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K OCHOBHOU NpogheccuonanbHoll 06pazo8amenbHoll npocpamme
no nanpasienuro noocomosxu 38.03.01. Jxkonomuka
HanpagieHHocmy (npoguisv) <Muposast SIKOHOMUKA»

Pabouast mporpamma nucuuIInHbl «JlemoBas KOMMYHHKAIUs HAa AHTJIIHICKOM SI3bIKE
(MPOJBUHYTHIN YPOBEHBH |)» BXOIUT B COCTaB OCHOBHOM 00pa30BaTeIbHON MPOrPaMMBbI BBICIIIETO
o0Opa3oBaHus 10 HarnpasieHuto moarotoBku 38.03.01. DxoHOMUKa, HAIPABICHHOCTH (TPODUIIH)
«IIudposast skKOHOMHUKA» U TIPeAHA3HAYCHA JIJIsI 00YUAIOIINUXCS IO OYHOUM popMe 00yUeHUSI.

Ceenenus 00 aktyanuzamuu PTI1J

Ha y4eGnbrit rog

CocTtaB akTyanu3amnuu

YT1BepxkaeHa
Y4eHBIM COBETOM

2021-2022 - [lepedyeHb OCHOBHOH U JOTOJTHUTEIBHON [Iporokon Y4éHoro coBera
yqe6Hof/'I JUTEPATYPHI; ot 08.07.2021 ., Ne 12
- OLICHOYHbIE MaTepUaIIbI.

2022-2023 - [lepeueHb OCHOBHOM M JTOTIOTHUTEIBLHOMN [Tpotokon Yuénoro Coseta
y4eOHOU JTUTEPATYPHI; ot 26.01.2022 1., Ne6
- OLICHOYHbIE MaTepUabI.

2023-2024 - [lepeueHb OCHOBHOM M JTOTIOTHUTEIBLHOMN [Tpotokon Yuénoro Coseta

y4eOHOU JTUTEPATYPHI;
- OICHOYHLIC MaTCpHUaJlbl.

ot 27.04.2023 ., Ne9

© HMHCTUTYT MEXTyHApOAHBIX S)KOHOMUYECKHX CBs3el, 2023.

2




COJEPKAHUE

1. enp 1 321290 AUCIIUATITIHBI (MOJTYIIS) +eveuvvreestreeatreesstressssesssseeessseesssseesssseessssessssnsssnsseesnsnessnns 4
2. [lepeueHs TUTAHUPYEMBIX PE3YJIHTATOB OOYUYCHHS 110 AUCHIHUIUIHHE (MOJYIII0), COOTHECEHHBIX
C TUTAHUPYEMBIMH PE3yJIbTaTaMU OCBOCHUS 00PA30BATCIBLHOM MPOTPAMMBI ....vvevvveeseeesieeeveesenns 4
3. Mecto aucuuriInHbl (MOIYJIsl) B CTPYKTYpE 00pa3oBaTeIbHON MPOrPaMMBbI BBICIIIETO

OOPABOBAHI ... vveeesutieesiteeeiteesttee ettt e asbe e e aat et e as bt e e e bt e e ekt e e ek e e e e abb e e e ke e e aab e e e nabe e e nsbe e e e Rt e e e bneeenneeeanes 5

4. O6beM TUCIUILTIHBI (MOJyJIs) B 3aYETHBIX €IMHUIIAX C YKa3aHHUEM KOJINYEeCTBA
aKaJeMUYECKHUX YacOB, BBIJICJICHHBIX HA KOHTAKTHYIO paboTy 00yJaromuxcs ¢
npernoaaBaresnieM (1Mo BUAaM y9eOHBIX 3aHATHI) U HAa CAMOCTOSITETTFHYIO padoTy 00yJaronmxcs

5. CopepxaHue QUCHUILIMHBI (MOZyJIs), CTPYKTYPUPOBAaHHOE 110 TeMaM (paszenam) ¢
yKa3aHUEM OTBEJCHHOI'O Ha HUX KOJIMYECTBA aKaJ€MHUUECKUX 4aCOB U BUJIOB yUEOHBIX 3aHATHH

...................................................................................................................................................... 6
6. [TepedyeHp yueOHO-METOIUYECKOTO 00CCTICUCHHSI 111 CAMOCTOSITEIIBHOW PaOOThHI
O00YYAFOTIIUXCS TIO TUCTIUTIITITHE (MOJTYITEO ) ..vuvveuteesteessseesteesnseessseasseessssansesssnesssesssneansessnnsessessnnens 8
7. OnieHOYHBIE MaTepUaibl 1J TEKYIIET0 KOHTPOJIS YCIIEBAEMOCTH U TPOBEICHUS
MIPOMEKYTOUHOM aTTeCTAIIMN O0YYAIOIIMXCS IO JUCIIUTUTAHE (MOIYITEO ) ..vvevvearveesireaneeesneeanens 10
7.1.  OueHoYHBIC MAaTEPUAIIBI JUTSI TEKYIIETO KOHTPOIS YCTICBAEMOCTH «..vvvevvveeasiveessereesnenens 10
7.2. OLeHOYHbIE MaTEPHUAIIBI ISl IPOBEIEHUS IPOMEKYTOUHON ATTECTALM . ... vvevvererernreeinens 25
7.2. 1. IlepeyeHb KOMIIETCHIINI C YKa3aHUEM ATANOB UX (JOPMUPOBAHUS B MPOIECCE
OCBOCHHS 00PA30BATEIIEHOM ITPOTPAMMBL. ... .evviveesriasresieestesssesseessesseesbeessesssesbeesnesseesreanesseesneens 25
7.2.2 Tloka3aTenu OlICHUBAHUS TJIAHUPYEMBIX Pe3yJIbTaTOB 00YUCHUS Ha PA3TMYHBIX 3TArax
(DOPMHUPOBAHUS KOMITETCHIIHH . .....vvvveesteessestee sttt sb et sb st b e bbb nne e 26
7.3. Tunossie 3agaHus U (MJIM) MaTEPHAIIBI JJI OIEHKH 3HAHWW, YMEHUN U HABBIKOB U
(MM OTIBITA AEATENBHOCTH, XapaKTEPU3YIOUINX 3TaNbl (POPMHUPOBAHUS KOMIIETCHIIHHA. ......... 28
7.3.1. TunoBble 3anaHus U (WIJIH) MaTepUaIbl JUIsl OLICHKH 3HAHUK JIJI1 KOMITETCHIIHH ............. 28
7.3.2. TunoBsie 3a1aHus U (UITH) MATEPHAITBI TS OLICHKU YMEHUM. ...ccvvveevieeieiieeaieesineenieesinens 53
7.3.3. TumnoBble 3a7aHus U (WIJIH) MaTEPUAITBI JTSI OLICHKH HABBIKOB ......vveevveeeiriessireesineeseneens 70
7.4. IlepeueHb BOIPOCOB ISl IIOATOTOBKH K BAUETY ...vvevvirrersiriaisisssniessessinssssesssnssssesssnssssesssneas 79
7.5. Meroauueckue MaTepuaibl, ONPEAEISIONINE TPOLEAYPhl OIIEHUBAaHUS 3HAHWM, YMEHUH,
HABBIKOB ¥ (WJIH) OTIBITA IEATEIHPHOCTH, XapaKTEPU3YIOIIUX Tabl (HOPMUPOBAHUS

X0 )Y 08 (S 415 80 % G 80
8. IlepeueHb OCHOBHOH M JONMOJHUTEIBHON yUeOHOM TUTEpaTyphbl, HEOOXOAUMOM ISt
OCBOCHUS JUCITUTITITHBT (MOJTYTIS) 1vvuvvtesstrtesusesesssesssssesssssesssssessssessnssessnssessssesssssesssssessnsnessnsnnens 84
8.1. OCHOBHAS JTUTEPATYPA ... .vveerreiiurieiisssriessesssseessasssseessessseessesssseessesaseesbesaneessasaneesenssneeseneas 84
8.2. JIOTIOTHUTEITEHAS JTATEPATYP@ .t veevvveesreesssresssssessssessssessseessssseessseesssssesssnesssseessssessnsneennns 84

9. IlepeueHs pecypcoB HHPOPMAITMOHHO-TEIIEKOMMYHHUKAIIMOHHOHK ceTtn "WHTepHeT",
HEOOXOAUMBIX ISl OCBOSHUS TUCITUTIIIUHBI (MOYJIs1) M MH(DOPMAITMOHHBIX TEXHOJIOTHH,
UCIIOJIb3YEMBIX TPU OCYIIECTBICHUU 00pa30BaTEIBLHOTO MPOIiecca MO AUCIHUILTHHE (MOMYIIO),
BKJTFOYAs TIEpEUEHb MPOTPAMMHOTO 00ecTieueHHsI 1 HH(POPMAIIMOHHBIX CIIPABOYHBIX CUCTEM
(TIPT HEOOXOIIMOCTH ) +. vttt aneeesueessseaaseeasseassseasseeasssasseesseeasseaseassseenbeeasseaseessneanseesnneeneesnnens 85
10. MeTonnueckue ykazaHusi 11 00y9Jaronuxcsi I0 OCBOCHUIO TUCIUILTAHBI (MOIYJIA) ........ 85
11. Onrcanue MaTepruanbHO-TEXHUYECKON 0a3bl, HEOOXOIMMOM JIJIsl OCYIIECTBICHUS
00pa3zoBaTeNbHOTO MPOIIECCA IO JUCITUATIITUHE (MOJTYITEO ) ..uvvvessvresssseesssreeessseessssessssnessssnessnsneens 94



1. Heanb u 3aaaum JUCHUTLTHHBI (MOTYJIA)

Heas aucuumuimHbl «/lenoBas KOMMYHUKAIUS Ha aHTJIMACKOM S3BIKE (TIPOIABHHYTHIN
ypoBeHb |l)» - mpuoOpereHne cTyAeHTaMH KOMMYHHKAaTHBHBIX HABBIKOB, YPOBEHb KOTOPBIX
JOCTaTO4EH Ui PpEIICHUS COLUAIbHO-KOMMYHUKATHUBHBIX 33724 B Pa3IMYHBIX O0JIACTSIX
poeCCHOHANBHBIX Cep NEATETBHOCTH U B IIEIIX CaMO0OOpa30BaHUsI.

3agauu AUCHMILINHBI:
— JIOCTIDKEHHE HEOOXOAMMOIO YPOBHSI JIMHTBUCTUYECKHMX HABBIKOB — M3y4Y€HHE U
HCIIOJIb30BAHUC JICKCUYCCKUX U I'PAMMATUYCCKUX CAWHUIL B O6’béMe, KOTOpBIﬁ HGOGXOI[I/IM JJIA
TBOPYECKOH J1eATENbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUAX;
— pa3BUTHE JAMCKYPCHUBHBIX HABBIKOB - YMEHHSI TIOCTPOEHHUS LEJOCTHBIX, JIOTHYHBIX
BBICKA3bIBaHUN (JMCKYPCOB) pPa3HbIX (DYHKIIMOHAIBHBIX CTHJIEH B YCTHOHM M MHChbMEHHOMN
KOMMYHHKAIUU Ha OCHOBC IIOHUMAaHUuA Pa3JINIHBIX BUI0OB HpO(i)GCCI/IOHaJ'H:HO-
OPUEHTUPOBAHHBIX TEKCTOB MPH YTEHUH U ayIUPOBAHUH;
— pa3BUTHE NPAKTHUKU HCIIOJIB30BAHUS AHTIUICKOTO s3bIKa MJI PEUIeHHs CHEeIHalIbHbIX
npodeccHOHANIBHBIX 3a7a4 (MoA0op JUTepaTypbl, YTEHHE COOTBETCTBYIOIIUX HCTOYHHKOB,
MIPOCMOTP MPOTPAMM IO HHTEPECYIOMICH CTyIeHTa TPOOIeMaTHKE);
— 3aKpeIUIeHHE CTpPAaTerHMYeckoro HaBblKa — HaBblKa HCIHOJB30BaTh BepOaJibHbIE U
HeBepGaanble 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, 0OBIYAEB CTPAH U3YYaEMOT0 S3bIKA, STHUKH, BOCIIUTAHUE TOJIEPAHTHOCTH
U YBa)KEHUS K JyXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HapOJIOB;
— (¢opMupOBaHHE TOTOBHOCTH HAJAXXUBATh MEKKYJIbTYPHbIE U BHEITHEOKOHOMUYECKHE CBSI3H,
NpPEICTaBIATh CBOIO CTpPaHy Ha MEXKIYHApPOIHBIX CEMUHapax, KOH(pEpeHIHsIX, padodmnx
BCTpeUax, y4acTBOBaTh B MPE3CHTALINSAX;
— Ppa3BUTHE YMEHHS HAaXOJUTh PEIICHUs B OBICTPO MEHSIOLIUXCS YCIOBUSAX MEXIYHAPOIHOTO
Ou3Heca.

2. IlepeyeHb MJIAHUPYEMBIX Pe3yJbTATOB 00y4YeHHsI IO U CHUILINHE (MOAYJII0),
COOTHECEHHBIX C MJIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOeHHMS 00pa3oBaTeIbHOM

MPOrpaMMblI
Kon
ILnanupyembie pe3yJbTaThbl 00yUeHHUsI
komneteH| Coaep:kaHue KOMIETEHIIUH
10 JUCLMIIJIMHE
M
CIIOCOOHOCTH K 3Hath (4) — rpaMMaTHYecKue MpaBuiIa, GOpMbI U
KOMMYHHUKAIIMY B YCTHOW U | KOHCTPYKLUH, aHIJI0S3bIYHbIE peueBble
OK-4 NUCHMEHHON (hopMax Ha CTPYKTYpbl U JEJIOBYKD  TEPMHHOJOTHIO,
PYCCKOM U MHOCTPAaHHOM HE00XOIUMBbIE s OCYILIECTBIICHUSI
S3BIKAX JUISA PEeIeHHs 3aad | mpodecCHOHAIBHOTO OOLICHHUSI.
MEXJTMYHOCTHOTO U YMerp (4) — JOTWYHO, apTyMEHTHUPOBAHO |
MEXKYJIbTYPHOTO KOPPEKTHO IMOATOTOBUTH YCTHbIE M MUCHMEHHBIC

B3aUMOJICUCTBU

BBICKA3bIBAaHWS HAa WHOCTPAHHOM  SI3BIKE B
MEXIIMYHOCTHOM OOIIEHUU U MEXKKYIbTYpPHOM
B3aHUMOJICHCTBHU.

Brnanerts (4) — HaBBIKaMU UCTIONB30BAHUS
MOHOJIOTHYECKON U TUAIOTMYECKON YCTHOU U
MHUCbMEHHOW PeYH B CUTYaLUsIX
MEXKJIMYHOCTHOTO U MEXKKYJIbTYPHOTO




Kon
IlnanupyemMblie pe3yabTaTbl 00y4eHUs
koMmmnereH| Coaep:xxaHue KOMIETEeHIHH
Mo JUCHUNJIHHE
1
B3aMMO/ICICTBUS B Mpe/esiax U3yueHHOTO
SI3BIKOBOT'O MaTepuaa.
3HaTth (/1) — crmocoOs! paspenieHrss KOHQIUKTHBIX
CUTYyaIuH, OCHOBBI MPOEKTUPOBAHUU
MEXJINYHOCTHBIX, IPYHIOBBIX u
OpraHU3aIMOHHBIX KOMMYHHKAITII Ha
MHOCTPAHHOM SI3bIKE
CIIOCOOHOCTH UCMOJIb30BATh
N —— Ymerts (/1) — ucmonp3oBaTh ciocoObl pa3perieHus
P KOH(MIMKTHBIX CUTYyalluH, POEKTUPOBATH
KOMMYHHUKaTUBHBIX 33724
IIK-10 MEKIUYHOCTHBIE, IPYIIIOBbIE 51
COBpEMEHHBIC TEXHUUECKUE
OpraHHU3alOHHBIE KOMMYHHKAIIUU Ha
CpelcTBa U UHPOPMAIMOHHBIE
WHOCTPAHHOM SI3BIKE
TEXHOJIOTUHU
Bmamers (JI) — cmocobamu  paspemieHus
KOH(DIUKTHBIX CUTYyaIuH, OCHOBaMH
MPOEKTUPOBAHUH MEKIMYHOCTHBIX, [PYIIOBBIX U
OpraHHU3aIMOHHBIX KOMMYHHKAIII Ha
MHOCTPAHHOM SI3bIKE

3. MecTo JUCUMIIIMHBI (MOXYJIs]) B CTPYKTYpe 00pa30oBaTeibHOI MPOrpaMmMbl
BbICIIEr0 00pa30BaHUA
VYyebnas qucrurinHa «JlemoBass KOMMYHHKAIHAS HA aHTJIMMCKOM SI3bIKE (TIPOABUHYTHIN
ypoBeHb |1)» BXOIUT B (aKyJIbTaTUBHYIO YacTh Y4€OHOTO TUIaHa 110 HAIPABJICHUIO TIOITOTOBKU
38.03.01 Dxonomuka, mpodwib: «ludpoBas SKOHOMHUKAY.
SA3bIkM NpenoaaBaHusA: PYCCKHM, AHTVIMHCKHIL.

4. O0beM IUCHMILIMHBI (MOYJIs1) B 3a4€THBIX eJHHULIAX C YKA3aHHEM KOJIHYeCTBA
aKaJieMH4eCKHX 4YaCOB, BbIIeJICHHbIX HA KOHTAKTHYIO padoTy o0y4yaromuxcs ¢
npenojaasaresieM (110 BUAaM yUeOHbIX 3aHATHII) 1 HA CAMOCTOSITEJIbLHYIO padoTy
o0yJarouuxcs
OO6mas TpyA0EMKOCTh TUCIUILIIMHBI COCTaBISET 2 3a4ETHBIE €IMHUIIBI, Bcero — 72 yaca.

Bun yueonoi padorTnl
ay P Bcero yacos

KonTakTHas padora c npenoaaBarejem (Bcero) 20

B ToM uucie:

3aHaTus JICKIIMOHHOI'O THIIA

CeMuHapsl 20
Koncynbranuu

CamocrosiTebHas padoTa 52
KonTtpoJs

dopma KOHTPOJIS 3auer
Oo0mast Tpyn10éMKOCTH 72




5. Coneprkanue TUCHUILIHHBI (MOAYJISA), CTPYKTYPUPOBAaHHOE 110 TEMaM
(pa3zaesaM) ¢ yKa3aHHEM OTBEIEHHOI0 HA HUX KOJIMYECTBA AaKaJeMUYeCKHX YaCOB U

BH/IOB Y4eOHbIX 3aHATHI

Coaepikanue TUCHUILUINHBI, CTPYKTYPHPOBaHHOE 110 TeMaM (pa3aejam)

HaunmeHnoBanue Tem
(pa3nesioB)

Conep:xanue Tem (pa3aesioB)

Marketing
MapkeTuHr

Jlexcuka: TepMUHBI B 00J1aCTH MAapKETHUHTA, MCCIICAOBAHMS PhIHKA,
1[eJIeBbI€ PBIHKH, CETMEHTAIUS PhIHKA

Urenue: Steps of a Marketing Strategy

I'pammaruka: CriocoObl  BeIpaKeHUsS ~ Oyayimiero, BpeMeHa
aKTUBHOTO ¥ IMTACCUBHOTO 3aJ10Ta — IIOBTOPEHHUE.

YcrHas pedb (MOTUIOrHIecKas):

- o0cyxknenue 4 I1 mapkeTunra

YcTHas pedb (MOHOJIOTHYECKAs ):

- AOKJIaZA O METOJAaX UCCIICAOBAHUSA PbIHKA

[TuceMenHas peys:

- keiic KFC

Promotion
[Iponsuxenue Operma Ha
PBIHKE

Jlexcuka: TepMHHBI B 0O0JACTH MapKeTHMHTa M PEKJIaMbl, BHIbI
peKIambl

Yrenne: Uses of Advertising, Promotion, Promotional Mix
I'pammaTuka: CiocoObl  BBIpaKeHUs ~ OyIyIiero, BpeMeHa
aKTUBHOTO U MMACCUBHOTO 3aJ10Ta — [IOBTOPEHHUE.

YcrHas pedb (MOTUIOrHIecKas):

- o0cykaeHre GyHKIUN peKIambl

VYcTHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl Ha TeMYy BBIOPAHHOTO BUJA PEKIAMBbI

[TuceMenHas peus:

- keric Danger Zone

Management
MeHemKMEeHT

Jlexcuka: TCPMUHBLI B 06.HaCTI/I MCHCIPKMCHTA, CTUJIN YIIPABJICHUA,
THUIIbI MEHEHKEPOB

UYrenue:The big three management styles, What makes a great
manager

I'pammaruka: THQUHUTHB U €r0 KOHCTPYKIUH.

YcrHas pedb (MOTMIOrHIecKas):

'O6C}’)KI[€HI/I€ TUIIOB YIPABJICHICB U UX KA4YCCTB

YcTHas pedb (MOHOJIOTHYECKAs ):

-OIMCAHUE CTUIIEH YIIPABJICHUS

[TucemenHnas peus: - keiic Stew Leonard’s Dairy Store

Stock Market and
Investing
®donoBas Oupxa u
MHBCCTUIINN

Jlexcuka: TOproBiis Ha pbHIHKE IIEHHBIX Oymar, BHABI aKIuii,
obneraruu, IPO, muknnueckue akiuu, mokasatenud (pOHIOBOTO
pBIHKA, YTEHUE KOTHUPOBOK, MUPOBbIE OUpPKH, (OHJ B3aHMMHBIX
WHBECTHUINH, TUTIBI UTHBECTOPOB

Urenue:

I'pammaruka: BpeMeHa akTUBHOIO 3aJIora.

YcrHas pedb (MOTUIOrHIecKas):

-o0cyxaenue cinoxHocrei IPO

YcTHas pedb (MOHOJIOTHYECKAs ):

- JIOKJIa/Ibl O KPYIHBIX (DOHOBBIX OMpIKax

[TrceMeHHas peyb:
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- kedic Investing into Stock

International Trade
BuenHss Toprosius

Jlekcuka: TepMUHBI B O0JIACTM BHELIHEW TOPrOBIH, BHELIHHE
PBIHKH, CTEPEOTHUIIBI u KYJIbTypHBIE 0COOEHHOCTH,
MEXIYyHApOAHbIE HKOHOMHUYECKHME COIO3bl M OpraHu3alui,
CaHKIIMM U OTPAHUYEHHUS

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

I'pammatruka: MoganbHbI€ rIaroJibl, OTTEHKH MOAAIBHOCTH
YcrHas pedb (MOTUIOrHIecKas):

- 00Cy>KIeHHEe CAaHKIIUH BHEIIHEH TOProBIH

YcTHas pedb (MOHOJIOTHYECKAs ):

-nokian o BTO

[TuceMenHas peus:

- acce EBponeiicknii Coro3




CTpyKTYypa AMCHUTIHHBI

Ne | HaummeHoBaHme TeM (pa3aesioB KonTakTHas pagora
/11 L[I/ICI[I/IH.JII/IH(I?I ) 3ansrun CeMHHapBI CPC Beero
JEKIIUOHHOI'0 THUIIA
1 | MapkeTunr - 4 10
2 | IIponBmxkenune OpeHa Ha phIHKE - 4 10
3 | MenemkMenT - 4 10
4 | ®ongoBas OMpKka 1 MHBECTUIIMH - 4 11
5 | BHemmnsist Toprosiis - 4 11
KoHTpoJb: - - - -
Hroro: - 20 52 72

6. [lepevyeHb y4eOHO-METOANMYECKOT0 OOeceYeHHus 1JIl CAMOCTOSATeIbHOM PadoThI
00y4arouuXcH Mo JUCUMIITINHE (MOTYJII0)

CamocrodrenbHas padoTa sIBISI€TCSI OJHUM M3 OCHOBHBIX BHI0B yU4€OHOH I€ATEIbHOCTH,
COCTaBHOM YacThIO Y4eOHOI0 Mpoliecca U MMEeT CBOEH IIeNbI0: TIy0OKOe YCBOGHUE MaTepuana
JTUCLUIUIMHBIL, COBEPLICHCTBOBAHME M 3aKPEIUIEHUE HABBIKOB CAMOCTOSTENBHOW paboThl C
JUTEPATYypO, PEKOMEHIOBAHHOM IIPENOAABATENIEM, YMEHHME HAWTH HYKHBIM MaTepual H
CaMOCTOSITEJIBHO €r0  HCIOJIB30BAaTh, BOCHUTAHME BBICOKOM TBOPYECKOM AKTUBHOCTH,
WHULHUATUBBL, IPUBBIYKM K IIOCTOSSHHOMY COBEpPILICHCTBOBAHMIO CBOMX 3HAaHHUM, K
LEJICYCTPEMIICHHOMY HayYHOMY ITIOUCKY.

KoHTponb caMoCTOSTETLHONH pabOThl, SBIAETCS Ba)KHOW COCTAaBIIAIONICH TEKYyIIEro
KOHTPOJISI YCIIEBAEMOCTH, OCYHIECTBIIACTCS MIPENOJABaTEeNIEM BO BPEMs IIPAKTUYECKUX 3aHATHN U
o0ecreynBaeT OLIEHUBAHHUE X01a OCBOCHHS N3y4aeMON JUCHUTUINHBIL.

Bo3MoskHbIE 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 mpe3eHTyeT CBOIO TeMy (OTpaHUYEHHUE TI0 BpEMEHH — 5-7 MUHYT) U OTBEYAET Ha
BOTPOCHI YYACTHUKOB Ha aHTJIMICKOM SI3BIKE.

PexoMeHnganmu mo noaAroToBKe K Mpe3eHTanun

JTtanbl padoThl HAJl MPe3eHTaAln el

- [IpenBapuTenbHas MOCTAaHOBKA MPOOIEMBI HIIA BEIOOP TEMBI.

- BriaBmkeHnue u o0CyKIeHHe TUI0TEe3 PEeIIeHUs OCHOBHOM MpoOieMbl,
HCCJIEIOBAaHNE KOTOPHIX MOKET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUEHHOW TEeMaTUKU;

[Touck u cOop MaTepuana sl pelieHus MPoOIeMbl U PACKPBITUS TEMBL;

- OxoHyaTenpbHas MOCTAHOBKA MPOOIEMBI UITH BBIOOD TEMBI;

- [Touck pereHust UK pacKpPhITHE TEMbI HA OCHOBE aHANN3a U KJIAaCCU(PUKAIIUU
coOpaHHOTO MaTepHaa,

- [TpesenTanus u 3amuTa NPOEKTOB, MPEAINoJIararomias KOJUIEKTUBHOE 00CyKICHHE.

IIpe3eHTanua 10/5KHA COAEPKATH TAKHE JIEMEHThI KaK:

- OTJIaBJICHUE;

- 1aTy MOCJEIHEN PEBU3HH;

- nHpopMaIHIo 00 aBTOPAX;

- CITUCOK TIOJIE3HBIX KAYECTBEHHBIX CCHUIOK C MOAPOOHBIM MX OMHCAHUEM

Pacnpenesenne camocTosiTe IbHONH padoThI

Cormacao [IlonoxkeHHIO O CaMOCTOATENbHOW (BHEAYJIUTOPHOW) paboTe CTYICHTOB
pacmipenenenue o0beMa 4YacoB CaMOCTOSTENBHOW pabOThl CTyAEHTa 3aBUCHT OT MecCTa
JTUCIIUIUIMHBI U €€ 3HAaYMMOCTH B cTpyKType OIL.

Bunasi, popmbl 1 00beMBI CAMOCTOSTENFHON (BHEAYTUTOPHOI) pabOTHl CTYAEHTOB IpHU
U3YYCHUH KOHKPETHOM Yy4eOHON AMCUMIUIMHBI ONpPENENSIOTCS COoAep)KaHueM yueOHOMU
JTUCLUTUIMHBL, CTETEHBIO IMOJATOTOBICHHOCTH CTYJCHTOB M YTBEpXKAAalOTCs Ha Kadeape, 3a
KOTOpOM 3aKperuieHa JaHHasl IUCUUIUIMHA, B BHJIE pa3zenia pabouel MporpaMMbl AUCHUIIIUHBI
OCHOBHOHM 00pa3oBaTeIbHOM MPOrpaMMBbl.

B cBsi3U ¢ BBIIIEU3I0KEHHBIM, IPUHUMAs BO BHUMAaHUE 00BbEM JUCIUIUIUHBL (MOYJIs) B
3QUETHBIX CIUHUIAX C YyKa3aHWEeM KOJIMYECTBA aKaJeMUYECKHMX YacOB, BBIJACICHHBIX Ha
KOHTAaKTHYI0 paboTy oOydaromuxcs ¢ TmpenojaaBareneM (10 BUJaM 3aHIATHH) ©W  Ha
CaMOCTOSITENILHYIO paboTy OOydYaromMxcsi, a TaKXke OallaHC BpPEMEHHU IO BUAaM pPaboTHI,
pacrmpeieciecHue CaMOCTOSITeIbHON  (BHEAyIMTOPHOM) pabOThl 1O TEeMaM JHUCIMIUIMHBI
IPECTaBISIeTCs CIECAYIOUIMM 00pa3oM:



O0bem
e HaumeHoBaHue CaMOCTOSITEJILHO
W | TEM (pa3nesioB) Buj camocTosiTe/IbHOM padoThI i paboThI 1O
U CIUIIIINHBI bopmam
o0yueHust
MapkeTuHr [ToaroroBka npe3eHTauii, K ayaJuTOPHBIM
1 3aHSATHUSAM, TECTaM, BBIIOJHEHHE 10
CaMOCTOSTEIIbHBIX M KOHTPOJIBHBIX PabOT
IIponBuxeHue ITogroroBka npeseHTanui, K ay IUTOPHBIM
2 | Openna Ha 3aHATHUAIM, TECTaM, BBLIIOJIHECHHUE 10
pBIHKE CaMOCTOSITENILHBIX U KOHTPOJIBHBIX paboT
MeHemKMEeHT [ToaroroBka npe3eHTaluii, K ayaJuTOPHBIM
3 3aHATUSIM, TECTaM, BBLIIIOJIHCHHUE 10
CaMOCTOSATEIIbHBIX M KOHTPOJIBHBIX PabOT
®onnoBas ITogroroBka npeseHTanui, K ay IUTOPHBIM
4 | bupxkawu 3aHATHUIM, TECTaM, BBLIIOJIHECHHUE 11
WHBECTULINHI CaMOCTOSITENIbHBIX U KOHTPOJIBHBIX paboT
Buemnsasa [ToaroroBka npe3eHTaluii, K ayaJuTOPHBIM
5 | Toprosius 3aHSATHUSIM, TECTaM, BBIIIOJHEHHE 11
CaMOCTOSTEIIbHBIX M KOHTPOJIBHBIX PabOT
HUTOIro 52

dbopme

7. OueHoYHbIe MATEePHAJbI VIS TEKYIIEr0 KOHTPOJISl YCIIeBAeMOCTH U MPOBeIeHUs
MPOMEKYTOYHOM aTTeCTAIMUA O0YYAKOIIMXCS MO AU CHUILINHE (MOYJII0)

7.1.0uneH0YHBbIe MATEPHAJIBI /15 TEKYIIer0 KOHTPOJIA YCIeBAEMOCTH
Texymuil KOHTPOJIb yCIIEBAEMOCTH IO IUCUMIUIMHE «VHOCTpaHHBIA A3BIK» IPOBOIAUTCS B

KOHTPOJBHBIX

MEPEBOJIOB, TECTOB, JIHAJIOTOB,

IMOATOTOBKHU

MpEe3EHTAaINH,

WHAWBUIYAJIbHBIX OTBCTOB Ha BOIIPOCHI, YCTHOT'O OITpOCa, MMCbMCHHBIX 3a,Z[aHHI>'I uT.Oo

Tema 1: Marketing

1. [lepeBeuTe CISAVIOMME MPEAT0KECHNS, HCIIOIb3YsI aKTHBHBIN CIIOBAPh 10 TEME:

1. Kommnanus ABC pemmia BbIMTH Ha BBICIINN YPOBEHb PHIHKA U BBIITYCTUTH HOBBIE
TONOBBIE AyXU. UTOOBI yOBIETBOPUTH HYK/Ibl U YKEJIAHUS IOTpeOUTeNel 1 IpUBJIEYb
LIEJIEBYIO ayIUTOPUIO, MAPKETOJIOTY MCCIIE0BAIIN PHIHOK U FOTOBBI CO3J1aTh KOHLEIIIUIO
HOBOT0 npoaykra. KoMnaHus npeicTaBuT OpOAYyKT Ha PHIHOK B ABIYCTe U coOupaercs
IPOABUIATh IPOAYKT HA PHIHKE, UCHOJB3YS «3BE3/1» B PEKIAME.
Ham Heo0xoauMo UCIOIb30BaTh CBOE KOHKYPEHTHOE IPEUMYIIECTBO U UCKAaTh HOBBIE
BO3MOXXHOCTH PBIHKA, €CIM MBI XOTHUM YTOOBI Hallla KOMIIAHUS OCTAaBAJIaCh KOMITAaHUEH

3.

No2 Ha phIHKE.

Ecau xoMmanus BEINYCKAST HOBBIM IMMPOIYKT HA PBIHOK, TO 4alll€ BCECIO KOMIIaHUA

Ha3Ha4YaeT PRIHOYHVIO IIeHY. Eciau koMmmanus BBIITYCKACT TOIOBBIN IOPOAYKT, TO OHA

Ha3HAYacT IICHY BEIIIC PHIHOYHOM.

YTo0BI JOCTUYh CBOUX MEICH 1 IPUBICYD IICJIEBYIO AYJIUTOPHUIO, KOMIIaHUA co61/1paeTc;1

M3MEHNUTH KaHAJbI COBITa IPOAYKIIHUH.
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2. BriGepuTe npaBWIbHBINA BApUAHT OTBETA.
1.
What does a business adjust to create a brand image for a product?

{

The marketing mix

I

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

I

3.
What does the overall marketing mix of a firm determine?

{

No single element is the most important

Marketing strategy

Marketing objective
-~

4.
Who is protected by consumer protection laws?
-~

Profit from marketing

Businesses and customers
( Just customers
( Just businesses

\5/Vhich of the following is NOT an element in the marketing mix?
“ Price

C Profit

C Promotion

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

In supermarkets
“n designer stores

I

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

On market stalls

If costs change

©1f customer needs change

If management changes
8.
A supermarket's own brand range of products:

© Has its own marketing mix
© Hasno marketing mix

11



© Hasno promotional mix

9.
How is a business most likely to increase sales of a premium branded product?

e By cutting price

C By increasing promotion

By using supermarkets for distribution
10.
What does the overall marketing mix create?

( Customer needs

© Business objectives

A unique selling point for a product

3. OTBeTHTE MUCHLMEHHO Ha CICAYIOIIME BOIIPOCHI.

. What is marketing?

. What is marketing mix?

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

. What is the importance of the product design?

. What does the product design depend on?

. What is the role of product branding in marketing?

. What must a price reflect?

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

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

10. What is placement?

11. What is the most common channel of distribution?

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

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

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

15. What is promotion?

16. What are the main promotional tools?

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

18. Define each stage of the product life cycle.

OCoOoO~NOoO UL WN P

4. O0BeauTe OYKBBI OTBETOB, KOTOPBIE JIVUIIE BCEX JIOMOJHSIIOT MPEUIOKEHIS HIDKE:

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

12



¢ beyond the market

d. above the market

4. A common channel of distribution is:

a. wholesaler - retailer - manufacturer - customer
b. manufacturer - retailer - wholesaler - customer
c retailer - manufacturer -wholesaler — customer
d. manufacturer — wholesaler - retailer - customer
5. The two major forms of promotion are:

a. radio and television

b. personal selling and advertising

c personal selling and newspapers

d. selling advertisements

Tema 2: Promotion

1. 3anoaHKTE HDO6CJII>I Hanboee noAXOoAAIIMMHU TCPMUHAMU U3 CIIMCKA.

vital insure retailer prices placement

charge wholesaler price leader take place  channel of distribution

The most common is manufacturer — wholesaler

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

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

2. OTBeTHhTE MUCHEMEHHO Ha CIEAVIONINE BOIPOCHL:

What are the 4 promotional tools?

What are the advantages and disadvantages of advertising?

What are the advantages and disadvantages of publicity?

What are the advantages and disadvantages of personal sellings?

What are the advantages and disadvantages of sales promotions?

What types of advertising do you know?

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

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

What is publicity? What are the advantages of it?

. IIpounTaiiTe TEKCT M HAIUIIUTE €ro KPaTKOE M3JI0KEHHUE:

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

wooNoa~wdE

13



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. lIs 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.

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

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

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

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

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

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

Tema 3: Management

1. OTBEeTHTE NUCHEMEHHO HA CIEAVIOIINE BOMIPOCHL:
14




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

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

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

Being decisive: able to make quick decisions

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

Being friendly and sociable

Being able to communicate with people

Being logical, rational, analytical

Being able to motivate, inspire and lead people

Being authoritative: able to give orders

Being competent: knowing one’s job perfectly, as well as the work of one’s subordinates
Being persuasive: able to convince people to do things

Having innovative ideas

Are there any qualities that you think should be added to this list? (being responsible,
diplomatic...)
4. Which of these qualities can be acquired? Which must you be born with?

2. TlonbGepure K BuIpakeHUsIM 13 nepBoro croyiorka (1 — 10) coOTBETCTBYIOLIME 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
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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 ¥ YCTHO IIEPEBEIUTE HAa PYCCKUM SI3BIK BeCh TEeKCT. HalionTe B TEKCTE
CJICAVYIOINMEC CJI0BA 1M BEIPAKCHU L. BHGCI/ITG CBOU OTBCTEI B Ta6JII/II_[VZ

MIPOU3BOIUTEH
OBITh OTBETCTBEHHBIM 32
JOJKHOCTh

BBITYCKHHK

CTHJIb PYKOBOJCTBA
CaMOCTOSATENIbHOCTh
OTBETCTBEHHOCTb

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. TIpocaymaiitre Teker «A University Degree»

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

|. BoiOepuTe npaBuIbHBIN 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.

C B. She'll be required to register again for school.
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> C. She'll need to wait a semester to take classes.

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

© A some food
© B.warm clothing

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

B. for a school

I

© C.inanational park

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

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

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

{

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

" C.isinvolved in a serious relationship
[1 [ 2 |3 [ 4 E

5. OTBeThTE MMUCEMEHHO HA CJICAVIOMINEC 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?
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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?

6.3an0JHUTE CASAYIOIINE IPEUIOKEHUS CIOBAMU U3 TAOJULIBL:

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....................eeeen........ Objectives if you don’t ..o
them to your staff.
4.Managers have to . eerieeereeneeneee ... 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. IlepeBenTe TEKCT, HCIOIL3YS CACSAYIONINE CIOBOCOUYCTAHUSA U (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 xopotuit Menepxkep? OAHM MMONIAraoT, YTO XOPOIIHI MEHEKED — 3TO CTpaTer, APyTrHe
CUUTAIOT, YTO XOPOIIHA MEHEKEp — ITO YEJOBEK, CIOCOOHBIH MBICIUTh KpeaTHBHO (@ creative
thinker with lots of...), umeronuii MHOKeCTBO WHHOBAIIMOHHBIX /€W, TPEThU TYMAIOT, YTO
XOPOILIUM MEHEKEP — ATO JHUAEP, CNOCOOHBIH BIOXHOBJISITH M BeCcTH 3a codoi. HasepHoe,
XOPOIUINI MEHEIKEP ITO U MBICIIUTENb, U JIUJEP, U CTPATET, U HACTaBHUK (& mentor). Hekotopsie
HABBIKH MO’KHO IIPHOOPECTH, HO €CTh Ka4ecTBa, C KOTOPbIMH HYKHO POAUTHCS, YTOOBI CTAaTh
XOPOIIMM MEHEKEPOM. XOpOIIHii MeHeKep xapu3MaTtuueH (charismatic), nuaamuden (driven),
OH BJ/IOXHOBJISIET, MOTHBHPYET, MOOIIPSIET, OH ONTUMHUCT, OH yBJICUYeH CBoOeil paboToii to be
engaged by what he does), on mro6uT sroieit, Tak Kak paboTa MeHeKepa u coctouT B ToM (being
a manager means...) 9ToObl yIPABJISATH JIFOAbMH.

Menemxep onpeaesieT CTpaTerui0, CTAaBUT LeJM W 3aJa4u. XOpOILIMM MEHEIKEp Bceraa
CTABUT BBINOJHUMBIC LeJH W 3aga4yM. MeHeqkep Bcerna BUAUT HACTOSIIEE, HO XOPOIIWMI
MEHE/KEP, CTaBsl KPATKOCPOYHbIE 1eJIM, BCETa OPUSHTHPOBAH Ha OyayIiee, Ha IEPCIIEKTHUBY.
Xopouuii MEHEKEP YeTKO BUAUT, B KAKOM HAINPABJICHHUH JABUKETCS KOMIIAHUS.
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MeHepkep TOBOAUT LETH W 321a4H 10 CBeAeHHs MOTYNHEHHBIX, XOPOIINil MEHE/KEp YeTKO
dopmyHpys 3axa4u, OOBSICHSET, IOYEMY OH CTABUT ITH 3aJa4H.

MeHepkep opraHu3yeT pabouuii mporecc, onpeieliss Kakylo padoTy U KTO U3 IOTYNHCHHBIX ¢
BBINIOJIHSICT. XOPOIIMH MEHEeKep He TNpocTo pacmpenenser ponu (to assign roles and
responsibilities), o 3maer, kro Ha uro crocoben (What each employee is capable of). Kro-to
xopomo pabotaer B aBpaibHOM pexkume (1o work under pressure of deadlines), kro-to xopormio
BeimostHseT ( t0 be good at...) ananutndeckyio padboTy. Xopomiuii MCHeKEP BUAUT IMOTEHIIHAI
Ka)XJIOTO COTPYAHUKA, U TIOHMMAET, KaKyt0 padOTy OH BBIIOJIHHT JIyYllle, TPOTyKTHBHEE.
MeHe/pKep CTAaBUT 321a4H, H CJIETUT 32 HX BHINOJHEHHeM. XOpOIINii MeHeKep BIOXHOBJISIET
Y MOTHBHUPYET MOAYMHEHHBIX, TOOMIPSS BHIIIOIHUTH pab0Ty KaK MOXHO JIydllle, BHITACKHBAS
U3 KaKI0T0 COTPYAHNKA MAKCHMYM TOT'0, HO YTO OH CIIOCOOEH.

MeHemKep OlleHUBaeT paboTy MOTYMHEHHBIX, XOPOLIHHA MeHeKep... (JO oNn)

Tema 4: Stock Market and Investing

1. Ucnonp3ys TeMaTHYECKUI CII0BAPb, PACCKAKUTE, YTO BEI 3HaeTe 00 YCTPOUCTBE (DOHAOBBIX
DPBIHKOB:

ownership — coOCTBEHHOCTb

gross profit — BaoBast mprOBLIL

net profit — uucrast npuOHLIL

share — axius

ordinary share — akius Ha IpebSIBUTEIS

preference share — npuBHIerUpOBaHHAS AKIHSI

nominal share — umenHas akuus

equity securities — akius 6e3 GUKCHPOBAHHOTO AUBHICH A

make a takeover bid — ocymiecTBUTh MOKYIKY IIPH CIIMSHUN KOMIIAHHUMA, KYyITHTh Ha ayKIIHOHE
carry out takeover — mpou3BecTH MOKYIIKY MPH CIUSTHUNA KOMIIAHUH, B3STh [TOJT CBO KOHTPOJIb
merger — cnusiaie, 00beAMHEHNE

run a business — Bectu Jieno, pyKoBOJIUTh OU3HECOM

investment — uaBecTULIAS

shareholder — akruonep

share capital — akIOHEpHBIH KarmuTasl

quote — KoTHpoBaThCS (Ha OHpKE)

stock exchange — 6upska 1ieHHBIX Oymar, (hoHI0Bas OUpKa

exchange broker (stockjobber) — 6up»xeBuk, 6pokep Ha OGupKe, OUPKEBON MaKIIEp
exchange transaction (deal) — 6upskeBas crienka, omeparms

stockjobbing — 6up>eBas urpa

exchange fluctuation — konebanue Kypca BaJItOThI

exchange restriction — GupskeBbie OrpaHUYCHHUSI
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exchange list — Gup>keBoii OI0IETCHB

exchange lost — motepst BaJIIOTHI, yMEHbBIIICHHE BATIOTHBIX PE3EPBOB, MIOTEPS HA Kypce
Stock — karmuTas akIMoHepa Mo aKIusIM

rise (about the prices) — moausiThcs (0 HEHE)

bull market — ppiHOK «OBIKOBY», C KypCOM Ha MOBBIIICHHE
fall (about the prices) — ymacts (o 1ieHe)

bear market — peiHOK «MeBeCH», ¢ KypCOM Ha MOHMKEHUE
bond — o6auranms, 06sA3aTenLCTBO

bearer bond — o6s3aTenpCcTBO, OOHrAIKS HA TIPEABIBUTEIIS
monetary value — reHexHast CTOMMOCTb, IIEHHOCTh

pay debts — maarute goaru

asset — akTus

fixed assets — GpuKcHpOBaHHBIE AKTHBBI

borrow — omamkuBarh (1eHbIH) Y KOTO-THOO

borrower — nOMmKHUK; OAADKUBAIOIIHIA JTEHBTH

lend — omaykuBaTh (IEHBIM) KOMY-THOO

lender — xpeauTop, 3aumMoaBer

interest rate — mporieHTHasT CTaBKa

charge the interest — 6parp mporeHT

loan — 3aém, kpeaut

base rate — 6a3oBast ctaBka

raise a loan — 6partb 3aém, Kpeaur

reliable client — nanexHbIit KIIHEHT

require securities — peboBaTh rapaHTUH (3aJI0T)
guarantee a loan — rapanTHpoBaTh KPEaUT, 3aéM
exchange rate — kypc oOMeHa BaTioOT

tax — Hamor

VAT rate — manor Ha 100aBIEHHYIO CTOUMOCTD

Customs — TamOXxHs

Excise Department — akiu3Hblii AenapTaMeHT

inspect the records — mpoBepsATH OTYETHOCTH

bank rate — craBka O6anka

cover daily needs — y1oB1eTBOpATH €3KeTHEBHBIE TOTPEOHOCTH
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draw cash from the account — caumarh HanmMYHbIE CO cUeTa
salary — skajoBaHbe, OKJIa]

wages — 3apaboTHas 1iata (peajbHas)

write cheques against the account — BeITUCHIBATh YEKH HA CUET
current account — TeKyIuii cuer

deposit account — 1eno3uTHBINA CYET, aBAHCOBBIN CUET
account rendered — oraueHHBIH cueT

trading activities — Toprosast AeSITEILHOCTD

profit and loss account — cueT mpuxo0I0B U PACXOI0B
open an account — OTKPBITH CYET

close an account — 3akpsITh c4yeT

draw out cash — cusiTe HaTU4HBIC

cash flow — 06opoT HaTUYHBIX JEHET

avoid bankruptcy — us6exxarr 6aHKpOTCTBa

transfer money — nepeunciaTh AEHBIH

withdraw deposit — 3a0patb Bkiaz

be creditworthy — ObITh KpeaAUTOCTIOCOOHBIM

status inquiry — 3ampoc o cratyce

cash settlement — oniara mosira HATUYHBIMU

debtor — nomxHuK

OWE — OBITh JIOJDKHBIM KOMY-JTHOO (JIEHBIH)

credit limit — mumut (orpaHnveHue) KpeanuTa

debit item — paznen nebura

credit note — kpemuTHOE aBH30

circular note — akkpeauTHB

cash dispenser — 6ankomat

2. [lepeBenure Ha aHTIUNCKUN SA3BIK:

aKIMHU; OCYIIECTBUTHh MOKYNKY MpPU CIUSHUM KOMITAaHUH; pe3yJbTaT CIMSIHMS; aKIHMOHEPHBINA
KaIMTa; OCYIIECTBIATh OUPIKEBBIE CIIENIKU; KOlIeOaHue Kypca BaJIOTHI; KallUTal aKIIMOHEpa 110
aKIusaM; oOJMranus; JeHEXHas CTOMMOCTb; (DMKCHpOBAaHHBIC aKTHBBI; OpaTh MPOLEHT; Oparthb
KPEINT; Kypc 0OMEHa BaJIOT; MPOBEPATh OTYETHOCTH; CHUMATh HAJIMYHBIC CO CUYETA; OTKPHITH
CUET; 3aKPBITh CUET; CHATh HAJIMYHBIC; 3a0paTh BKJIAM; 3alIpOC O CTaTyce; OaHKOMAT; MPOLIEHTHAsS
CKHKa; 0AJIaHCOBBIM OTYET.

3. Hanumure onpeneeHust sl CIENYIONIX TEPMUHOB:
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. the shares,
. a stock,

. a bond,

. an asset,

. the exchange rate,

1

2

3

4

5

6. the current account,

7. the profit and loss account,
8. a discount,

9. the balance sheet.

4

. CoctaBbTe MPEJUI0KECHMS, MCITOJIL3Ysl JAaHHBIC CIOBA M BRIpaKeHUs U3 Balero BOKa6VJ'I$IDaZ

1. to share joy, to share a room with smb, nominal share, shareholder, preference share;
2. profit, to be profitable, gross profit, net profit;
3. to be an asset for a company, assets and liabilities, fixed asset;

4. stock exchange, to exchange, exchange rate, exchange broker, exchange list, exchange
transaction;

. a credit, to be creditworthy, credit limit, creditor, credit note, credit card;
. current account, deposit account, account rendered, to open an account;
. cash, to withdraw cash, cash flow, in cash, cashier, cash settlement.

. JIOIOJTHUTE IPEIOKSHHUS CIIOBAMH 13 aKTUBHOTO BOKa6VJ'I$IDaZ

. The Company is obliged to acquire the securities at prevalent market prices in the future to ...
. The Treasurer is directed to open an account and deposit the funds of the corporation with ... .

. The Annual Meeting of the Shareholders may be held at any date set by ... .

A W N P 0 O O

. In two separate transactions, the Company sold the business of executing and clearing securities
transactions for ... .

5. All cheques, drafts or other orders for payment of money shall be signed by ... .

6. Securities sold not yet purchased represent an obligation of the Company to deliver specified
equity securities at ... .

Tema 5: International Trade

1. COOTHECHTE CIIOBA M BRIPAKCHUS U3 TaOJIMIIEI C BX OIIPCACIICHUAMU HUKC.

autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)
1.Trade in goods
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2.Trade in services (banking, tourism, insurance and so on)

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

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

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

7.A positive balance of trade or payments

8.A negative balance of trade or payments

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

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

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

3. OTBETHETE NUCEMEHHO HA CIEIYIONME BOOPOCHL:

1.What is international trade?

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

4. CKa)KI/ITe, BEpHEI JIM JIAHHLIC YTBEPXKACeHU. McnipaBhTe HEKOPPEKTHLIC:

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

2.There are three types of exporting.

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

5.The company has less control over the licensee than if it had set up its own production facilities.
6.Foreign governments always make joint ownership a condition for entry.

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

5. BelOepuTe 4acTy IpeUI0KEHUN U3 CIIMCKA HIKE, YTOOBI 3a0IHUTh KAXKIBIA U3 IPOo0EeIoB
(1-7). He ucnonp3yiite mo0yio OykBy 0osnee ogHoro pasza. Onna OyKBa JUIITHSISL.

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

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

C. that the WTO violates environmental and labor laws

D. which meets about 12 times a year

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

F. which are not independent but control their own economies

G. that intends to supervise and liberalize international trade

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

AN OVERVIEW OF THE WORLD TRADE ORGANIZATION

The World Trade Organization (WTQ) is an organization 1
The organization officially commenced on 1 January 1995 under the Marrakech Agreement. The
organization deals with regulation of trade between participating countries; it provides a
framework for negotiating and formalizing trade agreements, and a dispute resolution process
aimed at enforcing participants' adherence to WTO agreements,
2 . The WTO is headed by a Ministerial Conference of all
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members, meeting at least once every two years. Between meetings of the Ministerial Conference
— responsible for carrying out the functions of the WTO - the organization is managed by the
General Council 3 . Three subsidiary councils operate under
the general guidance of the General Council: the Council for Trade in Goods; the Council for
Trade in services; and the Council for Trade-Related Aspects of Intellectual Property Rights.
Headquartered in Geneva, Switzerland,
The WTQ’s official languages are English, French and Spanish.

The World Trade Organization is the successor to the General Agreement on Tariffs and
Trade, or GATT, 4 . GATT had tremendous success in
reducing tariffs, but it couldn't enforce many of its policies or solve disputes easily. Over the next
fifty years, the world economy changed dramatically due to globalization and economic
downturns.

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

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

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

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

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

Delegates of member countries negotiate trade issues over a number of years called
"rounds." Recent rounds have taken place primarily in Japan, Uruguay, and Qatar. The latest round
of negotiations, called the Doha Development Round, was launched in 2001 with an explicit focus
on addressing the needs of developing countries. As of June 2012, the future of the Doha Round
remains uncertain: the work programme lists 21 subjects in which the original deadline of 1
January 2005 was missed, and the round is still incomplete. The conflict between free trade on
industrial goods and services but retention of protectionism on farm subsidies to domestic
agricultural sector (requested by developed countries) and the substantiation of the international
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liberalization of fair trade on agricultural products (requested by developing countries) remain the
major obstacles. These points of contention have hindered any progress to launch new WTO
negotiations beyond the Doha Development Round. As a result of this impasse, there have been
an increasing number of bilateral free trade agreements signed. As of July 2012, there are various
negotiation groups in the WTQO system for the current agricultural trade negotiation which is in the
condition of stalemate.

The World Trade Organization has been criticized since its inception. Many people,
strongly opposed to globalization and any "attack” on their country's traditional economy and
culture, believe that the WTO exerts too much pressure on independent countries to conform to its
standards, benefits corporations and not common people, is not democratic, and is too secretive.
Challengers believe that participation in the WTO means jobs and protection against foreign
competition may be lost. Many people believe 7 . Opponents
believe that developing countries actually have little negotiating power in the organization. Many
protests against the WTO have occurred. Demonstrations at the WTO meeting in Seattle,
Washington in 1999 caused the delay and eventual failure of WTO negotiations.

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

7.2. OueHo4YHble MaTepUAJIbI JIs1 IPOBeAeHHUs TPOMEKYTOYHOM aTTecTalluu
7.2.1. IlepeyeHb KOMIIETEHIMI ¢ YKa3aHHEM ITANoB UX ()OPMUPOBAHUSI B MpoLiecce
0CBOeHUs1 00pa30BaTeJIbHOI MPOrpaMMbl
Otanbl  (GOPMHPOBAHUS KOMIIETEHIIM B IpOILECCe OCBOSHHS 00pa3oBaTeIbHOMN
IPOrpaMMbl  OTIPEAETSIOTCA TOPSAKOM HU3YYEHHUs [UCHUUIUIMH B COOTBETCTBUU C paboyum
y4eOHBIM IIJIAHOM U IIPEJCTaBJICHbI B TAOIUIIE:

Ko
A Jdranel
KOMIIEeTe Conep:xanue
¢dopmupoBanus | JucummiauHsl, GopMupylIme
HIIUH KOMIIETeHIIHM U
. KOMIIETEHIIMH KOMIIETEHI[MI0 (KOMIIETEHI[UH)
(koMIeT (koMmeTeHI i) N
N (KoMmeTeHIui)
eHIIUi1)
1 NHOCTpaHHBIN S3BIK
2 Pycckuil s3bIK U KyJIbTypa peuu
AHTIIHICKHN S3BIK KaK A3BIK
CITOCOOHOCTH K KOMMY- 3
. MEXITYHAPOIHOTO OOIICHHS
HUKAIIUU B YCTHOU H
NHCEMEHHOM (popMax Ha AHTIIMUCKUA I3BIK U1
OK-4 | pycckoM M HHOCTpaHHOM 4 npo¢eCCHOHATBLHOTO OOIIECHHS
SA3bIKax IJIs1 PEHICHUA /JlenoBasi KOMMyHUKAITUS Ha
3a/1a4 MEXJIMYHOCTHOTO U AHCITHACKOM S3EIKE
MEXKYJIBTYPHOI'O OTOMHATEBHBI / JesioBasi KOMMYHUKAIIUA HA
B3aMMONICUCTBAA AHIJIHIICKOM SI3bIKe
(bakynbTaTUB N
(MpOABUHYTHII YPOBEHD)
N I'ocynapcTBeHHas uTOropas
3aBepliaronun N
aTTecTanus (3anuTa BRIy CKHON
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Kon

MIPOAHAIN3UPOBATH UX U
HOJATrOTOBUTH UH(OpMa-
IIUOHHBIN 0030p U/WH
aHATUTHYECKUI OTYET

ITansl
KOMIIETe Conep:xanue
¢dopmupoBanus | JucuumiuHsbl, GopMupylOIIHe
HIUH KOMIIETeHIIMH
. KOMIIETEHIIMH KOMIIETEHI[MI0 (KOMIIETEHI[HH)
(koMmeT (koMmeTeHI i) N
N (koMmeTeHIui)
eHIIUi1)
KBATH(UKAIIMOHHON PabOTHI)
1 MapkeTusr
2 AHTINHACKUN A3BIK KaK
MEXIYHAPOIHOTO OOIICHUS
3 MupoBasi SJKOHOMUKA U
MEXTyHapOTHBIE
SKOHOMMYECKHUE OTHOIIICHUS
4 AHTIUNCKUHN A3BIK IS
po¢eCCHOHAIBHOTO OOIICHUS /
CHOCO6HOCTB, HCHOJB3Ys )_'[eno]ga;l KOMMYHUKAaIHs Ha
OTCUYCCTBCHHBIC U AHTIINIHCKOM SI3BIKE
3apyOCKHBIC HCTOYHUKH S) Oco0eHHOCTH pa3BUTHS
uHbopMaIu, coopaTh YKOHOMHKH H
IIK-7 | HeoOX0aMMEBIE TaHHBIE BHEIIHE?KOHOMUYECKHX CBSI3ei

3apyOeIKHBIX CTPaH M PETHOHOB
/ DxoHOMHUYECKas reorpadus
MHpa

JIOTIOJIHATEIILHBIN /

JesioBasi KOMMYHUKAIIUA HA
AHTJIMIICKOM fI3BIKE

(bakynbTaTUB N
(MpoaABMHYTHIN YPOBEHB)
6 ITponsBoacTBEHHAs MPAKTHKA.
HayuHo-uccnenoBarenbckas
pabota
3aBEPLUAIOIINI I'ocynapcrBeHHas HTOroBas

aTTecTanys (3aIuTa BEITYCKHON
KBAJTM(HUKAIIMOHHOHN paboThI)

7.2.2 Tloka3aTeJH OLeHUBAHUS IVIAHUPYEMBIX Pe3y/1bTATOB 00yUYeHHs Ha
Pa3JIM4YHbIX dTanax (OpMHUPOBAHUA KOMIIETEHIUI

I[Inanupyemsie YpoBHH U KPUTEPHHU AOCTHKEHUS Pe3yTbTATOB 00yUeHUsI
pe3yJbTaThl
o0y4eHus1 1O He nocTurnyr Bba3zoBnlii IToBbINIEHHBI Bricoxknii
AUCIHUTIJINHE HA 0a30Bblii i
onpeieJIEHHOM JTarfe ypOBEHb
¢dopmupoBanus
KOMIIeTEeHIIUH
OK-4 (monoJTHUTEJILHBII 3TaN)
3HaTh (1)) — | He 3naer 3HaeT Ha 3HaeT Ha JleMoHCcTpUpYyET
rpaMMaTHYECKHE 0a30BOM TIOBBIIIICHHOM | TITyOOKHE,
npaBmwia, (GopMbl  H YpOBHE, TIpU YpOBHE, TIpU TMIOJIHBIC 3HAHUS
KOHCTPYKILIUHU, JEKCUKY YCTHBIX U YCTHBIX U
AQHTTIUICKOTO  sI3BIKa, MMChMEHHBIX MMChMEHHBIX
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I[Inanupyembie YPpoBHM 1 KPUTEPHUH JOCTHKEHUS Pe3yJIbTATOB 00yUYeHUsI
pe3yJibTaThl
o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBbINIEHHBI Bricoxknii
AUCIHUTIJIMHE HA 0a30Bblii i
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMIIeTEeHIIUHT
HE00X0IUMBbIE TUTSL OTBETaxX WUJIU OTBETaX WUJIU
OCYLIECTBJICHUS BBITIOJIHEHU U BBITIOJIHEHU U
MEXJIMYHOCTHOTO TECTOB, TECTOB,
oOIIeHUsT B  paMKax nomnyckaeT oT 30 | 1omyckaer ot
OIPEJIEIIEHHBIX 1o 50% 10 1030%
PasroBOPHO-OBITOBBIX OLINOOK. OLINOOK.
TEM
Ywmers (/1) — moruuno, | He ymeer ITonumaer Ywmeer B Ywmeer B
apryMEHTUPOBAHO U OCHOBHOE COOTBETCTBUHU | COOTBETCTBUU
KOPPEKTHO coJiepKaHue C OCHOBHBIMU | CO BCEMU
MTOATOTOBUTH YCTHBIE U TEKCTOB, HO TpeOoBaHUSMU | TPeOOBaHUSIMU
MUCbMEHHBIE BO3HUKAIOT
BBICKA3bIBAHUS Ha 3aTpyAHEHUS
WHOCTPAHHOM SI3bIKE B npu
MEXIMYHOCTHOM dbopMynupoBke
O0IIeHUH U BOIIPOCOB ISt
MEXKYJIbTYPHOM HayaJa Juasora,
B3aUMOJICVICTBUH €CThb
(dhoHeTnyecKue,
rpaMMaTH4EeCKU
e u/unu
JIEKCUYECKHUE
OLIMOKHU
Brnaners (/) — He Brnageer Hemoncrpupyet | lemoncrpupye | JIeMoncTpupyer
HaBbIKAMH YaCTUYHOE T BJIAJICHUE C YBEpEHHOE
WCIIO0Ib30BAHUS BJIQJICHUE HEOOJBIIMMH | BIIAJICHUE
MOHOJIOTHYECKON 1 MIOTPEUIHOCTSM
JUAJIOTUYECKON YCTHOU u
Y MUCbMEHHOM peur B
CUTYaIUAX
MEXJIMYHOCTHOTO U
MEXKYJIbTYPHOTO
B3aMOJICIICTBUSA B
npezesiax u3y4eHHOro
SI3bIKOBOTO MaTepuaia
IK-7 (zonoJHUTEIbHBII ITAI)
3HaTth (/1) — MeTosI He 3naer 3HaeT Ha 3HaeT Ha JleMoHCTpUpYET
cOopa u aHanuza 6a30BOM MOBBIIIEHHOM | TIIyOOKueE,
JAHHBIX U3 YPOBHE, IIpU YPOBHE, IIpU MTOJIHBIE 3HAHUS
OTEUECTBEHHBIX U YCTHBIX U YCTHBIX U
3apyOexKHBIX MMACbMEHHBIX MMACbMEHHBIX
HMCTOYHUKOB OTBETax WU OTBETaxX WU
nHdopmanuu BBIITOJIHEHU U BBIITOJIHEHU U
TECTOB, TECTOB,

nonyckaeT ot 30

JIOTTYCKAET OT
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ILnanupyemsle
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBbINIEHHBI Bricoxknii
AMCHHUIIMHE HA 0a30BbIN H
onpeaeeHHOM dTane ypOBEHb
¢dopmupoBanus
KOMINETEeHI[HN
1o 50% 10 1030%
OLINOOK. OLINOOK.
YwMmetb ([I) — cobpats u | He ymeer YmMmeer, HO YwMmeer B YwMmeer B
MPOaHATH3UPOBATH BO3HUKAIOT COOTBETCTBUHM | COOTBETCTBUHU
TaHHbIE JUISt 3aTpyIHEHUHN C OCHOBHBIMU | CO BCEMU
IIOATOTOBKH IIpU aHAJIU3e TpeOOBaHUSAMHU | TPEOOBAHUSAMU
MH(OPMALIHOHHOTO JTaHHBIX TS
JOKJIaaa u\nwi MMOATOTOBKH
aQHAJIUTUYECKOTO nH(pOpPMaLIMOHH
oTyeTa Ha Oro JTOKJIaia
MHOCTPAHHOM SI3bIKE WM OTYeTa
Bunaners (019) — | He Bmageer Hemoncrpupyet | lemoncrpupye | JIeMoncTpupyer
HaBbIKaMU u YaCTUYHOE T BJIaJICHUE C YBEpPEHHOE
Pa3TUYIHBIMHU BIIQJICHUE HEOOJBIIMMH | BIIAJICHUE
crioco0aMu MOTPEUTHOCTSIM
MOATOTOBKH u
WH(pOPMaITMOHHBIX
0030poB u/unm
aQHAJIUTUYECKUX
OTYETOB Ha

AHTJIMICKOM S3BIKE

7.3.TunoBsble 3a1aHus ¥ (M) MATEPHUABI 1JI5l OLl€HKYU 3HAHUI, YMEHU U HABBIKOB U
(W1K) OoNBITA AeSATEJIbHOCTH, XaPAKTEPU3YIOIINX ITANbI (POPMUPOBAHUS KOMIIETEHIIMI

7.3.1. TunoBble 3a1aHus ¥ (WJIH) MATEPUAJIbI VISl OLEHKH 3HAHUIM JIS KOMIIETEHI[UU

TUIIOBBIE TECThI JIJISI TIPOBEPKH COOPMUPOBAHHOCTU 3HAHUIM 17151 OK-4

3aganmue 1.

IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys

TepmuHOIOTHIO 110 Teme Marketing:

1. JIro6o# mpoayKT, Jake TOMOBBIN, MPOXOIUT 4 CTAIUHU KU3HEHHOTO IUKJIA:
MPE/ICTABJICHUE HA PBIHOK, POCT, 3PEJIOCTh MPOJIYKTA U CHaJ.

2. Tlepen TeM mpeAcCTaBUTH MPOAYKT HA PHIHOK, JI00Ass KOMITAHUS UCCIISNYET

MOTCHIIMATLHBIN PBIHOK, CTAPACTCA ONIPCACINTD HYKAbI HOTD€6HTeHeﬁ W Ha3HA4acT

TaKVIO [IEHVY, 4TOOBI JOCTUYh 0OJIBIINX 00BEMOB IIPOJAK.

3. PykoBoactBo xomnanun ABC pemmino paciiuputs JIWHEHKY OpoayKTa. YToOb!I
IPOCTUMYJIMPOBATh CIPOC, KOMIIAHUS COOMPACTCS UCIONb30BaTh «3BE3/1» B PEKIAMHON

KOMIIaHUM HOBOTO OpeHaa. Heo0XoaMMoCTh pacuiupeHus y>Ke JaBHO BO3HUKIIA, TaK Kak
CYIIECTBYIOIIUN aCCOPTUMEHT YK€ HE IPUBJIEKAET 11eJE€BOM PBIHOK. BeposiTHo,
KOMITaHUU MPUACTCA UCKATh HOBBIC KaHAJIbI PACTIPCACICHU.

3aganmue 2.
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OO0BeauTe MPaBUILHBIN TepMUH(BI), OTBETHUB Ha CIIEAYIOMIHE BOMPOoCk o Teme Marketing:
1.
What does a business adjust to create a brand image for a product?
“ The marketing mix

e

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

.

3.
What does the overall marketing mix of a firm determine?

{

No single element is the most important

Marketing strategy

Marketing objective
-~
4,
Who is protected by consumer protection laws?

.

Profit from marketing

Businesses and customers

f Just customers

Just businesses

\E;Vhich of the following is NOT an element in the marketing mix?
“ Price

“ Profit

O Promotion

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

In supermarkets
“ 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

If management changes

3ananue 3.
CormocraBbTe TCPMHUHEI 110 TCMC Marketing CJICBA C €ro onpcacICHUCM cnpaBa:
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
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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

Possibilities of filling unsatisfied needs in sectors in which a company
can profitably produce goods or services

6 | Market leader | f

3anaunmue 4.
[pouwnraiite crathio mo Teme Marketing cratbio 1 BeIOEpUTE TPABHIBHBIN TEPMHH, YTOOBI
3amoJIHUTG Kaxkabid poden (1-11) uz A, B, C unu 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
3ananme 5.
OO6BeauTe MPaBUIIHLHBIN MOJATBHBIN TI1aroi:
1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
3. When I finish the course next year | speak perfect French.
a. can b. will be able to c. could d. would be able to

4. This company is awful to work for. We
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10.

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
3ananue 6.
Packpotiite ckoOkH, ymoTpeOrB MPaBUWIbHYIO IPAMMATHIYECKYI0 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,

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.

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?
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10.
11.
12.
13.
14.
15.

16.

17.

18.
19.

20.

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. | gave her my address (she/can/contact/me).- Please,
give her mine (she/contact/me) too.
3ananme 7.
Packpoiite ckoOku, ymoTpeOuB MpaBUiIbHYIO (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.

3aganmue 8.

PackpoiiTe ckoOKH, ynmoTpeOUB MPaBUIbHYIO TPAMMATHYECKYI0 KOHCTPYKIHUIO C UHOUHUTUBOM:

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.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

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

(1/tidy) your bedroom for you? - I’d rather you
(not tidy) it. I’ll do it later.

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

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

You’d (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.

Paul (buy) Tina a present. - Yes, but we’d
(rather or better/ not mention) it. It might be a surprise.

(we/spend) the evening together? — Well, actually, 1’d
prefer (spend) some time alone.

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

(better or rather) (not go).

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

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

around all day.

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

to me like that again.

He says he’d rather (cook) his own meals than
(eat) in restaurants.

I’d rather you (not mention) it to anyone until next week.

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

She would prefer (meet) you personally rather than
(talk) to you over the phone.
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20. Sean prefers (play) football to
(watch) it.

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

3aganmue 9.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHIIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTHUB, TEPYHIUH, IPUYACTHE)

1. Asl (walk) home the other night, |
(notice) someone (try) (break) into a car,
(park) next to mine.
2. Andy saw two identical tourists (talk) to a man in a white van. They
pointed here and there and seemed (argue).
3. "What's your wife's name?" the secretary asked Mitch. - "Why is that important?" - "Because
when she (call) 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. | don’t think they
(approve) ... (I/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 (9o)?

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 I couldn’t resist (try) one.

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

(bore) out of my mind.

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

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

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

(leave)? The meter is ticking!
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17.

I really don’t feel like (go) out tonight. I’d sooner
(stay) in and (watch) a DVD.

3amanue 10.

[lepenaiiTe npsiMyto peyb B KOCBEHHYIO B CIEAYIOLIUX MPEATIOKEHUSAX:

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.

4. “The sun rises in the east,” she said.

5. “He broke the window,” they said.

3amanue 11.
BriOepuTe HyXHBII BapuaHT OTBeTa, UCONb3ys mpasuio Complex Object:
1. I 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
3aganue 12.

PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHIIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTUB, TEPYHIUN, IPUYACTHE, YCIOBHbIE BBIPAXKEHNUS, cOcararelbHOe HaKJIOHEHHE,
MOJAJIbHBIE TJIAr0JIbI)

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 OBITH)
6. I'd rather you (not / go) on long distances in the new car until
you (get) used to (drive) it properly.
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7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.

8. Now I remember (you / ask) me
(buy) a few bottles of still water on the way home. I 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! (ynpek, 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. lT'wish (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.
3aganue 13.
[Ipouwnraiite craThio Mo Teme Promotion craTbio U BEIOEPUTE MPABUIILHBINA TEPMUH, YTOOBI
3aMoNHUTH Kbl poben (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.
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1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level
3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate
5 A) implement B) application C) movement D) tactic
6 A) peaks B) heights C) tips D) caps
7 A) capacity B) size C) volume D) scope
8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit
10 | A)course B) path C) route D) track
11 | A) direction B) manipulation C) limitation D) handling
3aganue 14.
CormocraBbTe TEPMUHBI TI0 TeMe Promotion ciea ¢ ero onpeneieHrueM Ccrpasa:
1 | undercover marketing | a | using electronic media like email or SMS to promote products
2 | e-marketing b | promoting products to target customers, for example, through
addressed mail
3 | direct marketing ¢ | persuading people to buy a product or service by announcing
iton TV, radio, or in other media
4 | product placement d | marketing that spreads from consumer to consumer, often
online
5 | viral marketing e | marketing which customers do not realize they are being
marketed to
6 | advertising f | putting products or references to products in media like films
or video games
3aganue 15.
OOBenuTe MPaBUIBHBIN MOATBHBIN IJ1aroOJ:
11. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could Cc. might d. needn’t
12. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
13. When 1 finish the course next year | speak perfect French.
a. can b. will be able to c. could d. would be able to
14. This company is awful to work for. We account for every minute of the day.
a. have to b. mustn’t c.are notto d. don’t have to
15. 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
16. 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
17. You often have to wait for a decision long, ?
a. haven’t you b. don’t you c.aren’tyou d. won’t you
18. — Should we hurry? — No, you , we have plenty of time.
a. needn’t to b. haven’t to C. mustn’t d. needn’t
19. They spoke in very low voices but | understand what they were talking about.
a. could b. might c. was able to d. was to
20. With our new shampoo, you spend hours caring for your hair.
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a. mustn’t b. needn’t c. haven’t to d. shouldn’t

3aganmue 16.

HpO‘-ITI/ITe BBICKA3bIBAHUA COTPYAHUKOB KOMIIAHUHW U HAITUIIIWTC AHTIIMMCKUE Ha3BaHUI
OTJIETIOB, B KOTOPBIX JIAaHHBIE COTPYAHUKHA MOTYT pab0TaTh, UCIOJIB3YsI TEPMHUHOJIOTHIO 10 TEME
Management
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.

3aganue 17.

JlonmomHUTE Cieayroui TEKCT TepMUHAMHU 110 Teme Management:

appointed attacked combined defined constituted reviewed supervised
supported

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

managing director are usually Q) .................... 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) ..ooevvvvniienn... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) ........ccecevvniervnennne. by the board. The

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

3aganue 18.
OOBenuTe TEpMUH, KOTOPBII HE BXOAUT B KOKIYI0 TOPU30HTAIBHYIO IPYIITY:

1 firm companv societv  subsidiar
2salary  manager engineer employee

3finance product planning marketin
4 ship assemble customer purchase
5plant  facility patent factory
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3aganue 19.
IlepeBenure Ha aHTIIMUCKUH SI3BIK JAHHBIC MIPEIJIOKEHUSI, UCIIOJIb3Ys
TepMUuHOJIOTHIO TTO TemMe Management:

1. Moii oteny ynpaBiser Hamieil komnaHuei Bot yxke 20 net. B ynpasnenun 6u3Hecom oH
MPUIEP)KUBACTCA KOHCEPBATUBHBIX B3IVIAI0B, HO KOMIIAHUSI BCET/1a_yAeseT O0blioe
BHUMaHHE HY>KJaM _IOTpeOuTenell 1 ObICTpO pearupyer Ha W3MeHeHHs Ha pbiHke. OTely
pemna coKycHpoBaThes Ha NEPe0OYUSHUH COTPYIHUKOB M MPUHST HAa paboTy
HECKOJIbKUX Mpo(deccroHanoB, KOTOpEIe OyayT MPOBOIUTE O0yUCHUE.

2. 1lIta6 kBaprupa kommanun ABC Haxoxutes B Heio-Hopke, a €& (HIHATBI PACIIONOKEHEI B
15 cTpanax.

3. W3-3a ciugHud ¢ komnaHuei X Haila KoMraHus Obuta peoprannsoBana. 30% nepconana
cokpaTiid. Sl sxe MOoay4YusI MOBBIIIEHUE IO KapbepHoU JecTHUIle. Celiuac s 0TBEYalo 3a
paboTy CEPBUCHOTO IIEHTPA.

4. TlocrosiHHAs MOTEPS IOJIU PHIHKA, BO3PACTAIONIAs KOHKYPEHIIUS — IPOOJIEMEI, ¢ KOTOPBIMH
B [IOCJIEIHEE BpPEMsI CTOJKHYJIAch Hama komnanus. Ceiuyac Hama 3aja4a — CpO4YHO
oTpearupoBarb Ha HUX. [Ipexie Bcero Mbl CMEHUM KypC KOMIIaHUU, PECTPYKTYPU3UPYEM
e€. PykoBo/IcTBO KOMIIaHUH PEIINIIO HE COKpaIaTh, @ IEPE0OYUHUTh EPCOHAN. Y MEHUE
a/IalITUPOBATHCS K MIOCTOSTHHO MEHSIFOIIIEMYCSI PEIHKY — BOT 3aJI0T ycrexa Jito0oro ousHeca.

3ananmue 20.
Packpoiite ckoOKH, HCTIONB3YS MPAaBUWIBLHYIO (DOPMY aHTIIMHCKOTO ri1aroia (BpeMeHa, yCIOBHbBIS
BBIPKEHUSI, COCIIAraTelIbHOC HAKJIOHCHHE)

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.
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17. We (not / start) till he (arrive).

18.Provided he (leave) now, he (miss) the rush hour.
3amanme 21.
BcraBbTe mpaBuiabHYyI0 (hopmy riaroia to be, oOpainas BHUMaHKe Ha YKCI0 UMCH
CYHICCTBUTCIIbHBIX

1. Where your trousers?

2. 3 pounds enough to eat out?

3. Tonight, there athletics on TV.

4. Money easy to spend and difficult to save.

5. The formulae difficult to remember.

6. My luggage too heavy to carry.

7. Physics my favourite subject.

8. Measles a common illness.

9. Darts a popular game in England.

10. My phonetics getting better.

11. The bacteria dangerous.

12. The oasis green and shady.

13. Three days too long. You must do it by Monday.
3aganue 22.

IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TepMHuHOJOTHIO To Teme Management:

1. Yto kacaercst BejieHus: OM3Heca, HOBBII MEHEKEp OT/ela MPOJIaK U MAPKETHHTa HE
pUeMJIET KOHCEPBATUBHBIX B3MIs10B. OH crIOCOOEH CTaBUTh YETKHUE 1€NIH, OBICTPO pearupoBarh
Ha U3MEHEHUS PHIHKA, MOOLIPITh KOMAHIHBIA JyX COTPYAHHUKOB.
2. XYZ — nuHamMu4Has1, ObICTPO pacTyIas KOMITaHHs 10 POU3BOICTBY KAHIIEISIPCKUX TOBAPOB.
B ycnoBusx x€cTkol KOHKYPEHIIMM HaM HEOOXOIUMO TIOCTOSIHHO MTPOBOJIUTH UCCIIEIOBAHUS
pBIHKA 1 OBICTPO pearupoBaTh Ha €r0 U3MEHEHHS.
3. Hama kommnanust 66u1a ocHOBaHa B cepeauHe 1990-x ro10B, M MBI OBICTPO pa3BUBAEMCS C TE€X
nop. Kommanust cocTouT u3 5 0T/1e710B: aIMUHUCTPATUBHBIN, (PHHAHCOBBINA, TPOU3BOICTBEHHBIMH,
OTJIeNT MApKETHHTa U MPOAAXK U KaapoBelid otaen. Hamr nepconan HacuuteiBaet cbiie 5000
cotpyaHukoB. ['omoBHOI oduc pacronoxen B Jlonnone. Hamm noyepHue npeanpusTus
Haxonarcs B Mwinane u bepinune. B cinenyromem rogy KOMIIaHUS IUIAHUPYET OTKPBITH CBOU

¢dbunuan B Mockse.

3aganue 23.

IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TepMuHOJOTHIO To Teme Management:

1. HenaBHo coBeT qupekTopoB komnanuu Cornerstone Group ycremHo npoBesl IEPEroBOPsI €
Metrot Co. o cnusiHuM 3TUX IBYX Kommnanuid. Kommanus Metrot — mpekpacHoe nmpuodpereHne
st Cornerstone Group.
2. Metrot Co. criennanu3upyercsi B IpOU3BOICTBE TOBAPOB I JOMA, U B CBOUX PO3HUYHBIX
Mara3uHax IpeJCTaBysieT HIMPOKHiA BEIOOpP TOBAPOB, a TOBAPOOOOPOT KOMITAHUHU COCTABIISIET
4MJTH. €BpO.
3. Komnanus Metrot umeeT MHOTO TOYE€pHUX NIPEANPUATHIH 110 Bceil EBporie, a uX ToinoBHON
oduc Haxonutcs B [lapuxe. brarogapst ceoemy TMHAMUYHOMY CTHJIIO 3Ta KOMIIAHUS OBICTPO
pearupyer Ha pbIHOYHbIE U3MEHEHUSI.

3aganue 24.

3anonHuUTE Mpodesbl HanboIee NOAXOAAUIMMH TEpPMUHAMHU U3 CIIMCKa o Teme Management:
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To be in charge of, to be promoted to smth, to make smb redundant, demand for, to seduce
customer, to introduce some changes, turnover, staff turnover, a wide range of smth, to

relocate

1. Why does the company have such a rapid ?

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

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

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

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

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

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

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

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

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

3ananue 25.

Packpoiite ckoOKu, HCTIONB3Ys MPAaBUIBHYIO (OPMY aHTTIUHCKOTO Tarosia (BpeMeHa,
WHOUHUTUB, TePYHINH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOE HAKIIOHEHHE,
MO/1aJIbHbIE TJIar0JIbl)

1. Look! Leslie seems (enjoy) herself. It is the first time |
(see) her so happy.
2. There  appeared (be) no one in the house. John
(consider/climb) through one of the open windows but
decided against it (not
risk/notice). He (decide/wait) until it
(get) dark.
3.1 (mean/paint) the door for ages, but | Kkeep
(forget) (buy) the paint.
4. If you can’t find him at home, try (call) him at the office.
5. Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
6. We’d really like (live) in the city center but it’s virtually impossible
(find) a three-bedroomed flat at a price we can afford
(pay).
7. Stop (tease) him, he doesn’t enjoy
(laugh) at.
8. The dog appears (be) hungry — you’d better (feed) it.
9. Her parents regret (allow) Tina (stay) out late.
10. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
11. Always late? Try (set) your watch five minutes fast.
12. She certainly mentioned (see) Mark, but I don’t remember

(she/talk) about Vickie.
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13.

14.

15.

16.

17.

18.

19.

20.

21.

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.
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.
Now that we (lose) all the money, it's no use
(say) that it's only my fault.
| really hate (go) to the dentist but I don’t think | can avoid

(visit) him this time.

3amanue 26.
Hanummure pycckue aHanoru JaHHbIX aHTJIMICKUX TEPMUHOB o TeMe Management:

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
6

. to attain objectives
. 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.
11.
12.
13.

to take ownership of decisions

to be entitled to try out new ideas

to empower employees

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 27.

CocTtaBbTe NpeASIOKEHHsI, UCIIOJB3YsI TaHHBIE CIIOBAa W BbIpakeHUs U3 Bamero BokaOyssipa 1o
teme Stock Market and Investing:

1. to share joy, to share a room with smb, nominal share, shareholder, preference share;

2. profit, to be profitable, gross profit, net profit;

3. to be an asset for a company, assets and liabilities, fixed asset;

4. stock exchange, to exchange, exchange rate, exchange broker, exchange list, exchange
transaction;
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5. a credit, to be creditworthy, credit limit, creditor, credit note, credit card;
6. current account, deposit account, account rendered, to open an account;

7. cash, to withdraw cash, cash flow, in cash, cashier, cash settlement.

3aganue 28.
JIOTOJTHUTE TPEUIOKEHUST CIIOBAMU M3 aKTHBHOrO BokKaOymspa mo teme Stock Market and
Investing:

1. The Company is obliged to acquire the securities at prevalent market prices in the future to ...
2. The Treasurer is directed to open an account and deposit the funds of the corporation with ... .
3. The Annual Meeting of the Shareholders may be held at any date set by ... .

4. In two separate transactions, the Company sold the business of executing and clearing securities
transactions for ... .

5. All cheques, drafts or other orders for payment of money shall be signed by ... .

6. Securities sold not yet purchased represent an obligation of the Company to deliver specified
equity securities at ... .

3ananue 29.
ComocraBbTe TepMUHOJIOTHIO 110 TeMme International Trade u3 pamku ¢ onpeaeIeHUsIME HIKE.
autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

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

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

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

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

7.A positive balance of trade or payments

8.A negative balance of trade or payments

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

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

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

3aganue 30.

Comocrasbte TepMuHbI 110 Teme International Trade ciiesa ¢ ero omnpeseneHueM crpana:
1.Capacity A.the quality of being stable
2.Profits B.working via independent middlemen (agents and distributors)
3.Stability C.developing foreign-based assembly or manufacturing facilities
4.Distribution channel | D.the ability or power to contain, absorb or hold
5.Indirect exporting E.setting up an export department or even an overseas sales branch
6.Direct exporting which actively uses the company’s own employees
7.Direct investment F.a network of organizations, including manufacturers, wholesalers
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and retailers, that distributes goods or services to consumers
G.excess or revenues over outlays and expenses in a business
enterprise over a given period of time, usually a year

3ananue 31.

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

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

TUIIOBBIE 3AJIAHM S JIJIS1 IIPOBEPKM COOPMHUPOBAHHOCTHY 3HAHUM JIJIA TIK-7

3aganmue 1.
IIpounTaiiTe TeKCT HA TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxxure, Kakas mpo0siemMa BBITEKAET U3 COACPIKaHMUS.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 33J[aiiTe MX BallleMy TOBAapHILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 0 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJIHUTEIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM 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 I first set up my company. At the end of the first year the number of employees
increased to 20 and we moved from office premises to a factory. Our floor space increased from
the original 600 sq. ft. to 2000 by the end of the first year and the company grew more than tenfold
in the next five years.

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

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

What are the crucial factors behind your success?

The critical factors of our success, |1 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, 1 would
say: be well prepared. Seize an opportunity ones it emerges and finally stay open-minded as
business can be developed by individuals, alliances, partnerships and joint ventures.

3aganue 2.
IIpouuraiiTe TeKCT HA TeMy YPOBHHM U c(hepbl ypaBJjeHus, codepurTe 1
NMPOoaHAJIU3UPYHTe HHPOPMALUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe UX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHEHHE O TpoYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJHUTENIbHbIC CBEICHUS.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

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

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

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

3ananue 3.
IIpounTaiite TekcT Ha Temy OpraHu3anMOHHbIE CTPYKTYPHI, co0epuTe U
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
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 ero BOIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. BoickaxuTe MHeHHE 0 TpouynTaHHOM. COOONINTE N3BECTHHIE BaM JIOTIOJHUTENbHbIE CBEICHUSI.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

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

One of the most powerful drivers of change involving enterprise restructuring is globalization.
As the 21% century unfolds, the significance of national economies is declining. Globalized
markets aren't only expanding business opportunities, they are also intensifying competitive
pressures. To succeed in the current economic climate, companies need to think and act globally.
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

46



implementation requires changes in the communication and reporting policies of the organization.
While new enterprises can start with these paradigms, old companies have to restructure
themselves. New methods of work, for example outsourcing of certain tasks by subcontracting
self-employed people, telecommuting or adjusting work hours by employing some people only for
the days when there are work peaks require new methods and practices and it can also trigger
restructuring and organizational changes.

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

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

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

3ananue 4.
IIpouuraiite TekcT HA TeMy MeHeI:KMEHT, co0epuTe M MPOAHAJIN3UPYIiTE
UHGOPMaLHIO 0 CJIeAYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BbITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe WX BallleMy TOBapHIILy, 3aT€EM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBEICHUSL.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC 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?
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He did it because he believed that any component of the company had to be profitable.
Productivity, efficiency and profitability were the optimum words of the day. If employees failed
to be productive, they were relieved of their duties. If a division was of no value, it was discarded.

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

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

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

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

3ananue 5.
IIpounTaiiTe TekcT Ha TeMy MeHeIKMEHT, co0epuTe M MPOAHAIN3HPYIiTe
HH(OPMALHIO O CJIeYIOIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobjemMa BbITEKAeT U3 COJCPIKAHMUS.
3. IlocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHILly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 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,
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government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

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

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

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

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

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

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

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

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

3aganmue 6.
IIpounTaiite TekcT Ha Temy MapKeTHHTI, co0epuTe U NPOAHAJIU3HPYiTe
HH(OPMALHIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKaeT U3 COJCPIKaHMUS.
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3. IlocTaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3aJlaiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.

4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MpUMED.

5. Beickaxute MHEHHE 0 TpouynTaHHOM. COOOIINTE U3BECTHHIE BaM JIOTIOJTHUTEILHBIC CBEICHUSI.
[TpuBenute mpumepsl, GakThl, IOJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

HOW TO SELECT THE BEST CANDIDATES — AND AVOID THE WORST

(by Adrian Furnham)
Investing thousands of pounds in the recruitment and training of each new graduate recruit may
be just the beginning. Choosing the wrong candidate may leave an organization paying for years
to come.
Few companies will have escaped all of the following failures: people who panic at the first sign
of stress; those with long, impressive qualifications who seem incapable of learning;
hypochondriacs whose absentee record becomes astonishing; and the unstable person later
discovered to be a thief or worse.
Less dramatic, but just as much a problem, is the person who simply does not come up to
expectations, who does not quite deliver; who never becomes a high-flyer or even a steady
performer; the employee with a fine future behind them.
The first point to bear in mind at the recruitment stage is that people don’t change. Intelligence
levels decline modestly, but change little over their working life. The same is true of abilities, such
as learning languages and handling numbers.
Most people like to think that personality can change, particularly the more negative features such
as anxiety, low esteem, impulsiveness or a lack of emotional warmth. But data collected over 50
years gives a clear message: still stable after all these years. Extroverts become slightly less
extroverted: the acutely shy appear a little less so, but the fundamentals remain much the same.
Personal crises can affect the way we cope with things: we might take up or drop drink, drugs,
religion or relaxation techniques, which can have pretty dramatic effects. Skills can be improved,
and new ones introduced, but at rather different rates. People can be groomed for a job. Just as
politicians are carefully repackaged through dress, hairstyle and speech specialists, so people can
be sent on training courses, diplomas or experimental weekends. But there is a cost to all this
which may be more than the price of the course. Better to select for what you actually see rather
than attempt to change it.

3ananue 7.
IIpounTaiiTe TekcT Ha Temy MapKeTHHI Ha PbIHKe, cO0epHUTe U MPOAHATU3UPYITE
HH(OPMALHIO O CJIeYIOIeM:
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 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIOTIOJIHUTENIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM 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
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businesses to sons. ‘Father-son succession is much harder than father-daughter,” says Bogod.
‘When a son goes into the business, it is about proving himself, being competitive, and wanting to
make his father proud. But with a daughter, it is about support and wanting to be there for him.’
Bogod believes that starting an early discussion about passing on the business is the key to a
successful handover. Even though talking to parents about retirement is hard, you should start
doing it ten years before they retire.

Barbara Murray, a family-business expert, believes that failing to talk is not the only pitfall. ‘A
common mistake that people make’ says Murray ‘is that when they are nervous about who is going
to be the next leader they try to solve the problem very quickly without exploring it properly. So
it’s automatically the oldest son or the daughter with the business degree who gets the company.
What they should really do is have an honest look at what the business needs, then find someone
who is not directly involved in the firm. The outsider can say if the skills the business needs are in
the offspring.’

Before making a final choice, owner-managers should consider another factor, says Andrew
Godfrey of Grant Thornton, the accountant. “You need to know what you want to do with your
business before you select a successor. Until you know where the business is going, you don’t
know what kind of leader you need-is it a cost-cutting man or a marketing man?’

Leaving the decision on succession to the board spells trouble says Godfrey. ‘If you don’t choose,
you’ll end up with a committee. Rule by committee is disastrous. Nothing happens, you get a
business vacuum and the firm drifts.” Many families fall out when the company founder stays on
past retirement, says Godfrey. ‘There has to be a plan about how the older generation is going to
exit the business. To do this they need to have enough money outside the company to make
themselves financially independent.’

But choosing a successor is just too hard for a lot of owner-managers. ‘The classic mistake is the
father who retires and just cannot tell his children who is going to be managing director. He says,
‘you can sort it out when | am dead.” This will keep a lid on it while he is alive. But as soon as he
dies, you can be sure that the family will have its own version of world war three.’

3ananue 8.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeAyIOLIHe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHl PpACCMATPHUBAIOTCS B CTaThE.
2. CkaxuTe, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.
3. 3agaiiTe K cTaThe HECKOJIBKO BOIIPOCOB U 33/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE Ha
€r0 BOIIPOCHI.
4. [loaTBepaUTe TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Yys COOCTBEHHBIH MpUMep.
5. BeickaxuTe MHEHHE O TPoUYnTaHHOM,. COOOIIUTE N3BECTHBIC BaM JOMIOJIHUTEIbHBIE
ceegenus. [IpuBeaure npumepsl, HhakThl, MOJOOHBIE OMMCHIBAEMBIM B CTaThe.
6. Ilogymaiite, KaKk ¥ rie BbI MOKETE UCIIOIB30BATh U3BJICUCHHYIO U3 CTaThU HH(OPMAITHUIO.
7. Onpenenute, HY>KHO JIM BaM 0oJiee 1eTalbHO 03HAKOMUTBCS C TEKCTOM JIJISl UCTIOIb30BaHUS
NOJy4YeHHOH nH(popMalmu B Baei Oynymieil mpodeccnoHaIbHON AeATEIbHOCTH.

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
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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
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.

3ananue 9.

[IpounTaiiTe 3KOHOMHUYECKYIO CTATHIO U OTBETHTE HA CJIeyIOlIHe BOMPOCHI:
1. Ckaxxure, Kakue BOIIPOCHI pACCMATPUBAIOTCS B CTAThE.
2. Cxaxure, Kakas mpobjemMa BbITEKAeT U3 COJCPIKAHMUS.
3. 3amaiiTe K cTaThe HECKOJIBKO BOIIPOCOB U 33/1aliTe WX BallleMy TOBapHILly, 3aT€M OTBEThTE Ha
€ro BOIMPOCHI.
4. IMonTBepauTe TOUKY 3pCHUS, U3T0KEHHYIO B CTaThe, HCIIOJIB3Ysl COOCTBEHHBIN IpUMeEp.
5. BeIckaxxuTe MHEHUE O MPOYUTAaHHOM,. COOOIINTE U3BECTHBIE BaM JIOMOJHUTEIbHbBIE
ceenenus. [IpuBenute mpumepsl, (pakThl, MOT0OOHBIC OMTUCHIBAEMBIM B CTaTheE.
6. [Tomymaiite, Kak U I/ie BBl MOXKETE UCIIOJIb30BATh U3BICUEHHYIO U3 CTaThi HH(GOPMAIIHIO.
7. Onpenenure, Hy>KHO JI BaM OoJiee 1eTalbHO 03HAKOMUTHCS C TEKCTOM JUISl HCIIOJIB30BAHUS
MOJTyYeHHOUM HHpOpMAaIHMK B Baliei Oyaymeld mpodecCHoHaTbHON AesTETbHOCTH.

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.
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3apanmue 10.
l'[po'mTaﬁTe TEKCT, OTBETHTE HA BOIIPOCHI ITO €ro COACPKAHUIO U BBITNIOJHUTE 3a/IlaHUE
mocJjie TekcCra.
Market and Command Economies

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

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

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

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

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

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

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

2. What is the market?

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

4. How are decisions made in a command economy?

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

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

0) [Toaymaiite U cKaxuTe:

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

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

Bribepure noaxozsiiee Mo CMBICITY CIOBO U3 MpeIaraéMbIX B CKOOKaX BapHAHTOB.

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

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

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

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

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

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

7. After years of competition between command and market economies, (the former / the
latter) gave way in many countries of the world to (the former/ the latter).

7.3.2. Tunosble 3a71aHus U (MJIN) MATEPUAJIBI VIS OLEHKH YMeHUil
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TUIIOBLIE 3AJIAHUA JIJIS IIPOBEPKM COOPMHUPOBAHHOCTH YMEHUM 17151 OK-4

3aganue 1.

KoMnaHuu HCIOJIB3YOT pa3HbIe METObI HCCJIETOBAHUSI PbIHKA, KOTOPbI€ MOT'YT TOYHO
BBISIBUTD, YTO HA YMe Y OTpeduTe 5. B mapax cocTaBbTe CIIMCOK ITHX Pa3IMYHBIX
NPHUEMOB U 00CY/IUTE UX MPEenMYIIeCTBA U HeocTaTKH. McnoJib3yiiTe JIEKCHKY 10 TeMe
Marketing.

To identify attractive markets — onpederums 6vicoonvie 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, 3a60esamo 6vix00 Ha
HOBble PbIHKU

Market segment — ceemenm pwvinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6rapyasxcums 603moxHcHOCMU PLIHKA C ROMOWBIO €20
ceemenmayuu; 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 NOMPEOHOCIU PLIHOYHOU HUULU

To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus ¢
MEEPOLIMU NOZUYUAMU 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, 3aHUMAIOWULL 2 MeCmo 3a TUOepoM, OCIATIbHbLE USPOKU, ONPeOelEHHO Tudep
poinkalcnabwiil, He3HauumenbHblL IUOEP PLIHKA, 04eBUOHbIL KOHKYPEHM

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

To move downmarket/upmarket —nepetimu 6 opyeoii, 6onee oewésnwiii [0opocoti ceemenm pviHka

Market share — dozs peinka

To build market share — cozoams donto na pvinke

To increase/ to expand one’s market share — yseauuumo/pacuupums donro pevinka

To win a large market share — 3asoesams 6o1buLy10 donI0 poinKa

To protect market share (against competitors) — sawuwams 000 pvlHKa 0m KOHKYPEeHmMOo8
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, usyuenue 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 mexnuxku mapkemunz06020 UCcie008aHUs
To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvle, smopuunwie)
To spot/identify market opportunities — ssisz6ums 603moxcnocmu poinka

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

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams pokycuyro epynny

To anticipate a consumer need — npedsocxumums Hys*CObI NOKYnameneu

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

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

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

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

To evaluate the target market —oyenumeo yenesoti pvirnok

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

To design a persuasive marketing mix —paspabomams yb6edumenvHuvlil KOMNIEKC MAPKemuHaa
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
— Oblmb HAYeleHHLIM HA OnpeoeléHHble ceeMeHmbl pulHKal npoodykmuvl adanmupoanHvle K
ONPeOenénHbIM Ce2MeHMAM

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

A consumer product — npodykm maccosoco nompebenus

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

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

Competing products — xorxypupyrowue npooyxkmol

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

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

To perform a SWOT analysis — nposecmu ananus cunvmuvix, c1abolx cmopoH, 803MONCHOCHEL U
yepo3

To maintain a steady demand for — noddeporcusams nocmosmnwlii cnpoc na

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

To set a price (that will cover the costs and return a profit) — ycmanosumo yeny, komopas noxpoem
Pacxoovl u npuHecém npudwLib

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,
NpuseKamenbubvlil o yene npooyKm

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

To drive the customer away — omnyenyms nokynamess

To draw in competitors — npusneus KonKypenmos

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

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

3ananme 2.
IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI Ha Bonpockl mo Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market followers.
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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?

3ananue 3.
ITocMoTpHTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe M IIPOAHAJIM3HPYHTE
BbIOpaHHBI BaMu OpeH ¢ TOYKH 3peHusi crpaTternu npoaak. [loaroroBsre ycTHYI0
Npe3eHTAINI0, HCIOJIb3Ysl JeKcuKy mo Teme Marketing.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

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

3ananue 4.
IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI Ha Bonpockl o Teme Marketing:

. What is promotion? What are the main functions of promotion?
. What are the four promotional tools?
. What is the aim of sales promotion?
. What are the functions of personal selling? Why is it used sparingly?
. What do public relations deal with? What is the most important element of PR?
. What is the difference between publicity and advertising?
. What are the different media for advertising?
. What is the difference between product and corporate advertising?
. Why do most companies use advertising agencies? What are the roles of both parties?
10. What is a media plan?
11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
3ananue 5.
HOCMOTpI/ITe Ha CIIMCOK PERJIAMHBIX HHCTPYMCHTOB HUKE U l'lpOﬂHﬂ.]'lPBprflTQ
BbIOpaHHBI BaMu OpeH/ ¢ TOYKH 3peHusi crpaTteruu npoaaK. [loaroroBsre ycTHYI0
Npe3eHTAINI0, HCIOJIb3Ysl JeKCHKY 1o TeMe Promotion.
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PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

Events (memorable occasions in-store, on the street, in any unusual location)
Sponsorship of sports teams, music groups... (sponsoring events)
Endorsements (signing a celebrity and using their status to endorse a brand)

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

Product placement in films (featuring a product in a film or TV programme)
Telemarketing( selling to customers over the phone)
Viral marketing (online through social networking websites and friend emailing video clips)

The term “guerrilla marketing” covers all unconventional techniques — from viral marketing to the distribution of
the products on the beach.

3ananue 6.
IMoaroroBbTE pa3BepHyThIe MUCbMEHHbIE OTBETHI Ha BONPOCHI O Teme Promotion:

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

. What are the four promotional tools?

. What is the aim of sales promotion?

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

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

. What is the difference between publicity and advertising?

. What are the different media for advertising?

. What is the difference between product and corporate advertising?

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

11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
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3aganmue 7.
IIucbMeHHO COrJIacUTeCh U HE COTJIACHTECH CO CJIeIYI0IIeM YTBEP:KIeHHEM,
NMpoaHATU3NPOBAB 3HAHUs Mo Teme Management:

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

3aganue 8.
IMoaroToBbTE YCTHYIO MPE3eHTALMIO MO CieaAymoIeii cutyanun Ha Temy Management:
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[IpencraBbTe, YTO BHI SBJISETECH YIPABIAIOMIUM AUPEKTOPOM KOMIIAHUH CPETHETO pa3Mepa.
Kora BbI 3aHSUTH MOCT YIPABIAIOMIETO TUPEKTOPA, BbI OOHAPYKUITH, YTO KOMITAHUS HAXOAUTCS
B T1I0XOM coctosiHuu. Komanna paborana HeaHekTUBHO, MOpaIbHBIN AyX ObLT HU3KUM, a
IPOJaKH CHUKAJIMCh B TEUEHUE I0/1a. 32 TPU roJia BaM yJal0Ch U3MEHUTh CUTYALUIO K
dyqmemy. Bam ynanocek co3nath BEICOKO3(DPEKTUBHYO KOMaHIy IO IMPOaXkaM, IepcoHall
OUY€Hb MOTUBHMPOBAH, IPOAaXu pacTyT. CKaXuTe, Kak BaM 3TO yAajlock. OXBaTUTE CIAEAYIOLINE
MOMEHTBHI: IOCTAHOBKA IleJiel, 00IleHre, MOTHUBAlLlUs, BEITOBOP, MOXBAJIA.

3ananue 9.
IIpokomMeHnTHpYiiTE (YCTHO) ciIeAyIolee YTBepPKAeHHEe ¢ yIOoTpedJeHueM aKTUBHOM
Jekcuku mo reme Management:

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

3ananue 10.

Hcnoap3yiiTe cjleaylIIyl0 CcTaTbi0 B KayecTBe MOAeJIM M HamuIuuTe 0 OM3HeC -
Jujaepe, KoTopbiM Bl Bocxumaerecs (Hanpumep, Ctus /I:x00c¢, buna I'eiite, JIu SIkokka,
Maiixka baymoepr, Kapaoc I'on). Ucnosb3yiiTe Bokadyasap no reme Management.

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
CEOin 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.

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

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

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

3aganue 11.
HN3yunTe npuararejibHble B pAMKe U CKA:KNTe, KAKHE U3 HUX XapaKTepPU3yT XOPOIlIero u
miaoxoro Jgujaepa. Ucnoab3yiiTe Bokadyasap no reme Management.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3aganue 12.

BbInoJjiHHTE POJib TNEpPeBOAYMKA, MpeacTaBisis KommaHuw Samsung Electronics wa
OpuduHTe ¢ KypHAJIUCTAMH, MCIO0JIL3Ys 3HaHUs o Teme Stock Market and Investing.

Mrs.Loginova, journalist, «<kKomsomolskaya Pravda»: Muctep Jly Kyn Xu, sBasiercs u
CaMmcyHT DJEKTPOHUKC KOHIEPHOM MJIM aKIMOHEpHBIM obmiectBoM? U BTOpOi BOmpoc: Kak
pacnpenensercs akimoHepHbId kanutan B CamcyHr ['pyn?

INTEIPIELEE. ..o

The Chairman of Samsung Group, Mr.Lee Kun Hee: Samsung Electronics Co., Ltd. is a
stockholding company. 55,45% of the shares belong to the private investors; 22,85% — to financial
institutions and funds; 15,25% - to affiliated companies; 4,45% — to me and my family, 2% — to
my employees.

INEEIPIELEE. ..

Mr.Savelyev, journalist, «Moscowskie Vedomosti»: Biageer nu CamcyHr ['pymn akigstMu
JIPYTUX KOMIAaHUH B chepe FIEKTPOHUKHU ?

INEEIPIELEE. i
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Mr.Lee Kun Hee: SEC possesses 10-20% of the shares of the other companies in the sphere
of electronics.

INEEIPIELEE. .. s

Mr.Denisov, journalist, TV-program «Segodnya»: Muctep JIu, kro, Ha Bam B3rsiz,
SBJISIETCS CaMBbIM CEPbE3HBIM KOHKYPEHTOM JjIsl CaMCyHT DJIEKTPOHUKC B HACTOSIIEE BpeMsi?

INEEIPIELEE. ..

Mr.Lee Kun Hee: We consider that such famous companies as Sony and Panasonic, and
some other companies are our main competitors at the electronics market.

INEEIPIELEE. e

Mrs.Fedotova, journalist, TV-program «ltogi»: Mucrep Jlu, uro Bbel aymaere o
MepCreKTUBaxX pa3BuTHs Bameit komnanuu Ha peiHke Boctounoi EBponbi?

INEEIPIELEE. e

Mr.Lee Kun Hee: | suppose that Eastern Europe is a perspective market in the future but
now we experience some difficulties here due to instability in the economic situation.

INEEIPIELEE. e

Mr.Lee Kun Hee: 1’d like to add that South-East Asia and Western Europe are preferable
now for us because they attract more investors.

INEEIPIELEE. .. e s

Mr.Vanin, journalist, NTV-program: Mmucrep JIu, moxkere nu Bel mpuBectu nudpsl,
KOTOPBIE XapaKTEPH30BaIN ObI CyMMBI YUCTOM pruObLIH KoMnaHuu B 2000 roxy ¥ CyMMBI UUCTBIX
npoaax?

INEEIPIELEE. e

Mr.Lee Kun Hee: In 2000 the amount of our net profit was up to $ 294.5 million. As far as
the net sales are concerned it was approximately $ 28.8 billion.

INEEIPIELEE. e

Mr.Lee Kun Hee: Thank you for your questions.

INEEIPIELEE. e e
3aganue 13.
IMoaroroBbTe pa3BepHyThie MMCHMEHHbIE OTBETHI Ha Bompockl o Teme Stock Market and
Investing:

1. Is it necessary for a contemporary person to know about the life of financial world?
2. What do you know about the work of the Stock Exchange in your country?

3. How can Stock Exchange influence our everyday life?

4. What does «to be a reliable client in a bank» mean?

5. Is it important for a businessman to choose a bank with good reputation?

6. What does «to be a shareholder» mean?

7. Do the rates and indexes influence the business activity of the companies? How?
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8. What financial conditions are necessary to achieve a success in business?

3ananue 14.
IMoaroroBbTe pa3BepHyThIe MMChMEHHbIE OTBETHI HA Bompockl mo Teme International
Trade:

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

3ananme 15.
IIpouuTajiTe cjaeAyOMUA TEKCT U MOATOTOBbTE YCTHYIO MPE3CHTALMIO O MPEUMYIIECTBAX U
HeqocTaTKax 3kcnopTa B Unamnio. Ucnoab3yiite Jekcuky no teme International Trade:

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

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

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

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

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

But for those wanting to exploit the potential, obstacles remain. Although India has made
effort to open its economy in recent years, Mr.Verbrugge says it remains more closed than other
fast-growing markets such as China, when it comes to bureaucracy, import duties and tax barriers.
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It is not unusual to have import duties of 40% on things that you would consider normal
working tools, like a printer for a PC,” he says. ‘As well as the high import duties, you have a
famous — or should I say infamous — bureaucracy.” This can have important practical effects. Mr.
Verbrugge says that BARCO would like to assemble more of its products within India, but this
would mean importing components from 20 different countries, creating huge amounts of
paperwork and delays.

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

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

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

The Financial Times

TUIIOBBIE 3AJTAHUS JIJ151 IIPOBEPKY CO@OPMUPOBAHHOCTU YMEHMUI JJ14 TIK-7

3aganmue 1.

KoMnanuu HCIOIB3YHOT Pa3Hbie METOAbI HCCJIE0BAHNA PHIHKA, KOTOPbIE MOTYT TOYHO
BBISIBUTD, YTO HA YMe Y oTpeouTe 5. B mapax coctaBbTe CIMCOK 3THX Pa3JHYHBIX
MPUEMOB M 00CyIUTe UX IPeuMylIecTBA U HeaocTaTKu. Mcnosib3yiiTe JIEKCHKY 110 TeMe
Marketing.

To identify attractive markets — onpedenums 6vicoonwie poinku

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

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

To drive smb out of the market — suimecrnume ¢ pvinka

To corner, to monopolize the market — morononusuposams peinox

To expand markets, to gain entry to new markets — pacuupums pvinku, 3a60esamo 66ix00 Ha
HOBbLE PLIHKU

Market segment — ceemenm pwvinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6rapyasrcums 603moxcHoCmU PLIHKA ¢ ROMOWBIO €20
ceemenmayuu; t0 refine market segmentation — cosepuencmsosams cecmenmayuio pvlHka
Market niche, to search for a market niche, to satisfy a market niche — pwinounas nuwa, uckamo
PYIHOUHYIO HUULY, YOOBIEMBOPSIMb NOMPEOHOCIU PLIHOYHOU HUULU

To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus ¢
MEEPOLIMU NOZUYUSMU HA PHIHKE)

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

a weak/complacent market leader; a distinct market challenger — ocnogmwie uepoxu, ruoep poinka,
KOMNAHUS/NPOOYKM, 3AHUMAIOUULL 2 MeCO 30 TUOEPOM, OCMATIbHbLE USPOKU, ONPEOeNEHHO TUOeD
puinkalcnabwiil, He3HauUMenbHbII TUOEP PLIHKA, 04eBUOHbII KOHKYDEHM

To adapt to a changing business environment — adanmuposamucsi k usmeneHuro 0enosotl cpeovl
To respond to market conditions, an immediate response — ompeazuposams Ha ycio8us pvlHKA,
MCHOBEHHAS PEAKYUs]

To move downmarket/upmarket —nepetimu 6 opyeoii, 6onee oewéswiii [0opocoti ceemenm pvinka

Market share — 0o pvinka
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To build market share — cozoame domo na poinke

To increase/ to expand one’s market share — yseruuumo/pacuupums donro peinka

To win a large market share — zasoesams 6obuLy0 donio poinka

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

The marketing concept — konyenyus mapkemunea

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

Market research — uccredosanue, usyuenue poinka

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

To employ market research techniques — ucnov306ame mexnuxku MapkemuHz06020 UCCIe008aHUS
To collect data (primary data, secondary data) — coopame ceedenus (nepsuunvle, smopuunvie)
To spot/identify market opportunities — ssiss6ums 603moxchocmu pvinka

To score exceptionally well in market research — ouens xopowo nposisume cebs 6 xooe
MAPKEeMUH208020 UCCLE008AHUS

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams gokycuyro epynny

To anticipate a consumer need — npedsocxumums Hy*cObL NOKYRameneu

To find out the needs of customers, to identify a consumer need, to find out, to reveal what is on
the consumer’s mind,— sovisicHumo, umo nokynamenio Hy’cHo

To test buying habits/ to study consumer behavior — nposepums noxynamenvckue npueviuxu,
u3yuumsv nogeoenue nompeoumenetl

To find good sales prospects, prospecting — ratimu xopowux nomenyuaibHbLLX NOKynamene

To develop a marketing plan/ to set up the marketing strateqy — paspabomame mapxemumneogutii
NIam; paspabomams MapKemuH208yl0 CIMpPYKmypy

To choose target customers, a target audience — soopams yenesvix noxkynamernet

To evaluate the target market —oyenumeo yenesot pvinok

To create a psychological profile of each segment — cozoame ncuxonozcuueckuii npogune kaxcoozo
cezmenma

To design a persuasive marketing mix —paspabomams y6edumenvHwlii KOMNIEKC MAPKemMuH2a
To develop a marketing mix that is suited to the market — paspabomamo xomniexc mapxkemunea
COOmMBEmMcmayIowull OAHHOMY PbIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Oblmb HAYeneHHbIM HA Onpeoelénnbie cecmeHmbl pulHKal npooykmel adanmuposanHvle K
ONpeoenénHbIM Ce2MeHMAM

To tailor products to customer needs —cozdame npodykmel, omseuarowue HyHcoam nOKynamenetl
To serve the needs of customers (about a product) — coomeemcmesosame nysxcoam nokynamenet
To satisfy changes in consumer needs —yoosemeopumo usmenenust nyxco nompebumerneil

A consumer product — npodykm maccosozo nompebnenus

To compete, competitor, competition (intense, fierce, stiff, tough # low key) — xonxypuposameo,
KOHKYypenm, koukypenyus (scécmrast, cradas)

To operate in highly competitive market; extremely competitive areas — pabomamso na puinke c
CUTIbHOTU KOHKYPeHyuell; 001acmu ¢ 4pe38blualiHo 8blCOKOU KOHKYpeHyuel

Competing products — korxypupyrowue npooykmul

To give a product a competitive advantage — oams npodykmy KouKypeHmmoe npeumyuecmeo

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — nossoaums Komy-1ubo evipsamecs 8 audepwvl (0 cmpameuu, YHUKATLHOM
ceolicmee npooyKma)
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To perform a SWOT analysis — nposecmu ananus cunvhwvix, c1abolx cmopoH, 803MONCHOCMEL U
yepo3

To maintain a steady demand for — noddeporcusams nocmosunwlii cnpoc na

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

To set a price (that will cover the costs and return a profit) — ycmanosumo yeny, komopas noxpoem
Pacxoovl u npunHecém npudwLib

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
npoOOyKmamu

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

Price-conscious / price-sensitive buyers— mokynarenu, obpawaowue SHUMAHUE HA YEHY,
yyecmeumenbHoie 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

3ananue 2.

IMoaroroBbTE pa3BepHyThie MUCbMEHHbIE OTBETHI Ha Bonpockl o Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?
4.What is market research? Why is market research necessary? What data may be collected in the
process of market research? What market research techniques can be employed?
5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?
6.What is the target market? What are the four basic methods for segmenting a market?
7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?
8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.
10.What does placement involve? What is a common channel of distribution?

3ananue 3.
ITocMoTpHTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe M NIPOAHAJIM3HPYHTE
BbIOpaHHbI BaMu OpeH ¢ TOUYKH 3peHusi crpaTernu npoaak. [loaroroBsre ycTHYI0
Npe3eHTAINI0, HCIOJIb3Ysl JeKcuKy mo Teme Marketing.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

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

3ananue 4.
IMoaroroBbTE pa3BepHyThie MUCbLMEHHbIE OTBETHI Ha Bonpockl o Teme Marketing:

. What is promotion? What are the main functions of promotion?
. What are the four promotional tools?
. What is the aim of sales promotion?
. What are the functions of personal selling? Why is it used sparingly?
. What do public relations deal with? What is the most important element of PR?
. What is the difference between publicity and advertising?
. What are the different media for advertising?
. What is the difference between product and corporate advertising?
. Why do most companies use advertising agencies? What are the roles of both parties?
10. What is a media plan?
11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
3anaunme 5.
ITocmoTpHuTE HA CIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKE M IIPOAHAJIM3MPYHTE
Bblﬁpal—[l—[blﬁ Bamu 6peH11 C TOYKH 3pE€HUSA CTPATECruu nmpoaak. HOHFOTOBbTe YCTHYIO
NMpe3eHTaNMI0, HCIOJIb3Ysl JeKCHKY o TeMe Promotion.

OCoOoO~NOoO UL WN -

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

Events (memorable occasions in-store, on the street, in any unusual location)
Sponsorship of sports teams, music groups... (sponsoring events)
Endorsements (signing a celebrity and using their status to endorse a brand)

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

Product placement in films (featuring a product in a film or TV programme)
Telemarketing( selling to customers over the phone)
Viral marketing (online through social networking websites and friend emailing video clips)

The term “guerrilla marketing” covers all unconventional techniques — from viral marketing to the distribution of
the products on the beach.

3ananue 6.
IMoaroroBbTE pa3BepHyThie MUCbMEHHbIE OTBETHI Ha BONMPOCHI O Teme Promotion:

1. What is promotion? What are the main functions of promotion?
2. What are the four promotional tools?
3. What is the aim of sales promotion?
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4. What are the functions of personal selling? Why is it used sparingly?

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

6. What is the difference between publicity and advertising?

7. What are the different media for advertising?

8. What is the difference between product and corporate advertising?

9. Why do most companies use advertising agencies? What are the roles of both parties?

10. What is a media plan?

11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?

3aganue 7.
ITucbMEeHHO corIacuTeCh WM He COTJIACUTECH CO CJIeYIOIeM YTBep:KIeHUueM,
NMPoAHAJIU3UPOBAB 3HaHMA o TeMe Management:

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

3aganue 8.

IoaroToBbTE YCTHYIO MpeE3eHTALMIO MO cieayoleii cutyanun Ha Temy Management:
[IpencraBbTe, YTO BB ABJSETECH YIPABISAIOMIMM AUPEKTOPOM KOMITAHUH CPETHETO pa3Mepa.
Kora BbI 3aHsUTH TOCT YIPABJISIONMIETO TUPEKTOPA, BBl OOHAPYKHITH, YTO KOMITAHUSI HAXOIUTCS
B TUI0XOM cocTostHud. Komania paborana Hea(h(heKTUBHO, MOPAIIBHBIN AyX OBUT HU3KUM, a
MPOJ/IaXKH CHU)KAJIMCh B TCUCHHE TO/1a. 3a TPH roJla BaM y1aloCh H3MEHUTh CUTYAaIHIO K
aydmemy. Bam ynanock cozaath BEICOKO3(DPEKTHBHYIO0 KOMaHIY O IMPOiaXkaM, IepcoHall
OYCHb MOTHBHPOBAH, MPOAAXH pacTyT. CKaKUTE, KaKk BaM 3TO yaainoch. OXBaTUTE CIIEIyIOIINE
MOMEHTBI: TIOCTAaHOBKa I1eJiei, 00IeHrne, MOTHBALIKs, BBITOBOP, TOXBAJIA.

3ananue 9.
IIpoxkoMmmeHTHpYHiTE (YCTHO) CieAylollee YTBepPKIeHHe ¢ yHoTpedjJeHueM aKTHBHOM
Jexkcuku no reme Management:

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

3aganue 10.

HCHO.]'ILC&yfITQ CJICAYWINYHO CTATbI0 B KaYeCTBE€ MOAC/IHU U HANUINUTE O om3Hec -
Juaepe, KoropbiM Bl Bocxumaerech (Hanpumep, Ctus [:xx00c¢, buia Ieiite, JIn SAkokka,
Maiika baymoepr, Kapaoc I'on). Ucnoas3yiiTe Bokadyasip mo teme Management.

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.”
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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
CEOin 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.

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

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

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

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

3aganue 11.
N3yunTe nmpuiararejbHble B pAMKe U CKAKUTE, KAKHE U3 HUX XapaKTePHU3YIOT XOPoIero u
mwioxoro gugaepa. Ucnoas3yiite Bokadyasap mo reme Management.

decisive open passionate energetic balanced
charismatic  ruthless impulsive straight careful
motivating informal flexible accessible thoughtful
adventurous uncaring lunatic moderate aggressive
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3aganue 12.
BbInoJjiHHTE POJib TNEpPeBOAYMKA, MpeacTaBisis KommaHuw Samsung Electronics wa
OpuduHTe ¢ KypHAJIUCTAMH, MCIO0JIL3Ys 3HaHUs o Teme Stock Market and Investing.

Mrs.Loginova, journalist, «<kKomsomolskaya Pravda»: Muctep Jly Kyn Xu, sBasiercs u
CaMmcyHT DJEKTPOHUKC KOHIIEPHOM MJIM aKIMOHEpHBIM obmiectBoM? U BTOpoi BOmpoc: Kak
pacnpenenseTcs akiimoHepHbId kanutan B CamcyHr ['pyn?

INTEIPIELEI. ..

The Chairman of Samsung Group, Mr.Lee Kun Hee: Samsung Electronics Co., Ltd. is a
stockholding company. 55,45% of the shares belong to the private investors; 22,85% — to financial
institutions and funds; 15,25% - to affiliated companies; 4,45% — to me and my family, 2% — to
my employees.

INEEIPIELEE. e

Mr.Savelyev, journalist, «Moscowskie Vedomosti»: Biageer nu CamcyHr I'pymn akigstMu
JIPYTUX KOMIAaHUH B chepe AIEKTPOHUKHU ?

INEEIPIELEE. i

Mr.Lee Kun Hee: SEC possesses 10-20% of the shares of the other companies in the sphere
of electronics.

INEEIPIELEE. e

Mr.Denisov, journalist, TV-program «Segodnya»: Mmuctep JIu, kto, Ha Bam B3rsz,
ABJIIETCS] CAMBIM CEPbE3HBIM KOHKYPEHTOM 17151 CaMCYHT DJIEKTPOHUKC B HACTOsLIEE BpeMs?

INEEIPIELEE. ..o

Mr.Lee Kun Hee: We consider that such famous companies as Sony and Panasonic, and
some other companies are our main competitors at the electronics market.

INEEIPIELEE. ..o

Mrs.Fedotova, journalist, TV-program «ltogi»: Mucrep Jlu, uro Bbel gymaere o
MepCIeKTUBax pa3BuTHs Bameit komnanuu Ha peiHke Boctounoi EBpornbi?

INEEIPIELEE. ..

Mr.Lee Kun Hee: | suppose that Eastern Europe is a perspective market in the future but
now we experience some difficulties here due to instability in the economic situation.

INEEIPIETEE. e

Mr.Lee Kun Hee: I’d like to add that South-East Asia and Western Europe are preferable
now for us because they attract more investors.

INEEIPIEIEE. e

Mr.Vanin, journalist, NTV-program: Muctep Jlu, moxere nu Bbl npuBectu mudpsi,
KOTOPBIE XapaKTEePU30BaIIN Obl CyMMBbI YCTON MpUObLTH KoManuu B 2000 o1y ¥ CyMMBI YUCTBIX
npojax?

INEEIPIELEE. ..o
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Mr.Lee Kun Hee: In 2000 the amount of our net profit was up to $ 294.5 million. As far as
the net sales are concerned it was approximately $ 28.8 billion.

INTEIPIELEI. ..o
Mr.Lee Kun Hee: Thank you for your questions.

INEEIPIELEE. .
3aganue 13.
IMoaroroBbTe pa3BepHyThIe MMCHMEHHbIE OTBETHI Ha Bonpockl o Teme Stock Market and
Investing:

. Is it necessary for a contemporary person to know about the life of financial world?
. What do you know about the work of the Stock Exchange in your country?

. How can Stock Exchange influence our everyday life?

. What does «to be a reliable client in a bank» mean?

. Is it important for a businessman to choose a bank with good reputation?

. What does «to be a shareholder» mean?

. Do the rates and indexes influence the business activity of the companies? How?

coO N o o b W N PP

. What financial conditions are necessary to achieve a success in business?

3aganue 14.
IMoaroroBsTe pa3BepHyThIe MMCHLMEHHBIE OTBETHI HAa Bompockl o Teme International
Trade:

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

3ananmue 15.
IIpouuTaiiTe cjaeAyOMUA TEKCT U MOATOTOBbTE YCTHYIO MPE3CHTALMIO O MPEUMYIIECTBAX U
HeqocTaTKax 3kcnopTa B Unamnio. Ucnoab3yiite Jekcuky no teme International Trade:

After three years travelling around Asia as head of BARCO?’s activities in the region, Joost
Verbrugge is convinced that India is one of the most exciting long-term market opportunities in
the world and one of the most complex. Since 1994, BARCO, best-known for its digital projectors

69



for computers, has gone from a relatively low level of exports to India to selling about BFr 200m
of products there a year, half exported from Europe, half assembled on the spot. That is a small
but significant part of its total BFr 23bn turnover last year.

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

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

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

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

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

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

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

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

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

The Financial Times

7.3.3. TunoBble 3a1aHNs U (MJIH) MATEPHUAJIBI /Il OLIEHKH HABBIKOB

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

3aganmue 1.
N3yuure kelic Huxe. Pemnre, Kakoii BApHaHT, 0 BallleMy MHEHHI0, Oy/1eT Haubo1ee
3(l)q)eKTI/IBHblM B BBISABJICHUM TAJAHTJIUNBBIX CTleeHTOB MapKeTOJIOFOB. HO}]FOTOBLTG
YCTHYIO MPe3eHTAIHI0 Kelica HA aHTJINICKOM sI3bIKe, 00BSICHUB CBOil BLIOOP.
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MARKETING TO STUDENTS
Virgin Mobile is a phone operator that provides a wide range of mobile communication services
to its customers in the UK. Competition between mobile phone operators is strong and winning a
large market share in the student market is vital. Students use their mobile phones a lot — to call
friends and family, and also to get information and play games. There are 2.5 million students in
the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to students
because they are hard to reach and cynical about sales pitch.* Virgin Mobile has decided that the
best way to promote the brand to students is to find insiders: student marketers who will work on
promotional campaigns in their own universities.
The problem for Virgin Mobile is how to identify student marketers with brilliant ideas and good
selling skills. There are three options:
1)Use standard job recruitment methods. Post a job advertisement, select from written applications
and hold interviews in each university.
2)Recruit people at student fairs. Universities hold fairs for students at the start of each year.
Different companies have stands at these fairs to sell their products or services to students. Students
can find out about things that may be helpful during their student life. Virgin Mobile could set up
a stand at student fairs, tell those who come to the stand about marketing opportunities and recruit
interested students “on the spot”.
3)Hold a competition in which students suggest ways to promote the brand to other students. The
students with the best suggestions get the chance to put their ideas into practice and win an
attractive prize.
3ananue 2.
Pa3pa60Tal71Te M 3alIMIINTE HA aHIJIUHCKOM fI3bIKE MapKeTI/IHFOBbIﬁ IJIAH OJIA
BbIOpaHHOro Bamu npoaykra, paccMoTpeB 0CHOBHbIE YeThipe II 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?

3aganmue 3.
H3yuyure naHHBIA KeliC U MPOAHATU3UPYHTE BCe TPH OM3HEC CTPATeruy JJIsl CIIOPTUBHOM
oxexxkabl Una. IlpencraBbre cBOM Maeu 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 4.

N3yuure nannbii keiic, npoBeaure SWOT-ananu3, ncnosab3ysa uHGopManmnio us
NMPOYUTAHHOIO Keiica M COCTaBbTE PEKOMEH/IAIllUN, KOTOPbIe MOIJIA Obl MOMO4Yb CHIACTH
komnanuio. [logymaiite, B 4aCTHOCTH, 0 TOM, YTO MOKHO ObLJIO ObI C/1€JIATh, YTOObI:

- I3MEeHUTHh KOPIOPATHBHON KYJIbTYPbI
- YIy4lIuTh Ka4ecTBO
- CoxkpaTuTh U31EPKKH
- HaiiTu 1 uccjie10BaTh HOBbIE PHIHKH
- BoccTaHOBHUTH penyTaluo KOMIAHUH
IIpencraBbTe peKOMeHIAIUN B MUCHbMEHHOM OTYeTe.

MACBETH Glassware
Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass
objects and ornaments. They have always been popular wedding presents. Glass-blowing and
glass-cutting, which is performed by hand, are highly-skilled jobs and Macbeth employs some of

72



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

3aganmue 5.
HN3yunte TekeT HUKe. [IoAroTOBBTE YCTHBINM paccKa3 HA AHIVIMIICKOM sI3bIKe 00
ycTpoiicTBe (DOHI0BOI OUPKM, HCIOJIB3YS HH(OPMAIIUIO U3 TEKCTA.

The modern economic situation makes it impossible for any person not to be involved in the
financial world. So you should have a certain background as to the fundamental notions in this
sphere. Read and translate.

The American Central Bank, the FED, is the equivalent of the Bank of England in Britain.

The units of ownership of a company, allowing the holder to receive a proportion of the
company’s profits, are the shares. The shares can be ordinary, preference, nominal and equity
securities. When one company attempts to gain control of another, by buying a majority of its
shares, it is making a takeover bid. When one company joins another to form a larger single
company, the new company is the result of a merger. When one company buys a majority of the
shares of another, and so gains control, it has carried out a takeover. The capital needed to run a
business is provided by investment. The shareholders’ investment in a company is the share
capital.

If the company is publicly quoted the shares are sold on the Stock Exchange. The exchange
brokers (stockjobbers) work here and realize exchange transactions paying attention to exchange
fluctuations. They have certain exchange restrictions while working. They use the exchange lists
in the everyday work. Sometimes it may occur the exchange lost.

In the UK, a fixed amount of paid-up capital held by a stockholder is a stock.

If the market is thought to be good and prices on the Stock Exchange are thought to be
likely to rise, the market is called a bull market.

If the market is thought to be poor and prices on the Stock Exchange are likely to fall, the
market is called a bear market.
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A promise to pay a sum of money over an agreed time by anyone licensed to do so, such
as a government, insurance firm, etc., is a bond.

Certificates of ownership of bonds that can be transferred from seller to buyer without any
formalities are bearer bonds.

Something that is owned by an individual or company, has monetary value, and can be sold
to pay debts, is an asset. Items which the business expects to keep for a year or more are its fixed
assets.

The sum borrowers pay to lenders for the use of their money is determined by the interest
rate.

The interest which a bank charges on loans is a rate which is usually higher than its base
rate. You can raise a loan in a bank if you are a reliable client. Banks require securities to guarantee
a loan.

Rates

The value of the money of one country compared to that of another is shown by the
exchange rate. The rate of the tax added to the price of an article, paid by the buyer to the seller,
and by the seller to the government is the VAT rate. The Customs and Excise Department inspect
a company’s VAT records, which have to be kept for 6 years.

The rate of interest fixed by a central bank, such as the Bank of England, is the bank rate.
Indexes

The index of share prices in America is the Dow Jones index.

The same index in Britain is the FT (FTSE — footsie) index.

The same in Japan is Nikkei Dow index.

Banks, Accounts, Clients

The bank account that covers daily needs (salaries are paid into it, cash is drawn from it,
and cheques are written against it) is the current account.

The account which describes the trading activities of a business over a stated period of time
is the profit and loss account.

To start an account with a bank or with a supplier is to open it; to finish using an account
with a bank or with a supplier and formally to end the arrangement is to close it.

To obtain cash from a bank at which one has an account is to draw out cash. Every company
must watch its cash flow carefully if it is to avoid bankruptcy. The clients can transfer money from
the account or withdraw the whole deposit from a bank. You can open a current account or deposit
account in a bank. An inquiry to a bank, asking whether a customer is creditworthy, is a status
inquiry. Payment of a debt in a cash is a cash settlement. The greatest sum which debtors are
allowed to owe is their credit limit. Items for which payment is owed appear on an account as debit
items. Items to be paid to a creditor are shown on a credit note.

If you need cash in the bank you can use the cash dispenser putting into it your credit card.

A note which accompanies goods sent by a seller, to be signed by the person who receives
the goods, is a delivery note. A document showing what has been bought and for how much, and
indicating that the goods are in transit, is an advice note.
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A percentage deduction made for an order over a stated value, or payment within a stated
time, is a discount. The complete statement, showing what is owed or possessed, provides a
statement of the balance account. A statement produced, usually at the end of a financial year,
showing the financial state of the business and including, among other things, its assets and
liabilities, is its balance sheet.

The difference between the cost and the selling price is profit. The profit can be gross or
net.

A company’s turnover, less its cost of sales, is its gross profit. A company’s turnover after
the cost of sales, tax, rent and other liabilities are deducted is its net profit.

TUITIOBBIE 3ATAHUSA UL ITPOBEPKH YPOBHS COOPMHUPOBAHHOCTHU
HABBIKOB U OIIbITA AEATEJIbBHOCTH JIAA KOMIIETEHIIMU [1K-7

3ananme 1.

H3yunte naHHbIN Kelic. Bbl siBiIseTeCh YIEHAMHU PeKJIAMHOM KOMAH/bl B KOMIIAHUH
(I)()Kyc. HOHFOTOBbTe PECKIAMHYI0 KaMIIAaHUI0 JJId OAHOI0 U3 NMPOAYKTOB HJIH YCJIYT.
Hcnoab3yiiTe KiI0O4YeBbIe BONPOCHI HUKE, YTOOBI POAHATU3UPOBATH MPOAYKT M BbIOpaTh
NpaBUWJIbHBIC METOAbI IPOABUKCHUS. HpeHCTaBbTe CBOK0 PEKJIAMHYI0 CTPATErur0 B
YCTHOM OTYETEC HA AHTJINHCKOM SI3BLIKE.

Focus, a large advertising agency based in Paris, has a reputation for creative imaginative and
effective campaigns. Recently however, Focus’s reputation was damaged when two major clients
changed to rival agencies. Focus now needs to convince potential clients that it still has plenty of

creative ideas to offer.

At present, Focus is competing against some well-known agencies for several contracts. It has
been asked to present ideas for advertising campaigns to the managements of the companies
concerned. Concepts are required for the following advertising campaigns:

e A sports car. A high-priced, hand-finished model with a classic design. The car was
popular in the 1950s and 60s. An American firm now wants to re-launch it. (Target
consumers will be high-income executives with a sense of fun and style.)

Aim: An international campaign, with advertising adapted to local markets.

e A perfume. A unisex perfume with bio-degradable packaging. Produced by a well-known
up-market manufacturer. The company now wishes to enter the lower end of the market.
Aim: Launch the perfume in an English-speaking country.

e A chain of eight London restaurants. The restaurants (specializing in your national
cuisine) are in prime positions and offer extensive menus. They are reasonably priced, but
are not attracting enough customers.

Aim: A creative campaign to improve sales.

e A major bank. The bank (in an English-speaking country) wants to advertise the following
new services:
1.Competitive low-interest mortgages
2.Direct telephone banking
3.A foreign travel service
Aim: Develop loyalty among existing customers and attract new ones.

11 It has also asked your agency to suggest other campaigns.
KEY QUESTIONS:
1.What is the campaign’s key message?
2.What are the USPs of the product or service?
4.Who is your target audience?
5.What special promotions will you use at the start of the campaign?
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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?

3ananue 2.
N3yunte naunbiii keiic. [IpeacraBbTe, uro Bol aupexTop Business Equipment and
Systems. BoinoJiHuTE ciaeayioliee 3aJaHue:
1. Ilpoananusupyiite Bce Npo0JieMbl, BIUAIOIINE HA pa00Ty OT/Ae/Ia MPOJAK.
2. lIpennoxkure croco0bl NOBbIMEHUS 3PPEKTHBHOCTH PA00OTHI 0T/eJIA MPOAAIK.
3. PazpatoTaiiTe nuiaH aeiicTBUil Ha OJIMzKaiiIMe MOJIT0AA.
H3noxute Bamm npenio:keHusi B NUCbMEHHOM OTYeTe-MUCbMe aknuonepam BES.
CASE STUDY: THE NEW BOSS

Background

Business Equipment and Systems (BES), based in Birmingham, England, sells fax machines, data
projectors and slim plasma screens. Eighteen months ago its national Sales Manager< Vanessa
Bryant, moved to a senior management position. Her replacement, Nigel Fraser, has been told to
increase turnover by at least 10% and to create a high-performing sales team.

However, since Nigel’s appointment the team has not been working effectively and morale is low.
Last year’s sales were over 20% below target. The sales team has a mix of nationalities because
BES intends to enter other European markets in the near future.

Nigel Fraser is well aware that his sales team is not working well together. Before considering
what action to take to improve its performance, he made some notes on the team.

Read about Nigel and then read the notes on the sales team.

NIGEL FRASER. A ‘whiz kid’. Previously worked for a business equipment chain. Ambitious
and creative with a direct, ‘no-nonsense’ approach. Task-oriented, he sees his main objective as
meeting sales targets. Very disappointed with current sales performance. Believes the team needs
to be controlled more tightly and is underperforming because of bad habits acquired under Vanessa
Bryant.

JOHN. Fax machines. Aged 42

Personality: Calm, relaxed, reliable. A good influence on the team.

Performance: Missed his sales targets five times last year. Ranked sixth in department (value of
sales). Competition very strong in the fax machine market. Steady worker.

Good/bad points: Supports Nigel, good team player.

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

Performance: Top sales person last three years (value of sales).

Good/bad points: Popular with customers. Unpopular with some colleagues. Typical comments:
‘arrogant’, ‘boastful’, ‘doesn’t listen’. Often late for meetings or makes excuses and doesn’t come.
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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 3.
N3yunte nannsbii keiic. [IpeacraBbre, uyro Bl tupextop SLIM GYMS. Usyunte
KapTOTeKY YeThIpeX KAHAUWAATOB U MPOAHAJM3UPYIiTe UX CHJIbHbIE U €J1a0ble CTOPOHBI.
Bbi0epure syuniero kanauaaTa Ha JOJKHOCTh I'eHepanbHOro Aupexkropa. Usioxure
Bamm npeasioxkeHusi B NMCbMEHHOM oTYeTe-ucbMe akuuoHepam SLIM GYMS.
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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
culture in the organization in the clubs

General Manager e Increasing the revenue and profits of

Required for our chain of Health and Leisure the six clubs in Manhattan
Clubs e Exploiting new business
opportunities
e Salary negotiable e Liaising with and motivating our team
e Excellent benefits package of managers and their staff
e Contributing to marketing plans and
strategies
Apply to: THE PERSON

88 Harvey Place 11-G e Dynamic, enthusiastic, flexible

New York e Asstrong interest in health and fitness

e A good track record in previous jobs

e The ability to work with people from
different cultural backgrounds

e OQutstanding communication skills

e A flair for new ideas and sound
organizational skills

NY 10003-1324

Name: Isabella Rosetti
Age: 35
Marital Status: Single
Education: Princeton University — Master’s Degree in Business Administration (MBA)
Experience: Advertising agency for the last years. Important position liaising with clients and
managing a team of 10 people. Previously worked as Sales Manager in a department store.
Previously worked as Sales Manager in a department store (Chinatown area).
Outstanding achievement: Got a contract with a major advertiser.
Skills: Fluent Italian, judo expert, paints.
Personality/appearance: Well dressed and self-confident. Says she is usually successful when she
wants to be. Thinks women are better managers than men: “They listen more and use their intuition
to solve problems.’
Comments: Positive reference, but employer suggested she sometimes took days off work with no
good reason. Several good ideas for increasing revenue, e.g. by setting up beauty centres in our
clubs. Didn’t mention the cost of doing this! Above average score on our aptitude test.
Name: Michael Bolen
Age: 36
Marital Status: Married, with three children
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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. Marketing:

1.What is market? Give the definitions of market leaders, market challengers and market followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?
4.What is market research? Why is market research necessary? What data may be collected in the
process of market research? What market research techniques can be employed?
5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?
6.What is the target market? What are the four basic methods for segmenting a market?
7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?
8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.
10.What does placement involve? What is a common channel of distribution?
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2. What is the difference between a manager and a leader? Which leadership qualities
can be acquired and which must you be born with? What are the three modern
management styles?

1.Why is leadership needed at all levels of organization?
2.What qualities of a leader were needed in the past? What qualities of a leader are needed now?
What factors have influenced change of priorities?
3. What leaders do modern businesses require? What should be done to instill these qualities?
4.Leadership is traditionally considered to be an inborn quality. Is it possible to teach those skills?
Are you a leader or a follower by nature?
5.What types of leaders do you know? What management style is typical of a task-motivated
leader/ a relationship-motivated leader?
6.What does it mean “to delegate authority”? Does it have any benefits for the boss/ the
employees? What management style is empowerment typical of?
7.Should a leader be good at team-building? What kind of people should be included in a team and
why? What role would you prefer and why?
8.Which of the three management styles would you prefer to use as a manager/ experience as an
employee? Why?

3.What are the main forms of capital? How is each form of capital raised? What is

leverage? What company is called a highly leveraged one?

1.What parts is after-tax profit divided into? How is a dividend cover calculated? What does a
low dividend cover (below 1.0) mean?
2.What is accounting? What is the difference between accounting and bookkeeping?
3.What is creative accounting? How can companies make the figures in financial documents
more attractive than they really are?
4.What does auditing mean? Who is audit carried out by?
5.What organizations set rules for the companies in the USA and Britain?

7.5. MeroanyecKkue MaTepuaJbl, ONpeae/Isomue Npoueaypsl OleHUBaHUA 3HAHUH,
YMeHH i, HABBIKOB U (MJIM) ONbITA AeSITEJIbHOCTH, XaPAKTEPHU3YIOLIUX ITANbI
¢GopmupoBaHus KOMIIETEHUMH

Jlnst  oOywaromuxcss 1o O4HOM (opme oO0ydeHHuss YpoBeHb CHOPMUPOBAHHOCTH
KOMITCTCHIIMH  (KOMIICTCHIIMI), peaau3yeMbIX JaHHOW JUCHUIUIMHOM, OLEHHBAeTCA C
MpUMEHEHUEM OAJTBHO - PEUTHHTOBOM CUCTEMBI B X0JI€ TEKYIIEH U MPOMEKYTOYHOM aTTeCcTalluu
CTyAeHTOB corynacHo [lonokeHuto 0  OaUIbHO-PEUTHMHTOBOW  cuUCTeMe ABTOHOMHOMU
HEKOMMEpPYECKOl ~ OopraHu3aluu BbICIIero oOpasoBaHust «VMHCTUTYT MeEXIyHApOIHBIX
SKOHOMHUYECKHUX CBS3EN».

Jlnst  oOydarommxcss IO OYHO-3a0YHOM M 3a04HOM ¢opMaM 0OydeHUS YPOBEHB
Cc(OPMHUPOBAHHOCTH KOMITCTCHIIMU (KOMIICTCHIIMIA), PEATU3yeMbIX JTaHHON JUCIUTUIMHON
OLICHUBAETCA C  WCHOJb30BAaHUEM  TPAJAMLIMOHHOM  IIKAJIbI:  «HEYJOBJIETBOPUTEIBHO,
«YIOBJIETBOPUTEIILHOY», «XOPOLIO», «OTIUYHO» (IIPH MPOBEIECHUH HK3aMEHA) MIIU «3a4TE€HO» /
«He3auTeHo» (MpU MpOBENEHUM 3auyeTa), corjiacHo I[lonmojkeHHI0o O TeKylleM KOHTpoJie U
npoMexXyTouHoi arrectauuu oOydatonmmxcsi B AHO BO «MHCTUTYT MeXIyHApOJHBIX
SKOHOMHYECKHX CBSI3EN».

IIpoueaypa u KpuTepUHU OLEHKH € PUMEHEHUEM 0a/VIbHO-PEHTHHIOBOI CHCTEMBbI

MakcumanbHast OlleHKa TeKyIe paboTsl cTyieHToB — 50 Oanos, B T.4:

- MOCEIICHWE ayJAUTOPHBIX 3aHATHI (KOHTakTHas paboTa — JEKUUHU, MPaKTHUYECKUe
pabotbl/cemuHapbl) — MakcumyMm 20 0aos;

- paboTa Ha ceMHHapaX M MPAKTUYECKUX 3aHATUAX (BBICTYIUIEHHME C JOKJIAIOM,
MOJTrOTOBKA MPE3CHTAINH, YCTHBIE OTBETHI, pelIeHu 3a1a4, paboTa CTyJICHTOB MaJIbIX TPYIIax,
BBITIOJTHCHHE 3aJ]aHUH U T.11.) — MakcuMyM 20 6ajuios;
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- MUChbMEHHAsT KOHTPOJbHAs pabora, pedepar u aApyrue BHABI MUCBMEHHBIX pPabOT —
MakcumyM 10 GayioB (eciu npeaycMOTPEHO BHIIOJIHEHKE IBYX pabOThl — MAKCUMYM 10 5 6ayioB
3a KQXIYy10).

IIpoMe:kyTOUHasi aTTecTAlUsl B COOTBETCTBUU C YUEOHBIM IUIAHOM IO HAIPABJICHUIO
38.03.01 Dxonomuka, nmpoduias «MupoBas 3KOHOMHKa» 0 JUCIHUIUIMHE MPOBOAMUTCS B (hopme
3ayera.

MaxkcrManbHasi OlleHKa 3HaHUM, YMEHU U HaBBIKOB CTYJIEHTA, BBISBIICHHBIX B X0/1€ 3a4€Ta
— 50 6amnoB. Cymma 0ajuioB Ha 3aueTe CKIJIQABIBACTCSA W3 OLEHKH MPABUJIBHOCTU BBIIOJIHEHUS
TECTOBBIX 3a/IaHU{ WJIM YCTHOTO OTBETA U PEUICHUS CUTYallMOHHBIX 3a/1ad.

MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBIMOJHEHUS 3alaHUM Ui MPOBEPKU YPOBHS
chopMupPOBaHHOCTH 3HAHUM — 20 6AJLTOB. ITO MOTYT OBITH TECTHI HJIM TIPU YCTHOM 324€TE OTBETHI
Ha BOTMPOCHI OuieTa (3a Kaxkaplid Bompoc He 6onee 10 Gamnon).

IIIkaja olleHKH TeCTOBBIX 3aJaHHl

e TecThl 3aKpHITOTO TUIA (MHOXKECTBEHHOT'O BBIOOPA, aIbTEPHATUBHOTO BHIOOPA, UCKITIOYECHUS

JIMILHET 0, BOCCTAHOBJIEHUS [10CIIEJOBATEILHOCTH )

[IpaBunsHO BBIOpaH BapuaHT oTBeTa — | Oan
e TecThl NOIIOIHEHUA

Brnucan BepHbIit oTBET — 2 Oania

Ikaja oueHMBaHUs YCTHOIO OTBeTa (B 0a/1J1aX) HA BONIPOC HA 3a4eTe

Tema packpsITa ¢ OOPOK Ha COOTBETCTBYIOLIME IMOHITHUS

U TEOPETUYECKUE TIOJI0KEHUS 3
AprymMmeHTanus Ha TEOPETUYECKOM YPOBHE HEMOJHAsL, HO C

PackpeiTne TeMel, OIOPOI Ha COOTBETCTBYIOIIUE TIOHSATHUS 2

UCTIOJIb30BaHUE

OCHOBHBIX ITOHATUI

(MaxcuMyMm 3 Gasuna) AprymeHTalnusi Ha TEOPETUYECKOM YPOBHE HEIOJHAs, 1
CMBICJI PsiJIa KJIIOUEBBIX MOHITHHA HE 00BSCHEH
TepMUHOJIOTMYECKHIT — anmapaT HEMOCPEACTBEHHO HeE
CBS3aH C PACKPBIBAEMOU TEMOU 0
[TpuBoasiTcs hakThl U IPUMEPHI B IIOJTHOM 00BbEMe 3
[TpuBoasATCS IPUMEPHI B TOJTHOM 00BEME, HO MOXKET OBITh
nomymieHa (akThdeckass omuOka, HE TMpuBEAmas K 2

N3noxenue GhakToB
U TIPUMEPOB I10 TeMe
(MakcumyM 3 Gasia)

CYHICCTBCHHOMY HUCKAXXCHHUIO CMEIC]IA

[IpuBonsaTCs mpuUMepsl B YCEYEHHOM 00beMe, JTOMYIIEHO
HECKOJBKO (DAaKTUYECKUX OIIMOOK, HE TMPHUBEIIIUX K
CYIIECTBEHHOMY MCKQ)KCHHIO CMBICIIA

Jomymiensl  (QakTU4ecKre W JIOTUYECKUE  OIIHOKH,

CBUACTCIIBCTBYIOIIUMEC O HCIOHMMAHNU TCMbI

Komno3uimonnas
1[EJTOCTHOCTb,
JIOTHYeCcKast
MTOCIE0BATEILHOCTD
(MakcumyM 3 Gaa)

OTBeT xapakTepu3yeTcsi KOMIO3UIMOHHON LENbHOCTBIO,
coOuroieHa JIOTUYecKas [IOCJIEI0BATEIbLHOCTD,
MOAJICPKUBACTCA PABHOMEPHBIA TEMII Ha MPOTSKECHUU
BCEr0 OTBETA

OTtBeT xapakTepu3yeTcsi KOMIO3UIMOHHON LENbHOCTBIO,
€CTb HApYyLICHUS MOCIEAOBATEIEHOCTH, MOIAEPKUBACTCS
PaBHOMEPHBII TEMII Ha MPOTSHKEHUU BCETO OTBETA

Ecte HapymieHHsi KOMIIO3UIIMOHHOW IIEJIOCTHOCTH U
noCJIICA0BaTCIbHOCTH, 6OJII>H_IO€ KOJINYECTBO
HEONPaBJAAHHBIX 1ay3

He MMPOCJIICIKUBACTCH JIOTMKA, MBICJIb HC PA3BUBACTCA

PeyeBEBIX U JIEKCHUKO-
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rpaMMaTHYECKUX
OIIMOOK HET
(1 6amm)

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHUl 7S MPOBEPKH YPOBHS
c(hOpMHUPOBAHHOCTH YMEHUH 1 HaBBHIKOB — 30 6aJLI0B.

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHUMl N7 MPOBEPKH YPOBHS

chopmupoBaHHOCTH yMeHUH — 10 6as10B.
[Ikana olleHWBaHUs CTAHIAPTHBIX 3a/1a4

[TonnMaHue peacTaBIeHHON HH(OpMAIHH 0 1 2 3
N3noxenue GhakToB 0 1 2 3
[Ipemnoxxenue crocobda peuieHus npoodIeMbl 0 1 2 3
AKKypaTHOCTh 0(hOpMIICHHS 1
HUTOrO: 10

MaxkcruManbHOE KOJIHYECTBO OAJJIOB 3a BBIMOJIHEHUS 3aJlaHUM N7 TPOBEPKH YPOBHS

chopMuUpOBaHHOCTH BiiajieHn — 20 6aJ1/10B.
[Ixana onleHUBaHUS HECTAHAAPTHBIX CUTYAIIMOHHBIX 337a4, TPEOYIOIINX apryMEHTAI[U!
COOCTBEHHOM TOYKHU 3PCHUS
[TonnMaHue npeacTaBICHHON HH(OpMAIHH
N3noxenue GhakToB
[Ipemnoxxenue crocobda petieHus npoodIeMbl
O06ocHOBaHHUE CcI0CO0a pEmIeHUsI TPOOIEMbI
[IpennoxeHue albTEPHATUBHOTO BAPHAHTA
[TosmHOTA, OCIEIOBATEIBHOCTD, JIOTHKA U3JI0KEHHS
AKKYpaTHOCTb U IPABHJILHOCTH 0(hOpMIICHHS
HUTOTI'O: 20
[Ipu BBICTaBIEHHM 3a4eTa OLICHKH CYMMHUPYIOTCS Oailibl, MOJy4E€HHbIE B XO/€ TEKYyIIeH

paboThI 1 GasuIbl, MOTyYECHHBIE HEMOCPEICTBEHHO B XO/I€ 3a4eTa.

[TepeBon wTOroBO¥ CyMmbl OammoB mo auctuminHe w3 100-0ayibHONM B DKBUBAJICHT
TPaJUIIMOHHOHN NATHOAIIIBHON CUCTEME OCYILIECTBIIECTCS B COOTBETCTBUU CO CIIEAYIOIIECH HIKAIOM
(1. 3.3 [TonoxxeHust 0 GATLHO-PEUTUHTOBOM CUCTEME):
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3auer
Bauiel mo 100-0anpHOM-IKaIE TpaguunoHHasi cucTeMa OLIEHKH
50-100 6amaoB 3a4uTeHo
49 6a1I0B 1 HIKE He 3aureno

Onucanue MKaJIbI OIICHUBAaHUA

OrneHka OneHKa OneHka «xopouio» OrneHKa
«HEYIOBIIETBOPUTEIHHO» | «YyIOBICTBOPUTEIHLHO) (3a4TeHO) COTJIMYHO»
(HE 3a4TeHO) (3auTeHO) 70-84 6amoB (3auTeHO)
49 6annoB U HUXKE 50-69 6amnoB [ToBbIIeHHBIIH 85-100 6annos
KOMIIETEHIIUS ba3oBblii ypoBeHb YpPOBEHb OCBOCHUS | BBICOKHUI ypOBEHB
(KOMITETEHIUH ) HE OCBOCHUS KOMIIETCHIINH OCBOCHUS
chopmupoBana KOMITETCHITH (KOMTIETEHIIHIA) KOMITETCHITH
(KoMIeTeHIHi) (KoMIeTeHHi)
Kommnerentus (ee yactp) Kommnerenmus (ee OO6yuarommmiics OO6yuarommiics
HE pa3BUTA. 9acTh) HEAOCTATOYHO | BIAJEET 3HAHUSIMHU U obnamaer
OOyuJarommiics He pa3BuUTa. YMEHUSIMH, BCECTOPOHHUMU U
obnamaer OOyuarommiics TPOSIBIISIET 1y OOKUMHU
HEOOXOIUMBIMU YaCTUYHO 3HAET COOTBETCTBYIOIINE 3HAHUSAMU,
3HAHUSIMH, HE CMOT OCHOBHBIE HABBIKU TIPU YBEPEHHO
IPOJIEMOHCTPUPOBATh TEOPETUUECKHE pelieHun JIEMOHCTPHUPYET
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YMEHUSI U HABBIKU MOJIOXKEHUS, JOITYCKAaeT CTaHAAPTHBIX U YMEHHUSs, CIOKHBIE
OLIMOKY MpHU HECTaHJapTHBIX HaBBIKH, YBEPECHHO
onpe/IeJICHUU TOHITHH, 3a/1a4, HO UMEIOT OpUEHTUPYETCS B
CHoco0O€eH pelaTh MECTO HEKOTOpHhIE MPAKTUYECKUX
CTaHJapTHbIE 33J1a4H, HETOYHOCTH B CUTYaIUsX.
JOTTyCKast HeOOJbIINe JEMOHCTpALNH
MOTPEIIHOCTH OCBOCHHMSI MaTepuasa

Ilpouenypa W KpuTepuM OIEHKH ¢ NPUMEHEHHEM TPAAUIHOHHON IIKAJIbI
OlLleHUBAHUS

JlJis CTYIEeHTOB OYHO-3209HON M 3209HON (opM 00y4YeHHS YPOBEHb CHOPMUPOBAHHOCTH
KOMIIETEHIIMH OIIEHUBAETCS C UCIOJIb30BAaHUEM TECTUPOBAHUS - CUCTEMBI CTaHAAPTU3NPOBAHHBIX
IIPOCTBIX U KOMIUIEKCHBIX 3aJaHMM, MO3BOJSIOIIECH ONPENEIUTh YPOBEHb 3HAHUN, YMEHHUU U
BIIaJICHU 00yYaromerocs.

Kpurepuu onienuBanus 3a1anuii:

OLIGHKa «YIOBJIETBOPUTENBHO» / «3auTeHO»- 3a 51-69% mnpaBUIbHO BBITOJIHEHHBIX
3aJaHuM,

OIICHKA «XOPOIIoY / «3auTeHO» - 32 70-85% IpaBUILHO BHIMOJIHEHHBIX 3a/IaHUM,

OIICHKA «OTIUYHO» / «3a4TEHOY - 3a TIPABHIILHOE BBITIONHEHUE Oosee 85% 3amanuii.

B cnyuae mpoBeneHUsT MpOMEXKYTOYHOM aTTECTAllMd B YCTHO - NMHChbMEHHON (opme
HCIIOJIB3YETCS CJIEYIOIAs IIKaja OLICHUBAHUSA:

Onenka «omauuno» / «3aumenoy. OTBETbl Ha IOCTABIEHHbIE BOIPOCHI HM3J1araloTcs
JIOTUYHO, TIOCTIEIOBATENIEHO U HE TPEOYIOT JOMOIHUTENBHBIX MosicHeHui. [1oTHO packpbhIBatoTCs
MPUYMHHO-CJIEICTBEHHBIE CBSI3U MEXAY SBICHUSMHU U coObITUsMH. [lenaiorcs oO0CHOBaHHbBIE
BbIBOABIL. [IpakTHueckas 3agaua penieHa BepHo. CTyJIeHT yBEPEHHO OTBEYAET Ha JIOTIOTHUTENIbHbIE
Bonpockl. [Ipu mpoBeeHNH TeCTUPOBAHUS KOJIMYECTBO IPABUIIBHBIX OTBETOB OOJIbINIE WM PABHO
85 %.

Onenka «xopowo» / «3aumenoy». OTBETbl Ha IOCTABJIEHHBIE BOIPOCHI M3JIararoTCs
CHUCTEMAaTHU3UPOBAHO M TMOCJIEAOBAaTEeNbHO. Marepuan wu3naraerca JOCTaTOYHO YBEPEHHO.
PackpbIThl IPUYMHHO-CIICCTBEHHBIE CBS3U MEXK/Y SIBICHUSMH U COOBITUAMU. J[eMOHCTpUpyeTcs
yMEHUE aHAJIU3UpPOBATh MaTepHall, OJHAKO HE BCE BBIBOJLI HOCAT apryMEHTHUPOBAHHBIN U
Joka3aTenbHbI  xapakTtep. [IpakTuyeckass 3amaya pemieHa BepHO, JHOO  JOMylIeHa
HecyliecTBeHHass omuoOka. CTyIeHT MOXKEeT JOMyCTUTh HETOYHOCTh TMPH OTBETE Ha
JOTIOTHUTENIbHBIE BOMPOCHL. [IpH mpoBeeHnn TeCTUPOBAHUS KOJIMUYECTBO MPABMIBHBIX OTBETOB
6omb1ie uian pasao 70 %.

Ouenka «ydosremeopumenvroy /  «3aumeno». JIOMyCKalOTCS  HapyUIeHUS B
MOCIIEI0BATENbHOCTU H3JI0XKEeHHUs. HemoysHo packpbIBalOTCS MPUYMHHO-CIEACTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUSAMHU. J[eMOHCTPUPYIOTCS TMOBEPXHOCTHBIE 3HAHMS BOmpoca. B
pElIeHNH MPAaKTUYECKUX 3a]au JOMyIleHa OMKOKa, UCIIpaBisieMasl C MOMOIIBIO MPernoaaBaTess.
Nmerotcs 3aTpyaHenus ¢ BbiBogamMu. CTyIEHT YaCTUYHO OTBEYAET Ha JOTIOJHUTEIbHBIE BOITPOCHI.
[Tpu nmpoBeneHnU TECTUPOBAHUS KOJTMYECTBO MPaBUIBLHBIX OTBETOB Oosee 51 %.

OueHka «HeyOoosnemeopumenvHo» / «He 3aumeHoy». Marepuan  H3Jaraercs
HEIOCJIEI0BaTeNbHO, COMBYMBO, HE TPEICTABIAET OINPEACICHHOW CHUCTEeMbl 3HAaHUU IO
nucuurmHe. He packpbiBaroTCs NPUYUHHO-CIIEICTBEHHBIE CBS3HM MEXKIY SBICHHUSIMU U
coObITusiMU. He mpoieMOHCTpHUpOBaHO YMeHUE aHau3upoBaTh Matepuali. [Ipaktuyeckas 3agaua
HE pelleHa WM pelieHa He BepHO. BhIBoAbI HE MpaBWiIbHBI WM HE clenaHbl. OTBEThl Ha
JOTIOTHUTEIbHBIE BOMPOCHl OTCYTCTBYIOT. [Ipu mpoBeAeHMHM TECTHUPOBAaHUS KOJIUYECTBO
IIPaBWIBHBIX OTBETOB MeHee 50 %.

IIpu QopmupoBaHUM OKOHYATEIHHOTO pe3yJibTaTa IPOMEXKYTOUHON aTTecTaluu C
NPUMEHEHUEM TPATUIMOHHON IIKaIbl OIEHWBAHUS YUYUTHIBAIOTCS PE3YJIbTAThl TEKYLIEro
KOHTPOJISI paOOTHI CTYJICHTA U OIICHKA MOYKET ObITh TTOBBINICHA HA OJWH Oasll.
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8. IlepeyeHb OCHOBHOM M IOMOJHUTEIbHON YUeOHOI JIUTEPaTyPhl,
He00XO0UMOM 1JI151 0CBOEHHS TMCUUILTUHBI (MO1YJIs1)

8.1. OcHoBHas quTEpaTypa

1. Mouceesa, T. B. AHIHICKAN SI3BIK TSI 9KOHOMHUCTOB : Y4eOHOE 1MocoOue Jist BYy30B /
T. B. Mouceesa, H. H. [{aruiuna, A. 1O. [lupokux. — 2-e uza., mepepad. u gomn. — Mocksa :
NznarensctBo FOpaiit, 2023. — 157 ¢. — (Bricmiee oopazoanue). — ISBN 978-5-534-08911-0.
— Teker : onextponsbiii // OOpasoBarenbHas 1uiatdopma FOpaiit [caiit]. — URL:
https://urait.ru/bcode/516202

2. AmypOekoBa, T. . Anrmmiickuii s3pIKk s 3koHOMHUCTOB (B1-B2) : yueOHHMK u
npakTukym Juis By3oB / T. M. AurypGekoBa, 3. I'. MupzoeBa. — 2-e u3f., uctp. u gom. — MockBa
: UsmarensctBo KOpaiit, 2023. — 195 c. — (Briciiee o6pazoBanue). — ISBN 978-5-534-07039-
2. — Tekcr : snektpoHHbld // OOpazoBarenbHas targopma HOpaiit [caiit]. — URL:
https://urait.ru/bcode/512909

3. Croramesa, O. H. Anrmmiickuii s361k 1u1st 3konomuctoB (B1-B2). English for Business

Studies in Higher Education : y4e6HOe mocobue mist By3oB / O. H. CroruueBa. — Mocksa :
NznarensctBo FOpaiit, 2023. — 197 ¢. — (Bricmiee oopazoanue). — ISBN 978-5-534-10008-2.
— Teker : onextponsbiii // OOpasoBarenpHas 1uiatdopma IOpaiit [caiit]. — URL:

https://urait.ru/bcode/517158

4. Mensiino, B. B. Akanemudeckoe nucbMo. Jlekcuka. Developing Academic Literacy :
yueOHoe mocobue aisa By3oB / B. B. Mensiino, H. A. Tynsakora, C. B. Uymunikun. — 2-¢ u3f.,
uctp. u gon. — Mocksa : UznarensctBo FOpaidt, 2023. — 240 c. — (Briciee ob6pa3oBanue). —
ISBN 978-5-534-01656-7. — Tekct : anextponnsiii / ObOpa3zoBarenbHas miardopma HOpaiit
[caiiT]. — URL.: https://urait.ru/bcode/513761

8.2. lonotHuTEIBHAS IUTEPATYPA

1. AHTIMIACKU# S3BIK TSl U3YYalOIMUX MexayHapoaHabie otHommeHus (B2-C1) : yueOHUK
s By3oB / H. B. Apxanuesa, JI. E. bymkanen, A. K. T'apaesa, /I. B. Ts6una. — Mocksa :
NznarensctBo FOpaiit, 2023. — 255 ¢. — (Bricmiee oopazoBanue). — ISBN 978-5-534-10866-8.
— Teker : onextponsbiii // OOpasoBarenbHas 1uiatdopma FOpaiit [caiit]. — URL:
https://urait.ru/bcode/517066

2. Crynnukosa, JI. B. Awuramiickuii s3pIKk B MexayHapoaHoMm Ousnece. English in
international business activities : yaeOHoe mocobue anst By3oB / JI. B. CTtynHukoBa. — 2-¢ U3,
nepepad. u gon. — Mocksa : M3gatensctBo FOpaiit, 2023. — 216 c. — (Bsicmiee oOpazoBanmue).
— ISBN 978-5-534-11015-9. — Texkcrt : anexTpoHHbIH // O6pazoBaTenbHas miaTgopma FOpait
[caitT]. — URL.: https://urait.ru/bcode/517594

3. IlectoBa, M. C. AHrAMiickuii sI3bIK: MEPEBOJ] KOMMeEpUEcKoi nokymenTtanuu (B2) :

yueOHoe mocobue st By3oB / M. C. IlecroBa. — 2-¢ u3n., mepepad. m mon. — MockBa :
WznparensctBo FOpaiit, 2023. — 191 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-11543-7.
— Tekcr : onexkrponHbid // OOpazoBatenbHas mnatdopma IOpaiit [caitit]. — URL:

https://urait.ru/bcode/517265

4. Slxymesa, . B. Anrmmiickuii s3eik (B1). Introduction Into Professional English :
y4eOHUK U pakTUKyM Juis By3oB / W. B. Skymesa, O. A. JlemuenkoBa. — 3-€ U3/1., UCTIP. U JOIL.
— Mocksa : U3parensctBo FOpaiit, 2023. — 148 ¢. — (Bricmee o6pazoBanue). — ISBN 978-5-
534-07026-2. — Texkcr : anexTpoHHbIH // O0pa3zoBarenbHas miardopma FOpaidt [caiit]. — URL:
https://urait.ru/bcode/512146

5. Heszopona, I'. JI. Anrnuiickuii s3pIk. ['paMMaTika : yueOHOe nocoOue ams By3o0B / I
1. Hes3opoga, I'. . Hukurtymkuna. — 2-e u3f., ucnp. u gomn. — Mocksa : 3narensctBo FOpaiir,
2023. — 213 c¢. — (Bwicmee obOpazoBanme). — ISBN 978-5-534-09359-9. — Teker :
anexkTpoHHbd  //  OOpasoBarenbHas  1argopma  FOpaiit  [caiit]. —  URL:
https://urait.ru/bcode/512890
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9. Ilepeuenb pecypcoB HH(OPMALMOHHO-TEJIEKOMMYHUKAIUOHHOM ceTn "UHTepHeT",
HEe00XOIMMBIX JJI51 OCBOCHHS THCIUILIAHBI (MOAYJIs1) U HH(POPMAILIMOHHBIX TEXHOJIOT U,
HCI0JIb3yeMbIX IPH OCylIeCTBJIEHUH 00Pa30BaTeIbHOIO Npouecca no AUCHHUILINHE
(MoayJ110), BKJIIOYAS NIepeYeHb NPOrPaMMHOI0 odecnievyeHnsl 1 HH(POPMaMOHHBIX
CNIPABOYHBIX CHUCTEM (MIPH HEOOXOAMMOCTH)

1. http://biblioclub.ru - 9bC «YHuBepcureTcKast OHOIHOTEKA OHITAHHY

2. http://learnenglish.britishcouncil.org/ caiir bpurtanckoro CoBera ¢ 0aHKOM
MaTepUalioB Uil YPOKOB M CAMOCTOSTEILHOTO M3YYEHHs aHTJIHMHCKOrO $3bIKAa MO Pa3IHYHBIM
TeMaM KakK O0ILEero, TaK 1 AEJI0BOro xapakrepa. OXBaueHbI BCE YPOBHU JEKCUYECKOW CIIOKHOCTH:
OT HAYaJIbHOTO JI0 CAMOT'0 TIPOIBUHYTOTO.

3. https://www.duolingo.com/ - GecriiaTHbIi CEPBUC ISl U3yUSHHSI MHOCTPAHHBIX SI3BIKOB
¢ uyms. [Iporpamma moctpoeHa B gopMe «aepeBa JOCTHKCHHI»: Y4TOOBI MEPEeHTH HAa HOBBIN
YpOBEHb, HY)KHO CHayaja HaOpaTh OIPEICIICHHOEC KOJIWYECTBO OYKOB, KOTOpPBIC MAIOTCS 3a
npaBuiibHbIE OTBeThl. EcTh npunoxenus s i0S u Android.

4. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, cTaThbsIMA U BUJICO
3apHCOBKAaMH ISl M3YYalOUIMX AHTIMHCKHHA SI3BIK, BCE MaTEpUANbl YCJIOBHO pa3JelieHbl Ha
JICKCUYECKUE U TPAMMATHYECKHUE, JOCTYITHBI BCE YPOBHU CI0XKHOCTH.

5. https://www.economist.com/ - s5KoHOMHUYECKHI CaliT U POPYM Ha aHTITMHCKOM SI3BIKE,
COZICpIKAILMi JICTIOBbIE HOBOCTH, SJKOHOMHYECKHE CTaThU Ha JEJIOBYIO TEMAaTHKY, 00CYKICHUE
po0JIeM JIeTOBOTO XapaKTepa.

6. https://www.ft.com/ - caliT 3KOHOMHUYECKOM ra3eThl Ha AHTTIUHCKOM si3bIKe. COACPIKUT
JICTIOBBIE HOBOCTH, SKOHOMHYECKHE CTAaThU Ha JENIOBYIO TEMAaTHKy, OOCYXIeHHE NpoOiIeM
JIETIOBOTO XapakTepa.

JInieH3MOHHOE IPOrpaMMHOe ofecnieyeHue:

- Windows (3apy0exHoe, BO3ME3THOE);

- MS Office (3apy0exHOE, BO3ME3THOEC);

- Adobe Acrobat Reader (3apyOexHO€, CBOOOTHO PacIpOCTPAHIEMOE);

- Koncynpsrantllmoc: «Koncynprantllmoc: Ctynent» (poccuiickoe, CcBOOOAHO
pacrpocTpaHseMoe);

- 7-zip — apxuBaTop (3apyOexkHOE, CBOOOTHO PaCIPOCTPAHIEMOE);

- Comodo Internet Security (3apy0exxHoe, CBOOOTHO pacpoCTpaHsIeMoe).

10. MeToanueckue ykazaHus JJis1 00yYAKOIIMXCS M0 OCBOCHUIO M CIUIJIMHBI (MOIYJIs1)
CoBeTbl 110 BeIeHHUIO IJ10ccapusi MPo(ecCHOHATIBLHBIX TEPMUHOB
V' 0TOOpaHHBIE TEPMUHBI U JIEKCHUECKHE €IUHHIIBI JOJKHBI OTHOCUTHCS K IIMPOKOMY H Y3KOMY
npoIII0 CIENUATBHOCTH;
v’ 0TOOpaHHBIE TEPMHUHBI U JICKCHYECKHE €IUHUIBI JOKHBI ObITH HOBBIMHM M HE IyOJIMpOBATh
paHee U3yUYeHHBIE;
v’ 0TOOpaHHBIE TEPMUHBI M JIEKCHYECKHE €IUHUIIBI JOJDKHBI OBITH CHAOMKEHBI TPAHCKPHUIILIUECH 1
MEPEeBOJIOM Ha PYCCKUU S3bIK (BO HM30€KaHWE HETOYHOCTEH pPEeKOMEHIYeTCS MOJb30BaThCs
CIIEIUATTN3UPOBAHHBIM CIIOBAPEM);
v' 00l1ee KOJIMIECTBO OTOOPAHHBIX TEPMUHOB HE JOJKHO OBITH MeHbIIE 500 eMHuII;
v’ 0TOOpaHHBIE TEPMUHBI M JIEKCHYECKUE €AMHUIIBI IPEIHA3HAYEHBI /IS aKTUBHOTO YCBOEHHS 1
JTOJIKHBI MCIIOJIB30BAThCS ITPU UTEHUU, BOCIIPUSATUN HA CIIYX, TOBOPEHHUH U MHCHME.
MeToanyeckue peKOMeHIaAMHU 0 HANTHCAHUIO J1€JI0BOT0 MUCbMA
[TrcbMO TOJKHBI OBITH SICHBIM, KPATKUM U BEKITUBBIM.
YroTtpebsiiTe MPOCThIe CIOBA/BBIPAYKEHUS BMECTO BBICOKOIIAPHBIX U CTEPEOTUITHBIX, €CIIU
OHH MMEIOT OJIHO 3HaY€HHE, KOHKPETHBIE BMECTO a0CTPaKTHBIX. UeM TpOIle BEI TOBOPUTE, TEM
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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 KpPaTKOCTH W SICHOCTH B CBOMX
MUChMaX, eclii OyJeTe HCIONb30BaTh KOPOTKHE WM CPEAHEH UIMHBI MPEIIOKEHUS BMECTO
JUITMHHBIX M CIIOXKHBIX 000pOTOB. I'paMoTHOE naeneHne Ha ab3ambl 00JIer4aeT 3PUTEIBHOE
BOCTIPUATHE TEKCTA M 33/1a€T BCEMY MPOLIECCY PUTM.

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

IloapITOXKUM:

1. BreiOupaiiTe KOpOTKHE U CPEAHEH UTHHBI MPEJIOKEHUS, YIIOTPEOIHTE MPOCTHIC CIIOBA U
BBIPAXKCHUS

2. He ynotpe0isiiiTe pa3roBOpHBIC COKPAIIICHUS U CIICHT

3. Jlenurte HanmMcaHHOE HA a03aIlb

4. BynpTe BEKIUBBI U JUTLIOMATHYHBI

«lanka» nucbMa.

Kaxxnoe nemoBoe muceMo neyaraercs (THUIIETCs ) Ha y>Ke 3arOTOBJICHHOM, (prupMeHHOM Oanke. B
BEpXHEH YacTH OJIaHKa pa3MelnaeTcs Tak Ha3biBaeMas "'mamnka' - 3aroioBoK. OOBIYHO B 3ar0JI0BKE
JIaHBI CJIeAYIOIIHE CBeIeHUS
e  3apETUCTPUPOBAHHOE HA3BaHWE KOMITAHUHU
e  KpAaTKHUE CBEJICHHS O XapaKTepe ee JAesATeIbHOCTH,
e  KOHTaKTHas UHPOPMALHSI.

Tesio nucpma. 3akiaouutenbHas gpopma BexxaIuBocTH. [loanuce.

[lepBbrii  a03al] OCHOBHOTO TEKCTAa HAYMHACTCS C TMPEIUIOKECHUS, B KOTOPOM BBI
NOATBEPXKAAcTe TONyYeHHE MHCbMa OT Ballero KOPPECIOHIEHTa, WJIM CO CCBUIKM Ha
MOCTYTHBIIEE TUCHMO.

OO0b19HO 00BEM JIEIIOBOTO MHUChMa HE MPEBBIIIACT OaHY cTpaHuly. Ho, ecnm o0beM nucbMa
OoJbIIIe OJJHOM CTPAHMIIBI M €T0 MPOAOJDKEHHE HalleuyaTaHO Ha OOpaTHOH CTOpOHE JIUCTa, TO B
KOHIIE MIEPBOX CTPAaHUIIBI UIIETCH P.t.0., uTo o3HayaeT Please Turn Over (CmoTtpure Ha o6opoTte).

Ecnu BBI OTCBITIAaeTE KOMUW MUChMA U JPYTUM ajpecaTamM, TOTJa B KOHIIE MUChMa CeIaiTe
COOTBETCTBYIOIIYIO OTMETKY B BHJIE Ceaylolieit abopesuarypsl: "c.c." - carbon copies (TouHbIE
korun) uin Copy to...

WHornma BB HE XOTHTE, YTOOBI MOJIydyaTeNb Balllero IMHChMa 3HAN, YTO BBl €UIe KOMY-TO
oTocianyd Komuu. B 3ToMm ciydae BHM3Y muceM-Komuii Bbl ykasesiBaeTe "b.c.c." - blind carbon
copies. (CKpBIThIC KOITUH).

Ecnmu x nuceMy mMeeTcst puiIokeHue (Karajior, KOHTPAKT, CYeT W T.J.), TO BHU3Y, IOCIE
noanucu Jaenaerca ykazanue o0 srtom: "Enc:", "Encl:" - 3to cokpamenue ot Enclosure
(MpUIOKEHUE, BIIOKEHUE).

IIpumepHbIe I3bIKOBBIE KJIMIIIE /IJIsI IEJIOBOTO MIUCHMA 10 YaCTIAM:

1. Oopamenne

Dear Sirs, Dear Sir or Madam H(ecnn BaM HE M3BECTHO MM aJpecaTa) |

(ecnu BaM M3BECTHO UM aJpecaTa; B TOM
cllyyae KOTJa Bbl HE 3HaeTe ceMenHoe
Dear Mr, Mrs, Miss or Ms IIOJIOXKEHUE JKEHIIUHBI CIIeAyeT ucath Ms,
rpy0o0ii OIIMOKOM SIBISETCS UCIIOTh30BaHNE
dpassr “Mrs or Miss”)

Dear Frank, H(B oOpareHuu K 3HaKOMOMY YEJIOBEKY ) |
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2. Beryniienue, npeabiayiiee oommeHue.

\Thank you for your e-mail of (date)... HCnaano 3a Ballle MUCHMO OT (Yucia) |
‘Further to your last e-mail... HOTBeqa;I HAa BaIlIe MMUCHMO. .. |
I apologise for not getting in contact with you||Sl mpomry npomenus, 94T0 A0 CHX MOp HE
before now... HAIucasl BaM. ..

\Thank you for your letter of the 5th of March. HCnaano 3a Balle MCbMO OT 5 Mapra |

OTHOCHUTENBHO Ballero IMmHUcbMa oOT 23

With reference to your letter of 23rd March
Mapra

With reference to your advertisement in «The

Times» OTHOCHUTENBHO Balllel pekiambl B TalmMc

3. Yka3aHue NpuYMH HAMMCAHUS MUCHMA

‘I am writing to enquire about HH MUNTY BaM, 4TOOBI Y3HATb. .. |
‘I am writing to apologise for HH MUITY BaM, 4TOOBI H3BUHUTHCS 34... |
‘I am writing to confirm H}I MY BaM, YTO OBl HOATBEPIMT. .. |
\I am writing in connection with H}I TIMIIY BaM B CBSI3K C ... |
We would like to point out that... HMaI)'I. 'XOTCJ'II/I OBl 0OpaTUTH Balllec BHUMAHUE
4. IIpocboda

\Could you possibly... HHe MOTJIH OBI BHI. .. |
‘I would be grateful if you could ... HH ObLT ObI TIPU3HATEIICH BaM, €CJTH ObI BBI |
‘I would like to receive HH OBl XOTEJI IOJYYHUTb. ..... |
\Please could you send me... HHe MOTJIY OBl BBl BEICJIATh MHE. .. |
S. Cornamenue ¢ yCJIOBHSIMH.

‘I would be delighted to ... HH ObLT OBI paf ... |
‘I would be happy to H}I ObLI OBI CYACTIINB. .. |
\I would be glad to H}I ObL11 OBI paj... |
6. CooO1menue II0XHX HOBOCTEH

\Unfortunately HK COKaJICHHMIO. .. |
\I am afraid that ... HBorocr,, 9T0. .. |
\I am sorry to inform you that HMHe TSDKEJI0 cO00ImaTh BaM, HO ... |

K coxalieHuto, Mbl BBIHYKIEHBI COOOIIUTH

We regret to inform you that...
BaM O...

7. Hpnnomeﬂne K IUCbMY JONMOJHUTECJIbHBIX MATCPHUAJI0B

\We are pleased to enclose ... HMH C Y/IOBOJILCTBHEM BKJIA/IbIBACM. . . |
‘Attached you will find ... HB IPHUKPEIICHHOM (aiiie BbI HaiieTe. .. |
‘We enclose ... HMBI IPHIIATAEM. .. |
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\Please find attached (for e-mails) HBH HaiIeTe MPUKPEIUICHHBIN (aii. .. |

8. Bricka3biBaHMe 0J1ar0JapHOCTH 32 MPOSIBJIEHHbIH HHTEpeC.

\Thank you for your letter of HCnaano 3a Balle NUCbMO |
‘Thank you for enquiring HCHaCHGO 3a MPOSIBIICHHBIN UHTEPEC. . . |
\We would like to thank you for your letter of ... HMH XOTelH OBl T0OJIaroIapyuTh Bac 3a... |

9. [lepexon k apyroi teme.

\We would also like to inform you ... HMH TaK e XOTelu Obl COOOITUTH BaM O... |
\Regarding your question about ... HOTHOCI/ITGJ‘IBHO BAIIIEr0 BOIMPOCa O... |
\In answer to your question (enquiry) about ... HB OTBET Ha Balll BOIIPOC O... |
‘I also wonder if... HMCHH TaKKe HHTEPECyeT. .. |

10. {onoJiHuTEILHBIE BONPOCHI.

\I am a little unsure about... H}I HEMHOTO HE YBEPEH B ... |
\I do not fully understand what... H}I He JI0 KOHIIA MOHSIL. .. |
\Could you possibly explain... HHe MOTJIH OBbI BBl OOBSICHUT. .. |

11. Ilepenaya nadpopmanuu

I’m writing to let you know that... H}I M1y, 9TOOBI COOOIIHT O ... |
\We are able to confirm to you... HMH MOYKEM IOITBEPIHTS ... |
‘I am delighted to tell you that... HMH C YJIOBOJIbCTBHE COOOIIAEM O ... |
We regret to inform you that. .. K coxxanenuto, Mbl BBIHYKICHBI COOOILIUTE
BaM O...

12. Ilpensioskenne cBoei MOMOIIA

‘Would you like me to...? HMory au s (cpenats)...? |
\If you wish, 1 would be happy to... HECJm XOTHTE, 51 C PaOCThIO. .. |

CooOmure, ecii BaM ITOHAZOOUTCS MOS

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

13. HanoMuHaHue 0 HAMEYEeHHO| BCTpeue WK 0KUAaHue 0TBETA

‘I look forward to ... HH C HETEpIICHUEM XK1y, |
\hearing from you soon HKorz[a CMOTY CHOBA YCIIBIIIATh BAC |
‘meeting you next Tuesday HBCTpe‘II/I C BaMH B clieAyromnuii Bropauk |
\seeing you next Thursday HBCTpeqn ¢ Bamu B YeTBepr |
14. IToanucey

Hckpenne Bam (ecnu ums yenoBeka Bam
HE U3BECTHO)

Yours faithfully,

‘YOUI’S sincerely, H(GCJII/I uMs BaM u3BecTHO) |
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Kpurepun omeHkm mnmceM: JOTMYHOCTb

COACPIKaHUA, HAJIUYHUC A3BIKOBLIX  KIIMIIC,

yOeIUTEeIbHOCTh apTyMEHTAIINH, TPAMOTHOCTh, OopMIIeHHE PaOOTHI.

MeToauueckue PECKOMEHIAIUHA ITO MMOJATOTOBKE H 3alIIMTE NMPE3CHTAIUN

NANENENIN

Omnpenenure TeMy, Lieb U TUIaH BBICTYIUICHUS.

Y cTaHOBUTE POJOKUTEIEHOCTD TPE3EHTALINH;

OOparuTe BHUMaHUE Ha OCOOCHHOCTH CITyIlIaTelNeH;

[TpexycMoTpuTe BKIIIOYEHHUE CITyIIATENel B 00CYKIEHHE TEMBI-TIPOOJIEMBI;

Crnenute 3a MaHEpOU MPEJCTABICHUS NMPE3CHTALMHU: COONIOICHIE 3PUTEIILHOTO KOHTAKTA C

ayJIUTOpUEH, BBIPA3UTEIBHOCTD, JKECTUKYJIALNA, TEIOABUKEHUS;
v' TlpemycMOTpUTE WILTIOCTPAIMH (HO HE TIEperpyxKaiiTe HMHU CIaii/ipl), KJII0UYEBbIe CI0BA,

v OGs3arebHO
IIPE3CHTALUCH.
TpeOoBaHMsl K NPe3eHTALMH:

MIPEeyCMOTPUTE

peneTUuIno

BBICTYIINICHHUS B  COINPOBOXKICHUHU C

Berymienue (mouemy BeIOpaHa aHHas Tema Mpe3eHTanun) (2 ciaiina)

Crnukep mpe3eHTyeT CBOIO TEMY M OTBEYaeT Ha BONPOCH YYACTHUKOB.

IIpuMepHbIe KanIIe 1Js 3aIUTHI Pe3eHTAIMU:
Hauauo

4. 7-12 cnaiimos B PowerPoint

5. [Tnan npe3eHTanuu:

v

v OcHOBHas 4acTh

v 3akiroueHue (BbIBOABI) (2 crnaitna)
6.

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-

MPUCAKUBANTECH, PUrPOSe —

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 unen.

T'1aBHast yacTh

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, I will begin with an overview of ...
Then, Ms. Smooth will present the data that
she gathered and her ideas for ... She will be
followed by Mr. Hanson, who will discuss
adapting our product to meet market needs,
and at last we'll make a conclusion with the
main recommendations.

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...
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Since we have very limited time today,
please hold your questions until the end of the
presentation.

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 —
103BOJIbTE HauaTh, Say thanks — 61aromaputs, Overview — o63op, present the data —
NpeCTaBIIATh JaHHbIe, at last — nakoner, conclusion — 3akirouenue, wrap things up —
3aBepmium, hold the questions — nepxarts (He 3a0bIBaTh) BOmpockl, SO far — moka, interrupt -
pephIBaTh

Hexotopsie (hpa3bl, 1aHHBIE HUXKE, TOMOTYT HE pacTepsAThCS U CPOKYCHPOBATh BHUMAHUE
ayAUTOPHH B HanOoJiee BXKHBIX TOUYKaX Mpe3eHTanun. ®Opasbl OMHAKOBHI IS TI000T0 THIIA
Ipe3eHTalMK — HOPMaNTBbHOTO U HEPOPMATIBLHOTO.

English Russian

Teneps B3rJIsiHEM Ha ...

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

Teneppb naBaiiTe NepenIeM K ...

[Ipomomxumc ...

OTO OTCBIIACT HAC K CIENYIOLIEMY IIYHKTY ...
JIBuraemcs K HaleMy CJIEAYIOLIEMY CIaiay

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 ...

3akiroueHue
English Russian
Let's sum it up. JagaiiTe cymmmupyem.
Let's wrap it up. 3aBepInum.
I would like to sum up the main points again... Erie pa3 xoten ObI CyMMHPOBATh TJIaBHOE. ..
So, in conclusion... HTak, 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. paHee.
I'm glad you asked that. Pan, uto Bel cipocmiu 06 3TOM.
Well, as | already said... WTak, KaK s y>Ke ¥ TOBOPHIL. ..
That's a very good question (of you to ask). Ouenb xoporuii Bonpoc (KOTopblit Bel
So you are asking about... 3aj1ain).
If I’ve understood you correctly you are asking HWrak, Bel cnipammBaete o ...
about... Ecnu s npaBuisHO noHsn Bac, Bel

CIPALIUBAETE O ...

Ouenka npe3eHTANNI:

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

2. OueHKa Npe3eHTalud CKIaJbIBAETCS M3 TOJOCOBAHUS YYAaCTHUKOB M HPOQECCHOHATBHOIO
MHEHHs NpenogaBarTeinci

MeTtoauyeckue peKOMeHAAMH 110 padoTe ¢ KelcaMu
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«Ketic-ctagm» (0T aHrI. «case study» — u3ydeHne KOHKPETHOTO Cirydasi / mpoOJIeMbl / CUTYaIIHH ).
CyTb KeHc-TeXHOJOTHH 3aKJII0YaeTCsl B TOM, YTO CTYJICHTaM IPEJIaraeTcsi OCMBICIUTD JIETOBYIO
CUTYAaLIHIO, B3ATYIO U3 pEaIbHON SKOHOMUYECKOM MPAKTUKH, KOTOPAast HE TOJIBKO OTPa)kaeT KaKyro-
a100 MPaKTHUECKYI0 MpoOieMy, Kak MpaBWIIO, HE MMEIOUIYI0 OJHO3HAYHOTO PELICHHs, HO U
KOTOpasi aKTyaJH3UupyeT OIMpe/lelIeHHbIH KOMIUIEKC MPO(EeCCHOHANBHBIX M KOMMYHHKATHBHBIX
3HAaHUU U YMECHUM.

VYyacTHHUKaM npeziaraeTcs cTaTh MPeJCTaBUTENIMU KOMIAHUH, TPOOIEMbI KOTOPOWH OHU TOJIBKO
YTO JETAJIbHO W3YYMJIM, M BBICKA3aTh CBOIO TOYKY 3PEHHUS CHayana B (GopMe Mpe3eHTAINH
(MOHOJIOTHYECKAs PeYb), a 3aTEM MPUHATH Y4aCTHE B TUCKYCCHH/TIEPEroBOpax (quaoruvyeckas u
HOJHJIOTHYECKass (OpMBI OOILEHMs), B XOJ€ KOTOPOW JOJDKHO OBITh HAiIEHO ONTHMAalIbHOE
pelieHue.

Cxema pafoThI ¢ «case study»
Jrtan 1. Oprann3anMoHHas cTagusi padoThbl HAX KelicoM

| 3HAKOMCTBO ¢ COEPKAHNEM IEIOBOI CHUTYALIMH |
v

| [TpenBapuTenpHOE 00CYXICHUE JICIIOBON CUTYaIlUU ‘
)

| BrIcTynieHusl y4aCTHUKOB CUTYaLIMHU | \ [TogBeneHue UTOroB MPEnoIaBaTesIeM
v
| @opMHUpOBaHUE MAJIBIX NOArPYHH U3 3-5 YeI0BEK ‘
v
| Br16op nuaepa B moarpynmax \
v

| Br100op nuHNM OBeACHUS KKI0M MOATPYIIION \

v
| KommenTapun npenogaBatenst 06 o0beMe npeAcTosimed paboThl \
Jtan 2. Paboyas cragus padoThbl HAX KeilcoM

\ JletanpHOE M3y4YeHUE IETOBOM CUTYAIIMU YYaCTHUKAMU JIEJTOBOM CUTYaLIMK |
v

AHau3 IeT0BOM CUTYAILMK B KaXXJA0W MOATrpymne
Pa3paboTka niaHa mpe3eHTaIluy aHanu3a

4« T~
| Jluckyccus B MaJIbIX Ipynmax ‘ ‘ [IpuHATHE penieHU
v
CpaBHeHue pesyabTaroB  pabotel ¢ | Koopaunarus JESTEIIBHOCTH
JPYTUMU IOATPYIIIAMHA [IPEno1aBaTesIeM
v

| BeIcTynuieHus 111epOB IOATPYIIII ‘
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM

\ [IpuHsTHE OKOHYATEIBHOTO, Hanboiee 3HPEKTUBHOTO pelIeHUs \
v

| [TonBeeHue UTOroB pabOTHI HAJY JIEIIOBOW CUTYaIMen ‘

| KoMMeHTapuy y4acTHUKOB CUTYalluu | | KoMMeHTapuu npenojaBareis
v

| Ouenka npenoaaareneM pPabOTH! KaX/I0# TOATPYIIIbI ‘
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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...
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.

MeTounqecxne PEKOMEHIAIIUU IO COCTABJICHUIO PE3IOME

Your resume is one of the most important tools you have when you are looking for a job. If
you are planning to spread your wings and soar higher in your career, you need to make your
resume as attractive as possible, because with a solid resume you stand a better chance of landing
a good job. In your resume you need to enumerate your personal details clearly and in the correct
order.

1. Start with personal information. State your full name, your address, your contact phone
numbers and your e-mail address.

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).

92




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.

Ilnan npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI [1€7I0OBOM MEPENUCKHU: KIMUIIE, NIalnka NUCbMa, OCHOBHBIE COKpaiieHus. [Ilucemo-
comnpoBokaenue. [Iucemo-noareepxaenue. [lucemo-3anpoc. IlnceMo-mpocsda. Pestome.
2. Ayouposanue.

Bocnpusitue peun (pa3nuueHue 3BYKOB, WHTOHAIMOHHBIX M PUTMUYECKUX MOJENEH,
naysalm); paclo3HaBaHUE CIIOB (BOCHIpHUATHE 3BYKOBOro o0Opa3a clioBa, COOTHECEHHE 3TOrO
o0pa3a ¢ BOKaOyJIsipOM, BOCCTAHOBJICHHE JIEKCUKO-TPAMMAaTUYECKOH M CEMaHTHYECKOU
nH(OpMaIU O CIIOBE Ha OCHOBE BOCIIPHUSITHS €T0 3ByKOBOI 000JI0UKH ); 00pabO0TKa MpeIoKEeHUN
(mapuennsiuus, OINPEETICHHE CTPYKTYpPbl MPEIIOKEHHUS, BBISBIEHUE €ro KOMIIOHEHTOB);
MOCTpOCHHE OyKBaJbHOTO CMBICTIA TPEAJIOKEHUsS (BBIOOp pENEeBAaHTHOIO 3HAYEHUS IS
MHOTO3HAYHBIX CJIOB); COXpaHeHHE WH(OpMAlUd B KPATKOCPOUHOH MaMATH; paclO3HABaHHE
KOT'€3UBHBIX CPEJCTB B PeUU; HHTEPIPETALMS UMIUIULIUTHOTO COIEPKaHUS M UHTEHIIUU PEYEBOT0O
aKTa; MIPOrHO3MPOBAHUE;0PUCHTALINS B CUTyalnd, (OPMYIIMPOBKA OTBETA.

3. JIekcuka.

Jlexcuueckuii 3anac aHMIIMUCKUX (HPa3eoOrnIecKuX U UIMOMAaTHYECKUX 000pPOTOB, YCBOCHHE
Hanbonee yHOTPeOMTENbHBIX CHHOHMMOB, aHTOHMMOB ¥ OMOHHMMOB AaHIJIMHCKOIO $3bIKAa TIO
CJIEIYIOIIUM 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
Mopdgoiorus

I'naroa. JleiictButenbHblii ¥ cTpagarenbHbiii 3amorm  (Active and Passive Voices).
OcobeHHOCTH TepeBo/ia CTPaAaTeIbHBIX KOHCTPYKIUI Ha pyCCKUH sI3bIK. MOAAIbHBIE I1aroJIbl U
UX SKBHBaJCHTHI. [ arossl to be u to have, ynorpeodssironecs B caMOCTOATEILHOM, MOJATLHOM
(OKBUBAJIEHTHO  MOJAQJbHBIM  TIJIarojaM, BBIPAKAIOLIUM  BO3MOXKHOCTb,  BEPOSTHOCTD,
JOJIKEHCTBOBAaHKE) M BCIIOMOTraTelIbHOM 3HaueHHsX. OCHOBHBIE CBEJIEHUS O COCarareiabHOM
HAKJIOHEHHUH.
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Henwunsie ¢hopmsl rinarona: naGuautuB (Infinitive) u ero dyukuu; repyaanii (Gerund) u
ero ¢ynkuun; mnpuuactus (Participle I u Participle II) B ¢yHkumsax omnpeneneHuss u
obcrositenscTBa. CiioxHbIe POPMBI HHOUHUTHBA U IPUYACTHS.

CuHTakcuc

IIpocToe pacnpocTpaneHHoe npeaJio:kenue. [IpsaMoi mopsaoK CIOB MOBECTBOBATEIHLHOTO
U NOOYIUTENHHOTO MPEUIOKEHUH B YTBEPAUTENbHONH M OTpHLATeNbHOM (opmax. OOpaTHbIN
MOPSAJIOK CJIOB BOIIPOCUTEIHHOTO MPEATIOKEHUS.

Cn0KHOCOYMHEHHOe W CJIO0KHONMOJAYMHEHHOe  Mpeato:keHus.  HezaBucumblit
(camMoCTOSTEBHBIIN) TPUYACTHBIN 000p0T. UTHOUHUTHB B QYHKIIMHK ONIPENeICHUS U TIEPEBOJI €T0
HA PYCCKHH S$3BIK  ONPEACTUTEIBHBIM MPHUAATOYHBIM MpeanokeHueM. OObEKTUBHBIN
unbuauTHBHBIN 000poT (the Objective Infinitive Construction/Complex Object); cyobexTuBHBIIM
uHpuHUTHBHBINA 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeueBbie akThl W CHTYallMOHHO OIPaBJaHHOE pedeBoe MoBeneHHe: KoMMyHUKaTHBHEIC
NeICTBUS, HalpaBJIEHHbIE Ha Yy4eT MO3UIMH colOeceAHHKa MO0 MapTHEpa MO AESTeIbHOCTU
(MHTEJUIEKTYaIbHBI AacleKT KOMMYHHKAIuHM). PedeBble NEHCTBUS, CIyXKallkue CpPEICTBOM
KOMMYHUKAIMK (repegayr WHPOpMaUd APYTUM JIIOJISIM), CIOCOOCTBYIOT OCO3HAaHUIO U
YCBOGHHUIO OTOOpakaeMoro cojaepkanus. KoMMyHUKAaTHBHBIC JCWCTBUS, HAIIPABJICHHBIC Ha
KOOIEepaIuio, T.. COTJacOBaHHWE YCWJIMHM MO JOCTHMXKEHHIO OOIled Ienu, OpraHu3aluu u
OCYILIECTBIICHUIO COBMECTHOM JESTEILHOCTH

11. Onucanue MaTepuaIbHO-TEXHUYECKOI 0a3bl, HEOOXOAMMOM IJISl OCYIIeCTBJICHH S
00pa3oBaTeILHOIO NMPoIecca Mo JUCUUILIHHE (MOTYJII0)

YuyeOHasi ayauTOpMs, TpeJHA3HAYCHHAs [UIA TPOBEACHHsS Y4YeOHBIX 3aHATH,
MPEAYCMOTPEHHBIX  HACTOSIIIEH  pabouell  mporpaMMo  IUCHMIUIMHBI,  OCHAIlCHHAas
O60py,Z[OBaHI/IeM 1 TCXHUYCCKUMU CPCACTBAMUA OGy‘-IGHI/IH, B COCTAaB KOTOPbIX BXOAAT: KOMIIJICKTBI
CIeNUATM3UPOBAaHHON y4eOHON MeOenu, JOoCKa KJIacCHasl, MyJbTUMEIUUHBINA MMPOCKTOP, IKPaH,
KOMIIBIOTCP C YCTAHOBJICHHBIM JIMIICH3WOHHBIM ITPOTrPpaMMHBIM OGCCHC‘IGHH@M, C BBIXOJI0OM B CC€Th
«IHTEepHET» U AOCTYIIOM B 3JIEKTPOHHYIO0 HHPOPMAIIMOHHO-00Pa30BaTEIbHYIO CPENY.

IToMemieHne Js1 CaAMOCTOSITEJILHOM PadoOTHI  00y4YaWIIMXCA — AayJAUTOPHS,
OCHAIIlEeHHAsl  CJeIyIIUM  000pyI0BaHHEeM W  TEXHHUYECKHMH  CPeJACTBAMU:
CIeNMaM3UpOBaHHass MeOenb Uil TpernojaBarelis W 00ydJalomuxcs, J0CKa ydeOHas,
MYJIbTUMEIUHHBIA TPOEKTOP, SKPaH, 3BYKOBbIE KOJIOHKH, KOMITBIOTEP (HOYTOYK), IEpCOHAIbHBIE
KOMIIBIOTEPHI i1 paboThl 00ydYaloOIIUXCsl C YCTAHOBJICHHBIM JIMIIEH3MOHHBIM IMPOTPaMMHBIM
o0ecrieyeHneM, ¢ BBIXOZOM B ceTh «HTepHET» U TOCTYNOM B 3JIEKTPOHHYIO MH(POPMALMOHHO-
00pa3zoBaTeNbHYIO Cpemy.
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