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Pabouas mporpamma JUCHMIUIMHBI « AHTIHMHCKUN S3BIK JJ1s1 IPO(QeCcCHOHAIBHOTO 00IIIe-

HUS» BXOJUT B COCTaB OCHOBHOM 00pa3oBaTeNbHOW MPOTpPaMMBbl BBICIIETO 0Opa3oBaHUs I10

HanpasieHuio noarotoBku 38.03.02. MenemxMeHT, npodmiib «MexIyHapOIHbI MEHEeIXK-

MEHT» H IIpeHa3HaYeHA IJIs1 00yJaromuxcs 1mo ouHoi opme ooyuenus 2018, 2019, 2020 rogos
Habopa; 0YHO-3a09HOM ¥ 3a0uHOM hopmam oOyuernus 2017, 2018, 2019, 2020 romoB Habopa.

Cenenus 00 akryanuzamuu PTI1J

Ha yueGHbIit
rof

CocraB akTyanu3anuu

VYr1BepxkacHa YUEHBIM
COBETOM

2017-2018

e [IpuBeneHue B COOTBETCTBUE TPEOOBAHUAM

[Topsinka opranu3ani U OCylIecTBIeHUs o0pa-

30BaTeNIbHON JIEATETbHOCTH (YTB. TPUKA30M

MOH ot 05.04.17 Ne301).

e [lepeyeHb OCHOBHOM M JOTIOJHUTEIHHOU yUeO-

HOM JINTEpaTypHI.

e [lepeueHp NUIIEH3UOHHOTO TPOTrPAMMHOTO

oOecrieyeHus.

[Tepeuens mpodeccnoHaNbHBIX 0a3 TaHHBIX U HH-
(bopMaIMOHHBIX CIIPABOYHBIX CHCTEM.

[IpoTokoin Yuyénoro
Cogera ot 29.06.2017
r., Nell

2018-2019

e [lepeyeHb OCHOBHOM M JOTIOJHUTEIHHOU yUeO-
HOM JINTEpaTypBI.

e [lepeueHb JIMIIEH3UOHHOTO IPOTPAMMHOTO
o0ecrieyeHus.

e [lepeuens mpodeccHoHANBHBIX 0a3 TaHHBIX U
WH(OPMAIIMOHHBIX CIIPABOYHBIX CHCTEM.

e OneHouyHbIE MaTEPUAIIBL.

IIporokon Yu€noro
Cosera ot 31.05.2018
r., Nell

2019-2020

e [lepeueHp IUIIEH3MOHHOTO MPOTPAMMHOIO
o0ecrieueHus

e [lepeueHb OCHOBHOM U JIOTIOJHUTEIBHON yueO-
HOM JIUTEpaTyphl

e [lepeuens mpodeccHoHANBHBIX 0a3 TaHHBIX U
UH(POPMALIMOHHBIX CIIPABOYHBIX CHCTEM.

e OneHouyHble MaTEpUAIIBL.

IIporokon Yu€noro
Cogera ot 28.02.2019
r., Ne7

2020-2021

e [lepeueHp IUIIEH3MOHHOTO MPOTPAMMHOIO
o0ecrieueHus

e [lepeueHb OCHOBHOM U JIOTIOJHUTEIIBHON yueO-
HOM JIUTEpaTyphl

e [lepeuens mpodeccHoHANBHBIX 0a3 TaHHBIX U
UH(POPMALIMOHHBIX CIIPABOYHBIX CHCTEM.

e OneHouyHble MaTEpUaIbI

IIporokon Yu€noro
Cogera ot 27.02.2020
r., Ne7
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1. Hesap u 3272494 TUCHUINJIMHBI (MOZYJIs1)

e TuCIUTIITUHBL « AHTITUHCKUAN SI3BIK JIS1 TPO(ECCUOHATBLHOTO OOIIECHUS - Pa3BUTH
Y CTYACHTOB KOMMYHHKATUBHYIO KOMIICTCHIIUTO, YPOBCHDb KOTOpOfI IIO3BOJIUT UCIIOJIB30BAaTh aH-
TJIMACKUN SI3BIK B TTPO(ECCHOHATBLHON JesTEeIbHOCTH, MIOBBICUTh YPOBEHB BIIAJICHUS aHTIIUMN-
CKHUM A3BIKOM, I[OCTHI‘HyTBIfI Ha IpCAbIAYIICM JTAIlC, a TAKIKC 3aJI0OKUTh OCHOBY JJIA ;[aaneﬁ-
HIET0 U3y4YeHUs MPOPECCHOHATBHOTIO aCIEKTa SI3bIKA.

3agayu AUCHMILINHBI:
JOCTHKEHNE HEOOXOAMMOI0 YPOBHS JIMHTBUCTUYECKHX HABBHIKOB — H3yUEHHUE U UCTIOIb30Ba-
HUE JIEKCUYECKUX U IPaMMaTHYECKUX €IMHULl B 00beMe, KOTOPbI He0OXO0UM ISl TBOpYe-
CKOM JIeSITeIbHOCTH B PO ECCHOHATIBHBIX Cepax U CUTYaIHIX;
PAa3BUTUC NUCKYPCHUBHBIX HABBIKOB - YMCHHUS MMOCTPOCHUS LECIOCTHBIX, JIOTUYHBIX BBICKA3bI-
BaHMH (TUCKYPCOB) pa3HbIX (PYHKIIMOHAIBHBIX CTHJICH B YCTHOW M TUCbMEHHONW KOMMYHHUKa-
U1 Ha OCHOBC IMMOHUMAHUSA pPa3JIMYHLIX BUOB HpO(1)eCCI/IOHaJII:HO-OpI/IeHTI/IpOBaHHBIX TCK-
CTOB IIPU YTE€HUU U ayAUPOBAHUM;
pa3BUTHE MPAKTUKW MCIOJIB30BAaHUS AHTIIMHCKOIO SI3bIKA IS PEIIEeHUs CHEUANbHbBIX MPO-
(deccnoHanbHBIX 337124 (11000 JIUTEPATYPHI, YTEHUE COOTBETCTBYIOIUX UCTOYHUKOB, IPO-
CMOTp MPOTPaMM IO MHTEPECYIOIIEH CTyACHTa MPOOJIEMATHUKE);
3aKperyIeHHe CTPATerHuecKoro HaBblKa — HaBbIKA MCIOJIb30BaTh BepOalbHbIE U HEBepOaib-
HBIC CTPATCTUHN AJId KOMIICHCAIluN HpOGGHOB, CBsI3aHHBIX C HEAOCTATOYHBIM BJIAJACHUEM A3bI-

KOM;

MOBBIIICHUE YPOBHS yueOHOM aBTOHOMHH, CIIOCOOHOCTH K CaMO0Opa30BaHUIO;
pa3BUTHE KOTHUTUBHBIX U MCCIIEIOBATEIbCKIX YMEHHIA,
pacumpeHue Kpyro3opa 1 MOBBIIIIEHHE 00Tl KyJIbTyphl: U3yUeHHE KyJIbTyPHBIX OCOOCHHO-

CTEi, HpaBOB, OOBIYAEB CTPAH U3Y4aEMOTO S3bIKa, STHUKH, BOCIIUTAHUE TOJIEPAHTHOCTH U yBa-
JKEHU K TYXOBHBIM LICHHOCTSAM Pa3HbIX CTPAaH U HAPOJOB.

2. IlepeyeHb MJIAHUPYEMBIX Pe3yJbTATOB 00y4YeHHsI 0 U CHUILINHE (MOAYJII0),
COOTHECEHHBIX C IVIAHUPYEMbIMH Pe3yJIbTATAMHU 0CBOEHHs 00pa30BaTeIbHOM MPO-

rpamMMBbl
Kox xom- IlnanupyemMblie pe3yabTaTbl 00y4eHUs
Conep:xanue KOMNeETEHIUH
NneTeHIUH 10 JHCHMIJIHHE
CIIOCOGHOCTH K KOMMYHHKa- | 3HaTh (4)! — rpamMmaTnueckue npaBuia, GopMbI 1
IIUU B YCTHOM M MMCbMEHHON | KOHCTPYKIMH, AaHIJIOSN3bIYHBIE pEYEBbIE CTPYK-
OK-4 dbopmax Ha PYCCKOM M MHO- | TYPhl U JICJIOBYI0 TEPMHUHOJIOTHIO, HEOOXOIUMBIE
CTPAHHOM SI3BIKAX JUISl pelie- | IJIsi OCYIIECTBICHUS MPO(pEeCCHOHATBFHOrO 001IIe-
HUS 33]1a4 MEXJIMYHOCTHOTO U | HUS
MEKKYJIbTYPHOTO B3aUMOJIEH- | YMeTh (4) — JIOTHYHO, apryMEHTHPOBAHO U KOp-
CTBUS PEKTHO MOATOTOBUTH YCTHBIE M MHChMEHHBIE BbI-
CKa3bIBaHUsI HA MHOCTPAHHOM SI3bIKE B ITpodeccu-
OHAJILHOM OONIEHUH
Bnanets (4) — HaBbIKAMHU UCIIOJIB30BAHUSI MOHO-
JIOTUYECKON U THATIOTUYECKOM YCTHOM U MUCH-
MEHHOH pedd B CHUTyalusax NpodhecCHoHAIBHOTO
B3aUMOJCUCTBU
BJIAJZICTh PA3IMYHBIMU CIIOCO- | 3HATH (4) — criocoOBI pa3perieH st KOHPIUKTHBIX
TIK-2 O6amu paspeiieHus KOH(MJIMKT- | CUTYyaluil, OCHOBBI MPOEKTUPOBAHUU MEXKITUY-
HBIX CUTYaIluil MPU IPOEKTU- | HOCTHBIX, TPYIIIOBBIX U OPTaHU3AIMOHHBIX KOM-
POBaHUH MEKIHMYHOCTHBIX, MYHHKAIMI HA HHOCTPAHHOM SI3bIKE

! (4) — B ckobkax ykaszaH 5Tan (GOPMHPOBAHHS KOMIETEHIIMH U3 TaGIHIE! B 1.7.2. (371€Ch U Janee B TabIMIax)




Kox xoMm-

Conep:kanue KOMIeETEHIIHU
neTeHInu

IInanupyemsle pe3yabTaTbl 00y4eHH
10 JUCIMILJIMHE

TPYIIIOBLIX U OpraHU3aluoH-
HBIX KOMMYHHUKAIIUIA Ha OC-
HOBE COBPEMEHHBIX TEXHOJIO-
Ui yIIPaBIICHUS TIEPCOHATIOM,
B TOM YHCJIE B MEXKYJIBTY]-
HOH cpefe

VYmethb (4) — HCIIOIB30BaTh CIIOCOOBI pa3perie-
HUSI KOHQIIMKTHBIX CHTYAIUH, TPOSKTUPOBATH
MCIKKIIMYHOCTHBIC, TPYIIIOBBIC U OPraHU3al[MOH-
Hble KOMMYHHKAIIMY Ha HHOCTPAHHOM SI3bIKE

Brianers (4) — ciocobamu pa3perieHus KOH-
(IIMKTHBIX CHTYaIMi{, OCHOBAaMH IPOEKTUPOBA-
HUHU MEXJIMYHOCTHBIX, TPYNIOBBIX U OpraHu3a-
IIMOHHBIX KOMMYHHKAINH Ha HHOCTPAaHHOM
A3BIKE

3. MecTo AucHHUILINHBI (MOYJIsI) B CTPYKTYpe 00pa3oBaTeIbHOM NPOIrPaMMbl BbIC-
mero o0pa3oBaHmsi
YyeOHast TUCIUIUTNHA « AHTTHIUCKUH S3bIK I TPO(ecCHOHAIBEHOTO OOIICHHS) BXOIUT
B BApUATHBHYIO YacTh (AMCITUIUIMHA TI0 BRIOOPY CTYACHTOB) YU4E€OHOTO TUTaHA TI0 HATPABJICHHUIO
noarotoBku 38.03.02 MenemkMeHT, Tpoguib «MexayHapOIHbIH MEHEDKMEHTY.
SI3bIKH NpenogaBaHus: PyCCKH, AHTJIMHCKHUM.

4. O0beM TUCHUILIHHBI (MOIYJISAA) B 3a4€THBIX eIHHUIAX ¢ YKA3aHUEM KOJIN4YeCTBA
aKaJeMH4YeCKNX YaCOB, BbI/IeJICHHBIX HA KOHTAKTHYI0 padoTy 00y4alomuxcs ¢ npemnojaa-
BaTesieM (110 BUIAM Y4eOHbIX 3aHATHII) U HA CAMOCTOSAITEJILHYI0 pad0oTy 00y4Yaromuxcsi

OO61mast TpyJ0EMKOCTh JUCIUILINHBI COCTaBIsAeT 12 3a4€THRIX eAnHMII, Bcero — 432 yaca.

Bup yueOHoit padoThl Bcero yacoB / 3a4€THBIX eIMHHIL
O4HOE 0YHO-3a09HOE 3a049HOE
KonrakTtHas paGora c¢ mnpemonaBatenem | 192,6/5,35 60,6 / 1,68 24,6 /0,68
(Bcero)
B tom uncne:
3aHATHS IEKIIMOHHOTO THIIA 12/0,33
3aHATHS CEMUHAPCKOTO THTIA 192 /5,33 60/ 1,66 8/0,22
Koncynbranuu 4/0,11
[TpomexxyTouHas aTTecTaius Mo TUCIUTLINHE 0,6 /0,02 0,6/0,02 0,6/0,02
CamocTtosiTeibHas paboTa 168 / 4,67 309 /8,58 390/10,84
KoHTpoJb 71,4/1,98 62,4 /1,74 17,4/0,48
dopma KOHTPOJIS 3ayer ¢ 3ayer ¢ 3ader ¢
OLICHKOM OLICHKOM OLICHKOM
DK3aMeH DK3aMeH DK3aMeH
OO0mas Tpy10éMKOCTb
432 /12 432 /12 432 /12




5. Conepsxanne IUCHUILTHHBI (MOIYJIfA), CTPYKTYPHPOBAHHOE MO TeMaM (pa3aejiaM) ¢ YKa3aHHeM OTBeJeHHOr0 Ha HUX KOJINYecTBa

aKaJleMUYeCKUX YaCOB M BUI0B y4eOHbIX 3aHATHI
Coaep:xanue TMCUMILVINHBI, CTPYKTYPHPOBAHHOE M0 TeMaM (pa3ieiam)

HauMeHnoBanue teM

Conep:xanue Tem (pa3aesioB)

(pa3aesioB)
Forms of business activi- | Jlekcuka: TepMUHBI B 001aCTH JEI0BBIX (HOPMAIBLHOCTEH, HAJIOTOB, IOPHINYECKHE CTATYChl KOMITAHUHT, HHIUBUIyaIbHOE
ties MpeNPUHIMATEIHCTBO, TOBAPHUIIIECTBO, AKITMOHEPHOE OOIIECTBO, UX MPEUMYIIIECTBA U HEAOCTATKU

®dopmbl On3HECa

Yrenue: Sole Proprietorship, Partnership, Corporation.

I'pammatuka: TUYHBIC, TPUTSDKATEIbHBIC, yKa3aTeIbHbIE MECTOUMEHHUSL.
Heonpenenennas gopma riaromnos. CioBooOpazoBaHue, 00bEKTHBIHN MaIeK.
ITopsanok ciioB B IIpeu10KeHUH. BonpocuTenbHbIe c10Ba. APTUKIH.
KonunuecTBeHHBIE U TOPSAAKOBBIE YHCIUTEIbHBIE.

VYcTHas pedb (IIOJIMIOTHYECKast):

-IIPEUMYIIECTBA U HEJOCTATKU pa3HbIX (popm Ou3Heca

YcTHas peub (MOHOJIOTHYECKAs ):

-pucku UII

IIncemenHas peusb:

- ketic Belt Up

Levels and areas of man-
agement
VYpoBHH U cdephl yrpas-
JICHUS

Jlexcuka: TCPMHUHBI B C(bepe yYpaBJCHUA, YPOBHHU MCHCIKMCHTA, TPYIOBLIC 06}133.HHOCTI/I, Ha3BaHHUA U OTBCTCTBCHHOCTHU
OTJIEJIOB OpraHU3aluU

Yrenue: Levels of Management, Organization Chart

I'pammatuka: [Topsgok cinoB B mpenioxeHuu. [Iopsaok ciioB B caMOCTOATEIHLHOM IOBECTBOBATEILHOM MPEIIOKEHHUH.
ITops10K CIIOB B BOIPOCUTEIBLHOM IPEAIOKEHNU. BpeMeHa akTHBHOTO 3aj10ra.

YcrHas pedsb (MOTUIOrHIecKas):

-00Cy’XJIeHHE TPYIOBBIX 00S3aHHOCTEHN YIIPABIICHIIEB PA3HBIX YPOBHEN

YcTHas pedb (MOHOJIOTHYECKas ):

- JOKJIaJg 06 OTBCTCTBCHHOCTAX OTACIa KOMIIAaHUN

[TuceMenHas peus:

- Kelic Success

Organizational structures
OpranuszanvoHHbIE

CTPYKTYpBbI

Jlexcuka: TepMHUHBI B 00J1aCTH OpTraHU3AIMOHHBIX OCOOCHHOCTEN OpraHu3aluii, BUIbl CTPYKTYP, PECTPYKTYpHU3AIUs
Urenune: Types of organizational structures, Restructurization

I'pammatuka: [Topsimok C10B B BONPOCUTENBHOM NMpeokeHruu. [Iopsanok cIoB B BOCKIMIATEIBHOM TIpEIoKeHU. Bpe-
MEHa MMaCCUBHOTO 3aJI0Ta.




YcrHas peds (MOTMIIOTHIecKas):

- IPEUMYIIECTBA U HEJJOCTATKH Pa3IMYHBIX OPraHU3alMOHHBIX CTPYKTYD
YcrHas pedb (MOHOJIOTHYECKAs ):

-OIIMCaHUE CTPYKTYPBI KOMIIAaHUHU

IIncemenHas peusb:

- keiic Wildberries

Management Jlexcuka: TepMHUHBI B 00JIACTH MEHEKMEHTA, CTUIIM YIIPABIICHUS, TUIIBI MEHEIKEPOB
MeHeKMEHT Yrenune:What is management, The big three management styles

I'pammaruka: THQUHUTHB U €r0 KOHCTPYKIHH.

YcrHas peub (MOTUIOrHIecKas):

'O6CY)KI[€HI/IG TUTIOB YIIPABJICHICB U UX KA4YCCTB

YcTHas pedb (MOHOJIOTHYECKas ):

-OIMCAHUE CTUIIEH YIIPABJICHUS

[TuceMenHas peus:

- keiic Peter Drucker

Leadership JlekcuKa: TEpMHUHBI B 00J1aCTH JTUAEPCTBA, INACPCKUE KAaueCcTBa,
JlunepctBo u uaepckue | Urenue:Leadership qualities: what does it take, Business leader briefings
Ka4yecTBa I'pammaruka: I'epyHauii, KOHCTPYKIIMU C TEPYHAUEM.

YcTHas pedb (MOTMIIOru4ecKas):

-00Cy>XJICHHE TUIIOB YIIPABJICHIIEB U UX Ka4eCTB
YcrHas pedb (MOHOJIOTHYECKAs ):

-OIMCaHUE CTUJIEH YIIPaBIICHUS

IIncemenHas peusb:

- keiic The new boss

Recruitment Jlexcuka: TEpMUHBI B 00J1aCTH PEKPYTHHTA, XEIXaHTHHT, €r0 BHJII 1 METO/IbI, pEUeBbIe CTPYKTYPbI U 000POTHI Ha cobece-
[TonGop mepconana, pe- | JOBaHUH IIPH MpUEME Ha paboTy
KPYTUHT UYrenne:Methods of selection, A job interview, Headhunting

I'pammaruka: YcinoBHble npeasioxkenus. CocnaraTeabHOE HAKJIOHEHHUE.
YcTHas peds (MOTMIIOTHIecKas):

-METO/Ibl PEeKpyTHHTa, coOeceI0BaHuE

YcrHas pedb (MOHOJIOTHYECKAs ):

- keiic Orbit Records

IIncbMeHHas peusb:




- HAaIlMCaHUE COOCTBEHHOrO PE3rOMC

Marketing
MapkeTusr

Jlexcuka: TepMHHBI B 001aCTH MapKETHHIa, UCCIIEA0BaHMsSI PHIHKA, 11€JIEBbIE PBIHKH, CETMEHTALUS PhIHKA
Urenue:

I'pammaruka: CriocoObl BeIpaXKeHUs OyAyIIEro, BpeMeHa aKTUBHOTO U ITACCUBHOTO 3aJ10Ia — IOBTOPEHHUE.
YcrHas peds (MOTMIIOTHIecKas):

- oocyxnenue 4 11 mapkeTunra

YcrHas pedb (MOHOJIOTHYECKAs ):

- IOKJIaJl O METOJjax MCCIel0BaHUs PhIHKA

IIncbmenHas peusb:

- ketic Virgin Mobile

Promotion
[IponBmwxenue OpeHaa Ha
pBIHKE

Jlexcuka: TepMHUHBI B 00JIACTH MapKETHHTA U PEKJIAMbl, BUbI PEKIIAMbI

Yrenne: Uses of Advertising, Promotion, Promotional Mix

I'pammaruka: CriocoObl BeIpaKeHUs1 OyAyIIero, BpeMeHa akTUBHOTO U ITACCUBHOTO 3aJ10Ta — TOBTOPEHHUE.
YcrHas peub (MOTUIOrHIecKas):

- o0cykaeHrne GYHKIUN peKIambl

YcTHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl Ha TeMYy BBIOPAHHOTO BUJA PEKIIaMBbI

[TnceMenHas peus:

- keric Danger Zone

International Trade
Bremnss Toprosiist

Jlexcuka: TepMUHBI B 00JIaCTH BHEIIHEW TOPTrOBIIM, BHEIIHWE PHIHKH, CTEPEOTHUIIBI U KyJIbTYPHBIE OCOOEHHOCTH, MEXKY-
HapOJHBIC SKOHOMHWYCCKUEC COIO3bI U OpraHrU3allui, CAHKIIUU U OTPaHUYCHUA

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

I'pammatuka: MoganbHbI€ rIaroJibl, OTTEHKH MOAAIBHOCTH

YcrHas pedb (MOTMIOrHIecKas):

- 00Cy>KIeHHEe CAaHKIIMH BHEIIHEH TOPrOBIH

YcTHas pedb (MOHOJIOTHYECKas ):

-nokian o BTO

[TuceMenHas peus:

- acce EBponeiickuii Coro3




CTpyKTypa AUCHMILIMHBI
Ounas ¢popma 0o0yueHus (B yacax)

KonTakTHasi padora
IIpome:xy-
3ausaTus
No | HaummeHoBaHue TeM (pa3aesioB) 3ansaTusi | TOYHas aT-
JeKIHOH- CPC | Bceero
n/m AUCHUTLTUHBI oo ceMHHAap- TecTanus
CKOro THNA | MO AUCIH-
THIIA
ILUIHHAM
1 | ®opwmbl Ou3HECa 24 21 45
2 | YpoBHH H cdepbl yIpaBIeHUs 24 21 45
3 | Opraau3anuoHHbIE CTPYKTYPBI 24 21 45
4 | MeHemKMEHT 24 21 45
5 | JlunmepcTBO M IMASPCKUE KAauecTBa 20 16 36
6 | [Togbop nmepconana, peKpyTHHT 16 20 36
7 | MapketuHr 20 16 36
8 | IIponBmwxkenune OpeHa Ha pHIHKE 20 16 36
9 | Buemssist TOproBis 20 16 36
[TpomexxyTounas arrectamus (3a4eT ¢ 0,6 0,6
OILICHKOM, K3aM€EH)
KoHTpoJb: 71,4 71,4
HToro: 192 0,6 239,4 | 432
OuHo-3204Hast popma o0yueHus (B yacax)
KontakTHas pabora
IIpome:ixy-
3ansaTusa | 3anaTusA
No | HammeHoBaHMe TeM (pa3/iesioB) TOYHAas aT-
JIeKIIMOH- | CeMHHAap- CPC | Bceero
n/n AUCHHUTLTHHBI TecTalus
HOT0 CKOro
1o JuCHH-
THHA THIIA
IUINHAM
1 | ®opmsbl OuzHeca 6 40 46
2 | YpoBHH U cdhepbl yrpaBiIeHUs 6 40 46
3 | Opraau3anoHHbBIE CTPYKTYPBI 6 40 46
4 | MeHemKMEHT 6 45 51
5 | JImaepcTBO U IUACPCKUE KauyecTBa 8 28 36
6 | Ilonbop mepcoHana, peKpyTUHT 8 28 36
7 | MapkeTuHr 8 28 36
8 | lIpoasmxenue OpeHaa Ha phIHKE 6 28 34
9 | BHemHsist TOproBist 6 32 38
[TpomexxyTouHast aTTecTanus (3a4eT ¢ 06 06
OIIEHKOM, DK3aMEH) ' ’
KoutpoJn: 62,4 62,4
HUroro: 60 0,6 371,4 432




3aounas popma 00yuyeHus (B yacax)

KonTakTHas padora
IIpo-
MeKy-
3ansaTusa TOYHASA
Ne HaumenoBanue TeM (pa3aeioB) 3ansiTus ce-
n/m AUCHUTLTUHBI JeKimon- MHHAPCKOr0 arre- | CPC | Beero
HOT0 cTanus
THIIA runa 1o amc-
HUILTH-
HaM
1 | ®opmsbl OuzHeca 1 49 50
2 | YpoBHH Hu chepsl yIpaBICHHS 1 49 50
3 | Opranu3zaioHHbIe CTPYKTYPHI 2 49 ol
4 | MeHemKMEHT 2 52 54
5 | JImaepcTBO M IUACPCKUE KaYyeCcTBa 1 39 40
6 | Ilonbop mepcoHana, peKpyTUHT 1 40 41
7 | MapkeTuHr 1 40 41
8 | [IpoaBmxenue OpeHaa Ha phIHKE 1 40 41
9 | BHemHsIs TOProBIIs 2 40 42
Koncynpranus 4 4
[IpomexyTouHas aTTecTanus (3a4eT ¢ 06 06
OIIEHKOM, YK3aMEH) ’ ’
KouTtpoJn: 17,4 17,4
Hroro: 12 46 | 4154 | 432

6. [lepevyenb yueOHO-MEeTOANYECKOT0 00ecnedeHust
JUISL CAMOCTOSITE/IbHOM Pad0Thl 00Yy4alOMIUXCS MO0 JUCHUILUIHHE (MOIYJII0)

CamocrodrenbHas padoTa sIBJISI€TCSI OJHUM M3 OCHOBHBIX BU/I0B YU4€OHOH I€ATEIbHOCTH,
COCTaBHOM YacThIO y4eOHOI0 Mpoliecca U MMEET CBOEH IIeNbI0: TIy0OKOe YCBOGHHE MaTepuaa
JTUCLUIUIMHBL, COBEPIICHCTBOBAHUE U 3aKPEIUIEHUE HABBIKOB CAMOCTOSITENIbHONW pabOThI C JIHUTe-
paTypoi, peKOMEHIOBaHHO! IPENOAaBaTelIeM, YMEHUE HAUTH HYKHBI MaTepuaa U CaMOCTOs-
TENBHO €r0 MCIOIb30BaTh, BOCIIUTAHNUE BBICOKOW TBOPYECKOM aKTMBHOCTH, UHUIMATHUBBI, IIPH-
BBIYKU K IIOCTOSIHHOMY COBEpLICHCTBOBAHUIO CBOMX 3HAHUH, K LEJICYCTPEMICHHOMY Hay4YHOMY
IIOKCKY.

KoHTponbs caMocTosITeIbHON paboThl, SIBISETCS BaKHOW COCTABIIAIONICH TEKYIEro KOH-
TPOJISl yCIIEBAEMOCTH, OCYILECTBIISIETCS IPENOAABATEIEM BO BPEMs MPAKTHUYECKHUX 3aHATHN U
o0ecreynBaeT OLIEHUBAHHUE X0a OCBOCHHSI N3Y4aeMOW AUCHIUTUINHBL.

Bo3MoskHbBIE TEMBI IPE3EHTALMIA:
The marketing strategy of a company (the 4P’s)
The promotional strategy of a company (promotional tools)
The greatest success of entering a foreign market
The greatest success on a domestic market
The greatest flop on a domestic market
The greatest flop on a foreign market
Keys to successful management (based on an example of a certain company)
Ways to win customers
. Internet advertising and buzz marketing
10 Peculiarities of Public Relations

©CoNO~ N E
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11. Ethics in Business

12. Entrepreneurial Skills

13. Headhunting: what does it take?

14. Tips to be successful at job interviews

15. What makes a great manager

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

18. Effective methods of market research

19. Product life cycle

20. Your own idea

TpeboBanusi K Npe3eHTAIIUN:
1. 9-15 cnaiinos B PowerPoint
2. Ilnan npeseHTanuu:
v' Berymienue (oyeMy BeIOpaHa JaHHas TeMa Ipe3eHTanun) (2 ciaiiga)
v OcHOBHas 4acTh
v Baxmouenue (BBIBOIBI) (2 craiina)
3. Croukep mpe3eHTYET CBOIO TeMy (OrpaHHuYEHUE 110 BPEMEHU — 5-7 MUHYT) U OTBEYAET Ha
BOIPOCHI yUaCTHUKOB Ha aHTJIMICKOM SI3BIKE.
PexomMeHnaanuu no noAroToBKe K mpe3eHTanuu
v Oranbl paboThl HAJl TPE3CHTALUEH
- IlpenBaputenbHas MOCTaHOBKA MPOOIEMBI HIIA BEIOOP TEMBI.
- Brigsuxenue u o0cyxJIeHUE TUIIOTE3 PEHICHHUS] OCHOBHOM MPOOJIEMBbl, UCCIIEJOBAHHE
KOTOPBIX MOXKET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUYCHHON TEMAaTHKH;
- Ilouck u cOop MaTepuana Jijs perieHus npoOaeMbl U PaCKPBITHS TEMBI;
- OkoHYaTenpHasi TOCTAaHOBKA MIPOOJIEMBI U BBIOOP TEMBIL;
- [Tlouck pemeHus M packpbITHE TEMbl Ha OCHOBE aHalIM3a U KJIACCU(PUKAILIUU CO-
OpaHHOTO MaTepuana;
— IlpesenTanus u 3amura NpoOEKTOB, MPEANOIarauas KOJIEKTUBHOE 00CyKIeHUE.

4 [Ipe3eHTanus noKHA COACPIKATh TAKHE DJIEMEHTHI KakK:
- OTJIaBJICHHC;
- 1aTy MOCTEIHEN PEBU3NH;
- nHpopManuio 00 aBTOpax;
- CIIMCOK TIOJIE3HBIX KAYECTBEHHBIX CCBUIOK C IMOJIPOOHBIM X OMUCAHUEM

Pacnpenesenue caMmocTosITe/IbHON (BHEAyIUTOPHOI) padoThI 10 TEeMaM U BHIaM

Cornacno [TonoxeHuto 0 caMoCTOSATEIBHOM (BHEAY TUTOPHON) pabOTE CTYJEHTOB pacIipe-
neneHre 00bemMa 4acoB CaMOCTOSITETILHON paOOTHI CTY/IEHTA 3aBHCUT OT MECTa TUCIMILIMHEI U ee
3HAYMMOCTH B cTpykType OIL.

Bunsi, popmbl 1 00beMBI CAMOCTOSTENFHON (BHEAYTUTOPHOI) pabOTHl CTYAEHTOB MpHU
M3YYEHUH KOHKPETHOW y4eOHOM MUCIUIUIMHBI OINpPENEessSIOTCsS COJep)KaHueM ydeOHOW IUCIIH-
IUIMHBI, CTETIEHBIO TIOATOTOBIEHHOCTH CTYJCHTOB U YTBEP)KIAIOTCS Ha Kadeape, 3a KOTOpoH 3a-
KpeIUIeHa JaHHas IMCUUIUIMHA, B BUJIE pa3/iena paboueil mporpaMMbl TUCHUIUITMHBI OCHOBHOM 00-
pa30BaTENbHON IPOrPaMMBL.

B cBsi3u c BBIIIEU3T0KEHHBIM, IPUHUMAasi BO BHUMaHHUE O00bEM AMCHUILTUHBI (MOIYJIs)
B 3aUETHBIX EJMHULIAX C YKa3aHHUEM KOJIMYECTBA aKaJIeMUYECKUX YaCOB, BHIICIICHHBIX Ha KOHTAKT-
HYI0 paboTy 00ydJaroImuxcs ¢ mpernoiaBaresieM (Mo BUAaM 3aHSATHH) U HA CAMOCTOSTEIbHYIO pa-
00Ty oOydJarommxcs, a Takke 6araHc BpeMEHH 110 BUIaM pabOThl, pacrpeie]IeHue CaMOCTOATENb-
HOH (BHEAYTUTOPHOM) pabOThI MO TEMaM JUCIUTIIUHBI MPECTABIISAETCS CICAYIOIMIMM 00pa3oMm:
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n/n

HaumenoBanue teM
(pa3neJioB)
JTUCIHUIIINHBI

Bun camocrosiTeJnLHOM
(BHeayAMTOpPHOI1) pa-
00TBI

O0beM caMoCTOATEIbHOM
(BHeayIMTOPHOI1) padoThI 1O
MaM 00y4YeHHs

do

oyHas

OYHO-3a-
OYHas

3a049Has

®dopMmbl Ou3HEca

[ToaroroBka npe3eHTa-
WM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSTE/hb-
HBIX U KOHTPOJIbHBIX pa-

00T

21

40

49

YpoBHU U cdhepsl ynpas-
JICHUSA

[ToaroroBka npe3eHTa-
UM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSTEIhb-
HBIX U KOHTPOJIbHBIX pa-

00T

21

40

49

OpraHu3anoHHbIE
CTPYKTYpPBI

[ToaroroBka npe3eHTa-
WM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSTEIb-
HBIX U KOHTPOJIbHBIX pa-

00T

21

40

49

MeHemKMEeHT

[ToaroroBka npe3eHTa-
WM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSTEb-
HBIX U KOHTPOJIbHBIX pa-

00T

21

45

52

JlunepcTBoO U nuaepckue
KayecTBa

[ToaroroBka npe3eHTa-
WM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSTEb-
HBIX U KOHTPOJIbHBIX pa-

00T

16

28

39

[TonGop nepconana, pe-
KPYTHHT

ITogroroska npeseHra-
UM, K ayJIUTOPHBIM 3a-
HATHSAM, TECTaM, BBIIIOJI-

HEHHE CaMOCTOSTENb-
HBIX U KOHTPOJIbHBIX pa-

60T

20

28

40

MapkeTuHr

[ToaroroBka npe3eHTa-
WM, K ayJIUTOPHBIM 3a-
HSTHSAM, TECTAM, BBIIIOJ-

HEHHE CaMOCTOSITENb-
HBIX U KOHTPOJIbHBIX pa-

60T

16

28

40

12



[Mponsuxenne Openna Ha | IlomroroBka mpe3eHTa-

PBIHKE LIUH, K ayAUTOPHBIM 3a-

HSATHUSIM, TECTaM, BBIIOJI-

8 HEHHUE CaMOCTOSITEIIb- 16 28 40

HBIX U KOHTPOJIbHBIX pa-
6ot

Bremnss Toprosiis ITogroroska npeseHra-
UM, K ayJAUTOPHBIM 3a-
HATUSIM, TECTAM, BBIIIOJI-

9 HECHUEC CaMOCTOMATCIIb- 16 32 40
HBIX U KOHTpOHBHBIX pa—
0oT
ATOr'o 168 309 398

7. OnleHOYHbIE MATEePHUAJIbI VISl TEKYILIEr0 KOHTPOJIS YCIIeBA€eMOCTH U MPOBeIeHUs
MPOMEKYTOYHOM aTTEeCTAIMU O0YYAKOIIMXCS MO AU CHUILINHE (MOYJII0)

7.1.0neH0YHBbIe MATEPHAJIBI 1J1 TEKYIIEr0 KOHTPOJISA YCIeBAEMOCTH
Texyuuii KOHTPOJIb YCIIEBAEMOCTH 110 JUCUUTUINHE «AHIIIMHACKUH S3bIK U1 TPO(eccuoHab-
HOTO OOIIEHUs» MPOBOIUTCA B ()OpME KOHTPOJIBHBIX I1€PEBOAOB, TECTOB, AUAIOI0OB, IOArO-
TOBKH IIPE3EHTALNN, MTHAUBUIYAIBHBIX OTBETOB HA BOIIPOCHI, YCTHOTO OIPOCA, MTUCbMEHHBIX
3aJaHud U T.]I.

Tema 1: Forms of business activities

1. OTBETHhTE MUCHMEHHO Ha CICAYIONINE BOOPOCHI:

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

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

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

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

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

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

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

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

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

9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077

10.What are the advantages and disadvantages of being a sleeping(silent) partner?

11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. HGDGBGI[I/ITC YCTHO CJCAYIOINMNEC BBIPAKCHU !

NuauBuayanbHbli NPEAIPUHUMATED —

MHUHUMYM IOPUANYECKUX OrPAaHUYEHUM-

MHWHUMAJIBHBIC paCXOJbl HA CO3JJaHUC 6I/I3H€C3.-

BECTU OyXTalTepCKUE JTOKYMEHTBI, OTPAXKAIOIINEe PE3YIbTATHI JEIOBBIX OlepaIiuii-

HE MOAJIeKATh MyOIMYHONW OTYETHOCTHU-

HC UMCTH IMPECUMYIIICCTBA OFpaHH‘IeHHOfI OTBETCTBEHHOCTH -

OTBCYATH 3a JOJII'M CBOUM UMYIICCTBOM-

NogkrwdpE
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8. pacmmpsATh OM3HEC 3a CYET PEMHBECTHPOBAHUSI MPUOBLIN -

9. yBeNMYUTH KAaNUTANI IMyTEM BBITyCKa aKIUH -

10. oTcyTCcTBHE TPEEMCTBEHHOCTHU-

11. ncnpITHIBaTh TPYAHOCTH B YBEIMUEHUU (TIPUBJIEUYECHUN ) KauTala -
12. nepenaBath OuszHecC-

13. momaBaTh MCK B Cy B CIy4ae pa3HOTIACHsI-

14. punaHCcOBass HECOCTOSATEIHHOCTh-

15. HecTH rpy3 OTBETCTBEHHOCTH B OJIMHOYKY —

16. umeTh pa3pyuIuTeNbHBIC MTOCICACTBHS A1 OU3Heca —

3.IToaroToBhTE Mpe3eHTAIINIO O IpermyIecTBax I, BKIIOYMB CASAYIONINE aCTIEKTHhI:
Consider limited liability, its ability to raise capital, control of the company, continuity,
public reports.

4. OTBeThTE NUCLMEHHO HA CIICAVIOIIINE BOIIPOCHI.

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

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

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

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

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

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

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

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

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

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

5. HOI[FOTOBI:TC JOKJIaJd O HEAOCTATKAX 3dKPbhITOI'O aKIITMOHEPHOI'O O6H_IGCTBa, YIIOMAHUTEC CIICAY-
OIIUEC aCIICKThI.

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

Tema 2: Levels and areas of management

1. JIomoaHHUTE CASAYIOIHUNA TeKCT IJ1arojlaMH IO CMBICITY:

appointed attacked combined defined constituted reviewed supervised sup-
ported

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 of-
ficers or vice-presidents, each with clearly (3) .................. authority and

responsibility (production, marketing, finance, personnel, and so on).
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Top managers are (4) .cooevvvininnnn... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) .........ccecevvviervenenne. 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 compa-
nies should have boards (7) ., of experienced peo-
ple of integrity and with a record of performance in a related business and a will-
ingness 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 dis-
placed by raiders.

2. OTBeTHTE NUCHLMEHHO HA CIICAVIOIIINE BOIIPOCHI.

1.What are the levels of management?

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

3.What are the responsibilities of a top manager?

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

5.What are the middle managers responsible for?

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

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

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

9.Howv is their work rewarded?

10.What are the most common areas of management?

11.What is a financial manager responsible for?

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

13.What is a marketing manager responsible for?

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

15.What does an administrative manager coordinate?

3. HGDGBGI[I/ITC CJICAVIONINEC TPCAJIOKCHHUA, NCIIOJIb3YS AKTUBHBIN CJIOBAPh 11O TEMCE:
1.CymiecTByeT TpH OCHOBHBIX YPOBHSI yHpaBlieHHUs (MEHEPKMEHTA): BBICIITUH Me-
HCIKMCHT, MCEHCIKMCHT CpC€aHero 3BCHA 1 MCHC/I?KMCHT IICPBOI'O 3BCHA.
2.Briciiie  MEHEIDKEphI HAIPaBISIIOT W KOHTPOJIUPYIOT  OOIIMYIO JIEATEIILHOCTH
OpraHM3allii, OHH OIPEHCISIIOT CTPATETHi0 U OCHOBHYIO ITOJIUTHUKY (PUPMBI.
3.BriciiimmMu MEHEKEpaMu OpraHu3alliuy SIBIISTFOTCS (are) mpe3naeHT, BUIle-TIPE3UICHT,
TJIaBHBIA UCTIOJHUTEJIBHBIN TUPEKTOP U YIEHBI COBETA IUPEKTOPOB (IIPABJICHUS).
4.MeHeKep CpeaHEro 3BeHa peaqn3yeT (OCYIIECTBISIET) CTPATETHIO U OCHOBHYO no-
JINTUKY, CITYCKaCcMBbIC C BCPXHETO YPOBHA OpraHU3allvuu.

5.CpeaHuMH MEHEKEpaMy OpraHu3aluU SIBISTIOTCS PYKOBOJIUTEIb MTOIpa3AeJICHUS,
HaYaJJbHUK OTACIa, JUPCKTOP 3aBOJla U JUPCKTOP MMPOU3BOACTBA.

6.MeHemxep MepBOro 3B€Ha CICAUT 3a JICSITEIbHOCTHIO HEYIPABICHUYECKUX CITYKaIUuX
U KOOpAUHUPYET €€.

7.MenemxepaMu NOEPBOIO  3BEHA SBJISIIOTCS HWHCIOEKTOP, MAacTep, pyKOBOIMUTEID
oTAena, pyKOBOAUTEND IIPOEKTA.

8.MeHepkepsl MEpBOro 3BEHa padoTaloT ¢ HEYNPaBJICHUYECKUMU paOOTHHUKAMU U
peIarOT MOBCCIHCBHBIC HpO6JICMI>I.

9.HeynpasneHdyeckrue pabOTHHUKH MPEACTABISIOT OCHOBHYIO pabOvyl0 CHJIy OpraHU3a-
OHuu.
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10.CambiMu OOBIYHBIMU cepaMH yIIpaBJICHUs SIBISIIOTCS (PUHAHCHI, TIPOU3BOJICTBEH-

HbIC oIieparluH, MapKEeTHHT, JIFOJICKUE pecypchl u
aJIMIHHUCTPUPOBAHUE.

11.3aBenyromuit (unancamu (finance manager) npexae BCETO
OTBeYaeT 3a (PMHAHCOBBIE PECYPChl OPraHU3AINH,

12 TpaguumoHHO JIUPEKTOP MPOU3BOJICTBA (operations manager)
accoruupyetcs (is equated) ¢ Mpou3BOACTBOM TOBApOB.

13.0xnHako B IOCJIEJHUE roJibl yIIpaBJIE€HUE IIPOU3BOJICTBOM
OTHOCHUTCS K TPON3BOJICTBY TOBAPOB U YCIIYT.

14. YupaBastommi MapKETUHTOM (marketing manager) OTBETCTBEHECH

3a OOMEH TPOAYKIHEH MEXJAy OpraHu3ammed U €€  IMOCTOSHHBIMHU
MoKyTaTeassMu (CUStOMErs) uim KJIneHTaMU.

15.YopaBastomuii JTFOACKUMH pecypcamu 3aHUMAaCTCS (charges in)
HaliMOM, OOyUY€HHUEM U OLICHKOH JIesITEIbHOCTH PAOOTHUKOB.
16.AnMuUHHCTpaTUBHBIN PYKOBOJIUTEIH OCYIIECTBIISIET oomiee

aIMUHUCTPAaTUBHOE PYKOBOJACTBO ©W OH HE CBs3aH C KakKou-1ubo
KOHKPETHOU (QyHKIIMOHAJILHOU C(epoii.
4. 3anmoauure HDO6€HBI IoAXOAAIIINM CJIOBOM MJIM CJIJOBOCOYCTAHUECM.

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

managers.
SATOp MANAger ..o and ...............eeevveeeenn ... the overall functions of
the organization.
4Top managers also ... the firm's strategy and define its ma-
o :
5. A middle manager ................. the strategy and major polices handed down from the
top level of the organization.
6.Middle managers..........ccccceeevrrrennnnn. tactical plans, policies, and standard operat-
ing procedures.
7. They also coordinate and supervise the.........i. of first-line
managers.
8. A first-line manager is a manager Who .........cccceevevveieiveniennn, and supervises the
activities of operating employees.
9. First-line managers spend most of their time working with .................. answering
qguestions, and . . day-to-day problems.
1. Operatlng employees 2 (= SR and non-qualified persons
working for the organization, they represent the work force of the organiza-
tion.

Tema 3: Organizational structures

1. JlomoIHUTE NPEAJIOKEHHS CIIOBAMU M3 aKTUBHOTO BOKaGVJISIDaI

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

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

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

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

7.The theory of job enrichment states that ...
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8.Management by objectives means ...
2. ITncbMEHHO NPOKOMMEHTUPYHITE CIEAVIONINE YIBEPKICHUS:

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 organiza-
tion.

5.Local managers often conflict with senior management as they see their authority being under-
mined.

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

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

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

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

10.Some levels of management are not necessary.

3. ITpounTaiTe TEKCT M NUCHhbMEHHO OTBETHTE HA BOIPOCHI:

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

3. Which motivating factors are mentioned in the article?

MOTIVATING HIGH-CALIBRE STAFF
By Michael Douglas

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

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.
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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 avail-
able 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 sup-
port. 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 organiza-
tion they work for regards them as special. If they find that it is not interested in them as people
but only as high-performing commaodities, it will hardly be surprising if their loyalty is minimal.
On the other hand, if an organization does invest in its people, it is much more likely
to win loyalty from them and to create a community of talent and high performance that will worry
competitors.

Tema 4: Management

1. OTBEeTHTE NUCHEMEHHO HA CIEAVIOIINE BOMIPOCHL:

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

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

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

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

Being friendly and sociable

Being able to communicate with people

Being logical, rational, analytical

Being able to motivate, inspire and lead people

Being authoritative: able to give orders

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

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, diplo-

matic...)

4. Which of these qualities can be acquired? Which must you be born with?

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

(a—j):

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

company, especially dealing with customers,

rather than with other activities

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

goods or providing services, and who works most

closely with ordinary employees

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

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

types of investments, who tries to balance

the risks and profits of each in relation to the rest

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

group of clients, especially in a bank

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

or floor in a large store

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

of investment for a financial institution or its clients

Brecute cBOM OTBETHI B TAOIUITY.

[1]2]3]4]5]6]7]8]9]10]

3. IIpounTaiiTe M YCTHO IIEPEBEANTE HA PYCCKUH A3BIK BECh TEKCT. HallmnuTe B TEKCTE Clie-
JYIOIIME CII0Ba U BhIpakeHUsl. BHecHTe CBOM OTBETHI B TAOJIUILY:

IPONU3BOAUTC]IIb
OBITh OTBETCTBECHHBIM 34

JIOJDKHOCTD
BBIITYCKHHUK

CTHJIb PYKOBOJICTBA
CaMOCTOSITEJIbBHOCTh

OTBECTCTBCHHOCTH
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 Pega-
sus 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 re-
gion. 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 Peg-
asus 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.
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C.C. and his team in Southeast Asia were considered very successful by top management back at
corporate headquarters. As a result, C.C. earned an unusual degree of autonomy for his group.
C.C. oversaw the manufacturing operations in the region (which employed over 1,000 people) and

was primarily responsible for the marketing of products that were manufactured in the region.

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

created in the Los Angeles office.

4. Tpocaymaitte Teker «A University Degree»

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

|. BoiOepuTe npaBu/IbHBIN BADHAHT 0TBeTa. BHecuTe cBOM O0TBeThI B Ta0/IMIy.
1. What will happen if the woman doesn't pay her tuition by the due date?

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

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

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

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

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

B. for a school

I

© C.inanational park

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

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

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

“ A already has a part-time job at schoo
© B.hasearned a scholarship for the first year
" C.isinvolved in a serious relationship

|1 [ 2 13 1 4 E

Tema 5: Leadership

1. OTBETETE NIUCEMEHHO HA CJIEIYIONNE BOOPOCHL:

1.How do we choose a job?
2.What factors affect our choice?
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3.What functions does our job perform in our lives?

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

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

7.When can people explore their abilities?

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

9.Have you had any part-time jobs?

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

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

14.What are you good at?

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

17.When did you make your choice?

18.Has anybody influenced your choice?

19.Why do you want to become an economist?

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

21.What subjects are you interested in?

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

24 What professions will have good job opportunities in future?

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?

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

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

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

2.3anoJIHATE CICAVIONINE IPEAI0KCHUS CIOBaMH 13 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.Thereisnopointin .................cceevneenn....... Objectives if you don’t ..ol
them to your staff.
4.Managers have to . ceerireereeneeneae e ... their subordinates, and to measure, and try to

improve, their .........coovvvii i,

5.Managers have to check whether objectlves and targetsare being ..o,
6.A top manager whose performance is unsatisfactory can be dismissed by the company S
7.Top managers are responSIbIe forthe .......oooi i, that will allow a company
to adapt to a changing world.

3. HCDCBCI[I/ITC TEKCT, UCITOJIB3YS CJICAYIOIUE CJIOBOCOYECTAHUSA U d)DaSI)IZ

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
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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? OIHU MOJararT, YTO XOPOIIUH MEHEKEP — ATO CTPATET, IPYyTHE
CUUTAIOT, YTO XOPOILIMA MEHEKEp — ITO YEJOBEK, CIOCOOHBII MBICIUTh KpeaTHBHO (@ creative
thinker with lots of...), umeromuii MHOKeCTBO HHHOBAIMOHHBIX M/I€H, TPETHU TyMAIOT, 4TO XO-
polunii MEHEIKEP — TO JUIEP, CIOCOOHBIN BJOXHOBJISITH H BeCcTH 3a co0oii. HaBepHoe, xopo-
U MEHEDKEP 9TO M MBICIHMTENb, U JUJEP, U CTpaTer, U HacTaBHUK (& mentor). Hekoropsie
HABBIKM MOKHO PHOOPECTH, HO €CTh Ka4eCTBA, ¢ KOTOPbIMHU HYKHO POAUTHLCS, YTOOBI CTaTh
XOPOIIMM MEHEKEPOM. XOPOIIHii MeHeKep xapu3MaTtuueH (charismatic), quaamugen (driven),
OH BIOXHOBJISIET, MOTHBHPYET, MOOLIPSIET, OH ONITUMHKCT, OH yBJICUEH CBOEH paboToii to be en-
gaged by what he does), on r00uT IMI0/ICH, Tak Kak pabora MeHepKepa U coctouT B ToM (being a
manager means...) 4To0bl yIpaBiIsATh JIOAbMU.

Menemxep onpenessieT CTPATErui0, CTABUT LeJH U 3aa4d. XOPOILIUA MEHEKEP BCEraa cra-
BUT BBINNOJIHUMBIC LI€JIM U 3aJJaYH. MCHC,Z[)Kep BCCrga BUAUT HACTOAILECC, HO XOpOIJ_II/Iﬁ MCHC-
JKEP, CTABSI KPATKOCPOYHbIE 11eJIM, BCETJIa OPUCHTUPOBAH Ha OyayIee, Ha MEePCIeKTHRY. XO-
pOH_II/Iﬁ MCEHC/KED YE€TKO BUAUT, B KAKOM HAaNIPpaBJCHUH ABUKETCH KOMIIAaHUA.

MeHemkep TOBOAMT LM W 32a4M 10 CBeleHHs] MOAYMHEHHBIX, XOPOIIU MEHEIHKEP YeTKO
(opmynupys 3apaum, 0OBICHSET, MIOYEMY OH CTABUT 3TH 3aa4M.

Menemxep opraausyeTr pabouuii mporecc, onpeaensas Kakyto padboTy ¥ KTO U3 NMOJYMHCHHBIX €€
BBITIOJIHSICT. XOPOIINi MEHEKEp He MPOCTO pactpeaesser poiu (1o assign roles and responsibil-
ities), Ho 3HaeT, KTo Ha uTo crocoden (What each employee is capable of). Kto-to xoporio pa6o-
TaeT B aBpaiibHOM pexxkume (t0 work under pressure of deadlines), kto-To xopoiio BeimonaseT ( to
be good at...) ananurrueckyro paboty. XopoInii MEHEIKEP BHANT MOTEHIIHA KaKI0T0 COTPY/I-
HUKA, ¥ TIOHUMAET, KaKyto paboTy OH BBIIOJIHHT JIydllle, IPOAyKTHBHEE.

MeHemkep CTaBUT 3a/1a494, U CJIEUT 32 MX BbINOJHEHUEM. XOPOILIU MEHEIHKEP BAOXHOBJISAET
U MOTHBHMPYET NOTYMHEHHBIX, TOOMIPSS BHIMOJHUTH PA0OTy KaK MOXKHO JIydllle, BLITACKHBast
U3 KaKI0r0 COTPYAHUKA MAKCUMYM TOI'0, HO YTO OH CIOCOOEH.

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

4. ITpounTaiiTe TEKCT O JIUJIEPCKUX KAUYE€CTBAX U BHIOJIHUTE 3aIaHUS [TOCIIE TECTa:

Leadership is needed at all levels in an organization. It is likely, however, that the leader-
ship 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 be-
yond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of Psychol-
ogy 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.
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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 subor-
dinates. 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 ef-
fective 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 fac-
tor 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 assis-
tants 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 profita-
bility.

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

Understanding the main points:

1. Complete the following sentences:

1. According to Fiedler the most important aim of a task-motivated leader is ...........

2. On the other hand, a relationship-motivated leader’s main concern is ...

3. Fiedler does not think that one style of leadership is necessarily better than the other because
2. The authors of The Winning Streak have identified the main characteristics of the leadership
styles of effective company chairmen and chief executives.

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

3. Add three others you find essential:



1.

2.

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

1. BcraBbTe c10Ba M3 TAOIHIIEI B OPCAITOKCHUSA 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

or7 . Outside specialists called 8

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

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

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

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

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

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

2. OTBETHTE YCTHO HAa THIHYHEIC BOIIPOCKI CO6CCCI[OB3HI/I$I IIpH IIpUEMEC 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?

Self Knowledge
Tell about yourself.
What are your strengths?
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What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

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

Do you have trouble delegating?

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

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

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

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

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

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

Health

How good are you at coping with stress and strain?

Can you work long hours without collapsing in a heap?

What hours are you available for work?

Would you do overtime work if necessary?

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

Dealing with other people

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

Are you good at taking advice from others?

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

Knowledge of Company

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

Educational History

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

What options were available and how did you choose?

What made you study foreign languages?

What did you gain personally from your stays abroad?

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

Interests/Activities

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

What are your hobbies?
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3. PacckakUTE 0 KaHJAUJIATE Ha JOKHOCTD, OIMPAsACh Ha €ro pe3foMe:

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

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

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

Distinctions & Awards:

July-August London School of Economics Summer School Program

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

March 2013 IELTS certificate (Overall score 7.0)

July-August London School of Economics Summer School Program

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

April 2011 German Language Diploma of the Education Ministers Conference

Level C1, Diploma

Work experience:
June-September  Ernst & Young
2014 Intern to Advisory (Performance Improvement Group — Strategy and Operations —
Lean):
— worked on project for large Russian retailer;
— worked directly with the client to understand the needs of his/her business
area;

— managed field data: collection and analysis;
— developed policies and procedures to sustain results;
— developed algorithm for optimization model,;
— calculated cost efficiency of certain business process improvements;
— worked on optimizing certain business processes.

Additional skills:
Language skills:
— English - fluent/native;
— French - Basic;
— German - Basic.
Software skills:
— Microsoft Office (Word, Excel, Power Point, Access, Visio, Project);
— Minitab;
— Nielsen Answers;
— interested in IT and innovative technologies (would like to develop analytical skills
further within different IT frameworks).
Analytical skills:
— analytical mindset;
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— strong analytical skills (willing to develop them further);
— open to innovation in analysis.

Leadership and management:

— possess great time-management skill;
— high level of self motivation and ability to motivate others;
— willing to develop leadership and management skills further.

Communication skills:

— excellent interpersonal skills (multicultural openness);
— great team player (can work in a team/group);

— great communication skills (oral and written);

— great listening skills;

— easy-going person;

— presentation skills.

References are available upon request

Tema 7: Marketing

1. IlepeBeauTe CaeayIOMNE OPSAIOKEHMS, MCIIOIb3YS aKTUBHEINM CI0Baph IO TEME:

1.

3.

4.

Kowmmnanus ABC pemmmnia BeIMTH Ha BBICITUN YPOBEHb PBIHKA U BBITYCTUTH HOBBIE TOMO-
BbIC TyXd. YTOOBI YAOBICTBOPUTE HYKJIBI M JKEJIaHUS MMOTpeOUTeIel U IPHUBIICYb 1ejie-
BYIO ayJIMTOPHUIO, MAPKETOJIOTH UCCIIEI0BAIIA PHIHOK U TOTOBBI CO3/1aTh KOHIETIIIUIO HO-
BOro npoaykTa. KoMmmanus npeicTaBuT NpoAyKT Ha PEIHOK B ABTYCTE M COOMpaeTCs
MPOABUTATH MPOAYKT HA PBIHKE, UCIOJIb3Ys «3BE3» B PEKIaME.

Ham HeoOX0auMO UCIOJIL30BATh CBOE KOHKYPEHTHOE IPEUMYIIISCTBO 1 UCKATh HOBLIE
BO3MOKHOCTH PBIHKA, €CJIIM MBI XOTHM YTOOBI HAIlla KOMIIAHHAS OCTaBajdach KOMIAHUEN
No2 Ha phIHKE.

Ecan xoMmanus BEINYCKAET HOBBIM MPOAYKT HA PBIHOK, TO Yallle BCEro KOMIIaHUS Ha3Ha-
YaeT PhIHOYHYIO IIeHY. Eciiu KoMnaHus BBITyCKaeT TOMOBBIN MPOIYKT, TO OHA Ha3HAYaeT
IICHY BBIIIE PEIHOYHOM.

YToOBI 10CTHYH CBOMX 1IEJEH M IPHUBJICYD LIEJIEBYIO aYANTOPUIO, KOMIIAHUS COOUPAETCS
M3MEHNTH KaHAJIbI COBITA IPOAYKIIHMH.

2. BeiOepure IpaBUIbHBIN BADUAHT OTBETA!

1

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

i
i
i
2

The marketing mix
Price

Product

What is the most important element of the marketing mix?

i
i

Price
Product

No single element is the most important

3

What does the overall marketing mix of a firm determine?

i

Marketing strategy
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O Marketing objective

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

Businesses and customers
e

i

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

i
i

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

Just customers

Just businesses

Price
Profit

Promotion

In supermarkets

In designer stores
-

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

On market stalls

If costs change

If customer needs change
.

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

r

If management changes

Has its own marketing mix
Has no marketing mix

Has no promotional mix

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

By cutting price
O By increasing promotion
By using supermarkets for distribution
\l/\?Hat does the overall marketing mix create?
© Customer needs
Business objectives

“ A unique selling point for a product

3. OTBeTHTE MUCHEMEHHO Ha CIEAVIONINE BOIPOCHI:
1. What is marketing?
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. What is marketing mix?

. 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?

OCOoO~NO O WN

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

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

. What pricing factors should a co taking into account before setting a price?
. What pricing strategies can a co use? (penetration pricing, skimming pricing, competition

1. The four main elements of marketing are popularly known as:
a. the movement of goods and services
b. the four P's ¢ the four M's
d. buying, selling, market research, and storage
2. The product element refers to:
a. the four P's
b. testing of a product to insure quality
c the good or service that a company wants to sell
d. getting the product to the customer
3. Most companies price:
a. with the market
b. below the market
¢ beyond the market
d. above the market
4. A common channel of distribution is:
a. wholesaler - retailer - manufacturer - customer
b. manufacturer - retailer - wholesaler - customer
c retailer - manufacturer -wholesaler — customer
d. manufacturer — wholesaler - retailer - customer
5. The two major forms of promotion are:
a. radio and television
b. personal selling and advertising
c personal selling and newspapers
d. selling advertisements
Tema 8: Promotion

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

vital insure retailer prices placement
charge wholesaler price leader take place  channel of distribution
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The most common is manufacturer — wholesaler con-
sumer. Distribution can, however, through slightly modified channels. For
example, products are sometimes sold directly by the or the

manufacturer, rather than by the retailer. Generally, wholesalers
lower than retailers and sell in larger quantities. Together, these channels of
distribution play a role in the element of marketing.

2. OTBeThTE MUCbMEHHO Ha CASAYIOIINE BOIPOCHI:

What are the 4 promotional tools?

What are the advantages and disadvantages of advertising?

What are the advantages and disadvantages of publicity?

What are the advantages and disadvantages of personal sellings?

What are the advantages and disadvantages of sales promotions?

What types of advertising do you know?

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

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

What is publicity? What are the advantages of it?

. IIpounTaiiTe TEKCT M HAIUIIUTE €ro KPaTKOe M3JI0KEHHUE:

New products flood the market daily. You can’t help but turn on late-night TV and be confronted

by one infomercial after another as you click through the channels.

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

Millions of dollars are spent yearly developing and launching new products. But did you know

that only one in 10 will prove successful? And even fewer will enjoy a long shelf life.

That’s the cold reality. But you can greatly enhance your chances for business success if your

“new and improved” product shares a series of 10 important qualities.

I’ve helped launch more than 500 products, but I too have suffered a few clunkers along the way.

Here is the proven checklist that I’ve developed during my 30 years as an entrepreneur and in-

vestor.

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 poten-
tial problem — consumers aren’t as likely to buy it.

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

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

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

7. lIs it multifunctional? Think like your competitor. If you come out with a product
that has just one function, your competitor can steal your thunder — and your sales —
with a similar product that offers more functions.

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

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

10. Can you answer the questions the viewer is thinking? You must be prepared for any
and all questions that could arise over your product. Put yourself in the shoes of con-
sumers, 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 ap-
proach 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 suc-
Cess.

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

Tema 9: International Trade

1. CooTHECHUTE CII0BA U BBIPAKEHUS U3 TA0JIUIBI C UX ONPEACICHUSIMI HUXKE:

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

1.Trade in goods

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

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

4.The difference between what a country receives and pays for its exports and imports of goods

5.The difference between a country’s total earnings from exports and its total expenditure on im-

ports

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

trade

7.A positive balance of trade or payments

8.A negative balance of trade or payments

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

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

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

3. OTBETHTE MUCEMEHHO HA CJIEIYIONINE BOOPOCHL:

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

4. Cka)xuTte, BEpHEI JIM JaHHEIE VTBepkacHus. McnpaBbTe HEKOPPEKTHEIE:

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

2.There are three types of exporting.

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

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

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

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

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

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

C. that the WTO violates environmental and labor laws

D. which meets about 12 times a year

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

F. which are not independent but control their own economies

G. that intends to supervise and liberalize international trade

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

AN OVERVIEW OF THE WORLD TRADE ORGANIZATION

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

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

To improve and replace GATT, the World Trade Organization was founded on January 1,
1995. Today, the World Trade Organization has 153 members. Members do not have to be inde-
pendent countries. The European Union, Hong Kong, Taiwan, and Macau,
5 . When countries apply to be members, their politi-
cal, economic, and trade circumstances are studied. China became a WTO member in 2001 after
fifteen years of negotiations. Thirty countries are "observers" of the WTO. Approximately fifteen
countries, including North Korea, Turkmenistan, and Somalia, have no relation with the WTO.
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The World Trade Organization reviews national trade policies and encourages countries
and companies to reduce or eliminate barriers to trade. These barriers include tariffs, customs
taxes, export subsidies, import bans, and quotas. The WTO has been very successful in lowering
tariffs, especially in textiles. The WTO works in four main areas: manufactured goods, agricultural
products, services such as banking and telecommunications, and intellectual property such as pa-
tents and movies. In order to protect human rights, product and food safety, and natural resources,
the WTO sometimes concedes and maintains trade barriers.

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

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

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

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

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

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

7.2 OneHOYHbIC MATEPHAJIBI VISl IPOBeICHUs MPOMEKYTOYHOM aTTeCTAMHI

7.2.1. IlepevyeHb KOMIIETEHIIHI ¢ YKa3aHHEM 3TAaNoOB UX (pOPMUPOBAHUS B MpoLecce 0CBOe-
HHS 00pa30BaTeIbLHOI NPOrPaMMbI

Otanbl GOPMHUPOBAHUSI KOMIIETEHIIMH B TIPOIIECCE OCBOCHHUS 0Opa30BaTENbHOW TIPO-
IpaMMBbl ONPEIEIIAIOTCS MOPSIIKOM W3YUYEHUS TUCIHUILIMH B COOTBETCTBUH C pabOYMM y4eOHBIM
IUTAHOM U MPECTaBIIEHBI B TaONIHULIE:

Kon
_ Jransl popmu-
Kkomie Conep:xanue bop JucumMninabl, popMHPYIO-
TeHIMH POBaHUS KOM-
KOMIIeTEeHIIUH ere e KOMIeTeHU o (KoMIle-
- N neTeHUNHU
(romme (KoMIeTeH1mii) . TeHIMH)
TeHumii) (koMIeTeHI[H i)
1 HHocTpaHHBIN A3BIK
(aHTTIUHCKUIN)
2 Pycckuii sI3bIk B KyJIbTypa
peun
3 AHIIIMICKHM SI3BIK KaK SI3BIK
MEXTyHAPOJIHOTO OOIICHHUS
AHTJIMHCKHUI A3BIK JJIS PO-
4 (deccuoHanbHOTO 06IIEHNS /
JlenoBasg KOMMyHHKaLMS Ha
CIIOCOOHOCTh K KOMMYHHUKAIIUH AQHTTTUHCKOM SI3bIKE
B YCTHOW M MUCHbMEHHOM (op-
OK-4 JONOJHUTENb- | DaKyJbTaTUB IS U3YYaIOIINUX
Max Ha PyCCKOM M MHOCTpaH- . ’ ..
HBIH (pakynbTa- | WHOCTPAHHBIN (AaHTIUHCKUIA)
HOM S3bIKax JJIsl peleHus 3a-
THUB) SI3BIK C HYJIA
J1a4 MEXKJIMYHOCTHOTO U MEX-
KyJIBTYPHOTO B3aHMO/ICHCTBHS JIOTIOJTHUTEIb- JlenoBasg KOMMyHHKaLHS Ha
HBIH ((pakynabTa- | aHTIMKUCKOM sI3bIKE (TIPOJIBU-
THB) HYTBIA YpOBEHB I)
JIOTIOTHUTEITh- JlenoBasi KOMMYHHKAITUS HA
HBIA (pakyabpTa- | AHIJIMHCKOM sI3bIKE (ITPOIBH-
THUB) HYTBIH ypoBeHb |)
l'ocynapcrBeHHast uToroBas
. | arrectanus (3amuTa BBITYCK-
3aBepliaronun N N
HOM KBaM(PUKAITMOHHO pa-
0O0THI)
1 OpranuzalilnoOHHOE IOBEEHUE
BJIQ/IETh PA3IMYHBIMH CIIOCO-
NK-2 | avu - 151
pazpenieHus KOHMINKT 5 H(opMaIMOHHBIE TEXHOJIO-
HBIX CUTYalluil Ipu IPOEKTHUPO- MU B MEHEDKMEHTE
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Kon
KOMIIe-
TeHIIUHN
(komme-

TeHIUil)

Conep:xanue
KOMIIETEeHI[MH
(koMIeTeHI[H i)

Jransl popmMu-
POBaHMsI KOM-
neTeHI U
(koMIeTeHIn i)

JAucuunimnabl, popMupyo-
e KoMneTeHuo (Kkomie-
TEeHIUH)

BaHUH MEKIIMYHOCTHBIX, TPYTI-
MOBBIX U OPTaHU3AI[HOHHBIX
KOMMYHUKAaIMd Ha OCHOBE CO-
BPEMEHHBIX TEXHOJIOTHH YII-
paBIeHUA IEPCOHATIOM, B TOM
YHUCIIE B MEXKKYJIBTYPHOU Cpee

YueOHas mpakTHKa 10 MOJTy-
YCHUIO TIEPBUYHBIX MTPpOodeccu-
OHAJIbHBIX YMEHUI U HABBIKOB

AHTJIMHCKHUI A3BIK 1JIS TPO-
(deccuoHanbHOTO 06IIEHNS /
JlenoBasg KOMMyHHKaLHS Ha
AHTJIMMCKOM SI3BIKE

JOMOJTHUTENb-
HBIH ((hakynbTa-
THUB)

daxynbTaTUB AJI U3YHAIOIINUX
WHOCTPAHHBIN (AaHTJIUHACKUI)
SI3BIK C HYJIS

JOTIOJTHUTEIh-
HBIH ((pakybTa-
THB)

[TpakTHKyM 1O TICUXOJIOTHH
JIEJI0BOT0 OOIIEHUS

JOTIOJTHUTEb-
HBIH ((akynbTa-
THUB)

JlenoBasg KOMMyHHKaLHS Ha
AHTTTUHCKOM SI3bIKE (IIPOJIBU-
HYTBIN YpOBEHb )

JOTIOJTHUTEIh-
HBIH ((pakyabTa-
THB)

JlenoBasi KOMMYHHUKAIIHS HA
AHTJIHICKOM sI3bIKE (TIPOJIBH-
HYTHIH ypoBeHb 1)

3aBepIuaronui

l'ocynapcrBenHas utoropas
aTTecranus (3anuTa BhITYCK-
HOU KBaJM(PHUKAIIMOHHOH pa-
00THI)

7.2.2 Tloka3aTe/iu OlleHMBAHUS TJIAHUPYEMBbIX pe3yJIbTaTOB 00y4YeHHs HA pa3-
JIMYHBIX 3Tanax GopMHUPOBAHUA KOMIIETEHIHI

ILtanupyemsle pe-
3yJbTAThI 00y4YeHUs

YPpoBHM U KpUTEPHHU NOCTHKEHHUA Pe3yIbTaTOB 00y4eHUs!

o TUCHUILJIUHE HA He nocturnyr Ba3oBblid IToBbIIIEH- Bruicoknii
ONnpeaeIeHHOM 3Tamne | 0a30BbIH ypo- HBIN
¢popmupoBanus KOM- BCHb
neTeHI
OK-4 (yeTBepThlIii 3TAI)
3uHath (4) — rpamma- He 3naer 3naer Ha 6a30- | 3Haer Hamo- | JleMoHCTpHUpyeT
THUYECKUE MPABUIIA, BOM YPOBHE, BBIIIICHHOM IyOOKHe, T0JI-
(OpMBI 1 KOHCTPYK- MIPU YCTHBIX U YpOBHE, NpHU HbIC 3HAHUS
IIUH, AHTIIOSI3BITHEIC IMMCHbMEHHBIX YCTHBIX U
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ILtanupyemsle pe-
3yJbTAThI 00y4YeHUs

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

10 JTMCIHUIINHE HA He nocTurnyr Bba3zoBslii IToBpINIIEH- Bricoxknii
omnpe/ieJICHHOM 3Tane | §a30Bblii ypo- HBIH
¢popmupoBanus KoM- BCHb
neTeHUHHU
pedeBbIe CTPYKTYPHI U OTBETax WU MUChMEHHBIX
JIEJIOBYIO TEPMUHOJIO- BBITIOJTHEHUH T€- | OTBETaX WIIU
THI0, HEOOXOIUMBIE CTOB, JIOMTYCKAET | BBHIMIOJHEHUU
JUTA OCYIIECTBIICHUS ot 30 1o 50% TECTOB, JIOIYC-
npodeccrnoHaIbHOTO OIIMOOK. kaer ot 10
o01IeHust 11030% ormm-
OOK.

YwMmetb (4) — noruuno, | He ymeer [Tonumaer oc- YmMeer B cooT- | YMeeT B cOOT-
apryMEHTHPOBAHO U HOBHOE COJIEp- | BETCTBHUH C OC- | BETCTBUU CO
KOPPEKTHO MOJTrOTO- ’KaHHe TeKCTOB, | HOBHBIMH Tpe- | BceMH TpeboBa-
BUTbH YCTHBIE H MUCh- HO BO3HHKAIOT OoBaHUSAMU HUSMU
MEHHBIE BBICKA3bIBAaHUS 3aTpyIHEHUs
Ha MTHOCTPAHHOM SI3bIKE pu GopmyIu-
B IpoeccnoHaIbHOM POBKE BOIIPOCOB
0o0IIeHnn JUTS HAadasa Iua-

yora, ecthb o-

HETUYECKHE,

rpaMMaTuye-

CKHE W/WJH JIeK-

CHYECKHe

OIIUOKHU
Bnanets (4) — HaBBI- He Brnaneer Hemouctpupyet | JleMoHCTpH- JleMoHCTpUpYyET
KaMH HCIIOJIb30BAHHUS JaCTUYHOE BlIa- | PyeT BIAJICHUE | YBEPEHHOE BIla-
MOHOJIOTHYECKOU U JIeHHe C HEOOJIPIIIUMHU | IEHUE
JUAJIOTUYECKON YCTHOU [IOrPELIHO-
Y TUCbMEHHOU peuu B CTSIMU
cUTyanusx npogeccuo-
HaJILHOT'O B3aUMOJIEN-
CTBUS

I1K-2 (4eTBepTHIii ITAN)

3Hath (4) — crocoOsI He 3naer 3nHaer ciocoObl | 3HaeT Hamo- | JleMoHCTpupyeT

paspenieHus KoH-
(IUKTHBIX CUTYyaluH,
OCHOBBI IIPOEKTHPOBA-
HUH MEKINYHOCTHBIX,
TPYIIOBBIX U OpPTaHH-
3aI[IOHHBIX KOMMYHH-
Kaluu

paspenieHus
KOH(JINKTHBIX
CUTYyallHi, Oc-
HOBBI IPOEKTH-
POBaHUS MEXK-
JIMYHOCTHBIX,
TPYIIIOBBIX U
OpraHu3aIoH-
HBIX KOMMYHH-
Kauui, 10myc-
kaet ot 30 o
50% ommnoboK.

BBIIIEHHOM
YpOBHE, TIpU
YCTHBIX H
MMUCbMEHHBIX
OTBETaX MJIN
BBIIIOJTHEHHHU
TECTOB, JIOIyC-
kaet oT 10 o
30% ommuooK.

IyOOKHe, T0JI-
HBIC 3HAHUA
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ILtanupyemsle pe-
3yJbTAThI 00y4YeHUs
10 JMCHHUIIHHE HA
onpeieJIeHHOM JTare

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

He nocTurnyr
0a30Bblii ypo-

Bba3zoBslii

IToBpINIIEH-
HBII

Bricoxknii

¢popmupoBanus KoM- BeHb
neTeHI U
Ymers (4) — ucnions3o- | He ymeer YMeeT, HO BO3- | YMEET B COOT- | YMEET B COOT-
BaTh CIIOCOOBI pa3pe- HUKAIOT 3aTPyl- | BETCTBHHU C OC- | BETCTBUU CO
1IeHHS KOHDIMKTHBIX HEHHHU NIPU UC- | HOBHBIMHU Tpe- | BCEMH TpeOoBa-
CHTYaIHii, IPOSKTHPO- MI0JIb30BAaTh O0BaHUAMU HUSIMU
BaTh MEKIMYHOCTHBIE, c110c000B pazpe-
IPYIIIOBBIE U OPraHu- LICHMS KOH-
(IUKTHBIX CH-
3allMOHHBIE KOMMYHH- .
Tyaluu, MpoeK-
Kaluu
THPOBAHUU
MEXJIUYHOCT-
HBIX, TPYIIIO-
BBIX M OPTaHU3a-
LIUOHHBIX KOM-
MYHHKAIHI
Brnaners (4) — crioco- He Brnageer Hemoncrpupyer | JleMOHCTpHU- JleMoHCTpHUpYyET

6aMu pa3peneHust KOH-
(IMKTHBIX CUTYyaluH,
OCHOBAaMH MPOEKTHPO-

YaCTHUYHOC BJIa-
JACHUC

pYeT BIajieHue
C HEOOIBIIUMHA
MOTPEITHO-

YBEpEHHOE BJIa-
JCHUE

BaHUU MEXKJINYHOCT- CTAMU

HBIX, TPYIIIIOBBIX U Op-
raHU3alIMOHHBIX KOM-
MYHHKALHI

7.3. TunoBble 3aJaHUA M (M) MATEPHAJIBI 1J15 OLCHKH 3HAHM I, YMEHHMI U HABBIKOB M
(W1K) oNBITA 1EATEJILHOCTH, XaPaKTEePU3YIIIHUX 3TANbl (()OPMHUPOBAHUA KOMIIETEH Ui
7.3.1. TunoBble 3aJaHNs U (MJIH) MATEPHUAJIBI /ISl OLEHKHU 3HAHM 1JI151 KOMIIeTEHIMHU

TUIIOBBIE 3AJIAHUSA JUUIS IIPOBEPKM COOPMUPOBAHHOCTU 3HAHMU JIJI OK-4
3aganmue 1.
[epeBeauTe TpeaToKEHNS, UCTIONB3Ys JIEKCHKY 110 TeMe Forms of business organization:
1. 5 ner Ha3an nBa apyra pemwid Hayatb cBo€ neno. OHM B3siM ccyay B OaHKe, MOTYYHIN JIH-
LICH3UIO M OCHOBAIM KOMIAHMIO Takcu. DTo Obulo mapTHEpcTBO. C caMoro Hayajga BCE HLIO
[JIAJIKO, HO Yepe3 HEKOTOpOe BpeMs YBEIWYCHHbIH 00bEM mepeBo3ok (transportation) sacraBun
NapTHEPOB U3MEHUTD CTATyC KOMIIAHUU.

2. Kommnanus Ipoxrep su1 '5M01 cTpouTcs Mo npoaykry. Bo BHUMaHUU KaXJI0TO OT/IeNIa HaX0-
JUTCS OJIUH U3 MPOJYKTOB KOMIIAHUM U CHOCOOBI €ro yIy4llIeHHs. JTa CTPYKTypa MO3BOJISET py-
KOBOJUTENSIM OT/I€JIOB PEarupoBaTh Ha JII0OOH BBI30B Ha PHIHKE, 3IalITUPOBATHCS K M3MEHEHHSIM
HNOKYNATEeIbCKUX HYXJ U OAJIEPKUBATh KOHKYPEHTOCIIOCOOHOCTh KOMIAHUH.

3.,}1.]151 TOTO, YTOOBI BJAOXHYTH B KOMITAHHWIO HOBVYIO )KM3Hb, OHA ObLIa HCOAABHO PECTPYKTYPHU3HUPO-
BaHa. PYKOBOI[CTBO YBOJWJIO TEX CIYXKaNIUX, KOTOPLIC COMPOTHUBJIAINCE IMMEPEMEHAM. MI/ICTepa
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bneiika BBenu B CoBeT aupekTopoB. OH 3ailMEr MecTo Muctepa ['puHa, KOTOpBIN paHblile M0JIO0-
ZKCHHOI'O CPOKa YXOAUT HAa IICHCHUIO. On GYI[GT HaXOJAUTHCA B IIPAMOM INOAYMHCHUU Y UCIIOJIHU-
TEIBHOTO JUPEKTOPAa U OTBEYATH 3a BCE MPOJaKH KOMITaHUU.

3aganue 2.
HanwuinTe aHaIOTH TaHHBIX JEIOBBIX TEPMUHOB Ha aHTJIMHCKOM si3bike 0 Teme Forms of busi-
ness organization:

IOPUINYECKOE JIUIIO —
COOCTBEHHOCTD, MOJIEJICHHAS Ha aKLIUU —
HECTH OTPAaHUYCHHYIO OTBETCTBEHHOCTD -
OBITh HA3HAYEHHBIM aKIIHOHEPOM —
BO3IJIABIISIEMBII MIpe/iceIaTelIeM COBETa JUPEKTOPOB —
MOIYMHSATHCS aKI[OHEpaM —
JEeSTENIbHOCTH/IPOAYKTUBHOCTh KOMITAHUH —
COOTBETCTBOBATH 0KHJIAHUSAM aKIIMOHEPOB —
eXerogaHoe odiee coOpaHue aKIHOHEPOB —

10. u36path HOBBIN COBET TUPEKTOPOB —

11. oObIyHBIC/TIPUBUIIETHPOBAHHBIC AKITUH —

12. nponaBath akiuu Ha GOHIOBOM PBIHKE —

13. nmoyexarp myOIMYHON OTYETHOCTH —

14. xoHbUaEHIINATBHBIN XapaKTep KOMITAHUH —

15. BimaseTs OONBIINM KOJIMYECTBOM aKIIUI —

16. BeITyCTUTH OOIATAIIAN —

17. cornacutbcs Ha niepenavy akum —

18. 00BABUTH MOANMUCKY HA AKIIHH -

19. HeT orpaHUYEHUI 1O KOJIMYECTBY aKI[MOHEPOB —

3aganue 3.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHTIIMHCKOTO IJ1aronia (BpeMeHa, MHPHHU-
TUB, TEPYHJIUH, IPUIACTHE)

©CoOoNOA~WNE

1. Asl (walk) home the other night, |
(notice) someone (try) (break) into a car,
(park) next to mine.
2. Andy saw two identical tourists (talk) to a man in a white van. They
pointed here and there and seemed (argue).
3. "What's your wife's name?" the secretary asked Mitch. - "Why is that important?" - "Because
when she (call) I would like to know her name so that
(1/be) really polite to her on the phone™.
4. I’'d rather (you/not/tell) my parents that |
(apply) for a job in the USA. | don’t think they
(approve) ... (I/work) abroad.
5. When the company (call) me for an interview, |
(not/know) what (do). I even considered
(not/turn up) for it. However, | felt I’d better (go) as the American company

(already / arrange) for the interview

(hold) in London.

6. Why didn’t you get them (sign) the receipt before you (let)
them (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?
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9. Why (not/youltry) (call) her instead

of (send) an e-mail? That will be quicker.

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

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

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

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

(bore) out of my mind.

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

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

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

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

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

[epeBeaute npeaoKeHus, UCIONB3Ys JIEKCUKY 1o TeMe Forms of business organization:
1. UaauBuAyanbHBIA MPEANPUHUMATENb MOKET MOJYYUTh JUIEH3UI0, B3ATh CCYAYy B 0aHKe 1
HA4aTh CBOE /1eJI0, OJTHAKO B cJy4ae 0aHKPOTCTBA €My MPUJIETCS 0TBEYaTh 32 10JITH CBOUM
JIMYHBIM MMYILIECTBOM.

2. Bce xoMnaHuM pa3BHBAIOTCS 32 CYET PeMHBECTHPOBAaHUS NPUOBLIM, U JIMIIb aKIMOHEP-
HbI€ O0ILECTBA HE UMEIOT CIIO)KHOCTEH C MPHUBJIeYeHUEM KANMTAJIA, TaK KaK OHU MOTYT NpoJa-
BaTh CBOM AKIMHU HA PbIHKE LIEHHBIX OyMmar.

3. Iyt komnaHui ¢ GyHKIIMOHATBLHON CTPYKTYPOU TUITUYHBI Y€TKO 0003HAYEHHbIE MOJTHOMO-
yns U 006s13aHHOCTH. Kaxknomy citykaiiemMy W3BECTHO, 32 YTO OH HeceT OTBETCTBEHHOCTh 1
KTO €ro HemocpeACTBeHHbI HaYaJdbHUK. OJIHAKO MOI00HAs CTPYKTYypa HE COCOOCTBYET
ObICTPOMY NMPUHATHIO PellIeHH i, YTO )KMU3HEHHO HEOOXO0MMO B MOCTOSIHHO MeHsIIo1IIelics /1e-
JIOBOIi cpene.

4. Komnanus Ckail u3B€CTHa CBOMMUA MHHOBAUSAMM. [ OTOBHOCTH pearupoBaTh Ha U3MeHe-
HHS 1 AJaNTHPOBATHCSA K HUM IIOMOTAET €1 COXPAHMTh KOHKYPEHTHOe PeuMyliecTBO U
o0ecneynBaeT rHOKOCTH KOMITAHUH.

39



5. BaxxHo, 4TOOBI HaUaILHUK OOIIAJICS CO CIYXKAIIUMU B YeTKOM W SICHOH MaHepe, 0003Ha4YaJ
POJIM U OTBETCTBEHHOCTh U OLIEHUBAJI 1eSITEJIbHOCTh MOAYMHEHHbIX. OH JI0J>KEH MMeTh XO0-
poIIUii MOCTYKHOW CITUCOK U OBbITH IKCIIEPTOM B CBO€il 00J1aCTH.

3ananme 5.
Hanmmure aHrnmiickue Ha3BaHUS OTACJIOB KOMIIAHHUH, B KOTOPBIX JAHHBIC COTPYAHHUKH MOT'YT
paboTatb, HCIIOJIB3Ys TepMUHOIOTHIO 110 Teme Organizational Structures
a) assembly-line worker..............
b) graduate trainee...........cccocevereenenn.
c) accounts clerk........cccooveveiieiinenns
d) sales executive .........cccoevvrinninnnnnnn
e) office SUPErViSOr........ccvvveveiieiveriennn,
1) SCIENTISt.....oviiieiiiic e
g) personnel officer..........ccccvvvevveinnnn,
h) foreman

3ananmue 6.
Packpoiite ckoOKu, HCTIONB3Ys MPAaBUIbHYIO (POPMY aHTIUICKOTO riaroya (BpeMeHa, MHUHU-
TUB, TEPYH]IUH, IPUYACTHE, YCIOBHBIE BBIPAXKEHHUSI, COCIIAraTeIbHOE HAKJIIOHEHNUE, MOJJAJIbHbIE

TJ1aroJibl)
1. It’s essential that the matter (settle) as soon as possible.
2. | saw a crystal-glass vase (slip) from her hand and

(break) to pieces.
3. Unless the restaurant (get) another cook, |
(never / come) here again.

4. The young man pretended (read) a newspaper when | came in.
5. 1 was dumbstruck when I saw him dancing in the middle of the street. He

(m.v. / be) drunk. (momxHO OBITE)
6. I'd rather you (not / go) on long distances in the new car until
you (get) used to (drive) it properly.
7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.
8. Now I remember (you / ask) me
(buy) a few bottles of still water on the way home. | wish | (re-
member) it earlier.
9. You (m.v./tell) me it was a formal party. | looked a real id-
iot in my pullover and jeans. (criticism)
10. But for the miserable weather we (climb) the Mont
Ventoux long ago.
11. You (m.v. /do) the dishes instead of leaving it all
to me! (ympek, Morua Obl U CAeaTh)
12. What a waste of time! | (m.v./ not /revise) 16" century European
history: none of it came up in the exam.
13. Jim (m.v./go) out with Sue! She has got engaged

to Doug! (e MOXKeT OBITH).
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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, momkHo O6bITH) around two packs since |
(leave) Pencey.

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

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

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

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

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

- Well, she (m.v/not /like) the colour, it

(m.v./ not /go) with her skirts or it

(m.v./ not /be)the right size. Who knows?

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

3aganue 7.

HpO‘ITI/ITe BBICKA3bIBAHUA COTPYAHUKOB KOMITAHUH 1 HAITUIIIWUTEC QHT. JIMUCKUE Ha3BaHUS oTac-
JIOB, B KOTOPBIX JJAHHBIE COTPYIHUKH MOTYT pab0TaTh, UCIOJIb3YsI TEPMHUHOIOTHIO 110 Teme Ofr-
ganizational 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 improv-
ing quality. We deal with suppliers and make sure that we have enough components in stock.'
e) Our department is concerned with the day-to-day running of the money side of the company.
We have to estimate costs and prices, deal with the accounts, and produce budgets and cash flow
forecasts.

3ananmue 8.

JlonostHuTE crienyromui TeKeT TepmuHamu 1o teme Levels and Areas of Man-
agement:

appointed attacked combined defined constituted reviewed supervised sup-
ported

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

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

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

41



have their decisions and performance (6) .........cccceevviervenenn. 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 compa-
nies should have boards (7) ., of experienced peo-
ple of integrity and with a record of performance in a related business and a will-
ingness 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 dis-
placed by raiders.

3aganue 9.
O6BCI[I/IT€ TCpMI/IH, KOTOpBIﬁ HC BXOAUT B Ka>1<)1y}o FOpI/ISOHTaHBHy}O rpyrmy:

1 firm companv societv  subsidi-
2salary  manager engineer employee

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

3amanue 10.
HazoBure OpTraHHU3allMOHHBIC CTPYKTYPhI, OITMCAHHBIC B JAHHBIX NPCIIIOKCHUAX !
1 A cross-functional structure where people are organized into project teams.
2 Astructure rather like the army, where each person has their place in a fixed hierarchy.
3 Astructure that enables a company to operate internationally, country by country.
4 A structure organized around different products.

3amanue 11.
IlepeBenure Ha aHTJIMUCKUU SI3bIK JJAHHBIC IIPEIJIOKEHUSI, UCIIOJIb3YysI TEPMUHO-
smoruro o teme Levels and Areas of Management:

1. Moii oteny ynpasiser Hamieil komnaHuei Bot yxke 20 net. B ynpaBneHun 0u3Hecom oH
MIPUIEP)KUBAETCA KOHCEPBATUBHBIX B3IJIAI0B, HO KOMIIAHUSI BCETAa_yAeseT 00IbIlI0e BHU-
MaHHe HY>XJaM_0TpeOuTesnei u ObICTpO pearnpyeT Ha U3MeHeHus Ha pbiHke. OTer pemmmi
choKycHpOBaThCs Ha NEPEOOYUCHUH COTPYAHUKOB U OPUHAI Ha pabOTy HECKOJIBKUX MPO-
(beccronanoB, KOTOpbie OyIyT MPOBOAUTH O0yUECHHE.

2. 1lIta6 kBaprupa kommanun ABC Haxoxutes B Heio-Hopke, a eé (HIHATBI PaCIIONOKEHEI B
15 cTpanax.

3. W3-3a ciugHud ¢ komnaHuei X Haila KoMmaHus Obuta peoprannsoBasa. 30% nepconana
CoKpaTuiu. S ke HoJy4YuII NOBBILIEHUE 110 KapbepHOil JecTHHIle. Celuac st 0TBEYaro 3a pa-
00Ty CEpBUCHOTO IIEHTpA.

4. TlocrosHHAas mOTEpsl JOIM PHIHKA, BO3pACTaloNIasi KOHKYPEHIIHs — IPOOJIEMbI, C KOTOPBIMHU
B [IOCJIETHEE BpPEMsI CTOJKHYJAch Hama komnanud. Ceilyac Haia 3aj1a4a — CpO4YHO OTpea-
rUpoBaTh Ha HUX. [Ipexe Bcero Mpl CMEHUM KypC KOMIIAaHUH, PECTPYKTYpU3UpYyeM e€. Py-
KOBOJICTBO KOMIIaHUH PEIIUIIO HE COKpalaTh, @ IEPeoOyUHTh MepcoHal. Y MEHUE aJlanTH-
POBAaTHCS K MOCTOSHHO MEHSIOIIEMYCS PBIHKY — BOT 3aJI0T ycIexa Jr0oro OusHeca.

3ananmue 12.
Packpoiite ckoOKH, HCTIONB3YsI MPAaBUIbHYIO (POPMY aHTIIUIICKOTO riaroya (BpeMeHa, YCIOBHbIE
BBIPAKEHUS, COCJIAraTeIbHOE HAKIIOHEHUE)

1. If the car (be) out of order again, you (have to) call the ser-
vice station, but I doubt if you (have / it / service) quickly.
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2. Nobody (know) what (happen) in ten years’ time as life
(get) tougher and tougher.

3. 1 wonder if they (turn) to us for help if the need (arise).
4. My little son (want) to know if there (be) some cartoons on
TV tonight. If there (be) some, he certainly (watch) them.
5. 1 wonder if the weather (change) for the better next week. |
(plan) to go to the countryside for a month.
6. | (leave) a message at the office in case the customer (phone). But
I’m afraid he’s unlikely (call) today.
7. Nobody can definitely tell us when he (come) back from London. But as soon
as he (return), we (get in touch) with him.
8. We (have) another meeting this week, provided no one (object).
9. 1| (always / be) by your side as long as you (prom-
ise) to lend an ear to what | say.
10. He (wonder) if Caroline (change) her mind about going
to the party.
11. If you are going to buy a car, make sure you (take out) no-fault insurance as well.
12. We (not/ miss) the train providing we (leave) at once.
13. Whatever he (say), they (not / believe) him.
14.1 (tell) you later on whether | (play) Scrabble with you on Sat-
urday evening.
15.1 (accompany) you with great pleasure as soon as |
(finish) my report.
16. If the time (be) convenient for you, we (meet) tomorrow.
17. We (not / start) till he (arrive).
18.Provided he (leave) now, he (miss) the rush hour.
3ananue 13.
BcraBbTe mpaBuiabHyto Ghopmy riaaroia to be, oOpainas BHHMaHKE HAa YHCI0 UMEH CYIIIECTBHU-
TCIIbHBbIX:
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.
3ananue 14.

IlepeBenure Ha aHTJIMUCKUU SI3bIK JAHHBIC IIPEIJIOKEHUSI, UCIIOJIb3YysI TEPMUHO-
noruio 1Mo reme Management:
1. Yto xacaercst BeieHus1 OM3HEca, HOBBIM MEHEKEP OT/IeNa MPOIaXk U MapKEeTUHTa HE ITPUEM-
JIeT KOHCEPBaTUBHBIX B3MIA0B. OH ClIOCOOEH CTaBUTh YETKHUE LIEIH, OBICTPO PEarupoBaTh Ha
WU3MEHEHUS PBIHKA, OOLIPATh KOMaHIHBIA yX COTPYIHUKOB.
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2. XYZ — nuHamMu4Has1, ObICTPO pacTymias KOMITaHHs 10 POU3BOJICTBY KAaHIIEISIPCKUX TOBAPOB.
B ycnoBusx xEcTkol KOHKYPEHIIMM HaM HEOOXOIUMO TIOCTOSIHHO MTPOBOJIUTH UCCIIEIOBAHUS
pBIHKA 1 OBICTPO pearupoBaTh Ha €r0 U3MEHEHHUS.

3. Hama kommnanust 66u1a ocHOBaHa B cepenuHe 1990-x ro0B, M MBI OBICTPO pa3BUBAEMCS C TE€X
nop. Kommanust cocTOUT U3 5 OT/IEI0B: aIMUHUCTPATUBHBIN, (PHHAHCOBBIN, TPOU3BOICTBEHHBIH,
OTJIeJl MapKETUHIa U NPOAaXK U KaapoBelil oTaen. Ham nepconan HacuuteiBaet cbiiie 5000 co-
TPy IHHUKOB. ["010BHOM oduc pacnonoxkeH B JIongone. Hamm nouepHue npeanpustus HaXoasITCs
B Munane u bepaune. B cnenyromem rogy KoMnaHus IiIaHUPYET OTKPHITh CBOM (uiman B
Mockse.

3aganue 15.
IlepeBenure Ha aHTIIMUCKUU SI3bIK JAHHBIC IIPEIJIOKEHUSI, UCIIOJIb3YysI TEPMUHO-
noruio 1Mo reme Management:
1. HenaBHo coBet qupekTopoB komnanuu Cornerstone Group ycreuHo npoBesl IEPEroBOPsI €
Metrot Co. o cnusitHuM 3TUX IBYX Kommnanuid. Kommanus Metrot — mpekpacHoe nmpuodpereHue
st Cornerstone Group.
2. Metrot Co. crieriuaau3nupyercsi B IPOU3BOACTBE TOBAPOB MJIA IOMA, U B CBOMX PO3HUYHBIX Ma-
ra3uHax MpeCTaBIsAeT IUPOKUI BHIOOP TOBAPOB, @ TOBAPOOOOPOT KOMITAHUH COCTABIISIET 4MJTH.
€BpoO.
3. Komnanus Metrot umeeT MHOTO TOYEpHUX NPEANPUATHI 110 Bceil EBporie, a MX ToioBHON
oduc Haxonutcs B [lapuxe. brarogaps cBoemy TuHAMUYHOMY CTHITIO 3Ta KOMIaHUs OBICTPO pe-
arupyeT Ha pbIHOYHBIE U3MEHEHUS.

3amanmue 16.
3anonHuTe TpoOesTbl HanboJIee MOAXOIAIIMMU TEPMHUHAMU U3 CcIIMcKa 1o 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 relo-

cate

1. Why does the company have such a rapid ?

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

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

4. 1t was difficult to explain a dramatic increase in the chocolate bis-
cuit 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 strat-
egy 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 promo-
tion 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.

3aganue 17.

PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (JOPMY aHIIIMHCKOTO IJ1aronia (BpeMeHa, MHPHHU-
TUB, TEPYHIUI, TPUYACTHE, YCIIOBHBIE BBIPAYKEHHUS, COCIAraTeIbHOE HAKJIOHEHUE, MOJAIbHbIE
TJ1aroJibl)
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11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

Look! Leslie seems (enjoy) herself. It is the first time |
(see) her so happy.

There  appeared (be) no one in the house. John
(consider/climb) through one of the open windows but de-
cided against it (not
risk/notice). He (decide/wait) until it
(get) dark.
I (mean/paint) the door for ages, but | Kkeep
(forget) (buy) the paint.
If you can’t find him at home, try (call) him at the office.
Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
We’d really like (live) in the city center but it’s virtually impossible
(find) a three-bedroomed flat at a price we can afford
(pay).
Stop (tease) him, he doesn’t enjoy
(laugh) at.
The dog appears (be) hungry — you’d better (feed) it.
Her parents regret (allow) Tina (stay) out late.
. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
Always late? Try (set) your watch five minutes fast.
She certainly mentioned (see) Mark, but I don’t remember
(she/talk) about Vickie.
Martha (practice/play) the piano daily for months, but
she seems (make) little progress.
Listen! The review (say): “Tastefully (decorate),
conveniently (locate), and with a wide range of courses to suit all occa-

sions, 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 recogni-
tion of her achievements.
A Roman necklace, which (think/be) worth over two million
pounds, (find) last week by Audrey Perham who
(happen/walk) her dog in the park.
Now that we (lose) all the money, it's no use
(say) that it's only my fault.
| really hate (go) to the dentist but I don’t think I can avoid

(visit) him this time.

3aganue 18.
HanummmTe pycckue aHanoru TaHHBIX aHTIHACKUX TepMUHOB 10 TeMe Leadership:

1. to set objectives
2. to communicate objectives to smb
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3. to set short-term goals
4. to set achievable goals
5. to formulate clear goals (
5. to attain objectives
6. to encourage, motivate and inspire
7. to monitor and measure the performance of employees
8. to develop a strategy
9. to manage with empathy, to have empathy with the staff
10. to take ownership of decisions
11. to be entitled to try out new ideas
12. to empower employees
13. to enhance (an enhanced sense of responsibility, an enhanced sense of involvement)
14. to praise and show recognition, to give praise
15. to concentrate on strengths, not weaknesses
3aganue 19.
3anoyHUTe MPOMYCKU NPaBUIIbHOM (pOpMOI ritarona B MoAXO0IsIIEM BpeMEHH (aKTUBHOW WIIH
MMacCUBHOM (POPMBI):

1. Joseph Ford, the politician who (kidnap) last week
as he was driving to his office, (release) un-
harmed. 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 re-
ceived, the police (make) several arrests, and a man
(question/now) in connection with the kidnapping.

2. John expected to get a decent pay rise because he (work)
for the company for many years. He understood that more cars

(sell) by him then by any of his colleagues every year. He

(sell) cars all his life and

(know) exactly what approach to adopt with every customer who

(come) in.

3. An Oxford amateur pilot has been proclaimed a hero. “ My son Max
(pester) me for ages to take him up. It was a nice day
so we decided to go sightseeing over Oxfordshire,” said Mr. Smallwood. “Everything

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

(disappear).

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

5. My car (repair) and 1 don’t know when it
(be) ready. | doubt if | (be able) to col-
lect it before the weekend. I wonder if John (give) me a lift to
the party on Saturday. — Well, ask him once he (get) here.
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6. More and more similar cases (argue) in the
courts.

3aganue 20.

Hanmmmre pycckue aHainoru TaHHBIX aHTJIMHCKUX TEPMHUHOB 1o TeMe Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
. with an impressive record of success in senior finance appointments in commerce and industry
. with a good examination track record
. with a proven track record in the financial management of an operating company
. have a high level of professionalism
. have a detailed knowledge of accounting systems
. have in-depth experience in managing ...
. with broad financial management experience
10. proven planning and analytical abilities gained at an operational level
11. an ability to set up and effectively manage whole accounting functions
12. strong technical orientation developed initially within a practice environment
13. a pro-active and innovative approach to financial management
14. a hands on approach

O©oo~NO Ol Ww

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

intelligence and ability emotional stability conscientiousness
bright calm reliable

3ananme 22.
IlepeBenuTe Ha AaHTJIMHUCKUH SI3BIK JaHHBIEC NPEIIJIOKEHUSI, UCITOJIB3YsI TEPMHUHO-
smorutro no teme Marketing:

1. JIro00ii mpoayKT, Take TONOBBIM, MPOXOAUT 4 CTa UK KU3HEHHOTO LMKJIA: TIPe/ICTaBIIe-
HUE Ha PBIHOK, POCT, 3p€JI0CTh MPOAYKTA U CIIAI.

2. Tlepen TeM mpencTaBUThL NPOAYKT HA PHIHOK, TF00Ast KOMITAHUS UCCIEYyET MOTCHINAIb-
HBIH PBIHOK, CTAPAETCsl ONPE/IEIUTh HYkK/IbI TOTpeOuTeNel 1 Ha3HAYaeT TaKyIo 1IEHY,
YTOOBI JOCTUYH OOIBIINX 0OBEMOB MPOIAK.

3. PykoBoactBo xommannu ABC pemmio pacimmpuTs IMHEHKY TPOayKTa. YTOOB! IPOCTH-
MYJIUPOBATh COPOC, KOMITAHUSI COOMPAETCSI HCIIOJIb30BATh «3BE3/1» B PEKIAMHOM KOMIIa-
HUU HOBOTO OpeHaa. Heo0XoauMocTh paciinpenus yke JaBHO BO3HHMKIIA, TaK KaK CyIlle-
CTBYIOLIMI aCCOPTUMEHT YK€ HE IPUBJIEKAET 1IEJIEBOW PBIHOK. BeposTHO, KOMITaHUU
MPUAETCS UCKATh HOBBIE KaHAJIbl PACIPEICIICHHUS.

3aganue 23.

OOBeuTe MPaBUJIbHBIN TepMUH(BI), OTBETUB Ha CIIEyIOIIME BOMpockl o Teme Marketing:
1.
What does a business adjust to create a brand image for a product?

“ The marketing mix
© Price
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2.
What is the most important element of the marketing mix?
C

i

Product

Price
Product

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

r

Marketing strategy
Marketing objective

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

Businesses and customers

C Just customers

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

i
i

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

Price
Profit

Promotion

In supermarkets

In designer stores
-

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

On market stalls

If costs change

If customer needs change

o management changes

3amanue 24.
ComnocraBbTe TepMuHBI 10 TeMe Marketing cieBa ¢ ero onpesencHieM CIpaBa.

tunities pany, product etc in its market

1 | Market oppor- | a | The company, product, or service with more sales than any other com-

search who have different requirements or buying habits

2 | Market re- | b | The process of dividing a market into distinct groups of customers

ment income, and social class

3 | Market seg- [ ¢ | A group of customers that share similar characteristics, such as age,
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4 | Market seg- | d | The percentage of sales in a market that a company or product has
mentation
5 | Market share | e | The activities involved in obtaining information about a particular
market

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

6 | Market leader | f

3aganue 25.
[IpouwnraiiTe craThio o Teme Promotion craTpbio U BBIOEPUTE MPABUIIBHBINA TEPMUH, YTOOBI 3a-
MOJIHUTH Kaxabii npoden (1-11) uz A, B, C unu D.

Promotional Discounts are a form of discounts used primarily to 1 a new
product, to try to increase sales of existing products, or to reduce the inventory 2 of
a particular product or products. They can also be employed to 3 customers to place
an extra order, or increase the size of a regular order, so that the order will 4 for a
price reduction. Many companies use this 5 if their products have seasonal
6 and troughs. A promotional incentive is a calculated risk that must generate
a higher level of orders from customers who don’t usually buy in those quantities. If the only result
is to encourage buyers to put a large 7 of discounted products in their ware-
house, 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 re-
sponding to the oral and written questions of customers. At this point, the credit manager must put
on his or her customer relations hat and move into damage 11 before it becomes a
more serious problem.

1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level

3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate

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

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

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

8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit

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

11 | A) direction B) manipulation C) limitation D) handling

3aganue 26.
ComocTaBbTe TepMHUHBI 110 TeMe Promotion ciiesa ¢ ero onpeaeneHnem crpasa:

1 | undercover marketing | a | using electronic media like email or SMS to promote products

2 | e-marketing b | promoting products to target customers, for example, through
addressed mail

3 | direct marketing ¢ | persuading people to buy a product or service by announcing
iton TV, radio, or in other media

4 | product placement d | marketing that spreads from consumer to consumer, often
online

5 | viral marketing e | marketing which customers do not realize they are being mar-
keted to

6 | advertising f | putting products or references to products in media like films
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| | | or video games

3amanmue 27.
OO6BeauTe MPaBUIIHLHBIN MOJATBHBINA TI1aro:

1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
3. When I finish the course next year | speak perfect French.
a. can b. will be able to c. could d. would be able to
4. This company is awful to work for. We 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’tyou 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

3ananmue 28.

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

1.Trade in goods

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

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

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

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

7.A positive balance of trade or payments

8.A negative balance of trade or payments

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

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

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

3aganue 29.
ComocraBbte TepMuHbI 110 Teme International Trade ciiesa ¢ ero omnpeseneHueM crpana:
| 1.Capacity | A.the quality of being stable |
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2.Profits B.working via independent middlemen (agents and distributors)

3.Stability C.developing foreign-based assembly or manufacturing facilities
4.Distribution channel | D.the ability or power to contain, absorb or hold

5.Indirect exporting E.setting up an export department or even an overseas sales branch
6.Direct exporting which actively uses the company’s own employees

7.Direct investment F.a network of organizations, including manufacturers, wholesalers

and retailers, that distributes goods or services to consumers
G.excess or revenues over outlays and expenses in a business enter-
prise over a given period of time, usually a year

3ananmue 30.

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

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

TUIIOBBIE 3AJIAHMS JIJIS IIPOBEPKM COOPMHUPOBAHHOCTHY 3HAHUM JIJIA TIK-2

3aganue 1.
IIpounTaiite TekcT Ha Temy PopMmbl OM3Heca, codepuTe M MPOAHAIU3NPYITE HH-
dopmanmio o ciaenywiem:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobiemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHILly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IlonTBepauTe TOUKY 3pEHMSI, U3JT0XKEHHYIO B TEKCTE, UCTONb3Yysl COOCTBEHHBIN IPUMED.
5. Beickaxxute MHEHHE O TpoYnTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJTHUTEIbHbIC CBEICHUS.
[TpuBeaute npumepsl, (GakThl, HOJOOHBIE OIMCHIBAEMBIM B TEKCTE.

Success
Catherine Ng established an electronic watch company with 6 employees in 1979. The company
now has over 500 employees. Read the interview with the businesswoman.
What factors have made your business successful?
First of all, the advent of LCD watch technology in the 1970-s created a vast opportunity for us.
Although the Swiss were the first to develop a quartz watch, the support of the Swiss manufac-
tures 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 | 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 sqg. ft. to 2000 by the end of the first year and the company
grew more than tenfold in the next five years.
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And then a few years later, prices started to become very competitive as the retail market became
saturated .So I had to think about certain strategies to tackle this problem. | had to think up a
short-term strategy and develop some long-term planning. Like all our competitors, we devel-
oped 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 pur-
poses. 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 con-
scious, | 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 produc-
tion and training our workers to assemble clock product. Watch production was based on an as-
sembly line. Well we bought components from suppliers and assembled the watches. Clock
products involved more components and we had to make them in house and the company started
to install machinery, hire designers and the work flow became more sophisticated and today we
have become one of the best known manufacturers in the world, with ISO 9001 certification.
What are the crucial factors behind your success?

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

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

3aganue 2.
IIpounTaiiTe TeKCT Ha TeMy YPOBHH U cdepbl ynpaBJieHHUsl, cO0epuTe M MPOAHAJIN-
3upyiiTe HH(OPMALHUIO O CJIeAYIOLIEM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHILy, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHUS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickakute MHEHHE 0 TpoYUTaHHOM. COOOLINTE U3BECTHBIE BaM JIONIOJIHUTEIbHbIE CBEACHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

First of all, managers (especially senior managers such as company chairmen and directors) set
objectives, and decide how their organization can achieve them. This involves developing strate-
gies, 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 communica-
tion. 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

52



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
awhole 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 innova-
tion, 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, neigh-
bouring 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 direc-
tors.

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 tech-
nique, but few good ideas. Outstanding managers are rather rare.

3aganue 3.
IIpounTaiite TekcT Ha Temy OpraHu3anMoOHHbIE CTPYKTYPbI, cCO0epHuTe U NPOAHAJIH-
3UpyiTe HH(OPMALHUIO O CJIEeAYIOIEM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha ero BOIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. BoickaxuTe MHeHHE 0 TpouynTaHHOM. COOONINTE N3BECTHHIE BaM JIOTIOJHUTENbHbIE CBEICHUSI.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

No business can continue to function in the same way forever. Companies that refuse to
change with time risk losing their competitive edge, their market share and consequently their
profitability. To survive and remain competitive in the fast evolving business environment com-
panies need to be responsive, flexible, capable of anticipating and managing change. This contin-
uous 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 mar-
kets aren’t only expanding business opportunities, they are also intensifying competitive pres-
sures. To succeed in the current economic climate, companies need to think and act globally. It
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means exploring new markets, diversifying into new areas, reaching out to new groups of con-
sumers, 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 imple-
mentation requires changes in the communication and reporting policies of the organization.
While new enterprises can start with these paradigms, old companies have to restructure them-
selves. 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 re-
structuring 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 bene-
fits 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, fi-
nancial constraints, inability to adapt and find new markets, high employee or production costs.

3ananmne 4.
IIpouuraiite TekcT HA TeMy MeHeI:KMEHT, co0epuTe U NMPOAHAJIM3UPYIiTe HHGOP-
MaluIo o cjaeayrmem:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COICPIKaHUsL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
5. Brickaxxure MHEHHE O MMPOYHUTAHHOM. COOGH.II/ITG HU3BCCTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHU .
[TpuBenuTe mpumepsl, GakThl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

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

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

Jack Welch was 45 when he took control of the company that documented sales of just under $ 28
billion, and an estimated market value of around $ 14 billion. When Welch retired in 2001, the
company's estimated market value was $ 410 billion. When the legendary manager took over as
CEO in 1981 it was a slow-moving old-line American industrial giant with 9 layers of management
which he transformed into a keenly competitive global corporation. Welch reshaped the company
through more than 600 acquisitions and a forceful push abroad into newly emerging markets.
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How was he able to wield so much influence and power over one of the most complex organiza-
tions in all of American business? Many managers struggle daily to lead and motivate mere hand-
fuls 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. Productiv-
ity, 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 com-
pany informal means violating the chain of command, communicating across levels, paying em-
ployees 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 busi-
ness. “The world will belong to passionate, driven leaders...”

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

IIpouuraiite TekcT HA TemMy JIMaepcTBO M JIMAEPCKHUE KavyecTBa, coO0epuTe U MPo-

aHATU3HPYITEe HHPOPMALMIO O CIIEAYIOLIEM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BbITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
5. BrickaxxuTe MHEHUE O MMPOYHUTAHHOM. COOGH.II/ITG HU3BECTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHU .
[TpuBenuTe mpumepsl, GakThl, TOJOOHBIC OMTUCHIBAEMBIM B TEKCTE.

Leadership is needed at all levels in an organization. It is likely, however, that the leader-
ship 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,
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the raising of a man’s performance to a higher standard, the building of a man’s personality be-
yond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of Psychol-
ogy 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 subor-
dinates. 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 ef-
fective 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 fac-
tor 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 assis-
tants 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 profita-
bility.

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.
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IIpouuraiite Tekct Ha Temy Iloadop nepconasia, cobepure U NPoOAHAJIU3UPYITE HH-
¢dopmanmio o creaywiem:
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 0 TpoYuTaHHOM. COOOIINTE N3BECTHBIE BaM JIOTIOJHUTENIbHbIE CBEICHUS.
[TpuBenute mpumepsl, GakThl, IOAOOHBIEC ONKUCHIBAEMBIM 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; hypochon-
driacs 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 expec-
tations, who does not quite deliver; who never becomes a high-flyer or even a steady performer;
the employee with a fine future behind them.
The first point to bear in mind at the recruitment stage is that people don’t change. Intelligence
levels decline modestly, but change little over their working life. The same is true of abilities,
such as learning languages and handling numbers.
Most people like to think that personality can change, particularly the more negative features
such as anxiety, low esteem, impulsiveness or a lack of emotional warmth. But data collected
over 50 years gives a clear message: still stable after all these years. Extroverts become slightly
less extroverted: the acutely shy appear a little less so, but the fundamentals remain much the
same. Personal crises can affect the way we cope with things: we might take up or drop drink,
drugs, religion or relaxation techniques, which can have pretty dramatic effects. Skills can be im-
proved, 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 MapKeTHHT, co0epuTe U NPoaHATU3UpYyiiTe nHPOpMa-

U100 O cjaeayrmem:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobsemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. BeIcKa)kuTe MHEHHE O IMPOYHUTAHHOM. COO6H_II/ITC HU3BECTHBIC BaM OOIIOJITHUTEIBHBIC CBCACHN .
[IpuBenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

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

Cashing in. Companies have gotten the message. Lured by the prospect of reaching mil-
lions 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 suc-
cess. As more ads and user-created videos go online, getting ads to go viral has become increas-
ingly difficult. Whereas these ads were once relatively rare, they now have to compete with mil-
lions of other video clips. Companies need to spend more to give their message an edge. Today,
Robinson’s London company, the Viral Factory, charges $250,000 to $500,000 to create ads he
guarantees will reach a wide audience.

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

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

3aganue 8.
IIpounTaiite TekcT Ha Temy IlpoaBukenne OpeHaa Ha pbIHKe, co0epuTe H IPOAHA-
JIM3UPYHTE MH(OPMAIHIO O CJIeAYIOLIEeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute nmpumepsl, HakThbl, TOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

WHEN A FOUNDER STEPS DOWN
Handing over the family business often sets off a bitter feud. Tony Bogod, a family-firms consult-
ant, 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
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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 God-
frey 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 them-
selves financially independent.’
But choosing a successor is just too hard for a lot of owner-managers. ‘The classic mistake is the
father who retires and just cannot tell his children who is going to be managing director. He says,
‘you can sort it out when | am dead.” This will keep a lid on it while he is alive. But as soon as he
dies, you can be sure that the family will have its own version of world war three.’
3ananmue 9.

IIpouuraiite TeKCT HA TeMy BHelIHsAs TOProBJifi, cOOepUTEe U MPOAHATUZUPYITE UH-

¢dopmanmio o creaywiem:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
5. Brickaxxure MHEHHE O MMPOYHUTAHHOM. COOGH.II/ITG HU3BECTHBIC BaM AOITOJIHUTCIIBHBIC CBCIACHN .
[TpuBenuTe mpumepsl, HaKThl, TOJOOHBIC OMMCHIBAEMBIM B TEKCTE.

PINBALL WIZARD LEARNS FROM MISTAKES

At Chicago-based Eisenhart Games, Daryl Vincenti is known as ‘the export wizard’. Over the last
three years, the pinball machine manufacturer has developed a profitable new market in the Middle
East. “Times are hard for pinball in the US’, says Vincenti. ‘Competition from video games and
computers has hit small manufacturers like us really hard, so we have to find new markets.” Ei-
senhart now has some 35% of a growing Middle East market, but it hasn’t been easy. ‘We made a
lot of mistakes at the beginning,” confesses Vincenti, ‘but we learned fast. We’re now starting to
work in South East Asia, and things are much easier because we’ve taken important lessons on
board in the Middle East.’

Vincenti puts using a good credit agency at the top of his lessons learned list. When you’ve
invested time, effort and money in making an export sale, you want to get paid! After wasting a
lot of time chasing payments, a friend introduced me to Nehling and Hynes. We learned that by
using a credit agency to check out your customer’s creditworthiness and to insure against non-
payment, you can make export virtually risk-free.
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Other lessons learned centered on adaptability. ‘Be flexible: you have to learn to think
outside the box,” says Vincenti. ‘And don’t assume that what works well in your domestic market
will automatically go down well in another. You should also be prepared to modify your product
specification to meet local conditions, and to focus on different aspects of the marketing mix. In
the Middle East, for example, price is not everything. We started out trying to sell on price: we
soon learned that over there, image, quality and service are all more important.

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

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

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

3aganue 10.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeAyIOLINe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHl PpACCMATPUBAIOTCS B CTaThE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COICPIKaHUSL.
3. 3agaiiTe K CTaTbe HECKOJIBKO BOIIPOCOB M 3a/IalTe MX BalllEMy TOBApHIIy, 3aTEM OTBETHTE Ha
€r0 BOIIPOCHI.
4. [loaTBepaUTe TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Ys COOCTBEHHBIH MTpUMep.
5. BeickaxuTe MHEHHE O TPOUYUTAHHOM,. COOOIINTE N3BECTHBIE BaM JOMIOJIHUTEIBHBIC CBEIC-
Hus. [IpuBenure npumepsl, PakThl, MOIOOHBIE OMUCHIBAEMBIM B CTAThHE.
6. Ilogymaiite, KaKk ¥ rie BbI MOKETE UCIOIb30BATh U3BJICUCHHYIO U3 CTaThU HH(OPMAITHUIO.
7. Onpenenute, HY>KHO JIM BaM OoJiee 1eTalbHO 03HAKOMUTBCS C TEKCTOM JIJISl UCTIOIb30BaHUS
NOJy4YeHHOH nH(popMmalmu B Baei Oynymieil mpodeccnoHaIbHON AeATEIbHOCTH.

The Case for Chain Mud Pump Drives
There are literally thousands of oil field mud pumps running today by chains and sprockets, and
many by V-belts. In most cases it is no accident that a particular pump is driven the way in is.

Different types of installations require different means of powering in order to get the most eco-
nomical 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 horse-
power-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 explora-
tion 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
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(e.g. North sea) cost USD$10 - 30 million, while deep water wells can cost up to USD$100 mil-
lion plus. Hundreds of smaller companies search for onshore hydrocarbon deposits worldwide,
with some wells costing as little as USD$100,000.

3aganue 11.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHI0 H OTBETHTE HA CJeAyIOLINe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHl pACCMATPHUBAIOTCS B CTaThE.
2. Ckaxute, Kakas npobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. 3agaiiTe K CTaTbe HECKOJIBKO BOIIPOCOB M 3a/IalTe MX BallleMy TOBApHIIly, 3aTEM OTBETHTE Ha
€r0 BOIPOCHI.
4. [loaTBepanTe TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Ysl COOCTBEHHBIH MpUMep.
5. BeIckaxuTe MHEHHE O TPOYUTAHHOM,. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEILHBIC CBEIC-
Hus. [IpuBenure npumepsl, PakThl, MOTOOHBIE OMUCHIBAEMBIM B CTAThHE.
6. Ilogymaiite, KaKk ¥ re Bbl MOJKETE UCIOIb30BATh U3BJICUCHHYIO U3 CTaThU HH(OPMAITHUIO.
7. Onpenenute, HY>KHO JIM BaM OoJiee 1eTalbHO 03HAKOMUTBCS C TEKCTOM JIJISl UCTIOIb30BaHUS
NOJy4YeHHOH nH(popMmalmu B Baei Oynymieil mpodeccnoHaIbHON AeATEIbHOCTH.

Proper tool is a good investment

Pump-part manufacturers provide other tools to allow users to extract maximum cost from mud-
pomp parts. A hydraulic valve-seat puller, for example, is almost a necessity for high-pressure
pumps. The cost of damage that can be done by truing to «torch out» a seat will typically pay for
a good hydraulic tool. And the tool can serve for many years. A knocker should be used to re-
move pistons from roads; a single hammer «ding» on a rod can mean premature failure with re-
lated 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 inconse-
quential compared to having to stop drilling.

A final note. Pump-part technology is very advanced and proven. Manufacturers have had expe-
rience 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.
3aganne 12.
HpO‘IHTaﬁTC TEKCT, OTBETHTC HA BOIIPOCEHI 110 €I'0 COACPKAHHUIO U BBIIIOJTHUTE 3aaHUC ITOCIIC
TEKCTA.

Market and Command Economies

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

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

In a command economy, a central planning office makes decisions on what, how, and for
whom to produce. Economy cannot rely entirely on command, but there was extensive planning
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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 con-
sumption, production, and exchange of goods. Between the two main types lies the mixed econ-
omy where market and government are both of importance.

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

2. What is the market?

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

4. How are decisions made in a command economy?

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

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

0) [Toaymaiite U cKaxuTe:

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

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

Bribepure noaxozsiee Mo CMBICITY CIOBO U3 MpeJIaraéMbIX 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 lat-
ter) gave way in many countries of the world to (the former/ the latter).

3aganue 13.
HquHTaﬁTe TCKCT, OTBETHTC HAa BOIIPOCEHI 110 €0 COACPKAHNUIO U BBIIIOJIHUTC 3aaHUC ITOCIIC
TEKCTA.
Measuring economic activity.

There are a large number of statistics produced regularly on the operation of the world's major
economics. The UK's national economy is no exception in this respect. Often the headlines in
newspapers or important items on television news programs relate to economic data and the im-
plications for individuals and business. A prime example of this occur when interest rates era in-
creased: the media responds by highlighting the adverse effects on business with debts and
householders with mortgages. Data is provided on a wide range of aspects of the economy's op-
erations. Statistics are available to show:
-the level of unemployment;
-the level of inflation;
-a country's trade balance with the rest of the world;
-production volumes in key industries and the economy;
-raw material prices...
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The main statistics illustrating the economy's behavior to the level of activity in the economy.
That is they tell us whether the economy is working at full capacity using all available resources
of labor, machinery and other factors of production. The unemployment figures for the economy
give an indicator of the level of activity. As the economy moves towards a recession and a lower
level of prosperity it is likely that unemployment figures will rise. An alternative measure of the
level of activity is national income statistics, which show the value of a nation’s output during a
year. Economists use the term Gross National Product to describe this data. There are numerous
sources of data on the economy of which we can make use. Economic statistics are presented in
many forms, the most common being graphs and tables. Although these statistics can be valuable
in assisting managers, they should be treated with some caution when predicting the future trend
of the economy and thus helping the business to take effective decisions.

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

B stom OTHOIICHHH, OCHOBHBIC OTPACIIM MPOMBIIIJICHHOCTH, HAa IMMOJIHYTO MOIII-
HOCTb, MMEIOIIHECS B HAIMYUU PECYPCHI, 000pyA0BaHUE, 3aKIaaHast, TpauKy U TaOJIHIIbI,
OlleHKa 00BEMa MPOU3BO/ICTBA.

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

Marx and Keynes are two famous...

These people are studying the science of...

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

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

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

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

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

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

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

After considering the offer we decided to accept it.

I cannot give you a final reply without discussing the matter with our president.

We believe they could improve their offer by reducing the price or changing their terms of pay-
ment.

7.3.2. Tunosble 3a1aHus U (MJIN) MATEPUAJIBI IS OLEHKH YMeHUil
THUITOBBIE 3AJIAHUA 1J151 ITIPOBEPKIA COOPMHPOBAHHOCTHU VMEHUI JUIs1 OK-4

3aganue 1
IMoaroroBhTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA BOMPOchI Mo TeMe Forms of business:
1. Do you agree that going public is one of the most important events in a company's life?
2. Why do you think such companies are called public?
3. What can you say about the role of big companies in the economy?
4. Do you think any company can go public?
5. Why is the process costly and involved?
6. Why do companies need specialist advice if they decide to go public?
7. What are the ways for a public limited company to raise capital? In which case does a com-
pany obtain finance without having to repay a debt?

63



8. How can a company allocate the accumulated capital?
9. Why are public limited companies exposed to public scrutiny? What kind of information be-
comes open to public inspection?
10. What is the difference between private and public limited companies?
3aganue 2
IIpokoMMeHTHpYIiTE (YCTHO) CileAYyIOIINEe YTBEPKIAEHHUS ¢ yIOTpeOJeHueM aKTUB-
HOIi JiekcukH o Teme Forms of business:

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

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

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

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

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

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

3aganue 3
Onummure ypoBHHU M cdepbl ynpasjieHUus: BLIOpaHHOI BamMu KoMnaHuH, MCNIOJIb3YS JIEK-
cuky no teme Levels and areas of management.
Company structure or organization structure refers to the way that a company arranges people
and jobs so that its work can be performed and its goals can be met. The structure of every or-
ganization is unique and the structure of an organization evolves as the organization grows and
changes over time.
1. Top managers and executives:
Board of Directors, Chairman (Chairwoman) or President (Am.), Managing Director (Ex-
ecutive 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 (Per-
sonnel), IT Director, R&D Director, Production Director, Sales Manager or Sales Direc-
tor (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 respon-
sible 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 com-
pany’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
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HR Director report to him (HaxoasaTcs y HEro B HEMOCPEACTBEHHOM ITOAYHHCHHN).
Export Sales Director is responsible to Sales Director.
7. astrategy, to determine a strategy (or a policy), implement a strategy (or a policy)
E.g. Top managers determine the company's strategy and middle managers implement the strat-
egy and major policies handed down from the top level of the organization.

3aganue 4
IMoaroroBhTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA Bompockl Mo Teme Levels and areas of
management:
1. What are the levels of management?
2. What are the responsibilities of a top manager?
3. What are middle managers responsible for?
4. Why is the position of a first-line manager important, especially in a company involved in
manufacturing business?
5. What are the most common areas of management (e.g. finance, sales, etc.)?
6. What is finance director (personnel manager, marketing director, R&D director) responsi-

ble 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 5
IMoaroroBbTE MMCHLMEHHOE COOOIIEHHe HA TeMy “ Types of restructuring ”, ucnmoyib3ys ak-
THBHYIO JIEKCHKY U3 BokaOyasipa Organizational Structures:

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

2. to consume, a consumer, consumption — moTpe6IIATE, MOTPEOUTEIND, ITOTPEOICHHE
E.g. Many factors such as personal, psychological or social can bring about changes in con-
sumer behavior. E.g. The recent financial report has reflected a sharp decline in the consump-
tion 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 — npucrnocoOUThCs, yme-
HHUE MTPHUCITOCA0INBATRLCS, aallTUPOBAThCS, pearnpoBaTh, COXPAaHATh THOKOCTh (COXPAHAThH
YMEHHUE MCHSATBHCS M MTPUCIIOCA0INBATHCS)

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

E.g. To remain responsive and adjust to a fast-changing market environment, many compa-
nies have pushed towards decentralization (oTouwu ot IEHTpaIN30BaHHON CUCTEMBI YITIPaB-
JICHUSA).

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

4. efficient, productive, cost-effective — a¢bexTuBHBIN, MPOIYKTHBHBIH, peHTaOETbHBIH
E.g. Businesses organized by function can be cost-effective as each employee specializes in
certain aspects of business.

5. Restructuring (delayering, downsizing) — pectpykTypu3amus (COKpalieHue ypoBHEH yrpasJie-
HUs; YMCHBIICHHUEC PAa3sMEPOB MPEANIPHUATUA B HCIIAX SKOHOMHHU, OIITUMHU3AIIMA 1ITAaTa IIyTEM
COKpAIIICHHUS)

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

E.g. Cases of restructuring and downsizing are generally met with dismay about job losses,
except by those whose interest is in efficiency and profit. (An increased efficiency generally
leads to job losses.)
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6. to cut costs down/to drive costs down/to keep costs down/to optimize costs/to reduce costs
(maximize profits) — CHU3UTH U3AEPKKU (MAKCUMAIILHO YBEITUUUTH MPUOBLIH)
E.g. The prime target of any business is to drive costs down and maximize profits.
7. profit, losses (to suffer losses, to incur losses, to sustain losses), a decrease in profit, a decline
in profit — yobITKH (HecTH yOBITKH), COKpAIlleHHEe MPUOBUTH, CHUKEHUE MPHOBLTH
E.g. The recent financial report has shown a 7% decline in profit in the second quarter of
2013.
8. to enhance (communication, coordination, a company's reputation) — ynydiiaTs, yBeaudu-
BaTh, YCHIUBATh (OOBIYHO MMOJIOKUTEIIHEHOE CBOWCTBO)
E.g. Empowerment gives employees an enhanced sense of involvement (maer corpynnukam
OIIYIIICHHE TOT0, YTO OHHU SABJIAIOTCS HEOThEMJIEMOI YacThi0 KOMIIaHWK) iN company's busi-
ness.
9. Empowerment, empowered employees — HazeneHe COTPYAHUKOB OOIBITUMH MTOJTHOMOYH-
MU
E.g. In companies with a rigid centralized organizational structure managers
3amanne 6
O0cyauTe ¢ KoJuleraMu cjeaywoinune yreep:kaenus mo reme Organizational Struc-
tures:

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 re-
sponsibility 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 mar-
ket environment.
10. Accountability is pretty much complicated in companies organized by function.
3ananme 7
ITucbMEHHO cOrJIacuTEeCh WM He COIJIACUTECH CO CJIeYIOLeM YTBepKIeHUueM, IpPo-
aHaJM3MpoBaB 3HaHus no teMe Management:

Effective management is putting first things first. While leadership decides what "first

things" are, it is management that puts them first, day-by-day, moment-by-moment. Man-

agement is discipline, carrying it out.

3aganue 8
HOHFOTOBbTe YCTHYIO IIPE3CHTALUIO I10 c.nez[ylomeﬁ CUTyallUu HA TEMY Management:

Hpe}ICTaBBTe, YTO BBI ABJICTCCH YIIPABJIAIOMIUM JUPCKTOPOM KOMIIAHUM CPECAHCTO pa3Mepa. Ko-
I'71a BBl 3aHSUIM TIOCT YIIPABIISAIOIIETO AUPEKTOPA, BBl OOHAPYKUIH, YTO KOMIAHUS HAXOJUTCS B
wioxoM coctosiHuu. Komanna paborana HeaHheKTUBHO, MOPANIbHBIN 1yX ObLIT HU3KUM, a MPO-
Ja>XU CHUXKAJIMCh B TCUCHUC I'0/1a. 3a TpUu roga BaM yaaJ10Chb UBMCHUTH CUTYAlIUIO K JIYUIICMY.
Bawm ynanock co3natk BeICOKOA(h()EKTHBHYIO KOMaHIy IO MpoJakaM, MepCcoHal 04YeHb MOTHBH-
poBaH, Ipoaaxku pacTyT. Ckakurte, Kak BaM 3T0 yAanoch. OXBaTUTE CleIyIOLINME MOMEHTBI: IO-
CTaHOBKa IIeJiei, o0IeHne, MOTHBAIIUS, BRITOBOP, MOXBAJIa.

3aganue 9.

66



IIpoxoMmmeHTHpYHiTE (YCTHO) CieAylollee YTBepPKIeHUe ¢ yHoTpedjJeHueM aKTHB-
HOH Jekcukn no teme Management:

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

3aganue 10.

HCHOJ’ILI&yﬁTQ CJICAYHIIYH0 CTATHI0 B KAa9€CTBE MO/JI€JIN N HAITUIIIUTE O onsHec JUAEpe, KO-
TopbIM Bel Bocxumaerech (Hanpumep, Ctus [xo006c, buai I'eiite, JIu AAkokka, Maiika
Baymb6epr, Kapaoc I'on). Ucnionb3yiiTe Bokadysip mo teme Leadership.

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

has proved himself a master painter.

“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and Jack Welch
of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University of Michigan
management professor. “And Welch would be the greater of the two because he set a new, con-
temporary 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 organiza-
tions in all of American business? Many managers struggle daily to lead and motivate mere hand-
fuls 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. Productiv-
ity, 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 com-
pany informal means violating the chain of command, communicating across levels, paying em-
ployees 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 busi-
ness. “The world will belong to passionate, driven leaders...”

67



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 commen-
tator 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.
3amanme 11.
I/Isyane npujiaraTeJibHbI€ B PpaAMKE U CKAKUTE, KAKHEC U3 HUX XaPAKTCPU3YIOT XOPOIIEro u
njoxoro Jguaepa. Mcnoas3yiite Bokaoyasip mo Teme Leadership.

decisive open passionate im-  energetic balanced

charismatic  ruthless pulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3amanue 12.

I/ICHOJIBSyﬁTe C.]'IellleIIII/Iﬁ AUAJIOr B KAa9€CTBE MOJAC/IN H YCTHO COCTABbTE C HAIMIAPDHUKOM
cBOe codeceloBaHMe MPHU NMpueMe Ha padory. Mcnoub3yiiTe BokadyJsip mo Teme Recruit-
ment.
-Thank you for coming. So you are interested in our job as personal assistant. What are your
reasons for wanting to change jobs?
-1 have now been with Williams & Co. for over three years and feel that | have learned
everything there is to learn. I would like to use this knowledge in a different field of activity.
-Why did our advertisement particularly interest you?
-1 would enjoy the challenge of working independently and would very much like to use my
languages even more at the present moment.
-Would you be prepared to travel?
-Oh, yes, gladly.
-What do you see as your main strength?
-1 would say it’s my ability to be independent and rely on myself.
-And your weakness?
-Sometimes lack of patience!
-Let me tell you something about the job. Your boss would be Mr. Matthews, our head of sales
for the European markets. You would assist him in all his duties and with time be in charge in
his absence. You would have direct contact with customers and visit them from time to time as
the need arises.
-Sounds like hard work, but that’s the sort of job I am looking for.
-Would you do overtime if necessary?
-Yes, of course.
-Would you need any help with relocation?
-Yes, | would.
-We would be prepared to share the removal costs (US: moving expenses) and help you in finding
a flat.
-That would be of great help.
-What are your hobbies?
-1 like traveling, playing tennis and reading.
-Thank you again for coming, we will be in touch soon.
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3aganue 13.
IMoaroToBsTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA BOMPOCHI 0 Teme Recruitment:
1. Why do you think it is important to find out as much information as possible about the com-
pany you are applying to? What information do you think it is important to know?
Do you think it is important to find out how to get to the office and how long it takes?
How do you think you should dress?
What questions you are likely to be asked in a job interview?
How do you think you should behave in a job interview?
Do you think you should be totally honest?
What things you shouldn’t do in a job interview?

Nogkrwd

3aganue 14.
IIpoxkoMmMeHTHpYIiTe (YCTHO) CileAyIOlee YTBeP:KAeHNe ¢ yNOTpedJeHueM aKTHB-
HO#i JIeKCHKH, MPOAHAJIM3UPOBAB 3HAHU 10 TeMe Recruitment:

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

3aganue 15.
KoMnanuu HCIOIB3YHOT Pa3Hbie METOAbI HCCJIE0BAHUA PHIHKA, KOTOPbIE MOTYT TOYHO
BBISIBUTb, UTO HA YMe Y MOTpeouTe 5. B mapax coctaBbTe CIMCOK 3THX Pa3JIHYHBIX MpHe-
MOB ¥ 00CyIHTe UX MpeuMylecTBa u HenocTaTku. Ucnosb3yiite jiekcuky mo teme Market-
ing.
To identify attractive markets — onpedenums 6vicoonbie poinku
To enter/ to penetrate the market/ to gain a market foothold — ewiiimu na peinox
To abandon, to get out of, to leave the market — yiumu ¢ pvinka
To drive smb out of the market — suimecnums ¢ pvinka
To corner, to monopolize the market — morononusuposams peinox
To expand markets, to gain entry to new markets — pacuupums pvinku, 3a60esamo 6bix00 Ha
HOBbLE PbIHKU
Market segment — ceemenm pwinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6rapyasrcums 603moxcHOCmU PLIHKA C ROMOWBIO €20
ceemenmayuu; t0 refine market segmentation — cosepuencmeosamo cecmenmayuio pvlHka
Market niche, to search for a market niche, to satisfy a market niche — pwinounas nuwa, uckamo
PYIHOUHYIO HUULY, YOOBIEMBOPSIMb NOMPEOHOCIU PLIHOYHOU HUULU
To establish one’s own niche — natimu ceoro nuwy (a well-established company— xomnanus ¢
MEEPOLIMU NOZUYUIMU HA PHIHKE)
Key players / Market leader/ Market challenger/ Market follower / a definite market leader/
a weak/complacent market leader; a distinct market challenger — ocnogrwie uepoxu, 1uoep poinka,
KOMNAHUS/NPOOYKM, 3AHUMAIOUWUL 2 MeCO 3a TUOEPOM, OCMATIbHbIE USPOKU, ONPEOelEéHHO TUJeD
PYIHKA/Ca0bll, He3HAYUMENbHBLU TUOeD PIHKA, 04eBUOHbILI KOHKYDEHM
To adapt to a changing business environment — adanmuposamucsi k usmeneHuro 0enosotl cpeovl
To respond to market conditions, an immediate response — ompeazuposams Ha ycio6us pvlHKA,
MCHOBEHHAS PEAKYUS]
To move downmarket/upmarket —nepetimu 6 opyeoti, 6onee deuiésniii /00po2oti ceemenm pvlHKA

Market share — 0o puinka
To build market share — cozoams domo na poinke
To increase/ to expand one’s market share — yseauuumo/pacuupums 0onro peinka
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To win a large market share — zasoesams 6onvuyio donio poinka
To protect market share (against competitors) — sawuwams donio pviHKa om KOHKYPeHmOo8
The second largest market share — emopas no seruuune donsn pvinka

The marketing concept — konyenyus mapkemunea

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

Market research — uccredosanue, usyuenue poinka

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

To employ market research techniques — ucnov306ame mexnuxku Mapkemunz06020 UCcie008aHUs
To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvle, smopuumvie)
To spot/identify market opportunities — ssiss6ums 603moxchocmu pvinka

To score exceptionally well in market research — ouens xopowio nposisume cebs 6 xooe mapxe-
MUH208020 UCCIEA08AHUS

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams gokycuyro epynny

To anticipate a consumer need — npedsocxumums Hys*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,— sovisicnumo, umo nokynamenio Hy’cHo

To test buying habits/ to study consumer behavior — nposepums noxynamenvckue npusvbiuxu, usy-
yumeb nogederue nompeobumenel

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

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

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

To evaluate the target market —oyenumeo yenesot pvinok

To create a psychological profile of each segment — cozdame ncuxonozuueckuii npogune kaxcoo2o
cezmenma

To design a persuasive marketing mix —paspabomams yb6edumenvHulii KOMNIEKC MAPKeMuH2a
To develop a marketing mix that is suited to the market — paspabomamo xomniexc mapkemunea
COOMBEMCMEYIOWULlL OAHHOMY PIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— OblMb HAYENEHHBIM HA ONpedesiéHtble ceeMeHmbl pulHKal npoO0yKmbl adanmuposanuvie K onpe-
OeNEHHbIM CecMenmam

To tailor products to customer needs —cozdame npodykmel, omseuarowue HyHcoOam nOKynamenetl
To serve the needs of customers (about a product) — coomeemcmesosamo nysxcoam nokynamenet
To satisfy changes in consumer needs —yoosremeopumo usmenenus nyxco nompebumerneil

A consumer product — npodykm maccosozo nompebnenus

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

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

Competing products — korxypupyrowue npooyxmul

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

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — nossoaums Komy-1ubo evipsamecs 8 audepwvl (0 cmpameuu, YHUKATLHOM
ceolicmee npooyKma)

To perform a SWOT analysis — nposecmu ananusz cunvhvix, c1abvlx CmopoH, 803MONCHOCHEU U
yepos
To maintain a steady demand for — noodeporcusams nocmosnnwlii cnpoc na
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To stretch a brand into other areas = to diversify — ousepcupuyuposams npooyxm

To seta price (that will cover the costs and return a profit) — ycmanosumo yeny, komopas noxpoem
pacxoovl u npuHecém npudvLIb

Pricing option — yenoswle onyuu

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

To be priced in a range near competing products —uvems yeny napashe ¢ KOHKYPEHMHbLMU NPO-
oyKmamu

To price attractively, an attractively priced product — esicmasums npusiexamenvuyto yemny, npu-
BIeKAMEbHbLL NO YeHe NPOOYKM

Price-conscious / price-sensitive buyers— nokynarenu, oopawarowue 6HUMAHUE HA YEHY, 4)6-
cmeumenvhvle K yene noKynameu

To drive the customer away — omnyenyms nokynamers

To draw in competitors — npueneus Konkypenmos

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

Distribution / distribution channel = a channel of distribution— coeim, kanan coima

3ananmue 16.

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

3aganue 17.
IocMoTpuTE HA CHUCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe W NIPOAHAIU3UPYIiTe BHIOpaH-
Hblil Bamu OpeH ¢ TOUKHM 3peHusi cTpateruu npoaax. [loaroroBbTe yCTHYIO Ipe3eHTa-
HHI0, HCIOJIL3YS JIEKCHKY Mo TeMe Promotion.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

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

3aganue 18.
IMoaroroBbTE pa3BepHyThie MUCbMEHHBIE OTBETHI HA BONMPOCHI o Teme Promotion:

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

. What are the four promotional tools?

. What is the aim of sales promotion?

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

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

. What is the difference between publicity and advertising?

. What are the different media for advertising?

. What is the difference between product and corporate advertising?

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

11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
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3ananme 19.
IMoaroroBbTe pa3BepHyThIe MMChMEHHBIE OTBETHI HA Bompockl mo Teme International
Trade:

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

3aganue 20.
IpounTaiiTe cjeayONUii TEKCT U MOATOTOBLTE YCTHYIO MPE3eHTANMIO O MPEeHMYIecTBaxX U
HemocTaTkax dkcnopta B Mnauio. Ucnoab3yiite Jekcuky nmo teme International Trade:

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

Expansion in India has taken place at the same time as a shift in BARCQ’s strategic focus,
and its emergence as one of Belgium’s fastest-growing companies.
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Created in 1934 as the Belgian American Radio Corporation, the company moved out of
consumer products in the 1980s. It concentrated instead on high-value niche markets such as com-
puter projectors and specialist display systems.

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

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

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

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

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

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

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

The Financial Times

TUIIOBBIE 3AJJAHM S U151 IIPOBEPKU COOPMHUPOBAHHOCTH YMEHUIA 1714 [TK-2

3amanue 1
HpOﬂHﬂJ’IH?;prﬁTG cleayrummue yrBepKICHUA U CKAKUTE, KAKHE U3 HUX MMOKAa3bIBAKOT IPeE-
HUMYIIECTBA OTKPBITOI0 aKIIMOHEPHOI'O OﬁllleCTBa N KaKHue IMMoKa3bIBaKlT HeHOCTaTKI/I?
Management will face pressure to produce positive quarterly results.
Outsiders may impose their views on management.
The value of the business may suddenly fluctuate.
More people will be aware of the company's existence.
The company will be obliged to disclose financial information.
The company can obtain finance without having to repay a debt.
Employees can exercise stock options.
Capital will be available for expansion.
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3aganue 2
IIpoanamusupyiite nHpopManuio o popMax OH3HECA M COIJIACUTECh HIIN He COTVIaCHTeCh
CO CJICAYIOLIMMH YTBEPKICHUAMM:
1.In partnerships there is a danger that conflicts of personality could ruin your business.
2.1f you set up a limited company, many financial risks are reduced.
3.The owner of a corporation who owns all or nearly all of the stock has just as much control as a
sole proprietor does.
4.There are cases in which a business owner can gain trust and confidence of customers by stand-
ing fully behind the firm rather than “hiding behind a corporate veil.’
5. Small businesses are particularly well-suited for meeting specialized local needs.
6. Small and medium-size businesses play an extremely important role in the economy ofa coun-
try.
7.The largest and most important units in the private sector are the public limited companies.
8.No one form of business organization is best for all businesses.

3ananue 3.
IIpoananusupyiite nHPopManuio 00 ypoBHAX U cepax ynpaBJjeHHUs U COIVIACUTECH U
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 4.
IIpoananusupyiiTe HHPOPMALMIO 0 CTPYKTYPAX KOMIAHUI U IPOKOMMEHTHPYHTE CJIeNyI0-
HIMe YTBEPKICHUA:
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...

3ananme 5.
IIpoananu3upyiiTe JaHHbIE KAYeCTBA MeHeKepa U Bbl0epuTe U3 HUX HauOoJiee BaKHbIe,
00BbSICHUTE IoYeMy:

e Being decisive: able to make quick decisions

e Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk and
S0 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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e Being authoritative: able to give orders

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

e Having innovative ideas

3aganue 6.
IIpoananu3upyiiTe TEKCT HUKE U HA30BUTE INIABHBIE KA4eCTBA, XapaKTepu3yoLue Xopo-
HIero Jigjaepa.

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 be-
yond its normal limitations.’

An important analysis of leadership has been made by Fred Fielder, Professor of Psychol-
ogy 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 subor-
dinates. 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 ef-
fective 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 fac-
tor 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 assis-
tants 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 profita-
bility.

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.

3ananme 7.
IIpoananusupyiiTe 1aHHOE codece0BaHMe PH NIPUeMe HA Pa0doTy U CKaKuUTe, ObLJIO JIN
OHO YCIICHIHBIM JISl KaHAUuAaTa.
-Miss Beachem, can you tell us a little bit about where you have worked before?
-Well, my last job was with Format.
-When did you start with them?
-Two years ago.
-1 see. So why did you decide to leave?
-The company went into liquidation earlier this year.
-So what did you like about that job?
-Well, my job was PA to the Marketing Manager. What | enjoyed most was coming into contact
with customers and suppliers both face-to-face and on the phone.
-And where did you work before Format?
-ldeal Systems.
-How long did you work for Ideal Systems?
-For ten years, as a secretary.
-And why did you leave that job?
-Well, | felt I needed a change. | think I had learnt all I could there.
-So how much experience do you have of working in computer companies?
-Well, two years at Format and ten at Ideal Systems. Oh, and | also had some work experience
with a software company while I was at college.
-What secretarial qualifications did you get while you were at college?
-Well, I’ve got two secretarial qualifications. 1’ve got RSA Stage 111 Typing.
-So your typing should be pretty good?
-Well, in fact I didn’t do much typing at Format. I’ve got an RSA in shorthand.
-And which qualification exactly?
-The RSA 100 ... so 100 words per minute.
-Fine. And one final question. If we decided to offer you the job, when could you start?
-Oh, I could start immediately or as soon as you wanted me to.

3ananme 8.
IIpouuTaiiTe TeKCT, B KOTOPOM ONUChIBaeTcH, kak komnanus Shell Oil pazpadorasia HoBbIH
UMUK OpeHIa M NMpoBeAWTEe aHAJIU3 METOJ0B, KOTOpPble KOMIAHMSA HCIOJb30BAJA sl
310ro. [Iponymepyiite pasjJiM4YHbIe 3TAallbl HCCIEA0BATEIBCKOI0 IPOEKTA B IPABUJIBHOM I10-
pAaKe.

a | They analyzed the results, which showed that there were 10 different consumer seg-
ments
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
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HELLO TO THE GOOD BUYS

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

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

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

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

This meant their buying decisions were influenced by other factors — some wanted full-
serve outlets like the old days, some chose a service station depending on whether it looked safe
or not. “There were ten different segments with different needs, and we wanted a better under-
standing 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 psy-
chologist 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 up-
market cars which make a statement about them. Efficiency rules, plus fast pumps, quick
access and payment.

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

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

The field organization and Shell Qil retailers combined forces to determine how to eliminate
the little hassles that customers sometimes face, such as improved equipment and clearer instruc-
tions 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, behav-
ior and perception of the brand. ‘Fueling’ a car is a necessity of life and | believe we are ahead of
the game — but we won’t allow ourselves to stop and be caught up.’

3aganue 9.
IIpoynTaiiTe TEKCT PO CTHJIM YIIPABJAEHHA, IPOAHATU3UPYHTE UX ILIIOCHI H MHHYCBI, pe-

3IOMHMPYHTE TEKCT HA AaHIVIMHCKOM fI3BbIKE.
CymecTByeT MHOXKECTBO CTHJIEH YNPAaBICHUS, HO, TEM HE MEHEE, OCHOBHBIMHU CUMTAIOT JIUPEK-
TUBHBIN (aBTOPUTAPHBIN), AMCKYCCHOHHBIN (KOHCYJIBTaTUBHBIN) U CTUJIb JICJIETMPOBAHUSI.
Jlo cux mop caMbIM pacIpOCTPAHEHHBIM SIBJIACTCS AUPEKTHBHBIN CTHJIb ynpasJieHus. McHe-
JUKEpBI, IPUIEP/KUBAIOIIKECS (TT0Ib3YIOIINUECS) 3TOTO CTUJIS, pa3padaThbIBalOT CTPATETHIO, CTa-
BAT LEJIH M 331a4H, JOBOJAT LEJH U 32244 10 CBeJCHUS NOJYMHEHHBIX, PACHpPeNeIsdioT
PoJH, pentast KTO U Kakylo paboTy Oy/eT BBIIOJIHATh, KOHTPOJIMPYIOT paboUHii mporecc, oTeae-
JKMBAIOT U OLIEHMBAKOT PadoTy MOAYMHEHHBIX. MeHeKep MOJTHOCThIO OepeT Ha ceds 0TBeT-
CTBEHHOCTb 3a MpuHsTHE pemieHuii. [1oq00HBIN CTHIIB yIpaBiIeHUs JaeT PyKOBOAUTEINIO BO3-
MOKHOCTH (0 enable) moaHOCTRI0 KOHTPOIMPOBATH paboUHrii IpoIecc.

Tak Ha3pIBaeMbIN JMCKYCCHOHHBII CTHIb OoJiee rOepanbHbIi. VICronb3ys 3TOT CTHIIb yIpaB-
JICHUA, PYKOBOAUTCIIL XOUYCT IIOKAa3aTbh, YTO OH AJOBCPACT CBOUM NMOAYMHCHHBIM. Bo BpEMs JUC-
KYCCHUU PYKOBOJUTEIb U COTPYTHUKH BBIIBUTAIOT (Present) uaen, oOMEHHBAIOTCS HHPOPMAIIUECH.
Memnemxep, 3a1aBasi BOIPOCHI, NBITATCH BLITAHYTh U3 COTPYIHUKOB uaen. [1o100HbI CTHITH
yIOpaBlIeHUs yJay4dliaeT KOMMYHUKANMIO, CO3/1aeT Y COTPYAHUKOB OlyllIeHHe YBJIeYeHHOCTH
npoueccoM padorbl. OKOHUYATEIbHOE pelleHHe MOKeT MPUHUMATHCSI COBMECTHO, HO 3a4a-
CTYIO pelIeHHe MPUHUMAET PYKOBOAUTEb.

CTub TeJ1ernpoBaHus MMOJAXOIUT He JuIs Bcex kommanuii(not all companies opt for..), u cpenu
PYKOBOIHMTEIICH HE TAK MHOTO TIpHBEP>KeHIIeB 3Toro cTuiist (the majority of managers are reluctant
to use this style of...). DTor cTrIb yrIpaBICHHS MOKHO HCIIOIB30BATh TOJIBKO B CIIyYae, €CIH CO-
TPYIHUKH MOTHBHPOBAHBI, KOMIIETCHTHBI, FTOTOBBI OPaTh Ha ce0s1 0TBETCTBEHHOCTH 32 MPHHSI-
THe pPelleHMii, KOTra COTPYAHUKH Y€TKO NMPeICTABISIIOT, YT0, KaK U KOr/a jesaTh. Vcnob-
3ys 9TOT CTHJIb YIIPABJICHHUS, PYKOBOAMUTEIb CTABUT I€JIH, HO PelleHHe 10 TIOBOJIY TOT0, KakK J10-
CTHYb NMOCTABJIEHHBIX 32/1a4, IPHHUMAET COTPYAHHUK. DTO JaeT COTPYAHHKAM BO3MOKHOCTD
IKCIEPUMEHTHPOBATH, CO3/1aCT YyBCTBO OTBETCTBEHHOCTH, HO MOJOOHBII moaxox Tpedyer (t0
require) maureapHOM moaroroBku (Staff training) corpyaHuKoB, U, TEM HE MEHEe, ONTUOKH HEU3-
OC)KHBI.

3ananmue 10.
IIpouuTaiiTe M NpoaHAIM3UPYIiTe CJAEYIOIINA TEKCT, OTBETHB HA BONPOCHI HUXKeE:

There can be a few types of restructuring:

1. Relocation — when the activity remains within the same company, but is transferred to another
location in the same country. Businesses may relocate for quite a few reasons: proximity to
needed transportations, more advantageous financial terms, or, in some cases, a friendly com-
munity 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 busi-
ness, 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 communi-
cate 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 en-
hance 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 sur-
vive. Yet, employees do not always welcome changes and resistance to change is one of the rea-
sons 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. Restructur-
ing often means that some positions will be eliminated, and cases of reorganization and downsiz-
ing 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? (mocmotperts
Yandex: nabpats General Electric Restructuring and Jack Welch: cmotpers Two-decade trans-
formation under the leadership of Jack Welch —ssimucars 5-6 npenioxenuii s oTBETa Ha BO-
poc )

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

7. What are the possible negative side-effects? Why do you think many employees resist
changes?

8. What is empowerment? Why do you think some organization have pushed towards decentrali-
zation and empowerment? Can General Electric Company be an example? Did the company ben-
efit from it?

9. What are the benefits and drawbacks of empowerment?

3aganue 11

Pasbirpaiite no poJsim cieayoumyo curyanuro. Ilocse 3toro npoananusupyiire 1uajaor u
CKa)KUTe, ObLJI JIN TeJIe(POHHBIH Pa3roBop yclemeH.

STUDENT A. You are Mr /Ms Tanaka, a supplier. You met Mr /Ms Senora at a trade fair last
year. He/she may be interested in placing an order for some of your products. Call him/her and
invite him/her to be your guest for lunch next Thursday when you'll be in town. Ask him/her to
suggest a nice restaurant near his/her office. Find out what sort of restaurant it is and how you
can get there on foot from the central railway station. Ask what rime you should book a table.
STUDENT B. You are Mr/Ms Senora, in charge of buying i applies for your firm. You met Mr
/Ms Tanaka at a trade fair in his/her country last year. He/she supplies a product you may be in-
terested 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 restau-
rant, suggest a place you really do like in your own town.

7.3.3. Tunosble 3a1anus U (MJIN) MATEPUAJIBI VISl OLEHKHA HABBIKOB U (MJIH) ONbITA Jesi-
TeJbHOCTH

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHSA COOPMHUPOBAHHOCTHU
HABBIKOB JIUIA1 KOMIIETEHIIMU OK-4

3aganue 1.
H3yunTe keiic Hu:Ke. Pemure, kKakoil BApMAHT, 110 BallleMy MHEHHIO, Oy1eT HauboJiee (-
(eKTUBHBIM B BbISIBJIEHUH TAJAHTIMBBIX CTYJAEHTOB MapKeT0J10roB. [loAroToBhTE YCTHYIO
NMpe3eHTANNI0 Keiica HA AHTVIHIICKOM fI3bIKe, 00bSICHUB CBOI BHIOOP.

MARKETING TO STUDENTS
Virgin Mobile is a phone operator that provides a wide range of mobile communication services
to its customers in the UK. Competition between mobile phone operators is strong and winning a
large market share in the student market is vital. Students use their mobile phones a lot — to call
friends and family, and also to get information and play games. There are 2.5 million students in
the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to students
because they are hard to reach and cynical about sales pitch.* Virgin Mobile has decided that the
best way to promote the brand to students is to find insiders: student marketers who will work on
promotional campaigns in their own universities.
The problem for Virgin Mobile is how to identify student marketers with brilliant ideas and good
selling skills. There are three options:
1)Use standard job recruitment methods. Post a job advertisement, select from written applications
and hold interviews in each university.
2)Recruit people at student fairs. Universities hold fairs for students at the start of each year. Dif-
ferent companies have stands at these fairs to sell their products or services to students. Students
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can find out about things that may be helpful during their student life. Virgin Mobile could set up
a stand at student fairs, tell those who come to the stand about marketing opportunities and recruit
interested students “on the spot”.

3)Hold a competition in which students suggest ways to promote the brand to other students. The
students with the best suggestions get the chance to put their ideas into practice and win an attrac-
tive prize.

3aganue 2.
Hanumure NMcbM0-0TBET HA PeKJIaMy JaHHOM BaKaHCHH, CONPOBOkAaIoLee pesrome /lona
deiibpaszepa.

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 seek-
ing a company to grow with and you are looking to begin an exciting and rewarding career in
sales, this is the ideal opportunity for you!
Job Requirements

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

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

« Enjoys being around people and displays a positive attitude

o Excellent oral and written communication skills

o Ability to work very hard

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

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

Don Fairbrother

8943 W. Pico Blvd

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

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

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

Professional Experience

January 2014 till date

Orchid Products, California - Sales Manager Assistant (internship)

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

Interact with customers via phone to sell products of the organization

Participate in professional development trainings, training sessions and meetings

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

Activities and interests
Travel, discussion clubs

3aganue 3.
PaszpaboraiiTe 1 3anuIIUTe HA AHTJIMCKOM sI3bIKe MAPKETHHIOBbIN IJIAaH /151 BLIOpaH-
Horo Bamu npoaykra, paccMoTpeB ocHOBHbIE YeThipe I1 MapkeTuHra:

Product: What identity does your product have? What does it do? Why will people
want to buy it? Does it have a good brand name?
Place: What geographical markets will you target and why? Will they be local,

national, international? What social groups/types of customer is the prod-
uct 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 ex-
pect? 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 prod-
uct have? What will the initial promotional budget be?

3ananmne 4.
CocTaBbTe CBOE COOCTBEHHOE Pe3lOMe HA aHTJIMICKOM fI3bIKe, HCIIOJIb3YS CJIey0uuii
IUIAH:

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

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

What are your strong points?

What is your biggest weakness?

How do you handle mistakes?

What is your biggest achievement?

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

R N

HBoo~No®

©

Education:

Specialty:
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Supplementary educa-
tion:

Work experience:

Professional Skills: -Keen to develop a career in 3a-

............. ; Aa-
-Get on well with others and work HHe
as part of a team; S.
-Take interestin ................
-Knowledge of ....................
-Experienced in manufacture, in-
stallation 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.

YCTHO 0TBEeThTE Ha BONPOCHI JJIfl co0ecel0BAHUSA T10 pe3loMe:

Career knowledge/ motivation

©CoN~WNE

What are your career goals?

Where do you see yourself in five years’ time?

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

What excites you about the job you are doing now?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

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

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

Self Knowledge

1. Tell about yourself.

2. What are your strengths?

3. What are your weaknesses?

4. What do you consider to be your greatest achievement?

5. What are you most proud of having done recently?

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?

3. Are you good at organizing yourself or other people?
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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?

© N A

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 chal-
lenging (and why)?

2. What made you study foreign languages?

Interests/Activities

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

3. What are your hobbies?

3aganue 6.

YBuaes pexaamy B Daily Mirror, Monuka Ba3 pemniia nogars 3asiBKy Ha JOJIKHOCTh Me-
HeKepa 10 MapKeTHHIy. BHMMaTe/IbHO Ipo4YuTaliTe 00bSABJICHUE U €e pe3loMe U MOATo-
TOBbTE €€ IINCbMO0-3asIBKY Ha AHIJINIICKOM fI3BIKE.

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. Can-
didates must be educated to degree and have 5+ years’ sales/marketing experience. Fluency in

English and French is essential.
We offer a competitive salary, a comprehensive benefits package and relocation assistance.

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

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

MONIKA VAZ Hermanstrasse 16
Kdoln, 50858 Germany
Tel: 0049 221 5036887
E-mail: mvaz@cybermail.com
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Obijective: Seeking a position of responsibility in the field of Direct /Internet Marketing

Employment History

2003 to date: assistant marketing manager

Phoenix Media, Hamburg, Germany

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

2002-2003: Assistant Sales Manager.

MSV - Business Services.

Amsterdam, Netherlands

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

Qualifications

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

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

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

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

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

References
Professor Jurgen Drexler, University of Vienna.
Norman Achilles, President of the European Marketing Foundation.

TUTIOBBIE 3AJIAHWA U1 ITPOBEPKY YPOBHA COOPMHWPOBAHHOCTHU
HABBIKOB JIJ1s1 KOMITETEHIIUU T1K-2
3aganue 1.

N3yunTe naHHBIN Keiic 1 MPOAHATU3UPYITE BCe TPH OM3HEC CTPATeruM sl CIIOPTUBHOM
odexKAbI Una. HpeHCTaBbTe CBOM uUJaeu aJas 6yz[yme171 crpaTerui KOMIaHUu B MIMCbMECHHOM
oT4yerTe.

Una Sportswear
Una Sportwears is an Italian sportswear manufacturer. It was founded by Franco Rossi in 1978
and has since become a world-famous company. Originally, it specialised in tennis shoes, but later

it diversified into football, athletics, tennis and volleyball clothing. The directors of the company
are of different nationalities, and the working language of Una Sportswear is English.
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During the last three years, Una Sportswear's annual results have been disappointing. Profits have
fallen steadily while costs have risen, and competition in its main markets has been fierce. At
present, it is reviewing its strategy in order to improve its performance. It also faces the possibility
of being taken over. A giant French retailing group has announced that it would like to acquire the
company, but only in the event of a ‘friendly takeover', with full agreement from the present man-
agement.

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 market-
ing strategy.

3aganue 2.

N3yunte nanublii keiic, nposeaure SWOT-ananus, ucnoub3ys nuHpopmManuo u3 npoym-
TAHHOI'0 Keiica U COCTaBbTe PEKOMEHIAIMH, KOTOPbIe MOIJIM Obl IOMOYb CIIACTH KOMIIA-
Hu1o. [logymaiite, B 4aCTHOCTH, 0 TOM, YTO MOKHO ObLIIO ObI C/1€JIaTh, YTOOBI:

- I3MeHUTb KOPIOPATHBHOM KYJAbTYPbI
- YIy4lIuTh Ka4ecTBO
- CokpaTuTh H3/1ePKKH
- HaiiTu 1 uccjie10BaTh HOBbIE PHIHKH
- BocCTaHOBHUTH penyTanui0 KOMIAHUH
IIpeacraBbTe peKOMEHIAUMH B IUCBMEHHOM OTYeTe.

MACBETH Glassware
Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass ob-
jects 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

86



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 man-
agement. There are five levels of management in the company, and a poor relationship exists be-
tween 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. Depart-
ment 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 peo-
ple are of Scottish origin.

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

3ananmue 3.

H3yunte nanHbIi Keiic. Bbl iB/IsIeTeCh YIEHAMH PeKJIAMHOM KOMaH/Abl B KOMIaHuu Po-
KYC. HOHFOTOBbTe PCKJIAMHYK0 KaMIIAHUIO LI OAHOTO U3 MPOAYKTOB WJIM YCJIYT. HUcnoan-
3yiiTe KJIK4YeBble BONPOCHI HUkKE, YTOObI MPOAHAJM3MPOBATH MPOAYKT U BbIOpPAaTh NMpa-
BUWJIBHBIC METOABLI NNPOJABUKCHUS. HpeHCTaBbTe CBOK0 PEKJIAMHYI0 CTPATCIru0 B YCTHOM OT-
yeTe Ha AHTJIMHCKOM fI3bIKeE.

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 con-
cerned. Concepts are required for the following advertising campaigns:

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

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

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

e A chain of eight London restaurants. The restaurants (specializing in your national cui-
sine) 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.
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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?

3ananmne 4.
N3yunte nannbiii keiic. [IpeacraBbTe, uro Bol qupexTop Business Equipment and Sys-
tems. BeinoJiHuTe cieaymomee 3aiaHue:
1. Ilpoananu3upyiiTe Bce Npo0JieMbl, BIUAIOIINE HA pa00Ty OT/Ae 1A MPOJAK.
2. lIpennoxkure croco0bl NOBbIEHUS 3PPEKTHBHOCTH PA00OTHI 0T/eJIA MPOAAIK.
3. PazpatoTaiiTe nuiaH aeiicTBUil Ha OJIMzKaiIMe MOJITO/AA.
N3aoxute Bamu npeaiosxkennsi B NECbMEHHOM OT4YeTe-MucbMe akiuonepam BES.
CASE STUDY: THE NEW BOSS

Background

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

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

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

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

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

JOHN. Fax machines. Aged 42

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

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

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

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35
Personality: Extrovert, dominating, charismatic
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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. Be-
comes 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 col-
leagues.

Other: Martin and Markus often ‘put her down’ in meetings.

ROBERT. Data projectors, new products. Aged 46

Personality: Strong, sociable, team player

Performance: Very good. Ranked third in department (value of sales).

Good/bad points: Highly experienced salesman. Enjoys meetings, a lot of ideas.

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

Additional problems in the sales team

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

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

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

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

3aganue 5.
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N3yunte nannblii keiic. [IpeacraBbre, uro Bol nupexkrop SLIM GYMS. U3yuurte kapTto-
TeKy 4eTbIpeX KaHAHIATOB M NMPOAHAJIM3HPYIiTe HX CHJIbHBIE H cJIa0dble CTOPOHBI. BhiOe-
puTe Jy4lllero KaHAuAaTa Ha J0JKHOCTh ['eHepaabHoro qupexkropa. Uznoxure Bammu
NpeAIoKeHHs] B MUCbMEHHOM OT4YeTe-muchbMe 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 cul-
General Manager ture 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 opportuni-
e Excellent benefits package ties
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

o A flair for new ideas and sound organ-
izational skills

Name: Isabella Rosetti

Age: 35

Marital Status: Single

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

Outstanding achievement: Got a contract with a major advertiser.

Skills: Fluent Italian, judo expert, paints.

Personality/appearance: Well dressed and self-confident. Says she is usually successful when she
wants to be. Thinks women are better managers than men: “They listen more and use their intuition
to solve problems.’
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Comments: Positive reference, but employer suggested she sometimes took days off work with no
good reason. Several good ideas for increasing revenue, e.g. by setting up beauty centres in our
clubs. Didn’t mention the cost of doing this! Above average score on our aptitude test.

Name: Michael Bolen

Age: 36

Marital Status: Married, with three children

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

Outstanding achievement: Successful product launch in previous job.

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

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

Age: 40

Marital Status: Single

Education: Park High School

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

Outstanding achievement: Two decorations for bravery.

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

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

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

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

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

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

Personality/appearance: Beautiful, clever and successful. Good sense of humour. On television,
handles people well. Presents an image of a caring, sympathetic person.

Comments: ‘She’ll do anything to get what she wants,” wrote one journalist. At 24, she gave up
competitive swimming, following rumours of drug-taking. Aptitude test — above average.

7.4. IlepeyeHb BONPOCOB /Il MOATOTOBKH K 324€Ty € OLEHKOI U IK3aMeHy
1.What is the difference between a sole proprietorship and a partnership? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What are most people’s main personal assets?
2.How can a sole trader get the capital to set up a business?
3.Why do we say that proprietorship is the simplest form of business organization?
4.Do you agree that a proprietorship can go out of business as easily as it goes in?
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5.1s forming a partnership as easy as forming a sole proprietorship? Why (not)?

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

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

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

9.What are common disadvantages of these two forms of business organization? How was the
problem of unlimited liability solved in a partnership in 19077

10.What are the advantages and disadvantages of being a sleeping(silent) partner?

11.1f you were to choose between a sole proprietorship and a partnership, which form would you
choose and why?

2. What is the difference between a private and public limited company? (analyze the
formation, control, liability for debts, advantages and disadvantages).
1.What is a corporation? What two forms of a corporation are there?
2.What papers must the promoters of limited companies present to the Registrar of Companies?
3.What kind of shares do you know? Are all shareholders guaranteed dividends at the end of the
year?
4.What are the main advantages of a limited company (be it private or public)?
5.Why do most writers on small business advise getting professional help from lawyers and ac-
countants when a person starts a private limited company?
6. What can you say about transfer of ownership in a private limited company and in a public
limited company?
7.Do the shareholders lose their personal assets if a private limited company goes bankrupt?
8.What are the advantages of a public limited company in comparison with a private limited com-
pany?
9.What are the advantages of a private limited company in comparison with a public limited com-
pany?
10.Dwell on the process of going public. Why is IPO an expensive thing to do??
11.What can make a business operating as a public limited company exit the stock market?

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

4. Outline the pros and cons of the matrix structure and organization along product
lines.
1.Do all multinational companies organize themselves geographically? How is Microsoft orga-
nized? 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?
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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?

5. What are the recruitment forms a company can use to find new employees? What
selection methods are the most effective?
1.What are the main methods of recruitment? What forms of internal recruitment can you think
of?
2.What are the main advantages of internal recruitment?
3.Why is it necessary to recruit from outside the organization? What is the commonly used tech-
nique for recruiting people from outside?
4.What is the difference between a recruitment agency and a firm of headhunters?
5.Why is it difficult for a graduate to find a job? What methods of looking for a job can you advise
him to choose? What specific methods are used by recruiters to attract graduates to fill in the
vacancies?
6.What techniques are traditionally used in recruitment? How long is usually a typical interview?
How fast do decision-makers make their choice?
7.Why have some companies shifted from interviewing to testing? What is the purpose of psycho-
metric tests?
8.In what way do approaches to selection differ across cultures?
9.What management skills and qualities are emphasized in different cultures?
10.Decipher the SWAN criteria. Do they have international validity?
11.What two qualities have international validity and why?

6. What is the difference between a manager and a leader? Which leadership qualities
can be acquired and which must you be born with? What are the three modern management
styles?
1.Why is leadership needed at all levels of organization?
2.What qualities of a leader were needed in the past? What qualities of a leader are needed now?
What factors have influenced change of priorities?

3. What leaders do modern businesses require? What should be done to instill these qualities?
4.Leadership is traditionally considered to be an inborn quality. Is it possible to teach those skills?
Are you a leader or a follower by nature?

5.What types of leaders do you know? What management style is typical of a task-motivated
leader/ a relationship-motivated leader?

6.What does it mean “to delegate authority”? Does it have any benefits for the boss/ the employ-
ees? What management style is empowerment typical of?
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7.Should a leader be good at team-building? What kind of people should be included in a team and
why? What role would you prefer and why?

8.Which of the three management styles would you prefer to use as a manager/ experience as an
employee? Why?

7.5. MeToanuyecKkue MaTepHaJbl, ONpeAeIsdIolue Npouelypbl OLeHUBAHUA 3HAHUH, yMe-
HU, HABBIKOB U (MJIM) ONbITA JeATEJbHOCTH, XapPaKTEePU3YOIIUX 3TaNbl GOPMHUPOBAHUA
KOMIIeTeHI M

Jlyist oOy4Jaroruxcst mo ouHol popme 00yueHus ypoBeHb CHOPMUPOBAHHOCTH KOMIIETEH-
UK (KOMIIETCHIIUMN), pEaJIM3yeMbIX JaHHOW JUCIUILUIMHON, OIICHHUBACTCS C MPUMEHEHHEM
OaJUTEHO - PEUTUHTOBOM CUCTEMBI B X0J1€ TEKYIIIEH M MPOMEKYTOYHOM aTTECTAIIUN CTYIEHTOB CO-
rinacHo [lonoxkeHuto o GaIbHO-PEHTUHTOBOM crcTeMe ABTOHOMHON HEKOMMEPUYECKOW OpraHu-
3aluu Bbicuiero oopasoBanus « MHCTUTYT MEXTyHAPOJAHBIX SKOHOMUUYECKUX CBSI3EI.

Jiist 00y9aromuxcs o 0YHO-3a09HOM U 3a04HOM popmam 00ydeHHs YPOBEHb CPOPMUPO-
BAHHOCTH KOMITETCHIMH (KOMITETEHIIHIA), peaai3yeMbIX JaHHOU JUCIIUILTHHON OIICHUBACTCSI C HC-
MOJIb30BAaHUEM TPAJIULIMOHHOMN IIKAJIBI: «HEYIAOBIETBOPUTEIBHOY», «YIAOBIETBOPUTEIBHOY, «XO-
POIIO», «KOTIUYHOY (MPH MPOBECHNUN YK3aMEHA) UJTH «3aU4TEHOY» / «HE3a4TCHO» (IIPH MPOBEACHUHN
3aueTa), coriacHo [1o0keHnI0 0 TeKyIeM KOHTPOJIE M MPOMEKYTOYHOU aTTecTanuu 00ydaro-
nmxcst B AHO BO «MHCTUTYT MEXTyHAPOAHBIX SKOHOMUYECKHUX CBS3EH».

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

MakcumanbHast OlleHKa TeKyIei paboTsl cTyieHToB — 50 Oaos, B T.4:

- MOCEIEHUE AyAUTOPHBIX 3aHATHH (KOHTAaKTHas paboTa — JIEKIHMH, TPaKTHUYECKUEe pa-
00TbI/ceMHHApBI) — MakcuMyM 20 6aios;

- paboTa Ha ceMHHapax M MPAKTUYECKHUX 3aHATHUAX (BBICTYIUICHHE C JOKJIAJ0M, MOJArO-
TOBKa IMPE3EHTAIIN, YCTHBIE OTBETHI, PEIICHUH 3a1a4, paboTa CTyJI€HTOB MAJbIX TPyMaX, BbI-
MOJTHCHHE 3aJaHUH U T.I1.) — MakcuMyM 20 0aJiyioB,;

- MMUCbMEHHAs KOHTPOJIbHAS paboTa, pedepaT U Apyrue BUAbI MUCbMEHHBIX paboT — Mak-
cumyM 10 6aytoB (ecii MpeyCMOTPEHO BBIMTOJHEHUE ABYX PaOOTHI — MAaKCUMYM TI0 5 OaJIIoB 3a
KaX]IyI0).

IIpomexyTouHasi aTTecTalMs B COOTBETCTBUU C YYEOHBIM IJIJAHOM IO HAIPaBJICHUIO
38.03.02 MenemxmenT (npodmiib «MeXTyHapOAHBIM MEHEKMEHT») MO JAUCHUIUIMHE MPOBO-
IUTCs B JOpMeE 3a4eTa C OLEHKON U 9K3aMeHa.

MaxkcuManbHasi OlleHKa 3HAHWW, YMEHUN U HABBIKOB CTYJ/ICHTA, BBIIBICHHBIX B XOJ€ 3a-
yeta/ ’x3ameHa — 50 6auoB. Cymma OalljioB Ha 3adeTe/PK3aMEHE CKIIAJIbIBAET U3 OICHKHU IIpa-
BUJILHOCTH BBITIOJIHEHUS] TECTOBBIX 3aJJaHHI MJIM YCTHOTO OTBETA U PEIICHUS CUTYAIlMOHHBIX 3a-
Jau.

MaxkcumanbHOe KOJIMYeCTBO OaioB 3a BBIITOJHEHHS 331aHUH JJ1s IPOBEPKU YPOBHS CPOp-
MHPOBAaHHOCTH 3HaHHUI — 20 6aJJI0B. DTO MOTYT OBITh TECTHI WJIM IIPH YCTHOM 3a4yeTe/IK3aMeHe
OTBETHI Ha BOIIPOCHI OmiteTa (3a Kaxapli Borpoc He O6osee 10 6aios).

IIIkaja oleHKH TeCTOBBIX 3aJaHHl
e TecTsl 3aKpHITOrO TUIA (MHOKECTBEHHOTO BBIOOPA, AIbTEPHATUBHOTO BEIOOPA, UCKITIOYCHHS
JIMIIIHET0, BOCCTAHOBJICHUS MTOCIJIEIOBATEILHOCTH )
[IpaBunbHO BEIOpaH BapuaHT oTBeTa — 1 Gamn
e TecTbl JONOJIHEHUSA
Bnican BepHbIii oTBET — 2 Oaia
Illkaja oueHUBaHUs YCTHOTO 0TBeTA (B 0a/1/1aX) HA BONMPOC HA 3a4eTe/IK3aMeHe

Tema packpsITa ¢ ONOPOMl HA COOTBETCTBYIOLIME MMOHITHUS 3

PacKpbITHE TEMBI, HC- | i reqneryueckie MONOKEHHS
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M0JIb30BaHUE OCHOB-
HBIX ITIOHSTHUHI
(MakcumywMm 3 Gasta)

AprymeHTanusi Ha TEOpETUYECKOM YPOBHE HETIOJIHAA, HO C
OIIOPOY Ha COOTBETCTBYIOIME MOHATHUS

AprymeHTanusi Ha TEOPETHYECKOM YpPOBHE HEIOJHAs,
CMBICT psiJia KITFOUEBBIX MOHSATUI HE 00BICHEH

TepMHUHOTOrMYECKHI anmapaT HEMOCPEACTBEHHO HE CBS-
3aH C PaCKpbIBAEMOM TEMOU

Nznoxenune hakToB u
MIPUMEPOB TI0 TEME
(MakcumyM 3 Gasa)

[TpuBoasiTcs hakThl U IPUMEPHI B IIOJTHOM 00BEMe

[TpuBOIATCS IPUMEPHI B TIOJTHOM 00BEME, HO MOXKET OBITh
noryiieHa ¢pakTuyeckas omuoka, He MPUBEAIIAS K CyIIIe-
CTBEHHOMY MCKa)KCHHIO CMBICIIA

[IpuBoasiTcs mpuUMeEpHl B yCEUEHHOM 00BEMe, JTOMYIIEHO
HECKOJIbKO (DaKTHUECKUX OMIMOO0K, HE MPUBEALINX K CyIlle-
CTBEHHOMY MCKa)KEHHIO CMBbICIIA

Jomymensbl (hakTUYECKUE U JIOTHUYECKUE OIIMOKH, CBUJIC-
TEJIHCTBYIONINE O HENOHUMAaHUU TEMBI

Kommo3umonnas 1ie-
JIOCTHOCTbB, JIOTHYE-
CKas MOCJICA0BATEIIb-
HOCTb

(MakcumywMm 3 Gasta)

OTtBeTr XapakTepusyercss KOMIO3MIMOHHOW LENbHOCTBIO,
coOJII0/IeHa JIOTUYecKas OCIe10BaTeIbHOCTD, MTOAEPHKH-
BACTCs PABHOMEPHBIN TEMII Ha POTSKEHUU BCEIO OTBETA

OTBeT XapakTepU3yeTcs KOMIIO3MIIMOHHON UEIbHOCTHIO,
CCTh HApyHWICHUSA IMOCJICAOBATCIbHOCTU, MOAACPIKUBACTCA
pPaBHOMEPHBIHM TEMIT Ha MPOTSHKEHUHU BCEro OTBETA

EcTp Hapy1IeHNs KOMIIO3ULIMOHHOM LIEJIOCTHOCTH U T10CIIe-
JIOBaTEJIbHOCTH, OOJBIIOE KOJIMYECTBO HEOIPABIAHHBIX
nays

He IMPOCICIKUBACTCH JIOT'MKa, MBICJIb HE Pa3BUBACTCA

PeueBBIX U JIEKCUKO-
rpaMMaTHYE€CKHUX
OLIMOOK HET

(1 6an)

MaxkcruMaabHOE KOJTUYECTBO OAJIIOB 32 BHITIOTHEHUS 3aJaHU JJIs IPOBEPKH YPOBHSI CPop-
MHUPOBAHHOCTH YMEHHI 1 HaBBIKOB — 30 0aJ110B.
MaxkcruManbHOE KOJTUYECTBO OAIIIOB 32 BBITIOTHEHUS 3aJaHU JIs IPOBEPKH YPOBHSI CPop-
MHUPOBAHHOCTH yMeHH — 10 0a/110B.

[ITkayia oLleHMBaHMs CTaHJAPTHBIX 3a]1a4

[TornManue npeacTaBIeHHON HHpOpMaIUn 0 1 2 3
Wznoxenne (hakToB 0 1 2 3
[Ipenyioxkenune cnocoda pemeHus mpooJIeMbl 0 1 2 3
AKKypaTHOCTh 0(hOpMIICHHS 1
HUTOTI'O: 10

MaxkcumanbHOe KOJIMYeCTBO OalIOB 3a BBIITOJIHEHMS 331aHUH 17151 IPOBEPKU YPOBHS CPOp-
MHUPOBaHHOCTH BlIaficHU — 20 0aJ110B.
[IIkana olleHNBaHUS HECTAHJAPTHBIX CUTYALMOHHBIX 3a/1a4, TPEOYIOIIMX apryMEeHTallH co0-

CTBEHHOU TOYKH 3pEHUs

[TornManue npeacTaBiIeHHON HHpOpMaIUu

Wznoxenne (HakToB

[Ipenyioxkenune cnocoda pemeHus mpooJIeMbl

ObocHoBaHMe criocoba penieHus npoodIeMbl

[IpennokeHue abTEpHATUBHOIO BApHAHTA

HOJ'IHOTa, IIOCJICA0OBATCIBbHOCTD, JIOTHUKA U3JIOXKCHUA

[ellellelle]le}le)

N N

NINININININ
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AKKYpaTHOCTb M NPABHIBHOCTh O()OPMIICHUS

2

HUTOI'O:

20

[Tpu BBICTaBICHUH 3a4eTa/7K3aMEHAIMOHHON OLIEHKH CyMMHUPYIOTCS Oalibl, MOTy4YeHHBIC
B X0JI¢ TeKyIeH paboThl U 0aJUIb, TOJYYCHHBIC HEMTOCPEICTBEHHO B X0JI€ 3a4eTa/7K3aMeHa.

[TepeBon uToroBoit cymMMsl OamioB o aucuuiuiiae u3 100-0aniabHOM B SKBUBAJICHT Tpa-
TUIMOHHOM MATUOATUTPHOM CUCTEME OCYIIECTBIISIETCS] B COOTBETCTBUH CO CIEAYIOIICH 1IKaoi (11.
3.3 Ionoxenus o GaIIbHO-PEUTUHTOBOM CUCTEME):
3ader (C OLIEHKOH)

Bamnel mo 100-0ayuibHOM-1IKATIE

[TarubaiuipHas cucreMa OLEHKH

85-100 6ayutoB

3aureno (OTau4HO)

70-84 0asuioB

3auteno (Xoporio)

50-69 6amioB

3aureHo (Y 10BIETBOPUTEIHHO)

49 GayuI0B U HIKE

He 3aureno (HeymoBieTBOPUTETHHO)

DK3aMeH

Bamner mo 100-0ayuibHOM-IIKATIE

[TarubaiuipbHas cucTeMa OLEHKH

85-100 6anmoB OTan4HO

70-84 6amnoB Xoporio

50-69 6amioB Y 10BIETBOPUTETHHO
49 GaIoB U HIKE HeynoieTBoputenbHO

Onucanue MKAaJbl OLeHNBAHNUSA

OneHka «HeyA0BIETBOPH-

Onenka «yJ0BIETBOPU-

OreHka «XopoImo» OueHka «oT-

He pa3Burta. O0y4aro-
[Uiics He 001a1aeT He-
00XOMMBIMU 3HAHHSIMH,
HE CMOT MPOJIEMOHCTPH-
pOBaTh YMEHHUS U
HaBbIKU

4acTh) HEJTOCTATOYHO
pazButa. O6yuaro-
IIHAICS YaCTUYHO 3HACT
OCHOBHBIEC TEOpETUYIC-
CKHE MOJI0KEHHMS, J10-
MyCKaeT OMIMOKU TpU
ONPECIICHUH TTOHATHIA,
CIOCOOCH peliaTh CTaH-
JApTHBIC 3a/1a4H, J10-
nyckas HeOOoJIbIIHe Mo-
I'PEITHOCTH

TEIHHOY» (HE 3aUTEHO) TEILHOY (3aUTEHO) (3auTeHO) JTUIHOY
49 6annoB U HUXKE 50-69 6amnoB 70-84 GannmoB (3a4TeHO)
KOMITETSHIIHS (KOMIIe- ba3oBsIii ypoBeHb [ToBbIIICHHBIT 85-100 6anoB
TEHIIUHN ) He CHOPMHUPO- OCBOEHUS KOMIIETCH- YpOBEHBb OCBOEHUSI | BhICOKHMII ypoBEHB
BaHa U (KOMITETCHITU ) KOMIIETEHIIU OCBOEHHUSA
(KOMITETEHIIHI ) KOMIIETCHIIUU
(KOMTIETEHIIHIA)
Kowmmerenus (ee 4actp) Kommerenrus (ee OOyyarommwmiicst Bna- OObyyarormmiics

o0JIaziaeT BCECTO-
POHHUMH U TITy00-
KAMH 3HaHHSIMU,
YBEPEHHO JEMOH-
CTPHUPYET yMEHHS,
CJIO’KHBIC HaBBIKH,
YBEPEHHO OpHEH-
TUpPYETCS B TPaK-
THYECKHUX CUTYya-
USIX.

JIeCT 3HAaHUSMU U
YMEHUSAMHU, NIPOSIB-
JISIET COOTBETCTBYIO-
LI1€ HaBBIKU IIPU pe-
LICHUM CTaHIApTHBIX
Y HECTaHJapTHBIX
3aJa4, HO UMEIOT Me-
CTO HEKOTOpPBIC HE-
TOYHOCTH B IEMOH-
CTpaLy OCBOCHUS
MaTepuana

IIpoueaypa u KpuTepuM OLEHKH ¢ MPUMEHEHUEM TPAJAUIMOHHOI

HHUA

IIKaJbl OLICHUBA-

JIJst CTYZACHTOB OYHO-3a0YHOM M 3a04HOM (popM 00ydeHHsI ypOBEHb CHOPMUPOBAHHOCTH

KOMHGTGHHHFI OLICHUBACTCA C UCIIOJIb30BAHUEM TCCTUPOBAHUA — CUCTCMbI CTAHAAPTU3UPOBAHHBIX
MPOCTHIX U KOMIUIEKCHBIX 3aJaHUM, MO3BOJISIONICH ONPEACIUTh YPOBEHb 3HAHUM, YMEHUN U BJa-
JEHUI 00y4aromerocs.

Kputepun onieHnBaHus TECTOBBIX paboT:
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OIICHKA «YJOBJICTBOPUTEILHO» / «3auTeHO»- 32 51-69% MpaBUIIbHO BBIMOJTHEHHBIX 3a]1a-
HHUH,

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

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

B cnyuae npoBeneHns IpOMeKyTOUHOM aTTeCTallii B YCTHO-ITUCBMEHHOM (pOopMe HCTIONb-
3yeTcs cleayromias Kana OLeHUBAHUSA:

Onenka «omauunoy / «3aumeroy. OTBETHl Ha MOCTABJIECHHBIC BOMPOCHI M3JIaraloTCs JIo-
TUYHO, MOCIIEAOBATEIbHO M HE TPEOYIOT NOMOTHUTENbHBIX MmosicHeHui. [TomHO packpbIBaroTCs
MPUYHHHO-CJICACTBEHHBIC CBSI3U MEXTY SIBICHUSMU M COOBITUAMH. JlearoTcs 000CHOBAHHBIC BBI-
Bozbl. [IpakTuueckas 3agada peuieHa BepHO. CTYJIEHT YBEPEHHO OTBEYAET Ha JOMOIHUTEIbHbBIC
BOMpockl. [Ipu mpoBeAeHNN TECTUPOBAHUS KOJIMYECTBO MPABMIIBHBIX OTBETOB OOJIBINIE UJIH PABHO
85 %.

Ornenka «xopowoy / «3aumernoy. OTBETHI Ha TIOCTABJICHHBIC BOIIPOCHI U3JIaratoTCsl CUCTE-
MaTU3UPOBAHO U TOCJEAOBATENbHO. MaTepuan u3jaraercs JI0CTaTOYHO YBEPEHHO. PacKphIThI
MPUYHHHO-CJICACTBEHHBIC CBSI3U MEXAY SBICHUSIMH U COOBITHUSMHU. JIEMOHCTpUPYETCsl yMEHUE
aHaJIM3UPOBATh MaTEPHall, OJIHAKO HE BCE BBIBOBI HOCST apryMEHTUPOBAHHBIN U JIOKa3aTEIbHBIN
xapaktep. [IpakTrueckast 3a1aua perieHa BepHoO, T100 AOIyIieHa HecyIecTBeHHas omunoka. Cry-
JIEHT MOKET JI0MYCTUTh HETOYHOCTh IIPU OTBETE Ha JOMOJHUTEIbHBIE BOIIpockl. [Ipu npoBenenun
TECTUPOBAHUS KOJIMYECTBO MPABMIIbHBIX OTBETOB OoJibIiie uiau paBHO 70 %o.

Onenka «ydosiemeopumenvroy / «3aumenoy. JIOMyCKAIOTCS HAPYIICHUS B MOCIEIOBA-
TETLHOCTH M3JI0KeHMsI. HemoaHo pacKphIBalOTCS TPUYUHHO-CIICICTBEHHBIC CBSI3U MEXKIY SIBJIC-
HUSMU U COOBITUSIMU. J[eMOHCTPUPYIOTCS TOBEPXHOCTHBIC 3HAHUS BOIIpOca. B pemennn npakTu-
YECKMX 3aJ1a4 JIOMyIIeHa OImOKa, UCTIpaBIisieMasi ¢ TOMOIIBIO mpernoaaBatens. Mimerorces 3arpya-
HEHUs ¢ BbIBOJaMU. CTYIEHT YaCTUYHO OTBEYAET Ha JIOMOJHUTENbHbIE BOpockl. [Ipu mposee-
HUU TECTUPOBAHUS KOJMYECTBO MPaBUIbHBIX OTBETOB Ooiiee 51 %.

OnenHka «Heydogremsopumenvhoy / «He 3aumeroy. Marepuan u3jaaraeTcsi Hermocluea0Ba-
TEIbHO, COMBUMBO, HE MPEACTABIISET ONMPEACICHHOW CUCTEMbI 3HAaHUHW 1o auciuiuinHe. He pac-
KPBIBAIOTCS TIPUYUHHO-CIICICTBEHHBIE CBS3M MEXIy SBICHUSMHU U cOOBITUSIMU. He mpomeMoH-
CTPUPOBAHO YMEHHE aHATU3UPOBATh MaTeprall. [IpakTudeckas 3ajada He pelieHa Wik pelieHa He
BepHO. BBIBOIbI HE MpaBWIbHBI UK HE cenanbl. OTBETHI Ha JOMOJHUTEIbHBIE BOIIPOCHI OTCYT-
cTBYIOT. [Ipu npoBeieHnH TeCTUPOBAHUS KOJUYECTBO MPABWIBHBIX OTBETOB MeHee 50 %o.

[Tpu popmupoBaHUU OKOHYATEIHHOTO PE3yIbTaTa MPOMEKYTOYHON aTTeCTAIlUH C IPUMe-
HEHUEM TPATUIIMOHHON IIKaJIbl OLICHUBAHUS YUYUTBIBAIOTCS PE3YyJIbTaThl TEKYIIETO KOHTPOJIS pa-
OOTHI CTy/IEHTA U OIIEHKA MOKET OBIThH MOBHIIICHA HA OJUH OaJl.

8. IlepeuyeHb OCHOBHO M 1OMOJHHUTEJIbHON YUeOHOM JTUTEPATYPbI, HEOOXOAUMOIH AJIs1
OCBOCHUS TUCHMILUINHBI (MOYJIs1)

8.1. OcHoBHas quTEpaTypa
1. JleBuenko, B.B. Awnrimiickuii s3bIK Uit 3KOHOMHUCTOB (A2-B2): y4eOHHK it By30B /

B. B. JleBuenko, E.E. lonaranésa, O.B. MemepsakoBa. — Mocka: M3znarensctBo HOpaiiT,
2020. — 351 c. — (Bwicmiee obpazoBanue). — ISBN 978-5-534-01167-8. — C. 1 — Tekcr :
anektponHbi // OBC HOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-dlya-

ekonomistov-a2-b2-450283

2. Croruuesa, O. H. Aunrnwmiickuii s361k 17151 skoHOoMuUCTOB (B1-B2). English for Business Studies
in Higher Education : yue6bnoe mocobue st By30B / O. H. CroraneBa. — Mocksa: M31arenbeTBo
Opaiit, 2020. — 197 ¢c. — (Bricmiee o6pazosanne). — ISBN 978-5-534-10008-2. — C. 1 —
Tekcr : anexTponnsiii / DBC IOpaiir [caitr]. — URL.: https://urait.ru/book/angliyskiy-yazyk-dlya-
ekonomistov-b1-b2-english-for-business-studies-in-higher-education-456076

3. Nanunenko, JI. I1. AHrnuiickuii si3bIK 1711 9KOHOMHUCTOB (B1—B2): yueOHUK 1 IpaKTUKYM /15t
By30B / JI. I1. lanunenko. — 3-e u3a., ucmp. u gon. — Mocksa: M3aarensctBo HOpaiit, 2020. —
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https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-a2-b2-450283
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-a2-b2-450283
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

130 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-07990-6. — C. 1 — TekcT: 251eKTpOHHBII
// OBC KOpaiit [caiit]. — URL.: https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-
452042

8.2. lonotHuTEIBHAS IUTEPATYPA
1. Axymesa, U. B. Anrmmiickuii si3bik (B1). Introduction Into Professional English: yueOGauk
U TpakTukyMm ans By3oB/ W. B. flkymesa, O. A. JlemuenkoBa. — 3-¢ U3[., UCOpP. U JOI. —
Mocksa : MU3natenscTBo FOpaiit, 2020. — 148 ¢. — (Bricmiee o6pa3oBanue). — ISBN 978-5-
534-07026-2. — C. 1 — Texkct: anekrponnsid // OBC HOpaiit [caiir]. — URL:
https://urait.ru/book/angliyskiy-yazyk-b1-introduction-into-professional-english-451233
2. Memnsiino, B. B. Akanemudeckoe nuceMo. Jlekcuka. Developing Academic Literacy : yue6-
Hoe mocoOue 17151 By30B / B. B. Mensitno, H. A. Tynsakosa, C. B. UyMunkuH. — 2-¢ U31., UCTIp.
u gon. — Mocksa : U3natensctBo FOpaiit, 2020. — 240 c. — (Bricmee oOpa3oBaHue). —
ISBN 978-5-534-01656-7. — C. 2 — Texkcr: anextponssii / DbC FOpaiit [caiit]. — URL:
https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-literacy-452815
3. Mowuceesa, T. B. AHrmiickuii sI3bIK 11 9KOHOMHUCTOB: ydueOHOE mocobue it By30B /
T. B. Mouceesa, H. H. Llanmuna, A. FO. [llupokux. — 2-e u3a., nepepad. u gorn. — Mocksa:
NznarensctBo [Opaiit, 2020. — 157 c. — (Bwicmiee o6pazoBanue). — ISBN 978-5-534-
08911-0. — C. 1 — Texkct: oanekrponusii // 3BC HOpaiit [caiit]. — URL:
https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-455198
4. Hyxnosa, E. E. Aurnuiickuii si3sik. Professional Reading: Law, Economics, Management:
yueOHoe nmocodbwue 1 By30B / E. E. HyxxHoBa. — 2-¢ u3n., ucnp. u non. — Mocksa: M3narens-
ctBO Opaiir, 2020. — 149 ¢. — (Bsicmiee oopazosanne). — ISBN 978-5-534-07994-4. — C.
1 — Texct: anexrponnsiit / ObBC FOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-
yazyk-dlya-ekonomistov-455198

9. IlepeyeHn pecypcoB HH(POPMAITMOHHO-TEJIEKOMMYHUKAIIMOHHOI ceTH ""UHTepHeT", He-
00X0AMMBIX /1151 0CBOEHUSA IMCUMILIUHBI (MO1YJIs1) U MH(POPMALMOHHBIX TEXHOJIOTHA, HC-
N0JIb3yeMbIX IIPH OCYIIeCTBJIEHHH 00Pa30BaTe/LHOI0 Mpolecca Mo AUCHHIJIMHEe (MOYJI10),
BKJIIOYasl MlepevYeHb MPOrPaMMHOI0 o0ecrneyeHus U NHPOPMALMOHHBIX CIPABOYHBIX CH-
cTeM (IpH He0OXOTUMOCTH)

1. http://biblioclub.ru - 9BC «YHuBepcuTeTcKast OMOIHOTEKA OHIIAHH

2. https://www.real-english.com/new-lessons.htm - caiit ¢ ypokamu, cTaThsiMu 1 BUIIEO 3a-
PUCOBKAaMH JJIsI U3YYAIOIINX AHTJIMUCKUN SI3bIK, BCE MaTE€pUalIbl YCIIOBHO pa3eieHbl Ha
JICKCUYCCKUC U I'PAMMATUYCCKUC, NOCTYIIHBI BCEC YPOBHU CJIOKHOCTH.

3. Undopmarmonnas cucrema Everyday English in Conversation -
http://www.focusenglish.com

4. baza manneix Oxford Journals Okcdopackast OTKpbITast HHUIIHATHBA BKIIOYAET ITOJTHBIN
U QaKyJIbTaTUBHBIA OTKPBITHIN 10CTYM K Oosee, ueM 100 xypHanam, BEBIOPaHHBIM U3 KaX-
J0M TpeaMeTHOM obacTH - https://academic.oup.com/journals/pages/social_sciences

5. Online cnoBaps u Te3aypyc Cambridge Dictionary - https://dictionary.cambridge.org/ru/

JInneH3noHHoe InporpaMmmMHOE obdecreyeHue:
- Windows 10 HOME SL (OEM) / Windows 8.1 HOME SL (OEM);

- Office Professional Plus 2019;
- CnpaBouHo-nionckoBas cuctema «Koncynprantllintoc: Beiciiast mkomnay.

10. MeToguveckne yKazaHus AJs1 00y4arOIMXCH M0 OCBOCHUIO TMCUMILIUHBI (MO1YJIs)
CogeTbl 110 BeJIeHUIO IJ10ccapusi MpogecCHOHATBHBIX TEPMHHOB
4 OTO6paHHBI€ TCPMHHBI U JICKCUYCCKUC CAUHUILIBI JOJIZKHBI OTHOCUTBHCA K IIUPOKOMY U Y3KOMY
PO UITIO CIIEIUATBHOCTH,
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https://urait.ru/book/angliyskiy-yazyk-dlya-ekonomistov-b1-b2-452042
https://urait.ru/book/angliyskiy-yazyk-b1-introduction-into-professional-english-451233
https://urait.ru/book/akademicheskoe-pismo-leksika-developing-academic-literacy-452815
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-455198
http://biblioclub.ru/
https://www.real-english.com/new-lessons.htm
http://www.focusenglish.com/
http://www.oxfordjournals.org/
https://academic.oup.com/journals/pages/social_sciences
https://dictionary.cambridge.org/ru/

v/ 0TOOpaHHBIC TEPMUHBI U JEKCHUCCKHE EIAUHMIIBI JOJDKHBI OBITH HOBBIMH U HE AyOJIHPOBATH
paHee U3yueHHBIE;

v’ 0TOOpaHHBIC TEPMUHBI U JICKCHIECKHE CITUHUIIBI JOJDKHBI OBITH CHA0KEHBI TPAHCKPUTIIIUCH U
MEPEBOJIOM Ha PYCCKUI SI3BIK (BO M30€KaHUE HETOUHOCTEH PEKOMEHTyeTCs TTOJIb30BaThCS CTICIIH-
AJTM3UPOBAHHBIM CIIOBApEM);

V' 00lilee KOJINYECTBO OTOOPAHHBIX TEPMHHOB HE JJOJKHO OBITH MeHbIe 500 ¢THHMUII;

v/ 0TOOpaHHBIC TEPMUHBI M JIEKCHUYECKUE €UHUIIBI TPEAHA3HAYECHBI JUTS aKTHBHOTO YCBOCHHS
AOJIKHBI UCITOJIB30BATHCA IMPU YTCHUHW, BOCIIPHUATHUHN HA CJIIYX, TOBOPCHUU U ITUCBMC.

MeToanyecKkue peKOMeHAAlMH N0 HAMMCAHUIO 1eJ10BOI0 MUCbMA

[TucbMO 1OJIKHBI OBITH SICHBIM, KPATKUM U BEXKIIUBBIM.

YnorpebsiiTe MpoCcThie CI0BA/BBIPAXKEHUS BMECTO BHICOKOMAPHBIX M CTEPEOTUITHBIX, €CIIU
OHU MMEIOT OJTHO 3HA4Y€HUE, KOHKPETHbIE BMECTO a0CTPaKTHBIX. UeM mpolie Bbl TOBOPHUTE, TEM
obicTpee Bac moiiMyT. OHaKo He 3a0bIBaiiTe, YTO B OQUIMAIBHON JIETOBOM MEpenucKe He HC-
MOJIB3YIOTCS HUKaKKue cokparieHus tima "['m" u cienr. Hanpumep, BmMecto ¢passr "We are the
recipients of", imyure ckazars "We received". Bel 1o0beTeCh KPaTKOCTH H SICHOCTH B CBOMX ITUCH-
Max, eciii Oy/ieTe HCI0JIb30BaTh KOPOTKHUE WM CPEJHEN JUIMHBI IPEI0KEHUS BMECTO AJTMHHBIX
¥ CJIOXKHBIX 000pOTOB. I'paMoTHOE /ieeHne Ha ab3alibl 00JIeryaeT 3pUTeIbHOE BOCIPUSATHE TEKCTa
U 33/1a€T BCEMY IIPOLIECCY PUTM.

OnHUM U3 TOKa3aTreneil BEXIIMBOCTH B JICTIOBOM MEPENHCKe SIBISETCS JIMYHOE 00palieHne K
yenoBeky. He Hasio 3a0bIBaTh PO BEXKIIMBOCTD J1aXKe TOI'/1a, KOI'/1a Bbl OYEHb HE0BOJIbHBI KEM-TO
WX YEeM-TO.

IMonwITOoXKUM:

1. Bribupaiite KOpOTKHE U CpeHell TUHBI MPEUIOKEHHS, YIOTpeOIIiTe IPOCThIe CI0Ba U
BBIPa)KEHUS

2. He ynotpebnsiiTe pa3sroBOpHbIE COKPAILCHUS U CJICHT

3. Jlenmnte HamMCcaHHOE Ha a03aIlbI

4. BynpTe BeXXJIMBBI U JUIIIOMATHYHBI

«Ianka» nucbMa.
Kaxxmoe nemoBoe muchbmMo revataercs (MUIIETCs ) Ha yKe 3ar0TOBJICHHOM, (pupMeHHOM OaHke. B
BepxHeii uacTu O1aHKa pa3MelnaeTcs Tak Ha3biBaeMas "'manka' - 3arojoBoK. OObIUHO B 3ar0JIOBKE
JTaHbI cJIeAyIolIUe CBeIeHUS:
e  3apErUCTPUPOBAHHOE HA3BAHWE KOMITAHUHU
e  KpaTKHE CBEJICHUS O XapaKTepe ee NesATEIbHOCTH,
e  KOHTaKTHas MHPOpPMALHUS.

Teno nucbma. 3akiawuurenbHas popma BexanBocTu. [lognuce.

[TepBeIii a03a1] OCHOBHOTO TEKCTAa HAYMHAETCS C TPEIUIOKEHHS, B KOTOPOM BbI ITOJITBEPIKIa-
€Te MOJIyYeHHE IChMa OT BaIllero KOPPECIOHICHTa, HITH CO CChIIKU Ha MOCTYMHBIIEE MTUCHMO.

OO0b19HO 00BEM JIEIIOBOTO MHUChMA HE MPEBBIIACT OHY cTpaHuly. Ho, ecnu o0beM nucbMa
OoJbIIIe OJJHOM CTPAHMIIBI M €T0 MPOAOJDKEHHE HalleuyaTaHO Ha OOpaTHOH CTOpOHE JIUCTa, TO B
KOHIIE MIEPBOM CTPAaHUIIBI UIIETCS P.t.0., uTo o3HayaeT Please Turn Over (CmoTtpure Ha o6opoTte).

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

WHorna BBl HE XOTUTE, YTOOBI MMOTyYaTellb BAIIETO MHChMa 3HaJ, YTO BbI €IIe KOMY-TO OTO-
cianu konuu. B aToM ciydae BHU3Y mEceM-KOmui Bel yKaseiBaete "b.c.c." - blind carbon copies.
(CKpBITBIE KOTIHH).
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Eciu k miucbMy uMeeTcst puiiokeHue (KaTajaor, KOHTPAKT, CYeT U T.1.), TO BHU3Y, TOCTIE MO
MUCH Jienaercs ykazanue o0 atom: "Enc:", "Encl:" - aTo cokpamenue ot Enclosure (puioxenue,

BIJIO’KCHHE).

HpnMepm,Ie A3BIKOBbIC KJINIIE AJd ACJIOBOI'0 NHCbMA IO YaCTAM:

1. O0pamenue

Dear Sirs, Dear Sir or Madam

H(ecnn BaM HE M3BECTHO UM aJpecara)

Dear Mr, Mrs, Miss or Ms

(ecnu BaM M3BECTHO UM aJpecaTa; B TOM
ClIy4yae KOIJa Bbl HE 3HAaeTe CEMEHHOE I10-
JIOXKEHHE KEHUIMHBI CleAyeT nmucatb Ms,
rpy0o0ii OIMOKOI SBIISETCS UCTIOIB30BaHNE
dpa3bl “Mrs or Miss™)

\Dear Frank,

H(B oOpanieHuu K 3HAKOMOMY YEJIOBEKY )

2. Berymuienne, mpeabiaylinee o0ueHue.

\Thank you for your e-mail of (date)...

HCHaCI/I6O 3a Ballle MMCbMO OT (Yucia)

\Further to your last e-mail...

HOTBeqaﬂ Ha Ballle MHChMO. ..

I apologise for not getting in contact with you be-
fore now...

Sl mpomry npoiueHus, 4To 4O CHUX IOp HE
HaIKCajl BaM. ..

\Thank you for your letter of the 5th of March.

HCHaCI/I6O 3a Bale NUChbMo oT 5 Mapra

With reference to your letter of 23rd March

OTHOCHUTENBHO Ballero IucbMa oT 23
Mapra

With reference to your advertisement in «The
Times»

OTtHocuTenbHO Bamlel pekiamsl B Taiimc

3. YKa3aHue NPpUYMH HAMMMCAHUSA MU CbMa

\I am writing to enquire about

H}I MUIIY BaM, YTOOBI Y3HATb. ..

[l am writing to apologise for

HH MUY BaM, 4TOOBI H3BUHUTKCS 34.. .

\I am writing to confirm

HH IUIIY BaM, YTO ObI IIOATBEPIUTD. ..

\I am writing in connection with

HH IIUILIY BAM B CBSIBU C ...

We would like to point out that...

Ms1 xotenu ObI 0OpaTUTH Ballle BHUMaHUE
HA ...

4. IIpocboda

\Could you possibly...

HHe MOTLJIA OFBI BEL. ..

\I would be grateful if you could ...

HH OBLT OBI MPU3HATEJICH BaM, €CJTH OBl BHI .

[l would like to receive

HH ObI XOTEJ MOJIYYUTh

Please could you send me...

HHG MOTJIH OBI BEI BEICIIATH MHE. ..

5. Corsniamenue ¢ ycJOBUSIMH.

\I would be delighted to ...

H}I ObLT OBI paj ...
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[l would be happy to

HH ObL1 OBl CUACTIIMB. .. |

\I would be glad to

H}I ObL1 OBI paf. .. |

6. Coo0111eHHe IJIOXMX HOBOCTEH

\Unfortunately

HK COYKAJICHUIO. . . |

\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 coxanenuto, Mbl BBIHYXIEHBI COOOITUTH
BaM oO...

7. Hpnnomeﬂne K IUCbMY JOMOJHUTECJIbHBIX MATCPHAJIOB

\We are pleased to enclose ...

HMBI C YAOBOJIbCTBHUECM BKJIAIBIBACM. ..

|Attached you will find ...

\We enclose ...

HMH IIPUJIATAEM. . .

\Please find attached (for e-mails)

HB NPUKPEITICHHOM (aiiie BbI HalfeTe. .. |

HBH Hal1eTe MPUKPETUICHHBIN (Daii. . .

8. Boicka3piBaHHe 0,1ar01apHOCTH 32 NMPOSIBJICHHBIN HHTEpec.

\Thank you for your letter of

HCHaCHGO 3a Balle MUCbMO |

\Thank you for enquiring

HCHaCI/I6O 3a IPOSIBJICHHBIA MHTEPEC. .. |

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

HMH xoTesu Obl M0OJIaroAapuTh Bac 3a. .. |

9. [lepexoa k apyroi teme.

\We would also like to inform you ...

HMH TaK K€ XOTeJU Obl COOOLIUTH BaM O...

\Regarding your question about ...

|OTHOCHTEBHO Bamero Bompoca o...

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

\I also wonder if...

HB OTBET Ha Ball BOIIPOC O... |

HMGHH TaKK€ UHTEPECYET. ..

10. lono/iHUTEILHBIE BONPOCHI.

\I am a little unsure about...

H}I HEMHOI'O HE YBEPEH B ... |

\I do not fully understand what...

HH HE JI0 KOHIIA ITOHSAI. .. |

\Could you possibly explain...

HHe MOTJIH OBl Bbl OOBSICHUT. .. |

11. Ilepenaya nadpopmanuu

I’m writing to let you know that...

HH MLy, YTOOBI COOOLIUTH O ... |

\We are able to confirm to you...

HMH MOKEM IOATBEPAHUTE ... |

\I am delighted to tell you that...

HMH C YAOBOJILCTBHE COOOLIAEM O ... |

We regret to inform you that...

K coxanenuto, Mbl BBIHYXIEHBI COOOIITUTH
BaM oO...

12. IIpensioxxenue cBoeii MOMOIIA

\Would you like me to...?

HMory au 5 (caenars)...? |

\If you wish, | would be happy to...

HECJII/I XOTHUTE, I C PafOCThIO. .. |
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Coo01ure, eciy BaM IIOHAZOOUTCI MOS

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

13. HamoMuHaHue 0 HAMEYeHHOH BCTPeYe WM 0KUJAaHue 0TBeTa

‘I look forward to ... H}I C HEeTEpIIEHNUEM XKy, |
‘hearing from you soon HKor/:[a CMOTY CHOBA yCJIBIIIATh Bac |
\meeting you next Tuesday HBCTpeqH C BaMH B cleayrommil BropHuk |
\seeing you next Thursday HBCTpeqH ¢ Bamu B UeTBepr |
14. Iloanuco

Uckpenne Bam (ecnu ums yenoBeka Bam
HE U3BECTHO)

Yours faithfully,

\Yours sincerely, H(ecnn nMsi Bam n3BectHO) |

KpuTtepuu oneHKH myuceM: JIOTHYHOCTD COJICPYKAHMS, HAIMYME S3bIKOBBIX KIIHUINE, YOCTUTEIhb-
HOCTh apryMEHTAIli1, TPaMOTHOCTh, O(hopMiIeHHE pabOTHI.

MeTtoauyeckue peKOMEHAALUH 110 MOATOTOBKE H 3alUTe NPe3eHTAIUH
Omnpenenure TeMy, LENb U IUIaH BBICTYIIJICHUSL.
YcTaHOBHTE IPOJOJKUTEIBHOCTD ITPE3CHTALINH;
OOparuTe BHUMaHUE Ha OCOOCHHOCTH CITyIlIaTelNeH;
IIpenycmoTrpute BKItOUYEHUE ClylIaTenaed B 00CykAeHUE TEMBI-IIPOOIEMBI;
Crnenute 3a MaHEpOW MPECTABICHUS MPE3CHTALMHU: COONIOICHUE 3PUTEIILHOTO KOHTAKTA C
ayIUTOpUEH, BBIPA3UTEIIBHOCTbD, JKECTUKYJIALNA, TEIOABUKEHUS;
v TlpemycMOTpUTE WILTIOCTPAIMH (HO HE TIEperpy X aiiTe HMHU CIaii/ipl), KJIIOYEBbIe CI0BA,
v O0s3aTeNbHO TPEAYCMOTPHUTE PEMETUIINIO BBHICTYIUICHHS B COMPOBOXICHUH C MPE3CHTa-
LHACH.
TpeOoBaHMsl K NPe3eHTALIMH:

NENENENIN

4. 7-12 cnaitnos B PowerPoint
5. [Tnan npe3eHTanuu:
v Berymienue (mouemy BeIOpaHa aHHasi Tema Mpe3eHTanun) (2 ciaiina)
v OcCHOBHas YacTh
v 3axnroueHue (BeIBObI) (2 craiiia)
6. Crnukep mpe3eHTyeT CBOIO TEMY M OTBEYaeT Ha BONPOCH! YYACTHUKOB.
IIpumepHbIe KJIMIIE IS 3AIIUTHI PE3eHTAIIUN:
Hauano
Starting
Formal Meeting Informal Meeting

Good morning/afternoon/evening ladies and Okay everybody. Please take a seat. Let’s get
gentlemen..... My name is ... and I'm head of started. If you have any questions, please feel
the marketing department. Ourpurpose this  free to ask me at the end of the presentation.
morning is to hear a presentation, and to dis-  We’ll hear a presentation and discuss it to see if
cuss it with all of you. there are any fresh ideas.
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take a seat-— mpucaxuBaiiTech, PUrPOSe — 1ienb, get started — nagars, diSCUSS — 00CYX-
natsb, feel free to ask — ceoOonHO cripamuBaiite, fresh ideas — csexue unen.

T'1aBHast yacTh

Introduction
Formal Meeting

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

This first slide shows our agenda for the day.

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

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

Informal Meeting

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

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

First I would like to talk about....

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

Lastly we are going to discuss...

Any questions so far? Please feel free to inter-
rupt me at any time.

be designed — 6bITh 3agymannsiM, slide — craiin, agenda — mosectka aus, let me start — mos-
BOJIbTE Ha4ath, Say thanks — 6maromaputs, OVerview — o63op, present the data — npeacras-

JSTh JaHHbIe, at last — nakowerr, conclusion — 3axmouenue, wWrap things up — 3asepmum, hold
the questions — nepxarts (He 3a0bIBaTh) Bonpockl, SO far — moka, interrupt - npepeiBath

HexoTopsie ¢pa3bl, JaHHBIE HIKE, TOMOTYT HE pacTepsAThCs U CPOKYCHUPOBATh BHUMAHUE ayIU-
TOpUHU B HaMOOJIee BAKHBIX TOYKAX Mpe3eHTaruu. Opas3sl OMHAKOBEI /715 JIFOOOTO THITA MTPE3eH-

Talu — GopManbHOTO U HEPOPMATIHLHOTO.
English

Now we will look at...

I’d like now to discuss...

Let’s now talk about...

Let’s now turn to...

Let’s move on to...

That will bring us to our next point...
Moving on to our next slide ...

Russian

Teneps B3rJIsiHEM Ha ...

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

Teneppb naBaiiTe Nepeniem K ...
[Ipomomxumc ...

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

3akJjaroueHue

English

Let's sum it up.

Let's wrap it up.

I would like to sum up the main points again...
So, in conclusion...

Finally let me just sum up today’s main top-
ics...

Russian

JaBaiiTe cyMMHpyeM.

3aBepLINM.

Eme pa3 xoten 661 CyMMHUPOBAThH IJIABHOE. . .
Hrak, B 3aKII0UYCHUE. . .

HakoHen, moaseaemM UTor CerogHsAIIHAM I1aB-
HbIM MOMEHTaM. ..

OTBeThI HA BONPOCHI

English

Russian
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S nymato, st oTBeTHI yKe Ha Bain Bompoc pa-

I think 1 answered your question earlier. HEe.

I'm glad you asked that. Pax, uro Bl cipocuim 06 3TOM.

Well, as | already said... Wrak, kak st yKe ¥ TOBOPHIL. ..

That's a very good question (of you to ask). Ouenp xopomuii BOpoc (KOTopblii Bel 3a-

So you are asking about... JIAJIHN).

If I’ve understood you correctly you are asking HWrak, Bsl ciiparimBaete o ...

about... Ecnu s npaBwiibHO noHsn Bac, Bel cipammBa-
€T€ 0 ...

OueHka npe3eHTanMii:

1. ECJII/I Hpe?)eHTaI_[I/I}I OIICHCHA Ha «KOTJIUYHO» CTy,Z[GHT UMECT npaBo Ha OTBCT U3 ABYX ACIICKTOB
Ha dK3aMeHe

2. OrneHka rmpe3eHTaI i CKIIaIbIBAeTCS U3 TOJOCOBAHHUS YIaCTHUKOB U MPOPECCHOHATBHOTO MHE-
HUSI IpenoaBaTenen

MeToanuyeckne peKOMeHIalUu 0 padoTe ¢ KelicaMu

«Keiic-cragm» (0T aHri. «case study» — U3ydeHre KOHKPETHOTO ciIy4asi / MpoOIeMbl / CUTYyaIlHH).
CyTh Kelc-TeXHOJIOTHH 3aKII0YaeTCs B TOM, YTO CTYI€HTaM IpejIaraeTcsi OCMBICIUTD JIEIOBYIO
CUTYAIIUIO, B3ATYIO U3 PEAIbHON YKOHOMUYECKOU MPAKTUKH, KOTOPAs HE TOIHKO OTPaKaeT KaKyro-
a100 MPaKTUYECKYI0 MpobiieMy, Kak IMPaBUIO, HE UMEIONIYI0 OJJHO3HAYHOI'O PEIIeHHUs, HO U KO-
TOpasi aKTyaJIM3UPYyeT ONMpeAeTICHHBIA KOMIUIEKC TPO(ECCHOHATBHBIX M KOMMYHHKATUBHBIX 3HA-
HUN U YMEHUU.

Y4yacTHHKaM MpeiaraeTcs CTaTh MPEJCTaBUTEIIMU KOMIAHUH, IPOOIEMBI KOTOPOW OHH TOJIEKO
YTO JETaJbHO U3YUYWIU, U BbICKa3aTh CBOIO TOUKY 3pEHUs CHaydajia B popMme mpe3eHTauu (MOHO-
JIOTUYECKasi pedb), a 3aTeM MPUHSATH Y4acTHE B IUCKYCCUU/TIEPETrOBOpax (IUATOrHIecKast U MOJH-
Joruyeckasi popMbl OOIIEHHUS ), B X0/Ie KOTOPOH JOJIKHO OBITh HAHACHO ONTUMAIBLHOE pelIeHHE.

Cxema pafoThI ¢ «Case study»
Jrtan 1. Opranu3anuoHHasA CTAAUA PA00THI HAJI KelCOM

| 3HAKOMCTBO C COJEPIKAHMEM JICTOBOI CHTYALHH |
v

| [TpenBapuTenbHOE 00CYXICHUE JICIIOBON CUTYaIlUU ‘
)

| BrIcTynieHUsl y4aCTHUKOB CUTY AL | ‘ [TogBeneHue UTOroB IPENOAaBaTesIeM
v
| DopMUPOBAHHUE MAJIBIX OATPYII U3 3-5 YEJTOBEK \
v
| Bo16op nuaepa B noarpynmnax \
v

| Br10op nuHNM noBeCHUS KOKI0M MOATPYIION \
v
| KoMMeHTapHH IperoiaBatelsi o0 00beMe IpecTosmei paboTsl |
Jtan 2. Paboyas cragus padoTbl HAX KeilcoM

\ JleranbHOE M3yYeHUE IETOBOM CUTYAIIMU YYaCTHUKAMU JIEJTOBOM CUTYaIIMK |
v

AHaU3 IeT0BOM CUTYAILMH B KaXKJA0W MOATpyMIe
Pa3paboTka niaHa nmpe3eHTaIluy aHaInu3a

e T

| Jluckyccus B MaJIbIX rpynnax \ \ [IpuHsTHE peneHn
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v

CpaBHeHHe pe3ynbTaToB paboThl ¢ 1py- | KoopauHaius aesTensHOCTH MpernojaBa-

T'MMU IMOATPYIIIIaMKA TCICM
v

| BeIcTynuieHus 1M1epoB NOATPYIIII ‘
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM

\ [IpuHsTHE OKOHYATEIBHOTO0, Hanbosee 3HPEKTUBHOTO perIeHUs \
v

| [TonBepeHue UTOroB paboTHI HAJY IEIIOBOW CUTYaIMen ‘

e ~.

| KoMMeHTapuy y4acTHUKOB CUTYalluu | | KoMMeHTapuu npenojaBareis
v

| OreHka mpernoiaBaTesieM paboThl KaKI0UW TOATPYIIIBI ‘

IIpuMepHbIe A3BIKOBBIE KIMIIE /I IPe3eHTallul Keiica
1. Introduction. Background information.
Let me present (to you) a case which is devoted to the problem/question of... (which deals
with/concentrates on). To start with, I’ll give you some background information.
The company .... operates in the ... industry, it produces/offers/provides..... on/in the .... market.
The company is based in...., it was founded in... by....
The company has a competitive edge over the rest of the industry/ its competitive ad-
vantages/unique selling propositions are...
2. Problem.
The problem the company faces is the following/as follows:...
The possible reasons for such a failure might be...
So the purpose of my presentation is to find ways ... (to overcome these obstacles/to eliminate this
risk/to increase the company’s sales) or
My task is to analyze the current situation and suggest a solution to the problem/possible ways
out/measures to improve the situation.
3. Solution.
The case offers /mentions a few options/there are a number of options in the case...
Let me enlist/name the options mentioned in the case...
Let’s dwell on their advantages and disadvantages/benefits and drawbacks/pros and cons/strengths
and weaknesses
In my opinion/to my mind/from my point of view/ as far as | am concerned
If the company implements the first idea, it will only benefit from employing this strategy be-
cause...
It’s worth doing... for a number of reasons. On the one hand... on the other hand...
The most sensible/ profitable/shrewdest thing to do is...
It makes no sense to ..../ it doesn’t make much sense to...
The risks of this strategy are quite obvious. It might lead to/result in... or the company might end
up doing...
4. Conclusion.
As you see the advantages of this option outweigh its disadvantages. If the company follows the
above-mentioned plan it will hopefully regain its position on the market.
That seems to be all | wanted to say, now I’m ready to answer your questions.

MeTozmquKne PEeKOMEHIAIUHA MO COCTABJICHHIO PE3IOME
Your resume is one of the most important tools you have when you are looking for a job. If
you are planning to spread your wings and soar higher in your career, you need to make your
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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. grad-
uated 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 ac-
quired. They should be related to the job you are applying for. If you have little or no work expe-
rience, concentrate on your skills and abilities.

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

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

7. 1f you have no work experience, it will be a good idea to highlight your personal skills and
qualities that are relevant to the position you are applying for (creative, sociable, resourceful, able
to work under pressure of deadlines, reliable, a good team player, a quick learner, results oriented,
excellent communication, organizational and time management skills).

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

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

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

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

ILnaH npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI J1€JI0OBOM MEPENUCKU: KIIUIIe, [Ianka MMcbMa, OCHOBHBIE coKpamieHus. [IuceMo-corpo-
BoxaeHuE. [Incemo-nmoareepxkaenue. [Tucpmo-3anpoc. [TuceMo-nipock6a. Pesrome.
2. Ayoupoeanue.

Bocnpusitue peun (pa3nuueHue 3ByKOB, MHTOHALIMOHHBIX U PUTMUYECKUX MoOJelei, nay3a-
I[MH); PacllO3HaBaHUE CIIOB (BOCIIPUSATHE 3BYKOBOT'O 00pasa CJIOBa, COOTHECEHUE ITOro o0pasa ¢
BOKaOYJISipOM, BOCCTAaHOBJIEHHE JIEKCUKO-TPaMMaTH4YEeCKOW M ceMaHTH4eckoi MH(pOopMauuu o
CJIOBE Ha OCHOBE BOCITPHSITHSI €r0 3ByKOBOW 000JI0UKH ); 00paboTKa MpeIIoKeHUH (apesuIsius,
orpeziefieHue CTPYKTYpPbI IPEJIOKEHHs], BBISIBICHUE €r0 KOMIIOHEHTOB); IOCTPOEHHE OYKBab-
HOI'0 CMBbICJIa NPCIIJIOKCHUA (BBIGOp PCICBAHTHOI'O 3HAUYCHUA IJII MHOTO3HAYHBIX CJ'IOB); coxpa-
HeHUe UH(pOpMalMK B KPATKOCPOUHOI MaMATH; paclio3HaBaHNWE KOT€3UBHBIX CPEJICTB B PEUU; HH-
TCprpeTanusa UMINTMIATHOTO COACPKAaHUA U HHTCHIIUN PCUCBOI'0 aKTa, IPOTrHO3UPOBAHUC;0PUCH-
Talus B CUTyaluu, GOopMyJIUpOBKA OTBETA.

3. JIekcuka.

Jlexcuueckuii 3amac aHTTMHCKUX (PPa3e0IOTHIECKUX U HIIMOMAaTUYECKUX 000pOTOB, YCBOCHHE
HaI/I60JI€€ yHOTp€6I/ITCJIBHBIX CHUHOHHUMOB, aHTOHMUMOB 1 OMOHHMOB AHTJIMHCKOrO SI3bIKa II0 CJICOAYIO-
MM TeMaM:

e Forms of business organizations
e Company structures

e Management

Recruitment and selection
Cultural awareness in business
Financial statements
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International trade
Marketing
Advertising
Ethics in business
Managing change
e Branding

4. I'pammamuka
Mopdoaorus

I'aaroa. JlelicTBUTenbHBIN U cTpanaTenbHbii 3amoru (Active and Passive Voices). Oco6eH-
HOCTH TE€PEBOJIa CTPaJaTEeNIbHBIX KOHCTPYKIIMM Ha PYCCKU sI3bIK. MoJanbHbIE TJIaroyibl U UX 9K-
BuBasieHTHL. ['arosier 10 be u to have, ynorpebstoniuecs B cCaMOCTOSATEILHOM, MOIaIbHOM (3K-
BHBAJICHTHO MOJAAJILHBIM IJIarojiaM, BHIPAXKAIOLIUM BO3MOXKHOCTh, BEPOSTHOCTD, JTOJIKEHCTBOBA-
HUE) U BCIIOMOTaTeNIbHOM 3HaueHUsX. OCHOBHBIE CBEJICHUS O COCTIarareIbHOM HAKIIOHCHUU.

Henwunsie ¢hopmsl rinarona: naGuautHB (Infinitive) u ero dyukuu; repysanii (Gerund) u
ero ¢ynkuu; npudactus (Participle I u Participle 1) B pyHKuusAX onpeneneHus u 06CTOSTENb-
ctBa. Croxxabie HopmMbl HHOUHUTHBA U IPUIACTHS.

CuHTakcuc

IIpocToe pacnpocTpaHeHHoe npeaJio:kenue. [IpsaMoi mopsaoK CIOB MOBECTBOBATEIHLHOTO
U IOOYIUTETHHOTO TPEATIOKEHUN B YTBEPAUTEIbHON U oTpunateabHoi popmax. OOpaTHBIii 1o-
PAIOK CIIOB BOIIPOCUTEIBHOTO MPETI0KEHUS.

C/10:KHOCOYMHEHHOE U CJIOKHOMOTYMHEHHOe Mpeasio:keHusi. HezaBucumerii (camocTosi-
TEJbHBIN ) TPUYACTHBIA 000pOT. NHGUHUTHB B YHKIIMH OTIPEICTICHUS U IEPEBOJI €r0 Ha PYCCKUM
SI3BIK OTIPEACIIUTEbHBIM MPUIATOYHBIM MpeiokeHneM. OObeKTUBHBIM HHOUHUTHUBHEIN 000pOT
(the Objective Infinitive Construction/Complex Object); cyObekTHBHBIH HHOUHATHBHBIH 000POT
(the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeueBbie aKThI I CUTYAIMOHHO OMPaBJaHHOE pedyeBoe moBeAcHne: KoMMyHUKaTHBHBIC JEH-
CTBUSI, HAaIIPaBJIEHHbIE HAa YUYET MO3UIMH coOeceHUKa JINOO MapTHEpa Mo AesITeNbHOCTH (MHTEN-
JIEKTyallbHBIA acCeKT KOMMYHHUKAINK). PeueBbie nelcTBUSA, CIyKaIIle CPEICTBOM KOMMYHHKA-
1uu (mepeaayr nHGOpMaIUy IPYTUM JTFOASM), CTOCOOCTBYIOT OCO3HAHUIO M YCBOCHUIO OTOOpa-
)aemoro cojaepkanus. KOMMyHHKaTUBHBIC JEHCTBUS, HAMIPABICHHBIE HA KOOTEPAIHIo, T.€. CO-
[J1IacOBaHMUE YCHINN MO JOCTUKEHHIO OOIIeH €)1, OpraHru3ally U OCYIIECTBICHUIO COBMECTHOM
JESITEIIbHOCTH

11. Onucanue MaTepuATbHO-TEXHHYECKOI 0a3bl, HEOOX0IMMOI /IJIs OCyIeCTBJIEHUs 00pa-
30BaTEJIbHOI0 MpoIecca Mo AUCHUILINHE (MOIYJII0)

s ocymiecTBiIeHHsT 00pa30BaTENBLHOTO TMpoIecca MO JUCHUIUIMHE HCIIOJIB3YIOTCS
y4eOHbIe ay JTUTOPUU JUIs TPOBEICHUS 3aHATHH JEKIIMOHHOTO THUIIA, 3aHATHI CEMUHAPCKOTO TUIIA,
TPYIIOBBIX W WHAUBUAYAJIbHBIX KOHCYJBTALMM, TEKYIIETO KOHTPOJISI U TMPOMEKYTOYHOU
aTTecTalllH, a TaK)Ke MOMEILEHUS JUIsl CAMOCTOATEIbHOM pabOThl M MOMEUICHUS AJIsl XpaHEHUs U
npOopHIAKTHIECKOTO 00CTYKHBaHUS y4eOHOTr0 000pyT0BaHHUS.

[lepeuens MaTepUATHHO-TEXHUYECKOTO 00ECTICYeHHS YUEOHBIX ay IUTOPUH:
—  Cneumanu3upoBaHHas MeOeIb AJIs MIPEToaBaTelis U 00yJaronuXcs;
— HoytOyk ¢ BbixogoM B ceTh «HTEpHET», JHOCTYNOM B JJIEKTPOHHYIO HH(OPMAIIMOHHO-
oOpa3zoBartenbHyto cpeny UHcTutyTa;
—  JleMoHCTpammoHHOE 000PYI0BAaHUE - MYJIbTUMEIUUHBINA TPOCKTOP, IKPaH;
—  YueOHO-HarmsgHble TMOCOOWs, OOECIeUUBAIONME TEMATHYECKHE WLTIOCTPAMH  TI0
JUCLUTIIINHE;
—  Jlocka yueOHas.
Jlist caMOCTOSATENbHOM paboOThl CTYJEHTOB HCHOJIB3YIOTCS IMOMELICHHS, OCHAIIEHHBIC
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KOMITbIOTEPHOM TEXHUKON C BO3MOKHOCTBIO OJKIIOUEHU K ceTu «HTepHeT» u o0ecrieueHueM
JIOCTYTIA B 3JICKTPOHHYIO HH(OpMaImoHHO-00pa3oBaTenbHyto cpeny MHcTuTyTa.

OO6cyxeHa 1 peKOMEHI0BaHa Ha 3acelaHuy Kadenpbl
TYMaHUTApHBIX ¥ CONUATBHO-3KOHOMHYECKUX IUCIUITIHNH
ITpotokon Ne 4 ot 13.02.2020 r.

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