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OT cocTtaBuTenNnd

3a nBa-TPH MNOCHedHMX roma cnoeo "MapkeTuuHr"
MPOYHO BOMUIO B Ham JIeKCHKOH. PacunpeHHe BHemHEe3KOHO-
MHYECKMX CBfizefl CTpaHH, NpenocTraBlieHHne NpeanpUATHUAM
npaBa CaMOCTOATENBbHO BHXOOWUTh Ha MUPOBOf PHHOK, pa3-
BHTHEe TakuxXx $OPM MexnyHApOOHOTrO SKOHOMHYECKOro COo-
TPYyNHUYECTBAa, KAK CO3MaHHe COBMECTHHX npennpusaTHf -
BCe 3TO TpeByeT OT COBPEMCHHOIO XO3ANCTBEHHOI'O PYKO-
BOOUTENA Y NpennpUHUMaTensa rnyB6okKkHX, OCHOBATEJNbHHX
3HaHUA O MHPOBOM OH3HEeCe, ero CTPYKTYype U MNpHHUHNAX.
BaxHefuMM 3BeHOM GHM3Heca ABJIAETCA MAPDKETHHI, KOTOPHN
BCcsien 3a AMepHKaHCKOf accouualnmneft MapkeTHHra MOXHO
onpenenuTh Kak "npouecc niaHMpPOBAHHA H BOIMJIOMEHUNR B
AN3Hb pa3paboOTKH, YCTAHOBJIEHUSA LEeHH, pPekKJaMsd U OUCT=
pu6yuun /pacnpenenenus/ uneft, TOBapoB M yCcnyr B ue-
JIfX opraHu3laumMn ot6MeHa, yOOBJeTBOpAMmMEro norpebHOC-
TH OTHEeNbHHX YJeHOB ofWecTBa M opraHusauuit" /CMm.
Business: Second Edition, Boston, 1988, crp. 317/. B cooreer-
crBHH C doOpMyJIOff MapKeTHHra — TOBAap, lLeHa, OUCTPUOBYUHUA,
peknama - B npennaraeMoM BauleMy BHHUMAaHHI CJIOBHUKE@
npencTrapBjleHH AHTJIO-PYCCKHE TEepPMHHH, OTHOCHAMHUECHA KO
BCeM uyeTHpeM "cocrtaBnswouuMm”. Tax, BH Hallnete 3mech H
XapaKTepHUCTHKM TOBapa M PAa3JIMYHHX TOBaPHHX KJIACCOB,
M TepMHHH M3 O6JacCTH LeHOOOpPAa3OBaHHUA, CTPYKTYPH OHUCT-
pPHGYyUHH U peknaMu. KpoMe TOro, CymecTBEHHYW 4acThb
MapKeTHHIOBON NEeATEeNbHOCTH COCTAaBJIANT MapKeéTHHIOBHEe
HCCnenoBaHNA, MO3TOMY cCilola BKJIWYEHH H COOTBETCTBylmHe
3TOR 06s51aCTH TEepPMHHH.,

Cnenyer oco60 OTMETHTbL, YTO B nocnenHue NEeCATH-=
JIeTUA AHTNUACKUA A3HK /NpUYeM B ero aMepMkKkaHCKOM Ba-
puaHTe/ NMPOYHO 3aHAN MeCTO Benymero cpencTBa Mexny-
HApOOHOr'O HREeNnoOBOro OOmeHHMf, U B YaCTHOCTH, Mapke-
THHI'OBAA TEepPMHMHONOrus, pa3spatoraHHasa B CHIA, npUHATA
B HacTofAmee BpeMA B GOJIbBUIMHCTBE PAa3BUTHX CTPaH MH-
pa. B paBoTe Hamg HacToOAmMMM NMOcCoO6HEeM aBTOP HCMOJNB30-
Ban nocnemgHue PyKOBOACTBA U TOJIKOBHE CJiopapu no 6u3-
HeCcy U MapKeTHMHry, u3anaHHuwe B CHIA, a Takxe Takue Be-
nymHe aMepuKaHCKHe Crneuas3avpoBaHHHE nepuonHyeckue
“3pmaHusa, Kak "Business Week", "Adweek's Marketing
Week" u "Fortune".

Bce 3aMevYaHua M MpemiOXeHUA 10 COonepXaHHUio M
OdOpMIIeHHI0 BHINyCKa CliefyeT HAMNpaelATh O ampecy::
117218, Mocksa, B-218, yn. KpxuxaHosckero, 14, kopm.1
BCcecoOw3Hu! LeHTP NepeBONOB.
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AHI'IMACKHE TEPMUHH H PYCCKHE SKBUBAJIEHTH

A

1. AA rating
cpenHeCTaTHCTHYECKHA 3pH-
TeNbCKHUA PEeNTHHI': MNPOLEHT
ceMell no BCeA cTpaHe,
CMOTpPEeBUIHX CpelxHeCTaTHC-
THYECKYIw MHHYTY KOHKpeT-
HO Tenenepenadyyn
cMm. Average Audience Ra-
ting

2. abnormal Magoo
HEeTHNHYHAA peaKUHA ayOau-
TOPHH NPOBHOI'O TIOKasa
TesilenporpamMMal Ha cCneusanb-
HHA MYNbTHIJINKALHOHHREN
ponuk ¢ "MucTepoM Mary"-

B oTnuyHe oT "normal
Magoo"
cM. Takrxe "Mister Maqoo"

3. above the line
KpynHas TBoOpuYeckasa ¢urypa,
YYaCTBYWOmAA B CO3XaHHUHU
KHHOOHNIBEMA HMJIH TeJIeBH3H-
OHHOI'O PEeKJIAMHOI'O pOJIHKa
/aBToOp cuneHapua, pexuccep,
npomwcep, Benymuit aktep/
cM. Takxe key talent

4. account
3aKa’34YHK, KJIHEHT pPeKJIaMHO-
r'o areHTCTBa

5. account management
PYKOBOACTBO CJIyXO60A HCNOJN-
HEeHUA 3aKa3OB, PYKOBOACT-
BO PaBOYMMH TIPYNMNaMH KJIH-
eHTOB / B peKJIaMHOM areHT-
crBe/

6. account manager
pykoBonuTesnp padouen rpyn-

IH KHMeHTa /B PerlaMHOM areHTcTse/

7. across the board
perynapHasa exenHeBHas
Tenenepenava, MNOABJAN-
masca Mo ONHON H TOR we
nporpaMMe B OIHO M TO Xe
Bpemsa
cM. Takxe strip show

8. action devices,
rl
pexsiaMHHe HM3JeJIMA H npH-
eMul, HCnoJib3yeMHe MUIA
NONYy4YEeHU OTBETHON NOKy=
naTenbCcKoft peakuuH /B
NPAMON MOYTOBOA pexname/

9. action picture
n3obpaxeHue /roBapa/ B
nencTBUHU

10. acquisition
budget
HeHexHHe cpenctBa, KOTO=
pPHMH pacnonaraer ¢upma
V1A TNMPHBJIEYeHHs Mnoxyna-
Tesiefl nocpencTBOM' NMPAMOR
NnouYTOBO pekJslaMH M DpekxkJna-
ML B CpelicTBaxX MaCCOBORA
HHPOPMALHH; DPEeKJIaMHHN
GoaxeT (HPMH

11. ad
peknaMHoe OOGbABJNEHHe
/cokp. or advertisement/
cM. Takxe advertisement

12. ad agency
peknaMHoe areHTCTBO
cMm. advertising agency

13. A4 Alley
OMHO M3 Ha3BaHUN ManuHcoH-
aBeHi, YJNHUH B LEHTpe
Hew-opka, Ha KOTOpOH
cocpenoToOdYeHO 60oNbloe



YUCJIO PEKJIaMHHX areHTCTB;
CHHOHHM pekJIaMHOT'O G6H3Heca
BooOGme

cM. Takxe Madison Avenue

14. addressina company
¢upMa-nocTaBMHUK aIpPeCHHX
CNHCKOB /1A npsMORl nouTo-
BON peknamu/
cM. Takxe list company

15. adjacencies, pl
cocencTByuHe Ha NpUiaap-
KaxX TOBapHHE KaTeropHH
/B PO3HHUYHOA TOpPrormne/

16. ad maker
aBTOP PEeKJIaMHHX OGbAB-
JIeHHNA

17. ad makeup
KOMIMOHOBKA pekKJIaMHOT'O
OOGbABJIEHNA

18. administered verti-
cal marketing
system

CHCTeMa pacnpenesieHHa, B
KOTOPOR KOOpAMHAUHA kKa-
HaJsIOB pacnpenesyieHuA IOOCTH-
raeTca He 3a CYeT HX enH-
HOro Bnamensua, a 6Gjaaropma-
PA YCHIHAM (HPMH-JIHOEPa

Ha pPHHKe

19. advance advertise=-
ment
aHOHC, NnpenBapHTeNbHOe

pexJiaMHOe oOO6bABJIeHHEe

20. adversary ad-
vertising
NPOTHBOOEACTBYKIANA pPeKnaMa

21. adverse publicity
aHTHpeksaMa

22, advertised price
leHa Ha ToBap, OGbABIAAEeMan
B pekname
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23. advertisenment
pekJlaMHOe O6bABJIEHHE
cMm, ad

24. advertisement
file

KapTOoTeka oO6pa3noB peK-
JIaMHHIX O6bABJIEHHN

25. advertiser
PexnamMomaTresnkr

26. advertising
PeknaMa, pexsiaMHpOBaHHe
/onsauyvBaeMoe peknamMo-
nareJsieM, pekJlaMupOBaHHe
B CpencTBaxX MaCCOBOH HH-
éopMmauun TOBApPOB, YyCAyr
unu uner/

CM. Takxe promotion

27. advertising
account
pexnaMonaTenb, KJIHEHT
pexKnaMHOro areHTCTBa

28. advertising
agency
pekJlaMHoe areHTCTBO

cMm. ad agency

29. advertising
allowance
CKHOKa Ha peknamy /mns
TIOKPHTHR PacXOmOB MNO
npoBeleHH0 peksamMu/

30. advertising
appeal
pekJylaMHas KOHUEeNuHA

31. advertising
audience
ayOHTOPHA, HA KOTODPYW
paccunTraHa pekyamMa; pPexK-
JlaMHaf ayOuTOpPHA

32. advertising
awareness
OCBEeNOMIEeHHOCTb O pekja-

Me



33. advertising claim
pekJylaMHOe yTBepxaeHHe

34. advertising code
KOMEeKC peKJIaMH

35. advertising copy
TEeKCT peKJaMHOro ob6bsaBle~
HUA /B nevaTtHORf pexname/
CM. Takxe COpYy

36. advertising
decision
NPHHATHE PelleHHs O peKJlamM-
HON KaMMaHuHn

37. advertising de-
partment
oTnen pexnamu /Ha ¢upMe-
peknamonarene/

38. advertisement
dummy
MakKeT peKJaMHOro OObAB-

JIeHnn

39. advertising effect
3ddexT pexknamu, pekxsam-
HOe BO3neficTBHE

40. advertising expen-
diture
3aTpaTH Ha pekJyamy

41, advertising expert
cnemasMCT NQ peksame,
peKJ1aMiUCT

42, advertising expo-
sure
PEeKJIAMHH KOHTAaKT

43. advertising expo-
sure potential
NMOTEeHIHAJl PEeKJIaMHHX KOH-
TaKTOB

44, advertising
field
c@epa peKJiaMu

45, advertising
solder
PeKNaMHH MPOCNEeKT

46. advertising image
peKknaMHHR o6pail

47, advertising
industry
peksiaMHoe nesno

48. advertising leve-
raqge
napJjieHne Ha o6mecTBeHHOe
MHeHHe, OKa3nBaeMoe pek-
JlaMmon

49, advertising mana-
gement
ynpaBneHue peknamoft /Ha
dupMme-pexnamonarene/

50. advertising media
cpencTepa peknamu; HOCH-
Tenu pekKJaMH

51. advertising panel
peKJlaMHHI WHUT

52. advertising
people
CneuajaucTH pPeKsaMH

53. advertising
performance
nefiCTBEHHOCTDb DEeKJaMH

54, advertising
personality
peknamioe "nuuno"

55. Advertising Re-
search Foundation

POHIO pPeKJIaMHHX Hccneno-
BaHuR /HeKOMMepuyecKoe
o6benMHEeHNe pexknamouaa-
Tenen, peKNaMHHX
areHTCTB H YHHBepCHTe-
Top ClIA, uMeomee Lenbio
BCeMepHoOe noompeHue uc-
cnenoBaHnt 3¢PeKTHBHOCTH
peksamul/



56. advertising
revenues, pl
moxXon OT pekJaMu

57. advertising spiral
npouecc peklaMHpPOBaHUA
HOBOr'O ToOBapa; "peknam-
HaA cnupanb"

58. advertising
theme
OCHOBHAA pekJlaMHafA HAaef
OO6bABJIEHHA, OOLYHQ BH-

paxeHHasas OpPOCKOR 3arioMHHa-

lomenca ¢pason

59. advertology
Hayka O pekyame, pekna-
MoBefleHHe

60. advertorial
1/ peknamHasa BkJiefilka TO-
ro xe ¢opmara, 4YTO CTpa-
HHLA MevYyaTHOr'o H3gaHuA,
B KOTOPOM OHa nomemaer-
ca. Ee TekcT nonxeH co-
OTBEeTCTBOBAaTb TeMaTHKe
H3naHUA /Cc oba3aTenbHOR
nomeTkon "peknaMHoe 06b-
fAiBJIeHHEe BBepXy Kkaxmon
cTpaHudun/; 2/ peknamHoe
OObABJIEHHE NO aKTyaJibHON
npoob6seMe oOOWeCTBEHHON
XH3HH, BIepBHEe BBelleHHOe
B PEKJIaMHYI0 NPaKTHKY
aMepMKkaHckon ¢upmon Mobil
/oT "advertisement" -
peksaMHoe oOObABNeHHe +
"editorial" - nepeno-
BHUA/

61, advocacy adverti-
sement
oGbaABJIeHHe HWOeAHO-npona-
raHOUCTCKOA pPeKJIaMHOA
KaMnaHuH

62. advocacy adver-
tising

HOeRHO-nponaraHaucTcKas
pexnamMa

63. aftermarket
1/ MaccoBHR PHHOK /norpe-
OUTENIbCKUX CHEJIOK KYnJjau-
nponaxu/; 2/ npomaxa 3an-
yacTel M ofecrnedyeHHe Tex-
o6cnyxuBaHua OHTOBHX
3N1eKTPONpPHOOPOB H aBTO-
MOOHJIEA [nocsie Nponaxu

64. agate line
cTpoka "arar", pacuyeTHas
cTpoka /B NeYaTHOH pek-
saMe -~ cTosnbGel BHICOTOH
1/4 monma/

65. agency network
ceTb areHTCTB

66. aggregation
arrperauusa puHka /cobme=-
meHHe BCeX CerMeHTOB
pHHKA B eOHHOe LeJioe H
pa3paboTKka ToBapa H cTpa-
Terud MapKeTHHCa HCXOond
B3 sToro uenoro/

67. AIDA model
dopmyna pexknamu " BHHUMa-
HHe-HHTepecC-xejlaHue=-
nencrteHe" /aurn. atten-
tion-interest-desire-
action/

68. AIDMA model
¢dopMyna pexknamu "BHHMaA=-
HHe-HHTepec-xeJlaHHe-MO-
TUB-nefcTBHe" /aHrn. at-
tention-interest-desire=~
motiv-action/

69. air-able
NOAXOAAWUA IJIA TPAHCIHA=
LHH MO TeJIeBHIOSHHI HIIH
pamHo, He CJIHIKOM saTf-
HYTHR H T.n. /O MaTe-
puane/



70. all-you-can-
afford method
BHOeJIeHNe MaKCHMaNbHO

BO3MOXHHX IeHeXHHX cpencrs

Ha peKJIaMHy®» KaMITaHHIo

71. allowance
CKHIOKA C UeHH /OOHYHO
npenocTaBnfaeMas OINTOBHMU
TOPIroOBL,AMH PO3HUYHEM/

72, alphameric
6ykBeHHO-undposoft /o Ko-
ne ToBapa/
cM. Takxe alphanumeric

73. alphanumeric
6yKkBeHHO-uUHOPOBOH
cM. alphameric

74. alternate broad-
casts, pl
yepenywmuecsa, rnonepe-
MeHHO (MHaHCHpyeMHe pa-

ouo- W TeJenepenavyn

75. alternate media
HeTpanHULMOHHHE CcpencTsBa
peknamum /Hanp., nepemna-
Yya pekKJIaMHHX OOGbABJIeHHUHA
B camonerax, nudrax,
naysax B TenepoOHHHX pas-
rosopax/

76. alternative media
anbTepHaTHBHHE Cpencrsaa
Maccosoit uHdopmauum,
paguoCTaHUUU H NnevyaTHHe
M3paHuA, NpuHALIexamue
K TaK Ha3HBaeMoll KOHTp-
KYJIbTypE

77. anchor
"akopp", OCONBWON H3BECT-
HH MarasH B TOPI'OBOM
eHTpe

78. anticipated ful-
fillment respon-
se time

BpeMsi, B TeyYyeHHe KOTO-
poro ¢éupmMa BHIIOJIHUT CBOH
of6a3aTesILCTBa Nnepen MOKY
nareneMm /Hanp., NOracHT
KYINOH MK BHUUIET pekKJjlaM-
HHft npu3/ /B nporpaMmax
CTHMYJIMPOBaHUA CcOHTA/

79. anticipatory
groups, pl
rPpynna norpebuTeneft, K
KOTOPHM XOTeJIH OH NpH-
HannexaTh KOHKPETHHe
noKynaTtesnu

80. apparel business
HHOYCTPUA TIOTOBOIrO
waTha

81. art
XyonoxecTBeHHoOe odopmne-
HHe peKJIaMHOro oObsBJIe-
HUA; WUNOCTPauUsa

82. art department
oTHeNl XymoxecTBeHHOIro
odopmiienuss /B DPEKJIAaMHOM
areHrcree/

83.
TOBap

84. artwort
1/ xynoxecTBeHHOe OdOpPM~
JleHHe PpeKJIaMHOI'0 O6bAB-
NeHUst, PHCYHOK} 2/ Mynb-
THMJIMKALUOHHAA 3aroToB-
xa; 3/ 3aroToska MK
OPHIHHaJI THTDA

85. as it falls
MeTon paclnpenesieHuss ob—
meHauOHANIbHOR peknamM-
HOM KaMIaHUK MO pas3yud-
HHM cCpencTBaM pPeKJiaMH
B COOTBETCTBHH C pe3yib-
TaTaM ONMHTHOI'O Mapke-
THHIra, MNpoOBeNeHHOIrO Ha
MEeCTHOM DPHHKe

article



86. associated
Y3HaBuUMA TOProByw MapKy
ToBapa /o norpe6urene/

87. association
advertising
KOJIJIEKTUBHAaN, COBMeECT-
Haa pexnama

89. atmospherics
"nuno" ¢upMH, BKIOYaAn ee
nponyxkunio, GHpMeHHHN
CTHUINbL, WTaGKBaApTHUPY H
nepcoHan /\neuarneuune,
KOTOpOe BCe 3TO MNpoMu3=-
BOIOUT Ha norpedurena/

90. attitude measu-
rement
HccnepmoBaHHe M OLEeHKa
OTHOUEeHNA NoTpebuTens
K YeMy-nu6o

" 91. audilog

ayounor" /3puTenbckuft
OHEBHHK, B KOTOPOM uje-
HH 3DHUTENBbCKON BHGODKH
dukcupyoT cpeneHus o6o
BCEX NMPOCMOTPEHHHX Npo-
rpammax/

92. audimeter
"aynumerp" /s5eKTpOHHOe
YCTPONCTBO IUIA TNOMHHYTHON
pPerHcTpauMd Ha nieHke
HHPOpPMAUUM OBO BCexX
BKJIOUEHHAX TeJieBU3Opa H
ero nepexnoyYeHHax C npo-
rpaMMH Ha nporpammy/

93. audit bureau

61pO NMO KOHTPOJII® 3a THpa-
mamn

94. audience flow
IOMHAMHUKA OBUXeHUS /Tewy-
yecTb/ aymUTOpPHHU
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95. audience impact
ynapHoe Bo3OefiCTBHe Ha
aynuTopuo

96. audience measure-
ment

CTaTHCTHUYECKaA OLeHKa
ayaHTOpPHH; 3aMep ayauTo-
PR

97. Audience Surveys
Ine
H3BecTHass KOMIMAaHHUA no
HCCNnenoBaHM0 3PHTEeJNIbCKUX
peakuuft Ha Tenenporpammu
/cun/
cM. ASI

98. automaker
aBTOMOGHUIIbHAA KOMMaHHUA

99, automatic
groups, pl
rpynna noTpe6uTeneft no
dopManbHOMY NpPH3HaAKY
/BO3PacT, MeCTOMATEILCT-
BO, non u T.n./

100. automotive
market
PHHOK aBTONpHHAMNIeXHOC-
Ten

101. Average Audience
Rating
cpenHeCTaTHCTHYECKHN
3PUTENBCKHUA PefTHUHT
cM. AA Rating

102. average dis-
posable income
cpenuHuft moxon nocne yn-
JIaTH HaJoroB

103. average house-
hold income
cpenHUfl HOXOHm CeMbH’



B

1. baby billboard
MHHH-UWHTH IUIA PekKJlaMH,
TakHe KaK aBTOMOGHNbHHE
peksiaMHHe MJlaHweTH

2. baby boomers
nemorpaduueckas rpynna
monefl, POOMBUIMXCA B MOC-
JleBOEHHOE QnecATHNeTHe,
BO BpeMa "6yma poxnae-
MOCTH" M npeacTasAALWAR
WHPOKHKA PHHOK IUIA norpe-
OHTEeNBCKUX TOBApPOB B CH-
Jly CBOeR OOCTATOYHO BH-
COKOA obecnevyeHHOCTH
cM. boomers

3. baby busters, pl
nokoneHue, poaHBUIEECH
nocne 6yma pPoOxOaeMOCTH,
Cc cepenuHn 60-x romos
/nemorpaduueckan rpynna/

4. back end
nefACTBHA QHUDPMH rnocine
NnonyyeHUsA sakKasa OT KJH-
eHTa /B NPAMOM MapKeTHH-
re/

S. back file
1/ nonGopka nevYaTHHX Ma-

TepHaJioOB 3a nNpenuecTBYOWUA

nepdon /peksaMHHR apxuB/;
2/ KOMMJIEKT npenuecTBYlo-
WX HOMEpPOB nepHogHyec-—
KOI'O HU3OaHHUA

6. back office

1/ BcnoMmoraTenbHas KOH-
Topa ¢MpMH INA o6padoT-
KM HHOOPMALMH H OBCHy-
XMBAaHHA AaBTOMaTH3IHDOBaH-
HHX CHCTEM ynpaBJIeHHA
NPOHSBOACTBOM H COHTOM,
PacnosioxeHHans OOHYHO B
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OTHEeNbLHOM /MeHee MNpecTux-
HOM, 4YeM umradG-KBapTuHpa
OMPMH - 3maHMH/; NeATenb-
HOCTb 3TOM KOHTOPDH

7. back=-order
odopmiieHne s3akasa A
MOCLUTIOYHOA TOPI'OBJIM B
nBa 3Tana /H3-3a OTCYT-
CTBUS HEKOTOPHX enHHHL
sakas3a Yy OUPMH-NTOCTaB-~
‘muka/

8. background
display
pekslaMHHP SanHUK /BMTDH-
Hu/

9. backend perfor-
mance

noeeneHue nokynarens,
HAXOOAWET'OCA B NPOIOJIXH-
TeJILHOM KOHTakTe C OHp-
MOR-noOCTaBWHKOM /Hanp.,
WwieHa KHHXHOro knyéa,
KOTOPHA exeMeCAYHO Mno-
JyyaeT (HOBOe H3naHue, KO-
TOpoe OH MoxeT JNH6O oC-
TaBHUTb ceBe, ONJIaTHB
ero CTOMMOCTBL, NHO6O Bep-
HYTb o6paTHO/

10. backlist
MOCTOAHHHA aCCOPTHMEHT
TOBaApOB, NOJNb3YWHXCA
CNpoCcoM HEe3aBHCHUMO OT
BpeMeHH roma H Tekyuen
 ¥Te341 ]

11. bait and switch
pexknaMmHas ynoska ¢ "yc-
KoJb3akmen npumaHkon",
Korpa rnoxkynaresnsa saMa-
HMBAT B MarasHH otema-
HUEeM OCOGON CKHIKH Ha
HenpencTaBJ/IEHHH! Ha ca-
MOM Jlenne B MarasHHe ToO-



Bap B Hagexne Ha ToO,
YTO OH BC€ pPAaBHO 4YTO-TO
npuodpereT

12. bait and wait
pPeKsaMHuil npueM /B Tene-
BHU3NOHHON pekname/, oc-
HOBAHHHN Ha TOM, 4YTO IOns
nonnepxaHua BHUMAHUA 3pHU-
Teneft pexnamMupyemmft To-
Bap He Ha3HBaeTCHA MNOYTH
OO caMOro KOHua peknaM-
HOr'o ponukKa

13. bangtail
"XBOCTHK" /peknamHoe
OObABJIEHNE O KAaKOM-TO
TOBape Ha 060poTe KOH-
Beprta, B KOTOPOM NOCH-
JIaTCA TNOKynaTenaM cuye-
Ta M3 MarasHHa/

14. bank gift
TOBaApPHH#® Npu3, KOTOPHMN
6aHK BHOAeT KaxOOMy HO=-
BOMY BKJIAOUHKY

15. banner
1/ saronosok nHa BCHO MU~
PHHY nedyaTHOR TMOJIOCH,
"wanka"; 2/ TpaucnapaHT

16. bar code
YHHBepCaJibHHA TOBapPHHM
/uTpuxoBont/ kon
cM. Takxe Universal
Product Code, UPC

17. bar~code label
3THKETKa C YHHBepcalb-
HHM TOBAPHHM KOJIOM

18. bargain company
Toprosas ¢upMa, npenna-
rawimaa MokynaTtrenaMm He-
noporo#t Tosap

19. basic appeal
OCHOBHAaa ynapHaa MOTH-
BUpOBKa /B pekname/

2-2

-1

20. basic buying
motive
OCHOBoOrMoONarawmui noxky-
naTesbCKHP MOTHB

21. basic cable
"ocHoBHON ka6Gens" /npo-
rpramMmMa kKabGeJsIbHOro Tene-
BHIOEHNUs IJIA aGOHEHTOB,
NAaTANUX NO MHHUMAJIbHO-
My Tapudy/

22, basic selling
idea
OCHOBHaf KOMMepueckas
unen

23, B-B advertising
PexknamMa oA npennpuHUMa-
Tenen
cM. business advertising,
business~-to-business ad-
vertising

24, B-B yellow pages
CrnpaBOYHHK IUIA pexJsiamMo-
nareneft Ha cdéepy npen-
npuHUMaTenef /BnepsHe
BHMycTHna ¢upMa Nynex
B 1985 r. B ClulA/

25. beautician
KOCMeTOJIor, PaBGOTHHK KOC-
METHYEeCKOI'O CaJlIoHA

26. beauty aids
KOCMeTHYeCKHe TOBapH
cM. beauty products

27. beauty products
KOCMeTHYeCKHe TOBapH
cM. beauty aids

28. bell cow
"¢narman"; ToBap ¢UPMH,
NUOUPYOIMKR HA PHHKE

29. below the line
Jlerko saMeHsgemas oOuUrypa
yJyacTBywmas B CO3OaHHH



KHHOOHIEMA HJIH TeneBH-
SHOHHOI'O pekJiaMHOI'O po-

JIKa; TeXHW4YeCkKHN nepco-
Hanl /oCBeTHTeNb, I'pPHMEp
uT.n./

30. belt

/B ClIA/ reorpaduueckup
rnosAc, 30Ha

‘31. benefit segmen-
tation

Crnnoco6 cerMeHTHpOBAaHUA
pHHka, kKorga 3a OCHOBHON
KpuTepun 6epeTcsa pacueTr-
Hasg IMoJIe3HOCTh ToOBapa
HMJIK ero CBOJfiCTBa; cer-
MeHTauHA puHKa no "ka-
yecTtsaM ToBapa"

32. better business
bureau
61pO CONEGNCTBHUA NO ynyuy-
WeHH OeJIOBON MNpPaKTHKH

33. bi-weekly
W3naHMe, BuxofAuee pa3s
B OBe Henesu

34. Big Blue
"CUHHA rMraHt", npossu-
me kKomnaHuu I1IBM

35. big-event marke-
ting strategy

crpaTerua MapkeTHHra,
nocTpoeHHas Ha yBA3Ke
peKJlaMHOMl KaMnaHUH C
KPYNHEM COOHITHEM B KYJib—
TYPHOR H OOGweCTBEHHON
HHU3IHHU

36. big name brand
W3BecTHafA Mapka

37. Big six
"Bonbwana wectepka" /eB-
ponefckue aBTOMOOHJbHHE
é4upMHI, npoulsBOLAHE Ma=-
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nonuTpaxku: Ford, Europe,
Fiat, Volkswagen, Peu-
geot, Opel, Renault/

38. Big Three
“Bonewaag Tpouka" 1/ cm.
Takxe “petroit Troika"
/aMepHKaHCKHe aBTOLHMIaH-
TH, pacnonoxeHHune B [JeT-
poiite, wraTt HNHHOMAC:
General Motors, Ford,
Chrysler/; 2/ xpynHehiumue
aMepHKaHCKHe Mara3HHH
PO3HUYHONA TOPrOBJIH:
Sears, K mart, J.C. Pen-
ney

39. big ticket item
OOpOrocToAWUf TOoBap

40. bill
/o ToBape/ npencTaBNATh
KakK ...

41. bill enclosure
pexnaMHasa BkJlajka, no-
chlaeMas BMeCTe CO cuye-
TOM 3a nokynky /B npsa-
MOR nouToBON pekname/

42. billings, pl
OoBOpOT no cueram /pe-
KJlaMHOT'O areHrcrBa/

43. bingo card
peknaMHas OTKPHITKa, NPH-
naraemass K XypsHany, no
Hefl yuTaTeNnb MOXeT 3a-
KalaTb JIATepaTypy HJH
NpoGHHN o6pa3el ToBapa,
pekjlaMa KOTOporo nome-
meHa B H3OQaHUU

44. "bird"
“nTHyka" /pa3rosopHoe
Ha3BaHHe CnyTHHKOBORM
ceasu/



45. birdability
penakuHOHHHR MaTepHan,
obnapammuA NOCTATOYHON
MHOOPMALLHOHHOR UEHHOCTBI0
ana nepepaid ero no CHc-
TéMe CNnyTHHKOBON CBA3H

46. Black Belt
"yepHHA nosac" /oxHwe pano-
Ha CUIA ¢ npeo6GnagaHuem
HEerpHTAHCKOrQ HaceneHua/

47. Black Rock
"YepHasa ckana", npo3Bu-
me komnaHuu CBC /3naunue
wTadb-KkBapTHPH KOMMNAHHH
B Hpw-Nlopke nocTpoeHo
H3 uepHoOro rpasura/

48. blanket coverage
OLNHOBPEMEHHHN OXBaT BCER
TEepPHTOPHU DHHKA

49. bleed poster
nnakaT, HanedaTaHHHA
"non otpes"

50. blow-in
BKJIeAKa /pexJiaMHHfA BkJa-=
OHll, KOTOPHI BKJIEEH WAH
NOMUUT B neyaTHoe u3da-
Hue/

cM. Takxe stitch-in

51. blowout
HEBEPOATHO BHCOKHR Cnpoc
Ha Kakoe-nu6o H3nesnHe
/B posHuuHoR Toprosne/

52. body copy
OCHOBHOM TEKCT peKjaM-
HOr'o OGbABJIEHHA

53. book=-card
KHHXKA=-OTKPHTKa /HCnonb-
3yeTcAa KaK peKJlaMHuA
CyBE€HUp B nporpammax no
CTHMYJIHPOBAaHHIO COHTa/
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54. boom-bust pat-
tern /of sales/
HepOBHafs xapTHHa CO6hTa
/NUKK YepenywTCAa C pe3-
KHUM noHuxeHuem/

55. boomers
AeMorpa¢Hueckana rpynna
Jiopen, poaAHMBUIMXCA B NOC+-
JleBOeHHoe JecCATHIIeTHe
cMm. baby boomers

56 . borderline cus-
tomer
"rorpaHHYHHEA" nokKynartesib
/T.€. HEYCTORYHBHA KW=
eHTt/

57. borax
TOBaph HH3KOI'O KauecTsa
B NPEeTeHUHO3HON YyrnakoBKe
/"Borax" - ¢upMeHHOe
Ha3BaHUe JeuweBOro CTH=-
panbHoro nopoika/

58. borrowed interest
spot

PeKJIaMHHA TeJIeBU3HOHHHA
PONIMK, CHATHM MO NpPHH-
uHny "“3aMMCTBOBAHHOIO
HHTepeca", T.e. TakKuMm
ofpa3oM, UYTO ero CKxer-—
HafA JIMHHA KaXeTCda He Of-
Hocsauwenca K pekxknamMupye-
MOMY TOBapy

59. bounceback offer
TOProsoe npemwioxeHHue,
npeannonaramuwee MNOBTOPHYW
NOKYINKy C npepocrasife-
MORA 3THUM NipemyioxeHHeM
CKHOKON /Hanp., KYNnoH Ha
npHodpeTreHHe CO CKHIOAKOH
ouepenHoy envMHUUE TOBa-
pa/



60. boutigue
HeGonbIoe pekaMHoe
ACeHTCTBO, OKa3HBammee
YCAYrH TNpeHMylineCTBEeHHO
TBOPYECKNr'O Xapakrepa,
"peknaMHoe aTtenne mon"

61. brainstorming
"Mo3rosoft wrypM", cnoco6
peleHHsa NesoBoRt 3apauy
COBMECTHHMH Y CHITHSAMHA
CNenuasMCTOB B Pa3HHX
otnacTax

62. brand
TOBapPHAaA MapKaj; MapOYHHN
TOBap

63. brand advertising
expenditure
3ATPATH HAa PEKJaMy MapKH

/Mapounoro Topapa/

64. brand awareness
OCBEIIOM/IEHHOCTb O Mapke
MM MAapOYHOM TOBape

65. brand-conscious
/o0 norpe6urene/ crpeMsa-
MUACA K NMpHOOBPEeTEeHH
MapodYHOIr'0 TOBapa

66. brand equity
LHEeHHOCTh MapoOYHOr'o ToBa-
pa /B rnasax rorpeturens/

67. brand-extension
/brandina/
npucBoexnne ¢upMolt HOBO-
My TOBapy yxe cymecTBYw-

meft MapkH
cM. rakxe franchise ex-
tension

68. brand historv
"ouorpadua" TtosBapHON
Mapky

69. brand image
o6pa3 Mapku /oGpas, 3a-
KpenmusuMfcAa 3a MApKO# B
co3HaHuu norpedurtena/

70. brand image
campaian
pekslaMHaA KaMnaHHf Mo
co3naHH o6pa3a MapkKH

71. brand imagist
npuBepxeHeln TeopuH obpa-
3a Mapku

72. branding
nNpPUCBOEeHHe TOBapy MAapkKH,
TOBAPHOTI'O 3Haka, a TaKkxe
TOPr'OBOI'O Ha3BaHUA

73. brand-loyal
/0 rokynarene/ npusep-
MeHHH Mapke

74. brand loyalty
YyCTORUUBAA NMpPUBEPXEH-
HOCTb /norpeburensa/ map-
Kxe

75. brand manager
yrnpapnsomuit no TOBapHOA
Mapke /HeceT MNOJIHyl0 OT-
BeTCTBEHHOCTHL 3a CTpa-
Teruy pekIaMupOBaHUA H
MapKeTHHI'a onpefeneHHoni
Mapku/

76. brand mark
CHUMBON Mapku /Te 3jieMeH~
TH MapKM, KOTOpHE Henb3A
NMPOH3HECTH ~ PHCYHOK,
na369a3nrenbnan CHMBOJH~
Ka

77. brand name
Ha3BaHHe TOBAapHON MapkH,
a Takxe caM MapOoOYHHMA TO-
Bap /Ta 4YacTb TOBapHO#t
MapKH, KOTOPYK MOXHO
NpoH3HecCTH, T.e. CJNOBA,
OYKBH H UHOpH/
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78. brand personality
HHOUBHAOYanbHOCTL /"nuuo"/
Mapku

79. brand preference
/nokynartensckoe/ npen-
nouTeHHe k Mapke

80. brand product
MapOyHHA TOBap

81. brand recognition
Yy3HaBaeMOCTb MapkH,
NpH3HaHHE MapKH

82. brand switching
noseneHne nokynaresen,
XapaKTepH3iynueecs MNnocTo-
FHHON CMeHONl npuobGpeTae-
MHX Mapok ToOBapa

83. break
“sanyckaTs" /peknaMHuf
ponuk U T.n./

84. breakdown
approach

crnnoco6 onpenesieHuA no-
TeHuHaNla CcohTa KOMMaHHH
Ha OCHOBe ofuero 3KOHO-
MHYeCKOI'o nporhHosa IJia
DaHHOR cdepn nenoBon
AKTHUBHOCTH

85. break-even
point

"KkpUTHYEecKasa Touka" /xo-
NIHYeCTBO €OHHHL ToBapa
nomexamMx peanHsauuu
LNA KOMMeHcauuud 3aTpaT
Mo MX NPOM3IBOACTBY H
nponaxe/

86. breakout
TesIeBU3HOHHAfA nporpamma
HAH nepcoHax, HMewuHR
SHaYMTEeNbHHA ycnex y
aynuTOpHH

- 15

87. bribe

"B3aTKa" /npemiaraemas
nokynaTtesin cpesika B Ciay-
yae, ecCsIH OH CTaHeT non-
NMHCYUKOM KAKOro-ju6o H3-
OaHHA WK YIeHOM KJyofa,
Hanp., GecnsnaTHaa rpam-
NNaCTHHKA NPH BCTYIJIEHHH
B Kny6 nwbuTesiel rpamsa-
nucu/

88. broad business
philosophy
dunocodrua MapkeTHHra
cM. Takxe marketing
concept

89. broadcast adver-
tisement
OObABJIEHHE palgHO- HJIH
TenepemaTesIbHON DpeKJjlaMH

90. broadcast ban
sanpeT Ha nepenavy pek-
JlaMu KaKoOro-JIH6o ToBapa
Mo panHo B TeJeBHIEHHI0
/Hanp., TabGauHHX H3Oe-
nun/

91. broadcast distri-
bution
pacnpocrpaHeHHe Beuwa=-
TeNbHHX MNporpamm

92. broadcast in-
dustry
cdepa cpencrs Tesie- H
panuoBemaHHuA

93. broadsheet
KpynHodopmaTHasa JIMCTOBKA
cM. Takxe broadside

94 . broadside

xpynHodopMaTHasa JIMCTOBKA
cM. broadsheet

95. brown goods, pl
/pasr./ "nepeBsuxu",
T.e. Me6enb /B PO3HHYHONM
Toprosene/



96. bubble
pa3nyBaHHe leH /raBHHM
o6pa3oOM Ha norpebHTennp-
CKHe TOBapH HHUPOKOro
cnpoca/

97. bucktag
anpecHasa HakJePka Ha
PeKJIaMHOM OTMpaBJIeHUH
/B NpsMO# nouYToBO#t pe-
Kname/

98. budget
C OeweBHMH TOBapaMu
/o6u4HO O MarasuHe/

99. budget conscious
CTPEMAMHUACA K 3KOHOMMHU

/o nokynarene/
cM. Takxe value-
conscious

100. budget engineer
6yxrantep-KOHTponep Hc-
NOJIHEHUA CMEeTH

101. build a brand
yCnewHo cCo3naTh M Npo-
napaTh Ha pHHKE HOBYN
Mapky

102. build~up ap-
proach

crnoco6 onpeneneHusa no-
TeHuMana cOHTa KOMNaHHUHU
Ha OCHOBe rnoaxcueTra o6beMa
3aKynkK{ ToBapa CPenHHUM
NnokynareseM U yYMHOXEHUH
atoft uudpul Ha UHUCIIO noO-
TeHUuMaJIbHHX MnoKynare-
et

103. built-in pro-
duct advantage
npucymee TOBapy npeHMy=-
mecTBO /rnepen aHajoruud-~
HEMH TOBapaMM HOpPYI'MX
mapok/

104. bulk goods, pl
MaCCOBHEe HeMapKHpOBAaHHHe
H HeCOpTOBHE TOBAapH

105. bulk mail
o6beMHHEe OAMHAKOBHE pe-
KJ1aMHHE OTIpaBJIeHHHA,
pacchUiaeMue Mo pa3HbM
agpecaM /B npaMoft NMOYTO-
BOi pexname/

106. bulldog
"Synbnor" /rnepBH BHNYCK
yTpeHHe raseTH, KOTO-
puft noaBnAaeTca OGHYHO
eme MO30HO BeYepoM npe-
aunymero nua/

107. bulletin /bul-
letin board/
Jocka oOO0bABJNIeHHR

108. bumpers, pl
My3nKanbHoe odopmieHHne
pPeKslaMHHX POJIKHKOB

109. bundle
"cBa3ka" /B DPO3HHUYHON
TOprosjie - TpeGOBaHHE
KOMIJIEKTHON npomxaxH
Kakoro-nu6o rosapa/

110. buried offer
CKPHTOEe KOMMepueckoe
npemoxenne
cMm. Takxe hidden offer

111. ‘bug-o-rama
pekJiaMHas mnaHesnp C non-
CBEeTKO, yCcTaHaBJIHBae-
Mass Ha Kphuie aBTOGyCa

112. business ad-
vertising
peksiaMa WA npennpUHU-
MaTesnen
cMm. B-B advertising
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113. business building
plan
nporpamMMa pacuwHpeHusa nesa-
TeNIbHOCTH NpPennpUATHS

114, business develop-
ment company
KOMITaHUA, OKa3uBawmas
KOHCYJbTallKOHHHE Mapke-
THUHI'OBHE YCJYTH

115, business gift
cCyBeHUp OT OUPMH NOTEH-
UHanbHOMY KIIHEHTY

116. business goods,
pl
TOBapH N/ CHeudasnucTOB

117. business list
OTpacneBoOft CIHCOK

118. business magazine
nenosoft /orpacnesoft/ xyp=-
Han

119. business market
PHHOK CrneuHaJau3upOBaHHHX
TOBAapOB

120. business mix
CTPYKTYPHHE KOMIOHEHTH
nenoBofl aKTHUBHOCTH

121. business plan
NnnaH OenoBOft aKTHBHOCTH
/npencTaBnfieTca BHOBBb
o6pa3oBaBuwenica ¢upMon
NMOTEHUHANILHHM KpeauTopam
M BKNANUHKaAM U BKJOYaeT
nporpaMMy MHpOHM3BONCTEBA,
MapKeTHHra, ¢(UHAHCOB U
KagpoBON NMONUTHUKH/

122. business-to-
business adver-
tising

peksiamMa IJiIf npennpuHuMa=
Tenen
cM. B-B advertising

3-1
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123. buy direct
coBepuiaTh NPAMYI0 3aKYNKy
/6e3 nocpenHukon/

124, buyer profile
XapakTepHCTHKH nokyna-
TEeNbCKOM TrPYNNH

125. buying behaviour
nokynaTenbCckoe nosene-
HHe

126. buying center
"neurp 3akynok" /rpynna
OTBETCTBEHHHX JHIl npen-
NMPUATUA HUAM OpraHU3auuHu,
oTBeuyawmux 3a coBepue-
HMe onepaunuf Mo 3akKkynke
ToBapa/

127. buying quide
PYKOBOOCTBO MO 3aKynkKam

128. buying habit
noxKynaTesnbCKaa MPHUBHYKA

129. buying informa-
tion
nHdopMaUUA O MNOKYynkax

130. buying potential
nokKynaTenbCKUl NOTeHUHas

131. buyout
NoKynka ojiHof. ¢éupMu Opy-~-
ron

132. buy the business
OCYWECTBJIATh BHXOJ Ha HO-
BHR PHHOK C lLeHaMH GoJnee
HHU3KUMH, YEeM CymecCTBYo—
mUue Ha HeM, YTOOH OOGOH-
TH KOHKYDPEHTOB U TNpHUBJIEeUYb
nokynaresnen /B PO3HUUYHON
Toprosne/

C

1. cable /cable TV/
xabeJyIbHOEe TeneBHIeHue



2. call report
OTYETHHN NOKYMEeHT O nef-
TeJIbHOCTH TOProBOr'o pa-
6OTHHKa M OTBETHOR peak-
LUHH ToKynaTesien Ha 3Ty
nesATesIbHOCTDb

3. Cambell's Soup

Position
pasMemeHHe peksiaMal Ha nep-
BOR NMpaBOA CTpaHuue, He-
NnocpencTBEHHO cnenylouen
3a OCHOBHHIMH penaKIHOHHH~
MH MaTepHajiaMH, “BhHTORHOe
pasmemeHue" /KOMNaHUA no
NPOM3BONCTBY KOHUEHTPATOB
cynos "Cambell Soup Co"
4YacTo NONb3yeTCA HMMEHHO
TakHM pas3MeueHueM pekam-
HHX OGbABNEHHRA/

4, cannibalize
NpPpOBOANUTDL MNOJIMTHKY Mapke-
THHra, Korja onHa H Ta
xe dupMa cnenHanbHo BH=
nyckaeT Ha PLIHOK HOBYI0
Mapky ToBapa B TOA xe
TOBapHOA KaTeropuu, B
KOTOPON y Hee yxe eCThb
3apeKkoMeHiIaBaBuHA celA
Ha PHHke TOBAp, TeM ca-
MEIM YMeHbuas CNpoc Ha
HEero B NOJIb3y HOBOIO
TOBapa./O6HYHO NPHBOOUT
K pocTy npHbwuiel komna-
HUH/ .

5. canvassing
1/ onpeneneHne obuecT-
BEHHOr'o MHEHHfl NyTeM o=
poca; 2/ c6op 3aka3oB

6. captive audience
cneuxanbHO nogo6paHHas
pexkjlaMHas ayJIuTOPHA

7. car card

pekJIaMHHA NJlaHweT, ycra-

HaBJIMBaeMH Ha TpaHC-
NMOPTHHX cpencTBax /BHYT-
PH HJM CHapyxu/

8. carry a product
npomaBaTb, MMETb B HaJHu-
yuu ToBap /B MarasuHe/

9. case study
"ucrtopua OGonesHu" /uay-
YyeHMe npemuecTBywOwero
OonuTa peuweHHA PeKJIaMHHX
3aflay B DPEeKJIaMHHX Hccne-
noBaHuax/

10. cash and carry
warehous

MarasuH-CckJjan, Topryio-
mHA 3a HaAanUMyYHHA pacuyeT
/npenocrasnaeT CBOH yC-
JIYT'H ONTOBHIM MOKYyNaTesAM,
TakKHM Kak NOCTaBUWHUKH,
BJlagenblUn HeOONbWHUX Mara-
3HHOB PO3HHYHOA TOProB-
M W t.n./

11. cash buyer
NOoKyrnaTesib 3a HaJHMUHHRA
pacyer

12, cash cow
"nonHaa koposa" /ToBap,
NPHHOCAWMA 6OMsbluHe NPH=
OnnM U He TpebylwHA OCcOo=
GHX 3aTpaT Ha pexnamy/

13, cash discount
CKHIOKA C lleHu, npenocras=~
naemaa nokynarenw, pac-
nJjaydBanueMyca HaJIHUHb=
MH

14, cash refund
neHexHoe BO3HarpaxneHue
/HANUYHHMH,; 3a TMOKYNKY
/B OTnHYHEe OT coupon re-
fund, rne B kauecTBe
BO3HarpaxngeHHa BHCTyna-
eT KyMnoH, [awudf npabBo
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Ha CKHUIOKY InpH ouvyepenHof
TNOKYMNKe 3Toro WM npyro-
ro tTosapa nOaHHof OGupmu/

15. cataloque corners,
pl
OTHenH MNOCHUIOYHOR TOp-
TOBJMM PAa3NIMYHHX OHPM B
YHHBEpCanbHOM MarasuHe

16. catalogue
retailing

PO3HUYHAA TOProOBJAA NO
Karanory /mnoxkynartesnu
0dOpPMIIAIT 3aKa3 NUCbMEH=
HO, no TenedOHY HIHU MUY~
HO, a MNMOKynKa BHCHJAaeT-
CA no NouYTe MAM BHOAETCA
B Marasuue/

17. catalogque
showroom
MarasnuH-CK/Nan, B KOTOPOM
NoKynaTrenu MOKynawT TO-
Bap, BHOpPAHHHN HMH 1no
KaTranory

18. cataloguer
éupMa NOCHIIOYHON TOp=-
TOBJIH, TOPrywmasa no ka-
Tasoram

19. category business
KOMIAaHUA, TOCTOAHHO 3KC=
MAyaTHpywmas OOHY H TY
Xe cepH U3nenuy, 3aBoe-
BaBUHKX TNOMNYJAPHOCTL Ha
pPHHKE, pacuMpAf H MOOH-
¢éuunpysa ee /Hanp., npo-
H3BOANCTBO KyKjaH "Bapou"
H aKcecyapoB Kk Hen/

20, cause-and-issue
advertising
pexslamMa, 3aTparvpawimas

of6mecTBEeHHHEe MNpo6neMH

21. census inter-

viewer

3-2
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CHYeTUYHK IepennucH Hacerlne-
HHUA

22, center-of-influen-
ce method
MeTOonHKa BHXOOA Ha HOBYI
KINEeHTYpY, HCNOJNb3ywinasd
pekoMeHnaTenbHHe MnuchMa

BINUATEJNIBHOI'O JHna

23. cents-off offer
"inewroBas ckunka" c ue-
HH TOoBapa /oOuH M3 NpH-
eMOB CTHMYJIMDOBAHUA COH~
Ta/

24, chain-order
margin

Ooxon, KOTOPHR nonyvawT
OT pEeKJIaMHOM KamnaHuu,
npoBoaMMOR U ¢UHAHCHUDYe-—
MOR OTHEeNOM MpPAMOro Map-
KeTHHra, ppyrue ornesd

arTont dupMu

25. channel of
distribution
KaHas pacrnpeneneHun
/cCeTh areHTCTB M OPYTIHMX
NOCPEeRHUKOB, KOTODHE
CBA3HBAWT IPOH3BOOUTENA
H KOHeYHOr'¢o norpeturens/

26. charmaceuticals,
pl
NPOOYKUKA KOCMEeTHYECKHX
¢éupM, npom3aBomMMana Ha
OCHOBe HayuYHHX HCcleno-
BaHUft B O6JylacCTH KOCMe=-
TONnorun

27. check-list
BOTNPOCHUK

28. check=-out counter
Kacca y suxopma /B po3-
HUYHOM MarasuHe/



29. checking out
OHICTPO NMOKHMOAKWHM MNOJIKKU
MarasvHa, Hes3aJlexuBaw-
unnca /rosap/

30. Chief Executive
Officer
rJIaBHHI ynpaBJAwWKA,
pPeKTop-pacnopAnHTeNnb

dHpME
cMm. CEO

31. choice location
HCKJIMYHTENIBHO BHI'OAHOE
MeCcTO pa3smMeweHHda /Ha-
PYXHON pexkJlaMul H T.n./

32. circular
cneuManbHaa pekKJjiaMmHas
6poupa, OOHYHO pPACCH-
JaemMas no nouyTe HAW BJO-
XeHHaa B raseTy MJIH Xyp-
Han

33. circulation
YHCNIO NPOXOOAWHX U Npo-
€3XKALUX MHUMO KAaKON-JIH6O
peKknaMa /unu apyroro
o6bekTa/ nwaen

34. circulation area
PafiodH pacnpoCTpPaHEeHUsd
THpaxa

35.

an-

circulation de-
partment

oTheJsl pacnpocTpaHeHUA
peknamn /B PEKJIAMHOM
arenrcrtee/

36. claimed feature
3asB/IgemMoe CBONCTBO TO-
Bapa /B pekname/

37. classic
TPAOULUHOHHEN /IUIA KOH-
KPEeTHOr'O phHKa/ ToBap

38. classified /clas-

sified ads/

k
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pPy6pHUYHaAA pekJyiama B
NnevyaTHOM H3NaHUH

cM. classified adver-
tisements

39. classified adver-
tisements, pl
pPyYOpHUYHas pekJsiama

cM. classified

40. clone
HUMHTauUUA ToBapa /OGHYHO
MapouyHoro/
CM. copy-cat

41. closed-circuit
/o Tenenporpamme/ orpa-
HMYeHHOro npueMa /oGuM-
HO nepenawuwasiCA no ka-
6enbHoMmy TeseBHOeHHUO/

42, closed corpora-
tion

"sakpuTaa" ¢upma /oupma,
aKUMH KOTOPON HaAXOOAATCH
B PyKaxX HECKOJIbKHX BKJan-
YUKOB-OHMPEKTOPOB H He
nponamnTcs Ha 6upxe/
cM. closely held corpo-
ration

43, closely held
corvoration
"szakpuTana" o¢upmMma
cM. closed corporation

44. cluster
nokKynaTresbLckas
penenaeTca Ha
MorpadHUeckKHux
xorpadHueckHx
pos/

45. clutter
"wyM", MHOrOUYHCNEHHHe
PexknaMHue O6bABJIEHUA,
cnenywuHe oAHH 3a apyrium
/B TeNneBH3HMOHHON pekna-
me/

rpynna /on-
ocHOBE lne-
HJIM NCH=-
napameT-



46. coffin case
"rpo6", NNMHUHHAA HU3KaA
MOpPO3HNbHAA KaMepa-rnpu-
laBOK /B PO3HHYHOR TOp-
roBJie NMpoaoOBOJIbCTBEHHH=
MH TOBapamu/

47. cognitive dis-
sonance
nokynaTeJibCkaa HeyloOBJieT-
BOPEHHOCTbL TOBapoM /noc-
Jle coBepuieHUA nokynku/

48. coined brand name
OPHTHHaNbHOE /npHAyMaH=-
Hoe/ Ha3BaHHe TOProBOR
Mapku /Hanp., crisco/

49. cold call
npHeM MapkKeTHHra, koraa
nokynaTresnw cpasy xe
npepylaraeTcA Kakas-ToO
cnenka, 6e3 npeaBapu-
TeJIbHOro "rpencraBneHua"
npgnyxuuu, “nocosofl npu-
em

50. column inch
AiM nevyaTHoOro cronoéua,
pacueTHaA €eNHHHLA PEeK=-
JIAMHOTI'O MEeCTAa WHPHUHOA B
1 cronGeuy ¥ BucoTton B 1
AniM

51. combined market
coveraqge
COBMeuweHHHN OXBaT PhIHKA
HECKOJIbKHMH CpencTBaMH

Peknamu

52. Comecon /Council
for Mutual Eco-
nomic Assistance/

CoBeT 3koHOMHueckofl Baa-
umonomouwn, COB

53. commercial
PekJysiaMHEl ponuK /Ha pa-
oMo ¥ TenesuaeHun/
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54. commercial banner
PeKJIaMHHA TpaHCnapaHT

55. commercial
channel
KOMMEepYEeCKHI KaHal

/cpencTs BewaHua/

56. commercial deve-
lopment

1/ paspa6oTka HOBOP Nnpo-
AYKUHH IJIA npomaxu Ha
CBOGOIHOM pPhHke; 2/ pas-
BHTHE NPOH3BOICTBA B KOM=-

MepYeCKHX uenfax

57. commercial inter-
ruption

naysa B nporpamMme panvo-
MY TeNeBMAEHHA ONaA ne-

penayd pekJlaMHOr'o o6tb-

ABJIEHHA , pPEeKJlaMHaa riays3a

58. commercial list
house

KOMMEPYECKH MoCTaBuHK
aZlpeCHHX CrnHMckos /nnsa

NpAMOA MNOYTOBOA DeKﬂaMN/

59. commercial tele-
vision network
cCeTb KOMMEepuYecKkoro Ttene- -

BHIOEHHUA

60. commercialization
onHa H3 ¢a3 pa3paboTKH
HOBOI'O ToBapa, 3akJap4yaw-
merocsa B pa3paboTke Mnpo-
rpaMMe nNpoHs3BOACTBA H
MapkKeTHHra, a TaKxe BhH=-
neneHHe O6MOMETHHX aCCHI~
HOBaHH Ha oOcCyuleCcTBJIeHHe
3TON nporpammul

61. commitment
o6A3aTesibCTBa noxynarensa
nepen ¢GUPMOINl /B KHHXHOM
kjayGe unu t.n./ /Hanp.,
NnoKynaTb exeronHo 4 KHH-



' no neHe, npemnnoreHHoON
dupmof* T.e. ycnosmua npe-
nocTaBJ/IeHHA HadaJibHON
"p3aTku"/

cM. bribe

62. commodity market
PHHOK CeNnbCKOXO3ANCTBEH=-
HOM M Opyroft CHpbeBON
nponykuuu /B KOHTpaKTe
dMKCHPYeTCA BHA NMPONYKLUH,
ee KavyecTBoO H o6beM mno-
CTaAaBKH MO OOTrOBOPHHM
1leHaM U C YyCTaHOBJIeHHHMH
CpokaMH nocTaBkH/

63. commodity group
ToBapHaa rpynna

64. commom-carrier
1/ "usBo3auuk", KpynHas
KOMMepuYeckaa aBuaKkoMmna-
HUA; 2/ GaHK, npenocTaB-
NAawomAl HeorpaHUYEeHHHN
Kpenmur

65. communications

gap
OTCyTCTBHE B3aHUMONOHU~-
MaHHAa

66. community news-
paper
ofmHHHasA rasera

67. community shop-
pino center
OOMHAHHHA TOPIOBHA LEHTD

68. comparative
advertising
pekJjiaMa, HMCnonb3ypmas
NMpUeM CpaBHEHMA TOBAapOB
HIH yCnyr DPas’jIMYHHX
Mapok

69. company price
image
"ueHoBoft" o6pa3s OupPMEI,
o6pa3 (HMPMH C TOYKH
3peHUA YPOBHSA UeH
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70. company sales
potential
noreHnuan coéura GUPMH

71. company vision
CTpaTernyeckuft sammcen
o6inka M HDeATenbHOCTH
drpmu

72. competition
analysis
NMPOMBIWIEHHHR WIHOHaX
cMm. corporate spying

73. competitive
advantage

KOHKYPEHTHOe NpeuMymecT-
BO /CrnocoGHOCTL $UPMH
NPOHU3BOOUTH TOBAp C
6osniee HU3KON ceGecTOH-
MocTbio/

74. competitive
behaviour
KOHKYPEeHTHOe noBeneHue,

OTHOmWEeHHe KOHKYPEHIHH

75. competitive bid
KOHKYDPEeHTHaA 3aABKa
/3aaBka GUPMH-NOCTAaBHMHKA
B OTBET Ha MNpaBHTENbLCT~
BEeHHOe 3afBJIeHHe O npen-
nonaraemMoM 3sakase/

76. competitive~
bidder's list
Cnucok ¢$upM, cunenasunx
3afaBKY Ha BHIMNOJNHEHHE
NnpaBuTEeNLCTBEHHOro 3a-
Kasa

77. competitive
capacity
KOHKYPEHTOCNOCOBHOCTSH

78. competitive
checks, pl
coepxuBammme PakKkTOpPH
KOHKYPEHUHH



79. competitive envi-
ronment
KOHKYPEHTHOEe OKpY¥eHHe

80. competitive impact
sapAl KOHKYPEHTOoCnocob-
HocTH

81. competitive-pari-
ty method
"ypaBHOBEWHBAKWHA KOHKY=
peHuHuK" cnoco6 onpenene-
HHUA OIIOXeTHHX aCCHUrHOBa=-

HHR ¢HPMH HA pexJiamy,
OPMEHTHPOBaHHHA Ha DeK-
JlTaMHHRA GloaxeT (UPMH=-JIH=
nepa B HaHHOM coepe
NpoH3BOACTBA

82. competitive pres-
sure
naBJIeHHEe CO CTOPOHH KOH=
KyPEHTOB

83. computer-aene-
rated form letter
nenoBoe nHUCbMO, COCTaB-
JleHHoOe H pacnevyaTaHHoe
Ha KoMmIblTEpe

84. conceptualization
paspa6oTka 3amucna /To-
Bapa/

85. conalomerate
"xoHrnomepatr", kpynHas
KOprnopauHisa, CocTosuwas
M3 KOMIaHHA, 3aHHUMawL-
WHMXCA pasJIMuHuMH cdepa=-
MH OeATeNnbHOCTH /Hanp.,
xomnaHua AR-Tu-TH-Ame-
rican Telephone & Tele-
graph-umenmas Takxe Ioc-
THHHUN H CTPAXOBHE areH-
TcrBa/

86. consumer accep-
tance
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NpUHATHe /ToBapa, HOewu
H T.n./ norpeéutenem

87. consumer adverti-
sement
pPeksaMHoe O6bABJIEHHE Ha
pHPOKOro norpeoéurenia

88. consumer beha-
viour
noTpebHTENIbCKOE nosejne-
HUe

89. consumer confi-
dence index

nokasaTenb NoTpeGHTeJIb=
ckoOit yBepeHHOCTH /pe-
3ynbTaT eXeKBapTaJjlbHOr'o
HCCcJlenlOBaHUA, NMPOBOAH-
MO0 MHUHIaHCKHM YHUBEp-
cHteToM ClIIA, O6GbeKTOM
KOTOPOro fIBJNAETCA OTHO-
weHHne norpedurenen Kk
3KOHOMHYECKOMY MoJjIoxe=
HUI0 B CTpaHe, HHIAUUH
M T.MN., KOTOpPOE CKa3h-
BaeTCf Ha HMX nokynarenb-
CKOM rnoseneHuu/

90. consumer goods
fair
fipMapKka TOBapOB WHPOKO=
ro norpeotyneHus

91. consumer goods
advertiser

pexnamomaTesib TOBapoOB

WHPOKOr'o NOTpe6sieHuA

92. consumer guide
PYKOBOACTRO INs norpe-
éuTenen

93, consumer infor-
mation
HHdOpMaLHMA ONA noTpebH-
Teney



94. consumer interest
group
rpynna 3auMTH HHTepecoB

norpedurenef

95. consumerism
1/ xoucomMmepusMm, uneono-
rufd 3auMTH HHTEepecoB
notpedutrens; 2/ dunocodus
norpetuTensCcTBa

96. consumer
norpeGuTenbCckKoe

97.
CIHCOK

98.

jury
XIOPH
consumer list
norpetuTenen

consumer market-
place
NMOTPEe6HTENbCKUA PHHOK,
KapTHHA NMOTPEeGHTEeNnbLCKO=-
o PHHKAa

99, consumer-oriented
firm
dupmMa, npoaykuua HUAKX yC-

JIyI'M KOTOPOR paccuuTaHa
Ha WHUPOKOI'o norpeéurens

100. consumer pre-
ferences, pl
NoTpe6UTEeNbLCKHEe npennod-

TeHHUnA

101. Consumer Price
Index
nokasarens norpeéurenp-
CKHX leH

cMm. CPI

102. Consumer Protec-
tion Agency
ATeHTCTBO no 3amuTe Mno-
TpebuTtenept /CuiA/

103. consumer psycho-
logist
fICUXOJIOr, CneuHanucT no
NnoOTpetuTeNbLCKOMY nosene-
HHIO
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104. consumer-pur-
chase diary
OHEBHUK NOTPeGHTEeNbCKHX

NMOKYIIOK

105. consumer-re-
search firm
¢upmMa, 3aHUMaAOWAACA H3Yy-
YeHHEeM NoTPeBHUTeJIbCKOr'o

cnpoca

106. consumer res-
pondent
nokynarenb, OTKJIWKHYyB-
wuUNca Ha nNporpaMMy CTH

MYyJINPOBAaHHUSI COHITA

107. consumer spe-
cialty cataloque
crneuanmM3vupoBaHHHA no-

TpeSbUTeNbCKHUN KaTanor

108. consuming
capacity
NOTPEe6GUTEeNbCKAA CMoco6-

HOCTBb

109. consumption

curve
KPHUBasa NOTpeG6J/IeHHA
110. container
premium

onHa M3 pa3HOBHOHOCTENR
NpAMOro BO3HArpaxmneHHus,
Korma npuMaHkoOft oA no-
KynaTesia Cly~HT cama yna-
KOBKa, NMPUIOIHAA I BTOPHY-
HOTO HCTIOVIL30BaHUA /Harp.,
KpacupBass GaHka C IpeMoM WM
TUIACTHMKOBAA KaHUCTpA IV pac-
TUTESILHOIO Macna/

oM. Tawke direct premium

111. continuity
series
TOBapHafA cepus, pacnpo-
CTpaHAeMas MOCpenCcTBOM
NPAMOro MapkeTHHra /no-



KyrnaTeJiio aBTOMaTHYeCKH
NOCTAaBJIAETCA ouepenHas
napTs ToOBapa uyepe3s on-
penesieHHHe MpPoOMexXyTKH
BPEeMeHN, Hanp., OO0 OQHOMY
ToMy 20-TOMHOR 3HUHKJIONE-
OHH exeMecAdYHOo/

cM. direct marketing

112. containerization
flepeBo3kKa TOBAapa B Creuu=~
aNbHHX KOHTenHepax

113. contract carrier
TpaHcnoprHaa ¢upma, ocy-
mecTBNfAuWan NepeBoskKH B
OrpaHHYeHHOM o6beme

114. contractual
vertical marke-
ting system
BepTHKaNrbHasl CHCTeMa
pacnpenesieHuss nNO KOHT-—
PakKTy; CHCTeMa pacnpe-
neneHus, npu KOToOpon
Heé3laBHCHUMHE QUPMH 3aK=-
YawpT corJjauleHHe O Koop-
OUHauHH yCHJIUR B cdepe
OUCTPHOYUUHN

115. contribution
margin
3anac npUoLUIM; BeNHYUHA
npuoLUI¥, He 3aBUCAmMAs OT
KoneGaHHA CcebeCTOHMOCTH
TOoBapa

116. controlled
circulation

/o0 neuatrHoMm uanaHuu/ cC
OrpPaHUYEHHHM THUpPaXOM,
npeagHasHayeHHH UIA y3-
KOfl rpynnua nuy /npenc-
TaBJiIfeT OCOOHI HHTepecC
IUia pekJyiamonarteneft, T.K.
HaunesieH Ha KOHKPETHYK
aynuropuw/
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117. controlled
distribution
pacrnpocTpaHeHHe B KOHT-

ponupyemMux YCJIOBHAX

118. control side
KOHTpONBHag rpynmna no-
TpeGuTeneft, KOTOpoOMn
npensiaraeTca Craphft, He-
yCOBepmweHCTBOBaHHHA TO-
Bap /unu crtapasa ¢opma
ero pexsamupoBaHua/

119. controversial
advertising
peknaMa, NMPaBOMEPHOCTHh
KOTOPOR NMO TeM HJIH HHHM
cooBpaxeHHaAM npencrasifa-

€TCA COMHHTEJILHOA

120. convenience

goods

TOBApPH NOBCENHEBHOTO
cnpoca /TaGak, MHUIO,

rasetTs H T.n./

121. convenience-
meal
nonydatpukaTh /CerMeHTt

pHHKaA/.

122. convenience
merchandise
TOBApH MOBCeQHEeBHOIO

cnpoca

123. conversion rate
noKasaTesib NpHUBJIEYEHHA
nokynarene#t B OBYXCTy=~
neHyaroM MapkeTusHre /T.e.
NnpoueHT Mmonen, cosep-
WHBUIMX BTOpPON mar nocine
TOro, kKakKk OHM chenanu
nepsuft/
cM. two-step marketing

124. co-op ads
COBMECTHHE peKJIaMHhe
o6baBrieHna obGmeHanHo-



HaJIbHHX pekJjlamonmaTrenefl u
MECTHHX PO3HHYHHX TOp-
rosues /nepsHe pexkJiaMH=-
PYOT, YTO KYNHUTh, BTO-
pue - rne/

125. co-op adverti-
sing

coBMecTHad pekJsiama npo-
H3BOOHTENA H DO3HHYHOTO
Toprosua /c COOTBETCTBYIo~
WHMM pasnesieHHEeM 3aTparT
Ha peknamy/ /B peksame
Ha PO3HHUYHYKW TOprosnw/
CcM. cooperative adver-
tising

126. co-op chain
CeThb PO3HUUYHHX TOProB-
neB, COBMECTHO 3aKymnaio=-
WMX TOBAp y OMNTOBHX TOp-
POBHX ¢HPM; "Toproso-
3aKynouHue koornepaTubu"
cM. cooperative chain

127. cooperative
advertising
COBMeCTHaf pekJjiaMa

CM. co-op advertising

128. cooperative
chain
CeTb PO3HHYHHX TOProBUEB
cM. co-op chain

129. cooperative
mailing
COBMeCTHOe MNOYTOBOEe OT-
npasJieHHe PeKJIaMHOM mnpo-

OYKUHH 2-X UM OGoJsiee
pexjamonaTrenen C COOT-
BETCTBYWHM pa3neseHueM
MexJy HHMH NMOYTOBHX pac-
XonoB /B NPAMOR NOYTO-
BOll pexname/

cMm, co-op mailing
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130. co-op mailing
COBMECTHOEe NOYTOBOE OT-
npaeJyieHue
cM. cooperative mailing

131. coordinated
visual identity
COBOKYNHHA 3PHTEJNIbHHA

o6pa3 /ToBapa/

132. copy
TeKCT pPeKJIaMHOI'o oO0bfAB~-
JIeHHA
cMm. advertising copy

133. copy appeal
OCHOBHafA HAes pekjiaMHO-
ro TekcTa

134. copy area
njiomwank TEKCTOBOM 4YacTH
PeKJlaMHOrO OOGbABJNIEHHA

135. copy-cat
HMHTALKA ToBapa
cM. clone

136. copy chief
PYKOBOOHUTEJIb CAYyXOH pe-
KJIaMHHX TEeKCTOB B pe-
KJIaMHOM areHTCcTBe

137. copy delivery
3¢0PEeKTHBHOCTbL pPEeKJaMHO-
ro Texkcra

138. copy focus
doKxycHpOBaHHe TeKcCTa
/B Teopun YTI - yHUKaNb=
HOT'O TOPrvBOro npemno-
XEeHHA = aMepPHKaHCKOro
cneuHasHCTa pPekJiaMu
P. Pusca/

139. copy writing
TEeKCTOBKa, COCTaBJieHHe
TEKCTOB pPeKJIaMHHX OGb-
ABJIEHURA



140. corner influence
"yrnoeoe npeumymecTso",
/BHII'ONHOE pacrosioxeHHe
TOPrOBOr'o 3aBefeHUA Ha
yrny/

141. corporate
brochure
PekJaMHH npocnekT (UPpMH

142, corporate culture
Kkpeno ¢upmu, ee "cucre-
Ma ueHHocTen"

143. corporate goal
otumedrpMeHHan uesb

144. corporate iden-
tity

OMpMEeHHH CTUNBL /BKIWYAET
JIOrOTHN, BHU3UTHHE Kap-
TOYKH, OykineTn, O$uUpMeH-
HYI0 YMaKOBKY W pekJamy,
T.€. BCe BH3yaJlbHHE KOM-
MOHEHTH, COCTaBJAvmHe
mMup dupmu/
cM. atmospherics

145. corporate image
o6pa3 ¢MpMH B risasax
norpet6ureneft /r.e. TO,
YTO AYMaeT O KOMIaHHUH
PANOBOR NMOTPEe6UTENbD,
Hanp.,“J.C. Penney -

3TO IJiIf NMPOCTHX amMepH-
KaHues"/

146. corporate
influence
BJINAHVIE NnpecTHUxa (OUPMH

147. corporate licen-
sing
NUIEeH3UOHHHN MapKeTHHT,
HCMONb3OBAaHHE MONYJISPHHX
(MPDMEHHHX Ha3BaHHM A
nponaxy¥ TOBaApOB, C 3THM
Ha3BaHHUEeM paHee HHKaK
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He CBSI3aHHHX /HaIMUCH
Coca-Cola Ha Maftkax HIH
H3obpaxeHue Muku-Mayca
Ha TenedoHHHX annapaTtax/

148. corporate name
¢éupMeHHOEe Ha3lBaHHe

149. corporate semi-
nar
Henopoft ceMMHap NO BOMNpPO
caM MapKeTHHra

150. corporate spying
NPOMEMIEHHH WMHOHAaX
cM. competition analysis

151. corporate verti-
cal marketing
system

leHTpaNu30BaHHaA CHUCTeMa
OUCTpUGyuuun ToBapa, Kor-
na BCeMH kaHanamMuM JHCT=
pnoyuum BnaneeTt

onHa ¢upma

152. corrective order
NPpUKa3s O pa3MeumeHUu HcC-
nNpaBJIeHHOA peKJIaMu

153. counter display
HanpuJlaBOYHAaA BHKJIAAKa
/3Kcno3snuna Tosapa/

154. countermarketing
KOHTPMapke&TUHr /ycCHnus
NPOH3BOONTESNIA, KOHKYDPEH-
Ta UNH OGMmMEeCTBEHHOCTH,
HanpasJIeHHHe Ha cokpame-
HHEe crnpoca Ha Kakof-To
BHO H3OeNnuit, Hanp., an-
KOTr'OJIbHHE HaNUTKH HIH
curaperTs/

155. counterprogram-
ming

/B Tenesemakud/ cocTasB-

JIeHMe NporpaMMH nepenau

M pa3MemaHHe KOHKpPeTHON



184. customer satis-
faction
YIOBNEeTBOPEHHOCTh MNpU~-

o6peTeHHHM TOBapoM

185. customer ser-
vice
o6cnyxuBaHue KJIIMEeHTOB

190. custom-made
/o ToBape/ HenaHHHM Ha
3aka3, MHOMBHOYANBbHO

187. custom premium
neHexHoe HJIM TOoBapHoe
BO3HATPaxleHHe, KOTOpoe
rnoayvyaeTr nokynarene B
cnyyae npUoGpeTeHHs On-
peneneHHoro Tosapa /B
nporpamMMe MepOTpPUATHA
MO0 CTHMYJIHPOBaHUI cOHTa/
CM. Takxe Premium

D

1. data-base manage-
ment company
dupma, 3aHMMaOAACA CO-
CTaBJIEHHEM KOMIMbITEePpHOMN
6a3x OaHHHX O norpe6u-
TeNIiX B pPa3lMYHHX cer-

MeHTaxX PHHKAa

2, data plate
dupmeHHas TabJIMYka C OC-
HOBHHMM MNapaMeTpaMu TO-
Bapa

3. day order
3aka3, OefiCTBHUTENbHHR B
TeyeHue OOHUX CYTOK

4, day parts, pl
IHeBHHe nepeénauH /Ha pa-
oMo Mo TeneBuneHUw/

5. deadbeat
KnuesTr, odopmuBuIU®t 3aKa3
Ha TOBAap MJAM YCAYyr'Yy U He

ornslaTUBWHR UX /B TNMPAMOM
MapkeTHHre/

6. dealer
ounep /npennpHHUMaTeNb
MapKeTHHIOBOI'O 3BeHa
"nucTpu6yuuu", nocpen-
HUK/

7. dealer's brand
Mapka TOprosoro nocpepn-
HUKA
cM. Takxe private brand,
private label

8. deceptive differen-

tial
o6MaHUYMBHR nuddepenunan
/B Teopuu YTI - yHHKANb~
HOT'O TOProOBOrO nNpemoxe-
HMA - aMepHKaHCKOIO
CneuuanucrTa no pekyiame
P. Pumcaf

9, decision maker
OTBEeTCTBEeHHOe NnHUUo (UPMH

10. deep bench
/pa3r./ "xpenkas koOMaH-
na" /o pyKoBOINCTBE KOM-
NnaHuM, YyCrewHo crnpasBifg-
omeMcs CO CBOMMHM OOGA3aH-
HocTamu/

11. delphi technique
/pasr./ meron "npenndun-
ckoro opakyna" /cocras-
NleHHe 3KOHOMHYEeCKOroO
nporxHosa ¢upMa C npuBne-
YyeHueM CTOPOHHHX 3KCrep-
ToB/

12, delta
H3MeHeHHe, 3aMena /Tep-
MHH MeHemxmeHTa/

13. demand curve
KpuBas cripoca
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14. demarketing
OeMapKeTHHr /rOoHHXeHHe
nokKynaresbCKOro cnpoca
Ha nedUUUTHHA TOBAp noO-
CpenCTBOM MOBLUIEHUA LeH
UK COKpaweHHWA CpencTB
Ha ero pexjslamy 4 oo6cny-
XHBaHue/

15. demo /demonstra-~
tion/
OEeMOHCTpauHA,

nokas /rosapa/

HamIAOHHA

16. demographics
neMmorpaduueckue nokasa-
TeNu, Ha OCHOBE KOTOPHX
NPOUCXOOHT pa3sfeseHHe
/cerMenTauusa/ puHka /Takue
KaK BO3pacT, nosn, ceMmef=-
HOe TMoJIoXeHHe, obpa3
XU3HM, OoXon U T.n./

17. derived demand
NPOM3BOMOHHA cnpoc /cnpoc
Ha TOBaph NPOMHUUIEHHOI'O
HasHavyeHUA, 3aBHCAWHA OT
cnpoca Ha COOTBETCTBYylmHe
norpe6HTeNnbCcKkHe TOBApH/

18. descriptive
brand name
NEeCKPHNTHBHOE Ha3BaHHE
TOBapHOA MapkH /Hanp.,
"Kentucky Fried Chicken" -
"wxapeHas KypHua MO-KeH=-
Tykcku"/

19, detailing
fetanusauua /tosapa/,
noapo6Haa HHAOPMaUUA
00 HCMNOJIL3OBAHHH H CBORA-
cTBax TOBapa

20, Detroit Troika
"Bonbuwana Tporka®
cMm, Big Three

21. development
marketing
npouecc npeppaumeHus nac-
CHBHOTO /noTeHuuanbHO-
ro/ cnpoca B aKTHBHHH

22, differential
brand advantage
OTNHUYHTENbHOE NpeHMy-
IeCTBO MapkH

23, differentiated
merchandise
MHOHBHAYAJIM3UPOBaHHHA
TOBAp

24, diffusion of
innovation
pacnpocTpaHeHHe HOBHHKH
/npouecc OCBOE€HHA HOBO-

ro Tosapa norpeéurenem/

25, direct headline
pPeKJlaMHHA 3aroJyIoBok C
npAMHM ob6paueHueM

26, direct mail
npsMas MNoOuyTOBafA peksama

27. direct-mail
advertisement
OO6bABJIEHHE MNPAMONA MOYTO-
BON peKnaMu

28. direct-mailing
oTnpasyieHHe NPAMOA MNOMTO=
BOM peKxJyiaMu

29, direct-mail list
ANPECHHA CHUMCOK IJA INPAm
MOR NOYTOBON pekKJiaMH

30. direct-mail
sampling club
éHUpMa, 3aHHMawWasacH
NPAMOA NOYTOBOH pexJIaMOR
M pacchnawuasg KAUueHTaM
npo6Hue obpas3un ToBapa



TenenporpaMMsl B 3aBHCH~
MOCTH OT TOro, 4YTOo B 3TO

BpeMa TpPAaHCKWpyeTCcsa no ka=-

Hany KOHKYpHUpywmeR cTaH-
uMH /T.e. ecnu no oxHo-
My kaHally HOeT nepenava
s nereft, TO nNo LPYIroOMy
CTaBHUTCA Ha 3TO Bpems
nepenava A B3apocnux/

156. countertrade
6apTepHasa ToOprosns,
TepHas craenka

cap-

157. country manager
ynpasBJIAKWHA MO CTpaHe
/B dupMe, 3aHHMapwenca
MeXIyHapoORHON OeATesb-
HOCTBblo/

158. coupon
KYNoH /TOpProsuft cepTHdH-
KaT, hawmMi ero BJamdeNb-
uy npaBoO Ha CKMAKY C ue-
HH onpefefneHHoOro ToBapa
HJIM OeHexHoe BOo3Harpax-
neHHe B cCJiyyae TOKYNKH
ToBapa/

159. couponing
HCNoNb30BaHHE KYMNOHOB
JUIA TNONYy4YeHHA CKHUIOKH
NPH MNOKYyriKe onpeneseHHoN
Mapku Tosapa

160. coverage
OXBaT ayOMTOPHMHU; 3O0HA
nencrBua /pexnamu/

161. coverage
NOKpPHTHE TOBapoM, COOT-
HOUWleHHe Mexny HaJIHYHLM
TOBapoM H 3aKa3HHM TO-
BapoM /BHpaxaeTCs B npo-
neHtrax/ /B DPO3HUYHOR
Toprosne/

28

162. coverage area
TeppHTOpPHA oxBaTa /pe-
KJ1aMHEM CpencTBOM/

163. coverage check
npoBepka MOJIHOTH OXBaTa
ayauTopHH

164. coverage error
bunbGka BCencTBHEe Henosn-
HOI'O OXBaTa peKJlaMHOM
ayaHTOpPHN

165. cover girl
doToMomenb, OOHYHO TNOAB=
JIAWAACA HAa OO6GJIOKKe Xyp-
Hana /B nevaTHof pekJsa-
me/

166. cowcatcher
"npuuen" /peksaMHHA po-
JIMK 0 KakoM=-Ju6o ToBape,
OEeMOHCTPHDPYeMHP nepen
HavanoM nepenaid, B KOTO-
pon OHrypupyeTr Apyron
TOBap TOI'O Xxe pekJjaMoma-
Tesig, TakK, ecnx Komna-
HHA "Philip Morris" Bu-
CTynaeT CIOHCOPOM ¢yT-
SonpbHOro MaTya, TO nepen
HavanoM ero TpPAHCJIAUHH B
3¢Upe TNOABJAETCHA pekJya-
Ma Hanutka "7-Up", B TO
BpeMsi KaK B CaMofl TpaHC=-
NAUHKH OUrYPHPYeT pekJsiaMa
Apyroro toBapa 3ToR xe
¢oupMu, nuBa "Miller Beer.
B sToM cnyWae peknama
"7-Up" ABnsercsa "npuue-
nom"/

167. creative /crea-
tive advertising/
TBOpYeCKaf CTOpOHA DpeK-
JIaMH, PpeKJiIaMHHe HneH



168. creative director
TBOpDYECKHRA nupexkTop /B
pekJlaMHOM areHrcrae/

169. creative manage-
ment
PYKOBNACTBO TBOpYeckoft
CNyXxGon /B peKknaMHOM
areircree/

170. creative-only
agency
Cyry6o TBOpuYECKoe pekjaM=-
Hoe areHTCcTBO /T.e. areH=-
TCTBO, He 3aHUMameecs
HccnenoBaHUAMH H pasMe=
meHHeM peksiamu/

171. creative people
TBOpPYeckHe PaBOTHHKH

172. creative review
committee
penakuHOHHO~XyROXEeCT=
BeHHHN coBeT /pexjaMHO-
ro areHrcrsa/

173. credit check
npoBepkKka KpeauTocnocot-
HOCTH

174. critical mass
"KpuTHYeckas Macca" /xo-
NIKYECTBO PO3HUYHHX TOp-
TCOBHX TOYEK HJIH 0o0beM
pPexnamMu, HeOBXOOUMHR
IUIA NpPHBJIeYeHHR BHHUMa-
HHA nokKynaTeneft Kk TOBapy
Ha onpeneneHHoM puHke/

175. cross merchan-
dising

CMemaHHas TOPrOBJR, Npo-
naxa NpUMHUKXNKBANBLHO pas-
JIMYHHX TOBAPOB B ONHOM
HeboONbuIOM MarasHHe
/Hanp., nponykToB nuTa-
HHA BMeCTe C KHHrammu/

176. cross-promotion
COBMECTHHEe YyCHJIHA B OO0-
JJaCTH pPeksiaMH pa3IHYHHX
dupM

177. crowded consumer
category
"neperpyxeHHuN" TOBapHHNR

KJjacc

178. Cumulative
Audience Ratings
/® panuo- ¥ Tenepexname/
CYMMapHHH 3DHUTEJSIbCKHA
/enymwarenbCkun/ pPeNTHHT
/PacCYHTHBAeTCA MO KONMHU=
YecTBY Jwnef, CMOTpeB-
WUX KWIM CNywaBWHUX onpe-
neJleHHHR OTPHBOK Nepena=-
YU HJIH PeKJIaMHOTI'O POnH=-
xa/
cM. Takxe CUME u net un-
duplicated audience

179. cumulative
discount
KYMyJIATHBHaA CKHOKa C
ueHs /npenocTaBsiAeTCA
noxynaremo, korga CTOH-
MOCTb €ro rofoOBHX MOKy-
NMOK MpeBLmaeT 3aJaHHYIo

uuopy/

180. customer environ-
ment
YCJIOBHA 3KCIJIYaTallHH TO-
Bapa y norpeourensa

181. customer follo-
wing
NpHBNIeYeHHe nokxynaTtesen

182. customer loyalty
noxynarenbCkoe nocT=-
areHTCTBO

183. customer mix
COCTaB KJIHEHTYPH



31. direct marketing
NMPAMOR MapKeTHHT
cM. Takxe direct-respon-
se marketing

32, direct premium
NpAMOe BO3HarpaxneHue
/peknaMHuA npu3, Bpyvyae-
MH! NPH TOKYNKe Ha Mec-
Te nponaxu/

33. direct-response
advertising
pPeknaMa NOCHJIOYHON TOp-
TOBJNIH, Npennonarawmas
NMPAMOA OTBET afpecaTa

34. direct-response
inquiry
NMpAMOR 3anpoc

35. direct-response
marketing
NPAMOA MapKeTUHT
cM. direct marketing

36. direct sales for-
ce
COGCTBEHHHA TOPIrOBHNA
nepconan /wrar/ ¢upmu

37. direct-sales

representative
KOMMM BOAXED

38. direct seller
CrieajsucT NpAMOroO Map-
KeTHHra

39, discount store
MarasHH yhemeBsieHHHX
/unu Henoporux/ TOBapoOB

40, diskery
/xapr./ ¢upma rpamsanucu

41, display adver-
tisement
O0bABNEHHE HATJIANHO-UII~

NIOCTP&RTHBHON pexnamu
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42, display adver-
tising

/nevaTHasa/ HarnanHas
pexnamMa /cocTosmas U3
TeKCTa M MNCTPauuit, B
OTJINYMEe OT pYyOpHUYHON
pexsiamb, COCTOAmeN TONb-
KO H3 Tekcra/
cCM. classified

43, do-it-yourself
products, pl
/cerMeHT puHka/ TOBapH
nnsa "noMawHero macrepa",
"cnenanm cam"
CcM. Taxxe DIY

44, display allowance
CKMIKa 3a 3KCMNOHUpOBa-
HUe ToBapa /o6opynoBaHHe
BUTPHHH, BHKJAOKH H
T.n./

45, display card
PeKJIaMHHA nJaHweT

46. display crew
épurana odopmuTesien

47, display line
BHOENMTeNnbHad CTpokKa
/B nevYaTHOM pekKJIAMHOM
o6bABNEeHUH/

48, distribution
center

LEeHTP AUCTPHUOYIIHUM
cknan-6asa, npenHasHa-
YEeHHHA A OHCTPOro
pacnpeneneHus ToBapa
o TOProBHM TOYKaM,
a He VI IIMTEeNIbHOTO
XpaHeHusa

49, distribution
network
ceTh pacnpocCTpaHeHUus



50. distribution
pattern
cxXxema pacnpeniesleHUs

51. distributor
"oaucTpUGLOTODP" /nocpen-
HHUK, MO KOHTpPaKTy C npo-
H3BOOMUTEsNIEM 3 aHHMamuit-
c mucTpubyuuef Tosapa/

52, diversify /into/
BKJlanHNBaTh CpencrTBa B
pa3nuyune cdepu nenosof
AKTHBHOCTH, Pa3NIMYHHEe
NMPpOH3BOLICTBA

53. docudrama
pekslaMHO~-UH)OPMaALIHOHHOE
coobmeHne GUpPMH /O HOBOM
TOoBape 4 T.n./, NOAroTOB=
JleHHoOe B ¢$opMe uudopma-
UHOHHOI'O BHINyCKka /Ha Te=
nesupenun/

54, dog
/paar./ HexomoBoff ToBap

55. donut
/xapr./ "6y6nuk" /pexnam-
HHA DOJIMK, MOCTaBNAEMHf
npou3BoOUTENeM ToBapa
Ha panmMo MM TeneBHIOEeHHe,
B KOTOPOM OCTABJIeHa nays3a
1 coobmeHUa anpeca
ME@CTHOI'O PO3HHYHOI'O TOp=-
rosuna/

56. door-hanger
pekJslaMHoe OO6bsiBNieHne,
rnoMemaeMoe Ha NOBEpH XH-
JIOro aoMa MU KBapTHUPH

57. door-to-~door
canvassing
NMOKBAPTHPHHA 06XOn KOM=
MHBOSIXEPOM NOTEeHUHaNb~-

HHX rnoxynareneft
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58. door-to-door
sales
/B npaMoM MapkeTuHre/
TOpProBna Ha gomy, "oOT
OBepH K OBepH"

59, double truck
"rpy30BHK C npuuenom”,
peksnaMHoe OOGbABNEHHe HAa
pa3sBopoTe /B nevaTHON
pexname/

60. drip method
MeTon MapkeTHMHra "no
Kkare", NMpH KOTOPOM no-
TEeHUNAJILHOMY MOKYIaTeso
perynapHO HaNoMHHaKOT O
TOoBape no TenedoHy

61. drop
OHTBL OTIPABJIEHHHM IO
novure

62. drop back order
NOKymnKa, nocienopaBuan
3a Oapyroft nokynkoft /c
HCNONb3OBaHUEM KYINOHA,
MK OPYroro pekysiaMHOro
cpelcTBa, BXOOMBWEro B
Hee/

63. drop shipper
HeBONBWON OMNTOBHM NOCTaB-
mMk /3aHNMaeTcA nepena-
yei 3axka3oB OT norpebu-
Tenna Ha GUPMy-npoOH3BOOU~
Tenb M NOCTABKOA TOBapa
C (UPMH-TIPON3 BOONUTEINA
sakasunkam/

64, dropship
"pa3tueka" /ontosoft
napTvM ToBapa WIA 1O~
CTaBKM B DPO3HMYHHE Mara-
SUHH/



65, dryage
YCJYTrH BHCTABOYHHX KOMI-
NleKkcoB, OKa3snBaemne
yuvaCTHHKaM BHCTAaBOK
/odopMmneHne CTEHOOB, Xpa-
HeHHe ToBapa H T.n./

66. dual-function
/product/
ABYXLEeJeBOro Ha3HAYeHUA

/o Tomape/

67. dual ovenable
npenHasHauyeHHHe IUIA NPH-
rOTOBJ/IeHHWA KaK B OOHUYHHX,

TaK U MMKPOBOJNIHOBLHIX Iievyax

/O nHueBwnx npomykrax/

E

1. early fringe
paHHee "norpaHuyHoe"
BpeMs
cMm. Takxe fringe time

2, early lead
ORICTPHA BHIXOI Ha nepsoe
MEeCTO cpelu KOHKYPHDPYW-
WHX TOBApOB /O HOBOM TO-
pape/

3. early majority
paHHee OGOJILWKHHCTBO /o=
OH, BOCIPHHHMAawuWHe HOBHN
TOBAp paHbwe cCpeaHero
nokynarensa, HO MOCJe HOo=
BATOPOB M PaHHUX Nocne-
nosaTtenen/

4. editorial-adver-
tising mix )
coueTanue penaKLHOHHHX
H peKJIaMHHX MaTepHasioB

5. educational toys,
pl
"o6yyvaiouHe" HIPYUKH,
HIPYWKH C 3JIEMEHTOM
rnos3HaBaTeNIbHOCTH

6. effective buying
income
daKTHYECKHN nokynaresyib-
HHA OOXOm /JMYHHA noxon
nocne ynnarth Hanoros/

7. Effie
200K /npH3, exerompHo
(ipHCcyxaeMun AMepHKaHC-
KON accouuaumen mapke-
THHra 3a NyJvuyl pekjiam=-
HYI0 kamnaHuio/

8. Electronic Data
Interchanqge
cucrtemMa o6MeHa KOMMbio=-
TepHoOR HHPOpMauHen

cMm, EDI

9, electronic kiosk
“371eKTPOHHHA KHOCK",'
KOMNbOTEpHasd CTORKA B
MarasnHe /B PO3HHUHOMA
Toprosne/

10. electronic media
SJIeXTPOHHHE CcpeacTBa Mac=
coBon undéopmauun / panuo,
TeJleBHACHHEe U BMIEOMaAr-
HHTOOOHH/

11. employee magazine
¢HpPMeHHOe H3OnaHHe A
COOGCTBEHHHX pPaboOuHxX H
CIlyxaumHux

12. end-aisle
display

pexsnaMHbe MnnaHuweTH, yC=
TaHOBJIEHHHE MO KpafAM
TOPrOBHX PANOB B Mara-
3HHEe CaMOOOGCNYyXUBaHHUA
/BHTOIHOE MecTO Ina
"pekslaM B MecTe npoaa-
U "/

13. endcap
TOBapHas 3KCMNO3HUHUA [0



KpaaM TOProOBHX PANOB B
PO3HHYHOM MarasuHe

14. endless chain
/xapr./ ycTHasa peknama
cM. Takxe word-of-mouth
advertising

15. end user
KOHEeYHHI MnoTpeGHTenn

16, engineering fair
TexXHHYeCcKasa MauuHOCTPOH=
TenbHafA ApMapka

17. entrant
BHICTYNAaWIHA HAa PHHKE
BNepBHEe, BrepBHe BHXOOA-
MU HA PHHOK

18. entry
HOBMHKA HAa pHHKe /O TO-
Bape/

19. entry form
6naHK Ons yyvyacTHA B Ka-
KOM=-TO PpeKJlaMHOM Mepo-
NpUATUH /norepee M T.m./

20. Enviro-Spray
System
HOBaA TEXHOJIOTHMA H3TrOo-
TOBJIEHUA HEropmwuYHuX 3IKONO=
THYEeCKH JYHUCTHX aj’po3oseft

21, environmentally
safe /product/
3KOJIOTHYECKU YUCTHII /TO-
Bap/
cM. envirosafe

22, envirosafe /pro-
duct/
3KOJNIOTHYECKH YUCTHR /To-
Bap/
cMm. environmentally
safe /product/

23, escalating re-
fund offer
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TOProBOe npennoxeHue

O BHMJATE HOEeHEeXHOro
BO3HarpaxgeHusa "no Ha-
pacrawuei", TO ecTh B
o6beMe, yBeJINYHBaWuEMCH
C Kaxumoit ouepenHo#f rno-
KYNKoOft ToBapa

24, established
product
3apeKOMeHIIOBaBuIKA cebs

Ha pHIHKe TOoBap

25. event management
OopraHu3sauusa crneunanbHHX
MEepONnpHUATHR B OOmecCTBEeH-
HOl XHM3HM IUIA CO3HNaHHUA
NMpHUBJIeKaTEeNBbHOro obpasa
éupMa B rnasax norpeGu-
Tenef

26, event marketing
cTpaTerma MapKeTHHra,
onupawmaaca Ha "npueas-
Ky" pexslaMHOft kKaMrnaHuu
K KaKOMy=-JIN60. COOHTHIO
B OOGmMEeCTBEHHON XH3HH

27. executive gift
nonapoxk ot ¢upM OTBET-
CTBEHHOMY paboTHHKY OHUp-
MH=-3aKa3uuka

28, exhibition goods,
pl
ofpa3uxd TOBApOB IJf BH=-
CTaBKH, BHCTABOYHHE OO0~
pasuH

29, exit poll
OonpocC 3purenefl noclue
npocMoTpa KHHoOOHIBMA

30. exclusivity
HCKIYHTESIbHOe NnpaBo
/npenocTaBnfgieTca Tene-
KOMMaHHeft peksamMonaTesio
¥ 3aKjwoyaeTca B TOM,



YTO ero ToBap enHHCTBEeH-
HHff H3 9TOR TOBapHON ka-
TEeropuH DeKJIaMHPyeTCA B
onpeneyieHHOA Tenenporpam=~
me/

31. exposure
BO3lefiCTBHE; KOHTAKT CO
cpeACTBaMH peksaMa M ca-
MO# . peks1aMoit

32. exposure oppor-
tunity
BEPOATHOCTbL PEKJIAMHOTO
KOHTAaKTa

F

1. fad
deTHl, MAaccoBOe yBelnue-
HHe yeM-nuobo

2. Fair Trade Acts
Konexc yecTHOA KOHKYpeH-
uumn /perynvposan ypo-
BeHb UeH B nepuon "Ho-
Boro kypca® ¢. Pyssenp-
Ta/

3. family brand
"cemenHaa" Mapka /kor-
na BCce HJIH OGONBWLHHCTBO
TOBApoB ¢UPME HMEKWT OHHO
MapouHoe HasBaHue/

4. family budget
inquiry
o6cine)yoBaHHe OlaxeTa

ceMbH

5. fancy fair
6NnaroTBOPHTENbHHA 6asap

6. fashion forward
yabTpaMonHasa /o6 omexne/

7. fashion magazine
XypHan Moxn

8. fast-food chain
dupMeHHaA ceTb sakycoy-
HHIX

9., feature mention
ynomMiHaHie O ToBape BO
BHYTpHMarasuHHOR pekJame

10. field
ofpabaruBaThk /Hanp.,
OTBEeTH aHKeTH W T.n./
/B ¥MccnenosaHUAX Mapke-
TUHTA/

11. field procedure
NOpPAAOK PabOTH C KJAUEH=
TaMM Ha MecTax

12. finger foods
nuueBne NpPoOAYKTH, KOTO-
pHe MOXHO eCThb PyKaMH
/CerMeHT puHHKa NHWeBHX
ToBapoB/

13. finished art
roTOBOE XynoxecTBeHHOe
odopMiieHne pekKJIaMHOro
OO0bABJIEHHUA

14. flagship
"énarmaH” 1/ nepsuA nos-
BHBUWMACA MarasMiH B CeTH
PO3IHHYHHX MarasuHOB;
2/ nepBufl BHnNyuweHHHR ¢QUp-
MOR ToBap

15. flagship radio
station
énarmMaHckaa panHoOCTaH=
uuA /OGHYHO KaKOR-TO on=-
HOfl CMNOPTHBHON KOMAaHOH
H T.n./

16. flankers, pl
no6oyHHe TOBapH /B cepuH
OQHOPOMHHX TOBApPOB/

17. flat year
HeynauyHHA nna oUpmul ron
/B CMHCne cObuTa TOoBapa/



18. flexform ad-
vertising
pexnama “cBoGonHoRm - dop-
Ma" unu peknama "¢$nexc-

dopm*

19. flysheet
peKsaMHaa JIMCTOBKA

20. focus group
“$oxyc-rpynna", /rpynna
nuy B 8-12 yenosek, on-
pauiBaeMuX Ha KOHKPETHYW
Temy/

21. focus-group
interview
uenesoi onpoc /nposonu-

Mt B ¢okyc-rpynne/

22, folder dummy
MaKeT PeKJaMHOro npo-
cnekra

23. foldout
XYPHAJIbHHA Pa3BOPOT Ha
4 cTpaHHUH

24, follow-up
BTOpPOE /MK nwboe nocne=
aywouee/ obpaumeHHe NpPAMORA
NOUTOBOR pekJsiaMu

25, follow-up inter-
view
BTOPHUYHHA HJH nocnenyi=-
mHiA onpoc

26. follow-up program
nporpaMMa MnocienyoHx
mep

27, foodies, pl
/pasr./ nokynatens C Bu=-
COKMMH Joxonamu, npepn-
crasnfaomMe PHHOK cOHTa
INA 9K3OTHYECKOA npoaykK=-=
uuH /Hanonotue xusu/

28. forgetting rate
*sabuBaeMocTb" TOBapa
/HACKONBLKO GHCTPO noTpe-
6HUTeNlb 3afLBaeT O KakKoM-
nu6o TOoBape npM OTCyT-—
CTBHH BHeEUWHEero CTHMY-
Jla = B BHOE pexJjlaMu H
T.n./

29, formal company
“ojHuHaANbHAA" KOMNaHUA
/o¥pMa, Imnsa KOTOpoR xa-
pakTepeH odHuHANIbBHHA
CTHNb B3aHMOOTHOWEHUA
PYKOBOACTBA H COTPYHHHU=
xoB/

30, Fortune 500
exeronHuA cnucok 500
KpynNHeRuHX MPOMHLUIEHHHX
xopnopauun CHWA, cocras-
nfAeMuHi xypHanom "Fortune®

31, Four C's
YeTHpe BHOA CaMuX MOIMY)IADHEK
TOBaApOB, npomaBaeMuX 4e-=
pe3 ToOpl'OBHE aBTOMAaTH:
CHrapeTH, npoxnagdTesnb=
HHEe HanuTk#H, KOHdeTH H
xode

32, franchise
¢paHuKsa /npaBo Ha npo-
Raxy ToBapa, npenocras-
NiemMoe NnpoH3BOoAUTENeM
KaxKof-TO TOprosoi o¢HpME,
H® ToproBas ¢upma, noay-
yuBwag Taxkoe npaso/

33, franchisee
déupma, nohyvaiomasa oT
OHPMEH-NTPOU3 BOOUTEJA
npaso nponaxH MapouyHoOro
TOBapa

34. franchise exten-~

sion



NpHCBOEHHe HOBOMY TOBa=-
Py yxe cymecTBywme#t Map-
KU

cM. brand extension
branding

35. franchiser
déupMa, npenocrasnsomas
npaso npomgaxy CBOero Ma-
POYHOIr'o TOBapa M HCMNOJb=
30BaHNA CBOEefl TOBapHOM
MapKH B PEKJIaMHHX LeNnsXx
npyroft /roprosoft/ dupme

36, free gift
nonapoxk or ¢UpMH-npomus-
ponuTens norpedurenw /v
peknaMuux uenax/

37. free-in-the-mail
premium

OeHexHOe BO3HaArpaxmneHue
3a MOKYNKy onpeneyreHHo=
ro Topapa, BHCHJIaeMOe
GecriaTHo no nourte /B
O06MeH Ha QOoKas3aTenbCTBO
NOKynku TtoBapa/
cM. proof-of-purchase
seal

38. free offer
SecrulaTHHi NpH3, BO3HAr-
paxneHue 3a MNOKYINkYy,
npencTrasnsgeMoe rnokynarte-
o 6e3 kakoNn=-nubo NOnoNaHU-
TeJIbHOM onJaTH ~
cM. Takxe self-liquida-
ting offer

39, frequent-buyer
program

nporpamMMa yBeJIMYEeHUA
cOHTa, OCHOBaHHaf Ha
NMpefoCTaBJIeHHH! JILI'OT MO-
CTOAHHHM KJIMEHTaM
cM. Takxe frequent-pur=-
chase program

40. frequent-purcha-
se program
nporpaMMa yBeJIMUEHHUA
cbuTa
cMm. frequent-buyer prog-
ram

41. "frequent shopper"
points, pl

"oyku", KOTOpHe nonyvaer
nokynartens 3a chOenaHHHe
B KOHKPETHOM MarasuHe
NMOKYNkKH /onpeneneHHoe
KONMuYecTBO "oukoB" naer
eMy NpaBoO Ha MonydyeHue
peknaMHoro npusa/ /B npo-
rpaMMax MepoOrpHATHR no
CTHMYNHPOBaHU0 cOHTAa/

42, fringe time
/ua tenesunennu/ "norpa-
HUYHOe" BpeMA; Bpemsa,
npuMHKawmee K NMHKOBOMY,
T.e. OO HJIM NOCJe Hero
cM. Takxe early fringe,
late fringe

43. front-end
"nepenuuft kpan" meaTenb-
HOCTH ¢$HUPDMH, T.E. Map-
KeTHHr /B NpPOTHBONOJIOK-
HOCTBL CaMOMy NpoH3BOO-
crey/

44, frontier selling
MapkeTHHr "3aBoemateneft",
T.e. 3HEeprHyHHf ¥ arpec-
CHBHHfi, CTpPemMAamHUfica K
3aBOeBaHHI0 HOBHX "Tep-
putopun"”

45, full-service
agency
AréHTCTBO C IIOJIHHM IHKIIOM
ycnyr /oT pa3paBoTkM 3a-
MEICJTA TOBapa M nposene-
HHUAI MAapKeTHHTOBHX HCCle-



JOBaHHUI! NO pa3MeuleHnsa
pexJslaMa B CcpencTsBax
MaccoBofl HHPopMaLHH/

46. fulfilment house
oTaen ¢UpmMul, OTBEYAWHA
3a BHIOJIHEHHe ob6A3a-
TenbCTB nepej nokynarensa-
MH NpU NpoBeldeHHH Nnpo-
rpamM 1O CTHMYJIHPOBaHHIO
c6uTa /MM CaMOCTOATEJNIb=
Haa ¢upMa, OKa3hBakwas
ycnyru Taxkoro pona/

G

1. garment center
WBEeAHWN pafoH /paflodH B
Helo~-Aopke /unu Opyrom ro-
pone/, rme cocpenoTodyeH-
HO 6oNnbuwoe KOJHYEeCTBO
NPennpUATUN NO BRNYCKY

roTosoro nnatba/
cMm. garment district

2. garment district
wBePHHN pafoH

cM. garment center

3. gatefold adverti-
sement
peKknaMHoe OObsiBJIeHHe,
noMemeHHoe Ha OTBOpOTEe
OGJIOXKH XypHana

4. general advertiser
pekJyiaMonaTesib Ha WHPOKYI0
aynouTOPHIo

5. general audience
wMpoKas ayauTopua, ny6-
NHKa

6. general-interest
magazine
XypHanl ofmero Hanpasne-
HHUA, IJIA WHPOKOIro 4YHTa-
Tenn
CM. Takxe general magazine
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7. general magazine
xypHasy obmero Hanpasie-=
HHA
cM. general-interest-
magazine

8. general mail-order
firm

déupma IOCHUIOYHON TOProB-~

JIK C WHPOKHUM acCOpTHMEeH=
TOM TOBAapoOB

9. generic product
TOBap-npeacrabBuTeslb TO-
BapHOr'o kjnacca

10. generics
HéMapouyHuHe TOoBaph

11, get-in
/nonurpad./ BroHka
CTPOK HJH OYkKB 3a cyer
YMEeHBbUIEeHUA MexIyCNoB=
HHX npo6esioB, 33aMeHH
cnoB Gonee KOPOTKHMH H
TO"‘

12. gift division
ornen GHpMH, 3aHUMaK~
MHACA peKJIaMHOA TNpPORYyK=
uuen A nporpamMM CTH-
MYyJIHpOBaHHUA CO6hHTAa

13. gift item
CyBeHHpPHHR ToBap /pacn=-
pocTpaHAeMut ¢HPMOR=
peknamonaTeneM B KadecT=
Be pexsiamu/

14. giftware
nopapoyHne TOBapH

15. giveaway
pexnaMHuHl NpH3, CYBEHHD

16. global marketing
" PnoGanbHH MapKeTHHr",
MapKeTHUHI BO BCEMMPHOM
MacuTabe 6e3 yueTa Ha-
LHOHANBbHEX OCOBEeHHOCTef



OTHENBbHHX CTPaH /B OTJIMMHH K 3JIEKTPOCHTOBHE NPHUBO-

oT "international marke-
ting", yuyHTHBawmero 3Ty
cneunduky/

17. gondola
/pa3r./ TOproBuft Pan B
PO3HHYHOM MarasuHe caMo-
oocnyxuBaHufa

18. grading factor
NMPH3HAK COPTHOCTH

19. Great Yellow
Father
"Bonpuoft xenTHit oren”,
npo3BHime KoMnaHuu "Ko-
dak"

20. gross markup
PO3HHYHasa HauneHka /pas-
HHIA Mexny ONnTOBOfl H
PO3HHYHON 1eHON Tosapa/

21. growth industry
O6YyPHO pa3BMBawmasacsa OT=-
pacsip NPOMHLIUIEHHOCTH

22. grumpie /grown-
up mature person/
/xapr./ B3pocnoe Hacene-

H

1. hair-care products,
pl
NPoAyKTH ONA yXona 3a
BONOCaMH

2. hands-on, how-to
seminar
pexnaMHHil ceMHHap C ne-
MOHCTpauueft Tosapa B
OefiCTBHU N OOydYeHHeM
ero KHCHosib30BaHUD

3. hard goods
"rTRepaHe" ToBapH /Mebens

pH/ /B PO3HHUYHOMA TOProp-
ne/

4. hard-sell adver-
tising
peknamMa, OTKPOBEHHO Ha=-
BA3HBawimas CBOfA TOBap
noTpesuTesno

5. heavy buyer
MTOCTOAHHHA aKTHBHHR
nokynaresns

6. heavy usey
norpeodnawpmmuit TOBaApP 4acTo
H B GONBUMX KONMHYECTBAaX
/o norpeturene/

7. hidden offer
CKpHTOEe KOMMepueckoe
npennoxexsune
cM. buried offer

8. high-end
6donee poporas 4acTh Nnpo-
ayxuu# /o npooyxKuuM ka-
KOf=TO NMpOH3BOIACTBEHHON
codepu/

9. high-profile
company
éupma c xopoweft penyra-
nuefl, MHTEHCHBHO Beay-
mas pPexKNnaMHyl KaMIaHHK

10. high-traffic
editorial page
YacTo npocMaTpHBaeMas
YUTATENIAMH pPenakuHoHHAA
nonoca

11. higher-risk
customer
KaueHT "rpynnsa pucka"
/B OTHOUWEHHH MaTexecrno-
co6HocTH/

12. historical data
naHHHEe O pes3yJbTaTax

- 40 -



npenuecCTBYDUHUX peKlaM-
HHX KaMMnaHuf U Meponpufa-

THUA MO CTUMYyNUPOBAHUK
c6HTa /B nnaHMpoBaHUM
pexnaMHoft kamnaHuu/

13. hit the market
NMOABUTHLCA Ha pPHHKe /O
ToBape/

14. hit the shelves
NOABUTBCA Ha NpHJIaBKe
/o Tomape/

15. hold-back

NMPoOuEeHT OT ONTOBON CTOH~
MOCTH ABTOMOGHINA, BHMJa-
YMBaeMHl NPOH3BOOUTENeM
nunepy nocne ero npoga-
XH B PO3HHYHON TOpProsBJe
/OOHO M3 CpencTB CTUMY-
nn7onaann TOProBOro 3Be-
Ha

16. hold to the share
yYOepxHBaTh MO3UUMM Ha
puHke /o ToBape/

17. home-improvement
XO3ANCTBEHHHE TOBapH NONA
noMa /o6oH, kpacka u
T.n./

18. home inventory
MHBEHTapH3aluusa aoMaul-
HHUX 3arnacos /HCNoONb3y=-
eTCA B HCCNenoBaHUAX
PexsiaMu /1A BHABJIGHUA
HauotoJsiee MnonynapHof
MapkKkM B KAaKOR-JIH6O TO-~
BapHOft kKaTeropuu/

19. horizontal
merger
CINSTHHE OBYyX HIH Gonee
déupM B onmHoft cdepe npo-
M3BOACTBa, pPaboTamwmux
H& OnWH PHHOK; "ropu-
3OHTaNIbHOE CNUsHue"

6-1

20. hot button
"kpacHaa kHonka" /6esoT-
Ka3HH npueM B peksyame,
rapaHTHpywmas ycrnex Tak-
THKA MapkeTuHra/

21. house list
afipecHHit CNHUCOK MOCTOAH-
HHX KIeHTOB ¢$HUPMH, KO=-
TOPHM pacCHNaeTCA pekya-
Ma /B npamoit nouToBO#
pexkname/

22. house macgazine
dMpMEeHHHR xypHan

23. household
/nemorp./ HOMOXO3ANCTBO}
CeMbA KaK CaMOCTOATesNlb-~
Haf XO3ANCTBEHHAA enWHHLA

24. household penetra-
tion
BHepeHHe B JOMamHee MoO-
Tpebneuune /H3MepAETCA B
%/ /o Tomape/

25. household using
television
aKTMBHafA TeJseceMba, T.e.
ceMbsa, UMepmas TeneBU-
30p M perynapHo CMOTpfi-
mas Teneneperadyu

26. hypermarket
GONBbUOA TOPrOBHA KOMII-
nekc

1. identifying
feature
OTJIMYHUTENBbHHA TNPH3HAaK
/ToBapa/
CM. Takxe salient featu-
re

2. identaty crisis
Kpu3uc "oBpasa" Mmapku
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/cutyauns, korma “o6pas
MapkH" nepecraeT paGo-
TaThb, T.e. obeclnevuyuBaThb
YCTOAYHUBHN COHT ToOBapa/

3. important item
"conupoHun" ToBap

4. /be/ in business
/in smth/
/vMeTn/ GonbuwHe 3anach
K=l ToBapa /B PO3HHUYHON
Toprosne/

5. image marketing
HCNoONIb30OBaHHe 3HaAMEeHH-

TOCTefl A pekJiaMh ToBapa,

"HUMHUOX MapKeTUHI"

6. incentive
pexJlaMHaa NpHMaHka,
Nlaraemasa noxynarenw o6ec-
nJlaTHO NpH NpHOOPEeTeHHH
npyroro, ooJsiee pnoporo-
CTofAiWlero ToBapa; TOPro-
BHl NpPH3

7. incentive overlay
IOlloNIHWTeNbHaA /K OCHOB-
HO/ nporpaMmMe CTHMYJIH-
poBaHHAa co6uTa /Hanp.,
nposeneHHe JIOTepeH B no-
NOJNIHEHHE K nporpamme
BHIJIATH J1€HEXHOI'O BO3~-
HarpaxzeHus 3a nokynky/

8. incentive program
nporpaMma KOHKPET HHIX
MEPONPHUATHA MO CTHMYJIH-
POBaHMIO COHITa

9. independent store
ABTOHOMHHN MarasHH; OCy=-
uecTBJIANWHA CBOH TOpPro-
Bhe olepauMd Kak olHa
TOpPropas To4dka /B OTNH-
yuu ot chain store/
cM. chain store

npen-
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10. inderect headline
PEeKJIAaMHHR 3aroJIOBOK C
3aByaJIMpOBaHHLM o6paue-
HHeM

11. industrial ad-
vertisement
pekJsiaMHoOe OO0bAaBJIEHHEe Ha
cdepy NpoOMLLIIEHHOr'o npo-

H3BOOCTBA

12. industrial ad-
vertiser
peksiamonartenb Ha codepy
NPOMBLIVIEHHOI'O NpoU3BoOA-

cTBa

13. individual ad-
vertising
pekJjiaMa OT HMMEHH 4YacCTHO=

ro JIHua

14. industrial goods
TOBaph NPOMLILWIEHHOT'O
Ha3HayeHHusn

15. industrial marke-
ting

nponaxa Ha NPOMLLUTE HHOM
puHKe; "npoMbluUleHHBIA

MapKeTHHI"

16. industrial spe-

cialty catalogue

cneudanu3vMpoBaHHHA nNpo-
MELWIEHHHA kaTanor

17. information float
BpeMA, KOTOpoe HeoOXOonHu-
MO, 4YTOOH OOCTABHTb K=J
coobuleHde OT OTnpaBUTENA
anpecarty

18. informercial
pPexJlaMHH POJIMK, cheslaH-
HHR “"noa" MHOOPMaULHOHHOE
coootueHne
/B Tene u panuopekname/



19. in-house
/0 nenosux onepaumnax/
BHYTPHOUPMEHHHE, CBOUMHU
CcHNaMH

20. in-pack
BHYTPH YINakOBKH, nponaBae
Moff BMecTe C TOBapoM

21. inpack event
NpUBJIeUeHHe NokKynarteneft
nocpenacTBoM "npsaMoro
npu3a" B ynakoBke BMecCTe
C TOBapoM /OnHO M3 CpencT
CTHMYNUPOBAHUA COHTA/

22. insert
pekJslaMHHR BkJanwm, BKIef-
ka /B nevaTHoe u3naHue
UNIH ynakoBKYy ToBapa/

23. inserts, pl

OOHO U3 CpencTB NpHUBIe-
YeHUA BHUMaHMA Tenespu-
Tenen, 3’3akKnoyawmeecAa B
"odopmneHun" peksnaMHoOro
poOJIHKa KaKof-TO HHTepec-
HCAA HHboOpMauuneft /Hanp.,
MHHHU~-BUKTOPHMHA, KoOrpa
BOMpoC 3anaeTcd nepen
pexknamoft/, a orBeT Ha
Hero 3ByYHT nocrne Hee/

24. inset
PEeKJIAMHHN BKMagull MK
BKiefika /B neyaTHoe H3-
nauue/

25, in-shelf display
PEeKJIaMHHA TUJIaHweT IJs
pasMemeHusa Ha TNOJIKE B
MarasuHe

26. installed base
MOJIb30BATENIN KOMNbOTE=
paMM, CBA3aHHHE C onpe-
nenevHoft ¢upmont nnsa
nanbHeMwMx TMOKyrnok /npo-

6-2

B
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rpaMMHOI'O ofGecCnedYeHHs
UK MOONOJIHUTENbHHX YCT=
poORCTB K xoMmnbroTepam/

27. instant product
prize
NMpHu3, BpyYaeMmufl nokyna-

TeJyno Ha MecTe NOKYINKH

28. instant-win game
MOMeHTanbHag Jortepes
/y4acTHUK ToTuac xe rno-
nyvaer npus/

29. institutional
campaign
KaMriaiua MpecCTHUXHON peK-
JlaMul

30. in-store display
BHY TpUMarasuHHasa 3KCrMo-
3UuUA

31. in-store promo-
tion

MEepOnpHuATHA MO CTHUMYNH-
poBaHuw c6hTa, nposonnu-

Mhle B MarasnHe

32. instruction-reci-
pe booklet
HMHCTPYKUHMA NO 3KCIyaTta-
M KYXOHHOro otopynoBa-
HUA, B KOTOpOf nawrcs
peuenTH nNpUroToBJIEHUA

onon

33. integrated plan
CBOnHHN /KOMIIEeKCHHN/
naH

34. interviewer
MHTepBbiEp; JHULO,
nfamee onpoc

35. introduction
BHBelleHHe Ha PHHOK

npoBoO-



36. investment-free
He TpebyluHMA KanuTrano-
BJIOXEeHHR /O nporpamme H
T.n./

37. investment
introduction
BHBeeHHe ToBapa Ha ph-

HOK C nomombl HMHBECTHUHN

38. ussue ad
"criendanbHoe pekJaMHoe
cootumeHnre" ; oopameHue
B CcpencTBaxXx MacCOBOW HH-
dopmauun, duHaHCcHpyemoe
K=-J1 ¢upMOfl nMo npoGneme,
npencrasiammwei odbuweCrBeH=-
HHA HHTepec

39. item
XOnoBOA ToOBap /B PO3HUY~-
HOR Toprosne/

40. item advertising
pekJjlaMa KOHKpeTHOro ToBa-
pa

41. item business
cneuyrHanMs3auHMa Ha npoua-
BOOCcTBe OJHOI'o BMUOa TO-
Bapa

J

1. jingle
peKJIaMHuHA KyIJjeT

2, joint exposition
COBMECTHas 3KCNO3MUHA

" 3. jumbo

cemefinasa", mna Gonbworo
sanaca /o0 pasmepe yna-
KOBKH/

K

1. keeper

npy3, BO3HarpaxieHue,
KOTOPO€ MNOTEeHUHANbHHA
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noxkynaTenb MMeeT NpaBoO
OCTaBHUTh Yy celba Hes3a—
BHCHMO OT TOro, cosep-
WHT JIM OH MOKYNKy TOBa-
Pa /O6HYHO NPH NoAnNHCKe
Ha YTO-nuoo/

2. key customer
QCHOBHON KJIMEHT

3. keystoning
Ha3HaueHHe PO3HUYHOA ue-
HH NyTeM aBTOMaTH4Ye€CKO-
TO YyOABOEHHS ONTOBON LUEHH
cM. Takxe triple Kkeysto-
ning

4. key talent
KpynHas TBopuYeckaa ¢ury-
pa

cMm. above the line

5. kidviad
"nerckoe muaeo" /Tenenpo-
rpamMal M BHOEOKACCETH,
npenHasHaueHHwe LA ne-
Ten/

6. knock off
NeweBaa KONWA [opororo
¢upMeHHOro Tosapa /oco-
6eHHO B HHOYCTPHM roOTO-~
BOro miarba/

L

1. labeling claim
yTBEDXIOEHHE O KauvecTBe
TOBapa, comepxameecsa Ha
3THKeTKe

2. lackluster
HeynayHui, GnenHmft /o

KaKofi-TO pPekKJIaMHORN KaM-
navuu/

3. Lady of the House
“noMawHAa xo3faprka" /ue-
JleBOA PHHOK c6uTa Inf



XO3AACTBEHHHX WU KOCMEeTH-
HYeCKHX TOBapoB

4. laggard
norpeduTensb, BOCHPHHHMA-
MR HOBHA TOBap B nocnen-
HI0I0 ouepenb

5. large-scale consu-
mer
ONTOBHA NOTPeSHTEeNb

6. late fringe
nosnHee "norpaHuuyHoe"
BpeMs
cM. fringe time

7. late majority
3anosnasioe 6GOJIbLIMHCTBO
/nonM, BuXHOalouMe, noka
ofuleCTBeHHOEe MHeHHe
NnpH3HaeT TOBAp HOCTORHLIM
npuodperenua/

8. launch
1. BHNyCK HOBOro ToBapa
Ha pHHOK /T.e. ero pe-
KJaMa, nporpamma Mepo-
NPUHATHA NO CTHMYNHpOBa-
HHI0 COHTAa M OQUCTPUOYUHA/ §
2. BHNyCKaThb TOBap Ha
PHHOK

9. layout department
PeKks1aMHO-0POPMU TENbCKHA
uex

10. lead time
BpemMsa, HeoO6xXoauMmoe N
fnocraBkH 3akasa /oT no-
CTaBmHMKA B PO3HHUYHHI
MarasuiH ¥ t.n./

11. leaflet
TOHKAA pexsiaMHasa 6po-
ugopa

12. legal check

npoBepka HWPHAHYECKON
NnpaBOMEPHOCTH /3aKOHHOC-
TU/ PEKNaMHOI'O NpPeIIOKSHHA
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13. legs /to have
/pasr./ xopouwo HATH,
OHICTPO pacnponaBaThCAH
/o ToBape/

14. lettershop
"nourosasa koHTopa", cne-
unHanbHoe yuypexieHHe
/oupMa/, 3aHHMawwmeecs
TEeXHHYECKHMH BOMNPOCAMH
nepecwiKy NOYTOBORA KOp-
pecrnoHgeHuud /B npaMon
NnoYToBOA pekname/

15. lifestyle
ofpa3s XM3HM /CyMMa nemMo-
rpadHuyeckux M ncCHxorpa-
dHUECKHX XapaKTEepPHCTHK
Pas3jIMUHHX rPynn norpe-
outenen/

16. lifestyle seamen=-
tation

cerMeHTHpPOBaHHe pPhHHKa
Ha OcHoBe naemorpadunuec—
KHX M TcuxorpadHuyecKux
KPHTepHeB, npencTaBAw~-
mHX B cymMe "o6pa3 Xus=-
HHU" pa3JIMYHHX NOTpPesU-
TeNbCKHMX rpynn
cMm. lifestyle

17. light buyer
HENnoCTOsIHHHII NMOoKynaTefb

18. light user
NnoTpetNAuWHi ToOBap He-
YacCTO U B HeGONbUIHX KO-
NHUyecTBax /0 norpebGutre-
ne/

19. line
TOBapHas CcepHSA
cMm. Takxe product line

20. line extender
HOBHA ToOBap, ABAAKWUNACA
MonudMkauHenr craporo



21. line extension
pacuMpeHue CepHH POACT=
BEHHHX TOBapOB /BHMYCK
HOBOf! Pa3HOBUOHOCTH/

22. list
CIIHCOK PaCCHJIKM, pacCH-
JIOUHHI! CNHCOK /B npaMof
nouytroson pexname/
cM. Takxe mail list,
mailing 1list

23. list broker
"anpecHut Maknep" /no-
CpenHHK, NpenoCTaBJIAnIMM A
agpecHHe CMUCKH ORHOM
¢upmMa mpyroft dupme/

24, list company
¢éupMa-nocTtaBuMk agpec-
HHX CINHCKOB

cM. addressing company

25. list-compiling
firm
¢upMa-cocraBuTenes ampec-
HHX CINHUCKOB

26. list rental
npepocraBnesne Gupmon
CBOEro ampetHords: Cnucka
nopyroft ¢upme Ui OMHO-
KpaTHOr'O HCIOJIb30OBaHUA,
"B apeuny"

27. listenership
cnymaTenbCkaa ayOUuTOPHR

28, 1listing fees, pl
nnata sa pekJjlaMHHe ycC-
JIyru, B3HMaeMaf yHHUBep-
caMaM{ C OINTOBHX TOpPIOB-
ueB /3a ycnyrs no Ctu-
MyJIMpOBaHNI COHTa TOBapa
Yyepe3 yHHBepcaM - peksa-
Ma BHYTPHM Marasuta, no-
MelmeHue peKNaMHHX OGbSB-
neHut B rasere H T.4./
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29, Little America
Method

MeTon onpeneneHuna sddpex-
TUBHOCTH PEKJIaMHON Kam-
fmaHuy B obmeHalMoHaNb-
HOM MacmTaGe no pes3ynb-
TaTaM ee NpoBeOeHua B.
MECTHHX YyCnoBuax /Ha He-
GONBUUX PHHKAX/

30. Little Sisters,
pl
M3IBECTHHE MacCCOBHE XeHC-
KMe xypHana B CHUIA /"Self",
"Working Mother" "Wor-
king Woman" u "Ms. Sav-
vy"/; "cecrpuukn"

31. livina habit
ofpa3s XH3HHU

32. load up
"Harpyska"; npueM cO6uHTa,
HCronb3yeMuit B TaK Ha-
3HBaEeMHX KHHUXHHX M My3H-
KanbHHX KJly6ax, Korma
nokynareso, npuoépeTaiwn-

meMy OBe Unu TPH KHUTH

HJIH TUIACTHHKH M3 CepHH
aBTOMATHYECKH BHCHJIANTCSH
OCTaJIbHHE BHIIYCKH, C
exeMecAYHHM CYeTOM 3a
HUX

33. logo
JIOrOTHN; rpaduueckuft
SHaK ¢UPMH HJIH OpraHu-
3auuu

34. long form
Tenenepenavya, MOViwaa B
"nukoBoe BpeMa" U 4IA -
masaca Gonee 2-X 4YacoB;
" IVTMHHHA xaHp"

35. loose inset
pexnaMHHft Bknanwy /B
neyatTHoe HanaHue/



36. loss leader
TOBap, CreuHasbHO Npo-
naBaeMuit no ce6ecrou-
MOCTH /UNH HHXe ee/ C
uenbio NOBHCHTL CNpPOC Ha
KaKde-TO Opyrue ToOBapH

37. low-pressure
advertising

HeHaBA3YMBAA pekKJiama

38. low-end market
PHHOK QOelueBHX TOBapoOB H
ycnyr

39. luxury-car
HOpPOron aBTOMOOHNB

M

1. Macromarketing
MaKpOMapKeTHHI' /U3yJyeHue
NpoueccoB 3KOHOMHYECKOTrO
o6MeHa B 3KOHOMHKEe B uesoM/

2. made for
/xapr./ kKHHOOHNbLM, CHA=
THR 1A nokasa cHauana
no TeJieBHAEHHIO

3. made-to-measure
CUMTHA NO MepkaM, HHOH=
suayaseHo /o6 onexne/

4, Madison Avenue
M3 COH-aBEeHW
cM. Ad Alley

5. magalog /magazine+
cataloque/

XypHan-KaTtanor, HCHonb-
syeMul dUpMaMH NOCHUION=
HOA TOProBJIH, B KOTOPHA
BKJIIOUEHH pekJiaMHue OOb=-
fiBsieHna OUPM, NPOOYKUHA
KOTOpPHX He npencrabljieHa
B KaTaNnoXHON pyOpHKe

6. magnum
CTEeKJNIAHHaa OyToUlka emM-
KOCThW B 2/5 rannosa,
Hcnonbp3ayeMmaa OOHYHO OnAa
pa3nuBa BHHa

7. mailgram
niceMo-TeJsierpamma /KoM=
OMHHUpPOBaHHOEe Tenerpad-
HO~-NOYTOBOE OTnpaBJ/ieHHe,
nepenasaeMoe Mo Tenerpa-
éy B Onuxatiuee k anpeca=
Ty NOYTOBOE OoTHnenexue,

H saTeM OTlpasnfgeMoe
eMy NnO nouTe cCpaBHUTENb-
HO Hepmoporas ycnyra/

8. mail list
CNHCOK PaCCHUIKH
cM,. list

9, mailing list
CMHUCOK PaCCHUIKH
cM,. list

10. mail order
saKa3s no noure

11. mail-order
advertiser
peksamonaresnbp cédepn rno-

CHJIOYHOR TOProOBJIH

12. mail-order
catalogue
KaTranor nocChJIOYHOR TOp=

TOBJIH

13, mainstay
MOCTOAHHO NPHCYTCTBYIO=
WMHA, TNMOCTOAHHO HUCMNONbL=
syemuil /Hanp., marke=-
ting mainstay - cpen-
CTBO, MOCTOSAHHO HCMHONbL=
syemoe B MapkeTuHHre/

14, maintained

mark-on



NnocTosHHAA HaueHka /pas-
HHIlA Mexy CTOMOCTBLW HO-
CTaBJAEMHX B PO3HUYHHNA
MarasMH TOBApOB M HX pO3-
HUYHON IteHON/

15. make-good
KOMIMEeHCAaTOPHHA NpoKaT
PEeKJIaMHHX DPOJIMKOB, OCy=-
mMecCTBIAAEMHN TeJIeKOMNaHHU=
et 6ecnyiaTHO KAaK MOKPH=-
THE TMOJMHOCTBHI MJIM YaCTHY=
HO HEBHIOJIHEHHHX o6Aa3a=-
TennCTB nepen pexksaMopa-
TeneMm

16 . make-or-buy
decision

peuweHne éUpMH O nNpouason-
cTBe COGCTBEHHOro TOBa-
pa onpeneseHHOro npous-
BOOCTBEHHOI'O HAa3HauYeHHud,
MM 3aKyrnkKy ero y Apyrux
dupm

17. maker
dupma-uarorosurens /OGHY-
HO B CJIOXHHX CcnoBax, Ta-
KMx kak car maker u T.n./

18. management con-
sulting

KOHCAJITHHT 110 MeHeOXMeH-
Ty /nsaTHHe yCnyru, npe-
OOCTaBnfieMHe He3aBHCTH-
MHMH JIMIIAMH HJIM dUpMaMH,
HMewmMue cBoefl Lenblw oka-
3aTh nNoOMOmL B peleHye
npo6seM yrnpaBJIeHUA NpPoO-
H3BONCTBOM HJIH OpraHusa-
uuen/

19. management deve-
lopment
KYPCH NOBHUIEHUNA KBaJNH=-
dukauun pyxosonsmero
3BeHa ynpaBJyIeHHA

20. management game
nenoBHe MIpH, HCNONbB3Y-
eMHe KaK cpencTtsBo OO6y-
YeHUA npuemMoM yrnpasine-
HUA

21. management process
school

COBpeMeHHafA mKoNa MeHenx-
MeHTa, MNOCTPOEeHHas Ha
aHanuse ynpaBfIeHUYEeCKHX
dyukuuf /nnaHupoBaHUA,
KOHTPOJZIA M OpraHu3auuu
NMPOU3BOACTBEHHHX MNpounec-
cos/

22. management trainee
cTaxep Ha ¢upMme /Menen-
xep~craxep/

23. manit
/enuuuna usMmepenusa/ omg-
Ha 4YeJIOBeKO-MHHyTa Nnpo-
u3Ipoacrea

24. manual
CrpaBoOYHHK /nepeyeHb He-
o0XOOUMON IUIR KOHKpeT-
HOMt oOGJs1acCTH neJIoBOl ak-
THBHOCTH MHAOpMALUH, HH=-
CcTpykKumMit, npafcinuToB H
T.0./

25. manufacturer
coupon
TOBAPHHA KYMNOH, BHMyCckKa-
emuft "dupmon " -npouasonu~
Tesp TOBapa /B nporpam-
Me CTHMYJIHPOBAHUA cOHTa/
CM., coupon

26. manufacturer's
agent
areHT OGMpMH-NpOH3IBOAKTE-
NI OMNTOBHMA TOpProaseu,
NoCpenHUK, He ABIAMLMHACS
COGCTBEeHHHKOM Nnponapae-
MOro MM TOBapa /areHT
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OOHYHO npencTaBJiIAeT Npo-
OYKIHIO HECKONbKHUX HEKOH=-
KYypPUpymmHXx Mexny coboft
dupMm-nponssonureneft,
npenHa3sHayeHHYw IUIA On-
peneneHHot cdéepn TOPromp-
nu/

cM. Takxe MR, manufac-
turer's representative

27. manufacturer's
brand
MapouyHoe Ha3BpaHue ToOBa-
pa, npHHamiexamee npo-
H3BOIUTESII0 CAMOro ToBa-
pa

28. manufacturer's
representative
npencrasurenp OGUPpML-H3=-
roroeurenss, areHr OUpmu-
H3roTOBHTENA
cM. Takxe MR, manufac-
turer's agent

29, marginal buyer
MapruHansHeR, “norpa-
HUYHEA" nokynarens /T.e.
TakKkoN TNokynaTenb, KOTO-
pHIl BO3OEPXUTCH OT MO-
KYyTNKH oOnpenesieHHOro To-=
Bapa B ciyvyae NOBHIle=-
HUA LeHH Ha Hero/

30. marginal pro-
ducer

MapriuHanbHHA NPOU3BOAU~
Tene /T.e. Takas OupMma,
npuoEUIb KOTOPOR OT pea-
nM3auuu CBOero ToBapa
eBa NOKpHBaeT 3aTpaTh
Ha ero Npou3BOACTBO/

31. marginal seller
MapruHaJbHHR TOproseiy
/T.e. Tako#i Toprosen,
KOTOPH OTKaXeTcs Nnpo-
naBaTh TOBap, €Cnu Le-—

Ha Ha Hero 6yneTr cHuxeHa/
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32. markdown
CHHXeHNe YCTaHOBJIEHHON
paHee PO3HHUYHON LIEHH

33. markdown cencel-
lation

NOBHILEHHE 1leHH, paHee
CHHUXEeHHON /B PO3HHUYHOH
Toprosne/ /OHO He QOoONX-
HO npesBHlaTh NepBOHAa-
YaslbHO YCTAaHOBJIEHHON Ha
TOBap ueHH/

34. markdown money
OeHexHas cymMMa, KOTOpYyW
nosiydaeT PO3HHYHHI TOp-
rosen or ¢NpMH-nNpoOnU3IBO-
OUTEeNns B Cnydae, ecnu
ero ToBap He pacnpompa-
eTrcs /OOHH H3 CywecCTBEeH-
HHX TNYHKTOB KOHTpakKTa
Mexly TODProsiieM H NpoHu3-
BoouTteneMm/

35. market
1/ puHOK; OGHUYHO kKakofi-
TO onpeneneHHH cerMeHT
BCero norpebUTenbCKoro
phHHKa
CM. Takxe target market
2/ coxp. oT market price

36. market
OCYmeCTBJIATh BeChb KOMM-
JIeKC MeponpHATH#l, CBA-
3aHHHX C peanulaunnen
TOBAapa HA PHHKe, Hauyu-
Hafg C ero nNpou3sBOOCTBA
H KOHYas RUcCTpubyunuen
® pexnamont

37. marketability
CnocoB6HOCTP Hexoero ma-
TepHanpHOoro o6bexra /To-~
Bapa Hnu ycnyrn/ OHTH
ob6pameHHEM B HaJINYHHEe
neHbIrHu



38. marketable
npoaaxecnoco6Hul /o To-
pape/

39. market analysis
aHaJM3 pHHka /OOWH H3
acrneKkTOB H3YYEHHA pPHHKA,
BKJAWYANUHA oOnpeneyneHdHe
€ro KOJIMYECTBEHHHX H
Ka4YeCTBEeHHHX XapakTepuc-
THK/

40. market audit
pPEeBH3UA DHHKA; MeToxn
H3YUYEeHHA MapKeTHHTOBON
AKTHUBHOCTH U CTPYKTYPH
6usHeca /C LeNlbO® BHAB-
JIEHHA cnabux mecTt/

41, market behaviour
COCTOfIHHE pPHHKA COHTa

42. market decision
NPHHATHE pPEeleHHA O PHH=-
Ke conTa ToBapa

43. market develop-
ment

cTaHOBNeHHe /dopMHpPOBa-
HHe/ pHHKAa

44, market dominance
NUOHpyWLlee NOJIOKeHHe Ha
pHHKe

45. market-driven
/marketing/
/MapKeTHHr/ OPHEeHTHPO-
BaAHHHA Ha peaybHuHe 3a-

npocu norpescuTrenen

46 . marketer
édMpMa, ocyuecTBiAMag
MapKeTHHI' CBOero ToBapa;
peksiaMmomaTenb

47. market explora-
tion
H3yuyeHHe pHHKA
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48, market factor
paHOYHHN dakTOop, dakTOp
cOHTa

49. market failure
npoBan pHHka /cuTyauus,
KOorna puHHOYHafA 3KOHOMHKA
He crnpasBifieTCA C 3ana-
yent 3ddekTHBHOIro pacrnpe-
neneHUsA MaTepHaNbHHX pe-
cypcos/

50. market fit
PHHOYHOE COOTBETCTBHE
/BEPOATHOCTbL TOrO, 4YTO
HOBHI1 TOBap OyneT nojb-
30BaThbCA CHPOCOM Yy Tex
Xe noxynareJsiefl, KOTOpHe
NOAB3YWTCA HOPYTHMH TOBa-
paMH 3ToR xe ¢HpPMH/

51. market-grid
approach

"peuweTka" /aHalHTHYeC—-
KOe CcpencTBO CerMeHTH-
pPOBaHUA pPhHIHKA, B KOTO-
POM PHHOK npencrasifAer-
CA MaTpHuel, pa3aeneHHOH
Ha CerMeHTh NO peneBaHT-
HEIM NpH3Hakam/

52. market ideoloqy
¢unocodun phHka

53. marketing agency
areHTCTBO, 3aHHMawuweecsa
MapKeTHHI'OM

54. marketing boards,
pl

COBETH MO MapKeTHHIY
/areHuTcrsa, coslaBaemue
C LUeNnblw MOHOMOJIH3IHPO-
BaTh COHT onpenejieHHux
TOBApOB, B OCOGEHHOCTH
CeJIbCKOXO3ANCTBEHHON
npoaykuuu, OHH oObenun-



HAT OGOoJnbOe Yucno MmMen=-
KX npoussonuTeneft u
ABJIANTCA NOCPEeIHUKOM NpH
neperosopax C HeMHOro-
YACJIEHHEIMM ONTOBLIMKM 3Aa-
Kymuukamm /

55. marketing concept
déunocodma MapkeTHHra
cMm. broad business phi-
losophy

56. marketing cost
analysis

aHaJIK3 MapKeTHHIOBHX
sarpar /T.e. 3arpar
C MOMEHTa MNpPOH3BOICTBA
roToBOfl NMPOAYKLUHUH IO ee
NOCTABKN KOHEYHOMY noTpe-
6UTENw U NONYyYEHUA On-~
naru/

57. marketing-domi-
nated strategy
CTpaTerus MeHeOxMeHTa,
CTaBAwWaA BO IJaBy yria
NnOoTpe6UTEeNbCKUR CMNpoc;
OpPHMEeHTHpOBAHHAA Ha Map-
KeTHHT

58. marketina func-
tions, pl
dyHKUIMKM MapKeTHHIra: no-
Kynka, npomaxa, nocras-
Ka, CKJlaaupoBaHue, cCoOp-
THPpOBKAa, CTaHpnapTH3auuAa,
dMHaAHCHPOBaAHHUA, NPHHA-
THe OTBETCTBEHHOCTH 3a
pPHCK B cO6op MHOOpMaLUH

59. marketing infor-
mation system
CHCTeMa MapKeTHHroBoO#
nudbopmanum /BCA CHUCTe-
Ma cbopa, aHanM3a, Xpa-
HEeHUA M pacnpocTpaHeHus
HHdopmMauum, uUMemwnen He-
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nocpencTBeHHOe OTHOuwe=-
HMEe K MapKeTHHIy, HC-
nonb3yemana naHHoi dupmon/

60. marketing intel-
ligence

MapkeTHHIOBasa pa3Benka
/4acTb CHCTEeMH MapKeTHH-
roeon nHPOpManuu, Kacaw-
masacA coéopa IHaHHHX O
NOCNenHNX OOCTHUKEHHUAX
B MHTepecywoumet d¢upmy o006~
nacrtu/

61. marketing
management

MeHeIXMeHT MapKeTHHra
/nnauvupoBaHusa, ynpasie-
HHe M KOHTPOJIb BCexX Map-
KeTHHIrOBHX onepauuft, B
TOM UYHCJle nNocTaHOBka 3a-
nay MapkeTuHHra, pa3padoTr-
Ka nporpaMMbl ¥ CcTpaTermnu
MapKeTHHI'a, 3aKperJieHue
3a 3THMM NporpamMmamH on-
penesieHHOro népcoxHana,
cynepBafi3uHI MapKeTHHIO-
BHIX oOnepaunuit ¥ KOHTPOJNb
ucnonueunn/

62. marketingmanship
Mepa KBanuypyuMpOBaHHOCTH
npoBefieHUsA MapKeTHHra
TOBapa MNM yCnyru

63. marketing mix
dopMyna MmapkeTuHra, 4
COCTAaBJIAKIHUE MapKeTHHra:
neHa, ToBap, peknaMma H
pa3sMmemenne /paspadoTraHa
Bnepsne Hunom BopmeHOM,
aMepHKAaHCKMM 3KOHOMHC-
TOoM/

64. marketing re-
search



MapKeTHHIOBHE HCccleno-
BaHua /npouecc co6opa,
3anMcCy H aHanuila HHOOp-
MauuH, Kacawwmefica map-
KeTHHI'a TOBApOB H yC-
nyr/

65. marketing re=-
search informa-
tion

OaHHHE HCClenoBaHWM Map-
KeTHHra

66. Marketing Science
Institute
HHCTHTYT MapKeTHHIOBHX
uccnenosauun /CUMA, KeMm6-
puax, wrarta Maccauyccerc/
CM. Takxe MSI

67. marketinqg-ser-
vices firm
¢vpMa, OKas3HWBawmasa pas-

JIMYHHE MapKeTHHI'OBHeE
yCJHYIrH, MapKeTHHIOBAaf
éupmMa

68. marketing tool
cpenCcTBO MapKeTHHra,
MapKeTUHIOBHA nNpHeM

69. market niche
HEeOOJNbIION CEerMEHT pPHHKAa,
noaxonfauwKf IJIA Mapke-
THHra, Kakoro-jJu6o onpe-
neneHHoOro ToBapa
cM. Taxkxe niche

70. market-oriented
production
NPOH3BOLCTBO, OPHEHTHPO~

BaHHOE@ Ha KOHKPEeTHHRA’
PHHOK /T.€. NPOH3BOACT=-
BO TOBapa B TOR cTpa-
He, rae Npou3BOMUTCA
ero npomaxa/ /B Mexay-
HApOOHOM MapkeTHHIre/

71. market outline
MEeCTO TOBapa Ha DHHKEe
/oCGluee npencrasiyieHHe O
MecTe KOHKpeTHOro BMIa
MM MapkH ToOBapa B O06-
men cucTeme pHHka/

72. market penetra-
tion

BHeOpeHHe, NPOHUKHOBe-
HUe /ToBapa/ Ha PHHOK
/oonsa, npuHamexauas
KOHKpeTHOMY BHAOYy TOBa=
pa B o0uen COBOKYINHOCTH
NnONOOGHHX TOBApPOB HA DPHH-
ke/

73. market presence
NPUCYyTCTBHE HAa pHHKe;
HalMyue y OéUpmMul pekna-
MH, oO6GnanaHue YCTORUYH=
BOA penyrauMen cpenu
norpeduTeneNn H KOHKy=-
PEeHTOB

74. market price
pHHOYyHaA ueHa /T.e. pe-
anbHaA LleHa, NO KOTOpON
B OaHHWA MOMEHT npona-
erca tosap. Cokp. mar-
ket/

75. market profile
cpe3 puHka /uHdopMmauusa
O NOTeHUHANbHOM noOKyna-
TeJie WJIM aHaNHu3 MNOTeHUHU-
AJIbHOI'O pPHHKA CcO6HTa no
HHOMBHAOYANbHHM XapaKTe=-
PHMCTHKaM: BO3pacT, non
H T.O./

76. market represen-
tative
npeACTaBHTEJIb TOProBOA
¢HpMH MO rpynne TOBapoOB
/COTPpYOHUK OTHeNna 3aKy=
nok ¢upMH, 3aHUMaKWHA=-



CA onpeneneHHoOf rpynnoft
TOBaApOB ¥ NpenocTaBJNAI=
mMHA HHOOPMALHI0 O HHX
nokynarteJyiaM MarasHHOB,
KOTOPHMH BJiaZieeT HJIH
ynpasnser ¢upma/

77. market research
HCCIleNOBaHWA phiHka /yacThb
MapKeTHHI'OBHX HCclenosa-
HHR, 3aHUMaKWAACA H3yye-
HHeM ocoOeHHOoCTeR pHHKa,
€ro CTPYKTYpPH H oGbema/

78. market segmenta-
tion

cerMeHTHpOBaHHe PHHKa
/pasneneHHe pHHka COHTa
onpeneneHHoro sHOa uige-
NYA Ha pa3’jiyHHe KaTe-
rOpHH NO TaKHM MpPH3Ha=-
KaM, KaK MecToNoJioxeHHe
ur.n./

79. market share
PHIHOUHAA RONA, AONA PHHKA
/NPOLEeHT, KOTOPHA NpH-
XOOHUTCA Ha A0 NOKYMNOK
onpeneneHHoro dUpMeHHOro,
MapoyHOr'o TOoBapa OT BceR
COBOKYIHOCTH NOKYNOK TO=
Bapa OaHHOrO BMAOa, Hanp.,
noMann ¢éupmu "Revlon”,
mapkyu "F&I" oT BCcen no-
ManmH, npoonaBaeMof Ha
pHHke/

80. market-share
leader
Benymas éHpma no nokasa=-
TenAM saHUMaeMoil noJau
pHHKA

81. market skimming
“cHATHe cnuBOK" /ycra-
HOBJIEHHEe BHICOKOHA HcXon-
HOR LEeHH Ha HOBHA TOBap
C Uenbi0 OHCTPO OKYNHTHb
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NPOK3BOACTBEHHHE H Map-—
KeTHHIOBHE 3aTpaTH/
/cTpaTerida neHoobpasoBa=-
Hua/

82. market strateqy
PHHOYHAaA cTpaTreria /Bu-
paboTka MapKeTHUHIOBOI'O
noaxoxa, MNo3BoOnAlUETO
BHINOJIHHTBL NOCTaBlCHHHE
nepen HOBHM BHMIOM TOBa=
pa 3amayHd no cOuTty/

83. market structure
analysis

AHAJIUS CTPYKTYPH DPHHKa
/H3ydyeHHe TOBApPOB KOH=
KYPHpPpyMuHX ¢UPM Ha
onpenesneHHoM phHHKe H
OTBETHOA peakKudu norpe=
ouTelsiel Ha HHX C uesNblo
BHPAGOTKH OINTHMAJNbHOTO
peuwleHHA O BHEWHEM BHUIe
TOBApa M INO3HUHOHHPOBa=-
HUM ero Ha phHke/

84. marking
MapKHpOBKa TOBapOB
/cHabGxeHHe TOBapoOB TOpP=
TOBLIMH fAIpNEIKAMH C yKa-
SaHUMeM lleHH, pa3Mepa H
T.R./

85, mark-on
PO3HHYHAA HaleHKa; pa3s-
HHLA Mexny ce6eCTOH=
MOCTBI H PO3HHYHOR Le=
HOM
cM. mark-up

86. mark-up
PO3HHUYHAA HaueHka
cM. mark-on

87. marriage mail
COBMeCTHad PpaccChiKa no
noyTe pPekKJaMHHX OObSiB-
JIEHUNA HEeCKOJIbKMX pas-



nUuYHEIX OUPM /C nenbio
COPKOHOMHTBL Ha MOYTOBHX
pacxonax/

cM. Takxe network mail

88. mashion /mass +
fashion/
/xapr./ MaccoBas Momna C
npeTeH3nent Ha "OU3anHep-
ckoe" ucnonHeuue /rakue
dupMu, kak Gloria Vander-
bilt, Jordache, Sasson/

89. mass-circulation
magazine
MACCOBHN XypHan

90. mass-market
WHPOKOr'o cHpoca, Macco-
BHl /O TOBape/

91. mass marketing
MAaCCOBHI MapkeTHHT /Me-
TOO NMPOAAXW KPYMHHX nap-
TUR ToBapa JNMBOMY TNOKYy-
nareno, OGHYHO NpPHMe-
HAETCA B CylnepMapkeTax
1 PO3HHYHHX MarasnuHax,

TOPryoiUX MO CHHUXEHHHM
unexsam/

92. mature indust-

ries, pl
"npecrapenue" oTpacnu
NPOH3BOACTBA, CMNPOC Ha

nponykKunnw KOTOPHX He
nMeeT TEeHOEeHIHH K POCTY,
HNH ucnonp3lywimue ycra=
penne MeTroOon NpOH3BOL-
cTBa

93. Mc Kittrick
"MakKHTPUK" /exekBap-
TanbHOe cnpaBodYHOe H3ga-
HUe, Jawmee CMNUCOK Bcex
peksnamomarTenell ¥ MX pek-
NnaMHHX areHrcTs CllA/

CM. Taxxe McK
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94. mechanical
TexXHUYeCKUN MakeT /B
nevaTHoh pexname/

95. media
cpencTBa peknamu /nedars,
panMo u TenesuneHue/

96. media adverti-
sing
peknama B CcpencrBax Mac-
COBO#f KOMMYHHKAaUHUH

97. media adverti-
sing expenditu-

res

3aTpaTH Ha peksamy B
cpencrBax MacCoOBOM HH-
dopmanuu

98. media analysis
aHanu3 CpencTB pekJlaMH
/M3ydyeHue BO3MOXHHX
NOOXOHNOB K OpPraHHW3auuu
pPexksaMHOfl KaMIaHuu B
cpencTBaX MaCCOBOfl MH-
dopMmanum, HanpaBJIeHHO#
Ha WMPOKY MK Ccheuna-
JIN3UPOBaHHYl0 ayaHTOpHI0/

99. media audiences,
pl
aynuTopus CpencTtB Mac-
coBONi HMHOPMaUUU

100. media buy
MOKynKa MecTa ¥ BpeMme-
HU B CpeICTBax pekJlaMu

101. media buyer
peknaMHHR areHT, 3aHU=
MammuficA NOKYNKOR pe-
KJ1aMHOTI'O MecTa M BpeMme-
HM B CpencCTBax peKJlaMul

102. media costs,
pl
1/ uanepxkM Ha cpencrsa
pexylamul; 2/ pacleHka

cpencTB pekJjiaMu



103. media clearance
body
opraH KOHTpPOJIa 3a cpen-
CTBaMH peKJiaMel

104. media decision
NPHHATHE peuleHUua o6 Uc-
NOoNbL3OBaHHH onpenesieHHHX
cCpencTB pekJsiaMul B pekJiaMm-
HOA KaMnaHHH

105. media director
ynpaBiAouWUN no cpencrsaMm
pekylaMil /COTPYLOHHUK pek=-
JIJaMHOT'O areHTcTBa, OT-
Bevawuil 3a BHGOP peK-
JlJaMHHX CpencTB IJia npo-
BeleHHA PpeKJlaMHOll KaM-
NMaHHH H 3a pasMeuweHHe
B HHX PeKJIaMHHX oObsaABJe-
Hun/

106. media investment
ACCHrHOBaHUA Ha CpencT-
Ba pekJyiamMu

107. media manace-
ment
PYKOBOACTBO CNyX60R
cpencTB pexsamu /B pek=
JlaMHOM aresHrcrse/

108. media plan
nnaH MCNoNb30OBaHHUA
CpPencCTB peKnamu B pPek-
JlaMHOM KaMnaHuu

109. medium buyer
YMEpEeHHHI1, CpeaHHN no-
KynaTensb
cMm. Takxe moderate buyer

110. mega=-agency
pekJlaMHOe areHTCTBO -
rHraHT; KpynHoe pexsiam=-
HOE€ areHTCTBO C MNOJIHHM
UHKJIOM ycayr

111. megameraer
cusiHue OHUPM-TUraHTOB
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112, membership
groups, pl

rpynnu nwonen, o6benHHEeH=-
Hue no ¢opMasibHOMY IMPH3 =
HaKy MNpPHHANAEXHOCTH K
KaKOR-TO o6iecTBEHHON
opraHdsauud /B TOM 4YuC-
ne u "“toprosomy kayoy"/

113. merchandise
cataloque
TOBaAPHHA KaTaJjor

114. merchandise
manager
yTNpaBJflmKiA No Toprobie
/B pPO3Hu4YHON Toprosne/;

OTBEeTCTBEHHOE JIHLO,
KOHTposnupywumee 3aKyIkH,
npomaxy M yyeT TOBapOB
B MarasuHe

115. merchandise
mart

AEeMOHCTPAUHOHHO-TOPOBHA
KoMrnekc /6onbuwoe TOp-
roesoe nomeumeHde, nNpUHag=-
nexaumee éupme-npoU3IBOAH-
Tesw, rne NpoBOAMTCA ae-
MOHCTpaUUAa ToBapa H 3a-
KJAYaKTCA TOproBue cnen-
Kku/

116. merchandising
MepyYaHOafn3uHr /noaro-
TOBKAa TOBAapoB K npouaxe
B PO3HHYHON TOprosne C
nenbo MNpUBIeYeHWa BHH-
MaHHA nokynartenef - pas-
MeuleHHe B TOpProBOM 3aJle,
OONOJIHHTEeNbHasd ynakoBKa,
YCTaHOBKA pPekJiaMHHX
rJlaHweToB M nOp./

117. merger
CJIMAIHHEe norJioueHHe on-

HOR ¢HUPMOR npyron /npu



3TOM COXpaHsAeTCsa Ha3lBa-
Hue M CTpykTtypa OOHUpPMH,
nornoTuBuwen 6onee cia-
6yw dupmy /

118. merge/purge
onepauus Ha KomnblTepe,
uenmw KOTOpPO# ABNAeTcCA
OGHOBJIEHHE TOYTOBHX
CNUCKOB /HUCKNoYeHue on-
peneneHHHX anpecos, BBe-
OeHNne HOBHX alpecoB H
T.On./ /B NPAMOR NOYTOBOM
pexkname/

119. message environ-
ment
KOHT@KCT pPeKJIaMHOro o6-
pameHus

120. me-too
/xapr./ cnauanue HeGONMb-
wot (UPMH C KPYMNHON
cM. Takxe minimerger

121. metro area /met-
ropolitan area/
MEeTpONOJIMCHHA apean

122. metropolitan
newspaper
MeTpPOTNONHCHAaA raseTa

123. micromarketing
MHKPOMApKEeTHHI /ui3yue-~
HHe MNpoueccoB 3KOHOMH~
YecKoro o6MeHa B KOHK=-
peTHHX ¢upMax/

CcM. macromarketing

124. microwaveable
npenHa3HaYeHHHA IJIA TPH-
TOTOBJIEHUA B MHKDPOBOJ-
HOBOH mne4yu /O NuUmeBHX
nponykTtax/

125, mid-range
market
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PHHOK nNOTpebHUTeNbCKHUX
TOBaApOB CpenHeff CTOU=-
MOCTH

126. middle-of-the-
line merchandise
TOBap cpenHero kaudecrsa,
OOGPOTHHR TOBAap

127. Milline Rate
Formula

METOOMKA COMNOCTAaBJIEHHUA
CTOHMMOCTH DeKJaMH B pas3-
JMUYHHX rasetax /CTOMMOCTBb
3a pekJIaMHyKw CTPOYKYy ne-
JIMTCA Ha THpPax H3OAHHA

U yMHOxaeTca Ha 1 mnn/

128. minimerger
CnuaHNe HeOboNbuolt TexXHUu-
yeckoft (MPMH C KpPYNHOR
KOMIasuen
cM. me-too

129. mislabelingo
HernpaBHJIbHAA MapKHPOBKa

130. misredemption
HenpaBHJIbHOE norameHHe
/xynouos/

131. missionary sel-
ling
“MuccuoHepcTeo” /ucnonb-
30BaHHE KOMMHBOSIXEPOB Ha
HOBHX yYacTKax Mmif npo-
naxd HOBHX TOBapoB/

132. Mister Magoo
"mucTep Mary", nepcoHax
CrneuMasibHHX PeKJIaMHHX
POJINKOB
cM. abnormal Magoo

133. mobile exposi-
tion
nepenBUxHaA BHCTaBKa



134. mobile unit
nepenBuxytias TenekaMmepa,
Hucrione3yeMad nns penop-
Taxeft ¢ MecTa COGHTHA
/B TeneBu3MOHHON pexna-
me/

135. moderate buyer
CpenHHuit nokynaTenb
cMm. medium buyer

136. model stock
ofBpa3uoBuHit 3anac Tosa-
poB /Heo6XonHMoe KONMH-
YyecTBO HeOOXOOHMHX TO=
BapoOB B HYXHOM MecCTe B
HyxHOe Bpemsa/

137. mom and pop
outlets, pl

ceMeftHHe MarasuHH /oOHY-
HO HeOGonbue TOProOBHE
TOYKH, OGCNYXHUBaeMHe
cHslaMM onHoOf* cCeMbH, HMe-
jomefl OrpaHHYeHHH#t kKahu-
Tan/

138. money center
bank

KPYINHHA KOMMEepYeCcKHN
GaHK

139. motor freight
aBTOMOOGHNBHHR rpy3 /TO-
BapH, TpPaHCNOpPTHPYyeMHe
ABTOMOOHIIBHHM TpaHCNop=
TOM/

140. move product
"nBuraTe" TOBap, yBeIH~
yuBaTh ero cOHT nocpen-
CTBOM peKJylaMul H Mepo-
NPpHATHA MO CTHUMyNnuposa-
HH0 COHTAa

141. move-up buyers
JOMOBnazesnbuH, CTpemsa-
mHecsa K 6oJsee poCKou-
HHM M NPDOCTOPHHM XHJIH-
maMm
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142. multinational
corporation

MexHallHOHaJIbHaA Kopnopa-
una /xoprnopauus, ydacrt-
ByKIlag B MexnyHaponHo#
NPOM3BONCTBEHHON M KOM-
MepyecKofl OeATeNnbHOCTH,
KOTOpaA MPOW3BOOHT, NpPoO-
naeTr, peknamMupyeT CBOH
TOBaApH B pPa3JIMYHHX CTpa-
Hax mupa/
cM. MNC

143. multipack
MynbTHNaxk /KOHTefHepHan
yrnakoBka, conepxaman
HECKONBbKO €eAHHHI, HHOU-
BUOYaNbHO YNaKOBaHHOI'O
ToBapa/

144, multiple brands,
pl
MHOXecCTBeHHHe Mapk#u /pas3-
JIMYHHE MapouyHHe Ha3Ba-
HHUA, HCrnonb3ayemue OHUD-
MOfi-NIPOH3BOAUTEJIEM NNA
OOHOTO ToOBapa C LeNbo
pacuMpHThL PHHOK cOHTa/

145, multiple pricing
npenocTaBJyIeHHe CKHOKH C
ileHH B cnyyas npHoopere-
HHA HECKONMbKHUX enHHNL
TOBapa

146, multiunit orga-
nization
HOBOe Ha3BaHHe JIA
"chain store"
cM. chain store

147. muppies /mid-
dle-aged urban
professionals/

"annu" cpenHero Bo3pac-
Ta
cM. Takxe yupples



148. musicvid
My 3bKaJIbHHE BHNOEOPONHKH
/BrepBHe NOABUIHChL Ha
KaGeNnkHOM TeNeBUIeHHH,
KoMraHua "MTV"/

149. Mylar
Mannap /TOBapHHA 3HaAK
¢upML JIIONOH I8 CHHTETH-
YyecKOR NnNIeHKH, HCNoJb-
3yeMoft NpH H3ITrOTOBJIEHHH
MArHUTHOR NeHTH/

N

1. name plate
HMeHHaA OHPMEeHHasa MnJamka

2. name slug
“uMeHHan cTpoka"; non-
MUCb HJH JIOFOTHN pexna-
MopmaTens

3. narrowcast
TPaHCAALUMA KabGenbHOr'o
TeneBUIeHHA /B OTJIHUHe
oT 3dupHux "broadcasts"/

4. national adverti-
ser
pPeknaMomaTenb B HalHO-
HaNnbHBIX Macuiratax

5. national adverti-
sing

pexJaMMpoBaHHe B MacuTa-
6ax BCen cTpaHH /pexna-
MonaTeneMm ABNAETCA Npo-
H3BOOUTENb WK ONTOBHIN
TOproeel, B OTJIHUHE OT
PO3HHUYHOI'O HMJIHK MEeCTHO-
ro toprosua/

6. national brand
oBuweHalHOHaNbHaAA MapkKa;
MapoOYHHM TOBap, pacnpo-
CTPaHAEMHI Yepe3 WwHUpo-
KYI0 CeTh PO3HHYHON TOop-

roBnu /B OTJIHYHE OT
private brand - "vyacTtHoft
MapkH" - npHHasUuiexameft
onpeneneHHoMy INUCTPpHUGK-
TOPY WU PO3HHYHOMY TOp=
rosuy/

7. national penetra-
tion

BHenapeHHe Ha PHHOK B 0O06-

meHauHoHaslbHOM MacuTacde

8. needle trades, pl
"UronpHu G6H3Hec" /npo-
MBLUIEHHHE (HUPMH, BHIMNYC—
KapuMe roTosoe nnaTtbe/

9. necative aroups
rpynnu, K KOTOPHM noTpe-
OHTEeNH HEeOXOTHO NpPHYHC-
JIAIT CebA; HeraTUBHHE
rpynnu

10. negative option
npHeM NpPAMOro MapKeTHH-
ra, 3saxkmoyamouHfCAa B TOM,
YTO TOBap BHCHNAETCH
KJIHEHTY aBTOMATHYEeCKH,
€C/IH OT Hero He noJjliyyeH
MUCbMEHHHA OTKa3

11. negotiated price
JOroBOpHasa 1IeHa /OOBHYHO
HUXe, 4YeM cTaHnaprtHasa/

12. nested
"B onHoMm rHeane" /o To-
Bape/; /ToBap nomeuweH-
HHl BHYTDPH YNAaKOBKH
napyroro ToBapa /vame
BCero pexslaMHHR CyBeHHp/

13. Net Ratina
Point
enuHuna penTHHra /OnMuH
npoueHT obuenR noTeHuUuH-
anbHoft “"uyuctonr" ayauTo-
pun/

cM. NRP



14. net unduplicated
audience
CYMMApHHA PEeATHHI aylauToO=
pHUH
cm. CUME

15. network
TeJIeBU3MOHHAsA HWJH pajguo-
ceTpb /rpynna TeJsie- HIH
panuoBeulaTesSibHHX CTaH-
UHN, CBA3AHHHX KOHTpaK-
TOM M CHHXPDOHHO nepenaw-
mMX OOHW M Te Xe Npo-
rpammul/

16. network mail
CoBMeCTHafa paccoulika /B
npAMOM NOUYTOBOMA pekxkna-
me/
cM. marriage mail

17. network televi-
sion

ceTeBOe TeleBHaeHHe /Te-
JIeBH3HOHHHEe CTaHuHMHu, Be-
ayude nepenauy B OTKDPH=
TOoM 3dupe - B OTJHuYHE

OT KaGeJsbHOr'o TeJjieBUEe~
HUa/

18. never-outs, pl
o6A3aTesibHHEe TOoBapu /To-
Bapnl, HenpeMeHHo B O60nb-
WHX KoJIMYecTBax HMelbuHe-
cA B MarasdHe B onpene-
JIEHHHA Ce30H, Korma
CnpocC Ha HHUX OCOBEHHO
Bucok/

19. New Age
¢unocodus "HoBo#t 3pH",
npencrasnaouwas cobon
CMeChb BOCTOYHHX H 3anan-
HHX PEJIMCHO3HHX H ¢uUno-
codckux yuvyeHH#, coor-
BEeTCTBEHHO TOBapu "HO-
Bo¥ 3pH" -~ HaTypalbHHe
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nuuweBHe MNpoOAYKTH, anbTep-
HaTHBHAA My3hKa U T.n.

20. "new collar"
worker
" HOBHLA BOPOTHHYOK" /pa-
6OTHUK cdepn OOBCNYyXn-=
BaHua/

21. new entrant
KOMMAaHUA-HOBHYOK HAa PHH-
Ke

22. New Product
Watch
cnyx6a CcliexeHHAa 3a MNOAB-—
NleHHeM HOBHX TOBapoOB Ha
pHiHke

23. news environment
COGHITHIIHOE OKpyXeHHe
/peknaMuioro o6paueHus/

24, nets, pl
“ceru" /TpH camue KpyMn-
HHe Tejle- M pagHoOKoMna-
HuH CuWA:ABC; CBS; NBS

25. niche
HeGONbUON CerMeHT pPHHKAa

cMm. market niche

26. Nielsen Drug
/Food/ Index

uHnekc HunbceHa, noka-
3aTenb CMEeHH aCCOpPTHMEH=
Ta alnTexk M NPpONOBOJILCT—
BEeHHHX MarasMHoB, CO-
cTaBJifieMHfi NO MeTonuke,
pa3spatoTaHHoft A.K. Hunb-
CeHOM, Ha OCHOBAHHH NaH-
HHX, NpenocCTaBJ/IAeMHX
3KCNepTHHMH naHenamu/

27. Nielsen rating
peATHHr HunbceHa /mpo-
LEeHT ceMmefl, NpHHHMAWIIHX
onpenesieHHYw Teje- HIH



pagydonepenadyy no HaHHEM
¢upMm A.K. HunbcesHa, uc-
nonesypuen ayadmerps/
CcM. nielsens

28. nielsens, pl
peATHHr HHNbCeHA

cM. Nielsen ratinqg

29. nixie mail
*6pakoBaHHaa" nourtra /nou-
TOBHE OTNpaBJIeHHA C He-
NPaBHABbHEM, HETOYHHM HJIH
Hepa3BopYHBHM agpecom/

30. nixies, pl
“MepTBHE Ayuu" /anpecaTh
PacCLUIONHOI'O CrNHCKa, KO-
TOPHM MO KaKUM-JIH6O nNpU-
YHHaM HEeBO3MOXHO AOCTa-
BHTBb KoppecnoHneHuHo/

/B NpAMOM MOYTOBOM pek-
name/

31. non-adults, pl
HEB3POCJIOE HacesieHue
/neTn W nompocTku/

32. non-advertising
marketing ap-
proaches

MapKeTHHr ©6e3 NnoMoumH
pexJlaMHpOBaHMA ToBapa B
cpencTBax MacCOBOA HMH-
¢opMauuuH /T.e. TONBKO
MEPOMPHATHA MO CTHMYJIH-
poOBaHHI0 COHTA, AWCTPH-
6yua U t.n./

33. nonbusiness
advertising
HeKOMMepueckasa pekxyiamMa

34. nondurable goods
TOBapu HeMTeNbHOI'O
NOJIb30BaHHUA /NPOAYKTH
nuTaHua, omnexna U T.o./

35. nonprofit marke-
ting
npuMeHeHde MapkKkeTHHI'OBHX
NpHeMOB HeKOMMepPUYeCKHMHU
opraHusauuaMH; "Hekom-
MepyeCckHA MapkeTHHI"

36. nonprofit orga-
nization
HeKOMMepueckasa opraHusa-
uusA

37. nontheatrical

distribution
HeKOMMepyYeCKHR npokarT

/odunbma, nporpammul/

38. normal good
"nponopudoHanbHuN TOBap"
/ToBap, norpe6sieHHe KO-
TOPOro NpAMO NPOMNoOpuUHO-
HaJIbHO YBEJIHUEHHI0 OXO-
OOB NOTpe6UTENIA NPH HUS-
MeHHONn uexHe/

CM. Takxe superior good

39. no-tech product
TPanMUHOHHOE H3aenHe,
ABNAMCECA OCHOBOMA anA
HCMoOJIb30BaHUA COBpPEMEH=-
HOI'O BHICOKOTEXHHUYEeCKOro
cpeacrsa /Hanp., aBTO-
MOOGHJILHHA NOAJIOKOTHHK,
Ha KOTOPOM yCTaHaBJWBa-
eTrca paanortenedoH/

40. novel feature
39J1IeMeHT HOPH3HW /ToBapa/

41. nut
/xapr./ "opeuwek"; non-
HaA CTOHMOCTbL 3aTparT
pekniamonaTesif, BHCTynaw-
mero CnoHCOpOM KaKOA-TO
panHo- WIH Tenenepenavud



0

1. 080 station /owned
& operated/
MecTHasa pafHo- WIH Tene-
CTaHUUA, NpUHALIexamas
H ynpaBjiseMas OLHON u3
KOMnaHuuft “certen"
CM. hets

2. obsolescence
TJlaHOBOE CHATHe ¢upMOn-
npod3BOOUTENIEeM CBoOero
TOBapa C puHKa KakKk yc=-
TapeBwero ¥ 3aMeHa ero
HOBHIM, 6oJlee CoOBepieH=-
HHM TOBAapoM /4YTO OOLYHO
CONPOBOXINAETCA WHPOKONA
PeKJlaMHOf kamnaHuen/

3. odd-pricing
npuceoeHHe ToOBapy "“He-=
kpyrjaon" uesn /Hanp.,

99 ueHros BmecTto 1 non-
nana/

cMm. takxe pshychological
pricing

4. off-price re-
tailers, pl
npencTrabBUTeNH cnegdanu-

SHPOBAHHO® DPO3IHHNHOA
TOProBJIH, npomawuwie Ma=
poYHHEe TOoBapu MO HeHe
Ha 20-60% HHXe ux cToMu~-
MOCTH 110 NMPEeACKYPAHTY
¢HPMHI-NPOU3IBONUTENA .
BuicTpo pacTtymana ¢ 80-x
roaos o6JylaCTh TOProBoro
6M3Heca, BH3HBakuwas He-
AOBONBLCTBO APYTIHX pO3=-
RHYHEIX TOProBueB

5. offshore
"3aMoOpCcKHUR" /o nobux ne-
JIOBHX OnepauuAx aMepu-
KaHCKHX ¢HpPM 3a npepena=-
mu CUA/

- 61

6. oligopoly
ONIMrononua /orpacib npo-
MSBOACTBA, B KOTOPOH He-
oonbuoe 4Yucsao $UpM no-
CTaBjiieT Ha PHHOK OOMH
M TOT Xe ToBap, uMmes
BO3MOXHOCTb OMKTOBATb HA
Hero uexHu/

7. on-air
9¢UpPHHA, B 3QHpe

8. "on-body" signage
peKJylaMa KOMIaHHH Ha Crop-
THUBHON ¢opMe KkKoMaHn

9., one-call closers
KOMMHBOAXEPH, HMewlHe
OGHKHOBEHHe 3aKJ4daThb
TOProByK0 CHeNKy npH nep-
BOM Xe BH3HUTe

10. one-step /marke-
ting/

ORHOCTyneHyaTHi /Mapke-
TUHI/ /npsaMmoe cobepue-
HHe CcHOeNnku Kymnau-npopa=-
XM no TenedoHy, uyepes
HCrnosib30BaHHe KynoHa
MJAU Mo nouTe, B KOTOPOR
NOJIOKUTEJibHHM OTBETOM
Ha TOproBoe npemjioxe=-
HHe ABNIAETCA aKT MNOKyn-

KM WIH NOANMCKH Ha YTO-
TO/

11. one-time rate
onHopasoBas pacleHka
/pacueHka, no KOTOpPOR
peknamonaTeslb onJsayuBa-
eT BpeMA H MeCTO B cpen-
cTBax pexJjlamMu NpH MNOKymn-
K€ HX HeGoJsibworo otre-
Ma, HENOCTAaTOYHOI'O A
noaydyeuusa "onroson"
cKHOku/



12. on order /of goods/
jaxkasaHHuf /ToBap/; /To-
Bap/ onsauyeHHHA, HO euwe
He MOIYYeHHE MNOKyrlaTeneM

13. onpack
npsAMoe BO3HarpaxneHue,
npHkperJieHHoe CBEepXy K
ynakopke ToBapa
cMm. direct premium

14. open-contract-
plus-commission
plan

MeTOol OTKPHTOrO KOHTpak-
Ta B COYEeTaHHUM C KOMHCCH=-

OHHHIM BO3HarpaxaeHuem

15. open-end
contract
OTKPHTHA KOHTPAKT /KOHT-
PaKT Mexay noCTaBUHMKOM
H noxynarenem, B KOTO-
poM nocTaBuMk GepeT Ha
ceba 06A3aTeNbCTBO Bh-
NMONHATL TpeOOBaHHUA KJIHK-
€HTa B TeueHHe OroBOpeH=-
HOr'o B KOHTpaKTe CpOKa,
NnpHd 3TOM CaMH 3TH Tpebo-
BaHHA He orosapuBawTcsa/

o 16. opening
npembepa", nepBHil Mo~
Kas HOBOM CepHH ToBapa B

HOBOM ce3oHe /omHon
dupMOr-npoH3BOOHTENEM
MK BCeN OTpacyibw Nnpo-
MemuieHHocTH/

17. open order
OTPHITHA 3akKka3 /3aka3 Ha
TOBAp 6e3 yKasaHUA UeHH
HJIM CPOKOB nocTaBku/

18. open outcry
PHHOK "KPUKYHOB" /OOHY-
HO NMpH nponaxe cCeNbCKO-
XO3ANCTBEHHON NpPORYKUHH/
cMm. outcry market
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19. open rate
nomBuxHasa pacueHka /pac-
neHka, 3aBUCAwWas OT MNpH-
o6peraeMoro pekijaMonarte-
nemM o6breMa MecTa H Bpe-
MEeHH B CpencTBax pexna-
M/

20. open-to-buy
SloaxeT 3aKynoOK MarasHHa

PO3HAYHON TOPIoOBJH

21. optimum reach
ONnTHMaNbHuR oxsaT /cpen-
CTBaMH pexnamu/

22. orange goods
"opaHnepne" H3nenusa /To-
BapH CO cCpefHe® CTerneHblo
o6opoTa, Takue KakKk onex-
na/ /B PO3HUYHOR TOProp-
ne/

23. order cycle
UMKJ BHIMNOJIHEHHA 3aKas3aj
BpeMAa, Heob6XxoOouMoe A
ero BHIOJIHEHHUA

24. order-gettinag
cost
CTOMMOCTh MapKeTHHIOBHX
sarpaT nnA o6GecneveHHs
HYXHOI'O 3KOHOMHYECKOI'o
addekTa

25. ordering fre-
quency
yacToTa pa3MeuleHHs 3aKa-
30B

26. orgman /organi-
zation man/
dyHKUHOHEP

27. outcry market
PHHOK "KpPHKYHOB" /3akJsio~
YyeHHe KOHTAKTOB HAaCTHH-
MH (dMpMaMH Ha 3aKylnky
CeJIbCKOXO3ANCTBEHHONA



NPOOYKUHH MOCPENCTBOM
BHKDHKOB npemiaraeMon
HeHH, Kak Ha 6upxe/
cM. open outcry

28. outdoor adverti-
sing

HapyxHaa pekxJyamMa

29. outdoor adverti-
s8ing campaign
peknaMHas KaMnaHHUR C
fIpUMeHeHHEM CpencTB Ha-
PYXHOl peknamu

30. outdoor appliance
3JIeKTPOOHTOBHE NPUOODPH
AN UCNOoJIb30OBaHUA Ha OT~
KPHTOM BoO3nyxe

31. outdoor poster
rnnakaT HapyxHOR packiep-
KH

32. outgo
3aTpaThH, CBfA3aHHHEe C non-
AepxaHueM OeJIOBOR aKTHB-
HOCTH O¢HDMHI

33. outlay
3aTpPaTH

34. outlay costs, pl
fleHexHne 3aTpaTh, CBA-
3aHHHE C MNPOU3BOACTBOM
#H TPAHCNOPTHPOBKON TO-
Bapa /unu npepnocrasie-
Huem ycnyr/

35. out-of-home
media
cpencTBa HapyXHOR pekjia-
ME
cm. outdoor advertising

36. out of stock
/o ToBapax/ sanaca Ko-

TOPHIX B MarasHHe Hcuep-
naHn

37. over-the-counter
nponammuecs 6e3 peuenTta
/O nexkapCTBeHHHX npena-
parax/

38. overall /overall
deal/

BCeo6bemmwouman chnenka,
Korga AUCTPUMOGLITOP BHa-
vane ¢MHaHCHUpyeT, a 3a-
TeM nonydYaeT BCe npasa
Ha BJlaneHMe HOeAMH, cue-
HapueM HNIH Opyromr npo-
OyKUHe oThenbHOro JHia
HIH HeOONBbuUWOR TBOPYECKON
dupmMa

39. overexpose
U3BHTOYHO peKaMHpoBaTh
TOBap

40. overfull demand
NOBHIIEHHHA CNpPOC Ha TO=

Bap

41. overlay
NpPoO3paYHui JIMCT CBepXy
rpa¢uueckoro Makera mif
noMeT U HHCTPYKUHn /B
nevaTHoit pekname/

42. overrun
"nepe6op" /KonMUYECTBO
eauHHI, TTeYaTHOH peKaMu
CBepx Tpe6Gyemoro otbema/

43, oversaturation
nepeHachmeHHe /phHKa
ToBapom/

44. oversize
CJIMKOM 00abuworo pasMepa
/o Tomape/

45. oversold
O cuTyauum, kxormga oéupma-
NPoOH3BOAUTENIb OONXKHA BH-
NOJIHUTEL O6sg3aTenbCcTBA



1o nocrabske Gonmuero' Ko=
JInyecrsa ToBapa, 4YeM OHa
B COCTOAHHH cCcnenaTths

46. own brand
co6cTBeHHas Mapka /Tosap,
¥MenmHUit Mapky MarasuHa,

B KOTOPOM OH npopmaeTcs -
B OTNHUUYHE OT Mapku OupmMu-
npoussonurenn/

P

1. package
"naker" Tenerpamm /roro-
BHe K TpaHCAANMA panmo-
HJIM Tenecepuans, KOTOpHEe
3a Kpyriaywn CyMMy npen-
JlarapwT BemaTesNbHHEe KOM—
naHuu peksnamopareso/

2. packaged goods
dacopaHHHEe TOBAapPH

3. package enginee-
ring

paspaboTka YyNnakoOBKH
/NpPUMeHeHHe Hay4YHO-Tex-
HHYECKHUX NPHUHLHUMNOB NpH
CO3JaHHM YNAaKOBKYW, pas-
padoTke ee pa3MepoB, BH=-
na, matepuana M T.n./

4. package insert
pexsaMHH BkJlanwa B
yrnakoBKy ToOBapa

5. paqge paste-up
MOHTAax rnevyaTHOM MOJIOCH

6. painted bulletin
PMCOBAHHHA DPeKJIaMHHN
mUT

7. pantry audit
"peBn3us knanopux" /uc-
CllenosaHue norpedGuresip-

CKOr'0 Cnpoca MeTounoMm
MHBEHTAapH3aUUU HMemUX~
Cfl y norpeéburens noma
TOoBapoB/

8. parent company
"ponuTennckas" ¢upma,
KOHTPONUPYOMana nesaTesnb=
HOCTBH MpHHamnexammux en
"nodyepsux Oupm"

CcM. proprietory company

9. participating
dealer
nocpenHukKk, ydvacTBYIOMHA
B DpexslaMHO!l kaMnaHuu
pexnaMmonarens

10. party plan
OOMH M3 NpPpHEeMOB Mapke-
THHIra, 3aKJovaomuics B
TOM, 4YTO dupMa ycTpaH-
BaeT BeYepHHKYy HIH vae-
fMUTHe C pacnpopnaxefl CBo=-
X TOBAapoB

11. pasted inset
pexnaMHas BKkJefika /B ne-
yaTHo#t pekname/

12. paste-in
BKNefixa

13. paste-up
MOHTaX /OGbBABJIEHHUR M
T.n./

14, pay cable
nsaTHoe kadesnbHoe Tene~
BHIOEHHe

15. paying capacity
nnarexecnoco6HOCTL

16. pay channel
KaHaJl MJIATHOTO TeJNeBH-
neHus

17. payout plan
nnad saTpar
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18. penetrated people
monM ¢ BHenpeHHON B na-
MATHL peknamMoll /B Teopuu
YTl aMepHKaHCKOTO cne-
nuanucrta pexknamsa P.Pusca/

19. penetration check

NpoBepka cTeneHu BHenpe-
HHUA

20. perks, pl
/pa3H./ ¢uHAHCOBHE nbro-
TH

21. personal inter-
viewer
NURo, Beaymee JUYHHR On-
poc

22. personalized
maagazine

XypHan, COCTOAIMA U3 pa3-
JNIMYHHX PYyOpHK, nonbHpae-
MHR JUIR Kaxoof rpynna
MOAMUCYHKOB HHOWBHAOYyaNb=-
HO, B COOTBETCTBHH C HUX
HHTepecaMn

23. personal sales
force
fnepcoHas, 3aHUMawmMUACA
JIMMHHMHK TNpOXaxaMu

24, phaseout
CHATHE TOBapa C DHHKA

25. plannino board
rpynna naaHupoOBaHUA

26. pleasure travel
TYPHU3M H NyTemecTBUR
/cerMedT putka/

27. EOd

"cBaska® pexknamHux po-
JINKOB, HMAymMMUX OOMH 3a
opyruM /B panuvo- # Te~
nepexname/

CM. clutter

9~1

28. point-of-purchase
MecTO nponaxu /ToBapa/
cM. POP

29, point-of-purchase
advertising
peknaMa Ha MecTe npoaaxu

cM. POP advertising

30. pollster
cneunanucT No onpocam,
HHTEepBbWED

31. P.0.P. advertising
peknamMa Ha MecTe nponaxH
cM. point-of-purchase
advertising

32. positionina
NOo3HUIMOHUPpOBaHue /ToBa-
pa/: 1/ npouecc Mucnen-
HOr'o onpeneneHusa MecTa
HOBWHKH B pPANY CymecCTBYyo-
muxX ToBapoB; 2/ KOHKpeT-
HHE MEepONnpHATHA NO 3a-
KpenyeHuio 3a Hefl 3Toro
MecTa Ha DpHHKe

33. poster
nocTep; pPekKJaMHHR Makar

34. poster board
nnakaTHHR MHAT, MIaKkaTHaA
naHens

35. p.r. department
OTHEeJl NMPeCTHXHON pekya-
MH
cM. Takxe public rela-
tions department

36. preemptive marke-
ting
"npensocxumaniui” Mapke-
THHT /pexknaMHpOBaHHe TO-~
BapoB, eme He BHITYMEeHHHX
HA DPHHOK, C Uenmnlw OT~
Bneyr BHHUMaHHe noTpedu-
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Tenefl OT ToBapa KOHKy-
peHTa, OCQOEHHO HacTo
UCMNOoNIb3yeTCst B MHAYCTPHH
KoMnbroTEepoB/

37. preference func-
tion
OYHKUHMA NpeanouTeHus
/npu BuGope ToBapoB/

38. preference item
ToBap, KOTOPOMY oOTHaeT
npennoyiTeHue OONIbUMHCT=
BO nokynarenen

39. preferential
customer
NOCTOAHHHA NOKynareib,
NOoNbL3yWHRACA AbIOTaMH

40. preferred posi-
tion
npennouYTHTenbHoe pacno-
noxeHue /pexnamu/ /mec-
TO B CpelcTBaxX peKxaMu,
3a KoTopoe pexJjaMomaTelb
nnaTtur oco6o/

41. premium
BO3HarpaxmueHne; pexJjam-
HH npus /ToBap, npen-
naraeMeil HOKymaTeJsio
6eCrnjlaTHO HMJIK 3a MHHU-
ManbHYWw lLleHYy B KaudecTBe
cpencTBa CTHMYJIMPOBaHHA
céuTa Opyroro roeapa/
CM. custom premium

42. premium brand
MapoUYHWA TOBap OWYEeHb
BLICOKOI'O KauecTBa

43. prepackaging
pacdacosra ToBapoB /cBe-
KHX NPOAYKTOB NHUTAHHUA
IJIR npolaxd B MarasMHax
caMoo6CItly xHBauna/

CM. prepak

44. prepak
cm, prepackaqging

45, pre-print colour
"BxnagHon uset" /uBeTHas
BKJIaika, nevaTtawouwasaca
OTOEJILHO OT OCHOBHOH
YacTH u3pnaHusa/

46. presentation
npeseHrauua /Tosapa/

47. presentation
folder
HaGop pekKJjlaMHOR JiMTepa-

TYypHs O TOBape

48. presenter

BeaAyuwHR npeseHTauuMH ToO-
Bapa, HneMoHCcTpaTop

49. pres-kit
nogbopka pexaaMhofl JIMTe-
paTypm H o6pa3uoB TOBa-
pa; MenHa-KuT
cM. media-kit

50. pressure group
rpynna nasneHus /rpynna,
OTCTauBalouasa onpenesyieHHue
HHTepecun/

51. preticketina
npenBapuTeNbHasd MapKHPOB-
Ka ToBapoB /ocywecTsiase-
MafA nocTaBuwHkom/

52. price-consumption
curve
KpHBas 3aBHCHUMOCTH no-
TpebseHHA OT H3MeHeHHf
LleHu Ha ToBap

53. price-demand
curve
KPHBaA 3aBUCHMOCTH Cnpo-
ca OT ueHd ToBapa

54. price development
AMHaMHKa LeH



55. price leader
nunep no ueHam /oéupma,
3anawmas TOH B neHoobpa-
30BaHMM Ha TOBapH OMNpe>
aesieHHOR cdepH NMpousBOn-
ctpa/

56. price line
KaTteropus neH /o rosa-
pax, CrpyrnnUpoBaHHHX
No NpPH3HAKY OOMHAKOBO#
neus/

57. price/value
perception
COOTHOwWeHue teHa/cTou-
MOCTb TOBapa B CO3HaHHHU
nokyrnarens

58. primary packaae
neppUYHaA yNnakoBKaj;
ynakoska, HenocpencTBeH-
HO conpukacawiqasca C
ToBapoM

59. prime time
BpPeMA-NHK Ha pagHo M
TeneBHOeHUH /xorpma Ham-
Sosnbuiee YUCNO nwoneh
CMOTDPHT M ClymaeT nepe-
nauv; camoe moporoe mwisa
pa3MeuwleHUuss peknamu/

60. print adverti-
N sement
peknaMHoe OOGbANJIeHHe B

nevaTtu

61. print campaign
pPeknaMHasa KaMrnaHusa
cpencTBaMM nevaTHOR
pPekJamMu

62. printed novelty
nevyaTHHN CyBeHUp

63. print media
cpencTBa neyaTHOR pek-
J1IaMHl

0=2
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64. private brand
Mapka TOpProporo nocpen-
HUKa
cM. dealer's brand

65. private label
Mapka TOprosoro nocpepn-
HUKA
cMm, dealer's brand

66. private ware-
house
vyacTHaAA Topropasa Ga3aj;
Gasa, npHHamwiexawas ¥ HUC-
nonb3yemana onHo#t dupmoft
KaHana OUCTpHOYUHUH

67. producer goods
TOBapH MPOMBMUIEHHOTO
Ha3HAYeHUA; ToBapH, HC-
fnonb3yemue Npu MpoU3-—
BOACTBE RPYI'HX TOBApOB

68. product class
ToBapHHR knacc /rpynna
M3neNut, ABIAAVUHUXCA LA
SonbumMHCTBa noTpedureneft
B3aNMO3 aMeH sieMuMH /

69. product demon-
stration
HarnaaHefA rnokas ToBapa

70. product develop-
ment
co3naHue /paspaboTka/
TOBapa

71. product feature
XapaKkTepucTHka, CBORCT-
BO TOBapa

72. product field
TOoBapHasa cdepa

73. product 1idea
3aMHCen ToBapa



74. product introduc-
tion
BhnBeneHue TtTosapa Ha pH-
HOK

75. production ma-
nager
saBenymuHdf NpPoOU3BOACT-
BEHHHM OTAeJioM

76. Yroduct know-
edge
3HaHHe ToOBapa

77. product life-
cycle

KXH3HEHHH UUKJ ToBapa
/wecTb cTanHi npeGHBaHUA
TOBapa Ha pHHKe: nosaBie-
HUHe, poOCT, 3peNocCTh,
HacheHHe, ynagok U oOT-
ka3 ot ToBapa/

78. product line
ToBapHasa cepua /accop-
THMEHT TOBAPOB OQHON
dUpME HIM Tpynna H3Oesiufi,
TECHO CBA3AHHHX Mexny
co6ofl U 3avacTyw ynor-
petsiiecMHUX COBMECTHO,
MMeuMX OOMH M TOT Xe
PHHOK cOHTa, NpoUH3BOAM-
Tesiel U HaXOOAWHXCHA B
ONHOM nHanasoHe ueH/
cM. line

79. product manager
ynpassfioulii nNo ToBapy

80. product mix
CTPYKTYPa accopTHMeHTa
TOBApoOHB, NOCTAaBJIAEMHX
Ha PHHOK ¢¢UPMON

81. product perso-
nality
HHOUMBUOYabHOCTL /"nu-
uo"/ rtoBapa

82. product prefe-
rence
/nokynarenbckoe/ npen-
fnouTeHWe K TOBapy

83. product quality
leader
Juaep no nokasaTesfaM
kavecTBa TOBapa

84. product support
“nonnepxka" Tosapa /no-
CTOAHHEIMH KalM”TaJoBJOXe=
HHAMH B pekJlaMy H Mepo-
NPHATHA MO CTHMYJIMpPOBa-
HUIO cohTa/

85. product-use
experience
ONHT HCNONBb3IOBaHWA ToOBa-
pa

86. product watch
NOCTOAHHOE HaGJoneHHne
3a ToBapaMH Ha PpHHKe

87. professional
npenHasHadeHHHN ONA cne-
uuanuctoe /o tosape/

88. professional ad-
vertisina
peksiama Ha nvin csodon-

HHX npodeccHn

89. professional
geauty aids
KOCMeTHYEeCKHEe TOBapH
I KOCMEeTHYEeCKHX cano-
HOB /ToBapHaa kaTeropua/
cM. professional beauty
products

90. Brofessional
eauty products
cm. professional beauty
aids
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91. profit margin
3anac NpPHHOCHMON NPHOWUIH
/o ToBape/

92. procramming
CoCTaB/leHHe Nporpammul
nepenauy Ha onpejesieHHoe
BpeMA /Ha paano, TeJsieBU-
neHHuu/

93. projected audi-
ence

pacyeTHas ayndTopus /B
pekname/

94. promo /promotion/
B 3HAYEHHH KOHKPETHOro
MEPONPHATHA MO CTHMYJH~
POBaHHK cOhiTa

95, promotion
CTUMyJIHpOBaHHe COHTAa}
pPeksaMHpoBaHHe C UeJibl
noBLUIEHHA MHTEepeca no-
TpebOHTeNlen K onpenesieH-
HOMy TOBapy

96. promotional
allowance

neHexHue cpencrsBa, npe-
AocTaBnsaemue ¢Uupmon-
npousBoAHTenem ¢upme-
nocpenHUKy Ha nposene-
HHEe MEePONpPHATHA MO CTHMYy-
JINpOBaHHUKW COuhiTa TOBapa;
CKHIAOKa

97. promotional item
W3nenue, HCNoablyemoe
B KaMnaHuHd MO CTHUMYNHpPO-
BaHHW COHTAa

98. promotional visor
peksiaMHHN nnaHweT /Ha

MecTe nponaxu/
CM. Takxe visor

99. promotools, pl
cpencTBa CTHMYJIHPOBAaHHUA

couTa /pekslaMHHe O6bAB-
JIeHHA, peKJlaMHHe NOoYTO-
BHE OTMNpaBJIeHUfA, MOEeMOH-~
CTpau¥H ToBapa, kaTajo-
rd ¥ ap./

100. proof-of-purcha-
se
cMm. proof-of-purchase
seal

101. proof-of-purcha-
se label

MeCTO Ha ynakoBKe, rne
pasMemaeTca 3Hak non-
TBEepPXOEeHUA NMOKYINKHM TOoBa-
pa
cM. proof-of-purchase
seal

102. proof-of-purcha-
se seal
3HaAK NOATBEPXOEHHA MNo-
Kynky¥ ToBapa /OGHYHO
pa3MemaeTca Ha ynakoske/

103. proprietary
company
"poauTenbckaa" o¢upma
cM. parent company

104. proprietary
goods
sanaTeHTOBaHHLE TOBapH,
npaBo npogaxH WK Nnpo-
H3BOICTBO KOTOPHX IpH-
HaIUIeXHUT KaKof-nu6éo of-
HOR ¢duUpMe

105. psychographics
cerMeHTHpoOBaHHe aeMorpa-
duveckux rpynn nortpebH-
Tejslel nNo TakUM xapakTe-
pUCTHKaM Kak o6pa3 Xus-
HHA, NPHBHYKHK, coOuHalb-
HHA CcTaTyC H T.nA.
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106. phychological
pricing
NpUcCBOeHHe ToBapy "He-

xpyrnof" ueHw
cM. odd-pricing

107. Public Advisory
Committee for
Trademark Affairs

O6mecTBEHHHI! KOHCYJIbTa-
THBHHI KOMHTET NnO gesnam

O TOBapHHX 3Hakax /CwWA/

108. public-interest
advertisement
pexknaMHoe oOGbsABNEeHue no
aKTyaJslbHHM BOMpocam, 3a-
TparupawmmnM HHTEepecH
HWHPOKON O6mMeCcCTBEeHHOCTH

109. publicity cam-
paign
PeKSlaMHO~-NponaraHaucTcKas
KaMnaHuna

110. publicity de-
partment
OTHeNn pexyamMsH H npona-
raunosa /Ha $UpMe-u3roTo-
BUTene/

111. public relations
advertisement
o6bABNeHne "npecTuxHof"
peknamMH, pexnaMu "nat-
UK punepumuc”

112. public relations
department
ornen "npecTuxHoft" pek-
namMs /Ha ¢HpPMe-TNpoOH3BO-
murene/
CM. p.r. department

113. public relations
expert
9KCnepT MO oOpraHusauumn
O0IeCTBEHHOTI'O MHEHUA
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114, public service
advertisement
pekaMHoe OGbABJIeHHe B
BHe o6pameHusa K obimecT-
BEeHHOCTH

115. public warehouse
otmecTBeHHass TOBapHas
6asza /6a3a, Oka3HBawmasn
YCNYyrH HEeCKONbKHUM $UD-
mam/

116. pulling power
"cuna" oGbABNeHUs; 30~
deKTHBHOCTL pPEeKJIaMHOIr'O
OGbABJIEHUA

117. punch line
yhoapHas ¢pasa /B pekyiam-
HOM OGbsaBneHuu/

118. purchase incen-
tive
pexsiaMHas nponykuus /cy-
BeHup/, ucrnonb3yeMmas B
nporpamMme MeponpHATHRA
Nno CTHMYNMUPOBAHUKW COHTAa

119. purchasing
capacity
noxkynartesnbHas CNnoco6-
HOCTB

120. purchasina pat-
tern
OCOBEHHOCTH npHobGpeTeHus
KakKoro-nu6o ToBapa /yac-
TOTa, PerynsipHocTh M

T.n./
Q

1. qualified accep-
tance
NMPHHATHE Yero-JjH6o C
OroBOPKaMH, YCJIOBHHA
akuenr



2. qualified buyer
nokynartenp, obnanawuHn
uenuM pAgoOM NOCTOUHCTB;
"BHronHuN" nokynarenb

3. query card
kKapTouyka sanpoca

4. questionnaire

construction
cocTaB/ieHHe aHKeTH LA

onpoca norpeoutrenen

R

1. rack jobber

ONTOBHA ToOprosely, cneuxla-

JIN3IUPYIOUWHACA HA nocralB=-
Kax ToBapoOB noscepnHeB-
HOr'o cnpoca

2. radio buy
NnoKynka BpeMeHH Ha pa-
OHO IJIA TPaHCNAUHHK pPeK=-
JlaMul

3. radio merchandi-

sing programm

nporpamMMa MeponpUATHA
N0 CTHMYJIMPOBAHHK COHTA
onpeneneHHoro Tobkapa
NpoOBOAHMAA NoCpencTBOM
PanHOOObABJIEHUR

4. radio rep firm
cM. radio representation
firm

5. radio representa-
tion firm
nocpenHudyeckasa oéupma,
OKa3lunBalwaa ycnyru no
Pa3MemeHH0 pekKJjlaMHHX
OObABJEHHN B panuHo3’dupe

6. raa business
“TPANHUYHHA" OH3HEC; HH=-
OYCTPHA TOTOBOrO MNJAaThA

- 71 -

7. rate card
npepcKkypaHT /B cpencr-
Bax peknamu/

8. ratings company
peAaTUHrosaa ¢upmMa, BHIBO-
nAaman OLEeHOYHHe KO30-
OUILHEeHTH TeJie- H pajgHo-
nporpamm

9. reach
oxBaT /Tene- WK P4AaAHO~
aynuropun/ cpencTBoM
pekJiaMu

10. reach level
ypPOBeHb OXBaTa /KakuM=-
JNIK60 CpencTBOM pekJsiamu/

11. reach potential

TIOTeHUHaNn oxearta /cpen-

CTBaMM peknamul/

12. reader profile
aHaJI3 cocTaBa uuTaTeNef
/onpenesieHHoro usuenua/

13. ready-to-assemble
furniture

céopHaa Me6enb /CermeHT
puHka/

14. ready-to-serve
FOTOBHE K ynoTpeGJieHHIo
/0 numeBHx nponykTrax/

15. reason-why ad-
vertising

apryMeHTHpywras beknama

16. rebate
OOHOpa30oBOe HeHexHoe
BO3HarpaxneHHe TNpyE Mo~
Kynke JIOpPOroOCTOAmMEro
ToBapa /Hanp., aBTOMO-~
6uns/ /B nporpamMe CTH-
MyJIHPOBaHHA COHTa/



17. rebate offer
npemyiokxeHue CKHIOKU C
e HH

18. red label
KPACHHR APNHK /MapKUpoOB-
KA BOCMNJIAMEHSAIMHUXCH Ipy-
30B NPH HUX TPaHCNoOpTH-
poBke/

19. refund

DeHexHoe BO3HarpaxaeHue
npy Mokynke, ynocroBepa-
eMoit npembsiBIEeHUEM
"proof-of-purchase” /s
nporpamMmme MeponpHATHHN

Mo CTUMYJIMPOBaHUK0 cOGuTa/
CM. proof-of-purchase

20. refund check
CYeT K oOrjlaTe 3a NOKYMNKYy,
BO3BpameHHY® nokynare-
eM B MarasuH

21. regional buyina
preference
peruoHasnbHHe MNOoKynaTenb-

HHE NpeanoYTeHusn

22. reagular brand
o6HYHaA Mapka, Mapka
pPerysnapHoOro nonb30BaHHUA

23. reqular price
CTaHOapTHas PO3HHYHaA
uesa /6Gea ckunku/

24. reqular-size
CTaHOapTHHR /no pasmepy/

25. relationship
marketing
MapKeTHHI', OCHOBAaHHHMNA
Ha YCTaHOBJIEHHMH TNPOYHHX
CBfizeft ¢ nokynaTesnfMH

26. remarketing
PeMapKeTHHr', TTOBTODHH}
MapkeTHHr /"oxubBrenue"

uaymero Ha cnam ToBapa
NMocCpencTBOM HOBOR peK=-
JTaMHOf! KOMMaHHU HUNU peK-
NaMMpoBaHHe ero Ha Ho-
BOM lLleneBOM phHke/

27. remote ,
cM. remote broadcast

28. remote broadcast
pernoprax C MecTa COGHTHSA
/B pexname - c MmecTa
nponaxy pexnamMHpyeMoro
ToBapa/

CM. remote

29. repeat business
NMOBTOPHOE o6pameHue
norpeéureneft K ycnyram
onpeneneHHo GUpMH

30. reply card
BO3BpaTHaA KapTouka

31. representative
TOPrOBHf areHT
CM. Takxe sales repre-
sentative

32. retail chain
CeTh PO3HUYHHX MATa3HHOM
/onuott dupmu/

33. residential
customer
KJIMEHT, XMBymuU#t B rpaHu~
1lax TOProBOft 30HH npo-
nasuna

34. response measure
3aMep OTBETHOM peakuuu

35. retail adverti-
sement
o6bABJIeHHEe PO3HUYHON
pexnamu

36. retail adver-
tiser
peKxsamMonarTrens PO3HHUYHON
TOPTOBNHU
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37. retail distribution
pacnpocTpaHeHue B PO3HHLY,
yepe3 PO3HHUHYK TOPIrOBJIO

38. retailer tag
CooGileHHe PO3IHUYHOr'O TOp-
roBua B KOHIE DeKJIaMHO=
ro poJNKa OCHOBHOIO pex-
naMonartesis o MecTe H yc-
JIOBUAX NPOMaxyH peksaMHu-
pyeMoro rosapa /B Tene-

U panuo-pekname/

39. retail field
PO3HHLA

40. retailing insti-
tution
PO3HUYHOE TOProBoe npen-
npuaTHue

41. retail tag
yKaszaHMe KOHKpeTHOro
MecTa pPO3HUYHON nponaxH
peknaMupyeMoro Tosapa
/B Tene-~ u panumopekname/

42. return privilege
JOroBOPEHHOCTh C MOCTaB-
MKKOM O BO3BpaTe Heus-
pPacXonoBaHHOM 4YacTH TO-
Bapa /OGHYHO PeKJIaMHHX
npu3on/

43. ribbon branding
NeHTOYHas MapKHpOBKa

44, riqg
KOMGHHHPOBaHHHA I'py30-

BHK; TPaKTOpP H aBTO-
dyprou

45. roll out
BHIIYCKAaThb Ha PHHOK, Ha-
YHHATHL AKTHBHYW npona-
xy /o ToBape/

46. rollout
NoOfAABJIEHHE HOBHX TOBapoOB
Ha PpHIHKe

10-1
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47. runaway brand
MapouvHHift TOBap, C 60OJb-
WM OTPHBOM JIHOAMPYOMHUNA
Ha pHHKe

48. run-of-paper
nsBer "or rasetn", omHO-
NPOroHHaA MHOroxkpacod-
HafA MevyaThk
cM. ROP

S

1. saleable article
XOOOBOM TOBap

2. sales area
TOProOBHA 3an; njaomankp
TOProBOro 3ana; pafioH
coHTa
cMm. selling area

3. sales bulletin
TOProBHft GlnneTeHb

4. sales claim
KOMMepuYeCKH apryMeHT

5. sales develop-
ment proaram
nporpamMma Mep no yBenu-

YeHHw npomaxd ToBapa

6. sales leads, pl
"nonckasku", neneyka-
3aHMA Ha NoTeHuuasb-
HHX Tokynarenep

7. sales manager
ynpasnswomul cnyx6ot
COHTA

8. sales message
TOpropoe o6pameHue

9. sales opportu-
nity :
BO3MOXHOCTB COHITa



10. sales promotion
KaMnaHHfA MEPONPHATHR MO
CTHUMYJIMPORAHHI0 COHITA
/pexnaMa B MecTax npo-
naxu, Gecruiatrdse o6pas-
U TOBapa, pekKJlaMHuHe
NPH3KH, KYNOHH H T.A./

11. sales promotion
budget
cMeTa pacxXxonoB Ha Mepo-
NPHATHUA MO CTHMYyJIHPOBa-
HKI0 CcOhTa

12. sales representa-
tive
TOPrOBHA areHT, KOMMUBOfi=
xep )
CM. representative

13. salient feature
OTJIMNMTENIbHHA NMPH3HAaK
cMm. identifying feature

14. samplinag campaign
pexknamias KaMnaHuf no
pacnpocTpaHeHHi npo6-
HHX O6pPa3lOB HOBOro TO-
Bapa

15. samplina intro-
duction
BuBeneHnwe ToBapa Ha pu-
HOK C MOMOUWbLI PacnpocT-
PAHEHHUS] GEeClJIaTHHX 06—
pasuon

16. sampling opera-
tion
npouecc cCocTaBJIeHHA Bhl-
GOpKH

17. sampling plan
InaH BLHOOPOYHOro o6cne-
HOOBaHHUA

18. saturation
campaign
KaMlnalidsd No HachuweHU

PHHKa onpenesieHHuM TO-
BApOM

19. saturation
couponing
KaMnaHusa HaCHWEeHHRa C
pacnpocTpaHeHHeM KYIOHOB

20. saturation flow
NOTOK HACHIEHUA

21. scatter packaae
6510k nepemnad “sBpascpoc”
/Ha Tenesunenun/

22. scrambled merchan-
dising
“cMewaHHaa" TOProBnA,
TOProBJIf TOBapaMH pa3s-
JIMMHHEX TOBAPHHX KNaCCOB
B ONHOM MarasuHe

23. scratch-off card
KapTodka onpoca norpe-
ourenen, Ha KOTOpoOH Tpe-
O6yeTCA BLUYCPKHYTb KaKkue-
TO BApHAHTH OTBETAa

24. screen ad
KHHOpPEeKJIaMa

25. seasonal effects,
pl
cesoHHue Kone®GaHua /cnpo-
caurT.n./

26. secondary circu-
lation
BTOPHYHOE obpaumeHHe ne-
YaTHOro H3naHuAa /cpenu
JIML, HEe ABNAPWHXCA ero
NepBUYHHMH YHTaTenamu/

27. segmentation
analysis
CerMeHTHHA aHAaJIN3 phHKa

28. self-liquida-
ting offer
CaMOJIMKBHAUPYWeeCs BO3-
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HarpaxgeHue 3a MNOKYNKY
/CTOHMMOCTBL KOTODPOIrO BKJ0O=
YyeHa B CTOMMOCTH TOBapa

¥ onnauMBaeTCs Nhokynate-
neM npu ero nokynke/

cM. self-liquidatina
premium

29. self-liquidatinag
premium
CaMOJIMKBUONPpYBueecs BO3-
HarpamoeHue 3a TOKYNnKy
cM. self-liquidatina
offer u free offer

30. sellino appeal
PeKNnaMHO-KOMMepuYeCKHN
MOTHB

31. selling area
TOPTrOBHt 3an
CM. sales area

32. selling force
TOPrOBHI! rnepcoHan

33. sellina environ-
ment
KomMmepuyeckas /roproBas/
cpena

34. selling noint
KOMMEepYEeCKH! apryMeHT

35. sell-throuch
ycrnemHaa npomgaxa ToBapa
HAa pHHKe /B peaynbTrarte
NPAaBUNIBLHON peKJIaMHON
Kamnauun/

36. SELTEL Inc
¢upma "Cenrten", sapnaw-
mMaACs pacrnpocTpaHHTeNneM
PeKJlaMHOr'O BpeMeHH Ha
100 TeneBU3NOHHHX CTaH-
unax B Cula

37. Service 500
exerogHuHY cnucok 500
KpPynHeAunux Kopnopauuf

10-2

HErnpPOU3BONCTBEEHHON oderH B
CUlA, cocTasaseMuiil xypHa-
nom "Fortune"

38. share aoal
TJ1IaHUpyeMuft nokasaTenb
oMY PHHKA

39. shelf display
BHKNanka ToBapa Ha non-
Kax B MarasuHe

40. shelf-1life /of

a product/
NONTrOBEeYHOCTh XPaHeHHs
Ha npunaske /o ToBape/

41. shelf pad
peknaMHoe OOGbABJIeHHE Ha
MarasuHHON nonke

42, shelf spotter
peknamMHoe odopmiieHHe
NnoJsiIoK B MarasHe, yKa3sh-
Bawimee Ha onpeneneHHHN
TOBAap, npuBJexawpumee K
HeMy BHHMaHMe Tnokyna-
Tenew

43. shelf-stable
NPUT'OAHHA U1 [JIMTENbHO-
ro xpaueuua /o Ttosape/

44. shopping club
"kny6 nokynareneft"; Top-
roeaa Gasa-marasmH, rne
TOBAapH NpPONawTCA MO He-=
CKOJNIbLKO CHHXEHHHM IO
CPaBHEHHI C PO3HUYHON
TOprosJjief! 1eHaM
CM. Takxe warehouse
club

45. shopping goods
TOBapH NpenBapHTENbHOI'O
BHOOpa /Mebens, GOJb-
WHHCTBO 3J1eKTPOGHTOBLIX
TOBapoB U T.O./
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46. shopping guide
TOPrOBHA MYy TEeBOAUTENb

47. shopping habit
NnoxKynaTrenbCKHA CTEepeoTHN

48. shoppina informa-
tion
TOproesasa HHopmaumsa

49, shoppina news-
paper
TOPrOBH! BECTHHK

50. shopping spree
PeKNaMHuP MpU3, npeno-
CTaBAALWHUIA ero Bianesib-
uy npasBo Ha OecnjaTHoe
npHobpeTeHHe TOBApPOB Ha
onpeneneHHyl cymmy /B
nporpamMMe MepoOnpHATHA
Nno CTUMYJIHPOBAHHI coOuTa/

51. show floor
BHICTaBka, OEeMOHCTpPAUHOH-
HHA sSaNyi; SKCNO3HUHA

52. single-copy

circuiacion
pacnpocTpaHeHHe NevaT-
HOr'o M3OaHHA B PO3HHLY

53. single-serve
food
rvuleBhle NMPOOYKTH B pac-
dacoBke. Ha ONHY TNOPUHIO

54. six-pack
pacnpocTpaHeHHLN BHLO
YNaKOBKH HANMHTKOB, 3a-
KJlIoY amWHiA B OOHOM KOH-
TenHepe 6 enWMHHUL TOBapa

55. "smart card"
nokynarenbckaa KpeguT-
Hasa kKapTodka, o6padaTh-

BaeMas MpH MOMOUWH KOM-
nelTepa
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56. Snow Belt
“CHexHHA noac" /ceBepHuwe
wrate CHA/

57. soft-sell adver-
tising
HeHaBA34YHWBaa peknama /B
ornuune ot hard-sell ad-
vertising/

58. space buyer
CrneuydasIiCT no 3akynke
MecTa B cpelacTBax Macco-
BORN HHPOpPMAUHH VIA pas-
MeweHUAa pekJsaMul

59. special-interest
newspaper
cneuynanMsMpoBaHHas rase-

Ta

60. special occasion
advertisina
HCNoJIb30BaHUe pa3JIMUHHX
MEepPONpHATHN OOuwWeCTBEHHOC-
TH C Uenbw pekjaMupoBa-
HHA ToBapa

61. special offer
pexnaMHuil npHeMm, 3akso-
JaliHACA B npencrasie-
HUH "ocoboro /oco6o Bu-
ronHoro/ npemnoweHua"
CKHAOKH LEHH HAH OPYyIroro
BO3HarpaxaeHHus

62. special price
HeHa coO CKUOKOR /OoNuu=-
HO yCTaHaBJIHBAaeTCA Ha
onpeneneHHUN mnepHon
BpemeHu/

63. specialty ad-
vertising
pexnaMa C nomMoubl pek-

J1TaMHHX CyBE&HHPOB

64. specialty adver-
tising industry



HHAOYCTPHA pPEeKJIaMHHX CyBe-
HHUDPOB

65. specialty goods
TOBaphn 0cCof60oro cnpoca
/0Co60 MOoOHHWEe TOBapH, aB-
TOMOOHJIM, CTepeoannapary-
pau T.n./

66. specialty store
MarasiH crneuMasusupoBaH=
HOR PO3HHYHON TOPTrOBJIH

67. specimen dummy
MaKeT BEepPCTKH

68. spendina habit
XapakTep pacxomoB

69. split-30 com-
mercials
ABa pEeKJIaMHHX OOGbABJIEHHA
O NBYX pPasJIMNHHX TOBapax
onHonN ¢UpMH, Kaxgpoe Npo-
OOJIXHTENIbHOCTbI 25 ce-
KYHO, coBMeuweHHhe B OOMH
craHOapTHHA 30-cexyHOHHA
ponuk; mBoRHON 30-cexyra-
HHA DOJIMK; ABonHOA 30-

CEKYHOAHHA DPEKJIaMHuN po-=
JIMK /» Tenepexkname/

70. split-run ad-
vertising
pekJsiaMa, HCNoJibsylowasn
pasOGHBKYy THpaxa IUJIA pas-
MemeHUA pa3JIHYHuX O0b=-
ABJIEHHURA

71. spokescharacter
peksiaMHH nepcoHax

72. spokesperson
odHUHaNbHHA NpefcTaBH-
Tenb OGHUPMH, BHCTYyNAaOWHA
C 3afBJIEeHHEeM

73. sponsor
CnoHcop

74. sponsqrship
BunonHeHue OYHKUMA CnoH-
copa; CNOHCOPCKHE YCAyIH

75. sponsorship
packaae
naxkeT pekKJIaMHHX Meponpus-
THA, npemlaraemuit CroH-
copom

76. spot advertising
“royeyHan" Tene- U paauHo-
pekjsaMa, NpoBoOHMMas Ha
OTHEeJIbHHX DHHKAax C Ino-
MOIbI0 PEeKJIAaMHHX BHOEO-

H PaIMOpPOJIHKOB

77. spot market
"TOYeYHHRA" pPHHOK /pPHHOK,
HA KOTOPOM TOPTrOBJAA OCYy-
MEeCTBJIAETCA 3a HaJiMuHube
OeHbTH C KOPDOTKHMH CpO-
KaMH TIOCTAaBKH TOBapa no-
kynareno/

78. spot price
leHa Topapa Ha "TouyeuHoM"
PHHKe
cM. spot market

79. spreadhead
3aroJloBoK Ha pasBopoTe
/B nevaTHoM pekname/

80. standard-size
packaae
cTaBpapTHasa ynaxkoBKa

81. standee
pPeKJIaMHHI! MaHEeKeH, OOHY-
HO B BHIOEe KakKoro-To Hs-
BECTHOI'O nepcoHaxa

82. stand-up presenter
Benaymuf rnpeseHTauudH B
xagpe /B TeJleBH3HOHHOR
pexname/

83. star
“spe3ana" /Tosap, Ha KO-
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TOPHIt NpUXonnuTca OO0JNb-
wasa HONA pHHKA NpH pac-
TymeM puHke/

84. start-up
HOBHfl, HenaBHO NOABHBIIHA-

CA Ha pHHKe /OGHYHO O Oup-

me/

85. state-of-the-
industry
BHIMOJIHEHHHA MO nocnenHe-
My CJIOBY TEeXHHMKH, BHCOKO-
KayecTBeHHHt /O TOBape/

86. station break
"CcTaHUMOHHHI npocBeT"
/HHTEepBan Mexay TpaHcna-
UMAMH TIpOrpaMM cCeTH,
Kormna craHuusa-éunnan
MOoxeT MnepenapaTh pekna-
My, nonydaemywo el Hanps-
My10, KaK MnpaBUJIO, OT
MecCTHHX peknamonartenen/

87. station call
letters
Ha3BaHHe TeJle- HJH panmo-
CTaHuMH /OGHYHO U3 He-
CKONbKUX G6ykB: CBS,
WNAY # T.n./

88. station identi-
fication
NO3HBHHE paaHOo- HIMHU Te-

NnecTravuuu

89. station identi-
fication break
nepepHB B pagHo- M Te-
nenporpaMMax s nepe-
HauyM MO3HBHHX CTaHIHH

90. station poster
CTaHIHMOHHHN mJiakaT /Ha
BOK3asle U T.n./

91. status product
NPeCTHXHHA ToOBap

92, stayino power
CnocoBHOCTh TOBapa nOon-
roe BpemMs ynepxuBaThb BHHU-
MaHHe norpeduTeneft

93. steady buyer
MOCTOSHHWA MOKyMnaTenb

94, stitch-in
BKNEefka
cM. blow-in

95. stock art
MacCCoOBHf! nu3aPH pekJyiam-
HHX OGbABREeHuN /npona-
eTCAl JUIA HeCKOJIbKHX
pexnamonarenen/

96. stockout
cuTyanus, kxorma B ToOpro-
BOl TOUkKe KOHYaAWTCH 3a-
nacH ToBapa

97. store brand
Mapka KOHKpeTHOro mara-
3HHa

98. store circular
peknaMHHf BECTHHK Mara-
3uHa /O6LYHO coobmanmuf,
KaKHe ToBapH MPONANTCA
co ckunkont/

99, store demostra-
tion
OeMOHCTPAaUNUA TOoBapa Npo-
OaBlUOM B MarasHuHe

100. store traffic
nocemaemocTs /nokynare-
naMu/ MarasuHa, nony-
JIAPHOCTHL Maras3vuHa

101. Strategic Busi-
ness Unit
"crpaTeruueckas rpynna"
/oTnen unK nompasnene-
HHe OUpMH, 3aHumalmufica
onpenesieHHHM TOBapPOM
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HIH TOBApHON cepHen H
ABJIAIOLHFACH aBTOHOMHOR
caMo¢HHaHCHpyLwecr end-
HHuen/

CM. Takxe SBU

102. street encounter
YJIHYHOE HHTEpPBbI

103. strip show
perynsapHas exenHeBHas
Tenenepexnava
cM. across the board

104. strona market
CHJBHHA PHHOK /pPHHOK, Ha
KOTOPOM CnpoC npeBbllaeT
npemjioxesue/

105. subliminal mes-
sage

oObABJIEHUE NpPpOoAOJSIXKHTEeNnb=
HOCTbI0 B 1/30 cekyunu,
TpaHcAnpyemoe MHoro-
KpPaTHO BO BpeMA OOLMHONA
Tenenporpammul; "nomcos=
HaTejibHaa" pekJjlama

106. suagestive brand
name
CyrrecCTMBHOE HasBaHue
ToBapHO MapKH /Hanp.,
"Life-Safers", Ha3aBaHHe
MapkH J1IeAeHUOB C AHpOY-
Ko nocpenunhe/

107. Sun Belt
YconHeyHun nonac" /wxHue
wraTta CWA/

108. superior good
"nponopuUHOHanbHu ToBap"
cMm. normal aood-

109. superiority
claim
yTBepxleHue O MpeBOCXon-
cTBe /ORHOro TOoBapa Hal
npyrum/

1109, superstore
MarasdH THUa cyrnepmap-
KeTa, HQ C paCuHpeHHOR
nponaxen HenpoanyxXTOBHX
TOBapoOB

T

1. tabloid insert
ManodopMaTHaA peKyiaMHan
Bxnanka /B rasery aiju
xypHan/

2. tag line
saknwuKuTenbHaa ¢pasa
peknaMHOro OO6bABJIEHHA

3. “take-one" lite-
rature
pexnaMHas JIMuTepaTypa
oana éecnnaTHO pasxaun

4, take-out foods
roTOBHE MAWEBHE NPOAyK+
TH, npopasaemue kadere-
pusaMu “Ha BHHOC" /cer-
MEHT pHHKA MnUuweBHX TO-
BapoB/

5. takeover marketing
“"saBoeBaTeNnbHHN" Mapke=
THHI /MapKeTHHr, PacCuHd-
TaHHH Ha norJyioweHwe on-
HUX OUPM npyrumua/

CM. meraer

6. target audience
ueneBafa aynuTopua /B
pexname/

7. taste-test
norped6uTesibCKkHe HUCIHTa=
HHA HOBOI'O TOBapa Ha
BKYC

8. tax write-off
ocsoboxaeHHe onpeneneH~
HOff yacTH poxona OT Har

- 79 -



nora /nepepnayefll yacTtu
CpeAcTP Ha 6naroTBOpDH-
TeJIbHHE Hyxas U T.n./

9. team
paGouasa rpynna

" 10. tegser

3aTpaBka" /pexknaMHHN
npueM, HanpapBJIEHHHA Ha
TO, YTOOH BH3BaTh MHTE-
pec k nocnenywmeMy pek=
JlaMHOMY OO6bABneHun/

11. teleconference
hookup
TeneMocT

12. telemarketina
NPAMON MapKeTHHI no
TenedoHy

13. telephone inter-
viewer ’
MO, Benymee onpoc Ino
TenedoHy

14. telequalification
system
cucTeMa onpoca nokynare-
nen no renedoHy /o6 ux
NOKYNaTeJNbCKUX HaMepeHu-
ax/

15. teleshopping
NMOKYNKHU no TtesnedoHy

16. telethon
TesnemapadoH /6narorso-
pPHTeNnbHas TeJIeBU3MOHHAA
nepenava/

17. test advertise-
ment
npo6Hoe oOGbgBNEHHe

18. test check
KOHTPOJIbHOE HCIHTaHHe

19. test marketing
NMPOGHHY MapKeTHHI

20. theater exhibi-
tion pattern
CTPYKTYypa npokaTa B KH~-
HOoTeaTpax /o dunbvme/

21. theater screen
advertising
peknamMa B KOMMepuyec-
KOM KHHOMpokare

22. themeline
OCHOBHAf peKJNaMHaa Tema
/cdopMynupoBaHHas B opf-
Hol* ¢pasze unesa peknam-
HONt kamnaHuu/

23. thin market
"NpocnoeuyHHn" pHHOK}
peakTHUBHEA /BaAnuR/ pH=-
HOK

24. tie-in
"cBa3ka" /coBMecTHas
peknaMa HECKOJIbKUX TO-
BApOB ONHOf HJIM Da3HHX
dupm/

25, time buyer
crneuyasIMCT Mo 3aKynke
BpeMeHH B CpelncTBax
MaccoBof uHoOpMaAUHUH Onfa
pPasMemeHHUa pekJsiamMu

26. top-of-the-line
qgoods
NepBOKJIaCCHHE TOBAapH

ToBapHoft cepuu

27. total advertising
ofumHe KanuTaJIOBNOXeHUS

B pexnamy

28. total market
coverage
TOTAJNBHHIA OXBAT DHHK®

29. trackino system
/xomibpTEepHasn/ cucreMa
cnexeHuss /3a TOProBHMH
onepauuamu/
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30. trade acceptance
pPeakuHsa Toprymnmmux OGHUpMm
Ha NpelviIOXeHUust pekslamMopa-
TeNa Nno npoBeneHvudy KaMna-
HUHU CTHUMYJIUPDOBAHHA COHTA

31. trade advertise-
ment
pexksiaMHoe OGbABJIEHHEe Ha
cdepy TOProOBIH

32. trade booth
BHICTABOYHHH CTeHn
cM. trade show exhibi-
tion booth

33. trade fair
TOpProBas fApMapka

34, trade journal
XypHan nnaa cneumanucTop
Kakofti-TO onpeneneHHoON
obnacrtu

35. trade magazine
CnenHanu3avpoOBaHHHA Npo-
deccHoHanbHHR, oTpacne-
BO#l XypHan

36. trademark bulletin
GloniNeTeHb TOBAPHHX 3HaAKOB

37. trademark expert
3KCNepT no TOBAapHHM 3HaA-
Kam

38. trade name
TOpProBoe Ha3BaHHMe ToBapa

39. tradeoff
BHINOSIHEHUE KaKUX-JIHGO
KOMMepUYecCKnx ob6a3aTeNnnsCTB
B OTB3eT Ha NnoJiydeHHHe yC-—
nyru

40. trade show exhibit
booth
BHICTABOYHHA CTeHn

cM. trade booth

111

41. trade support
nomnepxxka ToBapa /4 3a-
HHTepeCOBaHHOCTb B HeM/
paboTHHKaAMH TOPIOBJIH

42. trading stamps,
pl

TOProBue MapKH, KOTOpHEe
nokynaTenu nonydvyawT B
HEeKOTOPHX MarasuHax MNpH
Nnokyrnke ToBapa, a 3aTeM
MOr'yT OGMEHATb Ha KAKON-
TO ToBap /OOHO H3 Mepo-
NMPUATHA 1O CTHMYJNHpPOBa-
HUIO COHTa/

43. traffic
nocemaeMoCTh MNOkKynarTensa-
MM TOPrOBOR TOYKH

44, traffic depart-
ment
oTHesn NpOXOxOeHUA 3aka-
30B /B peKJIaMHOM areHT-
crtBe/

45, traffic manage-
ment,
PYKOBOACTBO Cnyx6o0ft npo-
XOXIeHUss 3aka’3oB /B pek-—
naMHoM areHrcrse/

46. transit adverti-
sement
peknaMHoe OOGLABNEHHe Ha
TpaHcnopTre

47. trial size
npotHas ynakoBka ToBapa
/OBENHO yMEHBUIEeHHOT'O
paamepa/

48. triple keysto-
ning
YTpOoeHHe ONTOBO# UEHH
/B 1€HOO6pa30BaAHHH DO3—
HUYHONt Toproenu/
cM. keystoning
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49. turnkey
chnavya "noa kmou" /npepno-
CTaBJieHHe BCero uMkiaa
YyCNyr HAH TNOJIHOLO KoM=
JleKca TOBApoB = No COOT-
BETCTBYWUWEMY KOHTPakKTy/

50. TV/radio spot
buyer
areHT CrneuHasucT Mo 3akyn-
Ke BpeMeHH mnAa "“ToueuHon"
pekJsiaMul

51. two-step marketing
ABYXCTyneHYaTH! Mapke-
THHT

CM. conversion rate

52, two-tier pricing
system

cHCcTeMa ueHooO6pa3OBaHHUA,
cocTosamasa U3 AOBYX kaTero=-
PUHA UeH /pacCUYHTaHHHX
Ha pasHue KkJjlaccuh norpe-
6uTenen, Hanp., onHa
neHa Insa ONTOBOR npopna-
XU U apyrasa nnfa poO3HHY-

Hon/
U

1. underdog
He OYeHb KPYMHHA npen-
nNpHHHMaTesIb U peKsaMo-
narenb

2. under-merchandise
He noakKpersyiaThb npemio—
XKEeHHe O BO3HarpaxmeHuu
3a NOKYIKY HOCTAaTOYHON
TOBApPHON UEeHHOCTLI0

3. Universal Product
Code
YHHBEPCAJIbHEA TOBApPHHN
Kkon, UPC
cM. bar code

4. upper-income
BHICOKOOIJIAYHBAEMHfl, C
BHCOKMMH duxonaMH /o
npocnonke HaceneHua/

5. usage pattern
OCOGEHHOCTH HCrnonb3osBa-
HHA /TOBapay/

6. upscale market
PHHOK norpebéuTteneft c
ypoBHEM HOXOnoB M obpa-
30BaHUA BhUE CpenHero

7. usage cycle
HNOJIFOBEYHOCTDb , IJIUTEJIb=
HOCTb HcCnoJsib3oBaHua /O
ToBape/

8. utility vehicle
aABTOMOOHJIb CpenHero
Kyacca

1. value=-conscious
CTPEMAWHHCA K 3KOHOMHH
/o nokynarene/
cMm. budget-conscious

2. vending machine
TOProBHl aBTOMaT

3. vendor analysis
npouecc oréopa nocras-
IWHKOB

4. vendor supported
HMeouWHA NoAnepPXKy H
onToBHkoOB /O ToBape/

5. venture team
pacouyas rpynna ¢UpMu-
NPOH3BOAMTENA, 3aHUMa-
masaca pa3paboOTKOA H Mmap-
KEeTHHI'OM HOBOI'O ToBapa

6. vertical merger
"BepTHKkansHoe" CnHUAHHE
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ovpM, BXxOoOnAmMUX B on-—
HY CHCTeMy KaHaJIOB OHUCT-
puoéyumuu

7. videologue
BHIOeosior, KaTaJjor Ha BHU-
neokacere i

8. viewing diary
3PUTENbLCKUN HAHEBHUK /HC—
nonb3yeTCcA NpH aHanmile
cocTaBa 3PHTENbCKOR aymu-
TOPHMH U nnA pefiTHHra Te-
nenporpamm/

9. VIP pack
nom6opKka pexJlaMHHX MaTe-=
pHAJIOB, pacCChylaeMHX Mo-
TEeHUHANBbHHM MOKYMaTeNnaM
IOOPOrOCTOALNUX TOBAPOB
/B NpsaMoR nNOYTOBOA pek-
name/

10. visor
PEeKNaMHuft nnaHweT .
cM. promotional visor

11. voluntary chain
CHUCTeMa Koolnepauuu Onro-
BHKOB NMPOTHB KDYNHHX
PO3HHUYHHX TOProBuUeB

W

1. walking advertise-
ment
"xomauaa" unu "wxuBasg"
peknama /T.e. YenoBek,
Hecyumui pekJlaMHHe MUTH
MM TpaHCnopaHTH/

2. warehouse club
TOproBaf Ga3a-MarasuHj;
MarasmuH-CcKnan
cM. shopping club

3. wars
"Bo#uu" npousBOOUTENen-
KOHKYDEHTOB 3a PHHKH

11-2

c6HTa. H3BECTHH %ola
wars” /Mexny KoMraHHAMM
Pepsi u Coka Cola/,
"burger wars" /mexny
KoMriavuaMu Mac Donald n
Burger King, npoussona-
muMH ram6yprepu/, "PC
wars" /Mmexny npou3BOAK-
TeNnsgMH MepCOHANIbHHEX KOM-
nbTepoB Apple u IBM/,
"jeans wars" /mexny ouUp-
MaMH, MNPOMN3BONSWHUMH
oxuHca Jordache u Murjani/

4. waste circulation
THpaxX, OCTaBUHMACH HepacHn=
poOCTpaHeHHEM

5. wasted coverage
6ecnone3Huft oxBaT /pek-
Namuoft aynutopun/

6. well-established
product
NMPOYHO 3apeKoMeHOOBaBWHP
ce6s1 HA pHIHKe ToOBAap

7. wheel of retailing
KONleco pPO3HHUYHOM TOProB-
nu /Teopua TOro, YTO BHa=-
yase nenaeTcs ynop Ha
HH3KYI0 LleHy HOBOro TOBa=
pa, OmHaKO CO BpEeMeHeM
1leHa Ha Hero pacTeT H
HOBHE KOHKYPeHTH mnpenja-
ranr 6Gonee peweBHit TO-
Bap/

8. white goods
"Genuit" TOoBap /OHTOBHE
3neKTponpubopH 3HA4YH-
TeJIbHHX raBapHTOB: XONo-
OUJIBHUKH, CTHUpANbHHEe Ma-
HMHE B T.O./

9. wholesale outlet
onToBas Topropas 6Gasa
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10. wine cooler
Jlerkoe cyxoe CTOJIoBoe
BHHO

11. with-pack pre-
mium
BO3HarpaxneHHe 3a NOKYINKY,
nosiyyaeMoe nokynarenem
B ynakoBKe BMecTe C TO-
Bapom

12. word-of-mouth
advertisina
yCcTHasa pexkjama, "MmMonsa"

¢M. endless chain

13. wrap-up
/xapr./ "nerkun" noky-
narens, "“npoctroduna"
/nokynarens, ¢ roToB-
HOCTBI0 MNMOKynawmHil KakKkon-
TO TOBap/

Y

1. yellow pages, pl
TesleQOHHHA CNpPaBOYHUK
TOProOBJHU

2. yuppie /young
urban professional/
ANMOK, MONOQHE NpeycrnesBaw-
e ropoliCKHe XUTeJiH C
BHICIIMM OoOpas3oBaHHEM U
BHICOKHMMM noxomamu /ne-
Morpa¢uueckana rpynna/

y 4

1. zap
/pasr./ OCTaHOBHTSH,
pyouTe" /Hanp., Tene-
peknamy/

" BHI-

2. zapper
TOoBap, NPHHOCAWHUA OONb-
wyw npHbuiib H OHICTPO 3a-
BOEBHBAaWWHA PHHOK

3. zip code
NMOYTOBHA HHIEKC

COKPAIEHHUA

AMA /American Marke-
ting Association/
AMepHKaHCKafd accouHauus

MapKeTHHra

ASI /Audience Survey's
The/
“Onuenc cepsefts", kamna-
HUA 1O HCCNenoBaHU0 3PH-
TeNbCKHX peakumn /CUlA/

CEO /Chief Executive
Officer/
TJIaBHHA yrNpaBJIAWHA

CPI /Consumer Price
Index/

nokasaTens noTrpetHTesnb-
CKHMX ueH

CUME /Cumulative
Audience ratings/
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CYMMapHHA PeATHHI ayau-
TOpHUH

DAGMAR /Defining Ad-
vertising Goals for
measured Advertising
Results/
"onpenenexwne ueneft nnA
pacueTHHX pekJjiaMHHX pe-
syneTaToB" /pacnpocrtpa=
HEeHHRHI MeTon nJjlaHHpoBa-
HUA peKNlaMHOM KamnaHuu/

DIS /Direct Impact

on Sales/
npAaMans 3aBHCHMOCTbL COH-
Ta OT NPOBOAHMOR pekyam-
HOR KaMnaHHH

DIY /Do-it-yourself/
ToBapw THna "cnenap cam"

EDI /Electronic Data
Interchanae/
CHCTEeMa OOMeHa 3JIEKTPOH-
HOR nudopMauHen

EOM /end of the
month/
nocnenide OHA MecaAua

GAF /General merchan-
dise, Apparel and
Furniture/
TOBAPH MNOBCENHEeBHOIO
cnpoca, onexna, mebens
/OGHYHHA ACCOPTHMEHT
MarasuHOB POSHHYHOA TOp-
rosnu/

GWP /aift with
purchase/
SecrnnaTHHA nopapok, Bpy=
YaeMHl nokynaTtesio Np4
MOKYIKe Kaxoro-To onpe-

nenenHoro topapa /B Me-

PONMPHATUAX NO CTHMYNH-
POBaHH0 cOuTa/
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HUT /Household using
televaision/
ceMbsa, HMeowas TeJeBH3Iop

LDC /Low Developed
Country/

Pa3BHBawitafgsCA CTpaHa

LOH /Lady of the
House/

" nomawHAA xo3anka"

M&A /Mergers and

Acquisitions/
oTneneHue HHBECTHUHMOHHO-
ro 6aHka, 3aHHMawWeErocs
KanuTaJNIOBJNIOKEeHHAMH, CBA-
SAHHHMH C CJIMAHHEM KOM-
NnaHHA HIH NpHOOGpeTeHHeM
OLHOM KOMMAHHH APYTrON
/T.e. ¢ MapkeTHHrom "
BoeBaHURN", "takeover
marketina"/

Mc K /Mc Kittrick/
¢upma "MakkuUTpuK"

MNC /Multinational

Corporation/
MexHauHoHanbHaa Kopnopa-
UHA

3a-

MR /manufacturer's

representative/
npencTaBUTENb QHPMH-H3IT'O-
TOBHTENA

MSI /Marketing Science
Institute, Cambridge,
Mass/
HHCTHTYT MQPKETHHI'OBHX
nccnenosauwunr /CIUA/

NARB /National Adver-

tising Review Board/
HauHoHaJIbHHIA COBET Mo
HaONWOEeHHw 3a PEKJIaMHOH
aeatenbHocThw /CHA/



NIC /Newly Industria-

lizina Country/
CTpaHa OGHCTPO pa3BHUBaw=-
masgs TexHHUYeckoe MNpous-
poncrso /sanp., TapsaHb,
wnaa Kopes, 'oH-KoHr/

NPO /nonprofit oroca-

nization/
HekoMMepuyeckaa opraHusa-
uua

NRP /Net Ration Point/
enguHHLAa pPefnTHHra

OPM /orders per
thousand/
KOMHYEeCTBO 3aKAa30B Ha Th-
CAYY enuHHI, THpaxa neyar-
HOI'O M3OaHUA HIH NPAMOR
MoOuYTOBOM pexknaMu /nokasa-

Tenb 30OeKTHBHOCTH pekJsiaM=-

HOR kamnaHuu/

OTO /one time only/
peknamMHoe OOGbABJIeHHEe, MNo-
Memaemoe B CpencTBax
pekJylaMsl TOJIbKO OOMH pas3s

P.0.P. /point-of-
purchase/
mecTo nponaxu /ToBapa/

PSA /Public Service

Announcement/
O6bSIBNIEHHEe CNyxO6h of6mecT=-
BeHHO! MHPOpMaNHHU

PWP /Purchase with

Purchase/
NMOKYyrnKa BMecTe C MOKYyn-
Kot /Toprosoe npenno-
XeHHe NpHOBPEeCTH BMecCTe
C TOBapoM, mnponaBaeMsM
3a OOHYHYW lLEeHy, nonon-
HUTENbHO OPYyro#f ToBap
Nno- CHUXEeHHON ueHe/

rep. /representative/
npencraeutens /TOproeof
unu apyrosnt ¢oupme/

ROP /run-of-paper/
uper "ot rasetun"

SBV /Strategic Busi-
ness Unit/
"erpaTeruyeckaa" rpynna

SMSA /standard metro-
politan statistical
area/
CTaHOapTHHR MeTpOoNnonuc-
HHPI CTATHCTHYECKHN
apean /Cuia/
UPC /Universal Pro-
duct Code/

VHUBEepCanbHHA TOBapHHMR
Kon

vp /vice president/
BHLe~-NIDE3UOEHT
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YKA3ATEJIb PYCCKUX TEPMHHOB

A
aHanu3 puHka M 39

B
BpeMA-nHk P 59

BHCTaBOYHHE o6pa3uu E 28
BHCTABOYHHN cTeHn T 32

A

nemMapketudir D 14

nemorpaduyeckHe nokasaTre-
ni D 16

nunep D 6

X

XH3HEeHHHA UHUKJ TOBapa
P 77
XypHan-karanor M 5

3
saka3unk A 4

H
unnwcrpankda A 81

K

KaMnaHUuAa MEepONnpHATHA M0
CTHMYJIMPOBaHHI0O COHTA
s 10

KOHeVYHul norpetHTens
E 15

xynoH C 162

J

nuuo éupma A 89

L 33

M

MaKkpoMapkeTuHr M 1
MapkeTHHI'OBHE HCCnenoBa-
HHA M 64
MepuaHmanauur M 116
MecTo rnpohaxHd ToBapa
P 28
MHKpPOMapkeTHHr I 23
myabTunaxk M 143

H

HeTpanuuMOHHHE cpeacrsa
pexnamMa A 75

o

ONnTOBHA mnorpeb6urens L 5
oxBaT CpelCTBaMH pPeKJiaMu
R 9

JIOT'OTHI

n

nepeHacHmeHHe pHHKa ToBa=-
pom O 43
no6oyHuwe ToBapu F 16
norpaHuyHoe Bpema F 42
nosuuMoHupopaHue P 32
npesedHTrauua P 46
npoGHuf mapkeTHdHr T 19
npAMas foOYTOBAA pPeKJlaMa
D 26
NpAMONl MapKeTHHT

P

patovasa rpynna T 9
pa3pa6oTka ynakopku P 3
pacChHUIOYHHA cnucok L 22

D 31
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peknama
peksnamHoe
A 12
peknaMHoe
A 11
peKslaMHHR
PEeKJ1aMHHA
pPeKJIaMHHA

A 26

areHTCcTBO
o6bsaABJIeHHe
cwomoxeT A 10

KOHTAaKT A 42
kymmner J 1

peknaMHuaft npus P 41
pexknaMHuft ponuk C 57
pexnamonatens A 25
pemapkeTHur R 27
puHHOk M 35

pPHHQUYHAA mona M 79

C

CerMeHTHpPOBaHHe pPHHKA
M 78
cnusiiue ¢upm M 117
coBMecTHasa pexkyslaMma C 131
cnoHcop S 173
cCpenHeCTAaTHCTHUYECKHUN 3pu-
TenbCkKkuf peATHHr A 1
cpencTBa MapkeTHHra M 68
cpencrsa peknaMe M 95
cpefnicTBa CTHMYJIHDOBaHURA
c6ura P 99
cpe3 puHHka M 75
CTUMYyHPOBaHHe COHTAa
P 95
CYMMApHHH 3pHTENbCKHUN
peftitTuur C 182

T

TeKCT pekKJlaMHOro ofbAB-
nenua C 136
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TenemMapadod T 16
Tenemoct T 11
ToBapHas Mapka B 52
ToBapHHft kxartanor M 113
ToBapHasa cepun P 78
TOBapHufl ksacc P 68
TOPropuft aBToMaT VY 2
y
YHUBEpPCaNbHHR TOBapHHN
kon U 3

ynpasiawomuft Mo ToBapy
P 79

¢
¢upMma~-usrotrosutens M 17
¢upMeHHut ctune C 148
dokyc-rpynna F 20
dopMyna MapkeTHHra M 63

11

uenesan ayautTopHa T 6
1]

wTpuxoBoft xon B 16

d

BKONOTHYECKH UNUCTHIt TO-
Bap E 21
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