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K OCHOBHOU NPOgheccuonanbHoll 00pazoeamenbHoll npocpamme
no nanpasienuro noocomosku 38.03.02 Meneoscmenm
HanpaesieHHocms (npoghunv) « Ynpasnenue ouznecom»

Pabouas mnporpamma IUCIHUIUIUHBI «AHTIUMHCKHHA SI3BIK 11 TPO(EeCcCHOHATBHOTO
oOLIeHMs» BXOJUT B COCTaB OCHOBHOM 00pa3oBaTeNbHOM MpOorpaMMbl BHICIIETO 0Opa30BaHUs IO
HanpasieHuto moarotoBku 38.03.02 MeHeKMEHT, HaNpaBICHHOCTD (MPOoGuIIb) «YTpaBlicHUE
OM3HECOM» W TIpeIHa3Ha4YeHa Il OOYJaroIIMXCs IO OYHOM, OYHO-3a09HOM W 3a04HOM (popMam
o0yuenus 2020 rona Habopa.

Ceenenus o0 aktyanuzanuu PT1J]

Ha y4eGHbrIit o

CocraB akTyaJI3aiuu

VYT1BepxkaeHa
Y4eHBIM COBETOM

2021-2022 - [lepeuenb OCHOBHOW ¥ TIOTIOJTHUTEIHHOM [Iporokon Yué€Horo coBera
y4eOHOU TUTEPaTyPHI, ot 08.07.2021 r., Ne 12
- OIICHOYHBIC MaTEePHAIbI.

2022-2023 - [lepeuenb OCHOBHOW ¥ TIOTIOJTHUTEIHLHOM [Tporokon Yuénoro Coseta
y4eOHOI TuTeparypsl, o1 26.01.2022 1., Ne 6
- OIICHOYHBIC MaTEePHAIbI.

2023-2024 - [IepedyeHb OCHOBHOM M TOTIOJIHUTEIBHOU [Iporokon Yuénoro Cosera

y4eOHOU JTUTEPATYPHI,
- OIICHOYHLIC MATCPUAJIbI.

o1 27.04.2023 ., Ne 9

© MHCTUTYT MEXTyHAPOIHBIX SKOHOMUYECKUX CBs3eH, 2023.
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1. Ieap u 3axa4u JTUCHUNIIMHBI (MOIYJIS)

Heab mucuUIIMHB « AHTTUHACKHUH S3BIK T MPOGECCHOHATBHOTO OOIIEHUS» - Pa3BUTDH Y
CTYACHTOB KOMMYHHUWKATHUBHYIO KOMIICTCHIHUIO, YPOBCHb KOTOpOfI IIO3BOJIUT HCIIOJIbB30BATh
AQHTTIUUCKUN  SI3bIK B MPO(ecCHOHANBHOM N1eATENbHOCTH, TOBBICUTH YpPOBEHb BJaJICHUS
AHTJIMHACKUM SI3BIKOM, JTIOCTUTHYTBHIM HAa MPEABIAYILIEM JTalle, a TAaKXKE 3aJ0KUThb OCHOBY JIS
JaIbHEUIIETro U3ydeHus NpoheCCHOHAIBLHOTO acleKTa S3bIKa.

3agauu AUCHMILINHBI:

- JOCTHKEHNE HEOOXOAMMOIO YpPOBHS JMHTBUCTUYECKMX HABBIKOB — HM3yuU€HHUE U
HCIIOJIb30BAHUC JICKCUYCCKUX W I'PaMMaTHYCCKUX CIAWHUILL B O6I>CM€, KOTOpBIﬁ H€O6XO,Z[I/IM JJIA
TBOPYECKOH J1eATeNbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUsAX;

- pa3BUTHE AMCKYPCUBHBIX HABBIKOB - YMEHUS MOCTPOEHUS IEJIOCTHBIX, JOTMYHBIX
BBICKA3bIBaHUN (IUCKYpPCOB) pa3HBIX (YHKIMOHAJIBHBIX CTHJIEH B YCTHOM M THCHMEHHOU
KOMMYHHKAIIUU Ha OCHOBC IIOHUMAaHUusA Pa3JINIHBIX BHUI0B HpO(i)GCCI/IOHaJ'H:HO-
OPUEHTUPOBAHHBIX TEKCTOB MPH YTEHUH U ayIUPOBAHUH;

- pa3BUTHE TPAKTUKH HUCIOJIB30BAaHUS AHIJIMMCKOTO SI3bIKAa JUISl  pElIeHUus
CHeUHaNTbHBIX NPOPECCHOHATBHBIX 3a1ad (MoAdOp JUTEpaTyphl, YTEHHE COOTBETCTBYIOIUX
HCTOYHUKOB, IPOCMOTP MPOTpaMM 10 HHTEPECYIOIIEH CTyJeHTa MPOOIeMaTHKe);

- 3aKpeIyieHHe CTPaTernyeckoro HaBbIKa — HaBbIKa HCIIOJIb30BaTh BepOalbHBIE U
HeBep6aﬂbHBIe CTpaTCTun JId KOMIICHCAIlUH HpO6€J’IOB, CBs3aHHBIX C HEAOCTATOYHBIM
BJIaJICHUEM SI3BIKOM;

— MOBBIIICHUE YPOBHS yU4eOHOM aBTOHOMHH, CIIOCOOHOCTH K CaMO00Opa30BaHUIO;

- pa3BUTHE KOTHUTUBHBIX U UCCIIEOBATENLCKUX YMEHUM;

- paciupeHe Kpyro3opa 1 MoBbIlIeHHE 00IIEH KyJIbTYphl: U3yU€HHE KYJIbTYpPHBIX
0Cc0OEHHOCTEH, HPAaBOB, OOBIYAEB CTPAH M3yYaeMOTO SI3bIKA, STUKH, BOCHIUTAHUE TOJEPAHTHOCTH
U YBa)KEHUS K JYXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HApPOJOB.

2. IlepeyeHb IVIAHUPYEMBIX Pe3yJIbTATOB 00y4YeHMsI 1O JUCIHUNINHE (MOYJIIO0),
COOTHECEHHBIX € MJIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOeHHMS 00pa3oBaTeIbHOI

NPOrpamMmsbl
Kon
Ili1anupyembie pe3yibTaThbl 00y4eHUs
kommneTen| Coaep:kaHue KOMMIETEHIIUH
M0 TUCIHUNIHHE
1010
Cnoco6HOCTH K | 3Hath (4)! — rpaMMaTHUeckue mpaBmia, GOPMBI 1
KOMMYHHKAIIUU B YCTHOH W | KOHCTPYKIIUH, aHTJIOSI3BIYHBIC pedeBbie
OK-4 | mucbmeHHOW  ¢dopMax  Ha | CTPYKTYpbl W JEIOBYHO  TEPMHUHOJIOTHIO,
PYCCKOM ©  HMHOCTPAaHHOM | HEOOXOAMMBIE TUTSE OCYIIECTBICHUS
S3BIKaX JUIS pemieHus 3a1ad | mpodeCCHOHaIBLHOTO OOMICHUS
MEXJIMYHOCTHOTO u | Ymerb (4) — JOTUYHO, apryMEHTUPOBAHO U
MEXKYIJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHBIC M MUCHMEHHBIC
B3aMMO/JICHCTBUS BbICKa3bIBAaHUS Ha WHOCTPAHHOM  fI3bIKE B
po(hecCHOHATLHOM OOIIIEHUT
Bnanets (4) — HaBbIKaMHU HCITOJIH30BAHUS
MOHOJIOTMYECKOU U TUAJIOTUYECKON YCTHOU U
MUCHbMEHHOW peur B CUTYalUsAX
po(hecCHOHATLHOTO B3aUMOICHCTBUS

! (4) — B ckobKax ykaszaH >Tan (GOPMUPOBAHHS KOMIETEHIIMH U3 TAGIHIE! B M.7.2. (37€Ch U Janee B TabIMIax)
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Kon
kommneTen| Coaep:kaHue KOMIETEHIIHH
10701

Ili1anupyemble pe3yJibTaThbl 00y4eHUs
N0 AUCHUIIHHE

BJIaICHUEM pa3nuuHbIMU | 3HATH — MpUEMBbl cOOpa M aHajau3a JaHHBIX U3
criocobamu pa3pelieHus | aHTJIOS3BIYHBIX HCTOYHUKOB WH(OpMALIUU
KOH(MJIMKTHBIX CUTyallMil mpu | YMeTh — aHaIM3UpOBaTh JaHHBIE JUIS
MIPOCKTUPOBAHUU MOJTOTOBKM WH(pOPMAIMOHHOTO IOKJIafa H\WJIN
MEXJIMYHOCTHBIX, T'PYNIOBBIX | aHATUTUYECKOTO OTYETa HA HHOCTPAHHOM SI3bIKE
nK-2 Hu OpraHu3alMoHHbIX | Baaxers - HaBBIKAMU MOArOTOBKU
KOMMYHHKAIIMd Ha OCHOBE | MH(POPMAIIMOHHBIX 0030poB u/un
COBPEMEHHBIX TEXHOJIOTHH | aHATUTUYECKUX OTYETOB HA AHTJIUHUCKOM SI3bIKE
yOpaBleHUsl TEPCOHAJIOM, B
TOM YHCJI€ B MEXKKYJIbTYPHOU

cpene

3. MecTo AucuMnIMHBI (MOIYJIsl) B CTPYKTYpe 00pa30oBaTe/ibHOI MPOrpaMMbl
BbICIIEr0 00pa30BaHUsA

VY4yeOHast AUCHUIUTNHA «AHTIIMUCKUNA SI3BIK 711 IPOGECCHOHATBHOTO OOIIEHUS) BXOJUT
B BapUATHUBHYIO YacTh (AMCIUIUIMHA 1O BHIOOPY CTYAEHTOB) y4eOHOTO IUTaHA 1O HAIPABJICHHUIO
noarotoBku 38.03.02 MenemxMeHT, npoduiib «YpaBieHue OU3HECOM».

4. O0beM AUCHMILVINHBI (MOYJIs1) B 3a4€THBIX eJUHULIAX C YKa3aHHEM KOJIHYeCTBa
aKa/JleMH4YeCKHUX 4acOB, BbIIeJICHHBIX HA KOHTAKTHYIO padoTy 00y4Yaromuxcs ¢
npenojaasaresieM (110 BUAaM yUeOHBIX 3aHATHII) 1 HA CAMOCTOSITEJILHYIO padoTy
00y4aromuxcs

OO6mas Tpya0€MKOCTh TUCITUIUTHHBI COCTABIsIET 12 3a4€THBIX equHuIl, Beero — 432 daca.

Bcero yacos /

Buj yueOHoit padoThl 3a4€¢THBIX eAHHHUIL
ouHas (popma
o0y4JeHus
KonrakTHast paboTa ¢ npenogaBartesieM (Bcero) 84

B ToMm uucie:

3aHaTus JICKITMOHHOI'O THUIIA

3aHATHSI CEMUHAPCKOTro TUIIA 84
Koncynbranun

CamocrosiTesibHasi padora 294
KoutpoJnb 54

dopma KOHTPOJIS Dk3ameH, DK3aMeH

Oo0mast Tpy10éMKOCTH
432 /12




5. Conepxxanue TMCHUIIMHBI (MOAYJIs), CTPYKTYPHMPOBaHHOE 10 TeMaM (pa3aesamM) ¢ yKa3aHHeM OTBeIeHHOr0 HaA HUX KOJIMYeCcTBa

aKaJeMH4YeCKNX YaCOB M BUJ0B y4eOHbIX 3aHATHI

Conep:kaHue TUCHHUILVIMHBI, CTPYKTYPHMPOBAHHOE 10 TeMaM (pa3aesiam)

HaumenoBanue TeM

Conep:xxanue TeM (pa3jaesioB)

(pa3zaeJioB)
Forms of business Jlexcuka: TepMUHBI B 00JIACTH JCIIOBBIX (DOPMATBLHOCTEH, HAJIOTOB, FOPUINYCCKHE CTATyChl KOMIIAHUH, HHIUBHIyJIbHOC
activities NpeANPUHIMATEIBCTBO, TOBAPUIIECTBO, AKLIMOHEPHOE OOIIECTBO, UX MPEUMYIIECTBA U HEJOCTATKH

®dopmbl Ou3HECa

Yrenwue: Sole Proprietorship, Partnership, Corporation.

I'pammaruka: TUYHBIE, IPUTSDKATEIbHBIC, yKa3aTeIbHbIE MECTOUMEHHS.
Heonpenenennas popma riaronos. CioBooOpazoBaHue, 0ObEKTHBIN MaICK.
[Topsnoxk cioB B npeioxkeHH. BorpocuTenbHble clioBa. APTUKIIN.
KonuuecTBeHHbIE U TOPSAKOBBIE YUCITUTENbHBIE.

VYcTHas peus (1ouaorunyeckas):

-MPEUMYIIECTBA U HEJOCTATKHU Pa3HbIX (hopm Om3Heca

YcTHas pedb (MOHOJIOTHYECKAs):

-pucku UIIT

IIucemenHas peus:

- ketic Belt Up

Levels and areas of
management
YpoBHU U chepsl
yIIpaBJICHUS

Jlexcuka: TepMUHBI B cpepe ynpaBieHHs], YPOBHU MEHEPKMEHTA, TPYAOBbIE O0S3aHHOCTH, Ha3BaHUS U OTBETCTBEHHOCTH
OTJIEJIOB OpraHU3a1

Urenue: Levels of Management, Organization Chart

I'pammaruka: [Topsigok cinoB B npeaioxeHuu. [Iopsiok coB B caMOCTOSATEIHHOM MOBECTBOBATEILHOM IPEIIOKECHHH.
[Tops10K clI0B B BOIPOCUTENBHOM NPEAJIOKEHNN. BpeMeHa akTUBHOTI'O 3aJ10Ta.

VYcrHas peds (MOauIorndeckas):

-00Cy’KIeHHEe TPYIOBBIX 00s3aHHOCTEH YIIPaBJICHIIEB Pa3HbIX YPOBHEH

VYcrTHas pedb (MOHOJIOTHYECKAs):

- JOKJIag 06 OTBCTCTBCHHOCTAX OTACIa KOMIIAHUN

[TuceMeHnHas peys:

- keiic Success

Organizational structures
Opranu3aluoHHbIE

Jlexcuka: TepMUHBI B 00J1aCTH OPTaHU3aIIMOHHBIX OCOOCHHOCTEH OpraHU3aIuil, BUABI CTPYKTYP, PECTPYKTYPH3AIUS
Urenne: Types of organizational structures, Restructurization
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CTPYKTYpbI I'pammatuka: Ilopsaok ciioB B BOINPOCUTENBHOM IpennokeHuu. IIopsnok ciI0B B BOCKIMIATENBHOM IPEATIOKEHUH.
Bpemena naccuBHOTO 3aiora.

VYcTHas peus (MoIuIorndeckas):

- IPEUMYLIECTBA ¥ HEAOCTATKH PA3IMYHBIX OPTaHU3ALMOHHBIX CTPYKTYP

YcTHas pedb (MOHOJIOTHYECKAs):

-OIIMCaHUE CTPYKTYPBl KOMIIAHUU

IIncemenHas peus:

- xeiic Wildberries

Management Jlexcuka: TEpPMUHBI B 00JIACTH MEHEIXKMEHTA, CTUIIM YIIPaBJICHUS, TUIIBI MEHEIKEPOB
MeHeKMEHT Yrenune:What is management, The big three management styles

I'pammaruka: UTHQUHUTUB U €r0 KOHCTPYKIUH.

VYcrHas peds (MOauIorndeckas):

'OGCY)K,Z[GHI/IG TUITIOB YIIPABJICHICB U NX KA4YCCTB

VYcrHas pedb (MOHOJIOTHYECKAs ):

-ONHACAHUE CTUIICH YIIPABJICHUS

[TuceMeHnHas peys:

- keiic Peter Drucker

Leadership JlekcuKa: TEpPMUHBI B 00JIACTH JTUAECPCTBA, THACPCKUE KaueCTBa,
JlunepctBo u nmuaepckue | Urenue:Leadership qualities: what does it take, Business leader briefings
KavyecTBa I'pammaruka: I'epyHauii, KOHCTPYKIUU C TEPYHIUEM.

VYcTHas peus (ouIorndeckas):

-00Cy’KJIeHHE TUIIOB YIIPABJICHIIEB U MX Ka4ECTB
YcTHas pedb (MOHOJIOTHYECKAS):

-OIIMCaHUE CTUJIEH yIIPABICHUS

IIucemenHas peus:

- keiic The new boss

Recruitment Jlekcuka: TEpMHHBI B 00JAaCTH PEKPYTHUHTA, XEAXAHTHHI, €r0 BUABI M METOJNbI, peueBble CTPYKTYphl U OOOPOTHI Ha
[TonGop mepconana, cobeceroBaHUHM MPU TTpUEME Ha padoTy
PEKPYTHHT Urenue:Methods of selection, A job interview, Headhunting

I'pammatuka: YcioBHble npemioxenus. CocnaraTeabHOE HAKJIOHEHUE.
VYcTHas peus (MonuIornyeckas):

-METO/Ibl pEKPyTHHTa, cOOeceI0BaHUE

YcTHas pedb (MOHOJIOTHYECKAS):

- xetic Orbit Records




IIucemenHas peus:
- HalKMcaHue cOOCTBEHHOI O pe3loMe

Marketing
MapkeTuHr

Jlekcuka: TCPMHHELI B O6HaCTI/I MapKCTHHTIa, UCCICAOBAHUS PbIHKA, HCJICBbIC PBIHKH, CCTMCHTAIMA PhIHKA
Yrenue:

I'pammaruka: CriocoObl BeIpaXeHHs OyayIIero, BpeMeHa akTUBHOTO 1 TTACCUBHOTO 3aJI0Ta — IIOBTOPEHUE.
VYcrHas peds (MOauIorndeckas):

- o0cyxknenue 4 I1 mapkeTunra

VYcrTHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJ] O METOJIaX UCCIIeIOBAHUS PhIHKA

[TuceMeHnHas peys:

- ketic Virgin Mobile

Promotion
[IpoxBmwxenune 6peHia Ha
PBIHKE

Jlexcuka: TepMHHBI B 00JIaCTH MapKETHHTa U PEKIJIaMbl, BUIbI PEKIaMBbI

Urenue: Uses of Advertising, Promotion, Promotional Mix

['pammatuka: CriocoObl BeIpayKeHUS OyAyILIEro, BpeMeHa akTUBHOTO UM IMACCUBHOTO 3aj10Tra — IIOBTOPEHHUE.
VYcTHas peus (ouIorndeckas):

- 00cyxxaeHne QyHKIMH peKIaMbl

VYcTHas pedb (MOHOJIOTHYECKAs):

- TOKJIaJ Ha TeMy BBIOPaHHOTO BUA PEKIaMbl

IIncemenHas peus:

- keric Danger Zone

International Trade
Buennss Toprosius

Jlekcuka: TEpMUHBI B OOJACTH BHEIIHEH TOPTOBIM, BHEUIHHE DBIHKH, CTEPEOTHIBI M KYJbTYypHBIE OCOOCHHOCTH,
MEXIYHAPOJAHBIE SKOHOMUYECKHUE COIO3bl U OPTaHU3alMH, CAHKIIMM U OTPaHUYEHUS

Urenue:Entering a foreign market, Barko of Belgium, Pinball Wizard learns from mistakes

['pammaruka: MopasibHbI€ TJ1aroJibl, OTTEHKH MOJIAaJIbHOCTH

VYcTHas peds (ouIorundeckas):

- 00CYy’)KJIeHEe CaHKIMI BHEITHEH TOPTOBIIH

YcTHas pedb (MOHOJIOTHYECKAs):

-nmoknag o BTO

IIncemenHas peus:

- 3cce EBponerickuii Coro3




CTpyKTypa AUCHMILINHBI

Ounas ¢popma o0yuenus (B yacax)

KonTakTHas pabora
No | HammeHoBaHue TeM (pa3nenoB) | 3aHATHS 3ansaTus CPC | Beero
/i AUCIHUTLTHHBI JIEKIMOHH | CEMHUHAPCKO
0ro TMIA ro TUMa
1 | ®opmsbl OuzHeca - 9 33 42
2 | YpoBHH U chepsl yIPaBICHHS - 9 33 42
3 | Opranu3zaioHHbIe CTPYKTYPHI - 9 33 42
4 | MeHemKMEHT - 9 33 42
5 | JImgepcTBO M TUACPCKUE KauyecTBa - 9 33 42
6 | [lonbop mepcoHana, peKpyTHHT - 9 33 42
7 | MapkeTuHr - 10 32 42
8 | [IpoaBmxenue OpeHaa Ha phIHKE - 10 32 42
9 | BHemHsIs TOPTroBIIs - 10 32 42
KoHnTpoJib: 24
Hroro: 84 294 432

6. IlepeyeHb yueOHO-METOAUYECKOTO 00eceYeHH s
AJISI CAMOCTOSITEIbHOM PadoThI 00y4aroIuXcs M0 JUCHUILIHHE (MOAYJII0)

CaMocTosTenspHast pa60Ta ABJISIETCA OJHHUM U3 OCHOBHBIX BHUI0OB y‘IeGHOfI ACATCIIbHOCTH,
COCTaBHOM 4YacThIO yueOHOTo IMpoliecca U UMEET CBOEH LeJblo: TITyOOKOoe YCBOCHHE MaTepuasa
AUCHUIINIMHBI, COBCPHICHCTBOBAHUC U 3aKPCIIJICHUC HABBIKOB CaMOCTOSITEIILHOU paGOTBI C
JUTEpPATypoil, PEKOMEHJOBAHHOW TMpernojiaBaTeleM, YMEHUE HaWTH HYXXHBIA Marepual u
CaMOCTOATCIIBHO €ro HUCIIOJIBb30BAaTh, BOCIIMTAaHHUE BBICOKOU TBOp‘IeCKOI\/'I AKTUBHOCTH,
WHUIMATUBBI, TMPHUBBIYKA K TOCTOSHHOMY COBEpPIICHCTBOBAHHMIO CBOMX 3HAHUM, K
LEJICYCTPEMIIEHHOMY HAyYHOMY IIOHUCKY.

Kontponb camocTosiTensHON pabOThI, SBISETCS BAXKHOW COCTABISIONICH TEKYIIETO
KOHTPOJIA YCIICBACMOCTH, OCYILICCTBIIACTCA MPCIIOAaBaTCIICM BO BPEMS MMPAKTUYCCKUX 3aHSTUU U
oOecrieunBaeT OIIEeHUBaHHUE X0J1a OCBOSHUS N3y4aeMOil TUCIUTUIHHBI.

Bo3moxxHbIE TeMbI IPpe3eHTaAI U

The marketing strategy of a company (the 4P’s)

The promotional strategy of a company (promotional tools)
The greatest success of entering a foreign market

The greatest success on a domestic market

The greatest flop on a domestic market

The greatest flop on a foreign market

Keys to successful management (based on an example of a certain company)
Ways to win customers

Internet advertising and buzz marketing

Peculiarities of Public Relations

Ethics in Business

Entrepreneurial Skills

Headhunting: what does it take?

Tips to be successful at job interviews

What makes a great manager

RBOooo~NoTgR~WNE
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16. Cultural stereotypes in business: Russia (any country)
17. Efficient ways to motivate staff

18. Effective methods of market research

19. Product life cycle

20. Your own idea

TpeGoBanus Kk nmpe3eHTAIUA

=

9-15 cnaiinos B PowerPoint

2. Ilnan mpe3eHTanuu:

— Bcerynnenue (moyemy BeiOpaHa TaHHAs TeMa Mpe3eHTaIun) (2 ciaiiaa)

— OcHoBHas 4acTh

— 3axmodyeHue (BbIBOJIbI) (2 craiiza)

3. Crniukep Mpe3eHTYeT CBOIO TeMY (OTpaHHYCHHE 110 BPEMEHHU — 5-7 MUHYT) U OTBEYAET
Ha BOMPOCH! YYACTHUKOB HA aHTJIUHCKOM SI3bIKE.

PexoMeHganmuy mo moaroToBKe K Nnpe3eHTanuu

4 Oranbl paboThI HAJ| MPE3eHTAIuEH

- IlpeaBaputenbHas MOCTAHOBKA MPOOJIEMBI WIIH BEIOOP TEMBI.

- BeinBrxkeHue 1 00CyKJIeHNUE TUIIOTE3 PELICHUS OCHOBHOM NMPOOJIEMBI, HCCIIEIOBAaHNUE
KOTOPBIX MOXET CIIOCOOCTBOBATH €€ PEIICHHUIO B PAMKaX HAMEYCHHOW TEMAaTHKH;

- Tlouck u cOop mMarepuana A pereHus mpoOIeMbl U PaCKPBITHS TEMBI;

- OxoHuaTenbHast MOCTaHOBKA MPOOJIEMBI HITH BBIOOP TEMBI;

- Tlouck pemieHus WM pacKphITHE TEMBI HA OCHOBE aHANN3a U KIACCH(PUKAITUU
coOpaHHOTO MaTepHuaa,

— IIpesenTanus u 3amura IPOEKTOB, MPEAMOIATAIONIA KOJUICKTUBHOE 00CYKIeHHUE.

v [Ipe3enTarus AOMKHA COAEPKATH TAKUE IIEMEHTHI KaK:
- OTJIABIICHHE;
- 1aTy MOCJEIHENW PEBU3HH;
- nHpOpMaIHIo 00 aBTOPAX;
- CITUCOK TIOJIE3HBIX KAYECTBEHHBIX CCHUIOK C MOAPOOHBIM MX OMMHCAHUEM

Pacnpenesnenue caMmocTosiTe IbHOH PadoThI

Bunsl, hopmMbl 1 00BEMBI CAMOCTOSATEIBHOM pabOTHI CTYACHTOB IPU M3YUYEHUH JaHHOU
JTUCLUIUIMHBI ONPEIEIISIIOTCA €€ COEPKaHUEM U OTPAaXKEHbI B CleIyolei Tabuue:

Ne HaumenoBanue TeM Bun camocrosiTeLHOM O0beM
n/n (pa3neJioB) padoTbI CaMOCTOSITEJIbHOM
AUCUHMILINHBI padoThI
ouHast opma
oOyJeHus
1 ®dopmbl Ou3HEca [ToaroToBKa K ay TMTOPHBIM 33

3aHATHUAM, IOATIOTOBKaA
JTIOKJIaI0B
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2 VYpoBHM U cdepsl ynpaneHus | [loaroroBka K ayiuTOPHBIM 33
3aHSATHUSIM, TOJITOTOBKA
JIOKJIaJI0B
3 Opranu3anoHHble CTPYKTYpbl | [loAroToBka K ayAMTOPHBIM 33
3aHATHUSAM, TOJITOTOBKA
JIOKJIAJIOB
4 MenemKMEHT [ToaroroBka k ayIUTOPHBIM 33
3aHSATHUSIM, TTOJITOTOBKA
JIOKJIaJI0B
5 JlunepcTBo 1 muaepcKue [ToaroToBKa K ay TMTOPHBIM 33
KayecTBa 3aHATHUSAM, TOJITOTOBKA
JIOKJIAJIOB
6 [Ton6op nepconana, pekpyTur | [loaroroBka K ayiuTOPHBIM 33
3aHSATHUSIM, TTOJITOTOBKA
JIOKJIAJI0B
7 MapkeTusr [ToaroToBKa K ay IMTOPHBIM 32
3aHATHUSAM, TOJITOTOBKA
JIOKJIAJIOB
8 [TpoxBmwxeHune OpeHaa Ha [ToaroroBka Kk ayJUTOPHBIM 32
pBIHKE 3aHSATHUSIM, TOJITOTOBKA
JIOKJIAJI0B
9 Buewnss Toprois [ToaroroBka Kk ayJUTOPHBIM 32
3aHSATHUSIM, TOJITOTOBKA
JIOKJIAJI0B
HUTOI'O: 294

7. OneHO4YHBIEe MaTePHAJIBI VIS TEKYIEero KOHTPOJISl YCIIeBAeMOCTH U NPOBeIeHUS
NMPOMEKYTOYHOM aTTeCTANMHU 00y4aI0IIMXCS 110 JUCHHUILIMHE (MOIYJII0)

7.1. OueHo4Hble MaTepUAJIbI JJIS1 TEKYLIEr0 KOHTPOJISl yCIeBaeMOCTH

Tekymuii KOHTPOJIb yCIEBAEMOCTH IO JWCIHUIUIMHE «AHIJUWCKUNA  S3BIK  JJISI
npoeCCHOHATBHOTO OOIIEHUs» MNPOBOIUTCA B (OpME KOHTPOJIBHBIX IE€PEBOJOB, TECTOB,
JINAJIOTOB, MOJTOTOBKH MPE3CHTAINI, HHIMBUIYATbHBIX OTBETOB Ha BOIPOCHI, YCTHOTO OIpOCa,
MUCHbMEHHBIX 3aJJaHUi U T.1.

Tema 1: Forms of business activities

1. OTBETHhTE NUCHbMEHHO Ha CIASAYIONINE BOIPOCHI:

What is the difference between a sole proprietorship and a partnership? (analyze the formation,
control, liability for debts, advantages and disadvantages).

1.What are most people’s main personal assets?

2.How can a sole trader get the capital to set up a business?

3.Why do we say that proprietorship is the simplest form of business organization?

4.Do you agree that a proprietorship can go out of business as easily as it goes in?

5.1s forming a partnership as easy as forming a sole proprietorship? Why (not)?

6.Are these two forms of business organization subject to public report? What authorities must
have access to the books of a partnership?

7.What are the advantages of a sole proprietorship in comparison with a partnership?

8.What are the advantages of a partnership in comparison with a sole proprietorship?

9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077
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10.What are the advantages and disadvantages of being a sleeping(silent) partner?
11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. IlepeBeIuTe YCTHO CACAYIONINE BRIPAKEHUSI:

NunuBuyanbHbIi IPEAITPUHUMATED —

MUHUMYM FOPUIUYECKIX OTPAaHUYCHUI-

MUHUMAaJbHbIE PACXObl HA CO3/laHue OU3Heca-

BECTH OyXranrepckue JOKYMEHTBI, OTPaKAOIINE Pe3yIbTaThl IETOBBIX OMEPAIIUii-
HE MOJIeKaTh MyOINMYHOW OTYETHOCTHU-

HE UMETh NMPEUMYIIECTBA OTPAHUYCHHON OTBETCTBEHHOCTH -

OTBeuaTh 3a J0JITU CBOMM HUMYIIECTBOM-

pacipsATs OU3HEC 3a CYET PEUHBECTUPOBAHUS IPUOBLIH -

YBEJIMYUTH KalUTal TyTeM BbITyCKa aKIHiH -

10. oTcyTCTBHE PEEMCTBEHHOCTH-

11. ucnBITEIBATh TPYAHOCTH B YBEIMYCHUH (ITPUBIICUCHUH ) KaluTaja -

12. nepenaBats OusHec-

13. mojmaBaTh UCK B CyJ1 B ClTydae pa3HOTJIACHSI-

14. punaHCOBast HECOCTOATEIHHOCTb-

15. HecTH rpy3 OTBETCTBEHHOCTH B OJIMHOYKY —

16. umeThb pa3pymuTenbHbIE MTOCIEACTBUS A1 Ou3Heca —

©CoNO~wWNE

3.HO,Z[I‘OTOBBT€ IIPE3CHTAINIO O MPECUMYIICCTBAX I/IH, BKJIIOYHWB CJICAYIOIINEC aCIICKThI:
Consider limited liability, its ability to raise capital, control of the company, continuity,
public reports.

4. OTBeThTE MUCHbMEHHO Ha CJICYIOIINE BOMIPOCHI:

What is the difference between a private and public limited company? (analyze the formation,
control, liability for debts, advantages and disadvantages).

1.What is a corporation? What two forms of a corporation are there?

2.What papers must the promoters of limited companies present to the Registrar of Companies?
3.What kind of shares do you know? Are all shareholders guaranteed dividends at the end of the
year?

4.What are the main advantages of a limited company (be it private or public)?

5.Why do most writers on small business advise getting professional help from lawyers and
accountants when a person starts a private limited company?

6. What can you say about transfer of ownership in a private limited company and in a public
limited company?

7.Do the shareholders lose their personal assets if a private limited company goes bankrupt?
8.What are the advantages of a public limited company in comparison with a private limited
company?

9.What are the advantages of a private limited company in comparison with a public limited
company?

10.Dwell on the process of going public. Why is IPO an expensive thing to do??

11.What can make a business operating as a public limited company exit the stock market?

5. HOI[FOTOBBTC JOKJIaZl O HEAOCTAaTKaX 3aKPBITOI'0 aKIIMOHEPHOI'O O6I_HCCTBa, YIIOMSAHUTEC
CJICAVIOIINC aCIICKTEI:

Emphasise its necessity to share profits, complexity of setting up a company, its ability to raise
capital, limited transfer of shares, public reports.

Tema 2: Levels and areas of management

1. JJOMOJHUTE CIAEAVIOINUNA TEKCT IJIArOJIaMH 10 CMBICIIV:
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appointed attacked combined defined constituted reviewed supervised
supported

Large British companies generally have a chairman of the board of directors who
oversees operations, and a managing director (MD) who is responsible for the
day-to-day running of the company. In smaller companies, the roles of chairman

and managing director are usually (1) .................... Americans tend to use
the term president rather than chairman, and chief executive officer (CEO)
instead of managing director. The CEO or MD is (2) ............. by various

executive officers or vice-presidents, each with clearly 3) ..................
authority and responsibility (production, marketing, finance, personnel, and so
on).

Top managers are (4) .cooovviniienn... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) ........ccccevvrieivnennnn. by the board. The

directors of private companies were traditionally major shareholders, but this
does not apply to large public companies with wide share ownership. Such
companies should have boards (7) ..ccoviiiieiiiiniieeinenn, of experienced
people of integrity and with a record of performance in a related business and a
willingness to work to make the company successful. In reality, however,
companies often appoint people with connections that will impress the financial
and political milieu. Yet a board that does not demand high performance
and remove inadequate executives will probably eventually find itself (8)
............ and displaced by raiders.

2. OTBGTBTG IINCHbMCHHO Ha CJICAVIONINMEC BOMIPOCHI:

1.What are the levels of management?

2.What are the common titles associated with top management?

3.What are the responsibilities of a top manager?

4.\What are the common titles associated with middle management?

5.What are the middle managers responsible for?

6.What are the common titles associated with first-line management?

7.Why is the position of a first-line manager an important one especially in a
company involved in manufacturing business?

8.Who is at the bottom (amxHusst gacts) of the management levels?

9.How is their work rewarded?

10.What are the most common areas of management?

11.What is a financial manager responsible for?

12.What is an operations manager traditionally equated with and what are the
changes in recent years?

13.What is a marketing manager responsible for?

14.What are the main functions of a personnel manager?

15.What does an administrative manager coordinate?

3. IlepeBenute caeayIOMKe IPEeIIOKEHHS, UCIIOIb3Ys AKTUBHBIN CI0Baph MO TEME:
1.CymiecTByeT TpW OCHOBHBIX YPOBHSI YIIpaBjeHUs (MEHEIKMEHTA): BBICUINMN
MECHCIKMCHT, MCHEI>KMCHT Cp€aAHCTO 3BCHaA W MCHCP)KMCHT IICPBOI'O 3BCHA.
2.Bpiciie  MEHEKEphl HAMNpPaBISIIOT W KOHTPOJIUPYIOT — OOIIyIO ASATEIbHOCTH
OpraHm3ariii, OHH ONpPEACIISIIOT CTPAaTETHI0 ¢ OCHOBHYIO MOJIMTHKY (DUPMBI.
3.BpiclIMMH  MEHEI)KEpaMHM OpraHu3allud SBJSIIOTCS  (are) MNOpe3uleHT, BHIIe-
OpE3UJICHT, TJAaBHBIA HCIOJHUTEIbHBIA JTUPEKTOP W YJIEHBI COBETA JUPEKTOPOB
(paBieHUN).

4. MeHeKkep CpEeIHEro 3BeHa pealm3yeT (OCYIIECTBIISICT) CTPATerui0 M OCHOBHYIO
IOJINTUKY, CITYCKAaCMbIC C BCPXHETO YPOBH: OpraHHU3allvuun.
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5.Cpennumu MEHeKepaMu OpraHu3aluu SIBJISIFOTCS PYKOBOAUTEND
noapa3JieJiICHus, Ha4aJIbHUK OTJIeJNIa, TUPEKTOP 3aBOJia U AUPEKTOP NPOU3BOJICTBA.
6.MeHekep IEPBOTo 3BEHA CIIEAUT 3a ACATEIIbHOCTHIO HEYIIPABJICHUYECKUX CITYKaIuX
1 KOOPJIMHUPYET €€.

7.MenemkepaMu TIEPBOrO 3BEHaA SIBJISIFOTCS MHCIEKTOP, MacTep, pyKOBOAUTEID
oTaena, pyKOBOAUTEb IPOSKTA.

8.MeHekepsl TIEPBOr0 3BEHa paboTalOT C HEyNpaBJIeHYECKUMH paOOTHUKAMHU U
pemaT NOBCETHEBHBIE MTPOOIESMBI.

9.HeymnpaBneHueckue paOOTHUKHA MPEACTaBISIIOT OCHOBHYIO pabouyio  cUily
OpraHu3alvu.

10.CambimMu OOBIYHBIMH chepamu YIIpaBICHUS SIBJISTFOTCSI (puHaHCHI,
IIPOU3BOJICTBCHHBIC oIepaluy, MapKETHHT, JIFOJICKUE pecypcel U
aJIMUHUCTPUPOBAHUE.

11.3aBenyromuii ¢unancamu (finance manager) npexae BCETO
oTBeYaeT 3a (UHAHCOBBIC PECYPChl OPTraHU3aIlHH,

12 TpanuimoHHO JTIUPEKTOP npousBojacTBa  (Operations manager)
accoruupyetcs (is equated) ¢ mpou3BOACTBOM TOBApOB.

13.0nHako B IOCJIEJHUE roJibl yIIpaBJIE€HUE IIPOU3BOJICTBOM
OTHOCHTCSI K TIPOU3BOJICTBY TOBApOB M yCITYT.

14. YupaBastormmi MapKETHUHTOM (marketing manager) OTBETCTBEHECH

3a OOMEH TIPOAYKIHEH MEXJAy OpraHu3amued U €€  IOCTOSHHBIMHU
MoKyTaTeassMu (CUStOMErs) uim KJIneHTaMU.

15.YopaBasromnuii JTFOJICKUMH pecypcamu 3aHHUMACTCS (charges in)
HaliMOM, OOyUYE€HHUEM U OLICHKOM JIesITEIbHOCTH PAOOTHUKOB.
16.AnMUHHCTpaTUBHBIN PYKOBOJIUTEb OCYIIECTBIISIET oOrree

aIMUHUCTPAaTUBHOE PYKOBOJACTBO ©W OH HE CBsI3aH C KakKoW-nubo
KOHKPETHOU (QyHKIIMOHAJILHOU C(epoii.
4. 3anmoauure HDO6€JIBI IoAXOAAIIINM CJIOBOM HMJIU CJIOBOCOYCTAHUECM.

1.Each organization can be represented as a three-story structure or . e
2.There are three general levels of management: top managers, managers and .......................

managers.

3ATtOp MANAger ... and ...............eeevveeeenn ... the overall functions of
the organization.

4Top managers also ..o the firm's strategy and define its
00T o]

5. A middle manager ................. the strategy and major polices handed down from
the top level of the organization.

6.Middle managers..........ccccceeevrrrennnnn. tactical plans, policies, and standard
operating procedures.

7. They also coordinate and supervise the.........i. of first-line
managers.

8. A first-line manager is a manager Who .........cccccevevveveivennennn, and supervises the

activities of operating employees.

9. First-line managers spend most of their time working with ..................

answering questions,and ...................c.veiiee et oo ... day-to-day problems.
1. Operating employees are..........ccceune. and non-qualified persons
working for the organization, they represent the work force of the
organization.

Tema 3: Organizational structures
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1. JIOOJIHNATE PEeAI0KCHUS CJIOBAMH M3 aKTUBHOT'O BOKa6VJ'I$IDaZ

1.According to Theory X, employers have to threaten workers because ...

2.According to Theory Y, employers should give their workers responsibilities because ...
3.Maslow criticized Theory Y because ...

4.Maslow argued that even though they might want to be given responsibilities at work ...
5.Herzberg suggested that good labour relations and working conditions ....

6.According to Herzberg, the kind of things that motivate ....

7.The theory of job enrichment states that ...

8.Management by objectives means ...

2. [TucbMEeHHO TPOKOMMEHTUPYMITE CIAESAYIOUINE YTBEPKICHHUS:

1.An effective organizational structure is not an easy managerial task.

2.Sometimes a hierarchical structure turns out to be a bureaucratic set-up.

3.Double subordination/reporting to several people in the matrix organizational structure often
leads to confusion.

4.Healthy competition between divisions could improve the overall performance of the
organization.

5.Local managers often conflict with senior management as they see their authority being
undermined.

6.In an organization by function departments pursue their own objectives rather than those of the
whole company.

7.The matrix is essentially a temporary structure established as a means of carrying out a
particular task.

8.Duplication of functions in different departments is not cost effective.

9.Restructuringis one of the most traumatic and difficult things a business can do.

10.Some levels of management are not necessary.

3. IlpoynTaiiTe TEKCT U MUCbMEHHO OTBETHTE Ha BOIPOCHI:

1. What qualities of high performers are mentioned in the article?
2. What are the problems of losing high performers?

3. Which motivating factors are mentioned in the article?

MOTIVATING HIGH-CALIBRE STAFF
By Michael Douglas

An organization’s capacity to identify, attract and retain high-quality, high-performing
people who can develop winning strategies has become decisive in ensuring competitive
advantages.

High performers are easier to define than to find. They are people with apparently
limitless energy and enthusiasm, qualities that shine through even on their bad days. They are
full of ideas and get thing done quickly and effectively. They inspire others not just by pop talks
but also through the sheer force of their example. Such people can push their organizations to
greater and greater heights.

The problem is that people of this quality are very attractive to rival companies and are
likely to be headhunted. The financial impact of such people leaving is great and includes the
costs of expensive training and lost productivity and inspiration.

However, not all high performers are stolen, some are lost. High performers generally
leave because organizations do not know how to keep them. Too many employers are blind or
indifferent to the agenda of would be high performers especially those who are young.

Organizations should consider how such people are likely to regard important motivating
factors.
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Money remains an important motivator but organizations should not imagine that it is the
only one that matters. In practice, high performers tend to take for granted that they will get a
good financial package. They seek motivation from other sources.

Empowerment is a particularly important motivating force for new talent. A high
performer will seek to feel that he or she ‘owns’ a project in a creative sense. Wise employers
offer this opportunity.

The challenge of the job is another essential motivator for high performers. Such people
easily become demotivated if they sense that their organization has little or no real sense of
where it is going.

A platform for self-development should be provided. High performers are very keen to
develop their skills and their curriculum vitae. Offering time for regeneration is another crucial
way for organizations to retain high performers. Work needs to be varied and time should be
available for creative thinking and mastering new skills. The provision of a coach or mentor
signals that the organization has a commitment to fast-tracking an individual’s development.

Individuals do well in an environment where they can depend on good administrative
support. They will not want to feel that the success they are winning for the organization is lost
because of the inefficiency of others or by weaknesses in support areas.

Above all, high performers — especially if they are young — want to feel that the
organization they work for regards them as special. If they find that it is not interested in them as
people but only as high-performing commodities, it will hardly be surprising if their loyalty is
minimal. On the other hand, if an organization does invest in its people, it is much more likely
to win loyalty from them and to create a community of talent and high performance that will
worry competitors.

Tema 4: Management

1. OTBETETE NIUCEMEHHO HA CJIEIYIONNE BOOPOCHL:

1. What is management? Is it an art or a science? An instinct or a set of skills and techniques
that can be taught or is it a mixture of innate qualities and learnable skills?

2. Do you know these business leaders: Jack Welch, Steve Jobs, Carlos Ghosn? What do you
know about them? Which business leaders do you admire for their managerial skills? What
are these skills?

3. What do you think makes a good manager? Which four of the following qualities do you
think are the most important for a manager?

— Being decisive: able to make quick decisions

— Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk
and so on

— Being friendly and sociable

— Being able to communicate with people

— Being logical, rational, analytical

— Being able to motivate, inspire and lead people

— Being authoritative: able to give orders

— Being competent: knowing one’s job perfectly, as well as the work of one’s
subordinates

— Being persuasive: able to convince people to do things

— Having innovative ideas
Are there any qualities that you think should be added to this list? (being responsible,
diplomatic...)

4. Which of these qualities can be acquired? Which must you be born with?
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2. TlonbOepure K BeIpakeHUSIM 13 nepBoro croyionka (1 — 10) cooTBETCTBYIOMINE OPENEIIEHUS

(a—-j:

1. account manager a. a manager involved with business activities of a

company, especially dealing with customers,

rather than with other activities

2. assistant manager b. a manager who is directly in charge of producing

goods or providing services, and who works most

closely with ordinary employees

3. branch manager c. someone who helps another manager, does their
work when they are not there, etc

4. brand manager d. a manager who is in charge of a particular
factory

5. commercial manager e. an investment manager with a group of different

types of investments, who tries to balance

the risks and profits of each in relation to the rest

6. floor manager f. someone who deals with a particular client or

group of clients, especially in a bank

7. fund manager g. someone whose job is to manage a department

or floor in a large store

8. line manager h. someone in charge of a particular branch of
a bank, shop in a chain of shops
9. plant manager i. someone in a company responsible for developing
and selling one particular brand of product
10. portfolio manager J. someone whose job is to manage a particular type

of investment for a financial institution or its clients

Buecute csou OTBeTBIBTa6JIHHy.
[1]2]3]4]5]6]7[8]9]10]

3. IlpounTaiiTe M YCTHO IIEPEBEINTE HA DPYCCKUU SI3BIK BECh TEeKCT. Halanrte B TEKCTE
CIIEVIOIIME CJIOBA ¥ BEIpaKeHUs. BHECUTE CBOM OTBETHI B TA0IHUILY:

IIPONU3BOJUTCIIb

OBITH OTBETCTBEHHEIM 34

IOJDKHOCTD

BBIITYCKHUK

CTHJIb PYKOBOJICTBA

CaMOCTOATCIIbHOCTD

OTBETCTBECHHOCTbH

Pegasus Footwear was an international manufacturer, well known throughout the world for its
product design. Products were designed at company headquarters in the United States, and
Pegasus used an extensive system of contract manufacturing to produce a variety of mostly
athletic shoes sold throughout the world.
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Charles Clark, or C.C., was the regional manager in charge of Pegasus operations in Southeast
Asia. Clark, a British citizen, was responsible for manufacturing and marketing in the entire
region. C.C. had been with Pegasus for 10 years and was recently promoted to his present
position. The position was seen as a very important one, since most of the contract
manufacturing for Pegasus occurred in this region of the world. C.C. was a graduate of Oxford
University and began work at corporate headquarters in Los Angeles shortly after receiving his
M.B.A. from Stanford. His management style was often described as visionary; however, some
of the local managers felt that C.C. possessed a somewhat condescending attitude toward
employees from less-developed countries.

C.C. and his team in Southeast Asia were considered very successful by top management back at
corporate headquarters. As a result, C.C. earned an unusual degree of autonomy for his group.
C.C. oversaw the manufacturing operations in the region (which employed over 1,000 people)
and was primarily responsible for the marketing of products that were manufactured in the
region.

Most of the products, however, were sold in the United States and Europe, and responsibility for
marketing in these regions was held by the respective regional managers. All product design was
created in the Los Angeles office.

4. Tpocaymaitte Teker «A University Degree»

Ceutka s npocayimBanus: http://www.esl-lab.com/universitydegree/universitydegreerdl.htm

|. BoiOepuTe npaBu/IbHBIN BADHAHT 0TBeTa. BHecuTe cBOM OTBeThI B Ta0/IMIy.
1. What will happen if the woman doesn't pay her tuition by the due date?

© A she'll have to pay a significant late fee.
© B.Shel be required to register again for school.

> C. She'll need to wait a semester to take classes.

2. What is the woman planning to take with her to school from home?

© A some food
© B.warm clothing
© C.her game system

3. Based on her major, where will she most likely work?
© A atabank

B. for a school

I

© C.inanational park

4. The father suggests a specific major based on the possibility of

A. earning a decent living
© B, traveling to different countries
© c moving up in the company

5. The man is surprised by the fact that his daughter

A. already has a part-time job at schoo
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B. has earned a scholarship for the first year

C. is involved in a serious relationship

|1 [ 2 |3 | 4 E

Tema 5: Leadership

1. OTBETHETE MUCEMEHHO HA CJIEIYIONINE BOOPOCHL:

1.How do we choose a job?

2.What factors affect our choice?

3.What functions does our job perform in our lives?

4.What are the main stages in a person’s career?

5.What two questions should a young person ask himself before taking a job?
6.What should a person know before planning a career?

7.When can people explore their abilities?

8.What did you want to be when you were a child?

9.Have you had any part-time jobs?

10.What jobs did you eliminate before making your choice?

11.What are the six categories of people according to their occupational orientation ?
12.Describe each of these categories: personality orientations and the types of jobs.
13.What type of people do you belong to?

14.What are you good at?

15.Did you think about your personality orientations when choosing your profession?
16.What do you want to be?

17.When did you make your choice?

18.Has anybody influenced your choice?

19.Why do you want to become an economist?

20.What qualities must you possess to become an economist?

21.What subjects are you interested in?

22.What are your special interests including hobbies and leisure activities?
23.Where are you going to work after graduating from the Institute?

24.What professions will have good job opportunities in future?

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?

27.In what careers can languages be a tremendous advantage?

28.How can you use English in your future job?

29.«What you do is more important than who you are». Do you agree with these words?

2.3a10JIHUTE CIEAVIOLINE OPEI0KEHUS CIIOBAMU U3 TaOJIULIBL:

achieved board of directors communicate innovations manageable performance
resources setting supervise

1.Managers have to decide how best to allocate the human, physical and capital .....................
available to them.
2.Managers — logically — have to make sure that the jobs and tasks given to their subordinates are

3.Thereisnopointin .................ccevvneenn....... Objectives if you don’t ..o
them to your staff.
4.Managers have to ........coovvie i, their subordinates, and to measure, and try to

improve, their ..........coovvvvii i, :



5.Managers have to check whether objectives and targets are being ..............cccovviiiiennnn.
6.A top manager whose performance is unsatisfactory can be dismissed by the company S
7.Top managers are responS|bIe forthe ... that will allow a company
to adapt to a changing world.

3. [TepeBeauTe TEKCT, MCIIOIB3YS CACAYIOIINE CAOBOCOYCTAHUS U (HPasbl:

To set objectives, to set short-term goals, some skills are learnable, some abilities are innate, to
have innovative ideas, to have a clear vision of where the company is going to move forward, to
be a good strategist, to formulate clear ambitions, but achievable goals, to communicate
objectives to smb, to attain objectives, to encourage, motivate and inspire, to get the best out of
employees, to measure the performance, to show recognition, to learn from mistakes, to benefit
from mistakes, to acquire new skills

Uto Takoe xopoumit meHemkep? OIHM MONAralT, YTO XOPOLIMN MEHEIKEp — 3TO CTpaTer,
JIpyTUe CYUTAIOT, YTO XOPOIIHI MEHEHKEP — ITO YEIOBEK, CIOCOOHBIN MBICIIUTh KPEaTHUBHO (@
creative thinker with lots of...), umeronii MHOKeCTBO WHHOBAIMOHHBIX W/ell, TPEThU
JIYMAIOT, 4TO XOPOUINA MEHEIHKEP — ATO JIUJEP, CMOCOOHBIN BIAOXHOBJSATH U BECTH 32 CO0OI.
HagepHoe, XOpoImuii MEHeIKep 3TO U MBICIUTENb, U JIMJCP, U CTpaTer, U HACTaBHUK (8 mentor).
HexoTopble HAaBBIKM MOKHO NMPUOOPECTH, HO €CTh KAYeCTBA, ¢ KOTOPHIMH HYKHO POIAMTHCS,
9T00BI CTaTh XOPOLIMM MEHEIKEPOM. XOpOIIMH MeHepKep XapuaMaTudeH (Charismatic),
nuHaMudeH (driven), oH BIOXHOBJIsIET, MOTHBHPYET, MOOIIPSAET, OH ONTHMHCT, OH YBJICUCH
cBoeii paboroii to be engaged by what he does), on mro6uT mrozeii, Tak kak pabota MEHEPKEpa U
coctouT B ToM (being a manager means...) 4To0ObI yIPaBISATh JTHOAbMH.

Menempxkep onmpeaesieT CTpPaTeruio, CTABUT LeJM W 3aJa4vd. XOPOLIMH MEHEIKEp BCeraa
CTAaBUT BBINIOJIHUMBbBIC LICJIM U 3aJaYH. MCHCIDKCP BCEraa BHUIUT HACTOAIIECC, HO XOpOI_HI/Iﬁ
MEHEKEpP, CTABA KPATKOCPOYHbIe LeJH, BCETJa OPUEHTUPOBAH Ha Oy/yIiee, Ha MEePCIeKTUBY.
XOpOH_II/Iﬁ MCHCIKEP Y€TKO BUAUT, B KAKOM HallpaBJCHUU ABHKETCH KOMITAaHUS.

MCHC,Z[)Kep AOBOJMUT IE€JIHU M 3a1a4M 10 CBeACHUA MNOAYNHECHHBIX, XOpOLHI/Iﬁ MCHEKEP YETKO
dopmyanpys 3aga4u, OOBSICHIET, MIOYEMY OH CTABHUT ITH 3aa4H.

Menemxep opranuzyer pabodnii mporiece, onpenesss Kakyr padoTy U KTO U3 TOTIYMHEHHBIX €€
BBIMOJIHSACT. XOPOIIWH MEHEIKEp He MpocTo pacmpenenser poxau (to assign roles and
responsibilities), Ho 3naer, kTo Ha uro crmocobeH (What each employee is capable of). Kro-to
xopoiiro paboraer B aBpaabHOM peskume (t0 work under pressure of deadlines), kro-to xopoiio
BeimoiHseT ( to be good at...) ananuTudeckyroo padoty. Xopomuii MEHEeKEp BHIUT TOTCHIHAT
KaXJIOTO COTPYAHUKA, U TTIOHUMAET, KaKyl0 paOOTy OH BBITIOJHUT JIyUIlle, MPOTYKTHBHEE.
Menemkep CTaBUT 3a4ay¥, W CJICAMT 32 HUX BbINOJHeHHeM. XOpOLIMKA MEHEIKEP
BAOXHOBJIACT 1 MOTUBHUPYET MOAYMHEHHBIX, [TOOIPSIS BBIIIOJIHUTD pa60Ty KaK MOKHO JIYYIIIC,
BBITACKMBadA U3 KAKI0I0 COTPYAHUKA MAKCUMYM TOI0, HO YTO OH CIIOCO0€EH.

MeHepkep olleHHBaeT paboTy MOAYMHEHHBIX, XOPOIIHA MeHeKep... (JO 0N)

4. HDOHHTaﬁTG TEKCT O JIMJACPCKUX KAYCCTBAX U BBITIOJTHUTC 3aJdHUS ITOCJIC TECTA:

Leadership is needed at all levels in an organization. It is likely, however, that the
leadership qualities required by a supervisor or manager are not the same as those required by
the chief executive of a company. It is, therefore, difficult to define leadership satisfactorily.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition
of the leader of an organization? A chief executive must indeed give “direction’ but he must do
much more than that. He has to create ‘a sense of excitement’ in the organization, and convince
staff that he knows where the business is going. In addition he must be a focus for their
aspirations. As Peter Drucker, the American writer, says, ‘Leadership is the lifting of a man’s
vision to higher sights, the raising of a man’s performance to a higher standard, the building of
a man’s personality beyond its normal limitations.’
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An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight
ship’, give clear orders and expect clear directives from their superiors. This does not mean that
they show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.

Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief
executives of the companies, which made them good leaders: firstly, the leaders were visible’.
They did not hide away in some ivory tower at Head Office. Instead, they made regular visits to
plants and sites, toured round their companies and talked to employees. Leaders made their
presence felt. There are some fascinating examples of this practice. Sir Hector Laing, Chairman
of United Biscuits, travels around his company with a jug of orange juice. He uses this to show
employees how the company profits are divided up between employees, reinvestment, dividends,
tax etc. Lord Sieff, Chairman of Marks and Spencer until 1984, kept close contact with his staff.
Once, when there had been heavy snowfalls, he drove from London to Chatham — a long way —
from just to thank sales assistants for turning up in spite of the weather. Lord Sieff had the habit
of making telephone calls every Saturday, at about 5 p.m. to a few stores, chosen at random. He
wanted to know how the day’s trading had gone. No doubt, by doing this, he kept the staff on
their toes. And he showed them that the Chairman had not forgotten them!

Another example of being ‘visible’ is provided by Brian Nelson, group Managing
Director of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which
delivers cider, and works as the lorry driver’s mate. This gives him the opportunity to learn about
the delivery service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a “clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and
Saatchi, the advertising group, include a statement of their principles in all annual reports. The
statement says that Saatchi and Saatchi must be ‘sharp in the definition of their long-term
objectives.” And the documents also cover matters like employees, clients, creativity, market
position and profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts a man’. He/She must also protect and
promote the organization’s values.

Understanding the main points:

1. Complete the following sentences:

1. According to Fiedler the most important aim of a task-motivated leader is ...........
2. On the other hand, a relationship-motivated leader’s main concern is ...
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3. Fiedler does not think that one style of leadership is necessarily better than the other because
2. The authors of The Winning Streak have identified the main characteristics of the leadership
styles of effective company chairmen and chief executives.

According to the article what are the three qualities characterizing a good leader:

3. Add three others you find essential:

1.

2.

Over to you: Do you think there is a difference between a manager and a leader
Tema 6: Recruitment

1. BcraBpTe ci10Ba M3 TaOIUIIBI B IPEI0KEHMS HIKE:

Applicants, candidate, career, employment agencies, headhunt, headhunters, headhunting, hire
(n), hire(v), hiring, qualities, recruit, recruiters, recruitment, recruitment agencies

The process of finding people for particular jobs is 1 or, especially in
American English, 2 . Someone who has been recruited is a

3 or, in American English, a 4 . A company may
recruit employees directly or use outside 5 , 6

or7 . Outside specialists called 8

may be called on to 9 people for very important jobs, persuading

them to leave the organizations they already work for. This process is called
10

Headhunters, or executive search firms, specialize in finding the right person for the right job.
When a company wishes to 11 a person for an important position, it may use
the services of such a firm, specifying the skills and 12 which it requires
of the future employee. The headhunter contacts executives with the right
13 profile, and provides the company with a shortlist of suitable
14 . In this way, the employer does not have to go through the
preliminary stages of interviewing and selecting 15 itself.

2. OTBETHTE YCTHO HAa THIHYHEIC BOIIPOCKI CO6CCCI[OB3HI/I$I IIpH IIPpUEMEC Ha Da6OTVI

Career knowledge/ motivation

What are your long-range goals?

Where do you see yourself in five years’ time?

What would you like to be doing ten years from now?

Why do you think you would make a good ...?

What qualities/skills do you have which you consider make you suitable for ...?
You don’t have much experience, do you?

Tell me about any relevant work experience you have had.
What work experience do you have of that kind of business?
What excites you about the job you are doing now?

How would you rate your present boss?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?
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We have a lot of applicants for this job, why should we give the job to you?
What do you expect to get from our company?

What salary do you expect?

What would make you happy with this job?

What things about this job do you think would be difficult for you?

Self Knowledge

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

Are you a team player? (Do you prefer to work with others or by yourself?)
Do you consider yourself to be a leader or a follower?

Do you have trouble delegating?

Personality
How tough are you? If the going gets rough will you stick it out?

Are you a self-starter? Do you motivate yourself, or do you need others to give you the ideas or
example?

Are you prepared to take decisions, especially hard ones? And not blame others if you get it
wrong?

Did you take responsibility, last time you made a mistake, or is it always someone else’s fault?
Are you good at organizing yourself or other people?

Do you believe in yourself, and have confidence in your own abilities and decisions?

Are you experienced in managing your own time and money, or that of other people?

Health

How good are you at coping with stress and strain?

Can you work long hours without collapsing in a heap?

What hours are you available for work?

Would you do overtime work if necessary?

Can you survive without holidays, and losing your weekends, if the business needs your time?
How many times have you been ill in the last few years? Are those problems going to recur/
What would your doctor say about you taking on your own business?

Dealing with other people

How well do you get on with other people socially? Do you have many friends and contacts?
How well do you get on with others at work? Are you a good leader at work, on the sports field,
at the local youth club, anywhere?

Are you good at taking advice from others?

Are you the sort of person people rely on, or do you tend to rely on others?

Knowledge of Company

What do you know about our business?
Why have you decided to apply to us?
Who do you see as our major competitors?

Educational History

Why did you choose your degree course? What aspects of the course did you find most
challenging (and why)?

What options were available and how did you choose?
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What made you study foreign languages?
What did you gain personally from your stays abroad?
What training and qualifications do you have for the business you want to run?

Interests/Activities

How do you spend your vacation?
What do you do to relax?

What are your hobbies?

3. PacckaskuTe 0 KaHJMIATe Ha JOKHOCTb, ONMPAsCh Ha €ro pe3roMe:

Ivan Sidorov
mobile: +7 (926) 555-55-55; email: i.sidorov@agmail.com

Objective: summer analyst internship at the Securities department
Education:
June 2014 Financial University under the Government of the Russian Federaion

BSc Economics, Faculty — Finance & Credit
Relations — Bachelors of Economic — GPA 97 % out of 100 %

Distinctions & Awards:

July-August London School of Economics Summer School Program

2013 Course: AF225 Fixed Income Securities, Debt Markets and the Macro Economy
(Grade B+), certificate

March 2013 IELTS certificate (Overall score 7.0)

July-August London School of Economics Summer School Program

2012 Course: EC101 Introductory Microeconomics (Grade B+), certificate

April 2011 German Language Diploma of the Education Ministers Conference

Level C1, Diploma

Work experience:
June-September  Ernst & Young
2014 Intern to Advisory (Performance Improvement Group — Strategy and Operations —
Lean):
— worked on project for large Russian retailer;
— worked directly with the client to understand the needs of his/her business
area;
— managed field data: collection and analysis;
— developed policies and procedures to sustain results;
— developed algorithm for optimization model,
— calculated cost efficiency of certain business process improvements;
— worked on optimizing certain business processes.

Additional skills:

Language skills:
— English - fluent/native;
— French - Basic;
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— German - Basic.
Software skills:
— Microsoft Office (Word, Excel, Power Point, Access, Visio, Project);
— Minitab;
— Nielsen Answers;
— interested in IT and innovative technologies (would like to develop analytical skills
further within different IT frameworks).
Analytical skills:
— analytical mindset;
— strong analytical skills (willing to develop them further);
— open to innovation in analysis.
Leadership and management:
— possess great time-management skill;
— high level of self motivation and ability to motivate others;
— willing to develop leadership and management skills further.
Communication skills:
— excellent interpersonal skills (multicultural openness);
— great team player (can work in a team/group);
— great communication skills (oral and written);
— great listening skills;
— easy-going person;
— presentation skills.

References are available upon request

Tema 7: Marketing

1. IlepeBeauTe CaeAYIOMINE OPSAIOKEHHMS, MCIIOJb3YS aKTUBHEINM CI0Baph IO TEME:

1. Kommanuss ABC pemmna BBIHTH Ha BBICIIMK YPOBEHb pbIHKA M BBITYCTUTh HOBBIC
TONOBBIE NyXU. YTOOB! YJIOBIETBOPUTH HYX /bl U JKEJIAHUS NOTpeOuTeneil u npusieyb
LICJIEBYIO ayJIMTOPUIO, MAPKETOJIOTU MCCIIEN0BAIN PHIHOK U TOTOBBI CO3J1aTh KOHIIEIIINIO
HOBOT0 npojykTa. KommaHus OpeAacTaBUT NPOAYKT Ha PIHOK B ABIyCTe€ U COOMpaeTcs
IPOJIBUraTh MPOAYKT HA PHIHKE, HCHOIb3YS «3BE3/D B peKIaMe.

2. Ham Heo0XoaMMO HMCHOIb30BaTh CBOE€ KOHKYPEHTHOE NPEUMYIIECTBO U MCKAaTh HOBBIE
BO3MOXKHOCTH PBIHKA, €CJIM MBI XOTHM YTOOBI Hallla KOMIAaHHUS OCTaBajach KOMIIAaHUEH
Ne2 Ha peIHKE.

3. Ecim xoMmnaHus BBIYCKAeT HOBBIA MPOAYKT HA PBIHOK, TO Yalle BCEro KOMITAHUS
Ha3HA4yaeT PHIHOYHYIO IIeHy. Eciu KoMnaHMsl BbIIyCKaeT TOHOBBIM MPOAYKT, TO OHA
Ha3HAYaACT [IEHY BHIIIE PHIHOYHOH.

4. YroObl JOCTUYb CBOMX Lieed M IPHBJIEYD IEJIEBYIO ayIUTOPUIO, KOMIIAHUS coOMpaeTcs
U3MEHHUTDH KaHaJbI cObITA MPOAYKIINH.

2. BribepuTe npaBUIbHBINA BapUAHT OTBETA!

1.
What does a business adjust to create a brand image for a product?

O The marketing mix
© Price

Product

25



2.
What is the most important element of the marketing mix?
e

P

Price
Product

No single element is the most important
3.
What does the overall marketing mix of a firm determine?
O Marketing strategy
Marketing objective

Profit from marketing
4.
Who is protected by consumer protection laws?

Businesses and customers
-

i

5.
Which of the following is NOT an element in the marketing mix?
-

P
P

6.
Where are premium products most likely to be sold?
-~

Just customers

Just businesses

Price
Profit

Promotion

In supermarkets

In designer stores
-

1.
When is a business most likely to adjust the marketing mix of a product?
-~

On market stalls

If costs change

If customer needs change
-~

8.
A supermarket's own brand range of products:
C

i

If management changes

Has its own marketing mix

Has no marketing mix

Has no promotional mix

9.

How is a business most likely to increase sales of a premium branded product?
By cutting price

By increasing promotion
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10.
What does the overall marketing mix create?
-~

By using supermarkets for distribution

Customer needs

Business objectives

A unique selling point for a product

3. OTBEThTE NUCbMEHHO Ha CIAEAYIOUINE BOMPOCHI:

. What is marketing?

. What is marketing mix?

. What should the co do if it wants to introduce a new product to the market?

. What is the importance of the product design?

. What does the product design depend on?

. What is the role of product branding in marketing?

. What must a price reflect?

. What pricing factors should a co taking into account before setting a price?

. What pricing strategies can a co use? (penetration pricing, skimming pricing, competition
pricing). Define each strategy and give an example.

10. What is placement?

11. What is the most common channel of distribution?

12. What is direct distribution? Speak about its advantages and disadvantages.

13. What is indirect distribution? Speak about its advantages and disadvantages.

14. Define the following terms: manufacturer, wholesaler, and retailer.

15. What is promotion?

16. What are the main promotional tools?

17. What are the stages of the product life cycle?

18. Define each stage of the product life cycle.

OCoOoO~NOoO UL WN P

4. O0BeauTe OYKBBI OTBETOB, KOTOPBIE JIVUIIE BCEX JIOMOJHIIOT MPEUIOKEHIS HIKE:

1. The four main elements of marketing are popularly known as:
a. the movement of goods and services

b. the four P's ¢ the four M's

d. buying, selling, market research, and storage

2. The product element refers to:

a. the four P's

b. testing of a product to insure quality

c the good or service that a company wants to sell
d. getting the product to the customer

3. Most companies price:

a. with the market

b. below the market

¢ beyond the market

d. above the market

4. A common channel of distribution is:

a. wholesaler - retailer - manufacturer - customer
b. manufacturer - retailer - wholesaler - customer
c retailer - manufacturer -wholesaler — customer

d. manufacturer — wholesaler - retailer - customer
5. The two major forms of promotion are:
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a. radio and television
b. personal selling and advertising
¢ personal selling and newspapers
d. selling advertisements
Tema 8: Promotion

1. 3amonHKATE HDO6CJ'II)I Hauboee NOAXOAAINMMHA TEPMHUHAMU U3 CIIMCKA.

vital insure retailer prices placement

charge wholesaler price leader take place  channel of distribution

The most common Is manufacturer — wholesaler

consumer. Distribution can, however, through slightly modified channels.
For example, products are sometimes sold directly by the or the
manufacturer, rather than by the retailer. Generally, wholesalers

lower than retailers and sell in larger quantities. Together, these channels of
distribution play a role in the element of marketing.

2. OTBeTHTE MMCHbMEHHO HA CIECAVIOMINE BOIIPOCHI:

What are the 4 promotional tools?

What are the advantages and disadvantages of advertising?

What are the advantages and disadvantages of publicity?

What are the advantages and disadvantages of personal sellings?

What are the advantages and disadvantages of sales promotions?

What types of advertising do you know?

What are the advantages and disadvantages of different types of advertising?

Give examples of sales promotions? When and why should this tool be used?

What is publicity? What are the advantages of it?

. [IpounTaiiTe TEKCT ¥ HAUIIIMTE €r0 KPATKOE M3JIOKECHHE:

New products flood the market daily. You can’t help but turn on late-night TV and be confronted
by one infomercial after another as you click through the channels.

America’s entrepreneurs are rolling out new ideas and new items.

Millions of dollars are spent yearly developing and launching new products. But did you know
that only one in 10 will prove successful? And even fewer will enjoy a long shelf life.

That’s the cold reality. But you can greatly enhance your chances for business success if your
“new and improved” product shares a series of 10 important qualities.

I’ve helped launch more than 500 products, but | too have suffered a few clunkers along the way.
Here is the proven checklist that I’ve developed during my 30 years as an entrepreneur and
investor.

Ask yourself these 10 questions before going public with your “revolutionary” or “must have”
product or service.

The 10 Questions

1. Does it have unique features? You can’t roll out the “same-old, same-old.” Your
product has got to have a cool new look that’ll make the consumer sit up and take notice.

2. Does it have mass appeal? In other words, is it something that will sell to the stay-
at-home mother of four as well as the seasoned fisherman?

3. Does it solve a problem? Think of something around the house that’s troublesome
and invent a solution. If your product doesn’t solve a problem, you’ve got a potential problem —
consumers aren’t as likely to buy it.

4, Is there a powerful offer with a supportive cost of goods? The time-tested pitch—
But wait, there’s more! — is a proven winner. The key is great value at the right price. In today’s
world, people immediately check the Internet for the same product at a cheaper price.
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5. Can you easily explain how it works? There has to be an easy-to-understand
explanation of how and why your product works. Get your elevator pitch ready. If it takes a
college degree to understand the pitch, it’s too complicated. You only grab people for a couple of
seconds — so you have to tease, please and seize the consumer.

6. Is there a magical transformation or demo? Before-and-after spots — showing
easily noticeable differences — are powerful marketing tools.
7. Is it multifunctional? Think like your competitor. If you come out with a product

that has just one function, your competitor can steal your thunder — and your sales — with a
similar product that offers more functions.

8. Is it credible; are there testimonials? An “actual customer” promo is ten times
better than any “actor portrayal.” Real people offer real results. But you should also seek out
professional testimonials from industry associations, doctors and other “experts” in your industry
to further build your product’s credibility.

0. Are there proven results? Be prepared to back up your claims with unshakeable
success stories or scientific studies, including third-party clinical studies or reviews from
product-testing labs that support your claims.

10.  Can you answer the questions the viewer is thinking? You must be prepared for
any and all questions that could arise over your product. Put yourself in the shoes of consumers,
and think of all the questions they could ask.

If you answered YES to all 10 of these questions, you’ve got yourself a product that’s so solid
you won’t even need a celebrity endorser to make it fly off the shelves.

A final bit of advice on how you can roll out a product that will quickly become a winner: It
starts with a KISS, as in Keep It Simple, Salesman! Always remember the three-pronged
approach of “Tease, Please and Seize.”

Your product should be intuitive to use and extremely simple to understand. Let’s face it, most
of us are just too lazy to pore over the small print in a thick instructions manual.

Now that you’re ready to churn out the next memorable marketing campaign, make it easy for
people to learn more about your product. This can be done via free trials, downloads, product
videos, and demonstrations.

It can’t hurt to listen to this advice from a very smart man: “Strive not to be a success, but rather
to be of value.” If your product is indeed a value, you’ll have a far better chance of being a
success.

Make sure your product scores big on the “10 Qualities Of A Successful Product” checklist and
there’s a good chance it won’t land on the trash heap like the nine in 10 that fail to catch on with
consumers.

Tema 9: International Trade

1. COOTHECHTE CIIOBA M BRIPAKCHUS U3 TaOJIMIIEI C BX OIpCACIICHUAMH HUXKC.

autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

2.Trade in services (banking, tourism, insurance and so on)

3.Direct exchange of goods, without the use of money

4.The difference between what a country receives and pays for its exports and imports of goods
5.The difference between a country’s total earnings from exports and its total expenditure on
imports

6.The (impossible) situation in which a country is completely self-sufficient and has no foreign
trade

7.A positive balance of trade or payments
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8.A negative balance of trade or payments

9.Selling goods abroad at (or below) cost price

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

12.Quantitative limits on the imports of particular products or commodities

3. OTBETLETE NUCEMEHHO HA CJIEIYIONME BOOPOCHL:

1.What is international trade?

2.What are the two possible reasons for companies to get involved in exporting activities?
3.What information should be obtained during initial research before getting started?
4.What are the entry methods?

4. CKa)KI/ITe, BEpHBI JIM JIAHHLIC YTBEPKACeHUS. McnipaBhTe HEKOPPEKTHLIC:

1.Exporting is the most difficult way to enter a foreign market.

2.There are three types of exporting.

3.In indirect exporting an agent receives a commission for sales made on behalf of the principal.
4.Indirect exporting involves more risk than direct exporting.

5.The company has less control over the licensee than if it had set up its own production
facilities.

6.Foreign governments always make joint ownership a condition for entry.

7.By direct investment, the company lacks control over investment and marketing policies.

4. BpiOepuTe 4acTu NPEUIOKEHUN U3 CIMCKA HUKE, YTOOBI 3aII0JIHUTh KAXKIBIA U3 MPOOEJIOB
(1-7). He ucnonw3yiite a100vi0 OVKBY 6osiee omHoro paza. OqHa OykBa JIMIIHSSL.

A. which comprise three-quarters of the WTQO's members

B. which was signed in 1947 to monitor the postwar realm of world trade

C. that the WTO violates environmental and labor laws

D. which meets about 12 times a year

E. that countries use WTO membership as a springboard for wider economic change

F. which are not independent but control their own economies

G. that intends to supervise and liberalize international trade

H. which are signed by representatives of member governments and ratified by their parliaments

AN OVERVIEW OF THE WORLD TRADE ORGANIZATION

The World Trade Organization (WTQ) is an organization 1
The organization officially commenced on 1 January 1995 under the Marrakech Agreement. The
organization deals with regulation of trade between participating countries; it provides a
framework for negotiating and formalizing trade agreements, and a dispute resolution process
aimed at enforcing participants' adherence to WTO agreements,
2 . The WTO is headed by a Ministerial Conference of all
members, meeting at least once every two years. Between meetings of the Ministerial
Conference — responsible for carrying out the functions of the WTO - the organization is
managed by the General Council 3 . Three subsidiary
councils operate under the general guidance of the General Council: the Council for Trade in
Goods; the Council for Trade in services; and the Council for Trade-Related Aspects of
Intellectual Property Rights. Headquartered in Geneva, Switzerland,
The WTQ’s official languages are English, French and Spanish.
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The World Trade Organization is the successor to the General Agreement on Tariffs and
Trade, or GATT, 4 . GATT had tremendous success in
reducing tariffs, but it couldn't enforce many of its policies or solve disputes easily. Over the
next fifty years, the world economy changed dramatically due to globalization and economic
downturns.

To improve and replace GATT, the World Trade Organization was founded on January 1,
1995. Today, the World Trade Organization has 153 members. Members do not have to be
independent countries. The European Union, Hong Kong, Taiwan, and Macau,
5 . When countries apply to be members, their
political, economic, and trade circumstances are studied. China became a WTO member in 2001
after fifteen years of negotiations. Thirty countries are "observers" of the WTO. Approximately
fifteen countries, including North Korea, Turkmenistan, and Somalia, have no relation with the
WTO.

The World Trade Organization reviews national trade policies and encourages countries
and companies to reduce or eliminate barriers to trade. These barriers include tariffs, customs
taxes, export subsidies, import bans, and quotas. The WTO has been very successful in lowering
tariffs, especially in textiles. The WTO works in four main areas: manufactured goods,
agricultural products, services such as banking and telecommunications, and intellectual property
such as patents and movies. In order to protect human rights, product and food safety, and
natural resources, the WTO sometimes concedes and maintains trade barriers.

The basis of the World Trade Organization is the theory of nondiscrimination and the
"most-favored nation." Members should apply the same trade policies for all of their trading
partners. Members should not discriminate between foreign and domestic goods and services.

The World Trade Organization arbitrates disputes between members. The WTO has
heard over 300 cases since 1995. Notable cases have involved the European Union's concerns
over American beef imports, the safety of sea turtles in American waters, and the cleanliness of
gas imported to America from Brazil and Venezuela. The WTO can impose sanctions on
countries and force them to change their trade policies.

The World Trade Organization gives special assistance to developing countries,
6 . Developing countries receive technical and financial
assistance and extra time to complete tasks. An exception to the most-favored nation principle is
the generalized system of preferences, whereby industrialized countries sometimes allow imports
from developing countries into their markets with low tariffs. In order to raise living standards
around the world, the World Trade Organization conducts economic research and works closely
with other international organizations like the World Bank, The International Monetary Fund,
the European Union, and regional free trade organizations like the North Atlantic Free Trade
Organization (NAFTA).

Delegates of member countries negotiate trade issues over a number of years called
"rounds.” Recent rounds have taken place primarily in Japan, Uruguay, and Qatar. The latest
round of negotiations, called the Doha Development Round, was launched in 2001 with an
explicit focus on addressing the needs of developing countries. As of June 2012, the future of the
Doha Round remains uncertain: the work programme lists 21 subjects in which the original
deadline of 1 January 2005 was missed, and the round is still incomplete. The conflict between
free trade on industrial goods and services but retention of protectionism on farm subsidies to
domestic agricultural sector (requested by developed countries) and the substantiation of the
international liberalization of fair trade on agricultural products (requested by developing
countries) remain the major obstacles. These points of contention have hindered any progress to
launch new WTO negotiations beyond the Doha Development Round. As a result of this
impasse, there have been an increasing number of bilateral free trade agreements signed. As of
July 2012, there are various negotiation groups in the WTO system for the current agricultural
trade negotiation which is in the condition of stalemate.
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The World Trade Organization has been criticized since its inception. Many people,
strongly opposed to globalization and any "attack” on their country's traditional economy and
culture, believe that the WTO exerts too much pressure on independent countries to conform to
its standards, benefits corporations and not common people, is not democratic, and is too
secretive. Challengers believe that participation in the WTO means jobs and protection against
foreign competition may be lost. Many people believe 7
Opponents believe that developing countries actually have little negotiating power in the
organization. Many protests against the WTO have occurred. Demonstrations at the WTO
meeting in Seattle, Washington in 1999 caused the delay and eventual failure of WTO

Kon
KOMIeTe Conepanie JdTanbl JMCHUNIHHBI,
HIUH KOMI[ETeHIII/II/I (opmupoBanus (opmupyromme
N KOMIIeTeHIIUH KOMIIETEHIIHI0
(kommer (KoMITeTeHImi)
enumii) (koMmeTeHIui) (KoMIeTeHIHN)

negotiations.

In conclusion, the World Trade Organization is the most important international
organization governing trade. The WTO sets and enforces trade rules and promotes global
economic cooperation. Poor countries are better able to compete in the world economy.
Governments will hopefully take profits from trade and improve the health, education, and
employment of their citizens. International business will undoubtedly continue to thrive under
the supervision of the World Trade Organization.

7.2.011eHOYHbIe MAaTepHAJIbI IJIS IPOBeeHNs IPOMEKYTOYHOM aTTecTalluu

7.2.1 TlepeyeHb KOMIETEHIHI ¢ yKa3aHHEM 3TaNOB X ()OPMHPOBAHNS B MpoLecce
0CBOEHMSI 00pa30BaTeJIbHOM MPOrpaMMBblI
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Kon

KOMIIETe Conepixane dransl JAucunnjanHbl,
HIIH R — ¢dopmupoBanus dopmupywomme
(KommeT (KoMmeTenii) KOMneTeHumua KOMIIETCHIIH IO
eHumii) (koMIeTeHIu i) (KoMIIeTEeHIIMH)
1 WNHOCTpaHHBIN SA3bIK
2 Pycckuii s13b1k 1
KYJBTypa peuu
AHTIIHICKHN S3BIK KaK
3 SI3BIK MEXIYHAPOJAHOTO
oO01IeHNS
AHTITIMHACKNIA A3BIK IS
npodeccuoHAIBLHOI0
4 oomenusi / Jlenopas
KOMMYHHUKAIUS Ha
AHTJIMICKOM SI3BIKE
CIOCOOHOCTh K KOMMYHHUKAIIUH B DaxyIBTaTHB 114
YCTHOM U MMCbMEHHOM (popMax Ha JIOTIOTHUTE/IbHBIN H3yHaromux
OK-4 | pyccKOM M HHOCTPaHHOM SI3bIKaxX (paxympTaTHB) MHOCTpaHHBIN
JUTSL peLlieHUs 3a7a4 MEXKITUYHOCT- (aHTIHHCKHUI) A3BIK ©
HOTO ¥ MEXKYJIbTYPHOIO Hyna
B3aUMOICHCTBHS IOMOMHATEbHbL Henoast KE)MMYHHKaHHH
Ha aHIJIMMCKOM SI3bIKE
(baxynbTathB) | (1ponBHHyTHIT ypOBEHD
1)
. | JenoBasg koMMyHHKaLIUs
AOHOTHATCABHBIN | 4o ayrimiickoM s3bIKE
(baxynmbTathB) | (1ponBuHyTHIT ypoBEHD
1))
l'ocynapcrBenHas
. WUTOTOBasi aTTECTALIMS
3asepiuatowuii (3aIIUTa BBITYCKHOM
KBTU(DUKAITMOHHOM
paboThI)

Oransl GopMHPOBAHUS KOMIIETCHIIUN B TIPOIECCE OCBOCHHS 00pa30BaTEIbHOMN
POrpaMMbl OIIPEIEIISIFOTCS MOPSIAKOM W3YUYEeHUSI TUCIUIUINH B COOTBETCTBUH C pabounm

y4eOHBIM IIJIAHOM U IIPEJCTABJICHbI B TAOIUIIE:

IK-7

CIOCOOHOCTh, UCHIOTIB3Y I

OTEUECTBEHHBIC U 3apyOeKHbBIC
UCTOYHUKU UHPOPMALIUH, COOPATh

HEOOXOIUMBIE JaHHEIE
npoaHaanpOBaTb UxX u

MOATOTOBUTH MH(OPMAITMOHHBIN
0030p U/iIIM aHATUTUIECKUI OTYET

MapkeTuHr

AHTIIMUCKUN SI3BIK KaK
SI3BIK MEXIYHAPOAHOTO
oO01IeHNS

MupoBasi 5KOHOMUKA U
MEXIyHapOJHbIE
SKOHOMUYECKHE

OTHOIICHHUS

AHIIMACKUHA A3BIK 5
npo¢ecCHOHATLHOI0
o0menus / Jlenopas
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KOMMYHI/IKaI_[I/I}I Ha
AHTJINICKOM SI3EBIKE

[IpousBoacTBeHHas

npakTuka. HayuHno-

Hccaea0BaTeNbCKast
paborta

JNONOJIHUTENbHBIN
(dakynpTaTHB)

@DaKyJIbTaTUB IS
M3YYarolnX
MHOCTPaHHBIN
(aHTIMIHCKUIN) SI3BIK C
HYJISI

JNONOJTHUTENbHBIN
(dakynpTaTHB)

JenoBasg KOMMYHHKaIIHS
Ha aHTJIUHCKOM SI3BIKE
(MpOABUHYTHIA YPOBEHB

)

JNONOJIHUTENbHBIN
(dakynpTaTHB)

JenoBasg KOMMYHHKAIIHS
Ha aHTJIUMCKOM SI3BbIKE
(MpOABUHYTHIA YPOBEHB

1)

3aBepLIAIOIINI

l'ocynapcrBenHas
WUTOTOBAs aTTECTAIUS
(3amuTa BBIMTYCKHOM
KBaJIM(UKAITTOHHON
paboThI)

7.2.2 Tloka3aTe/iu OlleHMBAHUS TJIAHUPYEMBIX pPe3yJIbTaTOB 00y4eHHsI HA
Pa3IHYHBIX 3TaNaxX ()OPMHUPOBAHUA KOMIIETCHIH I

Iliianupyembie YPOBHHU M KPUTEPUH JOCTHKEHUS Pe3yIbTATOB 00yUEeHUs
pe3yabTaThl
o0y4eHus 1o He nocTurnyr ba3oBblii IToBBINIEHHDBI Boicokuii

JAUMCHHUIIINHE HA 0a3oBbIi 71
OonpeacJIcHHOM 3Tale YPOBEHb

(popmupoBanus

KOMIeTeHIIHH

OK-4 (yeTBepThlii 3TAI)

3Hath (4) — He 3naer 3HaeT Ha 3HaeT Ha JlemoHCTpHUpYET
rpaMMaTH4eCcKue 0a30BOM MOBBIIIICHHOM | TTTyOOKHe,
npasuiia, GopMbl U YpOBHE, IpU YpOBHE, IpU MOJIHBIE 3HAHUS
KOHCTPYKIIUH, YCTHBIX U YCTHBIX U
AHTJIOSI3bIUHBIC MUCHbMEHHBIX MUCHbMEHHBIX
peyeBbIe CTPYKTYPHI U OTBETax WU OTBETax WU
i 0:3% BBINOJIHEHUH BBINOJIHEHUH
TEPMUHOJIOTHIO, TECTOB, TECTOB,
HEOOXOINMBIE IS nomnyckaeT ot 30 | JoMmyCcKaeT OT
OCYIIECTBIICHUS 10 50% 10 1030%
po¢eCCHOHAIBHOTO OmMOOK. OmMOOK.
00IIeHUS
YwMmets (4) — noruuno, | He ymeer [Tonumaer Ywmeer B Ywmeer B
apryMEHTHUPOBAHO U OCHOBHOE COOTBETCTBUHU | COOTBETCTBUU
KOPPEKTHO coJiep)KaHue C OCHOBHBIMU | CO BCEMU
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IL1anupyemsle
pe3yJIbTaThl

YpoBHM U KpUTEPHHU AOCTHKEHHUS Pe3ya1bTATOB 00y4eHus!

o0y4eHus1 1o He nocTurnyr Ba3oBrlii IToBpIIEHHBI Bricokmnii
JAUMCHHUIIJIMHE HA 0a30BbIi H
onpeeJIeHHOM JTare ypOBEHb
bopmupoBanus
KOMIeTEeHIIHH

MOJTOTOBUTH YCTHBIE U TEKCTOB, HO TpeOOBaHUSIMU | TPEOOBaAHUSIMU
MUChMEHHBIC BO3HUKAIOT
BBICKA3bIBAaHUS Ha 3aTpyIHEHUS
WHOCTPAHHOM SI3BIKE B npu
podeCCHOHATTBHOM dbopMyITUpOBKE
o01IeHnu BOIIPOCOB IS

Hayaja Juaiora,

ecTb

dboHeTHYECKHE,

rpaMMaTHYEeCKU

e u/mnu

JICKCUYECKHE

OLINOKHU
Bnagners (4) — He Bnageer Hemonctpupyer | Jemonctpupye | JeMoncTpupyer
HaBbIKaMU YaCTHUYHOE T BJaJIEHUE C YBEPEHHOE
UCTIOJIb30BaHUS BJIQJICHUC HEOOJBIIMMH | BIIAJICHUE
MOHOJIOTHYECKON U MOTPEIIHOCTSIM
JAATIOTMYECKON YCTHOU "
Y MUCbMEHHOU peun B
CUTYaIUIX
po¢eCCHOHAIBHOTO
B3aMMOJICVICTBHUS

IIK-7 (yeTBepTHIii TAN)

3Hath (4) — npueMsbl He 3naer 3HaeT npuembl 3HaeT Ha JlemoHCTpHpYyET
cOopa u aHanm3a cOopa u aHaM3a | MOBBIIICHHOM | TUIyOOKHe,
TAHHBIX U3 TAHHBIX U3 yYpOBHE, IPH MIOJTHBIC 3HAHUS
AHTJIOSI3IYHBIX AHTJIOSI3BIUHBIX | YCTHBIX U
HUCTOYHUKOB HUCTOYHUKOB MUCHhMEHHBIX
uHpopmarun nHpopmanuu, OTBETaX WU

nomyckaeT oT 30 | BBITOJIHEHUH

1o 50% TECTOB,

OLINOOK. JIOITyCKAeT OT

10 1o 30%
OLINOOK.

Ywmers (4) - He ymeer Ywmeer, HO Ywmeer B Ywmeer B
AHATM3UPOBATH TaHHBIC BO3HUKAIOT COOTBETCTBUHU | COOTBETCTBHH
JUTSI TIOATOTOBKH 3aTpyIHEHUU C OCHOBHBIMU | CO BCEMU
UH(POPMALIMOHHOTO IIPY aHaJIU3e TpeOOBaHUSAMH | TpeOOBaHUAMU
JoKJIaaa u\UIN JTAHHBIX TS
AQHATUTUYECKOTO MOJITOTOBKH
oT4YeTa Ha nH(pOpMaInOHH
WHOCTPAHHOM SI3BIKE Oro JIOKJIa/1a
Bnanets (4) — He Bnageer Hemonctpupyet | Jdemonctpupye | JleMmoncTpupyer
HABBIKAMU TOJITOTOBKH YaCTHYHOE T BJIaJICHUE C yBEpEeHHOE
MH(GOPMaILIMOHHBIX BJIQJICHUE HEOOJIBIIUMU | BIIaJICHUE
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IInanupyemsbie YpoBHM U KpUTEPHHU AOCTHKEHHUS Pe3ya1bTATOB 00y4eHus!
pe3yJabTaThl

o0y4eHHs 110 He nocturnyr ba3zosrIit IToBbIICHHBI Boicoknii
AUCHUILIHHE HA 0a30Bblii i
onpeaeIeHHOM JTane YPOBeHb
(¢popmupoBanus

KOMIICTCHI MU

0030pOB W/unu MOTPEITHOCTSIM
AHATUTUYECKUX u

OTYETOB Ha
AHTJIMICKOM SI3BIKE

7.3. TunoBble 3aJaHUA U (M) MATEPHAJIBI A/ OLCHKH 3HAHMI, YMEHHMI U HABBIKOB M
(W1K) ONBbITA AeSITEJIbHOCTH, XaPAKTEPU3YIOIIHNX ITANbI (POPMUPOBAHMUS KOMIIETEHIIMIA

7.3.1. TunoBble 3aJaHNS U (MJIH) MATEPHUAJIBI ISl OLEHKHU 3HAHM /151 KOMIIeTeHIM U

TUIIOBBIE 3AJIAHUSA JUUIS IIPOBEPKM COOPMUPOBAHHOCTU 3HAHMU JIJI OK-4
3aganmue 1.
[TepeBeanTe mpeaIoOKEHHSI, UCTIONB3Ys JIeKCHUKY 1o Teme Forms of business organization:
1. 5 nmer Hazaj ;oBa apyra pemniad HadaTh cBOE neno. OHM B3 ccyny B OaHKe, MOJYYHIN
JMLIEH3UI0 U OCHOBAJIM KOMIIAHUIO TakCcU. DTO Obulo mapTHEPCTBO. C camMoro Hadana Bc€ HUIO
[JIaJIKO, HO Yepe3 HEKOTOpOe BpeMs YBEJIMYCHHbIN 00bEM mepeBo3ok (transportation) sacraBmn
NapTHEPOB U3MEHUTD CTATyC KOMIIAHUU.

2. Kommanus Ilpokrep a1 [9MOn cTpouTcs mo mpoaykry. Bo BHUMaHWM KaKIOTO OTHeNa
HaxXoAUTCA OAMH H3 IIPOAYKTOB KOMIIAHUHW U CHOCOGBI Cro  VJYYIICHUA. Orta CTPYKTYypa
MO3BOJIIET PYKOBOAMUTENSIM OTEJIOB pearupoBaTh Ha JI000M BHI30B Ha PhIHKE, aJalTUPOBATHLCS K
HU3MCHCHMUSAM ITOKVYIIATCIIbCKUX HYKJ U NOAACPXKHNBATH KOHKVDGHTOCHOCOGHOCTB KOMITaHHUH.

3.JIns Toro, 4ToOBl BIOXHYTH B KOMIIAHWIO HOBYIO JKHM3Hb, OHa ObUIa HEJaBHO
PECTPYKTYpU3HPOBaHa. PyKOBOACTBO yYBOJMJIO Te€X CIyKallMX, KOTOpPBIE CONPOTUBISIIACH
nepeMmeHaM. Mucrepa bnelika Benu B Coser aupektopoB. OH 3aiiMér Mmecto Mucrepa ['puHa,
KOTOPBII paHbIlle MOJOKEHHOIO CPOKA YXOIUT Ha neHcuto. OH OyneT HaXOOUTbCs B HPSIMOM
HOJYMHEHUH Y MUCTIOJHUTEIBHOTO JUPEKTOpPAa U OTBEYATh 3a BCE MPOJAKH KOMITAHUU.
3aganue 2.
Hanmmmre aHanmorn JaHHBIX JAETOBBIX TEPMHHOB Ha aHTIIMICKOM s3bIKe TI0 Teme Forms of
business organization:

IOPUINYECKOE JIUIIO —

COOCTBEHHOCTb, ITOJICJICHHAS HA aKIIUU —
HECTU OTPaHUYEHHYIO OTBETCTBEHHOCTb -
OBITH HA3HAYEHHBIM aKIIHOHEPOM —
BO3TJIABJIIEMBIN TIpeiceaTeIeM COBETa TUPEKTOPOB —
HOAYUHSTHCS aKIIHOHEPaM —
NeSITeIbHOCTH/TIPOTYKTUBHOCTh KOMITAHUH —
COOTBETCTBOBAThH OXKUAAHUSIM AKIIOHEPOB —
eXerogHoe odiee coOpaHue aKIHOHEPOB —
0. u36patp HOBBIN COBET TUPEKTOPOB —

1. oObIYHBIE/ IPUBUIICTUPOBAHHBIE AKITMH —

12. nponaBatk akiuu Ha GOHIOBOM PBIHKE —

13. nmoyexarp myOIMYHON OTYETHOCTH —

14. xoHbUaEHIINATBHBIN XapaKTep KOMITAHUH —

RBOON O~ E
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15. BnazmeTs OOJIBIINM KOJIUYECTBOM aKIIHHA —
16. BEIyCTUTH OOTUTALIAN —
17. cormacurthcs Ha Tiepenavdy aKui —
18. 00BABHUTH MOANUCKY HA AKIUH -
19. HeT orpaHUYEHHI 1O KOJIMYECTBY aKI[MOHEPOB —
3aganue 3.
Packpoiite ckoOKH, UCTIONB3YS MPAaBUIBHYIO (OPMY aHTIIUHCKOTO Ti1aroia (BpeMeHa,
WH(OUHUTUB, TEPYHIUH, IPUIACTHE)

1. Asl (walk) home the other night, |

(notice) someone (try) (break) into a car,
(park) next to mine.

2. Andy saw two identical tourists (talk) to a man in a white van. They
pointed here and there and seemed (argue).

3. "What's your wife's name?" the secretary asked Mitch. - "Why is that important?” - "Because
when she (call) 1 would like to know her name so that

(1/be) really polite to her on the phone".
4. I’d rather (you/not/tell) my parents that |
(apply) for a job in the USA. 1 don’t think they
(approve) ... (1/work) abroad.

5. When the company (call) me for an interview, |
(not/know) what (do). I even considered
(not/turn up) for it. However, | felt I’d better (go) as the American company

(already / arrange) for the interview
(hold) in London.

6. Why didn’t you get them (sign) the receipt before you
(let) them (go)?

7. (know) that John (not/come) to the party,
she decided to stay in.

8. The weather seems (get) worse and worse. Why

(not / put off) the trip?

9. Why (not/youltry) (call) her instead
of (send) an e-mail? That will be quicker.

10. There’s nothing quite like “Chocks away”. (Design) for two to six
players, it will keep you (amuse) for hours.

11. (spend) a week in the cottage, he decided that he didn’t
really enjoy (live) in the country and began (think)
of an excuse for (sell) it and (return) to London.

12. 1 didn’t mean (eat) anything but the cupcakes looked so delicious
that | couldn’t resist (try) one.

13. | pretended (enjoy) the conversation, but in fact |

(bore) out of my mind.

14. Remember (phone) Tom tomorrow. — Why
(you/ keep) (tell) me (not/forget)
things?

15. A new jumbo jet (design) at the moment. This
plane (expect) (be able/ transport)
800 passengers at a time, if it ever (manage/ get) off
the ground.

16. Now that you (finish/pack), isn’t it time we

(leave)? The meter is ticking!
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17. 1 really don’t feel like (go) out tonight. I’d sooner
(stay) in and (watch) a DVD.

3ananue 4.
[TepeBeanTe mpeanoKeHHs, UCIIONB3Ys JIeKCHUKY 1o Teme Forms of business organization:
1. UnauBuayanbHbIN OpEeIPUHUMATEND MOXKET MOJIyUYUTh JIMIEH3UI0, B3fITh CCYAYy B 0aHKe U
HaYaTh CBOE J1€J10, OJJHAKO B CJIy4ae 6AHKPOTCTBA €My TPHUICTCS 0TBEYATH 32 J0JT'H CBOUM
JHYHBIM UMYIIECTBOM.

2. Bce komnaHnu pa3BUBAIOTCH 32 CYET PeMHBECTHPOBAHUS NMPUObLIM, U JIUIIb
aKIMOHEPHBIC 00IIECTBA HE UMEIOT CJIOKHOCTEH C MPUBJIeYeHHEM KANMTAJIA, TaK KaK OHU
MOTYT MPOJAABaTh CBOM AKLMHU HA PbIHKE IEeHHbIX OyMmar.

3. Jlnst komnaHuii ¢ pyHKIIMOHAIBHON CTPYKTYPOH TUITMYHBI 4YeTKO 0003HAYeHHbIe
MOJTHOMOYMS M 00s13aHHOcTH. KaxkoMy ciyxalleMy U3BECTHO, 32 YTO OH HeceT
OTBETCTBEHHOCTb U KTO €r0 HelmoCpeACTBeHHbIH HaYaJIbHUK. OqHaKo NOJ00HAst CTPYKTypa
HE Coco0CTBYeT ObICTPOMY NPUHATHIO PeLIeHHI, YTO )KU3HEHHO HEOOX0IMMO B NOCTOSIHHO
MEeHAILecsl 1eJ10BO cpeje.

4. Komnanusa Ckail U3BECTHA CBOMMU HHHOBAUMAMM. [ 0OTOBHOCTH pearnpoBaTh Ha
U3MEHEHMs U aJallTHPOBATBLCA K HUM [IOMOTaeT € COXpaHUTh KOHKYPEHTHOe
NMPEeUMYIIeCcTBO U o0ecneunBaeT rHOKOCThL KOMIIaHUU.

5. BaxxHo, 4TOOBI HaUaILHUK OOIIAJICS CO CIYXKAIIUMU B YeTKOM U SICHOH MaHepe, 0003Ha4YaJ
POJIM U OTBETCTBEHHOCTh U OLIEHUBAJI 1eATEJIbHOCTH MOAYMHEHHBbIX. OH 10J)KEeH HMMeTh
XOPOIIMH MOCTY>KHOM CNIMCOK U OBITH IKCIIEPTOM B CBOei 00J1aCTH.

3ananmue 5.
Hanmmure aHrnuiickue Ha3BaHUS OTACJIOB KOMIIAHHUH, B KOTOPBIX JAHHBIC COTPYAHHUKH MOTYT
paboratb, HCIIONB3Ysl TepMUHOJIOTHIO T0 Teme Organizational Structures
a) assembly-line worker..............
b) graduate trainee.........c.cccoceeernenenn.
c) accounts clerk.........cccooveveiiviinenns
d) sales executive ........cccccoevvrerininnnnnne
e) office SUPErvViSOr.........cccocvevviceeiveriennn,
1) SCIENTISt.....oviiieiiiic e
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g) personnel officer..........ccccoevvvveinnnn,
h) foreman

3aganmue 6.
Packpoiite ckoOKu, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHTTIUICKOTO Taroia (BpeMeHa,
WHOUHUTUB, TePYHINHN, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOe HAKIIOHEHHUE,
MOJAaJIbHBIC FHaFOHBI)

1. It’s essential that the matter (settle) as soon as possible.
2. | saw a crystal-glass vase (slip) from her hand and
(break) to pieces.
3. Unless the restaurant (get) another cook, |
(never / come) here again.
4. The young man pretended (read) a newspaper when | came in.
5. 1 was dumbstruck when | saw him dancing in the middle of the street. He
(m.v. / be) drunk. (momxHO OBITE)
6. I'd rather you (not / go) on long distances in the new car until
you (get) used to (drive) it properly.
7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.
8. Now | remember (you / ask) me

(buy) a few bottles of still water on the way home. | wish |
(remember) it earlier.

9. You (m.v./tell) me it was a formal party. | looked a real
idiot in my pullover and jeans. (criticism)

10. But for the miserable weather we (climb) the Mont
Ventoux long ago.

11. You (m.v. /do) the dishes instead of leaving it all
to me! (ympek, Morua Obl U CAETaTh)

12. What a waste of time! | (m.v./ not /revise)16™ century European
history: none of it came up in the exam.

13. Jim (m.v./go) out with Sue! She has got engaged
to Doug! (e MOXKeT OBITh).

14. He tore the envelope open and took out the (enclose) letter. He turned it
several times in his hand and put it back (unread).

15. Finally I sat up in bed and smoked another cigarette. |

(m.v./ smoke, mommkuo ObITh) around two packs since |
(leave) Pencey.

16. lwish (take) him up on the offer when | had the chance,
but I didnt and there is no point (regret) about it now.

17. If  Brian  (not/help) us yesterday we
(still/puzzle) over the problem now.

18. You (already/eat) enough  for  three  people! You

(m.v./ not/ still be) hungry!(ae mosxeT ObITB)

19. - Andrea never wears that blouse we bought her.

- Well, she (m.v/inot  /like) the colour, it
(mv./ not /go) with  her skirts or it
(m.v./ not /be)the right size. Who knows?

20. If only my teachers (see/l/run) this company, they
(be) totally amazed.

3aganue 7.
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HpOLITI/ITe BBICKA3bIBAHUA COTPYAHHUKOB KOMIIAHWMH W HAIIMIIUTC aHTJINICKUE Ha3BaHUS
OTJIEJIOB, B KOTOPBIX JaHHBIE COTPYIHUKUA MOTYT pabOTaTh, UCIOJIB3YSI TEPMUHOJIOTHIO IO TEME
Organizational Structures

a) Well, we deal with the workforce needs of the firm: selection and recruitment of staff,
pay, training, and so on.’

b) We listen to customers and identify their needs. We're responsible for establishing
sales plans and targets for the different sales forces. We also deal with advertising.'

¢) We work on new products and improve old ones. We have to keep up to date with
what is going on in the outside world and have close contact with Marketing and Production.’

d) We're responsible for the manufacturing of our products and for trying to find ways of
improving quality. We deal with suppliers and make sure that we have enough components in
stock.’

e) Our department is concerned with the day-to-day running of the money side of the
company. We have to estimate costs and prices, deal with the accounts, and produce budgets and
cash flow forecasts.

3ananmue 8.

JlonomHuTe cnenyromuii TeKCcT TepMuHamMu no teme Levels and Areas of
Management:

appointed attacked combined defined constituted reviewed
supervised supported

Large British companies generally have a chairman of the board of
directors who oversees operations, and a managing director (MD) who is
responsible for the day-to-day running of the company. In smaller companies, the
roles of chairman and managing director are usually (1) ................... .

Americans tend to use the term president rather than chairman, and
chief executive officer (CEO) instead of managing director. The CEO or MD is

2) oo by various executive officers or vice-presidents, each with
clearly (3) ...ocoiiiiiii... authority and responsibility (production, marketing,
finance, personnel, and so on).

Top managers are (4) .coovvvvvennnnnn.. (and sometimes dismissed) by
a company's board of directors. They are (5)..................... and advised
and

have their decisions and performance (6) ........ccccoce..e. by the board. The

directors of private companies were traditionally major shareholders, but this
does not apply to large public companies with wide share ownership. Such
companies should have boards (7) ..ccciiiieiiiieiieennenn, of experienced
people of integrity and with a record of performance in a related business and a
willingness to work to make the company successful. In reality, however,
companies often appoint people with connections that will impress the financial
and political milieu. Yet a board that does not demand high performance
and remove inadequate executives will probably eventually find itself (8)
............ and displaced by raiders.

3ananue 9.
OOBenuTe TEpMUH, KOTOPBII HE BXOAUT B KOKIYI0 TOPU30HTAIBHYIO IPYIITY:

1 firm companv societv  subsidiar
2salary  manager engineer employee

3finance product planning marketin
4 ship assemble customer purchase
5plant  facility patent factory

40



3amanue 10.
HazoBure OpraHnu3alOHHBIC CTPYKTYPHhI, OIIMCAHHBIC B JAHHBIX NPCIJIOKCHUAX !
1 A cross-functional structure where people are organized into project teams.
2 A structure rather like the army, where each person has their place in a fixed
hierarchy.
3 Astructure that enables a company to operate internationally, country by country.
4 A structure organized around different products.

3amanmue 11.

IlepeBenure Ha AaHIVIMHACKUN SA3BIK JAaHHBIC IIPEIJIOXKEHHUs, HCIOJb3YS
TepmuHOJOTHIO 110 TeMe Levels and Areas of Management:

1. Moit oreun ynopasiaser Hamiedl komnanued Bor yxke 20 ner. B ynpaBienun
OM3HECOM OH TPHJACPKUBACTCS KOHCEPBATHBHBIX B3TJIAJIOB, HO KOMIIAHWS BCETJa_ yIeseT
0oJBIIOE BHUMAHUE HYXJaM_IOTpeOuTeneid M OBICTPO pearupyer Ha W3MEHEHHS Ha DPBIHKE.
Orenr pemmst chOKYCHpOBaThCS Ha IMEPEOOYYEHUH COTPYAHUKOB W HPUHSAI Ha paboTy
HECKOJIbKUX MpodeccnoHanoB, KOTOpeie OyayT MPOBOIUTE O0yUeHUE.

2. I[Ira6 xBaptupa kommannu ABC nHaxomutcs B Hero-Mopke, a e€ duamans
pacnosokeHsl B 15 cTpaHax.
3. U3-3a ciugnus ¢ xommanuerd X Hamia KoMImaHus Obuia peopranm3osada. 30%

nepcoHalia CoKpaTuiau. S ke moJIy4HJI MOBBIIIEHUE 10 KapbepHoH JiecTHuUlle. Ceifvac s 0TBevaro
3a pabOTy CEpBHUCHOIO IIEHTPA.

4, ITocTosiHHAs MOTEPSL OOJH PBIHKA, BO3PACTAIONIAs KOHKYDEHIHS — IPOOJIEMEI, C
KOTOPBIMHU B MOCJIEIHEE BpEMsI CTOJKHYJAch Hama koMmmanus. Celdyac Hama 3ajaya — CpOYHO
oTpearupoBaTh Ha HHX. [Ipexae Bcero Mbl CMEHMM KypC KOMIIAHWH, PECTPYKTYPUZHUPYEM €€.
PykoBOACTBO KOMITaHMHM PEIIMJIO HE COKpaliarh, a NepeoOyYHuTh TeEpcoHald. YMeEHHue
aIaTUPOBATHCS K IIOCTOSTHHO MEHSIOMIEMYCSl PBIHKY — BOT 3QJI0T ycrexa JIIo0oro OmsHeca.

3aganne 12.
Packpoiite ckoOkH, HUCIONB3ysl MPaBUILHYIO (HOPMY aHTJIMICKOTO TJarojia (BpemeHa,
YCJIOBHLIG BBIpa)KCHI/IH, cocl1araTcJIbHOC HaKHOHeHI/IC)

1. |Ifthe car (be) out of order again, you (have to)
call the service station, but I doubt if you (have / it / service)
quickly.

2. Nobody (know) what (happen) in ten years’
time as life (get) tougher and tougher.

3. I wonder if they (turn) to us for help if the need
(arise).

4. My little son (want) to know if there (be) some
cartoons on TV tonight. If there (be) some, he certainly (watch)
them.

5. | wonder if the weather (change) for the better next week. |

(plan) to go to the countryside for a month.

6. | (leave) a message at the office in case the customer
(phone). But I’m afraid he’s unlikely (call) today.

7. Nobody can definitely tell us when he (come) back from London.
But as soon as he (return), we (get in touch) with him.

8. We (have) another meeting this week, provided no one

(object).
9. |1 (always / be) by your side as long as you

(promise) to lend an ear to what | say.
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10. He (wonder) if Caroline (change) her mind
about going to the party.

11. If you are going to buy a car, make sure you (take out) no-fault

insurance as well.
12. We (not/ miss) the train providing we

(leave) at once.
13. Whatever he (say), they (not / believe)

him.
14. 1 (tell) you later on whether | (play) Scrabble with

you on Saturday evening.
15. 1 (accompany) you with great pleasure as soon as |

(finish) my report.

16. If the time (be) convenient for you, we (meet)

tomorrow.
17. We (not / start) till he (arrive).
18. Provided he (leave) now, he (miss) the

rush hour.

3aganue 13.
BcraBbre npaBuiibHy0 hopMy rinarosna to be, oOpariias BHUMaHHE Ha YUCIIO UMEH
CYIICCTBUTCIIbHBIX

1. Where your trousers?

2. 3 pounds enough to eat out?

3. Tonight, there athleticson TV.

4. Money easy to spend and difficult to save.

5. The formulae difficult to remember.

6. My luggage too heavy to carry.

7. Physics my favourite subject.

8. Measles a common illness.

9. Darts a popular game in England.

10. My phonetics getting better.

11. The bacteria dangerous.

12. The oasis green and shady.

13. Three days too long. You must do it by Monday.

3ananue 14.

IlepeBenuTe Ha aHTJIMHUCKHUU SI3bIK JaHHBIE TIPEIJIOXKECHUS, HCHOJIb3Yys
TepMuHOJIOTHIO To Teme Management:

1. Uto kacaetcst BeeHUs OW3HECA, HOBBIM MEHEIKEp OTIea MPOJak ¥ MapKETHHTa HE
MpUEeMIIET KOHCEPBATUBHBIX B3TJsA0B. OH CIIOCOOEH CTaBUTh YETKHE 1IN, OBICTPO pearupoBath
Ha U3MEHEHUA PhIHKA, MOOLIPSATh KOMaHIHbIA TyX COTPYAHUKOB.

2. XYZ — nunamuyHasg, ObICTPO pacTyllas KOMITAaHUS MO MPOU3BOACTBY KaHIEISIPCKUX
TOBapoB. B ycmoBusx XECTKOW KOHKYPEHIIMM HaM HEOOXOJUMO IIOCTOSTHHO TPOBOIHTH
WCCJICIOBAHMSI PhIHKA M OBICTPO PearupoBaTh Ha €T0 U3MCHEHHSI.

3. Hama xommanmsi Oblia ocHoBaHa B cepeauHe 1990-x romoB, W MBI OBICTPO
pasBuBaeMcs ¢ TexX mop. KoMmaHusi COCTOUT U3 5 OTIENOB: aJIMUHUCTPATHBHBINA, ()MHAHCOBHIH,
MPOU3BOACTBEHHBIN, OTAEC] MapKeTHHra M MNpoJaXk M KaApoBbld oTAen. Ham mnepconan
HacuuThiBaeT cBbime 5000 corpyanukoB. ['onmoBHO# oduc pacnonoxen B Jlongone. Hamm
JIOYEpHUE TNpennpusiThusi Haxonaarcs B Munane u bepnune. B crnepyromem roay KommIaHHs
IUTAHUPYET OTKPBITH CBOHM (ruinan B Mockse.

3aganue 15.
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IlepeBenuTe HA aHTJIIMHUCKUN SA3BIK JaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TepMHuHOJIOTHIO IO Teme Management:

1. HegaBHO coBeT nupekTopoB komnanuu Cornerstone Group ycnenrHo mpoBeni
neperoopsl ¢ Metrot Co. o cnusHun 3TUX ABYX Komnanuid. Komnanus Metrot — npexpachoe
npuobpetrenue ais Cornerstone Group.

2. Metrot Co. cienuanu3upyeTcsi B IPOU3BOJCTBE TOBAPOB JIJIsl JOMA, U B CBOUX
PO3HUYHBIX MarazuHax MpeICTaBIseT LIMPOKUA BEIOOP TOBAPOB, @ TOBAPOOOOPOT KOMIaHUH
COCTaBJISET 4MIIH. €BPO.

3. Komnanus Metrot imeeT MHOTO TOYEpHUX NpeanpusaTuil no Bcer EBporie, a ux
ronoBHOU oduc Haxoautcs B [lapmxke. brarogaps cBoeMy qTMHAMHYHOMY CTHITIO 3Ta KOMITAHUS
OBICTPO pearupyeT Ha PbIHOUHbIE U3MEHEHHUS.

3aganue 16.
3amonuure HpOGGJIbI HaHGOHGG noAXOAAIINMHA TCPMUHAMU U3 CIIMCKA IO TCMC
Management:

To be in charge of, to be promoted to smth, to make smb redundant, demand for, to seduce
customer, to introduce some changes, turnover, staff turnover, a wide range of smth, to relocate

1. Why does the company have such a rapid ?

2. The company plans 30 employees because
of the reorganization.

3. The company has to its headquarters and most of its
staff to Europe.

4. It was difficult to explain a dramatic increase in the
chocolate biscuit bars in London.

5. He has been working for the company for 3 years and a
senior sales manager.

6. To win the competition it is necessary to in the
marketing strategy of the company.

7. The firm has an annual of $75 million.

8. To increases sales the management of the company has decided to launch a new
promotion campaign, they are sure it will help them to to buy a new
product.

9. In this retail shop you can always find diary
products.

10.  He was left the store while the manager was away.

3apanue 17.

PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHIIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTHUB, TEPYHIUN, IPUYACTHE, YCIOBHbIE BBIPAXKEHHUS, cOocararelbHOe HaKJIOHEHHE,
MOJAJIbHBIE TJIar0JIbl)

1. Look! Leslie seems (enjoy) herself. It is the first
time | (see) her so happy.
2. There appeared (be) no one in the house. John
(consider/climb) through one of the open windows but decided
against it (not risk/notice). He
(decide/wait) until it (get) dark.
3. I (mean/paint) the door for ages, but | keep
(forget) (buy) the paint.
4, If you can’t find him at home, try (call) him at the office.
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5. Your computer needs (fix). Why

(you / not / have) Nick (fix) it for you? -
I’d rather (see) to it myself than have it (fix).
6. We’d really like (live) in the city center but it’s virtually
impossible (find) a three-bedroomed flat at a price we can afford
(pay).
7. Stop (tease) him, he  doesn’t  enjoy
(laugh) at.
8. The dog appears (be) hungry — you’d better
(feed) it.
9. Her parents regret (allow) Tina
(stay) out late.
10.  Look! The wallpaper (come) off the wall! It’s
high time (we / do up) the flat.
11.  Always late? Try (set) your watch five minutes fast.
12.  She certainly mentioned (see) Mark, but | don’t
remember (she/talk) about Vickie.
13. Martha (practice/play) the piano daily for
months, but she seems (make) little progress.
14, Listen! The review (say): “Tastefully
(decorate), conveniently (locate), and with a wide
range of courses to suit all occasions, this is the perfect meeting place after a hard day’s work”.
Why (not/go) there for dinner?
15.  The witness said he (hear) two shots
(fire) before (see) two men (run) down the street.
16.  There is  something  wrong  with her  bicycle. It’s  time
(she/get/it/mend).
17. It makes (1/feel) really happy (see) old
people (hold) hands.
18.  JK Rowling is reported (receive) an award
in recognition of her achievements.
19. A Roman necklace, which (think/be) worth
over two million pounds, (find) last week by Audrey Perham who
(happen/walk) her dog in the park.
20.  Now that we (lose) all the money, it's no use
(say) that it's only my fault.
21. | really hate (go) to the dentist but I don’t think I can
avoid (visit) him this time.

3ananmue 18.
Hanwmmure pycckue aHaloryd JaHHBIX aHTIMHACKUX TepMUHOB 110 Teme Leadership:
1. to set objectives
2. to communicate objectives to smb
3. to set short-term goals
4. to set achievable goals
5. to formulate clear goals (
5. to attain objectives
6. to encourage, motivate and inspire
7. to monitor and measure the performance of employees
8. to develop a strategy
9. to manage with empathy, to have empathy with the staff
10. to take ownership of decisions
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11. to be entitled to try out new ideas
12. to empower employees
13. to enhance (an enhanced sense of responsibility, an enhanced sense of involvement)
14. to praise and show recognition, to give praise
15. to concentrate on strengths, not weaknesses
3ananme 19.

3anoJHATE MPOIYCKU MPaBHIIBHOM (OPMOH Ti1arosia B MOIXOAIIEM BPpeMEHH! (aKTUBHOM

VI TTACCUBHOU (POpMBI):

1. Joseph Ford, the politician who (kidnap)
last week as he was driving to his office, (release)
unharmed. He (examine) by a doctor last night, and is said
to be in good health. Mr. Ford (find) walking along a small
country lane early yesterday evening. A farmer (see) him,
recognized who (it/be), and (contact) the
police. When his wife (tell) the news, she said: “I’m delighted
and relieved that my husband (find).” Acting on
information received, the police (make) several arrests, and a
man (question/now) in connection with the kidnapping.

2. John expected to get a decent pay rise because he

(work) for the company for many years. He understood that more cars
(sell) by him then by any of his colleagues every year. He

(sell) cars all his life and (know)
exactly what approach to adopt with every customer who (come) in.
3. An Oxford amateur pilot has been proclaimed a hero. “ My son Max

(pester) me for ages to take him up. It was a nice day
so we decided to go sightseeing over Oxfordshire,” said Mr. Smallwood. “Everything

(look) rosy as we (turn) for
home, but then | (notice) that the propeller
(disappear).
4. (the clock/hardly/strike) 5 when
Peter (stick) his head around the door and

(say), “Tea, anyone?”

5. My car (repair) and | don’t know when it
(be) ready. I doubt if | (be able) to collect it
before the weekend. | wonder if John (give) me a lift to the party on
Saturday. — Well, ask him once he (get) here.
6. More and more similar cases (argue) in
the courts.

3aganue 20.
Hanwummure pycckue aHaioryd JaHHbIX aHTIIMHCKUX TEPMHHOB 110 Teme Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
3. with an impressive record of success in senior finance appointments in commerce and
industry
4. with a good examination track record
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5. with a proven track record in the financial management of an operating company
6. have a high level of professionalism

7. have a detailed knowledge of accounting systems

8. have in-depth experience in managing ...

9. with broad financial management experience

10. proven planning and analytical abilities gained at an operational level

11. an ability to set up and effectively manage whole accounting functions

12. strong technical orientation developed initially within a practice environment
13. a pro-active and innovative approach to financial management

14. a hands on approach

3apanme 21.
3amonHuTe TabIKMIly TEPMHHAMH M3 BOKaOyJIsipa Ha Temy Recruitment:
astute, bright, ealm; clever, easy-going, hard-working, moody, neurotic, punctual, quick-
tempered, reliable, responsible, sharp, slow

intelligence and ability emotional stability conscientiousness

bright calm reliable

3amanmue 22.
IlepeBenuTe HA aHTJIMWCKUN SA3BIK JaHHBIC NPEAJIOKECHUS, UCITOJIb3Y I
TepMmuHOJOTHIO TTI0 TeMe Marketing:

1. JIro001i MPOIYKT, JaKe TOMOBLIHN, MPOXOIUT 4 CTaJIMK KUZHEHHOTO IHUKJIA:
MIPEJCTaBICHUE HA PHIHOK, POCT, 3PEJIOCTh MPOAYKTA U CHA/I.
2. [Tepen Tem mpeACTaBUTH MPOIYKT HA PBIHOK, JTIFO0As KOMIAHUS UCCIEAYET

[NOTEHUHATbHBIA PHIHOK, CTAPAETCS ONPEACIUTh HYK/Ibl MOTpEOUTENeH U Ha3HAYAET TaKyIO
IIEHY, YTOOBI JJOCTUYh OOIBIINX 00BEMOB MPOJIAK.

3. PykoBoacTBo kommannu ABC permmio pacimpuTh IMHEHKY TPOIyKTa. UTOOBI
IPOCTUMYIUPOBATH CIIPOC, KOMITAHUS COOUpAETCs UCIOJIb30BATh «3BE3/1» B PEKIAMHOM
KOMIIaHUM HOBOTO OpeHaa. Heo0XommMocTh paciimpenust yke JaBHO BO3HHMKIIA, TaK Kak
CYLIECTBYIOIIMN aCCOPTUMEHT YK€ HE IPUBJIEKAET LIEJIEBOW PBIHOK. BeposTHO, KOMITaHUU
IPUAETCS UCKATh HOBBIE KaHAJIbl PACIPEICIICHHUS.

3aganue 23.

OOBeuTe PaBUJIbHBIN TepMUH(BI), OTBETUB Ha CIIEYIOLIKE BOMpockl o Teme Marketing:
1

What does a business adjust to create a brand image for a product?
© The marketing mix

e

Price
© Product
2.
What is the most important element of the marketing mix?
© Price
" Product

No single element is the most important
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3

What does the overall marketing mix of a firm determine?

'
'
'
4

Marketing strategy
Marketing objective

Profit from marketing

Who is protected by consumer protection laws?

Businesses and customers

O Just customers

O Just businesses

5.

Which of the following is NOT an element in the marketing mix?

O Price

C Profit

© Promotion

6.

Where are premium products most likely to be sold?

“ In supermarkets
In designer stores

O On market stalls

7.

When is a business most likely to adjust the marketing mix of a product?

O If costs change
If customer needs change

o management changes

3aganue 24.
ComnocrasbTe TepMuHbI 10 TeMe Marketing ciiesa ¢ ero omnpezeneHueM crpana;

1 | Market a | The company, product, or service with more sales than any other
opportunities company, product etc in its market

2 | Market b | The process of dividing a market into distinct groups of customers
research who have different requirements or buying habits

3 | Market c | A group of customers that share similar characteristics, such as age,
segment income, and social class

4 | Market d | The percentage of sales in a market that a company or product has
segmentation

5 | Market share e | The activities involved in obtaining information about a particular

market
6 | Market leader | f | Possibilities of filling unsatisfied needs in sectors in which a company
can profitably produce goods or services

3aganue 25.

[IpountaiiTe cTathio Mo TeMe Promotion craTeio 1 BIOEpHUTE NPaBUIBHBINA TEPMUH,
YTOOBI 3aMONTHUTD KaxkAbli ipoben (1-11) uz A, B, C unu D.
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Promotional Discounts are a form of discounts used primarily to 1 a new
product, to try to increase sales of existing products, or to reduce the inventory 2
of a particular product or products. They can also be employed to 3 customers to
place an extra order, or increase the size of a regular order, so that the order will 4
for a price reduction. Many companies use this 5 if their products have seasonal
6 and troughs. A promotional incentive is a calculated risk that must generate
a higher level of orders from customers who don’t usually buy in those quantities. If the only
result is to encourage buyers to put a large 7 of discounted products in their
warehouse, and reduce the size of the next few orders until they have sold the discounted
product, then the promotion has failed to 8 the desired results.

When problems — particularly problems of communication regarding the 9
of the discount — occur during the 10 of a promotion, the person who is managing
the credit (whether the owner or a designated employee) will be spending too much extra time
responding to the oral and written questions of customers. At this point, the credit manager must

put on his or her customer relations hat and move into damage 11 before it

becomes a more serious problem.

1 A) launch B) declare C) install D) proclaim

2 A) point B) rank C) stage D) level

3 A) instigate B) motivate C) provoke D) initiate

4 A) quality B) merit C) attain D) rate

5 A) implement B) application C) movement D) tactic

6 A) peaks B) heights C) tips D) caps

7 A) capacity B) size C) volume D) scope

8 A) convey B) fulfil C) meet D) produce

9 A) characteristic B) nature C) disposition D) spirit

10 | A) course B) path C) route D) track

11 | A)direction B) manipulation C) limitation D) handling
3aganue 26.

CormocraBbTe TEPMUHBI 10 TeMe Promotion ciea ¢ ero omnpeneieHueM Crpasa:

1 | undercover marketing | a | using electronic media like email or SMS to promote products
2 | e-marketing b | promoting products to target customers, for example, through
addressed mail
3 | direct marketing ¢ | persuading people to buy a product or service by announcing it
on TV, radio, or in other media
4 | product placement d | marketing that spreads from consumer to consumer, often
online
5 | viral marketing e | marketing which customers do not realize they are being
marketed to
6 | advertising f | putting products or references to products in media like films
or video games
3aganue 27.
OO0BenuTe MPaBUIBHBIN MOIATBHBIN IJ1aroJ:
1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
3. When | finish the course next year | speak perfect French.
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a. can b. will be able to c. could d. would be able

to

4, This company is awful to work for. We account for every minute of the
day.

a. have to b. mustn’t c. are not to d. don’t have to

5. When she was riding in the woods last week, Helen fell off her horse but luckily
she get back on and ride home.

a. could b. would c. was able to d. had to

6. The newspaper the rumour without concrete evidence.

a. shouldn’t have printed c. oughtn’t have printed

b. needn’t have printed d. didn’t have to print

7. You often have to wait for a decision long, ?

a. haven’t you b. don’t you c. aren’t you d. won’t you

8. — Should we hurry? — No, you , We have plenty of time.

a. needn’t to b. haven’t to C. mustn’t d. needn’t

9. They spoke in very low voices but | understand what they were talking
about.

a. could b. might c. was able to d. was to

10.  With our new shampoo, you spend hours caring for your hair.

a. mustn’t b. needn’t c. haven’t to d. shouldn’t

3apanue 28.

ComnocraBbTe TepMHUHOJIOTHIO 110 TeMme International Trade u3 pamku ¢ onpeaeIeHUsIME HIKE.

autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

2.Trade in services (banking, tourism, insurance and so on)

3.Direct exchange of goods, without the use of money

4.The difference between what a country receives and pays for its exports and imports of goods
5.The difference between a country’s total earnings from exports and its total expenditure on
imports

6.The (impossible) situation in which a country is completely self-sufficient and has no foreign
trade

7.A positive balance of trade or payments

8.A negative balance of trade or payments

9.Selling goods abroad at (or below) cost price

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

12.Quantitative limits on the imports of particular products or commodities

3apanmue 29.
ComnocraBbTe TepMuHBI 10 TeMe International Trade cieBa ¢ ero onpenenenuem crpasa:

1.Capacity A.the quality of being stable
2.Profits B.working via independent middlemen (agents and distributors)
3.Stability C.developing foreign-based assembly or manufacturing facilities
4.Distribution channel | D.the ability or power to contain, absorb or hold
5.Indirect exporting E.setting up an export department or even an overseas sales branch
6.Direct exporting which actively uses the company’s own employees
7.Direct investment F.a network of organizations, including manufacturers, wholesalers
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and retailers, that distributes goods or services to consumers
G.excess or revenues over outlays and expenses in a business
enterprise over a given period of time, usually a year

3aganue 30.

3anoHMTE MpoIycKku TepMuHamu 1o Teme International Trade:
1.The pinball machine has developed a
new market in the Middle East.
2. from video games and computers has hit small manufacturers.
3.Vincenti puts using a good at the top of his
lessons learned list.
4.When you’ve time, effort and money in making an export sale, you
want to get .
5.0ther lessons learned centered on :
6.You should be prepared to your product
to meet local :
7.Would-be exporters should make a firm to export.

8.A final lesson is to remember that appearances can be

TUIIOBBIE 3AJTAHUS JIJ151 IIPOBEPKY COOPMUPOBAHHOCTU 3HAHUM JIJIA ITK-7

3aganmue 1.
IIpouuraiite TekcT HA Temy PopMbI OM3HEca, co0epuTe U MPOAHAJIUUPYITE
HHGpOPMaALHIO 0 CJIeaYIOIIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJaiiTe WX BallleMy TOBapHIIy, 3aT€M OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MPUMED.
5. Brickaxxute MHeHHE 0 ipounTaHHOM. CooOIIMTE N3BECTHBIC BaM JOMIOJHUTEIbHBIC CBEICHHS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

Success

Catherine Ng established an electronic watch company with 6 employees in 1979. The
company now has over 500 employees. Read the interview with the businesswoman.

What factors have made your business successful?

First of all, the advent of LCD watch technology in the 1970-s created a vast opportunity
for us. Although the Swiss were the first to develop a quartz watch, the support of the Swiss
manufactures was not strong as they overlooked the phenomenal growth potential of the market.
They believed their mechanical excellence would keep them leaders of the industry and that the
quartz watch was only a gimmick and it would soon fade out. In fact this poor judgment led to
the downfall of some companies. As demand was greater than supply, therefore it wasn't
difficult for me to get entry to the market when I first set up my company. At the end of the first
year the number of employees increased to 20 and we moved from office premises to a factory.
Our floor space increased from the original 600 sg. ft. to 2000 by the end of the first year and the
company grew more than tenfold in the next five years.

And then a few years later, prices started to become very competitive as the retail market
became saturated .So | had to think about certain strategies to tackle this problem. I had to think
up a short-term strategy and develop some long-term planning. Like all our competitors, we
developed new products such as giftware and luxury items. For example, we designed products
with a time device in them and customers could print their logo on the product for promotional
purposes. However competition became severe. It reached a point that any product which had a
time module in it became less valuable.
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In the short term we had to cut our costs. However for certain customers who are less
price conscious, | was able to upgrade the quality of our products, for example by offering better
batteries, a longer warranty. We did not want our customers to think we were ripping them off of
course if we charged a higher price. For customers who were less focused on quality we had to
reduce our prices. In the end our customers thought that our company offered quality products,
which were value for money while most of our competitors struggled for survival and cut prices
in a very competitive market. Some were even forced out of the market.

On the other hand, we also switched our capacity to producing clocks, cutting our watch
production and training our workers to assemble clock product. Watch production was based on
an assembly line. Well we bought components from suppliers and assembled the watches. Clock
products involved more components and we had to make them in house and the company started
to install machinery, hire designers and the work flow became more sophisticated and today we
have become one of the best known manufacturers in the world, with ISO 9001 certification.

What are the crucial factors behind your success?

The critical factors of our success, | would say, were our vision and our strategic
planning. From time to time we utilize management tools such as SWOT analysis to review our
situation and make necessary adjustments. Furthermore, we have made use of the Internet to
promote our products, for example we used an e-catalogue to start with, and lately we have
developed a customer relationship management system.

If I was asked what advice | would give to people looking for success in business, well, |
would say: be well prepared. Seize an opportunity ones it emerges and finally stay open-minded
as business can be developed by individuals, alliances, partnerships and joint ventures.

3aganue 2.
IIpouuraiiTe TeKCT HA TeMy YPOBHHM U c(hepbl ypaBJjeHus, codepurTe 1
NPoaHAJIU3UPYHTe HHPOPMALUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe UX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHEHHE O TpoYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJHUTENIbHbIC CBEICHUS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

Peter Drucker, the well-known American business professor and consultant, suggests that the
work of a manager can be divided into planning (setting objectives), organizing, integrating
(motivating and communicating), measuring performance, and developing people.

First of all, managers (especially senior managers such as company chairmen and directors) set
objectives, and decide how their organization can achieve them. This involves developing
strategies, plans and precise tactics, and allocating resources of people and money. Secondly,
managers organize. They analyze and classify the activities of the organization and the relations
among them. They divide the work into manageable activities and then into individual tasks.
They select people to perform these tasks. Thirdly, managers practice the social skills of
motivation and communication. They also have to communicate objectives to the people
responsible for attaining them. They have to make the people who are responsible for performing
individual tasks form teams. They make decisions about pay and promotion. As well as
organizing and supervising the work of their subordinates, they have to work with people in
other areas and functions. Fourthly, managers have to measure the performance of their staff, to
see whether the objectives set for the organization as a whole and for each individual member of
it are being achieved. Lastly, managers develop people — both their subordinates and themselves.
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Obviously, objectives occasionally have to be modified or changed. It is generally the job of a
company’s top managers to consider the needs of the future, and to take responsibility for
innovation, without which any organization can only expect a limited life. Top managers also
have to manage a business’s relations with customers, suppliers, distributors, bankers, investors,
neighbouring communities, public authorities, and so on, as well as deal with any major crises
which arise. Top managers are appointed and supervised (and dismissed) by a company’s board
of directors.

Although the tasks of a manager can be analyzed and classified in this fashion, management is
not entirely scientific. It is a human skill. Business professors obviously believe that intuition
and ‘instinct’ are not enough; there are management skills that have to be learnt. Drucker, for
example, wrote in his book “An Introductory View of Management” that *Altogether this entire
book is based on the proposition that the days of the “intuitive” manager are numbered,’
meaning that they were coming to an end. But some people are clearly good at management, and
others are not. Some people will be unable to put management techniques into practice. Others
will have lots of technique, but few good ideas. Outstanding managers are rather rare.

3aganue 3.

IIpounTaiite TekcT Ha Temy OpraHu3anMOHHbIE CTPYKTYPhI, co0epuTe U

NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLeM:

1. Ckaxure, Kak1e BOIIPOCHl paCCMAaTPUBAIOTCS B TEKCTE.

2. Ckaxure, Kakas mpobaemMa BbITEKAET U3 COJCPIKAHMS.

3. IlocTtaBbTEe K TEKCTY HECKOJIBKO BOIIPOCOB M 3aJaiTe MX BalleMy TOBapHILy, 3aTeM
OTBETHTE Ha €0 BOIPOCHI.

4. TloaTBepAauTe TOYKY 3pEHUsS, H3JOKEHHYIO B TEKCTE, HCIOJIb3ysd COOCTBEHHBIN
puMep.

5. Beickaxxute MHeHHE O MpoyuTaHHOM. COOOLIUTE WM3BECTHBIE BaM JIOTOJHUTEIBHBIC
ceegenus. [IpuBeaurte nmpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

No business can continue to function in the same way forever. Companies that refuse to
change with time risk losing their competitive edge, their market share and consequently their
profitability. To survive and remain competitive in the fast evolving business environment
companies need to be responsive, flexible, capable of anticipating and managing change. This
continuous adjustment to change is commonly referred to as “restructuring”. Restructuring
occurs — or should occur — when the organization can no longer meet the needs of the business.
There is a doctrine in business planning that structure follows strategy; the organization's
structure should be aligned to fit its strategic needs. When strategies change, then the structure
must adapt.

Restructuring leads to changes in the organizational setup, it can take many forms and
involve a change in a company's structure, strategy, policies, procedures, or culture. It can be
massive, affect an entire enterprise and might take years, e. g. it took Toyota company 15 years
to change its organizational structure, or may affect a few employees within one department. In
any case, regardless of the type and scope, organizational change means letting go of the old
ways in which work is done, and adjusting to the new ways.

One of the most powerful drivers of change involving enterprise restructuring is
globalization. As the 21% century unfolds, the significance of national economies is declining.
Globalized markets aren't only expanding business opportunities, they are also intensifying
competitive pressures. To succeed in the current economic climate, companies need to think and
act globally. 1t means exploring new markets, diversifying into new areas, reaching out to new
groups of consumers, which in its turn means competing with bigger players on the world trade
arena. This current trend towards the liberalization of markets is the main reason behind
restructuring. To remain competitive companies shift from old recruitment and personnel
management practices. Traditional management structures were bureaucratic and hierarchical.
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Now management experts see wisdom in flatter organizations with wider roles and
responsibilities for each member of the team. Job flexibility and empowerment are key features
of new structures, but successful implementation requires changes in the communication and
reporting policies of the organization. While new enterprises can start with these paradigms, old
companies have to restructure themselves. New methods of work, for example outsourcing of
certain tasks by subcontracting self-employed people, telecommuting or adjusting work hours by
employing some people only for the days when there are work peaks require new methods and
practices and it can also trigger restructuring and organizational changes.

Rapid technological change, new communication and information technologies,
innovations in materials and work processes may require restructuring to keep up with the times.
Companies, whose technological base and expertise are obsolete, are driven out of the market.

Organizational change is often a response to changing demographics. The increasing
presence of women and minority groups, ageing of the population, especially noteworthy in
industrialized economies, have led to the development of new work practices, e.g. work
arrangements such as flexible hours and job sharing are becoming more popular. Companies
need to reconsider benefits and compensations which are more suitable for women and elderly
people, to offer different pension plans and devise new strategies to retain employees.

In many cases the need to restructure originates from poor management practices, such as
a short-term focus or failure to anticipate future needs, poor marketing strategy, profit losses,
financial constraints, inability to adapt and find new markets, high employee or production costs.

3aganue 4.
IIpounTaiiTe TeKcT Ha TeMy MeHeIKMEHT, co0epuTe M MPOAHAIN3HPYIiTe
HH(POPMALHIO O CJIeYIOIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. ITonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. BEICKaXUTE MHEHHE O IMPOYHUTAHHOM. COO6H_II/IT6 HU3BECTHBIC BaM OOIIOJITHUTEIBHBIC CBCACHN .
[Ipusenute nmpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

The legendary chairman of GE, management theorist, strategic thinker, and corporate icon who
made it to the top despite his working-class background. If leadership is an art, then surely
Welch has proved himself a master painter.

“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and Jack
Welch of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University of
Michigan management professor. “And Welch would be the greater of the two because he set a
new, contemporary paradigm for the corporation that is the model of the 21% century.”

Jack Welch was 45 when he took control of the company that documented sales of just under $
28 billion, and an estimated market value of around $ 14 billion. When Welch retired in 2001,
the company’s estimated market value was $ 410 billion. When the legendary manager took over
as CEO in 1981 it was a slow-moving old-line American industrial giant with 9 layers of
management which he transformed into a keenly competitive global corporation. Welch
reshaped the company through more than 600 acquisitions and a forceful push abroad into newly
emerging markets.

How was he able to wield so much influence and power over one of the most complex

organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
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companies a fraction of GE's size. How did Welch, who sat atop a business empire with $ 304
billion in assets and 276 000 employees in more than 100 countries, do it?

He did it because he believed that any component of the company had to be profitable.
Productivity, efficiency and profitability were the optimum words of the day. If employees failed
to be productive, they were relieved of their duties. If a division was of no value, it was
discarded.

He did it because he was and he is and has always been a fierce believer that people are
company's most valuable asset. “You build the best team, you win. Hire the right people, hire
the best. Human capital determines the long-term success of any company”.

He did it because he created something unique at a big company: informality. Making the
company informal means violating the chain of command, communicating across levels, paying
employees as if they worked not for a big company but for a demanding entrepreneur where
everyone knows the boss. Everyone, from secretaries to factory workers called him Jack. Every
week there were unexpected visits to plants and offices, hurriedly scheduled lunches with
managers several layers below him. “We are pebbles in the ocean, but he knows about us,” —
said Brian Nailor, fortysomething marketing manager of industrial products.

He did it through sheer force of personality, coupled with passion for winning the game of
business. “The world will belong to passionate, driven leaders...”

Jack Welch may have come from very humble beginnings, but he faced the challenge and rose to
become one of the most influential CEOs of all time. He has written several bestselling books on
management and recently founded the Jack Welch Management Institute. His trademark *“the
Welch Way” has become an online MBA program and he is frequently called upon as a
commentator for various business programs on television. Welch is an example for many, and he
has the exact traits needed to be close to perfection as a manager.
3ananme 5.

IIpouuraiite TekcT HA Temy JIMJaepCcTBO U JIHIEPCKUE KaYeCcTBA, cO0epuTe U

NPoaHAJIU3UPYHiTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobsaeMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUS, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
5. Brickaxxute MHEHUE O MMPOYHUTAHHOM. COOGLLII/ITG HU3BECTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHN .
[TpuBenuTe mpumepsl, GaKThl, TOJOOHBIC OMMUCHIBAEMBIM B TEKCTE.

Leadership is needed at all levels in an organization. It is likely, however, that the
leadership qualities required by a supervisor or manager are not the same as those required by
the chief executive of a company. It is, therefore, difficult to define leadership satisfactorily.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition
of the leader of an organization? A chief executive must indeed give “direction’ but he must do
much more than that. He has to create ‘a sense of excitement’ in the organization, and convince
staff that he knows where the business is going. In addition he must be a focus for their
aspirations. As Peter Drucker, the American writer, says, ‘Leadership is the lifting of a man’s
vision to higher sights, the raising of a man’s performance to a higher standard, the building of
a man’s personality beyond its normal limitations.’
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An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight
ship’, give clear orders and expect clear directives from their superiors. This does not mean that
they show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.

Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief
executives of the companies, which made them good leaders: firstly, the leaders were visible’.
They did not hide away in some ivory tower at Head Office. Instead, they made regular visits to
plants and sites, toured round their companies and talked to employees. Leaders made their
presence felt. There are some fascinating examples of this practice. Sir Hector Laing, Chairman
of United Biscuits, travels around his company with a jug of orange juice. He uses this to show
employees how the company profits are divided up between employees, reinvestment, dividends,
tax etc. Lord Sieff, Chairman of Marks and Spencer until 1984, kept close contact with his staff.
Once, when there had been heavy snowfalls, he drove from London to Chatham — a long way —
from just to thank sales assistants for turning up in spite of the weather. Lord Sieff had the habit
of making telephone calls every Saturday, at about 5 p.m. to a few stores, chosen at random. He
wanted to know how the day’s trading had gone. No doubt, by doing this, he kept the staff on
their toes. And he showed them that the Chairman had not forgotten them!

Another example of being ‘visible’ is provided by Brian Nelson, group Managing
Director of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which
delivers cider, and works as the lorry driver’s mate. This gives him the opportunity to learn about
the delivery service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a “clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and
Saatchi, the advertising group, include a statement of their principles in all annual reports. The
statement says that Saatchi and Saatchi must be ‘sharp in the definition of their long-term
objectives.” And the documents also cover matters like employees, clients, creativity, market
position and profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts a man’. He/She must also protect and
promote the organization’s values.

3ananue 6.
IIpouuraiite Tekct Ha Temy [log0op nmepconasa, codepure U NpPoaHAIU3UPYITE
UHGpOPMaALHIO 0 CJIeaYIOLIeM:
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1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.

2. Ckaxute, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.

3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3ajaiiTe MX BallleMy TOBapHIIy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.

4. IlonTBepauTe TOUKY 3pEHMSI, U3JI0XKEHHYIO B TEKCTE, UCTONIb3Yysl COOCTBEHHBIN IPUMED.

5. Beickaxxute MHEHHE O TpoYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJHUTENIbHbIE CBEICHUSI.
[TpuBeaute npumepsl, (GakThl, HOJOOHBIE ONMCHIBAEMBIM B TEKCTE.

HOW TO SELECT THE BEST CANDIDATES — AND AVOID THE WORST
(by Adrian Furnham)

Investing thousands of pounds in the recruitment and training of each new graduate
recruit may be just the beginning. Choosing the wrong candidate may leave an organization
paying for years to come.

Few companies will have escaped all of the following failures: people who panic at the
first sign of stress; those with long, impressive qualifications who seem incapable of learning;
hypochondriacs whose absentee record becomes astonishing; and the unstable person later
discovered to be a thief or worse.

Less dramatic, but just as much a problem, is the person who simply does not come up to
expectations, who does not quite deliver; who never becomes a high-flyer or even a steady
performer; the employee with a fine future behind them.

The first point to bear in mind at the recruitment stage is that people don’t change.
Intelligence levels decline modestly, but change little over their working life. The same is true of
abilities, such as learning languages and handling numbers.

Most people like to think that personality can change, particularly the more negative
features such as anxiety, low esteem, impulsiveness or a lack of emotional warmth. But data
collected over 50 years gives a clear message: still stable after all these years. Extroverts become
slightly less extroverted: the acutely shy appear a little less so, but the fundamentals remain
much the same. Personal crises can affect the way we cope with things: we might take up or drop
drink, drugs, religion or relaxation techniques, which can have pretty dramatic effects. Skills can
be improved, and new ones introduced, but at rather different rates. People can be groomed for a
job. Just as politicians are carefully repackaged through dress, hairstyle and speech specialists, so
people can be sent on training courses, diplomas or experimental weekends. But there is a cost to
all this which may be more than the price of the course. Better to select for what you actually
see rather than attempt to change it.

3ananmue 7.

IIpouuraiite TekcT HAa TeMy MapKkeTHHT, co0epuUTe U MPOAHAJIM3UPYIiTE

UHG(OPMaALHIO 0 CJIeAYIOLIeM:

1. Ckaxute, Kakhe BOIIPOCHl PACCMATPHUBAIOTCS B TEKCTE.

2. CkaxuTe, Kakas mpobseMa BBITEKAET U3 CONEPKaHMS.

3. IloctaBbTe K TEKCTYy HECKOJBKO BOIPOCOB M 33JlaiiT€ MX BalleMy TOBApHILYy, 3aT€M
OTBCTHTC HA €TI0 BOMPOCHI.

4. TloaTBepauTe TOUYKY 3pEHHs, M3JI0KEHHYIO B TEKCTE, HCIOJB3Yysl COOCTBEHHBIN
pumep.

5. BreIckaxxuTe MHEHHE O IMPOYUTAHHOM. COO6H_II/ITC HU3BECTHBIEC BaM OOIIOJTHUTCEIBHBIC
ceenenus. [IpuBenute npuMepsl, (pakThl, M010OHBIE OMUCHIBAEMBIM B TEKCTE.

GOING VIRAL
Six years ago, ad executive Ed Robinson carried out an experiment. He spent $10,000 to produce
a humorous video about a man who meets an explosive end while inflating a child’s raft. He
attached his firm’s Web address to the clip and emailed it to five friends. Then he waited.
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By the end of the week, more than 60,000 people had seen the twelve-second video, Robinson
says. The video had *gone viral’, passing from Robinson’s friends to their own friends and from
there to blogs and sites across the Web. Within three months, Robinson’s Web site received 500,
000 hits.

For Robinson, the traffic was confirmation that the video and others like it could create a buzz
and, in turn, make big bucks. ‘I was trying to prove a point: if you entertain your audience, they
will get it and the viral mechanism will make the audience come to watch you.’

Cashing in. Companies have gotten the message. Lured by the prospect of reaching
millions of consumers without also spending millions of dollars for television air time or space in
print media, companies have shifted more ad dollars to the Net. Video viral marketing — so
named because it relies on computer users to spread commercials from person to person — has
expanded from a negligible piece of the advertising pie to a $150 million industry researchers
estimate.

Victim of its own success. However, viral marketing has become a victim of its own
success. As more ads and user-created videos go online, getting ads to go viral has become
increasingly difficult. Whereas these ads were once relatively rare, they now have to compete
with millions of other video clips. Companies need to spend more to give their message an edge.
Today, Robinson’s London company, the Viral Factory, charges $250,000 to $500,000 to create
ads he guarantees will reach a wide audience.

Video sites. Not only do advertisers need to spend more to make the ads, but
increasingly, they’re having to pay to get them seen in the first place. Rather than waiting for
new videos to drop into their mail boxes, users are now going to sites like YouTube for
entertainment. Many of the hundred or so video sharing sites still don’t charge for posting
videos: they fear that too many ads will drive away audiences and stifle user-created content.
After all, users go to these sites to see the videos most people find interesting, not ones some
company paid to place. However, the largest and most popular sites, like YouTube, which shows
about 100 million videos daily, already sell some spots, though they won’t disclose advertising
fees.

Going mainstream. It makes sense that video-sharing sites are wary of turning off users
with too many ads. Neither the sites nor advertising companies want virals to become the new
online spam. Still, with people spending more time on the Net, and many using video-friendly
high-speed connections, it seems highly unlikely that viral video advertisements will become
mainstream before long. And, as competition for online user attention increases, companies will
be forced to do more to ensure their ads are watched. That in turn could encourage Web sites to
charge more for spots. The bar has been raised.

3aganue 8.

IIpounTaiite Texkct Ha Temy IlpoaBukenne OpeHIa Ha pbIHKe, co0epHuTe U

NMPOAHAJU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:

1. Ckaxure, Kak1e BOIIPOCHl paCCMAaTPUBAIOTCS B TEKCTE.

2. Ckaxure, Kakas mpobjaemMa BhITEKAET U3 COJCPIKAHMS.

3. IlocTaBbTE K TEKCTY HECKOJIBKO BOIPOCOB U 33JaliTe UX BalleMy TOBapHIIly, 3aTEM
OTBETHTE HA €0 BOIIPOCHI.

4. IToaTBepauTE TOUKY 3PEHUS, U3I0KEHHYIO B TEKCTE, UCIIONIb3Ysl COOCTBEHHBIN
IIpUMep.

5. Beickaxute MHEHHE 0 TpounTaHHOM. COOOIIHMTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIC
ceenenus. [IpuBenute npuMepsl, (pakThl, M0JOOHBIE ONMUCHIBAEMBIM B TEKCTE.

WHEN A FOUNDER STEPS DOWN
Handing over the family business often sets off a bitter feud. Tony Bogod, a family-firms
consultant, regularly asks psychologists for help. ‘Although I trained as an accountant, 1 now
find myself working more with feelings than with figures,” he says. ‘I really need a leather couch
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in my office.” One owner-manager had handed over the running of his printing business to two
sons. But the brothers fought furiously. Bogod says: ‘One day the father phoned me in tears,
saying, “all 1 want is for them to be happy.” This case follows a general trend for fathers who
pass their businesses to sons. ‘Father-son succession is much harder than father-daughter,” says
Bogod. ‘When a son goes into the business, it is about proving himself, being competitive, and
wanting to make his father proud. But with a daughter, it is about support and wanting to be
there for him.” Bogod believes that starting an early discussion about passing on the business is
the key to a successful handover. Even though talking to parents about retirement is hard, you
should start doing it ten years before they retire.
Barbara Murray, a family-business expert, believes that failing to talk is not the only pitfall. ‘A
common mistake that people make’ says Murray ‘is that when they are nervous about who is
going to be the next leader they try to solve the problem very quickly without exploring it
properly. So it’s automatically the oldest son or the daughter with the business degree who gets
the company. What they should really do is have an honest look at what the business needs, then
find someone who is not directly involved in the firm. The outsider can say if the skills the
business needs are in the offspring.’
Before making a final choice, owner-managers should consider another factor, says Andrew
Godfrey of Grant Thornton, the accountant. “You need to know what you want to do with your
business before you select a successor. Until you know where the business is going, you don’t
know what kind of leader you need-is it a cost-cutting man or a marketing man?’
Leaving the decision on succession to the board spells trouble says Godfrey. ‘If you don’t
choose, you’ll end up with a committee. Rule by committee is disastrous. Nothing happens, you
get a business vacuum and the firm drifts.” Many families fall out when the company founder
stays on past retirement, says Godfrey. ‘“There has to be a plan about how the older generation is
going to exit the business. To do this they need to have enough money outside the company to
make themselves financially independent.’
But choosing a successor is just too hard for a lot of owner-managers. ‘The classic mistake is the
father who retires and just cannot tell his children who is going to be managing director. He says,
‘you can sort it out when | am dead.” This will keep a lid on it while he is alive. But as soon as
he dies, you can be sure that the family will have its own version of world war three.’
3aganue 9.

IIpounTaiiTe TeKkCT HA TeMy BHelIHsAs TOProB.isi, codepuTe H NPOAHAIU3UPYHTE

HH(OPMALHIO O CJIeYIOLIeM:

1. Ckaxure, Kak1e BOIIPOCHl paCCMAaTPUBAIOTCS B TEKCTE.

2. Ckaxkure, Kakas mpobjaemMa BhITEKAET U3 COJCPIKAHMS.

3. IlocTaBbTE K TEKCTY HECKOJIBKO BOIPOCOB U 33JJaliTe UX BallleMy TOBapHIIly, 3aTEM
OTBCTHTC HA €TI0 BOIPOCHI.

4. [oaTBepANTE TOUKY 3PEHUS, H3JII0KECHHYIO B TEKCTE, UCIIONIB3YsI COOCTBEHHBIN
IPUMED.

5. BrIckaxxuTe MHEHHUE O MMPpOYUTAHHOM. COO6H_II/ITC MU3BCCTHBIC BaM OOIIOJIHUTCIIbHBIC
ceenenus. [IpuBenure mpumepsl, (akThl, TOAOOHBIC OMHUCHIBAEMBIM B TEKCTE.

PINBALL WIZARD LEARNS FROM MISTAKES

At Chicago-based Eisenhart Games, Daryl Vincenti is known as ‘the export wizard’. Over the
last three years, the pinball machine manufacturer has developed a profitable new market in the
Middle East. “Times are hard for pinball in the US’, says Vincenti. ‘Competition from video
games and computers has hit small manufacturers like us really hard, so we have to find new
markets.” Eisenhart now has some 35% of a growing Middle East market, but it hasn’t been easy.
‘We made a lot of mistakes at the beginning,” confesses Vincenti, ‘but we learned fast. We’re
now starting to work in South East Asia, and things are much easier because we’ve taken
important lessons on board in the Middle East.”
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Vincenti puts using a good credit agency at the top of his lessons learned list. When
you’ve invested time, effort and money in making an export sale, you want to get paid! After
wasting a lot of time chasing payments, a friend introduced me to Nehling and Hynes. We
learned that by using a credit agency to check out your customer’s creditworthiness and to insure
against non-payment, you can make export virtually risk-free.

Other lessons learned centered on adaptability. ‘Be flexible: you have to learn to think
outside the box,” says Vincenti. ‘And don’t assume that what works well in your domestic
market will automatically go down well in another. You should also be prepared to modify your
product specification to meet local conditions, and to focus on different aspects of the marketing
mix. In the Middle East, for example, price is not everything. We started out trying to sell on
price: we soon learned that over there, image, quality and service are all more important.

Vincenti also stresses that would-be exporters should make a firm commitment to export,
but focus on one market, rather than trying to sell all over the world.

“You don’t succeed in export markets by giving them a couple of hours a week when
things are slow at home. You have to put in a lot of time, get out there and meet your customers,
and manage your local distributors proactively — if you don’t, it’s “game over”.” Eisenhart
learned the hard way when they signed an exclusive deal with an agent in the Gulf; at the end of
the first year, sales were zero, and the agent had disappeared without trace.

A final lesson is to remember that appearances can be deceptive, warns Vincenti: ‘One
day we received a 15-word fax in approximate English from what seemed to be one man and a
camel somewhere out in the desert. We thought it was a joke, but a week later we decided we
should answer it anyway. They’re now our biggest customer.’

3ananme 10.

[IpounTaiiTe 3KOHOMHYECKYIO CTATHIO U OTBETHTE HA CJIeyIolIHe BOMPOCHI:

1. Ckaxure, Kak1e BOIIPOCHI pACCMAaTPUBAIOTCS B CTAaThE.

2. Ckaxure, Kakas mpobjaemMa BbITEKAET U3 COJCPIKAHMS.

3. 3amaiiTe K cTaThe HECKOJBKO BONPOCOB M 3aJaiiTe MX BalleMy TOBAapHILy, 3aTeM
OTBETHTE Ha €0 BOMPOCHI.

4. TloaTBepAaMTe TOYKY 3pEHHUS, H3JIOKEHHYIO B CTaThe, HUCMONb3ysd COOCTBEHHBIN
puMep.

5. Bbickaxute MHEHHE O MPOYUTAHHOM,. COOOLINTE M3BECTHHIC BaM JOIMOJHUTEIbHBIC
ceegenus. [IpuBeaure nmpumepsl, hakThl, MOJOOHBIE OMMCHIBAEMBIM B CTaThe.

6. IlomymaiiTe, Kak W TI/€ BBl MOXXETE HCIOIb30BaTh M3BJICUCHHYIO W3 CTaThbU
nHpOopMaIuio.

7. Omnpenenute, HYXKHO JHM BaM Oojee JeTalbHO O3HAKOMHUTBCSA C TEKCTOM ISt
WCIIOIB30BAaHUS  TIOJyYeHHOW WHpoOpManuu B Bamed Oyaymed  npodecCHoHaIbHOU
NeSITETbHOCTH.

The Case for Chain Mud Pump Drives

There are literally thousands of oil field mud pumps running today by chains and
sprockets, and many by V-belts. In most cases it is no accident that a particular pump is driven
the way in is. Different types of installations require different means of powering in order to get
the most economical operation. Our purpose in getting into this subject is to outline the areas of
use where chain drives are particularly advantageous. The primary consideration is total cost per
horse-power-hour. Initial cost is part of this, but also included are moving costs and maintenance
costs, including down time.

If we were to drive a pump mounted on a steel frame upon which the prime mover was
also carefully mounted, alignment would be no particular problem, and advantage could then be
taken of a chain drive with its smaller space requirement, lighter weight, and lower cost per
horsepower-hour. Because offshore equipment, inland barges, and also many land rigs are
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arranged with unitized construction, chain drives are used predominantly in this type of
application.

However, a pump skidded by itself on the ground is subject to drive misalignment. Even
though there is more cost in providing a motor takeup mounting and more massive components
for the V-belt drive, ins ability to accept greater misalignment than a chain drive results in
service life which makes in more economical in this particular instance. Finally, when a prospect
has been identified and evaluated and passes the oil company's selection criteria, an exploration
well is drilled in an attempt to conclusively determine the presence or absence of oil or gas. Oil
exploration is an expensive, high-risk operation. Offshore and remote area exploration is
generally only undertaken by very large corporations or national governments. Typical shallow
shelf oil wells (e.g. North sea) cost USD$10 - 30 million, while deep water wells can cost up to
USD$100 million plus. Hundreds of smaller companies search for onshore hydrocarbon deposits
worldwide, with some wells costing as little as USD$100,000.

3aganue 11.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeAyIOLIHe BONPOCHI:

1. Ckaxute, Kakie BOIMPOCHI pACCMaTPUBAIOTCA B CTAThE.

2. CkaxuTe, Kakas mpobseMa BBITEKAeT U3 CONEPKaHMS.

3. 3amaiiTe K CTaTh€ HECKOJBKO BOMPOCOB M 3aJaiiT€ WX BallleMy TOBapHILy, 3aTEM
OTBETHTE HA €TI0 BOIIPOCHI.

4. TlonTBepauTe TOUYKY 3pEHHS, H3JIOKEHHYIO B CTaThe, HCIOIB3YS COOCTBEHHBIN
npuMep.

5. Bpickaxkute MHEHHE O MpoyuTaHHOM,. CoOOLIUTE W3BECTHBIC BaM JOMOJHUTEIbHBIC
ceegenus. [IpuBeaure nmpumepsl, (hakThl, MOJOOHBIC OMMMCHIBAEMBIM B CTaTheE.

6. IlogymaiiTe, kaKk W TJI€ Bbl MOJXKETE€ HCIIOJIb30BaTh W3BJIECUYCHHYIO W3 CTAaTbU
UH(OPMAILIHIO.

7. Omnpenenute, HYXHO JU BaM Oojiee JAETaJbHO O3HAKOMUTHCA C TEKCTOM s
UCMOJIb30BaHUSl  MOJNy4YeHHOW MH(OpManuu B Bamed Oyaymeld  npodeccHoHanbHOM
NESITEIbHOCTH.

Proper tool is a good investment

Pump-part manufacturers provide other tools to allow users to extract maximum cost
from mud-pomp parts. A hydraulic valve-seat puller, for example, is almost a necessity for high-
pressure pumps. The cost of damage that can be done by truing to «torch out» a seat will
typically pay for a good hydraulic tool. And the tool can serve for many years. A knocker should
be used to remove pistons from roads; a single hammer «ding» on a rod can mean premature
failure with related lost time and expense. Install rod packing according to instructions. Different
kinds of packing require different tightening procedures for proper operation. And all parts
manufactures agree that matching springs, seats, and valves should be used.

Valves and seats do not all weigh the same and hence demand different springs to match
opening pressures. When to replace? Ideally, of course, parts should be replaced just before
failure. When pump pressure falls, it’s too late! This means the best way to insure optimum part
and pump life-achieve minimum operating costs coupled with maximum pump efficiency-and
make sure there is always at least one mud pump working is to: (a) keep accurate records of
operating hours, and (b) inspect often those parts readily accessible. Various types of elapsed
time recording devices are available; when drilling is critical, the cost of even the most
expensive us virtually inconsequential compared to having to stop drilling.

A final note. Pump-part technology is very advanced and proven. Manufacturers have
had experience in almost all environments and working conditions, and their help can be
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significant. But the only group who ultimately can design and implement effective mud-pump-
part programs are those on the rig. The accompanying check-list may help.

3ananme 12.
HquHTaﬁTe TEKCT, OTBETHTC HA BOIIPOCEHI 110 €TI0 COACPKAHHUIO U BBIIIOJTHUTC 3aaHUC ITOCIIC
TEKCTA.
Market and Command Economies

Economics is a science that analyses what, how, and for whom society produces. The central
economic problem is to reconcile the conflict between people's unlimited demands with society's
ability to produce goods and services.

In industrial Western countries markets are to allocate resources. The market is the process by
which production and consumption are coordinated through prices.

In a command economy, a central planning office makes decisions on what, how, and for
whom to produce. Economy cannot rely entirely on command, but there was extensive planning
in many Soviet bloc countries.

A free market economy has no government intervention. Resources are allocated entirely
through markets.

Modern economies in the West are mixed and rely mainly on the market but with a large dose
of government intervention. The optimal level of government intervention remains a problem
which is of interest to economists.

The degree of government restrictions differs greatly between countries that have command
economies and countries that have free market economies. In the former, resources are allocated
by central government planning. In the latter, there is not any government regulation of the
consumption, production, and exchange of goods. Between the two main types lies the mixed
economy where market and government are both of importance.

1. What is the central economic problem of a society?

2. What is the market?

3. What is the function of the market in an industrial country?

4. How are decisions made in a command economy?

5. In what way does a free market economy differ from a command economy?

6. To which type do most economies in the West belong?

0) [Toaymaiite U cKaKuTe:

1. To which type does the economy of present-day Russia belong?

2. Is the level of government regulation growing or falling in Russia's economy now?

Bribepure noaxozsiiee Mo CMBICITY CIOBO U3 MPeIaraéMbIX B CKOOKaX BapHAHTOB.

1. (A command economy /a free market economy) is a society where the government makes all
decisions about production and consumption.

2. (Economics/Economy) studies how markets and prices allow society to solve the problems
of what, how, and for whom to produce.

3. Every economist sees (the restriction/the importance) of the question of what, how, and for
whom to produce.

4. Nations have different (consumption / levels) of farm production.

5. When (the price /the importance) of some goods grows, people will try to use less of them
but producers will want to produce more of them.

6. In (mixed/both) countries, Canada and the USA structural changes in the agricultural sector
of economy have become of interest to economists and general public in the 80s and 90s of the
20th century.

7. After years of competition between command and market economies, (the former / the
latter) gave way in many countries of the world to (the former/ the latter).
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3aganue 13.
HquHTaﬁTe TCKCT, OTBETHTC HAa BOIIPOCHI 110 €0 COACPKAaHNUIO U BBIIIOJIHUTC 3aaHUC ITOCIIC
TEKCTAa.
Measuring economic activity.

There are a large number of statistics produced regularly on the operation of the world's
major economics. The UK's national economy is no exception in this respect. Often the
headlines in newspapers or important items on television news programs relate to economic data
and the implications for individuals and business. A prime example of this occur when interest
rates era increased: the media responds by highlighting the adverse effects on business with
debts and householders with mortgages. Data is provided on a wide range of aspects of the
economy's operations. Statistics are available to show:

-the level of unemployment;

-the level of inflation;

-a country's trade balance with the rest of the world;

-production volumes in key industries and the economy;

-raw material prices...

The main statistics illustrating the economy's behavior to the level of activity in the
economy. That is they tell us whether the economy is working at full capacity using all available
resources of labor, machinery and other factors of production. The unemployment figures for the
economy give an indicator of the level of activity. As the economy moves towards a recession
and a lower level of prosperity it is likely that unemployment figures will rise. An alternative
measure of the level of activity is national income statistics, which show the value of a nation’s
output during a year. Economists use the term Gross National Product to describe this data.
There are numerous sources of data on the economy of which we can make use. Economic
statistics are presented in many forms, the most common being graphs and tables. Although
these statistics can be valuable in assisting managers, they should be treated with some caution
when predicting the future trend of the economy and thus helping the business to take effective
decisions.

1. Find in the text English equivalents for the following:

B 3TOM OTHOIIIEHNH, OCHOBHBIE OTPACIIN MPOMBIIIICHHOCTH, Ha MOJIHYIO MOIITHOCTB,
MMEIOIINECs B HATMYMH PECYpChl, 000pYI0BaHUE, 3aKJIaHast, Tpa(UKH U TaOIUIBI, OLIEHKA
00bEMa MPON3BOICTBA.

2. There is a set of words related to the word economics: economy, economics, economic,
economist, economical, economy. Each word has a different use. Try to put the right
word in the blanks in these sentences.

Marx and Keynes are two famous...

These people are studying the science of...

We sometimes call a person’s work his... activity.

People should be very... with the money they earn.

The... system of a country is usually called the national.

3. Answer the questions.
What do statistics show?
What is Gross National Product?

4. Translate the sentences. Find and stress the Gerund.

We believe the firm will find a way of revising their price.

Instead of sending a cable we decided to phone the firm.

After considering the offer we decided to accept it.

I cannot give you a final reply without discussing the matter with our president.
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We believe they could improve their offer by reducing the price or changing their terms of
payment.

7.3.2. Tunosble 3a1aHus U (MJIN) MATEPHAJIBI VIS OLEHKH YMEHUil
TUITOBBIE 3AJIAHUA J1J151 ITIPOBEPKA COOPMHPOBAHHOCTHU VMEHUI JUIs1 OK-4

3ananue 1
IMoaroToBbTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA BOMPOchI Mo TeMe Forms of business:
1. Do you agree that going public is one of the most important events in a company's life?
2. Why do you think such companies are called public?
3. What can you say about the role of big companies in the economy?
4. Do you think any company can go public?
5. Why is the process costly and involved?
6. Why do companies need specialist advice if they decide to go public?
7. What are the ways for a public limited company to raise capital? In which case does a
company obtain finance without having to repay a debt?
8. How can a company allocate the accumulated capital?
9. Why are public limited companies exposed to public scrutiny? What kind of information
becomes open to public inspection?
10. What is the difference between private and public limited companies?

3ananme 2
IIpoxkoMmmeHTHPYIiTE (YCTHO) CieAyIOIIHMe YTBEPKIEHHUS ¢ yIIOTpeOdJeHrneM
aKTHUBHOM Jekcukn mo Teme Forms of business:

1. Small businesses do not often grow into large ones.

2. People who like to use initiative and be their own bosses prefer a sole proprietorship as
the most suitable form of business organization.

3.People who start a business usually have strong ideas about how a business should be
run. 4.Proprietorships have the virtue of simplicity, but it is not always good.

5.For many types of business the risks of unlimited liability are not great.

6.Although a proprietor ceases to exist when the owner dies, the assets are still there. An
heir or a buyer can take over the business and run it under new ownership.

7.The simplest way of starting a business is to set up a partnership.

3aganue 3
Onumure ypoBHH M cepbl ypaBjeHUus1 BbIOpaHHO BaMu koMnaHuu, HCNOJIb3YsI
JekcHky o teme Levels and areas of management.

Company structure or organization structure refers to the way that a company arranges
people and jobs so that its work can be performed and its goals can be met. The structure of
every organization is unique and the structure of an organization evolves as the organization
grows and changes over time.

Top managers and executives:
Board of Directors, Chairman (Chairwoman) or President (Am.), Managing Director (Executive
Director) or Chief Executive Officer (CEO — Am.)
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11.
12.

13.
14.

15.
16.

E.g. At the top of company hierarchy is the Board of Directors, headed by the Chairman. E.g. A
managing director is responsible for the day-to-day running of the company (or oversees all
aspects of business activity, or has overall responsibility for the running of the business).

Middle (Senior) management (company officers):

Finance director (Chief financial officer — Am.), Marketing Director, HR Director (Personnel), IT
Director, R&D Director, Production Director, Sales Manager or Sales Director (or Vice
Presidents — Am.)

Departments: Finance, Sales and Marketing, Personnel (HR), Research and Development
(R&D), Production

to consist of, be made up of, be divided into

e.g. The company consists of five main departments. The marketing department is made up of
three units. The sales department is divided into two sections.

to be responsible for smth, to be in charge of

.e.g. The marketing department is responsible for advertising, sales promotion and market

research. The Human Resources department is composed of two sections. One is responsible for
recruitment and personnel matters, the other is in charge of training.

Philip is in charge of our marketing department.

Finance director controls all aspects of finance and is responsible for allocating the company's
resources.

to be accountable to smb, to be responsible to smb, to report to smb

e.g. At the top of the company hierarchy is Mister Niegel who has overall responsibility for the
running of the business. Sales Director, Marketing Director, Finance Director and HR Director
report to him (maxoxsitcs y Hero B HemocpeAcTBeHHOM moaunHeHun). Export Sales Director is
responsible to Sales Director.

a strategy, to determine a strategy (or a policy), implement a strategy (or a policy)

E.g. Top managers determine the company's strategy and middle managers implement the
strategy and major policies handed down from the top level of the organization.

3amanmue 4
IMoaroroBbTE pa3BepHyThie MMCbMEHHBIE OTBETHI Ha Bonpockl o Teme Levels and areas of
management:
1. What are the levels of management?
2. What are the responsibilities of a top manager?
3. What are middle managers responsible for?
4. Why is the position of a first-line manager important, especially in a company involved
in manufacturing business?
5. What are the most common areas of management (e.g. finance, sales, etc.)?
6. What is finance director (personnel manager, marketing director, R&D director)
responsible for?
7. Over to you: what kind of companies require R& D department?

8. Do you think any company can afford to have its own PR department?

3amanmne 5
IMoaroroBbTe MMCHLMEHHOE CO0OIIeHHe HA TeMy “ Types of restructuring ”, ucnoan3yst
aKTHBHYIO JIeKCHKY U3 Bokadyasipa Organizational Structures:

1. competitive, to remain competitive, to maintain a competitive edge — KOHKYpeHTOCIIOCOOHBIH,
0CTaBaThCs KOHKYPEHTOCTIOCOOHBIM, COXPAHATh KOHKYPEHTHBIE TIPEUMYIIIECTBA
E.g. To remain competitive (to maintain a competitive edge) on a fast-evolving market a
company needs to be flexible, highly-effective and fast-moving.

2. to consume, a consumer, consumption — moTpe6IIATh, MOTPEOUTEID, ITOTPEOICHHE
E.g. Many factors such as personal, psychological or social can bring about changes in
consumer behavior. E.g. The recent financial report has reflected a sharp decline in the
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consumption of soft drinks in North America. E.g. Possibly the most challenging concept in
marketing is to deal with understanding consumer behavior.

3. to adjust/adjustment/to adapt to / to respond to /to remain responsive — mpuCIOCOOUTHCS,
YMEHHE TpUCHOCAOIMBAThCS, aJaNTHPOBATHCSA, pPEAarupoBaTh, COXpaHATh T'HOKOCTH
(coxpaHsATh YMCHHE MCHSITBCS U MPUCIIOCA0TMBATHCS)

E.g. The ability to adapt and find new markets has made Coca-Cola an icon of American
culture.

E.g. To remain responsive and adjust to a fast-changing market environment, many
companies have pushed towards decentralization (oTomwix OT IICHTPaTU30BAHHOW CHCTEMBI
yIpaBJICHUS).

E.g. To maintain a competitive edge a company needs to remain responsive to change.

4. efficient, productive, cost-effective — appexTuBHBIN, TPOTYKTUBHBIN, PEHTAOCTHHBIH
E.g. Businesses organized by function can be cost-effective as each employee specializes in
certain aspects of business.

5. Restructuring (delayering, downsizing) - pecTtpykrypusaius (COKpalicHHE YpOBHEH
YHOpaBJICHUA; YMCHBIICHUC Pa3sMCPOB NPCANIPUATHA B LCIAX SKOHOMHHU, ONTUMH3ALMA 1ITATA
MyTEM COKPAIIICHHUS )

E.g. The restructuring and delayering helped the company to save 200 million euro a year in
salaries and increase efficiency.

E.g. Cases of restructuring and downsizing are generally met with dismay about job losses,
except by those whose interest is in efficiency and profit. (An increased efficiency generally
leads to job losses.)

6. to cut costs down/to drive costs down/to keep costs down/to optimize costs/to reduce costs
(maximize profits) — CHU3UTH U3AEPKKHU (MAKCUMATILHO YBEITUUUTh MPUOBLIH)

E.g. The prime target of any business is to drive costs down and maximize profits.

7. profit, losses (to suffer losses, to incur losses, to sustain losses), a decrease in profit, a decline
in profit — yosITKH (HecTH yOBITKH), COKpAIlleHHE MPUOBUTH, CHUKEHUE MPHOBLTH
E.g. The recent financial report has shown a 7% decline in profit in the second quarter of
2013.

8. to enhance (communication, coordination, a company's reputation) - ymydinars,
YBEIUYHNBATh, YCHIUBAThH (OOBIYHO TOJIOKHUTEIBHOE CBOMCTBO)

E.g. Empowerment gives employees an enhanced sense of involvement (maet cotpynnukam
OIIYIIICHWE TOT0, YTO OHM SBIISIOTCS HEOThEMJIEMOW YacThI0 KOMIIAaHHMH) IN company's
business.

9. Empowerment, empowered employees — HageneHHE  COTPYAHHKOB  OOJBIIMMU
IIOJTHOMOYHUSAMHU

E.g. In companies with a rigid centralized organizational structure managers

3aganue 6
OO0cyaunTe ¢ KoJUIeramMu cjieaywinue yreep:xaenus mo reme Organizational
Structures:
1. One of the most important tasks for the management of any organization is to determine
its organizational structure.
2. Efficient management structures are vitally important for the success of any company.
3. There is a doctrine in business planning “the structure follows strategy”.
4, Once an organizational structure is determined, there is no need to change it with time.
5. A Dbusiness organized by function is one of the most centralized, bureaucratic and
hierarchical.
6. Decision making is slow in businesses organized by function, which can result in losing a

competitive edge.
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7. Employees at lower levels are unable to make important decisions, and have to pass on
responsibility to their boss.
8. A clear chain of command is one of the advantages of organization by function.
9. Companies organized by function are flexible and thus respond quickly to a fast moving
market environment.
10.  Accountability is pretty much complicated in companies organized by function.
11. 3ananue 7
IIucbMeHHO corjiacuTech UJIM He COIJIacCHUTECh CO CaeayruieM YTBEepPKICHUEM,
NpoaHAJIU3UPOBAB 3HaHUs Mo TeMe Management:

Effective management is putting first things first. While leadership decides what "first
things" are, it is management that puts them first, day-by-day, moment-by-moment. Management
is discipline, carrying it out.

3amanne 8
IloaroToBbTE YCTHYIO MPE3eHTALIMIO MO CJeayoleii cutyanuu Ha Temy Management:

IIpeacraBpTe, 4TO BBl SBISAETECH YIPABISAIOIMIMM IUPEKTOPOM KOMIIAHWM CPEAHETO
pasMepa. KOF}Ia BbI 3aHsJIM IMOCT YIIPABJIAOIICTO OUPCKTOPA, BbI 06Hapy>1<mm, YTO KOMIIaHUA
HaXOIUTCsl B IUIOXOM cocTosiHuu. Komanna paborana Hed((EeKTUBHO, MOPAIBHBIN TyX OBLI
HHU3KHUM, a [IPOJaX1 CHUXXAJIKUCh B TCUCHUC Iroaa. 3a TpH 10J1a BaM yJ1aJI0Chb UBMCHUTb CUTYAlIHUIO
K Jy4imemy. Bam ynanoch co3narh BHICOKOA((EKTHBHYIO KOMaHIy IO MpOJakaM, IepCOHal
O4YE€Hb MOTUBHUPOBAH, MPOJaxu pacTyT. CKaxkuTe, Kak BaM 3TO yAaloch. OXBaTUTE CIEIYIONINE
MOMEHTBI: TOCTAHOBKA I1eJIei, 001lIeHNe, MOTUBALIMS, BBITOBOP, MTOXBAJIA.

3ananue 9.
IIpoxkoMmeHTHPYIiTE (YCTHO) CieAyI0llee YTBepkKIAeHUEe C YIOTpedJeHueM
aKTHBHOI Jekcuku mo teme Management:

Job security and salary should be based on employee performance, not on years of
service. Rewarding employees primarily for years of service discourages people from
maintaining consistently high levels of productivity.” Discuss the extent to which you agree or
disagree with the opinion stated above.

3ananue 10.

Hcnoab3yiiTe cieay0myo CTaTbI0 B KauecTBe MOJAe/JIM U HAITMIIUTEe 0 OU3HecC Juaepe,
KOTOpbIM Bbl Bocxumaerecs (Hanpumep, Ctus xo6c, buaa I'eiite, JIu SAkokka, Maiika
Baymoepr, KapJiioc I'on). Ucnosib3yiiTe BokaoyJsip mo Teme Leadership.

The legendary chairman of GE, management theorist, strategic thinker, and corporate
icon who made it to the top despite his working-class background. If leadership is an art, then
surely Welch has proved himself a master painter.

“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and
Jack Welch of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University
of Michigan management professor. “And Welch would be the greater of the two because he set
a new, contemporary paradigm for the corporation that is the model of the 21% century.”

Jack Welch was 45 when he took control of the company that documented sales of just
under $ 28 billion, and an estimated market value of around $ 14 billion. When Welch retired in
2001, the company's estimated market value was $ 410 billion. When the legendary manager
took over as CEO in 1981 it was a slow-moving old-line American industrial giant with 9 layers
of management which he transformed into a keenly competitive global corporation. Welch
reshaped the company through more than 600 acquisitions and a forceful push abroad into newly
emerging markets.
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How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
companies a fraction of GE's size. How did Welch, who sat atop a business empire with $ 304
billion in assets and 276 000 employees in more than 100 countries, do it?

He did it because he believed that any component of the company had to be profitable.
Productivity, efficiency and profitability were the optimum words of the day. If employees failed
to be productive, they were relieved of their duties. If a division was of no value, it was
discarded.

He did it because he was and he is and has always been a fierce believer that people are
company's most valuable asset. “You build the best team, you win. Hire the right people, hire
the best. Human capital determines the long-term success of any company”.

He did it because he created something unique at a big company: informality. Making
the company informal means violating the chain of command, communicating across levels,
paying employees as if they worked not for a big company but for a demanding entrepreneur
where everyone knows the boss. Everyone, from secretaries to factory workers called him Jack.
Every week there were unexpected visits to plants and offices, hurriedly scheduled lunches with
managers several layers below him. “We are pebbles in the ocean, but he knows about us,” —
said Brian Nailor, fortysomething marketing manager of industrial products.

He did it through sheer force of personality, coupled with passion for winning the game
of business. “The world will belong to passionate, driven leaders...”

Jack Welch may have come from very humble beginnings, but he faced the challenge and
rose to become one of the most influential CEOs of all time. He has written several bestselling
books on management and recently founded the Jack Welch Management Institute. His
trademark “the Welch Way” has become an online MBA program and he is frequently called
upon as a commentator for various business programs on television. Welch is an example for
many, and he has the exact traits needed to be close to perfection as a manager.

3aganue 11.
I/I3yane npujarateJibHbI€ B PaMKE€ U CKAKUTE, KAKHE U3 HUX XaPAKTCPU3YIOT XOopouiero u
nJjoxoro Juaepa. Mcnonn3yiite BokaoyJsip mo Teme Leadership.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3apanmue 12.

Hcnoab3yiiTe ciieayr0muil IMAJ0T B Ka4ecTBEe MOJAEJN U YCTHO COCTABbTE ¢ HAITAPHUKOM
cBoe co0eceoBaHue NpHU npuemMe Ha padory. Mcnoab3yiiTe BokadyJisip o teme
Recruitment.

-Thank you for coming. So you are interested in our job as personal assistant. What are
your
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reasons for wanting to change jobs?

-1 have now been with Williams & Co. for over three years and feel that | have learned

everything there is to learn. I would like to use this knowledge in a different field of
activity.

-Why did our advertisement particularly interest you?

-1 would enjoy the challenge of working independently and would very much like to use
my

languages even more at the present moment.

-Would you be prepared to travel?

-Oh, yes, gladly.

-What do you see as your main strength?

-1 would say it’s my ability to be independent and rely on myself.

-And your weakness?

-Sometimes lack of patience!

-Let me tell you something about the job. Your boss would be Mr. Matthews, our head of
sales

for the European markets. You would assist him in all his duties and with time be in
charge in

his absence. You would have direct contact with customers and visit them from time to
time as

the need arises.

-Sounds like hard work, but that’s the sort of job | am looking for.

-Would you do overtime if necessary?

-Yes, of course.

-Would you need any help with relocation?

-Yes, | would.

-We would be prepared to share the removal costs (US: moving expenses) and help you
in finding a flat.

-That would be of great help.

-What are your hobbies?

-1 like traveling, playing tennis and reading.

-Thank you again for coming, we will be in touch soon.

3ananue 13.

IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI HA BONMPOCHI Mo TeMe Recruitment:

1. Why do you think it is important to find out as much information as possible about the
company you are applying to? What information do you think it is important to know?
Do you think it is important to find out how to get to the office and how long it takes?
How do you think you should dress?
What questions you are likely to be asked in a job interview?
How do you think you should behave in a job interview?
Do you think you should be totally honest?
What things you shouldn’t do in a job interview?

Nogakown

3apanue 14.
IIpoxomMeHnTHPYiiTE (YCTHO) CIeAyIOlee YTBepPKAeHUE ¢ YIOTpedJIeHueM
AKTHBHOM JIEKCHKH, MPOAHAJIM3UPOBAB 3HAHU Mo TeMe Recruitment:

In matching job candidates with job openings, managers must consider not only such
variables as previous work experience and educational background but also personality traits and
work habits, which are more difficult to judge. Discuss the extent to which you agree or disagree
with the opinion stated above.
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3aganue 15.
KoMnaHuu HCIOJIL3YIOT pa3HbIe METOIbI HCCJIEI0BAHUS PHIHKA, KOTOPbIE€ MOT'YT
TOYHO BBISIBUTH, YTO Ha yMe y MoTpeduTeisi. B mapax cocraBbTe CIIUCOK 3TUX PA3JIHYHbBIX
MPUEMOB M 00CyIMTe UX IpeuMylIecTBAa U HexocTaTKku. Mcnosib3yiiTe JIEKCHKY 110 TeMe
Marketing.
To identify attractive markets — onpedenums 6vicoonvie poinku
To enter/ to penetrate the market/ to gain a market foothold — ewiiimu na peinox
To abandon, to get out of, to leave the market — yiumu ¢ pvinka
To drive smb out of the market — ssimecnums ¢ pvinka
To corner, to monopolize the market — morononusuposams peinox
To expand markets, to gain entry to new markets — pacuupums pvinku, 3a60esamov 6bix00 Ha
HOBblE PbIHKU
Market segment — ceemenm pwinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6napysicume 603modicHOCIMU pLIHKA ¢ ROMOWBIO
ezo ceemenmayuu;, t0 refine market segmentation — cosepuiencmeosams cecmenmayuro pvinka
Market niche, to search for a market niche, to satisfy a market niche — psinounas nuwa, uckamo
PBIHOUHYIO HUULY, YOOBIeME0PsAMb NOMPEOHOCMU PLIHOYHOU HUULU
To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus ¢
MEEPOLIMU NOZUYUSMU HA PHIHKE)
Key players / Market leader/ Market challenger/ Market follower / a definite market leader/
a weak/complacent market leader; a distinct market challenger — ocnosuwie uepoxu, auoep
PbIHKA, KOMHAHUS/NPOOYKM, 3AHUMAWULl 2 Mecmo 3a JUOepoOM, OCMANbHble USPOKU,
ONpPeOenéHHO TUOep PbIHKA/CIA0bIU, He3HAYUMENbHBLI TUOEP PLIHKA, OYeBUOHBLI KOHKYPEHM
To adapt to a changing business environment — adanmuposamucsi k usmeneHuro 0enosotl cpeovl
To respond to market conditions, an immediate response — ompeazuposams Ha ycios8us pvlHKa,
MEHOBEHHAS peaKyusl
To move downmarket/upmarket —nepetimu 6 opyeoii, 6onee dewiésniii /00po2oti ceemenm pvlHKA

Market share — 0o pvinka

To build market share — cozoams dono na poinke

To increase/ to expand one’s market share — yseauuumo/pacuupums 0onro peinka

To win a large market share — zasoesams 6onvuLyio dono peinka

To protect market share (against competitors) — sawuwams donio pviHKa om KOHKYpeHmo8
The second largest market share — emopas no seruuune donsn pvinka

The marketing concept — konyenyus mapkemunea

Marketing-oriented /marketing-led company — komnarnus, opuenmuposannas Ha peiHOK

Market research — uccredosanue, usyuenue poinka

Extensive market research / Cutting edge market research — mwamenvnoe uccredosanue pvinka
To carry out / to do market research — nposecmu uccredosamnue poirka

To employ market research techniques - wucnonvzoeams mexnuku MapkemuH2068020
uccne0osanus

To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvle, smopuunwie)
To spot/identify market opportunities — ssisz6ums 603moxcnocmu poinka

To score exceptionally well in market research — ouens xopowo npossume cebs 6 xooe
MAPKEMUH208020 UCCLEO0BAHUS

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams pokycuyro epynny

To anticipate a consumer need — npedsocxumums Hys*CObI NOKYnameneu

To find out the needs of customers, to identify a consumer need, to find out, to reveal what is on
the consumer’s mind,— gwvisicnums, umo nokynamenio Hy’cHo
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To test buying habits/ to study consumer behavior — nposepums noxynamenvckue npueviuxu,
usyuums nogedeHue nompeobumenell

To find good sales prospects, prospecting — ratimu xopowiux nomenyuaibHbLx nOKynamee

To develop a marketing plan/ to set up the marketing strateqy — paspabomams mapxemunzoswiii
nAaH; paspadomames MapKemuH208y0 CIMpyKmypy

To choose target customers, a target audience — suviopams yenesvlx noxkynamenet

To evaluate the target market —oyenumeo yenesoti pvirnok

To create a psychological profile of each segment — cozoams ncuxonoeuueckuii npoghune
KaAnHc0020 ceemenma

To design a persuasive marketing mix —paspabomams yb6edumenvHuvlil KOMIIEKC MAPKemuhea
To develop a marketing mix that is suited to the market — paspa6omame xomniexc mapkemunea
COOmMBemMcmayowull OAHHOMY PbIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Obimb HayeneHHLIM HA OnpeoeléHHble ceeMeHmbl puiHKal npooykmuvl adanmupogaHHvle K
ONPeOenénHbIM Ce2MeHMAM

To tailor products to customer needs —cozdams npodykmul, omeeuarowue HyHcoam noKynamenetl
To serve the needs of customers (about a product) — coomeemcmeosame nyscoam nokynamenetl
To satisfy changes in consumer needs —yoosremesopumo usmenenust wyxco nompebumerneii

A consumer product — npodykm maccosozo nompebnenus

To compete, competitor, competition (intense, fierce, stiff, tough # low key) — konxypuposameo,
KOHKYypenm, koukypenyus (océcmras, crabas)

To operate in highly competitive market; extremely competitive areas — pabomamso na puinke c
CUTbHOU KOHKYPeHYuell, 001acmu ¢ 4pe38blualiHo 8bICOKOU KOHKYPeHYuell

Competing products — xorxypupyrowue npooyxkmol

To give a product a competitive advantage — oams npodykmy KOHKYpeHmHOe NPeumyuecneo

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — nossoaums Komy-1ubo evipsamscsi 6 audepwvl (0 cmpamezuu, YHUKATbHOM
ceoticmee npooykma)

To perform a SWOT analysis — nposecmu ananusz cunvhuvix, ci1abolx cmopoH, 803MONCHOCMEL U
yepo3

To maintain a steady demand for — noddeporcusams nocmosmnwlii cnpoc na

To stretch a brand into other areas = to diversify — ousepcughuyuposamo npooyxm

To set a price (that will cover the costs and return a profit) — ycmanosumo yeny, xomopas
NOKpOem pacxoovl u NpuHecém npudbLib

Pricing option — yenoswle onyuu

To be priced above/ with/ below the market — umems yeny svrue\napasne c\ nusice pvinounoii

To be priced in a range near competing products —umems yeny mapasne ¢ KOHKypeHMHbIMU
npoOyKmamu

To price attractively, an attractively priced product — ssicmasumes npuenexamenvuyro yemy,
NpuseKamenbubvlil o yene npooyKm

Price-conscious / price-sensitive buyers— mokymnarenu, obpawaiowue SHUMAHUE HA YEHY,
yyecmeumenbHvie K yene noKynamenu

To drive the customer away — omnyenyms nokynamess

To draw in competitors — npusneus KonKypenmos

To distribute via outlets (points of sale) — pacnpedensmo uepes mopeosvie mouku

Distribution / distribution channel = a channel of distribution— cowsim, kanan covima
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3aganue 16.

IMoaroroBsTE pa3BepHyThIe MMCHLMEHHBIE OTBETHI HA Bonpockl o Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market
followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?
4.What is market research? Why is market research necessary? What data may be collected in
the process of market research? What market research techniques can be employed?
5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?
6.What is the target market? What are the four basic methods for segmenting a market?
7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?
8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.
10.What does placement involve? What is a common channel of distribution?

3aganue 17.
ITocMoTpHUTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe H IIPOAHAIU3UPYHTE
BbIOpaHHBI BaMu OpeH/ ¢ TOYKH 3peHusi crpaTteruu npoaaK. [loaroroBsre ycTHYI0
Npe3eHTAINI0, HCIOJIb3Ysl JJeKCHKY 1o TeMe Promotion.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

Events (memorable occasions in-store, on the street, in any unusual location)

Sponsorship of sports teams, music groups... (sponsoring events)

Endorsements (signing a celebrity and using their status to endorse a brand)

Trade Promotions to retailers (financial incentives to stock a new product or give more space,
visibility to existing products (e.g. shelf height and aisle position)

Product placement in films (featuring a product in a film or TV programme)

Telemarketing( selling to customers over the phone)

Viral marketing (online through social networking websites and friend emailing video clips)
The term ‘guerrilla marketing’ covers all unconventional techniques — from viral marketing to
the distribution of the products on the beach.

3apanue 18.
IMoaroroBbTE pa3BepHyThIe MMChbMEHHbIE OTBETHI HA BOMPOCHI M0 TemMe Promotion:

. What is promotion? What are the main functions of promotion?

. What are the four promotional tools?

. What is the aim of sales promotion?

. What are the functions of personal selling? Why is it used sparingly?

. What do public relations deal with? What is the most important element of PR?

. What is the difference between publicity and advertising?

. What are the different media for advertising?

. What is the difference between product and corporate advertising?

. Why do most companies use advertising agencies? What are the roles of both parties?
0. What is a media plan?

P OO ~NOoO Ok, WN P
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11. What is the “threshold effect”? Why does advertising become ineffective after a certain
point?
12. What are the main functions of advertising?

3aganue 19.
IMoaroroBbTE pa3BepHyThIe MUCbMEHHBIE OTBETHI Ha Bonpockl o Teme International
Trade:

1.Why do companies export? Name two main reasons for exporting.
2.What is visible trade? What is invisible trade?
3.What is a balance of payment? This balance can be either positive or negative. What are the
words used to describe these situations? Does Russia have a payments surplus or deficit?
4.What is a balance of trade? This balance can be either positive or negative. What are the words
used to describe these situations? Which countries famously have trade surpluses?
5.What do we call the situation in which a country has no foreign trade? Which European
country famously tried that between the 1960s and 1980s?
6.What factors should be evaluated when a company wants to start exporting?
7.What are the main difficulties the exporters may face when trying to penetrate foreign
markets?
8.What different methods to establish products in a foreign market can the companies choose
from?
9.What is the difference between agents and distributors?
10.What questions should be discussed with an agent/a distributor before signing an agency
agreement?

3aganue 20.
IIpounTaiiTe cjeayONINiA TEKCT U MOATOTOBLTE YCTHYIO MPE3eHTANMIO O MPEHMYIeCTBaxX U
HemocTaTkax dkcnopta B Muauio. Ucnoab3yiite Jekcuky o teme International Trade:

After three years travelling around Asia as head of BARCO’s activities in the region,
Joost Verbrugge is convinced that India is one of the most exciting long-term market
opportunities in the world and one of the most complex. Since 1994, BARCO, best-known for its
digital projectors for computers, has gone from a relatively low level of exports to India to
selling about BFr 200m of products there a year, half exported from Europe, half assembled on
the spot. That is a small but significant part of its total BFr 23bn turnover last year.

Expansion in India has taken place at the same time as a shift in BARCQO’s strategic
focus, and its emergence as one of Belgium’s fastest-growing companies.

Created in 1934 as the Belgian American Radio Corporation, the company moved out of
consumer products in the 1980s. It concentrated instead on high-value niche markets such as
computer projectors and specialist display systems.

From its base in Kortrijk, Flanders — Belgium’s Dutch-speaking region — it has exported
to India for more than a decade, originally selling kits for video monitors to the national
television station, through local agents. Four years ago, it set up its own sales and services office
in New Delhi.

It now has a smaller sales office in Bangalore, a software house in Chennai and a
projector assembly plant in Noida, near New Delhi. Having invested about BFr 100m, and now
employing 150 people in India, it plans a further sales office in Mumbai and a component factory
in Noida. ‘That is quite a lot for a small company like BARCO,’ says Mr. Verbrugge. ‘It’s
mainly investment for the future. The market is partly there now, and we are convinced it will
definitely be there in a few years.’

But for those wanting to exploit the potential, obstacles remain. Although India has made
effort to open its economy in recent years, Mr.Verbrugge says it remains more closed than other
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fast-growing markets such as China, when it comes to bureaucracy, import duties and tax
barriers.

It is not unusual to have import duties of 40% on things that you would consider normal
working tools, like a printer for a PC,” he says. ‘As well as the high import duties, you have a
famous — or should I say infamous — bureaucracy.” This can have important practical effects. Mr.
Verbrugge says that BARCO would like to assemble more of its products within India, but this
would mean importing components from 20 different countries, creating huge amounts of
paperwork and delays.

Although India is welcoming to foreigners, Mr.Verbrugge says there are also cultural
hurdles, which can initially be deceptive. ‘On a first visit India seems easier than China or Japan
because people speak English. Only after you start operating there do you see all the
complexities. There are sensitivities between states, between religions, between strata of society.
‘Such differences also make the country fascinating. ‘India is a hundred different worlds living
next to each other in the same country,” Mr. Verbrugge says.

These practical and cultural complexities were largely behind BARCO’s decision to set
up its own sales office in the subcontinent. “Much more is needed than just having an agent with
a fax and a phone. You have to understand the marketplace, how Indian business works.’

But the opportunities presented by India outweigh the advantages. ‘If you can afford to
miss a fifth of the world’s population, you can afford not to be there,” says Mr.Verbrugge. ‘I
think any company serious about having a worldwide market share can’t be absent from India.

The Financial Times

TUIIOBBIE 3AJTAHUS JIJ1S1 IIPOBEPKY COOPMUPOBAHHOCTU YMEHMI JJ14 TIK-7

3ananme 1
IIpoananusupyiite cieayronue yTBepKIeHUA U CKAKUTE, KAKHE U3 HUX MOKA3bIBAIOT
npenmymecrsa OTKPbITOIro aKIIMOHEPHOI' 0 OﬁllleCTBa H KaKHue NMMOKa3bIBAKOT HeHOCTaTKI/I?
Management will face pressure to produce positive quarterly results.
Outsiders may impose their views on management.
The value of the business may suddenly fluctuate.
More people will be aware of the company's existence.
The company will be obliged to disclose financial information.
The company can obtain finance without having to repay a debt.
Employees can exercise stock options.
Capital will be available for expansion.

NG~ wWNE

3apanme 2
IIpoananusupyiite nHpopmauuio o popmax OM3Heca U COTIACUTECH WIH He COIJIACUTECH
€O CJIeAYILIUMH YTBEPKICeHUSIMMU:
1.In partnerships there is a danger that conflicts of personality could ruin your business.
2.1f you set up a limited company, many financial risks are reduced.
3.The owner of a corporation who owns all or nearly all of the stock has just as much control as a
sole proprietor does.
4.There are cases in which a business owner can gain trust and confidence of customers by
standing fully behind the firm rather than *hiding behind a corporate veil.’
5. Small businesses are particularly well-suited for meeting specialized local needs.
6. Small and medium-size businesses play an extremely important role in the economy of a
country.
7.The largest and most important units in the private sector are the public limited companies.
8.No one form of business organization is best for all businesses.
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3aganue 3.
IIpoananusupyiite nHPopManHIo 00 YPOBHAX U cepax ynpasjeHUs] H COIIACHTECH WIIN
HE COIVIACHTECh CO CJICAYIOIIMMH YTBEP/KACHUAMM:

1.1t is up to employees to keep the manager up to date on progress.
2.Managers set strict time limits.
3.Managers encourage staff to put forward their ideas.
4.Managers and employees decide together what needs to be achieved.
5.Decisions are made by managers and their staff.
6.Employees get precise instructions.
7.Managers do not want employees to avoid making decisions which employees should make.
8.Managers have tight control of employees’ movements and work schedules.
9.When employees are given tasks, they decide how to complete them.
3ananmne 4.
IIpoananu3upyiite MHPOPMANMIO 0 CTPYKTYPaX KOMIIAHUA ¥ MPOKOMMEHTHPYIITE
cJleAyoLue YTBePKICHU:
1. Restructuring is one of the most traumatic things a business can do.
2. Delayering has an adverse effect on employee morale: workers are afraid of job losses
and become poorly motivated.
Use the following word combinations: to become flatter, more flexible, responsive, efficient,
competitive, the ability to adapt faster to constantly evolving market environment, to reduce
costs saving millions of dollars in salaries, to enhance coordination and communication, to lead
to job losses, difficult to implement new procedures because of employees resistance prompted
by fear of change...

3aganue 5.
IIpoananu3upyiiTe JaHHbIE KauyecTBa MeHeKepa U BblOepuTe U3 HUX HauboJ1ee BaxKHbIE,
00BSICHUTE MOYEMY:

e Being decisive: able to make quick decisions

e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk
and so on

e Being friendly and sociable

e Being able to communicate with people

e Being logical, rational, analytical

e Being able to motivate, inspire and lead people

e Being authoritative: able to give orders

e Being competent: knowing one’s job perfectly, as well as the work of one’s
subordinates

e Being persuasive: able to convince people to do things

e Having innovative ideas

3aganue 6.
IIpoananu3upyiiTe TEKCT HUKE U HA30BUTE IIABHBbIE KAa4eCTBA, XapaKTepu3ylolue
Xopouiero Juaepa.

A typical definition is that the leader “provides direction and influences others to achieve
common goals.” This is true in the case of supervisors and managers, but is it a good definition
of the leader of an organization? A chief executive must indeed give “direction’ but he must do
much more than that. He has to create ‘a sense of excitement’ in the organization, and convince
staff that he knows where the business is going. In addition he must be a focus for their
aspirations. As Peter Drucker, the American writer, says, ‘Leadership is the lifting of a man’s
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vision to higher sights, the raising of a man’s performance to a higher standard, the building of
a man’s personality beyond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,
government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight
ship’, give clear orders and expect clear directives from their superiors. This does not mean that
they show no concern for other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get their satisfaction from
having a good relationship with other workers. They want to be admired and liked by their
subordinates. Such leaders will share responsibility with group members by encouraging
subordinates to participate in decisions and make suggestions.

Throughout his work, Fred Fiedler emphasized that both styles of leadership could be
effective in appropriate situations. There was no best style for all situations. Effective leadership
depended on matching the leader to the task and the situation.

In a book called The Winning Streak, the authors studied leadership in some top British
companies. The managers of those companies believed that effective leadership was a crucial
factor in their organizations’ success.

The authors were able to identify some characteristics of the chairmen and chief
executives of the companies, which made them good leaders: firstly, the leaders were visible’.
They did not hide away in some ivory tower at Head Office. Instead, they made regular visits to
plants and sites, toured round their companies and talked to employees. Leaders made their
presence felt. There are some fascinating examples of this practice. Sir Hector Laing, Chairman
of United Biscuits, travels around his company with a jug of orange juice. He uses this to show
employees how the company profits are divided up between employees, reinvestment, dividends,
tax etc. Lord Sieff, Chairman of Marks and Spencer until 1984, kept close contact with his staff.
Once, when there had been heavy snowfalls, he drove from London to Chatham — a long way —
from just to thank sales assistants for turning up in spite of the weather. Lord Sieff had the habit
of making telephone calls every Saturday, at about 5 p.m. to a few stores, chosen at random. He
wanted to know how the day’s trading had gone. No doubt, by doing this, he kept the staff on
their toes. And he showed them that the Chairman had not forgotten them!

Another example of being ‘visible’ is provided by Brian Nelson, group Managing
Director of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which
delivers cider, and works as the lorry driver’s mate. This gives him the opportunity to learn about
the delivery service, and to talk frankly to employees about problems.

Besides being visible, the leaders of these top companies provided a ‘clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and
Saatchi, the advertising group, include a statement of their principles in all annual reports. The
statement says that Saatchi and Saatchi must be ‘sharp in the definition of their long-term
objectives.” And the documents also cover matters like employees, clients, creativity, market
position and profitability.

Finally, successful organizations have clear values. And it is the job of the leader to show
what they are. As Douglas Strachan, Managing Director of Allied Lyons Beer Divisions, says,
“You have to keep telling people your values. If you repeat it often enough, it does go down the
line.” Thus, the leader is not only someone who ‘lifts a man’. He/She must also protect and
promote the organization’s values.

3aganue 7.
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IIpoananu3upyiiTe 1aHHOEe codece0BaHMe MPH NIPUeMe HA PadoTy U CKaKUTe, ObLJIO JIN
OHO yCHEIIHBIM JJIfl KaHaAuaara.
-Miss Beachem, can you tell us a little bit about where you have worked before?
-Well, my last job was with Format.
-When did you start with them?
-Two years ago.
-1 see. So why did you decide to leave?
-The company went into liquidation earlier this year.
-So what did you like about that job?
-Well, my job was PA to the Marketing Manager. What | enjoyed most was coming into contact
with customers and suppliers both face-to-face and on the phone.
-And where did you work before Format?
-ldeal Systems.
-How long did you work for Ideal Systems?
-For ten years, as a secretary.
-And why did you leave that job?
-Well, | felt I needed a change. | think I had learnt all I could there.
-So how much experience do you have of working in computer companies?
-Well, two years at Format and ten at Ideal Systems. Oh, and | also had some work experience
with a software company while I was at college.
-What secretarial qualifications did you get while you were at college?
-Well, I’ve got two secretarial qualifications. I’ve got RSA Stage 111 Typing.
-So your typing should be pretty good?
-Well, in fact I didn’t do much typing at Format. I’ve got an RSA in shorthand.
-And which qualification exactly?
-The RSA 100 ... so 100 words per minute.
-Fine. And one final question. If we decided to offer you the job, when could you start?
-Oh, I could start immediately or as soon as you wanted me to.

3ananme 8.
IIpounTaiite TeKCT, B KOTOPOM omucbhiBaercsd, Kak kommnanus Shell Qil paspaborana
HOBBIIl UMUK OpeHJa W NMPOBeANTe AHAJIN3 METO/I0B, KOTOPbIe KOMIIAHHUS MCI0/1b30BaJIa
aast  3toro. IlponymepyiiTe pasiuyHble 3Tanbl HCCAEA0BATE]bCKOIO IPOEKTa B
NPaBHJIBHOM NOPSIAKE.

a | They analyzed the results, which showed that there were 10 different consumer segments

Focus groups studied the 10 segments

O |T

Shell Oil’s marketing team decided to differentiate the Shell brand from the other brands | 1
on the market

Shell launched a new advertising campaign

They interviewed 55,000 people about their attitudes to driving and cars in general

Work started on improving products and services

They carried out a detailed study of the market over 18 months

SKQ|—h|D |

Three groups were chosen as the target markets

HELLO TO THE GOOD BUYS

A new marketing campaign promising hassle-free and faster fuel buying for customers is under
way in America. Suzanne Peck reports on the 18-month research project which involved Shell
Oil researchers *‘moving in” with their customers to test their buying habits.

Three years ago when Sam Morasca asked his wife what could be done to exceed her
expectations when buying gasoline, her answer ‘that 1 would never have to think about it any
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more’ made him pause and think. The marketing people from Shell Oil Products, of which Sam
Is vice-president were desperately seeking ways to increase the business, and to come up with a
strategy which put them clearly ahead of their competition by differentiating the Shell Oil brands
in the eyes of consumers. “We are big business for Shell Oil, contributing US $7 bn of revenue,
and the leading retailer of gasoline, but it is a fragmented market and the mission was to
profitably expand the business,” said Sam.

Today, after 18 months of cutting edge research, Shell Qil is on track to make buying fuel
at their 8,9000 service stations clearly different with a new brand initiative. Its aim is to deliver
through facilities, systems upgrades, and new operating practices, a hassle-free fueling
experience targeted at specific customer segments.

Over the past few years, the company has been developing detailed knowledge of
consumer needs and attitudes, which formed the basis for the new brand initiative. Team leader
Dave Yard, manager of Strategy and Planning — Marketing, picks up the story. ‘we began with a
customer segment study of 55,000 people, who we stopped in shopping malls in six cities for a
45-minute interview into their attitudes, especially regarding driving and cars. The result was
that everyone wanted three things from a service station: competitive price, a nearby location and
good quality fuel — something they all believed was already being delivered by the industry.

This meant their buying decisions were influenced by other factors — some wanted full-
serve outlets like the old days, some chose a service station depending on whether it looked safe
or not. ‘There were ten different segments with different needs, and we wanted a better
understanding of each of these audiences.’

A focus group was set up for each segment: an anthropological study was carried out,
which involved team members spending waking hours with people from each segment, watching
them at home and accompanying them on shopping trips to see their buying habits; and a clinical
psychologist was hired to create a psychological profile of each segment.

The study indicated that three groups, which comprised 30% of the driving public, should
be targeted:

e Premium Speeders — outgoing, ambitious, competitive and detail oriented. They drive
upmarket cars which make a statement about them. Efficiency rules, plus fast pumps,
quick access and payment.

e Simplicity Seekers — loyal, caring and sensitive, frustrated with complexities of everyday
life. Want simple easy transactions.

e Safety Firsters — control orientated, confident people, like order and comfort of the
familiar. Higher value on relationships and go out of their way to stations that make them
feel comfortable. Prefer to stay close to cars.

“The common thread was that they all wanted a faster and easier service than anything

already available,” said Dave, ‘so the study ended and the launch began.’

The field organization and Shell Oil retailers combined forces to determine how to eliminate
the little hassles that customers sometimes face, such as improved equipment and clearer
instructions at the pump. New innovations are currently being test marketed. A new advertising
campaign was launched and a sophisticated measurement system introduced to monitor
satisfaction, behavior and perception of the brand. ‘Fueling’ a car is a necessity of life and |
believe we are ahead of the game — but we won’t allow ourselves to stop and be caught up.’

3aganue 9.
IIpounTaiiTe TEKCT MPO CTWIN YNPABJIEHUS, IPOAHATU3UPYHTE UX ITIOCHI © MUHYCBI,
pe3l0MUPYiTe TEKCT HA AHTJINICKOM SI3bIKeE.
CyH_IeCTByCT MHOXKECTBO CTHIIEH yhopaBJCHUA, HO, TEM HC MCHEC, OCHOBHLIMHU CUHUTAIOT
JTUPEKTUBHBIN (ABTOPUTAPHBIN ), TUCKYCCHOHHBIN (KOHCYJIBTATUBHBIN) U CTUJIb ICJIETUPOBAHMS.
Jlo cux mop cambpIM pacIpOCTPAHEHHBIM SIBIISETCS JAMPEKTHBHBIH CTHJIb YNPaBJIEHUS.
Menemxkepsl, mnpuaepkuBaromuecs (MOJIb3YIOMIMECS) OJTOr0  CTUJS, Ppa3padaTbIBalOT
CTPATeruio, CTABSAT LeJH U 33a4d, JOBOAAT LU U 32/1a4M /10 CBeeHUS] MOTYMHEHHBIX,
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pacnpeaesiloT poJiM, peias KTo U Kakyto paboTy OyAeT BBINOIHITh, KOHTPOJIUPYIOT pabouunit
MPOILIECC, OTCJIAEKUBAIOT U OLEHNBAKT PadoTy MOJAYMHEHHBbIX. MeHeKep MOTHOCThIO GepeT
Ha ce0sl OTBETCTBEHHOCTh 3a NMpuUHsATHE pemieHUii. [logoOHBIN CTWIH ympaBlieHUS HaeT
PYKOBOJHUTEIIIO BO3MOXKHOCTH (10 €nable) moaHOCThI0 KOHTPOIMPOBATH pabOUnii TPOIIECC.

Tak HazpIBaeMbIil JAMCKYCCHOHHBIH CTWIBL Oonee nubOepanbHbId. Vcmonb3yst 3TOT CTHIIb
YIPAaBIEHUS, PYKOBOAMUTEIb XOUYET IIOKA3aTh, YTO OH JOBEPSET CBOMM ITOAYUHEHHBIM. Bo Bpems
JTUCKYCCHUM PYKOBOAMTENb M COTPYIHHKM BBIIBUTAIOT (Present) wuaen, oOMEHHUBAIOTCS
uHpopmanueil. MeHemkep, 3a7aBas BONPOCH], NMbITAETCH BBITAHYTh U3 COTPYAHHMKOB HJIEH.
[TonoOHBIA CTHIIb yHpaBICHUS YJAy4IIaeT KOMMYHHUKALNMIO, C034aeT Yy COTPYIAHHKOB
OlIyIIeHHe YBJICYEHHOCTH IpouneccoM padorel. OKOHYATEJBbHOE pelleHHe MOXKeT
NPUHUMATBLCHA COBMECTHO, HO 3a4aCTyI0 PEIICHHUE IPUHUMAET PYKOBOJUTEII.

CTuiIb 1eJ1ernpoBaHus MMOAXOIUT HEe /Ui Bcex kommanuii(not all companies opt for..), u cpenu

PYKOBOAMTENIEH HE TaK MHOTO MpHUBEp)KeHIeB 3toro cruis (the majority of managers are

reluctant to use this style of...). DToT cTiIb ynpaBieHHs MOXKHO HCIIOIB30BaTh TOJIBKO B CIIydae,

€CJIM COTPYAHHNKN MOTHUBHUPOBAHBI, KOMIICTCHTHLI, TOTOBBI 6paTb Ha ce0s1 0TBETCTBEHHOCTDH 32

NPpUHATHE peme}mﬁ, KOoraa COTpPyaAHHKH YE€TKO NMPEACTABJIAIOT, YTO0, KAK U KOraa aejarThb.

Ncnonb3ys 3TOT CTUIIb yIIPaBIEHUS, PyKOBOJAUTENL CTABUT L€, HO pelieHue 110 TOBOY TOrO,

KaK [J0CTH4Yb IMOCTABJEHHBIX 32724, NPUHUMAET COTPYAHUK. OTO [aeT COTPYJAHUKAM

BO3MOKHOCTh IJKCIICPUMEHTHPOBATH, CO3Ja€T YYBCTBO OTBETCTBCHHOCTH, HO HO,I[O6HI>II\/'I

noaxoa Tpedyet (0 require) mmutensHOU moaroroBku (Staff training) corpynHukos, u, TeM HE

MeHee, OIINOKH HEN30EKHEI.

3ananmue 10.
IIpouuTaiiTe M NpoaHAIM3UPYIiTe CJAEYIOIINA TEKCT, OTBETHB HA BONPOCHI HUXKeE:

There can be a few types of restructuring:

1. Relocation — when the activity remains within the same company, but is transferred to
another location in the same country. Businesses may relocate for quite a few reasons:
proximity to needed transportations, more advantageous financial terms, or, in some cases, a
friendly community environment.

2. Offshoring/outsourcing — when the activity is relocated or outsourced to another country. For
example, Levi's and many other manufactures outsource their production to less developed
countries with lower wages, which helps companies to drive costs down and maximize
profits.

3. Outsourcing — when the activity is subcontracted to another company within the same
country. It can be cost-effective because it helps the enterprise to reduce costs, and second, it
allows the company to concentrate on its core business and leave the remaining tasks to
outsourcing firms.

4. Merger/Acquisition — when you acquire a business or some other company acquires your
business, or when two businesses decide to merge together, a massive restructuring is a must.
When Glaxo Wellcome and SmithKline merged together to form Glaxo SmithKline in 1999,
both companies had to undergo massive restructuring, and there was some major downsizing
before as well as after the new company was formed.

5. Downsizing — one common reason for restructuring a company is to downsize its workforce.
This type of restructuring is tough and is mostly adopted to overcome adverse situations.
When the management of a company has to cut costs down and increase organizational
efficiency, they can make a painful decision to lay off staff. Take the case of auto- giant
General Motors, which in 1991 had to shut down 21 plants and lay off 74 000 employees, or
IBM which had to lay off 85000 employees to stay in business. Still downsizing is not
always a result of business losses; it may be needed in cases of merges and acquisitions to
avoid duplication of functions.

78



6. Delayering — it involves breaking down the classical pyramid setup into a flat organization.
Basically, delayering is the process of reducing the number of levels and the main objective
of this type of restructuring is to get rid of unproductive and highly paid white collar staff. In
the 80s General Electric reduced the number of management levels from ten to four in order
to improve overall productivity. With fewer organizational levels, top managers can
communicate more directly with front-line employees, the people who actually produce the
goods or services, and deal with customers. Thus, the decision making process becomes
more effective. Another advantage of delayering is that with less direct supervision,
employees have often been encouraged to make more decisions for themselves in a process
of empowerment. The benefits of empowerment are many: higher motivation and job
satisfaction, an enhanced sense of responsibility, greater collaboration. Empowerment is a
total commitment to doing business in a productive and positive manner. Managers and
workers feel they are contributing and making a difference. Employees who consistently feel
enthusiastic about what they are doing, do a good job. Empowered employees take pride in
their work.

Restructuring a company can improve efficiency, optimize costs, maximize profits, and
enhance communication and coordination. Reorganization and restructuring can make a
company more flexible and responsive. Failure to change may influence the ability of a company
to survive. Yet, employees do not always welcome changes and resistance to change is one of
the reasons why reorganization can fail. People often resist change because it inevitably brings
feelings of uncertainty. The feeling that the future is unclear is enough to cause people stress.
Restructuring often means that some positions will be eliminated, and cases of reorganization
and downsizing are often met with dismay about job losses. People also resist change when they
feel that their performance may be affected under the new system. Studies show that people who
have lower confidence in the ability to perform well after reorganization are unlikely to be
committed to the proposed change. One other reason why people resist change is that change
may affect their power and influence in the organization.

There are many reasons why employees may resist change. Still, change is inevitable and
however painful it can be, with changing times and changing market conditions, restructuring is
one of the options for a business to stay on track.

1. Why do you think it is so important for a company and its management to stay open-
minded, be prepared to face change, and make necessary adjustments?

2. What internal and external factors can cause changes? (E.g. internal factors: poor
marketing strategy, high cost rigid structure, poor management. External: competition and
penetration of bigger players onto the market, changes in consumer behavior, globalization)
What else?

3. How do you understand a doctrine in business planning that structure follows strategy?

4. What changes can occur as a result of influence of different internal and external
factors?

5. What is restructuring? Can you give an example of a successful restructuring?
(mocmotperh Yandex: mabpars General Electric Restructuring and Jack Welch: cmotpers Two-
decade transformation under the leadership of Jack Welch —Bemmcars 5-6 mpemmoxxenuit s
OTBETa Ha BOIPOC )

6. What are the positive consequences of restructuring and delayering?

7. What are the possible negative side-effects? Why do you think many employees resist
changes?

8. What is empowerment? Why do you think some organization have pushed towards
decentralization and empowerment? Can General Electric Company be an example? Did the
company benefit from it?

9. What are the benefits and drawbacks of empowerment?

3aganue 11
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Paspirpaiite mo poJasim ciaenywomyr curyauuio. Ilocie 3Toro mpoananusupyiire
AUAJIOT M CKAaXKUTe, ObLI JIM TeJie(pOHHBIN Pa3roBop ycleleH.

STUDENT A. You are Mr /Ms Tanaka, a supplier. You met Mr /Ms Senora at a trade fair
last year. He/she may be interested in placing an order for some of your products. Call him/her
and invite him/her to be your guest for lunch next Thursday when you'll be in town. Ask him/her
to suggest a nice restaurant near his/her office. Find out what sort of restaurant it is and how you
can get there on foot from the central railway station. Ask what rime you should book a table.

STUDENT B. You are Mr/Ms Senora, in charge of buying i applies for your firm. You
met Mr /Ms Tanaka at a trade fair in his/her country last year. He/she supplies a product you may
be interested in. You haven't heard from him/her since then. Next Thursday you are free for
lunch but you have to be back in the office at 2.30 for a meeting. If you are asked to recommend
a restaurant, suggest a place you really do like in your own town.

7.3.3. TunoBble 3aJaHNs U (MJIH) MATEPHUAJIBI /Il OLIEHKH HABBIKOB

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMHUPOBAHHOCTHU
HABBIKOB JIUIA1 KOMIIETEHIIMU OK-4

3aganue 1.
H3yunTte keiic Hu:ke. Pemure, Kakoil BApHMAHT, 10 BallleMy MHEHHI0, Oy1eT HauboJiee
3((peKTUBHBIM B BbISIBJICHHH TAJAHTIUBBIX CTYJAEHTOB MapKeT0J10roB. Iloagrorosbre
YCTHYIO NPe3eHTANMIO Kelica HA AHIVIHIICKOM fI3bIKe, 00bSICHUB CBOM BHIOOP.

MARKETING TO STUDENTS

Virgin Mobile is a phone operator that provides a wide range of mobile communication
services to its customers in the UK. Competition between mobile phone operators is strong and
winning a large market share in the student market is vital. Students use their mobile phones a lot
— to call friends and family, and also to get information and play games. There are 2.5 million
students in the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to
students because they are hard to reach and cynical about sales pitch.* Virgin Mobile has
decided that the best way to promote the brand to students is to find insiders: student marketers
who will work on promotional campaigns in their own universities.

The problem for Virgin Mobile is how to identify student marketers with brilliant ideas
and good selling skills. There are three options:

1)Use standard job recruitment methods. Post a job advertisement, select from written
applications and hold interviews in each university.

2)Recruit people at student fairs. Universities hold fairs for students at the start of each
year. Different companies have stands at these fairs to sell their products or services to students.
Students can find out about things that may be helpful during their student life. Virgin Mobile
could set up a stand at student fairs, tell those who come to the stand about marketing
opportunities and recruit interested students “on the spot”.
3)Hold a competition in which students suggest ways to promote the brand to other

students. The students with the best suggestions get the chance to put their ideas into practice and
win an attractive prize.

3aganue 2.
Hanummure nucbLM0-0TBET Ha peKJIaMy JAHHOH BaKaHCHH, CONPOBOxAaoee pe3rome lona
deiibpaszepa.

SALES MANAGER TRAINEE (ENTRY LEVEL)
Regal Marketing, one of the top promotional marketing and sales firms is seeking motivated and
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hard-working Sales Manager Trainees to join our growing team. The goal of the position is to
prepare you for a sales management role. If you are a fresh college graduate who is seeking a
company to grow with and you are looking to begin an exciting and rewarding career in sales,
this is the ideal opportunity for you!
Job Requirements

o Education in relevant field (Bachelor or Master degree in Economics)

e Must be a self-starter with good time management skills

« Enjoys being around people and displays a positive attitude

o Excellent oral and written communication skills

o Ability to work very hard

If you’re interested, and you think you are tough enough to cope with the workload, send your
CV and covering letter to Celine Greenwood at the address below.

Regal Markwting, 3309 Hooper Ave, Los Angeles, CA 90011
E-mail: cgreenwood@regalm.com

Don Fairbrother

8943 W. Pico Blvd

Los Angeles, CA 90035
Contact: (310) 402-3974
Email: don@anymail.com

Career objective
To gain the position of a sales associate trainee with a view to develop my sales and marketing
skills in a fast-growing organization.

Education

2013 — present  University of California, Master’s degree

2009-2013 University of California, a first-class Bachelor of Business Administration degree
Professional Experience

January 2014 till date

Orchid Products, California - Sales Manager Assistant (internship)

Help the Sales Manager with gathering and recording customer information and sales activity
data

Interact with customers via phone to sell products of the organization

Participate in professional development trainings, training sessions and meetings

Perform other job responsibilities as required by the management

Personal Skills

Eagerness to acquire new skills and knowledge, excellent negotiation and communication skills,
strong analytical skills, ability to work under stress, good time management skills.

Activities and interests
Travel, discussion clubs

3aganue 3.
Pa3pa0oTaiiTe M 3anuIINTe HA AHTJIMICKOM SI3bIKe MADKETHHIOBbIN IVIAH 1JIs1
BbIOpaHHOro Bamu npoaykra, paccMoTpeB ocHOBHBIE YeThbipe I MapkeTHHra:

Product: What identity does your product have? What does it do? Why will people
want to buy it? Does it have a good brand name?
Place: What geographical markets will you target and why? Will they be local,
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national, international? What social groups/types of customer is the
product aimed at? How will the product be sold (Internet, high street,
direct mail, etc)?

Price: How much will the product cost? What type of profit margin do you
expect? Will the product be priced differently for different markets? Will
there be any special offers or discounts available?

Promotion: How much will you advertise the product(word of mouth campaign,
magazines, broadcast media, posters)? What type of launch will the
product have? What will the initial promotional budget be?

3ananmne 4.
CocTaBbTe cBOE COOCTBEHHOE Pe3loMe HA AHTJIMICKOM fI3bIKe, UCIIO0JIb3YSl CJIeXy oIl
IUIAH:

Prepare your own resume (CV). Start with personal information, state the position you
would like to apply for (career objective), employment experience (if you have any), write
about your education, additional skills, activities and interests. Be ready to explain when
asked, why you would like to apply for this position and how you think your skills,
achievements and abilities relate to the position you are applying for. Be ready to answer the
following questions:

1.  Why are you applying for the position?

2. What are the requirements?

3. Why do you want to work for this company?

4.  What makes you a good candidate for the position?

5. Do you think your education, achievements and personal qualities are in line with the
position you are applying for?

6. How can you contribute to the prosperity of our company if we hire you?
7. What are your strong points?

8. What is your biggest weakness?

9. How do you handle mistakes?

10. What is your biggest achievement?

Personal detail: Date of birth:

Address:

Marital status:

Contact details:

Education:

Specialty:

Supplementary
education:

Work experience:

Professional Skills: -Keen to develop a careerin ............. ;
-Get on well with others and work as
part of a team;

-Take interestin ................
-Knowledge of ....................
-Experienced in manufacture,
installation and testing ................

Personal qualities: Good communicator;
Analytical mind,;
responsible;
hard-working;
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non-smoker;

Foreign Languages: English — advanced

Additional information: Hobbies: Radio engineering; tourism; sport;
driving license B.

YcCTHO OTBETHTE HA BOIIPOCHI AJIsA coﬁeceJmBaHm{ 110 pe3roMme:
Career knowledge/ motivation
What are your career goals?
Where do you see yourself in five years’ time?
What qualities/skills do you have which you consider make you suitable for this position ?
What work experience do you have of that kind of business?
What excites you about the job you are doing now?
How well do you get on with your boss?
Why do you want to leave your present job?
Which other jobs/companies have you applied for?
We have a lot of applicants for this job, why should we give the job to you?
10. What do you expect to get from our company?
11. What salary do you expect?
12. What things about this job do you think would be difficult for you?

©CoOoNOA~WNE

Self Knowledge

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

Are you a team player? (Do you prefer to work with others or by yourself?)
Do you consider yourself to be a leader or a follower?

Do you have trouble delegating?

©COoONO~WNE

Personality
1. How tough are you? If the going gets rough will you stick it out?

2. Are you prepared to take decisions, especially hard ones? And not blame others if you get it
wrong?

Are you good at organizing yourself or other people?

Do you believe in yourself, and have confidence in your own abilities and decisions?

Are you experienced in managing your own time and money, or that of other people?

What hours are you available for work?

Would you do overtime work if necessary?

Can you survive without holidays, and losing your weekends, if the business needs your time?
How do you handle mistakes?

©oNo AW

Dealing with other people

1. How well do you get on with other people socially? Do you have many friends and contacts?
2. How well do you get on with others at work? Are you a good leader at work, on the sports
field, at the local youth club, anywhere?
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3. Are you good at taking advice from others?
4. Are you the sort of person people rely on, or do you tend to rely on others?

Knowledge of Company

1. What do you know about our business?

2. Why did you decide to apply to us?

3. Who do you see as our major competitors?

Educational History

1. Why did you choose your degree course? What aspects of the course did you find most
challenging (and why)?

2. What made you study foreign languages?

Interests/Activities

1. How do you spend your vacation?
2. What do you do to relax?

3. What are your hobbies?

3aganue 6.

YBuaes pexiaamy B Daily Mirror, Monnka Ba3 pemniia nogarb 3asiBKy Ha 10JKHOCTh
MeHezKepa 10 MapKeTHHIy. BHMMaTeJbHO nIpounTaiiTe 00bSIBJICHHE U e¢ pe3loMe U
MOArOTOBbTE €¢ MINCbMO-3asiBKY HA AHIJIMHCKOM SI3bIKE.

Marketing Manager
The successful candidate will develop and execute overall marketing strategy, work with key
accounts and take hands on responsibility for a new profit centre in the north of France.
Candidates must be educated to degree and have 5+ years’ sales/marketing experience.
Fluency in English and French is essential.
We offer a competitive salary, a comprehensive benefits package and relocation assistance.

If you’re interested , and you think you’re capable of the kind of ideas that stand out in an
increasingly media literate society, send your CV and covering letter to Michelle Hocking at
the address below.

Clarke Hooper, St.Laurence Way, Slough, Berkshire, SL1 2BW. E-mail:
michelle@chc.co.uk

MONIKA VAZ Hermanstrasse 16
Kdoln, 50858 Germany
Tel: 0049 221 5036887
E-mail: mvaz@cybermail.com

Obijective: Seeking a position of responsibility in the field of Direct /Internet Marketing

Employment History

2003 to date: assistant marketing manager

Phoenix Media, Hamburg, Germany

Planned and developed direct mail campaigns for major clients in the retail sector. Advised on
internet marketing strategies. Conducted in-depth market surveys. Organized company
participation at various media and direct mail events and made presentations of Phoenix products
and services.
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2002-2003: Assistant Sales Manager.

MSV - Business Services.

Amsterdam, Netherlands

Responsibility for finding new clients, managing key accounts and order processing.

Qualifications

1999-2002: Graduated from the University of Vienna with an Honours Degree in Sales
Management.

Main course components: sales and marketing, accounting, European business law, media
studies, economics, and information technology. Options: sociology and politics.

Awarded high school leaving certificate from the Vienna Schule, majoring in economics.

Other skills
Computers: Experience in programming in HTL, Flash and Dreamweaver, MS Office, SAP.
Languages: Mother tongue German, fluent French and English, proficient in Italian.

Personal interests
Sports: horse riding and snowboarding. Hobbies: music(jazz, piano) and theatre (member of an
amateur theatre group).

References
Professor Jurgen Drexler, University of Vienna.
Norman Achilles, President of the European Marketing Foundation.

TUITIOBBIE 3ATAHUSA U ITPOBEPKH YPOBHSA COOPMHUPOBAHHOCTH
HABBIKOB JIUTI KOMIIETEHILIWUA T1IK-7

3aganue 1.

N3yuurte naHHBIA Kelic U IPOAHATU3UPYITE BCe TPU OM3HEC CTPATeruy 1JIsl ClIOPTHBHOM
oxe:xkabl Una. IlpencraBbTe cBOM HAeH AJs1 Oyaylueil crpaTerui KOMIIAHUHM B TUCbMEHHOM
oryere.

Una Sportswear

Una Sportwears is an Italian sportswear manufacturer. It was founded by Franco Rossi in 1978
and has since become a world-famous company. Originally, it specialised in tennis shoes, but
later it diversified into football, athletics, tennis and volleyball clothing. The directors of the
company are of different nationalities, and the working language of Una Sportswear is English.

During the last three years, Una Sportswear's annual results have been disappointing. Profits
have fallen steadily while costs have risen, and competition in its main markets has been fierce.
At present, it is reviewing its strategy in order to improve its performance. It also faces the
possibility of being taken over. A giant French retailing group has announced that it would like
to acquire the company, but only in the event of a 'friendly takeover', with full agreement from
the present management.

Franco Rossi is now 58 years old. He would like to become Chairman of the company in the near
future and to appoint one of the present directors as CEO to run Una Sportswear. There are three
possible candidates for this position. Each candidate will present his/her ideas for the company's
future strategy to the board of directors. The director who makes the most persuasive
presentation will replace Franco Rossi as CEO of the company.
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Problems faced by Una Sportswear

A report by JPS Consultants identified four reasons for Una Sportswear's poor results in recent
years. The company had:

* launched too many product lines in a wide range of sports

« invested in too many expensive endorsements with top sports people

« suffered from fierce competition from stronger rivals

* lost its reputation for being innovative.

Strategies for turning round the company
The leadership candidates will present three alternative strategies for the Board to consider.

Strategy 1
Una Sportswear must give up its independence and merge with, or be taken over by, a larger,
financially stronger company.

Strategy 2
Una Sportswear should acquire a number of smaller companies and focus more on making sports
accessories.

Strategy 3
Una Sportswear should grow organically by revising its organisation, product ranges and
marketing strategy.

3aganue 2.
N3yunte pansblii keiic, nposeaute SWOT-ananu3, wucnoan3ys wuHbopManuo u3
MPOYMTAHHOIO Keiica U COCTaBbTE PEKOMEHJalUH, KOTOpbIe MOIJHM Obl MOMOYb CHACTH
koMnaHumw. [logymaiite, B 4aCTHOCTH, O TOM, YTO MOKHO ObLIO0 ObI CAEJATH, YTOOBI:
- U3MeHUTHh KOPIIOPATUBHOM KYJbTYPBbI
- YIy4lIUTh Ka4eCTBO
- COKpaTuTh U31EPKKH
- HaiiTu 1 ucciie10BaTh HOBbIE PHIHKH
- BocCTaHOBHMTB penyTanni0 KOMIAHUU
IIpeacraBbTe peKOMEHAAUMH B IUCBLMEHHOM OTYeTe.

MACBETH Glassware

Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass
objects and ornaments. They have always been popular wedding presents. Glass-blowing and
glass-cutting, which is performed by hand, are highly-skilled jobs and Macbeth employs some of
the best craftspeople in the world (average age 53). The factory produces over 8,000 glass
objects per year, of which 1,000 are responsible for 80% of overall sales. There is a lot of waste
and breakage. Each item is inspected by a supervisor who checks it for flaws and then issues a
certificate of authenticity. Up to 20% of finished items are rejected; 15% are sold as *seconds,
and the remaining 5% are melted down and recycled.

The company employs 600 people, 200 produce the goods, and the rest are clerical staff,
work in the stock room, or are managers. Most craftspeople are paid on a *piece-work basis, and
feel that they have low status in the company. There is a big division between blue-collar staff
and white-collar clerical workers, with separate restaurants and facilities for factory workers and
management. There are five levels of management in the company, and a poor relationship exists
between management and the workforce.

Sales have fallen dramatically in the past three years. There is strong competition from
the Czech republic and Poland, which produce good quality goods which are less expensive.
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Department stores have complained about late deliveries and slow ordering facilities (mail order
only). A few years ago the company launched a cheaper range of glass ornaments called the
MacAnimals range. This has damaged the company’s upmarket image. An important chain of
department stores has stopped stocking Macbeth products. The consultants believe there could be
a big market for these goods in North America (including Canada), Australia, and New Zealand,
where many people are of Scottish origin.

*Glossary:seconds with only small defects; piece-work they are paid for how much they produce

3aganue 3.

HN3yuure 1aHHBIN Kelic. Bpl B/IseTech YWieHAMH PeKJIAMHONH KOMaHAbl B KOMIIAHUU
Dokyc. [1oaroToBbTE pEeKJIAMHYI0 KAMIIAHUIO JJI1 OJJHOTO U3 NMPOAYKTOB HJIH YCJIYT.
I/ICHOHBSyﬁTe KJIHY€BbIC BOIIPOCHI HUYKE, YTOOBI NMPOAHAJNU3IUPOBATH MMPOAYKT U BblﬁpaTb
NMPpaBUJIbHBIC METOAbI MMPOABUKCHU. HpellCTaBbTe CBOI0 PEKJIAMHYIO CTPATEruio B
YCTHOM OTHYETE HA AHIJINIICKOM fI3BIKE.

Focus, a large advertising agency based in Paris, has a reputation for creative imaginative and
effective campaigns. Recently however, Focus’s reputation was damaged when two major clients
changed to rival agencies. Focus now needs to convince potential clients that it still has plenty of

creative ideas to offer.

At present, Focus is competing against some well-known agencies for several contracts. It has
been asked to present ideas for advertising campaigns to the managements of the companies
concerned. Concepts are required for the following advertising campaigns:

e A sports car. A high-priced, hand-finished model with a classic design. The car was
popular in the 1950s and 60s. An American firm now wants to re-launch it. (Target
consumers will be high-income executives with a sense of fun and style.)

Aim: An international campaign, with advertising adapted to local markets.

e A perfume. A unisex perfume with bio-degradable packaging. Produced by a well-
known up-market manufacturer. The company now wishes to enter the lower end of the
market.

Aim: Launch the perfume in an English-speaking country.

e A chain of eight London restaurants. The restaurants (specializing in your national
cuisine) are in prime positions and offer extensive menus. They are reasonably priced,
but are not attracting enough customers.

Aim: A creative campaign to improve sales.

e A major bank. The bank (in an English-speaking country) wants to advertise the
following new services:
1.Competitive low-interest mortgages
2.Direct telephone banking
3.A foreign travel service
Aim: Develop loyalty among existing customers and attract new ones.

11 It has also asked your agency to suggest other campaigns.
KEY QUESTIONS:
1.What is the campaign’s key message?
2.What are the USPs of the product or service?
4.Who is your target audience?
5.What special promotions will you use at the start of the campaign?
6.What media will you use? Several, or just one or two? Use this checklist as a guide,
brainstorm some ideas and produce a draft of a poster or a thirty-second radio/TV commercial.
Remember AIDA (attention, interest, decision, action).

— What kind of image do you want to project?

— What approach/technique will you use?

— How will you attract the reader/listener’s attention?

—  What will your slogan be? (maximum 10 words)
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— What pictures or photographs will you use?

—  Will you use someone famous to endorse the product?
— Will you invent a jingle or use a cartoon character?

— Who will you use to do the voiceover?

3ananue 4.
N3yunte nanublii keiic. [IpeacraBbre, uTo Bol qupexTop Business Equipment and
Systems. BbInoJiHUTE ciaeayioliee 3aaHue:
1. lIpoananu3upyiiTe Bce Npod.ieMbl, BIUSIOIINE HA Pa00OTy OT/Ae/1a MPOJAAK.
2. lIpennoxure cnocodbl NOBbIEHUS IPPEKTUBHOCTH Pad0THI 0TAEJIA MPOAAK.
3. PazpatoTaiiTe nuiaH aeiicTBUil Ha OJIMIKaiiIMe MOJITO/AA.
H3noxute Bamm npenio:keHusi B NUCbMEHHOM OTYeTe-MUChbMe aknuonepam BES.
CASE STUDY: THE NEW BOSS

Background

Business Equipment and Systems (BES), based in Birmingham, England, sells fax
machines, data projectors and slim plasma screens. Eighteen months ago its national Sales
Manager< Vanessa Bryant, moved to a senior management position. Her replacement, Nigel
Fraser, has been told to increase turnover by at least 10% and to create a high-performing sales
team.

However, since Nigel’s appointment the team has not been working effectively and
morale is low. Last year’s sales were over 20% below target. The sales team has a mix of
nationalities because BES intends to enter other European markets in the near future.

Nigel Fraser is well aware that his sales team is not working well together. Before
considering what action to take to improve its performance, he made some notes on the team.

Read about Nigel and then read the notes on the sales team.

NIGEL FRASER. A ‘whiz kid’. Previously worked for a business equipment chain.
Ambitious and creative with a direct, ‘no-nonsense’ approach. Task-oriented, he sees his main
objective as meeting sales targets. Very disappointed with current sales performance. Believes
the team needs to be controlled more tightly and is underperforming because of bad habits
acquired under Vanessa Bryant.

JOHN. Fax machines. Aged 42

Personality: Calm, relaxed, reliable. A good influence on the team.

Performance: Missed his sales targets five times last year. Ranked sixth in department
(value of sales). Competition very strong in the fax machine market. Steady worker.

Good/bad points: Supports Nigel, good team player.

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

Performance: Top sales person last three years (value of sales).

Good/bad points: Popular with customers. Unpopular with some colleagues. Typical
comments: ‘arrogant’, ‘boastful’, ‘doesn’t listen’. Often late for meetings or makes excuses and
doesn’t come.

DENISE. Fax machines. Aged 35

Personality: Dynamic, moody, outspoken.

Performance: Excellent. Ranked fourth. Usually meets her sales targets.

Good/bad points: Gets on well with John and Robert. Argues a lot with Markus in
meetings. Becomes very aggressive.

Other: Used to have a personal relationship with Markus.
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MARKUS. Plasma screens. Aged 30

Personality: friendly, charming, volatile

Performance: Needs to improve. Ranked fifth (value of sales).

Good/bad points: Talented salesman, but inconsistent. Works hard when he is in the
mood. Popular with most colleagues. Always makes his final call close to home (not good for the
company).

Other: Dislikes Denise and shows it!

ELIANA. Data projectors, new products. Aged 25

Personality: Very ambitious, hard-working, creative

Performance: Excellent. Ranked second in department (value of sales).
Good/bad points: Feels demotivated. Wants to move to plasma screens.
Other: Some people are envious of her success. They don’t accept her ideas.

ANNA. Fax machines. Aged 26

Personality: Reliable, quiet, hard-working

Performance: Missed her sales targets three times last year. Ranked seventh in
department (value of sales).

Good/bad points: Some good ideas but colleagues don’t listen to her. Very helpful to her
colleagues.

Other: Martin and Markus often “put her down’ in meetings.

ROBERT. Data projectors, new products. Aged 46

Personality: Strong, sociable, team player

Performance: Very good. Ranked third in department (value of sales).

Good/bad points: Highly experienced salesman. Enjoys meetings, a lot of ideas.

Other: Hates Martin. They often insult each other at meetings. Very unhappy with the
atmosphere in the department. Is considering leaving the company.

Additional problems in the sales team

1. When the sales staff miss their targets or when customers complain, the staff blame
each other or other departments. No one takes responsibility for mistakes.

2. Members of the team do not help each other enough, for example by passing on
information about customers. Some members dislike each other.

3. Staff become aggressive when Nigel criticizes them for poor performance.

4. Morale in the department is poor. Nigel felt happier in his previous job, and he has
heard people talking about the ‘good old days’ when Vanessa Bryant was running the
department.

3aganue 5.

N3yunte nannbiii keiic. [IpeacraBbre, uro Bol nupexktop SLIM GYMS. Usyunte
KapTOTeKY YeThIpeX KAaHAUAATOB U MPOAHAJM3UPYITE UX CHJIbHbIE U cJ1a0ble CTOPOHBI.
Bbi0epure sryuniero kanauaaTa Ha J0JKHOCTh I'eHepanbHOro Aupexkropa. Usioxure
Bamm npeasioxkeHusi B NMCbMEHHOM oTYeTe-ucbMe akuuoHepam SLIM GYMS.

Case Study SLIM GYMS
Background
SLIM GYMS owns and operates six health and fitness clubs in Manhattan, New York.
The clubs aim to appeal to people of all ages and income groups.
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All the clubs have a large gymnasium, with the latest equipment, an aerobics studio, a
solarium, a swimming pool, sun decks, a café, bar and clubroom. There are always several
fitness instructors on hand to advise people and provide them with personalized fitness
programmes. A wide range of aerobic and relaxation classes run throughout the day and during
the evening. The clubs try to create a friendly atmosphere, organizing numerous social activities
to bring members together. Three of the clubs are located in areas where large numbers of
Spanish, Chinese and Italians live. Slim Gyms recently advertised for a General Manager.

SLYM GYMS - THEJOB
— Developing a customer-oriented culture
General Manager in the organization in the clubs
Required for our chain of Health and Leisure — |ncreasing the revenue and profits of
Clubs the six clubs in Manhattan
e Salary negotiable — Exploiting new business opportunities
e Excellent benefits package — Liaising with and motivating our team
of managers and their staff
Apply to: — Contributing to marketing plans and
88 Harvey Place 11-G Strategies
New York — THE PERSON

NY 10003-1324 — Dynamic, enthusiastic, flexible

— Asstrong interest in health and fitness

— A good track record in previous jobs

— The ability to work with people from
different cultural backgrounds

— Outstanding communication skills

— A flair for new ideas and sound
organizational skills

Name: Isabella Rosetti
Age: 35

Marital Status: Single

Education: Princeton University — Master’s Degree in Business Administration (MBA)

Experience: Advertising agency for the last years. Important position liaising with clients
and managing a team of 10 people. Previously worked as Sales Manager in a department store.
Previously worked as Sales Manager in a department store (Chinatown area).

Outstanding achievement: Got a contract with a major advertiser.

Skills: Fluent Italian, judo expert, paints.

Personality/appearance: Well dressed and self-confident. Says she is usually successful
when she wants to be. Thinks women are better managers than men: “They listen more and use
their intuition to solve problems.”

Comments: Positive reference, but employer suggested she sometimes took days off work
with no good reason. Several good ideas for increasing revenue, e.g. by setting up beauty centres
in our clubs. Didn’t mention the cost of doing this! Above average score on our aptitude test.

Name: Michael Bolen

Age: 36

Marital Status: Married, with three children

Education: Columbia University — Master’s Degree in Business Administration (MBA)

Experience: Four years with international sports good manufacturer — Marketing
Director. Previous experience with a variety of firms (sales, administration). Wants to work for a
smaller organization.

Outstanding achievement: Successful product launch in previous job.

Skills: Numerate and good with computers. Only a few words of Spanish.
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Personality/appearance: Forceful, determined, with strong news. Likes to ‘keep his
distance’ from people until he knows them well. According to the letter of reference, ‘Some
women find him too assertive and cold.’

Comments: Unhappy in present position. He has often changed jobs. Aptitude test —
average score.

Name: Bob Wills

Age: 40

Marital Status: Single

Education: Park High School

Experience: Twenty years in US army — Physical Fitness Instructor. Travelled all over the
world. Left army three years ago. Has taken courses in marketing, management and computing.
Over the last two years has run a fitness centre in Lower Manhattan very successfully.

Outstanding achievement: Two decorations for bravery.

Skills: Speaks Spanish fluently (his girlfriend is Puerto Rican). Is a successful disc jockey
in a downtown club.

Personality/appearance: Correctly dressed in a dark suit, but has tattoos. Sociable, with a
lot of friends. Enjoys parties and dancing.

Comments: Believes you should always stick to the rules. Values honesty and reliability.
Can be quick-tempered if people are not doing their best. Very enthusiastic with many good
ideas. High score on aptitude test.

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

Experience: Former swimming champion. Competed at Olympic Games. For last six
years, highly successful presenter (children and sports programmes).

Outstanding achievement: Voted Top Sports Personality on a cable TV channel four
years ago.

Skills: Exceptional sportswoman.

Personality/appearance: Beautiful, clever and successful. Good sense of humour. On
television, handles people well. Presents an image of a caring, sympathetic person.

Comments: ‘She’ll do anything to get what she wants,” wrote one journalist. At 24, she
gave up competitive swimming, following rumours of drug-taking. Aptitude test — above
average.

7.4. IlepeyeHb BONPOCOB /IJIs1 MOATOTOBKH K 3a4eTy ¢ OLEHKOH M IK3aMeHy

1.What is the difference between a sole proprietorship and a partnership? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What are most people’s main personal assets?
2.How can a sole trader get the capital to set up a business?
3.Why do we say that proprietorship is the simplest form of business organization?
4.Do you agree that a proprietorship can go out of business as easily as it goes in?
5.1s forming a partnership as easy as forming a sole proprietorship? Why (not)?
6.Are these two forms of business organization subject to public report? What authorities must
have access to the books of a partnership?
7.What are the advantages of a sole proprietorship in comparison with a partnership?
8.What are the advantages of a partnership in comparison with a sole proprietorship?
9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077
10.What are the advantages and disadvantages of being a sleeping(silent) partner?
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11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. What is the difference between a private and public limited company? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What is a corporation? What two forms of a corporation are there?
2.What papers must the promoters of limited companies present to the Registrar of Companies?
3.What kind of shares do you know? Are all shareholders guaranteed dividends at the end of the
year?
4.What are the main advantages of a limited company (be it private or public)?
5.Why do most writers on small business advise getting professional help from lawyers and
accountants when a person starts a private limited company?
6. What can you say about transfer of ownership in a private limited company and in a public
limited company?
7.Do the shareholders lose their personal assets if a private limited company goes bankrupt?
8.What are the advantages of a public limited company in comparison with a private limited
company?
9.What are the advantages of a private limited company in comparison with a public limited
company?
10.Dwell on the process of going public. Why is IPO an expensive thing to do??
11.What can make a business operating as a public limited company exit the stock market?

3.What kinds of organizational structure can a modern company choose as its basis?
Speak about the pros and cons of the functional and geographic structure.
1.What is the role of the structure? In what way is the structure connected with the strategy?
2.What organizational structures do you know?
3.What area was the functional structure borrowed from? Why does it still top the list of all
organizational structures?
4.What is the main drawback of the functional system and what was done in the 1980s to do
away with it?
5.When does restructuring occur? What three conditions does successful restructuring depend
on?
6.Why is the functional structure unsuitable for multinational companies?
7.How can local manages capitalize on the geographic structure?
8.How are area managers encouraged to work better?
9.What are the main disadvantages of the geographic structure?

4. Outline the pros and cons of the matrix structure and organization along product
lines.
1.Do all multinational companies organize themselves geographically? How is Microsoft
organized? Why?
2.What is the structure along product lines characterized by?
3.What are the most notable advantages of matrix structure? What companies can benefit most
from them?
4.With a matrix structure people have to report to two people — their boss in the functional
structure and their project manager/team leader in the matrix one. What problems can you
imagine in this connection?
5.Can matrix structure be described as a simple one? How can difficulties be avoided?
6.What companies usually organize their business by product?
7.What advantage of the structure along product lines may improve the overall performance of
the organization and why?
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8.There is a method which is similar to organizing a business by product. It involves grouping
together employees who deal with a specific customer or group. How is it called? When is this
method particularly useful?

9.There are two main approaches to business: centralization and decentralization. What is
implied by these approaches? What are their main advantages?

10.Do you think people from certain cultures would favour one kind of structure over another?
Can you give any examples and reasons for that?

11.Why do companies opt for a hybrid of organizational structures?

12.What kind of organizational structure would you prefer to work in and why?

5. What are the recruitment forms a company can use to find new employees? What
selection methods are the most effective?
1.What are the main methods of recruitment? What forms of internal recruitment can you think
of?
2.What are the main advantages of internal recruitment?
3.Why is it necessary to recruit from outside the organization? What is the commonly used
technique for recruiting people from outside?
4.What is the difference between a recruitment agency and a firm of headhunters?
5.Why is it difficult for a graduate to find a job? What methods of looking for a job can you
advise him to choose? What specific methods are used by recruiters to attract graduates to fill in
the vacancies?
6.What techniques are traditionally used in recruitment? How long is usually a typical interview?
How fast do decision-makers make their choice?
7.Why have some companies shifted from interviewing to testing? What is the purpose of
psychometric tests?
8.In what way do approaches to selection differ across cultures?
9.What management skills and qualities are emphasized in different cultures?
10.Decipher the SWAN criteria. Do they have international validity?
11.What two qualities have international validity and why?

6. What is the difference between a manager and a leader? Which leadership qualities
can be acquired and which must you be born with? What are the three modern
management styles?
1.Why is leadership needed at all levels of organization?
2.What qualities of a leader were needed in the past? What qualities of a leader are needed now?
What factors have influenced change of priorities?

3. What leaders do modern businesses require? What should be done to instill these qualities?
4.Leadership is traditionally considered to be an inborn quality. Is it possible to teach those
skills? Are you a leader or a follower by nature?

5.What types of leaders do you know? What management style is typical of a task-motivated
leader/ a relationship-motivated leader?

6.What does it mean “to delegate authority”? Does it have any benefits for the boss/ the
employees? What management style is empowerment typical of?

7.Should a leader be good at team-building? What kind of people should be included in a team
and why? What role would you prefer and why?

8.Which of the three management styles would you prefer to use as a manager/ experience as an
employee? Why?
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7.5. MeToanuyeckue MaTepuaJibl, onpeaesiiomue nNnpoueaypbl OeHuBaHUs 3HAHUIA,
YMEHHUI, HABBIKOB H (MJIH) ONBITA AeSTeIbHOCTH, XaPAKTEPU3YIOIIUX 3TANbI
¢dopmupoBaHus KOMIIETEH NI

Jns  oOyuarommuxcs 1o oO4yHOM ¢GopMe o0O0ydeHUs ypoBEeHb CPOPMUPOBAHHOCTH
KOMITCTCHIIMH  (KOMIICTCHIIMH), peaau3yeMbIX JaHHOHW TUCHUIUIMHOM, OILEHHBAaeTCS C
NpPUMEHEHHEeM OalUTbHO - PEUTHHTOBOW CHCTEMBI B XOJI€ TEKyImIed M MPOMEKYTOYHON
aTTeCTaIllMu CTYIAEHTOB corjlacHO [lonokeHnio o OaTbHO-PEUTHHTOBOM cucTeMe ABTOHOMHOM
HEKOMMEpPUYECKON  OpraHu3aluy BhICHIEro oOpa3oBaHus «MHCTUTYT  MEXIYyHApPOIHBIX
SKOHOMHYECKHX CBSI3EN».

s oOydJaromuxcsi MO OYHO-3a0YHONM H 3a04HOH ¢dopMaM OOydeHUsT YpPOBCHD
C(OPMUPOBAHHOCTH KOMIETEHIMU (KOMIICTCHIIHMIA), pealu3yeMbIX JIaHHOW JUCIMIUIMHON
OIICHUBAETCA C  KCIOJb30BAaHUEM  TPAAUIMOHHOW  IIKAJIbl:  «HEYJIOBJICTBOPUTEIHLHOY,
«YIOBJIETBOPUTEIBHO», «XOPOILI0», «OTIUYHO» (IIPH MPOBEIECHUHU dK3aMEHa) WIH «3a4T€HO» /
«He3auTeHo» (MPU TPOBEIEHUM 3aueTa), coriacHo I[lomokeHHI0 O TEeKymeM KOHTPOJe |
nmpoMexxyTouHor arrectanuu  oOydaronmuxcss B AHO BO «MHCTUTYT MeEXIyHapOIHBIX
DKOHOMHYECKHUX CBS3EN».

IIpoueaypa u KpuTEepUHU OLEHKH € PUMEHEHUEM 0a/UIbHO-PEHTHHIOBOI CHCTEMbI

MakcumanbHast OlleHKa TeKyIe paboTsl cTyieHToB — 50 6anos, B T.4:

- MOCEIICHWE ayJAUTOPHBIX 3aHATHI (KOHTakTHas paboTa — JIEKUUHU, MPaKTHUECKHE
pabotbl/cemuHapbl) — MakcumyMm 20 0aos;

- paboTra Ha ceMHHapaX M MPAKTUYECKUX 3aHATUSAX (BBICTYIUIEHHME C JOKJIAIOM,
MOJITOTOBKA MPE3EHTAINH, YCTHBIC OTBETHI, PEIICHUH 3a/1a4, padoTa CTYJIEHTOB MallbIX IPyIax,
BBHITIOJIHEHHE 3aJ]aHUH | T.I1.) — MakcuMyM 20 6aJlioB,;

- IUCbMEHHas KOHTpoOJIbHas pabora, pedepar M apyrue BHUIBI MHCbMEHHBIX PaboOT —
MakcuMyM 10 GaminoB (ecnu MpeayCMOTPEHO BBIMOJHEHHE ABYX pabOThl — MaKCHUMyM IO 5
0aJJIOB 32 KaXKIYIO0).

IIpomexyTouHasi aTTecTAUMsA B COOTBETCTBUU C YYEOHBIM IJIJAHOM IO HAIPaBJICHUIO
38.03.02MenemxmenT (mpoduiib «MupoBasi SKOHOMUKa») MO AUCIUILIMHE TPOBOIUTCS B (hopme
3ayeTa ¢ OLICHKOM U HK3aMeHa.

MakcumanbHasi OLIEHKAa 3HAHWM, YMEHUW W HABBIKOB CTY/CHTA, BBISBICHHBIX B XOJE
3auera C OIeHKo#/ sk3ameHa — 50 OamnoB. Cymma OalioB Ha 3a4eTe C OICHKOM/IK3aMeHe
CKJIaJIbIBACT U3 OLICHKU MPAaBUIBLHOCTH BBHIIIOJIHEHUS] TECTOBBIX 3a/IaHUM WIJIM YCTHOTO OTBETA U
pelIeHUs CUTYallMOHHBIX 33/1a4.

MaxkcuManbHOE KOJIHYECTBO OAJJIOB 32 BBIMOJIHEHUS 3aJlaHUM N7 TPOBEPKH YPOBHS
chopMupoBaHHOCTH 3HAHHK — 20 6a/I0B. DTO MOTYT OBITH TECTHl WJIM MPH YCTHOM 3a4eTe C
OLIEHKOI1/3K3aMeHe OTBETHI Ha BOIPOCHI OmieTa (3a Kax/plii Bonpoc He Oonee 10 6amios).

IkaJia oeHKH TEeCTOBBIX 3aJaHUl

e TecThl 3aKpHITOTO TUIA (MHOXKECTBEHHOTO BBIOOpA, aIbTEPHATUBHOTO BHIOOPA, UCKITIOYECHUS

JIMIITHETO, BOCCTAHOBJICHUS MTOCIIEIOBATEILHOCTH )

[IpaBunbHO BEIOpaH BapuaHT oTBeTa — 1 Gamn
e TecTbl JONOJIHEHUSA

Bnican BepHbIii oTBET — 2 Oaia

IIkana oueHUBaHUS YCTHOIO 0TBeTa (B 0a/1/1aX) HA BONMPOC HA 3a4eTe C
OLICHKOM/IK3aMeHe

Tema packpsiTa C OMOPOM Ha COOTBETCTBYIOIINE OHATUS U 3
T TUYECKHE MOJI0KEHUS
PackpsiTHE TEMBI, COPCTHHCCKHE TOJIOME
HCTIONTb30BaHUE AprymeHTanusi Ha TEOpETUYECKOM YPOBHE HEMOJHAs!, HO C
OCHOBHBIX ITOHATUN 01'I0p0171 Ha COOTBCTCTBYIOIIHUEC ITOHATHUA 2
(MmakcumyM 3 Gasia)
AprymeHTanMsi Ha TEOPETHMUECKOM YpPOBHE HENOJIHAd, 1
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CMBICT psiJia KITFOUEBBIX MOHSATUI HE 00BICHEH
TepMUHOJIOTMYECKHIT ~ ammapaT HEMNOCPEACTBEHHO  HE
CBS3aH C PACKPBIBAEMOU TEMOU 0
[TpuBoasiTcs hakThl U IPUMEPHI B IIOJTHOM 00BEMe 3
[TpuBoasATCS PUMEPHI B MOJTHOM 00bEME, HO MOKET OBbIThH
nomymieHa ¢akTthdeckas ommOka, HE MpUBeamas K 2
N3noxenune (akToB M | CYIIECTBEHHOMY MCKAKEHHIO CMBICIIA
MPUMEPOB 10 TEME [IpuBonsATcs mpuMepsl B yCEUEHHOM OOBEME, JOMYIICHO
(MakcumyMm 3 Oamiia) | HECKOJBKO (PAKTUYECKMX OMIMOOK, HE MPHBEANHUX K 1
CYIIECTBEHHOMY MCKa)KCHHUIO CMBICIIA
Homymenbl  ¢GakTHYeCKUEe W JIOTUYECKHE  OIIUOKH, 0
CBUJICTEIBCTBYIONINE O HEIOHUMAHUHU TEMBI
OTBeT xapakTepu3yercs KOMIO3WIMOHHOW WEIbHOCTHIO,
coOrozieHa JIOTUYECKas MOCJIeI0BATENIbHOCTb, 3
MOJJCPKUBACTCS PAaBHOMEPHBIM TeMN Ha MPOTSKEHUU
Komnozuimonnas BCETO OTBETA
IIETIOCTHOCTb, OTBeT XxapakTepu3yercs KOMIO3WLIMOHHOW NEIbHOCTHIO,
JIOTHYEeCKast €CTh HapyIICHUs TOCIEAOBATEIbHOCTH, MOACPKUBACTCS 2
IIOCJIEI0OBATEIILHOCTD paBHOMepHBIﬁ TEMII Ha IIPOTAXKCHHUHN BCCTO OTBCTA
(MakcuMyM 3 Gana) Ectp HapylmieHHss KOMIIO3MIIMOHHOW IIEJIOCTHOCTH |
MOCJIEI0BATEIBHOCTH, OombIIoe KOJIMYECTBO 1
HEOTpaBJaHHbIX May3
He npocnexuBaercs 10ruka, MbICIIb HE Pa3BUBAETCS 0
PeueBbix u Jekcuko-
rpaMMaTHYEeCKUX 1
OIIMOOK HET
(1 6amn)

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHU N7 MPOBEPKH YPOBHS
c(hOpMHUPOBAHHOCTH YMEHUH 1 HaBBHIKOB — 30 6aJLIOB.
MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMNOJIHEHHUS 3aJaHUl 7S MPOBEPKH YPOBHS
chopmupoBaHHOCTH yMeHUH — 10 6as1oB.
[IIkasa OLIEHWBAHUS CTAaHAAPTHBIX 33434

[ToHuMaHme NpeacTaBICHHON HH(OpMAIHH 0 1 2 3
N3noxenue GhakToB 0 1 2 3
[Ipemnoxxkenue crocobda petieHus npoodIeMbl 0 1 2 3
AKKypaTHOCTh O(hOpMIICHHS 1
HUTOI'O: 10

MakcumanbHOE KOJMYECTBO OasIOB 3a BBINOJHEHUS 3aJaHUM JUld NPOBEPKU YPOBHS

c(hOpMHUPOBAHHOCTH BIafieHNH — 20 6aJ1J10B.
[Ikana olleHMBaHMs HECTAHJAPTHBIX CUTYAL[MOHHBIX 33]a4, TPEOYIOINX apryMeHTalluu
COOCTBEHHOW TOYKH 3PEHUS

[ToHnMaHme peacTaBICHHON HH(OpMAIHH
N3noxenue GhakToB
[Ipemnoxxenue crocobda petieHus npoodIeMbl
O06ocHOBaHHUE cI0CO0a pemIeHHsI MPOOJIEMbI
[IpeayoskeHue aabTEePHATUBHOTO BapHAHTA
ITonHOTa, MOCIEI0BATENBHOCTD, JIOTUKA U3JI0KEHUS
AKKYpaTHOCTb M IPaBUJIbHOCTh 0()OPMIICHUS
HUTOTI'O: 20
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[Ipy  BbICTaBIEHMH  3a4yeTa/>K3aMEHAIMOHHOM  OLEHKM CyMMHpPYIOTCS  Oasibl,
MOJTy4YeHHBIE B XOJ€ TeKYIIeH paboThl U OaJlIbl, TOyYeHHBIE HEIOCPEICTBEHHO B XOJI€ 3a4eTa C
OLICHKOI/7K3aMeHa.

[TepeBoa wToroBoi cyMMmbl OamtoB mo aucuurinHe u3 100-0amibHONH B 9KBUBAJICHT
TPAAUITMOHHOW TATHOAUIBPHOM CHCTEME OCYIIECTBISICTCS B COOTBETCTBHU CO CIEAYIOIICH
mkanoi (. 3.3 TlonoxkeHus: 0 GaTbHO-PEUTUHTOBON CUCTEME):

3ader (C OIEHKOM)

Bauiel mo 100-0a1pHOM-IIKaIE [IarubauisHas crucTeMa OLEHKHU

85-100 6asoB 3aureno (OTau4HO)

70-84 6amioB 3aureno (Xoporo)

50-69 6amioB 3auteHo (Y 10BJIETBOPUTEIHHO)

49 GaIoB U HUKE He 3aureno (HeymoBieTBOPUTETHHO)

DK3aMeH
Bamer o 100-0amibHOKR-IIKaIE [TarubaiipbHas cucreMa OLEHKH
85-100 OamoB OTIHYHO
70-84 GannoB Xopol1o
50-69 6ayutoB Y 1OBIETBOPUTETHLHO
49 GansoB U HIXKE HeynoieTBopuTenbHO

Onucanue MKAaJbI OLICHUBAHUA

OneHKa OrneHka O1ieHKa «XOpOIIOY OrneHka
«HEYJOBIETBOPUTEIILHO» | «YIIOBIETBOPUTEIHHOY» (3a4TeHo) COTJIIHYHOY
(HE 3a4TEHO) (3a4TeHO) 70-84 Gamios (3a4TeHO)
49 6anoB U HUXKE 50-69 6amnoB [ToBbIIeHHBIH 85-100 6annos
KOMIIETEHIIHS ba3oBblii ypoBEHb YPOBEHb OCBOCHUA | BBICOKHI ypOBEHB
(KOMIIETEHIINH ) HE OCBOCHUS KOMIIETEHITUU OCBOCHUS
chopmMupoBaHa KOMITCTCHITH (KOMTIETEHITNI ) KOMITCTCHITH
(KOMITETEHITHH) (KOMITETEHITHH)
Komnerennus (ee yactp) Komnerennus (ee OO0yyaromumiics OO0yyaromumiics
HE pa3BUTA. 4acTh) HEJAOCTATOYHO | BIIJIeeT 3HAHUSIMU U o0nanaer
OOyyaromuiicst He pasBuTa. YMEHHSIMH, BCECTOPOHHHUMH U
obnamaer OO0yuaromumiics MPOSIBIISIET TyOOKUMH
HEO0OXOTUMBIMH YaCTUYHO 3HACT COOTBETCTBYIOIIIHE 3HAHUSIMH,
3HAHUSMHU, HE CMOT OCHOBHBIE HaBBIKU MPU YBEPEHHO
MPOJEMOHCTPUPOBATD TEOPETUYECKHE pelieHuu JI€MOHCTPUPYET
YMEHWSI U HaBBIKU MIOJIOKEHHUS, JIOMYCKAET CTaHIApPTHBIX U YMEHWUSI, CIIOKHBIE
OLIMOKHU TIpH HECTaH/IapTHBIX HaBbIKH, YBEPEHHO
OTIpe/ieNIeHUH TIOHATHUH, 3a/1a4, HO IMEIOT OpUEHTHUPYETCS B
CIOCOOEH peliaTh MECTO HEKOTOpHhIE MPaKTUYECKUX
CTaHJapTHBIC 3324, HETOYHOCTH B CUTYaIIUsX.
JoTycKasi HeOoIbIlne JI€MOHCTpALUU
MOTPEIIHOCTH OCBOCHUS MaTepuaia

IIpouenypa M KpuTepuH OLEHKH C TPUMEHEHHEeM TPAJAMUMOHHON IIKAJbI
OlleHUBAHUS

JIJst CTYZACHTOB OYHO-3a0YHOM M 3a04HOM (popM 00ydeHHsI ypOBeHb C(HOPMUPOBAHHOCTH
KOMTICTCHITHIA OIICHUBAETCS C UCIIONIb30BAaHUEM  TECTHPOBAaHUS  — CUCTEMBI
CTaHIapTU3UPOBAHHBIX MPOCTHIX U KOMILJIEKCHBIX 3a/IaHUi, TO3BOJIAIONIEH OMPEEIUTh YPOBEHD
3HAaHUH, yMEHUH U BIIaIeHUI 00y4Jaronierocs.

Kputepuu onenruBanust 3aaHuii:
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OLIGHKa «YIOBJIETBOPUTENBHO» / «3auyTeHO»- 3a 51-69% mnpaBUIBbHO BBHIMOIHEHHBIX
3aJlaHUi,

OIICHKA «XOPOII0Y / «3auTeHO» - 32 70-85% NpaBUILHO BHIMOJTHEHHBIX 3a/IaHUM,

OIICHKA «OTIUYHOY» / «3a4TEHOY - 3a IPABHIILHOE BBITIONHEHUE Oosee 85% 3amanuii.

B ciywae mnpoBemeHHMsT TPOMEKYTOYHOM aTTECTAllMd B YCTHO-TTMCBMEHHOW (opme
HCIIOJIB3YETCs CJIEYIONIas IIIKaja OLICHUBAHUSA:

Onenka «omauuno» / «3aumenoy. OTBETbl Ha IOCTABJICHHbIE BOIPOCHI H3JararoTcs
JIOTUYHO, TIOCTIEIOBATENIBHO U HE TPEOYIOT JOMOIHUTENBHBIX MosicHeHui. [ToTHO packpbhIBatoTCs
MPUYMHHO-CJIEICTBEHHBIE CBSI3U MEXAY SIBICHUSMHU U coObITUsMH. [lenaiorcs 0O0CHOBaHHbBIE
BbIBOABL. [IpakThmueckass 3amaya pemieHa BepHo. CTyAeHT yBEPEHHO OTBEYaeT Ha
JIOTIOJIHUTENIbHBIE BONPOCHL. [Ipy nmpoBeaeHnn TECTUPOBAHMS KOJIMYECTBO MPABUIIBHBIX OTBETOB
Oosbie uau paBHo 85 %.

Onenka «xopowo» / «3aumenoy. OTBETbl Ha IOCTABJIEHHBIE BOIPOCHI M3JIaraloTCs
CHUCTEMAaTHU3UPOBAHO M TMOCJIEAOBATENbHO. Marepuan wu3naraerca JOCTaTOYHO YBEPEHHO.
PackppITbl ~ TPUYUMHHO-CIEICTBEHHBIE  CBSI3U  MEXKAYy  SBJICHUSMH U COOBITUSMHU.
JleMOHCTpUpYyEeTCS. yMEHUE aHaJu3UpOBaTh MaTepuand, OJHAKO HE BCE BBIBOJbI HOCST
apryMEHTHPOBAHHBIN U JOKa3aTelbHBINA xapakTep. [IpakTuyeckas 3amada pemieHa BEpHO, JTU00
JOTIyIIeHa HecyliecTBeHHas: ommuoka. CTyIeHT MOXKET AOMYyCTHTh HETOYHOCTh MPU OTBETE Ha
JIOTIOJIHUTENbHBIE BONPOCHL. [Ipy nmpoBeaeHnn TECTUPOBAHMS KOJIMYECTBO MPABUIIBHBIX OTBETOB
6osnbie unu pasao 70 %.

Onenka «ydoeremseopumenvuo» /  «3aumenoy». JlomyckaroTcsi HapylleHUs B
MOCJIEIOBATEIbHOCTH H3J10KeHUsl. HemoaHo packpbIBalOTCS MPUUYMHHO-CIIEICTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUAMHU. J[eMOHCTPUPYIOTCS MOBEPXHOCTHBIE 3HAHMS Bompoca. B
pEIICHUH MPAaKTUYECKUX 3a]1a4 JOMyIIeHa OMMOKa, UCIpaBisieMas ¢ MOMOIIBI0 TIPEToaaBaTers.
Nwmerotcss 3arpynaHeHust ¢ BbiBoAaMu. CTYyJEHT 4YAaCTMYHO OTBEYAET Ha JOIMOJIHUTENIbHBIC
BONPOCHL. [Ipu mpoBeIeHNN TECTUPOBAHUS KOJIMYECTBO MPABUIHHBIX OTBETOB Oonee 51 %.

Onenka «HeydogremeopumenvHo» / «He 3aumeno». Matepuan  u3naraercs
HEMOCTIEI0BATEIbHO, COWBYMBO, HE TIPEICTABISACT OINPEACICHHOW CHUCTEeMbl 3HAaHUW TIO
qucuuruHe. He  packpblBaroTCs NPUYMHHO-CIEACTBEHHBIE CBS3M MEXKIY SBICHHUSIMU H
coObiTusiMA. He mpoaeMOHCTpUPOBAaHO yMEHHE aHAIW3HpOBaTh MaTepuan. llpakTuueckas
3a/laya He pelleHa WK pelleHa He BepHO. BBIBOABI HE ITPaBUIIbHBI WU HE clenanbl. OTBETHI Ha
JIOTIOJIHUTEIbHBIE BOMPOCHI OTCYTCTBYIOT. llpM mNpoBeJeHUU TECTUPOBAHUS KOJUYECTBO
NpaBUJIBLHBIX 0TBETOB MeHee 50 %.

[Ipu dhopMupOBaHUN OKOHYATEIIBHOTO Pe3yJbTaTa MPOMEKYTOUHOM aTTECTAIIMH C IPUMEHEHHEM
TPaIMLMOHHON IIKaJlbl OLCHUBAHUS YUYHUTBIBAIOTCA PE3YyJbTaThl TEKYIIEro KOHTPOJSI paboThI
CTYJIEHTa, U OIICHKA MOXET OBITH MOBBIIIICHA HA OJMH OaJL.

8. IlepeyeHb OCHOBHO¥ U IONOJTHUTEIbHOI Y4eOHOH JUTepaTypbl, HEOOXOAMMOIi 1JIs1
OCBOEHMSI TMCUUIJIMHBI (MOXYJIs1)

8.1.0cHoBHas JauTEpaTypa

1. JleBuenko, B.B. AuHrnwmiickuii s3bIK Ui SKOHOMHCTOB (A2-B2): y4eOHuk mms

By30B/ B. B.Jleruenko, E. E. Jlonranésa, O. B. MemepsikoBa. — 2-¢ u3A., UCTp. U JOI. —
Mocksa : U3natensctBo FOpaiit, 2022. — 408 c. — (Bricmiee o6pazoBanue). — ISBN 978-5-
534-14780-3. — Texkcrt : snexktpoHHBIA // OOpa3zoBarenbHas miatdopma FOpaiiT [cait]. —

URL.: https://urait.ru/bcode/481858

2. CroruueBa, O.H. Aurmmiickuii s3elk s skoHomucToB (B1-B2). English for
Business Studies in Higher Education : yueOnoe mocobue mis By3oB/ O. H. Crornuera. —
Mocksa : M3natensctBo FOpaiit, 2022. — 197 ¢. — (Bricmiee o6pazoanue). — ISBN 978-5-
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534-10008-2. — Tekcr : snexktpoHHBIA // OOpa3zoBarenbHas miatdopma FOpaiiT [cait]. —
URL.: https://urait.ru/bcode/475072

3. Hanmnenxo, JI. 1. Anrmuiickuii s3Ik 1t 3KOHOMHCTOB (B1—B2): yueOHUK 1
npaktukyM it By3oB / JI. I1. Jlanunenko. — 3-e u3z., ucnp. u gon. — MockBa: M3naTenscTBo
FOpaiit, 2020. — 130 c. — (Bwicmiee obpazoBanue). — ISBN 978-5-534-07990-6. — C. 1 —
Tekct: anextponnsiii / DbC Opaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
dlya-ekonomistov-b1-b2-452042

8.2. lonoiHMTE/IbHAS JIMTEPATYPa

1. Skymesa, W. B. Aurmmiickuii s3pik (B1). Introduction Into Professional English :
y4eOHUK U mpakTukyMm ans By3oB/ W. B. flkymesa, O. A. JlemyerkoBa. — 3-¢ H31., UCIp. U
norn. — Mocksa : WznarensctBo [Opaiit, 2022. — 148 c. — (Bricmee oOpaszoBanme). —
ISBN 978-5-534-07026-2. — Tekcr : snekrponnslii // O6pazoBatenbHas miaardopma HOpaiit
[caitT]. — URL.: https://urait.ru/bcode/4901592.

2. Mensiino, B.B. Akanemuueckoe mucbkMo. Jlekcuka. Developing Academic
Literacy : yuebnoe mocobue mas By3oB/ B. B. Mensiino, H. A. Tynskosa, C. B. Uymunkun. —

2-¢ u3n., ucmp. U jom. — MockBa : UsnatensctBo FOpaiit, 2020. — 240 c. — (Bricuee
obpazoBanue). — ISBN 978-5-534-01656-7. — C. 2 — Texkcr: anekrponnsiid // DBC HOpaiir
[caiir]. — URL: https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-

literacy-452815

3. MouceeBa, T.B. Aurmuiickuii S3bIK AJI1 3KOHOMHUCTOB: ydeOHOe Tocobue s
By30B/ T.B. Mowuceesa, H. H. [lammuna, A. O. lllupokux. — 2-e¢ u3n., mepepab. U A0 —
Mocksa: U3parensctBo FOpaiit, 2020. — 157 c. — (Bricmiee o6paszoBanue). — ISBN 978-5-
534-08911-0. — C. 1 — Tekcr: osmektponnsii // OBC HOpaiitr [caiit]. — URL:
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-455198

4. HyxnoBa, E.E. Amnrnuiickuii s3eik. Professional Reading: Law, Economics,

Management: yuebHoe mocobue ans By3oB/ E. E. HyxxnoBa. — 2-e u3n., ucmp. U Jom. —
Mocksa: U3marensctBo Opaiit, 2020. — 149 c. — (Bricmiee oOpazoBanme). — ISBN 978-5-
534-07994-4. — C. 1 — Tekcr: osnekrponsusii // OBC Ipaiit [caiit]. — URL:

https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-455198
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9. [lepeyeHn pecypcoB HHGOPMAIHOHHO-TEJIEKOMMYHUKANNOHHOI ceTn ""UHTepHeT",
HEO0XOIUMBIX /IJIsl OCBOCHUS TUCHHUILIHHBI (MOYJIs1) 1 HH(OPMAIMOHHBIX TEXHOJIOTUIA,
HCNO0JIb3yeMbIX MPH OCYIECTBJICHUH 00pa30BaTEeIbHOI0 NMPoLecca Mo AUCHUILINHE
(MoayJ110), BKJIIOUYAs MepevyeHb NPOrPaMMHOro odecrnevyeHusi ¥ HHGOPMANMOHHBIX
CIPABOYHBIX cCHCTEM (MIPU HEOOXO0IUMOCTH)

1. http://biblioclub.ru - 9bC «YHuBepcureTckast OMOIHMOTEKA OHITANHY

2. http://biblioclub.ru - 3BC «YHuBepcuTeTcKas OMOIHOTEKA OHITAHHY

3. https://elibrary.ru/org_titles.asp?orgsid=14364 - nay4Has S3JCKTpOHHas OHOJIHOTEKA
(HOB) «eLIBRARY.RU»

4. https://learnenglish.britishcouncil.org-  caiir Bpurtanckoro CoBera ¢ 0aHKOM
MaTepUalioB Uil YPOKOB M CAMOCTOSTEILHOTO M3YYEHHUS] aHTJIHMHICKOTO S3bIKa MO PA3IHYHBIM
TeMaM Kak oOIlero, Tak W JeJ0BOr0 xapakrtepa. OxBaueHbl BCE YPOBHH JICKCHUCCKOM
CIIOYKHOCTHU: OT HaYaJIbHOTO JI0 CAMOT'O MPOIBUHYTOTO.

5. https://ru.duolingo.com/- GecruiaTHbIi cepBUC IS U3yUSHHS] HHOCTPAHHBIX SI3BIKOB C
uyas. [Iporpamma moctpoeHa B ¢GopMe «aepeBa JOCTHIKEHHI»: YTOOBI MEPEHTH Ha HOBBIM
YPOBEHb, HY)XHO CHadaja HaOpaTh OMNPEACICHHOS KOJUYECTBO OYKOB, KOTOpBIC HAIOTCS 3a
npaBwiibHbIE OTBeThl. EcTh npunoxenus 11t i0S u Android.

6. https://www.real-english.com/new-lessons.htm - caiitr ¢ ypokamu, craTbsiMu ¥ BHIIEO
3apUCOBKAMU JIJIsI M3YYAIOIINX AHTJIMICKUAN $3bIK, BCE MaTepHalibl yCJIOBHO pa3/elicHbl Ha
JICKCHUYECKUE U TPAMMAaTHYECKHE, IOCTYITHBI BCE YPOBHHU CIIOKHOCTH.

7. https://www.economist.com/ - skoHOMHUYECKHi CalT U (POpyM Ha aHTIHICKOM SI3BIKE,
COJICp AL JICJIOBBIC HOBOCTH, 3KOHOMHUYECKHE CTAThU Ha JICNIOBYIO TEMAaTHKY, OOCYXKICHHE
npo0OJieM JIETIOBOTO XapaKkTepa.

8. https://www.ft.com/- caiiT 3KOHOMHYECKOW Tra3eThl HA AHTITMUCKOM si3bike. COICPIKUT
JICTIOBbIE HOBOCTH, 3KOHOMHYECKHE CTaThbl Ha JICJOBYIO TEMAaTHKY, OOCYXJeHHE MpoOiieM
JICIOBOTO XapakTepa.

JIMIIeH3HOHHO0E MPOrPaMMHOE 00ecreueHne:.

- Windows (3apy0exHoe, BO3ME3IHOE);

- MS Office (3apyOexxHOE, BO3ME3THOE);

- Adobe Acrobat Reader (3apyOexxHoe, CBOOOIHO pacpoCTpaHIeMoe);

- Koncynprantllmoc: «Koncynerantllmoc: Cryment» (poccuiickoe, CBOOOIHO
pacnpoCTpaHsIeMOE);

- 7-zip — apxuBatop (3apy0eKHOE, CBOOOHO PAaCIIPOCTPAHIEMOE);

- Comodo Internet Security (3apy6exHoe, CBOOOTHO pacIpoCTpaHIEMOE).

10. MeToguueckue yKazaHus JJisl 00y4AOIIMXCS 110 OCBOCHUIO TUCUUIIMHBI (MOIYJIs1)
CoBeTbl 110 BeIeHHUIO IJ10ccCapusi MPO(ecCHOHAIBLHBIX TEPMUHOB

— O0TOOpaHHbIE TEPMHUHBI U JIEKCUUYECKHE €AMHULIBI JOJIKHBI OTHOCUTHCS K IIUPOKOMY U
Y3KOMY MPOQIITIO CIICIUATBHOCTH;

— OTOOpaHHBIE TEPMHHBI M JICKCUYECKHE EIWHMIIBI JOJKHBI OBITh HOBBIMH U HE
IyOaMpoBaTh paHee U3yUYEHHBIE;

— OTOOpaHHbIE TEPMHUHBI M JIEKCHYECKHE €IUHUIBI JODKHBI OBbITh CHAOKEHBI
TPAHCKPHUIIIIUEH U MEPEBOJOM Ha PYCCKHH s3BIK (BO M30&KaHHUE HETOYHOCTEH PEKOMEHIYETCS
M0JIb30BaTHCA CIIEHUAIU3UPOBAHHBIM CIIOBApEM);

— 0011ee KOJIMYECTBO OTOOPAHHBIX TEPMUHOB HE JTOIKHO OBITH MeHbIIe 500 enuHuIL;
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- OTO6paHHBIe TCPMHUHBI U JICKCUYCCKUC CAUHHILBI NPCAHA3HAYUCHBI [JIA AKTHUBHOI'O
YCBOCHUA U JOJIZKHBI UCITIOJIB30BAaThHCS IPHU YTCHUH, BOCIIPUATUN HA CIIYX, TOBOPCHHUU U ITUCbMC.

MeToanyecKkue peKOMeHAAlMH M0 HAMMCAHUIO 1eJ10BOI0 MUCbMA

[TucbMO 1OJIKHBI OBITH SICHBIM, KPATKUM U BEXKIIUBBIM.

YnorpebusiiTe MpocThie CIOBA/BHIPAXKEHNUS BMECTO BBICOKOIAPHBIX M CTEPEOTUITHBIX, €CIIN
OHU MMEIOT OJITHO 3HA4Y€HUE, KOHKPETHbIE BMECTO aOCTPAaKTHBIX. UeM mpolie Bbl TOBOPHUTE, TEM
obicTpee Bac moiimyT. OpHako He 3a0bIBaiiTe, YyTO B OQUIMAILHON JENOBOM INEpenucKe He
WCIIONB3YIOTCS HUKakue cokpamenus Tuna "I'm" u cienr. Hampumep, Bmecto ¢paser "We are
the recipients of", nmyumre ckazare "We received"”. Bol qoObeTech KpaTKOCTH H SICHOCTH B CBOMX
NUCbMax, eciiu OyJleTe UCMOJIb30BaTh KOPOTKUE WM CPEIHEW IIMHBI MPEUIOKEHUS BMECTO
JUIMHHBIX M CJOXHBIX 000pOTOB. I'paMoTHOE JeneHHe Ha ab3ambl O0JIEerdaeT 3pUTENBHOE
BOCIIPHMSITHE TEKCTA U 3aJ1a€T BCEMY IIPOLIECCY PUTM.

OnHUM U3 TOKa3aTreneil BeXIIMBOCTH B JICJIOBOM MEepenucKe sBISETCS JIMYHOE 00paleHne K
yenoBeKky. He Hano 3a0bIBaTh PO BEXJIMBOCTD JaXe TOI'ZIA, KOIJIa BBl OYE€Hb HEJOBOJIbHBI KEM-
TO WJIM YEM-TO.

IMonwITOXKUM:

1. Bribupaiite KOpOTKHE U CpeiHell ATUHBI IPEUIOKEHH, YIOTpeOIIiTe IPOCThIe CJI0Ba U
BBIpa)KEHUS

2. He ynotpe0isiiiTe pa3roBOpHBIC COKPAIIICHHUS U CIICHT

3. Jlenurte HanmMcaHHOE Ha a03aIlbl

4. BynpTe BeKIMBbI U JUIIIOMAaTHYHBI

«Manka» nucbMa.
Kaxxnoe nemoBoe mucbMo medataetcs (MUIIETCS) HA YXKE 3aTOTOBIICHHOM, (pUpMEHHOM OJIaHKe.
B BepxHeli wacTu OnaHkKa pa3MmemiaeTcs Tak HasbiBaemas '"mamnka" - 3aroyioBoK. OOBIYHO B
3aroJI0BKE JaHbl CJeYyIIIne CBeIeHHs:
e  3aPETUCTPUPOBAHHOE Ha3BAaHUE KOMIIAHUU
e  KpaTKHE CBEACHHS O XapaKTepe €€ eATeIbHOCTH,
e  KOHTAaKTHas WH(OpMALHUSL.

Teno nucbma. 3akiawuurenbHas popma BexanBocTu. [lognuce.

[TepBerii a03all OCHOBHOTO TEKCTa HA4YMHACTCA C MPEAJIOKECHUS, B KOTOPOM BHI
MOJTBEPKIACTEe IOJIyYeHUE TIHChMa OT Ballero KOPPECTOHACHTa, WM CO CCBHUIKM Ha
MOCTYNMBILICC ITUCBMO.

OOBIYHO 00BEM JIETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIIe OAHON CTPAHMIIBI M €r0 MPOJODKCHHUE HaledaTaHo Ha oOpaTHON CTOpPOHE JUCTa, TO B
KOHIIE TIEPBOM CTpaHUWIBl mumercs p.t.o., yto o3HadaeT Please Turn Over (CmoTrpute Ha
oboporTe).

Ecnu BBI OTCBITIaeTE KOMMM MUChMA U JPYTUM ajpecaTamM, TOTJa B KOHIIE MUChMa CIeIaiTe
COOTBETCTBYIOIIYIO OTMETKY B BHJIE Cleayomieii abopeBuarypsl: "c.c." - carbon copies (Tounbie
korun) uiu Copy to...

I/IHOI‘,Z[a Bbl HC XOTHUTC, ‘ITOGBI moJjiydareyib BallCro nvucbmMa 3HAJ, YTO BbI CIIC KOMY-TO
oTocianyd Komuu. B 3Tom ciydae BHM3Y muceM-Komuii Bbl ykasesiBaeTe "b.c.c." - blind carbon
copies. (CKpBIThIC KOITUH).

Ecnu x nuceMy mMeeTcs MpUIIOKEeHUe (KaTaior, KOHTPAKT, CYeT W T.J.), TO BHHU3Y, MOCIE
noanucu Jaenaerca ykazanue o0 srtom: "Enc:", "Encl:" - sto cokpamenue ot Enclosure
(MpUIIO’KEHUE, BIIOKEHUE).
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l'[pnMeprle AI3BIKOBBIC KJINIIIE 1JH 1€JI0BOI'0 IMCbMA IO YaCTAM:

1. O6pamenne

Dear Sirs, Dear Sir or Madam

”(ecnn BaM HE U3BECTHO UM aJpecara)

Dear Mr, Mrs, Miss or Ms

(ecu BaM M3BECTHO MMS ajpecarta; B TOM
clydae KOTJa BBl HE 3HAETe CeMeifHoe
MIOJIOKEHHE JKEHIIMHBI CIIEAYyeT MHucaTh
Ms, rpy0oit OIMMOKOW  SIBJISIETCS
ucroib3oBanue Gpassl “Mrs or Miss™)

|Dear Frank,

”(B 00palieHny K 3HaKOMOMY YEJIOBEKY)

2. Berynuienue, nmpeapbiayiinee o0LIeHNe.

|Thank you for your e-mail of (date)...

”Cnacn6o 3a Ballle MUCbMO OT (YKCTIa)

|Further to your last e-mail...

”OTBeqaﬂ Ha Ballle TUCHLMO. ..

| apologise for not getting in contact with you
before now...

S mpoury mpouieHus, 4YTo 10 CHUX MOp He
HaIuCcall BaM...

|Thank you for your letter of the 5th of March.

‘CHaCI/I6O 3a Bale NucbMo ot 5 Mapra

With reference to your letter of 23rd March

23

OTHOCHUTEILHO Ballero IHUcbMa OT
Mapra

With reference to your advertisement in «The
Times»

OTHOCHUTENBHO Balel pekiambl B TaliMc

3. Yka3zaHue NIPUYHH HAUCAHUS MHCbMA

|I am writing to enquire about

”H MUIIY BaM, YTOOBI y3HATb. ..

|I am writing to apologise for

HH IMITY BaM, YTOOBI H3BMHUTHCS 34. ..

|I am writing to confirm

HH MIUIITY BaM, 9TO ObI TOATBEPIUTS. ..

|I am writing in connection with

HH NI BaM B CBS3M C ...

We would like to point out that...

Msl xoTenu Ob1 00paTUTH Ballle BHUMaHHE
Ha ...

4. IIpocboba

ICould you possibly...

”He MOTJIA OBl BEL. ..

I would be grateful if you could ...

4 Obln OBl IPU3HATENICH BaM, €CJIA OBl BBI

[l would like to receive

”H ObI XOTeJ MOTYyYUTh

IPlease could you send me...

”He MOTJIH OBI BBI BEICTIATEH MHE. ..

5. Corsamenue ¢ ycJOBUSIMU.

|I would be delighted to ...

”H ObLT OBI pan ...

[l would be happy to

”H ObLI OBl CYACTIIMB. ..

|I would be glad to

”5{ ObL1 OBI paj...

6. Coo0l111eHHE NIJIOXMX HOBOCTEM
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|Unfortunate|y ”K COJKaJICHUIO. .. ‘
|I am afraid that ... HBorocs, 4TO. .. \
|I am sorry to inform you that HMHe TSDKEJIO cO00MmaTh BaM, HO ... \

K COXKaJICHUIO, MbI BBIHYXICHBI COO6I_HI/ITB

We regret to inform you that...
BaM O...

7. Hpnnome}me K IHCbMY AO0IMOJHUTECJIbHBIX MATCPUAJIOB

|We are pleased to enclose ... ”MBI C YZIOBOJILCTBHEM BKJIQ/IBIBACM. . . ‘
|Attached you will find ... ”B MPUKPEIUIEHHOM (aiisie Bbl HalgeTe. .. ‘
|We enclose ... ”MBI IPHJIATaeM. . . ‘
|P|ease find attached (for e-mails) ”BBI Ha1eTe MPUKPEIUICHHBIN (aii. .. ‘

8. Boicka3piBaHHe 0/1ar0apHOCTH 3a NPOSIBJICHHbIN HHTEpeC.

|Thank you for your letter of HCnacn6o 3a Balle MMCbMO \
|Thank you for enquiring HCnacn6o 3a TPOSIBIICHHBINA HHTEPEC. .. \
|We would like to thank you for your letter of ... ”MBI xoTenu Obl T0OIaroapuTh Bac 3a... \

9. [lepexon K apyroii Teme.

|We would also like to inform you ... ”MBI TaK )K€ XOTEIIH ObI COOOIINTH BaM O... ‘
|Regarding your question about ... ”OTHOCI/ITCJ‘II)HO BaIllero BOMPOCa O... \
|In answer to your question (enquiry) about ... HB OTBET Ha Balll BOIIPOC O... \
|I also wonder if... ”MGHH TaK)Xe HHTEPECYeT. .. ‘

10. lonosiHMTEILHBIE BONPOCHI.

|I am a little unsure about... HH HEMHOT'O HE YBEPEH B ... \
|I do not fully understand what... H}I HE 10 KOHIIA MOHSIL. .. \
|Cou|d you possibly explain... ”He MOTJIN OBbI BbI OOBSICHUT. .. ‘

11. Ilepenaya unpopmanuu

I’m writing to let you know that... H}I MLy, YTOObI COOOIUTS O ... \
|We are able to confirm to you... ”MBI MOKEM MOATBEPIMTD ... \
|I am delighted to tell you that... ”MBI C yJI0BOJIbCTBHE COOOIIAEM O ... ‘
We regret to inform you that... K cosxanennto, Mbl BEIHYKAEHBI COOOIUTD
BaM O...

12. TIpensio:keHue cBoeii MOMOIIU

|W0u|d you like me to...? HMory mu 5 (caenats)...? ‘
|If you wish, 1 would be happy to... HEcnn XOTHUTE, S C PAIOCTHIO. .. \

CooOmure, ecid BaM ITOHAZOOMTCA MOS

Let me know whether you would like me to...
ITOMOIIb.

13. HamomMuHaHue 0 HAMeYeHHOH BCTpPe4Ye /M 0:KUAaHHue 0TBeTa
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|I look forward to ... ”H C HETEPIICHUEM KTy,

|hearing from you soon onrna CMOT'y CHOBA yCJIBIIIIATh BAac ‘
|meeting you next Tuesday HBCTpqu/I C BaMH B clieayromuii Bropuuk ‘
|seeing you next Thursday HBcrperm ¢ Bamu B UerBepr \
14. Iloanuchb

Uckpenne Bam (ecnu ums gyenoBeka Bam
HE U3BECTHO)

Yours faithfully,

|Y0urs sincerely, H(ecnu nMs Bam n3BecTHO) \

KpuTepunm omeHKM NHCeM: JOTHYHOCTh COJACPIKAHMS, HaJIW4MUe S3BIKOBBIX KIIHUIIIE,
yOeIUTEIbHOCTh apTyYMEHTAIINH, TPAMOTHOCTh, OopMIIeHHE PAOOTHI.

MeTtoauyeckue peKOMEeHAALUH 110 MOATOTOBKE H 3alUTe NPe3eHTAIUH
Omnpenenure TeMy, LENb U IUIaH BBICTYIIJICHUSL.
YcTaHOBHTE IPOJOJKUTEIBHOCTD ITPE3CHTALINH;
OOparuTe BHUMaHUE Ha OCOOCHHOCTH CITyIIaTelNeH;
IIpenycmoTrpute BKItOUYEHUE ClylaTenaed B 00CykAeHUE TEMbI-IIPOOIEMBI;
Crnenute 3a MaHEpOU MPECTABICHUS MPE3ECHTALMHU: COONIOICHIE 3PUTEIILHOTO KOHTAKTA C
ayIUTOpUEH, BBIPA3UTEIBHOCTD, JKECTUKYJIALNSA, TCIOABUKEHUS;
v TlpemycMOTpUTE WILTIOCTPAIMH (HO HE TIEperpyKaiiTe HMHU CIaii/ipl), KJIIOYEBbIe CI0BA,
v\ OO0s3aTenbHO MPEAYCMOTPUTE PEMETHIMIO BBICTYIUICHHSI B  CONPOBOXICHHU C
IIPE3CHTALUCH.
TpeOoBaHMsl K NPe3eHTALMH:

NENENENIN

4. 7-12 cnaitnos B PowerPoint
5. [Iman npe3enranuu:
4 Bcerynnenue (modyemy BbIOpaHa qaHHas TeMa Mpe3eHTanum) (2 ciaiiaa)
v OcHOBHas 4acThb
v 3akmroueHue (BbIBOBI) (2 craiina)
6. Crniukep npe3eHTyeT CBOIO TEMY M OTBEYAET Ha BOIIPOCH! YYaCTHHUKOB.
HpnMepHme KJInmie 1Jid 3allUThI IIPE3CHTAlluM
HauaJjo

Starting
Formal Meeting Informal Meeting

Okay everybody. Please take a seat.
Good morning/afternoon/evening ladies and Let’s get started. If you have any
gentlemen..... My name is ... and I'm head of the questions, please feel free to ask me
marketing department. Ourpurpose this morning is to at the end of the presentation. We’ll
hear a presentation, and to discuss it with all of you. hear a presentation and discuss it to

see if there are any fresh ideas.

take a seat— mpucaxuBalTech, pUrpoOSe — 1enb, get  started —  wHagarte, disCuss —
obcyxaath, feel free to ask — ceoboaHo cparmBaiite, fresh ideas — ceexwue umen.

T'1aBHast yacTh
Introduction
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Formal Meeting

As you already know, today’s presentation is
designed to present some important points of

'.I'.r.lis first slide shows our agenda for the day.

First, I will begin with an overview of ...
Then, Ms. Smooth will present the data that
she gathered and her ideas for ... She will be
followed by Mr. Hanson, who will discuss
adapting our product to meet market needs,
and at last we'll make a conclusion with the
main recommendations.

Since we have very limited time today,

please hold your questions until the end of the

presentation.

Informal Meeting

All right, let me start by saying thanks to all
of you for the interest in this presentation.

I would like to talk to you today about ....
for... minutes.

First I would like to talk about....

Then I would like you to take a look at...
Following that we're going to talk about...
Then I'm going to wrap things up with our
team’s recommendations.

Lastly we are going to discuss...

Any questions so far? Please feel free
to interrupt me at any time.

be designed — 6bITh 3aqymannbiM, Slide — cnaiin, agenda — mosectka aus, let me start —
M03BOJIbTE HauaTh, Say thanks — 6iaromaputs, Overview — o63op, present the data —
NpeCTaBIATh JaHHbIe, at last — nakonerr, conclusion — 3akrouenue, wrap things up —
3aBepinuM, hold the questions — nepxath (He 3a0bIBaTh) Bompockl, SO far — moka, interrupt -

IpephIBaTh

Hexortopsie ¢hpasbl, TaHHBIE HIXKE, TOMOTYT HE pacTePAThCs U CPOKYCHPOBATH BHUMAHHE
ayIMTOPUHU B HanOOJIee BaXKHBIX TOYKAX Mpe3eHTaruu. @pa3bl OAMHAKOBHI 7S JIFOOOTO THITA
Mpe3eHTaNH — (HOPMATBHOTO W HEPOPMATILHOTO.

English

Now we will look at...

I’d like now to discuss...

Let’s now talk about...

Let’s now turn to...

Let’s move on to...

That will bring us to our next point...
Moving on to our next slide ...

Russian

Teneps B3IJIsiHEM Ha ...

Teneps MHE XOTEI0CHh ObI OOCYIHTh. ..
JlaBaiiTe Teneps NOrOBOPUM O ...

Teneppb naBaiiTe Nepeniem K ...

[Ipomomxumc ...

OTO OTCBIIACT HAC K CIENYIOLIEMY IIYHKTY ...
JIBuraemcs K HalemMy CJlIeAyIOLIEMY CIANLY ...

3aKJao4YeHue

English

Let's sum it up.
Let's wrap it up.

I would like to sum up the main points again...

So, in conclusion...
Finally let me just sum up today’s main
topics...

Russian

JaBaitite cyMMHpyeM.

3aBepuInM.

Emte pa3 xoten 661 CyMMHUPOBATH TJIABHOE. . .
Hrak, B 3aKiIrodcHME. . .

Hakoner, moaseneM UTor CeroHsIHAM
[JIABHBIM MOMEHTAM. ..

OTBeTbI HA BONIPOCHI

English

I think I answered your question earlier.
I'm glad you asked that.

Well, as | already said...

That's a very good question (of you to ask).
So you are asking about...

Russian

Sl nymato, s oTBEeTHI yke Ha Bam Bompoc
panee.

Pan, uro Bl cipocuiii 06 3ToMm.

Hrak, Kak s y’e ¥ TOBOPUIL. ..

Ouenp Xopommii Bompoc (KOTOpsIid Bei
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If I’ve understood you correctly you are asking 3amanm).

about... Wrak, Bsl cipammBaere o ...
Ecnu s npaBuibHO nioHsn Bac, Bel
CIIPAIIUBAETE O ...

OueHka npe3eHTANMIA:

1. Ecnu npe3eHTanus oleHeHa Ha «OTJIMYHO» CTYJEHT UMEET MPaBoO Ha OTBET U3 JIBYX aCIEKTOB
Ha 3K3aMeHe

2. OueHKa Npe3eHTalnd CKIIaJbIBAETCS M3 TOJOCOBAHUS YYAaCTHUKOB M HPOQECCHOHATBHOIO
MHEHHS NIperogaBareinci

MeTtoauyeckue peKOMeHAalMHU 110 padoTe ¢ KeicaMu
«Ketic-ctagu» (oT aHri. «case study» — wu3ydeHHE KOHKPETHOTO ciydas / TpoOiembr /
curyaruu). CyThb KEWC-TEXHOJIOTUH 3aKII0YaeTcs B TOM, 4YTO CTyICHTaM Ipejjaraercs
OCMBICJIUTD JIEJIOBYIO CUTYAIIMIO, B3STYIO U3 PEaJbHOM 3KOHOMHYECKOW MPaKTUKU, KOTOpas He
TOJIBKO OTpaKaeT KaKylo-IMOO TMPAKTUYECKyI0 IMpoOJieMy, Kak TMpaBHJIO, HE HMEIONIYIO
OJIHO3HAYHOTO pEIEeHUs, HO M KOTOpas aKTyaJIU3UPyeT OMpPENEICHHbI KOMIUIEKC
npodeCCHOHATBLHBIX ¥ KOMMYHUKATUBHBIX 3HAHUN M YMEHUH.
VYyacTHHUKaM npeziaraeTcs cTaTh MPeJCTaBUTENIMU KOMIAHUH, TPOOIEMbI KOTOPOH OHH TOJIBKO
YTO JETAJIbHO W3YYMJIM, UM BBICKA3aTh CBOIO TOYKY 3pEHHUS CHayana B (QopMe Mpe3eHTAINH
(MOHOJIOTHYECKAsT pedb), a 3aTeM NPHUHATh Y4acTUE B IUCKYCCHH/TIEPETOBOpax (AHaiorudecKas
U noyiorndeckas (Gopmbl OOIIEHUS), B X0J€ KOTOPOH NOJKHO OBITh HAHAEHO ONTHMAIIbHOE
pelieHue.

Cxema paboThlI ¢ «case study»

Jrtan 1. Opranu3anuoHHas CTAAUA PA00THI HAJI KeCOM

| 3HAKOMCTBO C COJEP/KAHMEM JCTOBOH CHTYAIHH |
4

‘ [IpenBapuTenbHOE OOCYKACHHUE EIIOBOM CUTYAIIMH |
)

\ BhICTyIIeHNs] Y4aCTHUKOB CUTYallUU \ | [lonBeneHue UTOrOB MpernoaBaTesieM
4
\ DopMUPOBAHKHE MAJIBIX MOATPYIN U3 3-5 YETOBEK |
4

| BeIGOp Jmz1epa B IOATPYIIIAx |
|

\ Br160p muHUM OBEACHUS KXKJ0W MOATPYITION |
<
| KoMMeHTapuu perioaBaress o6 00beMe IpeacTosmei paborsl |
Jtan 2. Paboyas cragus padoTbl HAX KeilcoM

| JleTanbHO€ M3y4YeHUE JETOBOM CUTYAllMM YYaCTHUKAMU JEJI0BOM CUTYallUN \
<

AHanu3 1eT0BOM CUTYAIMU B KAXI0W NOATpyNIIe
Pa3paboTka miaHa nmpe3eHTaIluy aHaIu3a

T~
\ Jluckyccus B MaJIbIX rpynnax | | [IpunsiTHE penieHunii
<
CpaBHeHnue pesynbraroB pabotel ¢ | Koopaunanus JeSITeIbHOCTH
JPYTUMH IOArPYIIIaMU HpEenoaaBaTeIeM
<

‘ BeicTynieHus aMaepoB NOATPYIII
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Jtan 3. 3aBepiaomas cragus padoTbl HAX KelcoM

| [TpuHsATHE OKOHYATEIHHOT0, HanboIee 3P PEKTUBHOTO pEIICHUS |
A

‘ [TonBeaeHne UTOTOB pabOTHI HAJl IETIOBOM CUTYaIHen |

‘ KoMMeHTapuy y4acTHUKOB CUTYyalluu ‘ ‘ KoMMeHTapuu npenojasaresns

A

\ OrneHka npenojaBaresieM paboThl KaXI0W MOATPYIIIBI |

IIpumepHbIe I3bIKOBbBIE KJUIIE IJIS MPe3eHTANNM Keiica
1. Introduction. Background information.
Let me present (to you) a case which is devoted to the problem/question of... (which deals
with/concentrates on). To start with, I’ll give you some background information.
The company .... operates in the ... industry, it produces/offers/provides..... on/in the ....
market.
The company is based in...., it was founded in... by....
The company has a competitive edge over the rest of the industry/ its competitive
advantages/unique selling propositions are...
2. Problem.
The problem the company faces is the following/as follows:...
The possible reasons for such a failure might be...
So the purpose of my presentation is to find ways ... (to overcome these obstacles/to eliminate
this risk/to increase the company’s sales) or
My task is to analyze the current situation and suggest a solution to the problem/possible ways
out/measures to improve the situation.
3. Solution.
The case offers /mentions a few options/there are a number of options in the case...
Let me enlist/name the options mentioned in the case...
Let’s dwell on their advantages and disadvantages/benefits and drawbacks/pros and
cons/strengths and weaknesses
In my opinion/to my mind/from my point of view/ as far as | am concerned
If the company implements the first idea, it will only benefit from employing this strategy
because...
It’s worth doing... for a number of reasons. On the one hand... on the other hand...
The most sensible/ profitable/shrewdest thing to do is...
It makes no sense to ..../ it doesn’t make much sense to...
The risks of this strategy are quite obvious. It might lead to/result in... or the company might end
up doing...
4. Conclusion.
As you see the advantages of this option outweigh its disadvantages. If the company follows the
above-mentioned plan it will hopefully regain its position on the market.
That seems to be all | wanted to say, now I’m ready to answer your questions.

MeTounqecmle PEKOMEHIAIIUU IO COCTABJICHUIO PE3IOME

Your resume is one of the most important tools you have when you are looking for a job. If
you are planning to spread your wings and soar higher in your career, you need to make your
resume as attractive as possible, because with a solid resume you stand a better chance of landing
a good job. In your resume you need to enumerate your personal details clearly and in the correct
order.

1. Start with personal information. State your full name, your address, your contact phone
numbers and your e-mail address.
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2. Define your career objective.

3. Education. State your education qualifications starting with the most recent. Be sure to
list all certificates and diplomas you have received. State all your academic achievements. (e.g.
graduated with honors, or excelled in Maths and English, or made straight As in Maths and
Languages).

4. State your actual work experience. Highlight abilities, skills and experience you have
acquired. They should be related to the job you are applying for. If you have little or no work
experience, concentrate on your skills and abilities.

5. You may also include information about some additional skills, languages you know (e.g.
good working knowledge of Microsoft Word and Excel, Russian — native, fluent in English ,
knowledgeable in French and German, full current driving licence).

6. You can also include interests and activities that say something positive about you.

7. If you have no work experience, it will be a good idea to highlight your personal skills
and qualities that are relevant to the position you are applying for (creative, sociable,
resourceful, able to work under pressure of deadlines, reliable, a good team player, a quick
learner, results oriented, excellent communication, organizational and time management skills).

Remember that long resumes are no longer in favour, and the single-page format gets the
best result with the employer.

Your resume should not be a repeat of your cover letter.

If you have recommendation letters, include those too as separate attachments.

Bear in mind that the image you will create with your resume, must match the salary and
responsibility level of the position you are applying for.

IL1aH npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI HGHOBOﬁ MNEPCHUCKU: KIUIIC, MAllKa NIHCbMA, OCHOBHLIC COKpAIICHUA. IIucemo-
conpoBoxacHue. [Incemo-nmoareepxaenue. [Incemo-3anpoc. [Tucemo-npocsda. Pesrome.
2. Ayoupoeanue.

Bocnpusitue peun (paznuueHue 3BYKOB, HMHTOHALMOHHBIX M PUTMHUYECKHUX MOJENEH,
naysalun); pacro3HaBaHUE CIOB (BOCIPHUATHE 3BYKOBOTO 0o0Opa3a clioBa, COOTHECEHHE ITOTO
o0paza ¢ BOKaOyJspOM, BOCCTAaHOBJIEHHE JIEKCUKO-TPaMMaTHUYEeCKOH M CEeMaHTHYeCKOH
UHPOpPMALlUM O CJIOBE HAa OCHOBE BOCIPHUATHS €ro 3BYKOBOM 000J04KkHM); 00paboTka
npeyioKeHN  (Mapuesisiuus, ONpelIeleHUe CTPYKTYpPhl MPEUIOKEHUSI, BBIIBICHUE €ro
KOMIIOHEHTOB); TIOCTPOCHHE OYKBAJBbHOTO CMBbICTIA NPEIJIOKEHHUs (BBIOOpP pEIeBaHTHOTO
3HAYEHMUs JUIsi MHOTO3HAUHBIX CJIOB); COXpaHEeHHWE HH(OpPMAlMM B KPATKOCPOUHOM MaMSTH;
PaCIO3HABAHUC KOTC3HMBHBLIX CPCACTB B PCUH;, UHTCPHPCTAIHUA UMIUIMIUTHOTO COACPIKAHUA U
MHTEHIIMH PEUYEBOr0 aKkTa; MPOrHO3UPOBAHUE;0PUEHTALIUS B CUTyalluu, GOpMyJIMpPOBKa OTBETA.
3. Jlekcuka.

Jlexcuueckuii 3amac aHTJIMACKUX (Pa3eoIOTHUECKUX U HIAOMATHYECKUX 000pOTOB,
YCBOCHHUC HaI/I6OJICC YHOTpC6I/IT€HBHBIX CHMHOHHUMOB, dHTOHUMOB 1 OMOHHUMOB AHTJIMHCKOrO SI3BIKA 110
CIIETYIOIINM TeMaM:

e Forms of business organizations
e Company structures

e Management

Recruitment and selection
Cultural awareness in business
Financial statements
International trade

Marketing

Advertising

Ethics in business
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e Managing change
e Branding

4. I'pammamuka
Mopdoaorus

Inaroa. [leiictButenbHblli M cTpagarenbHbiii 3amorm  (Active and Passive Voices).
OcobOeHHOCTH TIepeBoOa CTPAATEIbHBIX KOHCTPYKITUN Ha PYCCKUM SI3BIK. MOJIaIbHBIEC TJIaroJibl
U ux dKkBuUBaJeHTHL. [maromer t0 be m to have, ymorpeOnsitomuecs B CaMOCTOSTEIBHOM,
MOJIaJTbHOM (3KBHBAJICHTHO MOJIATbHBIM TJIarojiaM, BbIPa)KarollMM BO3MOXHOCTb, BEPOSTHOCTbD,
JIOJDKEHCTBOBAHHME) M BCIIOMOTaTelIbHOM 3HaueHUsiX. OCHOBHBIE CBEJICHMSI O COCJIaraTeJIbHOM
HAKJIOHEHUH.

Hennynsie ¢popmsbl rnarona: naunutus (Infinitive) u ero ¢pynkmum; repynauii (Gerund) u
ero (ynkmuu; mnpudactus (Participle I wm Participle II) B ¢yHKUMSIX ompeneneHus u
obcrositenscTBa. CnoxHbIe (OPMBI HHPUHUTHBA U TPUYACTHSI.

CuHTakcuc

IIpocroe pacnpocTpaHeHHoe npeaJiokeHue. IIpsaMoi nopsaoK CIOB MOBECTBOBATEIBHOTO
1 MOOYAUTEIBHOTO TPEIJIOKEHHH B yTBEPAUTEILHONW M OTpulateabHON (opmax. OOpaTHBIHA
MOPSIIOK CJIOB BOIIPOCUTETBLHOTO MPEAJIOKEHUSI.

CJ10KHOCOYHHEHHOE " CJI0KHOMOYMHEHHO0E NnpeaJI0KeHHs. He3aBucumelii
(camMOCTOSATENbHBIN) MPUYACTHBIN 000p0oT. MHPUHUTHB B PyHKIIUH ONpesesieH!s] ¥ IEPEeBOJT €ro
HAa PYCCKHHM $3BIK OINpEAETUTENbHBIM MPHAATOUYHBIM  mpenioxkeHueM. OObeKTHUBHBIN
uHpuHuTHBHBIN 000poT (the Objective Infinitive Construction/Complex Object); cyobekTuBHBII
uHbuHITHBHBIN 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeyeBble akThl W CHUTYallMOHHO OIpPaBJIaHHOE peueBoe MoBeAeHHe: KoMMyHUKaTHBHBIE
NEHCTBUS, HAIMpPaBJIICHHBIE HA yYeT MO3UIMH cobeceqHurKa MO0 mapTHEpa MO ACSITeNbHOCTH
(MHTEJUIEKTyalbHBI AacleKT KOMMYHHKAIuM). PedeBble NEHCTBUS, CIyXKallle CpelCcTBOM
KOMMYHHKAIMK (miepenadd MHGOPMAIUU JIPYTHM JIFOASIM), CIIOCOOCTBYIOT OCO3HAHHIO U
YCBOGHHIO OTOOpakaeMoro coxaepkanus. KoMMyHUKaTHBHbBIE AEWCTBUSA, HaIlpaBJICHHbIE Ha
KOOTIepaIuio, T.. COTJacOBaHWE YCWIMHM MO JOCTHKCHHIO OOIIeH Ieiu, OpraHu3alui u
OCYIIECTBIICHUIO COBMECTHOM JE€ATEIbHOCTH

Pexomennanuu no o0y4enuro nuBaauaoB u aun ¢ OB3

OcBoeHre TUCIUTIIMHBI HHBATUAaMH U JuiiaMu ¢ OB3 MoxeT ObITh OpraHu30BaHO Kak
COBMECTHO C JPYTUMHU OOyYarOIIMMHCSA, TaK W B OTHENBHBIX Tpynmax. [Ipenmomaratorcs
CHelualibHbIe YCIOBUS Ui MOJydeHus oO0pa3zoBaHus HHBaIWaamMu u auiamu ¢ OB3.

[Ipodeccopcko-nienarornyeckuii CoOcTaB 3HAKOMHUTCSI C TICHXOJIOTO-(PU3NOIOTUUECKUMU
0COOCHHOCTSIMU 00y4varomuxcsi uHBaIuAoB U jull ¢ OB3, uHauBUAYyanbHBIMU MPOrpaMMaMu
peabunuTanuu  WHBaIUAOB (mpu  Hamuuuu). [Ipy  HEOOXOAMMOCTH  OCYIIECTBIISICTCS
JOTIONTHUTENbHAS TOMJCPXKKA TMPENoJaBaHUsl THIOTOPAMH, TICHUXOJIOTaMH, COIMATbHBIMU
pabOTHUKAMU, TPOLIEIIMMH MTOATOTOBKY aCCUCTEHTaMHU.

B cootBeTcTBHM € MeTOANYECKMMHU peKoMeHAanusMu MunoOpHayku P® (yTB. 8 anperns
2014 1. Ne AK-44/05BH) B Kypce MpeaIonaraeTcs HCIOIb30BaTh COLMAIBHO-aKTUBHBIC H
pedIeKCUBHBIE METOIbI OOyUYeHUS, TEXHOJOTHH COLMOKYJIBTYPHOH peadWINTAllUd C IENBIO
OKa3aHHUs MOMOILIM B YCTAHOBJICHUU IOJHOLEHHBIX MEXKIUYHOCTHBIX OTHOUIEHWH C APYTUMHU
CTYJEHTaMH, CO3JaHHH KOM(OPTHOTO TCHXOJIOTUYECKOTO KJIMMAara B CTYICHYECKOH TpyTIIe.
[Tonbop m pa3paboTka ydeOHBIX MaTEPHAIOB MPOU3BOIATCA C YYETOM TIPEIOCTaBICHUS
MaTepuana B pa3IUYHbIX (opMax: ayauanbHON, BU3YAIbHOH, C MCIOIB30BaHUEM CIEIHATBLHBIX
TEXHUUYECKUX CPEACTB U NH(POPMALIMOHHBIX CHCTEM.

Menuamarepuanbl TakKe CIEIyeT MCIOJb30BaTh MW aJalnTHUPOBATh C  YYETOM
WHIUBUTyATBHBIX 0COOCHHOCTEH 00ydeHust nHBauI0B 1 jull ¢ OB3.

OcBoeHue AUCHUIUIMHBI UWHBamugamMu U Juuamu ¢ OB3  ocymectBisieTcss ¢
WCITOJIb30BAHUEM CPEICTB OOyUEHHMsI OOIIET0 M CIEIHAIBPHOTO Ha3HA4YeHHS (IIEPCOHAIBHOTO U

108



KOJUIEKTUBHOI'O HCIIOJIb30BaHUA). MaTepuanbHO-TEXHUYECKOE OOecreueHne MpeaycMaTpuBaeT
npucnocoOIeHrne ayAuTOpHil K Hy>kKJaM WHBanu0B U ui ¢ OB3.
dopma TMNpOBENECHUS AaTTECTAllUM Uil CTYJAEHTOB-UHBanuaoB u Jjun ¢ OB3
YCTaHABIMBAETCS C YYE€TOM WHAMBUAYAIbHBIX Mcuxodu3udecknx ocoOeHHocTed. Jls
nHBau0oB U ymn ¢ OB3 mpegycmarpuBaercst moctymHast ¢opma MpeIoCTaBICHUS 3aJaHUN
OIICHOYHBIX CPEJICTB, @ UMEHHO:
— B [IEYATHOW WJIU AJIEKTPOHHOU (hopme (IUIst JIUIl ¢ HAPYIICHUSIMU OMOPHO-BUTATEILHOTO
amnmnapara);
— B mTeyaTHOH (¢opmMe WM OSIEKTPOHHOH (opMe C yBETMUEHHBIM HMIPUPTOM U
KOHTPACTHOCTBIO ([UIsI JIUI] C HAPYLICHUSIMU CITyXa, pe4H, 3pEHus);
— METOJIOM YTEHHSI aCCUCTEHTOM 3aJIaHus BCIYX (IJIs JIHUI] C HAPYLICHUSIMH 3pEHUs).
CrynentaM ¢ MHBaIuAHOCTHIO M JinnaMm ¢ OB3 yBenuuuBaercs BpeMsi Ha MOATOTOBKY
OTBETOB Ha KOHTPOJBbHBIE BOMPOCHL J[s Takux CTYIEHTOB MpeayCcMaTpHUBAaeTCs IOCTYIHas
¢dbopMa mpeocTaBIeHUS OTBETOB HA 3a/1aHUsI, @ IMEHHO:
— THUCBMEHHO Ha Oymare uiu HabOpoM OTBETOB Ha KOMITbIOTEpE (ISl JTUI] C HAPYIICHUSIMH
ciIyxa, peun);
— BbIOOPOM OTBETA U3 BO3MOXHBIX BApPUAHTOB C MCIIOJIH30BAHUEM YCIYyT acCUCTEHTa (I
JUI C HApYUIEHUSIMUA OMTOPHO-/IBUTATENILHOTO aIlapara);
— YCTHO (U151 JIULI C HAPYIICHUSIMU 3PEHUS, OTIOPHO-IBUTATEIBHOTO anmnapara).
[Tpu HEoOxommMocTH Jyisi O0ydYaromMXCcs ¢ WHBAIMIHOCTRIO U jull ¢ OB3 mpouemypa
OIICHUBAHMSI PE3YJIbTATOB O0YUEHUSI MOXKET MPOBOIUTHCS B HECKOJIBKO ATAIOB.

11. Onucanue MaTepuaIbHO-TEXHN4YECKOI 0a3bl, HEOOXOAMMOM /I OCYLLECTBJICHUSA
00pa30BaTeJILHOIO NMPoLEcca Mo JUCHUIIHHE (MOIYJII0)

YuyeOHasi ayauTOpMs, TpeAHA3HAYCHHAs [UIA TPOBEIEHHS Yy4YeOHBIX 3aHATHUH,
MPEAYCMOTPEHHBIX  HACTOSIIEW  paboueld  mporpaMMoil  JHUCHMIUIMHBI,  OCHAIlEHHAs
O60py,Z[OBaHI/IeM U TCXHHUYCCKUMHU CPCACTBaAMU O6y‘I€HI/I$I, B COCTaB KOTOPBIX BXOIAT:
KOMIUIEKTHI CIIEIUATM3UPOBAHHON ydeOHOM wmebOenu, JocKa KiacCHas, MYJIbTHMEINHHBINA
IMPOCKTOP, 3KpaH, KOMIBIOTCP € YCTAHOBJICHHBIM JIMIICH3MOHHBIM ITPOTrPaMMHBIM O6€CH€‘-I€HI/I€M,
C BBIXOJOM B ceTh «VIHTepHET» U JOCTYNIOM B 3JEKTPOHHYIO HMH()OPMAIOHHO-
00pa3oBaTeNbHYIO CPELy.

IToMmemienne st CcaMOCTOSITEJIbHOM PpadoThl  OOy4YaKOLIUXCH —  ayJAUTOpHS,
OCHalICHHas CJICAYIOIIUM O60py,Z[OBaHI/IeM U TCXHUYCCKUMU CPCACTBAMU: CIICHIUAIU3UPOBAHHAA
MebOenb s MpernojaBareiss U o0ydarolmuxcs, J0cKa y4yeOHas, MyJIbTUMEIUWUHBIN MPOeKTop,
9KpaH, 3BYKOBBIE KOJIOHKH, KOMIIbIOTEp (HOYTOYK), TEpCOHAIbHbIE KOMIBIOTEPHI Ui PaOOTHI
00y4aroluXcsl ¢ yCTAHOBJICHHBIM JINLIEH3UOHHBIM MTPOrPaMMHBIM 00€CTIeYeHUEM, C BBIXOJ0M B
ceTh «ITHTEpHET» B TOCTYIIOM B AJIEKTPOHHYIO HH()OPMAIIMOHHO-00pa30BaTEIILHYIO CPEY.
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