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Unit 1

COMPANY STRUCTURE
AND LEGAL FORMS OF OWNERSHIP

Regardless of its nature and where it is conducted, a business has to
be structured within a defined legal framework. The proprietors of the
business will select the form best suited to their particular needs. These
may relate to issues such as limitation of liability, flexibility of manage-
ment structures, privacy of financial data. Forms of business organiza-
tions can be categorized as follows:

1. Sole proprietorship;
2. Partnerships of one form or another;
3. Various types of companies with limited liability.

The sole proprietorship is the simplest form of business organization.
A person who wishes to conduct his or her business in this way can start
trading immediately. One requirement will involve certain basic infor-
mation relating to the business, including the name under which it is to
operate, being recorded on the commercial register. The downside is the
unlimited personal liability that comes with it. The sole proprietor/sole
trader is in effect trading on his or her own account and will, according-
ly, be fully liable on contracts and other legal obligations undertaken on
behalf of the business.

The general partnership. This form of organization involves two or
more persons jointly pursuing a business purpose and agreeing to share
both profits and losses. The partnership has certain advantages over oth-
er types of business organization. For instance, as it is based on a con-
tract, the partners are generally free to determine for themselves exactly
how the business should be run. All that is needed is a partnership agree-
ment, which may include the following:

* the partnership name;
* a description of the partnership business;
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* the names of the partners;

» the capital to be contributed by each partner;

* a statement as to how the profits are to be divided and losses shared
and some other points.

Financial information relating to the business generally remains pri-
vate. The principal disadvantage of the general partnership is unlimited
liability for the debts.

There is another type of partnership — a limited partnership (LP). An
LP must have at least one general partner whose liability is unlimited.
The liability of the remaining partners can be limited to the amount of
their contribution to the partnership assets. The limited partners must
take no role in the management of the business, this being left to the
general partner(s).

Limited liability companies. The most widely used form of business
organization is a company with limited liability. Firstly, such a company,
in the eyes of the law, has a legal position. Secondly, the personal liability
of its members is limited to the amount they have invested.

There are two types of limited companies — public companies (Plc)
and private companies (Ltd). In both cases, the company is formed by
registration with the Registrar of Companies. The founders of the com-
pany must send to the registrar certain documents, including the arti-
cles and memorandum of association (the company’s constitution). If the
documents are in order, a certificate of incorporation will be issued and
the company will be classified as a Private limited company (Ltd), whose
shares cannot be traded on the Stock Exchange. However, a Public lim-
ited company (Plc) will only be registered as such if the share capital has
a certain nominal value (in the UK at least £50,000). The company will
not be allowed to start trading until the registrar has granted it a trad-
ing certificate. Public companies can sell shares on the Stock Exchange.
A disadvantage of a private company (Ltd) is that its potential sourc-
es of finance are more restricted than those of a public company (Plc).
The management and control of limited companies is divided between
the Board of Directors and the shareholders acting in general meetings
(AGM).

Public companies are often multinationals, i.e. companies that oper-
ate in different countries, usually with a complex structure, e.g. a parent
company owns subsidiaries. The parent company may be a holding com-
pany with no independent activity.

Most companies consist of three groups of people: shareholders,
management team and workforce. Large business organizations have a
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hierarchy with a number of levels, and a line of command running from
top to bottom. There may also be staff positions that are not integrated
into the hierarchy, e.g. Assistant to Marketing Manager. The organiza-
tion might also be divided into functional departments, such as produc-
tion, finance, marketing, sales and personnel or human resources (HR)
department. Larger organizations are often further divided into autono-
mous divisions, each with its own functional section.

A traditional hierarchal company is normally given strategic direc-
tion by the board of directors headed by the chairman or chairperson
(UK)/president (US), though operations in all directories are headed
by the chief executive officer (CEQ) sometimes known in the UK as the
managing director. A director normally heads each function within the
company (e.g. HR director) and managers lead the departments within
a function or directorate.

More recent organizational systems include matrix management, in
which people report to more than one superior, and autonomous, tem-
porary teams that are responsible for an entire project are created.

Ex. 1. Answer the following questions.

What types of business framework can you name?

What is the simplest form of business organizations? Why?
What is a major disadvantage of being a sole trader?

What is General Partnership?

What does partnership agreement include?

What does LP stand for? What is the role of limited partners?
What are common features for limited companies?

How is a limited company formed?

. What documents are necessary for a company to become a Plc?
10. What is the difference between an Ltd and a Plc?

11. What is a multinational company?

12. How can organizations be structured?

13. What is matrix management?

Ve NAU R L~

Ex. 2. Provide business terms for the following definitions.

1. A person who owns and runs a business and is the only person
who is legally responsible for it.

2. Abusiness owned by two or more people who are responsible only
for the amount they have invested in the business if it is unable to pay its
debts.

3. A company which is listed on the Stock Exchange.
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4. An official document that states that a company has officially
been created.

5. A company that may not offer its shares for sale to the public.

6. The legal duty of the shareholders of a company to pay all its
debts.

7. A company owned or controlled by another company.

8. A company that owns shares in different types of businesses and
may or may not carry out its own business activities.

9. A way of organizing a company in which people from different
departments work together and so each employee has two or more man-
agers in different departments.

10. The person in a company who has the most power and authority
and is responsible for managing its daily affairs.

Ex. 3. Fill in the gaps with the following words and expressions.

vreturn vstock options | vChief Finance Officer (CFO)
vmergers vshareholders | vChief Operations Officer
voutside directors | vdividends (CO0O)
vthe board of direc- | vsalary vcompensation
tors externally vassets vchairman and board of di-
rectors
vindividuals
vreporting directly to
THE BOARD OF DIRECTORS

The primary responsibility of the board of directors is to protect the
shareholders’ and ensure they receive a decent on
their investment. Many directors there feel that it is their primary re-
sponsibility to protect the employees of a company. It is the board’s job
to select, evaluate, and approve appropriate compensation for the com-
pany’s chief executive officer (CEQO), evaluate the attractiveness of and
pay , recommend stock splits, oversee share repurchase pro-
grams, approve the company’s financial statements, and recommend or
strongly discourage acquisitions and .

The board is made up of individual men and women (the “direc-
tors”) who are elected by the for multiple-year terms. In
most cases, directors either 1) have a vested interest in the company,
2) work in the upper management of the company, or 3) are independ-
ent from the company but are known for their business abilities. In ex-
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change for providing their services, corporate directors are paid a yearly

, additional for each meeting they attend,
, and various other benefits. When you consider that
many executives sit on multiple boards, it’s easy to understand how their
directorship fees can reach into the hundreds of thousands of dollars per
year.

is made up of two types of representatives. The

first type involves chosen from within the company,
who work for the company on a daily basis. The other type of represent-
ative is chosen and is considered to be independent

from the company.

Board members can be divided into three categories:

Chairman, Inside Directors,

Management Team. It is dlrectly responsible for the day-to-day op-
erations of the company.

Chief Executive Officer (CEQO) — as the top manager, the CEO is
typically responsible for the entire operations of the corporation and re-
ports directly to the . Itisthe CEO’s respon-
sibility to implement board decisions, with the assistance of senior man-
agement.

— responsible for the corporation’s op-
erations, the COO looks after issues related to marketing, sales, produc-
tion and personnel.

— also the
CEO, the CFO is responsible for analyzing and reviewing financial data,
reporting financial performance, preparing budgets and monitoring ex-
penditures and costs.

READING

Ex. 4. Try to answer these questions before you read the text.

1. What is meant by a global company?

2. What big telecommunication companies do you know?

3. What do you know about BT?

4. What does a Company Profile include?

5. What activities are involved in telecommunications today?

THE BT STORY
COMPANY PROFILE

BT is one of the world’s leading providers of communications solu-
tions and services operating in 170 countries. Our principal activities in-
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clude networked IT services, local, national and international telecom-
munications services, and higher-value broadband and internet products
and services. BT consists principally of four lines of business: BT Global
Services, Openreach, BT Retail and BT Wholesale.

BT’s structure
BT Group plc
[ I I |
BT Retail BT Global BT Wholesale Openreach
Services
BT Group Strategy and Operations

BT Design —L— BT Operate

Our company details

British Telecommunications plc (BT) is a wholly-owned subsidiary
of BT Group plc and encompasses virtually all businesses and assets of
the BT Group. BT Group Plc is listed on stock exchanges in London
and New York.

BT’s History
Looking back to the future

BT is the world’s oldest communications company, with a direct line
of descent from the first commercial telecommunications undertak-
ing in Europe. The Electric Telegraph Company established in 1846,
was the first outside the United States to exploit leading edge telegraphy
technology and introduce electrical communications to an astonished
world. Within ten years an international network had been developed,
making communications possible within minutes and hours instead of
days and weeks. The consequences for every aspect of society were dra-
matic and profound.

Fast forward to today and technology is more central to BT s business
than ever before as it builds on the foundation of the digital era to cre-
ate the information age. Virtual markets, electronic commerce, broad-
band and mobility are now the watchwords which are changing radically
the way companies and people do business. The successful companies of
the future will be those which exploit their technology to underpin their
business, generate revenues and minimize costs. For BT, the willingness
to embrace new relationships, both technical and commercial, will be
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key to maintaining its influence on the development of the communica-
tion industry.

BT’s Strategy: the transformation story

The recent history of BT is a story of business transformation. It is the
story of a company that has grown and prospered through being com-
petitive, customer focused and innovative, that has learned to compete
and win against some of the world’s biggest companies to become a truly
global operation. BT serves customers in more than 170 countries. We
have one of the largest IP networks in the world and we are adding one
new city to that network every 7 days.

Five years ago BT decided to stake its future on meeting the demand

for IT infrastructure and solutions among global organizations and the
rapid expansion of broadband in the UK. Our strategy is to grow this

“new wave” business whilst continuing to fight for our more traditional
business in the UK. This business was worth more that £8bn in 2007/08
and made up approximately 40% of our revenue. These services are de-
signed to help customers make the most of the convergence of networks
and services, mobile and fixed products, media and communications:-

BT — the global company

Broadband communications enable organizations to work across
time zones and borders. We are building the IT infrastructure for glo-
balization. We are helping businesses reach new markets and customers,
and helping them improve their productivity and operational efficiency.

Our target is to be:

* valued by our customers for the excellence of our people and
networked IT services;

* respected by all as a world-class services organization; and

» acknowledged as the experts in helping customers profit from
convergence.

We are making real progress:

» we have won contracts with world class organizations as diverse as
Unilever, Reuters, Microsoft, Volkswagen, Volvo, BMW), Fiat, the
EU, NATO and the NHS;

* BT has invested £480m in acquisitions completed in 2008;

+in 2008, BT’s workforce in Asia Pac rose by 464% and in the
Americas by 28%.
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BT Vision

BT Vision, our next generation television service, was launched in
December 2006. The service is designed to be easy to use, bringing the
next generation of TV technology within reach of a mass audience and
putting the UK at the forefront of the development of digital TV delivery.
There are now over 282,000 customers. BT Vision’s service covers the
range of ‘traditional’ programming such as first run movies, older, clas-
sic library movies, high profile UK and US episodic television program-
ming, children’s programming, sports and music. The service gives cus-
tomers the opportunity to watch programming with complete flexibility,
not only in terms of when and what they watch, but also how they pay
for it. Vision customers can view programs from the leading rights own-
ers, including Disney, Dreamworks, BBC Worldwide, NBC Universal,
HBO, Paramount, Warner Music Group, and National Geographic.

BT’s own business is still primarily located in the UK, with 32 out of 34
call centers being located here.

BT and the 2012 Olympics

BT is the Official Communications Service Provider for the London
2012 Olympic and Paralympic Games. We will be responsible for pro-
viding all communications services to the London Organizing Commit-
tee (LOCOG) and all communications services to the workforce and at
venues. We are also a Sustainability Partner and will work with LOCOG
to help stage sustainable Games.

Some things you might not know:

* BT is delivering the largest product tagging project in the world for
Marks and Spencer.

* Sorting out spam — Around 90 per cent of e-mails on the internet
are spam. BT introduced the world’s first fully-automated ‘spam
buster’ system in October 2006, tracking down and tackling
professional spammers.

* Crime fighting — BT’s satellite technology is being used in the first
police mobile forensic lab. It can conduct DNA and blood tests at
the crime scene instantly linking into national databases, making
the first critical minutes of a serious crime investigation more
effective.

* Financial centers across the globe — BT equipment powers 1,400
trading floors across 51 countries with over 60,000 users.
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* Mental Health — BT has launched a major program to tackle
problems such as anxiety, depression and stress in its workforce. BT
has cut the number of employees off work suffering from psychiatric
problems by 30 per cent over the last four years.

* Our Home IT support service has provided 10 million minutes
worth of advice since it was launched 18 months ago. Offering help
with problems ranging from wireless connections to storing digital
photos.

Ex. 7. Decide whether the following statements are true or false.

1. BT is active in a number of businesses.
2. BT was the first company, which introduced electrical communi-

cations.

3. It established its operations worldwide within a decade.
4. BT Plc is a parent company for BT Group Plc.

5. BT can sell its shares on NASDAQ Stock Exchange.

6. BT company widely offshores its operations.

7. BT is a service provider for major sports events.

8. BT is developing its operations in retail area.

9. The company has contributed to police investigations.
10. BT pays close attention to the quality of working life.

Ex. 8. Using the information from the article and the information below describe

the structure of BT Group.

Chairman —Sir Michael Rake

Chief Executive — Ian Livingston

Chief Executive of BT Global services — Francois Barrault
Group Finance Director — Hanif Lafani

Chief Executive of BT Retail — Gavin Patterson.

The following words and expressions may be helpful:

vat the top of | vreport to vbe support- vbe responsible for
the company |vbe account- ed by vbe in charge of

vbe headed by able to vbe assisted by | vtake care of

vbe led by vbe under

vconsist of

veomprise

vbe made up of

Ex. 9. Prepare and deliver a 10-minute presentation about your company profile.



Unit 2
MARKETING

INTRODUCTION

Marketing consists of the strategies and tactics used to identify, create
and maintain satisfying relationships with customers that result in value
for both the customer and the marketer. Strategies are best explained as
the direction the marketing effort will take, while tactics are steps or de-
cisions made to follow the strategies. In order to reach the goal of cre-
ating a relationship that holds value for customers and for the organiza-
tion, marketers concentrate on the following: Target Markets, Products/
Services, Promotion, Distribution, Pricing and additional services that
increase the product value. The most important marketing function in-
volves efforts needed to gain knowledge of customers, competitors and
the markets. Marketing therefore combines market research, new prod-
uct development, distribution, advertising, promotion, product improve-
ment and so on.

THE CENTRALITY OF MARKETING

Most management and marketing writers now distinguish between
selling and marketing. The “selling concept” assumes that resisting con-
sumers have to be persuaded by vigorous hard-selling techniques to buy
non-essential goods or services. Products are sold rather than bought.
The “marketing concept”, on the contrary, assumes that the producer’s
task is to find wants and fill them. In other words you can’t sell what you
make, you make what will be bought. As well as satisfying existing needs
marketers can anticipate and create new ones. The markets for Walk-
man, personal computers, video games, to choose some recent exam-
ples, were largely created rather than identified.

Companies are always looking for marketing opportunities — pos-
sibilities of filling unsatisfied needs in areas in which they are likely to
enjoy a differential advantage, due to their particular competencies.
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Market opportunities are generally isolated by market segmentation —
dividing a market into submarkets or segments according to customers’
requirements or buying habits. Once a target market has been identified,
a company has to decide what goods or services to offer always remem-
bering the existence of competitors. This means that much of the work
of marketing has been done before the final product or service comes
into existence. It also means that the marketing concept has to be un-
derstood throughout the company, e.g. the production department of a
manufacturing company as much as the marketing department itself.
The company must also take account of competitors who always have to
be identified, monitored and defeated in the search for loyal customers.

Once a product concept has been established, the company has to
think about the marketing mix — the set of all the various elements of a
marketing program, their integration, and the amount of effort that a
company can expend on them in order to influence the target market.
The best known classification of these elements is the 4P’s: Product,
Price, Promotion and Place.

Product is not just a collection of components. A “total product” in-
cludes the image of a product, its design, quality and reliability, brand
name, size, packaging, services and guarantee — as well as its features
and benefits. Products have a life cycle and companies are continually
developing new products to replace products whose sales are declining
and coming to the end of their lives.

Place comprises distribution channels, location of retail outlets, trans-
port, inventory size, etc. Retail products, for example, can go through
various channels of distribution such as “producer — end-users” (the
product is sold directly to the end-user by the company’s sales force, di-
rect response advertising, or direct mail), “producer — retailers — end —
users”, “producer — wholesalers — retailers — end-users” and others.

Price takes account of the value of the product, the ability of the cus-
tomer to pay, the volume of sales required, possible credit terms pric-
es charged by the competition on the market. Price includes basic list-
price, discounts, the length of the payment period and so on.

Promotion is a form of corporate communication that uses various
methods to reach a targeted audience with a certain message. Promo-
tion groups together advertising, publicity, branding, sales promotion,
and personal selling. Every product must possess a “unique selling pro-
position” (USP) — the features and benefits that make it unlike any other
product in its market. Like most marketing decisions, an effective pro-
motional strategy requires understanding how promotion fits with other
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pieces of the marketing puzzle (e.g., product, distribution, pricing, tar-
get markets).

Apart from the marketing of consumer goods, there is a great deal
of marketing of industrial goods. Industrial or business market consists
of individuals or organizations that acquire goods or services which are
used in the production of other goods, or in the supply of services to oth-
ers. Industrial market which is larger than the consumer market, con-
tains all the raw materials, manufactured parts and components that go
into consumer goods, plus capital equipment such as buildings and ma-
chines, energy supplies and a number of services ranging from cleaning
to management consulting. The selling environment of business markets
presents different circumstances when compared to selling to consum-
ers: 1) business markets are more likely to be price driven than brand
driven, and 2) demand in business markets tends to be more changeable
than in consumer markets.

MARKETING RESEARCH

Rather than risk launching a product or service solely on the basis
of intuition or guesswork, most companies undertake market research
(GB) or marketing research (US). They collect and analyze information
about the size of a potential market, about consumers’ reactions to par-
ticular product or service features and so on. Research plays a significant
role in marketing decision areas.

There are two categories of market research: primary research and
secondary research.

When a marketer conducts research to collect original data it is re-
ferred to as primary marketing research. There are two basic types of
primary research methods — quantitative and qualitative. Quantitative
research comes in many forms but the most popular forms are surveys,
tracking, and experiments. The main methods of distributing surveys
are via postal mail, phone, website or in person. The most well known
example of tracking research is used by websites as they track custom-
er visits. Marketers often undertake experiments. For example, a mar-
ket researcher for a retail chain may want to study what the effect on
sales would be if a point-of-purchase display is moved to a different lo-
cation in a store. Qualitative Research includes individual interviews,
focus groups and observational research. In a focus group a group of re-
spondents (8—12) are usually interviewed by a trained researcher to find
out their opinions of a product concept. Observational research means
watching customers as they perform their activities.
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or statistically not valid.

The most widely used research method is collecting data through
secondary research, that is collecting information that others have al-
ready gathered, using such sources as marketing research reports, maga-
zine articles, government statistics, company records and others. There
are several advantages of secondary approach: easy access and generally
lower cost for acquiring the information. But there are also major disad-
vantages: results may be out-of-date, the information may be inadequate

Ex. 1. Answer the following questions.

O XA N R LD =

count of?
10. What is the difference between selling and marketing concepts?

11. What is industrial market and how does it differ from consumer
market?

What is marketing?

What activities are involved in marketing?

What are two types of market research?

What is primary research and what methods does it include?
How can you use quantitative research techniques?

What is secondary research?

Why is marketing strategy of great importance?

What are the elements of the marketing mix?

How can you set a price of a product, what should you take ac-

Ex. 2. Match the terms from the business brief with their corresponding

definition.
1 | Target market A | The way the products or services are made available to
customer.
2 |USP — Unique |B |A feature of a product or service that makes it differ-
selling proposi- ent from all others.
tion
3 | Distribution C | A group of people you want to sell your product to.
channel
4 | Qualitative D | A type of market research examining aspects that can-
research not easily be measured such as opinions or attitudes.
5 | Quantitative E | Advertising a product at the place, where the product
research is sold.
6 |Marketingmix |F |A type of market research examining aspects that can
be measured or expressed as numbers.
7 | Point of purchase | G | The main factors that influence a consumer decision
display to buy a particular product or service.
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8 | Personal selling |H |The act of dividing possible customers into groups
according to their age, income, sex, etc.
9 | Focus group I | The activity of selling goods and services to other
businesses or organizations rather than the public,
B2B marketing.
10 | Market segmen- |J | Anidea for a product and the way it should be sold
tation and presented to the public.
11 | Industrial Mar- | K |A group of people, specially chosen, who are asked
keting to discuss and give their opinions about a product
concept.
12 | Marketing con- |L |The use of people who are trained to sell a company’s
cept products, to talk to and to persuade a customer to buy
something.

Ex. 3. Fill in the gaps with words and expressions from the business brief.

Any mentioning of a company’s products in any media read, viewed
or heard is called .
Our for this drink is teenagers.

Only 2.6% of the survey said they had plans to buy a
home the next six months.

According to , customers can be manipulated into buy-
ing things.

Consumers are always looking for the service that offers the best

Feedback from suggested that the advertisement made
people feel they could talk to the bank.
permits firms to tailor products for specific markets.

READING

Ex. 4. Try to answer these questions before you read the text.

1. How can you define marketing in simple terms?

2. What are the elements of marketing?

3. What does marketing strategy consist of?

4. What is a brand? Why are brands necessary?

5. What two concepts do marketers argue about? Which one do you
support?

6. How has the notion of marketing changed?

7. What influenced the shift in marketing strategic focus?

8. What activities are involved in promotion?





