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1. Heab u 32124 JUCUMILIHHBI (MOTYJISA)

Heap aucuunjiuHbl «J/leoBasi KOMMYHHUKAIUMSI Ha AHIJMICKOM  si3bIKe
(MTPOJBUHYTHIN YPOBEHB)» - MPUOOPETEHUE CTYIEHTAMA KOMMYHHKATHBHBIX HABBIKOB, YPOBCHb
KOTOPBIX OOCTATOYCH MIJId PCHICHUA COLUAILHO-KOMMYHHKATHBHBIX 3a4a4 B Pa3JIMYHbIX
obacTsax npodeccruoHanbHBIX cep AeATeTLHOCTH U B IEJISIX CaMO0Opa30BaHMs.

3agauu AUCHMILINHBI:
— JIOCTIDKEHHE HEOOXOAMMOIO YPOBHSI JIMHTBUCTUYECKHMX HABBIKOB — M3y4€HHE U
HCIIOJIb30BAHUC JICKCUYCCKUX U I'PAMMATUYCCKUX CAWHUIL B O6’béMe, KOTOpBIﬁ HCOGXOI[I/IM JJIA
TBOPYECKOH J1eATENbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUAX;
— pa3BUTHE JAMCKYPCHUBHBIX HABBIKOB - YMEHHSI TIOCTPOEHHUS LEJOCTHBIX, JIOTHYHBIX
BBICKA3bIBaHUN (JMCKYPCOB) pPa3HbIX (DYHKIIMOHAIBHBIX CTHJIEH B YCTHOHM M MHChbMEHHOMN
KOMMYHHKAIUU Ha OCHOBC IIOHUMAaHUuA Pa3JINIHBIX BUI0OB HpO(i)CCCHOHEUIBHO-
OPUEHTUPOBAHHBIX TEKCTOB MPH YTEHUH U ayIUPOBAHUH;
— pa3BUTHE NPAKTHUKU HCIIOJIB30BAHUS AHTIUICKOTO s3bIKa MJI PEUIeHHs CHEeIHalIbHbIX
npodeccHOHANIBHBIX 3a7a4 (MoA0op JUTepaTypbl, YTEHHE COOTBETCTBYIOIIUX HCTOYHHKOB,
MIPOCMOTP MPOTPAMM 0 HHTEPECYIOMICH CTyIeHTa TPOOIeMaTHKE);
— 3aKpeIUIeHHE CTpPaTerHYecKoro HaBblKa — HaBbIKa HCIOJB30BaTh BepOaJibHbIE U
HeBep6aﬂbHBIe CTpaTCru Jid KOMIICHCAllun HpOGGHOB, CBsA3aHHBIX C HEAOCTAaTOYHBLIM
BJIQJICHUEM SI3BIKOM;
— Ppa3BUTHE KOTHUTUBHBIX U UCCIIEI0BATEIbCKUX YMEHHUI;
— pacuiMpeHue Kpyrozopa U TMOBBIIIEHHE OOIIEeH KyJIbTYphl: H3yY€HHE KYJIbTYpPHBIX
0c00EHHOCTEH, HPaBOB, OOBIYAEB CTPAH U3YYaEMOT0 S3bIKA, STHKH, BOCIIUTAHUE TOJIEPAHTHOCTH
U YBa)KEHUS K JyXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HapOJIOB;
— (¢opMupOBaHHE TOTOBHOCTH HAJAXKUBATh MEKKYJIbTYPHBIE U BHEITHEOKOHOMUYECKHE CBSI3H,
NpPEICTaBIATh CBOIO CTpPaHy Ha MEXKIYHAPOIHBIX CEMUHapax, KOH(pEpeHIHsIX, padodmnx
BCTpEUax, y4acTBOBaTh B MPE3CHTALINSAX;
— Ppa3BUTHE YMEHHS HaXOJUTh PEIICHUS B OBICTPO MEHSIOIIUXCS YCIOBUSAX MEXIYHAPOIHOIO
Ou3Heca.

2. IlepeyeHb MJIAHUPYEMBIX Pe3yJbTATOB 00Y4YeHHsI 0 U CHUILINHE (MOAYJII0),
COOTHECEHHBIX C MJIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOeHHMS 00pa3oBaTeIbHOI

MPOrpaMMblI
Kon
ILnanupyembie pe3yJbTaThbl 00yUeHHUsI
koMmmnereH| CopaepkaHue KOMIETCHIIUH
10 JUCLMIIJIMHE
M
CIIOCOOHOCTh K KOMMY- 3uars (J)! — rpaMmmaTudeckue npasuia, GopMbl U
HUKAIK B YCTHOU U KOHCTPYKIINH, aHIJI0S3bIYHbIE peueBble
OK-4 NUCHMEHHON (hopMax Ha CTPYKTYpbl U JEJIOBYKD  TEPMHHOJOTHIO,
PYCCKOM U MHOCTPAHHOM SI3bl- | HEOOXOAUMBIE s OCYILIECTBIICHUSI
Kax JUId pelIeHus 3a1a4 poheCCHOHATILHOTO OOIIEHUS
MEXKIIMYHOCTHOTO U YMmery (/I) — JOTMYHO, apryMEHTHPOBAHO H
MEXKYJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHBIE M IUCHbMEHHBIE
B3aUMOJICHCTBHUS BBICKA3bIBaHUSI Ha HHOCTPAHHOM  f3BIKE
npodeccHoHATEHOM OOIIEHUH
Bnanets (/1) — HaBbIKaMM UCTIOIB30BAHMS
MOHOJIOTMYECKOU U TUAJIOTUYECKON YCTHOU U
IIUCbMEHHOM peUuy B CUTYaLUSIX
poecCHOHATEHOTO B3aUMOICHCTBHUS

(1) — B ckoOKax ykaszaH 31an (OpMHUPOBAHHS KOMIIETEHIIMU U3 Ta6JHIBI B 11.7.2. (371€Ch U asee B TabJmIax)



Kon
kommneTen| CoaepkaHue KOMIETEHIHT
u

IlnanupyemMblie pe3yabTaTbl 00y4eHUs
Mo JUCHUIIMHE

CIOCOOHOCTH, UCTIOJB3YS
OTECYECTBEHHBIC U

3nHath (/) — MeTonbl cOopa M aHATM3a TaHHBIX W3
OTCUYCCTBCHHBIX U 3apy6€>1<HHx HCTOYHHUKOB
nHpopmarun

3apyOeKHbIe UCTOUYHUKH
nHpopmanuu, cobpath

K-7 HEOOXOAUMBIC JIAHHBIC

MIPOAHATU3UPOBATH UX U

Ymers ([I) — cobpaTb u TpoaHaIM3UPOBATH
JaHHbIE [UIs TOATOTOBKH HMH()OPMALMOHHOTO
JO0KIaza W\MIM aHAJIUTHYECKOro OT4eTa Ha
MHOCTPAHHOM $I3bIKE

HOJATrOTOBUTH UH(OpMa-
UOHHBIN 0030 U/Mn
aHAJIUTUYECKUU OTYET

Bnamers (JI) —HaBblkaMH U pa3IUYHBIMHU
coco0aMyd  TOJATOTOBKHM  MH(OPMAIMOHHBIX
0030pOB  W/WJIM aHATUTUYECKHX OTYETOB Ha
AHTJIMHICKOM SI3BIKE

3. MecTo JUCUMIIIMHBI (MOXYJIs]) B CTPYKTYpe 00pa30oBaTeibHOI MPOrpaMMbl
BbICIIEr0 00pa30BaHUA
VYyebnas qucrurinHa «JlemoBass KOMMYHHUKAIAS HA aHTJIMMCKOM SI3bIKE (TIPOABUHYTHINA

YPOBEHbB)» BXOIUT B (haKyJIbTaTUBHYIO 4aCTh

y‘Ie6HOI‘O IJlaHa 11O HaIpPaBJCHUIO MOATOTOBKH

38.03.01 Dxonomuka, mpod s «KMUpOBasi SKOHOMHUKAY.
S3bIkM NIpenoaaBaHusA: PYCCKHI, AHTVIMHCKHIL.

4. O0beM IUCHMILIMHBI (MOYJIs1) B 3a4€THBIX eJHHULIAX C YKA3aHHEM KOJIHYeCTBA
aKaJieMH4eCKHX 4YaCOB, BbIIeJICHHBIX HA KOHTAKTHYIO padoTy o0y4aromuxcs ¢
npenojaasaresieM (10 BUAaM yUeOHBIX 3aHATHII) 1 HA CAMOCTOSITEJILHYIO padoTy
o0yJarouuxcs

OO6mas TpyA0EMKOCTh TUCIUILIIMHBI COCTABISET 2 3a4ETHBIE €IMHUIIBI, Bcero — 72 yaca.

Buna yueOHo# padoThI

Bcero yacoB / 3a4€THBIX eIHHHIL
OYHOE OYHO-3204YHOE 3a09HOE

KontakTHass paGora ¢ mnpemnogaBaTtesiemM
(Bcero)

32,2/0,90 16,2 / 0,45 12,2/ 0,34

B ToM uucie:

3aHaTus JICKIIMOHHOI'O THIIA

3aHATUSA CEMUHAPCKOTO TUTIA 32/0,89 16 /0,44 12/0,33
[IpomexyTouHast arrecTanys Mo JUCIUILIMHE 0,2/0,01 0,2/0,01 0,2/0,01
CamocrosiTesibHas padora 39.8/1,10 55,8 /1,55 56 /1,55
KountpoJsb 3,8/0,11
dopma KOHTPOJIS 3ayeT 3auer 3auer
OO0mas Tpy10éMKOCTb 72/2 72/2 72/2




5. Copepskanne TUCHUILIHHBI (MOIYJIfA), CTPYKTYPHPOBAHHOE MO TeMaM (pa3aejiaM) ¢ YKa3aHHeM OTBEJeHHOI0 Ha HUX KOJINYecTBa

aKaJleMUYeCKUX YaCOB M BUI0B Y4eOHbIX 3aHATHI
Conep:xaHue TMCUMILVINHBI, CTPYKTYPHPOBAHHOE IO TeMaM (pa3aeiam)

HauMeHnoBanue teM

Conep:xanue Tem (pa3aesioB)

(pa3aesioB)
Levels and areas of Jlekcuka: TepMuHBI B cpepe yIrpaBiIeHUs, ypOBHH MEHEIKMEHTA, TPYAOBbIC 0053aHHOCTH, Ha3BaHUS U OTBETCTBEHHOCTH
management OTJICJIOB OpTaHU3aIUU
YpoBHU U chepsl Urenue: Duties at Work, Responsibilities as they are
yIpaBICHUS I'pammaruka: BpeMeHa akTUBHOIO 3aJIora.

YcrHas pedsb (MOTUIOrHIecKas):

-00CyXJIeHHE TPYIOBBIX 00S3aHHOCTEHN YIIPABIICHIIEB PA3HBIX YPOBHEH
YcrHas pedb (MOHOJIOTHYECKas ):

- TOKIa]l 00 OTBETCTBEHHOCTSIX OT/Iela KOMITAHUU

[TuceMenHas peus:

- ketic Johnson and Johnson

Organizational structures
OpranuszanvoHHbIe

CTPYKTYpBbI

Jlekcuka: TepMHUHBI B 00JIaCTH OpraHU3aIMOHHBIX 0COOEHHOCTEH OpraHn3allui, BUIBI CTPYKTYD, PECTPYKTYpPH3ALUS
Urenue: Restructurization, Change in Organisation

I'pammaruka: [Topsaok CIIOB B BOMPOCHUTEIBHOM TpeaioxkeHuH. [IopsaoKk CIOB B BOCKIWIATEIHLHOM IMPEIIOKECHUH.
Bpemena naccuBHoro 3ajora.

YcrHas pedb (MOTMIOrHIecKas):

- IPEUMYIIECTBA U HEJOCTATKU PA3IMYHBIX OPTraHU3aLMOHHBIX CTPYKTYP

YcTHas pedb (MOHOJIOTHYECKAs ):

-ONMCaHUE CTPYKTYPbl KOMIIAHUU

[TuceMenHas peus:

- kelic Levi’s

Management
MeHemKMEHT

Jlexcuka: TepMHUHBI B 00JIaCTH MEHEPKMEHTA, CTUIM YIIPaBJICHUS, TUIIBI MEHEIKEPOB
UYrenue:The big three management styles, What makes a great manager

I'pammartnka: UHQUHUTHB 1 €ro KOHCTPYKIIUH.

VYcTHas pedb (IIOJIUI0oTu4ecKast):

-00Cy>XJICHHE TUIIOB YIIPABJICHIIEB U UX KA4eCTB

YcTHas peub (MOHOJIOTHYECKAsT):

-OIIMCAaHUE CTUJIEH yIIpaBICHUS

IIncbMeHHas peusb:




- keiic Stew Leonard’s Dairy Store

Recruitment
[TonGop nepconarna,
PEKPYTHHT

Jlekcuka: TepMHUHBI B 00JacTH PEKPYTHHTA, XCIXAHTUHT, €ro BUABI U METOJbI, pEUeBbIe CTPYKTYphl H OOOPOTHI Ha
cobeceI0BaHUY MIPH NpHEME Ha padoTy

Urenmue: A job interview, Headhunting, Methods of selection

I'pammatuka: YcinoBabie npeanoxkenus. CocnarareabHOE HAKIIOHCHHUE.

YcrHas peub (MOTUIOrHIecKas):

-METO/Ibl PEKPYTHHTA, cCOOEeCceI0BaHNE

YcrHas pedb (MOHOJIOTHYECKas ):

- keiic Kidselebration

[TuceMenHas peus:

- HaIMCcaHue COOCTBEHHOTO pe3loMe

Marketing
MapkeTuHr

Jlexcuka: TepMHHBI B 00J1aCTH MapKETHHTa, HCCIEA0BAaHUS PHIHKA, [IEJIEBbIC PHIHKH, CETMEHTAIIHSI PhIHKA
Urenue: Steps of a Marketing Strategy

I'pammaTtuka: CriocoObl BeIpaskeHuUsl OyyIIEero, BpeMeHa akTUBHOTO M ITACCHBHOT'O 3aJ10ra — OBTOPEHHUE.
YcrHas peds (MOTMIIOTHIecKas):

- obcyxnenue 4 11 mapkeTunra

YcrHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl O METOJIaX UCCIIEeI0BaHuUs PhIHKA

[IuceMenHas peus:

- keric KFC




CTpyKTypa AUCHUILIMHBI
Ounas ¢popma 00yueHus (B yacax)

KonTakTHas paGora

IIpome:xkyTou
Ne | HammeHnoBaHue TeM (pa3jiesioB) SansaTHS SansaTHS aTT::;uM CPC | Beero
/o JUCIHUNIJINHBI JIEKIIUOHHO | CeMHHapPCKOr 1o
ro THIIA 0 THUIIA
JUCHHUIIJIMHA
M
1 | YpoBHU H chepbl ynpaBiIeHuUs 6 8 14
2 | OpranusanMoOHHbIE CTPYKTYPBI 6 8 14
3 | MeHeKMEHT 6 8 14
4 | ITogGop nepcoHana, peKpyTHHT 6 8 14
5 | Mapketunr 8 7,8 15,8
ITpoMexyTouHas aTTecTanusl (3a4eT) 0,2 0,2
KoHTpoJb:
Hroro: 32 0,2 39,8 72
OuHo-3204Hasi popma oOyuyeHns (B yacax)
KonTakTHas padora
IIpome:xkyTou
HasA
Ne HauMenoBaHue TemMm (pa311e.1103) BaHaTUSA BaHaTUSA aTTecTALNS CPC Beero
n/m AUCHUTLTHHBI JEKIHOHH | CEMHHAPCK o
oro TMIIAa oro TMIIA AHCIHILUTHHA
M
1 | YpoBHU U cdhephl ynpaBIeHHs 3 11 14
2 | Opranu3aimoHHbIE CTPYKTYPBI 3 11 14
3 | MeHemKkMeHT 3 11 14
4 | Tlogbop nepcoHana, peKpyTHHT 3 11 14
5 | Mapkerunr 4 11,8 15,8
[IpomexxyTodHast arTecTarus (3a4eT) 0,2 0,2
KoHnTpoJib:
Hroro: 16 0,2 55,8 2
3aouHas popma o0yueHnus (B yacax)
KonTakTHasi padora
IIpomexyTo
YHas
No | HaumeHoBaHue TeM (pa3aesioB) 3ansaTus 3ansaTus arrecramnst | CPC | Beero
n/m AUCHUILIUHBI JIEKIHOHH | CEMHHAPCKO o
0ro THNA ro THINA
JTUCHHUILIHHA
M
1 | YpoBHH U cdhephl yIpaBIeHHs 2 11 13
2 | Opranu3aimoHHbIE CTPYKTYPBI 2 11 13
3 | MeHemxMEHT 2 11 13
4 | I[lonGop nmepconHana, peKpyTHHT 2 11 13
5 | Mapketunr 4 12 16
ITpoMexyTouHas aTTecTanusl (3a4eT) 0,2 0,2
KonTpounb: 3,8 3.8
Hroro: 12 0,2 59,8 7




6. [lepevyeHb y4eOHO-METOAMYECKOT0 OOeceYeHHs 1JIs CAMOCTOSTeIbHOM PadoThI
00y4arouuXcH Mo JUCUMIITINHE (MOTYJII0)

CamocrodrenbHas padoTa sIBJISI€TCSI OJHUM M3 OCHOBHBIX BUI0B YU4EOHOH I€ATEIbHOCTH,
COCTaBHOM YacThIO y4eOHOI0 Mpoliecca U MMEeT CBOEH I11eNbI0: TIy0OKOe YCBOGHHE MaTepuaa
JTUCLUIUIMHBIL, COBEPLICHCTBOBAHME M 3aKPEIUIEHUE HABBIKOB CAMOCTOSTENIBHOW paboThl C
JUTEPATYypO, PEKOMEHIOBAHHOM IIPENOAABATENIEM, YMEHHME HAaWTH HY)KHBIM MaTepual H
CaMOCTOSITEJIBHO €r0  HCIOJIB30BAaTh, BOCIHUTAHME BBICOKOM TBOPYECKOM AKTUBHOCTH,
WHULHUATUBBL, IPUBBIYKM K IIOCTOSSHHOMY COBEpPILICHCTBOBAHMIO CBOMX 3HAaHHUM, K
LEJICYCTPEMIICHHOMY Hay4YHOMY ITIOUCKY.

KoHTponb caMoCTOSTETbHONH pabOThl, SBIAETCS BaKHOW COCTABIIAIONICH TEKYyIIEro
KOHTPOJISI YCIIEBAEMOCTH, OCYHIECTBIIICTCS MIPETNOJABaTENIEM BO BPEMs IIPAKTUYECKUX 3aHATHN U
o0ecreynBaeT OLIEHUBAHHUE XOa OCBOCHHSI N3Y4aeMOW AUCHIUTUINHBL.

Bo3MoskHbBIE TEMBI IPE3EHTALMIA:
1. The greatest success of entering a foreign market
2. The greatest success on a domestic market
3. Keys to successful management (based on an example of a certain company)
4. Ways to win customers
5. Internet advertising and buzz marketing
6. Peculiarities of Public Relations
7. Ethics in Business
8. Entrepreneurial Skills
9. Headhunting: what does it take?
10. Tips to be successful at job interviews
11. What makes a great manager
12. Cultural stereotypes in business: Russia (any country)
13. Efficient ways to motivate staff
14. Effective methods of market research
15. Product life cycle
16.  The marketing strategy of a company (the 4P’s)

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

TpeOoBaHMsl K NPe3eHTALIMH:
9-15 cnaiinoB B PowerPoint
[Inan npe3eHTanuu:
v’ Berymienue (moyeMy BHIOpaHa JaHHas TeMa rpe3eHTanun) (2 ciaiina)
v" OCHOBHasl 4acCTh
v’ 3akmouenue (BbIBOIBI) (2 ciaiiia)
3. Cnmkep mpe3eHTyeT CBOI TeMy (orpaHUYeHHUE TI0 BpEeMEHH — 5-7 MUHYT) U OTBEYAET Ha
BOIIPOCHI YUACTHUKOB Ha AHTJIUHCKOM SI3BIKE.

N —

PexoMeHnganmnu no noaAroToBKe K Mpe3eHTanun
JTanbl padoThl HAJ MPe3eHTaln el
- [IpenBapuTenbHas MOCTaHOBKA MPOOIEMbI UITH BHIOOP TEMBI.
- BriaBmkeHue u o0Cy>KIeHHe TUI0TEe3 PEIIeHUs OCHOBHOM MpoOieMbl,
UCCJIEIOBAaHNE KOTOPHIX MOKET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUEHHOW TEMaTUKU;
[Touck u cOop MaTepuana Jisl pelieHus MpoOIeMbl U PACKPBITUS TEMBI;
- OxoHuaTenbHast MOCTaHOBKA MPOOJIEMBI HIIM BBIOOP TEMBI;
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- [Touck pemeHust UM pacKphITHE TEMbI HA OCHOBE aHANIN3a U KJIaCCU(PUKAIIUU
coOpaHHOTO MaTepHaa,

- [TpeseHTanus u 3amuTa NPOEKTOB, MPEAINoIararomias KOJUIEKTUBHOE 00CyKICHHE.

[Ipe3eHTaIUs JOKHA CO/IEPKATH TAKHUe JI€MEHThI KaK:

- OTJIaBJICHHUE;

- 1aTy MOCJIEIHEN PEBU3HY;

- uHpopMarmio 06 aBTopax;

- CIIUCOK TOJIE3HBIX KAUYECTBEHHBIX CCHUIOK C TIOJPOOHBIM UX OMTHUCAHHEM

Pacnpenesenue caMmocTosiTe/IbHON (BHEAYJUTOPHOI) padoThI 10 TEeMaM U BHIaM

Cormacao IlonoxkeHHI0O O CaMOCTOATENbHOW (BHEAYJIUTOPHOW) paboTe CTYICHTOB
pacmpenenenue o0beMa 4YacoB CaMOCTOSTENBHOW pabOThl CTyAEHTa 3aBUCHT OT MecCTa
JUCIIUIUIMHBI U €€ 3HAaYMMOCTH B cTpyKType OIL.

Bunsi, popMbl 1 00beMBI CAMOCTOSTENFHON (BHEAYTUTOPHOI) pabOTHl CTYAEHTOB IpHU
M3YYEHUH KOHKPETHOM y4eOHON AMCHMIUIMHBI ONpPENENSIOTCS COoAep)KaHueM yueOHOU
JUCLUIUIMHBL, CTETEHBIO IMOJTOTOBICHHOCTH CTYJCHTOB M YTBEpXKAalOTCs Ha Kadeape, 3a
KOTOpOM 3aKperieHa JaHHasl NUCUUIUIMHA, B BHJE pa3zesia pabouell MporpaMMbl AUCHUTIIUHBI
OCHOBHOM 00pa30BaTeIbHOM MPOrpaMMBbl.

B cBsi3u ¢ BBIIIEU3I0KEHHBIM, IPUHUMAs BO BHUMaHUE 00BEM JUCIHUILIUHBL (MOYJIs) B
3QUETHBIX EIUHUIAX C YyKa3aHHEeM KOJIMYECTBA aKaJEeMUYECKMX YacOB, BBIJACICHHBIX Ha
KOHTAaKTHYI0 paboTy oOydaromuxcs ¢ TmpenojaaBareneM (10 BUJaM 3aHIATHH) ©W Ha
CaMOCTOSITENILHYIO paboTy OOydYaromMxcsi, a TaKXke OallaHC BpPEeMEHU IO BUAaM pPabOTHI,
pacrpeiciecHue CaMOCTOSITeIbHON  (BHEAyIMTOPHOM) pabOThl 1O TeMaM JHUCIMIUIMHBI
IPECTaBISIETCs CIECAYIOUIMM 00pa3oM:
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n/n

HauMeHoBanue teM
(pa3aesioB)
TUCHHUILTHHBI

Buja camocrosiTeaLHOM
(BHeayAUTOPHOI)
padoThbI

O0beM caMoCTOATEIbHOM
(BHeayIMTOPHOI1) padoThI 1O
MaM 00y4YeHHs

do

oyHas

OYHO-
3a049Has

3a049Has

YpoBHU U chepsl
yIIpaBJICHUSA

[ToaroroBka npe3eHTaIui,
K ayAUTOPHBIM 3aHATUAM,
TEeCTaM, BBINOJIHCHUE
CaMOCTOSTCIIBHBIX U
KOHTPOJIBHBIX pabOT

11

11

OpranuszanuoHHbIe
CTPYKTYpbI

[ToaroroBka npe3eHTanui,
K ayIUTOPHBIM 3aHATHSM,
TECTaM, BBLIIIOJIHCHHUC
CaMOCTOSITEILHBIX 1
KOHTPOJIbHBIX padoT

11

11

MeHemKMEeHT

[ToaroroBka npe3eHTaui,
K ayAUTOPHBIM 3aHATUAM,
TEeCTaM, BBINIOJIHCHUE
CaMOCTOSTCIIBHBIX U
KOHTPOJIBHBIX pabOT

11

11

[Ton6op nepconana,
PEKPYTHHT

[ToaroroBka npe3eHTanui,
K ayIUTOPHBIM 3aHATHSM,
TECTaM, BBIIIOJIHCHHUC
CaMOCTOSITEILHBIX 1
KOHTPOJIbHBIX padoT

11

11

MapkeTuHr

[ToaroroBka npe3eHTaui,
K ayAUTOPHBIM 3aHATUAM,
TEeCTaM, BBINOJIHCHUE
CaMOCTOSTCIIBHBIX U
KOHTPOJIBHBIX paboT

7,8

11,8

12

UTOro

39,8

55,8

56

7. OnleHOYHbIE MATEePHUAJIbI VISl TEKYILIEr0 KOHTPOJIS YCIIeBAeMOCTH U MPOBeIeHUs
MPOMEKYTOYHOM aTTeCTAIMUA O0YYAOIIMXCS MO AU CHUILINHE (MOYJII0)

7.1.011eHOYHbIe MATEPHAJIbI JIJIl TEKYLIEro KOHTPOJISl YCIIeBaeMOCTH
Tekymnii KOHTPOJb YCIIEBAEMOCTH MO JUCHMIUIMHE «JlenoBas KOMMYHMKAIMs Ha
AHTJIMICKOM $I3bIKE (TIPOABUHYTHIM YPOBEHB)» MPOBOAUTCS B (JopMe KOHTPOJIBHBIX MEPEBOJIOB,
TECTOB, AUAJIOTOB, MOArOTOBKH MpPE3eHTAMH, UHANBUYyAIbHBIX OTBETOB Ha BOIPOCHI, YCTHOTO
onpoca, MUCbMEHHBIX 3aJJaHUI U T.J1.
Tema 1: Levels and areas of management

1. 3anogHKTE HDO6GHBI Hanboee noAXOoAAIMMHU TCPMUHAMU U3 CIIMCKA.

placement
channel of distribution

prices
take place

retailer
price leader

insure
wholesaler

vital
charge
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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. CKa)KI/ITe, BEpHBI JIM JIAHHLIC YTBEPKACcHU. McnipaBhTe HEKOPPEKTHERIC:

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.

3. [IpounTaiiTe TEKCT ¥ HAMMUIIIUTE €r0 KPATKOE U3JI0KEHHUE:
New products flood the market daily. You can’t help but turn on late-night TV and be confronted
by one infomercial after another as you click through the channels.
America’s entrepreneurs are rolling out new ideas and new items.
Millions of dollars are spent yearly developing and launching new products. But did you know
that only one in 10 will prove successful? And even fewer will enjoy a long shelf life.
That’s the cold reality. But you can greatly enhance your chances for business success if your “new
and improved” product shares a series of 10 important qualities.
I’ve helped launch more than 500 products, but I too have suffered a few clunkers along the way.
Here is the proven checklist that I’ve developed during my 30 years as an entrepreneur and
investor.
Ask yourself these 10 questions before going public with your “revolutionary” or “must have”
product or service.
The 10 Questions

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

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

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

4. Is there a powerful offer with a supportive cost of goods? The time-tested pitch—
But wait, there’s more! — is a proven winner. The key is great value at the right price. In today’s
world, people immediately check the Internet for the same product at a cheaper price.

5. Can you easily explain how it works? There has to be an easy-to-understand
explanation of how and why your product works. Get your elevator pitch ready. If it takes a
college degree to understand the pitch, it’s too complicated. You only grab people for a couple of
seconds — so you have to tease, please and seize the consumer.

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

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

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

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

10.  Can you answer the questions the viewer is thinking? Y ou 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.

4. JIonoJHUTE CIEeAYIOMMNN TEKCT IJIaroJamMy 0O CMBICHY:

appointed attacked combined defined constituted reviewed supervised
supported

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

managing director are usually (1) ................... . Americans tend to use the
term president rather than chairman, and chief executive officer (CEO) instead of
managing director. The CEO or MD is (2) ............. by various executive officers
or vice-presidents, each with «clearly (3) .................. authority and
responsibility (production, marketing, finance, personnel, and so on).

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

have their decisions and performance (6) ......c..ccccocevevierienieennens by the board. The

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

5. OTBeTHTE MUCHbMEHHO Ha CIEAVIONINE BOIPOCHI:

1.What are the levels of management?
2.What are the common titles associated with top management?
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3.What are the responsibilities of a top manager?

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

5.What are the middle managers responsible for?

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

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

8.Who is at the bottom (HmxHss1 gacTs) of the management levels?

9.How is their work rewarded?

10.What are the most common areas of management?

11.What is a financial manager responsible for?

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

13.What is a marketing manager responsible for?

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

15.What does an administrative manager coordinate?

6. IlepeBenuTe creayomume NpeUIoKEHNs, NCIOJIb3Ysl aKTUBHBIN CJI0BAPb IO TEME:
1.CymiecTByeT TpU OCHOBHBIX YPOBHSI YIIpaBje€HHUsI (MEHEIKMEHTA): BBICIINN
MEHEPKMEHT, MEHEDKMEHT CPEHETO 3B€HAa M MEHE/PKMEHT IIEPBOTro 3BEHA.

2.Briciie  MEHEKEphl HAIMpPaBIBSIIOT W KOHTPOJIUMPYIOT — OOIIyIO AEATEIBHOCTH
OpraHM3alli¥, OHM OIPEACISIIOT CTPATErui0 U OCHOBHYIO ITOJIUTHUKY (DPUPMBI.
3.BpIcIIMMH MEHEHKEPAMH OpraHU3aliy sIBJSIIOTCS (are) Npe3naeHT, BULle-TIPE3UAEHT,
IJIaBHBIM MCHIOJHUTENBHBINA JUPEKTOP M YIEHBbI COBETA IUPEKTOPOB (IIPaBJICHUS).

4 MeHemKep CpeaHEro 3BeHa pealu3yeT (OCYILIECTBISICT) CTPaTerui0 M OCHOBHYIO
MOJIMTUKY, CHYyCKAa€MbIE C  BEpPXHEr0  YPOBHS OpraHU3allMU.

5.CpenHuMu MEHEDKEPAMU OpraHU3allMU ABJISIIOTCS. PYKOBOIUTENb MOAPa3AeiICHUs,
Ha4daJlbHUK OTAEJA, JUPEKTOP 3aBOJA U JUPEKTOP MPOU3BOJICTBA.

6.MeHekep IEPBOro 3BEHA CIEAUT 3a ACATEIIbHOCTHIO HEYIIPABIEHUYECKUX CITY KAIUX
1 KOOPAUHUPYET €€.

7.MeHemKepaMu IIEPBOIO  3BEHA SIBIISIIOTCS MHCIIEKTOpP, MAacTep, pyKOBOJUTEIb
oTJena, PyKOBOJUTEIb IPOESKTA.

8.MeHemxepsl NEPBOro 3BeHAa pabOTAaIOT C HEYNPaBICHYSCKUMH PAOOTHHUKAMH U
pelIaloT NOBCEAHEBHBIE ITPOOIEMBIL.

9.HeymnpaBneHyeckue paOOTHUKU  TIPEACTABISIIOT OCHOBHYIO pabouyio  CHILY
OpraHu3alui.

10.CambiMu OOBIYHBIMH chepamu yHOpaBJICHUSA SIBJISIFOTCSI ¢dbunHaHCHI,
IMPOW3BOJICTBECHHBIC oreparuy, MapKETHHT, JTFOICKHE pecypcel U
aIMUHUCTPHUPOBAHUE.

11.3aBeayrommii rHancamu (finance manager) IpexK e BCETO
oTBedaeT 3a (GMHAHCOBBIC PECYPChl OpraHU3aIINH,

12.TpamuinoHHO JIUPEKTOP MIPOU3BOJICTBA (operations manager)
accoumuupyercs (is equated) ¢ IPOU3BOACTBOM TOBAPOB.

13.0OqHako B MOCJIETHUE TOJbI yIIpaBJICHUE OPOU3BOJICTBOM
OTHOCUTCSI K TIPOU3BOJACTBY TOBAPOB U yCITYT.

14.Yopassronuii MapKEeTUHTOM (marketing manager) OTBETCTBEHEH

3a o0OMeH TmpoAyKIueHd MexXIy OopraHuizanmueiddi ©W €€  MOCTOSHHBIMH
noKymnareasiMu (customers) Wi KIIMEHTaMHM.

15.Vpasastommii JIIOJICKUMHU pecypcamu 3aHUMAaETCs (charges in)
HaiiMOM, OOYYECHHUEM U OIIEHKOM JICITEIbHOCTA PAOOTHHUKOB.
16.A nMUHUCTpPaTUBHBII PYKOBOUTEID OCYIECTBIISIET olmiee

aJMUHUCTPATUBHOE pPYKOBOJICTBO, HW OH HE CBsI3aH C KakKoOW-ImbOo
KOHKPETHOU (DYyHKIIMOHAIBLHOM cepoil.
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7. 3anoJHUTE HDO6€HBI IoAXOAAIUM CJIOBOM HUJIN CJIOBOCOYCTAHUCM.

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

managers.
3. AtOp MANAZET .. and ... the overall functions of
the organization.

4.Top managers also ..o, the firm's strategy and define its
190 F: 110 R .

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

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

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

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

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

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

Tema 2: Organizational structures
1. lomosiHATE OPEUIOKEHNS CIOBAMHU U3 aKTUBHOI'O BOKaOyIsapa:

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

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

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

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

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

8.Management by objectives means ...

2. [MucbmeHHO I'IpOKOMMeHTMpVI\;ITe cneaywuine yrsepxXgeHuma:

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

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

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

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

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

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

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

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

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

10.Some levels of management are not necessary.
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3. IIpounTaiiTe TEKCT ¥ MMUCEMEHHO OTBETHTE HA BOIPOCHL:

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

3. Which motivating factors are mentioned in the article?

MOTIVATING HIGH-CALIBRE STAFF
By Michael Douglas

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

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

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

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

Organizations should consider how such people are likely to regard important motivating
factors.

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

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

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

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

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

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

Tema 3: Management

1. OTBETETE NUCEMEHHO HA CJIEIYIONNE BOOPOCHL:

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

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

e Being decisive: able to make quick decisions
e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk
and so on
e 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
e Being competent: knowing one’s job perfectly, as well as the work of one’s
subordinates
e Being persuasive: able to convince people to do things
e Having innovative ideas
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 BeIpakeHUSIM 13 nepBoro croyionka (1 — 10) cooTBETCTBYIOMIME OIPENEIIEHUS

(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 ¢. someone who helps another manager, does their

work when they are not there, etc

4. brand manager d. a manager who is in charge of a particular
factory
5. commercial manager e. an investment manager with a group of different

types of investments, who tries to balance

the risks and profits of each in relation to the rest

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

group of clients, especially in a bank

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

or floor in a large store

8. line manager h. someone in charge of a particular branch of

a bank, shop in a chain of shops

9. plant manager i. someone in a company responsible for developing

and selling one particular brand of product
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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]s5[6]7[8]9]10]

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

MIPOU3BOIUTEND

OBITh OTBETCTBEHHBIM 32
JOJKHOCTh

BBIITYCKHUK

CTHJIb PYKOBOJCTBA
CaMOCTOSITENIbHOCTh
OTBETCTBEHHOCTh

Pegasus Footwear was an international manufacturer, well known throughout the world for its
product design. Products were designed at company headquarters in the United States, and
Pegasus used an extensive system of contract manufacturing to produce a variety of mostly athletic
shoes sold throughout the world.

Charles Clark, or C.C., was the regional manager in charge of Pegasus operations in Southeast
Asia. Clark, a British citizen, was responsible for manufacturing and marketing in the entire
region. C.C. had been with Pegasus for 10 years and was recently promoted to his present position.
The position was seen as a very important one, since most of the contract manufacturing for
Pegasus occurred in this region of the world. C.C. was a graduate of Oxford University and began
work at corporate headquarters in Los Angeles shortly after receiving his M.B.A. from Stanford.
His management style was often described as visionary; however, some of the local managers felt
that C.C. possessed a somewhat condescending attitude toward employees from less-developed
countries.

C.C. and his team in Southeast Asia were considered very successful by top management back at
corporate headquarters. As a result, C.C. earned an unusual degree of autonomy for his group.
C.C. oversaw the manufacturing operations in the region (which employed over 1,000 people) and
was primarily responsible for the marketing of products that were manufactured in the region.
Most of the products, however, were sold in the United States and Europe, and responsibility for
marketing in these regions was held by the respective regional managers. All product design was
created in the Los Angeles office.

4. Ilpocaymatite TekcT «A University Degreey

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

I. BoiOepuTe npaBu/IbHBIN BAPDHAHT 0TBeTa. BHecuTe cBOM 0TBeThI B Ta0/MIy.
1. What will happen if the woman doesn't pay her tuition by the due date?

A. She'll have to pay a significant late fee.

B. She'll be required to register again for school.

TN

C. She'll need to wait a semester to take classes.
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What is the woman planning to take with her to school from home?
A. some food
B. warm clothing

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

A. at a bank
B. for a school

2.

P

rr_

r

3.

rr_

rr_

- . .

C. in a national park
4. The father suggests a specific major based on the possibility of
P

rr_

r

5.

rr_

r

r

A. earning a decent living
B. traveling to different countries

C. moving up in the company
The man is surprised by the fact that his daughter

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

C. is involved in a serious relationship
L1 [2 [E |4 [E

5. OTBETHTEC IHUCHMEHHO HA CICAYIONIMEC BOIMPOCHI:

1.How do we choose a job?

2.What factors affect our choice?

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

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

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

7.When can people explore their abilities?

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

9.Have you had any part-time jobs?

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

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

14.What are you good at?

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

17.When did you make your choice?

18.Has anybody influenced your choice?

19.Why do you want to become an economist?

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

21.What subjects are you interested in?

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

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

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?
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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?

6.3aIo0JIHATE CIIEAVIONINE IPSIIOKSHIS CIIOBAMH M3 TaOJIMIIBL:

achieved board of directors communicate innovations manageable performance
resources setting supervise

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

3.There is N0 POINt N ....ovvvvnniiniiiiiiaienaene. objectives if youdon’t .................coil
them to your staff.
4.Managers have to ..........cooevviiiiiiiiiiiiiiin, their subordinates, and to measure, and try to

improve, their ...................co

5.Managers have to check whether obj ectlves and targets are being ...,
6.A top manager whose performance is unsatisfactory can be dismissed by the company S
7.Top managers are resp0n51ble forthe ... that will allow a company
to adapt to a changing world.

7. IlepeBeiuTe TEKCT, HCIOIB3YS CIACAYIONINE CIOBOCOYECTaHUS 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

Urto Takoe xopouuii MmeHexep? OMHU MOJararT, YTO XOPOIIUH MEHEIKEP — ATO CTPATET, IPYyTHE
CUMTAIOT, YTO XOPOIIUNA MEHEIKEP — ITO YEIIOBEK, CIIOCOOHBIN MBICIIUTh KPEaTHBHO (a creative
thinker with lots of...), uMeromMii MHOXKeCTBO WHHOBALMOHHBIX WAeH, TPETbH AyMArOT, YTO
XOpOILIMH MEHEIKEP — ITO JIMJEP, CMOCOOHBINH BIOXHOBJISATHL U BecTH 3a co0oii. HasepHoe,
XOPOILIUN MEHEIKEP ITO U MBICIUTENb, U JTUAEP, U CTPATET, U HacTaBHUK (a mentor). HexoTopsie
HABBIKH MOKHO TPHOOPECTH, HO €CTh Ka4eCTBA, ¢ KOTOPbIMH HYKHO POAUTHCSH, YTOOBI CTATh
XOPOIINM MEHEKePOM. XOpOoIInid MeHeKep Xapu3MatruueH (charismatic), auaamude (driven),
OH B/IOXHOBJISIET, MOTUBHPYET, MOOLIPsieT, OH ONTUMHUCT, OH yBJIEYEH CBOEH paboToii to be
engaged by what he does), on mo0uT nroaeH, Tak KaK paboTa MEHeKepa U COCTOUT B ToM (being
a manager means...) 9TOOBI YIIPABJISATH JTIOIbMHU.

Menemxkep ompeaessieT CTPATErui0, CTABUT LeJaM M 3a4auyM. XOpOIIMA MEHEIKEp BCeraa
CTABUT BBINOJHHUMBbIE LeJH W 3a7a4d. MeHe/kep BCerjJa BHIUT HACTOSIIEE, HO XOPOIIUN
MEHEIKEP, CTAaBSl KPATKOCPOYHbIE 1eJIM, BCerJa OPUEHTUPOBaH Ha OyjayIiee, Ha IEPCIEKTUBY.
Xopormii MeHeKep YeTKO BUAUT, B KAKOM HANPABJIECHUH IBHKETCS KOMIAHUSI.

Menemxep 10BOAMT HeJIH U 33244 10 CBeJAeHUS] MOAYNHEHHbIX, XOPOIINNA MEHE)KEp YeTKO
dopmynupys 3axaum, 0OBACHSET, TOYEMY OH CTABHUT ITH 3a1a4H.

Menemxep opranusyer pabouuii mpoiiecc, onpeaesnsst Kakyto padoTy U KTO U3 MOJYMHEHHBIX ee
BBITIONTHSAET. XOPOIIM MEHEeIKep He MPOCTO pacmpeaenseT ponu (to assign roles and
responsibilities), HO 3HaeT, KTO Ha 4TO crocoben (what each employee is capable of). Kto-To
xopoiro padotaer B aBpagbHOM pexxuMme (to work under pressure of deadlines), kTo-To X0poIio
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BeITIONTHSIET ( to be good at...) aHanmuTHYeCcKyr0 paboTy. XOpOomHi MEHEKEP BUIUT TOTCHITHAI
KaXJI0T0 COTPYJHHUKA, U TIOHUMAET, KaKyto paboTy OH BBIIOJHHT JIy4Ile, IPOTYKTUBHEE.
MeHepkep CTABHT 3a/1a4H, M CJIeUT 32 UX BBINOJHEHHeM. XOPOIIHi MCHEDKEP BIOXHOBJISIET
U MOTHBHMPYeET NOTYMHEHHBIX, ITOOMIPSS BHIMOJHUTH PA0OTy KaK MOXKHO JIydllle, BLITACKHBast
U3 KaXKA0r0 COTPYAHUKA MAKCUMYM TOT0, HO YTO OH CIIOCODEH.

MeHnemxep OlleHUBaeT paboTy NOJYNHEHHBIX, XOPOLIN MeHexkep... (g0 on)

Tema 4: Recruitment

1. BcraBbTe c10Ba M3 TAOIHIIEI B OPCAIOKCHUSA HUXKC!

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

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

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

or 7 . Outside specialists called 8

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

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

Headhunters, or executive search firms, specialize in finding the right person for the right job.

When a company wishes to 11 a person for an important position, it may use
the services of such a firm, specifying the skills and 12 which it requires
of the future employee. The headhunter contacts executives with the right 13

profile, and provides the company with a shortlist of suitable 14 . In this

way, the employer does not have to go through the preliminary stages of interviewing and selecting
15 itself.

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

Career knowledge/ motivation

What are your long-range goals?

Where do you see yourself in five years’ time?

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

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

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

Tell me about any relevant work experience you have had.

What work experience do you have of that kind of business?

What excites you about the job you are doing now?

How would you rate your present boss?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

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

What salary do you expect?

What would make you happy with this job?

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

21




Self Knowledge

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

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

Do you have trouble delegating?

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

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

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

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

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

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

Health

How good are you at coping with stress and strain?

Can you work long hours without collapsing in a heap?

What hours are you available for work?

Would you do overtime work if necessary?

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

Dealing with other people

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

Are you good at taking advice from others?

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

Knowledge of Company

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

Educational History

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

What options were available and how did you choose?

What made you study foreign languages?

What did you gain personally from your stays abroad?

What training and qualifications do you have for the business you want to run?

Interests/Activities
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How do you spend your vacation?
What do you do to relax?
What are your hobbies?

3. PacckaxuTe Ha aHIVIMHCKOM SI3BIKE O KaHIUIAaTe Ha JIOKHOCTE, OIMHUPAasICh HA €ro pe3roMe:

AnexkceeBa AHHa BiiagumMupoBHa

Tenedon: 8-903-555-5555

E-mail: a.alekseeva@gmail.com

MecTo XUTENLCTBA: r. Mocksa

Jara poxaenust: 03.03.1991

Hean: MOJIyYeHHE PabOThI HA TOJHKHOCTD TJIABHOTO CIICHUAINCTA Y IPABICHUS

3aJIOTOBBIX OTNEepaIui
OoOpa3oBanue:

2008 — 2012 rr.  ®unaHcoBbIM yHUBepcuTeT npu [IpaBurensctBe Poccuiickoit deneparuum
Mesx1yHapOAHbIH SKOHOMHUYECKUH (PaKyIbTeT
[TpucBoeHa cTenenb OakangaBpa MO HAMPABICHUIO «IKOHOMUKA)
JuniaoM ¢ oTiuureM

2012 —-2014 rr. ®unancosslil yHUBepcuTeT npu IIpaBurenscrBe Poccuiickoit denepannn
DUHaHCOBO-2KOHOMHYECKUH (aKyIbTET
MarucTtepckas nporpamma; «OrieHKa Ou3Heca U KOpIopaTuBHbIE (PMHAHCHD)
[TprcBoeHa CTENEHb MarucTpa Mo HaIIPABJICHUIO «IKOHOMHUKA»
JunioM ¢ oTauureM

OnbIT padoThI:

utonib 2012 r.—  BTb 24 (3AO), r. MockBa
HAaCT. Bpems Benymuit skcnept JlemaprameHTa aHajau3a pUCKOB, YTpaBlIeHHE 1O padoTe
C 3aJIOTOBBIM UMYILIECTBOM:
— TPOBEJCHHME 3aJIOTOBOM AKCHEPTH3bl 3aKJIaJbIBAEMOI0 MMYIIECTBA
(ompeneneHne CTOMMOCTU U JIMKBUAHOCTH MMYIIECTBA, MOJATOTOBKA
3aKJIFOYCHUHN JJIS1 KPEJJUTHOTO KOMHUTETA);
— Merojojioruueckass  pabora  (pa3paboTka  BHYTPHOAHKOBCKHX
JIOKYMEHTOB, pyKOBO/JICTB, MIPaBUJI, IPOLIETYP);
— pabora c 3amoroBeiM Tmoptdenem baHka (aHaM3 W KOHTPOJIb
KauecTBa);
— BeJCHHE MOHUTOPHHIA 3aJ0TOBbIX CIEIOK U UMYIIECTBA;
— ompeaeneHue KPeIuTHBIX PUCKOB.

aHBapb - MIoHb  Ernst&Young, r. MockBa
2012 r. Craxep oTnena OLeHKHU:
— cObop u ananmu3 wuHpopMmauuu (PpUHAHCOBBIE W OIEPALUOHHBIC
NOKa3aTesu JesITeIbHOCTH KOMIIAHUH), OTpacyieBasi CTAaTUCTHUKA);
— MOATOTOBKA MAKPOIKOHOMUYECKHUX U OTPACIEBBIX 0030pOB;
— pacueT U aHanu3 (PMHAHCOBBIX ITOKa3aTeleH;
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— ydacTHe B TIPOBEICHUU OLEHKM CTOMMOCTH OM3Heca C
MCII0JIb30BAaHUEM METOJ]a KOMITAHUI-aHAJIOTOB;

— mpoBepka  (UHAHCOBBIX  Mojeneld  (OIEHKa  KOPPEKTHOCTU
HPEANOCHIIOK U BEPHOCTH MAaTEMaTUYECKHX PAacu€TOB);

— ydYacTHe B HallCAaHUU OTYETOB 00 OLIEHKE.

JdonmoanureabHasi nHpopManus:
HNHocTpaHHBIE S3BIKH — QaHTIHUCKUI (CBOOOHO YCTHO, MMCHMEHHO)
HeMelKui (0a30BBbIif)
[lepconanbHBII KOMIIBIOTEP — ONBITHBIN Monbk30Barens (MS Office, 6a3a nannbix Bloomberg,
MIPaBOBBIE MPOTPAMMBI
«I"apanT», «KOHCYIBTAHT +»)

JInuHbIe KayecTBA:
KOMMYHUKAOCIIbHOCTh, YMEHHUE paldoTaTh B KOMAaHJE, aHATUTHYCCKHUU CKJIaa yMa, >KeJaHue
pa3BUBaTHCS B MPO(GECCHOHATLHOM U IMYHOM IUIaHE.

PexoMeHgam MOryT OBITh TIPEJCTABIICHBI 110 TPEOOBAHHUIO.

Tema 5: Marketing

1. IlepeBenuTe caeavIONINE IPEUIOKEHNS, NCIIONb3Ys aKTUBHBIN CI0Baph II0 TEME:

1. Kommnanust ABC pernia BEIMTH Ha BBICIINN YPOBEHb PBIHKA U BBIITYCTUTH HOBBIE
TOMNOBBIE AyXU. UTOOBI yOBIETBOPUTH HYK/Ibl U JKEJIAHUS IOTpeOUTeNel 1 NpUBIEYb
LIEJIEBYIO ay/IUTOPUIO, MAPKETOJIOTH MCCIIE0BAIN PHIHOK U FOTOBBI CO3J1aTh KOHLEIIUIO
HOBOTO npoaykra. KoMnaHus npeicTaBuT NPOAYKT Ha PHIHOK B ABIYCTe U coOupaercs
IPOJBUTaTh IPOAYKT HA PHIHKE, UCHOJB3YS «3BE3/1» B PEKIaMe.

2. Ham HeoOX0aMMO HCII0JIb30BaTh CBOE KOHKYPEHTHOE MPEUMYIIECTBO U UCKATh HOBBIE
BO3MOXKHOCTH PBIHKA, €CIM MBI XOTUM YTOOBI Hallla KOMIIAHUS OCTAaBAJIaCh KOMITAHUEH
Ne2 Ha prIHKE.

3. Ecnu xoMnaHus BbIIYCKA€T HOBBIA NPOAYKT HA PHIHOK, TO Yalle BCETO KOMITAHUS
Ha3HA4aeT PhIHOYHYIO IIeHy. Eciy koMmaHus BelITycKaeT TONOBbIN NPOAYKT, TO OHA
Ha3HayaeT LIEHY BbIIIE PIHOYHOM.

4. YrtoObl 10CTUYb CBOMX LI€€H U NPUBJIEYb LIETAEBYIO ayIUTOPUIO, KOMITAaHUS cOOMpPAETCs
U3MEHHUThH KaHaJbl cObITa MPOAYKIIUU.

2. BriGepuTe npaBuiIbHBIA BAPUAHT OTBETA:
1.What does a business adjust to create a brand image for a product?
-

The marketing mix
Price

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

Price
Product

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

Marketing strategy
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Marketing objective
O Profit from marketing
4.Who is protected by consumer protection laws?
Businesses and customers
Just customers

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

Price
Profit

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

In supermarkets
In designer stores

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

If costs change
If customer needs change

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

Has its own marketing mix
Has no marketing mix

Has no promotional mix

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

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 MUCBMEHHO Ha CJIEAYIOUINE BOIPOCHI:
1. 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?
25
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0. 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.

4. O6B€Z[I/IT6 6VKBBI OTBCTOB, KOTOPBIC JYYIIIC BCCX JOIIOJHAIOT MPCAJIOKCHUA HUKEC:

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

b. the four P's c the four M's

d. buying, selling, market research, and storage

2. The product element refers to:

a. the four P's

b. testing of a product to insure quality

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

3. Most companies price:

a. with the market

b. below the market

¢ beyond the market

d. above the market

4. A common channel of distribution is:

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

a. radio and television
b. personal selling and advertising

c personal selling and newspapers

d. selling advertisements

7.2. OneHOYHbIE MATEPHUAJIbI IJISl IPOBeIeHUS POMEKYTOYHOM aTTeCTAMH
7.2.1. llepevyeHb KOMIIETEHIMI ¢ YKA3aHHEM 3TANOB UX (POPMHUPOBAHHSA B MpoLecce
0CBOeHHs1 00pa30BaTeIbHOI MPOrpaMMbl
Otanbl  POpMUpPOBAHUS KOMIIETEHIIMA B TMPOIECCE OCBOCHUS 00pa30oBaTeIbHOMN
nporpamMmbl  OIIPCACIAIOTCA MOPAAKOM HU3YUYCHHUA AJUCHUILIIMH B COOTBCTCTBUH C pa6quM
y4eOHBIM TIJIAHOM M MPEJICTABICHBI B TAOIHUIIE:
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Kon

Jdransl
KOMIIETe Conep:xanue
¢dopmupoBanus | JucuumiuHsbl, GopMupylOIIHe
130107001 KOMIIETeHIIHM U
. KOMIIETEHIIMH KOMIIETEHI[MI0 (KOMIIETEHI[HH)
(koMmeT (koMmeTeHI i) N
N (koMmeTeHIui)
eHIIUi1)
1 HNHOoCTpaHHBIN A3BIK
2 Pycckuil s3bIK U KyJIbTypa peuu
3 AHTIMICKHN S3BIK KAK A3BIK
CIIOCOOHOCTH K KOMMY- MEKAYHAPOAHOTO OOIIEHHS
HUKALHUHU B YCTHON U
MMCbMEHHOU (popMax Ha AHITIMUCKHN SI3BIK JUIS
OK-4 | pycckoM ¥ HHOCTpPaHHOM 4 po(hecCHOHATEHOTO O0IIeHUs
A3BIKAX JJIS1 PEeLICHUS /[lenoBasi KOMMYHHKAIUS Ha
3a/1a4 MEXJIMYHOCTHOTO U AHTJIMMCKOM SI3BIKE
MEXKYJIbTYPHOTO . eJ10Basi KOMMYHUKAIUs HA
Y Uy p JOTIOIHUATEIbHBIN / A M y
B3aUMOJICUCTBUS AHTJIMHCKOM SI3bIKE
(bakynbTaTUB N
(MpOABUHYTHII YPOBEHD)
l'ocynapcrBenHas urtorosas
3aBepiiaronmn aTTecTarus (3amuTa BbITyCKHON
KBAJTM(PHUKAIIMOHHON paboThl)
MapkeTusr
2 AHTTIUICKUAN S3BIK KaK
MEXITYHAPOTHOTO OOIICHHS
3 MupoBas 5KOHOMHKA U
MEXTyHapOHbIE
SKOHOMHUYECKHUE OTHOIICHHUSI
4 AHTIIMUCKUA I3BIK U1
npodeccnoHaIbHOTO OOIIeHUS /
CHOCO6HOCTB, HCIIOJIB3YA ﬂeno]ga;{ KOMMYHHUKAaIMUS Ha
OTEUYECTBEHHBIC U AHTJIMMCKOM SI3bIKE
3apyOeKHBIC HCTOYHUKH 5 OcoOeHHOCTH pa3BUTHUS
uH(opmanuu, cobpaTh SKOHOMMKH U
IIK-7 | HEOOXOMMMBIE TAHHBIE BHEIIHEOKOHOMUYECKHX CBA3EH

POAHAIN3UPOBATh UX U
MOJArOTOBUTH HHPOpMa-
IIUOHHBIN 0030p H/UIH
AHAINTUYECKUHN OTYET

3apyOeKHBIX CTPaH U PETHOHOB
/ DxoHOMUYECKas reorpadus
MHpa

JIOTIOJIHATEIILHBIN /

JenoBasi KOMMYHMKAIMS HA
AHIVIMICKOM fI3bIKE

(dhakynbTaTUB .
(MpOABUHYTHII YPOBEHD)
6 [IponsBocTBEHHAs IPAKTHKA.
HayuHno-uccnenoBarenbckas
pabota
3aBepLIAIOIINI l'ocynapcrBeHnHast uToroBas

aTTecTanus (3aluTa BbITYyCKHOMN
KBTI (UKAIIMOHHON PabOThI)

27




7.2.2 Tloka3aTe/ii OLlEHNBAHUA TVIAHUPYEMBbIX Pe3yJIbTATOB 00y4YeHHsI HA
Pa3IUYHBIX 3TaNax ()OPMHUPOBAHUA KOMIIETCHIH I

Ilnanupyembie YPOBHHU M KPUTEPUH JOCTHKEHUS Pe3yJIbTATOB 00yUYeHUsI
pe3yJIbTaThl
o0y4eHus 1o He nocTturnyr Ba3oBblid IToBBINIEHHBI Bruicokmnii
AMCHHUIUINHE HA 0a30BbBIN i
OIMMpeacJICHHOM 3Talle YPOBEHb
(opmupoBanus
KOMIIeTEeHIIUH
OK-4 (1onoiHUTEIbHBIH 3TaN)
3HaTh 01} — | He 3naer 3HaeT Ha 3HaeT Ha JleMoHCTpUpYET
rpaMMaTH4ECKue 06a3oBOM MOBBIIIEHHOM | TITy0OOKHeE,
npaBwia, (GopMbl U YpOBHE, NpU YpOBHE, NpU TMOJIHbIE 3HAHUS
KOHCTPYKIIUHU, JIEKCUKY YCTHBIX U YCTHBIX U
aHTTIUICKOTO  SI3BIKA, MUCbMEHHBIX MUCbMEHHBIX
HEO0OXO0TUMBIE TUTST OTBETax WU OTBETax WU
OCYIIECTBIICHUS BBITIOJTHEHUH BBITIOJTHEHUH
MEXIIMYHOCTHOTO TECTOB, TECTOB,
oOmeHuss B  paMKax nonyckaet ot 30 | IOMycKaeT OT
OIIpeAEIEHHBIX 10 50% 10 1030%
Pa3rOBOPHO-OBITOBBIX OIHOOK. OIHOOK.
TeM
YwMmets (/1) — moruuno, | He ymeer [Tonumaer YwMmeer B YwMmeer B
apryMEHTHPOBAHO U OCHOBHOE COOTBETCTBUHM | COOTBETCTBHUHU
KOPPEKTHO coJiep>KaHue C OCHOBHBIMH | CO BCEMH
MOATOTOBUTH YCTHBIC U TEKCTOB, HO TpeOOBaHUSAMU | TPEOOBAHUSIMU
MUCbMEHHBIE BO3HUKAIOT
BBICKA3bIBaHUs HA 3aTpyIHEHUS
MHOCTPAaHHOM SI3BIKE B npu
MEXITMYHOCTHOM dhopMyHpOBKe
0oO0ILIEeHNH U BOITPOCOB JIJIst
MEXKYJIbTYPHOM Hayaja Juasora,
B3aUMOJICUCTBUU €CTh
dboHeTHUECKHE,
rpaMMaTH4YeCKU
¢ U/
JIEKCUYECKUE
OIIUOKHU
Bmaners (1) — He Bnageet Hemonctpupyet | lemonctpupye | JlemoncTpupyer
HaBBIKaMU JaCTUYHOE T BJIAQJICHUE C YBEPEHHOE
HCIOJIb30BAHUS BJIa/ICHUE HEOOJBIIMMU | BIIaJICHUE
MOHOJIOTUYECKOU U MOTPEIIHOCTSIM
JAATIOTUYECKON YCTHOM u

U [IICbMEHHOW pe4H B
CUTyaLUsAX
MEXJIMYHOCTHOTO U
MEXKYJIBTYPHOTO
B3aUMOJICHCTBUSA B
pesenax u3y4eHHOTO
SI3BIKOBOTO MaTepuaia

ITK-7 (nonoJtHUTEIbHBIH ITAI)
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AHTJIUNCKOM SI3bIKE

I[Inanupyemsie YpoBHH U KPUTEPHH AOCTHKEHUS Pe3yTbTATOB 00y4eHUsI
pe3yJbTaThl
o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBbINIEHHBI Bricoxknii
AMCHHUIIMHE HA 0a30BbIN H
onpeieJIEHHOM JTare ypOBEHb
¢dopmupoBanus
KOMINETEeHI[HN
3HaTth (/1) — MeTosI He 3naer 3HaeT Ha 3HaeT Ha JleMoHCTpUpYET
cOopa u aHanuza 6a30BOM MOBBIIIEHHOM | TIIyOOKueE,
JTAHHBIX U3 YpOBHE, NpU YpOBHE, NpU TMIOJIHbIE 3HAHUS
OTEUYECTBEHHBIX U YCTHBIX U YCTHBIX U
3apyOexHBIX MUCbMEHHBIX MUCbMEHHBIX
HMCTOYHUKOB OTBETax WU OTBETax WU
nHdopmanuu BBITIOJTHEHUH BBITIOJTHEHUH
TECTOB, TECTOB,
nonyckaet ot 30 | IOMycKaeT OT
10 50% 10 1030%
OLIMOOK. OLIMOOK.
Ymets (I1) — cobpate u | He ymeer YwMmeer, HO YmMmeer B YmMmeer B
MPOaHAIU3UPOBATH BO3HUKAIOT COOTBETCTBUHM | COOTBETCTBUU
TaHHBIC TUTS 3aTpyIHEHUU C OCHOBHBIMH | CO BCEMH
MTOATOTOBKH MIPU aHATHN3e TpeOOBaHUSIMU | TPEOOBAHUSIMHU
UH(OPMALIMOHHOTO TAHHBIX IS
JOKJIaga n\nim MOATOTOBKH
AQHATUTUYECKOTO nH(OPMAIIMOHH
oTyeTa Ha oro JoKiaaa
WHOCTPAHHOM SI3BIKE WJIM OTYeTa
Bnaners (D) — | He Bmageer Hemonctpupyet | emonctpupye | JlemoncTpupyer
HaBBIKaMU u JaCTUYHOE T BJIAJICHUE C yBepeHHOE
Pa3IMYHBIMU BJIa/ICHUE HEOOJBIIMMU | BIIaJICHUE
criocobamu MOTPEUIHOCTSIM
MOATOTOBKH u
MH(POPMALIMOHHBIX
0030poB u/unu
AHATUTUYECKUX
OTYETOB Ha

7.3. TunoBble 3aJaHUA U (MJIH) MATEPHUAJIbI JJIS1 OLleHKH 3HAHUI, YMEHU U HABBIKOB H
(WJIn) oNbITA IEATEIbHOCTH, XaPAKTEPHU3YIOIIHUX 3TaNbl (POPMHPOBAHUS KOMIIETEH N

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

TUITOBBIE TECTHI IJ151 ITIPOBEPKU COOPMUPOBAHHOCTU 3HAHUU JIJIS OK-4

3aganue 1.

3anonHuTe TpoOeTbl HanboJIee MOAXOAITUMU TEPMUHAMU U3 criicka 1o Teme Levels and

insure
wholesaler

vital
charge

Areas of Management:
placement
channel of distribution

retailer
price leader

prices
take place
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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.

3aganue 2.
3amosHUTE TPOOEITHI MOAXOAIINM CIIOBOM HMIIH CJIOBOCOYETAHHEM U3 BOKaOyIspa Mo Teme
Levels and Areas of Management

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

3. AtOp MaNager ..o and ... the overall functions of
the organization.

4Top managers also ..., the firm's strategy and define its
10021 ]0) .

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

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

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

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

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

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

3aganue 3.
Packpotiite ckoOKH, UCTIOIB3YS MPABUIIBLHYIO (DOPMY aHTIIMICKOTO I1aroyia (BpeMeHa,
UHOUHUTUB, TePYHIUH, IPHYACTHE)

1. As 1 (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) T would like to know her name so that
(I/be) really polite to her on the phone".
4. I'd rather (you/not/tell) my parents that I
(apply) for a job in the USA. I don’t think they
(approve) ... (I/work) abroad.
5. When the company (call) me for an interview, I
(not/know) what (do). T even considered
(not/turn up) for it. However, I felt I’d better (go) as the American company

(already / arrange) for the interview

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

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

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

(not / put off) the trip?

9. Why (not/you/try) (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. I didn’t mean (eat) anything but the cupcakes looked so delicious
that I couldn’t resist (try) one.

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

(bore) out of my mind.

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

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

16. Now that you (finish/pack), isn’t it time we
(leave)? The meter is ticking!

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

(stay) in and (watch) a DVD.
3aganue 5.

IIepenaitTe npsiMyro pedb B KOCBEHHYIO B CIEAYIOIIMX MPEIJIOKECHUAX:
1. The article says, “The artist only uses oil paints.”

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

3. “DI’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.

3ananue 6.
BriGepuTe HY)KHBII BapHaHT OTBETa, UCIONb3ys mpaBuio Complex Object:
1. Thear the district.
a. him leave b. his leaving c. him to leave d. that he’s left
2. Isaw absolutely happy with the news.
a. she look b. she looking c. her to look d. she looked
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3. I’drather 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 7.

Hamumure aHrIuiickue Ha3BaHUSA OTACJIOB KOMIIAHHUH, B KOTOPBIX JAHHLIC COTPYAHHUKU MOTYT
pabortartb, UCTIONB3Ys TepMuHoIorHio 1o Teme Levels and Areas of Management:
a) assembly-line worker..............
b) graduate trainee..........ccccecuveeeuveennee.
¢) accounts clerk.........ccoeeeviieenenne
d) sales eXecutive ....ccceeeveeeevieecieeeeiene
e) office SuUPervisor........ccoceecveeviverieeneenne.
1) SCIENLISE....eeeiiieeiieeeiie e
g) personnel officer...........c.ccccoeeeienennnn.
h) foreman

3aganue 8.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHTIIMHCKOTO IJ1arona (BpeMeHa,
MH(UHUTUB, TEPYHIUN, IPUYACTHE, YCIOBHbIE BBIPAXKEHNUS, cOocararelbHOe HaKJIOHEHHE,
MOJAJIbHBIE TJIar0JIbI)

1. It’s essential that the matter (settle) as soon as possible.
2. Isaw a crystal-glass vase (slip) from her hand and
(break) to pieces.
3. Unless the restaurant (get) another cook, I
(never / come) here again.

4. The young man pretended (read) a newspaper when I came in.
5. I was dumbstruck when I saw him dancing in the middle of the street. He

(m.v. / be) drunk. (10KHO OBITH)
6. I'd rather you (not / go) on long distances in the new car until
you (get) used to (drive) it properly.
7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.
8. Now I remember (you / ask) me

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

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

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

11. You (m.v. /do) the dishes instead of leaving it all
to me! (ympek, Moria Obl ¥ C/IeTIaTh)

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

13. Jim (m.v./go) out with Sue! She has got engaged

to Doug! (He MOXeT OBITh).
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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, nomxno ObITh) around two packs since I
(leave) Pencey.

16. TwishI (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 MoxeT ObITH)

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/I/run) this company, they
(be) totally amazed.

3aganue 9.

[IpournTe BHICKA3bIBaHUS COTPYAHUKOB KOMITAHUY U HAIMIIUTE aHTIMHCKAE Ha3BaHUS
OTJIEJIOB, B KOTOPBIX JIaHHBIE COTPYIHUKH MOTYT pab0oTaTh, HCIOIb3YsI TEPMUHOJIOTHIO IO TEME
Organizational Structures
a) Well, we deal with the workforce needs of the firm: selection and recruitment of staff, pay,

training, and so on.'
b) We listen to customers and identify their needs. We're responsible for establishing sales plans
and targets for the different sales forces. We also deal with advertising.'
¢) We work on new products and improve old ones. We have to keep up to date with what is going
on in the outside world and have close contact with Marketing and Production.'
d) We're responsible for the manufacturing of our products and for trying to find ways of
improving quality. We deal with suppliers and make sure that we have enough components in
stock.'
e) Our department is concerned with the day-to-day running of the money side of the company.
We have to estimate costs and prices, deal with the accounts, and produce budgets and cash flow
forecasts.

3aganue 10.

JonomHuTEe cneayromuil TeKCT TepMuHaMu 110 Teme Levels and Areas of
Management:

appointed attacked combined defined constituted reviewed supervised
supported

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

managing director are usually (1).................... Americans tend to use the
term president rather than chairman, and chief executive officer (CEO) instead
of managing director. The CEO or MD is (2) ............. by various executive
officers or vice-presidents, each with clearly (3).................. authority and
responsibility (production, marketing, finance, personnel, and so on).

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

directors of private companies were traditionally major shareholders, but this does
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not apply to large public companies with wide share ownership. Such
companies should have boards (7) .ccoooviiiiiiiiiiiiinieee, 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 11.
O6BC}II/IT€ TCpMI/IH, KOTOpBIﬁ HC BXOAUT B Ka>1<)1y}o FOpI/ISOHTaHBHy}O rpyrmy:

1 firm companv societv subsidiar
2salary manager engineer employee

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

3aganue 12.
Ha3zoBuTe opraHn3aiimoHHbIC CTPYKTYPbI, ONIMCAHHBIC B JAHHBIX MPEITOKEHHSIX:
1 A cross-functional structure where people are organized into project teams.
2 A structure rather like the army, where each person has their place in a fixed hierarchy.
3 A structure that enables a company to operate internationally, country by country.
4 A structure organized around different products.

3ananme 13.
IlepeBenuTe HAa AaHTJIMHUCKUHN SI3BIK JaHHBIEC NPEIIJIOKEHUSI, UCTTOJIb3Y I
TepmuHoaoTHIO 110 TeMe Levels and Areas of Management:

1. Moii otenr ynpapisieT Hamieid koMmanuei Bot yxe 20 yet. B ynpaBienun 6u3HecoM oH
MPHUICP)KUBACTCS KOHCEPBATUBHBIX B3TJIAI0B, HO KOMITAHHS BCET/Ia_yAeseT O0bIioe
BHUMaHUE HY>KJaM _II0TpeOuTesiel 1 ObICTpO pearupyer Ha u3MeHeHHs Ha pbiHke. OTery
pemmn coKycHpOoBaThes Ha NEepeoOYICHUH COTPYIHUKOB U MPUHSI Ha pPaboTy
HECKOJIbKUX MPO(eCCHOHAIOB, KOTOPBIE OYIyT MPOBOAUTH OOyUYCHHE.

2. 1lITa6 xBaprupa kommannn ABC maxomutcs B Helo-Hopke, a eé (uumansl pacrosnokeHs! B
15 crpanax.

3. Uz-3a ciusgnusd ¢ komnanuei X Haia KoMraHus Oblia peopranusoBana. 30% nepconana
COoKpaTwid. Sl ’ke MOay4Yni NOBBINIEHUE 0 KapbepHOU JecTHUIEe. Celyac s 0OTBEYaro 3a
paboTy CEpBUCHOTO LIEHTPA.

4. TlocrosiHHAs MOTEPSI 10U PhIHKA, BO3pAcTaloNIas KOHKYPEHIUS — IPOOJIeMbl, ¢ KOTOPBIMU
B [IOCJIEIHEE BpeMsl CTOJIKHYJIAch Hama komnanus. Ceifuac Haiia 3ajja4a — CpOYHO
oTpearupoBarth Ha HuX. [Ipexe Bcero Mbl CMEHUM KypC KOMITAHUH, PECTPYKTYPU3UPYEM
e€. PykoBo/ICTBO KOMIIaHWUH PENIMIIO HE COKPAIIaTh, a IEPEOOYUHTh MePCOHAN. Y MEHUE
a/IalITHPOBATHCA K MOCTOSHHO MEHSIIOIIEMYCS PbIHKY — BOT 3aJI0T ycrexa Jito0oro OusHeca.

3ananmue 14.
Packpoiite ckoOKH, HCTIONB3Ysl MPAaBUIbHYIO (POPMY aHTIIUIICKOTO riaroya (BpeMeHa, YCIOBHbIE
BBIPAKEHUS, COCJIaraTeIbHOE HAKIIOHEHUE)

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

4. My little son (want) to know if there (be) some cartoons on
TV tonight. If there (be) some, he certainly (watch) them.
5. I wonder if the weather (change) for the better next week. |
(plan) to go to the countryside for a month.
6. 1 (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 I 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 I
(finish) my report.
16. If the time (be) convenient for you, we (meet) tomorrow.
17. We (not / start) till he (arrive).
18.Provided he (leave) now, he (miss) the rush hour.
3ananme 15.
BcraBbsTe mpaBuibHy0 (hopmy Tiarosia to be, oopaias BHUMaHUE Ha YUCIIO UMEH
CYIIECTBUTENbHBIX:
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 16.

IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TEPMHHOJOTHIO N0 TeMe Management:

1. Yto kacaercst BeieHus: OM3Heca, HOBBIN MEHEKEp OT/ela MPOJIaK U MAPKETHHTa HE
pUeMJIET KOHCEPBATUBHBIX B3MIs110B. OH crIOCOOEH CTaBUTh YETKHUE 1€NIH, OBICTPO pearupoBarh
Ha U3MEHEHUS PHIHKA, MOOLIPITh KOMAHIHBIA JyX COTPYAHHUKOB.
2. XYZ — nuaamu4Hasi, ObICTPO pacTyIlas KOMITAHUS 10 MPOU3BOJICTBY KAHIICIIPCKUX TOBAPOB.
B ycnoBusx x€cTkol KOHKYPEHIIMM HaM HEOOXOIUMO TIOCTOSIHHO MTPOBOJIUTH UCCIIEOBAHUS
pBIHKA U OBICTPO pearupoBaTh Ha €r0 U3MEHEHHUS.
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3. Hama xommnanust Obuta ocHoBaHa B cepearHe 1990-X rogoB, ¥ MBI OBICTPO pa3BUBaEMCS C TEX
nop. Komnanus cocTouT U3 5 OTAENIOB: aAMUHUCTPATUBHBIH, (PMHAHCOBBIN, TPONU3BOCTBEHHBIH,
OTAEJI MapKETHHTa U MIPOJIaXK U KaapoBeIil otaes. Hamr nepconan HacuutsiBaeT cBbiie S000
coTpynHUKOB. ['010BHOI oduc pacnonoxer B JlIongone. Hamm qouepHue npeanpusiTus
HaxoasaTca B Munane u bepnune. B crienyroniem rojly KoMnaHusi INIAHUPYET OTKPBITh CBOM
¢wiman B Mockse.
3aganue 17.
IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TEPMHHOJOTHIO N0 TeMe Management:
1. HenaBHo coBeT qupekTopoB komnanuu Cornerstone Group ycremHo npoBesl IEPEroBOPsI €
Metrot Co. o cnusitHuM 3TUX IBYX Kommnanuid. Kommanus Metrot — mpekpacHoe nmpuodpereHne
st Cornerstone Group.
2. Metrot Co. crieniuaau3upyercsi B IPOU3BOACTBE TOBAPOB JIJI IOMa, U B CBOUX PO3HUYHBIX
MarasmHax MpeICTaBIsIeT IUPOKU BEIOOP TOBAPOB, @ TOBAPOOOOPOT KOMITAHHH COCTABIISET
4MJTH. €BpO.
3. Komnanus Metrot umeeT MHOTO TOYE€pHUX NPEANPUATHH 110 Bceil EBporie, a MX Toln0BHON
oduc Haxonutcs B [lapmxe. brarogapst ceoeMy THHAMUYHOMY CTHIIIO 3Ta KOMITAHUS OBICTPO
pearupyer Ha pIHOYHBIE U3MEHEHUS.
3aganue 18.
3anonHuTe Mpodesbl Hanbosee MOAXOASAIIMMY TEPMUHAMU U3 CIIUCKaA o TeMe Management:

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

relocate

1. Why does the company have such a rapid ?
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.

3ananme 19.

PackpoiiTe ckoOkH, UCIONB3Ys MPAaBUIbHYIO (JOPMY aHIVIMHCKOTO IJ1aronia (BpeMeHa,
MHOUHUTUB, TePYHINH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOe HAKIIOHEHUE,
MO/1aJIbHbIE TJIaroJibl)

1. Look! Leslie seems (enjoy) herself. It is the first time I

(see) her so happy.

2. There  appeared (be) no one in the Thouse. John

(consider/climb) through one of the open windows but
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e

11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

decided against it (not

risk/notice). He (decide/wait) until it
(get) dark.
I (mean/paint) the door for ages, but I keep
(forget) (buy) the paint.
If you can’t find him at home, try (call) him at the office.
Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
We’d really like (live) in the city center but it’s virtually impossible
(find) a three-bedroomed flat at a price we can afford
(pay).
Stop (tease) him, he doesn’t enjoy
(laugh) at.
The dog appears (be) hungry — you’d better (feed) it.
Her parents regret (allow) Tina (stay) out late.
. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
Always late? Try (set) your watch five minutes fast.
She certainly mentioned (see) Mark, but I don’t remember
(she/talk) about Vickie.
Martha (practice/play) the piano daily for months, but
she seems (make) little progress.
Listen! The review (say): “Tastefully (decorate),
conveniently (locate), and with a wide range of courses to suit all
occasions, this is the perfect meeting place after a hard day’s work”. Why
(not/go) there for dinner?
The witness said he (hear) two shots (fire) before
(see) two men (run) down the street.
There is something wrong with her bicycle. It’s time
(she/get/it/mend).
It makes (I/feel) really happy (see) old people
(hold) hands.
JK Rowling is reported (receive) an award in
recognition of her achievements.
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.
I really hate (go) to the dentist but I don’t think I can avoid

(visit) him this time.

3ananme 20.
Hanummure pycckue aHaioru JaHHbIX aHTJIMHCKUX TEPMUHOB 10 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. to attain objectives

6. to encourage, motivate and inspire
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7. to monitor and measure the performance of employees

8. to develop a strategy

9. to manage with empathy, to have empathy with the staff

10. to take ownership of decisions

11. to be entitled to try out new ideas

12. to empower employees

13. to enhance (an enhanced sense of responsibility, an enhanced sense of involvement)
14. to praise and show recognition, to give praise

15. to concentrate on strengths, not weaknesses

3aganue 21.

3amoaHUTE MPOITYCKU MPaBUILHOM (POPMOI TIaroia B MOAXOIAIIEM BpeMeHHU (aKTUBHOUM UITH

1.

. An Oxford amateur pilot has been proclaimed a hero. “ My son Max

MMacCUBHOM POPMBI):

Joseph Ford, the politician who (kidnap) last week
as he was driving to his office, (release)
unharmed. He (examine) by a doctor last night, and
is said to be in good health. Mr. Ford (find)
walking along a small country lane early yesterday evening. A farmer
(see) him, recognized who (it/be),

and (contact) the police. When his wife

(tell) the news, she said: “I’m delighted and relieved that
my husband (find).” Acting on information
received, the police (make) several arrests, and a man

(question/now) in connection with the kidnapping.

John expected to get a decent pay rise because he (work)
for the company for many years. He understood that more cars
(sell) by him then by any of his colleagues every year. He
(sell) cars all his life and
(know) exactly what approach to adopt with every customer who
(come) in.

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

(look) rosy as we
(turn) for home, but then I (notice) that the propeller

(disappear).

(the clock/hardly/strike) 5 when Peter
(stick) his head around the door and
(say), “Tea, anyone?”

My car (repair) and I don’t know when it
(be) ready. I doubt if (be able) to
collect it before the weekend. I wonder if John (give) me a lift
to the party on Saturday. — Well, ask him once he (get) here.
More and more similar cases (argue) in the
courts.
3ananme 22.
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Hamnumumre pycckue aHaJIOTH TaHHBIX aHTJIMHACKUX TEPMUHOB 110 TeMe Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
3. with an impressive record of success in senior finance appointments in commerce and industry
4. with a good examination track record
5. with a proven track record in the financial management of an operating company
6. have a high level of professionalism
7. have a detailed knowledge of accounting systems
8. have in-depth experience in managing ...
9. with broad financial management experience
10. proven planning and analytical abilities gained at an operational level
11. an ability to set up and effectively manage whole accounting functions
12. strong technical orientation developed initially within a practice environment
13. a pro-active and innovative approach to financial management
14. a hands on approach

3aganue 23.
3anonHuTe TabIMIly TEPMUHAMH U3 BOKaOyIsipa Ha TeMy Recruitment:
astute, bright, eatm; clever, easy-going, hard-working, moody, neurotic, punctual, quick-
tempered, retiable, responsible, sharp, slow

intelligence and ability emotional stability conscientiousness
bright calm reliable

3aganue 24.
IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TepMHUHOJOTHIO o Teme Marketing:

1. JIro6oiif MpOaYKT, TaXKe TOMOBBIN, MPOXOIUT 4 CTa/INM KU3HEHHOTO ITUKJIA!
MPE/ICTABJICHUE HAa PHIHOK, POCT, 3PEJIOCTh MPOJIYKTA U CHaJ.

2. Tlepen TeM mpenCTaBUTh OPOAYKT Ha PBIHOK, JII0OAsh KOMITAHHS UCCIAEAYET
MOTEHIUATbHBIA PBEIHOK, CTAPAETCS OMPEACIUTh HYXKbI HOTPEOUTENeH 1 Ha3HAYaeT
TaKYIO IIeHY, YTOOBI IOCTUYD OOJBITUX 00HEMOB MPOIAXK.

3. PyxoBozactBo kommnanuu ABC pemmino paciimupuTh JUHEHKY OpoayKTa. YToOb!I
IPOCTUMYJIMPOBATH COPOC, KOMITaHUS COOMpPAETCs UCIOJIb30BATh «3BE3/1» B PEKJIAMHOM
KOMIIaHUM HOBOTO OpeHaa. Heo0XoamMoCTh pacuiupeHus yKe JaBHO BO3HUKIIA, TaK KaK
CYHIECTBYIOIIMN aCCOPTUMEHT YK€ HE IPUBJIEKAET 11eJE€BOM PBIHOK. BeposiTHo,
KOMITAaHUH MPUJIETCS UCKATh HOBbIE KAHAJIBI PACTIPEICIICHHUS.

3ananme 25.
OO6BeauTe MpaBUIIBLHBIN TePMUH(BI), OTBETUB Ha CJISAYIOIIME BOMPOCH! 1o Teme Marketing:
1.What does a business adjust to create a brand image for a product?
C The marketing mix
Price

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

Price

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

Marketing strategy

Marketing objective

i

Profit from marketing

4.Who is protected by consumer protection laws?

Businesses and customers

Just customers

C Just businesses

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

Price
Profit

Promotion

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

In supermarkets
In designer stores

On market stalls

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

If costs change

If customer needs change

If management changes

3aganue 26.
ComnocraBbTe TepMUHBI 10 TeMe Marketing cieBa ¢ ero onpeejeHIeM Cripana:
1 | Market a | The company, product, or service with more sales than any other
opportunities company, product etc in its market
2 | Market b | The process of dividing a market into distinct groups of customers
research who have different requirements or buying habits
3 | Market c | A group of customers that share similar characteristics, such as age,
segment income, and social class
4 | Market d | The percentage of sales in a market that a company or product has
segmentation
5 | Market share e | The activities involved in obtaining information about a particular
market
6 | Market leader | f | Possibilities of filling unsatisfied needs in sectors in which a company
can profitably produce goods or services

3aganue 27.

[Tpouwnraiite cTatbio o Teme Marketing craTbio U BbIOEpHUTE MTPaBUIIbHBIN TEPMUH, YTOOBI

3amoaHATh Kbl ipoden (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 fora
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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
before it becomes

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

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
3apanue 28.
OO0BenuTe MPaBIILHBIN MOAANBHBIN TJIAro:
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 I 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 account for every minute of the day.
a. have to b. mustn’t c. are not to d. don’t have to
5. When she was riding in the woods last week, Helen fell off her horse but luckily she
get back on and ride home.
a. could b. would c. was able to d. had to
6. The newspaper the rumour without concrete evidence.
a. shouldn’t have printed c. oughtn’t have printed
b. needn’t have printed d. didn’t have to print
7. You often have to wait for a decision long, ?
a. haven’t you b. don’t you c. aren’t you d. won’t you
8. — Should we hurry? — No, you , we have plenty of time.
a. needn’t to b. haven’t to c. mustn’t d. needn’t
9. They spoke in very low voices but | understand what they were talking about.
a. could b. might c. was able to d. was to
10. With our new shampoo, you spend hours caring for your hair.
a. mustn’t b. needn’t c. haven’t to d. shouldn’t




3aganue 29.

PackpoiiTe ckoOKH, ynmoTpeOUB MPaBUIbHYIO TPAMMATHYECKYI0 KOHCTPYKLHUIO C UHOUHUTHBOM:

1. They were glad (introduce).
2. D’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. I’d sooner (not go) to the country today.
7. Iprefer (go) by plane to (go) by train.
8. Iprefer (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 I (see) him off? Or would you sooner
(do) it yourself?
13. I’d prefer them (come) with us.
14. I’d rather they (come) with us.
15. Would you sooner | (know) nothing?
16. It’s high time they (come) back, isn’t it?
17. It’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).

(he/study/French/there).

20. He sent his son to Paris

21. I gave her my address (she/can/contact/me).- Please,

give her mine (she/contact/me) too.

NV R LN

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

16.

17.

18.

3ananme 30.
Packpoiite ckoOkH, ymoTpeOuB MpaBUIbHYIO (POPMY YCIOBHOTO HAKJIOHEHHS TJIarofa;

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) acar, I (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, I (eat) without you.
You (get) fresh fish provided you (go) to the market early.
The information (study) carefully as soon as it
(deliver).
IfI (happen) to see anything she might like for her birthday, I
(buy) it.
I (take) an umbrella in case it (rain). I hate
(catch) in the rain.
I (be) over the moon if my dream (come) true.

42



19. He (not / recover) soon unless he (take) the prescribed
medicine.

20. He wants to know if you (finish) tonight. — Providing all

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

3aganue 31.
Packpoiite ckoOKH, YITOTPEOUB MPAaBUILHYIO IPAMMATHYECKYIO KOHCTPYKITUIO C MHPUHUTHBOM:

1. 1 (go out) in a minute. - So (I/be). So
you’d (better or rather?) (take) your key
with you.

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

(watch) TV.

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

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

(not tidy) it. I’1l do it later.
5. My brother prefers (play) computer games to
(watch) television.
6. I’drather you (not/make) so much noise. — Sorry. I
(try) to be quiet.

7. Youd (rather or better?) (work) hard this

time. You (never/have) a steady job; and if you

(do not), you never will. — I will. I want
(make) a good impression.

8. Paul (buy) Tina a present. - Yes, but we’d
(rather or better/ not mention) it. It might be a surprise.
9. (we/spend) the evening together? — Well, actually, I'd
prefer (spend) some time alone.
10. It’s the company’s office party tomorrow. — Yes. To be honest, I’d
(better or rather) (not go).
11. Would you (rather or better?) (come)
shopping with me or (stay) home?
12. I’d rather you (do) something with your time instead of sitting
around all day.
13. It’s about time you (stop) pretending to be terribly busy!
14. Id rather you (not drive) so fast, Paul.
15. John had (rather or better?) (not speak)
to me like that again.
16. He says he’d rather (cook) his own meals than
(eat) in restaurants.
17. I’d rather you (not mention) it to anyone until next week.
18. Tim’s mother (would rather or had better?) he (work) closer to
home than he does.
19. She would prefer (meet) you personally rather than
(talk) to you over the phone.
20. Sean prefers (play) football to
(watch) it.
21. They would sooner (go) bankrupt than

(seek) professional advice.
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TUIIOBBIE 3AJIAHMS JIJIS IIPOBEPKM COOPMHUPOBAHHOCTHU 3HAHUM JIJIA TIK-7

3aganue 1.
IIpounTaiiTe TeKCT Ha TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJU3UPYHTE HHPOPMALUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHILly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHHS, U3T0KEHHYIO B TEKCTE, UCTIOIb3Yysl COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute npumepsl, HakThl, TOJOOHBIE 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 I 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.

In the short term we had to cut our costs. However for certain customers who are less price
conscious, I 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, I 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.
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If I was asked what advice I would give to people looking for success in business, well, I would
say: be well prepared. Seize an opportunity ones it emerges and finally stay open-minded as
business can be developed by individuals, alliances, partnerships and joint ventures.

3aganue 2.
IIpounTaiiTe TeKCT HA TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKaeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute nmpumMepsl, HakThbl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

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

First of all, managers (especially senior managers such as company chairmen and directors) set
objectives, and decide how their organization can achieve them. This involves developing
strategies, plans and precise tactics, and allocating resources of people and money. Secondly,
managers organize. They analyze and classify the activities of the organization and the relations
among them. They divide the work into manageable activities and then into individual tasks. They
select people to perform these tasks. Thirdly, managers practice the social skills of motivation and
communication. They also have to communicate objectives to the people responsible for attaining
them. They have to make the people who are responsible for performing individual tasks form
teams. They make decisions about pay and promotion. As well as organizing and supervising the
work of their subordinates, they have to work with people in other areas and functions. Fourthly,
managers have to measure the performance of their staff, to see whether the objectives set for the
organization as a whole and for each individual member of it are being achieved. Lastly, managers
develop people — both their subordinates and themselves.

Obviously, objectives occasionally have to be modified or changed. It is generally the job of a
company’s top managers to consider the needs of the future, and to take responsibility for
innovation, without which any organization can only expect a limited life. Top managers also have
to manage a business’s relations with customers, suppliers, distributors, bankers, investors,
neighbouring communities, public authorities, and so on, as well as deal with any major crises
which arise. Top managers are appointed and supervised (and dismissed) by a company’s board
of directors.

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

3aganue 3.
IIpounTaiite TekcT Ha Temy OpraHu3anMOHHbIE CTPYKTYPHI, co0epuTe U
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
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2. Cxaxure, Kakas mpobsemMa BbITEKAeT U3 COJCPIKaHMUS.

3. [locTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 33JalTE UX BallleMy TOBApHIILY, 3aTEM OTBETHTE
Ha ero BOIPOCHI.

4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.

5. Beickaxute MHeHHUE 0 MpoynTaHHOM. CoO0IINTE N3BECTHBIE BaM JIOTIOIHUTEIbHBIE CBEICHHUS.
[IpuBenute nmpumepsl, HakThl, HOJOOHBIE 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
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.

3ananmne 4.
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IIpouuraiiTe TeKCT HA TeMy JKOHOMMKA, COOepHUTe U NMPOAHATUZHPYITE
UHGOPMaALHIO 0 CJIeaYIOLIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobieMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTENILHBIEC CBEICHUSL.
[TpuBenute npumepsl, GakThl, IOAOOHBIE ONMUCHIBAEMBIM B TEKCTE.

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

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

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

How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
companies a fraction of GE's size. How did Welch, who sat atop a business empire with § 304
billion in assets and 276 000 employees in more than 100 countries, do it?

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

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...”
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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 5.
IIpouurajiiTe TeKCT HA TeMy JKOHOMMKA, COOepHTe U NMPOAHATUZUPYTE
UHGOPMaALHIO 0 CJIeAYIOIIEeM:
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 npumepsl, GakThl, IOAOOHBIE OUCHIBAEMBIM B TEKCTE.

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

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

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

Task-motivated leaders ‘tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight ship’,
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
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some fascinating examples of this practice. Sir Hector Laing, Chairman of United Biscuits, travels
around his company with a jug of orange juice. He uses this to show employees how the company
profits are divided up between employees, reinvestment, dividends, tax etc. Lord Sieff, Chairman
of Marks and Spencer until 1984, kept close contact with his staff. Once, when there had been
heavy snowfalls, he drove from London to Chatham — a long way — from just to thank sales
assistants for turning up in spite of the weather. Lord Sieff had the habit of making telephone calls
every Saturday, at about 5 p.m. to a few stores, chosen at random. He wanted to know how the
day’s trading had gone. No doubt, by doing this, he kept the staff on their toes. And he showed
them that the Chairman had not forgotten them!

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

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

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

3aganue 6.
IIpounTaiite Texkct Ha Temy Ilondop nepconana, codbepute U NpoaHAIM3HPYHTe
HH(OPMALHIO O CJIeYIOIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobemMa 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. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute nmpumepsl, (HakThl, TOJOOHBIE OMUCHIBAEMBIM 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.
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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.

3aganue 7.
IIpounTaiite TekcT Ha Temy MapKeTHHTI, co0epuTe U NPOAHAJIU3NPYHiTe
HH(OPMALHIO O CJIeqYIOIIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas 1mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpouYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTENIbHBIE CBEICHUSL.
[IpuBenute nmpumMepsl, HakThl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

GOING VIRAL
Six years ago, ad executive Ed Robinson carried out an experiment. He spent $10,000 to produce
a humorous video about a man who meets an explosive end while inflating a child’s raft. He
attached his firm’s Web address to the clip and emailed it to five friends. Then he waited.
By the end of the week, more than 60,000 people had seen the twelve-second video, Robinson
says. The video had ‘gone viral’, passing from Robinson’s friends to their own friends and from
there to blogs and sites across the Web. Within three months, Robinson’s Web site received 500,
000 hits.
For Robinson, the traffic was confirmation that the video and others like it could create a buzz and,
in turn, make big bucks. ‘I was trying to prove a point: if you entertain your audience, they will
get it and the viral mechanism will make the audience come to watch you.’

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

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

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

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

3aganue 8.
IIpounTaiiTe TekcT Ha Temy MapKeTHHI Ha PbIHKe, cO0epHuTe U MPOAHATU3UPYITE
HH(OPMALHIO O CJIeAYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobiemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute nmpumMepsl, HakThbl, TOJOOHBIC 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, [ now find
myself working more with feelings than with figures,” he says. ‘I really need a leather couch in
my office.” One owner-manager had handed over the running of his printing business to two sons.
But the brothers fought furiously. Bogod says: ‘One day the father phoned me in tears, saying, “all
I want is for them to be happy.” This case follows a general trend for fathers who pass their
businesses to sons. ‘Father-son succession is much harder than father-daughter,” says Bogod.
‘When a son goes into the business, it is about proving himself, being competitive, and wanting to
make his father proud. But with a daughter, it is about support and wanting to be there for him.’
Bogod believes that starting an early discussion about passing on the business is the key to a
successful handover. Even though talking to parents about retirement is hard, you should start
doing it ten years before they retire.
Barbara Murray, a family-business expert, believes that failing to talk is not the only pitfall. ‘A
common mistake that people make’ says Murray ‘is that when they are nervous about who is going
to be the next leader they try to solve the problem very quickly without exploring it properly. So
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.’
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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 I am dead.” This will keep a lid on it while he is alive. But as soon as he
dies, you can be sure that the family will have its own version of world war three.’

3aganue 9.

[IpounTaiiTe 3KOHOMHYECKYIO CTATHIO U OTBETHTE HA CJeyIolIHe BONMPOCHI:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B CTAThE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. 3apmaiiTe K cTaThe HECKOJIBKO BOMPOCOB U 33/IaiiTe UX BallleMy TOBApHUIILY, 3aT€M OTBETHTE Ha
€ro BOIPOCHI.
4. ITonTBepauTe TOUYKY 3pCHUS, U3JI0KEHHYIO B CTaThe, UCIIOJIB3Ysl COOCTBEHHBIN IpUMeEp.
5. Beickaxkute MHEHUE O MpouYnTaHHOM,. COOOIINTE NU3BECTHBIE BaM JOIOJIHUTEIbHBIE CBEICHNUS.
[IpuBeaute mpumepsl, (HaKkThl, MOJOOHBIC OMMMCHIBAEMBIM B CTaThE.
6. [Tomymaiite, Kak U I/ie BBl MOXKETE UCIIOJIb30BATh U3BICUEHHYIO U3 CTaThU UH(OPMAIHIO.
7. Onpenenurte, HYXHO JId BaM OoJiee I€TaIbHO 03HAKOMUTHCS C TEKCTOM JUI MCIOJIb30BAHUS
MOJTy4eHHOUM HHpOpMAaIMK B Bamiei Oyaymeld mpodeccHoHaTbHON AesTeTbHOCTH.

The Case for Chain Mud Pump Drives

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

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

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

3aganue 10.
IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeAyIOLINe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHl pACCMATPHUBAIOTCS B CTaThE.
2. CkaxuTe, Kakas mpobieMa BBITEKaeT U3 COIECPIKaHUSL.
3. 3agaiiTe K CTaThe HECKOJBKO BOIPOCOB U 3aJjaiiTe UX BallleMy TOBapHILy, 3aTEM OTBETHTE HA
€r0 BOIIPOCHI.
4. [loaTBepaUTe TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Ysl COOCTBEHHBIH MpUMep.
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5. BrickaxxuTe MHEHHE O MPOYUTaHHOM,. COOOIIHMTE H3BECTHHIC BaM JIOTIOJIHUTEILHBIC CBE/ICHHUSI.
[TpuBenute mpumMepsl, HakThbl, TOJOOHBIC OMUCHIBAEMBIM B CTaThE.

6. [Togymaiite, KaKk ¥ rie BB MOKETE UCIIOIH30BATh U3BJICUCHHYIO U3 CTaThU HH(DOPMAITHIO.

7. Onpe;[eJmTe, HYXHO JIM BaM 60.]166 AC€TAaJIbHO O3HAKOMUTHCA C TECKCTOM IJIA UCITIOJIb30BaHUA
MOJTyYeHHOUM HHpOpMAaIMK B Bamiei 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.

3ananme 11.
IIpouuTaiiTe TEKCT, 0TBETHTE HA BOMPOCHI MO €ro COAePKAHNIO U BHINOJHUTE 3aJaHUe
nocJje TeKcTa.
Market and Command Economies

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

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

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

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

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

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

53



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) [Togymaiite u cKaxxuTe:
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?

BriOepure moaxosinee o CMBICITY CIOBO M3 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
TUITIOBBIE 3AJAHWS J1JIS1 ITIPOBEPK COOPMHUPOBAHHOCTHU VMEHUN JJLSL OK-4

3ananmne 1
IIpoxkoMMeHTHPYIiTE (YCTHO) CileAyOIIMe YTBEPKIEHHUS ¢ yOoTpedJeHneM aKTUBHOMI
Jexkcuku no teme Levels and areas of management:

1.1t is up to employees to keep the manager up to date on progress.
2.Managers set strict time limits.
3.Managers encourage staff to put forward their ideas.
4.Managers and employees decide together what needs to be achieved.
5.Decisions are made by managers and their staff.
6.Employees get precise instructions.
7.Managers do not want employees to avoid making decisions which employees should make.
8.Managers have tight control of employees’ movements and work schedules.
9.When employees are given tasks, they decide how to complete them.

3aganue 2
Onummre GyHKUMU U 0TBeTCcTBeHHOCTH OTaea KaApoB BbIOpaHHOM Bamu koMnanuu,
UCIO0JIb3Ys JiekcuKy 1o Teme Levels and areas of management.

3aganue 3
Onuummnrte GyHKUMH M OTBETCTBEeHHOCTH DUHAHCOBOIO 0T/Ae/1a BbIOpaHHO# Bamu
KOMIIAHMH, UCI0JIb3Y1 JeKcuKy 1o TeMe Levels and areas of management.

3aganue 4
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IIpoxkoMmmeHTHPYIiTE (YCTHO) CieAyIOIIHMe YTBEPKIEHHUS ¢ yIIOTPedJeHrneM
aKTHBHOI Jexkcuku mo teme Levels and areas of management:

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

2.If the manager wants to get things done he should do it himself.

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

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

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

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

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

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

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

3aganue 5
Onumute ypoBHU U cepbl yHpaBiieHUs: BLIOpaHHOI Bamu koMnaHum, HCNOab3ys
Jekcuky no reme Levels and areas of management.
Company structure or organization structure refers to the way that a company arranges people
and jobs so that its work can be performed and its goals can be met. The structure of every
organization is unique and the structure of an organization evolves as the organization grows and
changes over time.
1. Top managers and executives:
Board of Directors, Chairman (Chairwoman) or President (4m.), Managing Director
(Executive Director) or Chief Executive Officer (CEO — Am.)
E.g. At the top of company hierarchy is the Board of Directors, headed by the Chairman.
E.g. A managing director is responsible for the day-to-day running of the company (or
oversees all aspects of business activity, or has overall responsibility for the running of
the business).
2. Middle (Senior) management (company officers):
Finance director (Chief financial officer — Am.), Marketing Director, HR Director
(Personnel), IT Director, R&D Director, Production Director, Sales Manager or Sales
Director (or Vice Presidents — Am.)
3. Departments: Finance, Sales and Marketing, Personnel (HR), Research and Development
(R&D), Production
4. to consist of, be made up of, be divided into
e.g. The company consists of five main departments. The marketing department is made
up of three units. The sales department is divided into two sections.
5. to be responsible for smth, to be in charge of
e.g. The marketing department is responsible for advertising, sales promotion and market
research. The Human Resources department is composed of two sections. One is
responsible for recruitment and personnel matters, the other is in charge of training.
Philip is in charge of our marketing department.
Finance director controls all aspects of finance and is responsible for allocating the
company s resources.
6. to be accountable to smb, to be responsible to smb, to report to smb
e.g. At the top of the company hierarchy is Mister Niegel who has overall responsibility
for the running of the business. Sales Director, Marketing Director, Finance Director and
HR Director report to him (HaxoasTcs y HEro B HENOCPEACTBEHHOM MTOTYMHEHUH ).
Export Sales Director is responsible to Sales Director.
7. astrategy, to determine a strategy (or a policy), implement a strategy (or a policy)
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E.g. Top managers determine the company's strategy and middle managers implement the
strategy and major policies handed down from the top level of the organization.

3ananne 6
IToaroroBbTE pasBepHyThie NMCbMEHHBbIE 0TBEThHI HA BoNpockl o Teme Levels and areas of
management:
1. What are the levels of management?
2. What are the responsibilities of a top manager?
3. What are middle managers responsible for?
4. Why is the position of a first-line manager important, especially in a company involved in
manufacturing business?
5. What are the most common areas of management (e.g. finance, sales, etc.)?
6. What is finance director (personnel manager, marketing director, R&D director)
responsible for?
7. Over to you: what kind of companies require R& D department?

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

3amanme 7
IMoaroroBbTe MUCHbMeHHOE coolmeHne Ha Temy “ Types of restructuring ”, ucnoJab3yst
AKTHBHYIO JIEKCHKY U3 BokaOysipa Organizational Structures:

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

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

3. to adjust/adjustment/to adapt to / to respond to /to remain responsive — IpUCIIOCOOUTHCH,
YMEHHUE MPUCTIOCA0INBATHCS, aJalITUPOBATHCS, PEarupoBaTh, COXPAHITh THOKOCTh
(coxpaHsTh YMEHUE MEHATHCS U MPUCTIOCAOINBATHCS)

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

E.g. To remain responsive and adjust to a fast-changing market environment, many
companies have pushed towards decentralization (0TOILITN OT EHTPATH30BAHHON CHCTEMBI
yIpaBJcHUs).

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

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

5. Restructuring (delayering, downsizing) — pecTpykTypu3anus (COKpamieHiHe ypoBHen
yIpaBJICHUS; YMEHBIIIEHHE Pa3MEPOB MPEIIPHUATHS B LEISIX SKOHOMUH, ONTHMHU3AIUS IITATa
IIyTEM COKpPALLEHUS)

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

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

6. to cut costs down/to drive costs down/to keep costs down/to optimize costs/to reduce costs
(maximize profits) — CHU3UTb U3ACPKKH (MAKCUMAIBHO YBEJIUYUTh TPUOBLIH)

E.g. The prime target of any business is to drive costs down and maximize profits.
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7. profit, losses (to suffer losses, to incur losses, to sustain losses), a decrease in profit, a decline
in profit — yObITKH (HECTH YOBITKH), COKpallleHHe MPUOBLIN, CHIKEHUE MTPUOBLIH
E.g. The recent financial report has shown a 7% decline in profit in the second quarter of
2013.

8. to enhance (communication, coordination, a company's reputation) — yIy4miaTh,
YBEJIMYUBATH, YCUIUBATH (OOBIYHO MOJIOKUTEIEHOE CBOHCTBO)
E.g. Empowerment gives employees an enhanced sense of involvement (z1aet coTpygHukam
OIIyIIIEHUE TOTO, YTO OHU SBJISIOTCS HEOTHEMIIEMOH YacThI0 KOMIIAHUH) in company's
business.

9. Empowerment, empowered employees — HazieneHue COTPYTHUKOB OOIBIIIUMHU
TIOJTHOMOYHUSIMH

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

3ananne 8

O0cyanTe ¢ KoJUIeraMu cjeayinue yreep:kaenust mo reme Organizational
Structures:
1. One of the most important tasks for the management of any organization is to determine its
organizational structure.
2. Efficient management structures are vitally important for the success of any company.
3. There is a doctrine in business planning “the structure follows strategy”.
4. Once an organizational structure is determined, there is no need to change it with time.
5. A business organized by function is one of the most centralized, bureaucratic and hierarchical.
6. Decision making is slow in businesses organized by function, which can result in losing a
competitive edge.
7. Employees at lower levels are unable to make important decisions, and have to pass on
responsibility to their boss.
8. A clear chain of command is one of the advantages of organization by function.
9. Companies organized by function are flexible and thus respond quickly to a fast moving
market environment.
10. Accountability is pretty much complicated in companies organized by function.

3ananne 9
IIucbMeHHO COTJIACUTECh HJIH HE COTJIACHTECH CO CJIeAYIOIIEeM YTBEpPKIeHHEeM,
NMpoaHATH3UPOBAB 3HAHUA MO TemMe 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.

3ananmne 10

IToaroToBbTE YCTHYIO NMPE3eHTALMIO N0 cJIeqyIolIeil cuTyannn Ha Temy Management:
[IpencraBbTe, YTO BB ABJISETECH YIPABISAIOMIMM AUPEKTOPOM KOMITAHUH CPETHETO pa3Mepa.
Kora BbI 3aHsUTH TMOCT YIPABJISIONMIETO TUPEKTOPA, BBl OOHAPYKHITH, YTO KOMITAHUSI HAXOIUTCS
B TUI0XOM cocTostHud. Komana paborana Hea(h(heKTUBHO, MOPAJIBHBIN AyX ObUT HU3KUM, a
NPO/IaXKH CHIKAJIMCh B TCUCHHE TO/1a. 3a TPH roJla BaM y1aloCh H3MEHUTh CUTYAaIHIO K
ayqmemy. Bam ynanocek coznath BEICOKO3(DPEKTHBHYIO0 KOMAHIY IO IPOakaM, IIepcoHall
OYCHb MOTHBHPOBAaH, MPOAAXH pacTyT. CKaKUTE, KaKk BaM 3TO yaanoch. OXBaTUTE CIIEIyIOIINE
MOMEHTBI: TIOCTAaHOBKA IIeJIeH, 00IIeHne, MOTUBALUS, BHITOBOP, ITOXBAJA.

3ananme 11.
ITpoxkoMMmeHTHpYHiTE (YCTHO) CieAylollee YTBePKIAeHUe ¢ yHOoTpedjJeHueM aKTHBHOM
JIEKCHKH 110 TeMe Management:
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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 12.

Hcnonb3yiiTe caeAylIyl0 CTaTbi0 B KadecTBe MOJeIH M HANMIIUTE O OM3HeC -
Juaepe, KoropbiM Bl Bocxumaerech (Hanpumep, Ctus I:xx00c, buia Ieiite, JIn SIkokka,
Maiika baymoepr, Kapaoc I'on). Ucnoab3yiiTe BokadyJasip 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.”

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

How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
companies a fraction of GE's size. How did Welch, who sat atop a business empire with § 304
billion in assets and 276 000 employees in more than 100 countries, do it?

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

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...”
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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.

3ananmue 13.
N3yunTe npuiararejbHble B pAMKe H CKa)KUTe, KAKHe U3 HUX XapaKTEePHU3YIOT XOpolIiero u
miioxoro auaepa. Ucnoas3syiite Bokady.sip nmo reMe Management.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3aganme 14.

Hcnonb3yiiTe ciieayrOmuii IUAJ0T B Ka4eCTBE MOJAEJN U YCTHO COCTABbTE ¢ HATAPHUKOM
cBOe codecel0BaHMe NP NpueMe Ha padoty. Mcnoab3yiiTe BokadyJsip o Teme
Recruitment.

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

-I have now been with Williams & Co. for over three years and feel that I have learned
everything there is to learn. I would like to use this knowledge in a different field of activity.
-Why did our advertisement particularly interest you?

-I would enjoy the challenge of working independently and would very much like to use my
languages even more at the present moment.

-Would you be prepared to travel?

-Oh, yes, gladly.

-What do you see as your main strength?

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

-And your weakness?

-Sometimes lack of patience!

-Let me tell you something about the job. Your boss would be Mr. Matthews, our head of sales
for the European markets. You would assist him in all his duties and with time be in charge in
his absence. You would have direct contact with customers and visit them from time to time as
the need arises.

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

-Would you do overtime if necessary?

-Yes, of course.

-Would you need any help with relocation?

-Yes, I would.

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

a flat.

-That would be of great help.

-What are your hobbies?

-I like traveling, playing tennis and reading.

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

3aganue 15.
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IloaroroBbTe pa3BepHyThIe MMCbMEHHbIE 0TBEThHI HA BONPOCHI Mo TeMe Recruitment:
1. Why do you think it is important to find out as much information as possible about the
company you are applying to? What information do you think it is important to know?

Do you think it is important to find out how to get to the office and how long it takes?
How do you think you should dress?

What questions you are likely to be asked in a job interview?

How do you think you should behave in a job interview?

Do you think you should be totally honest?

What things you shouldn’t do in a job interview?

Nownhkwbd

3aganue 16.
IIpoxomMenTHpYiiTE (YCTHO) CIeAyIOlee YTBePaKAeHUE ¢ YIOTpedJIeHueM
AKTHBHOM JIEKCUKH, IPOAHAJIM3UPOBAB 3HaHMs 10 TeMe Recruitment:

In matching job candidates with job openings, managers must consider not only
such variables as previous work experience and educational background but also
personality traits and work habits, which are more difficult to judge. Discuss the extent to
which vou agree or disagree with the opinion stated above.

3apanue 17.

KoMnanuu ucnoab3yoT pa3Hble METObI HCCIET0BAHNS PbIHKA, KOTOPbIE MOTYT TOYHO
BBISIBUTH, YTO HA YMe Yy OTpeduTesi. B mapax cocraBbTe CIMCOK 3THX PA3JIHYHBIX
NpueMoOB U 00CyIMTe UX MPEeUMYIIecTBA U HeAocTAaTKU. Mcnob3yiiTe JIEeKCHKY 10 TeMe
Marketing.

To identify attractive markets — onpedenums vi200HbIE pLIHKU

To enter/ to penetrate the market/ to gain a market foothold — switimu na pvinox

To abandon, to get out of, to leave the market — yumu c peinka

To drive smb out of the market — esimecrums ¢ pvinka

To corner, to monopolize the market — monononuzuposams peinox

To expand markets, to gain entry to new markets — pacuwupums pvinku, 3a60e6amsv 6bIX00 HA
HOBble PbIHKU

Market segment — ceemenm pwinka; market segmentation—ceauenmayus pvinka; to spot market
opportunities through market segmentation—o6rapyosicums 603mo4CHOCMU PLIHKA C NOMOWBIO €20
ceemenmayuu; to refine market segmentation — cogepuencmeosams cecmenmayuro poiHKa
Market niche, to search for a market niche, to satisfy a market niche — psinounas nuwa, uckamo
PBHIHOUHYIO HUULY, YOOBIEeMEOPsMb NOMPEOHOCMU PLIHOYHOU HUULU

To establish one’s own niche — naumu ceoro nuwy (a well-established company— xomnanus c
MBEPOLIMU NOZUYUAMU HA PLIHKE)

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

a weak/complacent market leader; a distinct market challenger — ocrosrbie uepoxu, ruoep pvinka,
KOMNAHUSA/NPOOYKM, 3aHUMAIOWUL 2 Mecmo 3a TUOepPOM, OCMAIbHble UZPOKU, ONPEOeNEHHO TUOeD
PUIHKAQ/CLAObIU, HE3HAYUMENTbHBLL TUOED PHIHKA, OYEBUOHBIU KOHKYPEHM

To adapt to a changing business environment — adanmupoéamuvcs K usmeHeHuro 0e1080u cpeobl
To respond to market conditions, an immediate response — ompeacuposams Ha yclo6uUs pblHKA,
M2HOBEHHAS peaKyusl

To move downmarket/upmarket —nepeiimu 6 opyeoti, 6onee dewésbiii /00pooti ceemenm pbiHKa

Market share — doas pwinka

To build market share — cozoams donto na peirke

To increase/ to expand one’s market share — ygeruuumus/pacuupums oonro pvinka
To win a large market share — 3a60esamv 60onbULY10 D010 pBIHKA
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To protect market share (against competitors) — 3awuwams 00110 pbiHKa OM KOHKYPEHMO8
The second largest market share — smopas no éeruuune dons pvinxa

The marketing concept — xonyenyus mapkemutea

Marketing-oriented /marketing-led company — komnanus, opuenmuposannas na poiHoK

Market research — uccrnedosanue, uzyuenue pvinka

Extensive market research / Cutting edge market research — mwamenvnoe uccredosarnue pvinka
To carry out / to do market research — nposecmu uccreoosanue pvinka

To employ market research techniques — ucnoavzoeams mexnuku mapkemuneo6020 ucciedo08aHus
To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvie, gmopuubvie)

To spot/identify market opportunities — 6bis26ums 603M0AHCHOCHU PLIHKA

To score exceptionally well in market research — ouens xopowio npossume ceba 6 xooe
MAPKEeMUH208020 UCCLE008AHUSL

To conduct surveys — npogecmu onpoc

To set up a focus group — cozdams goxycuyro epynny

To anticipate a consumer need — npedgocxumums HyH#cObL NOKynameneu

To find out the needs of customers, to identify a consumer need, to find out, to reveal what is on
the consumer’s mind,— vLsacHUMb, UMO NOKYNAMENIO HYIHCHO

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

To find good sales prospects, prospecting — Hauimu xopowux nOMeHyUaIbHbIX NOKynameJeu

To develop a marketing plan/ to set up the marketing strategy — paspabomame mapxkemunzoguiii
NAaH,; pazpabomams MapKemuH208y0 CmpyKmypy

To choose target customers, a target audience — gu1Opams yenesvix nokynameinetl

To evaluate the target market —oyenums yenesot pvinox

To create a psychological profile of each segment — cozdams ncuxonozuueckuii npoguns kaxcoozo
ceamenma

To design a persuasive marketing mix —paszpabomams ydoedumenvhviii KOMNIEKC MAPKEMuHea
To develop a marketing mix that is suited to the market — pazpabomame xomnnexc mapxemunea
coOmeemcmeyIouull OGHHOMY DbIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Oblmb HayeneHHbIM Ha OnpedeNéHHble Ce2MeHMbl PbIHKA/ NPOOYKMbl a0anmupoanHvle K
onpeoenéHHbIM CecMeHmMam

To tailor products to customer needs —coz0ams npodykmul, omeeyaowue HysHcOam HOKynamenel
To serve the needs of customers (about a product) — coomeemcmeosams HysHcOam nokynameneu
To satisfy changes in consumer needs —ydogremseopums uzmeneHus HysHco nompeoumene

A consumer product — npodykm maccosoeo nompeonerus

To compete, competitor, competition (intense, fierce, stiff, tough # low key) — xorkypuposamey,
KOHKYpeHm, KOHKYpeHyusi (icécmias, crabas)

To operate in highly competitive market; extremely competitive areas — pabomams Ha puviHke ¢
CUTbHOU KOHKYPeHYuell; 001acmu ¢ 4pe38blualiHo 8bICOKOU KOHKYPeHYuell

Competing products — koukypupyrowue npooykmoi

To give a product a competitive advantage — dams npodykmy KOHKYpeHmHOe npeumyuecmao

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — no3goaums KoMy-1ub0 GbIPEAMbCA 8 AUdepbl (0 cmpameuu, YHUKATbHOM
ceolicmee npooyKma)

To perform a SWOT analysis — nposecmu ananuz cunvHwix, ciadvlx CmopoH, 803MOAICHOCIEN U
yepo3

To maintain a steady demand for — nooodeporcusame nocmosumwiii cnpoc Ha

To stretch a brand into other areas = to diversify — ousepcuguyuposams npooyxm
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To set a price (that will cover the costs and return a profit) — ycmanosumo yeny, xomopas nokpoem
Ppacxoowvl u npuHecém npubbLIL

Pricing option — yenoswie onyuu

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

To be priced in a range near competing products —umvems yeny HapasHe ¢ KOHKYPEHMHbIMU
npoOyKmamu

To price attractively, an attractively priced product — ewicmasums npusnexamenvHylo yemy,
npUeIeKamenb ol NO yeHe NPoOyKm

Price-conscious / price-sensitive buyers— mokynaTenu, oOpawarmwue  SHUMAHUE HA YEH),
yyecmeumeinbHule K yene noKkynamenu

To drive the customer away — omnyenymo nokynameis

To draw in competitors — npugnieus KOHKYypeHmos

To distribute via outlets (points of sale) — pacnpeoenasmo uepez mopeosvie mouxu

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

3ananme 18.

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

3aganue 19.
ITocMoTpHTE HA CIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKE M NIPOAHAJIM3HPYHTE
BbIOpaHHbII BaMu OpeH ¢ TOUYKH 3peHusi crpaTeruu npoaaK. [loaroroBsre ycTHYI0
Npe3eHTaluI0, HCIOJIb3Ysl JIeKCHKY 1o 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.

3aganue 20.
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IloaroroBbTe pa3BepHyThIe MMCbMEHHbIE OTBEThHI HA BONPOChI 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?

O 0 1N DN B W —

TUIIOBBIE 3AJTAHUS JIJ151 IIPOBEPKY CO@OPMUPOBAHHOCTU YMEHMI JIJ14 TIK-7

3ananue 1.
IIpoananusupyiite nHPopManuio 00 ypoBHAX U cepax ynpaBJjeHHUs U COIVIACUTECH I
He COIJIACHTECH €O CJIeAYIOIIUMHU YTBEPKACHUIMU:

1.1t is up to employees to keep the manager up to date on progress.
2.Managers set strict time limits.
3.Managers encourage staff to put forward their ideas.
4. Managers and employees decide together what needs to be achieved.
5.Decisions are made by managers and their staff.
6.Employees get precise instructions.
7.Managers do not want employees to avoid making decisions which employees should make.
8.Managers have tight control of employees’ movements and work schedules.
9.When employees are given tasks, they decide how to complete them.
3aganue 2.
IIpoananusupyiiTe HHPOPMALMIO 0 CTPYKTYPAX KOMIAHUI U IPOKOMMEHTHPYHTE
cieaylonue yTBep:KIeHHs:
1. Restructuring is one of the most traumatic things a business can do.
2. Delayering has an adverse effect on employee morale: workers are afraid of job losses
and become poorly motivated.
Use the following word combinations: to become flatter, more flexible, responsive, efficient,
competitive, the ability to adapt faster to constantly evolving market environment, to reduce
costs saving millions of dollars in salaries, to enhance coordination and communication, to lead
to job losses, difficult to implement new procedures because of employees resistance prompted
by fear of change...
3aganue 3.
IIpoananu3upyiiTe JaHHbIE KAYeCTBA MeHeIKepa U Bbl0epuTe U3 HUX HauOoJiee BaKHbIe,
00bsICHUTE MOYeMY:
e 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
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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

3aganue 4.
IIpoananu3upyiiTe TEKCT HUKE U HA30BHUTE IJIaBHbIE€ KAY€CTBA, XapaKTepU3yIolne
XOpoIIero MeHexKepa.

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

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

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

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

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

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

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

Another example of being ‘visible’ is provided by Brian Nelson, group Managing Director
of Bulmer, the cider-making firm. Every six months, he goes out in a lorry which delivers cider,
and works as the lorry driver’s mate. This gives him the opportunity to learn about the delivery
service, and to talk frankly to employees about problems.
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Besides being visible, the leaders of these top companies provided a ‘clear mission’. In
other words, they knew where the organization was going and persuaded staff to follow them.
Sometimes, they spelled out the mission in a written statement. For example, Saatchi and Saatchi,
the advertising group, include a statement of their principles in all annual reports. The statement
says that Saatchi and Saatchi must be ‘sharp in the definition of their long-term objectives.” And
the documents also cover matters like employees, clients, creativity, market position and
profitability.

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

3aganue 5.
IIpoananu3upyiiTe 1aHHOEe coOece0BaHMe PH NIPUeMe HA padoTy U CKaKuUTe, ObLJIO JIN
OHO YCIeIIHbIM /ISl KaHAu1aTa.
-Miss Beachem, can you tell us a little bit about where you have worked before?
-Well, my last job was with Format.
-When did you start with them?
-Two years ago.
-I see. So why did you decide to leave?
-The company went into liquidation earlier this year.
-So what did you like about that job?
-Well, my job was PA to the Marketing Manager. What I enjoyed most was coming into contact
with customers and suppliers both face-to-face and on the phone.
-And where did you work before Format?
-Ideal Systems.
-How long did you work for Ideal Systems?
-For ten years, as a secretary.
-And why did you leave that job?
-Well, I felt I needed a change. I think I had learnt all I could there.
-So how much experience do you have of working in computer companies?
-Well, two years at Format and ten at Ideal Systems. Oh, and I also had some work experience
with a software company while I was at college.
-What secretarial qualifications did you get while you were at college?
-Well, I’ve got two secretarial qualifications. I’ve got RSA Stage III Typing.
-So your typing should be pretty good?
-Well, in fact I didn’t do much typing at Format. I’ve got an RSA in shorthand.
-And which qualification exactly?
-The RSA 100 ... so 100 words per minute.
-Fine. And one final question. If we decided to offer you the job, when could you start?
-Oh, I could start immediately or as soon as you wanted me to.

3ananmue 6.
IIpouuTaiiTe TeKCT, B KOTOPOM ONUChIBaeTcs, kKak komnanus Shell Oil pazpadorasia HoOBbIN
UMUK OpeHIa M NMpoBeAUTEe AHAJIU3 METOJ0B, KOTOpPble KOMIAHMSA HCIOJB30BAJA sl
3toro. Ilponymepyiite pasziu4Hble 3Tanbl HCCIAEA0BATENbCKOI0 MPOEKTA B NMPABUJIBHOM
NnopsaKe.

a | They analyzed the results, which showed that there were 10 different consumer
segments
b | Focus groups studied the 10 segments
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¢ | Shell Oil’s marketing team decided to differentiate the Shell brand from the other brands | 1
on the market

Shell launched a new advertising campaign

They interviewed 55,000 people about their attitudes to driving and cars in general
Work started on improving products and services

They carried out a detailed study of the market over 18 months

Three groups were chosen as the target markets

SR (Fh o e

HELLO TO THE GOOD BUYS

A new marketing campaign promising hassle-free and faster fuel buying for customers is under
way in America. Suzanne Peck reports on the 18-month research project which involved Shell Oil
researchers ‘moving in’ with their customers to test their buying habits.

Three years ago when Sam Morasca asked his wife what could be done to exceed her
expectations when buying gasoline, her answer ‘that I would never have to think about it any more’
made him pause and think. The marketing people from Shell Oil Products, of which Sam is vice-
president were desperately seeking ways to increase the business, and to come up with a strategy
which put them clearly ahead of their competition by differentiating the Shell Oil brands in the
eyes of consumers. ‘We are big business for Shell Oil, contributing US $7 bn of revenue, and the
leading retailer of gasoline, but it is a fragmented market and the mission was to profitably expand
the business,’ said Sam.

Today, after 18 months of cutting edge research, Shell Oil is on track to make buying fuel
at their 8,9000 service stations clearly different with a new brand initiative. Its aim is to deliver
through facilities, systems upgrades, and new operating practices, a hassle-free fueling experience
targeted at specific customer segments.

Over the past few years, the company has been developing detailed knowledge of consumer
needs and attitudes, which formed the basis for the new brand initiative. Team leader Dave Yard,
manager of Strategy and Planning — Marketing, picks up the story. ‘we began with a customer
segment study of 55,000 people, who we stopped in shopping malls in six cities for a 45-minute
interview into their attitudes, especially regarding driving and cars. The result was that everyone
wanted three things from a service station: competitive price, a nearby location and good quality
fuel — something they all believed was already being delivered by the industry.

This meant their buying decisions were influenced by other factors — some wanted full-
serve outlets like the old days, some chose a service station depending on whether it looked safe
or not. ‘There were ten different segments with different needs, and we wanted a better
understanding of each of these audiences.’

A focus group was set up for each segment: an anthropological study was carried out, which
involved team members spending waking hours with people from each segment, watching them
at home and accompanying them on shopping trips to see their buying habits; and a clinical
psychologist was hired to create a psychological profile of each segment.

The study indicated that three groups, which comprised 30% of the driving public, should
be targeted:

e Premium Speeders — outgoing, ambitious, competitive and detail oriented. They drive
upmarket cars which make a statement about them. Efficiency rules, plus fast pumps, quick
access and payment.

e Simplicity Seekers — loyal, caring and sensitive, frustrated with complexities of everyday
life. Want simple easy transactions.

e Safety Firsters — control orientated, confident people, like order and comfort of the familiar.
Higher value on relationships and go out of their way to stations that make them feel
comfortable. Prefer to stay close to cars.
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‘The common thread was that they all wanted a faster and easier service than anything already
available,’ said Dave, ‘so the study ended and the launch began.’

The field organization and Shell Oil retailers combined forces to determine how to eliminate
the little hassles that customers sometimes face, such as improved equipment and clearer
instructions at the pump. New innovations are currently being test marketed. A new advertising
campaign was launched and a sophisticated measurement system introduced to monitor
satisfaction, behavior and perception of the brand. ‘Fueling’ a car is a necessity of life and I believe
we are ahead of the game — but we won’t allow ourselves to stop and be caught up.’

3aganue 7.
IIpounTaiiTe TeKCT NPO CTHJIH YIPABJIEHNs, IPOAHAJIM3UPYITE UX ILTIIOCHI H MHHYCBI,
pe3lOMUPYHTE TEKCT HA AHTJIMICKOM SI3bIKe.

CylecTByeT MHOXECTBO CTWJIEH YIpaBICHHs, HO, TEM HE MEHEE€, OCHOBHBIMH CUMTAIOT
JTUPEKTUBHBIN (aBTOPUTAPHBIN), IUCKYCCUOHHBIN (KOHCYJIBTaTUBHBIN) U CTUJIb AEJIETUPOBAHMSL.
Jlo cux mop caMbIM pPacHpOCTPAaHEHHBIM SBISETCS AWPEKTHBHBIN CTHJIb YIPaBJECHHA.
Menenxepsl, IpUAEP)KUBAIOIINECS (ITOJIB3YIOIINECS ) 3TOTO CTUIISL, pa3padaTbIBalOT CTPaTeruio,
CTABAT LEJIM M 321a4H, JOBOASAT LeJIM M 32/1a4H 10 CBeJleHUSI MOJYMHEHHbIX, pacnpeneasoT
poau, pemas KTO U Kakylo paboTy OyleT BBINONHATh, KOHTPOJIHPYIOT pabouMii mporecc,
OTCJICKMBAIOT U OLEHUBAKT PadoTy MOAYMHEHHBIX. MeHeKep MOJHOCThIO OepeT Ha ceds
OTBETCTBEHHOCTD 32 NpUHATHE perieHuii. [Tog100HBIN CTUIH yIPaBIEHUS 1aeT PYKOBOIUTEIIO
BO3MOJKHOCTH (to enable) moaHOCTHIO KOHTPOJIUPOBATH PabOUHii TIpoIIecc.

Tak Ha3pIBacMbI JMCKYCCHOHHBIH CTHJIb Oojnee nmOepanbHbIA. MCMOmB3ys STOT CTHIIb
YHOpaBJICHUA, PYKOBOJAUTECIIb XOUCT IMMOKa3aTh, YTO OH JOBCPACT CBOUM INOAYNHCHHBIM. Bo BpeMA
JUCKYCCHUM pPYKOBOJAWUTEIb U COTPYAHUKH BBbIIBUraloT (present) ujew, OOMEHUBAIOTCS
uH(popmarueii. MeHekep, 3a/1aBas BOIPOCH, MbITAETCS BBITAHYTh W3 COTPYJAHUKOB HIEH.
[TonoOHBIN CTUIb yHpaBieHHS YJay4llaeT KOMMYHHMKALMIO, CO31aeT y COTPYJIHUKOB
OlLIyILleHHE YBJIEYEHHOCTH mpoueccoM padotrbl. (OKOHYaATe/]bHOE pelIeHHe MOKeT
NPUHUMATBCS COBMECTHO, HO 3a4acTYIO pellIeHne TPUHUMAET PYKOBOJUTENb.

CTiJib 1ej1erupoBaHusi TIOIXOIUT HE I BceX Kommanuii(not all companies opt for..), u cpenun
PYKOBOJMTEIIEH HE TaK MHOTO ITPUBEPIKEHIIEB ATOro cTHiis (the majority of managers are reluctant
to use this style of...). DTOT cTuib ynpaBlieHHs] MOKHO HCIOJB30BaTh TOJIBKO B Cllydae, €ClId
COTPYIHUKH MOTUBHUPOBAHBI, KOMIICTCHTHBI, TOTOBbI OpaTh Ha ce0si OTBETCTBEHHOCTHh 3a
NpHUHSATHE PellleHHi, KOr/ia COTPYAHUKH YeTKO NMPeICTABIAIOT, YT0, KAK W KOIJa J1eJaTh.
Hcnonp3yst 3TOT CTUIIb yIpaBJIEeHUs, PyKOBOJUTENb CTABUT 1eJIH, HO pelleHue 110 TI0BOY TOTO,
KaKk [J0CTHYb MOCTABJEHHBIX 3a/7a4, NMPHHHUMAeT COTPYAHUK. DTO AaeT COTPYIHHUKAM
BO3MOKHOCTh JKCIEPUMEHTHPOBAThH, CO3[a€T YYyBCTBO OTBETCTBEHHOCTH, HO IOJOOHBIN
noaxon Tpedyer (to require) IMTENIbHON MOATOTOBKH (staff training) cOTpyIHHUKOB, W, TEM HE
MeHee, OINOKY HEN30EKHEI.

3aganue 8.
IIpounTaiiTe U NPpoAHATU3UPYIITE CIEAYIOIHNA TEKCT, 0OTBETHB HA BONPOCHI HUKE:

There can be a few types of restructuring:

1. Relocation — when the activity remains within the same company, but is transferred to another
location in the same country. Businesses may relocate for quite a few reasons: proximity to
needed transportations, more advantageous financial terms, or, in some cases, a friendly
community environment.

2. Offshoring/outsourcing — when the activity is relocated or outsourced to another country. For
example, Levi's and many other manufactures outsource their production to less developed
countries with lower wages, which helps companies to drive costs down and maximize profits.
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3. Outsourcing — when the activity is subcontracted to another company within the same country.
It can be cost-effective because it helps the enterprise to reduce costs, and second, it allows the
company to concentrate on its core business and leave the remaining tasks to outsourcing firms.

4. Merger/Acquisition — when you acquire a business or some other company acquires your
business, or when two businesses decide to merge together, a massive restructuring is a must.
When Glaxo Wellcome and SmithKline merged together to form Glaxo SmithKline in 1999,
both companies had to undergo massive restructuring, and there was some major downsizing
before as well as after the new company was formed.

5. Downsizing — one common reason for restructuring a company is to downsize its workforce.
This type of restructuring is tough and is mostly adopted to overcome adverse situations. When
the management of a company has to cut costs down and increase organizational efficiency,
they can make a painful decision to lay off staff. Take the case of auto- giant General Motors,
which in 1991 had to shut down 21 plants and lay off 74 000 employees, or IBM which had to
lay off 85 000 employees to stay in business. Still downsizing is not always a result of business
losses; it may be needed in cases of merges and acquisitions to avoid duplication of functions.

6. Delayering — it involves breaking down the classical pyramid setup into a flat organization.
Basically, delayering is the process of reducing the number of levels and the main objective of
this type of restructuring is to get rid of unproductive and highly paid white collar staff. In the
80s General Electric reduced the number of management levels from ten to four in order to
improve overall productivity. With fewer organizational levels, top managers can
communicate more directly with front-line employees, the people who actually produce the
goods or services, and deal with customers. Thus, the decision making process becomes more
effective. Another advantage of delayering is that with less direct supervision, employees
have often been encouraged to make more decisions for themselves in a process of
empowerment. The benefits of empowerment are many: higher motivation and job satisfaction,
an enhanced sense of responsibility, greater collaboration. Empowerment is a total
commitment to doing business in a productive and positive manner. Managers and workers
feel they are contributing and making a difference. Employees who consistently feel
enthusiastic about what they are doing, do a good job. Empowered employees take pride in
their work.

Restructuring a company can improve efficiency, optimize costs, maximize profits, and
enhance communication and coordination. Reorganization and restructuring can make a company
more flexible and responsive. Failure to change may influence the ability of a company to survive.
Yet, employees do not always welcome changes and resistance to change is one of the reasons
why reorganization can fail. People often resist change because it inevitably brings feelings of
uncertainty. The feeling that the future is unclear is enough to cause people stress. Restructuring
often means that some positions will be eliminated, and cases of reorganization and downsizing
are often met with dismay about job losses. People also resist change when they feel that their
performance may be affected under the new system. Studies show that people who have lower
confidence in the ability to perform well after reorganization are unlikely to be committed to the
proposed change. One other reason why people resist change is that change may affect their power
and influence in the organization.

There are many reasons why employees may resist change. Still, change is inevitable and
however painful it can be, with changing times and changing market conditions, restructuring is
one of the options for a business to stay on track.

1. Why do you think it is so important for a company and its management to stay open-minded, be

prepared to face change, and make necessary adjustments?

2. What internal and external factors can cause changes? (E.g. internal factors: poor marketing

strategy, high cost rigid structure, poor management. External: competition and penetration of

bigger players onto the market, changes in consumer behavior, globalization) What else?

3. How do you understand a doctrine in business planning that structure follows strategy?

4. What changes can occur as a result of influence of different internal and external factors?
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5. What is restructuring? Can you give an example of a successful restructuring? (mocmotpets
Yandex: nabpatp General Electric Restructuring and Jack Welch: cmorpers Two-decade
transformation under the leadership of Jack Welch —Bemucats 5-6 npemnoxeHuit s oTBeTa Ha
BOIIPOC )

6. What are the positive consequences of restructuring and delayering?

7. What are the possible negative side-effects? Why do you think many employees resist changes?
8. What i1s empowerment? Why do you think some organization have pushed towards
decentralization and empowerment? Can General Electric Company be an example? Did the
company benefit from it?

9. What are the benefits and drawbacks of empowerment?

3aganne 9
Paspirpaiire nmo possim ciaenymouyr curyanuio. [locse 3Toro npoanajusupyire 1uajor u
CKaKUTe, ObLI JIN TeJIe()OHHBII Pa3roBOp ycCHelleH.
STUDENT A. You are Mr /Ms Tanaka, a supplier. You met Mr /Ms Senora at a trade fair last
year. He/she may be interested in placing an order for some of your products. Call him/her and
invite him/her to be your guest for lunch next Thursday when you'll be in town. Ask him/her to
suggest a nice restaurant near his/her office. Find out what sort of restaurant it is and how you
can get there on foot from the central railway station. Ask what rime you should book a table.
STUDENT B. You are M1/Ms Senora, in charge of buying i applies for your firm. You met Mr
/Ms Tanaka at a trade fair in his/her country last year. He/she supplies a product you may be
interested in. You haven't heard from him/her since then. Next Thursday you are free for lunch
but you have to be back in the office at 2.30 for a meeting. If you are asked to recommend a
restaurant, suggest a place you really do like in your own town.

7.3.3. TunoBble 3aJaHNs U (MJIH) MATEPHUAJIBI /Il OLIEHKU HABBIKOB

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMHNPOBAHHOCTHU
HABBIKOB U OIIbITA AEATEJIBHOCTHU AJIX1 KOMIIETEHIIMIN OK-4

3aganue 1.
H3yunTte keiic Hu:ke. Pemure, kKakoil BApMAHT, 10 BallleMy MHEHHI0, Oy1eT HauboJiee
3(l)q)eKTl/IBHblM B BBISABJICHUHU TAJAHTJ/JIUBBIX CTyHeHTOB MapKeTOJIOFOB. HO}]FOTOBLTC
YCTHYIO MPe3eHTAUI0 Keiica HA AHTJIHIICKOM fI3bIKe, 00BSICHUB CBOI BBIOOP.

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
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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.
Hannmure nuChbMO0-0TBET HA PeKJIaMy JTaHHOI BAKaHCHHU, COMPOBOKAa0IIee pe3ome lona
®Peiidpasepa.

SALES MANAGER TRAINEE (ENTRY LEVEL)
Regal Marketing, one of the top promotional marketing and sales firms is seeking motivated
and hard-working Sales Manager Trainees to join our growing team. The goal of the position
is to prepare you for a sales management role. If you are a fresh college graduate who is
seeking a company to grow with and you are looking to begin an exciting and
rewarding career in sales, this is the ideal opportunity for you!
Job Requirements

e Education in relevant field (Bachelor or Master degree in Economics)

e Must be a self-starter with good time management skills

e Enjoys being around people and displays a positive attitude

o Excellent oral and written communication skills

o Ability to work very hard

If you’re interested, and you think you are tough enough to cope with the workload, send your
CV and covering letter to Celine Greenwood at the address below.

Regal Markwting, 3309 Hooper Ave, Los Angeles, CA 90011
E-mail: cgreenwood@regalm.com

Don Fairbrother

8943 W. Pico Blvd

Los Angeles, CA 90035
Contact: (310) 402-3974
Email: don@anymail.com

Career objective
To gain the position of a sales associate trainee with a view to develop my sales and marketing
skills in a fast-growing organization.

Education
2013 — present University of California, Master’s degree
2009-2013  University of California, a first-class Bachelor of Business Administration degree

Professional Experience

January 2014 till date

Orchid Products, California - Sales Manager Assistant (internship)

Help the Sales Manager with gathering and recording customer information and sales activity
data

Interact with customers via phone to sell products of the organization

Participate in professional development trainings, training sessions and meetings

Perform other job responsibilities as required by the management
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Personal Skills
Eagerness to acquire new skills and knowledge, excellent negotiation and communication skills,
strong analytical skills, ability to work under stress, good time management skills.

Activities and interests
Travel, discussion clubs

3aganmue 3.
Pa3patoraiiTe U 3anMIuTe HA AHTJIMIICKOM fI3bIKEe MAPKETHHIOBbIH IJIAH J1JIs1
BbIOpaHHOro Bamu npoaykra, paccMorpeB ocHOBHbIE YeThipe Il MmapkeTuHra:

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?

3aganue 4.
CocTaBbTe CBOE COOCTBEHHOE Pe3I0Me HA AHTJIMHCKOM fI3bIKe, HCIOJIb3YSl CJIeYHIH
IJIAH:

Prepare your own resume (CV). Start with personal information, state the position you
would like to apply for (career objective), employment experience (if you have any), write about
your education, additional skills, activities and interests. Be ready to explain when asked, why
you would like to apply for this position and how you think your skills, achievements and
abilities relate to the position you are applying for. Be ready to answer the following questions:
Why are you applying for the position?

What are the requirements?

Why do you want to work for this company?

What makes you a good candidate for the position?

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

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

7.  What are your strong points?

8.  What is your biggest weakness?

9. How do you handle mistakes?

10. What is your biggest achievement?

S

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

Education:

Specialty:
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Supplementary
education:

Work experience:

Professional Skills: -Keen to develop a career in

-Get on well with others and work
as part of a team;

-Take interestin ................
-Knowledge of ....................
-Experienced in manufacture,
installation and testing

Personal qualities: Good communicator;

Analytical mind;
responsible;
hard-working;
non-smoker;

Foreign Languages: English — advanced

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

driving license B.

3aganue 5.
YcTHO 0TBEeThTE HA BONPOCHI Il co0eceI0BAHNS 10 pe3roMe:

Career knowledge/ motivation

00N U R W~

What are your career goals?

Where do you see yourself in five years’ time?

What qualities/skills do you have which you consider make you suitable for this position ?
What work experience do you have of that kind of business?

What excites you about the job you are doing now?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

. We have a lot of applicants for this job, why should we give the job to you?

10 What do you expect to get from our company?
11. What salary do you expect?
12. What things about this job do you think would be difficult for you?

Self Knowledge

SNk W=

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?
What are you most proud of having done recently?
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6. How would you describe yourself?

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

9. Do you have trouble delegating?

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

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

Are you good at organizing yourself or other people?

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

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

What hours are you available for work?

Would you do overtime work if necessary?

Can you survive without holidays, and losing your weekends, if the business needs your time?
How do you handle mistakes?

WX N R W

Dealing with other people

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

3. Are you good at taking advice from others?

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

Knowledge of Company

1. What do you know about our business?

2. Why did you decide to apply to us?

3. Who do you see as our major competitors?

Educational History

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

2. What made you study foreign languages?

Interests/Activities

1. How do you spend your vacation?
2. What do you do to relax?

3. What are your hobbies?

3ananmue 6.
YBuaes pexaamy B Daily Mirror, Monuka Ba3 pemniia nogars 3asiBKy Ha JOJIKHOCTH

MEeHe/Kepa 10 MapKeTHHIy. BHMMaTe/IbHO poYuTaiiTe 00bsABJICHUE U €e pe3roMe 1
MOAr0TOBbTE €¢ MUCbMO-3a8BKY Ha AaHIVINICKOM fI3bIKeE.

73



Marketing Manager
The successful candidate will develop and execute overall marketing strategy, work with key
accounts and take hands on responsibility for a new profit centre in the north of France.
Candidates must be educated to degree and have 5+ years’ sales/marketing experience.
Fluency in English and French is essential.
We offer a competitive salary, a comprehensive benefits package and relocation assistance.

If you’re interested , and you think you’re capable of the kind of ideas that stand out in an
increasingly media literate society, send your CV and covering letter to Michelle Hocking at
the address below.

Clarke Hooper, St.Laurence Way, Slough, Berkshire, SL1 2BW. E-mail: michelle@chc.co.uk

MONIKA VAZ Hermanstrasse 16
Kéln, 50858 Germany
Tel: 0049 221 5036887
E-mail: mvaz@cybermail.com

Objective: Seeking a position of responsibility in the field of Direct /Internet Marketing

Employment History

2003 to date: assistant marketing manager

Phoenix Media, Hamburg, Germany

Planned and developed direct mail campaigns for major clients in the retail sector. Advised on
internet marketing strategies. Conducted in-depth market surveys. Organized company
participation at various media and direct mail events and made presentations of Phoenix products
and services.

2002-2003: Assistant Sales Manager.

MSYV — Business Services.

Amsterdam, Netherlands

Responsibility for finding new clients, managing key accounts and order processing.

Qualifications
1999-2002: Graduated from the University of Vienna with an Honours Degree in Sales

Management.

Main course components: sales and marketing, accounting, European business law, media studies,
economics, and information technology. Options: sociology and politics.

Awarded high school leaving certificate from the Vienna Schule, majoring in economics.

Other skills
Computers: Experience in programming in HTL, Flash and Dreamweaver, MS Office, SAP.
Languages: Mother tongue German, fluent French and English, proficient in Italian.

Personal interests
Sports: horse riding and snowboarding. Hobbies: music(jazz, piano) and theatre (member of an
amateur theatre group).

References
Professor Jiirgen Drexler, University of Vienna.
Norman Achilles, President of the European Marketing Foundation.
TUITOBBIE 3AJAHUA JIs1 TPOBEPKM YPOBHA COOPMUPOBAHHOCTU
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HABBIKOB U OIIBITA JEATEJIBHOCTU AJIS1 KOMITETEHILIVU T1K-7
3aganue 1.

HU3yunte NaHHBI Keiic M NPOAHAJIM3MPYHTEe Bce TPH OHM3HeC CTpaTerud s
cnopTuBHOM ofexabl Una. IlpencraBbTe cBOM Maen AJsi Oyaylueil cTpaTernd KOMIAaHUM B
NMMCbMEHHOM OTYeTe.

Una Sportswear
Una Sportwears is an Italian sportswear manufacturer. It was founded by Franco Rossi in
1978 and has since become a world-famous company. Originally, it specialised in tennis shoes,
but later it diversified into football, athletics, tennis and volleyball clothing. The directors of the
company are of different nationalities, and the working language of Una Sportswear is English.

During the last three years, Una Sportswear's annual results have been disappointing. Profits have
fallen steadily while costs have risen, and competition in its main markets has been fierce. At
present, it is reviewing its strategy in order to improve its performance. It also faces the possibility
of being taken over. A giant French retailing group has announced that it would like to acquire the
company, but only in the event of a 'friendly takeover', with full agreement from the present
management.

Franco Rossi is now 58 years old. He would like to become Chairman of the company in the near
future and to appoint one of the present directors as CEO to run Una Sportswear. There are three
possible candidates for this position. Each candidate will present his/her ideas for the company's
future strategy to the board of directors. The director who makes the most persuasive presentation
will replace Franco Rossi as CEO of the company.

Problems faced by Una Sportswear

A report by JPS Consultants identified four reasons for Una Sportswear's poor results in recent
years. The company had:

* launched too many product lines in a wide range of sports

* invested in too many expensive endorsements with top sports people

* suffered from fierce competition from stronger rivals

* lost its reputation for being innovative.

Strategies for turning round the company
The leadership candidates will present three alternative strategies for the Board to consider.

Strategy 1
Una Sportswear must give up its independence and merge with, or be taken over by, a larger,
financially stronger company.

Strategy 2
Una Sportswear should acquire a number of smaller companies and focus more on making sports
accessories.

Strategy 3
Una Sportswear should grow organically by revising its organisation, product ranges and
marketing strategy.

3aganue 2.
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HN3yuyure nanubiii keiic, nposeaure SWOT-anaau3, ucnonb3yss MHpOpMANHMIO U3
NMPOYUTAHHOIO Keiica M COCTABbTE PEKOMEHJAlMU, KOTOPble MOIJIM Obl MOMOYb CHACTH
komnanuio. [logymaiite, B 4acTHOCTH, 0 TOM, YTO MOKHO ObLJIO ObI C/1€JIATh, YTOObI:

- I3MeHUTHh KOPIOPATHBHOM KYJbTYPbI

- YIy4lIuTh Ka4eCcTBO

- CokpaTuTh U3ePKKH

- HaliTi 1 Hcci1e10BaTh HOBbIE PHIHKHU

- BoccTaHOBUTH penyTanui KOMIAHUH
IIpencraBbTe peKOMeHIAIUM B MUCbMEHHOM OTYeTe.

MACBETH Glassware

Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass
objects and ornaments. They have always been popular wedding presents. Glass-blowing and
glass-cutting, which is performed by hand, are highly-skilled jobs and Macbeth employs some of
the best craftspeople in the world (average age 53). The factory produces over 8,000 glass objects
per year, of which 1,000 are responsible for 80% of overall sales. There is a lot of waste and
breakage. Each item is inspected by a supervisor who checks it for flaws and then issues a
certificate of authenticity. Up to 20% of finished items are rejected; 15% are sold as *seconds, and
the remaining 5% are melted down and recycled.

The company employs 600 people, 200 produce the goods, and the rest are clerical staff,
work in the stock room, or are managers. Most craftspeople are paid on a *piece-work basis, and
feel that they have low status in the company. There is a big division between blue-collar staff and
white-collar clerical workers, with separate restaurants and facilities for factory workers and
management. There are five levels of management in the company, and a poor relationship exists
between management and the workforce.

Sales have fallen dramatically in the past three years. There is strong competition from the
Czech republic and Poland, which produce good quality goods which are less expensive.
Department stores have complained about late deliveries and slow ordering facilities (mail order
only). A few years ago the company launched a cheaper range of glass ornaments called the
MacAnimals range. This has damaged the company’s upmarket image. An important chain of
department stores has stopped stocking Macbeth products. The consultants believe there could be
a big market for these goods in North America (including Canada), Australia, and New Zealand,
where many people are of Scottish origin.

*Glossary:seconds with only small defects; piece-work they are paid for how much they produce

3aganue 3.

H3yunTe naHHbIN Keiic. Bl fAB/IsieTech YWIEHAMH PeKJIAMHOM KOMAH/Ibl B KOMIIAHUM
®okyc. IloaroroBbTe peKJAMHYI0 KAMIAHUKO /UIA OJHOr0 W3 NMPOAYKTOB MJIHU YCJYT.
Hcnoab3yiiTe KiIK4YeBbie BOMPOCHI HIKE, YTOOBI MPOAHAJIM3HPOBATH NMPOAYKT U BHIOPATH
NnpaBUJbHbIe MeTOAbI NpoaBH:KeHMs. [IpeacTaBbTe CBOIO PEKIAMHYIO CTPATETHIO B YCTHOM
oTYyeTe HA AHIVIMHCKOM SI3bIKeE.

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

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

Aim: A creative campaign to improve sales.

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

/11 It has also asked your agency to suggest other campaigns.
KEY QUESTIONS:
1.What is the campaign’s key message?
2.What are the USPs of the product or service?
4.Who is your target audience?
5.What special promotions will you use at the start of the campaign?
6.What media will you use? Several, or just one or two? Use this checklist as a guide, brainstorm
some ideas and produce a draft of a poster or a thirty-second radio/TV commercial. Remember
AIDA (attention, interest, decision, action).

— What kind of image do you want to project?

— What approach/technique will you use?

— How will you attract the reader/listener’s attention?

— What will your slogan be? (maximum 10 words)

— What pictures or photographs will you use?

—  Will you use someone famous to endorse the product?

— Will you invent a jingle or use a cartoon character?

— Who will you use to do the voiceover?

3aganue 4.
N3yuurte nannbiii keiic. [Ipeacraspre, yro Bol nupexTop Business Equipment and
Systems. BoinmosiHute cjenymoiee 3agaHue:
1. Ilpoananu3upyiite Bce NpodemMbl, BINSIONIAE HA pa0oTy 0TAeIa MPOJAK.
2. IIpensioxkure croco0bl NOBbIIIEHUS IPPeKTUBHOCTH PAadOTHI 0T/IE/Ia POJAK.
3. Pazpa6oraiiTe nuiaH JeicTBUIl Ha OJIMKaliIIMe MOJT0AA.
H3znoxure Bamm npeaioskeHusi B NUCbMEHHOM OTYeTe-MUCbMe aknuoHepam 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.
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NIGEL FRASER. A ‘whiz kid’. Previously worked for a business equipment chain. Ambitious
and creative with a direct, ‘no-nonsense’ approach. Task-oriented, he sees his main objective as
meeting sales targets. Very disappointed with current sales performance. Believes the team needs
to be controlled more tightly and is underperforming because of bad habits acquired under Vanessa
Bryant.

JOHN. Fax machines. Aged 42

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

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

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

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

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

Good/bad points: Popular with customers. Unpopular with some colleagues. Typical comments:
‘arrogant’, ‘boastful’, ‘doesn’t listen’. Often late for meetings or makes excuses and doesn’t come.

DENISE. Fax machines. Aged 35

Personality: Dynamic, moody, outspoken.

Performance: Excellent. Ranked fourth. Usually meets her sales targets.

Good/bad points: Gets on well with John and Robert. Argues a lot with Markus in meetings.
Becomes very aggressive.

Other: Used to have a personal relationship with Markus.

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.
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Other: Hates Martin. They often insult each other at meetings. Very unhappy with the atmosphere
in the department. Is considering leaving the company.

Additional problems in the sales team

1. When the sales staff miss their targets or when customers complain, the staff blame each other
or other departments. No one takes responsibility for mistakes.

2. Members of the team do not help each other enough, for example by passing on information
about customers. Some members dislike each other.

3. Staff become aggressive when Nigel criticizes them for poor performance.

4. Morale in the department is poor. Nigel felt happier in his previous job, and he has heard people
talking about the ‘good old days’ when Vanessa Bryant was running the department.

3aganue 5.

N3yuurte nannsblii keiic. IIpencraspte, uro Bol nupexktop SLIM GYMS. HU3yunte
KAPTOTEKY 4YeTbipeX KAHAWAATOB U NMPOAHAJIU3UPYHTE MX CHJIbHbIEC U CJaldble CTOPOHBI.
Bbi0epuTe s1y4niero kanauaaTa Ha J101KHOCTH ['eHepanbHoro nupexkropa. M3noxure Bamm
NpeI0KeHHsl B MUCbMEHHOM oTYeTe-nucbme akuuonepam SLIM GYMS.

Case Study SLIM GYMS

Background

SLIM GYMS owns and operates six health and fitness clubs in Manhattan, New York. The clubs
aim to appeal to people of all ages and income groups.

All the clubs have a large gymnasium, with the latest equipment, an aerobics studio, a solarium, a
swimming pool, sun decks, a café, bar and clubroom. There are always several fitness instructors
on hand to advise people and provide them with personalized fitness programmes. A wide range
of aerobic and relaxation classes run throughout the day and during the evening. The clubs try to
create a friendly atmosphere, organizing numerous social activities to bring members together.
Three of the clubs are located in areas where large numbers of Spanish, Chinese and Italians live.
Slim Gyms recently advertised for a General Manager.

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

e Dynamic, enthusiastic, flexible

e A strong interest in health and fitness

e A good track record in previous jobs

e The ability to work with people from

different cultural backgrounds

Outstanding communication skills

e A flair for new ideas and sound
organizational skills

Name: Isabella Rosetti
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Age: 35

Marital Status: Single

Education: Princeton University — Master’s Degree in Business Administration (MBA)
Experience: Advertising agency for the last years. Important position liaising with clients and
managing a team of 10 people. Previously worked as Sales Manager in a department store.
Previously worked as Sales Manager in a department store (Chinatown area).

Outstanding achievement: Got a contract with a major advertiser.

Skills: Fluent Italian, judo expert, paints.

Personality/appearance: Well dressed and self-confident. Says she is usually successful when she
wants to be. Thinks women are better managers than men: “They listen more and use their intuition
to solve problems.’

Comments: Positive reference, but employer suggested she sometimes took days off work with no
good reason. Several good ideas for increasing revenue, e.g. by setting up beauty centres in our
clubs. Didn’t mention the cost of doing this! Above average score on our aptitude test.

Name: Michael Bolen

Age: 36

Marital Status: Married, with three children

Education: Columbia University — Master’s Degree in Business Administration (MBA)
Experience: Four years with international sports good manufacturer — Marketing Director.
Previous experience with a variety of firms (sales, administration). Wants to work for a smaller
organization.

Outstanding achievement: Successful product launch in previous job.

Skills: Numerate and good with computers. Only a few words of Spanish.
Personality/appearance: Forceful, determined, with strong news. Likes to ‘keep his distance’ from
people until he knows them well. According to the letter of reference, ‘Some women find him too
assertive and cold.’

Comments: Unhappy in present position. He has often changed jobs. Aptitude test — average score.
Name: Bob Wills

Age: 40

Marital Status: Single

Education: Park High School

Experience: Twenty years in US army — Physical Fitness Instructor. Travelled all over the world.
Left army three years ago. Has taken courses in marketing, management and computing. Over the
last two years has run a fitness centre in Lower Manhattan very successfully.

Outstanding achievement: Two decorations for bravery.

Skills: Speaks Spanish fluently (his girlfriend is Puerto Rican). Is a successful disc jockey in a
downtown club.

Personality/appearance: Correctly dressed in a dark suit, but has tattoos. Sociable, with a lot of
friends. Enjoys parties and dancing.

Comments: Believes you should always stick to the rules. Values honesty and reliability. Can be
quick-tempered if people are not doing their best. Very enthusiastic with many good ideas. High
score on aptitude test.

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

Experience: Former swimming champion. Competed at Olympic Games. For last six years, highly
successful presenter (children and sports programmes).

Outstanding achievement: Voted Top Sports Personality on a cable TV channel four years ago.
Skills: Exceptional sportswoman.

Personality/appearance: Beautiful, clever and successful. Good sense of humour. On television,
handles people well. Presents an image of a caring, sympathetic person.
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Comments: ‘She’ll do anything to get what she wants,” wrote one journalist. At 24, she gave up
competitive swimming, following rumours of drug-taking. Aptitude test — above average.

7.4. IlepeyeHb BONPOCOB JI1 MOATOTOBKH K 3a4eTy

1.What kinds of organizational structure can a modern company choose as its basis?
Speak about the pros and cons of the functional and geographic structure.
1.What is the role of the structure? In what way is the structure connected with the strategy?
2.What organizational structures do you know?
3.What area was the functional structure borrowed from? Why does it still top the list of all
organizational structures?
4.What is the main drawback of the functional system and what was done in the 1980s to do away
with it?
5.When does restructuring occur? What three conditions does successful restructuring depend on?
6.Why is the functional structure unsuitable for multinational companies?
7.How can local manages capitalize on the geographic structure?
8. How are area managers encouraged to work better?
9.What are the main disadvantages of the geographic structure?

2. Outline the pros and cons of the matrix structure and organization along product
lines.
1.Do all multinational companies organize themselves geographically? How is Microsoft
organized? Why?
2.What is the structure along product lines characterized by?
3.What are the most notable advantages of matrix structure? What companies can benefit most
from them?
4.With a matrix structure people have to report to two people — their boss in the functional structure
and their project manager/team leader in the matrix one. What problems can you imagine in this
connection?
5.Can matrix structure be described as a simple one? How can difficulties be avoided?
6.What companies usually organize their business by product?
7.What advantage of the structure along product lines may improve the overall performance of the
organization and why?
8.There is a method which is similar to organizing a business by product. It involves grouping
together employees who deal with a specific customer or group. How is it called? When is this
method particularly useful?
9.There are two main approaches to business: centralization and decentralization. What is implied
by these approaches? What are their main advantages?
10.Do you think people from certain cultures would favour one kind of structure over another?
Can you give any examples and reasons for that?
11.Why do companies opt for a hybrid of organizational structures?
12.What kind of organizational structure would you prefer to work in and why?

3. What are the recruitment forms a company can use to find new employees? What
selection methods are the most effective?
1.What are the main methods of recruitment? What forms of internal recruitment can you think
of?
2.What are the main advantages of internal recruitment?
3.Why is it necessary to recruit from outside the organization? What is the commonly used
technique for recruiting people from outside?
4.What is the difference between a recruitment agency and a firm of headhunters?
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5.Why is it difficult for a graduate to find a job? What methods of looking for a job can you advise
him to choose? What specific methods are used by recruiters to attract graduates to fill in the
vacancies?

6.What techniques are traditionally used in recruitment? How long is usually a typical interview?
How fast do decision-makers make their choice?

7.Why have some companies shifted from interviewing to testing? What is the purpose of
psychometric tests?

8.In what way do approaches to selection differ across cultures?

9.What management skills and qualities are emphasized in different cultures?

10.Decipher the SWAN criteria. Do they have international validity?

11.What two qualities have international validity and why?

7.5. MeToanuyeckne MaTepuaJibl, Onpeaesiiomue nNnpoueaypbl OeHuBaHUs 3HAHUIA,
YMeHM, HABBIKOB M (MJIM) ONBITA JeSITeJIbHOCTH, XaPAKTEPU3YIOIIUX ITANBI
¢GopmMupoBaHusi KOMIIETEHIH I

s oOyuaromuxcss 1o o4yHOW (opme o0OyueHuss ypoBEeHb CGHOPMUPOBAHHOCTH
KOMITETCHIINM  (KOMITETEHIINI), peaTn3yeMbIX JAaHHOW JAWCIUIUIMHOW, OIIGHUBAECTCS C
npUMEHEeHHEM OalJIbHO - PEHTHHIOBOM CUCTEMBI B X0/1€ TEKYIIEH 1 TPOMEXKYTOUHOM aTTecTaluu
CTyneHTOB cornacHo [lomokeHuio 0  OauIbHO-PEHTHHTOBOM  cUCTeMe ABTOHOMHOU
HEKOMMEpPUYECKON  OpraHuW3alui  BhICIIErOo  oOpa3oBaHus «MHCTUTYT  MEKIYHapOIHBIX
SKOHOMHUYECKHX CBSI3EN».

Jis  oOydJaromuxcsi MO OYHO-3a0YHON © 3a04HOH ¢dopMaM OOydeHUsT YpPOBCHb
c(hOpMUPOBAHHOCTH KOMIETCHITUN (KOMIIETEHIINI), peaTu3yeMbIX [aHHOW JUCIUIUTHHON
OIICHUBAETCA C  KCHOJb30BAaHUEM  TPAJAMIMOHHOMW  IIKANBI:  «HEYJOBJIETBOPUTEIHHO,
«YIOBJIETBOPUTEIBHO», «XOPOIIO», «OTIUYHO» (IIPH MPOBEIECHUHU dK3aMEHa) WIH «3a4T€HO» /
«HE3auTeHO» (IIpY IPOBEAEHUM 3aueTa), corjiacHo IlosokeHHI0o O TeKylleM KOHTpoJe U
MpOMEeXKyTOUHOU aTrrectaruu  oOydaronuxcss B AHO BO «UHCTUTYT MeEXIyHapOIHBIX
SKOHOMHYECKHUX CBS3EN».

IIpoueaypa u KpuTEepUHU OLIEHKH € PUMEHEHUEM 0a/VIbHO-PEHTHHIOBOI CHCTEMbI

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

- TOCEIICHWE ayJUTOPHBIX 3aHATHI (KOHTakTHas paboTa — JEKUUHU, MpPaKTHUYECKHe
pabotbl/cemuHapbl) — MakcumyMm 20 0aios;

- paboTa Ha ceMHHapaX M MPAKTUYECKUX 3aHATUSAX (BBICTYIUIEHHME C JOKJIAIIOM,
MOJITOTOBKA MPE3EHTAINH, YCTHBIC OTBETHI, PEIICHUH 3a/1a4, paboTa CTYJIEHTOB MaJIbIX IpyMax,
BBITIOJTHEHHE 3aJ]aHUH U T.11.) — MakcuMyM 20 6ajuios;

- IMUCbMEHHas KOHTpOJbHas pabora, pedepar M Apyrue BHUIbI MHUCbMEHHBIX PadoOT —
MakcumyM 10 6aoB (eciau MpeycMOTPEHO BBITTOIHEHHUE BYX PAO0OTHI — MAKCUMYM 10 5 0ajuioB
3a KaXxAy1o0).

IIpomexyTouHasi aTTecTaUMs B COOTBETCTBUU C YYEOHBIM IJIJAHOM IO HAIPaBJICHUIO
38.03.01 Dxonomuka, npoduns «MupoBast SKOHOMUKA» MO TUCHMIIMHE TPOBOIUTCS B (hopme
3ayeTa.

MakcumanbHasi OlleHKa 3HaHW, YMEHUI U HABBIKOB CTY/ICHTA, BBISIBIICHHBIX B X0JI€ 3a4UeTa
— 50 GamnoB. Cymma 0ajuioB Ha 3aueTe CKJIAJbIBAETCS U3 OLEHKU MPABUIHLHOCTH BBIIOIHEHUS
TECTOBBIX 33/IaHUI WJIM YCTHOTO OTBETA U PEIICHUS] CUTYAIlMOHHBIX 3a/1a4.

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJIHEHUS 3aJaHUMl 7 MPOBEPKH YPOBHS
c(opMHPOBAHHOCTHU 3HaHUH — 20 6AJIOB. DTO MOTYT OBITH TECTHI MJIU IIPU YCTHOM 3a4€TE OTBETHI
Ha BOIIPOCHI OmiteTa (3a KakIblit Bonpoc He O6osee 10 6amioB).

[IIkaJja oneHKH TeCTOBBIX 3aJaHuI
e TecThl 3aKpHITOrO TUIA (MHOXKECTBEHHOT'O BHIOOPA, AIbTEPHATUBHOIO BEIOOPA, UCKITIOUCHUS
JIMITHET O, BOCCTAHOBJICHUA HOCJIC,Z[OB&TCJ'H:HOCTI/I)
[IpaBunsHO BEIOpaH BapuaHT oTBeTa — | Oasn
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e TecThl JOTOIHEHUS

Brnucan BepHbIii oTBeT — 2 Oania
Ikasa oueHMBaHUs YCTHOI0 OTBeTa (B 0a/1J1aX) HA BOINIPOC HA 3a4eTe

PackpeiTue Temsl,
UCIIOJIb30BaHUE
OCHOBHBIX TTOHATHI
(MakcumyM 3 Gaa)

Tema packpsbITa ¢ OOPOK HA COOTBETCTBYIOLIME IMOHITHUS
Y TEOPETUYECKHE MOJ0KEHUS

AprymeHTanusi Ha TEOPETUUECKOM YPOBHE HEMOJIHAsL, HO C
OIIOPOY Ha COOTBETCTBYIOIME MOHATHUS

AprymeHTalnusi Ha TEOPETUYECKOM YPOBHE HEIOJHAs,
CMBICT psiJia KITFOUEBBIX MOHSATUI HE 00BICHEH

TepMUHOJIOTMYECKUIT — anmapaT HEMOCPEACTBEHHO HE
CBS3aH C PACKPBIBAEMOU TEMOU

N3noxenue ¢hakToB
Y TIPUMEPOB I10 TeMe
(MmakcumyM 3 Gasia)

[TpuBoasiTcs hakThl U IPUMEPHI B IIOJTHOM 00BEMe

[TpuBoASATCS IPUMEPHI B IOJIHOM 00BEME, HO MOKET OBITH
nomyiieHa (akThyeckass omuoOka, HE MpuBEAmas K
CYIICCTBEHHOMY MCKa)XCHHIO CMBICIIA

[IpuBonsaTcs mpuUMepsl B YCEYEHHOM 00beMe, TOMYIIEHO
HECKOJBKO (DaKTUYECKUX OIIMOOK, HE TMPHUBEIIIUX K
CYIIECTBEHHOMY MCK)KCHHIO CMBICIIA

Jomymiensl  (QakTU4ecKre W JIOTUYECKUE  OIIHOKH,
CBUJICTEJIbCTBYIOIINE O HETOHUMAaHUH TEMbI

Kommno3uimonnas
1[EJTOCTHOCTb,
JIOTHYeCcKast
MTOCIE0BATEILHOCTh
(MakcumyM 3 Gaa)

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

OTtBeT xapakTepu3yeTcsi KOMIO3UIMOHHON LENbHOCTBIO,
€CTb HApyLICHUS MOCIEAOBATEIIBHOCTH, MOIAEPKUBACTCS
PaBHOMEPHBII TEMII Ha MPOTSHKEHUU BCETO OTBETA

EcTte HapymieHHsi KOMIIO3UIIMOHHOW IIEJIOCTHOCTH U
noCJIICA0BaTCIbHOCTH, 6OJII>H_IO€ KOJINYECTBO
HEONPaBJAAHHBIX T1ay3

He MMPOCJIICIKUBACTCH JIOTMKA, MBICJIb HC PA3BUBACTCA

PeyeBBIX U JIEKCHUKO-
I‘p AMMATHYCCKHUX

OIIMOOK HET
(1 6amm)

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJIHEHUS 3aJaHUl N7 MPOBEPKH YPOBHS

c(hOpMHUPOBAHHOCTH YMEHUH 1 HaBBIKOB — 30 6aJLIOB.

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJHEHUS 3aJaHUl 7 MPOBEPKH YPOBHS

chopmupoBaHHOCTH yMeHUH — 10 6as1oB.

[IIxana oneHuBaHus CTAaHAAPTHBIX 33724

[ToHrMaHMe peacTaBICHHON HH(OpMAIHH 0 1 2 3
N3noxenue GhakToB 0 1 2 3
[Ipemnoxxenue crocobda petieHus npoodIeMbl 0 1 2 3
AKKypaTHOCTh 0(popMIICHHUS 1
NTOTO: 10

MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBIMOJHEHUS 3aJaHUM Ui MPOBEPKU YPOBHS

chopMupOBaHHOCTH BiajieHU — 20 6aJ/10B.

[Ixana onleHUBaHUS HECTAHAAPTHBIX CUTYAIIMOHHBIX 337a4, TPEOYIOIINX apryMEHTAIIU!

COOCTBEHHOM TOYKHU 3PCHUS
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[ToHrMaHMe peacTaBICHHON HH(OpMAIHH

N3noxenue GhakToB

[Ipemnoxxenue crocobda petieHus npoodIeMbl

O06ocHOBaHHUE cI0CO0a pEIIeHUsI POOJIEMbI

[IpennokeHue abTEpHATUBHOIO BApHAHTA

HOJ'IHOTa, IIOCJICAOBATCIBbHOCTD, JIOTHUKA U3JIOXKCHUA

=l le) [en) [er) fer) fan)]
— = = = [ —

NN (N[N [N

AKKYpaTHOCTb U IPABHJILHOCTb O0(hOpPMIICHHS

[\SHIUSHEUS RS RLUS | USROS

HUTOIO:

20

[Ipu BhICTaBIEHHM 3a4eTa OLICHKH CYMMHUPYIOTCS Oailibl, MOJyYE€HHbIE B XO/€ TEKyIIeH
paboThI 1 GauIbl, MOTyYECHHBIE HEMTOCPEICTBEHHO B XO/I€ 3a4eTa.
[TepeBon wTOroBOo¥ cymMmbl OamnoB mo auctuminHe w3 100-0ayibHONM B DKBUBAJICHT
TPaIUIIMOHHON MATHOAIITFHOM CHCTEME OCYIIIECTBIISIETCS B COOTBETCTBUU CO CIICAYIOIIEH MIKaIon
(1. 3.3 [TonoxxeHust 0 GATLHO-PEUTUHTOBOM CUCTEME):

3auer

Baiel mo 100-0a1pHOR-IKaIE

TpaauioHHas cUCTeMa OLIEHKU

50-100 6asuioB

3auTreHo

49 0ayuI0B U HUXKE

He 3auteno

Onucanue MKAaJbl OLeHUBAHNUSA

OrneHka OneHKa OneHka «xopouio» OneHKa
«HEYIOBIIETBOPUTEIHHO» | «YyIOBICTBOPUTEIHLHOY (3a4TeHO) COTJIMYHO»
(He 3a4TeHO) (3auTeHO) 70-84 6anoB (3auTeHO)
49 GannoB U HUXKE 50-69 GannoB [ToBbIIeHHBIIH 85-100 6amnoB
KOMIIETEHIIUS ba3oBblii ypoBeHb YpPOBEHb OCBOCHUS | BBICOKMI ypOBEHB
(KOMITETEHITUH ) HE OCBOGHUS KOMTIETCHIINH OCBOCHUS
chopmupoBana KOMITETCHITH (KOMTIETEHIIHIA) KOMITETCHITH
(KoMIeTeHHi) (KoMIeTeHIHi)
Kommnerentus (ee yactp) Kommnerenmus (ee OO6yuarommiics OO6yuarommiics
HE pa3BUTA. 9acTh) HEAOCTATOYHO | BIAJCET 3HAHUSIMHU U obnamaer
OO0yuJarommmiics He pa3BuTa. YMEHUSIMH, BCECTOPOHHUMU U
obnamaer OOyuarommiics IPOSIBIISET 1y OOKUMHU
HEOOXOIUMBIMU YaCTUYHO 3HAET COOTBETCTBYIOIIINE 3HAHUSAMU,
3HAHUSIMH, HE CMOT OCHOBHBIE HABBIKU TIPU YBEPEHHO
MPOJIEMOHCTPUPOBATH TEOPETUUECKHE pelieHnn JEMOHCTPHUPYET
YMEHUS ¥ HaBBIKH MOJIO’KEHUS, JOMYCKAET CTaHJIAPTHBIX U YMEHHUS, CTIOKHBIC
OLIMOKY MpHU HECTaHJAapTHBIX HaBBIKU, YBEPEHHO
OTIpe/IeTICHU U TIOHSTHUH, 3a/1a4, HO UMEIOT OpPUEHTHUPYETCSI B
CHOCOOEH pelaTh MECTO HEKOTOpPHhIE MPAKTUYECKUX
CTaHJIapPTHBIE 3a/1a4H, HETOYHOCTHU B CUTYaIlUsX.
JOTTyCKast HeOObIIINe JEMOHCTpALNH
MOTPEIIHOCTH OCBOEGHUS MaTepuaia

Ilpouenypa W KpuTepuM OIEHKH ¢ NPUMEHEHHEM TPAAUIHOHHON IIKAJIbI

OICHUBAaHUA

JlJis CTYZICHTOB OYHO-3209HON M 3209HON (opM 00y4YeHHS YPOBEHb CHOPMUPOBAHHOCTH
KOMIIETCHIIMH OLICHUBACTCA C UCIOIb30BaHUEM TECTUPOBAHUS - CHCTEMBI CTaHAAPTU3NPOBAHHBIX
IIPOCTBIX U KOMIUIEKCHBIX 3aJaHMM, MO3BOJIOLIECH ONPEAEIUTh YPOBEHb 3HAHUN, YMEHHU U

BIIAZICHUH 00yYaroIerocs.

Kpurepun onieHnBaHusI 3a1aHUI:
OlLIGHKa «YIOBJIETBOPUTENBbHO» / «3auTeHO»- 3a 51-69% mnpaBUIbLHO BBIMOJIHEHHBIX

3aJaHuM,
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OIICHKA «XOPOII0Y / «3auTeHO» - 32 70-85% NpaBUILHO BBHIMOJIHEHHBIX 3a/IaHUM,

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

B cnyuae mpoBeneHUsT MpOMEXYTOYHOM aTTECTAllMd B YCTHO - NMHCHbMEHHOH (opme
HCIIOJIB3YETCS CJIEYIONIAs IIKaja OLICHUBAHUSA:

Onenka «omauuno» / «3aumenoy. OTBEThl Ha IOCTABIEHHbIE BOIPOCHI H3J1araroTcs
JIOTUYHO, TIOCTIEIOBATENIBHO U HE TPEOYIOT JOMOIHUTENBHBIX MosicHeHui. [1oTHO packpbhIBatoTCs
MPUYHNHHO-CJIEICTBEHHBIE CBSI3U MEXAY SBICHUSMHU U coObITUsMH. [lenaiorcs 0O0CHOBaHHbBIE
BbIBOABIL. [IpakTHueckas 3agaua penieHa BepHo. CTyJIeHT yBEPEHHO OTBEYAET HA IOTIOTHUTENIbHbBIE
BoNpockl. [Ipu mpoBeeHNH TeCTUPOBAaHUS KOJIMYECTBO IPABUIIBHBIX OTBETOB OOJIbINE WM PABHO
85 %.

Onenka «xopowo» / «3aumenoy». OTBETbl Ha IOCTABJIEHHBIE BOIPOCHI M3JIararoTCs
CHUCTEMAaTHU3UPOBAHO U TMOCJIEAOBATEeNbHO. Marepuan wu3naraerca JOCTaTOYHO YBEPEHHO.
PackpbIThl NPUYMHHO-CIIECTBEHHBIE CBSI3U MEXKY SIBICHUSMH U COOBITUAMU. J[eMOHCTpUpyeTcs
YMEHUE aHAJIU3UpPOBaTh MaTepHall, OJHAKO HE BCE BBIBOJbI HOCAT apryMEHTHPOBAHHBIN U
Joka3aTenbHbI  xapakTtep. [IpakTuyeckass 3amaya pelieHa BepHO, JHMOO  JOMylIeHa
HecyliecTBeHHast omuoOka. CTyIeHT MOXKeT JOMyCTUTh HETOYHOCTh TMpPH OTBETE Ha
JOTIOTHUTENIbHBIE BOMPOCHL. [IpH mpoBeneHnn TeCTUPOBAHUS KOJIMUYECTBO MPABWIBHBIX OTBETOB
6osnbie unu pasao 70 %.

Onenka «ydoeremsopumenvuo» /  «3aumenoy». JlomyckaroTcsi HapylleHUs B
MOCJIEIOBATEIbHOCTH M3J10KeHUsl. HemoaHo pacKpbIBalOTCS MPUUMHHO-CIIEICTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUAMHU. J[eMOHCTPUPYIOTCS MOBEPXHOCTHBIE 3HAHMS Bompoca. B
pEIICHUH MPAaKTUYECKUX 3a]a4 JOMyIIeHa OMMOKa, UCIIpaBisieMasl ¢ MMOMOIIBIO TPEo aBaTers.
Nmerotcs 3aTpynHenus ¢ BoiBogamMu. CTyIEHT YaCTUYHO OTBEYAET Ha AOMOJIHUTEIbHbBIE BOIIPOCHL.
[Ipu mpoBeieHNU TECTUPOBAHUS KOJMYECTBO MPABUIBHBIX 0TBETOB Oojee 51 %.

Onenka «HeydognemeopumenvHo» / «He 3aumeno». Matepuan  u3naraercs
HEMOCTIEI0BATEIbHO, COWBYMBO, HE TIPEJCTABISACT OINPEACICHHOW CHUCTEeMbl 3HAaHUW TIO
muciuminHe. He  packpbiBaioTCs NPUYMHHO-CIEACTBEHHBIE CBA3M MEXKAY SBICHUSMU U
coObITusiMH. He mpoiIeMOHCTpUPOBaHO YMEHHE aHATU3UpoBaTh MaTepualn. [Ipaktudeckas 3amaya
HE pelleHa WU pelleHa He BepHO. BbIBOABI He MpaBUiIbHBI WM He caenaHbl. OTBEThl Ha
JIOTIOJIHUTEIbHBIE BOMPOCHI OTCYTCTBYIOT. [lpum mpoBeAeHUM TECTUPOBAHMS KOJIMYECTBO
NpaBUJIBHBIX 0TBETOB MeHee 50 %.

[Ipn dopmupoBaHUM OKOHYATEIHHOTO pe3yJbTaTa IPOMEKYTOYHON aTTeCcTallud C
NPUMEHEHUEM TPAJUIMOHHON IIKaJlIbl OLEHWBAHUS YUYUTHIBAIOTCS Pe3yJbTaThl TEKYILEro
KOHTPOJISt pabOTHI CTY/IEHTA U OLIEHKA MOXKET OBbITh MOBBIIIEHA HAa OJTUH OaJll.

8. IlepeyeHb OCHOBHOM M JONMOJHHUTEILHON Y4eOHOI JTUTEPaTypPhl, HEOOXOTUMOI IS
OCBOEHMSI TUCUUIJIMHBI (MOXYJIs1)

8.1. OcHoBHas suTEpaTypa

1. Mowuceesa, T.B. AHrIuMicCKuiA S3bIK A7 SKOHOMHCTOB: y4eOHOEe mocoOue sl BY30B /
T. B. MouceeBa, H. H. llarnna, A. 1O. llupokux. — 2-e¢ u3x., nmepepad. u gom. — Mockaa:
NznarensctBo FOpaiit, 2020. — 157 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-08911-0.
— C. 1 — Tekcr : anexrponnsiii / ObC FOpaiit [caitT]. URL:https://urait.ru/book/angliyskiy-
yvazyk-dlya-ekonomistov-455198

2. Amryp6exona, T. I. AHrnuiickuii 361K 111 5KOHOMHCTOB (B1-B2) : yueOHUK M TIpakTUKyM
s By3oB/ T.W. AmypbekoBa, 3.I.Mup3oeBa. — 2-e u3n.,, ucop. u Jorn. — Mocksa:
NznarensctBo FOpaiit, 2020. — 195 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-07039-2.
— C. 1 — Texkcr : anexrponnsiii / DBC HOpaiir [caiit]. URL:https://urait.ru/book/angliyskiy-
yazyk-dlya-ekonomistov-b1-b2-451987

3. Croruuena, O. H. Anrnuiickuii si3bik 111 5koHOMUCTOB (B1-B2). English for Business Studies
in Higher Education: yue6H0€ mocobue mst By30B / O. H. CroraneBa. — Mocksa: M3narenbcTBo
Opaiit, 2020. — 197 c. — (Beicmiee o6pazoBanne). — ISBN 978-5-534-10008-2. — C. 1 —
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https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-455198
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-455198
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-451987
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-451987

Texkcr : anextponnslii // OBC KOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-dlya-
ekonomistov-b1-b2-english-for-business-studies-in-higher-education-456076

4. Memnsiino, B. B. Axagemuueckoe nuceMo. Jlekcuka. Developing Academic Literacy : yueOHOe
nocobue st By30B/ B. B. Mensiino, H. A. Tynsakosa, C. B. Uymunkun. — 2-e u3a., uchp. u
norn. — Mocksa : WznarensctBo [Opaiit, 2020. — 240 c.— (Bricmee oOpa3zoBanme). —
ISBN 978-5-534-01656-7. — C. 2 — Texkcr : anekrponusiii // DbC FOpaiit [caiit]. — URL:
https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-literacy-452815

8.2. lonoiHMTEILHAS JIUTEPATYPaA
1. AHramiickuii S3bIK JUIS WM3YYalOUMX MEXIyHapoanbele oTHomeHus (B2-Cl): yuyeOnuk s
By30oB/ H.B. Apxannesa, JI. E. bymkanen, A.K.I'apaeBa, [I. B. Ts6una. — Mocksa :
NznparensctBo FOpaiit, 2020. — 255 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-10866-8.
— C. 1 — Texkcr : anexktponnsriii // 3bBC FOpaiir [caiiT]. — URL:
https://urait.ru/book/angliyskiy-yazyk-dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-455995
2. Crynnukosa, JI. B. Aurnmiickuii s3bIk B MexayHapogHoM OusHece. English in international
business activities : yueOHoe mocobue mis By3oB / JI. B. CtynHukoBa. — 2-e u3a., nepepad. u
norn. — Mocksa : WznarensctBo [Opaiit, 2020. — 216 c.— (Bricmee oOpa3zoBanme). —
ISBN 978-5-534-11015-9. — C. 1 — Texkcrt : anextponHsiii / 9BC KOpaiit [caiiT]. — URL:
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-
business-activities-456438
3. ITecroBa, M. C. AHIIMIACKHH S3BIK: TIEPEBOJT KOMMepUYecKor nokymeHTaruu (B2) : yuebHOe
nocobue ans By3oB/ M. C. [lecroBa. — 2-e u3n., nepepad. u gon. — Mocksa : M3naTenscTBO
FOpaiit, 2020. — 191 c. — (Bwicmiee oOpazoBanue). — ISBN 978-5-534-11543-7. — C. 1 —
Texct : snektponHsiii // OBC FOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
perevod-kommercheskoy-dokumentacii-b2-456168
4. Slxymesa, U. B. Anrnuiickuii s36ik (B1). Introduction Into Professional English : yuebnuk u

npakTukym mis By3oB/ U. B. flkymeBa, O. A. JlemuenkoBa. — 3-¢ W37., UCTpP. U JOI. —
Mocksa : UznatensctBo FOpaiit, 2020. — 148 c. — (Bricmiee oOpazoBanue). — ISBN 978-5-
534-07026-2. — C. 1 — Tekcr : osnektponnsli // OBC IOpaiir [caiit]. — URL:

https://urait.ru/book/angliyskiy-yazyk-b1-introduction-into-professional-english-451233

5. Hemszopoma, I'.Jl. Awurmmiickuii s3blk. ['pamMmaruka: ydeOHOe TmocoOue sl BY30B/
I'. 1. Hes3opoga, I'. . Hukutymkuna. — 2-e usn., ucnp. u gom. — Mocksa : M3gaTenbcTBo
FOpaiit, 2020. — 213 c¢. — (Bwicmiee oOpazoBanue). — ISBN 978-5-534-09359-9. — C. 1 —
Texct : snektponHsbiii // OBC FOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
grammatika-451966

9. IlepeueHb pecypcoB HH(POPMALMOHHO-TEIEKOMMYHUKALMOHHOM ceTH "UHTepHeT",
He00XO0UMBIX /IJI51 OCBOCHUS TUCHMILUIMHBI (MO1YJIAA) 1 MH(OPMAIMOHHBIX TEXHOJIOT Ui,
HCMOJIb3yeMbIX NMPH OCYILECTBJIEHUHN 00Pa30BaTEeIbHOI0 NMPoLecca M0 AUCHUILINHE
(MoayJ110), BKJII0UYAs MepevyeHb NPOrPaMMHOro odecrnevyeHusi ¥ HHGOPMANMOHHBIX
CIPABOYHBIX cCHCTEM (IPU HEOOXOIUMOCTH)

1. http://biblioclub.ru - 3BC «YHuBepcureTckas OnbInoTeKka OHIaH»

2. http://learnenglish.britishcouncil.org/ cait bpuranckoro CoBeta ¢ OaHKOM
MaTepHaJioB Ui YPOKOB M CAMOCTOATEIBHOTO M3YYEHHs AHTIMICKOTO S3bIKa 10 Pa3IHYHBIM
TeMaM Kak OO0IIIero, TaK 1 JeJI0BOro xapakrepa. OXBaueHbI BCe YPOBHU JIEKCUYECKOM CI0MKHOCTH:
OT Ha4aJIbHOT'O /10 CaMOI'0 IPOJBUHYTOTO.

3. https://www.duolingo.com/ - 6ecIIaTHBIN CePBUC IJIs1 U3YUYCHHS MHOCTPAHHBIX S3BIKOB
¢ Hyms. IIporpamma moctpoeHa B GopMe «IepeBa JOCTHKEHHUiI»: YTOObI MEepelTH Ha HOBBIN
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https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-english-for-business-studies-in-higher-education-456076
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-english-for-business-studies-in-higher-education-456076
https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-literacy-452815
https://urait.ru/book/angliyskiy-yazyk-dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-455995
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-business-activities-456438
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-business-activities-456438
https://urait.ru/book/angliyskiy-yazyk-perevod-kommercheskoy-dokumentacii-b2-456168
https://urait.ru/book/angliyskiy-yazyk-perevod-kommercheskoy-dokumentacii-b2-456168
https://urait.ru/book/angliyskiy-yazyk-b1-introduction-into-professional-english-451233
https://urait.ru/book/angliyskiy-yazyk-grammatika-451966
https://urait.ru/book/angliyskiy-yazyk-grammatika-451966
http://biblioclub.ru/
http://learnenglish.britishcouncil.org/
https://www.duolingo.com/

YPOBEHb, HY)KHO CHayaja HaOpaTh OMpENEICHHOE KOJIWUYECTBO OYKOB, KOTOPBIE JAIOTCS 3a
npaBuiIbHbIE 0TBETHl. EcTh mpumnoxenus ans i0S n Android.

4. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, CTaTbIMH U BHJIIECO
3apUCOBKAMHU U1l M3YYAIOIIUX AHTJIMACKUHA S3bIK, BCE MAaTE€pPUANIbl yCIIOBHO pa3/elicHbl Ha
JICKCHYECKUE U TPAMMAaTHYECKHE, IOCTYITHBI BCE YPOBHHU CIIOKHOCTH.

5. https://www.economist.com/ - S5KOHOMUYECKHUN CalT M (POPYyM Ha aHTITMHCKOM S3BIKE,
COJIep KAl JETOBbIe HOBOCTH, SKOHOMHUYECKHE CTaThbH Ha JCJOBYIO TEMAaTHKY, 0OCYXICHHE
po0JIeM JIeT0BOr0 XapakTepa.

6. https://www.ft.com/ - caliT 93KOHOMHYECKOW ra3eThl Ha AaHTJIMIUCKOM si3bIKe. COEePIKUT
JIeNIOBBIE HOBOCTH, SKOHOMHYECKHME CTaThU Ha JENIOBYI0 TEMaTUKy, 0OCykIeHue mpobiem
JIETIOBOTO XapaKTepa.

JINIeH3MO0HHOE NPOrpaMMHoe obecrnieueHue:

- Windows 10 HOME SL (OEM) / Windows 8.1 HOME SL (OEM);

- Office Professional Plus 2019;

- CnpaBouno-niouckoBas cuctema «Koncynprantllintoc: Beicias mkomay.

10. MeToguveckne yKazaHus AJ1s1 00y4alOIIMXCH M0 OCBOCHUI0 TMCUMILIUHBI (MO1YJIs)

CogeTbl 110 BeJIeHUIO I710ccapusi MpogecCHOHATBHBIX TEPMHHOB

v’ 0TOOpaHHBIE TEPMUHBI U JEKCUYECKHE €MHUIIBI JOJKHBI OTHOCHTBLCS K IIMPOKOMY M Y3KOMY

PO UITIO CHIEIUATBHOCTH,

v/ 0TOOpaHHBIE TEPMUHBI U JEKCHUECKUE EIUHMIBI JOJDKHBI ObITH HOBBIMH U HE AyOJIMPOBAThH

paHee U3y4YeHHBIE;

v’ 0TOOpaHHBIE TEPMHUHBI M JIEKCHYECKHE €IUHUIIBI JOJDKHBI OBITH CHAOKEHBI TPAHCKPUIILIUEH 1

NEpPEeBOJIOM Ha PYCCKUU $3bIK (BO M30€KaHHWE HETOYHOCTEH PEKOMEHIYeTCS MOJIb30BaThCs

CHEIUAIM3UPOBAHHBIM CIIOBAPEM );

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

v’ 0TOOpaHHBIE TEPMHUHBI M JIEKCHYECKUE €IMHMIIBI PEAHAZHAYEHBI I aKTUBHOI'O YCBOCHHS U

JIOJI’KHBI UCTIOJIb30BAThHCS MPU YTEHUHU, BOCTIPUSATUH Ha CIyX, TOBOPEHUH U MTUCHME.
MeToanyecKkue peKOMeHAAlMH 0 HAMMCAHUIO 1eJ10BOI0 MUCbMA

[TuceMO IOMIKHBI OBITH SICHBIM, KPATKUM U BEXKIIUBBIM.

YnorpebusiiTe MpoCThie CI0BA/BBIPAXKEHNUS BMECTO BBICOKOMAPHBIX M CTEPEOTUITHBIX, €CIIU
OHM MMEIOT OJIHO 3HauY€HUE, KOHKPETHbIE BMECTO a0CTPaKTHBIX. UeM MpoIle Bbl TOBOPUTE, TEM
ObicTpee Bac moiimyT. OmHako He 3a0bIBaiiTe, YyTO B OQHUIMAILHON NENOBOM IEpenucKe He
WCIIONB3YIOTCS HUKaKue cokpamenus tuma "['m" u cienr. Hanpumep, BMecto ¢passr "We are the
recipients of", myume ckazarp "We received". Bbl m1o0beTeCh KpPaTKOCTH U SICHOCTH B CBOMX
nuchMax, eciii OyJeTe HCIOJb30BaTh KOPOTKHE WM CpPeAHEH UIMHBI MPEAJIOKEHUS BMECTO
JUIMHHBIX M CJOXHBIX 000pOTOB. I'paMoTHOE neneHue Ha ab3aipl O0JerdaeT 3pHUTEIbHOE
BOCTIPUATHE TEKCTA U 3a/1a€T BCEMY MPOLIECCY PUTM.

OnHUM U3 TOKa3aTreneil BEXIIMBOCTH B JIETIOBOM MEPENHCKe SIBJISETCS JIMYHOE 00palieHne K
yenoBeky. He Haso 3a0bIBaTh PO BEXKIUBOCTH JIaXKe TOTJa, KOT/1a BbI OU€Hb HEJOBOIbHBI KEM-TO
WA YEM-TO.

IMonwITOoXKUM:

1. BriOupaiiTe KOPOTKHE U CpeAHEN JUIMHBI MPEIOKEHUs, YIIOTPeOIsiiTe MPOCThIE CIOBA U
BBIPAXCHUS

2. He ynoTpe0usiiTe pa3roBOpHbBIE COKPAIICHUS U CICHT

3. JlenuTe HammcaHHOE Ha a03aIlbl

4. BynpTe BEKIUBBI U JUTLIOMATHYHBI

«Ilanka» mucbMa.
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Kaxnmoe nemoBoe muchbmMo revataercs (MUIIETCs ) Ha yKe 3ar0TOBJICHHOM, (upMeHHOM OaHke. B
BepxHeii yacTu O1aHKa pa3MelaeTcs Tak Ha3biBaeMas "'manka' - 3arojoBoK. OObIUHO B 3ar0JIOBKE
JTaHbI cJIeyIolIUe CBeIeHUs:
e  3aPETUCTPUPOBAHHOE HA3BAHUE KOMITAHUH
e  KpaTKHE CBEJICHUS O XapaKTepe ee NesATEIbHOCTH,
e  KOHTaKTHas MHPOpPMALHUS.

Teno nucbma. 3akiawyurenbHas popma BexanBocTu. [lognuce.

[TepBeIii a03all OCHOBHOTO TEKCTa HAYMHACTCA C TMPEAJIOKEHUS, B KOTOPOM BBHI
MOJATBEP)KJIaeTe TOJyuyeHHWEe MUChMa OT Ballero KOPPECHOHJEHTa, WM CO CCBhUIKM Ha
MOCTYTHBIIEE TUCHMO.

OOBIYHO 00BEM JIETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIIe OAHON CTPAHMIIBI M €r0 MPOJOHKCHHE HaledaTaHo Ha oOpaTHON CTOpPOHE JTUCTa, TO B
KOHIIE TIEPBOM CTPAHMIIBI MMHUIIIETCA P.t.0., uTo 03HadaeT Please Turn Over (CMoTpuTe Ha 0600pOTE).

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

Wuorna Bel HE XOTHTE, YyTOOBI MOJy4yaTellb BAlllero MUChbMa 3HAJN, YTO BBl €IIe KOMY-TO
OTOCNIAJIM KOMUHU. B 3TOM cilyyae BHU3Y muceM-Komuil Bbl ykaswiBaeTe "b.c.c." - blind carbon
copies. (CKpBIThIE KOTIHH).

Ecnu k muceMy uMeeTcst puiloKeHue (KaTauior, KOHTPAKT, CYEeT W T.I.), TO BHHU3Y, IOCIE
noAnucH jemaercs ykazanue o0 stoM: "Enc:", "Encl:" - sto coxpamenue ot Enclosure
(mpuII0’)KEHHE, BIOXKEHUE).

IIpumepHbIe A3bIKOBbIE KJIUIIIE /sl 1eJ10BOr0 MIUCbMA M0 YaCTAM:

1. O0pamenue

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

(ecu BaM M3BECTHO UMS ajipecaTa; B TOM
ClIy4yae KOIJa Bbl HE 3HACTe CEMEWHOe
Dear Mr, Mrs, Miss or Ms MOJIO’KEHUE JKEHIIMHBI CIIEAYET nmucath Ms,
rpy0o0ii OIMOKOI SIBIISETCS UCTIONB30BaHNUE
dpasbl “Mrs or Miss™)

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

2. Berymuienne, nmpeabiaylinee o0ueHue.

‘Thank you for your e-mail of (date)... HCHaCI/I6O 3a Ballle MUChbMO OT (YnCIa) |
‘Further to your last e-mail... HOTBeqaﬂ Ha Balle IHChMO. .. |
I apologise for not getting in contact with you||l mpomry npoieHus, 4To A0 CUX MOp HE
before now... Hanucani BaM. ..

‘Thank you for your letter of the 5th of March. HCHaCI/I6O 3a Balle nucbMo ot 5 Mapra |

OTHOCHUTENBHO Ballero IumcbMa oT 23

With reference to your letter of 23rd March
Mapra

With reference to your advertisement in «The

. OTtHocuTenbHO Ballel pekiamsl B Taiimc
Times»

3. YKa3aHue NpUYMH HAMMMCAHUA MU CbMa

‘I am writing to enquire about H}I MOy BaM, YTOOBI y3HATh. .. |

‘I am writing to apologise for H}I MOy BaM, YTOOBI M3BMHUTHCH 3. .. |
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‘I am writing to confirm

HH IUIIY BaM, YTO ObI IIOATBEPIUTD. .. |

‘I am writing in connection with

H}I IIUILY BaM B CBSI3U C ... |

We would like to point out that...

Ms1 xotenu ObI 0OpaTUTH Ballle BHUMaHUE
HA ...

4. IIpocboda

‘Could you possibly...

HHe MOTJIA OBl BHL. ..

Il would be grateful if you could ...

‘I would like to receive

HH ObI XOTEJ MOJIyYUTh......

‘Please could you send me...

HH ObU1 OB IPU3HATENICH BaM, €CITU OB BB |

HHe MOTJIM OBl BBl BEICIATh MHE. ..

S. Cornamenue ¢ yCJIOBHSIMH.

Il would be delighted to ... |51 Gb11 651 par ... |
‘I would be happy to H}I ObLI OBl CUACTIIMB. .. |
‘I would be glad to H}I ObL1 OBI pa. .. |

6. Coo0111eHHe IIJIOXMX HOBOCTEH

‘Unfortunately .

HK COKAJICHUIO. . . |

‘I am afraid that ...

HBOIOCB, 9T0. .. |

‘I am sorry to inform you that

HMHe TSKEJI0 COOOMIAaTh BaM, HO ... |

We regret to inform you that...

K coaneHuto, Mbl BBIHYXIEHBI COOOIITUTH
BaM oO...

7. Hpnnomeﬂne K MUCbMY JOMOJHUTECJIbHBIX MATCPHAIOB

‘We are pleased to enclose ...

HMBI C YAOBOJIbCTBHUECM BKJIAIBIBACM. ..

‘Attached you will find ...

‘We enclose ...

HMBI IIPUJIATAEM. . .

‘Please find attached (for e-mails)

HB NPUKPEIJICHHOM (aiisie BbI HallaeTe. . |

HBBI Hal1eTe MPUKPETUICHHBIN (Daiir. . .

8. Boicka3piBaHue 0/1ar01apHOCTH 32 NMPOSIBJICHHBII HHTEpec.

‘Thank you for your letter of

HCHaCI/I6O 3a Balle MUCbMO |

‘Thank you for enquiring

HCHaCI/I6O 3a IIPOSABJIEHHBIN MHTEPEC. .. |

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

HMBI xoTesu OBl M0OJIaroAapuTh Bac 3a. .. |

9. Ilepexon Kk Apyroi reme.

‘We would also like to inform you ...

HMBI TaK K€ XOTeJIH Obl COOOIIMTE BaM O...

‘Regarding your question about ...

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

HB OTBET Ha Balll BOIPOC O...

‘I also wonder if...

|OTHOCHTENBHO Bamero Bompoca o... |

HMGHH TaKKEe UHTEPECYET. ..

10. lonmo/iHMTEILHBIE BONPOCHI.

‘I am a little unsure about...

HH HEMHOTO HE YBEPEH B ... |




‘I do not fully understand what... HH HE J10 KOHIIA IOHSL. ... |

‘Could you possibly explain... HHe MOTJIU OBl BBl OOBSICHUTS. . . |

11. Ilepenaya nugopmanuu

‘I’m writing to let you know that... HH MUY, YTOOBI COOOIUTH O ... |
‘We are able to confirm to you... HMH MOYKEM MOATBEPIMTS ... |
‘I am delighted to tell you that... HMH C yJIOBOJICTBHE COOOIIAEM O ... |
. K coxanenuto €HbI C000
We regret to inform you that... PRAJICHHIO, MBI BHIHYIICHRT HUATE
BaM O...

12. IlpenJio:keHue CBOE MOMOIIU

‘Would you like me to...? HMory au s (caenars)...? |
‘If you wish, I would be happy to... HECJIH XOTHTE, 5 C PaJIOCTHIO. .. |

CooOmure, ecii BaM ITOHAZOOUTCS MOS

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

13. HamomMuHaHue 0 HAMEYeHHOH BCTPeYe WM 0KUJAaHue 0TBeTa

‘I look forward to ... H}I C HETEPIEHUEM KTy, |
‘hearing from you soon HKor/:[a CMOTY CHOBA yCIIBIIIATh BAC |
‘meeting you next Tuesday HBCTpeqH C BaMH B Cleayrommil BropHuk |
‘seeing you next Thursday HBCTpeqH ¢ Bamu B UeTBepr |
14. Iloanuco

. Hckpenne Bam (ecnu ums denoseka Bam
Yours faithfully, P (

HE U3BECTHO)

‘Yours sincerely, H(ecnn uMs Bam u3BecTHO) |

KpnTepml OHCHKH MMHCEM: JIOTUYHOCTb COACpXKaHWA, HAIAYUEC A3BIKOBBIX  KIIHIIC,

yOeIUTEIbHOCTh apTyYMEHTAIIMH, TPAMOTHOCTh, OopMIIeHHE PAOOTHI.

MeToanyeckne peKOMeH/IAIUHU N0 MOAT0TOBKeE U 3alIUTe MPe3eHTAlnN
Omnpenenurte TeMy, Lielb U TUIaH BBICTYIUICHUS.
Y cTaHOBUTE POJOKUTEINBHOCTD ITPE3EHTALINH;
OOparuTe BHUMaHUE Ha OCOOCHHOCTH CITyIIaTelNeH;
[TpexycMoTpuTe BKIIIOYEHHUE CITyIIATENel B 00CYKIEHHE TEMBI-TIPOOJIEMBI;

NANENENIN

ayIUTOpUEH, BBIPA3UTEIIBHOCTD, JKECTUKYJIALNSA, TCIOABUKEHUS;
v TlpemycMOTpUTE WILTIOCTPAIMH (HO HE TIeperpyxKaiiTe HMHU CIai/ipl), KJII0YEBbIe CI0BA,
v OO0s3aTenbHO MPEAYCMOTPUTE PEIETHIMIO BBICTYIUICHHUS B COMPOBOXICHHU

IIPE3CHTALUCH.

TpeOoBaHMsl K NPe3eHTALIMH:

4. 7-12 cnaiinoB B PowerPoint

5. [Inan npe3eHTanuu:

v Berymenue (mouemy BeIOpaHa aHHas Tema Mpe3eHTanun) (2 ciaiina)
v OcCHOBHas YacTh
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4 3akmroueHue (BbIBOBI) (2 craiina)

6. Crnukep npe3eHTyeT CBOIO TEMY M OTBEYAET Ha BOIIPOCH! YYaCTHHUKOB.

IIpumepHbIe KiIUIIE 1S 321UUTHI MPe3eHTAIUN:
Hauauno

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.

uenb, get  started — Hayarth, discuss —

obcyxnarth, feel free to ask — cBo6oiHO cipamuBaiite, fresh ideas — cBexue uaewn.

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.

Since we have very limited time today,

please hold your questions until the end of the

presentation.

Informal Meeting

All right, let me start by saying thanks to all
of you for the interest in this presentation.

I would like to talk to you today about ....
for... minutes.

First I would like to talk about....

Then I would like you to take a look at...
Following that we're going to talk about...
Then I'm going to wrap things up with our
team’s recommendations.

Lastly we are going to discuss...

Any questions so far? Please feel free
to interrupt me at any time.

be designed — ObITh 3a1ymMaHHbIM, slide — cimaiin, agenda — moBecTka nHs, let me start —
N03BOJIbTE HauaTh, say thanks — Oiaronaputh, overview — 0030p, present the data —
MPEICTaBISITh JaHHbIE, at last — HakoHell, conclusion — 3akmouenue, wrap things up —
3aBepinm, hold the questions — nep>xath (He 3a0bIBaTh) BONPOCHL, SO far — moka, interrupt -

IIpephIBaTh

Hexortopsie ¢hpasbl, TaHHBIE HIXKE, TOMOTYT HE pacTepAThCs U CPOKYCHPOBATH BHUMAHHE
ayIMTOpUU B HanbOOJIee BaXKHBIX TOYKAX Mpe3eHTaruu. @pa3sl OAMHAKOBBI 7S JIFOOOTO THITA
Mpe3eHTanH — (HOPMATBHOTO ¥ HEPOPMATILHOTO.

English

Now we will look at...
I’d like now to discuss...
Let’s now talk about...
Let’s now turn to...
Let’s move on to...

Russian

Tenepp B3rJIsHEM HA ...

Teneps MHE XOTEI0CH ObI 0OCYIUTH. ..
JlaBaiiTe Tenepb MOrOBOPUM O ...
Teneps naBanTe NepenieM K ...
[Tpogomxum c ...
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That will bring us to our next point... DTO OTCHIIACT HAC K CICAYIOMEMY TyHKTY ...

Moving on to our next slide ... JIBuraemcs K Hallemy CleayIOLIEMY Claiiy
3akiiroueHue

English Russian

Let's sum it up. JagaiiTe cymmmupyem.

Let's wrap it up. 3aBepimum.

I would like to sum up the main points again... Eme pa3 xoresn 661 CcyMMHpOBATh TJIaBHOE. ..

So, in conclusion... Htak, B 3aKJIFOYEHHE. ..

Finally let me just sum up today’s main HakoHnerr, noaseaeM UTOT CErOAHAIITHUM

topics... TJIaBHBIM MOMEHTAM. ..

OTBeThI HA BONPOCHI

English Russian
51 nymaro, st oTBeTHII YK€ Ha Bam Bonpoc
I think I answered your question earlier. paHee.
I'm glad you asked that. Pan, uro Bsl cipocuim 00 3TOM.
Well, as I already said... Wrak, Kak s y’Ke ¥ TOBOPHIL. ..
That's a very good question (of you to ask). Ouenp xopomuuii Bonpoc (KOTopblii Bel
So you are asking about... 3a/1aim).
If I’ve understood you correctly you are asking Wrax, Bsl cipammBaere o ...
about... Ecnu s npaBuibHO noHsn Bac, Bel

CIPAILIMBAETE O ...

Ouenka npe3eHTANNIA:

1. Ecnu nmpe3eHTanys olleHeHa Ha «OTIMYHO» CTYACHT UMEET MPaBO HA OTBET U3 JBYX aCIEKTOB
Ha HK3aMEHe

2. OrneHKa Tpe3eHTalluld CKIIAIbIBACTCS M3 TOJOCOBAHMS YYAaCTHHUKOB W TPO(ECCHOHATBLHOTO
MHEHHS NIpenogaBaTeinci

MeTtoauyeckue peKOMeHAAMH 110 padoTe ¢ KeicaMu

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

VYyacTHHUKaM npeiaraeTcs cTaTh NPeJCTaBUTENIMU KOMIAHUH, TPOOIEMbI KOTOPOH OHH TOJIBKO
YTO JETAJIbHO W3YYMJIM, M BBICKA3aTh CBOIO TOYKY 3PEHHUSI CHayana B (QopMe Mpe3eHTAINH
(MOHOJIOTHYECKAS PeYb), a 3aTEM MPUHATH YYaCTHE B TUCKYCCHH/TIEPEroBOpax (qUaoruieckas u
HOJHJIOTHYecKast (popMBbl OOIEHUs), B XOJ€ KOTOPOW JOJDKHO OBITh HAiIEHO ONTHMAalIbHOE
pelieHue.

Cxema pabotsI ¢ «case study»
Jrtan 1. Oprann3anMoHHas cTagusi padoThl HAX KelicoM

\ 3HAKOMCTBO C COAEPKaHUEM JIEJTIOBOM CUTYAIIMHU |
v

| [TpenBapuTenbHOE 00CYXICHUE JICIIOBON CUTYaIlUU ‘
A/

| BrIcTynieHusl y4aCTHUKOB CUTYaLIMHU | ‘ [TogBeneHue UTOroB IPENoIaBaTesIeM
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v
| DopMUPOBAHHUE MAJIBIX MOATPYII U3 3-5 YEJTOBEK \
v

| BEIGOp JHIepa B IOATPYIIIAx |
v

| Br100op nuHUYM OBeACHUS KKI0W MOATPYIIION \
v
| KommenTapuu npenojasarenst 00 o0beMe npeAcTosiieii padboTsl ‘
Jtan 2. Paboyas cragus padoTbl HAX KeilcoM

\ JletanpHOE M3y4YeHUE IETOBOM CUTYAIIMU YYaCTHUKAMU JIEJIOBOM CUTYaIIMK |
v

AHau3 eT0BOM CUTYAIMK B KaXKJA0W MOATrpyme
Pa3paboTka niaHa mpe3eHTaluy aHanu3a

e T~
| Jluckyccus B MaJIbIX rpynnax \ \ [IpuHsTHE peneHn
v
CpaBHenue pesynbratoB pabotel ¢ | Koopaunanus NesITeNIbHOCTH
JPYTUMU IOATPYHIIaAMU IpenogaBaTeIeM
v

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

\ [IpunsTHe oKOHYaTEeNbHOTO, Hanboee 3HPEKTUBHOTO perIeHUs \
v

| [TonBeeHue UTOroB pabOTHI HAJY IEIIOBOW CUTYaIMen ‘

| KoMMeHTapuy y4acTHUKOB CUTYalluu | | KoMMeHTapuu npenojaBareis
v

| OreHka mpernoiaBaTesieM paboThl KaKI0UW NOATPYIIIBI ‘

[IpumepHbIe A3bIKOBbIE KJIUIIIE 1JIs1 MPE3eHTAIlUN Kefica
L 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...
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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 I 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 I wanted to say, now I’'m ready to answer your questions.

MeTtoanyecKkue peKOMeHAAlMH M0 COCTABJIEHHIO pe3loMe

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

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

2. Define your career objective.

3. Education. State your education qualifications starting with the most recent. Be sure to list
all certificates and diplomas you have received. State all your academic achievements. (e.g.
graduated with honors, or excelled in Maths and English, or made straight As in Maths and
Languages).

4. State your actual work experience. Highlight abilities, skills and experience you have
acquired. They should be related to the job you are applying for. If you have little or no work
experience, concentrate on your skills and abilities.

5. You may also include information about some additional skills, languages you know (e.g.
good working knowledge of Microsoft Word and Excel, Russian — native, fluent in English ,
knowledgeable in French and German, full current driving licence).

6. You can also include interests and activities that say something positive about you.

7. If you have no work experience, it will be a good idea to highlight your personal skills and
qualities that are relevant to the position you are applying for (creative, sociable, resourceful, able
to work under pressure of deadlines, reliable, a good team player, a quick learner, results oriented,
excellent communication, organizational and time management skills).

Remember that long resumes are no longer in favour, and the single-page format gets the best
result with the employer.

Your resume should not be a repeat of your cover letter.

If you have recommendation letters, include those too as separate attachments.

Bear in mind that the image you will create with your resume, must match the salary and
responsibility level of the position you are applying for.

Ilnan npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI [1€7I0BOM MEPENUCKHU: KIUIIE, NIalnka NUCbMa, OCHOBHBIE COKpaiieHus. [Ilucemo-
comnpoBokaenue. [Iucemo-noareepxaenue. [lucemo-3anpoc. IlnceMo-mpocsda. Pestome.
2. Ayouposanue.
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Bocnpusitne peun (paziauyeHne 3BYKOB, HMHTOHAIMOHHBIX WM PHTMHYECKHX MOJEINeEH,
nay3aluH); pacro3HaBaHUE CIIOB (BOCIPHATHE 3BYKOBOTO 00Opa3a CJIOBa, COOTHECEHHUE 3TOTrO
o0Opaza ¢ BOKaOYIIpOM, BOCCTAHOBJIEHHE JIEKCHKO-TPAMMATHYECKOH W CEMaHTHYECKOM
UH(OPMALIKH O CIIOBE Ha OCHOBE BOCIPHUSATHS €0 3BYKOBOU 000JI04KH); 00paboTKa MpeasioKeHHNA
(mapueruIAnus, ONpeAeNeHHE CTPYKTYpPhl TPEIJIOKCHUS, BBIIBICHHE €ro KOMIIOHEHTOB);
NOCTpOeHHE OyKBAJIBHOTO CMBbICTIA MPEUIOKEHUsT (BBIOOp pENEBAaHTHOTO 3HAYEHUS IS
MHOTO3HAYHBIX CJIOB); COXpaHeHHEe MH(OpMAnHWM B KPATKOCPOUHOW MAMATH; PACIO3HaBaHUE
KOT€3MBHBIX CPEJICTB B PEUH; HHTEPIPETAIHS UMILTUIIUTHOTO COJCPKAHUS K MHTCHIIUN PEUEBOTO
aKTa; MPOTHO3WPOBAHNE;0PUEHTAINS B CUTYalluH, (OPMYITHUPOBKA OTBETA.

3. Jlexcuka.

Jlexcuueckuii 3amac aHTTMHCKUX (PPa3e0IOTHIECKUX U HIIMOMATHYECKHX 000POTOB, YCBOCHHE
HauOosee yMOTPEeOUTENbHBIX CHHOHMMOB, AHTOHHMOB U OMOHHMMOB AaHIJIMMCKOTO S3bIKa IO
CIICTyIOIIIM TeMaM:

Company structures
Management

Recruitment and selection
Cultural awareness in business
Financial statements
International trade

Marketing

e FEthics in business
e Managing change
e Branding

4. I'pammamuka
Mopdoaorus

Faaroa. JleficTBUTENbHBIM W CTpagaTelbHbIM 3amoru (Active and Passive Voices).
OcobeHHOCTH TIepeBOIa CTPAAATEIIbHBIX KOHCTPYKIIMI Ha PYCCKUH S3bIK. MOTalIbHBIE T1ar0JIbl U
WX SKBUBAICHTHI. [ 1aromnsl to be u to have, ynotpedistomuecs: B CaMOCTOSTEIIBHOM, MOJAIBHOM
(SKBUBAJIEHTHO  MOJAIbHBIM  TJIarojaM, BBIPAXKAIOUIUM  BO3MOXKHOCTb,  BEpPOSITHOCTH,
JOJKEHCTBOBAHKE) M BCIIOMOTAaTeNIbHOM 3HadeHHsX. OCHOBHBIC CBEIIEHUS O COCIarareibHOM
HAKJIOHEHHUU.

Henuunsie ¢popmbl rnarona: napunutus (Infinitive) u ero ¢pynkmun; repynauii (Gerund) u
ero (ynkmuu; mnpudactus (Participle I um Participle II) B ¢yHKUMAX omnpenencHus u
obcrositenscTBa. CnoxHbIe (OPMBI HHPUHUTHBA U TPHUYACTHSI.

CuHTakcuc

IIpocroe pacnpocTpaHeHHoe npeaJiokenue. [IpsaMoi nopsaoK CIOB MOBECTBOBATEIHHOTO
1 MOOYJAUTEILHOTO TPEIJIOKEHH B YTBEPAUTEILHON M OTpuIaTeabHON (opmax. OOpaTHBIN
HOPSIIOK CJIOB BOIIPOCHTEIBHOTO MPEITIOKECHHUS.

CJ10KHOCOYHHEHHOE " CJI0KHOMOYMHEHHO0E NnpeaJioKeHHs. He3aBucumelii
(caMOCTOSTENbHBIHN) MPUYACTHBIH 000p0oT. MHPUHUTHB B (PyHKIIUH ONpesesieHUs] U IEPEeBOJI €ro
HAa PYCCKHM $3BIK ONPEAETUTENIbHBIM  IPUAATOUYHBIM  MpeanokeHueM. OObeKTUBHBIN
uHGUHUTUBHBINA 000poT (the Objective Infinitive Construction/Complex Object); cyObeKTUBHBIN
nHpuHUTHBHBIN 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenas npakmuka.

PeyeBble akThl M CHUTYallMOHHO ONpaBJIaHHOE peueBoe MoBeAeHHe: KoMMyHHKaTHUBHBIE
NEHCTBUS, HAMpaBJICHHbIE HA Y4eT MO3UIMH coOeceqHHKa OO TMapTHEpa MO AESTeTbHOCTU
(MHTEJUIEKTyalbHBI AacleKT KOMMYHHKAIuM). PedeBble NEHCTBUS, CIyXKallhue CpPeICTBOM
KOMMYHHKAIMM (Tiepeaud  MHGOPMAIUU  JIPYTHM JIFOASIM), CIIOCOOCTBYIOT OCO3HAHHIO U
YCBOGHHIO OTOOpakaeMoro cojaepkanus. KoMMyHUKaTHBHbIE AEWCTBUS, HaIlpaBJICHHbIE Ha
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KOOTIEpaIrio, T.€. COTJAaCOBaHWE YCHJIUW MO JOCTHXKCHHIO OOIIEH IeNu, OpraHu3alud u
OCYILECTBJICHUIO COBMECTHOM 1€ATEIbHOCTH

11. Onucanne MaTepuAJIbHO-TEXHUYECKOI 0a3bl, HE00OX0AMMOM Il OCYIEeCTBJICHUS
00pa30BaTeJILHOIO NMPoLecca Mo JUCHUIIHHE (MOIYJII0)

Jlnst  ocyIliecTBIieHUs] 00pa30BaTENBFHOTO IpoIecca IO JIUCIHILIMHE HCIOIb3YIOTCS
yqe6HHe AyaAUuTOPpUHU AJId NPOBCACHUSA 3aHATUN JICKIIMOHHOI'O THUIIA, 3QHSTUN CCMHUHAPCKOI'0 THUIIA,
TPYNIIOBBIX ¥ WHIUBUAYATBHBIX KOHCYJbTAIlMH, TEKYIIEr0 KOHTPOJIA W TMPOMEKYTOYHOM
aTTeCTalli!, a TAK)Ke MMOMEIIEHUS JUISI CAMOCTOATEIbHOM padOThI 1 TIOMEIICHHUS JJIsi XpAaHEHUS U
MPOPUITAKTHIECKOTO 00CITYKMBaHUS YIEOHOTO0 000PYyT0BaHHS.

[TepedyeHsr MaTepHATBHO-TEXHUYECKOTO OOecIieueHrs YIeOHBIX ayIUTOPUIA:
—  Cnenuanu3upoBaHHas MeOeshb JJIs MPEroaaBaTesl U 00y4JaroIImXcs;
— HoyrOyk c BeIxog0M B ceTb «MHTEepHET», HOCTYNOM B 3JIEKTPOHHYIO HH(OPMAIOHHO-
obOpasoBartenbHyI0 cpeny MHCTUTYTA,
—  JleMoHCTpammoHHOE 000PYI0BAaHUE - MYJIbTUMEIUHUHBINA TPOCKTOP, IKPaH;
—  YueOHO-HarIsAHBIE TOCOOHWs, OOECIEUMBAIOIIME TEMATHUYECKHUE WIUTIOCTPAIUA 10
JUCLIMIIIINHE;
— Jlocka yuebOHasl.

Jlist caMOCTOSATENBHOM paboOThl CTYJEHTOB HCIOJIB3YIOTCS IMOMELICHHS, OCHAIIEHHBIC

KOMITbIOTEPHOM TEXHUKOHN C BO3MOKHOCTBIO OJKIIOUEHUS K ceTu «HTepHeT» u o0ecrieueHrueM
JIOCTYTIA B 3JICKTPOHHYIO HH(OpMaImoHHO-00pa3oBaTenbHyto cpeny MHcTutyTa.

OO6cyxeHa u peKOMEHI0BaHa Ha 3aceJaHuu Kadeapbl
I‘yMaHI/ITapHBIX 1 COIIMAJIBHO-3KOHOMUWYCCKUX OUCIUIIJIINH
[Tporokon Ne 4 ot 13.02.2020 1.

Astopsl: E.C. JIobyTteBa, M.B. ExxoBa
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