ABTOHOMHAA HEKOMMEPYECKAA OPFTAHU3ALIMA BbICLWWErO OEPA30OBAHUA
«MHCTUTYT MEXAYHAPOOHbIX 3KOHOMUYECKUX CBA3EN»

INSTITUTE OF INTERNATIONAL ECONOMIC RELATIONS’

IIpunsTa Ha 3acenaHuu YTBEPXJAIO
VYuénoro coeta UMOC Pextop UMOC 10.U. boromonosa
(mpotoxoin ot 27 anpeinst 2023 r. Ne 9) 27 anpens 2023 r.

JOKYMEHT NOANMUCAH
3EKTPOHHOW NOAMNNCHIO

Ceptudukar: 0162B6870090AF03B544352CE01FIDE4CT
Bnapeneu: BOTOMOJIOBA 10/INA UTOPEBHA
DeiicTBuTeneH: : ¢ 20.01.2023 po 20.04.2024

PABOYAS [TPOTPAMMA JJUCLHUITJIMHBI

AEJTOBASA KOMMYHUKALIUA HA AHI'JIMFCKOM SA3BIKE
(IPOABUHYTBIN YPOBEHD -I)

10 HATPABJICHUIO TOJITOTOBKH
38.03.02 MeHexMeHT

HampasnenHoCTh (MMpoduis) « YpaBiacHUE OU3HECOM»

Mocka — 2023



Ilpunooicenue 4

K OCHOBHOU NpoheccuonanvbHol 06pazoeamenbHoll npocpamme
no nanpasienuro noocomosxu 38.03.02 «Menedocmenmy,
HanpaeieHHocmo (npoghuns) « Ynpasnenue ouznecom»
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2023-2024 - [lepeuenb OCHOBHOW ¥ TIOTIOJTHUTEIHLHOM [Tpotokon Yuénoro Coseta

y4eOHOI TUuTeparypsl,
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1. Hesap u 3372494 TUCHUIJIMHBI (MOZYJIs1)

Heas aucuumuinHbl «/lenoBas KOMMYHUKAIUS Ha aHTJIMACKOM S3BIKE (TIPOIABHHYTHIN
ypoBeHb |)» — mpuoOpereHne CTyAEHTaMH KOMMYHHKATHBHBIX HAaBBIKOB, YPOBEHb KOTOPBIX
JOCTaTO4EH Ui PpEIICHUS COLMAIbHO-KOMMYHUKATHUBHBIX 33724 B Pa3IMYHBIX O0JIACTSIX
poeCCHOHANIBHBIX Cep NEATETBHOCTH U B IIEIX CaMO0Opa30BaHUsI.

3agauu AUCHMILINHBI:
— JIOCTIDKEHHE HEOOXOAMMOIO YPOBHSI JIMHTBUCTUYECKHMX HABBIKOB — M3y4Y€HHE U
HCIIOJIb30BAHUC JICKCUYCCKUX U I'PAMMATUYCCKUX CAWHUIL B O6’béMe, KOTOpBIﬁ HCOGXOI[I/IM JJIA
TBOPYECKOH J1eATENbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUAX;
— pa3BUTHE JUCKYPCHBHBIX HAaBBIKOB — YMEHHS TIIOCTPOCHHSI IIEJOCTHBIX, JIOTHYHBIX
BBICKA3bIBaHUN (JMCKYpCOB) pPa3HbIX (DYHKIIMOHAIBHBIX CTHJIEH B YCTHOHM M MHChbMEHHOMN
KOMMYHHKAIIUU Ha OCHOBC IIOHUMAaHUuA Pa3JINIHBIX BUI0OB HpO(i)CCCHOHEUIBHO-
OPUEHTUPOBAHHBIX TEKCTOB MPH YTEHUH U ayIUPOBAHUH;
— pa3BUTHE NPAKTHUKU HCIIOJIb30BAHUS AHTIUICKOTO s3bIKa MJI PELIeHHs CHEeIHalIbHBIX
npodeccHOHANIBHBIX 3a7a4 (MoA0op JUTepaTypbl, YTEHHE COOTBETCTBYIOIIUX HCTOYHHKOB,
MIPOCMOTP MPOTPAMM 0 HHTEPECYIOMICH CTyIeHTa TPOOIeMaTHKE);
— 3aKpeIUIeHHE CTpPaTerHYeckoro HaBblKa — HaBblKa HCIHOJB30BaTh BepOaJibHbIE U
HeBep6aﬂbHBIe CTpaTCrun Jid KOMIICHCAllun HpOGGHOB, CBsI3aHHBIX C HEAOCTAaTOYHBIM
BJIQJICHUEM SI3BIKOM;
— Ppa3BUTHE KOTHUTUBHBIX U UCCIIEI0BATEIbCKUX YMEHHUI;
— pacuiMpeHue Kpyrozopa U TMOBBIIIEHHE OO0IIed KyJIbTYphl: H3yY€HHE KYJIbTYpPHBIX
0c00eHHOCTEH, HPaBOB, OOBIYAEB CTPAH U3YYaeMOr0 S3bIKA, STUKH, BOCIIUTAHUE TOJIEPAHTHOCTH
U YBa)KEHUS K JyXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HapOJIOB;
— (¢opMupOBaHHE TOTOBHOCTH HAJAXXUBATh MEKKYJIbTYPHbIE U BHEITHEOKOHOMUYECKHE CBSI3H,
NpPEICTaBIATh CBOIO CTpPaHy Ha MEXKIYHAPOIHBIX CEMUHapaxX, KOH(EpeHIHsIX, padodymnx
BCTpeUax, y4acTBOBaTh B MPE3CHTALINAX;
— Ppa3BUTHE YMEHHS HAaXOJUTh PEIICHUs B OBICTPO MEHSIOLIUXCS YCIOBUSAX MEXIYHAPOIHOTO
Ou3Heca.

2. IlepeyeHb MJIAHUPYEMBIX Pe3yJbTATOB 00y4YeHHsI 0 U CHUILINHE (MOAYJII0),
COOTHECEHHBIX C MVIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOeHHMS 00pa3oBaTeIbHOI

NPOrpamMmbl
Kon
IlnanupyemMblie pe3yabTaTbl 00y4eHUs
koMmmnereH| Coaep:xxaHue KOMIETEeHIHH
Mo JUCHUNJIHHE
1
CIOCOOHOCTH K 3nHath (/) — rpammaTudeckue npasuia, GOpPMBI U
KOMMYHHKAIIUU B YCTHOU U | KOHCTPYKIIHH, AHTJIOSI3BIYHBIC pedeBbie
OK-4 MUCbMEHHOM opMax Ha CTPYKTYphl W JIEJIOBYIO  TEPMHUHOJIOTHIO,
PYCCKOM U MHOCTPAHHOM HEO0OXO0TUMBIE TUTST OCYIIECTBICHUS
SI3BIKAX JJIS1 PEIICHHs 3aa9 | Tpo(deCCHOHATBLHOTO OOIIEHUS
MEXJIMYHOCTHOTO U VYmers (/) — 70rM4HO, apryMEHTHUPOBAHO U
MEXKYJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHbIE M MUCHMEHHBIE
B3aMMOJICHCTBHS BBICKA3bIBaHUSI HA HHOCTPAHHOM  SI3BIKE
poheCCHOHATHPHOM OOIICHUH
Bnaners (/) — HaBbIKAaMU HCIOJIb30BAHMS
MOHOJIOTHYECKOM W JUAJOTHYECKOM YCTHOM U
MUCEMEHHOM peun B CUTYaIUSIX
npodeccuoHaIbHOTO B3aUMOICHCTBHUS
[K-2 BJIAJICHUEM PA3JIUYHBIMU 3natsb ([]) — criocoObl pazpenieHust KOH(QIUKTHBIX
crocobaMu pazpenieHus CUTYalluH, OCHOBBI IPOEKTUPOBAHUU




Kon
IlnanupyemMblie pe3yabTaTbl 00y4eHUs
koMmmnereH| Coaep:xxaHue KOMIETEeHIHH
Mo JUCHUIIMHE
1
KOH(MJIMKTHBIX CUTYyalMil IPU | MEKITMYHOCTHBIX, IPYHIOBBIX u
IIPOEKTUPOBAHUU OpraHU3alMOHHBIX KOMMYHHUKaIUN Ha
MEXJIMYHOCTHBIX, TPYIIOBBIX | HHOCTPAHHOM SI3bIKE
M OpraHu3alMOHHBIX VYmerts (/1) — ucronp30BaTh CrIOCOObI pa3peieHus
KOMMYHUKAIIMA Ha OCHOBE KOH(JIMKTHBIX CUTYyallui, IIPOEKTUPOBATH
COBPCMCHHBIX TEXHOJIOTUH MCXKINYHOCTHBIC, TpyHIiOBbIC n
YIPABJIEHUS NIEPCOHAIIOM, B | OpraHU3alliOHHbBIC KOMMYHHKAIIUU Ha
TOM YHUCJIE€ B MEXKYJIBTYPHOH | HHOCTPAHHOM SI3bIKE
cpene Bnagers (JI) — cmocobamu  paspenieHus
KOH(JINKTHBIX CUTyalu#, OCHOBaMH
MPOEKTUPOBAHUH MEKIMYHOCTHBIX, PYIIOBBIX U
OpraHu3aluOHHBIX KOMMYHUKaIUK Ha
MHOCTPAHHOM SI3BIKE

3. MecTo JUCUMIIIMHBI (MOXYJIs]) B CTPYKTYpe 00pa30BaTeibHOI MPOrpaMMbl
BbICIIEr0 00pa30BaHUA
VYyebnas qucrurinHa «/JlemoBass KOMMYHHKAIAS HA aHTJIMMCKOM SI3bIKE (TIPOABUHYTHIN
ypOBeHb |)» BXOIUT B (paKyIbTATUBHYIO YaCTh yU4EOHOTO IUIaHA MO HAMPABICHHUIO MOIrOTOBKU
38.03.02 MeHemKMEHT, HATPaBICHHOCTH (MPOoHiIh) «YIIpaBIeHUE OM3HECOM.
S3bIkM NpenoaaBaHusA: PYCCKHI, AHTVIMHCKHIL.

4. O0beM MUCHMILIMHBI (MOYJIs1) B 3a4€THBIX eJHHULIAX C YKA3aHHEM KOJIHYeCTBA
aKaJieMH4eCKHX 4YaCOB, BbIIeJICHHBIX HA KOHTAKTHYIO padoTy 00y4aromuxcs ¢
npenojaasaresieM (110 BUAaM yUeOHBIX 3aHATHII) 1 HA CAMOCTOSITEJIbLHYIO padoTy
o0yJarouuxcs

OO6mas TpyA0€MKOCTh JUCITUIUIMHBI COCTABIISIET 3 3a4€THBIE eAMHUITBI, Bcero — 108 vaca.

Buja yueonoi padorTnl
ny p Bcero uacos

KonTtakTHasi pa6oTa ¢ npenogaBartesieM (Bcero) 20

B ToMm yucie:

3anarus JICKIIMOHHOI'O TUIIA

3aHATHS CEMUHAPCKOTO THTA (CEMUHAPHI) 20
CamocrosiTejibHasi paboTa 88
KonTtpoJs

dopma KOHTPOJIS 3auer
OO01mas Tpy10éMKOCTh 108




5. Conepxxanue Q1M CHUNIMHBI (MOAYJIs1), CTPYKTYPUPOBAHHOE 10 TeMaM
(pa3aesaM) ¢ yKa3aHHeM OTBEIEHHOI0 HA HUX KOJIMYECTBA AaKaJeMUYeCKHX YaCcOB U

BH/IOB Y4eOHbIX 3aHATHIl

Coaepsxkanue TUCHUILVINHBI, CTPYKTYPHPOBaHHOE 110 TeMaM (pa3aejam)

HaumenoBanue teMm

Conep:xxanue TeM (pa3jaesioB)

(pa3nesioB)
Levels and areas of Jlekcuka: TepMUHBI B cpepe yNpaBiCHUS, YPOBHH MECHEIKMCHTA,
management TPYZIOBBIE OOSI3aHHOCTH, Ha3BaHUS M OTBETCTBEHHOCTH OTIEIOB
YpoBHU U chepsl OpraHu3aluu
yIpaBJIeHUS Yrenne: Duties at Work, Responsibilities as they are

I'pammatuka: BpemeHna akTUBHOIO 3aora.

VYcrHas peds (MOauIorndeckas):

-00Cy’)KJIeHHE TPYJIOBBIX OOS3aHHOCTEH YMPaABICHIEB pa3HBIX
YpOBHEMU

VYcTHas pedb (MOHOJIOTHYECKAs):

- I0KJ1a/1 00 OTBETCTBEHHOCTSAX OT/I€J1a KOMITAHUHU

IIucemenHas peus:

- xetic Johnson and Johnson

Organizational structures

Jlexcuka: TEpMUHBI B 00J1aCTH OpraHU3alMOHHBIX O0COOEHHOCTEH

OpraHu3anvoHHbIE OpraHu3zaluii, BU7sl CTPyYKTyp, peCTpYKTYypHU3aLus
CTPYKTYPBI Urenwue: Restructurization, Change in Organisation
I'pammatuka: [lopsaok ci0B B BOINPOCUTENBHOM MPEAIOKCHHH.
Ilopsimok c0B B BOCKJIMILATEIIBHOM IIPEMIOKEHUM. BpemeHa
IIACCUBHOTO 3aJI0Ta.
VYcTHas peus (MoIuIornyeckas):
- NpPEeUMYIIEeCTBA M HEJAOCTAaTKH PAa3JIUYHBIX OPraHU3aLUOHHBIX
CTPYKTYp
VYcrHas pedyb (MOHOJIOTHYECKAs ):
-OIHMCAaHUE CTPYKTYPhl KOMITAHUU
[TuceMeHnHas peys:
- keic Levi’s
Leadership JlekcuKa: TEPMHHBI B 00JIaCTH JTHAEPCTBA, JIMACPCKUEC KauecCTBa,
JlunepcTBO THUIIBI YIIPABJICHIIEB, CTUIIN YIPABICHUS

Yrenne: Leadership qualities: what does it take, Business leader
briefings

I'pammaruka: I'epyHauii, KOHCTPYKIUU C TEPYHIUEM.

VYcTHas peus (ouaornyeckas):

-00CyX/IeHHE TUIIOB YIIPABJIEHIEB U UX KaYeCTB

YcTHas pedb (MOHOJIOTHYECKAs):

-ONUCcaHue CTUJIeH ynpaBieHus

[MucemenHas peus: keiic The new boss

Recruitment
[TonGop mepconana,
PEKpYTHHT

Jlexcuka: TepMHUHBI B 00J1aCTH PEKPYTUHTA, XEAXAHTHUHT, €r0 BHIBI
Y METO/Ibl, peU€eBbIE CTPYKTYPBI K 000POTHI HAa cOOECET0BaHUH ITPU
npueme Ha paboTy

Yrenwue: A job interview, Headhunting, Methods of selection
I'pammatuka: YcioBHbIE NPEITI0KEHUS. CocnararenpHoe
HaKJIOHCHUE.

VYcTHas peus (MouIornyeckas):

-METO/Ibl PEKPYTHHTa, COOECeI0BaHHE

YcTHas peub (MOHOJIOTHYECKAs):

- ketic Kidselebration
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IIucemenHas peus:
- HalKMcaHue cOOCTBEHHOI O pe3loMe

Business Plan
buzuec mian

Jlexcuka: BozmoskHocT hrupmbl (pe3tome), BUbI TOBAPOB (YCIyT),
PBIHKHM COBITa TOBapOB, KOHKYPEHLUS, IJIaH MapKETHHTa, IJIaH
IIPOU3BOJICTBA, OpPraHM3AllMOHHBIM IUIaH, OLEHKA pHUCKAa H
CTpaxoBaHMsl, GPMHAHCOBBIN IUIAH, CTPAaTErusl (GUHAHCUPOBAHMSL.

Yrenwue: «Public speaking”, How to Prepare and Polish Your
Business Plan, The 20 Crucial Parts of an Impressive Business
Plan Written in English

I'pammatuka: CiocoObl  BBIpaKeHUsT ~ OyAyInero,  BpeMeHa
AKTHBHOTI'O M MMACCHBHOTIO 3aj10Tra — IOBTOPEHHUE.

VYcTHas peus (MouIornyeckas):

- 00Cy>KJIeHHE BCEX IIaroB OM3HEC TUIAHUPOBAHUS

VYcTHas pedb (MOHOJIOTHYECKAS):

- Ipe3eHTaIusl CoOOCTBEHHOTO OU3HEC TUTaHA

IIncemenHas peus:

- keric KFC




CTpyKTypa AMCUMILIMHBI

KonTakTHas padora CPC | Bceero
No HanmenoBanue TeM (pa3esioB) e —
n/n JUCIUILJINHBI Jaekuuonno | CeMHHApBI
ro THIIA
1 | YpoBHH U chepsl yIIpaBIeHUS - 4 17 21
2 | Opranu3anuoHHbIE CTPYKTYPbI - 4 17 21
3 JlunepcTBo - 4 18 22
4 | Tlogbop mepcoHana, peKPyTHHT - 4 18 22
5 | busnec nnan - 4 18 22
KoHTpoJib:
Hroro: - 20 88 108

6. [lepevyennb yueOHO-METOANYECKOT0 0O0ecnedeHusl
JUISL CAMOCTOSITE/IbHOM PadoThl 00Yy4alOMIUXCS M0 JUCHUILUIHHE (MOIYJII0)

CamocrodrenbHas paboTa sIBIS€TCSI OJHUM M3 OCHOBHBIX BHI0B YU4EOHOH I€ATEIbHOCTH,
COCTaBHOM 4YacThIO y4eOHOI0 Mpoliecca U MMEeT CBOEH I11eNbI0: TIy0OKOe YCBOGHHE MaTepuaa
JUCLUIUIMHBIL, COBEPLICHCTBOBAHME M 3aKPEIUIEHUE HABBIKOB CAMOCTOSTENBHOW paboThl C
JUTEPATYypOi, PEKOMEHIOBAHHOM IIPENOAABATENIEM, YMEHHME HAWTH HY)KHBIM MaTepual WU
CaMOCTOSITEJIBHO €r0  HCIOJI30BAaTh, BOCHUTAHME BBICOKOM TBOPYECKOM AKTUBHOCTH,
WHULHUATUBBL, IPUBBIYKM K IIOCTOSSHHOMY COBEpPILICHCTBOBAHMIO CBOMX 3HAaHHUM, K
LEJICYCTPEMIICHHOMY Hay4YHOMY ITIOUCKY.

KoHTponb caMoCTOSTETbHONH pabOThl, SBIAETCS BaKHOW COCTAaBIIAIONICH TEKYyIIEro
KOHTPOJISI YCIIEBAEMOCTH, OCYLIECTBIIACTCS MIPENOJABaTEeNIEM BO BPEMs IIPAKTUUECKUX 3aHATHN U
o0ecreynBaeT OLIEHUBAHHUE XOa OCBOCHHSI N3Y4aeMOW AUCUUTUINHBL.

Bo3MoskHbBIE TEMBI IPE3EHTALMIA:

1. The greatest success of entering a foreign market

2. The greatest success on a domestic market

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

5. Internet advertising and buzz marketing

6. Peculiarities of Public Relations

7. Ethics in Business

8. Entrepreneurial Skills

9. Headhunting: what does it take?

10. Tips to be successful at job interviews

11. What makes a great manager

12. Cultural stereotypes in business: Russia (any country)

13. Efficient ways to motivate staff

14. Effective methods of market research

15. Product life cycle

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

17.  The promotional strategy of a company (promotional tools)
18.  The greatest flop on a domestic market

19.  The greatest flop on a foreign market

TpeOoBaHMsl K NPe3eHTALIMH:
1. 9-15 cnaiinos B PowerPoint



2. Ilnan mpe3eHTaIuu:
v Berymienue (moyeMy BHIOpaHa JaHHAs TeMa rpe3eHTanun) (2 ciaiina)
v" OCHOBHasl 4acCTh
v’ 3akmouenue (BbIBOIBI) (2 ciaiiia)
3. Cnukep nmpe3eHTyeT CBOIO TeMy (OTpaHUYEHUE TI0 BpEMEHH — 5-7 MUHYT) U OTBEYAET Ha
BOTIPOCHI YUACTHUKOB Ha aHTJIMICKOM SI3BIKE.

PexoMeHnganmu mo noaAroToBKe K Mpe3eHTanumn
v Oranbl paboThl HAJT TPE3CHTALUEH

- IlpeaBaputenbHas MOCTaHOBKA MPOOJIEMBI WIIH BEIOOP TEMBI.

- BpBmwkeHue u 00CyXI€HHE TUTIOTE3 PEIICHHS] OCHOBHOW ITPOOJIEMBI, UCCIEI0OBAHUE
KOTOPBIX MOXET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUYCHHON TEMAaTHKH;

- Tlouck u cbop maTepuana yisi penieHus MpoOIeMbl B PACKPHITUS TEMBI;

- OxoHuaTenbHast MOCTaHOBKA MPOOJIEMBI I BBIOOP TEMBI;

- Tlowuck pemreHust Wi pacCKPHITHE TEMbl HA OCHOBE aHAJIM3a M KJacCUpUKAIIN
coOpaHHOTO MaTepHaa,

- IlpesenTanus u 3amurTa MPOEKTOB, MPEIOIAraroas KOJUICKTUBHOE 00CYKICHHUE.

4 [Ipe3enTanus nOKHA COACPIKATh TAKHE JIEMEHTHI KaK:
- OTJIaBJICHHC;
- 1aTy MOCTEIHEN PEBU3NH;
- nHpopManuio 00 aBTOpax;
- CIIMCOK TIOJIE3HBIX KAYECTBEHHBIX CCBUIOK C IMOJIPOOHBIM X OMUCAHUEM

Pacnpenesienne caMoCcTOSITe/IbHOM (BHEAyAUTOPHOM) padoThI 110 TeMaM U BUIaAM

Cornacno IlomokeHHIO O CaMOCTOSITENbHOU (BHEayIWTOpPHOW) paboTe CTYISHTOB
pacmpeneneHre oO0beMa YacoB CaMOCTOSITENbHOM paldOThl CTyJIEHTa 3aBUCUT OT MecTa
JUCLUTUIMHBI U €€ 3HAYMMOCTH B cTpykType OIL.

Buapl, hbopMbl 1 00BEMBI CaMOCTOSITENHFHOW (BHEAYIUTOPHON) pabOThI CTYJICHTOB IPH
U3yYEeHUH KOHKPETHOM y4eOHOH JMCHUIUIMHBI OIpPENENIOTCS COJepKaHueM ydeOHOU
JTUCIUIUIMHBI, CTENEHBI0 IMOATOTOBIEHHOCTU CTYJIEHTOB M YTBEpXkJaloTcs Ha Kadeape, 3a
KOTOpOW 3aKperuieHa JaHHasl NUCUUIUIMHA, B BHIE pa3zenia pabodell MporpaMMbl JUCIUTLTUHBI
OCHOBHOM 00pa30BaTEILHOM MPOTPAMMBEI.

B cBsi3U C BBIIEH3IOKEHHBIM, IPUHAMAsi BO BHUMaHUE O0BbEM AWCIMUILTUHBI (MOIYJIs)
B 3aQUETHBIX EJMHUIAX C YKa3aHHEM KOJMYEeCTBa aKaJIeMUYECKHMX YacoB, BBIJCJICHHBIX Ha
KOHTaKTHYI0 paboTy oOydJammuxcs ¢ TmpernojaBaTeneM (IO BHAAM 3aHATHNA) W Ha
CaMOCTOSITENIbHYIO paboTy oOydYaronuxcsi, a Takke OaJlaHC BpPEMEHH 110 BHUJaM palOTHI,
pacrpenielieHue  CaMOCTOSATENbHOM (BHeayAMTOpHOW) pabOThl MO TeMaM JUCLMILIHHBI
MPEJICTaBISIETCS CASAYIOUUM 00pa3oM:



O0bem

HaumMmeHnoBaHu CaMOCTOSITEIbHO

Ne e TeM Buj camocTosiTe/IbHOM (BHEAy IMTOPHOM) (BHeay1MTOPHOI)

n/n (pa3nesioB) padoThbI padoThI MO
JUCIHHUIIINHDBI dopmam
00y4eHust

YpoBHU U ITogroroBka npeseHTanui, K ay IUTOPHBIM

1 | chepnr 3aHATHUSM, TECTaM, BBIMIOJHEHUE 17
yIpaBJieHUs CaMOCTOSITENILHBIX U KOHTPOJIBHBIX paboT
OpranuzanuoH [ToaroroBka npe3eHTaluii, K ayaJuTOPHBIM

2 | HBIC 3aHSATHUSAM, TECTaM, BBIIIOJHEHHE 17
CTPYKTYPBI CaMOCTOSTEIIbHBIX M KOHTPOJIBHBIX PabOT
JlunepctBo [ToaroroBka npe3eHTanui, K ayJUTOPHBIM

3 3aHATHUAIM, TECTaM, BBLIIOJIHECHHUE 18

CaMOCTOSITENILHBIX U KOHTPOJIBHBIX paboT

[Tox6op [ToaroroBka npe3eHTaluii, K ay IMTOPHBIM

4 | mepcoHana, 3aHATHUSIM, TECTaM, BBIIIOJIHEHHUE 18
PEKPYTHHT CaMOCTOSTEIIbHBIX M KOHTPOJIBHBIX PabOT
busnec nnan ITogroroska npeseHTanui, K ay IMTOPHBIM

5 3aHATHUIM, TECTaM, BBLIIOJIHECHHUE 18

CaMOCTOSITENILHBIX U KOHTPOJIBHBIX paboT
HUTOTO 88

7. OneHOYHBbIE MaTePHAJIbI JIsl TEKYLEro KOHTPOJISI yCIIeBAaeMOCTH M IIPOBeAeHUsI
NMPOMEKYTOYHOM aTTeCTANMU 00y4ar0IMXCS N0 JUCHHUILIMHE (MOIYJII0)

7.1.0neH0YHbIe MAaTEPHAJIBI VI TEKYLIEro KOHTPOJIsl yCIIeBaeMOCTH
Tekymmii KOHTpOJIb yCIIEBa€MOCTH MO JUCHUIUIMHE «J/lemoBas KOMMYHHMKalus Ha
AHTJIMICKOM sI3bIKe (TIPOJIBUHYTHIM ypoBeHb |)» mpoBoauTcss B (opMe KOHTPOIBHBIX
IIEPEBOJIOB, TECTOB, JMAJOIOB, MOATOTOBKU IPE3E€HTAlMH, WHIMBUAYAJIbHBIX OTBETOB Ha
BOIIPOCHI, YCTHOI'O OIIPOCA, TUCbMEHHBIX 3aJaHUN U T.J.

Tema 1: Levels and areas of management

1. 3amonHKATE HDO6CJ'II)I Hauboee NOAXOAAINMMHA TEPMHUHAMM M3 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. Ckaxute, BEpHEI JIU JaHHBIC YTBEpKAcHHA. McipaBbTe HEKOPPEKTHEIE!

1.Exporting is the most difficult way to enter a foreign market.
2.There are three types of exporting.
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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.

3. IlpoynTaiiTe TEKCT M HANUIIUTE €r0 KPATKOE U3JIOKEHHUE:
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 I 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. s 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.

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. Isthere a magical transformation or demo? Before-and-after spots — showing easily
noticeable differences — are powerful marketing tools.

7. s 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. lIsitcredible; 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.

9. 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.
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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.

4. JIonoJHUTE CASAYIONIUA TSKCT IIaroJIaMy 0 CMEICTTY:

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) ....cooevevnnnnn. (and sometimes dismissed) by a company's board
of directors. They are (5)........cccvvvnnenn. and advised and

have their decisions and performance (6) .........cccoceviverevieereeiesieese 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
() TSP 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.

5. OrBeThTE MMCEMEHHO HA CICAYIONIME BOIMPOCHI:

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 (umxuss 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?
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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?

6. [lepeBeuTe crenyoOmKe NPEAIOKEHUS, UCIOJIb3Ys AKTUBHBIN CI0BAph M0 TEME:
1.CyiiecTByeT TpH OCHOBHBIX YPOBHS yHpaBlIeHUs] (MEHEIKMEHTA): BBICIIMI  MEHEIKMEHT,
MEHEP)KMEHT  CpPEJHEro 3BeHa U MEHEIKMEHT IEepBOTo 3BEHa.

2.Beiciiue MEHEJDKEpPhl ~ HAMpaBisIOT U KOHTPOJUPYIOT O0IIYI0 JIeATENHHOCTh
OpraHM3allil, OHHU ONPEAENSAIOT CTPATETUI0 U OCHOBHYIO MOJUTHKY (PUPMBI.

3.BriciinMu MeHeKepaMu OPraHU3aluU SIBIIAIOTCS (are) mpe3uaeHT, BULE-TIPE3UACHT, TJIaBHBIN
UCIIOJTHUTEINIbHBIN TUPEKTOP U WICHBI COBETa NUPEKTOPOB (IIPABICHHUS).

4. MeHemxep CpeAHEro 3B€Ha pealiu3yeT (OCYIIECTBIISIET) CTPATETHIO U OCHOBHYIO — TMOJIUTHKY,
CIycKaemble C  BEpXHEro  YpOBHS OpraHU3aluu.

5.CpelHUMH MEHEIKEpaMHu OpTaHU3alMU SBISIOTCS PYKOBOAMUTEIb MOAPA3ICTICHUs, HAaUaIbHUK
oTJieNna, JUPEKTOP 3aBOJIa U TUPEKTOP MIPOU3BOICTBA.

6.MeHekep MEpPBOrO 3BEHA CIEAUT 3a JICSITEIbHOCTBbIO HEYMNPABICHUYECKHX CIYXKAIUX U
KOOpPIMHHPYET €e.

7.MeHemxepaMi  TEPBOrO  3BEHA SIBJISIOTCS MHCIEKTOpP, MacTep, PYKOBOJAUTENb OTHAENA,
PYKOBOJUTEIND MTPOEKTA.

8.MeHemKkepbl MEpBOro 3BeHa pabOTalOT C HEYNPaBICHUYECCKUMH PAaOOTHUKAMHU U PEIIAOT
MOBCE/IHEBHBIE MPOOJIEMBI.

9.HeynpaBneHnueckune pabOTHUKH MPEICTABISIIOT OCHOBHYIO pa004yI0 CHITy OpraHU3aIiu.
10.CambiMu  OOBIYHBIMH cepaMy  YIIpaBJICHUS SBISIOTCS (PUHAHCHI, MPOM3BOACTBEHHBIE

oTiepalu, MapKETHHT, JIO/ICKHE pecypcsl U
aJIMUHUCTPUPOBAHHUE.

11.3aBenyromuit duHaHCAMU (finance manager) pexse BCETO
OTBEYaeT 3a (MHAHCOBBIE PECYPCHI OpPraHU3aIINH,

12.TpaaumoHHo TTHPEKTOP MIPOM3BOICTBA (operations manager)
accoruupyercs (is equated) ¢ mpon3BOACTBOM TOBAPOB.

13.0nnako B IIOCJIETHUE TOJIbI yIIPaBJICHUE IIPOU3BOACTBOM
OTHOCHTCSI K TIPOU3BOJICTBY TOBAPOB H yCIYT.

14. Yapasnstoumit MapKETHHTOM (marketing manager) OTBETCTBEHEH
3a oOMeH POYKITUEH MEXTY opraHu3aImen " ee TIOCTOSTHHBIMU
noKynaTteiasiMu (CUStOMErs) uiu KIueHTaMu.

15.Yupapnsrorniuii JFOICKMMU pecypcamu 3aHUMAaCTCS (charges in)
HaiiMoM, 00y4eHHeM U OLEHKOH JesTeTbHOCTH PAOOTHUKOB.

16.AIMUHUCTPATUBHBIN PYKOBOJHTENb OCYIIIECTBJISIET obmee
aJIMUHUCTPAaTUBHOE  PYKOBOJICTBO u OH HE CBsI3aH c KaKoOW-JIn00

KOHKPETHOU (QyHKIIMOHAJILHOU C(epoii.
7. BamonHure HDO6€HBI IoAXOA4IIINM CJIOBOM MJIU 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.

SATOp MANAger ... and ................eeveeeenn ... the overall functions of
the organization.

4.Top managers also ......ccecerivernenne the firm's strategy and define its
14T 1T .

5. A middle manager...........c......... the strategy and major polices handed down from the top

level of the organization.
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6.Middle managers..........cccoevevvevieiiennnns tactical plans, policies, and standard operating

procedures.

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

8. Afirst-line manager is @ manager Who.........c.ccccccevveiesinsnenesiennen, and  supervises  the
activities of operating employees.

9. First-line managers spend most of their time working with .................. answering questions,
and ............oceiiiiiiiie i e en. ... day-to-day problems.

10. Operating employees are and non-qualified persons working for the organization,

they represent the work force of the organization.

Tema 2: Organizational structures

1. JlOoIHUTE NPEAJIOKEHHS CIIOBAMU M3 aKTUBHOTO BOKaGVJISIDaI

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. [IncbmeHHO I'IDOKOMMeHTVIDVﬁTe cneaywuine yrsepxXageHuma:

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.

14



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.

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 commaodities, 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 3: Leadership

1. OTBEeTHTE NUCHEMEHHO HA CIEAVIOIINE BOMIPOCHL:

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?

e Being decisive: able to make quick decisions
e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk and
soon
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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
e 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?

2. TlonbGepure K BuIpakeHUsIM 13 nepBoro croyiorka (1 — 10) coOTBETCTBYIOLINE OMPENSIICHUS

(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 cBou OTBeTBIBTa6JIHHy.
|1]2[3]4]5[6]7[8]9]10]

3. IlpounTaiiTe M VCTHO IIEPEBEINTE HA DPYCCKUU SI3BIK BeCh TeKCT. HalauTe B TEKCTE
CIIEVIOIIME CJIOBA M BhIpaKeHUs. BHECUTE CBOM OTBETHI B TA0IHUILY:
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IPOU3BOIUTEIND

OBITh OTBETCTBEHHBIM 32
JOJKHOCTh

BBIITYCKHUK

CTHJIb PYKOBOJCTBA
CaMOCTOSTEIbHOCTh
OTBETCTBEHHOCTh

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.

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. Tpocaymaiite Teker «A University Degree»

Ceuika s mpocayimBanust: http://www.esl-lab.com/universitydegree/universitydegreerdl.htm

|. BoiOepuTe npaBu/IbHBIN BADHAHT 0TBeTa. BHecuTe cBOM O0TBeThI 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?

C A. at a bank

17


http://www.esl-lab.com/universitydegree/universitydegreerd1.htm

C B. for a school

© 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 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

C B. has earned a scholarship for the first year

© C.isinvolved in a serious relationship

|1 [ 2 [3 | 4 |5

5. OTBeThTE MMCHbMEHHO HA CIEAVIOMINE BOIIPOCHI:

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?

6.3anonHKTE CICAYIOMME NMPEAIOKCHUA CJI0BAMU U3 TaOJIMIIBL:
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achieved Dboard 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...................cceeeev........ Objectives if you don’t ..o,
them to your staff.
4.Managers have to . ierieereeneeneee ... their subordinates, and to measure, and try to

improve, their ...,

5.Managers have to check whether objectlves and targetsare being ..........ccooiiiiiin e,
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.

7. IlepeBeauTe TEKCT, UCIIOJIB3YS CACAYIOUINE CIOBOCOYCTAHUS M (hpa3bl:

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

Uro Takoe xopouiit MeHepxkep? OAHM MMOIAaraoT, YTO XOPOIIHI MEHEKED — 3TO CTpaTET, APyTHe
CUHUTAIOT, YTO XOPOIIHA MEHEIKEp — ITO YEJIOBEK, CIOCOOHBIH MBICIUTh KpeaTHBHO (@ creative
thinker with lots of...), umeronuii MHOKeCTBO WHHOBAIIMOHHBIX M/I€H, TPETHU TYMAIOT, YTO
XOPOILIUM MEHEIKEP — ATO JHUAEP, CNOCOOHBIM BIOXHOBJISITH M BeCcTH 3a codoi. HasepHoe,
XOPOIINK MEHEKEP 3TO U MBICIUTENb, U JIUJEP, M CTPATeT, U HaCTaBHUK (& mentor). Hexotopeie
HABBIKM MOKHO MPHOOPECTH, HO €CTh Ka4eCTBA, ¢ KOTOPbIMHU HYKHO POAUTHCS, YTOOBI CTaTh
XOPOIIMM MEHEKEPOM. XOpOIIHii MeHeKep xapu3MaTtuueH (charismatic), nuaamuden (driven),
OH B/IOXHOBJISIET, MOTHBHPYET, MOOIIPSIET, OH ONTUMHUCT, OH yBJICUYEH CBoeil paboToii to be
engaged by what he does), on mro6uT sroieit, Tak Kak paboTa MeHeKepa u coctout B ToM (being
a manager means...) 9ToObI yIPABJIATH JIFObMH.

Menemxep onmpeaesieT CTpaTerui0, CTAaBUT LeJM W 3aJa4d. XOpOILIMM MEHEIKEp Bceraa
CTABUT BBINOJHUMBIE LeJIH M 3a7a4u. MeHeKep Bcerja BUAWT HACTOSIIEe, HO XOPOIIHA
MEHEDKEP, CTaBsl KPATKOCPOUYHbIE IeJIH, BCET/Ia OPUCHTUPOBAH Ha Oy/yIliee, Ha MEPCICKTUBY.
Xopommii MeHeKep 4eTKO BHIUT, B KAKOM HAMPAaBJIEHHHU IBHKEeTCS] KOMIIAHHA.

MeHekep TOBOTUT LeJIH W 3aa4H 10 CBeeHHsI MOYHHEHHBIX, XOPOIIUi MEHEKED YeTKO
(¢opmyupys 3agaun, OOBICHSET, IOYEMY OH CTABUT ITH 3a/1a4H.

Menemkep opranusyet pabouuii mporecc, Onpenesisis KaKyr padoTy U KTO U3 MOJAYHHECHHBIX €¢
BBIMOJIHSACT. XOPOIIWH MEHEIKEp He MpOocTo pacmpenenser poxu (to assign roles and
responsibilities), Ho 3Haer, kTo Ha uro crmocobeH (What each employee is capable of). Kro-to
xopoiiro paboraet B aBpaabHOM peskume (t0 work under pressure of deadlines), xto-to xopormo
BoimosiHseT ( t0 be good at...) ananutuyeckyro paboTy. Xopouiuii MEHEKEP BUAUT MOTCHIIUAI
Ka)JIOTO COTPYTHHKA, U TIOHUMAET, KaKyr0 pab0Ty OH BBIMTOJIHUT JIy4IlE, TPOTYKTUBHEE.
MeHemkep CTABUT 3a1a4H, U CJIEAUT 32 X BbINOJHEHHEM. XOPOIIUH MEHEKEP BAOXHOBJISIET
Y1 MOTHBHPYET MOTYMHEHHBIX, TOOMIPSS BHIMOJHUTH PA0OTy KaK MOXKHO JIydIlle, BLITACKHBasI
W3 KaXK/A0ro COTPYTHUKA MAKCHUMYM TOT0, HO YTO OH CIIOCOOEH.

Menemxep olleHUBaeT paboTy MOTYMHEHHBIX, XOPOLIHH MeHeKep... (JO on)
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Tema 4: Recruitment

1. BcraBpTe ci1oBa U3 TaOIUIIBI B IPEIOKEHIMS HIDKE:

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 Ha TUITMYHBIC BOIIPOCHI CO6CCCI[OB3.HI/I$I OpHu IpucMC Ha Da6OTVZ

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?

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?
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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?

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. PacckaxuTe Ha aHTJIMMCKOM SI3BIKE O KAHIUJATe HA JAOJDKHOCTB, OIMMpPadACh Ha €Iro PE3OMCE!

AunekceeBa AHHa BiiagumupoBHa
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Tenedon:
E-mail:

Mecto xurenncrsa:

Hara poxaeHus:

Hean:

8-903-555-5555
a.alekseeva@gmail.com

r. Mocksa
03.03.1991

MOJIyUCHHUC pa6OTI>I Ha JOJI2KHOCTD I'NIaBHOTI'O CIICUAJINCTa YHpaBHeHH}I

3aJIOTOBBIX OTNEeparui

Oo6pa3zoBanue:

2008 — 2012 rr.

2012 — 2014 rr.

OnbIT padoThI:

nroie 2012 1. —
HACT. BpeMs

SHBApb - HIOHb
2012 r.

®uHaHcoBbIN yHUBepcuTeT npu [IpaBurenscrse Poccuniickoit denepanuu
MexayHapoaHbI SKOHOMUYECKUHN (DaKyJIbTET

[IpucBoena crenens O6akagaBpa IO HANPABICHUIO «IKOHOMHUKA

Jumiaom ¢ oTananeM

®uHaHcoBbIM yHUBEpcUTeT npu [IpaButenscTBe Poccuiickoit denepanuu
DUHAHCOBO-3KOHOMUYECKHH (PaKyIbTET

Marucrepckas nporpamma: «OrLeHka 6u3Heca 1 KOpIopaTUBHbIE (PUHAHCHD)
[IpucBoeHa cTeneHb MarucTpa Mo HanpaBJIEHUIO «IKOHOMUKA

JumiaoM ¢ oTanaueM

BTb 24 (3A0), r. MockBa
Benymuit skcnept JlenaprameHTa aHajau3a pUCKOB, YTpaBlIeHHE MO padoTe
C 3aJIOTOBBIM UMYILECTBOM:

— TMPOBEJCHHME 3aJIOTOBOM AKCHEPTH3bl 3aKJIaJBIBAEMOI0 MMYIIECTBA
(ompeneneHne CTOMMOCTH U JIMKBUAHOCTH MMYILECTBA, MOATOTOBKA
3aKJIFOYCHUHN JJIS1 KPEJJUTHOTO KOMHUTETA);

— Merojojioruueckass  pabora  (pa3paboTka  BHYTPHOAHKOBCKHX
JIOKYMEHTOB, pyKOBO/JICTB, MIPABUJI, IPOLIETYP);

— pabora c 3amoroBeiM moptdenem baHka (aHaIM3 W KOHTPOJIb
KauecTBa);

— BeJleHHMEe MOHUTOPHUHTA 3aJIOTOBBIX CAETIOK U UMYIIIECTBA;

— ompejaeneHue KPeIuTHBIX PUCKOB.

Ernst&Young, r. Mocksa
Craxep oTnena OLeHKHU:
— cObop u ananmu3 wuHpopMmauuu (PpUHAHCOBBIE W OIEPALUOHHBIC
NOKa3aTesu JesITeIbHOCTH KOMIIAHUH), OTpacyieBasi CTAaTUCTHUKA);
— MOATOTOBKA MAKPOIKOHOMUYECKHUX U OTPACIEBBIX 0030pOB;
— pacueT U aHauu3 (PMHAHCOBBIX ITOKa3aTeleH;
— ydacTMe B IPOBEJIEHUU OLEHKM CTOMMOCTHM Ou3Heca ¢
UCIIOJIb30BaHUEM METO/]a KOMIIAHUN-aHAJIOTOB;
— mpoBepka  (UHAHCOBBIX  Mojeneld  (OIEHKa  KOPPEKTHOCTU
IPEINOCHIIOK U BEPHOCTH MaTEMaTUYECKHX PacueToB);
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— y4aCTHUC B HAlTUCAHWUH OTHUCTOB 00 OIICHKC.

JdonmoanureabHasi nHpopManus:

HNHocTpaHHBIC SA3BIKK — aHTITUHCKHUIA (CBOOOIHO YCTHO, TUCHMEHHO)
HeMeIKui (6a30BbIil)
[TepcoHanbHBII KOMIIBIOTEP — OMBITHBIH moJb30Baredb (MS Office, 6a3a qannsix Bloomberg,
NIPaBOBBIC MPOTPAMMBI
«"apanT», «KOHCYIBTaHT +»)

JInynble KayecTBAa:

KOMMYHHUKa0€IbHOCTh, YMEHHE DPadOTaTh B KOMAaHJE, aHAIUTUYECKUU CKJIaJ yMa, >KeJIaHHe
pa3BUBaATHCS B IPO(PECCUOHATILHOM U JIMYHOM IUIaHE.

Pexomenmamum MoryT OBITh IPEICTABIICHBI TIO TPEOOBAHMUIO.

Tema 5: Business Plan

1. OTBETHTE NUCHEMEHHO HA CIEAVIOIINE BOMIPOCHL:

1. What are the main sections of the Business Plan?

2. What is an executive summary? (main points, conclusions)

3. What information does a description of the company contain? (name of the company,
activities, how the company began, mission statement, recruitment policy with respect to the
suppliers, location, benefits from location)

4. What does a section of management include? (names, ages, experience)?

5. Why is this section important? (for lenders)

6. What does a section of products and pricing include? (products, services, market to reach,
increase and decrease in prices)

2. I[IpaBna ywum 510k6? JlaliTe NpaBUIBLHBIA OTBET, €CM BBl cCUMTAETE, UTO VIBEPKICHUE
HEBEPHO.

Auditors are independent certified accountants. (T)

Auditors never review financial records of a company. (F)

The auditor’s financial review is called the Auditor’s opinion. (F)

Auditors are always employed on a part-time basis. (F)

Audits are usually performed annually. (F)

Outside audits are a normal part of business practice. (T)

Auditors try to detect irregularities and reduce the possibility of misappropriation. (T)

The company’s management never requests auditors that they propose solutions to the

company’s problems. (F)

Assets include liabilities and capital. (F)

10. The Profit and Loss statement is based on accounts which reflect the profit and loss of the
company. (T)

11. Profit retained is just the same as the profit after tax. (F)

12. Controller is the lowest stage in the accounting career. (F)

13. You can practice accounting if you don’t have a certificate of Institute of Accountants. (F)

NGO~ WNE

©w
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3. [lepeBeuTe CISAVIOMME MPEAT0KECHNS, NCIIOIb3YsI aKTHBHBIN CIIOBAPh 10 TEME:

1. Kommnanus ABC pemmia BbIMTH Ha BBICIINN YPOBEHb PHIHKA U BBIITYCTUTH HOBBIE
TONOBBIE AyXU. UTOOBI yIOBIETBOPUTH HYK/Ibl U JKEJIAHUS IOTpeOUTeNel 1 NpUBIEYb
LIEJIEBYIO ayIUTOPUIO, MAPKETOJIOTH UCCIIE0BAIIN PHIHOK U FOTOBBI CO3J1aTh KOHLEIIIUIO
HOBOT0 npoaykra. KoMnanus npeicTaBuT OpOAYyKT Ha PHIHOK B ABIYCTe U coOupaercs
IPOJBUTaTh POAYKT HA PHIHKE, UCHOJB3YS «3BE3/1» B PEKIAME.

2. Ham Heo0XoaMMO MCIOJIb30BaTh CBOE KOHKYPEHTHOE MPEUMYIIECTBO U UCKAaTh HOBBIE
BO3MOXXHOCTH PBIHKA, €CIM MBI XOTHUM YTOOBI Hallla KOMIIAHUS OCTAaBAJIaCh KOMITAaHUEH
Ne2 Ha peIHKE.

3. Ecium xommaHus BbITyCKAaeT HOBBIM OIPOAYKT HA PHIHOK, TO YaIlle BCErO KOMITAaHUS
Ha3HA4aeT PhIHOYHYIO IIeHy. Eciy koMmaHus BelITycKaeT TONOBbIM NPOAYKT, TO OHA
Ha3HayaeT LIEHY BbIIIE PHIHOYHOM.

4. YrtoObl 10CTUYb CBOMX LI€€H U NPUBJIEYD LIETAEBYIO ayIUTOPUIO, KOMIIAaHUS cOOMpPAETCs
U3MEHHUTDH KaHAJIbI cObITAa MPOIYKIINH.

4. IIoArOTOBETE YCTHYIO M MUCHMEHHYIO IIPE3CHTAIIUIO COOCTBEHHOT0 OM3HEC-IIaHA 110
CJICAVIOMIEMY AJITOPUTMY.

« Mission statement and/or vision statement so you articulate what you’re trying to create;

e Description of your company and product or service;

o Description of how your product or service is different;

o Market analysis that discusses the market you’re trying to enter, competitors, where you
fit, and what type of market share you believe you can secure;

« Description of your management team, including the experience of key team members
and previous successes;

e How you plan to market the product or service;

« Analysis of your company’s strengths, weaknesses, opportunities, and threat, which will
show that you’re realistic and have considered opportunities and challenges;

o Develop a cash flow statement so you understand what your needs are now and will be in
the future (a cash flow statement also can help you consider how cash flow could impact
growth);

e Revenue projections;

« Summary/conclusion that wraps everything together (this also could be an executive
summary at the beginning of the plan).

5. O6BeauTe OVKBBI OTBETOB, KOTOPBIE JVUIIE BCEX JOMOJIHAIOT OPEUIOKEHUS HUKE:

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
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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:

a. radio and television

b. personal selling and advertising
¢ personal selling and newspapers
d. selling advertisements

7.2 OneHOYHbIC MATEPHAJIBI VISl IPOBeIeHUs MPOMEKYTOYHOM aTTeCTAMHI

7.2.1. IlepeyeHb KOMIIeTEHIIHII ¢ yKa3aHUEM ITanoB WX ()OPMHUPOBAHUSA B MpolLiecce
0CBOEHUs 00pa30BaTeJbHON MPOrpaMMbl

OTtanel

(GopMHpOBaHUS KOMIIETEHIIMI B TMPOIECCe OCBOSHHS 00pa3oBaTeIbHOMN

HpOI‘paMMBI OHpeI[eJ'DIIOTCH HOpH,Z[KOM HByLICHI/IH JOUCHUIIJIIMH B COOTBCTCTBUU C pa60‘II/IM
y4eOHBIM TIJIAHOM M MPEJCTABICHBI B TAOIHUIIE:

Kon
KOMIIETE Conepikane Jranbl JAucuMIInHbI,
HIUH KOMITETeR I (opmupoBanus (opmupyromue
(kommer (koMmeTenmii) KOMIIeTeHIIUH KOMIIeTeHI[HI0
eHIHiA) (koMmeTeH i) (KOMIIEeTeHIUH)
1 HNHOCTpaHHBIN SA3BIK
9 Pycckuii s13bIK ¥ KyJIbTypa
peun
3 AHTTIMICKHM S3BIK KaK S3BIK
MEXITYHAPOIHOTO OOIICHHS
CIIOCOOHOCTH K KOMMY- AHITIMACKUH A3BIK JJIS
HUKalUKU B YCTHOUN 1 NPO(eCCHOHATBHOTO
NICBMEHHOH (hopMax Ha 4 obmenms / Jlenosast
OK-4 PYCCKOM ¥ HHOCTPAaHHOM KOMMYHMKaIMs Ha
SI3BIKAX JIJIS PEIICHUS 3a/1a4 AHTIMMCKOM SI3BIKE
MEXIMIHOCTHOTO H
© OCTHOTO N @DaKyJbTaTUB IS
MEXKKYJIBTYPHOT'O JOITOJIHUTCIIbHBIN o
? P — M3YyYalolUuX NHOCTPAHHBIN
B3aMMOJICHCTBUS oo
3aMOJIenC (aHrNUHACKUI) SI3BIK C HYJIS
. | JenoBass KOMMyHUKAUMS
JAOMOJTHUTEIbHBIH N
HA aHIVIHIICKOM fI3bIKe
(pakyabTaTuB) N
(mpoaBUHYTHII ypoBeHb 1)
. JlenoBass KOMMyHHKaLIUS Ha
JIOTIOJTHATETbHBII .
AHTJIMMCKOM SI3bIKE
(paxynpTaTUB)

(mpoxBUHYTHIH ypoBeHs |)
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Kon

JTansl HCHUTLIUHBI
Kommere Conep:xanue o oa c[{f) o ,e
MHMPOBaHHUS MH 1M
HIMH KOMIIETEeHIHH mf) epe KOp epZ o
N MIleTeHIIUH MIleTeHI U
(ommeT (KoMIIeTeHImii) .
eHumii) (koMIeTeHIn i) (koMIIeTEHI[MH)
I'ocynapcTBeHHas UTOrOBast
. aTTecTamus (3amura
3aBepliaroni N
BBIITYCKHOMN
KBaJIM(DUKAIIIOHHOM paboThI)
Kon
JTansl HCHUTLIUHBI
KoMIeTe Coaepixanue (bopMupoBanus (ﬁ) o loum,e
Hiun KOMITETEHIHH (f) epe op epZ o
N KOMMeTEeHI[HH KOMIeTEeHIH
(kommer (KoMIeTeHImii) .
eH i) (koMmeTeHI i) (KOMIeTeHIIUHN)
1 Opranu3zanoHHOE
MOBE/ICHUE
5 Nudopmanmonnbie
TEXHOJIOTUU B MEHEJKMEHTE
VYuebHas nmpakTHUKa MO
3 MOJTyYEHHUIO TTePBUYHBIX
po(hecCHOHANBLHBIX YMEHUN
Y HaBBIKOB
AHTIIMNUCKUHN A3BIK UIA
BJIQJICTh PA3IMYHBIMH CIIOCO- PO ECCHOHATBHOTO
06aMu paspereHust KOH(IUKT- 4 o6uenns / Jlenosas
HBIX CUTYalluil pU IPOEKTH- KOMMYHHKALUS Ha
POBaHUM MEKIMYHOCTHBIX, AHITIMICKOM S3BIKE
[K.p | [PYNIOBLIX 1 OpraHM3aLy-
- o . dakynrTaTUB 14
OHHBIX KOMMYHHKaIUI Ha OTIOTHUTE HHBIIA y 3
- W3YYaroIIMX HHOCTPAHHBII
OCHOBE COBPEMEHHBIX TEXHO (bakynsTaTHB) yHaaromx p
JIOTHH YIIPABIEHNs IEPCOHA- (aHrNUHACKUI) SI3BIK C HYJIS
JioM, BvTOM HCIC B MEKKYIE™ | romonuuTenbHbiii | [IPaKTHKYM 110 TICHXONOTHH
TypHOHU Cpeae (dakynpTaTHB) JIETIOBOTO OOIICHHS
. | /JesoBasi KOMMYHHKALHA
JAOMOJTHUTEIbHBIH N
HA aHIJIHIICKOM SI3BIKE
(pakyabTaTuB) N
(mpoaBUHYTHII ypoBeHb 1)
. JlenoBass KOMMyHHKaLIUS Ha
JOTIOTHUTETTHHBIN .
AHTITUHCKOM SI3bIKE
(paxynpTaTUB) .
(mpoxBUHYTHIN ypoBeHs |)
['ocynapcTBeHHas UTOrOBast
3apepraromui arTecTalys (3amura

BBIITYCKHOM
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Kon

KOMIIETE Cogep)KaHl/le
HIMH KOMIIETEHIIUH
(xommer (xoMneTeHIMiT)
eHIM)

Jdransl
¢dopmupoBanus
KOMIIETeHIIH U
(koMIeTeHIn i)

JAucunnjanHbl,
¢dopmupywomme
KOMIIETEeHI[H IO
(koMIIeTEHI[MH)

KBaATM(UKAITMOHHOU PabOTHI)

7.2.2 Tloka3aTeJ OLeHUBAHUS IVIAHUPYEMBIX Pe3y/1bTATOB 00yUYeHHs Ha
Pa3aM4YHbIX dTanax (opMHUPOBAHUA KOMIIETEHIUIA

Ilnanupyembie YPOBHHU M KPUTEPUH JOCTHKEHUS Pe3yJIbTATOB 00yUYeHU st

pe3yabTaThl

o0y4eHus 1o He nocturnyr Ba3oBblid IToBBIIEHHBIH Bruicokmnii
JUCHUILINHE HA 0a30BbIii

OIMpeacJICHHOM 3Talle YPOBEHb

(opmupoBanus

KOMIIeTEeHIIUH

OK-4 (nonoTHUTEJILHBII YTAaN)

He 3naer 3HaeT Ha 3HaeT Ha JeMmoHcTpHpy
3HaTh (1)) - 0a3oBOM MOBBIIIIEHHOM eT r1y0oKue,
rpaMMaTH4ECKue YPOBHE, IIpU YPOBHE, IIpU MIOJIHBIE
npaBwia, (GopMbl  H YCTHBIX U YCTHBIX U 3HAHUS
KOHCTPYKLHH, JIEKCUKY MMACbMEHHBIX MMACbMEHHBIX
aHTJIMMCKOTO  sI3bIKa, OTBETaxX WU OTBETaxX WU
HE00X0IUMBbIE TUTSL BBIITOJIHEHU U BBIITOJIHEHU U
OCYUIECTBJICHUS TECTOB, TECTOB,

MEXXIIMYHOCTHOT'O nonyckaeT ot 30 | gomyckaer ot 10

oOmeHWsT B paMKax 1o 50% 1030% ommboK.

OTIpeIeTICHHBIX OIINOOK.

Pa3roBOPHO-OBITOBBIX

TEM

Ywmers (J]) — moruuno, | He ymeer ITonumaer Ywmeer B YmMeer B
apryMEHTUPOBAHO U OCHOBHOE COOTBETCTBUU C | COOTBETCTBUU
KOPPEKTHO coJiepKaHue OCHOBHBIMHU CO BCEMU
MTOATOTOBUTH YCTHBIE U TEKCTOB, HO TpeOOBaHUAMU TpeOOoBaHUSM
MUCbMEHHBIE BO3HUKAIOT u
BBICKA3bIBAaHUS Ha 3aTpyAHEHUS

WHOCTPAHHOM SI3bIKE B npu

MEXIMYHOCTHOM dbopMynupoBke

O0IIeHUH U BOIIPOCOB ISt

MEXKYJIbTYPHOM HayaJja Juasora,

B3aUMOJICVICTBUH €CThb

(dhoHeTnyecKue,
rpaMMaTH4YeCKU
e u/unu
JIEKCUYCCKHUE
OIINOKU
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ILnanupyemsle
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBpIIEHHBIH Bricoxknii
JUCHUIIIMHE HA 0a30BbIi
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMIIETEHIIUH
Bnangets (/1) - He Braneer Hemouctpupyer | Jlemonctpupyer | JlemoHcTpupy
HaBBIKAMH YaCTUYHOE BJIaJICHUE C €T YBEpPEHHOE
WCTIOTb30BaHMS BIIAJICHUE HEOOJIBIIUMH BIIAZICHUE
MOHOJIOTHYECKON U MOTPEUTHOCTSIMU
JAATTIOTUYECKON YCTHOM
U NIICbMEHHOW pe4u B
CUTYaIUIX
MEXKJIMYHOCTHOTO U
MEXKYJIbTYPHOTO
B3aHMMOJICHCTBHUS B
npezesiax u3y4eHHOTO
SI3bIKOBOTO MaTepuaia
IMoxa3zaTenn Kpurepun oneHuBaHusI KOMIIETeH NI
JAOCTUKEHMSI
3a/JaHHOI0 dTala He ba3zoBbIil IToBbIIIEHHBII Boicoxuii
O0CBOEHHS cpopmMupoBaH
KOMIIeTeHIHii a
OK-4 (nonojiHMTEIbHBIN 3TAI)
3natsb (/1) - He 3Haer 3HaeT Ha 3HaeTr Ha JemoHcTpUpYy
AHTJIOS3BIYHBIC 0a30BOM MTOBBIIIICHHOM eT TIyOoKHe,
pedeBbie CTPYKTYPHI U YpOBHE, NpHU YpOBHE, NpHU TTOJTHBIE
JIEIIOBYIO YCTHBIX U YCTHBIX U 3HAHUS
TEPMHUHOJIOTHIO, MUCHbMEHHBIX MUCHbMEHHBIX
HanboJiee 4acTo OTBETaX WJIU OTBETaX WJIU
ynotpebisieMbie B BBITIOJTHCHUH BBITIOJTHCHUH
YCTHOU M MUCbMEHHOMN TECTOB, TECTOB,
npogeccuoHaTbHON nomnyckaet ot 30 | nomyckaer ot 10
peuur; OCHOBHBIE 1o 50% 11030% o1mHnooK.
MPUHIIMITBI YTUKETA OIIINOOK.
BEJICHUS JISJIOBOTO
OOILIEHUST; CTUJIb U S3BIK
JICTTIOBBIX Pa3rOBOPOB
YwMmets ([1) - monnmats | He ymeer YwMmeer, HO YwMmeer B Ywmeer B
OCHOBHOE€ COJIEp>KaHHE BO3HUKAIOT COOTBETCTBUHU C | COOTBETCTBUU
AyTEHTHUYHBIX TEKCTOB 3aTpyaHECHUHN OCHOBHBIMH CO BCEMU
npodeccroHanbHOM pH ... TpeOOBaHUSIMU TpeOOBaHUSM
TEMaTUKHU Pa3HBIX u
KaHPOB (razeTHas
CTaThsl, TOJOBOI OTYET,
Oyxrantepckue
JIOKYMEHTBI), BBIICIATH
3HAYUMYIO
(3ampammBaemMyio)
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ILnanupyemsbie
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBpIIEHHBIH Bricoxknii
JUCHUIIIMHE HA 0a30BbIi
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
nHpopmaruto,
pedepupoBaTh TEKCTHI
Ha PO ECCHOHATBHYIO
TEMaTHKY; YMETh
JienaTth JIEJIOBbIE
COOOIIIEeHUS, BECTH
JIEIOBYI0 Oeceny
Bunaners (019) — | He Bmageer Hemoncrpupyer | lemoHctpupyer | JleMOHCTpUpY
HaBbIKaMU YaCTUYHOE BJIaJICHUE C €T YBEpEeHHOE
COCTaBJICHHSI pe3loMe, BIIQJICHUE HEOOIBIINMH BJIQJICHUC
HaIMCaHUs UCEM MOTPEIIHOCTSIMU
JICIIOBOTO  XapakTepa;
HaBbIKaMU
MpPEe3EHTAINHA JAETTOBBIX
KEMCoB
IK-2 (monojiHUTEIbHBII YTam)

3HaTh 019} — | He 3Haer 3HaeT Ha 3HaeT Ha JemoHcTpUpy
AHTJIOS3BIYHYIO 0a30BOM TTOBBIIIICHHOM €T TITyOoKHe,
TEPMHUHOJIOTHIO, YpOBHE, TIpU YpOBHE, TIpU MOJTHBIC
HCIOJIb3YEMYIO npu YCTHBIX U YCTHBIX U 3HAHUA
COCTaBJICHHUH MUCEMEHHBIX MUCEMEHHBIX
MH(OPMALIMOHHBIX OTBETax WU OTBETax WU
0030poB u/unm BBITIOJTHEHUH BBITIOJTHEHUH
aHAJTUTUYECKUX TECTOB, TECTOB,
OTYETOB. nomyckaet ot 30 | gomyckaet ot 10

1o 50% 11030% o1munooK.

OIIMOOK.
Ymets (I) — cobupats | He ymeer YmMmeer, HO YmMmeer B YwMmeer B
HEO0OXOUMBIEC JIaHHBIE BO3HUKAIOT COOTBETCTBHH C | COOTBETCTBUU
u3 AHTJIOSI3BIYHBIX 3aTpyIHEHUU OCHOBHBIMH CO BceMU
HMCTOYHHKOB. pH ... TpeOOBaHUSIMHU TpeOOBaHUIM

u

Bnaners (D) — | He Bmageer Hemonctpupyet | lemorctpupyet | JdemoHCTpupy
HABBIKaMHU TOATOTOBKH JaCTUYHOE BIIQJICHUE C €T YBEepEeHHOE
MH(OPMALIMOHHBIX BJIa/ICHUE HEOOJIbIINMHU BJIa/ICHUE
0030poB 197070171 MOTPEUIHOCTSIMU
aHAJIUTUYECKUX
OTYETOB B cepe CBOECH
npodeCcCuOHATBHON
JeSTeNbHOCTH Ha

AHTJINICKOM SI3EIKE.
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7.3. TunoBble 3a1aHusA ¥ (WJIH) MATEPUAJIBI JAJIsl OLEHKH 3HAHUI, YMEHUI 1 HABBIKOB H
(1JIM) oNbITA IEATEJIbHOCTH, XapPaKTePHU3YHIIUX dTanbl GOPMUPOBAHNS KOMIIETEHIIMIT

7.3.1. TunoBble 3aJaHNS U (MJIH) MATEPHUAJIBI ISl OLEHKHU 3HAHM /151 KOMIIeTeHIM U
TUIIOBBIE TECTHI JJIS1 ITPOBEPKM COOPMHUPOBAHHOCTHU 3HAHUMN JJISL OK-4

3amanmne 1.
3amonHuTe MPodespl HanboJIee MOIXOAAIIMME TEpMUHAMHK 13 crrcka mo teme Levels and
Areas of Management:

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.

3ananue 2.
3aromaHuTe HpO6CJ’IBI noAXOAAIIMM CJIOBOM HJIN CJIOBOCOYETAHUEM U3 BOKa6mepa I10 TEME
Levels and Areas of Management

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.

SATOp MANAger ... and ................eeveeeenn ... 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.........in. of first-line
managers.

8. A first-line manager is a manager Who .........cccceevevvevevvennenn, and supervises the
activities of operating employees.

9. First-line managers spend most of their time working with .................. answering
qguestions, and . day-to-day problems.

10. Operating employees are and non-qualified persons working for the
organization, they represent the work force of the organization.

3aganue 3.
Packpotiite ckoOKH, UCTIOIB3YS MPABUIILHYIO (DOPMY aHTIIMICKOTO T1aroyia (BpeMeHa,
UHOUHUTUB, TePYHINH, IPUYACTHE)

1. Asl (walk) home the other night, |
(notice) someone (try) (break) into a car,
(park) next to mine.
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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) I 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!

17. 1 really don’t feel like (go) out tonight. I’d sooner

(stay) in and (watch) a DVD.
3ananmue 4.

[lepenaiite npsiMy10 pedb B KOCBEHHYIO B CICAYIOIIUX MPEIIOKECHUAX:
1. The article says, “The artist only uses oil paints.”

2. “They are working hard today,” he said.

3. “I’ve done things you asked me to do,” Mary said.
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4. “The sun rises in the east,” she said.

5. “He broke the window,” they said.

3aganmue 5.
BriOepuTe HyXHBII BapuaHT OTBeTa, UCONb3ys mpasuwio Complex Object:
1. | hear the district.
a. him leave b. his leaving c. him to leave d. that he’s left
2. |saw absolutely happy with the news.
a. she look b. she looking c. her to look d. she looked
3. I’d rather you with us tonight.
a. have stayed b. to stay c. stay d. stayed
4. She stayed at work so that the report.
a. to complete b. her complete c. she could complete d. she will complete
5. He was made the truth.
a. tell b. to tell c. telling d. to be told
3ananmue 6.

Hanummure aHrnmiickue Ha3BaHUS OTACJIOB KOMIIAHHUH, B KOTOPBIX JAHHBIC COTPYAHHUKH MOT'YT
paboTath, ucmob3ys TepMuHosioruto o reme Levels and Areas of Management:
a) assembly-line worker..............
b) graduate trainee...........cccocevereenenn.
c) accounts clerk........cccooveveiieiinenns
d) sales executive .........cccoevvrinninnnnnnn
e) office SUPErViSOr.........cccovveveiiieieeriennn,
1) SCIENTISt.....oviiieiiiic e
g) personnel officer..........ccccvvvevveinnnn,
h) foreman

3aganme 7.
Packpotiite ckoOKH, UCTIOIB3YS MPAaBUIIBLHYIO (DOPMY aHTIIMICKOTO I1aroyia (BpeMeHa,
WHOUHUTUB, TePYHANH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOE HAKIIOHEHHE,
MOJAaJIbHBIC FHaFOJTBI)

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 I 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.
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8. Now I 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, Moria Obl ¥ C/IeTIaTh)

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! (1e 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, nomkno 6siTh) around two packs since |
(leave) Pencey.

16. Iwish (take) him up on the offer when I had the chance,
but I didn't 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/not /like) the colour, it

(m.v./ 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.

3ananue 8.

HpO‘ITI/ITe BBICKAa3bIBAHHA COTPYAHUKOB KOMIITAHUHW W HAITUIIHTEC aHTIINIICKUE Ha3BaHHA
OT/IETIOB, B KOTOPBIX JaHHBIE COTPYAHUKHA MOTYT paboTaTh, UCIOJIb3Ysl 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 9.

JlonoyiHuTE CleayroIMni TeKCT TepMuHaMu o treme Levels and Areas of
Management:
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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
officersor vice-presidents, each with clearly (3) .................. authority and
responsibility (production, marketing, finance, personnel, and so on).

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

3aganue 10.
O6BGIII/IT€ TepMI/IH, KOTOpBIﬁ HC BXOAUT B Kamz[y}o ropnsoHTaany}o rpyrmy:

1 firm companv societv  subsidiar
2salary  manager engineer employee

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

3amanue 11.
HazoBure OpTraHHU3allMOHHBIC CTPYKTYPhI, OITMCAHHBIC B JAHHBIX MPCIIOKCHUAX!
1 A cross-functional structure where people are organized into project teams.
2 Astructure 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 Astructure organized around different products.

3amanme 12.
IlepeBenuTe HAa AaHTJIMHUCKHUHN SI3bIK JaHHBIC TPEIIJIOKEHUSI, UCTTOJIb3Y I
TepmuHOJOTHIO TTI0 TeMe Levels and Areas of Management:

1. Moii oteny ynpaBiser Hamieil komnaHuei Bot yxke 20 net. B ynpasneHun 0u3Hecom oH
MIPUICP>KUBACTCS KOHCEPBATUBHBIX B3TJISA0B, HO KOMITAHUSI BCET/Ia_yAeseT 00JIbIIoe
BHUMaHUE HY>KJaM _IOTpeOuTenell 1 ObICTpO pearupyer Ha W3MeHeHHs Ha pbiHke. OTely
pentt choKycHpoBaThes Ha MEPe0OYUESHUN COTPYAHUKOB M IPHUHSII Ha paboTy
HECKOJIbKUX Mpo(deccroHanoB, KOTOpEIe OyayT MPOBOIUTE O0yUEHUE.

2. 1lIta6 kBaprupa kommanun ABC Haxoxutes B Heio-Hopke, a eé (HIHATIBI PACIIONOKEHEI B
15 cTpanax.
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3. W3-3a ciugHud ¢ komnaHuei X Haila KoMraHus Obuta peoprannsoBana. 30% nepconana
cokpaTuid. Sl ske MOoay4Yus MOBBIIIEHUE N0 KapbepHoU JecTHUIle. Celuac s 0TBEYalo 3a
paboTy CEPBUCHOTO IIEHTPA.

4. TlocrosiHHAS MOTEPS IOJIU PHIHKA, BO3PACTAIONIAs KOHKYPEHIIUS — IPOOJIEMBI, ¢ KOTOPBIMH
B [IOCJIEIHEE BpPEMsI CTOJKHYJIAch Hama komnanus. Ceiyac Hama 3aja4a — CpO4YHO
oTpearupoBarb Ha HUX. [Ipexie Bcero Mbl CMEHUM KypC KOMIIaHUU, PECTPYKTYPU3UPYEM
e€. PykoBo/IcTBO KOMIaHUH PEIIMIIO HE COKpaIaTh, a HEPE0OYUHUTh EPCOHAN. Y MEHUE
a/IalITUPOBATHCA K MIOCTOSTHHO MEHSIFOIIIEMYCSI PBIHKY — BOT 3aJI0T ycrexa Jito0oro ousHeca.

3ananue 13.
Packpoiite ckoOKH, UCTIONB3YsI MPAaBUIIbHYIO (POPMY aHTIIUIICKOTO riaroya (BpeMeHa, YCIOBHbIE
BBIPAKCHUS, COCIIAraTeIbHOe HAKJIOHEHHE)

1. If the 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. 1 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. 1 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.
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 I (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 14.
BcraBbre npaBuibHy0 hopMy rinaroina 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.
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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 15.

IlepeBenuTe HA aHTJIIMWCKUN SA3BIK JAHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TepMHUHOJIOTHIO 110 TeMe Leadership:

1. Yro kacaercs BefieHUsI OM3HEca, HOBBIM MEHEKEp OTIesa MPOJak ¥ MapKETHHTA HE
MpUEMJIET KOHCEPBATUBHBIX B3TIIsIOB. OH CIIOCOOEH CTaBUTh YETKHUE IIENIH, OBICTPO pearupoBaTh
Ha U3MEHEHUS PbIHKA, OOIMIPATh KOMaHAHBIA yX COTPYAHUKOB.
2. XYZ — nuHamu4Has1, ObICTPO pacTylasi KOMIIAHUS 10 IPOU3BOJICTBY KaHIIENIAPCKUX TOBAPOB.
B ycnoBusix €cTKoil KOHKYpEHIIMN HaM He0OX0UMO MOCTOSIHHO NMPOBOUTH HCCIIEA0BAHUS
pBIHKA B OBICTPO PearupoBaTh HA €TO U3MEHECHHSI.
3. Hama xommanust Obuta ocHoBaHa B cepearHe 1990-X rogoB, ¥ MbI OBICTPO pa3BUBAaEMCS C TEX
nop. Komnanus cocTouT U3 5 OTAENIOB: aAMUHUCTPATUBHBIH, (PMHAHCOBBIN, TPONU3BOACTBEHHBIH,
OTAEJI MapKETHHTa U MIPOJIaXK U KaapoBeIil otaei. Hamr nepconan HacuutsiBaeT cBbie S000
coTpynHuKoB. ['ooBHOI oduc pacnonoxeH B JlIongone. Hamm qouepHue npeanpusiTus
HaxoasaTca B Munane u bepnune. B cienyromiem rojly KoMnaHusi INIAHUPYET OTKPBITh CBOM

¢umman B Mockae.

3ananue 16.

IlepeBenuTe HA aHTJIIMWCKUN SA3BIK JaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TepMHHOJIOTHIO 110 TeMe Leadership :

1. HegaBHoO coBet nupekTopoB koMmnanuu Cornerstone Group ycnenrHo npoBes NeEPEroBOPkI €
Metrot Co. o ciusiHuM 3THX ABYX Komnanuid. Komnanust Metrot — npekpacHoe mpruoopeTeHne
st Cornerstone Group.
2. Metrot Co. cnenuanu3upyercsi B IpOU3BOACTBE TOBAPOB VIS IOMA, U B CBOUX PO3ZHUYHBIX
MarasuHax ImpeJICTaBiIsieT IUPOKU BEIOOP TOBApOB, @ TOBAPOOOOPOT KOMIIAHUH COCTABIISET
4MIH. €BpoO.
3. Kommnanust Metrot umeeT MHOTO TIOYEPHUX MPEANPUSATHIA 110 Bcell EBpore, a ux rojIoBHOM
oduc Haxonutcs B [lapmxke. brarogapst ceoeMy THHAMUYHOMY CTHIIIO 3Ta KOMIIAHUS OBICTPO
pearupyer Ha pbIHOYHbIE U3MEHEHUSI.

3ananme 17.

3armonHuTe MPoOessl HanboJiee MoIXOASIIMME TEPMUHAMHE 13 CIIKCKa 1o Teme Leadership:

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.
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11.
12.

13.

14.

15.

16.

17.

18.

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.
3apanmue 18.

Packpoiite ckoOKH, UCTIONB3Ys NPaBUIbHYIO (JOPMY aHIVIMHCKOTO IJ1arosia (BpeMeHa,
WHOUHUTUB, TePYHANH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeIbHOE HAKIIOHEHHE,
MO/1aJIbHbIE TJIaroJIbl)

Look! Leslie seems (enjoy) herself. It is the first time |
(see) her so happy.
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.
I (mean/paint) the door for ages, but | Kkeep
(forget) (buy) the paint.
If you can’t find him at home, try (call) him at the office.
Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
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).
Stop (tease) him, he doesn’t enjoy
(laugh) at.
The dog appears (be) hungry — you’d better (feed) it.
Her parents regret (allow) Tina (stay) out late.
. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
Always late? Try (set) your watch five minutes fast.
She certainly mentioned (see) Mark, but I don’t remember
(she/talk) about Vickie.
Martha (practice/play) the piano daily for months, but
she seems (make) little progress.
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?

The witness said he (hear) two shots (fire) before
(see) two men (run) down the street.
There IS something wrong with her bicycle. It’s time
(she/get/it/mend).
It makes (I/feel) really happy (see) old people
(hold) hands.
JK Rowling is reported (receive) an award in

recognition of her achievements.
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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.

3amanue 19.
Hammmmre pycckue aHainoru JaHHBIX aHTJIMHCKAX TepMHHOB 1o 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
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
3amanue 20.
3ano HUTE MPOITYCKH MPAaBUIILHON (OpMOH Ti1aroa B MoIX0/As1IeM BpeMEHH (aKTHBHOM W
MacCUBHOM (OPMBI):

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
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(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 1 don’t know when it
(be) ready. | 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 21.

Hanmmmre pycckue aHanoru TaHHBIX aHTJIMHCKUX TEPMHUHOB o Teme Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
. with an impressive record of success in senior finance appointments in commerce and industry
. with a good examination track record
. with a proven track record in the financial management of an operating company
. have a high level of professionalism
. have a detailed knowledge of accounting systems
. have in-depth experience in managing ...
. 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

O©oo~NO Ol bh Ww

3aganue 22.
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

3amanme 23.
IlepeBenuTe HA aHTJIIMHUCKUN SA3BIK JAaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TepMHUHOJIOTHIO 110 TeMe Business Plan:

1. Jlro06oii mpOIaYyKT, JaKe TOMOBLIN, MPOXOIUT 4 CTaJIMK KU3HEHHOTO IHUKJIA:
MIPEJCTaBICHUE HA PHIHOK, POCT, 3PEJIOCTh MPOAYKTa U CHa/I.

2. Tlepen TeM mpencTaBUTh NPOAYKT HA PHIHOK, TH00Ast KOMITAHUS UCCIIETYET
NOTEHIIMATBHBIA PBIHOK, CTAPACTCS ONPENEINUTh HYKJIbl HOTPEOUTEICH 1 Ha3HAYAET
TaKyIO LIEHY, YTOOBI JOCTHYEL OOIBIINX 00BEMOB IPOJAXK.
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3. PykoBoactBo xommnannu ABC pemmio paciipuTs JMHEHKY TPOayKTa. YToOb!
IPOCTUMYIIUPOBATH CIPOC, KOMITAHUS COOUPAETCs UCIOJIb30BATh «3BE3/1» B PEKIAMHOM
KOMIIaHUM HOBOTO OpeHaa. Heo0XommmMocTh paciiupenust y ke JaBHO BO3HHMKIIA, TaK Kak
CYIIECTBYIOIIHMI aCCOPTUMEHT YK€ HE IPUBJIEKACT 11eJIEBOU PhIHOK. BeposiTHO,
KOMIIaHUM NMPUAETCA UCKATh HOBbIE KaHaJbl PACHIPEICICHHUS.

3amanue 24.
OOBeauTe MPaBUIBHBIN TepMUH(bI), OTBETUB Ha CIIEAYIOIIE BOMPOCH o Teme Business Plan:

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

i
i

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

i

The marketing mix
Price
Product

Price
Product

No single element is the most important
3.
What does the overall marketing mix of a firm determine?
-

r

Marketing strategy
Marketing objective

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

Businesses and customers
e

r

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

i
i

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

Just customers

Just businesses

Price
Profit

Promotion

In supermarkets

In designer stores
-

7.
When is a business most likely to adjust the marketing mix of a product?

On market stalls

If costs change
If customer needs change
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o management changes

3amanue 25.

ComocraBbTe TepMuHBI 110 TeMe Business Plan ciiesa c ero omnpezeneHuem crpasa:

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

3amanmue 26.
[Tpouwnraiite crathio o Teme Business Plan crateio u BeIOEpHUTE MPABUIIbHBINA TEPMUH, YTOOBI
3aMoNHUTH Kaxabli mpoben (1-11) uz A, B, C umu D.

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
3amanue 27.
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10.

When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
When 1 finish the course next year | speak perfect French.
a. can b. will be able to c. could d. would be able to
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
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
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
You often have to wait for a decision long, ?
a. haven’t you b. don’t you c.aren’tyou d. won’t you
— Should we hurry? — No, you , We have plenty of time.
a. needn’t to b. haven’t to C. mustn’t d. needn’t
They spoke in very low voices but | understand what they were talking about.
a. could b. might c. was able to d. was to
With our new shampoo, you spend hours caring for your hair.
a. mustn’t b. needn’t c. haven’t to d. shouldn’t
3apanmue 28.
Packpotiite ckoOkH, ymoTpeOHB MPaBUIbHYIO IPAaMMATHIECKYIO0 KOHCTPYKIIUIO C HHPUHUTHBOM:
1. They were glad (introduce).
2. I’drather (stay) at home tonight than (go) out.
3. I’d prefer (watch) TV rather than (play)
cards.
4. You‘d better (put on) something warmer,

OO6BeauTe MPaBUIIHLHBIN MOJATBHBIN TI1aroi:

you? Or else you could catch a cold.

5. I’d rather you (not go) to the concert tonight.

6. 1’d sooner (not go) to the country today.

7. | prefer (go) by plane to (go) by train.
8. | prefer (go) alone rather than (come) with him.
9. I’d sooner you (do) it for me.

10. She’d sooner (share) a house with other students than

(live) with her parents.

11. You’d better (not go) there alone.
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10.
11.
12.
13.
14.
15.

16.

17.

18.
19.

20.

12. Would you rather | (see) him off? Or would you sooner
(do) it yourself?

13. I’d prefer them (come) with us.

14. I’d rather they (come) with us.

15. Would you sooner | (know) nothing?

16. It’s high time they (come) back, isn’t it?

17. 1t’s time for him (settle) down.

18. It’s about time they (stop) nagging me about having a holiday.
19. I can’t help being nervous. I’m the next (sack).

20. He sent his son to Paris
(he/study/French/there).

21. 1 gave her my address (she/can/contact/me).- Please,
give her mine (she/contact/me) too.
3apanmue 29.
Packpoiite ckoOkH, ynmoTpeOuB NMpaBUIbHYIO (POPMY YCIOBHOTO HAKJIOHEHHS TJIaroa:
When you (be) in London again, you must come and see us.
We (go) out as soon as it (stop) raining.
We (not /miss) the train providing we (hurry).
If you want (buy) a car, | (lend) you some money.
If she (leave) at 5 o’clock, she (be) there by half past seven.
If you happen (go) into town, get a video for tonight while you (be) there.
The situation (only/ grow) worse unless we (take) urgent
measures.
You (get) the reply in a week provided all the data (be) checked
and verified quickly.
David (phone) you the moment he (hear) any news.
I (be) back by the time the film (begin).
He (join) the game on condition we (play) honestly.
Call me the moment you (get) any further information.
If you (not / be) home by 6, | (eat) without you.
You (get) fresh fish provided you (go) to the market early.
The information (study) carefully as soon as it
(deliver).
Ifl (happen) to see anything she might like for her birthday, |
(buy) it.
| (take) an umbrella in case it (rain). I hate
(catch) in the rain.
| (be) over the moon if my dream (come) true.
He (not / recover) soon unless he (take) the prescribed
medicine.
He wants to know if you (finish) tonight. — Providing all

(go) well, I shall finish in a fortnight.

3amanue 30.
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Packpoiite ckoOKH, yoTpeOUB MpaBUIbHYIO TPAMMATUYECKYI0 KOHCTPYKIUIO C MHPUHUTHBOM:

1.1 (go out) in a minute. - So (I/be). So
you’d (better or rather?) (take) your key
with you.

2. Do you watch much television? — No. | prefer (read) books to

(watch) TV.

3. (we/go) to that new restaurant this evening? — Good idea.
We’d (better or rather?) (book) a
table.

4. (1/tidy) your bedroom for you? - I’d rather you

(not tidy) it. I’ll do it later.

5. My brother prefers (play) computer games to
(watch) television.

6. 1’d rather you (not/make) so much noise. — Sorry. |
(try) to be quiet.

7. Youd (rather or better?) (work) hard this
time. You (never/have) a steady job; and if you
(do not), you never will. — 1 will. I want

(make) a good impression.

8. Paul (buy) Tina a present. - Yes, but we’d
(rather or better/ not mention) it. It might be a surprise.
9. (we/spend) the evening together? — Well, actually, 1’d
prefer (spend) some time alone.

10. It’s the company’s office party tomorrow. — Yes. To be honest, I’d

(better or rather) (not go).

11. Would you (rather or better?) (come)
shopping with me or (stay) home?

12. I’d rather you (do) something with your time instead of sitting

around all day.

13. It’s about time you (stop) pretending to be terribly busy!
14. 1I’d rather you (not drive) so fast, Paul.
15. John had (rather or better?) (not speak)

to me like that again.

16. He says he’d rather (cook) his own meals than
(eat) in restaurants.
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17. 1I’d rather you (not mention) it to anyone until next week.

18. Tim’s mother (would rather or had better?) he (work) closer to
home than he does.

19. She would prefer (meet) you personally rather than
(talk) to you over the phone.

20. Sean prefers (play) football to
(watch) it.

21. They would sooner (go) bankrupt than
(seek) professional advice.

TUIIOBBIE 3AJIAHMS JIJIS1 IIPOBEPKM COOPMHUPOBAHHOCTHY 3HAHUM JIJI TIK-2

3aganmue 1.
IIpounTaiiTe TeKCT HA TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobiemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB M 3aJaiiTe UX BallleMy TOBAPHIILY, 3aTE€M OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 0 TpOoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJIHUTENIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE ONMUCHIBAEMBIM B TEKCTE.

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 1 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 I had to think about certain strategies to tackle this problem. | 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.

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,
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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, I 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.

3amanue 2.
IIpounTaiiTe TeKCT HA TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOoAHAJU3UPYHTE HHPOPMALUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. ITonTBepauTe TOUYKY 3pEHUS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 0 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIONIOJIHUTEIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM 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.

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
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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.

3aganmue 3.
IIpouuraiite TekcT HA TeMy OpraHu3anoOHHbIE CTPYKTYPbI, coOOepuTe U
NPOoaHAJIU3UPYHiTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOIPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MPUMED.
5. Beickaxxute MHEHHE O TpoYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJHUTEIbHbIE CBEICHUS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONUCHIBAEMBIM 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.
It 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. 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
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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.

3ananue 4.
IIpouuraiite TekcT HA Temy JInaepcTBo, codepuTe M MPOAHAJIMZUPYIiTE
HHG(OPMaLHIO 0 CJIeaYIOLIeM:
1. Ckaxute, Kakue BOIPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBEICHUSL.
[TpuBenute mpumepsl, GakThl, MOJOOHBIE ONUCHIBAEMBIM 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
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.
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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.

3ananue 5.
IIpounTaiiTe TeKCT HA Temy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHME 0 TpOoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJHUTENIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM 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.’

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’,
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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 aman’. He/She must also protect and promote
the organization’s values.

3ananue 6.
IIpounTaiite Texkct Ha Temy Ilondop nepconana, codepute U NpoaHAIM3HPYHTE
HH(OPMALHIO O CJIeYIOIIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB M 3aJaiiTe UX BallleMy TOBAPHIILY, 3aT€M OTBETHTE
Ha €T0 BOIIPOCHI.
4. ITonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxkute MHEHHE 0 TpOoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJIHUTEIbHbIE CBEACHUS.
[IpuBenute mpumepsl, HakTbl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.
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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.

3ananue 7.
IIpounTaiite TekcT Ha Temy bu3Hec miIaH, codepuTe U NPOAHATU3UPYIHTE
HH(OPMALHIO O CJIeYIOIIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobiemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 0 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOIIOJIHUTENIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE 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.
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
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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.
IIpouuraiite TekcT HA TeMy Bu3Hec MJIaH Ha pbIHKe, CO0epPUTE U MPOAHAJIM3UPYIiTE
UHGOPMaLHIO 0 CJIeAYIOLIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COICPIKaHUsL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHEHHE 0 TpoYnTaHHOM. COOOIINTE N3BECTHBIE BaM JIOTIOJHUTEIbHbIE CBEICHUS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONKUCHIBAEMBIM 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, I now find
myself working more with feelings than with figures,” he says. ‘I really need a leather couch 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
I 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
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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.’

3ananue 9.

[IpounTaiiTe 3KOHOMHYECKYIO CTATHIO U OTBETHTE HA CJeyIolIHe BONMPOCHI:
1. Ckaxxure, Kakue BOIIPOCHI PaCCMATPUBAIOTCS B CTAThE.
2. Cxaxure, Kakas mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. 3amaiiTe K cTaThe HECKOJILKO BOIIPOCOB U 33/1aliTe WX BallleMy TOBapHILly, 3aT€M OTBEThTE Ha
€ro BOIPOCHI.
4. IlonTBepauTe TOUYKY 3pEHUS, U3JT0KEHHYIO B CTaThe, UCIIOJIb3Ysl COOCTBEHHBIN IpUMeEp.
5. BeIckaxuTe MHEHUE O MPOYUTaHHOM,. COOOIINTE U3BECTHBIE BaM JIOMOJHUTEIbHbBIE
ceenenus. [IpuBenute mpumepsl, pakThl, MOT0OOHBIC OMTUCHIBAEMBIM B CTaThe.
6. [Tomymaiite, Kak U r/ie BBl MOXKETE UCIIOJIb30BATh U3BICYEHHYIO U3 CTaThi UH(GOPMAIIHIO.
7. Onpenenure, Hy>KHO JI BaM OoJiee 1eTalbHO 03HAKOMUTBCS C TEKCTOM JUISl HCIIOJIB30BAHUS
MOJTydeHHOUM HHpOpMAaIMK B Bamiei Oyaymeld mpodecCHoHaTbHON AesTETbHOCTH.

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
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
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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.

3amanue 10.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeIyIOLINe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHl PACCMATPHUBAIOTCS B CTaThE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. 3agaiiTe K CTaTbe HECKOJIBKO BOIIPOCOB M 3a/IalTe MX BalllEMy TOBApHIIy, 3aTEM OTBETHTE Ha
€r0 BOIIPOCHI.
4. [loaTBepaUTe TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Ys COOCTBEHHBIH MTpUMep.
5. BeickaxxuTe MHEHHE O TPoUYnTaHHOM,. COOOIIUTE N3BECTHBIC BaM JOMIOJIHUTEIbHBIE
ceegenus. [IpuBeaure nmpumepsl, hakThl, MOJOOHBIE OMMCHIBAEMBIM B CTaThe.
6. Ilogymaiite, KaKk ¥ rie BbI MOKETE UCIOIb30BATh U3BJICUCHHYIO U3 CTaThU HH(OPMAITHIO.
7. Onpenenute, HY>KHO JIM BaM OoJiee 1eTalbHO 03HAKOMUTHCS C TEKCTOM JIJISl UCTIOIb30BaHUS
NOJy4YeHHOH nH(popMmalmu B Baei Oynymieil mpodeccnoHaIbHON AeATEIbHOCTH.

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 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.

3amanme 11.
HquHTaﬁTe TEKCT, OTBETHTEC HA BOIIPOCHI MO €ro COACPKAHUIO U BBITNIOJHUTE 3a/IlaHUE
mocJjie Texkcra.

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
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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) ITogymaiite 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?

BriGepuTe mogxosiiee mo CMbICTY CIIOBO M3 MIPEJIaraéMbIX B CKOOKaX BapUaHTOB.

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).

7.3.2. Tunosble 3a1aHus U (MJIN) MATEPUAJIBI VIS OLEHKH YMeHUil
TUITIOBBIE 3AJAHWS J1JIS1 ITIPOBEPK COOPMUPOBAHHOCTHU VMEHUN JJISL OK-4

3ananme 1
IIpoxkoMMeHTHPYIiTE (YCTHO) CileAyOIIMe YTBEPKIEHHUS ¢ yOoTpedJeHneM aKTUBHOMI
Jekcuku o teme Levels and areas of management:
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.
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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.
3aganue 2
Onumure pyHknuu u orBercTBeHHOCTH OTAE1a KagpoB BeIOpaHHoi BamMu komnannu,
HCIoJb3ys JekcuKy mo Teme Levels and areas of management.
3aganmne 3
Onumure GyHKIUA U OTBETCTBEHHOCTH PUHAHCOBOIO 0T/€J1a BbIOpaHHOH Bamu
KOMIIAaHHM, HCIOJIb3YS JIeKcuKy 1o Teme Levels and areas of management.

3ananne 4
IIpoxkoMmmeHTHPYIiTE (YCTHO) CieAyOIIHMe YTBEPKIEHHUS ¢ yIIOTpedJeHneM
aKTHUBHOM Jekcukn mo Teme Levels and areas of management:

1.1f the company is willing to lower production costs, they should move their facilities to the place
with highly skilled workforce.

2.1f the manager wants to get things done he should do it himself.

3. The best organizational structure is a structure by product.

4. A desire to realize one’s own potential is the strongest motivator in one’s job.

5.1f a person didn’t reveal his leadership skills when at school he will never make a top leader in
the future.

6. Warehouses are a thing of the past. All manufacturing companies should use just-in-time
production.

7.In multinational companies great managers are no worse than leaders.

8.If you want to start a partnership you should join with a relative of yours.

9. In a crisis period people who have been made redundant will agree to any job offered to them.

3ananue 5

Onumure ypoBHH U cepbl ynpaBjieHUus BbIOpaHHOH BaMu koMnmannu, ucnosb3ys
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.
1. Top managers and executives:
Board of Directors, Chairman (Chairwoman) or President (Am.), Managing Director
(Executive Director) or Chief Executive Officer (CEO — Am.)
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).
2. 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.)
3. Departments: Finance, Sales and Marketing, Personnel (HR), Research and Development
(R&D), Production
4. 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.
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5. 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.

6. 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 (HaxoasTcs y HEro B HEMOCPEACTBEHHOM IMOAYNHCHHN).
Export Sales Director is responsible to Sales Director.

7. astrategy, 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.

3ananue 6
IMoaroroBhTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA Bompockl Mo 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?

3aganue 7
IMoaroroBsTe MMCHLMEHHOE COOOIIeHNe HA Temy “ Types of restructuring ”’, ucnoan3ysi
aKTHBHYIO JIEKCHKY U3 Bokaoyasipa Organizational Structures:

1. competitive, to remain competitive, to maintain a competitive edge — KOHKYpEeHTOCTIOCOOHBIH,
OCTaBaThCs KOHKYPEHTOCITOCOOHBIM, COXPaHATh KOHKYPEHTHBIE MPEUMYIIECTBA
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 — moTpedJIATh, MOTPEOUTEITb, TOTPEOICHHE
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
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 — npucnocoOuThCs,
YMEHHUE MPUCTIOCa0INBATHCS, aJallTHPOBAThCS, PEarupoBaTh, COXpaHIATh THOKOCTh
(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 (oTomutu ot HEHTPaTH30BaAHHOM CHCTEMBI
yIpaBJICHUS).
E.g. To maintain a competitive edge a company needs to remain responsive to change.

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

5. Restructuring (delayering, downsizing) — pectpykrypusaius (COKpalieHHe ypOBHEH
YHOpaBJICHUA; YMCHBIICHUC Pa3MCPOB NPCAIIPUATHA B LICTIAX SKOHOMUU, OTITUMU3AlH [ITaTa
MyTEM COKPAIICHHUS )

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 — yobITKH (HeCcTH 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) — yay4rars,
YBEIUYNBATh, YCHINBAThH (OOBIYHO TOI0KHUTEIBHOE CBOMCTBO)

E.g. Empowerment gives employees an enhanced sense of involvement (maer cotpynnukam
OIIYIIICHHE TOTO, YTO OHU SBJIAIOTCSA HEOTHEMJIEMOM YacThI0 KOMITAHKH) iN company's
business.

9. Empowerment, empowered employees — HazeneHie COTPYIHUKOB OOIBITUMHE
IIOJTHOMOYHUSAMHU

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

3ananue 8

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 business 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.
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.

3aganue 9
IT1cHLMEHHO COTJIACHTECh UJIH He COTJIACHTECHh CO CJIEAYIONIEM YTBEP KICHHEM,
NMpoaHaJH3NpPOBaB 3HaHus o Teme Leadership:

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.
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3amanue 10

IMoaroroBhTE YCTHYIO MPE3EHTAIMIO MO CJIeAyIONIell cuTyannn Ha Temy Leadership:
[IpencraBbTe, YTO BHI SBJSETECH YIPABISIOMIUM AUPEKTOPOM KOMIIAHUH CPETHETO pa3Mepa.
Kora BbI 3aHSUTH MOCT YIPaBIAIOMIETO TUPEKTOPA, BbI OOHAPYKUITH, YTO KOMITAHUS HAXOAUTCS
B T1I0XOM coctosiHuu. Komanna paborana HeahHekTUBHO, MOpaIbHBIN AyX ObLT HU3KHUM, a
IPOJaKH CHUKAIIMCh B TEUEHUE I0/1a. 32 TPU roJia BaM yJaloCh U3MEHUTh CUTYALUIO K
nayuiieMmy. Bam ynanock co3nate BbICOKOA(G(EKTHUBHYIO KOMaHy IO MPoJiaxkam, epcoHal
OUYEHb MOTUBHMPOBAH, MPOJaXu pacTyT. CKaXuTe, Kak BaM 3TO yAajlock. OXBaTUTE CIAEAYIOLINE
MOMEHTBHI: IOCTAHOBKA IleJiel, 00IleHre, MOTUBAlLlUs, BEITOBOP, MOXBAJIA.

3amanue 11.
IIpokomMeHnTHpYiiTE (YCTHO) ciIeAylolee YTBepPKAeHHEe ¢ yIOoTpedJeHueM aKTUBHOM
JIeKCHKH 1o Teme Leadership :

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.
3amanue 12.
I/ICHOJIBSyﬁTe CﬂellleHII/Iﬁ AUAJIOT B Ka9€CTBE MOJAC/IN U YCTHO COCTABbLTE C HAIMMIAPDHUKOM
cBOe codeceoBaHMe MPU pueMe HA padoty. McnoJb3yiiTe BOKa0yJIsip 10 TemMe
Recruitment.
-Thank you for coming. So you are interested in our job as personal assistant. What are your
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 I 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.
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3amanue 13.
IMoaroToBhTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA BOMPOCHI M0 TemMe 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?

Nogkrwd

3ananmue 14.
IIpoxommeHTHPpYIiTE (YCTHO) CileAYyIOllee YTBepxKAeHHE C YIOTpedIeHueM
AKTHBHOM JIEKCHKH, MPOAHAJIN3HPOBAB 3HAHHUA 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.

3amanue 15.

KoMnaHuu HCIOJIB3YIOT pa3Hble METOIbI HCCJIEOBAHUSI PbIHKA, KOTOPbI€ MOT'YT TOYHO
BBISIBUTD, YTO HA YMe Y MOTpeduTe 5. B mapax cocTaBbTe CIMCOK ITHX Pa3IMYHBIX
NMPHUEMOB U 00CY/IUTE UX MPEeNMYIeCTBA U HeAocTaTKH. McnoJib3yiiTe JIEKCHKY 10 TeMe
Business plan.

To identify attractive markets — onpederums vicoonvie pvinku

To enter/ to penetrate the market/ to gain a market foothold — esiiimu na peinox

To abandon, to get out of, to leave the market — yumu ¢ pvinka

To drive smb out of the market — ssimecrnums ¢ pvinka

To corner, to monopolize the market — mononoausuposame peinox

To expand markets, to gain entry to new markets — pacuupums poinku, 3a6oesamo 6vix00 Ha
HOBble PbIHKU

Market segment — ceemenm pwvinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—oorapyarcums 603moxHcHOCMU PLIHKA C ROMOWBIO €20
ceamenmayuu; t0 refine market segmentation — cosepuerncmeosamo ceemenmayuio pvinka
Market niche, to search for a market niche, to satisfy a market niche — pwinounas nuwa, uckamo
PBIHOUHYIO HUULY, YOOBIEMEOPSIMb NOMPEOHOCU PLIHOYHOU HUULU

To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus c
MEEPOLIMU NOZUYUSAMU HA PLIHKE)

Key players / Market leader/ Market challenger/ Market follower / a definite market leader/

a weak/complacent market leader; a distinct market challenger — ocrnosémnwie uepoxu, ruoep poinka,
KOMRAHUS/NPOOYKM, 3AHUMAIOWUL 2 MeCmO 3a TUOePOM, OCMATbHbLE USPOKU, ONPedelEHHO udep
poinkalcnabwiil, He3HauumMenbHblLL TUOEP PLIHKA, 04eBUOHbIL KOHKYPEHM

To adapt to a changing business environment — adanmuposamucsi k usmenenuro 0eno8otl cpeovl
To respond to market conditions, an immediate response — ompeazuposamo Ha yciosus pulHKa,
MEHOBEHHAS peaKyus

To move downmarket/upmarket —nepetimu 6 opyeoii, 6onee oewésniii [0opocoti ceemenm poiHka

Market share — dozs pvinka

To build market share — cozoams donio na pvinke

To increase/ to expand one’s market share — yseauuumo/pacuupums donro peinka
To win a large market share — 3asoesams 6o1vuLy10 donI0 povinKa
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To protect market share (against competitors) — sawuwams 0ono pvinka om KOHKYpeHmos
The second largest market share — émopas no seruuune dons pvinka

The marketing concept — konyenyus mapkemunea

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

Market research — uccredosanue, uzyuenue poinka

Extensive market research / Cutting edge market research — mwamensnoe uccredosanue poinka
To carry out / to do market research — nposecmu uccredosarnue poirka

To employ market research techniques — ucnonbzo6ame mexnuxu mapkemunz06020 UCcie008aHUS
To collect data (primary data, secondary data) — coopame ceedenus (nepsuunvle, smopuunwie)
To spot/identify market opportunities — esisz6ums 603moscnocmu poinka

To score exceptionally well in market research — ouens xopowo npossume cebs 6 xooe
MAPKEMUH208020 UCCLE)0BAHUS

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams pokycuyro epynny

To anticipate a consumer need — npedsocxumums Hyx*CObL 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

To test buying habits/ to study consumer behavior — nposepums noxynamenvckue npueviuxu,
usyuums nogedeHue nompeobumernell

To find good sales prospects, prospecting — ratimu xopowiux nomenyuaibHvlx noKynameei

To develop a marketing plan/ to set up the marketing strateqy — paspabomame mapxemumneogutii
naan; paspadbomames MapKemuH208y0 CMpyKmypy

To choose target customers, a target audience — sviopams yenesvlx noxkynamernet

To evaluate the target market —oyenumo yenesoti pvirnok

To create a psychological profile of each segment — cozoamw ncuxonocuueckuii npogune kaxcoozo
cezmenma

To design a persuasive marketing mix —paspabomams ybeoumenvHuvlili KOMNIEKC MAPKemMuHea
To develop a marketing mix that is suited to the market — paspa6omame xomniexc mapkemunea
COOmMBemcmayowull OAHHOMY PIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Obimb HAYeNeHHLIM HA OnpeoeléHHble ceeMeHmbl pulHKal npoodykmul adanmupoanHvle K
ONPeOenénHbIM Ce2MeHMAaM

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

A consumer product — npodykm maccoso2o 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
CUTIbHOU KOHKYPeHYuell; 001acmu ¢ 4pe38blualiHo 8bICOKOU KOHKYPeHYuell

Competing products — korxypupyrowue npooyxkmol

To give a product a competitive advantage — oams npodykmy KoHKYpeHmHOe NPeumyuecnmeo

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 cmpamecuu, YHUKATbHOM
ceoticmee npooykma)

To perform a SWOT analysis — nposecmu ananus cunvmuvix, ci1abblx 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
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To set a price (that will cover the costs and return a profit) — ycmanosumo yeny, komopas noxpoem
Pacxoovl u npurHecém npubwLib

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 ¢ KOHKypeHmMHbIMU
npOOYKmamu

To price attractively, an attractively priced product — ssicmasume npuenexamenvuyro yemy,
NpUBeKamenvbubvlil o yene npooyKm

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

To drive the customer away — omnyenymos nokynamess

To draw in competitors — npusneus Konkypenmos

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

Distribution / distribution channel = a channel of distribution— cowsim, kanan covima

3apanmue 16.

IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI HA BONMPOCHI 10 TeMe Business plan. :
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?

3amanue 17.
IMoAroToBHTE YCTHYIO M MUCHMEHHYIO MPE3eHTALMIO COOCTBEHHOI0 OM3HEC-TIIAHA 110
CJeyIONIeMY AJITOPUTMY:

« Mission statement and/or vision statement so you articulate what you’re trying to create;

e Description of your company and product or service;

o Description of how your product or service is different;

o Market analysis that discusses the market you’re trying to enter, competitors, where you
fit, and what type of market share you believe you can secure;

« Description of your management team, including the experience of key team members
and previous successes;

e How you plan to market the product or service;

« Analysis of your company’s strengths, weaknesses, opportunities, and threat, which will
show that you’re realistic and have considered opportunities and challenges;

o Develop a cash flow statement so you understand what your needs are now and will be in
the future (a cash flow statement also can help you consider how cash flow could impact
growth);

e Revenue projections;

« Summary/conclusion that wraps everything together (this also could be an executive
summary at the beginning of the plan).
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3amanue 18.

IMoaroroBsTE pa3BepHyThIe MMCHMEHHBIE OTBETHI HA BOMPOCHI 10 TeMe Business plan:
1. What are the main sections of the Business Plan?
2. What is an executive summary? (main points, conclusions)
3. What information does a description of the company contain? (name of the company,
activities, how the company began, mission statement, recruitment policy with respect to the
suppliers, location, benefits from location)
4. What does a section of management include? (names, ages, experience)?
5. Why is this section important? (for lenders)
6. What does a section of products and pricing include? (products, services, market to reach,
increase and decrease in prices)

TUIIOBBIE 3AJJAHM S JJ151 IIPOBEPKU COOPMHUPOBAHHOCTH YMEHUIA J1J14 [TK-2

3aganmue 1.
IIpoananusupyiite nHPopManHIo 00 YPOBHAX U cepax ynpasjeHUs] H COIIACHTECH WJIH
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.
3ananmue 2.
IIpoananusupyiiTe MHPOPMAIHIO 0 CTPYKTYPaX KOMIIAHUNA M POKOMMEHTHPYHTE
cJleAyoLue YTBepKIeHH:
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...
3ananue 3.
IIpoanasu3upyiiTe JaHHbIE Ka4yecTBa JHIepa U BbIOepuTe U3 HUX HanOoJiee BasKHbIe,
00BbSICHUTE MOYEeMY:
e Being decisive: able to make quick decisions
e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk and
soon

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
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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

3ananue 4.
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 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.
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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.

3anaunme 5.
IIpoananusupyiiTe 1aHHOEe codece0BaHMe PH NIPUeMe HA Pa0doTy U CKaKHUTe, ObLJIO JIN
OHO YCIICHIHBIM JISl KaHAUuAAaTa.
-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. 1’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.

3ananmue 6.
IIpouuTaiite TeKCT, B KOTOPOM OonuchIBaeTcs, kak komnanus Shell Oil pazpadorasia HoOBbIH
UMUK OpeHIa M NMpoBeAWTEe AHAJIU3 METOJ0B, KOTOpPble KOMIAHMS HCIOJbB30BAJA IJIsl
storo. Ilponymepyiite paziu4Hble 3Tanbl HCCIAEA0BATENbCKOIO MPOEKTA B NMPABUJIBHOM
NMopsIKe.

a | They analyzed the results, which showed that there were 10 different consumer
segments
b | Focus groups studied the 10 segments
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¢ | 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

Three groups were chosen as the target markets

SIKQ|(=h D | O

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 Qil
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 | would never have to think about it any 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 Qil, 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.

o 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.
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“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 Qil 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.’

3aganmue 7.
IIpounTaiiTe TEKCT NPO CTUWIN YNIPABJIeHUs, IPOAHATU3UPYITE UX ILTIOCHI © MUHYCBI,
pe3lOMUPYHTE TEKCT HA AHTJIMICKOM SI3bIKeE.

CymiecTByeT MHOXECTBO CTHJIEH YIpaBi€HHs, HO, TEM HE MeEHee, OCHOBHBIMU CUUTAIOT
JTUPEKTUBHBIN (ABTOPUTAPHBIN), IUCKYCCUOHHBIN (KOHCYJIBTaTUBHBIN) U CTUJIb AEJIETUPOBAHMSL.
Jlo cux mop cambIM paclpOCTPAaHEHHBIM SIBIISETCS AMPEKTHBHbIA CTHJIb YNPaBJEHUS.
Menemxepsl, puaepKUBaroLuecs (IoJIb3YIOLIUECs ) 3TOTO CTUJIS, pa3padaThIBAIOT CTPATETHIO,
CTABAT LeJIM U 32/1a4M, JOBOAAT LeJIM M 32Ja4H /10 CBe/IeHUsI OTYMHEHHBIX, pacnpenesiioT
poau, pemas KTO U Kakylo paboTy OyIeT BBINONHATh, KOHTPOJHPYIOT paboumii mporiecc,
OTCJICKMBAIOT U OLEHUBAKT PadoTy MOAYMHEHHBIX. MeHeKep MOJHOCThIO OepeT Ha ceds
OTBETCTBEHHOCTD 32 NpUHATHE perieHuii. [Tog100HBIN CTUIIB yIpaBIEHUS 1aeT PYKOBOIUTEIIO
BO3MOKHOCTH (0 €nable) moaHOCThI0 KOHTPOIMPOBATH paboUHii IpoIIecc.

Tak Ha3pIBacMbI JMCKYCCHOHHBIH CTHJIb Oojee ymOepanbHbIA. MCMOmB3ys STOT CTHIIL
YHOpaBJICHUA, PYKOBOAUTEC/Ib XOUCT IMMOKa3aTh, YTO OH JOBCPACT CBOUM INOAYNHCHHBIM. Bo BpeMA
JUCKYCCHUM pPYKOBOJAWUTEIb U COTPYAHUKH BbIIABHUraroT (present) wuaew, oOMEHUBAIOTCS
uH(popmanueii. MeHemkep, 3a/1aBass BONPOCHI, MbITAETCH BBITASHYTh U3 COTPYAHHUKOB H/IEH.
[TonoOHBIN CTUIb yHpaBieHHS YJay4llaeT KOMMYHHMKALMIO, CO31aeT y COTPYJIHUKOB
OLIyILEHHE YBJIEYEHHOCTH mpoueccoM padoTrbl. (OKOHYaATe/lbHOE pelIeHHe MOKeT
NPUHUMATBCS COBMECTHO, HO 3a4acTyIO pellIeHne TPUHUMAET PYKOBOJUTENb.

CTuib TeJ1ernpoBaHus MMOJXOIUT He JuIs Bcex kommanuii(not all companies opt for..), u cpenu
PYKOBOAMTEIICH HE TaK MHOTO TIpHBEP>KeHIIeB 3Toro cTuiist (the majority of managers are reluctant
to use this style of...). DToT cTHIBR ympaBieHHS MOXXHO HCIIOIB30BaTh TOJIBKO B Clydae, €CIH
COTPYIHHKH MOTHBHPOBAHBI, KOMIIETCHTHBI, TOTOBbI OpaTh Ha ce0sl OTBETCTBEHHOCTH 32
NPUHSTHE PelIeHN i, KOr/Ia COTPYAHNUKH Y€TKO NMPEACTABISIOT, YTO, KAK H KOIJa J1eJaTh.
Hcrionb3yst TOT CTHIIb YIIPABICHHUS, PYKOBOUTENIb CTABUT LEJIH, HO PellleH e 110 TOBOJIY TOTO,
KaKk JA0CTHYb TMOCTABJEHHBIX 3a]a4, NMPHHUMAET COTPYAHHK. DTO JdaeT COTPYAHUKAM
BO3MOKHOCTH JKCIHEPUMEHTHPOBATH, CO3/aCT YyBCTBO OTBETCTBCHHOCTH, HO ITOJOOHBIH
noaxoa tpedyet (t0 require) mmurensHOU moaroroBku (Staff training) corpynuukos, u, TeM He
MeHee, OIINOKY HEN30EKHEI.

3anaunmue 8.
IIpouuTaiiTe M NpoaHAIM3UPYIiTe CJAEYIOIINHA 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.
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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 85 000 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.

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?

68



5. What is restructuring? Can you give an example of a successful restructuring? (mocmotpers
Yandex: nabpatp General Electric Restructuring and Jack Welch: cmotpers Two-decade
transformation under the leadership of Jack Welch —seimucats 5-6 npeanoxenuii ast 0TBETa Ha
BOIIPOC )

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 9
Pasbirpaiite no poJsim cieayoumyo curyanuro. Ilocse 3toro npoananusupyiire 1uajaor u
CKA)KUTE, ObLJI JIN TeJIe(POHHBIH Pa3roBop yclemeH.
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 3agaHus ¥ (WJIK) MATEPUAJIbI VISl OLEHKH HABBIKOB U (MJIM) ONbITA
AesiTeJIbHOCTH

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMHUPOBAHHOCTHU
HABBIKOB U OIIBITA AEATEJIbBHOCTHU JIJIAA KOMIIETEHIIMU OK-4

3aganmue 1.
N3yuure keiic Huxe. Pemnre, Kakoii BApHAHT, 10 BallleMy MHEHHI0, Oy/1eT Haubo1ee
3(l)q)eKTI/IBHblM B BBISAIBJICHUM TAJAHTJIUNBBIX CTleeHTOB MapKeTOJIOFOB. HO}]FOTOBLTG
YCTHYI0 MPe3eHTAIHI0 Kelica Ha aHTJINICKOM sI3bIKe, 00BSICHUB CBOil BLIOOP.

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
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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.

3aganmue 2.
Hanumure NMcbM0-0TBET Ha PeKJIaMy JaHHOM BaKaHCHH, CONPOBOKAaIoLee pesrome /lona
deiibpasepa.

SALES MANAGER TRAINEE (ENTRY LEVEL)
Regal Marketing, one of the top promotional marketing and sales firms is seeking motivated
and 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
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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

3ananue 3.
Pa3paboraiiTe n 3anumuTe HA AHTJIMICKOM si3blKe OU3HEC IJIAH /51 BbIOpaHHOro Bamu
NMPOAYKTa, paccMoTpeB OCHOBHbBIE YeThipe I1 MapkeTuHra:

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,

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?

3ananue 4.
CocTaBbTe CBOE COOCTBEHHOE Pe3l0OMe HA aHTJIMICKOM fI3bIKe, HCIIOJIb3YS CJIey0uuii
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:
Why are you applying for the position?

What are the requirements?

Why do you want to work for this company?

What makes you a good candidate for the position?

. Do you think your education, achievements and personal qualities are in line with the
osition you are applying for?

How can you contribute to the prosperity of our company if we hire you?

What are your strong points?

What is your biggest weakness?

How do you handle mistakes?

0. What is your biggest achievement?

Personal detail: Date of birth:
Address:
Marital status:
Contact details:

ROO~NOT O WNE

Education:
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Specialty:

Supplementary
education:

Work experience:

Professional Skills: -Keen to develop a career in

-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;
non-smoker;

Foreign Languages: English — advanced

Additional information: | Hobbies: Radio engineering; tourism; sport;

driving license B.

3aganme 5.
YCTHO 0TBEeThTE Ha BONPOCHI JIJIfl co0ecel0BAHUSA 10 pe3loMe:

Career knowledge/ motivation

©oN>O~WNE

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?

Self Knowledge

©CoOoNOA~ LN E

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
1.

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

©ooND O~ W

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?

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?

3ananue 6.

YBuaen pexiaamy B Daily Mirror, Monuka Ba3 pemniia noaath 3asiBKy Ha J0/KHOCTh
MEHEIKEpa M0 MAPKETUHTY. BHumMmaTeIbHO npoanaﬁTe 00bLSIBJICHHE U €€ pe3roMe n
IMOJAITOTOBHTE €€ IMUCHbMO0-3a5IBKY Ha AHTJIMIICKOM fI3BIKeE.
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
Koln, 50858 Germany
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Tel: 0049 221 5036887
E-mail: mvaz@cybermail.com

Objective: 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.

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.

TUITOBBIE 3ATAHUSA UL ITPOBEPKH YPOBHS COOPMHUPOBAHHOCTH
HABBIKOB U OIIBITA AEATEJIBHOCTHU JIJIs1 KOMIIETEHLIMUA [1K-2

3aganue 1.

H3yuyure naHHBIA KeliC U MPOAHATU3UPYHTE BCe TPH OM3HEC CTPATeruy JJIsl CIIOPTUBHOM
oxe;xkabl Una. IlpencraBbre cBOM Maen AJsi Oyayiueil crpaTerud KOMIIAHNU B TUCbMEHHOM
oTyere.

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.
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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.

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.

3ananue 2.

N3yunte nannblii keiic, nposeaure SWOT-ananus, ucnouab3yst uHpopManuo u3
NMPOYUTAHHOIO Keiica M COCTaBbTE PEKOMEH/IAIlUN, KOTOPbIe MOIJIUA Obl MOMOYb CHIACTH
komnanuio. [logymaiite, B 4aCTHOCTH, 0 TOM, YTO MOKHO ObLJIO ObI C/1€JIATh, YTOObI:

- U3MeHUTHh KOPIOPATHUBHOM KYJIbTYPbI

- YIy4lIuTh Ka4ecTBO

- CoKpaTuTh U31EPKKH

- HaiiTu 1 uccjie0BaTh HOBbIE PHIHKH

- BoccTaHOBHTH penyTanulo KOMIAHUHA
IIpencraBbTe peKOMeHIAUN B MTUCHbMEHHOM 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
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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.
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

3ananue 3.

HN3y4ure naHHbIi Keiic. Bbl iB/IsieTech WieHAMH PeKJIAMHON KOMAaH/Abl B KOMIIAaHUU
Dokyc. [1oaroToBbTE pEKJIAMHYI0 KAMIIAHUIO JJI1 OJJHOTO U3 NMPOAYKTOB HJIH YCJIYT.
I/ICHOHBSyﬁTe KJIHY€BbIC BOIIPOCHI HUYKE, YTOOBI NMPOAHAJIU3UPOBATH MMPOAYKT U BblﬁpaTb
NpaBUWJIbHBbIC METO/IbI IPOABUKCHUS. Hpez]cTaBbTe CBOI0 PEKJIAMHYIO CTPaTEruio B
YCTHOM OTYE€TE HA AHIJINHCKOM SI3BIKE.

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.
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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)

— 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?

3aganue 4.
N3yunte naunbiii keiic. [IpeacraBbTe, uro Bol aupexTop Business Equipment and
Systems. BoInoJiHuTE ciaeayioliee 3aJaHue:
1. Ilpoananusupyiite Bce MpodJieMbl, BJUAIOLIME HA Pa00Ty 0TAe/IAa MPOAAK.
2. lIpennoxkure croco0bl NOBBIEHUS 3PPEKTHBHOCTH PA00OTHI 0T/eJIA MPOAAIK.
3. PazpaboTaiiTe niaH AeiicTBUil Ha OJIMzKaiiIMe MOJITO/AA.
N3n0:xuTe Bamm npeniioxkeHusi B NMCbMEHHOM OTUYeTe-MUcbMe akiuoHepam 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.
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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.

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.

3ananue 5.
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N3yunte nannblii keiic. [Ipencrabre, uro Bol nupexktop SLIM GYMS. U3yuuTe
KAPTOTEKY YeTbIpeX KAaHAUAATOB M MPOAHAJIM3HPYIiTe HX CHJIbHBIE H CJIa0ble CTOPOHBI.
Bbi0epuTe gydiiero KaHauaaTa Ha 10JKHOCTH ['eHepanbHOro nupexkropa. Msioxure

Bamu npeasio:keHusi B NUCbMEHHOM OT4YeTe-nucbMe akuuonepam 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.

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 THE JOB
e Developing a customer-oriented
General Manager culture in the organization in the clubs
Required for our chain of Health and Leisure e Increasing the revenue and profits of
Clubs the six clubs in Manhattan
e Salary negotiable e Exploiting new business
o Excellent benefits package opportunities
e Liaising with and motivating our team
Apply to: of managers and their staff
88 Harvey Place 11-G e Contributing to marketing plans and
New York strategies
NY 10003-1324 THE PERSON

e Dynamic, enthusiastic, flexible

e A strong interest in health and fitness

e A good track record in previous jobs

e The ability to work with people from

different cultural backgrounds

Outstanding communication skills

e 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.’
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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.
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: VVoted 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 BOMPOCOB /JIsl MOATOTOBKH K 3a4eTy

1.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?
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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?

2. 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?
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?

3. 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?
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11.What two qualities have international validity and why?

7.5. MeToanuyeckue MaTepuaJibl, onpeaesiiomue nNnpoueaypbl OeHuBaHUs 3HAHUIA,
YMeHM, HABBIKOB M (MJIM) ONBITA JeSITeJIbHOCTH, XaPAKTEPU3YIOIIUX ITANBI

¢GopmMupoBaHusi KOMIIETEHIH I

Jlns  oOydarommxcsi ypoBeHb CHOPMUPOBAHHOCTH KOMIICTCHIMH (KOMIICTCHIIHUH),

peanu3yeMbIX JTaHHOW IUCUUIUIMHOM, OIICHWBAETCS C NMPUMEHEHHEM OaJTbHO-PEUTHHTOBOM

CUCTEMBI B XOJI€ TEKYIIEeH 1 MPOMEXYTOUHOH aTTecTanuu odydaronmxcs cornacHo «llomgoxeHuto

0 OayuUIbHO-pEUTHHIOBOI CHCTEME OIEHKHM KauecTBa OCBOCHHS OCHOBHBIX 0Opa3oBaTENbHBIX

nporpamm ctyaeHtamMmu MMOCy.

HHopsiaok popMupoOBaHHMS UTOTOBOM OLEHKH 110 JUCHHUILIMHE

MakcumanbHasi UTOroBasi cymMma OajioB, IO KOTOPOM MOXET OBITh OLIEHEH YpPOBEHb
OCBOCHMS M3y4aeMOi AMCHUIUIMHBI (MOIyJIs) 3a cemecTp, coctaBisieT 100 6amioB, B TOM yucie
orieHKa paboThl oOyuaromerocst B TeueHue cemectpa (50 OayuioB) W OIEHKA, MONy4YeHHAas
00ydJaronMcs B X0/1€ MPOMEKYTOYHOM aTTecTallMK Ha dk3aMeHe (3adere) (50 6aioB).

[TepeBon wTOroBO CyMmbl OamoB mo auctuminHe w3 100-0ayibHONW B DKBUBAJICHT
TPAAUITMOHHONW MATHOAUIBHOW CHCTEMBI OCYIIECTBISECTCS B COOTBETCTBUH C TPHUBEIACHHBIMH

HMXC IIKaJIaMU.

IIIkxaJja cooTHeceHHUsI pe3yJIbTATOB 00y4eHHs

Hrorosas 0aniabpHast onenka | Mrorosasi 0ajjIbHAs OLEHKA TpaaunuoHHaA
1JIs1 04HO¥ (popMBbI 00yUeHUs | JJIA OYHO-320YHOM M 3209HOM CcHCTeMa OLleHKH
dbopm
49 u Huxe 35 u Huxe HeynosnerBoputensHo /
HE 3a4TEHO
50-69 36-45 VY 1oBIeTBOPUTETHHO /
3a4TEHO
70-84 46-69 Xopo1o / 3a4TeHO
85-100 70-100 OTnnyHO / 3a4TEHO
Onucanue MIKaJIbl OLEHUBAHUS
Onenka Onenka Onenka «xopoIo» OneHka «OTJIIMYHO»
«HEYIOBIETBOPUTEI «YIOBIIETBOPUTEIHHO) (3a4TeHo) ( )
3a4TEHO
bHO» (HE 3a4TEHO) (3auTeHO)
70-84 GamnoB
85-100 6annos
49 0annoB U HIXKE 50-69 6amoB .
IToBBIIICHHBIM .
N Bricokuii ypoBeHb
KOMITETEHITHUS bazoBblit ypoBeHh OCBOCHHS
YPOBEHb OCBOEHUS OCBOEHUS
(KOMIIETEHIINH ) HE KOMITETEHITUU
. KOMIIETEHIIUH
copmupoBaHa (koMmeTeHIuil) KOMIIETCHIINH
(KOMITETEeHITHHA) (KOMITETEeHITHHA)
Kommerenrus (ee Kowmmerenmus (ee wacte) | OOyuaromuiics BiaaeeT OO0yyaromumiics
4acTh) HE pa3BUTA. HEJ0CTaTOYHO pa3BUTA. 3HAHUSAMU U YMEHUSAMU, oOnanaer
OOyuarommiics: He OO0yuaromuiicst YacCTUIHO MPOSIBJISIET BCECTOPOHHUMU U
oOJrazmaer 3HAET OCHOBHBIE COOTBETCTBYIOIIHE TyOOKUMHU
HEOOXOJUMBIMU | TEOPETUYECKHUE MOTOKEHHS, | HABBIKM IIPH PEIICHUU | 3HAHUSIMHU, YBEPEHHO
3HAHUSMHU, HE CMOT JIOTTyCKaeT OUIMOKH MpU CTaHJapPTHBIX U JIEMOHCTPUPYET

82




MMpOoACMOHCTPHUPOB ONpCaACIICHUN HOHHTHI>'I, HCECTAaHJApTHBIX 3a/1a4, YMCHUA, CJIOKHBIC
aTb YMCHUSA U crocoo0en peuiaTb HO UMCKOT MECTO HaBLIKH, YBEPCHHO
HaBbIKHU CTaHJApTHBIC 3a/1a4U, HCKOTOPBIC HCTOYHOCTH OpUCHTHUPYCTCA B
AOIyCKast HeOoIbIIIE B ICMOHCTpAallun MPAaKTUYCCKUX
MOrpeIIHOCTHU OCBOCHMU: MaTCpHrajia CUTyalusx.

8. IlepeyeHb OCHOBHO M 1OMOJHUTEJIbHON YUeOHOM JTUTEPATYPbI, HEOOXOAUMOIH 1JIs1
OCBOCHUS TUCHMILUINHBI (MOYJIs1)

8.1. OcHoBHas quTEpaTypa
1. Yukunena, JI. C. Aurauiickuii si36IK B yrpasiacauu nepconanom (B1—B2). English for Human
Resource Managers : yueOHHK U npakTukyM 1uig By30B / JI. C. Yukunesa, E. B. JIlusckas, JI. C.
Ecuna. — 2-e u3n., mepepab. u non. — Mocksa : U3parensctBo FOpaiit, 2023. — 203 c. —
(Beiciee oOpazoBanme). — ISBN 978-5-534-08232-6. — Tekct : »ieKTpoHHBIH //
O6pasoBarenbHas iathopma KOpaiir [caiit]. — URL: https://urait.ru/bcode/512352
2. HyxnoBa, E. E. Anrnuiickuii s3e1k. Professional Reading: Law, Economics, Management :

yueOHoe mocoobmue mnsa By3oB / E. E. HyxnoBa. — 2-¢ u3m., ucnp. u mon. — Mocksa :
WznarensctBo FOpaiit, 2023. — 149 ¢. — (Bricmiee oOpazoBanue). — ISBN 978-5-534-07994-4.
— Tekcr : onexkrponHwii // OOpaszoBatenbHas mnatdopma HOpaiit [caitit]. — URL:

https://urait.ru/bcode/515118

3. KymmoBa, A. K. Anrnuiickuii s3eIk 11 MeHekepoB U joructoB (B1-Cl) : yueOHUK u
npakTtukyMm s By3oB / A. K. Kymosa, JI. A. Ko3nosa, FO. I1. Bonsiner ; moz o0uieii penaxiuei
A. K. KynmoBo#i. — 2-e u31., ucnp. u gomn. — Mocksa : M3natensctBo FOpaiit, 2023. — 355 c.
— (Bricmmee oOpazoBanue). — ISBN 978-5-534-08147-3. — TekcTt : SNEKTPOHHBIA //
O6pasosarenbHas wiathopma KOpaiir [caiit]. — URL: https://urait.ru/bcode/511221

4. BopoObeBa, C. A. AHrnumiickuii s3Ik 1 3P dextuBHOro MeHekmenTta. Guidelines for Better
Management SkKills : yaebrnoe mocobue mms By3os / C. A. BopoObeBa. — 2-¢ W3/1., UCIP. U JOII.
— Mockaa : U3natenbctBo FOpaiit, 2023. — 260 c. — (Briciiee o6pa3oBanue). — ISBN 978-5-
534-04198-9. — Texkcrt : anexTponHbll // O6pa3oBarenbHas matdopma FOpaiit [caiiT]. — URL:
https://urait.ru/bcode/514835

5. CmupnoBa, H. B. Anrmmiickuii s3eik 1151 MeHekepoB (B1—B2) : yueOnuk mist By3os / H. B.
CmupnoBa, A. B. Cokonosa, 0. A. [lyrnac. — Mocksa : U3natensctBo FOpaiit, 2023. — 185 c.
— (Bricmiee oOpazoBanme). — ISBN 978-5-534-08395-8. — Tekct : »1eKTpoHHBIA //
OopazoBarenbHas miardopma FOpaiir [caiit]. — URL: https://urait.ru/bcode/516893

8.2. lonoHuTEIBHAS IUTEPATYPA

1. AHrMICKUN SI3BIK JUISI M3YYArONIMX MeXayHapoaHbie oTHomeHus (B2-Cl) : yueOHUK s
By30B / H. B. Apxannesa, JI. E. bymkanen, A. K. T'apaeBa, /. B. Ts6una. — Mocksa :
NznarensctBo FOpaiit, 2023. — 255 ¢. — (Bricmiee oopazoanue). — ISBN 978-5-534-10866-8.
— Tekcer : onextponsbiii // OOpasoBarenbHas 1uiatdopma IFOpaiit [caiit]. — URL:
https://urait.ru/bcode/517066

2. Ctynnukosa, JI. B. Aunrnuiickuil s3pIk B MexyHapogHoM OusHece. English in international
business activities : yue6HO€e mocodue ais By30B / JI. B. CtynmaukoBa. — 2-¢ U3 ., mepepad. u J101.
— Mockaa : U3natenbctBo FOpaiit, 2023. — 216 ¢. — (Briciiee o6pa3oBanue). — ISBN 978-5-
534-11015-9. — Texkcrt : anexTpoHHbIl // O6pa3oBarenbHas matdopma FOpaiit [caiit]. — URL:
https://urait.ru/bcode/517594

3. [lecroBa, M. C. AHTIUHCKHUH SI3bIK: TIEPEBO KOMMepUYecKor gokyMmeHTanuu (B2) : yueObnoe
nocobue s By3oB / M. C. IlecroBa. — 2-e uzn., nepepad. u non. — Mocksa : M3naTenscTBoO
FOpaiit, 2023. — 191 ¢. — (Bwicmee obpazoBanue). — ISBN 978-5-534-11543-7. — Tekcr :
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anexkTpoHHbd  //  OOpasoBarenvHas  1arpopma  FOpaiit  [caiit] —  URL:
https://urait.ru/bcode/517265

4. SIxymeBa, M. B. Anrmuiickuii si3b1k (B1). Introduction Into Professional English : yueOnuk u
npakTUKyM Juig By3os / M. B. fIkymesa, O. A. JlemuenkoBa. — 3-€ u3., ucrp. 1 gorn. — Mocksa
: I3patensctBo FOpaiit, 2023. — 148 c¢. — (Bricmee oopazoBanue). — ISBN 978-5-534-07026-
2. — Tekcr : anmextpoHHbI // OOpazoBarenbHas miaardopma IOpaiit [caiit]. — URL:
https://urait.ru/bcode/512146

5. Hemzoposa, I'. JI. Anrnmiickuii s3eik. ['pammaTuka : yueOHOe mocobme s By3oB / . JI.
Hes3opoga, I'. 1. Hukutymkuna. — 2-e u3a., ucnp. u aon. — Mocksa : 3narensctBo FOpaiit,
2023. — 213 c¢. — (Bwicmee obOpazoBanme). — ISBN 978-5-534-09359-9. — Tekcr
anexkTpoHHbd  //  OOpasoBarenvHas  1argopma  FOpaiit  [caiit]. —  URL:
https://urait.ru/bcode/512890

9. Ilepeuensn pecypcoB HHGPOPMALMOHHO-TEIEKOMMYHUKANIMOHHOM ceTH "UHTepHeT",
He00XO0IUMBIX /IJI51 OCBOCHUS TUCHMUILUIUHBI (MO1YJIAA) 1 MH(OPMAIMOHHBIX TEXHOJIOT Ui,
HCNOJIb3yeMbIX MPH OCYILECTBJICHUHN 00Pa30BaTEeIbHOI0 NMPoLecca M0 AUCHUILINHE
(MoayJ110), BKJIIOUYAS MepeYyeHb NPOrPaMMHOro odecrnevyeHusi ¥ HHGOPMAUMOHHBIX
CIPABOYHBIX cCHCTEM (MIPU HEOOXOIUMOCTH)

1. http://biblioclub.ru_- 3BC «YHuBepcuTeTcKas OMOIMOTEKa OHIIANH

2. https://www.econ.msu.ru/elibrary/is/bef/ - kuuru OTKPBHITOrO 10CTYIMa 3KOHOMHUYIECKOTO
¢daxynsTera MI'Y um. M.B. JlomoHOocoBa

3. https://elibrary.ru/org_titles.asp?orgsid=14364 - nay4yHas 3JICKTpOHHas OHOIHOTEKA
(HOb) «eLIBRARY.RU»

4. https://learnenglish.britishcouncil.org-  caiir  Bpuranckoro CoBera ¢ 0OaHKOM
MaTepualioB Uil YPOKOB M CAMOCTOSATEIFHOTO M3YYEHHs aHTIHMHCKOTO S3bIKAa MO Pa3IHYHBIM
TeMaM KakK OOIIEeTo, TaK M AEJIOBOTr0 XxapakTepa. OXBaueHbI BCE yPOBHH JEKCHIECKON CIIOKHOCTH:
OT Ha4YaJIbHOTO JI0 CAMOT0 TIPOJIBUHYTOTO.

5. https://ru.duclingo.com/- GecnaaTHbIA CEpPBUC ISl U3YYCHHSI HHOCTPAHHBIX SI3BIKOB C
Hyns. [Iporpamma moctpoeHa B ¢GopMe «aepeBa JOCTH)KEHUI»: YTOOBI MEeperTH Ha HOBBIN
ypOBEHb, HY)KHO CHa4aja HaOpaTh ONPEICICHHOE KOJIMYECTBO OYKOB, KOTOpPbIC MAIOTCS 3a
npaBuibHbIE 0TBETHl. EcTh mpumoxenus ans i0S n Android.

6. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, CTaTbIMH U BHICO
3apHCOBKaMHU ISl M3YYaIOUIMX AHTJIMHCKHN $I3bIK, BCE MaTepUalibl YCIOBHO pa3ieieHbl Ha
JIEKCUYECKUE U TPAMMAaTHYECKHUE, JOCTYITHBI BCE YPOBHU CI0KHOCTH.

7. https://www.economist.com/ - 5KOHOMHYECKHI CAlT 1 (POPYM Ha aHTIUICKOM S3BIKE,
COZIEpIKAINi /IeTIOBBIE HOBOCTH, SKOHOMHYECKHE CTaTbU Ha JEJIOBYIO TEMAaTHKY, 00CYyKAeHHUE
npo0JIeM JIEIOBOTO XapaKTepa.

8. https://www.ft.com/- caiiT 5KOHOMHYECKON Tra3eThl Ha AaHTITMUCKOM si3bike. COIEepIKUT
JICTIOBbIE HOBOCTH, JKOHOMHYECKHE CTaThH Ha JICJOBYIO TEMAaTHKY, OOCYXKJEHHE NpoOiieM
JIETIOBOTO XapakTepa.

JINeH3noHHoe NporpaMMHuoe odoecreyeHue:

- Windows (3apy0exHoe, BO3ME3IHOE);
- MS Office (3apyOexxHOE, BO3ME3THOE);
- Adobe Acrobat Reader (3apy0exHoe, CBOOOIHO pacipoCTpaHIeMoe);
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- Koncynprantllmoc: «Koncynerantllmoc: Cryment» (poccuiickoe, CBOOOIHO
pacnpoCTpaHsIeMOE);

- 7-zip — apxuBatop (3apy0eKHOE, CBOOOHO PACIIPOCTPAHIEMOE);

- Comodo Internet Security (3apy0exHoe, CBOOOTHO pacpoCTpaHIEMOE).

10. MeToguveckne yKazaHus AJ1s1 00y4arOIIMUXCH M0 OCBOCHUI0 TMCUMILIUHBI (MO1YJIs1)

CogeTbl 110 BeJIeHUIO I710ccapusi MpogecCHOHATBHBIX TEPMHHOB

4 OTO6paHHBI€ TCPMHHBI U JICKCUYCCKUC CAUHUILIBI JOJIZKHBI OTHOCUTBHCA K IIUPOKOMY U Y3KOMY

PO UITIO CHIEIUATBHOCTH,

4 OTO6paHHBI€ TCPMHUHBI U JICKCHYCCKUC CAUHULBI JOJKHBL GBITB HOBBIMHU U HEC I[yG.HI/IpOBaTB

paHee U3y4YeHHBIE;

v\ OTOOpAHHBIC TEPMHHBI U JICKCHUCCKUE CIMHHIIBI JOJKHBI OBITH CHA0KEHBI TPAHCKPUIIIHEH U

NEpPEeBOJIOM Ha PYCCKUU $3bIK (BO M30€KaHHWE HETOYHOCTEH pPEKOMEHIYeTCs MOJb30BaThCs

CIEUAIN3UPOBAHHBIM CIIOBAPEM);

V' o0l1ee KOJIMYECTBO OTOOPAHHBIX TEPMUHOB HE JTOJKHO OBITh MeHbIIE 500 € IuHHMIL;

4 OTO6paHHBI€ TCPMHUHBI U JICKCHYCCKUC CAMHUIIBI IPCIHA3ZHAYCHDBI AJI1 aKTUBHOI'O YCBOCHUSA U

JTOJI’KHBI UCTIOJIb30BAThHCS MPU YTEHUHU, BOCTIPUSATUH Ha CIyX, TOBOPEHUH U MTUCHME.

MeTtoauyeckue peKOMeHAAIUH 10 HATIMCAHUIO J1eJI0BOT0 MHChMA

[TrcbMO TOJKHBI OBITH SICHBIM, KPATKUM U BEXKITUBBIM.

YnotpebnsiiTe IpoCThie CIOBA/BbIPaKEHUSI BMECTO BBICOKOMAPHBIX U CTEPEOTUITHBIX, €CIH
OHH MMEIOT OJIHO 3HaUY€HUE, KOHKPETHBIE BMECTO a0CTPaKTHBIX. UeM MpOIle Bl TOBOPUTE, TEM
ObicTpee Bac moumyT. OgHako He 3a0bIBaiiTe, 4TO B O(PHUIIMATHHOM JEIOBOW IEPENUCKEe HE
UCIIONIB3YIOTCSl HUKaKue cokpanienus tuna "I'm" u cienr. Hanpumep, BMecto ¢passr "We are the
recipients of", myume ckazare "We received”. Bel m00beTech KpaTKOCTH U SICHOCTH B CBOMX
MUChMaX, €clii OyJeTe HCIOJb30BaTh KOPOTKHE WM CPEAHEH UIMHBI MPEIIOKEHUS BMECTO
JUTMHHBIX M CIIOXKHBIX 000pOTOB. I'paMoTHOE naeneHne Ha ab3ambl 00JIeT4aeT 3PUTEIBHOE
BOCTIPUATHE TEKCTA M 33/1a€T BCEMY MPOLIECCY PUTM.

OpHuM U3 MokaszaTesiell BEXKIMBOCTU B JEJIOBOM MEPENUCKE SBISIETCS JINYHOE O0paleHne K
yenoBeky. He Hamo 3a0bIBaTh PO BEXKIUBOCTH JIAXKe TOTA, KOT/Ia BBl OU€Hb HEJOBOIHHBI KEM-TO
WIH YEM-TO.

IloapITOXKUM:

1. BreiOupaiiTe KOpOTKHE U CPEAHEH JUTHHBI MPEJIOKEHHUS, YIIOTPEOIIHTE MPOCTHIC CIIOBA U
BBIPAXKCHUS

2. He ynotpe0isiiiTe pa3roBOpHBIC COKPAIIICHHUS U CIICHT

3. JlenuTte HanmyMcaHHOE HA a03aIlbI

4. ByapTe BEKIUBBI U JUILIOMATHYHBI

«Manka» nucbMa.
Kaxxnoe nemoBoe muchMo nevyaraercs (THUIIETCs ) Ha y>Ke 3arOTOBJICHHOM, (prupMeHHOM Oanke. B
BEpPXHEH 4acTH OJTaHKa pa3MelnaeTcs Tak Ha3biBaeMas "'mamnka' - 3arooBoK. OOBIYHO B 3aT0JI0BKE
JIaHbI CJIeYIOIIHe CBeICHHS !
e  3aPETHUCTPUPOBAHHOE Ha3BAaHUE KOMIIAHUU
e  KpaTKHE CBEJCHHS O XapaKTepe €€ IeATeIbHOCTH,
e  KOHTAaKTHas WH(OpMALHUSL.

Teno nucbma. 3akiawuurenbHas popma BexanBocTu. [lognuce.
[TepBeIii a03all OCHOBHOTO TEKCTa HAYMHACTCA C MPEAJOKEHHUS, B KOTOPOM BBHI
MOJATBEPXKJIaeTe TOJyuyeHHWEe MUChMa OT Ballero KOPPECHOHJEHTa, WM CO CCBhUIKM Ha
MOCTYNMUBILICC ITUCBMO.
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OOBIYHO 00BEM JETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIIe OAHON CTPAHMIIBI M €r0 MPOJOHKCHHE HaledaTaHo Ha oOpaTHON CTOpPOHE JUCTa, TO B
KOHIIE TIEPBOM CTPAHMIIBI MUIIIETCA P.t.0., uTo 03HadaeT Please Turn Over (CMoTpuTe Ha 000pOTE).

Ecnu BBl OTChITaeTe KOMUU MHUChMA U IPYTHM ajpecaTam, TOTJa B KOHIE MUChMa CIIeIaiTe
COOTBETCTBYIOIIYIO OTMETKY B BHJIE CIIEAyOIIeii abOpeBuatypsl: ""c.c." - carbon copies (TOUHBIC
koruu) uian Copy to...

WMHorna BB HE XOTUTE, YTOOBI MOJyYaTelb BAlIero MHCbMa 3HAN, YTO Bl €IIe KOMY-TO
oTocianu KomuH. B 3ToM cimywae BHM3Y mmceM-Konuid Bbl ykasbiBaere "b.c.c." - blind carbon
copies. (CKpBIThIE KOTIHH).

Ecnu k muceMy mMeeTcst puiioKeHue (KaTaior, KOHTPAKT, CYeT W T.I.), TO BHHU3Y, IOCIE
noAnucH jemaercs ykazanue o0 stoM: "Enc:", "Encl:" - sTo coxpamenue ot Enclosure
(mpuIIO’)KEHHE, BIOKEHUE).

HpnMepm,Ie A3BIKOBbIC KJINIIE AJ4 ACJIOBOI0 NHCbMA 110 YaCTAM:

1. O0pamenue

Dear Sirs, Dear Sir or Madam H(ecnn BaM HE U3BECTHO MMsI aJipecaTa) |

(ecu BaM M3BECTHO UMS ajipecaTa; B TOM
Cly4yae KOIJa Bbl HE 3HACTE CEMEWHOE
Dear Mr, Mrs, Miss or Ms MOJIOKEHHUE KEHIITUHBI CIIeIyeT MUcaTh Ms,
rpy0o0ii OIMOKO SIBIISETCS UCTIOIB30BaHNE
dpasbl “Mrs or Miss™)

‘Dear Frank, H(B oOpanieHuu K 3HAKOMOMY YEJIOBEKY ) |

2. Beryuienne, nmpeabiaylinee o0ueHue.

\Thank you for your e-mail of (date)... HCnacn6o 3a Ballle TUChbMO OT (YKCIa) |
\Further to your last e-mail... HOTBeqaﬂ Ha Ballle MIChMO. .. |
I apologise for not getting in contact with you||Sl mpomry mpomieHus, 94T0 A0 CHX MOp HE
before now... HaIca BaM. ..

\Thank you for your letter of the 5th of March. HCnacn6o 3a Balle NUChbMO OT 5 MapTa |

OTHOCHUTENBHO Ballero ImcbMa oT 23

With reference to your letter of 23rd March
Mapra

With reference to your advertisement in «The

Times» OTtHocuTenbHO Bamlel pekiamsl B Taiimc

3. YKa3aHue NpUYMH HAMMMCAHUA MU CbMa

\I am writing to enquire about H}I NIy BaM, 9TOOBI y3HATb. .. |

‘I am writing to apologise for HH MUY BaM, 4TOOBI H3BUHUTKCS 34.. . |

‘I am writing to confirm HH MUNTY BaM, 4TO ObI TIOATBEPAUTh. .. |

\I am writing in connection with HH TIMITY BaM B CBA3HU C ... |
. . Mp1 xoTenu Ob1 00paTUTH Ballle BHUMaHHE

We would like to point out that... a p

4. IIpocboda

\Could you possibly... HHe MOTJIH OBI BHI. ..
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\I would be grateful if you could ...

HH Obu1 ObI IPU3HATENICH BaM, €CITU OB BB |

\I would like to receive

H}I OBl XOTEJ MOJTyYHTb...... |

\Please could you send me...

HHG MOTJIH OBI BBI BEICJIATH MHE. .. |

S. Cornamenue ¢ yCJIOBHSIMH.

\I would be delighted to ...

H}I ObL1 OBI paj ... |

\I would be happy to

H}I OBLI OBI CYACTIINB. .. |

\I would be glad to

H}I ObLT OBI paj... |

6. Coo011eHue NJIOXMX HOBOCTEH

\Unfortunately

HK COXKAJIEHUIO. .. |

\I am afraid that ...

HBOIOCB, 9T0... |

\I am sorry to inform you that

HMHe TSKEJI0 COOOIATh BaM, HO ... |

We regret to inform you that...

K coxalieHunto, Mbl BBIHYXJIEHBI COOOIIUTH
BaM O...

7. Hpnnomeﬂne K IUCbMY JONMOJHUTECJIbHBIX MATCPHUAJI0B

\We are pleased to enclose ...

HMBI C YAOBOJIbCTBHUECM BKJIAIBIBACM. ..

\Attached you will find ...

HB MIPUKPEIICHHOM (aiiie Bbl HaleTe. ..

\We enclose ...

\Please find attached (for e-mails)

HMH IIPUJIAraeM. . . |

HBH Hal1eTe MPUKPETUICHHBIN (Daiir. . .

8. Boicka3bpiBaHue 0J1ar0JapHOCTH 32 NMPOSABJIEHHbI HHTEpPeEC.

\Thank you for your letter of

HCHaCI/I6O 3a Ballle MMCbMO |

\Thank you for enquiring

HCHaCI/I6O 3a IIPOSABJIEHHBIN MHTEPEC. .. |

\We would like to thank you for your letter of ...

HMH XOTenu Obl MOOJIAarogapuTh Bac 3a... |

9. Ilepexon Kk Apyroi reme.

\We would also like to inform you ...

HMH TaK )K€ XOTeJH Obl COOOIIMTE BaM O...

\Regarding your question about ...

\In answer to your question (enquiry) about ...

HB OTBET Ha Balll BOIIPOC O...

[l also wonder if...

HOTHOCI/ITG.HBHO BAILIETO BOIPOCA O... |

HMGHH TaK)Ke UHTEPECYET. ..

10. lonoHUTEIbHBIE BONPOCHI.

\I am a little unsure about...

HH HEMHOI'O HE YBEPEH B ... |

I do not fully understand what...

HH HE JI0 KOHIIA ITOHSAI. .. |

\Could you possibly explain...

HHe MOTJIH OBl Bbl OOBSICHUTS. . . |

11. Ilepenaya nugopmannu

I’m writing to let you know that...

HH MLy, YTOOBI COOOLIHTH O ... |

\We are able to confirm to you...

HMH MOKEM NOATBEPAUTS ... |

\I am delighted to tell you that...

HMH C YJIOBOJICTBHE COOOIIAEM O ... |
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- K coxanenuto, MBI BBIHYKIEHEI C006 HTb
We regret to inform you that... ’ YA =
BaM O...
12. IIpensioxxenue cBoeii MOMOIIH
‘Would you like me to...? HMory nm 5 (caenats)...? |
\If you wish, 1 would be happy to... HECJm XOTHTE, 51 C PaOCThIO. .. |

Coo01ure, eciy BaM IIOHAZOOUTCI MOS

Let me know whether you would like me to...
IIOMOIIb.

13. HamoMuHaHue 0 HAMeYeHHO BCTpeye /M 0:KUIaHHue 0TBeTa

‘I look forward to ... HH C HETEpIICHUEM XK1y, |
‘hearing from you soon HKor/:[a CMOT'Y CHOBA YCIIBIIIIATh Bac |
‘meeting you next Tuesday HBCTpe‘II/I C BaMH B clieAyromnuii Bropauk |
\seeing you next Thursday HBCTpeqn ¢ Bamu B YeTBepr |
14. Ilognuch

Hckpenne Bam (ecnu umst yenoBeka Bam
HE U3BECTHO)

Yours faithfully,

‘YOUI’S sincerely, H(GCJII/I uMs BaM u3BecTHO) |

KpuTepun omeHKHM NHCeM: JOTHYHOCTh COJACPIKAHMS, HaJIWYUe S3BIKOBBIX KIIHUIIIE,
yOeIUTEIbHOCTh apTyYMEHTAIINH, TPAMOTHOCTh, OopMIIeHHE PAOOTHI.

MeTtoauyeckue peKOMeHAAIMH 110 MOATOTOBKE M 3alIUTe Mpe3eHTAluN
Onpenenurte TeMy, LeJb U IUIaH BBHICTYIIJICHHUS.
YcraHoBure MMPOAOJIKUTCIIBHOCTD ITPE3CHTALIUM
OOparute BHUMaHUE Ha OCOOEHHOCTH CITyIIaTeIICH;
[IpenycmoTpuTe BKIIOUYEHUE CIylIaTeaeld B 00Cy X IeHUE TEMBI-TIPOOIEMBbI;
Crnenute 3a MaHEpOIl IPECTABICHUS MPE3CHTALUHU: COOII0OIEHIE 3PUTEILHOTO KOHTAKTa C
ayIUTOPHUEN, BBIPA3UTEIIBHOCTD, KECTUKYIIALMS, TEIOABUKEHNUS,
v TlpeaycMoTpuTe HILTIOCTpAIMK (HO HE MEPErpyKaiTe UMM CIIaiiibl), KIFOUEBBIE CI0BA,
v OO0s3aTeibHO  MPEAYCMOTPUTE  PEMETHIMIO  BBICTYIUICHHS B  CONPOBOXKICHHH  C
Mpe3eHTalnueH.
TpeOoBanus K Npe3eHTAIIUN:
7-12 cnaiinos B PowerPoint
[Inan npe3eHTanuu:
Bcerynnenue (modyemy BbIOpaHa qaHHas TeMa Mpe3eHTanum) (2 craiina)
OcHoOBHas 4acTh
3akmroueHue (BbIBOBI) (2 craiina)
Crukep pe3eHTyeT CBOI0 TEMY M OTBEYAeT Ha BOMPOCH YYACTHHUKOB.

NANENENIN

NN

IIpuMepHbIe KanIe 1Js 3aIUTHI Pe3eHTAIMU:
Hauauo
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Starting
Formal Meeting

Good morning/afternoon/evening ladies and

gentlemen..... My name is ... and I'm head of the
marketing department. Ourpurpose this morning is to
hear a presentation, and to discuss it with all of you.

take a seat-

MPUCAKUBANUTECH, PUIrPOSe —

Informal Meeting

Okay everybody. Please take a seat.
Let’s get started. If you have any
questions, please feel free to ask me
at the end of the presentation. We’ll
hear a presentation and discuss it to
see if there are any fresh ideas.

nenb, get  started —  wauats, discuss —

obcyxath, feel free to ask — ceoboaHO cniparmmBaiite, fresh ideas — ceexue umen.

I'naBHas yacrtnb

Introduction
Formal Meeting

As you already know, today’s presentation is
designed to present some important points of

This first slide shows our agenda for the day.

First, | 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 | 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 — ObITh 3agymannbivm, Slide — cnaiin, agenda — mosectka nus, let me start —
03BOJIbTE HauaTh, Say thanks — 61aromaputs, Overview — o63op, present the data —
NpeCTaBIIATh qaHHbIe, at last — nakoner, conclusion — 3akirouenue, wrap things up —
3aBepmum, hold the questions — nepxats (He 3a0bIBaTh) BOIpoCkl, SO far — moka, interrupt -

IIPEPHIBATH

Hexotopsie (pasbl, 1aHHBIE HUXKE, TOMOTYT HE pacTepsAThCS U CPOKYCHPOBATh BHUMAHUE
ayAUTOPHH B HanOoJiee B)KHBIX TOYKaX Mpe3eHTauy. @pasbl 0IMHAKOBBI UIs JTF000T0 THIIA
Ipe3eHTaMU — HOPMaNBHOTO U HEPOPMATIBLHOTO.

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 B3rJIsiHEM Ha ...

Teneps MHE XOTEI0CHh ObI OOCYIHTh. ..
JlaBaiiTe Teneps NOrOBOPUM O ...

Teneppb naBaiiTe NepenieM K ...

[Ipomomxumc ...

OTO OTCBIIACT HAC K CIEAYIOLIEMY IIYHKTY ...
JIBuraemcs K HaleMy CJIEAYIOLIEMY CIaixy

3akJjaroueHue

89



English Russian

Let's sum it up. JagaiitTe cymmmupyem.

Let's wrap it up. 3aBepInum.

I would like to sum up the main points again... Ere pa3 xoTen ObI CyMMHPOBATh TJIaBHOE. ..
So, in conclusion... Hrak, B 3aKJIFOUYEHHE. ..

Finally let me just sum up today’s main Haxkomern, moaseneM UTOT CETOTHIIIHIM
topics... [JIABHBIM MOMEHTAM. . .

OTBeTHI HA BONIPOCHI

English Russian
51 nymaro, s oTBeTHII YK€ Ha Bam Bonpoc
I think 1 answered your question earlier. pamee.
I'm glad you asked that. Pan, uro Bel cipocuiu 00 3TOM.
Well, as | already said... WTak, KaK s y>Ke ¥ TOBOPHIL. ..
That's a very good question (of you to ask). Ouenb xoporuii Bompoc (KOTopblit Bel
So you are asking about... 3aj1aiIn).
If I’ve understood you correctly you are asking HWrak, Bel cnipammBaete o ...
about... Ecnu s npaBuibHO noHsn Bac, Bel

CIPALIUBAETE O ...

Ouenka npe3eHTANNI:

1. Ecnu npe3eHTanus oleHeHa Ha «OTJIMYHO» CTYJEHT UMEET MPaBoO Ha OTBET U3 JBYX aClEKTOB
Ha 3K3aMeHe

2. OueHKa Npe3eHTAalnd CKIaJbIBAETCS M3 TOJOCOBAHUS YYAaCTHUKOB M HPOQECCHOHATBHOIO
MHEHHS NIperogaBareinci

MeTtoauyeckue peKOMeHAAMH 110 padoTe ¢ KeicaMu

«Ketic-ctagm» (0T aHrI. «case study» — u3ydeHne KOHKPETHOTO Cirydasi / mpoOJIeMbl / CUTYaIIHH ).
CyTb KeHc-TeXHOJOTHH 3aKJII0YaeTCsl B TOM, YTO CTYJICHTaM IPEIaraeTcsi OCMBICIUTD JIETOBYIO
CUTYAaLIHIO, B3ATYIO U3 pEaIbHON SKOHOMUYECKOM MPAKTUKH, KOTOPAast HE TOJIBKO OTPa)kaeT KaKyro-
a100 MPaKTHUECKYI0 MpoOeMy, Kak MpaBWIIO, HE MMEIOUIYI0 OJHO3HAYHOTO PELICHHs, HO U
KOTOpasi aKTyaJH3upyeT OIpe/eleHHbIH KOMIUIEKC MPo(ecCHOHANbHBIX M KOMMYHUKAaTHBHBIX
3HAaHUU U YMECHUM.

VYyacTHHUKaM npeziaraeTcs cTaTh MPeJCTaBUTENIMU KOMIAHUH, TPOOJIEMbI KOTOPOH OHU TOJIBKO
YTO JETAJbHO W3YYMJIM, M BBICKA3aTh CBOIO TOYKY 3PEHHUS CHayaga B (QopMe Mpe3eHTAINH
(MOHOJIOTHYECKAs PeYh), a 3aTEM NMPUHATH YYaCTHE B TUCKYCCHH/TIEPEroBOpax (qUaorunvyeckas u
HOJHIIOTHYECKast (OpMBbl OOIEHUs), B XOJ€ KOTOPOW JOIDKHO OBITh HAiIEHO ONTHMAlIbHOE
pelieHue.

Cxema pafoThI ¢ «Case study»
Jrtan 1. Oprann3anMoHHas cTagusi padoThl HAX KelicoM

\ 3HAKOMCTBO C COAEPKaHUEM JIEJTIOBOM CUTYAIIMHU |
v

| [TpeaBapuTenbHOE 0OCYKIECHUE ACIIOBON CUTYAITH \
A/

| BricTynieHus: y4aCTHUKOB CUTYaLIMHU | ‘ [ToaBeneHne UTOrOB MPENO/1aBaTEIEM
v
| dopMUpOBaHKE MAJIBIX TOATPYII U3 3-5 YeToBeK ‘
v

| Bri6op nuaepa B moarpynmax ‘
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v

| Br10op nuHNYM oBeACHUS KXKI0M MOATPYIIION \
v
| KommenTapun npernogaBaTenst 00 o0beMe MpeAcTosmed padoThl \
Jrtan 2. Paboyas cragus padoThl HaJ KelicoM

‘ JeranbHoe U3ydYEeHHE 1€JI0BOM CUTYAllUU YYaCTHUKAMHU JEJI0BOU CUTyalluu |
v

AHau3 eT0BOM CUTYAIlMK B KaXKA0W MOATpyMIe
Pa3paboTka niaHa mpe3eHTaIluy aHan3a

e T~
| Jluckyccus B MaJIbIX Ipynmax ‘ ‘ [IpunATHE penieHU
CpaBHenue pesyiabraroB  pabotel ¢ | Koopaunarus NEeSATEIbHOCTH
JPYTHMH MOATPYyIIIaMHU IpenojaBaTesieM
v

| BeIcTynuieHus 11aepoB NOATPYIII ‘
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM

\ [TpuHsTHE OKOHYATEIBHOTO, Hanbosee 3HPEKTUBHOTO pelIeHUs \
v

| [TogseneHne NTOroB paboOThI HA/T IETOBON CUTYaIueH \

e T~

| KoMMeHTapuu y4acTHUKOB CUTYalluu | | KomMMmenTapuu npenojaBarens

v

| OreHka mpernoiaBaTesieM paboThl KaKI0UW NOATPYIIIBI ‘

IIpumepHbIe sI3bIKOBBIE KJIUIIE 1JIS NPe3eHTalnu 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...
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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.

MeTonnquKne PECKOMEHIAUHA MO COCTABJICHHIO 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.

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. 1f 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.

ILnaH npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI [1€7IOBOM TEpEeNHMCKH: KJIMIIE, INanmka MUChbMa, OCHOBHBIE COKpameHus. I[Ilucemo-
conpoBoxacHue. [Incemo-nmoareepxaenue. [Incemo-3anpoc. [Tucemo-npocsda. Pesrome.
2. Ayoupoeanue.

Bocnpusitue peunm (paziavueHHe 3BYKOB, HWHTOHAIMOHHBIX M PUTMHYECKMX MOJENEH,
nay3aluH); pacro3HaBaHUE CIIOB (BOCIPHATHE 3BYKOBOTO 00Opa3a CIIOBa, COOTHECEHHE 3TOTO
o0Opa3a ¢ BOKaOyJsIpOM, BOCCTAQHOBJIEHHME JIEKCUKO-TPAMMAaTUYECKOH M CEMaHTHYECKOU
UH(OPMALIKH O CIIOBE Ha OCHOBE BOCHPHUSTHS €0 3BYKOBOU 000J104KH); 00paboTKa MpeasioKeHHNA
(mapuesiALus, OINpPENeIEHUEe CTPYKTYPbl HPEIJIOKEHHs, BBIIBICHHE €ro KOMIIOHEHTOB);
NOCTpOeHHE OyKBAJIBHOTO CMBbICTIA MPEUIOKEHUsT (BBIOOp pPENEBAaHTHOTO 3HAYEHUS JUIs
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MHOTO3HAYHBIX CJIOB); COXpaHeHHE WH(OpMalUKd B KPATKOCPOUHOH MaMATH; paclo3HaBaHUE
KOI'C3MBHBIX CPCACTB B PCUN; UHTCPIPCTALUA UMIINIMITUTHOI'O COACPKAaHNUA U UHTCHIIMH PCUCBOI'O
aKTa; MPOrHO3MPOBAHUE;0PUEHTALINS B CUTyallud, GOPMYIIMPOBKA OTBETA.
3. JIekcuka.

Jlexcuueckuii 3amac aHTIMHCKUX (PPa3e0IOTHIECKUX U HIIMOMAaTHYECKUX 000pOTOB, YCBOCHHE
HaI/I60JI€€ ynOTpCGI/ITGHLHHX CHMHOHUMOB, AHTOHMMOB W OMOHHMOB AHTJIMHCKOro SI3bIKa IIO
CIIETyIOIINM TeMaM:

Company structures
Management

Recruitment and selection
Cultural awareness in business
Financial statements
International trade

Marketing

e Ethics in business
e Managing change
e Branding

4. I'pammamuka
Mopdoaorus

I'naron. [leiictButenbHbli W cTpagarenbHbiii 3aimorm  (Active and Passive Voices).
OcobeHHOCTH TIepeBOIa CTPAAATEIIbHBIX KOHCTPYKIIMN HAa PYCCKUH sS3bIK. MOTalTbHBIE T1ar0JIbl U
ux dKBUBaJCHTHL. [arossr t0 be u to have, ynmorpedmnstomiuecss B caMOCTOATEILHOM, MOJAIbHOM
(OKBUBAJIEHTHO  MOJAIbHBIM  TJIarojaM, BBIPAXKAIOUIUM  BO3MOXKHOCTb,  BEpPOSITHOCTH,
JIOJDKEHCTBOBAHHME) M BCIIOMOTaTelIbHOM 3HaueHUsiXx. OCHOBHBIE CBEJIEHHSI O COCJIaraTelIbHOM
HAKJIOHEHHUU.

Henuunsie ¢popmbl rinarona: napunutus (Infinitive) u ero ¢pynkmun; repynauii (Gerund) u
ero (ynkmuu; mnpudactus (Participle I wm Participle II) B ¢yHKuuax omnpeneneHus u
obcrositenscTBa. CnoxHbIe (OPMBI HHPUHUTHBA U TPHUYACTHSI.

CuHTakcuc

IIpocroe pacnpocTpaHeHHoe npeaJiokenue. [IpsaMoi nopsaoK CIOB MOBECTBOBATEIBHOTO
1 MOOYAUTEILHOTO TPEIJIOKEHH B YTBEPAUTEILHON M OTpuIaTeabHON (opmax. OOpaTHBIN
MOPSIIOK CJIOB BOIIPOCUTEIBHOTO MPEAJIOKEHUSI.

CJ10KHOCOYHHEHHOE " CJI0KHOMOYMHEHHO0E NpeaJioKeHHs. He3aBucumelii
(caMOCTOSATENbHBIHN) MPUYACTHBIH 000poT. MHPUHUTHB B PyHKIIUH OINpesesieHUs] U IEPEBOJT €ro
HAa PYCCKHHM $3BIK ONPEAETUTENIbHBIM IPHUAATOUYHBIM  MpeanoxkeHueM. OObeKTUBHBIN
uHpuauTHBHBINA 000poT (the Objective Infinitive Construction/Complex Object); cyobexTuBHbIi
uHbuHITHBHBIN 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeyeBble akThl W CHUTYallMOHHO ONpaBJIaHHOE peueBoe MoBeAeHHe: KoMMyHHKaTHUBHBIE
NEHCTBUS, HAMpaBJIICHHbIE HA YYeT MO3UIMH coOeceqHHKa MO0 MapTHEpa MO AESTeTbHOCTU
(MHTEJUIEKTyalbHBI AacleKT KOMMYHHKAIuHM). PedeBble NEHCTBUS, CIyXKallhMe CpPelCTBOM
KOMMYHHKAIMK (Tiepeaud WHGOPMAIUU JIPYTHM JIFOASIM), CIIOCOOCTBYIOT OCO3HAHHIO U
YCBOGHHIO OTOOpakaeMoro cojaepkanus. KoMMyHUKaTHBHbBIE AEWCTBUSA, HaIlpaBJICHHbIE Ha
KOOTIEpaIuio, T.. COTJACOBaHMWE YCHJIMH MO JOCTHKCHHIO OOINeH IeNu, OpraHu3aluu u
OCYIIECTBIICHUIO COBMECTHOM J€ATEIbHOCTH
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11. Onucanue MaTepuaIbHO-TEXHUYECKOI 0a3bl, HEOOXOAUMOM JISl OCYIIeCTBJICHHSI
00pa3oBaTeIbLHOIO NMPoIecca Mo JUCUUILIHHE (MOTYJIIO0)

YueOHas ayauTopusi, TpeAHA3HAYCHHAs JUIsI TPOBEJACHUS YYEOHBIX 3aHATHH,
NOPEIYyCMOTPEHHBIX  HacTosied  paboyeil  mporpaMMoi — OUCHMIUIMHBI,  OCHAI[CHHAs
000pyI0BaHUEM U TEXHUUYECKUMHU CPEACTBAMU 00Y4EHUS, B COCTaB KOTOPBIX BXOAT: KOMIUIEKTHI
CHeLHMaTU3UPOBAHHON yueOHOI Mebenu, JoCKa KiIacCHasi, MyJIbTUMEIUHHBIA TPOEKTOP, SKPaH,
KOMITBIOTEP C YCTAHOBJIEHHBIM JIMIIEH3MOHHBIM NPOIrPaMMHBIM 00€CIIEUEHUEM, C BBIXOJIOM B CETh
«MHTEpHET» U TOCTYIIOM B 3JIEKTPOHHYIO HH(OPMAIIMOHHO-00pa30BaTEIbHYIO CPEy.

Ilomemenne A caMOCTOATEIbHOH PpadoThl 0O0ydawIUMXCsi — ayIUTOpHS,
OCHAIlEHHAasi  CJeAYIIUM  00OpyIoBaHHeM M  TeXHHYECKHMH  CpeICTBaMMH:
CHeuMaIu3upoBaHHas MeOenb Ul TperojaaBaTeNss H  0oOydaromMXcs, JOocKa ydeOHas,
MYJIbTUMEUHHBINA TIPOEKTOP, SKPaH, 3BYKOBBIE KOJIOHKH, KOMITBIOTEP (HOYTOYK), IEpCOHAIBHBIC
KOMITBIOTEPHI JJIs1 paboThl O0YYaloIUXCs C YCTAaHOBJIICEHHBIM JIMIEH3MOHHBIM HPOTPaMMHBIM
o0ecIieueHneM, ¢ BBIXOJIOM B ceTh «HTepHeT» 1 TOCTYNOM B 3JIEKTPOHHYIO HH()OPMaIMOHHO-
00pa3oBaTeNbHYIO CPELy.
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