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1. NEPEYEHb KOMIIETEHIIMA U DTAIIbI UX ®OPMUPOBAHMUS B ITPOIIECCE
OBYYEHUA 11O JTUCHUTIJIMHE

OneHouHble MaTepuanbl (cpeacTBa) cHOpPMHUpPOBAHBI HAa OCHOBaHUU  (eAepabHOTO
rOCYJIapCTBEHHOTO 00pa30BaTENILHOTO CTaHAApTa BBICHICTO OOpPA30BaHHS 110 HAIPABJICHUIO
38.03.01

MuHucTepcTBa HayKH M BhIcIIero oOpasoBanusi Poccuiickoit deneparuu 12.08.2020 Ne 954 u

MOJIFOTOBKU «JKOHOMHKa» (ypOBEeHb OakanaBpuaTa), YTBEPKIACHHOTO MPUKA30M
y4eOHOro IIaHa HAIpPaBJIEHUS! MOATOTOBKH «JKOHOMHKa», Mpoduib (mporpaMMa OakaiaBpuaTa)
«IKOHOMUKA U (DUHAHCHI OpraHU3ALUI).

B coorBeTcTBMM ¢  MaTpWIeii = KOMIIETCHIIMH  OCHOBHOM  MpOQeCCHOHAIBHOU
o0pa3oBaTeNbHOI porpaMMbl 6akaiaBpuata, Ipoduib « IKOHOMUKA U (DMHAHCHI OPTaHU3alMiy», B
nporecce 00y4eHUs MO IUCHUIUIMHE MPOUCXOAUT POPMUPOBAHUE 3aKPEIUICHHBIX 38 AUCLUILTMHON
KoMIeTeHIni oOydaromuxcs. OueHka c)OpMHPOBAHHOCTM KOMIETEHLIMHA Ha Ka)XJIOM JTare
0o0y4eHHUs TPOUCXOAUT 4Yepe3 OLEHKY IUIAHUPYEMBIX pe3yJbTaToB OOydYeHHUs MO JUCIUILINHE

(3HaHUM, yMEHUH, HABBIKOB).

PCSYJ'IBTaTLI OCBOCHUA

Otanbl GOPMUPOBAHUS

00pa3zoBaTesIbHOM [Inanupyemsble pe3yJibTaThl KOMITETEHIIN OneHovHbIC
OrpaMMbI(KOMIIETE 00y4eHHs IO JUCIIUTIIUHE cpencraa
fporp ( Hit v a (cemecTpbl, TEMBI) el
1) ’
3Hath:
YK-4 -pa3MYHbIE TEXHUKU U
CTpaTeTUu YTEHUSI U YCTHOTO
Cnocoben epeBoaa, . CeMeCTp 3]
OCYILIECTBIIATh -JICKCUKO-TpaMMaTUYCCKUU
JIETTOBYIO MaTepHai B paMKax oOLIeTO | pasnen 1.Rendering
KOMMYHUKAIUIO B 1 IEJI0BOI'O aHTJIMHCKOIO (texts onEconomics)
YCTHO# ¥ THCHMEHHO} | A3bIKa Ha 6a3e ayTEHTHYHOTO YcrHblit orpoc
dopmax Ha TCKCTa, Tema 1.1. Techniques 1o
roCyIapCTBEHHOM -KyJbTYPY, CTWIb )KU3HU U and strategies of HPOMJICHHOMY
s3pike Poccuiickoit HaLlMOHAJIBHBIN MeHTanuTer | Rendering Matepuary
deneparuy u CTpaH M3y4aeMoro s3bIKa;
MHOCTPAaHHOM (BIX) - 0COOEHHOCTH Tema 1.2. 'I_'echnlques B 6 cemectpe 1o
s3pIKe () TOJIEPAHTHOTO and strategies of temam 1.1.,1.2.

B3aMMOJCUCTBUS U
KOMMYHHKAITUH C
MIPEJICTaBUTENISIMU OU3HEC
COOOILIECTB.

YMmeTh:

-HCIIOJIB30BAaTh TCXHUKH U

YK-4.2. CTpaTEeruu YTEHHs U yCTHOTO
OcymiecTBsieT TIepeBo/ia Ha OCHOBE
ACIIOBYIO JICKCUKO-TPAMMATHYCCKOTO

Interpreting and
Translating

TIncemennrlie
PaboThI




KOMMYHUKAIMIO B Marepuaia B paMKax o0IIero
YCTHOU U MUCBMEHHOW | U JIEJIOBOT'O aHIJIMMCKOTO

¢dopmax Ha S3BIKA;
WHOCTPAHHOM (BIX) | -IPUMEHSTh TEXHUKH
A3bIKE (aX) CKOPOCTHOI'O YTEHUS
npo¢eccHOHaBHO-

OpPUEHTHPOBAHHBIX TEKCTOB;
-HCIOJIb30BATh TEXHUKHU
Nepeladyn aHra0s3bIYHON
npodeccruoHanbHOI
HH(pOpMaLIUU.

Baagern:

- HaBbIKaMU «OBICTPOro» U
«TIOMCKOBOT0» YTCHHUS
npogeccCHOHaTBHO-
OpPUEHTUPOBAHHBIX
ayTeHTUYHBIX TEKCTOB HA
AHTJIUICKOM SI3BIKE;
-HaBbIKAMU YCTHOTO U
MMCBMEHHOTO MepeBo/ia B
paMKax OOIIero u JeI0BOr0O
AHTJIUIICKOTO SI3bIKA;

- HaBBIKAMU KPUTHIECKOTO
MBIIIJICHHS U aHaTH3a
KOHKPETHOW CUTYAIUU
(CaseStudyMethod);

- HaBbIKaMU 00OCHOBaHUS
MPUHSITOTO PELICHUs 1
aHaJii3a ero MnocJeICTBUM.

2. OLEHOYHBIE MATEPHAJIbI (CPEACTBA) AJIS1 TEKYIIEIO KOHTPOJISI U
OIIEHKH 3HAHMH, YMEHUH, HABBIKOB, OBECIIEYUBAIOIIHUX
®OPMHUPOBAHUA KOMIIETEHIIUMI B MTPOIIECCEOBYYEHUA MO JUCIATIJIMHE

OrneHouHble MaTepuanbl A TEKYLIEro KOHTPOJsS MO JUCLUIUIMHE: B TEYEHHE ceMecTpa
OCYILIECTBIISICTCS IOYPOUYHBIM KOHTPOJIb YCTHBIX OTBETOB (IMAJIOTOB U MOHOJIOTOB), ayJHpPOBAaHUS,
YTEHUS ¥ NMHUCHBMEHHBIX Pa0OT, a TaKXkKe CaMOCTOATEeNbHAas padoTa CTYAEHTOB - MOATOTOBJICHHOE
MOHOJIOTUYECKOE BBICKA3bIBAHNE B BHJIE OTBETA HA BOIIPOC (CM. HHMXKE IO CEMECTPaM).

OneHka BbICTaBiIsIeTCs 3a pabOTy Ha KaKJIOM 3aHSATHM, YUMTBHIBAIOTCS BCE BHUJbI PEUYEBOM
NeSITeIbHOCTH (ayAMpOBaHUE, TOBOPEHHE, YTEHHE, ITMCbMO). Y MEHHUE KpaTKo (B TedeHue He Ooee
30 cek.) yCTHO OTBETHTb Ha NPEJICTaBICHHbIE HU)XE BOINPOCHI, NPUMEHSAS YMEHHS M HaBBIKU
U3JI0KEHUS1 OCHOBHOT'O COZIEP>KaHUsS COCTABJIEHHOI0 00YYaroIMMKCS TEKCTa B MUCbMEHHOM (opme.

OI_IGHKa BBICTABJISICTCA COOTBCTCTBCHHO KPUTCPHUAM OLICHUBAHMUA.

Kputepun oneHkn ypoBHsi c(poOpMHUPOBAHHOCTH A3bIKOBHIX HABBIKOB H pe4eBbIX YMeHHUil



Buja nesaTeIbHOCTH

Onenka

Kpurtepnu onenkn

1. AynupoBanue

OTINYHO

80-100 % mpaBHIBHBIX OTBETOB. AJIeKBaTHAs OBICTpast peaKIus

Xoporo

70-79 % npaBUILHBIXOTBETOB

Y 10BJIETBOPUTENBHO

50-69 % npaBUIIBHBIXOTBETOB

HeynosneTBopuTesbHO

Menee 50% npaBHIIBHBIXOTBETOB

2. T'oBopeHue

OTan4HO

KomMmyHuKaTuBHas 3afjaya ycCHemHO pemieHa. Peus cBobOoxHas,
Oermnasi, MIPEIOKEHUS CIIO)KHBIE, TIOJIHBIE, CBSI3HBIE,
nocienosareabaple.  OO0beM  BbICKasbBaHuWs: MoHojsor — 20-30
npemioxkenuii; auanor —15-20 B muHyTy. Mcnonp3yercss mmpokuid
JIMana3oH S3bIKOBBIX CPEJICTB W CIIOXKHAs CTPYKTYpa IIPEUIOKEHHI.
Homyckaercs or 1 1o 3 TIpaMMaTHYecKHWX, JIEKCHUYECKHX,
(hOHETHYECKUX OINOOK, HE MPEMSTCTBYIOINX KOMMYHHKAITHH.

Xopomuio

CBsi3Hast pedb CPEAHETO TeMIa, 00beM BBICKA3bIBAHHS: MOHOJOTL - 14-
19 npemnoxennit; guator — 10-14. KommyHuKaTHBHAsI 334242 B LEJIOM
pelieHa ¢ HEKOTOPBIMH OTOBOpKaMH. JlpMama3oH S3BIKOBBIX CPENCTB
HaxOJUTCSI B OCHOBHOM B COOTBETCTBUM C IIPOrpaMMOH Kypca.
Homyckaercs oT 4 1m0 6 TpaMMaTHUECKHUX, JIEKCHUECKHX,
(OHETHYECKUX OIIMOOK, HE MPEMSITCTBYIOINX KOMMYHHKAIHH.

Y 10BJIETBOPUTENBHO

MeuieHHBId TeMI pe4d, OOJbIIOE KOJWYECTBO Iay3, IPOCTas
CTpyKTypa npeanoxeHnit. O6beM BbICKa3bIBaHHS: MOHOJIOT — 10-
13 mpeanoxenuii; guanor — 7-9 npemioxenuit. Jlomyckaercst ot 4 10
8 JlekcMuecKHX, rpaMMaTHIeCKUX, (POHETHUECKUX U KOMMYHUKaTHBHO-
3HAYHUMBIX OMINOOK.

HeynosnerBopurensHo

KoMmMyHuKaTHBHAs 3ajjaua HE pelIeHa, TEMIT peurd OYeHb MEJJICHHBIH.
Hcnonp3yrorcss 0OpHIBOYHBIC, HECBSI3HBIC NpeioKeHHs. Boxalbymsap
NIPUMUTHUBHBIN. OOBEMBBICKA3LIBAHMS: MOHOJIOT — MeHee
10npenoxeHuil; Auaior - MeHee 6 mpeyIoKEHHU.

3. Urenue

OTan4HO

IMomnoe u Tounoe (90%-100%) noHMMaHWE coJepKaHHUS TEKCTa,
YMEHHE  IIepelaTh  COJICp)KaHHEe  CKAaTo M Pa3BepHYTO €
WCTIOJh30BAHNEM AaKTHBHOHM Inekcuku. Jlomyckaercs or 1 mo 3
HErpyObIX rpaMMaTHYECKHUX U JICKCHYECKUX OMHOOK.

Xopouio

[Honnmanme comepkanms Tekcta B 1enoMm (70%-89%), ymenue
nepenarbh CONEpKaHWe C)KAaTo M Pa3BEepHYTO C HCIOIb30BAHHEM
aKTUBHOW nekcuku. Jlomyckaercsor 4 10 6 TpaMMaTHYECKUX,
JICKCUYCCKUX U (POHETHYCCKUXOITHOOK.

Y 10BIETBOPUTENTBHO

Henonnoe wu Hetounoe (50%-69%) mnoHuMMaHME COAEpIKaHUSL
MPEAJIO)KEHHOTO TEKCTa, 3aTpyIHEHUsT TMpu T[epeAade ero Ha
WHOCTPAHHOM $I3bIKE, HE MCIOIb30BAaHUE HOBBIX JEKCUUECKUX €IUHUII.
Honyckaercs or 6 npo 10 rpamMMmMaTHYeCKHX, JIEKCHUECKHX U
(hOHETHYECKUX OIMHUOOK, YaCTh U3 KOTOPHIX SIBIIICTCS TPyOBIMH.

HeynosnerBopurensHo

[TonHOE HemOHMMaHKE COAEPKaHMS WM HETOYHOE TIOHNMaHue (MeHee
50%) TpeaNoKEHHOTO TEKCTa, HEyMEHHe IiepefaTh €ro Ha
HHOCTpaHHOM si3bIKe. bBonee 10 rpaMMaTHYecKHX, JIGKCHYECKHX W
(hOHETHIECKHUXOMHIOOK.

4. [Tucemo
(odpummansHas
nenoBas
KOPPECTIOH ICHIINSA)

OTnnyHO

PaGota comepXuUT YETKyI0 M IMPO3PAavyHyI0 CTPYKTYpPY: BBIJCICHHBIC
BBEJCHHE, OCHOBHYI0 4YacTb M 3akmroueHue. Mcmomesyercs
pa3sHoOOpa3Hblii  aKTUBHBIA BOKaOyJsip, JIGKCHYECKHE CIMHUIIbI,
CBSI3BIBAIOIIME CMBICIIOBBIE YAaCTU, UMEETCA YETKOE IPEICTaBICHUE O
TeXHUKE THCbMa M  CHOCO0ax PpacKpbITHS TEMbL.  XOpOIIO
IpocMaTpuBaeTcs CMbICH HamucanHoro. Opranuzanms — paboOThI
COOTBETCTBYET 3aJlaHHI0 M  OOECIIeYMBAeT YHTATENI0 YETKOe
nonumanue Ttembl. Jlomyckatorcs 1-3 HerpyOble TrpaMMaTH4ecKue,
Jekcuyeckue — u  opdorpaduyeckue OMMOKHM, HE HapylIarolye
MIOHUMAaHMUE.

Xoporo

Pabora uMmeer deTkyro cTpykTypy. BokaOymnsp amekBareH, He Bcerna
MIPOCMATPUBACTCS yMEHHE CBSI3BIBATH IMEPEXO0J OT OJHOW MBICIH K
apyroii. CopnepykaHue paOOThl BBICTPOSHO JIOTHYECKH, HO TEMbI
OTPEeNICHHBIX YacTedl MOJHOCThIO HEe PacKphIThl. Jlomyckaercst ot 4
10 6 TPAaMMAaTHYECKUX, JISKCHUECKUX U opdorpaduaeckux ommooK, He
HapYUIAONIMX TOHUMaHHE.




Y 10BNE€TBOPUTENHHO

JleMoHCTpHpyeTCsi ci1aboe pacKpbhITHE TeMbl, paboTa OpraHu30BaHa
CJIMIIKOM MPOCTO, CMBICII MECTaMHu HesiceH. VIcronb3yeTcs CIUIIKOM
mpoctoii  BokaOymsap. HacumtsiBaetcas 7-10 rpaMmaTHUYecKuHX,
JIEKCUYECKUX ©  opdorpaduieckux OMMOOK, HE HAPYIIAFONIUX
IIOHUMAaHHUEC.

HeynosnerBopurensHo

PaboTa He CTPYKTYpHUpOBaHA M HE OPTaHW30BaHA JOJDKHBIM 00pa3oM.
CMBICI MecTaMu He SiCeH. BokaOynsipnpUMHTHBEH, HCIOJB3YIOTCS
OTJeNbHbIE W30JUPOBAHHBIE CJOBA, HE CBA3aHHBIE OOPHIBOYHBIC
npemnoxenust. Jlonymenobonee 10 rpaMMaTH4ecKux, JIEKCUYECKUX U
opdorpaduyeckuxonmooK.

Cnucok BONPOCOB /IJIsl MOATOTOBKY K TeKYIIEMY KOHTPOJIIO B 6 cemecTpe:

@opMyIHUpOBKAa BOMPOCOB K TEKyHIEeMY KOHTPOJIIO B 6 ceMecTpe MOIHOCTHIO

COOTBCTCTBYCT HAMMCHOBAHUIO U COACPIKAHUTIO 3asIBJICHHBIX TCM.

Paznexn 1. Rendering (texts on Economics)

Tema 1.1. Techniques and strategies of Rendering

Whatisrendering?

What are main rules of rendering?
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What are strategies of successful rendering?

Why is this technology needed for andesign-specialist?

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 indesign?

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.  What is a relationship between market share and profitability?

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

20.  What are the potential diseconomies of scale?

21.  Whatisfrontieranalysis?

22.  What are costs of using the market?

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

25.  What are peculiarities of complete and incomplete contracting?

26.  What is the role of contract law?

27.  What transactions can be done with relationship-specific assets?

28.  How can rivalry be characterized in IT sphere?

29.  What is the holdup problem?

30.  What are boundaries of design sphere?

3. OUEHOYHBIE MATEPUAJIbI  (CPEJACTBA) JUISI  NPOBEJEHWUS
MPOMEKYTOUYHOW ATTECTALIUU IO JUCHUTIINHE

I[J'IH OLCHKHU PE3YJIbTAaTOB O6y‘IeHI/I$I 110 AUCLHUIIIINHE y‘le6HLIM IUIaHOM B IIECTOM CEMECTPEC

npeayCcCMOTpPCH 3a4€T C OHCHKOﬁ, HpOBO,Z[HMLIfI B (bOpMC MMHCBbMCHHOI'O U YCTHOTO OITpocCa.

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

Kommnetenmust YK—4.2.— oOy4arommiicst crmiocoOeH OCYIIECTBISTH AETOBYI0 KOMMYHHKAIIUIO

B YCTHOM M MUCBMEHHOM (popMax Ha MHOCTPAHHOM (BIX) A3bIKE (aX):
o oOyyaromuiicss 3HaeT pa3jIMyHble TEXHUKW M CTPATeTMH YTEHUS U YCTHOTO IEpeBOa;
JIEKCHKO-TPAaMMAaTUYEeCKUH MaTepuall B paMKax OOIIEero M JeOBOrO aHTIHUICKOTO si3bIka Ha 0ase
AyTEHTHYHOTO TEKCTa; KYJIbTYPY, CTWIb KU3HU W HAIMOHAJIBHBIA MEHTAJIUTET CTPaH M3ydaeMoro
S3bIKa; OCOOCHHOCTH TOJIEPAHTHOTO B3aMMOJEHCTBUS W KOMMYHHKALMH C TPEACTaBUTEISIMH
Ou3HeC coOOIIECTB.

OneHka JOCTIKEHHS  OOyYarOIIMMCSl  3alUIAHUPOBAHHOTO  pe3yjbTara  OOydeHUs
OCYILECTBIIIETCSI TI0 pe3yJbTaTaM HCIIONB30BaHUS aJIEKBATHOTO JIEKCHKO-TPaMMaTHYECKOTO
Marepuajia B paMKax oOOINEro ¥ JElIOBOrO aHTJMHCKOTO s3bIKa; JEMOHCTpPAlWU 3HAHHSA
HAllMOHAIFHOTO MEHTAJIUTETa CTPAaH U3y4aeMoro sI3bIKa 1 OCOOEHHOCTEH /IeT0BOM KOMMYHUKAIIHU;

JEMOHCTpALMH [IOJIHOTO, Pa3BEPHYTOI0 OTBETA Ha BOIPOC.



IIpnMepHbI CHHCOK BOMPOCOB AJs TNMOATOTOBKH K 3a4eTy C OLEHKOHl B IIeCTOM

cemecrTpe:

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.

217. 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.
58.
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?

What is management diversification?

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?



OILIEHKA YMEHUI 1 HABBIKOB OBYYAIOIINXCS HA 3AYETE C OL[EHKOPI
(6 cemectp)

Komnerenmus YK—4.2.— oOy4aromuiicss Cmoco0eH OCYIIECTBISITH I€JI0BYI0O KOMMYHUKAIIUIO
B YCTHOW M MUCBMEHHOM (popMax Ha HHOCTPAHHOM (BIX) S3BIKE (aX):

° O6y‘-IﬁIOH.[HI>iCSI YMECT UCIIOJIB30BAThL TCXHUKH U CTPATCTUH YTCHUA U YCTHOI'O ICPEBOAA HA
OCHOBC JICKCUKO-TPaMMATHYCCKOI'0 MaTCpurajia B paMKax 06H1€I‘0 n OCJI0BOTO aHTINHCKOTO A3BIKA,
OPUMEHATh TEXHUKH CKOPOCTHOTO UTEHHUS Mpo(hecCHOHATbHO-OPUEHTUPOBAHHBIX TEKCTOB;
MIPUMEHSATh TEXHUKH OOOOIICHUS aHTJIOA3BIYHON MpodecCHOHATBHOM MH(POPMAIIUK; UCITIOIb30BaTh
TCXHUKHU NICpCaavn AHTJIOSA3BIYHOM HpO(l)eCCHOHaHLHOﬁ I/IH(l)OpMaI_II/II/I.

o O6y‘laIOHII/II>'IC$I BJIACCT HaBbIKaMH «6BICTpOFO» u KIIOUCKOBOT'O» YTCHUA
HpO(I)eCCI/IOHaJ'IBHO-OpI/IeHTI/IpOBaHHBIX AYTCHTUYHBIX TCKCTOB Ha aHTIJIMNCKOM SA3BIKC,-HaBbIKaMU
YCTHOI'O U MUCBbMCHHOI'O IIEPEBO/Ia B paMKax O6H_[€I‘O n JC€JI0BOTO aHTIJINNCKOrO A3bIKa,- HaBBIKaMU
KPUTUYECKOTO MBINUICHUSI W aHanu3a KoHKpeTHou cutyamuu (CaseStudyMethod); HaBbikKamu
000CHOBaHHUS IIPUHATOro PCIICHUA U aHalIn3a €ro HOCHC,I[CTBI/Iﬁ.

OL[CHKa JOCTHUKCHU A O6y‘laIOH_II/IMC$I 3aIlJIaHUPOBAHHOT'O pe3yiibTaTra 06yquI/1;1
OCYIIECTBIISIETCS IO Pe3yJIbTaTaM Ka4eCTBEHHOTO BBITIOJIHCHUS 33JJaHUI B MUCBMEHHOH (opMe.
Tunosble 3aJaHusA JJIA MOATOTOBKH K 3a4€Ty € OHeHKOﬁZ
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.

© 0o N o 0 bk~ w Db PE

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

[EEN
©

Find and study the information about successful/unsuccessful interview.

Kpurepun oneHuBaHus NUCbMEHHBIX pa0doT (0TBETOB HA BONPOCHI B MUCbMEHHOM BH/I€)

. coJiepskanre pabOTBl M IEIOCTHOCTh TEMBI (PACKPBITHE TEMBI, PEIICHUE MOCTaBICHHON
3a/1a4n);
. CBS3HOCTh peud (YMEHHE T[I0Ka3aThb MPHYUHHO-CJICICTBEHHBIC CBS3H, JIOTHYHOCTH

MMOCTPOCHHUS BBHICKA3bIBAHU );
o pa3zHooOpas3ue U CI0KHOCTh TPaMMAaTHYECKUX CTPYKTYP U JIEKCUKH;

. CTHJIh (COOTBETCTBHUE3AJaHUIO);



L4 neJcBad ayauropus (ynanocs JIX TIPOU3BECTHU MOJIOKUTCIIbHOC BIICYATIICHUC HA I-II/ITEITG.H}I);

° 00BeM;
° ¢dopmar (COOTBETCTBHE YCTAaHOBJICHHOMY 00pa3ily C COOJIOJICHHEM BCEX CTPYKTYPHBIX
yacTeil).

4. METOAUYECKHUE MATEPHAJIbI, ONPEJAEJIAIOIIUE ITPOLEAYPbI
OLIEHUBAHUA 3HAHUM, YMEHUI, HABBIKOB, XAPAKTEPU3YIOIINX
3TAIIbI ®OPMUPOBAHUS KOMIIETEHIIAIA

[IPOLIEIYPA ITPOBEJEHU S ITIPOMEXYTOYHON ATTECTALIMN

,HJ'IS[ OLICHKHU PE3YJIbTAaTOB O6y‘ICHI/I${ 10 JUCHUIIIINHE y‘lC6HBIM IIJIAaHOM B IIECTOM CEMECTPE

mpeayCMOTpPCH 3a4€T C OHCHKOﬁ, HpOBO,Z[I/IMLII\/'I B (I)OpMe IMUCBMCHHOI'O U YCTHOTO OIIpOocCa.

KPUTEPUU OLIEHMBAHU S COOPMHUPOBAHHOCTH KOMITIETEHIIMI

[Inanupyemslie
pe3yNbTaThl
o0ydeHus
(mokazaremnu
JOCTH)KEHHUS
3aJJaHHOT'O YPOBHS
OCBOEHHS
KOMIIETEHITHH)

Kpurepun ornieHuBaHus pe3ybTaToB 00yUeHUs

Komnerennus YK—4.2.— oOyuatomuiicss cioco0eH OCyIECTBIATH JI€T0BYI0 KOMMYHHKAIIUIO B

YCTHOM W MHUCbMEHHOH (JOpMax Ha HHOCTPAHHOM (BIX) SI3BIKE (ax)

3HaTh: He snaer | ®parmentapn | O6mue, HO He | ChopmupoBann | ChopMupoBaHH
-pa3TUYHbIE TEXHUKH ple 3HAHUS O | CTPYKTYPHPOBaH | ble, HO | BIe

U CTpaTeTuy YTeHUS Pa3IUYHBIX Hbl€ 3HaHUS O | COoJEpIKaIlne CHUCTEMAaTHU3HPOB
U YCTHOTO NIEPEBO/A; TEXHUKAX W | pa3Iu4HBIX OTJICNIbHBIE aHHBIE NPOYHBIE
-JIEKCHKO- CTpaTEeTuIx TEXHHUKaX W | mpo0Oenbl 3HaHUS | 3HAHUS 0
rpaMMaTHYeCKUN YTEHUSA U | CTpaTerusx 0  PAa3IMYHBIX | Pa3IMYHBIX
MaTepual B paMKax YCTHOTO YTEHUs U | TEXHUKaX U | TEXHUKAX u
00111ero 1 AeI0BOro IepeBoa; YCTHOTO CTpaTerusx CTpaTerusiax
AHTIIUICKOTO S3BIKa JIEKCUKO- epeBoa; YTEHUS W | 9TeHUs "
Ha 0aze rpaMMaTHUeCK | JIEKCUKO- YCTHOTO YCTHOTO
AyTEHTUYHOTO OM MaTepuaje | FpaMMaTHYECKO | MEPEeBOA; nepeBoa;
TEKCTa; B paMKax | M MaTepuaje B | JIEKCHKO- JIEKCHUKO-
-KyJIbTYpY, CTHIIb o0rm1ero U | paMKax oOOILIEero | rpaMMaTU4ecko | rpaMMaTHYecKO
JKU3HU U JIEJIOBOTO u JIENIOBOTO | M MaTepuaje B | M MaTepuaie B
HallMOHAJIbHBIN AHTJIMHACKOTO | aHTJIMMCKOTO paMKkax oOIero | pamMkax oOIIero
MEHTAJUTET CTPaH s3bIKa Ha Oa3e | s3pIka Ha 0Oase | U JIEJIOBOTO | U JIEJIOBOTO
U3y4aeMoro fA3bIKa; AyTEHTHUYHOT0 | ayTEHTUYHOIO aHTJIMICKOro AHTTIUIICKOTO

- 0coOEHHOCTH TEKCTa; TEKCTa; a3pIka Ha Oase | sA3plka Ha 0Oase
TOJIEPAHTHOTO KyJbType, KyJBTYpe, CTWIE | ayTEHTHYHOIO AyTEHTUYHOTO




[TInanupyemblie

Kputepun orneHnBanns pe3yIbTaToB O0yUSHHS

pe3yabTaThl
o0ydeHus
(TIokazarenu
JIOCTIDKCHHUS 1 2 3 4 5
3a/IaHHOTO YPOBHS
OCBOEHUS
KOMITETCHITHH)
B3aMMOJCHCTBHSI U CTHJIE JKM3HH | JKM3HH H | TEKCTa; TEKCTa;
KOMMYHUKAaIIUU C " HaI[OHAJIbHOM KyJIbType, CTUIIC | KyJIbTYype, CTUIIE
MPECTaBUTEIIMHU HALlMOHAJIPHO | MEHTAJIUTETE JKU3HHU U | KU3HU Hu
Ou3Hec cOOOILECTB. M CTpaH HaIMOHAJIbHOM HAI[MOHAJILHOM
MCHTAJINTETE HM3y4aeMoTro MEHTAJINTETE MEHTAJINTETE
CTpaH SI3BIKA; CTpaH CTpaH
HA3y4aeMoro 0COOEHHOCTX M3y4aeMoTo HN3y4aeMoTo
SI3BIKA; TOJIEPAHTHOTO SI3BIKA; SI3BIKA;
OCOOEHHOCTSX | B3aUMOEHCTBHS | 0COOECHHOCTAX 0COOEHHOCTIX
TOJIEPAHTHOTO | U TOJICPAHTHOTO TOJIEPAHTHOTO
B3aMMOJIEUCTB | KOMMYHHMKAlIUM | B3aMMOJENCTBUS | B3aUMOJIEUCTBUS
ust H|cC H H
KOMMYHHKAIA | TIPEACTABUTENSAM | KOMMYHUKAIIUM | KOMMYHUKAIIUU
Hu c|u OusHec | € c
MIPEACTaBUTEN | COOOIIECTR. MIPEICTABUTEISIM | TIPEICTABUTEIISM
aMH  Ou3HeC H ousHec | u OouzHec
COOOIIIECTB. COOOIIECTB. COOOIIIECTB.
Ymern: He ymeer | YHactuuno B uenom | B LEeJI0M | YCIIEeIHO
-HCII0JIB30BaTh OCBOEHHEIE OCBOEHHBIE, HO | chopMuUpOBaHH | cHhOpMUPOBAHH
TEXHUKH U CTPATETUN YMEHUS o | He bIE " | blE,
YTEHUS U YCTHOTO UCIIOJIb30BaHM | MOAKPEIUIIEMEIE | CAMOCTOSATEIBHO | CAMOCTOSTEIHHO
MepeBo/ia Ha OCHOBE 0 TEXHUKH U | 3HAHUSIMU U | BBINOJIHAEMBIC, u OCO3HAHHO
JIEKCHKO- CTpaTeruu CaMOCTOSITEJIBHO | HO HE BCEr/a | BBIIOJIHSIEMbIE
rpaMMaTHIECKOTO YTECHUS U | CTBIO WHTEJUICKTYaldbH | YMCHUS o
MaTepuaiia B paMKax YCTHOTO BBIIIOJIHCHHS 0 000CHOBAaHHBIE | UCIIOIL30BAHUIO
00111er0 U AEI0BOI0 rmepeBofia Ha | YMEHUS Mo | YMEHHS 110 | TEXHUKH u
AHTJIMMCKOrO S3bIKa; OCHOBE WCITOJI30BAHUIO | MCIIOJIE30BAHUIO | CTPATECTHH
-TIPUMEHSITh TEXHUKU JIEKCHUKO- TEXHUKA A | TEXHUKHA H | YTeHHs u
CKOPOCTHOTO YTEHUS rpaMMaTHYeCK | CTpaTeTuu CTpaTeruu YCTHOTO
npodeccruoHanbHO- oro YTESHUS M | YTEHMS U | IepeBoaa Ha
OPUEHTHUPOBAHHBIX MaTepuana B | YCTHOTO YCTHOTO OCHOBE
TEKCTOB; paMkax nepeBoia Ha | mepeBoaa Ha | JEKCHKO-
-HCIIO0JIb30BaTh o0111ero M | OCHOBE OCHOBE rpaMMaTHIECKO
TEXHUKHU Mepeaadn JIEJIOBOT'O JIEKCHKO- JIEKCHKO- ro Marepuaia B
aHTJIOSA3BIYHOM AHTJIMICKOrO rpaMMaTHYECKOT | TPaMMaTHYECKOT | paMKaxX OOIIero
po¢eCCHOHAITBHOM SI3BIKA; 0 Marepuajla B | O Marepuala B | U JIEJIOBOTO
nH(OpPMAITIH. MIPIMEHEHHUIO | paMKax oOIIero | paMkax oOOIIEero | aHTIMHCKOTO
TEXHUKHU i JICJIOBOTO | U JIEJIOBOTO | S3BIKA;
CKOPOCTHOTO AHTJIMHCKOrO AHTJIUHCKOrO MIPUMEHEHHUIO
YTEHHS SI3BIKA; SI3BIKA; TEXHUKH
npod)ecCroHa | MPUMEHEHHUIO MIPUMEHEHUIO CKOPOCTHOTO
JIBEHO- TEXHUKHU TEXHUKHU YTEHHS
OpPUEHTHPOBAH | CKOPOCTHOTO CKOPOCTHOTO npogeccrHoHaIb
HBIX TEKCTOB; | YTECHHUS YTEHUS HO-
WCTIONB30BaHK | POQeCcCHOHANb | TPOPECCHOHANIL | OPUSCHTHPOBAHH
0 TEXHUKHU | HO- HO- BIX TEKCTOB;
repeaaun OpHWCHTHPOBAHH | OPUEHTHUPOBAHH | MCIOJIH30BAHUIO
AHIJIOSA3BIYHO | BIX TEKCTOB; BIX TEKCTOB; | TEXHUKH




[Tmarnpyemsie Kputepun orneHnBanns pe3yIbTaToB O0yUSHHS
pe3yIbTaThI
o0ydeHus
(TIokazarenu
JOCTYKECHUS 1 2 3 4 5
3aJJaHHOTO YPOBHS
OCBOCHUS
KOMITETCHITHH)
i - HCTIOJIb30BAHUIO | TIEpeiaun
npodeccuoHa | UCTONB30BAaHUIO | TEXHUKU AHTJIOSN3BIYHON
JBHOU TEXHUKHU nepeaayn npodeccuoHalb
nHpOpMaIUHU. | TIepexadn AHTJIOA3BIYHOM HOM
AHTJIOA3BIYHOMN npodeccuoHals | MHGOPMAaLUH.
npodeccuoHab | HOM
HOM HH()OPMAITHH.
nH(pOpMaITHH.
Baagers: He ®parmeHTaps | B uesnom | ChopmupoBanH | YcmenHo
- HaBBIKAMHU BIIazeeT 0 chopMUpOBaHH | ble, HO  HE | CQOPMHUPOBAHH
«OBICTpOTO» H chopMupoBaH | ble, HO | YCTOWYHBBIE B | BlE,
«TIOMCKOBOTOY HbIC€ HAaBBIKH | BBHIMOJHSIEMEIC CJIO’KHBIX YCTOMYMBEIE,
YTEHUS «OBICTpOTO» H | Ha CUTYyalusIx TEXHOJIOTHYECKH
po¢eCCHOHANBHO- «TIOMCKOBOTO» | 3JIEMEHTAPHOM | HaBBIKH TPaMOTHO
OpPHCHTHPOBAHHBIX YTEHUS YPOBHE HABBIKH | «OBICTPOTO» ¥ | BBHIMOJHSEMEIC
ayTEHTUYHBIX npodeccuoHa | «OBICTPOTO» U | KIIOUCKOBOTO» HaBBIKU
TEKCTOB Ha JBHO- «TIOHCKOBOTO» YTEHUS «OBICTpOTO» H
AHTJTMHACKOM SI3BIKE; OPHCHTHUPOBAH | YTCHHUSI npodecCHOHANb | «IIOUCKOBOTOY»
-HaBbIKAMHU YCTHOTO HBIX npodeccuoHallb | HO- YTCHUS
Y IMCBMEHHOTO AyTEeHTUYHBIX | HO- OpHEHTUPOBAaHH | MPOdhecCHOHAb
TepeBo/ia B paMKax TEKCTOB ~ Ha | OPHEHTUPOBAaHH | BIX HO-
00I1Iero u JAeI0BOro AHTIIUHCKOM BIX Ay TEeHTUYHBIX OpPUCHTHUPOBAHH
AHTJIMHACKOTO SI3BIKA; SI3BIKE; Ay TEHTUYHBIX TEKCTOB Ha | BIX
- HaBBIKaMH YCTHOTO U | TEKCTOB Ha | aHTJIHICKOM ayTeHTHUYHBIX
KPUTHYECKOTO MUCHMEHHOTO | aHTJIMHCKOM SI3bIKE; YCTHOTO | TEKCTOB Ha
MBIIUICHUS U mepeBoJia B | fA3BIKE; YCTHOTO | U IMHCBMEHHOTO | aHTJIMHCKOM
aHaJM3a KOHKPETHON pamkax W THUCHMEHHOIO | IepeBoAaa B | SI3bIKE; YCTHOTO
CUTyaIluu o0miero U | mepeBoja B | paMKax OOIIEro | ¥ MHCEMEHHOTO
(CaseStudyMethod); JICITIOBOTO paMKax oOIIero | u JIEIOBOTO | MepeBojia B
- HaBBIKAMH AHIIMHACKOTO | U JIETIOBOTO | AHTIIMHCKOTO paMKax oOIero
000CHOBaHUS S3BIKA; AHTIIMIICKOTO SI3BIKQ; u JIEIIOBOTO
NPUHITOTO PELICHUS - S3bIKA; - KPUTHYECKOTO | aHTIHICKOro
u aHam3a ero KPUTHYECKOTO | - KPUTHYECKOTO | MBIIUICHUS U | SI3BIKA;
TIOCTIeICTBUH. MBIIUICHAS U | MBIIIUIEHUST W | aHallu3a - KpUTHYECKOTO
aHanm3a aHanm3a KOHKPETHOM MBIIIICHUAST |
KOHKPETHOU KOHKPETHOMI CUTyaluH aHanusa
CUTYyaluu CUTyaluu (CaseStudyMeth | konkpeTHO#
(CaseStudyMe | (CaseStudyMeth | od); CHUTYaIMH
thod); od); 000CHOBaHUS (CaseStudyMeth
000CHOBaHMsI | 00OCHOBaHHUS MPUHATOTO od);
MIPUHSITOTO MIPUHSATOTO penieHus 1 | 000CHOBaHHUS
pelIeHus u pemreHus U | aHamM3a €ro | IMpUHATOTO
aHaJm3a ero aHam3a €ro | MocJeICTBHH. peleHus u
MOCJEACTBUN. | MOCIEACTBUH. aHam3a ero

MOCJIEACTBUH.




KPUTEPUUM OUEHKU PE3VYJIBTATOB OBYYEHUA 110 ANCLIUTITIJIMHE

Kpurtepuu oneHuBaHus pe3yJbTATOB 00yUeHHUsI 0 TUCHHUIJIMHE 1J5 324eTa ¢ OLEeHKOMH

B xome mpoMexyTO4YHOW aTTecTaluu MEPEeBOJA pPE3yIbTaTOB pabOThl 0OYYAIOLIMXCS
(pe3yIbTaTOB TEKYIIETO KOHTPOJIS) B CHCTEMY OIEHKH 3HAHHI OCYIIECTBISETCS C OpHEHTAIMEH Ha
KPUTEPUH OLIEHUBAHUS C(HOPMHUPOBAHHOCTH KOMIIETCHIIUH CIIEIYIOMNM 00pa3oM:

— OIICHKA «OTJIMYHO» BBICTABIIsETCS OOyuaromeMycs, KOTOpblii mocetus He Mmenee 60%
3aHATUH, aKTUBHO pa0doTal Ha 3aHATHAX U HE MMEET 33/J0JDKCHHOCTEH Mo yuyeOHOMY MaTepuaiy,
croco0eH 0e3 MOArOTOBKH I'PaMOTHO OTBETUTH Ha JFOOOH BOMPOC IO TMPOWJICHHBIM TEMaM, YTO
CBHJICTEJIBCTBYET O ITOJTHOM OCBOSHHH TEOPETHYECKOTO MaTepraa AUCHHUILTMHBI U (HOPMHUPOBAHUN
3arJIaHUPOBAHHBIX KOMIIETEHIIHI;

— OIICHKAa «XOpOILIO» BBICTABIAETCS OO0ydYaromemycs, KOTOpeld moceTusn He MeHee 60%
3aHATUH, aKTUBHO paboTall Ha 3aHATHAX, HE WMEET 3aJI0JDKCHHOCTEH 10 yuyeOHOMY MaTepualy,
crocoOeH 0e3 MOJArOTOBKH OTBETHTH Ha JIFOOOH BOMPOC IO NMPOHAEHHBIM TeMaM ¢ MHUHUMAaJIbHBIM
KOJINYECTBOM OILIUOOK.

— OIICHKA «Yy/JOBJIETBOPUTEIHHO» BBICTABISIETCA OOYYalomIEMyCsl, KOTOPBIH IMOCETHJI He
meHee 60% 3aHATHI, HE UMEET 3aJJ0JKEHHOCTEH 1o yueOHOMY MaTepuaiy, Clloco0eH ¢ OmuOKaMu
OTBETHUTH Ha JIF000 BOMIPOC 1O MPOHICHHBIM TEMaM.

— OIIEHKa «HEYJOBJETBOPHUTEIHFHO» BBICTABISECTCS OOydaromeMycs, KOTOPBIH ITOCETHII

meHee 60% 3aHATHH, UMEEeT 3a/10JKEHHOCTH 10 y4eOHOMY MaTepuay.

HpI/IHHI/IHbI BBICTABJIEHUS HTOTOBOM OI€HKH IO JUCHUIIJINHE:

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

0,5 (50%)- ko3¢punueHT OT 001IEli CYMMBI OLIEHOK 32 MHCbMEHHbIE PAGOTHI
(aHa1u3 KeiicoB)

0,5 (50%) — ko3 (ppuIMEHT OLIEHKH 3a 3a4eT (0TBET HAa BONPOC + pedepaTUBHbBIH

1epeBo/I TEKCTA)

[Ipy BBICTaBIEHUM WTOrOBOM OLIEHKM 3a JUCIMILIMHY HEOOXOIMMO YYHTBIBATH PE3YJIbTaThl
TEKYILET0 KOHTPOJIA U KPUTEPUN OLIEHUBaHUS C(HOPMUPOBAHHOCTH KOMIIETEHIINH, TIPEACTAaBICHHBIC

B TaOJIUIE KPUTEPUH OLIEHUBAHUS CPOPMUPOBAHHOCTH KOMIIETEHITHH.



5. IMATHOCTHYECKHUE 3AJAHUS 51 OLEHKH 3HAHUWIA, YMEHUMH,
HABBIKOB, XAPAKTEPU3YIOIIUX YPOBEHb C®OPMHPOBAHHOCTHU
KOMOETEHLUN

Komnerenuus YK-4. CnocobeH ocCylecTBIsATh JAENOBYI0 KOMMYHHKAllMI0O B YCTHOM U
NUCbMEHHON (hopMax Ha rocynapcTBeHHOM si3bike Poccuiickoit @enepannu U MHOCTPAHHOM (BIX)
sI3BIKE (aX).

OO0yuaromuiics 3HaeT: pa3TUYHbIC TEXHUKUA M CTPATEIMU YTEHUS M YCTHOTO MEPEeBOA; JIEKCHKO-
rpaMMaTUYecKuil Marepual B paMKax oOIIero M JeJIOBOI0 AaHIVIMMCKOro s3blka Ha 0aze
ayTEHTUYHOI'O TEKCTAa; KYJbTYpPY, CTUJb JKU3HU U HAIMOHAJIBHBIA MEHTAJIUTET CTPAaH U3y4yaeMoro
SI3bIKa; OCOOEHHOCTH TOJEPAHTHOTO B3aUMOJEHCTBHS M KOMMYHHUKAIMM C IPEICTaBUTEISIMU
Ou3HeC cooOIIECTB.

OOyuarommiicsi ymeeT: HCIIOJIb30BaTh TEXHUKU M CTpaTerMU YTEHHUS W YCTHOTO IepeBoAa Ha
OCHOBE JIEKCHUKO-TPAMMAaTHYECKOro MaTepHajja B paMKax OOILEro M J1eJI0BOro aHIIMHCKOTO s3bIKA;
OPUMEHATh TEXHUKH CKOPOCTHOIO YTEHUS NPO(PEecCHOHATbHO-OPUEHTHUPOBAHHBIX TEKCTOB;
NPUMEHSTh TEXHUKU 00O0OIEHHS aHTIIOA3BIYHON MpodecCHoHaNbHON HH(OpMAINK; NCIIOIh30BATh
TEXHHMKH Mepeaadn aHTJI0sI3bIYHON MpodeccrnoHalIbHON HHPOpMAaITIH.

OOyuarommiicss BJIageeT: HABBIKAMH «OBICTPOTO» M «IOMCKOBOTO» YTEHUS NMPO(HECCHOHAIBHO-
OPUEHTUPOBAHHBIX AYTEHTUYHBIX TEKCTOB HA AaHTJIMHCKOM s3bIKE, HaBBIKAMU YCTHOTO U
INUCbMEHHOIO TIEpeBOJa B paMKax oOOLIEro W JEeJIOBOTO aHIVIMHCKOIO s3blKa; HaBbIKaMU

KPUTHYECKOTO MBIIIJICHHS U aHaju3a KoHKpeTHo cutyarmu (Case Study Method).

3ATAHUA 3AKPBITOI'O TUIIA (10 3apanuii)

OoOyuawmmiics 3HAeT. pa3IMYHbIE TEXHUKH M CTPATErMy YTEHHUS W YCTHOTO TMEPEBOJA; JIEKCHUKO-
rpaMMaTUYecKUil Marepual B paMKax oOIIero W JeJIOBOTO AaHIJIMICKOro s3blka Ha 0ase
AyTEHTHUYHOrO0 TEKCTA; KYJIbTYpPY, CTHJIb KU3HU M HALMOHAIBHBIA MEHTAJIUTET CTPAH HM3y4aeMOTO
SI3bIKA; OCOOEHHOCTH TOJIEPAHTHOTO B3aUMOJICHCTBUS M KOMMYHHKAIIMA C TIPEICTABUTEIISIMHU

Ou3HEC 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: 1D, 2 A, 3C, 4B, 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

c) 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

c) to the importer

Answer:la,24a,3c¢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 is 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

c) Readiness for change

d) The inevitability of the needs for change
Abswer: d, b, c, 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 is 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

2. check in

3. frequent-flyer points
4. upgrade

5. lounge

6. boarding pass

7. 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,4a,5b,6¢c,7d

Task 8. Choose the correct answer.

1. In the Middle East you have to give presents to business contacts
a. inprivate.
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. Yyou can discuss business.
b. you mustn’t discuss business.
c. 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

___I'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?

___ I 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. | 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

3AJJAHUS OTKPBITOI'O TUITA (15 3aganwii, U3 HUX 5 — ¢ pa3BEpPHYTHIM OTBETOM )

OOyuarommiicst ymeeT. HCIOJIb30BaThb TEXHUKM M CTPAaTETMU 4YTEHHS U YCTHOTO IEPEBOAA Ha
OCHOBE JIEKCHUKO-TPAMMAaTHYECKOr0 MaTepHrajga B paMKax OOILEro M JeJI0BOr0 aHIIMHCKOTO S3bIKA;
OPUMEHATh TEXHUKH CKOPOCTHOTO UTEHHUS Mpo(hecCHOHATbHO-OPUEHTHPOBAHHBIX TEKCTOB;
OPUMEHATh TEXHUKU 000O0IIEHHs aHTJIOA3BIYHOM MpodeccuoHanbHON MH(OpMaIUK; NCIOIb30BATh

TCXHUKHU NICpeaavn AHTJIOSA3BIYHOM HpO(I)eCCHOHaHBHOﬁ I/IH(I)OpMaL[I/II/I.

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 ®

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 | had learnt there provided an answer to what |
saw in my first working year: | 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 | 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) | realised that a client had a good sense of humour, so | put some jokes in a proposal that | 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 | told
her that she was too aggressive.

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

e) When [ joined the company, I followed the rules even if I thought they were stupid. Then, when [

got promoted, | started to change them.

Answer:
a) | realised that a client had a good sense of humour, so |
put some jokes in a proposal that | 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 | started looking for a job somewhere else. - 5. Don't be a victim of your career.

¢) When I joined the company, I followed the rules even if |

thought they were stupid. Then, when | 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

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 IV 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.



DAirmail [ Brief Cable CFull Text Cable [ICourier

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.
Q ?

A On Monday at 8.30.p.m.

Q What is he doing on Tuesday?

A

Q ?

A Wednesday afternoon.

Q What is he doing on Thursday morning?

A

Q ?
A Friday at 4.30 p.m.

Answer:



o A W N

When is he arriving in Barcelona?

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

Q ?
A Manchester.

Q ?
A They are recruiting staff.

Q ?
A No, it is not.

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

Q ?
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?

Oquammnﬁcn BJIaJjeeT. HaBbIKaMU ((6BICTpOFO)> H «IIOMCKOBOI'0» YTCHHA HpO(i)CCCI/IOHaJ'IBHO'
OPHUCHTHPOBAHHBLIX AYTCHTUYHLIX TCKCTOB Ha AHTJIMHACKOM SA3BbIKC; HABbIKAMU YCTHOTO H
IMUCBMCHHOI'O TIICPEBOAAa B paMKax O6H.[€I‘O U JCJIOBOTO aHIJIMHCKOTO sA3bIKa, HaBbIKaMHU

KPUTHYECKOTO MBIIIJICHHS U aHajM3a KoHKpeTHoi cutyarmu (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 $1mln 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 - mpuHamiexamias IKCHIIMHE KOMIIAHUs, KOTOopas pa3padarbiBaeT u
pacnpocTpaHseT BHICOKOKIIACCHBIE JeTCKHe cBUTepa. CBUTEpa Mpou3BOAATCS Ha DWININIKUHAX, HO
npogatoTcs no Bceit Teppuropun CIIA B yHHMBEepMarax W crelnyain3upOBaHHBIX MarazpHax. JTo
tBopenre HMomanasl K. Jle Burt, pomom ¢ @PununmuH, W €€ MNapTHEPIIM aMEPUKAHCKOTO
npoucxoxaeHuss OHH D. Meiiepc. J[Be >KEHIIMHBI MO3HAKOMWINCH, KOT/Ia BMECTe pabdoTaiu B
KOMIIaHUM I10 pacHpoOCTpaHEHUIO CBUTEPOB. MonaHna Obula MEHEIKepoM, a DHH - JU3alHEpPOM,
KOTOpas ycTpouiach Ha pabOTy Ha4aJbHOTO YPOBHS B KaU€CTBE acCCUCTEHTKU MomaHbl.

Onu ocHoBaimu POlywog OT oT4asiHUS TIOCIIE TOTrO, KaK Kak[aas W3 HHUX MoTepsuia paboTy.
“IIpoObIB  0e3pabOTHOM HECKOJIBKO MECSIEB, s pELINia, YTO pelleHHe HUKOorga OoJblle He
ocTaBaTbcsa 0e3pabOTHON - 3TO cTaTh caMo3aHATOW’, - 3asBuWia Monanna DHH, koTopasi Oblia B
MOXOKEeH CUTyalluM M JAyHIeBHOM COCTOSHUU. OJHAKO, HECMOTpS Ha HUX CHJIBHYIO JHYHYIO
MPUBEPKEHHOCTh, OTKPBITHE OM3HEca MOTpeOoBasio OOJBIIMX KEPTB U COMPSIKEHO € OONIBIIUM
PHCKOM.

Honanna B To BpeMsi Oblila HETPAIUIIMOHHON CTYJICHTKOH, MaTepbio TBOMX NETEH, KOTopas
BEPHYJIACh B KOJUIEK, YTOOBI OMyunTh cTeneHb MBA. Eif Hy)XHO OBUIO 3aKOHYUTH y4eOy, HAUTH
paboTy, 4ToOBI copepkarh ceds, U MPOPUHAHCUPOBATH HOBBIM OM3HEC. DHH, TaK)Ke MaTh BOUX
JieTel, YCIEIIHO 3aIyCTria JIMHUIO IETCKON OJIeX b, 00BbEM MPOAaXK KOTOPOii 3a 2 roja MpeBbICHII
1 MJIH 10J171apOB, HO B APYTOil KOMITAHUU.

Cobpag 15 000 nonmnapoB oT ceMbH U Apy3ei, Monanaa 1 DHH BKIIOYMWIHCH B paboTy. OHM

HOJY4YHSIM CBOM mepBbIif 3aka3 Ha 50 000 mosmnapoB B TeyeHHE HECKONBKHMX MecseB. C camoro



Havana Monanna oTBeuana 3a aIMUHUCTPUPOBAHME, IKCIUTyaTaluio U puHaHchl. OHAa OTBEYaeT 3a
KOOPJMHAIMIO C MPOM3BOAUTENSIMU IIPOU3BOJICTBA M HMMIIOPTa FOTOBOW MPOLYKIMH, 00pabOTKy
3aKa30B U JJOCTaBKY TOBapOB. DHH pa3pabaThIBaeT JETCKYIO KOJUIEKIUIO, KOTopas co3naercs 4 pasa
B roj. OHa TaKKe SBJISETCS HALlMOHAJIBHBIM MEHEKEPOM I10 MpoJaxkaM, KOTOPbIM KypUpPYET CETh
U3 8 TOProBbIX MpPEICTaBUTENEH, TOCEIIAET TOPrOBbIE BHICTABKU U pa3padaThiBa€T MapKETUHIOBBIN

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. | 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. | 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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