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BBEOAEHMUE

W3nanue mnpemHasHayeHO Ui CTYJIEHTOB OakajaBpuaTta BTOPOTO
Kypca, U3Y4YarolMX aHIVIMACKUM fA3BIK MO crnenuanbHocTu «l'ocymapct-
BCHHOC W MYHUIIMIIAJILHOE yIIpaBieHHE». TeMbl, paccMaTpuBacMbie B
y4eOHOM TOCOOMM, OXBAaTHIBAIOT KpPYr BOMPOCOB, MPEACTABISIOMINX
3HAYMMOCTh M UHTEPEC ISl CTYJICHTOB JIAHHOM CIIEIIMaIbHOCTH, @ UMEHHO:
ATUKA JIEJIOBOTO OOIIEHHUS, MEKKYJIbTypHAss KOMMYHHKAIIUS, MAPKETHUHT U
OpEe3eHTAlUsl TPOJAYKTa, YMNPABICHUYECKHUE KOMMYHHMKAIIUM W OpPTaHU-
3aIllMOHHAs CTPYKTypa KOMIIAHHWM, IPOBEJICHUE IEPETOBOPOB, OCHOBBI
yIpaBJICHUS] TEPCOHAIOM U YCTpOMCTBO Ha padbory, CMMU, cBsizu c
00IIIECTBEHHOCTRIO. B TpuiaokeHWH K MOCOOUI0 aBTOPHI MpEaIararoT
OCHOBHBIC TIpaBWja O(GOPMIICHHS ICIOBOM KOPPECIIOHICHIIMM, a TaKXKe
rpaMMaTHYECKUIN TPAKTUKYM.

OCHOBHBIMU LIENISIMU YIEOHOTO IMOCOOUS SIBIISIOTCS:

— TOJATOTOBKA OYIyIIMX CHEIHUAIMCTOB K MPAKTHYECKOMY HCIOJIb30-
BaHHWIO MHOCTPAHHOTO $3bIKa B JTUYHOCTHOW W MpOodeCCHOHATBHOM
NEATEILHOCTA B OOJACTHU TOCYJIapCTBEHHOTO M MYHHUILIMMIAIBHOTO
yIpaBJICHUS;

— paclIMpeHue 3HaHUN CTYJIEHTOB 00 yMpaBiieHUYECKON mpodeccud,
crnoco0ax B3aMMOJEHCTBUS BHYTPU KOJUJIEKTHBA, BHJAX IEpEro-
BOPOB, a TaKXe€ NMPEUMYIIECTB U HEJOCTATKOB OCHOBHBIX CPEJICTB
MaccoBor uWHGOpPMAIMU IS YCHEIIHOW peanu3anuu OyayIux
CIEIMATIMCTOB B cBOeH nmpodeccuu;

— ¢opMHUpOBaHUE y CTYJICHTOB IOHATHS JTHKH W YBaKUTEIHLHOTO
OTHOIIEHUSI K JTyXOBHBIM M MaTE€pPUATIBLHBIM IIEHHOCTSIM APYTHUX
JIFOJIEU U CTPaH.

[Tocobue coCTOUT M3 ACCATH Pa3eioB, KaXIbIM U3 KOTOPHIX HUMEET

CJIEIYIOUIYIO CTPYKTYPY:

— BBOJ B TeMy (Lead-in);

— cniucok Jekcnueckux enuuul] (Topical Vocabulary), moanexamumx
YCBOEGHUIO, M YIIPAXXHEHUSI HA X MEPBUYHOE yIOTPEOJIECHNE B pEUH;

— TEKCT C 3aJaHUSIMHU, UMEIOIIUMH Pa3JIMYHbIE IEJIN: MPOCMOTPOBOE
(oTBETUTH Ha BOIPOCHI), HU3ydaroiiee (ONpeNeuTh MPaBIUBOCTh
VI JIO)KHOCTD MPUBEICHHBIX BHICKA3bIBAHUI ), BCE TEKCTHI B3ATHI U3
ayTeHTUYHBIX UCTOYHUKOB;



yOpaKHEHUs, HalleJICHHble Ha (POPMHUPOBAHUE TEPMHUHOJIOTHYEC-
KOro mpo¢)eCCUOHATLHOIO MUHUMYMa;

yIOpaXHCHUS, HalpaBjiCHHbIE Ha Oojee TIIyOOKyr0 padboTy ¢
TEKCTOM, Ha IMOUCK aHTJIOS3BIUHBIX COOTBETCTBUM;

rpaMMaTUYECKUE YIIPAKHEHUS, CTaBSIIME CBOEH IIEJIbI0 OTPA0OTKY
MPEJIOTOB U COYETAEMOCTH;

yYIOpPaXXHEHUS, HaIpPaBJICHHbIE HA COBEPIICHCTBOBAHUE HABBIKOB
TOBOPEHUS, KaK JUAJTOTMUYE€CKON, TaK U MOHOJIOTHYECKOU peUu;
yOpaKHEHUs, HalleJIeHHbIe Ha (OPMHUPOBAHUE HABBIKOB MHUCHMEH-
HOM peun (3amoyiHEHHWE TaOJuIl, Tepecka3 TEeKCTa, IepPeBO/
PEI0KECHUA);

4-5 TeMaTMYEeCKUX aHTJOS3BIYHBIX BeO-pecypca s NajbHEHIIen
CaMOCTOATEJILHON pabOThl CTYJEHTOB M HAYaIbHOTO (DOPMHPO-
BaHUsI UHPOPMALIMOHHON KOMIETEHIINU CTYAEHTOB.

Bce 3amanunga B mocoOuu ¢ caMoro Hadaja Jar0TCd Ha aHTIIUUCKOM
S3bIKE, UTO CIIOCOOCTBYET CO3/IJaHUIO SA3bIKOBOM OOCTAHOBKHU HA 3aHATUSIX.

B koHile y4eOHOro 1OCOOHMS pacrojiaratoTcs MNPUIOKEHHUS 10
OTpabOTKE TpaMMaTHYECKUX HABBIKOB W (DOPMUPOBAHUIO YMEHUM, HABbI-
KOB HAITMCAHUS JICJIOBBIX ITHCEM.

Takum o0pa3oM, HM3y4uB MaTepuad JaHHOIO Y4€OHOIro MOCoOus,
oOydaembie OYIyT 3HATh:

OCHOBHOM $I3IKOBOM MaTepuaid B oOjacTtu oOmero u mpodec-
CHOHAJIbHOTO MHOCTPAHHOTO S3bIKA;

OCHOBHBIE JICKCHUYECKHE €IUHUIIBI B OO0JACTH M3YYCHHBIX TEM
o0111ero U mpohecCuOHaATLHOI0 MHOCTPAHHOTO SI3bIKA;

OCHOBBI TIEPEBOJIa, AHHOTHUPOBAHUS U pepepupoBaHus ayTCHTUIHOM
JuTepaTypsl B 00acTu o0miero u mpohecCuoHaIbHOI0 MHOCTPAH-
HOTO SI3BIKA;

OCHOBHBIE BEO-peCcypChl Ha aHTJIMUCKOM SI3bIKE B paMKax H3ydae-
MBIX TEM,

YMETh:

NOHUMAaTh MH(OOpPMAIUIO MPHU YTCHUH y4eOHOHM, y4eOHO-HAy4dHOM,
HAYYHO-TTY OTUITUCTHYECKOM, CITIPAaBOYHOMN JIUTEPATYPHI B COOTBETCT-
BUM C KOHKPETHOM IeNbi0 (03HAKOMHTEIBHOE, H3ydarollee, Mpo-
CMOTPOBOE, IIOMCKOBOE BHUABI UTCHHS) B 001aCTH 00IIIEero U mpodec-
CHOHAJILHOTO WHOCTPAHHOTO S3bIKQ;

IIPOM3BOJUTh YCTHOE pPEUYEBOE B3aWMOJICHCTBUE Ha aHTJIUHCKOM
S3BIKE;



aHAJIIM3UPOBATh MH(POPMALIMIO HAa AHTJIUMHCKOM S3BIKE B paMKax
MIPOUJICHHBIX TEM;

CO31aBaThb MOHOJIOTHYECKOE TEMATUYECKOE BHICKA3bIBAHUE;
NUCbMEHHO (PUKCUPOBATH MH(GOPMALMIO, TIOTYYEHHYIO TIPU YTCHHUU
TEKCTa;

IrpaMOTHO U 3P (EKTUBHO MOJIB30BAThCS pecypcamu cetu MuTepHer
JUTsl TIOMCKa HEO0X0AMMOM MH(OpMALIHH,

BJIaACTh:

HaBBIKAMHU PaOOTHl C y4yeOHOM, y4ueOHO-HAy4YHOU, HAay4HO-ITYOJIH-
UCTUYECKOM, CIPABOYHOM JIUTEpaTypod B 007acTH OOIIEro u
npodeccuoHaIbHOrO HHOCTPAHHOTO SI3bIKA;

HaBBIKAMU KOMMYHHKAIIMH B TIOJIUKYJIBTYPHOM OOIIIECTBE;
HaBBIKAMU aHaJIM3a M CUHTE3a U3yYCHHOW HHPOPMAITUH;

HaBBIKAMHU OCYIIECTBIICHUS] YCTHOTO PEUEBOr0 B3aWMOJICHCTBUS B
paMKax MPOUJECHHBIX TEM;

HaBBIKAMH  TIOCTPOSHHSI  XOpPOIIO  BBICTPOSHHOTO  MOHOJIOTA
COOOIIEHHUS B paMKaxX U3y4aeMbIX TEM;

npueMaMy aHHOTHPOBAHUS W pedepupoBaHus MpodhecCuoHaATLHON
WHOSI3BIYHOM JIMTEPATYPHI,

HaBbIKAMM T'PaMOTHOTO U 3(P(EKTUBHOIO MOUCKA HEOOXOAUMOU
uHpopmanuu B cetu HTEepHET.



UNIT 1

ETHICS IN BUSINESS COMMUNICATION

Lead-in

1. Discuss the questions in pairs.

1)
2)
3)
4)
S)

What is ethics to you?

Do you think that ethics 1s important in business? Why?

Which business behavior may be considered ethical?

Who should be responsible for ethics within an organization?

Do you agree with the words by Potter Stewart, U.S. Supreme
Court justice, who once said, ‘Ethics is knowing the difference
between what you have a right to do and what is right to do’?

2. Topical Vocabulary.

A)

1)

2)

3)

4)

S)

Study the vocabulary list. Use the words and phrases in the
sentences of your own.

ethics (n) [ '€O1ks] — aTHKa; ydeHHE O MOpAJIH; TEOPUS
HPaBCTBEHHOCTH

ethical (adj.) [ €01k(o)l] — aTHUECKUIA; STUYHBIN, MOPATBHBIN
ant. unethical (adj.)

ethical communication — 3TU4HOE 00IIIEHE

to follow ethical norms — coOmro1aTh 3THYECKUE HOPMBI

to strengthen (v) [ 'strenf(o)n] — ycunupaTh, yKpeIisiTh

to strengthen a business — ykpemisiTe Ou3Hec

the public (n) — myOnuka, 001IECTBEHHOCTh

to appeal to the public — oOpamatbcst kK 0OIIECTBEHHOCTH
general public, public at large — mmpoxas myOnrka

image (n) — o6pa3, BHEITHUN BHUJI, BOILIOIICHUE

to develop one’s public image — pa3zpabdaTbiBaTh 0OIIECTBEHHBII
obpa3

to maintain (v) [mein| tein] — noaaepKkuBaTh, COXPaHSITh,
MTOAKPEILISATh

to maintain high ethical standards — moanep>xuBaTh BbICOKHE
HPaBCTBEHHBIC CTaHAAPTHI



6)

7)

8)

9)

10)

11)

12)
13)

14)

15)

to adhere (v) to [od hio] — TBep0 nepKaThCs, MPUIECPKUBATHCS
4ero-u00; 0CTaBaThCsl BEPHBIM

to adhere to ethical standards — cobrogaTh 3THUECKHE HOPMBI

to perceive (V) [po si:v] — BocmpuHHUMAaTh, TIOHUMAaTh, OCO3HABATD;
MOCTUTaTh

syn. to realize, to become aware

to interpret (v) [In't3:prit] — 0OBSACHITH, TOJIKOBATH,
UHTEPIPETUPOBATh; UCTOIKOBBIBATh, O0BSICHATH, PACIICHUBATD

to interpret smb.'s actions — 00BACHATH/UCTOJIKOBBIBATh

YbU-TU00 TTOCTYIIKU

discriminatory (adj.) [dis kriminot(o)r1] — OTAMYUTETBHBIN,
MU30UpaTEeNbHBIN; MPEAB3SITHIN; TUCKPUMUHAITMOHHBIN

a discriminatory judgment — mpucTpacTHOE CY>KJE€HUE
discriminatory restrictions — TMCKpUMUHAIIMOHHBIE OTPAHUYCHUS
interpersonal (adj.) — MeXITUYHOCTHBIN

interpersonal interaction — MEXIMYHOCTHOE B3aUMOICHCTBHE
accusation (n) against [ &kju zeif(o)n] — oOBUHEHHE (MPOTUB KOTO-
1100)

to bring an accusation against smb. — OOBHHUTH KOTO-JHOO;
BBIJIBUHYTh OOBUHEHHUE MTPOTHUB KOT0-TH00

to be under an accusation of ... — OBITh OOBUHEHHBIM B ... ;
OOBUHSITHCA B ...

groundless (false) accusation — 10xHO€ OOBUHEHME,
0e30CHOBaTENbHOE, HEOOOCHOBAHHOE OOBHHEHUE

to accuse (v) smb of smth — 00BUHATE KOTO-TH00 B 4eM-TTHO0

to weaken (v) [ 'wi:kon] — ocnabnsiTh; cHUXKATh 3 (PEKTUBHOCTD
to weaken the relationship — ocnabnars oTHOIIEHUS

to lack (V) — UCTIBITBIBATh HEAOCTATOK B UEM-JIMOO, HYXKJIaThCS B
yeM-JI100, HE UMETh 4ero-an0o0; HeJIocTaBaTh, HE XBAaTaTh

to affect (v) [o fekt] — Bo3neiicTBOBaTh, BIUATH, 3aTParuBaTh;
BpPEAUThH, HAHOCUTH yIIEpO

to affect the spirit — BIMATH Ha AyX, HETaTUBHO CKa3bIBAThCS
Ha HACTPOCHUU

to communicate (v) [ko mju:nikert] — coobmmarth, nepeaaBath

to communicate news to smb. — cooOmUTh/TIepeaTh KOMY-I100
HOBOCTh



16) violation (n) [,vaia'leif(o)n] — napymienue, yiiepo

the violation of a treaty — HapyIieHue gorosopa

minor violation — He3HAYNUTENBLHOE HAPYIIICHUE

to commit a violation, to violate — HapymuTh 4TO-TUOO
17) to reinforce (v) [ri:in {o:5] — ycunuBaTh, yKperuisiTh

syn. strengthen, intensify

to reinforce ethical behavior — ykpemnasTe 3TH4ECKOE MOBEACHNE
18) to lead by example — yBiekaTh npuMepom.

B) Transcribe and pronounce the following words. Use them in the
sentences of your own.

occur
significance
front

primary
neutral
offensive
consequence
employee
overt
representative

C) Fill in the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB
strengthen
discriminatory
communicate
violation
reinforce dependent
cthical
verbally
fairly
behavior

10



D) Fill in the gaps using the words and word combinations from the
Topical Vocabulary.

1) questions have repeatedly been raised about Stockman
in the past.

2) It certainly makes sense for the company to want to  or
even rebuild its relations with its main partner.

3) All the workers should to a code of honesty and total
loyalty to their consumers.

4) The likelihood of the occurrence of behavior is
increased by stereotypes.

5) To bring another into danger of death by false was
punished by death.

6) All of his supporters understood it would be a defeat to
the director and increase the risk of another step

backward.
7) It wasn’t possible that it could their life together.
8) Itwasa of multiple rules within the Code.
9) The failures in politics and economics are related and they
each other.
10) So, why do many of us the ethical standards so
differently?

3. Read the text and name the reasons why ethics is important in
business.

Every business is dependent on effective ethical communication. It’s
what makes new policy in government, raises money for nonprofits and
strengthens a business. Business communication occurs any time a
message 1s given or received, whether it’s verbal or nonverbal, between
two businesses, a business and its employees or a business and the public.
The messages sent and received by a business need to follow ethical norms
that don’t offend or make individuals feel uncomfortable.

Ethical business communication holds great significance on three
main fronts: business to business, business to employees and business to
the public. An example of the first type is between a business and its
suppliers or distributors. The second is organizational communication
within the business itself, how the leadership communicates with the

11



employees. Lastly, communication with the public is how the business
develops its public image. Maintaining high ethical standards on each front
is essential to success in business.

Ethical business communication’s primary function is to send and
receive messages in a neutral, non-offensive manner. Ethical effective
communication skills in business strengthen its corporate culture, resulting
in a more attractive bottom line. When communication does not adhere to
ethical standards, the consequences can include unhappy employees, a
poor public image and a decrease in the bottom line. Ethical business
communication is intended to care for the emotional and perceptive needs
of its employees and customers.

A common misconception concerning ethical communication in
business is that most unethical communication is obvious and overt. True
unethical communication is based on perception. If a person or people
group perceive or interpret certain actions or words to be discriminatory or
offensive, the communication can be considered unethical. The same is
true with interpersonal interactions between employees. If a particular
form of communication or gesture is offensive to another employee, it can
be categorized as unethical.

The purpose of ethical communication in business is to protect,
respect and maintain a good public image. The communication in any
business is for the purpose of maintaining order and the proper image with
its employees and society. For example, if an accusation was to arise
against a particular company, the public relations representative will
arrange a press conference to verbally address the issue at hand. The
company may also change a policy pertaining to the issue that non-
verbally communicates the same message.

There are many consequences to unethical business communication. A
business may have an outstanding product or service, but if it doesn’t
communicate well with its customers, they will not be satisfied, and this
can weaken the business/customer relationship. Everything in business
rises and falls on communication. When ethical communication is lacking,
moral, corporate image and motivation will lack as well. Each of these
elements affects the spirit of the employees, which in turn will reflect to
the customer and result in a decrease in revenue.

12



Every business should have a written ethics policy that details what is
expected of employees within the business. It should communicate what
the business believes are its ethical standards such as always being honest
in communications, dealing with customers and other employees fairly and
reporting ethical violations that the employee witnesses. The policy should
also outline the consequences of acting unethically within the business.
This policy should be signed by employees upon their acceptance of
employment as well as reviewed and signed on an annual basis.

Management’s role in ethical practices for the business is to always
demonstrate ethical behavior in verbal and non-verbal form. Management
should reinforce ethical behavior in others with praise while using
unethical behavior as a teaching tool for other employees. In addition,
management should realize they are role models for the business and must
act accordingly. If they expect employees to act in a certain way, they
must also act in the same way and lead by example.

http://www.ehow.com/about_6069676_ethical-communication-business.html
http://smallbusiness.chron.com/communication-ethical-issues-business-4886.html
(0ama oopawenus 19 saneaps 2016 2.)

4. Answer the questions to the text.

1) What is every business dependent on?

2) When does business communication occur?

3) What are the three main fronts ethical business communication
holds great significance on?

4) What is ethical business communication’s primary function?

5) What happens when communication does not adhere to ethical
standards?

6) Is most ethical communication obvious and overt?

7) When can communication be considered unethical?

8) What is the purpose of ethical communication in business?

9) What are consequences to unethical business communication?

10) Why should every business have a written ethics policy?

11) What is management’s role in ethical practices for business?

13



5. In the text, find the notions that mean the following:

a) imparting or interchange of thoughts, opinions, or information by
speech, writing, or signs;

b) expressed in spoken words;

c) people constituting a community, state, or nation;

d) apprehending by means of the senses or of the mind, understanding;

e) philosophy, values, behavior, dress codes, etc., that together
constitute the unique style and policies of a company;

f) characterized by or showing prejudicial treatment, especially as an
indication of bias related to age, color, national origin, religion, sex;

g) to be absent or missing, as something needed or desirable;

h) definite course of action adopted for the sake of expediency,
facility, etc;

1) breach, infringement, or transgression, as of a law, rule, promise, etc.;

j) person or persons controlling and directing the affairs of a business,
1nstitution, etc.

6. Find the following phrases in the text and provide their Russian
equivalents.

it raises money for nonprofits; a message is given or received, whether
1t’s verbal or nonverbal; norms that don’t offend or make individuals
feel uncomfortable; holds great significance on three main fronts; how
the business develops its public image; in a neutral, non-offensive
manner; resulting in a more attractive bottom line; a common
misconception concerning ethical communication; if an accusation was
to arise against a particular company; reporting ethical violations that
the employee witnesses.

7. Find the English equivalents for the following Russian phrases in the
text.

oOIIeHne ¢ 00IMECTBEHHOCTHIO; CYIIECTBEHHBIN IS ycrexa B OM3HeECe;
YKPEIUICT KOPIIOPATHBHYIO KYJIbTYPY; KOT/Ia OOIIEHHE HE COOTBETCT-
ByeT JTHYECKMM HOpPMaM; paclpoCTpaHEHHOE 3a0iyXJCHHE;, OHa
MOXKET CUMTAThCS HEITUYHOM; 3alluIlaTh, YBaKaTh M IOJACPKUBATH
XOPOIINKA HMMHJDK; TPEACTABUTEIb OTJENAa IO CBSA3IM C OOIIECT-
BEHHOCTBIO;, BCE YCIIEXH M HEyJadd OW3HEca 3aBHCAT OT OOIICHUS,
BCET/Ia JIEMOHCTPHUPOBATh dTHIYCCKHUE HOPMBI TTOBEJACHUS B BEepOATbHOU
1 HeBepOanbHOU (hopMme.

14



8. Mark the following statements as True (T) or False (F) according to

the text.

1) Business communication occurs any time a message is given or
received between two businesses, a business and its employees or a
business and the public.

2) Ethical business communication holds great significance on two
main fronts: business to business and business to the public.

3) High ethical standards on each front are necessary to success in
business.

4) Ethical business communication’s primary function is to satisfy its
customers’ needs.

5) Ethical effective communication skills in business weaken its
corporate culture, resulting in a more attractive bottom line.

6) Communication should adhere to ethical standards, otherwise it
may lead to unhappy employees, a poor public image and a
decrease in the bottom line.

7) The purpose of ethical communication in business is to protect,
respect and maintain a good public image.

8) When unethical communication is lacking, moral, corporate image
and motivation will lack as well.

9) Every business should have a written ethics policy that details what

is expected of employees within the business.

10) Management should reinforce unethical behavior in others with

Ly

2)

praise while using ethical behavior as a teaching tool for other
employees.

A) Read 7 Principles of Admirable Business Ethics. Fill in the
prepositions where necessary. Would you add anything to the list?

Be Trustful: Recognize that customers want to do business 1 a
company they can trust; when trust is 2 the core of a company,
it's easy to recognize. Trust defined, is assured reliance 3 the
character, ability, strength, and truth of a business.

Keep An Open Mind: For continuous improvement of a
company, the leader of an organization must be open 4 new
ideas. Ask for opinions and feedback from both customers and
team members and your company will continue to grow.
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3)

4)

S)

6)

7)

B)

Meet Obligations: Regardless 5 the circumstances, do
everything in your power to gain 6 the trust of past customers
and clients, particularly if something has gone wrong. Reclaim any
lost business by honoring all commitments and obligations.

Have Clear Documents: Re-evaluate all print materials including
small business advertising, brochures, and other business
documents making sure they are clear, precise and professional.
Most important, make sure they do not misrepresent or
misinterpret.

Become Community Involved: Remain involved 7 community-
related issues and activities, thereby demonstrating that your
business is a responsible community contributor.

Maintain Accounting Control: Take a hands-on approach to
accounting and record keeping, not only as a means of gaining a
better feel for the progress of your company, but as a resource for
any ‘questionable’ activities. Gaining control 8 accounting and
record keeping allows you to end any dubious activities promptly.
Be Respectful: Treat others with respect. Regardless 9
differences, positions, titles, ages, or other types of distinctions,
always treat others 10 professional respect and courtesy.

Express your point of view on each principle starting with the
following words. Use the vocabulary of exercises 4—6.

« In my experience ...

« As far as I’'m concerned ...
« Speaking for myself ...
 In my opinion ...

« Personally, I think ...

« I’d say that ...

« I’d suggest that...

 I’d like to point out that ...
. I believe that ...

« What I meanis ...
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10. Work in pairs. Take turns and react to your partner’s statements
about the unethical situations at work. Try and keep the
conversation for 2—3 minutes. Share opinions using the expressions:

Giving a strong Asking for an opinion Giving reason for one’s
opinion. beliefs
What do you think?  There must be/can’t be ...

I’m absolutely

convinced that . . What’s your view? because otherwise ...
I’'m sure that ... How do you see the  There’s no evidence for/
I strongly believe situation? o to support ...

that ... What’s your opinion? There’s no other way to
I have no doubt that ... explain/account for ...
There’s no doubt in my

mind that ...

« ‘Often, employees do not receive the full wage. On the contrary, so-
called “extra” costs for working clothes, training or material
damages during work are deducted. Extra hours are often not paid
at all’.

« ‘Meal breaks are irregular or even denied at my work’.

« ‘During the peak season, there are only 1-2 days off each month at
our agency. Workers should be allowed to have at least one day off
per seven-day week!’.

« ‘Due to time pressure during the production process, new workers
often are not properly introduced to the potential dangers at their
workplace!’.

« ‘Pregnant women often lose their jobs, thereby allowing employers
to avoid payment for maternity leave’.

« ‘Bringing children to the factories is often prohibited, and with it,
the freedom to regulate nursing times’.

11. Make up a dialogue between two co-workers. Discuss the
importance of adhering to the standards of business ethics. Give as
many arguments and examples as possible.
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12. Prepare a report in the form of a presentation on one of the
following topics:

Writ

Ethics & Corporate Social Responsibility: notion, features, problems.
Ethics for international business.

Business Ethics from an Islamic Perspective.

Moral leadership as a good way to succeed in business.

Ethical decision-making in everyday work situations.

Business ethics & the environment.

ing

13. Fill in the table. Search the Internet for explanations, examples,
problems and their solutions in the main fronts of business ethics.
Be ready to comment upon the found information.

front of business |  business to business to | business to
ethics business employees the public
task
explanation
examples

problems that may
arise

possible solutions

14. Write the summary of the text (250 words). Use the active
vocabulary of the unit.
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15. Translate into English.

Y

2)

3)

4)

S)

JlenoBoe oOIIeHHEe — HEOOXOAUMAas YacTh YSJIOBCUYCCKOM JKM3HHU,
BA)KHEWIIMY BUJI OTHOLLIEHUHN C IPYTUMU JIFOAbMH.

DTHUKY JE€JI0BOr0O OOIIECHMS ClIeyeT YUYUTHIBATh B Pa3JIUUHBIX €€
MPOSIBIICHUSAX: B OTHOILICHUAX MEXKIYy NPEANpUsITHEM H 00-
IECTBEHHOCTBIO; MEXKY MPEANPUATUIMHU; BHYTPU OJIHOTO MPE/-
OPUATUS — MEXKIY PYKOBOAUTEIEM M MOMAYUHEHHBIMHU, MEXKIY
IO TYMHCHHBIMU.

Korga oOmieHre HE COOTBETCTBYET STHYECKHMM HOPMaM, IIO-
CJIEICTBUEM MOYKET CTATh IJIOXOM OOIIECTBEHHBIM NUMUITK.

Ecnu denoBek wiau rpymnna JIOJAe BOCIPHHUMAIOT WM HHTEP-
MPETUPYIOT OIpEJICJICHHbIC JCHCTBUS WM CJIOBa KakK JHUCKpHU-
MUHUPYIOIIWE WA OCKOPOUTENIbHBIE, TO OOIIECHUE MOXKET pac-
CMaTPUBAThCS KaK HEATUYHOE.

PyKoOBOJICTBO JOJDKHO MOOLIPSTH 3TUYHOE IOBEIACHUE COTPYI-
HUKOB U WCIOJIb30BaTh CJIydyad HEITUYHOTO TMIOBEACHUS B
Ka4eCTBE HATJISIAHOCTU JJISI APYTUX COTPYJIHUKOB, KaK HE HY>KHO
MOCTYMAaTh.

SOURCES FOR FURTHER RESEARCH

http://www.academia.edu/2188577/Ethical Communication in_an Or
ganization

http://trade.gov/goodgovernance/adobe/bem_section 3/chapter 7.pdf
http://study.com/academy/lesson/legal-and-ethical-communication-
description-importance.html
http://www.youtube.com/watch?v=Rq_y8IluQByc
http://www.youtube.com/watch?v=xQ1ltemXU45c
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UNIT 2

CROSS-CULTURAL COMMUNICATION

Lead-in

1. Discuss the questions in pairs.

1)
2)
3)
4)

S)

What are some cultures or countries that fascinate you? How do
you find out more information about these cultures/countries?

Do you have any tips or strategies you use to make new friends
with people from different cultures?

Name the things that can be described by the word ‘cross-
cultural’.

Do you think that cross-cultural aspect of communication is
important in business? Why?

Do you know any differences in business culture of different
countries?

2. Topical Vocabulary

A)

1)

2)

3)

4)

Study the vocabulary list. Use the words and phrases in the
sentences of your own.

cross-cultural (adj.) — MEXKYyIbTYypHBINA, MEKITHUUECKUIN
cross-cultural communication — MEXKyJIbTypHasi KOMMYHHKaIIHS,
oOIIIeHUE TPE/ICTABUTEIICH Pa3HBIX KYJIbTYP

global (adj.) — MupoBOIi, BCeMUPHBIM, II100aTBLHBIN

global business — Mexx1yHapOAHBIN OHU3HEC

to conduct global business — BecT MeXXIyHapOIHBINA OHU3HEC

syn. world, worldwide, universal

to deal (v) with — paccmaTpuBaTh, 3aHUMATHCS, MIPUHUMATH MEPHI
deal (n) — cnenka; 6oybIIIOE KOJIUYECTBO, Macca (pase.)

a good deal of money — GospIIas cymma jieHer

It’s a deal! — 1o pykam!

custom (n) — oObI4asi, 0OOBIKHOBEHHUE, TTPHBBIUKA

business custom — JiesioBbIe 00bIYalt
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3)

6)
7)

8)

9)

10)

11)

12)

13)

14)

high-context culture — KyIbTypa BEICOKOT'O KOHTEKCTa

low-context culture — KynbTypa HU3KOTO KOHTEKCTa

power distance — TUCTaHLIMS BIACTH

to base (v) on(upon) — 6a3upoBaTh, OCHOBBIBATh, 00OCHOBHIBATH

to base decisions on facts — OCHOBBIBaTh pelieHUs Ha (haKTax

syn. to found, to ground

businessperson (n) — Ou3HEeCMeEH, MPEANPUHNMATEIb

syn. businessman, entrepreneur

to focus (v) on [ foukas] — cocpenorounBaTh(csi), oOpaniaTh
BHMMaHHE Ha YTO-THOO0

to focus one’s attention on a matter — cocpe10TOYNUTh HA YEeM-JIMOO
BHUMAaHUE

to be concerned (v) with/about — 6ecrmokouThCsS 0 YeM-I1u00, OBIThH
03a004€HHBIM (4eM-T100)

concerned person — 3aMHTEPECOBAHHOE JIUIIO

the parties concerned — 3auHTepeCOBaHHBIE CTOPOHBI

to handle (v) — o0xoauThcst, 0OpamaThes; ynpaBisiTh(cs),
CIIPaBJISATHCS

to handle communication — ynpapisiTe 00IIIEeHHEM

syn. to treat, to discuss; to deal; to cope

gesture (n) [ d3zestfo] — xxecT, TENOABUKEHUE

to gesture (V) — )KECTUKYJIMPOBATH

appropriate (adj.) [0 proupriit] (for) — COOTBETCTBYIOIINHA,
MMOAXOIAIIMMN; YMECTHBIN; JOJAKHBIN

to appropriate (v) [0 proupriert] — npucBauBaTh; CTAlIUTh, CTIHYTh
(pasze.)

barrier (n) [ 'bario] — 6apbep, nperpana, NpenaTCTBUE

language barrier — s13p1K0BOM Oapbep

to break through/to go through (barriers) — npeogomnesats (6apbepsl)
syn. obstacle

rapport (n) [r& po:] — B3aMMOIIOHUMAaHWE, TAPMOHMUS, COTJIACHE;
XOpOIIIME B3aMMOOTHOIIICHUSI; TOHUMaHUE

to establish a rapport (with) — ycTaHOBUTH XOpoliue
B3aMMOOTHOIIECHUS C KEM-THOO0

en/in/rapport — B corjiacuu, B TapMOHHUU; TIPU B3aUMHOM
MOHUMAaHUH

syn. mutual understanding
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15)

16)

17)

18)

B)

proficiency (n) in [pra {if(o)nsi] — ONBITHOCTH, YMEHHE, CHOPOBKA,
3HaHUE

proficiency level — ypoBenb MmactepcTBa

technical proficiency — TexHHUuecKre HaBBIKU

syn. experience, ability, skill

hierarchy (n) [ hai(o)ra:ki] — uepapxwusi, opranuzanmoHHas
CTPYKTYypa

hierarchical (ad;j.) [ hai(o) ra:kik(o)l] — nepapxuueckuit

in hierarchic(al) order — B mopsinke nepapxuu

feedback (n) [ fi.dbak] — o6paTHast cBsA3b, OTBETHAs peaKIlusl,
OTKJIUK

to ask for a feedback — npocuts oTBeTHOM peakuu
ethnocentrism (n) [, eBna(v) sentriz(o)m] — 3THOIEHTPU3M
(CKIOHHOCMb Yen08eKa 80CHPUHUMAMb U OYEHUBAMb HCUSHEHHbLE
ABNEHUSI CK8O3b NPUSMY MPAOUYUU U YeHHOCmel cOOCMEEeHHOU
IMHUYECKOU 2PYNNbl, KOMOPAsl 8bICIMYNAem 8 Kauecmee HeK0e20
gceobuje2o 2manona)

syn. cultural blindness.

Transcribe and pronounce the following words.Use them in the
sentences of your own.

strategically
technology
executive
communicate
organization
etiquette
achievement

utilize
straightforwardness

subordinate
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O

D)

Fill in the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB
diverse
strategically
communicate
relate
employee
culture
individualistic
satisfactorily
effectively

increasingly

Fill in the gaps using the words and word combinations from the
Topical Vocabulary.

1)
2)

3)
4)

5)
6)
7)
8)

9)

Officials express high hopes that the festival will be a force for
dialogue.

I was just wondering how to with the company where

I was going to work.

Our plan 1s on a rising economy.

After graduating from the University I want to be a

and work for my father.

After all, she wasn’t the one who was about the method

they were using.

We can this job by ourselves.

I don’t think it’s an dress for a party.

Only one remained between them and they wanted to

break though it by negotiating the deal in person.

A regular order was elaborated for the official

classes, both civil and military, whereby the rank of each

person was clearly defined.

10) A majority of the clients we represent have said that the

they get is 10-fold more valuable than the money

they raised.
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3. Read the text and say why the concern of cross cultural
communication is important in business.

Cross-cultural communication has become strategically important to
companies due to the growth of global business, technology and the
Internet. Understanding cross-cultural communication is important for any
company that has a diverse workforce or plans on conducting global
business. This type of communication involves an understanding of how
people from different cultures speak, communicate and perceive the world
around them.

Cross-cultural communication in an organization deals with
understanding different business customs, beliefs and communication
strategies. Language differences, high-context vs. low-context cultures,
nonverbal differences and power distance are major factors that can affect
cross-cultural communication.

The concept of high- and low-context culture relates to how an
employee’s thoughts, opinions, feelings and upbringing affect how they
act within a given culture. North America and Western Europe are
generally considered to have low-context cultures. This means that
businesses in these places have direct, individualistic employees who tend
to base decisions on facts. This type of businessperson wants specifics
noted in contracts and may have issues with trust.

High-context cultures are the opposite in that trust is the most important
part of business dealings. There are areas in the Middle East, Asia and Africa
that can be considered high context. Organizations that have high-context
cultures are collectivist and focus on interpersonal relationships. Individuals
from high-context cultures might be interested in getting to know the person
they are conducting business with in order to get a gut feeling on decision
making. They may also be more concerned about business teams and group
success rather than individual achievement.

Gestures and eye contact are two areas of nonverbal communication
that are utilized differently across cultures. Companies must train
employees in the correct way to handle nonverbal communication as to not
offend other cultures. For example, American workers tend to wave their
hand and use a finger to point when giving nonverbal direction. Extreme
gesturing is considered rude in some cultures. While pointing may be
considered appropriate in some contexts in the United States, the Japanese
would never use a finger to point towards another person because that
gesture 1s considered rude in Japan. Instead, they might gesture with an
open hand, with his palm facing up, toward the person.
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Eye contact is another form of nonverbal communication. In the U.S.,
eye contact is a good thing and is seen as a reflection of honesty and
straightforwardness. However, in some Asian and Middle Eastern cultures,
prolonged eye contact can be seen as rude or aggressive in many
situations. Women may need to avoid it altogether because lingering eye
contact can be viewed as a sign of sexual interest.

The biggest issue dealing with cross-cultural communication is the
difficulty created by language barriers. For example, if a worker does not
speak another language, he is concerned with his ability to communicate
effectively. There are some strategies that such a worker can use to help
establish a rapport with a foreign partner, for example, using emotions,
facial expressions and other nonverbal cues. Additionally, companies that
have to deal with cross-cultural communication can hire employees with
proficiency in other languages.

Power distance relates to how power is distributed within an
organization. Typically, American companies utilize a low power distance
and have more informal hierarchies that allow for interaction between
executives and their subordinates. Managers ask for feedback from
employees and will even socialize with subordinates. Companies with high
power distance are typically very hierarchical in nature and have severe
differences in authority.

As business has turned more and more to an integrated world market
to meet its needs, the difficulties of communicating at a global level have
become increasingly widespread. Lack of understanding deriving from
ethnocentrism or ignorance of culturally based assumptions erroneously
believed to be universal can readily escalate to unproductive conflict
among people of differing cultural orientation. In combination with a
growing emphasis on global markets and an interdependent and
internationalized economy, the need for dealing with intercultural
differences and cross-cultural communication barriers has grown.

Business owners and representatives sometimes face a set of
communication considerations when they decide to move into the
international arena, but most issues can be satisfactorily addressed by
1) respectfulness toward all people you meet; 2) thinking before speaking;
and 3) research on current business etiquette, cultural and customer
sensitivities, current events, and relevant history.

http.//study.com/academy/lesson/cross-cultural-communication-definition-strategies-
examples.html
http.:.//www.inc.com/encyclopedia/cross-cultural-international-communication. html
(0oama oopawenus 27 saneaps 2016 2.)
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4. Answer the questions to the text.

Y
2)
3)
4)
S)
6)
7)

8)

Why has cross-cultural communication become strategically
important to companies?

What are the major factors that can affect cross-cultural
communication?

What does the concept of high- and low-context culture relate to?
What is the difference between them?

Is nonverbal communication equally important?

What is the biggest issue dealing with cross-cultural communication?
What does power distance relate to?

Why has the need for dealing with intercultural differences and
cross-cultural communication barriers grown?

What can most communication issues be addressed by?

5. In the text, find the notions that mean the following:

a)

b)

d)

g)
h)

)

branch of knowledge that deals with the creation and use of
technical means and their interrelation with life, society, and the
environment, drawing upon such subjects as industrial arts,
engineering, applied science, and pure science;

total number of persons employed or employable;

habits or usages collectively; convention;

agreement between two or more parties for the doing or not doing
of something specified;

person who shares the political principle of centralized social and
economic control, esp. of all means of production;

meeting of the eyes of two persons, regarded as a meaningful
nonverbal form of communication;

movement or position of the hand, arm, body, head, or face that is
expressive of an idea, opinion, emotion, etc;

person or group of persons having administrative or supervisory
authority in an organization;

power to determine, adjudicate, or otherwise settle issues or
disputes; jurisdiction; the right to control, command, or
determine;

code of ethical behavior regarding professional practice or action
among the members of a profession in their dealings with each other.
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Find the following phrases in the text and provide their Russian
equivalents.

strategically important to companies due to the growth of global
business, technology and the Internet; how people from different
cultures speak, communicate and perceive the world around them;
have direct, individualistic employees who tend to base decisions on
facts; in order to get a gut feeling on decision making; is seen as a
reflection of honesty and straightforwardness; to help establish a
rapport with a foreign partner; hire employees with proficiency in
other languages; informal hierarchies that allow for interaction
between executives and their subordinates; can readily escalate to
unproductive conflict among people of differing cultural orientation;
research on current business etiquette, cultural and customer
sensitivities, current events, and relevant history.

Find the English equivalents for the following Russian phrases in
the text.

[InaHbl MO BEIEHUIO MEXAYHAPOIHOTO OHM3HECa; ObITh CBA3AHHBIM C
NOHUMAHHUEM PAa3JIMYHBIX JENOBBIX TPAAULNM, YOESKICHHM U KOM-
MYHUKATUBHBIX CTPATErMU; KaK MBICIM, MHEHUs, YyBCTBA U BOCIIU-
TaHWE COTPYIHHUKOB BIIMSIET HA TO, KAK OHM JICMCTBYIOT B IIpEAeiax
JAHHOM KYJBTYpbI; 3TOT THUI OU3HECMEHA XOYET KOHKPETUKH, 3a(pUK-
CUPOBaHHOHN B JOTOBOpE; (GOKYCUPYIOTCS Ha MEXIMYHOCTHBIX OTHO-
HICHUSIX; YPE3MEPHOE KECTUKYJIUPOBAHUE CUUTAETCS TPpyObIM; HEedop-
MaJbHO OOIIAThCA C MOJYMHEHHBIMU; HETIOHUMAaHUE, BBITEKAIOIIEE U3
STHOLICHTPU3MA WM HE3HAHUS KYJbTYPHBIX MOHATHH, OMIMOOYHO
CUMTAIOIINXCSI YHUBEPCATIbHBIMH.

Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

1) Understanding cross-cultural communication is important for any
company that has a diverse workforce or plans on conducting
global business.

2) Cross-cultural communication in an organization deals with
understanding different social and cultural customs, beliefs and
communication strategies.
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3)

4)

S)
6)
7)
8)

9)

Language and nonverbal differences are major factors that can
affect cross-cultural communication.

The concept of high- and low-context culture relates to how an
employee’s thoughts, opinions, feelings and upbringing affect
how they act within a given culture.

Organizations that have low-context cultures are collectivist and
focus on interpersonal relationships.

In low-context cultures businesses have direct, individualistic
employees who tend to base decisions on facts.

In the U.S., eye contact is a good thing and is seen as a reflection
of honesty and straightforwardness.

The biggest issue dealing with cross-cultural communication is
the difficulty created by power distance.

Typically, Asian companies utilize a low power distance and have
more informal hierarchies that allow for interaction between
executives and their subordinates.

10) As business has turned more and more to an integrated world

market to meet its needs, the difficulties of communicating at a
global level have become increasingly widespread.

Match the words from the left column to the words in the right
column to make collocations. Compose your own sentences to
illustrate their meaning.

to deal in sth/smb

to focus about sth

to be interested business with sb
to conduct sth

to be concerned to sth

to handle on sth/sb

to establish for a feedback
to relate with sth/sb

to ask with sb

to socialize a rapport with sb
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10. Work in pairs. Using the collocations from the previous exercise
make up questions about business communication in different
countries (see the facts about international business culture below).
Ask and answer the questions in turns. Try and keep the
conversation for 2-3 minutes. Share opinions using the expressions:

Explaining: Appreciating: Requesting:
Informal
Can you explain ...? ~ Thanks. Please?
Can you tell me Thank you. Would you? Will you?
why...? I appreciate it. Could you?
Well, ... Thanks for the help.  would you please?
Let me explain. Thank you for. a Could you possibly?
Let me tell you why... good explanatlon. Would you mind
There’s a (good) L appreciate your (V+ing)?
reason for this... advice. Could you do me a
I’m sorry. I can’t tell | appreciate your favor?
you that (right now).  helping me with...  Formal
Can I get back to you Could I ask you to ...?
on that? Would you mind if |
I’1l explain (a little) asked you to ...?
later. Would you be so kind
as to...?

. Business cards are of the utmost importance in Japan, where
business formality is key. They’re almost always exchanged at the
beginning of a meeting. Writing on the card or quickly putting it in
your pocket is considered rude. If you’re handing over a business
card, bow slightly and present it with the Japanese translation side
facing up.

. Business can move at a slower pace in India, especially in the public
sector. Indian government officials are usually not expected to be on
time for meetings or meet their deadlines for processing documents

. In France, business meeting participants are expected to act in a
reserved manner and avoid seeming overly friendly or sharing
personal information.

. German business people greatly value appointments, and simply
dropping by or calling to discuss a business matter is perceived as
rude, as well as being late — even just by a few minutes.
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. Hierarchy and position are of the utmost importance in Spain. It’s
rude to focus most of your attention on or ask for approval from

someone of lower rank.

« The Middle East is an honor culture, where individuals compete for
their reputations and self-worth during social interactions. Because
of this, Middle Easterners tend to be more competitive than their
foreign counterparts in negotiations. Middle Eastern business people
are also initially less trusting than their foreign partners, as they
believe trust is something to be earned only after a relationship has

been developed.

11. Read the statements by foreigners about the Russian business

etiquette. Do you agree or disagree with them? Comment on them
using the expressions of agreement/disagreement.

Agreement Disagreement Partial Agreement
There is no doubt I don’t agree with it. It is only partly true
about it that... I’m sorry, but I that ...

I completely/ disagree. That’s true, but ...
absolutely agree with | I’m afraid, I can’t I can agree with that
you. agree with it. only with

I agree with you The problem is that ... | reservations.
entirely. I (very much) doubt That seems

I totally agree with it. | whether ... obvious, but...

I simply must agree This is in complete That 1s not

with that.

That’s exactly what I
think.

contradiction to ...

With all due respect, ...

I cannot share this/
that/the view.

I cannot agree with
this 1dea.

What I object to is ...

I have my own
thoughts about that.

necessarily so.

It is not as simple as
it seems.

I agree with it in
principle, but ...

I agree with you in
part, but ...

Well, that could be
right.
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12.

The typical greeting is a firm, almost bone-crushing handshake
while maintaining direct eye contact and giving the appropriate
greeting for the time of day. When men shake hands with women,
the handshake is less firm. When female friends meet, they kiss on
the cheek three times, starting with the left and then alternating.

Gift giving using takes place between family and close friends on
birthdays, New Year, and Orthodox Christmas. If you are invited to
a Russian home for a meal, bring a small gift. Male guests are
expected to bring flowers. Russians often protest when they are
offered a gift. Reply that it is a little something and offer the gift
again and 1t will generally be accepted.

Russians are transactional and do not need to establish long-
standing personal relationships before they do business with people.
It is still a good 1dea to develop a network of people who you know
and trust. The Russian word ‘svyasi’ means connections and refers
to having friends in high places, which is often required to cut
through red tape.

Most Russians do not trust people who are ‘all business’.
Appointments are necessary and should be made as far in advance
as possible. It often takes roughly 6 weeks to arrange a meeting with
a government official. Confirm the meeting when you arrive in the
country and again a day or two in advance. You should arrive
punctually for meetings.

Expect a long period of socializing and getting-to-know-you
conversation before business is discussed. Have all printed material
available in both English and Russian. Russians expect long and
detailed presentations that include a history of the subject and a
review of existing precedents.

Meetings and negotiations are slow. Russians do not like being
rushed. Hierarchy is important to Russians. They respect age, rank
and position. The most senior person reaches decisions.

Make up a dialogue between two businesspersons. Discuss the
importance of cross-cultural communication, its peculiarities, and
the issues it deals with. If you were offered a job abroad, which
country or culture would you prefer? Why? Use 12—-16 active
phrases.
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13. Prepare a report in the form of a presentation on one of the
following topics:

The secrets of effective cross-cultural communication
High-context cultures vs. low-context cultures

Language barriers: peculiarities and ways to break through
Business etiquette in English-speaking countries

Business etiquette in Asian countries

Business etiquette in Spanish-speaking countries

Writing

14. Fill in the table. Use the text and the Internet to find the needed
information. Be ready to comment upon the found information.

FACTORS THAT CAN AFFECT | EXPLANATION | EXAMPLES | WAYS TO
CROSS-CULTURAL BREAK
COMMUNICATION THROUGH

1y

2)

3)

4)

S)

15. Write the summary of the text (250 words). Use the active
vocabulary of the unit.

16. Translate into English.

1) MexKkynbTypHass KOMMYHHMKalLMsSl CTajla CTPATETMYECKH BaKHOU

JUIS KOMIIAaHUK B CBSI3M C POCTOM TJ100aIbHOTO OM3HECA, TEXHOJIO-
ruii u UnTepHera.

2) SI3bIKOBBIE pa3iIvuMsl, KyJIbTypbl BBICOKOTO U HU3KOTO KOHTEKCTA,

HeBepOaJIbHbIE Pa3IMyus U JUCTAHIUS BIIACTHU SIBJSIOTCS OCHOB-
HBIMU (haKTOpaMH, KOTOPbIE MOTYT MOBJIUATh HA MEXKYJIbTYPHYIO
KOMMYHUKAIIHIO.
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3)

4)

S)

B coueranuu ¢ pacTymuM akileHTOM Ha TJIOOAJIbHBIX pPBIHKAaX U
B3aMMO03aBUCUMOM 3KOHOMHKE, BBIPOCIa HEOOXOIUMOCTh MPEOI0-
JICHUSI MEKKYJIbTYPHBIX Pa3JIUYUid MU MEKKYJIbTYPHBIX KOMMYHH-
KaTUBHBIX 0apbepoB.

[Ipousoiieniirie B MUpe B MOCJIEAHUE TOAbl COIUMATIbHbBIC, MOJIH-
TUYECKUE M SKOHOMHMUYECKHE M3MEHEHHUs MPUBEIN K MacIITaOHOMN
MUTpALMM HAPOJIOB, MX IMEPECEIICHUI0, CMEIICHUI0 U CTOJKHO-
BEHUIO, B PE3yJbTaTE 4YE€ro Bce OOJbLIE JIOJECH MPEOI0JIEBAIOT
KYyJbTypHBIE 0apbephl, KOTOPBIE PAHBIIE UX Pa3ICIIsIIu.
KomMyHuKanus B 1eI0BOM KyJbType BOZHUKAET BCJICACTBUE TOTO,
YTO KaXKJlasi OpraHu3alMs pacrojaraeT psjaoM CrenupuuecKux
oObIYaeB M MPABUJ, CBA3AHHBIX C KOPIMOPATHUBHON KYJIbTYpOU, W
MIPY KOHTAKTE MPEACTABUTEICH pa3HbIX KOMIIAHUN MOXXET BO3HUK-
HYTh HEIOHUMAHHUE.

SOURCES FOR FURTHER RESEARCH

https://www.communicaid.com/country/russia/
http://www.inc.com/encyclopedia/cross-cultural-international-
communication.html
https://www.youtube.com/watch?v=Vm;Y qpkUsOk
https://www.youtube.com/watch?v=2-x7U-D3jow
https://www.youtube.com/watch?v=VMwjscSCcf0
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Lead-in

UNIT 3

MARKETING

1. Discuss the questions in pairs.

1)
2)
3)
4)

S)

What images spring to mind when you hear the word ‘marketing’?
Would you like to work in marketing? Why?

How would you start marketing a product or idea you had?

Do expensive brands use different types of marketing to cheaper
products?

What is your opinion of marketing in the era of globalization?

2. Topical Vocabulary

A) Study the vocabulary list. Use the words and phrases in the

Y

2)

sentences of your own.

marketing (n) [ ma:kiti] — MapkeTUHT; TOPrOBJIs, MPOJAKA
marketing research — MapKeTUHTOBBIE UCCIIEIOBAHUS

marketing analysis — aHaJIu3 TOTPEOUTETHCKOTO CIIpoca

direct marketing — cOBIT 0€3 TOCPETHUKOB

marketing mix — KOMIUJIEKC MapKETUHTa, MAPKETHUHT-MHUKC
marketing effort — MapkeTuHroBas mepa

marketplace — peIHOK (TOBapoOB); PHIHOK, Oazap

market opportunity — pplHOUYHasi BO3MOXHOCTb

market-coverage strategy — cTpaTerus oxBaTa pbIHKa

to target (v) — HalenuBaTh, HANPaBJATh, BHIOUpPATh B KauyeCTBE
LIEJIEBOU ayIUTOPUU

target (n) — 1es1b, OOBEKT

targeting (n) — TapreTuHr, (OKYyCHPOBKa, Yy3KOHAIIpaBJICHHAs
(ueneBas) pexiaama

target market — 1ieneBoi prIHOK

to select a target market — BeIOMpAaTH 11€71€BOM PHIHOK
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3)

4)

S)

6)

7)

8)

9)

10)

customer (n) — MOKYyIMAaTelib; 3aKa34uK; KJIUEHT; MOTPEOUTEIND

to satisfy needs and wants of a customer — yJOBIETBOPSTH
NOTPEOHOCTHU U JKEJIaHUS KIHUEHTa

customer-oriented pricing — ieHOOOpa30BaHUE, OPUEHTUPOBAHHOE
Ha MOTpeOuTeIs

to service (to serve) customers — OOCIY>KHMBaTh TMOKYIaTeNeh
(KJIMEHTOB)

syn. consumer, buyer, purchaser, client

segmentation (n) [ segmen terf(o)n] — nenaeHue, cermeHTaus
segment (n) [ segmont] — ceKTOp, CETMEHT

to segment (V) [seg ment] — 1€TUTH Ha CETMEHTBI, CETMEHTHUPOBATh
to segment the market — cermeHTHpPOBATH PHIHOK

to position (V) — MO3UIIMOHUPOBATH; MOMENIATh; JIOKATU3UPOBATh
product positioning — 1mo3ulKs ToBapa (Ha PHIHKE) (OmMHOuieHUe
nompebumeneti K 0GHHOM) MOBAPy NO CPABHEHUIO C OMHOULEHUEM
K MO8apam-KOHKYPEeHmMam)

to compete (v) with sb for sth — koukypupoBath, conepHuyars ¢
KEeM-JIM00 3a 4TO-JIM00

competition (n) — KOHKYpPEHIIUS

competitor (n) — KOHKYPEHT, CONEPHUK

to gain a competitive advantage — MOJy4YUTh KOHKYPEHTHOE
IPEUMYIIIECTBO

to differentiate (v) sth from sth [ difa'renfieit] — nuddepenuuponars,
OTJINYaTh

differentiated — HeomHOpOAHBIN, TUDPEepeHIUPOBAHHBIN
undifferentiated — nHenudbdepeHITUPOBaHHBINA;, O0JIHOOOPA3HBIM,
€IMHOOOpA3HBIN

to appeal (v) to [0 pi:l] — mpuBNEeKaTh, UHTEPECOBATH; BOJIHOBATb,
TpOraTh; aneJUIMPOBaTh, B3bIBATh; 00PAIIATHCS C TPU3BIBOM

syn. please,attract

to gear (v) to [g1o] — npucnocadaMBaTh; CTABUTh B 3aBUCUMOCTD OT;
HaMpaBJIATh M0 ONPEACTICHHOMY IIJIaHy; COTJIaCOBBIBATH; MO TYMHSITh
to gear production to the new demand — BeITycKaTh IPOAYKIHIO C
y4EeTOM CIpoca

share (n) — 10151, 4acTh; aKIUS

share of a market — nomns peiaka

to hold shares in a company — uMeTh aKIMu KaKOH-JIMOO KOMITaHWUN
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11)

12)

13)

14)

15)

16)

17)

18)

variable (n) [ ve(o)riob(o)l] — mam. nepemenHas (BeIuInHA)
controllable variable — perynupyemas nepeMeHHasi; yrnpapisieMas
nepeMeHHasl

variable (adj.) — U3MEHUMBBIN, HEMOCTOSHHBIN; HEYCTOWYMBBINM;
U3MEHSFOLIANCS

variable standards — meHsroIIIHECS/THOKHE KPUTEPUHU

tangible (adj.) — MaTepuaIbHBIN; ONTYTUMBIHN, OCS3aEMbIN

tangible assets — 5k. MaTepuagbHbIC CPEICTBA, AKTUBBI

tangible result — ocsizaTenbHbBIN pe3yJbTaT

intangible (adj.) — HemaTepuanbHBIN

intangible assets — ox. HeMaTepuaIbHbIC AKTHUBBI

to generate (V) [ d3enarert] — BbI3bIBATh; MPOU3BOIUTH, TCHEPUPOBATD;
TIOPOXK/IaTh; JeIaTh

to generate revenue for sb — renepupoBaTh, IPUHOCUTH AOXO]
KOMY-JIUOO

penetration (n) to/into [ pent tre1f(o)n] — mpoHUKaHUE, MPOHUKHOBEHUE
to penetrate (v) [ penitreit] — mpoHUKaTh, TPOXOUTH; TOCTUTATh,
NOHUMATh

price (n) — 1IeHa; IEHHOCTh

at a price — 10 BBICOKOH IIeHe, JOpOro

price for — 1ieHa Ha/3a 4TO-I1100

price-skimming (n) — CHATHE CIIMBOK, CTPATETHs BHICOKUX IIEH
odd-pricing (n) — Ha3HauYCHUE HEKPYIJIONW II€HBI, HEOKPYTJIICHHOE
IIEHOO0Opa3oBaHue

penetration pricing — 1IeHOOOpPa30BaHUE C IEIbI0 MPOHUKHOBEHUS
(Ha PBHIHOK)

to distribute (v) [dis tribju(:)t] — pacnpenensTs, pa3naBarh, pac-
IPOCTPAHSITH

distribution channel — xanan pacnpeaeneHus

to promote (v) — IpoJIBUTaTh; CHOCOOCTBOBATH, COJICHCTBOBATH
promotion (n) — IPOJABUKEHHUE, PEKIIAMUPOBAHUE; MPOJBUKEHUE
o CITyK0e

promotional (adj) [pro mouf(9)nal] — coaeiicTByrOmMIA, CIOCOOCT-
BYIOIIAM, PEKJIAMHBIN

promotional channel — kaHay mpoABMKEHUS

to advertise (v) [ @dvotaiz] — pekiaMupoBaTh; aQuUIIAPOBATH

to advertise for sth — gaBaTh 0OBsBICHHE O YEM-TO

advertisement (n) — 00OBsABICHHUE, PEKIIaMa, U3BEIIICHUE

syn. ad (n)

advertising (n) — pekJiaMHUpOBaHHE, peKiiama; peKIIaMHOE JIEO.
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B) Transcribe and pronounce the following words. Use them in the
sentences of your own.

effort

consumer
psychographic
behavioral
distinguish
undifferentiated
conscious
target

tangible
psychological

C) Fillin the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB
management
workable
distinguish
competitor
variable
psychological
quantity
promotional
product
initially
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D) Fill in the gaps using the words and word combinations from
the Topical Vocabulary.

1) can be defined as newly identified need, want or
demand trend that a firm can exploit because it is not being
addressed by the competitors.

2) The  audience for the book is from young adults upward.

3) advantages allow companies to charge higher prices and to
realize greater profit margins than competitors.

4) The university to its alumni for funds.

5) The sale of products to customers revenues for a business.

6) By we mean the network of organizations, including

manufacturers, wholesalers, and retailers, that distributes goods or
services to consumers.

7) is a method of communicating your brand messages
directly to your customers in order to influence their buying
decision; unlike , it requires a business to create interaction
with customers on the spot.

8) The news of this event will receive wide

9) Market i1s usually very low and coupled with
consumer incentives to gather market share.
10) Progress has been achieved, but a . Many who worked

for the corporation are now without jobs.

3.  Read the text and say why the concern of cross cultural communication
is important in business.

Marketing is the management process through which goods and
services move from concept to the customer.

Modern marketing began in the early 1900s. The marketing process
progressed through four distinct eras: production, sales, marketing, and
relationship.

The marketing management process includes analyzing marketing
opportunities, selecting target markets, developing the marketing mix, and
managing the marketing effort.

In order to better manage the marketing effort and to satisfy the needs
and wants of customers, many firms place consumers into groups, a
process called market segmentation. Consumer characteristics are used to
segment markets into workable groups. Common characteristics used for
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consumer categorizing include demographic, geographic, psychographic,
and behavioral segmentation.

After segmenting the potential market, firms need the process called
product positioning. Firm managers position their products in such a way
as to distinguish them from those of competitors in order to gain a
competitive advantage in the marketplace.

Marketers use  three  basic  market-coverage  strategies:
undifferentiated, differentiated, and concentrated. An undifferentiated
marketing strategy occurs when a firm focuses on the common needs of
consumers rather than their different needs. When using this strategy,
producers design products to appeal to the largest number of potential
buyers. A firm using a differentiated strategy makes a conscious decision
to divide and target several different market segments, with a different
product geared to each segment. With a differentiated marketing strategy,
firms create more total sales because of broader appeal across market
segments and stronger position within each segment. The concentrated
strategy, which aims to serve a large share of one or a very few markets, is
best suited for firms with limited resources. This approach allows firms to
obtain a much stronger position in the segments it targets because of the
greater emphasis on these targeted segments, what leads to a better
understanding of the needs of the targeted segments.

After determining a positioning strategy, marketing managers seek to
control the four basic elements of the marketing mix: product, price, place,
and promotion, known as the four Ps of marketing. Since these four
variables are controllable, the best mix of these elements 1s determined to
reach the selected target market.

The first element in the marketing mix is the product. Products can be
either tangible or intangible. Tangible products are products that can be
touched; intangible products are those that cannot be touched, such as
services.

Price is the cost of the product paid by consumers. This is the only
element in the marketing mix that generates revenue for firms. A number
of pricing strategies are available to marketing managers: skimming,
penetration, quantity, and psychological. With a price-skimming strategy,
the price is initially set high, allowing firms to generate maximum profits
from customers willing to pay the high price. Prices are then gradually
lowered until maximum profit is received from each level of consumer.
Penetration pricing is used when firms set low prices in order to capture a
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large share of a market quickly. A quantity-pricing strategy provides lower
prices to consumers who purchase larger quantities of a product.
Psychological pricing tends to focus on consumer perceptions. For
example, odd pricing i1s a common psychological pricing strategy. With
odd pricing, the cost of the product may be a few cents lower than a full-
dollar value. For example, if a good is priced at $19.95, consumers will
focus on $19 rather than $20.

Place refers to where and how the products will be distributed to
consumers. Several factors are reviewed by firm management when
determining where to sell their products: distribution channels, market-
coverage strategy, geographic locations, inventory, and transportation
methods. The process of moving products from a manufacturer to the final
consumer is often called the channel of distribution.

The last variable in the marketing mix is promotion. Various
promotional tools are used to communicate messages about products,
ideas, or services from firms to their customers. The promotional tools
available to managers are advertising, personal selling, sales promotion,
and public relations. For the promotional program to be -effective,
managers use a blend of the four promotional tools that best reaches
potential customers.

http.//www.businessdictionary.com/definition/marketing
http.//www.encyclopedia.com/topic/marketing.aspx
(0oama oopawenus 12 gespana 2016 2.)

4. Answer the questions to the text.

1) What is marketing?

2) Which eras did the marketing process progress through?

3) What does the marketing management process include?

4) What is market segmentation?

5) Is the next step after segmenting the potential market target
audience positioning?

6) There are 3 market-coverage strategies, aren’t there?

7) What do firms do with each of the market-coverage strategies?

8) What is the marketing mix? Describe each element.
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5. In the text, find the notions that mean the following:

a) total amount of resources which a firm puts into the marketing mix
in order to stimulate demand for its goods and services;

b) end user of a final good or service which is purchased to satisfy a
personal consumption need;

c) relating to demographic research that studies population groups
with respect to psychological attributes, such as values or attitudes,
as for marketing purposes;

d) to demonstrate or describe as being different or distinct;

€) person, team, or a company that strives to outdo another for
acknowledgment, a prize, supremacy, profit, etc.;

f) plan, method, or series of maneuvers or stratagems for obtaining a
specific goal or result;

g) part of a market identifiable as having particular customers with
specific buying characteristics;

h) specific percentage of total industry sales of a particular product
achieved by a single company in a given period of time;

1) variables, such as price, promotion, and service, managed by an
organization to influence demand for a product or service;

J) consumers a company wants to sell its products and services to,
and to whom it directs its marketing efforts.

6. Find the following phrases in the text and provide their Russian
equivalents.

goods and services move from concept to the customer; progressed
through four distinct eras; to segment markets into workable groups;
characteristics used for consumer categorizing include demographic,
geographic, psychographic, and behavioral segmentation; in order to
gain a competitive advantage in the marketplace; appeal to the largest
number of potential buyers; with a different product geared to each
segment; because of the greater emphasis on these targeted segments;
the only element in the marketing mix that generates revenue for
firms; in order to capture a large share of a market quickly.
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Find the English equivalents for the following Russian phrases in
the text.

TakKuM 00pa3oM, 4TOOBI HAJETUTh WX OTIUYUTEIBHBIMHA OT KOHKY-
PEHTOB uepTaMu; Korja (pupma OpHUEHTHpPYEeTCS Ha OOIIHMe HYXKIbI
noTpeburenei; gupma NpUHUMAET CO3HATENIBHOE pelIeHue; 00Ciy-
KUBATh OOJIBIIYIO JIOJIO OJHOTO WJIM HEOOJBIIOTO KOJIUYECTBA PhIH-
KOB; MEHE/KEPBI CTPEMSITCS KOHTPOJIUPOBATH YETHIPE OCHOBHBIX dJie-
MEHTa MapKETHMHIOBOT'O KOMIUIEKCA; MPOIAYKThI MOTYT OBITh MaTe-
pUATBHBIMU WM HEMAaTepUAIbHBIMH; 3aT€M II€HBI MOCTEIIEHHO CHU-
KAIOTCS; COCPEIOTOUNBATHCA Ha TTOTPEOUTEIILCKOM BOCIIPHUSATHHN; Pa3-
JUYHBIE PEKJIaMHBIE HWHCTPYMEHTBHI MCIOJB3YIOTCA IJis Tepenadu
COOOIIEHUH O MPOIYKTaX; MEHEHKEPHl MCIOJb3YIOT CMECh MX YETHI-
pexX peKJIaMHBIX MHCTPYMEHTOB, UTO MO3BOJISIET HAMIYUIIIMM O00pa3oM
JOCTUYb MOTCHIIUATBHBIX KIUEHTOB.

Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

1) Modern marketing began in the early 1900s and progressed through
three distinct eras: production, marketing, and relationship.

2) The marketing management process includes analyzing marketing
opportunities, selecting target markets, developing the marketing
mix, and managing the marketing effort.

3) Market segmentation is placing consumers into groups in order to
better manage the marketing effort and to satisfy the needs and
wants of customers.

4) The main characteristics used for consumer categorizing include
demographic and geographic segmentation.

5) Firm managers position their products in such a way as to make
them similar with those of competitors in order to gain a
comparative advantage in the marketplace.

6) After determining a positioning strategy, marketing managers seek
to control the four basic elements of the marketing mix: product,
price, place, and promotion, known as the four Ps of marketing.

7) The four variables of the marketing mix are uncontrollable.

8) Promotion is the only element in the marketing mix that generates
revenue for firms.
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9) With a quantity-pricing strategy, the price is initially set high,
allowing firms to generate maximum profits from customers
willing to pay the high price.

10) Several factors are reviewed by firm management when
determining where to sell their products: distribution channels,
market-coverage strategy, geographic locations, inventory, and
transportation methods.

Match the phrases from the left column to the phrases in the right

column to make collocations. Compose your own sentences to
illustrate their meaning.

to select from a competitor’s one
to manage to customers

to satisfy a revenue for a firm

to segment markets target markets

to distinguish a product to the potential buyer

to appeal marketing effort

to put an emphasis a larger share of a market
to generate needs and wants

to capture into workable groups

to communicate messages on targeted segments

10. A) Work in pairs. Match the descriptions of types of marketing to
their names in the diagram.

a)

b)

a type of marketing in which online advertisers and merchants
share revenue with online salespeople or website owners
through a compensation model that is based on certain
performance measures such as Pay per Click (PPC), sales,
registrations, or a model that combines any or all of these forms;
a form of marketing in which various international business
allies form relationships and develop networks on a global
scale. They work closely with one another’s home countries,
their government officials, and the industry competitors in
order to gain and develop a target market;

a type of marketing in which a business uses purely electronic
means to advertise their products and services. This type of
marketing can be implemented through television, the internet
(newsletters, or other emails), and even electronic billboards.
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d) a type of marketing in which consumer products are generally
sold by individuals either in consumer’s homes or in a
designated area of meeting, for instance, Avon, Tupperware,

and Mary Kay;

e) a type of marketing which uses electronic means to advertise
to the public; it is strictly Internet driven. It employs email,
banner ads, those annoying pop ups, etc.

DIGITAL
2

INTERNET
3

GLOBAL
1

MULTI-LEVEL

AFFILIATE
4

B) Continue working in pairs. Discuss what you like and dislike
about each type of marketing. Use the expressions below. Try

and speak for 2-3 minutes.

Expressing likes:

. Ilike ...

. Ilove...

. Tadore ...

« I’m crazy about ...
. I’'m mad about ...
. lenjoy ...
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Expressing dislikes:

I don’t like ...
I dislike ...

I hate ...

I abhor ...

I can’t bear ...

[ can’t stand ...
I detest ...

I loathe ...



11.

12.

13.

Make up a dialogue between two marketers. Discuss the marketing
profession, its problems and challenges. What aspects should be
taken into account when working in the marketing department?
Which marketing procedures are most complicated? Why? Use the
vocabulary of exercises 5-9.

Group work. Imagine that you are a part of a marketing team
responsible for the following product concepts: 1) a new line of T-
shirts; 2) a product line for vegetarians; 3) a new PC; 4) a new
perfume for men.

What information would you need to develop these products?
In each case, which of the following sources of information would
be the most useful? Give reasons why.

« Focus group interviews, in which several members of the target
market are invited to meet and discuss the product concept;

« Internal Research: analyzing data already available in the company;

« Printed sources of secondary data, including business newspapers,
magazines, journals, official government statistics, etc.;

« Questionnaires: by telephone, email, personal interviewing;

« Other sources.

Prepare a report in the form of a presentation on one of the
following topics:

« Promotion strategies followed in retail sector
« Steps to create a luxury brand

« E-marketing of financial services

o Integrated marketing communications

« The history of marketing: main steps

« SWOT analysis: its importance for marketing
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Writing

14. Fill in the table. Use the text and the Internet to find the needed
information. Be ready to comment upon the found information. Compare
the answers.

KEY TERMS IN MARKETING EXPLANATION EXAMPLES

e IN RS B B N el el B e

0.

15. Write the summary of the text (250 words). Use the active
vocabulary of the unit.

16. Translate into English.

1) MapkeTuHr — 3TO ynpaBIE€HYECKUN MPOLECC, MTOCPEACTBOM KOTO-
pOro TOBapbl W YCIYTH Pa3BUBAIOTCA OT ATana KOHUECHIUU O
rOTOBOIO MPOJYKTa, EpeAaBaeMoro NoTpeOuTeIIO.

2) [Ilpomecc ympaBieHHs MapKETHHIOM BKIIIOYAeT B ceOs aHAIU3
MapKETHUHTOBBIX BO3MO>XHOCTEH, BEIOOD 11€JIEBBIX PHIHKOB, pa3pa-
OOTKYy MapKETUHTOBOTO KOMIUIEKCA M YINPAaBICHHE MapKETHH-
TOBBIMH YCHIIUSIMHU.

3) [Ilocne omnpeneneHus: CTpaTeruy MO3UIIMOHUPOBAHUS, MAPKETOJIO-
I'Yl IPUCTYTIAIOT K aHAJIN3Y YETHIPEX OCHOBHBIX 3JICMEHTOB KOMII-
JeKca MAapKeTHUHra: MNPOAYKT, I€Ha, MECTO M IPOJBHKECHHUE,
M3BECTHBIX Kak «4 P» mapkerunra.

4) PexnaMHBIMU UHCTPYMEHTAMH MPOJBUKECHHS TOBapa, JTOCTYITHBI-
MU MEHEJDKepaM, SBIIIOTCSA peKjamMa, JUYHAs Mpojaxa, CTUMY-
JUPOBaHUE COBITA U CBSI3U C OOLIECTBEHHOCTBIO.

5) MapKkeTUHrOBBIE UCCIAETOBAHUSI — 3TO CUCTEMAaTHYECKOE U 00BEK-
THUBHOE BBISIBJICHUE, COOp, aHAIN3, PACTIPOCTPAHEHHE U UCIIONIH30-
BaHME HMH(pOpPMAIUU JIA TOBBIIEHUS Y(HPEKTUBHOCTH HICHTH-
(dbUKalnK ¥ perIeHrs MapKETUHTOBBIX MPOo0JieM (BO3MOKHOCTEH).
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SOURCES FOR FURTHER RESEARCH

http://mba-lectures.com/category/marketing
http://www.businessdictionary.com/definition/marketing.html
http://www.entrepreneur.com/topic/marketing
http://smallbusiness.chron.com/importance-marketing-success-
business-589.html
http://www.businessenglishsite.com/business-english-marketing-
sales.html

http://esl.about.com/od/businessenglishvocabulary/a/lx _marketing1.htm
http://www.youtube.com/watch?v=sR-qL.7QdVZQ
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Lead-in

UNIT 4

PRODUCT PROMOTION

1. Discuss the questions in pairs.

1)
2)
3)

4)
S)

What springs to mind when you hear the word ‘promotion’?

In your opinion, how does promotion differ from advertising?
Why may companies need to hire marketing agencies to promote
their products?

Is creating a brand quite simple?

How do you usually get to know a new product?

2. Topical Vocabulary

A) Study the vocabulary list. Use the words and phrases in the

1)

2)

3)

4)

S)

sentences of your own.

rate (n) — pa3Mep; YpOBEHb; BEJIMUMHA; TTOKa3aTelb, KOdhGUuimeHt
to ensure a better response rate — o0eceUnTh JIyUYIIUd YPOBEHB
OTKJIMKA

medium (n) — cpeacTBO, CIOCO0; cpeia, 00CTaHOBKA

social medium — conpanpHas cpena

mass media — cpeZICTBa MacCOBOM UH(pOpMAIIUU

incentive (n) — MOOIIPEHHUE, CTUMYJI, TOOYIUTEIbHBI MOTHB

an incentive to economy — CTUMYJI K 9KOHOMHHU

powerful/strong incentive — CUIIbHBIA CTUMYJI

to offer an incentive — moOy>k1aTh, CTUMYJIUPOBATh

syn. payoff, motive, stimulus

public relations — cBsi3u ¢ 00IIECTBEHHOCTHIO, MAOIMK PEJICHIITH3,
nuap

to sell (v) — ToproBats, npojaBaTh

to sell (smth.) at a discount/at a discount price — npojaBaTh
YTO-TMOO0 CO CKUAKOM

to sell (smth.) at a premium/at a premium price — MpojaBaTh
YTO-JIMOO ¢ MpeMuen [c Ha10aBKOM, Mo 0ojiee BEICOKOU 1eHE |
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6)

7)

8)

9)

10)

11)

12)

13)

personal selling = personal sale — nuunas mpomaxa

sale (n) — mpojaxka, peaau3alus, CObIT

sales promotion — CTUMYJIMpOBaHHUE COBITA; MPOABUKEHHUE TOBApa
point of sale — cokp. POS mope. MecTO [MyHKT| Npoaaxu; MECTO
MOKYTIKH

direct marketing — nUpeKT-MapKETUHT; MPSAMOMN, TTEPCOHATUIUPO-
BaHHBIM MapKETHHT (NposedeHue MapKemuHe08blX UCCIe008aHUI,
NPOOBUIICEHUE U NPOOAdNCA MOBAPOB Hepe3 CO30AHUe U UCHOJIb3-
08aHUEe NPAMbBIX CEA3€elU MeHC0y Npooasyom u nompeoumenem,
npooaegey uiu e20 a2eHmvl KOHMAKMUpyom ¢ nompeoumenimu
nymem JUYHbIX 86Cmped, 00paueHuli no meaeg)omny, no noume u m.o.)
to saturate (v) (with) [ satforert] — HackIIaTh, IEPETOIHSITH
saturation (n) — HaChIIIEHUE, TTEPETIOTHCHUE

channel (n) [ 'tfenl] — kanan

data channel — kaHay nmepexaun TaHHBIX

TV channel — Tenexanan

accessible (adj) [ok sesob(o)l] — mocTynHBIN, JOCTHKUMBIHN, TTOHSITHBIHN
accessible to all — nocTynHsIi 17151 Beex

innovative (adj) [ mavertrv] — HOBaTOPCKUM, EPEIOBOIA,
WMHHOBAIIMOHHBIN

innovative products [goods] — TOBapbI-HOBUHKH, HOBbI€ TOBaphl
to offer (v) — mpeanarars; NpeCTaBIIsATh; MPEABIBIATD; IPEIOCTABIISTH
to offer smth. for consideration — npeanarars 4T0-JI1M00 AJIsSI pac-
CMOTpPEHHUS

to offer a plan — BeLABUTATH TI1aH

syn. to suggest, to propose

to package (V) — ynmakoBbIBaTh, 3aBOpPAuUBaTh; YKIAbIBATh;
dbacoBathb

package (n) — yrmakoBKa, CBEpTOK, ITaKeT

packaging design — koHCTpyupoBaHue [pa3padoTka] ymakoBKH

to influence (v) (sth/sb) [ mfluons] — oka3piBaTh BIUSIHUE,
BO3CHCTBUE, BIUSITH

influence (n) — BusiHUE, BO3ACHCTBHUE

to have an influence on (upon) sth/sb — umeTh BiUsIHUE HA YTO-THO0/
KOTr0-JI00

to influence deeply/profoundly/strongly — oxa3eiBaTh CUIBHOE
BIIUSIHHC
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14)

15)

16)

17)

B)

brand (n) — Opena, TOBapHBIM 3HAK, MapKa

corporate brand — kopnopaTuBHbINA OpeH/T

stand-alone brand — ogquHOYHBIN OpeHA

brand awareness — ypoBeHb HHPOPMHUPOBAHHOCTH
(motpedbuteneit) o OpeHje

brand loyalty — npenanHocTs 6peHAy (CO CTOPOHBI MOTpeOUTEIEH
branding — OpeHaAWHT, OpeHAUPOBAHKUE, CO3/IaHUE OpeHja, Mpo-
JIBUYKEHUE TOPrOBOU MApPKHU

brand equity — MapouHbI KamuTal, Kamnutaja OpeHna, OpeH-
KamuTall, CTOMMOCTh OpeHIa

identity (n) — OTIMYMTENbHBIE YEPThl, OCOOCHHOCTH; HWHJIMBHU-
yaJIbHOCTh, CAMOOBITHOCTh

corporate identity — ¢GUPMEHHBIH CTUIb (HAOOP 6U3YANILHBIX,
COBECHbIX U M.N. KOHCMAHM, 00ecnedusarowuli. cmuiucmuiec-
KOe eOUHCMB0 MOo8apos, YCiye U 6cell ucxoosauell om Qupmol uH-
G opmayuu;, uHO20a NPUMEHAEMCs N0 OMHOULEHUIO K NPOEKMAM,)
audience (n) — myOJIMKa, 3pUTEIN, Ay IUTOPUS; CIyIIATEIN

to attract [draw] an audience — mpuBIeKaTh BHUMAaHHUE MTyOJIUKH;
cooupaTh ayJuTOPUIO

to get to know the audience — y3Hatb myOnuky

to benefit (v) (sb) — mpuUHOCHTH TOJIB3Y, TOMOTaTh;, OKa3bIBaTh
0J1aroTBOpHOE (BO3)JIEUCTBUE; NPUHOCUTH TOJIb3y OKa3bIBaTh
0JIaroTBOPHOE BO3JICHCTBHUE

Transcribe and pronounce the following words. Use them in the
sentences of your own.

ensure
audience
catalogue
exhibition
media
directory
coupon
loyalty
launch
experiential
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C) Fillin the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB
equally

specific

Incentive
social
Intense
advert
Innovative
influence
identity
conceivable

D) Fillin the gaps using the words and word combinations from

Y

2)

3)

4)

S)

6)

the Topical Vocabulary.

The most common platforms for are newspapers,
magazines, radio, television, and the Internet.
The old theory was that the general prosperity of the country
depends upon the development of its natural resources — a
development which can best be achieved by private capital, acting
under the natural of financial profits.

is the sale of an asset or item at a price significantly
above the original purchase price due to high demand, rather than

appreciation.
On a macro-level, a may be a mall, market or city. On a
micro-level, retailers consider a to be the area

surrounding the counter where customers pay.

Many companies are already aware of the problems of market
and have intentionally designed their products to ‘wear

down’ or otherwise need replacement at some point.

The concept of design ensures both ‘direct access’ (i.e.

unassisted) and ‘indirect access’ meaning compatibility with a

person’s assistive technology (for example, computer screen

readers).
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7)

8)

9)

Examples of products of a business might include a new
product's invention; technical specification and quality
improvements made to a product; or the inclusion of new
components, materials or desirable functions into an existing
product.
Understanding how advertising people is an exercise in
understanding how persuasion techniques are used in advertising
to trigger buying decisions.

is an important way of promoting commodity-related
products. This is because for these products, there are very few
factors that differentiate one product from its competitors.

10) Building a personal brand is useless unless you target the right

E) Fill in the gaps using the words ‘to suggest’, ‘to propose’, ‘to
offer’ and their derivatives.

1) Congress has rejected the latest economic put forward by
the president.

2) They were wondering where to hold the office party and I

the Italian restaurant near the station.

3) I must say the of a weekend in Barcelona quite tempts
me.

4) He wrote to me last week regarding a business he
thought might interest me.

5) Canyou where I might find a chemist’s?

6) I’ve put my to the company director for his
consideration.

7 1 putting the matter to the committee.

8) There has been an angry reaction to the government's
to reduce unemployment benefit.

9) 1 (that) we wait a while before we make any firm
decisions.

10) I’m going to to my girlfriend so that we could get
married!
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3. Read the text and say why promotion is a complex process.

Promotion is one of the key elements of the marketing mix, and deals
with any one or two-way communication that takes place with the
consumer.

Deciding on a marketing communications strategy is one of the
primary roles of the marketing manager and this process involves some
key decisions about who the customer is, how to contact them, and what
the message should be. These questions can be answered using a four stage
process, which is equally relevant for all elements of the marketing mix:
1) Segmentation — dividing the market into distinct groups; 2) Targeting —
deciding which of these groups to communicate with, and how to talk to
them; 3) Positioning — how the product or brand should be perceived by
the target groups; 4) Messaging — delivering a specific message in order to
influence the target groups.

For the purposes of advertising, targeting is the process of
communicating with the right segment(s) and ensuring the best possible
response rate. The methods used to target the audience must relate to the
marketing plan objectives. Advertising is just one element of the
marketing communication arsenal, which can be divided into the following
areas:

o Advertising — a mass media approach to promotion (outdoor,
business directories, magazines/newspapers, TV/cinema, radio,
newsagent windows)

o Sales promotion — price/money related communications (coupons,
discounts, competitions, loyalty incentive)

« Public relations — using the press to your advantage (press launches,
PR events, press releases)

o Personal selling — one to one communication with a potential buyer
(salesmen, experiential marketing, dealer or showroom sales
activities, exhibitions, trade shows)

o Direct marketing — taking the message directly to the consumer
(mail order catalogues, bulk mail, personalised letters, email,
telemarketing, point of sale displays, packaging design)
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o Digital marketing — new channels are emerging constantly
(company websites, social media applications such as Facebook or
Twitter, blogging, mobile phone promotions using technology such
as Bluetooth, YouTube, E-commerce).

In nature, evolution occurs most rapidly when competition for
resources 1s intense. The same process is now occurring with promotional
media. All traditional media channels are now saturated, and competition
for consumer attention is intense. At the same time, the impact of any one
medium is becoming diluted. There are many more TV and radio channels,
consumers have the ability to skip adverts and free information is now
much more accessible. As a result, companies are becoming increasingly
innovative in their approach to communications and a host of new media
channels have emerged.

Positioning is the process of developing an image for a company or a
product. Positioning also considers the competition, and a company needs
to explain why it is unique in the marketplace and offers better products
than the other ones on the shelf. Branding i1s a powerful tool for
positioning a product. Branding is used on almost all customer facing
elements of a product, from the packaging design to the style of writing
used on posters. Every communication a customer received adds up to
form a mental picture of the brand and can influence the price they are
willing to pay for products. This ability to charge more due to the
positioning of your product is known as ‘brand equity’. A corporate
identity is a useful tool to ensure that branding is used in a consistent way
throughout the company. This detailed document runs through almost
every conceivable customer touch point and provides guidance on the
presentation and style which should be used. This could include use of
logos, colours, tag lines, uniform and the type of coffee to serve guests.
Whatever a businessman is planning, the strategic thinking behind all
advertising is essentially the same — get to know the audience, target them
efficiently and position one’s brand in the way that will benefit the
business.

http://marketing-made-simple.com/articles/promotional-strategy.htm
(0oama oopawenus 20 gpespans 2016 2.)
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4. Answer the questions to the text.

1)
2)
3)
4)

S)
6)

7)
8)
9)

What does promotion deal with?

What is one of the primary roles of the marketing manager?

What is four-stage process?

Does targeting imply the process of communicating with the right
target audience?

Advertising is a mass media approach to promotion, isn’t it?

Are coupons and discounts examples of sales promotion or
personal selling?

What is direct marketing?

Why is competition for consumer attention intense?

Why is positioning important for a company?

10) What does branding influence?
11) What is corporate identity?

5. In the text, find the notions that mean the following:

a)

kind, grade, or make, as indicated by a stamp, trademark, etc;

b) act or practice of calling public attention to one's product, service,

c)

d)

g)

h)

need, etc., especially by paid announcements in newspapers and
magazines, over radio or television, on billboards, etc;

portion of a certificate, ticket, label, advertisement, etc., set off
from the main body by dotted lines or the like to emphasize its
separability, entitling the holder to something, as a gift or
discount, or for use as an order blank, a contest entry form, etc;
state or quality of being faithful to commitments or obligations;
form of business promotion in which a company engages its
target market directly while showing off its brand;

public display, as of the work of artists or artisans, the products of
farms or factories, the skills of performers, or objects of general
interest;

category of mail for mailing large numbers of identical printed
items to individual addressees at less than first-class rates, as
circulars or bulletins;

stylized form of functionalism that focuses on carrying,
protecting, and presenting the product, delivering on the brand
promise, and enriching the user experience at every interaction;
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1) business that is transacted by transferring data electronically,

especially over the Internet;

j) all of distinguishing qualities of a commercial brand that results

inpersonal commitment to and demand for the brand; the intangible
value-added aspect of particular goods otherwise not considered
unique; also, the value built up in a brand, either positive or negative.

Find the following phrases in the text and provide their Russian
equivalents.

deals with any one or two-way communication; process involves some
key decisions about who the customer is, how to contact them, and
what the message should be; equally relevant for all elements of the
marketing mix; ensuring the best possible response rate; a mass media
approach to promotion; price/money related communications;
competition for resources is intense; the impact of any one medium is
becoming diluted; a powerful tool for positioning a product; runs
through almost every conceivable customer touch point and provides
guidance.

Find the English equivalents for the following Russian phrases in
the text.

ATOT MPOIECC BKIIOYAET HEKOTOPHIE KIIFOUEBBIE PEIICHUSI O TOM, KTO
€CTh IMOKYNAaTelib;, pA3JCJICHUE pPbIHKA HA YETKHUE TPYIIbl; Kak
MPOAYKT WM OpeHJ JOKEH BOCIPHHUMATHCS IIEJICBOM TPYIIION;
JIOJKHBI OBITH CBSI3aHBI C IESIMU IIJIJaHa MapKETHUHTa; OOIIeHUE OJIUH
Ha OJMH C NOTEHIIMAJIbHBIM MOKYyIaTeaeM; HuMPOBON MapKETHUHT; TOT
K€ TIPOIIECC Cceryac IPOUCXOAUT CO CPEIACTBAMHU IIPOJIBMIKCHUS;
KOMITQHUHU CTAaHOBSITCS BCe 00JIee HHHOBAIIMOHHBIMH B CBOEM ITOIXOJIE
K KOMMYHUKAIIUSIM; OpIHAMHT TPUCYTCTBYET HAa BCEX AJIEMEHTax
MPOAYKTa, MONAJA0IINX B TIOJIE 3PEHUS TOKYNAaTEN; CTPATErNIEeCKOe
MBIIIJIEHHUE, CTOSIIEE 32 BCEW PEKIIAMOM.
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Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

1y
2)
3)
4)
5)
6)

7)

8)

9)

Promotion is one of the key elements of the marketing strategy,
and deals with any one or two-way communication that takes
place with the consumer.

For the purposes of advertising, targeting is the process of
communicating with the right segment(s) and ensuring the best
possible response rate.

Personal selling is price/money related communication.

Unlike all the other spheres, competition for resources in
promotional media is not intense.

Companies are becoming increasingly innovative in their approach to
communications and a host of new media channels have emerged.
Branding is the process of developing an image for a company or
a product and considering the competition.

Direct marketing is used on almost all customer facing elements of a
product, from the packaging design to the style of writing used on
posters.

The ability to charge more due to the positioning of your product
is known as ‘brand equity’.

A corporate identity is a useful tool to ensure that branding is
used in a consistent way throughout the company.

10) Whatever a businessman is planning, the strategic thinking behind

all advertising is essentially the same — get to know the audience,
target them efficiently and position one’s brand in the way that
will benefit the business.

Match the phrases from the left column to the phrases in the right
column to make collocations. Compose your own sentences to
illustrate their meaning.

to involve in the approach to communications

to divide the market to promotion

a mass media approach key decisions

to use the press for positioning a product

to take the message into distinct groups

to become increasingly the price people are willing to pay for
innovative products

a powerful tool directly to the consumer

to influence to one’s advantage

57



10. A) Work in pairs. Match the descriptions of promotional tools to

1)

2)

3)

4)

5)

6)

7)

their names.

after-sale customer service — product giveaways — contests —
customer appreciation events — customer referral incentive
programme — social media — causes and charity — point-of-sale
promotion and end-cap marketing — mail order marketing —
branded promotional gifts.

a frequently used promotional strategy with the idea is to promote
a brand and put a logo and name in front of the public rather than
make money through a hard-sell campaign;

tools that offer companies a way to promote products and services
in a more relaxed environment connecting with a world of
potential customers that can view a company from a different
perspective as a company that is in touch with people on a more
personal level;

offering a free product or service in exchange for the information
to customers who are already familiar with a company and
represent the target audience a company wants to market new
products to;

methods used often by companies to introduce new food and
household products by giving product samples to entice the
buying public into trying new products;

ways of selling product and promoting items in stores. The idea
behind this promotional strategy is convenience and impulse when
items are placed near the checkout in the store and are often
purchased by consumers on impulse as they wait to be checked out;
a way to encourage current customers to refer new customers to
your store. Free products, big discounts and cash rewards are
some of the incentives you can use;

giving customers a sense of being a part of something larger
simply by using products they might use anyway creates a
win/win situation. A company gets the customers and the socially
conscious image; customers get a product they can use and the
sense of helping a cause. One way to do this is to give a
percentage of product profit to the cause your company has
committed to helping;
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8)

9)

10)

B)

a tool that can be a more effective promotional move than
handing out simple business cards. These are gifts a seller can
give their customers that they may use, which keeps their
business in plain sight rather than in the trash or in a drawer with
other business cards the customer may not look at;

an effective way to draw not only current customers but also
potential customers through the door. Pizza, hot dogs and soda are
inexpensive food items that can be used to make the event more
attractive. Setting up convenient product displays before the
launch of the event will ensure the products a seller wants to
promote are highly visible when the customers arrive;

a promotional strategy that puts the importance of customer
satisfaction first while leaving the door open for a promotional
opportunity. Skilled salespeople make survey calls to customers
to gather information that can later be used for marketing by
asking questions relating to the way the customers feel about the
products and services purchased.

Continue working in pairs. Discuss which promotional tool is
preferable for each product in the list: a shampoo, an apple juice,
a hamburger; new computer software, a new TV educational
programme, financial consulting services. Use the expressions
below. Try and speak for 2—3 minutes.

Asking someone’s opinion: Expressing an opinion:

1)
2)
3)
4)
S)
6)
7)
8)
9)

What do you think of ... ? 1) In my opinion, this one would
What do you think about ... ? be better.

How d’you feel (about ...)? 2) To my mind this one’s better.
What d’you reckon (about...)? 3) If you ask me, this one’s better.
What’s your opinion of ... 7 4) To my way of thinking, this
(What do think about) that? one’s fine.

What are your views on ... 7 5) In my view, this one is best.
Where do you stand (on ...)?  6) Know what I think? That one’s
What would you say to... / if best.

we ... ? 7) T'd say that one’s better.

10) Are you aware of ... ? 8) What I think is that one’s better.

9) For me, that one’s better.
10)I tell you what I think, that
one's best!
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11. Make up a dialogue between a marketer and his/her intern. Discuss
possible promotional tools, ways to advertise products. What aspects
should be taken into account when thinking how to promote a
product or a service? Which peculiarities should each market
remember about? Why?

12. Group work. Imagine that you are a part of a marketing team
responsible for the promotion of one of the following products:
1) a new textbook on public administration; 2) a new CD of a pop-
star; 3) a new washing machine; 4) a new Parker.
Think over the promotional campaign: which mass media you would
use, which promotional tool(s). Justify your choice. Prepare a
20-second advertisement for your product. Act it out.

13. Prepare a report in the form of a presentation on one of the
following topics:

o Advertising media

Advertising techniques

Advertising history

Famous marketing mistakes

Humour in advertising

Branding: notion, characteristics, and difficulties.

Writing

14. Fill in the table. Use the text and the Internet to find the needed
information. Be ready to comment upon the found information.
Compare the answers.

MARKETING EXPLANATION EXAMPLES
COMMUNICATION ELEMENT

Sl Bl el B R
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15. Write the summary of the text (250 words). Use the active
vocabulary of the unit.

16. Translate into English.

Y

2)

3)

4)

S)

Pexiiama — HampaBji€HHE B MapKETHUHTOBBIX KOMMYHHUKAIUSX, B
paMKax KOTOPOU MPOU3BOAUTCS OIUIAYEHHOE U3BECTHBIM CIIOHCO-
POM pacHpOCTpaHEHUE HE MEPCOHATU3UPOBAHHOW HH(pOpPMAIUH,
C LIEJIbIO MPUBJICYECHUS] BHUMAHHUS K OOBEKTY PEKIaMUPOBaHMUS,
(dhopMUpOBaHUS WU MOJIJICPKAHUS UHTEpECa K HEMY.

TapreTuHr — peKJIaMHBIM MEXAHWU3M, MMO3BOJISIFOIINM BBIJICIIUTh U3
BCEU MMEIOLIEUCS ayJIUTOPUU TOJIBKO Ty 4acCTh, KOTOpas yJIOBJIE-
TBOPSET 3aJlaHHBIM KpUTEPUSIM (ILIEJIEBYIO ayJUTOPHUIO), U MOKa-
3aTh PEKJIaMy UMEHHO €.

bpenaunr mnpeacrapisier coO0i BCe BUILI ACATEIBHOCTH, KOTO-
pbI€ CO3JaI0T pPEMyTalNio, IEHHOCTH U BKJIAJIbl, KOTOPbIE (hOpMHU-
pPYIOT OOIIyI0 BOCIPUHMUMAEMYIO LIEHHOCTh JTAHHOTO JIMIA WJIU
KOMIAHUU. JTO BKJIOYAET B CEOS MAPKETUHTOBBIE MEPOIPUATHS
(pexsama, conpanbHble kKamnanud B CMU, oO1iecTBeHHbIE OTHO-
HIEHUS, WHUIMATUBBI COTPYJAHUKOB WU APYTHE IOJOKHUTEIbHBIE
JNEUCTBUS) U HE MApKETUHT, UHOTJA [TACCUBHBIE MEPONPUATUSI (B
TOM YHCJE, TMOJYYCHUS XOpPOIIUX M IUIOXUX OT3BIBOB, CO-
IIUAJIBHBIX COOOIEHUN MOTpeOuTeNel, AeATeIbHOCTD JIFOJeH, He
CBA3AHHBIX C OpeHAOM, U (AKTUUYECKOE KayeCTBO MPOIYKTa,
YCIYTH WIN KOMIIAaHUU, U T.[T.).

Bo03M0XXHOCTH B3UMaTh OOJIBIIE 32 CYET MO3UIIMOHUPOBAHUS TIPO-
JyKTa U3BECTHA KaK KamuTaa OpeHja.

Crparernueckass moJOIUIEKa BCEX BHUJIOB PEKJIaMbl OJUHAKOBA!
0TOOpaTh HEOOXOAUMYIO AyJAUTOPHIO, TTOZHAKOMHUTH €€ C TIPOIYK-
TOM, NOAAECPKUBATh UHTEPEC K MPOAYKTY C ILIEIBIO WU3BICUCHUSA
MaKCUMaJbHON TPUOBLIH.

SOURCES FOR FURTHER RESEARCH

https://www.smallbusiness.wa.gov.au/business-in-wa/about-sbdc/
corporate-publications/business-guides/marketing-promotion-
strategy/
http://economictimes.indiatimes.com/definition/promotions
http://www.youtube.com/watch?v=skIg38RVCWs
http://www.youtube.com/watch?v=6jzNiKUbtRY
https://digital.lib.washington.edu/researchworks/handle/1773/8806
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Lead-in

UNIT S

MANAGEMENT

1. Discuss the questions in pairs. Reason your opinion.

)
2)

3)

What is management? Is it an art or a science?

What do you think makes a good manager? Which four of the

following qualities do you think are the most important?

— being decisive: able to make quick decisions

— being efficient: doing things quickly, not leaving tasks
unfinished, having a tidy desk, and so on

— being friendly and sociable

— being able to communicate with people

— being logical, rational and analytical

— being able to motivate, inspire and lead people

— being authoritative: able to give orders

— being competent: knowing one’s job perfectly, as well as the
work of one’s subordinates

— being persuasive: able to convince people to do things

— having good ideas

— being highly educated and knowing a lot about the world

— being prepared to work 50 to 60 hours a week

— wanting to make a lot of money

Which of these qualities can be acquired? Which must you be

born with?
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2. Topical Vocabulary

A)

)
2)

3)

4)

S)

6)
7)

8)

9)
10)
1)

12)

Study the vocabulary list. Use the words and phrases in the
sentences of your own.

to achieve (v) — nmocturaTh, JOOMBATHCS, YCIEIIHO BBIMOJIHSTH
achievement(n) — TOCTUXEHUE, YCTIEX, BHIMOTHEHNE

to attain (v) — mocturath, HOOMBATHCS, MOIYy4YaTh, MPUCTYNAThH
attainment (n) — 1OCTH>XEHUE, MPUOOPETEHHE, KBATU(UKALIHS

to allocate (V) — BBIIENATE, pacipeensiTh

allocator (n) — nui0, Beaarolee pacnpeaeiCHUEM Yero-JI1uo0
allocation(n) — pa3MelieHue, pactpeieieHle, BbIACICHUE

syn. distribution (n) — pa3mada, pacnpocTpaHeHHe, Bbl1aua,
pasMeleHne

to allocate resources — BeIICISITE (pactpenensiTh) pecypechl

to be modified — BugousmMeHuTsb(cst), MOTUDUITUPOBATHCS

to modify (v) — MmonuduuupoBaTh, BUIOU3MEHATh

modification (n) — BUIOM3MEHEHKE, EPEACITKA

to manage (V) — KOHTPOJIMPOBATh, YIIPABIIATH, PyKOBOJUTD
management (n) — ynpaBJeHUE, MEHEKMEHT, aIMUHUCTPALIUS
manageable (adj.) — moamaromuiics ynpaBiaeHUI0, TOCTYITHBINA
manager (n) — pyKOBOJUTENb, aIMUHUCTPATOP, MEHEIKED, TUPEKTOP
managerial (adj.) — oTHOCSIIUIACS K YIIPaBJICHUIO,
YIIPABICHYECKUM, aIMUHUCTPATUBHBIN, OPraHU3alUOHHbBIN
Board of Directors — coBeT qupeKkTOopoB

company chairman — mpezacenaTenb MpaBiICHUS AKIMOHEPHOTO
oOmrecTBa

to chair (V) — mpecenaTenbCTBOBATh, BO3IIIABISATH, PYKOBOJAUTH
to motivate (v) — CTUMYJIUPOBaTh, MOTUBUPOBATH, 0OOCHOBBIBATH
motivation (n) — moOy>k1€HHE, MOTUBAIIUS, CTUMYJI

syn. incentive (n) — cTUMYJI, TOOYKACHUE, MTOOITPEHUE

to communicate(v)- cooOI11ath, nepeaaBaTh

communication (n) — uapopmarlus, nepeaada, O0IICHUE
objective (n) — 1enp, 3a1aua

syn. purpose, goal, aim — 11e71b, 3a1a4a

to subordinate (V) — HOAYHHATH

subordinate (adj.) — mogYMHEHHBIN, CITYKEOHBIN

to set (V) — yCTaHaBJIMBATh

setting (n) — ycraHoBKa, 00CTaHOBKa
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13) to supervise (v) — HaOIOAaTh, TPOCMATPUBATH
supervisor (n) — pyKoOBOAUTEIb, HA0II04aTelb, HHCIIEKTOP
14) innovation — HOBOBBEACHNE, HHHOBAIIHS
to innovate (v) — 0OHOBJISITh, BBOJIUTh HOBIIIECTBA
15) to suggest (v) — npeayarath + repyHaum
(Ex.) Mr. Reynolds suggested starting the meeting.
16) to offer (v) — nmpennarats + HOUHUTHUB
(Ex.) The newspaper offered to apologize for the article.

Notes:
neighbouring community — coceackas oOrHa
precise tactics — TOUHasl TAKTUKA

B) Transcribe and pronounce the following words. Use them in the
sentences of your own.

achievement
managerial
incentive
subordinate
measure
techniques
scientific

C) Fill in the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB
attainment
to allocate
manageable
to communicate
subordinate
individually
entirely
obviously
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D)
Y
2)
3)
4)
S)
6)
7)

8)
9)

10)

E)
Y

10)

Fill in the gaps using the words and word combinations from
the Topical vocabulary.

Managers have to decide how best to allocate the human, physical
and capital available to them.

Managers — logically — have to make sure that the jobs and tasks
given to their subordinates are

There is no point in objectives if you don’t them to
your staff.
Managers have to their subordinates, and to measure, and

try to improve, their
Managers have to check whether objectives and targets are being

A top manager whose performance i1s unsatisfactory can be
dismissed by the company’s

Top managers are responsible for the that will allow a
company to adapt to a changing world.

Managers select people units and perform the job.

As well as organizing the work of their , they have to
work with people in other areas.

Top managers have to a business’s relations with bankers,

customers and etc.
Fill in the gaps with ‘to suggest’ — ‘to offer’.

means to put forward something for someone to take or
refuse.
Do you that we should accept their invitation?
I your taking part in the excursion right now; you might
us later.
If I were you, I would take the first opportunity
A reward of 1000 dollars for the lost jewels.
He we arrange an exhibition of the best photos of the year.
Why don’t you  that Marcia should go her own way and not
live on her parents?
When we left the dining-room, she that we see the rest of
the house.
William Fowler a professorship of modern languages at
the University of Lincoln.
The university the opportunity to specialize in the final year.
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F) Fillin the gaps using ‘to manage’ and its derivatives.

1) He'll never such a big garden on his own.
2) Try to reduce your tasks to more proportions.
3) Tim was being groomed for a position.

4) The actress fired her
5) Many companies go bankrupt due to bad

6) Itis a hard thing to

7) She demanded to see the

8) They divided the students into three groups.
9) The are aware of the problem.

10) They referred me to the

3. Read the text and answer the questions.

1) How do managers divide the work?

2) How do managers achieve objectives?

3) How do managers organize?

4) What people do managers develop?

5) How do managers measure the performance of their staff?
6) What is the job of a company’s top managers?

Peter Drucker, well-known American business professor and
consultant, suggest that the work of a manager can be divided into
planning (setting objectives), organizing, integrating (motivating and
communicating), measuring, and developing people.

 First of all, managers (especially senior manager such as company

chairmen — and women — and directors) set objectives, and decide
how their organization can achieve them. This involves developing
strategies, plans and precise tactics, and allocating resources of
people and money.

o Secondly, managers organize. They analyse and classify the

activities of the organization and the relations among them. They
select people to manage these units and perform the jobs.
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o Thirdly, managers practice the social skills of motivation and
communication. They also have to communicate objectives to the
people responsible for attaining them. They have to make the people
who are responsible for performing individual jobs form teams.
They make decisions about pay and promotion. As well as
organizing and supervising the work of their subordinates, they have
to work with people in other areas and functions.

o Fourthly, managers have to measure the performance of their staff,
to see whether the objectives set for the organization as a whole and
for each individual member of it are being achieved.

o Lastly, managers develop people — both their subordinates and
themselves.

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

Although the tasks of a manager can be analysed and classified in this
fashion, management is not entirely scientific. It is a human skill. Business
professor obviously believe that intuition and ‘instinct’ are not enough;
there are management skills that have to be learnt. Some people are clearly
good at management, and others are not. Some people will be unable to
put management techniques into practice. Others will have lots of
technique, but few good ideas. Outstanding managers are rather rare.

http://study.com/academy/lesson/four-functions-of-management-planning-
organizing-leading-controlling. html (0ama docmyna 13 sineapsa 2016¢.)
http.//smallbusiness.chron.com/five-functions-management-leading-56418.html
(0oama oopawenus 13 saneaps 2016 2.)
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4. Mark the following statements as True (T) or False (F) according
to the text.

1)
2)

3)
4)

S)

6)
7)

8)

9)

Managers decide how their organization can achieve objectives.
Employees don’t analyse and classify the activities of the
organization.

Managers divide the work into manageable activities.

Managers practice the social skills of motivation and
communication.

Employees have to communicate objectives to the people
responsible for attaining them.

Employees have to assess the performance of their staff.

The job of a company’s top managers to view the needs of the
future, and to take responsibility for innovation.

Top managers don’t manage a business’s relations with
customers, suppliers, investor and etc.

Directors aren’t supervised by a company’s board of directors.

10) Excellent managers aren’t rather rare.

5. In the text, find the notions that mean the following:

a)
b)

c)
d)

e)

f)
g)
h)
i)
j)

capable of being managed or controlled;

officer who presides at the meeting of an organization;

specific result that a person or system aims to achieve with
available resources;

group of persons chosen to govern the affairs of a corporation or
other large institution;

employee ranked below another employee in terms of seniority or
office hierarchy;

being the agent or cause;

the principal activity in your life that you do to earn money;
someone who controls resources and expenditures;

analysis of how scarce resources are distributed among producers;
organization and coordination of the activities of a business in
order to achieve defined objectives.
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Find phrases in the text and provide their Russian equivalents.

can be divided into, to set objectives, to develop plans and precise
tactics, allocating resources, manageable activities, the social skills of
motivation, to be responsible for performing individual jobs,
supervising the work of subordinates, to measure the performance of a
staff, to be supervised by a company’s board of directors, entirely
scientific.

Find English equivalents in the text.

CTaBUTh I1I€JIW, MPUHUMATH PEIICHUE, BBIMOJHITHL PadOTy, COOOIIATh
uH(popMaIio, PYKOBOJIWUTH PaOOTONW MOMUYUHEHHBIX, PACHpEeaesiTh
pecypchl, OLIEHUBATh PabOTy MEpCOHANIa, IOCTUYD 1), pa3padaThl-
BaTh CTPATETHIO, AaHAJIM3UPOBATh ACATEIBHOCTh OpraHu3allui, pa3BU-
BaTh JIIOJIEH.

Match up these verbs and nouns to make common collocations.
Compose sentences.

allocate decisions
communicate information
develop jobs

make objectives
measure people
motivate performance
perform resources
set strategies
supervise subordinates
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9. Read the text below. Use the word given in the text at the end of the
respective line to form a word that fits the space in the same line.

Leadership vs Management

Thereare 1)  between leadership and DIFFERENT
management functions.

Leadership provides 2)  , encouragement and DIRECT
inspiration to motivate a team to achieve 3) ORGANISE
success. Management is 4) an organisational PRIMARY
role, coordinating people’s effortsandthe 5)  ~ of | ALLOCATE
resources to maximize efficiency in 6) ACHIEVE
identified goals.

The 7)  between leadership and management is DISTINCT
quite 8)  in gaining a better understanding of these | USE
different9)  in an organization. Leadership and | FUNCTION
management operate hand in hand. To be a good SKILL
manager demands leadership 10) ~ and an effective | APPLY
leader will be relianton 11)  their own and other's

management skills to achieve their vision.

Leadership and management are 12)  linked CLOSE
functions.
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10. Read the information about the levels of management. Fill in the
prepositions where necessary. Retell the text.

There are three general levels 1  management: top manager,
middle managers, and first-line managers.

A top manager guides and controls the fortunes @2 an
organization. 3 terms 4  planning, they are responsible 5
developing the organization’s mission. Common job titles associated
__ 6 top managers are president, vice president, chief executive officer
(CEO), and chief operating officer (COO).

Middle managers probably make 7  the largest group 8
managers 9  most organizations. They develop tactical plans and
operational plans, coordinate and supervise the activities 10 first-line
managers. Titles 11  the middle-management level include division
manager, department head, plant manager, and operations manager.

A first-line manager coordinates and supervises the activities 12
operating employees. First-line managers spend most of their time working
__ 13 and motivating their employees, answering questions, and solving
day-to-day problems. Most first-line managers are former operating
employees who, owing 14  their hard work and potential, were
promoted 15 management.

11. Work in pairs.
Student A is an interviewer. Student B is a top manager. Act out a
dialogue about the job of a company’s top manager.

12. Prepare a report in the form of a presentation on one of the
following topics:

« Relationship between strategic management and leadership.
Functions of management.

Women in management.

Manager and Management.

Trends and challenges in management relating of behavior.
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Writing

13. Fill in the table on the basis of the text. Get ready to comment upon it.

15.

Five basic tasks of the job of the manager

Task Characteristic
.
2.
3.
4.
5.
14. Write the summary of the text using word combinations from ex.6, 7

(250 words).

Translate into English.

1) MeHemKMEHT COCTOUT W3 IJIAaHUPOBAHUS, OpraHU3alluM, PYKO-
BOJICTBAa U KOHTPOJISI.

2)  MeHemKephl CTaBT LEIU U PEIIaloT, KaK UX JJOCTUYb.

3) Ton MeHemKephl HA3HAYAIOTCSI COBETOM JUPEKTOPOB.

4)  CymecTBYIOT pa3jIiMuMsl MEXKJIYy PYKOBOIAIIMMU W YIIPAaBIICH-
YECKUMHU (PyHKITUSIMHU.

5) PykoBOACTBO JaeT HampaBj€HUE, BAJOXHOBEHHE, YTOObl MOTUBH-
pOBaTh KOMaHAY JIJIsl IOCTHXKEHUS yCIexa.

6) Tomn MeHemKephl ONPEACIISIIOT CTPATETUIO (PUPMBI.

7)  YnpaBieHue KOOPAUHHUPYET paclpees€HUe PECYPCOB IS TOTO,
4TOOBI MAaKCUMU3UPOBATh A(HPEKTUBHOCTH JOCTHIKCHHS HaMme-
YESHHBIX [EJIEH.

8) MeHemKepsl CPEAHEro 3BEHA, BO3MOXKHO, COCTABISIOT CaMylo
OOJIBIIIYIO TPYIIITY MEHEKEPOB B OOJIBIIMHCTBE KOMITAHUH.

9) Menemxepsl IEPBOro YPOBHS — 3TO OUCHBIN MEHEIKED, CyNep-
BU30p, OpUraaup.

10) MHorue MeHEIKepbl CPEAHEr0 U BBICIIETO 3BE€HA HAYMHAIU

CBOIO Kaphepy Ha IIEPBOM YPOBHE.
SOURCES FOR FUTHER RESEARCH

http://www.managementstudyguide.com/what _is management.htm
http://www.entrepreneur.com/article/249572
http://www.forbes.com/sites/joefolkman/2015/10/01/6-surprising-

reasons-younger-managers-perform-best/

http://www.managers.org.uk/
http://managementhelp.org/
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Lead-in

UNIT 6

ORGANIZATIONAL STRUCTURE

1. Discuss the questions in pairs.

1)
2)
3)
4)

5)

What kind of organization would you like to work for?

What department would you like to work in?

What do you think your first position will be?

What would you prefer: to have one boss, to work for more than
one superior?

Is it difficult for you to work in a team?

2. Topical Vocabulary

A)

Y

2)

Study the vocabulary list. Use the words and phrases in the
sentences of your own.

organization (n) [ o:gonar zeif(o)n] — opranuzaiusg, (HopMHUpO-
BaHHE, CTPYKTypa

nonprofit/not-for-profit (amep.) organization — HekoMMepUecKas
opraHuzanus

profit-making/proprietary/commercial organization — koMmMepuec-
Kasi OpraHu3arus

to establish/form an organization — co3maBaTh OpraHu3aInIo

to disband/dissolve an organization — pacnyckaTh OpraHU3aIHIo
organizational structure — opranu3zanoHHas CTPyKTypa

hierarchy (n) [ hai(o)ra:ki] — uepapxus

hierarchical (adj.) [ hai(o) ra:kik(o)l] — nepapxuueckuii

in hierarchic(al) order - B nopsinke uepapxuu

to hierarchize (v) [ hai(o)ra:kaiz] — pacnonarate B uepapxuyec-
KOM MOPSIKE; UEPAPXUUYECKH YIIOPSATOUUBATH

73



3)

4

S)

6)

10)

authority (n) [0: Ooriti] — BIacTh; MOJHOMOYHKE, MPABO

authorities (pl) — Bmact, Ha4aIbCTBO, MPABUTEIBLCTBO

supreme authority — BepxoBHas BIacCTh

to give authority (for an act /to do smth.) — gaBaTh moTHOMOYMS
Ha YTO-JTU00

to authorize [ 0:0oraiz] — paspemniath, CAHKIIMOHUPOBATD, YIOJIHO-
MOYHBAThH

responsibility (n) — OTBETCTBEHHOCTb, 00S3aHHOCTh, 00SI3aTEILCTBO
to assume/to accept/to take/a responsibility — B3aTh Ha ceOs
OTBETCTBEHHOCTH

to disclaim responsibility — cHumaTth (C ce0s1) OTBETCTBEHHOCTD

to share (the) responsibility — pa3znenars OTBETCTBEHHOCTD
responsible (adj) — oTBeTCTBEHHBIN, HECYITUN OTBETCTBEHHOCTH;
HaJleKHBIN

to be responsible to smb. — 0OTBETCTBEHHBIH TIepe]] KEM-THU00

to assign (V) [9'sain] — Ha3HAYATh, ONPEILIATH

assign to a position — Ha3Ha4YaTh HA JIOJKHOCTD

syn. to appoint

to decentralize (v) — neueHTpann3oBaTh (denecuposams 6aACHI-
Hble NOJTHOMOYUS HA HUJCHUE YPOBHU YNPAGAeHUs, Hanpumep,
nepeoasamsv Npaso HA NPUHAMUE CAMOCMOSMENbHBIX peuleHull
MECHMHBIM OP2aHaAM 81ACMU, Puiuaiam opeanuzayuu u m.o.)
vertical structure — BepTUKajibHas CTPYKTypa

horizontal [ hor1 zontl] structure — ropu3oHTagIbHas CTPYKTYpa
top management — BbICIIEE PYKOBOJCTBO, BbICIIAsg aJIMHUHHCTpa-
1151, BBICIINI YPOBEHBb YIPABICHUS (NpoghecCUuoHAIbHblEe YRPAG-
JAIOWUe KOMRAHUY, KOMOpbvle NPUHUMAIOm cmpameudecKue u
00/120CPOYHblE peuleHUs;, 3MOm YpPOo8eHb GKII0Uaem 21a8HO20
UCNOIHUMENIbHO20 OUPEKMOopa Ui npe3udeHma KOMNAaHu)

syn. senior management, general management, higher management,
top executive management

middle management — cpesiHee 3B€HO PyKOBOJICTBA

position (n) — MOJIOKEHHUE, JOKHOCTh

to hold/have/occupy a senior position — 3aHUMAaTh BBICOKOIIOC-
TaBJICHHYIO JOJIKHOCTh

to resign from a position — yiTH B OTCTAaBKY € JIOJKHOCTH, TTOCTa
temporary position — BpeMeHHas JI0JKHOCTb

permanent position — MOCTOSIHHAS TOJKHOCTD
managerial/administrative/management position — agMHUHUCTpa-
TUBHAs JOJKHOCTh
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11)

12)

13)

14)

15)

16)

17)
18)

to carry out (V) — BBITIOJIHSTH, OCYIIECTBISATh

to carry out decisions — BBIIOJHSTh PEIICHUS

bureaucracy (n) [ bju(e) rokrasi] — Gropokpatus; (the b.) Gropo-
KpaTbl, YNHOBHUKH

syn. red tape

overgrown/swollen bureaucracy — pa3ayTbiii OIOPOKpATHUYECKUN
ammapar

supervisor (n) — PYKOBOAUTENhL HHU3IIET0 3BEHA; CTapIIui
[oTBeTCTBEeHHBIH ]| (paOOTHHK) (pyKosooum pabomoi HebOoIbULOU
epynnul nooell uiu HebOoIbU020 NPOU3BOOCEEHHO20 YUACMKA,
KaK npasunio, He NPUHUMAEm peuleHUtl OMHOCUMENTbHO NpOU3-
g8o0Ccmea, a MOAbKO omeeuaem 3a GblNOJHEHUe NPUHAINO20
BLIUECMOAWUMY  YAPAGTISIIOWUMU  NPOU3BOOCMBEHHO20 NJAHA,
Ppacxoo mamepuanos u m. n.)

to supervise (V) — pyKOBOJIUTh, 3aBEI0OBATh;, HAOIIOaTh, KOHTPO-
JUPOBaTh

social service — 2oc. ymp. conuagbHOE OOCIIYy>KHBaHHUE,
colMajgbHOE oOOecredeHue (kak cgepa npogeccuonHanvbHol
desimenbHOCMU), COLIMATIbHAS yCIlyra

staff (n) — mrart (caykamux), IepcoHaI

to be on the staff — ObITHL B IITaTe; YUCIUTHCS B IITATE, OBITH
IITAaTHBIM COTPYAHUKOM

to cut down the staff — cokpamars mraTel

staff members — cOTpyAHUKH (OanH020 yupedicoerus)

divisional structure — nMBU3MOHAJIbHAS OpraHU3ALMOHHAS CTPYK-
Typa [opraHuzanusi| (opeaHu3ayuoHHAs CMPYKmMypd, COCMOAUas
U3 08yx unu Oonee noopazoeseHull, Kaxcooe u3 Komopvix 00cC-
MAmMOYHO He3ABUCUMO U Omeeyaen 3a KOHKpemHble HanpasieHus
desmenbHOCmMU Ul NPOU3B00CMB0 KOHKDEMHO20 8U0d NPOOYK-
yuu)

department (n) — oTaeN, femapTaMeHT, YIIpaBJICHUE

jurisdiction (n) [ d3zuv(e)ris dikf(e)n] — ropucaukius, mOABE-
JIOMCTBEHHOCTb, c(hepa MOJTHOMOYUHIA

this matter does not come/does not fall/within our jurisdiction —
3TO JIETI0 BBIXOJUT 3a Mpe/Ieibl HAllle KOMIIETEHIINH
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B) Transcribe and pronounce the following words. Use them in the
sentences of your own.
decentralized
distributed
tight
tremendous
vertical
epitomize
command
budget
violence

circuit

C) Fill in the table. Use 5—7 words to compose stories of your own.

VERB NOUN ADJECTIVE ADVERB

organizational

independence
governmental

to assign

policy

bureaucracy

equal

cooperatively

public

functionality
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D)

Y
2)
3)

4)
S)

6)

7)
8)

9)

Fill in the gaps using the words and word combinations from
the Topical Vocabulary.

Having a good will lead to much better decisions by
your business for its long term investment goals.
When you are starting out in the business world you will be at the

bottom of the platform hoping to move your way up.
It 1s your as a manager to delegate the correct jobs to
the right people so that things get done right.

Mary has been to a new job.

translates the policy (formulated by the board-of-
directors) into goals, objectives, and strategies, and projects a
shared-vision of the future; it also makes decisions that affect
everyone in the organization, and is held entirely responsible for
the success or failure of the enterprise.

By employment specialists mean a situation where an
employee is expected to remain in a position only for a certain
period of time.

Everybody admits that John is a good manager who successfully
the mission of the company.

I 15 employees of our company, so I’'m in charge for
the work we do together.
Having a good around you will help to lighten your

work load and let your mind focus on the important matters.

10) You should always put a qualified candidate at the head of every

so that you know the big decisions will be correct.

E) Fill in the gaps using the words ‘organizer’, ‘to organize’,

Y
2)

3)

4)

‘organization’, ‘organized’, ‘unorganized’, ‘disorganized’,
‘organizational’.

Mat used to be so , he was able to plan his activities
efficiently; now he has changed.

What type of an would you like to work for? A
partnership or a corporation?

Sam works as a professional , he helps individuals

and businesses design systems and processes using organizing
principles and transferring skills.
The campaign was hopelessly , that’s why they didn’t win.
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5) The structure of this company is more decentralized
than that of their competitor, which has a top-down hierarchy.

6) These industries usually employ workers.

7) His office is a mess. He needs someone to help him  his work.

3. Read the text and say how a government organization may differ
from a commercial one.

An organizational structure is the typically hierarchical arrangement
of lines of authority, communications, rights and duties of an organization.
The organizational structure determines how the roles, power and
responsibilities are assigned, controlled, and coordinated, and how
information flows between the different levels of management.

In a decentralized structure, the decision making power is distributed
and departments and divisions may have different degrees of
independence. A company such as Proctor & Gamble that sells multiple
products may organize their structure so that groups are divided according
to each product and depending on geographical area as well. An
organizational chart illustrates the organizational structure.

A structure depends on the organization's objectives and strategy. In a
centralized structure, the top layer of management has most of the decision
making power and has tight control over departments and divisions.

Governmental agencies, more often than any other, have clear and
defined structure. In American government, defined scopes and roles of
individuals are not only the standard, but are typically recorded with
detailed job descriptions and organizational charts. By and large, there is
not tremendous variation in structure types.

Most government organizations are classic examples of vertical
structure. Vertical organizational structures are characterized by few
people at the top and increasing numbers of people in middle management
and lower level positions. In other words, a few people make policy and
decisions, and many people carry them out. Governments often lean
toward them because they create defined job scopes and powers — each
person has a clear role to play. Vertical structure is the classic bureaucracy
and 1s epitomized and originated in one of the oldest government
functions: military command.
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Horizontal organization charts are characterized by a few positions at
top and then many positions on the next row down. In other words, there
are very few supervisors and many peers or equals. While this structure is
most common in professional organizations such as law and architecture
firms or medical practices, a few types of government use this structure.
For instance, in very small programs — especially after budget cutbacks —
certain city and county social services such as drug prevention or domestic
violence, education programs may find themselves with only a few staff
members. In order to deliver services or because they do job sharing, staff
may work together cooperatively rather than in hierarchical order.

Divisional structures divide function and responsibility based on
specialty or geography — such as a market territory. In the case of the
public sector, a few organizations such as courts use this system. For
example, federal courts are divided into regional circuits and even most
counties have multiple courthouses which hear cases from their defined
territories within the country. These courts run parallel and are not affected
by one another. Similarly, police and fire departments usually have
precincts and battalions with specific jurisdictions for better functionality.
http.//'www.businessdictionary.com/definition/organizational-structure. html

http://smallbusiness.chron.com/types-organizational-structure-public-sector-4892. html
(oama oopawenus 11 mapma 2016 2.)

4. Answer the questions to the text.

1) What is an organizational structure?

2) What does the organizational structure determine?

3) Is the decision making power distributed in a decentralized
structure?

4) A structure depends on the organization’s objectives and strategy,
doesn’t it?

5) In which organizational structure does the top layer of
management have most of the decision making power?

6) What structure do governmental agencies have?

7) What are vertical organizational structures characterized by?

8) Which features characterize horizontal organization chart?

9) Why may staff prefer to work together cooperatively?

10) Who uses divisional structures?
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In the text, find the notions that mean the following:

a) power to give orders or make decisions, power or right to direct or
control someone or something;

b) people who make decisions about a business, department, sports
team, etc;

c) actor process of deciding something especially with a group of people;

d) one of the major parts of a company, organization, government, or
school;

e) administrative or operating unit of a governmental, business, or
educational organization;

f) careful plan or method for achieving a particular goal usually over
a long period of time;

g) delegation of power from a central authority to regional and local
authorities;

h) brought under the control of one authority;

1) employment for which one has been hired;

j) group of people who work for an organization or business.

Find the following phrases in the text and provide their Russian
equivalents.

hierarchical arrangement of lines of authority, communications, rights
and duties of an organization; power and responsibilities are assigned,
controlled, and coordinated; the decision making power is distributed;
tight control over departments and divisions; are typically recorded
with detailed job descriptions; there is not tremendous variation in
structure types; increasing numbers of people in middle management
and lower level positions; governments often lean toward them; many
positions on the next row down; they do job sharing.

Find the English equivalents for the following Russian phrases in
the text.

KaKk HH(pOpMaLMS LUPKYIUPYET MEXKAY Pa3IMYHbIMU YPOBHSIMHU YII-
PABIICHUS; OTHENBI U TTOAPA3ACIICHNA MOTYT UMETh PA3JIMYHYIO CTETICHb
HE3aBUCUMOCTH; CTPYKTypa 3aBUCUT OT LEJIEM W CTPaTeruv opra-
HU3AIMM; MMETh YETKYI0 M ONPEACTCHHYIO CTPYKTYpYy; B OOIIeM U
LEJIOM; Il 3TOT0 XapaKTePHO HEOOJBIIOE KOJIMYECTBO JIIOACH Y pyJIs;
chopMyIMpOBaHA U MPOUCXOAUT U3 OJHOM W3 CTPATETMUYECKUX TOCY.-
JTAPCTBEHHBIX (DYHKIUNA; UMEETCSI Majo€ KOJIMYECTBO PYKOBOJUTEIICH-
KOHTPOJIEPOB M OOJIBIIIOE KOJIWYECTBO COTPYAHUKOB Ha PaBHBIX MO3H-
LUAX; C [EJIbIO MPEIOCTABICHUS YCIIYT; B UEPAPXUUECKOM MOPSKE.
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8. Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

)
2)

3)

4)
S)
6)
7)

8)

9)

10)

An organizational structure is the typically bureaucratic arrangement of
lines of authority, communications, rights and duties of an organization.
The organizational structure determines how the roles, power and
responsibilities are assigned, controlled, and coordinated, and how
information flows between the different levels of management.

In a centralized structure, the decision making power is
distributed and departments and divisions may have different
degrees of independence.

A structure defines the organization’s objectives and strategy.

In a decentralized structure, the top layer of management has most
of the decision making power and has tight control over
departments and divisions.

Most government organizations are classic examples of vertical
structure.

Governmental agencies, more often than any other, have clear and
defined structure.

Horizontal organizational structures are characterized by few
people at the top and increasing numbers of people in middle
management and lower level positions.

In vertical organizations, there are very few supervisors and many
peers or equals.

Divisional structures divide function and responsibility based on
specialty or geography, such as a market territory.

9. Match the phrases from the left column to the phrases in the right
column to make collocations. Compose your own sentences to
illustrate their meaning.

arrangements of lines of decision making power

to depend at the top

to have most of authority

tight control in structure types

variation together cooperatively

people with only a few staff members
to carry out on the geographical area

to find oneself over departments and divisions
to work for better functionality

to have specific jurisdiction  the policy
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A) Work in pairs. Match the descriptions of the organizational
structures to their diagrams.

Project
/ Coordination
i Functional Functional
i Manager Manager

— Staff == Staff - Staff
=t Staff = Ztaff — Staff
- Staff e Staff — Staff

Division Product

P

1 RE&D ] R&Dr - R&D
—{ NMMarketing = Marketing = Marketing
—1 Finance — Finance —{ Finance

b)

Functional Functional Functional
Marnager Marager Manager

= Staff — Staff = Staff
1 Staff —  Staff —  Staff
: — Staff- —  Sfaff —  Saff
I, .
\ Project
C) Coordination
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Y

2)

3)

B)

MATRIX STRUCTURE: In this type of an organization, the
company uses teams to complete tasks. The teams are formed
based on the functions they belong to (ex: software engineers) and
product they are involved in.

FUNCTIONAL STRUCTURE: The organization is divided into
segments based on the functions when managing. This allows the
organization to enhance the efficiencies of these functional
groups. Such structures appear to be successful in a large
organization that produces high volumes of products at low costs.
The low cost can be achieved by such companies due to the
efficiencies within functional groups.

DIVISIONAL STRUCTURE: These types of organizations divide the
functional areas of the organization to divisions. Each division is
equipped with its own resources in order to function independently.
Divisions can be defined based on the geographical basis,
products/services basis, or any other measurement.

Continue working in pairs. Discuss which organizational
structure is preferable for each company in the list: a consulting
company; a production company; a public supplies company; a
merchandising company; a SPA salon; a large software
company. Use the expressions below. Try and speak for 2-3
minutes.

Asking someone’s opinion: Expressing an opinion:
« What’s your idea?  In my opinion...
o What are your thoughts on all of ¢ The way I see it...
this? o If you want my honest
« How do you feel about that? opinion ...
« Do you have anything to say » According to Lisa...
about this? o As far as I’'m concerned ...
« What do you think? o I[f you ask me ...

« Do you agree?
e Wouldn’t you say?
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10.

11.

12.

Expressing agreement: Expressing disagreement:

o [ agree with you 100 percent. o [ don’t think so.
o [ couldn’t agree with you more. o (strong) No way.
« That’s so true. e I’'m afraid I disagree.
« That’s for sure. o (strong) I totally disagree.
o (slang) Tell me about it! o [ beg to differ.
» You’re absolutely right. o (strong) I’d say the exact
» Absolutely. opposite.
o That’s exactly how I feel.  Not necessarily.
o Exactly. o That’s not always true.
o [ have to side with you on this one. ~ « That’s not always the case.
» No doubt about it. « No, I’m not so sure about
o (agree with negative statement) that.
Me neither. o [ can’t accept it
o (weak) 1 suppose so/l guess so. o I don’t think I agree with you.

e You have a point there.
o [ was just going to say that.

Make up a dialogue between two top managers whose task is to
decide on the future organizational structure of their company.
Discuss what type of company you work in, why a company needs to
be structurally organized, which organizational structures exist,
their possible pluses and minuses. Choose the optimal
organizational structure for your company and justify your choice.

Group work. Imagine that you are the heads of one of the following
governmental agencies: 1) a tax inspectorate; 2) a public utilities
company; 3) a city administration; 4) a department of education.

Work out the organizational structure and organizational chart with
all the departments, divisions, positions, etc. and present them in class.

Prepare a report in the form of a presentation on one of the
following topics:

o The organizational structure of one famous company

The organizational structure of one well-known government agency
Bureaucratic structures: features, pros and cons

Main organizational structures

The role of top management

Board of directors: description, functions, responsibilities
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Writing

13. Fill in the table. Use the text and the Internet to find the needed
information. Be ready to comment upon the found information.
Compare the answers.

ORGANIZATIONAL DESCRITION EXAMPLES
STRUCTURES

14. Write the summary of the text (250 words). Use the active
vocabulary of the text.

15. Translate into English.

1. OpraHu3aliMOHHBIM TPOLIECC BKIIOYACT B CE€Os JICIICHHE OpraHu-
3allMM HA TOJPA3JCICHUS COOTBETCTBEHHO CTPATETHUSIM, & TAKXKE
B3aMMOOTHOIICHUS MIOJITHOMOYUHU.

2. Jlng pa3nuuHBIX OpraHu3alMid XapaKTepHbI PA3JIMYHBIE BUIBI
CTPYKTYP YHIPaBJICHUA.

3. OpranuzanvoHHas CTPYKTypa — COBOKYHHOCTh IOJIPA3CICHUN
OpraHU3alu U UX B3aUMOCBS3€H, B PaMKaX KOTOPOU MEXITY MOA-
pa3NEICHUsIMU PACTIPEACISAIOTCS YIPABICHYECKHAE 3a/1a4u, OIpe-
NEJATCS TOJHOMOYMS W OTBETCTBEHHOCTh PYKOBOAMUTEIIEU U
TOJKHOCTHBIX JIULI.

4. BeprtukanbHas OpraHU3alMOHHAS CTPYKTypa XapaKTepU3yIOTCS
HAJIMYUEM HECKOJIBKUX YEJIOBEK B YIIPABJICHHM W 3HAYUTEIbHBIM
KOJIMYECTBOM TPEACTABUTEIIEN CPEAHETO M HUKHETO YPOBHEWU
MEHEKMEHTA.

5. T'opu3oHTanbHBIE OPraHU3ALMOHHBIE CTPYKTYpPBI, HE MMESl HUKAa-
KOW MEepapxuH, JIMIIATCA BO3MOXHOCTH IIPOBOJUTH LIEHTPAJINA30-
BaHHOE IUJITAHUPOBAHUE C Mebl0 3P(PEKTUBHOIO HUCIOIb30BAHUS
HMMEIOIIUXCSI PECYPCOB U 000PYAOBaAHMUS.

6. MarpuuHasi CTpyKTypa XapakTE€pHa TEM, YTO UCIIOJHUTEIb MOXET
UMETh JIBYX U 00Jiee pyKOBOIUTENCH.

7. DyHKIMOHAJIbHAS OpPraHU3allMOHHAA CTPYKTypa PEAIU3YET TeC-
HYIO CBSI3b aJMUHHUCTPATUBHOI'O YIIPABJIEHUS C OCYLIECTBICHUEM
(YHKIIMOHAJILHOTO yIIPaBJICHHUS.
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SOURCES FOR FURTHER RESEARCH

http://www.businessdictionary.com/definition/organizational-
structure.html
http://www.inc.com/encyclopedia/organizational-structure.html
http://www.forbes.com/sites/jacobmorgan/2015/07/06/the-5-types-
of-organizational-structures-part-1-the-hierarchy/#5da8¢9563853
https://www.smartdraw.com/organizational-chart/examples/
http://www.referenceforbusiness.com/management/Ob-
Or/Organizational-Structure.html
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Lead-in

UNIT 7

NEGOTIATIONS

1. Discuss the questions in pairs. Reason your opinion.

1)
2)
3)

What qualities make a good negotiator?

Is every negotiation potentially a win-win one?

Do you think people should tell the complete truth when
negotiating?

Topical Vocabulary

A) Study the vocabulary list. Use the words and phrases in the

1)
2)

3)

4)

5)

sentences of your own.

to cripple (v) — HaHOCUTD y1IEPO, BPEIUTH

commitment (n) — 0043aTeIbCTBO MO OTHOIICHUIO K YEMY-JIHOO;
aKTUBHOE, OTBETCTBEHHOE OTHOIIICHHUE K YeMY-JTN00; 3auHTEPECO-
BaHHOCTH B YEM-JIOO

treaty commitments — JOTOBOpHBIEC 00s3aTEIbCTBA

to meet commitments — BBIMOJHSITL 00513aTEIBCTBA

binding commitment — cBsi3bIBaIOLIEE 00513aTEIBCTBO (0bewanue
ocywecmeums Kakue-iubo oeucmaus 8 0yoyujem, noOKpenJieH-
Hble KAKUMU-TUOO0 POPMATbHBIMU UTU HePOPMATbHLIMU MEXAHU3-
mMamu, obecneuusarowuMuy e2o 8blnoJIHeHue)

to commit oneself to — cBI3BIBAaTL ceOa 00s13aTEILCTBOM, IIO-
o0elaTh 4YTo-1u00 JeIaTh; PeIIUTh TOCBITUTD CEOsI

to capitalize on (V) — M3BJIEKaTh BBITOY U3 YET0-I100

to capitalize on an opponent’s error — BOCIOJIb30BaTbCS OIIMOKOM
IIPOTUBHHUKA

a constraint(n) — orpaHUYC€HHUE, OTPAHUYMBAIOIIEE YCIOBUE

to constrain (v) — ci€pKUBaTh, YICPKUBAThH

syn. to limit, to restrict, to confine

to surface(v) [ 's3:fis] — oOHapykuBaTh(Cs1), MPOSABIATHCS, BOSHUKATh

syn. to show up
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6) achange in scope (n) — u3MeHeHHE B 00beME

7) to be empowered (V) — OBITh YIIOJJHOMOYEHHBIM
to empower smb. to do smth. — ymoaHOMOYMTH KOTro0-JK0O,
ceIaTh YTO-I1100

8) to strike a deal (v) —3aki04YuTh CACIKY

9) abenchmark(n) — opuenTup, CTaHAAPT 7151 CONOCTABICHUMN,
oOpaserl
to benchmark (v) — cpaBHUBaTH

10) to submit (v) — mpeacTaBIsATh Ha pacCCMOTPEHHUE, MIpeIaraTh
submission (n) — ToAYMHEHNUE, TOBUHOBEHHUE, TOKOPHOCTh
to submit smth. to smb.’s approval — npenctaBuTh/0TAATH
YTO-JIMO0 Ha YeH-T0O0 Cy I
to submit a draft agreement — BHECTH IPOEKT COrJalICHUS

11) a decoy(n) — npumaHka
to decoy (v) — 3amaHUBaTh

12) to divert(v) — 30. oTBiEKaTh, NEPEKIOYATh (BHUMAHUE)
to divert the conversation — mepeMeHUTh TEMY pa3roBoOpa; Iepe-
BECTH pa3roBOp Ha APyroe/Ha APyryro TeMy

13) to suspend(v) — mpuocTaHaBIMBaTh;, OTKJIaAbIBaTh, (BPEMEHHO)
mpeKpaniaTh
syn. to put off
to suspend a debate — npepBaTh peHuUs

14) to figure out (v) — HOHUMATh, TOCTUTATh, BBIYUCIISITH

15) to concede (v) [kon'si:d] — ycTymnats
to concede a right — yctynuts npaBo
a concession(n) — yCTyIKa

16) to pound (V) — 30. 3arOHSATH

17) bargain (n) [ 'ba:gin] — ToproBasi caeynka; 10roBOp O MOKYIIKE;
JIOTOBOPEHHOCTB; COTJIAIICHHE
to close /to conclude, to settle/ a bargain with smb. — 3akmtodaTh
C KEM-TTM0O0 CHIENKY
to have the best of a bargain — u3BIeYs HAUOOIBITYIO BHITOIY
U3 COIJIAIICHUS; BBIUTPATh OT YEro-1mudo
to bargain (v) — TOproBaThCs, PAAUTHCS; BECTH NEPETOBOPHI, J10-
roBapuBatbcs (00 YCIOBHUSIX U T.I.); YCJIaBJIMBATHCS; JIOTOBa-
pHUBATHCS O 1ICH

18) to plot(v) — mianupoBath
to plot a strategy — rmIaHUpPOBATh CTPATETHIO

88



19) arbitrary (adj.) — mpou3BOJIbHBIN, CITy4YaHBIN, YCIOBHBIM
20) to negotiate (V) — BECTH IIEpErOBOPHI, IOTOBAPUBATHCS

B)

O

1)
2)

3)
4)

5)
6)
7)
8)
9)

negotiation (n) — MepEroBOpkI, COTJIaCOBaHKE, 00CYKICHNE YCIOBHIMA
negotiator (n) — MOCPEHUK; JUIIO, BEAYIEE MEPETOBOPHI
negotiable (adj.) [n1'gouf1ob(o)l] — moroBOpHBIN, TOCTYIMHBII

Transcribe and pronounce the following words. Use in the
sentences of your own.

negotiation
undoubtedly
budget
myriad
ultimate
subsequent
bargain
priorities
rational
occurrence

Fill in the gaps using the verb ‘to negotiate’ and its derivatives.

The with the company had reached a crucial stage.
In her time at the United Nations she was considered a tough

The government refuses to with terrorists.
He warned that his economic programme for the country was not

The agreement followed months of
We a fair price.

The terms of the contract are

Some very skilful will be needed to settle this dispute.
Our attempts at finally led to some success.

10) These principles are not
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D)

Y
2)

3)
4)

S)
6)
7)
8)

9)

Fill in the gaps using the words and word combinations from
the Topical Vocabulary.

You don’t want to find yourself in a position where you believe
you’ve :

Be prepared to give up the little thing in exchange for the big
things you don’t want to

It’s completely , but it gets the job done.

If they are threatened and pounded into , they probably
won’t negotiate with you again.

Poor negotiation can a company just as quickly as losing

key customers.

The first offer is usually the most important and the

which all subsequent offers will be judged and compared.

Before you start the negotiation, ensure that the other party is

fully to make binding commitments.

It should be based on realistic expectations considering all the
that will undoubtedly

Throughout the , try to determine what you believe to be

an acceptable outcome for the other party.

by

10) If you’re submitting a price proposal to a buyer, consider

inserting and red herrings for the other party to find.

3. Read the text and say why negotiating is absolutely critical to the
success.

Negotiating is a part of everyday life, but in business it’s absolutely
critical to your success. Poor negotiation can cripple a company just as
quickly as losing key customers. While most negotiating strategies seem
like common sense, it’s not uncommon for people to get caught up in the
emotion of the moment and ignore their basic instincts.

While experienced negotiators sometimes refer to their methods as the
‘negotiating game’, it’s really a misnomer for a process in which the stakes
are often extremely high.

Find out as much as possible about the party you’re negotiating with
so you can capitalize on your strengths and the party’s weaknesses. If the
other party is very experienced, that means he also has a history that could
contain useful information.
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Most negotiators have a price target or goal in mind before they start.
It should be based on realistic expectations considering all the constraints
that will undoubtedly surface. These may include budget limits, direction
from management, pressure to make sales goals, and a myriad of other
external forces. During the course of the negotiation, the goal may vary
based on changes in scope and other unforeseen actions by either party.
While your ultimate goal should be realistic, this should not constrain your
first offer or counteroffer.

Before you start the negotiation, ensure that the other party is fully
empowered to make binding commitments. You don’t want to find
yourself in a position where you believe you’ve struck a deal, only to
discover that your agreement must be approved by someone higher in the
chain of command.

There are basic principles that apply to every negotiation. The first
offer is usually the most important and the benchmark by which all
subsequent offers will be judged and compared. You’ll never get what you
don’t ask for, so make your first offer bold and aggressive. You want to
take all of that and hopefully more, so start lower than the seller expects.
As long as your offer is not ridiculous, the other side will continue the
negotiations in hopes of settling at a better number.

Always have something to give away without hurting your negotiating
position. If you’re submitting a price proposal to a buyer, consider
inserting decoys and red herrings for the other party to find. Such
distractions will help to divert the other party from attacking the meat of
your proposal.

Watch for clues such as body movement, speech patterns and
reactions to what you say. Be prepared to suspend or cancel negotiations if
you feel things are getting nowhere or the other party seems stuck in their
position. Indicate your reluctance to continue under those conditions and
make the other side wonder if you are ever coming back. Be patient even if
the other party isn’t.

An offer must encompass all of the elements of the bargain and will
normally comprise the basis for a contract that formalizes the agreement.
The basis of the bargain should include: offer price (in proper
denomination), statement of work (scope), identification and quantities of
goods or services, delivery schedule, performance incentives (if any),
express warranties (if any), terms and conditions, and any documents
incorporated by reference.
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To avoid misunderstandings, offers should be presented in writing.
It’s a good idea to keep notes containing the rationale for each offer.

Throughout the negotiation, try to determine what you believe to be an
acceptable outcome for the other party. It may be a combination of
different things that aren’t necessarily tied solely to price. For example, the
delivery date may be the most important thing to the other party, while
product quality may be your primary driver.

Understanding the other side’s priorities is just as important as
understanding your own, so figure out what you would do if you were in
his shoes. When constructing your offers, attempt to satisfy some of his
priorities if doing so doesn’t weaken your overall position. Be prepared to
give up the little things in exchange for the big things you don’t want to
concede.

Once the negotiation is completed, you want to be able to work
effectively with those in the other party during contract performance. If
they are threatened and pounded into submission, they probably won’t
negotiate with you again. While confrontation is a common occurrence
during negotiations, at some point collaboration and compromise are
needed to get a deal.

Always have the endgame in mind as you plot your strategy, and be
prepared at some point to split the remaining difference. It’s completely
arbitrary, but it gets the job done. That’s why all the offers leading up to
that point are so important: they will set the stage for the final handshake.
http.//www.skillsyouneed.com/ips/negotiation.html (0ama oocmyna 15 gpespans 2016 2.)

http://www.referenceforbusiness.com/small/MailOp/Negotiation.html (dama obpawe-
Hus 15 gpespans 2016 2.)

4. Answer the questions to the text.

1) Does the goal vary during the course of the negotiation?

2) Why should you ensure that the other party is fully empowered to
make binding commitments?

3) What are the basic principles that can be applied to every
negotiation?

4) What should the basis of the bargain include?

5) What should you bear in mind while constructing the offers and
as you plot your strategy?
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In the text, find the notions that mean the following:

a) name that is wrong or not proper or appropriate;

b) to come to an agreement;

c) to give (a document, proposal, piece of writing, etc.) to someone so
that it can be considered or approval;

d) upper layer of an area of land or water;

e) formal discussion between people who are trying to reach an
agreement;

f) person or thing that attracts people’s attention so they will not
notice someone or something else;

g) to say that you accept or do not deny the truth or existence of
(something): to admit (something) usually in an unwilling way;

h) not planned or chosen for a particular reason: not based on reason
or evidence;

1) to take (attention) away from someone or something;

j) to make a gradual or indirect approach to a topic.

Find the following phrases in the text and provide their Russian
equivalents.

absolutely critical to your success, key customers, to get caught up in
the emotion, a misnomer for a process, to contain useful information,
to have a price target or goal in mind, considering all the constraints, a
myriad of other external forces, other unforeseen actions, all
subsequent offers, to give away without hurting, to suspend or cancel
negotiations, the elements of the bargain, to keep notes, attempt to
satisfy, to give up the little things, common occurrence.

Find the English equivalents for the following Russian phrases in
the text.

ObITb OXBAY€HHBIM SMOLMUSIMH, OTBJICKAIONIMI MaHEBp, IPUBI3AH
UCKIIFOUUTENBHO K LIEHE, OCHOBHAs NpPUYMHA, OTKA3aTbCi OT 4YETro-
1100 B OOMEH Ha YTO-TO JIPyroe, JOTOBOPUTHCA O CHENKE, BKIIOYATh
BCE€ DJIEMEHTHI CIEIKHU, MHOKECTBO BHEIIHUX (DAKTOPOB, CHIrpaTh Ha
COOCTBEHHBIX CHJIBHBIX CTOPOHAX, HAHECTU BpeJ KOMIIAHUHU,
coJiepaTh MOJIe3HYI0 MH(GOPMAIMIO, B X0/l TIEPErOBOPOB, U30ETaTh
HEJIOPa3yMEHUN, 3aKJIFOYUTh CIICIIKY.
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8. Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

Y

2)
3)
4)
S)
6)
7)
8)

9)

The second offer is usually the most important and is the
benchmark by which all subsequent offers will be judged and
compared.

Always have something to give away without hurting your
negotiating position.

An offer can be presented orally, but somebody must be a
witness.

When constructing your offers, attempt to meet some of your
competitor’s demand.

It’s pointless threatening and pounding into submission during a
negotiation.

Never put yourself in the other side’s shoes. This will weaken
your position.

You want to take all of that and hopefully more, so start lower
than the seller expects.

During the course of the negotiation, the goal may not vary based
on changes in scope.

Most negotiators have a price target or goal in mind before they
start.

10) The delivery date may be the most important thing.

9. Match the verbs and the prepositions. Compose your own sentences
to illustrate their meaning.

to get caught into
to find up
to capitalize to
to be based for
to ask in
to be presented for
to watch on
to attempt on
to give out
to pound up
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10. Work in pairs and agree/disagree with the following statements
using the phrases given below. Think of 2—3 arguments to support
your ideas.

11.

12.

1)
2)

3)
4)

5)

o I don’t really agree that

I completely agree that

[ don’t agree at all that

I couldn’t agree more that
That’s right

An agreement of any kind is a deal.

The negotiators should try to reach a win-win solution: an
agreement of equal benefit to both sides.

A bargain is also an agreement reached through negotiation.
Before negotiations begin, preparing and planning are very
important.

Negotiations take place to settle disputes.

Work in groups and support or refute the following statement:
‘Negotiation skills can be of great benefit in resolving any
differences that arise between you and others’.

Work in pairs. Student A is an interviewer. Student B is an expert
in negotiations. Act out a dialogue on the negotiation.

A) Match the names of negotiation tactics to their descriptions.

Tactics Description
1) The shock opener a) Make it look as though you are ready
to leave the negotiating table if your
demands are not met, that you are not
prepared to move an inch further
2) The vinegar and honey | b) Point out at the start that, though you
technique are prepared to negotiate A, B and C;
X, Y and Z are definitely not negotiable
3) The strictly off-limits c) Having obtained a concession from
your opponent, inform them that you
need your boss’s approval before you
can do what they ask in return
4) The take-it-or-leave-it- | d) Make unreasonable demands early on

challenge in the negotiation. When you later ‘see
reason’ and modify your demands,
they’ll be all the more welcome
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13.

5) The I'll-have-to-check-
with-head-office ploy

¢) Make a ridiculous initial demand (or
offer), but keep a straight face as you
make it. This work particularly well
on inexperienced opponents.

6) The sorry-about-
my-English ploy

f) Don’'t make all your demands right at
the start. Make a small demand and
get agreement on it before you make
the next, and the next ...

7) The good cop, bad cop
approach

g) Pretend your opponent by suggesting
that the offer you’re making is only
for a limited period and if they don't
act quickly, they’ll miss it

8) The once-in-a-lifetime
offer

h) Pressurise ~ your  opponent by
suggesting that the offer you’re making
is only for a limited period and if they
don’t act quickly, they’ll miss it

9) The salami technique

1) After the deal has been done, make
one modest extra demand in the hope
that your opponent will not want to
jeopardise the agreement for one
small detail

10) The last-minute demand

j) One of your team is friendly and
flexible, the other unpleasant and
unreasonable. Your opponent will
want to please Mr/Ms Nice to avoid
Mr/Ms Nasty

B) Make up and act out a dialogue illustrating one of the tactics.

Prepare a report in the form of a presentation on one of the
following topics:

Types of negotiations

The art of negotiating

The negotiation process
National negotiating styles

Cultural differences in negotiations and conflicts
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Writing
14. Write out negotiating strategies from the text and comment upon
them.

NEGOTIATING STRATEGY EXPLANATION

15. Write the summary of the text (250 words). Use the active
vocabulary of the text.

16. Translate into English.

1) B xoze neperoBopoB NocTaBiI€HHAS L€ MOKET U3MEHUTHCS.

2) Ilnoxue nmeperoBOpbl MOI'yT HAHECTH BPE]l KOMITAHUH.

3) VY3HailTe KaKk MOXHO OoJibIlle 00 YYaCTHUKE, C KOTOPHIM BbI
BEJIETE NIEPETOBOPBI.

4) Tlepen Tem, Kak HayaTh NEPEroBOPHI, YOEIUTECHh, UTO Apyras
CTOpOHA HMEET BCE MOJHOMOYHS, 4YTOOBI B3SATh Ha CceOs
00s13aTeILCTBA.

5) CymecTBYIOT OCHOBHBIE IPUHIIUIBI, KOTOPbIC MPUMEHSIOTCS Ha
KaXJIbIX [I€pETrOBOpax.

6) bynabTe TeprenuBsl, 1aKe €CJIU Apyras CTOPOHA HE TEPIICIINBA.

7) Utobbl u30€XkaTh HEIOPA3yMEHUM, MPEIIOKECHUS JTOJKHBI
OBITh MPEIOCTABIICHBI B MMCbMEHHOM (hopMme.

8) Ha npotskeHun neperoBopoB, MOCTAPANTECH ONMPENETUTD, YTO
BBl CUMTAETE MIPUEMJIIEMBIM JIJIsSI APYTOil CTOPOHBI.

9) IloHuMaHue TPUOPUTETOB JIPYTOM CTOPOHBI TAKKE BAXKHO, KaK
¥ TIOHUMAHHUE CBOMX COOCTBEHHBIX.

10) Eciu BBl XOTUTE MOJYYUTh TO, HA YTO HAJEETECh, HAUMHANTE C
MEHBIIIEr0, YEM OT BacC 0XKUAIOT.

SOURCES FOR FURTHER RESEARCH

https://www.englishclub.com/business-english/negotiations.htm
http://ispatguru.com/negotiation-skills-for-effective-negotiations/
http://psychology.wikia.com/wiki/Negotiation
http://siteresources.worldbank.org/EXTGOVACC/Resources/Ne
gotiationweb.pdf
http://www.articlesbase.com/negotiation-articles/
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Lead-in

UNIT 8

RECRUITMENT

1. Discuss the questions in pairs. Reason your opinion.

1)
2)
3)
4)

When did you last apply for a job?

What steps were involved in your application?
Did you attend an interview?

What sort of questions were you asked?

2. Topical Vocabulary

A) Study the vocabulary list. Use the words and phrases in the

Ly

2)

3)

sentences of your own.

recruitment (Br.E.) (n) — Habop, HaeM (COTPYTHUKOB)

NB: hiring (Am.E.) (n) — Habop, HaeM (COTPYTHUKOB)

recruiter (n) — areHT IO HalMy KaJpoB, COTPYAHHUK KaJIpOBOTO
areHTCTBA

recruit (Br.E.) (n) — HOBUYOK, HOBBIH 4JIeH

hire (Am.E.) (n) — HOBU4OK

to recruit (v) — HAaHUMAaTh

recruitment agency (n) — KaJJpoBO€ areHTCTBO

employment agency (n) — areHTCTBO IO TPYA0YCTPONCTBY

syn. a newcomer, a beginner, a novice

to employ (v) — HaHUMaTh Ha padoTy

employment (n) — HaeM, ciryk0a, TpyJ1I0yCTPONUCTBO

employee (n) [ emplor'i;,im plor'i:] — pabouuii, ciyxamui, co-
TPYIHUK

employer (n) [1m ploio] — HaHUMaTETH, PAOOTONATEND
unemployed (adj) - 6e3padoTHBIN

syn. to hire (v) — HaHMMaTh Ha padOTy

to headhunt (v) — nonOupars BEICOKOKBATHU(UIIMPOBAHHBIEC KAJIPhI
headhunter (n) — «0XOTHHK 3a TaJlaHTaAMM»

headhunting (n) — mouck, Moa00p KaHIUIATOB
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4) to join (V) — MPUCOEAUHUTHCS, BCTYMATh
syn. to get in, to enter
5) the situations vacant — KaTaJior BaKaHCHM B Ta3eTe, MPEI0KEHNE
paboTHI
6) to apply for (v) — mogaBaTh 3asiBJIeHUE
to apply for a job - mogaBath 3asBieHUE O IPUEME HA pabOTy
an application form — aHKeTa MOCTyMAarOIIEeTro Ha PadoTy
application (n) — 3asBjaeHUE
letter of application — muceMo-3asiBjIeHUE
applicant (n) — kaHaAUIAT, IPETCHACHT
syn. a candidate
7) backgrounds of applicants — Ouorpadguyeckue naHHble KaHAUAATA
8) CV (curriculum vitae) (Br. E.) [ko rikjulom| varti:, - ko rikjolom 'vi:tar] —
pestome, Kpatkas ouorpadus
syn. resume (Am.E) [ rezju:mei]
9) covering letter (Br.E.) — conpoBouTenbHOE TUCHMO
syn. a cover letter (Am.E.)
10) experience (n) — OMBIT, OIBIT PAOOTHI, CTAXK
11) educational qualifications — mosy4eHHoe o6pa3oBaHue
12) interview (n) — cobecemoBaHue
interviewer (n) — HHTEPBBIOEP
interviewee (n) — MHTEPBBIOUPYEMBbI
13) job —pabora, Tpya, padbouee MecTo
job description — onMcaHue JOJDKHOCTHBIX 00S3aHHOCTEH
job vacancies — BakaHCUH, CBOOOJIHbIE paboune MecTa
to create new jobs — co3gaBaTh HOBBIE/JONIOJHUTEIBHBIE/paboyne
MecTa
14) to shortlist (v) — cokpaTUTh CIUCOK
short-listed — mpormeammii B punan
15) reference (n) — pexomeHaamus
syn. recommendation
referee (n) — nuI0, HaroIIee PEKOMEHAAIINIO; TIOPYIUTETh
16) to turn down (V) — 0TKa3aTh, OTKJIOHATH
syn. to reject, to refuse
17) to accept (V) — mpUHUMATh, COTJIAIIATHCA
18) to appoint (v) — Ha3HA4YaTh, YTBEPKAATh
syn. to assign, to nominate
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B) Transcribe and pronounce the following words.

recruitment
Interviewee
referee
employee
unemployed
recruit
procedure
candidate

C) Fill in the gaps using the words and word combinations from the
Topical Vocabulary.

Many people looking for work read the 1  advertised by
companies and 2 in newspapers or on the internet. To play to an
advertisementisto 3 forajob. Youbecomea 4 oran_ 5
You write an __ 6, or fill in the company’s 7 , and send fit,
along with your 8 and a covering letter. You often have to give
the names of two people who are prepared to write 9 for you. If
your qualifications and abilities match the =~ 10 , you might be
11 ,1e.selectedto attendan 12 .

D) Put the following list of recruitment tasks in the order you think
they normally occur.

a) Check or write the job description.

b) Make a job offer.

c) Prepare a person specification.

d) Advertise the job.

e) Shortlist applicants from the first interviews.

f) Conduct second Interviews.

g) Carry out screening and interviews.

h) Select the most suitable candidate.

1) After an employee resigns, analyse the job and consider
alternatives for hiring a replacement (e.g. internal staff versus the
labour market).

J)  Send feedback to unsuccessful applicants.
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3. Read the text and state the main steps of recruitment.

Recruitment

The process of finding people for particular jobs is recruitment or,
especially in American English, hiring. Someone who has been recruited is a
recruit or, in American English, a hire. The company employs or hires them;
they join the company. A company may recruit employees directly or use
outside recruiters, recruitment agencies or employment agencies. Outside
specialists called headhunters may be called on to headhunt people for very
important jobs, persuading them to leave the organizations they already work
for. This process is called headhunting.

Applying for a job

Fred is a van driver, but he was fed up with long trips. He looked in
the situations vacant pages of his local newspaper, where a local
supermarket was advertising for van drivers for a new delivery service. He
applied for the job by completing an application form and sending it in.

Harry 1s a building engineer. He saw a job in the appointments pages
of one of the national papers. He made an application, sending in his CV
(curriculum vitae — the ‘story’ of his working life) and a covering letter
explaining why he wanted the job and why he was the right person for it.

Note: Situation, post and position are formal words often used in job
advertisements and applications.

Selection procedures

Dagmar Schmidt is the head of recruitment at a German
telecommunications company. She talks about the selection process, the
methods that the company uses to recruit people.

We advertise in national newspapers. We look at the backgrounds of
applicants: their experience of different jobs and their educational
qualifications. We don’t ask for handwritten letters of application as people
usually apply by email; handwriting analysis belongs to the 19" century.

We invite the most interesting candidates to a group discussion. Then we
have individual interviews with each candidate. We also ask the candidates
to do written psychometric tests to assess their intelligence and personality.

After this, we shortlist three or four candidates. We check their
references by writing to their referees: previous employers or teachers that
candidates have named in their applications. If the references are OK, we ask
the candidates to come back for more interviews. Finally, we offer the job to
someone, and if they turn it down we have to think again. If they accept it,

we hire them. We only appoint someone if we find the right person.

http://humanresources.about.com/od/glossaryr/g/recruitment.htm (nata o6pamenus 01
Mmapta 2016 1.)

http://www.villanovau.com/resources/hr/human-resource-management
challenges/#.VtWA7P5f21s (nata obpamienus 01 mapra 2016 1.)
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4. Answer the questions to the text.

1)
2)
3)
4)
S)
6)
7)

What is recruitment?

How may a company recruit employees?

How did Fred apply for the job?

What is a CV?

What did Harry point in a covering letter?

What formal words are used in job ads and applications?
What can you say about the selection process?

5. In the text, find the notions that mean the following:

a)
b)

c)
d)
e)

f)

g)
h)

)
1)

form used in making a request;

process of adding new individuals to a population;

to use (something) for a particular purpose or to do something;
formal consultation usually to evaluate qualifications (as of a
prospective student or employee);

letter that is sent with something to explain the reason for it or to
give more information about it;

to receive or to take (something offered);

act of mentioning something in speech or in writing;

discussion involving a number of people who are connected by
some shared activity, interest, or quality;

agency whose business is to find jobs for people seeking them or
to find people to fill jobs that are open;

list of a small number of people or things that have been selected
from a larger group and are being considered to receive an award,
to get a job, etc.

6. Find the following phrases in the text and provide their Russian
equivalents.

people for very important job, to persuade to leave the organization, to
be fed up with long trips, a local supermarket, by completing an
application form, to look in the situations vacant pages, to make an
application, he was the right person, formal words, the head of
recruitment, to talk about the selection process, to look at the
backgrounds of applicants, their educational qualifications, to invite
candidates to a group discussion, to check their references, previous
employer, to come back for more interviews, to turn down the offer.
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7. Find the English equivalents for the following Russian phrases in
the text.

npoliecc HAXOXKICHUS JIIOJIEH, TPUCOSIMHUTHCS K KOMITAHUH, KaJJpOBOE
areHTCTBO, yOEXKIaTh OCTaBUTh OPraHMU3AINIO, CHIT MO0 TOPJIO JJIU-
TEbHBIMU TOE3/IKAaMH, MECTHasl ra3era, CIyxk0a JOCTaBKH, TOJaBaTh
3adBJICHUE O MPUEME Ha paboTy, COCTaBUTH 3asiBJICHHUE, COMPOBOJIU-
TEJIbHOE MUCHMO, MPOoLIecC 0TOOPA, aHAIHU3 PYKOITUCHOTO TEKCTA, MHTEI-
JIEKT ¥ 0COOEHHOCTH XapaKTepa, MPOBEPUTH PEKOMEHIAITUH, TTPE/IaraTh
paboTy, Ha3HAYUTh KOT'O-TO, HAUTH MOJIXOSIIETO YeJIOBEKa.

8. Mark the following statements as True (T) or False (F) according
to the text. Give arguments.

1)
2)
3)

4)
S)
6)
7)
8)

9)

If someone accepts the job’s offer, the company hires this person.
Fred wasn’t fed up with long trips.

Dagmar Schmidt is the head of recruitment who speaks about the
selection process, the methods that the company uses to recruit
people.

Outside specialists are called headhunters.

Headhunters persuade people to leave the organizations they
already work for.

Someone who has been recruited is a recruit.

Harry didn’t make an application and CV.

A covering letter 1s a letter explaining why you want the job and
why you are the right person for it.

After the interviews the company doesn’t shortlist candidates.

10) The German telecommunication company checks the references

by writing to the referees.

9. Match up these verbs and nouns to make common collocations.
Compose sentences.

join jobs

recruitment the company
important the organizations

to leave agencies

to be fed up with the situations vacant
look in newspaper

the right references

local interviews
individual person

check long trips
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10. Replace the underlined phrases with correct forms of words and
expressions from the text.

Fred had already (1) refused two job offers when he went for (2) a
discussion to see if he was suitable for the job. They looked at his driving
licence and contracted (3) previous employers Fred had mentioned in his
application. A few days later, the supermarket (4) asked him if he would
like the job and Fred (5) said yes.

Harry didn't hear anything for six weeks, so he phoned the company.
They told him that they had received a lot of (6) requests for the job. After
looking at the (7) life stories of the (8) people asking for the job and
looking at (9) what exams they had passed during their education, the
company (10) had chosen six people to interview, done tests on their
personality and intelligence and they had then given someone the job.

11. Discuss the following questions in small groups and report the
findings to the rest of the group.

If you work ... If you don’t work ...

1) How did you get your 1) Have you applied for any jobs?
job? 2) Were you interviewed?

2) Was it advertised? 3) How did it go?

3) Was the selection 4) What’s the usual process for getting
process very long? your first job in your country?

12. Role play this job interview situation.

Interviewees Interviewers

Choose a position in your company | Possible areas to cover include:
(or in another company) which you | « personal qualities

would like to have. Tell your | eweaknesses

partner what the position is. o qualifications

« achievements

o skills

o strengths

e €Xperience

o interests
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13. Prepare a report in the form of a presentation on one of the
following topics:
o HR today

Benefits of using recruitment advertising agencies.

Age discrimination

Employee relations job

How to succeed in a job interview

Writing

14. Work in groups. Job descriptions and person specifications are
two important HR tools. What type of information do they
include? Sort the items below into the chart. Comment upon them.

desirable skills; previous experience; reporting relationship (who
person is responsible to and for); job title; practical requirements (shift
work, travel, etc.); location of workplace, skills and qualities needed
for job, main purpose of job, qualifications/training, key duties/
responsibilities, personal style/behavior

JOB DESCRIPTION PERSON SPECIFICATION

15. Write the summary of the text (250 words). Use the active
vocabulary of the unit.

16. Translate into English.

1) OH pacckasan o MeTo/Iax U Ipolecce 0Toopa, KOTOpbie KOMITAHUS
UCIIOJIH30BaJIa JJIsl TOTO, YTOOBI HAOpATh JIIOJICH.

2) Tot, KOro MPpUHUMAIOT HA PaOOTYy — HOBUYOK.

3) Omna yBujaena pabOTy Ha CTpaHHUIIAX C BaKaHCUSAMH OJIHOM W3
raser.

4) KomnaHuu NpUIIIALIAIOT HA TPYNIOBOE OOCYXIEHHE Haubosee
UHTEPECHBIX KaHJIUJATOB, a 3aTe€M MPOBOJAAT HWHIWBHUAYaIbHOE
co0eceI0BaHME C KaXXbIM KaHIUIaTOM.

5) Tappu coctaBui COMPOBOAUTENIBHOE MUCHMO, B KOTOPOM OOBsC-
HUJI, IOYEMY OH XOYET ATy padoTy.
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6) «OXOTHHMKHM 3a TajJjaHTaMW» yOEXIaloT JIIOACH YyWTU U3 OpraHu-
3aI[ui, B KOTOPBIX OHU yKe paboTaroT.

7) Ecnaum mpeTreHAeHT corjiamaeTrcss ¢ MpeajioKeHueM padoThl, MBI
MPUHUMAEM €TO0.

8) OpraHuzanuu CMOTPSAT Ha Ouorpaduyeckue JaHHBIE TPETEH-
JICHTOB: UX OMBIT U UX 00pa30BaHUE.

9) AHanu3 pyKONHCHOTO TeKCTa NpUHaIIeKUT XIX Beky.

10) Hekotopsle opranuzaiiuy MpOBEPSIIOT PEKOMEHAAIMU, HAITMCAH-
HBIC TPEABIIYIIUMHI pabOTOAATEIISIMHU.

SOURCES FOR FURTHER RESEARCH

https://www.recruiter.com/i/recruitment/
http://www.articlesbase.com/recruitment-articles/
http://www.ft.com/management/recruitment
http://hr.ucr.edu/recruitment/guidelines/process.html
http://www.encyclopedia.com/topic/Human_resource management.aspx
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Lead-in

1. Discuss the following questions in small groups. Reason your
opinion.

A)

B)

O

D)

1)
2)
3)
4)

1)
2)
3)

4)

1)
2)
3)
4)

Ly

2)
3)
4)

UNIT 9

MASS MEDIA

Would you like to work for mass media?

What do you think of mass media?

Do you think mass media have too much power?
What are the good or bad things about the media?

Do you always believe mass media?

Do you like the fact that today media cover the world events

extensively?

What do you think about countries that ban or restrict the

media?

What countries do you think have very good media and which
have not such good media?

Why do people fear the media?

Should there be any censorship of the media?

Are reporters in today’s media lazy?

Do you think the media try to manipulate people or change
their views?

Is it a good idea for a country’s media to be controlled by the
government?

Do you trust the media?

Do the media care more about truth or profits?

How are today’s media different from those of 30 years ago?
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2. Topical Vocabulary

A) Study the vocabulary list. Use the words and phrases in the
sentences of your own.

1) mass media (n) — cpeacTa maccoBoit uapopmaruu (CMIN)
NB: mass media are = mass media is (yrmoTpeoaseTcs ¢ riarojom
BO MH. U €]I. YHUCJIC)
syn. organs of public opinion
2) abundance (n) — n300mIME, MHOKECTBO
syn. plenty
to be in abundance — 1300MJI0BaTh, UMETHCS B H300MINH
abundant (adj) — n300uIBHBINA, OOUIBLHBIN
3) to attribute (v) to [0 tribju:t] — OTHOCHUTB, MPUMHCHIBATH
4) to entertain (V) — pa3BieKaTh
entertainment (n) — pa3BiIcUeHUE
syn. to amuse
5) to change views — U3MEHUTH B3IJISIbI
6) to subscribe (V) — moAnMCHIBATHCS
to subscribe to a newspaper — moANMUCaThCS HA Ta3eTy
subscription (n) — MoJANKUCKa
subscription edition /publication/ — moanucHOe U3gaHNE
by subscription — 1o moAmMUCKe
to withdraw /to cancel/ one’s subscription — aHHYJIUPOBaTH CBOIO
MOAMUCKY
7) the news-stand (n) — KHOCK
8) daily newspaper — exxeiHEeBHas ra3eTa
weekly newspaper — exxeHe/ieNbHas ra3eTa
quality newspaper — cepbe3Hasi ra3eTa, CoJIMIHasl ra3eTa
to publish a newspaper — BeIlycKaTh ra3ery
9) the review of a book — 00630p KHUTH
10) to cover (V) — oxBaTbIBaTh
syn. to embrace, to span
a full coverage — nmoysiHOE OCBeIICHUE
11) to circulate (v) — pacripocTpaHsTh(Cs), IUPKYJIUPOBATH
syn. to distribute, to spread
12) emotive reporting — SMOIIMOHATILHBIN PEIOPTaAK
13) to broaden (v) — pactupsTh
syn. to expand, to extend, to widen
14) to enrich (v) — oboramars, yaydiarh
syn. to improve
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15) willingness (n) — TOTOBHOCTH

syn. readiness

16) a peculiar feature — oTmuuuTEILHAS OCOOCHHOCTH
17) a soap-opera (n) — MbIJIbHAs omiepa, cepua

18) to deal with (v) — umeTs nemno c

19) to interfere with (v) — Mematb, ObITH TOMEXOU

B)

to interfere in (V) — BMELIUBATHCSI, BTOPTAaThCs, MOBJIUSATH HA
to interfere in smb.’s affairs — BMemmBaTsrCd B UbU-IM00 g€1a
syn. to intervene

Transcribe and pronounce the following words. Use them in the
sentences of your own.

accessibility
simultaneously
cost-efficiently
digital
featuring
violence
commentary
presence
various

major

C) Fill in the gaps using the words and word combinations from the

Topical Vocabulary.

1) of modern TV is a soap-opera.

2) American films the rest of the people to their own
intellectual level.

3) A local paper only in our city.

4) can be defined as channels of communication with the
help of which information is delivered to the audience.

5) The press, the radio, the TV inform, educate and people.

6) Most newspapers contain news, and TV-shows.

7 TV our horizons and our mind.

8) Many people to two or more newspapers.

9) The strength of our television lies in its to experiment and
its ability to please most tastes.

10) The radio doesn’t your activities.
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3. Read the text and say what ‘mass media’ are.

Mass media can be defined as channels of communication with the
help of which information is delivered to the audience. Despite today’s
abundance and variety of mass media, not everything can be ranked as
such. Thus, for example, libraries or press conferences cannot be attributed
to mass media.

The press, the radio and TV play an important role in the life of
society. They inform, educate and entertain people. They also influence
the way people look at the world and make them change their views. Mass
media shape public opinion. Millions of people in their spare-time read
newspapers. It is impossible to imagine our life without newspapers.
Millions of copies of them appear every day. Many people subscribe to
two or more newspapers, others buy newspapers on the news-stands. There
are national daily newspapers such as ‘The News’ and ‘The Economic
Newspaper’. There are also national weekly newspapers such as ‘The
arguments and the facts’. Most national newspapers express a political
opinion and people choose them according to their political beliefs. Most
newspapers contain news, detailed articles on home and international
affairs, reviews of books and TV-shows. Many of them cover sport events.
There are local newspapers in every city and town of Russia. The most
popular local newspapers in Moscow are ‘The Moscow Komsomolets’ and
‘Evening Moscow’, the second being a local paper, because it circulates
only in our city. It is a daily paper because it is i1ssued four times a week.
This paper i1s delivered to many houses. People are fond of reading it
because it gives a full coverage of the events at home and abroad. One can
also find newspapers for teenagers and children, for sports fans and people
of different professions.

In Britain there are great differences between various daily
newspapers — in the type of news they report and the way they report it. On
the one hand, there are °‘quality’ newspapers: ‘The Times’, ‘The
Guardian’, ‘The Daily Telegraph’. These concern themselves, as far as
possible, with factual reports of major national and international events,
with the world of politics and business, and with the arts and sport. On the
other hand, there are popular newspapers and tabloids, so-called because
of their smaller size. The tabloids — the most widely read of which are
‘The Daily Mail’, ‘The Daily Express’ and ‘The Sun’ — concentrate on
more emotive reporting of stories often featuring violence, the Royal
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Family, film and pop stars and sport. The tabloid press is much more
popular than the quality press. In addition to the national daily newspapers
there are some national papers which are published on Sundays. Most of
the Sundays contain more reading matter than daily papers. Besides, nearly
every area in Britain has one or more local newspapers. The British are
one of the biggest newspaper-reading nations in the world.

Millions of people watch TV. In our technological age TV has become
a part of daily life. It broadens our horizons and enriches our mind because
there are different programs on the arts, history, archeology, technical
inventions. The strength of our television lies in its high quality, in its
willingness to experiment and its ability to please most tastes. But a
peculiar feature of the modern TV is a soap-opera. It is a sentimental serial
drama dealing with domestic problems. Most people find soap-operas
boring. There is a lot of advertising on TV. The same advertisements are
repeated dozens of times every day which bores the viewers. It is hardly
fair to say that our media do not try to raise the cultural level of people or
to develop their artistic taste. Many of the TV programs are excellent; they
are made in a good taste and with a great professional skill.

The radio is turned on most of the time. It doesn’t interfere with our
activities. We can listen to the radio while doing some work about the
house, reading a book or driving a car. On the radio one can listen to the
music, plays, news and various commentaries and discussions.

There are also outdoor media. Outdoor media are a form of mass
media that comprises billboards, signs or placards placed inside and
outside of commercial buildings, sports stadiums, shops and buses.

The digital media comprise both the Internet and mobile mass
communication.

Internet media provide many mass media services, such as email,
websites, blogs, and internet based radio and television.

Many other mass media outlets have a presence on the web, by such
things as having TV ads that link to a website, or distributing a QR Code
in print or outdoor media to direct a mobile user to a website. In this way,
they can utilise the easy accessibility that the Internet has, and the outreach
that Internet affords, as information can easily be broadcast to many
different regions of the world simultaneously and cost-efficiently.

https.//www.sciencedaily.com/terms/mass_media.htm (0ama oopawenus 12 mapma 2016 2.)
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4. Answer the questions to the text.

Y
2)

3)
4)

S)
6)
7)

Why do the press, the radio and the TV play an important role in
the life of the society?

What national daily newspapers and weekly newspapers do you
know?

What Russian newspapers do you know?

What differences are there between the various daily newspapers
in Britain?

What is a soap-opera?

How can TV and the radio be characterized?

What do you know about outdoor media and internet media?

5. In the text, find the notions that mean the following:

a)
b)
c)
d)
e)
f)

g)

h)

1)

large sign for advertisements that is next to a road, on the side of
a building, etc.;

radio stations, television stations, and newspapers through which
information is communicated to the public;

to belong to or support (something, such as an organization) by
paying money regularly;

amusement or pleasure that comes from watching a performer,
playing a game, etc.;

to do something about (a person or thing that causes a problem or
difficult situation);

report that gives someone’s opinion about the quality of a book,
performance, product, etc.;

television or radio program that has continuing stories about the
daily lives and problems of a group of people;

to make (something) wider or more general;

to become involved in the activities and concerns of other people
when your involvement is not wanted;

electronic communications network that connects computer
networks and organizational computer facilities around the world.
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Find the following phrases in the text and provide their Russian
equivalents.

can be defined as channels of communication, cannot be attributed to
mass media, entertain people, in the spare-time, to buy newspapers on
the news-stands, reviews of books, to cover sport event, to circulate
only in the city, great differences between various daily newspapers,
to concern oneself, factual reports of major national and international
events, the most widely read, often featuring violence, newspaper-
reading nations, to broaden our horizons and to enrich our mind, the
strength lies in its willingness to experiment, dealing with domestic
problems, to be repeated dozens of times, to interfere with your
activities.

Find the English equivalents for the following Russian phrases in
the text.

CpeACTBa MAacCOBOM HMH(pOpMAaIlUM, KaHaIbl CBS3U, OOWUJIME M Pa3HO-
oOpa3ue CpelcTB, XKU3Hb 001IecTBa, (GOPMUPOBATH OOIECTBEHHOE
MHEHHUE, TOANUCAThCA Ha JIBE€ WM OO0Jiee Ta3eThl, HAI[MOHAJbHbIC
€)KeTHEBHBIC/€KEHEIETIbHbIE Ta3eThl, IOJUTUYECKUE YOEKIICHHUS,
BHYTPEHHUE U MEXIyHApPOAHBIE BOIPOCHI, OT3BIB O KHUTE, MOJIHOE
OCBEIIICHUE COOBITHM, BEK TEXHOJIOTUM, MOBCEAHEBHAs >KU3Hb, pac-
MIUPSITh TOPU30HTHI W O0OTalarh pa3yM, CHOCOOHOCTH YJIOBJE-
TBOPUTh MHOKECTBO BKYCOB, MbLIbHAsl Onepa, OTIIMYUTEIbHAS OCO-
OCHHOCTb, HAaJIOE€AaTh 3PUTENSAM, CHOPABEAJIMBO CKa3aTh, Ipodec-
CHOHAJIbHOE MAaCTEepPCTBO, PA3IMYHbIE KOMMEHTApUU U OOCYKIICHHS,
HapyKHas pekiama.

Mark the following statements as True (T) or False (F) according to
the text. Give arguments.

1) Broadcast media include billboards, blimps, signs or placards.

2) Most national newspapers express a political opinion and people
choose them according to their political beliefs.

3) The press, the radio and TV don’t play an important role in the
life of society.

4) Libraries or press conferences cannot be attributed to mass media.

5) A soap-opera is a sentimental serial drama dealing with domestic
problems.
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6) The British are one of the biggest newspaper-reading nations in
the world.

7) Many of the TV programs are great, they are made in a good taste
and with a great professional skill.

8) Radio and TV don’t bring into millions of homes either
entertainment nor news.

9) Millions of people spend their free time reading newspapers.

10) Newspapers contain news, detailed articles on home and
international affairs, reviews of book are and TV-shows.

9. Match these verbs and nouns to make collocations. Compose
sentences of your own.

flying beliefs

press affairs

to change press
political conference
international views
featuring billboards
to broaden feature

easy accessibility
peculiar horizons
tabloid violence

10. Read the text. Fill in the prepositions where necessary. Do you agree
with the statement that good news doesn’'t make headlines but bad
news does?

The mass media play an important part 1 our lives. Newspapers,
radio and especially TV inform us of what is going 2  in this world
and give us wonderful possibilities for education and entertainment. They
also influence the way we see the world and shape our views.

It is true that the world today is full 3 dramatic events and most
news seems to be bad news. But people aren’t interested 4  ordinary
events. That is why there are so many programmes and articles about
natural disasters, plane crashes, wars, murders and robberies. Good news
doesn’t usually make headlines. Bad news does.

Some people say that journalists are given too much freedom. They
often intrude = 5  people’s private lives. They follow celebrities and
print sensational stories 6  them which are untrue or half-true. They
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take photos of them 7  their most intimate moments. The question is —
should this be allowed?

The main source of news 8  millions of people is television.
People like TV news because they can see everything with their own eyes.
And that’s an important advantage.

Still, many people prefer the radio. It’s good to listen to in the car, or
in the open air, or when you do something about the house.
Newspapers don’t react to events as quickly as TV, but they usually
provideus 9 extra detail, comment and background information.

The Internet has recently become another important source of
information. Its main advantage is that news appears 10 the screen as
soon as things happen in real life and you don’t have to wait for news time
onTV.

11. Find additional information about Mass media in the USA and
prepare a multimedia presentation. Compare Mass media: British,
Russian and American.

12. Work in pairs. Student A is an interviewer. Student B is the man
who reads newspapers and magazines. Act out dialogue about the
peculiarities of the press.

Writing

13. Fill in the table on the basic of the text. Get ready to speak about
Mass media.

THE PRESS THE RADIO THE TV OUTDOOR MEDIA

14. Write the summary of the text (250 words). Use the active
vocabulary of the unit.
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15. Translate into English.

)

2)
3)
4)
S)
6)
7)
8)
9)

10)

Bheninue cpencrBa MaccoBoi mH(popMalMyu BKIIOYAIOT B CeOst
pPEKJIaMHBIE IIUTHI, [JIAKATHI, CIIOPTUBHBIC CTAJIMOHBI, Mara3uHsbI,
aBTOOYCHI.

IIpecca, paauo ¥ TENEBUJICHUE UTPAIOT BAXHYIO POJIb B KU3HU
oO1ecTBa.

Nutepner CMU npenocTaBiasitoT MHOXECTBO YCIYT, TAKUE KaK
AJIIEKTPOHHAS MTOYTa, BEO-CANThI, OJI0TU U UHTEPHET-PAAMO.
Muinuonsl  Jr0Ieli B CBOOOJIHOE BpEMS UYMTAIOT Ta3€Thl,
KypHAaJIbI.

MHorue noad MOANUCHIBAIOTCS Ha JB€ WM Oojiee Ta3eT Wiu
MOKYMAIOT UX B Ta3€THBIX KMOCKAX.

B BenukoOputaHuu CymeCTBYIOT OOJBIINE Pa3Idyuvs MEXIY
MHOTHMHM €KE€THCBHBIMU ra3eTaMH.

byneBapHas mpecca ropasno Oosiee MOMYJISIpHA, YEM KadecT-
BEHHAs [1€YaTh.

B namem Beke TEXHOJIOTHMM TEJIEBHUIECHHUE CTAJI0 YAaCTBHIO IIOB-
CETHEBHOM KU3HU.

OnHu U Te Xe peKJIaMHble OOBSIBICHUS MOBTOPSIOTCS JIECSITKU
pa3 KaXJbli JIeHb U HAJ0€AAI0T 3PUTEIISIM.

Panno MoHO cllylmiath U ienaTh padoTy Mo JIOMY, YUTATh KHUTY
U €XaTh 3a pyJieM aBTOMOOMJIS.

SOURCES FOR FURTHER RESEARCH

http://www.encyclopedia.com/topic/Mass media.aspx
http://schools-wikipedia.org/wp/m/Mass_media.htm
http://www.newworldencyclopedia.org/entry/Mass media
http://en.academic.ru/dic.nsf/enwiki/11883
http://www.wisegeek.org/what-1s-mass-media.htm

116



Lead-in

1. Discuss the questions in small groups. Reason your opinion.

A)

B)

1)
2)
3)
4)

1)
2)
3)
4)

UNIT 10

PUBLIC RELATIONS

What comes to mind when you hear the term “public relations’?
What do you think of public relations?

Would you like to work in public relations?

What do you think people study on a public relations course?

Do public relations officers get paid to lie?

Why do companies need a whole public relations department?
Do you think you’d be a good public relations person?

Which world leaders really need a good public relations team?

2. Topical Vocabulary

A)

1)
2)
3)

4)

S)
6)
7)
8)
9)

Study the vocabulary list. Use the words and phrases in the
sentences of your own.

public relations (PR) (n) — cBsi3u ¢ 00111eCTBEHHOCTHIO

to cover (V) — OXBaThIBaTh

to range (V) — TAHYTbCS, pacnoyiarath o NOPSIAKY, BAPbUPOBATH
a range (n) — psij, LeMnb, 1Uana3oH

a wide range — MUPOKUNA KPYT, HIMPOKUI AUANIa30H
activity (n) — 1esITeIbHOCTh, aKTUBHOCTh

syn. action

identifiable (adj.) — onpenenenubii

awareness (n) — 0CBeIOMJIEHHOCTb, MHPOPMHUPOBAHHOCTh
key groups — OCHOBHBIE TPYTIIbI, KIIOYEBHIE IPYIIIIbI
commercial goal — kommepueckas 1eb

to involve (v) — BOBJIeKaTh, BKIIIOYATh B CEOs

syn. to include

to be involved — OBITH BOBJICUEHHBIM
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10)
1)
12)
13)
14)
15)

16)
17)

18)
19)

20)

21)
22)

23)
24)
25)

B)

lobbying (n) — 1066upoBanue, 1000MCTCKas IEITEIHLHOCTD

to argue for (v) — oTcTanBaTh

to confuse (V) — cMeIIMBaTh, CIyThIBaTh, CMYIIIATh, COMBATH C TOJIKY
mutual understanding — B3auMornoHumaHue

on behalf of — B uHTEpecax, ot auia

to subsidize (V) — cyOcunrpoBath, (PUHAHCUPOBATH, CHIOHCUPOBATH
syn. to sponsor

media publicity — cpencTBa maccoBoit uHGOpMaIUu

advertorial (n) — crnpaBka o mpoaykre, HHGOpPMAIMOHHAS PEK-
Jama

charity events — 61aroTBOpUTEILHBIE MEPOIPUSITUS

to fundraise (v) — coOupaTh cpeacTBa, MPOBOAUTH (OCYIIIECTB-
JSITh) cOOp CPENCTB

fundraising (n) — cOOp JIGHEKHBIX CPEACTB, COOP MOKEPTBOBAHUM
unaware — He 3HAIOIIUI, HE TTOJ03PEBAIOIIUN

syn. unsuspecting

to be unaware (of or that) — He 3ameuarh, He oTnaBaTh cebe
OTueTa, HE 3HATh

acceptance (n) — IpUHATHE, OJI00OpPEHNE

syn. adoption

an outcome (n) — pe3yyabTaT

syn. result, effect

legislation (n) — 3akOHOAATEIBCTBO, 3aKOHBI

emission (n) — pacrpocTpaHEeHHE, BHITYCK, BEIOPOC

to be stage-managed — ObITh CpEKUCCUPOBAHHBIM

Transcribe and pronounce the following words. Use them in the
sentences of your own.

awareness
discipline
subsidize
fundraising
subtle
favourable
campaign
carbon
mutually
issue
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C) Fill in the gaps using the words and word combinations from
the Topical Vocabulary.

1) The activities above are by no means exclusive.

2) PR firms in activities that develop an understanding.

3) Publicity which involves advertisements and sponsored 1s
paid for.

4) Lobbying can achieve positive for society.

5) Advertising is aimed at target audiences an organization or
individual.

6) They help corporate clients communicate with in order to
reach commercial goals.

7) Promotion may form part of an management exercise.

8) Legislation resulting in the production of cars with lower
is the result of extensive lobbying.

9) PR covers a wide range of

10) Many of the activities have changed

3. Read the text and state the difference between Public Relations,
advertising, lobbying, promotion and publicity.

Public relations (PR) cover a wide range of activities. They range
from promotions for corporations to specific plans directed at identifiable
audiences for particular reason, such as consumer awareness about an
unsafe children’s toy. These activities may be part of a marketing process.
They help corporate clients communicate with key groups in order to reach
commercial goals. Some PR firms are involved in activities that promote a
cause or develop an understanding, for example, lobbyists arguing for an
increase in the driving age. Other PR firms deal with the consequences of
an organization’s behaviour, such as job losses, or a new cure for a
disease. This is called issues management. Many PR activities are not
exclusive to PR. They are also used in related disciplines, including
publicity, promotion, lobbying and marketing.

Public relations and advertising are often confused. However, they are
two different disciplines. The goal of advertising is to generate sales,
whereas the goal of PR is to generate mutual understanding. Advertising is
aimed at target audiences on behalf of an organization or individual.
Messages are carefully planned and placed in selected media. Advertising
may also be used in a public relations programme. Advertising 1s paid for.
It subsidizes the cost of television, newspapers and magazines for the
consumer.
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Public relations are often seen as a marketing communication
function. In other words, it is seen as supporting marketing through media
publicity, or by combining publicity with advertising. Advertising and
publicity are also confused. Publicity which involves, for example,
advertisements and sponsored advertorials, is paid for. Other publicity
activities; including press releases and charity events, are not paid for.

Promotion differs from publicity. Firstly, it focuses on gaining
favourable opinion for a particular cause, product or service. Secondly, it
includes the use of techniques such as organizing fundraising events, for
example a concert for the victims of a natural disaster. One type of
promotion is directed at the consumer in such a way that they are unaware
that promotion is taking place. This is called subtle promotion. It can
include sponsorship, sales promotion, direct mail, trade shows, etc. The
promotional plan may include a wide range of objectives, ranging from
increasing sales, new product acceptance, raising brand awareness, to the
creation of a corporate image.

Lobbying is generally associated with groups. However, public
relations can also provide lobbying services on behalf of an individual
client. Lobbying is a professional attempt to bring about a change to a
government policy, corporate policy, or public opinion that is favourable
towards the organization, cause or group. During political campaigns,
parties may engage public relations firms as lobbyists in order to affect
public opinion. Lobbying can achieve positive outcomes for society.
Legislation resulting in the production of cars with lower carbon emissions
is the result of extensive lobbying. A ‘front group’ is a lobby group that
hides its purpose.

In the past, public relations literature has referred to events such as
press conferences and trade exhibitions as ‘press agentry’. This was
because these events were seen to be stage-managed for the purpose of
being reported in the media. Today, activities involving public
participation to obtain publicity are generally referred to as special event
management.

The activities above are by no means mutually exclusive. For instance,
lobbying may be part of a government affairs or community relations
programme. Advertising may be included in marketing. Promotion may
form part of an issues management exercise. Many of these activities have
changed over time and continue to change with the development of new
communication methods and technology.
http.//'www.ipr.org.uk/ (0ama oocmyna 15 mapma 2016e.)

http://www.newworldencyclopedia.org/entry/Public_relations (Oama obpawerus 15
mapma 2016 2.)
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4. Answer the questions to the text.

1) How many PR activities can you think of?

2) Explain the differences and similarities between publicity and
promotion.

3) What is lobbying?

4) What is the focus of issues management? Give some examples.

5) What is press agentry?

6) When is advertising a PR activity?

5. In the text, find the notions that mean the following.

a) something that happens as a result of an activity or process;

b) activity or job of providing information about a particular person
or organization to the public so that people will regard that person
or organization in a favorable way;

c) giving a result that helps, benefits, or shows approval of someone;

d) organized group of people who work together to influence
government decisions that relate to a particular industry, issue, etc.;

e) to bring into such close relationship as to obscure individual characters;

f) knowing that something (such as a situation, condition, or
problem) exists;

g) hard to know or see: not obvious;

h) to have or include ( someone or something) as a part of something;

1) something that happens as a result of a particular action or set of
conditions;

j) action or process of making laws.

6. Find the following phrases in the text and provide their Russian

equivalents.

to cover a wide range of activity, identifiable audience, particular reason,
in order reach commercial goal, to deal with the consequences of an
organization’s behavior, a new cure for a disease, issues management, to
be confused, to generate mutual understanding, to be carefully planned,
combining publicity with advertising, advertisements and sponsored
advertorials, charity events, favourable opinion, the victims of a natural
disaster, to be unaware, a wide range of objectives, new product
acceptance, raising brand awareness, a professional attempt, to affect
public opinion, with lower carbon emissions, extensive lobbying, to be
stage-managed for the purpose, to change over time, the development of
new communication methods and technology.
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7.

8.

Find the English equivalents for the following Russian phrases in
the text.

CBSI3M C OOIIECTBEHHOCTHIO, MPOMO-AKIIMU JUIsl KOPIIOpAIfii, OCBe-
JOMJIGHHOCTh ~ TOTpEOUTENe, TMpolecc MapKeTUHIa, B3auMO-
JIEUCTBOBAaTh C, MIPUHUMATh y4acTHE B MEPOINPHUATHUIX, YBEIUYCHUE
BO3pacTa BOXKICHUS, MTOTEPH pabOUYMX MECT, CTUMYIUPOBATh MpPOJa-
KU, HalpaBlieHa Ha LEJEBYIO0 ayJAUTOPHUIO, IPOrpaMma Mo CBS3AIM C
OOIIIECTBEHHOCTHIO, CYOCUIUPOBATh CTOUMOCTh, (DYHKIIMSI MapKETHH-
TOBBIX KOMMYHHKAIIUH, TTOIEpKKA MAapKETHHTA Yepe3 CPe/ICTBA Mac-
COBOM pEKJIaMbl, peKJIaMHbIE BKJIQJBIIIN, OpTaHU3aIs MEPOIPUITHIA
no cOOpy CpEeAcCTB, TOHKOE MPOJBM)KEHHUE, CIIOHCOPCTBO, MpsmMas
MOYTOBas pPACChUIKA, CO3JAaHUE KOPIOPATHBHOTO HMHKA, B XOJC
MOJINTHYECKUX KOMIIAHUM, JOOUTHCS TOJOKHUTEIBHBIX PE3yIbTaTOB,
CKPBIBATH 11€J1b, TOOUTHCS U3MEHEHHS, COCIAThCA Ha COOBITHS

Mark the following statements as True (T) or False (F) according
to the text. Give arguments.

1) Advertising subsidizes the cost of television, newspapers and
magazines for the consumer.

2) Some PR firms include activities that promote a cause or develop
an understanding.

3) Public relations don’t cover a wide range of activities.

4) Lobbying may not be part of a government affairs or community
relations programme.

5) One type of promotion is directed at the consumer in such a way
that they are unaware that promotion is taking place.

6) Publicity which involves advertisements is not paid for.

7) Advertising is aimed at target audiences on behalf of an
organization or individual.

8) In the past, PR literature has referred to events such as press
conferences.

9) A ‘front group’ isn't a lobby group.

10) Promotion may form part of an issues management exercise.
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9. Match these verbs and nouns to make collocations. Compose
sentences of your own.

commercial range
media reason
public goal

wide methods
particular emissions
government promotion
sales relations
communication publicity
carbon promotion
subtle affairs

10. Read the sentences below. The underlined words are probably
familiar to you in general English. But can you think of a different
meaning for each word in the field of public relations?

1) The angry crowd demanded the release of the prisoner.

2) After two years in the job, she was promoted to account executive.

3) Even a brief exposure to radiation is very dangerous.

4) To call for service, press the bell.

5) [T always invite my relations to my birthday party.

6) The children took turns to spin the top.

7) The police are trying to establish the series of events leading up to
the murder.

11. Read part of a book review. Complete each sentence with one of
the underlined words from exercise 10. Change the form if
necessary.

Edward L. Bernays, the subject of Larry Tye’s book ‘The Father of
>, 1s generally seen as the first representative of the public
(PR) profession. Bernays pioneered many of the PR industry's techniques,
including the development of media . He used these techniques to
products such as cigarettes; he also used them to improve the public
image of high-profile people, including US presidents Calvin Coolidge and
Herbert Hoover. Together with other early practitioners such as Ivy Lee
(who 1is credited with issuing the first press ), Bernays worked for
the US government during the First World War to influence public
opinion. Bernays concluded that similar techniques could be used in
peacetime. He believed that with the right , including media
coverage such as editorial in the , public opinion could be
manipulated. This led to the perception of PR as propaganda.
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12. Work in pairs. Student A is an interviewer. Student B is the man
who works in public relations. Act out a dialogue about the
peculiarities of PR.

13. Prepare a report in the form of a presentation on one of the
following topics:

The history of PR

Researching PR careers using technology
PR for non-profit organizations

The differences between PR and advertising

o How PR differs from journalism

Writing

14. Fill in the table on the basis of the text. Get ready to speak about
public relations.

PUBLICITY | PROMOTION | LOBBYING | MARKETING

DEFINITION

KEY FEATURES

15. Write the summary of the text (250 words). Use the active
vocabulary of the unit.

16. Translate into English.

Y
2)
3)
4)
5)
6)
7)
8)

9)
10)

Hekotopeie ¢GuUpMBI TPUHUMAIOT Y4YacTHE B MEPONPUSITHSX,
KOTOPBIE CTIOCOOCTBYIOT JIENTy ¥ IIOHUMAaHHUIO.

Cy1iecTByOT (PUPMBI, KOTOPBIE UMEIOT JieJia C OpraHU3alisIMH, B
KOTOPBIX €CTh MOTEPH pabOIMX MECT.

CBsi31 ¢ O0IIECTBEHHOCTHIO U pEKJIaMa — 3TO JBa Pa3HBIX IMOHSITHSI.
JIoO0UCTHI BBICTYTIAIOT 32 YBEJIMUYEHHE BO3pPACTa BOXKICHUS.

[lenp pexnambl — co3/laBaTh NPOJAXKH, a IEldb CBS3U C 00-
IIECTBEHHOCTHIO — CO371aBaTh B3aMMOIIOHUMAaHUE.

JIoG0upoBaHUE — MOMBITKA JOOUTHCSI UI3MEHEHUH B TOCYIapCTBEHHOM
TIOJIMTHKE, KOPITOPATUBHOM MOJIMTUKE M OOITIECTBEHHOM MHEHUH.
MHorue BUIbI ACSITEIBHOCTH U3MEHIIUCH C TCUSHUEM BPEMEHU U
MIPOJIOJKAIOT MEHSIThCA.

CBsi31 ¢ OOIIECTBEHHOCTHIO OXBATHIBAIOT IIUPOKUM CIIEKTP
NeSATeITLHOCTH.

Pexama cyObcuaupyeT CTOMMOCTh TEJIEBUICHUS, Ta3€T U )KYPHAJIOB.
CBsizu ¢ OOIIECTBEHHOCTHIO paccMaTPUBAIOTCS KaK MOJJEPKKa
MapKEeTHHTa Yyepe3 Cpe/iCTBa MacCOBOM MH(OpMAIIUH.
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SOURCES FOR FURTHER RESEARCH

https://en.wikipedia.org/wiki/Public_relations
http://www.wisegeek.com/what-is-public-relations.htm
http://money.howstuffworks.com/business-communications/how-
public-relations-works1.htm
http://marketing.about.com/od/publicrelation1/
http://www.encyclopedia.com/topic/public_relations.aspx
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1.

2.

GRAMMAR PRACTICE

1. ARTICLES

Fill in the gaps with the necessary articles (a/the/-)

1) [Istill wonder if I'm doing  right thing trying to realize which
country I’d like to work in.

2) Ineeded  partner to rely on working in Paris.

3) There are some things  managers can’t do.

4) Gregis  only personin _ company whose opinion is of any
value to me.

5) Mark told Jennie he hated  criticism.

6)  teamtookall  usual measures.

7) We talked about  ethical principles. Steve had just finished
___last book by P. Drucker.

8) Iwentinto  conference hall and sat down opposite Mr Kettler
without  word.

9) She has  strong opinions on all  subjects.

10) There was time when I thought  people went to

offices not to stay home alone.

Here are some things Jack, a manager from ‘Smiths and Co’, does

every day. Write a sentence for each. Pay attention to the articles.

Morning 7.00 7.30-8.00 8.00-9.00 9.00-12.00
Breakfast Walk News Briefings.
Brainstorms
Afternoon | 12.00-13.00 13.00 15.00 17.00
Lunch Paperwork | Business meetings e-mails
Evening 19.00 19.30 20.00 21.00
Supper Document Daughter Sara Newspaper
1) At 7 o’clock he has breakfast.
2)
3)
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3. What do you call the people of these countries?

Example: Russia — the Russians

England France
Britain Japan
Ireland Germany
Wales China
Scotland Switzerland
Spain the Netherlands

4. Re-order the words to make grammatically and logically correct
sentences. Mind the usage of the articles.

Y

2)

3)

4)

5)

of international business. rises ethics importance with growth The
of international business steadily along the

ethics of different cultures ethics. problem standards The
international business lies in the fact that most and nations hold of
entirely primary

problems One biggest of business ethics business. that
participating standards for employment practices are not of
constant the between is nations in international

is fundamental of successful A fairness. and market honesty,
ingredient economy respect for basic human values: trust, any

and purpose of good respect ethical in to image business is protect,
maintain The a public communication.

5. Fillin the gaps using a/the /-

All businesses must acknowledge that 1 world has changed in three
fundamental ways. 2 first is that 3 authority is now dispersed. 4
consumers around 5 world can access endless sources of information,
which means that no one — not companies, not 6 media, not corporate
spokespeople — can truly control how information is shared.
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Secondly, 7 traditional pyramid of influence is flipped. Employees,
consumers and activists now drive 8 agenda, rather than CEOs,
government officials and influencers of 9 past.

And thirdly, reputation is built on quality. Good financials are no
longer enough. All stakeholders impact 10 company’s bottom line, not
just 11 loudest shareholders.

In this environment — where complexity is abundant and transparency
1s a mandate — trust is paramount and ethical business practices are 12
must. For 13 company to connect with 14 customers, regulators and
employees, its strategic business results must align with its own ethical

standards and those of 15 marketplace.

6. Translate the phrases in brackets paying attention to the article
which must be used.

In many (3apybeoxcnvix cmpanax), business practices that are illegal
domestically are often a normal part of doing business. In many (cmpanax
Jlamunckou Amepuku), bribery 1is (obwiunsii cnoco6) of (sedenus
ousneca). A business needs to decide whether to engage in this
questionable behavior or stick to its business ethics established at (ooma).
There are two approaches that can be taken when doing business in foreign
countries. A business can operate internationally with (rorumurxu u
npoyedyp) it has developed at home, or it can adopt its own practices in
each foreign country where it operates. Establishing (oonu u me owce
cmanoapmet) 1n offices worldwide can be advantageous to ensure
compliance throughout (sceti opeanuzayuu). Management and workers are
less likely to engage in risky and illegal behavior if it is explicitly
forbidden in (nucemenno 3aghuxcuposannoti noaumuxe u npoyedypax
komnanuu). Companies can ensure compliance by mandating that its
workers read and sign its policies and procedures and successfully
complete an annual quiz. (Bmopoti nooxo0) is for (komnanus) to establish
different policies and procedures for business ethics in foreign countries.
Different countries have (pazmuunsie pucku). In some countries, child
labor is acceptable and normal, but is frowned upon in the United States. If
(MHo2conayuonanvras komnarnusi) is discovered to have used child labor, it
could end up being a public relations nightmare and lead to (nadenuro) in
domestic sales.
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L

Il. ACTIVE VOICE

Use the Present Indefinite of the Present Continuous.

1)
2)

3)
4)
S)
6)
7)

8)

‘I (to work) up there’, he said indicating the 5-storeyed building.
I never (to change) my lucky tie when I want to conclude an
important contract.

By the by, what Morris (to do) now?

Mr Christenson (o be) good at resolving conflicts?

They will have to work with us when the (to arrive) in Moscow.
She gave me a smile as much as to say, ‘I only (7o kid)!’

Ken always (to try) to show off to his boss that he can cope with
any task.

The director (not to see) the workers today. He 1s on a business trip.

Make up situations to justify the use of the Present Indefinite and
the Present Continuous in the following pairs of sentences:

Y
2)
3)
4)

5)

Our boss uses the democratic style of management.
Our boss is using the democratic style of management.
I think they are both rude.

I think they are both being rude.

Who is working in this office?

Who works in this office?

You are putting the document in the wrong place.

You put the document in the wrong place.

I don’t violate the rules.

I’m not violating the rules.

Translate the sentences into English. Pay attention to the use of the
Present Indefinite and the Present Continuous.

1)
2)

3)
4)

S)

I'ne Muctep Crennu? — OH y ce0s B KaOUHETE.

A Hukoraa ceGe He TMPOITY, €CIIH HE YIIaXy MpooaeMy TUCKPHUMH-
HAIMOHHBIX OTPAHUYCHUN B HAILICW KOMITAHUM.

S He mMmero TIpeAcTaBieHUs, 0 YeM Bbl TOBOpHUTE M B YeM MEHS
oOBHUHsIETE?

Bo Bcex odwucax Hameld KOMIAHMM €CTh BCE HEOO0XOAMMOE
0o00opya0BaHUE.

3HAYUT JIM 3TO, YTO SI HACTOJIBKO CHJIBHO BJIHSIO Ha TEO,
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6)

7)
8)
9)

Tw1 3Haemb, Kak s CYACTIIMB, KOT/Ia MHE YAAETCSl YBJI€UYb KOTO-TO
CBOHM IpUMEpPOM!

[To pykam! M1 paGoTaem BmecTe!

Ha yemM ocHOBBIBaeTcs TBOE CyXKaeHue?

51 He 3HaK0, MOYEMY 51 COCPEAOTOUNBAIOCH IMEHHO Ha ATOM acreKTe!

10) Ecau Bce 3amHTEpECOBAHHBIE CTOPOHBI COTJIACATCS HA ATOT IIIar,

3TO OyJIeT ycIeX.

Use the Present Perfect or the Past Indefinite in the following

sentences.

1) Inever (fo see) such a wonderful promotional campaign like this one.

2) I (to meet) my boss this morning in the caf€.

3) You (to hear) the news? The price for the machine (fo decrease)
yesterday.

4) Do you remember the price strategy you (use) in their company?

5) He (to study) all the variables and (o start) writing his report on
the tangible assets.

6) I remember you (fo use) those distributional channels, but now
the (to disappear).

7) Thank you for your help, Mr Stone. It (7o be) nice to meet you!

8) I know what you (o be) through when you promoted the product.

Make up situations to justify the use of the Present Perfect and the
Past Indefinite in the following sentences.

Y
2)
3)
4)

S)

She has settled everything.

She settled everything.

You have geared the production to the new demand.

You geared the production to the new demand.

The workers have competed with each other for getting the bonus.
The workers competed with each other for getting the bonus.

We have selected the target market.

We selected the target market.

I had a letter from the advertising agency.

I’ve had a letter from the advertising agency.
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6. Translate the sentences into English. Pay attention to the use of the
Present Perfect and Past Indefinite.

Y

2)

3)
4)

5)

Mei1 6b11u B 0uce, koraa Bomesn Muctep Konron. OH orusiaencs
u cupocu: «YTo 31ech mpou3onuio?» Y Hac He ObUIO JIPyroro
BBIXO/Ia, KaK MPU3HATHCS, YTO MBI MCKAJIW MOTEPSBIINNCA JTOKY-
MEHT.

Hamra kxomnanust pa3padoTtaiia MapKeTHHTOBBIN MHUKC. be3ycioB-
HO, OOJIbIIIas 0JI yCIeXa OTHOCUTCS K MapKETUHIOBOMY HCCJIIe-
JIOBaHHUI0, KOTOpoe mpoBest CoMm.

«I"me Bam mapkeTonor?» — «OH yIien K KIHEHTY».

MBI cerMeHTUPOBAIU PHIHOK, O€3 3TOr0 Mbl HE CMOTJHU OBl JI0-
OuTBHCS ycrexa.

[TocMoTpuTE, KaKOM PEKJIAMHBIM POJUK CHSJIM HAlld KOHKY-
pEHTHI!

7. Use the Present Perfect Continuous or the Present Perfect.

Y
2)

3)
4)
S)

6)
7)

I (to be) busy since we last met.

Clark is very thankful to Lisa for her help with the project but he
(not to see) of her lately.

I (to analyse, to read) and (to communicate) with the customer for
a week and I’'m really tired!

‘I don’t think your boss expects you to finish the report in a
day’ — ‘What he (7o say) to you?’ — ‘Nothing special’.

When I came to the office, I saw my client. ‘I’'m sorry? I hope
you (not to stand) here long?’

Christine 1s a good specialist. I (o know) her for ages.

Do you know of any good books on management coming out in
the near future? I (not to read) anything useful and interesting for
ages.
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8. Translate the sentences into English concentrating on the use of the
Present Perfect and the Present Perfect Continuous.

10.

Y
2)
3)
4)
S)
6)

7)

Mpb1 ¢ BamuMM KOJUIETaMU TOBOPHUJIM CETOJHS 00 3TOM ClHEJIKE.
[TosToMy s npuiiies 00CYyAUTh C BAMU OKOHUYATEJIHLHOE PEIICHUE.
OHHU Bce nyMayi 00 3TOM CETMEHTE PhIHKA W MPUILIN K BBIBOJY,
YTO OHM JOJIKHBI IEPEKITIOUYNTHCA HA HOBBIN CETMEHT.

Uro 1b1 nenan, [utrep? Tol Bech B uepHOii Kpacke!

A capiiry 00 3TO MapKETHHIOBOM KOMITAHUH yKE JIBA MECSIIA.
[Tocnennee Bpems s 3aMeyaro U3MEHEHUS B IEHOOOPAa30BaHUMU.

A ouens yctan. S Bech JIeHb pa3padaThIiBall MPOEKT PEKIaMHOU
KaMIIaHUM JJ1s1 KPYITHOTO 3aKa3uMKa.

OTOT KOHKYPEHT OKa3aJiCsl CUIIbHBIM.

Use the Past Continuous or the Past Indefinite.

Y
2)
3)
4)

S)
6)

7)

I (to have) a feeling that all my colleagues (o laugh) at my idea
of the innovative product.

The (to package) the good while the logistics manager (fo wait)
downstairs.

The CEO (to discuss) the matter with the marketing director in his
office while I (7o talk) to his secretary.

She only (fo want) to know if all the team members (fo come) to
the meeting on Friday.

We (to have) a conversation when Ben (o come) into the office.
The CFO (to be) surprised to find that his report (not to attract)
the audience.

Then she (o notice) Sam. He (to stand) in front of the door and
(to talk) to the client.

Translate the sentences into English. Pay attention to the use of the
Past Continuous.

)

2)
3)
4)

S)

[Toka Bce COTpyIHUKH OOCYKIalld AW3ailH HOBOro ToBapa, Ca-
MaHTa 3aJyMajiacb O TOM, KakK IOBBICUTH YPOBEHb MH(OPMHUPO-
BAHHOCTH KJIMEHTOB O KOMIIAHUM U MPOIAYKIIUH.

B aTy cexyHay Mbl YBUIETTH CBOUX HOBBIX KJIMEHTOB. OHU BXO/IH-
7Y B Hall opuC, O)KUBJICHHO 00CYk/1asi HOBBIM OpeHI.

JIupexkTop YTO-TO CKa3ajdl CBOEMY ITOMOITHUKY, KOTOPBIA IIIE
PSAZIOM C HUM U HEC KHITy OyMmar.

Korga s 3acHyna, MmjaaH-IPOEKT HOBOTO OpaIHJIa BCE €lIe JIeKal Yy
MEHS Ha MOJIyIIKE.

Crennu npocHyJics. Psgom 3BoHua tenedoH. OTo 3BoHMI ToMm
Cetbepu, ero Mo JYNHECHHBIM.
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11. Explain the use of the Past Perfect in the following sentences.

12.

1)
2)
3)
4)

S)

John asked me if I had received the letter from out supervisor.

I was sure that he had never told me about the corporate brand.
He remembered how her idea of direct marketing had ruined his
intention to be innovative.

They had been employed only a few months when they received
an offer from a competitor.

She was not aware how long he had been the head of the
marketing department.

Use the Past Perfect Continuous or the Past Perfect.

1)
2)

3)
4)

5)

Her name was Katy. She (7o be) a middle manager for 10 years.
Larry wanted to find out how long they (o organize) everything
in the company.

We talked about what we (fo do) since we graduated from the
University.

He said he (not to call) me because he (fo work) on the new
management strategy.

She said she (not to see) the manager since he left for London.

13. Explain the usage of the Future tenses in the sentences.

14.

)
2)

3)
4)

5)
6)
7)

Mr Smith, come back tomorrow, our managers will explain
everything to you.

Grace will stay with them as long as her company can do without
her.

The advertisements will be getting shorter soon.

If you come to our company in a day, my team and I will have
made a final decision.

Call me in an hour. By then I’// have found the necessary document.
The operating stage will last a few months.

I realize that will not make a good manager.

Use the necessary future forms in the following sentences.

1)
2)
3)
4)
S)

Our client (to be) disappointed.

I’m sure our company (to make) much money.

The client (to ask) you a few questions, Miss Holly.

She says she (7o finish) the project by the end of the next week.

I (to write) business letters to our clients when you come from the
finance department.
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15. Open the brackets observing the rules of the sequence of tenses.

16.

Y
2)
3)
4)
S)
6)

7)

Craig said that he (fo ask) permission from the director for me to
come to an interview.

I knew that for the past 10 years he (fo start) each morning from
reading a newspaper.

I don’t know what (7o go) wrong with that deal.

No doubt she will wonder why you (7o cry) at your subordinate.
Have you heard that I (fo be) given the position of the senior
manager?

Do you know how hard I (Zo try) to talk them out of the deal with
the Smiths?

She decided that she (o go) to New Your to meet Rosenberg as
soon as possible.

Translate the sentences into English observing the rules of the
sequence of tenses.

Y
2)

3)

4)
5)

6)

7)

4 Obuta yBepeHa, UTO OH YXK€ JKAJIEET, YTO COTJIACUIICS Ha ATy
JOJIKHOCTb.

MHe noka3zanock, 4TO CecTpa pacCTpoeHa, U s CIIPOCHIIa €€, HET
JM Yy HEe HeNPUITHOCTEHN Ha padoTe.

VY MeHs co3Aaloch BIIEYATJIEHUE, YTO 3TO OBUIO €€ TEPBOE
coOeceloBaHUE: OHA OYEHb HEPBHMUYAJA U COMBUMBO OTBEYAJIa
Ha BOIPOCHI.

YOenuBuuch, 4To padboTO/ATENIb HE COOMpPAETCS MEHS HaHU-
MaTh, S PEUINI, YTO MOMAY Ha Jpyroe co0ece10BaHHUE.

Mbsr nogo3peBana, yto Jlkollya COBEPIIEHHO HE 3HAET, Kak
MMCaTh PE3IOME.

4 3nana, o yem oHu AymMarT. OHHU XOTENN NPEIIOKUTh €1 TTPU-
COCIMHUTBCA K MX KOMAaHJE W PEIINTh IOCTaBJICHHYIO Ha-
4aJbCTBOM 3a/1auy IO pa3paboTKe CBS3el CO CpeACTBAMU Mac-
COBOM MH(OpPMAIIUH.

Brl He 3HaeTe, OH 1aBHO padoTaeT B o6inactu CMI?
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1ll. PASSIVE VOICE

Find the passive construction in each sentence. Explain how it is

used.

1) The question about the best mass medium is often put to me but I
cannot answer it.

2) It was decided that we would hire him.

3) Mary was looked at as a senior manager with a good reputation.

4) Inoticed at once that the CV had been carefully checked up.

5) ‘Where did you hear about that vacancy?’ — ‘I was told by their
HR manager’.

6) Mr Slanford was expected to retire next month.

7) The meeting was somehow finished with, everybody moved out
of the conference hall.

8) I had been given a business card of the company and the
following month I used it in our deals.

9) We have to solve the problem before it got talked about.

Turn the following active constructions into passive.

Ly
2)
3)
4)
5)
6)
7)
8)
9)

No one has made any mistakes.

What do you call it?

The director asked me to stay a little longer.

The management expected their staff to obey the rules.
People have made great progress in marketing.

They are discussing the possibility of new negotiations.
Everybody thought that Mark was a good negotiator.
People say management is difficult.

They appointed the CEO last month.

10) They can arrange everything.
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3. Supply the necessary passive forms of the verbs in brackets.

1) Mr Greenson (not to like) by the employees; he (to consider) too
authoritative.

2) After the brainstorm the head of the marketing department sat for
a while thinking about what (7o say).

3) What is going (o do) about that, Morgan?

4) I don’t exaggerate when saying that we (not to teach) anything
new at the courses.

5) Next month I (to give) a two-week vacation.

6) Please find out if the chief accountant (7o see) to leave.

7) These are the responsibilities that (o deal) with in your position.

8) Stella (o look) upon as the main candidate for the position of a marketer.

9) This money (to lend) by his assistant.

10) I found out that the same letter (7o send) to my colleague Stan.

4.  Translate the following sentences into English using passive constructions.

1) Ha sToit ynuiie cTpouTcs Halll HOBBIN OQuc.

2) Ero emie HUKOT1a HE IPUHUMAJIH 32 CEPHE3HOTO YEIOBEKA.

3) IlpencraBnser nu 1j1s Te0s UHTEpeC pabOTy, KOTOPYIO TeOe mpe-
JIOKWJIM B 3TOM KOMITAHHUU?

4) 3a Kax[Iplil 1ar B 3TOM OpraHu3allid HY>KHO OTYUTHIBATHCS TMEpe
mmedom.

5) Bac korjga-HHOY/1b YUUIIM OCHOBaM MEPEroBOPOB?

6) Ero nmpunuioch yBOJIUTE.

7) Bce coTpyaHukaM pazaajiu 3aJlaHusl.

8) Y MeHs yKpalu ujero.

9) Co MHOW HHUKOT]Ia TaK BBICOKOMEPHO HE pa3roBapUBaIH.

10) Kaxxnplii HayaldbHUK MOHMMAET, YTO JJI1 CBOUX COTPYJIHHUKOB
HY>KHO YTO-TO JIeJaTh, YTOOBI 3aPyUUTHCS UX JTOBEPUEM.

11) Hota npousBenu B HaYaJIbHUKH.

12) JupexTtop 4yBCTBOBaJ, YTO OT HEr0 4TO-TO CKPBIBAIOT Kaca-
TEJIbHO KOMITAaHUH.

13) 4 He cnplana, 0 4eM TOBOPUIIM B TIEPETOBOPHOM.

14) Eit nanu cioxxHeniee 3agaHue.

15) 5 He oco3HaBasl, KOMY MEHS MPEACTaBISOT! D10 ObUT MUHUCTD
(brHaHCOB.

16) Koraa st BKJIFOYMAJI KOMIOBIOTEP, TO YBUJIEN, YTO 3alTyCTHJIM HOBYIO
porpaMmy MPOBEPKU JTAHHBIX.

17) MHe yka3anu Ha MO OIIMOKHU.

18) MHe npeyioXmin cHayajaa 00CyIUTh OOIIHUE YCIOBUSI.

19) 51 comHEBarOCh, UTO €T0 MOCTOSTHHBIE OTIO3/IaHUSI MOYKHO OOBSICHUTD.
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BUSINESS CORRESPONDENCE

1.  Read the text and state the main rules of writing business letters.

There are many different reasons for writing a business letter.
However, when learning how to write business letters in English start
by following these general guidelines. Writing a business emails are
very similar, but are generally less formal than written business letters.

Here’s How

Y

2)

3)

4)

Use block style — do not indent paragraphs. Generally speaking,
personal letters are indented in English to indicate a more
informal style. Indent refers to a space before the first word of the
first sentence in each new paragraph.

Include address of the person you are writing to at the top of the
letter, below your company address. For example:

Buyers Inc.

Alan Smith, Director

28376 Red Ave.

New York, NY 25009

After the address, double space and include date. For example:
June 24, 2015.

Double space (or as much as you need to put the body of the letter
in the center) and include the salutation. Start with ‘Dear’ plus
‘Mr.” for men or ‘Ms.” for women, unless the recipient has a title

such as ‘Dr’. Follow with the last name only. For example: Dear
Mr. Anders:

137



S)

6)

7)

8)

9)

State a reference reason for your letter. For example: With
reference to our telephone conversation last Tuesday.

Give the reason for writing. For example: [ enjoyed our
conversation earlier today. I am writing to follow-up with a few
questions about your products.

Make any polite request you may have. Start (i.e. ‘I would be
grateful if you could include a brochure ...”) For example: Could
we meet next week to discuss the proposal in person? I am
available any time between 9 and 2 Monday through Thursday.

If there is to be further contact, refer to this contact (i.e. ‘I look
forward to meeting you at ...”) For example: I look forward to
seeing you again next week.

Close the letter with ‘thank you’. For example: Thank you for
your assistance with our technical difficulties last week.

10) Finish the letter with a salutation. Formal salutations include:

Your Sincerely, Yours Faithfully, Sincerely. Less formal, but
respectful salutations include: Best regards, regards, warmly.

11) Include 4 spaces and type your full name and title For example:

Jennifer Diligence.

12) Sign the letter between the salutation and the typed name and

title.

13) Do not include your address if you are using company letterhead.

Company letterhead refers to paper used by the company that
includes the company address.

Business Letter Tips

Y
2)

3)
4)

Keep the letter brief and to the point

Do not use shortened verb forms — write them out (i.e. ‘don't’
instead of ‘do not’)

Always keep a copy of correspondence for future reference

Use company letterhead if possible to make a more professional
impact.
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Important Business Letter Phrases

Purpose Phrases Examples
Salutations Dear Mr./Ms./Dr. Dear Ms. Smith
Make With reference to ... With reference to our
Reference conversation this morning.

Regarding ...

Regarding our meeting last
week.

As we discussed ...

As we discussed last Tuesday.

G1ive reasons

I am writing to ...

1 am writing to ask for more
details.

I would like to ... I would like to make a
proposal.

Make Polite  |Could you ... Could you please send me
Request your latest catalogue?

Would it be possible to ... | Would it be possible to
discuss the campaign next
week?

Would you mind ... Would you mind scheduling a
meeting for Thursday?

Further I look forward to ... I look forward to learning

Contact more next month.

Thanking Thank you for ... Thank you for your advice so
far.

I appreciate ... I appereciate your help in this
matter.

Close Yours sincerely,

Best regards,
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Example Business Letter

Buyers Inc.

Alan Smith, Director
28376 Red Ave.

New York, NY 25009
June 24, 2015

Dear Mr. Anders:

With reference to our telephone conversation yesterday, I am writing
to follow-up with a few questions about your products.

Could we meet next week to discuss the proposal in person? I am
available any time between 9 and 2 Monday through Thursday.

I look forward to seeing you again next week. Thank you for your
prompt help with my questions from last week.

Yours sincerely,

Peter Anders

Translate the business letter using the words below.

Words to be used:

Y
2)
3)
4)
S)
6)
7)

8)
9)

to present smb. — npeCTaBAATh KOr0-TM00

to get interested in smth. — 3auHTEpECcOBaTHCA YEM-THOO

Sweden — I1IBenus

Denmark — Jlanus

to be responsible for — ObITh OTBETCTBEHHBIM 34 ...

Scandinavian countries — CKaHAMHABCKOE HaIpaBJICHUE

to see everything with smb’s own eyes — yBuaeTh COOCTBEHHBIMU
riiazaMu

to be a success — MPONTH yCTEIIHO

to appoint — Ha3Ha4aTh

10) on behalf of smb. — oT umeHmu.
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VYBakaeMrble rocnoja!

bimaromapum Bac 3a Bame nucbmo oT 8 aBrycra c.r., B KOTOpoM Bl
npejaiaraeTe npeacTaBiaTh Hamry Gupmy B [lIBennu u Jlanum.

Hac 3annTepecoBanio Baie npennoxkeHue, 1 Mbl Obl XOTEJIU 00CYIUTh
ero 0oJiee moapPOOHO.

Ham nawaneHuk otaena npoaax r-H CMUPHOB OTBEYAET B HAIIEU
dbupme 3a CKaHIUHABCKOE HAIlpaBJICHUE, U MbI TTOMPOCUIIN €r0 BbLIE-
TeTh K BaMm Ha ciieytolei HeJlene Ui 4epe3 HEAEIIO.

[Moxanyiicta, coobmmuTte 006 ymooHOM isi Bac BpeMeHu mpuesna K
Bam B opranuzaiiuio, 4ToObl BCE YBUJETh COOCTBEHHBIMM TJIa3aMHU M,
€CJIM BCE MPOUJIET YCHENTHO, Ha3HAYMTh Bac cBoMM areHToM.

['-H CMUpHOB YNIOJJHOMOYEH COCTABUTh MPOEKT COIJIAIICHUS, KOTOPOE
OH UMEET MPABO MOAMNUCATh OT UMEHU Halleil (YUPMBI.

C yBaXeHHEM,
Poc.Toprosoe IIpeacTaBuTenbCTBO

Read the information about writing emails then match the informal
phrases (1-15) with the neutral/formal phrases (a—o).

Three different writing styles are often identified, although in real life
the differences are not so clear:

Formal

This i1s the style of an old-fashioned letters. Ideas are presented
politely and carefully, and there 1s much use of fixed expressions and
long words. The language is impersonal. Grammar and punctuation
are important. This style is not common in emails, but you can find it
if the subject matter 1s serious (for example a complaint).
Neutral/Standard

This is the most common style in professional/work emails. The writer
and reader are both busy, so the language is simple, clear and direct.
Sentences are short and there is use of contractions (I’ve for I have
etc.). The language is more personal. However, the style is not similar
to speech — it is too direct.

Informal

This is the most common style for emails between friends. Sometimes
the email can be very short or it could include personal news, funny
comments etc. This is the style that is closest to speech, so there are
everyday words and conversational expressions. The reader will also
be more tolerant of bad grammar etc.
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Informal

Neutral/Formal

Y
2)
3)
4)
5)
6)
7)
8)
9)

What do you need?

Thanks for the email of 12 Feb.
Sorry, I can’t make it.

I'm sorry to tell you that ...
[ promise ...

Couldyou...?

You haven’t...

Don’t forget ...
I need to...

10) ShallT...?

11) But... /Also ... /So .../
12) Please could you...
13) Pmsorry for ...

14) Re...

15) See you next week ...

a)

b)
c)

d)

g)
h)
)
j)
k)
1)

With regard to ... (or With
reference to)

I can assure you that ...

We note from our records that
you have not ...

Please let us know your
requirements.

I was wondering if you could ...
We would like to remind you
that ...

I look forward to meeting you
next week.

Thank you for your email
received 12 February.

I am afraid I will not be able to
attend.

Would you like me to ...?

I would be grateful if you could ...
Please accept our apologies for

m) It is necessary for me to ...

n)
0)

We regret to advise you that ...
However .../ In addition .../
Therefore ...

Note: with business emails you can mix styles to some extent, but don’t mix
styles at the two extremes. If in doubt, follow the style of the other

person.
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Rewrite the emails below by substituting the phrases in italics with
more informal phrases. Ex. 3 will help you. Use contractions (e.g.
D’ll) where appropriate.

Email 1

I am afraid I will not be able to attend the meeting on Friday. As [
will miss the meeting, I was wondering if you could send me a copy of
the minutes? I will write to Anita as well, to inform her that I will not
be there. Once again, please accept my apologies for this, and I can
assure you that I will be at the next meeting.

Sorry I can’t make it on Friday.

Email 2

Thank you for your email of 25 January where you requested
assistance on how to order on-line. /¢ is necessary for me to know your
a/c number before I can deal with this. I would be grateful if you could
also provide details of which version of Windows you are using.

Email 3

With reference to your order number J891 — we received it this
morning, but you have not filled in the sections on size and colour.
Please let us know your exact requirements. These products are
selling very well at the moment, and we regret to advise you that the
medium size is temporarily out of stock, However, we are expecting
more supplies in the near future. Would you like me to email you
when they arrive?
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5. Match the words of Latin origin in box A with the shorter words in

box B.

Box A Box B
)——assistanee a) ask
2) dueto b) ask for
3) enquire c) because of
4)  further d) book (v)
5) inform e) check/prove
6) information f) facts
7)  obtain/receive g) fix (v)
8)  occupation h) get
9) possess 1) give
10) provide j) have
11) repair k) help (n)
12) request 1) Ljob
13) requirements m) more
14) reserve n) needs (n)
15) wverify o) tell

Note: longer words of Latin origin sound more formal, and shorter
words sound more informal.

6. Read the information below. Then match the sentences (a-l) to their
descriptions.

Missing out words is common in emails and informal speech. It
happens where the people know each other very well and the situation is
relaxed and friendly. The meaning is clear from the context so the full
grammatical form is not necessary.

a) (That’s a) good idea!
b) (Did you) get my last email?

g) Just read (the) email about
relocation.

¢) (I) think your idea is great. h) Your suggestion (is) good, but

d) (It) sounds like fun! needs clarification.

e) (I am) looking forward to 1) (Are you) coming with us on
seeing you. Friday?

1) (D hope you’re well.

k) (It’s a) pity we missed you
yesterday.

1) Next week (would be) better
than this week.

f) (I’ll) speak to you later.
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Y
2)
3)
4)

S)
6)

The subject ‘I’ can be left out, especially with mental verbs like

hope, think etc.c__/

In a question, the subject ‘you’ and the auxiliary can be left out.

/

The subject ‘I” and the auxiliary (be, have, will) can be left out.

/

The words ‘That’ or ‘It can be left out, often with a form of ‘be’

aswell. /

A form of ‘be’ can be left out on its own.  /

The word ‘the’ can occasionally be leftout.  /

7. Match the email beginnings (1-8) with the endings (a-h).

)

2)

3)

4)

S)

Beginnings
[ am writing with regard to
your recent email. We regret to
inform you that there are no
double rooms available for the
nights you require. ¢
Thanks so much for the
wonderful present. It’s exactly
the book that I wanted — how
did you know? I'm really
looking forward to reading it.
Patricia, I’ve just read your
email. I’'m so sorry to hear
about what happened.

Sorry, I can’t make it to your
birthday party at Fishers
restaurant, as ['m away on
that day.

[ am mailing this via the
‘Contact Us’ link on your
website. I’d like to know a
few more details about the
anti-virus software that’s
listed on the site.
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Endings

a) Anyway, thanks again for
inviting me, and I'm
really looking forward to
it. Do you want me to
bring anything?

b) You know you can count
on me if you need any
support. I’ll call you at the
weekend to see how
things are.

c) Should you need any
further information about
room availability, we will
be happy to assist you.

d) Ilook forward to
receiving this information
as soon as possible.

e) Itreally is great news, and
I’m sure that it’s only the
beginning of our work in
the French market.



6)

7)

8)

[ am writing with reference to ) Please deal with this

our order number GH67. The matter urgently. I expect a
goods arrived this morning, reply from you by

but you only sent 200 pieces tomorrow morning at the
instead of the 300 that we latest.

ordered.

Yes! Great! I’d love to come  g) Thanks again for the gift,
to the party. and give my regards to

your family.
I’ve just heard from Antonio h) Anyway, sorry again that

about the Paris contract. It’s I can’t come, but have a

fantastic news — you worked great time. [ hope we can

really hard on this and you meet up soon. What about

deserve the success. going to see that new
Spielberg film?

8. Rewrite the sentences below with the correct word order to make
typical email phrases. Start each sentence with a capital letter.

D
2)

3)
4)
S)

6)

7)
8)

9)

sorry, you forgot the send to attachment. you can again send it?

mean you to send this did? 1 don’t want the attachment to open in
case it’s a virus got.

about that are you sure? i thought was in Istanbul the conference.

I’1l check and get you back to later today.

you do mean which conference?

I don’t this point understand sorry. can you in a little detail more
explain it?

I’m sure not what mean you by this. you could clarify?

I thought on Thursday was the meeting, but I wrong may be.

sorry, my last email forget. you’re right. not Friday, it should
Thursday be.

10) what was meant I Gatwick, not Heathrow. the situation this

clarifies I hope.
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Read the following sentences. Decide whether they are beginnings
or endings. Then decide whether they are neutral or informal.

)

The computer network will be shut
down for maintenance at 5 p.m. on
Thursday.

Beg/End

Neut/Inf

2)

Oh, yes — I’ll be back late tonight. Can
you do the shopping and buy something
nice for dinner? Thx.

Beg/End

Neut/Inf

3)

I look forward to receiving your advice
on this matter.

Beg/End

Neut/Inf

4)

What a surprise — how nice to hear
from you!

Beg/End

Neut/Inf

S)

Bye for now. See you soon.

Beg/End

Neut/Inf

6)

I hope that everything is okay, but do
not hesitate to contact me if you need
any clarification.

Beg/End

Neut/Inf

7)

Please find attached my report, as
promised in Friday’s meeting.

Beg/End

Neut/Inf

8)

I’m so happy for you! Write again soon
and tell me how it’s going.

Beg/End

Neut/Inf

9)

We are writing to advise you about
some changes in our price list.

Beg/End

Neut/Inf

10)

If you’d like any more details, just let
me know. I’m away all next week but
Andrea 1s dealing with this in my
absence.

Beg/End

Neut/Inf

1)

Just a quick note to say I really enjoyed
last night.

Beg/End

Neut/Inf

12)

Simon and I have been talking about
your holiday plans for next August. It
looks like we won’t be able to join you.
I’m really sorry.

Beg/End

Neut/Inf
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10. Put the lines in the email below into the correct order.

Email 1

[ am writing to thank you 1

The meeting were very productive, and 4
As well as the business side of things, 7
The next time that you are in Munich 11
Please give my regards

for your hospitality

during my recent trip to Paris.

I really appreciated the time you took

I am sure that they lay the basis for

to show me Notre Dame, and

to your colleagues in the Paris office,

the wonderful meal that we had afterwards.

a good long-term business relationship.

it will be my pleasure to return your kindness.
it was a great pleasure to meet them all. 15

Email 2

Thank you for taking the time to attend 1
Unfortunately, we have to inform you that

As we mentioned in the interview, we had 5
While we were impressed with your interview, 8
We appreciate your interestin 12
many applicants for this position
your application has not been successful.
an interview with us last week.

we did not feel

working withus,

that you have the necessary skills
and we would like to take this opportunity
and experience for the position.

and the standard of candidates was very high.
to wish you every success in the future. 15
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3aknroueHume /Conclusion

OOyueHue aHTJIMUCKOMY SI3bIKY Ha (DaKyJbTeTe rocyJapCTBEHHOTO U
MYHULUNAIBHOTO YIIPABJICHUS HOCUT MHOTIOLICJIEBOM XapaKTEp: C OJHOU
CTOpPOHBI, (POPMUPOBAHUE y CTYJICHTOB YMEHUN U HABBIKOB MEKKYJIBTYp-
HOM KOMMYHHKAIIUH, C IPYTON — HEOOXOUMOCTb OBJIAJICHUS CTPATETUSIMU
MHOSI3BIYHOTO MTPO(PECCUOHATILHOTO OOIICHUSI.

JlaHHO€ TmOoCcOoOMEe TOCTYXUT XOpOIIEH OCHOBOM ISl pPa3BUTUSA Yy
CTYJICHTOB CIOCOOHOCTH M TOTOBHOCTH K WHOSI3BIYHOMY OOILECHUIO, IS
paclIupeHusi UX Kpyrosopa, a Takxe (OpMUpPOBaHUS HABBIKOB Camo-
CTOSITEJIbHOM paOOTHI.
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