KEYWORDS: UNIT 1
Business organisation1 – general [paras. 1,2] (S 85)
Business organisations (firms, businesses, business firms, companies, concerns, enterprises) are economic units providing a legal, financial and organisational framework for the production and/or distribution of goods and services.
They are the result of the continuing process of specialisation

business establishments: concrete physical facilities required to carry out production and distribution e.g. plants, factories, mills, offices, shops,…

Business organisation2 – objectives (S 86)
social / socio-technical systems deliberately created for the purpose of achieving particular objectives, e.g.:
- to produce output (goods and/or services) by combining and transforming resources (physical, financial, human and information resources) purchased, hired, or otherwise acquired from its environment
- to sell this output to non-members at prices that more than cover costs (at least in the long run) thereby generating income for the providers of risk capital i.e. its members (profit objective).

Business organisations distinguish from (unterscheiden sich von):
social groops (families, groups of friends): are not set up to achieve a particular purpose, exist for their own sake, satisfy emotional needs for their members
voluntary-sector, non-profit organisations: have a specific purpose and do producer output but make that output available to non-members free of charge or at cost.

The basic objectives can be refined upon and supplemented (ergänzt) with subsidiary or instrumental aims. Production is only meaningful if it is capable of satisfying consumer needs. Thus, the satisfaction of human needs might be regarded as an important – some would say the most important

– goal of a business enterprise, a goal it shares with non-profit organisations (NPOs). The goal can be expressed in absolute terms, as a growth rate, or as a rate of return on capital invested.

Subsidiary objectives which sometimes may become primary goals, are survival, maintaining the capital base of the company concerned, sales volume, efficiency (closely linked with the profit objective) but also employee welfare and prestige, which are less easy to pin down.

The goals of a specific business organisation are the result of a balancing act between demands from the various groups involved (stakeholders) – primarily its owners, but of course also its suppliers customers and employees, as well as trade unions and public authorities. (supplemented = ergänzt; subsidiary = ergänzend, mitwirkend, untergeordnet)

business communication (S 84)
Exchange of messages in a business context which involves senders and receivers of messages, media to convey them, and the message themselves

external communication: customers, suppliers, banks, insurance companies, advertising agencies, shareholders, trade unions, environmental organisations, revenue authorities
  ( inquiries, offers, orders and complaints
internal communication (internal memos): between offices, sections or departments

Media: letter, postcard, telephone, e-mail, fax, face-to-face communication (meetings, sale talks, contact negotiations)

New terminology (Fachausdrücke):
- B2B (business-to-employees): refers to electronic exchanges between superiors and subordinates at all level
- B2G (business-to-government)
- F2F (face-to-face communication)

return1 [para. 1] (S 596)
On of the key concepts in economic analysis; ratio to measure the profitability of economic activities

( relates the financial result of an economic operation to the investment required to generate that result
It enables the profits of economic units of different sizes to be compared in a rational matter, and appropriate investment decisions to be taken

- ROS (return of sales or margin) ( margin = Gewinnspanne
- ROE (return on equity) ( equity = Eigenkapital

stakeholder (S 639) = Stakeholder, Anspruchsberechtigter, Interessensgruppe, Koalitionär
extension of the stockholder concept, stakeholders have something “at stake” (not financial)
interests of social groups that are affected by the activities of the organisation (wider responsibility) e.g. the firms employees, its suppliers and customers, the community where it is located, and the general public (government, environmental organisations,…)

staff1 (S 638) = Belegschaft, Belegschaftsmitglieder Personal (in Dienstleistungsbetrieben)
staff/personnel = group of people carrying out work under common management
staff = employees service business (e.g. insurance, newspaper companies)
workforce = e.g. steelworkers

!!Plural: five staff were dismissed!!

supplier = Lieferant, Lieferer, Anbieter
A supplier is typically a firm selling goods and/or services to other firms, private individuals, government agencies etc.
UNIT 1 – Business organisations I: Aims & Activities
dagmar.gromann@wu.ac.at

aim = Absicht, Ziel

Purpose of setting up and running a business
- to make profit
- to be independent
- to help people
- personal accomplishment
- to invent something
- to produce things
- to sell things
- to provide services
- to expand
- authority/power
- financial rewards
- to improve your standard of living

|Buyer (Käufer)                       

                      |Seller (Verkäufer)                                                             |
|payer                                               |(     |payee                                                                         |
|vendee                                               |(     |vender                                                                         |
|consumer                                                   |provider                                                                       |
|customer                                                   |salesman                                                                       |
|client                                                     |retailer                                                                       |
|user                                                       |shopkeeper                                                                     |
|shopper                                                   |trader                                                                         |
|bargain hunter                                             |supplier                                                                       |
|                                                           |wholesaler                                                                     |

S 6: B.
tangible goods = physical goods
intangible goods = nonphysical goods

lodging = accommodation ( Unterkunft, Wohnung
obtain = getting it ( bekommen, beziehen, erhalten
labour unions (BE) / trade unions (AE) = representation of interests ( Gewerkschaft
incure ( verursachen
  …and the expenses it incurs in generating these revenues

|American English (AE)                           

          |British English (BE)                                                           |
|endeavor                                                   |endeavour                                                                     |
|labor                                                     |labour                                                                         |
|to recognize                                               |to recognise                                                                   |
|organization                                               |organisation                                                                   |
|stockholder                                               |shareholder                                                                   |

S 8: B.
a) Human Resource Management (HR-Management): hire, fire, train (provide further training), payment of salary
b) Marketing: creating advertisements, dealing with public relations, carrying out market research, conduct a survey
c) legislation: Clean Air Act (US) and other environmental regulations, health regulations (law restricting company practises, pension
d) environmental factors: floods, hurricane, supply of natural resources
e) waste: smoke, nuclear wast, byproducts that can be resold or recycled

Mehrzahl: training, information ( NO “s”

white collar worker ( salary
blue collar worker ( wage

shareholder (AE) / stockholder (BE): someone who has part of the ownership of the company by holding shares of stock in the company

|Stakeholders                     |Input                                                       |Expected benefit                                 |
|owners / investors               |capital                       

                              |return (interest, dividend)                     |
|manager                           |know-how, management skills, experience, ideas,…             |salary, bonuses, job satisfaction, career,       |
|                                 |                                                             |development, power,…                             |
|workers                           |skills, ideas                                               |wage, bonus, job satisfaction, training,…       |
|costumers                         |sales, revenue, information                                 |products/services (high quality – value for     |
|                                 |                                                             |money), before and after sales services,…       |
|suppliers                         |raw materials, parts, semi-finished/ finished goods etc.     |large, regular orders                           |
|government                       |infrastructure, financial support (Förderungen = subsidies) |tax revenue, employment of citizens, improvement|
|                                 |                                                             |of living standards, tradable goods and         |
|                                 |                                                             |services,…                                       |
|community                         |social infrastructure                                       |employment, no negative impact on the           |
|                                 |                                                             |environment                                     |

Formal English
- no emoticons (()
- co contractions!!!! (don’t, I’m, 

haven’t)
- Dear Mr, Ms
- no slang (check it out!)
- no geek language (lol)
- no abbreviations (asap) = Abkürzungen
  except for: i.e. (that means), e.g. (for example), Incoterms

S 11: Linkers
A.
In fact, in contrast, more generally, but
B.
however = aber allerdings, dennoch, jedoch, trotzdem,…
but = allerdings, jedoch, aber,…
as a result
on the other hand = andererseits
on the contrary = im Gegensatz
on the whole = im Ganzen
moreover = außerdem, darüber hinaus,…
for instance
for example
in general
consequently
whereas = indessen, während
even so = selbst dann, trotzdem
what is more = außerdem, darüber hinaus
nevertheless = dennoch, nichtsdestotrotz
in the meantime
all in all
in comparison
although = obgleich, obwohl, wenn auch

S 12: A. 1) + 2)
„communication errors“
- saying too mutch
- failing to focus
- poor listening skills
- not communicating your expectiations compleatly
- assuming the listener/audience „gets it“
- assuming the listener/audience agrees
- talking without complete understanding or without a purpose
- body language miscommunications
- not expressing what you want (e-mails!)

Royal Mail is the government-owned postal service in the United Kingdom
The National Literacy Trust is a UK charity that transforms lives through literacy.
B.
- spelling and grammar mistakes
- addressing people by the wrong sex
- over-familiarity
- incorrectly spelt names
- errors in letters
- cold calling
- unnecessary meetings
- unsolicited emails (unsolicited = ungebeten)
- non-personalised texts and letters

communication gaffs = Kommunikations-Ausrutscher
forged = verfälscht

C. 2)
a) serious mistakes made in communicating with others
  spelling and grammar mistakes,

addressing people with the wrong sex, over-familiarity, incorrect spelled names, errors in letters
b) things that cause a negative reaction
  spelling and grammar mistakes, cold-calling, unnecessary meetings, unsolicited emails, non-personalised texts and letters
c) phoning someone without arrangement ( cold-calling
d) electronic communications sent without being requested ( unsolicited emails
e) communications in which the recipient is not named ( non-personalised texts and letters
f) assuming a closer relationship with the recipient of a message than really exists
  ( over-familiarity in written, verbal or face-to-face communication
g) by a method that is well-suited to a particular situation ( random text massages

KEYWORDS: UNIT 2
business organisation1 – general [paras. 3 & 4] (S 86)
Legal forms (different financial and organisational implications) for business units:

traditional (mainstream forms of business organisations: sole trader (Einzelunternehmer), partnership (Handelsgesellschaft), company (in the legal sense: Gesellschaft) i.e. a business organisation with a legal existence independent of that of its members.

alternative forms: co-operative societies (Genossenschaften) and commune (Gemeinden)

Which type is chosen depends, among other factors, on the size of the enterprise, its capital requirements and tax considerations

sole trader (S 635) = one-man-firm, sole proprietorship (AE)
Simplest form of a business organisation, run by one person, suited for small businesses in retailing and particular trades (personal service and little capital is needed)

A sole trader (sole proprietor) provides all the capital required, makes all decisions, and bears all risk. The profit he makes is his alone; it consists

of a salary for his own services (earnings of management) and interest on the capital he has invested.
He has unlimited liability. Advantages are flexibility, quick decisions, initiative in management and a relative lack of legal formalities compared with the other forms of business organisation. It is difficult for him to raise additional capital in order to expand his business, and to be his own buyer, sales manager, and accountant etc all in one

In Austria and Germany being a sole trader is restricted. It is only available to a person who carries on a Handelsgewerbe for his own account.

partnership (S 522)
UK: A partnership consists out of two or more individuals (20 at max) who carry on a business as co-owners for the purpose of making a profit. It has no legal existence separate from its members unlike a company.
Formal partnership agreement (articles of partnership): defines the rights, powers and duties of all partners. The contents of such an agreement are likely to include:
- the name of the firm and the names and addresses of the partners
- the nature of the business
- the capital of the enterprise and the contribution to be made by each partner (in cash or kind)
- the extent to which the partners are to take part in managing the business
- the proportion in which profits or losses are to be shared
- the amounts that the partners may withdraw for their personal use.
- the interest payable on loans and drawings
- the duration of the partnership and the conditions under which it may be brought to an end
- provisions for its dissolution (Rückstellungen für seine Auflösung)
general and limited partnerships
general partnership: members (general partners) have unlimited liability, which means that they are fully

liable for all debts and obligations of the firm. Even their personal assets can be called upon to meet any business debts. This is also true for silent (or sleeping) partners, who only contribute capital and share in profits or losses but take no part in management.
Furthermore a general partner may has to meet more than his “share” of a particular obligation, namely in cases where his fellow partners are unable or unwilling to meet theirs (joint and several liability).

A stiller Gesellschafter in Austria on the other hand has only limited liability and is referred to as an undisclosed partner (with limited liability).

limited partnership: has two types of partners: general partners, with unlimited liability, and limited ones, whose liability is restricted to the amount of their agreed capital contribution.
A limited partnership has to consist out of at least one general partner. Its limited partners must not take part in its management

Limited liability partnership (LLP): new type of a limited partnership. All of its members have limited liability, but are allowed to play an active role in managing their business.

Two main advantages of a partnership: ability to raise additional capital, duties and the burden of any losses can be shared among its partners

disadvantages: unlimited liability of the general partners, sharing of any profits made

if any = wenn überaupt

business organisation² [paras. 3 & 4] (S86 – WH!)
The basic objectives can be refined upon and supplemented (ergänzt) with subsidiary or instrumental aims. Production is only meaningful if it is capable of satisfying consumer needs. Thus, the satisfaction of human needs might be regarded as an important – some would say the most important – goal of a business

enterprise, a goal it shares with non-profit organisations (NPOs). The goal can be expressed in absolute terms, as a growth rate, or as a rate of return on capital invested.

Subsidiary objectives which sometimes may become primary goals, are survival, maintaining the capital base of the company concerned, sales volume, efficiency (closely linked with the profit objective) but also employee welfare and prestige, which are less easy to pin down.

The goals of a specific business organisation are the result of a balancing act between demands from the various groups involved (stakeholders) – primarily its owners, but of course also its suppliers customers and employees, as well as trade unions and public authorities. (supplemented = ergänzt; subsidiary = ergänzend, mitwirkend, untergeordnet)

company1 – general aspects [paras 1, 2 & 3] (S 133)
companies (BE) / corporations (AE)
most prominent form of business organisation, the capital of such a company is divided into shares, it is raised by each member taking a certain number of shares, which are paid for in cash or, occasionally, given in exchange for some other considerations. The members, called shareholders (AE, BE) or stockholders (AE), share in the company’s profits (dividend).

A company is a legal entity, which means that it has a legal existence separate from that of its individual members. The liability of the shareholders is limited to the issue price of the shares held by them. The shareholder is personally liable only for any amount remaining unpaid on the shares held by him.

corporation1 (S 173) = Körperschaft, juristische Person
The corporation aggregate (= corporation) is a group of persons who have formed themselves into an association having a legal existens separate

from that of its individual members

corporation² (S 173) = Kapitalgesellschaft, (börsennotierte) AG, Konzern
In general, an American corporation is the equivalent of a British private or public limited company. In business magazines and newspapers the term is normally used for a publicly held corporation. Since many corporations have subsidiaries, it may also denote (bezeichnen) a group of companies.

corporation³ (S 174) = wirtschaftliches Unternehmen der öffentlichen Hand
In the UK, the term corporation is applied to a public corporation, i.e. a business organisation created by an Act of Parliament and both owned and controlled by the government.

share [para. 1] (S 620) = Aktie
“any of the equal parts into which a company’s capital is divided, entitling its owner to a proportion of the profits” and giving him certain other rights, e.g. the right to vote at general meetings of the company and to share in the proceeds of a voluntary winding up (Liquidationsprozess)

shareholder [para. 1] (S 622)
Members of a company, their membership coinciding (to coincide = sich decken) with legal ownership of its shares. Methods of becoming a member are:
- by “subscribing” the memorandum of association (they become first members)
- by applying for an allotment of shares
- having shares transferred from an existing member

companies shareholders are only the “owners” of their shares, not the company itself nor its assets, which are owned by the company as a legal entity.
KEYWORDS: UNIT 3
inquiry (S 402) = Anfrage
An inquiry is a letter addressed by a prospective customer, or prospect, to a supplier.
It states simply, clearly and concisely what the buyer wants – sales literature, price lists, samples, quotations, estimates, and

so on.
e.g.: printed inquiry forms (eliminating the need for letters), by telephone, telefax, fax or email
From a legal point of view, it is important to note, that an inquiry is without any obligation for the inquirer ( Inquiries may be either general (routine) or a special request

offer (of goods) (S 500) = Anbot, Angebot, (Waren-)Offerte
Also referred to as a quotation; can be made orally or in writing; is frequently prepared on a printed form (quotation form)
The offeror, i.e. a particular seller, declares his willingness to sell a certain specific good, at a specified price and on specified terms ( solicited or unsolicited, voluntary, offer

A complete offer should cover: nature and quality, quantity, price and discount, delivery period, terms of delivery and payment

consignment1 (S 147) = Warensendung, Posten
= shipment; set of articles dispatched by a supplier at one time

sample1 (S 609) = Muster, Probe
meant to display the same characteristics as the bulk
used for raw materials or for finished goods
contract of sale explicitly based on a sample = sale by sample, sale according to sample
patterns = small cuttings of textiles intended to show what the whole piece is like

terms of delivery (S 678) = Lieferbedingungen
provisions (Maßnahmen) in a contract of sale stipulating (festlegen) the time, place and mode of delivery of the goods
for international trade ( standardised trade terms = INCOTERMS
“Please arrange for the goods to be sent by air.”

discount1 (S 232) = Preisnachlass (Skonto, Rabatt)
= reduction in a list or invoice price
cash discounts, quantity discounts, trade discounts, seasonal discounts

trade discount (S 684) = Handelsrabatt, Wiederverkäuferrabatt, Stufenrabatt
usually a percentage of the

list price
granted to a specific class of buyers, such as wholesalers or retailers, to compensate them for the performance of specific marketing functions. The size of a particular trade discount is ideally proportional to the cost incurred in reselling the item concerned.

cash discount [para. 1] (S 111) = Skonto
incentive for early payment
This discount may be deducted from the invoice price (i.e. the list price less any quantity and/or trade discount) when the payment is effected within a started period of time (discount period), e.g.: 2/10, net 30

quantity discount (S 575) = Mengenrabatt
bulk discount (BE), reduction on the list price of goods which depends on the quantity purchased ( justified on the grounds of economies of scale
cumulative (total volume purchased over a certain period of time ( rebates) or
non-cumulative (individual order, quantity discount schedule)

seasonal discount (S 612) = Saisonrabatt
price reduction of a certain percentage given to a customer who places an order during the slack season.

INCOTERMS (S 392) = International Commercial Terms
INCOTERMS are a set of international rules for the interpretation of specified trade terms used in export sales.

INCOTERMS specify:
  1) the method of delivery
  2) the duties of both seller and buyer
  3) the point(s) up to which the costs and risks of the goods are to be borne by the seller and from which they must be borne by the buyer
      costs of the goods = all costs incurred in getting them to the place of destination

Ex Works (EXW): all costs and risks are transferred at the seller’s premises
( the costs of shipping and insuring the consignment must be borne by the buyer

Deliverd Duty Paid... (DDP): under this clause the costs and risks

pass at the place of the specified destination

Under some INCOTERMS, the points where the costs and risks are transferred do not coincide:
Cost and fright (C. & F.), Cost insurance and freight (C.I.F)
freight/carriage paid to… and freight/carriage and insurance paid to…

Although INCOTERMS are primarily designed for export sales, the following may also be used in domestic transactions: ex works, freight/carriage paid to…, free carrier

EX WORKS [para. 1] (S 302) = Ab Werk International code: EXW
…(ex factory, ex mill, ex plantation, ex warehouse etc.)
The seller’s sole responsibility is to make the contract goods available at his premises.
The buyer bears all costs and risks. This clause represents the minimum obligation for the seller.

FOB1 [para. 1] (S 325) = Frei an Bord International code: FOB
FREE ON BOARD
The seller undertakes to place the contract goods on board a vessel at the port of shipment named in the contract. The risk of loss of, or damage to, the goods passes from the seller to the buyer when they cross the ship’s rail

rail = Bahn

CIF [para. 1] (S 121) = Kosten, Versicherung, Fracht International code: CIF
COST, INSURANCE, AND FREIGHT
The seller must bear all costs and freight charges necessary to bring the goods to the named port of destination, and he must, at his own expense, procure marine insurance against the risk of loss or damage during carriage. The seller’s responsibility for the items ends when he delivers them on board ship into the ship-owners custody at the port of shipment.

custody = Obhut, Aufsicht
to procure sth. = etwas beschaffen

DELIVERD DUTY PAID [para. 1] (S 209) = geliefert verzollt International code: DDP
DDP, followed by the words naming the buyer’s premises as the place

of destination in the country of importation, denotes the seller’s maximum obligation.
Under this agreement, the seller has to bear all costs and risks of the contract goods until these have been placed at the buyer’s disposal at the named place of destination in the country of importation. DDP may be used irrespective of the mode of transport.

irrespective = unabhängig
disposal = Ensorgung

terms of payment (S 678) = Zahlungsbedingungen
Define the price agreed between the buyer and the seller by specifying the time, place and method of payment, as well as any discounts.

“quasi-standardised” terms: specify only one or two of the possible and necessary elements:
cash with order, payment in advance: specify only the time of the payment
3/7 net 21: highlights the fact that a 3% cash discount is deductible if payment is effected within seven days.
Documents against payment (D/P): The payment has to be effected by the buyer/importer when specified documents representing the contract goods are handed over to him.

PAYTERMS: a set of fully standardised terms of payment

payment in advance (S 524) = Vorauszahlung
= advance payment, prepayment
Full or partial payment for goods or services prior to their delivery or performance ( buyer bears the risk of the seller defaulting on his obligation to deliver the contract goods.

prior = vorrangig
defaulting = vertragsbrüchig, säumig

cash with order (CWO) (S 113) = Zahlung bei Auftragserteilung
CWO is a variant of payment in advance. The buyer pays for the goods in question at the same time he places his order. This means the supplier is paid before he parts with his goods, and thus eliminates any credit risk.

C.O.D (S 126) = (per) Nachnahme
UK: cash on delivery; US: collect on

delivery
Payment has to be effected on delivery of the contract goods. The carrier involved (e.g. a postal service, parcel service or railway company) is entrusted with the collection of the invoice amount. This ensures that the supplier will receive payment for items sold to a customer who is unknown to him ( only risk: risk of non-acceptance

parcel service = Paketdienst

sale on deferred terms (S 605) = Zielkauf
= credit sale
Supplier sells goods to a customer on credit (on deferred terms), which means that he grants a credit to the buyer (supplier credit). In addition the seller may grant a cash discount if the invoice is settled during the early part of the credit period (discount period)

payment on deferred terms = Ratenzahlung


open account (S 505) = offene Rechnung
Form of payment under which a customer who makes regular purchases from the same supplier does not pay for each of them separately; rather, he settles the related invoices monthly, quarterly or at any other predetermined interval, and on previously agreed terms.
The amount of credit extended is usually limited, the maximum sum allowed being dependent on the customer’s creditworthiness.

Payment is usually made by credit transfer, by cheque, or - in foreign trade - by banker’s draft or by SWIFT transfer.

The essential feature of open account terms is that there is no evidence of debt, which can cause serious collection problems if the buyer defaults. This is why the supplier must have absolute trust that the purchaser can, and will, pay at the agreed time. As a result, such terms are offered only to customers with whom the seller has had favourable business relations for a long time, or - in foreign trade - to the exporting company’s branches or subsidiaries.

extended

= erweitert, verlängert
evidenced = bewiesen

instalment sale (S 404) = Ratenkauf
= hire purchase
The buyer is usually required to pay a certain percentage of the purchase price as deposit (down payment), while the balance has to be settled by means of a number of part payments of equal amount at stipulated intervals (instalments).

Title to the goods purchased under such an arrangement may pass either on payment of the deposit and delivery of the items (credit sale) or on payment of the last instalment (conditional sale / hire conditional sale)

title to = Anrecht auf, Rechtstitel auf
indiscriminately = wahllos

creditworthiness (S 189) = Kreditwürdigkeit
= credit standing
Creditworthiness refers to the ability and willingness of a person or company to pay his or its debts in due course, i.e. when they become payable. It is therefore a measure of financial strength and influences the amount of credit which suppliers or lenders are prepared to grant. The assessment of a debtor’s creditworthiness on the basis of a formal scale is known as credit rating.

in due course = zur rechten Zeit

bank reference (S 57) = Bankreferenz
= banker´s reference
Name of a bank from which a supplier can get information about his customer’s creditworthiness. The bank only gives information to other banks, which means that s supplier seeking information from his customer’s bank can obtain it only trough his own bank.
e.g.: For information concerning our credit standing we refer you to Barclays Branch, 25 James Street,....

prospective customer = angehender Kunde
at present = gegenwärtig
delivery will be effected… = Lieferung erfolgt…
incentive = Anreiz
rebate = Rabatt
to coincide = sich decken
dispute = Auseinandersetzungen
governed

= beherrscht
emphasis = Schwerpunkt

UNIT 3: Business transaction I: Inquiries & offers
trade discount ( only for retailers!
- Reduction in price for a specific class of buyers
- to compensate them for performance of specific marketing functions

cash discount
- Deducted from the invoice price, if payment is made within a certain period
- Incentive for early payment

quantity / bulk discount
- Reduction on the list price granted to bulk buyers
- cumulative or non-cumulative

seasonal discount
Price reduction of a certain percentage for those who order during the slack time of the year




EX Works
(EXW)

Free on Bord
(FOB)

Cost, insurance,
freight (CIF)

Deliver Duty
Paid (DDP)

incentive = Anreiz

KEYWORDS: UNIT 4
contract (S 154) = Vertrag
= legally binding agreement between two or more persons (contract parties, parties to the contract) which is enforceable to law. This means that the law provides certain remedies if a party does not meet his legal obligations, i.e. fails to perform the contract.

Most contracts can be made in any form, i.e. orally or in writing, or they may even be implied from non-verbal actions of the parties involved. In certain cases the law requires a particular form to be adopted e.g. contracts of apprenticeship

Requirements of a valid contract:
- a meeting of minds
- an intention to create legal relations
- the parties involved must have full capacity to their contract, which means that they must be legally capable of entering into binding contracts
- the contract must be supported by some consideration, i.e. money or something valuable I the form of goods or services

remedy = Hilfsmittel
void = ungültig
capacity = Befugnis
consideration =

Entgelt

contract of sale [paras. 1, 2] (S 160) = Kaufvertrag
= sales contract, contract of sale of goods
A conduct of sale is a contractual agreement by which a seller agrees to transfer property in goods to a buyer for a consideration in cash. It may be implied in a series of action, or established through an exchange of messages that constitute a contract of sale.

to constitute = begründen, erzeugen

firm offer (S 318) = festes (fixes, bindendes) Angebot
Every offer is firm unless it contains a clause to the contrary (e.g. this offer is firm for three days only, this offer is subject to acceptance by 10th June). Firm means that the offer is binding on the offeror. Once the acceptance has been posted, the seller can revoke his offer only with the buyer´s consent.
( only a firm offer is an offer within the meaning of the law of contract, whereas an offer without engagement is merely an “invitation to treat”.

revoke = aufheben

offer without engagement (S 500) = freibleibendes Angebot, unverbindliches Angebot
= offer subject to confirmation, offer without obligation
An offer without engagement is an offer not binding on the party submitting it. If a seller does not want to be bound, he makes an offer subject to certain conditions. (e.g. Prices are subject to change without notice,...)

order (for goods) (S 512) = Auftrag, (Waren-)Bestellung
An order is a request by a prospective customer (orally or in writing), either placed in response to an offer or on the buyer’s initiative, without a proceeding offer.
A complete offer should cover the same points as an offer, i.e. quantity, quality, colour, packing, and price; terms of payment and delivery; mode of transport; etc.

Trial order: usually an initial order for a small quantity

for testing purposes
Standing order: arrangement under which the seller undertakes to deliver certain goods in specified quantities, at predetermined intervals, until further notice.

to undertake sth. = annehmen
standing order = Dauerauftrag
preceding = vorausgehend

confirmation (S 142) = Bestätigung
Common practice to confirm an offer made orally, in order to reassure the offeror and provide him evidence in writing that the offer is valid.

Acknowledgement: tends to be restricted to situations where the intention is merely to inform the sender hat his message has been received
counter-offer (S 178) = Gegenangebot
Statement by an offeree to the effect, that he refuses to accept the offer submitted to him, but that he is willing to enter into a contract at his own terms.

carrier (S 108) = Frachtführer, Verfrachter
Individual or organisation whose business it is to transport goods. He or it enters a contract of carriage with a shipper, undertaking for a consideration to carry the goods to the agreed place of consideration.   ( land carriers, i.e. rail carriers (railway companies) and road carriers (road hauliers); air carriers (airline operators), sea carriers (shipping companies) and inland waterway carriers

forwarding agent, freight forwarder (S 334) = Spediteur
Acts as an intermediary between a party wishing to send or collect goods (consignor or consignee) and another who is to transport them (carrier). He arranges the carriage of the contract goods in his own name, but on his clients account.
As he handles goods for many different customers, he can obtain lower freight rates by combining several small consignments into a single, larger one (grouped consignment)

In addition to forwarding goods, a freight forwarder

renders many important services to his customers. He obtains the relevant shipping documents, takes out marine insurance, and handles all customs formalities as well as documentary and clean collections,...

consignor = Absender
consignee = Adressat
carrier = Lieferant
transhipments = umladung
to issue sth. = ausgeben
to render sht. = erbringen

standing order [para. 1] (S 640) = Dauerauftrag
A standing order is an arrangement between a buyer and a supplier und which the latter delivers goods in specified quantities at certain intervals until further notice.

acceptance (of goods) (S 11) = Annahme (von Waren)
Obligation of the buyer under a contract of sale; should not be confused with the mere receipt of goods. The buyer is deemed to accept the goods when:
- he intimates the seller, after inspection, that he has accepted them
- they have been delivered to him and he acts as if he were the owner (e.g. he resells it, pledges them as security...)
- after expiry of a reasonable time he retains them without intimating to the seller that he has rejected them

In certain circumstances, a buyer has the right to refuse acceptance e.g. in the case of a major defect in the goods.

rejection (of goods) (S 587) = Annahmeverweigerung (von Waren)
A rejection is the buyer’s refusal or neglect to accept the goods delivered under the contract. The buyer can only reject if the seller fails to meet important contractual obligations e.g. if the items delivered are not in accordance with their description in the contract; if they are unsuitable for the particular purpose or if, in case of a sale by sample, they do not conform to the sample.

A rejection has to be intimated to the seller verbally or in writing. The buyer is not bound to

return the goods, unless this has been agreed upon.

Wrongful rejection: it’s also possible for the buyer to reject goods, even if they have been tendered in conformity with the contract
- UK: breach of an essential condition, seller has the right to sue for damages
- At: minor infringement, seller can claim the purchase price of the goods

( normal practice: seller finds another buyer for the rejected goods and claims damages for any loss and cost incurred in this procedure.

to intimate sth. = etwas zu verstehen geben

complaint (S 140) = Mängelanzeige, Mängelrüge, Reklamation
= expression of discontent; may be made by the buyer to the seller if the goods delivered are defective, if the seller has delivered wrong quantities or wrong goods, if there is a delay.
Has to be communicated to the seller, usually in form of a letter of complaint, which should clearly indicate what is wrong and contain particulars like the order number concerned and the date of order so that the seller can readily indicate   the consignment in question.

particulars = Einzelheiten

breach of contract (of sale) (S 74) = (Kauf-) Vertragsverletzung, (Kauf-) Vertragsbruch
= unexcused non-performance of a contract, occurs when one party to the contract
1. fails to perform, wholly or in part, or
2. makes performance impossible, for either party, or
3. gives notice of intention not to fulfil the contract at the agreed time of performance

the seller: fails to deliver the goods / delivers the wrong quantities / defective goods
the items delivered are not in accordance with their description in the contract /
  are not up to sample.
the buyer: does not accept the goods which have been delivered in conformity with the contract / fails to pay for them

If

one party breaks the contract, the other has certain legal rights (or remedies), which depend on the nature of the contract goods:
- specified goods
- fungible goods appropriated to the contract (e.g. a clearly ascertained cargo of wheat shipped in a particular vessel)
- fungible goods not appropriated to the contract

The most common remedies for breach of contract
1. In the event of non-delivery by the seller, or non-acceptance of the goods by the buyer, the other party may sue for damages.
2. If defective goods are delivered, the remedies available to the buyer depend on the nature of the defect (major or minor). They include damages, rejection of the goods combined with legal action for damages, specific performance (involving a claim for replacement) and a reduction in price.
3. If the buyer fails to pay for the contract goods within the time stipulated, the seller may sue for payment of the price, plus interest on the amount in arrears.

ascertained = bestimmt
appropriated = festgelegt
infringement = Verstoß
at unification = bei Einigung
remedy (pl: remedies) = Hilfsmittel

wrong goods (S 719) = falsche Ware, Aliudlieferung, Anderslieferung
= if the goods delivered are different from the ones specified in the contract of sale (not the same as defective goods) ( wrong goods, from a legal point of view, are a failure to deliver the contract goods, and therefore entails the same consequences as non-delivery or delay in delivery, viz. damages, specific performance, or restriction of the contract

viz. = nämlich

defective goods (S 204) = mangelhafte Waren
= Items which have one or more major or minor defect

A major defect prevents the buyer concerned from using the goods in the ordinary way or as stipulated

in the underlying contract. All other defects are deemed to be minor.
A defect may also relate to the quantity of the contract goods.
Whether a defect of this type is major or minor depends on the specific circumstances of the contract of sale involved.

irreparable goods
Major defect: buyer may reject them, thus rescinding the contract
Minor defect: buyer has the right to claim a reduction in price (allowance) but is not entitled to reject them

repairable defect (major or minor): buyer is given the right to choose between a reduction in price or having the goods repaired

In certain circumstances: replacement

(legal) provisions = (rechtliche) Vorschriften
rescind (rescinding) = aufheben

KEYWORDS: UNIT 5
business administration [paras. 1 and 4] (S 83) = Betriebswirtschaftslehre
= business studies or management ( MBA (Master of Business Administration)

In addition to analysing the basic nature and objectives of enterprises, business administration has traditionally been concerned with the following:
• The decisions involved in setting up a business organisation (e.g. legal form, location, basic organisational structure, and organisational procedures).
• The general process of management (e.g. goal setting, planning, implementation and control, as well as management styles and techniques).
• The functional units, or subsystems, of business firms (e.g. procurement, production, marketing, finance, personnel, information, research and development) and the management activities related to them.


implementation = Anwendung, Durchführung
procurement = Beschaffung

management1 (S 448) = Management, Geschäftsleitung, Führungskräfte
Managers represent the interests of the company’s owners (i.e. its shareholders).
A company’s

management is commonly divided into senior, middle and junior management.

management2 (S 449) = Unternehmensführung
Management includes all activities involved in running a business organisation, e.g.:
- Identifying, formulating and setting objectives
- Planning - drawing up long-term (i.e. strategic) and short-term (i.e. tactical) plans
- Establishing and maintaining a suitable organisation, which involves delegating, motivating and commanding
- Controlling - measuring performance, comparing results with predetermined standards, and taking corrective action if necessary.
- Communicating with other members of the business organisation
- Establishing and maintaining contacts with the outside world, and representing the organisation in negotiations with customers, suppliers, trade unions, the government, etc.

Management techniques:
Qualitative management techniques:
- management by objectives
- management by results
- management by exception
Quantitative techniques (operations research)
- network analysis
- simulation
- linear programming
- risk analysis
- decision trees
organisation (S 515) = Organisation
( two important types of relationship between the organisational units of a company:
• Funcional organisation
  each basic organisational unit (department) is responsible for a specialist activity, or function. the purchasing department, product department and marketing department etc. are subdived into units (e.g. sections) with responsibility for a particular product or group of products.
• Divisional organisation (divisional lines)
  The basic units (divisions) are each concerned, for example, with a particular product, a group of products, a certain territory, or a sub-group of customers.

Each division has its own research and development department, production, marketing etc.

line organisation and line-and-staff organisation
• line organisation (line relationship)
  One (superior unit) has authority to give commands to the other (subordinate unit) ( chain of command from the top to the bottom of the enterprise.
  Each unit receives commands only from the one above it, and gives commands only to the one below it.
• staff organisation (staff relationships)
  No line authority, i. no authority to give commands to other units.
  E.g. the marketing manager of a company, a line manager, may be assisted by a marketing unit, reporting to him but having no line authority

( An enterprise having both line and staff relationships between its units is said to have line-and staff organisation!

Modern theories of organisation: matrix organisation, profit centres, project teams, working parties, and intrapreneurial units

organisational procedures: Formal rules that govern the interaction of the various organisational units, and the great variety of informal relationships between these units.

in terms of = bezüglich
elusive = schwer erfassbar
intrapreneurship (S 418) = Unternehmertum im Unternehmen
New management technique: involves encouraging entrepreneurial behaviour inside large business organisations which have become too rigid and inflexible for quick innovation. The usual method is to establish separate venture groups with their own department, production and marketing units, and set each of them a specific task.

staff2 (S 639) = Stab
Staff is used to describe those people in a large organisation who are not in the direct line of command, but provide advice and assistance to line units instead of carrying

out operational tasks e.g. public relations and marketing research departments

corporate culture (S 169) = corporate culture
New way of looking at a business organisations ( organisations are not just complex mechanical systems, but living social organisations in which a decisive role is played by individuals and groups of people, with their emotional needs, beliefs and attitudes.
( soft elements in a business organisation

= informal corporate philosophy, i.e. a set of basic values and beliefs which are shared by most of its members and pervade all its activities
( likely to have a positive influence on the company’s performance, not simply another management tool, not amenable to manipulation, may develop in ways that clash with the official goals

decisive = ausschlaggebend
to pervade sth. = etw. durchdringen
amenable to = empfänglich für, zugänglich für

line management (S 440) = Linienmanagement
Consists of all those managers (line managers) directly responsible fort he functional activities of a company, e.g. purchasing, production or marketing
Line managers have authority over the people working under, and reporting to, them.

KEYWORDS: UNIT 6
personnel management (S 529) = Personalmanagement
= personnel administration or human resource(s) management (HRM)
management function responsible for recruiting, selecting, training, placing, promoting, rewarding, motivating and dismissing employees

Taylorism (scientific management)
- heavy emphasis on work measurement
- purely monetary incentives
- based on a mechanistic view of human behaviour
- employees = form of input

Human Relations Movement or the social systems model
- more respect for employees as human beings
- motivation, job satisfaction, conflict

solution, cooperation, and worker participation

all-pervasive = allgegenwärtig

recruiting (S 583) = Personalbeschaffung
internally: somebody inside the company to fill the vacant position, or vacancy
( promotion to a higher position

externally: outside the firm
running job advertisements in newspapers and magazines or enlisting the help of specialists:
- government-sponsored employment offices
- private personnel consulting agencies
- executive search organisations = headhunters

search process:
- written applications ( screening to eliminate the most obvious “misfits”
- drawing up a shortlist of suitable candidates
- invitation to a job interview; aptitude tests; complex evaluation exercises like assessment centres

to show promise = vielversprechend
to be shortlisted = in die engere Wahl kommen

personnel consulting (S528) = Personalberatung
personnel consulting agencies = outside specialists ( outsourcing parts of the HRM
executive search specialist (headhunter): for finding a top-level manager, e.g. a new CEO

( may also offer personnel development, training, and similar services.
to avail yourself of = die Gelegenheit wahrnehmen
capacity = Kapazität
contract of employment

contract of employment (S 158) = Arbeitnehmervertrag, Dienstvertrag
= contract of service ( Establishes an employer-employee relationship.
UK: A contract of employment can be made in any form, i.e. by deed, in willing or orally
Employers must give their employees detailed written information of the terms of their employment, including:
  rate or basis of remuneration, hours of work, holidays and holiday pay, sickness and sick pay, and any occupational pension; length of notice to terminate employment, and the employee’s

rights in respect of trade union matters and activities.
Hours of work: Full-time employment or alternative work schedules: permanent part-time employment, flex(i)time, telecommuting and job sharing.

Obligation for the partners involved:
The employer’s main duties are to pay the agreed remuneration, to reimburse the employee for expenditure reasonably and properly incurred, and to indemnify him against any liabilities arising in the proper performance of his duties.

The employee’s responsibilities include his duty to obey any lawful instruction of his employer, to exercise care and skill in performing his tasks, to conduct himself properly (laziness, negligence and bad timekeeping being examples of misconduct) and to act in good faith all the time.

by deed = durch die Tat
reimburse = rückerstatten
expenditure = Aufwand
incurred = zugezogen
indemnify = Schaden ersetzten

promotion² (S 561) = Vorrückung, Beförderung
In personnel management, the term is used to describe the advancement of an employee to a higher position, i.e. an upward move on the career ladder.

redundancy (S 584) = Abbau (von Arbeitskräften)
= dismissal of employees because there is no longer any work for them
Redundancies may be caused by falling demand or rationalisation, and should not be confused with dismissals for other reasons.

Redundancy payment: employer has either to show that a particular dismissal is not due to redundancy, or, if it is, to pay compensation

labour turnover (S 434) = Fluktuation, Fluktuationsziffer, Mitarbeiterfluktuation
= measure of the stability or instability of a firm’s workforce
Can be expressed as the number of workers leaving the business firm during a specified period of time (usually a year) as a percentage of 

its average workforce for the same period.
( high costs of hiring and training new employees

employee benefits (S 273) = (betriebliche) Nebenleistungen, (betriebliche) Sozialleistungen
Employee benefits (benefits or fringe benefits) are payments, either in cash or in kind, in addition to the ”normal“ wage or salary of an employee.

• statutory benefits, i.e. based on legal provisions
• contractual, i.e. incorporated in the contract of employment
• voluntary, i.e. they can be withdrawn at the employer’s discretion

e.g.: holidays with pay, subsidised canteens, free use of recreational facilities, day care centres, relocation assistance, non-contributory occupational pensions, company cars, and stock options

discretion = Ermessen, Urteil

flexitime (S 322) = flexible Arbeitszeit, Gleitzeit
- core periods: attendance is mandatory for all employees
- flexibands, i.e. periods during which the employees may choose to be present or not.
- credit hous

staff benefits: improves the quality of their lives, increases job satisfaction by giving them more control, and makes it easier for them to square working life and personal needs.
worker participation
advantages and disadvantages for the employer:
+ fewer short-term employee absences, higher productivity, and more intra-company interaction
- communication and co-ordination may become difficult,, time recording may turn out to be complicated, and certain overheads (e.g. additional heating and lighting) may increase.

worker participation, employee participation (S 718) = Arbeitnehmermitbestimmung
Idea: working people should be involved in decisions affecting their working lives, instead of simply carrying out commands.

Shop-floor participation: involves workers engaged

in the actual production and/or distribution of goods and allows them greater freedom to organise their work

Boardroom participation: The workers, through their representatives (worker directors), take part in the consultations and decision-making of the board of directors, laying down the fundamental objectives of the company, reviewing and approving the corporate plans, deciding about mergers, takeovers, acquisitions and divestitures, etc.
Worker directors are rare in Britain, since worker representation on company boards is optional. In Germany and Austria, by contrast, the law requires one third (or even one half) of the members of the supervisory boards of large companies to be workers´ representatives.

Worker participation may be regarded as part of a wider movement seeking to apply the principles of political democracy to other fields of life, and is therefore often referred to as industrial democracy.

to be implemented = umgesetzt werden
acquisition = Beschaffung
divestiture = Veräußerung
KEYWORDS: UNIT 7
industrial relations (S 398) = (institutionalisierte) Arbeitgeber-Arbeitnehmer Beziehungen
industrial relations (US: labor relations): relations between labour and management, collective dealings between employers and employees, or rather between employers´ associations and trade unions
( concerned with: collective bargaining (Kollektivverhandlungen), national or industrial wage rates, trade union recognition, incomes policy, and related matters

human relations: interaction between individual workers and their employer

trade association (S 683) = Fachverband
Organisation set up by firms in a particular industry. It is formed for the purpose of protecting the interests of its members, especially by representing 

them in negotiations with government, trade unions, or other trade associations.

trade union (S 689) = Gewerkschaft
Trade unions (US: labor unions) are voluntary associations of employees created for the purpose of protecting the interests of all members, especially vis-à-vis their employers, in such areas as wage rates, working hours, working conditions, or redundancies (Entlassungen).
- negotiating with employers´ organisations or individual employers
- taking industrial action, if necessary (e.g. organising strikes or go-slows)
- providing educational and welfare services to their members (vocational training, strike pay, holiday homes etc.
- supporting individual politicians and political parties in order to motivate them to further the cause of labour on the parliamentary level.

Trade unions can be formed by combining workers in a particular craft (craft union), in a particular industry (industrial union) or according to some other principle (e.g. white-collar union). Individual unions are usually affiliated (zugehörig) to some national federation or umbrella organisation (such as the Trades Union Congress / TUC in the UK or the American Federation of Labor and Congress of Industrial Organizations / AFL-CIO in the US) to discuss and solve problems common to them all.

Trade unions lately have shown a tendency to become rigid, inflexible and undemocratic
( they should be reformed and change their strategy

to be affiliated with = verbunden sein mit
assessment = Bewertung
rigid = steif
abolish = aufheben

strike (S651) - Streik
A strike or walkout is a concerted stoppage (gemeinsames Niederlegen) of work as a protest by workers against low wages, poor working conditions, redundancies, plant closures, or some other ground

for dissatisfaction. It is labour´s most powerful weapon in an industrial dispute.

- official strike: ordered or condoned by the relevant trade union
- unofficial/wildcat strike

Picketing: Pickets are workers stationed outside a place of business during an industrial dispute to inform the public and dissuade (abbringen) other workers from entering.

Secondary picketing, i.e. picketing by people not directly involved in a strike, has been outlawed in the UK.

work-to-rule (S 719) = Dienst nach Vorschrift
Form of industrial action in which the employees involved remain at work, but slow down operations by observing the regulations relating to their work strictly and literally.
( does not constitute a breach of the contract of employment, safe and efficient measure of putting pressure on an employer

lock-out (S 443) = Aussperung (von Arbeitern)
If an employer involved - either directly or indirectly - in an industrial dispute closes down his firm and prevents his employees from performing their work (and earning their wages) the action is called a lock-out.

dispute = Konflikt

wage (S 711) = Lohn
= income derived from dependent employment
= income of blue-collar employees (salary = income of white collar/salaried employees)
= remuneration received for a standing working week (earnings = include in addition overtime pay and employee benefits)

nominal wages: expressed in monetary terms
real wage: denotes the amount of goods and services that can be bought for a given nominal wage.

The level of wages affects the standards of living of employees and employees as well as the volume of investment. Influencing factors: demand for, and supply of, labour, the economic situation, profit margins, trade union power and 

policy, and negotiation skills.

derived = abgeleitet
tug-of-war = Tauziehen
to be reckoned with = damit zu rechnen haben
wage systems (S 712) = Lohnformen
Wages are paid in two main ways:

by time (time rates): usually in form of hourly, shift or weekly rates for a specified number of hours. Suitable for precision work and dangerous work, where a wage-induced increase in speed may lead to lower quality and in a higher rejection rate or to more accidents.

( also used for work involving a large number of different activities, where output is difficult to measure (e.g. repair work or materials handeling).
( sometimes combined with a bonus element (bonus system)
( induce employees to work more carefully, but may encourage loitering and idleness if the employer does not use other (non-monetary) incentives or disincentives to maintain a reasonable level of output.

by piece, i.e. output (piece rates).
Least sophisticated version: Remuneration paid to a given worker depends on the output produced within a given period of time by him or by a group of workers of which he is a member.

more complicated version: task system of pay: based on a standard time allowance for a particular job or task. Piece rates and the bonus system are often referred to as payment by results or incentive payments, since their main purpose is to induce employees to work harder. ( controversial method of remuneration, may become a dehumanising form of exploitation

induce = verleiten

UNIT 8: Marketing I: Product and Price
marketing (S 456) = Marketing, Absatzpolitik
= a complex system, or programme, of business activities designed to plan, price, promote and distribute a firm’s products (goods and/or services) with a view to satisfying consumer wants and

needs and, of course, to achieving certain organisational goal.
( industrial goody marketing, service marketing

market analysis: to find out what its prospective customers´ wants and needs are

market segmentation and targeting: market segmentation is used in order to identify a suitable target group, or several such groups, which it can serve efficiently

marketing mix: four Ps: Product, Price, Place (= distribution), and Promotion

societal, socially responsible marketing concept: acknowledges that marketing should also have an “educational function” ( By concentrating exclusively on short-term wants marketing tends to neglect the social costs involved and fails to allow for long-run consumer and public welfare and also leads to a misallocation of resources

non-profit marketing: application of the marketing concept to non-business organisations such as governments, political parties, museums, schools, universities, and charities

meritorious = lobenswert
to allow for sth. = berücksichtigen
misallocation = fehlleitung
encroachment = Eingriff

market (S 454) = Markt
• social institution that brings suppliers and demanders of goods, services and other objects of values in contact with one another
• particular place where buying and selling operations are carried out
  e.g.: open-air markets, securities markets (e.g. stock exchanges); does not necessarily imply a specific location (telecommunication)
• economy as a whole
• categories of goods and services (e.g. consumer goods markets, factor makets)
• individual commodities (e.g. the textile market)
• the aggregate demand of potential buyers for a particular product or service
• classifications based on geographic, demographic or lifestyle criteria (e.g. the

French market, the youth market, the gay market)

market segmentation (S 460) = Marktsegmentierung
marketing strategy; divides a firm’s market into sub-markets, or target groups with different characteristics to provide an alternative to undifferentiated mass marketing (one product range, one marketing programme):
- Geographic segmentation: calls for markets to be divided into different territorial units such as nations, states, regions, cities, or neighbourhoods
- Demographic segmentation: age, family size, sex, income, education, occupation, religion, race, nationality, and social class
- Psychographic segmentation: buyers are divided on the basis of lifestyle or personality

Microsegmentation: carries the idea even further; precision marketing (modern data processing methods, even smaller groups), particularly useful for direct marketing

( allow companies to make better use of their marketing resources, necessary to survive in an competitive marketing environment

dinkies = double-income, no-kids households

market share, market penetration (S 461) = Marktanteil
= denotes the proportion or percentage of total market sales attributable to a particular firm or group of firms ( only meaningful if the market to which they refer is carefully defined.

absolute market shares: calculated on the basis of total market sales
relative market shares: calculated as a percentage of the market share of its biggest competitor, the industry leader ( portfolio analysis
market penetration: act of raising a company’s market share at the expense of its competitors

to denote sth. = etwas bezeichnen
attributable = zuschreibbar

product policy (S 554) = Produktpolitik
Key element in its marketing mix; sum total of all decisions relating

to the offering of a company; tasks:
- determine what product(s) to buy or produce and to sell: one product or a wider range of goods and/or services?
- Diversification versus simplification: expand or simplify the existing product range
- Identification and development (Product innovation) of new products that fit the firm’s range in terms of profit, growth and risk
- quality of the product(s) to be offered, branding, packaging

The firm may choose to go upmarket (trading up) or downmarket (trading down).

upmarket = gehobene Preisklasse
downmarket = für den Massenmarkt
product mix (S 554) = Produktmix; Produktionsprogramm (bei Herstellern); Leistungs-programm (bei Anbietern von DL); Sortiment, Verkaufsprogramm (bei Händlern)

( The product mix comprises the full range of products offered

breadth, or width, of the range: number of different lines carried
depth of the range: number of different items, models, etc. in the line

Decisions to reach an optimal product mix in terms of profit, growth and risk (product policy):
diversification (i.e. new products for new markets, product line simplification (e.g. concentrating on one’s core business), product innovation etc.

to comprise sth. = beinhalten

product line (S 553) = Produktlinie (bei Herstellern); Warengruppe (bei Händlern)
= group, or class, of products which possess similar physical characteristics and are intended for broadly similar uses. The depth of a line is determined by the number of different items, colours, models, etc. it comprises

diversification (S 240) = Diversifizierung, Diversifikation
= a product policy that offers “new products for new markets” to create additional sources of income independent of existing ones, thereby spreading the risk
(

may create management problems and lead to a loss of control over costs

Diversification on a larger scale: by acquiring other businesses and crating conglomerate groups, or conglomerates.

product line simplification: “back to the basics”, focusing on one’s core business

doyen = Wortführer, Rangälterste
to acquire sth. = sich aneignen
conglomerates = a combination of two or more corporations engaged in different branches

product innovation (S 548) = Produktinnovation
The very existence of a company may depend on its ability to come up with attractive new products at the right time.
Product innovation involves the generation of:
- new product ideas (by research units, private inventors, and salespeople)
- screening (i.e. wedding out non-starters)
- business analysis (in terms of market demand profitability, product features, etc.)
- product development (i.e. converting the remaining ideas into physical form)
- test marketing, and
- commercialisation i.e. full-scale production and marketing programmes, and launching the product)
However, the attrition rate, i.e. the proportion of new products that fail to make it in to the market place and so turn out to be flops, is still very high.

product life cycle1 (S 552) = Produktlebenszyklus
This expression denotes a typical pattern of the sales volume and profits generated by a particular product over its span of life.

Six stages: introduction (launch), growth, maturity, saturation, decline and abandonment.
Exceptions:
- relaunch: reviving a declining brandy by relaunching it
- petrification: product involved is never really abandoned, but its sales and/or profits are allowed to stagnate at a low level.

branding (S 73) = Markenpolitik
Branding is designed

to help potential and existing customers to identify the products of a particular seller and differentialte them from those of his competitors

Putting a distinctive sign, word or symbol on the product creates an opportunity to create a positive brand image and brand loyalty among consumers. A brand must become an unwritten guarantee for the product features a customer is looking for.

Originally, most brands were manufacturers´ brands, created and used by the producers of the goods involved.

retailers´ brand (own labels, private brands, store brands or dealers´ brands): sold by a particular retailer, although often produced by manufacturers of national or global brands. Such labels are typically sold at lower prices than manufacturers´ brands, but also carry higher margins (i.e. higher profits expressed as a percentage of sales) for the retailers as manufacturers are paid lower prices.

Generic (no-name) products: Products are sold without brands under their generic names. Especially important for discount stores
#
Family brand, umbrella brand, blanket brand: Only one brand for all the firms’ products
( a strong brand name may be leveraged (i.e. exploited) by extending it to other, maybe completely different, products

chiefly = hauptsächlich
keen competition = starke Konkurrenz

brand (S 73) = Marke
“a name, term, symbol, or design, or a combination of them, which is intended to identify the goods or services of one seller or a group of sellers and to differentiate them from those of competitors”.
In order to prevent competitors from using a brand, or label, it can be registered.
A brand which is protected by law is called a trademark (in the case of goods) or service mark (in the case of services). The term “brand” is also

being applied to people such as movie stars etc.

packaging (S 519) = Aufmachung, Packungsgestaltung
= designing and making the container or wrapping for a particular product.

Main objectives: giving the packages an appealing appearance, attracting the attention of customers, and to protect the articles they contain. The packaging is also an important promotional devices, particularly in self-service outlets.

Other goals: make products available in proper amounts or sizes, identify branded goods, make effective displays, etc.

component elements of packaging: sizes, shape, material, colour and text
price (S 539) = Preis, Kurs
A price is a consideration in cash (or in kind) paid for the transfer of something valuable
( in commercial practice “price” refers to the amount of money payable for goods, services or securities. In other context, the word rate (e.g. interest rate) is preferred.

unit price: price for one unit of a commodity
total price: price for a specified number of units

INCOTERMS: make it clear what the amount of money to be paid actually refers to

controlled / administered prices: controlled by government or some other organisation, do not respond to changes in supply and demand

commodity = Artikel, Erzeugnis

price policy (S 569) = Preis- und Konditionenpolitik
What the price of a product really relates to
- cash-and-carry price. physical item that can be picked up at the sellers premises
- additional services (e.g. delivery, modification, installation, credit, warranty)
- discounts and similar allowances

eternal factors:
• type of market the business operates in:
    - pure (or perfect) competition, with many sellers and buyers, the former are simply price-takers, i.e. they have to sell

at market prices
    - monopolist: has discretionary power over prices
    - oligopolistic markets: dominated by a few large firms, characterised by the mutually recognised interdependence of the rival sellers´ price policies.
• Price policy can’t ignore the relationship between price and demand for a product
• Customer perception of the product to be priced
• tangible and intangible benefits
• economic factors (e.g. rate of inflation, variations in household incomes)
• government economic policy
•   price policies of suppliers

internal factors
company’s objectives and costs (and therefore the determinants of costs such as raw material prices, wages, volume, and capacity utilisation)

( internal goals relevant for pricing decisions: survival, current profit maximisation, market-share leadership, product-quality leadership

premium price vs good value
For new and innovative products
- skim-the-cream pricing (market-skimming pricing): high initial price to appeal to the high-income segment of a partifular market. The idea is to lower the price later on when the competitors have moved in, or when it is desired to tap the lower end of the market.
- penetration (or market-penetration) pricing: low initial price in order to reach the mass market immediately and achieve maximum market penetration.

Pricing strategies
• psychological pricing: Customers often perceive price as an indicator of quality. Image pricing is especially effective with ego-sensitive goods such as perfumes and expensive cars. Moreover, many sellers believe that prices should end in an odd number (e.g. 299€)
• promotional pricing: loss-leader pricing, cash rebates, low-interest financing, and longer payment terms, as well as warranties and service 

contracts.
• discriminatory pricing:
    - customer-segment pricing i.e. different customer groups are charged different prices for the same product (student and senior prices)
    - location pricing
    - time pricing


• product-mix pricing: captive-product pricing: some goods require the use of ancillary (or captive) products e.g. razor blades. Manufacturers of the main products often price them low and set high mark-ups on the captive products, or supplies.

discretionary = beliebig
tangible = greifbar
determinant = bestimmender Faktor

premium5 (S 538) = Spitzen- (z.B. Spitzenqualität), Qualitäts- (z.B. Qualitätsmarke), Prestige- (z.B. Prestigepreis)

e.g. premium price, premium quality or premium brand
( indicates that the price (and the quality) is above the usual average. Premium brands have to be supported by heavy advertising and other promotional activities - especially if their quality is in fact not significantly higher - to create and sustain a prestige image.

loss leader (S 445) = Lockvogelangebot
Loss leaders, or leader items, are articles offered by retailers at lower than regular prices (e.g. at, or even below, cost) to attract customers.

UNIT 9: Marketing II: Promotion
promotion3 (S561) = Kommunikationspolitik
= exercise in persuasive communication ( inform, persuade and influence consumers in order to increase sales without resorting to price competition.
Promotion includes advertising, public relations, personal selling, sales promotion, and direct marketing.

persuasive communication = überzeugende Kommunikation
resorting to = auf etwas zurückgreifen

promotional mix (S 562) = Kommunikations-Mix
The promotional mix or marketing communications mix refers to the combination of promotional tools

(advertising, public relations, personal selling, sales promotion, and direct, marketing) used by a firm to inform, persuade and influence a particular target group it has identified.
The structure of its promotional mix is determined by the size of the promotional budget, the nature of the market targeted and the product(s) to be sold, legal restrictions, and technological progress.

personal selling (S 527) = persönlicher Verkauf
Most important promotional activity, weighting varies from industry to industry, and even from company to company. In general products which have a high unit value and require demonstration are sold by this method.
Personal selling may be carried out either behind the counter or in the field by people referred to as sales representatives, sales reps, sales engineers or sales force (collectively)

Advantages: The face-to-face contact with prospective customers allows the salesperson involved to use customer feedback and modify his presentation. Form of promotion that tends to lead directly to a sale

public relations (S 569) = Public Relations, PR, Öffentlichkeitsarbeit
PR is used to establish and maintain mutual confidence between an organisation and its publics (general public, company’s employees, customers, shareholders, etc.)
It involves, ascertaining and evaluating public opinion in order to find out what the public thinks and feels about the enterprise and its products. It also includes advertising the firm’s managers on how to deal with public opinion as it exists, and trying to influence it with the help of various communication techniques.

Public relations departments, for instance, supply the media with interesting information about the business firms concerned, arrange press conferences, 

sponsor cultural events, handle major customer complaints, and organise lobbying efforts - all with a view to creating goodwill and projecting a positive corporate image.

ascertain = ermitteln

sponsorship (S 637) = Sponsoring
Special promotional tool used to generate favourable publicity by associating the company’s name with the sponsored project (positive image transfer).

Projects sponsored range from cultural events, research projects and environmental programmes to sports events. Sponsorship is often cheaper than the classic promotional tools and may help the company involved to get round government restrictions on promotional activities (e.g. tobacco companies)

Corporate sponsorship is a controversial issue: Many worthwhile activities and organisations would not have survived but for he assistance provided by sponsors. Critics also point out the demeaning effect (i.e. the negative image transfer) that the association of culture and the arts with corporate logos and slogans implies.

demeaning = erniedrigend

trade fair [para. 1] (S 685) = Messe
Trade fairs are (expensive) promotional events staged to enable companies to exhibit their products, meet customers and, possibly, snoop on competitors.
Benefits: opportunity for face-to-face contact with visitors and to receive feedback

to stage sth. = abhalten / veranstalten
snoop = Schnüffeln

sales promotion (S 607) = Verkaufsförderung
Sales promotion is a collection of promotional tools not formally classifiable as advertising, personal selling, public relations or direct marketing:
- consumer promotion (e.g. special offers, free samples, coupons, premiums, contests)
- trade promotion (e.g. dealer sales contests)
- sales-force promotion (e.g. bonuses or contests)

(

short term focus (e.g. this week’s special offer)

advertising (S 26) = Werbung
= most important and best-known promotional tool
Advertising involves the dissemination of messages over the mass media and is paid for directly by an identified sponsor.

Advertising is also a social issue: Many argue that advertisers, faced with buyers´ markets, put too much emphasis on persuasion and attempt to influence people in ways that are not really beneficial to them.

dissemination = Verbreitung

advertising medium (S 28) = Werbeträger
Advertising media are all those all means used to communicate advertisements to a chosen audience. Usually this term refers to the major, or mass, media (radio, television, the press, outdoor media, internet). The lesser media include direct mail (e.g. sales letters), directories, fairs, exhibitions and motion pictures.
( direct mail, directories, fairs, exhibitions and motion pictures

Advertisers or their advertising agencies have to select the advertising medium or media suitable for a particular purpose or situation, and - within each medium - a vehicle
(e.g. a specific radio programme) and an advertising schedule.
Important factors for the selection are: the type of product to be advertised, the selected target group, and the costs involved

The goal is to reach as many members of the target group as possible (optimum coverage) and, at the same time, as few people outside the target audience as possible (minimum loss of circulation)

directory = Verzeichnis
vehicle = Behelf
means = Mittel

advertisement (S 25) = Werbemittel, Inserat, Annonce
An advertisement, or ad, is a message or announcement presented in a medium
(e.g. TV, radio, magazine) at the expense of an identified organisation 

or person (advertiser) to persuade a particular target audience to accept an idea, by a product or service, or take some other actions desired by the advertiser.

advertising copy = advertisements composed out of text

advertising copy (S 27) = Werbetext
= text of an advertisement
Specialists in producing copy are referred to as copywriters. Most ads include some copy e.g. in form of an advertising slogan or a full page of text.

advertising agency (S 26) = Werbeagentur
Advertising agencies are business firms providing:
- advertising services: planning and implementing advertising campaigns, creating actual advertisements and arranging for their placement in appropriate media
- other marketing services: sales promotion, direct marketing, test campaigns, preparation of sales manuals, and market research

departments of a typical advertising agency
- research department
- creative department: concerned with conceiving, developing and executing advertising ideas, and staffed by creative directors, copywriters, commercial artists, etc.
- media selection department
- account management department: responsible for individual accounts (i.e. the brands or products for which the agency carries out advertising) and is charged with maintaining close contact with the agency´s client

( account executive: agency executive with overall responsibility for an account

- initial service department: deals with office management, finance, billing, accounting, and related matters.

billings = industry jargon for sales (revenues)

billing = Rechnungslegung
to spawn = hervorbringen
misnomer = fälschliche Bezeichnung

UNIT 10: Marketing III: Distribution
distribution (S 238) = Distribution und Vertrieb
Referres to all economic activities

concerned with getting goods to final customers (link between production and consumption). It includes buying, selling, marketing, physical distribution (transportation) and storage, banking finance, insurance and promotion

Distribution creates utility and adds value by making the products available to the ultimate consumers where and when required.

Distinction between channel of distribution and physical distribution
- channel of distribution: concerned with number and types of intermediaries to be used in the distribution process
- physical distribution: focus on selection most suitable mode of transport and storage methods.

( the concept of distribution is also applied, mutatis mutandis (sinngemäß), to the service industries.

auxiliary = zusätzlich
utility = Nutzen

logistics (S 444) = Logistik
= the process of planning, implementing and controlling the cost-efficient flow and storage of materials, equipments, in-process inventory (e.g. components, subassemblies),
semi-/finished goods as well as related information between the point of production and consumption (increasingly as involving recycling and disposal). The concept of logistics can also be usefully applied to service organisations.

the flow process can be divided into
- upstream: from the point of production (materials management)
  ( manufacturing management
- downstream: from the same point (physical management) ( marketing activity

Important task of business logistics = the “seven rights” of logistics: ensuring the availability of the right products at the right time, in the right quantity, place, condition...

subassemblies = Montageteile

storage (S 648) = Lagerhaltung, Lagerung
= warehousing
The main purpose is to bridge the time

gab between production and consumption.
As part of logistics it is the function of manufacturers, wholesalers, retailers, carriers, public warehouses etc.

deteriorate = verderben

channel of distribution (S 118) = Distributionskanal, Absatzweg
= chain of distribution, marketing channel
Set of marketing intermediaries between manufacturers and final user
certain number of stages:
- zero stage channel: leads from producer directly to the final consumer (e.g. door to door selling, direct mail,...)
- one stage channel: one intermediary, e.g. a retailer
- two stage channel: two types of middlemen (wholesaler and retailer)

Decisions on the choice of the stage-channels affect the costs and volume of sale as a long channel of distribution, including a large number of intermediaries, will increase the costs of the product.

intermediaries = Mittelsleute

sales force (S 606) = Vertreterorganisation, Mitarbeiter im Außendienst
Normally referrers to people selling in the field (sales representatives, sales reps, commercial travellers, field executives, sales engineers)
Sales manager: is responsible for selecting and training the members of the sales force, assigning territories for them, fixing sales quotes, evaluating performance

marketing intermediary, middleman (S ) = Absatzmittler
Middleman between producer and final consumer
They can be classified on the basis of whether they take title to the products involved or not:
- wholesalers and retailers (merchants) take title of goods
- agents (e.g. brokers, commercial agents) and employees (e.g. sales representatives) do not take title of goods, but play an important role in the transfer of ownership

to render = erbringen
merchants = Kaufleute

wholesaler (S 715) = Großhändler,

Grossist
Generally wholesaler buy in large quantities and sell in smaller amounts to trailers, but any customer who is not the final user can act as a wholesaler
The term wholesaler, however, is normally reserved for firms whose principal business is to wholesale, there are:
- general-line wholesalers (food wholesalers)
- specialty-wholesalers (frozen food wholesalers)
- full-service wholesalers (also deliver)

another distinction
(merchant) wholesalers: buys and sells for his own account, taking title to the goods
wholesaling middleman (e.g. a broker): acts for his principal’s account

special services:
- delivery and storage
- credit, market info
- personal selling, assembling, dividing

principal = Auftraggeber

retailer (S 593) = Einzelhändler, Detaillist
Last link in the chain of distribution, any company that sells to the final user is a retailer.
Big retail firms often deliberately combine manufacturing and retailing by selling goods produced in-house and those procured from outside suppliers (often with own labels on both type of goods).

Since retail stores must be close to the final consumer, only a limited degree of centralisation is possible, which explains the large number of individual shops.

Classification is possible according to
- size (e.g. supermarkets, hypermarkets, neighbourhood stores)
- type and range of goods sold (e.g. hardware stores, food stores, limited-line stores, department stores, upscale retailers)
- price policy (e.g. discount stores, upscale retailers)
- seller method (e.g. mail-order firms, catalogue operations, automatic vending machine operators)
- ownership (e.g. independent retailers, chain stores)

deliberately = vorsätzlich
vast = riesig

unit shop

(S 706) = Einzelgeschäft
= convenient store, neighbourhood store, corner shop
A Unit shop is a small, independent and owner operated retail establishment with only one outlet. They face heavy competition from large retail concerns (supermarkets, discount stores etc.), but enjoy some advantages, such as flexibility, absence of red tape (bureaucracy), personal service, friendly atmosphere, convenient location, low overheads

disadvantages: low volume, higher prices, small catchment area, small number of customers, limited rage of goods, low profits, low return on capital invested,...

to eke out = sich erkämpfen

multiple shop (S 480) = Filialunternehmen, Filialist, Ladenkette, Filialkette
= multiple shop, US: corporate chain store
Two or more outlets, which are centrally owned and operated
advantages: standardisation, wide product range, ads, use of marketing specialists, lower prices than unit shops

disadvantages: less flexible than unit shops, slower reaction to changes on the market

supermarket (S 653) = Supermarkt
= a large scale, departmentalised self-service outlet
( smaller: self-service shop, bigger: hypermarket
Supermarkets offer a great variety of goods (food and other goods of daily use)
advantages: convenience of shopping, lower prices, automation and high turnover

department store (S 213) = Kaufhaus, Warenhaus
Department stores are large retail establishments offering a wide range of goods, including services like travel, sports, insurance, investment etc.
The assortment of goods is segregated into separate departments, each under its own “buyer” (department manager). Advertising, delivery, staff training, and other general activities are, however, carried out centrally for all departments.

The main selling

point is the ability to supply for all customer needs under one roof.
Department stores may be independent or belong to a large chain.

disadvantages: rather impersonal atmosphere, limited range of goods

segregation = Abtrennung

mail order (S 446) = Versandgeschäft, Versandhandel
= catalogue selling, catalogue operators
Goods are ordered by mail, phone, fax, e-mail and delivered by post or parcel services
The products are chosen from catalogues (often sent to prospective customers) “part of a wider retail concept)
Payment: cash on delivery, credit transfer, cheque, credit card,...

advantages: inexpensive premises, use of unskilled labour ( reduced operating costs
( for the customer: convenience of “fireside shopping”, easy to get a credit

disadvantages: high cost of catalogues and advertising, need to hold large stocks, impossibility of changing prices or the range of goods once catalogues have been printed
( for the customer: lack of personal contact

e-commerce [paras. 1-5] (S 256)
= electronic commerce, online commerce, electronic retailing, e-tailing
E-commerce is a combination of mail order, retailer, PC and internet

brick-and-mortar firms = conventional firms
dot-coms / click companies = internet companies
click-and-mortar firms = brick-and-mortar firms that additionally offer goods online

classification on the basis of the players involved
- B2C - business-to-consumer
- B2B - business-to-business

advantages
- for the seller: low costs, ease of capturing data (which can be used for sales analyses, microsegmentation and microtargeting) and new marketing opportunities, such as one-to-one marketing and Internet-based advertising strategies
- for the customer: lower prices, increased conienience,

ease of price comparisons, wider product assortments etc.

disadvantages
- lack of personal contact, complicated logistics, impossibility of pre-purchase quality control, and the insecurity associated with payment transactions based on credit cards.

SET - Secure Electronic Transaction: new secure payment standards with special means of payment (cybercash, digicash, e-cash or e-money)

e-business: embraces all aspects of the use of information technology in business (buying and selling, online recruiting, online consulting, etc.)

migrating = übergehen, auswandern, abwandern
consummate = vollenden, vollziehen, abschließen
subsequently = danach

point-of-sale system (S 533) = POS-System
= a computer application in retailing (computer aided management system)

The basic idea is to capture sales data at the checkout counter and use it for stock control and ordering, to analyse sales and similar purposes. Usually the checkout person enters product, price and volume data into a cash-register-type computer with the help of a scanning device to read the bar codes on the products. This data is passed on to a central computer who updates all relevant stock records and prints orders for the central warehouse or outside suppliers.

Sophisticated POS systems also provide a link with banking services to enable payment with cheque card, credit card etc. ( this system is referred to as EFTPOS

fair trade1 (S 305) = “gerechter Handel”
According to the WTO and GATT fair trade is the principle of non-discrimination.
The Fair Trade Commission of a country acts as a guardian of free competition.

In the US the term “fair trade” is also applied to a special restraint of trade, one limiting the freedom of retailers to price the goods.

successor

= Nachfolger

fair trade2 (S 306) = gerechter Nord-Süd Handel
Many poor countries rely heavily on exporting unprocessed or semi-processed commodities, a field where prices tend to be low and volatile. In addition a difficulty arises from such import restrictions as tariffs and quotas imposed by industrialised countries.

Discrimination by the North applies both to primary agricultural products and manufactured goods where the South has a competitive advantage due to lower labour costs.
The South is also confronted with marketing problems.

This is why the United Nations Conference on Trade and Development (UNCTAD) tried to establish a more equitable trade regime (trade not aid, aid through trade, fair trade).
The main criteria, or principles, of fair trade are:
- Direct purchases from small-scale producers in developing countries
- Prices which permit these producers to achieve a reasonable standard of living
- Pre-financing at reasonable interest rates
- Continuity of ordering and co-operation
- Providing marketing feedback to the producers involved
The main reasons why fair-trade organisations are able to pay Third World producers more are that they typically operate on a non-profit basis, eliminate unproductive inter-mediaries, and charge consumers higher prices. Fairly traded goods are not too different from prestige items (e.g. designer labels) and belong to the high-quality end of the market.

One significant innovation has to be the development of fair-trade labels, or fair trade seals which enables fairly traded products to be distributed also through mainstream retail channels.

tariffs = Gebühren
quotas = Quoten
-----------------------
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