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1. NEPEYEHHb KOMIIETEHIIUHA U DTAIIbI X ®OPMUPOBAHUS B
MNPOLECCE OBYUYEHMS 11O JMCIHUIIVIMHE

OrneHouHble MaTepuainbl (cpeactBa) cHOpMUPOBAHBI B COOTBETCTBHU C TPEOOBAHUSIMU
(deneparbHOIO TOCYJapCTBEHHOIO O0pa30BaTEeIbHOIO CTAaHJAApTa BBICHIErO OOPa30BaHUS IO
HanpasieHuto noaroroBku 09.03.03 «[Ipuxnagnas wuHpoOpMmaTuka» (ypoBeHb OakalaBpuaTa),
YTBEP)KIEHHOTO TpHKa3oM MuHucTepcTBa o0pa3oBaHuss W Hayku Poccuiickoit ®enepauuu ot
19.09.2017 Ne 922 wm yuebnoro mmanHa HampasieHus moarotoBku 09.03.03 «IIpuxmannas
uHpopmarukay, npodpuns «lIpuxiagHas uHdopmaThka B LHU(POBOM 3KOHOMHKE» (TporpaMma
OakanaBpuaTta).

B npomecce oOyuenuss mo gucuuruinHe «lloAroToBka MO aHTIUICKOMY SI3BIKY» Y
00y4aromuxcsi MPOUCXOTUT (OpPMHpPOBAHHE 3AKPEIJICHHBIX 3a JUCHMIUIMHOW KOMIETEHIIMH.
Onenka chopMUPOBAaHHOCTH KOMIETEHIUI Ha Ka)/10M 3Tane 00y4eHus: IPOUCXOJUT Yepe3 OLICHKY

IUIAHUPYEMBIX PE3yJIbTaTOB 00yUEHHS [0 JUCUUIUIMHE (3HaHUH, YMEHUH, HABBIKOB).

Pe3ynbrathsl
OCBOEHHUS Otansl GOpMUPOBAHUS
.. | IImanupyemble pe3ynbTaThl 00yUYEHHS 110 OrueHOUHBIE
00pa3oBaTebHOMN KOMITETEHIINNA
JICUIUTUTIHE cpencTsa
MPOrpaMMBbI (cemecTpbl, TEMBI)
(KOMITETEHIIHH )
YK—+4 3HaTh:
Cnocoben -pa3Iu4HbIE TEXHUKU U CTpaTeruu
OCYIICCTBIIATD YTCHMS U YCTHOI'O IIEPEBOA,
ACIIOBYIO -JIEKCUKO-TPAMMATHYECKHH MATePHAll | Cemectp 6
KOMMYHHMKAIMIO | B paMKax OOIIETo u JIEJIOBOTO
B YCTHOH U AHITIMHACKOTO A3bIKa Ha 6ase Pasnen 1.Rendering
NUCbMEHHOU QyTCHTHYHOTO TCKCTA, (texts on IT)
popmax Ha -KyJIbTYpPY, CTUJb )KU3HU U Yerubiit onpoc
TFOCYyIapCTBEHHO | HAMOHAJIBHBIM MEHTAJIUTET CTPaH Tema 1.1. Techniques 1o
M SI3bIKE U3y4aeMOro S3bIKA; and strategies of IPOMJIEHHOMY
Poccuiickoit - 0COOEHHOCTH TOJIEPAHTHOTO Rendering Marepuaiy
@eniepanv 1 | B3aUMOICHCTBHS M KOMMYHHKAIMH C
WHOCTPAaHHOM | mpesicTaBUTeNsIMU GusHec coobutects. | 1eMa 1.2. Techniques | B 6 cemectpe 1o

(bIX) s13BIKE (aX)

and strategies of
Interpreting and

temam 1.1.,1.2.

VK-4.2. YMeTh: Translating
OcymecTisier | -MCIOJb30BaTh TEXHUKH U CTPATETHH lncemennbie
JIETIOBYIO YTEHHUSI U YCTHOT'O NIEPEBO/Ia HA padoThI
KOMMYHHKAIL[HIO | OCHOBE JIEKCUKO-TPAMMaTHIECKOTO
B YCTHOI MaTepuasa B paMKax o0IIero u
MUCbMEHHOU JIEJIOBOTO aHITIMMCKOTO SA3BIKA;
dopMax Ha - IPUMEHATH TEXHUKH CKOPOCTHOI'O
MHOCTPAaHHOM | YTEHHsA NPOPECCHOHATILHO-
(bIX) OPHUEHTUPOBAHHBIX TEKCTOB;

sI3BIKE (aX)

- MPUMEHSTh TEXHUKH 0000IIECHUS




aHIJIOSA3bIYHON PO EeCCHOHATIBHON
nHpopmanuu;

-HMCII0JIb30BaTh TEXHUKH Iepeaadn
AHTJIOSA3BIYHON MPOeCCHOHATBHOM
uHpOpMaLIUH.

Baanern:

- HaBbIKaMU «OBICTPOro» U
«TOUCKOBOT0» YTCHUS
npodeCcCHOHATLHO-OPHEHTUPOBAHHBIX
ayTEHTUYHBIX TEKCTOB Ha aHIJIMHCKOM
A3BIKE;

-HaBBIKAMH YCTHOTO U TUCHbMEHHOTO
nepeBojia B paMKax oO0IIero u
JIEJIOBOTO aHTJIMMCKOTO SA3BIKA;

- HaBBIKAMU KPUTUYECKOTO MBIIIIJICHUS
Y aHaJln3a KOHKPETHOW CUTyalluu
(CaseStudyMethod);

- HaBbIKaMU 00OCHOBAHUS MPUHSITOTO
peLICHHS] U aHaJIM3a €r0 OCIEICTBHA.

2. OLHEHOYHBIE MATEPHAJIBI (CPEACTBA) JJIAA TEKYIIETI'O KOHTPOJIA U
OLEHKHA 3HAHMM, YMEHMM, HABBIKOB, OBECIIEYUBAIOLIUX
®OPMHUPOBAHUS KOMIETEHIU B MTPOIIECCEOBYYEHMUS IO JUCIUIIJINHE

OneHoyHble MaTepUalbl JJI1 TEKYIIEro KOHTPOJS MO AUCIMIUIMHE: B TEUEHUE CEeMecTpa
OCYILECTBIISICTCA MOYPOUYHBIM KOHTPOJIb YCTHBIX OTBETOB (JIMAJOTOB U MOHOJIOIOB), ayJAUPOBAHMS,
YTCHWsST W MUChMEHHBIX paboT. OreHKa BBICTaBISICTCS 3a pabOTy HA KaXAOM 3aHATHH,
YUYHUTBIBAIOTCS BCE BHJBI PEUYCBOM ACATEIHHOCTH (ayaupOBaHHE, TOBOPEHUE, YTEHUE, IMHCHMO).
YmMmenue kpatko (B Tedenue He 6osee 30 cex.) yCTHO OTBETHTh Ha Mpe/ICTaBICHHbIE HIXKE BOIIPOCHI,
MPUMEHSSI YMEHHUS U HAaBBIKU M3JI0KEHHS] OCHOBHOTO COJAEPKAHHS COCTABIEHHOTO 00yYarOIIUMUCS

TEKCTa B MUChbMEHHOM Q)opMe. OI_[eHKa BBICTABJIACTCA COOTBCTCTBCHHO KPUTCPHUAM OLICHUBAHU.

Yemuovie onpocol

Cnucok 80npocog 07151 npogederUst yCMHbIX Onpocos 8 6 cemecmpe:

Pasnen 1. Rendering (texts on IT)

Tema 1.1. Techniques and strategies of Rendering

Whatisrendering?
What are strategies of successful rendering?

Why is this technology needed for an IT-specialist?

Sl e

What are main rules of rendering?




15.

What are common mistakes when doing rendering?

What professional spheres is rendering used in?

Rendering, interpreting and translating. What is the difference?
Give several definitions to the term “rendering”.

Rendering is significant for making research, isn’t it?

What are rendering techniques in economics?

What are rendering techniques in management?

What are rendering techniques in design?

What are rendering techniques in PR?

What are rendering techniques in IT?

What are rendering techniques in marketing?

Tema 1.2. Techniques and strategies of Interpreting and Translating

16.
17.
18.
19.
20.
21.
22.
23.
24.
25.
26.
27.
28.
29.
30.

What are the origins of competitive advantage: innovation, evolution, and environment?
What is a relationship between market share and profitability?

What is the difference between economies of scale and learning economies?
Howarehypermarketscharacterized?

What are the potential diseconomies of scale?

Whatisfrontieranalysis?

What are costs of using the market?

What are situations when firms are likely to benefit from vertical integration?
What are motives for acquisition?

What are peculiarities of complete and incomplete contracting?

What is the role of contract law?

What transactions can be done with relationship-specific assets?

How can rivalry be characterized in IT sphere?

What is the holdup problem?

What are boundaries of IT sphere?

Kputepun oneHkn ypoBHsi ¢(popMHUPOBAHHOCTH A3bIKOBHIX HABBIKOB U pe4eBbIX YMEHUI NpH

IPOBECICHUMN YCTHBIX OIIPOCOB

Buja nesiteJJbHOCTH Onenka Kpurepuu ouenku
1. AynupoBaHue OTnuyHO 80-100 % mpaBHJIbHBIX OTBETOB. AjieKBaTHAas ObICTpasi peaKIust
Xoporto 70-79 % npaBUNBHBIXOTBETOB

YnonerBoputenbHO | 50-69 % npaBUIBHBIXOTBETOB

HeynosnerBoputensno | Menee 50% npaBuIbHBIXOTBETOB

2. T'oBopeHnue OTnu4HO KomMmyHuKaTHBHas 3afada yCHEUmIHO pemreHa. Peus cBobOojHas,
Oernasi, MIPEUIOKEHUS CJIOKHBIE, HIOJIHEIE, CBSI3HBIE,
nocnenoBaresibHbple.  OObeM  BbICKa3blBaHMsi: MoHosmor — 20-30




npeiokeHni; auanor —15-20 B muHyTy. Mcmonbdyercs mmpoxuii
JIUaNa30H SI3BIKOBBIX CPEJACTB U CIJIOXKHAsl CTPYKTypa HpPesIOKCHUH.
JHomyckaercs or 1 g0 3 rpaMMaTU4ecKHuX, JEKCHUYECKHX,
(hOHETHYECKHMX OIIMOOK, HE NPENITCTBYIONMX KOMMYHHUKAIIHH.

Xoporo

CBsi3Hast pe4b CPEJHErO TeMITa, 00BEM BBICKA3bIBAHHS: MOHOJIOTL - 14-
19 npennosxxenuit; auanor — 10-14. KoMMmyHuKkaTUBHAs 3a7a4a B LIETIOM
pelIeHa ¢ HEKOTOPBIMH OTOBOpKaMH. JIMamma3oH SI3BIKOBBIX CPEICTB
HAaXOJWUTCI B OCHOBHOM B COOTBETCTBHH C IIPOrpaMMOi Kypca.
Homyckaercs or 4 1o 6 TpaMMaTHYeCKHX, JIEKCHYECKHX,
(hoHETHYECKHMX OMIMOOK, HE MPEMIATCTBYIOIIMX KOMMYHHKAIIUH.

Y 10BIETBOPUTEIHHO

MenneHHBId TeMII pedd, OOJBIIOE KONWYECTBO TMay3, IPOCTas
cTpyKTypa npemioxernii. O6beM BHICKa3bIBAHUS: MOHOJIOT — 10-
13 npennoxenwnii, guanor — 7-9 npemioxenuit. Jlomyckaercs ot 4 10
8 JICKCUYECCKHUX, TPaMMaTUYCCKUX, (I)OHGTI/I‘IQCKI/IX U KOMMYHUKAaTHBHO-
3HAYMMBIX OIIHOOK.

HeynosnerBopurenbsHo

KomMyHuKaTHBHas 3a/1a4a HE pelieHa, TeMI PeYHd OY€Hb MeJICHHBIMH.
Hcnonb3ytorcst oOpbIBOUHBIE, HECBS3HBIE Npe/IoKeHus. Boxalyssp
NPUMHUTUBHBIA. OOBEMBBICKAa3bIBaHHS: MOHOIIOT — MEHee 10
[IPEAJIOKEHUH; AUAJIOr - MeHee 6 MPeTIOKEHHH.

3. Urenue

OTaN4YHO

[omaoe m TouHoe (90%-100%) mMOHMMaHWE CONCPXKAHUS TEKCTA,
YMEHHE TepenaTh  CONEpXKaHWE CKaTo ©  Pa3BepHYTO  C
HCIIOJIb30BAHUEM AaKTUBHOW JiekcukHu. Jlomyckaercs or 1 nmo 3
HETpyOBIX IPAMMATHICCKUX W JICKCHUSCKHUX OITHOOK.

Xoporio

[lonnmanme conmepkanms Tekcta B 1menoMm (70%-89%), ymenue
nepenaTh COJAEpKAaHUE CKATO W PAa3BEPHYTO C HCIOIb30BaHHEM
akTHUBHOW Jsiekcuku. Jlomyckaercsor 4 10 6 rpaMMaTHYECKHUX,
JICKCHYCCKUX U (POHETHYCCKUXOIIHOOK.

VY 10BIIETBOPUTENBHO

Henomaoe wu  Hetounoe (50%-69%) moHMMaHME COACPKAHUS
MPEUIOKECHHOTO  TEKCTa, 3aTpPyIAHCHUs TpU Iepefade ero Ha
WHOCTPAaHHOM SI3bIKE, HE UCIIOJIb30BAaHHE HOBBIX JICKCHUYCCKHUX CIMHUIIL.
Honyckaercs or 6 g0 10 rpaMMaTHYeCKHX, JIEKCHUECKUX U
(hOHETHUCCKUX OMIMOOK, YaCTh M3 KOTOPBIX SBISICTCS TPYOBIMU.

HeynosnerBopurensHo

[MomHOE HEMOHUMAaHWE CONEPKAHUS WM HETOYHOE MOHMMaHKe (MEHEe
50%) TpeATIOKEHHOTO TEKCTa, HEyMEHHWEe Tepefarh ero Ha
HWHOCTpaHHOM si3bike. Bomee 10 rpaMMaTH4ecKuX, JEKCHYECKUX U
(hOHETHYECKMXOIIHOOK.

Iucomennvie pabomot

Cnucox mem 011 Hanucanus nucem (0QPUYUATLHOU 0el080U KOppeCnoHOeHyuu) 8 6 cemecmpe:

1. Write a resume (Curriculum Vitae).

® N kWD

Write an application letter.

Write a letter of complaint.

Write a letter of apology.

Write a letter of invitation.

Write a letter of commercial offer.

Write a letter of congratulation.

Write a request letter/ an enquiry letter.

Kpurepun oueHuBaHusi MUCbMEHHBIX PadoT




Buj nesiTeJIbHOCTH

Onenka

Kpurtepun onenku

4. MucbMo
(opumnmansHas
JIeJIOBast
KOPPECITOHICHITHS )

OT1iM4HO

Pabora conmepkXuUT YEeTKyI0 M MPO3PavyHYyI0 CTPYKTYpPY: BBIJCIICHHBIC
BBEACHHE, OCHOBHYIO 4YacTh M 3aKmodeHue. Vcmombdyercs
pa3HOOOpa3HbIM AaKTUBHBIM BOKAOyJsp, JIEKCHUECKHE EAMHHIIBL,
CBSI3BIBAIOIIUE CMBICTIOBBIE YACTH, UMEETCSl YETKOE NPEICTaBICHUE O
TeXHHKE THCbMa M  CHOCO0ax  PpacKphITHS TEMBL.  XOpPOIIO
MPOCMAaTpPUBaeTCs CMBICH  HamucaHHoro. OpraHuzainus  padoThI
COOTBETCTBYET 3aJaHMI0 M  O0ECHeYMBaeT YUTATENI0 YETKOe
nonuMaHue Ttembl. Jlomyckatotcss 1-3 HerpyOble rpaMMaTH4ecKue,
Jekcnyeckue M opdorpaduyeckne OMMOKHM, HE HapylIarolue
IOHUMAaHHE.

Xopomo

Pabora nmeer 4yeTkyro CTpyKTypy. BokaOymsp amexBareH, He Bcerna
NPOCMAaTPUBACTCSl YMEHUE CBS3BIBATH MEPEXOA OT OJHOM MBICIH K
npyroii. CopnepkaHue pabOTBl BBICTPOCHO JIOTHYECKH, HO TEMbI
OIpe/ICNICHHBIX YacTeil MONHOCThIO HE pacKphIThL. Jlomyckaercs ot 4
10 6 TpaMMaTHYIECKHX, JIEKCHIECKUX B opdorpaguaecKkix omudoK, He
HapyIIAONX TIOHUMaHHeE.

Y 10BNETBOPUTEIHHO

JemoncTpupyercss ciaboe packpbITHE TeMBI, paboTa OpraHM30BaHA
CJIMIIIKOM TIPOCTO, CMBICII MECTaMH HesceH. VICIoiab3yeTcsl CAMIIKOM
mpocToii  BokaOymsap. HacuuthiBaeTcs 7-10 rpaMMaTHYECKHX,
JICKCHYECKUX W opdorpaduueckux OIMHOOK, HE HaPYIIAKIINX
MTOHUMAaHHE.

HeynosnerBopurensHo

Pabota He cTpyKTypHpOBaHa W HE OPraHU30BaHA JOJDKHBIM 00pa3oMm.
CMBICT MecTaMH He sCeH. BOKaOySIpIpUMHUTHBEH, HCIIOJIB3YIOTCS
OTJICNIbHBIC HM30JMPOBAHHBIC CJIOBA, HE CBS3aHHBIC OOPHIBOYHEIC
npemioxkeHus. Jomymeno6onee 10 rpaMMaTidecKux, JIEKCHICCKUX H
ophorpadrueCKUXOINOOK.

3. O EHOYHBIE

MATEPHAJIbBI (CPEACTBA) JJIA INPOBEJEHUSA

IMPOMEKXYTOYHOM ATTECTAIIMHA MO JUCIHUATIJINHE

s olleHKU pe3yibTaToB OOYy4EHHs IO JUCUUIUIMHE y4€OHBIM IUIAaHOM B IIECTOM CEMECTpe

MPEyCMOTPEH 3aUeT C OLEHKOM, MPOBOAUMBIN B (hOpMe MUCHMEHHOTO U YCTHOTO OIpoca.

OLIEHKA 3HAHMI1 OBYYAIOIIUXCS HA 3AUYETE C OLIEHKOM (6 cemectp)

VK-4.2. — oOyuaromuiicss OCYLIECTBISIET JAEIOBYI0 KOMMYHHKAIMIO B YCTHOM M

MMCbMEHHOU (DopMax Ha MHOCTPaHHOM (BIX) sI3BIKE (aX):

hd 06yqa}0m1/11710}1 3HACT PAa3JIMYHBIC TCXHUKH H CTPATCTMHU YTCHHA W YCTHOT'O IICPEBOIA,

JICKCUKO-TPAMMATHYECKUN MaTepuasl B paMKax OOIIEro W JEeNOBOTO aHTIMHCKOTO si3blka Ha 0ase
AyTeHTUYHOTO TEKCTa; KYJbTYpPYy, CTHIb KU3HU W HAIMOHAIBHBIA MCHTATUTET CTPAH U3y4aeMOTO
S3bIKa; OCOOCHHOCTH TOJICPAHTHOTO B3aMMOJICHCTBUS M KOMMYHHKAIIUH C IPEICTAaBUTCIISIMH
Ou3HEC COOOIIECTB.

OneHka JOCTMDKEHHsT  OOydalolmUMCsl  3aIUIAHUPOBAHHOTO  pe3yibTara  OOydeHus
OCYIICCTBIISIETCS IO pe3yJibTaTaM HCIOJIb30BaHUS aJIEKBATHOTO JICKCHKO-TPAaMMaTHUECKOTO
MaTeprajga B paMKax oOOIEro | JeJIOBOTO AHMVIMMCKOTO S3bIKA; JICMOHCTPAIMHA 3HAHUS
HAIIMOHAJILHOTO MEHTAJIUTETa CTPAaH U3y4yaeMOro s3bIKa U 0COOCHHOCTEH JIeI0BOM KOMMYHUKAIINY;

JEMOHCTpPALMHU [IOJIHOTO, Pa3BEPHYTOI0 OTBETA Ha BOIIPOC.



IIpuMepHBIH CHUCOK BONPOCOB JJIs NMOATOTOBKH K 32a4€Ty € OLEHKOH B IIECTOM

cemecTpe:

1. What is the future of global business?

2 What is the future of business in Russia?

3. Dwell on personal skills required in management. Which of them do you possess?

4 Dwell on the three different management styles (autocratic, democratic, laissez-fair). Which
of them appeals to you more? Give your reasons.

5. What are main peculiarities of Globalization in Management?

6. What are main peculiarities of Globalization in Marketing?

7. What are pros and cons of the process of Globalization?

8. What are main laws of Globalization?

9. What are for and anti- Globalization movements?

10.  Dwell on the usefulness of the process of globalization for government, companies and
common people

11.  What is the difference between Global and Local Management?

12.  How is the process of Globalization connected with companies’ development?

13.  Give a characteristic of a global trade.

14.  How does Globalization affect cultures?

15.  What is Success in terms of Management?

16.  What kind of failures can a company face? Howtoavoidthem?

17.  Dwell on any international Company; its SWOT-analysis.

18.  Dwell on any local Company; its SWOT-analysis.

19.  Dwell on domestic producers versus multinational corporations.

20.  Dwell on the main objectives of performance appraisal.

21. Do you think that the company's code of ethics should be expressed in the mission statement
and be publicly known? Why? Whynot?

22.  Dwell on the basic responsibilities of a manager. Spell out functions of top and middle
management.

23.  What promotional activities do you know?

24.  Job satisfaction. For whom is it acceptable, from your point of view?

25.  Theories of motivation: Herzberg's theory and Maslow's theory. Which of the two appeals to
you? Why?

26.  Incentive schemes or cash: dwell on the advantages and disadvantages of both ways of
motivating the staff.

27.  Information is the most basic and valuable commodity of the 21st century. Isit?



28.
29.
30.
31.
32.
33.

34.
35.
36.
37.
38.
39.
40.
41.
42.
43.
44.
45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
38.
59.
60.

Which ways of building customer loyalty do you know?

What makes you be loyal to a certain company or product?

Dwell on existing types of company’s structures.

What is ‘old-style quality’ and ‘new-style quality’? Which idea do you support?

What are the essentials of a successful presentation?

Dwell on the production philosophies you know. What do you think is better: traditional

quality control or TQM?

What are management concepts for strategy?

How can you characterize the evolution of the modern firm?

What is a sustaining competitive advantage?

What are the origins of competitive advantage?
Whatismanagementdiversification?

What is the main purpose of the merger?

What are main problems that businesses face when going through change?
What are recent changes happened in your town, company or country?

What are global market predictions?

Speak about strategic position and dynamics.

What is diversification? What are its opportunities and threats?

Dwell on the evolution of modern management and economics.

What are incentives of a modern manager?

What are the origins of competitive advantage: innovation, evolution, and environment?
What types of company structure do you know? What is the most efficient? Why?
What are good and bad qualities of an organization?

What are significant components of success?

What company would you like to work for? Why?

What would you prefer: to work for a global or for a local organization? Why?
Which types of businesses are making profits or losses nowadays?

Can you think of any businesses which have gone bankrupt recently?

What financial instruments are essential for any business?

How can entrepreneurs persuade wealthy people to invest in their project?
Who are tycoons? How do they differ from entrepreneurs?

What factors are important for getting a job?

What are the laws of employment?

Can you remember about the best and the worst interview you’ve had?



OLIEHKA YMEHUI 1 HABBIKOB OBYUAIOIUXCS HA 3AUETE C OLIEHKOU

(6 cemectp)

VK-4.2. — olyuarouuiicsi OCymecTBIsIeT JEJI0BYI0 KOMMYHUKAIIMIO B YCTHOW M NMHCbMEHHOMN

dbopmax Ha HHOCTPAHHOM (BIX) S3BIKE (aX):

00y4aroIuicss yMeeT HCIOIb30BaTh TEXHUKU M CTPATETHH YTEHHs U YCTHOTO MepeBojia Ha
OCHOBE JIEKCHUKO-TPAMMAaTHYECKOT0 MaTepHala B paMKax OOIIEero M JeI0OBOTO aHTJIMHCKOTO
S3bIKA; TIPUMEHATh TEXHHKH CKOPOCTHOTO YTEHHUS MPO(heCcCHOHATLHO-OPHEHTHPOBAHHBIX
TEKCTOB; INPHUMEHATh TEXHUKH  OOOOIIEHHS]  aHIMIOS3BIYHOH  TpOQecCHOHATHHON
nH(pOpMAaIlMY; UCHONIB30BaTh TEXHUKHU TMEpeladdl aHIMJIOS3BIYHON MpodeCcCHOHATBHON
uHpOpMaLUu.

oOyJaromuiicsi  BiageeT  HaBBIKAMH  «OBICTPOTO» W IIOMCKOBOTO»  UYTCHHS
npoeCCHOHATLHO-OPHUECHTUPOBAHHBIX AYTCHTUYHBIX TEKCTOB Ha aHIJIMICKOM  SI3BIKE;-
HABBIKAMHU YCTHOTO M MHCBMEHHOTO MEepPeBO/ia B paMKax OO0IIero M AEeNOBOTO aHTJIMICKOTO
S3bIKQ;- HABBIKAMHM KPUTHYECKOTO MBINUICHUS W aHAIM3a KOHKPETHOW CHUTYyalluH
(CaseStudyMethod); HaBbikamMu O0OOCHOBaHMS TIPUHSATOTO pPEIIEHUS W aHAM3a €ro

OCJIENCTBUI.

OI_ICHKa JAOCTHIKCHHUA O6y’laIOIJ_[I/IMCSI 3allJIAaHUPOBAHHOT O PE3YyJIbTaTa 06yLIeHI/I${ OCYHICCTBIISACTCA

110 pe3yJjibTaTaM KauCCTBCHHOI'O BBIITOJIHCHUA SaI[aHI/Iﬁ B IIMCbMEHHOM (bopMe.

TunoBble 3aJaHus AJs1 MOJATOTOBKH K 3a4€eTy € OLIEHKOM:

1.

° ® N n bk WD

._
e

Find and study the information about skills required in management.

Find and study the information about different management styles.

Find and study the information about peculiarities of Globalization.

Find and study the information about peculiarities of international market development.
Find and study the information about global market predictions.

Find and study the information about good and bad qualities of an organization.

Find and study the information about theories of motivation.

Find and study the information about financial instruments.

Find and study the information about the laws of employment, etc.

Find and study the information about successful/un successful interview.

KpnTepml OICHUBAHHUA ITUCbMCHHBIX paﬁoT (OTBeTOB Ha BOIIPOCHI B INCbMEHHOM Bl/l)le)

coliepKaHue pPabOThI M MEIOCTHOCTh TEMbI (PAaCKPHITHE TEMBI, PEIICHHE ITOCTAaBICHHON
3a/1a4n);
CBS3HOCTh peud (YMEHHE T[O0Ka3aThb NPUYUHHO-CIECJICTBEHHBIC CBSI3H, JIOTUYHOCTH

MMOCTPOCHUA BI)ICKaSI)IBaHI/ISI);



o pa3HooOpasue 1 CII0)KHOCTh TPAMMATHYECKUX CTPYKTYP U JIEKCHUKH;

o CTHJIb (COOTBETCTBUE3AJAHMIO);

J 1esieBast ay JuTopus (yAajaoch JIM IIPOU3BECTH TOJIOKUTEIBHOE BIIEYATICHUE HAa YHTATENsN ),

° 00BeM;

. ¢dopmar (COOTBETCTBHE YCTaHOBJIEHHOMY 00pa3lly C COONIOJIEHHEM BCEX CTPYKTYPHBIX
qacTewn).

4. METOIUYECKHUE
OILIEHUBAHUA 3HAHHUIM, YMEHUM, HABBIKOB, XAPAKTEPU3YIOIINUX J3TAIIbBI
®OPMHUPOBAHUA KOMIIETEHITAM

MATEPHAUJIBI,

OIPEJIEJIATOIUE

MTPOLIETY PBI

[TPOLIEAYPA TTPOBEJEHU S ITPOMEXYTOUYHOM ATTECTALIUU

I[HSI OLCHKU PE3YJIbLTATOB 06yquH51 10 JUCHUIITMHEC y‘ICGHBIM IIJIaHOM B IIECTOM CEMECCTPC

IPEyCMOTPEH 3aUeT C OLEHKOM, MPOBOAUMBIN B (hOpME MUCbMEHHOIO U YCTHOTO OIpOCa.

KPUTEPUU OLIEHUBAHU S COOPMHUPOBAHHOCTH KOMIIETEHLIWIA

[Inanupyemblie
pe3yabTaThl
o0yueHus
(Tmokazarenu
JOCTHXXCHU S
3aJJaHHOTO YPOBHS
OCBOEHUS
KOMITETCHITHUHN)

Kputepuu onieHuBaHMS pe3yIbTATOB 00yUSHHUS

YK—4 - oOyvarommiics crmocoOeH OCYIIECTBIIATh JEIOBYI0 KOMMYHHKAIIMIO B YCTHOW H
NMCbMEHHOW (hOpMax Ha TOCYAapCTBEHHOM si3bike Poccuiickoit denepanuu ¥ HHOCTPAHHOM (BIX)

sI3bIKE (aX)

VK-4.2. oOy4aroniuiicsi OCyImecTBIsSICT ASJIOBYI0O KOMMYHHKAIIMIO B YCTHOW M TUCbMEHHOH (popmax
HA UHOCTPAHHOM (bIX) SI3BIKE (aX)

3HaTh! He 3naet Oparmenrapa | O6mue, Ho He | ChopmupoBan | ChopmupoBan
-pa3nuYHbIe TEXHUKH ble 3HaHUS O | CTPYKTYpPUPOB | HBIE, HO | HBIE

W CTPATeruyl YTCHHS Pa3IMYHBIX aHHBIC 3HAHWS | COZEp)KAIINE | CHCTEMAaTH3HpP
1 YCTHOT'O IEPEBOJIA, TEXHHUKaX u | O Pas3IMYHBIX | OTACIIBHBIC OBAHHBIC
-IIE€KCUKO- CTpaTeTuAx TEXHUKaX U | mpoOessl IIPOYHBIE
rpaMMaTHYeCKHI YTCHUS U | CTpaTerusx 3HAHUS 0 | 3HaHUSA 0
Marepual B paMKax YCTHOTO YTCHUS U | Pa3IM9IHBIX PA3ITMYHBIX
001IIEeTo U AETOBOTO HepeBoa; YCTHOTO TEXHUKaX W | TEXHHKaX U
AHTJIMHACKOTO SI3bIKA JIEKCHKO- nepeBoa; CTpaTerusx CTpaTerusix

Ha Oaze IrpaMMaTHYECK | JEKCHKO- YTEHHS U | 9YTeHHS u
AYTCHTUYHOI'O OM Martc€puajc | rpaMMaTU4€CK | YCTHOTO YCTHOTO
TEKCTa; B paMKax | oM Mmarepuaie | IepeBoAaa; MepeBoa;
-KYJIBTYpY, CTHIIb obmero u|B paMKax | JIEKCHKO- JIEKCUKO-




[Inanupyemele KpuTepuu olieHuBaHYsI pe3yJIbTaTOB 00yUeHUs
pe3yIbTaThl
00yJeHIS
(mokazarenu
TOCTHKEHUSA 1 2 3 4 5
3aJJaHHOTO YPOBHSA
OCBOCHUSI
KOMITCTCHIIMIA)
JKH3HU U JIEIIOBOTO 00111eT0 U | TpPaMMaTHYECK | TpaMMaTHYECK
HallMOHAJIbHBIN AHTJIMICKOTO JIEJIOBOTO OM MaTrepHalie | OM MaTepHuaie
MEHTAJIUTET CTPaH sI3pIKa Ha 0ase | aHTJIMICKOTo B pamkax | B pamkax
M3Yy4aeMOTO SI3bIKa; ayTEHTUYHOTO | s3bIKa Ha 0a3e | oOriero U | o0mero u
- 0COOEHHOCTH TEKCTA; ayTEHTUYHOTO | JIETIOBOTO JIEJIOBOTO
TOJIEPAHTHOTO KYJIBTYDE, TEKCTA; AHIJIMICKOro aHTJIMHACKOTO
B3aUMOJICHCTBUS U CTWJIC JKU3HU | KYJNBTYpE, s3bIKa Ha Oase | s3bIKa Ha 0ase
KOMMYHUKAaIIUU c H CTWJIC JKW3HU | ayTEHTUYHOTO | ayTEHTUYHOTO
MIPEACTABUTEIISIMHA HAIMOHAJIBHO | U TEKCTA; TEKCTA,;
Ou3HEC COOOIECTR. M HAI[MOHAIBHO | KYJBTYpE, KyJBTYype,
MEHTAIIUTETE M CTUIC JKU3HH | CTUIC JKU3HH
cTpad MEHTAJINTETE 74 Hu
M3y4aeMoro CTpaH HAIIMOHAJIGHO | HAIIMOHAJILHO
SI3BIKA; M3y4aeMOro M M
0COOEHHOCTAX | SA3BIKA; MEHTAJIUTETE MEHTAJIUTETE
TOJICPAHTHOI'0 | OCOOCHHOCTSIX | CTpaH CTpaH
B3aUMOJICHCTB | TOJICPAHTHOTO | U3y4aecMOro H3y4aeMOro
Hst M | B3aUMOJEHUCTB | SI3BIKA; SI3BIKA;
KOMMYHUKAIH | HsI MU | 0COOEHHOCTSIX | OCOOEHHOCTAX
u C | KOMMYHHUKAIU | TOJEPAHTHOTO | TOJECPAHTHOTO
MpeJCTaBUTeN | U C | B3aUMOJCHCTB | B3aUMOJCHCTB
SMH  OW3HEC | IpencTaBUTeN | U " | usg H
co00IIeCTB. AMH  OHM3HEC | KOMMYHHKAIM | KOMMYHHKAITH
COOOIIIECTB. u c|lmu C
MIPEJICTABUTEN | TIPEJCTaBUTEN
SMHA  Ou3Hec | sMu  Ou3HeC
COOOIIECTB. COOOIIIECTB.
YMeth: He ymeer YactruHO B ueioMm | B LeaoM | YcIemHo
-HCIT0/Ib30BaTh OCBOCHHEBIE OCBOCHHEIE, chopmupoBaH | chopMUpPOBaH
TEXHHUKH U CTPATETUN YMEHHS o | HO HE | HbIE U | HBIE,
YTEHUS U YCTHOTO WCIIONIb30BAHM | TIOJKPEIUIIEM | CAMOCTOSATEIh | CaMOCTOSTEIb
HepeBO}la Ha OCHOBC 0 TCXHUKHU U | BIC 3HAHUSIMH | HO HO nu
JIEKCHKO- CTpaTeruu u BBIMOJIHSAEMEIC | OCO3HAHHO
rpaMMaTHIEeCKOTO YTEHUS M | CaMOCTOSITENIb | , HO HE BCErJa | BEHIMOJIHSIEMEBIE
MaTepI/IaJ'Ia B paMKax YCTHOFO HOCTBIO I/IHTeHHeKTyaJI YMCHI/ISI 110
0O0I1IET0 U [EI0BOr0 MepeBofa Ha | BBHIMOJHCHUS BHO HCIIOIL30BaHU
AHTJIMMCKOrO S3BIKA; OCHOBE YMEHHS 1o | 00OOCHOBAaHHBEI | 0 TEXHUKH H
-IIPUMEHSITh TEXHUKH JIEKCHKO- WCTIONb30BAaHM | € YMEHHS II0 | CTpPaTeTuu
CKOpOCTHOFO YTCHUA I‘paMMaTI/I‘IeCK O TCXHUKHU H | UCITIOJIB30BAHH | UYTCHUS nu
poeccuoHaIbHO- oro CTpaTernu 0 TEXHHKH H | YCTHOTO
OPHUEHTHPOBAHHBIX Marepuajia B | YTEHUS U | cTpaTeruu rmepeBoja Ha
TEKCTOB; pamkax YCTHOTO YTEHUSI M | OCHOBE
-UCII0/Ib30BaTh 00111eTO U | IepeBoia Ha | YCTHOTO JIEKCHKO-
TEXHUKH TIepeadn JIEJIOBOTO OCHOBE mepeBofla Ha | TpaMMaTHYECK
AHTTIOSI3BEITHOMN AHTJIUHACKOTO | JIEKCHKO- OCHOBE oro
poheCCUOHAIBHOM SI3BIKA; IrpaMMAaTHYECK | JICKCHKO- Marepuaia B
HH()OPMAIIHH. MPUMEHEHUI0 | Oro rpaMMaTHYEeCK | paMKax
TEXHUKHU MaTtepralia B | Oro 00111eT0 u




[Tnanupyemsie Kputepuu olieHHBaHUs pe3yIbTaTOB O0YUCHUS
pe3yIbTaThl
00yJeHIS
(mokazarenu
TOCTHKEHUSA 1 2 3 4 5
3aJJaHHOTO YPOBHSA
OCBOEHUS
KOMITCTCHIIMIA)
CKOPOCTHOTO | paMKax MaTepuajga B | IEIOBOIO
YTEHUS obrrero U | paMKax AHTIUICKOTO
npodeccuoHa | JIeJI0BOTO o01mero U | S3bIKa;
JILHO- AHTJIMHACKOTO | JEIOBOTO NIPUMEHEHUIO
OpUEHTUPOBaH | S3bIKA; AHTIIMICKOTO | TEXHUKHU
HBIX TEKCTOB; | IPUMEHEHHIO | S3bIKA; CKOPOCTHOTO
WCTIONIb30BaHU | TEXHUKHU MPUMEHEHUIO | YTCHUS
10  TEXHUKU | CKOPOCTHOTO | TEXHUKHU npoeccuona
nepenadn YTEHUS CKOPOCTHOTO | JIbHO-
AHTJIOSA3BIYHON | MpodeccHoHa | YTEHHS OpPUCHTUPOBaH
npodeccuoHa | JbHO- npodeccuoHa | HbIX TEKCTOB;
JTEHOU OpHUEHTHUPOBAaH | JHHO- HCIIONh30BaHU
WHQOPMAaIMH. | HBIX TEKCTOB; | OPHEHTHUPOBAH | 10  TEXHHUKH
- HBIX TEKCTOB; | mepegadu
WCTIONIb30BaHM | UCIIOJIB30BAHU | aHTJIOS3BITHO
FO TEXHUKHA 0 TEXHUKHU | U
nepeaayn nepeaayn npogeccruoHa
AHTJIOSI3BIYHON | aHTJIOA3BIYHOM | JIBHOU
npodeccuona | mpodeccuona | WHGHOPMAITHH.
JIbHOU JIbHOU
nHpopMaIu. | HHGOPMAIIUH.
Bnaners: He Bnageer O®parmentaps | B nenoMm | Chopmupoas | YcnemHo
- HaBbIKAaMU 0 chopMupoBaH | Hple, HO He | chopmMuUpoBaH
«OBICTpOTO» 1 chopMuUpOBaH | HEIE, HO | YCTOHYMBEHIE B | HBIE,
«IIOUCKOBOT0 HbIC€ HAaBBIKU | BBIMIOJNHSAEMbIC | CIIOKHBIX YCTOHYHBEIE,
YTeHHA «OpIcTpOTO» W | Ha CUTYAIHSIX TEXHOJIOTHYEC
npodeccHoHaATBLHO- TIOMCKOBOT0Y» | DJIIEMEHTAPHO | HaBBIKH KA TPaMOTHO
OpPUEHTHPOBAHHBIX YTECHUS M YpOBHE | «OBICTPOTO» M | BBIMOJHIEMBIE
ayTEHTHUYHBIX npodeccioHa | HaBBIKH «TIOWCKOBOTO0» | HaBBIKH
TEKCTOB Ha JBHO- «OBICTPOTO» W | YTCHUS «OBICTpOTO» U
AHTJIMHACKOM SI3BIKE; OpUEHTHPOBAaH | IOUCKOBOTO» | IpOo()ecCHOHa | «IIOMCKOBOTOY
-HaBBIKAMH YCTHOTO HBIX YTEHUS JBHO- YTeHUS
Y TIICBMEHHOTO ayTeHTHYHBIX | Ipod)eccCroHa | OPUEHTHPOBAH | MpodeccroHa
NepeBo/ia B paMKax TEKCTOB Ha | JBHO- HBIX JBHO-
00I11Iero u AeJI0BOro AHTJIIMHACKOM OPUEHTUPOBAH | ayTEHTHUYHBIX | OPUCHTHPOBAH
AHTIIMICKOTO SI3BIKA; SI3BIKE; HBIX TEKCTOB Ha | HBIX
- HaBBIKAMHU YCTHOTO U | ayTEeHTHYHBIX | aHTJIMHCKOM AyTEHTUYHBIX
KPUTHUYECKOTO MUCBMEHHOTO | TEKCTOB Ha | fA3BIKE; TEKCTOB ~ Ha
MBIIUICHAS U aHan3a mepeBofa B | aHTIHICKOM YCTHOTO 1 | aHTIHHCKOM
KOHKPETHO paMKkax SI3BIKE; MUCBMEHHOTO | SI3BIKE;
cutyaruu (Case o0riero U | YCTHOTO U | lepeBoia B | YCTHOTO u
Study Method); JIEJIOBOTO MUCBMEHHOTO | paMKax MMMCBMEHHOTO
- HaBBIKAMHU aHTIUIICKOTO | IepeBoia B | OOIIEero U | mepeBoma B
000CHOBaHMSI SI3BIKQ; pamKax JIeJIOBOTO pamKax
MPUHATOTO pEIICHHS - o0miero U | aHTJMHCKOTO | 00Iero u
u aHanm3a ero KPUTHYECKOTO | JEIIOBOTO SI3BIKA; JIEIIOBOTO
MOCJEACTBUMA. MBILIJICHUS U AHTJIMICKOrO - aHTJIMHACKOTO
aHanm3a SI3bIKA; KPUTHUYECKOTO | SI3BIKA;

KOHKPETHOH

MBINJICHUA W




[Inanupyemele KpuTepuu olieHuBaHYsI pe3yJIbTaTOB 00yUeHUs

pe3yIbTaThl
00yJeHIS
(mokazarenu
JIOCTHXKEHUS 1 2 3 4 5
3aJJaHHOTO YPOBHSA
OCBOCHHS
KOMITCTCHIIMIA)
CUTyaluu KPUTHUYECKOTO | aHAJIN3a KPUTHUYECKOTO
(CaseStudyMe | MBITIUTGHHST ¥ | KOHKPETHOM MBITINICHAS |
thod); aHam3a CUTYyaluu aHamm3a
000CHOBaHUS | KOHKPETHOH (CaseStudyMe | KOHKpeTHOH
MIPUHSATOTO CUTyaIun thod); CUTyaIuu
pelIeHus u (CaseStudyMe | obocuoBanust | (CaseStudyMe
aHaJm3a ero thod); MIPUHSITOTO thod);
MOCNEACTBUN. | OOOCHOBaHUS | peumieHus W | OOOCHOBaHHS
MIPUHSTOTO aHalM3a  ero | MPUHSATOTO
pelieHuss U | TIOCIEACTBUMA. | pelieHuss |
aHajgM3a  ero aHajnM3a  ero
MOCJIE/ICTBUH. MOCJIEICTBUM.

KPUTEPUUM OLEHKHU PE3VYJIBTATOB OBYYEHUA 110 ANCLHUIUIMHE

Kpurepun oueHnBanus pe3yJabTaTOB 00y4YeHHs MO0 JMCUMILINHE U1 324eTa ¢ OLEHKOM

B xozme mpoMexyTOYHON aTTecTaluu NEepeBOJ pe3yibTaToB paboThl 00yYarOIIUXCS
(pe3yNbTaToOB TEKYIIEro KOHTPOJIS) B CUCTEMY OLIEHKH 3HAHUM OCYIIECTBISETCS C OpUEHTAlMel Ha
KPUTEPHH OLIEHUBAHHS C(HOPMUPOBAHHOCTH KOMITETECHIIHIA CIEAYIOUIIM 00pa3oM:

— OLIEHKAa «OTJIMYHO» BBICTABISIETCS OOydYaromiemycsi, KOTOpbli moceTus He MeHee 60%
3aHSTHUNA, aKTUBHO paboTai Ha 3aHATUSIX U HE UMEET 3aJ0JDKEHHOCTEH Mo yueOHOMYy MaTepuany,
crioco0eH 0e3 MOArOTOBKM I'PaMOTHO OTBETUTh Ha JI000H BONPOC MO MPOWJICHHBIM TEMam, 4YTO
CBHUJIETEJILCTBYET O TIOJTHOM OCBOEHHH TEOPETHUYECKOTO MaTepuaia JUCIHUILTHHBI U (POPMUPOBAHUN
3aryIaHUPOBAHHBIX KOMIETEHIINH;

— OIIGHKa «XOpOIIO0» BBICTABIsAETCS OOydaromeMycs, KOTOpblii moceTws He MmeHee 60%
3aHSTHN, aKTUBHO paboTall Ha 3aHATHSIX, HE UMEET 3aJ0JDKCHHOCTeH Mo y4eOHOMY MaTepuany,
crioco0eH 0e3 MOATOTOBKHM OTBETHTH Ha JIF0OOW BOMPOC IO MPOUICHHBIM TéMaM C MUHUMAJIbHBIM
KOJIMYECTBOM OIIHUOOK.

— OLIEHKa «YIOBJIETBOPUTEIHHO» BBICTABISIETCA OOydaromeMycsl, KOTOPBI MOCETUI He
meHee 60% 3aHATHUH, HE UMEET 3aJI0JKEHHOCTEH 1o yueOHOMY MaTepuaity, Coco0eH ¢ OIIMOKaMu
OTBETUTH Ha JIF000 BOIIPOC MO MPOUIEHHBIM TEMaM.

— OLIEHKAa «HEYJOBJIETBOPUTEIbHO» BBICTABISIETCS OO0yYaromeMycsi, KOTOPbI IOCETHI

meHee 60% 3aHATHIl, UMeeT 3aJ0HDKEHHOCTH 110 Y4eOHOMY MaTepuaiy.




HpI/IH].[I/Il'lbI BBICTABJIEHUS UHTOTOBOM OLIEHKH 10 TUCHUILJINHE:

Final grade = (Written works: Case’ analysis)* 0,5 + (Final exam)* 0,5
0,5 (50%)— ko3¢ puumeHT 0T 001IEH CYMMBI OLIEHOK 32 MUCbMEHHbIE Pa00ThI

(aHaU3 KeiicoB)

0,5 (50%) — ko3¢ puuMeHT OLIEHKH 32 3a4eT (0TBeT Ha Bonpoc + pedepaTUBHbIN

nepeBo/l TEKCTA)

[Ipu BbICTaBIEHUH UTOTOBOW OLIEHKH 3a JUCLUIUIMHY HEOOXOIHMMO YUYMTHIBATh PE3yJbTAThI
TEKyIIEro KOHTPOJsI M KPUTEPUU OLIEHUBAHUS CPOPMHUPOBAHHOCTH  KOMIIETEHIIMH,

MMPEACTaBJICHHLIC B Ta6J'II/II_IC KpUTCPUHU OLCHHUBAHUA C(l)OpMI/IpOBaHHOCTI/I KOMIIETCHITUM.



5. IMATHOCTHYECKHE 3AJIAHUSA IS OIEHKH 3HAHUWHA, YMEHWH,
HABBIKOB, XAPAKTEPM3YIOIUIMX YPOBEHb C®OPMHUPOBAHHOCTH
KOMIIETEHIIUIA

Komnerennuss YK-4. CrnocobGeH ocCymecTBISATh JAENOBYID KOMMYHUKAIIMIO B YCTHOH U
NUChMEHHOU (popMax Ha rocyaapcTBEHHOM si3bike Poccwiickoii denepanuu U MHOCTPAHHOM (BIX)
s3bIKe (ax).

OOyuarommiicst 3HaeT: pa3InyHble TEXHUKH U CTPATETMU YTEHHUS U YCTHOTO MEPEBOA; JIEKCUKO-
rpaMMaTUYecKUil Marepual B paMKax oOIINero W JeJOBOrO AaHIJIMHCKOro s3blka Ha 0ase
AyTeHTUYHOTO TEKCTa; KYJIbTYpy, CTUIb KU3HU U HAIMOHAIBHBIA MEHTATUTET CTPAaH U3y4aeMOro
S3bIKA; OCOOEHHOCTH TOJEPAHTHOTO B3aUMOJCHCTBUS M KOMMYHMKAIMM C TIPEICTAaBUTEIISIMHU
Ou3HEC COOOIIECTB.

OOyuarommiicsi ymeeT: HCIOJBb30BaTh TEXHUKU M CTpaTeTMd YTEHUS W YCTHOTO TEepeBOAa Ha
OCHOBE JIEKCHUKO-TPaMMaTH4YE€CKOT0 MaTepraia B paMKax OOIIEeTo U JIEJTOBOTO aHTJIMICKOTO SI3bIKA;
NPUMCHATh TEXHUKH CKOPOCTHOTO YTEHUS MPOo(ecCHOHATbHO-OPHEHTUPOBAHHBIX TEKCTOB;
MPUMEHSATh TEXHUKH 00O0OIICHUS aHTJIOA3BIYHON MpodecCHOHATBHON MH(POPMAIINH; UCTIOIB30BaTh
TEXHUKH Mepeaadn aHTJI0SI3bIYHOM MpodeccrnoHalbHOM HHpOpMAIIHH.

OOyuamomuiicsi BjIajgeeT: HaBBIKAMH «OBICTPOTO» M «IIOWCKOBOTO» YTEHUS MPOGEeCCHOHATHHO-
OPUEHTUPOBAHHBIX AYTEHTUYHBIX TEKCTOB HA aHIVIMMCKOM SI3bIKE, HAaBBIKAMHU YCTHOTO W
MMMUCBMEHHOTO TIepeBOJla B paMKax OOIIEro ¢ JeJIOBOrO0 aHTJIMMCKOTO SI3bIKA; HABBIKAMH

KPUTHYECKOT'O MBIITUICHHS M aHaJIn3a KOHKpeTHO# cutyanuu (Case Study Method).

3AJJAHUA 3AKPBITOI'O TUIIA (10 3amganuii)

3HATH
OOyuaromuiicsi 3HaeT: pa3InyHble TEXHUKH M CTPATETUH YTEHHUS U YCTHOTO MEPEBOA; JIEKCHKO-

rpaMMaTHYecKHii MaTepuajl B paMKax OOIIEro M JEJIOBOTO aHIJIMHCKOTO s3bIka Ha 0ase
AyTEeHTUYHOI'O TEKCTa; KYJbTYpYy, CTUJIb U3HU U HALMOHAJIBHBIM MEHTAJIUTET CTPaH HU3y4aeMOro
A3bIKA; OCOOCHHOCTH TOJIEPAHTHOTO B3aUMOJCHCTBHUA M KOMMYHHUKAIMM C IPEICTABUTENISAMU

On3HEC COOOIIECTB.

Task 1. Read the article from the Financial Times. Put passages into correct order.

Real chief says own brand is the way ahead.

by Gerrit Wiesmann in Neuss, Germany.



Such logic has seen Real’s foreign rivals push true own-brand lines for decades. Real
reckons up to 60 per cent of Tesco’s UK sales come from its three Tesco brands, and Carrefour is
aiming for a 30-per-cent quota, up from 25 per cent now.

After working on the concept for the last year, Real introduced 850 Real Quality items this
September-coincidental but “absolutely perfect timing” for the economic downturn that followed
the banking crisis, the Real head says. Although Mr. Saveuse says that shopping habits at Real have
not been affected by economic woes, he stress that next year could see shoppers buying more own
brand as they
look for more value for money. “Crisis doesn’t just bring disadvantages”, he says.

Joel Saveuse walks across the Real hypermarket in northern Germany in search of “those
little biscuits”. Moving from toys to the freezer section, the 55-year old, who runs the country’s
biggest food retailer, finds what he is looking for in aisle 45. “This is my favourite product “, Mr
Saveuse says, holding a packet of chocolate-filled Mini Double Biscuits. “Look, here’s a simple
picture of the contents”, he says as his finger moves across the packaging, ‘and top left is the “Real
Quality” logo.”

Together with a handful of rivals, the Frenchman is starting a small revolution in Germany
by replacing its different in-house brands with a single own brand that links the retailer with a
product range. The aim is to raise in-house brand sales from 15 per cent up to 25 per cent of food
sales in two to three years” time. Mr. Saveuse says that customers get top quality for at least 15 per
cent less than they would pay for a name brand-and Real gets a better profit margin.

“But we are internationalizing now”, Mr. Saveuse says. “In Poland and Turkey, we are
competing against Carrefour and Tesco, in Russia and Romania against Carrefour-that has forced us
to focus on true own-brand as a way of building our presence.” Strengthening the Real brand is key
to reviving the chain. A format held back by discounters, Mr Saveuse reckons the German
hypermarket has a future. He should now. Until 2005, he was second-in-command at hypermarket
pioneer Carrefour.

Given the power of own brands in good times and bad, it is surprising that German retailers
only launched distinctive lines last year. The cause lie.s with Germny’s powerful discounters. Aldi
and Lidl have in the past generation helped corner 40 per cent of the food retail market-as against 6
per cent in the UK-by selling little else than a small range of own brands, a move copied by Real,

with, say its low-cost “Tip” range.

Answer:
1. Joel Saveuse walks across the Real hypermarket in northern Germany in search of “those

little biscuits”. Moving from toys to the freezer section, the 55-year old, who runs the country’s



biggest food retailer, finds what he is looking for in aisle 45. “This is my favourite product “, Mr
Saveuse says, holding a packet of chocolate-filled Mini Double Biscuits. “Look, here’s a simple
picture of the contents”, he says as his finger moves across the packaging, ‘and top left is the “Real
Quality” logo.”

2. Together with a handful of rivals, the Frenchman is starting a small revolution in
Germany by replacing its different in-house brands with a single own brand that links the retailer
with a product range. The aim is to raise in-house brand sales from 15 per cent up to 25 per cent of
food sales in two to three years” time. Mr Saveuse says that customers get top quality for at least 15
per cent less than they would pay for a name brand-and Real gets a better profit margin.

3. Such logic has seen Real’s foreign rivals push true own-brand lines for decades. Real
reckons up to 60 per cent of Tesco’s UK sales come from its three Tesco brands, and Carrefour is
aiming for a 30-per-cent quota, up from 25 per cent now.

4. After working on the concept for the last year, Real introduced 850 Real Quality items
this September-coincidental but “absolutely perfect timing” for the economic downturn that
followed the banking crisis, the Real head says. Although Mr. Saveuse says that shopping habits at
Real have not been affected by economic woes, he stress that next year could see shoppers buying
more own brand as they
look for more value for money. “Crisis doesn’t just bring disadvantages”, he says.

5. Given the power of own brands in good times and bad, it is surprising that German
retailers only launched distinctive lines last year. The cause lies with Germny’s powerful
discounters. Aldi and Lidl have in the past generation helped corner 40 per cent of the food retail
market-as against 6 per cent in the UK-by selling little else than a small range of own brands, a
move copied by Real, with, say its low-cost “Tip” range.

6. “But we are internationalizing now”, Mr. Saveuse says. “In Poland and Turkey, we are
competing against Carrefour and Tesco, in Russia and Romania against Carrefour-that has forced us
to focus on true own-brand as a way of building our presence.” Strengthening the Real brand is key
to reviving the chain. A format held back by discounters, Mr. Saveuse reckons the German
hypermarket has a future. He should now. Until 2005, he was second-in-command at hypermarket

pioneer Carrefour.

Task 2. Read the text, translate it. Choose the best title to the text.

Procter and Gamble entered the Japanese market in1972 and was the first company to

introduce disposable diapers into Japan, soon commanding an 80% share of the market. This had all

the makings of a great success story: except that by 1985 P&G’s share of the disposable diaper



market had slipped to 8%, the company had failed repeatedly to establish a strong position in the
Japanese laundry detergent and personal care product markets, and its Japanese subsidiary was
reportedly losing $40 min per year. The central problem: P&G had simply transferred its marketing
strategies and products to Japan without customizing them to account for local cultural differences.
The American managers who headed P&G Japanese subsidiary failed to appreciate that what
worked in America would not work in Japan.

When it launched its bath soap in Japan, P&G used TV advertising that showed a Japanese
woman relaxing in a luxurious bath of soap bubbles, while her husband walked in and asked her
about the soap. This same advertisement worked well in the USA and Europe, but in Japan, were it
was culturally frowned on for a man to walk in on a woman having a bath, even if she is his wife, it
was a huge flop.

P&G’s Japanese competitors soon took advantage of the company’s cultural myopia. In the
diaper market, for example, Kao took market share from P&G by developing a line of trim-fit
diapers that were more in tune with the tastes of Japanese consumers. The company was quickly
rewarded with a 30% share of the market, all taken at P&G’s expense.

Realizing that a lack of international business literacy among many of the Americans that
worked in its Japanese operation had contributed to the debacle in that country, P&G now appoints

local nationals to key management positions in many foreign subsidiaries.

a) “Managing in the Global marketplace”
b) “Hitachi and Japan’s Changing Culture”
¢) “Globalization and National Sovereignty”
d) “Procter and Gamble in Japan”

Answer: d

Task 3. Skim selections (A, B, C, D) from different books. Look them through as quick as possible

and match the questions with titles.

A. International Business is the total of all business transactions that cross the borders of two or
more nations. Consumers, companies, financial institutions, and governments are all important to
international business activity. Consumers demand quality products from the international companies
that sell and service them. Financial institutions help companies engaging in international business to
finance investments, exchange currencies, and transfer money around the globe. Governments regulate

flows of goods, services, people, and capital across national borders.



B. Because of the importance of foreign exchange to trade and investment, businesspeople must
understand how currencies are quoted in foreign exchange market. Managers must understand the
financial instruments available to help them protect the profits earned by their international business
activities. They must also be aware of government restrictions that may be imposed on the
convertibility of currencies and know how to work around these and other obstacles.

C. Inflation is the result of the supply and demand for currency. Suppose additional money is
injected into an economy that is not producing greater output. Thus people will have more money to
spend on the same amount of products as before. As growing demand for products outstrips stagnant
supply, prices will rise and devour any increase in the amount of money that consumers have to spend.
Inflation, therefore, erodes people’s purchasing power.

D. Attempts to define the public relations field are frequently conflicting and generally diverse.
Some definitions list the kinds of organizations that utilize public relations (all kinds); some dwell on
the media used for public relations communication (all media); and still others focus on the publics, or
target audiences, with which public relations communicates (all publics). Many authorities give
exhaustive lists of what public relations is not, while a few even claim that public relations as such no
longer exists, preferring another name for the process. Indeed, in major corporations, the term
corporate communications has recently replaced public relations as the most common name for

departments having that responsibility.

1. What selection will you read if you want to know another term for public relations?

2. What selection will you read if you want to know what international business is?

3. Which selection will you prefer to read if you want to know everything about role of inflation?
4. Which selection provides the information about how Foreign Exchange works?

5. What helps you to give proper answers?

Answer: 1 D, 2 A, 3 C, 4 B, 5 Key words

Task 4. Read the text. Choose the correct answer.

Back-to-back credit. This type of a credit is used in case the exporter in not able to pay the
supplier of the goods or the raw materials he needs for export. The exporter possesses a
documentary credit which was opened in his favour by the importer, and he can offer this
documentary credit to the advising bank as a security for a second credit in favor of the original
supplier, manufacturer of goods or raw materials. Since the exporter is the applicant for the second

credit, he is also liable for it, even if he is not paid under the first credit.



Counter credit. This type of credit is the same as a back-to-back credit except that the
exporter asks his own home bank for the second credit as a counter to the first credit.

Transferable credit. As the name indicates this credit is transferable and can be transferred
by the first beneficiary to a second one. This kind of credit is used when the exporter is in no
position financially, when acting as a middleman, to pay for the goods he exports. A transferable
credit can only be issued on instruction of the applicant and it must be in conformity with the
original credit. Only the name of the original beneficiary, the exporter, as well as the amount of the
credit, can be substituted. Only irrevocable documentary letters of credit can be made transferable.

Red clause credit. This is a credit with a special clause written or printed in red, enabling the
advising bank to make advance payments to the beneficiary of the documentary credit. The issuing
or opening bank is responsible for such advance payments, and if the beneficiary, i.e. the exporter,
does not repay the advance payment made to him by the advising bank, this bank would request the
issuing bank to refund the amount advanced together with interest. The issuing bank, however, has
a right of recourse against the importer who opened the credit and who has to agree to this clause.
The red clause credit is mainly used in certain countries where goods like wool, cotton, wood and
rubber have to be purchased prior to shipment by an exporter, so as to enable him to pay cash for
the goods and the inland transport of the wool.

Revolving credit. A revolving credit may revolve around the amount or the time. It is,
however, more usual for such a credit to revolve around time. If this is the case, the amount of
credit made available per month, for example, would automatically be renewed or replenished each

month irrespective of the frequency of withdrawals or the amount withdrawn in the previous month.

What helped you to find the names of letters of credit so quickly?
1. Performance bonds contain an undertaking to pay a certain sum to
a) the buyer

b) the seller

¢) issuing bank

2. The validity period will vary according to

a) terms of a contract

b) the amount stated in a contract

¢) political situation in a country involved in a contract

3. The most common percentage of the contract price

a) 50%

b) 45%

c) 10%



4. The advantages in having some separate performance bonds relating to different stages of the
contract are

a) to the bank

b) to the exporter

¢) to the importer

Answer:1a,2a,3¢c,4b

Task 5. Read the book review “Changeability” by Morgan Witzel from the Financial Times. Items

a)-d) are short summaries of the paragraphs in the article. Put the summaries in the correct order.

Changeability
by Morgan Witzel

“Change is inevitable”, said British prime minister Benjamin Disraeli in 1867. “In a
progressive country, change is constant.” In his new book, Michael Jarrett puts it another way:
“Change i1s inevitable, like death and taxes.” And, just as we fear death and taxes, many of us fear
change. We hope that if we resist for long enough, we need for it will go away and we can carry on
as before. But even when companies accept the need for change and set out to achieve it, they often
fail. Jarrett, an expert in organizational behavior at London Business School, believes that 70 per
cent of all change-management programs fail.

Why? Jarrett argues that managers often mistake the nature of change. They see it as
something logical that can be solved using step-by-step approaches. They are wrong. “There is no
simple recipe for organizational change,” he says. “There is no one single way that will deliver
change.” But there are some basic principles that most managers can adopt. First, they need to make
certain that the internal organization is in a position to make changes and that people support them
fully. Second, they need to make sure that they understand the environment around them.

In other words, rather than developing change-management strategies, companies should

first find out whether they are capable of change at all. Do their internal systems and culture support
change? If not, these too must change.
“Readiness for change” is far more important than actual planning or implementation, says Jarrett.
To all the various words that have already been coined in order to describe this state of readiness,
such as “flexibility” and “adaptability”, Jarrett adds “changeability”. He defines this as “the sum of
leadership, internal routines and organizational capabilities that make companies ready for change”.

A few years ago, for instance, McDonald’s Europe faced declining sales and market share.
Denis Hennequin, the new president, redesigned restaurants to make them more appealing and

begin sourcing food locally. Market share and profits rose. Dell, too, aware that its competitors



were beginning to catch up with its original low-price model, embarked on a program of market
research. The information it gathered was analysed with a view to spotting emerging and future
customer needs. The most dangerous state for a business, says Jarrett, is the steady state. Companies

that resist change-he cites the pharmaceutical industry-run a greater risk of failure.

a) Examples and counter-examples

b) Mistaken ideas about change

¢) Readiness for change

d) The inevitability of the needs for change

Abswer: d, b, ¢, a.

Task 6. Read the book review from the Financial Times. Find expressions in the text that mean the

following.

Changeability
by Morgan Witzel

“Change is inevitable”, said British prime minister Benjamin Disraeli in 1867. “In a
progressive country, change is constant.” In his new book, Michael Jarrett puts it another way:
“Change i1s inevitable, like death and taxes.” And, just as we fear death and taxes, many of us fear
change. We hope that if we resist for long enough, we need for it will go away and we can carry on
as before. But even when companies accept the need for change and set out to achieve it, they often
fail. Jarrett, an expert in organizational behavior at London Business School, believes that 70 per
cent of all change-management programs fail.

Why? Jarrett argues that managers often mistake the nature of change. They see it as
something logical that can be solved using step-by-step approaches. They are wrong. “There is no
simple recipe for organizational change,” he says. “There is no one single way that will deliver
change.” But there are some basic principles that most managers can adopt. First, they need to make
certain that the internal organization is in a position to make changes and that people support them
fully. Second, they need to make sure that they understand the environment around them.

In other words, rather than developing change-management strategies, companies should
first find out whether they are capable of change at all. Do their internal systems and culture support
change? If not, these too must change.

“Readiness for change” is far more important than actual planning or implementation, says Jarrett.

To all the various words that have already been coined in order to describe this state of readiness,



such as “flexibility” and “adaptability”, Jarrett adds “changeability”. He defines this as “the sum of
leadership, internal routines and organizational capabilities that make companies ready for change”.

A few years ago, for instance, McDonald’s Europe faced declining sales and market share.
Denis Hennequin, the new president, redesigned restaurants to make them more appealing and
begin sourcing food locally. Market share and profits rose. Dell, too, aware that its competitors
were beginning to catch up with its original low-price model, embarked on a program of market
research. The information it gathered was analysed with a view to spotting emerging and future
customer needs. The most dangerous state for a business, says Jarrett, is the steady state. Companies

that resist change-he cites the pharmaceutical industry-run a greater risk of failure.

1. reasonable and sensible (1 word)

2. an easy series of instructions, used for example in cooking ( 2 words)

3. ways of doing things one at a time (4 words)

4. a unique method (3words)

5. the most important ideas, etc., about something( 2 words)

6. the structure of a company, department, etc., rather than the way it relates to the outside world
( 2 words)

7. the outside world ( 1 word)

Answer: 1 logical, 2 simple recipe, 3 step-by-step approaches, 4 one single way, 5 basic principles,

6 internal organization, 7 environment
Task 7. Match the terms with their definitions.

1. peak travel

. check in

. frequent-flyer points
. upgrade

. lounge

. boarding pass

~N O D Bk~ W

. ground staff

a) a change to a better seat or level service
b) a room in a hotel/airport where people can sit and relax
¢) a card you must show in order to get on a plane

d) all the people who work at an airport, but not the pilots or cabin crew



e) awarded by airlines to reward customer loyalty

f) at times when the largest number of people are travelling
g) you go to desk at a hotel/airport to say you have arrived
Answer: 1f,2g,3e,4a2,5b,6c¢,7d

Task 8. Choose the correct answer.

1. In the Middle East you have to give presents to business contacts

a. in private.
b. in public.
c. every time you meet.
2. If an Indian says “come any time”, he/she expects you to
a. arrange a visit immediately.
b. visit him/her the next day.
c. ignore the invitation.
3. If an American nods his/her head, it probably means
a. “l understand”.
b. “Yes”.
c. “I'm interested”.
4. At a social occasion with an Indian client,
a. you can discuss business.
b. you mustn’t discuss business.
¢. you don’t have to discuss business.
5. If you are in pub in England, you have to buy a drink
a. for yourself-
b. for everyone in the group you re with.

c. for everyone in the pub.

Answer: 1b,2a,3b,4b,5b
Task 9. Put the parts of the business letter in the correct order.

___James Sawyer, Sales Manager, Electro Ltd., Perry Road Estate,
Oxbridge UN54 42KF

___ 6 Pine Estate, Bedford road, Bristol, UB28 12BP



Telephone 9036 174369 Fax 9036 36924
6 August 2023

__T'look forward to hearing from you
Yours sincerely,
Simon Tramp

Sales Manager

__Thank you for your letter. I’'m afraid that we have a problem with your order.
Unfortunately, the manufacturers of the part you wish to order have advised us that they cannot
supply it until November. Would you prefer us to supply a substitute, or would you rather wait until

the original parts are again available?

___Dr. Mr. Sawyer,

Answer:

___James Sawyer, Sales Manager, Electro Ltd., Perry Road Estate,

Oxbridge UN54 42KF

___ 6 Pine Estate, Bedford road, Bristol, UB28 12BP

Telephone 9036 174369 Fax 9036 36924

6 August 2023

___ Dr. Mr. Sawyer,

___Thank you for your letter. I’'m afraid that we have a problem with your order.

Unfortunately, the manufacturers of the part you wish to order have advised us that they cannot
supply it until November. Would you prefer us to supply a substitute, or would you rather wait until
the original parts are again available?

__T'look forward to hearing from you

Yours sincerely,

Simon Tramp

Sales Manager

Task 10. Write the sentences of a dialogue in a correct order.

1. I don’t agree at all. I just think Ruth is right. I think we should go downmarket, sell at very

competitive prices. The aim is to achieve high-volume sales. To do that, we’ll need to look carefully



at our manufacturing costs. So, it’s probably time we stopped manufacturing in the US. The costs
are just too high.

2. Ok everyone, we’ll be getting a report soon from the consultants we have hired, European
Marketing. But let’s think a bit about the problems we may face entering the European markets.
What do you think?

3. Well, we will need to get pricing of our products right. But European consumers aren’t as price
conscious as we are back home, so pricing may not be too much of a problem. I know for a fact
people in Europe will pay high prices for luxury goods if they like the design and it gives them
status. So, I think we have to develop the Hudson brand as an exclusive “Made in America”
product...that will mean high prices and a strong message that our luggage is high quality and great
value for money.

4.Thanks, that is an interesting point of view. I think we all feel that we need to position Hudson
right in European markets. Should we go upmarket or downmarket? That is an important decision
we will have to make.

5. Well, one thing is for sure. We are going to have to do a lot of advertising to establish our brand,
and that’s going to be expensive. And we may need to adapt a lot of our luggage for European
consumers. That could be very costly too.

6. Mmm, that makes sense to me. What do the rest think?

7. Yes, but we have allowed for that in our budget. What do you think, what difficulties will we
have?

Answer: 2,5,7,3,6,1,4

3AJIAHUSA OTKPBITOT'O TUIIA (15 3amanmii, U3 HUX 5 — ¢ pa3BepHYTHIM OTBETOM)
YMmern
OOyuaromuiicsi ymeeT: HCIIOJIb30BaTh TEXHUKU M CTpaTerMu YTEHHUS W YCTHOTO TepeBoAa Ha

OCHOBE JIEKCUKO-TPaMMaTHYECKOro MaTepHaja B paMKax OOILEro M JeJI0BOro aHIIMHUCKOTO S3bIKa;
OPUMEHSTh TEXHUKH CKOPOCTHOTO YTEHUS NPOQPecCHOHATBHO-OPUEHTHPOBAHHBIX TEKCTOB;
NPUMEHSTh TEXHUKU 000OIIEHHSI aHTIIOS3BIYHON MPpodecCHOHATFHON HH(OpMAINK; NCIIOIh30BATh

TEXHHMKH Mepeaadn aHTI0sI3bIYHON MpodeccnoHaibHON HHpOpMAaLIUH.

Task 1. Read the text and complete the notes. The agency IMG solves a problem through successful

troubleshooting strategies.

A Model Manager
Company: IMG



History: One of the best-known model agencies in the industry for many years with an excellent
reputation as a fashionable, forward-looking company.

The problem: The company loses its reputation as one of best and needs a new strategy.

The solution: board appoints a new Managing Director, Jonathan Phang. He has over fifteen years
of experience in the model industry.

The strategy: Jonathan's main tasks are to find new models; to generate more awareness of what the
agency is all about, and to encourage girls from other agencies to switch to IMG. He also has to cut
costs to make the agency more profitable and stop representing models who aren't making money.
The result: IMG is now attracting excellent models which means they are also attracting more

clients and doing well financially.

Complete the notes.

Past problem: The company 's ! was in danger.

Solution: Recruit 2

The strategy: Make the agency well-known.
Persuade * to join the agency.

Reduce * and improve >

Not represent models ©

7

The results: join the company.

The company has more 3

The company makes more °

Answer: 1 reputation, 2 a new Managing Director Jonathan Phang, 3 models from other agencies, 4

costs, 5 profits, 6 who aren’t making money, 7 excellent models, 8 clients, 9 money

Task 2. Read this article from the Financial Times and do the task.

The unspoken rules of career success
By Teri Fisher

I had been to business school, but nothing I had learnt there provided an answer to what I
saw in my first working year: I discovered that the person being promoted above others in my
organisation was not always the most knowledgeable or hardest working. New rules - 'unspoken 10
rules' - seemed to explain the differences between, say, an employee's performance "review and the
way his or her career actually developed. I realised that I needed to learn these rules fast or risk
being left behind.

Here are five of the mostimportant:



1. Understand how you are seen.

2 . Ask for and give honest and direct feedback.

3. Play by the rules until you are in a position to change them.

4. Work with, not against, the style of the people you deal with.

5. Don't be a victim of your career - take charge and make your own choices.

From the Financial Times

A company employee does these things, a)-e). Define each thing to one of the five unspoken rules

in paragraph 2:

a) I realised that a client had a good sense of humour, so I put some jokes in a proposal that I was
writing for him.

b) I thought I had good dress sense, but one day a colleague told me that my clothes were not
suitable for the office.

¢) In a performance review, my manager told me I was not ambitious enough to succeed. And I told
her that she was too aggressive.

d) One day I realised that the company was not growing very fast, so I started looking for a job
somewhere else.

e) When I joined the company, I followed the rules even if I thought they were stupid. Then, when I
got promoted, I started to change them.

Answer:
a) I realised that a client had a good sense of humour, so I
put some jokes in a proposal that I was writing for him. - 4. Work with, not against, the style
b) I thought I had good dress sense, but one day a
colleague told me that my clothes were not suitable for
the office. - 1. Understand how you are seen.
¢) In a performance review, my manager told me I was not

ambitious enough to succeed. And I told her that she
was too aggressive. - 2. Ask for and give honest and direct feedback.
d) One day I realised that the company was not growing

very fast, so I started looking for a job somewhere else. - 5. Don't be a victim of your career.

e) When I joined the company, I followed the rules even if I

thought they were stupid. Then, when I got promoted, |



started to change them. - 3. Play by the rules until you are in a position to

change them.

Task 3. Complete the text with words in appropriate form.

Management

Management is the process used to accomplish organizational goals through planning,
organizing, directing and controlling people and other organizational resources. This definition
spells out the four key functions of management: planning, organizing, directing, and controlling.

Planning. The planning function is the capstone activity of management. Planning activities
determine an organization’s I... and establish the appropriate strategies for 2... those objectives.
Planning is done by all managers at every level of the organization.

Organizing. After managers develop objectives and plans to achieve the objectives, they
must design and develop an organization that will be able to accomplish the objectives. Thus, the
purpose of the organizing function is to create a structure of task and authority relationships that
serves this purpose.

Directing. Sometimes called leading or motivating, directing function involves influencing
the members of the organization to perform in ways that accomplish the organization’s objectives.

Directing 3... on the people in the organization, since its major purpose is to channel human
behaviour toward accomplishing organizational goals.

Controlling. Finally, a manager must 4... sure that the actual performance of the
organization conforms with the performance that was planned for the organization. This is the
controlling function of management.

At this 5..., one should note that the management process does not involve four separate or
unrelated activities but a 6... of closely related functions. Also the four functions do not necessarily
occur in the sequence which has been presented. In fact, the only time they might do so is when a
new organization is being formed. In reality, 7... combinations of the four activities usually occur

simultaneously.

Answer: 1 objectives (goals), 2 achieving, 3 focuses, 4 make, 5 point, 6 group, 7 various

(different).

Task 4. Scan for AACSB seminar offerings and say when and where the seminars on the problem

of strategic management are to be held.



Date Seminar Place

January 18-20 Assessment seminar Dallas, TX

January 18-20 Strategic Management Dallas, TX

February 18-20 Assessment seminar Malibu, GA

February 18-20 Strategic Management Malibu, GA

February 28-29 Advisory Council seminar Atlanta, GA

March 10-12 Strategic Management Durham, NC

March 10-12 Department Chairs seminar Durham, NC

May 24-25 Business Accreditation Coventry England, UK
seminar

May 26-28 Assessment seminar Coventry England, UK

May 26-28 Strategic Management St. Louis, MO

June 6-9 Advisory Council seminar Philadelphia, PA

Answer: The seminars on the problem of strategic management are to be held in January 18-20 in
Dallas, TX, in February 18-20 in Malibu, GA, in March 10-12, Durham, NC, in May 26-28, St.
Louis, MO.

Task 5. Scan the short takes and find the information about the structure of intensive program at

Anderson School.

Richard A. Highfield has been named the dean of the Peter J. Tobin College of Business of St.
John’s University in Jamaica, New York. He replaces Peter J. Tobin, who moves to a new role as
special assistant to the president of the school.

The Mays Business School at Texas A&M University in College Station received a $500,000 gift
from alumnus Brandon C. Coleman Jr. The money will provide for a business chair in the
marketing department in Coleman’s name. The gift was matched by the A&M’s vision 2020
Matching Program to create a $1 million endowed chair.

Richard L. Nolan, professor emeritus of the Harvard Business School, has been named the inaugural
Philip M. Condit Endowed Chair in Business Administration at the University of Washington
Business School in Seattle. The professorship was established in 2001 with gifts totaling $1 million
from The Boeing Co.

The Anderson School at the University of California at the Los Angeles and the Business School of
the National University of Singapore have launched a dual-degree EMBA program. The intensive

program comprises six two-week residential segments in Los Angeles, Shanghai, and Singapore



over 15 months, providing in-depth exposure to the intellectual and business cultures of all three of

these cities.

Answer: The intensive program at the Anderson School at the University of California comprises
six two-week residential segments in Los Angeles, Shanghai, and Singapore over 15 months,

providing in-depth exposure to the intellectual and business cultures of all three of these cities.

Task 6. Read the text and complete the table using information from the text.

A. A company must keep records of the increases and decreases in each asset that it owns. The
most common asset account is: “cash”. “Cash” is the title of the account used to record increases and
decreases in cash. Cash consists of money or any medium of exchange that a bank will accept at face
value for deposit. Included are coins, currency, checks, postal and express money orders, and money
deposited in a bank or banks. Cash account also includes cash on hand such as that in a cash register or
safe.

B. Companies often sell goods and services to customers on the basis of the customers’ oral or
implied promises to pay in the future, such as in thirty days or at the first of the month. These sales are
called Credit Sales, or Sales on Account, and the promises to pay are known as Accounts Receivable.
C. Most companies have fewer liability (debt) accounts than asset accounts. But it is just as
important to keep records of what the company owes as it is to keep asset accounts. There are two
types of liability accounts: short-term liabilities account and long-term liabilities account.

D. Accounts Payable is the opposite of Accounts Receivable. It represents amounts owed to
creditors on the basis of an oral or implied promise to pay. Accounts payable usually arise as the result
of the purchase of merchandise, services, supplies, or equipment on credit.

E. Short-term liabilities account are wages payable, taxes payable, rent payable, and interest
payable. Often customers make deposits on, or pay in advance for goods, and services to be delivered
in the future. Such customers’ deposits are also recorded as liabilities.

F.  The most common types of long-term liabilities accounts are bonds and property mortgages.
Because a wide variety of bonds and mortgages have been developed for special financing needs, it is

difficult to classify them.

1. Cash consists of ...

2. Companies often sell goods and

services on the basis of ...

3. There are two types of liability




accounts:

4. The opposite of Accounts Receivable

is

5. Short-term liabilities account are

6. The most common types of long-term

liabilities accounts are

Answer:

1. Cash consists of money or any medium of exchange that a bank will accept at face value for
deposit.

2. Companies often sell goods and services on the basis of the customers’ oral or implied promises to
pay in the future, such as in thirty days or at the first of the month.

3. There are two types of liability accounts: short-term liabilities account and long-term liabilities
account.

4. The opposite of Accounts Receivable is Accounts Payable.

5. Short-term liabilities account are wages payable, taxes payable, rent payable, and interest payable.

6. The most common types of long-term liabilities accounts are bonds and property mortgages.

Task 7. Read the text about how entrepreneurs respect culture. Find the information about Clifford
Lichaytoo and Sterry Chong’s occupation and their product. Say how they learned the cruel reality

of the global economy. Say what let them succeed in global business.

Entrepreneurial Focus. Entrepreneurs Respect Culture

What do Clifford Lichaytoo in the Philippines, Jiri Bradle in the Czech Republic, and Sterry
Chong in China possibly have in common? They are small-business owners who have taken risks
because they live in cultures that value and reward risk taking. A close look at the businesses
founded by these three entrepreneurs shows how cultural forces affect small businesses.

Clifford Lichaytoo learned the cruel reality of the global economy when he lost textile
contracts to competitors in countries like Nicaragua, which have 75% lower labor costs. So he
started a company in a higher-value-added business - importing premium wines. As Filipinos have
prospered, their consumer behavior has begun to resemble that of the consumers in other
industrialized countries — for example, drinking fine wines, as the French and Italians do.

Jiri Bradle discovered the value that his new advertising agency could provide Western

companies doing business in Prague, capital of the Czech Republic. Having learned some lessons in



cultural literacy, Colgate Palmolive hired Bradle to integrate Czech culture into its marketing
campaign for Colgate toothpaste.

Sterry Chong and his brother hope to strike it rich in a U.S. — China joint venture with
TCBY (The Country’s Best Yogurt). As their spending power has grown, Chinese consumers, like
Filipinos, have begun to behave like consumers in any industrialized nation. Because they are in the
market for healthier diets, the selection of available goods has widened.

The Chongs are exploiting this trend and their thorough understanding of Chinese culture.
“Each city”, explains Sterry Chong, “is very different; each province has its own culture. You can’t
just make one single television commercial and broadcast it across the country. You have to find
out what the interest is in each city or province”. Accordingly, the Chongs are designing yogurt
flavors to suit the needs of each individual market in the country.

(From “Global Business” by C.W. Hill.)
Answer: They are small-business owners who have taken risks because they live in cultures that
value and reward risk taking. Clifford Lichaytoo learned the cruel reality of the global economy
when he lost textile contracts to competitors in countries like Nicaragua, which have 75% lower
labor costs. So he started a company in a higher-value-added business - importing premium wines.
Sterry Chong and his brother hope to strike it rich in a U.S. — China joint venture with TCBY (The
Country’s Best Yogurt). Chinese consumers, like Filipinos, have begun to behave like consumers in
any industrialized nation. Because they are in the market for healthier diets, the selection of
available goods has widened. To succeed in global business the Chongs are designing yogurt

flavors to suit the needs of each individual market in the country.

Task 8. Skim for information, answer the questions given after the document.

Bank IV Bank I'V Kansas, N.A. Application for Irrevocable
International Services Standby letter of Credit
Post Office Box 4,

Wichita, Kansas 67201-0004 USA
Telephone (016) 261-4189
SWIFT BKIVUS44

Date: L/C No.:

Please issue an Irrevocable Standby Letter Of Credit in accordance with this application and
transmit it as indicated below. In issuing the Credit you are expressly authorized to make such
changes from terms herein below set forth as you, in your sole discretion, may deem advisable

provided that no such changes shall very the principal terms hereof.



Airmail Brief Cable Full Text Cable Courier

This part for bank only unless you designate | Applicant

advising bank

Beneficiary Amount
In figures

In words

Expiration date

Available by Drafts at sight on you, your branch or your correspondent at your option or you

may waive draft requirement.

Document required:

Covering:

Stipulate the purpose of the purchase To secure payment of taxes

Special instructions:

Payment of fees:

We understand that our account no.

will be debited for fees related to this credit

Unless otherwise stated, all documents are to forwarded in one cover, by registered mail. This credit
will be subject to the Uniform Customs and Practice for Documentary Credits (1993 revision), ICC
Publication No. 500. The opening of this credit is subject to the terms and conditions as set forth in
the agreement appearing on the reverse hereof to which we agree.

Obligor:

Name Name




Signature & Title Signature & Title

1. The sample of what letter of credit have you just skimmed?

2. To what document will this credit be subject to?

Answer:
1. Application for Irrevocable Standby letter of Credit

2. This credit will be subject to the Uniform Customs and Practice for Documentary Credits

Task 9. Read the itinerary. Mark Dean is visiting Spain next week. Complete the questions and

answers about Mark’s itinerary.

Monday Arrive Barcelona 8.30 p.m.
Tuesday Discuss new hotel building project with local management.
Wednesday Meet with architects — all morning

Visit building site — afternoon
Thursday Discuss plan with local politicians — morning
Interview some building companies — afternoon
Friday Hold development seminar — morning

Leave —4.30 p.m.

Complete the questions and answers about Mark’s itinerary.
0 ?

A On Monday at 8.30.p.m.

O What is he doing on Tuesday?

A

0 ?

A Wednesday afternoon.

Q What is he doing on Thursday morning?
A

0 ?
A Friday at 4.30 p.m.

Answer:

When is he arriving in Barcelona?
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He is discussing the new hotel building project with the local management.
When is he visiting the building site?
He is discussing the plan with local politicians.

When is he leaving?

Task 10. Read the memo and write the correct questions for these answers.

Memo Clothescom
To: Bill Lomax Date: 24 Oct.
From: Phil Murphy Subject: Problem with New Office Shop

The new sales office and shop in Manchester is opening next week.

The problem is that the new computerised ordering system is not working.
We are recruiting staff at the moment and have no time for this problem.
I need someone to come here and examine the software.

Can you send someone this week?

PM

0 ?
A Manchester.

0 ?
A They are recruiting staff.

0 ?
A No, it is not.

0 ?
A Someone to come in and examine the software.

0 ?
A This week.

Answer:

Where is the new sales office and shop?
What are they doing at the moment?
Is the new computerised ordering system working?

What does Phil Murphy need?



When does Phil Murphy want someone to come to the sales office in Manchester?

Biaagernb
OOyuamomuiicsi BjajgeeT: HaBBIKAMH «OBICTPOTO» M «IIOUCKOBOTO» YTE€HUS MPOdeCCHOHATHHO-

OPUCHTHPOBAHHBLIX AYTCHTUYHBIX TCKCTOB Ha aHTINHCKOM SA3BIKC, HAaBbIKaMMW YCTHOI'O U
INUCBMCHHOT'O IEPEBOJAa B paMKax 06HI€FO n ACJI0BOIO aHTJIUHCKOTO A3bIKA, HaBbIKaMH

KPUTHYECKOTO MBIITUICHHS M aHaJIn3a KOHKpeTHO# cutyanuu (Case Study Method).

Task 11. Look through articles on the topic and give detailed answer to the question. What are the

pros and cons of the process of Globalization?

Answer: Globalization is a complex phenomenon that affects all spheres of our life in one way or
another. Of course, it has both positive and negative sides.

The main pros of globalization:

- accelerated economic development due to access to the international market;

- reduction of prices and improvement of product quality due to competition;

- the opportunity to invest in foreign enterprises;

- accelerated technological progress through technology exchange;

- the opportunity to enrich your culture at the expense of the cultures of other countries;

- improvement of international relations.

The main cons of globalization:

- uneven distribution of wealth (the most developed countries, occupying a dominant
position, receive more investment);

- the growth of unemployment associated with the availability of cheap labor from other
regions;

- loss of national cultures and traditions;

- exploitation by more developed countries of cheap labor in poor countries;

- development of international crime;

- tax evasion, money laundering and other frauds.

Task 12. Look through articles on the topic and give the detailed answer to the question. What is

the future of business in Russia?

Answer: The future of business in Russia is influenced by several factors. One of the most

significant trends is the increasing use of digital technologies and automation, which are



transforming the way businesses operate and compete. Another trend is the growing importance of
sustainability and environmental responsibility, as consumers and stakeholders demand more
ethical and eco-friendly practices from companies. Additionally, the ongoing economic and
political reforms in Russia are creating new opportunities for businesses to expand their reach and
tap into new markets. However, there are also challenges ahead, such as geopolitical tensions,
economic uncertainty, and changing regulatory environments. To succeed in the future of business
in Russia, companies will need to be innovative, adaptive to change, and prioritize ethical and
sustainable practices. Additionally, building strong relationships with local partners and

understanding the unique cultural and business environment in Russia will be crucial for success.

Task 13. Look through articles on the topic and give detailed answer to the question. What is

Success in terms of Management?

Answer: To decide whether success has been achieved or what is necessary to succeed, we first
need to determine what success is. If you ask which organizations can be considered successful,
most people will start listing the names of well-known enterprises. But if we think about the
definition, we will see that size and profitability cannot always be considered criteria for success.
Organizations exist to achieve certain goals. And if achieving a huge size is not one of its goals,
then a small business can in its own way be considered as successful as a large organization.

Consequently, an organization is considered successful if it has achieved its goal.

Task 14. Translate the text from English into Russian.

Polywogs is a woman-owned and run company that designs and distributes upscale
children’s sweaters. The sweaters are manufactured in the Philippines but sold throughout the USA
in department and specialty stores. It is the creation of Yolanda C. De Wit, originally from the
Philippines, and her American-born partner Ann E. Meyers. The 2 women met while working
together at a sweater distributorship. Yolanda was a manager and Ann was a designer who had
taken an entry-level job as Yolanda’s assistant.

They started Polywog out of desperation after each had lost her job. “After being
unemployed for several months, I decided that the solution to never being jobless again was to
become self-employed,” Yolanda stated Ann was in a similar situation and state of mind. However,
despite their strong personal commitment, starting the business required lots of sacrifice and held

lots of risk.



Yolanda at the time was a nontraditional student, a mother of 2, who had returned to college
to get an MBA. She needed to finish the degree, find a job to support herself, and fund a new
business. Ann, also a mother of 2, had a successful track record of launching a children’s apparel
line that generated sales of over $1min in 2 years but at another company.

With $15,000 raised from family and friends, Yolanda and Ann jumped in. They secured
their first order for $50,000 within a few months. From the beginning Yolanda has been in charge
of administration, operation and finance. She is responsible for coordinating with manufacturers for
the production and importation of the finished product, order processing, and shipping the
merchandise. Ann designs the children collection created 4 times a year. She is also the national
sales manager, who oversees the network of 8 sales representatives, attends trade shows, and creates

the marketing plan.

Answer:

Polywogs - mnpuHaanexamias JKCHIIMHE KOMIIAHHs, KOTopas pa3pabaTeiBaeT U
pacIpocTpaHsieT BHICOKOKIIACCHBIE JAeTCKHe cBUTepa. CBUTEpa Npou3BOAATCS Ha OUINNIKUHAX, HO
npoaatorcst o Bced tepputopun CIIA B yHMBepMarax v crelMajlM3upOBAHHBIX MarasuHax. JTO
tBOopeHue HWonanaslt K. Jle Butr, pomom ¢ OuiaunnuH, U €€ MNapTHEPIIA aMEPUKAHCKOTO
npoucxoxaeHus DHH D. Meiiepc. /[Be >KEHIIMHBI MO3HAKOMUIINCH, KOTJIa BMecTe paboTanu B
KOMIIaHUM T10 pacHpOCTpaHEHUIO0 cBUTEpOB. MonaHna Obuta MeHeIKepoM, a DHH - JTU3alHEpPOM,
KOTOpas ycTpouiach Ha pabOTy Ha4aJbHOTO YPOBHS B KaU€CTBE acCUCTEHTKU MomaHpl.

Onu ocHoBanu Polywog oT oTyasHHs MoOcie TOTO, KaK KaXK[as W3 HUX MOTepsia paboTy.
“IIpoObiB  0e3pabOTHON HECKOJIBKO MECSIEB, s pPELINa, YTO pelleHHe HUKOrga Oouibline He
ocTaBaTbcsa 0e3pabOTHON - 3TO cTaTh caMo3aHATOW’, - 3asBwia Momanna OHH, KoTopas Oblia B
MOXOXKEH CHUTyalluh W MJYLIEBHOM COCTOSHHHM. OJHAKO, HECMOTPSI Ha HMX CWIBHYKO JHYHYIO
IPUBEPKEHHOCTh, OTKPBITUE OM3HEca MOTPeOOBao OONBIIHMX KEPTB U COIMPSHKEHO ¢ OONbIINM
PHUCKOM.

Honanna B To BpeMsi ObliIa HETPAIUIIMOHHON CTYJCHTKOH, MaTepbIO IBOMX JIETEH, KOTOpas
BEPHYJIACh B KOJUIEK, YTOOBI ONy4nTh cTeneHb MBA. Eif Hy)kHO ObUTO 3aKOHYUTH y4eOy, HAUTH
paboTy, 4ToOBI coaepkarh ceds, U MPOPUHAHCUPOBATH HOBBIM OM3HEC. DHH, TaKKE€ MaTh JIBOUX
JieTel, YCHeIIHO 3alyCTria JMHHUIO IETCKON 0JIeXK b, 00BEM MPOAaK KOTOPOil 3a 2 roja MpeBbICHII
1 MJTH 10/171apOB, HO B APYTrOM KOMIIAHUU.

Cobpag 15 000 nommapoB OoT ceMbH H Apy3ei, Monanaa 1 OHH BKIIOUWIKCH B paboTy. OHu
NOJIy4rJIM ¢BOW mepBblil 3aka3 Ha 50 000 moymapoB B TeueHUME HECKOJIbKHX MecsueB. C camoro
Havana Monanaa oTBedana 3a aIMUHUCTPUPOBAHKE, YKCIUTyaTanuio U ¢puHancel. OHAa OTBEYaeT 3a

KOOpPAMHALIMIO C MPOU3BOAUTEISIMU MPOU3BOJCTBA U MMIOPTa TOTOBOW MPOAYKLHH, 00pabOTKy



3aKa30B U JJOCTaBKY TOBapOB. DHH pa3padaThIBaeT JETCKYIO KOJUIEKIUIO, KOTOpas co3naercs 4 pasa
B roj. OHa TaKkKe SBISETCS HALIMOHAIBHBIM MEHEKEPOM I10 MpoJjiaXkaM, KOTOPbI KypUpPYET CETh
13 8 TOProBBIX MPEICTaBUTENEH, TOCEIIAaeT TOProBble BHICTABKU U pa3padaThiBaeT MapKETHUHT OBBIH

I1J1aH.

Task 15. Look at the case-study “Hudson Corporation” e-mail, read it. Write a reply.

Dear David,

As you know, we’ve recently been having intensive discussions within the Hudson organization
about the future of our brand, in particular whether to go upmarket or downmarket. At a meeting of
our key people recently, we decided to take the upmarket route. We want to develop the Hudson
label as an exclusive brand, keep the “Made in America” tag, sell at higher prices, and use product

placement and high-profile celebrities to advertise our products.

We also want to stretch the Hudson brand and use it on high-quality watches and jewelry in an

agreement with a Swiss manufacturer.

I would like to arrange a meeting with you and your key associates to discuss these issues further
and to decide how to move forward. Would next Wednesday, May 13, at 10:30, here at my office in

Newark, be suitable for you?

Look forward to hearing from you.

Best wishes
Carly Angelo
CEO, Hudson Corporation

Answer:

Dear Mr. Angelo,

Thank you for your letter. I am glad that Hudson has come to a right decision in relation to its future
marketing strategy. I will come to the meeting on the day that you suggest. It would be nice if we
could meet in the afternoon. I will take two colleagues with me. They are experts in the field of

Marketing and Finance.



I look forward to discussing a detailed plan of action on how to put the selected strategies into

action.

Sincerely yours,

David Wright

6. JIMCT COI'JIACOBAHUA



CocTaBmi:

H.A. Kopneesa, K.11.H., TOLEHT

3aBenyromuii kKageapoil HHOCTPAHHBIX S3BIKOB
H.A. Kopneesa, K.11.H., JOLIEHT

3aBeqyromuil BeITycKaromei kadenpoit
H.b. Ctpekanosa, A.10.H., IOLUEHT
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