1. THE FIVE FUNCTIONS OF MANAGEMENT

Planning - This managerial function concerns itself with anticipating the future and determining the best course of action to achieve organizational objectives. Planning lays the groundwork for all the other functions of management. Planning is a continual process that involves determining courses of actions to answer the questions of what should be done, by whom, where, when and how. The basic planning concept answers four questions: "What do we want to do, where are we in relation to that goal, which factors will help us in reaching the goals. Planning achieves these ends by determination of what resources will be needed, identifications of the number and types of personnel the organization will need, development of the foundation for the organizational environment in which work is to be accomplished and determination of a standard against which the progress toward the objectives can be measured. Finally, planning can be classified into three separate categories, namely strategic planning, tactical planning and operational planning. 
Organizing - Organizing is defined as the management function that blends human and material resources through the design of a formal structure of task and authority. Organizing establishes relationships between activity and authority. The end result of organizing process is an organization - a whole consisting of unified parts acting in harmony to execute tasks to achieve goals, both effectively and efficiently. 
Staffing - The staffing function concerns itself with recruiting, selecting, training and assigning the right person to the right position within the organization. The people belonging to some company are the most important of all organization's resources. Those human resources are acquired by and for organization through staffing function of management. An organization attempts to identify, attract and retain qualified personnel to fill its available positions. It begins with human resource planning and affects employees throughout their tenure with the organization. The staffing function has many processes. Some of them are: human resource planning, recruitment, selection, induction and orientation, training and development, performance appraisal, rewards, promotion, transfer, demotion, separation etc. 
Directing - The function which guides and motivates employees towards the organizational objectives. When organization's plans have been formulated, the organizational structure has been created and staffed; the next step in the managerial process becomes that of directing people towards the achievement of organizational goals. The manager's job is to accomplish the objectives of the organization by and through guiding and motivating of subordinates. The directing function is sometimes referred to as motivating, leading, guiding or human relations, and is thus called the "people" function of management. 
Controlling - The final function of management is controlling the organization performance is evaluated to determine whether or not it is accomplishing its objectives. Planning, organizing, staffing and directing must be monitored to maintain their effectiveness and efficiency. The controlling function is closely linked with planning. In fact, the basic purpose of controlling is to determine how successful the planning function has been. Thus, controlling is concerned with the act of monitoring each of these functions to evaluate the organization's performance towards meeting goals, objectives, and standards.
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2. SERBIAN DINAR - the develoment
Many world nations use dinar as the official currency. It is widely spread around the world, mostly in Muslim, Arabic countries such as Kuwait, Bahrein, Iraq, and Sudan etc. In Europe it is used in Serbia and Macedonia(denar).
Serbian dinar has had a long and dramatic history. It was and still is an important symbol of the Serbian statehood.
The first mention of a Serbian dinar dates back to the reign of Stefan Dusan of the Namanjic Dynasty.Each of the aristocrats minted his own coins out of gold or silver, usually depicting themselves.
During the Otoman gouvernment Serbia had no right to use any of the national svmbols including its own currency, so different foreign ones were used up to the mid 19th century. Otoman influence on the Serbian culture was great, therefore the para (dinar's subdivision) is named after the Turkish silver coins (arabic-bara). Following the liberation from Turkish domination Prince Mihailo Obrenovic took the steps towards establishing an independent monetary system. In the restored state of Serbia 43 different, foreign types of money were in circulation (10 gold, 28 silver and 5 copper ones), which caused a lot of confusion and difficulties in exchange. Domestic currency was desperately needed.There was an even stronger, of course political, reason for doing this.The issue of a domestic currency would further strengthen morale in a country still striving for its complete independence. The first consignment of domestic money was delivered at the beginning of 1869. It included copper coins of three denominations: one, five and ten paras. 
The obverses featured the portrait of Prince Mihailo Obrenovic III. Unforrunately, he did not have a chance to see the first modern Serbian dinar circulating, since he had been killed on May 29, 1868. Gradually the Serbian dinar was replacing the Austrian and Turkish small coins, even though its value came to less then a million dinars. It was an encouraging start. In 1875, the first Serbian silver coins in denominations of fifty paras and two dinars were issued. Naming this monetary unit was followed by a long discussion. The proposal that it should be named "srbljak" was finally rejected in favour of the name "dinar". The gold coin issued in 1879 was named ’milandor’ meaning Milan of gold (French - Milan d'Or) in honor of Milan Obrenovic's coronation. It had a value of 20 dinars. In 1883 cupro-nickel 5,10,20 para coins were introduced, followed by bronze two para in 1904. In this way, within a short time Serbia formed it's national currency, adopting the standards of the Latin Union (introduced formalized standards for minting coins, created by countries which were using franc as currency - France, Belgium, Switzerland and Italy).
 
A decision to start with the printing of the first, Serbian paper money was long deferred. It was not until January 1876, at a secret meeting of the Ministerial Council, that a legal decision was passed authorizing the printing and issuing of bank notes to the value of twenty-four million dinars.The reason for doing this was to cover the costs of the planned war with Turkey. It is believed that the famous Serbian painter Djura Jaksic did the desining for these bank notes.But this first issue was not completed or put in circulation. The developing economy, increased investment and state needs led to the founding of the Privileged National Bank of the Kingdom of Serbia in 1884. 
This state of affairs created conditions for Serbia to begin issuing bank notes. One hundred dinar notes, redeemable in gold, printed in Belgium, were issued. But, paper money was not well accepted, since the people were accustomed to metal money and had no confidence in paper. As soon as a person received a bank note, he would immediately exchange it for gold. Consequently, the first official Serbian banknotes circulated only within the bank buildings.
The same happened with the fifty dinar notes issued the following year. It was not until the ten dinar note was issued in 1885, that paper money gained the confidence of the population and began to circulate. Not so long ago,we had a similar situation when dinar was massively converted in Deutsch marks and later on in Euros. People still don't have enough trust in our currency, only the reasons are different.
The outbreak of the First World War caused a disturbance in money circulation. The Bank put in circulation all its reserves of silver money, but that was insufficient. Serbia ordered urgent money delivery from France.In case that the ordered banknotes should be delivered late, National Bank altered the twenty dinar note, keeping the same denomination but making it redeemable in silver. Fifty dinar note, designed by Beta Vukanovic, was also issued. Local Committeefor Aid to the Need, established in Prizren, issued 0.50 dinar notes payable in silver, which were distributed among the refugees so that they could purchase essentials. During the war occupied Serbia was using crowns, marks and levs.To establish how much of the Serbian money was still in the country and prevent possible import of new banknotes, the occupying authorities ordered the stamping of notes.
Next, Serbia was brought to unification with the neighbouring countries creating the Kingdom of Serbs, Croats and Slovenes, so the Serbian dinar was replaced by the Yugoslav dinar and the Yugoslav krone. It was reintroduced in 1941 for use in the German occupied state. Second modern Serbian dinar circulated until 1944, when the Communist Partisans replaced it with the Yugoslav dinar.
Serbia needed nearly sixsty years to regain its national currency.Meanwhile 8 different Yugoslav dinars were issued due to inflation and hyperinflation. Aso, during 1990's Serbian enclaves in Croatia and Bosnia and Herzegovina issued Krajina and Republika Srpska dinar. In 2003, after Yugoslavia had been transformed into the Union of Serbia and Montenegro, third modern Serbian dinar was introduced. Montenegro and Kosovo had already adopted the euro. Coins currently in circulation are 50 para, l, 2, 5, 10 and 20 dinar coins. On their back side Serbian monasteries are represented (Gracanica, Krusedol, Studenica, temple of Saint Sava). Banknotes are issued in denominations 10, 20, 50, 100, 200, 500,1000 and 5000 dinars. Design of the banknotes includes portraits of important persons from the Serbian history (Vuk Karadzic, PetarII Petrovic Njegos, Stevan Mokranjac, Nikola Tesla, Nadezda Petrovic, Jovan Cvijic, Djordje Vajfert and Slobodan Jovanovic) and pictures of the monumental buildings (National Bank, Parlament, Serbian Academy of Sciences and Arts).
Nowdays, along with some other European countries, Serbia is trying to enter the EU.That is going to be a long and diffucult process, considering the demands put in front of it. But when the moment comes, Serbian dinar will, almost certainly, be replaced with the euro and will finally become a history.
Key Business Vocabulary
Go back to the text and fill in the table with the newly found words according to the given categories 
	NOUNS
	VERBS
	OTHER WORDS & EXPRESSIONS

	
	
	


3. EXTERNAL AND INTERNAL PR

During last years, on enlargement of interests of quality communication influenced four factors: 

1. Growth of big companies and institutions and enlargement of their responsibility in regard to public (external and internal) 

2. Big changes and increase of competition. 

3. Better communication technology which include higher number of people. 

4. Bigger openness of society and organizations. 
According to basic classification, public relations can be external and internal. 
External PR is turned to external environment: mediums, clients, government department, wide community etc. Need for positive picture in public and attempt to obtain and to induce to cooperation, group of people who the organization talking to is old as old as market access to work. During the time, conscience about importance of communication with environment permanently have been stronger, but in last decade twentieth century, public relations are forced on as a need and necessity of all organizations and individual who thinks modern, rational and responsible about themselves and their work. Abraham Lincoln, one of the first American presidents who said: "Public opinion is everything. If it's on our side, nothing can fail, and if it isn't, nothing can succeed." 
Internal PR is turned to internal public of organization: employees, managers, stockholders, administrative council etc., and his target are to create corporative culture and develop corporative identity of organization. 
Activity of external and internal PR as unique strategic communication are reciprocal and supplemental, and from that come after that there is not successful communication with external environment if she is not inside of the organization. To place the right message to the right people in the right time is a certain way to accomplish success. 
Media relations represent important segment of public relations which have influence on wide public, and which represent part of the job of every ambitious manager. An interview because of that represents a powerful tool in your hands, with which you have effective influence on other publics of special interests: customers, financiers, government organs, narrow and wide community, and also internal public: employees, business partners, stockholders etc. Good interviews bring benefit to you and to journalists also. You need media, and media need information from your activity. That is a good starting point for one sincere and professional relation, for reciprocal benefit and satisfaction. 
Experts call them corporative communication, and define PR like permanent and well planed politics communication of organization, which is equally turned external and internal structures, whose target is to create quality identity of organization and its positive look in public, which will make possible to reach a strategic target of organization. 

The process of public relations can be described in four steps. First, we need to do, so called, SWOT analysis and find out our strengths, weaknesses, opportunities and threats. In that way we know what is happening now with the company. The next step is planning and programming. Also making strategy about what should be done and said and why. Next thing is implementing, or in practice taking actions and communicating. The final step is evaluating the programme where we make a final analysis of the success campaign made. Public relations should present a product, organization or a person in the best way possible to the specific audience. Companies use different campaign strategies. Some standard techniques are: press releases, press kits, satellite feeds, pod casts, web casts, wire service distribution of information and internet placement. Other frequently used are: entertainment product placement, product launches, press conferences, media seminars, producing events, speechwriting, establishing partnerships and more is often required.
This job is very serious because it is not easy to get through the people. PR uses communication arts, psychology, social psychology, sociology, political science, economics, and the principles of management and ethics. And technical knowledge for opinion research, public issues analysis, media relations, direct mail, institutional advertising, publications, film/video productions, special events, speeches, and presentations. 
Because of its complexity almost every organization employs at least one PR manager, and large companies have entire departments dedicated to PR. It is important to say that PR is used also in non profit organizations such as government agencies and trade associations. 
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4. BENEFITS AND DRAWBACKS

Direct marketing is attractive to many marketers, because in many cases its positive effect (but not negative results) can be measured directly. For example, if a marketer sends out one million solicitations by mail, and ten thousand customers can be tracked as having responded to the promotion, the marketer can say with some confidence that the campaign led directly to the responses. The number of recipients who are offended by the junk mail/spam, however, is not easily measured. By contrast, measurement of other media must often be indirect, since there is no direct response from a consumer. While many marketers like this form of marketing, some direct marketing efforts using particular media have been criticized for generating unwanted solicitations. For example, direct mail that is irrelevant to the recipient is considered junk mail, and unwanted email messages are considered spam. Consumers are demanding an end to direct marketing, which advertising agencies are able to provide by using variable data printing and targeted mailing lists. 
Direct mail 

Any medium that can be used to deliver a communication to a customer can be employed in direct marketing. Probably the most commonly used medium for direct marketing is junk mail, in which marketing communications are sent to customers using the postal service. The term direct mail is used in the direct marketing industry to refer to junk mail, which may also be referred to as mail in general and may involve bulk mail. Junk mail includes advertising circulars, free trial CDs, pre-approved credit card applications, and other unsolicited merchandising invitations delivered by mail or to homes and businesses, or delivered to consumers' mailboxes by delivery services other than the Post Office. Bulk mailings are a particularly popular method of promotion for businesses operating in the financial services, home computer, and travel and tourism industries. 

Advertisers often refine direct mail practices into targeted mailing, in which mall is sent out following database analysis to select recipients considered most likely to respond positively. For example a person who has demonstrated an interest in golf may receive direct mail for golf related products or perhaps for goods and services that are appropriate for golfers. This use of database analysis is a type of database marketing. 
Telemarketing 

Marketers call telephone numbers. This process may be outsourced to specialist call centres. The agents sit at computerized work-stations and try to sell the products of the clients. 
Coupon 

Coupon is used in print media to elicit a response from the reader. An example is a coupon which the reader cuts out and presents to a super-store check-out counter to avail of a discount. Coupons in newspapers and magazines cannot be considered direct marketing, since the marketer incurs the cost of supporting a third-party medium (the newspaper or magazine); direct marketing aims to circumvent that balance, paring the costs down to solely delivering their unsolicited sales message to the consumer, without supporting the newspaper that the consumer seeks and welcomes. 
Direct response - television marketing 

An important element of Direct Marketing is the TV driven marketing. The fact of using television as a medium in some opinions is not a negation of direct marketing. The reason is that when the audience responds, the phone number is made available to the marketer. Major players are firms like QVC, Thane Direct, and Interwood Marketing Group then cross-sell, and up-sell to these respondents. 
Direct selling 

There is a face to face or personal contact with the consumers in this case. The reason that it is a sub-set of Direct Marketing is that the focus here is on sales. Marketing, on the other hand, is a lot more than selling. 
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