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1 а .    -  ( ). 
 

1. challenge  A. a list of things bought, used, etc. showing the total amount that must be     

paid 

2. entertaining B. an arrangement (in business, politics)that is to the advantage of both sides 

3. bill C. a situation or problem that causes trouble 

4. invite out            D. the use of physical strength or power of the mind 

5. difficulties E. the quality of demanding competitive action, interest or thought 

6. effort F. amusing and keeping the attention of people 

7. business deal     G. ask someone to come out esp. to a social occasion 

  8. labour force        A. a subject causing strong argument and difficult to deal with 

  9. prosperity B. workers, esp. who use their hands and considered as a group 

10 .because of          C. great success, esp. in money matters 

 11. global growth      D. a point in time at which a very important change takes place 

 12. hot issue              E. increase in size, amount or degree all over the world 

13. turning point        F. as a result of 

14. pervasive G. wide-spread 

15. asset A. a class of goods which is the product of a particular company/producer 
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16. brand B. an ordinary share on which no fixed amount of interest is paid   

17. tool C. the worth of something in money      

18. in terms of             D. not a long time in advance 

19. equity E. the property of a person/company that has value and may be sold to pay a debt 

20. on short notice      F. НОЬЭЫШв; ЫОЦШЯО ПЫШЦ ШЧО’Ь ЦТЧН 

21. loyalty G. from the point of view 

22. value H. the quality of being faithful to smb./sth., always giving support 

23. obliterate I. something necessary for doing a job 

24. match A. a group of different objects of the same kind, esp. for sale in a shop  

 25. envision B. income, esp. that which the government receives as tax 

26. overwhelming C. very large 

27. ensure                    D. by means of; using 

28. via E. foresee, to see in the mind as a future possibility 

29. revenue F. be equal to smb./smth.  

30. efficient G. make certain to happen 

 
 

2 а . П   ф а  - а  
а.  

Delivering on Consumer Electronics 

 

TСОЫО’Ь РШШН ЫОКЬШЧ аСв МШЦЩОЭТЭШЫЬ НШЧ’Э ЦКЭМС DОХХ’Ь ЬЮММОЬЬ ТЧ ЬОХХТЧР 
computers. From the outset, Michael DОХХ’Ь ЯТЬТШЧ ЫОМШРЧТгОН К ЦКЫФОЭ — with 

different kinds of potential users — the business sector, non-business organizations 

such as schools and other institutions, as well as the growing segment of PC users 

in homes — each with different needs and resources. Choosing to focus more on 

the business and institutional segments, Dell envisioned an unheard-of 

combination of service features for PC customers: high-quality products, lowest 

cost, ease in ordering and receiving products, live interaction with expert technical 

КЬЬТЬЭКЧМО ПШЫ ЛЮТХНТЧР К PC “ЭСО аКв вШЮ ХТФО ТЭ,” ЬЮЩОЫ-fast deliveries, and after-

sales communications to ensure product performance and keep users informed 

about upgrades to enhance their PCs. 

The market response has been overwhelming, resuХЭТЧР ТЧ DОХХ’Ь НШЦТЧКЧЭ 
ЩШЬТЭТШЧ КЬ ТЧНЮЬЭЫв ХОКНОЫ аТЭС $35 ЛТХХТШЧ ЬКХОЬ ТЧ 2003. DОХХ’Ь ЮЧТqЮО ЯТЬТШЧ ПШЫ 
integrating all stages of marketing — development of the product and related 

services, pricing it, selling to consumers directly via telephone or Internet, 

delivering directly to customers from efficient manufacturing plants, and 

promotional messages for product awareness and use — are unmatched by 

МШЦЩОЭТЭШЫЬ ЭСКЭ КЫО ЬЭЫЮРРХТЧР ЭШ МШЩв DОХХ’Ь аКв ШП НШТЧР ЛЮЬТЧОЬЬ. 
As if not enough to cause headaches in the PC industry, Dell recently launched 

itself into the broader consumer electronics market for even greater revenue 

РЫШаЭС. TШНКв’Ь РТКЧЭ ОХОМЭЫШЧТМЬ ЫОЭКТХОЫЬ, ЬЮМС КЬ CТЫМЮТЭ CТЭв КЧН BОЬЭ BЮв, ЦКв 
soon be looking ШЯОЫ ЭСОТЫ ЬСШЮХНОЫЬ ТП DОХХ’Ь МЮЬЭШЦОЫ-friendly business model is 

successfully carried over into flat panel TVs, DVD recorders, MP3 players, and 

digital cameras. Plans even call for opening an online music downloading store on 

the same popular Website wheЫО PC ЮЬОЫЬ ЛЮв ШЭСОЫ DОХХ’Ь ЩЫШНЮМЭЬ. TСО ЩШЭОЧЭТКХ 
range of products is enormous because music, movies, photos and other 
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entertainment are increasingly digital and, thus, are becoming compatible 

extensions of PCs. 

 CШЦЦОЧЭТЧР ШЧ ЭСО МШЦЩКЧв’Ь ЧОа ЭСЫЮЬЭ, CСКТЫЦКЧ MТМСКОХ DОХХ ЬЭКЭОЬ, “TСО 
whole new ballgame is these worlds [computing and consumer electronics] 

МШЧЯОЫРТЧР, КЧН ЭСКЭ’Ь К аШЫХН аО’ЫО МШЦПШЫЭКЛХО ТЧ”. 
 

3 а . А ац я ф а  – а  а 

( ). 
 

The New Position of Emerging Countries in the Global Agrifood Economy 

   As mentioned earlier, two broad tendencies transformed North/South relations 

since the 1970s. In addition to being a source for traditional tropical exports, 

developing countries became increasingly important in the supply of the 

components of what has ЛООЧ МКХХОН ЭСО “ЧЮЭЫТЭТШЧКХ ЭЫКЧЬТЭТШЧ”—the shift to a high 

animal protein diet (including seafoods) and the increasing consumption of fresh 

fruit and vegetables. This has provided opportunities for the expansion of domestic 

food companies in a few countries. Brazil and Argentina, together with Thailand, 

became major suppliers of animal feed and meat. Particularly in the white meats 

sector (poultry and pigs), this gave rise to domestic agribusiness firms—Sadia and 

PОЫНТРуШ ТЧ BЫКгТХ, КЧН ЭСО CСКЫШОЧ PШФЩСКnd Group in Thailand. More recently, 

there has been a similar surge of domestic firms in the red meat sector, with the 

BЫКгТХТКЧ ПТЫЦ JBS/FЫТЛШТ ЛОМШЦТЧР ЭСО аШЫХН’Ь ХКЫРОЬЭ ПТЫЦ ТЧ ЭСКЭ ЬОМЭШЫ. TСО 
Charoen Pokphand Group similarly embarked on regional foreign direct 

investment. 

   Foreign investment and increasing coordination have also transformed 

developing countries into major suppliers of seafoods, with a key driver being the 

explosion of shrimp-based restaurant chains in developed countries. This has 

involved new transnationals, such as the animal (and fish) feed company Nutreco, 

the entry into this sector of leading firms from the agricultural inputs and genetics 

sectors, such as Monsanto, and the emergence of domestic players. 

   Fresh fruit and vegetables have been piloted mainly by firms for which this 

previously unorganized market segment has become a key to establishing 

consumer loyalty. Early forays into the domestic markets of developing countries 

often had the character of enclave-type activities, with few or no linkages to their 

economies. Alternatively, they were aimed at a specific niche. Now, under the 

aegis of retail, the transnational objective has become corporate takeover of the 

domestic food systems of developing countries as a whole. In addition, this 
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penetration now includes the large developing countries, often with strong states, 

with already consolidated agrifood companies, and with very distinct traditions and 

food habits. It also occurs in a context in which developing countries have become 

competitive suppliers in a number of markets, providing opportunities for the 

transformation of their leading domestic players into global actors. 
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Der Agrarmarkt   
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2 а . П   ф а  - а  
а.  

Die Konkurrenz ist hart 

Jetzt sind wir keine echten Bauern mehr. Wir sind mehr Unternehmer. Der 

Markt diktiert uns, was, wo, wie und wieviel anzubauen ist. Wenn ich das nicht 

tue, bin ich bald pleite. 

АОЧЧ ЦКЧ ЦТЫ ЬКРЭ, НКЬЬ ТЫРОЧНаШ ТЧ НОЧ LтЧНОЫЧ НОЫ DЫТЭЭОЧ АОХЭ НТО GОЭЫОТ-
deernte mit 16 Zentner pro Hektar als gute Ernte eingОЬМСтЭгЭ аТЫН, ФКЧЧ ТМС ЧТМСЭ 
mehr lachen: Ich habe 75. Was hilft das? Mein Nachbar hat 85, er reduziert den 

Preis und macht den Gewinn. Ich aber verliere dabei. 

JК, ЬШ СКЫЭ ТЬЭ НТО KШЧФЮЫЫОЧг. DОЬСКХЛ ЬМСХТОßОЧ НТО LОЮЭО ТСЫО BОЭЫТОЛО ЮЧН 
wandern aus der LКЧНаТЫЭЬМСКПЭ ТЧ НТО SЭКНЭ КЛ. NЮЫ аОЫ ОТЧОЧ РЫößОЫОЧ BОЭЫТОЛ 
СКЭ ЮЧН ЬТМС НОЧ ЬТМС ЯОЫтЧНОЫЧНОЧ BОНТЧРЮЧРОЧ КЧЩКЬЬОЧ ФКЧЧ, НОЫ üЛОЫХОЛЭ. 

Jeder Mensch will essen und trinken. Und woher kommt die Nahrung? Die 

Nahrung kommt aus der Landwirtschaft, wo der Bauer der Herr ist. Als Bauer bin 

ТМС НОЫ EТРОЧЭüЦОЫ ОТЧОЬ ХКЧНаТЫЭЬМСКПЭХТМСОЧ BОЭЫТОЛОЬ. IМС СКЛО ОЭаК 50 HОФЭКЫ 
und eine kleine Kuhherde mit 40 Tieren. Das ist nicht einfach, glauben Sie mir. 

Man muss gut planОn könnОn.  
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AЛОЫ СОЮЭО üЛОЫЬМСЫОТЭОЭ НКЬ Angebot an Getreide und Rindfleisch bei weitem 

die Nachfrage! Niemand kauft mein Getreide! 

АТЫ ЯОЫПüРОЧ üЛОЫ ОТЧО ХОТЬЭЮЧРЬПтСТРО LКЧНаТЫЭЬМСКПЭ. АТЫ КЫЛОТЭОЧ РЮЭ ЮЧН 
erzeugen viel. Sogar zu viel. Wenn 1950 eine Arbeitskraft nur zehn Menschen 

ОЫЧтСЫЭО, аКЫen es 1990 schon 71 Menschen. Durch die rationelle Wirtschaftsweise 

und Mechanisierung der modernen Landwirtschaft sind heute nur noch rund 0,4 

HОФЭКЫ ПüЫ НТО EЫЧтСЫЮЧР ОТЧОЬ MОЧЬМСОЧ ЧШЭаОЧНТР. FЫüСОЫ аКЫОЧ НКПüЫ ЧШМС 
ЯТОЫ ЛТЬ ПüЧП HОФЭКЫ ЧöЭТР. SЭОХХОЧ Sie sich das vor! 

 

3 а . А ац я ф а  – 

а а( ).  
 

Angebot und Nachfrage 

 

AЧРОЛШЭ ЮЧН NКМСПЫКРО ТЬЭ НКЬ PЫТЧгТЩ НОЬ АОЭЭЛОаОЫЛЬ. EЬ ЬШЫРЭ тСЧХТМС аТО 
ЛОТЦ SЩШЫЭ ПüЫ ЬЭтЧНТРО LОТЬЭЮЧРЬЬЭОТРОЫЮЧР. DКЬ ТЬЭ ПüЫ НТО AЧЛТОЭОЫ ШПЭ 
ЮЧЛОqЮОЦ, КЛОЫ ПüЫ НТО KЮЧНОЧ ОТЧ SОРОЧ.  
Wenn der erste Spargel oder die ersten Erdbeeren auf den Markt kommen, aber 

гЮЧтМСЭЬ ЧЮЫ аОЧТРО HтЧНХОЫ ЬТО КЧЛТОЭОЧ ЮЧН ЯТОХО KтЮПОЫ ЬТМС ЦТЭ HЮЧРОЫ КЮП 
НТОЬО ХКЧРОЧЭЛОСЫЭОЧ GОЧüЬЬО ЬЭüЫгОЧ, СКЛОЧ НТО ПТбОЧ AЧЛТОЭОЫ ОТЧОЧ 
Wettbewerbsvorteil. Denn weil die Produkte knapp und begehrt sind, lassen sie 

sich zu guten Preisen verkaufen.  

NКЭüЫХТМС СКЛОЧ НТО KШЧФЮЫОЧЭОЧ ЛОШЛКМСЭОЭ, аТО РЮЭ НКЬ GОЬМСтПЭ КЦ SЭКЧН 
ЧОЛОЧКЧ РОХКЮПОЧ ТЬЭ. DОЬСКХЛ аОЫНОЧ ЬТО ЯОЫЬЮМСОЧ, ЬТМС ПüЫ НОЧ ЧтМСЬЭОЧ TКР 
ОЛОЧПКХХЬ SЩКЫРОХ ШНОЫ EЫЛООЫОЧ  гЮ ЛОЬМСКППОЧ. DКНЮЫМС аТЫН НКЬ AЧРОЛШЭ РЫößОЫ. 
Um die gЫößОЫО MОЧРО гЮ ЯОЫФКЮПОЧ, ЦüЬЬОЧ НТО PЫОТЬО ЬТЧФОЧ. DОЧЧ ЧЮЫ ЬШ 
ФöЧЧОЧ ЦОСЫ KтЮПОЫ КЧРОХШМФЭ аОЫНОЧ KЮЧНОЧ, НОЧОЧ НОЫ SЩКЫРОХ ЛТЬСОЫ ЧШМС гЮ 
ЭОЮОЫ аКЫ. DКЬ РОСЭ ЬШ ХКЧРО аОТЭОЫ, ЛТЬ НТО HтЧНХОЫ ЦОЫФОЧ, НКЬЬ ЬТО НОЧ ЯТОХОЧ 
Spargel, den sie eingekauft haben, ЧЮЫ ЧШМС ЛОТ  ФЫтПЭТРОЧ PЫОТЬЬОЧФЮЧРОЧ 
ХШЬаОЫНОЧ. DКЦТЭ ФöЧЧОЧ ЬТО ЯТОХХОТМСЭ КЮМС ЧШМС ОТЧТРО ЯШЧ VОЫЛЫКЮМСОЫЧ 
РОаТЧЧОЧ, НТО ЧТМСЭ ЬШ ЬМСКЫП КЮП НТОЬОЬ GОЦüЬО ЬТЧН. KЮЫг ЯШЫ 
GОЬМСтПЭЬКЛЬМСХЮЬЬ ЯОЫФКЮПОЧ ОТЧТРО KКЮПХОЮЭО НТО ХОЭгЭОЧ SЩКЫРОХ ШПЭ ЬШРКЫ ЮЧЭer 

dem Einkaufspreis, um nicht ganz darauf sitzenzubleiben: Besser ein kleiner 

GОаТЧЧ КХЬ ОТЧ РЫШßОЫ VОЫХЮЬЭ.  
Das bedeutet: In einer Marktwirtschaft wird der Preis durch Angebot und 

NКМСПЫКРО ЛОЬЭТЦЦЭ. HШСО PЫОТЬО ЬМСЫтЧФОЧ НТО ГКСХ НОЫ KтЮПОЫ ОТЧ, ЯОЫХШМken 

КЛОЫ HОЫЬЭОХХОЫ ЮЧН HтЧНХОЫ, ЦОСЫ НКЯШЧ КЮП НОЧ MКЫФЭ гЮ ЛЫТЧРОЧ. DКЬ ЬЭОТРОЧНО 
Angebot kann jedoch nur dann abgesetzt werden, wenn jetzt die Preise sinken und 

НКНЮЫМС ЦОСЭ KЮЧНОЧ РОаШЧЧОЧ аОЫНОЧ ФöЧЧОЧ. SШ аОЫНОЧ ТЦ IНОКХПКХХ 
Produktion und Angebot naМС НОЧ BОНüЫПЧТЬЬОЧ НОЬ MКЫФЭОЬ (КХЬШ НОЫ KтЮПОЫ) 
РОЬЭОЮОЫЭ. PЫОТЬО СКЛОЧ НОЬСКХЛ ОТЧО РКЧг тСЧХТМСО FЮЧФЭТШЧ аТО ЫШЭО ЮЧН РЫüЧО 
Ampeln im Verkehr.  
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Das ist eigentlich schon das ganze Geheimnis. Dass es in einer Marktwirtschaft ein 

ЬШ ЮЦПКЬЬОЧНОЬ GüЭОЫКЧРОЛШЭ, ФОТЧО НКЮОЫСКПЭОЧ  VОЫЬШЫРЮЧРЬЦтЧРОХ ЮЧН ТЦЦОЫ 
аТОНОЫ QЮКХТЭтЭЬЯОЫЛОЬЬОЫЮЧР РТЛЭ, ХтЬЬЭ ЬТМС КЮП НТО AЧаОЧНЮЧР ЯШЧ гаОТ ТЦ 
GЫЮЧНО ЬТЦЩХОЧ PЫТЧгТЩТОЧ гЮЫüМФПüСЫОЧ: AЮП НОЧ АОЭЭЛОаОЫЛ гаТЬМСОЧ 
verschiedenen Anbietern sowie darauf, dass Angebot und Nachfrage den Preis 

ЛОЬЭТЦЦОЧ, НОЫ аТОНОЫЮЦ НТО PЫШНЮгОЧЭОЧ гЮЫ SЭОТРОЫЮЧР ШНОЫ EТЧЬМСЫтЧФЮЧР НОЫ 
Produktion veranlasst- und die Kunden zum Kauf oder Verzicht auf die Produkte.  

NШМС „ХЮЩОЧЫОТЧОЫ" КХЬ КЮП ОТЧОЦ АШМС nmarkt funktioniert das Prinzip von 

Angebot und Nachfrage in einem Bereich der Wirtschaft, der auf den ersten Blick 

ЯТОХ ФШЦЩХТгТОЫЭОЫ ОЫЬМСОТЧЭ ЧтСЦХТМС ЛОТ НОЫ BöЫЬО. DОЧЧ атСЫОЧН КЮП НОЦ 
GОЦüЬОЦКЫФЭ ТЦЦОЫ ФХОТЧО QЮКХТЭтЭЬЮЧЭОЫЬМСТОНО гаТЬМСОЧ НОЧ KКЫЭШППОХЧ ШНОЫ 
иЩПОХ ЛОЬЭОСОЧ, НТО НОЫ BКЮОЫ A ЮЧН der Bauer B anbieten und sich auch nicht jede 

HКЮЬПЫКЮ НТО MüСО ЦКМСЭ, КХХО PЫОТЬО ЮЧН QЮКХТЭтЭОЧ гЮ ЯОЫРХОТМСОЧ, ТЬЭ УОНО AФЭТО 
von BMW, Hoechst oder IBM so gut wie alle anderen dieses Unternehmens. 

DОЬСКХЛ СтЧРЭ НОЫ PЫОТЬ (СТОЫ KЮЫЬ РОЧКЧЧЭ) КХХОТЧ ЯШЧ Angebot und Nachfrage ab. 

Wenn viele Sparer auf Grund guter Nachrichten aus der Wirtschaft auf Gedanken 

kommen, Aktien von Siemens, Thyssen, VW oder BASF zu kaufen, aber nur 

wenige verkaufen wollen, die Makler nach dem Kurs, bei dem sich Angebot und 

NachfrКРО КЮЬРХОТМСОЧ: УО СöСОЫ ОЫ ТЬЭ, ЮЦ ЬШ аОЧТРОЫ IЧЭОЫОЬЬОЧЭОЧ аШХХОЧ ЧШМС 
ФКЮПОЧ. AЛОЫ ЮЦ ЬШ ЦОСЫ AФЭТОЧЛОЬТЭгОЫ ОЧЭЬМСХТОßОЧ ЬТМС, гЮ ЯОЫФКЮПОЧ. AЧ 
einem bestimmten Punkt treffen sich die Vorstellungen beider Gruppen. Das ist 

dann der Kurs (der Preis) dieser Aktie an diesem Tag.  

NКЭüЫХТМС ПЮЧФЭТШЧТОЫЭ НТОЬ ЧТМСЭ КЮП КХХОЧ MтЫФЭОЧ ТЦЦОЫ ЬШ ЫОТЛЮЧРЬХШЬ, ЬШ 
üЛОЫЬТМСЭХТМС ЮЧН ШСЧО VОЫгöРОЫЮЧР. АОЧЧ КХЬ FШХРО ЬМСХОМСЭОЫ АТЭЭОЫЮЧР ЧЮЫ 
geringe Mengen Spargel geerntet werden, bleiben die Preise hoch und die 

VerbrКЮМСОЫ СКХЭОЧ ЬТМС гЮЫüМФ. DТО IЦЩШЫЭОЮЫО аОЫНОЧ НКЫüЛОЫ ЧКМСНОЧФОЧ, ШЛ 
ЬТО SЩКЫРОХ КЮЬ SЩКЧТОЧ ШНОЫ РКЫ SüНКЦОЫТФК СШХОЧ, ЮЧН НТО BКЮОЫЧ аОЫНОЧ ПüЫ НТО 
ФШЦЦОЧНО EЫЧЭО НТО AЧЛКЮПХтМСОЧ ЯОЫРЫößОЫЧ. SЭОТРОЧНО PЫОТЬО ПüСЫОЧ КХЬШ НКгЮ, 
dass das Angebot zunimmt. Umgekehrt wird bei sinkenden Preisen die Produktion 

gedrosselt.  
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