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Ilepeyenb maTepuajion
Y4eOHO-METOAUYECKUI KOMILIEKC.
HosicuuTeIbHAA 3aNIMCKA

DONEeKTPOHHBIA  y4eOHO-METOJUYECKH  KOMIUIEKC MO  JUCIUIUIMHE
«HOCTpaHHBIN SA3BIK» COCTABIEH B COOTBETCTBUU C OCHOBHBIMM ITOJOKECHUSIMU
Konekca Pecniy6nuku benapycs 00 obpazoBanuu: ot 13 ssaBapst 2011r., Ne 243-3,
PecnyOnukanckoit mporpammel  «MHOCTpanHbie s3bIKu» OT 29.01.1998 r. Nel29,
Konnenuuu oOydyeHUsT HMHOCTPAHHBIM SI3bIKAM B CHUCTEME HEMPEPHIBHOTO
oOpazoBanust PecriyOnuku benapychk, B maHe u1e0JI0THYECKON U BOCITUTATEIbHOM
pabotel BHTY u npyrux rocyaapcTBEHHBIX MPOrpaMMax, HOPMATHBHO-IPABOBBIX,
WHCTPYKTUBHO-METOJANYECKAX JTOKYMEHTaX, OIPEICISIOMNX MNPUOPUTETHHIC
HaIpaBJICHUS UICOJIOTUU OEIOPYCCKOTO rOCyIapCTRa.

Hanueiii OYMK mpexacraBisier co00i  NpOrpaMMHBIM  KOMILUIEKC —TIO
nucturuinHe « THOCTpaHHBIH S3bIK», HA3HAYEHHE KOTOPOTO COCTOUT B 00€CTICUeHUU
HEIMPEPHIBHOCTH M TOJHOTHI Mpolecca OOy4YeHHs OCHOBaM MapKETHMHTa Ha
AHTJIMHACKOM SI3BIKE.

PazpabGortannsiii OYMK  cnocoOGcTByeT — co3gaHWIO  YCIOBHEM  Jid
dbopMUpOBaHUS HPABCTBEHHO 3pEJIOi, HWHTEIJIEKTYalIbHO-PA3BUTON JIMUHOCTHU
oOy4Jaronierocsi, KOTOpPOHM NPHUCYIIM COLMalbHAas aKTUBHOCTb, TpaKJaHCKas
OTBETCTBEHHOCTb ¥ MATPUOTU3M, IPUBEP>KEHHOCTH K YHUBEPCUTETCKUM LIEHHOCTSIM
U TPaaulUsAM, CTpEMIICHHE K Npo(ecCHOHATIBLHOMY CaMOCOBEPIIEHCTBOBAHMIO,
AKTUBHOMY YYaCTHIO B 3KOHOMUYECKON U COLIMATIbHO-KYJIBTYPHOM KU3HU CTPAHBI.

Conepxanue ydeOHO-METOJUYECKOr0 KOMIUIEKCAa BKIIOYAIOT B ceOs:
y4eOHyI0 pabouyro MporpamMmy AUCHUIUIMHBI, TEOPETUYECKUN W TPAKTUUECKUN
paszzienbl, 0J0K KOHTPOJISl 3HAHUH, a TaKKe CIIPABOYHBIE MaTEepHaIIbl (JICKCUYECKUN
MUHHUMYM TI0 TEME).

[Tpaktuueckuii pazgen IYMK BkirodaeT B ceOsi: TEKCTOBBIE MaT€pUAIbl C
3aJIaHUSIMHU TPAMMATHYECKOTO U JICKCHYECKOTO XapaKkTepa 1o y4eOHO!U JUCIUILINHE
«MHOCTpaHHBIM  s3BIK», OOy4YalOIIME W TPEHUPOBOUHBIC YIPAKHEHUS JUIS
CaMOCTOATEILHON pabOThl KaK PEMpOAyKTUBHOTO, TaK M TBOPYECKOTO YPOBHS, B
o0beMe, IPEeIyCMOTPEHHOM y4€OHBIM IJIAHOM 1O JTUCLUILIIMHE.

biok KOHTpONS CONEPKUT JEKCUKO-TPAMMATUYECKUE TECThI, HUTOTOBBIC
KOHTPOJIbHBIE pa0OThl, @ TAKXKE MPEAMETHO-TEMATUYECKOE COAECpKAHUE SK3aMEHa
no aucuuiuiiHe. JlaHHBIM OJIOK 00€ecreYrMBaeT BO3MOXKHOCTh CaMOKOHTPOJIS
00Oy4aromnierocs, €ro TeKyIre U UTOroBble aTTECTAIUU.

Y4eOHO-METOANYECKUM KOMIUIEKC MO IUCHUIUIMHE «MHOCTpaHHBINA S3BIK»
MpeHAa3HAYCH JJIS1 CTYICHTOB OYHOM (POPMBI TIOJTyUEHHMSI BBICIIIETO 00pa30BaHus, a
takke npenomaBatened BHTY kadenpsr «MexkynbrypHas mpodeccruoHaabHas
KOMMYHHUKALUS» C LUEIbI0 NMPOBEACHUS KaK ayJUTOPHBIX MPAKTUYECKUX 3aAHSATHUM,
TaK W OpPTaHU3aIMU CaMOCTOSATEILHON pabOThl CTYICHTOB.
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HOACHUTEJBHASA 3AIINCKA

YdeOHasi mporpaMma y4YpeKIEHHUS BBICHIETO OOpa3oBaHUs JUCIUILIAHBI
«MHOCTpaHHBIN SA3bIK» pa3paboTaHa ais cnenuaibHocter 1-25 01 07 «DxoHOMHKA
Y yIpaBjieHue Ha npeanpuiatun», 1-26 02 01 «busznec-anMuHucTpupoBanue», 1-26
02 03 «MapkeTuHr».

['naBHas nenp 00y4eHUs ”HOCTPAHHBIM sI3bIKaM — (POPMUPOBAHUE UHOS3BIYHOM
KOMMYHUKATUBHOM KOMIETEHIIMH OyIylIero CroelualncTa, IMO3BOJISIOMEH
UCIIOJIb30BaTh MHOCTPAHHBIA SI3BIK KaK CPEIACTBO MNPO(PECCHOHAIBLHOTO U
MEXJTMYHOCTHOTO OOIICHHUS.

JIOCTMKEHUE TIIABHOM LENM MPEAINOoaracT KOMIUIEKCHYI) pPEalM3alnio
CIEAYIOIIMNX 3a1a4:

o MMO3HABATEIILHOM, MTO3BOJIAIONICH CHOPMUPOBATH MTPEACTABICHHE
00 oOpa3ze MHpa Kak IEJOCTHOW MHOTOYPOBHEBOM CHUCTEME (3THUYECKOMH,
S3BIKOBOM, COIIMOKYJIBTYPHOU M T.I.); YPOBHE MaTEpPHAIbHONW U JyXOBHOM
KyJbTYPBI; CUCTEME IIEHHOCTEN (PeUruno3Ho-puaocohCKux, ICTETUIECKUX
U HPABCTBEHHBIX); OCOOEHHOCTSIX MNPOPECCUOHAIBHONU JCATEIHHOCTU B
COM3YYaeMbIX CTpaHaXx;

o pa3BUBAIOIIEH, OOCCIEUYMBAIONIEH  PEUYEMBICIUTEIbHBIE U
KOMMYHUKATUBHBIE  CIIOCOOHOCTH,  pa3BUTHE  MaMATH, BHUMAaHUS,
BOOOpakeHUsi, (GopMUpPOBaHHWE TOTPEOHOCTH K  CaMOCTOATEIIbHOU
M03HABATEJIbHOU JIEATEIbHOCTH, KPUTHYECKOMY MBIIIUICHUIO U pediekcuu;

o BOCIIUTATENBHOM, CBSI3aHHOU c (dbopmHpoBaHUEM
00111e4eI0BEYECKHX, OOIICHAIMOHAIBHBIX U TUYHOCTHBIX IICHHOCTEH, TAKUX
KaK TYMaHUCTHYECKOE MHPOBO33PEHUE, YBAXKEHUE K APYTUM KYJIbTypawm,
NaTPUOTU3M, HDABCTBEHHOCTb, KYJIbTypa OOIICHHUS;

° MPAKTUYECKOM, MPEAIOJIATraomed OBJIAJCHUE HWHOSI3BIYHBIM
OOILIEHNEM B E€IUHCTBE BCEX €ro KOMIIETEHLMH (A3BIKOBOM, pEYeBO,
COLIMOKYJIbTYPHOM, KOMIIEHCATOPHOM, y4eOHO-II03HABATENbHOMN), (QyHKIIMIA
(?TUKETHOM, MO3HABATEIBbHOM, pPETYISTUBHOM, LIEHHOCTHO-
OpUETHAIMOHHOM) U (opM (YCTHOM M MUCBMEHHOM), YTO OCYIIECTBISACTCS
MOCPEJICTBOM ~ B3aMMOCBSI3AHHOTO OOYy4YEeHHMs BCEM BHAAM PEUYEBOM
NEATEIBHOCTH B paMKax OINPENENEHHOW NpPOrpaMMOM  NPEIMETHO-
TEMATUYECKOIO COAEPIKAHMS, a TAKKE OBJIAICHUS TEXHOJOTUSIMU SI3bIKOBOTO
caM0o00Opa3oBaHUs.

B kauectBe cTparernyeckOd HMHTETPATUBHOM KOMIIETEHIIMM B MPOLECCE
OOy4eHHs] HTHOCTPAHHBIM SI3bIKaM BBICTYMAeT KOMMYHHKAaTHBHAS B €IUHCTBE BCEX
COCTaBJISIFOIIMX:  SI3BIKOBOM, PEYEBOM, COLMOKYJIBTYPHOM, KOMIIEHCATOPHOM,
y4e0HO-TI03HABATEILHON KOMIIETEHITUH.

SI3pIKOBasi KOMIIETEHIMSI — COBOKYIIHOCTb HAaBBIKOB M YMEHHUH pPEUYEBOU
NesATeIbHOCTH (TOBOPEHHE, TUCHEMO, ayIUPOBAHUE, YTEHUE), 3HAHUE HOPM PEYEBOT0
MOBEAECHUS, CIIOCOOHOCTh HCIOJIb30BATh SI3bIKOBBIE CPEACTBA B CBSI3HOW peyHd B
COOTBETCTBHUHM C CUTyaluel OOILLEHUS.
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ColMOKYNIbTYpHAs KOMIETEHIMS — COBOKYNMHOCTh 3HAHWW HAIMOHAJIBHO-
KyJIbTYpPHOU crienu(uKe CTpaH M3y4aeMoro si3blka W CBSI3aHHBIX C 3TUM YMEHUU
KOPPEKTHO CTPOUTH CBOE PEYEBOE U HEPEUEBOE MOBEICHUE.

KomneHncatopHass KOMIIETEHIMS — COBOKYIIHOCTb YMEHHM HCIIOJIb30BaTh
JOTIOJTHUTENbHBIE BepOadbHbIE CpelcTBa U HeBepOaldbHBIE CHOCOOBI pEIICHUs
KOMMYHUKATHUBHBIX 33]1a4 B YCIOBUAX ACPUIIUTA UMEIOIIUXCS SI3bIKOBBIX CPEJICTB.

VY4eOHO-TI03HABaTENbHAs ~ KOMIETEHIIMSI — COBOKYIHOCTh OOIIUX W
CHEIUATBHBIX ~ YYEOHBIX  YMCHMHA, HEOOXOMUMBIX JJII  OCYIICCTBIICHHSI
CaMOCTOSITEJIbHOU JIESITEIbHOCTH IO OBJIAJCHUIO HHOCTPAHHBIM SI3BIKOM.

B pesynbraTe uzydyenus yaeoOHou AucuuriinHabl « MTHOCTpaHHBIN SI3bIK) CTYJICHT
JOJKEH

3HATH:!

®0COOCHHOCTH CHCTEMbI HM3y4aeMOT0 HWHOCTPAHHOTO $3bIKA B €ro
(doHETHYECKOM,  JIEKCMYECKOM M  IpaMMaTHYE€CKOM  aclekTax (B
COIIOCTABJIEHUU C POJIHBIM SI3bIKOM);
®COLIMOKYJITYPHBbIE HOPMBI OBITOBOTO U JEJIOBOTO OOLICHMS, a TaKXkKe
npaBuia pEYeBOr0 3STHUKETA, IO3BOJSIOIINE CHEUUamucTy 3((EeKTUBHO
UCITI0JIb30BaTh MHOCTPAHHBIN SI3bIK KaK CPEJCTBO OOILIEHUS B COBPEMEHHOM
MOJIUKYJIBTYPHOM MUPE;
®JICTOPHIO U KYJIBTYpPY CTPAaH U3y4aeMOTO S3bIKa;
yMeTh:
® BECTH OOIICHHUE COLMOKYIBTYPHOTO U TPO(ECCUOHATIBHOTO XapaKTepa
B 00BbeMe, IPEAYCMOTPEHHOM HACTOAIIEH MPOTrpaMMOi;
®ICbMEHHO BBIPA)KAaTh CBOM KOMMYHHKAaTHBHbIE HAMEPEHUS B cpepax,
IIPEAYCMOTPEHHBIX HACTOALLIEH POTPAMMON;
®COCTABJISITh NMUCbMEHHBIE JOKYMEHTBI, MCHOJb3Yysl PEKBU3UTHI JEJO-
BOT'O MHCHbMA, 3aMOJIHATH OJIaHKHU Ha y4acTHE U T. I1.;
®BOCIPUHMMATh HA CIIyX WHOS3BIYHYIO p€4Yb B €CTECTBEHHOM TEMIIE
(ayTEeHTHUYHBIE MOHOJOTMYECKHE W JMAJOTUYECKHE TEKCTbl, B TOM YHCIIE
npo¢eCCUOHAIBHO OPUEHTHUPOBAHHBIE), C PA3HOM MOJHOTON U TOYHOCTHIO
NOHUMAaHUS UX COAEPIKaHUS;
® BJAJETh BCEMHM BHUAAMHU YTEHHs (M3ydarollee, O3HAKOMUTEIbHOE,
MIPOCMOTPOBOE, MIOUCKOBOE), MPENOJIAralOlIMMHU Pa3HYIO CTETIEHb TOHUMAaHUS
IPOYUTAHHOIO;
® [IPOAYLMPOBATH Pa3BEPHYTOE MOATOTOBJIEHHOE W HEMOJATOTOBIEHHOE
BbICKa3bIBaHUE IO MPOOJIEMaM COLMOKYJIBTYPHOTO U TMPOQPECCHOHATBHOIO
OOLIeHHMSI, IEPEUNCIICHHBIM B HACTOSIIEH TPOTrpaMMe;
® PE3IOMUPOBATH MOIYUYEHHYIO HH(OPMAIHIO;
® ApPryMEHTHUPOBAHHO MPEACTABIATH CBOIO TOUKY 3PEHUS MO OMMCAHHBIM
(hakTaM 1 COOBITHSM, JACIIATh BHIBOIBI,
® BCTYyNaTh B KOHTAKT C COOECEIHHUKOM, MOJJEPKMBATh U 3aBEpILIATh
Oeceny, MCIONb3ys aJeKBaTHbIE pedeBble (POPMyJIbl M TpaBHUJIa PEUYEBOTO
ATUKETA;
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e oOMeHHuBaThCs MpodeccHnoHaNTbHON U HEempodecCuOHANIBHON HH(OP-
Maluend C coOeceHUKOM, BbIpaxkasi corJlache/Hecorjacue, COMHEHUE,
yIUBIICHHE, TPOCHOY, COBET; MPEIOKEHUE U T. I1.;

® y4YacTBOBaTh B JAUCKYCCHUH IO TeMe/TIpodiieMe;

® apPryMEHTHPOBAHHO OTCTAMBATh CBOIO TOUKY 3PECHHUS;

® CoueTaTh IUAJIOTHYECKYI0 U MOHOJIOTHUYECKYIO (DOPMBI peuH;

® BBLINOJHATh MUCHbMEHHBIE 3aJ]aHUsl K MPOCIYIIAaHHOMY, YBUIACHHOMY,
NPOYUTAHHOMY, JIOTUYHO M apryMEHTHUPOBAHO HU3JlaraTh CBOM MBICIIH, CO-
001251 CTUJIMCTUYECKHE U )KAaHPOBBIE OCOOCHHOCTH;

® BJAJETh HABBIKAMHM COCTaBJICHUS 4YacTHOTO M JI€JIOBOrO MHChMA,
MPAaBUJIBHO HCIIOJIb30BaTh COOTBETCTBYIOIIME PEKBU3UTHI U (POPMYJIBI
IMICHEMEHHOT'O OOIICHMS;

e pedepupoBaTh U AHHOTUPOBATH MPO(HECCUOHATIFHO OPUEHTUPOBAHHbBIE
1 O0IlI€Hay4YHbIE TEKCTHI C YUETOM Pa3HOM CTENIEHU CMBICIOBON KOMIIPECCUU;
NPUOOPECTH HABBIKM:

® BEJICHUS JI€JIOBOM KOPPECIIOHJAECHIIMA HA HHOCTPAHHOM SI3BIKE;
® MEXKYJIbTYPHOTO OOIICHHUS;
® YTEHHUS JTUTEPATYPHI MO CHECIIUATBHOCTH.
OcBoenue 00pa3oBaTEeNbHONW MPOTPaMMbI 10 JucCHUIUIMHE «HOCTpaHHBIN
SI3BIK» JTIOJDKHO 00ecrieduTh (OpMHUPOBAHUE CIACAYIOMUX KOMITETEHIIUM:

o AK-4. Ymets paboTaTh caMOCTOSATEIBHO.

e AK-8. OOnagatp HaBblKAMH YCTHOM M  NHUCbMEHHOU
KOMMYHUKAIUH.

e C(CJIK-3. OOnagaTh CHOCOOHOCTBIO K  MEKIUYHOCTHBIM
KOMMYHUKAIIHSIM.

o CJIK-6. YmeTs paboTaTh B KOMaH/IE.

e [IK-9. IIpoBoauTh JdENOBBIE COBEUIAHUA W IEPETOBOPHI,
MEPEnucKy C 3apyOeKHbIMHU TapTHEPAMHU, TOTOBUTH PACIOPSKEHHUS,
MPOEKTHI MTPUKA30B, TIJIAHOB MEPONIPUSATUNA U KOHTPAKTOB.

CornacHo yueOHOMY TIJIaHYy YUPEKICHUS BBICIIET0 00pa30BaHUs HA U3YUEHUE
JUCUUIUIHHBI 0TBeAeHO Bcero 240-320 4., B ToM uncie 140 4. ayAUTOpHBIX 3aHATUH,
U3 HUX NpakTuyeckue 3ansatus 140q.

Cemectp Jlexuuu, u. | Jlabopatopusie | [Ipaktrueckue | HTorosbrit
3aHATHS, 9. 3aHATHS, . KOHTPOJTh

3HAHUI
1 - - 72 nud.3auer

2 - - 68 JK3aMEH
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COILEPKXAHUE JUCHUIIJINHBI
HayabHbIi YPOBEHb H3YYEHHS HHOCTPAHHOIO SI3bIKA

Tema 1. IlpeacraBiienue
3HakoMcTBO. CTpaHbl 1 HAMOHAIBHOCTU. BCeMHPHO M3BECTHBIE KOMITAHUN

Tema 2. Pabora u cBOOOHOE Bpems
VY noBneTBopeHHOCTh paboToi. Pabounii rpadux Ousnec rypy. CBoOoaHOE
BPEMSTIPETIPOBOKICHHE

Tema 3. IIpo0.Jiembl
[IpoOnemsbl, Bo3HMKaromue Ha padodyem Mecte. CrnocoObl pa3pereHus
npooIeMm.

Tema 4. IlyremecrBust
[IpeumymiectBa myTemecTBusi Ha camojiere. OCHOBHBIE TPOOJIEMBI, C
KOTOPBIMHM CTAJIKUBAIOTCA TNaccakupbl. bpoHupoBanue orens. Komrekc ycuyr,
MPEAOCTABISEMbBIX OTEIISIMU.

Cpennmnii ypoBeHb BJIaJeHUSI HHOCTPAHHBIM SI3bIKOM

Tema 1. IIpodeccun
Baxxnocte BbIOOpa mnpodeccun. CocrtaBienue pestome. IloaroroBka k
cobecenoBanuto. [IpoBenenue codbecenoBaHusl.

Tema 2. UHTEpHET - TOProBJIA
OnekTponHasi kommepiusi. Co3nanue cairta. [Inansl Ha Oynyiee.

Tema 3. Komnanuu
Co3nanue cobctBeHHOlM Kommanuu. HoBaTopckue uaen. OTimuHas KoMaHa.
Br160op mpaBuIiIbHOM CTpATETHH.

Tema 4. Beaukue uaeu
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OcnoBuble noctikenus 20-ro Beka. CriocoObl reHepupoBanus uaen. Bennkue
ousHec uaeu. Kirod K yCrnemHbM COBELIaHHSIM.

IIpoaBHHYTHII yPOBEHDb BJIa/ICHUSI HHOCTPAHHBIM SI3bIKOM

Tema 1. bpenna
BcemupHo u3zBecTHbie OpeHIbl. PaznuuHbie MoaXo/1bl K OpeHIUHTY. 3HaAYCHUE
OpeHna i moTpeduTens U mpousBoautTens. [IpoaBmkeHne MPoOIyKIIMKA Ha PHIHOK

Tema 2. IlyTremecrBust
[IpeumymiecTBa M HEAOCTAaTKU IyTemiecTBUA Ha camodiere. [IpoGiemsl, c
KOTOPBIMU CTaJKUBAIOTCA OW3HECMEHBI, MyTemecTBYss. OCHOBHBIE NPUYHHBI
arpecCuu MacCcaxupos.

Tema 3. Opranuzanusi
CrpykTypa KoOMmaHuu. Y crieninas opraausamus. [ mokuii rpaduk padboThl

Tema 4. IlepeMenbl
OTtHotieHue rojiel k nepemenaM. Hanbosee cTpeccoBbie CUTYAIIHH.
VYpaieHue nepeMeHam.
YUYEBHO-METOJUYECKASA KAPTA IUCIHAIIJINHBI

HauvaabHbIi YPOBEHDL U3YIYCHUA NHOCTPAHHOI'O SI3bIKA

. KomnuectBo AyAUTOPHBIX |
2 g =
g 4acoB 3 & = .
: ef %8 :
S R E % w >~ Q a 8«
g = o o gEE|8gsg2 | & ==
o = = 3 = A4 5 T o0 g =R < S =
5 E Hassanne pazaeina, TCMbl 5 E g 5 l;E E[ o ;;\‘ 5 ) % % E g
25 f.| 2| 255 |58%2E | 5 | £°
5 =S| EE| 2E| 25|58 &8 = | &
= 5| 2§kl &g8| 525 S gz &
S > S| g2 > 28 = 8 <
T S| =8| 28 g & e
1 2 3 4 5 6 7 8 9
cemectp 1
1 Introduction 36
Discussion
1.1 Jobs and studies 4 Activity file [1,1]
Resource
bank
1.2 Introducing yourself and 4 Activity file [1,2]
others Resource
bank
1.3 | Nationalities and languages 4 Audio script [1,4]
1.4 Countries 4 Activity file [1,6]
Resource bank
1.5 Describing people 4 Text bank [1,5]
1.6 Talking about yourself 4 Text bank [1,7]
Language work
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1.6 To be 4 Grammar [1,8]
reference
1.7 A / an with jobs 4 Grammar [1,9]
reference
Revision 4 Test
2 Work and leisure 36
Discussion
2.1 | Discussing work and leisure 4 Activity file [2,2]
activities Resource
bank
2.2 Talking about work and 4 Activity file [2,2]
leisure Resource
bank
2.3 Describing your routine 4 Activity file [2,3]
Resource
bank
24 Famous business guru 4 Activity file [2,4]
Resource
bank
2.5 Interviewing employees 4 Audio script [2,5]
about working conditions
2.6 Interviewing people about 4 Text bank [2,6]
their typical day
2.7 Days, months, dates 4 Text bank [2,7]
Language work
2.8 Present Simple 2 Grammar [2,4]
reference
2.9 | Adverbs and expressions of 2 Grammar [2,4]
frequency reference
Presentation “My working 2 Prese
day” ntati
on
Revision 2 [2,5] Hud.
3a4er
Hroro 3a cemecTp 72
ceMectp 2
3 Problems 32
Discussion
3.1 Problems where you live 2 Activity file [3,1]
Resource
bank
3.2 Workplace problems 6 Activity file [3,4]
Resource
bank
3.3 | Survey of problems at work 2 Activity file [3,5]
Resource
bank
3.4 | Complaining about holiday 2 Audio script [7]
problems
3.5 Solving problems 2 Text bank [3,6]
3.6 Telephone message 4 Text bank [3,7]
3.7 Dealing with problems 4
Language work
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3.8 Present Simple 4 Grammar [3,8]
reference
3.9 Adjectives describing 2 Grammar [3,9]
problems reference
Revision 4 Test
4 Travel 36
Discussion
4.1 A place you know well 4 Activity file [4,1]
Resource
bank
4.2 Travel information 6 Audio script [4,2]
4.3 A business hotel brochure 6 Text bank [4,3]
4.4 Making bookings 6 Audio script [4,4]
4.5 Travel details 4 Audio script [4,5]
Language work
4.6 Can/ can’t 4 Grammar [4,6]
reference
4.7 There is/ there are 2 Grammar [4,7]
reference
Revision 4 Dk3a
MCH
HToro 3a cemecTp 68
Bcero ayiuTropHbIX 4acoB 140
Cpennnii ypoBeHb BJIaJeHUS HHOCTPAHHBIM SI3bIKOM
o KomnuectBo AYJAUTOPHBIX 6 =
g 4acoB g & = =
§ <. | 85,28 = g
-~ < o Q
% E HasBanue paznena, e % § % % § :‘-E g e 5 %’E
5 E = = sl Ex5 320 & ol
R E TEMBI 3 o 2E R S 2R e A = 4 =
e o = 2 g5 G 5§93 g & S =
o E| EE S = g & = |58 &8 = 53
2 Sl g5 &8 |&¢es8 2 S5 S
T 2| E8| S8 §& e
1 2 3 4 5 6 7 8 9
cemectp 1
1 Careers 36 [1,2,4]
Discussion [1,2,4]
1.1 | Ideas about careers 4 Activity file
Resource
bank
1.2 Ways to improve 4 Activity file
your career Resource
bank
1.3 Career plan 4 Audio script | [1,2]
1.4 Making contact 6
1.5 Choosing the best 6 Text bank [1,2]
candidate for the job
Language work [1.2]
1.6 Word building 6 Grammar [1,2]
reference
1.7 Modals 6 Grammar [1,2]
reference
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Revision Test
2 Selling online 36
Discussion
2.1 Shopping online 6 Activity file | [1,7]
Resource
bank
2.2 Worry for retailers 4 Activity file | [1,4]
Resource
bank
2.3 | Reaching agreement 4 Audio script | [1,7]
2.4 Negotiations 4 Text bank [1,4]
2.5 Interview with the 4 Text bank ,2]
head of e-commerce
Language work
2.6 Economic terms 4 Grammar [1,2]
reference
2.7 Modals 6 Grammar [1,2]
reference
Revision 4 Hund.3auer
Hroro 3a cemecTp 72
cemecTp 2
3 Companies 34
Discussion
3.1 Types of companies 4 Activity file | [1,4]
Resource
bank
32 The world’s most 4 Audio script | [1,4]
respected companies
33 Presenting your 4 Audio script
company
34 Preparing an 4
investment plan
3.5 National companies 4 Text bank [1,4]
3.6 International 4 Text bank [1,4]
companies
Language work
3.7 Adjectives for 4 Grammar
companies reference
3.8 Present Simple/ 2 Grammar
Present Continuous reference
Revision 4 Test
4 Great Ideas 34
Discussion
4.1 Discussing ideas 4 Activity file | [1,4]
Resource
bank
4.2 Great business ideas 4 Activity file | [1,4]
Resource
bank
4.3 Ways of generating 4 Activity file | [1,4]
new ideas Resource
bank
4.4 Brainstorming 4 Audio script | [1,7]
4.5 Companies and new 4 Text bank [1,4]
ideas
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4.6 Successful meetings 4 Text bank [1,4]
Language work
4.7 Verb and noun 4 Grammar [1,7]
combinations reference
4.8 Past simple/Past 6 Grammar [1,7]
Continuous reference
Revision DKx3ameH
HToro 3a cemecTp 68
Bcero aypuropHbix 140
4acoB
HpOI[BHHyTbIﬁ YPOBEHL BJIAACHUA UHOCTPAHHBIM fI3bIKOM
s KoanuectBo AyAUTOPHBIX é
g JacoB < & E =
: .| 8528 | = | :
« < - Q
% E Hasanue paszena, o 2 § % % E qé*% E g2~ E §>E
= SR ELAN S FE i B
=0 x| S 255 | 5€8LE = 2"
& S| ZE| 28 25|58 == = &
g Sl 5858 »¢28 2 g5 &
= S| E£8| 28 §& &=
1 2 3 4 5 6 7 8 9
cemectp 1
1 Brands 38
Discussion
1.1 Authentic product 4 Activity file [1,4]
promotions Resource
bank
1.2 | Your favourite brands 4 Activity file [1,5]
Resource
bank
1.3 Outsourcing 4 [1,4]
production
1.4 An interview with a 6 Activity file [1,4]
brand consultant Resource
bank
1.5 | Solving the problems 4 Audio script [1,7]
1.6 Taking part in 4 Text bank [1,5]
meetings
1.7 National and 4 Text bank [1,5]
international brands
1.8 Presenting your 4 presentati
favourite brand ons
Language work
1.9 Words and 2 Grammar [1,2,8]
expressions for reference
talking about brands
1.10 Present 2 Grammar [1,2,8]
Simple/Present reference
Continuous
2 Travel 34
Discussion
2.1 Travel experiences 4 Activity file [1,4]
Resource
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bank

2.2 Travelling by air 4 Activity file [1,5]
Resource
bank
2.3 Business traveler’s 4 Audio script [1,7]
priorities
2.4 Air rage 2
2.5 Trade and travel 4 Text bank [1,4]
2.6 Choosing a suitable 4 Text bank [1,4]
hotel
Language work
2.7 Words for talking 4 Grammar [1,6]
about travel reference
2.8 Talking about the 4 Grammar [1,2]
future reference
Revision 4 nud.
3a4eT
Hroro 3a cemecTp 72
cemectp 2
3 Organisation 36
Discussion
3.1 Rank status 4 Activity file [1,4]
Resource
bank
3.2 Flexibility in the 4 Activity file [1,5]
workplace Resource
bank
3.3 | Company structure 4 Activity file [1,6]
Resource
bank
34 A successful 4 Audio script [1,7]
organization
3.5 Mergers and 4 Text bank
takeovers
3.6 Introductions and 4 Text bank [1,6]
networking
Language work
3.7 | Words for talking 4 Grammar [1,2]
about organisation reference
3.8 | Noun combinations 4 Grammar [1,2]
reference
Revision 4 .
3a4eT
4 Change 32
Discussion
4.1 | Attitudes to change 4 Activity file
Resource
bank
4.2 Changes at work 4 Activity file
Resource
bank
43 Rank stressful 4 Activity file
situations Resource
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bank

4.4 | Change in retailing 4 Text bank
4.5 Taking part in 4 Activity file
meetings Resource
bank
Language work
4.6 Words for 4 Grammar
describing change reference
4.7 Past Simple/ 6 Grammar
Present Perfect reference
Revision 4 DK3aMeH
Hroro 3a cemecTp 68

Bcero
ayIMTOPHBIX
YacoB

140
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NHOOPMALHNOHHO-METOJINYECKASA YACTD
Cnmcok ureparypbl

OcHoBHas JuTEparypa

1. David, Cotton, David, Falvey, Simon, Kent. Market Leader. New edition / David,
Cotton, David, Falvey, Simon, Kent — Pearson Longman, 2008.

2. Vince, M. First Certificate language Practice. / M. Vince. - Heinemann.

Macmillan Publishers Limited, 1996.

Murphy, R. English Grammar in Use. R. Murphy. - CUP, 1997.

4. Business Review. Published by Philip Allan Updates Market Place, Deddington,
Oxfordshire OX 15 OSE.

W

JlonoJIHUTEIbHAS JIUTEPaTypa
1. Revell, J. Advanced Listening / J. Revell, B. Breary. - Oxford University Press,
1998.
2. Vince, M. Intermediate Language Practice / M. Vince. - Macmillan Publishers
Limited. 1998.
3. McCarthy, M. English Vocabulary in Use (Upper Intermediate and Advanced) /
M. McCarthy, F. O'Dell. - Cambridge University Press, 1998.
Jones, L. New Progress to First Certificate. / L. Jones. - CUP, 2001.
http://www.forbes.com/fdc/welcome _mjx.shtml
http://www.economist.com/
http://www.ft.com/home/uk

Nk

CpencrBa 1IMarHoCTUKH

OreHka ypoBHSI 3HAHUH CTYICHTa MMPOU3BOIUTCS 1O ACCATUOAITHLHOM 1IKae B
COOTBETCTBHHM C KPUTEPHUSIMHU, YTBEPKICHHBIMH MMUHHCTEPCTBOM OOpa30BaHUS
Pecniy6nuku benapycs.

Jst  OUEeHKM  JOCTHKEHWW  CTYyAEHTa  HCHOJB3YETCS  CICAYIOIIUU
JUArHOCTUYECKUN UHCTPYMEHTAPUM:

— YCTHBIA M NUCBMEHHBIM OIPOC BO  BpeEMs
MIPAKTUYECKUX 3aAHATUM;

— NPOBEICHUE  TEKYIIUX  KOHTPOJBHBIX  paboT
(3aaHMii) 110 OTACITBHBIM TEMaM;

— 3aIlUTa BBIITOJHECHHBIX HA MPAKTUYECKUX 3AHATUIX
WHJMBUAYAJIbHBIX 33JIaHUII;

— IIEPEBOJ TEKCTA C PYCCKOTO S3bIKA HA AHTJIUMCKUHI
A3BIK;

— IIPOBEJICHUE TEKYIIUX KOHTPOJBHBIX OINPOCOB IO
OTAEJIbHBIM TEMaM

— NOATOTOBKA MNPE3EHTALNN HA MHOCTPAHHOM SI3BIKE;

— TECTHI U TECTOBBIE 3aJaHUS;
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— cnaya nuddepeHITMpOBaHHOTO 3aUeTa U dK3aMeHa
0 JMCIUIUINHE.

MeTo/ibl M TEXHOJIOTHM 00YyYeHHsI

B uncne 3QQexTUBHBIX MNENaroruyeckux TEXHOJOTUH, CIIOCOOCTBYIOIINUX
BOBJICUCHUIO CTY/ICHTOB B IIOMCK U YIpPAaBIICHUE 3HAHUSAMH, TPUOOPETEHUIO OMBITA
CaMOCTOSITEIFHOTO ~ PEIICHUS  PEUYEMBICIUTENbHBIX  33/ad, PEKOMEHAYETCs
UCTIOJIb30BaTh:

- TEXHOJIOTUH MPOOJIEMHO-MOIYJIbHOTO O0yUYCHUS;

- TEXHOJIOTMH Y4EOHO-UCCIEA0BATEIbCKOM IEATETbHOCTH;

- POEKTHBIE TEXHOJIOTUY;

- KOMMYHUKATUBHBIE TEXHOJIOTHH (IUCKYCCHS, TPeCcC-KOH(PEPEHITUS, MO3TOBOM
HTYpM, Y4eOHbIE 1e0aThl U APYyTrre aKTUBHbBIE (HOPMBI U METO/IbI);

- METOJ1 KEHCOB (aHaJIu3 CUTYALIUN);

- UTPOBBIE TEXHOJOTHH, B paMKaX KOTOPBIX CTYJEHTBl Y4aCTBYIOT B POJIEBBIX,
UMUTAIIMOHHBIX UTPaxX U JIp. Ha aHTJIMHCKOM SI3bIKE.

Jlnsg  ynopaBieHuss ydeOHBIM MPOLIECCOM H  OpPTraHU3allid  KOHTPOJIBHO-
OLIEHOYHOM AeSTeIbHOCTH TIelaroraM peKOMEH TyeTCs UCTIO0Ib30BaTh PEUTHHTOBBIE,
KPEIUTHO-MOJYJIbHBIE ~CHUCTEMBbI OLIEHKH Y4Y€OHOM M  HCCIIEIOBATEIIbCKOM
JESITEIbHOCTH CTY/ICHTOB, BAPUATUBHBIC MOJIEIH YIPABIIEMON CaMOCTOSATEIHHON
paboThl, y4eOHO-METOIUYECKUE KOMILICKCHI.

B nensix dopMupoBanusi COBpeMEHHBIX COIIMATBLHO-TUYHOCTHBIX M COLIUATIBHO-
npo(heCcCHOHANBHBIX KOMIETEHIIUN BBITYCKHHUKA By3a L€I1€CO00pa3HO BHEIPATH B
MPAKTUKY TPOBEACHUS CEMHUHAPCKUX M TMPAKTHUYECKUX 3aHSATUH METOIUKHU
aKTUBHOTO 00y4YeHUs, AUCKYCCUOHHBIC (DOPMBI U T.II.

B uuncne coBpeMEHHBIX TEXHOJOTHH, HANpaBiIEHHBIX Ha camMOpealln3aluio
JUYHOCTH, PEKOMEHIyeTCS UCII0JIb30BATh:

- NPOEeKMHYI0  MEXHONo2ul0,  TIPEACTaBISAIOLIYI0  CaMOCTOSITENIbHYIO,
JIOJITOCPOUYHYIO TPYIIOBYIO palbOTy IO Teme-mpobiieMe, BBHIOPAaHHYIO CaMUMHU
CTYJE€HTaMH{, BKJIIOYAIOIIYI0 TOMCK, OTOOp M opraHuzanuio uHpopmanuu. B
nporecce paboThl HaJA MPOEKTOM PEUYEeBOE HHOSZBIYHOE OOIICHUE «BILIETEHO B
MHTEIJICKTYaTbHO-IMOIIMOHATBHBIN KOHTEKCT JPYTOi AEITeTbHOCTIY;

- Kellc-mexHo102Uut0, OCHOBY KOTOPOI COCTaBIISIFOT OCMBICIIEHUE, KPUTUUECKUI
aHallM3 ¥ peIIeHWE KOHKPETHBIX ColManbHBIX mpobieM. Keiic-texHomorus
MO3BOJIACT OPraHU30BaTh OOyUEHUE AHTIMICKUM S3BIKOM, OPHEHTHPOBAHHOE Ha
pa3BUTHE CIIOCOOHOCTU CTYACHTOB pEIIaTh ONpeeiieHHbIC )KU3HEHHbIE CUTYalllH,
BaXXHbIE TOBCEAHEBHBbIE MPOOJEMBbI, C KOTOPHIMH OHH HEMOCPEICTBEHHO
CTAJIKUBAIOTCS B )KU3HU;

- cumynayuro, KOTOpas TNpPUMEHHUTENbHA K Mpo(eccHOHANbHON JIeKCHKeE,
OpeicTaBiIsieT  coO0OW  MoApaxkaTelbHOE, pa3bilpaHHOE  BOCIPOM3BEICHUE
MEXJIMYHOCTHBIX KOHTAKTOB, OPTraHMW30BAHHBIX BOKPYT MPOOJIEMHON JeI0BOM
CUTYallMH1, MAKCUMAIbHO MPUOJIMKEHHOMN K peanbHOM;
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- mexHono2ulo 0b6yuenus 6 compyoHuuecmee, MPEANOIararwlly0 Co3JaHue
YCIIOBUH ISl aKTUBHOM COBMECTHOM yueOHOW JEATEIbHOCTU CTYAEHTOB B Pa3HbIX
Y4EOHBIX CHUTyalusX. JTO oOydeHue B IpoOLEcce OOIIEHHS CTYIEHTOB JAPYT C
JpyroM U € MpernojaBaTesieM IMpPU HAIWYUM OOLIed Lend U WHIUBUAYaIbHOU
OTBETCTBEHHOCTH KaX/10T0 YJIeHa IPYMIIbI 32 COOCTBEHHBIN BKJIA]l B 0011€e J1E]10, 3a
BBITNIOJIHEHHE OOILEro 3aaHMs;

- mexHon02ul0 0ebamos, MPEACTABISAIONIYI0 COOOH MOJIEMHUYECKUM JTUaJIorT,
IPOXOAIIMKA O OMPECICHHOMY CIEHApUI0 U UMEIOUINHM Leblo yOexaeHue
TPEThEU CTOPOHBI — CYyAEN WM Ay IUTOPUU;

- KOMNblOmMepHble MexXHOoI02uU, TPEINOoNarapllie MUPOKOe HCIOIb30BaHUE
UHTEPHET-PECYpPCOB U MYJIBTUMEIUHHBIX 00y4aromux nporpamMmm. KoMmberorepHsie
TEXHOJOTHH TO3BOJSIOT HWHTCHCU(DHUIMPOBATh M aKTHUBU3UPOBATH y4eOHO-
MO3HABATENIbHYIO JESATEIBHOCTh CTYIACHTOB, S()()EKTHBHO OpraHu3zoBaTh U
CIUIAHUPOBATh CaMOCTOSITENIBHYI0 pabOTy, COBEpPUIEHCTBOBATH KOHTPOJIBHO-
OLIEHOYHbIE (PYHKIMU (KOMIIBIOTEPHOE TECTUPOBAHHUE).

Opranuszanus caMoOCTOATEIbLHON PadoThI CTY/ICHTOB
B xone opraHuzaiuy camoCTOSTEIbHOM pabOThl CTYJEHTOB MpENoaBaTeib
OCYILECTBIISIET KOHTPOJIb PH MOJATOTOBKE BCEX CTAAMI MPE3CHTALIUIA.
CTyneHTbI OCYIIECTBIIAIOT TOUCK JOTOTHUTENbHOM HHpopMaru B UHTepHeTe
110 TeMaM 3aHATHH.
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KoMnbroTepHble NpOorpaMmabl, 3J1eKTPOHHbIE Y4e0HO-MeToAuYecKne

nocooust
Ne HanmenoBanue DU ABTOp Perucrpanuonus1ii
n/n HOMep
1 | Complex Business English Tests for Pre- | Konakoposa OU BHTY/®MMII95-
Intermediate Students. Yuebno-meromuueckoe | T.H., 1.2010
ocoOue Mo JeJI0BOMY aHTIHICKOMY sI3bIKY Ui | COpoKrHa
CTYJIEHTOB SKOHOMHYECKUX CIICIUATHLHOCTEH. AN,
ITepeneuko
H.H.
2 | Complex Business English Tests for | Copokuna OU BHTY/OMMII95-
Intermediate Students. YueGno-meroguueckoe | A.I., 2.2010
nocoOue 1Mo JeJI0BOMY aHTINICKOMY sI3bIKY i | [lepeneuxo
CTYAEHTOB SKOHOMUYECKUX CHENUATBHOCTEM. H.H.,
Konakopona
T.H.
3 | Business Interests. VYueOHO-meromuueckoe | ['ambanesckas | OU BHTY/OMMII95-
nmocoOue 1o JIeJI0BOMY aHTIUHCKOMY s3bIKY st | O.A., 4.2010
CTYJEHTOB SKOHOMHMYECKHUX CIIEeUaIbHOCTEH. ITonmoBa . A.
4 | Texts for discussion. YyeOHO-MeToamueckoe | OCHIIEHKO OU BHTY/®MMII95-
nocodre MO  aHrIUHCKOMYy  s3bIKy i | E.AL, 5.2011
CTYAEHTOB SKOHOMUYECKUX CHEIUATBHOCTEM. Tomamyk A.C. | JIuueBckas
5 | Business reader. YueOHO-METOIUYECKOE Copoxkuna OU BHTY/OMMII95-
ocoOue IO ICTIOBOMY aHTJIUHCKOMY SI3BIKY AN, 6.2011
JUTSI CTYJIEHTOB 9KOHOMHYECKHX [Tepeneuko JInaeBckas
CcHenualIbHOCTEH H.H.,
Konakoposa
T.H.
6 | Business Grammar (for pre-intermediate | [ToBapexo OU BHTY/®MMII95-
students). YueOHo-meToanueckoe mocodue mo | M.A., 7.2011
JIEJIOBOMY aHITIMHCKOMY s3bIKY Aiis cTyneHToB | Ilomosa M.A., | JInuesckas
DKOHOMUYECKUX CHENUAIBHOCTEM. Axmyx H.IL
7 | Read and Reflect. VYuebGHO-mMeTonnueckoe | XpamijoBa BHTY/®MMII9S5-
nocobre 1O  aHIIUicKoMy  sI3bIKy ausa | M.B. 8.2011

CTYJACHTOB SKOHOMHWYCCKHNX CIICLIMAJIbHOCTEH.
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Teopernueckunii pasaeJ

Basic Ingredients of English-Speaking Countries Economies

Great Britain, the United States of America, Canada, Australia, and New Zealand are referred
to as English-speaking countries. Availability of market economy i.e. based on free enterprise,
generally characterized by private ownership and initiative, with a relative absence of government
involvement is characteristic for them. However, government intervention has been found
necessary from time to time to ensure that economic opportunities are fair and accessible to the
people, to prevent flagrant abuses, to dampen inflation and to stimulate growth. Such economies
are generally described as mixed, which is to say that even though the great majority of productive
resources are privately owned, the federal government does play an important role in the
marketplace.

Every economic system tries to anticipate and then meet human needs and wants through the
production and distribution of goods and services. The economic system is the mechanism that
brings together natural resources, the labor supply, technology, and the necessary entrepreneurial
and management talents.

The first ingredient of an economic system is the natural resources from which goods are
produced. In general, these countries have land rich in mineral resources and fertile farm soil.
Second, the amount of available labor helps determine the health of the economy. Generally, all
these countries have been fortunate in having enough people to provide the labor necessary for a
constantly expanding economies. The Protestant work ethic supported the demand for hard work.
The strong emphasis placed on education also contributed to their economic success. Likewise the
willingness to experiment, to change and to invest in technology was significant in a land that had
pride itself on being a new experiment in freedom.

But the existence of abundant natural resources and a skillful and willing labor force accounts
for only part of an economic system structure. The resources must be directed as efficiently as
possible into the areas where they will be most productive. In the economies of main English-
speaking countries, managers of enterprises responding to signals from market perform this
function. The corporation as a voluntary association of owners known as stockholders has proved
to be an effective device for accumulating funds for investment.

All free market economies run in a cycle, one not so much ofboom and bust' as of expansion
and contraction. Looked at over time, this rise and fall of the economies can be charged with a
certain regularity devoid of a matching precision. Forecasting just when they will enter a new
phase, such as recession or growth, remains more art than science. Now the economies of English-
speaking countries stand at different stages of the cycle. However, despite periodic recessions or
depressions, they have continued to grow over time.

11. Answer the questions.

What countries are referred to as English-speaking ones?
Are those developed or developing countries?

What is characteristic for a free market economy?

What are the major ingredients of an economic system?

P =
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5. Why do economies of English-speaking countries prove to be so successful?
6. Explain the terms boom, boost, expansion, and contraction.

II1. Learn the words and compose sentences with them.

Nouns
market economy
mixed economy

Cymecmeumeﬂbnble
PBIHOYHASA S5KOHOMHKA
CMCIIaHHas 3KOHOMHKA

Macroeconomics MaKpOIKOHOMHKA
Microeconomics MHUKPOIKOHOMUKA
Advancement pas3BHTHE, TIPOrpece

standard of living
private ownership

YPOBEHbB KU3HU
yacTHAas COOCTBEHHOCTh

Initiative AHUIIMATHBA

Involvement BOBJICUCHUE, YIACTHE
Intervention BMEMIATEIBCTBO

natural resources MIPUPOJIHBIE PECYPCHI

labor supply peIOKEHUE paboUeH CHITBI

VI. Match the terms from the left column with their meanings from the right column.

Investment the act of moving ahead

Output estimate of future activity

Forecast individual buyer

Ensure stop from happening

Prevent begin

Set up guarantee

Advancement |commitment of money and other
resources (time, training) for a profit

Consumer the work or product produced

VII. Match each word from the left column with its synonym from the right column.

standard of living progress
Emphasis life standard
Anticipate expressiveness
advancement guarantee
Determine deject

Ensure define

dampen foresee

VIII. Choose the

antonyms to the given words.

advantage

improvement

available

efficient

advancement

Input

accessible

skillful
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The US economy

The American economy is a dynamic system that is constantly evolving out of the choices and
decisions made by millions of citizens who play multiply, often overlapping roles as consumers,
producers, investors and voters. By any standard, the American economy has been 1mmense1y
successful. With less than 5 percent of the world's populatlon the United States in the early 1990s
produced about 25 percent of the world's output. The U.S. economy is more than twice as large as
the next largest economy, that of Japan. By conventional measures, U.S. productivity and standard
of living remain among the highest in the industrial world.

Although the American economy has transformed itself over the years, certain issues persisted
since the early days of the republic. One is the continuing debate over the proper role for
government in what is basically a market economy. Another recurrent theme has been the
transformation of the U.S. economy by emerging technologies. Beginning in 1870 and lasting for
around a century, the United Stated became the world's manufacturing power - house — leading
the world in the production of steel, automobiles and other products. Since the 1960s, another
transformation has been taken place, as new service-based and information-processing industries
gradually replace some of the old stalwarts of the traditional industrial base. By the 2000s,
advances made in such fields as chemistry, electronics and biotechnology were producing goods
and services ranging from semiconductor circuits to laser surgery. Similarly, new farming
technology has transformed the American agricultural sector, allowing more food and fiber to be
produced by a constantly dwindling number of farmers.

The third theme has been the continuous debate over international trade policy and, thus, over
the degree of the United States integration into the world economy. Each of these themes
underscores certain fundamental characteristics of the American economy. First, it is changing
continuously, as citizens freely express their economic preferences directly in the marketplace and
indirectly in the voting booth. At the same time, the Americans accept an important role for
government to help create an environment with the widest possible opportunities for individual
opportunity, and economic growth and progress.

The UK economy

Great Britain has an open economy, in which foreign trade plays a vital part. About one-quarter
of its gross domestic product comes from the export of goods and services, a high share among
major economies. Private enterprise accounts for three-quarters of gross domestic product and
over two-thirds of total employment. Services now account for 60 percent of gross domestic
product and manufacturing for about 25 percent. Britain is among the largest exporters of steel,
chemicals, aircraft and satellites, textiles and clothing, financial, business and other services.

The keynote of government industrial policy is to encourage enterprise. Competition policy
seeks to promote market efficiency where this is not achieved solely by market forces. A
substantial privatization program has encouraged share ownership. It has also involved the
privatization of a number of major businesses including British Airways, British Gas, British
Telecom, and the water supply industry.

The Concept of Business

Business is a word that is commonly used in many languages. Traditionally, business simply
meant exchange or trade for things people wanted or needed. Nowadays, the concept and activities
of business have increased. One definition of business is production, distribution, and sale of goods
or services for a profit. To examine this definition, let us look at its different parts.

First, production is the creation of services or processing of materials into products. Example
is the conversion of iron ore into metal car parts. Next, these products need to be moved from the
plant to the marketplace. This is known as distribution. A car might be moved from a plant in
Germany to a car dealership in Poland. Third is the sale of goods and services. Sale is the exchange
of a product or service for money. A car is sold to someone in exchange for money.

Goods are products that people either need or want; for example, cars can be classified as goods.
Ser\>ices, on the other hand, are activities that a person or group perform for another person or
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organization. For example, an auto mechanic performs a service when he repairs a car. A barber
renders a service when he cuts your hair.

Business, then, is a combination of all these activities: production, distribution, and sale.
However, there is another important factor, i.e., creation of profit or economic surplus A major
goal in the functioning of any business company is making a profit. Profit is the money that
remains after all the expenses are paid. Creating an economic surplus or profit is, therefore, a
primary goal of business activity.

The three traditional forms of business are the sole proprietorship, the partnership, and the
corporation. The sole proprietorship means going into business for oneself. All one needs is some
knowledge about the business, start-up capital and knowledge of regulations. The partnership is
an association of two or more people involved in business under a written partnership agreement.
The corporation is the legal entity having a right to issue stock certificates. The people who own
such stock certificates (or shares) are called stockholders/ shareholders. They in fact own the
corporation.

11. Answer the questions.

1. What is one modern definition of business?
2. What does distribution involve?

3. What differ goods from services?

4. What are the constituents of business?

5. What is profit?

II1. Learn the words and compose sentences with them.

Nouns CymiecTBUTE/IbHbIE

business Ou3Hec, J1eJI0, KOMMEPYECKOe
pEIIpUsTHE

production MIPOM3BOJICTBO

distribution JIOCTaBKa, pacrpeieleHne

Sale IpoJaXka, peaan3anus

Sales COBIT

profit pHObLIb

Good TOBAp

service yciyra

expenses/ pacxoibl, U3JEPKKU

expenditures/ costs

exchange 1) oOmeH, 2) bupxa

definition olpeJienieHue, 1epUHULUS

activity JeSATEIbHOCTh

sole proprietorship UHIUBUAYAJIbHOE
pEeIPUHIMATENHCTBO

partnership TOBAPHUIIIECTBO

corporation KOpIopamus

start-up capital CTapTOBBIN KaIUTaJ

legal entity IOPUANYECKOE JIUIO

physical entity/ ¢buznveckoe JUI0

individual

entrepreneur peIIpUHUMATENb

Stock 1) ocHoBHOI1 kanuTan, akius (Am. E.),
2) 3amnac

Share 1) nons, kBoTa, 2) akuus (Br. E.)
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stockholder (Am. E.)/
shareholder (Br. E.)

aKIIOHEP
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HauajbHbli YPOBeHDb BJ1aJJeHHsI HHOCTPAHHBIM SI3BIKOM.

Unit 1. Introductions. JOBS.
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Reading 2. WORKING IN A FOREIGN COUNTRY.
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Unit 2. Work and leisure. WORKING LIFE.
Reading 2. LEISURE TIME.
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Unit 3. Problems. SCHEDULES.
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Unit 4. Travel.
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Reading 1. MORE WORKERS TAKE A CAREER BREAK.
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Reading 2. RESULTS FROM THE SURVEY: BUSINESS TRAVEL IS
BORING
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GRAMMAR. Teopernueckuii pazaes

Unit 1. To be
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Unit 1. To be. Questions and negatives
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Unit 1. Questions.
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Unit 1. Articles. A/an, the, no article.
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Unit 2. Present Simple.
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Unit 2. Present Simple. Negatives and questions.
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Unit 3. Modals. Can, can’t, could, couldn’t.
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GRAMMAR. ITpakTuueckuii pazaes

Unit 1. To be
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Unit 1. To be. Questions and negatives
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Unit 1. Questions.

56



Unit 1. Articles. A/an, the, no article.
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Unit 2. Present Simple.
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Unit 3. Present Simple. Negatives and questions.
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Unit 4. Modals. Can, can’t, could, couldn’t.
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Cpennuii ypoBeHb BJIa/IecHUS] HHOCTPAHHBIM SI3bIKOM

Unit 1. Career. IN SEARCH OF WORK

1. Read and translate the text. Write down new
words and expressions and learn them by heart.

The purpose of any education or training is
further employment finding employment takes hard
work in itself; so does finding a better position once
employed. A wide variety of skills is required for
almost any job, anything from taking instructions to
giving them, from being supervised to supervising.
Often what makes a prospective applicant stand out
is the attitude that comes through in the cover letter.

A cover letter/ letter of application is necessary

in the following situations: (a) when answering a specific ad from the newspaper, (b) when writing
to a specific person whose name you got from someone else, and (c) when writing to a specific
company that you feel is a good place for you to get a job. The letter has one main objective: to
interest the employer in your qualifications so you will get an interview. It should accompany
either a CV/ resume or a completed application form.

A letter of application should be prepared very carefully. It can decide whether an employer

will pass it to the personnel department with the note, "This looks worth a follow-up," or will
quietly drop it into the nearest wastebasket. Employers receive many letters and cannot pay
attention to all of them; if you want yours to "set you apart," or to attract attention, observe the
following rules.

1.

Whenever possible, address your letter by name to the appropriate person in the company.

. Use standard-size, good-quality white bond paper.
. Type the letter or have it typed. Make sure there are no errors!

2
3
4.
5

Be very careful with spelling and punctuation.

. Be brief — your letter should take up no more than a page Businesslike letters will receive more

attention. Three paragraphs 1 an ideal length.

In your first paragraph, mention the job you are applying for and where you saw it advertised.
If you are not applying for a specific job, identify yourself, mention who referred you, if anyone,
and why you are applying to this company.

. In the second paragraph, state (a) why you think you are qualified for this job; (b) what

contribution you can make to this company; and (c) any related work experience. If in the past
you worked for a good company, it is important to mention that. Tell how many years of
experience you have and add that you are enclosing a resume. Mention your most outstanding
qualification as stated on the enclosed resume.

. The closing paragraph should ask for an interview and say where and when you can be reached.

You may suggest that you will phone for an interview. Make sure you telephone the company
within a week after mailing the letter.

. Keep a copy of every letter you sent.
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The purpose of mailing any letter of application and resume is being granted an interview. If
you are lucky, remember the following things. What we do is often more important that what we
say. The way we dress, the way we walk, the way we sit and where we sit, the way we look or
don't look at other people, how early or late we are — these things, which are all elements of
nonverbal communication, are responsible for over 60 percent of the impression we make on other
people. Keep in mind that the employer is not only considering the way you speak, but is looking
at you as a whole. Don't underestimate the importance of qualities other than job skills, which you
can bring to the job: maturity and life experience, responsibility, willingness to learn new things,
willingness to work hard, ability to adapt to difficult situations, initiative, pride in your work,
dependability, creativity, or the ability to work in an organized way. These are qualities to
emphasize.

When you leave an interview, thank the interviewer for his or her time and consideration. Ask
when you will be notified of the company's decision. Most companies will inform you within two
weeks. If you have not received an answer after a reasonable amount of time, follow up with a
letter or telephone call.

Of course, you may decide on the basis of your interview that you do not want the job. If you
are offered the job, ask for a day or two to consider the offer and then inform the interviewer what
you have decided. Never accept a job and then fail to show up. Keep in mind that employers in
the same field often know each other. Unprofessional behavior with one employer could cause
you trouble with another employer.

2. Answer these questions:
1. Why is it difficult to find a good job?

2. What qualities are of value among employers?

3. How should cover letters be prepared?
4. In what cases does one write these letters?

5. Why should one prepare for an interview?
6. What personal qualities should one emphasize during the interview?

7. How will you behave after the interview?

3. Learn these word combinations by heart and compose sentences with them.

Nouns CymecTBUTEIbHBIC
Cover letter (Br.) ConpoBoauTenbHOE MUCHMO (OpUTAHCKUN BapHaHT)
Letter of application ConpoBoauTENbHOE TUCHMO (AMEPUKAHCKHUI BapUaHT)
(Am.)
CV = Curriculum vitae (Br.) | ABrobnorpadus (6putaHCKuil BapHaHT)
Resume (Am.) ABTtobuorpagus (aMepruKaHCKUN BapuaHT)
Application form 3asiBlIeHHE/aHKeTa
Applicant IIperennent
Ad (advertisement) OOBbsiBIeHKE (B CPEICTBAX MAacCOBON MH(OPMALINH)
Personnel/ human resources |Otaen kaapoB
department
Personnel/ human resources |MeHnemkep/pyKoBOAUTENb OT €A KaApOB
manager
Post/appointment/position  |/{omxHOCTB
Education O6pa3zoBanue
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First time job seeker

BunepBble ycTpanBawimmiicss Ha padory

Background OO6pa3oBaHue U ONBIT PabOTHI

Career Kapbepa

Experience OmnbIT paboThI

Reference Pexomen narust

Marital status CeMeliHO€ MOJIOKEHHE

Responsibility OTBETCTBEHHOCTH/00sI3aHHOCTh

interview HHTepBbIO (BCTpeua MeXy padoToaaTeNIeM U MPETEHASHTOM JIJIst
Oecepl 0 paboTe)

Interviewer UYenosek, 3aJa01IUI BOIIPOCHI BO BPEMSI HHTEPBBIO

Interviewee UYenoBek, OTBEYAIONIHMI Ha BOIPOCHI BO BPEMsI HHTEPBBIO

Verbs & Expressions

I'narosasl n BbIPDAKCHUS

work full-time

paboTaTh MOJTHBIA pabOUnil IEHb

work part-time

paboTaTh HEMOJIHBIN pabo4nii TEHb

work by shifts paboTaTh MOCMEHHO
be self-employed paboTath «Ha ceOs»
hold a post/ fill a position [3aHUMaTh TOJDKHOCTH
offer a job npeJiaratb paboty

tailor a particular position

MNPETCHA0OBATh HAa KOHKPCTHYIO NOJDKHOCTDb

make a career

CIieNIaTh Kapbepy

change careers

CMEHHUTH paboTy

Adjectives & Adverbs

HpI/IJIaFaTeJILHbIe U Hape41ust

employed paboTarormii
unemployed 0e3paboTHBIN
qualified/ skilled KBAJTM(PUIIMPOBAHHBIN
experienced OTIBITHBIN

dependable HaJICKHBIN
supervisory PYKOBOJSIINMA
creative TBOPYECKUI

up to now 110 HACTOSIIEE BPEMsI

4. Remember the meaning of these words in English.

Resume (1)

a brief summary of one's skills and employment record

Summary (1)

total or sum in brief form

Deadline ()

time limit before or by which something must be completed

Follow-up (1)

a second or immediate following action

Background (1) one's education, training, and work history
Experience (1) what one has learnt through the work done
Strength (1) one's good abilities

Weaknesses (1)

one's bad abilities

Initiative (1)

ability to undertake something on one's own

Dependability (1) trustworthiness, reliability
Hire (v) employ
Selective (adj) careful in one's choices
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Practice

5. Match terms and their meanings.

applicant 00paszoBaHKE U OIBIT padOTHI
background PEKOMEHTaIUs

reference MPETEHICHT

hold a post CMEHHUTH padboTy

qualified PYKOBO SN

supervisory KBaTM(UIIUPOBAHHBII

make a career 3aHUMAaTh JOJDKHOCTh
change careers CIeNaTh Kapbepy

6. Match each word from the left column with its synonym from the left column.

post skilled
qualified reliability
personnel managerial
dependability position
supervisory resume

CV advantage
strength cover letter
letter of application human resource

7. Write down an antonym for each word from the left column.

skilled

unskilled

experienced

reliable

qualified

recent position

weakness

supervisor

hire

6

8. Match terms and their meanings.

Resume what one has learnt through the work done

Deadline  |a second or immediate following action

Background |one's bad abilities

Experience |a brief summary of one's skills and employment record

Follow-up |time limit before or by which something must be completed

Weaknesses |ability to undertake something on one's own

Strength one's education, training, and work history

Initiative  |one's good abilities
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8. Translate the following sentences into English.

1. Kakyro poib B 1€70BOH JEATEIBHOCTH UIPAET BHEIIHOCTh COTPYAHUKA?
2. MeHempxkep 10 epCOHATY AOJDKEH TIIATENbHO IPOBEPSITh PEKOMEHAllUH IPETEHICHTOB.
3. I'maBHBIMH TpeOOBaHUSAMHM K KaHIUAaTaM SBISIOTCS: Xopoliee 00pa3oBaHue, HEOOX0AUMAas
KBaTM(UKAIKA 1 OOTaThlid OTIBIT.
4. BceM mpeTeHeHTaM Ha Pa3MELICHHYIO BAKaHCHIO CJIEyeT MPEIOCTaBUTh CBOE PE3IOMe U
PEKOMEH/1aTeNIbHOE MTUCHMO.
5. BBIJIO CIIMIIKOM MHOTO MPETEHICHTOB, IO3TOMY MEHEKEPY MPHUIILIOCH COKPATUTH CIIUCOK
KaH/I1J1aTOB.
6. Mononoit koMnanuu Tpedyercs KBaTHu(pUIUPOBAHHBIN, ONIBITHBIN, KPEATUBHBIA U
aMOUIIMO3HBII COTPYHHUK.
7. UTOOBI CTAaTh LIEHHBIM YJICHOM KOMaH/Ibl KOMIAHHUHU CJIEAYET MOHUMATh Pa3IMYHbIC TOUKH
3peHus, peaIaraTb HOBbIE MJIEH U BBOAUTH 3TH HJIEU B paldoTy.
8. B GonbIIMHCTBE ceMeil, Kak MY>KYHHBI, TaK W KESHIIHHBI JICJIAT
Opemst 3apaboTKa JIeHeT.
9. CerosiHsi oueHb BaXKHO NOJYYUTh CTETIEHU OaKanaBpa Win
MarucTpa, YToObl IpeycreTh B Kapbepe.
10. B ycioBHsiX 5KOHOMHUYECKOTO CI1aJ1a €XKErOIHbIN OI0HKET
JIOJDKEH CTPOro IIAHUPOBATHCS.
11. Hy>xHO cunuTaTh KaXKIbIi TIEHHU BBIPYYKH B YCIOBHUSAX
HKOHOMHUECKOTO CIaja.
12. B 1aHHOM COBPEMEHHOM PKOHOMUYECKOM KJIMMaTe
MEHEJ[)KEp BBIHYX/IEH MCII0JIb30BaTh arpeCCUBHBIC METOIBI,
MOSTOMY OH MOJOMPAET COTPYAHUKOB, KOTOPBIE MOTYT
IPaBUIbHO OLEHUBATH BO3MOXXHOCTH KOMITAHUU U
IIO//IEPKUBAIOT CBSI3b CO CBOEH KOMAaHJIOM.
13. YroOsI IipeycneTs B Kapbepe CleyeT UCIOIb30BaTh CBOM MHTEIUIEKT, OIBIT, 00pa30BaHMUs,
3HaKOMCTBA U CBSI3H.
14. O6bIYHO cUMTaETCsl HOPMOM TO, UTO YCIIEIIHOMY KaHAUIATy MPUXOJUTCS 0TpaboTaTh
WCTIBITATEIIbHBIN CPOK.
15. Unoraa meHekepy 1o NEpCOHAIy TPYIHO BBIOPATH JIYUIIEro KaHAUIATa CPEau
NPETEH/IEHTOB, TIOATOMY OH MOXET CO3BaTh KOMHUCCHIO ISl COOECe0BaHuSs, YTOOBI COKPATUTH
CIMCOK KaHANUJaTOB.

9. Discuss the following questions in pairs. Choose the most interesting questions to discuss
with your classmates.

What job would you most like to do?

If money weren't a problem for you, which job would you prefer to have?
Would you like to have a management position?

What are the pros and cons of being a manager?

What are the qualities a good boss should have?

Are there any jobs which can only be done by one gender? If so, what are they?
What should you not do during a job interview?

Who would you hire an employee with a lot of experience or an employee with a lot of
education?

9.  Which do you think most people prefer, indoor or outdoor jobs?

10. Which do you think are some of the more demanding jobs?

11. Which are the least demanding jobs?

12. Which jobs are badly paid?

PRSI D=
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13.
14.
15.
16.

17.
18.
19.
20.

Which jobs are over-paid?

Which job are more popular than others, and why?

Which job would you never do?

Which jobs do you think are the most prestigious?

Would you be upset if your boss was a woman?

Would you consider yourself to be an ambitious person at work?
Would you describe yourself as a workaholic?

Would you like a job in which you travelled a lot?

10. Mini-presentation

1.

Make a short oral presentation of the occupation for which you are studying. Include the
education and training required and a description of the type of jobs you will do.

Describe a practical task or project that you have carried out in your vocational subjects
at school.

Describe a day at work. Many of you will have spent some time working in a factory,
building site, hospital or restaurant, etc., during a work placement period. Describe what
you will do on one day during the period. How does your future routine match your
expectations?

Present the safety regulations and other regulations, which must be followed by anyone
who is going to work in the occupation for which you are studying and explain why it is
important to follow them.
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Unit 2. Company. COMPANY STRUCTURE

Exercise 1. Before you read discuss these questions:
e How many different ways of organizing or structuring a company can you think of?

e If you work for a company or organization, how would you describe the company
structure?

Exercise 2. Read the text about the different ways in which companies are organized and answer
these questions:
e Four main kinds of organizational structure are described in the article. What are they?

e [s one kind of organizational structure more common than the others?

e When did “delayering” take place?

e What were the reasons for delayering and what were the results?

e How does Julia MacLauchlan describe Microsoft’s organizational structure?

Roisin Ingle hears how efficient management structures are vital for success

The need for a solid structure within all business
entities is “absolutely fundamental”, according to Ms.
Angela Tripoli, a lecturer in Business Administration at
University College Dublin. “Organizational structure
concerns who reports to whom in the company and how
different elements are grouped together. A new
company cannot go forward without this and
established companies must ensure their structure
reflects their target markets, goals and available
technology”. Depending on their size and needs there
are several organizational structures companies can
choose from. Increasingly though, in the constantly
evolving business environment, “many firms are opting
for a kind of hybrid of all of them”. The most recognizable set up is called the functional structure
where a fairly traditional chain of command (incorporating senior management, middle
management and junior management) is put in place. The main benefit of this system is clear lines
of communication from top to bottom but it is generally accepted that it can also be a bureaucratic
set up which does not favour speedy decision-making. More and more companies are organizing
themselves along product lines where companies have separate divisions according to the product
that is being worked on. “In this case the focus is always on the product and how it can be
improved”. The importance for multinational companies of a good geographic structure, said Ms.
Tripoli, could be seen when one electrical products manufacturer produced an innovative rice
cooker which made perfect rice - according to western standards. When they tried to sell it on the
Asian market the product flopped because there were no country managers informing them of the
changes that would need to be made in order to satisty this more demanding market. 59 The matrix
structure first evolved during a project developed by NASA when they needed to pool together
different skills from a variety of functional areas. Essentially the matrix structure organizes a
business into project teams, led by project leaders, to carry out certain objectives. Training is
vitally important here in order to avoid conflict between the various members of the teams. During
the 1980s a wave of restructuring went through industry around the globe. This process, known as
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delayering, saw a change in the traditional hierarchical structures with layers of middle
management being removed. This development was, driven by new technology and by the need to
reduce costs. The overall result was organizations that were less bureaucratic. The delayering
process has run its course now. Among the trends that currently influence how a company
organizes itself is the move towards centralization and outsourcing. Restructuring has evolved
along with a more “customercentric” approach that can be seen to good effect in the banks. They
now categorize their customers and their complex borrowing needs into groups instead of along
rigid product lines. Another development can be seen in larger companies, which are giving their
employees more freedom to innovate in order to maintain a competitive edge. Ms. Julia
MacLauchlan, Director of Microsoft’s European Product Development Centre in Dublin, said the
leading software company had a very flat organizational structure. “There would not be more than
around seven levels between the average software tester and Bill Gates”, she said. Microsoft is a
good example of a company that is structured along product lines. In Ireland, where 1,000
employees work on localization of the software for all Microsoft’s markets, the company is split
up into seven business units. Each unit controls the localization of their specific products while
working closely with the designers in Microsoft’s Seattle Headquarters. It works, said Ms.
MacLauchlan, because everyone who works in the unit is “incredibly empowered”. “Without a
huge bureaucratic infrastructure people can react a lot more quickly to any challenges and work
towards the company’s objectives”.

Exercise 3. Match these definitions with the four organizational structures described in the text:
1. A cross-functional structure where people are organized into project teams.

2. A structure rather like the army, where each person has their place in a fixed hierarchy.

3. A structure that enables a company to operate internationally, country by country.

4. A structure organized around different products.

Exercise 4. Use an appropriate phrase from the text to complete each sentence:
1. Banks need to be fully aware of their customers’....................... )
2. Silicon Valleyis full of ............ccooiiiiiiiain .
3. Many companies are now organized along ........................... , in which each division is
responsible for a group of products.
4. A matrix organization groups people into ................c..ooeeaee .

5. Some companies are divided into different ............................... , often also called profit
centres.
6. A multinational company will often have a numberof .................. , in charge of activities in

different parts of the world.

Exercise 5. Complete these sentences with an appropriate preposition:

1. Organizational structure concerns who reports ............... whom. 2. Depending
................... its size, there are several organizational structures a company can choose from. 3.
Many companies are organizing themselves ................. product lines. 4. In the 1980s a wave of
restructuring went ....................... industry. 5. Delayering was driven ....................... the
need to reduce costs. 6. Microsoft in Ireland is split .................. oo, seven business
units.

Many of the big organizations have failed to understand the importance of effect of good
organizational design on their company’s effectiveness and performance. Select any one
organization which experienced enormous adjusting problem due to the poor organizational design
and explain in detail its structure and consequences of that organizational structure.
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Organization Structure is a framework, typically hierarchical, within which an organization
arranges its lines of authority and communications, and allocates rights and duties. Organizational
structure determines the manner and extent to which roles, power, and responsibilities are
delegated, controlled, and coordinated, and how information flows between levels of management.
An structure depends entirely on the organization’s objectives and the strategy chosen to achieve
them. In a centralized structure, the decision making power is concentrated in the top layer of the
management and tight control is exercised over departments and divisions. In a decentralized
structure, the decision making power is distributed and the departments and divisions have varying
degrees of autonomy. An organizational chart illustrates the organizational structure.
Every organization, to be effective, must have an organizational structure. It is the form of structure
that determines the hierarchy and the reporting structure in the organization. It is also called
organizational chart. There are different types of organization structures that companies follow
depending upon a variety of things; it can be based on geographical regions, products or hierarchy.
To put it simply an organizational structure is a plan that shows the organization of work and the
systematic arrangement of work.
An organizational structure consists of activities such as task allocation, coordination and
supervision, which are directed towards the achievement of organizational aims. It can also be
considered as the viewing glass or perspective through which individuals see their organization
and its environment.
An organization can be structured in many different ways, depending on their objectives. The
structure of an organization will determine the modes in which it operates and performs.
Organizational structure allows the expressed allocation of responsibilities for different functions
and processes to different entities such as the branch, department, workgroup and individual.
Organizational structure affects organizational action in two big ways. First, it provides the
foundation on which standard operating procedures and routines rest. Second, it determines which
individuals get to participate in which decision-making processes, and thus to what extent their
views shape the organization’s actions.

Types of Organizational Structure
Organizations are set up in specific ways to accomplish different goals, and the structure of an
organization can help or hinder its progress toward accomplishing these goals. Organizations large
and small can achieve higher sales and other profit by properly matching their needs with the
structure they use to operate. There are three main types of organizational structure: functional,
divisional and matrix structure.

Traditional Structures

These are the structures that are based on functional division and departments. These are the kind
of structures that follow the organization’s rules and procedures to the T. they are characterized
by having precise authority lines for all levels in the management. Various types of structures
under traditional structures are:
Line Structure — This is the kind of structure that has a very specific line of command. The
approvals and orders in this kind of structure come from top to bottom in a line, hence the name
line structure. This kind of structure is suitable for smaller organizations like small accounting
firms and law offices. This is the sort of structure that allows for easy decision-making and is also
very informal in nature. They have fewer departments, which makes the entire organization a very
decentralized one.
Line and Staff Structure — Though line structure is suitable for most organizations, especially small
ones, it is not effective for larger companies. This is where the line and staff organizational
structure comes into play. Line and structure combines the line structure where information and
approvals come from top to bottom, with staff departments for support and specialization. Line
and staff organizational structures are more centralized. Managers of line and staff have authority
over their subordinates, but staff managers have no authority over line managers and their
subordinates. The decision-making process becomes slower in this type of organizational structure

69



because of the layers and guidelines that are typical to it. Also, let’s not forget the formality
involved.

Functional Structure — This kind of organizational structure classifies people according to the
function they perform in their professional life or according to the functions performed by them in
the organization. The organization chart for a functional organization consists of Vice President,
Sales department, Customer Service Department, Engineering or production department,
Accounting department and Administrative department.

Divisional Structures
These are the kinds of structures that are based upon the different divisions in the organization.
These structures can be further divided into:
Product Structure — A product structure is based on organizing employees and work on the basis
of the different types of products. If the company produces three different types of products, they
will have three different divisions for these products.
Market Structure — Market structure is used to group employees on the basis of specific market the
company sells in. A company could have 3 different markets they use and according to this
structure, each would be a separate division in the structure.
Geographic Structure — Large organizations have offices at different place, for example there could
be a north zone, south zone, west and east zone. The organizational structure would then follow a
zonal structure.

Matrix Structure

This is a structure which is a combination of function and product structures. This combines the
best of both worlds to make an efficient organizational structure. This structure is the most
complex organizational structure.

Some Other Kinds of Organizational Structures
Bureaucratic Structure — This kind of structure can be seen in tall organizations where tasks,
processes and procedures are all standardized and this type of structure is suitable for huge
enterprises that involve complex operations and require smooth administration of the same.
Pre-Bureaucratic Structure — This structural form is best exemplified in flat organizations where
administration and control are centralized and there is very little, if any, standardization of tasks.
Network Structure — In this kind of structure, the organization managers are required to maintain
and coordinate business/professional relations with third parties such as clients, vendors and
associates in order to achieve a collective goal of profitability and growth. Most of the time, these
relations are maintained and tasks are coordinated via telecommunications and electronic media
and, hence, this type of structure is also known as Virtual Structure.
Team Structure — Organizations with team structures can have both vertical as well as horizontal
process flows. The most distinct feature of such an organizational structure is that different tasks
and processes are allotted to specialized teams of personnel in such a way as a harmonious
coordination is struck among the various task-teams.
It is important to find an organizational structure that works best for the organization as the wrong
set up could hamper proper functioning in the organization.

1. Answer the following questions:

a) Which department — production, finance, accounting, marketing, sales, human resources, etc.
— of an organisation do you think is the most interesting to work in?

b) What reasons can you think of for why department get into conflict with each other?

c) Is it better to have one immediate boss or work for more than one manager?

d) Do you prefer to work alone or in a team?

e) Is it more motivating to be responsible to someone for your work, or responsible for people
who report to you?

f) In what ways can dividing a business functionally cause problems?
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g) What is the potential disadvantage of matrix management systems?

2. Vocabulary. Before discussing traditional company organisation, check your understanding
of the basic terms by matching up the following words with definitions:

eautonomous @ to delegate ® function ® hierarchy or chain of commande line authoritye
e to report toe

1. a system of authority with different levels, one above the others, e.g. a series
management positions, whose holders can make decisions, or give orders and
instructions.

2. a specific activity in a company, e.g. production, marketing, finance.

3. independent, able to take decisions without consulting someone at the same
level or higher in the chain of command.

4. the power to give instructions to people at the level below in the chain of
command.

5. to be responsible to someone and to take instructions from them.

6. to give someone else responsibility for doing something instead of you.

3. Discussion: Incompatible goals. There are often incompatible goals of the finance,
marketing and production (or operations) departments. Classify the following strategies
according fo which department would probably favour them.

1 a factory working at full capacity

2 3 large advertising budget

3 alarge sales force earning high commission

4 a standard product without optional features

5 astrong cash balance

6 a strong market share for new products

7 generous credit facilities for customers

8 high profit margins

9 large inventories to make sure that products are available

1 0 low research and development spending

1 1 machines that give the possibility of making various different products
12 self-financing (using retained earnings rather than borrowing)

4. Do the following statements refer to the advantages of working in a big or a small
company?

1 You are less likely to be affected by a big reorganization, downsizing, or merger o takeover.
2 You are often responsible for a variety of different tasks.

3 You can actually see the result of your contribution to the firm.

4 You can be proud of working for a company with a national or international reputation.

5 You can become more specialized in your work.

6 You can probably change departments if you have problems with your colleagues

7 You have mere independence, and you don't always have to wait for permission from a
superior.

8 You know everyone in the company and the atmosphere is friendlier.

9 You may be able to go and work in a foreign subsidiary.

10 Your company will probably be in a better position in an economic downturn or recession.
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5. Answer the following questions:

. What is the difference between small and large companies?

. Name the advantages and disadvantages of running a small firm.

. Enumerate the advantages and disadvantages of running a large company.

. Which of these companies would you like to work for? Why?

. Can you name a company you would like to work for in the future? Explain your choice.

. Give an example of the most successful multinational company. Tell what you know about it.
. Would you like to start up your own company? Why or why not?

. What kind of a company would you like to start up?

. Which Belarusian companies are doing well?

10. Which Belarusian companies are not doing well? What recommendations can you give to these
companies?

O 00 1N DN K~ W~

6. Presentation. Write notes for a short presentation on your company or a company you
would like to work for. You should mention:
¢ what it does:

it designs/ makes / provides / distributes / sells / offers / organizes / invests in, etc.
e where it is located:

1t has offices / branches / subsidiaries / factories / stores, etc. in ...
e how it is structured and whether this a reason for its success:

it consists of/ includes / is divided into / is organized in, etc.
e why you want to work for this company.

Then give a short presentation to the class.
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Unit 3. Selling. MARKETING TO STUDENTS.

Exercise 1. Read the article and answer the following questions:

1. How much money do UK students spend a year in total?

2. Find two reasons why it is difficult to sell products to students.

3. How does the Guardian help students?

4. What are “energy teams™?

5. Why is it important to use students and not company sales reps to sell products?
6. How can marketers learn more about student life?

Exercise 2. Match the companies 1-4 with the promotion method they use a-e, as described in
the article. One company uses two methods.

1. Carling a) offers discounts on products

2. The Guardian b) employs students to sell on campus

3. Red Bull c) asks students to help plan special events
4. Virgin D3 d) organises music events in public places

e) offers help with education and careers

The student market in the UK is estimated to be
worth £13 billion of spending power in a year. It is
a market no company should ignore. Marketers are
desperate to get students' attention before they turn
into high-earning graduates. But students are hard
to reach and cynical. How can brands target them?

Youth market trends analyst Sean Pillot de

Chenecey advises companies who hope to market

to students. He says there is no single strategy.
Students organize their life on their mobile phones, respect brands that arc ethical, but worry more
about how they're going to pay off their debt than world peace. To get students' attention, marketers
must offer them something that adds to their lives. It isn't enough to simply sponsor a music tour:
they have to make the event happen. For example. Carling (a beer manufacturer) introduced live
music on the Tube.

Offering students help with their education and careers is an effective marketing method. 7The
Guardian newspaper runs careers fairs and offers discounts on its products, such as Guardian
Student, a 32-page newspaper.

Red Bull, a successful energy drinks brand, uses what it calls 'energy teams' on university
campuses. The company recruits teams of students and gives them a Red Bull car, which has a
fridge. The students offer samples and give information about the product benefits.

They do this on campus at sporting events and at times of the year when students might need an
energy boost. 'It's extremely important that it's a student doing this and not a company sales reps."
says the company's consumer manager who runs the scheme. "You need to have an approach that
doesn't look like a sales pitch.'
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Having an insider on campus can help marketers understand student life. Youth marketing agency,
Virgin D3, has a database of students who act as 'field staff'. They ask them for help when planning
an event at their university. Perhaps, by getting ideas from the students themselves, companies can
find ways to reach this difficult market.

Speaking 1. 'Students have a strong sense of social responsibility and ethical branding. They want
companies to behave well." What do you think of this description of UK students? Could you
describe students in your country in the same way?

Speaking 2. What ethical reasons could people have for not buying from a particular company?
Are there any companies whose products or services you would never buy?

Vocabulary. Complete the sentences with these words and phrases from the article.
boost debt discount estimate high-earning method  pay off spending power worth

1. The market for new cars is about €200 million a year.

2. We that our share of the market will be 28 per cent.

3. We are targeting consumers with salaries above €100,000 a year, who have
enormous .

4. Many of our customers have a of €5,000 or more.

5. It will take them several years to these loans.

6. We have a special offer this month: a 5 per cent on all software products.

7. We are trying a new of selling: sending special offers by text message.

8. The company hopes that its new strategy will give sales a

Speaking 3. How important is price to you? When you want to buy something, which do you
do?

a. Make sure you get good value for money?
b. Spend time looking for the lowest possible price?
c. Not worry about price, just buy what you want?

Exercise 4.Read the article below and match the headings 1-4 with the paragraphs a-d.

1. Big supermarkets are more efficient

2. Drinks come cheaper in large cans

3. Technology improves food production

4. Supermarkets force producers to cut costs

Exercise 5. Read the article again. Are the statements true or false?

11t costs less to produce large quantities of food than ever before.

2 Big supermarkets can offer food at lower prices because they can buy in large quantities.
3 Some food producers have reduced their range of products.

4 To meet supermarket demands, Cadbury employs more workers than before.

5 Shoppers will buy larger quantities when there is a special price.

6 For the food companies, larger portions are not much more expensive to produce.

7 The writer thinks companies will be happy to reduce the sizes of portions.\
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A
Prices have fallen in the food business because of advances
in food production and distribution technology.
Consumers have benefited greatly from those advances.
People who predicted that the world would am out of food
were wrong. We are producing more and more food with
less and less capital. Food is therefore more plentiful and
cheaper than it has ever been. Spending on food compared
with other goods has fallen for many years, and continues to drop.
B
Supermarkets have helped push down prices mainly because of their scale. Like any big business,
they can invest in IT systems that make them efficient. And their size allows them to buy in bulk.
As supermarkets get bigger, the prices get lower.
C
Huge retail companies such as Wal-Mart have tremendous power and they can put pressure on
producers to cut their margins. As a result, some producers have had to make cuts. In recent years.
Unilever has cut its workforce by 33.000 to 245,000 and dropped lots of its minor brands as part
of its "path to growth" strategy. Cadbury has shut nearly 20 per cent of its 133 factories and cut 10
per cent of its 55.000 global workforce. These cuts help keep costs down, and the price of food
stays low.
D
Does cheap food make people unhealthy? Cheap food may encourage people to eat more. Food
companies certainly think that giving people more food for their money makes them buy more.
Giving people bigger portions is an easy way of making them feel they have got a better deal. That
is why portions have got larger and larger. In America, soft drinks came in 80z (225g) cans in the
past, then 120z (350g), and now come in 200z. (550g) cans. If a company can sell you an 8oz
portion for $7, they can sell you a 120z portion for $8. The only extra cost to the company is the
food, which probably costs 25 cents.
Now companies are under pressure to stop selling bigger portions for less money. But it is hard to
change the trend.

Speaking 4. What are the advantages and disadvantages of large chain stores and small shops?
Which do you prefer to shop in?

Exrcise 6. Vocabulary 1. Match the words 1-6 from the article with the meanings a-f.

ladvances A the difference between the cost of production and
the price of the product

2margin B less important

3workforce  C an amount of food for one person

4minor Dchanges that bring improvement

Sportion E the way a situation changes and develops

6trend F all the people who work in a particular company
or factory

Exercise 7. Vocabulary 2. Synonyms. Put the words and phrases in the correct column.

cut drop fall lower putup raise rise reduce push down rocket

Increase Decrease
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Speaking 5. Questions for discussion. Discuss the following questions in pairs and then with all
your classmates.

1. Do you like shopping? For what kinds of things?

2. Have you ever spent too much? What did you buy? How did you feel afterwards?

3. How long do you usually shop for? Do you try to get your shopping done as fast as
possible?

4. Do you shop online? What kinds of things do you buy online? What would you rather
buy in person?

5. Think about the most expensive thing you have ever bought. Was it worth what you paid
for it?

6. Do you prefer to shop alone or with other people? What are the advantages and
disadvantages of each?

7. Who does the grocery shopping in your household? How often do they do it?

8. Are you a bargain hunter? Do you get excited about sales and discounts? When are the
best sales in your country?

9. Which do you prefer? Buying things for yourself or for other people?

10. Do you collect points or stamps at any stores? Which loyalty programs are worthwhile?

11.In the United States, the Friday after Thanksgiving is known as Black Friday and is
famous for big sales and aggressive behavior by shoppers. Have you ever had any
problems with other shoppers?

12. Shoplifting is when someone takes something from a shop without paying. How common
is this crime in your country? How do shops try to prevent shoplifting?

13.Have you ever worked in a shop? What was the store selling? Does that kind of job suit
you?

14.1f you were to open your own shop, what kinds of things would you like to sell?

15. Have you ever returned something to the shop you bought it from? Why did you return
it? Did you get a refund?

16.Do you care where products are made? Do you prefer to buy things which are made in
your own country? Why or why not?

17.Some countries have late-night or all-night shopping. What time of day do you like to
shop?

18. Have you been shopping abroad? Which are the best cities for shopping?

76



Unit 4. Great Ideas. INNOVATION.

Speaking 1. Work with a partner. Put these twentieth-century innovations and inventions in
order from the earliest (1) to the most recent (6)

- photocopier

- Velcro

- handheld calculator

- vacuum cleaner

- instant coffee

- parking meter

Speaking 2. Which inventions and innovations of the twentieth century do you think were the
most?

e important?

e useful?

Speaking 3. When and where do you get your best ideas? At work? After lunch? In the middle
of the night? When you're exercising? In the car?

Exercise 1. Read this article and answer questions 1-2.

1 Why did Mitchell Ditkoff and John Havens invent The Breakthrough Cafe?
2 Would you like to go there?

The Breakthrough Cafe is the brainchild of Mitchell Ditkoff
and) o-ha Havens. The aim is that customers will have at
least one 'a-ha’ moment during an evening that is a
combination of 'party, restaurant, and brainstorming
session'.
Over a three-course meal, customers begin by meeting each
other and reading their name badges. The name badge also
contains the words 'How can L...?" Each customer completes
this with a question about an idea or obstacle in their life. For
example, How can 1 start my own catering business?', 'How
can I find someone to invest in my prototype?', How can 1
get a new job?' As well as discussing and giving advice to
each other, there are 'mnowaiters' who serve food and drink, but also act as facilitators to encourage innovative
ideas.
Ditkoff explains how he first came up with the concept. I've asked thousands of people: "Where do you get
your best ideas? What is tht catalyst?" Less than one per cent of people say they get their ideas at work. They
get their ideas when they are happy, away from the office, late at night, and in the company of friends.'

Exercise 2. Match the words in bold from the text to definitions 1-9.

1 anidea for something new:

2 an idea or invention of one person or group of people:
3 new and original:

4 when you suddenly realize or understand something;
5 people who help you:

6 something to cause change:

7 think of a new idea or plan:
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8 something stopping you:
9 the first form of something new:

Speaking 4. Work with a partner. Discuss these questions and give reasons for your answers.

dynamic original reliable simple sophisticated traditional  revolutionary

1 Which of the above adjectives describe your company or job?
2 How would you describe the technology you use?

Speaking 5. Read these quotes from people talking about ideas and obstacles in their lives. Work
in small groups. Think of different ways to help these three people. Then tell the class.

Speaking 6. Think back to all the ideas and discussions in Speaking 5 and answer questions 1-
4.

1 During the group discussion, did you hear any ideas which were

e innovative? * original?

e simple? * other?

e revolutionary?

2 Which was the best brainchild' you heard?

3 Who was the most useful facilitator or catalyst in your group?

4 What obstacles did you encounter?

Exercise 3. Work with a partner and compare your answers to Speaking 6.

Exercise 4. Write your own How can 1...? question.
1 Tell the class your question and ask each person to give you an idea / solution.

2 Choose your favourite idea and explain why you like it.

Example; I like the idea that Antje came up with because it's simple but also
very innovative and original.

Exercise 1. Read the article and find the answers to these questions.
1. What are the two main disadvantages of launching satellites into space?

2. Is the space elevator a private or a government project?

3. What two big problems does Michael Laine have to solve before he can build the space
elevator?
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4. What is LiftPort trying to do to solve these problems?
5. Can LiftPort make money from the space elevator? How?

Exercise 2. What do these numbers refer to?

12018

2 $100 million

3 $7 billion to $10 billion

4 $20,000

5 thousand kilos
IN the future, you may be able to. Michael Laine hopes that his new
business, LiftPort Group, will complete a space elevator by 2018.
But we already have rockets and satellites, so why an elevator?
Well, it's not cheap to get satellites into orbit. To reach 35,793 km
up - where about half of all satellites go - costs above $100 million.
Add another 10% to 20% for insurance. And make sure you build
that satellite right the first time because, once it's up there, you can't
fix it.
The private space industry is expected to grow, but many of the new
ventures like the space elevator seem extremely risky, Of course,
Laine knows that things will not be easy. First of all, there's the start-
up cost: He thinks that the construction of the elevator will cost
between $7 billion and $10 billion over five years. Then there's the
fact that the cable for the elevator needs to be stronger than anything
in industrial use today - about 30 times the strength of steel.

Laine runs the company on a tight budget and employs only five people. He says he plans to raise

capital and set up joint ventures with other technology businesses. When it is finally completed,

the elevator could compete with NASA and the Russian Space Agency.

It wasn't so long ago that Laine himself was skeptical of the potential for making money in space.

'Other space enthusiasts were saying, "Let's go to the moon" or "Let's go to Mars,"" he remembers.

'T kept saying "What's your return on investment -your ROI?'" Currently, the cost to deliver a kilo

of stuff into space using rocket launch is $20,000.The elevator could carry loads of five thousand

kilos per day. It could deliver over a million kilos of material per year -resulting in billions of

dollars in sales.

But with so many problems to overcome, will it ever happen?

Speaking 1. Do you think the space elevator will ever happen? Why? / Why not?
Would you like to travel into space? Why? / Why not?

Exercise 3. Vocabulary 1. Financing ventures. Match the words and phrases1-6 with the
meanings a-f.

1 capital careful control of costs, necessary when you have very little money

2 start-up cost the profit you make from an activity in relation to how much money
you put in

3 a tight budget money you lend to someone so that they can start a business venture

4 potential he time needed to get back the cost of an investment

5 return on investment possibility of future success

6 payback period the expense of setting up a new business or new project
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Exercise 4. Now complete the text below using the words and phrases from exercise 3.
Finance for space ventures

1t is very difficult for companies in the private space industry to find the necessary for new

space projects. Private investors don't like investing in space because the is  high, and
because the can be as much as 20 years or more. Investors want to be sure that they will get
a good . However, some millionaire space enthusiasts will support projects even if there is

not much for making a profit. Even government projects are often short of money. Most
space ventures have to run on

ExerciseS. Collocations. Look at the groups of words. Cross out the noun that doesn't go with
the verb in each group.

1 launch: a satellite, a rocket, a budget, a new product

2 set up: a satellite, a company, a joint venture, an organisation
3 raise: money, capital, the price, a rocket

4 make: money, a profit, an investment, a cost

5 take: an elevator, a risk, an investment, a decision

Exercise 6. Collocations. Now match these meanings with an appropriate verb and noun from
exercise 5.

To put a satellite into orbit. launch a satellite

To borrow money to finance a new venture.

To do something that is dangerous and could have bad results.

To put something new on the market for people to buy.

To make an agreement with another company to work together on a business activity.
To put money into a business activity in the hope of making a profit later.

Exercise 7. Translate the following sentences into English.

[TatenTyiiTe CBOM H300pETEHUS.

[TaTeHT oOeperaer MHHOBAILIMIO OT TUPATCTBA.

[Tepen pa3paboTKOii cTpaTeruu , BaM ciieyeT MPOBECTH PHIHOYHOE HCCIIEIOBAHNUE.

Hapymars npaBa paOOTHUKOB MPOTHBO3aKOHHO.

OTO HACTOSIINN IPOPHIB.

KTt0 n306pen mapukoByo pyuxy?

OTO OTKpBITEE — BAKHBIN LIar B Pa3BUTUHU BBICOKUX TEXHOJOTHUH.

BonpumHCTBO Opranu3anuii pa3BUBaeT MHHOBALUU B cepe pa3pabOTKU HOBBIX

IIPOJYKTOB U YCIYT.

9. HHrepHeT JaeT 1IaHC HAa pa3BUTHE Balleld OM3HEC UIeH, €ClIU Bbl Oy/1eTe TPYAUTHCS A
€€ MPOJIBHKEHUS.

10. busHec-uzes - 3T0 TO, U3 YETO MOKHO MOCTPOUTH LIENTyI0 OM3HEC UMIIEPHIO U 3apadoTaTh
MUJUTMOHBI.

11. TlepBbIM J1€710M KOMIIAHUU JIOJKHBI CKOHLIEHTPUPOBATHCS HA CO3JaHUU KYJIbTYPBI,
OJ1aronpUsATCTBYIOIIEH HHHOBAIIUSM.

12. He cymecTByeT HUKaKUX HOBBIX UIEH — W ATO ropbKas npasaa. EcTe auibs HOBbIE
00J1aCTH NPUIIOKEHHSI CTaphIX HJIeH U OCTPOYMHBIE CIIOCOOBI UX MPUMEHEHHSI.

13. OnuH U3 crioco00B MOMYYUTh BEIUKHE UJIEU — 3TO YKPACTh HX.

14. Vcropus MHHOBALMI ITOJIHA «T€HUEBY», KOTOPBIE 3aMMCTBOBAJIM U BOPOBAJIIU UJIEH B

0JIHOM cepe, UTOObI MPUMEHUTH UX B APYTOM.
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80



GRAMMAR. Teopernuecknii pazae

Unit 1. Modals: ability, requests, offers
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Unit 2. Present Simple and Present Continuous.

83



Unit 3. Modals 2: must, need to, have to.
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Unit 4. Past Simple and Past Continuous.

Past Simple
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Past Continuous
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Unit 2. Present Simple and Present Continuous.
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Unit 4. Past Simple and Past Continuous.

Past Simple
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Past Continuous
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IIpoaBUHYTHIH YPOBEHb BJIAIEHUSI HHOCTPAHHBIM SI3BIKOM

Unit [. Brands. Branding.

Speaking 1. Comment on the following quotations:
1. The distinction between brand and product is fundamental. Products are what the company
makes. What the customer buys is a brand.
2. A brand is not a product: it is the product’s source, its meaning, and its direction, and it
defines its identity in time and space.
Speaking 2. What brands do you associate with the following types of product: drinks, chocolate
bars, desktop computers, stationary, and cosmetics?

The word “branding” is one of the most frequent in speech
of the leaders of marketing. A brand is a product with
unique, consistent and easily recognizable character. For
example, we all recognize the Coca-Cola brand, not only
by its logo but by the shape of its bottles, the colour of its
cans, the taste of the product and other features. The
uniqueness of a brand comes from its physical
characteristics (e.g. the taste and unique ingredients of
Coca-Cola), plus its image (i.e. its logo, advertising, etc.) — which are usually created by the
manufacturer through advertising and packaging.
A brand takes the form of a symbolic construct created by a marketer to represent a collection of
information about a product or group of products. This symbolic construct typically consists of a
name, identifying mark, logo, visual images or symbols, or mental concepts, which distinguishes
the product or service. A brand often carries connotations of a product's "promise", the product or
service’s point of difference among its competitors which makes it special and unique. Marketers
attempt through a brand to give a product a "personality”" or an "image". Thus, they hope to
"brand", or burn, the image into the consumer's mind; that is, associate the image with the product's
quality. Because of this, a brand can form an important element of an advertising theme: it serves
as a quick way to show and tell consumers what a supplier has offered to the market.
Brand is a trademark, which volumes of sales constantly increase during some years, when
consumer is ready to pay additional money, being sure of exclusive quality of the goods. More
than ninety percent of domestic producers releasing a new trademark in the market hope that it
will certainly become Brand. However trademark becomes brand after several years of successful
stay in the market. The short ways of creating a brand are absent. Making the trademark begins,
as a rule, with marketing studies, which is recognized to realize, if the goods are in great demand
in the market and what their real prospects are. It is difficult to be sure that the trademark will
become the brand if the producer does not present the real position of the deals in the market. One
can become the owner of the trademark following two ways: to create it or buy it that sometimes
means “to swallow up” the company — the owner of the mark.
The studies have shown that only one out of a hundred marks survives and becomes the brand.
Some categories of the names can not become the good trademarks because of different reasons.
It is impossible to apply the commonly used terms and words. You should avoid the descriptions,
abbreviations, names, which are mixed up with already existing. It is concerned the names which
can cause the unpleasant associations in language of any country where the product is on sale. It
is particularly important for goods planned for export.
Well known products acquire brand recognition. When a brand has accumulated a mass of positive
sentiment among consumers, marketers say that its owner has acquired brand equity. A brand name
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comprises that part of a brand consisting of words or letters that humans can verbalize. A brand
name that has acquired legal protection becomes a trademark.
Branding has become part of pop culture. Numerous products have a brand identity: from common
table salt to designer clothes. Non-commercially, branding can also apply to the marketing of
entities which supply ideas or promises rather than goods and services -- such as Mr. Whipple of
Charmin toilet tissue and Tony the Tiger of Kellogg’s.
History

Brands originated with the 19th-century advent of packaged goods. Industrialization moved the
production of many household items, such as soap, from local communities to centralized
factories. These factories, cursed with mass-produced goods, needed to sell their products in a
wider market, to a customer base familiar only with local goods. It quickly became apparent that
a generic package of soap had difficulty competing with familiar, local products. The packaged
goods manufacturers needed to convince the market that the public could place just as much trust
in the non-local product.
Many brands of that era, such as Uncle Ben's rice and Kellogg's breakfast cereal furnish
illustrations of the problem. The manufacturers wanted their products to appear and feel as familiar
as the local farmers' produce. From there, with the help of advertising, manufacturers quickly
learned to associate other kinds of brand values, such as youthfulness, fun or luxury, with their
products. This kick-start of the practice we now know as "branding".

Criticisms of branding
Criticism has been leveled against the concept and implementation of brands, much of it associated
with the "antiglobalization" movement. One of the more well developed attacks of branding is
included in Naomi Klein's book, No Logo. The book claims that corporations' brands serve as
structures for corporations to hide behind, and that such global problems as sweatshop labor and
environmental degradation have been permitted and exacerbated by branding.
Criticism of the branding also comes from within corporations, with some employees becoming
frustrated by being limited by overall brand strategies that restrict what they can say, how they say
it, and what pantone colour to say it in. Some shareholders also have concerns about the amount
of money invested in branding.

Exercise.1. Answer the questions to the text above:
1. What are the main attributes of the uniqueness of brands?
What is the usual symbolic construct of a brand?
How to create a brand name and sustain it?
What is brand equity?
What is the history of branding?
Why is the concept and implementation of brands criticized by antiglobalists, employees,
and shareholders?

SNk Wb

Exercise. 2. Match the branding terms and word combinations with their definitions:
. brand essence

. brand image

. brand parity

. brand positioning

. brand equity

. brand loyalty

. brand name

. premium brand

. fighting brand

10. brand leveraging
11. corporate branding
12. family branding
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13. individual branding

14. co-branding

15. brand licensing

16. power brand

17. trademark

18. to back a brand

19. to nurture a brand

20. to create a brand

21. to stretch a brand

22. to sustain a brand

23. to launch a brand

24. to rejuvenate a brand

25. to reinforce a brand

26. to develop a brand

a. to make it stronger by giving support to it

b. to make a brand effective again by bringing new ideas

c. to support a brand especially with money, power, or influence

d. to make it possible for a brand to stay strong

e. to make a new brand available for the first time

f. when one brand name is used for several related products

g. to help a brand to develop

h. to make a brand be successful

1. to make a brand that didn’t exist before

j. to use an existing brand name on a different type of product, hoping that people will buy it
because they recognize the name

k. the most fundamental aspect of a brand. It is often possible to express this in a single word or
phrase

1. how a product is similar to that of a competitor

m. the result of a customer’s decision to always buy a particular brand

n. how a brand is perceived in the minds of customers and what they associate with it

0. how a brand is presented to differentiate it from a competing brand

p. the brand which costs more than other products

g. the value that a brand name and symbol adds to a product of service.

r. when two or more brands work together to market their products

s. the part of the brand that can be expressed verbally as words, letters or numbers

t. the brand which is created specifically to counter competitive threat

u. when a company sells the rights to use a brand name to another company for use on a non-
competing product or in another geographical area

v. a word, phrase or symbol that represents a company or identifies a product and is registered to
protect against its use by another party. A brand name that acquired legal protection becomes a
trademark

w. the marketing strategy in which every product in a company’s range has its own brand name
x. when all a company’s products are given different brand names

y. when a company uses the brand equity associated with an existing brand name to introduce a
new product or product line

z. when a company’s name is used as a product brand name

Exercise 3. Fill in the gaps with the words or phrases from the exercise above:
1. Brand managers do their best to ... by incorporating innovations into the existing brands.
2. Research has shown that the ... has more influence on the consumer decision-making
process than other intrinsic attributes such as price.
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10.

11. ...

Correctly worked out the brand identity makes it more attractive and authoritative for
business partners and clients and is the guarantee of their further ... .

Firms with leading brands aim to ... them by fine-tuning the brand image to reflect changes
in society.

Nowadays more emphasis is placed on ... internationally, trying always to focus on the
few common core values held by culturally different customers, yet adapting brand
communication strategies to match regional differences.

Adpvertising is a controlled means of creating ... .

Many major, nationally distributed brands of beer fall into the category of ... because they
don’t have special distinctiveness.

The presence of large amounts of advertising ... and extends the inherent market presence
of such brands.

Most marketers understand that price-cutting does little to enhance the ... and may lower
the perceived value of the product.

Marketers that try to rest on their laurels and do not ... are doomed to failure in the intense
competition of brand marketing.

is the extent to which a brand is valuable to the organization; this value can be
manifested in terms of financial, strategic and managerial advantages.

Exercise 4. Insert prepositions:

AW~

LR

Before being introduced ... the market a product should undergo market tests.

She was prepared to go to court ... the company to get compensation for damage.

They don’t see the point in tampering ... a system that has worked fine so far.

The jewel thief was taken to the police station where a charge of robbery was leveled ...
him.

So many people rushed ... the bus that people could hardly get off.

I always associate the smell of those flowers ... my childhood.

His income is derived ... several different businesses.

The drugs had been tampered ... and the pharmaceutical company was accused ... fraud.
There is growing concern ... the effect of pollution to health.

Exercise 5. Match the two parts of these expressions used in the texts above:

1 brand A formula

2 positive B trend

3 downward C rights

4 ingredient D sentiment
5 fundamental E equity

6 consumer F acceptance
7 counterfeit G owner

8 financial H loss

9 lawful I brand

10 fake J infringement
11 trademark K products
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Exercise 6. Finish this description about “branding” using the words below:
Differentiate, trust, slogans and logos, associate, value, loyalty, awareness, guarantee

Branding

As a key marketing component, branding uses ... to ... a product or service from its competitors.
Customers ... a brand name with quality and ... .

Branding should ... the highest standards for customers. This creates brand ... and brand ... where
the consumers ... the product and services.

Exercise 7. Read the text and speak about a brand name and its influence on the consumers’
decision process.

The desired competitive position of a brand can also be of importance in the choice of a brand
name. When a strongly differentiated branded article is introduced onto the market, the brand name
should support this in terms of originality. An original brand name could send the signal to the
consumer that this is something new. Here the brand name can also strengthen the (relative)
positioning (for example, the Prestige series of Citroen). The desired competitive position can also
be expressed in the pay-off (for example, the former pay-off of Lexus: '"The /uxury division of
Toyota'). Latour (1998, p. 131) notes that a reference in the brand name to luxury, first class, etc.,
is also used by relatively cheap branded articles.

If a branded article is introduced on the basis of an identification strategy, the brand name should
be anything but original. It is then better to tune it to that of the leading brand in the product class
or make use of stereotypical associations that are of importance for that particular product class.
Two types of similar brand names can be distinguished. First of all one could consider brand names
that have similarities in phonology/spelling with that of the market leader. Here the trick is to
choose a similar brand name within the legally specified limits. Another form of similar brand
names is not related to the spelling of the name, but to the experience world around the brand
name.

The brand name (and the packaging) of Malibu (rum) calls up associations with “a tropical, exotic
and relaxed way of living”. Brand names that do not resemble the brand name Malibu in terms of
spelling could, however, resemble that name in terms of semantics and hence call up similar
associations (consider, for example, brand names like Caribbean Breeze, Casablanca or Surfer’s
Paradise).

Thus a good brand name should:

be legally protectable

be easy to pronounce

be easy to remember

be easy to recognize

attract attention

suggest product benefits (e.g.: Easy off) or suggest usage

suggest the company or product image

distinguish the product’s positioning relative to the competition.

A final general factor in the choice of a brand name is whether, with time, one plans to use the
brand name in different language areas. On the one hand, this can have consequences for the
judicial protection of the brand name; on the other hand, one should take into account that a name
already chosen may be negatively associated with other concepts in another language area. For
example, in Portugal the literal meaning of Nescafe is 'it is not coffee' (Collins 1974). The
following examples of brand names also proved unsuitable for other language areas, or led to some
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commotion in other countries. If at the introduction of a new brand it is already certain that it will
be exploited in different countries in the future, it is advisable to take this into account in the choice
of a brand name.

Examples of brand names that are problematic abroad

e In the UK the deodorant brand Axe from Unilever was renamed Lynx, because the name
Axe invoked too many negative associations (e.g. with a murder weapon).

e The Spanish bread brand Bimbo is associated in English with an attractive but empty-
headed young woman.

e The Dutch bread brand Bums was associated in English with a person's backside, and in
German with sex.

e The Fiat brand Croma achieved little success in the Netherlands, because this brand name
is also used for a popular brand of margarine.

e Volkswagen changed the name of a new model, just before its introduction from Diago to
Vento, because in England the name was associated with the controversial goal of Diego
Maradona in 1986 which meant that England did not become the World Cup champion of
football.

e In Australia, the name Durex was used for sticky tape. Australian tourists in Europe were
looked at strangely when they asked for this brand of sticky tape in a shop.

e The airline company Emu did not really get off the ground, because an emu is an Australian
bird that cannot fly.

e The Daewoo brand Espero experienced problems in Spain, because in Spanish Espero
means "I wait'.

o In England the Citroen brand Evasion was changed to Synergie, because 'evasion' is a
synonym for tax evasion.

e The brand name Gammon (deodorant and men's cosmetics from Beiersdorf) is associated
in English with smoked ham.

e The Russian car brand Zhiguli was renamed Lada because in England Zhiguli was
pronounced almost the same as 'gigolo’.

Exercise 8. Read the text and answer the questions:
Management of brands quality
Functional capability of brands.
In order to compete, all brands must meet the level of quality which the target market expects. A
brand cannot look forward to a long-term future if it is of poor quality or does not function well.
Evaluating the quality of a brand is problematic, since there are many dimensions of quality; a
helpful framework has been devised by Garvin (1987), which provides a useful checklist for
evaluating the eight dimensions of quality on which brands compete. These are:
1. Performance (which can be evaluated on criteria such as calorific value, nutrient
composition and taste for foods, or engine noise and acceleration for a car).
2. Features (examples could include a directional nozzle on a salt container, or a measuring
cup with a package of detergent).
Reliability (the profitability of a créme liqueur ‘going off” before its best-by date).
4. Conformance (the degree to which the finished product meets the original specification:
does a car actually get the advertised fuel mileage?).
Durability (the amount of use one gets, such as number of hours a light bulb will last).
6. Serviceability (the ease and speed with which goods such a microwave ovens or televisions
can be repaired).
7. Aesthetics, in terms of presentation of the brand (do cars come in the desired colours, or
are food products presented in attractive packages?).
8. Perceived quality (consumers do not have, or comprehend, all the information about a
brand, so they make their own assessment of quality on brand aspects such as reputation,
colour or appearance and price.
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In order to achieve a satisfactory level of brand quality, the corporate culture itself must be built
on a belief in quality. Success must be driven by setting and regularly monitoring quality standards,
and by encouraging employee initiatives which eradicate quality problems. Employees must also
be provided with regular feedback from consumers about the quality of the firm’s brands. By
taking these actions and ensuring that standards remain high, firms can signal the quality of their
brands by means of higher prices and distributing only through quality retailers.
Service component.

More firms are recognizing the need to back their brands with higher levels of customer service.
Staff, as brand builders, are increasingly being trained in effective customer service, as opposed
to routinized ‘have a nice day’ service; the revival of British Airways was partly due to this.
Empowerment programmes can allow employees to take more initiative in change programmes
directed at ensuring greater customer satisfaction. These programmes are based on the staff
themselves identifying every point of contract between customers and the firm, and then
developing their own integrated customer service programmes which coherently support all
aspects of a particular brand.

1. What dimensions of quality can brands compete on?

2. How to ensure a success in quality management of brands?

3. How is service component add to the value of a brand?

Exercise 9. Read the text about counterfeiting and tell how the problem of piracy is dealt with
in Russia:

Successful brands draw the attention of competitors and, unfortunately, some may respond with
illegal reproductions, which is called counterfeiting. In the case of counterfeiting, a well-known
brand name is used by a usually illegally operating company, which is not the owner of the brand
name.

Perry of Unilever humorously illustrates the problem of counterfeit brands: “I have no problem
with sitting at the same table as my competitors, but I will not tolerate them eating from my plate.”
Counterfeiting leads to a financial loss for the lawful owner of the brand. World-wide, trade in
counterfeited products totals $120-$180 billion (approx. 3-5% of world trade).

Market in Spain is one of many instances where products are available which look very similar to
recognized brands, often with only very small changes; for example, the differences between a
bottle prominently labeled Gordon’s Dry Gin and another labeled Gord’s Dry Gin, with an almost
identically coloured label and the same shape of bottle, may not be noticed by consumers who are
only giving the product a cursory glance.

This trade is not limited to perfume, clothing, shoes, watches, and alcoholic drinks; the
counterfeiting industry even brings medicines and fake parts for planes and nuclear power stations
onto the market.

To protect their valuable assets, trademark registration offers legal protection against
counterfeiters. This protection is in theory international; however, some countries, particularly in
southeast Asia, are not as diligent in their legal systems as many brand owners would wish. The
software company Microsoft has complained repeatedly about counterfeiting and trademark
infringement of its products in the Far East.

Some firms are trying to turn threats from counterfeiters into brand opportunities. For example,
Volvo ran an advertising campaign extolling the virtues of its spare parts brands over pirate copies,
using the slogan: “If your Volvo could fly, would you use anything but genuine Volvo parts?”

Exercise 10. Translate the sentences into English:
1. 3amura aBTOPCKUX MpaB — ATO 3alIUTa TMpPaB COOCTBEHHOCTH, M OOJIITUHCTBO CTpPaH
MMEIOT 3aKOHBI, IPEIOTBPALAIOIINE HAPYIEHHE aBTOPCKUX IIPAaB U TATEHTOB.
2. Ceiiyac OCHOBHBIM KamUTaJIOM MHOTHUX KOMIIAHUH SBISIOTCA OpeHMbI, IO3TOMY
NOKyHaTean, MpHoOpeTas 3TH KOMIIAHWHM, CETOJHs IUIATSAT HaMHOro OOJbIle 3a 3TH

99



HeMaTepualbHble aKTHBBI, YeM 3a 00OpYyJOBaHHE, MAIWHBI U JAPYrHe MaTepHabHbIC
AKTHUBBI.

Penyrauusa Openna obGecrieunBaeT OU3HECY YCTOWYMBYIO KOHKYPEHTOCIHOCOOHOCTh H
SIBIISIETCS. MOIITHBIM (DAKTOPOM TOBBIIICHHS] CTOMMOCTH TOBapa WK YCIYTH.

Boeimyck koHTpadakTHONH NOPOAYKIMH BeAeT K (DMHAHCOBBIM IMOTEPSM 3aKOHHBIX
BIIAJICNIbIIEB OpeH/Ia.

Cy1iecTByeT HECKOJIBKO KPUTEPHEB OLIEHKH KOHKypeHTocrnocoOHocTu Openna. K Hum
OTHOCSITCSI: HAQJCKHOCTh, MPOYHOCTh, ICTETUYHOCTh, COOTBETCTBHE CIEIH(HUKAIIIM,
pocToTa 00CIyKUBaHUS, TOJE3HbIE CBOICTBA, paboune XapaKTePUCTUKH U T.1.
Bricokuil ypoBeHb cepBHCa SBISETCS BAXKHOHM IMOJIEPKKOW UMHKA OpeHia, MmodTOMY
KOMITAHMH YIEJSAI0T BcE OOJbllle BHUMaHUA OOyYEeHHIO mepcoHana 3(OQPEeKTUBHOMY

00CITy>)KMBaHUIO KIMEHTOB.

Exercise 11. Choose a brand from the list below. Answer the following questions:
* What is the brand name?

* Is it a power brand?

* What do you think is the brand essence?

* What is your image of the brand?

* Can you describe the brand parity and its positioning?

* Can you say how the brand creates and maintains loyalty?
Examples of prominent brand names

The 2001 ranking of the 100 most valuable brands worldwide by Apple (computer):
Boeing (aerospace)

Coca-Cola (soft drink)

Columbia Records (recorded sound—since 1988 owned by Sony)
Ford Motor Company (automobiles)

McDonald's (fast food restaurant)

Microsoft (software)

Brands (European):

BP (petrol—UK)

Cadbury (chocolate—UK)

Ferrari (automobile—Italy)

Ikea (furniture—Sweden)

Lego (toys—Denmark)

Mercedes-Benz (automobile—Germany)

Nestlé (food—Switzerland)

Nokia (cell phones—Finland)

Brands (Japanese):

Canon

Honda

Sony

Toyota

Exercise 12 . Read the Coca-Cola case and speak about:

1. The reasons for the Coca-Cola company’s failure in the introduction “New Coke” brand?

2. A financial and strategic value of brands for the company.

One of the most important developments in brands after 1980 has been the realization among
managers that established brands could represent a certain value for the company. Initially, this
idea circulated only among financial analysts who saw strong brands as a guarantee of future
income for the company. In the second half of the 1980s, the idea that brands have a value that
should not be underestimated also caught the attention within marketing circles. The idea that a
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successful brand is one of the most valuable, if not the most valuable, possession of a company, is
referred to by the term “brand equity”. From the perspective that brands not only represent a
financial but also a strategic value for the company. The Coca-Cola case is discussed below.

The introduction of New Coke and Coca-Cola Classic

Coca-Cola (1886) and Pepsi-Cola (1898) are two cola brands originating in America, which have
been involved in a so-called “cola war” since the Second World War. Via the Pepsi test, Pepsi-
Cola managed to convince many consumers that the taste of Pepsi-Cola certainly was not inferior
to that of Coca-Cola. Partly because of the increasing popularity of the somewhat sweeter tasting
Pepsi-Cola, after 1960 the market share of COCA-Cola decreased slightly in terms of turnover
from 22.5% to 21.8%. In terms of percentage this seems like a small setback, but in absolute terms
the decrease of 0.7% meant a turnover decrease of almost $50 million! As a result of this
downward trend, The Coca-Cola Company decided to introduce a sweeter cola on the American
market under the name “New Coke”. Extensive blind product tests of 190.000 (!) Canadian and
American consumers in the age group of 13-59 years showed that 61% of the people involved
liked New Coke better than traditional Coca-Cola. On 23 April 1985 New Coke was introduced
on the American market and the old Coca-Cola disappeared from shelves. Shortly after the
company made the product change known, there was a rush for the old Coca-Cola and consumer
protests became loud and frequent. These protests led, among other things, to the establishment of
the “Old Coke Drinkers of America”, which quickly grew to an association with 60.000 members.
The leader of this association, Gay Mullins, went to court against The Coca-Cola Company from
Atlanta (Georgia). The “Old Coke Drinkers of America” not only accused The Coca-Cola
Company of fraud because of the fact that it brought a new product on the market in an old package,
but Mullins’ association also wanted to force The Coca-Cola Company to reveal the secret
ingredient formula of Coca-Cola (this formula was seen as the property of the whole nation). These
are a few quotes from the consumer protests:

Coca-Cola has denied us one of the fundamental rights guaranteed by the American constitution:
freedom of choice.

Changing Coca-Cola would be like painting the White House green.

What ignoramus decided to change the formula of Coke?!?! The new formula is gross, disgusting,
unexciting, and WORSE THAN PEPSI!!!

As a result of these protests, The Coca-Cola Company finally succumbed and reintroduced the old
cola under the name Coca-Cola Classic on 10 July 1985. At the end of 1985, the turnover share of
Coca-Cola in America was again more than 25%. In America, The Coca-Cola Company has
exploited both Coca-Cola Classic and New Coke for some time; however, in Europe (and other
parts of the world) New Coke was never introduced. At the time that The Coca-Cola Company
brought both Coca-Cola Classic and New Coke on the market, Pepsi-Cola mockingly spoke of
“Coke are it” instead of “Coke is it”. This New Coke case makes it clear that apparently for
consumers there is a difference between a branded article and a product. Although more than half
of the consumers questioned in taste tests indicated a preference for New Coke (the sweeter cola),
the public was apparently not comfortable with the idea of tampering with one of America’s most
prominent brands.

What was made clear by the reintroduction of the Classic Coca-Cola is that — despite the fact that
consumers rated the new, sweeter cola higher in blind trials — the brand Coca-Cola had such an
emotional value that consumers did not appreciate the branded article being changed. This incident
made it clear that the brand experience of consumers can differ significantly from the product
experience and that even one of the strongest brands in the world is in the end dependent on
consumer acceptance. In essence, this case makes it clear that a brand can have a certain value for
consumers that cannot be derived from the physical product itself.

Speaking 3. Work in pairs. Discuss the following questions. Then discuss them in a group.

1. What is branding?
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2. Why is branding important to business?

3. How can business build a strong brand?

4. Give an example of successful brands.

5. Do you have your favourite brand? Which? Why do you like it?
6. What mistakes do companies do companies make with branding?
7. What is the most important quality of a good brand for you?

coO~J e o o o o o o o o

9.

10.
11.
12.
13.
14.

Cool

Value for money

Durable

Modern

Exotic

Timeless

Exclusive

Fashionable

Luxurious

What is the alternative to branding for small business?
What is a strong brand?

Why is brand so valuable for the company? Give examples.
What is brand equity?

Name four consumer perception dimensions.

What makes a brand valuable? Give examples.
Explain what a consumer’s loyalty is.

How can a company make its brand valuable?

Unit 2. Travel. Organisation of Travel and Accommodation in Business

Different Types of Meetings
Types of meetings depend on the size of an
organisation, the issues that need to be
discussed and the number of people that will
possibly be attending.
. A standing meeting is exactly what it
is in the name (a meeting standing up). These
meetings are often held on a day to day basis
by the manager for short periods of time.
They are typically used when the manager
has to inform employees of simple changes
or tasks that need beginning and completing.
. A conference is a highly planned and
organised meeting and are vastly based on discussion and opinion. They are held by a
chair person to discuss one or several topics and often have a high attendance of different
people within the organisation. Sometimes conference calls take place. These can involve
one or more people and are similar to above expect are held over the phone.
A presentation is a meeting that is held to inform employees about changes to routine,
rules and procedures. The planning of a presentation is often very time consuming as it is
vital that all information is precise and detailed. In a presentation there are often one or
two presenters and atendees usually have a chance to talk about any queries at the end.
A topical meeting are meetings that are held to discuss one individual topic.
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e Emergency meetings are held suddenly, often without much planning and notice. They
usually involve discussions about crisis either internal or external to the organisation. An
emergency meeting will need to be attended by all members of a team which may cause
disruption to a days work, yet is very important. An agenda is not necessary for an
emergency meeting due to the short notice, however minutes should still be noted either
during or after the meeting.

Administrative Support for Meetings
It is vital that administrative support is provided for meetings. Before a meeting is held, a list
should be made of all the attendees and brief information should be gathered about the purpose
of the meeting. As people enter for the meeting it is important that somebody takes a note of who
arrives.

There should always be a minute taker; these are people who write down about the discussions
and agreements that take place during a meeting, enabling people to refer back to them. As
people enter the area for the meeting, it is important that somebody writes down the names of the
people there in case a second meeting needs to be held with the same attendees. Also this enables
the manager etc to know who has been given the new objectives or who is aware of the new
outcomes.

Administrative support is also needed whilst planning and organising a meeting (refer to
question 3 for what they help with).

Organising Meetings

When organising a meeting, consider the purpose of it and who will be the 'head' of the meeting.
A suitable time should be arranged so that the meeting does not conflict with any important
appointments of the people involved in the meeting. The length of the meeting should be planned
as well as a list of who will be attending and a suitable venue should be chosen (one that all
attendees will be able to get too). An agenda should be created; this is a list of items outlining the
topics to be discussed at the meeting.
If any refreshments are to be provided, the amount should be thought about and depending on
how far/close the meeting is, the refreshments should be bought and stored correctly. Special
diets should be considered.
Disability access should be considered to support attendees. If necessary, the location of the
meeting should be checked to ensure it is suitable for wheelchair access etc. Sign language
interpreters could be hired or invited to attend to help with communication.

Business Accommodation
When travelling for business purposes the area could be local or international. It is important that
all of the different travel options are researched before booking to compare the suitability and
reliability as well as the different types of accommodation.
Different travel options: car, taxi, bus, coach, train, boat/ferry, plane
Different types of accommodation: Hotel, bed and breakfast.
It is very important within the business sector to confirm instructions and requirements for
business travel and accommodation. When arranging business travel with accommodation, the
planning process is very important. The amount of people travelling and the budget will need to
be discovered to move forward with the planning process.

Firstly the different types of business travel should be known; is the travel going to be local or
international? Once the location is confirmed careful consideration should be used to choose
accommodation. Hotels often provide three square meals a day (which can include a packed
lunch) yet can be quite expensive. However they provide visitors with lots of different facilities
including public rooms in the hotel and may also provide free WiFi which will enable business
workers to keep up-to-date with their tasks whilst in their room and will enable them to
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communicate with fellow workers. Bed and Breakfasts always provide breakfast in the morning
which is inclusive in the cost of somebody's stay. The facilities in some bed and breakfasts are
limited, which should not be too much of a concern as when on business travel it is likely that
the worker will not often be in their allocated room.

When booking travel it is important that extra research is done. If the hotel/bed and breakfast has
a curfew time for booking in it is vital that the business worker arrives there before. In some
cases it is easier to travel the day before to settle into a room and to relax until work begins.
Expenses will need to be checked carefully so that the cost is within budget.

Tickets for travel and the hotel/bed and breakfast rooms(s) should be booked in advance to avoid
disappointment and stress. In some cases, business travellers may be provided with a certain
amount of money to buy food, to travel by bus or taxi and to provide for other needs.

When the planning is complete all staff members to participate for the business travel should be
given the details about the travel and accommodation so that they are able to prepare and know
the exact details of what they are doing.
It is important to keep records of business travel and accommodation to keep track of cash flows
and company profits as the money used for a business travel is often set to a budget. If details are
kept about travel and accommodation, for example how much money they cost and their
suitability, the record may be referred back to in the future to save money and/or find better
accommodation.
It is also helpful to keep records as it enables communication to employees about possible
changes during their travels.

Types of Office Equipment
Stationery: Stationery is largely used within the office. Examples of stationery: Pens, pencils,
staplers, paper-clips, post-it notes, rulers.

Security System: Within my workplace, all office doors are kept shut and have coded locks.
This is to ensure that the public and unauthorised people can gain access to patients files as well
as petty cash. There are also CCTV cameras within reception and outside the building to ensure
safety of both internal and external customers. All staff computers have a special 'panic' button
which when pressed, pops up as an alert on other staff computer. This warns them that you are
under distress and it is our policy that if this happens whilst we are not dealing with the patient,
we are to go to the staff member who activated the panic button to see what is wrong.

Computer: A computer is one of the main pieces of equipment used in the office. They contain
different software, for example Microsoft word, which allows members of staff to create letters
etc. Computers are usually connected to the internet which enables online communication and
research. Special anti-virus software should be installed on all computers for safe use when using
the internet. It is also important that all work is backed up in case to avoid losing work. Most
software on computers can be password encrypted to only allow authorised access and to protect
confidentiality.

Printer/Photocopier: Photocopiers are used to make copies of documents that are on paper. It is
always useful to have copies of information especially if it concerns a customer.

Scanner: Scanners are connected to computers and are used to transfer something from paper
onto the computer. My job in my workplace is to use the scanner to put patient notes and hospital
letters onto the system for allocating.

Desks and Chairs: Most employees within an office organisation are assigned to their own
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desks. In some organisations employees 'hot desk'. This means that they do not have their own
area, they just take wherever is available.

Fax Machine: Fax machines are used to copy documents to an external business. Each fax
machine has an individual number, much like a telephone number, which makes it available for
other businesses to forward you information straight away.

Franking Machine: Franking machines are used to weigh and 'print' on envelopes
(letters/parcels) so that they can be posted. Credit is bought for and input into the machine to pay
for the stamp costs which can be changed to either Ist or 2nd class.

(refer to unit 12 for more information about franking machines)

Laminator: Paper or card is inserted into a laminator which then gets 'sealed' in a plastic
covering to protect them from water damage and tear. Documents are often laminated if they are
to be put on display for example posters or instructions.

Landline phone: Phones are nearly always used in the office. They can be used to give/receive
external as well as internal calls. Within my workplace telephones are used to communicate with
other employees and are used to call other health businesses and patients. We also receive
incoming calls from patients who may have a query or who are willing to book an appointment.
Each telephone also has a 'mail box' where people calling can leave a message if you are unable
to answer it. They can be also be put onto a 'do not disturb' setting.

Filing Cabinet: A filing cabinet is used to organise and store documents. They often have
multiple drawers and sections which can be labelled to help with organisation. Within my work
place we have filing cabinets especially for patients personal data which are arranged in
alphabetical order by surname and can be locked. An advantage of many of these is that they are
fireproof so vital information will not be destroyed if a fire occurs.

Shredder: Shredders may be used in the office to dispose of private and confidential information
about another member of staff or a customer/patient. This is to ensure that no unauthorised
people can obtain the information. The Data Protection Act states that personal information
should be 'kept for no longer than is absolutely necessary'. Within my work place we shred any
confidential information that is no longer needed.

Safe: A safe is a piece of vital 'equipment' for an office if the storage of money takes place. A
safe will securely store the money and only authorised people should know how to access it
either by a key or a code. The key(s) to a safe should also be kept in a secure place to avoid loss
or theft.

Using Office Equipment
When selecting office equipment to complete a task, it needs to be considered what the task
requires you to do. If you have to write a letter, you may choose to use Microsoft Word on a
computer and then use a printer. (Consider available resources: there may not be enough paper to
print.)
It is also important to consider the amount of time you have to complete a task. For example if
you are required to make a chart, it will take more time drawing it free-hand than if you are using
software on a computer.
If the task involves providing other people with information, does this need to be done quickly or
is speed not very important? Faxing and the use of telephone communication are almost instant
whereas e-mailing depends on how long it takes somebody to access and read it.
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Expense and quality will also need to be considered when undertaking a task. Some office
equipment can produce higher quality documents but at a high expense, this will need to be
carefully planned.

It is important to keep waste to a minimum in the working environment as performance will
be more efficient and customers/patients will feel more at ease. Correct training should be
provided to all employees including how to identify and minimise waste.

The use of e-mail helps to reduce paper waste as meeting minutes, newsletters etc can be sent to
staff e-mails instead of being given to them on paper.

If an employee is using a printer, they should only print the amount of pages that they need and
if possible, duplex them. This can also apply when using a photocopier.

'Electric waste' is also highly important to reduce: bills will be lower and the building and
environment will be more economic. When the working day has ended all lights should be
switched off as well as computers and their components (scanners, printers, photocopiers).
Central heating or air conditioning should only be used if necessary.

Exercise 1. Vocabulary. Business travel terms
The acronym MICE is often used to describe the different parts of the business travel industry.
What do you think the letters stand for?

Exercise 2. Look at the table and find the four words, beginning with M, I, C, and E which
mean the following.

1 occasions when people come together to discuss or decide something - usually involving a
small number of people

2 journeys or holidays given to a worker or group of workers as rewards for good work

3 large official meetings, usually lasting for a few days, at which people with the same work or
interests come together to discuss their views

4 events at which products and services produced by different companies are shown to the
public

Individual business travel Business tourism

* Presentations * Meetings and seminars
* Conferences
* Product launches

 Consultations * Incentive trips (team, family)

* Investigations » Exhibitions (trade fairs, trade shows, consumer
shows)

* One-to-one meetings * Corporate hospitality (spectator, participative)

Exercise 3. Match the events (a-e) in the text with items from Business tourism from the table.
Then complete the sentences (1-5) with the words or phrases below.

delegates a PowerPoint presentation stands gala banquet box
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a : The World Federation of Tour Guides is meeting in Hong Kong to discuss a
number of issues affecting their business and to hear talks from key representatives of the
industry. There will be ! from all over the world.

b : Hammond Brothers Ltd are pleased to announce their new 'Green machine' power-
cycle, ideal for the business person and the weary sightseeing tourist alike. Come to the Meeting
Room of the Imperial Hotel for 2 by the Chief Designer and the Sales Manager. Drinks
and snacks will be provided.

c : Join us for the final of the Rugby League World Cup for champagne and a superb
buffet lunch. Watch the game from the comfort and luxury of our own private

d : As a reward for achieving record sales figures in the last financial year, the
Directors of General Instruments Inc. are delighted to invite you on a tour of the capitals of
Western Europe. On the final evening the CEO will attend the *to personally thank you.
e : FITUR is the world's largest travel show after ITB Berlin. There are three trade days
(with 75,000 professional visitors expected) and two consumer days (with 50,000 visitors
expected). FITUR is also the major event for Latin American tour operators contracting their
European tours. Industry partners can hire > for five days for approx €4,000.

Exercise 1. Make a list of five different products from the tourism industry.
EXAMPLE a package holiday

Exercise 2. Think of different ways you could advertise them. Which ones are the most
effective?

The marketing process in travel and tourism
Every day of our lives we can see examples of travel and tourism marketing around us - adverts
on TV, adverts in newspapers and magazines, brochures in travel agencies, internet pages, posters
in stations, etc. This is because all tourism businesses need to market their products if they hope
to be successful. But marketing is not just advertising; it is about researching and identifying the
needs of a specific group of customers, and then creating a product that satisfies them.

Reading
A large hotel chain, for example, will spend a lot of time and money finding out what its guests
want-what kind of services and facilities they need most, which location they prefer, or how much
they are prepared to pay. It will then develop a new product, taking care to gear it to the customers'
needs. Then, once the company has the right product, it will use different promotional techniques
to let its clients know about it
Private companies are not the only ones that use marketing. Tourist boards and other public sector
organizations also have products, and it is important that their customers are aware that these exist.
From a museum in a country village to the multiple attractions of a major city like Sydney, all
travel and tourism products need good marketing.
The marketing process does not end after a product has been sold, however. Customers might not
be happy with it, and of course people's tastes change with time. Because of this, it is essential to
evaluate how
customers feel about a product. With the results of the evaluation, it is then possible to improve
your product, and in this way continue to meet your customers' expectations.

What is marketing?
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1. Look at the statements on marketing. Decide if they are true or false.
e Marketing is the same as advertising.
e Marketing means knowing what your customers want.
e Marketing is what you do before the product is sold.
e Marketing is done by both public and private organizations.

2. Which stage are these marketing activities part of
1 develop?
2 monitor?
3 research?

3. Which stage of marketing
1 is the most expensive?
2 needs most creativity?
4. Which part of the marketing process do you think you would be good at? Why?

Exercise 3. Vocabulary. Marketing technology. Match 1-9 with a-i to produce marketing tips.

1 monitor... a ... and wants the first thing you must find out.

2 advertise... b ... your customers’ preferences by using market research.

3 research... C ... the effectiveness of your advertising and promotional techniques.
4 knowledge. .. d ... uses questionnaires to find out what people want.

5 evaluate... e ... of what your clients want is essential in marketing.

6 tastes... f ... the market carefully before you create your product.

7 identify... g ... your product in the places where your customers will see it.

8 needs... h ... your product towards your clients.

9 gear... I ... change with time so products must change too.

Like most service industries, tourism is labor
intensive; that is, it employs a high proportion of people
in comparison to the number that it serves.

The range of jobs is also very wide, from unskilled, like
a dish washer in a restaurant, to semi — skilled, like a
waiter or a chambermaid, to skilled, like a travel agent or
a tour operator. In addition, tourism generates many jobs
that are not usually considered to be within the industry
itself — jobs in construction, manufacturing, and
merchandising.

A majority of the jobs in tourism have one common feature: contact with the public, including
both the positive and negative aspects of dealing with ordinary human beings. Anyone who has
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chosen a career in tourism should enjoy working with people and be tolerant, especially since the
irritations of travel can bring out the worst qualities in some people.

In majority of the jobs in which it is necessary to deal with the public, language skill is necessary
or desirable. People who hold jobs of this kind include travel agency employees, ticket and
reservation agents, airline flights personnel, front — desk employees in hotels, tour conductors or
guides, waiters, barmen and so forth. The degree of language skill may vary from using special
terms in catering service jobs to speaking fluently among travel agents and tour guides. The degree
of language skill may vary according to the location of the job.

The tourist industry differs from many others as it employs more women than other kinds of
business. Indeed, women are found at all levels. Many successful travel agents are women who
have established independent enterprises after gaining experience elsewhere in the industry. There
are many different ways to acquire the necessary experience. Some agents begin as clerical
workers or secretaries in travel agencies or in the transportation companies. Particular jobs that
provide useful knowledge include those of ticket agent and reservations agent for the airlines.

In addition to dealing with the public, the travel agent must deal with people who work for other
components in the industry. One of the most important aspects of the job is keeping important of
the highly complex pricing policies of airlines and the resort hotels. The agent must also keep up
with other development in the industry — new resorts, changing travel regulations, new services.
So travel agents who go on familiarization tours are given lavish treatment so as so impress them
favorably with the services that are being offered.

The people who write about travel also receive lavish treatment from the tourist industry. There
are relatively few travel writers, but they fill an important place in publicizing the industry. Some
of them work full — time for magazines or newspapers. Others are free — lancers: they work for
themselves and sell their articles to any publication that is interested in them. There is also a small
industry involved in writing and publishing travel guidebooks.

The tour operators work much within the framework of ordinary corporate practice than the small
retain agencies do. Companies like Cook and American Express employ people in nearly all phases
of tourism, ranging from the jobs that would be found in a retail travel agency to those that deal
with packaging tours or establishing overall policy for the companies.

They also employ a large staff to work on advertising and publicity.

Exercise 4. Work in pairs and discuss the following questions.

1. How often do you travel? What mode of transport do you prefer?

2. Do you like to travel? Why?

3. Which countries do you like to travel to? Give your reasons.

4. How do you usually plan your trip? What preparations do you do before going on vacation?
5. What can you say about the tourism sector in Belarus?

6. What recommendations can you give to develop the tourism in Belarus?

7. Name the most important and interesting places of interest in Belarus?

8. Would you like to work in the tourism sector of economy? Why or why not?

9. What advice can you give to foreign tourists who come to Belarus?

10. What would you like to tell tourists from abroad about your native country?
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Unit 3. Change.

Speaking 1. Discuss the following questions in pairs. Choose the most interesting ones and
discuss them with your classmates.

STUDENT A's QUESTIONS

(1)
2)
€)
(4)
©)
(6)
()
(8)
©)

Do you like change?

What's the biggest change you've made in your life? Was it good / bad?
Are you good at dealing with change?

Do you think change is important?

What is the biggest change this world needs?

What things in your life would you hate to change?

What three things about your past would you like to change?

What advice would you give to someone who hates change?

What happens to people who find it difficult to change?

(10) Can you teach someone to accept and like change?
STUDENT B's QUESTIONS

(1)
2)
€)
(4)
©)
(6)
(7
(8)
)

Is the world changing faster than before?

How do old and young people cope with change?

What is the biggest change you'd like to make to your life?
Why are some people better than others at dealing with change?
What has changed in your life compared to ten years ago?

Is change always good?

What has been your biggest life-changing event?

What would you like to change about yourself?

How has your society changed in the past decade?

(10) What will change in the future?
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Successful PR, media strategy, creative and advertising
executives from Forbes Agency Council share trends and

tips.

The move into 2018 also comes with a shift in digital marketing. New trends are entering the
marketplace and your company needs to pay attention or you may be forced by the wayside. With
the need to become more visible and reach more customers, the digital marketing of tomorrow
offers advancements in emerging technologies as consumers demand a more integrated
experience.

Fifteen members of Forbes Agency Council share what they think will be the major digital
marketing trends of 2018. Here is what they had to say:

Forbes Agency Council members offer their best insights.

1. Augmented Reality Integrated Through Social Media

As our mobile devices become more powerful and social apps better integrate with AR, brands
will use AR to better engage with consumers. For example, using your location, brands could
trigger sponsored AR content, which can only be accessed at that spot, at that time. Pokémon Go
was the pioneer with this idea, and I feel Instagram and Facebook will soon be integrating this tech
into its platforms. - Chris Carter, Rep Interactive

2. Collapse Of The Influencer Market Brands pour millions of dollars into influencers now, but
by and large they're either not measuring or not seeing the results they could get from alternative
marketing spends. The market will collapse as brands zero in on a few select individuals who drive
results or move to organic grassroots promotion, and away from high-cost, middle-tier influencers
who drive awareness but little ROI. - Craig Greiwe, Rogers & Cowan

3. True Understanding Of Customer Journey Data-driven marketing is a powerful tool, but
how that data translates to the customer journey will be paramount in digital marketing success in
2018. Strive first to use data to know where your consumers will be on every step of their
purchasing path, learn what appeals to them, and design your marketing to touch them all along
their journey. - Katie Harris, Spot On Solutions

4. More Targeted Ads With Specific Purpose People already have minimal attention spans and
get served with so many ads on a daily basis. I think ads will become more singularly purposed in
nature, with a very specific goal and goal conversion place in mind, whether it be a mobile or
desktop experience. I also think that the mobile ad platforms will show major growth in 2018,
including Facebook, Instagram, Snapchat, etc. - David Kley, Web Design and Company
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5. Professional Live Video Video will continue to be a trend in 2018 but not just video,
professional live video. Every social media platform is jumping into live video and adding new
features monthly to their platforms. Live video is a great way to connect with your audience, and
the shaky, holding-a-phone-in-your-hand live video won't be acceptable anymore. - Thomas
Brodbeck, Site Strategics

6. Conversational User Interfaces Conversational interactions, such as Amazon's Alexa,
Google's Assistant, Microsoft's Cortana, chatbots and others, will continue to find their place in
consumers' daily routines and lives. Conversation is the original user interface. It's extremely
natural and will allow for brands to naturally interact with consumers that want information, or to
transact, or just to be entertained. - Andrew Howlett, Rain

7. Video Marketing Video is becoming the most popular and influential form of digital content
for businesses today and if done right, it can have a very positive impact on your business. As our
attention spans decrease, marketers are heavily relying more and more on creating video content
to boost search engine rankings, increase engagement and website traffic rates, as an example.
- Solomon Thimothy, OneIMS

8. Personalization Along All Stages Of The Sales Funnel Impersonalized email blasts and ads
are going the way of the fax machine. Becoming hyper-targeted and focusing on personalizing
every interaction is becoming increasingly important. Personalized landing pages should be
connected to every one of your advertising campaigns. Attention is a currency, and building a
personalized connection with prospects will be critical for digital marketing in 2018. - Twila
Grissom, Acorn Digital Strategy

9. Contextual Targeting Strategies In the context of General Data Protection Regulation
(GDPR), we can expect that it will be more complicated for ad tech vendors to track user behaviors
with cookies. Audience targeting strategies will be progressively replaced by contextual targeting
strategies and it will be mandatory for advertisers to understand what each page context is all
about, for targeting and brand safety purposes. - Julien Verdier, Adyoulike

10. Cost Per Experiment As A Leading Metric Smart digital marketers will continue to get
closer to a true ROI on their work by identifying all the old metrics rolled up into a cost per
experiment — those old metrics like CPM (impressions), CPC (clicks), CPL (leads) and even CPP
(pixels) the advanced marketers were tracking. With too many channels and even more martech
tools to consider, marketers must run experiments and measure outcomes. - Todd
Earwood, MoneyPath Marketing

11. Native Advertising Companies seeking to enhance market reach, brand relevance and
improve overall engagement can benefit greatly by implementing native advertising into their
digital marketing strategy. Engaging with your audience by utilizing native language and your
proprietary tools increases the opportunity to expand viral sharing and can lead to developing a
more involved relationship with your target market. - Timothy Nichols, ExactDrive, Inc

12. Digital Integrated Into Offline Experiences I believe that in 2018, digital will no longer
stand alone as a separate discipline. We will see it become more integrated into real-life
experiences and the two will become seamless. We have started to see this in professional sports
and arena events where the online experience begins prior to the event and continues during the
event. I expect to see marketers experiment with this in 2018. - Lisa Allocca, Red Javelin
Communications
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13. Voice Marketing Google says that 20% of its mobile queries are voice searches, and that
number is only going to increase as consumers get used to asking Alexa, Siri and their smart fridge
for insight on what to buy. Marketers need to prepare by creating content that captures these types
of searches, and advertising in non-traditional places (like sponsoring smart-fridge
recommendations). - Brett Farmiloe, Markitors

14. Predictive Algorithms Application programming interfaces are opening for machine-learning
algorithms, natural language processing and artificial intelligence. This is enabling any size
business to better predict its marketing spend to optimize its overall budget. This is a huge
advancement, given that marketers are often biased in their methodologies. - Douglas Karr, DK
New Media

15. Different Kind Of Content Marketing With new formats evolving every day and the
popularity of video, content marketing is no longer about writing blog posts and listicles. Voice
search will alter a lot of content strategies to aim more for featured snippets or present interactive
tutorials that can be spoken to people as they complete mundane or complex tasks. Content will
be more interactive and integrate with other UI features. - Kristopher Jones, LSEO.com

Forbes Agency Council is an invitation-only community for executives in successful public
relations, media strategy, creative and advertising agencies. Do I qualify?

Speaking 2. Answer the following questions.

1 What global issues are in the news at the moment?
2 Which issues are you most worried about? Why? Are there any you are not worried about?
3 Which ones affect your company, your working life, and you personally?

Reading 2. Read the text and find out when the global oil crisis is predicted to start.

Oil is running out and the race is on to find an alternative source of energy. Over the last 40 years
oil has been used worldwide to give us food, warmth, chemical, medicine, clothing and most of
all, mobility. But now Jeroen van der Veer, CEO of the oil multinational Royal Dutch Shell, has
named the year that our needs will exceed supply of oil. He predicts global demand for oil will
rise dramatically in the next years due to population growth and the rapid economic development
of countries such as China and India. He forecasts that, because of this, the world supply of oil
will no longer be able to meet that demand as early as 2015.

Despite the urgency of this problem and the millions invested in renewable energy using sources,
such as wind, waves, and sunlight, world governments are far from finding a solution. This means
that if we don't take the oil shortage seriously, the energy crisis will happen sooner than we think.

Exercise 1. Work with a partner and answer these questions,

1  What is oil used for, apart from cars?

2 What reasons does Jeroen van der Veer give for the rise in the demand for oil?
3 What measures are governments taking to prevent the energy crisis?

Exercise 2. Match the phrases in bold in the text to definitions 1-7 below.

1. energy whose source will always exist
2. the need for something in the world
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an improvement in financial conditions
a time when energy will cause problems
an increase in the number of people

a situation where there is not enough oil
the amount available in the world

Nk Ww

Exercise 3. Work with a partner. Take turns to say the first word of the phrases in 2 and for
your partner to say the second word.

Example: A global
B demand

Speaking 3. Read the situations below. Try to imagine getting into these situations. Describe
your actions and ways to cope with the situations.

Situation 1. Imagine that a company you are working for is entering the global market.
You receive an offer to move to one of the EU countries and become an executive
director in a new subsidiary. Will you accept the offer? What problems can you face?
What changes will become the most difficult and the most favourable for you?

Situation 2. You are an accountant in a multinational corporation. Due to economic
recession, your company is reducing the staff now. You are one of those people who
were fired. Is this situation stressful for you? What challenges can you face? What
actions will you take next?

Situation 3. Imagine that one of your parents was promoted and offered a highly paid

position in Argentina. He (or she) decided to accept the offer. Do you think that this is
a significant change in your life? What is concerning you? What will you do first?
What should you do to make this situation easier for you?

Situation 4. Your managing director decided to promote you. He offers you a
managing position in one of your company’s subsidiary. However, you will be the
youngest manager in the team. Will that be challenging for you? What will you do to
prove you are a valuable member of you new team?

Situation 5. You were a manager in a marketing department in a well-known company.
You keep your job after a merger, but now you are a less powerful position. What do
you think about this change? How will it affect you? What are you going to do next?

Situation 6. Y ou are a managing director in an oil company. You are asked to relocate
to a dangerous foreign country. High salary, luxurious apartment and profitable
bonuses are included. Will you accept an offer? What will be challenging for you?
Name the most difficult aspects in this situation.
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Unit 4. Organisation.

Speaking 1. Starting up. Work in pairs. Answer the following questions.

1. What is the difference between small and large companies?

2. Name the advantages and disadvantages of running a small firm.

3. Enumerate the advantages and disadvantages of running a large company.

4. Which of these companies would you like to work for? Why?

5. Can you name a company you would like to work for in the future? Explain your choice.

6. Give an example of the most successful multinational company. Tell what you know about it.
7. Would you like to start up your own company? Why or why not?

8. What kind of a company would you like to start up?

9. Which Belarusian companies are doing well?

10. Which Belarusian companies are not doing well? What recommendations can you give to these
companies?

Exercise 1. Before you read discuss these questions:
e How many different ways of organizing or structuring a company can you think of?

e If you work for a company or organization, how would you describe the company
structure?

Exercise 2. Read the text about the different ways in which companies are organized and answer
these questions:

e Four main kinds of organizational structure are described in the article. What are they?
Is one kind of or

ganizational structure more common than the others?

When did “delayering” take place?

What were the reasons for delayering and what were the results?

How does Julia MacLauchlan describe Microsoft’s organizational structure?
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Roisin Ingle hears how efficient management structures
are vital for success

The need for a solid structure within all business entities is

“absolutely fundamental”, according to Ms. Angela Tripoli,

a lecturer in Business Administration at University College

Dublin. “Organizational structure concerns who reports to
whom in the company and how different elements are grouped together. A new company cannot
go forward without this and established companies must ensure their structure reflects their target
markets, goals and available technology”. Depending on their size and needs there are several
organizational structures companies can choose from. Increasingly though, in the constantly
evolving business environment, “many firms are opting for a kind of hybrid of all of them”. The
most recognizable set up is called the functional structure where a fairly traditional chain of
command (incorporating senior management, middle management and junior management) is put
in place. The main benefit of this system is clear lines of communication from top to bottom but it
is generally accepted that it can also be a bureaucratic set up which does not favour speedy
decision-making. More and more companies are organizing themselves along product lines where
companies have separate divisions according to the product that is being worked on. “In this case
the focus is always on the product and how it can be improved”. The importance for multinational
companies of a good geographic structure, said Ms. Tripoli, could be seen when one electrical
products manufacturer produced an innovative rice cooker which made perfect rice - according to
western standards. When they tried to sell it on the Asian market the product flopped because there
were no country managers informing them of the changes that would need to be made in order to
satisfy this more demanding market. The matrix structure first evolved during a project developed
by NASA when they needed to pool together different skills from a variety of functional areas.
Essentially the matrix structure organizes a business into project teams, led by project leaders, to
carry out certain objectives. Training is vitally important here in order to avoid conflict between
the various members of the teams. During the 1980s a wave of restructuring went through industry
around the globe. This process, known as delayering, saw a change in the traditional hierarchical
structures with layers of middle management being removed. This development was, driven by
new technology and by the need to reduce costs. The overall result was organizations that were
less bureaucratic. The delayering process has run its course now. Among the trends that currently
influence how a company organizes itself is the move towards centralization and outsourcing.
Restructuring has evolved along with a more “customercentric” approach that can be seen to good
effect in the banks. They now categorize their customers and their complex borrowing needs into
groups instead of along rigid product lines. Another development can be seen in larger companies,
which are giving their employees more freedom to innovate in order to maintain a competitive
edge. Ms. Julia MacLauchlan, Director of Microsoft’s European Product Development Centre in
Dublin, said the leading software company had a very flat organizational structure. “There would
not be more than around seven levels between the average software tester and Bill Gates”, she
said. Microsoft is a good example of a company that is structured along product lines. In Ireland,
where 1,000 employees work on localization of the software for all Microsoft’s markets, the
company is split up into seven business units. Each unit controls the localization of their specific
products while working closely with the designers in Microsoft’s Seattle Headquarters. It works,
said Ms. MacLauchlan, because everyone who works in the unit is “incredibly empowered”.
“Without a huge bureaucratic infrastructure people can react a lot more quickly to any challenges
and work towards the company’s objectives”.

Exercise 3. Match these definitions with the four organizational structures described in the text:
1. A cross-functional structure where people are organized into project teams.
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2. A structure rather like the army, where each person has their place in a fixed hierarchy.
3. A structure that enables a company to operate internationally, country by country.
4. A structure organized around different products.

Exercise 4. Use an appropriate phrase from the text to complete each sentence:
1. Banks need to be fully aware of their customers’....................... .
2. Silicon Valleyis full of ... .
3. Many companies are now organized along ........................... , in which each division is
responsible for a group of products.
4. A matrix organization groups people into .......................... .

5. Some companies are divided into different ............................. , often also called profit
centres.
6. A multinational company will often have a number of .................. , in charge of activities in

different parts of the world.

Exercise 5. Complete these sentences with an appropriate preposition:

1. Organizational structure concerns who reports ............... whom. 2. Depending
................... its size, there are several organizational structures a company can choose from. 3.
Many companies are organizing themselves ................. product lines. 4. In the 1980s a wave of
restructuring went ....................... industry. 5. Delayering was driven ....................... the
need to reduce costs. 6. Microsoft in Ireland is split ...............c. vl seven business
units.

Speaking 2. Questions for discussion.

1.Is there a particular company you would like to be a part of? Why?
2.Is there a particular company you would definitely not want to be a
part of? Why?
3.Would you prefer to work in a large international company or a
small local company? Why?
4. Which type of company do you think treats their staff better - small
family companies or big international ones?
5. How would you feel if your company asked you to move to a different country to help your
career?

Reading 2. Exercise 1. Before you read discuss these questions:
> How many different ways of organizing or structuring a company can you think of?
> If you work for a company or organization, how would you describe the company structure?

Exercise 2. Read the text about the different ways in which companies are organized and answer
these questions:

> Four main kinds of organizational structure are described in the article. What are they?

> Is one kind of organizational structure more common than the others?

> When did "delayering" take place?

> What were the reasons for delayering and what were the results?

> How does Julia MacLauchlan describe Microsoft's organizational structure?

Roisin Ingle hears how efficient management structures are vital for success
117



The need for a solid structure within all business entities is "absolutely fundamental", according
to Ms. Angela Tripoli, a lecturer in Business Administration at University College Dublin.
"Organizational structure concerns who reports to whom in the company and how different
elements are grouped together. A new company cannot go forward without this and established
companies must ensure their structure reflects their target markets, goals and available
technology".

Depending on their size and needs there are several organizational structures companies can
choose from. Increasingly though, in the constantly evolving business environment, "many firms
are opting for a kind of hybrid of all of them".

The most recognizable set up is called the functional structure where a fairly traditional chain of
command (incorporating senior management, middle management and junior management) is put
in place. The main benefit of this system is clear lines of communication from top to bottom but it
is generally accepted that it can also be a bureaucratic set up which does not favour speedy
decision-making.

More and more companies are organizing themselves along product lines where companies have
separate divisions according to the product that is being worked on. "In this case the focus is always
on the product and how it can be improved".

The importance for multinational companies of a good geographic structure, said Ms. Tripoli,
could be seen when one electrical products manufacturer produced an innovative rice cooker which
made perfect rice - according to western standards. When they tried to sell it on the Asian market
the product flopped because there were no country managers informing them of the changes that
would need to be made in order to satisfy this more demanding market.

The matrix structure first evolved during a project developed by NASA when they needed to pool
together different skills from a variety of functional areas. Essentially the matrix structure
organizes a business into project teams, led by project leaders, to carry out certain objectives.
Training is vitally important here in order to avoid conflict between the various members of the
teams.

During the 1980s a wave of restructuring went through industry around the globe. This process,
known as delayering, saw a change in the traditional hierarchical structures with layers of middle
management being removed. This development was, driven by new technology and by the need to
reduce costs. The overall result was organizations that were less bureaucratic.

The delayering process has run its course now. Among the trends that currently influence how a
company organizes itself is the move towards centralization and outsourcing. Restructuring has
evolved along with a more "customercentric" approach that can be seen to good effect in the banks.
They now categorize their customers and their complex borrowing needs into groups instead of
along rigid product lines.

MacLauchlan, Microsoft's Development Centre leading software flat organizational would not be
more than around seven levels between the average software tester and Bill Gates", she said.
Microsoft is a good example of a company that is structured along product lines. In Ireland, where
1,000 employees work on localization of the software for all Microsoft's markets, the company is
split up into seven business units. Each unit controls the localization of their specific products
while working closely with the designers in Microsoft's Seattle Headquarters.

It works, said Ms. MacLauchlan, because everyone who works in the unit is "incredibly
empowered". "Without a huge bureaucratic infrastructure people can react a lot more quickly to
any challenges and work towards the company's objectives".

Exercise 3. Match these definitions with the four organizational structures described in the text:

1. A cross-functional structure where people are organized into project teams.
2. A structure rather like the army, where each person has their place in a fixed hierarchy.
3. A structure that enables a company to operate internationally, country by country.

118



4. A structure organized around different products.

Exercise 4. Match these nouns as they occur together in the text:

|17..|pr0duct |Z|teams
|2>.'|target IE|obj ectives
|?|borrowing |El|lines
|I|proj ect |E|units
I?|delayering |€'|company
|€'|country If|pr0cess
|7|business |g|markets
|§I|software |Kl|needs

|§'|company lr|managers

Exercise 5. Use an appropriate phrase from the text to complete each sentence:

1. Banks need to be fully aware of their customers'...............ccceecueenenee.

2. Silicon Valley is full of........cccccoeviieiiieniiiiieiees

3. Many companies are now organized along ...........cccocceevieeiieniennicnn. , in which each division is
responsible for a group of products.

4. A matrix organization groups people into..........ccoeceeveeerieeniennenns

5. Some companies are divided into different ............cccoevveeiiiiieniiienennnen. , often also
called profit centres.
6. A multinational company will often have a number of......................... , in charge of

activities in different parts of the world.
Exercise 6. Match these terms with their definitions:

. business entities a. focusing on the customer rather than the product

. setup b. new, original

. innovative c. companies

. flopped d. something that makes you better than other companies

. outsourcing e. did not succeed, failed

. customercentric f. structure

. competitive edge g. getting external companies to do work for your company
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Exercise 7. Complete these sentences with an appropriate preposition:

1. Organizational structure concerns who reports...............c...... whom.

2. Depending .......cccceeevuvennnee. its size, there are several organizational structures a company can
choose from.

3. Many companies are organizing themselves............c........... product lines.

4. In the 1980s a wave of restructuring went.............cccceeeeveenennne industry.

5. Delayering was driven.........cccceeeevveenneenns the need to reduce costs.

6. Microsoft in Ireland is Split.......cccceeeueeviiienieiiiiinieieciees seven business units.

COMPANY STRUCTURE

Most organizations have a hierarchical or pyramidal structure, with one person or a group of people
at the top, and an increasing number of people below them at each successive level. There is a
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clear line or chain of command running down the pyramid. All the people in the organization know
what decisions they are able to make, who their superior (or boss) is (to whom they report), and
who their immediate subordinates are (to whom they can give instructions).

Some people in an organization have colleagues who help them: for example, there might be an
Assistant to the Marketing Manager. This is known as a staff position: its holder has no line
authority, and is not integrated into the chain of command, unlike, for example, the Assistant
Marketing Manager, who is number two in the marketing department.

Yet the activities of most companies are too complicated to be organized in a single hierarchy.
Shortly before the First World War, the French industrialist Henry Fayol organized his coal-mining
business according to the functions that it had to carry out. He is generally credited with inventing
functional organization. Today, most large manufacturing organizations have a functional
structure, including (among others) production, finance, marketing, sales, and personnel or staff
departments. This means, for example, that the production and marketing departments cannot take
financial decisions without consulting the finance department.

Functional organization is efficient, but there are two standard criticisms. Firstly, people are
usually more concerned with the success of their department than that of the company, so there
are permanent battles between, for example, finance and marketing, or marketing and production,
which have incompatible goals. Secondly, separating functions is unlikely to encourage
innovation.

Yet for a large organization manufacturing a range of products, having a single production
department is generally inefficient. Consequently, most large companies are decentralized,
following the model of Alfred Sloan, who divided General Motors into separate operating
divisions in 1920. Each division had its own engineering, production and sales departments, made
a different category of car (but with some overlap, to encourage internal competition), and was
expected to make a profit.

Businesses that cannot be divided into autonomous divisions with their own markets can simulate
decentralization, setting up divisions that deal with each other using internally determined transfer
prices. Many banks, for example, have established commercial, corporate, private banking,
international and investment divisions.

An inherent problem of hierarchies is that people at lower levels are unable to make important
decisions, but have to pass on responsibility to their boss. One solution to this is matrix
management, in which people report to more than one superior. For example, a product manager
with an idea might be able to deal directly with managers responsible for a certain market segment
and for a geographical region, as well as the managers responsible for the traditional functions of
finance, sales and production. This is one way of keeping authority at lower levels, but it is not
necessarily a very efficient one. Thomas Peters and Robert Waterman, in their well-known book
In Search of Excellence, insist on the necessity of pushing authority and autonomy down the line,
but they argue that one element - probably the product - must have priority; four-dimensional
matrices are far too complex.

A further possibility is to have wholly autonomous, temporary groups or teams that are responsible
for an entire project, and are split up as soon as it is successfully completed. Teams are often not
very good for decision-making, and they run the risk of relational problems, unless they are small
and have a lot of self-discipline. In fact they still require a definite leader, on whom their success
probably depends.

> Which of the following three paragraphs most accurately summarizes the text, and why?

First summary:

Although most organizations are hierarchical, with a number of levels, and a line of command
running from the top to the bottom, hierarchies should be avoided because they make decision-
making slow and difficult. A solution to this problem is matrix management, which allows people
from the traditional functional departments of production, finance, marketing, sales, etc. to work
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together in teams. Another solution is decentralization: the separation of the organization into
competing autonomous divisions.

Second summary:

Most business organizations have a hierarchy consisting of several levels and a clear line of
command. There may also be staff positions that are not integrated into the hierarchy. The
organization might also be divided into functional departments, such as production, finance,
marketing, sales and personnel. Larger organizations are often further divided into autonomous
divisions, each with its own functional sections. More recent organizational systems include matrix
management and teams, both of which combine people from different functions and keep decision-
making at lower levels.

Third summary:

Most businesses are organized as hierarchies, with a clear chain of command: a boss who has
subordinates, who in turn have their own subordinates, and so on. The hierarchy might be
internally divided into functional departments. A company offering a large number of products or
services might also be subdivided into autonomous divisions. Communication among divisions
can be improved by the introduction of matrix management or teams.

> The text mentions the often incompatible goals of the finance, marketing and production (or
operations) departments. Classify the following strategies according to which departments would
probably favour them:

. a factory working at full capacity

. a large advertising budget

. a large sales force earning high commission

. a standard product without optional features

. a strong cash balance

. a strong market share for new products

. generous credit facilities for customers

. high profit margins

. large inventories to make sure that products are available

10. low research and development spending

11. machines that give the possibility of making various different products

12. self-financing (using retained earnings rather than borrowing)
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Exercise 9. Sentences 1 to 9 make up a short text about different ways in which companies can
be structured. Complete each sentence, by taking a middle part from the second box and an end
from the third box:

. Most organizations have a hierarchical or pyramidal structure,

. A clear line or chain of command runs down the hierarchy,

. Some people in an organization have an assistant who helps them;

. Yet the activities of most large organizations are too elaborate

. Large companies manufacturing a wide range of products, e.g. General Motors,

. Businesses that cannot be divided into autonomous divisions with their own markets

. An inevitable problem with hierarchies is that people at lower levels

. One solution to this problem is matrix management, in which people report to more than one
superior:

9. Another, more recent, idea is to have a network of flexible groups or teams
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a. are normally decentralized into separate operating divisions,

b. are unable to make important decisions, but are obliged to pass on responsibility to their boss,
c. can simulate decentralization, setting up divisions that use

d. instead of the traditional departments, which are often at war with each other;
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e. so that all employees know who their superior or boss is, to whom they report,
f. e.g. a brand manager with an idea can deal directly with

g. this is an example of a staff position: its holder has no line authority,

h. to be organized in a single hierarchy, and require functional organization,

1. with a single person or a group of people at the top,
j. and an increasing number of people below them at each successive level.

k. and is not integrated into the chain of command.

1. and who their immediate subordinates are, to whom they can give instructions.

m. each with its own engineering, production and sales departments.

n. internally determined transfer prices when dealing with each other.

o. the appropriate managers in the finance, manufacturing and sales departments.

p. they are formed to carry out a project, after which they are dissolved and their members
reassigned.

g. unless responsibilities have been explicitly delegated.

r. usually with production or operations, finance, marketing and personnel departments.

Exercise 10. Complete the text using the correct form of the following verbs:

achieve allocate balance deal with develop employ establish follow require set

The top managers of a company (1) have to............. objectives and then develop particular
strategies that will enable the company to (2)............. them. This will involve (3)............. the
company's human, capital and physical resources. Strategies can often be sub-divided into tactics
- the precise methods in which the resources attached to a strategy are (4) ........... The founders
of a business usually establish a "mission statement" - a declaration about what the business is and
what it will be in the future. The business's central values and objectives will (5) ........... from this.
But because the business environment is always changing, companies will occasionally have to
modify or change their objectives. It is part of top management's role to (6)............. today's
objectives and needs against those of the future, and to take responsibility for innovation, without
which any organization can only expect a limited life. Top managers are also expected to set
standards, and to (7) ........... human resources, especially future top managers. They also have to
manage a business's social responsibilities and its impact on the environment. They have to
(8).eeeieenne and maintain good relations with customers, major suppliers, bankers, government
agencies, and so on. The top management, of course, is also on permanent stand-by to
(9) e major crises. Between them, these tasks (10)............ many
different skills which are almost never found in one person, so top management is work for a team.
A team, of course, is not the same as a committee: it needs a clear leader, in this case the chairman
or managing director.

Complete the following collocations:

11. to set.........

12. to allocate.........

13. to......... responsibility

14. to......... standards

15. to......... and.......... good relations
16. to......... a crisis

Exercise 11. Complete the text using the following verbs:
appointed attacked combined defined constituted reviewed supervised supported

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

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

Exercise 13. Many big firms have lots of different sections and it can be helpful to know which
part of the company does what. Look at the following company departments. Which department
does which job?

Human Resources Production Marketing Finance

Sales, Financial Services, Quality, Training, Payroll, Production, Advertising, Accounts,
Distribution, Maintenance, Marketing, Customer Service, Purchasing, Personnel, Packaging

Exercise 14. What department does which job? Match each job from the column on the left to
a company department from the column on the right:

lrl|puts the product into boxes? ‘A. ‘Training
l?lpays wages and salaries? ‘B. ‘Production
l?lplans how to promote products? ‘C. ‘Marketing
lrl|has systems to prevent mistakes? ‘D. ‘Purchasing
l?l|looks after the equipment? ‘E ‘Personnel
l?ldeals with complaints? ‘F ‘Packaging
ITI|manufactures the products? ‘G. ‘Sales

l?lsends invoices to customers? ‘H ‘Accounts
Elbuys equipment? ‘I. ‘Payroll
|7I|arranges credit facilities? ‘J . ‘Distribution
|7I|helps staff develop new skills? ‘K ‘Customer Service
|7'|sends products to the customer? ‘L. ‘Financial Services
|173.'|buys media space? ‘M. ‘Quality
|7I|recruits new staftf? ‘N. Advertising

|—I|sends representatives to visit ‘O. ‘Maintenance
|—I|cust0mers? ‘ ‘
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GRAMMAR. Teoperuueckuii pazaesn

Unit 1. Present Simple and Present continuous.
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Unit 2. Talking about future.
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Unit 3. Past Simple and Present Perfect.
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Unit 4. Noun Combinations.

1. We use 's to express a relationship between a person or organisation and another person or
thing.

Mr Blake's secretary

her husband's car

BA's employees

Volvo's reputation

The 's very often means that the relationship can be expressed using have.
Mpr Blake has a secretary.

Volvo has a reputation.

2 When two nouns are used together, the first noun functions as an adjective and describes the
second noun.

a business card

a job description

an office complex

a travel agency

Sometimes three or more nouns occur together.

a company credit card (a credit card issued by a company)

a management training programme (a training programme designed for management)

3 Two nouns are joined by o f 'when the ideas are more abstract.
the cost of living

independence of mind

the joy of working and lifelong learning

4 Some compound nouns are written as one word.
database

answerphone

letterhead

headquarters

5 When compound nouns are used with a number in expressions of measurement, the first
noun is singular.

a six-lane motorway

a four-day week
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GRAMMAR. ITpakTuueckuii pazae

Unit 1. Present Simple and Present continuous.
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Unit 2. Talking about future.
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Unit 3. Past Simple and Present Perfect.
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Unit 4. Noun Combinations.

Look at the definitions and write the words.

XA R WD = e

a station from which trains leave a train station..
a bottle once containing medicine and made of glass a glass medicine bottle
a wall made of stone

a centre where information is given to tourists

a towel you use after having a bath

clothes for working in

a block of offices in the centre of a city

a graph showing sales

a card that gives you credit

a race for horses

the Director of Marketing

10 a tour by bicycle at the end of the week

Exercise 1
Make two compound nouns from the nouns in each group.

1.

e e Al

profits course training company
staff forecast meeting sales

card store credit department
Internet sale summer access
figures price inflation range
survey market hour rush
technology keys car information
assistant shop failure power
shopfloor working worker lunch

10. insurance loan contract bank
11. features costs production product
12. market marketing budget leader

Exercise 2

Cross out the one word in each group that does not make a common compound noun with
the first word in bold.

1

sales forecast/figures/trade/target 6 product manager/range/features/share

2. market forces/sector/check/share 7 advertising slogan/campaign/line/agency
3. price offer/list/range/rise 8 production market/line/capacity/target
4. brand image/leader/loyalty/process 9 working conditions/trend/hours/lunch
5 tax relief/benefits/output/allowance 10 stock option/decision/market/exchange
Exercise 3

Underline the most suitable noun combination in each group. Translate them into Russian.

1. a) the meeting of today b) today’s meeting c) today meeting

2. a)aletter of credit b) a credit’s letter ¢) a letter’s credit

3. a)abusiness card b) a card of business c) a businesses’ card

4. a)adata’s base b) a base of data......... c) a database
Exercise 4
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Nouns used as numerical adjectives are singular. For example, a plan which lasts for 10
years = a ten-year plan. Change the following phrases in the same way. Translate the

sentences.

1. ahotel with five stars

2. abudget worth 3 million dollars
3. apresentation that lasts 20 minutes
4. a contract worth 200,000 pounds
5. an industrial empire which is 150 years old
Exercise 5
Match each noun in column 1 to two of the nouns in column 2 to make word partnership.
1. business a. virus b. cards c. plan
2. management a. style b. technology c. policy
3. sales a. compaign b. department c. trade
4. labour a.force b. technology c. market
5. company a. house b. headquarters c. logo
6. trade a. union b. technology c. fair
7. consumer a. goods b. logos C. awareness
8. research a. project b. findings c. knowledge
9. information a. technology b. force c. desk
10. computer a. union b. program c. virus

Exercise 6

Make sentences with the noun combinations in the previous exercise. For example:
It is common practice to exchange business cards when meeting new clients.

Exercise 7

Use the words (1-15) below to form compound nouns that fit in the same numbered gaps in
the text. You will need to add the second part of the compound yourself. The exercise
begins with two examples (0) and (00)

0 lap

00 buyer’s
1 brand
2 mail

3 credit
4 high

5 shop

6 check
7 soft

8 hard

9 word
10 key
11 world
12 out

Today’s consumer guide looks at (0) laptop computers. The range of these portable
computers on the market can be daunting, but a good place to start is computer
magazines. These often contain useful (00) buyer’s guides and reviews of models
currently on the market. Suppliers of the leading (1)................. often sell their
products at cut prices through these magazines. If you decide to buy by

() I you will find the advertisements a good source of bargains.
And if you pay by (3) ......... you will automatically be insured. But if you need
help in choosing a model, it might be better to shop inthe (4) ..................
where you canask a (5).................... for impartial guidance and advice.
You should make a (6)................ Of the features and facilities you require, and
these will depend to a large extent on the way you plan to use your machine. If you
use a lot of graphics (7)............ you’ll need a fast processor, a large

(8) e, And a high-definition screen. If you are only going to be using the
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13 short machine for (9)............. , processor speed will not be so important, but you will

14 want a comfortable and sturdy (10)......................

instruction | Almost everyone these days needs to access the Internet in order to use e-mail and

15 after cruise the (11) .......... , o look for a high-speed modem. Be aware of the input
and (12)........... devices you want; CD and floppy disk drives usually come as
standard, but you may want a DVD drive or a PC-card slot.
Once you have checked all these features you can compile a (13) .......... of
models you are interested in. Check that your chosen models include
comprehensive (14)......... and ask your supplier about warranties and
() B service.

Exercise 8

Which explanation is correct, A or B?

1.

O 2O OO T NTH AT NT R Ao WO NI

Stephanie loved her beautiful daughter’s sports car.

Stephanie’s daughter was beautiful.

The car belonging to Stephanie’s daughter was beautiful.

there’s a new doctor’s surgery on the corner of Greenford Street.
The doctor has recently qualified.

The surgery has recently opened.

She inherited a wonderful wooden doll’s house.

The doll is made of wood.

The house is made of wood.

The company manufactures low-cost nurses’ uniforms.

The nurses earn low wages.

The uniforms aren’t expensive.

Gary didn’t think much of his new boss’s management techniques.
Gary has a new boss.

Gary’s boss has some new management techniques.

Bill and Suzy found hiring a well-educated children’s nanny was worth every penny.
Their nanny was well-educated.

Their children were well-educated.

I managed to find a place in the 24-hour supermarket’s parking lot.
The supermarket is open 24 hours.

The parking lot is open 24 hours.

Dave was often embarrassed by his aggressive flatmate’s comments.
Dave’s flatmate was aggressive.

His flatmate’s comments were aggressive.

My uncle is restoring a redundant tax-inspector’s office in Newcastle.
Some tax inspectors have been made redundant in Newcastle.

The office in Newcastle is no longer required by the tax inspectors.

. Who’s going to look after our sick neighbour’s puppy?

Our neighbour is sick.
Our neighbour’s puppy is sick.

Revision

Exercise 9

Use compound nouns to complete the sentences. The compound nouns you need can be
formed by combining words from each of the boxes below. Then rewrite these sentences
using appropriate possessive forms to replace the phrases in brackets. In two sentences the
phrase in brackets does not need to be changed.
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land down horse news bank.....traffic data out | jam fit cabinet robber stick turn agent surfer
rail filing wind five-minute walking racing walk lord ways bases

0 The only thing missing from (the office belonging to my boss) isa .......... .
The only thing missing from my boss’s is a filing cabinet.

1. Could you pop down to the ....... and pick up (the evening paper that Charles orders).

2. That silver-topped......... belongs to (one of the friends that I have).

3. The (private beach of the hotel) isonly a ......... from here.

4. The (privatization organized by the government) of the ....... is going ahead next year.

5. The....... wouldn’t allow (the girlfriend of his tenant) to move in.

6. (The pension fund of my father) has been badly affected by the ....... in the value of
blue-chip stocks.

7. Clare bought a beautiful new ....... for (the wedding of the sister of her brother-in-law).

8. The ..... managed to ignore (the screams of the crowd) lining the beach.

9. Whenever we are over at (the house belonging to Dad) we seem to spend the entire time
watching ....... on the television.

10. The ......... refused to accept (the jurisdiction of the legal system) over him.

11. (The firm my wife works for) specializes in setting up ........ for insurance companies.

12. The........ was caused by the volume of cars setting out for the south coast at (the start of
the bank holiday).
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HavanbHbIi YPOBEHD BJIaJIeHUSI HHOCTPAHHBIM A3BIKOM
Unit 1. Introductions.

LANGUAGE FOCUS 1: TO BE
Complete the conversation with the correct form of be.

Hi. My name (1) Maxine Gray.
Oh, hi, Maxine. I (2) Richard Smith.
Nice to meet you, Richard. Where (3) you from?

I’'m from Las Vegas.

Las Vegas? Is that in California?

No, it (4) . It’s in Nevada.

Oh, yes, of course.

What about you? Where are you from?

I live in Leeds but I work in Manchester.

Leeds and Manchester? Are they in the south of England?

No, they (5) . They’re in the north.

LANGUAGE FOCUS 2: A/AN WITH JOBS; WH- QUESTIONS

One word is incorrect or missing in each conversation. Correct the mistakes.

>T>W>wWe>wewe

6 A Where is Leon’s job?
B He’s an accountant.
7 A What is Ahmed from?
B He’s from Dubai.
8 A Is Beatta engineer?
B Yes, she is.
9 A What does Rudolf do?
B He’s pilot.
10 A What is the director of the company?
B Elaine Piccolo.

VOCABULARY: NATIONALITIES

A Choose the best word to complete each sentence.
11 Bosch is a (German / Germany) company.
12 All of our factories are in (Chinese / China).

13 Susen comes from (Turkish / Turkey).
14 Petrobras is a (Brazilian / Brazil) petrochemicals company.
15 Todd comes from (American / the USA).

B Complete the table.

Country Nationality
16 Japan
17 French
18 Greek
19 The UK
20 Swedish
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SKILLS: INTRODUCING YOURSELF AND OTHERS

A Complete the conversations with the phrases and sentences (a—e).
a) Pleased to meet you

b) This is Kook-Hee Lee

c) I’'m

d) Nice to meet you both

e) I'd

Conversation 1

A Hello. (21)  Adriana Lopez. I’'m the new Marketing Assistant.

B Oh, hello. (22) . I’'m Roberto Banderenko, Accounting Manager. Would you like a
coffee?

A (23) _ love one.

Conversation 2
A Good morning. My name’s In-Sook Kim. (24) , my assistant.

B (25) . ’'m Albert Dauber from Sales. Let’s go into the meeting room.

B Match the sentence beginnings (26—30) with the endings (a—e).

26 I’'m a) for a manufacturing company.
27 Dean works b) is in Human Resources.

28 Let me introduce you c) to meet you.

29 Good d) an architect.

30 Pietro e) to our Sales Director.
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Unit 2. Work and Leisure.

LANGUAGE FOCUS 1: PRESENT SIMPLE
Write sentences using the present simple.

1 Sylvio / travel / on business/ .
2 she / walk / to work / .
3 Tony / not leave the office / until 9.30 /.

4 he / like / his new flat /.

5 I/ not spend / a lot of time in meetings / .

LANGUAGE FOCUS 2: ADVERBS AND EXPRESSIONS OF FREQUENCY
Each sentence is incorrect. Rewrite them correctly. There may be more than one correct answer.
6 Never we go out for a drink after work.

7 They one day a week have a planning meeting.
8 He is in the office usually on Saturday.

9 Carlos works sometimes in the Osaka office.
10 She once a month goes to Dubai.

VOCABULARY 1: DAYS, MONTHS, DATES
Complete the text with words from the box.

January 1st July New Year Saturday Spring

Our European office always closes for one week at (11) . We’re never busy in
(12) , 0 it’s a good time for a holiday. (13) is a busy season
for us. In March, we always have a six-day working week. Everyone comes to the office on

(14) .

This year, we have a special celebration on (15) . The company is ten years old!

VOCABULARY 2: LEISURE ACTIVITIES
Match the sentence beginnings (16-20) with the endings (a—e).

16 I love going to a) DVDs on Friday night.

17 Jean likes watching b) music on my iPod in the morning.
18 Hiro quite likes playing c) running.

19 I listen to d) golf on Sunday.

20 They don’t like e) the gym at the weekend.

SKILLS: TALKING ABOUT WORK AND LEISURE
Complete the conversation with words from the box.

‘ Are do finish go like manage meet play watch work
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What (21) you do in your job?

1(22) a web team at an IT company.

What do you (23) best about your job?

1(24) flexible hours, which is great.

When do you (25) work?

Usually about six o’clock.

Do you (26) your colleagues after work?

From time to time. We sometimes (27) for a meal.
(28) you into sport?

Yes, lam. I (29) golf every weekend and I (30)

football on television.
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Unit 3. Problems.
LANGUAGE FOCUS 1: PRESENT SIMPLE: NEGATIVES AND QUESTIONS
Put the words in the correct order to make sentences.
1 work / does / How / this / ?

2 travel / 1/ abroad / don’t /.

3 work / you / do / Where / ?

4 in/ doesn’t/ London / He / live / .

5 does / Who / report / she / to / ?

LANGUAGE FOCUS 2: HAVE; SOME AND ANY

Choose the best words to complete the short conversations.
Conversation 1

A Does the hotel (6)(has / have) any meeting rooms?

B Yes, they (7)(do / are).

Conversation 2

A Does Ian have (8)(a / any) new laptop?

B Yes, but he has (9)(any / some) problems with it.
Conversation 3

A Barbara doesn’t have (10)(some / any) money.

B Oh, no.

VOCABULARY: ADJECTIVES; TOO/ENOUGH

A Complete the sentences with words from the box.

| broken clean confusing flexible wider |

11 I don’t understand the instructions. They’re very :
12 I can’t park my car in this car park. [ need a parking space.
13 I like this hotel. The rooms are .

14 Gemma sometimes starts work at eight o’clock. She enjoys having
hours.

15 Leon can’t use his phone. It’s

B Choose the best sentence, a or b, for each situation.
16 I can’t carry this box.

a) The box isn’t heavy enough.

b) The box is too heavy.

17 Six people can’t go in the taxi.
a) The taxi isn’t big enough.
b) The taxi is too big.

18 I can’t use my phone in this restaurant.
a) The restaurant is too noisy.
b) The restaurant isn’t noisy enough.
19 I don’t arrive at work until nine o’clock.
a) A meeting at eight o’clock isn’t early enough.
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20

A

b) A meeting at eight o’clock is too early.
We’re going to be late. This isn’t an express train.
a) This train isn’t fast enough.

b) This train is too fast. Skills: Telephoning: solving problems

Number the sentences in order (1-5) to make the beginning of a conversation.

21 A Hi, Mona. How can I help you?
22 B Hello, Brian. Mona Urbach here.
23 A Sure, no problem.

24 A Hello? Brian Smith speaking.

25

B TD’ve got a problem. I can’t meet you next Tuesday. Something’s come up. Can we

make it Thursday?

volilelvells-Sve il Svv e S volife '

Complete the conversation with the sentences (a—e).
Which model is it?

Hello. This is Mike Jarvis, PDQ Mobiles.

Oh, I’'m sorry to hear that. We can send them right away.
I’ve got a problem with some of your smart phones.

And what’s the problem?

Hello, this is Agnes Wu.
26)___

Hi, Mike. How can I help?
27)
Oh, dear. (28)

It’s the PT-019.

29

They don’t have instructions.
(30) _ How many do you need?
Fifteen, please.
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Unit 4. Travel.
LANGUAGE FOCUS 1: CAN/CAN'T
Complete the telephone conversation with can or can’t.
A Hi, Jeremy. This is Jane.

B Hi, Jane.

A I’m calling about our meeting tomorrow. I’m sorry but I (1) come
at ten o’clock.

B No problem. (2) you come at eleven?

A Sorry, no, 1 (3) . I’m busy all morning. How about the afternoon?
B I’m afraid I (4) make it in the afternoon. I’'m going to be out of the
office. (5) you make it on Friday at ten o’clock?

A Yes, Friday at ten will be fine.

LANGUAGE FOCUS 2: THERE IS/ THERE ARE
Put the words in the correct order to make sentences.

6 near / there / Are / any / the / restaurants / hotel / ?
7 meeting room / There / the / aren’t / in / tables / any / .
8 the computer / Is / with / a / there / problem / ?

9 to / flight / a / Durban / isn’t / today / There /.

10 available / Are / seats / there / window / any / ?

VOCABULARY: TRAVEL DETAILS

A Choose the correct words to complete the sentences.
11 Can I buy (a ticket / a flight) to Moscow, please?

12 We can meet after we (go through / take) security.

13 Did you (do / watch) an in-flight movie?

14 We can (take / queue) a bus to the hotel.

15 Where do I collect my (luggage / hotel room)?

B Match the sentence beginnings (16—20) with the endings (a—e).

16 Can [ take this as a) receipt, please?

17 I’'m b) passport
control?

18 Which way is c) a reservation for two nights.
19 [ have d) checking out today.
20 Can I have a e) hand luggage?
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SKILLS: MAKING BOOKINGS AND CHECKING ARRANGEMENTS
Complete the conversation with words from the box.

are there book expect give have help is there repeat
there are there is

A Hello, Regal Hotel. How can I (21) you?

B I’d like to (22) a single room from Monday 5th to Wednesday 7th
July, please.

A OK. I can (23) you a single room on the ground floor.

B How much is it?

A It’s €85 per night.

B Is there a pick-up service?

A Could you (24) that, please?

B I arrive at the airport. Is there a pick-up service?

A What time do you (25) to arrive?

B My flight arrives at four o’clock in afternoon.

A Yes, we can meet you at four o’clock.

B OK, good. (26) any meeting rooms in the hotel?

A Yes, (27) .

B One more question. (28) a restaurant in the hotel?

A Yes, (29) . And there are three or four restaurants very near the
hotel.

B Great.

A Can 1 (30) your credit card details, please?

B Sure. It’s a Visa card. The number is ... .
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Cpennuii ypoBeHb BJIaJleHUSI HHOCTPAHHBIM SI3bIKOM

Unit 1. Careers.

LANGUAGE REVIEW: MODALS 1: ABILITY, REQUESTS AND OFFERS

> W m
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Choose the correct words to complete the conversation.

(1)(Would / Can) I help you?

Yes. I’'m here to see Marcia Lopez.

(2)(Could / Would) I have your name, please?

It’s Jensen. Lars Jensen.

Ah, yes, Mr Jensen. We’re expecting you. (3)(Would / Can) you like a cup of tea or coffee?
No, thank you. But (4)(would / can) I use my mobile phone here? I’d like to make a call.

No problem. Or (5)(would / could) you like to use the meeting room? No one’s in there right

That would be great. Thanks.

Put the words in the correct order to make sentences.
you this read Can ?

you your please name spell Could , ?

some you Would food like ?

the can I piano play .

could grandmother My Russian speak .

VOCABULARY: CAREER MOVES

A Complete the sentences with words from the box.
‘ break ladder move opportunity plan
11 Changing to a job with more responsibility can be difficult, but it can be a great career
12 I have a new baby son so I’m taking a six-month career to look after
him.
13 I finish university this year, but I don’t yet have a clear career .
14 Engineers often climb the career by taking a management job.
15 We want to offer you a great career — we want you to become the manager
of the Hong Kong office.
B One word in each sentence is incorrect. Cross it out and write the correct word.
16 When Jorge sells his business, he’ll do a fortune.
17 Sal Davis is being a promotion from assistant manager to manager.
18 I don’t write German very well and I often do mistakes.
19 Every year, two or three employees work early retirement.
20 Everyone is making overtime tonight because we have an important deadline tomorrow.
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SKILLS: TELEPHONING: MAKING CONTACT

A Complete the conversation with the sentences (a—e).
a) This is Marcel Dubois from Clark and Company.
b) Could you ask him to call me back?
c) I’'m afraid there’s no answer.
d) Could I speak with Fawaz Abbas, please?
e) Is this the marketing department?
A Hello, ABC Consulting. Can I help you?
B 2n
A Yes, it is.
B (22)
A Who’s calling, please?
B (23)
A OK, Mr Dubois, I’ll put you through.
B Thanks.
A (24)
Can I take a message?
B (25)

He’s got my number.
A OK, Mr Dubois.

B Match the sentence beginnings (26—30) with the endings (a—e).

26 Could you transfer me a) hold?

27 Can I leave b) a message?

28 Could you tell me c) her I called?

29 Can you d) to the technical support department, please?
30 Could you tell e) what it’s about?
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Unit 2. Companies.
LANGUAGE REVIEW: PRESENT SIMPLE AND PRESENT CONTINUOUS

A Complete the e-mails using the correct form (present simple or present continuous)
of the verbs in brackets.

Dear Lazlo,

We (1) (need) to talk urgently. What (2) (you do)
first thing tomorrow morning? Can we get together? 1 (3) (usually arrive)
at the office at eight o’clock so how about eight thirty?

Juan

Dear Juan,

1(4) (work) in the New York office this week. So we can’t meet, but I can
call you. The time difference (5) (be) five hours so I’ll call you in London
at 13:00 your time.

Lazlo

B Write sentences using the present simple or the present continuous.

6 Sylvia / take the bus / every day /.

7 What / you do / next weekend / ?

8 Yusuf and Hector / have / a meeting / right now / .

9 What / your company / produce / ?

10 At the moment / I/ study / for a Master’s degree / .

VOCABULARY: DESCRIBING COMPANIES

A Complete the sentences with the words in the box.

head office share price subsidiary turnover workforce

11 Our is about €1m a year.

12 I work for the Brazilian of a multinational pharmaceutical
company.

13 We plan to hire 250 new employees and double the size of our

to 500.

14 When a company announces a good net profit, its often
increases.

15 We have regional offices all over Europe, but our is in Madrid.
B One word in each sentence is incorrect. Cross it out and write the correct word.
16 Samsung is a Korea company which makes electronics.

17 Toyota is a Japanese car manufacture.

18 Petrobras is an oil and gas company; it’s Brazil’s.

19 Cisco Systems supplies Internet equipments.

20 Hapag-Lloyd is a Finnished company. It operates container ships.
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SKILLS: PRESENTING YOUR COMPANY

Choose the correct words to complete the extracts from a presentation.

Hello, everyone. (21)(My name’s / This is) Andreas Urbanowicz. My main (22)(reason /
purpose) today is to talk to you (23)(of / about) our company, UrbSys. First, (24)(I’'ll give / I'm
giving) you some basic background information about the company. (25)(In second place /
Next), I’1l talk about our recent expansion. Then I’'1l (26)(discuss / tell) our plans for the next 12
months. (27)(At last / Finally), I’ll answer any questions you may have.

OK. Here are some (28)(information / key facts) about our company. ...

(29)(Moving / Move) on now to our recent expansion. ...

Right. What about our plans for the next 12 months? ...

Thanks (30)(for coming to / for) my talk. Are there any questions?
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Unit 3. Selling.
LANGUAGE REVIEW: MODALS 2: MUST, NEED TO, HAVE TO, SHOULD

A Complete the conversations with the words in the boxes.

Conversation 1

don’t have to mustn’t should

A We (1) leave now. We (2) be late for this
meeting.

B We (3) leave yet, do we? It’s only ten o’clock.

A No, it’s nearly 10:30!
B What? Oh, no. My watch has stopped!
Conversation 2

don’t need to should shouldn’t

A You (4) talk on the phone during presentations. It’s really rude!
B Sorry. It was an emergency.

A Next time, you (5) step out into the hall when your phone rings.
B You (6) raise your voice. | can hear you!

B Put the words in the correct order to make sentences.

7 need a taxi We to get .

8 loudly You speak must more .

9 leave have now we to Do ?

10 I my bring laptop Should ?

VOCABULARY: MAKING SALES

A Choose the correct words to complete the text about a small toy-making company.
When we are ready to begin making and selling a new product, we find a (11)(manufacturer /
wholesaler) — a company that will actually produce the toy in their factory. Often we want them
to use certain special materials for production. This means we tell them which (12)(refunds /
suppliers) to use for materials. After the toys are made, they are shipped to our (13)(purchaser /
distributor) — the company that handles the wholesale part of the business. They have a large
(14)(warehouse / storage) where they keep the merchandise. They sell the toys to (15)(retailers /
deliverers), who finally sell them to consumers.

B Match the sentence beginnings (16—20) with the endings (a—e).

16 Every one of our products comes with a a) interest-free credit.

17 We don’t keep customers’ b) method of payment.

18 This month, we’re offering c) money-back guarantee.
19 If you shop here a lot, you should join the d) credit-card details.

20 Cash is my favourite e) loyalty-card scheme.
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SKILLS: NEGOTIATING: REACHING AGREEMENT

A Number the sentences in order (1-5) to make a conversation.

21 A Unfortunately, we can’t do that. We don’t have the money today. But we can pay
you tomorrow.

22 A That’s very reasonable. We’ve got a deal.

23 A We’d like to start the service on Friday.

24 B That might be OK, if you can pay before noon.

25 B Wecan do that, as long as you make a down payment today.

B Complete the conversation with the sentences (a—e).

a) I’'m sorry, we can’t agree to that.

b) That sounds OK to me.
c) We could possibly deliver by the end of June.
d) Right, we’ve got a deal.

e) That could be all right, as long as you deliver the second half by 15 July.

A We must have delivery as soon as possible.

B (26)

A That’s not good enough. We need delivery no later than 15 June.

B (27) We could possibly deliver half of the order by June 15.
A (28)

B We can do that, providing you make a 50 per cent down payment.

A (29)

B (30)
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Unit 4. Great Ideas.
LANGUAGE REVIEW: PAST SIMPLE AND PAST CONTINUOUS
Complete the text using the correct form (past simple or past continuous) of the verbs in
brackets.

Last week when Abbas (1) (work) late at the office one evening, his
mobile phone (2) (ring). It (3) (be) his friend
Lucien. Lucien (4) (walk) to a restaurant near Abbas’s office and he

(5) (want) Abbas to join him for dinner. Abbas (6)

(say) yes to the dinner invitation. As Abbas (7) (leave) the office, he

(8) (meet) Andreas. Abbas (9) (invite) Andreas to
dinner, too. But Andreas (10) (go) to meet a client so he couldn’t go to

dinner with Abbas and Lucien.

VOCABULARY: VERB AND NOUN COMBINATIONS

A Match the definitions (a—e) with the underlined words and phrases in the sentences
(11-15).

a) make an important discovery or change

b) do something when you get a chance to do it

c) start selling goods or services in a new area

d) provide something that is necessary

e) offer a larger variety of goods.

11 The research is finished and now we’re ready to enter the market.

12 Rupert is sure that the new product will meet a need.

13 My research is going very well. I think I’'m going to make a breakthrough very soon.
14 When we extend our product range, we will increase our turnover.

15 The exchange rate is good so we want to take advantage of the opportunity to begin
exporting.

B Complete the text with words from the box.
reduce fill raise win protect

Our electric cars are expensive, but they (16) a gap in the market.
Customers want to (17) the environment and they’re willing to pay a lot
for the right car. In fact, because our cars cost a lot, they (18) customers’
status. If you own one, you’re probably rich. In addition to making ‘green’ cars, we also

(19) waste in our manufacturing process by about 10 per cent a year. In
five years, we expect to have a zero waste manufacturing process. We feel confident that we’re
going to (20) an award at next month’s Green Car Motor Show for the
best new electric car design.

SKILLS: SUCCESSFUL MEETINGS

A Choose the correct words to complete the conversation.

A Is everyone here? (21)(Right, let’s begin / OK, let’s summarise). Thank you all for
coming. (22)(The next thing to discuss / The main aim of this meeting) is to plan next year’s
sales conference. We’re considering having it in Hong Kong rather than in Langkawi. Mr
Kimura, (23)(can we start / how do you feel about this)?

B (24)(’'m in favour of / I don’t agree) having it here in Hong Kong. Langkawi’s nice,
but ... difficult.

A (25)(What do you mean by / Right, let’s recap) difficult?

B I mean that it’s expensive. It costs a lot of money to put on a conference there. So
(26)(the main aim is to / I think we should) have it here and keep costs down.
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(27)(I’'m afraid / I totally agree), Mr Kimura.

So that’s settled. (28)(Let’s move on now to / Can we start now) ...

Can I just (29)(say something / hold on)?

Sure, go ahead.

(30)(I think you’re right / I’'m afraid I don’t agree). The sales team works very hard and
the trip to Langkawi is always a highlight of the year. We can’t just cancel it.

O »>0» 0
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IIpoaBUHYTHII YpOBeHb BJIa/IeHUS] HHOCTPAHHBIM SI3bIKOM

Unit 1. Brands.

VOCABULARY. BRAND MANAGEMENT
1 Complete the sentences about brands and products with the missing word. The first letter is

given.

1 A problem with product e is that the celebrities used might get into
trouble, which could then cause negative publicity.

2 Brand 1 is declining among shoppers, who are increasingly turning to the
cheaper supermarket own-label products.

3 By expanding their product r , many companies hope to attract new
customers.

4 Ferrari’s brand i is that of an upmarket, well-engineered, well-designed
and sophisticated car.

5 In many countries, the ‘bic’ brand n has become a synonym for ballpoint
pens.

6 Last year, our company started a huge advertising campaign to support its biggest European
product 1 ever.

7 In marketing, the length of time that people continue to buy a particular product is called the
product 1

8 Several consumer ass001at10ns are running campaigns to require disclosure of product

p in all media, including TV, movies and video games.

9 We want more consumers to become familiar with our products. So the aim of our next
advertising campaign should be to raise brand a

10 When Bic, the manufacturer of ballpoint pens, moved into w1ndsurf boards, disposable lighters

and razors, it was a typical example of brand s

2 Match each adjective to its definition. Write your answers here:
112 13 14 15

11 top of the range

12 sophisticated

13 reliable
14 durable
15 value for money

able to stay in good condition for a long time
always working well

complicated and advanced in design

worth its price

the most expensive in a category or market

™ O O T o

LANGUAGE REVIEW: PRESENT SIMPLE AND PRESENT CONTINUOUS

3 Complete these sentences with the appropriate present simple or present continuous forms of
these verbs. Use each verb twice.

‘ buy / do / keep / make / test
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16 All our staff all they can to ensure the success of the forthcoming
advertising campaign.

17 Demand is at a peak this month, but the production department every
possible effort to meet the targets.

18 Despite the pressure this week, we within schedule.

19 Foreign investors a lot of properties in our country this year.

20 It is well-known that a number of cosmetics companies routinely their
products on animals.

21 Most of my colleagues usually designer brands, but for me price is more
important.

22 Our sales representatives always a detailed record of their expenses.

23 Our suppliers always their best to deliver on time.

24 Santorel a new malaria medicine at the moment. Production is scheduled
to start next year.

25 Unilever a wide variety of consumer goods.

SKILLS: TAKING PART IN MEETINGS
4 Complete this meeting excerpt with the correct words.

Dieter The proposal is that we change our logo and then rethink our brand image. So,
what are your views on this?

Milica (26) my opinion, this is the only way to solve our current
problems.

Sven Why don’t we focus on our brand image first? That’s the key issue!

Hans I’'m (27) I can’t agree. What we need is a wider product range.

Nikola How (28) doing both? We can stretch our brand and improve our
image at the same time.

Thomas I see what you (29) , but we’ve got to start somewhere, and a new
image is more important at this stage.

Peter I think (30) too. When we decide on our image, ideas for a new

logo will follow.
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Unit 2. Travel.
VOCABULARY: BRITISH AND AMERICAN ENGLISH
1 Complete the text with the correct British English option a), b) or c).
My last overseas business trip was highly enjoyable. I set off fairly early in the morning, so there

was hardly any traffic on the (1) , and I got to the airport very quickly. I drove
straight to the multi-storey (2) . Level four was practically empty so I parked
very easily. I then took the (3) down and made my way to departures. As usual,
I had (4) my ticket online. This allows me to use one of the express check-in
desks, where there is hardly ever a (5) . As I just had one piece of

(6) , it took only a couple of minutes to check in, and then just a little longer to

go through security. I was relieved to see that there were no delays or cancellations. I boarded
my plane and set about doing some work. What’s great about Santol Airlines is that even if you

fly (7) as [ usually do, there is plenty of work space for the business traveller. I
finished my report and then just relaxed until landing. I made my way to the (8)

station, checked the (9) and the platform number, and took the first train to the
(10) . I got off at Opera, which was within easy walking distance of my hotel.

1 a) runway b) motorway c) freeway

2 a)carpark b) parking lot c) parkway

3 a) elevator b) lift ¢) carousel

4  a)reserved b) checked ¢) booked

5 a) queue b) line C) row

6 a)travel bag b) hand luggage c) carry-on baggage

7 a) coach b) savings ¢) economy

8  a)underway b) subway ¢) underground

9 a) timetable b) diary c¢) schedule

10 a) downtown area b) city centre ¢) district

LANGUAGE REVIEW: TALKING ABOUT THE FUTURE
2 Underline the correct verb form in italics.

11 A: T can’t believe it! Our flight’s just been cancelled.
B: Oh no! What will we do / are we going to do?
12 A: Our travel expenses claim system isn’t working properly.
B: I know. We’ve got it all planned. We 're going to introduce /| We’ll introduce a new
procedure.
13 A: T hear you’re off to Hengzhou next Monday.
B: That’s right. But I’ll come and see you before / leave / I'll leave.
14 A: I’ve been trying to e-mail them my invoice but I can’t get connected to the Internet.
B: Not to worry. If you give me their details /’m going to fax / I'll fax it over for you.
15 A: Are you free on Tuesday?
B: Well, I'll see / I'm seeing our new Sales Manager in the morning, but the afternoon is
OK.
16 A: Have you checked the timetable?
B: Yes. The next train leaves at 10 a.m., but it doesn 't stop / won'’t stop at Linz.
17 A: What are your plans for next week?
B: We are visiting /| We’ll visit our Chinese subsidiaries.
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3 Complete the sentences using the correct future form of the verb in brackets. Use
contracted forms where possible.

18 I’m afraid Ms Aydin can’t see you on Thursday. She our annual
sales conference. (attend)

19 If I could just take down your phone number, I Mr Di Pietro to
call you back as soon as possible. (ask)

20 I’ve just received our schedule. Our train from Central Station

at 8.15 a.m. tomorrow. (leave)

21 I’1l contact you as soon as I my itinerary. (receive)

22 If you accept that job in Vietnam, you it. (never regret)

23 A: Have you booked our tickets?
B: Sorry, I forgot. | the travel department now. (phone)

24 Look at this fog! Flights just like last time. (be delayed)

25 We won’t start the meeting until everyone here. (ger)

SKILLS: TELEPHONING: MAKING ARRANGEMENTS
4 Complete the conversation. Write one word in each blank.

A Travel Section. Good afternoon. How can I help you?

B I’d like to speak to Zehra Kadic, (26) . That’s extension 211.

A Thank you. Who’s calling, please?

B Jan Degraaf, from Smets Electronics.

A Just one moment please, Mr Degraaf. I’'m putting you through.

C Hello, Zehra Kadic speaking.

B Hello, Zehra. Jan here. The (27) I’'m calling is that I’d like to fix another
time for our Friday meeting. I’'m afraid something’s (28) up, and I’'m tied up all
day. Sorry about that.

C No problem. How (29) Thursday morning instead?

B I can’t (30) it then, I’m afraid. But I'm free in the afternoon after 15.00.
C OK. Shall we say 15.30?

B That’s fine for me.

C Good. So I’'ll see you on Thursday at 15.30.

B That’s great. See you then!

163



Unit 3. Change.
VOCABULARY: DESCRIBING CHANGE
1 Add a prefix from A to a word from B to make verbs connected with change, and
complete definitions 1-10.

A B
down- de- up-  re- train size regulate
organise locate launch
grade develop
centralise assess
1 : to move responsibility, services or jobs away from a central place to
several different smaller places.
2 :to think about something again carefully in order to decide whether to
change your opinion or judgement about it.
3 : to make a computer, machine, or piece of software better and able to do
more things.
4 :  to reduce the number of employees and levels of management that a
company has.
5 :to make an area more modern by putting in new buildings or changing or
repairing the old ones.
6 . to start or present a product again in a new or different way, often
involving changes in advertising, packaging, etc.
7 : to learn new skills or to teach someone the skills needed to do a different
job.
8 :  to reduce the number of government controls on a particular business
activity, done to make companies work more effectively and to increase
competition.
to move to a different place.
10 : to arrange or organise something in a new way.

LANGUAGE REVIEW: PAST SIMPLE AND PRESENT PERFECT

2 Complete the message from Prunel’s CEO with the past simple or present perfect forms
of the verbs in brackets.

I(11) (receive) our company’s end-of-year results yesterday, and I am
delighted to announce that it (12) (be) an excellent year for Prunel. As you all
remember, we only (13) (start) ten years ago in a suburb of Grenoble where we
(14) (employ) six people, two of them part-time. Today, that number

(15) (grow) to over 1,500. In more than 30 countries, people now associate the
Prunel brand name with trendy and trendsetting clothing designs. At the beginning of the new
century, we (16) (begin) targeting the Japanese and North American markets
for future growth, and things (17) (improve) considerably since. You will be
pleased to hear that we (18) (just / acquire) full control of our Canada-based
joint venture. A lot of other positive changes (19) (take place) recently despite
signs of a global downturn. Earlier this year, our staff (20) (expect)
redundancies; instead, we (21) (take on) 15 new shop assistants since May.
Besides, we (22) (open) our new flagship store in Toronto three weeks ago. |
know that our success is down to all your hard work. Congratulations to you all.

SKILLS: MANAGING MEETINGS
3 Complete the expressions. Write one word in each blank.
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23
24

25
26
27
28
29
detail.’
30

Starting: ‘OK. Let’s get to business.’

Setting objectives: ‘The of this meeting is to map out a new
marketing strategy.’

Asking for reactions: ‘How do you about this suggestion?’
Dealing with interruptions: ‘Could you let him finish, ?’

Keeping to the point: ‘Perhaps we could get to the point.’
Speeding up: ‘I think we should move now.’

Slowing down: ‘Hold , I think we should look at this in a bit more
Summarising: ‘Right, let’s go what we’ve agreed.’

165



Unit 4. Organisation.

VOCABULARY: COMPANY STRUCTURE
1 Each comment below was made in a different place in an organisation. Choose the
correct place from the box and write it next to the appropriate comment.

subsidiary / factory / headquarters / distribution centre / call centre / warehouse / service centre /
outlets

1 ‘Just one moment, please. I’1l put you through to your branch.’

2 ‘As you can see, the smaller components are put together here.’

3 ‘Practically all key decisions are made here.’

4 “This is where we ship repaired equipment back to customers.’

5 ‘Stock levels are just right.’

2 Supply the adjective in each sentence. The first and the last letters are given.

6 Our marketing department is constantly changing, growing, developing. Everyone says
it’s the most d ¢ department in the company.

7 We firmly believe that a d d management style improves

motivation. That’s why we like to involve a large number of employees from all parts of our
organisation in the decision-making process.

8 We’ve never met the CEO, we know the names of two of the six managers and we hardly
know the people from the other departments. The whole organisation is extremely
i 1

9 Our bosses are not particularly open to new ideas and don’t like change. They are deeply
c e.

10 We think positively about the future, we support change and welcome new ideas. In other
words, we are a typically p e organisation.

LANGUAGE REVIEW: NOUN COMBINATIONS
3 In each line, cross out the noun a), b), ¢) or d), which does not form a common word
partnership with the underlined head noun.

11 company a) car b) market ¢) policy d) director

12 consumer a) survey b) advertising c¢) awareness d) despatch

13 trade a) deficit b) show c) property  d) barriers
14 business a) work b) idea ¢) card d) traveller
15 product a) costs b) force c) range

d) placement

4 Change the following phrases in the same way as in the example.
Example: a hotel with five stars: a five-star hotel

16 a sales conference which lasts three days:
17 a takeover bid worth five million dollars:
18 a company which is 75 years old:

19 an office block that has 40 storeys:
20 A TRAIN JOURNEY THAT LASTS FIVE HOURS:

166



5 Add a word from the box to each noun below to make five common noun combinations.
| agency / base / room / satisfaction / work |

21 board

22 customer
23 data

24 team

25 travel
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