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1. Hesap u 3272494 TUCHUINJIMHBI (MOZYJIs1)

Heab nucuunauHbl «/le10Basi KOMMYHHKAI[USI HA AHTJIMHCKOM SI3BIKE» - PA3BUThH Y
CTYJI€HTOB KOMMYHHUKAaTUBHYIO KOMIIETEHLIMIO, YPOBEHb KOTOPOM IO3BOJUT HCIIOIb30BATh
AQHIIMMCKUNA 53K B MPO(ECCHOHAIBHOW JEATENbHOCTH, IOBBICUTh YPOBEHb BIIAJICHUS
AQHTTIUHCKUM SI3bIKOM, JOCTUTHYTBIM Ha MpPEAbIIyIIeM JTale, a TakKe 3aJ0KUTh OCHOBY JUIS
JanbHEHIIero n3y4eHus npopecCuoHaIbHOTO aCleKTa SI3bIKa.

3agauyu TUCHUILINHBI:

—  JOCTHXKCHUC HGO6XO,Z[I/IMOFO YpOBHA  JIMHI'BUCTUYCCKUX HABBIKOB — H3YUYCHUC U
UCIIOJIb30BAaHUE JIEKCUYECKUX U IPAMMATUYECKUX €IMHHULl B 00beMe, KOTOPbI HEOOXO0AUM
JUIS. TBOPUECKOM NEeSITeTLHOCTH B MPO(GECCUOHATBHBIX c(epax U CUTYalHsIX;

— Pa3BUTUC JUCKYPCHUBHBIX HABBLIKOB - YMCHUSA TMOCTPOCHUA MCIOCTHBIX, JIOTHUYHBIX
BBICKA3bIBaHUHN (IUCKYPCOB) pa3HBIX (DYHKIIMOHAIBHBIX CTHJICH B YCTHOM M NMUCHMEHHOU
KOMMYHHKAIIUA Ha OCHOBC IIOHUMAaHUuA PA3INYIHBIX BUIO0B HpO(bGCCHOHaHBHO-
OPUEHTUPOBAHHBIX TEKCTOB MIPH YTEHUH U ayIUPOBAHUH;

— Dpa3BUTHE MPAKTUKU HCIONb30BAHUS AHTJIMHCKOTO SI3bIKa JUISl PELIEHUsS CIeHUalbHbBIX
npodeccOHATBHBIX 33134 (MoA0Op JTUTEpaTypbl, YTEHHE COOTBETCTBYIOLIMX MCTOYHHKOB,
MIPOCMOTP MPOTPAMM IO HHTEPECYIOMICH CTyIeHTa TPOOIeMaTHKE);

— 3aKpeIUleHHe CTPaTerMYecKoro HaBbIka — HaBblKa HCIOJIb30BaTh BepOalbHBIE U
HGBGpGaﬂbHBIe CTpaTCrun i1 KOMIICHCAIIUH Hp06eJIOB, CBsA3aHHBIX C HCEAOCTATOYHBLIM
BJIQJICHUEM SI3BIKOM;

— TIOBBIIICHUE YPOBHS y4eOHON aBTOHOMHH, CIIOCOOHOCTH K CaMO00Opa30BaHUIO;

— Pa3BUTUC KOTHUTUBHBIX U UCCIICAOBATCIILCKUX yMeHI/II\/'I;

— pacmupeHue Kpyrozopa H IOBBIIICHHE OOIIEH KyJIbTYpbl: H3yYEHHE KYJIbTYpPHBIX
O0COOCHHOCTEH, HpaBOB, OOBYAEB CTPaH H3Y4YaeMOIO f3bIKa, OSTUKHU, BOCIHUTAHHE
TOJICPAHTHOCTHU U YBAXKCHUA K JYXOBHBIM [ICHHOCTAM pPa3HbIX CTPaH U HAPOAOB.

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

NPOrpamMMmbl
Kon
[InanupyemMble pe3y/ibTaThbl 00y4eHHS
koMmmnereH| Coaep:xxaHue KOMIETEeHIHH
Mo JUCHUNJIHHE
1
1
CIIOCOOHOCTB K 3HaTh (4)" — rpaMmMaTHYeCKue MpaBmiia, GOPMBI U
KOMMYHHKAITUU B YCTHOU U | KOHCTPYKIIHH, AHTJIOSI3BIYHBIC pedeBbie
OK-4 MUCbMEHHOM opMax Ha CTPYKTYphl W JIEJIOBYIO  TEPMHHOJIOTHIO,
PYCCKOM U MHOCTPAaHHOM HE0OXO0TUMBIE TUTST OCYIIECTBICHUS
SI3BIKAX JJIS PEeIICHHs 3a7a9 | Tpo(EeCCHOHATBLHOTO OOIIEHUS
MEXJIMYHOCTHOTO U VYmers (4) — JIOTMYHO, apryMEHTHpPOBAaHO H
MEXKYJIbTYPHOTO KOPPEKTHO MOATOTOBUTH YCTHbIE M MUCHMEHHBIE
B3aMMO/ICHCTBHS BBICKA3bIBaHUSI HAa WHOCTPAHHOM sI3BIKE B
MEXJIMYHOCTHOM OOIIEHUU U MEXKYJIbTYpPHOM
B3aUMOJICVICTBUH
Bmamere (4) — HaBBIKAMH  HCIIOJIB30BaHHS
MOHOJIOTMYECKOM M JUAJIOTMYECKOM YCTHOM U
MMCBMEHHOW PEYH B CUTYalUSIX MEKINYHOCTHOTO
Y MEXKYJIBTYPHOTO B3aHMOJICHCTBHS B Mpeaenax
M3YYEHHOT'O SI3bIKOBOTO MaTepHaa

! (4) — B ckobKax ykaszaH >Tan (GOPMUPOBAHHS KOMIETEHIIMH U3 TAGIHI! B 1.7.2. (37€Ch U Janee B TabIMIax)



Kon

IlnanupyemMblie pe3yabTaTbl 00y4eHUs

KOMMYHHUKAIMA HA OCHOBE
COBPEMEHHBIX TEXHO-JIOTHI

kommneteH| CoaepikaHue KOMIETEHIIUH
Mo JUCHUNJIHHE
U
3Hath (4) — crocoObl pa3penicHus KOHPIUKTHBIX
CUTYaIliii, OCHOBBI TPOSKTUPOBAHHUH
BJIAJICTh PA3IMYHBIMHU MEXJIMYHOCTHBIX, TPYIIIOBBIX U
criocobamu pa3perieHus OpraHHU3aIMOHHBIX KOMMYHHKAIIMH Ha
KOH(MJIMKTHBIX CUTYaIlUi P | THOCTPAHHOM SI3bIKE
MPOEKTUPOBAHUH YMetb (4) — UCTIoNIb30BaTh CIIOCOOBI pa3pelICHuUs
MEXITHYHOCTHBIX, TPYTIIOBBIX | KOH(PIUKTHBIX CUTYAIMH, IPOCKTHPOBATh
IIK-2 | u opraHu3alMOHHBIX MEXKIIMYHOCTHBIC, TPYTIOBEIC U

OpraHn3allMOHHBIC KOMMYHHUKAaIINX HA
HHOCTPAHHOM S3bIKC

yIpaBJI€HUs IEPCOHA-TIOM, B
TOM YHCJI€ B MEKKYJIbTYPHOU
cpene

Brnanets (4) — ciocobamu paspenicHust
KOH(JIMKTHBIX CUTYyallui, OCHOBAaMH
MPOEKTUPOBAHUN MEKITMYHOCTHBIX, TPYIIOBBIX U
OpraHu3alMOHHBIX KOMMYHHUKALUN Ha
WHOCTPAHHOM SI3BIKE

3. MecTo JUCUMIIIMHBI (MOXYJIs]) B CTPYKTYpe 00pa3oBaTe/ibHOI MPOrpaMMbl
BbICIIEr0 00pa30BaHUA
VYyeOnas aucuuiuinHa «JleaoBas KOMMyHHKalUsi Ha aHTJIMACKOM SI3bIKE» BXOJUT B
BapUaTUBHYIO YacTh (IMCIMILIMHA MO BBHIOOPY CTYNEHTOB) Y4eOHOIO IUIaHA 1O HalpaBJICHUIO
noarotoBku 38.03.02 MenemxMeHT, poduis « MeXTyHapOIHBIM MEHEIKMEHT.
S3bIkM NIpenoaaBaHusA: PYCCKHM, AHTVIMHCKHIL.

4. O0beM IUCHMILIMHBI (MOYJIs1) B 3a4€THBIX eJHHULIAX C YKA3aHHEM KOJIHYeCTBA
aKkaJieMH4eCKHX YaCOB, BbIIeJICHHBIX HA KOHTAKTHYIO padoTy o0y4arlomuxcs ¢
npenojaasaresieM (110 BUAaM yUeOHBIX 3aHATHII) 1 HA CAMOCTOSITEJILHYIO padoTy
o0yJarouuxcs

OO6mmas Tpya0€MKOCTh TUCIUIUIMHBI COCTAaBIsIET 12 3a4€THBIX equHuIl, Beero — 432 Jaca.

Bup yueOHoit padoThl Bcero yacoB / 3a4€THBIX eIMHHIL
O4HOE 0YHO-3a09HOE 3a049HOE
KonrakTtHas paGora c¢ mnpemonaBatenem | 192,6/5,35 60,6 / 1,68 24,6 /0,68
(Bcero)
B toMm uncne:
3aHsaTUA JIEKIIHOHHOTO THUIIA 12/0,33
3aHATUS CEMUHAPCKOTO TUTIA 192 /5,33 60/ 1,66 8/0,22
Koncynpranuu 4/0,11
[TpomexxyTouHas aTTecTarus Mo TUCIUTLINHE 0,6 /0,02 0,6/0,02 0,6/0,02
CamocTtosiTeibHas paboTa 168 / 4,67 309 /8,58 390/10,84
KonTpoiab 71,4/1,98 62,4/1,74 17,4/0,48
®opMa KOHTPOJIA 3auer ¢ 3auer ¢ 3auer ¢
OIICHKOH OLICHKOH OIICHKOH
DK3aMeH DK3aMeH DK3aMeH
Oo0mast Tpyn10éMKOCTH
432/ 12 432 /12 432 /12




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)

Business Correspondence
Jlenosast nepenucka

Jlexcuka: DTHKET AEI0BOTO MHUCbMa, (ppa3bl-KIIMILIE, CTHIN MHCbMa

Tunoseie BeIpaXeHUS AEIOBOU IIEPEIIUCKH.

JletanbHOE MOHMMaHHUE TEKCTa: (POPMyYJIIpbI-00pa3Lbl JEIOBBIX TUCEM, KOHTPAKTOB

Odopmiienne nucem (3anpoc, NpeiokeHne, PeKOMEH1aTeIbHOE, TapaHTHITHOE, KOMMEpUYECKHUE THChMa).
JlemoBoe mUCHMO:

- CocraBieHMe pe3OMe, 3aII0THEHNE aHKETHI

- IOATOTOBKA MHChMa-TIPE3CHTAIIMU KOMITAHUHU \TPOTYKTa

Describing Graphs
Onucanue rpaguKoB

Jlexcuka: TepMHUHBI B cepe onucanus rpauKoB, IIIaroJibl

Yrenue: Describing Graphs, Ups and Downs

I'pammaruka: [Topsiiok cinoB B npeiokeHud. [1opsaok ClIOB B CaMOCTOSATEILHOM ITOBECTBOBATEIBHOM IMPEIIOKEHUH.
ITopsiok Ci10B B BOIPOCUTEIBHOM MPEATIOKEHNN.

YcrHas pedb (MOTMIIOTHIecKas):

-00CY’XJICHHE Pa3INYHbIX BHIOB IPaUKOB

YcrHas pedb (MOHOJIOTHYECKAs ):

- COCTaBJICHUE U ONKcaHue rpaduka

IIncemenHas peusb:

- ketic KFC

Making things
[IpousBoacTBo

Jlexcuka: TepMUHBI B 00JaCTH MPOU3BOACTBEHHBIX (DOPMAIbLHOCTEH, HAJIIOTOB, IOPUIMYECKHE CTATYChl KOMITAHUH, BUIbI
IIPOU3BOJICTB

I'pamMMmaTHKa: TUYHBIE, TPUTSKATENBHbIE, YKAa3aTEIbHbIE MECTOUMEHUS.

Heonpenenennas gopma riaronos. CioBooOpazoBaHue, 00bEKTHBIHN MaIeK.

ITopsanok ciioB B peu1oKeHUH. BonpocuTenbHble c1oBa. APTHKIH.

KonnyecTBeHHBIE U TOPSAAKOBBIE YHCIUTEIbHBIC.

YcTHas pedb (MOTMIIOTHIecKas):

-IPEUMYILECTBA U HEOCTaTKA MacCOBOIO IIPOM3BOJICTBA

YcrHas pedb (MOHOJIOTHYECKAs ):

-pucku UII




IIncemenHas peusb:
- ketic Belt Up

Levels and areas of
management
YpoBHU U chepsl
yIpaBJICHUSA

Jlexcuka: TepMUHBI B cpepe yrnpaBieHHs, YDOBHH MEHE)KMEHTA, TPYAOBble 003aHHOCTH, HA3BaHUS U OTBETCTBEHHOCTH
OTJIEJIOB OpraHU3aluu

Urenue: Levels of Management, Organization Chart

I'pammaruka: BpeMeHa akTUBHOIO 3ajiora.

YcrHas peub (MOTUIOrHIecKas):

-00Cy’XIeHHE TPYIOBBIX 00S3aHHOCTEHN YIIPABIICHIIEB PA3HBIX YPOBHEN

YcTHas pedb (MOHOJIOTHYECKas ):

- IOKJ1a/1 00 OTBETCTBEHHOCTSX OTJIEJIa KOMITAHUHU

[TnceMenHas peus:

- Keiic Success

Organizational structures

Jlexcuka: TepMHUHBI B 00J1aCTH OpraHU3AIMOHHBIX OCOOCHHOCTEN OpraHu3aluii, BUIbl CTPYKTYP, PECTPYKTYpHU3AIUs

Opranu3zanuoHHbIE Yrenue:Types of organizational structures, Restructurization
CTPYKTYPBI I'pammaruka: [lopsmok ci0B B BONPOCUTEIBLHOM MpeioKeHUU. [1opsiaok CIIOB B BOCKJIMIATEIBHOM MPEIJIOKEHUH.

BpeMeHa IIaCCUBHOI'O 3aJji0ora.
YcrHas pedb (MOTUIOrHIecKas):
- IPEUMYIIECTBA M HEIOCTATKH PA3JIMYHLIX OPraHU3allMOHHBIX CTPYKTYP
YcTHas pedb (MOHOJIOTHYECKas ):
-OIMCaHNE CTPYKTYPhl KOMIIAHUH
[TuceMenHas peus:
- ketic Wildberries

Management Jlekcuka: TepMUHBI B 0071aCTH MEHEKMEHTA, CTUIIN yTIPABIICHUSI, TUITHl MEHEHKEPOB

MeHeKMEHT Urenne:What is management, The big three management styles

I'pammartnka: UHQUHUTHB 1 €ro KOHCTPYKIIUH.
YcrHas peds (MOTMIIOTuIecKas):

-00Cy»X/IeHHE TUIIOB YIIPABIICHIIEB U UX Ka4eCTB
YcrHas pedb (MOHOJIOTHYECKAs ):

-OMHUCAHUE CTUJIEH YIIPABICHUS

IIncbmenHas peusb:

- keiic Peter Drucker




Leadership
JlunepcTBoO M nuaepcKue
KayecTBa

Jlexcuka: TepMHUHBI B 00JIaCTH JTHIEPCTBA, JTHICPCKUE KAa4eCTBA,
Yrenue:Leadership qualities: what does it take, Business leader briefings
I'pammaruka: I'epyHauil, KOHCTPYKIUHU C T€PYHIUEM.

YcrHas pedsb (MOTUIOrHIecKas):

'O6C}’)KI[GHI/I€ TUTIOB YIPABJICHICB U UX KA4YCCTB

YcTHas pedb (MOHOJIOTHYECKAs ):

-OIMCAHUE CTUIICH YIIPABJICHUS

[TuceMenHas peus:

- keiic The new boss

Recruitment
[Ton6op nepconana,
PEKPYTHUHT

Jlexcuka: TepMuHBI B 00JaCTH PEKPYTHHIra, XEIXAHTUHT, €r0 BHUIbI M METObl, PEUeBble CTPYKTYpbl U OOOPOTHI Ha
cobeceZI0BaHUY TIPH NpHEMe Ha padoTy

Yrenune:Methods of selection, A job interview, Headhunting

I'pammatuka: YcinoBHbie npeanoxkenus. CocnarareabHOE HAKIIOHCHHUE.

YcrHas pedb (MOTUIOrHYecKas):

-METO/bl PEeKPYTHHTa, COOECEeI0BaHUE

YcrTHas pedb (MOHOJIOTHYECKAs ):

- xeiic Orbit Records

[TuceMenHas peus:

- HalMcaHue COOCTBEHHOTO pe3loMe

Marketing
MapkeTusr

Jlexcuka: TepMHHBI B 001aCTH MapKETHHIa, UCCIIEA0BaHMs PBIHKA, 11€JIEBbIE PBIHKH, CETMEHTAIUS PhIHKA
Urenue:

I'pammaruka: CriocoObl BeIpaXKeHUs: OyAyIIEro, BpeMEHa aKTUBHOTO U ITACCUBHOTO 3aJ10Ta — TIOBTOPEHHUE.
YcrHas peds (MOTMIIOTuIecKas):

- oocyxnenue 4 11 mapkeTunra

YcrHas pedb (MOHOJIOTHYECKAs ):

- IOKJIaJl O METOJjax MCCIel0BaHUs PbIHKA

IIncbmenHas peusb:

- ketic Virgin Mobile




CTpyKTypa AUCHUILIMHBI
Ounas ¢popma 00yueHus (B yacax)

KonTakTHas paGora
Neo | HammeHoBaHue TeM (pa3aesioB) 3ansaTHS 3ansTus ipgr::lgzzzz cPC | Beero
/11 JTUCIHHUILINHEI JEKIMOHHO | CeMHHAPCKOT o
ro THIIA 0 THIIA JAMCHUILIHHAM
1 | JlenoBas nepenucka 24 21 45
2 | Onucanme rpaduKoB 24 21 45
3 | Ilpon3BoacTBo 24 21 45
4 | YpoBHU U chepsl yripaBiIeHUs 24 21 45
5 | Opraau3anuoHHbIE CTPYKTYPBI 20 16 36
6 | MeHeKMEHT 16 20 36
7 | JIuaepcTBO M IUACPCKUE KaYeCTBa 20 16 36
8 | Ilogbop mepcoHana, peKpyTHHT 20 16 36
9 | MapkeTusr 20 16 36
[TpomexyTouHas aTTecTanus (3a4eT ¢ 06 06
OIICHKOM, DK3aMEH ) ! '
KouTpoJb: 71,4 71,4
HTroro: 192 0,6 2394 | 432
OuHo-3a04Hasi popma oOyuyeHus (B yacax)
KonTakTHas paéora
Ne HauMenoBaHue TemMm (pa3ue.1103) BaHaTUSA BaHaTUSA llpgrfgéi;z;ﬁa CPC Beero
n/m AUCHHUITHHBI JEKIHOHH | CEMHHAPCK 1o
0ro THNA Or0 THNA | JMCHMILIHHAM
1 | JlemoBas mepenucka 6 40 46
2 | Onucanue rpauKoB 6 40 46
3 | Ilpou3BoacTBo 6 40 46
4 | YpoBHU u chephl yripaBiaeHUs 6 45 51
5 | Opranu3zaioHHbIe CTPYKTYPHI 8 28 36
6 | MeHemxMeHT 8 28 36
7 | JIunepcTBO U JIMACPCKUE KAUeCTBA 8 28 36
8 | Ilogbop mepcoHana, peKpyTUHT 6 28 34
9 | MapkeTuHr 6 32 38
[IpomexyTouHas aTTecTarus (3a4eT C 06 06
OIICHKOM, DK3aMEH ) ' ’
KouTtpoJs: 62,4 62,4
Hroro: 60 0,6 3714 | 432




3aounas popma 00yuyeHus (B yacax)

KonTakTHas padora
IIpome:xy

Ne HanmenoBaHue TeM (pa3iesioB) 3anaTus 3anaTus aﬁ‘;g:l:u CPC | Beero

n/m AUCHUILINHBI JEKIHOHH | CeMHHAPCKOr0 s 1o
0ro THINA THOA P ——
HHAM

1 | JlenmoBas mepenucka 1 49 50

2 | Onucanue rpauKkoB 1 49 50

3 | Ilpon3BoacTBO 2 49 51

4 | YpoBHU U chephl yripaBiaeHUs 2 52 54

5 | Opranu3zaioHHbIe CTPYKTYPHI 1 39 40

6 | MeHemxMeHT 1 40 41

7 | JInpepcTBO M IMAEPCKUE KayecTBa 1 40 41

8 | Ilogbop mepcoHana, peKpyTUHT 1 40 41

9 | MapkeTuHr 2 40 42
Koncynpranus 4 4

[IpomexyTouHas arrecranus (3a4eT ¢ 06 06
OIIEHKOM, DK3aMEH) ’ ’

Kountpoas: 17,4 17,4
Hroro: 12 4,6 4154 | 432

6. IlepeyeHb y4eOHO-METOAMYECKOT0 00eceYeHust
JJISI CAMOCTOSITEJIbHOM PadoThI 00y4arouXcsl 10 JMCHUILIMHE (MOLYTI0)

CaMocTosTenspHast pa60Ta ABJISICTCA OJHHUM U3 OCHOBHBIX BHU0OB y‘IeGHOfI JACATCIIbHOCTH,
COCTaBHOM 4YacThIO yueOHOTO IMpoliecca U UMEET CBOEH Leblo: TITyOOKOe YCBOGHHE MaTepuasa
JAUCHUIINIMHBI, COBCPHICHCTBOBAHUC U 3aKPCIIJICHUC HABBIKOB CaMOCTOSITEIILHOU paGOTBI C
JUTEpPATypoil, PEKOMEHJIOBAHHOW MpernojaBaTeieM, YMEHUE HaWTH HYXHBIA MaTepual |
CaMOCTOATCIIBHO €ro HUCIIOJIBb30BAaTh, BOCIIMTAHHUE BBICOKOU TBOp‘IeCKOI\/'I AKTUBHOCTH,
WHUIMATUBBI, TMPHUBBIYKA K TOCTOSHHOMY COBEpPLICHCTBOBAHMIO CBOMX 3HaHHMM, K
LEJIEYCTPEMIIEHHOMY HAyYHOMY IIOHUCKY.

Kontponbs camoctosiTensHON pabOThI, SBISETCS Ba)XXHOW COCTaBISAIONICH TEKYIIETO
KOHTPOJIA YCIICBACMOCTH, OCYILICCTBIIACTCSA MPCIIOAaBaTCICM BO BPEMS MTPAKTUICCKUX 3aHSTUU U
oOecrieunBaeT OIIEeHUBaHHUE X0J1a OCBOSHUS N3y4aeMOil IUCIUTUIHHBI.

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
10




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 NPe3eHTALMH:

9-15 cnaiinos B PowerPoint
2. Ilnan mpe3eHTauu:

v’ Berymienue (moyeMy BHIOpaHa JaHHas TeMa rpe3eHTamun) (2 ciaiina)

v" OCHOBHasl 4acCTh

v’ 3akmouenue (BbIBOIBI) (2 ciaiiia)
3. Cnukep nmpe3eHTyeT CBOIO TeMy (OTpaHWYEHUE TI0 BpEMEHH — 5-7 MUHYT) U OTBEYAET Ha

BOTIPOCHI yUACTHUKOB Ha aHTJIMICKOM SI3BIKE.

=

PexoMeHnganmnu mo noaAroToBKe K Mpe3eHTanun
v Otanbl paboThl HAJT TPE3CHTAIUEH

- IlpeaBaputenbHas IOCTaHOBKA MPOOJIEMBI MIIH BEIOOP TEMBI.

- BpBmwkeHue u 00CyXI€HHE TUTIOTE3 PEIICHHUS] OCHOBHOM TTPOOJIEMBI, UCCIIEI0OBAHNE
KOTOPBIX MOXKET CIIOCOOCTBOBATH €€ PEIICHUIO B paMKaX HAMEUCHHON TEMAaTHKH;

- Tlouck u c6bop maTepuana yisi perieHus MpoOIeMbl B PACKPBITUS TEMBI;

- OxoHuaTenbHast MOCTaHOBKA MTPOOJIEMBI I BBIOOP TEMBI;

- Tlowuck pemieHust Wi pacCKPHITHE TEMbl HA OCHOBE aHAJIM3a M KiIacCUpUKAIIIT
coOpaHHOTO MaTepHaa,

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

4 [Ipe3enTanus H0KHA COACPIKATH TAKHE JIEMEHTHI KakK:
- OTJIaBJICHHC;
- 1aTy MOCTEIHEN PEBU3UH;
- nHpopManuio 00 aBTOpax;
- CIIMCOK TIOJIE3HBIX KAYECTBEHHBIX CCBUIOK C IMOJPOOHBIM X OMUCAHUEM

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

Cornacuo IlomokeHHIO O CaMOCTOSTENbHOU (BHEayIWTOpPHOH) paboTe CTYIEHTOB
pacnpeneneHne oO0beMa YacoB CaMOCTOSITENbHOM padOThl CTyJIEHTa 3aBUCUT OT MecTa
JUCLUTUIMHBI U €€ 3HAYMMOCTH B cTpykType OIL.

Buapl, hopMbl 1 00BEMBI CaMOCTOSITENHHOW (BHEAYIUTOPHON) pabOThI CTYJIEHTOB IPH
U3yYEeHUH KOHKPETHOM y4eOHOH JMCHUIUIMHBI OIpPEIENSIOTCS COJepKaHueM ydeOHOU
JTUCIUIUIMHBI, CTENEHBI0 IMOATOTOBIEHHOCTU CTYJIEHTOB M YTBEpXkJaloTcs Ha Kadeape, 3a
KOTOpOW 3aKperieHa JaHHas NUCHUIUIMHA, B BHIE pa3zenia pabodell MporpaMMbl JUCIUTITUHBI
OCHOBHOM 00pa30BaTEILHOM MPOTPAMMBEI.

B cBsi3U C BBIIEH3IOKEHHBIM, IPUHAMAsi BO BHUMaHUE O0bEM AMCIMILTUHBI (MOIYJIS)
B 3aQUETHBIX EJMHUIAX C YKa3aHHEM KOJMYEeCTBA aKaJIeMUYECKUX YacoB, BBIJCJICHHBIX Ha
KOHTakKTHYI0 paboTy oOydJammuxcs ¢ TmpermojaBaTeneM (IO BHAAM 3aHATHNA) ©W Ha
CaMOCTOSITENIbHYIO paboTy oOydYaroniuxcsi, a Takke OaJlaHC BpPEMEHHM 110 BHUJaM palOTHI,
pacripenielieHue  CaMOCTOSATENbHON (BHeayAMTOpHOW) pabOThl MO TeMaM JIUCIMILIHHBI
MPEJICTaBISIETCS CASAYIOUUM 00pa3oM:
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n/n

HaumenoBanue teM
(pa3neJioB)
JTUCIHUIIINHBI

Bun camocrosiTeLHOM
(BHeayIMTOPHOI)
padoThbI

O0beM caMoCTOATEIbHOM
(BHeayIMTOPHOI1) padoThI 1O
MaM 00y4YeHHs

do

oyHas

OYHO-
3a049Has

3a049Has

JlenoBas nepenucka

ITonroroBka
Mpe3EHTAlNH, K
ayIUTOPHBIM 3aHATHUSAM,
TECTaM, BBIIIOJHEHUE
CaMOCTOATEIIbHBIX U
KOHTPOJIbHBIX PaboT

21

40

49

Onucanue rpaduKoB

ITonroroBka
Mpe3EHTAlNH, K
ayIUTOPHBIM 3aHATHUSAM,
TECTaM, BBIIIOJHEHUE
CaMOCTOATEIIbHBIX U
KOHTPOJIbHBIX PaboT

21

40

49

[IpousBoacTBo

ITonroroBka
Mpe3EHTAlNH, K
ayIUTOPHBIM 3aHATUSAM,
TECTaM, BBIIIOJHEHUE
CaMOCTOATEIIbHBIX U
KOHTPOJIbHBIX PaboT

21

40

49

YpoBHU U chepsl
yIIpaBJICHUSA

ITonroroBka
Mpe3EHTAlNH, K
ayIUTOPHBIM 3aHATHUSAM,
TECTaM, BBIIIOJHEHUE
CaMOCTOATEIIbHBIX U
KOHTPOJIbHBIX PaboT

21

45

52

OpraHu3anoHHbIE
CTPYKTYpPBI

ITonroroBka
Mpe3EHTAlNH, K
ayIUTOPHBIM 3aHATHUSAM,
TECTaM, BBIIIOJHEHUE
CaMOCTOATEIIbHBIX U
KOHTPOJIBHBIX PaboT

16

28

39

MeHeKMEHT

Iloarororka
Mpe3eHTalni, K
ayJTMTOPHBIM 3aHITHSIM,
TecTaM, BBHIIIOJTHCHUE
CaMOCTOSTEIIbHBIX U
KOHTPOJIBHBIX paboT

20

28

40

JlunepcTBO U nuaepcKue
KayecTBa

ITonroroBka
Mpe3EHTAlNH, K
ayJTUTOPHBIM 3aHITHSIM,
TECTaM, BBIIIOJIHCHUC
CaMOCTOSITENTbHBIX U
KOHTPOJIBHBIX pabOT

16

28

40
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[TonGop nepconarna, [MoaroroBka
PEKPYTHHT Mpe3eHTalni, K
AyJAUTOPHBIM 3aHATHAM,
8 TeCcTaM, BBINIOJHEHUE 16 28 40
CaAMOCTOATECIIbHBIX U
KOHTPOJIBHBIX pabOT

MapkeTuHr IToaroroBka
Mpe3eHTalni, K
ayIUTOPHBIM 3aHSATHUSAM,
9 TECTaM, BBIITOJHEHUE 16 32 40
CaMOCTOSITEIIbHEIX 1
KOHTPOJIBHBIX pabOT

ATOr'o 168 309 398

7. OneHoYHbIe MAaTEePHAJbI 1S TEKYIIEr0o KOHTPOJISI YCIIEBAeMOCTH M TPOBeIeHUs
MPOMEKYTOYHOM aTTEeCTAIMUA O0YYAKOIIMXCS MO IUCHUILINHE (MOYJII0)

7.1.0neHO0YHbIe MATEePHAJIBI IJI TEKYLEro KOHTPOJIsl yCleBaeMOCTH
Tekymnii KOHTPOJb YCIIEBAEMOCTH MO JUCHMIUIMHE «JlenoBas KOMMYHMKAIMS Ha
AQHTJIUHCKOM SI3bIKE» MPOBOAMTCA B (OpMe KOHTPOJIBbHBIX IE€PEBOJOB, TECTOB, IHAJIOTOB,
MOArOTOBKH MPE3EHTALMN, WHAMBUAYAIBHBIX OTBETOB Ha BOIPOCHI, YCTHOIO OMNpoca,
MACbMEHHBIX 3aJJaHUN U T.J.

Tema 1: Business Correspondence

1. BaristnnTe Ha 510 MchbMO. HEKOTOpBIE €lI0BAa OTCYTCTBYIOT. 3aIIOJHUTE IPOOEIIBI
HEO0OXOAUMBIMU CJIOBAMHU WU (hpasaMu:

LANCER SALES LIMITED

Telex: 0675 eans Telephone: 143-3448
Fax: (015) 39673

Your Ref:

Our ......: SE/mj

19 Spt. 20...

Mr S.Holmes

Wadley Stationery Company
14 Garden Street

Liverpool

W.C.3 England

...... Mr S.Holmes

Please find ..... three (3) copies of the addresses of our branches.

Any questions should be ...... to this department.
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SErwin

Sydney Erwin
Manager
Export Department

2. MLI AyMacM, Bbl COIJIACUTECH, UTO 3TO ITMCHMO HE COOTBETCTBYCT ACJIOBOMY CTHUJIIO. PCLHI/ITG,
YTO MOXXHO MCIIPABUTH. HGDGHI/IIHI/ITC IITMCEMO CBOUMM CJIOBAMM.
Dear Mr Brown

What an unexpected pleasure to hear from you after all this time! We thought you must have
forgotten us since you placed your previous order with us two years ago.

May | take this opportunity of enclosing for your attention our new catalogue and price lists. One
of the things you’ll probably notice is that all the prices have gone up by 15% since your last
order but still, never mind, everyone else’s have gone up too — even yours | expect!

Nevertheless, for your current order, we shall be delighted to supply you at the old price, so
you’re quite lucky.

Oh, and another thing, I nearly forgot: we’ve now got a fax machine, so you can contact us by
fax if you feel like it. The number is 998321, all right?

So, there we are, nice to be writing to you again.

Yours sincerely
A.Burke
Sales Director

3.HO,Z[I‘OTOBBT€ IIPE3CHTAIINTIO BI:I6DaHHOI71 Bamu KOMITAHWH, BKIIFOUUB CJACAYIONINEC aCIICKTHI:
Consider limited liability, its ability to raise capital, control of the company, continuity,
public reports.

4. Hanumwure COIMPOBOANTCIILHOC MMCHbMO OT AHHBI HCHVE{D JJIA 3aKa3a B COOTBCTCTBUH C
HUHCTPYKIMUAMHU B MCEMOPAHAYME HUXKC.

YACHT INTERNATIONAL

12 BVD SALVADOR F-13006 MARLEILLE

MEMO

To: Anne Lenoir Date: 25 September 20
From: Jacques Delmas

Please write a covering letter to accompany Order R497. Despatch details as follows:
Name of supplier: Mr H. Kjaer (Sales director)

Address: Dansk Industries, Kongens Nytorv 1, DK-1050 Kobenhavn K.
Consignment: navigational instruments
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Please remind Dansk to pack the goods individually in 8 crates, numbered, with our logo. Tell
them to send the instruments air freight, c.i.f. Marseille, to reach us no later than 18 May.

Their invoice should show all individual costs and the 12% trade and 3% quantity discounts we

agreed on. Remind them to send this with the insurance certificate, and Air Waybill to The Bank
of Marseille, 153-6 avenue Charles de Gaulle, F-12019, Marseille, where we will hand over our
sight draft.

Thank you.
Tema 2: Describing Graphs
1. Kakon rpad)m( NIITIOCTPUPYET ABMKCHUC, OITMCAHHOC B OTUX MNPCAJIOKCHUAX:
The market is showing some signs of growth.
The market is extremely volatile.
The pound slipped back against the dollar.
The Swiss franc is staging a recovery.
The lira lost ground slightly.
There's been a dramatic downturn in the market.
There's been an upsurge of interest in gold.
The share price bottomed out at 115p.
Sugar peaked at $400 a tonne.
Profits will level off at around £ I.1bn.
Sales hit an all-time low.
There hasn't been much movement in the price of tin.

©OoNOA~WNE

(e e
N = o

2. BcraBbTe IIPONYIICHHBIC 3JICMCHTEI B CJIICAYVIOIUX 3aJaHUAX
A. Complete the paragraph with these prepositions: of, to, by, at, under, from

At the end of April sales stood 1......... $150 million, having risen 2................... A previous
low point 3................. Justd.......oooeae $100 million. Over the next couple of months they
rose steadily to reach a peak 5............... $190 million. They then fell sharply 6........... $ 35
million towards the end of July, but crept up again in August 7............... $160 million.

B. Complete the paragraph with these prepositions: at, until, between, at, to, to, of

The machinery exports declined gradually 1 ...............2006-2008. Betweeen 2008-2009,
however, exports of machinery rose continually. In 2007 they were 2 ....... 4000 million and in
2008 they had risen 3 ......... 550 million. They reached a peak 4 .....700 million in 2009. after
that, figures fell slightly 5 .......around 650 million in 2008 and leveled off 6....... that number 7
....... 2010
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C. Fill in the gaps with a preposition where necessary. Choose from: at, between, by, from,
in, of, on, to, with.

1.Last year sales rose .... €7m ...... €7,5m.

2.Last year there was an increase .... sales ..... 8%.

3.0ur market share now stands .... 28%.

4.0ne .... five (=one out of every five) of our products never makes a profit.

5.Unemployment figures have been relatively stable for some time, fluctuating .... 4.3% and 4.6%.
6.There hasn’t been much movement .... the unemployment figures for some time.

7.Salesrose .... line ...... predictions.

8.From January 1% to now, sales have gone up ..... €0,5m. So that’s a year-....-date increase .....
8%.

3. HI/ITCD BI/IHFXBM, IIPE3NJACHT KOMIIAHUWHU 110 ITPOU3BOACTBY OACKAbI, HAXOAUTCA HAa BCTPEUYC CO
CBOMM JUPCKTOPOM IO IIpoJaaKaM H}KOHOM AMI/I)IOHOM " €1ro d)HHaHCOBBIM ANPEKTOPOM Kent
CuMMoHC. 3aBepInTe X pa3roBOp COOTBETCTBYIOIMMMH (hOpMAaMHU IJIAr0JIOB B ckoOkax. Muorma
BO3MOXXHO HECKOJIBKO CHDH)KCHHﬁ.

Peter I'm glad you managed to make it today. I'd like to start by taking a look at the year's
sales and profit figures. First of all John, could you summarize the sales figures?

John Well, we had a good January - 5.2 million. January's a difficult month

because sales alWays.........cccveviieieee i ' (pesko  ymamm) after
Christmas. In

February we launched the new children's line and it went very well. Total

SAIES. ..ttt s (yBenuuunace) to almost 8 million, which
was nice. Unfortunately they then........................ % (pesko cum3nmmce) after the fire in the

main factory. But by the end of April We........ccooiiiiiiii

(Boccranosuthes) -10.2 million was the figure - and since then sales...................

(yBenmmumBathcest) Steadily month by month. The December figures aren't in yet, but it

[OOKS TIKE WE ...t e e nrs ® (mocturmm) 15

million this month.

Peter Good. I've got a couple of questions, but I'll save them for later. Kate, sales
..(yBemuumucs), but has that meant higher profits?

Kate Yes |t has We re waiting for the final figures, but we already know that

overall, in the first three quarters of the year, profits.........................."(Bo3pociu) by 15%
compared to last year, from 960,000 to 1.1 million. In fact

since APril, Profits ... 8 (yBemmumsarorcst) every single
MONEN AN TNEY ....cvvveecce e % (still mpomomxkaroT pacTh).

Peter What about next year?

Kate Well, as you know, next year we're going to centralize distribution, so
(0013 T 10 (ymamyt). Even it sales.................. 1 (BBIPOBHSIIOTCS),
profits...................... ¥ (yayamarcs).

Tema 3: Making things

1. 3anonaHKTE HDO6GHBI Hanboee noAXOoAAIMMHU TCPMUHAMU U3 CIIMCKA.

vital insure retailer prices placement
charge wholesaler price leader take place  channel of distribution

The most common is manufacturer — wholesaler
consumer. Distribution can, however, through slightly modified channels.
For example, products are sometimes sold directly by the or the
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manufacturer, rather than by the retailer. Generally, wholesalers
lower than retailers and sell in larger quantities. Together, these channels of
distribution play a role in the element of marketing.

2. CkaxuTe, BEpHELI JIU TaHHBIE YTBEpKAcHNA. 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.

3. IlpoynTaiiTe TEKCT U HANUIIUTE €r0 KPATKOE U3JIOKEHHUE:
New products flood the market daily. You can’t help but turn on late-night TV and be confronted
by one infomercial after another as you click through the channels.
America’s entrepreneurs are rolling out new ideas and new items.
Millions of dollars are spent yearly developing and launching new products. But did you know
that only one in 10 will prove successful? And even fewer will enjoy a long shelf life.
That’s the cold reality. But you can greatly enhance your chances for business success if your
“new and improved” product shares a series of 10 important qualities.
I’ve helped launch more than 500 products, but I too have suffered a few clunkers along the way.
Here is the proven checklist that I’ve developed during my 30 years as an entrepreneur and
investor.
Ask yourself these 10 questions before going public with your “revolutionary” or “must have”
product or service.
The 10 Questions

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Tema 4: Levels and areas of management

1. JIOMOMHHUTES CACAYIOIHN TSKCT IJIarojJIaMH IO CMBICIY:

appointed attacked combined defined constituted reviewed supervised
supported

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

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

2. OTBeTHTE NUCHLMEHHO HA CIICAVIOIINE BOIIPOCHI.
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1.What are the levels of management?

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

3.What are the responsibilities of a top manager?

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

5.What are the middle managers responsible for?

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

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

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

9.Howv is their work rewarded?

10.What are the most common areas of management?

11.What is a financial manager responsible for?

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

13.What is a marketing manager responsible for?

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

15.What does an administrative manager coordinate?

3. HGDGBGI[I/ITC CJICAVIONINEC ITPCAJIOKCHHUA, NCIIOJIb3YS AKTUBHBIN CJIOBAPh 11O TEMCE:
1.CymiecTByeT TpH OCHOBHBIX YPOBHSI YyIIpaBjeHUs (MEHEIKMEHTA): BBICIIHUU
MCHCIKMCHT, MCHCIKMCHT cpeaHero 3BCHA 1 MCHCII?KMCHT IICPBOI'O 3BCHA.
2.Beiciiie MEHEIDKEphI HAIPaBISIIOT W KOHTPOJIUPYIOT  OOIIMYIO JIEATEIILHOCTH
OpraHM3alli¥, OHH OIPEACISIIOT CTPATETHi0 W OCHOBHYIO ITOJIUTHUKY (DUPMBI.
3.BriciiimmMu MEHEKEpaMy OpraHu3alliud SIBIISTFOTCS (are) mpe3naeHT, BUIle-TIPE3UICHT,
TJIaBHBIA UCTIOJHUTEJIBHBIN TUPEKTOP U YIECHBI COBETA IUPEKTOPOB (IIPABJICHUS).

4. MeHeKkep CpEeIHEro 3BeHa pealm3yeT (OCYIISCTBISICT) CTPATerui0 M OCHOBHYIO
IOJINTUKY, CITYCKAaCcMBbIC C BCPXHETO YPOBHA OpraHHU3allvuu.

5.CpeaHuMH MEHEKEpaMy OpraHu3aluU SIBISIIOTCS PYKOBOIUTEIb MTOIpa3AeJICHUS,
HavYaJbHUK OTACIAa, JUPCKTOP 3aBOJla U JUPCKTOP MMPOU3BOACTBA.

6.MeHemKep MepBOro 3B€Ha CIeAUT 3a JICSITEIbHOCTHIO HEYNPABICHUYECKUX CITYKaIUuX
U KOOpAUHUPYET €€.

7.MenemxepaMu NOEPBOIO  3BEHA SABJISIIOTCS HWHCHEKTOP, MacTep, pyKOBOIMUTEID
oTAena, pyKOBOAUTEND IIPOEKTA.

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

9.HeynpaBneHnueckue paOOTHHUKHA TMPEACTABISIOT OCHOBHYIO padoOdyio  CHITY

OpraHM3aIUH.
10.CambivMu OOBIYHBIMH chepamu YIIpaBICHUS SIBJISTFOTCSI (uHaHCHI,
IIPOU3BOJICTBCHHBIC oIepaluy, MapKETHHT, JIFOJICKUE pecypcel U
aJIMUHUCTPUPOBAHUE.

11.3aBenyromuit (unancamu (finance manager) npexae BCETO
OoTBeYaeT 3a (UHAHCOBBIC PECYPChl OPraHU3aIlHH,

12 TpagumoHHO JIUPEKTOP MPOU3BOJICTBA (operations manager)
accoruupyetcs (is equated) ¢ mpou3BOACTBOM TOBApOB.

13.0xnHako B IOCJIEJHUE roJibl yIIpaBJIE€HUE IIPOU3BOJICTBOM
OTHOCHTCSI K IIPOU3BOJICTBY TOBApPOB M yCITYT.

14. YupaBastommi MapKETUHTOM (marketing manager) OTBETCTBEHECH

3a OOMEH OpOoAYKIHEH MeXay OpraHh3amueili © ee  IMOCTOSHHBIMU
MOKyTaTestMu (CUStOMErS) iy KJIMeHTaMu.

15.YopaBastomuii JTFOACKUMH pecypcamu 3aHUMAaCTCS (charges in)
HaliMOM, OOyUY€HHUEM U OLICHKOM JIesITeIbHOCTH PAOOTHUKOB.
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16.AnMuHHCTpaTUBHBIN PYKOBOJIUTEIH OCYIIECTBIISIET oOree
aIMUHUCTPAaTUBHOE PYKOBOJACTBO W OH HE CBs3aH C KakKoW-1ubo
KOHKPETHOU (QyHKIIMOHAJILHOU C(epoii.

4. 3amoauure HDO6€JIBI OoAXOAAIIINM CIIOBOM MJIU CJIOBOCOYCTAHUECM.

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

managers.
3ATtOp MANAger ... and ...............eeevveeeenn ... the overall functions of
the organization.
4Top managers also ..o the firm's strategy and define its
00T o]
5. A middle manager ................. the strategy and major polices handed down from the
top level of the organization.
6.Middle managers..........ccccceeevrrrennnnn. tactical plans, policies, and standard
operating procedures.
7. They also coordinate and supervise the.........i. of first-line
managers.
8. A first-line manager is a manager Who .........cccccevevveveivennennn, and supervises the
activities of operating employees.
9. First-line managers spend most of their time working with .................. answering
qguestions, and . . day-to-day problems.

1. Operatlng employees 2 (= SR and non-qualified persons

working for the organization, they represent the work force of the
organization.

Tema 5: Organizational structures

1. JIOOJIHNATE PEeAI0KCHUS CJIOBAMH M3 aKTUBHOT'O BOKa6VJ'I$IDaZ

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

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

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

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

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

8.Management by objectives means ...

2. [InceMeHHO HDOKOMMCHTHDVﬁTC CICAVIOUINEC YTBCPXKIACHUIA:

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

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

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

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

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

6.In an organization by function departments pursue their own objectives rather than those of the
whole company.
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7.The matrix is essentially a temporary structure established as a means of carrying out a particular
task.

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

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

10.Some levels of management are not necessary.

3. IlpouynTaiiTe TEKCT U MUCbMEHHO OTBETHTE Ha BOMPOCHI:

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

3. Which motivating factors are mentioned in the article?

MOTIVATING HIGH-CALIBRE STAFF
By Michael Douglas

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

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

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

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

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

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

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

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

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

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

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

Tema 6: Management

1. OTBETETE NIUCEMEHHO HA CJIEIYIONNE BOOPOCHL:

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 BeIpaKeHUSIM 13 epBoro croyionka (1 — 10) cooTBETCTBYIOMIME OPENEIIEHUS

(a—]):

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

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

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

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

work when they are not there, etc

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

factory

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

types of investments, who tries to balance
the risks and profits of each in relation to the rest
6. floor manager f. someone who deals with a particular client or

group of clients, especially in a bank
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7. fund manager g. someone whose job is to manage a department

or floor in a large store

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

of investment for a financial institution or its clients

Brecute cBOM OTBETHI B TAOIUITY.

[1]2]3]4f5]6]7]8]9]10]

3. IlpounTaiiTe ¥ YCTHO IIEPEBEIUTE HAa PYCCKHUM SI3BIK BeCch TEeKCT. HalininTe B TEKCTE
CJICAVYIOINMEC CJI0BA U BEIPAKCHUSL. BHGCI/ITG CBOU OTBCTEI B Ta6JII/II_[VZ

IPON3BOAUTC]IIb
OBITh OTBETCTBECHHBIM 34

JIOJDKHOCTD
BBIITYCKHUK

CTHJIb PYKOBOJZICTBA
CaMOCTOSITEJIbBHOCTh

OTBECTCTBCHHOCTH
Pegasus Footwear was an international manufacturer, well known throughout the world for its
product design. Products were designed at company headquarters in the United States, and
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. TIpocaymaiite Teker «A University Degree»

Ccpuika s npociymmBanus: http://www.esl-lab.com/universitydegree/universitydegreerdl.htm

|. BoiOepuTe npaBu/IbHBIN BADHAHT 0TBeTa. BHecuTe cBOM O0TBeThI B Ta0/IMIy.
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1. What will happen if the woman doesn't pay her tuition by the due date?
© A She'll have to pay a significant late fee.
© B.Shel be required to register again for school.

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

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

C A. some food

C B. warm clothing
© C.her game system

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

C A. at a bank

© B. for a school
© C.inanational park

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

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

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

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

|1 [ 2 13 1 4 E

Tema 7: Leadership

1. OTBETETE NUCEMEHHO HA CIIEIYIONME BOOPOCHL:

1.How do we choose a job?
2.What factors affect our choice?
3.What functions does our job perform in our lives?
4.What are the main stages in a person’s career?
5.What two questions should a young person ask himself before taking a job?
6.What should a person know before planning a career?
7.When can people explore their abilities?
8.What did you want to be when you were a child?
9.Have you had any part-time jobs?
10.What jobs did you eliminate before making your choice?
11.What are the six categories of people according to their occupational orientation ?
12.Describe each of these categories: personality orientations and the types of jobs.
13.What type of people do you belong to?
14.What are you good at?
15.Did you think about your personality orientations when choosing your profession?
16.What do you want to be?
17.When did you make your choice?
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18.Has anybody influenced your choice?

19.Why do you want to become an economist?

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

21.What subjects are you interested in?

22.What are your special interests including hobbies and leisure activities?
23.Where are you going to work after graduating from the Institute?
24.What professions will have good job opportunities in future?

25.Do you want to become self-employed?

26.Do you regard languages as a bonus?

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

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

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

2.3a10JIHUTE CIEAVIOLIME OPEUI0KEHUS CIIOBAMU U3 TAOJIULIBL:

achieved Dboard of directors communicate innovations manageable performance
resources setting supervise

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

3.Thereisnopointin ...................ceeeen. ... Objectives if you don’t ..o
them to your staff.
4.Managers have to . eerieeereeneeneae ... their subordinates, and to measure, and try to

improve, their ...,

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

3. [TepeBeauTe TEKCT, MCIOIB3YS CACAYIOIINE CAOBOCOYCTAHUS U (HPasbl:

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

Uro Takoe xopotuii MeHepxkep? OAHM MOIAraoT, 4YTO XOPOIIHI MEHEKEP — 3TO CTPATET, APyTHe
CUUTAIOT, YTO XOPOIIHA MEHEKEp — ITO YEJIOBEK, CIOCOOHBIH MBICIUTh KpeaTHBHO (@ creative
thinker with lots of...), umeronuii MHOKeCTBO WHHOBAIIMOHHBIX /€W, TPETHU TYMAIOT, YTO
XOPOILIUM MEHEIKEP — ATO JHUAEP, CNOCOOHBIH BIOXHOBJISITH M BecTH 3a codoi. HasepHoe,
XOPOIINI MEHEIKEP ITO U MBICIIMTENb, U JIUJEP, U CTPATET, U HACTaBHUK (& mentor). Hekotopsie
HABBIKH MO’KHO IIPHOOPECTH, HO €CTh KA4ecTBA, C KOTOPbIMH HY’KHO POAUTHCSH, YTOOBI CTAaTh
XOPOIIMM MEHEKEPOM. XOpOIIHii MeHeKep xapu3MaTtuueH (charismatic), nuaamuden (driven),
OH B/IOXHOBJISIET, MOTHBHPYET, NMOOIIPSIET, OH ONTUMHUCT, OH yBJICUYEH CBoeil paboToii to be
engaged by what he does), on mro6uT sroieit, Tak Kak paboTa MeHeKepa u coctout B ToM (being
a manager means...) 9ToObI yIPABJISATH JIFOAbMH.

Menemxep onmpeaejsieT CTpPaTerui0, CTAaBUT LeJM W 3aJa4vd. XOpOILIMM MEHEIKEp Bceraa
CTABUT BBINOJHUMBIC LeJH W 3aga4yM. MeHemkep Bceraa BUAUT HACTOSIIEE, HO XOPOIIWMI
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MEHEJIKEP, CTABA KPAaTKOCPOUYHbIE LeJIU, BCET/Ia OPUCHTHPOBAH Ha OyjyIiee, Ha MePCIEKTHUBY.
XOpOH_II/Iﬁ MCHEC/KED Y€TKO BUAUT, B KAKOM HAaNpaBJCHHUH ABUKETCH KOMIIAaHUA.

MeHemkep TOBOAMT LM U 32a4M 10 CBeleHHs] MOAYMHEHHBIX, XOPOIIU MEHEIHKEP YeTKO
(opmynupys 3apaum, 0OBICHSET, MIOYEMY OH CTABUT 3TH 3a1a4M.

Menemxep opraausyeTr pabouuii mporecc, onpeaensas Kakyto padboTy ¥ KTO U3 MOJYMHCHHBIX €€
BBITIOJIHSICT. XOPOIIMH MEHEeKep He TNpocTo pacmpenenser ponu (to assign roles and
responsibilities), o 3uaer, kro Ha uro crocoben (What each employee is capable of). Kro-to
xopomo pabotaer B aBpaibHOM pexkume (1o work under pressure of deadlines), kro-to xopormio
BeimostHseT ( t0 be good at...) ananuTnyeckyio paboTy. Xopomiuii MCHeKEP BUANT IMOTEHIIHAI
KaXJI0T0 COTPYJHHKA, U TIOHUMAET, KaKyto paboTy OH BBIIIOJHHT JIy4Ile, IPOAYKTUBHEE.
MeHemKkep CTaBUT 3a/1a494, U CJIEUT 32 MX BbINNOJHEHUEM. XOPOILIUi MEHEIHKEP BAOXHOBJISAET
U MOTHBHMPYeET NOTYMHEHHBIX, [TOOMIPSS BHIMOJIHUTH PA0OTy KaK MOXKHO JIydllle, BLITACKHBast
U3 KAaKI0r0 COTPYAHUKA MAKCUMYM TOI'0, HO YTO OH CIOCOOEH.

MeHemKep OlleHUBaeT paboTy MMOTYMHEHHBIX, XOPOLIHH MeHeKep... (JO oNn)

4. ITpounTaiiTe TEKCT O JIUJIEPCKUX KAUYECTBAX U BHIOJIHUTE 3a1aHUS [TOCIIE TECTa:

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

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

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

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

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

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

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

The authors were able to identify some characteristics of the chairmen and chief executives
of the companies, which made them good leaders: firstly, the leaders were visible’. They did not
hide away in some ivory tower at Head Office. Instead, they made regular visits to plants and sites,
toured round their companies and talked to employees. Leaders made their presence felt. There are
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
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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.

Understanding the main points:

1. Complete the following sentences:

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

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

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

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

3. Add three others you find essential:

1.

2.

Over to you: Do you think there is a difference between a manager and a leader
Tema 8: Recruitment

1. BcraBbTe ciioBa n3 TaOIUIEI B IPEUIOKEHUS HIDKE:

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

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

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

or7 . Outside specialists called 8

may be called on to 9 people for very important jobs, persuading
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them to leave the organizations they already work for. This process is called
10

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

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

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

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

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

Career knowledge/ motivation

What are your long-range goals?

Where do you see yourself in five years’ time?

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

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

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

Tell me about any relevant work experience you have had.

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

What excites you about the job you are doing now?

How would you rate your present boss?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

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

What salary do you expect?

What would make you happy with this job?

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

Self Knowledge

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

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

Do you have trouble delegating?

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

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

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

Did you take responsibility, last time you made a mistake, or is it always someone else’s fault?
Are you good at organizing yourself or other people?
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Do you believe in yourself, and have confidence in your own abilities and decisions?

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

Health

How good are you at coping with stress and strain?

Can you work long hours without collapsing in a heap?

What hours are you available for work?

Would you do overtime work if necessary?

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

Dealing with other people

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

Are you good at taking advice from others?

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

Knowledge of Company

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

Educational History

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

What options were available and how did you choose?

What made you study foreign languages?

What did you gain personally from your stays abroad?

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

Interests/Activities

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

What are your hobbies?

3. PacckakUTe 0 KaHJAUJIATE Ha JOJKHOCTD, OIHMPAsACh Ha €ro pe3foMe:

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

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

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

Distinctions & Awards:
July-August London School of Economics Summer School Program
2013 Course: AF225 Fixed Income Securities, Debt Markets and the Macro Economy
(Grade B+), certificate
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March 2013 IELTS certificate (Overall score 7.0)

July-August London School of Economics Summer School Program
2012 Course: EC101 Introductory Microeconomics (Grade B+), certificate
April 2011 German Language Diploma of the Education Ministers Conference

Level C1, Diploma

Work experience:

June-September Ernst & Young

2014 Intern to Advisory (Performance Improvement Group — Strategy and Operations — Lean):
— worked on project for large Russian retailer;
— worked directly with the client to understand the needs of his/her business area;
— managed field data: collection and analysis;
— developed policies and procedures to sustain results;
— developed algorithm for optimization model,
— calculated cost efficiency of certain business process improvements;
— worked on optimizing certain business processes.

Additional skills:
Language skills:
— English - fluent/native;
— French - Basic;
— German - Basic.
Software skills:
— Microsoft Office (Word, Excel, Power Point, Access, Visio, Project);
—  Minitab;
— Nielsen Answers;
— interested in IT and innovative technologies (would like to develop analytical skills further
within different IT frameworks).
Analytical skills:
— analytical mindset;
— strong analytical skills (willing to develop them further);
— open to innovation in analysis.
Leadership and management:
— possess great time-management skill;
— high level of self motivation and ability to motivate others;
— willing to develop leadership and management skills further.
Communication skills:
— excellent interpersonal skills (multicultural openness);
— great team player (can work in a team/group);
— great communication skills (oral and written);
— great listening skills;
— easy-going person;
— presentation skills.

References are available upon request

Tema 9: Marketing

1. IlepeBenuTe caeavIONINE IPEUIOKEHNS, NCIIONb3Ys aKTUBHBIN CI0Baph II0 TEME:
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1. Kowmmnanus ABC pemia BoITH Ha BBICIITUN YPOBEHb PHIHKA U BBIITYCTUTH HOBBIC
TOMOBBIE TyXU. UTOOBI YIOBIETBOPUTE HYKIBI M JKEIaHUS IOTPEOUTENeH 1 MPUBJIEYb
LIEJIEBYIO ayIUTOPUIO0, MAPKETOJIOTH UCCIIEOBAIIU PHIHOK U FTOTOBBI CO371aTh KOHLIEIIUIO
HOBOTO MpoaykTa. KoMmaHust IpecTaBUT MPOAYKT Ha PIHOK B ABTyCTE U COOMpaeTcs
MPOJBUTATh MPOJIYKT HA PHIHKE, UCIOJIB3YS «3BE3/1» B PEKIaMe.

2. Ham HeoOxoauMo HUCIIOJIb30BaTh CBOE KOHKYPEHTHOE MPEUMYIIIECTBO M HCKATh HOBBIC
BO3MOXKHOCTH PBIHKA, €CJIM Mbl XOTHUM 4TOOBI Hallla KOMITaHUS OCTaBajlaCh KOMIaHUEH
No2 na priHKe.

3. Ecnu xommnaHus BbITYCKAeT HOBBIM MPOJYKT Ha PHIHOK, TO Yallle BCETO KOMIIaHUs
HA3HAYaeT PHIHOYHYIO IIeHY. Eciiu KoMIaHusl BBITyCKAeT TONOBBINA IPOAYKT, TO OHA
Ha3HayaeT LEHY BbIIIE PRIHOYHOH.

4. YtoObl 1OCTHYBL CBOMX IIeJIeH U MPUBJIEYD LETIEBYIO aYUTOPHUIO, KOMITAHUS COOMpaeTcs
WU3MEHHUTDH KaHAJIbI COBITA MPOIYKIINH.

2. BeibepuTe npaBUIbHBIA BAPHAHT OTBETA:

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

i
i

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

i

The marketing mix
Price
Product

Price
Product

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

i
i

4,
Who is protected by consumer protection laws?

Marketing strategy
Marketing objective

Profit from marketing

Businesses and customers
.

i

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

i
i

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

Just customers

Just businesses

Price
Profit

Promotion

In supermarkets
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i
i

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

In designer stores

On market stalls

If costs change

If customer needs change
-

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

i
i

If management changes

Has its own marketing mix

Has no marketing mix

Has no promotional mix

9.

How is a business most likely to increase sales of a premium branded product?
O By cutting price

By increasing promotion

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

i

Customer needs
Business objectives

A unique selling point for a product

3. OTBeThTE NUCHMEHHO Ha CIASAYIOUINE BOMPOCHI:

. 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.

OO ~NOoO ol WN -
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4. O6B€)II/ITC 6VKBBI OTBCTOB, KOTOPBIC JYYIIC BCCX JOIIOJHAIOT MPCAJIOKCHU A HUKEC:

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

b. the four P's

d. buying, selling, market research, and storage

¢ the four M's

2. The product element refers to:

a. the four P's
b. testing of a

product to insure quality

c the good or service that a company wants to sell
d. getting the product to the customer
3. Most companies price:

a. with the market

b. below the market

¢ beyond the market

d. above the market

4, A common

channel of distribution is:

a. wholesaler - retailer - manufacturer - customer
b. manufacturer - retailer - wholesaler - customer
c retailer - manufacturer -wholesaler — customer

d. manufacturer — wholesaler - retailer - customer

5. The two major forms of promotion are:
a. radio and television

b. personal se
¢ personal sel

Iling and advertising
ling and newspapers

d. selling advertisements
7.2 OneHOYHBbIE MATEPHAJIbI 1JIS IPOBEJAECHNUS IPOMEKYTOUHON aTTeCTAlUMN
7.2.1. IlepeuyeHb KOMIIETEHIM ¢ YKa3aHHEM ITANoB UX ()OPMUPOBAHUSI B MpoLiecce
0CBOeHHsI 00pa30BaTeIbHOI MPOrpaMMbl
dbopMUPOBaHUS KOMIIETEHIIMH B TMpOIEcCe OCBOCHHSI 00pa3oBaTENbHOM
IPOrpaMMbl  OTIPEAETSAIOTCS TOPSAKOM HU3YYEHHUs [UCHUUIUIMH B COOTBETCTBUU C paboyum

Oransl

y4eOHBIM IIJIAHOM U IIPEJICTABJICHbI B TAOIHIIE:

Kon
Iranbl HCIUIJIMHBI
Komiere Conep:kanue o oBa ciff) o ,e
MHPOBaHMS MU mu
HIn KOMIIETEHLIHH mf) epe KOp epZ 0
N MIeTeHI U MIleTeHIU
(ommeT (KomMmeTeHumii) .
enuii) (koMmeTeHI i) (koMIIEeTEHI[MH)
1 NHOoCcTpaHHBIN S3bIK
(amrmuitckuin)
CIIOCOOHOCTD K KOMMYHUKaIlUA 9 PyCCKI/II\/'I SI3BIK U KYyJIBTYpa
B YCTHOH M MUCBMEHHOU (op- peun
OK-4 | Max Ha pyCCKOM M MHO-
CTPaHHOM SI3bIKAX JJIS 3 AHIIMACKHN SI3bIK KAK SI3bIK
pElICHUS 3a/1a4 MEeKITHYHOCT- MEXIyHApOIHOTO OOIICHUS
HOTO U MEXKYJIbTYPHOTO
B3aUMOJICUCTBUSA AHTIUNCKHAHN SI3BIK TS
4 poQeCCHOHAIBHOTO

obmenus / /lenoBas
KOMMYHHKAIUS HA
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Kon

9Tanel HCIMILIHHBI
Kommere Conep:xanue o opa (ii o ,e
MHPOBaHNSA MH 1y
HIAH KOMIeTeHIUH pMHp pMupy
(Kommer (koMmeTenmuii) KOMneTeHumil KOMIIETEHIIHIO
eHumii) (koMmeTeHI M) (koMIIeTEHI[MH)
AHTJINHCKOM fI3bIKE
olo . . ®DaKyJbTaTUB JJIs1
JOTOMHATEIbHBIA .
(ba amyip) M3YyYalolnuX HHOCTPAHHBIN
KYJIbTAaTUB ..
4 (aHTTIUHCKUIN) SI3BIK C HYJIS
. | JlemoBas KOMMyHUKaIUs HA
JIOTIOTHATEIHHBIA .
@ ) AHTJTHACKOM SI3BIKE
aKyJIbTaTHB .
Y (MpOIBUHYTHIN ypOBEHB |)
oro . . | JenoBas KOMMyHHUKAaIIHs HA
JOTIOMHATEIbHBIA .
(baxy b TaTHB) AHTJTUACKOM SI3BIKE
4 (mpoaBUHYTHIN ypoBeHb |1)
T'ocynapcTBeHHas uToronas
y
. aTTecTanus (3amura
3asepuaromuii BBIITYCKHOM
KBaTU(DUKAITMOHHOUW pabOTHhI)
1 OpranuzaluoHHOE
MMOBEIEHUE
5 WNudopmannoHHble
TEXHOJIOTUU B MEHEIKMEHTE
VYyebHas mpakTHKa 1Mo
MTOJTYYEHHUIO TTIEPBUYHBIX
BJIQJICTh PA3IMYHBIMH CIIOCO- 3 .
poeCCHOHAIBHBIX YMECHHI
6aMu pasperieHust KOH(IUKT- U HABBIKOB
HBIX CUTYaIluil PU IPOEKTH-
POBaHUU MEKIUYHOCTHBIX, AHTIUHACKUN A3BIK IS
K- TPYIIIIOBBIX ¥ OPTaHU3AIIN- poQeCCHOHAIBHOTO
OHHBIX KOMMYHHUKAITMH Ha 4 obmenus / /letoBas
OCHOBE COBPEMEHHBIX TEXHO- KOMMYHHUKAIIUS HA
JIOTUH yrpaBjIeHUs MEPCOHA- AHTJINHCKOM fI3bIKE
JIOM, B TOM YHUCJI€ B MEXKKYJIb- o
. . aKyJIbTATUB IS
TYpHOU cpejie JOIIOTHUTEIbHBIN Y N
((baxysTaTHE) W3YYarOIIMX HHOCTPAHHBII
(aHTNIUHACKUI) SI3BIK C HYJIS
JTONOJHUTENbHBIN | [IpakTHKyM MO MCUXOIOTHHN
(pakymnbTaTUB) JIETIOBOTO OOIICHHS
AOTOJHUTCIBHBIN | - Tleroast KOMMyHHUKALMS HA
(bakympraTus) AQHTJIMICKOM SI3bIKE
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Kon
KOMIIETe Conepixane ITansl JAucunnjanHbl,
HIUH KOMIETeH I ¢popmupoBanus (dhopmupyomue
(Kommer (koMmeTenmuii) KOMneTeHum:l KOMIIeTeHI[HI0
eHumii) (koMmeTeHI M) (koMIIeTEHI[MH)
(MpOoABUHYTHINA YPOBEHB |)
. | JlenoBas KOMMyHUKalHs Ha
JOTIOJTHUTEIbHBIN .
AHTJIMMCKOM SI3bIKE
(paxynpTaTUB) .
(mpoxBUHYTHIH ypoBeHs |)
['ocynapcTBeHHas UTOrOBast
. aTTecTanus (3amura
3aBepliaronmi .
BBIITYCKHOMN
KBaATM(UKAITMOHHOU PabOTHI)
7.2.2 Tloka3aTe/u OLleHUBAHUS VIAHUPYEMbIX Pe3yJIbTATOB 00yUYeHHs Ha
Pa3IM4YHbIX ITanax GopMUpPOBAHUS KOMIIETEH NI
Ilnanupyembie YPOBHHU M KPUTEPUH JOCTHKEHUS Pe3yJIbTATOB 00yUYeHU s
pe3yabTaThl
o0y4eHus 1o He nocTturnyr Ba3oBblid IToBBINIEHHBI Bruicokmnii
AMCHHUIUINHE HA 0a30BbIN i
OIMMpeacJICHHOM 3Talle YPOBEHb
¢dopmupoBanus
KOMIIeTEeHIIUHU
OK-4 (yeTBepThlii 3TAI)

He 3naer 3HaeT Ha 3HaeT Ha JleMoHCcTpUpYyET
3HaTh (4) - 0a30BOM MOBBIIIIEHHOM | TITy0OKHeE,
rpaMMaTH4eCcKHe YpOBHE, NpU YpOBHE, NpU TMOJIHbIE 3HAHUS
npaBwia, (GopMbl  H YCTHBIX U YCTHBIX U
KOHCTPYKIIHH, MUCbMEHHBIX MUCbMEHHBIX
AHTJIOS3bIYHBIC OTBETaxX WU OTBETaxX WU
pedeBbie CTPYKTYpbl U BBITIOJTHEHUH BBITIOJTHEHUH
JIEJIOBYIO TECTOB, TECTOB,

TEPMHUHOJIOTHIO, nonyckaet ot 30 | IOMyCKaeT OT

HEO0OXO0TUMBIE JUTSt 10 50% 10 1030%

OCYIIECTBJICHUS OIHOOK. OIHOOK.

npo¢eCcCHOHATBLHOTO

oO01IeHNS

Ymers (4) — noruuHo, | He ymeer ITonumaer Ywmeer B Ywmeer B
apryMEHTHPOBAHO U OCHOBHOE COOTBETCTBUHM | COOTBETCTBUU
KOPPEKTHO coJiepKaHue C OCHOBHBIMU | CO BCEMU
MOATOTOBUTH YCTHBIE U TEKCTOB, HO TpeOoBaHUSAMU | TPeOOBaHUSIMU
MUCbMEHHBIE BO3HUKAIOT

BBICKa3bIBaHUS Ha 3aTpyIHEHUs

WHOCTPAHHOM SI3bIKE B npu

MEXIJINYHOCTHOM dbopMynupoBke

00IIEeHUHN u BOIIPOCOB JIJIsI
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I[Inanupyemsie YpoBHH U KPUTEPHH AOCTHKEHUS Pe3yTbTATOB 00y4eHUsI
pe3yJbTaThl
o0y4eHus1 1O He nocTurnyr Bba3zoBslii IToBbINIEHHBI Bricoxknii
AUCIHUTIJINHE HA 0a30Bblii i
ONMPEACTCHHOM JTale YPOBEHL
¢dopmupoBanus
KOMINETEeHI[HN
MEXKYJIbTYPHOM Hayaja Juasora,
B3aUMOJICVICTBUH €CThb
(dhoHeTnyecKue,
rpaMMaTH4YEeCKU
e u/uimm
JIEKCUYIECKUE
OIHUOKHU
Bunaners 4) — | He Bmageer Hemoncrpupyet | lemoncrtpupye | JeMoncTpupyer
HaBbIKaMU YaCTUYHOE T BJIaJICHUE C YBEpPEHHOE
MCIIOJIb30BAHUS BIIQJICHUE HEOOJBIIMMH | BIIAJICHUE
MOHOJIOTHYECKON u MOTPEIIHOCTSIM
JUAJIOTUYECKON YCTHOMN u
U TIUCbMEHHOW pEeYu B
CUTYaIUSIX
MEXJIMYHOCTHOTO u
MEXKYIJIbTYPHOTO
B3aUMOJCUCTBU B
npenenax H3y4eHHOTOo
S3BIKOBOT'O MaTepuaia
IK-2 (TpeTwnii 3Tam)
3uare (3) — mnpuemsl | He 3naer 3HaeT Ha 3HaeT Ha JleMoHCTpUpYET
cobopa u®  aHanm3a 6a30BOM MOBBIIIEHHOM | TIIyOOKue,
TAHHBIX u3 YpOBHE, NpU YpOBHE, NpU MOJIHbIE 3HAHUS
AHTJIOSI3BIYHBIX YCTHBIX U YCTHBIX U
HUCTOYHUKOB MUCbMEHHBIX MUCbMEHHBIX
uHpopManun OTBETax WU OTBETax WU
BBITIOJTHEHUH BBITIOJTHEHUH
TECTOB, TECTOB,
nonyckaet ot 30 | IOMycKaeT OT
10 50% 10 1030%
OLINOOK. OLINOOK.
YMmets ?3) — | He ymeer YwMmeer, HO YwMmeer B YwMmeer B
aHAIIM3UPOBATH IaHHBIC BO3HUKAIOT COOTBETCTBUHM | COOTBETCTBHHU
TUISE MOJTOTOBKH 3aTpyIHEHUHN C OCHOBHBIMH | CO BCEMH
MH(POPMAIIMOHHOTO IIPU C AaHATU30M | TPEOOBAHHUAMU | TPEOOBAHUSIMHU
JOKJIaaa u\rTH TAHHBIX
AQHATUTUYECKOTO
oTyeTa Ha
WHOCTPAHHOM SI3BIKE
Bnaners ) — | He Bmageer Hemonctpupyet | emonctpupye | JlemoncTpupyer
HABBIKAMHU TMOATOTOBKH JaCTUYHOE T BJIAJICHUE C yBepeHHOE
MH(OPMALIMOHHBIX BJIa/ICHUE HEOOJIBIIUMU | BIIaJICHUE
0030poB 197070171 MOTPEUIHOCTSIM
aHAJIUTUYECKUX u
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Ilnanupyemsbie YPpoBHM U KpUTEPHHU NOCTHKEHHUSA Pe3yIbTaTOB 00y4eHHUs!
pe3yabTaThl

o0y4eHus 1o He nocturnyr ba3zoBbIit IToBbIIEHHBI Bricoxknii
AUCIHUTIJINHE HA 0a30Bblii i
oInpeeIeHHOM JTane YPOBeHb
¢popmupoBanus

KOMIICTCHIIHN

OTYETOB Ha
AHTJIUNCKOM SI3bIKE

7.3. TunoBble 3aJaHUA U (MJIH) MATEPHAJIBI AJ15 OLCHKH 3HAHMI, YMEHHMI U HABBIKOB M
(W1K) ONBbITA AeSATEJIbHOCTH, XaPAKTEPU3YIOIIHNX ITANbI (POPMUPOBAHUS KOMIIETEHIIMI
7.3.1. Tunosble 3aJaHNs U (MJIH) MAaTEPHAJIBI JIS1 OLIEHKU 3HAHM I

THUTIOBBIE 3AJAHWA UL IIPOBEPKM YPOBHS1 COOPMUPOBAHHOCTU
3HAHWU /11 KOMIIETEHIIMU OK-4

3aganue 1.
B JCJIOBOM IIHNCHMEC HHUKEC BCC HaCTU HGp@HYTaHBI. HepeHI/IH_II/ITe JaHHOC IMNCHbMO, IIOCTaBHUB
Ka)KTyI0 4aCTh Ha CBOE MECTO, UCIIONIB3Ys JIEKCHKY 110 Teme Business Correspondence.

If you agree to the changes, please sign the agreement and send it by return mail.
Yours sincerely

Brent Forwarding

Company
10 Bond Street
Sydney
Australia
Dear Ms T.Trilling
Your Ref:
Our Ref: SP/ ...

MALTA SHIPPING COMPANY MALTA

Telex: 39676 malsh Fax: (036) 7916
Telephone: 393-654

Re: Agreement 056/3559

SPapesku

Mr Starros Papesku
President

Encl.
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19 July 20 ...

Enclosed is the Modification Agreement that we discussed during your stay in Malta in June.

3ananmue 2.
CormocrTaBbTe MPUBCACHHBIC HUXKC BBIPAXKCHUA CO CIIMCKOM (I)YHKHI/II\/'I JACJIOBOT'O ITMChMa,
UCTIOJIB3Ys TepMUHOJIOoTHI0 1o TeMe Business Correspondence.
. HCKOTOpBIC (I)YHKHI/II/I MOTYT OBITH COIIOCTABJIEHBI C HECKOJIBKIMHU BbIPpAXXCHHUSAMMU.
e.g. 5.Close the letter — f. We look forward to receiving your reply.

1. Say where you saw the advertisement. a. Please send us your latest catalogue
2. Give some general information about and price list.
your business. b. We are one of the largest importers
3. State you general reason for writing. of...
4. Request action. c. We have seen your advertisement in
5. Close the letter. today’s “Guardian”.
6. Add a formal ending. d. We are interested in importing your
(Yours faithfully — if the salutation is range of...
Dear Sirs) e. Could you please send us some
(Yours sincerely — if the salutation is samples of...
Dear Mr/Mrs/Miss/Ms) f.  We look forward to receiving your
reply...

g. We have read your advertisement in
this month’s edition of...

h. We are a company which specializes
in/imports...

i. We would appreciate it if you would
send us more information about...

J. We have seen your advertisement in
“The Times” of 22" January.

k. We are interested in purchasing...

3aganue 3.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (OPMY aHIIIMHCKOTO IJIaronia (BpeMeHa,
UH(UHUTHUB, TEPYHIUH, IPUYACTHE)

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

(already / arrange) for the interview

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

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

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

(not / put off) the trip?

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

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

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

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

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

(bore) out of my mind.

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

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

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

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

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

I'-u Kunr u3 Across Africa Safaris Ltd ysunen sty pexinamy B sxypnaie "Adventure” u numer
JUIsl KaTajiora M Ipanc-1nucTa. 3aoTHUTe MMCbMO, UCTIONB3Ys JISKCUKY 110 Teme Business

Correspondence.
SHIPTONS OFFER THE LARGEST SELECTION OF RANGER VEHICLES IN THE COUNTRY.
FULLY GUARANTEED UK AND EXPORT DEALERS
NEW AND USED MODELS VEHICLES CAN BE MODIFIED TO CUSTOMERS’ REQUIREMENTS.
RUGGED AND RELIABLE - RANGERS GO ANYWHERE IN THE ROUGHEST CONDITIONS
SHIPTONS
SHIPTONS CROSS COUNTRY VEHICLES LTD
359 MOTTINGHAM ROAD GREENWICH
LONDON SE 10 2AF UNITED KINGDOM
TEL: 0130578 78 TELEX: 342235

Across Africa Safaris Ltd
Independence Way, Nairobi, Kenya
Tel: Nairobi 422305 Cables: TRANSAFRICAN Telex: 896542

2 April 20-

Shiptons Cross Country Vehicles Ltd
359 Mottingham Road

Greenwich

London Sel0 2 AF

United Kingdom
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Dear Sirs

We have (1) your advertisement (2) Ranger Vehicles (3) the March 4)
of “Adventure” magazine.

We are a company (5) specializes (6) overland safaris for tourists and (7) our
business is expanding rapidly, we are (8) in (9) some new vehicles.

We would therefore (10) it if you (11) send us your (12) catalogues and
price lists.

We look forward to (13) from you.
Yours (14)
John King

John King
Managing Director

3aganue 5.
3arosHUTE MPEUI0KEHUs TPaBUILHON (POPMOI MPUIIAraTeIbHOTO UM HApEUHsl, UCTIONb3YS
nekcuky o teme Describing Graphs:

Sales felt (!slight) slightly  in the second quarter, from 179,000 units to 177,00
Seasonal sales from July-September meant a ( ? dramatic) rise in the third quarter,
with sales peaking at 192,000 units. An (extreme) disappointing fourth quarter saw
sales fall to 172,000, which was a (“slight) fall compared to the start of the year
However, compared to last yean annual sales rose (°steady) to finish 8 per cent up.

In this year's Annual Report, we announced a strategy to cut our unit production costs
below $5 by the end of the year. To begin with, costs rose (®steady) from
$5.5 to $6.3 by the end of May. Cutbacks reduced this figure (" quick) down
to $5.6. But the need for extra seasonal workers led to a (3sharp) rise, which peaked
at $8.1 in September before falling (°steady) back down to $6.1 p unit by the end of
October. Unfortunately, this figure remained (*° steady) until the end of the year and
we missed our target.

3ananmue 6.
Comnocrasbte rpaduku (1-3) C onucanusmu (a-C).
2 3

105 . : 907 . .
e e 1 = S S A
60— r\ L I R R A
asfl—od AL 504
30— e

01 02 03 04 01

40



a After peaking early in 2001, Deutsche Bank shares declined for nearly two years, apart from a
slight rise in the autumn of 2001. They bottomed out in early 2003, and climbed steadily for most
of the year. They fell again in the summer of 2004, but the end of the year saw an improvement.
b Following a sharp fall early in 2001, UBS shares were up and down for a couple of years,
reaching a low of CHF40 in September 2002. They improved steadily in 2003 and after a moderate
drop in the middle of 2004 they began to increase again.

¢ Barclays shares reached a peak in spring 2002, and then fell steadily for six months, before rising
slightly and then dropping again until the end of the year. However, 2003, saw an almost
uninterrupted growth, which despite a couple of moderate falls continued in 2004

3ananue 7.
Hamumure aHrIuiickue Ha3BaHUSA OTACJIOB KOMIIAHHUH, B KOTOPBIX JAHHLIC COTPYAHUKU MOTYT
paboTath, HCIOJIB3Ys TepMuHOIIOTHIO 10 TeMe Making things:
a) assembly-line worker..............
b) graduate trainee...........cccccceevvevvennnnn,
c) accounts clerk.........cccoovviiiininnns
d) sales executive ........cccceeevevvcieinennnnn,
e) Ooffice SUPErVISOr.......ccccovvviveniniieie e,
1) SCIENTISt.....ccvveieciecr e
g) personnel officer.........ccccvvenivninnnn,
h) foreman

3aganmue 8.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (JOPMY aHTIIMHCKOTO IJ1aronia (BpeMeHa,
MH(UHUTUB, TEPYHIUN, IPUYACTHE, YCIOBHbIE BBIPAXKEHNUS, cOcararelbHOe HaKJIOHEHHE,
MOJAJIbHBIE TJIar0JIbl)

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

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

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

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

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

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

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

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

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

to Doug! (1e MoxKeT OBITH).
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14. He tore the envelope open and took out the (enclose) letter. He turned it
several times in his hand and put it back (unread).

15. Finally I sat up in bed and smoked another cigarette. |
(m.v./ smoke, momxHo O6bITH) around two packs since |
(leave) Pencey.

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

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

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

(m.v./ not/ still be) hungry!(ae mMosxeT ObITB)
19. - Andrea never wears that blouse we bought her.
- Well, she (m.v/not /like) the colour, it
(m.v./ not /go) with her skirts or it
(m.v./ not /be)the right size. Who knows?
20. If only my teachers (see/l/run) this company, they
(be) totally amazed.
3ananue 9.

HpO‘ITI/ITe BBICKAa3bIBAHHA COTPYAHUKOB KOMIITAHUHW W HAITUIIHUTEC aHTIINIICKUE Ha3BaHHA
OT/IETIOB, B KOTOPBIX JaHHBIE COTPYAHUKHA MOTYT paboTaTh, UCIOJIb3Ysl TEPMUHOJIOTHUIO IO TEME
Organizational Structures
a) Well, we deal with the workforce needs of the firm: selection and recruitment of staff, pay,

training, and so on.'

b) We listen to customers and identify their needs. We're responsible for establishing sales plans
and targets for the different sales forces. We also deal with advertising.'

¢) We work on new products and improve old ones. We have to keep up to date with what is going
on in the outside world and have close contact with Marketing and Production.'

d) We're responsible for the manufacturing of our products and for trying to find ways of
improving quality. We deal with suppliers and make sure that we have enough components in
stock.’

e) Our department is concerned with the day-to-day running of the money side of the company.
We have to estimate costs and prices, deal with the accounts, and produce budgets and cash flow
forecasts.

3amanue 10.

JlonoyiHuTE Cleny oM TeKCT TepMuHaMu o treme Levels and Areas of
Management:

appointed attacked combined defined constituted reviewed supervised
supported

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

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

Top managers are (4) .cooovvvvniienn... (and sometimes dismissed) by a
company's board of directors. They are (5)..................... and advised and
have their decisions and performance (6) ........ccecevvriervnnnnnn. 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
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companies should have boards (7) ..cccviiieiiiieiieennenn, 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 9.
OOBenuTe TEpMUH, KOTOPBII HE BXOAUT B KQKIYI0 TOPU30HTAIBHYIO IPYIIITY:

1 firm companv societv  subsidiar
2salary  manager engineer employee

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

3ananue 11.
HazoBute opranusanyoHHbIE CTPYKTYPbI, ONMMCAHHBIE B TAHHBIX MPEIJI0KECHUAX:
1 A cross-functional structure where people are organized into project teams.
2 Astructure rather like the army, where each person has their place in a fixed hierarchy.
3 Astructure that enables a company to operate internationally, country by country.
4 Astructure organized around different products.

3amanue 12.
IlepeBenure Ha aHTJIMUCKUH SI3BIK JAHHBIC MIPEIJIOKEHUSI, UCIIOJIb3Ys
TepmuHOJOTHIO 110 TeMe Levels and Areas of Management:

1. Moii oteny ynpaBiser Hamieil komnaHuei Bot yxke 20 net. B ynpasneHun Ou3Hecom oH
MPUIEP)KUBACTCA KOHCEPBATUBHBIX B3IJIAI0B, HO KOMITIAHUSI BCET/1a_yAeseT O0blioe
BHUMaHHE HY>KJaM _IOTpeOuTenell 1 ObICTpO pearupyer Ha W3MeHEeHHs Ha pbiHKe. OTely
pemuna coKycHpoBaThes Ha NEPe0OYUSHUH COTPYIHUKOB M MPUHSAT HAa paboTy
HECKOJIbKUX Mpo(deccroHanoB, KOTOpEIE OyayT MPOBOIUTE O0yUEHUE.

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

3. W3-3a ciugHud ¢ komnaHuei X Haila KoMmanus Obuta peoprannsoBana. 30% nepconana
cokpaTiid. Sl ske MOoay4YusI MOBBIIIEHUE IO KapbepHoU JecTHUIle. Celuac s 0TBeYalo 3a
paboTy CEPBUCHOTO IIEHTPA.

4. TlocrosiHHAs MOTEPS IOJIU PHIHKA, BO3PACTAIONIAs KOHKYPEHIIUS — IPOOJIEMEI, ¢ KOTOPBIMH
B [IOCJIEIHEE BpPEMsI CTOJKHYJIAch Hama komnanus. Ceiuac Hama 3aja4a — CpO4YHO
oTpearupoBarb Ha HUX. [Ipexie Bcero Mbl CMEHUM KypC KOMIIaHUU, PECTPYKTYPU3UPYEM
e€. PykoBo/1cTBO KOMIIaHUH PEIINIIO HE COKpalaTh, a HEPE0OYUHUTh EPCOHAN. Y MEHUE
a/IalITUPOBATHCA K MIOCTOSTHHO MEHSIFOIIIEMYCSI PBIHKY — BOT 3aJI0T ycrexa Jito0oro ousHeca.

3ananue 13.
PackpoiiTe ckoOKH, UCTIONB3Ys MPAaBUIbHYIO (JOPMY aHTIIMHCKOTO IJ1arona (BpeMeHa, yCIOBHBIE
BBIpQXXEHUS, cocllaraTelIbHOe HAKJIIOHEHHE)

1. If the car (be) out of order again, you (have to) call the
service station, but I doubt if you (have / it / service) quickly.
2. Nobody (know) what (happen) in ten years’ time as life
(get) tougher and tougher.
3. 1 wonder if they (turn) to us for help if the need (arise).
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4. My little son (want) to know if there (be) some cartoons on

TV tonight. If there (be) some, he certainly (watch) them.
5. 1 wonder if the weather (change) for the better next week. |
(plan) to go to the countryside for a month.
6. | (leave) a message at the office in case the customer (phone). But
I’m afraid he’s unlikely (call) today.
7. Nobody can definitely tell us when he (come) back from London. But as soon
as he (return), we (get in touch) with him.
8. We (have) another meeting this week, provided no one (object).
9.1 (always / be) by your side as long as you

(promise) to lend an ear to what | say.

10. He (wonder) if Caroline (change) her mind about going
to the party.
11. If you are going to buy a car, make sure you (take out) no-fault insurance as well.
12. We (not/ miss) the train providing we (leave) at once.
13. Whatever he (say), they (not / believe) him.
14.1 (tell) you later on whether I (play) Scrabble with you on
Saturday evening.
15.1 (accompany) you with great pleasure as soon as |
(finish) my report.
16. If the time (be) convenient for you, we (meet) tomorrow.
17. We (not / start) till he (arrive).
18.Provided he (leave) now, he (miss) the rush hour.
3ananue 14.
BcraBbre npaBuiibHy0 hopMy riaroina to be, oOpariias BHUMaHHE HA YUCIIO UMEH
CYIICCTBUTCIbHBIX !
1. Where your trousers?
2. 3 pounds enough to eat out?
3. Tonight, there athleticson TV.
4. Money easy to spend and difficult to save.
5. The formulae difficult to remember.
6. My luggage too heavy to carry.
7. Physics my favourite subject.
8. Measles a common illness.
9. Darts a popular game in England.
10. My phonetics getting better.
11. The bacteria dangerous.
12. The oasis green and shady.
13. Three days too long. You must do it by Monday.
3ananue 15.

IlepeBenuTe HA aHTJIIMHUCKUN SA3BIK JAaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TEpMUHOJIOTHUIO 110 Teme Management:

1. Yro kacaercs BefieHUsI OM3HEca, HOBBIM MEHEKEp OTIesa MPOJak ¥ MapKETHHTA HE
MpUEMJIET KOHCEPBATUBHBIX B3TIIsI0B. OH CIIOCOOEH CTaBUTh YETKHUE IIENIH, OBICTPO pearupoBaTh
Ha U3MEHEHUS PhIHKA, OOIIPATh KOMaHAHBIA yX COTPYAHUKOB.
2. XYZ — nuHamuyHasi, ObICTPO pacTyIlas KOMIIAHUS 0 IPOU3BOJICTBY KaHIIENISIPCKUX TOBAPOB.
B ycnoBusix €cTKoil KOHKYpEHIIMM HaM HE0OX0JUMO MOCTOSIHHO NMPOBOUTH HCCIIEA0BAaHUS
pBIHKA B OBICTPO PearupoBaTh HA €TO0 U3MEHECHHSI.
3. Hama xommnanust Obuta ocHOoBaHa B cepearHe 1990-X rogoB, u MbI OBICTPO pa3BUBaEMCS C TEX
nop. Komnanus cocTouT U3 5 0TAENIOB: aAMUHUCTPATUBHBIH, ((MHAHCOBBIN, TPONU3BOCTBEHHBIH,
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OTAEJI MapKETHHTa U MIPOJIaK U KaapoBeIil otae. Hamr nepconan HacuutsiBaeT cBbiiie S000
coTpynHuKoB. ['ooBHO# oduc pacnonoxer B JlIongone. Hamm qouepHue npeanpusiTus
HaxoasaTca B Munane u bepnune. B crienyromiem rojly KoMnaHusi INIaHUPYET OTKPBITh CBOM
¢wmman B Mockae.

3ananue 16.
IlepeBennTe HA aHTJIIMWCKUN SA3BIK JaHHBIC NPEAJIOKECHUS, UCITOJIb3Y s
TEpMUHOJIOTHUIO 110 Teme Management:
1. HegaBHoO coBet nupekTopoB koMmnanuu Cornerstone Group ycnenrHo npoBes NeEPEroBOPkI €
Metrot Co. o ciusiHuM 3THX ABYX Komnanuid. Komnanust Metrot — npekpacHoe mpruoopeTenne
st Cornerstone Group.
2. Metrot Co. cnenuanu3upyercsi B IpOU3BOACTBE TOBAPOB JJIs IOMA, U B CBOUX PO3ZHUYHBIX
MarasuHax ImpeJICTaBiIsieT IUPOKU BEIOOP TOBAPOB, @ TOBAPOOOOPOT KOMIIAHUH COCTABIISET
4MIH. €BpoO.
3. Komnanust Metrot umeeT MHOTO TIOYEPHUX MPEANPUATHIA 110 Bcell EBpore, a ux rojloBHOM
oduc Haxonutcs B [lapmxke. brarogapst ceoeMy THHAMUYHOMY CTHIIIO 3Ta KOMITAHUS OBICTPO
pearupyer Ha pbIHOYHBIE U3MEHEHUS.

3amanme 17.
3anonHuTe TpoOesTbl HanboJIee MOAXOIAIIMMU TEPMHUHAMU U3 CIIMCcKa 1o TeMe Management:

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

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.

3apanmue 18.

PackpoiiTe ckoOKH, UCTIONB3Ys IPAaBUIbHYIO (JOPMY aHIVIMHCKOTO IJ1arona (BpeMeHa,
MHOUHUTUB, TePYHINH, IPHYACTHE, YCIOBHBIC BBIPAKEHHSI, COCIaraTeJIbHOE HAKIIOHEHHE,
MO/1aJIbHbIE TJIar0JIbl)

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

(see) her so happy.

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

(consider/climb) through one of the open windows but
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11.
12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

decided against it (not

risk/notice). He (decide/wait) until it
(get) dark.
I (mean/paint) the door for ages, but | Kkeep
(forget) (buy) the paint.
If you can’t find him at home, try (call) him at the office.
Your computer needs (fix). Why
(you / not / have) Nick (fix) it for you?
- I’d rather (see) to it myself than have it (fix).
We’d really like (live) in the city center but it’s virtually impossible
(find) a three-bedroomed flat at a price we can afford
(pay).
Stop (tease) him, he doesn’t enjoy
(laugh) at.
The dog appears (be) hungry — you’d better (feed) it.
Her parents regret (allow) Tina (stay) out late.
. Look! The wallpaper (come) off the wall! It’s high time
(we / do up) the flat.
Always late? Try (set) your watch five minutes fast.
She certainly mentioned (see) Mark, but I don’t remember
(she/talk) about Vickie.
Martha (practice/play) the piano daily for months, but
she seems (make) little progress.
Listen! The review (say): “Tastefully (decorate),
conveniently (locate), and with a wide range of courses to suit all

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

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

(visit) him this time.

3aganue 19.
Hanwmmure pycckue aHalord JaHHBIX aHTIMHACKUX TepMUHOB 110 Teme Leadership:

1. to set objectives

2. to communicate objectives to smb
3. to set short-term goals

4. to set achievable goals

5. to formulate clear goals (

5. to attain objectives

6. to encourage, motivate and inspire

46



7. to monitor and measure the performance of employees

8. to develop a strategy

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

10. to take ownership of decisions

11. to be entitled to try out new ideas

12. to empower employees

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

15. to concentrate on strengths, not weaknesses

3amanue 20.

3amnoJIHATE MPOMYCKHU MPAaBIIIBHOM (POPMOIL T1arosia B MOAXOISIIEM BpEeMEHH (aKTUBHOW WITH

1.

MaCCUBHOM (hopMBI):

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

and (contact) the police. When his wife

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

(question/now) in connection with the kidnapping.

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

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

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

(disappear).

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

My car (repair) and I don’t know when it
(be) ready. I doubt if | (be able) to
collect it before the weekend. | wonder if John (give) me a lift
to the party on Saturday. — Well, ask him once he (get) here.
More and more similar cases (argue) in the
courts.
3apanme 21.
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Hanumire pycckue aHaIOTH JaHHBIX aHTIIHHCKUX TEPMHHOB 110 Teme Recruitment:
1. Candidates for this appointment is graduate, qualified accountant
2. a fully qualified experienced accountant
3. with an impressive record of success in senior finance appointments in commerce and industry
4. with a good examination track record
5. with a proven track record in the financial management of an operating company
6. have a high level of professionalism
7. have a detailed knowledge of accounting systems
8. have in-depth experience in managing ...
9. with broad financial management experience
10. proven planning and analytical abilities gained at an operational level
11. an ability to set up and effectively manage whole accounting functions
12. strong technical orientation developed initially within a practice environment
13. a pro-active and innovative approach to financial management
14. a hands on approach

3amanue 22.
3anoHUTE TabNMIly TEpMUHAMHU M3 BOKaOyIsipa Ha TeMy Recruitment:
astute, bright, ealm; clever, easy-going, hard-working, moody, neurotic, punctual, quick-
tempered, reliable, responsible, sharp, slow

intelligence and ability emotional stability conscientiousness
bright calm reliable

3aganue 23.
IlepeBenure Ha aHTJIMUCKUU SI3BIK JAHHBIC IIPEAJIOKEHUSI, UCIIOJIb3Ys
TepmuHOIOTHIO 110 Teme Marketing:

1. JIro6o# mpoayKT, Jake TOMOBBIN, MPOXOIUT 4 CTAIUU KU3HEHHOTO IUKJIA:
MPE/ICTABJICHUE HAa PHIHOK, POCT, 3PEJIOCTh MPOJIYKTA U CHaJ.

2. Ilepen TeM mpeacTaBUTh NPOAYKT Ha PHIHOK, JTH00ast KOMITaHUS UCCIETYET
MOTEHIUATbHBIA PHIHOK, CTAPAETCS OMPEACIUTh HYK/bI HOTPEOUTENeH 1 Ha3HAYaeT
TaKYIO IIeHY, YTOOBI IOCTUYD OOJBITUX 00HEMOB MPOIAXK.

3. PykoBoactBo kommanun ABC pemmino paciimputs JIMHEHKY OpoayKTa. YToOb!
IPOCTUMYJIMPOBATH COPOC, KOMITaHUS COOMpPAETCs UCIOJIb30BATh «3BE3/1» B PEKJIAMHOM
KOMIIaHUM HOBOTO OpeHaa. Heo0XoamMoCTh pacuiupeHus yKe JaBHO BO3HUKIIA, TaK KaK
CYHIECTBYIOIIMN aCCOPTUMEHT YK€ HE IPUBJIEKAET 11eJE€BOM PBIHOK. BeposiTHo,
KOMITAaHUH MPUJIETCS UCKATh HOBbIE KaHAJIbI PACTIPEICTICHUSI.

3aganue 24.
OO0BeuTe paBUILHBIN TepMUH(bI), OTBETHUB Ha CIIEAYIOMIHE BOMPOock o Teme Marketing:
1
What does a business adjust to create a brand image for a product?

O The marketing mix

( Price

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

¢ Price
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C Product

No single element is the most important

3

What does the overall marketing mix of a firm determine?

'
'
'
4

Marketing strategy
Marketing objective

Profit from marketing

Who is protected by consumer protection laws?

Businesses and customers

i
i
5

Just customers

Just businesses

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

i
i
i
6

Price
Profit

Promotion

Where are premium products most likely to be sold?

O In supermarkets

In designer stores

i
7

On market stalls

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

If costs change

O If customer needs change
O If management changes
3amanue 25.
ComnocraBbTe TepMuHbI 10 TeMe Marketing ciieBa ¢ ero onpeeneHueM crpasa:
1 | Market a | The company, product, or service with more sales than any other
opportunities company, product etc in its market
2 | Market b | The process of dividing a market into distinct groups of customers
research who have different requirements or buying habits
3 | Market c | A group of customers that share similar characteristics, such as age,
segment income, and social class
4 | Market d | The percentage of sales in a market that a company or product has
segmentation
5 | Market share e | The activities involved in obtaining information about a particular
market
6 | Market leader | f | Possibilities of filling unsatisfied needs in sectors in which a company

can profitably produce goods or services
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3amanue 26.
[pouwnraiite craThio mo Teme Marketing crareio 1 BeIOEpUTE NIPABHIIBHBII TEPMHH, YTOOBI
3aMoNHATH Kaxabli mpoben (1-11) uz A, B, C umu D.

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

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

1 A) launch B) declare C) install D) proclaim
2 A) point B) rank C) stage D) level
3 A) instigate B) motivate C) provoke D) initiate
4 A) quality B) merit C) attain D) rate
5 A) implement B) application C) movement D) tactic
6 A) peaks B) heights C) tips D) caps
7 A) capacity B) size C) volume D) scope
8 A) convey B) fulfil C) meet D) produce
9 A) characteristic B) nature C) disposition D) spirit
10 | A) course B) path C) route D) track
11 | A) direction B) manipulation C) limitation D) handling
3ananmue 27.
OO6BeauTe MPaBUIIHLHBIN MOJATBHBINA TI1aroi:
1. When Mr. Lee was younger, he work in the garden for hours.
a. was able to b. could c. might d. needn’t
2. The landlord take his responsibilities more seriously.
a. need b. should to c. ought to d. ought
3. When I finish the course next year | speak perfect French.
a. can b. will be able to c. could d. would be able to
4. This company is awful to work for. We account for every minute of the day.
a. have to b. mustn’t c. are not to d. don’t have to

5. When she was riding in the woods last week, Helen fell off her horse but luckily she
get back on and ride home.

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

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

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

a. haven’t you b. don’t you c.aren’tyou d. won’t you

8. — Should we hurry? — No, you , We have plenty of time.
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a. needn’t to
9. They spoke in very low voices but |

b. haven’t to

C. mustn’t d. needn’t

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
3apanue 28.

PackpoiiTe ckoOkH, ynmoTpeOuB MPpaBUIbHYIO TPAMMATHYECKYI0 KOHCTPYKLHUIO C UHOUHUTUBOM:

1.

2.

3.

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

They were glad

(introduce).

I’d rather (stay) at home tonight than (go) out.
I’d prefer (watch) TV rather than (play)
cards.

You‘d better (put on) something warmer,

you? Or else you could catch a cold.

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

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

| prefer (go) by plane to (go) by train.
| prefer (go) alone rather than (come) with him.

I’d sooner you

(do) it for me.

She’d sooner

(share) a house with other students than

You’d better

Would you rather |

(live) with her parents.

(not go) there alone.

(see) him off? Or would you sooner

I’d prefer them

I’d rather they

(do) it yourself?

(come) with us.

(come) with us.

Would you sooner |

(know) nothing?

It’s high time they

(come) back, isn’t it?

It’s time for him

It’s about time they

(settle) down.

(stop) nagging me about having a holiday.

I can’t help being nervous. I’m the next

(sack).

He sent his son to Paris

(he/study/French/there).
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NogkrwdE

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

16.

17.

18.
19.

20.

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

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

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

3aganue 30.

Packpoiite ckoOKH, yoTpeOUB MpaBUIbHYIO TPAMMATUYECKYI0 KOHCTPYKIUIO C THPUHUTHUBOM:

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

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

(watch) TV.

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

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

(not tidy) it. I’ll do it later.

5. My brother prefers (play) computer games to
(watch) television.
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10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

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

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

(make) a good impression.

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

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

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

(better or rather) (not go).

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

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

around all day.

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

to me like that again.

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

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

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

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

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

They would sooner (go) bankrupt than

(seek) professional advice.

THUTIOBBIE 3AJAHWSA UL IIPOBEPKM YPOBHS1 COOPMUPOBAHHOCTU
3HAHWU JIJIAA KOMIIETEHIIMUA TIK-2

3aganue 1.
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IIpouuraiite TekcT HA Temy lesioBasi mepenucka, codepuTe U NPOAHAIUIUPYHTE
UHGOPMaALHIO 0 CJIeaYIOLIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobieMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBE/ICHUSL.
[TpuBenute mpumepsl, GakThl, IOAOOHBIEC ONKUCHIBAEMBIM B TEKCTE.

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

What factors have made your business successful?

First of all, the advent of LCD watch technology in the 1970-s created a vast opportunity for us.
Although the Swiss were the first to develop a quartz watch, the support of the Swiss
manufactures was not strong as they overlooked the phenomenal growth potential of the market.
They believed their mechanical excellence would keep them leaders of the industry and that the
quartz watch was only a gimmick and it would soon fade out. In fact this poor judgment led to
the downfall of some companies. As demand was greater than supply, therefore it wasn't
difficult for me to get entry to the market when 1 first set up my company. At the end of the first
year the number of employees increased to 20 and we moved from office premises to a factory.
Our floor space increased from the original 600 sg. ft. to 2000 by the end of the first year and the
company grew more than tenfold in the next five years.

And then a few years later, prices started to become very competitive as the retail market became
saturated .So | had to think about certain strategies to tackle this problem. I had to think up a
short-term strategy and develop some long-term planning. Like all our competitors, we
developed new products such as giftware and luxury items. For example, we designed products
with a time device in them and customers could print their logo on the product for promotional
purposes. However competition became severe. It reached a point that any product which had a
time module in it became less valuable.

In the short term we had to cut our costs. However for certain customers who are less price
conscious, | 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 1SO 9001 certification.
What are the crucial factors behind your success?

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

If I was asked what advice | would give to people looking for success in business, well, I would
say: be well prepared. Seize an opportunity ones it emerges and finally stay open-minded as
business can be developed by individuals, alliances, partnerships and joint ventures.
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3aganue 2.
IIpounTaiite cienyouy HHGopManuIo, IPOoBeAUTE aHAIN3 HHGOPMALIUM W HApHCYyliTe
rpagux.
Today I'm going to briefly outline the trends in world music sales from the late sixties to the present
day as shown on this graph. From 1969 to 1978, there was a steady rise in sales from about $2
billion to $10 billion. This increase was caused by new developments such as the introduction of
stereo LPs and later audio cassettes. From 1978 to 1980 sales remained steady, but in 1981 there
was a slight drop in sales to about $8 billion. This probably resulted from the global economic
downturn. By 1984, figures were around the $10 billion mark again. After this date there was a
sharp increase in world music sales which reached a peak of $40 billion in 1993. This was largely
due to the introduction of the CD. America, in particular, experienced a tremendous growth in
sales, but other European countries, for example, Britain and Germany also sold millions of CDs.
Surprisingly, sales dropped slightly in the nineties. By 1996, world music sales were about $37
billion. The following year there was a slight rise, but after this sales decreased and in 2001 they
dropped to $34 billion. These fluctuations are probably a result of free or cheap music being
downloadable from the Internet. It may also be connected to the increased availability of hardware
to copy music, for instance, CD burners.
3ananmue 3.
l'[poanaiiTe 0 THIIAaX MPOMU3BOACTBEHHOI'O IMPOLI€CCaA H B3AUMOCBA3H MEKTY
H3H(He3aBepmeHHoe l'IpOI/ISBOZ[CTBO) ! pa3/INIHBIMU TUIIAMHU NPOU3BOJACTBCHHOT'0
npouecca. 3anoJHUTE KAXKAbIH a03a1 Han0oJ1ee MOAXOASLIUM PUMEpPOM:
construction of a building, an automobile plant, aircraft manufacture, clothing manufacture,
steel making

1. Inacontinuous process (work in progress without stopping) there is a network of complex,
capital-intensive machinery through which WIP flows without interruption. One example
would be ....

2. In amass process (high volume, low variety) there is an assembly line where WIP moves
along the line past workstations carrying out fixed operations. One example would be ...

3. In a batch process (groups of products of the same type move through the process),
machinery and equipment are located in “cells” around the plant, and WIP moves in groups
to different cells; in each cell a variety of specialized operations can be carried out. One
example would be ...

4. In job production( low volume, opportunities for customization) there is a fixed position
layout where the WIP does not move; instead operations are scheduled in sequence on it.
One example would be ...

5. In alarge-scale project(highly customized products, long timescale), the WIP is often off-
site, or at the customer’s own premises. One example would be ...

3ananmue 4.
IIpouuTaiiTe TeKCT HA TeMy YPOBHHM U c(hepbl ypaBJjeHus, codepure
NPOoaHAJIU3UPYHiTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBEICHUSL.
[TpuBenute mpumepsl, GakThl, IOJOOHBIE ONKUCHIBAEMBIM B TEKCTE.
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Peter Drucker, the well-known American business professor and consultant, suggests that the work
of a manager can be divided into planning (setting objectives), organizing, integrating (motivating
and communicating), measuring performance, and developing people.

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

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

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

3aganme 5.
IIpouuraiite TekcT HA TeMy OpraHu3anoOHHbIE CTPYKTYPbI, cOOepuTe U
NpoaHAJIU3UPYHiTe HHPOPMALIUIO O CJIeYIOLIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobseMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJ[aiiTe WX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIOIb3YsI COOCTBEHHBIN MpPUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBEICHUSL.
[TpuBenute mpumepsl, GakThl, OJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

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

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

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

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

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

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

3ananmue 6.
IIpouuraiite TekcT HA TeMy MeHeI:KMEHT, co0epuTe M MPOAHAJIN3UPYITE
UHGOPMaALHIO 0 CJIeaYIOIIeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCS B TEKCTE.
2. CkaxuTe, Kakas mpobiaeMa BBITEKaeT U3 COICPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMED.
5. Brickaxxure MHEHHE O MMPOYHUTAHHOM. COOGLLII/ITG HU3BECTHBIC BaM AOITOJIHUTCIIbHBIC CBCIACHN .
[TpuBenuTe mpumepsl, GakThl, TOJOOHBIC OMUCHIBAEMBIM B TEKCTE.

The legendary chairman of GE, management theorist, strategic thinker, and corporate icon who

made it to the top despite his working-class background. If leadership is an art, then surely Welch
has proved himself a master painter.
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“The two greatest leaders of this century are Alfred Sloan of General Motors (GM) and Jack Welch
of General Electric (GE)”, - says Noel Tichy, a longtime GE observer and University of Michigan
management professor. “And Welch would be the greater of the two because he set a new,
contemporary paradigm for the corporation that is the model of the 21 century.”

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

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

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

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

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

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

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.
3ananme 7.

IIpouuraiite TekcT HA TemMy JIMJaepCcTBO U JIHIEPCKUE KaYeCcTBA, cO0epuTe U

NMPOoaHAJIU3UPYHTe HHPOPMALIUIO O CJIeYIOIIEeM:
1. Ckaxute, Kakue BOMPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. CkaxuTe, Kakas mpobieMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTtaBbTe K TEKCTY HECKOJBKO BOIIPOCOB U 3a/IalTE UX BallleMy TOBAPHIILY, 3aTEM OTBETHTE
Ha €ro BOIPOCHI.
4. TlonTBepauTe TOUKY 3pEHUSI, U3IOKEHHYIO B TEKCTE, UCTIOIB3YsI COOCTBEHHBIN MPUMeED.
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5. Beickaxute MHEHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIIbHBIE CBEICHUSL.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

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

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

Task-motivated leaders ‘“tell people what to do and how to do it.” Such leaders get their
satisfaction from completing the task and knowing they have done it well. They run a ‘tight ship’,
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.
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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 8.
IIpouuraiite Tekct Ha Temy [log0op nmepconasna, codepure U NpPoAHAIU3UPYIITE
UHGOPMaLHIO 0 CJIeaYIOIIeM:
1. Ckaxute, Kakue BOIPOCHl PACCMATPUBAIOTCSI B TEKCTE.
2. Ckaxute, Kakas mpobiaeMa BBITEKaeT U3 COIECPIKaHUSL.
3. IlocTaBbTe K TEKCTY HECKOJIBKO BOIIPOCOB U 3aJlaiiTe UX BallleMy TOBapHIILy, 3aTEM OTBETHTE
Ha €ro BOIIPOCHI.
4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MPUMED.
5. Beickaxxute MHeHHE O TpounTaHHOM. COOOIINTE U3BECTHBIE BaM JIOTIOJIHUTEIILHBIEC CBE/ICHUSL.
[TpuBenute mpumepsl, GakThl, MOJOOHBIEC ONUCHIBAEMBIM B TEKCTE.

HOW TO SELECT THE BEST CANDIDATES — AND AVOID THE WORST

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

3aganue 9.
IIpounTaiite TekcT Ha Temy MapKeTHHTI, co0epuTe U NPOAHAJIU3HPYHiTe
HH(OPMALHIO O CJIeYIOLIeM:

1. Ckaxxure, Kakue BOIIPOCHI PACCMAaTPUBAIOTCS B TEKCTE.
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2. Cxaxure, Kakas mpobsemMa BbITEKAeT U3 COJCPIKaHMUS.

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

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

5. Beickaxute MHeHHE 0 MpoynTaHHOM. CoO0IINUTE N3BECTHBIE BaM JIOTIOIHUTEIbHbIE CBEICHHUS.
[Ipusenute mpumepsl, HakThl, MOJOOHBIE OMUCHIBAEMBIM B TEKCTE.

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

Cashing in. Companies have gotten the message. Lured by the prospect of reaching
millions of consumers without also spending millions of dollars for television air time or space in
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.

3ananmue 10.
IIpouunraiite TekcT HAa TeMy MapKeTHHI HA PbIHKe, COOepUTe U NMPOAHAJIM3UPYIiTe
HHGOPMaLHIO 0 CJIeaYIOLIeM:
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.
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4. IloaTBepauTe TOUKY 3pEHUS, U3I0KEHHYIO B TEKCTE, UCIIONb3YsI COOCTBEHHBIN MPUMED.
5. Beickaxute MHEHHE 0 TpoYnTaHHOM. COOOIINUTE N3BECTHBIE BaM JOTIOTHUTEIbHBIC CBEICHHMS.
[TpuBenute npumepsl, HakThl, IOAOOHBIE OUCHIBAEMBIM B TEKCTE.

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

3amanme 11.

[IpounTaiiTe 3KOHOMHUYECKYIO CTATHIO U OTBETHTE HA CJIeyIOlIHe BONMPOCHI:
1. Ckaxxure, Kakue BOIIPOCHI PaCCMATPUBAIOTCS B CTAThE.
2. Cxaxure, Kakas rmpobjemMa BbITEKAeT U3 COJCPIKaHMUS.
3. 3amaiiTe K cTaThe HECKOJIBKO BOIIPOCOB U 33/1aliTe WX BallleMy TOBapHILly, 3aT€M OTBEThTE Ha
€ro BOIPOCHI.
4. ITonTBepauTe TOUYKY 3pCHUS, U3JT0KEHHYIO B CTaThe, HCIIOJIB3Ysl COOCTBEHHBIN IpUMeEp.
5. BeIckaxuTe MHEHUE O TPOYUTAaHHOM,. COOOIIUTE U3BECTHBIE BaM JIOMOJIHUTEIbHbBIE
ceenenus. [IpuBenute nmpumepsl, (pakThl, M0J0OOHBIEC OMTUCHIBAEMBIM B CTaTheE.
6. [Tomymaiite, Kak U I/ie BBl MOXKETE UCIIOJIb30BATh U3BICUEHHYIO U3 CTaThi HH(GOPMAIIHIO.
7. Onpenenure, Hy>KHO JI BaM OoJiee 1eTalbHO 03HAKOMUTBCS C TEKCTOM JUISl HCIIOJIB30BAHUS
MOJTy4eHHOUM nHpOpMaIHK B Bamiei Oyaymeld mpodeccHoHaTbHON AesTETbHOCTH.
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The Case for Chain Mud Pump Drives
There are literally thousands of oil field mud pumps running today by chains and sprockets, and
many by V-belts. In most cases it is no accident that a particular pump is driven the way in is.

Different types of installations require different means of powering in order to get the most
economical operation. Our purpose in getting into this subject is to outline the areas of use where
chain drives are particularly advantageous. The primary consideration is total cost per horse-
power-hour. Initial cost is part of this, but also included are moving costs and maintenance costs,
including down time.

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

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

3amanue 12.

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. IloaTBepaUTE TOUKY 3pEHUS, U3JI0KEHHYIO B CTaThe, UCIOJIb3Yys COOCTBEHHBIH MTpUMep.
5. BeickaxxuTe MHEHHE O TPoUYnTaHHOM,. COOOIIUTE N3BECTHBIC BaM JOMIOJIHUTEIbHBIE
ceegenus. [IpuBeaure npumepsl, 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(popMmalmu B Baei Oynymieil mpodeccuoHaIbHON AeATEIbHOCTH.

Proper tool is a good investment

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

Valves and seats do not all weigh the same and hence demand different springs to match opening
pressures. When to replace? Ideally, of course, parts should be replaced just before failure. When
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pump pressure falls, it’s too late! This means the best way to insure optimum part and pump life-
achieve minimum operating costs coupled with maximum pump efficiency-and make sure there
is always at least one mud pump working is to: (a) keep accurate records of operating hours, and
(b) inspect often those parts readily accessible. Various types of elapsed time recording devices
are available; when drilling is critical, the cost of even the most expensive us virtually
inconsequential compared to having to stop drilling.

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

3amanue 13.
HqunTaﬁTe TEKCT, OTBETHTEC HA BONIPOCHI 110 €r0 COACPKAHNIO U BBITIOJIHUTE 3aJaHUC
mocJjie TeKcra.
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) ITogymaiite u cKaKuTe:

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

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

BriGepuTe moaxoasiiee mo CMbICTY CIIOBO M3 MIPEAJIaraéMbIX B CKOOKaX BapUaHTOB.

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

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

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

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

64



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

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

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

3ananue 14.
HpO‘lI/ITaﬁTe TEKCT, OTBETHTEC HA BOIIPOCHI MO €ro COACPKAHUIO U BBINNOJHUTE 3a/IlaHUE
mocJjie TekcCra.

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

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

B stom OTHOIICHHH, OCHOBHBIC OTPAC/IM MPOMBIINIJICHHOCTH, Ha IMOJIHYTO
MOII[HOCTb, MMEIOIIHECS B HATMYUH PECYPCHI, 000py0BaHUE, 3aKIaHas, Tpaguku u
TaOJIUIIBI, OIICHKAa 00BEMa MPOU3BOCTBA.

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

Marx and Keynes are two famous...

These people are studying the science of...

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

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

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

3. Answer the questions.
What do statistics show?
What is Gross National Product?
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4. Translate the sentences. Find and stress the Gerund.

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

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

After considering the offer we decided to accept it.

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

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

7.3.2. Tunosble 3a1anus U (MJIN) MATEPHAJIBI VIS OLEHKHA YMeHUil
THUITOBBIE 3AJIAHUA J1J151 ITIPOBEPKIA COOPMHPOBAHHOCTHU VMEHUI JUIs1 OK-4

3aganue 1
CocTaBbTe MMCHLMO-3aNIPOC, HCIOJIb3Y cieayomue (ppa3bl Bokadyasipa mo teme Business
Correspondence:
Beginning of the letter: give your reasons for making an enquiry:
1.We are importers in the computer trade, and would like to get in touch with manufacturers of
mini-computers.
2.We have heard of your products.
3.We have read your advertisement in the “Economist”.
4.We are interested in importing computers.
5.There is a promising market for good quality computers here, and we wish to know what models
you are at present producing/can offer us.

Middle part of the letter:say what you enquire about:

1.Would you please send us your current catalogue showing your latest models.

2.Please send us precise information on the quality of mini-computers.

3.Would you kindly quote your best prices and terms of payment for computers Model DT - 12.
4.0ur customers attach much importance to first-class quality.

5.we require computers for immediate delivery and would like to have further details of your offer.
6.Would you please let us have a firm offer/your offer for mini-computers model NW 375.

End of the letter: express appreciation:

1.An early reply would be appreciated.

2.We look forward to receiving your quotation/reply by return.
3.Thank you in advance for any information you can give us.

4.We await your reply with great interest.

5.We look forward to receiving your detailed offer as soon as possible.

3aganue 2

Onumure rpadguk, 1eMOHCTPUPYIOLIUI LeHBI HA 3010TO ¢ 1914 mo 2010 roaa, nucnoJan3yst
Jekcuky mo teme Describing Graphs:
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Inflation Adjusted Annual Average

Gold PRICES (1914-2010)
In May 2010 Dollars

© www.InflationData.com
Updated 06/24/2010
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3aganne 3
Onumure rpadgpuk, HCNoJIL3ys Jekcuky mo teme Describing Graphs:
Inflation Adjusted
Monthly CRUDE OIL PRICES
(1946-Present) In April 2008 Dollars
©www.InflationData.com
Updated 6/12/2008
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Source of Data:
Oil Prices- www.ioga.com/Special/crudeoil_Hist.htm

Inflation Adjusted Monthly Average Oil Price CPIU Inflation index- www.bls.gov
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3ananne 4
IIpoxkoMmmeHTHPYIiTE (YCTHO) CieAyOIIHMe YTBEPKIEHHUS ¢ yIIOTpeOdJeHrneM
aKTHBHOI1 JJekcuku mo Teme Making things:

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

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

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

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

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

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

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

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

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

3aganue 5

Onumure ypoBHH U cdepbl ynpaBjieHUus1 BbIOpaHHOH BaMu koMnmannm, ucnosib3ys
JekcHky o Teme Levels and areas of management.
Company structure or organization structure refers to the way that a company arranges people
and jobs so that its work can be performed and its goals can be met. The structure of every
organization is unique and the structure of an organization evolves as the organization grows and
changes over time.
1. Top managers and executives:
Board of Directors, Chairman (Chairwoman) or President (Am.), Managing Director
(Executive Director) or Chief Executive Officer (CEO — Am.)
E.g. At the top of company hierarchy is the Board of Directors, headed by the Chairman.
E.g. A managing director is responsible for the day-to-day running of the company (or
oversees all aspects of business activity, or has overall responsibility for the running of
the business).
2. Middle (Senior) management (company officers):
Finance director (Chief financial officer — Am.), Marketing Director, HR Director
(Personnel), IT Director, R&D Director, Production Director, Sales Manager or Sales
Director (or Vice Presidents — Am.)
3. Departments: Finance, Sales and Marketing, Personnel (HR), Research and Development
(R&D), Production
4. to consist of, be made up of, be divided into
e.g. The company consists of five main departments. The marketing department is made
up of three units. The sales department is divided into two sections.
5. to be responsible for smth, to be in charge of
e.g. The marketing department is responsible for advertising, sales promotion and market
research. The Human Resources department is composed of two sections. One is
responsible for recruitment and personnel matters, the other is in charge of training.
Philip is in charge of our marketing department.
Finance director controls all aspects of finance and is responsible for allocating the
company's resources.
6. to be accountable to smb, to be responsible to smb, to report to smb
e.g. At the top of the company hierarchy is Mister Niegel who has overall responsibility
for the running of the business. Sales Director, Marketing Director, Finance Director and
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HR Director report to him (HaxoasTcs y HEro B HEMOCPEACTBEHHOM IMOAYHHCHHN).
Export Sales Director is responsible to Sales Director.
7. astrategy, to determine a strategy (or a policy), implement a strategy (or a policy)
E.g. Top managers determine the company's strategy and middle managers implement the
strategy and major policies handed down from the top level of the organization.

3aganue 6
IMoaroroBhTE pa3BepHyThie MUCbMEHHbIE OTBETHI HA Bompockl Mo Teme Levels and areas of
management:
1. What are the levels of management?
2. What are the responsibilities of a top manager?
3. What are middle managers responsible for?
4. Why is the position of a first-line manager important, especially in a company involved in
manufacturing business?
5. What are the most common areas of management (e.g. finance, sales, etc.)?
6. What is finance director (personnel manager, marketing director, R&D director)

responsible for?
7. Over to you: what kind of companies require R& D department?
8. Do you think any company can afford to have its own PR department?
3aganue 7
IMoaroroBsTe MMCHLMEHHOE cOOOIIeHUe HA Temy “ Types of restructuring ”, ucnoan3ysi
aKTHBHYIO JIEKCHKY U3 Bokaoyasipa Organizational Structures:

1. competitive, to remain competitive, to maintain a competitive edge — KOHKYpeHTOCIIOCOOHBIH,
OCTaBaThCs KOHKYPEHTOCITOCOOHBIM, COXPaHATh KOHKYPEHTHBIE MPEUMYIIECTBA
E.g. To remain competitive (to maintain a competitive edge) on a fast-evolving market a
company needs to be flexible, highly-effective and fast-moving.

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

3. to adjust/adjustment/to adapt to / to respond to /to remain responsive — npucrnocoOuThCs,
YMEHHUE MPUCTIOCa0INBATHCS, aJallTUPOBATHCS, PEarupoBaTh, COXpaHIATh THOKOCTh
(coxpaHsATh YMCHHE MCHSITBCS U MPUCIIOCA0TMBATHCS)

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

E.g. To remain responsive and adjust to a fast-changing market environment, many
companies have pushed towards decentralization (oTomutu ot HEHTPaTH30BaAHHOM CHCTEMBI
yIpaBJICHUS).

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

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

5. Restructuring (delayering, downsizing) — pectpykrypu3aius (COKpalieHHe ypOBHEH
YHOpaBJICHUA; YMCHBIICHUC Pa3MCPOB NPCAIIPUATHA B LICTIAX SKOHOMUU, OTITUMU3AlH [ITaTa
MyTEM COKpAIICHHUS )

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

E.g. Cases of restructuring and downsizing are generally met with dismay about job losses,
except by those whose interest is in efficiency and profit. (An increased efficiency generally
leads to job losses.)
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6. to cut costs down/to drive costs down/to keep costs down/to optimize costs/to reduce costs
(maximize profits) — CHU3UTH U3AEPKKU (MAKCUMAIILHO YBEITUUUTH MPUOBLIH)
E.g. The prime target of any business is to drive costs down and maximize profits.
7. profit, losses (to suffer losses, to incur losses, to sustain losses), a decrease in profit, a decline
in profit — yobITKH (HecTH yOBITKH), COKpAIlleHHEe MPUOBUTH, CHUKEHUE MPHOBLTH
E.g. The recent financial report has shown a 7% decline in profit in the second quarter of
2013.
8. to enhance (communication, coordination, a company's reputation) — ymy4iars,
YBEIUYHUBATh, YCHINBAThH (OOBIYHO TOJIOKHUTEIBHOE CBOMCTBO)
E.g. Empowerment gives employees an enhanced sense of involvement (maer corpynnukam
OIIYIIICHHE TOTO, YTO OHU SBJIAIOTCSA HEOTHEMJIEMOM YacThI0 KOMITAHKH) iN company's
business.
9. Empowerment, empowered employees — HazeneHie COTPYIHUKOB OOIBITUMHE
IIOJTHOMOYHUSAMHU
E.g. In companies with a rigid centralized organizational structure managers
3aganue 8
OO0cyauTe ¢ KoJuleramMu cjeayoinne yrpep:kaenus mo reme Organizational
Structures:

1. One of the most important tasks for the management of any organization is to determine its
organizational structure.
2. Efficient management structures are vitally important for the success of any company.
3. There is a doctrine in business planning “the structure follows strategy”.
4. Once an organizational structure is determined, there is no need to change it with time.
5. A business organized by function is one of the most centralized, bureaucratic and hierarchical.
6. Decision making is slow in businesses organized by function, which can result in losing a
competitive edge.
7. Employees at lower levels are unable to make important decisions, and have to pass on
responsibility to their boss.
8. A clear chain of command is one of the advantages of organization by function.
9. Companies organized by function are flexible and thus respond quickly to a fast moving
market environment.
10. Accountability is pretty much complicated in companies organized by function.
3aganue 9
IIncoMeHHoO corjiacuTech HJIM He COIJIACHTECH CO CJIeaAyrueM YTBEPKIACHUEM,
NMPoAaHAJIU3UPOBAB 3HaHuA o TeMe Management:

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

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

Management is discipline, carrying it out.

3aganue 10
HOHFOTOBbTe YCTHYIO IIPE3CHTALUIO I10 c.nenylomeﬁ CUTyallUu HA TEMY Management:

Hpe}ICTaBBTe, YTO BBI ABJICTCCH YIIPABJIAIOMIUM JUPCKTOPOM KOMIIAHUM CPECAHCTO pa3Mepa.
Kora BbI 3aHSUTH MOCT YIPABIAIOMIETO TUPEKTOPA, BBl OOHAPYKUITH, YTO KOMITAHUS HAXOAUTCS
B TUI0XOM coctosiHuu. Komanna paborana HeahHeKTUBHO, MOpaIbHBIN AyX ObLT HU3KUM, a
nmpoaaxXu CHMKaJIUCh B TCUCHUC T'OJA. 3a TpU roaa BaM yaajloCb USMCHUTL CUTYyalluIO K
Jydqaiemy. Bawm YAaJI0Ch CO34aTh BBICOKOB(i)(beKTI/IBHy}O KOMaHAy II0 IIpoAaaKaM, IepCoOHal
OUYEHb MOTUBHMPOBAH, MPOJaXu pacTyT. CKaXuTe, Kak BaM 3TO yAaloch. OXBaTUTE CIAEAYIOLINE
MOMCHTHBI: IOCTAHOBKA ueneﬁ, 06H1€HI/I€, MOTHBAaNM:A, BbI'OBOP, IOXBAJIa.

3aganue 11.
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IIpoxkoMMeHTHpYIiTE (YCTHO) CileAyIOlee YTBepPKIAeHUE C YIIOTpedJIeHueM
aKTHBHOI Jekcuku mo 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.

3amanue 12.

I/ICHOJIBSyﬁTe CJIeAyrmyr CTaTb0 B Ka1€CTBE MO/I€/JIN 1 HANTUIIIUTE O om3zHec JIUAepe,
KOTOpbIM Bbl Bocxumaerecs (Hanpumep, Ctus xo0¢, bus I'eiite, JIn Axkokka, Maiika
Baymo6epr, Kapaoc I'on). Ucnionb3yiiTe Bokadysip mo teme Leadership.

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

has proved himself a master painter.

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

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

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

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

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

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

He did it through sheer force of personality, coupled with passion for winning the game of
business. “The world will belong to passionate, driven leaders...”
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Jack Welch may have come from very humble beginnings, but he faced the challenge and rose to
become one of the most influential CEOs of all time. He has written several bestselling books on
management and recently founded the Jack Welch Management Institute. His trademark *“the
Welch Way” has become an online MBA program and he is frequently called upon as a
commentator for various business programs on television. Welch is an example for many, and he
has the exact traits needed to be close to perfection as a manager.
3apanmue 13.
I/Isyane npujiaraTeJibHbI€ B PaAMKE U CKAKUTE, KAKHEC U3 HUX XaPAKTCPU3YIOT XOPOIIEro u
njoxoro Jguaepa. Mcnoas3yiite Bokaoyasip mo Teme Leadership.

decisive open passionate energetic balanced

charismatic  ruthless impulsive straight careful

motivating informal flexible accessible thoughtful

adventurous uncaring lunatic moderate aggressive
3ananue 14.

I/ICHOHBSyﬁTe CﬂellleHII/Iﬁ AUAJIOr B KAa9€CTBE MOJAC/IN H YCTHO COCTABbTE C HAIMIAPDHUKOM
cBOe codeceoBaHMe MPH pUeMe HA padoty. McnoJb3yiiTe BOKa0yJIsip M0 TemMe
Recruitment.
-Thank you for coming. So you are interested in our job as personal assistant. What are your
reasons for wanting to change jobs?
-1 have now been with Williams & Co. for over three years and feel that | have learned
everything there is to learn. I would like to use this knowledge in a different field of activity.
-Why did our advertisement particularly interest you?
-1 would enjoy the challenge of working independently and would very much like to use my
languages even more at the present moment.
-Would you be prepared to travel?
-Oh, yes, gladly.
-What do you see as your main strength?
-1 would say it’s my ability to be independent and rely on myself.
-And your weakness?
-Sometimes lack of patience!
-Let me tell you something about the job. Your boss would be Mr. Matthews, our head of sales
for the European markets. You would assist him in all his duties and with time be in charge in
his absence. You would have direct contact with customers and visit them from time to time as
the need arises.
-Sounds like hard work, but that’s the sort of job I am looking for.
-Would you do overtime if necessary?
-Yes, of course.
-Would you need any help with relocation?
-Yes, | would.
-We would be prepared to share the removal costs (US: moving expenses) and help you in finding
a flat.
-That would be of great help.
-What are your hobbies?
-1 like traveling, playing tennis and reading.
-Thank you again for coming, we will be in touch soon.
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3amanue 15.
IMoaroroBsTE pa3BepHyThIe MUCbMEHHbIE OTBETHI HA BOMPOCHI M0 TeMe Recruitment:
1. Why do you think it is important to find out as much information as possible about the
company you are applying to? What information do you think it is important to know?
Do you think it is important to find out how to get to the office and how long it takes?
How do you think you should dress?
What questions you are likely to be asked in a job interview?
How do you think you should behave in a job interview?
Do you think you should be totally honest?
What things you shouldn’t do in a job interview?

Nogkrwd

3aganue 16.
IIpoxkommeHTHPpYIiTE (YCTHO) CileAYyI0llee YTBepKIAeHHE C YIOTpedIeHueM
AKTHBHOM JIEKCHKH, MPOAHAJIN3HPOBAB 3HAHHUA MO TeMe Recruitment:

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

3amanue 17.

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

To identify attractive markets — onpederums 6vicoonvie pvinku

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

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

To drive smb out of the market — ssimecrnums ¢ pvinka

To corner, to monopolize the market — mononoausuposame peinox

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

Market segment — ceemenm pwvinka; market segmentation—ceamenmayus peinka; to spot market
opportunities through market segmentation—o6rapyarcums 603moxHcHOCMU PLIHKA C ROMOWBIO €20
ceamenmayuu; t0 refine market segmentation — cosepuerncmeosamo ceemenmayuio pvinka
Market niche, to search for a market niche, to satisfy a market niche — pwinounas nuwa, uckamo
PBIHOUHYIO HUULY, YOOBIEeMEOPsMb NOMPEOHOCMU PLIHOYHOU HUULU

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

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

a weak/complacent market leader; a distinct market challenger — ocrnosémnwie uepoxu, ruoep poinka,
KOMNAHUSA/NPOOYKM, 3aHUMAOWULL 2 Mecmo 3a 1uoepom, OCIMAalbHble USPOKU, ONPEOeléHHO audep
PUIHKAQ/CLAObIU, HE3HAYUMETbHBLL TUOED PHIHKA, OYEBUOHBIU KOHKYPEHM

To adapt to a changing business environment — adanmuposamuvcsi k usmenenuro 0eno8otl cpeovl
To respond to market conditions, an immediate response — ompeazuposams Ha yciosus pulHKa,
M2HOBEHHAS peaKyusl

To move downmarket/upmarket —nepetimu 6 opyeoii, 6onee Oeuéenviii /00po2oti ceemerm polHKA

Market share — dozs pvinka
To build market share — cozoams donio na pvinke
To increase/ to expand one’s market share — yseauuumo/pacuupums oonro peinka
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To win a large market share — zasoesams 6onvuLyio donio poinka
To protect market share (against competitors) — sawuwams donio pviHKa om KOHKYPeHmo8
The second largest market share — emopas no seruuune donsn pvinka

The marketing concept — konyenyus mapkemunea

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

Market research — uccredosanue, usyuenue poinka

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

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

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

To conduct surveys — nposecmu onpoc

To set up a focus group — cozoams gokycuyro epynny

To anticipate a consumer need — npedsocxumums Hys*cObL NOKYnameneu

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

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

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

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

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

To evaluate the target market —oyenumeo yenesot pvinok

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

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

To be targeted at specific market segments / products specifically adapted to particular segments
— Oblmb HAYeneHHbIM HA Onpeoelénnblie cecmeHmbl puiHKal npooykmol adanmuposanHvle K
ONpeoenénHbiM Ce2MeHmMAaM

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

A consumer product — npodykm maccosozo nompebnenus

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

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

Competing products — korxypupyrowue npooyxmul

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

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

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

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

Pricing option — yenoswle onyuu

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

To be priced in a range near competing products —umems yeny napasne ¢ KOHKYPEHMHbIMU
npoOyKmamu

To price attractively, an attractively priced product — swicmasumo npuerexamenvuyro yemy,
NPUBTIEKAMeNbHbLLL NO YeHe NPOOYKM

Price-conscious / price-sensitive buyers— mnokynarenu, obpawaiowue HuMaHue HA YeEHy,
yyecmeumeinvHole K yene noKynamenu

To drive the customer away — omnyenyms nokynamess

To draw in competitors — npuereus Konkypenmos

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

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

3apanue 18.

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

3aganue 19.
ITocMoTpHTE HA CIIMCOK PEKJIAMHBIX HHCTPYMEHTOB HUKe M IIPOAHAJIM3HPYHTE
BbIOpaHHbI BaMu OpeH/ ¢ TOYKH 3peHusi crpaTteruu npoaaK. [loarorossre ycTHYI0
Npe3eHTAINI0, HCMOJIb3Ysl JeKcuKy mo Teme Marketing.

PROMOTIONAL MIX

Advertising

Public Relations

Sales Promotions (PR)

Personal Selling

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

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

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

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

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

Telemarketing( selling to customers over the phone)

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

3aganue 20.
IMoaroroBbTE pa3BepHyThie MMCbMEHHbIE OTBETHI Ha Bonpockl o Teme Marketing:

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

. What are the four promotional tools?

. What is the aim of sales promotion?

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

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

. What is the difference between publicity and advertising?

. What are the different media for advertising?

. What is the difference between product and corporate advertising?

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

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

OO ~NOoO Ul WN -

TUMOBBIE 3AJIAHUS 1151 TIPOBEPKU YPOBHS COOPMHUPOBAHHOCTU YMEHUIA
JUTS TIK-2

3aganue 1
HquTnTe NMUCbMO HMIKE U IIPOBEINTE €ro aHaJIN3. IlaHH()e MUCBMO HE COOTBETCTBYET
A€J0BOMY CTHJII0, TIO3TOMY PEIINTE, YTO HCIIPABUTD. l'[epem/mmTe MUCbMO, UCITOJb3YS
BoKkaOyJsip mo Teme Business Correspondence.
Dear Mr Brown

What an unexpected pleasure to hear from you after all this time! We thought you must have
forgotten us since you placed your previous order with us two years ago.

May | take this opportunity of enclosing for your attention our new catalogue and price lists. One
of the things you’ll probably notice is that all the prices have gone up by 15% since your last
order but still, never mind, everyone else’s have gone up too — even yours | expect!

Nevertheless, for your current order, we shall be delighted to supply you at the old price, so
you’re quite lucky.

Oh, and another thing, I nearly forgot: we’ve now got a fax machine, so you can contact us by
fax if you feel like it. The number is 998321, all right?

So, there we are, nice to be writing to you again.

3aganue 2
IIpoananusupyiiTe rpa)uKk HUKe U JOMOJHHUTE €ro ONUCAHNE BLIPAXKEHUSIMU B paMKe:
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Growth of hedge funds
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Grew slowly remained stable sharp increases increased rapidly risen
regularly
The number of hedge funds (1) in 1991-92 but has (2) ever since.
Although the number of funds (3) between 1992 and 1997 the assets of the funds
only (4) . There were (5) in hedge funds’ total assets in 1999 and 2003.
3ananue 3.

IIpoananu3upyiite 1aHHbIe (PAKTOPHI, KOTOPHIE CJIeAyeT YYUTHIBATH PH BbIOOPE HOBOI'O
MecTa IS oKoaagHoi ¢padpuku. PacctaBbTe HX B MOPS/IKE BaKHOCTH U
MPOKOMMEHTHPYIiTe CBOi BHIOOP, HCIOJIB3Y JIeKCHKY 1o Teme Making things.
Availability of cheap skilled workers
Availability of qualified personnel
Availability of subsidies
Awareness of location (have people heard of this place?)
Beauty of the site
Climate
Cost of housing (for re-located personnel)
Cost of land
Development area or large city
Good, cheap housing
Good road communications
Image of town and its effect on product image
Labour costs
Language
Levels of pollution
Location of competitors
Location of principal markets and communications with them (nearby airport, port)
Proximity to a beach
Proximity to suppliers
Quality of life: convenience, facilities (schools, créches, sports, etc)
Quality of public transport
Rate of business taxes
Social problems in the area (drugs, crime, homelessness ,etc.)
Unemployment in the area
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3ananue 4.
IIpoananusupyiite nHPopMan i 00 ypoBHAX U cepax ynpaBJjeHHUs U COIVIACUTECH I
He COIJIACHTECH €O CJIeAYIOIIUMHU YTBePKACHUIMU:

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

3anaunmue 6.
IIpoananu3upyiiTe JaHHbIE KAYeCTBA MeHeKepa U Bbl0epuTe U3 HUX HauOoJIee BaKHbIe,
00BbsSICHUTE IoYeMy:

e Being decisive: able to make quick decisions
Being efficient: doing things quickly, not leaving tasks unfinished, having a tidy desk and
S0 on
Being friendly and sociable
Being able to communicate with people
Being logical, rational, analytical
Being able to motivate, inspire and lead people
Being authoritative: able to give orders
Being competent: knowing one’s job perfectly, as well as the work of one’s subordinates
Being persuasive: able to convince people to do things
e Having innovative ideas

3ananue 7.
IIpoananu3upyiiTe TEKCT HUKE U HA30BUTE IIABHBbIE KAa4eCTBA, XapaKTepu3ylolue
Xopouiero Juaepa.

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

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

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

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

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

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

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

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

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.

3aganmue 8.
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IIpoananu3upyiiTe 1aHHOE codece0BaHMe PH NIPUeMe HA Pa0doTy U CKaKHUTe, ObLJIO JIN
OHO yCHEIIHBIM JJIfl KaHaAuaaTa.
-Miss Beachem, can you tell us a little bit about where you have worked before?
-Well, my last job was with Format.
-When did you start with them?
-Two years ago.
-1 see. So why did you decide to leave?
-The company went into liquidation earlier this year.
-So what did you like about that job?
-Well, my job was PA to the Marketing Manager. What | enjoyed most was coming into contact
with customers and suppliers both face-to-face and on the phone.
-And where did you work before Format?
-ldeal Systems.
-How long did you work for Ideal Systems?
-For ten years, as a secretary.
-And why did you leave that job?
-Well, | felt I needed a change. | think I had learnt all I could there.
-So how much experience do you have of working in computer companies?
-Well, two years at Format and ten at Ideal Systems. Oh, and | also had some work experience
with a software company while I was at college.
-What secretarial qualifications did you get while you were at college?
-Well, I’ve got two secretarial qualifications. I’ve got RSA Stage 111 Typing.
-So your typing should be pretty good?
-Well, in fact I didn’t do much typing at Format. I’ve got an RSA in shorthand.
-And which qualification exactly?
-The RSA 100 ... so 100 words per minute.
-Fine. And one final question. If we decided to offer you the job, when could you start?
-Oh, I could start immediately or as soon as you wanted me to.

3ananmne 9.
IIpouuTaiiTe TeKCT, B KOTOPOM ONUChIBaeTcs, kak komnanus Shell Oil pazpadorasia HoOBbIH
UMUK OpeHIa M NpoBeAWTEe aHAJIN3 METOJ0B, KOTOpPble KOMIAHMS HCIOJb30BAJA sl
3toro. Ilponymepyiite pasziu4Hble 3Tanbl HCCIAEA0BATENbCKOIO MPOEKTA B NMPABUJIBHOM
NMopsIKe.

a | They analyzed the results, which showed that there were 10 different consumer
segments

b | Focus groups studied the 10 segments

Shell Oil’s marketing team decided to differentiate the Shell brand from the other brands | 1
on the market

Shell launched a new advertising campaign

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

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

Three groups were chosen as the target markets

SIKQ|(=h D | O

HELLO TO THE GOOD BUYS

A new marketing campaign promising hassle-free and faster fuel buying for customers is under
way in America. Suzanne Peck reports on the 18-month research project which involved Shell Qil
researchers ‘moving in” with their customers to test their buying habits.
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Three years ago when Sam Morasca asked his wife what could be done to exceed her
expectations when buying gasoline, her answer “that | would never have to think about it any more’
made him pause and think. The marketing people from Shell Qil Products, of which Sam is vice-
president were desperately seeking ways to increase the business, and to come up with a strategy
which put them clearly ahead of their competition by differentiating the Shell Oil brands in the
eyes of consumers. “We are big business for Shell Qil, contributing US $7 bn of revenue, and the
leading retailer of gasoline, but it is a fragmented market and the mission was to profitably expand
the business,” said Sam.

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

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

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

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

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

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

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

o Safety Firsters — control orientated, confident people, like order and comfort of the familiar.
Higher value on relationships and go out of their way to stations that make them feel
comfortable. Prefer to stay close to cars.

“The common thread was that they all wanted a faster and easier service than anything already

available,” said Dave, ‘so the study ended and the launch began.’

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

3aganue 10.
IIpounTaiiTe TEKCT NPO CTWIN YIPABJIEHUS, IPOAHATU3UPYHTE UX ITIOCHI © MUHYCBI,
pe3lOMUPYiTe TEKCT HA AHTJINICKOM SI3bIKeE.
CyH_IGCTByCT MHOXKECTBO CTHIIEH ynpapJjiCHUA, HO, TECM HC MCHCC, OCHOBHBIMH CYHUTAIOT
JTUPEKTUBHBINA (ABTOPUTAPHBIN ), TUCKYCCHOHHBIN (KOHCYJIBTATUBHBIN) U CTUJIb JICJIETUPOBAHMS.
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Jlo cux mop cambIM paclpOCTpaHEHHBIM SIBISETCS AMPEKTUBHBbIA CTHJIb YNPaBJEHUS.
Menemxepsl, puaepkuBaronuecs (IoIb3yIOLIUECcs ) 3TOTO CTUJIS, pa3padaTbIBAIOT CTPATETHIO,
CTABAT LeJIM U 32/1a4M, JOBOAAT LeJIM M 321a4H /10 CBe/IeHUsI OTYMHEHHBIX, pacnpenesiioT
poau, pemas KTO U Kakylo paboTy OylIeT BBINONHATh, KOHTPOJIHPYIOT pabouMii mporecc,
OTCJICKMBAIOT U OLEHUBAKT PadoTy MOAYMHEHHBIX. MeHeKep MOJHOCThIO OepeT Ha ceds
OTBETCTBEHHOCTD 32 NpUHATHE perieHuii. [To100HBIN CTUIIB yIpaBIEHUS 1aeT PYKOBOIUTEIIO
BO3MOXKHOCTH (0 enable) moaHOCThI0 KOHTPOIMPOBATH paboUHMii IpoIIecc.

Tak Ha3pIBacMbI JMCKYCCHOHHBIH CTHJIb Oojnee nmOepanbHBIA. MCMOmB3ys STOT CTHIIL
YHOpaBJICHUA, PYKOBOAUTECIIb XOUCT IMMOKa3aTh, YTO OH JOBCPACT CBOUM INOAYNHCHHBIM. Bo BpeMA
JUCKYCCUM pPYKOBOJAWUTEIb U COTPYAHUKH BbIIABHUraroT (present) wuaew, oOMEHUBAIOTCS
uH(popmanueii. MeHemkep, 3a1aBas BONPOCHI, MbITAETCS BBITASHYTh U3 COTPYAHHUKOB H/IEH.
[TonoOHbBIN CTUIb yHOpaBiCHHUS YJay4llaeT KOMMYHHMKALMIO, CO31aeT y COTPYJIHUKOB
OLIyILleHHE YBJIEYEHHOCTH mpoueccoM Ppadotrbl. (OKOHYaATe/NbHOE pelIeHHe MOKeT
NPUHUMATBCS COBMECTHO, HO 3a4acTyIO pellIeHre TPUHUMAET PYKOBOJUTENb.

CTuIb IeJIernpoBaHus MMOJXOIUT He JuIs Bcex kommanuii(not all companies opt for..), u cpenu
PYKOBOAHMTEIICH HE TAK MHOTO TIpHBEP>KeHIIeB 3Toro cTuiist (the majority of managers are reluctant
to use this style of...). DToT cTHIBL ympaBiIeHHS MOXXHO HCIIOIB30BaTh TOJIBKO B Clydae, €CIH
COTPYIHHKH MOTHBHPOBAHBI, KOMIIETCHTHBI, TOTOBbI OpaTh Ha ce0sl OTBETCTBEHHOCTH 32
NPUHSTHE PelIeHN i, KOr/Ia COTPYAHNKH Y€TKO MPEeACTABISIOT, YTO, KAK M KOIJa J1eJaTh.
Hcrionb3yst TOT CTHIIb YIIPABICHHUS, PYKOBOUTENIb CTABUT LEJIH, HO pellleH e 110 TOBOJIY TOTO,
KaKk JA0CTHYb MOCTABJEHHBIX 3a]a4, NMPHHUMAET COTPYAHHK. DTO JaeT COTPYAHUKAM
BO3MOKHOCTh JKCIHEPUMEHTHPOBATH, CO3/aCT YyBCTBO OTBETCTBCHHOCTH, HO ITOJOOHBIH
noaxoa tpedyet (t0 require) mmurensHON moaroroBku (Staff training) corpymuukos, u, TeM He
MeHee, OINOKY HEN30EKHEI.

3amanme 11.
IIpouuTaiiTe M NpoaHAIM3UPYIiTe CJAEYIOIINA TEKCT, OTBETHUB HA BONPOCHI HUXKeE:

There can be a few types of restructuring:

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

2. Offshoring/outsourcing — when the activity is relocated or outsourced to another country. For
example, Levi's and many other manufactures outsource their production to less developed
countries with lower wages, which helps companies to drive costs down and maximize profits.

3. Outsourcing — when the activity is subcontracted to another company within the same country.
It can be cost-effective because it helps the enterprise to reduce costs, and second, it allows the
company to concentrate on its core business and leave the remaining tasks to outsourcing firms.

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

5. Downsizing — one common reason for restructuring a company is to downsize its workforce.
This type of restructuring is tough and is mostly adopted to overcome adverse situations. When
the management of a company has to cut costs down and increase organizational efficiency,
they can make a painful decision to lay off staff. Take the case of auto- giant General Motors,
which in 1991 had to shut down 21 plants and lay off 74 000 employees, or IBM which had to
lay off 85 000 employees to stay in business. Still downsizing is not always a result of business
losses; it may be needed in cases of merges and acquisitions to avoid duplication of functions.
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6. Delayering — it involves breaking down the classical pyramid setup into a flat organization.
Basically, delayering is the process of reducing the number of levels and the main objective of
this type of restructuring is to get rid of unproductive and highly paid white collar staff. In the
80s General Electric reduced the number of management levels from ten to four in order to
improve overall productivity. With fewer organizational levels, top managers can
communicate more directly with front-line employees, the people who actually produce the
goods or services, and deal with customers. Thus, the decision making process becomes more
effective. Another advantage of delayering is that with less direct supervision, employees
have often been encouraged to make more decisions for themselves in a process of
empowerment. The benefits of empowerment are many: higher motivation and job satisfaction,
an enhanced sense of responsibility, greater collaboration. Empowerment is a total
commitment to doing business in a productive and positive manner. Managers and workers
feel they are contributing and making a difference. Employees who consistently feel
enthusiastic about what they are doing, do a good job. Empowered employees take pride in
their work.

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

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

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

be prepared to face change, and make necessary adjustments?

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

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

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

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

4. What changes can occur as a result of influence of different internal and external factors?

5. What is restructuring? Can you give an example of a successful restructuring? (mocmotpertsb

Yandex: nabpats General Electric Restructuring and Jack Welch: cmorpers Two-decade

transformation under the leadership of Jack Welch —seimucars 5-6 npeanoxenuii uis oTBeTa Ha

BOIIPOC )

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

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

changes?

8. What is empowerment? Why do you think some organization have pushed towards

decentralization and empowerment? Can General Electric Company be an example? Did the

company benefit from it?

9. What are the benefits and drawbacks of empowerment?

3ananme 12
Paspirpaiite mo possim ciaenymouyr curyamnuio. Ilocse 3Toro npoanajusupyire 1uajor u
CKaKUTe, ObLI JIN TeJIe()OHHBII Pa3roBOp ycClelleH.
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STUDENT A. You are Mr /Ms Tanaka, a supplier. You met Mr /Ms Senora at a trade fair last
year. He/she may be interested in placing an order for some of your products. Call him/her and
invite him/her to be your guest for lunch next Thursday when you'll be in town. Ask him/her to
suggest a nice restaurant near his/her office. Find out what sort of restaurant it is and how you
can get there on foot from the central railway station. Ask what rime you should book a table.
STUDENT B. You are Mr/Ms Senora, in charge of buying i applies for your firm. You met Mr
/Ms Tanaka at a trade fair in his/her country last year. He/she supplies a product you may be
interested in. You haven't heard from him/her since then. Next Thursday you are free for lunch
but you have to be back in the office at 2.30 for a meeting. If you are asked to recommend a
restaurant, suggest a place you really do like in your own town.

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

TUITOBBIE 3ATAHUA UIA ITPOBEPKM YPOBHA COOPMHUPOBAHHOCTHU
HABBIKOB JIUIAA KOMIIETEHIIMU OK-4

3aganue 1.
H3yunTte keiic Hu:Ke. Pemure, Kakoil BApHAHT, 10 BallleMy MHEHHI0, Oy1eT HauboJiee
3((peKTUBHBIM B BbISIBJICHHH TAJAHTIUBBIX CTYJAEHTOB MapKeT0J10roB. Iloagrorosbre
YCTHYIO NMPe3eHTAIUI0 Keiica HA AHTJIHIICKOM fI3bIKe, 00BSICHUB CBOI BHIOOP.

MARKETING TO STUDENTS
Virgin Mobile is a phone operator that provides a wide range of mobile communication services
to its customers in the UK. Competition between mobile phone operators is strong and winning a
large market share in the student market is vital. Students use their mobile phones a lot — to call
friends and family, and also to get information and play games. There are 2.5 million students in
the UK, and 96 per cent of them own a mobile phone. But it is difficult to market to students
because they are hard to reach and cynical about sales pitch.* Virgin Mobile has decided that the
best way to promote the brand to students is to find insiders: student marketers who will work on
promotional campaigns in their own universities.
The problem for Virgin Mobile is how to identify student marketers with brilliant ideas and good
selling skills. There are three options:
1)Use standard job recruitment methods. Post a job advertisement, select from written applications
and hold interviews in each university.
2)Recruit people at student fairs. Universities hold fairs for students at the start of each year.
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.
Hanumure NMcbM0-0TBET HA PeKJIaMy JaHHOM BaKaHCHH, CONPOBOXKAaIoLee pesrome /lona
deiibpasepa.

SALES MANAGER TRAINEE (ENTRY LEVEL)

Regal Marketing, one of the top promotional marketing and sales firms is seeking motivated
and hard-working Sales Manager Trainees to join our growing team. The goal of the position
is to prepare you for a sales management role. If you are a fresh college graduate who is
seeking a company to grow with and you are looking to begin an exciting and

rewarding career in sales, this is the ideal opportunity for you!

84




Job Requirements
o Education in relevant field (Bachelor or Master degree in Economics)
e Must be a self-starter with good time management skills
« Enjoys being around people and displays a positive attitude
o Excellent oral and written communication skills
o Ability to work very hard

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

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

Don Fairbrother

8943 W. Pico Blvd

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

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

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

Professional Experience

January 2014 till date

Orchid Products, California - Sales Manager Assistant (internship)

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

Interact with customers via phone to sell products of the organization

Participate in professional development trainings, training sessions and meetings

Perform other job responsibilities as required by the management

Personal Skills
Eagerness to acquire new skills and knowledge, excellent negotiation and communication skills,
strong analytical skills, ability to work under stress, good time management skills.

Activities and interests
Travel, discussion clubs

3aganue 3.
Pa3pa0oTaiiTe M 3anuIINTe HA AHTJIMICKOM SI3bIKe MAPDKETHHIOBbIN IVIAH 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,

85


mailto:cgreenwood@regalm.com
mailto:don@anymail.com

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?

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

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

2. What are the requirements?

3. Why do you want to work for this company?

4. What makes you a good candidate for the position?

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

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

7. What are your strong points?

8. What is your biggest weakness?

9. How do you handle mistakes?

10. What is your biggest achievement?

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

Education:

Specialty:
Supplementary
education:

Work experience:
Professional Skills: -Keen to develop a career in

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

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

Personal qualities: Good communicator;
Analytical mind,;

responsible;

hard-working;

non-smoker;
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Foreign Languages: English — advanced

Additional information: | Hobbies: Radio engineering; tourism; sport;
driving license B.

3aganue 5.
YCcTHO 0TBeThTE HA BONPOCHI I co0eceI0BAHNS 10 pe3roMe:

Career knowledge/ motivation

©COoNOA~WNE

1
1
1

What are your career goals?

Where do you see yourself in five years’ time?

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

What excites you about the job you are doing now?

How well do you get on with your boss?

Why do you want to leave your present job?

Which other jobs/companies have you applied for?

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

1. What salary do you expect?

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

Self Knowledge

©OoNO~WNE

Tell about yourself.

What are your strengths?

What are your weaknesses?

What do you consider to be your greatest achievement?

What are you most proud of having done recently?

How would you describe yourself?

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

Do you have trouble delegating?

Personality

1
2

. How tough are you? If the going gets rough will you stick it out?
. Are you prepared to take decisions, especially hard ones? And not blame others if you get it

wrong?

©oNo AW

Are you good at organizing yourself or other people?

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

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

What hours are you available for work?

Would you do overtime work if necessary?

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

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

3. Are you good at taking advice from others?

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

Knowledge of Company

1. What do you know about our business?

2. Why did you decide to apply to us?

3. Who do you see as our major competitors?

Educational History

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

2. What made you study foreign languages?

Interests/Activities

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

3. What are your hobbies?

3aganue 6.

YBuaes pexaamy B Daily Mirror, Monuka Ba3 pemniia nogars 3asiBKy Ha JOJIKHOCTH
MEeHe/Kepa 10 MapKeTHHTy. BHMMaTe/IbHO poYyuTaiiTe 00bsABJICHUE H €e pe3loMe U
MOAroToBLTE €€ MUCbMO-3a5IBKY Ha AHIJINIICKOM SI3BIKE.
Marketing Manager

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

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

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

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

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

Employment History
2003 to date: assistant marketing manager
Phoenix Media, Hamburg, Germany
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Planned and developed direct mail campaigns for major clients in the retail sector. Advised on
internet marketing strategies. Conducted in-depth market surveys. Organized company
participation at various media and direct mail events and made presentations of Phoenix products
and services.

2002-2003: Assistant Sales Manager.

MSV — Business Services.

Amsterdam, Netherlands

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

Qualifications

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

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

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

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

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

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

TUITIOBBIE 3ATAHUS UL ITPOBEPKM YPOBHSA COOPMHUPOBAHHOCTH
HABBIKOB JIUII KOMITIETEHIIUU T1K-2

3aganue 1.

H3yuyute naHHBIA KeliC U MPOAHATU3UPYHTE BCe TPH OM3HeEC CTPATeruy ISl CIIOPTUBHOM
oxexxkabl Una. IlpencraBbre cBOM Maeu AJsi Oyayiueil crpaTerud KOMIIAHNU B TUCbMEHHOM
oTyere.

Una Sportswear

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

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

Problems faced by Una Sportswear

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

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

« invested in too many expensive endorsements with top sports people

« suffered from fierce competition from stronger rivals

* lost its reputation for being innovative.

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

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

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

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

3ananue 2.

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

- I3MeHUTHh KOPIOPATHBHON KYJIbTYPbI
- YIy4lIuTh Ka4ecTBO
- CoxkpaTuTh M31EPKKH
- HaiiTu 1 uccjie0BaTh HOBbIE PHIHKH
- BoccTaHOBHUTH penyTaluo KOMIAHUH
IIpencraBbTe peKOMeHIAIUN B MTUCHbMEHHOM OTYeTe.

MACBETH Glassware

Macbeth Glassware, founded in 1837, has a long history of producing beautiful glass
objects and ornaments. They have always been popular wedding presents. Glass-blowing and
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.
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The company employs 600 people, 200 produce the goods, and the rest are clerical staff,
work in the stock room, or are managers. Most craftspeople are paid on a *piece-work basis, and
feel that they have low status in the company. There is a big division between blue-collar staff and
white-collar clerical workers, with separate restaurants and facilities for factory workers and
management. There are five levels of management in the company, and a poor relationship exists
between management and the workforce.

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

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

3aganue 3.

HN3y4ure naHHbIi Keiic. Bbl iB/IseTech WieHAMH PeKJIAMHON KOMAaH/Ibl B KOMIIAaHUU
Dokyc. [1oaroToBbTE pEeKJIAMHYI0 KAMIIAHUIO JJI1 OJJHOTO U3 NMPOAYKTOB HJIH YCJIYT.
I/ICHOHBSyﬁTe KJIHY€BbIC BOIIPOCHI HUYKE, YTOOBI NMPOAHAJIU3IUPOBATH MMPOAYKT U BblﬁpaTb
NpaBUWJIbHBbIC METO/IbI IPOABUKCHUS. npellCTaBbTe CBOI0 PEKJIAMHYIO CTPATEruio B
YCTHOM OTYE€TE HA AHIJINHCKOM SI3BIKE.

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

creative ideas to offer.

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

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

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

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

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

Aim: A creative campaign to improve sales.

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

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

— What kind of image do you want to project?

— What approach/technique will you use?

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

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

— What pictures or photographs will you use?

—  Will you use someone famous to endorse the product?

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

— Who will you use to do the voiceover?

3aganue 4.
M3yuure nannbrii keiic. [IpencraBbTe, uro Bl tupexrop Business Equipment and
Systems. BoinmosinuTe cieaymoiuiee 3aJaHue:
1. Ilpoananu3upyiite Bce NpodemMbl, BINSIONIAE HA pa0oTy 0TAeIa MPOJAK.
2. lIpensiosxkuTe cnnoco0bl NoBbIlIeHUs 3¢ PekTUBHOCTH PAadOTHI O0TAEIA MPOJAK.
3. PazpaboTaiiTe miaH JeiicTBUil HA OJIMKaliIMe MOJIT0/AA.
N3noxute Bamu npenioxkennsi B NHCbMEHHOM OT4YeTe-TucbMe aknuonepam BES.
CASE STUDY: THE NEW BOSS

Background

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

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

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

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

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

JOHN. Fax machines. Aged 42

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

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

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

Other: Very popular with everyone.

MARTIN. Plasma screens. Aged 35

Personality: Extrovert, dominating, charismatic

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

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

DENISE. Fax machines. Aged 35
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Personality: Dynamic, moody, outspoken.

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

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

Other: Used to have a personal relationship with Markus.

MARKUS. Plasma screens. Aged 30

Personality: friendly, charming, volatile

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

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

ELIANA. Data projectors, new products. Aged 25

Personality: Very ambitious, hard-working, creative

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

ANNA. Fax machines. Aged 26

Personality: Reliable, quiet, hard-working

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

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

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

ROBERT. Data projectors, new products. Aged 46

Personality: Strong, sociable, team player

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

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

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

Additional problems in the sales team

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

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

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

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

3aganue 5.

N3yunte nannblii keiic. [IpencraBbre, uro Bol nupexktop SLIM GYMS. U3yuuTte
KAPTOTEKY YeTbIpeX KAHAWAATOB M NPOAHAJIM3MPYITe HX CHJIbHBIE H CJIa0ble CTOPOHBI.
Boi0epuTe gydiero KaHauaaTa Ha 10JKHOCTH ['eHepanbHOro nupexkropa. Usioxure
Bauu npeasioskeHusi B NUCbMEHHOM OT4YeTe-nmucbMe akuuonepam SLIM GYMS.

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

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

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

e Dynamic, enthusiastic, flexible

e A strong interest in health and fitness

e A good track record in previous jobs

e The ability to work with people from
different cultural backgrounds

e 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)
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Experience: Four years with international sports good manufacturer — Marketing Director.
Previous experience with a variety of firms (sales, administration). Wants to work for a smaller
organization.

Outstanding achievement: Successful product launch in previous job.

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

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

Age: 40

Marital Status: Single

Education: Park High School

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

Outstanding achievement: Two decorations for bravery.

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

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

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

Name: Stephanie Grant

Age: 30

Marital Status: Married, no children

Education: New York University — BSc in Business Administration

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

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

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

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

7.4. IlepeyeHb BOMPOCOB /JIsl MOATOTOBKH K 3a4eTy ¢ OL[EHKOW M IK3aMeHYy
1.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?

2. What are the objectives of a production department? What type of production can
minimize the cost of holding inventories?
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1.What may tell on the price of the finished goods? What makes the process of production cost-
effective?

2.Why do some people still prefer to buy hand-made goods rather than mass products?

3.What is capacity? How do we call the situation when a plant is producing more (less) than it is
needed?

4.What are the key stages in manufacturing process?

5.What modern approaches to to manufacturing do you know?

6.What are the advantages and disadvantages of storing materials?

7.What is the most important idea of lean operations? Who does the need to carry inventory shift
to?

8.What do JIT techniques include?

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

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

5. What are the recruitment forms a company can use to find new employees? What
selection methods are the most effective?
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1.What are the main methods of recruitment? What forms of internal recruitment can you think
of?

2.What are the main advantages of internal recruitment?

3.Why is it necessary to recruit from outside the organization? What is the commonly used
technique for recruiting people from outside?

4.What is the difference between a recruitment agency and a firm of headhunters?

5.Why is it difficult for a graduate to find a job? What methods of looking for a job can you advise
him to choose? What specific methods are used by recruiters to attract graduates to fill in the
vacancies?

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

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

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

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

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

11.What two qualities have international validity and why?

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

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

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

6.What does it mean “to delegate authority”? Does it have any benefits for the boss/ the
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?

7.5. Meroanuyeckue MaTrepuaJbl, ONpeaeIsomue Npoueaypsl OeHUBaHUA 3HAHUH,
YMeHH i, HABBIKOB U (MJIM) ONbITA AeITEJIbHOCTH, XaPAKTEPHU3YIOLIUX ITANbI
¢GopmupoBaHus KOMIIETEHUMH

Jlnst  oOywaromuxcss 1o O4HOM (opme oO0ydeHHuss YpoBeHb CHOPMUPOBAHHOCTH
KOMITCTCHIIMH  (KOMIICTCHIIMI), peanu3yeMbIX JaHHOW JUCHUIUIMHOM, OLEHHBAeTCA C
MpUMEHEHUEM OAJTBHO - PEUTUHTOBOM CUCTEMBI B X0JI€ TEKYIIEH U MPOMEKYTOYHOM aTTeCTalluu
CTyAeHTOB coryacHo [lonokeHHio 0  OaUIbHO-PEUTHMHTOBOW  cUCTeME€ ABTOHOMHOMU
HEKOMMEpPUYECKON  OopraHu3anuu BbICIIero oOpa3oBaHus «VMHCTUTYT MEXIyHApOIHBIX
SKOHOMMYECKHUX CBS3EN».

Jlnst  oOydarommxcss IO OYHO-3a0YHOM M 3a04HOM (¢opMaM 0OydeHUS YPOBEHB
C(OPMHUPOBAHHOCTH KOMITCTCHIIUU (KOMIICTCHIIMIA), PEATHU3yeMbIX TaHHON JUCIUTUTMHOU
OLICHUBAETCA C  WCHOJb30BAaHUEM  TPAJAMLMOHHOM  IIKAIBI:  «HEYJOBJIETBOPUTEIBHO,
«YIOBJIETBOPUTEIILHOY», «XOPOLIO», «OTIUYHO» (IIPH MPOBEIECHUH HK3aMEHA) MU «3a4TE€HO» /
«He3auTeHo» (MpU MpOBENEHUM 3auyeTa), corjiacHo I[loymojkeHHI0o O TeKylleM KOHTpoJie U
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NpoMeXKyTouHOU arrtectaruu  oOydaromuxcss B AHO BO «UHCTUTYT MeEXIyHapOIHBIX
DKOHOMHUYECKHUX CBS3EN».

IIpouenypa n KpuTEepUU OLEHKH ¢ IPMMEeHEHUEM 0A/UIbHO-PEHTHHIOBOM CHCTEMbI

MakcumanbHas orleHKa TeKyIel paboTel cTyaeHToB — 50 6auios, B T.4:

- TMOCENICHWE ayJAUTOPHBIX 3aHATHH (KOHTakTHas paboTa — JEKIUH, MPaKTHYECKUE
paboTbel/ceMuHapbl) — MakcuMyM 20 6aJoB;

- paboTa Ha ceMHHapaX M TPAKTUYECKUX 3aHATUSAX (BBICTYIUICHHUE C JOKIIAIIOM,
MOJrOTOBKA MPE3EHTAIMil, YCTHBIE OTBETHI, PEeIlIeHUH 3a/1a4, paboTa CTYI€HTOB MaJlbIX rpymnmnax,
BBITIOJTHEHHE 3aIaHUH U T.11.) — MakcuMyM 20 6aIsios;

- MUChbMEHHAasi KOHTpOJbHas pabora, pedepar u Apyrue BHABI MUCBMEHHBIX PabOT —
MakcumyM 10 GaysioB (eciu npexycMOTPEeHO BHITIOIHEHHE IBYX pabOThl — MAKCUMYM 10 5 6ayioB
3a KQXIy10).

IIpomexyTouHasi aTTeCTAUMSA B COOTBETCTBUU C YYCOHBIM IJIAHOM IO HAIPABJICHUIO
38.03.02 MenemxmeHT (mpoduis «MexayHapoIHBINH MEHEKMEHT) 10 TUCIUTIINHE «/JlemoBast
KOMMYHHKAITUS Ha aHTJIMHCKOM SI3BIKE» MPOBOIUTCS B (pOopMe 3adeTa ¢ OIEHKOH U dK3aMeHa.

MaxkcuManbHasi OleHKa 3HaHUM, YMEHUI M HABBIKOB CTYACHTA, BBIABICHHBIX B XOJ€
3auera/ sk3amena — 50 OamnoB. Cymma 0OayioB Ha 3adeTe/IK3aMEHE CKJIAJIBIBACT U3 OIEHKU
MPABUJIBHOCTH BBINOJHEHUS TECTOBBIX 3a/laHUM WJIM YCTHOTO OTBETA U PEHICHUS CUTYaI[MOHHBIX
3a/ad.

MaxkcruManbHOE KOJIMYECTBO OayljIOB 3a BBIMOJHEHUS 3aJaHUMl N7 MPOBEPKH YPOBHS
copMHpOBaHHOCTH 3HaHUM — 20 0aIoB. DTO MOryT OBITh TECTHl WM NpPU YCTHOM
3aueTe/PK3aMeHE OTBETHI Ha BOMPOCHI OujieTa (3a KaKablid Borpoc He 6omee 10 6amioB).

[IIkaJja oeHKH TeCTOBBIX 3aJaHuI
e TecTpl 3aKpHITOrO TUIA (MHOXKECTBEHHOT'O BIOOPA, AIbTEPHATUBHOTO BHIOOPA, UCKITIOUCHHS
JIMITHET O, BOCCTAHOBJICHUA HOCHGHOB&TGHBHOCTI/I)
[IpaBunpHO BEIOpaH BapuaHT OTBeTa — | Oan
e TecThl NOIIOIHEHUA
Brnican BepHbIii oTBET — 2 Oaia
Illkajia oueHUBaHUs YCTHOTO 0TBeTA (B 0a/1/1aX) HA BONMPOC HA 3a4eTe/IK3aMeHe

Tema packpsiTa ¢ OIOPOM HA COOTBETCTBYIOIIME MOHATHUSA
U TEOPETHYECKHUE TTOI0KEHUS 3
AprymeHTanus Ha TEOPETUYECKOM YPOBHE HEMOJIHasl, HO C
Packpbitie Tembl, OIIOPOM Ha COOTBETCTBYIOLINE IIOHATHUS 2
UCIOJIb30BaHUE
OCHOBHBIX TTOHSITUIA
(MakcumyMm 3 Gasa) ApryMmeHTanusT Ha TEOPETHUYECKOM YpOBHE HEMOIHas, 1
CMBICJ psifia KIIOUEBbIX MOHATUI HE 00bICHEH
TepMUHOIOTMYECKUI — amlmapaT HENOCPEACTBEHHO He
CBSI3aH C paCKpbhIBAEMOW TEMO 0
[TpuBoasTCS (HDaKTHI ¥ MPUMEPHI B IIOJTHOM 00BEME 3
[TpuBOAATCS IPUMEPHI B IIOJTHOM 00bEME, HO MOXKET OBITH
nomyiieHa (¢akTU4eckas omulOka, HE TpUBEOIIas K 2
W3noxenne pakToB U | CYIIECTBEHHOMY MCKaKEHHUIO CMbICIIA
MIPUMEPOB 10 TEME [IpuBonsATCS mpUMepsl B YCEUEHHOM 00beMe, JTOMYILIEHO
(MakcumyMm 3 G6amia) | HECKOJIBKO (DaKTHUECKHX OHIMOOK, HE MpPUBEALINX K 1
CYIIIECTBEHHOMY MCKa)KEHHIO CMbICIIa
JlomymieHsl  (akTU4eCKHe W JIOTUYECKHE  OLINOKH, 0
CBUETEIHCTBYIOIINE O HEMTOHUMAaHHH TEMBI
Kommo3ununonuas OTBET XapaKTepU3yeTcsi KOMIIO3UIIMOHHOW IEIbHOCTHIO, 3
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LETIOCTHOCTb, coluroieHa JIOTUYECKast MOCJIEA0BATEIbHOCTbD,
JIOTHYEeCKast MOAJICPKUBACTCA PABHOMEPHBIA TEMI Ha NPOTKEHUU
MOCJIEA0BATEIbHOCTh | BCETO OTBETA

(MakcumyMm 3 6amta) | OTBET xapakTepH3yeTCs KOMITO3UIIMOHHOW MHENbHOCTHIO,
€CTh HApYUIEHUs IOCIEA0BATEIIBHOCTH, MOAIEPKUBACTCS 2
PAaBHOMEPHBIN TeMII Ha MPOTSKEHUU BCErO OTBETA

Ectp HapylmieHHss KOMIIO3MUMOHHOW LEJIOCTHOCTH U

MOCJIENOBATEIHLHOCTH, OobIIOE KOJINYECTBO 1
HEOMpaBIAHHBIX MMAy3
He mpocnexuBaercst TOTHKa, MBICITb HE Pa3BUBACTCS 0
PeueBrIX U JIEKCHKO-
IrpaMMaTHYECKUX 1
OIIIMOOK HET
(1 6amm)

MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBIMOJHEHUS 3alaHUM Ui MPOBEPKU YPOBHS
c(hopMUPOBAHHOCTH YMEHUI U HaBHIKOB — 30 6a/1/10B.
MaxkcumanbHOE KOJMYECTBO OasIOB 3a BBIMOJHEHUS 3aJaHUM Ui MPOBEPKU YPOBHS
chopmupoBarHHOCTH yMeHU — 10 6a10B.
[ITkayia oleHMBaHMs CTaHJAPTHBIX 3a]1a4

[TornManue npeacTaBIeHHOW HHpOpMaIUu 0 1 2 3
Wznoxenne (HakToB 0 1 2 3
[IpenyioxxeHune cnocoda pemeHus mpooJIeMbl 0 1 2 3
AKKypaTHOCTh O(hOpMIICHHS 1
HUTOTI'O: 10

MaxkcruManbHOE KOJIMYECTBO OalljIOB 3a BBINOJIHEHUS 3aJaHUl 7 MPOBEPKH YPOBHS
c(hOpMHUPOBAHHOCTH BlIaficHHH — 20 6aJ1J10B.
[lkana oleHMBaHUS HECTAHIAPTHBIX CUTYAlIMOHHBIX 3a7a4, TPeOYIOIUX apryMEHTAlUH
COOCTBEHHOW TOYKH 3PEHUS

[TornManue npeacTaBIeHHON HHpOpMaIUn
Wznoxenne (HakToB
[Ipenyioxxenne cnocoda pemeHus mpooJIeMbl
ObocHoBaHMe criocoba penieHus TpoodIeMbl
[IpennoxeHue abTEPHATUBHOTO BAPHAHTA
[TosHOTA, MOCIIEAOBATENBHOCTD, JIOTUKA U3JI0KEHHUS
AKKYpaTHOCTh U IPABHIILHOCTHh O()OPMIICHHS
HUTOI'O: 20

[Tpu BeICTaBIEHUH 3aueTa/3K3aMEHAIMOHHON OLIEHKH CYMMHPYIOTCS 0aJUIbl, TIOJTY4YECHHBIE
B X0JI¢ TEeKyIIeH paboThl U 0aJUIbI, TTOJYYCHHBIC HEMTOCPEICTBEHHO B X0JI€ 3a4eTa/IK3aMeHa.

[elleollellellielle]
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[TepeBon wmtoroBoit cymmbl OamnoB mo guctumiinHe w3 100-0amibHONH B DKBUBAJICHT
TPaIUIIMOHHON MATHOAIITFHOM CHCTEME OCYIIIECTBIISIETCS B COOTBETCTBUU CO CIICAYIOIIEH IIKaIon
(1. 3.3 TlonmoxeHust 0 GATBHO-PEHTUHTOBOM CHCTEME):

3a4er ¢ OICHKOMI

Bauiel mo 100-0anipHOR-IKaIE [IatnbamipHasg cucreMa OLIEHKHU
85-100 6asnoB 3auteno (OTJIMYHO)
70-84 GammoB 3auteno (Xopoio)
50-69 6amioB 3auteHo (Y 10BIETBOPUTEIILHO)
49 GansoB U HIXKE He 3auteno (HeynoBineTBOpHUTEIBHO)
DK3aMeH
| banner mo 100-6amisHOM-1IKaIe | [TaTubamipHas cuCTEMa OIICHKH \
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85-100 GayoB OTnuuHO

70-84 6amioB Xopo1io

50-69 6amnoB Y 10BIETBOPUTENIEHO
49 GaIoB U HUXKE HeynoBineTBopUTeIbHO

Onucanue MKAaJbl OLEHUBAHNUSA

ONPEACIICHUH TTOHATHIA,
CIOCOOEH peaTh
CTaHJapTHHIC 3a/1a4H,
JOITyCKast HeOObIIIHE
MOTPEUTHOCTH

3a7a4, HO UMEIOT
MECTO HEKOTOPBIC
HETOYHOCTH B
JEMOHCTpAIAH
OCBOCHUS MaTepuaia

Onenka Onenka OneHka «xopouo» Onenka
«HEYAOBIETBOPUTENIBHO» | «YyIOBICTBOPUTEIHHO) (3auTeHo) «OTJIIMYHO»
(He 3a4TeHO) (3auTeHO) 70-84 6annoB (3auTeHO)
49 6anioB U HUXKE 50-69 6amnoB [ToBbIIEHHBIN 85-100 6annoB
KOMIIETEHLIUS ba30BbIi1 ypoBEeHb YPOBEHb OCBOCHHUs | BBICOKUI ypOBEHb
(KOMTIETEHITNN ) HE OCBOEHHUSA KOMIIETEHIIU OCBOEHHUSA
chopMupoBaHa KOMIETECHIINU (KoMIeTeHLIH) KOMIIETECHIINU
(KOMTIETEHIIHIA) (KOMTIETEHIIHIA)
Kommnerentus (ee yactp) Kommnerenmus (ee OO6yuarommmiics OO6yuarommiics
HE pa3BUTA. 9acTh) HEAOCTATOYHO | BIAJEET 3HAHUSIMHU U obnamaer
OO0yJarommmiics He pa3BuTa. YMEHUSIMH, BCECTOPOHHUMU U
obOnamaeT OO6yuarommmiics MIPOSIBIISIET TyOOKUMH
HEOOXOTUMBIMH 9aCTUYHO 3HAET COOTBETCTBYIOIIINE 3HAHUSMU,
3HAHUSAMHU, HE CMOT OCHOBHbIE HaBBIKU TpU YBEPEHHO
MPOJIEMOHCTPUPOBATH TEOPETUICCKHE pelieHnu JEMOHCTPHUPYET
YMEHUS ¥ HABBIKU MOJIOXKEHUS, JOMYCKAET CTaHJIapPTHBIX U YMEHHUSI, CTIOKHBIE
OILTMOKY TIpU HECTaHIapTHBIX HABBIKH, YBEPCHHO

OpUEHTHUPYETCS B
NPaKTUYECKUX
CUTYaLUsX.

IIpouenypa M KpuTepuH OLEHKH C TPUMEHEHHEM TPAJAMUHOHHON IIKAJbI

OIICHUBAaHHUA

JIJst CTYZICHTOB OYHO-3a0YHOM M 3a04HOM (popM 00ydeHHsI ypOBEHBb C(HOPMUPOBAHHOCTH
KOMIIETEHIIMH OLIEHNBAETCS C UCII0JIb30BAaHUEM TECTUPOBAHUS — CUCTEMBI CTAaHIAPTU3UPOBAHHBIX
IIPOCTBIX U KOMIUIEKCHBIX 3aJaHMM, MO3BOJIOLIECH ONPENEIUTh YPOBEHb 3HAHUN, YMEHUU U

BIIAZICHUI 00yJaroIerocs.

Kpurepuu onienuBanus 3a1anuii:
OLIGHKa «YIOBJIETBOPUTENBbHO» / «3auTeHO»- 3a 51-69% mnpaBUIbHO BBITOJIHEHHBIX

3aJaHuM,

OIICHKA «XOPOII0Y / «3auTeHO» - 32 70-85% IpaBUILHO BHIMOJTHEHHBIX 3a/IaHUM,

OIICHKA «OTIUYHOY» / «3a4TEHOY - 3a PABHIILHOE BBITIONHEHUE Oosee 85% 3amanuii.

B cinywae mnpoBemeHHMsT TPOMEKYTOYHOH aTTECTAllMd B YCTHO-TTMCBMEHHOH (opme
UCIIOJIB3YETCS CJIEYIOIas IIIKaja OLICHUBAHUSA:

Ouenka «omauyno» / «3aumenoy. OTBETHl Ha TIOCTABJIICHHBIC BOMPOCHI H3JIAraroTCs

JIOTUYHO, TIOCJIEIOBATEIBHO U HE TPEOYIOT JOMOIHUTEIBHBIX MOsicHeHUH. [1oIHO pacKpbIBatoOTCs
MPUYMNHHO-CJIE/ICTBEHHBIE CBSI3U MEXAY SBICHUSMHU U cOObITUsMH. [lenaiorcs 0O0CHOBaHHbBIE
BbIBOJIBI. [IpakTrueckas 3aa4a pemieHa BepHO. CTyIeHT yBEpEHHO OTBEYAET Ha JJOTIOJIHUTEIbHBIE
Bonpockl. [Ipu mpoBeeHNH TeCTUPOBAaHUS KOJIMYECTBO IPABUIIBHBIX OTBETOB OOJIbINIE WM PABHO
85 %.

Onenka «xopowo» / «3aumenoy». OTBETbl Ha IOCTABJIEHHBIE BOIPOCHI M3J1araloTcs
CHUCTEMATU3UPOBAHO U IIOCIEAOBAaTENbHO. Marepuan wu3araercs JJIOCTaTOYHO YBEPEHHO.
PackphIThl MPUYMHHO-CIICACTBEHHBIE CBS3U MEXKY SIBICHUSMH U COOBITUAMU. J[eMOHCTpUpyeTcs
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yMEHHE aHaIM3UpPOBaTh MaTepHall, OJHAKO HE BCE BBIBOABI HOCAT apryMEHTHPOBAHHBIN U
JoKa3aTeNnbHBI  xapakTtep. [IpakTudeckas 3amaya pelieHa BEpHO, JUOO  JIOMyIIeHa
HecyliecTBeHHast omuoka. CTyIeHT MOXeT JONYyCTUTh HETOYHOCTh TMpH OTBETE€ Ha
JOTIOTHUTEIbHBIE BOMPOCHL. [IpHu MpoBeneHnr TeCTUPOBAHUS KOJTHYECTBO MPABIIBHBIX OTBETOB
6omb1ie uian pasHo 70 %.

Onenka «ydogremseopumenvuoy /  «3aumenoy. JlONMycKarOTCS  HapylIeHUS B
MOCIIEI0BATENbHOCTU H3JI0XKEeHHUs. HemoysHo packpbIBalOTCS MPUYMHHO-CIEACTBEHHBIE CBSI3U
MEXIy SIBICHUSMU U COOBITUSAMHU. J[eMOHCTPUPYIOTCS MOBEPXHOCTHBIE 3HAHMS BoOmpoca. B
pELIeHUH MPaKTUYECKUX 3a]ad JO0MyIleHa OMKOKa, HCIIpaBisieMasi C MOMOIIBIO MPernoaaBaTess.
Nmetotes 3aTpyaHenus ¢ BeiBogaMu. CTyI€HT YaCTHYHO OTBEYAST Ha JJOTIOTHUTEIbHBIC BOITPOCHI.
[Tpu nmpoBeneHnU TECTUPOBAHUS KOJTMYECTBO MPaBUIBHBIX OTBETOB Oosee 51 %.

Ouenka «HeyOoosnemeopumenvHo» / «He 3aumeHoy». Marepuan  H3Jaraercs
HEIOCJIeI0BaTeIbHO, COMBYMBO, HE TPEICTABIAET OINPEACNCHHOW CHUCTEeMbl 3HAaHUW IO
mucrumuiiae. He  packpbhIBaloTCs NPUYHMHHO-CIEACTBEHHBIE CBS3M MEXKAY SBICHUSMU U
coObITusiMU. He nmpoieMOHCTpHUpPOBaHO YMEHUE aHau3upoBaTh MaTepual. [Ipaktudeckas 3agayua
HE pelleHa WU pelleHa He BepHO. BBIBOABI HE MpaBWIbHBI WM HE caelaHbl. OTBETH Ha
JOTIONTHUTEIbHBIE BOMPOCHl OTCYTCTBYIOT. [Ipu mpoBeAeHMHM TECTHUPOBAaHUS KOJIUYECTBO
npaBWIbHBIX 0TBETOB MeHee 50 %.

IIpu QopmupoBaHUM OKOHYATEIBHOTO pe3yJbTaTa IPOMEXYTOUHON aTTecTaluu C
NPUMEHEHHEM TPAJUIMOHHON IIKAJbl OIEHWBAaHUS YUYUTHIBAIOTCS PE3YyJIbTaThl TEKYIIEro
KOHTPOJISI paOOTHI CTYJICHTA U OIICHKA MOYKET ObITh TTOBBIIICHA HA OJWH Oasll.

8. IlepeyeHb OCHOBHOM M 1OMOJHUTEJIbHON YUueOHOM JTUTEPATYPbI, HEOOXOAUMOIA 1JIs1
OCBOCHUS TUCHMILINHBI (MOYJIs1)

8.1. OcHoBHas qUTEpaTypa
1. Kynmosa, A.K. AHrmuiickuii s3Ik 118 MeHemkepoB u JyoructoB (B1-Cl): yueOHuMK u
npaktukyMm it By30B / A. K. Kymosa, JI. A. Kosnoga, 1O. I1. Bonsinen; mox oOmielt penaxiuei
A. K. KynmoBoii. — 2-e u3 ., uctp. u non. — Mocksa: M3gatensctBo FOpaiit, 2020. — 355 ¢. —
(Beicmiee obpazoBanue). — ISBN 978-5-534-08147-3. — C. 1 — Tekcr : anekrponnsiit // 3bC
IOpaiir [caiir]. — URL.: https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-i-logistov-b1-
c1-450355
2. Bopobnera, C. A. Anrnuiickuii si3b1k 111 dppextuBHOro MmeHemkmenta. Guidelines for Better
Management Skills: yuebnoe nocobue mys By3os / C. A. BopoOseBa. — 2-€ u3[1., UCIIP. U 10T —
Mocksa: U3marensctBo FOpaiit, 2020. — 260 c. — (Bricmee oopazoBanue). — ISBN 978-5-534-
04198-9. — C. 1 — Texkcr : anextponssiii / DBC FOpaiit [caiit]. — URL:
https://urait.ru/book/angliyskiy-yazyk-dlya-effektivnogo-menedzhmenta-guidelines-for-better-
management-skills-453871
3. CmupnoBa, H.B. Awurawmiickuii s3elk i MenemkepoB (B1-B2): yueObuuk s By30B /
H. B. Cmupnosa, A. B. Cokoinosa, 0. A. [lyrnac. — Mocksa: U3natenscto FOpaiit, 2020. —
185 ¢. — (Bricmiee oopazoBanue). — ISBN 978-5-534-08395-8. — C. 1 — TekcT: 251eKTpOHHBII
// OBC HOpaiir [caiiT]. — URL.: https://urait.ru/book/angliyskiy-yazyk-dlya-menedzherov-b1-b2-
455833
4. Yukunesa, JI. C. AHrnmiickuii si3bIK B ynpasinenuu nepconanom (B1—B2). English for Human
Resource Managers: yueOHuk u mnpaktukym s By3oB/ JI. C. Uukunesa, E. B. JIuBckas,
JI. C. Ecuna. — 2-e u3n., nepepad. u gon. — Mocksa: Uznatenscto FOpaidt, 2020. — 203 ¢. —
(Beicmiee oopazoBanme). — ISBN 978-5-534-08232-6. — C. 1 — Texkcr : anextponHsiii // 3BC
IOpaiir [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-v-upravlenii-personalom-b1-b2-
english-for-human-resource-managers-451419
5. Hyxnosa, E. E. Aunrnuiickuii s3pik. Professional Reading: Law, Economics, Management:
yueOHoe mocobue mns By3oB/ E.E.HyxnHoBa. — 2-¢ wm3zg., ucmp. um gom — Mocksa:
Wznparenscto FOpaiit, 2020. — 149 ¢. — (Bricmiee oOpazoBanue). — ISBN 978-5-534-07994-4.
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— C. 1 — Tekcr: anexrponnsiii / DBC Opaiit [caiit]. URL:https://urait.ru/book/angliyskiy-
yazyk-professional-reading-law-economics-management-454142

8.2. lonoHuTEIBHAS IUTEPATYPA
1. AHTIIMIACKMN SI3BIK JUIS W3YyYalolux MeXayHapoaHbie oTHomeHus (B2-Cl): yyeOHumk nms
By30B/ H.B. ApxanneBa, JI. E. bymkanen, A.K.T'apaeBa, JI. B. Ts6una.— Mockaa:
NznarensctBo FOpaiit, 2020. — 255 ¢. — (Bricmiee odpazobanue). — ISBN 978-5-534-10866-8.
— C. 1 — Texkcr : anexrponnsiii / IBC FOpaiit [caiit]. URL:https://urait.ru/book/angliyskiy-yazyk-
dlya-izuchayuschih-mezhdunarodnye-otnosheniya-b2-c1-455995
2. Crynnukosa, JI. B. Aurnmiickuii s3bIk B MexayHapogHoM OusHece. English in international
business activities: yue6HOe mocobue anst By3oB/ JI. B. CtynHukoBa. — 2-e¢ u3f., nepepad. u
non. — MockBa: MsmarensctBo FOpaiit, 2020. — 216 c. — (Bwicmiee o6pa3zoBanue). —
ISBN 978-5-534-11015-9. — C. 1 — Tekcr : anekrponssiii // DbC FOpaiit [caiit]. — URL:
https://urait.ru/book/angliyskiy-yazyk-v-mezhdunarodnom-biznese-english-in-international-
business-activities-456438
3. IlecroBa, M. C. AHTIMACKUH sA3BIK: MEPEBO KOMMepUecKoi mokymeHTanuu (B2): yueOnoe
nocobue g By3oB/ M. C. IlecroBa. — 2-e¢ u3a., nepepad. u gon. — Mocksa: M3naTenscTBO
FOpaiit, 2020. — 191 c. — (Bwicmiee obpazoBanue). — ISBN 978-5-534-11543-7. — C. 1 —
Tekcr: anextponnsiii / DbC Opaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
perevod-kommercheskoy-dokumentacii-b2-456168
4. SlkymeBa, U. B. Anrmmiickuii s3pik (B1). Introduction Into Professional English: yueOnuk u
npakTukym a1 By30B / U. B. Skymesa, O. A. JlemueHkoBa. — 3-€ U3/1., UCTIP. U 10TT. — MoOCKBa:
WznarensctBo FOpaiit, 2020. — 148 ¢. — (Bricmiee oOpazoBanue). — ISBN 978-5-534-07026-2.
— C. 1 — Texcr : anextponnsiii / DBC KOpaiir [caiit]. — URL.: https://urait.ru/book/angliyskiy-
yazyk-b1-introduction-into-professional-english-451233
5. Hessoposa, I'.JI. Amxrmiickuii s3sIk. ['paMMaTuka: ydeOHOE MOcoOHe i BY30B /
I'. 1. Her3opona, I'. . Hukutymkuna. — 2-¢ u3f., ucnp. u aon. — MockBa: M3marenbcTBo
FOpaiit, 2020. — 213 c. — (Bwicmiee obpazoBanue). — ISBN 978-5-534-09359-9. — C. 1 —
Tekct: anextponnsiii / DbC Opaiit [caiit]. — URL: https://urait.ru/book/angliyskiy-yazyk-
grammatika-451966
9. [lepeyeHn pecypcoB HHGOPMAIHOHHO-TEJIEKOMMYHUKANNOHHOI ceTn ""UHTepHeT",
HEO0OXOIUMBIX /IJIsl OCBOCHUSA TUCHHUILIMHBI (MOYJIs1) 1 HH(OPMAIMOHHBIX TEXHOJIOTUIA,
HCMOJIb3yeMbIX MPH OCYIIeCTBIEHUHN 00Pa30BaATEILHOIO NMpoLecca no TUCIHUIINHE
(MoayJ110), BKJIIOYAS MepeYyeHb MPOrpaMMHOro odecrneyeHus: U HHGOPMAMOHHBIX
CIPABOYHBIX CHCTEM (IPU HEOOXOTUMOCTH)

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

2. https://www.econ.msu.ru/elibrary/is/bef/ - kauru oTKpHITOro 1OCTYMa 3KOHOMUYIECKOTO
dakynprera MI'Y um. M.B. JlomonocoBa

3. https://elibrary.ru/org_titles.asp?orgsid=14364 - way4Has S3JCKTpOHHas OHOIHOTEKA
(HOb) «eLIBRARY.RU»

4. https://learnenglish.britishcouncil.org-  caiitr  Bpuranckoro CoBera ¢ 0OaHKOM
MaTepuasoB ISl YPOKOB M CAMOCTOSTEIbHOTO H3yUEHHUS AHTJIMHCKOTO SI3bIKa IO Pa3InYHBbIM
TeMaM Kak OOIIero, TaK M JEJIOBOTO xapakTtepa. OXBa4eHbI BCE YPOBHU JIEKCUYECKOU CII0KHOCTH:
OT Ha4aJIbHOTO JI0 CAaMOT'0 IPOJBUHYTOTO.

5. https://ru.duolingo.com/- GecnaTHBIA CepBHUC sl U3YYEHHS MHOCTPAHHBIX SI3BIKOB C
Hynsa. [IporpamMmma mocTpoeHa B (opMme «JIepeBa JOCTHIKCHHI»: YTOOBI NEPEUTH Ha HOBBIN
YpOBEHb, HY)KHO CHadalla HaOpaTh ONpPEIEICHHOE KOJIMYECTBO OYKOB, KOTOpHIC JArOTCS 3a
npaBuiibHbIE OTBeThl. EcTh npunoxenus 11 i0S u Android.

6. https://www.real-english.com/new-lessons.htm - caiiT ¢ ypokamu, CTaTbsIMUd U BHICO
3apUCOBKaMH JUIsl U3YYalOIIMX AHTJIUHCKUN SI3bIK, BCE MaTepHalibl YCJIOBHO pa3JieleHbl Ha
JEKCUYECKUE U TPaMMaTHIECKUE, TOCTYITHBI BCE YPOBHU CIIOKHOCTH.
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7. https://www.economist.com/ - skoHOMUYECKHI CalT U (POpyM Ha aHTIHICKOM SI3BIKE,
COJIEPIKAIIMi JIETIOBBIC HOBOCTH, SKOHOMHYECKHE CTaTbU Ha JEJIOBYIO TEMAaTHKY, 00CYKICHHUE
po0JIeM JCTOBOTIO XapaKTepa.

8. https://www.ft.com/- caiiT 3KOHOMHYECKOW Tra3eThl HA AHTITMUCKOM si3bike. COICPIKUT
JICIIOBBIC HOBOCTH, SKOHOMHYECKHE CTAaThd Ha JCIOBYIO TEMATHKy, OOCYKICHHE MpoOJIeM
JIETIOBOTO XapakTepa.

JINIlIeH3MOHHOE MPOrPaMMHOe o0ecreyeHne:

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

- Office Professional Plus 2019;

- CnpaBouno-niouckoBas cucreMa «Koncynsrantllimtoc: Beiciias mikomnay.

10. MeToguveckne yKazaHus AJ1s1 00y4alOIMXCH M0 OCBOCHUI0 TMCUMILUIUHBI (MO1YJIs1)

CogeTbl 110 BeJIeHUIO I710ccapusi MpogecCHOHATBHBIX TEPMHHOB

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

PO UITIO CHIEIUATBHOCTH,

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

paHee U3y4YeHHBIE;

v\ OTOOpaHHBIC TEPMHUHBI U JICKCHUCCKUE CIMHHIIBI JOJKHBI OBITH CHA0KEHBI TPAHCKPUIIIHEH U

NEepPEeBOJIOM Ha PYCCKUU $3bIK (BO M30€KaHHWE HETOYHOCTEH pPEKOMEHIYeTCs MOJIb30BaThCs

CHEMAIN3UPOBAHHBIM CIIOBAPEM);

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

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

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

MeTtoauyeckue peKOMeHAAIUH 10 HATIMCAHUIO J1eJI0BOT0 MUChMA

[TrcbMO TOJKHBI OBITH SICHBIM, KPATKUM U BEKITUBBIM.

YnotpebnsiiTe IpOoCThIe CIOBA/BbIPaKEHUSI BMECTO BBICOKOMAPHBIX U CTEPEOTUITHBIX, €CIH
OHH MMEIOT OJIHO 3HaY€HHE, KOHKPETHBIE BMECTO a0CTPaKTHBIX. UeM TpOIle BEI TOBOPUTE, TEM
ObicTpee Bac mowmyT. OgHako He 3a0bIBaiiTe, 4TO B O(PHUIIMATHHOM JEIOBOW IEPENUCKEe HE
UCIIONIB3YIOTCSl HUKaKue cokpanienus tumna "I'm" u cienr. Hanpumep, BMecto ¢passr "We are the
recipients of", myumie ckazare "We received”. Bel m00beTech KpPaTKOCTH U SICHOCTH B CBOMX
MUChMaX, €clii OyJeTe HCIONb30BaTh KOPOTKHE WM CPEAHEH UIMHBI MPEIIOKEHUS BMECTO
JUTMHHBIX M CIIOXKHBIX 000pOTOB. I'paMoTHOE naeneHne Ha ab3ambl 00JIeT4aeT 3PUTEITBHOE
BOCTIPUATHE TEKCTA M 33/1a€T BCEMY MPOLIECCY PUTM.

OpHuM U3 MokaszaTesiell BEXKIMBOCTU B JEJIOBOM MEPENUCKE SBISIETCS JINYHOE 00paleHne K
yenoBeky. He Hamo 3a0bIBaTh PO BEXKIUBOCTH JIAXKe TOTJA, KOT/Ia BBl OYCHb HEJOBOIHHBI KEM-TO
WIH YEM-TO.

IloapITOXKUM:

1. BreiOupaiiTe KOpOTKHE U CPEAHEH JUTHHBI MPEIOKEHUS, YIIOTPEOIHTE MPOCTHIC CIIOBA U
BBIPAXKCHHUS

2. He ynotpe0isiiiTe pa3roBOpHBIC COKPAIIICHUS U CIICHT

3. Jlenurte HanmyMcaHHOE HA a03aIlbI

4. ByapTe BEKIUBBI U JUTLIOMATHYHBI

«lanka» nucbMa.
Kaxxmoe nemoBoe muchMo neyaraercs (THUIIETCs ) Ha y>Ke 3arOTOBJICHHOM, (prupMeHHOM Oanke. B
BEpXHEH 4acTH OJTaHKa pa3MelnaeTcs Tak Ha3biBaeMas "'mamnka' - 3arojoBoK. OOBIYHO B 3aT0JI0BKE
JIaHbI CJIeAYIOIHe CBeIeHUS !
e  3aPETUCTPUPOBAHHOE Ha3BAaHUE KOMIIAHUU
e  KpaTKHE CBEJCHHS O XapaKTepe €€ IeATeIbHOCTH,
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e  KOHTAaKTHas WH(OpMALHUSL.

Teno nucbma. 3akiawuurenbHas popma BexanBocTu. [lognuce.

[TepBeIii a03all OCHOBHOTO TEKCTa HAYMHACTCA C MPEAJOKEHHS, B KOTOPOM BBHI
MOJATBEPXKJIaeTe TOJyuyeHHWEe MUChMa OT Ballero KOPPECHOHIEHTa, WM CO CCBhUIKM Ha
MOCTYIUBIIIEE MTUCHEMO.

OOBIYHO 00BEM JETOBOTO TTHChMa HE MPEBBIIAET OAHY cTpanuily. Ho, eciin o6beM nmucrMa
0oJbIIe OAHON CTPAHMIIBI M €r0 MPOJOHKCHHE HaledaTaHo Ha oOpaTHON CTOpPOHE JUCTa, TO B
KOHIIE TIEPBOM CTPAHMIIBI MUIIETCA P.t.0., uTo 03HadaeT Please Turn Over (CMoTpuTe Ha 000pOTE).

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

Wuorna Bel HE XOTHTE, YyTOOBI MOJy4yaTellb BAlllero MUChbMa 3HaJNl, YTO BBl €IIe KOMY-TO
oTocianu Komuu. B aToM cimywae BHM3Y mmceM-Konuid Bbl ykasbiBaere "b.c.c." - blind carbon
copies. (CKpBIThIE KOTIHH).

Ecnu k muceMy uMeeTcst IpuiioKeHue (KaTaior, KOHTPAKT, CYeT W T.I.), TO BHHU3Y, IOCIE
noAnuMcH jemaercs ykazanue o0 3tom: "Enc:", "Encl:" - sto cokpamenue ot Enclosure
(MpuII0’)KEHHE, BIOKEHUE).

HpﬂMepHLIe A3BIKOBbBIC KJIHMIIIE 1JI4 J€JI0BOI'0 IMCbMa MO0 YaCTHAM:

1. Oopamenne

Dear Sirs, Dear Sir or Madam H(GCJII/I BaM HE M3BECTHO UMs ajpecaTa) |

(ecnu BaM M3BECTHO UM aJpecaTa; B TOM
cillyyae KOrja Bbl HE 3HaeTe ceMeiiHoe
Dear Mr, Mrs, Miss or Ms IIOJIOXKEHUE KEHIIUHBI CIIeAyeT ucath Ms,
rpy0o0ii OIIMOKOM SIBISETCS UCIIOTh30BaHNE
¢pazbl “Mrs or Miss”)

\Dear Frank, H(B 00paIlleHnN K 3HAKOMOMY Y€JIOBEKY ) |

2. Beryniienue, npeapbiayiee ooieHue.

\Thank you for your e-mail of (date)... HCnaano 3a Ballle MUCHMO OT (Yucia) |
‘Further to your last e-mail... HOTBeqa;I HAa BaIlIe MMUCHMO. .. |
I apologise for not getting in contact with you||SI mpomy npoineHusi, 9T0 A0 CHX MOp HE
before now... HaTcal BaM. ..

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

OTHOCHUTENBHO Ballero IMmucbMa OT 23

With reference to your letter of 23rd March
Mapra

With reference to your advertisement in «The

Times» OTHOCHUTENBHO Balllel pekiambl B TalmMc

3. Yka3aHue NpuYMH HAMMCAHUS MHUCHMA

‘I am writing to enquire about HH MUITY BaM, 4TOOBI Y3HATb. .. |
‘I am writing to apologise for HH MUITY BaM, 4TOOBI H3BUHUTKCS 3a... |
‘I am writing to confirm H}I IIUIIY BaM, 4TO ObI IIOATBEPIUTH. .. |
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\I am writing in connection with HH MLy BaM B CBA3HU C ...

We would like to point out that... HMaI)'I. 'XOTCJ'II/I OBl 0OpaTUTH Balllec BHUMAHUE
4. IIpocboda

\Could you possibly... HHe MOTJIH OBI BHI. .. |
‘I would be grateful if you could ... HH ObLT ObI TIPU3HATEIICH BaM, €CJTH ObI BB |
‘I would like to receive HH OBl XOTEJ MOJIYYHUTb...... |
\Please could you send me... HHe MOTJIH OBl BbI BBICJIATH MHE. .. |
5. CornameHue ¢ ycJ0BHSMH.

[l would be delighted to ... |51 G Gt pa ... |
‘I would be happy to HH ObUT OBI CYACTJIMB. .. |
\I would be glad to H}I ObL1 OBI paf... |
6. CooOmienne nJ10XuX HOBOCTEH

‘Unfortunately HK COKAJIEHHIO. .. |
\I am afraid that ... HEorocr,, 49To. .. |
\I am sorry to inform you that HMHe TSDKEJIO COOOIATh BaM, HO ... |

K coxanenuto, Mbl BBIHYXIEHBI COOOIITUTH

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

7. IIpuiioskeHne K NUCbMY JOMOJHUTEIbHBIX MAaTePHAJIOB

\We are pleased to enclose ... HMH C YAOBOJIbCTBUEM BKJIA/IBIBACM. . . |
‘Attached you will find ... HB NPUKPEITICHHOM (aiisie BbI HalfeTe. .. |
\We enclose ... HMH HpUJIAraeM. .. |
‘Please find attached (for e-mails) HBBI Hai1eTe MPUKPEIUICHHBIN (aii. .. |

8. Boicka3piBaHue 0,1ar01apHOCTH 32 NMPOSIBJICHHBII HHTEpec.

\Thank you for your letter of HCnaano 3a Ballle IUCbMO |
\Thank you for enquiring HCnacn6o 3a IPOSIBJIICHHBIN HHTEPEC. .. |
\We would like to thank you for your letter of ... HMBI XO0Tenu Obl OOJIArogapyTh BAC 3. .. |

9. [lepexon k apyroi teme.

‘We would also like to inform you ... HMBI TaK JK€ XOTEJIN ObI COOOIINTH BaM O... |
\Regarding your question about ... HOTHOCI/ITGJ‘IBHO BAIIIEr0 BOIMPOCa O. .. |
\In answer to your question (enquiry) about ... HB OTBET Ha Balll BOIIPOC O... |
‘I also wonder if... HMGHH TaK)Ke HHTEPECYeT. .. |

10. lonmo/iHMTEILHBIE BONPOCHI.
\I am a little unsure about... H}I HEMHOTO HE YBEPEH B ... |
\I do not fully understand what... HH HE 10 KOHIIA OHSLI. .. |
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\Could you possibly explain... HHe MOTJIH ObI BBl OOBSICHUT. .. |

11. Ilepenaua undopmannu

I’m writing to let you know that... HH MLy, YTOOBI COOOILIHTH O ... |
\We are able to confirm to you... HMH MO’KEM TOJITBEPUTH ... |
‘I am delighted to tell you that... HMH C YAOBOJIbCTBHE COOOIIAEM O ... |
We regret to inform you that... K coxaseHuto, Mbl BEIHYKICHBI COOOIIUTH
BaM O...

12. IIpensioxxenue cBoeii MOMOIIH

‘Would you like me to...? HMory au s (cienats)...? |
\If you wish, 1 would be happy to... HEcnn XOTHUTE, I C PAIOCTHIO. .. |

Coo01ure, eciy BaM IIOHAZOOUTCI MOS

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

13. HamomMuHaHue 0 HAMEYeHHOH BCTPeYye WM 0KUAaHue 0TBeTa

‘I look forward to ... H}I C HEeTEpIICHNUEM XKy, |
‘hearing from you soon HKor/:[a CMOTY CHOBA yCJIBIIIATh Bac |
‘meeting you next Tuesday HBCTpe‘II/I C BaMH B ClieAyromnuii Bropauk |
\seeing you next Thursday HBCTpeqH ¢ Bamu B UerBepr |
14. IToanuceh

Uckpenne Bam (ecnu ums yenoBeka Bam
HE U3BECTHO)

Yours faithfully,

\Yours sincerely, H(ecnn nMsi Bam n3BectHO) |

KpnTepml OHCHKHM MMHUHCEeM: JIOTUYHOCTb COACpXKaHWA, HAJIAYUEC A3BIKOBBIX  KIIMIIC,

yOeIUTEIbHOCTh apTyMEHTAIINH, TPAMOTHOCTh, OopMIIeHHE PAaOOTHI.

MeToanyeckne peKOMeH/IAIHU M0 MOAT0TOBKe U 3alIUTe Mpe3eHTalnn
Onpenenure TeMy, Lielb U TUIaH BBICTYIUICHUS.
Y cTaHOBUTE POJOKUTEIEHOCTD TPE3EHTALINH;
OOparuTe BHUMaHUE Ha OCOOCHHOCTH CITyIIaTelNeH;
[TpexycMoTpuTe BKIIIOYEHHUE CITyIIATENel B 00CYKIEHHE TEMBI-TIPOOJIEMBI;

NANENENIN

ayIUTOPUEH, BBIPA3UTEIBHOCTD, KECTUKYIISALUS, TEIOABUKEHNS;

v' TlpemycMOTpUTE WILTIOCTPAIMH (HO HE TIEperpy X aiiTe HMHU CIaii/ipl), KJIIOYEBbIe CI0BA,
v' OO6s3aTebHO  MPEAYCMOTPUTE  PENETHUINIO  BBICTYIUIEHHS B COIMPOBOXICHUH
IIPE3CHTALUCH.

TpeOoBaHMsl K NPe3eHTALMH:

7-12 cnaiinos B PowerPoint

[Inan npe3eHTanuu:

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

OcHoBHas 4acTh

3axnroueHue (BeIBOBI) (2 craiiia)

NN
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Crnukep mpe3eHTyeT CBOIO TEMY M OTBEYaeT Ha BONPOCH! YYACTHUKOB.

IIpumepHbIe KiIUIIE 1S 32AIUUTHI MPe3eHTAIUN:
Hauauno

Starting

Formal Meeting

Good morning/afternoon/evening ladies and

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

take a seat-

MPUCAKUBANTECH, PUIrPOSe —

Informal Meeting

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

nenb, get  started —  wauats, diScuss —

obcyxaath, feel free to ask — ceoboaHo cparmBaiite, fresh ideas — ceexue umen.

T'1aBHast yacTh

Introduction
Formal Meeting

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

'.I'.r.lis first slide shows our agenda for the day.

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

Since we have very limited time today,

please hold your questions until the end of the

presentation.

Informal Meeting

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

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

First I would like to talk about....

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

Lastly we are going to discuss...

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

be designed — 6bITh 3agymannbiM, Slide — ciaiin, agenda — mosectka aus, let me start —
N03BOJIbTE HauaTh, Say thanks — 6iaromaputs, Overview — o63op, present the data —
NpeCTaBIATh JaHHbIC, at last — nakonerr, conclusion — 3akrouenue, wrap things up —
3aBepinuM, hold the questions — nepxath (He 3a0bIBaTh) Bompockl, SO far — moka, interrupt -

IIpephIBaTh

Hexortopsie ¢hpasbl, TaHHBIE HIXKE, TOMOTYT HE pacTepAThCs U CPOKYCHPOBATH BHUMAHHE
ayJIMTOpUHU B HanOOJIee BaXKHBIX TOYKAX Mpe3eHTaruu. @pa3sl OAMHAKOBBI 17 JIFOOOTO THITA
Mpe3eHTanH — (HOPMATBHOTO W HEPOPMATILHOTO.

English

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

Russian

Tenepp B3rJIsHEM HA ...

Teneps MHE XOTEI0CH ObI 0OCYIUTH. ..
JlaBaiiTe Tenepb MOrOBOPUM O ...
Teneps naBanTe NepenieM K ...
[Tpogomxum c ...
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That will bring us to our next point... DT0 OTCHIIACT HAC K CAEAYIOIIEMY IYHKTY ...

Moving on to our next slide ... JIBuraemcs K HalleMy CiIeayomeMy claiiay
3akiiroueHue

English Russian

Let's sum it up. JagaiiTe cymmmupyem.

Let's wrap it up. 3aBepInum.

I would like to sum up the main points again... Ere pa3 xoTen ObI CyMMHPOBATh TJIAaBHOE. ..

So, in conclusion... Hrak, B 3aKJIFOUYEHHE. ..

Finally let me just sum up today’s main Haxkomern, moaseneM UTOT CETOTHIIIHIM

topics... [JIABHBIM MOMEHTAM. ..

OTBeThI HA BONPOCHI

English Russian
51 nymaro, st oTBeTHII YK€ Ha Bam Bonpoc
I think 1 answered your question earlier. paHee.
I'm glad you asked that. Pan, uto Bel cipocuiu 06 3TOM.
Well, as | already said... WTak, KaK s y>Ke ¥ TOBOPHIL. ..
That's a very good question (of you to ask). Ouenb xoporuii Bompoc (KOTopblit Bel
So you are asking about... 3aj1aiIn).
If I’ve understood you correctly you are asking HWrak, Bel cnipammBaete o ...
about... Ecnu s npaBuibHO noHsn Bac, Bel

CIPAILIMBAETE O ...

Ouenka npe3eHTANNIA:

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

2. OueHKa Npe3eHTalnd CKIaJbIBAETCS M3 TOJOCOBAHUS YYAaCTHUKOB M HPOQECCHOHATBHOIO
MHEHHS NIpenogaBarTeinci

MeTtoauyeckue peKOMeHAAIMH 110 padoTe ¢ KelcaMu

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

VYyacTHHUKaM npeziaraeTcs cTaTh MPeJCTaBUTENIMU KOMIAHUH, TPOOIEMbI KOTOPOH OHU TOJIBKO
YTO JETaJIbHO W3YYMJIM, M BBICKA3aTh CBOIO TOYKY 3pEHHUS CHayana B (QopMe Mpe3eHTAINH
(MOHOJIOTHYECKAs PeYb), a 3aTEM NMPUHATH YYaCTHE B TUCKYCCUH/TIEPEroBOpax (quaoruyeckas u
HOJHIIOTHYECKast (OpMBI OOILEHUs), B XOJ€ KOTOPOW JOJDKHO OBITh HAilIEHO ONTHMAalIbHOE
pelieHue.

Cxema pafoThI ¢ «Case study»
Jran 1. Opranu3anuoHHas CTAAUSA PA00THI HAJI KeCOM

| 3HAKOMCTBO C COJEPIKAHMEM JICTOBOI CHTYALHH |
v

| [TpeaBapuTennbHOE 0OCYKIECHUE ACIIOBON CUTYAITH \
e ~
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BrIcTynieHUsl y4aCTHUKOB CUTYaLMU ‘ [TogBeneHue UTOroB IPENoIaBaTesIeM

v
| dopMHUpOBaHUE MAIBIX NOArPYHH U3 3-5 4eloBEK ‘
v

| Bri6op nuaepa B moarpynmax ‘
\4

| Br100op nuHNYM OBEACHUS KKI0M MOATPYIIION \
v
| KommenTapun npernogaBaTenst 00 o0beMe MpeAcTosmed padoThl \
Jrtan 2. Pabouas cragus padoThl HaA KelicoM

‘ JeranbHoe U3ydYEeHHE 1eJI0BOU CUTYAllMH YYaCTHUKAMHU JIE€JI0BOU CUTyalluU |
v

AHau3 eT0BOM CUTYAIMH B KaXKJA0W MOATrpyme
Pa3paboTka niaHa mpe3eHTaIluy aHan3a

e T~
| Jluckyccus B MaJIbIX IPpynmax ‘ ‘ [IpuHATHE penieHUI
CpaBHenue pesyiabraroB pabotel ¢ | Koopaunarus NEeSATEIbHOCTH
JPYTHMH IOATPYyIIIaMHU IpenogaBaTesieM
v

| BricTynienust muiepoB noaArpyi \
Jran 3. 3aBepiaomas cragus padoTbl HAX KelcoM

\ [IpuHsTHE OKOHYATEIBHOTO, Hanboee 3HPEKTUBHOTO pelIeHUs \
v

| [TogseneHne NTOroB paboOThI HA/T IETOBON CUTYaIuEH \

o T~

| KoMMeHTapuu y4acTHUKOB CUTYalluu | | KomMMmenTapuu npenojaBarens

v

| OreHka mpernoiaBaTesieM paboThl KaKI0UW NOATPYIIIBI ‘

IIpumepHbIe sI3bIKOBBIE KJIUIIE 1JIS NPe3eHTalnu Keiica
1. Introduction. Background information.
Let me present (to you) a case which is devoted to the problem/question of... (which deals
with/concentrates on). To start with, I’ll give you some background information.
The company .... operates in the ... industry, it produces/offers/provides..... on/in the .... market.
The company is based in...., it was founded in... by....
The company has a competitive edge over the rest of the industry/ its competitive
advantages/unique selling propositions are...
2. Problem.
The problem the company faces is the following/as follows:...
The possible reasons for such a failure might be...
So the purpose of my presentation is to find ways ... (to overcome these obstacles/to eliminate this
risk/to increase the company’s sales) or
My task is to analyze the current situation and suggest a solution to the problem/possible ways
out/measures to improve the situation.
3. Solution.
The case offers /mentions a few options/there are a number of options in the case...
Let me enlist/name the options mentioned in the case...
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Let’s dwell on their advantages and disadvantages/benefits and drawbacks/pros and cons/strengths
and weaknesses

In my opinion/to my mind/from my point of view/ as far as | am concerned

If the company implements the first idea, it will only benefit from employing this strategy
because...

It’s worth doing... for a number of reasons. On the one hand... on the other hand...

The most sensible/ profitable/shrewdest thing to do is...

It makes no sense to ..../ it doesn’t make much sense to...

The risks of this strategy are quite obvious. It might lead to/result in... or the company might end
up doing...

4. Conclusion.

As you see the advantages of this option outweigh its disadvantages. If the company follows the
above-mentioned plan it will hopefully regain its position on the market.

That seems to be all | wanted to say, now I’m ready to answer your questions.

MeTozmqecmle PEKOMEHIAIIUU IO COCTABJICHUIO PE3IOME

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

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

2. Define your career objective.

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

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

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

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

7. 1f you have no work experience, it will be a good idea to highlight your personal skills and
qualities that are relevant to the position you are applying for (creative, sociable, resourceful, able
to work under pressure of deadlines, reliable, a good team player, a quick learner, results oriented,
excellent communication, organizational and time management skills).

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

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

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

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

Ilnan npakTHYeCKUX 3aHATHI
1. Ilucomennasn peus.
OCHOBBI [1€7I0BOM MEPENUCKHU: KIUIIE, NIalnka NUCbMa, OCHOBHBIE COKpaiieHus. [Iucemo-
comnpoBokaenue. [Iucemo-noareepxaenue. [lucemo-3anpoc. IlnceMo-mpocsoa. Pestome.
2. Ayouposanue.
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Bocnpusitue peun (paznuueHue 3BYKOB, HMHTOHALMOHHBIX M PUTMHUYECKHUX MOJENEH,
nay3aluH); pacro3HaBaHUE CIIOB (BOCIPHATHE 3BYKOBOTO 00Opa3a CJIOBa, COOTHECEHHUE 3TOTrO
oOpaza ¢ BOKaOyJsipOM, BOCCTAaHOBJIEHHE JIEKCUKO-TpPaMMaTH4YeCKOH M CEeMaHTHYeCKOU
UH(OPMALIKH O CIIOBE Ha OCHOBE BOCHPHUSATHS €0 3BYKOBOW 000JI04KH); 00paboTKa MpeasioKeHHNA
(mapuemnsnus, OHpeNeNeHUe CTPYKTYpPhl TNPEUIOKEHHsSI, BBISIBICHHE €ro KOMIIOHEHTOB);
NOCTpOeHHE OyKBAJIBHOTO CMBbICTIA MPEUIOKEHUsT (BBIOOp pENEBAaHTHOTO 3HAYEHUS IS
MHOTO3HAYHBIX CJIOB); COXpaHeHHE WH(OpMalUKd B KPATKOCPOUHOH MaMATH; paclo3HaBaHUE
KOI€3UBHBIX CPEJICTB B PEUU; MHTEPIPETALINS UMIUTMIIUTHOTO COACP>KAaHUS U UHTEHIIUU PEYEBOTO
aKTa; MPOrHO3MPOBAHUE;0PUEHTALINS B CUTyallud, GOPMYJIMPOBKA OTBETA.

3. Jlexcuka.

Jlexcuueckuii 3amac aHTIMHCKUX (PPa3e0IOTHIECKUX U HIIMOMATUYECKHX 000pOTOB, YCBOCHHE
Hanbonee yHOTPeOMTENbHBIX CHHOHMMOB, aHTOHMMOB ¥ OMOHHMOB AaHTJIMHCKOTO $I3bIKAa TIO
CIIETYIOIIMM TeMaM:

Making things

Company structures
Management
Recruitment and selection
Cultural awareness in business
Financial statements
International trade
Marketing

Advertising

Ethics in business
Managing change

e Branding

4. I'pammamuka
Mopdoaorus

Inaroa. [leiictButenbHblli ¥ cTpagarenbHbiii 3amorm  (Active and Passive Voices).
OcobeHHOCTH TIepeBOIa CTPAAATESIIbHBIX KOHCTPYKIIMI Ha PYCCKUH S3bIK. MOTalIbHBIE T1ar0JIbl U
ux dKBUBaJIeHTHI. [ arossr t0 be u to have, ynorpedmnstomiuecss B caMOCTOATEILHOM, MOJAJIbHOM
(SKBUBAJIEHTHO  MOJAIbHBIM  TJIarojaM, BBIPAKAIOUIUM  BO3MOXKHOCTb,  BEpPOSTHOCTH,
JIOJKEHCTBOBAHHME) M BCIIOMOTaTelIbHOM 3HaueHUsiX. OCHOBHBIE CBEJICHHSI O COCJIaraTeJIbHOM
HAKJIOHCHHUU.

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

CuHTakcuc

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

CJ10KHOCOYHHEHHOE " CJI0KHOMONYMHEHHO0E NpeaJIoKeHHs. He3aBucumelii
(camMOCTOSATENbHBIHN) MPUYACTHBIN 000poT. MHPUHUTHB B PyHKIIUH OINpesesieHUs] U IEPEeBOJI €ro
HAa PYCCKHM $3BIK ONPEAETUTENIbHBIM  MPHUAATOUYHBIM MpeanokeHueM. OObeKTUBHBIN
uHpuauTHBHBINA 000poT (the Objective Infinitive Construction/Complex Object); cyOobexTuBHbIi
uHbuHITHBHBIN 000poT (the Subjective Infinitive Construction/Complex Subject).

5. Kommynukamuenasa npakmuka.

PeyeBble akThl M CHUTYallMOHHO ONpaBJaHHOE peueBoe MoBeAeHHe: KoMMyHHKaTHUBHBIE
NEHCTBUS, HAMpaBJICHHBIE HA Y4eT MO3UIMH coOeceqHHKa MO0 MapTHEpa MO AESTeTbHOCTU
(MHTEJUIEKTyalbHBI AacleKT KOMMYHHKAIuM). PedeBble NEHCTBUS, CIyXKallhMe CpPeICTBOM
KOMMYHHKAIMM (Tiepenaud WHGOPMAIUU JIPYTHM JIFOASIM), CIIOCOOCTBYIOT OCO3HAHHIO U
YCBOGHHIO OTOOpakaeMoro cojaepkanus. KoMMyHUKaTHBHbBIE AEWCTBUSA, HaIlpaBJICHHbIE Ha
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KOOTIEpaIrio, T.€. COTJAaCOBaHWE YCHJIUW MO JOCTHXKCHHIO OOIIEH IeNu, OpraHu3alud u
OCYILECTBJICHUIO COBMECTHOM 1€ATEIbHOCTH

11. Onucanue MaTepuaIbHO-TEXHNYECKOI 0a3bl, HEOOXOAMMOM IJISl OCYIIEeCTBJICHHS

00pa3oBaTeIbLHOIO NMPoIecca MO JUCUUILTHHE (MOTYJII0)

Jlnst  ocyIlmecTBIIieHUsT 00pa30BaTENBFHOTO IpoIecca IO JUCIHILIMHE HCIOIb3YIOTCS
yqe6HHe AyaAUuTOPUHN AJId NPOBCACHUSA 3aHSATUN JICKIIMOHHOI'O THUIIA, 3QHSTUN CCMHUHAPCKOI'0 THUIIA,
TPYNIIOBBIX ¥ WHIUBUAYATBHBIX KOHCYJBTAIlMH, TEKYIIEr0 KOHTPOJI W TMPOMEKYTOYHOM
aTTeCcTalliy, a TAaK)Ke MMOMEIIEHUS JUISI CAMOCTOATEILHOM paOOThI ¥ TIOMEIICHHUS JJIsi XpaHEHUS U
MPOPUITAKTHIECKOTO 00CITYKHMBaHUS YIEOHOTO0 000PYyT0BaHHS.

[lepeuens MaTepuanbHO-TEXHUYECKOTO 0OecTeyeHUs] yueOHbIX ay IUTOPUIL:

Creunanu3upoBaHHas MeOemb s IpernoAaBaress 1 00y4Yaronxcs;

HoytOyx ¢ BbIXomoM B cerb «MHTEpHET», IOCTymOM B 3JIEKTPOHHYIO
nH(popMannoHHO-00pa3oBaTenbHy0 cpeny MHcTuTyTa;

JleMoHCTpaniMOHHOE 000PYI0BAaHUE - MYJIBTUMEIUUHBIN TTPOCKTOP, IKPaH;
YueOHO-HarSITHBIC TOCOOHS, 00€CTIEUNBAIOIINE TEMATHUECKUE WILTIOCTPAIIUU 110
JYCIUILINHE;

Jlocka yueOHasl.

Jlis caMOCTOSATENbHOM paboOThl CTYJEHTOB HCHOJIB3YIOTCS IMOMEUICHHS, OCHAIIEHHBIC
KOMITbIOTEPHOM TEXHUKON C BO3MOKHOCTBIO OJKIIOUEHU K ceTu «HTepHeT» u o0ecrieueHrueM
JIOCTYTIA B 3JICKTPOHHYIO HH(OpMaIimoHHO-00pa3oBaTenbHyto cpeny MHcTuTyTa.

OO6cyxeHa 1 peKOMEHI0BaHa Ha 3acelaHuy KadeIpbl
TYMaHUTAapHBIX ¥ CONUATBHO-3KOHOMHYECKUX IUCIUITIHNH
ITpotokon Ne 4 ot 13 ¢epans 2020 r.

Astopsrl: E.C. JIobyteBa, M.B. ExxoBa
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