English for Marketing



to act on the price

BJIMATDH HA LICHY

after-sales activities

JOITIOJIHHUTCIIbHAS IIPOAAXKA

after-sales service rapaHTUNHOE
00CTyKHBaHHE
to be competitive OBITh

KOHKYPEHTOCIIOCOOHBIM

to be out of stock

HC UMCTDb B IIPOAAXKC

brand equity

3HAYMMOCTh OpeH/Ia

brand extension

paciupenue OpeHa

brand loyalty

MIPUBEPKEHHOCTb OpEeHIY

brand positioning

MO3UIIMOHUPOBaHUE OpeHaa

brand preference

MpeANnoUYTeHUE OpEH Iy

brand range

JYHEHKa OpeHaa

brand strategy

cTparerusi OpeHja

brand switching

3aMeHa noTpeouTeeM
MapKH ToBapa

brand value

IIEHHOCTh OpeHa




buy for fun

MOKY[aTh Paau YAOBOJbCTBUS

buying frequency

4acTOTa COBEPIICHUS ITOKYIIOK

buying habit

IMOKYIIATCJIbCKAsA ITPUBbIYKA

buying motivation

MOTHBALUs ITIOKYIIKH

call planning

INIAHUPOBAHUC 3BOHKOB

case history

TUIIUYHBIN [IPUMED

cash and carry

npoaaka 3a HaJIWYHBIA pacyeT 0e3
JOCTaBKH TOBapa

certificate of guarantee

rapaHTHUIHBIA cepTUduKar

chain of retailers

CCTb PO3HHUYHBIX MAIra3dMHOB

commercial strategy

KOMMCPUYCCKHUC CTPATCI'NU

competition

KOHKYPEHUMUSA

competitive advantage

KOHKYPEHTHOE MPEUMYIIECTBO

competitive products

KOHKYPEHTOCIIOCOOHAsI TPOTYKIIHS

competitiveness

KOHKYPEHTOCIIOCOOHOCTH

market penetration

BHEJIPEHUE HA PBIHOK




market potential

IMOTCHIHAJI PbIHKA

minimarket

MHUHHU-MAPKET

mission

MUCCUA

one-stop shopping

COBEPIICHUE  MOKYIIOK
Mara3uHe

B

OJHOM

open question

OTKPBITBIA BOIIPOC

own brand products

TOpProBasi MapKa Mpo/IaBIia

panel — consumer panel

NOTpeOUTENhCKas MaHEeb

pilot scheme

MMAJIOTHBIA TTPOEKT

pilot shop MMAJIOTHBIM Mara3vuH
pilot survey MJIOTHOE UCCJICIOBAHUE
point of sale (POS) TOProBas TO4YKa

position MO3ULMS; TIOJIOKEHUE
positioning MO3UIMOHUPOBAHUE

potential market

HOTGHHH&HBHBIﬁ PBIHOK

premium price

IpeMuajbHas 1eHa




consumer association

accolManus moTpeouTenen

convenience goods

TOBAPHBI IIOBCCIHCBHOI'O CIIPpOCa

convenience store

Mara3yH I1aroBou HAOCTYIIHOCTH

customer loyalty

ITOKYIIATCJIbCKAA IIPUBCPKCHHOCTD

customer satisfaction

yIOBJIETBOPEHUE TTOTpEOUTENEH

customer service

00CITy>)KMBaHUE MTOTPEOUTENIEH

cut-throat competition

0’KECTOYECHHASA KOHKYPEHLIUS

demand and supply curve

KpHBas CIIpoca v MPEII0KEHUS

department stores YHHUBEpMaru
discount superstores TUTAHTCKUE JTUCKOHTHBIE
YHUBEpPMAru

distribution channel

KaHaJ cObITa

distribution cost

U3JICPKKH COBITA

distributor

areHT IO MPOIaKe

domestic market

BHYTPEHHUHN PBIHOK

driving effect

CUJIbHBIN 3 PeKT




price competitiveness

LIEHOBAasi KOHKYPEHUUSA

price limit

[HEHOBOU JIUMUT

price perception

BOCIHPHATHUC LICHBI

price / quality effect

IIEHOBOM / Ka4eCTBEHHBIN d(PheKT

product image

o0pa3 ToBapa

product life circle

YKU3HCHHBIU MUKJI ITIPOAYKTA

product manager

MEHEJKEP MO MPOAYKTY

product oriented

MTPOTYKTOBOOPUECHTUPOBAHHBIM

product policy

MPOIYKTOBAs MOJIMTUKA

product range

TOBAPHbIN ACCOPTUMEHT

propensity to consume

OpPUEHTUPOBAHHOCTH HA MOTPEOJICHUE

psychological threshold

IICUXOJIOTUYECKUU TTOPOT

public relations (PR)

CBSI3U C OOIIECTBEHHOCTHIO

purchase headquarters

LEHTPaJIbHBIN O(UC TPOJIAK

purchasing group

rpynmna CHaOKeHUs




qualitative interview

KaA4ECTBEHHBIN OIPOC

qualitative research

KAuyeCTBECHHBIN aHAJIN3

quality management

YIIPpABJICHHUC KAa4YCCTBOM, KOHTPOJIb
KadyCCTBa

quantitative interview

KOJIMYECTBEHHBIN OIPOC

quantitative research

KOJIMYECTBCHHBIN aHaJINu3

random sample

ClIyJalHbIN oOpazer

random sampling

CIy4aiiHbIid 0TOOp 00pa3IoB

registered trademark

3apPETrUCTPUPOBAHHBIN TOBAPHbBIN 3HAK

retail outlet

PO3HUYHBIN PHIHOK COBITA

retail prices

PO3HHUYHBIC ICHBI

retailer brand

TOProBasi Mapka PEANIPUATHS
PO3HUYHOM TOPTOBIIU

sales analysis

aHaJIM3 BO3MOXKHOCTEH COBITA

fashion product

MOJIHBIU TTPOIYKT

first entry advantage

MPEUMYIIECTBO IIEPBOOYEPETHOCTH

foreign dumping

3apyOeKHBIM JEMIIUHIOBBIN SKCIIOPT




franchising

(bpaHIIK3a; TPEa0CTABICHUE JIbIOThI

free sample

OecmaTHbBIA oOpa3els

game theory

TCOpHUA ACITIOBLIX HUI'P

gap analysis

aHaJIN3 ITPOOEIIOB

group interview

PYIIIOBOE UHTEPBBIO

guided interview

HarpasJsiemas odecena

historical brand

IepBOHAYAJIbHBINA OpEH/T

hypermarket

rUIepMapKeT

imitation

NMHUTalUsA, KOIINA

imitative effect

3 PEeKT UMUTALIT

in-store survey

HNCCIICAOBAHUC 3aIIaCOB

international competitiveness

MEXKTyHapOaHas
KOHKYPEHTOCIIOCOOHOCTH

interviewee — answering person

PECIIOHICHT

introductory offer

IPEIBAPUTEIBHOE TTPEITOKEHUE

introductory stage

9Tall BBIBCACHU TOBAPA HA PBIHOK




key factor of success

KJIFOYEBOM (PakTOp ycmexa

launch a product

HaYMNHATDh BBIITYCK IIPOAYKIHNH

law of demand and supply

3dKOH CIIPpOCa U ITPCHIOKCHUA

long term forecast

JIOJTOCPOYHBIN ITPOTHO3

loss leader price

JCMIINHI'OBAsA IICHA

loss of competitiveness

OTepsi KOHKYPEHTOCIIOCOOHOCTH

mail-order company

ITOCBIJIOYHAA KOMITaHU

mail-order sale

pea3anys TOBapoOB IO MOYTe

make a survey

MIPOU3BOJINTh YUET

market amplitude — market scope

pa3max pbIHKa

market analysis

MApKETUHTOBBIA aHAJIU3

market area

peIHOYHAas cdepa

market elasticity

PpbIHOYHAA 3JIACTHUYHOCTD

market evaluation

OIICHKA PBIHKA

market expansion

pacIIMpPEHNE PhIHKA




market niche

PbIHOYHAA HHUIIIA

market oriented

MAapPKETUHTOOPUEHTHUPOBAHBIN

sales promotion

CTUMYJIMPOBAHUE COBITA

sales response

peakius cobITa

sales tactics

TaKTUKa CObITa

sell-in activity

OIITOBasid IIpOoAda’Ka

sell-out activity

pacnpoaaxa

selling methods

MCTOIbI TOPI'OBJIN

to shop in the shop

ACJIATh ITOKYIIKH

shopping centre (GB) — shopping
mall (US)

TOPTOBBIN LIEHTP

social-economic factors

COILIMATIbHO-DKOHOMHYECKHUE (PAKTOPHI

socio-economic characteristics

COLMAIIBHO-3KOHOMHWYECKHUE
XapaKTEPUCTUKHU

sole selling price

CANHAaA [ICHA ITIPpOAAKHN

sound out the market

MPOIYTIBIBATh PIHOK

specialized store

CIIEMATIN3UPOBAHHBIN Mara3uH




statistical survey

CTATUCTHUYCCKOC UCCIICAOBAHHUC

taste test

JerycTaims

telephone research

TeJe()OHHBIN OIIPOC

trade fair

TOpProBas sipMapkKa

trade mark

TOBAapHas MapKa; TOPTrOBbIM 3HAK

trademark — brand name

TOBapHas Mapka; OpeH/1

trend

TCHJICHIYS; TPCH/T

unfair competition

HEUECTHAsA KOHKYPEHIIUS

unstructured interview

He(hOpMaITN30BaHHOE UHTEPBHIO

user

OTpeOUTEIIb

value chain

[HENOoYKa [IEHHOCTEN

value system

cUcTeMa IIEHHOCTEN

variety store (GB) — variety shop
(US)

YHHUBEPCAIIbHBIA Mara3vH

wholesale stores

OIITOBBINM Mara3suH




wholesaler brand

MapKa OIITOBHUKA

redemption

IIOramcHuUcC, BbIILJIATA

redemption costs

N3ACPKKH BBITLJIAT

reference price

HOMHMHAJIbHAA IICHA

reference value

HOMHWHAJIBHOC 3HAYCHUC

display material

MaTtepualibl IS O(QOPMIICHUS MECT
POJAXK

distribution

IUCTPUOYLIUS; COBIT

distribution chain

[ETI0UKa CORITa

competitor

KOHKYPEHT; YYaCTHUK PBIHKA

competitor profile

po(uIIb KOHKYpPEHTA

market research

V3y4YECHUE BO3MOXHOCTEN PhIHKA

market segmentation

CCIMCHTAIMA PbIHKA

market share

N0J1s1 pbIHKA

market size

E€MKOCTbh PbIHKA

market survey

0030p phIHKA




market test

PBIHOYHBIN TECT

marketing goals

OCJIN MAapKCTHUHI'A

marketing mix

KOMILJICKC MApPKCTHUHI'A

marketing plan

MapKETUHTOBBIU TUJIAH

marketing techniques

METOBI o0ecreueHus
cObITa

mass-market product

TOBap MaCCOBOI'0O CIIpOCa




