CHAPTER 18: OPPORTUNITY MANAGEMENT VOCABULARY
1) opportunity management the filtering, prioritizing, processing and tracking by companies of real sales possibilities (gestion des opportunités)
2) growth opportunities real possibilities of business expansion leading to a profit for the investor (opportunités, occasions, possibilities, perspectives de croissance)

3) operating costs money spent in carrying out a company’s day-to-day activities such as rent, utility bills, amortization, rather than in the direct production of goods and services; overhead costs, overheads (couts opérationnels, dépenses opérationnelles)

4) margins net profit from operations divided by net sales and expressed as a percentage; profit margins (mages bénéficiaires)
5) company a commercial or industrial organization that aims at making a profit by doing business; business enterprise, firm (une société)
6) venture a business, or a business deal, especially a new one, in which there is a substantial element of risk; business venture (entreprise commerciale)
7) organizational skills the ability of an individual or an organization to use time, energy and resources in a way that helps desired results to be achieved  (compétences, capacités opérationnelles)
8) businesses (2) commercial or industrial organizations that aim at making a profit through their activities; business enterprises, firms (sociétés, companies)
9) do business with to engage in commercial activity with (faire des affaires avec)
10) opportunity cost what must be given up to acquire or achieve something else. (coût d’opportunité, coût de renonciation, coût de substitution)
11) value the monetary worth of a good or service sold (valeur)

12) positioning the marketing strategy aimed at creating a suitable brand image in the mind of the customer (positionnement)
13) core customers the right people or businesses most likely to buy and get the most value from your services and/or products (clientèle –fidèle)
14) value to consider important  (estimer, apprécier)
15) transaction buyers customers who purchase a product for its price and performance at a point in time (acheteurs)
16) spot market one in which goods are sold for cash and delivered immediately (marché au comptant, marché du disponible, marché pontuel)

17) relationship buyers customers interested in establishing a long-term business partnership with the seller (acheteurs réguliers)
18) switching costs fixed costs incurred by a buyer when changing suppliers (coût de changement, transfert)
19) assets resources that a company owns or is owed and which can be converted into cash; business assets (possessions, biens, actifs)
20) benefits advantages such as ease of ordering, delivery, credit facilities, maintenance or warranty which consumers seek from buying a particular brand or product (avantages, prestations)
21) total life cycle costs sum of all recurring and non-recurring costs over the full life span or a specified period of a good or service; cradle to grave costs (coût de durée de vie)
22) specifications written guidelines that precisely define the operational, physical and/or chemical characteristics, as well as the quality and quantity of a particular item to be acquired (spécificités, caractérisiques, détails)
23) enterprise software computer applications designed to integrate all aspects of a firm’s operations and processes (logiciel)
24) vendor a company that sells a particular product (vendeur)
25) support services that help enhance the benefits and satisfaction consumers receive from products such as the periodic maintenance or repair of equipment by its manufacturer or supplier during and after a warranty period; product support services, after-sale support services (service après-vente)
26) upgrade newer version of a computer hardware or software (améliorer, mettre à niveau)
27) processes the procedures, flows of activities or sequences of tasks designed to make products (processus)
28) executives individuals in a company in charge of deploying resources and making policy decisions by planning, organizing, staffing, directing, coordinating and budgeting the activities of the firm (des cadres)
29) selling cycle the time that elapses between the initial contact with a customer and the completion of the transaction; sales cycle(cycle de vente)
30) proposals documents submitted to customers or potential customers with details of your offer to supply a product or a service (propositions)
31) custom product requirements mutually agreed specifications designed by a supplier

specifically for a particular customer’s products (exigences du produit personnalisé)
32) product offering the range of products a company puts on sale (offre de produits)
33) sales management the organization and coordination of efforts aimed at attaining a

company’s sales objectives (gestion des ventes)
34) coverage model the extent of clients targeted (modèle de couverture)
35) sales tools strategies, facilities, equipment or instruments used to increase the efficiency and effectiveness of sales (outils de vente)
36)  product development the creation of products with new or different characteristics that offer new or additional benefits to the customer (développement de produit)
37) solutions sales approach when a company sets out to meet a clearly defined set of customer specifications (approche de solution de vente)
38) salespeople individuals employed to promote or sell goods and services to customers (vendeurs)

39) business plan set of documents showing a company’s operational and financial objectives for the near future and the manner in which they will be achieved  (plan de développement)

40) dilutive having the effect of reducing earnings per share (dilutif)
41) transaction selling approach sales strategy that involves focusing on achieving quick sales without a significant attempt to form a long-term customer relationship (approche de transaction de vente)
