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Beryn

Metoauuni Bkas3iBku 3 aHriaidicekoi moBu English for business marketing
and internet communication npusHayeHi I NPaKTUYHUX 3aHATh Ta CAMOCTIHHOT
pobOTH CTyIEHTIB cremianbHocTi (075 Mapkemune CTyImiHS BHIIOI  OCBITH
«bOakamaBp.

MeToau4HI BKa3iBKU YKJIQJICHO 32 BAMOTaMHU MOJIYJIbHO-PEUTHHTOBOT CUCTEMHU
HAaBYaHHS W BIAMOBITHO JO HABYAJBHUX MpOTpaM 1 IUlaHiB. MeToAauuHl BKa3iBKU
(uactuHa 1) BKJIIOYIOTH YOTHUPU MOAYJS, IO MICTATH PI3HOMAaHITHI 3aBJaHHS Jis
dbopmyBanHs mpodeciiHOl KOMYHIKaTUBHOI KOMITETEHIIIi, BIPAaBHU ISl PO3BUTKY Ta
BJIOCKOHAJICHHS TPAMAaTUYHUX 1 JEKCUYHUX HaBUUOK, JLIOBI irpH, TBOPUl 3aBJIaHHSI.

[licnaTeKkcToBl JIEKCHYHI BIPaBU JO3BOJSIOTH OBOJOMITH MpodeciitHoIo
JEKCUKOK Ha PIiBHI, HEOOXIAHOMY [JIsl 3A1MCHEHHS Mpo¢eciiHOi 1HIIOMOBHOI
KoMyHikamii. J[Ji1 pO3BUTKY MOBJIICHHEBHX YMIHb CTYICHTIB-MapKETOJIOTIB
BUKOPUCTOBYIOTHCSI ABTEHTHUYHI MaTepiajld Ta CIEIialbHO PO3pO0JIeH] 3aBIaHHs
PI3HOTO PIBHS CKJIATHOCTI (MHOXKMHHHM BUOIp, BUOIp MPaBUILHUX 1 HEMPABWIBHUX
TBEP/DKCHb, 3allOBHEHHS IMPOIYCKiB, BHUOIpP 3arojoBKIB JI0 YaCTUH TEKCTY 13
3aMpONOHOBAHMX, IONIOBHEHHS Ta 3aBEPILIECHHS PEUEHb TOLIO).

MeTtonuuHi BKa3iBKM pPO3paxoBaHl Ha CTYACHTIB, SIKI BOJIOJIIOTH 0a30BOIO
IPaMaTUKOIO aHTJIHCHKOI MOBH.
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Module 1
THE NATURE AND DEFINITIONS OF MARKETING

Lead-in discussion:

Key Definitions:

1. Marketing is the management process responsible for identifying,
anticipating and satisfying customer requirements profitably (the UK Chartered
Institute of Marketing).

2. Marketing consists of individual and organizational activities that
facilitate and expedite satisfying exchange relationships in a dynamic environment
through the creation, servicing, distribution, promotion and pricing of goods, services
and ideas (American Marketing Association).

3. The aim of marketing is to make selling superfluous. The aim is to know
and to understand the customer so well that the product or service fits him/her and
sells itself (Peter Drucker).

4, Marketing is a social and managerial process by which individuals and
groups obtain what they need and want through creating and exchanging products and
value with others (Philip Kotler).

5. Marketing is too important to be left to the marketing department (David
Packard).

6. In a truly great marketing organisation you can’t tell who is in the
marketing department. Everyone in the organisation has to make decisions based on
the impact on the consumer (Stephen Burnett).

7. Marketing is the performance of business activities that direct the flow of
goods and services from producer to consumer.

8. Marketing is getting the right goods and services to the right place at the
right price with the right communication and promotion.

Q. Marketing is the creation and delivery of a standard of living.

Task 1. Read the text and translate the underlined phrases:

How does your day begin? Many Americans rush to their Braun coffee maker
to make their Folgers coffee. They then have Carnation Instant Breakfast, a Thomas’
English Muffin, or some Nature Valley Granola for breakfast. They might hop into
the shower and wash with Dial Soap and shampoo their hair with Head and
Shoulders. They brush with Crest and splash on some Old Spice. They slide into their
Reeboks as they run for the Toyota. Each day is filled consuming products made
available by an extremely sophisticated and efficient marketing infrastructure.

Marketing is a powerful force in our society. Marketing is everywhere. You see
it. You hear it. You wear it. Everywhere you go, you are exposed to some marketing
message. Even church bulletins carry advertisements for florists and funeral parlours.
If a site is a gathering spot for consumers, it is a potential target for a marketer who is
looking for a unique means of reaching a target market.




Intensive marketing efforts are not limited to the United States. Marketing is an
international activity as well. “Big Mac” means hamburger now in at least nine
languages. Marketing is responsible for creating demand, products, and jobs in many
fields such as research and development, transportation, advertising, and retailing.
And marketing satisfies consumers, which in turn increases their standards of living.

Each and every person in the world is a target for some marketer. After all,
everyone eats, shops, and dreams of owning something of particular value to them. In
their everyday lives people continuously interact with marketers and even perform the
role of marketer at times. You are marketing clothing and shoes for Nike whenever
you wear their products flashing the company name. You are marketing yourself
when you send out your resume to a potential employer. Marketing is an exciting,
dynamic field, a subject worth studying for several reasons. Each of us also pays for
marketing — when we buy a product, part of the money we spend covers the
advertising, promotional, packaging, and research costs for the item.

Someone is always trying to sell us something, so we need to recognize the
methods they use. Students also need to know marketing in their roles as consumers
and citizens. When students enter the job market, they must do “marketing research”
to find the best opportunities and the best ways to “market themselves” to prospective
employers. Many will start their careers with marketing job in sales forces, in
retailing, in advertising, in research, or in one of a dozen other marketing areas. And
finally, marketing is a major force in our society responsible for the quality of life we
enjoy and the satisfaction we receive.

Most people, if asked, would say that marketing is just selling or advertising.
Given the number of commercials on television, in magazines and newspapers and
all the signs and offers in and around the shops this is not surprising. However,
advertising and selling are only the top of the marketing iceberg. Marketing includes
selling and advertising activities, but it is much more. Marketing must not be
understood as salesmanship which means manufacturing something and making
another person want it. Marketing is the art of finding out what the other person
wants, then manufacturing it for him. There are many definitions of marketing, most
of them leave something to be desired.

Task 2. WORK IN PAIRS. Comprehension questions on marketing definitions:
1. Which statement suggests that everybody in a company is a marketer?
2. Which statement completely discounts the importance of selling?
3. Which statement emphasises the role of product, price, place and
promotion (4Ps)?
4.  Which statement sees marketing more in a sociological role?
5. Which statement sees marketing as activities that direct the flow of
goods and services from producer to consumer.
6. Which definition of marketing do you like most? Why?
7. What would be your own definition of marketing?
Task 3. Give the English equivalents for:
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MOTYXHA CHJIa

PIBEHB KUTTS

BapTO BUBYATH

pO3MOYaTH MpaIfoBaTH

yHIKaJIBHUHN C11OCiO (JOCATTH YOTOCh)
B3a€EMOJIISITH 3 MAPKETOJIOTaMU
NIOKPUBATH BUTPATH

CTBOPEHHS TIOIUTY, TOBapiB Ta pOOOYUX
MICIb

Task 4. Decide whether the following statements are true or false:

po3apiOHa TOPTiBIIA

BUKOHYBATH POJIb

BUPOOHHIITBO

MOTEHITIHA 11Tk U1 MapKeToJora
3aJI0BOJILHSITH KJII€HTIB

BepXiBKa aiicOepry

MICTUTH PEKJIaMHI OT'OJIOIICHHS
II0JIaBaTH CaMUX ce0e

Advertising is a part of marketing.

Selling is the most important function of marketing.

Marketing means manufacturing something and making another person want it.
The marketing department creates customer satisfaction by itself.

Satisfying customer needs is a key to success.

Marketing is used only by producers.

The basic concept of marketing is essential to all types of organizations.
Everyone must know the methods used in marketing.

Students need to know marketing in their roles as consumers and citizens.

0. Think of your own true of false statements using the text.

ROoo~NoORrwWNhE

Task 5. Make a list of two-word partnerships (verb + keyword) and three-word
partnerships (verb + adjective/ noun + keyword). Use them in sentences of your
own.

For example: to monopolize a new market

capture create play target fish
food meat new monopolize flood
research analyse buyer's seize domestic free oil
flea growing enter overseas stock active
depress strong MARKET weak capture
falling (bear) break into study commodities steady
seller's rising (bull) sluggish open-air

Task 6. Find 12 useful words connected with marketing. Read vertically,
horizontally or diagonally:

A Q P R | C E | M P A
C u S T 0O M E R N P 0 Q
S A A | M A R K E T | N G




H L/'B L/ F G6/D|J | T|s T|o
o/ F|F E|/R|I/N|R | U|JU | C|V 6O
N T G A A Y B B|C | E|A|D
E' 'Y H M H 1 R|U | B/|D|U]|S
E Q E P R O/D|/U|C|T 0Q]|FP
D D|I T | T R|V G |H J W R
S'M | S E|R V| I C|E S| X | E
D I | K I | R E|S E|A R | C H
D X | X AP Q U/ A N A F

Task 7. Match the definitions with the eightbasic marketing functions:

1. buying function

2.selling function a) thisimportant function helps reduce
3.transportation (facilitating risk by providing the marketing

function) manager with intelligence required
4. storage (facilitating function) to make better decisions

5.grading (facilitating function)
6.financing (facilitating function)
7.risk taking (facilitating function)
8.developing marketing
information (facilitating

function) c) products are sorted into different
quality and quantity categories for
more efficient storage and display

b) the firm assumes a number of
troubles associated with buying,
selling, storing and financing
products

d) arrangements are made for the firm
to pay suppliesand for customers to
pay the firm for purchased
products and services

e) productsmustbeininventory
until they are purchased

f) products must be delivered from
producer to buyer

g) searching for and obtaining
products that will prove attractive to
prospective customers

h) prospective customers must be



informed and persuaded to
purchase these products

Task 8. Complete the sentences with the following:
superfluous, needs, tools, advertising, sells itself, selling, commercials, place,
salesmanship product, price, profit

- Many people mistakenly think of marketing as (1 ...) and (2 ...). Given the
number of (3 ...) on television, this is not surprising. However, they are only
two of several marketing (4 ...), and not necessarily the most important ones.

- Marketing must not be understood as (5 ...) which means manufacturing
something and making another person want it. The aim of marketing is to
make selling (6 ...).

- The aim is to know and understand the customers so well that the product or
service fits him and (7 ...).

- Marketing is concerned with getting the right (8 ...) to the right (9 ...) at the
right (10 ...).

- Marketing is about meeting consumer (11 ...)ata (12 ...).

Task 9. Task 10. The process of exchange is illustrated below when a fan attends
a concert of a popular performer.

> Entertainment

Performer Fans

A

Ticket Price -

Consider other examples using the same chart when an exchange process occurs
between:

a.  sellers and buyers

b. a nominee and his supporters

C. a business client and its advertising agency



Module 2

ORGANISATIONS: MARKETING INFORMATION AND MARKETING
RESEARCH

Task 1. Read the text and translate the underlined phrases.

Marketing research and marketing information systems are crucial to the
success of modern companies. They provide the information that links marketers with
their customers, and the background needed to make effective decisions on a wide
range of issues. The purpose of a well designed marketing information system is to
provide marketers with the right type and the right amount of needed information.
This process begins with assessing information needs by interviewing marketing
managers and surveying their decision environment to determine what information is
desired, needed, and feasible to offer. The managers running the marketing
information system next develop information and assist marketers in using it more
effectively. Internal records such as sales reports, product costs, inventories and
account information can be inexpensive to obtain and very valuable. This information
must usually be summarised and adapted to provide meaningful input for marketing
decisions, however.

The marketing intelligence system also provides executives with up-to-date
information about developments in the external marketing environment. This
intelligence may come from sources with a relationship to the company such as
employees, customers, suppliers, or resellers. Intelligence may also come from more
public sources such as competitor actions, published reports, advertising, or other
activities in the environment.

There are four steps in the market research process: firstly defining the
problem and the research objectives, secondly developing the research plan, then
implementing the plan, and finally interpreting and presenting the findings. Defining
the problem and research objectives is often the hardest step in the research process.
The manager may know that something is wrong, but not the specific causes. For
example, managers of a discount retail chain store hastily decided that failing sales
were caused by poor advertising. When the research showed that the current
advertising was reaching the right people with the right message, the managers were
puzzled. It turned out that the stores themselves were not providing what the
advertising promised.

When the problem was carefully defined, the research objectives must be set.
The research may be exploratory — in order to gather information to better define the
problem. It may be descriptive — in order to describe market potential, customer
attitudes, etc. Sometimes, it may be causal — to test hypotheses about cause and
effect relationships: for example, would a ten per cent decrease in price lead to
significantly higher sales or not?
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The second step involves developing a plan for collecting the information. The
information may be available in the form of secondary data — i.e. it already exists
somewhere or it needs to be collected specifically for this project — primary data.

Primary data collection calls for decisions about the research approaches,
contact methods, sampling plan and research instruments.

There are three main research approaches: the observational approach involves
gathering information by observing relevant people, actions and situations. For
example, a museum checks the popularity of certain exhibits by noting the floor
wear around them. This approach is most suited where the objective is exploratory.
For descriptive research, surveys are best suited. These can be structured using
formal lists of questions asked of all respondents in the same way or unstructured
where the interview is guided by the respondent’s answers. Finally for causal
research, an experimental approach is most effective. Experiments involve selecting
matched groups of subjects, giving them different treatments, controlling unrelated
factors and checking for differences in group responses. Information can be gathered
either by mail, telephone, or personal interview.

Another decision which has to be made concerns the sampling plan. There are
three variables here: firstly the sample unit, i.e. who is to be sampled? Secondly, the
sample size, i.e. how many should be surveyed? Thirdly, the sampling procedure,
how should the people be chosen: at random, at convenience, on the basis of pre-
judgement? Finally, in developing the research plan, a choice must be made in terms
of the research instruments. The most common is the questionnaire. In preparing the
guestionnaire, the market researcher must decide what questions to ask, the form of
the questions (open/closed, multiple choice), the wording of the questions and their
ordering.

Once all these decisions have been made concerning the research plan, the
researcher must then put it into action. The implementation phase is generally the
most expensive and the most subject to error. The fieldwork must be monitored
closely to make sure the plan is correctly implemented. The last phase is the
interpretation and reporting. The researcher should try not to overwhelm managers
with statistics, but to present the major findings that are useful in the decisions faced
by the management.

Task 2. WORK IN PAIRS. Ask your partner all types of questions to the
text including indirect questions.

Task 3. Give English equvalents for:

MapKeTHUHTOBA iH(popMalliiiHa cucTemMa, MaTH BUPIIIAJIbHE 3HAYEHHS JJIs
yCHixXy, po3po0JiATH Ta BTUIIOBATH IJIaH, IPoLieypa BUOOPKH, MOLITYKOBI, OITMCOBI Ta
MPUYMHHO-HACTIAKOBI IOCTIKEHHS, OMUCATH MPOOIEMy, MeTa JOCIIIKESHHSI,
YXBAJTIOBATH PIIICHHS, MATOTYBATH ONMUTYBaHHS, MiJJaBATUCS BIUIUBY, OJIMHULIS
BUOOpKH, 30upatu 1H(HOPMALIiIO

Task 4. Decide whether the following statements are true or false:
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1. The research objectives must be set, when the problem was carefully

defined.

Marketing research is not crucial to the success of all modern companies.

Marketing information system links marketers with their customers.

4. If all the decisions concerning the research plan have been made properly,
then the implementation phase is generally less subject to error.

5. To be well understood the researcher should try to provide managers with
all statistics.

6. The research may be exploratory, descriptive, or causal.

7. There are three variables in terms of the research instruments i.e. the
sample unit, the sample size, and the sampling procedure.

w N

Task 5. Make a list of two word partnerships (verb + keyword) and three word
partnerships (verb + adjective/ noun + keyword).
For example: to do descriptive research

conduct causal advanced desk customer
detailed pursue ———_  exploratory do
descriptive xRESEARCH ohservation
market marketing primary secondary quantitative

Task 6. Use the definitions to help you rearrange the letters to find words
connected with market research.
1. A study of what people think or what they do. (yesvur)
2. A person who finds out information from the public in order to discover what
they want or can afford to buy. (kemrat charseerer)
3. A set of questions to find out people’s opinions on particular issues, often used
in studies of political opinion and preference. (lolp)
4, Something that is given away free to make the customer aware of the product.
(plesma)
5.  Aset of questions designed to find out what people think about a product or
service. (teronequinsia)
6. Information collected from research. The researcher then analyses the
information before making conclusions. (atad)
7. Subjectivity or personal preferences in how one collects information or
analyses the results of a survey. (saib)
8.  The person who is asked questions or is studied in market research. (justceb)
9.  Another name for the person who answers questions in market research, often
by returning a completed questionnaire. (pestendron)
10. A statistically selected sampling of people representing a specific population.
(nalpe)
Task 7. Match each word on the left with an appropriate word on the right to
make a phrase common in market research.

12



closed
random
biased
computer
clinical
consumer
personal
total

. guota
0.research

HOoo~NoOTRkwWNE
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analysis
population
trial

brief
awareness
sampling
interview
sample
question
survey

Task 8. Match the definitions(1-8) with the words and phrases (a-h).

1. A sampling method based on using
small groups that are representative of
much larger groups.

2. Analysis of numerical information
to test the results is accurate and reliable.
3. Alimited study carried out on a
small number of people to test your
research methods.

4.  Asurvey designed to find out what
people think, often on politics or
environmental issues.

5. Asetof questions in which the
answers given affect what question(s)
will be asked next.

6. Original study carried out among
the population, not by finding out
information from published sources.

7. An essential quality for research.
Without it, the research is not reliable.

8. Using information gained from a
small number of people to estimate how
large numbers of (similar) people would
behave in similar circumstances.

opinion poll
validity

cluster sampling
extrapolation
statistical analysis
pilot survey
fieldwork
unstructured survey

Qoo oo

Task 9. Complete the sentences with the following terms:
product research, primary research, agency research, clinical trials, desk research,
marketing research,



pricing research, exploratory research, distribution research, marketing
communications research, omnibus survey

1. ... 1S the opposite of in-house research.

2. Pharmaceutical companies carry out ...

3. ... 1s research carried out using published material.

4, ... 1s important when making decisions about where to locate retail outlets or
where agents are needed.

5. ... 1s designed to help marketers understand problems.

6. ... 1s the investigation of ways to talk to consumers and the public in general.
7. ... 1s about collecting, studying and analysing information which affects
marketing decisions.

8. ... 1s research carried out on behalf of several companies together.

Q. ... examines the relationship between price and demand.

10. ... 1is original research carried out by a company.

11. ... involves the design and concept of a product, then testing of the product,

then market acceptance of the product.

Task 10. Now make questions corresponding to the following answers as part of
a market research survey:

: My name’s Dorothy.

: It’s Squires, Mrs Squires.

- Yes, | live here.

: There are four of us. My husband, two daughters and myself.

: No, I don’t. I used to work as a nurse before the children were born.
: He’s a computer analyst.

: He works for Halfords — a food processing group.

: Yes, we’ve got two. An Audi and a Peugeot.

. | drive the Audi.

: They’re both at school. One’s 12, the other 16.

: We usually go to the South of France.

: Two weeks in the summer holidays.

: No, we drive.

: No, not this year. We’re going to visit our relatives in the States.

©CoNo~LNE

> >>>>>> > > > > >

Task 12. Read and discuss.
Target Marketing for Small Businesses
Target marketing involves identifying market segments, selecting one of them
and developing your strategies accordingly. Though a terribly over worked buzz
word, target marketing is definitely a very important set of activities even for small
businesses. Target marketing is all about finding opportunities and tapping them. It
involves focusing on the buyers who have greater purchase interest (rifle approach)
instead of spreading the marketing efforts randomly (shotgun approach).

14



We are living in an ever-changing society that is highly segmented and
complex. Fortunately, today advanced tools are available to the owner or manager of
the smaller businesses to exploit market opportunities and to strengthen themselves
with the help of target marketing.

The owner or manager of the small business should be very careful and precise
about the selection of the target market. Once that has been done, the profile of these
target customers must be defined realistically. By realistically | mean that instead of
assuming things based on your own perception, the real-life characteristics of the
market should be considered objectively. With the profile, you will need to aggregate
the location(s) of these potential customers as well. Finally you must employ the
most cost-effective avenue(s) to connect with these targeted markets.

The first step is to have a database for the target market, which is simply a
complete and functional list of our present and potentially interested customers. Large
companies have capitalized on this tool and have definitely benefited from it. Small
businesses, however, may fail to use the facility of these present and potentially
interested customer lists due to inattentiveness or stereotyping. Today database
management is no big deal for even the smallest of businesses because of the
availability of reasonably priced personal computers. Customer lists can be
categorized and indexed in a variety of ways, e.g., by size, by geographic location, by
specific product interests/needs, by pricing preferences, and/or even by credit status.
What then is required is astute management to use the data as effectively as possible.

To collect the data for your database, various techniques can be used. Customer
surveys offer valuable information. These surveys demonstrate your interest in your
customers and your presumed commitment to better serve them. It is firstly a positive
way of communicating with our present, past, and potentially interested customers.
Secondly these surveys provide first-hand information about the preferences,
expectations, likes and dislikes of the target customers. Hence the survey data can be
used to enhance your customer database while working as an important source of
publicity as well. The database can also be integrated with point-of-sale (POS)
records to provide real-time customer profiles. This will help you to recognize
customers’ purchasing patterns.

Once information about the target market is known, you can design special
offerings and promotions for them as you’ll be aware of what they are seeking and
how their pattern of demand is evolving. The challenge is to use the ways that will be
most cost-effective. Direct mail, telemarketing, email, your own Web site as well as
online advertising are increasingly effective ways of reaching certain very specific
markets. Targeted advertising via community newspapers and cable television is
often quite cost effective. Neighborhood outdoor advertising (billboards), product
sample drop-offs, and/or redeemable coupon distribution can be sharply-focused
communications. Whatever you do remember that profits in the long run can be
achieved only through customer satisfaction.
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Task 12. Questions for review and discussion.

1. Can you think of an example of a causal research objective?

2. Where could the researcher find secondary data such as competitor
information?

3. What do you think are the advantages/disadvantages of structured versus
unstructured surveys?

4. What sort of experimental research could you carry out if you wanted to
find out about the relationship between the weather and the incidence of
psychological depression?

5. What is meant by interviewer bias?

6.  Why is the response rate very low for mail questionnaires?

7. What is the difference between a street interview and a focus group?

Task 13. Final test on marketing information and research.

1.  Which of the following is the best description of a marketing information
system (MIS)?

a. A MIS is just another name for a marketing research study such as a
telephone survey.

b. A MIS is the name given to information about a company’s
competitors.

c. A MIS is a company’s marketing-relevant database consisting of
internal and external data.

d. A MIS is just another name for a company’s management
information system.

2. ... data is information collected by or for an organisation to address that
organisation’s specific research question or needs.
a. Primary

b. Secondary
c. Marketing research
d. Marketing information system
3. Which of the following survey techniques can generally be expected to
yield the highest response rate?
a. telephone interviews
b. mail questionnaires
Cc. personal interviews
d. There are no notable differences among these techniques with respect to
response rate.
4. Which of the following is not an advantage of primary data collection?
a. The data are current.
b. The data fit the specific purpose of the marketing issue at hand.
c. The marketer has complete control over the research methodology.
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d. The data are assured of being representative of the population and
completely valid.

5. Compared to primary data, which of the following is not an advantage of
secondary data?

a. Secondary data are less expensive.

b. Secondary data are available more quickly.

c. Secondary data better fit the researcher’s exact needs.

d. All of these are relative advantages of secondary data.
6. A sampling method based on using small groups that are representative of
much lager groups.

a. cluster sampling

b. pilot questionnaire

C. quota sampling

d. structured survey
7. A survey designed to find out what people think, often on politics or
environmental issues.

a. interview

b. pilot survey

c. opinion poll

d. statistical analysis
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Module 3
NEW PRODUCT DEVELOPMENT AND BRANDING

Task 1. Read the text and translate the underlined phrases.

Growth is fundamental to a firm’s success. Developing growth strategies can
be aided by the product/market expansion grid, which suggests four possible avenues
for growth: market penetration, market development/extension, product development,
and diversification.

Market penetration involves either increasing sales to existing users or finding
new customers in the same market. Market development/extension involves either
finding new uses for the product, thereby opening new markets, or taking the product
into entirely new markets, such as foreign countries. Product development involves
modification of the product in some way, such as quality, style, performance, variety
and so on. Diversification involves both product development and market extension,
I.e. a company selling a new product in a new market.

Presentproduct New product

Presentmarket  Market penetration strategy Product development strategy

New market ~ Marketdevelopment strategy  pjversification strategy

New-product development is a necessity for any firm that hopes to realise long-
term success. Developing new products is a difficult, complex process involving
many departments and resources within the organisation. Since the efforts of so many
are needed to successfully develop a new product, a co-ordinated, systematic
approach is required throughout the process.

The new product development process consists of eight sequential stages, and
at each stage the company must decide whether the idea should be further developed
or dropped. The company wants to minimise the chances of a poor idea moving
forward, but must balance this with an effort not to reject good ideas too early.

The new product development (NPD) process involves:

(a) idea generation, (b) screening or short-listing of ideas,

(c) concept testing for those short-listed, (d) business analysis to examine
commercial viability, (e) product development of any product deemed potentially
viable, (f) test marketing to check for customer acceptance and (Q)
commercialization, the full roll-out, of any product making it through the test of
marketing stage.

Most marketers believe a key focus for their activity is the differentiation of
their product offer versus competing products and services. For many consumer,
service or industrial products, such differentiation entails a mix of product design,
features and attributes with the creation of a distinctive image. This generally

involves creating a brand and brand identity for products or services. Indeed, without
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distinctive branding, many service products in particular would struggle to
differentiate themselves against rivals.

With the exception of a few generic products such as some pharmaceuticals,
paper products or ironmongery, most products are these days branded to create an
image and differentiation, enabling customers to readily identify their desired
products and to compete against rival products and services.

There are (a) manufacturer brands such as Heinz, IBM or JCB, (b) retailer
brands including Boots’ No. 7, Saisho in Dixons, Tesco Finest, or simply lines
carrying the retailer’s trading name, such as Sainsbury-labelled products, and (c)
generic brands, for example paracetamol, rather than Panadol or Anadin. Irrespective
of the type of brand, the brand should say something positive and relevant to the
targeted customer and strive to be distinctive. Many shoppers have their favourite
brands, and many observers believe that branding therefore makes shoppers more
efficient: they seek only these favourites in the shops and distributors rather than
clogging up the aisles in lengthy deliberation.

The notion of brand loyalty is closely linked to branding. Brand loyalty is a
strongly motivated and long-standing decision to purchase a particular product or
service. It implies customer satisfaction and that marketers have effectively
communicated product benefits to these retained customers. All marketers strive for
brand loyalty and hope to switch customers away from competing brands. This
involves the creation of brand recognition, so that targeted customers are at least
aware that a brand exists and is an alternative to purchase. Brand preference is the
term used to describe a situation that is stronger than basic brand loyalty: here a
customer definitely prefers a particular brand over competitive offers and will only
purchase this favoured brand if it is available. If there is such strong brand preference
that stock-out or limited availability makes purchase difficult but the consumer
continues to seek the preferred brand and will not accept a substitute, there is brand
insistence.

A notion receiving much attention in recent years in the marketing and
financial journals is that of brand equity. This is a marketing and financial value
placed on a brand resulting from its strength and desirability in the marketplace.
Indeed, some brands have been given a financial book value on companies’ balance
sheets. A well-managed brand is an asset to a company. Brand equity stems from (a)
brand name awareness, (b) brand loyalty, (c) perceived brand quality and (d) brand
associations, such as Volvo’s safety or BMW'’s Ultimate Driving Machine innovation,

A company must select a brand name that enhances its product’s image, is
easily communicable (in other countries, too), is memorable, relates to the product’s
usage/image and to customer needs, and sets the product apart from rivals. Marketers
generate brand names internally through brainstorming, by extrapolating names
already used in the company, through customer feedback and focus group
discussions, or by commissioning external branding consultants. The name selected
and its associated logos / designs should be registered and protected: McDonald’s
rigorously protects the use of Mc and its Golden Arches. Brands sometimes are
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licensed for use by other businesses: JCB for construction tool brands and CAT for
clothing. In terms of branding policies, a company has three core choices: (a)
individual branding, giving each product its own identity, such as Proctor &
Gamble’s Tide, Bold, Daz and Dreft washing powders; (b) overall family branding,
when all of a business’s lines share a common name in part, as in Heinz, Microsoft or
Ford branding; and (c) line family branding, which is family branding but only within
a single line: Colgate-Palmolive uses Ajax for many cleaning products but the
Colgate brand for its dental products. Brand extension branding occurs when an
existing brand is used for a different but related product: Timotei extended from
shampoos to other skin care products.

Research has shown that to have a successful brand, a company must: a)
prioritize quality, offer superior service and support, in the minds of targeted
customers, be a first mover or innovator, differentiate its brand, develop a unique
positioning concept.

Task 2. WORK IN PAIRS. Ask your partner all types of questions to the text
including indirect questions

Task 3. Give English equivalents for:

BNI3HABAHICIb MOP20BOI MAPKU — NOCIO0BHI emanu
KOMePYIUHA HCUMMEZOAMHICMb — NPOIHGOPMOBAHICMb NPO MOP208Y MAPKY

nio wac 8cvboeo npoyecy NPOHUKHEHHSL HA PUHOK
gid0anicms mopeosill Mmapyi ocobausocmi ma ampudoymu
yenix gipmu gioKudamu eapHi ioei
DPO320PMAHHS 3aeanvHi OpeHou

Memaresi 8upobu PO3UWUPEHHS PUHKY

Task 4. Decide whether the following statements are true or false.
1. Brand loyalty is a distinctive image for the brand.
2. Brand equity is the marketing and financial value associated with a
brand’s strength in the market.
3. A firm can choose from two basic market and product development
strategies.
4.  All customers strive for brand loyalty.
5. Up till now research has not shown that a successful brand enhances its
product’s image.
6.  The brand name and its associated logos/designs should be registered
and protected.
7. Heinz, IBM or JCB are manufacturer brands.
Task 5. Complete the sentences below by inserting the right derivative of the
verbs in brackets.
1. The contract is not ... . (to negotiate)
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2. Wedid a very ... survey of consumer behaviour. (to extend)
3. We need to assess the ... qualities of our new managers.

(to lead)

4.  Thereisa... between product mix and product depth.

(to distinguish)

5. He have a ... about the company’s performance. (to present)

6. To increase ... , we have offered ... bonuses to the employees. (to
produce)

7. Before we can decide about developing new products, we need to how ...
the existing products are. (to profit)
8. He’s one of the best ... I’ve met. (to negotiate)

Task 6. Rearrange the letters to find words that are connected with
branding.

nbard yitnedit
ardnb eman
dabnr igema
won drabn
radbn nataviluo
burnadden
antilbinge stases
yallyot
rempuim banrd

oCcoNOOR~ODE

Task 7. Complete the sentences using words from the previous task.

1. Coca Cola, Sony and Mercedes Benz are all famous brand
...S.
2. Deciding a financial value for a brand name is called brand

3. Consumers usually expect to pay less for products that are

4, Products like Chanel or Christian Dior have a brand ... which is more
glamorous than that of many less well-known competitors.

5. In the 1990s most supermarkets began to sell ... products.

6. A brand name is valuable not only for the main products that are
represented by the name, but also for a complete range of ... assets that
accompany that name.

7. A key concern for marketers is to establish brand ... among their
customers so that they do not buy similar products made by other companies.

8. Consumers are often prepared to pay high prices for ... brands which
they believe represent high quality.
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9. A new product must create a brand ... so that it is easily recognized and
associated with specific qualities.

Task 8. You are trying to identify brand preference by asking shoppers
guestions in a supermarket. Ask about the following:
Frequency of shopping visits (weekly, occasional).
Reason for shopping visits.
Person in the household who generally does the shopping.
Types of purchases in the supermarket.
Budget for weekly shop.
Preference for branded products.
Types of branded products purchased.
Price premium prepared to pay.

Q. Knowledge of the product name, etc.

10.  Satisfaction with branded products
Now ask consumers if she/he:

O~No oD

1. enjoys shopping

shops in large supermarkets

thinks shopping services have improved
spends about three hours shopping a week

uses a mint toothpaste

o a &~ WD

has heard of Splat

7. has tried Splat

8.  would like to try a sample
9. liked the sample

10.  would like to buy some
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Task 9. Select the appropriate expressions to complete the text:

1. a.asaresultof b. in order to c. thus

2. a. although b. since Cc. so that

3. a. Consequently b. Despite c. Forinstance
4. a. forexample b. however c. thus

5. a. There b. That c. This

6. a.Asaresultof b. In addition to c. Owingto

7. a. Forexample b. Furthermore c. However

8. a.l.e. b. of course c. therefore

9. a.Aswellas b. Despite c.Soasto

10. a. although b. inotherwords c. onaccount of

In a market containing several similar competing products, producers can
augment their basic product with additional services and benefits such as customer
advice, delivery, credit facilities, a warranty or guarantee, maintenance, after-sales
service, and so on, (1 ...) distinguish it from competitors’ offers.

Most producers also differentiate their products by branding them. Some
manufacturers, such as Yamaha, Microsoft, and Colgate, use their name (the “family
name”) for all their products. Others market various products under individual brand
names, (2 ...) many customers are unaware of the name of the manufacturing company.
(3 ...) Unilever and Proctor & Gamble, the major producers of soap powders, famously
have a multi- brand strategy which allows them to compete in various market
segments, and to fill shelf space in shops, (4 ...) leaving less room for competitors. (5
...) also gives them a greater chance of getting some of the custom of brand-switchers.

(6 ...) famous manufacturers’ brands, there are also wholesalers’ and retailers’
brands.

(7 ...) most large supermarket chains now offer their “own- label” brands, many
of which are made by one of the better- known manufacturers.

Brand names should (8 ...) be easy to recognize and remember. They should also
be easy to pronounce and, especially for international brands, should not mean
something embarrassing in a foreign language!

(9 ...) aname and a logo, many brands also have easily recognizable packaging.
Of course packaging should also be functional: (10 ...) the container or wrapper should
protect the product inside, be informative, convenient to open, inexpensive to produce,
and ecological (preferably biodegradable).
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Task 10. Match the words with their definitions:

Words Definitions

1. Brand a IS a brand or part of a brand that is given legal
protection

2. Brand name b. is the exclusive legal right to reproduce, publish or sell
the matter

3. Brand mark c. IS a name, term, sign, symbol, or a design or a
combination of them intended to identify the goods or
services

4. Trade mark d. is that part of the brand which can be recognized but is
not utterable, such as a symbol, design, coloring or
lettering

5. Copyright e. Is that part of a brand that can be vocalized — is
utterable

Task 14. Final test on new product development and branding.

1. Market penetration strategy involves ...

a. either increasing sales to existing users or finding new customers in the
same market.

b. either finding new uses for the product, or taking the product into entirely
new markets.

C. modification of the product in some way, such as quality, style,
performance, and so on.

d. a company selling a new product in a new market.

2. The right order of the new product development process has the following
steps ...

a. commercialization, test marketing, product development, business
analysis, marketing strategy development, concept development and testing, idea
screening, idea generation;

b. idea generation, idea screening, concept development and testing,
marketing strategy development, business analysis, product development, test
marketing and commercialization;

C. idea generation, idea screening, concept development and testing, business
analysis, product development, test marketing, marketing strategy and
commercialization;

d. business analysis, idea generation, idea screening, concept development
and testing, marketing strategy development, test marketing, product development, test
marketing and commercialization.

3. A private brand is ...

a. one customized for a specific group of wealthy consumers.

b. marketed exclusively to small grocery stores.
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C. a brand that is manufactured exclusively for a particular retailer and is not
available to other retailers.

d.  typically premium priced in comparison to national brands.

4, Brand equity is ...

a. the degree of brand loyalty and preference for the brand over competing
brands.

b. the marketing and financial value associated with a brand’s strength in the
market.

C. a strongly motivated and long-standing decision to purchase a particular
product or service.

d. a company’s use of one of its existing brand names for an improved or
new product.

5. Which of the following is not a possible brand name strategy for the
company ...
an individual brand name strategy.
separate family names for different categories of products.
a company brand name combined with an individual brand name.
any of the above brand name strategy can be possible.
Marketers can generate brand names ...
internally through brainstorming, customer feedback and focus group

L OO T D

discussions.

(7]

by extrapolating names already used in the company.
by commissioning external branding consultants.
by any of the above methods.
. From the marketer’s perspective, whether the following statements are
true or false

a) A new product is anything perceived as new, including a major or minor
invention or innovation

b)  Deciding which of the brand name strategy to implement depends on
product/market conditions

a. (@) — true, (b) — false

b. (a) — false, (b) — true

C. both are true

d. both are false

N oo

25



Module 4
MARKETING PHILOSOPHY AND ORIENTATION
Task 1. Read the text and translate the underlined phrases.

Companies have different philosophical approaches to doing businesses. Some
have a marketing orientation, while others have a financial, sales or production
orientation. A marketing orientation involves a clear customer focus, understanding
and staying in touch with customer needs. While businesses with a marketing
orientation put customers at the centre of their activities, those that are financially
oriented seek short-term returns above all else. Businesses with a sales orientation are
motivated by the desire to sell as many products as possible and are concerned with
sales volumes rather than customer value.

A marketing orientation is different to a production orientation in a number of
key ways. Businesses with a production orientation tend to be highly cost focused,
striving to attain scale economies and minimize production costs. The production
capabilities of the company are at the core of the philosophy. Once products have been
made, a heavy sales effort is instigated to persuade customers to buy. Often these
businesses define themselves in terms of the products that are produced. Companies
with a marketing orientation are primarily concerned with understanding and satisfying
customer needs, then responding with an appropriate marketing offer. Some marketers
even use the terms — customer orientation and marketing orientation interchangeably.
The marketing oriented business must also adopt a market-led approach to its activities
and strive to develop a competitive advantage.

Focusing on the market is called being market led (or market driven). In other
words, you choose what route your business will take by following the market’s needs
and demands. The alternative to this is being product led, and this is a BAD THING.

There is a saying that illustrates this perfectly: losers set out to sell what they
know they can make; winners set out to make what they know they can sell. There is
only one reason for launching a commercial product or service: because there is a
demand for it.

It can be very hard, for small business people especially, to be objective enough
to see whether their product is truly in demand. This is one of the crucial functions of
market research. You can become so attached to a business idea, you convince yourself
that people want to buy it without ever making sure of your facts. The sad thing is the
majority of small business start- ups go bankrupt within three years (often taking the
house, the family holidays and all the rest of it with them), and more often than not the
cause is, at least in part, that the product or service was never going to sell but the
owner couldn’t — or wouldn’t — see it.

But the good news is that the viability of a product or service is not down to a
whim of fate. The answers are all there in plenty of time for you to avert disaster — and
often turn it into huge success.
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Task 2. WORK IN PAIRS. Ask your partner all types of questions to the text
including indirect questions.

Task 3. Give English equivalents for:

MapkemuHe iOHOCUH, KOPOMKOCMPOKOSL OaxdcaHHs, 00820CMPOKose O1a2oNnoyyys,
niompumyeamu 36 sa3Ku, KOHYENnyis Yucmoz20 MapKemuHza, eUpoOHUYA KOHYenyis,
IHmepecu Cycniibcmea, weuoKe 3p0CMaHHs Hacelets, Hecmaya pecypcie, 2eHepy8anHs.
npubymKy, KynieeibHa YIHHICMb, Henpubymroea cghepa, KOHKYpeHmMHA nepesaed,
nonum Ha moeap, YOOCKOHAAEH sl MO8apy

Task 4. Decide whether the following statements are true or false.

1. The production concept is still a useful philosophy in certain economic
situations.

2. The marketing concept philosophy does not differ much from predecessor
philosophies.

3. The relationship concept has forced marketers to develop service initiatives for
maintaining closer links with existing customers.

4. Today the selling concept is also applied to non-profit area.

5. The product concept holds that consumers will favour products that offer the
most quality, performance, and innovative features.

6. The pure marketing concept stresses possible conflicts between consumer
short-run wants and consumer long-run welfare.

7. Buyers may be looking for a better mouse-trap as a solution to a mouse
problem.

Task 5. Make a list of two word partnerships (verb + keyword) and three word
partnerships (verb + adjective/ noun + keyword).

For example: t’s not easy to set up an oil company

well-run profitable
holding leave take over found
domestic export : . set up public
start up register COMPANY run local limited
oil foreign international invest in
subsidiary manage work for
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Task 6. Fill in the crossword

ACROSS
1. getting external companies to do work for you

4, neither for nor against smth

5. independence

6. a cross-functional structure where people are organised into project teams

7. head of a company responsible for strategy rather than day- to-day management
8. national

9. set up (way in which something is organised)

DOWN

2. new, original

3. business entity

6. manufacturers

Task 7. Match the philosophies in the left and in the right columns.

1.
2.

production concept a. the company should focus on
product concept selling and promotion

b. the company should focus on the
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3. sales concept needs of its customers
4. marketing concept C. the company should focus both on
5, the societal marketing concept the needs of its customers and on the
_ ) ] needs of the society as a whole
6. the relationship marketing
d. the company should focus on
improving production and distribution
efficiency
e. the company should focus on

making product improvements

f. the company should develop
service initiatives and programs for
maintaining links with existing customers

Task 8. Following a discussion about the direction a certain company should take.
Allocate each concept to each of the speakers.

1. As | see the problem, the major focus of investment must be in improving
productivity. We’ve also got to make sure there are no delays in delivery. In this way
we can aim to bring down the price and make our products more readily available. We
are in a mass market, where price and availability are what matter most to our
customers.

2. I think we’d agree with you as far as you go. But I feel what we are still failing
to do is to establish a strong enough brand. The only way we can do this in an
increasingly competitive market is to increase our budgets in advertising and make our
sales force even more effective.

3. I’'m not sure I agree with either of you. You are both taking a too restricted
view looking at it from inside-out. What we need is to take an outside-in approach.
What I mean by this is we’ve got to know our customers better, what their needs and
wants are. If we are just production- or sales-oriented, that’ll keep the turnover going in
the short term but we’ve got to stay ahead of the competition in the long term. No, |
feel we must certainly ensure quality and price for our existing products and, of course,
promote them well, but above all we need to look to the future — a strategy for the next
twenty years in terms of growth. That means better market research — generally a more
integrated approach.

4, Geoff takes the longer-term view but | feel he misses an important dimension.
It’s not enough to focus just on our customers’ present and future needs. We have to
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take a wider view — there are strong pressures in society now which have little to do
with individual needs and wants — I’m thinking of the environment in particular. I feel
we need to look at what type of world we are...

S. Oh, come on Julie. Let’s come down to earth. This company has made its name
and its money by being first in the field in new areas. You only have to look at the
Japanese to see what they are spending on R&D. Product innovation is where the
future is...

6. As you know, I’ve just returned from Sweden. What is typical of their
companies? They are all developing on- going relations with their customers
maintaining links between marketing quality and customer service. Probably, that’s
what is in store for us.

Task 9. Complete the sentences with the following terms:

competition, profits, retention, retaining, to retain,
to attract, attracting, postsale, to show, markets, offensive, accounting, formulating,
defensive, reducing, transactions, satisfaction, relationships, presale, companies

Today, outstanding companies go all out (1 ...) their customers. Many markets
have settled into maturity, and there are not many new (customers) entering most
categories. (2 ...) is increasing, and the costs of attracting new customers are rising. In
these (3 ...) , it might cost five times as much (4 ...) a new customer as to keep a current
customer happy. (5 ...) marketing typically costs more than (6 ...) marketing, because it
takes a great deal of effort and spending to coax satisfied customers away from
competitors.

Unfortunately, classic marketing theory and practice centre on the art of (7 ...)
new customers rather than (8 ...) existing ones. The emphasis has been on creating (9 .
..) rather than (10 . ..). Discussion has focused on (11 . ..) activity and sale activity
rather than on (12 . ..) activity. Today, however, more (13 . ..) recognize the importance
of retaining current customers. According to one report, by (14 ...) customer defections
by only 5 percent, companies can improve (15 . ..) anywhere from 25 to 85 percent.
Unfortunately, most company (16 ...) systems fail (17 ...) the value of loyal customers.

Thus, although much current marketing focuses on (18 ...) marketing mixes that
will create sales and new customers, the firm’s first line of defence lies in customer
retention. And the best approach to customer (19 ...) is to deliver high customer (20 ...)
and value that result in strong customer loyalty.
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Task 10. Identify which of reasons for starting up a buisiness are market-led and
which are product-led (what sparked off the idea — the need for the product, or
the product itself?):

1. There are lots of sporty, horse-riding and golfing people round here, so | reckon
there are a good few fishing enthusiasts. But there’s nowhere to fish. I wonder whether
| could dig a lake in my field, turn it into a trout farm, and charge people for coarse
fishing...?

2. I’d like to be my own boss, and I’ve never really used all those skills | picked
up at art college. | really like painting on to china — maybe | should sell hand-painted
china mugs.

3. I’ve invented an ingenious attachment for a food mixer, that grinds up the ends
of soap bars and mixes them together into a fresh bar of soap. | could go into business
selling it.

4. I’ve just noticed that the car roof-rack is constructed similarly to a sledge. |
could make roof-racks that people can take off and turn into sledges for their kids in
the winter.

S5. I’d love to take the kids sledging but there isn’t room in the car for a decent
sized sledge. What | need is one that attaches to the roof — then | could strap their
bicycles and tennis rackets to it as well.

Task 14. Final test on marketing philosophies and orientation:

1. The philosophy consisting in that consumers will favour products that are
available and highly affordable is called ...

a. product concept.

b. production concept.

C. selling concept.

d. marketing concept.

2. The selling concept means that the company should focus ...

a. on improving production and distribution efficiency.

b. on making product improvements.

C. on sales and promotion.

d. on the needs of its customers.

3. Which of the concepts says that the company should consider the needs not

only of its customer but also of society as a whole?

a. the marketing concept
b. the societal marketing concept
C. the integrated marketing concept
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the selling concept

The relationship marketing emphasizes the following:
attracting new customers

maintaining links with existing customers

minimizing production costs

stimulating adequate demand for the product

At the first stage of its development marketing dealt with ...
the manpower management problems.

the problems of sales and promotion.

the analysis of various social groups buying behavior.
the problems of demand and supply.

The situation when the sellers are so taken with their products that they
ose sight of underlying customer needs is called

market orientation

consumer awareness

trading

marketing myopia

Marketing orientation means

product orientation

customer orientation

competitor orientation

inter functional co-ordination

SO0 TP U0 T RO

SCoopP N T
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GRAMMAR PRACTICE
The Verb [iecnoso

JliecmoBO — yacTHHA MOBH, SIKa O3Hayae Jif0 ado craH. BoHo mae oco0oBi Ta He
0co00B1 (hopMmHu.

Oco6oBi (popmu JiecioBa MarOTh KaTeropii ocobu, 4ucia, 4acy, cTaHy (aKTHBHOTO
Ta MAaCUBHOTO) Ta CIOCOOY Jii; BUCTYNAIOTh y PEUCHHI JMIIe y (PYHKIT MpUCyIKa.
B aHrmiichKiii MOBI € 3 CIOCOOM JTi€CTIOBA:

1. JificHu#l cnoci0 mokasye, 0 i pO3TISAAEThCS K pealbHuil QakT y
TeNepilHLOMY, MUHYJIOMY 1 MaiiOyTHROMY: Peter speaks (spoke/will speak)
English.

2. HakazoBuil crociO BHCIOBIIOE CHOHYKAaHHS O Jii, TOOTO Haka3, MpOXaHHS,
nopay Ta in.: Come in! Give me your dictionary.

3. YMoBHUY crocib Mmokasye, 10 MOBEIb PO3IJISIae A0 HE SK peaibHuil dakT, a
K moch gonyctume gu Oaxane: If | were you, | would not go there.

OcHoBHI (hopMu Ji€ciioBa:

I- ia¢initus (Infinitive)

[I— munymit Heo3Hadenuit gac (Past Indefinite Tense);

[I- mienpukmerHuk MmuHynoro dacy (Past Participle ab6o Participle 1I); IV-
JienpuKMeTHHK Terepimuaboro vacy (Present Participle a6o Participle I).
Heoco0oB1 ¢popmu aiecinoBa — iHPIHITUB, TEPYHIINA, JIENPUKMETHHK.

Yacu piecioBa
B anrmificbkiii MOBI € YOTHUPH TPyHH dYaciB Jie€cioBa (KOKHAa 3 HUX Mae (popMu
tenepimHboro (Present), munymoro (Past), i maitOyrHsoro (Future) yacy; a Takox
Future-in-the-Past — maitOyTHiii 4ac B MUHYJIOMY):

I - Indefinite (Simple) Tenses — Heo3HaueHi yacu;

IT - Continuous (Progressive) Tenses — tpuBaii yacu; III - Perfect

Tenses — nepdekTHi (IOKOHAHI) Yacu;

IV - Perfect Continuous Tenses — neppeKTHO-TPUBAJI YacH.

KoxHa rpyna yaciB BKUBAETbCA U1 BUPAKEHHS Aii, 0 BIIOYBA€ThCsl B NMEBHUM yac
3a MeBHUX 0OCTaBHUH.

JlienpukMeTHHK TenepimHaboro acy (Participle )
Participle I — e HeocoOoBa (opma aiecaoBa, IO Ma€ BIACTUBOCTI
NPUKMETHUKA, JIENPUCIIBHUKA Ta JI€CIOBA. YTBOPIOETHCS IUISIXOM JOJaBaHHS
cydikca ing mo ocHoBu jmiecnoBa: to speak - speaking moi, xmo xaoce;
Kafcydu,
to rest — resting esionouusaiouuti,  eionouusarouu. IlepekmagaeTbes
JTIENPUKMETHUKOM aKTUBHOTO CTaHy TEMEPIIIHROr0 4Yacy abo IIENPHUCIIBHUKOM
HEJJOKOHAHOTO BHITY.
HonaBanus cydikca — INg TPU3BOAUTH 1O 3MiH B OCHOBI JIIECHTIB, SKi
3aKIHUYIOThCS Ha:
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1) HaroJsoIIeHy roJIocHy + MPUTOJIOCHY:
stop — stopping; begin — beginning; prefer - preferring

2) ronocHy + I:
travel — travelling; compel - compelling

3) —ie: lie — lying; die —dying; tie — tying

4) mpuroyocHy + €:
come — coming; make — making
Ipumimxa’ KiHUEBA JIiTEpa -y HE 3MIHIOETHCS:
fly — flying; play — playing
JIieNpUKMETHUK MOX€E BUKOHYBATH TaKi (PyHKIIIi B peueHH:

1) oOcTaBuHH:
Looking through the journal she IIpomuBnsio4rCh )KypHaI, BOHA
found many interesting articles.  3maiimia 0araTo miKaBUX CTAaTEH.

2) O3HAYCHHS:
The student reading the CryneHT, SKUil 9uTae KypHal -
journal is my friend. Miii IpYT.

3) Moxe OyTH YacTHHOIO mpucynka. B oMy Bumanky Participle | pazom

3 miecmoBoM t0 be e mpucyakoM pedeHHS B OJJHOMY 3 TPHUBAJIUX YaCiB:
I’1l be waiting for you at 8 p.m. S gekaTumy Tebe o 8-iif Beuopa.
®dopmu Participle |

Prese
Active Voice Passive Voice nt
Present writing being written Jlis oqHOYacHa 3 Partici
Participle JI€I0 IPUCYIKA ple
Perfect Participle having written having been Jlisi, o mepenye  moske
written Jii IpUCyIKa BHpA
»KaTH J110
1) oaHOYACHY 3 JI€I0 , BUPAKEHOIO JIIECIIOBOM-TIPHCYIKOM:
Reading the English article Yuraroun 1110
aHTJIHACHKY CTaTTIO,
a) | wrote out a lot of new words; s BUITKMCaB 0araTo HOBHX CIIiB;
b) I'll write out a lot of new words. . BUNIMIITY 0araTo HOBUX CIIIB.
Participle | Moyxe BiTHOCUTHCH JI0 TETIEPITHHOTO, MUHYJIOTO Y1
MalOyTHBOTO Yacy.
2) 110 BITHOCHUTKCS JIO TEIEPIIIHBOIO Yacy, He3aJIeKHO BiJl 4acy
JI€CTIOBA-TIPUCYIKA:
The students working in the field CryaeHTH, IO TPAIIOIOTH Y Came

from Kyiv. noJi, mpuOynu 3 Kuesa.

3) 10 mepeaye Mii, BUpaKEHii MPHUCYIKOM, SKIIO I1i il BiZI0OYBalOTHCSA OHA 33
onxHo0. Y TakoMy 3HaueHHi B Participle | BxxuBaroThbes Taki JiecioBa, sk to
arrive, to enter, to open, to close, to see, to hear, to receive Ta iH.

Participle | mepeknamaeTbcsi MI€NPUCIIBHUKOM MHHYJIOTO 4Yacy, a JIi€CJOBO-
NPUCYIOK B aHIJIMCHKIN MOBI BiKuBaeThes B Past Simple:
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Coming home (When he came [TpwuiimoBmym 1o1oMy, BiH oyaB home),
he began to work. IPALOBATH.

TpenyBajibHi BIpaBu
1. Busnaurte, B sIKOMY 3 pedeHb JienpukMeTHuk I BxuTo Yy QyHKIii
00CTABHHMU:
1. They often worked on the farms being students. 2. The girl writing the test is
my neighbour. 3. Peter is painting the ceiling of his room now.

2. IlpouuraiiTe Ta mnepekJaliTh peyeHHs. 3BepHITHL yBary Ha
Participle | B posi o3HaveHHs Ta 00CTABUHU:

The chemists dealing with this problem exchange information.

Hydrogen and oxygen combine chemically, forming the molecule H20.

We increased the reaction rate increasing temperature.

They were sitting at the table discussing the article.

While (when) exploring the island, they found some plants never seen before.
Speaking at the conference he paid particular attention to this problem.

Ok owhE

3. IlepepodiTh pedeHHs 3 CKJIATHOMIAPSTHUX HA NMPOCTi, BHKOPHCTOBYIOYH
Participle | B poJi o3HaueHHs:

e.g. The man who sells newspapers showed me the way to the post-office. The man
selling newspapers showed me the way to the post-office.

1. The students who spend their holidays in the country help the farmers with
their field work.

Many students who learn English are members of our English club.

The man who is making the report is my father.

The women who are working in the field will go to the exhibition.

Most trees which grow near our building are broadleaved.

The girl who is going along the street is my friend.

ok own

4. Tlepepo0iTh pedyeHHs 3 CKJIAAHOMIAPSAHMX HA NPOCTi, BUKOPUCTOBYHYH
Participle | B poJi o6cTaBunm:

e. g. When he reads English articles he writes out new words. Reading

English articles he writes out new words.

1. When I go to the Institute | usually meet our dean.

2. When they arrived in London, they went sightseeing the city.

3. When the students worked at this problem, they had to read many English

journals.

4. While | was waiting for you, I read this article.

When my friend studied at the University, he published several
scientific articles.

o1
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JlieNpuKMeTHUK MHHYJIOT0 4acy
(Participle II)
Participle II € macMBHMM i€NPHMKMETHHKOM, SIKMH Ma€ JHIie oxHy Qopmy i
BJKUBA€TLCS TOMAl, KOJIM IMEHHUK a00 3aliMEHHHK, IO SKOrO BIH BIJHOCHUTHCH,
no3Hayae o00’ext Bupakenoi nii. dPopma Participle II crangaptaux mieciiB
30iraeTbCs 3 OPMOIO MHHYJIOTO Yacy IuX fieciiB: t0 open siowunsmu,; opened
siouunus, opened siouunenuil.
®opma Participle Il HecTaHmapTHHX Ji€CTIB YTBOPIOETHCS PI3HUMH UITXAMU:
3MIHOI0 KOPEHEBHX TOJOCHHMX, KIHIIEBHX MPHUTOJIOCHUX TOmIO. Y  TaOJmIli
HECTaHJAPTHUX JleciiB JienpukMmeTHUK Il 3aBxau mepeOyBae Ha TPETHOMY MICIIL:
to write — wrote — written.
VY pedenni Participle 11 moxxe BUkoHyBaTH Taki (yHKIIII:
1) o3HaueHHS:

The article translated by our CraTTs1, IepekiaficHa HallluMu

students was very interesting. CTyJCHTaMH OyJia JyXe IiKaBO¥o.
2) 00CTaBUHM MTPUYHHU:

Packed in strong cases, goods YnakoBaHi B MillHi SIIUKH, TOBAPH

arrived in good condition. npuOyJU B XOPOIIIOMY CTaHi.

3) oOcTaBUHM Yacy, IO B YKPATHCHKi MOBI BiAIOBIAAIOThH MiAPSHAM PEUCHHSIM
yacy. Taki oOCTaBUHHI JIENPUKMETHUKOBI 3BOPOTHU BBOSTHCS 3a TOMOMOIOIO
crniorygHuKiB When, while:

When given the journal read Ko BaM mamyTh sKypHAI,
the article about environment MIPOYHUTANTE CTATTIO PO OXOPOHY
protection. HaBKOJIMIITHHOTO CEPEIOBHIIA.

TpenyBajibHi BipaBu
1. Buznaure, B sikomy 3 pedeHb Bxkuto Participle I1:
1. Peter solved a difficult problem. 2. Have you already solved this
problem? 3. The problem solved by my friend was very difficult.

2. [IpounTaiiTe Ta MepeKJadiThL peueHHs. 3BepHiTL yBary Ha Participle Il B
PoJli O3HAYEHHSI TA 00CTABMHM:
1. The problems discussed at the conference are of great interest to us.
2. The data obtained must be checked.
3. These scientific articles translated by our students are rather difficult.
4. When translated into Ukrainian these articles will be of great interest to our
students.
. When done this experiment will give good results.
. Water becomes ice when cooled.
. Asked whether he intended to return soon, he replied that he would be away
for about three months.
8. The Opera House built many years ago is one of the finest buildings in our
city.
9. They sent me some illustrated catalogues.
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10. The improved methods of work gave good results.

3. Ilepepo0iTh peuyeHHs 3 CKJIAJAHOMIAPSIAHMX HA MPOCTi, BUKOPHUCTOBYIOUYH
Participle Il B poJii 03HaueHHs:
e. g. They study at the university which was founded 100 years ago. They
study at the university founded 100 years ago.
1. | received a telegram which was sent yesterday.
. The problem which was solved by our students is rather difficult.
. The method which was used is very important for this experiment.
. The decisions which were adopted at the conference are supported by our
scientists.
. The cotton which is grown here is of good quality.
. The machines which are made at this plant are exported to many countries
of the world.

B WD

o O1

Sequence of Tenses

Y3rogkeHHst yaciB

V3rokeHHs: 4YaciB (3aMiHa 4YacoBUX (OPM) 3aCTOCOBYETbCS B  MIJIPSTHHUX
PEYEHHSIX, SKIIO JIECIOBO y TFOJIOBHOMY PEYEHHI CTOITh B OJHOMY 3 MHUHYJIHX
qacis.

Ko Ai€CTOBO-TIPUCYJIOK Y TOJIOBHOMY PEUYEHHI CTOITh Yy TENepilHboMY a0o
Mali0OyTHbOMY 4acl, TO y MAPATHUX PEUCHHSX Yac BXXKUBAETHCS 33 3MICTOM PEUEHHS.
OcCHOBHI IpaBUJIAa Y3IrOAKEHHS YaciB

Yacoa dopma mnpucyaka y UYacoBa dopma mpucyaka y

HipSIHOMY PEYCHHI, HeOOX1HA 32 MIAPSIIHOMY PEUCHHI, Ha SIKY

3MICTOM: 3aMIHIO€THCS:

Present Simple Past Simple

| know (that) he lives in Paris. | knew (that) he lived in Paris.

(A 3Haro, mwo BiH xuBe B [Tapuxi.) (4 3HaB, o BiH xuBe B [lapuxki.)
Present Continuous Past Continuous

| think (that) she is waiting for me | thought (that) she was waiting for
in the reading-room. me in the reading-room.

(A mymaro, o BoHa uekae Ha MeHe (S AymaB, 1110 BOHA YE€Ka€ Ha MEHE Y
y YMTaIBHIN 3a1) YUTAJIbHIN 3a11)

Present Perfect Continuous Past Perfect Continuous

| know (that) he has been living in | knew (that) he had been living in
Paris since 1995. Paris since 1995.

(41 3natro, mo BiH xwuBe B [lapuxi 3 (S 3HaB, mo BiH xwuBe B [Tapuxi 3
1995 p.) 1995 p.)
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Past Simple

She says, “He left Kyiv three days
ago.”

(Bona kaxe:”Bin BuixaB 3 Kuena
TpH JHI TOMY.”)

Present Perfect

| think she has already written the
article.

(S mymaro, 110 BOHa BXKe Hamucalia
CTaTTIO.)

Past Perfect1
He says, “I had worked by 8
o’clock.”

Future Tenses: Future

Simple

Past Perfect

Sha said (that) he had left Kyiv
three days before.

(Bona cka3zana, 1m0 BiH BHUiXaB 3
Kuesa Tpu aHi TOMY.)

Past Perfect

| thought she had already written the
article.

(A mymaB, 1110 BOHA B)K€ Hamucaia
CTaTTIO.)

Past Perfect

He said (that) he had worked by 8
o’clock.”

Future-in-the-Past: Future

Simple-in-the-Past

She said, “I will write a letter to myShe said (that) she would write a

brother.”
Future Continuous
He said, “I will
composition the whole
Future Perfect

letter to my brother.”
Future Continuous-in-the-Past

be writing theHe said (that) he would be
evening.”writing

the composition the
whole evening. Future Perfect-

He said, “I will have done it by 6in-the-Past

o’clock.” He said (that) he would have done
Future Perfect Continuous it by 6 o’clock.”

He said, “I’ll have been translatingFuture Perfect Continuous-in-the-
the text for an hour when she comes.” Past

(Bin ckazaB: “f mepeknmamatumy  He said (that) he would have been

Past Perfect Ta Past Perfect Continuous 3anuiarorscs 0e3 3MiH.

Bunajaku, KoJIM NPaBuJIa y3roJuKeHHS YACiB He 32CTOCOBYHOThCS

1. SIxuro B migpsAHOMY pedeHH1 MOBa e TIpo Bi4HI ICTUHU 200
3arajibHOBIZIOMI (haKTH — MEPEBAXKHO BXKUBAEThCs Present Simple:

The teacher told the childen that water boils at 100 degrees centigrade.

2. SIx1io B pe4eHHI TOYHO 3a3HAYECHO Yac BUKOHAHHS i (0OCTaBMHOIO Yacy 4u
HPSIITHAM PEUEHHSM 4acy), TO LA Jisl BUPAXKAETHCA 32 IOTIOMOT OO

Past Simple Ta Past Continuous:

He said that his parents graduated from the University in 1988. | thought

that you were working in the library at five o’clock yesterday.

She said that she was working when | rang her up.

3. J1iecIOBO-IPUCYIOK B MIAPSAHUX PEUCHHSAX MPUUYHMHHU, a TAKOXK B
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O3Ha4YaJIbHUX Ta HOpiBHHJ’II)HI/IX Hi,[[pHI[HI/IX PCUYCHHAX MOKC BJ)KMUBATHUCS B
Present 1 Future:
He told me about the book which you are reading.

He refused to go to the theatre as he will have an examination in History in a few

days.

He was once stronger than he is now.

4. liecmoa must, should ta ought B:x1BarOThCS B MiAPSIHOMY pEeUEHHI O3 3MiH
HE3aJIeKHO B1Jl 4aCOBOi (POpPMH Ji€CTOBA-TIPUCYAKA TOBHOTO PEUCHHS:

She tells (told) him that he should consult a doctor. He says (said)

that | ought to visit my grand-parents.

The teacher tells (told) the children that they mustn’t cross the road against the red

light.

Henpsima moBa (Indirect Speech)
[Ipu nmepeTBOpeHHI MpPsIMOi MOBH Ha HEMNPSMY YTBOPIOETHCS CKIIATHOMIIPSIHE
peUCHHS 3 TIAPSIHUM JIOJaTKOBUM pPEYCHHsAM 13 crosyuyHukoM that ato 0e3
HBOT'O:
He says,”I have read this book” He says (that) he has read that book.
Akmo BkazaHO 0co0y, 10 SIKOi 3BEPHEHO NpsIMy MOBY 1 BXKHMBaeTbcs t0 say 3
npuitMeHHUKOM t0, TO mepes HenpsiMOro MOBOIO 10 Say tO0 3aMIHIOETHCS Ha JI1€CIOBO
to tell:
She says to me,”I saw him yesterday”
She tells me (that) she saw him the day before.
IIpu mnepeTBOpeHHI NOpsIMOi MOBM Ha HENpsSMY BKa3iBHI 3aiMEHHUKH, €Kl
00CTaBUHHU MICLS 1 Yacy 3MIHIOKOTHCS HAa HACTYIIHI:

this that

these those

now then

here there

today that day
yesterday the day before
the day before yesterday two days before
tomorrow the next day
the day before tomorrow two days later
ago before

next the next

last (year) the previous (year)

Henpswmi 3anuranss (Indirect Questions) MaroTh CTPYKTYpy PO3MOBIIHOIO PEYCHHS:
3 MIPSIMUM TIOPSAJIKOM CITiB.
3acanvbHi 3anumanits 3aMIHIOIOTHCS TIAPSIHAMU PEUSHHSAMHU 13 crionyynukamu if ado
whether:
We asked him,”Do you know this girl?”” - We asked him if/(whether) he knew that
girl.

39



[Ipu BiITBOpEHHI HEMPSIMOIO MOBOIO CHeYiaNbHUX 3anumanb — TUTAIbHI CIIOBa
CTAIOTh CIIOJIYYHUMHU CIIOBAMMU:

He asked me,”Where do you live?”  He asked me where | lived.

| asked him,”Why have you come | asked him why he had come so

SO late?” late.

Haxka3oBuii cnocié giecioBa mpu IMEPEeTBOPCHHI B HEMPSIMy MOBY HaKa30BHX
pedueHb 3aMiHIOeThes iHginiTHBOM. JliecioBo t0 say 3aminroetscst Ha to tell, to
order, a npu npoxanHi — Ha 10 ask:

She said to him,”Come at five She told him to come at five
o’clock.” o’clock.

He said to me,”Don’t go there.” He told me not to go there.

| said to her, “Please give me a glass | asked her to give me a glass of
of water.” water.

TpenyBajibHi BIpaBu
BnpaBa 1. IlepexiagiTh HACTYNHi pedyeHHs YKPAIHCHKOI0, BHU3HAYTEe 4ac
NPHUCYAKIB TA NOSCHITH B/KUBAHHA YaCiB:
1. I didn’t expect that you would come two days later. 2. The mother was angry with
the children because they had been making a terrible noise since early morning. 3. He
said that he was there in 1945. 4. They knocked because they didn’t know that the
children were sleeping then. 5. When she woke up in the morning she saw that it had
already stopped raining. 6. | learnt from this book that elephants never forget.

Bnpaga 2. [ToctaBTe MpUCYI0K roJIOBHOTro pedeHHsi B Past Simple, 3poouBmm
BCI He0OXi/THI 3MiHU B PeYeHHIi:

1. | can’t understand why you are doing this. 2. He doesn’t like the shoes he bought
last year. 3. | am surprised that you finished the work yesterday.

4. They look at the picture she has drawn today. 5. She can’t tell the time because her
watch has stopped. 6. He knows that you have received a letter from Helen. 7. | know
you are a person | can trust completely.

Bnpaga 3. Po3kpuiiTe Ay:KKH, IOCTABMBIIM Ji€CJI0BO Y BillIOBiTHOMY 4aci Ta
CTaHl:

1.He posted the letter he (to write) two days before. 2. He said he (to leave) tomorrow
morning. 3. | knew they (to wait) for me at the metro station and | decided to hurry. 4.
He says that he (to know) the laws of the country. 5. He thought that all his dreams (to
come) true very soon, when he finished school. 6. He understood why she (not to
come) the previous evening. 7. She promised that she (to answer) all the questions at
the conference.
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Bnpaga 4. 3amiHiTh NpsIMy MOBY Ha HelpsIMY:

1. “I’m waiting for my parents,” Nick said. 2. Mary said, “I didn’t recognize him.”
3. “I was here with my friends,” said Jane. 4. “Do you have a photograph of your
son with you?” Helen asked. 5. “You should be careful,” my friend said to me. 6.
“The Sun isn’t a planet, it is a big star,” the teacher explained. 7. “Don’t make so
much noise, will you?” the neighbour said to Pete. 8. “I promise I’ll write to you as
soon as | arrive, Jane,” said Nick. 9. She asked, “Are there skyscrapers in London?”
10. “Why didn’t you say that to me?” she asked her boyfriend.

IacuBHuii cTan giecaoBa (Passive Voice)

B anrmilicekiii MOBi miecnoBo Mae aBi Gopmu crany: aktuBHuUE (Active Voice) —
Ko TiaMeT (ocoba YW TpeaMeT) B pEeUCHHI BHKOHYE Jif0 Ta macuBHHUE (Passive
Voice) — komu migmer (ocoba, mpeamer) miisArae aii 3 OOKy IHINOI OCOOM YU
npeamMeTa, TOOTO € He Cy0’eKTOM, a 00’ €KTOM Jii.

[TopiBHsiiTe:

Captain Cook discovered Australia.  Australia was discovered by Captain Cook.

VY macuBHOMY cTaHi CyO’€KT Ail 3/1€OUIBIIOT0 HE BKAa3y€TbCSA, OCKUIBKM B IIEHTP1
yBaru 3HaxXoUThCs 0c00a UM pEeAMET, Ha siKi cripssmoBaHna jist: They will not deliver
the new sofa on Monday.

The new sofa will not be delivered on Monday.

Oco0nuBO 11€ CTOCY€EThCS BUMAIKIB, KOJIH MIIMET BUPAXKEHU OJHUM 13 HACTYITHUX
ciiB: people, one, someone/somebody, they, he, etc.

3a3HavyeHHs] BUKOHYBaya Jiii a00 Jit04u0i CHIIM Aa€Thes Y GopMi TPUMMEHHHUKOBOTO
3BOPOTY 3 MPUAMEHHHKOM DY

This experiment was conducted by our research workers. The rate of

chemical reaction is influenced by many factors.

Caig mam’siTaT TIPO JIECITOBA, MO BXXKMBAIOTHCS 3 IpHiiMeHHUKOM Dy: To judge
by — cyauTu Mo KoMy, CyIMTH 3 4oro, MipkyBaTH; t0 mean by — maru Ha yBasi; to
take by — B3saTu (TpriMaTH, CXONMUTH) 34, Ta 1H.

JIst mo3HA4YEeHHS MPEIMETa, 3a JOMOMOTOIO SIKOTO BUKOHYETHCS JIisl — BKUBAETHCS
npuiiMeHHUK With:

The paper was cut with a knife.

The letter was written with a ball-pen.

B ykpaiHCchKiil MOBI TUIbKM MEpEXiJIHI JIECTIOBA BKUBAIOTHCS B MACUBHOMY CTaHi; 1
HOiAMETOM pPEYEHHS MAacUBHOTO CTaHy MOXX€ OyTH TUIbKM MNpsSMUNA JOAATOK 3
BIJIMOB1THOT'O PEYEHHSI aKTUBHOT'O CTaHY:

CTyneHT HanucaB TeCT. Tect OyB HaNMMCaHUMN CTYJACHTOM.

B anrmiicekiit MOBI 3 miecaoBaMu, HampuKiam, TakuMu sk to ask, to bring, to tell, to
send, to show, to teach, to promise, to offer, to give, to pay, to lend, o npuiiMaroTh
JIBa IOJIaTKW, MOYKHA YTBOPIOBATU NACUBHUW CTaH JBOMA LIJISXaMHU:
Active: Someone sent me flowers. Passive:
a) | was sent some flowers.
a) Some flowers were sent for me.
B anrmificekid  MOB1  HaBITH  HEMEpEeXiHI  JII€CTOBA, 10 MOTPeOYIOThH
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MPUNMEHHUKOBOTO [10J1aTKa, MOXKYTh BXKMBATHUCA B MACHBHOMY CTaHi, TPUUOMY
MPUIUMEHHHUK 30epira€ CBO€E MiCIIe TICTs JIECCOBa:

They laughed at him. He was laughed at.

Bonu cMmisticst 3 HpOTO. 3 HBOTO CMIsLTUCSL.

They can depend on Bill. Bill can be depended on.
MOXYTb TIOKJIACTHCSI Ha bimna. Ha binia Mo)KHa TOKJIaCTHCA.
YTBOpPEHHSI NACMBHOIO CTAHY Jli€CI0Ba

YacoBi (GopMH NacHBHOTO CTaHY yTBOPIOIOTHCS 3a JOIOMOIO0 jiecioBa to be y
BIJIMOBIHOMY dYaci, 0co0i, 4uClli Ta JiempUKMETHWKAa MuHyJIoro dacy (the past
participle) cmucnoBoro aieciona:

to be + past participle (pp)

Bouu

lg?fﬁ Indefinite Continuous
| am I am
Present He s } asked Heis } being asked
We are We are
| I am
Past He } was } asked Heis } being asked
We were We are
| shall (will) ) be
Future \I;l\fe asked
Future | would
in the He } be
Past We asked
ngrsﬁ Perfect Perfect Continuous
| have been
Present He has asked 3aMicTh BIJICYTHIX (hopm
We have Perfect Continuous
I BJKHUBAIOTHCS dbopmu
Past He }  hadbeenasked Perfect
We
I )
will have been
Future \I;|Vee } asked
::nuw:ﬁe II—|e ) would have
Past We been asked

Yacosi (hopMu MaCHBHOTO CTaHY BKUBAIOTHCS 32 TUMH CAMUMU TIPABUIIAMH, 1110
1 BIJIMIOBI/THI YaCH aKTUBHOTO CTaHY.
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SIMPLE (INDEFINITE) PASSIVE TENSES
Tense Affirmative Interrogative Negative
Present Simple The office is Is the office The office is not
cleaned twice a cleaned twice a cleaned twice a

week. week? week.

Past Simple The office was Was the office The office was
cleaned cleaned not cleaned
yesterday. yesterday? yesterday.

Future Simple The office will Will the office be The office will
be cleaned next cleaned nextday. not be cleaned
day. next day.

1. Yacu rpymnu Simple nacuBHOTO cTaHy BHpPa)katOTh OJHOPA30RBY,

MOBTOPIOBaHY a00 MOCTIMHY 110 B TEMEPIIIHBOMY, MUHYJIOMY a00
MaiOyTHBOMY Yaci:

a) TV is watched all over the world. 6) Jim’s car was

stolen last night.

B) His portrait will be painted by a famous artist.

2. Present Simple BxxuBaeThCst 1Sl BUpaXKCHHST MaHOyTHBOT i1 B
HIJPSITHAX PEYEHHSIX Yacy Ta YMOBH:

a) | shall be very glad if my article is published in the newspaper. S 6yay ayxe
pajuii, SIKIIO MOS CTaTTs OyJie OMy0JIIKOBaHA B Ta3€Ti.

0) The director will sign the documents when they are checked.

JupexTop mianuiie J0KYMEHTH, KOJIM BOHU OYJYTh MEPEBIPEHI.

3. SIk 1 B aKTUBHOMY CTaHi, B)KUBAHHS YacCiB B MIPSTHOMY PEUEHHI, 1110 3aJI€KUTh
BIJl TOJIOBHOT'O 3 JIIECIIOBOM-TIPUCYAKOM B MUHYJIOMY 4aci, MiJMOPSIKOBYETHCS
MpaBUJiaM MOCIJOBHOCTI YacCiB:

a) | knew that very interesting articles were published in the magazine.

S 3HaB, 10 B I[bOMY JKYPHAJI JAPYKYIOThCS JTyKe IikaBi crarTi. 0) He said that
the bridge would be built next year.

Bin ckazas, 1110 MicT noOyAyrOTh B HACTYITHOMY POIIi.

B) Mary said that she would show us the article when it was typed. Mepi cka3aia,
110 TIOKa)Ke HaM CTaTTIO, KOJIM BOHA Oyze omyOiKoBaHa.

4. [pucyaxky B akTUBHOMY CTaHi, 1110 BUPAKEHUN CIIOBOCIIOYYEHHSIM OJHOTO 3
MoJanbHuX miecaiB must, can (could), may (might), should, ought, to have, to be
3 1H(IHITUBOM aKTHUBHOT'O CTaHy, BIJIMOBI/Ia€ B MACUBHOMY 3BOPOTI
CJIOBOCTIOJTYYEHHS IIBOTO K MOJIAJTHHOTO JI€CIIOBA 3 1H()IHITHUBOM IMTACUBHOTO
CTaHy:

a) You ought to translate this article at once. Bam cin

NepeKJIacTH 1[I0 CTaTTIO Biapa3sy. The article ought to be

translated at once. Lo cTarTio CI1iJT IEPEKIACTH Biapasy.

0) They must finish their work as soon as possible.

BoHu MOBHHHI 3aKiHYMTH CBOKO pOoOOTY sikoMora ImBuime. 1heir work must
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be finished as soon as possible.
[x po6oTa moBuHHA OYTH 3aKiHUEHA SKOMOTA IIBHIILIE.

5. ITacuBHi 3B0poTH 3 (HOPMATIBLHHUM IiAMETOM Iit.
3BOpOTH, IO CKJIAJAIOThCA 13 3aiiMEeHHHMKA It 1 1i€cI0Ba B TaCKBHOMY CTaH1
— it is said, it was said, it is reported, it was reported Ta iH., BiAMOBIAAIOTH B
YKpaiHCBbKiii MOBI JieciioBaM B 3-1f 0co0l MHOXXHMHH 3 HEO3HA4EHO-O0COOOBUM
3HAYCHHSIM: KaAXCYMb, KA3AaU, NOBIOOMIAIOMb, HOBIOOMAANU Ta 1H. B TaKHUX
3BOpoTax it € popMaTbHUM ITiIMETOM 1 HEMa€e CaMOCTIHHOTO 3HAYCHHS:
a) It is reported that the delegation has arrived in Kyiv. [HoBiAOMISIOTS, 1110
neneraiis npudyna B Kuis.
0) It was expected that he would return soon.
CroopiBanucs, O BiH CKOPO MOBEPHETHCS.
VY Takux 3BOpOTaX 4YacTO 3YCTPIYAETHCS CIOIYYEHHS MOJAJIBHOIO JI€CIIOBa 3
iH}iHITHBOM macuBHOrO cTany: It can be said moorcna cxazamu, it should be
mentioned czio nacaoamu, it was be expected mpeba 6yn0 ouixysamu ta iH.
TpenyBajibHi BripaBu
BnpaBa 1. Ilepexianitb yKpaiHCbKOK) MOBOI0 peYeHHSI 3 di€cJI0BaMH B
NMACMBHOMY CTaHi, NP NOTPeOdi MOYMHANTE NMepPeK/Ia] 3 NPUHMEeHHHUKIB:

1. This engineer’s design was much spoken of at the conference.
2. This research was given particular attention because of its prime

importance for the development of this branch of physics.

3. This book is written mainly for researchers.

4. New electronic devices are dealt with in this article.

5. New methods will be developed as a result of this experimental work.
6. The First Congress of Biochemistry was held in Cambridge in 1949.
7. The opening plenary session was followed by a concert.

Bnpagsa 2. IloctaBTe 3anuTaHHS 10 NOJAHUX PeYeHb:

1.The Houses of Parliament were built in the nineteenth century.
2. Twenty people were hurt in the train crash.
3. Three teenagers were given an award for bravery yesterday.
4. The telephone was invented by Bell in 1876.
5. 20,000 cars will be produced next year.
6. Ten pictures have been stolen from the National Gallery.

7.During the centuries the famous Tower of London was used as a fortress, a royal
residence and a prison.

Bnpaga 3. 3anoBHiTH nponmycku HeoOXigHOIO (POPMOIO JTi€C/I0BA:
1. These pictures are beautiful. They ... (paint) by my father while he was on holiday
last summer.
2. Volkswagen cars ... (make) in Germany.
3. The Pyramids ... (build) by the Ancient Egyptians.
4. Those flowers are great. They ... (send) to her yesterday by one of her funs.
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5. Who does the washing-up in your house? The dishes ... (wash) by my brother
and then ... (dry) by my sister.

6. Who looks after your baby when you’re at work? Well, he ... (look after) by
my mother.

7. When will I have my car? It ... (deliver) to your house the day after tomorrow.

Bnpaga 4. IlepeTBopiTh NOJaHI peYeHHs 3 AKTUBHOI0 CTAHY HA NAaCUBHMIA:
1. They use a computer to do that job nowadays.

. Where will your company send you next year?

. The pop star sang the song.

. They won’t take him home after the party.

. Tom didn’t break the window.

. Mary sent Peter a birthday card.

. His mother cooked this delicious turkey.

. An international company publishes these books.

CONO OIS WN

BnpaBa 5. IleperBopiTth moaaHi pedyeHHs 3 AKTHBHOIO CTaHY HAa NAaCHUBHMI,
3BEPTA04H yBAary Ha MOJAJIbHI Ai€cji0Ba 3 IHQIHITUBOM NMacCMBHOIO CTaHY:

1. You must take the dog for a walk.

2. We should eat this cake immediately.

3. You ought to put these clothes away.

4. | have to finish my homework tonight.

5. You must tidy your bedroom.

6. They should inform the citizens as soon as possible.

7. You can use this saucepan for cooking spaghetti.

8. He must finish the project by Friday afternoon.

9. You must post these letters today.

10. Employers must pay all travel expenses for this training course.

CONTINUOUS (PROGRESSIVE) PASSIVE TENSES
Yacu rpymu Continuous (or Progressive) macMBHOTO CTaHy, SIK 1 aKTHBHOTO,
BUPaXalOTh TPUBATY JiI0, 10 BIIOYBAETHCS B SKUIICH MOMEHT a00 MepioJl Yacy B
TEMEPIIHLOMY 4YM MUHYJOMY uaci. MaiiOyTniii wac — Future Continuous — B
MaCUBHOMY CTaH1 HE B)KUBA€ETHCSI.
Present Continuous Passive: A very interesting film is being shown on TV.
Past Continuous Passive: An ice hockey game was being shown on TV when he
returned home.
Present (Past) Continuous Passive yTBOPIOIOTBCSA 3a JIOMOMOIOI0 JAOMOMIXKHOTO
miecioBa to be B Present (Past) Continuous Active Voice Tta mienpuKMETHHKA
MUHYJIOTO 4acy OCHOBHOT'O J1€CIIOBA.

45



Tense Affirmative Interrogative Negative
The office is Is the office The office Is

Prese_nt being cleaned being cleaned not being
Continuous

NOW. now? cleaned now.
Past The office was Was the office :1_:'[6 offlceb;/ivr?s
Cas i being cleaned being cleaned cleaned wheg

ontinuous when the boss when the boss the D0SS
arrived. arrived? i
arrived.

Future - - -
Continuous

Ak 1 B aKkTMBHOMY CTaHi, JI€CJIOBa, IO HE BHPAXKAIOTh IO SK IIPOIEC, 5K
NpaBWiio, He BKMBawOThCA B ¢opmi Continuous. Jlo HHX  BIAHOCSTHCS
Ji€cioBa, 10 BUpaXkaroTh BiquyTTs: tO see, to smell, to hear, to seem, to taste;
BoJieBusBIIcHHs: {0 refuse, to prefer, to object, to agree, to disagree, to deny, to
Impress, to promise; Oaxanns: to wish, to want, to desire; mouyrrs: to like, to
hate, to love; po3ymoBy misutbHicTh: t0 know, to understand, to believe, to doubt,
to see (=’'understand’’), t0 imagine, to realise, to suppose, to remember, to think
(="have an opinion’’), to forget, to recognise; miecioBa, IO BHPAKAIOTH
BiJHOIICHHS MiX mpeameramu: to be, to belong, to concern, to involve, to consist,
to contain, to depend, to lack, to need, to include, to owe, to possess, to weigh
(=""have weight’’), Ta 1H.
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TpenyBaJibHi BipaBu

Bnpaga 1. IIpouuraiiTe Ta nepexkyiagiTh peyeHHs. 3BepHITH yBary Ha dopmu
yacy Ji€cJiB B IACUBHOMY CTaHi:
1. Excuse the mess, the house is being painted. 2. | felt as if | was being watched.
3. The roof is being repaired by a friend of ours. 4. A multistoried house is being
built near our school. 5. The children are being taught by Mr. Rice at the moment. 6.
| think the film is being shown on TV now. 7. The factory was still being built when
we came to that place.
Bnpasa 2. Ilinkpecaits npucyaxku B pedeHHsix. IleperBopith pedeHHst y
Passive Voice, 3BepTaloun yBary Ha 4acoBy ¢popmy aieciiB:

1. Some people are considering a new plan.
A new plan is being considered.

2.  The grandparents are watching the children.

The children by their grandparents.
3. The author is writing a new book.

A new book by the author.
4. They are planting the trees in the garden.

The trees in the garden.

5. According to one scientific estimate, we are losing 20,000 species of plants
and animals each year due to the destruction of rain forests. According to
one scientific estimate, 20,000 species of plants and animals__each year due
to the destruction of rain forests.

Bnpaga 3. YTBopiTh NUTAJILHY Ta 3aniepedyHy ()OPMHU peUyeHb:

1. The sick man is being operated on. 2. The network of transmitting stations is being
built in this region now. 3. The children are making a birthday cake in the kitchen. 4.
The road is being repaired by our workers. 5. The film was being shown from 7 till 9.
6. The orchestra was being conducted by our music teacher. 7. Water-power stations
are being built on the Mountain Rivers. 8. Students from about 30 countries are being
trained at Kyiv University.

Bnpaga 4. 3aminiTh HacTynHi peueHHsi Ha Passive Voice:
1. Someone is organizing a student trip to the art museum. A
student trip to the art museum
2. We couldn’t use our classroom yesterday because someone was painting it.
We couldn’t use our classroom yesterday because
3. Someone is considering Jack for the job. Jack
for the job.
4. The police are questioning two boys in connection with the accident. Two boys
by the police in connection with the accident.
5. Look! Someone is feeding the seals. The
seals
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PERFECT PASSIVE

1. Yacu rpymnu Perfect macuBHOTO CTaHy, SIK 1 aKTUBHOTO, BUPAKAIOTh JIIfO,
IO Tepeaye 1HIIN Aii a00 TKOMYCh MOMEHTY B TEMEPIIIHbOMY, MUHYJIOMY a00
MaiiOyTHroMy daci. KpiMm mporo, nepdextHi yacu, ocodbmuBo Present Perfect
Passive, BKUBAIOTHCS IS HIAKPECACHHS pe3yNbTary Aii, o BigOysacs.

The windows have still not been repaired. — BikHa 111e He BiapeMOHTOBaHI.

| was thinking of all that had been said. — 5 xymaB npo Bce, 110 OyJI0 CKa3aHO.
The goods have just been examined by the customs officers. — ToBapu 110itHO

orJisiHy Tl (OYyJIM OTJISIHYT1) MUTHUKAMU.

2. Present (Past, Future) Perfect Passive yTBoprorOThCs 3a JOIOMOTOO
JomoMi>kHOTO aiecioBa to be B Present (Past, Future) Perfect Ta mienpukmeTHHKa
MHUHYJIOTO YaCy OCHOBHOTI'O JIIECIIOBA.

Tense Affirmative Interrogative Negative
The office has  Has the office The office has
Present
Perfect been cleaned been cleaned not been
today. today? cleaned today.
The office had Had the office The office had
Past Perfect been cleaned by been cleaned by not been
two o’clock. two o’clock? cleaned by two
o’clock.
The office

The office will ~ Will the office h
ave———been  have———been oy
cleaned by the cleaned by the —o=h-CCaNed by

: : the time we
time we come. time we come?
come.

Future Perfect

Future Perfect-in-the-Past Passive yrBoproeThcst Tak camo, sik 1 Future Perfect
Passive, ame 3amicte nomnomixuux miecuiB Shall/will BxuBarorscs BigmosigHO
should/would.
Future Perfect-in-the-Past Passive: I (we) should have been invited.
He (she, you, they) would have been invited.
1. 3amicts Present Perfect Continuous Ta Past Perfect Continuous, siki He MaiOTh
¢dbopM macMBHOTO CTaHy, BiAMOBiIHO BxkuBaroThes Present Perfect i Past Perfect
Passive.
The dissertation has been discussed for two hours.
JlucepTaitiss 0OTOBOPIOETHCS YKE ABI TOJAUHHU.
The dissertation had been discussed for two hours when he came. {ucepraris Bxe
00roBOpIOBAJIACH Bl TOJWHU, KOJIM BiH MIPUUIIIOB.
2. SIk 1 B aKkTUBHOMY CTaHl1, B MAPSIHAX OOCTABUHHUX PEUCHHIX Yacy Ta YMOBHU IS
BUpaXCHHsI MalOyTHBOI Aii 3amicTh Gopmu Future Perfect Passive BxuBaeTbes
dopma Present Perfect Passive:
After the goods have been examined we shall take them to the ware- house.
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[Ticnst Toro sik ToBapu OyIyTh OTJISIHYT1, MU BIJIBE3€MO iX Ha CKJIA/I.

3. y3FOIL)KCHH}I IK 1 B AdKTUBHOMY CTaHl B)XMBAHHSA YaciB B I'IlI[piI,ZIHOMy pequH1
3 ,ILICCHOBOM-HpI/IcyI[KOM B MUHYJIOMY LIaCl, 3 IIpaBUJIaMHA I'IOCJII,ZIOBHOCTI YyaciB.

| knew that the plant had been 41 3HaB, 110 3aBOJ] OyIyEThCS BIKE

built for two years. JIBa POKH.

She showed me the article which Bomna mokasaia MeHi CTaTTIO, sIKa

had been translated by her brother. 6ymna nepexnanena ii 6Gparom.

He said that the house would Bin ckazaB, mo OymuHOK (Bke) Oyme have
been built by January. noOymoBanuii (1moOyayr0Th) A0 ciuds. She
said that you would have Bona ckazama, 1mo BaMm MOKaxyTh been

shown a new film before he left. HoBuit ¢inbM, 10 TOro 5K BiH IHije.
3.Perfect Infinitive Passive ta monansHi niecinosa. Perfect
Infinitive Passive BxuBaeTbes:
- TMICJISE MOJAJIBHUX JII€CTiB MUSTt 1 May A BUpaKEHHS MPUITYIIEHHS, 10 s BXKe
3IIACHHIIACS:
The letter may have been sent to the wrong address.

JIuct, MaOyTh, OYyB Bi/IiCJIaHHI 32 HETIPABWIBHOIO a/IpECOIO.

- TCNIsL  JIIECTiB Can, Cannot myis BUpPaKEHHS 3UMBYBAHHS, CYMHIBY 3 MPUBOIY
TOTO, 110 J1s MOTJIA 3{IMCHUTHCS:

Can this work have been done in Hesxe s pobota Oyia 3pobieHa 3a Such a

short time? TaKUi KOPOTKUH CTPOK?

- micas  giecniB  should, would, could, might, ought ta was (were) s
BUpaXEHHsS [ii, ska NoBUMHHa Oyna O uyu Morja O 3AilliCHUTHCS, ane He
3MIACHUTIACS:

The goods were to have been Tosapu noBuHHI OysH OyTH

delivered at the beginning of May.  mocraBneHi Ha mModYaToKk TpaBHsA (aje He

OyJu OCTaBJICHI).

The windows should have been Bikna ciig Oysio (motpioHo 0yiio)

cleaned yesterday. BUMUTH BYODA.

TpenyBajibHi BIpaBu
Bopasa 1. IlpouuraiiTe peyeHHsl Ta MePeKJIANITH iX. 3BepPHITH yBary Ha
Passive Voice:
1. Jim didn’t know about the change of plans. He hadn’t been told.
2. During the last decades a great number of researchers have been involved
in the study of cancer problems.
3. Various ideas have been proposed to explain the origin of the moon.
4. An advertisement have not been placed in the newspaper yet.
5. I’'m not going to the party. | haven’t been invited.
6. In recent years much of our interest has been centred round the problem of the
evolution of comets.
7. The letters have already been posted by the time the boss came in.
8. He said that he would show us the letter when it was typed.
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9. This room looks different. Has it been painted since | was last here?
10. A tree was lying across the road. It had been blown down in the storm.

BnpaBa 2. Iliakpecaits nepgextHy ¢opmy aieciioBa. 3akiH4iTh peyeHHsI
BiANOBIIHOI0 4aCOBOI0 ()OPMOIO Ti€CJI0BA Y MACUBHOMY CTaHi:
1. They have changed the date of the meeting
The date of the meeting has been changed.
2. The chef hasn’t made dinner.
The dinner :
3. Brian told me that somebody had attacked and robbed him in the street.
Brian told me that he :
4. The doctor had already told him to go on a diet. He

5. They have been built excellent shelters for tourists in these mountains.
Excellent shelters for tourists__.
6. Richard has offered Helen a watch.
Helen :
Bnpaga 3. YTBOpiTh NUTAJIbHY Ta 3aniepedyHy ()OPMU pedyeHb:
1. The light has not yet been turned off.
2. He has been told everything, so he knows what to do now.
3. The door has been left open.
4. The article will have been published by the time you arrive.
5. This crop had been sown by the end of the month.

Heoco06oBi ¢popmu giecioBa

(Non-Finite Forms of the Verb)

Heoco6oBi ¢opmu miecnoBa (non-finite forms of the verb) — indinitus (the
Infinitive), repynniit (the Gerund), nienpuxmernuk (the Participle) — He maroTh
rpaMaTHYHUX O3HAK OCOOU, yMciia 1 Crocoly, HEe BUPaXKAOTh 4yacy li, TOMY He
MOXXYTh OyTH TPHUCYJAKOM PEUYCHHS, a MOXKYTh TUIBKH BXOJUTH JO HOTO CKJIamYy.
BoHnu Bka3yroTh i€ Ha CIIBBIAHECEHICTh y Yaci Jii, 0 BOHU BHPAXKaIOTh, 0 i
MPUCYJIKA: OJHOYACHA BOHA UM TIEPEIyE iH.

The Infinitive (InginiTus)

[adiniTHB — 116 HeocoOoBa GopMa JI€CIIOBA, sSIKa TITLKM HA3WBA€E Mif0 1 BIAMOBIIAE
Ha 3alUTaHHA wo pooumu?, wo 3pooumu? — to read umraru; to understand
PO3YMITH.

B anrmiiicekii MOBI 1H(QIHITMB Ma€ OAHY MPOCTYy 1 M’ATh CKJIATHUX (POPM.
[HdiHITUB mepeximHUX JiecniB Mae (GOpMH 4Yacy W CTaHy, a HENepexigHuX —
TIJIBKH Yacy.
.(DOI.)M." Active Passive
iH}IHITUBY
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Indefinite to write to come to be written

Continuous to be writing to be
coming
to have written to

to have been written
have come

Perfect

to have been writing to

Perfect Continuous :
have been coming

SIKIIO JIECTIOBO HE B)KMBAETHCS B MACHMBHOMY cTaHi abo B ¢opmi Continuous, To
KUTBKICTH (hopM 1H(]IHITHBA BIAMOBIIHO MeHIa. O3HaKow0 1H(IHITUBA B aHTJIHCHKIN
MOBI € YacTKa to. YHactka not
nepen iH(pIHITUBOM BKa3ye Ha 3amepeuny Gopmy.
Ane cii mam’siTaTd, 10 B JESKUX BUIAJIKaxX 1H(IHITUB BXKUBAETHCS 0€3 YaCTKU
to:

1) micig MoapHKX JiecitiB (OKpiM JieciioBa ought);

2) B 00’exTHOMY iH(IHITHBHOMY 3BOpOTI Ticis mieciis: to see, to hear, to feel, to

watch, to observe, to notice; to let, to make;
3) micns Bupasis would rather, would sooner, had better... .

3HadeHHs 1 BKuBaHHSI GopM 1HQIHITUBY
|. Indinitus y dpopmi Indefinite BxxuBaerbes:
1. Sxmo pis, fKy BIH BHpaxae, OJHOYAcHa 3 €0, BHPAKEHOIO
JECIIOBOM-TIPUCYAKOM PEUYEHHS:

| am sorry to hear it. MeHi puKpo 4yTH TI€.

He was glad to see them. Bin OyB panuii 6aunTH ix.

It will be very interesting Byne nyxe mikaBo nmpoYuTaTu
to read these books. Il KHUKKH.

2. 3 miecnoBamu, IO BKa3yrOTh Hamip, Hamito Ta iH. Indefinite Infinitive
O3HaYa€ Jir0, MalOyTHIO 010 BiTHOIICHHS JI0 JAii, BUPAKEHOI J1€JI0BOM-
MIPUCYIKOM:

| hope to see you on Monday.

SI cnoiBaroCh 1MOOAYUTHCS 3 BAMHU B ITOHEIUIOK.
| want to make a report.
A xouy 3poOUTH AOTOBIIb.
3. 3 wmomaneaumu giecnoBamu  Indefinite  Infinitive wacto Bupakae
MaiOyTHIO JI110:
They may come tomorrow.
Moxxe, BOHM IPUIAYTh 3aBTpa.
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[1.  Continuous Infinitive Bupaxae TtpuBamy nit0, MmO BiIOYBAETHCS
OJTHOYACHO 3 JTI€10, BUPAKEHOIO II€CIIOBOM-TIPUCYAKOM:
It was pleasant to be driving a car again.
[IpreMHO Oys10 3HOBY BECTH aBTOMOO1Ib.
1. Perfect Infinitive Bupaxkae nito, 10 mepeaye [ii, BHUpaKeHIH
TECTTOBOM-TIPUCY IKOM:
| was pleased to have done something.
51 Gyna 3a10BOJIEHA, IO 51 JCTI0 3poduIa.
3 mopaneHuMu giecmoBamu  should, ought, could, might y crBepmkyBaibHii
dopmi, a Takox micias was/were B mopamebHOMy 3HaueHHi Perfect Infinitive
MOKa3ye, 110 Jisl He BiIOymacs:
He should have stayed at home.
Homy citix 6yino 3aMmuThCs BIoMa (aJie BiH He 3aIHIINBCS).

He was to have done it.
Bin MaB 3po0uTtu 1€ (anie He 3poOuB).
Take came 3naueHHs mae Perfect Infinitive micns munyoro gacy miecii to expect
criogiBaTcs, yekary; to hope namistucs; to intend matu Hamip Ta iH.:
I hoped to have found him at home.
51 cioxiBaBest 3acTaTH MOTO BJIoMa (ajle He 3acTaB).
IV. Perfect Continuous Infinitive Bupaskae TpuBaiy Jito, 1o BigOyBaacs
MPOTSITOM MEBHOTO Yacy Mepej] 11€10, BUPAKEHOIO A1ECIIOBOM-TIPUCYAKOM:
I am happy to have been living in Kyiv for 25 years.
S macnouBuii, mo 25 pokis xuBy B Kuesi.
V. IHQIHITUB BKUBA€ThCS B aKTUBHOMY CTaHi, SIKIIO IMEHHHK a00 3aiiMEHHUK,
JI0 SIKOTO BIH BIJIHOCUTBCS, O3HAa4a€e CyO’€KT All, BUPAKEHOI 1H(IHITUBOM:
But they don’t want to play with me.
AJie BOHM HE XOUYYTh I'PATUCA 31 MHOIO.
[H}IHITUB BXHUBA€ThCSI B MACHBHOMY CTaHI, SKIIO IMEHHHK a00 3ailMEHHHK, 110
SIKOTO Bi1H BIJTHOCUTKCS, 03Ha4a€e 00’ €KT [I1i, BUPAKEHOI 1H(PIHITUBOM:
She didn’t want to be found. Bona me xotina,
o0 11 3HAIUIN.
VI. TH(}iHITHB TaKOX BKUBAETHCS:
1. ITicns makux oiecnies, six: advise, afford, agree, appear, attempt,
decide, dare, forget, fail, expect, hope, manage, offer, plan, pretend,
promise, refuse, seem, tend, threaten, want, etc.
e.g. He refused to answer my questions. | hope
to see you again soon.
He promised not to be late.
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InpHiTHBHI KOHCTPYKIIT
Cxaagnuii migMet (Cy0’ekTHMH iH(IHITUBHU KOMILIEKC)
[H}iHITHB BKUBA€ThCS B Cy0 ekTHOMY iH(biHITHBHOMY 3BOopoTi — Complex Subject
- (“cknmagHuit mamer”’), A€ IMEHHUK YM 3aMMEHHHUK CTOITh B 3araJilbHOMY BiJIMIHKY:
a) MICII1 TaKMX JIECIIB B IIACMBHOMY CTaHi, sik: Say, report, think, believe, expect,
consider, suppose, see, hear, feel, notice, observe, watch, order, allow, permit, etc.
e.g. Mark was seen to cross the street.  Baumnu, sk  Mapk  nepexoiuB

BYJIUIIIO. .

He was made to do it.  HMoro npumycwim 1ie 3pooutr. The Moon is known to be the
Earth's Binomo, o Micsis - Satellite. CYITyTHUK 3€MIIL.

He is known to be a good poet. KaxyTh, 10 BiH XOpOIIwii

TII0€T.

0) micis HACTYNMHHUX JI€CIIB B aKTUBHOMY CTaHi: SEem, appear (30asamucs),
happen, chance (mpanumucs), turn out, prove (susisismucs):

e.g. They seemed not to listen to their teacher. 3aaBanocs,

III0 BOHM HE CiIyXaju cBoro Bumrens. He appears to be a good

psychologist.

3/1a€ThCs, BIH XOPOIIUH TICUXOJIOT.

B) MiCJIs CI0BOCIoNy4eHb t0 be sure, to be certain, to be likely, to be unlikely:

e.g. They are likely to meet often.

Bonwu, MabyTh, yacto 3yctpiuatumyThes. He is unlikely to

change his mind.

Hecxoxe, mo0 BiH nmepeayman. They are sure to

win the match.

Bonu 000B'3Kk0BO BUTPAIOTH 11€H MaTY.

Cxaannuii foxatok (O0’ekTHU iIHQIHITUBHUI KOMILJIEKC)

IHdiniTHB BxkHMBaeThcst B KOHCTpYKIii: Verb + Pro(noun) + Infinitive

— B 00’ektHOMY iH(iHITHBHOMY 3BOpoTi (Complex Object), ne momarkom (0bject)
€ IMEHHUK Yy 3arajJbHOMYy BIJIMIHKY a00 OCOOOBHI 3aliMEHHHUK B 00 €KTHOMY
BIIMIHKY, IIICJISI SIKOTO BXKMBAETHCA 1H(IHITUB, IO BUPAKAE 110, SKY BUKOHYE
ab0 sAKoi 3a3Hae ocoba UM TPEeAMET, I[MO3HAYCHHM [HUM 1MEHHUKOM abo
3aIMEHHUKOM.

Lleit 00’ ekt iHdiHiTUBHMI 3BOopoT (Complex Object) BxuBaeThes:

1) micns miecmis: consider, believe, think, find, know, expect, suppose, want, wish,
desire, like, would like, dislike, hate, intend, request, ask (npocumu), allow,
permit, recommend, cause, force, make (mpumymysartn), let (Benitu, 103BOJIATH):

e.g. Mr. Lee expected them to be here at ten o’clock. The
police ordered the driver (him) to stop.

2) micas miechi to make, to let, to see, to hear, to feel, to watch, to observe, to
notice — yactka to mepen iHIHITHBOM HE BKUBAETHCS:

e.g. |saw Mark cross the street. 41 OaumB, sSIK BiH IEPEXOIUB BYJIHMIO. They
made him do it. Horo nmpuMycHIH 1ie 3pOOUTH.
OO0'exTHM 1H()IHITUBHUN 3BOPOT MEPEKIAIAETHCS HA YKPATHCHKY MOBY 3/1€O0LIBIIOTO
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MIPSITHAM JTOMATKOBUM PEUYCHHSM, JI€ IMEHHHUK Y1 3aMEHHUK BiATOBIIA€ MIIMETY, a
1H(]IHITUB — IPUCYAKY LIOTO AP AHOTO PEUCHHS.

For+ Inginitus
[HIHITHB BXXKUBAETHCSA TAKOXXK B IPUMMEHHUKOBOMY 1H(DIHITUBHOMY KOMILICKCI — B
koHCTpyKIii “for + noun/pronoun + infinitive” (me 3aliMeHHHWK B)XHBA€THCS B
00’€KTHOMY BIIMIHKY):
e.g. They asked for the data (them) to be published. Bouu

MIPOCHITH, 100 111 JaHHI Oyim omyOJIiKOBaHi.
For this work to be done successfully conditions must be favourable. Jlns Toro mo6
1151 poboTa OyJjia BUKOHaHA YCHIITHO, HEOOX1/IHI CIPHUSITIMBI YMOBH.
Ieit iHIHITUBHUN 3BOPOT MOXKE 3HAXOJIUTHUCS B OyIb-sAKid dacTuHI peueHHs. Ha
YKpaiHChKy MOBY 4acTillle 3a BCE IMEPEeKIANA€ThCA MIAPSAHUM PEYCHHSIM 3
CIOJTYYHUKOM "111006/ 117151 TOTO 11100".

dDvyukiui 1H1HITHBA B PEYECHHI
1. [ndiHITHB MOKE BXXUBATHUCS B pEUEHHI B pOJIl MiIMETA:
e.g. To apply fertilizers is very important for growing crops in this region.
Brocutu no0OpuBa (BHeceHHsI MOOPUB) — dyK€ BaXJIUBO JJIsl BHUPOIIYBaHHS
BPO’KaiB B I[bOMY PETI0OHI.
2. [H(iHITUB MOXE BKUBATUCS B POJI IpeIUKaThBa (IMEHHOT YaCTUHU CKJIaJIHOTO
MPUCYIKA):
e.g. The point is to achieve the aim. ['0710BHE — HOCATTH METH.
3. [H}iHITHB MOKE B)KUBATHUCS B POJII YACTUHU JI€CTIBHOTO CKIAIHOTO IPUCYJIKA:
a) 3 MOJIAJIbHUMH JIIECIIOBAMU:
e.g. They mustdo it at once.
0) 3 miecoBaMu, 110 BXKUBAIOTHCS 3 1HGIHITHBOM iHIIOrO aieciosa (o want, to
wish, to try, to intend, to expect, to hope Ta iH.):
e.g. He wants to read a newspaper.
B) 3 JIIECIIOBaMH, 1110 03HAYAIOTh MOYATOK ab0 mpoaorkeHHs aii (to begin, to start, to
continue Ta is.):
e.g. She began to look through the journals on her speciality.
4. TH(}IHITHB MOKE BXXMBATHCS B POJIi JI0JaTKA JIO JIECHTIB Ta
MPUKMETHUKIB:
e.g. She asked me to speak loudly.
I’11 be happy to accept your invitation.
5. [Hd1HITHB MOKE BXXHBATHUCS SIK 00CTaBUHA METH:
e.g. We often use heating (in order) to increase the reaction rate.
Mu 4acto BUKOPHUCTOBYEMO HarpiBaHHS MJisi TOTO, MO0 MIJBUINUTHA IIBUAKICTH
peaxiii.
6. [H1HITHB TaKOXK BKUBAETHCS SIK O3HAYCHHS:
e.g. He described some phenomena to be observed there only in winter. Bin onmcas
JesiKl SIBUIIA, SIKI MO’KHA CIIOCTEPIraTH TIJIbKU B3UMKY

54



TpenyBaJbHi BIpaBu
1. IlepexaaaiTh YKpaiHCbKOI0, 3BepPTAI0UM yBary Ha ¢opmy iHdiHiTUBY:
1. She wants to be invited to the party. 2. They must be working in the
garden. 3. We expect them to have returned. 4. She is said to have been working
at school for many years.

2. llocTaBTe aiecioBa y Bianosianiii gopmi inginitusy. Ilepexnanite pedyeHHs
YKPAIHCHKOIO:

This film turned out (show) ... in our club last month.

He is expected (take part) ... in the conference next week.

Pluto is known (discover) ... in 1930.

We expect them (return) ... in 2 days.

This question is likely (discuss) ... tomorrow.

We know this phenomenon (explain) ... by astronomers in the distant past.

ook wnE

3. loctaBTe yacTky t0 nepen inginiruBom TaMm, 1e e HEOOXiTHO:

1. | think you ought ... apologize. 2. Make him ... speak louder. 3. Help
me ... carry this bag. 4. My son asked me ... let him ... go to the theatre. 5. |
must ... go to the country. 6. He said that she might ... come in the evening. 7. She
was made ... repeat the song.

4. IlpouMTaiiTe Ta NepPeKJIATITH HACTYIHI peYeHHS 3 00’ €KTHUM
IHQIHITUBHMM KOMILIEKCOM. 3BEPHITh yBary Ha B:KHBaHHs a00
BiICyTHicTh YacTKu 10 mepen iHdiniTuBoMm:

1. We expected her to return.

2. He allowed me to use his car.

3. | expect you to be on time.

4. The doctor told me to take these pills.

5. 1 want you to be happy.

6

7

8

9

1

. | saw my friend run down the street.

. | heard the rain fall on the roof.

. | heard a famous opera star sing at the concert last night.
. She watched the children play in the yard.

0. His parents intended him to go with them to the farm.

5. JlomoBHiTH peuyeHHs, TNOCTABUBIIU, e HeoOXiaHO, uyacTky {0 mepex
iH}iHITHBOM Ta 3aIMEHHUKH B 00’ €KTHOMY BiIMIHKY:

1. The teacher made ... (he/ to learn) the poem by heart.

2. | wanted ... (they/ to work) here.

3. They expect ... (we/ to answer) the letter at once.

4. You noticed ... (she/ to approach) the river.

5.1 heard ... (he/ to read) it aloud.

6. His parents want ... (he/ to become) an agronomist.

7. We watched ... (they/ to play) in the yard.
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8. You forced ... (he/ to do) the exercise again.
9.1let ... (she/ to leave) the room.
10. The rain ... (we/ to go) home.

6. IlepedpasyiiTe HACTYNHI CKJIATHOMIAPSAIHI peyeHHS] B NMPOCTi, B:KMBAIOYHU
Complex Subject (cy6'exTHuii iHdiniTuBHHMIi 3BopoT). 3BepHiTH yBary Ha
dopmy inpiniTuBy:

e.g. It is reported that the delegation arrived in Paris on the 1
th
0

Oth of September. —

The delegation is reported to have arrived on the 10~ of
September.
1. It is known that he works hard.
2. Itis said that she has been teaching chemistry at our University for thirty
years.
It seems that our students are working in the field.
It is believed that this house was built in the 19th century.
It is supposed that his article will be published next week.
It turned out that the translation was very difficult.

It was supposed that the weather would be fine in May.

No Ok ow

The Participle

(Cxaagni popmu TienpuKMeTHUKA)
[epdexTamii nienpuxkmernuk (Perfect Participle)
Perfect Participle mae nBi popmMm — akTHBHOTO Ta TacWBHOrO cTaHy. ®Dopma
aKTUBHOTO CTaHy YyTBOPIOETBhCA 3a jomomororo Present Participle momomixkuoro
nieciosa to have i1 Past Participle ocaoBroro mieciosa: having asked.
dopma macuBHOro crany Perfect Participle yrBoproerhcs 3a momomororo having
been i Past Participle ocnoBnoro miecnoBa: having been asked. Hemepexinni
JecIoBa He MarOTh (POPMHU MACUBHOTO cTaHy (Harp. t0 go):

dopmu Active Passive
Perfect having asked having been asked
having gone

3HaYeHHs Ta BKUBAHHS

Perfect Participle Bupaxkae nito, ska mepemye mii, BUPaXKEHIN J1i€CIOBOM-
npucynkom.  Perfect  Participle  BimmoBimae  ykpaiHCBKOMY — NPHCIIBHHUKY
JIOKOHAHOTO BUJIY:

Having learned about it, they stopped speaking. /i3HaBmiMch mpo I, BOHHU
MIPUITAHUIIA PO3MOBY.

Perfect Participle Active BXMBaeTbCcs TOII, KOJAH IMEHHHMK 4YM 3aliMEHHHUK, 0
SIKOTO BiH BITHOCUTHCS, O3HAYA€ CYO'€KT BUPAKEHOT HUM 1

Having taking the book, he left the library. B3ssmm kHury, BiH BHHIIOB 3
01610TEeKH.
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[lacuBHa Qopma €NPUKMETHUKA.

(Present Participle Passive ta Perfect Participle Passive)

[TacuBHa dopMa FiEMPUKMETHHKA BKUBAETHCA TOMAl, KOJU IMEHHHK M 3aiIMEHHUK,
710 SIKOTO BiH BiJIHOCHTBCS, O3HA4ae 00'€eKT BUpakeHOi HUM mii. Present Participle
Passive BKWBa€ThCs ISl BUPAKCHHS JIii, IO BiIOYBAETHCSA HA TEMEPINTHIA MOMEHT
4M TETepillHii mepiox yacy, Ha Bigminy Bin Past Participle, skuii Bupaxae nito, 1o
BiIOYBa€ThCsl 3BUYAITHO, B3arali.

The question now being discussed [Tutanns, mo oOroBoproeThes 3apa3 at the

meeting is very important. Ha 300pax, - ay»e BaKJIHMBE.

The large house being built in our Benuka OyniBis, mo Oyayerbcst Ha Street

Is a new building of the HaIni Bymuii, HOBHE kopmyc University.
YHIBEPCHUTETY.

Perfect Participle Passive pxxuBaeTbcsi B (DYHKIIT OOCTAaBUHM NPUYHMHHU 1 Yacy Ta
BKa3ye Ha 110, 10 BiA0YJacs A0 Ail NpucyaKa:

Having been invited to a party, she could not stay at home.

OcCKUIBKH 11 3aIpOCHIIM Ha BEYIPKY, BOHA HE 3MOIJIa 3AJIMIIUTHUCS BAOMA.

JiENpUKMETHUKOBI KOHCTPYKIILil

CkiagHuii 101aTOK
CkmagHuii JOJaTOK 3 JIENPUKMETHUKOM BXKHBA€EThCS Micis aieciiB See, hear, fell,
want, like, find, catch, leave, keep, have, get, etc., i mae Taky X CTPYKTYpY, IO
M ckimagHuil JgomaTok 3 1HGIHITUBOM. AJie 3aMiTh 1H(IHITUBA BXKHBAETHCS
TEMPUKMETHUK:
| saw him running. = 41 6auuB, sK BiH OIr.
I saw him run.
| heard her shouting.= 4 uyB, sik BoHa KpHUyaa.

| heard her shout.
Present Participle BxuBaeThcst 3amicTh iH(IHITHBA, SKIIO A0 HE 3aBEPIICHO:

| saw him driving off. S] OaumB, K BIH BiIDKIKAE.

I saw him drive off. Sl OaumB, sk BiH Bix'ixaBs. Past
Participle BxuBa€eThCs 3aMiCTh MACKBHOTO 1H(IHITHBA:

He had his hair cut. Homy 1miicTpurii BOJIOCCS.

The Absolute Participle Complex (He3ane:xxumii

AIENPUKMETHUKOBHUI 3BOPOT)

Hezanexuuit nmienpukmernukoBuii  3Bopot (HJI3) ckmamaetses 3
TIEMPUKMETHUKA, Tepes] SIKUM CTOiTh IMEHHHK Yy 3arajbHOMYy BIIMIHKY a00
3aMEHHUK Yy Ha3WBHOMY BiAMiHKY. HJI3 3aBxkau BIJOKPEMIIIOIOTHCS  Bijl
TOJIOBHOTO PEUYEHHS KOMOIO.

Ko H/I3 cToith Ha mo4aTKy pedeHHs, BIH MEPEKIATAEThCS MIAPSIHUM PEUSHHSIM
00CTaBMHU 3a JOMOMOTOK CIOJYYHMKIB “KOJM’’; “micis Toro, sk, “ToMy II0”;
“gepe3 Te, M0”; “OCKUILKH; “SKII0:

The rain having stopped, we went out. Kounu (micist Toro, siK) g0
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yIIyX, MU BUMIIUIA 3 IOMY.
Weather permitting, we’ll go for awalk.  SIkmio moroaa g03BOJIMTH, MU
MieMO Ha MPOTYJISTHKY.
The professor being ill, the lecture was Ockinbku ipodecop OyB
put off. XBOPHUM, JICKIIO BIICTPOUYMIIH.
Komu HJI3 cTOiTh micias TOJIOBHOTO PEYEHHS, BIH MEPEKIATAETHCS CYPSIHUM
PEYCHHSIM 3a JIOMOMOTOI0 CIOMYYHHKIB “i’; “@”; “mpm mpomy”’; “mo Toro x’ abo
0e3 CroJTyJYHHKa:
Farmers grow a lot of grain crops in our depmepu BUPOIIYIOTh Oarato,
country, wheat being the most important. 3epHoBHX, IpH YOMY TIIICHUIIS
€ HalBa)KJIUBIIIIOIO.
They went quickly out of the house, he BoHu mMBHIKO BUHIILIH 3 TIOMY,
accompanying her to the station. 1 BIH TIPOBIB 1i JI0 BOK3aJy.
TpenyBajibHi BlIpaBu
1. B sikomy 3 peuensn B:xutTo Perfect Participle?
1. While reading an interesting English story she used a dictionary.
2. Entering the room we found nobody there. 3. He looked through the newspaper
received this morning. 4. Having cleaned the room they went shopping. 5. The
contract signed last year is useful for both sides.

2. [IpouuTaiiTe Ta NEPeKJIAMITH YKPATHCHKOIO:
1. Having finished the experiment he described its results in his article

2. Having solved many scientific and technical problems, our scientists could
launch the first spaceship in outer space.
3. Having travelled about the country nearly two months, he returned to the
capital.
The questions now being discussed at the meeting are very important.
Having collected all the material, she was able to write her report to the
conference.
6. Having been sent to the wrong adress, the letter didn’t reach them.
7. Yesterday the professor told us about the experiments now being carried on in
his laboratory.
4. B sxoMy peyeHHI He3aJ1eKHUH Ti€ENPUKMEeTHUKOBHUIA 3BOPOT CJIij
MEePeKJIACTH MiAPSAAHUM PEYEHHSAM 3 CIIOJIYYHUKOM «IICJISA TOr0 AK»?
1. This crop being used for different purposes, man cultivates it all over the
world. 2. Water covers nearly three fourths of the Earth, most being sea water. 3.
The distribution of water on our planet varying greatly, some places get too much
water or too little. 4. The experiments having been carried out, they started new
investigations. 5. The bridge being destroyed, we couldn’t cross the river.
The Gerund (I'epyHiii)
I'epynniii - e HeocoboBa ¢opma JiecioBa, IIO Ma€ BJIACTUBOCTI Jl€cioBa Ta
iMmenHuka. Sk i iHQiHITHB, TepyHIild Ha3uBae fmito: reading — uuTaHHs, Seeing —
OadyeHHS.

o b
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1)

B ykpaiHncekiii MOBI Hemae ¢opmu, ska BiamoBigaia 0 repynaioo. Crosa

YUTaHHS, OayeHHs - IMCHHHUKH, IO YTBOPWUJIMCH Bij JIECIIB, ajlc BOHM HE MarOTh

rpaMaTHYHUX O3HaK JII€CIIOBA. [epynmiit MIEPCKIIAIA€THCA IMCHHUKOM,
1HOIHITUBOM, TIENPUKMETHUKOM,  JIECIOBOM, IMAPSIHUM

pCUCHHSIM.
HiecaiBui _BaacTuBocTi ['epyHaiii Mae Taki Ji€CTiBHI
BJIACTHUBOCTI:
TepYHJIIH TIepeXiTHUX JIIECITIB BXKUBAEThCS 3 pssmuM jonatkom: I like reading
books. 51 m00JII0 YNTATH KHIKKH.
She began preparing food. Bona movana rorysatu ixy.
2)  TepyHIiil MOKe MaTh O3HAYEHHS, BUPKEHE MTPHUCITIBHUKOM:
They continued listening attentively. BoHu mponoBKyBamM yBa)KHO
CITyXaTH.

3)  repyHIii Mae Heo3HaueHy W mep(ekTHy GOpPMH, BKHBAETHCS B aKTHBHOMY
1 macuBHOMY cTaHi. @opMU TepyHIis CIIBNAIAI0Th 3 (opMaMu

I[iGIIpI/IKMeTHI/IKa.
dopmu Active Passive
Indefinite  writing being written
Perfect having written  having been written

Heosnauena dbopma repynis (Indefinite Gerund) BxxuBaerncest:
a) Uil BHUpPaXEHHS Jii, OJHOYacHOI 3 JIi€l0, BHPAXKEHOK JIECIOBOM-
MIPUCYIKOM PECUEHHS:

He sat without turning his head. Bin cuni, He o0epTarouuch, 0) s
BUPaXXEHHS J[i1 0€3BITHOCHO JI0 SIKOTOCh ITEBHOTO Yacy:
Seeing is believing. baunTti — 3HAYUTH BIpUTH.

B) micis gieciiB o intend, to suggest, to insist ta meskux inmmx Indefinite Gerund
BUpaXa€ MaWOyTHIO JII0 10 BIJHOMICHHIO IO Jii, BHPAXEHOI J1€CIOBOM-
MIPUCYIKOM:

He insisted on telling her about it. Bin HamonsiraB Ha ToMy, 10O
pO3Ka3aTu i po 1e.

T) JJI1 BUPKEHHS i1, 110 TEePeye Jiii, BUPaKEeHI J1ECIIOBOM-TIPUCYAKOM, 30KpeMa
micns miecni 10 thank, to forget, to remember, to excuse, to apologize, a Takox
IicjIs IPUMMEHHHMKIB 0N 1 after:

| don't remember seeing her. S He mnam'staro, MO0 s OauwmB Ti.
[epdexrna dopma repynuis (Perfect Gerund) Bupaxkae naito, 1o mepeaye ii,
BUPAXKEHIN JI1€CTIOBOM-TIPUCYIKOM PEUCHHSI:

Thank you for having helped me. Cracubi, 10  JOTOMOTJIA  MEHI.
['epyHaiif BXHUBAa€TbCS B MACMBHOMY CTaHl, SKIIO IMEHHUK 4YM 3alMEHHHK, [0
SIKOTO Bi1H BIJTHOCUTKCS, TT0O3HAaYa€ 00'€KT BUPAKEHOT HUM JIii:

He does not come without being invited.

BiH He mNpUXOMUTH, SKIIO HOro HE 3ampoIlylTh. She
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remembers having been showing this article.

Bona nam’sitae, mo il moka3yBaJiy L0 CTATTIO.
DyHKIIIT TepyHIisl B PEUCHHI.
[epynnuii y peueHHI MOXe BHKOHYBAaTHM Takl BJIACTHBI IMEHHUKY
CUHTaKCUYHI (YHKIIIT:
1) miaMera:

Smoking is harmful. TTaguTH - WIKiIJIUBO.
2) MpeIUKaTHBA!
His hobby is collecting stamps. Woro ymoGneHe 3aHsTTS -
KOJICKIIIOHYBATH MOIIITOBI MapKHU.
3)  nmomartka (IpSMOTro i MPUAMEHHUKOBOIO):
Forgive my saying it. [TpoGau MeHi Te, 110 g cKa3as.
She is fond of painting. Bona monro0msie ManroBaTH.

4)  obcraBuHM (METH, IPUYMHH, YMOBH, Yacy, ciocoOy aii): She improved
the text by changing a few sentences.
Bona mokpaniuia TeKkcT, 3aMiHUBIIN JIEKiIbKa pedeHb. 1hey never
obtain high yields without applying fertilizers.
Bonu HikoM He OTPHUMAIOTh BUCOKHX BpO)KaTB, HE 3aCTOCOBVYIOYH I[O6pHB.
B:kuBaHHsA

1) ITicns giecmis: to avoid, to finish, to suggest, cannot help, to enjoy, to excuse, to
forgive, to postpone, to delay, to mind, Ta iH. - BXXUBAEThCA TUIBKH TePYHIIH (3
yCiX HE0CO0OBUX (HOPM MT1€CIIOBA):

We finished dressing. Mu 3aKiHYHIINA OJIATATHUCS.

2) Ilicast miecmiB Ta OIECHIBHHMX CJIOBOCIONYYeHb 3 IpuiiMeHHukamu: to leave Off,
to give up, to go on, to keep on, to put off, to insist on, to agree to, to prevent
from, to thank for, to be busy in, to be capable of, to be fond of, to be proud of, to
be surprised at, Ta iH.:

Mary left off ironing. Mepi nepecrana mpacyBaTH.
Fancy going for a walk in such weather.  YsBiTh c00i poTyJISHKY B TaKy
MOTOY.
3) Iicnsa npukmerHukiB Worth ta busy (3 mieciiosowm to be):
These fertilizers are worth buying. Lli nobpuBa BapTO KynuTH. Yesterday
he was busy working Buopa BiH OyB 3aifHATHIT
in the garden. poboToIO B caxy.

4) T'epynniii a60 1H(}IHITHB BKUBAETHCS MMICHIS TaKUX Ti€ciiB, sSK: 0 begin, to start, to
continue, to propose, to like, to try, to refuse, to intend, to forget, to remember, to
prefer:

The children began playing. = The children began to play.
llopisnaume:
(1) stop + gerund: When the professor entered the room, the students stopped
talking. (The room became quiet.)

(2) stop + infinitive of purpose: While | was walking down the street, | ran
into an old friend. | stopped to talk to him. (I stopped walking in order to talk
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to him.)

Komiuiekc 3 repynjiiem
[Tepmia yacThHa TEePyHIIATLHOTO KOMIUIEKCY — IMEHHUK V TIPUCBIMHOMY YU

3arajJbHOMY BIJIMIHKY a00 MpUCBIWHWK 3aliMeHHMK. Jlpyra dactuHa —
TEpYHIIN, 110 BUpaXae 110, Ky BHUKOHYE 4YHM 3a3Hae ocoba abo mpeaMer,
MO3HAYCHWHA  TEPIIOKD  YAaCTHHOK  KOMIUIEKCY. Takuii  3BOPOT  4YacTo
NIEPEKIAJIA€ThCS MIAPSATHAM PEUCHHSM, Ji¢ 3aMEHHUK YW IMCHHHK € ITiJIMETOM,

a TepyH/IiH - IPUCYJIKOM:

| don’t like him going here. MeHi He MOA00a€ThCs, IO BiH i1€
TY/IH.

| remember his friend taking part 1 mam’siTaro, 1o 1“oro

in the conference. JpyT OpaB y4acTh y KOH(EPEHIIii.

They told us about his coming here. Bonu cka3anu Ham mpo Te, IO BiH
HPUXOIUB CIOIH.

TpenyBaJibHI BIpaBH
1. Ilepeknagith Ha YKpPaiHCBKY MOBY, 3BepTalouM yBary Ha (QYHKUi0
repyH/isi B pe4yeHHi Ta ioro popmy:
1. He likes translating scientific articles from English into Ukrainian.
2. After having changed the temperature twice he decided to change
conditions of the experiment.
3. The manager has finished dictating a text to her secretary.
4. Having been read and corrected by the secretary, the text contained no
mistakes.
5. On carrying out his experiments, he could make a lot of calculations.
6. Instead of translating the article himself, he asked his friend to do it.

2. JIONOBHITH pevyeHHs, BXKUBaIOYM (POPMY repyH/Iisi HACTYIHHMX JTi€C/IiB:
to watch, to go, to stay, to write, to talk, to forget, to clean

1. I think people should stop ... television so much.

2. He has finished ... the flat.

3. Nobody thought of ... to bed.

4. Don't fear my ... her,

5. T insist on my sister's ... at home.

6

7

. I don’t enjoy ... letters.
. He likes ... to me.
3. Ckaaaith peyeHHsl, KOPUCTYIOUYHCH TA0JMLIEI0:

1. Thank you for seeing my parents next week.
2. I’'m thinking of disturbing you.
3. How about dancing and singing.
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4. | apologise for telling me the truth.

5. I’'m tired of understanding this.
6. She’s very good at going to the cinema tonight?
7. He’s not capable of answering that child’s questions.

4. 3 Hagedeno2o nepeniky dieciie, eudepimo mi, RICIA AKUX 8HCUBAEMBCA
2epyHOiiL:

Agree, avoid, can’t help, decide, expect, fancy, finish, give up, happen, hope,

mind, manage, prepare, postpone, promise, put off, refuse, seem, suggest,

wish.

5. BubepiTs npaBuiibny ¢Gopmy aiecsioBa (iH(piHITHB UM repyHii):
1. Do you remember (meet) her last year?
| regret (not visit) her when she was ill.
Do you want to go on (learn) English?
He doesn’t allow us (make) personal phone calls.
He’s stopped (smoke).
He stopped for a few minutes (rest).
| like (watch) TV in the evenings.
Do you think this book is worth (read)?
| can’t help (worry) about it.
10.1 managed (find) a taxi. 11.She

suggested (go) to a movie.

12.They can’t afford (buy) this car.

©Co~NOhowDN
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YMmoBHMI cioci
(The Subjunctive Mood)
YMOBHUH c1IOCIO BUpaXkae N0 HE SIK peabHy, a SK Taky, 1110 Moryia 6 BiAOyTHCS
3a MMEBHUX YMOB, a TaKOX HEOOX1HY, OaxkaHy abo HepeaabHy, HE3IIMCHEHHY.

B aHrmiicekiii MOBI BXHBAIOThCS 4YoTUpH (opmu yMoBHOro crmoco0Oy: the
Conditional Mood, the Suppositional Mood, Subjunctive I, Subjunctive II.

The Conditional Mood.
3 types of Conditional Sentences (3 Tunu yMOBHHX pedeHb).
Conditional Mood yrtBoproeTbess 3 gomomikaux miecaiB should a6o would, y
apyriit 1 Tperii ocodax — would. 3a ¢opmoro Conditional Mood 306iraerscst 3
Future-in-the-Past nitficHoro crioco0y, ajie Bipi3HAETHCS BiJl HHOTO 33 3HAYCHHSIM.
Conditional Mood BxxuBaeTbest sl BUpaKEHHS [Iii, sika BigOynacs O 3a MEBHUX
YMOB Yy TENEPIIIHBOMY, MUHYJIOMY a00 MailOyTHROMY 4acl, ajge He BiIOyaeTbes 3
SIKUXOCh TIPUYHH:
If she knew his addree (now), she would write to him. - SIkOu BoHa 3Hana #oro
azpecy, BoHa 0 Hamucasa Homy.

Conditional Mood mae nBi wacoBi popmu: present i past.

Present Conditional ytBoproetscst 3 momomikamx miecaiB should i would Ta
iH(IHITHBAa OCHOBHOTO Ji€ciioBa 0e3 yacTku 10 (30iraethest 3 Future Simple-in-the-
Past):

| (we) should/would work

He (she, it, you, they) would work

Present Conditional Bupaxae nito, 1m0 3a MEBHUX YMOB Morja O BimOyTHCS B
TenepilHbOMy a00 Mail0yTHROMY 4aci.

Past Conditional yreoproeThes 3 gomomizkaux miecii should i would ta mepdexTHoi
¢dopmu iH(DIHITHBA OCHOBHOI'O Ji€ciioBa 0¢3 vacTku t0 (36iraerscs 3 Future Perfect-
in-the-Past):

| (we) should/would have worked

He (she, it, you, they) would have worked

Past Conditional Bupaxae niro, o 3a MEBHUX YMOB MOTJIa O BiJOYTUCS] B MUHYJIOMY,
ajie yepes BIJICYTHICTh IIMX YMOB HE B110yJacs.
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3 THIIM YMOBHMX peyeHb
I Peanbna ymoBa, 1) If Present If | have enough time, I
TUII IO BigHOCHTBCS 1o Simple;  Present  visit granny every week.
TenepimHboro abo  Simple.
Mai0yTHBOI'O Yacy
2) If  Present If the weather is fine
Simple; Future  tomorrow, we’ll go to

Simple. the country.
II ManoiiMoBipHa If Past Simple; | he were® here. he
THIL yMoBa, MO £ ture-in-the-Past?  would help us.
B1JHOCUTBHCA a0
Terﬂepimeom 260 If I saw my friend
MalOyTHEOrO 4acy tomorrow, | should ask
him about it.
I Hepeamsna ymoBa, If Past Perfect; If | had seen him
Tan 1o BigHOcAThes g0 would +  Perfect yesterday, | should have
MHUHYJIOTO Jacy Infinitive asked him about it.

[TpumiTka:

1I[iecn0130 to be mae hopmy were B 1-iii Ta 3-iif OC. OJTHUHU, OCKIIBKH BKUBAETHCS
y ¢opmi Past Subjunctive.

2R YMOBHUX peueHHsX Il TUITy B TOJIOBHOMY PEUEHH1 MOXE BKUBATHUCS CIIOJTYUYEHHS
could a6o might 3 Indefinite Infinitive.
AnanoriyHo, B yMmoBHHMX peueHHsX III Tumy B TOJOBHOMY pedeHHI MOXKe
BkuBaTuCs crosydeHHs could abo might 3 Perfect Infinitive. Ha ykpaincbky
NEPEKITAJIAE€THCS — MIT O, MOTJIU O 3 1H(IHITUBOM:
He could do it if he tried. Bin mir 61 11e 3poOuTHO IKOU

He could have done it if he had tried.  cnpoOyBas.
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YmoBHi peuenns 3 gieciiobom WISH

Mae I wish you would read Sk 6u MeHi XOTiTocs, Mmoo
BigHOomeHHs mgo more in future. BM yYdTaJd OLIBIIE B
MaiOyTHBTO MaiilOyTHHOMY.
qacy
I wish we would (could) Sk Ou MeHi XOTiIoCs, 1100
meet next summer. MU 3yCTpiiucs (3MOTJH
3YCTPITHCS)  HACTYITHOTO
JiTa.
Mae | wish | had time. [IIkoxa, o B MEHE HEMAE
BIIHOIIIEHHSA O yacy.
tenepimHboro | wish | could speak Meni 0 XOTLI0CS
qacy German. PO3MOBIISITH HIMEIIBKOIO.
Mae | wish | had had more time Illkona, mo BYOpa s MaB
BiZiHOIIEHHS 10 Yesterday. MaJIo Jacy.

muHysoro yacy | wish you hadn’t done this. [llkoxa, 1m0 T 11e 3poOHB.
| wish he had been here then Illkona, 1o #oro Toai TyT
He OyJ10.

TpenyBajibHi BlipaBu

1. Bmpasa 1. Po3kpuiite Ay»KKH, IOCTaBTE AIECIOBO Y BiamoBigHOMY 4aci: She
(to buy) the dress tomorrow but the shop will be closed.

2. She (to buy) the dress but the shop was closed.

3. The teacher was absent today, so class was canceled. If she (be) absent
if again tomorrow, class (cancel) tomorrow, too.

4. If she (to learn) English, I (to buy) her this book.

5. If my brother (to have) time now, he (to help) us.

6. | am not an astronaut. If | (to be) an astronaut, | (to take) my camera with me
on the rocket ship next month.

7. | (to do) the same if I (to be) in your shoes.

8. It is expensive to call across the ocean. However, if transoceanic telephone
calls (be) cheap, I (call) my family every day and (talk) for hours.

Bnpaga 2. Po3kpuiite 1y:KKH, BJKUBAIOYH NOTPiOHY GopMy YMOBHOI0 pedeHHs
micast wish. Ilepekaanits ykpaiHCcbKO010:

| wish you (to come) with us.

| wish you (to be) with us yesterday.

| wish we (to meet) again next summer.

I wish | (to be) at yesterday’s party: it must have been very merry.

If only she (to tell) me the truth then.

| wish you (not to be) so impatient. It wasn’t wise of you.

o gk wh e
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7. They wished they (not to see) this horrible scene again.

8. | wish you (to phone) me last Sunday.

9. | wish I (to have) a season ticket to the Philharmonic next winter.
10. I wish you (not to speak) on the telephone so much.

11. I wish you (to send) word as soon as you arrive

12. They wish they (not to quarrel) with their neighbours a year ago.

Bnpaga 3. [lepedpa3yiite peueHHs 3a 3pa3KOM, BUKOPUCTOBYIOUYM BiInoBiaHi
4acoBi (popMH YMOBHOIO CIIOCOOY:
Model: If my brother has time, he will help them. If my
brother had time, he would help them.
1. If there is much snow in January, they will go skiing every day.
2. If you’ve spoken the truth, you won’t have anything to complain about.
3. If the rain stops, the children will go for a walk.
4. If | send the money at once, my dog will be returned alive and well.
5. If the water is warm, we shall have a picnic.

Bnpaesa 4. Ilepegppazyiime peuenns 3a 3pazkom, UKOPUCHOBYIOUU 6IONOGIOHI
Yacoei popmu ymosnozo cnocooy sionocno munynozo uacy: Model: If he saw his
friend, he would ask him about it

If he had seen his friend (yesterday), he would have asked him about it.

. If she were attentive, she wouldn’t make so many mistakes.

. If he were here, he would help us.

. If he knew the number of her telephone, he would ring her up.

. She would buy that book, if she had money with her.

. If Nick worked hard, he would pass his examination.

. If we had time, we would play chess.

. If she came in time, she would join us.
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FOR SELF STUDY
Text 1
BRANDS
1. Read the text and pay attention to the words in bold.

As the marketing expert Philip Kotler has said, ‘The most distinctive skill of
professional marketers is their ability to create, maintain, protect and enhance
brands.” But, despite the best efforts of professional marketers, the list of top brands
of today is not so different from that of 30 or 40 years ago: Coca-Cola, IBM, Ford
and Hoover are all still there. Consumers tend to form emotional attachments to foods
and household goods they grow up with. These brands gain mindshare in consumers
at an early age and new brands find it hard to compete with the established brands.

One area where new brands can appear is in new categories. For example, the names
Dell and Easyjet have emerged as extremely strong brands in built-to-order PCs and
low-cost airlines respectively, industries that have not existed for very long.

We tend to think of brands in relation to consumer marketing and packaged goods,
and consumer goods companies will often employ brand managers to develop their
brands. But the use of brands and branding is also important in industrial or business-
to-business marketing, where companies are selling to other companies, rather than to
consumers. As Amitava Chattopadhyay says in this unit of the Course Book: “A
brand is a set of associations in the mind of the consume”. In business-to-business
marketing, substitute ‘buyer’ for ‘consumer’, and there will be similar issues of brand
awareness, brand image and brand equity: the value to a company of the brands that it
owns. In business-to-business, the company name itself is often its most important
brand. A company’s image and reputation will clearly be key to its success.

ACTIVE VOCABULARY

create — cTBoproBaTH

maintain — marpuMyBaTu

protect — 3axuiaru

enhance — miacuoBaTu

emotional attachments — emoriiitna npuB’s13aHICTh

mindshare - gyacTka 3aBoiioBaHOi yBaru (MPOIEHT LiJbOBOI ayIUTOPil, sika modaymia
Yy Ipociiyxajia NeBHUM MaTepiai), acomiarllis 3 OpeHioM

new brands — HoBi OpeH I

established brands — knacuuni (Bimomi) Openn
new categories — HOBI KaTeropii

strong brands — criiiki, cTabibHI OpeHIu
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consumer marketing - MapKeTHHT CITO)KMBYHX TOBapiB
packaged goods — dbacoBaHHi TOBapH

brand managers — GpeHI-MeHeIKepH

set of associations — cykyIHicTh ysSBIIEHb

brand awareness — 06i3HaHICTh, MPOIH(GOPMOBAHICTH PO OPEHT
brand image — iMix OpeHIy

brand equity - Opena-kamiTal, MIHHICTb OpeHAY (CYKYNHICTh aKTHUBIB OpeHIy i1
3000B’s13aHb, TIOB’SI3aHUX 3 OPEHAOM, a TaKOX HOro iM’sM, 110 30UTBIIYIOTH a0o
3MEHIIYIOTh LIHHICTb, SIKYy Ma€ MPOAYKT a0o mociyra s GpipMu 3 TOYKH 30py i
KITIEHTIB)

reputation — pemyrarris

2. Learn active vocabulary.

3. Give a short summary of the text in writing using active vocabulary.

Text 2
HOW ORDINARY PEOPLE GENERATE GREAT IDEAS

1. Read the text and do the tasks after it.

Working out where great ideas come from is one of the big puzzles of modern
management. Corporate research laboratories and in-house product development
groups are only part of the answer. Innovative products and processes can come from
start-ups, competitors, university campuses to and ordinary employees.

Eric von Hippel, a professor of management of innovation at the Massachusetts
Institute of Technology, has spent three decades studying the role played by
customers in shaping new products. The results are nicely summarised in
Democratizing Innovation, a useful book on what he calls ‘user-centered innovation’.

For example, people who do extreme sports such as windsurfing or ice-climbing, play
a significant role in the development of equipment which is then mass-produced by
manufacturers. Surgical equipment companies are often led towards new products by
surgeons who operate using the equipment.

Users are often the first to develop many, and perhaps most, new industrial and
commercial products. For example, 3M, the industrial products group, has
programmes in place to collect ideas generated by key users. Von Hippel found that
these products at 3M were likely to be more innovative, enjoy higher market share,
have greater potential to develop into an entire product line.

Mass-producing products developed by key users is only one possible approach.
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Alternatives include selling toolkits with which customers can build their own
creations. For example, International Flavors & Fragrances supplies customers with
the tools to design their own food flavours. Users themselves develop the products.
These examples revolutionise the traditional division of labour between producer and
consumer. Democratizing Innovation shows that the flow of ideas and expertise is
more complex.

2. True or false?

a) Most new ideas come from in-house research.

b) It took Eric von Hippel three years to write his book.

C) People who go windsurfing have helped to create new products.

d) Surgeons are unlikely to be involved in product development.

e) 3M uses consumers’ ideas to create new products.

f) Von Hippel believes that user-led products are often better than those

developed inside a company.
) Some companies use toolkits to design their products.
h) The division of labour between product and consumer has changed.

3. Choose the correct alternative for the word in italics.

a) A puzzle is something which is

1) difficult to understand.

2) very interesting.

b) A decade is a period of

1) five years.

2) ten years.

1) GE keeps innovation under controlan important consumer.
2) the market leader.

C) If you revolutionise something, you
1) modify it a little.

2) change it completely,

d) If something is complex, it Is quite
1) complicated.
2) big.
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Text 3
GE KEEPS INNOVATION UNDER CONTROL

1. Read the text and do the tasks after it.

General Electric’s Global Research Centre covers 550 acres, employs 1,000 PhDs,
and has $500m a year in funding. GE’s scientists have to develop new products for
one of the world’s largest companies, with interests ranging from jet engines and
nuclear power stations to microwave ovens and wind turbines.

The research centre’s past achievements remind companies they need to keep
innovating in order to keep growing. The light bulb, lasers and special glass for
optical lenses were all historical breakthroughs when GE researchers developed them.

With globalisation and the emergence of low-cost manufacturing in Asia and
elsewhere, companies around the world have discovered that growth only comes
from selling better, more advanced products.

Thomas Edison, one of GE’s forefathers, would have been proud; a GE research
project for jet fighters resulted in an invention which revolutionised the way doctors
recognise illnesses.

During the 1980s, scientists at GE’s global research centre were looking at ways to
improve aircraft controls used by aircraft pilots.

Years later, one scientist, who had also worked in a related medical programme,
suggested applying the technology to X-rays. By the mid-1990s, GE was studying
‘digital X-rays’, which give a more accurate view of organs and bones than was
previously possible. In 2000, the company began marketing the first digital X-ray
machine. The technology is currently used in less than 10 per cent of the one million
radiology procedures done every day, but GE believes that it will eventually replace
traditional equipment. GE believes more of its inventions will find uses outside their
intended sectors.

2. Match the words and expressions (1-8) to their meanings
microwave oven

wind turbine

achievement

remind

breakthrough

take for granted

emergence

forefather

Important new discovery
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b) a machine to cook food quickly

C) someone who started the company a long time ago
d) success

e) not recognise the value of something

f) machine which uses wind to make energy

9) the appearance or arrival of something

h) help remember

3. Answer these questions.

a) How big i1s GE’s Global Research Centre?

b) What kind of products does GE produce?

C) Which three products pioneered by GE are mentioned?
d) Who was Thomas Edison?

4. Give two examples of how research in one field lead to innovation in another

Text 4
EMPLOYMENT

1. Read the text and pay attention to the words in bold.

Human Resources (HR), formerly known as Personnel, is the Cinderella of company
departments. Production managers manage production, sales directors head up their
sales teams, but HR directors do not, strictly speaking, direct employees.

They act more as facilitators for other departments: they deal with recruitment in
conjunction with departmental managers, they administer payment systems in tandem
with accounts, they are perhaps present at performance appraisal reviews when
employees discuss with their managers how they are doing, they may be responsible
for providing training, in industrial relations they are involved in complaints and
disputes procedures, and they often have to break the news when people are
dismissed. Human Resources Management specialists may be involved in:

. introducing more ‘scientific’ selection procedures: for example, the use of
tests to see what people are really like and what they are good at, rather than how
they come across in interviews.

. implementing policies of empowerment, where employees and managers are
given authority to make decisions previously made at higher levels.
. employee training and, more recently, coaching: individual advice to

employees on improving their career prospects, and mentoring: when senior
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managers help and advise more junior ones in their organisation.

. actions to eliminate racial and sexual discrimination in hiring and promotion
and to fight harassment

. in the workplace: bullying and sexual harassment.

. incentive schemes to increase motivation through remuneration systems

designed to reward performance.

But their services may also be required when organisations downsize and delayer,
eliminating levels of management to produce a lean or flat organisation: trying to
maintain the morale of those that stay and arranging severance packages for
employees who are made redundant, sometimes offering outplacement services, for
example putting them in touch with potential employers and advising them on
training possibilities.

Professional people who are made redundant may be able to make a living as
freelancers, or in modern parlance, portfolio workers, working for a number of
clients. They hope to be on the receiving end when companies outsource activities,
perhaps ones that were previously done in-house.

This is all part of flexibility, the idea that people should be ready to change jobs more
often, be prepared to work part-time and so on. The message is that the era of lifetime
employment is over and that people should acquire and develop skills to maintain
their employability.

ACTIVE VOCABULARY

recruitment — Ha0ip, KOMIUIEKTYBaHHS 0COOOBUM CKJIAJIOM
payment Systems — miaTi>kHi CUCTEMHU, CUCTEMHU PO3PAXYHKIB
performance appraisal reviews — oriHka pe3y/bTaTiB JisJIbHOCTI
training — HaB4YaHHS

industrial relations — TpymoBi BiIHOCHHHW; BIIHOCHHH MDX aJMiHICTpaIi€lo i
mpaliBHUKaMU

complaints — ckapra, He3a10BOJICHHS

disputes procedures — mporieaypa pa3peiieHus CriopoB
dismiss — 3BiIBHATH

selection procedures — nporeaypa Bibopy

empowerment — HaJlaHHS TOBHOBAXXEHb, PO3IIUPEHHS MMOBHOBaXKEHb (POOITHUKA)
(HamaHHS pOOITHUKY TpaBa MPUHAMATH YHOPABIIHCHKI PIMIEHHS B MeEXaxX MHOro
KOMIIETEHII11; OJIUH 13 cr1oco01B miABUIICHHS e((HEKTUBHOCTI YIIPABIIHHSA)

coaching — kypaTopcTBo, IHCTPYKTaXX, HACTABHUIITBO (METOJ] HABYaHHS 0€3 BiIPHUBY
Bl BUPOOHUITBA, KOJM KEPIBHUK BHPOOHMIITBA CaM KOHCYJBTY€E MIJJIEIJIOr0 1
JoromMarae KoMy 3aCBOITH HEOOX1H1 BMIHHS)
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mentoring - MeHTOpPCTBO (CIOcO0 HAaBYAaHHS MOJIOJOTO Creriamicra abo HOBOTO
CIIBpOOITHMKA, IIiJi dYac 4YOro BIH CTa€ HANapHUKOM OLIBII JIOCBIIYEHOTO
CIIBpOOITHHKA 1 TMepeliMae KOPHCHI HaBUYKH, CIIOCTEpPIralou 3a poOOTOI0
npodecioHana)

eliminate — ycyBatu, BUKIIIOYATH, JIKBI1IyBaTH, 3HUIIYBaTH

incentive schemes — 3axoau CTUMYITIOBaHHS TOIUTY

motivation — MmoTuBarist

remuneration systems — BuHaropoa, oruiara; 3apo0iTHa 1iaTa; KOMIICHCAIIIs
downsize — ckopouyBaTy (ITAT CIIY>KOOBIIIB)

delayer — ckopodyBaTtu (JTikBimyBaTH) piBHI (3MEHIIYBAaTH KIJBKICTh PIBHIB
YIOPABIIHHS B 1€pAPXIYHIN CTPYKTYp1 OpraHi3anii)

lean — exoHOMHMI, EKOHOMIYHUHA

flat — mmockwii, piBHUH; TOPU3OHTATHHHI
severance packages — BuxigHa jgomomora
redundant — 3BiIbHEHHIA, CKOPOUYCHHIA

outplacement — mpareBnamTyBaHHS B MOPSAKY IEPEBEACHHS, IPalleBIAIITYBaHHS
3BUJIBHEHUX

freelancer — mparroBaTH He 3a HAMOM; OYTH BUIBHUM XYyJI0KHUKOM

outsource — mepenaBaTH (4acCTHUHY OI13HEC-TIPOIIECY) HE3AIEHKHOMY MIIPSIAUUKY;
3aKazyBaTu a00 HaliMaTH Ha CTOPOHI

In-house — BcepenuHi (ipMH, BIACHUMH 3yCHJUIIMH, 0€3 3alydeHHsI 30BHIIIHIX
CIEILATICTIB

flexibility — rayukicts

lifetime employment — noBiuHa 3afiHATICTH; JOBIYHWKM HaliM  (MIPHUHIUIM
NpaleBIAMTYBaHHS, KOJIA POOITHUK MPOTATOM BCHOTO TPYAOBOTO XKHTTS MPAIOE HA
OJIHOTO 1 TOT'0 K BJIACHUKA KOMIIaHii;)

employability — npare3aaTHicTh, MOXJIMBICTh (BMIHHS) 3HAHTH pOOOTY; MOKJIMBICTh
3aHITOCTI

2. Make up 10 questions to the text in writing

Texth
AMERICAN DREAM GETS A LATINO BEAT

1. Read the text and do the tasks after it.

Next month Procter & Gamble, which has for some time been reaching Hispanic
consumers through brands such as Gain, the laundry detergent, will go a step further
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in its efforts to woo Latinos. When Tide Tropical Clean hits the shelves, it will be
promoted with the usual multi-media advertising campaigns. However, what
distinguishes this new product from others is the fact that the product itself has been
shaped with the Latino market in mind. An important element of this is the
detergent’s smell. ‘Fifty- seven percent of Hispanics describe themselves as active
scent seekers,” says Mauricio Troncoso, marketing director of P&G’s multicultural
business development unit. ‘And this is just the hard data. When you try to quantify
what it means, you would be surprised how strong a scent needs to be considered as
really strong.’

Unilever Bestfoods also hopes to seduce Latino consumers, encouraging them to
‘enamorelos con Ragu’ (fall in love with Ragu) through the pasta sauce brand’s first
television ad campaign, launched last month, aimed at US Hispanics. Shot in
Argentina, the ads tell the story of how a family falls in love with Ragu.

With a Hispanic population rapidly heading towards 40m, the increase in numbers is
matched by a sharp rise in Latino spending power. In addition, it seems that Latinos
may be more responsive to advertising than other groups. A Nielsen Media Research
study released this month found that Spanish-language television viewers pay more
attention to commercials and are more likely to base their purchasing decisions on
advertisements than other US consumers.

But while the Hispanic community may represent an appealing target for advertisers,
it is by no means a uniform one. American Latinos represent a highly diverse
population — the word ‘Hispanic’ is an ethnic category, rather than a racial group, that
can refer to people whose origins range from Mexican and Puerto Rican to Cuban
and Argentinian.

Marketers also need to take into account differences between first-generation and
second-generation Hispanics. ‘As an advertiser, it is important to be aware and
sensitive to these differences and what they mean from a strategy and
communications perspective,” says Susan Wayne, Executive Vice-President of
marketing at Old Navy, the clothing retailer that is part of the Gap group.
Recognition of this fact was what last November prompted Old Navy to create its
first Spanish-language TV campaign. ‘We know from our research that we had a
stronger emotional connection with our Hispanic customers who were very integrated
in American culture. But we also found out that we were not speaking to Hispanics
who are predominantly Spanish-speaking and who are more comfortable with
Hispanic culture; says Ms Wayne.

2. Below are possible headings for each paragraph. Put the headings in the
correct order.

1. US Hispanics and their reaction to advertising
2. Differences between generations of US Hispanics
3. The non-uniformity of US Hispanics
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4, Hispanics and the campaign for Ragu pasta sauce
5. Hispanics and the campaign for Tide Tropical Clean

3. Choose the best alternative to replace the expressions in italics.

a) Next month Procter & Gamble, which has for some time been reaching
Hispanic consumers through brands such as Gain, the laundry detergent,...

. talking to

i. selling to

Ii. arriving with

b) will go a step further in its efforts to woo Latinos,
. attract

il put off

ii.  find

C) When Tide Tropical Clean hits the shelves

I. becomes unavailable

il becomes successful

Ii. becomes available

d) ...what distinguishes this new product from others...
. makes this new product the same as others

il makes this new product different from others

iii. makes this new product better than others

e) the product itself has been shaped with the Latino market in mind
. sold

i. developed

ii. formed

f) Fifty-seven percent of Hispanics describe themselves as active scent seekers ...
I. people who really love pleasant smells

ii. people who really hate unpleasant smells

Ii. people who are not interested in pleasant smells

9) When you try to quantify what it means ...

I. meter

ii. metrics

Ii. measure

3. Look at the expressions in italics as they are used in the article. True or false?
a) Seduce means more or less the same as ‘woo’.
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b) If you encourage someone to do something, you try to persuade them not to do
it.

C) If a film is shot in a particular place, it is filmed in that place,

d) If a figure is heading towards a particular level, it is moving towards that
level;

e) If you are responsive to something, you take no notice of it.

f) If you pay attention to something, you dislike it.

) Another expression for purchasing decisions is buying decisions.

4. Match 1-7 with a)-g) to make expressions used in the article.

1) Hispanic a)  group

2) appealing b)  Hispanics

3) diverse C)  connection

4) racial d)  population

5) second-generation e) retailer

6) clothing f) target

7) emotional g) community

5. Now match the first parts of the expressions 1-7 in Exercise 4 to their
meanings below.

a) relating to clothes
b) relating to the emotions
C) relating to race

d) varied
e) relating to people from Latin America
f) relating to children of immigrants

9) attractive

6. What is the key message of the article? Choose the best alternative.
Marketers in the US must remember that the Hispanic community...

a) dislikes strong perfumes.

b) prefers TV advertising to be filmed in Spanish-speaking countries.
C) contains sub-groups with different attitudes.
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Text 6
ASKING FOR A RAISE

1. Read the text and do the tasks after it.
Before you read

What is the procedure for getting a salary increase in your organisation or any
other company you know about?

THE MONEY MOVE

You want a raise. You deserve a raise. But how do you ask for a it? Experts say there
are several ways to make the interchange less stressful and more successful. The first
sign her co-workers noticed was the empty candy bowl. Lisa, an accountant at a
construction company, was a cheerful woman who had always kept a dish of goodies
on her desk. When she started removing the pictures and the plants from her office,
rumours began to circulate. She did not explain her behaviour to anyone. Then the
candy dish disappeared. ‘She had been promised a raise for a long while,” recounts
Linda Talley, an executive coach based in Houston. Removing things from her office
was a subtle way of letting her employers know she wouldn’t wait any longer, but it
worked. A few months later her salary was boosted by $5,000. There are many ways
to ask for a raise, and Lisa’s method is not for everyone. But experts say there are
some basic ways to enhance your prospects for success.

Adding value

The golden rule is to offer value, based on qualifications and achievements. Forget
about your years of hard work, your experience, your personal needs and expenses,
your mortgage, your ailing grandmother and your Great Dane’s dog food bills. The
‘dumbest case you can possibly present is one based on pity,” warns Howard Figler, a
career counselor and author of The Complete Job-search Handbook.

In the private sector, your contribution probably falls within certain categories. You
may be a key person who attracts new customers or one who is skilled at retaining the
present relationships. You may be a cost-cutter, who improves the company’s bottom
line. Less quantifiable, but no less important, your reputation might enhance that of
your employer or you could be one of those sunny personalities who boosts the
morale of all around them, enhancing productivity. R&D It stands for ‘research and
documentation’, which is your responsibility. You must pinpoint your worth in the
marketplace before entering into any salary negotiation. Although specific salaries
are a taboo topic and rarely discussed among co-workers, you can find comparative
information on career-related websites and through professional organisations.

Brad Marks, CEO of an executive search firm specialising in the entertainment
industry, recalls a cable TV company division head who wanted a 30 percent raise as
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a good example. When Mr Marks asked him to make a case for the huge jump, the
executive returned armed with details of his contributions over the years and the
statistics to show he was underpaid compared to peers in the company and the

industry. ‘However, some people just give a number at random,” according to Mr
Marks.

Taking the plunge

Now that you have done your homework, it is time to prepare yourself mentally for
the big day. Few people enjoy the idea of confronting their boss and risking refusal
(which is one reason so many companies have built in a structured system of regular
reviews and promotions), but it is important to remain calm. Lastly, even if your
palms are sweating, don’t forget to smile.

2. Read through the whole article. Who are these people?
a) Brad Marks

b) Howard Figler

C) Linda Talley

d) Lisa

3. Find expressions in the article that mean:
a) colleagues. (2, 7 letters)

b) American English for’sweets’. (5 letters)

C) information that you hear unofficially, that may or may not be true. (7 letters)
d) the things that someone does or says considered as a whole. (9 letters)

e) someone whose job is to ‘train’ and advise senior businesspeople about their
careers. (9, 5 letters)

f) increased. (7 letters)

4. Match the verbs 1-8 with the expressions a)-h) from the article.

1 offera your experience

2 forget b your employer’s reputation
3 present  C value

4 attract d present relationships

5 retain e new customers

6 improve f morale

7 enhance ¢ the company’s bottom line
8 boost h a dumb case
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5. Now match the expressions in question 3 with their meanings.
a) keep on good terms with current customers and suppliers
b) use weak or stupid arguments

C) improve the way people feel

d) improve the opinions that people have about your company
e) obtain new clients

f) add to profit because of your qualifications and experience

9) don’t talk about what you have done
h) contribute to the company’s profitability

6. Look at the expressions in italics as they are used in the article. True or false?

a) R & D here means ‘Research and Development’.

b) If you pinpoint something, you identify it.

C) It is generally acceptable to talk about a taboo topic.

d) If you are armed with information, you have it with you and use it to your
advantage.

e) Your peers are the people above and below you in your organisation.

7. Choose the best alternatives to replace the expressions in italics.
a) Taking the plunge
. diving into a pool
i. falling in value
iii. doing something after a period of preparation or hesitation
b) ... prepare yourself mentally
I. in your mind
ii. in your body
Ii. in your work
C) Few people enjoy the idea of confronting their boss
I. talking to their boss in a roundabout way
ii. facing their boss directly to talk about a difficult subject
. attacking their boss
d) ... structured system of regular reviews
. appraisals
. criticisms
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I. shows

e) ... and promaotions

. when employees keep the same job in an organisation

il when employees move to another organisation

ii.  when employees get a more senior job in an organisation
f) ... even if your palms are sweating, don’t forget to smile

. transpiring

Il expiring

Ii. perspiring

8. What is the key message of the article? Choose the best alternative. The best
way to get a raise is to ...

a) threaten to leave the company.
b) make your boss feel sorry for your financial situation.

C) prepare a logical case showing how you contribute to your company’s
profitability.

Text 7
COMPETITION

1. Read the text and pay attention to the words in bold.

Michael Porter was the first to analyse systematically the competitive forces that
operate in a particular industry. He found that in any given industry there are

. cost-leaders: low-cost producers with a broad scope and cost advantage,
appealing to many industry segments (many different types of buyers, each with
different needs).

. differentiators, appealing to buyers who are looking for particular product
attribute (characteristics) and positioning themselves as the most able to meet those
needs.

. focussers concentrating on one particular segment and that try to find
competitive advantage by satisfying the needs of buyers in that segment better than
anyone else.

These are the available choices, according to Porter, that a commercial organisation
has if it wants to compete effectively, and not get ‘stuck in the middle’.

Competition between companies can be tough, aggressive, even ferocious or cut-
throat. Firms may price aggressively in order to build market share, perhaps selling at
a loss. They hope to recoup their losses later when, having established themselves to
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benefit from economies of scale (producing in larger quantities so that the cost of
each unit goes down), they are able to charge market prices with a healthy profit
margin on each unit sold. This is one way of becoming a cost leader.

Competition can also be gentlemanly or even cosy. Companies of similar size in a
particular industry may have similar costs and charge similar prices. But then one
competitor reduces its prices, hoping to increase its unit sales (the number of goods it
sells), bringing in more money to cover its fixed costs and thereby increase profit.
Other competitors follow suit, each reducing its prices in a price war. This happened
in the UK quality newspaper market, but there was no clear winner, especially as the
overall market was shrinking.

Competitors may enter into forms of cooperation, such as joint ventures, for specific
projects. They may even talk about strategic alliances. But these can go wrong and
lead to recrimination between the partners.

Emerging industries are very attractive. Companies want to get in before the rules of
the game become set in stone and be able to influence how they are fixed. A start-up
has the advantage of building its own corporate culture: its own way of doing things.
An established company may buy firms in unrelated industries, including start-ups in
emerging industries, hoping that some of their acquisitions will turn out to be leaders
in their fields and become money-spinners. But it may just end up as a conglomerate
of more or less profitable companies, and some unprofitable ones, with different and
perhaps incompatible cultures.

These are the big questions in competitive strategy: Which are the industries to stay
in, invest in and develop? Which are the new ones to get into? Which are the ones to
get out of? Answering these questions is not easy: multibillion dollar mistakes are
easy to make.

ACTIVE VOCABULARY
competitive forces — KOHKypeHTHI CHITH

cost-leaders — mimepctBa B 3aTpatax (IparHEHHs 0 3aXOIUICHHS OUIBIINOT YacTKH
PUHKY dYepe3 IepeBary y BHUTpaTax; OJHAa 3 TPhOX YHIBEPCAIbHUX CTpaTeriii o
M.IToprepy)

low-cost producer — BUpoOHHUK 3 HU3LKUMH 3aTpaTaMu

broad scope — mmpokwuit Maciitad. po3max; chepa, 06macTh aii

cost advantage — nmepeBara B 3aTpaTax, 1o co0iBapTOCTi

differentiator — nudepentiatop

product attribute — BnacTuBicTh TOBapy (BiAMiHHA XapaKTEPUCTHKA TOBAPY)
positioning — po3MilieHHs , MO3UIIOHYBaHHS

competitive advantage — koHKypeHTHa mepeBara (mepeBara, oOecCIeUYHBAIOIICe
KOHKYPEHTOCIIOCOOHOCTh, HEKOE KayeCTBO, Jarollee MOTCHIIHATBLHOE MPEBOCXOICTBO
HaJl KOHKypEHTaMH Ha PBIHKE, B CIIOPTE M T. I1.)

tough - mirHMIT; HETOXUTHUH, CTIMKHI, HE3TOBIPJIUBUH, YIIEPTHH
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aggressive - arpecuBHUH

ferocious - >kopCcTOKHUH, JKaxJIMBHIA

cut-throat — sxopcTKa KOHKYpEHITis

market share - muToMa Bara Ha pHHKY JaHOT'O TOBapy (IIPOIYKIIiT KOMIIaHi1)
economies of scale — ekOHOMIYHICT 3aBASKH BEJIMKOMY OOCATY BUPOOHHUIITBA
market prices — puHKOBI LiHK

profit margin - peHTaOCNBbHICTh MPOAAXK, Mapka HPUOYTKY (PO3PAXOBYETHCS SK
BHUpaXEHE B MIPOIICHTAX BITHOIICHHS YUCTOTO MPHUOYTKY 10 BUPYUYKH BiJ IPOJAXKY)

gentlemanly — BuxoBaHwMii; BBIYWJIUBUH

COSY — 3aTUIIHUAN, IPUEMHHUI

unit sales - momry4Hui MpoaX, MPOAaX MTYKAMU;
fixed costs - mocriiiHHi 3aTpaTH

price war — 1iHoBa BiiiHa (KOHKYPEHIIisI BUPOOHHKIB, 10 0a3y€ThCSA HA arpeCHBHOMY
3HMKEHHI 111H)

joint ventures — cmijbHE HiANPUEMCTBO, CIIJIbHA JTIATEIBHICTH (fopuaudHa (opma
MIIIPUEMHUIITBA HA OCHOBI KOPOTKOCTPOKOBOIO, OJHOIPEAMETHOTO, Pa30BOI0
o0’eaHaHHs OCIO I peamizailii KOHKPETHOTO IMPOEKTy, 4acTo 0e3 CTBOpPEHHS
IOpUUYHOI OCOOM; CIUJIbHI 3 HAIllOHAJIBHUMH MIJIPUEMCTBA YAaCTO € TOJIOBHUM
CIIOCOOOM MPOHUKHEHHS 1HO3EMHOTO KaluTady Ha HalllOHAJTLHUN PUHOK)

strategic alliances - coro3; anbsHC
start-up — "crapran" (HewoAaBHO CTBOpEeHa (pipma, 3a3BUYAN IHTEPHET-KOMITaHIsl)

corporate culture — xopriopaTuBHa KyJbTypa (Oprasizaiis BUpOOHUYOTO TPOIECY B
KOMIIaHii)

established company — ¢ipma, mo Bxe ykopiHwiacs (yCHIIIHO MPAIIOE TPOTITOM
0aratboX pOKIB)

unrelated industries — HeroB’si3aHi rairy3i MPOMHUCIOBOCTI
conglomerate — mpoMucIioBHit KOHTJIOMEpaT, OararonpodiibHa KOPIopartis
incompatible cultures — necymicHi kynbTypu

2. Make up a short summary(10 sentences) of the text in writing
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