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Preface

The course «Marketing in English» is designed for the 2"d-year
«Marketing» students of Economics. This course is important for
understanding and using key concepts in the field of marketing.

This discipline helps to understand the specifics of marketing
activities in English-speaking countries, and is important for successful
business at the international level; it allows to communicate with
colleagues, partners, investors and clients from other countries in business
English, as well as expand the employment opportunities in the field for
foreign companies; it provides an opportunity to get acquainted with and
study new world trends and innovations in the sphere of marketing and
implement them in the domestic market.

The course «Marketing in English» consists of the following items:

- introduction to marketing ( marketing concept);

- marketing characteristic features and classification of its types;
- an enterprise marketing environment;

- marketing research and information system;

- marketing product policy;

- marketing price policy;

- marketing sales policy;

- marketing communication policy.

«Marketing in English» is based on the textbook Marketing for
Bachelors: A Practical Course. Tutorial for practical classes / structure. :
|. Budnikevych, 1. Babukh, O. Burdyak, V. Vardevanyan,
E. Venger, |. Havrysh, I. Zrybneva, O. Kyfyak, I. Krupenna, N. Romaniuk,
|. Cherdantseva; Ed. Doctor of Economics, Prof. I. M. Budnikevich. —
View. 3nd, revised. and supplements. — Chernivtsi : Yuriy Fedkovych
Chernivtsi National University, 2023. — 268 p.



ASSIGNMENT RECOMMEDATIONS

Task: Write comprehension questions. Written homework on issues of
the lecture material.

Task: Discuss the following questions. Questions for oral discussion in
a practical session.

Task: Group activities. Team or mate case situation modelling.

Task: Individual work. An individual task for each student in the form
of a presentation, report or essay.

Task: Read and translate. Marketing article to be translated into
Ukrainian with the help a dictionary in compliance with technical
translation requirements.

Technical translation is a type of translation that allows the exchange
of special scientific and technical data and information between people,
speaking different languages. Technical group fields require thorough
theme study and terms determination. To be as close as possible to the
original and satisfy the customer, the technical translation should meet the
following criteria:

1. Precision. The main condition for an accurately translated technical
text is the exact terminology observance and correct sentence
construction.

2. Brevity. All information in the original should be provided
concisely, succinctly and competently.

3. Clarity. Regardless of the brevity and terseness of the technical
translation, it should be quite clear and simple.

4. Literariness. The text must comply with generally accepted literary
language standards.



TOPIC 1
INTRODUCTION TO MARKETING

Keywords: marketing, needs, wants, demand, product, marketer,

exchange, market, satisfaction, production concept, product concept,
selling concept, marketing concept, societal marketing concept,
relationship marketing concept.

Task 1. Explain the essence of the concept:

o 01k whE

Production concept

Product concept

Selling concept

Marketing concept

Societal marketing concept
Relationship marketing concept

Task 2. Discussion questions and exercises

1.

2.

3.

4.

Discuss how marketing can be used in different organizations.
Include in your discussion profit/non-profit organizations

Give an example of a good, service, organization, person, place, and
idea that may be marketed. What are the five components of the
marketing concept? Give an example of each component.

Explain the process of exchange that takes place at different levels
of distribution from the manufacturer to the final consumer.

What is customer satisfaction? Why is it so important to any firm?

Task 3. Write your own opinion

1.

Marketing Myopia. From your own experience as a consumer, name
a product that you buy now that you think could not ever be replaced
by another product in the future.

NOTE: This is not about what you personally like and can’t live
without; it means some product (good or service) for which you
believe there would be absolutely NO substitute, ever); explain your
choice briefly.

. Henry Ford said of his early automobile that people could have it in

any color they wanted as long as it was black. Why was Ford able to
make this statement?



3. What is the difference between a selling orientation and a marketing
orientation?

4. Assume you are a marketing manager. Describe the marketing
strategy for each of the orientations of marketing management
philosophy.

5. A Matter of Ethics. One of your distributors has brought you a
cardboard display for use in your record store. It helps promote the
sale of a new pop CD, but you are not sure you should use it because
it contains a racy picture of the singer. You are concerned because
the album being promoted is aimed at the pre-teen market. Discuss
the ethical implications of using or not using the display. Is it worth
it if more albums are sold, but the store develops a reputation for
inappropriate content? What are the pros and cons of using (or not
using) the display as a marketing tool?

Task 4. Read and translate
«5 Truths About Marketing After the Pandemic

It’s safe to say that 2020 was a year like no other and that 2021 will
certainly not revert back to the old normal. So, as marketers think about
building brands during this year and beyond, what should we take away
from the pandemic? What can we do to help companies grow faster? And
how is marketing being redefined in the age of Covid-19?

Asking and answering these questions is critical to marketing
success in the months and years ahead. Over last several months I’ve been
comparing what I’ve learned from two decades working in media and
marketing with what we’ve all learned during this single year of epic
change. In particular, I’ve identified 10 ways in which the pandemic
challenged critical truths about marketing and gave us a new set of rules
moving forward.

1. Old truth: Marketing begins with knowing your customer.

New truth: Marketing begins with knowing your customer segment.

The Covid-19 crisis has reinforced what we already know: that
brands must communicate in very local and precise terms, targeting
specific consumers based on their circumstances and what is most relevant
to them. That means truly understanding the situation on the ground,
country by country, state by state, zip code by zip code. For some
businesses, such as banks, restaurants, or retailers, it may even mean
tailoring communications store by store.
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Beyond geography, we have learned marketing messages need to be
personally relevant, aligned to an individual’s situation and values, as
opposed to demographics, such as age and gender. Creating a personal,
human connection within any commercial message requires defining
consumer segments that describe people according to multiple dimensions
that influence their purchasing behavior — from their psychographics to
attitudinal characteristics.

The EY Future Consumer Index, which has conducted five waves of
research with 14,500 individuals in 20 countries since the start of the
pandemic, has identified five different cohorts of consumers:

1. Affordability first (32% of consumers): Living within their means
and budget, focusing less on brands and more on product
functionality.

2. Health first (25%): Protecting their health and that of their family,
choosing products they trust to be safe and minimizing risks in the
way that they shop.

3. Planet first (16%): Trying to minimize their impact on environment
and buying brands that reflect their beliefs.

4. Society first (15%): Working together for the greater good, buying
from organizations they find to be honest and transparent.

5. Experience first (12%): Living in the moment to make the most of
life, often making them open to new products, brands, and
experiences.

Utilizing customer segmentation and personas can bring deeper
insights to media strategies and creative marketing approaches. Better still,
these insights can be carried through to inform the full customer journey.

2. Old truth: You are competing with your competitors.

New truth: You are competing with the last best experience your
customer had.

Consumer expectations were already on the rise before Covid-19.
Gen Z grew up with technology seamlessly integrated into their lives.
Direct-to-consumer companies (like Glossier or Parachute) were already
conditioning us to expect a level of hyper-personalization since they were
particularly adept with our personal data.

But when the coronavirus hit, digital transformation accelerated
overnight. This, in turn, sent consumer expectations skyrocketing in terms
of what companies could do for them with a more digital experience. The
customer expects so much more than just a seamless digital transaction, as
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Carla Hassan, chief marketing officer of Citi, explained to me earlier this
summer. Now that companies have their personal data, they want
anticipatory, personalized experiences across the entire customer journey.

Companies should follow three strategies to ensure their experiences
deliver their customers’ rising expectations:

1. Make brand scores a key KPI for the full customer-facing
organization, ideally using real-time analytics as opposed to a
snapshot looking backwards from a point in time.

2. Build the right data and technology foundation to support important
use cases throughout the customer journey.

3. Align individual and collective goals across the customer journey so
any disconnects between functional silos like marketing, sales, and
customer service are invisible to your end consumer.

3. Old truth: Customers hope you have what they want.

New truth: Customers expect you to have exactly what they want.

If the bar just keeps rising, we must aspire to new values around
customer experiences — in both a B2C and B2B context. Consumers today
expect that any experience will be frictionless, anticipatory, relevant, and
connected. In other words, they are concerned only with getting what they
want, when they want it. And they insist nothing gets in their way.

Creating these experiences requires companies to place data and
technology at the core of their organization. This likely means building
some degree of machine learning and/or artificial intelligence into the mix.
Why? Because data enables us to create more relevant experiences across
one or more dimensions of the four Cs:

- Content (that can be provided in experiences like emails or mobile
apps);

- Commerce (such as physical retail, e-commerce, or a hybrid
experience);

- Community (such as convening B2B buyers at a virtual trade show
or hosting a webinar on home repair for consumers); and

- Convenience (like offering consumers coupons or benefits from a
loyalty program).

Today, most of the 4Cs are delivered in «one-size-fits-all»
approaches, but as consumers increasingly demand greater
personalization, companies will need to use more data and intelligence to
sharpen their decision-making and drive greater relevance in their
customer interactions to build stronger human connections to their brands.
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4. Old truth: Courting customers is just like dating.

New truth: Courting customers is just like online dating.

For a long time, marketing was largely about buying mass reach or
targeted reach at the best rates in media and hoping to convert it. So,
basically, it was like going to as many parties or bars as you could in the
hope you would find that special someone. It was a world of spontaneity,
serendipity, and frankly, a lot of face-to-face encounters.

Enter online dating and swiping through apps. Now, finding your
perfect match may be less about chance and more about data and
algorithms. In marketing terms, we have seen a shift from brand marketing
to build reach to performance marketing to generate leads. The pandemic’s
acceleration of digital channels only exacerbated that trend.

However, while performance marketing enjoys a strong and
important position in the mix, leading CMOs recognize that it is a fine
balance of brand and performance marketing that delivers the best results,
and they must fight hard against a bias toward that which is most easily
quantified. Many are bringing their customer relationship management
(CRM) team closer than ever to their media teams to see the full
continuum more easily and realize efficiencies. CRM, which is powered
principally by first-party data, or customer data that the company owns
(with the consumer’s consent, of course), is the driving force for initiatives
like coupons, personalization, or email marketing.

However, that same first-party data can help generate greater
efficiency in media, particularly digital media and other addressable
formats allowing companies to target on a one-to-one basis. With third-
party data declining in value as key browsers usher in rule changes by
January 2022, marketers are getting way better at engineering the online
«dates» that they want to go on, learning the new ways they need to
harness the power of their own data, and developing new strategies to
partner with publishers. Even as the targeting (or dating) strategies shift
with the new rules of the game, it will be important for companies to leave
space for both brand and performance marketing given that bottom funnel
strategies drive top funnel goals and vice versa. Simply put: They work
better together.

5. Old truth: Customers must sit at the heart of your marketing
strategy.

New truth: Customers must sit at the heart of your customer journey.

The concept of customer-centricity is not news. However, the
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functional silos that interact with customers are often disconnected
because of politics, org charts, technologies, or geography. The question
Is: How can we conceal these internal disconnects from the customer, who
assumes that the whole company knows them holistically? We have all
called customer service and spoken to a call center rep or chatbot that was
not operating with the same information as a retail location — and vice
versa.

We must remember that marketing is often just the beginning of a
relationship with the customer. For example, in a B2C context, we go
through a journey of engaging them, converting them to a sale directly or
indirectly, and then hopefully retaining them so they become advocates
and potentially open to upsells and cross-sells. Marketing must be viewed
in the context of the full end-to-end journey and, where possible, work to
connect the dots.

It is not realistic to believe that the operating model for all customer-
facing functions can or should report to the same place. The notion that
reorganization solves all is a common misconception. It is far more
important to look thoughtfully at the operating model and consider the
processes, technologies, talent, data models, and KPIs to find the right
ways to align objectively around the customers’ needs — then drive change
accordingly»[4].

Task 5. After reading the text «One year of war in Ukraine
Assessing the impact on global trade and development»
(https://www.wto.org/english/res_e/booksp_e/oneyukr _e.pdf), write a
report, essay,or resume, which includes:

1. Analysis of the World Merchandise Trade Volume.

2. Characteristics of the Estimated Value and Volume of World Trade
in Selected Agriculture-Related Products.

3. Description of changes in the value and volume of world trade by
product.

4. Analysis of the share of world trade with a high concentration of
exporters.

5. Characteristics of the number of trade policy measures.
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TOPIC 2
CLASSIFICATION OF MARKETING TYPES

Keywords: product-oriented marketing, consumer-oriented marketing,
marketing of consumer goods, marketing of industrial goods, commercial
marketing, strategic marketing, tactical marketing, operative marketing,
undifferentiated  marketing, differentiated marketing, concentrated
marketing, national marketing, international marketing, innovative
marketing, negative demand, latent demand, faltering demand, irregular
demand, overfull demand, unwholesome demand, conversional marketing,
developmental marketing, remarketing, synchromarketing, demarketing.

Task 1. Write comprehension questions:
1. Describe the four components of the 4P marketing mix.
2. Find the description of other approaches to marketing mix, like
4Cs, 5Ps, 7Ps etc.
3. What are the main principles of marketing?
4. Analyze functions of marketing and their application at the
company taking into account main marketing principles.

Task 2. Discuss the following questions:

1. Explain the meaning and give the characteristic of instruments of

different types of marketing depending on the demand.

2. What do you understand by the term «latent demand»? How should
marketing deal with such a situation?
Describe the main forms of demarketing. Give the examples.
A well known example of synchromarketing is the happy hour that
many cafes around the world have to attract customers at earlier,
nonpeak times by offering two drinks for the price of one. Also ski
resorts offer reduced process early in the ski season and increased
price levels in the top seasons. How the concept of synchromarketing
can by applied for higher education?

B w

Task 3. Group activities

Talk to several people who work in marketing (for example retailers,
sales people, advertising people and see how they enjoy their jobs. Discuss
with them what experience had their firm or organization of experimenting
with changes in the physical environment to see whether this will improve
sales? Discuss your findings with classmates.
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Task 4. Read and translate
«Digitalization and its impact on contemporary
marketing strategies and practices

Since its inception, technology has transformed the way businesses
operate and the consumption of goods and services. For example,
technology has revolutionized the way companies promote their products
and services, perform their business activities, communicate/exchange
information, and manage resources. On the coynsumer side, technology has
significantly changed consumption patterns and empowered them to be part
of the product acquisition process. In every aspect of business, the
emergence of new technologies such as artifcial intelligence, big data,
blockchain, virtual reality, and robots have created a new paradigm shift
and promoted innovation in the area of marketing research and practices.
Such transformation has become a marketing catalyst, perpetuating new
marketing trends and archetypes in digital marketing and marketing
analytics. In recent years, the progression of digital marketing via social
media has expanded beyond its original purpose as a platform for social
networking. Instead, it has evolved into a platform that enables businesses
to communicate with their customers almost instantly and be directly
involved in developing marketing strategies. Specifcally in digital
marketing, customers can collaborate with companies as co-creators in
almost every aspect of the business process including product/service
development, value creation, and marketing strategy development. By
Incorporating user-generated content into digital marketing, consumers can
assume the role of «broadcasters», they no longer listen to the marketers,
just like what happened in the past. Undoubtedly, the benefts of digital
marketing and the potential of high ROI have made this channel one of the
marketers’ most preferred choices.

In addition, the emphasis on digitization and data-driven practice
among businesses nowadays has made marketing lean towards science-
based and provides marketers unlimited access to valuable insights into
their company performance, customers, and opportunities. In essence,
marketing analysis is seen as identifying patterns of data that help
marketers in marketing decisions. With the availability of marketing and
data analysis tools, the importance of how data can explain market trends
and better understand consumer preferences are clearly spelled out. More
importantly, marketing analytics help businesses and marketers optimize
their marketing campaigns, segment their market, and reduce costs

13



associated with marketing activities, providing business organizations
with a sustainable approach in the long term.

Despite particular research conducted on the issues related to digital
marketing and marketing analytics, additional attention is needed to study
the revolution and potentially disruptive nature of these domains.
Considering the substantial impact of digital marketing and marketing
analytics in the current competitive and demanding business landscape,
the special issue editors hope that this issue lays a foundation in the
academic perspective of these domains. We would like to recommend that
more research be conducted to challenge the existing status quo and raise
awareness of these domains in the near future; especially in the
contemporary environment that requires more than just the knowledge
brought from traditional marketing. For instance, there is room to explore
further how biological technology, livestreaming, virtual infuencer,
neuromarketing, blockchain technology, metaverse, gamifcation, and
omnichannel platform could be used for the marketing and analytic
purposes» [3].
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TOPIC 3-4
MARKETING ENVIRONMENT, MARKETING DATA
AND MARKETING RESEARCH

Keywords: marketing environment, internal marketing environment,
microenvironment, macroenvironment, marketing research, PEST
analysis, SWOT analysis, marketing information, marketing information
system, internal records, descriptive research, exploratory research,
casual research, primary data, secondary data, quantitative research,
qualitative marketing research, interviews, focus groups, observational
research, consumer buyer behavior.

Task 1. Write comprehension gquestions:
1. Product differentiation and market segmentation are separate

marketing functions. How are they related to each other? What is the
difference?

2. Can you give an example of how to use the segmentation variables?

3. Briefly describe the focus group, observation methods, survey
research.

4. What special techniques are used in marketing research?

Task 2. Discuss the following questions:
1. What is marketing segmentation?

2. What is market targeting?
3. How are those groups (segments) chosen?

Task 3. Group activities
Take a product and show how you would segment the market for it
using the six variables listed in the chapter.

Task 4. Individual work.
Develop and conduct marketing research «Mystery shopper».

Task 5. Read and translate
«Research: How Cultural Differences Can Impact Global Teams

15



A recent survey of employees from 90 countries found that 89
percent of white-collar workers «at least occasionally» complete projects
in global virtual teams (GVTs), where team members are dispersed around
the planet and rely on online tools for communication. This is not
surprising. In a globalized — not to mention socially distanced — world,
online collaboration is indispensable for bringing people together.

Yet despite the many benefits of GVTs, virtual collaboration is not
without challenges. Virtual collaboration across global teams is not
without challenges. Differences across time zones, languages, cultures,
and skill levels, not to mention the different economic conditions and
political systems of the team members’ countries, can affect how teams
work together and how they perform.

In a recent study, our team identified some of the specific ways that
differences across these remote global teams can shape how they function.
For managers, understanding how these dynamics work can help keep
teams happy and productive. Managers need to understand these dynamics
to keep teams happy and productive.

The Challenges and Benefits of Geographic Diversity

There’s a large body of scholarship examining the challenges of
cross-cultural communication and collaboration: A recent review of more
than 1,100 studies published over the course of 24 years in the Journal of
International Business Studies revealed that 95% of those studies focused
on the negative effects of team member differences. Similarly, much
research has shown that age, gender, or racial differences can complicate
interactions among team members.

However, team member differences can also be very beneficial for a
team’s performance. Numerous studies have shown that less
homogeneous teams exhibit more creativity. Such teams also consider
more options, process facts more carefully, are less likely to fall into the
groupthink trap, and ultimately make better decisions.

The question is: When do teams whose members live in different
countries perform better, and when do they struggle? Our research
explains how different types of geographic diversity play out across teams.

Which Differences Matter in International Teams?

In our study, we observed the behaviors and interactions of 5,728
individuals in 804 remote international teams as they worked for several
months on business consulting projects. Each team was comprised of six
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to eight team members from different countries, entirely relying on digital
communication tools.

We tracked two broad categories of differences: personal diversity
and contextual diversity. Personal diversity includes differences in easily
observable personal characteristics such as age, gender, language, skills,
and values. In contrast, contextual diversity refers to differences in the
environments that the team members live in, such as the different levels of
economic development and different types of institutions and political
systems of their countries.

We also monitored the team’s task performance and climate. Task
performance included indicators of the team’s performance on the project
— namely the quality and timeliness of the team’s output — such as the
economic viability and novelty of the business plans as evaluated by
external industry experts and product designs the teams developed for
their clients. Team climate included psychological outcomes, such as team
cohesion, project participants’ satisfaction with their team members, their
enjoyment of the work process, and their interest in working on another
project with the same team, as measured in weekly surveys.

Our analyses showed that personal diversity can negatively affect
team climate. When team members come from different cultures, are of
different ages, unequally fluent in the team’s working language, or differ
otherwise at the personal level, they tend to find it less enjoyable to spend
time together, trust each other less, make less favorable attributions about
each other’s motives, and generally communicate less. As a result, they
experience less cohesion and have more conflicts and misunderstandings.

In stark contrast, contextual diversity can positively affect task
performance. When the team members come from countries with different
institutions, economic, and political systems, they understand a wider range
of contexts, have access to more diverse pools of knowledge and
experiences. As a result, contextual diversity allows for more views and
perspectives, which aids creativity, decision-making, and problem-solving.
Contextual diversity appears to be particularly beneficial when teams work
on challenging tasks that require creative, unconventional approaches. The
variety of perspectives and understandings aids idea generation, and more
ideas on the table provide for a better solution to the problem.

What This Means for Managers

When designing a team, managers need to consider the nature of the
tasks at hand.
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Projects that require creativity and unconventional thinking would
benefit from contextual diversity. This includes not just the ethnic or
demographic diversity, but the diversity of contexts the team members
come from and understand.

For projects that require completion of more routine tasks where
there is no need for innovation or complex problem-solving, a team lower
on personal diversity might complete the project quicker and more
efficiently. For routine projects like this, there is no need to focus on
differences when building the team. Instead, managers should proactively
assist the team to ensure more effective communication, interpersonal
dynamics, and a more collegial team climate.

Regardless of the task, the following two strategies are advisable to
fully utilize the benefits of team diversity while addressing the associated
challenges.

First, to minimize the adverse effects of personal diversity,
companies should employ cross-cultural communication and diversity
awareness training to improve cultural intelligence and interest in working
with people from other countries. Programs and policies that reduce
prejudice and stereotypes and promote friendly interaction among diverse
team members would benefit any diverse team. Additional training on
online communication and collaboration tools would be particularly useful
for GVTs.

Second, the boost that contextual diversity can provide for creativity
and innovation can only be fully realized when team members freely
exchange ideas and knowledge. Accordingly, the work design must
promote such exchange and provide opportunities for brainstorming,
friendly feedback and discussions, as well as constructive criticism and
disagreement. People who affiliate with multiple cultures and, thus, can
serve as bridges between team members from different cultures would be
particularly valuable on such teams.

It is still important to keep in mind that it is not always possible to
separate contextual and personal diversity. For example, more
nationalities on the team usually result in both higher contextual and
personal diversity. Therefore, the potential challenges caused by personal
diversity should be anticipated and managed, but the benefits of contextual
diversity are likely to outweigh such challenges» [5].
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TOPIC 5
MARKETING PRODUCT POLICY

Keywords: product, durable products, non-durable products,
tangible products, intangible products, consumer product, industrial
products, convenience products, shopping products, specialty products,
unsought products, levels of the product, core product, actual product,
augmented product, product attributes, brand, branding, packaging,
product assortment, product width, product length, product depth, product
consistency, product life-cycle

Task 1. Discuss the following questions:
1. Distinguish between a consumer product and an industrial product.
2. Name and briefly define four categories of consumer products. For
each category, list three specific examples of products that would
most likely be classified in that category.
3. How can the same product be a convenience, shopping, and specialty
product? What does this mean to marketers?

Task 2. Write your own opinion

1. Why is it so important to understand the concept of a core product?

2. What is the role of product positioning for a new product? A
continuing product?

3. Why do manufacturer brands have such a large percentage of sales
In so many product categories? Will private and generic brands
eventually displace manufacturer brands? Explain your answers.

4. For each of the following, describe the tangible, augmented, and core
product: A review course for the IC: Bookkeeping Roofing materials

5. Present two successful and two unsuccessful examples of brand
extension. Discuss why brand extension worked or did not work in
these cases.

6. Describe major functions of packaging. Give an example of each.

7. Evaluate the recent package redesigns of three products.

Task 3. Group activities
1. Discuss how packaging has changed the attractiveness of the
following products:
a. Beer
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b. Mustard
c. Salt
d. Soda (pop)

2. List at least five sources of new product ideas and put them in the
order you think is most important. Explain, why you chose that
order.

Task 4. Individual work
What is the product of a college or university? Would it differ for
different students and for different faculties? Think about it and explain.

Task 5. Read and translate
«The 8 universal branding elements every brand needs

When you’re building a cohesive brand identity, certain elements are
non-negotiable. These are the elements that clearly express who you are
as a brand, what you have to offer and who you’re for.

Take a look at pretty much any company’s branding and you’ll see
all of these elements working together. Sometimes, they’re subtle and in
certain cases, one or two might be missing, but for the most part, you’ll
see each element on this list present and working with the others to
communicate the brand.

1. Logo

Every brand needs a logo. In fact, you’ll be hard-pressed to find a
brand that doesn’t have a logo, which arguably makes it the most
Important element of branding.

A logo is a brand’s whole personality boiled down into an easy-to-
recognize image. It’s often the first interaction you have with a brand; the
image that sticks in your mind and conjures up memories (good, bad or
indifferent) about the brand when you see it again.

Your brand’s logo goes on almost every asset your brand owns: your
business cards, your website, your merchandise, your social media pages,
any branded templates you use and all of your advertising and marketing
materials. That’s why your logo should represent what your brand is all
about and encapsulate the essence of your brand identity.

2. Color palette

Colors are another key ingredient in any brand identity. Take a look
at the following color swatches and try to guess which brand each palette
represents.
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Color is so important to branding that some companies have gone so
far as to trademark their signature brand colors. A few examples of
trademarked colors include UPS brown, Tiffany blue and Fiskars orange.

But why is color so important? Because colors express key values
and personality traits. We’ve covered color psychology and how to choose
effective colors for your branding before, so if you’re not sure which
colors are best for your brand, check these out.

And don’t feel like you need to stick to just one color — the colors in
your palette work together to express your brand while giving it a unique
look.

3. Shape

Shape is another part of an overall branding strategy. Not just the
shapes present in your logo, but the shapes in your web page backgrounds,
layout design, packaging and even your business cards and other
stationery.

We’ve discussed how different shapes convey specific brand values
and other aspects of your identity in previous blog posts. As you develop
your brand identity, determine which shapes align with your brand’s persona
best. Keep in mind that you aren’t locked into just one shape or type of shape
— if your brand’s look demands two or more shapes, use those shapes.

4. Tagline

«Eat fresh»

«Just do it»

These are two of the most well-known taglines in the world.
Taglines, also known as slogans, are the flagship of brand messaging.

Brand messaging is how you communicate your brand’s unique
offer. Sometimes that offer is obvious, like Subway’s «Eat fresh» slogan.
Subway chose «Eat fresh» as their slogan to differentiate themselves from
other fast food brands by positioning themselves as a healthy alternative.
Using green in their branding and running commercials showing
customers’ testimonials of losing weight while eating Subway hammered
this point home.

For other brands, this unique offer is more abstract, like Nike’s urging
the customer to «Just do it». But despite being somewhat abstract, Nike’s
message is clear: don’t hesitate, take action. Get up, exercise, do what you
know is right for your body and your mind — no excuses, just do it.
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Your tagline gives your logo additional information and context. It
doesn’t just tell people what you do, it tells them what to expect.

5. Tone of voice and vocabulary

At Starbucks, you can’t get a small coffee.

Well, you can get the smallest of their three standard sizes... but the
name of the size is «tall».

That’s because Starbucks developed their own unique branded
vocabulary to differentiate their product offerings from other brands’.
Even though they didn’t coin the words they use for the different drink
sizes, they were the first to use them in this unique way.

This isn’t the only unconventional naming convention Starbucks is
known for. They’re also well-known for misspelling customers’ names on
beverage cups-sometimes hilariously inaccurately. And although Starbucks
hasn’t officially acknowledged any deliberate choice to spell customers’ names
wrong, they have recognized writing names on cups as a fun part of their brand.
Individual baristas, however, have different takes on the misspellings.

A specific vocabulary is part of a brand’s tone of voice. A brand’s
tone of voice is the voice you read in all the copy produced by the brand,
like the emails you receive from them, the content on their website and the
language they use on social media.

Your tone of voice is one of the most effective ways to shape-and
reshape-how the world perceives your brand. Wendy’s is one example of
a brand that carved themselves a new persona by developing a consistent,
unique social media persona. Before they were on Twitter, they were just
a fast food restaurant that sold square burgers, frosties and chili. Now
they’re a fast food restaurant that sells square burgers, frosties, chili and
never passes up an opportunity to be snarky and savage.

6. Fonts

The fonts a brand uses are another key element of branding.
Wherever a brand uses text, like in their logo, on their website and as part
of an email template, the font used for that text isn’t random — it’s carefully
selected to communicate the brand’s personality and values.

Much like specific colors correlate to different emotions and traits,
so do fonts’ components.

7. Imagery

Imagery includes all the kinds of images you use in your branding,
marketing and advertising. This isn’t your logo or the specific pieces of
content you publish; it’s the choice of photos and stock images you use,
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the style of the graphics on your website and other brand assets and your
overall brand aesthetic.

Think of gradient and patterned backgrounds, packaging or banners —
you don’t need concrete imagery to communicate a brand clearly; you can
easily do so with abstract imagery through your shape and color choices.

Brand imagery works closely with other elements of branding, like
color and shape.

But it doesn’t stop with illustrations and graphics. Brand imagery
also refers to how a brand, and this extends to when an individual creates
a personal brand, presents themselves visually. You see this a lot with
celebrities who drastically alter their images, like Selena Gomez’s
evolution from Disney Channel star to a fashion-forward artist who
dabbles in creating independent horror films.

8. Positioning

Positioning is the niche in the market that a brand fills. When you
determine your brand’s persona, you determine not just what it offers
buyers, but how it fits among other brands in its space. Are you priced
higher, about the same or lower than your competitors? What makes your
offer more attractive than competing offers?

A brand’s positioning has a direct impact on its branding. For example,
a low-priced brand that aims to communicate that they’re the most economic
choice might choose bright, value-communicating colors like yellow and
orange and craft a brand voice that’s simple, friendly and optimistic.

In contrast, a higher-priced brand might employ darker hues and a
mysterious brand voice in order to position themselves as the more
exclusive option.

Brand positioning isn’t just carving out a space in the market,
though. It also involves interaction with other brands, both within the same
industry and brands from other industries. This is where positioning
overlaps with brand imagery: the brands you partner with (and that
includes influencers) shape how the world perceives you» [1].
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TOPIC 6
MARKETING PRICING POLICY

Keywords: cost-based pricing, demand (or buyer)-based pricing,
competition-based pricing, combination pricing, cost-plus pricing,
markup, break-even analysis, target-profit pricing, going-rate pricing,
sealed-bid pricing, process of price setting, price strategy, premium
pricing, economy pricing, good-value strategy, market-shimming pricing,
market-penetration pricing, product line pricing, optional product
pricing, captive product pricing, by-product pricing, product- bundle
pricing, discount and allowance pricing, segmented pricing,
psychological pricing, value pricing, promotional pricing, geographical
pricing, international pricing.

Task 1. Discuss the following questions:

1. Explain the role of price in balancing supply and demand.

2. Distinguish between elastic and inelastic demand. Why is it

necessary for a firm to understand these differences?

3. When a marketing manager sets a price to meet pricing goals, the
price established depends on several factors. Name and describe
these determinants of price.

. When should a firm pursue penetration pricing? Skimming pricing?
. As a product moves through its life cycle, the demand for the product
and the competitive conditions tend to change. For each stage in the
product life cycle, discuss pricing strategies appropriate for that stage.
6. List and define the three basic methods for setting a price on a new
good or service. For each method name advantages and
disadvantages of using that method.

o1 A~

Task 2. Group activities

Discuss how the faculty at your institute could increase student
satisfaction by working more closely with students in developing new
products (courses) and changing existing products (courses). Would it be
a good idea for all marketers to work with their customers that way?
Discuss your answers.
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Task 3. Individual work

For each of the following products discuss whether a marketer
should emphasize price, location or word of mouth in his or her
promotional campaign and explain why:

a. Baby sitting;

b. A resort motel,

c. Bottled water;

d. A dentist;

e. A bank; f.

A candy bar.

Task 4. Read and translate
«14 pricing strategies to try in 2023

1. Penetration pricing

Best for: businesses that want to build brand loyalty and reputation.
Penetration pricing strategy aims to attract buyers by offering lower prices
on goods and services than competitors. This strategy draws attention
away from other businesses and can help increase brand awareness and
loyalty, which can lead to long-term customer relationships.

Penetration pricing can be risky because it can result in an initial loss
of income for your business. Over time, however, increasing brand
awareness can drive profits and help small businesses stand out from the
crowd.

In the long run, after penetrating a market, business owners can
increase prices to better reflect the product’s position within the market.

2. Economy pricing

Best for: businesses that want to keep their overhead costs low.
Economy pricing is a pricing strategy that aims to attract the most price-
conscious consumers. Many businesses use this strategy, including
generic food suppliers and discount retailers.

This no-frills approach minimizes marketing and production costs as
much as possible. Because of the lower cost of expenses, companies can
set a lower sales price and still turn a slight profit.

3. Premium pricing

Best for: business with a competitive advantage that can charge a
higher price.

With premium pricing, businesses set costs higher because they have
a unique product or brand that no one can compete with. You should
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consider using this strategy if you have a considerable competitive
advantage and know that you can charge a higher price without being
undercut by a product of similar quality.

Because customers need to perceive products as being worth the
higher price tag, a business must work hard to create a perception of value.
Along with creating a high-quality product, business owners should ensure
that the product’s packaging, the store’s decor, and the marketing strategy
associated with the product all combine to support the premium price.

4. Price skimming

Best for: businesses that have products that are in high demand.
Price skimming is a type of dynamic pricing strategy designed to help
businesses maximize sales on new products and services. It involves
setting rates high during a product’s initial phase, then gradually lowering
prices as competitor goods appear on the market.

5. Psychological pricing

Best for: businesses aiming toward short-term goals and quick wins.
Psychological pricing refers to techniques marketers use to encourage
customers to respond based on emotional impulses rather than logical
ones.

Consumers tend to give more attention to the first number on a price
tag than the last. Psychology pricing aims to increase demand by creating
an illusion of enhanced value for the consumer.

6. Bundle pricing

Best for: businesses that make a profit while offering a lower price
than competitors. With bundle pricing, small businesses sell multiple
products for a lower rate than selling each item individually. Customers
feel as if they’re receiving more bang for their buck. Many small
businesses implement this strategy at the end of a product’s life cycle,
especially if the product is slow selling.

Small business owners should keep in mind that the profits they earn
on higher-value items must make up for the losses they take on the lower-
value product. They should also consider how much they’ll save in
overhead and storage space by pushing out older products.

7. Geographical pricing

Best for: businesses that have markets in many different locations.
Geographical pricing involves setting a price point based on the location
where a product or service is sold. Factors for the changes in prices
include:

26


https://quickbooks.intuit.com/r/article/the-psychology-of-product-packaging/
https://quickbooks.intuit.com/r/growing-complex-businesses/price-skimming/
https://quickbooks.intuit.com/r/growing-complex-businesses/bundle-pricing/

- Taxes

- Tariffs

- Shipping costs

- Location-specific rent
- Supply and demand

If you expand your business across state or international lines, you’ll
need to consider geographical pricing.

8. Promotional pricing

Best for: businesses that want to generate quick demand for their
products or services. Promotional pricing is another competitive pricing
strategy that offers discounts on a particular product. These strategies are
common during a holiday, like Memorial Day weekend. Business owners
can generate buzz and excitement about a product by offering short-term
deals. Promotional pricing campaigns often consist of short-term efforts
and incentivize customers to act before it’s too late. This pricing strategy
plays into a consumer’s fear of missing out.

9. Value pricing

Best for: businesses that specialize in SaaS or subscriptions. Value
pricing is a way of setting your prices based on your customer’s perceived
value of what you’re offering. It occurs when external factors, like a sharp
increase in competition or a recession, encourage the small business to
further provide additional value to its customers to maintain sales.

This pricing strategy works because customers feel as if they are
receiving excellent value for the good or service. The approach recognizes
that customers don’t care how much a product costs a company to make,
so long as the consumer feels they’re getting an excellent value by
purchasing it.

10. Captive pricing

Best for: businesses that have a product that customers will
continually renew or update. Captive pricing is a strategy used to attract a
high volume of customers to a product intended for a one-time purchase.
The method behind captive pricing is to generate profits from added
accessories that complement your core product.

Small businesses can implement price increases so long as the cost
of the secondary product does not exceed the cost that customers would
pay a competitor.

11. Dynamic pricing

Best for: businesses looking to maximize their profit margins and
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boost declining sales. Dynamic pricing is when you charge different prices
depending on who is buying your product or service or when they buy it.
It’s a flexible pricing strategy that considers many factors — particularly
changes in supply and demand.

While dynamic pricing is relatively common in e-commerce and the
transportation industry, it doesn’t work for every type of business. The
greatest risks can come when a business applies variable prices to products
or services popular with price-sensitive customers.

12. Competitive pricing

Best for: small businesses that are just starting out. Competitive
pricing is when your prices either match or beat your competitor’s similar
products. Often, this simply means selling your products or services at a
lower price, but you could offer better payment terms instead.

To determine if this strategy is right for you, gather as much
information as possible about your target market and what your
competition is doing. If you combine this with advanced pricing software
solutions, you can analyze and update price data continuously.

13. Cost-plus pricing

Best for: businesses with a cost advantage. Cost-plus pricing is a
strategy of marking up the cost of services and goods by adding a fixed
percentage to arrive at your selling price.

As a seller, you calculate your fixed and variable costs during
manufacturing and then apply the markup percentage to that cost to make
a profit. This strategy is widely used since it’s easy to justify and is
typically fair and nondiscriminatory.

14. Freemium pricing

Best for: businesses that offer free and paid versions of their product.
Freemium pricing is a strategy that combines both free and premium
pricing. Usually, a service or product is given to a customer free of charge
unless they want to access premium features or services within that
product.

This strategy allows customers to use the basic features of your
product and get a sneak peek of what the full package will offer them.
Freemium pricing also allows customers to trust your business before
making a purchase» [7].
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TOPIC 7
MARKETING POLICY OF DISTRIBUTION

Keywords: distribution planning, channels of distribution,

intermediaries, middlemen, channel members, value chain, supply chain,
value delivery chain, discrepancy of quantity, discrepancy of assortment,
temporal discrepancy, spatial discrepancy, channel level, direct channel
of distribution, indirect channel of distribution, channel length, channel
width, intensive distribution, exclusive distribution, selective distribution,
logistics, modes of transportation, warehousing, inventory, wholesaling.

Task 1. Discuss the following questions:

1.

2.
3.

Distinguish between the terms value chain and value delivery chain.
Provide an example in your answer.

Which factors influence the selection of a distribution, channel?
Under what circumstances should a company engage in direct
distribution? Indirect distribution?

. Explain how a product could move from exclusive to selective to

intensive distribution,

Develop a list of distribution standards for a firm delivering flowers
on Valentine’s Day.

Under what circumstances should a manufacturer or service provider
undertake wholesaling?

. Which wholesaling functions are performed by merchant

wholesalers? Which are performed by agents and brokers?

. What are the unique features of cash-and-carry and truck/wagon

merchant wholesalers?

Task 2. Group activities

1.

3.

4.

In which kind of store would you prefer to shop-malls, department
stores or a typical supermarket? Why? What are their benefits and
drawbacks? What kind of goods do they sell (special goods,
convenience goods, shopping goods, etc.).

. How important are middlemen such as wholesalers, retailers,

trucking firms, and warehouse operators to the progress of less
developed countries?

What products should be distributed first? Is there a lack of
middlemen in poor countries?

How much are such middlemen worth to a poor country?
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Task 3. Individual work

Talk to a truck driver and other people involved in distribution (e.g.
warehouse operators, workers, and so on). Do any of these careers look
interesting? Discuss your findings with the class.

Task 4. Read and translate
«Are the Different Channels of Distribution?

There are several approaches brands can take to distribute their
goods, products and services — especially now that digital channels stand
shoulder to shoulder with traditional, physical outlets.

These are the 8 most important distribution channels to know:

1. Direct Sales

A direct sales business model eliminates any intermediary in the
distribution process, leaving the brand to sell products to customers on its
own. That means there’s no retailer or third-party outlet to stock inventory
and promote products.

Arguably the most visible example of a direct sales approach comes
courtesy of Apple. In many cases, customers need to go through the brand
itself to buy software, devices and other products. Apple manages its own
physical shops and digital stores where it prefers to sell its wares. It does
have a presence in third-party brick-and-mortar retail outlets, but the
company tries to direct potential and returning customers to its branded
stores.

A more rigid example of direct sales would be a business that creates
products and goods on-site and sells to the customers in the same location.
For instance, bakeries employ a strict, direct sales business model,
assuming their goods can only be found in their stores.

2. Retailer

Retail is the most common distribution channel for consumer brands,
using third-party outlets to bring products to market. Supermarkets, big-
box stores, convenience stores and department stores all act as
intermediaries and the point of contact for customers. You don’t go to the
Jif store to buy peanut butter, after all.

Not all retail distribution strategies take the same approach, however.
Depending on the brand, product and audience, they may aim for the
widest market penetration possible, while others focus on establishing
exclusivity by limiting availability.
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3. Intensive Distribution

Consumers are probably most familiar with this form of retail
distribution, where products are sold through as many outlets as possible.
Take Jif, for instance. You can find the brand in virtually any grocery store
and convenience store in the United States, regardless of the market or
location. Jif has an enormous market penetration, and is one of a handful
of peanut butter brands that are ubiquitous across the country.

This style of retail distribution is best-suited for goods and products
that rarely command a great deal of brand loyalty. If a customer’s
preferred brand is unavailable, they are perfectly fine buying another
product at a similar price point. For most consumers, if Skippy’s sold out,
Jif’s an acceptable alternative.

Intensive distribution gives brands the largest presence possible,
reaching more potential customers across disparate markets. Only a select
few brands can achieve that high level of distribution. Inventory
management, supply chain logistics and marketing demands all become
incredibly complicated with an intensive distribution strategy, and many
companies simply do not have the resources or capabilities to make this
approach work.

This approach is a poor fit for niche products with limited appeal.
Those brands require a more targeted strategy that zeroes in on their target
audiences. Luxury products with high price points may also suffer with
intensive distribution, as lower quality offerings can easily undercut them
and better appeal to less discerning shoppers.

4. Selective Distribution

Not all companies that sell through retailers are looking to achieve
the widest distribution possible. Luxury brands are often highly selective
about where their products are placed and how they are represented. You
won’t find Hermes handbags in a big-box store, for instance. For those
companies, the in-store experience is part of their brand and they tightly
regulate retail displays and even how clerks describe or demo their
products.

Selective distribution makes sense when brands and products cannot
be swapped out interchangeably. Target audiences are extremely
discriminating and are willing to travel to specific outlets where their
preferred brands are available.

5. Exclusive Distribution

Selective distribution strategies still use a variety of intermediaries
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and outlets to sell wares, but brands have an even more discerning option
to consider: exclusive distribution. Under this business model, companies
partner with a single wholesaler or retailer in a particular market. The idea
IS to restrict availability to protect brand equity and project a more
selective and exclusive brand image.

Rolex is one of the more famous examples of exclusive distribution.
The company partners with one wholesaler in each market to control
precisely where its products are sold and how they are represented. Even
though a third party is the final point of contact with the end user, Rolex
can still dictate the in-store experience, creating strict brand guidelines for
clerks and agents to follow.

Brands also tend to have more leverage in exclusive distribution
relationships since wholesalers, retailers and distributors are dependent on
the presence of luxury, high-quality products to appeal to their upscale and
discerning clientele. Manufacturers are in a stronger position to negotiate
distribution and marketing costs with their intermediaries since there are
few alternatives to take their place on store shelves.

An exclusive distribution partner agency can also be a huge asset
when expanding into new markets. Distributors already have a presence
in these markets and understand what motivates local customer bases. That
means less risk for businesses that want to reach international audiences,
but are concerned about the logistics involved in such a move.

Obviously, exclusive distribution is reserved only for luxury brands
where product scarcity isn’t just acceptable — it’s expected.

6. Dual Distribution

Many businesses choose to use a variety of distribution channels to
sell their products, working with wholesalers and retailers while also
maintaining brand storefronts to sell directly. This approach is known as
dual distribution. The Apple example we cited earlier is one instance of
dual distribution, although it leans more toward the direct-to-customer end
of the spectrum.

Smartphones, in general, highlight this approach, as manufacturers
sell their devices through big-box stores, telecom partners, e-commerce
markets and their own online store fronts.

Dual distribution allows brands to reach a large audience with varied
purchase options. It makes perfect sense for smartphone manufacturers to
partner with wireless service providers because customers can’t use one
without the other. Many users will naturally want to sign up for a wireless
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plan when they buy a new smartphone, so why not make those devices
available in wireless stores?

7. Wholesaler

Like retailers, wholesalers act as middlemen that buy products from
manufacturers and then sell those goods to end users at an increased price
point. The biggest differences between these business models are scale and
audience.

As anyone who’s shopped at Costco or Sam’s Club can tell you,
products are purchased in bulk from wholesalers. Customers wind up
spending less money per unit while buying large quantities of a particular
product.

Although consumer-facing membership warehouses are the most
visible examples of wholesale distribution channels, most wholesalers sell
to other businesses. Restaurants, for instance, buy their equipment from
wholesale providers. Certain retailers may purchase products in bulk from
a wholesaler and then sell those goods to consumers individually at a
higher price point.

Brands benefit from wholesale distribution by moving large volumes
of products at once. The tradeoff is wholesalers expect discounts and
reduced rates in exchange for buying in bulk.

Another factor to consider is that manufacturers can avoid the
logistical challenges of selling directly to customers. There’s no store to
manage, on-site personnel to train or inventory to stock. Once products
have changed hands, those issues are someone else’s concern.

That also means brands have limited — if any — say about how their
products are handled and displayed. They can address those concerns by
creating brand guidelines for distributors to follow, but there is some
added cost to conduct on-site reviews and assess compliance.

8. Channel Partners or Value-Added Resellers

Many B2B companies sell through the channel. That is, they don’t
sell directly to end users, but work with channel partners that buy their
wares, repackage them and then sell to their own customers.

How is that any different from the wholesaler models discussed
earlier? As the name suggests, value-added resellers (VARS) include new
features and services to improve a product and appeal to their target
audience. The manufacturer provides a basic foundation to work with, and
the VAR adds the secret sauce to distinguish its offerings from the
competition’s goods.
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Software-based B2B products are often sold through the channel,
with VARs providing support, training, additional features and other
offerings their target audiences might need.

The appeal of working through the channel is that companies can
focus on creating a product that has a strong core functionality and let
another organization worry about refining it to attract specific audiences.
An accounting software manufacturer, for instance, might sell its platform
to different VARs that operate in disparate industries like healthcare,
education and retail. Each channel partner can then determine the best way
to package that solution to appeal to their customers and end user.

Companies can dramatically simplify marketing requirements when
they sell through the channel rather than attempt to create campaigns and
strategies that target various industries and audiences» [2].
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TOPIC 8
MARKETING COMMUNICATION POLICY

Keywords: integrated marketing communications, advertising,
publicity, public relations, personal selling, sales promotion, personal
communication channel, non-personal communication channel, push
strategy, pull strategy, product advertising, institutional advertising,
cognitive message strategy, affective message strategy, conative message
strategy, advertising execution, consume promotions, trade or retailer
promotions, sales force promotions, electronic data interchange (EDI).

Task 1. Discuss the following questions:

1. Briefly describe the communication process and each of its steps.

2. What should be the relationship between encoding and decoding
messages? Why?

3. Why is integrated marketing communications so important?

4. The promotional mix is made up of a blend of four promotional tools.
Name and describe each of these four tools and give specific
examples of each tool.

5. The nature of the promotional mix depends upon several types of
factors. Name five of these factors, and describe how changes in
those factors affect the mix of promotional elements.

6. Advertising media are channels that advertisers use in mass
communication. Name and describe the five basic media vehicles.
Cite at least two advantages and two disadvantages of each basic
medium in your descriptions. Then name and describe three
examples of new media forms.

7. You are the sales promotion manager for Steri-Flor, a new brand of
floor disinfectant/cleanser. Your company uses a pull strategy, and
you are responsible for recommending sales promotion tools to
accomplish this strategy. Name and define the consumer
promotional tools.

Task 2. Group activities
1. Bring in samples of advertising to show how informative consumer
advertising can be. Bring in other ads that are not so informative.
Discuss both sets of ads with the class to see which are more
effective in attracting consumer interest.
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2. How would you go about generating word of mouth promotion for
the following?
a. An upcoming dance at school (college);
b. A new restaurant in the area;
c. A great vacation spot;
d. A microwave oven.

Task 3. Individual work
Discuss how you would recapture the market from soft drinks.

Task 4. Read and translate
«Modern Marketing concepts as thebasis for formation and increase of
the attractiveness of cities and territories
Instruments of formation and increase of attractiveness of the
territory within the framework of modern marketing conceptions, the role
of marketing complex elements in shaping the attractiveness of the
territories are examined, separate economical categories, forming notional
instrument of the attractiveness of the territories are specified and
proposals concerning the directions of marketing efforts are formulated.
Methodology. Theoretical and methodological basis of the research is the
work of scientists on marketing problems of the city, theory of I.
Budnikevych, identifying the characteristics of territorial marketing
(municipal, city marketing) within industrial, commodity, sale, classical,
social-ethic and partnership conceptions. The authors used the
combination of following methods in the process of scientific
investigation: method of generalization and scientific abstraction — for
concrete definition of notional-categorial apparatus; analytical
monographic method — to represent scientific thoughts on the directions
of marketing instruments application in the processes of territorial
attractiveness management; comparative analysis — to find out the
peculiarities of marketing instruments and methods use within the limits
of different concepts and at different stages of territorial development.
Practical value. It was defined that territorial marketing system allows
to expand traditional approaches to the policy of regional and local
authority’s attractiveness, supplementing them with modern components
and characteristics. Nowadays, the instruments of situational conceptions are
still actively applied by homeland and foreign territorial marketing practice,
sale conception in particular, which stipulates the direction of territorial
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authorities’ activity to satisfy territorial needs. The instruments of modern
territorial marketing conceptions allow to form and increase the
attractiveness of territories for defined target audiences. Using the
instruments of municipal marketing social-ethic conception one can focus
target audiences’ attention on social, ecological and economical territorial
attractiveness ensuring stable territorial development. Territorial marketing
within the framework of partnership conceptions as the philosophy of
territorial (region, city) functioning based on the formation, support and
development of mutually beneficial long-term relations between the
participants of interaction will create new common values, obtaining and
sharing advantages of this activity. The development of the relations between
territory and its target audiences defines and forms the basis of the
environment to make decisions as to the habitation, visiting, conducting
business, investment etc., i. e. forms specific territory’s (country, region,
city, settlement) attractiveness. Novelty. On the basis of this research the
authors proposed to consider marketing approach to territorial (regional,
urban) attractiveness as a transition to long-term development in the field of
systematic management on the basis of consumers’ demands orientation and
partnership, clear definition of target audience and its demands, flexible
regional policy, applying both traditional and non-traditional instruments to
form, improve, support and, sometimes, decrease the attractiveness of
territory with demarketing means.

Conclusions. It has been determined, that according to marketing
approach, the attractiveness of the territory is — the ideas total about properties
and features, factors and conditions, limits and possibilities, means and
Instruments, providing satisfaction and the perspective of increase of target
audiences’ needs while they choose a proper region for activity and organize
their loyalty towards the territory (region, city). Marketing policy of the
attractiveness of territories is proposed as a complex of measures aimed at
attracting target audience’s attention, it’s being worked out and realized by
territorial bodies (members of the community take active part) and it is the
element of territorial programs and development strategy. Marketing efforts
should be fixed on the increase of territorial attractiveness not only for the
inhabitants but for other target groups — tourists, visitors, investors, population
and entrepreneurs from other cities, subjects of regional, national and
international levels. Investment, settlement, social, business, innovation,
tourist and educational attractiveness will favour long-term paretnership
formation with target audiences. Marketing instruments ensure long-term
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relations, helping to increase an transform territorial image, provide loyalty of
all the subjects, objects and contact territorial audience, and they are one of
the most complex and effective mechanisms of formation and increase of the
attractiveness of territories, their promotion in internal and external social-
economic environment» [6].

Continue at the above link.

38



REFERENCES

1.99designs. URL.: https://99designs.com/blog/logo-branding/elements-
of-branding/

2. Brafton URL.: https://www.brafton.com/blog/distribution/channels-
of-distribution/

3.Cham, TH., Cheah, JH., Memon, M.A. et al. Digitalization and its
impact on contemporary marketing strategies and practices. J Market
Anl10, 103-105 (2022). URL.:
https://link.springer.com/article/10.1057/s41270-022-00167-6

4.Harvard Business Review. URL: https://hbr.org/2021/03/10-
truths-about-marketing-after-the-pandemic

5. Harvard Business Review. URL.: https://hbr.org/2021/06/research-
how-cultural-differences-can-impact-global-teams

6. 1.Budnikevych, I.Gavrysh Modern Marketing concepts as thebasis
for formation and increase of the attractiveness of cities and
territories.Baltic Journal of Economic Studies, 2017, vol. 3, issue 1 11-
18p.

7.Quickbooks.intuit URL: https://quickbooks.intuit.com/r/pricing-
strategy/6-different-pricing-strategies-which-is-right-for-your-business/

39


https://econpapers.repec.org/article/baljournl/
https://quickbooks.intuit.com/r/pricing-strategy/6-different-pricing-strategies-which-is-right-for-your-business/
https://quickbooks.intuit.com/r/pricing-strategy/6-different-pricing-strategies-which-is-right-for-your-business/

VOCABULARY

A
A/B testing / split testing — crutiT—TecTyBaHHS
above the fold — nepmuii ekpan. YacTrHa CTOpiHKH Ha caiiTi, BUIUMa Ha
eKpaHi 0e3 MPOKPYTKHU
accept — npuiiMaTy; BU3HABATH; aKLIETITYBaTH
account for — mosicHioBaTH; 3BiTYBaTH(Cs), HECTH BiATIOBIAAIbHICTD
account — paxyHoOK
accountant — oyxranrep
accounting — OyxraiatepchbKuii 00K
act on the price — BiuBaTH Ha IiHYy
adaptation — nprcrocyBaHHs
add — momaBaTH; MpUETHYBATH
adiustment —
adopt methods — nepeiimaTu MmeToIU (METOIUKY)
advantage — nepeBara
advertise — po3milyBaTH OTOJIONICHHS, PEKIaMyBaTH
advertisement / an ad — pekiama
advertising — pexiamyBaHHS, peKjIaMHa TisIbHICTD (IIPOIIEC IPOCYBAHHS
TOBapy Ha PUHOK)
after—sales service — rapanTiiine 00CIyroByBaHHS
agency - 4YuHHHMK, 3aci0 (BUKOHAHHS); areHTCTBO; Oprad, O0po;
pPEJACTaBHUIITBO aggregate — CyKyIHUM, 310paHuid B OJTHE IT1JIe
aggregate demand — cykymHuii IOIUT
aggregate income — CyKyImHHI MPUOYTOK
aggregate output — 3aranpbHuN 00CAT BUPOOHHIITBA
aggregate price level — 3arajapHuii piBeHb IiH
aggregate spending — cykyImHi BUTpaTu
aggregate supply — cykymnna nponosumis
allocate — po3minyBary; BUIUISITH; aCHTHYBaTH
allocation — posmilieHHs, pPO3MOJiT; ACUTHYBaHHS, BiJpaxyBaHHS;
BUINIEHHS (nediuTHUX a00 (POHI0OBUX pecypciB); Kiacudikaiis
amount — KiJIbKICTh; CyMa; MiICYMOK
amount of money — cyma, KiJTbKiCTh TpOIIIeH
analyst — anamTuk
analytics — anaiTuka
annual — piunwmit
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applicant — 3asBHUK; KaHIUAAT HA ITOCAAY

applicant for credit — oco0a, 110 3BepTa€THCS 32 KPEIUTOM

applicant for shares — oco0a, 110 Oa)kae KyIMUTH aKIIil

apply for — nonaBaTu 3asBy

appreciation — 3pocTtaHHS BapTOCTi, MPUPICT BAPTOCTI OCHOBHOT'O
KamiTany

approach — meron, miaxizn

appropriate — BiAnoBiqHUM, IPUAATHUN; BIIACTUBUI

assets — aktuBu (O6anaHcy)

assistance — qormomMora, CIipUsTHHS; i ITPUMKA

assistance — BU3Ha4eHa JJOTIOMOTa

assume — Opartu (Ha ceOe); BXKUBATH (3aXO0/1B)

attend — BinBigyBaTH

attract a large amount of capital — 3amygarn Benmukwmii KamiTan

attract customers — 3amy4aTy HOKyMIIiB

attract financial resources — 3anmydatu (hiHaHCOBI pecypcH

auction — aykImioH

authority — opran Bimaau, agMmiHicTpallis; MpaBo, OBHOBAYKEHHS, BJIaja
0CaJ0BOi 0COOU; aBTOPUTET (BU3HAYHUHN CIIEIIAIIICT)

available —mpunaTHuii, KOPUCHHMIA, IO € B PO3MOPSKCHHI, HAaSBHUIA;
JOCTYITHUMN

B
B2B (BusinessToBusiness) — «6i3uec mist 6i3Hecy». Lle#t TepMiH 0XO0TuTIoE
BC1 KOMMaHI1i, sSIKi CTBOPIOIOTh TOBAPH Ta IMOCIYTH, CIIPSIMOBAHI Ha 1HIII
KOMTIIaHii, TOOTO Ha 00CTyrOByBaHHS O13HECY.
B2C (BusinessToConsumer) — 0i3Hec, 1[0 MPOJAE TOBApH Ta IMOCIYTH
KJIIEHTaM JIJI1 0COOMCTOr0 KOPUCTYBaHHS.
background — miaroroska, ocBiTa; KBamiQikaris; TJI0
balance sheet — 6anancoBwuii 3BiT
balance—of—payments deficit — nedinuT miari>kaoro daaHncy
bank services — 0aHKIBCBKi IOCITYTH
banking — 6ankiBchKka cripaBa
banner advertising — 6anepHa pekjiama
barter — miHoBa TopriBis, OapTep
be competitive — OyTr KOHKYPEHTOCITPOMOXHUM
be on commission — oxepskyBaTH KOMICiiHI 3 TOPTiBIIi
be out of stock — He OyTH B HasIBHOCTI
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benefit — xopucTh; BHroma, IEHCISA; JOIOMOra; y JaBaTH MNPUOYTOK;
OTPUMYBATH KOPHCTh

bidder — yyacHuk aykiiony

blind product test — ciine TecTyBaHHS

board of directors — pana gupekTopiB

bond — oGurirattist; 6oprose 3000B’I3aHHS

book—keeper — o0nikoBelb; Oyxraarep

borrow — mozuyatu

brand name — roprosa mapka

business — cripaBa; miANPUEMCTBO; MiANPUEMHHIITBO; TOPTOBA OTIEPAITis;
IJIOB1 KOJIa

buyer — mokymernb

buying frequency — yacToTa HOKyIoK

by-laws - craryr, mnpaBuia BHYTPIIIHBOTO PO3NOPSAAKY (IO
MPUHUMAIOTHCS TIPABIIHHAM (IPMH)

C
cache — kem (mpomixkuuii Oydep ado THMUYacoBe CXOBHIIE iHPpOpMAIIii
CaliTy Ha MEPCOHATLHOMY KOMII IOTEP1)
calculate — oOuuncIIOBaTH, MiAPAXOBYBATH; KAJIbKYJIIOBATH
carry on a business — Bectu cmpaBy, 3aiMaTHCS IiIIPHEMHHIIBKOIO
TISIBHICTIO
cash transfer — momomora rpimu, rpoIIOBUi IEpeKas
catch on — cratu MmoHUM
chain — mepexa (roreneii, po3apiOHUX Mara3uHiB a00 OaHKIBCHKUX (iJTiif)
chain movement — pyx 10 00'e1HaHHS
channels of distribution — cucrema 30yTy
charge — mina; BiAMmoBigaIbHICTE
charge prices — npu3HavyaTH, BCTAHOBIIIOBATH IIHU
charitable institution —6;raroniitHa yctaHoBa
chart —cxema
checking account — yexoBuii (MOTOYHMIT) paxyHOK
choose the company's officers —-BuOupaTu amMiHiCTpaTHBHIX BUKOHABIIIB
KOMIIaHii
circumstance — odcraBuHN
CJM (Customer Journey Map) — kapTa IuIsAxy KJIi€HTa
clickbait — xmikOeliT (macTtka IS KOPHCTyBada, sKa CIIOHYKae HOTo
KJIAITHYTH TI0 PEKJIAMHOMY OTOJIOIICHHIO )
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coincident wants — moTpe6wu, 1110 30irarThCs

collusion — 3roBip, TaeMHHUI1 3rOBIp

commodity — mpoayKT; ToBap; IpeaIMeT yKHTKY

common stock — crinpHi akmii

company — KoMMmaHisi, TOBApUCTBO (aKIIOHEPHE), hipMa, KOpHopallis
compel — mpumyIIyBaTH, miAIOPIKOBYBATH

compete — KOHKypyBaTH; 3MaraTtucs

competent — koMNeTeHTHHI, IO 33JJ0BOJIbHSIE MOTPEOU

competition — KOHKypeHIIisl, KOHKYpPEHTHa 00pOThOa; 3MaraHHs
competitive — KOHKYpYyIOYHi, KOHKYPEHTOCITPOMOXHUH
competitive advantage — koHkypeHTHa repeBara

competitor — KOHKYPEHT, YYaCHUK PUHKY

competitor — KOHKypeHT

complicate — yckiagHioBaTH

compound — ckiagHui

concern — KoHIlepH, ¢pipMa, DIATPUEMCTBO; CTPYKTYPHUM MiAPO31T
conclude a deal — yknagatu yromay

consequence — HacI1I0K

consideration — po3risir, 0OMipKyBaHHS; BiIIITKOAYBaHHS, KOMIICHCAITis
consult a partner — kOHCYJIBTYBaTHCS 3 TAPTHEPOM

CONSUME — CHOKUBATH; BUTPAYATH

consumer — cuoxuBay

Consumer Price Index — moka3HHUK CIIO’KMBYO1 BAPTOCTI
consumption — crio>kMBaHHS; BUTPaYaHHS

contextual advertising — kOHTEKCTHA pekiiama

control the profit — korTporoBaTH IPHOYTOK

controller — rojoBHMIT (piHAHCUCT; PEBI3OP

convenience goods — ToBapy MHUPOKOTO BKUTKY

conversely — naBmaku

conversion rate — BiJIcOTOK KOHBepCii

copyright — aBTropchke npaBo

corporate charter — kopmopaTUBHUI TATEHT

corporate stock — akiioHepHuUI KammiTa

corporation — xopropariisi; TOBApUCTBO

cost — 11iHa; BapTICTh; BUTPATH, BUJIATKH

COVer COStS — MoKpuBaTU BUTPATHU

CPA (cost per acquisition/action) — BapTicTh [ii, SKy Ma€e BHKOHATH
MOTEHIIHHUN KIIIEHT
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CPC (cost per click) — BapTicTh KiTiKy

CPM (cost per 1,000 impressions) — Bapticte 1000 moka3iB peKJIIaMHOTO
MOB1IOMJICHHS

credit terms — kpeIMTHI YMOBH

CTR (click through rate) — kimikabeIbHICTh, BIICOTOK MMEPEXOAY HA CAMT 3
PCKIIAMHOI'O OT'OJIOLICHHA

currency — BaJoTa, TpoIIIi

current prices — icHyro4i IiHH

curve — kpuBa; rpadik, KpeciaeHHs

customer — nmokyrmnerp, CrioKnuBay

customer accounting — o6k TOKYMIiB (KIIEHTIB)

customer satisfaction — 3agoBoJieHHs TOTpeO KiIi€HTa

cut—throat competition — piska KOHKypeHITis

cyclical unemployment — nukmniaae 6e3po0iTTS

D
damage — 30uToK, 1Ko
deal — yroga
debt — 6opr
debt ceiling — MmakcuMabHHI po3Mip OOPry
debt funding — ytBopeHHs TpomoBoro ¢GOHAY MMANPUEMCTBA 3a
JOIOMOTO0 HAyKH
debt servicing — BuruiaTa 6opry Ta BiZICOTKIB
decide — BupimryBaTu
declare personal bankruptcy — oronocuTtu BiacHe 0aHKPYTCTBO
decline - 3meHmIyBaTHCs; TOTIpIIyBaTHCS; 3aHENaJaTH, 3aHEIa;
3HWOKEHHS; TTaJIIHHA decrease — 3MEHIIEHHS, CKOPOUCHHS
deduct — BimpaxoByBaTH, BilHIMATH
default — mermaTixx; HEeBUKOHAHHS JJOTOBOPY
deficit — medirur
deficit ceiling — makcumanbHUI po3Mip nedinuty
deflate — 3HmKyBaTH 1TiHN
deflation — gedstiis
delay — 3aTpumka; BijgkiIagaHHsa
deliver — qocraBisaTH; mocrayaTu
delivery — mocrauanus
demand — momnut
demand curve — kpuBa nomnury
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demand — pull inflation iHdusALisg, CIpUYMHEHA TOTATOM
denomination — naliMmeHyBaHHs, Ha3Ba

department store — yuiBepmar

depreciation — 3HeniHIOBaHHS

derived demand — nonwut Ha 3aco0u BUPOOHMIITBA

determine — Bu3HauaTu

digital commerce — nudpoBa komepIis, IPoaaXx HUGPOBOro MPOAYKTY
disadvantage — negoumik

discount — 3HMKKa

discount coupon — TayioH, SKUH Hagae MpaBO NPUAOATH TOBap 3a
HU3LKUMH [[IHAMU

discount house — Mara3uH 3 BiTHOCHO HU3bKHUMHU I[IHAMH Ha TOBap
display advertising — mexiiina pekiiama

disposable income — npu0OyTOK, 110 € B HAABHOCTI

distribute profits and losses — po3moginsaTy mpuOYTKH 1 30UTKH
distribution — 30yT; po3moin

distribution — opranizaiiis 30yTy TOBapy

distribution operation — oniepariist 3 po3noaiay

dividend — nuBineun

division of labor — po3momin mparti

do books — Bectu Oyxranrepcrkuii 00K

domain — tomen

domain — BosogiHHS; TepUTOPIs; TaTy3b, chepa

domestic currency — miciieBa BaJIroTa

domestic market — BHyTpimHil puHOK

domestic sales — mpoxak Ha BHYTPIIIHBOMY PHHKY

drawback — Hemoik, HeraTUBHUI OiK; IMEPEIIKOa

durability — minHiCTS

E
earn — 3apo0JISITH; OTPUMYBATH IPUOYTOK
economics — eKkoHOMiKa (HaBYaJlbHA Ta HAyKOBa JUC—IIMILIIHA);

C€KOHOMIYHA TeOpis economist — EKOHOMICT

economy — eKoOHOMiKa, HapOJHE TOCIIOIaPCTBO, EKOHOMIsI, OEPEKITUBICTD;
eKOHOMIKa (sIK cpepa 3HaHHS)

effect — BriuB

efficiency — edbexTuBHICTH; MPOTYKTUBHICTH

efficient — epexTuBHMIA, nili0BUIA; KBATi(hiKOBAaHUH, YMITUH
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elastic / inelastic demand — enactrunuii / HeeMaCTUYHUI TOIKT
elastic — emacTHUHU; THYYKHIA

elasticity — rHy4KiCTb; €JaCTUYHICTh

eligible for a loan — migxomsmuii; NPUHAHATHUN JUIS TO3UKH (TOOTO
BU3HAHUH TUIATOCTIPOMOIKHUM )

eliminate — ikBiyBaTH, 3HUIIYBATH

embargo — embapro

eminent — migHeCeHNi; BUAATHUH, BU3HAYHHUH, 3HAMEHUTHI
employee — ciryx00Bellb; pOOITHUK

employer — po6oToasenb; HaliMay

employment — po6ota (3a HaiiMOM); 3aMHATICTh; 3aHATTS
enable — maBatu rmpaBo, MOXKJIMBICTh

encourage — 3a0xo4yBaTu

endowment — BHECOK; BKJIAJI; Jap, MOKEePTBA

enhance — 301IbI1yBaTH; MOCUIIOBATH

entrepreneur — mianpueMeIb

entrepreneurship — mianpueMcTBO

environment — HaBKOJIMIIIHE CePEOBHUIIES

equilibrium — 36amancoBaHicTh, piBHOBara

equipment — ciopsKeHHs, 00JIaHAHHS, TPAHCIIOPTHI 3acOo0U
equity — BiacHuii KamiTanl

establish — 3acHOByBaTH; BCTAaHOBJIFOBATH

evaluate — omiHiOBaTH; BU3HAYATH BapTIiCTh

evolve — po3BHBaTHCS; PO3TOPTATUCS

exceed — nepeBUIyBaTH

excess of supply — HaUIHIIIOK HPOITO3MIIIT

exchange — oOMiH

exchange department — Bigaia 0OMiHY BaJIFOTH

exchange rate — BaIfOTHHI Kypc

exchange ratio — 1iHOBE BiHOIIICHHS

exclude — BukmroyaTn

executive — kepiBHUK; aIMiIHICTpaTOp; BUKOHABYA BJIaJia
expansion — po3mupeHHs

expectation — ouikyBaHHS; CIIOIiBAaHHS

expenditure — BUTpaTH; BUJIATKH

experience — 10CBiJI, MpaKTUKa

explicit — neBHMIA; TOYHMIHA

EXPOrt — BUBE3eHHs, EKCIIOPT

eXpPOorts — ToBapu, 1110 BUBO3ATHCS
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extending credit — 1OBrocTpokoOBHA KpEeIUT

external / internal audit — 30BHimHIlM / BHYTPIIIHIN ayuT
external funds — 3oBHimHi (iHO3eMHi) GoHIN

external optimization — 30BHiIIHS ONTHMI3aIIis
externality — 3oBHimIHIi epeKT (€KOHOMIYHOI AiSITBHOCTI)

F
facilitate — monermyBaTu; gormomMaraTu
factors of production — unHHMKY BUPOOHHUIITBA
fail — 3a3HaBaTH opasku
fair market — cnpusTiIBi pUHKOBI YMOBH
familiar — 6nm3pkwii: 1oOpe 3HaloOMuU; MOTH(HOPMOBaHMIA
family's real income — peanpHuit TpuOYTOK CiM’1
fax benefits — mizberu 3 oOKIagaHHS MOJATKOM
fee — BuHaropoa; roHopap; BHECOK; 30MpaHHs
feed the information into the computer — BBoauTH JaHi B KOMIT IOTEp
file — mpuitHATH 111 BUKOHAHHS (3aMOBJICHHS )
final authority — BupimanbpHe CIIOBO
financial condition — dinancoBuii cTan
financial statement — ¢inancowuii 3Bit
fire — 3BiTbHATH 3 pobOTH
fiscal — dickanpuuit; dhinaHCOBMIA
fiscal year — ¢binancoBumiA, 010 KETHHUH PiK
flexible exchange rate — rayukuii BaaoTHHN KypC
fluctuation — xonuBaHHs
foll — nomarkoBa 1aTa 3a MOCIYTH; MUTO
follow a legal procedure — moTpumyBaTHChH IOPUANIHOT TPOLICTYPH
forbid — He m03BOIATH, 3a00POHSITH
foreign currency — iHo3eMHa BajIOTa
foreign exchange market — puHOK iHO3eMHOT BaIIOTH
foreign trade balance — Gamanc Mi>kHapoHOIT TOPTiBIi
frictional unemployment — TumuacoBe 6e3poGITTS

G
gain — mpuOyTOK
gamification — re#midikarris
get a raise — oTpUMATH ITiABUIIICHHS
give instructions — gaBaTu iHCTPYKIIil
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go into business — 3aiimarucs 6i3HECOM

go up —3pocraTtu

gold reserves — 3o010THii 3amac

gold standard — 3omotuii ctangapt

goods — ToBap, TOBapH; BaHTaX

gross — BaJIoBH, CyMapHUiA; OpyTTO

gross investment — BajioBa iHBECTHIIIs

gross national product (GNP) — BanoBuii HalliOHaJILHUNA TPOTYKT
GNP per capita — BanoBul HaI[iOHATHHHUI MPOIYKT 3 PO3paXyHKY Ha
Y1y HaCeJICHHS

gross pay — rmiara 3 BiapaxyBaHHSIM

H
handle — xepyBaru; TopryBaru
harmful — mkinnmuBwuii
have voting rights — maTtu npaBo rosocy
high—frequency request — BUCOKOYaCTOTHHIA 3aIIUT
hire — nailimatu Ha poOOTY
hoard — 3amacarucs; HAKOTUYIYBaTH
home—test — gomarnHii TeCT, CHOKKUBaYi IPOOYIOTh 1 BUKOPUCTOBYIOTh
MPOAYKT OYAMHKY B KOM(POPTHUX YMOBaxX
house hold — cim’s, TomaIIHe rocIOIapPCTBO
implicit — BupaxxeHui IpsiMO, TPUXOBAHMIA

I
imply — o3HadaTy; MaTu Ha yBa3i; mepeadavaTu
import — iMIopT, BBE3eHHS
imports — ToBapu, 1110 BBO3SThCS
Impose — Hakiajgaty; oOKJIagaTH; oOMaHIOBaTH, OOMaHOM IIPOJIaBaTH;
HaB'sI3yBaTH
impose a duty on goods — oOkj1agaTv TOBApH MUTOM
impose restriction — BBoauTH 0OMEKEHHS
incentive — ctumy1, 3a0XOUYCHHS
incinerator — cMmiTTecnanoBaabHa IiY
income — nmpudyTOK
income statement — 3BiT po IpUOYTOK
incorporate — o0'eqHyBaTHCS
indirect channels — nenpsima, orocepenkoBaHa cucTema
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indirect trade — nenpsima TopriBis
induce — croHyKaTH; CTUMYJTFOBATH
inflation — ixdsIisn
inflation rate — remm iHQIIsALIiT
inflow — npurus (rporeii)
influence — BruB; BiIMBaTH
influence the market — maTu BIJIMB Ha pHUHOK
infrastructure — indpacTpykrypa
in—kind transfer —qonomora ToBapamu
Innovation — HOBOBBEAEHHS, IHHOBALIiS
innovative — 31aTHHIA 10 HOBOBBEICHB, TEXHIUHO IIPOTrPECUBHUI
input — BuTparu
Insurance — crpaxyBaHHs
insure — ctpaxyBaTu
integration — interpariisi; 00’ e THaAHHS
Interact — Bzaemonistu
interchangeable — B3aemo3amintoBanwmit
interest — yacTtka (1aii); BiJICOTKOBUI IPUOYTOK, (hiKCOBAHHUH BiJICOTOK
intermediary — mocepeTHUK
intermediary — mocepeTHUK
intermediate goods — HamiBhadbpukaTu
internal funds — BHyTpinIHI KOIITH
international market — mi>kHapoTHHIT PUHOK
international transaction — mi>kHapoaHa yroaa
inventory — inBeHTap, MaTepiaIbHO—BHPOOHMYI 3amacH
Invest — BkiagaTH rpoiii
investment — kamnitajJoBKIaIeHHSA
irrelevant — HeTOpeYHMIA; 10 HE CTOCYETHCS CIIPABH
Issue stock — BumyckaTu axitii
items — ToBapu
K
key request — kKJIFOYOBHIi 3aMKUT
KPI (key performance indicator) — kiro4oBuii moka3HHUK €(EeKTHBHOCTI
labor resources — TpynoBi pecypcu

L
lack of mobility — HemocraTHs MOOIIBHICTE
landing page — nenainT, 1iIL0BA CTOPIHKA
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law — 3ak0H; IopUCIIPYICHIIIs

lawyer — ropucT; agBOKaT; 3aKOHOIaBEIIb

lead — i (MOTEHIIIMHMK KIIIE€HT)

lead magnet — mig—maruiT (IiHHA, aje OE3KOIITOBHA ITPOIO3MINS IS
BaIlIOr0 MOTEHI[IMHOTO KIIIEHTA, SIKY BU NPOMOHYETE B OOMiH Ha OTPIOHY
BaM IJIbOBY Ji10)

legal advice — ropunnuna nopaaa

level — piBeHb

levy — onogaTkoByBaTH

liabilities — macus (Oanancy); 60pru, 3a00pProBaHiCTh

limited liabilities — oOmesxeHa ropuuvHa BiAMOBITATBHICT

link — 3B’s130K, KiJTbIle; Y TIOB’SI3yBaTH, 3 €IHYBaTH

living standard — npo>xuTkoBHii piBeHb

loan — mo3uka, mo3uyka; y mo3uvarH, JaBaTh y MO3UKY

long—term investment — qoBrocTpoKoBHii BKJIa

long—term loan — noBrocrpokoBa mo3uka

loss leader — momysipHuUiA TOBap, MO MPOAAETHCS 3a 3aHMKEHOTO I[IHOIO 3
METOI0 3UTYYCHHS MOKYIIIIIB

losses — 36utku

loss—leader item — ToBapwm, ski MPOAAIOTHCS 3a HU3BKUMH IIHAMH (1100
3TYYUTH MOKYTIIIIB)

lower — 3HmKyBaTH; 3MEHIITYBaTH

LTV (Customer Lifetime Value) — cykynauii npuOyToK, OTpuMaHUi Bij
OJTHOTO KJTIEHTA 3a BECh Yac CHIBMpAIll 3 HUM

M
machinery — MammuHHe yCTaTKyBaHHS; MallTUHU; MEXaHI3MH
mail survey — onuTyBaHHS 1O €JICKTPOHHIM IOIITI, CIIOXKUBAY 3aIlIOBHIOE
aHKETy PO MPOIYKT
mail-order house — nocuntopr
make a decision — npuiiMaT pillIeHHS
make a loan to — HagaBaTH MO3UKY KOMYCh
make a right choice — 3po6utu npaBuILHUN BUOIP
manufacture —BupoOHHMIITBO; Y BUPOOJISATH, BUTOTOBJISATH, OOPOOISATH
market — puHOK; y pogaBaTH
market penetration — mpoHUKHEHHS, BUXi]] HA PUHOK
market prices — puHKOBI I[iHU
market segmentation — cerMeHTaIIis pUHKY
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market share — wactka puHKY (CTaH KOMIIaHII Ha PHHKY BiJHOCHO

KOHKYPEHTIB)

market shortage — nedinur

marketing audit — MapKeTHHTOBHI ayaIuT
marketing forecast — mapkeTHHTOBHII IPOTHO3
marketing research — BuBueHHs puHKY 30yTYy
measurable — BumipHuii

measure — BUMiproBaTu

measures of economic activity — 3axoq1 eKOHOMIYHOI JisTIBHOCTI

median income — cepenHiii MPUOYTOK

meet one's eXpPences — 3a40BOJILHATH YHICh BUTPATH
merchandise — ToBapu; Toprisis

merchant wholesaler — onToBwuii TOproBemb, ONTOBUK
merger — o0’ eiHaHHs (MIATPUEMCTB)
Microeconomics — MikpoeKOHOMIKa

middleman — nmocepeaauk

mining industry — BunoOyBHa IPOMHUCIIOBICTh
monetary policy — rpomioBa noJjiTuka

money illusion — rpormosa imro3is

mutual funds — ciiapHI QoM

mystery shopping — TaeMHMH TIOKymellb, IIEPEBIpsE
00CJIyrOByBaHHS KJI1EHTIB

N
national income accounting — o0JIiK HaI[IOHAJILHOT'O JOXOIY
native advertising — mpupoHa pekiama
need a lawyer — matu moTpeOy B IOPHUCTI
negative income tax — 3MeHIIICHHS TPOIIIOBOI JOIIOMOTH
negotiable — o6opoTHuit
net assets — BapTicTh MaiiHa 3 BiJipaxyBaHHSIM 3000B’s13aHb
net investment — yucTuii BrJ1aa
net national product (NNP) — uucTrii HalioHaIbHUN IPOIYKT
net worth — BapTicTh MaifHa; BITACHHH KaIliTal ITiAMPUEMCTBA
new brand — HoBa mapka (ToBapy)
newsletter — po3cuika
niche strategy — Himrosa crpareris
nominal GNP — HomiHaIbHUI BaJOBHH HAIIOHAIBLHUN IPOIYKT
nominal income — HoMiHAJILHUN TOXOJ
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nominal wage — HoMiHaJIbHUI 3apO0ITOK

normalize — HopMamizyBaTu

note — 6oproBa po3mnucKa

NPS (Net Promoter Score) — inaekc CroKHBYOT JIOSIILHOCTI

(0]
obiective — mera; 3aBgaHHs
offer — nporonyBatu
off—even pricing — 1ina, mo He T0XOIUTH KPYTiIoi mudpu
officer — ciry>)x60Ba 0co0a; ciry»x00BeIlIb; CIITyKOOBEIIb 3 YUCIIa KEPIBHOTO
CKJIay
official poverty line — odimiitra Mexxa 6igHOCTI
online survey — onuTyBaHHs Ha caiTi B IHTepHETI
on—page optimization — BHyTpiIlIHS ONTUMI3AIlisg
opportunity — MOXJIMBICTb, IIAHC
opportunity costs — 30MTKM IIpU HEBUKOPHUCTAHHI aIbTEPHATHBHOTO
KypCy; ONTUMaIbHI BUTPATH YU JOXOJIU
option — BuOip; MpaBo 3aMiHU
outflow — BigmauB (rporeii)
outlet — puHoOK 30yTy; TOpProBeabHa TOYKA
output — mMpOAYKTUBHICTh; BUITYCK MPOAYKIIii, BAPOOHHUIITBO
outsell — mpomaBatu GinbIe BiJi KOHKYPEHTIB
over-all — saranpumii, moBHUI
OWN — BOJIOITH
ownership — Bi1acHICTb
owned media — BiacHi MeJia: caiiT, OJor Ta 0OJIIKOBI 3alKMCH KOMIIaHIi y
corMepekax
P
package test — TecTyBaHHS YIaKOBKH, SIK IiJJbOBa ayJUTOPIsS pearye Ha
YIaKOBKY
packaging — ynmakoBka
partnership — mapTHepcTBO, TOBAPUCTBO, KOMITaHis
passbook — OaHKIBChKa PO3paxyHKOBAa KHIDKKA, JCIO3MTHA KHUXKKA;
omlaJHa KHIDJKKa patent — maTeHT
pay — IIaTUTH
payment — Bumiara, oriata
penetration strategy — cTpareris MpOHUKHEHHS (Ha PUHOK)
percentage — BiACOTOK, MPOIIEHT
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perfect — ynockoHarOBaTH, MOJIIIITYBATH

perform — BukoHyBaTH

peril — HeOe3meka; pU3UK

personal assets — npuBaTHE MaitHO

pervasive — nmomupeHui CKpi3b; TOU, 0 TPOHUKAE
piece of advice — mopana

pilot scheme — nijgoTHMIA TPOEKT

portability — mopraTtuBHiCcTB

position — ctanoBHIIE; ITOCAaA

POSSEsS — BOJIOAITH

PPC (pay per click) — mara 3a xiik

PR (public relations) — 38’s13ku 3 rpOMaaCHKICTIO
price sensitive buyers — mokyrmiti, 9y TaUBI 70 3MIiHU IiH
producer — BUpoOHHK

product placement — «npuxoBaHa pekiama

profit — mpuOyToK

profitability — penrabenbHiCTh

propensity to consume — CXUIbHICTh 10 CIIOKHUBAHHS
psychological threshold — ncuxomoriunmii mopir
quality — skicTh

R
raise the price — migHiMaTH 1iHy
rate — po3mip, HOpMa; CTaBKa, KypcC, Takca; I[lHa, OIlIHKa; TEMII,
IIBUJIKICTh; TPOMOPIIiSA, BIJACOTOK; KOEQIIMIEHT, MOKA3HHWK, CTYIIIHb;
MICIIEBHI TOJaTOK, KOMYHaJbHUH TIOJATOK; y OIOJAaTKOBYBaTH;
I1JIpaxoByBaTH
ratio analysis — anani3 koedirieHTiB
ration — po3noaiasATH; HOPMYBATH; BUIaBaTH
rational — parionansHuM
real GNP — peansHuii BaoBHid HAIlIOHATLHUHN TPOITYKT
real income — peaxpHUI IPUOYTOK
real wage — peanpHMIt 3ap0O0ITOK
reasonable — momipkoBaHUI; PO3BAKIUBUI
receipt — rpomIoBi HaAXOHKCHHS
recession — maiiHHS BUPOOHHUIITBA; 3HKCHHS TEMITIB
reciprocal wants — B3aemHi motpedu
record — 3amuc; JOKYMEHTH, ITPOTOKOJI; 3alIUCyBaTH; PEECTPYBATH
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recovery — BiTHOBJICHHS

reduce — ckopouyyBaTH; 3MCHIITYBaTH

refailing — po3apioHUit pogax

registered trademark — 3apeectpoBana Topropa Mapka

reimburse — BimmkomoByBaTH

reinvest — 3HOBY BKJIaJaTh

relationship — BiTHOCHMHH, CTOCYHKH

relative — BimHOCHUI

relative price — BigHOCHa I1iHa

relevancy — peiaeBaHTHICTb (BiITOBITHICTB)

rely (on, upon) — mokagaTucs; TOBIpITH

rent — peHTa; OpeHJIHA IUIaTa; KBApTHUpHA IJIaTa; 3/7aBaTh B OPEHIY;
OpCHJIyBaTH; IaBaTH HAIIPOKAT

report — moBiIOMJISITH; IOTIOBIJIaTH

reputation — pemyTariist / iMiK

reputation — penyTarris

request — 3anuT; BUKJIMK, 3asiBKA; TIOTIUT; TTPOXaHHS

resource — pecypcu

responsibility — BianmoBiganbHICTh

responsible for — BinnoBiganeHUii 3a

restrict — oOMexxyBaTu

restriction — oOmexeHHs

resume — pes3rome; MiICYMOK; BUCHOBOK

retail margin — roprosa HaliHka

retailer — puretinep / mianmpueEMCTBO po3apiOHOT TOPTiBIi

retailer — po3npiGHMIT TOPrOBELH

retargeting — petapreTuHr

return — moBepHEHHs; MOBEPHEHUN TOBAp; MOBEPHEHI YEKHU; MPUOYTOK;
00ir; 3BIT; MOJATKOBA JEKJIapallisi; y MOBEPTATH; JaBaTU MPUOYTOK
ROAS (return on ad spent) — peHTabeabHICTh BUTPAT Ha pEKIIaMy

ROI (Return on Investment) — 3aranpbHUii NOKa3HUK ITOBEPHCHHS
1HBECTHIIIHA Oi3HECY

ROMI (Return on Marketing Investment) — moKa3HMK OKYIIHOCTI
MapKETHHTY

ROPO effect (Research Online Purchase Offline) — cxema moBeminku
MOKYIIIIB, KOJU TI BHUBYAIOTH MPOAYKT OHJAWH, a KyNylOTh HOTO B
b13uYHOMY MarasuHi
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S
safeguard — rapaHnris; 0XOpOHa; OXOPOHHE CBIJIOLITBO; OOCPEIKHICTD, Y
rapaHTyBaTH, OXOPOHSITH
safety deposit box — ceiid a1 neno3uTiB, MO HATAETHCS MPUBATHUM
ocobam y 0aHKy
salary — 3apo0iTHa aTa
sale — mponaxk; 30yT; TOPriBIIsA, TOProBelbHA yroja; po3mpojax (3a
3HUKEHUMHU 1[IHAMHU), MH. TOBapooOir
sales funnel — Boponka mpomaxis
sales volume — o0Ocsr npoaaxis
salesman — npoaBenb
satisfy — 3am0BOIBHATH
savings — 3a0IaIKEHHS; HAKOITMYEHHS
savings account — omaaHM paxyHOK 31 BCTAHOBJICHUM BiJICOTKOM
scaling an advertising campaign — maciiraOyBaHHS pPEKJIaMHOT KaMITaHii
scarce — neinUTHUMN; PIAKICHUM; HEIOCTaTHIN
scarcity — HeJjocTaTHS KiJIbKiCTh, OpaK (40ToCh)
schedule — po3po0isTu mian
search ads — nmomrykoBe oroJyiomeHHs
search advertising — momrykoBa pekiama
security — 0e3neka; HaJiiHICTh; 3aXKCT; TapaHTis, 3a0¢3IeUCHH, 3aCTaBa,;
JOBIpeHa 0co0a, MH. I[iHHI Manepu
security exchange — ¢ponmoBa Oipka
seller — mponaBers
SEM (Search Engine Marketing) — momrykoBuii MapKETHHT
SEO (Search Engine Optimization) — KoMIUIEKC 3axOJiB MO0
30UTBIIICHHS BUAMMOCTICANTY B TMOIIYKOBHUX CHCTEMax 3a I[IJIbOBHUM
MOITYKOBUM 3aITUTaM.
service — mociryra; 0OCIIyrOBYBaHHS
service industry — mianpuemcTBa cepr 00CITyroByBaHHS
Set — BCTaHOBJIFOBATHU
set the price — Bu3HayaTH 1iHy
sewage — cTiuH1 BOAM; KaHaIi3aIis
share — yacTka, maif; y po3moaiisiTH, TiTATH
shareholder — akrtionep, BIacHUK aKIlii
shift — mepemimieHHs; nepecTraHoBKa; 3MiHa; (poOoda) 3MiHa, poOOUHnid
JIeHb; Y TepeMillaTu, 3SMIHIOBaTH

55



shopping centre — TOproBeIbHUMN IIEHTP

short—term loan — kopoTkocTpoKOBa O3UKA

significant — 3HayHuMi, ICTOTHUI; XapaKTCPHHH, TTOKA3HUI; BipOTiIHUIA;
3HAYYIIUU

site page layout — makeT CTOpiHKH caiiTy

skill — mocBin

SMM (Social media marketing) — MmapKeTHHT B COIllaIbHUX MepexkKax
SMO (Social Media Optimization) — onTumizaliis caiTiB Mg COLiaIbHI
pecypcu

SMP (Social Media Platform) — mnargopmu cormianpHux Memia (hopymu,
0JI0TH, TTOAKACTH, COIlaJbHI MEPEXK1 Ta 1HIII)

society — cycImiJIbCTBO; OpraHizallis; 00’ € JHaHHS; acOlliallis;

sole — equHMNA, BUKJIFOYHUNA, OTHOOCIOHMHA

solution — BupileHHs, PO3B’A3aHHS

SOurce — mKepeso

span — iHTepBa, epioj; TPUBAIICTh

specialize — cniemianmizyBaTucs

standard of living — piBeHb XUTTS

state bank — nep>xaBHuii 6aHK

statement — 3BiT

stepping-stone — 3aci0 I JOCATHEHHS METH (U1 TOJIIIICHHS
CTaHOBMIIIA)

stock — akiris

stock certificate — axmist

stock—broker — Gip;xoBuii MakJep

stockholder — akiionep, BIacHUK aKIlii

storage — 30epiranss

structural unemployment — ctpykrypHe 06e3po0iTTs

subjective — cy0'exTuBHUI

subsidy — cyocunis, moTarfis

substitute — 3acTynHuK; 3aMiHa; Y 3MiHIOBATH; 3aMilllaTH

supplier — moctayanbHUK

supply — npomo3wuiris

surplus — 3anuIIOK; aKTUBHE CaJIbI0

switch — mepexiz, mepexItoYeHHS
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T
take tifle to the goods — nmpunbaTu TOBap SK BIACHICTH
tangible — BiguyTHUH; peanbHUIA
targeting — TapreTunr
tariff — Tapud
taxX — momaTok
taste test — TectyBaHHs cMaky, SIK IIUIbOBA ayJUTOpisS pearye Ha HOBUU
CMaK
teaser advertisement — Tu3epHa pexiiama
telephone survey — Tenedonne onuTyBaHHS
TOR (Terms of Reference) — rexuiune 3apnanns (T3)
total — migcymoByBaTH
total sale — cykyrHumii mpoax
track — xypc
keep track — moTpumyBaTHCs Kypcy
trade — Toprieis; mpodecis; peMeciio
trade—in—allowance — cyma rpoiieii, moBepHyTa 3a cTapy pid i BHECEHA B
PaxyHOK IpHI0aHHS HOBOI
traffic — motik (kopucTyBadiB calTy, 101aTKy TOIIIO)
turnover — o6csr mpoaaxiB / TOBapOOOIT

U
ufilities — mianmpuemMcTBa TPOMAACHKOTO KOPHCTYBAaHHS, KOMYHaJIbHI
TIOCITYTH
ultimate consumer — KiHIeBHiA CLIOXKUBAY
unadequate — HeJOCTaTHIM, IO HE BiJIMOBIIa€ yMOBaM
uncertainty — HeBU3HAYEHICTh; HEIIEBHICTh
undermine — migpuBaTH, pyHHYBaTH
unemployment — 6e3po0iTTs
uniformity — He3MiHHICTh, MOCTIHHICTh
unique page Views — yHiKaJIbHI IeperIsiau CTOPIHKU
unit of account — oguHUIT OOYUCITCHHS
unlimited liability — HeoOMerxeHa 0puAMYHA BiAMOBIIAIbHICT
unreasonable price — Hepo3BaXK/IMBa IIiHA
unsound — Oe3rmiacTaBHUI; HEHATIHHUN
USer — cnoxxnuBau
USP (unique selling proposition) — yHikaapHa TOProBa MpOIO3HIIis
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visitors — BiaBiayBaui caTy

W

warranty — rapaHTisi; mopyka

waste — 6e3KoprCHa BUTpaTa, 30MTKH; y BUTpAdYaTH MapHO
wealth — 6ararcTBo

wear out — 3HouryBaTucs

welfare — 1oOpoOyT; mocTaTok

welfare programme — GnarojiliHa mporpama

well-being — 1o6poOyT

wholesale unit — 00’ e1HaHHS ONITOBOT TOPTIiBIi
wholesaling — onrroBa TopriBis

will — 6axxanHs

WOM (Word of Mouth) — MapkeTHHT i3 yCT B ycTa, MAPKETHHT ILIITOK
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Suggested reading for gaining new knowledge in the
field of marketing and improving a foreign language

1.Antonia Clare, J.Wilson Speakout. Students’ Book. Pearson:
Longman, 2022. 3d ed. 176 p.

2. Antonia Clare, J.Wilson Speakout. Workbook. Pearson: Longman,
2022. 3d ed. 95 p.

3.Intelligent Business Course Book. Christine Johnson. Pearson
Education Limited, 2006. 176 p.

4.Key Words in Business. Bill Mascull. Harper Collins Publishers,
2001. 206 p.

5.Margaret O’Keeffe, Lewis Lansford, Ros Wrightevan
Frendo,Lizzie Wright.Business Partner. Course book. Pearson.160 p.

6. David Cotton, David Falvey, Simon Kent. Pearson Edition Limited,

2004. 176 p.

7.Market leader. Intermediate. Students’ Book. Pearson: Longman,
2018. 176 p.

8.0rrell D. Instant Economics. Welbeck Publishing Group Limited,
2021. 176 p

9.Sara Helm, Rebecca Utteridge. Market Leader. Pearson Education
Limited.2010.-96 p

10. Virginia Evance, Jenny Dooley, Ketan C. Patel. Career Paths.
Sales and Marketing. Express Publishing, 2022.120 p.
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	Task: Discuss the following questions. Questions for oral discussion in a practical session.
	1. Old truth: Marketing begins with knowing your customer.
	New truth: Marketing begins with knowing your customer segment.
	2. Old truth: You are competing with your competitors.
	New truth: You are competing with the last best experience your customer had.
	3. Old truth: Customers hope you have what they want.
	New truth: Customers expect you to have exactly what they want.
	4. Old truth: Courting customers is just like dating.
	New truth: Courting customers is just like online dating.
	5. Old truth: Customers must sit at the heart of your marketing strategy.
	New truth: Customers must sit at the heart of your customer journey.
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	Which Differences Matter in International Teams?
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	14. Freemium pricing
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