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1. Heab u 32124 JUCUMILIHHBI (MOTYJISA)

Heas aucuumuinHbl «/lenoBas KOMMYHUKAIUS Ha aHTJIMACKOM S3BIKE (TIPOIABHHYTHIN
ypoBeHb Il)» — mpuobOpereHne cTyleHTaMH KOMMYHHKaTHBHBIX HAaBBIKOB, YPOBEHb KOTOPBIX
JOCTaTOYEH Ui PpEIICHUS COLUAIbHO-KOMMYHUKATHUBHBIX 33/a4 B Pa3IMYHBIX O0JIACTSIX
poeCCHOHANBHBIX Cep NEATETBHOCTH U B IIEIIX CaMO0Opa30BaHUsI.

3agauu AUCHMILINHBI:
— JIOCTIDKEHHE HEOOXOAMMOIO YPOBHSI JIMHTBUCTUYECKHMX HABBIKOB — M3y4€HHE U
HCIIOJIb30BAHUC JICKCUYCCKUX U I'PAMMATUYCCKUX CAWHUIL B O6’béMe, KOTOpBIﬁ HCOGXOI[I/IM JJIA
TBOPYECKOH J1eATENbHOCTH B PO eCCHOHATIBHBIX cpepax U CUTYaLUsAX;
— pa3BUTHE JUCKYPCHBHBIX HAaBBIKOB — YMEHHS TIIOCTPOCHHSI IIEJIOCTHBIX, JIOTHYHBIX
BBICKA3bIBaHUN (JIMCKYpCOB) pPa3HbIX (DYHKIIMOHAIBHBIX CTHJIEH B YCTHOM M MHChbMEHHOMN
KOMMYHHKAIIUA Ha OCHOBC IIOHUMAaHUuA Pa3JINIHBIX BUI0OB HpO(i)CCCHOHEUIBHO-
OpPUEHTUPOBAHHBIX TEKCTOB MPH YTEHUH U ayIUPOBAHUH;
— pa3BUTHE NPAKTHUKU HCIIOJIB30BAHUS AHTIUICKOTO s3bIKa MJI PEUIeHHs CHEeIHalIbHBIX
npodecCHOHANIBHBIX 3a7a4 (MoAdop JUTepaTypbl, YTEHHE COOTBETCTBYIOIIUX HCTOYHHKOB,
MIPOCMOTP MPOTPAMM IO HHTEPECYIOMICH CTyIeHTa TPOOIeMaTHKE);
— 3aKpeIUIeHHE CTpPaTerHYecKkoro HaBblKa — HaBblKa HCIOJb30BaTh BepOaJibHbIE U
HeBep6aﬂbHBIe CTpaTCru Jjid KOMIICHCAlun HpOGGHOB, CBsI3aHHBIX C HEAOCTAaTOYHBIM
BJIQJICHUEM SI3BIKOM;
— Ppa3BUTHE KOTHUTHUBHBIX U UCCIIEI0BATEIbCKUX YMEHHUIA;
— pacuiMpeHue Kpyrozopa U TMOBBIIIEHHE OO0IIEeH KyJIbTYphl: H3yY€HHE KYJIbTYpPHBIX
0c00EHHOCTEH, HPaBOB, OOBIYAEB CTPAH U3YYaEMOT0 S3bIKA, STHKH, BOCIIUTAHUE TOJIEPAHTHOCTH
U YBa)KEHUS K JyXOBHBIM IIEHHOCTSIM Pa3HBIX CTPaH U HapOJIOB;
— ¢opMupOBaHHE TOTOBHOCTH HAJAXKUBATh MEKKYJIbTYPHbIE U BHEITHEOKOHOMUYECKHE CBSI3H,
NpPEICTaBIATh CBOIO CTpPaHy Ha MEXKIYHApPOIHBIX CEMUHapax, KOH(EpeHIMsIX, padodynx
BCTpeUax, y4acTBOBaTh B MPE3CHTALINAX;
— Ppa3BUTHE YMEHHS HaXOJUTh PEIICHUS B OBICTPO MEHSIOIIUXCS YCIOBUSAX MEXIYHAPOIHOIO
Ou3Heca.

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

NPOrpamMmbl
Kon
IlnanupyemMblie pe3yabTaTbl 00y4eHUs
koMmmnereH| Coaep:xxaHue KOMIETEeHIHH
Mo JUCHUNJIHHE
1
CIIOCOOHOCTH K KOMMY- 3uats (J1)! — rpaMmaTHueckue npaBuia, GopMbl 1
HUKAIIUU B YCTHOU H KOHCTPYKIIHH, AHTJIOSI3BIYHBIC peueBbie
OK-4 MUCbMEHHOM opMax Ha CTPYKTYphl W JIEJIOBYIO  TEPMHUHOJIOTHIO,
PYCCKOM U MHOCTPAHHOM SI3bI- | HEOOXOIUMBbIE TUTSt OCYILECTBIICHUS
Kax JUIsl penieHus 3a/1a4 poheCCHOHATHHOTO OOIICHUS
MEXJIMYHOCTHOTO U VYmers (/) — 70rM4HO, apryMEHTHUPOBAHO U
MEXKYJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHbIE M MUCHMEHHBIE
B3aUMOJCICTBUSA BBICKA3bIBAaHUSI HA WHOCTPAHHOM  SI3BIKE
poheCCHOHATHPHOM OOIICHUH
Bnagerts (/1) — HaBbIKaMU UCTIONIB30BAHUS
MOHOJIOTHYECKON U TUAIOTMYECKON YCTHOU U
MMCEMEHHOW PeUr B CUTYAIUAX
npodeccuoHaIbHOTO B3aUMOIEHCTBUS

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



Kon

IlnanupyemMblie pe3yabTaTbl 00y4eHUs

OHHBIX KOMMYHI/IKaHI/Iﬁ Ha
OCHOBC COBPCMCHHBIX TCXHO-

xomnered| CoaepixaHue KOMIETEHIUH
10 THCHMIJINHE
M
3HaTth (/1) — crmocoOsl pa3penieHns KOHOIUKTHBIX
CHUTYyallUid, OCHOBBI IPOEKTUPOBAHUH
MEXJIMYHOCTHBIX, IPYNIOBBIX U
BJIAJICTh Pa3IMYHBIMH CIIOCO- .
OpraHU3aIMOHHBIX KOMMYHHUKALIUI HA
Oamu pazpernieHus] KOH(IUKT-
- MHOCTPAHHOM $I3bIKE
HBIX CUTYaIUi IPH MIPOEKTH-
VYmerts (/1) — ucronp30BaTh CIOCOObI pa3peieHus
POBAaHUU MEXJINYHOCTHBIX, .
KOH(QUINKTHBIX CUTyalUH, IPOEKTUPOBATh
IPYMIIOBBIX U OpraHU3aIN-
IIK-2 MEXJIMYHOCTHBIE, TPYIIIOBBIE U

OpraHnu3allMOHHbLIC KOMMYHHKAIIMH Ha
HHOCTPAHHOM S3bIKC

JIOTUI yrnpaBJIeHUs MEPCOHa-
JIOM, B TOM YHCJIC B MCIKKYJIb-
TypHOU cpeze

Bnanets (/1) — cmocobamu pa3pernieHus
KOH(JIMKTHBIX CUTYyallui, OCHOBAaMH
MPOEKTUPOBAHUN MEKITMYHOCTHBIX, TPYIIOBBIX U
OpPraHU3alMOHHBIX KOMMYHHKALIMI HA
WHOCTPAHHOM SI3BIKE

3. MecTo TUCUMILIMHBI (MO1YJISA) B

CTPYKTYpe 00pa3oBaTeibHOI MPOrpaMMbl

BbICIIEr0 00pa30BaHUA
VYyebnas qucrurinHa «JlemoBas KOMMYHHUKAIIUS HA aHTJIMMCKOM SI3bIKE (TIPOABUHYTHIN
ypoBeHs I1)» BXoauT B paKyIbTaTUBHYIO YacTh YY€OHOTO TIaHA MO HAMPABJICHUIO MTOATOTOBKU
38.03.02 MenemxMeHT, pod b « MexayHapOaHBIA MEHEKMEHT.
SA3bIkM NIpenoaaBaHusA: PYCCKHM, AHTVIMHCKHIL.

4. O0beM MUCOMILIMHBI (MOYJIs1) B 3a4€THBIX eJHHULIAX C YKA3aHHEM KOJIHYeCTBA
aKkaJieMH4eCKHX 4YaCOB, BbIIeJICHHBIX HA KOHTAKTHYIO padoTy o0y4yaromuxcs ¢
npenojaasaresieM (110 BUAaM yUeOHBIX 3aHATHII) 1 HA CAMOCTOSITEJILHYIO padoTy
o0yJarouuxcs

O06mas TpyA0EMKOCTh JUCIUIIIIMHBI COCTABISIET 2 3a4€THBIE €IMHUIIBI, Bcero — 72 yaca.

Buna yueOHo# padoThI Bcero yacoB / 3a4éTHBIX eIMHHII

OYHOE OYHO-3209HOE 3a04HOE

KonrakTtHass padora ¢ mnpenogaBartenem | 40,2/1,12 20,2 /0,56 8,2/0,23

(Bcero)

B ToMm unce:

3aHATHS JEKIIMOHHOTO TUTIA

3aHATUS CEMUHAPCKOTO TUTIA 40/0,11 20/0,55 6/00,16

Koncynpramuun 2/0,06

IIpomexxyTouHas arrecTanus 10 JUCHUILINHE 0,2/0,01 0,2/0,01 0,2/0,01

CamocTosiTesibHasi padoTa 31,8/0,88 51,8/ 1,44 60 /1,66

KoutpoJsb 3,8/0,11

@PopMa KOHTPOJIA 3auet 3auer 3auer

OO0mas TpyI10éMKOCTb 7212 7212 72172




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

aKaJleMUYeCKUX YaCOB M BUI0B Y4eOHbIX 3aHATHI
CoaeprkaHue TUCHHUILVIMHBI, CTPYKTYPHPOBAaHHOE 10 TeMaM (pa3aejam)

HauMeHnoBanue teM
(pa3aesioB)

Conep:xanue Tem (pa3aesioB)

Marketing
MapkeTusr

Jlexcuka: TepMHHBI B 00J1aCTH MapKETHHTa, HCCIEA0BAaHUS PHIHKA, 1IEJIEBbIE PHIHKH, CETMEHTAIIHSI PhIHKA
Urenue: Steps of a Marketing Strategy

I'pammaTtuka: CriocoObl BeIpaskeHUsl OyyIEro, BpeMeHa akTUBHOTO M MTACCUBHOT'O 3aJ10ra — OBTOPEHHUE.
YcrHas peds (MOIMIIOTuIecKas):

- obcyxnenue 4 11 mapkeTunra

YcrHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl O METOJIaX UCCIIEeI0BaHuUs PhIHKA

IIncemenHas peusb:

- keric KFC

Promotion
[IponBmwxenue OpeHa Ha
PBIHKE

Jlexcuka: TepMHUHBI B 001aCTH MApPKETHUHTA U PEKIIAMBI, BUBI PEKIAMBI

Urenwue: Uses of Advertising, Promotion, Promotional Mix

I'pammaTtuka: CriocoObl BeIpaKeHUs OYIYIIET0, BpeMEHa aKTUBHOTO M MTACCHBHOTO 3aJI0Ta — IOBTOPEHHE.
YcrHas peub (MOTUIOrHIecKas):

- o0cy>xaeHne GyHKIUN peKIambl

YcTHas pedb (MOHOJIOTHYECKAs ):

- TOKJIaJl Ha TeMYy BBIOPAHHOTO BUJA PEKIIaMBbI

[TuceMenHas peus:

- keric Danger Zone

Management
MeHemKMEHT

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

I'pammartnka: UHQUHUTHB 1 €ro KOHCTPYKIIUH.

YcrHas pedb (MOTMIIOrudecKas):

-00Cy>XJICHHE TUIIOB YIIPABJICHIIEB U UX KA4eCTB

YcrHas pedb (MOHOJIOTHYECKAs ):

-OIIMCAaHUE CTUJIEH yIIpaBICHUS

IIncbmenHas peusb:

- keric Stew Leonard’s Dairy Store




Stock Market and
Investing
®donpoBas Oupxka u
WHBECTHUILIUU

Jlexcuka: TOPTOBIIs HA PHIHKE IIEHHBIX OyMar, BUJIbI akIuii, ooneramuu, [PO, nukimyeckue akiuu, mokasareian (POHI0BOTO
pBIHKA, YTEHHE KOTUPOBOK, MUPOBbIE OUPKHU, (GOH]T B3AUMHBIX HHBECTHUIUI, TUIIBI HHBECTOPOB

Urenue:

I'pammatuka: BpemeHna akTUBHOTO 3ajora.

YcTHas pedb (MOJIUIOTHIECKasT):

-o0cyxnenue cinoxxknocre [PO

YcTHas pedb (MOHOJIOTHYECKAs ):

- TOKJIQJbI O KPYMHBIX (DOHIOBBIX OMpIKax

IIncemenHas peusb:

- kerc Investing into Stock

International Trade
Bremnss Toprosiist

Jlexcuka: TepMHHBI B O0JIaCTH BHEIIHEW TOPTOBJIM, BHEUIHHE PBIHKH, CTEPEOTHNBl M KYJIbTypHBIE OCOOEHHOCTH,
MEXIyHAPOIHBIE IKOHOMUYECKUE COI03bl U OPTaHU3AINH, CAHKIIUU U OTPAaHUICHHUS

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

I'pammatuka: MoganbHbI€ rIaroJibl, OTTEHKH MOAAIBHOCTH

YcrHas peub (MOTMIOrHIecKas):

- 00Cy>KIeHHEe CAaHKIIMK BHEIIHEH TOPrOBIH

VYcrHas pedb (MOHOJIOTHYECKas ):

-nokiax o BTO

[TuceMenHas peus:

- acce EBponeiickuii Coro3




CTpyKTypa AUCHUILIMHBI
Ounas ¢popma 00yueHus (B yacax)

KonTakTHas paGora
Texymasi
Ne | HaummenoBaHue TeM (pa3/esioB) 3ansTus 3ansaTus aTrecTalust | CpC | Beero
/o JUCIHUNIJINHBI JIEKIIHUOHHO | CeMHHapPCKOr no
ro THIIAa 0 TUIIA JAUCHHUIIJIMHA
M
1 | Mapketunr 8 6 14
2 | llpoaBuxeHue OpeH1a Ha PHIHKE 8 6 14
3 | MeHeKMeHT 8 6 14
4 | ®ongoBasi OUpka U MHBECTHIINH 8 6 14
5 | BHemHss Toproiist 8 7,8 15,8
ITpoMexyTouHas aTTecTanusl (3a4eT) 0,2 0,2
KoHTpoJn:
HUroro: 40 0,2 31,8 72
OuHo-3204Has popma o0yueHus (B yacax)
KonrtakTHas pabora
Texyuias
Ne HaumeHoBanue Tem (pa3aenon) 3anaTus 3anaTus aTrecTanusa CPC | Beero
n/m JM CIUTIJIMHBI JEKIHOHH | CEMHHAPCK no
0ro THINA Oro THNA | JUCHHUIJIHHA
M
1 | Mapketunr 4 10 14
2 | [IpoxBmkeHne OpeHIa Ha PIHKE 4 10 14
3 | MenemxkmMeHT 4 10 14
4 | ®ongoBas OMpKa U MHBECTHITUH 4 10 14
5 | BHemHsist TOpro,iis 4 11,8 15,8
[TpomesxkyTouHas arTecTanus (3a4er) 0,2 0,2
KoHnTpoJb:
Hroro: 20 0,2 51,8 72
3aounas ¢popma o0yueHnus (B yacax)
KonTakTHas pabora
Texyuy
ast
Ne HauMeHnoBaHue TemM (pa3ue.1103) BaHATUS BaHATUS aTTecTa CPC Beero
/T AU CIUTJINHbBI TMEKIUHOHH | CeMHHapekoro | oo
oro Tuma THIIA MCHHII
JJUHaAM
1 | MapkeTtuHr 1 12 13
2 | [IpoxBmkeHne OpeH1a Ha PHIHKE 1 12 13
3 | MenemxkmMeHT 1 12 13
4 | ®ongoBast OMpKa U MHBECTHITUH 1 12 13
5 | BHemHss Topro,iis 2 12 14
Koncynbranuu 2 2
ITpoMexyTouHas aTTecTanusl (3a4eT) 0,2 0,2
KonTpounb: 3,8 3.8
Hroro: 6 2,2 63,8 72




6. IlepeyeHb y4eOHO-METOAMYECKOTO 00ecCeYeHUsI
JJISI CAMOCTOSITEJIbHOM PadoThI 00y4aroIMXCcsl 10 JUCHUILIMHE (MOLY110)

CaMocTosTensHast pa60Ta ABJISICTCA OJHUM U3 OCHOBHBIX BHUJ0OB y‘IeGHOfI JACATCIIbHOCTH,
COCTaBHOM 4YacThIO yueOHOTo IMpoliecca U UMEET CBOEH Leblo: TITyOOKOoe YCBOGHHE MaTepuasa
AUCHUIINIMHBI, COBCPHICHCTBOBAHUC U 3aKPCIIJICHUC HABBIKOB CaMOCTOSITEIILHOU paGOTBI C
JUTEpPATypoil, PEKOMEHJOBAHHOW IMpernojaBaTeieM, YMEHUE HAWTH HYXHBIA MaTepuan |
CaMOCTOATCIIBHO €ro HUCIIOJIBb30BAaTh, BOCIIMTAHHUE BBICOKOU TBOp‘ICCKOﬁ AKTUBHOCTH,
WHUIMATUBBI, TMPHUBBIYKA K TOCTOSHHOMY COBEpPUICHCTBOBAHMIO CBOMX 3HaHHM, K
LEJIEYCTPEMIIEHHOMY HAyYHOMY IIOHUCKY.

Kontponbs camocTosiTensHON pabOThI, SBISETCS Ba)XXHOW COCTaBISAIONICH TEKYIIETO
KOHTPOJIA YCIICBACMOCTH, OCYILICCTBIIACTCA IMPCIIOAaBaATCIICM BO BPEMS ITPAKTUYCCKUX 3aHSTUU U
oOecrieunBaeT OIlEeHUBaHHUE X0J1a OCBOECHUS N3y4aeMOil TUCIUTUIHHBI.

Bo3moxkHbIE TEMbI IPe3eHTAIHI:

1. The greatest success of entering a foreign market

2. The greatest success on a domestic market

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

5. Internet advertising and buzz marketing

6. Peculiarities of Public Relations

7. Ethics in Business

8. Entrepreneurial Skills

9. Headhunting: what does it take?

10. Tips to be successful at job interviews

11. What makes a great manager

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

14. Effective methods of market research

15. Product life cycle

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

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

TpeOoBaHMsl K NPe3eHTALIMH:
9-15 cnaiinoB B PowerPoint
[Inan npe3eHTanmu:
v Berymienue (moyeMy BHIOpaHa JaHHas TeMa rpe3eHTanun) (2 ciaiina)
v" OCHOBHas 4acCTh
v’ 3akmouenue (BbIBOIBI) (2 cinaiiia)
3. Cnmkep mpe3eHTyeT CBOI TeMy (orpaHUYeHHUE TI0 BpEeMEHH — 5-7 MUHYT) U OTBEYAET Ha
BOIPOCHI YUYACTHUKOB Ha AHTJIUHCKOM SI3BIKE.

N —

PexoMeHnganmnu mo noaAroToBKe K Mpe3eHTanun
v Otanbl paboThl HAJT TPE3CHTAIUEH
- IlpenBapurenbHas MOCTaHOBKA MPOOJIEMBI HIIM BBIOOD TEMBI.
- BwiaBmwkenne u 00CyXIeHHE TUIIOTE3 PEIICHUS] OCHOBHOM MPOOJIEMBI, UCCIICIOBAHNE
KOTOPBIX MOXKET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUCHHON TEMATHKH;
- Tlouck u cOop mMarepuana s pereHust TpoOIeMbl U PACKPBHITHS TEMBI,
- OkxoHyarenbHas NOCTAaHOBKA MPOOJIEMBI UM BHIOODP TEMBI;
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- Ilowck peuieHuns WM pacKkpbITHE TEMbI Ha OCHOBE aHAIIM3a U KilacCH(pUKauu
coOpaHHOTO MaTepHaa,
- IlpeseHTanus u 3amuTa MIPOSKTOB, IPEIIIONIAraroNIasi KOJIGKTUBHOE 00CYXKICHHE.

4 [Ipe3enTanus OKHA COACPIKATh TAKKE JIEMEHTHI KaK:
- OTJIABJICHUE;
- 1aTy MOCJIETHEN pEBU3HY;
- nH(popMaIHo 00 aBTOpax;
- CTIMCOK TI0JIE3HBIX KAYE€CTBEHHBIX CCBIJIOK C MOJIPOOHBIM X OMMCAHUEM

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

Cornacno IlomokeHHIO O CaMOCTOSTENbHOU (BHEayIWTOpPHOW) paboTe CTYISHTOB
pacnpeneneHre oO0beMa YacoB CaMOCTOSITENIbHOM padOThl CTyJIEHTa 3aBUCUT OT MecTa
JUCLUIUIMHBI U €€ 3HAYMMOCTHU B cTpykType OIL.

Buapl, hbopMbl 1 00BEMBI CaMOCTOSITENHHON (BHEAYIUTOPHOM) pabOThI CTYJIEHTOB IMPH
U3yYEeHUH KOHKPETHOM y4eOHOH JAMCHUIUIMHBI OIpPENENIOTCS COJepKaHueM ydeOHOU
JUCIUIUIMHBI, CTENEHBI0 IMOATOTOBIEHHOCTU CTYJIEHTOB M YTBEpXkJaloTcs Ha Kadeape, 3a
KOTOPOW 3aKperieHa JaHHasl IUCHUIUIMHA, B BHIE pa3zenia padodell MporpaMMbl JUCIUTLTUHBI
OCHOBHOM 00pa30BaTEILHOM MPOTPAMMBEI.

B cBsi3U C BBIIEH3IOKEHHBIM, IPUHAMAsi BO BHUMaHUE O00bEM AUCIMILTUHBI (MOIYJIs)
B 3aQUETHBIX EJMHUIAX C YKa3aHHEM KOJMYEeCTBA aKaJIeMUYECKHMX YacoB, BBIJCJICHHBIX Ha
KOHTaKTHYI0 paboTy oOydJammuxcsi ¢ TmpermojaBaTeneM (IO BHAAM 3aHATHNA) HW Ha
CaMOCTOSITENIbHYI0O paboTy oOydYaronuxcsi, a Takke OaJlaHC BpPEMEHH 110 BHUJaM palOTHI,
pacripenielieHue  CaMOCTOSATENbHON (BHeayAMTOpHOW) pabOThl MO TeMaM JUCLMILIHHBI
MpEJICTaBISIeTCS CASAYIOUUM 00pa3oM:
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HauMeHoBanue teM
(pa3aesioB)
TUCHHUILTHHBI

n/n

Buja camocrosiTeaLHOM
(BHeayAUTOPHOI)
padoThbI

O0beM caMoCTOATEIbHOM
(BHeayIMTOPHOI1) padoThI 1O
MaM 00y4YeHHs

ho

oyHas

OYHO-
3a049Has

3a049Has

MapkeTuHr

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

10

12

[TpoxBmwxeHune OpeHaa
Ha PBIHKE

IToaroroBka npe3eHTanui,
K ayIUTOPHBIM 3aHATHM,
TECTaM, BBIIIOJIHEHUE
CaMOCTOSITEIIbHBIX U
KOHTPOJIbHBIX padoT

10

12

MeHemKMEeHT

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

10

12

®onpoBas Oupxa u
MHBECTHIINU

IToaroroBka npe3eHTanui,
K ayIUTOPHBIM 3aHATHM,
TECTaM, BBIIIOJHEHUE
CaMOCTOSITEIIbHBIX U
KOHTPOJIbHBIX padoT

10

12

Buemnsis Topro,iis

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

7,8

11,8

12

UTOro

31,8

51,8

60

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

7.1.011eHOYHbIe MATEPHAJIbI JIJIl TEKYLIEro KOHTPOJISl YCIIeBaeMOCTH
Texkymuil KOHTPOJIb YCIIEBAEMOCTH IO IUCUMIUIMHE «VHOCTpaHHBIA A3BIK» IPOBOIAUTCS B
(opMe KOHTPOJBHBIX IEPEBOJOB, TECTOB, JUAJIOrOB, TOATOTOBKUM IPE3EHTALUH,
VHAVBUAYAJIbHBIX OTBETOB Ha BONPOCHI, YCTHOTO OIIPOCA, MMCbMEHHBIX 3aJaHUI U T.A.

Tema 1: Marketing

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

1. Komnanus ABC peminsia BoIUTH Ha BBICHINNA YPOBEHb PhIHKA U BBIITYCTUTH HOBBIE
TOMOBBIE TyXU. UTOOBI YIOBIETBOPUTE HYKIBI M JKEIaHUS MOTPEOUTENeH 1 MPUBIIEYb
LIEJIEBYIO ayIUTOPUIO0, MAPKETOJIOTH UCCIIEOBAIIU PHIHOK U FTOTOBBI CO3/1aTh KOHLIEIIUIO
HOBOTO MpoaykTa. KoMIaHust IpecTaBUT MPOAYKT Ha PIHOK B ABTyCTE U COOMpaeTcs
MPOJBUTATH MIPOIYKT HA PHIHKE, UCHOJB3YS «3BE3/1» B PEKIame.
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2. Ham HeoO0X0auMO UCIIOJb30BaTh CBOEC KOHKYPEHTHOE NIPEUMYIIECTBO ¥ HCKATh HOBBIE
BO3MOXXHOCTH PBIHKA, €CJIN MBI XOTUM I-ITO6I:I Halla KoOMIIaHUs OoCTaBaJIaCh KOMHaHHeﬁ
No2 Ha phIHKE.

3. ECJII/I KOMITIaHHA BBIITYCKACT HOBI:II>'I IIPOAYKT HA PBIHOK, TO Yalll€ BCCI0O KOMIIaHU S
Ha3HAYaeT PIHOYHYIO I1eHy. Eciu KoMITaHust BBIITyCKAaeT TOMOBBIN TPOIYKT, TO OHA
HA3HA4YacCT IICHY BBIIIC DbIHO‘IHOfI.

4. YtoObI 1OCTUYH CBOMX IIEJEH M IPHUBJICYD LEJIEBYIO ayAUTOPUIO, KOMIIAHUS COOUpaETCs
N3MCHUTH KaHAJIbI C6I>ITa IIPOAYKITHNH.

2. BeibepuTe MpaBUIBHBINM BAPUAHT OTBETA:

1.

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

The marketing mix
Price

Product
2

What is the most important element of the marketing mix?

Price

C Product

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

Marketing strategy
I

r

4.
Who is protected by consumer protection laws?

Marketing objective

Profit from marketing

Businesses and customers
Just customers

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

Price

Profit
I

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

Promotion

In supermarkets

In designer stores
-

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

On market stalls
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If costs change
If customer needs change

If management changes

supermarket's own brand range of products:
Has its own marketing mix

Has no marketing mix

s REe T o lle Mo Tle

Has no promotional mix

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

By cutting price
By increasing promotion

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

Customer needs
Business objectives

A unique selling point for a product

3. OTBETHTE NUCHMEHHO Ha CJIEAYIOUIME BONPOCHL:
1. What is marketing?
. What is marketing mix?
. What should the co do if it wants to introduce a new product to the market?
. What is the importance of the product design?
. What does the product design depend on?
. What is the role of product branding in marketing?
. What must a price reflect?
. What pricing factors should a co taking into account before setting a price?
. What pricing strategies can a co use? (penetration pricing, skimming pricing, competition
pricing). Define each strategy and give an example.
10. What is placement?
11. What is the most common channel of distribution?
12. What is direct distribution? Speak about its advantages and disadvantages.
13. What is indirect distribution? Speak about its advantages and disadvantages.
14. Define the following terms: manufacturer, wholesaler, and retailer.
15. What is promotion?
16. What are the main promotional tools?
17. What are the stages of the product life cycle?
18. Define each stage of the product life cycle.

O 0N L B~ W

4. O06BeanTe OYKBBLI OTBETOB, KOTOPLIE JIVUIIIE BCEX JOMOJHSIIOT OPEII0KEHUS HIKE:

1. The four main elements of marketing are popularly known as:
a. the movement of goods and services
b. the four P's c the four M's
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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

¢ 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 2: Promotion

1. 3amonHKATE HDO6CJ'II)I Hauboee NOAXOAAINMMHA TEPMHUHAMM M3 CIIMCKA.

vital insure retailer prices placement

charge wholesaler price leader take place  channel of distribution

The most common is manufacturer — wholesaler

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

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

2. OTBeTHTE MMCHbMEHHO HA CIECAVIOMINE BOIIPOCHI:

What are the 4 promotional tools?

What are the advantages and disadvantages of advertising?

What are the advantages and disadvantages of publicity?

What are the advantages and disadvantages of personal sellings?

What are the advantages and disadvantages of sales promotions?

What types of advertising do you know?

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

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

What is publicity? What are the advantages of it?

. [IpounTaiiTe TEKCT U HAMUIIUTE €T0 KPATKOE U3JI0KECHHE:

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

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

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

The 10 Questions

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

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

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

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

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

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

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

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

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

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

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

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

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

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

SucCcCess.

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

Tema 3: Management

1. OTBETHTE MUCLMEHHO HA CJIEIYIONINE BOIPOCHL:

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

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

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

Being decisive: able to make quick decisions

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

Being friendly and sociable

Being able to communicate with people

Being logical, rational, analytical

Being able to motivate, inspire and lead people

Being authoritative: able to give orders

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

Having innovative ideas

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

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

(a—J):

1. account manager a. a manager involved with business activities of a
company, especially dealing with customers,
rather than with other activities

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

goods or providing services, and who works most
closely with ordinary employees

3. branch manager c. someone who helps another manager, does their

work when they are not there, etc

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

factory

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

types of investments, who tries to balance

the risks and profits of each in relation to the rest
16




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

group of clients, especially in a bank

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

or floor in a large store

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

of investment for a financial institution or its clients

Buecute cBou OTBeTBIBTa6JIHHy.
l1]2f3]4]s5f6]7[8]9]10]

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

IIPOU3BOIUTEIIb

OBbITh OTBETCTBECHHBIM 32
JOJKHOCTh

BBIITYCKHUK

CTHJIb PYKOBOJCTBA
CaMOCTOSITEIIbHOCTh
OTBETCTBEHHOCTb

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

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

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

4. Ilpocaymatite TekcT «A University Degreey
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Ceuika s mpociymmBanust: http://www.esl-lab.com/universitydegree/universitydegreerd 1 .htm

I. BbiOepuTe npaBWIbHBII BApUAHT 0TBeTa. BHecuTe cBOM OTBETHI B TA0JIUILY.
1. What will happen if the woman doesn't pay her tuition by the due date?

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

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

TN

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

What is the woman planning to take with her to school from home?
A. some food
B. warm clothing

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

A. at a bank
B. for a school

C. in a national park
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
The man is surprised by the fact that his daughter

2.
~
~
r
3.
~
r
I
4.
-~
r
r
5.
C A. already has a part-time job at schoo

C B. has earned a scholarship for the first year
r

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

5. OTBETHTEC NHUCHMEHHO HA CICAYIONMIME BOIMPOCHI:

1.How do we choose a job?

2.What factors affect our choice?

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

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

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

7.When can people explore their abilities?

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

9.Have you had any part-time jobs?

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

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

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

17.When did you make your choice?

18.Has anybody influenced your choice?

19.Why do you want to become an economist?

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

21.What subjects are you interested in?

22.What are your special interests including hobbies and leisure activities?

23.Where are you going to work after graduating from the Institute?

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

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?

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

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

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

6.3aIo0JIHATE CIIEAVIONINE TPSIOKSHIS CIIOBAMH M3 TaOJIMIIBL:

achieved board of directors communicate innovations manageable performance
resources setting supervise

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

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

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

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

7. [lepeBeInTE TEKCT, UCHOJB3VS CIECAVIOLINE CI0OBOCOUYETAHUS U hpa3hL:

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

Urto Takoe xopouuii MmeHexep? OMHU MOJararT, YTO XOPOIIUH MEHEIKEP — ATO CTPATET, IPyTHE
CUMTAIOT, YTO XOPOIIUNA MEHEIKEP — ITO YEIIOBEK, CIIOCOOHBIN MBICIIUTh KPEaTHBHO (a creative
thinker with lots of...), uMeromMii MHOKeCTBO WHHOBALMOHHBIX HAEH, TPETbH AyMArOT, YTO
XOpOILIMH MEHEIDKEP — ITO JIMJEP, CMOCOOHBINH BIOXHOBJISATHL U BecTH 3a co0oii. HasepHoe,
XOPOILIUN MEHEIKEP ATO U MBICIUTENb, U JTUAEP, U CTPATET, U HacTaBHUK (a mentor). HekoTopsie
HABBIKH MOKHO TPHOOPECTH, HO €CTh KA4eCTBA, ¢ KOTOPbIMH HYKHO POAUTHCSH, YTOOBI CTATh
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XOPOIINM MEHEKepOM. XOpOIInid MeHekep Xapu3MarruueH (charismatic), nuaamuded (driven),
OH BJ/IOXHOBJISIET, MOTUBHPYET, MOOIIPsieT, OH ONTUMHUCT, OH yBJIEYEH CBOEH paboToii to be
engaged by what he does), on mo0uT nroeH, Tak Kak paboTa MEHeKepa U COCTOUT B ToM (being
a manager means...) 9TOOBI YIIPABJISTH JTFObMHU.

Menemxkep omnpenessieT CTPATErui0, CTABUT LeJaM M 3a4auyM. XOpOIIWA MEHEIKEp BCeraa
CTABUT BBINOJHHUMbIE LeJH W 3a7a4d. MeHe/kep BCerjla BHIUT HACTOSIIEE, HO XOPOIIUN
MEHEDKEP, CTaBs KPATKOCPOYHbIE IeJIH, BCET]a OPHCHTUPOBAH Ha Oy/yIiee, Ha MEePCIEKTUBY.
Xopormii MeHeKep YeTKO BUAUT, B KAKOM HANPABJIECHUH IBHKETCS KOMIIAHUSI.

MeHemkep T10BOAUT 1EJIU U 321a4U 10 CBeIeHUsI MOYNHEHHBIX, XOPOIIUil MEHEKED YeTKO
(opmynupys 3axaum, 0OBACHSET, TOYEMY OH CTABHUT ITH 3a1a4H.

MeHemkep opraHu3yer paboumii mporecc, onpeaesss Kakyto padoTy U KTO U3 MOJYMHEHHBIX €€
BBITIOJIHSICT. XOPOIIMH MEHEIKEp HE MpOCTO pacmpenenser ponu (to assign roles and
responsibilities), HO 3HaeT, KTO Ha 4TO crnocobeH (what each employee is capable of). Kto-To
xopoiro padotaer B aBpagbHOM pexxuMme (to work under pressure of deadlines), kTo-To X0poIo
BeITIONTHSIET ( to be good at...) aHanmuTHYecKyro padoTy. XOpommii MeHEKEp BUIUT MOTCHITHAI
KaXKIO0r0 COTPYIHUKA, U TTIOHUMAET, KaKylo pabOTy OH BBITIOJHUT JTydllle, TPOTyKTUBHEE.
MeHepkep CTABHT 3a/1a4H, M CJIEUT 32 UX BBINOJHEHHeM. XOPOIINi MCHEDKED BIOXHOBJISIET
¥ MOTHBHPYET MOAYHHEHHBIX, TTOOHIPSIS BHIIOJHUTH padOTy KaK MOKHO JIy4Ille, BLITACKHBAasI
U3 KaXKA0r0 COTPYAHUKA MAKCUMYM TOT0, HO YTO OH CIIOCODEH.

MeHnemxep OlleHUBAET paboTy NOJYMHEHHBIX, XOPOLINI MeHexkep... (g0 on)

Tema 4: Stock Market and Investing

1. Mcnonp3ysa TeMaTUYECKUN CI0BADD, PACCKAXKUTE, YTO BbI 3HAETE 00 yCTpoiicTBE OHIOBBIX
DBIHKOB:

ownership — cOOCTBEHHOCTb

gross profit — BajioBast mpuObLIL

net profit — yncras npuObLLIL

share — akmus

ordinary share — akius Ha peAbSIBUTENS

preference share — mpuBHUIErUpOBaHHAS AKITUS

nominal share — umeHHas axus

equity securities — akius 6e3 GUKCHPOBAHHOTO AUBHUACHIA

make a takeover bid — ocymecTBUTh MOKYIIKY NMPHU CIUSTHAN KOMITAHUH, KYITUTh Ha ayKIIMOHE
carry out takeover — mpou3BeCTH MOKYNKY NP CIUSHUU KOMITAHUMN, B3SITh IO/ CBOM KOHTPOITb
merger — clusiHue, 00beTMHEHNE

run a business — BECTH J€JI0, pyKOBOJIUTh OM3HECOM

investment — THBECTULIUSA

shareholder — akumonep

share capital — akiMoHepHBIN KanHUTaN

quote — KOTHpOBAaThCs (Ha OUpixe)

stock exchange — Oup>ka eHHbIX Oymar, hoHI0Bast OupxKa
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exchange broker (stockjobber) — OupxeBuk, Opokep Ha Oupxke, OUpPKEBON MaKIIEp
exchange transaction (deal) — 6uprkeBas crnenka, oneparus
stockjobbing — 6uprkeBas urpa

exchange fluctuation — konebanue Kypca BaJOThI

exchange restriction — Oup>keBble OrpaHUYCHUS

exchange list — GupxkeBoii Or0JIeTEHb

exchange lost — moTeps BatOTHl, YMEHBIICHHE BAIIOTHBIX PE3EPBOB, IOTEPS HA Kypce
stock — kanuTan akuoHepa 1o aKuusIM

rise (about the prices) — mogHATHCS (0 1IEHE)

bull market — ppIHOK «OBIKOBY», C KypCOM Ha MOBBILICHHUE
fall (about the prices) — ynacts (0 1eHe)

bear market — ppIHOK «MeBECH», C KyYpCOM Ha TTOHIKEHUE
bond — obOnuraius, 00s13aTeILCTBO

bearer bond — 06s13aTeTBECTBO, OOTUTAINS HA TIPEIBIBUTEIIS
monetary value — eHexHas CTOUMOCTb, LIGHHOCTb

pay debts — mIaTUTH JOATH

asset — aKTUB

fixed assets — pukcupoBaHHBIE aKTHBBI

borrow — ogaIKUBaTh (IEHBIH) Y KOTO-TH00

borrower — JOHKHUK; OJAKUBAIOLIUHN 1€HBIU

lend — omamxuBaTh (AEHBI'M) KOMY-THOO

lender — kpenuTop, 3aMMO/1aBEI]

interest rate — IPOLICHTHAs CTaBKa

charge the interest — 6patb mporeHT

loan — 3aém, kpeauT

base rate — 0a3oBas cTaBKa

raise a loan — 6partb 3aéM, KpeauT

reliable client — HageXHBI KIHEHT

require securities — Tpe6OBaTh rapaHTHH (3aJ10T)

guarantee a loan — rapaHTHUPOBATh KPEIUT, 3aEM

exchange rate — kypc oOMeHa BaJoT

tax — Hajor

VAT rate — Hasor Ha 10OABJICHHYIO CTOUMOCTD
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Customs — TaMOXHs

Excise Department — akiiu3HBIHA J1eTIapTaMEHT

inspect the records — mpoBepsSITH OTYETHOCTH

bank rate — craBka OaHka

cover daily needs — y10BIeTBOpATH €KeIHEBHBIE TOTPEOHOCTH
draw cash from the account — cHUMaTh HaTUYHEIE CO cUeTa
salary — »ajyioBaHbe, OKJIaJ

wages — 3apaboTHas 1iata (peajbHas)

write cheques against the account — BRIMUCHIBAaTH Y€KU HA CUET
current account — TEKyIIUHA CYET

deposit account — 1enO3UTHBIN CYET, aBAHCOBBIN CUET
account rendered — oruTaueHHBIN CYET

trading activities — TOproBas 1esTeIbHOCTh

profit and loss account — cueT mpUXOJ0B M PacXxo0I0B

open an account — OTKPBITh CYET

close an account — 3aKpbITh CUET

draw out cash — CHITh HATUYHBIE

cash flow — 060pOT HATUYHBIX JEHET

avoid bankruptcy — n36exarb 0aHKpPOTCTBA

transfer money — mepeunciaTh ACHbIH

withdraw deposit — 3a0paTh Bk1as

be creditworthy — ObITh KpEAUTOCTIOCOOHBIM

status inquiry — 3ampoc o cratyce

cash settlement — orutata gonra HaIUYHBIMU

debtor — momKHUK

OWe — OBITh JIOJDKHBIM KOMY-JIHOO (JIEHBIH)

credit limit — muMuT (orpaHUYCHUE) KPEAUTA

debit item — pa3men nebura

credit note — KpeAUTHOE aBU30

circular note — akKpeIUTHB

cash dispenser — 6ankomMar

2. IlepeBenyTe Ha aHIVIMUCKUU SI3BIK:
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aKI[MU; OCYIIECTBUTHh MOKYIKY TpPH CIUSHUH KOMITAaHUH; Pe3yJbTaT CIHSIHHS, aKIHOHEPHBINA
KaIluTa;, OCYIIECTBIATh OMPKEBBIC CIEIKU; KoeOaHNe Kypca BaIIOThI, KallUTal aKIHOHepa 10
aKIMsAM; OOJHranus;, ACHEKHAs CTOMMOCTh; (DMKCUPOBAHHBIC AKTUBBI; OpaTh MPOIEHT;, OpaTh
KpEAWT; Kypc oOMEHa BaJlfOT; MPOBEPITh OTUETHOCTh, CHUMATh HAIMYHBIC CO CUETA; OTKPBITh
CYET; 3aKPBITh CUET; CHATh HAJTMYHBIC; 3a0paTh BKIIA; 3aIIPOC O CTaTyce; OAHKOMAT; MPOLICHTHAS
CKHJIKa; OaIaHCOBBII OTYET.

3. Hanumure onpeacJICHUA AJIA CIACAYIOIMNUX TCPMHUHOB.

1. the shares,
a stock,
a bond,
an asset,

the exchange rate,

2.

3.

4.

5.

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

9. the balance sheet.

4.

CocraBbTe IPEIIOKSHHS, NCIOIL3YS JJaHHBIC CJIOBA M BRIpKSHUS 13 Bamero BOKa6VJ'IHDaI

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

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

5. a credit, to be creditworthy, credit limit, creditor, credit note, credit card;
6. current account, deposit account, account rendered, to open an account;

7. cash, to withdraw cash, cash flow, in cash, cashier, cash settlement.
5

. JIOIOJTHUTE IPEIOKSHHUS CIIOBAaMH 13 aKTUBHOTO BOKa6VJ'I$IDaZ

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

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

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

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

23



Tema 5: International Trade

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

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

1.Trade in goods

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

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

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

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

7.A positive balance of trade or payments

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 CJIEIYIONIINE BOIPOCHL:

1.What is international trade?

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

4. What are the entry methods?

4. CkaxuTte, BEpHEI JIM JaHHEIE VIBepKaeHus. 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.

5. BelOepuTe yacTy IpeUIOKEHUN U3 CIIMCKA HIDKE, YTOObI 3aII0JIHATE KK 13 Ipo0eIoB
(1-7). He ucnione3yiire 1r00y0 OVKBY 0oJiee oxHoro pasa. Onga Oyksa JHAIITHSSL.

A. which comprise three-quarters of the WTO'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
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AN OVERVIEW OF THE WORLD TRADE ORGANIZATION

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

The WTQO’s official languages are English, French and Spanish.

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

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

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

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

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

The World Trade Organization gives special assistance to developing countries,
6 . Developing countries receive technical and financial
assistance and extra time to complete tasks. An exception to the most-favored nation principle is
the generalized system of preferences, whereby industrialized countries sometimes allow imports
from developing countries into their markets with low tariffs. In order to raise living standards
around the world, the World Trade Organization conducts economic research and works closely
with other international organizations like the World Bank, The International Monetary Fund, the
European Union, and regional free trade organizations like the North Atlantic Free Trade
Organization (NAFTA).
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Delegates of member countries negotiate trade issues over a number of years called
"rounds." Recent rounds have taken place primarily in Japan, Uruguay, and Qatar. The latest round
of negotiations, called the Doha Development Round, was launched in 2001 with an explicit focus
on addressing the needs of developing countries. As of June 2012, the future of the Doha Round
remains uncertain: the work programme lists 21 subjects in which the original deadline of 1
January 2005 was missed, and the round is still incomplete. The conflict between free trade on
industrial goods and services but retention of protectionism on farm subsidies to domestic
agricultural sector (requested by developed countries) and the substantiation of the international
liberalization of fair trade on agricultural products (requested by developing countries) remain the
major obstacles. These points of contention have hindered any progress to launch new WTO
negotiations beyond the Doha Development Round. As a result of this impasse, there have been
an increasing number of bilateral free trade agreements signed. As of July 2012, there are various
negotiation groups in the WTO system for the current agricultural trade negotiation which is in the
condition of stalemate.

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

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

7.2 OueHo4YHbIe MAaTEPHUAJIbI JIA IPOBEACHHUS MPOMEKYTOUYHON aTTeCTAlIUMN
7.2.1. IlepeyeHb KOMIIETEHIIUI ¢ YKa3aHUeM 3TanoB uxX GopMHUpPOBaHNs B Ipolecce
0CBOEHUs 00pa30BaTeJbHON MPOrpaMMbl
Otanbl  POpMUpPOBAHUS KOMIIETEHIIMA B TMPOIECCE OCBOCHUS 00pa30BaTeIbHOMN
mporpamMmbl  OIIPCACIAIOTCA MOPAAKOM H3YUYCHHUA AJUCHUILIIMH B COOTBCTCTBUH C pa60‘II/IM
y4eOHBIM TIJIAHOM M MPEJCTABICHBI B TAOIHUIIE:

Kon
JTansl HUCHHILIMHBI
Kommnere Conepxanue o ona ciff) o ,e
MHPOBaHUS MH 1
HIMH KOMIIETEeH UM KJ) epe Kop epZ o
. MIIeTeHI UM MIIeTeHI U
(rommer (koMM eTeHIHii) N
eHIHT) (koMmeTeH i) (KOMIIETEeHIIUH)
OK-4 CIOCOOHOCTH K KOMMY- 1 HMHocTpaHHBIN SA3BIK
HUKaIlUU B YCTHOHU U =
}v] Pycckuil s13bIK U KyIbTypa
NUCbMEHHOU (opMax Ha 2
eun
PYCCKOM U UHOCTPaHHOM P
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Kon

KOMIIETe Conepixane ITansl JAucunnjanHbl,
HIUH KOMIIeTeHINH (opmuposanus (dhopmupyomue
(Kommer (KoMmeTeH i) KOMIIeTeHIIUH KOMIIeTeHI[HI0
eHumii) (koMmeTeH i) (KOMIIEeTeHIUH)
S3BIKAX JULL PCIICHIA 3a/1a1 3 AHTIHICKHN S3BIK KaK A3BIK
MEKITMIHOCTHOTO 1 MEXKTyHAPOTHOTO OOIIEHHMS
MEXKYJIbTYPHOTO
B3aNMOZICUCTBHA AHTIMACKUN A3BIK IS
npogeccuoHaIbLHOTO
4 obmenus / Jlenopas
KOMMYHHKAIUS HA
AHTJIMHACKOM SI3BIKE
. KyJIbTaTUB IS
®a a
JOTIOTHUTEIbHBIN .
M3YYarolnX HHOCTPAHHBII
(dakynpTaTHB) ..
(aHTTIUHCKUIN) SI3BIK C HYJIS
. | JesoBasi KOMMYHHKALHA
JAOMOJTHUTEIbHBIH .
HA aHIJIHIICKOM SI3BbIKE
(pakyabTaTNB) N
(mpoaBuHYTHIN ypoBeHb I)
. | JenoBas KOMMyHUKaIHs Ha
JOTIOTHUTEIbHBIN .
AQHTJIUHCKOM SI3bIKE
(pakynbTaTHB) .
(mpoaBUHYTHINA ypoBeHb 1)
Tl'ocynapcrBenHas utoroBas
. aTTecTanus (3amura
3aBepIuaroniuit N
BBITYCKHOMN
KBaJTM(UKAIIMOHHON pabOTHI)
Kon
KOMIIETe Conepxane Jdranel JAucunimnbl,
HIUH KOMIIeTeH K (opmuposanus hopmupyomue
N KOMIIeTeHIIUH KOMIIeTeHI[UI0
(ommeT (KoMIIeTeHImii) .
eHumii) (koMIeTeHIn i) (koMIIeTEHI[MH)
OpranuzanuoHHOE
BJIQJICTh PA3IMYHBIMU CIIOCO- 1
MOBE/ICHUE
6aMu paspereHus: KOH(IUKT-
HBIX CUTyalui IIPU IPOEKTH- ) WNudopmannoHHble
POBaHUH MEKITHYHOCTHBIX, TEXHOJIOTUU B MCHEIKMEHTE
TPYNIOBBIX M OpraHU3aIu-
IK-2 . VueOHas pakTHKa I10
OHHBIX KOMMYHHKAITUH Ha
MOJIY4YEHHUIO NTEPBUYHBIX
OCHOBE COBPEMCHHBIX TEXHO- 3 .
. npoecCuOHANBHBIX YMEHUN
JIOTUH YIIpaBJICHUS TIEPCOHA-
Y HaBBIKOB
JIOM, B TOM YHCIIE B MEXKYJIb-
TYpHOH cpezie 4 AHIIMACKUI S3BIK IS

npodecCuoHaIbLHOTO
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Kon
JTansl HCHUTLIUHBI
KoMmIere Conep:xanue o oa (ii o ,e
MHMPOBaHHUS MH 1M
HIUH KOMIeTEeHIIUH mf) epe KOp epZ o
N MIleTeHIUH MIleTeHIH
(ommeT (KoMIIeTeHImii) .
eHumii) (koMIeTeHIn i) (koMIIeTEHI[MH)
obmenus / [lenoBas
KOMMYHHKAIUS Ha
AHTJIMMCKOM SI3BIKE
. @DaKyJbTaTUB IS
JOTIOTHUTEITHHBIN .
W3YYarOIIMX HHOCTPAHHBII
(paxynbraTuB) .
(aHrIUHACKUI) SI3BIK C HYJIS
JONOTHUTENbHBIA | [IpakTHKyM IO MCUXO0JIOTUH
(dakynpTaTHB) JIETIOBOTO OOIICHHUS
. | JesoBasi KOMMyHHKALHA
JAOMOJTHUTEIbHBIH N
HA aHIVIMIICKOM fI3bIKe
(pakyabTaTuB) N
(mpoaBUHYTHII ypoBeHb 1)
. JlenoBass KOMMYyHHKaLIUS Ha
JOTIOTHUTEITHHBIN .
AHTITUHCKOM SI3bIKE
(paxynpTaTUB) .
(mpoaBUHYTHIN ypoBeHb II)
['ocynapcTBeHHas UTOrOBast
. aTTecTanus (3amura
3aBepliaronun N
BBIITYCKHOMN
KBaTM(UKAITMOHHOU PabOTHI)

7.2.2 Iloka3aTes iy OLleHUBAHNS IVIAHMPYEMbIX Pe3yJbTATOB 00y4eHHs HA
Pa3JM4YHbIX dTanax (OpMHUPOBAHUA KOMIIETEHIUIA

Ilnanupyembie YPOBHHU M KPUTEPUH JOCTHKEHUS Pe3yJIbTATOB 00yUYeHU st

pe3yabTaThl

o0y4eHus 1o He nocTurnyr Ba3oBblid IToBBIIEHHBIH Bruicokmnii
AMCHHUIVINHE HA 0a30BbIN

OMpeacJICHHOM 3Talle YPOBEHb

(popmupoBanus

KOMIIeTEeHIIUH

OK-4 (1onoTHUTEIbHBIH 3TaN)

He 3naer 3HaeT Ha 3HaeT Ha JeMmoHcTpupy
3HaTh (D) — 06a3oBOM MOBBIIIIEHHOM eT r1y0oKue,
rpaMMaTH4ECKue YPOBHE, IIpU YPOBHE, IIpU MIOJIHBIE
npaBmwia, (GopMbl  H YCTHBIX U YCTHBIX U 3HAHUS
KOHCTPYKLHH, JIEKCUKY MMACbMEHHBIX MMACbMEHHBIX
AHTJIMMCKOTO  s3bIKa, OTBETax WU OTBETaxX WU
HE0OX0IUMBbIE TUTSL BBIITOJIHEHU U BBIITOJIHEHU U
OCYLIECTBJICHUS TECTOB, TECTOB,

MEXXIIMYHOCTHOT'O nonyckaeT ot 30 | gonmyckaer ot 10
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ILnanupyemsle
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBpIIEHHBIH Bricoxknii
JUCHUIIIMHE HA 0a30BbIi
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMIIeTEeHITHHI
oOmeHuss B  paMKax 1o 50% 11030% omHnOOoK.
OTIpeIeTICHHBIX OIIINOOK.
Pa3rOBOPHO-OBITOBBIX
TeM
YwMmets (/) — noruuno, | He ymeer [Tonumaer YwMmeer B Ywmeer B
apryMEHTUPOBAHO U OCHOBHOE COOTBETCTBUHU C | COOTBETCTBUU
KOPPEKTHO coJiepKaHue OCHOBHBIMH CO BCEMU
MOATOTOBUTH YCTHBIE U TEKCTOB, HO TpeOOBaHUSIMU TpeOOBaHUSAM
MMUCbMECHHBIC BO3HHUKAIOT u
BBICKa3bIBaHUS Ha 3aTpyIHEHUS
WHOCTPAHHOM SI3bIKE B npu
MEXITUYHOCTHOM dbopMyHupoBKe
0oO0ILIeHNH U BOITPOCOB JIJIst
MEXKYJIbTYPHOM HayaJa Juajora,
B3aUMOJICUCTBUH €CTh
dboneTHuECKHE,
rpaMMaTHYECKH
¢ U/uin
JIEKCHYECKHUE
OIMOKHU
Bmaners (1) — He Bnageet Hemonctpupyet | lemonctpupyet | JdemoHCTpupy
HaBBIKAMH YaCTUYHOC BJIaJICHUE C €T YBEpPEHHOE
WCTIOIB30BaHMS BIIAJICHUE HEOOJIBIIUMHU BIIAZICHUE
MOHOJIOTHYECKON U MOTPEUTHOCTSIMU
JAATIOTUYECKON YCTHOM
U NIICbMEHHOW pe4H B
CUTYaITUsIX
MEXKJIMYHOCTHOTO U
MEXKYJIbTYPHOTO
B3aUMO/ICUCTBUSA B
npezesiax u3y4eHHOTO
SI3BIKOBOT'O MaTepuaia
IMoka3zarenu Kpurepun oneHuBaHusI KOMIIETeH NI
JAOCTUKEHMSI
3aJJaHHOIO0 dTala He Ba3oBblid IToBBIIEHHBIH Bruicokmnii
O0CBOEHHS cpopmMupoBaH
KOMIIeTeHIUii a
OK-4 (nonojiHMTEIbHBIN 3TAI)
3nats (/1) - He 3Haer 3HaeT Ha 3HaeT Ha JeMmoHcTpUpYy
AHTJIOS3BIYHBIC 0a30BOM MTOBBIIIICHHOM eT TIyOoKHe,
pedeBbIe CTPYKTYPHI U YpOBHE, TIpU YpOBHE, TIpU TIOJTHBIC
JIEIIOBYIO YCTHBIX U YCTHBIX U 3HAHUS
TEPMHUHOJIOTHIO, MMUCbMEHHBIX MMUCbMEHHBIX

HanOoJIee 4acTo

OTBCTaxX HUJIHN

OTBCTax HUJIHN
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ILnanupyemsbie
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBpIIEHHBIH Bricoxknii
JUCHUIIIMHE HA 0a30BbIi
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
ynotpebisieMbie B BBITIOJTHEHUH BBITIOJTHEHUH
YCTHOW U MUCbMEHHOMN TECTOB, TECTOB,
npodeCcCuOHATBHON nonyckaeT ot 30 | gomyckaer ot 10
peuu; OCHOBHBIE 1o 50% 1030% oumooxK.
MPUHIIMIIBI ATUKETa OLINOOK.
BEJICHUS JIETIOBOTO
OOUIEHMSI; CTUJIb U SI3bIK
JIETIOBBIX Pa3rOBOPOB
Ymets (M) - monumats | He ymeer Ywmeer, HO Ywmeer B Ymeer B
OCHOBHOE COJIepKaHHe BO3HUKAIOT COOTBETCTBHH C | COOTBETCTBUU
AyTEHTUYHBIX TEKCTOB 3aTpyIHEHUU OCHOBHBIMH CO BceMU
npodeCcCuOHATBHON pH ... TpeOOBaHUSIMH TpeOOBaHUIM
TEMaTUKH pa3HbIX u
KaAHPOB (razeTHas
CTaThs, T'OJOBOI OTUET,
OyXTaJITepCKHe
JOKYMEHTBI), BBIJICISTh
3HAYUMYIO
(3ampammBaemMyto)
nHpopmMaruto,
pedepupoBaTh TEKCTHI
Ha PO ECCHOHATBHYIO
TEMaTHUKY; YMETh
JienaTth JIEJIOBbIE
COOOIIEeHUS, BECTH
JIEIOBYI0 Oeceny
Bunaners (019) — | He Bmaneer Hemoncrpupyer | lemoHctpupyer | JleMOHCTpUpY
HaBbIKaMU YaCTUYHOE BJIaJICHUE C €T YBEpEeHHOE
COCTaBJICHHSI PE3IOME, BIIQJICHUE HEOOIBIINMH BJIQJICHUC
HaIMCaHUs UCEM MOTPEIIHOCTSIMU
JIEJIOBOTO  XapaKTepa;
HaBbIKaMU
MpPEe3EHTAINHA JAETIOBBIX
KEMCoB
ITK-2 (nonoJtHUTEIbHBIH ITAI)
3HaTh 019} — | He 3Haer 3HaeT Ha 3HaeTr Ha JemoHcTpUpYy
AHTJIOS3BIYHYIO 0a30BOM TTOBBIIIICHHOM €T TITyOoKHe,
TEPMHUHOJIOTHIO, YpOBHE, TIpU YpOBHE, TIpU MIOJTHBIC
HCIIOJIb3YEMYIO npu YCTHBIX U YCTHBIX U 3HAHUSA
COCTaBJICHHUH MUCEMEHHBIX MUCEMEHHBIX
MH(OPMALIMOHHBIX OTBETax WU OTBETax WU
0030poB u/unm BBHITIOJTHEHUH BBHITIOJTHEHUH
TECTOB, TECTOB,
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ILnanupyemsle
pe3yJbTaThl

YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHUs!

o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBpIIEHHBIH Bricoxknii
JUCHUIIIMHE HA 0a30BbIi
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
aHATUTUYECKUX nonyckaeT ot 30 | gomyckaer ot 10
OTYETOB. 1o 50% 1030% ommooxK.
OLINOOK.
YwMmetpb (M) — cobupars | He ymeer YwMmeer, HO YwMmeer B Ywmeer B
HEO0OXOUMBIC JTaHHBIC BO3HUKAIOT COOTBETCTBHH C | COOTBETCTBUU
u3 AHTJIOSI3BIYHBIX 3aTpyIHEHUU OCHOBHBIMH CO BCEMU
HCTOYHUKOB. IpH ... TpeOOBaHUSAMHU | TpeOOBAHUAM
U
Bunaners (019) — | He Bimageer Hemoncrpupyer | emoHctpupyer | JleMOHCTpUpY
HaBbIKaMU TOATOTOBKH YaCTUYHOE BJIaJICHUE C €T YBEpEeHHOE
UH()OPMATMOHHBIX BIIQJICHUE HEOOIBIINMH BJIQJICHUC
0030poB u/unu MOTPEUTHOCTIMU
AHATUTUIECKUX
0T4eTOB B cdepe cBoei
npodeccrnoHanbHOM
NesITeIbHOCTH Ha

AHTJIUNCKOM SI3BIKE.

7.3. TunoBble 3aJaHUA U (MJIH) MATEPHUAJIbI JJIS1 OLlEHKH 3HAHUI, YMEHU U HABBIKOB H
(W1K) oNbITA 1eATEJIbHOCTH, XapPaKTEePU3yIIHUX 3TaNbl ((OPMHUPOBAHUA KOMIIETEH Ui

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

TUIIOBBIE TECThI JIJI1 TIPOBEPKH COOPMUPOBAHHOCTU 3HAHUIM 17151 OK-4

3aganue 1.

IlepeBenure Ha aHTJIMUCKUUN SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys

1. JIro6oii MpoOaYKT, aXke TOMOBBIN, MPOXOIUT 4 CTa/IUM KU3HEHHOTO ITUKJIA!

TepMHUHOJOTHIO IO Teme Marketing:

IIPEJICTaBIEHUE HA PBIHOK, POCT, 3PEJIOCTh MPOIYKTA U CIIa.

2. Tlepen Tem mpeacTaBUTH MPOAYKT HA PBIHOK, JIF00Ass KOMITAHUST UCCIISNYET

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

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

3. PyxoBozactBo komnanuu ABC pemmio paciiupuTh JUHEHKY OpoayKTa. YToOb!I
IPOCTUMYJIMPOBATh CIPOC, KOMIIAHUS COOMPACTCS UCIONb30BaTh «3BE3/1» B PEKIAMHON

KOMIIaHUM HOBOTO OpeHaa. Heo0XoaMMoCTh pacuiupeHus yKe JaBHO BO3HUKIIA, TaK Kak
CYIIECTBYIOIIUN aCCOPTUMEHT YK€ HE IPUBJIEKAET 11eJE€BOM PhIHOK. BeposiTHo,
KOMITaHUU MIPUACTCSA UCKATh HOBBIC KaHAJIbI PACTIPCACIICHUA.

3aganue 2.

OO6BeauTe MpaBUIILHBIN TepMUH(BI), OTBETUB Ha CJSAYIOIIHME BOMPOCH! 1o Teme Marketing:

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

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

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

Marketing strategy

Marketing objective
P

4.
Who is protected by consumer protection laws?

Profit from marketing

Businesses and customers

Just customers
~

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

Just businesses

Price
Profit

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

In supermarkets
In designer stores

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

If costs change
If customer needs change

If management changes

3aganue 3.
ComnocraBbTe TepMUHBI 110 TeMe Marketing cieBa ¢ ero onpeieJeHIeM Cripana:
1 | Market a | The company, product, or service with more sales than any other
opportunities company, product etc in its market
2 | Market b | The process of dividing a market into distinct groups of customers
research who have different requirements or buying habits
3 | Market c | A group of customers that share similar characteristics, such as age,
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segment income, and social class
4 | Market d | The percentage of sales in a market that a company or product has
segmentation

5 | Market share e | The activities involved in obtaining information about a particular
market
Possibilities of filling unsatisfied needs in sectors in which a company

can profitably produce goods or services

6 | Market leader | f

3amanmne 4.
[Tpouwnraiite cTatbio o Teme Marketing craTbio U BbIOEpHUTE MTPaBUIIbHBIN TEPMUH, YTOOBI
3amoJIHUTh Kaxkabid poden (1-11) uz A, B, C unu D.

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

When problems — particularly problems of communication regarding the 9 of
the discount — occur during the 10 of a promotion, the person who is managing the
credit (whether the owner or a designated employee) will be spending too much extra time
responding to the oral and written questions of customers. At this point, the credit manager must
put on his or her customer relations hat and move into damage 11 before it becomes
a more serious problem.

1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level
3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate
5 A) implement B) application C) movement D) tactic
6 A) peaks B) heights C) tips D) caps
7 A) capacity B) size C) volume D) scope
8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit
10 | A) course B) path C) route D) track
11 A) direction B) manipulation C) limitation D) handling
3ananue 5.
OO6BeauTe MPaBUIIHLHBIN MOJATBHBIN TI1aroi:
1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
3. When I finish the course next year I speak perfect French.
a. can b. will be able to c. could d. would be able to
4. This company is awful to work for. We account for every minute of the day.
a. have to b. mustn’t c. are not to d. don’t have to
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5. When she was riding in the woods last week, Helen fell off her horse but luckily she
get back on and ride home.

a. could b. would c. was able to d. had to
6. The newspaper the rumour without concrete evidence.
a. shouldn’t have printed c. oughtn’t have printed
b. needn’t have printed d. didn’t have to print
7. You often have to wait for a decision long, ?
a. haven’t you b. don’t you c. aren’t you d. won’t you
8. — Should we hurry? — No, you , we have plenty of time.
a. needn’t to b. haven’t to c. mustn’t d. needn’t
9. They spoke in very low voices but | understand what they were talking about.
a. could b. might c. was able to d. was to
10. With our new shampoo, you spend hours caring for your hair.
a. mustn’t b. needn’t c. haven’t to d. shouldn’t
3aganue 6.
PackpoiiTe ckoOkH, ynmoTpeOUB MPaBUIbHYIO TPAMMATHYECKYI0 KOHCTPYKIHUIO C UHOUHUTUBOM:
1. They were glad (introduce).
2. D’d rather (stay) at home tonight than (go) out.
3. I’d prefer (watch) TV rather than (play)
cards.
4. You‘d better (put on) something warmer,
you? Or else you could catch a cold.
5. D’d rather you (not go) to the concert tonight.
6. I’d sooner (not go) to the country today.
7. Iprefer (go) by plane to (go) by train.
8. Iprefer (go) alone rather than (come) with him.
9. I’d sooner you (do) it for me.
10. She’d sooner (share) a house with other students than

(live) with her parents.

11. You’d better (not go) there alone.

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

13. I’d prefer them (come) with us.

14. I’d rather they (come) with us.

15. Would you sooner | (know) nothing?
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10.
11.
12.
13.
14.
15.

16.

17.

18.
19.

20.

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

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

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

21. 1 gave her my address (she/can/contact/me).- Please,
give her mine (she/contact/me) too.
3ananue 7.
PackpoiiTe ckoOkH, ynmoTpeOuB MpaBUIbHYIO (POPMY YCIOBHOTO HAKJIOHEHHS IJIaroa:
When you (be) in London again, you must come and see us.
We (go) out as soon as it (stop) raining.
We (not /miss) the train providing we (hurry).
If you want (buy) acar, I (lend) you some money.
If she (leave) at 5 o’clock, she (be) there by half past seven.
If you happen (go) into town, get a video for tonight while you (be) there.
The situation (only/ grow) worse unless we (take) urgent
measures.
You (get) the reply in a week provided all the data (be) checked
and verified quickly.
David (phone) you the moment he (hear) any news.
I (be) back by the time the film (begin).
He (join) the game on condition we (play) honestly.
Call me the moment you (get) any further information.
If you (not / be) home by 6, I (eat) without you.
You (get) fresh fish provided you (go) to the market early.
The information (study) carefully as soon as it
(deliver).
If1 (happen) to see anything she might like for her birthday, I
(buy) it.
I (take) an umbrella in case it (rain). I hate
(catch) in the rain.
I (be) over the moon if my dream (come) true.
He (not / recover) soon unless he (take) the prescribed
medicine.
He wants to know if you (finish) tonight. — Providing all

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

3aganue 8.

Packpoiite ckoOKH, yoTpeOUB MpaBUIbHYIO TPAMMATUYECKYI0 KOHCTPYKIHUIO C MHPUHUTHBOM:

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

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

(watch) TV.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

(we/go) to that new restaurant this evening? — Good idea.

We’d (better or rather?) (book) a
table.

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

(not tidy) it. I’1l do it later.
My brother prefers (play) computer games to

(watch) television.

I’d rather you (not/make) so much noise. — Sorry. I

(try) to be quiet.
You’d (rather or better?) (work) hard this
time. You (never/have) a steady job; and if you

(do not), you never will. — I will. I want
(make) a good impression.
Paul (buy) Tina a present. - Yes, but we’d
(rather or better/ not mention) it. It might be a surprise.
(we/spend) the evening together? — Well, actually, I’d
prefer (spend) some time alone.
It’s the company’s office party tomorrow. — Yes. To be honest, I’d
(better or rather) (not go).
Would you (rather or better?) (come)
shopping with me or (stay) home?
I’d rather you (do) something with your time instead of sitting
around all day.
It’s about time you (stop) pretending to be terribly busy!
I’d rather you (not drive) so fast, Paul.
John had (rather or better?) (not speak)
to me like that again.
He says he’d rather (cook) his own meals than
(eat) in restaurants.

I’d rather you (not mention) it to anyone until next week.
Tim’s mother (would rather or had better?) he (work) closer to
home than he does.
She would prefer (meet) you personally rather than

(talk) to you over the phone.
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20. Sean prefers (play) football to
(watch) it.

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

3aganue 9.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (JOPMY aHTIIMHCKOTO IJ1aronia (BpeMeHa,
WH(UHUTHUB, TEPYHIUH, IPUYACTHE)

1. As1 (walk) home the other night, I

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

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

3. "What's your wife's name?" the secretary asked Mitch. - "Why is that important?" - "Because
when she (call) T would like to know her name so that

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

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

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

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

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

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

(not / put off) the trip?

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

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

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

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

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

(bore) out of my mind.

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

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

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

(leave)? The meter is ticking!
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17.

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

3aganue 10.

[lepenaiiTe npsiMyto peyb B KOCBEHHYIO B CIEAYIOLIUX MPEATIOKEHUSAX:

1. The article says, “The artist only uses oil paints.”

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

3. “I’ve done things you asked me to do,” Mary said.

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

5. “He broke the window,” they said.

3aganue 11.
Bribepute HyXHBII BapHaHT 0TBETa, UCHONB3ys mpaBumio Complex Object:
1. Thear the district.
a. him leave b. his leaving c. him to leave d. that he’s left
2. Isaw absolutely happy with the news.
a. she look b. she looking c. her to look d. she looked
3. D’drather you with us tonight.
a. have stayed b. to stay c. stay d. stayed
4. She stayed at work so that the report.
a. to complete b. her complete c. she could complete d. she will complete
5. He was made the truth.
a. tell b. to tell c. telling d. to be told
3aganue 12.

PackpoiiTe ckoOKH, UCTIONB3YS MPAaBUIbHYIO (JOPMY aHIIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTUB, TEPYHIUN, IPUYACTHE, YCIOBHbIE BBIPAXKEHHUS, cOocararelbHOe HaKJIOHEHHE,
MOJAJIbHBIE TJIar0JIbI)

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

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

(m.v. / be) drunk. (0KHO OBITH)
6. I'd rather you (not / go) on long distances in the new car until
you (get) used to (drive) it properly.
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7. The horse won’t be well enough (run) in tomorrow’s race. He
doesn’t seem (recover) from the long (tired / tiring?) journey.

8. Now I remember (you / ask) me
(buy) a few bottles of still water on the way home. I wish I
(remember) it earlier.

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

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

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

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

13. Jim (m.v./go) out with Sue! She has got engaged
to Doug! (He MOXeT OBITB).

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. I
(m.v./ smoke, nomxHo ObITh) around two packs since I
(leave) Pencey.

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

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

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

(m.v./ not/ still be) hungry!(ne moxer 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.
3apanue 13.
[TpounTaiite crarbio mo Teme Promotion cTaThio U BHIOEpUTE MPABUILHBIN TEPMUH, YTOOBI
3aMoNHUTH Kax bl mpoben (1-11) uz A, B, C umu D.

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

When problems — particularly problems of communication regarding the 9 of
the discount — occur during the 10 of a promotion, the person who is managing the
credit (whether the owner or a designated employee) will be spending too much extra time
responding to the oral and written questions of customers. At this point, the credit manager must
put on his or her customer relations hat and move into damage 11 before it becomes
a more serious problem.
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1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level
3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate
5 A) implement B) application C) movement D) tactic
6 A) peaks B) heights C) tips D) caps
7 A) capacity B) size C) volume D) scope
8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit
10 | A) course B) path C) route D) track
11 A) direction B) manipulation C) limitation D) handling
3aganue 14.
ComnocraBbTe TEpMUHEI IO TeMe Promotion ciieBa ¢ ero onpeeineHneM Crpana:
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
direct marketing ¢ | persuading people to buy a product or service by announcing
it on TV, radio, or in other media
product placement d | marketing that spreads from consumer to consumer, often
online
viral marketing e | marketing which customers do not realize they are being
marketed to
advertising f | putting products or references to products in media like films
or video games

3aganue 15.
OOBenuTe MPaBUIBHBIN MOATBHBIN IJ1aroOJ:
. When Mr. Lee was younger, he work in the garden for hours.

a. was able to b. could c. might d. needn’t
. The landlord take his responsibilities more seriously.

a. need b. should to c. ought to d. ought
. When I finish the course next year | speak perfect French.

a. can b. will be able to c. could d. would be able to
. This company is awful to work for. We account for every minute of the day.

a. have to b. mustn’t c. are not to d. don’t have to
. When she was riding in the woods last week, Helen fell off her horse but luckily she
get back on and ride home.

a. could b. would c. was able to d. had to
. The newspaper the rumour without concrete evidence.

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

b. needn’t have printed d. didn’t have to print
. You often have to wait for a decision long, ?

a. haven’t you b. don’t you c. aren’t you d. won’t you
. — Should we hurry? — No, you , we have plenty of time.

a. needn’t to b. haven’t to c. mustn’t d. needn’t
. They spoke in very low voices but I understand what they were talking about.

a. could b. might c. was able to d. was to
. With our new shampoo, you spend hours caring for your hair.
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a. mustn’t b. needn’t ¢. haven’t to d. shouldn’t

3aganue 16.

[IpournTe BHICKA3bIBaHUS COTPYAHUKOB KOMIIAHUY U HAIMIIUTE aHTIIMACKAE Ha3BaHUS
OTJIEJIOB, B KOTOPBIX JIaHHBIE COTPYIHUKH MOTYT pab0TaTh, UCIOIb3YsI TEPMUHOJIOTHIO IO TEME
Management
a) Well, we deal with the workforce needs of the firm: selection and recruitment of staff, pay,

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

3aganme 17.

JlommoaHUTE ClIeayrolnuil TEKCT TEpMUHAMU 110 TeMe Management:

appointed attacked combined defined constituted reviewed supervised
supported

Large British companies generally have a chairman of the board of directors who
oversees operations, and a managing director (MD) who is responsible for the day-
to-day running of the company. In smaller companies, the roles of chairman and
managing director are usually (1)....................Americans tend to use the
term president rather than chairman, and chief executive officer (CEO) instead
of managing director. The CEO or MD is (2) ............. by various executive
officers or vice-presidents, each with clearly (3).................. authority and
responsibility (production, marketing, finance, personnel, and so on).

Top managers are (4) ..coocvvviiinain.. (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) ........cccceevevienvrennen. by the board. The
directors of private companies were traditionally major shareholders, but this does
not apply to large public companies with wide share ownership. Such
companies should have boards (7) .ccocviriiiiiiiiiniieeiiee, of experienced
people of integrity and with a record of performance in a related business and a
willingness to work to make the company successful. In reality, however,
companies often appoint people with connections that will impress the financial
and political milieu. Yet a board that does not demand high performance
and remove inadequate executives will probably eventually find itself (8)
............ and displaced by raiders.

3aganue 18.
OOBenuTe TEpMUH, KOTOPHII HE BXOAUT B KQXIYI0 TOPU30HTAIBHYIO IPYIIITY:

1 firm comnanv societv subsidiar
2salary manager engineer employee

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

1. Moii otenr ympamisieT Hamiei koMmnanuei Bot yxxe 20 ser. B ynpaBineHun Ou3HecoM oH
MPUIEP)KUBACTCA KOHCEPBATUBHBIX B3IVIAI0B, HO KOMIIAHUSI BCET/1a_yAeseT O0blioe
BHUMaHHE HY>KJaM _IOTpeOuTenell 1 ObICTpO pearupyer Ha W3MeHeHHs Ha pbiHke. OTely
pemna coKycHpoBaThes Ha NEPe0OYUSHUH COTPYIHUKOB M MPUHST HAa paboTy
HECKOJIbKUX Mpo(deccroHanoB, KOTOpEIe OyayT MPOBOIUTE O0yUCHUE.

2. IlIta6 xBaprupa kommannu ABC naxomurest B Hpro-Mopke, a eé (huInaibl pacoIoKeHbl B
15 cTpanax.

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

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

3aganue 20.
Packpoiite ckoOKH, HCTIONB3YS MPAaBUWIBLHYIO (POPMY aHTIIMHCKOTO riaroia (BpeMeHa, yCIOBHbBIS
BBIPAXKEHMUS, COCTIAraTesIbHOEe HaKJIIOHEHUE)

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

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

(get) tougher and tougher.

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

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

5. I wonder if the weather (change) for the better next week. |
(plan) to go to the countryside for a month.

6. 1 (leave) a message at the office in case the customer (phone). But
I’m afraid he’s unlikely (call) today.

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

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

9. 1 (always / be) by your side as long as you
(promise) to lend an ear to what I say.

10. He (wonder) if Caroline (change) her mind about going
to the party.

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

12. We (not/ miss) the train providing we (leave) at once.

13. Whatever he (say), they (not / believe) him.

14.1 (tell) you later on whether I (play) Scrabble with you on
Saturday evening.

15.1 (accompany) you with great pleasure as soon as |

(finish) my report.
16. If the time (be) convenient for you, we (meet) tomorrow.
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17. We (not / start) till he (arrive).

18.Provided he (leave) now, he (miss) the rush hour.
3ananme 21.
BcraBbsTe mpaBuibHy0 (hopmy Tiarosa to be, oopaias BHUMaHUE Ha YUCIIO UMEH
CYHICCTBUTCIIbHBIX

1. Where your trousers?

2. 3 pounds enough to eat out?

3. Tonight, there athletics on TV.

4. Money easy to spend and difficult to save.

5. The formulae difficult to remember.

6. My luggage too heavy to carry.

7. Physics my favourite subject.

8. Measles a common illness.

9. Darts a popular game in England.

10. My phonetics getting better.

11. The bacteria dangerous.

12. The oasis green and shady.

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

IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TEPMHHOJOTHIO N0 TeMe Management:
1. Yto kacaercst BejieHus: OM3Heca, HOBBII MEHEKEp OT/ela MPOJIaK U MAPKETHHTa HE
pUeMJIET KOHCEPBATUBHBIX B3MIs10B. OH crIOCOOEH CTaBUTh YETKHUE 1€NIH, OBICTPO pearupoBarh
Ha U3MEHEHUS PHIHKA, MOOLIPITh KOMAHIHBIA JyX COTPYAHHUKOB.
2. XYZ — nuaamu4Hasi, ObICTPO pacTyIlas KOMITAHHS 10 MPOU3BOJICTBY KAHIICIIPCKUX TOBAPOB.
B ycnoBusx x€cTkol KOHKYPEHIIMM HaM HEOOXOIUMO TIOCTOSIHHO MTPOBOJIUTH UCCIIEIOBAHUS
pBIHKA 1 OBICTPO pearupoBaTh Ha €r0 U3MEHEHHS.
3. Hama kommnanust 66u1a ocHOBaHa B cepenuHe 1990-x ro10B, M MBI OBICTPO pa3BUBAEMCS C TE€X
nop. Kommanust cocTouT u3 5 0T/1e710B: aIMUHUCTPATUBHBIN, (PHHAHCOBBINA, TPOU3BOICTBEHHBIMH,
OTJIeJI MapKETUHIa U NPOAAX U KaapoBelil oTaen. Ham nepconan HacuuteiBaet cBbiie 5000
cotpyaHukoB. ['omoBHOI oduc pacronoxen B Jlonnone. Hamm noyepHue npeanpusTus
Haxonarcs B Mwinane u bepinune. B cinenyromem rogy KOMIIaHUS IUIAHUPYET OTKPBITH CBOU
¢dbunuan B Mockse.
3aganue 23.
IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TEPMHHOJOTHIO N0 TeMe Management:
1. HenaBHo coBeT qupekTopoB komnanuu Cornerstone Group ycremHo npoBesl IEPEroBOPsI €
Metrot Co. o cnusitHuM 3TUX IBYX Kommnanuid. Kommanus Metrot — mpekpacHoe nmpuodpereHne
st Cornerstone Group.
2. Metrot Co. cieniuaau3upyercsi B IpOU3BOACTBE TOBAPOB JIJIs IOMA, U B CBOUX PO3HUYHBIX
Mara3uHax IpeJCTaBysieT HIMPOKHiA BEIOOpP TOBAPOB, a TOBAPOOOOPOT KOMITAHUHU COCTABIISIET
4MJTH. €BpO.
3. Komnanus Metrot umeeT MHOTO TOYE€pHUX NIPEANPUATHIH 110 Bceil EBporie, a uX ToinoBHON
oduc Haxonutcs B [lapuxe. brarogapst ceoemy TMHAMUYHOMY CTHJIIO 3Ta KOMIIAHUS OBICTPO
pearupyer Ha pbIHOYHbIE U3MEHEHUSI.
3aganue 24.
3anonHUTE Mpodesspl Hanbosee NOAXOAAIMMHA TEPMUHAMHU U3 CIIHCKa 1o TeMe Management:
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To be in charge of, to be promoted to smth, to make smb redundant, demand for, to seduce
customer, to introduce some changes, turnover, staff turnover, a wide range of smth, to

relocate

1. Why does the company have such a rapid ?

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

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

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

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

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

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

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

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

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

3ananme 25.

Packpoiite ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (POPMY aHTTIUICKOTO Tarosia (BpeMeHa,
WHOUHUTUB, TePYHANH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOE HAKIIOHEHHE,
MO/1aJIbHbIE TJIaroJibl)

1. Look! Leslie seems (enjoy) herself. It is the first time I
(see) her so happy.
2. There  appeared (be) no one in the house. John
(consider/climb) through one of the open windows but
decided against it (not
risk/notice). He (decide/wait) until it
(get) dark.
3. 1 (mean/paint) the door for ages, but I keep
(forget) (buy) the paint.
4. Ifyou can’t find him at home, try (call) him at the office.
5. Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
6. We’d really like (live) in the city center but it’s virtually impossible
(find) a three-bedroomed flat at a price we can afford
(pay).
7. Stop (tease) him, he doesn’t enjoy
(laugh) at.
8. The dog appears (be) hungry — you’d better (feed) it.
9. Her parents regret (allow) Tina (stay) out late.
10. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
11. Always late? Try (set) your watch five minutes fast.
12. She certainly mentioned (see) Mark, but I don’t remember

(she/talk) about Vickie.
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13

14.

15.

16.

17.

18.

19.

20.

21.

1.
2
3
4
5.
5
6
7
8

9.

10
11
12
13

. Martha (practice/play) the piano daily for months, but
she seems (make) little progress.

Listen! The review (say): “Tastefully (decorate),
conveniently (locate), and with a wide range of courses to suit all

occasions, this is the perfect meeting place after a hard day’s work™. Why
(not/go) there for dinner?

The witness said he (hear) two shots (fire) before
(see) two men (run) down the street.
There is something wrong with her bicycle. It’s time
(she/get/it/mend).
It makes (I/feel) really happy (see) old people
(hold) hands.
JK Rowling is reported (receive) an award in
recognition of her achievements.
A Roman necklace, which (think/be) worth over two million
pounds, (find) last week by Audrey Perham who
(happen/walk) her dog in the park.
Now that we (lose) all the money, it's no use
(say) that it's only my fault.
I really hate (go) to the dentist but I don’t think I can avoid

(visit) him this time.

3aganue 26.
Hanwumure pycckue aHanoru JaHHBIX aHIVIMMCKUX TEPMUHOB 110 TemMe Management:
to set objectives

. to communicate objectives to smb
. to set short-term goals
. to set achievable goals

to formulate clear goals (

. to attain objectives
. to encourage, motivate and inspire
. to monitor and measure the performance of employees

to develop a strategy

to manage with empathy, to have empathy with the staff

. to take ownership of decisions

. to be entitled to try out new ideas

. to empower employees

. to enhance (an enhanced sense of responsibility, an enhanced sense of involvement)

14. to praise and show recognition, to give praise

15

. to concentrate on strengths, not weaknesses

3aganue 27.

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

1.
2.
3.
4.

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

stock exchange, to exchange, exchange rate, exchange broker, exchange list, exchange

transaction;
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5. a credit, to be creditworthy, credit limit, creditor, credit note, credit card,
6. current account, deposit account, account rendered, to open an account;

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

3ananme 28.
JlomonmHUTe TMpEeUIOKEHUsT CIIOBaMHU M3 aKTUBHOTO BOkaOyispa mo Teme Stock Market and
Investing:

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

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

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

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

3aganue 29.

ConocraBbTe TepMuHONIOTHIO 1o Teme International Trade U3 pamku ¢ onpeneneHUsIMU HIDKE.
autarky balance of payments balance of trade barter or counter-trade deficit dumping
invisible imports and exports protectionism quotas surplus tariffs visible trade )GB) or
merchandise trade (US)

1.Trade in goods

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

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

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

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

7.A positive balance of trade or payments

8.A negative balance of trade or payments

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

10.Imposing trade barriers in order to restrict imports

11.Taxes charged on imports

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

3aganue 30.

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

3aganue 31.

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

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

TUIIOBBIE 3AJIAHMS JIJIS1 IIPOBEPKM COOPMHUPOBAHHOCTHY 3HAHUI JIJIA TIK-2

3aganue 1.
IIpounTaiiTe TeKCT HA TeMmy YPOBHH U cepbl ynpasJieHus:, codepurte u
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJBKO 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 JIOTIOJIHUTENIbHBIE CBEICHUSL.
[IpuBenute nmpumepsl, HakThbl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

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

What factors have made your business successful?

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

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

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

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

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

3aganue 2.
IIpouuraiiTe TeKCT HA TeMy YPOBHHM U c(hepbl ypaBJjieHHus, codepuTe 1
NMPOoaHAJIU3UPYHTe HHPOPMALUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE 0 TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBE/ICHUSL.
[TpuBenute mpumepsl, GakThl, IOAOOHBIE ONMUCHIBAEMBIM B TEKCTE.

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

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

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

3aganue 3.
IIpounTaiite TekcT Ha Temy OpraHu3anMOHHbIE CTPYKTYPhI, co0epuTe U
NMPOAHAJIU3UPYHTE HHPOPMAIUIO O CJIeYIOLIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas mpobiemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIly, 3aTEM OTBETHTE
Ha ero BOIPOCHI.
4. IMonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B TEKCTE, UCTIONIb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHeHUE 0 MpoynTaHHOM. CoO0IINTE U3BECTHBIE BaM JIOTIOIHUTEIbHBIE CBEICHHUS.
[IpuBenute nmpumepsl, (HakThbl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

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

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

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

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

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

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

3aganue 4.
IIpounTaiiTe TekcT Ha TeMy MeHeIKMEHT, co0epuTe M MPOAHAIN3HPYIiTe
HH(OPMALHIO O CJIeYIOIeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. ITocTaBbTE K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHIIy, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. ITonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute npumepsl, HakThl, HOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

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

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

How was he able to wield so much influence and power over one of the most complex
organizations in all of American business? Many managers struggle daily to lead and motivate
mere handfuls of people. Many CEOs wrestle to squeeze just average performance from
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?

50



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

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

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

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

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

3aganue 5.
IIpouuraiite TekcT HA TeMy MeHe:KMEHT, codepuTe M MPOAHAJIN3UPYITE
UHGOPMaALHIO 0 CJIeAYIOLIIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MPUMED.
5. Beickaxxute MHeHHE 0 TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBE/ICHUSL.
[TpuBenute mpumepsl, HakThl, TOAOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

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

An important analysis of leadership has been made by Fred Fielder, Professor of
Psychology and Management at the University of Washington. For over twenty years, he has
carried out research into effective leadership in a number of organizations — businesses,

51



government agencies and voluntary associations. Fielder observed how leaders behaved, and he
has identified two basic leadership styles.

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

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

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

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

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

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

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

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

3aganue 6.
IIpounTaiite TekcT Ha Temy MapKeTHHTI, co0epuTe U NPOAHAIU3HPYiTe
HH(OPMALHIO O CJIeYIOLeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKaeT U3 COJCPIKaHMUS.
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3. IlocTaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3aJlaiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.

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

5. BeickaxuTe MHEHHE 0 TPoYnTaHHOM. COOOIINUTE N3BECTHBIC BaM JIOTIOTHUTEIbHBIC CBEICHMSL.
[TpuBenute mpumepsl, GakThl, TOAOOHBIE ONUCHIBAEMBIM B TEKCTE.

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

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

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

Video sites. Not only do advertisers need to spend more to make the ads, but increasingly,
they’re having to pay to get them seen in the first place. Rather than waiting for new videos to
drop into their mail boxes, users are now going to sites like YouTube for entertainment. Many of
the hundred or so video sharing sites still don’t charge for posting videos: they fear that too many
ads will drive away audiences and stifle user-created content. After all, users go to these sites to
see the videos most people find interesting, not ones some company paid to place. However, the
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 7.
IIpounTaiiTe TekcT Ha Temy MapKeTHHI Ha PbIHKe, cO0epHuTe U MPOAHATU3UPYITE
HH(OPMALHIO O CJIeYIOLeM:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B TEKCTE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. IlocTaBbTE K TEKCTY HECKOJBKO BOIIPOCOB U 3aJjaiiTe UX BallleMy TOBApHILly, 3aTEM OTBETHTE
Ha €T0 BOIIPOCHI.
4. IMonTBepauTe TOUYKY 3pEHHS, U3T0KEHHYIO B TEKCTE, UCTIONb3Yys COOCTBEHHBIN IPUMED.
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5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[IpuBenute nmpumepsl, (HakThbl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

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

3aganue 8.

IIpounTaiiTe 3KOHOMHYECKYIO CTATHIO H OTBETHTE HA CJeAyIOLINe BONPOCHI:
1. Ckaxute, Kakue BOIPOCHI PACCMATPHUBAIOTCS 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. BeickaxxuTe MHEHHE O TPoUYnTaHHOM,. COOOIIUTE N3BECTHBIC BaM JOMIOJHUTEIbHBIC
ceegenus. [IpuBeaure nmpumepsl, HakThl, MOJOOHBIE OMMCHIBAEMBIM B CTaThe.
6. Ilogymaiite, KaKk ¥ rie BbI MOJKETE UCIOIb30BATh U3BJICUCHHYIO U3 CTaThU HH(OPMAITHIO.
7. Onpenenute, HY>KHO JIM BaM 0oJiee 1eTalbHO 03HAKOMUTHCS C TEKCTOM JIJISl UCTIOIb30BaHUS
NOJy4YeHHOH nH(popMalmu B Baei Oynymieil mpodeccnoHaaIbHON AeATEIbHOCTH.

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

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

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

3aganue 9.

[IpounTaiiTe 3KOHOMHYECKYIO CTATHIO U OTBETHTE HA CJeyIolIHe BOMPOCHI:
1. Ckaxxure, Kakue BOIIPOCHI PACCMATPUBAIOTCS B CTAThE.
2. Cxaxure, Kakas rmpobsemMa BbITEKAeT U3 COJCPIKaHMUS.
3. 3amaiiTe K cTaThe HECKOJIBKO BOIIPOCOB U 33/1aliTe WX BallleMy TOBapHIIly, 3aT€M OTBEThTE Ha
€ro BOIPOCHI.
4. ITonTBepauTe TOUYKY 3pCHUS, U3T0KEHHYIO B CTaThe, HCIIOJIB3Ysl COOCTBEHHBIN IpUMeEp.
5. BeIckaxuTe MHEHUE O POYUTaHHOM,. COOOIINTE U3BECTHBIE BaM JIOMOJHUTEIbHbBIE
ceenenus. [IpuBenute nmpumepsl, (pakThl, M0T00OHBIEC ONTUCHIBAEMBIM B CTaTheE.
6. [Tomymaiite, Kak U r/ie BBl MOXKETE UCIIOJIb30BATh U3BICUEHHYIO U3 CTaThi HH(GOPMAIHIO.
7. Onpenenure, Hy>KHO JI BaM OoJiee 1eTaTbHO 03HAKOMUTBCS C TEKCTOM JUISl HCIIOJIB30BAHMUS
MOJTy4eHHOM WHpOpMAaIHK B Baliei Oyaymeld mpodecCHoHaTbHON AesTETbHOCTH.

Proper tool is a good investment

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

Valves and seats do not all weigh the same and hence demand different springs to match opening

pressures. When to replace? Ideally, of course, parts should be replaced just before failure. When

pump pressure falls, it’s too late! This means the best way to insure optimum part and pump life-
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achieve minimum operating costs coupled with maximum pump efficiency-and make sure there
is always at least one mud pump working is to: (a) keep accurate records of operating hours, and
(b) inspect often those parts readily accessible. Various types of elapsed time recording devices
are available; when drilling is critical, the cost of even the most expensive us virtually
inconsequential compared to having to stop drilling.

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

3aganue 10.
IIpouuTaiiTe TeKCT, 0TBETHTE HA BOMPOCHI MO €ro COAePKAHNIO U BHINOJHUTE 3aJaHUe
nocJje TeKcTa.
Market and Command Economies

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

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

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

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

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

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

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) [lomymaiite u cCkaxuTe:

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

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

Bribepure noaxozsiiee Mo CMBICITY CIOBO U3 MpeIaraéMbIX B CKOOKaX BapHAHTOB.

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

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

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

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

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

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

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

7.3.2. Tunossble 3a1aHus U (WIN) MAaTEPHAJIBI 1JI51 OLEHKH YMEHUil
THUITIOBBIE 3AJIAHWA U1 ITPOBEPKY COOPMHMPOBAHHOCTHU VMEHUI JUIs1 OK-4

3aganue 1.

KoMnanuu ucnoab3y0T pa3Hble METObI HCCIET0BAHNS PbIHKA, KOTOPbIE MOTYT TOYHO
BBISIBUTH, YTO HA YMe Yy OTpeduTeisi. B mapax cocraBbTe CIMCOK 3THX PA3JIHYHBIX
NMpueMoOB U 00CyIMTe UX MPEeUMYIIeCTBA U HeAocTAaTKU. Mcnob3yiiTe JIEeKCHKY 10 TeMe
Marketing.

To identify attractive markets — onpedenums vi200HbIEe pLIHKU

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

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

To drive smb out of the market — esimecrums ¢ pvinka

To corner, to monopolize the market — mononoruzuposams peinox

To expand markets, to gain entry to new markets — pacuwupums pvinku, 3a60e6amov 6bIX00 HA
HOBble PbIHKU

Market segment — ceemenm pwinka; market segmentation—ceauenmayus pvinka; to spot market
opportunities through market segmentation—o6rapyosicums 603mo24CHOCMU PLIHKA C NOMOWBIO €20
ceemenmayuu; to refine market segmentation — cogepuencmeosams cecmenmayuro poiHKa
Market niche, to search for a market niche, to satisfy a market niche — psinounas nuwa, uckamo
PBHIHOUHYIO HUULY, YOOBIEeMEOPsMb NOMPEOHOCMU PLIHOYHOU HUULU

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

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

a weak/complacent market leader; a distinct market challenger — ocrosrbie uepoxu, ruoep pvinka,
KOMNAHUSA/NPOOYKM, 3aHUMAIOWUL 2 Mecmo 3a TUOepoM, OCMAIbHble UZPOKU, ONPEOeNEHHO TUOeD
PUIHKAQ/CLAObIU, HE3HAYUMETbHBIL TUOED PHIHKA, OYEBUOHBIU KOHKYPEHM

To adapt to a changing business environment — adanmupoamuvcs K usmMeHeHuro 01080 cpeobl
To respond to market conditions, an immediate response — ompeacuposams Ha yclo6uUs pbiHKA,
M2HOBEHHAS peaKyusl

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

Market share — dons pwinka

To build market share — cozoams donto na peirke

To increase/ to expand one’s market share — ygeruuumuo/pacuupums oonro pvinka

To win a large market share — 3a60esamo 6onbuULY10 D010 pBIHKA

To protect market share (against competitors) — 3awuwams 00110 pbiHKa OM KOHKYPEHMO8
The second largest market share — smopas no éeruuune dons pvinxa

The marketing concept — xonyenyus mapkemutea

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

Market research — uccnedosanue, uzyuenue pvinka

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

To employ market research techniques — ucnoavzo6amos mexnuku mapkemuneo6020 ucciedo08aHus
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To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvle, smopuumsie)

To spot/identify market opportunities — gvis16ums 603moHCHOCMU PLIHKA

To score exceptionally well in market research — ouens xopowo nposeumsv cebs 6 xooe
MApPKemMuH208020 UCCIe008AHUSL

To conduct surveys — npogecmu onpoc

To set up a focus group — cozoams poxycrnyio epynny

To anticipate a consumer need — npedgocxumums HyHcObL NOKYnamereu

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

To test buying habits/ to study consumer behavior — nposepums noxynamenvckue npugvluxu,
u3yuumsb nogeoenue nompeoumenetl

To find good sales prospects, prospecting — Haiimu xopowiux NOMeHYUaIbHbLIX NOKynameneu

To develop a marketing plan/ to set up the marketing strategy — pazpabomamo mapkemuneoswiii
HAaH, paspabomams MapKemuH208y0 CmpyKmypy

To choose target customers, a target audience — gsio6pamo yenesvix nokynamerei

To evaluate the target market —oyenumo yenegoti peinox

To create a psychological profile of each segment — cozoame ncuxonoeuueckuii npoguns xasxcooeo
ceamenma

To design a persuasive marketing mix —pazpabomamu yb6eoumenbHulli KOMNIEKC MAPKemuHaa
To develop a marketing mix that is suited to the market — pazpabomame xomnnexc mapkemunea
COOMEemcmayouuil OAHHOMY DbIHKY

To be targeted at specific market segments / products specifically adapted to particular segments
— Oblmb HayeleHHbIM HA ONnpedeNéHHble Ce2MeHMbl PbIHKA/ NPOOVKMbL A0anmupo8aHHvle K
onpeoenéHHbiM cecMeHmam

To tailor products to customer needs —cozdams npodyxmet, omseeuarowjue HyxHcoam noKynameneu
To serve the needs of customers (about a product) — coomeemcmeosams Hysxcoam noxynamene
To satisfy changes in consumer needs —ydosremeopumo uzmenenus: HysiHco nompeoumeneti

A consumer product — npodyxm maccoozo nompebnenus

To compete, competitor, competition (intense, fierce, stiff, tough # low key) — konxypuposameo,
KOHKYPEeHm, KOHKYPeHyusl (dHcécmkas, ciabas)

To operate in highly competitive market; extremely competitive areas — pabomams na puirke c
CUTIbHOTU KOHKYPeHYyuell; 001acmu ¢ 4pe38blualiHo 8blCOKOU KOHKYpeHyuel

Competing products — xoukypupyowue npooyxkmuol

To give a product a competitive advantage — dams npoodyKmy KOHKYpeHmHOoe Npeumyuecmeao

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — nozgonums KoMy-1ub0 GLIPEAMbCA 6 AUEPLL (0 CMpamecuu, YHUKAIbHOM
ceoticmee npooyKma,)

To perform a SWOT analysis — nposecmu ananus cunvhvix, ciabvlx CmopoH, 803MOACHOCIEL U
yepos

To maintain a steady demand for — noodeparcusams nocmosunwiil cnpoc na

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

To set a price (that will cover the costs and return a profit) — ycmanosums yerny, komopas nokpoem
pacxoovl u npuHecém npuodvLIb

Pricing option — yenoswie onyuu

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

To be priced in a range near competing products —umems yeHy HapasHe ¢ KOHKYPEHMHbLMU
npoOyKmamu

To price attractively, an attractively priced product — evicmasums npuerexamenvhyro yemy,
NPpUBIEeKamenbHulil No yeHe nPooyKm
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Price-conscious / price-sensitive buyers— mokynaTenu, oOpawarmwue  SHUMAHUE HA YEH),
yyecmeumeinbHule K yene noKynamenu

To drive the customer away — omnyenymo noxynamens

To draw in competitors — npugnieus KOHKYypeHmos

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

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

3ananue 2.

IloaroroBbTe pa3BepHyThIe NMCbMEHHbIE OTBEThHI HA BONPOChI o Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?

4. What is market research? Why is market research necessary? What data may be collected in the
process of market research? What market research techniques can be employed?

5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?

6.What is the target market? What are the four basic methods for segmenting a market?

7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?

8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.

10.What does placement involve? What is a common channel of distribution?

3aganue 3.
ITocMoTpHUTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKE M NIPOAHAJIM3HPYHTE
BbIOpaHHbI BaMu OpeH ¢ TOUYKH 3peHusi crpaTteruu npoaaK. [loarorossre ycTHYI0
Npe3eHTaluI0, HCIOJIb3Ys JIeKCHKY 1o TeMe Marketing.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

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

3amanmne 4.
IloaroroBbTe pa3BepHyThIe MMCbMEHHbIE OTBEThHI HA BONPOChI o Teme Marketing:

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

2. What are the four promotional tools?

3. What is the aim of sales promotion?

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

5. What do public relations deal with? What is the most important element of PR?
6. What is the difference between publicity and advertising?
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7. What are the different media for advertising?
8. What is the difference between product and corporate advertising?
9. Why do most companies use advertising agencies? What are the roles of both parties?
10. What is a media plan?
11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
3aganue 5.
IlocMoTpHUTE HA CNIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUIKE H MPOAHAIU3UPYIiTe
BbIOpaHHBI BaMu OpeH ¢ TOUYKH 3peHusi crpaTteruu npoaak. [loaroroBsre ycTHYI0
Npe3eHTalI0, HCTI0Ib3Ysl JEeKCHKY 10 TeMe Promotion.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

Viral marketing (online through social networking websites and friend emailing video clips)

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

3ananue 6.
IoaroroBbTe pa3BepHyThIe MMCbMEHHbIE OTBEThHI HA BONPOCHI 0 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?

O 0 1N DN B W —

3aganue 7.
ITucbMeHHO coryIacuTech WM He COTJIACUTECH CO CJIeYIOLeM YTBepKIeHHeM,
NMPOAHAJIU3UPOBAB 3HAHMs 10 TeMe Management:

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

3aganue 8.
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IToaroToBbTE YCTHYIO MPe3eHTALMIO MO cJIeqyIolIeil cuTyannn Ha Temy Management:
[IpencraBbTe, YTO BBI ABJISETECH YIPABISAIOMIMM AUPEKTOPOM KOMITAHUH CPETHETO pa3mepa.
Kora BbI 3aHsUTH TOCT YIPABJISIONIETO TUPEKTOPA, BBl OOHAPYKHITH, YTO KOMITAHUS HAXOIUTCS
B TUI0XOM cocTostHud. Komannia paborana Hea(h(heKTUBHO, MOPAIIBHBIN AyX ObUT HU3KUM, a
NPOIaXKH CHIKAJIMCh B TCUCHHE TO/1a. 3a TPH roJla BaM y1aloCh H3MEHUTh CUTYAIUIO K
aydmemy. Bam ynanocek coznath BEICOKO3(DPEKTHBHYIO0 KOMAHIY O MPoiaXkaM, IIepCoHall
OYCHb MOTHBHPOBaH, MPOAAXH pacTyT. CKaKUTE, KaKk BaM 3TO yaanoch. OXBaTUTE CIIEIyIOIINE
MOMEHTBI: TIOCTAaHOBKA IIeJIei, 00IIeHne, MOTUBALUS, BHITOBOP, ITOXBAJA.

3ananue 9.
ITpoxkoMMmeHTHpYHTE (YCTHO) CieAylollee YTBepKIeHUue ¢ yHoTpedjJeHueM aKTHBHOM
JIEKCHKH 110 TeMe Management:

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

3aganue 10.

Hcnonb3yiiTe caeAylONIyl0 CTaTbi0 B KadecTBe MOJeIH M HANMIIUTE O OM3HeC -
Juaepe, KoropbiM Bl Bocxumaerech (Hanpumep, Ctus :x00c, buia Ieiite, JIn SAkokka,
Maiika baymoepr, Kapaoc I'on). Ucnoab3yiiTe BokadyJasip mo teme Management.

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

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

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

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

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

He did it because he was and he is and has always been a fierce believer that people are company's

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

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

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

3aganue 11.
HN3yunTe npujararejibHble B pAMKe U CKAKNTe, KAKHE U3 HUX XapPaKTepPU3yT XOPOIlIero u
mioxoro Juaepa. Ucnoan3yiite Boka0dy/asip mo reme Management.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating  informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3aganue 12.

BbinosiHuTE PO NEpeBOAYMKA, MNpeacTaBiasas KomMnaHuio Samsung Electronics Ha
OpuduHre C )KyPHAJIUCTAMHU, UCIIO0JIb3YyH 3HaAHUA M0 TeMe Stock Market and Investing.

Mrs.Loginova, journalist, «Komsomolskaya Pravday»: Muctep Jly Kyn Xu, sBisercst mu
CaMmcyHT DJEKTPOHUKC KOHIEPHOM MJIM aKIMOHEpHBIM obmiectBoM? U BTOpOi BOmpoc: Kak
pacnpenensercs akimoHepHbId kanutan B CamcyHr ['pyn?

TREEFPIEIEE: ...ttt

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

TREEFPIEIEE: ...t

Mpr.Savelyev, journalist, «Moscowskie Vedomosti»: Bnageer mu Camcynr ['pyn akiusiMu
JIPYTUX KOMIAHUH B chepe AIEKTPOHUKH ?

TREEFPIOLEE ! ...t
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Mpr.Lee Kun Hee: SEC possesses 10-20% of the shares of the other companies in the sphere
of electronics.

TREEFPIEIEE: ...t

Mpr.Denisov, journalist, TV-program «Segodnya»: Mucrtep Jlu, xTo, Ha Bam B3rius,
SBJISIETCS] CAMBIM CEPbE3HBIM KOHKYPEHTOM 117151 CaMCYHT DJIeKTPOHUKC B HacToslIee BpeMs?

TREEFPIOIEE: ...t

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

TREEEPIOLEE ! ...ttt

Mprs.Fedotova, journalist, TV-program «ltogi»: Muctep Jlu, uro Bwl gymaere o
MepCreKTUBaxX pa3BuTHs Bameit komnanuu Ha peiHke Boctounoi EBponbi?

TREEEPIOLEE ! ...ttt

Mr.Lee Kun Hee: 1 suppose that Eastern Europe is a perspective market in the future but
now we experience some difficulties here due to instability in the economic situation.

TREEEPIOLEE ! ...ttt

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

TREEFPIOICE: ...t

Mr.Vanin, journalist, NTV-program: Muctep Jlu, moxere nmu Bbel mpuBectu mudpsi,
KOTOPBIE XapaKTePH30BaIN ObI CyMMBI YUCTOM puObUIH KoMnaHuu B 2000 oy ¥ CyMMBI UUCTBIX
npoaax?

TREEEPIOLEE ! ...ttt

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

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

TREEEPIOLEE ! ...t
3ananme 13.
IToaroroBbTE pasBepHyThie NMCbMEHHBbIE OTBETHI HA Bonpockl o Teme Stock Market and
Investing:

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

3. How can Stock Exchange influence our everyday life?

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

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

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

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

3amanue 14.
IToaroroBbTE pasBepHyThie NMCbMEHHBbIE OTBETHI HA BONPOCHI 10 Teme International
Trade:

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

3ananmue 15.
IIpouuTajiTe cjaeAyOMUA TEKCT U MOATOTOBbTE YCTHYIO MPE3CHTALMIO O MPEUMYIIECTBAX U
HejpocTaTkax 3kcnopra B Uuani. Ucnoab3yiite Jekcuky no teme International Trade:

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

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

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

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

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

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

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

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

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

The Financial Times

TUIIOBBIE 3AJTAHUS JIJ151 IIPOBEPKY COOPMUPOBAHHOCTU YMEHMUI JIJ14 TIK-2

3aganue 1.

KoMnanuu ucnoab3yl0T pa3Hble METObI HCCIET0BAHUS PbIHKA, KOTOPbIE MOTYT TOYHO
BBISIBUTH, YTO HA YyMe Yy OTpeduTesi. B mapax cocraBbTe CIMCOK 3THX PA3JIHYHBIX
NMpueMoOB U 00CyIMTe UX MPEeUMYIIeCTBA U HeAocTAaTKU. Mcnob3yiiTe JIEeKCHKY 10 TeMe
Marketing.

To identify attractive markets — onpedenums vi200HbIEe pLIHKU

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

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

To drive smb out of the market — esimecrums ¢ pvinka

To corner, to monopolize the market — mononoruzuposams peinox

To expand markets, to gain entry to new markets — pacuwupums pvinku, 3a60e6amov 6vbIX00 HA
HOBble PbIHKU

Market segment — ceemenm pwinka; market segmentation—ceamenmayus pvinka; to spot market
opportunities through market segmentation—o6rapyosicums 603m024CHOCMU PLIHKA C NOMOWBIO €20
ceemenmayuu; to refine market segmentation — cogepuencmeosams cecmenmayuro poiHKa
Market niche, to search for a market niche, to satisfy a market niche — psinounas nuwa, uckamo
PBHIHOUHYIO HUULY, YOOBIEeMEOPsmb NOMPEOHOCMU PLIHOYHOU HUULU

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

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

a weak/complacent market leader; a distinct market challenger — ocrosrbie uepoxu, 1uoep pvinka,
KOMNAHUSA/NPOOYKM, 3aHUMAIOWUL 2 Mecmo 3a TUOepoM, OCMAIbHble UZPOKU, ONPEOeNEHHO TUOeD
PUIHKAQ/CLAObIU, HE3HAYUMETbHBLL TUOED PHIHKA, OYEBUOHBIU KOHKYPEHM

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

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

To build market share — cozoams donto na peirke

To increase/ to expand one’s market share — ygeruuumus/pacuupums oonro pvinka

To win a large market share — 3a60esamo 6onbuULy10 D010 pBIHKA

To protect market share (against competitors) — 3awuwams 00110 pbiHKa OM KOHKYPEHMO8
The second largest market share — smopas no eeruuune dons pvinxa

The marketing concept — xonyenyus mapkemutea

Marketing-oriented /marketing-led company — komnanus, opuenmuposannas nHa poiHOK

Market research — uccrnedosanue, uzyuenue pvinka

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

To employ market research techniques — ucnoavzo6amos mexnuku mapkemuneo6020 uccied08aHus
To collect data (primary data, secondary data) — coopams ceedenus (nepsuunvie, gmopuubvie)

To spot/identify market opportunities — 8bis26ums 603M0AHCHOCHU PLIHKA

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

To conduct surveys — npogecmu onpoc

To set up a focus group — cozdams goxycunyro epynny

To anticipate a consumer need — npedgocxumums HyH#cObL NOKynameneu

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

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

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

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

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

To evaluate the target market —oyenums yenesoti pvinox

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

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

To be targeted at specific market segments / products specifically adapted to particular segments
— Oblmb HayeneHHbIM Ha OnpedeNéHHble Ce2MeHMbl PbIHKA/ NPOOYKMbl A0anmupoanHvle K
onpeoenéHHbIM CecMeHmam

To tailor products to customer needs —coz0ams npodykmul, omseeyaowue HysHcOam HOKynamenel
To serve the needs of customers (about a product) — coomeemcmeosams HysHcOam nokynameneu
To satisfy changes in consumer needs —ydogremseopums uzmeneHus Hysi#co nompeoumenei

A consumer product — npodykm maccosoeo nompeonerus

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

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

Competing products — koukypupyrowue npooykmoi

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

To put smb clearly ahead of one’s competition (e.g. about a strategy, a USP — a unique selling
point/ proposition) — no3goaums KoMy-1ub0 GbIPEAMbCA 8 AuUdepbl (0 cMmpameuu, YHUKATbHOM
ceolicmee npooyKma)
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To perform a SWOT analysis — nposecmu ananuz cunvHwix, ciadvlx CmopoH, 803MOICHOCIEN U
yepo3

To maintain a steady demand for — nooodeporcusame nocmosumwiii cnpoc Ha

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

To set a price (that will cover the costs and return a profit) — ycmanosums yeny, xomopas noxkpoem
Ppacxoowvl u npuHecém npubbLIb

Pricing option — yenoswvie onyuu

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

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

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

Price-conscious / price-sensitive buyers— moxkynaTenu, oOpawarmwue  SHUMAHUE HA YEH),
yyecmeumenbHule K yene noKynamenu

To drive the customer away — omnyenymo nokynamens

To draw in competitors — npugneus KOHKYypeHmos

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

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

3ananue 2.

IloaroroBbTe pa3BepHyThIe MMCbMEHHbIE 0TBEThHI HA BONPOChI o Teme Marketing:
1.What is market? Give the definitions of market leaders, market challengers and market followers.
2.What is marketing? What are non-profit organizations involved in?
3.What are the major marketing functions?
4.What is market research? Why is market research necessary? What data may be collected in the
process of market research? What market research techniques can be employed?
5.What does a marketing strategy include? What is implied by a PEST ANALYSIS?
6.What is the target market? What are the four basic methods for segmenting a market?
7.Why are firms becoming more customer-oriented and less product-oriented? What are the three
approaches that a firm can opt for in order to serve a particular segment?
8.What is the total marketing concept or the marketing mix? What are other Ps of marketing?
9.How do companies decide on a product price? Speak about three pricing options.
10.What does placement involve? What is a common channel of distribution?

3aganue 3.
ITocMoTpHTE HA CIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe H IIPOAHAJIM3HPYHTE
BbIOpaHHbI BaMu OpeH ¢ TOUYKH 3peHusi crpaTteruu npoaa:K. [loarorossre ycTHYI0
Npe3eHTaln0, HCIOJIb3Ys JIeKCHKY 1o TeMe Marketing.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

Viral marketing (online through social networking websites and friend emailing video clips)
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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 4.
IHoaroroBsTe pa3BepHyThHI€ MICbMEHHbIE OTBETHI HA BONMPOCHI o TeMe Marketing:

. What is promotion? What are the main functions of promotion?
. What are the four promotional tools?
. What is the aim of sales promotion?
. What are the functions of personal selling? Why is it used sparingly?
. What do public relations deal with? What is the most important element of PR?
. What is the difference between publicity and advertising?
. What are the different media for advertising?
. What is the difference between product and corporate advertising?
. Why do most companies use advertising agencies? What are the roles of both parties?
10. What is a media plan?
11. What is the “threshold effect”? Why does advertising become ineffective after a certain point?
12. What are the main functions of advertising?
3aganue 5.
ITocMoTpUTE HA CNUCOK PeKJIAMHBIX HHCTPYMEHTOB HH:Ke U NMPOaHAIU3NpYiiTe
BbIOpaHHbIl BaMu OpeH/ ¢ TOUKH 3peHust cTpaTeruu npoaax. [lloaroroBbre ycTHY10
NMpe3eHTANNI0, HCTOJIB3Ysl JeKCUKY o TeMe Promotion.

O 00 1IN DN K W~

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

Viral marketing (online through social networking websites and friend emailing video clips)

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

3ananue 6.
IHoaroroBbTe pa3BepHyThIe MMCbMEHHbIE OTBEThHI HA BONPOCHI 0 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?
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12. What are the main functions of advertising?

3aganue 7.
ITucbMeHHO coracuTech WM He COTJIACHTECh CO CJIeYIOIeM YTBepPKIeHHeM,
NMPOAHAJIU3UPOBAB 3HaHMSA N0 TeMe Management:

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

3ananme 8.

IToaroToBbTE YCTHYIO MPe3eHTALMIO MO cJIeqyIolIeil cuTyannu Ha Temy Management:
[IpencraBbTe, YTO BB ABJISETECH YIPABISAIOMIMM AUPEKTOPOM KOMITAHUH CPETHETO pa3Mepa.
Kora BbI 3aHSUTH TOCT YIPABJISIONIETO TUPEKTOPA, BBl OOHAPYKHITH, YTO KOMITAHUSI HAXOIUTCS
B TU1I0XOM cocTostHud. Komania paborana Hea(h(heKTUBHO, MOPAJIBHBIN AyX OBbUT HU3KUM, a
NPOIaXKH CHIKAJIMCh B TCUCHHE TO/1a. 3a TPH roJla BaM y1aloCh H3MEHUTh CUTYaIUIO K
ayqmemy. Bam ynanock co3nath BEICOKO3(DPEKTHBHYIO0 KOMAHIY O IPOakaM, IepcoHall
OYCHb MOTHBHPOBAaH, MPOAAXH pacTyT. CKaKUTE, KaKk BaM 3TO yaanoch. OXBaTUTE CIeIyIOIINe
MOMEHTBI: TIOCTAaHOBKA IIeJIeH, 00IIeHne, MOTUBALUS, BHITOBOP, ITOXBAJA.

3ananue 9.
IIpoxkoMmMeHTHpYHTE (YCTHO) CieAylollee YTBepPKIeHUe ¢ yHoTpedjJeHueM aKTHBHOM
JIEKCHKH 110 TeMe Management:

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

3aganue 10.

Hcnonb3yiiTe caeAylONyl0 CTaTbi0 B KadecTBe MOJeIH W HANMIIUTE O OM3HeC -
Juaepe, KoropbiM Bl Bocxumaerech (Hanpumep, Ctus I:xo00c¢, buia Ieiite, JIn SAkokka,
Maiika Baymoepr, Kapaoc I'on). Ucnoab3yiiTe BokadyJasip mo teme Management.

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

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

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

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

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

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

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

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

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

3aganue 11.
HN3yunTe npuararejibHble B pAMKe U CKA:KNTe, KAKHE U3 HUX XapPaKTepPUu3yT XOPOoIlero u
moxoro Juaepa. Ucnoan3yiite Boka0dyJasip mo reme Management.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating  informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3aganue 12.

BbinosiHuTE pOJIb NEpeBOAYMKA, MNpeacTaBiasas KomMnaHuio Samsung Electronics Ha
OpuduHre C )KyPHAJIUCTAMHU, UCIIO0JIb3YyH 3HaAHUA M0 TeMe Stock Market and Investing.

Mprs.Loginova, journalist, «Komsomolskaya Pravda»: Muctep Jly Kyn Xu, sBrsiercst nu
CaMCyHr DJNEKTPOHHMKC KOHIIEPHOM WM aKIMOHEPHBIM oOmecTBoM? M BTOpoO# BOMpoC: Kak
pacnpenensercs akiMoHepHbIi kanuTai B CamcyHr ['pyn?
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TREEEPIOLEE ! ..ottt e

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

TREEFPIOICE: ...t

Mr.Savelyev, journalist, «Moscowskie Vedomosti»: Bnaneet mu Camcysr ['pyn akuusimu
JIpYTUX KOMIaHUH B cepe JMeKTPOHUKH?

TREEFPIEIEE: ...ttt

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

TREEFPIEIEE: ...t

Mpr.Denisov, journalist, TV-program «Segodnya»: Mucrtep Jlu, xTto, Ha Bam B3risz,
SBJISIETCS] CAMBIM CEPbE3HBIM KOHKYPEHTOM 117151 CaMCYHT DJIeKTPOHUKC B HacToslee BpemMs?

TREEEPIOLEE ! ...ttt

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

TREEEPIOLEE ! ...ttt

Mrs.Fedotova, journalist, TV-program «ltogi»: Muctep JIu, uro Bbel gymaere o
nepcreKTuBax pa3BuTus Bamieil koMnanuu Ha pelHKe Bocrounoit EBponbsi?

TREEEPIOLEE ! ...ttt

Mr.Lee Kun Hee: 1 suppose that Eastern Europe is a perspective market in the future but
now we experience some difficulties here due to instability in the economic situation.

TREEFPIOIEE: ...t

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

TREEFPIEIEE: ...ttt

Mr.Vanin, journalist, NTV-program: Muctep Jlu, Mmoxere nu Bbl mpuBecTn mUQpHI,
KOTOPBIE XapaKTEePU30BaIIN Obl CyMMBbI YCTOM MpuObLTH KoManuu B 2000 o1y ¥ CyMMBI YUCTBIX
npogax?

TREEEPIOLEE ! ...ttt

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

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

TREEEPIOLEE ! ...t
3ananme 13.
IToaroroBbTE pasBepHyThie NMCbMEHHBbIE OTBETHI HA Bonpockl o Teme Stock Market and
Investing:

71



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

. How can Stock Exchange influence our everyday life?

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

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

. What does «to be a shareholder» mean?

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

0w 9 N B W

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

3aganue 14.
IToaroroBbTe pa3BepHyThie MMCbMEHHbIE OTBETHI HA BoNpockl o TeMe International
Trade:

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

3aganue 15.
IIpouuTaiiTe cjaeAyOMUI TEKCT U MOATOTOBbTE YCTHYIO NMPE3eHTALMIO O MPEUMYIIEeCTBAX U
HenocraTkax 3kcnopra B Uuaui. Ucnosab3yiite jJekcuky nmo reme International Trade:

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

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

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

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

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

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

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

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

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

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

The Financial Times

7.3.3. TunoBble 3aJaHNS U (MJIH) MATEPHUAJIBI JI1 OLIEHKH HABBIKOB M (MJIM) ONBITA
AeATeJIbHOCTH

TUITOBBIE 3ATAHUSA UL ITPOBEPKM YPOBHS COOPMHUPOBAHHOCTH
HABBIKOB U OIIbITA AEATEJIbBHOCTH 1JIAA KOMIIETEHIIMIN OK-4

3ananme 1.
H3yunte Keiic Hu:Ke. Peminre, Kakoil BApHMAHT, 110 BallleMy MHEHHI0, OyaeT HauboJiee
3()(peKTHBHBIM B BbISIBJICHHH TAJAHTIUBBIX CTYAEHTOB MapKeT0J10roB. Iloarorosbre
YCTHYIO NPe3eHTALUI0 Keiica HA AHTVIMIICKOM fI3bIKe, 00bSICHUB CBOM BHIOOP.

MARKETING TO STUDENTS

Virgin Mobile is a phone operator that provides a wide range of mobile communication services
to its customers in the UK. Competition between mobile phone operators is strong and winning a
large market share in the student market is vital. Students use their mobile phones a lot — to call
friends and family, and also to get information and play games. There are 2.5 million students in
the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to students
because they are hard to reach and cynical about sales pitch.* Virgin Mobile has decided that the
best way to promote the brand to students is to find insiders: student marketers who will work on
promotional campaigns in their own universities.
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The problem for Virgin Mobile is how to identify student marketers with brilliant ideas and good
selling skills. There are three options:
1)Use standard job recruitment methods. Post a job advertisement, select from written applications
and hold interviews in each university.
2)Recruit people at student fairs. Universities hold fairs for students at the start of each year.
Different companies have stands at these fairs to sell their products or services to students. Students
can find out about things that may be helpful during their student life. Virgin Mobile could set up
a stand at student fairs, tell those who come to the stand about marketing opportunities and recruit
interested students “on the spot™.
3)Hold a competition in which students suggest ways to promote the brand to other students. The
students with the best suggestions get the chance to put their ideas into practice and win an
attractive prize.
3aganue 2.
Pa3pa6oTaiiTe U 3anUIINTE HA AHTJIMIICKOM SI3bIKe MAPKETHHIOBBIN MJIaH 1JIs1
BbIOpaHHOro Bamu npoaykra, paccMoTpeB 0CHOBHbIE YeThipe I1 MapkeTuHra:

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

national, international? What social groups/types of customer is the
product aimed at? How will the product be sold (Internet, high street,
direct mail, etc)?

Price: How much will the product cost? What type of profit margin do you
expect? Will the product be priced differently for different markets? Will
there be any special offers or discounts available?

Promotion: How much will you advertise the product(word of mouth campaign,
magazines, broadcast media, posters)? What type of launch will the
product have? What will the initial promotional budget be?

3aganue 3.
N3yuyute naHHBIA KeliC U MPOAHATU3UPYHTE BCe TPH OM3HEC CTPATeruy ISl CIIOPTUBHOM
oxe;xxkabl Una. IlpencraBbre cBOM MaeH AJsi Oyayiueil crpaTerud KOMIIAHNU B TUCbMEHHOM
oTyere.

Una Sportswear

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

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

Franco Rossi is now 58 years old. He would like to become Chairman of the company in the near

future and to appoint one of the present directors as CEO to run Una Sportswear. There are three
possible candidates for this position. Each candidate will present his/her ideas for the company's
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future strategy to the board of directors. The director who makes the most persuasive presentation
will replace Franco Rossi as CEO of the company.

Problems faced by Una Sportswear

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

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

* invested in too many expensive endorsements with top sports people

* suffered from fierce competition from stronger rivals

* lost its reputation for being innovative.

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

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

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

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

3ananmue 4.

N3yuure nanubii keiic, npoBeaure SWOT-ananu3, ncnosab3ysa uHgopmManmnio us
NMPOYUTAHHOIO Keiica M COCTAaBbTE PEKOMEH/IAIlUN, KOTOPbIe MOIJIUA Obl MOMO4Yb CHACTH
komnanuio. [logymaiite, B 4aCTHOCTH, 0 TOM, YTO MOKHO ObLJIO ObI C/1€JIATh, YTOObI:

- I3MeHUTh KOPIOPATHBHOM KYJIbTYPbI
- YiIy4muTh Ka4ecTBO
- CokpaTuTh U3ePKKH
- HaiiTu 1 ucciie10BaTh HOBbIE PBIHKH
- BoccTaHOBUTH penyTanui KOMIAHUH
IIpencraBbTe peKOMeHIAIUM B MTUCbMEHHOM OTYeTe.

MACBETH Glassware

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

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

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

3aganue 5.
N3yunte Teker HUAxKe. [IoAroTOBbTE YCTHBIN PACCKa3 HA AHIVIMMCKOM sI3bIKe 00
ycTpoiicTBe GOHI0BOI OMPKHU, HCMOJIb3Ys] HHGPOPMAIIHIO U3 TEKCTA.

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

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

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

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

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

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

If the market is thought to be poor and prices on the Stock Exchange are likely to fall, the
market is called a bear market.

A promise to pay a sum of money over an agreed time by anyone licensed to do so, such
as a government, insurance firm, etc., is a bond.

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

Something that is owned by an individual or company, has monetary value, and can be sold
to pay debts, is an asset. Items which the business expects to keep for a year or more are its fixed
assets.
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The sum borrowers pay to lenders for the use of their money is determined by the interest
rate.

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

Rates

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

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

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

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

The same in Japan is Nikkei Dow index.

Banks, Accounts, Clients

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

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

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

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

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

A note which accompanies goods sent by a seller, to be signed by the person who receives
the goods, is a delivery note. A document showing what has been bought and for how much, and
indicating that the goods are in transit, is an advice note.

A percentage deduction made for an order over a stated value, or payment within a stated
time, is a discount. The complete statement, showing what is owed or possessed, provides a
statement of the balance account. A statement produced, usually at the end of a financial year,
showing the financial state of the business and including, among other things, its assets and
liabilities, is its balance sheet.

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

77



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

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMHUPOBAHHOCTHU
HABBIKOB U OIIbITA AEATEJIBHOCTHU AJIX1 KOMIIETEHIIMH I1K-2

3ananue 1.

N3yunTe naHHbIN Kelic. Bbl siBiIseTeCh YiIEHAMHU PeKJIAMHOM KOMAaH/bl B KOMIIAHUH
®okyc. [loaroroBbTE peKJIAMHYI0 KAMIIAHMIO ISl OAHOT0 U3 MPOAYKTOB HJIH YCJIYT.
Hcnoab3yiiTe KJI0YeBble BONPOCHI HIKE, YTOOBI MPOAHAJIN3HPOBATH MPOAYKT H BHIOPATH
NnpaBWIbHbIE METOBI PoABUKeHNs. [IpeacTaBbTe CBOKO PEKJIAMHYI0 CTPATETHIO B
YCTHOM OT4YeTe Ha aHTJINHCKOM SI3BbIKE.

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

creative ideas to offer.

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

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

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

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

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

Aim: A creative campaign to improve sales.

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

/111t has also asked your agency to suggest other campaigns.
KEY QUESTIONS:
1.What is the campaign’s key message?
2.What are the USPs of the product or service?
4.Who is your target audience?
5.What special promotions will you use at the start of the campaign?
6.What media will you use? Several, or just one or two? Use this checklist as a guide, brainstorm
some ideas and produce a draft of a poster or a thirty-second radio/TV commercial. Remember
AIDA (attention, interest, decision, action,).

— What kind of image do you want to project?

— What approach/technique will you use?

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

— What will your slogan be? (maximum 10 words)
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—  What pictures or photographs will you use?

—  Will you use someone famous to endorse the product?
— Will you invent a jingle or use a cartoon character?

— Who will you use to do the voiceover?

3aganue 2.
N3yuurte nannsbiii keiic. [lpeacraBbre, yTo Bol 1upextop Business Equipment and
Systems. BoinmosiHute cjienymwoiee 3agaHue:
1. Ilpoananu3upyiite Bce NpodemMbl, BIUSIONIAE HA pa0oTy 0TAeIa MPOJAK.
2. lIpenJioskuTe cnnoco0bl NoBbIleHUs 3¢ PekTUBHOCTH PadOTHI O0TAEJIA MPOJAK.
3. PazpaGoTaiiTe miaH JeiicTBUil HA OJIMKaliIMe MOJIT0/AA.
H3znoxure Bamm npeaioskeHusi B NUCbMEHHOM OTYeTe-MUCbMe akuuoHepam BES.
CASE STUDY: THE NEW BOSS

Background

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

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

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

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

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

JOHN. Fax machines. Aged 42

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

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

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

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

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

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

DENISE. Fax machines. Aged 35

Personality: Dynamic, moody, outspoken.

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

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

Other: Used to have a personal relationship with Markus.
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MARKUS. Plasma screens. Aged 30

Personality: friendly, charming, volatile

Performance: Needs to improve. Ranked fifth (value of sales).

Good/bad points: Talented salesman, but inconsistent. Works hard when he is in the mood. Popular
with most colleagues. Always makes his final call close to home (not good for the company).
Other: Dislikes Denise and shows it!

ELIANA. Data projectors, new products. Aged 25

Personality: Very ambitious, hard-working, creative

Performance: Excellent. Ranked second in department (value of sales).
Good/bad points: Feels demotivated. Wants to move to plasma screens.
Other: Some people are envious of her success. They don’t accept her ideas.

ANNA. Fax machines. Aged 26

Personality: Reliable, quiet, hard-working

Performance: Missed her sales targets three times last year. Ranked seventh in department (value
of sales).

Good/bad points: Some good ideas but colleagues don’t listen to her. Very helpful to her
colleagues.

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

ROBERT. Data projectors, new products. Aged 46

Personality: Strong, sociable, team player

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

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

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

Additional problems in the sales team

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

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

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

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

3aganue 3.

N3yuure nannbiii keiic. [IpencraBbre, uTo Bol nupexkTop SLIM GYMS. U3yunTe
KAPTOTEKY YeTbIpeX KAHAUAATOB M NPOAHAJIM3MPYITe HX CHJIbHBIE H CJIa0ble CTOPOHBI.
Bbi0epuTe gydniero KaHJauaaTa Ha 10JKHOCTH ['eHepasbHOro nupexkropa. Hsioxure
Bamm npeasioxkeHusi B NMCbMEHHOM oTYeTe-mucbMe akinuoHepam 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.
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Three of the clubs are located in areas where large numbers of Spanish, Chinese and Italians live.
Slim Gyms recently advertised for a General Manager.

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

¢ Dynamic, enthusiastic, flexible

e A strong interest in health and fitness

e A good track record in previous jobs

e The ability to work with people from

different cultural backgrounds

Outstanding communication skills

e A flair for new ideas and sound
organizational skills

Name: Isabella Rosetti

Age: 35

Marital Status: Single

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

Outstanding achievement: Got a contract with a major advertiser.

Skills: Fluent Italian, judo expert, paints.

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

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

Name: Michael Bolen

Age: 36

Marital Status: Married, with three children

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

Outstanding achievement: Successful product launch in previous job.

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

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

Age: 40

Marital Status: Single

Education: Park High School

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

Outstanding achievement: Two decorations for bravery.

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

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

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

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

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

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

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

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

7.4. IlepeyeHb BONPOCOB /ISl MOATOTOBKH K 3a4eTy
1. Marketing:

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

2. What is the difference between a manager and a leader? Which leadership qualities
can be acquired and which must you be born with? What are the three modern
management styles?

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

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

leverage? What company is called a highly leveraged one?

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

7.5. Meroanuyeckue MaTepHuaJbl, ONpeae/Isomue Npoueaypsl OleHUBAaHUA 3HAHUH,
YMeHH i, HABBIKOB U (MJIM) ONbITA AeSITEJIbHOCTH, XaPAKTEPHU3YIOLIUX ITANbI
¢GopmupoBaHus KOMIIETEHUMH

Jlnst  oOywaromuxcss 1o O4HOM (opme oO0ydeHHuss YpOBEHb CHOPMUPOBAHHOCTH
KOMIIETEHIIMM  (KOMIIETCHIIM), pealu3yeMbIX HaHHOM JUCIMIUIMHOM, OIICHHMBAeTCs ¢
MpUMEHEHHUEM OAJTBHO - PEUTUHTOBOM CUCTEMBI B X0JI€ TEKYIIEH ¥ MPOMEKYTOYHOM aTTeCTalluu
CTyAeHTOB coryiacHo [lomokeHuio 0  OaUIbHO-PEUTHMHTOBOW  cUCTeME ABTOHOMHOMU
HEKOMMEpPYECKON  OopraHu3aluu BbICIIEro oOpa3oBaHust «MHCTUTYT  MEXIyHApOIHBIX
SKOHOMHUYECKHUX CBS3EN».

Jlnst  o0ydarommxcss IO OYHO-3a0YHOM M 3a04HOM (¢opMaM O0OydeHUS YpOBEHB
c()OPMUPOBAHHOCTH KOMIIETEHIIUU (KOMIIETEHIINI), pEaTu3yeMblX TaHHOW JUCIHUILTUHON
OLICHUBAETCA C  WCHOJb30BAaHUEM  TPAJAMLIMOHHOM  IIKAIbBI:  «HEYJOBJIETBOPUTEIBHO,
«YIOBJIETBOPUTEIILHOY», «XOPOLIO», «OTIUYHO» (IIPH MPOBEIECHUH dK3aMEHA) WU «3a4TE€HO» /
«He3auTeHo» (MpU MpOBENEHUHM 3aueTa), coriiacHo I[lomojkeHHIo O TeKylleM KOHTpoJe U
npoMexxyTouHoi arrectauuu oOydatonmmxcsi B AHO BO «MHCTUTYT MeXIyHApOJHBIX
SKOHOMHYECKHX CBSI3EN».

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

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

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

- paboTa Ha ceMHHapaX M MPAKTUYECKUX 3aHATUSAX (BBICTYIUIEHHME C JOKJIAIOM,
MOJrOTOBKA MPE3EHTAIMil, YCTHBIE OTBETHI, pEeIlIeHUH 3a/1a4, paboTa CTYJ€HTOB MaJIbIX Ipynnax,
BBITIOJTHEHHE 3aIaHUH U T.11.) — MakcuMyM 20 6aIios;

- MUChbMEHHAsT KOHTPOJbHas pabora, pedepar u Apyrue BHABI MUCBMEHHBIX PabOT —
MakcuMyM 10 6anioB (eciu mpeaycMOTPEHO BBITIOTHEHUE ABYX paOOThI — MAKCUMYM TI0 5 0asioB
3a KQXIYy10).

IIpomexyTouHasi aTTeCTAUMSA B COOTBETCTBUU C YUCOHBIM IJIAHOM IO HAIPABJICHUIO
38.03.02 Menemxment (mpodunab «MeXIyHAPOIHBIH MEHEIKMEHT») TO JIUCIUIUINHE
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npoBoauTca B (¢opme 3aueta. MakcumanbHas OLEHKAa 3HAHWN, YMEHUN M HaBBIKOB CTYACHTA,
BBISIBJICHHBIX B XoJe 3aueTa/ k3ameHa — 50 Oammo. Cymma OallloB Ha  3aueTe/3K3aMeHe
CKJIA/IBIBAET M3 OLICHKU MPABHJIBHOCTH BBIIIOJIHEHUS TECTOBBIX 33JaHHMI MM YCTHOTO OTBETA U
peIIeHHs CUTYaIlMOHHBIX 3a]1a4.

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBIMOJIHEHUS 3aJaHUMl N7 MPOBEPKH YPOBHS
copMHpOBaHHOCTH 3HaHUM — 20 0aIoB. DTO MOryT OBITh TECTHl HMJIM NpPU YCTHOM
3aueTe/PK3aMeHE OTBETHI Ha BOMPOCHI OuyIeTa (3a KaXKaslid Borpoc He 6omee 10 6amioB).

IIIkaja olleHKH TeCTOBBIX 3aJaHHl
e TecThl 3aKpHITOTO TUIA (MHOXKECTBEHHOTO BBIOOPA, aIbTEPHATUBHOTO BHIOOPA, UCKITIOYECHUS
JIMIITHETO, BOCCTAHOBJICHUS MOCIIEI0BATEIHLHOCTH)
[IpaBunsHO BBIOpaH BapuaHT OTBeTa — | Oasn
e TecThl NOIIOIHEHUA
Brnucan BepHbIit oTBET — 2 Oaia
IlIkajia oneHMBaHMs YCTHOIO OTBeTAa (B 0ajJ1ax) Ha BONPOC HA 3aYyeTe/IK3aMeHe

Tema packpbITa ¢ OIOPON HA COOTBETCTBYIOIIME MOHATHUSA
U TEOPETHYECKUE MOJIOKEHUS 3
ApryMmeHTaIus Ha TCOPETHIECKOM YPOBHE HEMOIHAS, HO C
PackpeiTie Tembl, OIOPOI Ha COOTBETCTBYIOIINE MOHSITUS 2
UCIOJIb30BaHUE
OCHOBHBIX TOHATHI
(MakcuMyM 3 Gasura) AprymeHTanusi Ha TEOPETUYECKOM YpOBHE HeEMoJHasl, 1
CMBICII psiJia KIIFOUEBBIX MOHSATUI HE 00BSICHEH
TepMHUHOJIOTHYECKUI  anmapaT HENOCPEACTBEHHO HE
CBSI3aH C paCKpPbhIBAEMOW TEMOM 0
[TpuBoasTCcs haKThl M IPUMEPHI B IIOJIHOM 00BEME 3
[IpuBoasATCS MpUMEpHI B OJHOM 00beMe, HO MOXKET OBbITh
nomymieHa ¢akThdeckass omubOka, HE TMpuUBEAmas K 2
N3noxenune GakToB M | CYIIECTBEHHOMY MCKaKEHHIO CMBICIIA
MIPUMEPOB 1O TEME [TpuBonsATCS MpUMEPHl B YCEUEHHOM 00BeMe, OMYIIEHO
(MakcumyM 3 Oansia) | HeCKOJIBKO (DAKTHUECKHX OMIMOOK, HE MPHBEANINX K 1
CYILIECTBEHHOMY MCKQKEHHUIO CMBICIIA
JlomymieHbl  (pakTUYeCKHEe W JIOTUYECKHE  OLIMOKH, 0
CBUETEIHCTBYIOIINE O HETOHUMAaHHH TEMBI
OTBeT xXapaKkTepU3yeTcsi KOMITO3UIIMOHHON IEIhHOCTHIO,
co0mroaeHa Joru4ecKast MOCIIEI0BATEIHHOCTD, 3
MOJJIEP)KUBACTCS PABHOMEPHBI TEMIT HAa MPOTSKCHHUH
Komno3zunmonnas BCETO OTBETA
I{EJIOCTHOCTb, OTBeT XapakTepu3yeTcsi KOMITO3UIIMOHHON IEIbHOCTHIO,
JIOTUYecKast €CTh HapyULIeHHs MOCJIEIOBATEIbHOCTH, MOAIEPKUBACTCS 2
IOCJICA0BATEIBHOCTD paBHOMepHBIﬁ TCMII Ha MMPOTSPKCHUH BCCT'O OTBCTA
(MakcumymM 3 Gaia) Ectp HapylmieHHsi KOMIIO3MIIMOHHOW IIEJIIOCTHOCTU U
MOCJIeI0BATEIbHOCTH, OombIIoe KOJIMYECTBO 1
HEONpaBJaHHbBIX May3
He npocnexuBaercs 10ruKa, MbICIIb HE Pa3BUBACTCS 0
PeueBbix u nexcuko-
rpaMMaTHYEeCKUX i
OIMOOK HET
(1 6amn)

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJIHEHUS 3aJaHUMl 7 MPOBEPKH YPOBHS
c(hOpMHUPOBAHHOCTH YMEHUH 1 HaBBIKOB — 30 6aJLI0B.
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MakcumanbHOe KOJMYECTBO OasIoB 3a BBHIMOJHEHUS 3aJaHUi Ui TIPOBEPKU YPOBHS
chopmupoBaHHOCTH yMeHUH — 10 6as1oB.

[IIxana oneHUBaHus CTAaHAAPTHBIX 33724

[TornManue npeacTaBIeHHON HHpOpMaIUu 0 1 2 3
Wznoxenne (HakToB 0 1 2 3
[Tpenyioxxenune cnocoda pemeHus mpooJIeMbl 0 1 2 3
AKKypaTHOCTh 0(popMIICHHUS 1
HUTOI'O: 10

MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBIMOJHEHUS 3aJaHUM Ui MPOBEPKU YPOBHS
chopMupoBaHHOCTH BiajieHU — 20 6aJ/10B.
[Ixana onleHUBaHUS HECTAHAAPTHBIX CUTYAIIMOHHBIX 337a4, TPEOYIOIINX apryMEHTAIIU!
cOOCTBEHHOM TOYKHU 3PCHUS

[TornManue npeacTaBIeHHON HHpOpMaIUu

Wznoxenne (HakToB

[Ipenyioxxenune cnocoda pemeHus mpooJIeMbl

ObocHoBaHMe criocoba penieHus npoodIeMbl

[TpenyioxkeHne anpTePHATUBHOIO BapHAHTA

HOHHOTa, MOCJIACA0OBATCIBHOCTD, JIOTHMKA U3JIOXKCHUA

(=l e} fer ) [ar) fan)
— [ [ = | | = [ —

[NSRL ORI SR S RLORY S}

AKKYpaTHOCTb U IPABHJILHOCTH O0(hOPMIICHHS

[\SHRUSHRUS HEUS R RUS R RS R RUS)

HUTOI'O:

20

[Tpu BBICTaBICHUH 3a4eTa/3K3aMEHAIMOHHON OLIEHKH CyMMHUPYIOTCS Oaslibl, MOJTy4YeHHBIC
B X0JI¢ TeKyIeH paboThl U 0aJUIB, TOJYYCHHBIC HEMTOCPEICTBEHHO B XOJI€ 3a4eTa/IK3aMeHa.

[TepeBoa wToroBoit cyMmbl OammoB mo aucuuiinHe u3 100-0amibHONH B 9KBUBAJICHT
TPAAUITMOHHON MATHOATLHON CUCTEME OCYIIIECTBIISIETCSI B COOTBETCTBUU CO CIIEAYIOIICH IITKaIOM
(1. 3.3 Ionoxenus o GaILHO-PEHTUHIOBOH crucTeMe):

3auger
Bamer o 100-0amibpHOKR-1IKaIe TpaguuuoHHAas cucTeMa OLIEHKH
50-100 OamoB 3a4TeHo
49 6a1I0B U HIDKE He 3aureno

Onucanue MKAaJbl OLEHNBAHNUSA

Orenka Ornenka O1eHKa «XOPOIIIOY O1eHKa «OTIIMIHOY
<HEYJIOBJICTBOPUTEIILHO» (HE | «YOBICTBOPUTEIHLHOY (3aureHo) (3aureHo)
3a4TEHO) (3auTeHo) 70-84 Gamnos 85-100 6amioB
49 6aJlJIOB U HIDKE 50-69 6ammoB IToBBITIICHABIH Bricokwii ypoBeHb
KOMITCTEHIIUS bazoBblit ypoBeHb YPOBEHb OCBOCHHS OCBOCHHS
(KOMITETEeHIIMH ) HE OCBOCHUST KOMITCTCHITUH KOMITETCHIIUH KOMITCTEHIINH
chopmupoBaHa (KOMTIETEHITHT) (KOMTIETEHITHT) (KOMTIETEHITHT)
Kommnerentus (ee yactp) Kommnerenmus (ee OO6yuarommmiics OO6yuarommiics
HE pa3BUTA. 4acTh) HEJIOCTATOUYHO | BJIAJICET 3HAHUSIMU U obnamaer
OOyuJarommiics He pa3Bura. YMEHUSIMH, BCECTOPOHHUMU U
obmnamaer OOyuarommiics TPOSIBIISIET 1y OOKUMHU
HEO0OXOAMMBIMH YaCTUYHO 3HAET COOTBETCTBYIOIINE 3HAHUSAMH,
3HAHUSAMU, HE CMOT OCHOBHBIE HABBIKU MPU YBEPEHHO
MPOJAEMOHCTPUPOBATH TEOPETUYECKUE peleHnmn JEMOHCTPHUPYET
YMEHHS U HABBIKA TIOJIOKEHUS, TOMYCKAET CTaHJAPTHBIX U YMEHHUSI, CIOKHBIE
OITMOKY TIpU HECTaHJAapPTHBIX HAaBBIKH, YBEPEHHO
ONPEACIICHUH TTOHATHIA, 3aJ1a4, HO AMEOT OPUEHTHUPYETCS B
CHIOCOOCH pemiaTh MECTO HEKOTOpbIE MPAKTUYECKUX
CTaHJApPTHBIC 33/1a4H, HETOYHOCTH B CHUTyalHUsIX.
JoITycKast HeOOoIbIIHe JEMOHCTpaLUH
MOTPEIIHOCTH OCBOCHUSI MaTepuana

85




IIpouenypa M KpuTepuH OLEHKH C TPUMEHEHHEM TPAIAMIHOHHOH IIKAJIbI
OLlCHUBAHMS

JIJst CTYyZACHTOB OYHO-3a0YHOM M 3a04HOM (popM 00ydeHHsI ypOBEHb CHOPMUPOBAHHOCTH
KOMITIETEHIIMH OLIEHUBAETCS C UCTIOIb30BAHUEM TECTUPOBAHUS - CUCTEMBI CTaHIaPTU3UPOBAHHBIX
MPOCTHIX W KOMIUIEKCHBIX 3aJlaHWi, MO3BOJSAIONICH OMNpPENeUTh YPOBEHb 3HAHWM, YMEHUH M
BJIQJICHUN 00YYarOIIerocs.

Kputepuu onenuBanust 3aaHuii:

OIICHKAa «YIOBIIETBOPUTENHHO» / «3auTeHO»- 3a 51-69% mnpaBUIBHO BBIMOJIHEHHBIX
3aJIaHHM,

OILIEHKA «XOPOIIOy» / «3auTeHO» - 3a 70-85% MpaBUIILHO BBIOJIHEHHBIX 33JaHHH,

OIICHKA «OTINYHOY / «3a4TEHOY - 3a IPaBUJILHOE BBINTOJTHEHUE OoJiee 85% 3amanuii.

B ciywyae mpoBeneHHsT MPOMEXYTOUHOH aTTecTallid B YCTHO - MUCBMEHHOW Qopme
HCIIOJIb3YETCs CIeAYIONIas IIKajla OLleHUBAHUS:

Onenka «omauunoy / «3aumenoy. OTBETHl Ha IOCTABJICHHBIE BOIPOCHI H3JIararoTCs
JIOTUYHO, TIOCTIEI0BATENIbHO U HE TPEOYIOT JONMOJHUTENbHBIX MosicHeHui. [TonHo packpbiBatoTcs
MPUYUHHO-CJICICTBEHHBIC CBSI3U MEXKIY SBICHUSMHU U coObITHsMH. [lenarorcs o0OCHOBaHHBIC
BbIBOJIBI. [IpakTueckas 3a1a4a penieHa BepHo. CTyIeHT yBEPEHHO OTBEYAET Ha JJOTIOTHUTEIbHBIE
BONPOCHL. [Ipy mpoBeIeHNH TeCTUPOBAHUS KOJIMYECTBO MIPABUIILHBIX OTBETOB OOJIBIIE WIH PABHO
85 %.

Onenka «xopowoy / «3aumenoy. OTBETbl Ha IOCTABIECHHBIC BOIPOCHI H3JIAraloTCs
CUCTEMAaTU3UpPOBAHO U TOCIEAOBaTeNbHO. Marepuan wu3naraercs JOCTaTOYHO YBEPEHHO.
PackpbIThl MPUYMHHO-CIICICTBEHHBIE CBS3H MEXK/Y SIBJICHUSIMH U COOBITUSMH. JIeMOHCTpUpYeTCs
yMEHHE aHaIM3UpPOBaTh MaTepHall, OJHAKO HE BCE BBIBOABI HOCAT apryMEHTHPOBAHHBIN U
JoKa3aTeNnbHBI  xapakTtep. [IpakTudeckas 3amaya pelieHa BEpHO, JUOO  JIOMyIIeHa
HecyliecTBeHHast omuoka. CTyIeHT MOXKeT JONYCTUTh HETOYHOCTh TMpH OTBETE€ Ha
JIOTIOJIHUTEIbHBIE BONPOCHL. [Ipy nmpoBeAeHNN TECTUPOBAHMS KOJIMUYECTBO MPABWIBHBIX OTBETOB
6omb1ie uian pasHo 70 %.

Onenka «ydogremseopumenvuoy /  «3aumenoy. JlOMycKarOTCS  HapylIeHUsS B
MOCIIEI0BATEIbHOCTH H3JI0XKEeHHUs. HemoysHo packpbIBalOTCS MPUYMHHO-CIEACTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUSAMHU. J[eMOHCTPUPYIOTCS MOBEPXHOCTHBIE 3HAHMS BoOmpoca. B
pElIeHNH MPAaKTUYECKUX 3a]ayd JOMyIleHa OMKOKa, HUCIIpaBisieMasl ¢ MOMOIIBIO MPernoaaBaTess.
Nmerotcs 3aTpyaHenus ¢ BiBogamMu. CTyIEHT YaCTUYHO OTBEYAET Ha JJOTIOJHUTEIbHbIE BOITPOCHI.
[Tpu npoBeneHnU TECTUPOBAHUS KOJTMYECTBO MPaBUILHBIX OTBETOB Oosee 51 %.

OneHka «HeydogremsopumenvHoy / «He 3aumenoy. Matepuan u3Iaraercs
HEIOCJIEI0BaTeNbHO, COMBYMBO, HE TPEICTABIAET OINPEACICHHOW CHUCTEeMbl 3HAaHUW IO
nucuuruHe. He packpbiBaroTCs NPUYUHHO-CIIEICTBEHHBIE CBS3M MEXKIY SBICHHUSIMU U
coObITusiMU. He mpoieMOHCTpHpOBaHO YMEHHUE aHaTu3upoBaTh MaTepual. [Ipaktudeckas 3agayua
HE pelleHa WJIM pelieHa He BepHO. BhIBOAbI HE NpaBWiIbHBI WM HE clenaHbl. OTBETHl HA
JOTIOTHUTEIbHBIE BOMPOCHl OTCYTCTBYIOT. [Ipum mpoBeAeHMHM TECTHUPOBAaHUS KOJIUYECTBO
IIPaBWIBHBIX OTBETOB MeHee 50 %.

IIpu QopmupoBaHUM OKOHYATEIHHOTO pe3yJbTaTa IPOMEXKYTOUHON aTTecTaluu C
NPUMEHEHUEM TPATUIMOHHON IIKaIbl OIEHWBAHUS YUYUTHIBAIOTCS PE3YJbTAThl TEKYLIEro
KOHTPOJISI paOOTHI CTYJICHTA U OIICHKA MOYKET ObITh TTOBBIIICHA HA OJMH Oasll.

8. IlepeyeHb OCHOBHOM U JONOJHUTEILHON Y4eOHOM JTUTEPATYPbI, HEOOXOAUMOM sl
OCBOEHUS TUCHMILUINHBI (MOYJIs1)

8.1. OcHoBHas quTEpaTypa
1. Yukunesa JI. C. AHriumiickuii s3Ik B yrpaBieHun repcoranioM (B1—B2). English for Human
Resource Managers: yueOHMK u mnpakTukyM s By3oB/ JI. C. Yukunesa, E. B.Jlusckas,
JI. C. Ecuna. — 2-e uzn., nepepad. u non. — Mocksa: U3garenbctBo Opaiit, 2020. — 203 ¢. —
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(Bricmiee o6pazoBanue). — ISBN 978-5-534-08232-6. — C. 1 — Texkct: anextponnsiii // ObC
FOpaiir [caiit]. — URL:
https://urait.ru/book/angliyskiy-yazyk-v-upravlenii-personalom-b1-b2-english-for-human-
resource-managers-451419

2. HyxnoBa E. E. Aunrmmiickuii s3eik. Professional Reading: Law, Economics, Management:
yueOHOe mocobue mns By3oB/ E.E. HyxHoBa. — 2-¢ wu3m., ucnp. u jgom — Mocksa:
NznarensctBo FOpaiit, 2020. — 149 ¢. — (Bricmiee obpazoBanue). — ISBN 978-5-534-07994-4.
— C. I — Texkcr: anekrponnsiit // OBC KOpaiir [caiiT]. — URL: https://urait.ru/book/angliyskiy-
yazyk-professional-reading-law-economics-management-454142

3. KymmoBa A.K. AHrmiickuii s3Ik aisi MeHemkepoB u JjoructoB (B1-Cl): ydueOHuk u
npaktukym st By30B / A. K. Kymnioga, JI. A. Koznoga, O. I1. Bonsiaen; moa obmeit pexaxiueit
A. K. Kynnosoii. — 2-e u3g., ucnp. u gon. — Mocksa: U3natensctso FOpaiit, 2020. — 355 c. —
(Bricmiee oopazoBanue). — ISBN 978-5-534-08147-3. — C. 1 — Texkct: anektponnsiii // ObC
FOpaiir [caiit]. — URL
https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-i-logistov-b1-c1-450355

4. BopoobeBa C. A. Aurnmiickuii si3b1K 47151 3pdextuBHOoro Mmenemrmenta. Guidelines for Better
Management Skills : yue6HO€ mocoOue miist By30B / C. A. BopoObseBa. — 2-¢ u3., UCHp. U JOI. —
Mocksa: M3aarenscTBo FOpaiit, 2020. — 260 c. — (Bwicmiee o6pa3oBanue). — ISBN 978-5-534-
04198-9. — C. 1 — Texkcrt: anektponnsbiit // OBC Opaiir [caiiT]. — URL:
https://urait.ru/book/angliyskiy-yazyk-dlya-effektivnogo-menedzhmenta-guidelines-for-better-
management-skills-453871

5. CmupnoBa H.B. Awuramiickuii s3pIk ans MmeHemkepoB (B1-B2): yueOnuk ams By30B/
H. B. Cmupnosa, A. B. Cokoinosa, FO. A. [lyrnac. — MockBa WznmarensctBo FOpaiit, 2020. —
185 ¢. — (Bricmiee oopazoBanue). — ISBN 978-5-534-08395-8. — C. 1 — TekcT: 251eKTpOHHBIT
/I OBC IOpaiir [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-b1-b2-
455833

8.2. lonoiHMTEILHAS JIUTEPATYPaA
1. AHrIUACKUI S3BIK IS M3YyYalolmuX MexayHapogHsle oTHomeHus (B2-Cl): yueOHUMK uis
By30oB/ H.B. Apxannesa, JI. E. bymkanen, A.K.T'apaeBa, JI.B. Tsa0una.— Mockaa:
WznparensctBo FOpaiit, 2020. — 255 ¢. — (Bricmiee o6pazoBanue). — ISBN 978-5-534-10866-8.
— C. 1 — Texkcr: anexrponnsiit // OBC IOpaiit [caiiT]. — URL:
https://urait.ru/book/angliyskiy-yvazyk-dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-
455995
2. CrynnukoBa JI. B. AHrnmiickuil 36k B MexxayHapoaHoMm Ouznece. English in international
business activities: yueOHoe mocooue st By30B / JI. B. CtynmHukoBa. — 2-¢ u3m., mepepad. u
norn. — MockBa: W3parensctBo FOpaiir, 2020. — 216 c.— (Bsicmiee obOpazoBanue). —
ISBN 978-5-534-11015-9. — C. 1 — Texkcrt: anektponnslii // 9bC Kpaiit [caiiT]. — URL:
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international -
business-activities-456438
3. IlecroBa M. C. AHIIUICKHUI SA3bIK: MEpeBOJ KOMMepUyeckol nokymeHTauuu (B2): yuebHOE
nocobue mnsa By3oB/ M. C. IlectoBa. — 2-¢ u3a., mepepab. u gomn. — Mocksa: M3marenbcTBo
Opaiit, 2020. — 191 c¢. — (Bricmiee o6pazoBanne). — ISBN 978-5-534-11543-7. — C. 1 —
Tekcr : anexrponnsiii // DBC Opaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
perevod-kommercheskoy-dokumentacii-b2-456168
4. SlxymeBa W. B. Anrnuiickuit 5361k (B1). Introduction Into Professional English: yueOHuk u

npaktukyM s By3oB/ W. B. SIkymesa, O. A. JlemueHkoBa. — 3-¢ u31., UCHp. U JOH. —
Mocksa : M3natensctBo FOpaiit, 2020. — 148 c. — (Bricmiee obpazoBanue). — ISBN 978-5-
534-07026-2. — C. 1 — Tekcr : osnektponnsii // DBC IOpaiit [caiit]. — URL:

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

5. HeszopoBa I'.JI. Awuramiickuii s3bIK. ['pamMmmaTnka: ydeOHOoe mocoOue A BY30B/
I'. 1. He3zopoga, I'. 1. Hukutymkuna. — 2-e¢ u3A., ucnp. u aomn. — Mocka: M3narenbcTBo
Opaiit, 2020. — 213 ¢. — (Bricmiee o6pazosanne). — ISBN 978-5-534-09359-9. — C. 1 —
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https://urait.ru/book/angliyskiy-yazyk-v-upravlenii-personalom-b1-b2-english-for-human-resource-managers-451419
https://urait.ru/book/angliyskiy-yazyk-v-upravlenii-personalom-b1-b2-english-for-human-resource-managers-451419
https://urait.ru/book/angliyskiy-yazyk-professional-reading-law-economics-management-454142
https://urait.ru/book/angliyskiy-yazyk-professional-reading-law-economics-management-454142
https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-i-logistov-b1-c1-450355
https://urait.ru/book/angliyskiy-yazyk-dlya-effektivnogo-menedzhmenta-guidelines-for-better-management-skills-453871
https://urait.ru/book/angliyskiy-yazyk-dlya-effektivnogo-menedzhmenta-guidelines-for-better-management-skills-453871
https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-b1-b2-455833
https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-b1-b2-455833
https://urait.ru/book/angliyskiy-yazyk-dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-455995
https://urait.ru/book/angliyskiy-yazyk-dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-455995
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-business-activities-456438
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-business-activities-456438
https://urait.ru/book/angliyskiy-yazyk-perevod-kommercheskoy-dokumentacii-b2-456168
https://urait.ru/book/angliyskiy-yazyk-perevod-kommercheskoy-dokumentacii-b2-456168
https://urait.ru/book/angliyskiy-yazyk-b1-introduction-into-professional-english-451233

Tekcr: anextponnsii // DBC FOpaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
grammatika-451966

9. Ilepeuyenn pecypcoB HHGOPMANMOHHO-TEJIEKOMMYHUKANIMOHHOM ceTn ""UHTepHeT",
HEe00XOIMMBIX /151 OCBOCHHS THCHUILIAHBI (MOAYJIs1) 1 HH(POPMAILIMOHHBIX TEXHOJIOI U,
HCI0JIb3yeMbIX IPH OCylIeCTBJIEHUH 00Pa30BaTeIbHOIO Npouecca no AUCHHUILINHE
(MoayJ110), BKJIIOYAS NIepeYeHb NPOrPaMMHOI0 odecrievyeHnsl 1 HH(POPMaIMOHHBIX
CNMIPABOYHBIX CUCTEM (MPH HEOOXOAMMOCTH)

1. http://biblioclub.ru - 9BC «YHuBepcurerckas OMOINOTEKA OHIANHY

2. https://www.econ.msu.ru/elibrary/is/bef/ - KHUTH OTKPBITOTO AOCTyIIa SKOHOMUYECKOTO
dakynprera MI'Y um. M.B. JlomonocoBa

3. https://elibrary.ru/org_titles.asp?orgsid=14364 - Hay4yHas SJEKTpOHHAas OMOIMOTEKA
(H9B) «eLIBRARY.RU»

4. https://learnenglish.britishcouncil.org-  caiitr bpurtanckoro CoBera ¢ 0aHKOM
MaTepUaJIOB Il YPOKOB M CAaMOCTOSTEIBLHOTO M3yUYCHHUsS AHTJIMHCKOTO S3bIKA MO Pa3IMYHBIM
TeMaM Kak OOIIIero, TaK M JeJIOBOTO xapakTtepa. OXBa4eHbI BCE YPOBHU JIEKCUYECKOU CITOKHOCTH:
OT HAYaJILHOTO JIO CAMOT'O TIPOJBUHYTOTO.

5. https://ru.duolingo.com/- GecraTHBINA CEPBUC IS U3YUYCHUS UHOCTPAHHBIX SI3BIKOB C
Hynsa. [IporpamMmma mocTpoeHa B (opMme «JIepeBa JOCTHIKCHHI»: YTOOBI MEPEUTH Ha HOBBIN
YpOBEHb, HY)KHO CHadalla HaOpaTh OMPEIEICHHOE KOJIMYECTBO OYKOB, KOTOpHIE MAIOTCS 3a
npaBuiibHbIE OTBeTHL. EcTh npunoxenus st i0S u Android.

6. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, CTaTbsiMi U BHUIEO
3apHCOBKaMH ISl M3YYaIOUIMX AHTIMHCKHHA SI3BIK, BCE MaTEpUaNbl YCJIOBHO pa3JelieHbl Ha
JEKCUYECKUE U TPaMMaTHIECKUE, TIOCTYITHBI BCE YPOBHU CIIOKHOCTH.

7. https://www.economist.com/ - 5KOHOMUYECKUN CalT U (POPYyM Ha aHTIIMHUCKOM SI3BIKE,
COJIep>KalIHil JIeIOBbIE HOBOCTH, SKOHOMHYECKHE CTaTbHU Ha JICNIOBYI0 TEMAaTUKY, 00CYXKIeHUE
po0JIeM JITOBOTO XapaKTepa.

8. https://www.ft.com/- caliT ’KOHOMHUYECKOW Ta3eThl Ha aHTIIUUCKOM si3bIke. CONEePIKUT
JICTIOBBIE HOBOCTH, SKOHOMHYECKHE CTAaThU Ha JENIOBYIO TEMAaTHKy, OOCYXIeHHE NpolieM
JIEIIOBOTO XapakTepa.

JIMIIEH3MOHHO0E MPOrPAMMHOE 00ecIeueHne:

- Windows 10 HOME SL (OEM) / Windows 8.1 HOME SL (OEM);
- Office Professional Plus 2019;
- CnpaBouno-niouckoBas cuctema «Koncynprantllintoc: Beicias mkomay.

10. MeToguveckne yKazaHus AJ1s1 00y4arOIIMXCH M0 OCBOCHUI0 TMCUMILIUHBI (MO1YJIs1)

CogeTbl 110 BeJIeHUIO I710ccapusi MpogecCHOHATBHBIX TEPMHHOB

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

PO UITIO CIIEIUATBLHOCTH,

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

paHee U3y4eHHBIE;

v\ OTOOpaHHBIC TEPMHUHBI U JICKCHUCCKUE CIMHHIIBI JOJKHBI OBITH CHA0KEHBI TPAHCKPUIIIUEH U

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

CIELUATTM3UPOBAHHBIM CIIOBApEM);

V' o0l11ee KOJIMYECTBO OTOOPAHHBIX TEPMUHOB HE JTOJKHO OBITh MeHbIIE 500 € IHUHHMIL;

4 OTO6paHHBI€ TCPMUHBI U JICKCHYCCKUC CAMHUILI MPCIHA3ZHAYCHDBI AJI1 aKTUBHOI'O YCBOCHUSA U

JTOJI’KHBI UCTIOJIb30BAThHCS MPU YTEHUHU, BOCTIPUSATUH Ha CIyX, TOBOPEHUH U MTUCHME.
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MeTtoauyeckue peKOMeHAAIMH 10 HAMIMCAHUIO J1eJI0BOT0 MHChMA

[TrcbMO TOJKHBI OBITH SICHBIM, KPATKUM U BEXKITUBBIM.

YnotpebnsaiiTe IpoCThIe CIOBA/BbIPaKEHUSI BMECTO BBICOKOMAPHBIX U CTEPEOTUITHBIX, €CIH
OHH MMEIOT OJIHO 3HaY€HUE, KOHKPETHBIE BMECTO a0CTPaKTHBIX. UeM TpOIle BEI TOBOPUTE, TEM
ObicTpee Bac moumyT. OgHako He 3a0bIBaiiTe, 4TO B O(PHUIIMATHHOM JEIOBOW TEPENUCKEe HE
UCTIONIBb3YIOTCS HUKakKe cokpamenus tuna "I'm" u cinenr. Hanpumep, BMecTo ¢pasel "We are the
recipients of", myume ckazate "We received". Bel 100beTECh KPaTKOCTH M SICHOCTH B CBOMX
MUChMaX, €clii OyJeTe HCIONb30BaTh KOPOTKHE WM CPEAHEH UIMHBI MPEIIOKEHUS BMECTO
JUTMHHBIX M CIIOXKHBIX 000pOTOB. I'paMoTHOE naeneHne Ha ab3ambl 00JIer4aeT 3PUTEIBHOE
BOCTIPUATHE TEKCTA M 33/1a€T BCEMY MPOLIECCY PUTM.

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

IloapITOXKUM:

1. BriOupaiiTe KOPOTKHE U CpeHEN TTMHBI IPEITIOKECHUS, YIIOTPEOISITE MPOCTHIE CIIOBA U
BBIPAXKCHHUS

2. He ynotpe0GnsiiTe pa3roBOpHbIC COKPAIIEHUS U CJICHT

3. JlenuTe HamucaHHOE Ha a03albl

4. ByapTe BEXJIUBBI U JUINIOMATUYHbI

«lanka» nucbMa.
Kaxxnoe nemoBoe muchMo nevyaraercs (TMHUIIETCs ) Ha y>Ke 3arOTOBJICHHOM, (prupMeHHOM Oanke. B
BEpXHEH 4acTH OJIaHKa pa3MelnaeTcs Tak Ha3biBaeMas "'mamnka' - 3aroioBoK. OOBIYHO B 3ar0JI0BKE
JIaHbI CJIeYIOIIHe CBeIeHHS:
e  3aPETUCTPUPOBAHHOE Ha3BAaHUE KOMIIAHUU
e  KpaTKHE CBEJCHHS O XapaKTepe €€ NeATeIbHOCTH,
e  KOHTAaKTHas WH(OpMALHUSL.

Teno nucbma. 3akiawyurenbHas popma BexanBocTU. [lognuce.

[TepBeIii a03all OCHOBHOTO TEKCTa HAYMHACTCA C MPEAJOKEHHUS, B KOTOPOM BBHI
MOJATBEPXKJIaeTe TOJyuyeHHWEe MUChMa OT Ballero KOPPECHOHJEHTa, WM CO CCBhUIKM Ha
MOCTYIUBIIIEE TUCHEMO.

OOBIYHO 00BEM JETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIIe OAHON CTPAHMIIBI M €r0 MPOJOHKCHHE HaledaTaHo Ha oOpaTHON CTOpPOHE JTUCTa, TO B
KOHIIE TIEPBOM CTPAHMIIBI MMUIIIETCA P.t.0., 9T 03HadaeT Please Turn Over (CMoTpuTe Ha 000pOTE).

Ecnu BBl OTChITaeTe KOMUU MHUChMA U IPYTHM ajpecaTaM, TOTJa B KOHIIE MHChMa CIIeIaiTe
COOTBETCTBYIOIIYIO OTMETKY B BHJIE CIIEayIOIIeii abOpeBuatypsl: ""c.c." - carbon copies (TOUHBIC
koruu) uian Copy to...

Wuorna Bel HE XOTHTE, YyTOOBI MOJy4yaTellb BAllero MUChbMa 3HAN, YTO BBl €IIe KOMY-TO
OTOCNIJIM KOMUHU. B 3TOM cilyuae BHU3Y nuceM-Komuil Bbl ykaswiBaeTe "b.c.c." - blind carbon
copies. (CKpBIThIE KOTIHH).

Ecnu k muceMy uMeeTcsl puiioKeHue (KaTauior, KOHTPAKT, CYeT W T.I.), TO BHHU3Y, MOCIE
noAnucH jemaercs ykazanue o0 stoMm: "Enc:", "Encl:" - sTo cokpamenue ot Enclosure
(mpuII0’)KEHHE, BIOKEHUE).

IIpumepHbIe A3bIKOBbIE KJIUIIIE 15l 1eJ10BOr0 MICbMA M0 YacTAM:

1. O0pamenue

Dear Sirs, Dear Sir or Madam H(GCJII/I BaM HE U3BECTHO UM ajpecara) |

(ecmi BaM M3BECTHO MIMS aapecara; B TOM
Dear Mr, Mrs, Miss or Ms ClIy4dae KOTJa Bbl HE 3HAETe CEeMENHOE
MOJIO’KEHUE JKEHIIMHBI CIIEAYET mucath Ms,
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rpy0o0ii OIMOKOI SIBIIsSETCS UCTIOIB30BaHNE
dpasbl “Mrs or Miss™)

‘Dear Frank,

H(B oOpaleHuu K 3HaKOMOMY YEIIOBEKY ) |

2. Beryuienne, nmpeabiayinee o0ueHue.

‘Thank you for your e-mail of (date)...

HCHaCI/I6O 3a Ballle MMCbMO OT (Jucia) |

‘Further to your last e-mail...

HOTBeqa;I Ha Ballle IUCHLMO. .. |

before now...

I apologise for not getting in contact with you

Sl mpomry mpoiueHus, 4To 4O CHUX IOp HE
HaIKCajl BaM. ..

‘Thank you for your letter of the Sth of March.

HCHaCI/I6O 3a Bale NUcbMo ot 5 Mapra |

With reference to your letter of 23rd March

23

OTHOCHUTENBHO Ballero MOUCbMa OT
Mapra

Timesy»

With reference to your advertisement in «The

OTtHocuTenbHO Bamlel pekiamsl B Taiimc

3. Yka3aHue NpUYMH HANMMCAHUSA MU CbMa

‘I am writing to enquire about

HH MUNTY BaM, 4TOOBI Y3HATb. ..

‘I 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 IIUILILY BAM B CBSIBH C ...

We would like to point out that...

Mps1 xotenu ObI 0OpaTUTH Ballle BHUMaHUE
HA ...

4. IIpocboda

‘Could you possibly...

HHe MOTLJIA OFBI BEL. ..

‘I would be grateful if you could ...

‘I would like to receive

HH ObI XOTEJ MOJIyYUTh......

‘Please could you send me...

HH ObLT OBI MPU3HATEIICH BaM, €CJIA ObI BBI |

HHG MOTJIH OBI BEI BEICJIATH MHE. ..

5. CornameHue ¢ ycJ0OBHSMH.

Il would be delighted to ... |51 6611 61 pax ... |
‘I would be happy to H}I ObL1 OB CUACTIIUB. .. |
‘I would be glad to H}I ObL1 OBI pas. .. |

6. Coo0111eHHe IIJIOXMX HOBOCTEH

‘Unfortunately .

HK COKAJICHUIO. . . |

‘I am afraid that ...

HBOIOCB, 9T0. .. |

‘I am sorry to inform you that

HMHe TSKEJI0 COOOMIAaTh BaM, HO ... |

We regret to inform you that...

K coxanenuto, Mbl BBIHYXICHBI COOOIITUTH
BaM oO...

7. Hpnnomeﬂne K IUCbMY JOMOJHUTECJIbHBIX MATCPHAJIOB

We are pleased to enclose ...

HMBI C YAOBOJIbCTBHUECM BKJIAIBIBACM. ..
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‘Attached you will find ... HB NPUKPEITICHHOM (aiisie BbI HalleTe. .. |

‘We enclose ... HMH IPUJIAraeM. . . |

‘Please find attached (for e-mails) HBH Hal1eTe MPUKPETUICHHBIN (Daii. . . |

8. Boicka3piBaHue 0,1ar01apHOCTH 32 NMPOSIBJICHHBII HHTEpec.

‘Thank you for your letter of HCHaCI/I6O 3a Balle MUCbMO |
‘Thank you for enquiring HCHaCI/I6O 3a MPOSIBJICHHBIN HHTEPEC. . . |
‘We would like to thank you for your letter of ... HMH xoTesu OBl M0OJIaroAapuTh Bac 3a... |

9. Ilepexon Kk Apyroi reme.

‘We would also like to inform you ... HMH TaK K€ XOTeJH Obl COOOIIMTE BaM O... |
‘Regarding your question about ... HOTHOCI/ITGJ‘IBHO BaIllero BOIpoca o... |
‘In answer to your question (enquiry) about ... HB OTBET Ha Ball BOIIPOC O... |
‘I also wonder if... HMGHH TAaK)KE HHTEPECYET. .. |

10. lono/iHMTEILHBIE BONPOCHI.

‘I am a little unsure about... HH HEMHOTO HE YBEPEH B ... |
‘I do not fully understand what... HH HE 710 KOHIIA IIOHSL. ... |
‘Could you possibly explain... HHe MOTJIH OBbI BBl OOBSICHUT. .. |

11. Ilepenaya nndpopmanuu

‘I’m writing to let you know that... HH MUITY, 9YTOOBI COOOUTUTH O ... |
‘We are able to confirm to you... HMH MO>KE€M HOATBEPAUTS ... |
‘I am delighted to tell you that... HMH C yJIOBOJIbCTBHE COOOIIAEM O ... |
. K coxanenuto €HbI 000
We regret to inform you that... PRAJICHHIO, MBI BHIHYIICHRT HUATE
BaM O...

12. IIpensioxxenue cBoeii MOMOIIH

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

Coo01rure, eciy BaM IIOHAZOOUTCI MOS

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

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

‘I look forward to ... H}I C HETEPIICHUEM XKIY, |
‘hearing from you soon HKor/:[a CMOTY CHOBA yCIIBIIIATh BAC |
‘meeting you next Tuesday HBCTpe‘II/I C BaMH B clieyrontuii Bropauk |
‘seeing you next Thursday HBCTpeqH ¢ Bamu B UeTBepr |
14. Iloanuco
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. Hckpenne Bam (ecnu ums denoseka Bam
Yours faithfully, P (
HE U3BECTHO)
Yours sincerely, H(ecnm uMs Bam u3BecTHO)

Kpurepun oueHKH TWHCeM: JIOTHYHOCTh COJEPXKAHUS, HaJMYhe S3BIKOBBIX  KIIHMIIE,
yOeauTenbHOCTh apryMEHTAIUU, TPAMOTHOCTb, 0(hOpMIIEHHE PaObOTHI.

MeToan4yeckue peKOMeHAAUMHU 1O MOATOTOBKE M 3aIMTE MPe3eHTAIMU
Onpenenurte TeMy, LeJb U IUIaH BBHICTYIIJICHHUS.
YcraHoBure MMPOAOJIKUTCIIBHOCTD ITPE3CHTALIUM
OOparute BHUMaHHE Ha OCOOEHHOCTH CITyIIaTeIIeH;
[IpenycmoTpuTe BKIIOUYEHUE CIylIaTeaeid B 00CyXKIeHUE TEMBI-IIPOOIEMBbI;
Crnenute 3a MaHEpOI NPEICTABICHUS MPE3EHTALUU: COOI0OIEHNE 3PUTEILHOTO KOHTAKTa C
ayIUTOPHUEN, BBIPA3UTEIIBHOCTD, KECTUKYIIALMS, TEIOABUKEHNUS,
v TlpeaycMoTpuTe HILTIOCTpAIMK (HO HE MEPErpyKaiTe UMM CIIaiijibl), KIFOUYEBBIE CI0BA,
v’ OO0s3aTeibHO  MPEAYCMOTPUTE  PEMETHIMIO  BBICTYIUICHHS B CONPOBOXKICHHH  C
Mpe3eHTalnueH.
TpeboBanus K Npe3eHTAIIUN:

NANENENIN

4. 7-12 cnaiinoB B PowerPoint
5. [Inan npe3eHTanuu:
4 Bcerynnenue (modyemy BbIOpaHa qaHHas TeMa Mpe3eHTanum) (2 craiina)
v OcHOBHast YacTh
4 3akmroueHue (BbIBOBI) (2 craiina)
6. Crnukep npe3eHTyeT CBOIO TEMY M OTBEYAET Ha BOIPOCH! YYaCTHHUKOB.
[IpumepHble KAMIIE 15 3AIIUTHI Pe3eHTAIIUM:
Hauano
Starting
Formal Meeting Informal Meeting
Okay everybody. Please take a seat.
Good morning/afternoon/evening ladies and Let’s get started. If you have any
gentlemen..... My name is ... and I'm head of the questions, please feel free to ask me
marketing department. Ourpurpose this morning is to  at the end of the presentation. We’ll
hear a presentation, and to discuss it with all of you. hear a presentation and discuss it to
see if there are any fresh ideas.
take a seat— nmpucaxuBaiiTech, purpose — 1eib, get started — HayaTh, discuss —

o0cyxnarth, feel free to ask — ceo0oHO cipamuBaiite, fresh ideas — cexxue uaen.
I'naBHas yacTb

Introduction
Formal Meeting Informal Meeting

As you already know, today’s presentation is  All right, let me start by saying thanks to all
designed to present some important points of  of you for the interest in this presentation.

I would like to talk to you today about ....
This first slide shows our agenda for the day. for... minutes.

First, I will begin with an overview of ... First I would like to talk about....
Then, Ms. Smooth will present the data that Then I would like you to take a look at...
she gathered and her ideas for ... She willbe  Following that we're going to talk about...
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followed by Mr. Hanson, who will discuss Then I'm going to wrap things up with our
adapting our product to meet market needs, team’s recommendations.

and at last we'll make a conclusion with the  Lastly we are going to discuss...

main recommendations.

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

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

be designed — ObITh 3amymManHbIM, slide — cnaiin, agenda — moBecTka nHs, let me start —
MO3BOJILTE HA4aTh, say thanks — Gmarogaputs, overview — 0630p, present the data —
MIPE/ICTABISTH JaHHbIe, at last — HakoHel, conclusion — 3akntouenue, wrap things up —
3aBepmuM, hold the questions — nep>xath (He 3a0bIBaTH) BOIPOCHI, $0 far — roka, interrupt -
IIPEPHIBATH

Hexotopsie (pasbl, 1aHHBIE HUXKE, TOMOTYT HE pacTepsAThCS U CPOKYCHPOBATh BHUMAHUE
ayAUTOPHH B HanboJiee BXKHBIX TOYKaX Mpe3eHTanun. Opasbl 0JMHAKOBHI IS II000T0 THIIA
Ipe3eHTaMK — HOPMaNBHOTO U HePOPMATIBLHOTO.

English Russian

Teneps B3rJIsiHEM Ha ...

Teneps MHE XOTEI0CH ObI OOCYIHTh. ..
JlaBaiiTe Teneps NOrOBOPUM O ...

Teneppb naBaiiTe Nepeniem K ...
[Ipomomxumc ...

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

Now we will look at...

I’d like now to discuss...

Let’s now talk about...

Let’s now turn to...

Let’s move on to...

That will bring us to our next point...
Moving on to our next slide ...

3akiroueHue
English Russian
Let's sum it up. JagaiitTe cymmupyem.
Let's wrap it up. 3aBepimum.
I would like to sum up the main points again... Eme pa3 xoren 661 CcyMMHpOBATh TJIaBHOE. ..
So, in conclusion... Htaxk, B 3aKJIIOYEHHE. ..
Finally let me just sum up today’s main HakoHnelr, noaseaeM UTOT CErOAHAITHUM
topics... TJIaBHBIM MOMEHTAM. ..

OTBeThI HA BONPOCHI

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

CIPALIUBAETE O ...

OueHka npe3eHTANNI:
1. Ecnm mpe3eHTaIus OoleHeHa Ha «OTIMYHO» CTYJICHT UMEET IPaBO HA OTBET M3 JIBYX aCIEKTOB
Ha DK3aMeHe
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2. OrneHKa Tpe3eHTalluid CKIIAIbIBACTCS M3 TOJOCOBAHMS YYAaCTHHUKOB W TPO(ECCHOHATBLHOTO
MHEHHs NpenogaBarTeinci

MeTtoauyeckue peKOMeHAAINH 110 padoTe ¢ KelcaMu

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

VYyacTHHUKaM npeziaraeTcs cTaTh MPeJCTaBUTENIMU KOMIAHUH, TPOOIEMbI KOTOPOH OHU TOJIBKO
YTO JETAJIbHO M3YYMJIM, M BBICKA3aTh CBOIO TOYKY 3PEHHUS CHayana B (QopMe Mpe3eHTAINH
(MOHOJIOTHYECKAS PeYb), a 3aTEM NMPUHATH YYaCTHE B TUCKYCCHH/TIEPEroBOpax (quaoruyeckas u
HOJHIIOTHYECKast (pOpMBbl OOIEHUs), B XOJ€ KOTOPOW JOJDKHO OBITh HAiIEHO ONTHMAlIbHOE
pelieHue.

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

\ 3HAKOMCTBO C COAEP’)KaHUEM JIEJTIOBOM CUTYAIIMU |
v

| [TpenBapuTenbHOE 00CYXICHUE JICIIOBON CUTYaIlUU ‘
)

| BricTymiieHus1 y4aCTHUKOB CUTYaLlUHU | \ [TonBeneHue UTOrOB MPENOAABATEIIEM
v
| dopMUpOBaHKE MAJIBIX TOATPYMNI U3 3-5 YeOBEK ‘
v
| Bo16op nuaepa B noarpynmnax \
v

| Br100op nmuHNYM OBeACHUS KKI0M MOATPYIIION \
v
| KommenTapun npenogaBatenst 06 o0beMe npeAcTosmed paboThl \
Jtan 2. Paboyas cragus padoTbl HaX KeilcoM

\ JletanbHOE M3yYeHUE IETOBOM CUTYAIIMU YYaCTHUKAMU JIEJTOBOM CUTYaIIMK |
v

AHau3 IeT0BOM CUTYALMK B KaXKA0W MOATpyNe
Pa3paboTka niaHa mpe3eHTaIluy aHanu3a

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

| BeIcTynuieHus 1M1epOB IOATPYIIII ‘
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM

\ [IpuHsTHE OKOHYATEIBHOTO, Hanboee 3HPEKTUBHOTO pelIeHUs \
v

| [TonBeeHue UTOroB pabOTHI HAJY JIEIIOBOW CUTYaIMen ‘
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o ~.

| KOMMEHTApHH YYaCTHHKOB CUTYAIlHH | | KoMMeHTapHH IperoiapaTels

v

| OreHka npernojaBaresaeM paboThl KaKI0H MOATPYIIITHI \

IIpumepHbIe A3bIKOBbIE KJIUIIIE 1JIs1 MPE3eHTAIlUN Kefica
L Introduction. Background information.
Let me present (to you) a case which is devoted to the problem/question of... (which deals
with/concentrates on). To start with, I’1l give you some background information.
The company .... operates in the ... industry, it produces/offers/provides..... on/in the .... market.
The company is based in...., it was founded in... by....
The company has a competitive edge over the rest of the industry/ its competitive
advantages/unique selling propositions are...
2. Problem.
The problem the company faces is the following/as follows:...
The possible reasons for such a failure might be...
So the purpose of my presentation is to find ways ... (to overcome these obstacles/to eliminate this
risk/to increase the company’s sales) or
My task is to analyze the current situation and suggest a solution to the problem/possible ways
out/measures to improve the situation.
3. Solution.
The case offers /mentions a few options/there are a number of options in the case...
Let me enlist/name the options mentioned in the case...
Let’s dwell on their advantages and disadvantages/benefits and drawbacks/pros and cons/strengths
and weaknesses
In my opinion/to my mind/from my point of view/ as far as [ am concerned
If the company implements the first idea, it will only benefit from employing this strategy
because...
It’s worth doing... for a number of reasons. On the one hand... on the other hand...
The most sensible/ profitable/shrewdest thing to do is...
It makes no sense to ..../ it doesn’t make much sense to...
The risks of this strategy are quite obvious. It might lead to/result in... or the company might end
up doing...
4. Conclusion.
As you see the advantages of this option outweigh its disadvantages. If the company follows the
above-mentioned plan it will hopefully regain its position on the market.
That seems to be all I wanted to say, now I’m ready to answer your questions.

MeToanyeckue peKOMeHAAMH M0 COCTABJIEHHIO pe3loMe

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

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

2. Define your career objective.

3. Education. State your education qualifications starting with the most recent. Be sure to list
all certificates and diplomas you have received. State all your academic achievements. (e.g.
graduated with honors, or excelled in Maths and English, or made straight As in Maths and
Languages).
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4. State your actual work experience. Highlight abilities, skills and experience you have
acquired. They should be related to the job you are applying for. If you have little or no work
experience, concentrate on your skills and abilities.

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

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

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

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

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

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

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

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

Bocrpusitie peun (pasnuyeHre 3BYKOB, WHTOHALMOHHBIX W PUTMHUYECKUX MOJETCH,
naysaiim); paclo3HaBaHUE CIIOB (BOCHIpHUSATHE 3BYKOBOro o0Opa3a clioBa, COOTHECEHHE ITOrO
o0pa3a ¢ BOKaOyJIspOM, BOCCTAHOBJICHHE JIEKCUKO-TPAaMMAaTUYECKOH H CEMaHTHYECKOU
nH(OpMaIK O CIIOBE Ha OCHOBE BOCIIPHUSITHS €T0 3ByKOBOI 000JI0OUKH ); 00pabOTKa Mpe/I0KEeHUN
(mapuennsnus, OmpeNeieHne CTPYKTYPhl TPEUIOKCHHsSI, BBISIBICHHE €ro KOMIIOHEHTOB);
MOCTpOCHHE OyKBaJbHOTO CMBICTIA MPEAJIOKEeHUsS (BBIOOp pENEBAaHTHOIO 3HAYEHUS IS
MHOTO3HAYHBIX CJIOB); COXpaHEeHHE WH(OpMAlUd B KPATKOCPOUHOHM MaMATH; pacliO3HABaHHE
KOT'€3UBHBIX CPEJCTB B PeUH; HHTEPIPETALMs UMIUIULIUTHOTO COIEP KaHUS M UHTEHIIUH PEYEBOTO
aKTa; MPOrHO3MPOBAHUE;0PUCHTALINS B CUTyaluu, (OPMYIIMPOBKA OTBETA.

3. JIekcuka.

Jlexcuueckuii 3anac aHMIMMUCKUX (HPa3eoOrnIeckuX U UIMOMAaTHYECKUX 000pPOTOB, YCBOCHHE
Hanbonee yHOTPeOMTENbHBIX CHHOHMMOB, aHTOHMMOB ¥ OMOHHMMOB AaHIJIMHCKOIO $3bIKa TIO
CJIEIYIOIIUM TEMaM:

Company structures
Management

Recruitment and selection
Cultural awareness in business
Financial statements
International trade

Marketing

e FEthics in business
e Managing change
e Branding

4. I'pammamuxa
Mopdgoiorus
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I'maroa. JleiicTBUTENbHBI W CTpamaTeldbHBIM 3anoru (Active and Passive Voices).
OcobeHHOCTH TepeBo/ia CTPaAaTeIbHbIX KOHCTPYKIUI HA pYyCCKUH sI3bIK. MOAAIbHBIE I1aroJIbl U
UX SKBUBAJIEHTHI. ['arossl to be u to have, ynorpedisionuecs: B CaMOCTOSTEIbHOM, MOJAIIBHOM
(OKBUBAJICHTHO  MOJAIBbHBIM  TJIArojaM,  BBIPAKAIONIUM  BO3MOXKHOCTh,  BEpPOSTHOCTH,
JOJ’KEHCTBOBAaHKE) M BCIIOMOTaTelIbHOM 3HaueHHsX. OCHOBHBIE CBEJIEHUS O COCarareibHOM
HAKJIOHCHUU.

Henwunsie dhopmsl rinarona: naGuautuB (Infinitive) u ero dynkuu; repysaanii (Gerund) u
ero ¢ynkuun; mpuuactus (Participle I u Participle II) B ¢yHkumsax ompeneneHuss u
obcrositenscTBa. CrioxHbIe POPMBI HHOUHUTHBA U IPUYACTHS.

CuHTakcuc

IIpocToe pacnpocTpaHeHHoe npeaJio:kenue. [IpsaMoi mopsgoK CIOB MOBECTBOBATEIHLHOTO
U NOOYIUTENHHOTO MPEUIOKEHUH B YTBEPAUTENbHONH M OTpHLATeNbHOM (opmax. OOpaTHbIN
MOPSIOK CJIOB BOIIPOCUTEIHHOTO MPEATOKEHUS.

Cn0KHOCOYMHEHHOe W CJO0KHONMOAYMHEHHOe  Mpeato:keHus.  HezaBucumblit
(camMocCTOsATENBHBIN) TPUYACTHBINH 000p0T. UHOUHUTHB B (YHKIMH ONIPENeTICHUS U TIEPEBOJI €T0
HA PYCCKHH SI3BIK OMNPEACTUTENBHBIM MPUAATOYHBIM MpennokeHueM. OObEKTUBHBIN
nHpuHUTHBHBIN 000poT (the Objective Infinitive Construction/Complex Object); cyObeKTUBHBIN
uHGUHUTUBHBINA 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PedeBble akThl M CHUTYAaIlMOHHO OIPaBJaHHOE peuyeBoe MoBeaeHue: KoMMyHUKaTHBHBIC
NEICTBUS, HalpaBJIEHHbIE HA Yy4eT MO3UIMH colOeceAHHKa MO0 MapTHEpa MO AESTeIbHOCTU
(MHTEJUIEKTYaIbHBI acleKT KOMMYHHKAIuHM). PedeBble NEHCTBUS, CIyXKallkie CpPEICTBOM
KOMMYHUKAIMU (Tepegayr WHQPOpMaUd APYTHUM JIIOISIM), CIHOCOOCTBYIOT OCO3HAaHUIO U
YCBOEHHIO OTOOpaXkaeMoro cozepkanusi. KoMMyHHMKaTHBHBIE NEHCTBUS, HalpaBlICHHBIE Ha
KOOIEepaIuio, T.. COTJacOBaHHWE YCHJIMH MO JOCTHMXKEHHIO OOIled ILenu, OpraHu3alud u
OCYILIECTBIICHUIO COBMECTHOM JESTEILHOCTH

11. Onucanne MaTepuAIbHO-TEXHHUYECKOI 0a3bl, HE00OX0AUMOM Il OCYIEeCTBJICHUS
00pa30BaTeJILHOIO NMPoLecca Mo JUCHUIIHHE (MOYJII0)

Jlnst  ocyliecTBiieHUs] 00pa3oBaTeNBHOrO Ipolecca IO JUCIHHIUIMHE HCHOIb3YIOTCS
ydeOHBIE ayJUTOPUH JIJIsl HPOBECHNUS 3aHATHI JICKIIMOHHOTO THIIA, 3aHATHI CEeMUHAPCKOT0 THIIA,
TPYNIOBBIX M HMHIUBUAYATbHBIX KOHCYJbTAllUH, TEKYLIEr0 KOHTPOJIA U MPOMEXKYTOUHOM
aTTECTaINH, a TAK)KE TIOMEIICHUS U1 CAMOCTOSITEIbHOW PadOThl M TIOMELICHUS ISl XpaHSHUS U
npopHIAKTHIECKOTO 00CTYKHBaHUS y4eOHOTr0 000pyI0BaHHUS.

[lepeuens MaTepUATHHO-TEXHUYECKOTO 00ECTICYeHNS YUEOHBIX ayIUTOPUH:
—  Cneunanu3upoBaHHas MeOeIb AJIs IPEToaBaTelis U 00yJaronuXcs;
— HoytOyk ¢ BeixogoM B ceTh «HMHTEpHET», JHOCTYNOM B JJIEKTPOHHYIO HH(OPMAIIMOHHO-
oOpa3zoBartenbHyto cpeny UHcTutyTa;
—  JleMoHCTpamoHHOE 000PYI0BAaHUE - MYJIbTUMEIUUHBINA TPOCKTOP, IKPaH;
—  YdueOHO-HarmsgHble MOCOOWs, OOECIEeUUBaAIONME TEMATHYECKHE WLIIOCTPAMH  TI0
JTUCIUTUINHE;
—  Jlocka yueOHas.

JIist caMOCTOSITEIBHOW paOOThI CTYJIEHTOB HCIOJB3YIOTCS TOMEIIEHHUS, OCHAIIEHHBIE

KOMIBIOTEPHON TEXHUKOW C BO3MOXKHOCTBIO MOJIKITIOYCHHS K ceTh «IHTepHeT» 1 obecrieueHneM
JIOCTYTIA B 3JIEKTPOHHYIO HH(OPMAITMOHHO-00pa30BaTeNbHyI0 cpeay MHCTUTyTA.
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OO6cyxeHa u peKOMEHI0BaHa Ha 3acelaHuu Kadeapbl
TYMaHUTaPHBIX U COMMATLHO-9KOHOMHYECKUX TUCIUTUTHH
[Iporokon Ne 7 ot 27.02.2020 T.
Agstopsl: E.C. JIobyTteBa, M.B. ExxoBa
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