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INTRODUCTION

This series consists of four practice books designed for upper-intermediate learn-
ers of English working in the business world, where a command of written and
spoken English is essential. The series provides instruction on writing résumés
and business letters, as well as how to give presentations. It also discusses and ex-
plains terms and expressions encountered in banking, finance, marketing, man-
agement and public relations. The techniques employed in the series are varied.
The student is expected to actively consult dictionaries for most of the exercises.
A Kkey is also included in each book, allowing the student to do the exercises inde-
pendently.

The authors proceed from the principles of “novelty and authenticity”, universal-
ly recognized in teaching methods. The majority of examples and exercises are
based on a wide variety of authentic sources, providing the student with the most
accurate material possible. The following are the main sources of reference used
in the compilation of the series:

1. Business Listening Tasks by Patrick Hanks and Jim Corbett. Cambridge Uni-
versity Press, 1986.

2. Business Reports in English by Jeremy Comfort, Rod Revell and Chris Stott.
Cambridge University Press, 1984.

3. Case Studies in International Business by Christine Uber Grosse and Robert E.
Grosse. Prentice Hall Regents, 1998.

4. A Complete Book of Business Letters. Gaurav Publishing House, New Dehli,
1995.

5. Effective Business Writing, Strategies and Suggestions. Harper & Row Publishers
Inc., NY, 1989.

6. Key Words in Business by Bill Mascull. Collins Cobuild, 1996.

Practice Book 4. Marketing and Management is the fourth book in the series. It
focuses on the concepts, vocabulary and phrases encountered in international
trade, marketing, management, and public relations.
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I. Price

1. Key Words (X &i7)iE)

Find 8 common words connected with price in the word square. You can read
the words vertically (4 words) or horizontally (4 words), forwards or back-
wards , upwards or downwards .
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2. Pricing Strategy [1] (ZEH#rRBE[1])

Fill in the missing phrases in the sentences. Choose from the following :

budget priced going rate® retail mafgin unit cost
demand curve@ price war selling costs

1. The amount of money necessary to produce one individual example of a
product is the

2. The difference in price between what retailers pay for a product and what
they sell the product at is called the .

3. The total amount of money spent on all aspects of selling, including ad-

@ going rate; ITILE , BITFIE B4
@ demand curve: TR



vertising, commissions and promotion, is known as the

— Price—

4. A period during which several competitors aggressively lower their prices

in an effort to build up market share is called a

5. Products at the lowest end of the price scale are sometimes referred to as

goods.

6. The price for a product or for services which the market will accept is the

7. The line on a graph which shows the relationship between prices and con-
sumer demand is called the

3. Pricing Strategy [2] (M &rE[2])
Match the words (1—7) with the definitions (a—g).

1. break-even point
2. discounting

3. factory gate price
4. inelastic demand®

5. overheadso,

6. penetration strategy

7. price sensitive buyers

a) the price wholesalers and distributors pay for
goods

b) a pricing strategy based on low pricing and
low unit profits

¢) the point in the development of a product
when sales begin to exceed the investment

d) consumers who are very attentive to price
changes and look for lower-priced items

e) sales of a product do not change much with
variations in price

f) reducing prices from a level at which the
product was previously offered for sale

g) the day-to-day costs of running a business

1

2

3 4 5 6 7

4. Pricing Strategy [3] (FEKEE[3])

Match up the remarks below with the names of different pricing strategies in
the box .

@ inelastic demand: 3% #& & WA ST R

2



—Price—

. market penetration pricing

market skimming

. current-revenue pricing

loss-leader pricing

. mark-up or cost-plus pricing

. going-rate pricing

demand-differential pricing (or price discrimination)

WTIO\UI-BMNH

. perceived-value pricing

a. Firstly, we need cash, and secondly, we don’t think the product will last
very long; it’s really just a gimmick®, so we’re trying to maximize our
sales income now.

b. Like all supermarkets, we offer half a dozen or more different items at a
really low price each week. We lose on those, but customers come in and
buy lots of other stuff as well.

c. Since our product is indistinguishable from those of all our competitors,
and we’ve only got a tiny part of the market, we charge the same as the
rest of them.

d. They just worked out the unit cost and added a percentage, without even
considering demand elasticity or anything like that.

e. We charge an extremely high price because we know people will pay it.
Our brand name is so famous for quality that we can make huge profits.

f. We charge lots of different prices for what is really almost the same
thing. Of course, in first class you get better food, and in economy class
there’s hardly any legroom but it’s still a flight from A to B.

g. We decided to launch the product at a very low price, almost at direct
cost, hoping to get a big market share. Then we can make profits later
because of economies of scale.

h. We’re going to charge a really high price to start with. We can always
lower it later to reach price-elastic market segments.

1 2 3 4 5 6 7 8

@ gimmick: n. %k, fEH



—Price—

5. Word Partnerships — Price (#1 price 183 £ )

A. All the words below can be combined with price in a two-word partnership,
e.g. price war, retail price. Add the word price either before or after each of
the words below .

1. control 2. cost
3. cut 4. discrimination
5. clasticity 6. exercise D
7. fixing 8.  freeze®@
9. going 10. _ historical
11. index 12. list
13. maintenance 14. market
15. mechanism 16.  minimum
17. range® 18.  recommended
19. reduction 20.  retail
21. risk 22. _ selling
23. sensitivity 24. striking
25. war 26. wholesale

B. Which of these two-word noun phrases refers to;

1. a basic price before discounts and special offers
are made?

aggressive competition between rivals?

a price at which retailers buy goods?

a price recorded in a company’s accounts’

the government’s measure of inflation? s

the price at which a producer makes no profit?

N O s W

the relationship between a product’s price and the

quantity bought?

8. a price-limit imposed by the government?

@ exercise price: WEEARMME , BUGREEM45 , 5 striking price & [F] ) A,
@ price freeze. YIRS, 8 BUR 7238 5 B Rk o RS 0 4 894730
® price range: Hr&IEE 5 — B0 E A AT EEME SRS 5 REMN Z B IEE.
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9. arrangements between competitors not to lower prices?

10. the price of options®?

6. Pricing Policy (EEHEE)

Read the summary of a report on a meeting about pricing policy in Callan
Ltd., a manufacturing company. Think what the words in bold type mean .

Report

Subject: Marketing Focus Group Meeting
Date: 4 December 19
Present: DF, HT, PT, JF

The following decisions were taken regarding pricing strategy for the new
year.

i . Budget priced goods shall only be sold in Category “C” stores. Goods can
only be sold at a budget price where they have already been offered at the
recommended retail price for a period of not less than three months.

ii . Agents shall be instructed that from January 1, we do not allow discounts
on any goods not sold at a previously higher price for a period of three
months.

iii. Decisions on pricing must realize margins for the retailer of up to 25%.
Prices below 15% are unlikely to be economic for any of our retailers.

iv. Similarly, our own factory gate price must allow the company to cover all
production costs and also to realize a profit of between 25% and 35%. Qur
marketing team should watch the market prices to ensure that we do not
price ourselves above the going rate.

v . Wherever possible, we should sell our products to retailers. This will cut
out intermediaries and avoid retail prices being forced higher by high

wholesale prices.

O options: H4L, R BEFER, H—F AR, BRERE, —FHB—F XN —/NERNRIEL
AL BB T, LU BB E R B R R 3, 6 38 9 A RIS Mk, BT b # 4
(striking price 3 exercise price) , 7 XF 77 g 35 5% 1 B — 52 BB 0 1 8 1 35 B 9 4 B9 AL

5
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7. Fixing a Price (BEMN 1)

A. Match each word on the left with a word on the right .

1. penetration a) demand

2. down b) priced

3. fixed c¢) market NS 9 | 3 4 5
4. budget d) costs

5. elastic e) strategy

B. Now make up another five phrases opposite in meaning to those in part A.

1. inelastic a) demand

2. variable b) priced

3. premium ¢) market 1 2 3 4 5
4. skimming d) costs

5. up e) strategy ]

8. Aggressive Pricing (FkEEHITE #)

Read the newspaper report about SAWA , a computer game company which is
introducing a new low-priced product to help win a bigger market share. Then
fill in the missing phrases in the sentences. Choose from the following :

advanced orders high penetration production costs
break even premium price recommended retail
factory gate price war

SAWA in low price game
The Japanese computer game company SAWA is planning an October launch
for a new game called Zappo. The development of the game has taken two
years, but (1) are impressive. The company expects the

product to (2) within one year. (3) are low

as the labour input in the sector is relatively small.
Margins in computer games are usually high, but SAWA has promised a (4)
strategy, with a competitive pricing policy.




—Price—

(%)
This is a change of policy for SAWA, whose products have always carried a
(5) , SAWA being a relatively exclusive brand.
The (6) price is expected to be around $ 45, with the (7)

price being around 33% of that. Such a low price may have

the effect of creating a (8) in the computer games market.
A further point of interest is that SAWA predicts a long shelf-life® for Zap-
po, perhaps five years, which is longer than normal in this sector.

9. Word Partnerships — Cost (%0 cost *E*Eﬁ?gﬁﬂ)

A. All the words below can be combined with eost in a two-word partnership,
e.g. cost accounting , variable cost. Add the word cost either before or after
each of the words below .

1. accounting 2. advantage

3. average 4. carrying@

5. current 6. direct

7. factory 8. fixed _

9. historical @ 10. indirect

11. labour 12.  leadership®
13. _ marginal 14. opportunity®
15.  price 16.  prime

@ shelf-life: n. FREFM, MEGHMFRZ BEIEREFE Lo B4R FH# R ITFREHR
ABEHHE : -

@ carrying cost: BRFBA, BHAVH 28 BHY FRER SRS ERERTHRA,
—RE R TR R R T R R BOREE &

@ historical cost: i Bl R 1 e R A M AR M E 5 H B

@ cost leadership: WA R, HEUAARHHANEMN LR, R AFELER
F3d FARBATM R L5, BT W RS EEO S E SRS, AT EREN
0 8 SE W T 0 8 B T AR B8 & B R

® opportunity cost: FlEHA,ELFHLBHEAMNCRERFNSEWZHED M BRA,
WAL RO BN REERY, - MALFABEHERE BE-HFERAEBES —
MEE. A, GEELAREET -MESMIES —F, ML IR &M PLS R
A RRIRMAEEA AEF BRI EZ4ATS — RN AE.



17. replacement\V 18. total
19. unit 20. variable

—Price—

B. Complete the following sentences by using two-word partnerships from the list
above .

10.

1.
2.

. Dumping means selling goods at below

Companies’ balance sheets usually record assets at .
They don’t record the , because they usually don’t know
it. '

. Prime cost and mean the same thing: the cost of raw ma-

terials and labour.

, such as rent and salaries, do not vary according to the
volume a company produces.

, on the contrary, are those which depend on the volume

of output produced.

. Some companies employ a Strategy, aimed at producing

goods at a lower cost than their competitors.

. Economists define as the factor of production (land,

labour, or capital) could have earned if put to another use.
is the cost of owning assets, which can be compared with
the amount of interest that could be earned if the money was lent instead.

Costs (fii1&. % H)

Choose the best definition for each of the words or phrases.

1

2

. cost of labour

a. cost of all work involved in making a product or service ready for sale
b. cost of manual workers employed by a company
c. cost of industrial action by employees

. cost of production

a. selling price for a finished product
b. all expenses for raw materials, heating, lighting, electricity, etc.

@ replacement cost: EBEE , HEARARMSSCFARTERIBMN A EHEAY =Y

W B,



—Price—
¢. all costs involved in making a product ready for distribution and sale

8. cost of sales
a/ total costs involved in making a product or service, distributing it and
_ selling it
b. cost of selling a product in salaries, commissions, etc.
c¢. the price of a product when it is sold

4. commission
a. a royalty paid to an inventor of a product
b a percentage of the selling price which is paid to the seller, usually an
agent or distributor
c. Instruction given to a sales representative or to the shop which is asked
to sell a product

5. selling costs
a. the total money raised by selling a product or service
b. the costs involved in distributing, promoting and selling a product
¢. the salaries and other expenses paid to the sales representatives

6. direct costsh’
-a. all costs relating to production of a product, including development
costs and raw materials, electricity and labour
b. all taxes paid to the government
c. the cost of labour involved in making a product

11. Identifying Costs (iR 3| & Fh# )

Read the definitions below, then complete the following phrases by

combining an appropriate word from the box with cost(s).

price fixed variable center analysis
manufacturing operating labour selling sales

1. usual expenses such as rent, heating, lighting, which
are not changed by the volume of production costs



10.

—Price—

. expenses which increase with increased production,

e. g. labour, raw materials costs
. all costs directly related to production costs
. all costs directly related to getting someone to buy a

product costs
. the costs of employing workers and staff costs
. the costs for the day-to-day running of a company

or business costs
. selling at a price which is exactly what the product

has cost to make cost

. the study of all likely costs associated with a product cost
. a business in a chain, or a subsidiary, but treated as

independent for accounting cost
the total costs for all products sold cost of

12. Marketing Price Idioms { E 4§/ #& 1% Fig)

Classify the following expressions according to whether you think they mean

that (a) the price rose a little,

10

(b) the price rose a lot ,

(c) the price fell a little,

(d) the price fell a lot, or

(e) the price was almost unchanged .

. After early losses, the Dow Jones rallied to finish up ten points.
. Boeing shares plummeted after a door fell off a 747 which took off from

Dulles International Airport and landed in the White House garden.

. Chrysler continued to drift, finishing 75 cents down at 45 and a half. ,
. CIBA-Geigy shares rocketed after the company announced the discovery

of a drug that would cure people of wanting to make a fortune on the
stock market.

. Compagq stock suffered a small setback, losing $ 2.25.
. EuroDisney shares sank again to FF2. 35 after Mickey got caught in a

mousetrap.

. Eurotunnel shares went through the floor, finishing at 0.14.
. Gold slipped back a little to $ 385.40.
. Hill-Lewis shares took a knock, after the news that the chairman of the



10.
11.

12.
13.
14.
15.
16.

17.
18.
19.
20.
21.
22.

23.
24.

25.
26.

27.
28.
29.

30

—Price—

company Stuart Tipping had resigned.
IBM stocks suffered a drop after disappointing quarterly results were re-
leased.
In Frankfurt, the DAX index failed to halt its slide, finishing down 6
points.
In Lisbon, shares were slightly weaker in light trading.
In Milan, shares eased slightly in subdued trading.
In New York, the Japanese yen slumped to 123 to the dollar.
In Paris, the CAC-40 recovered slightly, finishing up by 0.32%.
In the Philippines, shares took a tumble in heavy late trading, with the
Manila Composite Index closing at 2507. 33.
In Tokyo, shares rebounded, the Nikkei@ closing at 20677. 83.
In Hong Kong, the Hang Seng Index plunged to 8269.44.
On Wall Street, most of the leading stocks were firmer.
Philip Morris also dipped, down 75 cents to $ 52.75.
Shares fell sharply across the board in Jakarta this morning.
Shares of Tottenham Hotspur Football Club crashed to a record low of
16p after the team lost their fourteenth successive home game @ on Satur-
day.
Silver was steady at six hundred and thirty-five cents an ounce.
The Deutschmark jumped after the weekend’s election results, finishing
at 0.598 against the dollar.
The dollar was slightly stronger in active trading yesterday.
The Dutch guilder® leapt to an all-time high after gold was discovered in
. the mountains outside Amsterdam.
The pound revived a little, finishing up 2 pfennigs. -
The Swiss franc advanced a little to 2. 14.
Thirty-five points were wiped off the Footsie® as shares took a beating
in London.
. Volkswagen staged a comeback finishing up 14.

@ Nikkei: B, RESRB B AR EMEFEAEHHREG

@ home game: FFHHF

® guilder: n. BP gulden /& , B #2249 5% M 47 .

@ Footsie: Financial Times-Stock Exchange 100 share index, (&Rt 3R )RE 25 B 100 #
BRI R AR, R E B,
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