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1. HNEPEYEHb KOMIIETEHIIMHA U 3TAIIbI X ®OPMUPOBAHUS B ITPOIIECCE
OBYYEHMUA 110 JUCHUIIJIMHE
2. NEPEYEHb KOMIIETEHIIUI U 3TAIIbI X ®OPMHUPOBAHUSI B ITPOIIECCE
OBYYEHMUS N0 AUCHUITJIMHE

OneHounsle MaTepuanbl (cpencTBa) cPOPMUPOBAHBI B COOTBETCTBHUHM C (erepaabHbIM
rOCyJJapCTBEHHBIM 00pa30BaTENbHBIM CTAHAAPTOM BBICIIEr0 00pa30BaHUsI 110 HAIPABICHUIO
oAroToBkH «Pekiiama u cBA3M ¢ OOIIECTBEHHOCTHIOY», YTBEPKIAECHHOIO MpUKa3oM MUHHUCTEpCTBA
obpazoBanus um Hayku Poccuiickoit @enepamuu ot 08.06.2017 Ne 512 wm yuyeOHOro Iurana
HarnpasieHus noarotoBku 42.03.01 «Pexsiama u cBsi3u ¢ 00IIECTBEHHOCTHIO», poduis «Peknama
U CBSI3U C OOIIECTBEHHOCTHIO B KOMMEPYECKHX M HEKOMMEPUECKUX OPTaHU3aLUsIX».

.B coorBercTBUM ¢  Marpuueid  KOMIETEHIMH OCHOBHOH  mpodeccruoHalbHON
oOpa3oBaTenbHONW mporpamMmbl «Pekinama M CBSI3M € OOLIECTBEHHOCTBIO B KOMMEPYECKMX U
HEKOMMEPUYECKUX OpraHu3alusax» B Impouecce oOydeHus mno aucuuiuinHe «lloaroroBka mo
AHIIIMICKOMY SI3BIKY» MPOUCXOIUT (POPMUPOBAHME 3AKPETJICHHBIX 32 JUCHUTUIMHOW KOMITETCHIINN
obOyuaronuxcsi. OmneHka CcHOPMHPOBAHHOCTH KOMIIETEHIIMA Ha KaXJAOM JTarne oO0ydeHus
IPOMCXOJUT Yepe3 OLEHKY IUIAHUPYEMbIX pe3yJbTaToOB OOy4YeHMsS IO IUCLUIUIMHE (3HAHMH,

YMEHUH, HaBBIKOB).



Pe3ynbTaThl OCBOCHUS
o0pa3zoBaTebHON
HPOrpaMMBbI(KOMITETEHII
uH)

I Inanupyemsble pe3ysbTaThl
00y4eHHS 110 TUCIUTUTAHE

Orarbl
(bopMHupoBaHUs
KOMIIETEHIIU
(cemecTpbl, TEMBI)

OreHOUHBIE
cpencTBa

YK—4
Crniocoben
OCYIIECTBIISATh
JIEIOBYIO
KOMMYHUKAITUIO B
YCTHOM U MMCbMEHHOU
¢dbopmax Ha
rocy1apCTBEHHOM
a3bike Poccuiickon
®Denepauuu u
MHOCTPaHHOM (BbIX)
A3bIKE (aX)

YK-4.2.
OcymiecTBisieT
JIEJIOBYIO
KOMMYHHKAITHIO B
YCTHOM U MMCbMEHHOU
¢dbopmax Ha
WHOCTPAHHOM (BIX)
A3bIKE (aX)

3HATh:

-pa3IMYHbIE TEXHUKU U
CTpaTeruu YTCHUS U
YCTHOTO MEPEBOJIA;
-JIEKCUKO-TPaMMaTUYECKUI
MaTepuai B paMKax
00IIIer0 U ACIOBOr0
AHTJIMHACKOTO S3BhIKa Ha
0a3e ayTeHTUYHOTO TEKCTAa;
-KyJbTYpY, CTUJIb KU3HU U
HaITMOHAIILHBIN
MEHTAJIUTET CTPAH
M3y4aeMOTO SI3bIKa;

- 0COOEHHOCTH
TOJIEPAHTHOTO
B3aUMMOJICHCTBHS U
KOMMYHHUKAIUHU C
MPEACTABUTENAMHU OU3HEC
COOOIIIECTB.

YmMmeTh:

-HCIIOJIH30BATh TEXHHUKHU U
CTpaTeruy YTCHHsI U
YCTHOTO ITEPEeBO/Ia Ha
OCHOBE JICKCHKO-
rpaMMaTHYECKOTO
MaTepuaia B paMKax
00II1ero 1 JeJI0BOTO
aHTTIUIICKOTO SI3BIKA;
-IIPUMEHSTh TEXHUKU
CKOPOCTHOT'O YT€HHUS
poQeCCUOHAIBHO-
OpPUEHTHPOBAHHBIX
TEKCTOB;

-HCTIOJIb30BATh TEXHUKHU
repeladyn aHra0s3bIYHON
npodeccnoHanbHOMI
uHpOpMaLnH.

Baanern:

- HaBBIKAMHU «OBICTPOTO» U
«TIONCKOBOT0» YTCHUS
npogeccuoHaNbHO-
OPHEHTUPOBAHHBIX

Cemectp 6

Pasznen 1.Rendering
(texts on Marketing
and PR)

Tema 1.1.
Techniques and
strategies of
Rendering

Tewma 1.2.
Techniques and
strategies of
Interpreting and
Translating

YCTHBII 0Ipoc 1o
MIPONJIEHHOMY
Marepuaiy

B 6 cemectpe no
temam 1.1.,1.2.

[TucemenHble paboThI




ayTEeHTHUYHBIX TEKCTOB Ha
AHTJIMHACKOM SI3BIKE;
-HaBbIKAMH YCTHOTO U
MMMCbMEHHOTO TIEPEBO/Ia B
paMKax o0IIero u
IEJIOBOI0 aHTINHCKOIO
SI3BIKA;

- HaBBIKAMHU KPUTUYECKOTO
MBIIICHUS M aHAIN3a
KOHKPETHOW CUTYaIIHU
(CaseStudyMethod);

- HaBLIKAMU 00OOCHOBAHMUS
MPUHSATOTO PELICHUS U
a”HaIi3a ero NoCiIeqCTBUIA.

OIIK-1

Crnoco0eH co3aBathb
BOCTpPEOOBAaHHbBIC
00LIECTBOM U
WHIyCTpHUEH
MEIUATEKCThI U (IIH)
MEIUAPOYKTHI, U
(vn)
KOMMYHHKAITIOHHBIC
MPOJYKTHI B
COOTBETCTBUH C
HOpPMaMH PYCCKOTO U
WHOCTPAHHOTO
S3BIKOB,
0COOEHHOCTSIMU MHBIX
3HAKOBBIX CUCTEM

OIIK-1.2.
OcymiecTBisieT
MOJTrOTOBKY TEKCTOB
PEKIIaMBI U CBSI3EH C
OO0IIECTBEHHOCTBIO U
(nnn) UHBIX
KOMMYHHKAIIMOHHBIX
MPOIYKTOB
pas3INYHbIX KAHPOB U
dbopmaros B
COOTBETCTBUHM C
HOpPMaMH PyCCKOTO U
MHOCTPAaHHOTO

3HaTh:

- JICKCUKO-
IrpaMMaTHYECKUI MaTepHrall
B paMKax o011ero u
JICJIOBOTO aHTJIMHCKOTO
sI3bIKa Ha 0a3e
AyTEHTHYHOTO TEKCTAa;

- IpaBUJIa MOATOTOBKU

KOMMYHHUKAIIMOHHBIX
MPOJIYKTOB Pa3IUYHBIX
’KaHPOB U (JOPMATOB B
COOTBETCTBUU C HOPMaMH
AHTJIMHACKOTO S3BIKA.

YMerh:

- MCIIOJIb30BaTh TEXHUKHA
nepeladyy aHrI0s3bIYHON
npodeccuoHaNbLHOMI
nHpopmanuu;

- OCYILIECTBJIATH
MMOATOTOBKY TCKCTOB
PEKIIaMbl 1 UHBIX
KOMMYHHKAIIUOHHBIX
MIPOJIYKTOB B COOTBETCTBUH
C HOpMaMH aHTJIIHUHCKOTO
SI3BIKA.




SI3BIKOB, Baagern:
0COOEHHOCTSIMU UHBIX
3HAKOBBIX CUCTEM. - HAaBbIKaMH I(pI/ITI/I‘-IeCKOFO

MBIIIJICHHS H aHATHA3a
KOHKPETHOMN CUTyalluu
(Case Study Method);

- HaBbIKaMU 000CHOBaHUS
MPUHSITOTO PELICHUS U
aHallM3a ero MocleACTBHIA;

HaBbIKaMU MCIIOJIb30BaHU
HOPM aHIJIMHACKOTO A3bIKA
JUIs pa3paboTKu
KOMMYHHKAIIMOHHBIX
IIPOJYKTOB.

3. OLEHOYHBIE MATEPHUAJIbI (CPEACTBA) AJIs1 TEKYIIEIO KOHTPOJISI U
OLIEHKH 3HAHUM, YMEHUN, HABBIKOB, OBECIIEYUBAIOLINX
®OPMHWPOBAHWS KOMIETEHIMI B MPOIIECCEOBYYEHMUS IO JUCIUIIJINHE

OIICHO‘-IHI)IG MaTepuaibl A TEKYHICTO0 KOHTPOJIA IO AWCHUILUIMHE: B TCYCHHUE CCMECTpPA
OCYIIECTBIISIETCS TIOYPOYHBIN KOHTPOJIb YCTHBIX OTBETOB (JIMAJIOTOB M MOHOJIOTOB), ayTUPOBAHHUS,
YTeHHUs] U MHUCBMEHHBIX PaboT, a TakKe caMoCTOsITeNlbHas paboTa CTYACHTOB - MOJATOTOBIEHHOE
MOHOJIOTHYECKOE BBICKa3bIBAaHHE B BHJIC OTBETA HA BOMPOC (CM. HIDKE TIO CEMECTPaM).

OHCHKa BBICTABJISICTCA 34 pa60Ty Ha KaXXIOM 3aHATHHU, YUUTBIBAIOTCA BCC BH/bL pequoﬁ
JeATeTLHOCTH (ayJUpOBaHKE, TOBOPEHUE, YTCHUE, MMIChMO). YMEHHE KpaTKo (B TeueHue He Oosee
30 cek.) YCTHO OTBETUTh Ha TPEJCTABJICHHBIC HW)XE BOMPOCHI, TMPUMEHSSI YMEHHS ¥ HaBBIKU
U3JTI0’KEHUSI OCHOBHOTO COJICPYKaHUS COCTABICHHOTO 00YJAIOIIUMUCS TEKCTA B TUCBMEHHOU (hopme.

OLIeHKa BBICTABJIACTCA COOTBETCTBCHHO KPUTCPUAM OLICHHUBAHUA.

Kputepun oneHkn ypoBHsi cpopMHPOBAHHOCTH A3bIKOBBIX HABBIKOB H pe4eBbIX YMeHHUil

Bupn gesiteqibHOCTH Ouenka Kpurepuu ouenku
1. AynupoBaHue OTnuyHO 80-100 % mpaBUIBHBIX OTBETOB. AJIeKBaTHAsI OBICTpask peaKIus
Xopomo 70-79 % npaBUNBHBIXOTBETOB

YnosnerBoputenbHo | 50-69 % mpaBUIIbHBIXOTBETOB

HeynosnetBoputensno | Menee 50% npaBuIbHBIXOTBETOB

2. 'oBopeHue OTIn4yHO KoMMyHHKAaTHBHAs 3aJadya YCIEIIHO pemieHa. Pedb cB0oOOgHAs,




Oeras, MIPEATIOKEHUS CIIOXKHEBIE, MOJIHBIE, CBSI3HBIE,
nocaenosarenbuele.  O0beM  BhICKa3bIBaHMs: Monojgor — 20-30
npeioxkeHuit; auanor —15-20 B munyTy. Mcnmonbdyerca mmpoxuii
JIMAna3oH SI3bIKOBBIX CPEACTB U CIOXHAs CTPYKTypa MpemsIOKeHUH.
Homyckaercs ot 1| nmo 3 rpaMMaTHuYecKHUX, JIEKCHUYECKHX,
(hOHETHYECKHX OMIMOOK, HE MPEHATCTBYIOIIMX KOMMYHHKALIHH.

Xopouio

CBsi3Hast pedyb CPEAHETO TeMIIa, 00BEM BBICKA3bIBAHHS: MOHOJIOT - 14-
19 npeanoxxennit; guagor — 10-14. KoMMyHUKaTHBHAS 3a/1a9a B [IEJIOM
pemeHa ¢ HEKOTOPBIMH OTOBOpKaMH. JlMama3oH SI3BIKOBBIX CPENCTB
HAaXOJWUTCS B OCHOBHOM B COOTBETCTBHH C IIPOrpaMMOil Kypca.
Jomyckaercs ot 4 gm0 6 TpaMMaTHYeCKHX, JIEKCHUECKHX,
(hOHETHYECKUX OIIHOOK, HE MPEISITCTBYONMX KOMMYHHKAIIUH.

VY 10BIIETBOPUTENBHO

MenjieHHBI TeMI pedd, OOJBIIOEC KOJIMYECTBO IMay3, MpOCTas
CTpYKTypa npeioxkennit. O0beM BBICKa3bIBaHUS: MOHOJIOT — 10-
13 npennoxenwuit; guanor — 7-9 npemioxenuit. Jomyckaercs ot 4 10
8 JICKCHYECKUX, TPAMMATHYCCKUX, (DOHETHUCCKUX U KOMMYHHKATHBHO-
3HAYMMBIX OIITHOOK.

HeynosnerBopurensHo

KoMMyHuKaTHBHAs 3a7jauya He pellieHa, TEeMIl PeYd OYeHb MEJJICHHBIH.
Hcnonp3yrorcss 0OpBIBOYHEIC, HECBSI3HBIC MPEIIOKCHUS. Boxalyisp
NIPUMHUTHBHBIH. OOBEMBBICKA3LIBAHM: MOHOJIOT - MeHee
10mpemIoKeHUH; IHAIOT - MEHee 6 MPeII0KCHIIA.

3. Urenue

OTiIM4HO

[omaoe m TouHoe (90%-100%) mMmOHMMaHWE CONCpPXKAHUS TEKCTa,
yMEHHE MepeAarh  COACpXKAHWE CKaro M pPa3BepHYTO C
WCTOJh30BaHUEM AaKTHBHOW Iekcuku. Jlomyckaercs or 1 go 3
HErpyObIX IPAMMATHYECKUX U JIEKCHYECKHX OLTHOOK.

Xoportio

[lonnmanme conmepkanmsa Tekcta B 1menoMm (70%-89%), ymenue
nepenarb CoJep)KaHWe C)KaTo M Pa3BepHYTO C HCIOJb30BAHHEM
akTUBHOM Jekcuku. Jlomyckaercsor 4 10 6 TpaMMaTHUECKHX,
JICKCHYCCKUX U (POHETHYCCKUXOIHOOK.

Y 10BIIETBOPUTENBHO

HemomHoe wu  Hetounoe (50%-69%) noHMMaHHME COAEp)KaHUS
MPEAJIOKEHHOTO  TEKCTa, 3aTpyJHEHUs TMpH I[epelade ero Ha
WHOCTPAaHHOM $I3bIKE, HE MCTIOIb30BAHUE HOBBIX JIEKCUUECKUX €TUHUILL.
Honyckaercs or 6 g0 10 rpaMMaTHYecKHX, JIEKCHUECKHX U
(hOHETHYECKHX OIIMOOK, YACTh U3 KOTOPBIX SABIISIETCS IPYOBIMH.

HeynosnerBoputensHO

[MonHOE HEMOHUMAaHUE COACPIKAHUS UM HETOYHOE MOHUMAaHUe (MeHee
50%) TpemaTOKEHHOTO TEKCTa, HEyMEHHWEe TMepefaT ero Ha
WHOCTpaHHOM si3bike. Bomee 10 rpamMMaTH4ecKuX, JEKCHYECKUX U
(hOHETHYECKMXOIITHOOK.

4. [Tucemo
(opummansHas
JIeJIoBast
KOPPECTIOH ICHIINS)

OT1iM4HO

Pabota conmepXuUT YETKYI0 M NPO3PavyHyI0 CTPYKTYpPY: BBIACICHHBIC
BBEJCHHE, OCHOBHYI0 4YacThb M 3akmoueHue. Mcnonbesyercs
pa3HOOOpa3HBIl aKTUBHBIH BOKaOYJSp, JIEKCHYECKHE EIWHUIIBI,
CBS3BIBAIOIINE CMBICIOBBIE YaCTH, MUMEETCSl YETKOe INpeCTaBlICHHE O
TEXHUKE IHChbMa M  CHOCO0AaX  PACKpPBITHS TEeMbl.  XOpOLIO
NPOCMAaTpUBaeTCs CMBICH  HamucaHHoro. OpraHuzanus  padOTHI
COOTBETCTBYET 3aJaHMI0 ¥  OOECIeYMBacT YUTATENIO0  YETKOE
noHnMaHue Ttembl. JlomyckatoTcss 1-3 HerpyOble TrpaMMaTH4ecKue,
Jekcnyeckue  u  opdorpaduyeckne OMMOKHM, HE HapyIIarolue
TOHUMAaHHE.

Xopouio

Pabora nmeer 4eTkyro CTpyKTypy. BokaOymsp amexBareH, He Bcerza
IIPOCMAaTPHUBACTCS yYMEHHE CBS3BIBAaTH MEPEXO0J OT OAHOW MBICIH K
npyroii. ConepkaHue paOOTBl BBICTPOEHO JIOTHYECKH, HO TEMBI
OTIPEJETICHHBIX YacTeil MONHOCThIO HE PAcKpBITHL. Jlomyckaercst oT 4
10 6 TpaMMaTHYECKHX, JEKCHYECKIX U ophorpapuIecKux OmHIOoK, He
HapYyIIAIOMIKUX TOHUMaHHE.

VY 10BIIETBOPUTENBHO

JleMoHCTpHUpYeTCsl c1aboe pacKphiTHE TeMbl, paboTa OpraHM30BaHa
CJIMIIKOM TPOCTO, CMBICI MeCTaMH HesiceH. Mcrosb3yercsi CIumKom
npoctod  BokaOymsip.  HacuumteiBaetcs 7-10 rpamMmaTH4YecKux,
JIEKCUYeCKUX H  opdorpaduyecknx OIMOOK, HE HapyIIalonX
ITOHUMaHHE.

HeynosnerBopurensHo

PabGora He cTpyKTypHpOBaHa W HE OpraHU30BaHa JOJDKHBIM O0pazoM.
CMBICII MecTaMH HeE SiICeH. BokaOynspnpHMHTHBEH, HCIOJIB3YIOTCS
OTIETbHBIC H30JMPOBAHHBIE CJOBAa, HE CBS3aHHBIE OOPHIBOYHBIC




npepioxkenus. Jomymenooonee 10 rpaMMaTHIecKux, JIEKCUUYCCKUX H
opdorpaduIeCKUXOITHOOK.

Cnmcok BONPOCOB /ISl OATOTOBKH K TEKYILIEMY KOHTPOJIIO B 6 cemecTpe:

@opMyITHUpOBKAa BOMPOCOB K TEKYIIEMY KOHTPOJIO B 6 ceMecTpe MOJIHOCTHIO

COOTBCTCTBYCT HAMMCHOBAHUIO U COACPIKAHUTIO 3asIBJICHHBIX TCM.

Pasnen 1. Rendering (texts onMarketing and PR)

Tema 1.1. Techniques and strategies of Rendering

1. What is rendering?

2. What are strategies of successful rendering?

3. Why is this technology needed for a PR-manager or Mass Media specialist?
4. What are main rules of rendering?

5. What are common mistakes when doing rendering?

6. What professional spheres is rendering used in?

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

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

10.  What are rendering techniques in economics?

11.  What are rendering techniques in management?

12.  What are rendering techniques in design?

13.  What are rendering techniques in PR?

14.  What are rendering techniques in I'T?

15. What are rendering techniques in marketing?

Tema 1.2. Techniques and strategies of Interpreting and Translating

16.  What are the origins of competitive advantage: innovation, evolution, and environment?

17. How can the sphere of marketing communications be characterized?

18.  What are viral campaigns?

19. Is the knowledge of the advertising code of practice vital to those wishing to work in the

advertising industry?
20.  What are USPs? Why are they important?
21.  What are the laws of product promotion?
22.  Why is celebrity endorsement so popular nowadays?
23. How has the development of international markets affected you as a consumer; your

country?



24.  How do you think international markets will develop in the future?
25.  What is free trade? What are its rules?

26.  What is the difference between open and protected markets?

217. To what extend do you have free trade in your country?

28.  How is negotiation important for any PR-manager? Why?

29.  What is significant when doing business internationally?

30.  What business advice can be given to any PR-manager?

4. OIEHOYHBbIE MATEPHAJIbBI (CPEACTBA) AJIA INPOBEJEHUSA
IMPOMEXYTOYHOM ATTECTAIIMH 11O JUCIATIIMHE

I[J'IH OLCHKHU PE3YJIbTAaTOB 06y‘IeHI/IH HOo AUCIMIIIINHC y‘le6HHM INIaHOM B HICCTOM CEMECTPEC

mpeayCMOTPCH 3a4€T C OHCHKOﬁ, HpOBO,Z[PIMLIfI B (bopMe MUCBMCHHOI'O 1 YCTHOTO OIIpOocCa.

OLIEHKA 3HAHUI OBYYAIOIIMXCS HA 3AUYETE C OLIEHKOM (6 cemectp)

Komnerennus YK—4 — oOy4aroriuiicst ¢rmoco0eH OCyIIeCTBISITh ACIOBYI0O KOMMYHHUKAIIUIO B
YCTHOM W THCbMEHHOW ¢opmMax Ha rocyaapcTBeHHOM si3bike Poccuiickoit ®enepanuu u
MHOCTPaHHOM (BbIX) s3bIKE (aX):

YK-4.2. - o0yuaronuiicss oCyecTBISET JEJI0BYI0 KOMMYHHUKAIMIO B YCTHOW U MMCbMEHHOMN

dbopmax Ha HHOCTPAHHOM (BIX) SI3BIKE (aX)
. oOyyaromuiicss 3HaeT pa3lIU4yHble TEXHUKH M CTpaTeTMM YTEHUS U YCTHOTO IMEpeBOAa;
JIEKCUKO-TPAaMMAaTHYECKUI MaTepuall B paMKax OOIIero M JEJIOBOTr0 aHTJIHMICKOro s3blka Ha 0Oaze
AyTEeHTUYHOI'O TEKCTa; KYJbTYpYy, CTUJIb *U3HU U HALMOHAJIBHBIM MEHTAJIUTET CTPaH HU3y4aeMOro
A3bIKA; OCOOCHHOCTH TOJIEPAHTHOTO B3aUMOJCHCTBHUS M KOMMYHHUKAIMM C MpPEICTABUTENISAMU
Ou3HEC COOOIIECTB.

Komnerenmus OINIK-1 - oGyyaromuiicst ciocobeH co3iaBaTh BOCTPEOOBaHHBIE OOIECTBOM U
UHAYCTpUEH MEIUaTeKCThl U (WIM) MEAUANpOAYKThl, U (MIM) KOMMYHHKAIIMOHHbBIE MPOAYKTHI B
COOTBETCTBUU C HOPMaMHU PYCCKOI'O M MHOCTPAHHOI'O S3bIKOB, OCOOCHHOCTSMHU HHBIX 3HAKOBBIX
CUCTEM:

OIIK-1.2. - oOyuarommiicsi OCYIIECTBIISICT MOATOTOBKY TEKCTOB PEKJIaMbl U CBS3EH C
OOLIECTBEHHOCThI0O M (WJIM) HMHBIX KOMMYHHUKAallMOHHBIX IPOJYKTOB pa3JMYHBIX >KaHPOB U
(opMaToOB B COOTBETCTBHM ¢ HOPMAMHU PYCCKOIO U MHOCTPAHHOI'O SI3bIKOB, OCOOEHHOCTSIMHM HMHBIX

3HAaKOBBIX CUCTEM



00yyYaroImuiics 3HaeT JEKCUKO-TpaMMaTUYeCKU MaTepuall B paMKax OOIIEro M JeJI0BOro
AHIJIMICKOTO s3bIKa Ha 0aze ayTeHTUYHOTO TEKCTa; MpaBUjIa MOATOTOBKM KOMMYHHMKAIIMOHHBIX
MIPOJIYKTOB Pa3IMYHbIX KaHPOB U OPMATOB B COOTBETCTBUU C HOPMAMHM aHIJIMHCKOTO S3bIKA.

OneHka JOCTIKEHHs — OOydarolUMCSl  3aIUIAaHUPOBAHHOTO  pe3yibTara  OOyudeHus
OCYILECTBIIETCA II0 pe3yibTaTaM MWCIOJIb30BAHMSA AJE€KBATHOIO JIEKCUKO-TPAMMAaTHYECKOIO
MaTepuajga B paMKax oOOILIEro M JEJOBOTO AaHIVIMHCKOIO $3bIKA; JEMOHCTPALlMM 3HAHUS
HaIlMOHAJILHOTO MEHTAJIUTETa CTPAH M3Y4aeMOro s3blka U OCOOCHHOCTEH Je0BOM KOMMYHUKALINU;
JIEMOHCTPALIMH MOJIHOTO, Pa3BEPHYTOr0 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.

What are main peculiarities of Globalization in Management?
What are main peculiarities of Globalization in Marketing?
What are pros and cons of the process of Globalization?

What are main laws of Globalization?
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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.

23.
24.
25.

26.

27.
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.

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

management.
What promotional activities do you know?

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

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

you? Why?

Incentive schemes or cash: dwell on the advantages and disadvantages of both ways of

motivating the staff.

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



53.  Which types of businesses are making profits or losses nowadays?

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

55.  What financial instruments are essential for any business?
56.  How can entrepreneurs persuade wealthy people to invest in their project?
57.  Who are tycoons? How do they differ from entrepreneurs?

58.  What factors are important for getting a job?
59.  What are the laws of employment?

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

OLIEHKA YMEHHI 1 HABBIKOB OBYUAIOIUXCS HA 3AUETE C OLIEHKOU
(6 cemectp)

Kommnerenmus YK—4 — oOy4Jaroniuiicsi ¢rmocoOeH OCyIeCTBISTh ACIOBYI0O KOMMYHHUKAIIMIO B
YCTHOM W nHCbMEHHOW ¢opMax Ha rocynapcTBeHHOM si3bike Poccuiickoit ®enepanuu u
MHOCTPaHHOM (BbIX) s3bIKE (aX):

VYK-4.2. - oOyuaromuiicss OCylecTBISET JEJI0BYI0 KOMMYHHUKAIMIO B YCTHOW U MMCbMEHHOMN

dbopmax Ha HHOCTPAHHOM (bIX) SI3BIKE (aX)

® O0yyYaromuiicsi yMEeT UCIIOJIb30BaTh TEXHUKH U CTPATErMH YTCHHS U YCTHOTO MEpPEBO/Ia Ha
OCHOBE JICKCHKO-TPAMMAaTHUECKOTO MaTeprajja B paMKaxX OOIIEro M JIeJIOBOTO aHTIIMHACKOTO S3bIKA;
OPUMEHATh TEXHUKM CKOPOCTHOTO UTEHHUS MpodecCHOHaTbHO-OPUEHTUPOBAHHBIX TEKCTOB;
MPUMEHATh TEXHUKH 000OIIEHUs aHTIOSI3bIYHOM MpodeccnoHanbHOM HH(DOPMALIUK; UCTIONB30BaTh
TEXHHKH Tepeaadr aHTIO0SI3bIYHON MTpodeccnoHabHON HHpOpMAIIHH.
o oOyJaroImuiicsi  BiageeT  HaBBIKAMH  «OBICTPOTO» M IOWCKOBOTO»  YTEHUS
pohecCHOHATEHO-OPUEHTUPOBAHHBIX AayTEHTUYHBIX TEKCTOB HAa AHIJIMICKOM SI3bIKE;-HAaBbIKAMU
YCTHOTO M MUCHMEHHOTO TMePeBO/ia B paMKax OOIIEro U JAeI0BOr0 aHTJIHICKOTO S3bIKAa;- HABBIKAMHU
KPUTUYECKOTO MBIIUICHUS] M aHaiu3a KoHkpeTHOH curyanun (CaseStudyMethod); naBbikamu
000CHOBAHUS MPUHATOTO PEIICHUS M aHAJIU3a €T0 TTOCIIECICTBUM.

Kommnerenmus OIIK-1 - oOy4varomuiicst cmoco0eH co31aBaTh BOCTPEOOBaHHBIE OOIIECTBOM U
UHAYCTpUEH METUATeKCThl U (WJIM) MEOUANpPOAYKThI, U (MJIM) KOMMYHHKAIIMOHHBIE MPOAYKTHI B
COOTBETCTBUU C HOPMaMHU PYCCKOTO W MHOCTPAHHOTO SI3IKOB, OCOOCHHOCTSIMH HHBIX 3HAKOBBIX
CUCTEM:

OIIK-1.2. - oOy4arommuiicsi OCYIIECTBISET IOATOTOBKY TEKCTOB PEKJIaMbl M CBS3EH C
OOLIECTBEHHOCThI0O M (WJIM) HWHBIX KOMMYHHUKAIIMOHHBIX MPOJYKTOB pAa3IMYHBIX 3>KaHPOB U
¢dbopMaTOB B COOTBETCTBHH C HOPMaMU PYCCKOTO W MHOCTPAHHOTO SI3BIKOB, OCOOCHHOCTSIMU MHBIX

3HaKOBBIX CUCTEM



00y4YaroIuics: yMeeT MCI0JIb30BaTh TEXHUKH Mepeiayl aHTIIOS3bIYHON poQecCHOHaIbHON
UH(POPMALIMU; OCYLIECTBIATh MOJTOTOBKY TEKCTOB pPEKIaMbl W HMHBIX KOMMYHHKAIIMOHHBIX
MPOAYKTOB B COOTBETCTBUU C HOPMaMH aHTIIMICKOTO SI3bIKA.

oOydaroluiicss BlafieeT HaBbIKAMH KPUTHYECKOTO MBIIUICHUS M aHalIu3a KOHKPETHOU
cutyanuu (Case Study Method); HaBblkaMu OOOCHOBaHHUSI MPUHSATOTO PEIICHUS M aHAIK3A €ro
NOCJIECTBHI; HAaBBHIKAMH HCIIOJNIB30BaHUS HOPM  aQHIJIMKWCKOTO SI3bIKa JUIsi  pa3paboTKu
KOMMYHHUKAITHOHHBIX MTPOAYKTOB.

OneHka JOCTIKEHHST  OOydarolUMCSl  3aIUIAaHHPOBAHHOTO  pe3yibTara  OOyudeHus
OCYILIECTBIISICTCS 110 pe3yJIbTaTaM KaueCTBEHHOTO BBHINIOJIHEHUS 33JaHUH B MUCbMEHHOM (opme.
Tunosble 3a1aHUs 15 MOATOTOBKH K 3a4eTy C OLIeHKOIi:

1.  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.

° ® N v kWD

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

._
e

Find and study the information about successful/unsuccessful interview.

Kpurtepun oneHnBaHus NUCbMEHHBIX PadoT (0OTBETOB Ha BONIPOCHI B IMCbMEHHOM BH/Ie)

| coniepkanre pabOTBl M IEIOCTHOCTh TEMBI (PACKPBITHE TEMBI, PEIICHUE TOCTaBICHHOU
3a/1a4un);
J CBSI3HOCTh peun (YMEHHE TI0Ka3aTh MPHUYUHHO-CIEJACTBEHHBIE CBS3H, JIOTHYHOCTh

MMOCTPOEHHUS BHICKA3bIBAHMUS);

o pa3HOO0pa3ne U CIOKHOCTh TPAMMATHICCKUX CTPYKTYP U JICKCHKH;

o CTHJIb (COOTBETCTBHUE3ATAHUIO);

J 1esieBast ay JuTopus (y1ajaoch JIM MPOU3BECTH MOJIOKUTEIBHOE BIICYATIICHUE HA YUTATENs ),

° 00BeEM;

J dbopMaT (COOTBETCTBHE YCTAaHOBJICHHOMY OOpa3ily C COOJIFOJICHHEM BCEX CTPYKTYPHBIX

yacTen).



S. METOAUYECKHUE
OILIEHUBAHUA 3HAHMI, YMEHU, HABBIKOB, XAPAKTEPU3YIOIINX DTAIIbBI
®OPMHUPOBAHUA KOMITETEHITAM

MATEPHAUJIBI,

ONPE/IEJSIIOIINE

ITPOLELYPBI

[TPOLIEYPA TTPOBEJEHU S ITIPOMEXYTOYHON ATTECTALIMA

IL]ISI OLICHKHU PE3YJILTATOB O6y'—ICHI/ISI IO AUCHUIIITMHEC y‘I€6HBIM IIJIaHOM B IIECTOM CEMECTPEC

MIPEeyCMOTPEH 3a4€eT C OLEHKOH, MPOBOIUMBIN B (hOpMe MUCEMEHHOTO U YCTHOTO OIpOca.

KPUTEPUU OLIEHMBAHU S COOPMHUPOBAHHOCTH KOMIIETEHIIUIA

[Inanupyemsie
pe3yNbTaThl
o0y4deHus
(mokazaremnu
JOCTH)KEHUS
3aJIaHHOT'O YPOBHS
OCBOEHUS
KOMITCTCHIIUIN)

KpuTepuu oLieHUBaHUS PE3yJIbTaTOB 00yUeHUs

Komnerenuus YK—4 — o0yuaromuiicss cmoco0eH OCyLIeCTBIATh AEIOBYI0O KOMMYHHUKAIIUIO B YCTHOU U
NHCbMEHHOH (hopMax Ha rocyAapcTBEHHOM s3bike Poccuiickoii denepanyu 1 HHOCTpaHHOM (BIX) SI3BIKE (aX)

VYK-4.2. - obyyaromuiics OCyIIecTBISET 1eI0BYI0 KOMMYHHUKAIMIO B YCTHOM U MUCbMEHHON (opmax

Ha WHOCTPAHHOM (BIX) sI3BIKE (aX)

3HaTh: He 3naer | ®parmentapn | O6mue, HO He | ChopmupoBanH | ChopMupoBaHH
-pa3nuYHbIE TEXHUKH ble 3HaHUS O | CTPYKTYPHPOBAaH | bl€, HO | BIE
Y CTpaTeTHUH YTCHHS Pa3ITHMYHBIX HbIE€ 3HAHHSA O | COJAEpIKaIIHe CHUCTEeMaTH3UPOB
U YCTHOT'O IIEPEBO/IA; TEXHHKaX W | Pa3lU4HbIX OTJENIbHBIE aHHbIE TPOYHBIE
-JIEKCUKO- CTpaTerusix TEXHUKaX U | mpoOenbl 3HAHUS | 3HAHUSA 0
rpaMMaTHYECKUH YTEHUS U | CTpaTerusx O  Pa3IM4HBIX | Pa3JIMUHBIX
MaTepual B paMKax YCTHOTO YTeHUA U | TEXHUKaX U | TEXHUKAX u
00I1Iero u AeJI0BOTO NEPEBOAA; YCTHOTO CTpaTeTusix CTpaTerusax
AHITIMHACKOTO SI3bIKA JIEKCHUKO- IIepeBoa; YTEHUS U | YTeHHA u
Ha Oaze rpaMMaTHYecK | JIEKCUKO- YCTHOTO YCTHOTO
AyTEHTUYHOTO OM MaTepuaje | rpaMMaTH4ecKo | MepeBOJa; NepeBoa;
TEKCTa; B paMKax | M MaTepualie B | JIEKCHUKO- JIEKCHKO-
-KyJbTYpY, CTUIIb o01ero U | paMKax OOIIero | rpaMMaTHYECKO | IPaMMaTH4ECKO
JKU3HU U JIEJIOBOTO u JISJIOBOTO | M MaTepHaje B | M MaTepHaje B
HaIMOHAJIbHBIN AHTTUIICKOTO | aHIIMHCKOTO paMKax oOuiero | pamkax ooO1ero
MEHTAJIUTET CTPaH A3bIKa Ha Oa3e | sA3bIka Ha Oase | U JIeJIOBOTO | U JIeJI0BOTO
M3y4aeMoro S3bIKa; ayTEHTUYHOTO | ayTeHTUYHOTO AHTIINICKOTO AHTITUICKOTO
- 0c0OEHHOCTH TEKCTa; TEKCTa; a3plka Ha Oase | s3pIka Ha Oase
TOJIEPAaHTHOTO KyJbType, KyJBTYype, CTWIIE | ayTeHTHYHOI'O AyTEHTUYHOTO
B3aMMOJEUCTBUS U CTHJIE KU3HU | )KU3HH U | TeKCTa; TEKCTa;
KOMMYHUKAaLIUU c u HaIlMOHAIBHOM | KYJBTYpe, CTHUJIE | KYJIbTYpE, CTUIIE
NpeACTaBUTEISIMU HAllMOHAJIBHO | MEHTAINUTETE KHU3HU U | KU3HH U
Ou3HEC cOOOIIECTB. M CTpaH HAallMOHAJIBHOM | HALlMOHAJIBHOM
MEHTAJUTETEe | U3y4yaeMoro MEHTaJINTETEe MEHTAJIUTETE
CTpaH SI3BIKA; CTpaH CTpaH
H3y4aeMOoro 0COOEHHOCTAX N3y4aeMoro H3y4aeMoro
A3BIKA; TOJIEPAHTHOTO SI3BIKA; S3BIKA;
O0COOEHHOCTSX | B3aMMOJECHCTBUS | OCOOCHHOCTSIX 0COOEHHOCTAX
TOJICPAHTHOTO | U TOJICPAHTHOT'O TOJIEPAHTHOTO




[Tnanupyemsbie Kputepuu olieHrBaHMS Pe3yJIbTaTOB 00yUSHUS
pe3yIbTaThI
o0yJeHMSI
(mokazarenu
JTOCTHIKEHHUS 1 2 3 4 5
3aJIaHHOTO YPOBHS
OCBOCHHS
KOMITETCHIIHH)
B3aUMOJICHCTB | KOMMYHUKAIIUU | B3aMMOJCWCTBUS | B3aMMOJACHCTBUS
ns u|c " u
KOMMYHUKAIY | MPEJACTABUTEIISAM | KOMMYHHUKAIIMK | KOMMYHUKAIIUU
u clu OusHec | ¢ c
MpEeJICTaBUTEN | COOOIIECTB. MPEICTABUTENSAM | TIPEICTABUTEINSM
sMu  Ou3HeEC u ousHec | U Ou3Hec
coo01IecTB. cOOO0IIECTB. coo01mIecTs.
Ymersn: He ymeer | Yactuuno B uenom | B LEJIoM | YCIIEIHO
-MCIIOJIB30BaTh OCBOCHHBIE OCBOCHHBIC, HO | chopMUpOBaHH | c(HhOPMUPOBAHH
TEXHHUKH U CTPATETUN YMEHHS mo | He ble U | ble,
YTEHHUSA U YCTHOTO HCIIONh30BaHU | IOAKPEIUIIEMbIE | CAMOCTOSATEIHHO | CAMOCTOSTEIHHO
MepeBO/ia Ha OCHOBE 10 TEXHUKUA W | 3HAHUSIMH U | BBIIOJIHAEMBIC, | U 0CO3HAHHO
JIEKCUKO- CTpaTeruu CaMOCTOSITEJILHO | HO HE BCErJa | BBIIOJHICMBIC
rpaMMaTHIECKOTO YTeHHSA U | CTBIO WHTEJUIEKTYalbH | YMEHHS o
MaTepualia B paMKax YCTHOT'O BBITOTHCHUS 0 000CHOBaHHBIC | UCITOJIb30BAHUIO
00I1Iero u AeJI0BOro IepeBojia  Ha | yMEHUs 1o | yMCHHS 10 | TEXHHUKHU u
AHTIUICKOTO SI3BIKA; OCHOBE WCIIONF30BAHUIO | HCTIOIB30BAHUIO | CTPATETHH
-IIPUMEHSTh TEXHUKH JICKCUKO- TEXHUKH U | TEXHUKH U | 4TEHUS u
CKOPOCTHOT'O YTEHUS rpaMMAaTHUYECK | CTpaTeruu CTpaTeruu YCTHOTO
po¢heCCHOHAITBEHO- oro YTCHUS U | 9TeHUus U | mepeBojia Ha
OpPHUEHTHPOBAHHBIX Marepuansa B | YCTHOTO YCTHOTO OCHOBE
TEKCTOB; pamkax nepeBoza Ha | mepeBona Ha | JIEKCHKO-
-MCIIOJIB30BATh o0miero U | OCHOBE OCHOBE TrpaMMaTHIECKO
TEXHUKH Tepeaadn JIEJIOBOTO JIEKCUKO- JIEKCUKO- ro Marepuana B
AHTJIOSI3BIYHON AHTJIMICKOr0 | rpaMMAaTHYECKOT | TPAMMATUYECKOT | paMKax OOIIero
po(ecCUOHANBHOMN SI3BIKA; 0 Marepuala B | 0 Marepualia B | U JICIIOBOTO
uHGOpPMAITIH. MIPUMEHEHHUIO | paMKax OOIIero | paMkax oOOIIEero | aHTJIMICKOTO
TEXHHUKH u JICIIOBOTO | U JICTIOBOTO | SI3BIKA;
CKOPOCTHOTO aHIJIMICKOro AHIJIMICKOro NIPUMEHECHUIO
YTCHUS SI3BIKA; SI3BIKA; TEXHHUKHU
mpoeccuoHa | IPUMEHEHHIO MIPUMEHEHUIO CKOPOCTHOTO
JILHO- TEXHUKH TEXHUKHU YTCHUS
OPUEHTUPOBAH | CKOPOCTHOTO CKOPOCTHOTO npogeccuoHab
HBIX TEKCTOB; | YTE€HUS YTCHUSA HO-
WCIIOJIb30BaHU | MPOoecCHOHANb | MPO(EcCHOHANb | OPUEHTHPOBAHH
0 TCXHUKHU | HO- HO- BIX TEKCTOB;
repeaan OpHUEHTHPOBAHH | OPUEHTHPOBAHH | UCIIOJIb30BAHUIO
AHTJIOA3BIYHO | BIX TEKCTOB; BIX TEKCTOB; | TEXHUKH
51 - HCIIOJIb30BAHUIO | IIepeIadun
po()ecCHOHa | UCIONB30BAHUIO | TEXHUKU aHTJIOSI3BIYHON
JTHHOU TEeXHHUKH nepeaadn npogeccuoHaIb
uHQOpMAIMH. | TIepeiadn AHIJIOSI3BIYHOM HOHI
AHTJIOS3BIYHON npoeccuoHanb | UH(MOPMAIUH.
npoeccuoHaNb | HOM
HOU nHpopMarm.
uH(OpMAITHH.
Bnapers: He ®parmenrapH | B uesioMm | ChopmupoBanH | YcmenHo
- HaBBIKAMU BIIAJICET 0 copMHpOBaHH | BI€, HO He | chOpMUPOBAHH




[Lnanupyemblie Kputepuu olieHrBaHMS Pe3yJIbTaTOB 00yUSHUS
pe3yIbTaThI
o0yJeHMSI
(mokazarenu
JTOCTHIKEHHUS 1 2 3 4 5
3aJJAHHOTO YPOBHS
OCBOCHHS
KOMITETCHIIHH)
«OBICTpOTO» H chopmupoBaH | ble, HO | YCTOHYMBBIE B | BI€,
«TIOMCKOBOTOY HbIC HAaBBIKH | BBIMOJHSIEMEIC CIIOKHBIX YCTOWYMBEHIE,
YTCHUSA ((6I>ICTpOFO)) n | HA CUTyaluAax TEXHOJIOT'NYCCKU
rpoeccuoHaIbHO- «TIOUCKOBOTO» | 3JICMCHTAPHOM | HAaBBIKU TPaMOTHO
OPHECHTHPOBAHHBIX YTCHUS YPOBHE HAaBBIKU | «OBICTPOTO» W | BBITOJIHICMBIC
AYTCHTUYHBIX HpO(beCCI/IOHa «6BICTpOFO)) n | KIIOUCKOBOI'O» HaBBbIKN
TEKCTOB Ha JBHO- «IIOUCKOBOT0Y YTCHUS «OBICTpOTO» U
AHITUHACKOM SI3BIKE; OPUCHTUPOBAH | UTCHUS MpopEeCCHOHANb | «ITOUCKOBOTOY
-HaBBIKAMU YCTHOTO HBIX npodeccuoHallb | HO- YTECHUS
1 MUCBMEHHOT'O ayTeHTUYHBIX | HO- OPUCHTHPOBAaHH | MpodeCCuoHab
IepeBojia B paMKax TEKCTOB ~ Ha | OPUEHTHUPOBAaHH | BIX HO-
00I1Iero u JeJI0BOro AHTTHHACKOM BIX AyTECHTUYHBIX OpPUCHTUPOBAHH
aHTIINHCKOTO A3BIKA, SA3BIKEC, AYTCHTUYHBIX TEKCTOB Ha | BIX
- HaBBIKaMU YCTHOTO U | TeKCTOB Ha | aHTJIHICKOM ayTEHTHUYHBIX
KPUTHYECKOTO MUCbMEHHOTO | aHTJIHHCKOM SI3bIKE; YCTHOTO | TEKCTOB Ha
MBIIIIJICHUS U aHaJIn3a nepeBoaa B | A3BIK€, YCTHOTO | U THMCBMCHHOI'O AHTIINHCKOM
KOHKPETHOM pamkax U THCBMEHHOTO | MepeBoja B | sI3BIKE; YCTHOTO
CUTYyaluu ob1ero U | mepeBoja B | paMKax OOINEro | ¥ MUCBMEHHOTO
(CaseStudyMethod); JIETIOBOT'O pamMKkax oOImero | u JIEJIOBOTO | TTepeBoaa B
-HaBB KaMH¥u AHTJIMICKOrO | | JICJIOBOTO | aHTJIMHCKOTO paMKax oOIIero
000CHOBaHUS SI3BIKA; AHTIUICKOTO SI3BIKA, " JICIIOBOTO
MPHUHATOTO PEIICHHUS - SI3BIKA; - KPUTHYECKOTO | aHTJIHICKOTO
u aHaJIn3a €ro KPUTUYCCKOI'O - KPUTHUYCCKOI'O | MBIINIJICHUA " | A3bIKAa,
TIOCIICACTBUN, MBIIUICHUS U | MBIIIUICHUS U | aHaJn3a - KPUTHYECKOTO
aHanm3a aHanmm3a KOHKPETHOI MBIIUICHAS |
KOHKPETHOI KOHKPETHOM CUTyalun aHAJIA3a
CUTYyaIuu CUTyaIuu (CaseStudyMeth | koHKpeTHOI
(CaseStudyMe | (CaseStudyMeth | od); CUTyalluu
thod); od); 00ocHOBaHUS (CaseStudyMeth
000CHOBaHUS | OOOCHOBAHHMS MIPUHSTOTO od);
MIPUHSITOTO MIPUHSITOTO pelieHus U | 000CHOBaHUS
pelieHus 1 peleHus U | aHanM3a €ro | MPHHATOTO
aHaJm3a ero aHamm3a €ro | MOCIEACTBHIA. pelieHus u
MOCJICACTBUNA. | TIOCJICICTBUM. aHanmm3a ero
MOCJIEACTBHUH.

Kommerenmus OITK-1
WHAYCTpUEN MEANAaTEKCTHI U (WJIM) METUANPOIYKTH, U (MJIM) KOMMYHUKAIIMOHHBIE TPOIYKTHl B COOTBETCTBUU
C HOPMaMHU PYCCKOTO ¥ HHOCTPAHHOTO SI3bIKOB, OCOOCHHOCTSIMH MHBIX 3HAKOBBIX CHCTEM

OIIK-1.2. -

oOyJarouics

OCYIIECTBIISIET

MIO/ITOTOBKY

TCKCTOB

pEKIIaMBbl

- oOyuaromuiics crmocoOeH co37aBaTh BOCTPEOOBAaHHBIC OOIIECTBOM U

U CBI3eH ¢

O6]J_ICCTBCHHOCTLIO nu (I/IJ'II/I) HWHBIX KOMMYHUKAIIMOHHBIX MPOAYKTOB Pa3/IMYHBIX KaHPOB H (bOpMaTOB B
COOTBETCTBUH C HOpMaMH PYCCKOI'O U HHOCTPAHHOTI'O A3BIKOB, 0COOECHHOCTSIMU MHBIX 3HAKOBBIX CHCTEM

3HaTh:

- JIEKCUKO-
rpaMMaTHYECKUN
MaTepHual B paMKax
00111er0 U AEI0BOI0
AHTIINHCKOTO SI3BIKA

He 3naer

®parmeHTapH
bl 3HAHUA O
JIEKCHUKO-
rpaMMaTHUYECK
OM Matepuaie
B paMKax

OOmue, HO HE
CTPYKTYpHUPOBAH
HBIC 3HAHUA O
JIEKCUKO-
rpaMMaTHYECcKO
M MaTepualie B

CcdopmupoBaHH
BI€, HO
coziepxKarne
OTZAETIbHBIC
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[Tnanupyemeie Kputepuu olieHrBaHMS Pe3yJIbTaTOB 00yUSHUS
pe3yabTaThl
o0yJeHMSI
(mokazarenu
JTOCTHIKEHHUS 1 2 3 4 5
3aJIaHHOTO YPOBHS
OCBOCHWS
KOMITETCHIIHH)
Ha 0aze o0miero u pamKax oOIero | rpaMMaTH4ecKo | TpaMMaTHYecKo
ayTCHTHYHOTO JIETIOBOTO U JICIIOBOTO M MaTrepHalie B M MaTepuaie B
TEKCTa; AHTJIMICKOrO | aHTJIMKUCKOTO pamMKax oOIIero | pamkax oOIero
- mpaBuUIIa si3pIKa Ha 0a3e | s3bIKa Ha Oase U JICIIOBOTO U JCIOBOTO
MOArOTOBKH AyTeHTHUYHOTO | ayTEHTUIHOTO AHTIIUHACKOTO aHTJIMHCKOTO
KOMMYHHKAIHOHHBIX TEKCTa, TEKCTa, sI3bIKa Ha 6a3e sI3bIKa Ha 0ase
npaBuIax npaBuiIax AyTEeHTUYHOTO ayTEeHTUYHOTO
MIPOAYKTOB
MOATOTOBKH IIOAIOTOBKH TCKCTA, TCKCTA,
Pa3TUIHBIX )KAaHPOB U
KoMMyHHKamy | KOMMYHHKAIMO | TIpABHIIax paBUjIax
opmatos B OHHBIX HHBIX [IOATOTOBKU [IOATOTOBKU
COOTBETCTBHH C OPOAYKTOB KOMMYHMKAIIMO | KOMMYHHUKALHO
HOpMaMH TIpOAYKTOB Ppa3IUYHBIX HHBIX HHBIX
o A3IMUIHBIX
AHITIMMCKOrO A3bIKA. P KaHpoB u | IPOAYKTOB HPOAYKTOB
JKaHPOB U (dhopmatoB B | pa3IUYHBIX Pa3ITUYHBIX
(dhopmaToB B COOTBETCTBUH C | )KAaHPOB U | KaHPOB u
COOTBETCTBMM | HOPMaMH ¢dbopmaros B | ¢hopmaros B
¢ HOpMaMH AHTIIUHACKOTO COOTBETCTBHM C | COOTBETCTBUU C
N SI3BIKA. HOpMaMH HOpMaMH
AHTJIUHACKOTO . .
AHTIIUHACKOTO AHTJIMACKOTO
A3BIKA. SI3BIKA. SI3BIKA.
YMeTh: He ymeer | Yactuuno B nieazom B nienom VYcmemHo
- UCTIOJIB30BATh OCBOCHHEBIE OCBOCHHBIE, HO chopmupoBaHH | chopMUPOBAHH
TEXHUKH Tepeaadn YMEHHUS TI0 HE bIe U BIC,
AHTJIOS3BIYHOM WCIIONB30BAHU | MOJKPEIUISIEMBIE | CAMOCTOSITENIBHO | CAMOCTOSITENTEHO
po¢heCCHOHATBHOM O TEXHUK 3HAHUAMHA U BEBITIOJIHAEMBIC, | M OCO3HAHHO
uHpOpMAaITHH; rnepeaadn CaMOCTOSATEILHO | HO HE BCeraa BBITIOJTHSIEMEBIC
- OCYIIECTBIATh AHTJIOSI3BIYHO | CTHIO WHTEJUICKTYalbH | YMEHHUS TI0
HOArOTOBKY TEKCTOB " BBITIOJIHEHUA 0 00OCHOBAHHBIE | UCIIOJIIL30BAHUIO
PEKITAMBI 1 MHBIX HpO@?CCHOHa YMEHHS 110 YMEHHSI 110 TEXHUK
JTHHOM WCITOJIG30BAHUIO | UCIOJB30BAHUIO | TIEpeIadu
KOMMYHUKaIIMOHHBIX N
nH(pOpMAIUH; | TEXHUK TEXHUK AHTJIOSA3BIYHOM
TIPOYKTOB B OCYIIECTBJICH | IMepenayu nepegadn npodeccruoHab
COOTBCTCTBHH € HI0 AHTJION3BIYHON AHTIIOSA3BIYHOM HOM
HOpMaMH [I0ATOTOBKH npg@eCCHOHanb npg@eCCHOHanL uHpOpMaIIH;
AHTJIMACKOTO SI3BIKA. HOI HOI OCYILECTBJICHUIO
TEKCTOB ) )
nHpOpMaIuy; nHpopMaImy; HOrOTOBKH
PCKTIAMEIL 1 OCYIIECTBJIICHHUIO | OCYIIICCTBICHHUIO
LI yHiecTsl yHiecTBl TEKCTOB
- MOATOTOBKHU MOATOTOBKHU peKiaMbl 1
. TEKCTOB TEKCTOB JHBIX
peKJIaMbI 1 pEeKJIaMBbI 1 KOMMYHHKALHO
MIPOJYKTOB B
COOTBETCTBHHU BT MBI HHBIX
¢ Hopwan KOMMYHHMKAIO | KOMMYHUKAUMO | 116 1vicrop B
AHMTIHCKORO HHBIX HHBIX COOTBETCTBHHU C
MIPOIYKTOB B MIPOTYKTOB B HOPMaMH
SI3BIKA.

COOTBCTCTBHU C

COOTBCTCTBHHU C

AHTIINHCKOTO




[Tnanupyemeie Kputepuu olieHrBaHMS Pe3yJIbTaTOB 00yUSHUS
pe3yIbTaThI
o0yJeHMSI
(mokazarenu
JTOCTHIKEHHUS 1 2 3 4 5
3aJIaHHOTO YPOBHS
OCBOCHWS
KOMIIETEHITHH)
HOpMaMu HOpMaMu S3BIKA.
AHIJIMHACKOIO AHIJIMHACKOIO
SI3BIKA. SI3BIKA.
Baagers: He ®parmeHTapd | B nemom CdopmupoBanH | YcrenrHo
- HaBBIKAMU BJIaZIEET 0 copMHPOBAHH | pie, HO He c(hopMHUPOBaHH
KPUTHYCCKOrO copmuposan | P HO YCTOHUMBBIE B | Bl€,
MBIIJICHUS U aHAJIN3a HbIE HABBIKU EI;IHOHHHCMHe CJIOKHBIX YCTOHYUBBIE,
KOHKPCTHOU KPUTHYECKOTO | o0 oo pHOM CUTyaLHIX TEXHOJIOTUYECKU
curyauun (Case MBIIICHAA M | ypopHe HaBbIKH | HABBIKH IPaMOTHO
Study Method); aHanu3a KPUTHYECKOTO KPHUTHYIECKOTO BBITIOJTHSIEMBIC
- HaBbIKaMH KOHKpPETHOM MBIIICHUS U MBINUICHUA U HaBBIKN
000CHOBaHUs CUTyaluu aHaM3a a”Hajgu3a KPUTHYECKOI'O
NIPUHATOTO PEIICHUA (Case Study KOHKPETHOM KOHKPETHOMH MBIILICHUS U
Y aHajii3a ero Method); curyamuu (Case | cutyauun (Case | aHamusa
NOCIECTBUN; obocHoBanus | Study Method); | Study Method); | xonkpernoi
HaBbIKAMU TIPHUHATOTO 000CHOBAHUS o0ocHOBaHUS cutyarmn (Case
HCHOHE?’OBaHHﬂ HOpM peuieHus u MIPUHATOrO IIPUHATOTO StUdy Method),
AHITIMHACKOTO A3bIka aHalM3a ero pelieHus u penieHus u o0oCcHOBaHUS
IUTS pa3pabdoTKu N
KOMMYHHKaLHOHHBIX IIOCJICACTBHH, aHaJIHu3a ero aHaJIn3a €ro IIPUHATOTO
TIPOTYKTOB. UCIIOJIBb30BAHU | [10CIIECTBHIA; MOCIIEICTBUI; pelieHus u
51 HOpM HUCIOJIb30BaHU HCIIOJIE30BaHUA aHaln3a e€ro
AHTTMHCKOTO | yopy HOpM HOCJIEICTBUIA;
F3BIKA MUIA aHIJIHHCKOrO AHTIIHCKOTO UCIIOJIb30BAHUS
paspaboTku SI3BIKA JUTS SA3BIKA JUTS HOPM
KOMMYHHKAIH | haspaGoTkn pa3paboTKu AHDIMECKOTO
OHHBIX KOMMYHMKAIMO | KOMMYHUKALHO | gy ien nig
[IPOAYKTOB. HHBIX HHBIX paspaboTku
NPOYKTOB. HPOAYKTOB. KOMMYHHUKAIHO
HHBIX
MPOAYKTOB.

KPUTEPUUM OLEHKU PE3VYJIBTATOB OBYYEHUA 110 ANCLUIIVIMHE

Kputepuu oneHuBaHus pe3yibTaTOB 00y4eHHUs 1O JUCUMUILJIMHE IS 324€eTa ¢ OLeHKO

B xone nmpoMexxyTO4HO# aTTecTalMy MepeBo] Pe3yIbTaToB pabOThl 00ydaromuXxcs (pe3yibTaToB

TEKYIIEro KOHTPOJS) B CHUCTEMY OLIEHKM 3HaHHWM OCYILIECTBIISIETCS C OpPUEHTAlMel Ha KpUTEpHUH

OIICHUBAHUS CPOPMUPOBAHHOCTH KOMIIETEHITUHN CIIEAYIOMIUM 00pa3oM:




— OILIGHKA «OTJIMYHO» BBICTaBIIAETCS 00yyaroeMycs, KOTOpbIH moceTus1 He MeHee 60% 3aHsATuil,
aKTUBHO pa0oTa Ha 3aHATHSAX U HE MMEET 33J0JDKEHHOCTEH Mo y4eOHOMY MaTepuaily, CriocoOeH
0e3 TMOArOTOBKM TPaMOTHO OTBETUTh Ha JIIOOOH BOMPOC IO MPOHJAEHHBIM TEMaM, 4YTO
CBUJIETENHCTBYET O IMOJTHOM OCBOCHHH TEOPETUYECKOTO MaTepuasa AUCIUILTUHBI U (OPMUPOBAHUN
3aIIaHUPOBAHHBIX KOMIIETEHIIHIA;

— OIIEHKa «XOPOIII0» BBICTABIIIETCS O0ydaromeMycs, KOTOpPbId moceTwn He MeHee 60% 3aHATHH,
aKTHBHO pa0OTaJl Ha 3aHATHUAX, HE UMEET 3aJ0JHDKEHHOCTEH Mo y4eOHOMY MaTepuaiy, crmocodeH 0e3
MOJITOTOBKM OTBETUTH Ha JIOOON BOIMPOC MO MPONHIEHHBIM TeMaM ¢ MUHHUMAaJIbHBIM KOJUYECTBOM
OLINOOK.

— OIICHKA «YyJIOBJICTBOPUTEIHLHOY» BBICTABIISETCS 00yJaroImeMycs, KOTOphIid oceTut He MeHee 60%
3aHSTHUN, HE UMEET 3a/10JKEHHOCTEN 10 yueOHOMY MaTepuaiy, CIOCOOEH ¢ OIUOKaMU OTBETUTDH Ha
11000 BOMPOC MO MPOIICHHBIM TEMaM.

— OLICHKA «HEYIOBJETBOPUTEIILHO» BBICTABIISETCS 00ydaroleMycs, KOTopbli nmocetun meHee 60%

3aHSTHIA, UMEET 3a/I0JDKEHHOCTH 10 YYeOHOMY MaTepuay.

HpI/IHHI/IHbI BBLICTABJICHHS HTOTOBOM OI€HKH IO JUCIUIIJINHE:

Final grade = (Written works:Case’ analysis)* 0,5 + (Final exam)* 0,5

0,5 (50%)— ko3¢ puumeHT OT 00LIEH CYMMBI OLICHOK 32 MMCbMEHHbIE PadoThI
(aHaIU3 KeicoB)

0,5 (50%) — ko3 puuMeHT OLeHKH 3a 3a4eT (0TBeT Ha Bonpoc + pedepaTUBHbIN

nmepeBon TeKCTa)

HpI/I BBICTABJICHUU WTOTOBOM OLICHKU 3a JUCHUILINHY HCO6XOI[I/IMO YUUTBIBATH PE3YJIbTAThI
TCKYLICTO KOHTPOJIA U KPUTCPHUU OLICHHUBAHUA C(l)OpMI/IpOBaHHOCTI/I KOMHCTCHHHﬁ, MMpEaACTaBJICHHLIC

B TaOJUIE KPUTEPUH OLIEHUBAHUS CPOPMUPOBAHHOCTH KOMIIETEHIIHH.



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
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. 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
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H.A. Kopneesa, K.11.H., JOLIEHT
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