more expensive soups sold in cartons
and marketed as “restaurant quality”.

Roger Deromedi, Kraft chief executive, admits Kraft could be doing better.
However, Mr Deromedi says the launch of new products carrying premium prices —
such as luxury Carte D’Or chocolate launched last quarter in the UK and Germany —
has improved sales mix. Also, new product revenues jumped by 50 per cent in two
years, driven by new items like DiGiorno microwaveable frozen pizzas.

Kraft also plans to target older consumers with higher spending and has been
eliminating slower-selling product lines. “It’s reinventing the brands within the
categories that exist. That is the power of our company — the strength of our
brands.”
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4.1.14 Decide whether the statements are true or false?
a) Packaged macaroni cheese was first sold in 1937.

b) Kraft is changing its products because of changes in the market.

¢) Healthy products are cheaper than less healthy products.

d)  One of Kraft’s competitors is Campbells.

e) Sales of Campbell’s restaurant-quality soups were poor.

f)  Completely new products are doing less well than expected.
g) Kraft plans to improve the slower-selling products.

4.1.15 Choose the correct meaning for the words in italics
1)  If you give something a makeover , you
a) change its look or content;

b) promote the product in a different way.
2)  The ultimate... comfort food means
a) the best food to make you feel happy;
b) the highest-quality food possible.

3) “A version of something” means

a) anunusual design of something;

b) adifferent type of something,

4) if something is vulnerable, it is

a) likely to be in danger;

b) dangerous to people.

5) If you struggle to do something, you

a) find it hard to do it;

b) enjoy trying to do it.

6) Premium prices means

a) discounted prices;

b) more expensive prices.

7) If you eliminate something, you

a) sell it cheaply;

b)  remove it.

4.2 LISTENING
PRESENTATION

4.2.1 Pamela Pickford trains business people to make presentations

Which of the points below does she make?
Listen and mark each one either T (true) or F (false).

1. When preparing a presentation, try to find out what your audience already

knows.

2. Everyone in your audience should be at the same language level.
3. Visit the room in which you are presenting before you actually make the

presentation.
11
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4. The first stage of your presentation is when you should get the full attention of
your audience.

5. If you memorise the introduction, you will be more confident when making a
presentation.

6. The whole text of your presentation should be written on postcards.

7. If you use an overhead projector, you should remember to turn it off when you
don’t need it.

8. Remember that the content of the presentation is much more important than
your presenting style.

4.2.2 Listen to a presentation to a company’s sales team about the launch of
their new chocolate bar. Tick the expressions in the Useful language box that
you hear.

Useful language

Introducing yourself

Good morning everyone.

Let me introduce myself. My name is...

I’'m a specialist in ...

Structuring the presentation

I’m going to divide my talk into four parts.

First I’ll give you ...; after that...; finally...

Inviting questions

If you have any questions, don’t hesitate to ask.

I’ll be glad to answer any questions (at the end of my talk).
Giving background information

I’ll give you some background

information. Let’s start with the background.

Referring to the audience’s knowledge

As you know...

As you are aware ...

Changing the topic

Right, let’s now move on to ... OK, I’ll now look at...
Concluding

To sum up...

So to summarise...

Referring to visuals

If you look at the graph ... Could I draw your attention to
the chart? If you take a look at the first year, you’ll see ...
Ending

Thanks very much. Any questions?

Well, that’s all I have to say.

Thank you for listening

12



4.2.3 Use the following chart to make notes on the four Ps of one of your
company’s products or services. Then use your notes to give a short presentation
of the product or service to the class

Product

What are the important aspects of your
product? Why do people want to buy
your product?

Price
What factors affect your price?

Placement
When and where is your product
available to customers?

Promotion
List the ways in which you reach
customers. What are your contact points?

4.3 WRITING

Writing press releases

1. Use a headline (in bold) that summarizes what the press release is about.

2. Here are some typical ways to start a press release.

[Company] announced today that...

[Company] is proud to announce the launch of

the new... [Company] is introducing...

3. Remember to list contact information at the top of the release, and tell the readers
in the body of the press release where they can go to get details:

For more information about..., contact...

More information about... can be found at www.company.com.

Businesses interested in more information on... should contact

4.3.1 Claudia has written a press release for the new lenses. Put the parts of the
press release in the right order

A Contact: Claudia Felber, claudia.felbcr@vadivision.com

Telephone: + 41 20 759 29 55

Fax: +41 20 759 29 60 www.vadivision.com

B. The Diamond Line ultra-hard lens is suitable for glasses wearers with single
and bifocal vision problems. And not only are the lenses ultra-hard, but they’re also
extra- thin. This makes them especially attractive for those glasses wearers requiring
high- prescription lenses.

13
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C. Eyecare professionals interested in information and samples should contact
their Vadi Vision representative or send an email inquiry to
diamondline@vadivision.com.

D.  Vadi Vision is one of the best known and most respected eyewear companies
in Europe. As Chris Baker of Eye Care Central in London testifies: ‘Our customers
often ask for Vadi Vision lenses by name.’

E.  Zurich, 12 March20_

F. Vadi Vision is pleased to announce the release of a new ultra-hard lens. This
lens is more durable than any other product on the market.

G. FORIMMEDIATE RELEASE

H.  Vadi Vision releases a new ultra-hard lens

4.3.2 Does your company have a style guide for writing press releases in
English? Work with a partner to write a press release for your own (or a
fictitious) company. Try to use phrases from the box above. See also the article
Writing a Killer press release
4.3.3 Read the following article from a magazine on public relations

Writing a killer press release
You've all seen them: the press releases that would put any reader to sleep. You've
barely glanced at the title before you re ready to curt up in bed. Campbell Associates
is moving into cutting-edge new headquarters! ‘But who cares about Campbell
Associates? Who are Campbell Associates, anyway?’ you ask yourself.
1t takes more than an exclamation mark to catch a reader’s attention. So read on for
some tips on how to write a press release that will get read - and published!
1 Keep things real. Do not exaggerate when you write. Instead, make sure you deal
with the facts. Journalists get dozens of press releases a day, and words like
‘revolutionary’ and ‘ground-breaking’ get old very quickly, especially when these
words are describing very ordinary events.
2 See the Story from the reporter’s point of view.
Present your news as a story. The focus doesn’t have to be on your company. What
you want is something that people will want to read about. So focus on the people
who use your products and services, and that will make your story come to life.
1 Create a headline that will grab your readers’ attention.
Brainstorm four or five titles for an important press release, and then come back to
them the next morning. See which one seems the most interesting to you.
2 Proofread carefully. A badly-written press release won’t get read. Get help if
you need it: there are a number of good, professional PR agencies out there if you’re
not able to write perfect copy in English, for example.
3 Keep it short. Ideally, give the press release to someone who doesn’t know
anything about the topic, and have them look at it for fifteen seconds. When they give
it back to you, can they tell you the most important points? If not, you need to revise
what you’ve written.
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4.3.4 What do you think of these tips? Can you think of any examples?
What tips can you add to this list?

Have you ever written press releases for your company? If so, what did you find

easy/difficult?

4.4 GRAMMAR

We form the passive with the verb to be and the past participle of the main verb.

PASSIVE VOICE

ACTIVE

PASSIVE

Present Simple
Present
Continuous
Past Simple
Past Continuous
Future Simple
Present Perfect
Past Perfect

Future Perfect

Modals + be +
p.p.

He delivers the parcels

He is delivering the parcels.
He delivered the parcels.
He was delivering the
parcels.

He will deliver the parcels.

He has delivered the parcels.

He had delivered the parcels.

He will have delivered the
parcels.
He must deliver the parcels.

The parcels are delivered.

The parcels are being delivered.
The parcels were delivered.

The parcels were being delivered.
The parcels will be delivered.
The parcels have been delivered.
The parcels had been delivered.
The parcels will have been

delivered.
The parcels must be delivered.

¢ The present perfect continuous, the future continuous, the past perfect
continuous and the future perfect continuous are not normally used in the

passive.

¢ We can use the verb to get instead of the verb to be in everyday speech when

we talk about things that happen by accident or unexpectedly.
e.g. Four people got hurt in the car crash. (= Four people were hurt...)

EXERCISES

4.4.1 Rewrite the sentences in the passive, where possible
1 Her mother drives her to school every day.
2 Paul drives to work every day.

3 1'woke up late on Sunday morning.

4 Her mother woke her up at seven o’clock.

15

[ OTcdopMaTupoBaHo: aHrnuiickuin (CLLUA)




5 Sue asked the waiter to bring some water.
6 David asked for some help.

7 Simon is moving house next month.

8 Michael moved the boxes out of the way.
9 Sandra walks on the beach regularly.

10 The boys walk the dog every day.

11 John opened the door.

12 They didn’t come home late last night.
13 Their nanny takes them to the park every day.
14 | left very early yesterday afternoon.

15 Meg asked the policeman for directions.
16 The letter arrived two days ago.

17 Sam took these photographs.

4.4.2 Rewrite the sentences in the passive. Omit the agent where possible
Do they sell clothes in this shop?

Someone is cleaning the windows.

She tapped him on the hand with her pen.

People spend a lot of money on food.

Is Sue washing the car?

Who made this mess?

They will open the new hospital soon.

Liz showed me some holiday pictures.
Who broke this mug?

10 The jury will have reached a verdict by the morning.

11 The teacher will mark the essays.

12 People make jam from fruit.

13 They sent for the doctor.

14 Clive hasn’t cut the grass yet.

15 They may not repair the car this week.

16 Is Tim cleaning the house?

17  She hit him on the head with a tennis racquet.

18 Did your next door neighbours see the thieves?

19 Who smashed the kitchen window?
20 He won’t have written the book by the end of the month.
21 They haven’t bought a new house yet.

22 | made this omelette with onions and cheese.

23 The detective had collected all the information before he handed in his report.
24 Frank doesn’t like people telling him what to do.

25 Who will make the speech tomorrow?

26 What did they decorate the streets with?

27 Has Jane read a book yet?
28 Who is repairing John’s car?

OCOoO~NOOUITDS,WN B
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29 What stung her?
30 Mother shouted at Claire.

4.4.3 Put the verbs in brackets into the correct passive tense

A: Do you still work at Browns and Co?

B: Yes, 1do. 11) i (employ) by Mr Brown for five years
now, you know.

A: Oh. Do you still enjoy it?

B: Ohyes! I2) .o (give) a promotion last year and I'm
very happy.

A: A promotion? So, what is your job now?

(2 ) (make) Head of European Sales.

A: So, what do you do?

B: Well, sometimes | 4).......ccccccevvveiniiiennne. (send) to other countries on business.
A: | see. Do they pay you well?

B: Well, I 5).ceeiiiiii (pay) quite well and | expect 6).................. (give) a

pay rise soon.
A: Good for you!

N

4.4 Put the verbs in brackets into the correct passive tense

A: Who looks after your garden for you?

It (look after) by my brother.

A: That’s a beautiful dress. Where did you buy it?

SActually, it (make) for me by my aunt.

A: Have you typed that letter yet, Miss Brown?

| (type) right now, sir.

A: Did you make the coffee when you got to work this morning?

TINO, T e (already/make) by the time I got
ere.

A: Are you going to pick up the children today?

NO, they...covireeieiireeeeeeeee (pick up) by Roger. I’ve already arranged it.
A: Where is your watch?

DT DrOKE It TE oo (repair) at the moment.

A: Has the new furniture for my bedroom arrived?

o T | RN (not/deliver) yet.

A: They are building a new sports centre in town.

STKNOW. Tt (open) by the mayor next month.
A: That’s a lovely shirt. Is it new?

sYes It oo (buy) for me by my grandmother.

10 A: When do you have to have this report ready?

B: Well, it oo (must/hand in) by Tuesday.

11 A: Did you read the newspaper this morning?

B:NO. It (not/deliver) by the time I left for work.

17
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12 A: Where is your car?

B: Atthe garage. It ......cccoovriiniinise e e (repair).

13 A: Do you know your exam results yet?

B: NO. TheY...oovvveer e (not/announce)yet.

14 A: Are you going to make dinner tonight?

B:NO. It (make) by Simon. He promised to do it.
15 A: Have you finished your homework yet?

B: No, but it .ocveeeieieieiiieieieee (finish) by eight o’clock.

16 A: Who waters your plants for you when you’re away?

B: TheY oo (water) by my neighbour.

4.4.5 Make a passive sentence from the words in brackets
1 A: That’s a beautiful picture.

> Yes. (It/ paint / my mother)

2 A: Have they caught the thieves yet?
B: Yes. (two men / arrest / yesterday)
3 A: Did you build the garage yourselves?
B: No. (the garage / build / before we moved in)
4 A: Why is Paul afraid of dogs?
B: (he / bite / a dog / when he was a little boy)
5 A: Sarah is veryill.

B: (she / take / to hospital last night)
6

B

7

B

8

B

9

B

o

A: This room is a disgrace.
: (it / not clean / for weeks)
A: Did you know about your surprise party?
: No. (it / arrange / in secret)
A: Are you going to drive to work today?
: I can’t, (the car / not fix / yet)
A: Has Tom got a job?
: No. (he / make redundant / last month)

ACTIVE OR PASSIVE
4.4.6 Write the correct form of the verb in brackets

1. It was a hard match. At half-time, one of the footballers .................... (take) to
the hospital.

2. ‘Have you heard about Lenny?” ‘He .......................... (make) redundant.

3. The robbers ..............ceeuenne (catch) asthey...................... (leave) the bank.
4.0ur dustbins ..........cccevevviiininn. (empty) on Mondays.

5. “Where are my jeans?” “They ......................... (wash) at the moment. Sorry.’

6. If no one offers to buy the house, it ......................... (sell) by next month.

7. The soldiers ....................... (teach) how to use grenades when unfortunately
one blew up and injured them.

8. We were having a lovely picnic until my wife ........................ (sting) by a bee.
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9. Mr Taylor was furious with the newsagent because his Sunday newspapers
........................... (not deliver).

10. We ..oooiiiiiininnnn. (drive) down a quiet country lane when suddenly we
..................... (overtake) by a police car.

4.4.7 Read these true stories and fill the gaps with a verb from the right in the
correct narrative tense, active or passive

Maudie Walker died of excitement! Maudie Walker was a 59- overcome
year-old contestant on a live American TV quiz show, called smile
Temptation. She (a) (just) in winning the game, | succeed
and (b) at the camera and (c) to all | suffer

her family in the audience, when she (d) by the die
excitement of the moment and (e) a massive heart wave
attack. She (f) in front of ten million viewers.

Temptation has not been shown live since.

Major Summerfield was struck by lightning three times! Major | bury

Summerfield was a victim of lightning three times, once even catch
after he (a) . The first time was 1918. He (b) for | die

the Canadian army in Flanders when he (c) by lightning fall

and he (d) off his horse. fight
However, he (e) (not, badly). Major Summerfield was | fish

a keen fisherman and six years later, back in his home town of injure
Vancouver, he (f) and he (g) (just) a huge | paralyse
salmon, when lightning (h) again. This time it was shatter
more serious and his legs (i) He eventually died in | strike (2)
1932. On the day of his funeral there was a terrible thunderstorm,

and just as Major Summerfield (j) , lightning hit the

graveyard, and his tombstone (k) into hundreds of

tiny pieces.

Rueben Tice was killed by his own invention! Rueben Tice was | be
an electrician from Monterey, California but in his spare time he | cover
was also an inventor. His first invention was an idea for chilling explode

cocktail glasses but this (a) (not) very successful. In the hit
winter of 1977, he (b) on his latest invention. This was an | kill
amazing device to take wrinkles out of prunes. He put
(© (not) for six nights, because he (d) the final | sleep
touches to his great discovery. He was nearly ready to share it work
with the world. Unfortunately for mankind the machine

(e) with a

loud bang and Rueben (f) on the head by a large

metalrod. He () instantly. His dead body

(h) in thousands of prunes. Unfortunately they were

still wrinkled!
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4.4.8 Read the story and put the verb in brackets into the correct tense, active or
passive
As fashion-conscious Gilly Woodward left Harrods last Friday, she felt proud of the

£90 designer jeans that she a) .................... just (buy). But when Gilly, 31,
D) o (return) to the store the next day to do some more shopping, she
(o) USRI (bar) from entry because she d) ............... (wear) the same jeans.
Gilly, now back home in Liverpool,€) ..................... (stay) with friends in London
for a few days. She explained what f) ...................... (happen).

T @ i, (walk) through the swing doors, when suddenly I
1) I (stop) by a large, uniformed security guard. He i) .............. (point) at
my knees, and said that my jeans j) ................... (tear) and I couldn’t enter. I tried
to tell himthat I'k) ................... (buy) them in Harrods the day before, and that the
torn bits were fashionable. Buthe ) ...................... (not listen). He told me to get
out. By this time, a crowd of people m) .................. (gather). I n) .......... (leave)
immediately because 1 0) .......... never......... (feel) so embarrassed in my life.’

A spokesperson from Harrods said that the dress code p) .................. (introduce) in

1989, and it states: no beachwear, no backpacks, no torn denims.
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5. Module 5. Markets and competition

5.1 READING
Reading 1

5.1.1 Think of some durable consumer goods that your family possesses —
perhaps a car, a television, a personal computer, a cooker, a fridge and so on. In
each case, do you know whether the company that makes them is one of the
following?
= the market leader (with the biggest market share).
= the market challenger (the second-biggest company in the industry).
= one of many smaller market followers.

If you have bought products that are not produced by the market leader or a well-
know market challenger, what is the reason?

5.1.2 Read the text, divide it into parts and write a short heading for each part

MARKET LEADERS, CHALLENGERS AND FOLLOWERS

In most markets there is a definite market leader: the firm with the largest market
share.! This is often the first company to have entered the field, or at least the first to
have succeeded in it. The market leader is frequently able to lead other firms in the
introduction of new products, in price changes, in the level or intensity of
promotions, and so on. Market leaders usually want to increase their market share
even further, or at least to protect their current market share. One way to do this is to
try to find ways to increase the size of the entire market. Contrary to a common
belief, wholly dominating a market, or having a monopoly, is seldom an advantage:
competitors expand markets and find new uses and users for products, which enriches
everyone in the field, but the market leader more than its competitors. A market can
also be expanded by stimulating more usage: for example, many households no
longer have only one radio or cassette player, but perhaps one in each room, one in
the car, plus a Walkman or two. In many markets, there is often also a distinct market
challenger, with the second-largest market share. In the car hire business, the
challenger actually advertises this fact: for many years Avis used the slogan. We’re
number two. We try harder. Market challengers can either attempt to attack the
leader, or to increase their market share by attacking various market followers. The
majority of companies in any industry are merely market followers, which present no
threat to the leader. Many market followers concentrate on market segmentation:
finding a profitable niche in the market that is not satisfied by other goods or
services, and that offers growth potential or gives the company a differential
advantage because of its specific competencies. A market follower which does not
establish its own niche is in a vulnerable position: if its product does not have a
“unique selling proposition” there is no reason for anyone to buy it. In fact, in most
established industries, there is only room for two or three major companies: think of
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soft drinks, soap and washing powders, jeans, sports shoes, and so on. Although
small companies are generally flexible, and can quickly respond to market conditions,
their narrow range of customers causes problematic fluctuations in turnover and
profit. Furthermore, they are wvulnerable in a recession when, largely for
psychological reasons, distributors, retailers and customers all prefer to buy from big,
well-known suppliers.

! market share — the percentage of sales in a market that a company or product
has.

VOCABULARY

succeed (in) — 6yTH yCIHilHAM

expand — po3muproBaty, 301TbITyBaTH

household — poxuna, qomariHe rocmoIapcTBO

threat — 3arposa

niche — nira

vulnerable position — ypasnuse craHoBwHIIE

flexible — rayukwuii, sikuii MBUIKO pearye Ha 3MiHH

respond — pearyBatu

cause — COpHYHHSITH

turnover — o6ir

profit — npubyTox

recession — cra/i, 3HWKEHHSI I[iH, HOMUTY Ha TOBap

prefer — HagaBati nepesary

homogeneous — oxHopiaHwit

marginal production costs — Ha#6inbIi BUTpaTH BUPOOHHUIITBA
economies of scale — ekOHOMIYHICTE 3aBISIKM BETMKOMY OOCSTY OIepartii

5.1.3 Which of the following three paragraphs most accurately summarizes the
text, and what is wrong with the others?

First summary:

In most markets there is a definite market leader, with the largest market share,
which frequently helps other firms to introduce new products. In many cases, there is
also a market challenger, which wants to replace the leader, and various market
followers, which seek out particular niches that do not interest the leader. Other
followers merely imitate the products of larger companies, but this is a dangerous
strategy during recessions.

Second summary:

In most markets there is a leader that strongly influences other firms in the
introduction of new products, price changes, promotions, and so on. There is
frequently also a market challenger, with the second-largest market share, which can
attempt to increase its market share by attacking either the leader or some market
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followers. Market followers often concentrate on profitable niche products that are in
some way differentiated from the products of larger companies.

Third summary:

The first company in a particular market nearly always becomes the market leader,
a position it will try to keep by regularly attacking distinct market challengers and
followers. Most followers can either concentrate on small market segments or niches,
or follow the safer strategy of imitating the leader’s products.

5.1.4 Find words in the text which mean the following

1) a company’s sales expressed as a percentage of the total market

2) short-term tactics designed to stimulate stronger sales of a product

3) the situation in which there is only one seller of a product

4) companies offering similar goods or services to the same set of customers

5) a short and easily memorized phrase used in advertising

6) the division of a market into submarkets according to the needs or buying habits
of different groups of potential customers

7) a small and specific market segment

8) a factor which makes you superior to competitors in a certain respect

9) a business’s total sales revenue

10) a period during which an economy is working below its potential

5.1.5 Translate the following words and phrases into English:

Jimep Ha pPUHKY; OyTH YCHINIHAM HA PUHKY; BHXOAWUTH HA PHHOK; PO3MIUPIOBATH
PHHOK; CTHMYJIOBATH BXXHBAHHS TOBapiB; MPHOYTKOBA HIllla; XapaKTepHa Mepenara;
Bpa3JIMBE CTAaHOBWILE; LIBHJIKO pearyBaTH Ha PHUHKOBI yMOBH; 00ir; mpuOyTOK;
3HW)KEHHS TIONUTY Ha TOBap; KOHKYPEHT; CKOHOMIUHICT 3aBISIKH BEIMKOMY OOCSTY
BUPOOHUIITBA.

5.1.6 Match up these words with the definitions below

barriers to entry cartel economies of scale
monopsony monopoly oligopoly
monopolistic competition perfect competition  natural monopoly
dominant-firm oligopoly

L exists when products are homogeneous, and

there are many firms too small to have any influence on the market price, and firms
can easily enter and exit the industry.

2.A is a market in a particular product in which a
single producer can fix an artificial price.

B e ————— is the situation in which there is only one buyer.

AoA is an industry in which the efficient existence of

more than one producer is impossible; examples include public utilities such as water,
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gas and electricity, where it would be inefficient to have several competing
companies laying their own networks of pipes or cables.

D ———————— exists when many producers of slightly
differentiated products are able to sell them at well above their marginal cost.
6. AN oo is a concentrated market dominated by a few

large suppliers. This is very frequent in manufacturing because of economies of scale
and the cost barriers of entering an industry.

T are factors which cause the average cost of
producing something to fall as output increases.

B e are economic or technical factors that make it
difficult or impossible for firms to enter a market or compete with existing suppliers.

9 A is one in which a market leader can indicate its
preferred price to smaller competitors.

10. A is a group of producers or sellers who fix prices

and quantities in order to avoid competition and increase profits. This is illegal in
many countries, most notably the USA.

5.1.7 Classify the given markets according to whether you think they are
examples of the following

a dominant-firm oligopoly ~ monopolistic competition  a monopoly

perfect competition a monopsony an oligopoly

. Arms and weapons system market.

. Cars (automobile) market.

. Wheat market.

. Confectionery (chocolate bars) market.
. Mainframe computers market

. Rail transport market.

OO WN R

5.1.8 Explain the meaning of the following words and phrases in English:
market leader, market challenger, market share, flexible, recession, monopoly, market
segmentation, competitor.

5.1.9 Rearrange the following sentences and part-sentences to make up a short
text about market concentration like this:
= Begin with a paragraph containing arguments both against and in favour of
monopoly.
= Continue with a paragraph defending or justifying market concentration.
= End with a paragraph arguing that monopolies are always short-lived, and so not a
problem.
A. According to this position, the government only needs to ensure that there is no
monopoly over important inputs, because there will never be a monopoly of scientific
or artistic genius or business ideas.
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B. According to this view, market concentration arises naturally from a few
successful firms growing larger as a result of increased efficiency, innovation, and
economies of scale in production, distribution, R&D, capital financing, and so on.

C. a counter argument is that erecting barriers - for example, by process
innovation, product differentiation, persuasive advertising, or pricing policy - in order
to be successful and to make competitors less successful, is a normal part of rivalry
and competition.

D. Although some people argue that any barrier to competition will inevitably lead
to inefficiency.

E. An example here would be telecommunications.

F. and businesses facing no competition have no incentive to find ways to reduce
costs.

G. Even the profits made by a natural monopoly will be temporary, because they
are an incentive for entrepreneurs to discover and implement new low-cost
technologies.

H. For example, although entrepreneurs introduce new products and techniques
and open up new markets, their profits are soon competed away by rivals.

I. it is right that inventors should be granted a temporary monopoly as a reward for
innovation or discovery.

J. monopolists are always able to make excessive profits.

K. Some people even argue that monopolies are always temporary and
consequently not a problem.

L. The arguments against market concentration, or at least against monopoly, are
obvious.

M. The only common argument in favour of monopoly concerns patents.

Reading 2

THREE STRATEGIES
5.1.10 The text below presents three strategies for firms to achieve above-average
performance. Before you read it, discuss what strategies companies in the following
sectors might use to compete with their rivals:
a) supermarkets
b) construction equipment
¢) luxury cars.
Read the first sentence only of each paragraph. What three strategies does the text
mention? Do you think they are similar to any of the ideas you discussed?

5.1.11 Match the words below to the definitions. Then read paragraph one

broad scope saving money by producing goods in large quantities
breadth wide range

segment width

economies of scale a section of a market or industry
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5.1.12 Match the words below to the definitions. Then read paragraphs two
and three

attributes see, realise

perceive ability to last a long time
uniqueness something very unusual and special
durability qualities

5.1.13 Match the words below to the definitions. Then read paragraphs
four and five

tailors making the best use of
to the exclusion of adapts

optimizing the opposite of wide
narrow not including

THREE STRATEGIES TO GAIN A COMPETITIVE ADVANTAGE

Cost leadership is perhaps the clearest of the three strategies. In it, a firm sets
out to become the low-cost producer in its industry. The firm has a broad scope and
serves many industry segments, and may even operate in related industries; the firm’s
breadth is often important to its cost advantage. The sources of cost advantage are
varied and depend on the structure of the industry. They may include the pursuit of
economies of scale, technology, preferential access to raw materials and other factors.

The second strategy is differentiation. In a differentiation strategy, a firm seeks
to be unique in its industry along some dimensions that are widely valued by buyers.
It selects one or more attributes that many buyers in an industry perceive as
important, and uniquely positions itself to meet those needs. It is rewarded for its
uniqueness with a premium price.

The means for differentiation are peculiar to each industry. Differentiation can
be based on the product itself, the delivery system by which it is sold, the marketing
approach, and a broad range of other factors. In construction equipment, for example,
Caterpillar Tractor’s differentiation is based on product durability, service, spare
parts availability, and an excellent dealer network.

The third strategy is focus. This strategy is quite different from the others
because it rests on the choice of a narrow competitive scope within an industry. The
focuser selects a segment or group of segments in the industry and tailors its strategy
to serving them to the exclusion of others. By optimizing its strategy for the target
segments, the focuser seeks to achieve a competitive advantage in its targets
segments even though it does not possess a competitive advantage overall. A firm
that engages in each strategy but fails to achieve any of them is ‘stuck in the middle’.
It possesses no competitive advantage. This strategic position is usually a recipe for
below- average performance. A firm that is stuck in the middle will compete at a
disadvantage because the cost leader, differentiators, or focusers will be better
positioned to compete in any segment. In most industries, quite a few competitors are
stuck in the middle.
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5.1.14 Answer these questions about the text

1. Which sentence best expresses the main idea in paragraph one? A firm can get
a competitive advantage by:

a)  selling goods in many markets.

b)  making as wide a range of goods as possible.

c)  producing goods more cheaply than its rivals.

2. Which sentence best expresses the main idea in paragraphs two and three?
When a firm uses a differentiation strategy:

a) ittries to persuade consumers that its products have special qualities.

b) ittries to reach a small group of loyal customers.

C) it wants to attract as many buyers as possible.

3. Which of these sentences best expresses the main idea in paragraph four? If a
firm chooses focus as its strategy, it tries to:

a)  do better than its rivals in a small part of the market.

b)  prevent other firms from entering the market.

¢)  do business in a large number of narrow markets.

4, In the final paragraph, does the writer say it is a good or bad thing for firms to
be stuck in the middle? Why?

5.1.15 Discuss these questions

1. Can you think of companies which use one of the strategies in the text? What
about your own company or a company you know well?

2. Can you think of any companies which are stuck in the middle?

3. What do you think they could do to improve their competitive position?

5.2 LISTENING
COMPETITION

5.2.1 Kevin Warren, a Vice President at Coca-Cola and Schweppes Beverages
(UK), is talking about competition.

Answer the questions below. Then listen to the first part of the interview and
check your answers

How many servings of Coca-Cola are sold worldwide?

a) one billion a day
b) one billion a year
c) 47 billion a day
d) 47 billion a year
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5.2.2 Complete the chart

To be successful you need:
=

r

a portfolio of pr an efficient manu LR 21 Lo | [ S n operation

e —

the best br _ the most recognisable pack

5.2.3 Choose the correct answer. Kevin thinks the way to stay ahead is to focus
on:

a) the actions of your competitor.

b) your own products and customers.

5.2.4 Listen to the second part of the interview.

Which of these statements more accurately reflects Kevin’s views?
Price is the most important element when you are talking about value.
Value for money is not only about price. Cheaper is not always better.

Do you think competition always leads to better products and better value?

5.2.5 Listen to the third part of the interview.What changes in consumer habits
does Kevin predict?

5.3 WRITING
Writing to the customer (direct mailing)

5.3.1 The Geldsburg marketing team have also decided to do a direct mailing for
the scanner and have commissioned Direct Sales, a British direct marketing
firm, to draw up a letter. Read the letter and summarize the benefits of the
hand-held scanners

GELDSBURG

Heimplatz 101, 8001 Zurich

Dear Ms Christie

We are writing to introduce a faster and more effective way to let your customers pay
for their purchases. Our new hand-held barcode scanners allow your customers to pay
for their purchases where they are, without having to find a till.

Our scanners will connect remotely to verify credit or debit card payment. Customers
can sign for their purchases on the scanner itself. And the scanners come with a
handy adjustable belt, so your shop assistants can easily carry them at all times. The
easy-to-read display is visible in all lighting conditions.
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The machine automatically prints out a ‘paid’ sticker with the name of the product
and the date, to ensure that only products which have been paid for are taken from the
store. This is a feature that no other scanner on the market offers.

To learn more about the scanners, view our web presentation on our website
(www.geldsburg.com) or call us on 0800 583 9910.

We look forward to doing business with you!

Best wishes

Your Geldsburg Team

5.3.2 Below are some tips on direct marketing. Work with a partner to rank the
tips from most (1) to least (7) important. Which of these tips does the letter in
exercise 5.3.1 follow?

a Emphasize what makes you different from the competition (such as price, delivery
services, after-service sales).

b Use words that sell, such as new and free. (Trial periods and money-back
guarantees can encourage customers to try a new product.)

¢ Use white space. (Keep the letter to the point and use short paragraphs and bulleted
or numbered lists to make points. Make it easy for the reader to get through the whole
letter.)

d Put yourself in your customers’ shoes. (Focus on benefits, not product features, and
build rapport by saying you and your.)

e Use product endorsements (quotes from satisfied customers).

f Call to action! Tell the reader what to do, e.g. Call now to ....

g Restate your USP in your P.S. (Response rate testing indicates that the typical
reader’s eye moves down the page to the P.S. before he or she reads the rest of the
letter!)

5.3.3 The Geldsburg marketing team has called Direct Sales with some
feedback on the letter. Use these notes and the tips above to write a second
draft. (Or write a first draft of your own direct marketing letter.) Try to use
phrases from the Useful Phrases box below

Telephone call

From: Qeldsburg

To:

About: Feedback on letter

Date: Time:
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1. Highlight bulk discount offered to retailers ordering 7-0 or mare scanners

2. Emphasize security features for the credit card check

3. Include a customer quote (two below, mere available): Jennifer Tierny,

Floor Manager, Shopsave: ‘I cant believe how easy it is to operate. The options

are right in, front of yon..’

Chris Creswell, Senior Manager, Handy DIY, says, ‘Qeldsburjs scanners have all the
features we need and are also simple to use. We definitely made the right decision.’

USEFUL PHRASES

Writing to the customer (direct mailing)

We are writing to introduce/tell you about/announce (a new product). To learn more
about (our product), visit www.geldsburg.com or call us on 0800 583 9910. When
you receive your trial model, you’ll quickly see the benefits of (our product). If you
contact us before 10 March, you'll receive a free sample. We look forward to hearing
from you soon!

5.4 GRAMMAR

CONDITIONALS
Conditional sentences have two parts: the situation (condition) and the consequences
(result).
Look at this example: If it rains, you will get wet.
The conditional half of the sentence is If it rains, and the result half is you will get
wet. The result happens only if the condition happens.

If clause Main clause Use
Type 0 (general | If + present present simple Something
truth) simple which is always
true

If the temperature falls below 0°C, water turns into ice.

Type 1 (real If + present future/imperative Real — likely to
present) simple, present | can/may/might/must/should/ | happen in
continuous, could + bare infinitive present or future

present perfect,
present perfect
continuous

If you need help, come and see me.

If he doesn’t pay the fine, he will go to prison.

If you have finished your work, we can have a break.

If you are ever in the area, you should come and visit us.
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Type 2 (unreal | If + past simple | would/could/might + bare Imaginary
present) or past infinitive situation
continuous contrary to facts
in the present;
also used to give
advice

If | had time, | would take up a sport. (but I don’t have time — untrue in the present)
If I were you, | would talk to my parents about it. (giving advice)

Type 3 (unreal | If + past perfect | Would/could/might + have | Imaginary

past) or past perfect + past participle situation
continuous contrary to facts
in the past; also
used to express
regrets or
criticism

If she had studied harder, she would have passed the test.
If he hadn’t been acting so foolishly, he wouldn’t have been punished.

I wish... / If only...

a. If we want to express regret now about something in the present we use | wish/If
only + past simple:

I wish | |

If only | 1 | livedin New York right now. (I live in LA.)

b. If we want to express regret now about something in the past we use | wish/If
only + past perfect:

I wish |

If only | 1 | bhad lived in New York last year. (I lived in LA.)

EXERCISES

5.4.1 Match the items in column A with those in column B in order to make
correct Type 0 conditional sentences

A B

1 Add sugar to a cup of coffee A the apple floats.

2 Throw salt onto snow B your skin turns red

3 Put an apple in a bowl of water | C the coffee tastes sweeter.
4 Water plants regularly D you feel healthy

5 Lie in the sun too long E the plants grow.

6 Take regular exercise F the snow melts.
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5.4.2 Look at the prompts and make Type 1 conditional sentences, as in the
example

e. g. If we cut down all the forests, the world’s climate will change.

1 cut down / all forests / world’s climate / change

2 not stop / use / aerosols / world’s climate / change

3 find / alternative sources of energy / solve / some of our environmental problems

4 temperatures / go up / by a few degrees / sea levels / rise

5 recycle / waste / save / natural resources

6 population / continue to increase / not be enough food for everyone

5.4.3 Study the situations, then make Type 2 conditional sentences, as in the
example

e. 0. l don’t have a car, so I have to wait for the bus every day.

1If1..had... (have) acar, | ...wouldn’t have fo... (not/have to) wait for the bus every

day.

I never do my homework, so my teacher always gets angry with me.

21F 1o, (do) my homework, my teacher.................. (not/get) angry with me.
| live in a small house, so I can’t invite friends over.

ICH | 1 PO (live) in a bigger houseg, I............... (be able to) invite friends over.
I never get up early, so | am always late for work.

Vi | PO (get up) earlier, I....... (not/be) late for work.

5.4.4 Put the verbs in brackets into the correct tense to make correct type 2
conditional sentences
1. 1f I _were (be) you, I _would study (study) for the exams.

2. Ifwe ............ (have)acar,we .................. (go) for a drive in the country.
3.Kim.............. (buy) some new clothes if she ............... (have) enough money.
4. If cameras ................. (not/cost) so much, we................. (buy) one.

5.John ............. (lend) you some money if you ................... (ask) him.

6.He ............... (open) the door ifhe ................... (have) the key.

T.We oo (paint) the house if we ................ (have) the time.

8. Ifshe............... (get) good grades, she .................. (go) to university.

9 IfT............. (be)rich, I............... (never/work) again.

10. Helen .............. (post) the letters if she ................... (have) some stamps.

5.4.5 Complete the sentences to make Type 3 conditional sentences, as in the
example

1 If he ...hadn 't noticed... (not/notice) the mould in one of his glass dishes, Alexander
Fleming ...would never have discovered... (never/discover) penicillin.

2 If he (sell) some of his paintings, Van Gogh
.......................... (get) some recognition during his lifetime.

3 If Barbara Streisand ... (change) the shape of her nose, her
(=1 (-] GO (never/be) the same.
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4 1f Anne SUllivan ... (not/teach) her, Helen Keller
................................... (not/be able to) communicate.
5 If Naomi Campbell ......cccoovvriiiiiie, (not/be) so beautiful, she

5.4.6 Put the verbs in brackets into the correct tense to make correct type 3
conditional sentences
1. If you _hadn’t been (not/be) in a hurry, you _wouldn’t have forgotten your keys.

2.Ifhe .............. (remember) earlier, he ................ (send) her a birthday card.
3.Ifyou............. (not/be) ill, you .................. (go) to the party.

4.Jason .............. (not/break) his arm ifhe ..................... (be) more careful.
S.Helen ............. (get)y wetifshe ................... (not/take) her umbrella.
6.If1............... (do) my homework, my teacher ................... (not/shout) at me.
7.Y0Uu ..ot (pass) the testif you .................. (study) more.

8. Ifshe............. (close) the gate, the rabbit ................. (not/run away).

9.She ................ (lose) her keys if I ................ (not/pick) them up.

10. Ifhe ............. (save) some money, he ................... (be able) to go on holiday.

5.4.7 Read the story below and make Type conditional sentences, as in the
example

e.q. 1) ..If Sally hadn’t been in a hurry, she wouldn’t have left some important notes
at home....

Sally had a terrible day yesterday. She was in a hurry, so she left some important
notes at home. She wasn’t prepared for her meeting with a new client, so the meeting
was a disaster. The client was disappointed, and as a result he refused to do business
with the company. The boss shouted at Sally, so she got upset.

5.4.8 Wendy has just started university. It isn’t what she expected, and she is
disappointed. Read what she says and make sentences, as in the example
e.g. [ wish my room wasn’t/weren’t so small.

My room is so small.

I have to share the bathroom.

The kitchen is such a mess.

My tutors are strict.

The classes are so hard to understand.

The people are not friendly.

I can’t visit my family and friends because they are so away.

I don’t have any friends.

5.4.9 Jason has been for an interview. He didn’t get the job. Read what he says
and make sentences, as in the example
e.g. | wish I had known more about the company.
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I didn’t know much about the company.

| was nervous.

I didn’t shake hands with my interviewer.

| forgot what | wanted to say.

I didn’t answer the interviewer’s questions properly.
My letter of application was badly typed.

| spilt the cup of tea | was given.

5.4.10 Rewrite the sentences using the correct conditional type, as in the
examples

1 1 wish Jack were here, (he/help us)

...If Jack were here, he would help us....

I wish we hadn’t got stuck in traffic, (we/be late for work)

I wish you paid more attention in class. (you/understand everything)

I wish they had called before they came. (I/cook something)

I wish Tim weren’t so selfish, (he/make friends much more easily)

I wish Sandra hadn’t got up late today, (we/go shopping together)

I wish you hadn’t left the door unlocked. (thieves/ break in)

NN bW

5.4.11 Put the verb into the correct form

1 IfT found £100 in the street, L.........ccovvevvriererninsinnereeieseniens (keep) it.

2 I'm sure Tom will lend you some money. I would be very surprised if he
........................... (refuse).

3 I"d have sent you a postcard while I was on holiday if L...........ccceovnennene. (have)
your address.

4 If she sold her car, She........cccccovvvveecinncencene e, (not/get) much money for it.

I i OO (know) that you were ill last week, I’d have gone to see
you.

6 Would George be angry if L..ccoooviviinciriciciiins (take) his bicycle without
asking?

7 Come on! Hurry up! Ann .............. (be) annoyed ifwe .................. (be) late.

8 What would happen if YOU.....cccooreiivininincieeceee (not/go) to work
tomorrow?

9 Tl (know) her number, 1 would telephone her.

10 Lo (not/buy) that coat if | were you.

11 Don’tworry if I..........ooooiiiiinn. (be)late tonight.

12 L (give) you a cigarette if T had one but I'm afraid I
haven’t.

13 This soup would taste better if it.........ccccevvvvieiiinciiieienns (have) more salt in it.
14 It’'s good that Ann reminded me about Tom’s birthday.
R (forget) if she hadn’t reminded me.

15 If YOU.ioviioieciecieceeecee e (not/go) to bed so late last night, you wouldn’t
have been so tired.
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161fhe ..ooovviiiiiiiiin (not come) soon, I’m not going to wait.

17 D’dhelp youifL..oooooiecieiiieiiieieienee, (can) but I'm afraid I can’t.

18 We would happily buy that house if it...........ccccoevviiieiiiinnnnn, (not/be) so small.
19 Tom got to the station in time. If he.......ccccoovvvveivicnveicrcens (miss) the train, he
would have been late for his interview.

20 Tom might phone this evening. If he ................... (do), can you take a
message.

5.4.12 Put the verbs in brackets into the correct tense

1 A:lwishl..could play... (play) a musical instrument.

B: You should take lessons.

2 A:lfonlythewind .......cooveiviinniinninninnennn, (stop) blowing so hard.

B: Yes, it’s very windy today, isn’t it?

3 ArlwishJohn ..o, (come) with us.

B: So do I. He would have really enjoyed it.

4 A:Paul, I WisSh YOU ...occvviriiiiiiiciciee (stop) making so much noise.

B: Sorry, I'll try.

5 ArTwish e (study) more when | was at school.

B: It doesn’t matter now. You’ve got a good job.

6 Arlwishl ., (be) young again.

B: So do I. We had some good times back then.

7 ATTWISh T o (not/speak) to Jane like that.

B: Don’t worry. I’m sure she’ll forgive you.

8 A Ifonly Bob .o (call) me.

B: Well, he promised to call today.

9 A: I'm exhausted. I wish T .....cocovviiiiniiieies (do) some of the housework
yesterday.

B: Sorry I wasn’t here to help you.

10 A TWISN YOU .o, (make) less noise when you come in.

B: It’s not my fault. The door squeaks when you open it.
11 A: Are you going to your school reunion party next week?
B:No.Iwishl................ooil. (go) because I would like to see everyone again.

5.4.13 Put the verbs in brackets into the correct tense
1 A: What time will you be home tonight?

B: I’'m not sure. If I ...have to... (have to) work | ... Il call... (call) you.
2 A: | felt very tired at work today.

B:  Well, if you ., (not/watch) the late  film,
1[0V FR (not/feel) so tired.
3 A: Should | buy that car?

B: Why not? If | ..o, (have) money, l......ccccveevevrinrnnnns (buy) it
myself.
4 A:Ifyou............ (pass) a chemist’s,............ (you/get) me some cough medicine?



B: Yes, certainly.

5 A: My sister seems very upset at the moment.
B: Were 1 you, L...ccooveieiieieiecc e (talk) to her about it.

6 A: Unless YOU ....ccvevveevevrienennn, (hurry), YOU ..ocoovvvrerricienen, (be) late again.
B: No, I won’t. There’s plenty of time.

7 A: Oh! | forgot to ask Sarah over for dinner.

Bilf L (speak) to her today,........ccoerverervnereennnn. (ask) her for you.
8 A: May I join the club, please?

B: Provided you...........ccceevnne (be) over eighteen, you can join the club.
9 A: What a lovely restaurant! I’'m glad we came here.

B:IfyoU ..o (not/burn) the dinner, We........c..ccccevvvenen. (not/come) here!
10 A: Just think. If | (not/move) to  York,
L (never/meet) you.

B: I know, wasn’t it lucky?
11 A: Jo doesn’t spend enough time with me.

B: Well, if she......cccooovveiiiennne. (have) the time, I’m sure she................ (try), but
she’s very busy.
12 A: Did you give Bill the message?

B: No, but when I ..., (see) him, L..cooiriiiiiiiie e (tell) him
the news.
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6. Module 6. Markets and monopolies

6.1 READING
Reading 1

6.1.1 Read the text and divide it into parts

The term ‘market’, as used by economists, is an extension of the ancient idea of a
market as a place where people gather to buy and sell goods. In former days part of a
town was kept as the market or marketplace, and people would travel many
kilometres on special market-days in order to buy and sell various commaodities.
Today, however, markets such as the world sugar market, the gold market and the
cotton market do not need to have any fixed geographical location. Such a market is
simply a set of conditions permitting buyers and sellers to work together.

In a free market, competition takes place among sellers of the same commodity,
and among those who wish to buy that commodity. Such competition influences the
prices prevailing in the market. Prices inevitably fluctuate, and such fluctuations are
also affected by current supply and demand.

Whenever people who are willing to sell a commaodity contact people who are
willing to buy it, a market for that commaodity is created. Buyers and sellers may meet
in person, or they may communicate in some other way: by letter, by telephone or
through their agents. In a perfect market, communications are easy, buyers and sellers
are numerous and competition is completely free. In a perfect market there can be
only one price for any given commodity: the lowest price which sellers will accept
and the highest which consumers will pay. There are, however, no really perfect
markets, and each commodity market is subject to special conditions. It can be said
however that the price ruling in a market indicates the point where supply and
demand meet.

Although in a perfect market competition is unrestricted and sellers are numerous,
free competition and large numbers of sellers are not always available in the real
world. In some markets there may only be one seller or a very limited number of
sellers. Such a situation is called a ‘monopoly’, and may arise from a variety of
different causes. It is possible to distinguish in practice four kinds of monopoly.

State planning and central control of the economy often mean that a state
government has the monopoly of important goods and services. Some countries have
state monopolies in basic commodities like steel and transport, while other countries
have monopolies in such comparatively unimportant commodities as matches. Most
national authorities monopolize the postal services within their borders.

A different kind of monopoly arises when a country, through geographical and
geological circumstances, has control over major natural resources or important
services, as for example with Canadian nickel and the Egyptian ownership of the
Suez Canal. Such monopolies can be called natural monopolies.
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They are very different from legal monopolies, where the law of a country permits
certain producers, authors and inventors a full monopoly over the sale of their own
products.

These three types of monopoly are distinct from the sole trading opportunities
which take place because certain companies have obtained complete control over
particular commodities.

This action is often called ‘cornering the market’ and is illegal in many countries.
In the USA anti-trust laws operate to restrict such activities, while in Britain the
Monopolies Commission examines all special arrangements and mergers which
might lead to undesirable monopolies.

VOCABULARY

extension — npoJoBKEeHHsI, PO3BUTOK

permit — mo3BoIATH

prevailing prices — nmanyroui sy (Ha pUHKY)
inevitably — nemunyunit

fluctuate — xonuBarucs (po wiHm)

affect — BrBaTu

accept — npuitMaTH, IOT'OJIKyBaTUCS
CONSUMEr — CroXuBad

indicate — mokasyBaru, mo3HauaTu
distinguish — po3pizusitu

circumstances — o6ctaBuHH

inventor — BUHaXiIHUK

corner the market — oporotiBaTé pUHKOM, CKYITOBYIOUH TOBapU
anti-trust laws — aHTUMOHOIIONBHI 3aKOHU
restrict — oomexxyBaTH

Merger — 3IUTTs, MOTJIUMHAHHS.

6.1.2 Write a short heading for each part

6.1.3 Answer the questions

. What was a market originally?

. What is a modern market?

. Among whom does competition take place?
. What does competition influence?

. What things cause prices to fluctuate?

. When is a market created?

. What means are mentioned by which buyers and sellers can communicate?
. What price operates in a perfect market?

. What does the ruling price indicate?

10. What is a monopoly?

11. What are the four kinds of monopoly?
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12. What examples of monopolies are given?
13. What is ‘cornering the market’?
14. How do anti-monopoly laws operate in different countries?

6.1.4 According to the text, are the following statements TRUE or FALSE?
Correct the false statements

1. The competition between buyers of a commodity influences the prevailing prices.
2. Supply and demand inevitably affect prevailing prices.

3. Competition in a perfect market is conducted in a completely free way.

4. The lowest price which buyers will offer is the only price in a perfect market.

5. Each commodity market is imperfect in some special way.

6. Monopoly is a situation in the market in which there is only one seller or a very
limited number of sellers.

7. States always monopolize important basic commaodities.

8. Cornering the market is quite legal in the USA.

9. The Monopolies Commission considers that it is undesirable to restrict business
mergers.

6.1.5 Match the words in A with the words in B to make up word combinations
and translate them into Ukrainian

A B

various conditions
free monopolies
current opportunities
special location

state competition
price law

natural supply and demand
trading commodities
legal resources
anti-trust ruling
geographical monopolies

6.1.6 Translate the following words and phrases into English:

KyIyBaTH 1 IPOAABATH PI3HOMAHITHI TOBapH; MaHyrO4i LIiHU Ha PHHKY; KOJMBATHCS
(mpo 1iHM); CTBOPIOBATH pWHOK; BUIbHA KOHKYPEHIS; JIOCKOHAIMH PHHOK;
HeOoOMeXeHa KOHKYPEHIIis; epKaBHa MOHOTIOJMIS;, TPUPOTHA MOHOIIONIS; JeraibHa
MOHOIIOJIiSl; aHTUMOHOIIOJIbH] 3aX0/1, OBOJIOJIIBATH PUHKOM (CKYIOBYIOUM TOBapH);
OTPUMYBATH TIOBHUI KOHTPOJIb HaJl BAPOOHHULITBOM IIEBHUX TOBAPIB.
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6.1.7 Arrange these sentences in their proper sequence in order to obtain a
paragraph on durable goods

A) Finally, it is interesting to note that many buyers and sellers on important
markets, never see the commodities which they buy and sell.

B) Commodities like these can be bought and sold and stored without difficulty by
people who live at great distances from each other and from the sources of supply.

C) Certain commaodities have a wider market than others.

D) In addition, commodities which are easy to transport, safe to handle and simple
to grade are generally in universal demand.

E) Durable foods, for example, have a far wider market than perishable goods.

F) For this reason such goods are a good commercial proposition simply because
the risk of investing in them is relatively low.

Reading 2
6.1.8 Read the text and pay attention to the words in bold

LEADERSHIP

Some organisations are their leaders: Bill Gates is Microsoft, Richard
Branson pilots Virgin, Michael Dell runs Dell. Entrepreneurs and founders of
their organisations, they are perceived to have visionary leadership qualities. They
are often asked to pronounce on the issues of the day. They are leaders not only of
their companies but of public opinion. They are often held up as role models.

The mercurial leadership that is characteristic of many entrepreneurs means
that they might found and then sell a series of start-ups, not guiding them to the next,
more ‘mature’ stage themselves. In the trio above we have examples of leaders who
have made that transition and gone beyond to create multibillion dollar corporations
that operate on a global scale.

Companies may become large by being successful but they may also become
bureaucratic and conservative. It is a cliché that, in successful companies, change
is a precondition of continued success and the people who can lead that change are
key. Formulating strategy is a question of making choices (often described as
‘difficult’), of deciding to do x rather than y, with resources that are by definition
limited. The people who can make the right choices about how to use those
resources are highly rewarded. (The people who make the wrong choices are
sometimes also highly rewarded with generous severance packages, but that is
another story.)

Failing companies require yet another kind of leadership: the type of leader
who can turn them round and this third species of leader may not be suited to
managing other types of change, preferring to move on to another company in
crisis.

Companies are increasingly thinking about how to nurture their leaders. In
the US, corporate governance, the way that a company is run at the highest level,
has become a key issue with shareholders. They have rejected the previous cozy
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arrangements, where directors appointed people they knew to the board and now
demand much greater scrutiny over who is chosen and how.

This is part of the process of recognition that companies are led by teams of
key managers. The qualities of the chief executive cannot be seen in isolation.
There must be the right chemistry between the chief executive and other top
people and they must have the right mix of complementary skills.

Will it be someone from within the company, perhaps someone groomed to
take over by the current boss? Or do you use headhunters (specialised, highly paid
recruiters) to track down someone, perhaps from a completely different industry,
and bring them in to shake up the existing order? If your new CEOQ leaves after six
months in the job, perhaps after what the papers describe as ‘irreconcilable
differences’ or as a boardroom battle, the company and perceptions of it will
suffer and so, probably, will its share price.

There is debate about whether leadership can be taught, and about whether
reading about the lives and methods of great leaders, business and non-business,
can help to develop business leadership skills: see below for one example of this
genre.

ACTIVE VOCABULARY

entrepreneur — mianpueMellb; IPUBATHUI BITACHHK, BITACHUK

role model — 3pa3ok s HacigyBaHHS

bureaucratic — 6ropokpaTruHmit

conservative — KoHCepBaTUBHUHN, Tpa UL HHIM

strategy — ctpareris

resources — pecypcu

failing companies - dipmu, sxi mepeOyBaroTs Ha MeXi GaHKPOTCTBA

turn round — 3miHrOBaTH, IMiAIATH 3 IHIIOrO OOKY, 3MiHIOBATH Ha Kpallle
corporate governance — KOpHOpaTHBHE YNPaBNiHHA (PO3MOJIN  BIaJHHUX
MMOBHOBaYXEHb y KOPIIOpAIlii, eIl 3a BCE - MK MEHEKepaMH 1 aKIliOHEPaMH)
board — mpasininHs, KepiBHUIITBO, pajaa, KOJETis

chief executive — BukoHaBUMI AMPEKTOP, TOJIOBA KOpIIOpallii, hipMu
headhunter — mucimBens 3a mpodecionanaMu (PO areHTa Yu areHTCTBO 3 HalMYy)
boardroom — 3aun 3aciganb paau TUPEKTOPIB

6.1.9 Make up 10 true/false statements to the text
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6.2 LISTENING
Marketing

6.2.1 Listen to Richard Turner, European marketing manager in
pharmaceuticals and complete the table with words that Richard Turner uses

noun adjective

clinic

reason

tradition

emotion

regulation

pharmaceutical

consistency

6.2.2 Complete the answers to these questions with expressions from part two
In marketing pharmaceuticals, ...

1 what is the biggest challenge? - It's the

2 are the laws weak? - No, they are quite

3 what is your main aim? - We want to help patients
4 how must you present your data? - In a .

5 can you say that the product benefits are bigger than they really are? - No, we
mustn't

6 do you use campaigns that say different things in different countries? - No, they are
many different countries.

7 is it easy to know what to say in advertising? - No, it's a

6.2.3 Listen to part three and replace the seven mistakes in the transcript below
with what Richard Turner actually says

Sadly, because of the regulatory laws that we need to obey, we're not able to promote
directly to patients. We can only speak to the doctor, because the doctor makes the
decision about the medicine. So, although we'd love to use all the advantages and
opportunities that the Internet and the new communication methods offer, we're not
able to use them as much as we'd like to do. That said, we are beginning ... | think
many companies are beginning to look at the possibilities that new technologies such
as the iPhone may offer to present the data when we're face to face with the doctor,
because it's a clearer and more involving way of presenting the data to the doctor
than the traditional paper.
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6.2.4 Listen to part four. Are these statements about the words in italic that
Richard Turner uses true or false?

1 Someone who works in science is a scientific .

2 Another word for ‘doctor' is physicist.

3 Work to see if a drug is safe and effective is a clinical trial.

4 If you do a lot of work on something, you spend a lot of effort on it.

5 Peak sales is the time when a drug is just beginning to sell.

6 | f there is a patent on a drug, other drug manufacturers cannot copy it

6.3 WRITING

PRODUCT LAUNCH PLANS
6.3.1 Read the example of the Product launch plans
Dreamland chocolate bar

Slogan
e The slogan for the product will be “Join us in Dreamland”.
Advertising
o We will have 30-second TV ads in prime-time slots, starting on September
18th.

e The advertisement will show a woman sitting at her desk eating a Dreamland
bar. Suddenly she is on an exotic beach with a Hollywood star sitting next to
her. He smiles and hands her another Dreamland chocolate bar.

Endorsement

o We will offer the actor Doug Miles the opportunity to endorse the product and

appear in the advertisement. We are arranging a meeting with his agent.
Special events

o We will give out free Dreamland chocolate bars at major film festivals in
Dubai, Asia and Europe.

o There will be competitions with free tickets to each of the film festivals and a
chance to meet the film directors and stars.

Useful writing tips
a) A plan can be written in list form with bullet points to make it easy to
follow.
b) Use headings to group your ideas together.

6.3.2 Read the information below about a product launch. Write a launch plan.
Organise the information into headings and bullet points. Leave out any
unnecessary words or phrases

Bubble Fun is a new shampoo for the chitdren's market. Our slogan is “No more
bathtime tears.” We will advertise the product on family websites and on TV during
children's programmes. We will offer Hi-jump, a teenage dance act, sponsorship on
their tour in return for product endorsement. The event will be launched with a party

43



at the London Aquarium. There will also be a Bubble Fun dance competition, and the
winner will have the opportunity to appear in the company's ads.

6.3.3 Write an e-mail to the writer of the product launch plan in Exercise 6.3.2
Say which idea(s) you like and which idea(s) you disagree with. Give reasons for
your comments

6.4 GRAMMAR
MODAL VERBS
Must
o obligation — necessity — duty
You must stop when the traffic light is red.
I must find a hotel to stay at tonight.
) prohibition
You mustn’t park here.
) strong advice
You must talk to your brother about it.
o positive logical assumption
They must be the boy’s parents. (I’'m sure they are the boy’s parents.)
) Must is used to talk about the present or near future. We use have to when we
need to use other tenses.
He had to work late yesterday, so he didn’t go to the party.

o Have to = it is necessary to do smth We use have to when somebody else
other than the speaker has made the decision.

I have to wear a uniform at work.

o Must and have to have different meanings in questions.

Must | do my homework now? (The boy wants to know whether his mother insists

on his doing his homework right away.)

Do | have to type these letters now? (The secretary wants to know whether it is

necessary for her to type the letters right away.)

. Mustn’t = it is forbidden to do smth / you are not allowed to do smth
They mustn’t play on the railway track.
. Needn’t = it isn’t necessary to do smth

The farmer needn’t buy any eggs.
o Didn’t need to = it was not necessary to do smth
o Needn’t + perfect infinitive = it was not necessary to do smth, but it was done

6.4.1 Fill in the gaps with mustn't or needn't/ don’t have to
A: Shall I help you with your shopping?
B: No, you ...needn't/don’t have to. | can manage by myself.
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ALYOU e play football inside the house.
B: I'm sorry. I'll go outside.

A: Do you want anything from the supermarket?
B: NO, YOU...ooviriiiiiirie e get me anything today, thank you.I'm going out
myself later.

ArYou.......... be late for work tomorrow morning.
B: I know. I'll try to arrive early.

AL YOU i take these books out of the library.
B: I know. It's forbidden.

A: Shall I make an appointment for you at the dentist's?
B: NO, YOU..oiiiererveicc e, I'll do it myself next week.

6.4.2 Rewrite the sentences using the word in bold

1 Itisn't necessary for Mark to buy new clothes for the reception.
need ...Mark doeen't need to/needn't buy new clothes for the reception...................
2 Youaren't allowed to pick these flowers.

MUSE o

3 Sarah is obliged to type her compositions at university.

NS

4 It wasn't necessary for Paula to make the beds.

[ 1=T=To RSP

5 Itis your duty to obey the law.

MUSE e

6 It wasn't necessary for Bob to wait for me, but he did.

NEEA it s

7 Itis forbidden to throw litter on the beach.

MUSE o

8 I'm sure Ronald is at home.

MUSE e

9 It wasn't necessary for Alice to bake a cake for the party.

L 1=T T S

10 It wasn't necessary for George to stay at work late last night, but he did.
NAVE o

Can/Could
o ability in the present
He can fly a helicopter.
o ability in the past
I could ski very well when | was young.
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. asking permission

Can/Could/May/Might I ...?

We use these structures to ask permission to do something. Could and may are more

polite than can. Might is formal.

Informal

Can | go swimming?

No, you can’t.

More formal

Could/may/might | have a look at this report?

Certainly.

We normally reply with ‘Certainly.” ‘Of course.” ‘Why not.” ‘No, I’'m afraid you

can’t.’

o giving/refusing permission

a) can/may = you are allowed to do smth May is more formal than can

b)  can’t/mustn’t may not = you are not allowed to do smth May not is formal
and is usually used in written notices.

You can’t see Kim tonight, but you can see her tomorrow if you like.

You may not leave your luggage here.

o offers

Can/Could/Shall I ...?

We use these structures when we offer to do something.

Can/Could/Shall I get you anything from the supermarket?

o suggestions

We can/could...Shall we ...? = Let’s ...How about ...? What about ...? Why

don’t we ...?

What shall we do tonight?

We can/could go to the cinema.

o requests

Can/could/will/would you ...?

We use these structures when we ask somebody to do something for us. Would and

could are more polite than can and will.

Can/could/will/would you help me with my French homework please?

) negative logical assumption

can’t = I’m sure/certain that smth isn’t true

They can’t be strangers. (I’'m sure they are not strangers.)

) possibility

Could/may/might + present infinitive = it is possible/perhaps

‘John is late.” ‘He could be stuck in traffic.’

o Can is used in the present. Could is the past tense of can. We use able to to
form all the other tenses.

I will be able to get a job when 1 finish the Institute.

46



o Could + perfect infinitive = it was possible, but it didn’t happen

6.4.3 Fill in the gaps with an appropriate modal verb. Then, say what they
express in each sentence

1 A:..May/Can/Could... I borrow your pen, please?

The speaker is asking for permission.

B: NO, YOU...ooveverreier e I'm using it

2 A:I'mbored. What shall we do?

B:We i, go for a walk.
A:NO, WE e, because it's raining.
B: Let's watch a video, then.

3 A:Myparentstold me |l .....ccoocoveivriiennnn go to the party tonight.
B: Never mind, I............... go either. We................ stay at home together, though.

4 A:Siliiiiens I speak to you for a moment please?
B: Certainly, but later today; I'm busy now.

5 A: Excuse me?

B: Yes?

A: .....you tell me where the post office is, please?

B: Certainly. It's on the main road, next to the school.

6 A: Isanyone sitting on that chair?
B: NO, YOU .oovevevcevccree, take it if you want to.

May / Might
o possibility (present/future)
May/might/could + present infinitive = it is possible /it is likely/ perhaps
“Where’s Aunt Julia?” ‘She may/might/could still be at work.’
o possibility (past)
may/might/could + perfect infinitive = it was possible, perhaps
“The lights are still on.” ‘Helen may/might/could have forgotten to turn them off.’
. asking permission
May/Might I ...? = Would you mind if I ...?
May/Might | ask you another question?
o giving / refusing permission
a) may/can = you are allowed to do smth
You can sit here if you like.
b)  can’t/may not = you are not allowed to do smth
I’'m sorry, but you can’t park here.
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. requests
May/Might/Can/Could I ...?
May/Can/could | have a pen and some paper, please?

6.4.4 Rephrase the following sentences in as many ways as possible

1 Perhaps Laura has left the phone off the hook. ...Laura may/might/could have left
the phone off the hook.

2 Surgeons are obliged to scrub their hands before operating on patients.

3 Do you mind if | open the window.

4 It wasn't necessary for Peter to wash the dog, so he didn't.

5 Emily managed to reach the top shelf, even though she didn't have a ladder.

6 It's forbidden to copy files without the manager's permission.

7 Why don't we spend this evening at home?

8 I'm certain Patrick misunderstood my instructions.

9 I'm sure Helen didn't know about her surprise party.

6. 4 5 Underline the correct word(s) in bold

Good morning. How 1) can/must | help you, sir?

I'd like to book a room for tonight, please.

Certainly sir.

How much does a single room cost for one night?

£35, sir. Payable in advance.

What! 2) Do / have to/Could | pay right now?

Yes, I'm afraid you 3) need/must pay in advance, sir.

Really. Well! 4) Do | have to/Shall | pay in cash?

No, you 5) mustn*t/needn’t pay in cash. You 6) could/can’t pay by credit card if
you prefer.

B: This is a bit unusual. | 7) may/must look in my wallet to see if | have enough
cash with me.

A: You 8) couldn’t/don’t have to hurry, sir. Take your time.

ZRREED20 R

A: Good morning. Here's the key. 9) Could/Must | leave my luggage here until
twelve o'clock, please?

B: Of course. 10) May/Need I ask if you enjoyed your stay?

A: Oh yes. | 11) can/must write down the phone number, so that | can stay here
again.

B: You 12) mustn't/don't need to do that, sir. | 13) have to/can give you our card.
A: Oh, thank you very much. Goodbye.

B: Goodbye.
Shall
o offers
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‘Shall/Can/Could I help you choose Mary’s present?’ ‘That would be great.’
o Suggestions

Shall/Can/Could we ...? = Why don’t we ...? / How about ...? / What about ...?

/Let’s ... .

‘Shall/Can/Could we go to the market today?’ ‘I’d rather not.’
o asking for suggestions or instructions

“Where shall we go tonight?” “We can/could go to the theatre.

Will / Would

. requests

Will/Would/Can/Could you ...?

‘Will/Can you hold the plate for me, please?’ ‘Of course.’

Should / Ought to
o advice
You should/ought to be more careful

6.4.6 Fill in shall or will
1 Shall I help you with the washing-up?

AN we have pizza for dinner tonight?
3. you carry this for me, please?

4 What ......... we buy for Bob’s birthday?
5. you answer the phone, please?

6 Where ........ we sit in the classroom?

7 ......... you take the rubbish out for me, please?
8. we have a barbecue next weekend?

6.4.7 Underline the correct word

1 You may/mustn’t run in the corridors. It's dangerous.

2 Can/Should I ask you a question?

3 Will/Shall we go out for lunch today?

4 You must/shouldn't stay at home if you are ill.

5 Tommy can 't/couldn 't tell the time when he was a baby.

6 My book can't/mustn't be in the house. I've looked everywhere.
7 You might/needn't clean the windows. I've already done them.
8 Will/Shall I help you?

9 You needn't/mustn't do the shopping. I'll do it later.

1

2

0 Sam left late for the airport this morning. He should/could have missed his flight.

6.4.8 Fill in the gaps with an appropriate modal verb. Sometimes more than one

answer is correct

1) Peter is eight years old. He _ read and write.

2) You are tired. ___ 1 do the cooking tonight?
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3) She swim when she was ten years old.

4) It’s cold in here. you close the window, please?

5) He study hard for his exams.

6) Susan to walk because she has broken her leg.

7) you bring me a glass of water, please?

8) Wow! Look at that man in the beautiful car. He be very rich.
9) I show you something, sir?

10) You go to the doctor. You’ll be all right.

11) Policemen ____ wear a uniform.

12) You throw litter in the street.

13) You go until you finish eating.

14)1 phone Alan. I haven’t spoken to him for a long time.
15) I use your phone?

6.4.9 Choose the correct answer
1 "You...C... be late for work.'
'l know. I'm leaving now.'

A needn't B must C mustn't

2 JiMm.... lose some weight. His doctor said so.'

‘Then he must go on a diet.'

A mustn't B can C hasto

3 'l go to the bank today. | have enough money." 'Well, I'll go alone, then.'
A needn't B have to C must

4 'Did you deliver that parcel for me?'

'No, I......find the house, so I've come back to get a map.'

A can B could C couldn't

5 Mo, clean the house today. It's dirty.'

‘I’1l help you.'

A needn't B must C mustn't

6 'l feed the dog at lunchtime. My brother did it in the morning.'

"You can do it this evening, then.'
A didn'tneedto B needn'thave C need
7 'Do you need any help?"

Yes. Lovnnne, open the window. It's stuck.'

A could B amableto C can't

8 'l swim until I was ten.’

‘Well, | didn't learn until | was eleven.'

A can B can't C couldn't

9 'Can | talk to you, please?'

'Sorry, L., go now. I'm late for a meeting.'

A mustn't B hasto C must

10 'Is Tom good at languages?"

'Yes, he............ already speak French, German and Italian.'
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A can't B can C could
11 “The test was too difficult for me.'

'Oh dear, I............. do it quite easily.’

A wasableto B can't C can
12 'Where's Tom?'

'He's not at work, so he............. be at the library.'
A must B can't C can
13 we go shopping today?'

'No. I'd prefer to go tomorrow.'

A Ought B Shall C will
14 'Sorry Mum. I've broken a plate.'
You..ooenennes be more careful.’

A may B should C might
15 Where's your father?'

He............. be in the garage.'

A might B can C mustn't

6.4.10 Choose the correct answer
1.1_C remember to go to the bank. I haven’t got any money.

A don’thaveto B needn’t C must

2. | take your order, please?

A Mustn’t B Must C May

3. ___you ride a bicycle?

A Can B Should C May

4. Steven ____read and write until he was seven years old.
A must B could C couldn’t

5. __ you make dinner tonight?

A Shall B Will C May

6. You ___ go to bed late during the week.

A couldn’t B shall C shouldn’t
7. You ___ visit your parents more often.

A should B wereableto C shall

8. __ we go to the cinema at the weekend?

A Must B  Should C Shall

9. ‘Where ____ we meet?’ ‘At my place.’

A must B shall C should

10. Peter ___ go to the dentist before his toothache gets worse.
A should B shall C «can

11. You ___ do the ironing. I’ll do it instead.

A needn’t B must C mustn’t
12.You ___ cross the road without looking first. It’s dangerous.
A needn’t B mustn’t C must
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6.4.11 Study the functions of modal verbs and rewrite the sentences using modal
verbs, as in the example

1) It isn’t necessary for her to wear a suit to the office.
She needn 't/doesn’t have to wear a suit to the office.
2) You aren’t allowed to take those books out of the library.

3) Itis possible that Mark will be at home this evening.

4) Would you like me to make some sandwiches for you?

5) I advise you to leave early.

6) Emily managed to find a job after looking for six months.

7) ’m sure Paul isn’t from Canada.

8) We are obliged to take exams every six months.

9) I’m sure the children aren’t happy with your decision.

10) Perhaps we will go to Florida on holiday.

FUNCTIONS OF MODAL VERBS

FUNCTION MODAL VERBS
obligation/ | You must/have to study hard.

necessity (You are obliged to...)

advice You must/should/ought to see a doctor.

(I advise you to...)

prohibition | You mustn’t talk in the library.
(You aren’t allowed to...)

lack of They needn’t/don’t have to call us tonight.
necessity (It isn’t necessary.)
ability Tony can run fast. (present)

When he was young, he could climb trees. (past)
She was able to get into the house. (single action in the past)

permission | Can/Could/May | use your phone?
(asking for permission)
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You can take my car tonight.

(giving permission)

You can’t take photographs inside the museum.
(refusing permission)

request Can you lend me your pen, please?

Could you open the door, please?

Will you post the letter?
suggestion We can/could watch a film tonight.

Shall we eat out tonight?
possibility He may/might/could be ill. (It’s possible)
offer Shall | carry the shopping for you?

(Would you like me to carry...)
logical He must be at work. (I’'m sure she is...)
assumption | She can’t be at work. (I’'m sure she isn’t...)
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TAPESCRIPTS
4.2 LISTENING
4.2.1 The key is preparation. So the first step is to find out who you’re going to be
presenting to. Now you need to do this on two levels. Firstly, how much does the
audience know about the subject? Are they experts or do they know very little?
Secondly, are you presenting to a group from the same or from different countries?
And adjust your language so that everybody can understand. If possible, visit the
room where you’ll be giving the presentation beforehand and organise it precisely to
your own requirements. Check you’re familiar with the equipment, re-arrange the
seating, and try to make yourself feel comfortable and relaxed in it. So once you
know who you’re presenting to and where, you're ready to start preparing what
exactly you’re going to say. OK? So stage one is the opening - that all-important first
few moments that can make or break the presentation. Then stage two, a brief
introduction about the subject of your talk. Then three, the main body of the
presentation. And four, the conclusion, which should include a summary of your talk
and your final opinion or recommendations. Finally, the question and answer session.
Now the most important stage is the opening minute or so and I’d suggest that people
memorise it exactly as if they were actors. Write down the opening with all the
pauses and the stress clearly marked, and then record it, listen to it and practise it
again and again. This is so important because if it’s properly done, you not only get
the audience’s attention immediately, but you feel confident during what can be the
most frightening part of the presentation. After that, you can start using your notes.
So the first step is to write those notes. Write the whole presentation out just like an
essay. Then select the key points. But read the full version over and over again until
it’s imprinted on your mind. The next step is to buy some small white postcards and
write no more than one or two of the key points or key phrases onto each one.
Now visual aids, like overhead transparencies, are very important of course. But most
people put far too much information on them. Don’t - because it’s difficult to read
and it bores the audience. Limit yourself to a maximum of five points on each.
Remember to turn off the projector when you’re not actually using it. And don’t talk
to the machine, or the transparency, which again, lots of people do. Face the audience
at all times. Finally, remember that it’s not just w hat you say. How you say it is just
as important. Quite unlike meetings and negotiations, a good presentation is very
much a performance.

4.2.2 Good morning everyone, thanks for coming to my presentation. I know you’re
all very busy, so I’ll be as brief as possible. OK then, I’'m going to talk about the new
chocolate bar we’re pulling on the market, the St Trope premium bar. I‘1l tell you
about the test launch we carried out in the south west of England a few weeks ago.
My presentation is divided into three parts. First I’ll give you some background about
the launch.

After that, I’11 tell you how we got on and assess its effectiveness. Finally, I’1l outline
our future plans for the product. If you have any questions, don’t hesitate to ask.
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Right, let’s start with the background to the launch. As you know, St Tropez is a mint
and nut bar with a distinctive taste. It’s been thoroughly tested in focus groups and
special attention was paid to packaging. It’s wrapped in a metallic foil. The colours
are rich, strong, to give high visual impact. OK, everyone? Yes, Johan, you have a
question ...

So, that’s the background. Right, let’s now move on to the test launch. How
successful was it? Well, in two words, very successful. If you look at the graph,
you’ll see the bar’s actual sales compared with forecast sales. Quite a difference isn’t
there? The sales were over 20% higher than we predicted. In other words, a really
good result. Well above our expectations. The sales show that the pricing of the
product was correct. And they show that as a premium line, the St Tropez bar should
be successful nationwide. To sum up, a very promising test launch. | believe the bar
has great potential in the market.

Right, where do we go from here? Obviously, we’ll move on to stage two and have a
national advertising and marketing campaign. In a few months, you’ll be visiting our
sales outlets and taking orders. | hope, for the new product. Thanks very much. Any
questions?

5.2 LISTENING

5.2.1 The soft drinks market is one of the most competitive in the world. How do you
stay ahead of your competitors?

KW Well, the Coca-Cola company this year reached the point where, world-wide it
sells a billion servings of its product every day. However, the world still consumes 47
billion servings of other beverages again, every day. The key point here is to
understand what the opportunity actually is. Which in our case is to grow the whole
soft drinks category. To be successful we believe you need a portfolio of products
which include the best brands and the most recognisable packages, for example the
icon bottle. It needs to be supported by excellent market place execution, in other
words, attention to detail. We grow our business one bottle at a time. Now behind this
you need an efficient manufacturing and distribution operation. All the glamorous TV
advertising in the world won’t sell your product if Tesco’s has run out. And of course
advertising, especially for a company like the Coca-Cola Company has a major part
to play in ensuring the consumer is aware of the intrinsic values of our brands, a good
example of which is refreshment. So, in summary, the way to stay ahead is to focus
on delivering to the consumer a product that adds value to their lives rather than
simply focusing upon the actions of your perceived competitor.

5.2.2 Does competition always lead to better products and better value for customers?
KW I think it does but it’s important to remember that value is not just a function of
price. Now a good example of this might be to look back at some of the history of the
travel industry. | would guess this country enjoys some of the least expensive holiday
flights and in the main I would think they offer excellent value for money. I'm
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equally sure that on occasions the consumer’s desire for low prices has led to
compromises. Who hasn’t suffered the 2am flight time, the delayed departure and so
on? Dependent on your needs as a consumer, you will therefore have a different view
on whether you think this is better value. So I guess the point is that better doesn’t
necessarily mean cheaper. Although price as an element of value is very important,
and the key challenge is to maintain a balance.

5.2.3 How do you see competition affecting the way your business operates in the
future?

KW Well firstly, we assume our competition will improve in everything they do. This
focuses our team on the task ahead. However, we spend far more time preparing for
shifts in consumer behaviour - in driving our programmes to increase overall soft
drink consumption - than we do worrying about specific competitors. So, for
example, | see major changes coming in terms of the purchase environments in which
the consumer can access our product. Some examples of this would be: How will
they do their shopping? Will frequency increase or decrease? Will they not even go to
the store? Will they shop from home? There will definitely be continued increase in
leisure time, so we need to be where the consumer is, whether that be the sports
centre or the multiplex cinema, for example. Will the increase in out-of-home eating,
especially snacking, for example, sandwich bars, continue? We think it will. So
clearly, whilst it’s important to keep improving our core offerings, our product
portfolio, our packaging, our operational efficiency, and most importantly we have to
prepare for the needs of our future consumer.

6.2 LISTENING

6.2.1 (1 = INTERVIEWER, RT = RICHARD TURNER)

I: Which marketing methods work best when promoting your products?

RT: The core of all marketing to doctors is the need to spend quality time face to face
with them. These are very busy people who have a busy day treating their patients,
and we often find that we only have maybe five or 10 minutes within that busy day to
sit down with them and take them through both the clinical, “rational” advantages of
our products - why we think they should use this product compared to the ones
they've been using in the past - as well as the more traditional, “emotional”
advantages of the product. And by “emotional” advantages; I might mean how it
would help their patients, help them understand the benefits for their patients, and
how it will make them have easier lives. And so we're still very much focused on
how we can best present quite complicated data in a short period of time, face to face
to the doctor.
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6.2.2 | : What problems can you face when marketing pharmaceuticals?

RT: I think the biggest challenge for us is the regulatory environment. The laws that
we need to follow are quite strict - and quite rightly so. We in the pharmaceutical
industry have the same interests as the doctor. We want to help patients lead better
lives. We have to present the data in a fair and balanced way, not, not to overstate the
advantages of our products. Because we're trying to develop campaigns which are
consistent across many different countries across Europe, and because the laws are
different across these countries, it's often a challenge to work out exactly what we can
say and the best way of saying it.

6.2.3 (I = INTERVIEWER, RT = RICHARD TURNER)

1: Has the way you market your products changed much over the last few years?

RT: Unfortunately, urn, because of the regulatory laws that we need to follow, we're
not able to promote directly to patients. We can only talk to the doctor, because the
doctor makes the decision about the medicine. So, although we'd love to use all the
benefits and opportunities that the Internet and the new communication methods
offer, we're not able to use them as much as we'd like to do. Having said that, we are
beginning ... | think many companies are beginning to look at the opportunities that
new technologies such as the iPad may offer to present the data when we're face to
face with the doctor, because it's a clearer and more involving way of presenting the
data to the doctor than the traditional paper.

6.2.4 (1 = INTERVIEWER, RT = RICHARD TURNER)

I: What is a typical lifecycle for your products?

RT: The lifecycle for a pharmaceutical product is often very long. It can take
anything up to 20 years from the scientist first coming up with the idea to it finally
being widely used by physicians to help patients' lives. The first | O years of that life
can be spent wholly on the clinical trials, to prove that it's safe and has effect and
helps the patients. And then the next 1 O years spending a lot of time and effort
presenting this data to doctors, so they, they can begin to understand which patients,
and in which situations, the drug can help them. And just as we're getting to those
peak sales, we find the patent on the drug will go. Um, so there's a long, a long period
from the first idea to finally getting it out there in doctors' and patients' hands.
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