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Text 1
I. Read and translate the text.
MBA’S MIND THEIR MANNERS

It is the job interview scenario that worries MBA’s students the world
over: a meeting with high-powered executive over cocktails and dinner.

Northeastern University Graduate School of Business Administration
has set out to make the dinner less daunting. Students can now attend a two-
hour workshop on business etiquette and networking. The workshop is struc-
tured like a recruiting event and aims at helping students interact with corpo-
1ate executives, as well as teaching them the correct manners in a professional
setting.

“This generation has grown up thinking “It’s all about me”, but when
you get into the workplace it’s not all about you, it’s about who you work
for”, says David Rand, executive director of catering and special events for
Northeastern University in Boston and consultant on professional etiquette,
who teaches the class. “It’s about how well you represent that company”.

The workshop is a part of a semester-long course on career manage-
ment, which covers basics such as interviewing skills and resume and cover
letter writing. It is part of Northeaster’s new focus on cultivating interpersonal
skills.

Northeastern revamped its MBA program two years ago and today
combines traditional courses on financial accounting, strategy analysis and
marketing, with a “shadow curriculum” of seminars that include lessons on
how to use data in a persuasive manner and how to lead teams and projects
effectively.

The workshop starts with a mock cocktail party. Breakfast hors
d’oeuvres are served and Mr. Rand encourages the students to mingle with
the eight IBM executives in attendance.

“I tell students to project an air of confidence: look people in the eye,
give a firm handshake, but not so hard as to break the knuckles”, he says. “Be
sure to hold your drink in your left hand so that you may grip with your right
more easily and so that you don’t offer a wet, clammy greeting. When you are
introduced, repeat the other person’s name back to them”.

Mr. Rand advises students to think up “small tidbits to start the con-

versation”.



Students then are seated for the meal. Mr. Rand gives students a sim-
ple mnemonic device to remember the order of their place setting: BMW.
“Iiveryone can remember BMW: it’s bread on your left, meal in the middle
and water on your right. With silverware, you work from the outside in.”

He gives a running commentary during brunch, telling students when
lo unfold their napkin (only after your host does so, or everyone at the table is
scated), how to pass the bread basket (counter cleckwise) and what to do
when asked to pass the salt (pass together with the pepper and never salt your
own food before passing).

Kathy Collucci, a 27-year veteran on IBM finance, says the course is
especially helpful for those considering client- or customer-facing roles. “The
iessage was: understand you’re being judged.

| am not a stickler for manners, but I do notice when someone does
something improper,” she says. “And it stays with me.”

I1. Notes,
I 10 8¢l out = HPUCTYTHTH K; PELUTh
! dmling - ycTpamalronuid, y)KacHbIi, CTpalTHbIi
V. calering and special events — o0mecTBeHHOE IUTaHUE U OCOOBIE CITydaH
4. to revamp — H3MCHUTH
i clammy greeting — TUTTKOE U XOMOAHOE PYKOTIOXKATHE TIPH TIPUBETCTBUU
0. 1 shadow curriculum — «TeHeBas» ydaeOHas nporpaMma
7. to project an air of confidence — co3gaBaTh/H3IIy9aTh YBepeHHBIH BUI
8. silverware — crononnie IpUGOpHI
9. a stickler for manners — CTOPONNUK CTPOTOTro COOMOJCIN Manep
0. hors d’oevres — sacyekn

1. Which statement hest expresses the maln idea of the text? Why did

you cllimlunte the other choleen”?

| Pl poncation: T oo ape thankang 15 ol abont me”™, but when yon
gt st the sworleplace 7ol all alont yous, 05 abonl how well you rep-
vl s coanguiny
Fhe swau bl ta gt ol Movheanten s new Tocies on callivating, students?
Hebnpcyaottal clills

Ve wenkeluspe apneoned by THM s ol helping, students interact
with corpraabe ceotiven, an well as leaching them the correct manners
e pesmonal setbing



IV. Answer the following questions.

1.
2.

Why are MBA'’s students so worried about the job interview scenario?
What steps did the Northeastern University administration undertake to
solve the problem? Give detailed answers.

What did Mr. Rand advise? Enumerate.

Why is it really important to project an air of confidence and observe the
BMW rules? What is your personal opinion?

Why does Mr. Rand advise his students to think up “small tidbits to start
the conversation”? Give your opinion and sample “small tidbits to start
the conversation”.

What does Kathy Collucci want to stress by saying “And it stays with
me”? Can you give examples from your experience to prove Kathy Col-
lucci’s words?

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

L.

9.

Northeastern University has changed the curriculum by introducing a
number of add-in subjects on successful team leadership, project imple-
mentation and on how to be convincing.

Majority of students specializing in business administration is concerned
about manners when meeting with top executives.

The workshop starts with a training cocktail party and creates a real-life
situation.

Very often students exaggerate their significance for the future workplace
and forget about the image of the company.

The aim of the workshop is to develop communication skills.

One should never forget that in most cases it is the first impression that
matters.

Prepare some sensible and effective questions to start up the conversation
and think before you speak.

As for the forks, spoons or knives, the direction is from outside to your
plate.

You’d better have your right hand free to be ready to shake hands.

10. It is easier to remember the rules of placing meals if you use symbols.



VI. Understanding the passage.
Decide whether the following statements are true or false (T/F) or there is
no Information by referring to the text. Then make the necessary changes
so that the false statements become true.
T F
1. It is not necessary to repeat the other person’s name back to
them when being introduced. Otherwise they may think that you
didn’t listen to them.
2. When during the brunch someone asks you to pass the salt
pass it together with the pepper even if nobody asked you for it.
3. During the mock dinner the teacher checks how well the
students have learnt the rules and after the workshop he usually
makes comments on the lesson.
4. The MBA program combines traditional courses on finan-
cial accounting, strategy analysis and marketing and lessons on
how to lead teams and projects effectively.
5. The message of such workshops is to remember that when
you apply for a job you are always judged by your would-be
employers.
6. The disciplines introduced by the Administration are espe-
cially important for future diplomats because they represent
their country.
7. A clammy handshake can produce a negative effect on peo-
ple.
8. Some instructions are aimed at improving memory.
9. According to Kathy Collucci, the course is especially help-
ful for those who face top executives every day.
10. The workshop is arranged in such a way so that students
could feel free. Besides, there is no need to encourage them to
mingle with the executives.

VIIIL. Insert the missing words and translate the sentences (recruiting
event, host, veteran, grip, catering, unfold, improper, professional eti-
quette, cover letter, mnemonic device, persuasive, semester-long, daunt-
Ing, shadow curriculum, mingle with).

. David Rand is an executive director of ... and special events and a con-

sultanton ... ... .

2. The Administration has decided to make the dinner interview less ... .

3. The workshop is a part of a ... course on career management, which ...
basics.



i

10.

Be sure to hold your drink in your left hand so that you may ... with your
right.

Mr. Rand.gives students a simple ... ... to remember the place setting of
the meals.

Students are told to ... the napkin only after the ... does so.

Agergoo includes lessons on how to use data in ... manner.

The workshop is structured like a ... ... and helps students ... corporate
executives.

The basic subjects at the university are interviewing and resume and ...
... writing.

“I do notice when someone does something ...
IBM finance.

3

, says a 27-year ... of

VII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Vi Ly N5

setting

basics .
to cultivate

persuasive

to recruit

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

LN

IX.
1.

counter clockwise
improper

to encourage
clammy analysis

Translate the sentences from Russian into English.

51 TOBOPIO CBOMM CTYZCHTaM, ¥TO OHH JIOJDKHBI H3JIy9aTh YBEPEHHOCTS:
PYKOIIOXATHE HOJDKHO OBITH KPEIIKUM, a IIPY 3HAKOMCTBE WM Pa3roBOpe
HaJI0 CMOTPETD JIOASAM B IJ1a3a.

Kypc ocobeHHo momne3eH A TeX, KTO B CBOcH paboTe OyneT exeHEBHO
CTAJIKMBAaThCS C 3aKa34HKaMH WIH KIHSHTAMH.

Bokan ciemyer AepXaTh B JE€BOH pPyKe, ITOOBI MPABOH Bhl JIETKO MOIJIM
JIOCTAaTh M3 KapMaHA BH3WTHYIC KapTOYKy HJIHM IIPUBETCTBOBAThL KOTO-
00 PYKOIIOXKaTHEM.

Bo Bpems Tak Ha3pBaeMoro «OpaH4da» NpernofaBaTelNb Ha X0y HNOACHS-
€T, KOTrZa pasBepHyTh candeTKy, KaK IepeIaBaTh KOP3MHKY ¢ xJiebom
HITH COJIb, €CITU KTO-TO ITOIIPOCHT.




0.

08

10.

X.

CeMuuap sSBIAETCS YacThlO Kypca IO YIPaBIECHHIO KaphbePHBIM POCTOM
JUIMTEABHOCTBIO B CEMECTP M BKJIIOYAET B CE0sl TAKAEC OCHOBHBIE IIpEAMe-
rbl, kKak «CocTaBJIeHHE PE3IOME U CONPOBOUTENBHBIX [THCEMY.

Tenepy CTyJeHThl MOTYT IOCEMaTh CEMHUHAPHI IO JEJI0BOMY 3THKETY U
CO3JIaHUIO CETH IIOJIC3HBIX JCIOBLIX CBA3€H U KOHTAKTOB.

Hirrepseio mpu mpuéMe Ha paboTy — BOT, 9TO 3a60TUT CTYIEHTOB, 00Y-
YUOMIUXCS. Ha MAFUCTPOB JETI0BOrO aAMUHHUCTPUPOBAHMUS.

Cemunap, crioHcupyeMsblit IBM, opraHn3oBaH KaKk MEpOIpPHATHE 110 Ha-
Gopy KaZpoB, U HalleJIeH Ha OKa3aHHe IIOMOLIM CTYAEHTaM IIpH oOmieHHH
C PYKOBOAMTENAMU KOPIOpANMii, a Takke Ha 00y4eHHe CTYAEHTOB COOT-
BCTCTBYIOIMM MaHEpaM B IIPOJeCCHOHANLHOM 00CTaHOBKE.

Bo BpeMs TpeHUPOBOUHOM KOKTEHIb-BEUCPUHKH ITONAIOTCS 3aKYCKH, a
mucTep Poua moaGaapuBaeT CTYACHTOB, YTOOBI OHHW OGINANHCH C TIPH-
CYTCTBYIOIMIUMH PYKOBOAUTENIMA KOMIaHHHA.

Wxnes mpoBefeHAs CeMHHApa 3aKIIOYaeTCS B TOM, YTOOBI CTYAEHTHI I10-
HATH, YTO UX OLECHHMBAIOT. XOTh H HE BCE PYKOBOAWUTENH IPHANPAIOTCS K
MaHepaM, HO €CIIH KTO-TO BeJET ce6s He Tak, Kak Hallo, TO 3TO 3aME4acT-
Cs1, ¥ BIICUATIICHHE MOXET COXPAHUTHCS HANOIITO.

Make up a plan to the text.

XI. Write an annotation (10s-s).

XII. Retell the text.

I.

Text 2
Read and translate the text.
CUBICLES IMPROVE PRODUCTIVITY

Cubicles are a commonplace through many offices. Whether it is a call

center, insurance companies or a small business looking to maximize space,
cubicles are a cost efficient way to set up an individualized work space for
cach employee.

When moving offices or setting up workspaces, build out for individ-

ual offices can easily push a project over budget quickly. Often it wastes
space as well as where as offices usually are set through out the wall space
leaving an open middle forcing more room to be needed per employee. Cubi-



cles allow you to maximize the density of your office and determine how
much floor space should be allocated per employee.

Cubicles are generally five to seven foot panels that are arranged in a
way to make an office for an employee, which has become known as a cube.
These partitions are set up and padded to help deaden noise which will help
maximize productivity because the cross talk traffic is cut down.

As with any office area that bustle with activity, cutting the noise level
is a very real problem. Cross chatter serves to distract employees, cuts down
on privacy which allows conversations to be overheard or makes it difficult to
concentrate on individual work. The simple principle of sound absorption al-
lows for the cross chatter to be limited and makes any employee more pro-
ductive.

Another factor is that employees are more productive when they are
not in an open area distracted by other’s phone calls or customer interactions.
If you have ever worked in an open area where employees are not afforded
privacy you will see that there is a much lower productivity rate because the
concentration levels of tasks diminish. ‘

There are a few different ways to purchase cubicles and depending on
the budget used cubicles may be a great alternative. Many of the used cubi-
cles are in pristine condition and open an avenue to furnish a large work area
with office space for the most efficient pricing available. It’s as simple as de-
fining your work space.

Defining a work space with a cubicle gives each employee a feeling of
personal space and allows him “to own” his area, better investing him in your
business. It’s a way to help your employees feel like they have a place in the
company and not just thrown into a room. This allows them to personalize
their area making their work environment more comfortable which will fur-
ther increase productivity.

One can also expect to save some on cubicles that have desk/table ar-
eas built into them. This is a way to efficiently provide a work space for the
employee without incurring the cost of additional furniture. Defining work
spaces in this manner allows you to maximize space as well as roll in the cost
of furniture because of how it is constructed.

Overall, in the modern workplace, with the advent of telephones and
computers, the cubicle makes a better way for any company to make the best
use of their space. Gone are the days of the open office format because of the
need for greater productivity and privacy.




I. Notes.

i cubicle — OTTOpo’kEeHHBIH MOy, KOMHATKA, KaOHWHKA

n cost elficient way — 3KOHOMUYHEIH, peHTa0CIBHBIN

(o push a project over budget — npeBEICUTE cMeTy (TIpoeKTa)

4. build out — pacumpeHne UMeromErocs NPOCTPaHCTBa, MIPUCTPOIKa, BHI-
PaBHYUBAHAE, KOPPEKIUS

5. o cut down — coxpamarh, CHIXaTh, COMBaThH

6. without incurring the cost of — 6e3 3aTpar Ha, He TpaTich Ha

7. pristine — nepBOHAYATBHEI, HETPOHYTHI, CBEXUHA, YUCTHIA, UCXOTXHBIN

8. Ihe most efficient pricing available — camble BEITOIHBIE U JOCTYITHEIE LIEHBI

~

to open an avenue for — OTKPEIBaTh BO3MOXKHOCTH IIIsI, TIPELOCTaBIATh
CIIOCOORI IS

10. to be set up and padded — ycraHOBNeHHBIH (BO3ABUIHYTHIH) M OOMTHIH
(HAIIOTHEHHBIH NPOKIIAJOYHBIM MaTepraIoM)

I11. Which statement best expresses the main idea of the text? Why did

you climinate the other choices?

I. Cubicles are a cost efficient way to set up an individualized work space
for each employee.

2. Defining a work space with a cubicle gives each employee a feeling of
personal space and allows them to “own” their area, better investing them
in your business.

}.  'The cubicle makes a better way for any company to make the best use of
their space.

IV. Answer the following questions.

I.  What are the problems of a modern office today?

2.  What does a cubicle look like? (Give a description.)

3. Why are cubicles a cost efficient way to set up an individualized work
space?

4. llow do cubicles improve productivity? (What are the advantages of cu-

bicles?)

Would you like to perform your work in a cubicle? Give reasons to jus-

tify your answer.

6. Can there be any disadvantages in using cubicles? What are they? Give
extended answers.

.

V. Locating information. Find the passage in the text where the following

Ideas are expressed. Give the line references.

1. Cubicles provide an opportunity to save space in the office at the maxi-
mium.

10



10.

Marking the space limits in the office will not entail any additional ex-
penses on purchasing additional furniture.

Having a personal work place has a beneficial effect both on the moral
state of an employee and on business altogether.

Business productivity is believed to increase when employees have an
opportunity to completely concentrate on their individual work.

Walls covered with noise insulating materials are said to help maximize
work efficiency.

The cheapest way to provide each employee with his own work place is
to use cubicles.

Offices with no privacy have low productivity rate because the concen-
tration on tasks is small.

As practice showed, second-hand cubicles are, as a rule, in very good
condition and sold at reasonable prices allowing companies with limited
budgets to save money.

When an employee has an opportunity to decorate his own work area to
his taste and with the things that are dear to him; he will work more effi-
ciently.

Expanding work area in offices can incur additional and unnecessary
costs that may exceed the company’s budget.

VI. Decide whether the following statements are true or false (T/F) or
there is no information by referring to the text. Then make the necessary
changes so that the false statements become true.

T

F

1. For many modern offices cubicles have become a tradition.
When people work in an open area they feel as a team that
results in high productivity.

3. Cross chatter allows employees to hear all necessary infor-
mation that can later be used in their work.

4. What makes cubicles more attractive from the financial
point of view is that they are equipped with built-in furni-
ture.

5. To cut down the noise level has become a problem because
when people work it is natural for them to bustle and hustle.

6. Nowadays privacy and separate spaces at work are not in
demand and will soon disappear.

7. The noise from customer interactions and cross talk can be
deadened if the partitions contain special padding.

11




8. To personalize a workplace is undesirable and inadmissible
because this will remind of a home and, as a result, may re-
duce the productivity level.

9. Build out for individual offices may result in exceeding the
project budget.

10. Usually tables are arranged against walls leaving an open
middle and, thus, providing more room per each employee.

VII. Insert the missing words and translate the sentences (diminish, cut-
{ing, push, purchase, over, sound absorption, best use, alternative, space,
productivity rate, build out, roll in, arranged, invent, generally, bustle,
distract, panels, be overheard, privacy, be allocated, be limited).

l.
7
3.
4,
5.
6.
i
8

9.

Cross chatter serves to ... employees, cuts down on privacy which allows
conversations to ... ... .

Overall, with the ... of telephones and computers, the cubicle makes a
better way for any company to make the ... ... of their space.

Cubicles are ... five to seven foot ... that are ... in a way to make an of-
fice for an employee.
There are a few different ways to ... cubicles and depending on the
budget, used cubicles may be a great ... .
If employees are not afforded ..., there will be a much lower ... ... be-
cause the concentration levels of tasks ... .
Defining work spaces allows the company to ... ... the cost of furniture
because of how it is constructed.
The simple principle of ... ... allows for the cross chatter to ... ... .
Cubicles maximize the ... of your office and show how much floor space
should ... ... per each employee.
As with any office area that ... with activity, ... the noise level is a very
real problem.

10. ... ... for individual offices can ... a project ... budget quickly.

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Nk BN —

to deaden
privacy

to concentrate
to cut down
intake

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

I
2.

team/group work
density

12
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IX.
1.

10.

X.

XL

to set up
to waste

distracted

Translate the sentences from Russian into English.

Ileperopoaku W3 3BYKOM3OJALHOHHOIO (IIYMOMOIJIOIIAIONIETO) MATe-
pHaia [M03BOJIOT CHU3UTE IIOMEXH OT TIEPEKPECTHBIX Pa3rOBOPOB U YBe-
JIAYIATE NPOU3BOJUTEIBHOCTD TPY/Ia.

IIponuin BpeMeHA OTKPHITHIX KOHTOPCKMX IIOMCLIEHHI; HBIHYE HAOIIIO-
JaeTcs CIpoc Ha KOH(GUIEHMANBHOCTD M TalHy TMYHOTO IIPOCTPAHCTBA.
OtzenpHbIe CEKIMOHHBIE MOJYIIM — CaMbIi BBITOAHBIN crioco0 Ams opra-
HHU3aLUH JMIHOT0 pabodvero MpOCTPAHCTBA KKAOrO COTPYAHMKA, Oy/b
TO ONEPATOPCKUI HEHTP, WIIH CTPAXOBas KOMITAHHUA.

OTzenpHbIe CEKIMOHBEBIE MOAYIIH NPEACTABIAIOT co00 OT 5 Mo 7 omop-
HBIX TIaHeNeH, cOOpaHHBIX TakK, 4TOOBI CO3MaTh KaOMHET A KaXOro
paboTHHKA.

JpyruM (akTopoM YBEIMHYEHWS NPOU3BOIAMTEIBHOCTH TPYyHa ABJIACTCS
TOT (DaKT, YTO COTPYIOHHKOB HE OTBIEKAIOT HU TenehOHHbIE 3BOHKH, HHI
oOl1eHre KIIHEHTOB MEXKAY COO0M.

Tot ¢axr, 4T0 GBIBINUE B yHOTPEONCHHUN KaGUHKN B GOJIBILMHCTBE CIIy-
9aeB HaXOJATCS B CBOEM ICPBOHAYAILHOM (HOBOM) COCTOSHMH, NAET
BO3MOXHOCTbh O0OpYI0BaTh OONBIIYI0 pabodyio miuomanb mo Haubomnee
BBITOJJHBIM K JOCTYIIHBIM LICHAM.

Eciu BeI Korga-HuOyAp paboTany B OTKPHITOM IIOMEIIEHUH, Tae paboT-
HHUKH JTHIICHbI KOHGUACHIIMAIPHOCTH, TO BBl HABEPHIKA 3aMeEYallH, 9T
IIPOU3BOJUTENBHOCTh TPYAa B IMOJOOHBIX YCIOBMAX HEBENMKA, TaK Kak
YPOBEHb KOHIIEHTPALMH HaJ BHIIOIHICMEIM 33JaHUEM CHIDKCHA.

Tak Kak 3a9acTyr0 CEKI[HOHHBIE MOZAYJIH OOOpPYIOBaHbI BCIPOECHHBIMHU
CTONaMH, TO HX IOKYIIKa He BIEYET 3a COOOH JOMOIHUTENBHBIX 3aTPaT
Ha meberb.

bnaromaps ceKkIMOHHEIM MOIYJSIM, pabowiie IMOMCIUEHHS CTAHOBATCS
00J1c€ KOMITAKTHBIMH.

Onpenenenue TpaHuI] paboduero MPOCTPAHCTBA ¢ IOMOMIBIO KAaOHHOK Ha-
€T KaXJIOMY COTPYAHHKY YyBCTBO «BJIaZ€HHS» MEPCOHAIBHBEIM MECTOM,
IT03BOJISIA BaM 3(eKTHBHEE HCIOIH30BaTh IEPCOHAN B BalleM OH3HECE.

Make up a plan to the text.

Write an annotation (10s-s).

XII. Retell the text.

13




Text 3
L Read and translate the text.
TIME TO TAKE MESS MANAGEMENT SERIOUSLY

An odd aspect about the financial mess is how little discussion has
been given to managing it, and the economic crisis with it, as messes.

In all the finger-pointing, one party has escaped with less attention
than deserved — business schools. It is opportune to ask what schools would
be teaching if they took mess management seriously.

First, they would be teaching systems thinking, not the mathematical
modeling that passes for it today. Mess management requires people who
know the interconnections among diverse systems of houscholds, finance, the
economy, politics and society. It requires people that tolerate and map out
complexity. Too many business faculties do not do this, consequently adding
to the mess instead of helping to manage it.

Second, inter-systems experts are not in business schools. Some artists
showed how important Osama bin Laden was and placed him in an earlier fi-
nancial and political crisis in 1979! By ignoring the “messiness” of complex
systems, many in business schools are guilty of solving wrong problems pre-
cisely.

Third, we need to show students how connecting the dot in the finan-
cial crisis changes the dots. The crisis has been described as a hurricane
breaching the levees of banking and financial institutions. This confuses the
hurricane with the limitations of the levees.

Levees can be overwhelmed to the extent that independent flood pro-
tection systems become tightly coupled systems spreading the disaster fur-
ther. Unless we mitigate climate change, we cannot lessen future hurricanes,
but we can design and manage better levees. In crisis and reliability manage-
ment, we can and should design systems that work even when independent
risks turn out to be inter-dependent and rescues create their own messcs. This
requires better damage containment systems before the arrival of the next cri-
sis and better management of setbacks during the crisis.

Fourth, good mess managers are also professionals in I'T units, engi-
neering divisions and business continuity operations. Governments promoting
infrastructure development as an economic stimulus nced to understand and
capitalize on their management skills in recognizing system patlerns and for-
mulating local scenarios.

14



Financial and economic services cannot be reliable without equally re-
liable telecommunications and electricity. Those who provide these services
constantly work on the edge, around the messes created by ill-informed poli-
cies and poor technology design. These managers keep our interconnected
critical infrastructures running and prevent accidents which would add bil-
lions more to the financial and economic crises. Society’s most under-utilized
resource remains the skills of professionals who keep our infrastructures reli-
able. Business schools would do well to learn a lesson from the September 11
attacks; air traffic controllers achieved the unprecedented in landing all 4,500
commercial and general aviation aircraft in the US safely. Success meant
managing all the messes in between.

This is what we expect from business faculties — guidance in landing
the economy and finance safely. They could do more if they understood better
what experienced mess managers are doing to land the assets set into flight by
business schools.

II. Notes. 4

1. to map out complexity — HaMETHTh IUIAH [0 PEIICHHUIO CJIOXHBIX IIPO-
OneM; HCKNIOYUTD CJIOKHbIE MOMEHTEI

2. mess management — yrpasseHue OeCrOpsiIOYHON CHUTYallHeH; ynpaBiie-
HYE Xa0COM

3. to breach the levees — cHecTH MM IPOpBATH 1aMOy WiIH YKpeEIUIEHHE

4. tightly coupled systems — TeCHO B3aHMOCBsI3aHHBIE CUCTEMBI

5. better damage containment system — ylIy4iieHHas CHCTEMA JIOKAIHN3AIIH
WM CEPKMBAHMS aBAPUIHEIX CHUTyanuil (BO3MOXHOrO ymepba)

6. ill-informed policies and poor technology design — m1oxo ocBegoMnén-
Hasg NOJHTHKA (IUIOXas OCBENOMIEHHOCTH) M HEYHOBIETBOPHUTENBHbIE
(chIpBIe) IPOEKTHEIE TEXHOIOTHHU

7. to land the assets set into flight — obecrieuuTs GnaronpuUATHOE IIPU3EM-

neHre/ocBoeHHe» (6IaronpHATHBIH UCXOI) aKTHBOB/KAIllNTalla/PecypcoB,

3alyLICHHBIX B €10 («B MOIET»)

setbacks — morepy, Heygauy, Crazx

. in between — OMyTHO, B IEPHOJ] MEXAY, B IPOMEXYTKE MEXIY

10. to capitalize on their management skills — Bocnosb3oBaTscsi cBOMMH Ha-
BBIKAMH/yMEHUSMH YIIPABIATH/B YIIPaBJICHUH

© %
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111. Which statement best expresses the main idea of the text? Why did
you climinate the other choices?

2.

It is opportune to ask what schools would be teaching if they took mess
management setiously.

Governments promoting infrastructure development as an economic
stimulus need to understand and capitalize on their management skills in
recognizing system patterns and formulating local scenarios.

This is what we expect from business faculties — guidance in landing the
cconomy and finance safely.

1V. Answer the following questions.

b

AR

V.

What is the difference between mathematical modeling and systems
thinking? Give your opinion.

Why does the author of the article say that there are almost no inter-
systems experts in business schools? Give facts if you know any.

What is the role of IT-specialists and engineers in our life?

What are the requirements to modern crisis and reliability management?
What challenges does modern business education face?

What other subjects, to your mind, should management students be
taught? Give your reasons.

Locating information. Find the passage in the text where the follow-

ing ideas are expressed.

1.
2

3.
4.

10.

Technology specialists very often work in extreme conditions.

It is more important to predict critical situations and plan rescue activities
than to model them mathematically.

Sometimes it is not managers who see the links between certain events.
“All is not gold that glitters.”/Not all well-known economists (or financi-
ers) are good managers.

Unless climate change is alleviated, the number of hurricanes in future
cannot be diminished.

Management schools should teach students to connect events no matter
how far they may seem from each other. Such practice can help students
understand the core of the problem.

Sometimes barriers meant to eliminate critical situations becomc uscless.
Business schools should pay more attention to how certain scrvices cope
with their work in critical conditions. On 11 September air controllers
ensured successful landing for many planes.

A number of catastrophes have taken place latcly, and it is high time for
educational institutions to study such cases with utmost attention and in-
troduce certain disciplines into the curriculum.

There is a need to find interdependence or interlinks between carlier and
later crises to prevent them in fulure.
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VL. Understanding the passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T F
1.

10.

Practice shows that independent risks remain in the same
condition in crisis, and they hardly ever depend on each
other or create their own messes.

Banks usually undertake a number of preventive measures
in case a financial crisis occurs; the financial levees are re-
liable enough to be overwhelmed to the extent that inde-
pendent flood protection systems become tightly coupled
systems spreading the disaster further.

Current business environment requires people who can map
out complexity and are able to make interconnections
among diverse systems of households, finance, the econ-
omy, the politics and society.

Those who are responsible for the infrastructure constantly
work on the edge, therefore, in the course of time such spe-
cialists get used to critical situations and sometimes may
overlook the danger.

Governments should take an advantage of the skills of the
engineering personnel in recognizing system patterns and
formulating local scenarios.

To design and manage better levees in order to lessen future
hurricanes is in our hands.

The article tries to draw the attention of various specialists
to business schools because inter-systems experts can be
found only there.

To achieve success it is enough to focus on the main prob-
lem, one should also predict and know how to deal with
minor problems that may arise during the work.

Business schools should learn a lesson from the September
11 attacks, when the unprecedented number of aircrafts failed
to land safely in the US.

Comparing facts and making conclusions on the basis of
these facts can change the whole vision of the situation.
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VII. Insert the missing words and translate the sentences (guidelines,
spread, failed, hurricanes, disaster, ill-informed policies, promote, di-
verse, lack, floods, systems thinking, setbacks, wrong).

3.
A,

0.

10.

Since ancient times people have been raising levees to protect localities
from....

...... arc said to add to messes.

.. are reported to have increased in number lately.
Financiers have to admit that they ... the knowledge in managing ... dur-
ing the crisis.
Business faculties are expected to provide ... in landing the economy and
linance safely.
In some cases mathematical modeling has ... to provide interconnections
among ... systems of households, finance, the economy, politics and so-
cicty.
The first thing that should be taught in business schools is ... ... .
Governments should ... infrastructure development to lessen the risk of
catastrophes.
Unless we make connections between similar situations, we manage the
... problem.

Somctimes rescue operations may create their own messes which can ...
the ... further.

VIII, Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Ralbalb oS

opportune
general aviation
reliable
complexity

to mitigate

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

0 T SRS e

assets
setback
mess
arrival
stimulus
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IX. Translate the sentences from Russian into English.

L.

2.

10.

X.

Te, k10 00ecneynBaOT HaASKHYI0 paboTy SHEPrOCHCTEM M CBA3H, IIO-
CTOSIHHO PaboTaloT «HA B3BOJEY.

Kpusuc cpaBHMBAIOT ¢ yparaHoM, KOTOPEIH CHOCHT BCE 3aIllHTHbIE Orpa-
JKJICHUSL, BO3BEIEHHBIC GAHKOBCKUMHM ¥ PUHAHCOBBIMH YIPEXKICHHIMH.
MHuorrue KOMMepUYeCKHe KOJIE/PKH BUHOBATHI B TOM, YTO DEHIAIOT HE TE
po6IIEMEIL.

B obnacta yrmpaBlieHHs KPH3HCAMH MBI MOKEM H JODKHBI pa3palaTsi-
BaTh CHCTEMEI, KOTOpPEIC OyayT paboTaTh, Hake eCly He3aBHCUMEIE (aB-
TOHOMHEIE, OT/CIbHbIE) PUCKHA OKKYTCS B3aHMO3ABHCHMBIMH, 2 CIIaca-
TEIbHEIE OIIepPalli HAYHYT CO3/IABATh Iy TAHUILY.

VYemex — 910, KOTAa YAAETCS MOMYTHO YIPAaBIATh BCEMH 3aIlyTAHHBIMH
CHTYalUsIMH, BO3HHKAIOIMMH B X01€e paboThl.

Jlo Tex mop, IoKa MBI He CMATYMM IIPOLIECC U3MCHEHHs KIIMMAaTa, MBI He
BIIpaBe HEOOLICHUBATE OYAYIHME YparaHsl, HO MBI B COCTOSHHM CIIPOEK-
THUPOBATh U OPTaHU30BATH JIydINHEe OTPaJHTEILHBIE COOPYIKEHHMS.
Kommepueckue KoUiepKu Mornu Obl OKa3aTh OONBIIE IONB3bI, ecnu Obl
JIy4liie TIOHMMA/H, YTO HENAIOT OHBITHBIE MEHEDKEPEHI IO YIIPaBJICHHIO
0ecropsA0YHBIMH CHTYaLHSMH, 9TOOBI 00ECIIEUHTh yJAYHOE «IIPU3EM-
JIEHHEe» PECYPCOB U KaIlMTAaNa, 3AIyLISHHBIX HMU B JeJ0 (KIONET»).
Tpunuio Bpems 3aaTh KOMMEPYECKIM KOJUIE/PKaM BOIIPOC: 4eMy Obl OHM
YUHIH, eci GBI BOCIIPYHMMAJH YIIPaBJIeHHe OecopsaIkaMy cepbE3Ho?
Hapsikn npodecCcHOHaNOB, 00ECIICYHBAIOIMX HAASKHOS (YHKIHOHHUPO-
BaHHE HHPPACTPYKTYPHI, HCIIOJIL3YIOTCSI 00IIECTBOM HE B JIOJDKHOR Mepe.
Mpuorue GakyIpTeThl YIpPaBI€HHS HE TOTOBAT CIICHHAICTOB, CIIOCO0-
HBIX HAMETHUTD IUIaH [0 PELICHHIO CIIOXKHBIX IpOOIIeM, TeM CaMbIM CO3-
naBas emré GonbIIni OSCIIOPSI0K BMECTO TOTO, YTOOBI YCTPAHATH €T0.

Make up a plan to the text.

XI. Retell the text.

Text 4

I. Read and translate the text.

DIRECT MARKETING

Direct marketing is a form of advertising that reaches its audience

without using traditional formal channels of pushing goods and services, such
as TV, newspapers or radio. Businesses communicate straight to the con-
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sumer with advertising techniques such as fliers, catalogue distribution, pro-
motional letters, and street advertising.

Direct Advertising is a sub-discipline and type of marketing. There are
two main characteristics which distinguish it from other types of marketing.
The first is that it sends its message directly to consumers, without the use of
inlervening commercial communication media. The second characteristic is
the core principle of successful Advertising driving a specific “call-to-action.”
This aspect of direct marketing involves an emphasis on trackable, measur-
able, positive responses from consumers (known simply as “response” in the
industry) regardless of medium.

If the advertisement asks the prospect to take a specific action, for in-
stance call a free phone number or visit a website, then the effort is consid-
cred to be direct response advertising.

Direct marketing is predominantly used by small to medium enter-
prises with limited publicizing budgets which do not have a well recognized
brand message. A well executed direct advertising campaign offers positive
return on investment, as the message is not hidden with over complicated
branding, does not directly sell more cars, instead direct advertising is straight
to the point, it offers a product, service or event and explains how to get the
offered product, service or event.

Direct marketing is attractive to many marketers, because in many
cases its positive effect (but not negative results) can be measured directly.
For example, if a marketer sends out one thousand solicitations by mail, and
one hundred respond to the promotion, the marketer can say with some confi-
dence that the campaign led directly to 10% direct responses. The number of
recipients who are offended by the junk mail or spam, however, is not easily
measured. By contrast, measurement of other media must often be indirect,
since there is no direct response from a consumer. Measurement of results is
believed to be a fundamental element in successful direct marketing and is
explored much today.

The Internet has made it easier for Marketing Managers to measure the
results of a campaign. This is often achieved by using a specific website land-
ing page directly relating to the promotional material, a call to action will ask
the consumer to visit the landing page and the effectiveness of the campaign
can be measured by taking the number of promotional messages distributed
(e.g.1000) and divide it by the number of responses (people visiting the
unique website page).

Another way to measure the results is to compare the projected sales
for a given term with the actual sales after a Direct Advertising Campaign.

While many marketers recognize the financial benefits of increasing
targeted awareness, some direct marketing efforts using particular media have
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been criticized for generating unwanted solicitations, not due to the method of
communication but because of poorly complied demographic databases, ad-
vertisers do not wish to waste money on communicating with consumers not
interested in their products. For example, direct mail that is irrelevant to the
recipient is considered junk mail, and unwanted e-mail: messages are consid-
ered spam. Some consumers are demanding an end to direct marketing for
privacy and environmental reasons, which direct marketers are able to pro-
vide by using "opt-out" lists, variable printing and more targeted mailing lists.
In response to consumer demand and increasing business pressure to maxi-
mize the effectiveness of reaching the right consumer with Direct Marketing,
companies such as Ireland Advertising specialize in targeted Direct Advertis-
ing to great effect, reducing advertising budget waste and raising the effec-
tiveness of delivering a marketing message with better geodemography in-
formation, supplying the advertising message to only the consumers inter-
ested in the product, service or event on offer.

II. Notes.

1. aflier — pexnaMHbIH TUCTOK

2. call-to-action — mpu3BIB K ACHCTBHUIO; JalbHEUIINE YKA3aHUI

3. trackable — mpocnexuBaeMbIi, OTCIEKUBACMBII

4. a solicitation — mpurnamenye 0 HANpPaBICHUM 3a4BOK HA MOKYIIKY, 3a-

IIPOC; HABA3BIBAHNE, IPUBICUCHUE

5. junk mail — paccelika pexnaMsl 1o II0YTe, HeXenaTeabHas MoYra, MaKy-

JIaTypHas 10YTa

opt-out lists — OTKa3HbIEe paCcCHUTOUHBIE NPEUCKYPAHTHI MIIH KaTaJIOTH

7. targeted awareness — IeICHANpPABICHHOS YIIOMHHAHME, afpecHas (Iesne-

Basi) OCBEOMIIEHHOCTD (3HAHUA)

projected sales — IaHupyeMslit 06BEM COBITa, INIAHAPYEMas CYMMa HPOIaK

variable printing — pasnuuHble OpOIIOpPE! (TIe9aTHBIE MATEPUAIIBI)

0. alanding page — HcXOAHAs CTpPaHMIA, IeNeBasi CTPaHKIA TIOCHEe HAKATHS
Ha peKiIaMHEBIA OaHHep, CTpaHUNa — Pe3yJbTaT HaKaTHd Ha PeKIaMHOE
o0BaBIICHNE

c

&

SEND 00

II1. Which statement best expresses the main idea of the text? Why did

you eliminate the other choices?

1. Businesses address the consumer market through specific advertising
techniques such as street advertising, catalogue distribution and others.

2. In response to consumer demand and increasing business pressure to
maximize the effectiveness of reaching the right consumer with Direct
Marketing companies specialize in targeted Direct Advertising reducing
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advertising budget waste and raising the effectiveness of delivering a
marketing message with better geodemography information.

Direct marketing denies using information intermediaries and accentuates
receiving favorable consumer response through data monitoring.

IV. Answer the following questions.

l.
Vi3

S

What is direct marketing? Give the definition using your own words.
What are the peculiar features of direct marketing that make it different
from other types of marketing?

What are the characteristics of a well executed advertising campaign?
How can selling companies measure the customer’s response to the
goods or services advertised?

What are the pros and cons of direct advertising?

Compare direct and indirect marketing methods. Before you speak, col-
lect the necessary information.

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

1.

2.

10.

Some companies manage to economize on advertising and increase sales
volume by addressing target consumer audience.

Customers feel irritated for privacy reasons, when they are distracted
from their work in the Internet. To avoid this, selling companies should
carry out regular monitoring research of a consumer market.

One of the ways to see the outcomes of a well accomplished advertising
campaign is to compare the target sales figures with the factual ones.
Unfortunately, there are a number of companies that overload customers
with unwanted ads not taking into account their age, educational level
and social background.

One of the aspects of direct marketing comprises tracing and evaluating
the information about customers’ tastes and preferences.

Information that is irrelevant to recipients is known as “spam” among
internet users.

To obtain the precise information about the effectiveness of an advertis-
ing campaign marketers use special landing websites containing direct
promotional material.

One of the advantages of direct marketing is that its success can be esti-
mated immediately.

One of the drawbacks of advertising through other media is the impossi-
bility to obtain a response directly from the consumer.

However, the number of PC users offended by junk mail is difficult to
calculate for a number of reasons.
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VI. Understanding of passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T F
1.

10.

Taking into consideration geographical and demography
parameters may significantly reduce the budget waste and
increase the effectiveness of marketing policy.

Direct marketing is based on using both traditional informa-
tion channels (TV, radio and newspapers) and non-
traditional ones (fliers, street advertising and catalogue dis-
tribution).

If the advertisement asks the prospect to take a specific ac-
tion, then the effort is considered to be indirect response
advertising.

The Internet has made the measurement of an advertising
campaign more complicated: recipients simply neglect un-
wanted mail.

Opt-out lists facilitate for marketers to get a clearer idea
about the preferences of consumers.

Opt-out lists pollute the internet user environment and in-
tervene in his privacy.

One of the distinctive features of direct marketing is that it
sends its message directly to consumers, without the use of
intervening commercial communication media.

To measure the publicizing campaign is not essential for di-
rect marketing because it is practically impossible to calcu-
late the number of people who replied the messages.

Many marketers admit that targeted awareness brings fi-
nancial benefits to the company.

The companies which hate the idea of wasting money on
consumers not interested in their products are wrong as it
may result in the loss of patrons.

VIL Insert the missing words and translate the sentences (junk, low-

budget, generating, irrelevant, opt-out, appropriate, message, lower effi-

cient, divide, employed, predominantly, interest, respond, spam, tar-

geted, environmental).

1. Some direct marketing efforts using particular media have been criticized
for ... unwanted solicitations.

2.  When sending out ... mail, advertisers expect recipients to ... positively.
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0.

9,

10.

In comparison to other types of marketing voice mailboxes are much ...

The most common form of direct marketing is ... mail, sometimes called
.. mail, used by advertisers who send paper mail to all postal customers

in an area or to all customers on a list.

Any ... medium that can be used to deliver a communication to a cus-

tomer can be ... in direct marketing.

A person who has demonstrated an ... in golf may receive direct mail for

golf related products or perhaps for goods and services that are ... for

golfers.

Some consumers are demanding an end to direct marketing for privacy

and ... reasons, which direct marketers are able to provide by using ...

fists, variable printing and more targeted mailing lists.

The effectiveness of the campaign can be measured by taking the number

of ... messages distributed (e.g. 1000) and ... it by the number of re-

sponses (people visiting the unique website page).

Direct mail that is ... to the recipient is considered junk mail, and un-

wanted e-mail messages are considered...

Direct marketing is ... used by small to medium enterprises with limited

publicizing budgets which do not have a well recognized brand...

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

AN S

a recipient
a flier
targeted
promotional
projected

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

s o 1S

awareness

commercial

regardless of

benefit

to great effect, efficiently

IX. Translate the sentences from Russian into English.

Ecnu nponasent (priHo9HAasA (HpMa) BRICHIIAET THICATY 3alIpOCOB IO T109-
TC, @ CTO YENOBEK OTBETAT HA PEKIIaMy, TO MOXKHO ¢ KakOd-TO JOJEH
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10.

X.

XI.

YBEPEHHOCTH CKa3arth, HTO Pe3yJbTaToOM Kammauuu cramu 10% npsmbix
oTBeTOB (Kammanus HoOyguna 10% nmorpeGureneil orpearmpoBars Ha-
MIPSIMYIO).

HexoTopsie moTpeGurenu TpeOyOT IOJOXUTh KOHEN IPSIMOMY Mapke-
THHTY, TaK KaK OH HapyIIaeT NPHHIUI KOH(GUICHIIMATBHOCTH U 3arpss-
HSET Cpely OOMTaHUsI HHTEPHET-II0Ib30BaTeNeH.

IIpsiMoli MapKeTMHI B OCHOBHOM HCIIOJIB3Y€TCS MAalIbIMHM M CPEAHUMH
HPeJNIPUATHIMU C OrPAaHUYCHHBIM OXO/UKETOM Ha PEKIAMHYIO JesTellb-
HOCTb Y IUIOXO PACIIO3HaBaeMBIM IIOCIaHueM OpeHpa.

Xopomnio npoBeEHHas pellaMHAas KaMIIaHKS CYJHT OKYIIaeMOCTh MHBE-
CTHI{HIA.

Cosanne neneBoil NOTpeOHTENBCKON ayAauTopuu obopaduBaercs ¢u-
HAHCOBBIMH BBHIIOJaMHU: Ha moTpeOuTenel, KOTOphIe He 3aUHTEPECOBAHBI
B IIOKYIIKE, JEHBIH HE TPATATCS; OCTAIOTCA TOIBKO 3aUHTEPECOBAHHEIC B
MOKYIIKE KIMEHTEL

Hamubonee pacmpocTpaHEHHOH (POPMOH IPAMOrO MAPKETHHIA SBIAETCS
apsiMasi TIOYTOBasi PacChUIKA, MHOTAA HA3BIBAacMasi «MaKyJaTypHas pac-
ChUIKA ([O4YTa)», MPU KOTOPOH pEKIAMOJATENH DACCBUIAIOT PEKIaMy
BCEM IIOYTOBBIM KJIHEGHTaM OJHOIO paioHa, AM0O BceM KIMEHTaM IO
CITHCKY.

HenomnynspHocTs MapKkeTuHra o Teje@oHy Oe3 mpeaBapHTeIbHOH Jo-
TOBOPEHHOCTH IpHBelia K co3ganuio B CUIA CIHCKOB HenoiepxKuBac-
MBIX 3BOHKOB U 3aKOHA, HaJIaralomero KpymHoie mrpador.

Opxo¥t M3 XapaKTEPUCTHUK IPSMOTO0 MapKETHHIA SABJSCTCS PACcCBHLIKA
pexnamsl Oe3 mocpegnmueckux CMII, obpaineHue K IOKynaTento Ha-
IPAMYIO.

«IIpy3BIB K [EHCTBUIO» JenaeT yAapeHue Ha MOJIyYeHUe OTBETOB, KOTO-
pBle MOXKHO OTCHEJUTh, OLCHUTh M COCYUTATh, HE3ABHCHMO OT OKpY-
XKaromei cpeapl (HocuTenss MHPOpMAIH).

Onpenenuts pe3yabTaThl PEKIAMHONA aKIHH MOXHO, UCTIONb3YSA IPU3EI-
BBI [IOCETUTD CIENHAILHBIE 1IeJIEBEIE CTPAHUIbI, COACPIKAIINE OTKPBITEHIH
pekiIaMHBLi MaTepHai. IIpH 9ToM, THCIO pa30CiIaHHBIX COOOMEHUH me-
JIUTCS HA KOJIMYECTBO JIIO/Ie}, IIOCETHRLIMX PEKIAMHYIO CTPAHHILY.

Make up a plan to the text.

Write a summary (20s-s).
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Text 5
I. Read and translate the text.
INNOVATION IN THE 21ST CENTURY

Creative thinking and behavior leading to successful, sustainable inno-
vations are vital in most organizations. Without them companies can hardly
survive in modern, constantly changing business environment. Managers who
can effectively navigate and promote these processes will enable their teams,
departments, and organizations to become entrepreneurial, and thus much
more nimble in anticipating and responding to market changes.

Management scholars have defined creativity as the construction of
novel and useful ideas, opportunities, or solutions. Creativity is the first step
in innovation. For an idea to be considered creative, it should be different
from what has been attempted in the past, it should be of good fit to the prob-
lem it may resolve or the opportunity it may enable, and it should be action-
able. Therefore, a creative idea cannot be simply original or unusual. It has to
be connected to a purpose, to be appropriate to the need it is attempting to fill.
Creativity is often a response to something that prompts individuals and
groups to find a solution. It has been described as going beyond the existing
boundaries: knowledge boundaries, technologies boundaries, current industry,
management practices, social norms, or beliefs. It involves seeing and acting
upon new relationships and combinations.

Creativity is a process: it involves perceptions and skills that enable
individuals to see things from a different perspective and then act on those
observations. There are many ways that individuals can be creative in their
work, and researchers have described creativity as a way in which individuals
actually approach their work. It might involve developing entirely new meth-
ods and arrangements of working, new strategies for the business, and com-
bining products, services, or job processes in new ways to produce new or
greater value. These creative outcomes should be unique and different, but
not bizarre or so unusual that putting them into action is impossible.

Creativity is especially suited to unstructured, new problems or oppor-
tunities. The more ill defined a problem or situation is that managers and or-
ganizations face, the more likely a creative solution will be required. Creativ-
ity is not confined to a particular profession or occupation. Traditionally,
creative behaviors or pursuits were considered a realm of artists, musicians,
scientists, designers, and so forth. A more contemporary view is that every
function, each position in an organization, entails some degree of creative
thinking and behavior. The direction in which this creativity is expressed may
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be different across professions and functional areas, but it is still of value to
the organization.

Innovation is a process of taking the creative ideas and solutions gen-
erated, and selected to be most appropriate to the situation, and implementing
those ideas and solutions in a way that creates new ‘value for the organization,
the industry, or the greater society in which they reside. The value can be
econortic, social, psychological, or aesthetic.

This view of innovation rises out of scholarship that defines it as the
deliberate introduction and implementation of ideas, products, services, or
technological processes designed to ultimately benefit the individual, team,
organization, or wider society. In the context of business organizations, inno-
vations can be new products or extending product lines, adding new services
or levels of services, expanding markets served, offering products and ser-
vices to entirely new markets, deploying new technologies, and implementing
new or redesigned new work processes, among others.

Innovation can be viewed as a continuum, from incremental innova-
tion that may involve a slight adaptation ,of what the organization already
does, all the way to revolutionary, breakthrough innovation in which some-
thing that did not exist before is introduced, sometimes enabling the organiza-
tion or entire industry to leap to a new level.

I1. Notes.

1. nimble in anticipating and responding to market changes —~ crocoGHbi
npeaBuAeTh ¥ OBICTPO pearpoBaTh Ha U3MEHEHHs PHIHKA

2. to involve perceptions and skills — Bkmioyars B ceOs Ho3HaHUA (IIPOHH-
LATEIBHOCTh) M HABBIKH (YMEHHS)

3. to be suited to unstructured, new problems or opportunities — MOAXOJUTE
HECTAH/APTHHIM, HOBEIM NIPO0OIEMaM MM BO3MOXKHOCTAM

4. to be considered a realm of artists — cunTaThCA chepoil 3aHATHH XyA0KHH-
KOB

5. creative behaviors or pursuits — TBopueckye XapaKTEpUCTHKH WU YCT-
peMIieHHs (3aHATHS, IOMCKH)

6. aprocess of taking the creative ideas and solutions generated, and selected —
nporecc opMHApoBaHuUs (pa3paboTKH) M 0TO0Pa KpeaTHBHBIX HAEH

7. a continuum, from incremental innovation — HenpepLIBHOCTE WK HETIpe-
PBIBHBIH IIPOIECC, HAYMHAIOMMHCA C HE3HAUMTENBHBIX HWHHOBAIUH
{(C 4aCTHYHOIO YCOBEPIICHCTBOBAHMS IIPOJYKTa)

8. breakthrough innovation — npopsiBHbIE HHHOBAUU

9. to involve a slight adaptation — Bkmodats B ceOs WM BoBiedb HeGONb-
[IMe BUOM3MEHEHHS ([IOATOHKY)

10. to become entrepreneurial — cTaTh IPeANPUUMUMBBIMU

27




ITI. Which statement best expresses the main idea of the text? Why did
you eliminate the other choices?

1.

2.

—

AL FE 1 INDE

6.

Every function, each position in an organization, entails some degree of
creative thinking and behavior.

Innovation can be viewed as a continuum, from incremental innovation
enabling the organization or entire industry to leap to a new level.
Creative thinking and behavior leading to successful, sustainable innova-
tions are vital in most organizations.

V. Answer the following questions.

What is creativity? Give your interpretation of the term.

What is innovation? Give your thoughts on the subject.

Are original and unusual ideas creative? Give an extended answer.

‘What is the relationship between innovation and creativity?

Why do modern economists raise the subject of creativity and innova-
tion? Give your reasons.

Give examples of creative ideas that have resulted in innovation.

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

l.

2.

u—‘\ow

One of the reasons for generating creative ideas can be a problem too
complicated to be identified.

Creative approach to work usually results in introduction of effective in-
novations and stability of the company.

Innovation is a process that starts from slight modifications and ends with
major ones getting the company up to speed.

It is important for companies to quickly adapt to constantly changing
market conditions.

For an idea to be creative, it should differ from what has been done in the
past, it should fit the problem it may resolve or the opportunity it may
enable, and it should be feasible.

What makes individuals or teams resolve a problem can be called creativ-
ity.

Exploration of new markets for existing goods, market expansion, design
of a new product and introduction of modern technologies can be referred
to innovation.

While being implemented, innovations produce various assets.

Creative ideas deny any sort of limitations.

. To be creative an individual needs to possess vision and experience in

order to take a different approach to things.
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VI. Understanding the passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T F
1.

10.

The results of creative ideas should be fantastic, no matter
what obstacles a company may face during the idea imple-
mentation.

Managers who can effectively navigate and promote crea-
tive and innovative processes will enable their teams, de-
partments, and organizations to acquire the spirit of go-
ahead.

Innovations are usually introduced by impulse because you
never know when a creative idea occurs to you.

Staging of operations is rather a traditional approach. If a
company wants to introduce changes, it is better to start this
process at all levels and in all departments.

The next phase that follows creativity is innovation.
Extraordinary, sometimes even fantastic ideas are defined
as creative.

Feasibility of the project is one of the principal requirements to
creativity.

Unfortunately, even today creativity remains the realm of
arts, music and science.

Creative solutions should be put into practice in such a way
as to build up new values for the organization or industry.
To make a leap to the new level a company should intro-
duce breakthrough technologies.

VIL. Insert the missing words and translate the sentences (leap, navigate,

deliberate, novel, behaviors, nimble, beliefs, suited to, occupation, break-

through, the realm, a slight adaptation, confined, rise out, pursuits,
boundaries, bizarre).

1. Management researchers have defined creativity as the construction of ...
and useful ideas.

2. This view of innovation ... ... of the humanities that define it as the ...
introduction and implementation of ideas, products, services, or techno-
logical processes designed to ultimately benefit the individual, team, or-
ganization, or wider society.
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9.
10.

Managers who can effectively ... and promote creativity and navigation
will enable their teams, departments, and organizations to become more
in anticipating and responding to market changes.

Innovation is ..., from incremental innovation that may involve ... ... of
what the organization already does, all the way to revolutionary, break-
through innovation in which something that did not exist before is intro-
duced.

Creative outcomes should be unique and different, but not ... or so un-
usual that putting them into action is impossible.

Creativity is especially ... ... unstructured, new problems or opportunities.
Traditionally, creative ... or ... were considered ... of artists, musicians,
scientists, designers, and so forth.

It has been described as going beyond the existing ...: knowledge
boundaries, technology boundaries, current industry, management prac-
tices, social norms, or ...

Creativity is not ... to a particular profession or ...

... innovation is something that did not exist before and when being in-
troduced enables the organization or entire industry ... to a new level.

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

ARE B

bizarre

to navigate

vital

actionable, implementable
outcomes

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

sl O B

IX.
1.

continuum
sustainable
contemporary
nimble
innovative

Translate the sentences from Russian into English.

[TpoxaBmkeHNE M YNPaBICHHE KPCaTHBHBIMM WACAMH H HHHOBALMAMH
JIaf0T BO3MOXKHOCTH OPIraHW3alysIM M KOMIAHMAM CTaTh Oojiee Ipeaipu-
MMYMBBIMY, Pa3BUTh CIOCOOHOCTH IPEIBHUICTh, OBICTPO OTPEarupoBaTh
7 TIPUCTIOCOOMTHCS K PHIHOYHBIM H3MEHEHUIM.
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10.

3avgacTyr IOJ KPeaTHBHOCTHIO ITOHMMAETCsI CBOeoOpa3Has peakmus Ha
TO, YTO [IOOY)KIAST JI0/IeH CPOYHO HAWTH pelieHUe BOMpoca.
WHHOBaIMM — 3TO HPHUHSITHE KPEATHBHBIX HAEH W pemeHul, chopMupo-
BaHHBIX ¥ OTOOPAaHHBIX TaK, YTOOBI COOTBETCTBOBATH JAHHOM CHUTYAITHH;
IpuiéM, X peayru3anud 0OBIMHO NPHBOJMT K CO3AHUIO HOBBIX IIEHHO-
CTeH It KOMIIAHHUH.

He BcfAkasi opuruHajibHAsA WIM HEOOBIYHAS WIes SBISIETCS KPEaTHBHOM.
KpeatuBHast uges IO/DKHA OBITh «IIPHBS3aHa» K UEJIHM M OTBEYATh TEM
HOTPEOHOCTAM, KOTOPBIE HYXKHO YIOBJIETBOPUTE.

CymecTByeT MHOTO CIOCOOOB, KOTZ2 YEJIOBEK MOMKET NPOSBHUTH CBOM
TBOPUYECKHUI MOTEHIMAI B pabore.

Yem MeHee UETKO oIpefesieHa Ipodiaema, ¢ KOTOPO# CTOIKHYIACh KOM-
[IaHHSA, TeM BeposiTHee GaKT, 4To OyeT HaliieHo KPEaTHBHOE pEellICHHE.
TpaaunuoHHO, TBOPYECKHE XAPAKTEPUCTHKY ¥ ITOUCKU CUHTAIHCH Ce-
POM UCKYCCTBA, MY3BIKH, HAYKH W TH3aHHA.

HHHOBaLMKH MOKHO paccMaTpHBaTh Kak HENPEPBHIBHBIN IIpoIlece, HadH-
HAIOIIUACA C 9aCTUYHOIO YCOBEPIIEHCTBOBAHMA HPOIYKTa BIUIOTH [0
IIPOPBIBHBIX MHHOBAITMI, KOTJa BHEAPSETCS TO, 9TO A0 3TOTO HUKOIJIA HE
CyILECTBOBAJIO, MO3BOJIS KOMIIAHWH IIOJHATHCA OJHMM CKAYKOM Ha HO-
BBIN YPOBEHb.

KpeaTHBHOCTE OITHCHIBAIACH, KAK YTO-TO BBHIXO/SINEE 33 CYIIECTRYIOIINE
PaMKH [IPHBLEIYHOIO: OHA HE MPU3HAET IPAHUI] HU B 3HAHUAX, HA B TeX-
HOJIOTHAX, HU B YOEXKICHUAX, U T.A.

HHHOBAaLMY CYUTAIOTCS LE/IEHANPABICHHLIM BBEJeHHEM H BOTLTONICHH-
€M Ha NpakKTUKe HAEH, H3IENHH, yCIyr H TEXHOJIOTHIECKUX MPOLECCOB,
CTIPOEKTHPOBAHHAIX HA TO, 4TOOBI, B KOHEUHOM CU€Te, IPUHECTH BBII O/1y
OTIE/IBPHOMY JIKIY WIH TPYIIIe JIFOHCH.

X. Retell the text.

Text 6

I. Read and translate the text.

WOMEN’S ENTREPRENEURSHIP

The topic of women entrepreneurs has attracted a considerable amount

of academic attention in recent years. While it is now widely accepted that en-
trepreneurs, regardless of gender, share a number of common characteristics
such as drive, enthusiasm, commitment, creativity, problem-solving ability,
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and innovative flair, among others, the literature reports that women entrepre-
neurs also display some unique characteristics that distinguish them from
their male counterparts. Women are often described as being more customer
oriented in their enterprise dealings, applying “softer” management styles,
valuing the human capital and cultural aspects of their business, and placing
more importance on the quality of the product or service they provide.

The literature reports a range of reasons why women choose a career
in entrepreneurship. It has been suggested that women enter the entrepreneu-
rial arena because of a complex mix of constraints and opportunities, of ex-
ternal coercions and subjective aspirations. Regardless of the specific motiva-
tion, it would appear that, when it comes to setting up a business, women en-
trepreneurs are less motivated by profit than their male counterparts. For ex-
ample, it has been reported that most women who engage in new-venture
creation are driven by their pursuit of independence as well as a sense of self-
fulfillment and are in search of a work-life balance that suits their particular
personal and family situation. Self-employment is often viewed by women as
a more flexible working option when compared to traditional employment,
providing more free time and facilitating childcare responsibilities. However,
this is not always the case, as most entrepreneurs, regardless of gender, tend
to spend considerably more time getting their business off the ground than
they had originally anticipated. Furthermore, it has also been suggested that
women start a business because of restricted progression opportunities in the
workplace — the so-called “glass-ceiling” effect.

When compared to men, it would appear that most women enter self-
employment with less management experience and fewer financial assets and
are relatively under-resourced in terms of human capital. However, according
to the literature, today’s women entrepreneurs are now more highly educated
than in previous years, with many attaining degree-leve! qualifications in dis-
cipline areas that are directly relevant to their chosen business sector. Despite
this, women tend to lack management experience — often considered to be
critical to business success — and do not appear to have reached the same level
of seniority in their careers as men. Given the relative lack of women pursu-
ing further study in the science and technological disciplines, it is not entirely
surprising that there are fewer women starting businesses in these areas. It has
been noted that, in terms of new-venture creation, women tend to be more at-
tracted to the service sector, starting businesses in training and consultancy,
beauty, design, and a range of professional and therapeutic services. Others
start businesses in retail, fashion and clothing, arts and crafts, and the provi-
sion of creche facilities. Furthermore, women-led businesses have a tendency
to be small-scale ventures that are nongrowth oriented risk adverse, and un-
dercapitalized. Indeed, they have often been negatively categorized as “life-
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style’ or “typical women’s businesses.” However, research in the United
States by Langowitz (2001) has provided evidence that women are also set-
ting up and running “new economy” companies with highly successful ven-
tures in nontraditional sectors such as high tech and construction.

II1. Notes.

L.

2.
3.

9.

10.

entrepreneurship — IpeANpPUHUMATENBCTBO, IPEAIPHHIMATEILCKAS JIes-
TENHLHOCTh

innovative flair — u300peTaTeNEHOCTE, HOBATOPCKUH TalaHT

external coercions — o JaBjieHHEM BHENMTHINX OOCTOATENLCTB (BHEITHEH
cpexnsr)

subjective aspirations — JINYHBIC YCTPEMIICHHS, IMYHBIE SKEIaHHUA

a “glass-ceiling” effect — >hdexT «cTeknaHHOTO HOTONKa» (CHCTEMa
B3[JIZIOB B OOMIECTBE, COITIACHO KOTOPHIM KEHIINHEI HE MOJDKHEBI 3aHH-
MaTh PYKOBOJAMIME HOCTHI; IPENATCTBHC I NPOJBIIKEHUA IO CIyxkbe
B BBICUIMX 3IIEJIOHAX YIPABJIECHHA B CHIY BO3pacTa, I10J1a, paCOBOH IpH-
HAaJUIe)XHOCTH U T.JL.

to get business off the ground — ycnemso Hayats GusHec, 3aIyCTATE 6U3-
HeEc, CABUHYTH JIENI0 ¢ MEPTBO TOYKH, C MECTa

under-resourced in terms of human capital — HegOCTaTOYHBIE KaApOBEIE,
YeJIOBEYESCKHE WM TPYHOBBIC PECYPCHl; HMETh HEAOCTATOK B BHAC WIIH
KacaTeJIbHO TPYJOBBIX PECypPCOB

nongrowth oriented small-scale ventures — Menkue NpeAnpuATHA, He
OpPHEHTUPOBAHHBIE HA PacIIUPEHHE, POCT

risk adverse — HCKJTFOUAYOTIMI PUCKH, C MAJIOH JOJEH pUCKa
undercapitalized — uMeronIIi HeTOCTATOUYHEIH OOOPOTHBINH KamuTal, 06-
JI3JArOIMMHI HEOCTATOYHBIM KalTHTAJIOM

IT1. Which statement best expresses the main idea of the text? Why did
you eliminate the other choices?

1.

2.

Women start a business because of restricted progression opportunities in
the workplace — the so-called “glass-ceiling” effect.

The topic of women entrepreneurs has attracted a considerable amount of
academic attention in recent years.

Women are often described as being more customer oriented in their en-
terprise dealings, applying “softer” management styles, valuing the hu-
man capital and cultural aspects of their business, and placing more im-
portance on the quality of the product or service they provide.
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IV. Answer the following questions.

1.
2.

w

What qualities should entrepreneurs possess?

What characteristics make women entrepreneurs different from their
male counterparts?

What are the reasons that make women enter the entrepreneurial arena?
What is the difference between women’s and men’s educational and
work experience background? Do you agree with the author’s opinion
concerning this point?

“Glass-ceiling effect” is often explained by the same reasons as the divi-
sion into women and men’s teams in sport. Can such approach be justi-
fied in business? Explain why.

What successful women entrepreneurs in your country or abroad do you
know? Does their approach to business creation differ from that of
men’s? What is the difference?

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

1.

Some research work has been carried out testifying to the fact that
women start setting up businesses in nontraditional fields such as con-
struction and high technologies.

Men are usually driven by high profit when doing business.

Both men and women entrepreneurs should possess inventive power, re-
sponsibility, analytical skills and other qualities.

Women prefer “safe” business which can hardly bring them high profits.
Women as well as men are forced to spend more time and efforts to start
up business than it was expected.

Unfortunately in some societies women are not allowed to hold high po-
sitions.

Very often females face the problem to find such a job that would allow
them to balance the career and home life.

Quality of the goods or services provided is what women entrepreneurs
pay much attention to.

Practice shows that when starting their business careers women are often
driven not only by personal ambitions but also by the force of circum-
stances.

10. Women try to do their best to meet the requirements of the customers.
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VI. Understanding the passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T F
1.

2%

10.

Customer orientation is the most common characteristic of
male businessmen.

Women entrepreneurship has become one of the hot issues
for scientists and researchers recently.

Women are more vulnerable to various kinds of injustice
than their male counterparts.

Male bosses employ “soft” management styles in their work
because they are free of prejudices and make an emphasis
on proficiency.

Though highly educated women lack such important things
as sufficient financial assets when starting up businesses
now they attain many degree-level qualifications in disci-
pline areas that are directly relevant to their chosen business
sector.

One of the reasons why women quit their jobs and enter
business is the impossibility to progress up the career ladder
due all kinds of injustice.

What makes women to create business is to gain financial
and other kinds of independence as well as realize their po-
tential both as a worker and a mother.

Women prefer not to take risks in business and their busi-
ness is usually small scale.

Women traditionally set up ventures in service, childcare,
training and consultancy sectors.

It has become common practice when women reach the
same seniority level as men at their workplaces.

VII. Insert the missing words and translate the sentences (flexible, a

complex mix, crafts, ventures, distinguish, particular, categorized, créche

facilities, childcare responsibilities, topic, pursuit, arts, considerable,

small-scale, engage, furthermore, evidence).

1. The ... of women entrepreneurs has attracted a ... amount of academic
attention in recent years.
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Women entrepreneurs also display some unique characteristics that ...
them from their male counterparts.

Women traditionally start businesses in retail, fashion and clothing, ...
and ..., and the provision of ... ...

Most women who ... in new-venture creation are driven by their ... of
independence as well as a sense of self-fulfillment.

Self-employment is often viewed by women as a more ... working option
when compared to traditional employment, providing more free time and
facilitating ... ...

... , women-led businesses have a tendency to be ... ventures.

‘Women entrepreneurs are in search of a work-life balance that suits their
... personal and family situation.

However, recent research has provided ... that women are also setting up
and running “new economy” companies with highly successful ... in
nontraditional sectors such as high tech and construction.

Indeed, they have often been negatively ... as “lifestyle’ or “typical
women’s businesses.”

. Women enter the entrepreneurial arena because of ... ... of constraints

and opportunities.

VIIL Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

N bW =

relevant
creche
despite

a counterpart
constraint

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

DEm e

retail
external
to get business off the ground

- lack
- risk adverse

IX. Translate the sentences from Russian into English.

[MpeanpuHUMATENH AOJDKHEI 00IafaTh YyTHEM Ha HOBOE, H IMETH TBOD-
YECKYIO XUJIKY, HE3aBUCHMO OT I1071a.
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10.

XKeuupHaM OpUXOAWTCA HAXOAUTH OamaHC MeXAy Kapbepoil m JoMali-
HHUMU 0053aHHOCTAMU.

3aMeueHo, YTO MPHU OTKPHITUH CBOETO MPEANPHATHS KEHIMUHBI 061a1a-
FOT MEHBIIMMH (PUHAHCOBBIMH M TPYJOBEIMH PECYPCaMU 10 CPABHEHHIO
€ KOJIEraMu-My KIHHaMH.

OgHo# U3 MPHUYHH, {10 KOTOPOH >KEHIIHHEI OpocaioT paboTy M HAYUHAIOT
3aHUMATBCH [PEANPUHIMATENBCKON NeATenbHOCThIO sABmsAeTcs dddext
«CTEKISHHOTO MOTOJIKa». JIpYrHMMHU CIOBaMH, KEHIIHHAM He JAl0T moJ-
HATBCS BBEPX 10 KapbepHOM JIECTHMIE, HE JOMyCKas MX K BBICHIMM DY-
KOBOJSIIHM AOKHOCTSM.

B xeHcko# IpeAnpHHHMATEILCKON Cpelie 3aMeyeHa TeHJCHUMSA OTKpHI-
BaTh MEIKHEe MPEANPUATHSA, KOTOPbIE H3HAYAIbHO HE PACCYUTAHBI HA YK-
PYIIHEHHUE U Hony4eHne OOJIbIINX NPHOBLICH.

THUNHYHBIH OKEHCKHIHY» OH3HEC — 3TO MEIKOONTOBAas TOPTOBIIA, OKa3aHHe
KOHCYJITALIMOHHBIX M 00pa3oBaTeNbHBIX YCIYT, cepa obcmykuBaums
(CaIOHBI KPACOTHI), UCKYCCTBO M HAPOJIHBIH IPOMBICEIL.

Coo01aercs, 4T0 EHIMMHEI — IPeANPUHUMATENN JEMOHCTPHPYIOT YHH-
KanbHBIE KayecTBa B paboTe, KOTOpBIE OTIMHAIOT UX OT KOJUIET-MYKUHH:
JKeHILIMHBI GOJIbIIE OPHEHTHUPOBAHBI HA IJIHEHTA U CTABAT Ka4yeCTBO Mpe-
JIOCTaBJsIEMOT'0 TOBapa WIK YCIyTH Ha [IEpPBOE MECTO, a Takxe oHy GoJee
BEICOKO OLIEHHBAIOT YENOBEYECKHH KaluTal M yAENAIOT G0Nblie BHUMA-
HUs1 KyJIbTYPHOMY acCIIE€KTy.

CormacHO JaHHBIM, COBpPEMEHHBIE JXEHIIMHBI-NPEANPUHIMATENN Gomee
oOpa3oBaHbl, 9€M B mpenslaymue rofsl. IIpuuéM, MHOrHE >XCHIIMHEBI
HMEIOT KBATH(QUKAIMIO AUILIOMHPOBAaHHBIX CIIEHHUAIKCTOB B TeX ofiac-
TAX, KOTOpBIe COOTBETCTBYIOT HAIIPaBIIEHUIO UX OM3HECA.

JKeHINMHBI MPUXOAAT Ha MpPEAIPHHUMATENBCKYIO apeHy N0 MpHYHHE
JaBJEeHUA CO CTOPOHBI BHENIHEH cpeabl U K3-3a THYHBIX YCTPEMIICHHUH.
HesaBycuMO OT I0JIa, MpeINpHHUMATENM CKIOHHBI TPATHTh OOJbIIC
BpEMEHH Ha TO, YTOOBI CIBHHYTH JENO C MEPTBOI TOUKH.

X. Write an annotation (10s-s).

XI. Retell the text.
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Text 7
I. Read and translate the text.
TROUBLED TIMES FOR BENSON GROUP

When Benson announces its annual results on Wednesday, it is ex-
pected that the group’s profits will be around $6m. This will mean a drop of
some 25% compared with the previous year. Today, Benson's share price fell
to just under 78 in anticipation of the results. Two or three years ago, it will
be recalled, the share price stood at 108.

One of Benson’s biggest problems is that it lacks a clear image. Al-
though some well-off customers have stuck to Benson through thick and thin,
many others have moved on and now shop at Hi-Mark. These customers seem
to prefer Hi-Mark’s tasteful decor and high-priced, exclusive goods. Another
of Benson’s disadvantages is that its merchandise does not particularly appeal
to younger buyers. These prefer the self-service, down-market approach of
Levinson Brothers — Benson’s other main rival. Both Hi-Mark and Levinson
Brothers are profitable organisations. Hi-Mark’s strategy is, essentially, to
maintain good profit margins on all its merchandise. Levinson Brothers, on
the other hand, aim for high volume and lower margins. All three organiza-
tions — Benson, Hi-Mark and Levinson Brothers — face a common problem.
They are all aware of the threat coming from the new multiple stores - retail-
ers like Klassic, Marginal and Clique. These are “muscling in” on the other
groups' traditional markets of clothing, home decoration and food. The new
multiples have been very successful at attracting to their stores fashion-
conscious customers, both young and old. They seem to have the knack or of-
fering exciting, stylish goods at prices people can afford.

Rising costs have been the main cause of Benson’s low profits. Stock
levels tend to be high, but very often goods are not available when required
by customers. At present, goods are kept in warehouses at each store. Benson
is considering changing this system. It may build one or two huge distribution
centers which will supply all the stores. This could be a less costly way of or-
ganising its warehousing facilities. In addition, it has been suggested recently
that service at Benson’s stores is not what it used to be. It is believed, also,
that staff turnover and absenteeism is too high.

Unless Benson’s management takes action soon to revive the group’s
fortunes, it would seem that the outlook for the organisation is bleak.
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I1. Notes.

S G O (oLl =

in anticipation of the results — B oxxnpanum pe3ynsTaToB

to appeal younger buyers — npuBnexarhb A1 MONOJBIX IOKYIIaTeNeH
to prefer the self — service — npeamoanTaTh CaMOOOCITYKIBaHHUE

to maintain good profit — mogepKUBaTh XOPOLLYIO NPUOBLIL

to have the knack — cTpemienre monyyuTs IPUBBIYHOE

market approach — pEIHOYHEIH TOAXO

through thick and thin — B mo60oM cnyyae

I11. Which statement best expresses the main idea of the text? Why did
you eliminate the other choices?

I,
2.

L]

O ok

One of Benson’s biggest problems is that it lacks a clear image.
Hi-Mark’s strategy is, essentially, to maintain good profit margins on all
its merchandise. Levinson Brothers, on the other hand, aim for high vol-
ume and lower margins.

All three organizations — Benson, Hi-Mark and Levinson Brothers — face
a common problem.

V. Answer the following questions.

What is one of Benson’s biggest problems?

Why do customers prefer to buy goods in Hi-Mark and Levinson Brothers?
What is the strategy of Hi-Mark?

What do Levinson Brothers aim at?

What is the main cause of Benson’s low profits?

What must Benson do to revive its outlook?

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

I
2.

3.

One of Benson’s biggest problems is that it lacks a clear image.

Although some well-off customers have stuck to Benson through thick
and thin, many others have moved on and now shop in Hi-Mark.

These customers seem to prefer Hi-Mark’s tasteful decor and high-
priced, exclusive goods.

Another of Benson’s disadvantages is that its merchandise does not par-
ticularly appeal to younger buyers.

These prefer the self-service, down-market approach of Levinson Broth-
ers — Benson’s other main rival.

Both Hi-Mark and Levinson Brothers are profitable organizations.
Hi-Mark’s strategy is, essentially, to maintain good profit margins on all
its merchandise.
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8. Levinson Brothers, on the other hand, aim for high volume and lower

margins.

9. All three organizations — Benson, Hi-Mark and Levinson Brothers — face
a common problem.

10. They are all aware of the threat coming from the new multiple stores —
retailers like Klassic, Marginal and Clique.

VI. Understanding the passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T F
1.
2.

o »

10.

Benson’s biggest problem is that it shows a clear image.
Customers seem to prefer Hi-Mark’s tasteful decor and
high-priced exclusive goods.

Another of Benson’s disadvantages is that its merchandise
particularly appeals to younger buyers.

Younger buyers don’t prefer the self-service, down-market
approach of Levinson Brothers.

Levinson Brothers are not Benson’s main rival.

Benson and Hi-Mark are profitable organizations.

Levinson Brother’s strategy is to maintain good profit mar-
gins on all its merchandise.

Benson, Hi-Mark and Levinson Brothers organizations face
a common problem.

The new multiples have been very successful at attracting
to their stores fashion -conscious customers.

Benson, Hi-Mark and Levinson Brothers are aware of the
threat coming from the new multiple stores — retailers like
Klassic, Marginal and Clique.

VII. Insert the missing words and translate the sentences (on the other
hand, the knack or offering exciting, compared with, this could be, staff
turnover and absenteeism, all three organizations, have been very suc-
cessful, down-market, through thick and thin, tend to be high).

1. This will mean a drop of some 25% ... the previous year.

2. Although some well-off customers have stuck to Benson ..., many others

have moved on and now shop in Hi-Mark.
3. These prefer self-service, ... approach of Levinson Brothers — Benson’s

other rival.
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Levinson Brothers, ... aim for high volume and lower margins.... Ben-
son, Hi-Mark and Levinson Brothers — face a common problem.

The new multiples ... at attracting to their stores fashion — conscious cus-
tomers, both young and all.

They seem to have ..., stylish goods at prices people can afford.

Stock levels ..., but very often goods are not available when required by
customers.

... a less costly way of organizing its warehousing facilities.

It is believed, also, that ... is too high.

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Al

damage
rise

stock
competitor
buyer

Now refer back to the text and find antonyms (i.e. words with a opposite
meaning) for the following words.

ARl s B

\Y%
1.

Sl

A

7.
8.
9

old

loss

thin
various
preference

II1. Translate the sentences from Russian into English.

Ipennonaranoce, 9T0 NpUOHUIs OpraHu3anuyu beHCOH cocTaBHT 6 MUI-
JHOHOB [0JIIapOB.

JlBa uim TpH rozia Ha3aj eHa akuuy coctasmana 10 gonnapos.

Opnna u3 KpynHeHux npodneM opraHu3aliyd beHCOH — OTCYTCTBHE fC-
HOH KapTHHEL

O6e oprauuzauuu Xaii — Mapk un JlesuHCOH Bposepc — npHOEUTBHEIE.
[Mepen Bcemu TpeMs OpraHU3ALHAME BO3HHKIIA 0011as npobiema.
[IpesbiitieHne [EH ABIAETCS IMTABHOM NPUYMHOM HU3KOH NpubELIH Opra-
HHu3aud beHCoH.

ToBapsl XpaHATCA Ha CKJIa/jiax.

Opranusanys bercoH HaMepeHa H3MEHHTh OTY CHCTEMY.

Bo3MOKHO GyJeT CTPOUTENLCTBO OJHOTO H3 JBYX OTPOMHBIX pacmpene-
JIUTENBHBIX HEHTPa, KOTOPHIE 6YIyT CHAa0KaTh BCE PHIHKH.

10. 3ro Gyzer MeHee Joporoi cnocod opraHu3alyy CKIaICKUX NOMEHICHHH.
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X. Make up a plan to the text.
XI. Write an annotation (10s-s)
XII. Retell the text.
Text 8
I. Read and translate the text.
DECISION MAKING

In carrying out management functions, such as planning, organising,
motivating and controlling, a manager will be continually making decisions.
Decision-making is a key management responsibility.

Some decisions are of the routine kind. They are decisions which are
made fairly quickly, and are based on judgment. Because a manager is ex-
perienced, he knows what to do in certain situations. He does not have to
think too much before taking action. The manager does not have to gather a
great deal of additional information before making the decision.

Other decisions are often intuitive ones. They are not really rational.
The manager may have a hunch or a gut feeling that a certain course of action
is the right one. Thus, when looking for an agent in an overseas market, a
sales manager may have several companies to choose from. However, he may
go for one organisation simply because he feels it would be the most suitable
agent. Such a decision is based on hunch, rather than rational thought.

Many decisions are more difficult to make since they involve problem
— solving. Very often, they are strategic decisions involving major courses of
action which will affect the future direction of the enterprise. To make good
decisions, the manager should be able to select, rationally, a course of action.
In practice, decisions are usually made in circumstances which are not ideal.
They must be made quickly, with insufficient information.

The manager has to collect facts and weigh up courses of action. He
must be systematic in dealing with the problem. A useful approach to this sort
of decision-making is as follows: the process consists of four phases: i) defin-
ing the problem; ii) analysing and collecting information; iii) wotrking out op-
tions and iv) deciding on the best solution.

As a first step, the manager must identify and define the problem. And
it is important that he does not mistake the symptoms of a problem for the real
problem he must solve. Consider the case of a department store which finds
that profits are falling and sales decreasing rapidly. The falling profits and
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sales are symptoms of a problem. The manager must ask himself what the
store’s real problem is. Does the store have the wrong image? Is it selling the
wrong goods? Or the right goods at the wrong prices?

At this early stage, the manager must also take into account the rules
and principles of the company which may affect the final decision.

The second step is to analyze the problem and decide what additional
information is necessary before a decision can be taken. However, as already
mentioned, the manager will rarely have all the knowledge he needs. This is
one reason why making decisions involves a degree of risk. It is the man-
ager’s job to minimize that risk.

Before making a decision, the manager will carefully assess the op-
tions, considering the advantages and disadvantages of each one. Having done
this, he will have to take a decision. Perhaps he will compromise, using more
than one option. Thus, the manager of the department store may solve his
problem by making changes in the product range, increasing advertising and
improving the interior of the store.

II. Notes.

1. carrying out management functions — BemoONHeHHe GYHKIMIA ynpasiae-
HUS

2. a great deal of additional information — MHoro JonONHMTENLHONK HHBOP-
Maruu

3. decision is based on hunch — penteHue, ocHOBaHHOE Ha AOrajKe

4. insufficient information — HeOCTaTOYHAS HHPOPMATHA

5. considering the advantages and disadvantages of each one — paccmarpu-
Bas NIPEUMYILIECTBA U HEAOCTATKU KaXJIOTO

6. to assess the options — naBaTh OIEHKY BEIOOpa

III. Which statement best expresses the main idea of the text? Why did

you eliminate the other choices?

1. In carrying out management functions, such as planning, organising, mo-
tivating and controlling, a manager will be continually making decisions.

2. A useful approach to this sort of decision-making is as follows: the proc-
ess consists of four phases.

3. Before making a decision, the manager will carefully assess the options,
considering the advantages and disadvantages of each one.

IV. Answer the following questions.

1. What phases does decision-making process consist of?
2.  Who knows what to do in a certain situation?

3.  Why are most of the decisions more difficult to make?
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4. What kinds of problems are existed in the decision-making?

5.
6.

Why is it important that he does not mistake the symptoms of a problem?
What will a manager do before making a decision?

V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

1

L8R

a

/2
8.
9.

In carrying out management functions, such as planning, organising, mo-
tivating and controlling, a manager will be continually making decisions.

Decision-making is a key management responsibility.

Some decisions are of the routine kind.

Other decisions are often intuitive ones.

Once the problem has been defined and the facts collected the manager
should consider the options available for solving it.

Before making a decision, the manager will carefully assess the options,
considering the advantages and disadvantages of each one.

Having done this, he will have to take a decision.

Perhaps he will compromise, using more than one option.

However, as already mentioned, the manager will rarely have all the
knowledge he needs.

10. This is one reason why making decisions involves a degree of risk.
11. It is the manager’s job to minimize that risk.

VL Understanding the passage.

Decide whether the following statements are true or false (T/F) or there is
no information by referring to the text. Then make the necessary changes
so that the false statements become true.

T

F

1. Decisions are of the routine kind are made fairly quickly,
and are based on judgment.

2. The falling profits and sales are symptoms of a problem.

3. As a first step, the manager must identify and define the
problem.

4. The manager has to collect facts and weigh up courses of
action.

5. A useful approach to this sort of decision-making is as fol-
lows: the process consists of two phases.

6. The second step is to analyze the problem and decide what
additional information is necessary before a decision can be
taken.
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7. Once the problem has been defined and the facts collected
the manager should consider the options available for solv-
ing it.

8. Before making a decision, the manager will carefully assess
the options, considering the advantages and disadvantages
of each one.

9. A number of actions might be impossible to change the im-
age.

10. The manager of the department store may solve his prob-
lems by making changes in staff, decreasing advertising.

VII. Insert the missing words and translate the sentences (intuitive, solv-
ing, courses, identify; define, policies, real problem, rules; principles, ma-
jor courses, symptoms, minimize).

1
2%

3t
4.
5

9.
10.

Other decisions are often ... ones.
Many decisions are more difficult to make since they involve problem

The manager has to collect facts and weigh up ... of action.

As a first step, the manager must ... and ... the problem.

Rules and ... like these act as constraints; limiting the action of the deci-
sion-taker.

The manager must ask himself what the store’s ... is.

At this early stage, the manager must also take into account the ... and ...
of the company which may aftect the final decision.

Very often, they are strategic decisions involving ... of action which will
affect the future direction of the enterprise.

The falling profits and sales are ... of a problem.

This is one reason why making decisions involves a degree of risk. It is
the manager’s job to ... that risk.

VIII. Refer back to the text and find synonyms for the following words.

S e o AN s

routine
to gather
to solve
symptom
interior

Now refer back to the text and find antonyms for the following words.

14
2.

real
profit
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3. rational
4. quickly
5. carefully

IX. Translate the sentences from Russian into English.

1. Menemkep 10KEeH cOOUpaTh GaKTH U yPaBHUBATH KypPChl JEHACTBUS.

2. MeHempKep JODKEH palHoHaIBHO BRIOUPATH KypC JAeHCTBUA.

3. BaxHO He nyTaTh IPU3HAKH NPOOIEMBI C pealsHON MpobaeMoit.

4. HyxHo mpoaHaau3sHUpoBaTh MpoOIeMy, U PEIIMTh KaKas, HMEHHO JOIOJI-
HuTeNbHas uHdopManui HeoOXoMma.

5. PaGora MeHemxepa 3ak/II04aeTcs B TOM, YTOObI MHHIMHU3HPOBATh PHCK.

6. Tlepen npuHATHEM pEeINEHHS MEHEDKEP TIIATEIFHO OLEHUT BCE BapMaH-

TBI, PACCMATPHUBAA IPEUMYILECTBA M HEAOCTATKU KaXIOTO.

7. Koraa npobnema onpenenena u cobpansl Bee GaKThl, MEHEKED JODKEH
paccMOTpPETh BapHUaHThI pEMICHUs MpOOIEMBL.

8. Bo3MOXHO, B MarasuHe MPOJAIOT TOBAaphl, HE MONB3YIOIUECS CIPOCOM
II0 BEICOKHM LIEHaM.

9. CymecTByeT IPEANONOKEHNE, IT0 CyNepMapKeT BeET HEIPaBUILHYIO
PEKIaMHYIO IIOJIUTHKY. “

10. Ha paHHeﬁ CTaAuM MCHCIKED JAOJDKEH TakKe IIPHUHATE BO BHYIMAHME
IIpaBWiia ¥ MIPUHIIMIILI KOMIIAaHHH.

X. Make up a plan to the text.
XI. Write a summary (20s-s)

XII. Retell the text.

Text 10
I. Read and translate the text.
SOCIAL RESPONSIBILITY
Thirty or so years ago, discussions of social responsibility were of
three types: firstly, how businessmen should behave in their work. Secondly,
people discussed the social responsibility of business towards its employees.

They were interested in how organisations could improve the working condi-
tions of their employees. Finally, social responsibility included the idea that
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business people should contribute to cultural activities, they had to take an ac-
tive part in the life of their community.

These days, there is a new approach to social responsibility it says that
a business should try to meet the needs and interests of society and helps to
solve the problems of society. Businesses are expected to show social respon-
sibility in all kinds of ways. They are urged to provide safer products; to pro-
tect and respect the environment; to hire more people from minority groups;
to offer work opportunities to unemployed youngsters; to oppose racial dis-
crimination and at all times to behave with integrity. The list is endless.

The new concept of social responsibility means that businesses and
business people must deal honestly with their employees, and with the outside
world.

A lot of business people agree with the “wider” concept of social re-
sponsibility, it’s about that businesses should help to solve social problems —
even if their businesses did not create them and even if the social actions do
not bring profits.

There are, nevertheless, some famous people who are against the new
approach. One of these is Milton Friedman, an American economist who won
the Nobel Prize for Economics in 1976. Milton Friedman believes that busi-
ness must only “use its resources and energy in activities designed to increase
its profits as long as it stays within the rules of the game ... and engages in
open and free competition, without deception and fraud.” Friedman says that
a business’s social responsibility is “to make as much money for its share-
holders as possible”. Another famous person, Jan MacGregor has been chief
executive of large organisations like British Steel and the National Coal
Board. He says that a business’s first priority is to create wealth. But many
companies, he believes, have a concept of social responsibility which distracts
them from this task.

Of course, by showing social responsibility, the company may well
benefit in the long run, but businesses have to bear that cost often by raising
prices, lowering wages or having less profit.

II. Notes.

1. discussions of social responsibility — o6cyIeHUs cOLEATEHON OTBETCT-
BEHHOCTH

2. new approach to social responsibility — HOBEII IOAXON K COLUANBHOM
OTBETCTBEHHOCTH

(O3]

someone be urged to provide safer products — obecnieaurs 6omee Ge30-
[IACHBIMH LIPOLYKTaMU

4. to offer work opportunities to unemployed youngsters — IpeanoXxurs Ba-
pHaHTHl PaboThl A1 Ge3paboTHOM MOTOREKH
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kg Caling L e

V.
ing
L
2

to win the Nobel Prize for Economics — nmosxyuurs HoGenenckyio pe-
MHFO 110 3KOHOMHKE
without deception and fraud — 6e3 o6mMana n MOIICHHUYECTBA

Which statement best expresses the main idea of the text?

The new approach to social responsibility says that a business should try
to meet the needs and interests of society and help solve the problems of
society.

The “wider” concept of social responsibility, it’s about that businesses
should help to solve social problems — even if their businesses did not
create them.

But some famous people as Milton Friedman, Ian MacGregor and others
are against the new approach, and they believe that business must only
increase its profits.

. Answer the following questions.

What was the first type of social responsibility thirty or so years ago?
Can you list the new approaches to social responsibility?

How must business people behave with their employees?

What did Milton Friedman say?

What is the main businessman’s aim judging by [an MacGregor’s words?
Do businessmen have less or more profit in the long run? Why?

Locating information. Find the passage in the text where the follow-
ideas are expressed. Give the line references.

There are three types in discussions of social responsibility.

These days, there is a new approach to social responsibility it says that a
business should try to meet the needs and interests of society and help
solve the problems of society.

Businesses are expected to show social responsibility in all kinds of
ways.

But there are, nevertheless, some famous people who are against the new
approach.

One of these is Milton Friedman, an American economist, who won the
Nobel Prize for Economics in 1976.

Milton Friedman believes that business must only “use its resources and
energy in activities designed to increase its profits as long as it stays
within the rules of the game ... and engages in open and free competition,
without deception and fraud.

Friedman says that a business’s social responsibility is “to make as much
money for its shareholders as possible”.
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VI

Another famous person, lan MacGregor has been chief executive of large
organisations like British Steel and the National Coal Board.

He says that a business’s first priority is to create wealth.

But many companies, he believes, have a concept of social responsibility
which distracts them from this task.

Decide whether the following statements are true or false (T/F) or

there is no information by referring to the text. Then make the necessary
changes so that the false statements become true.

T

F

1. These days discussions of social responsibility are of three
types: one of it is how businessmen should behave in their
work.

2. These days, there is a new approach to social responsibility
it says that a business should try to meet the needs and in-
terests of society and helps solve the problems of society.

3. Businesses are expected to show cultural responsibility in
all kinds of ways. $

4. Businessmen are not urged to provide safer products; to
protect, and respect the environment; to hire more people
from minority groups; to find work opportunities to unem-
ployed youngsters; to oppose racial discrimination and at all
times to behave with integrity.

5. The new concept of social responsibility means that busi-
nesses and business people must deal honestly with their
employees, and with the outside world.

Sometimes even the social actions do not bring profits.

Ian MacGregor is an American economist who won the

Nobel Prize for Economics in 1976.

8. Milton Friedman says that a business’s first priority is to
use wealth.

9. Ian MacGregor has been chief executive of large organisa-
tions like British Steel and the National Coal Board.

10. Of course, by showing social responsibility, the company
may well benefit in the long run, rising wages or having
more profit.

e

VIL. Insert the missing words and translate the sentences (responsibility, pri-
ority, business people, new approach, expected to show, company, business,
American economist, community, interests, opportunities).

1.

People discussed the social ... of business towards its employees.
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i
8.
9
1

0.

They had to take an active part in the life of their....

There is a new approach to social responsibility it says that a ... should
try to meet the needs and ... of society and help solve the problems of so-
ciety. '
Businesses are ... social responsibility in all kinds of ways.

They must offer work ... to unemployed youngsters.

A lot of business people agree with the “wider” concept of social respon-
sibility.

Some famous people are against the....

Milton Friedman, an ... who won the Nobel Prize for Economics in 1976.
Tan MacGregor says that a business’s first ... is to create wealth.

By showing social responsibility, the ... may well benefit in the long run.

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Rl el S e

amenability
to consider
difficulty
goods
income

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

e S Ie

IX.
Is

rest

to exclude
to hide
danger
unemployed

Translate the sentences from Russian into English.

[MpubnusuTensHO TPUALATS JIET Has3ad oOCYXIECHUS COLMANLHOH OTBET-
CTBEHHOCTH HPOXOIUIM TPEMS CrIocobamu.

PaGorogarenu ObLIM 3aMHTEPECOBAHBI TEM, KdK OpPraHHM3al[d MOTIIH
YIYYIOUT YCIOBUS TPYa UX CITy’KaluX.

Kak mpenmonaraercs, QupMbl MOKaXyT COLUATILHYIO OTBETCTBEHHOCTH
BO Bcex ee Gopmax.

OHu JomkHH obecmeyuBats Gonee 6€30MaCHBIMM IPOIYKTAMH; 3alllu-
[HATh ¥ YBAXKATh OKPYIKAIOIYIO CPEAY.
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5. HoBoe MOHSATHE CONMUANLHOM OTBETCTBEHHOCTH O3HA4YaeT, YTO QUPMBI U
OU3HECMEHBI JIOJDKHBI BECTH ce0si WEeCTHO CO CBOMMHE CIYKAIUMH, H C
BHEIHUM MUPOM.

6. @upMEBI TOIKHEI IOMOTATh PEIIATh COIMATLHBIS TPOOIEMB! — IaXe ecTIu
OHM HE CO3/IaBallil UX.

7. OpHaKo ecTh HEKOTOPbIE H3BECTHBIE MOAN, KOTOPbIe BEICTYNAIOT HIPOTHB
HOBOTO TOJXO0JIA.

8. ®puaMaH rOBOPHUT, YTO COLMAIbHAS OTBETCTBEHHOCTH OW3HECa COCTOMUT
B TOM, YTOOBI 3apaboTaTh KaKk MOXKHO OOIIbIE JEHET.

9. S Maxkrpsrop roBOpuUT, 4TO M3HAYAIbHO OU3HEC NOIDKEH cOo3laBarh 6o-
rarcTBo.

10. JloxasblBas COIMAIbHYIO OTBETCTBEHHOCTb, KOMIIAHWUS MOXET WU3BIEUb
XOPOLIYIO BBHIFOAY, B KOHEYHOM CUETE.

X. Retell the text.

Text 11
1. Read and translate the text.

MANAGEMENT IN MULTINATIONALS

Many experts believe multinationals do not indicate the size and scale
of the multinational activities. To be a “true” multinational, they say, an or-
ganization should operate in at least six countries and have no less than 20%
of its sales or assets in those countries. In addition, they should have a “global
perspective”.

The size and international organization of some multinationals is im-
pressive. The larger enterprises, like IBM, British Petroleum and Mobil Oil,
have subsidiaries in sixty to eighty countries. Some, like Heinz, Singer and
Exxon, get more than half their profits from overseas business.

Because of their global approach, multinationals often make decisions
which are against the interests of their host countries. They may decide, for
example, to close down their plant in Country A because they wish to concen-
trate production in Country B. Obviously, this will be an unpopular decision
in Country A. The government of that country will probably put pressure on
the multinational to change its mind. Multinationals are criticized by foreign
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governments for other reasons. The interests of multinationals and foreign
governments frequently clash.

Managers working abroad need various skills. Clearly, it is a great ad-
vantage if they know the language of the country they are working in. But this
is not the most important requirement. A recent study has shown that they
need, above all, these qualities: human relations skills, an understanding of
the other culture and the ability to adapt.

Human relations skills are vital because, to be effective, the manager
must persuade local staff to cooperate with him.

Differences in culture are important when a manager is negotiating in a
foreign country. For instance, many Europeans and Americans like to get to the
point quickly when negotiating. This is not so in some countries, like Brazil,
where people prefer to beat around the bush more. They take their time, trying to
create a relationship of trust. In such countries, the European or American man-
ager must be patient, or else he will come away from a deal empty-handed.

Finally, those working abroad must remember that a deal is not always a
deal. In some countries, a person may say “yes” to a proposal simply to be polite,
or agreeable. Even written contracts, in some areas, may not be worth much.

II. Notes.
1. management in multinationals — yrpapneHue B TpaHCHAOHANLHBIX KOP-
IOparyax

2. get more than half their profits from overseas business — rosy4ats 6onpie
TIOJIOBUHEI TIPUOBUTH OT OM3HECa H3-3a IPAHHULIBI

3. human relations skills — HaBBIKH Ye/IOBEUECKUX OTHOIIEHUH

4. to prefer to beat around the bush — npeanounTaTs XOZUTE BOKPYT [a OKONO

5. to come away from a deal empty-handed — y¥TH 6e3 3axmouenHo# crenxu

II1. Which statement best expresses the main idea of the text?

1. Multinationals should operate in at least six countries, have no less than
20% of its sales or assets and have a “global perspective”.

2. Multinationals often make decisions which are against the interests of
their host countries.

3. The main great advantage of managers working abroad needs various
skills, especially, human relations skills, an understanding of the other
culture and the ability to adapt.

IV. Answer the following questions.
1. What do many experts think about multinationals?
2. What can you say about IBM, British Petroleum and Mobil Oil?
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3.  Who can decide, for example, to close down their plant in a country?

4. Do the interests of multinationals and foreign governments frequently
clash or don’t they?

5.  What main trait must managers have working abroad?

6. What must a manager remember working abroad?

V. Locating information. Find the passage in the text where the following

ideas are expressed. Give the line references.

1. The multinational organization should operate in at least six countries
and have no less than 20% of its sales or assets in those countries.

2. Inaddition, the multinational should have a “global perspective”.

3. The government of that country will probably put pressure on the multi-
national to change its mind.

4. The interests of multinationals and foreign governments frequently clash.

Managers working abroad need various skills.

6. A recent study has shown that they need, above all, these qualities: hu-
man relations skills, an understanding of the other culture and the ability
to adapt.

7. Human relations skills are vital because, to be effective, the manager
must persuade local staff to cooperate with him.

8. Differences in culture are important when a manager is negotiating in a
foreign country.

9. In some countries, a person may say “‘yes” to a proposal simply to be po-
lite, or agreeable.

10. Even written contracts, in some areas, may not be worth much.

9,1

VI. Decide whether the following statements are true or false (T/F) x
there is no information by referring to the text. Then make the necessary
changes so that the false statements become true.
T F
1. Many experts believe that multinationals do not indicate the
size and scale of the multinational’s activities.
2. The size and international organization of some multina-
tionals is insignificant.
3. Multinationals often make decisions which are against the
interests of foreign countries.
4. Multinationals are criticized by foreign governments for
only one reason.
Managers working abroad need various skills.
The language of the country managers are working in is the
most important requirement.
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7. Differences in culture are important when a manager is ne-
gotiating in a foreign country.

8. England is the country where people prefer to beat around
the bush more.

9. The European or American manager must be patient.

10. Written contracts, in some areas, always are worth much.

VIL. Insert the missing words and translate the sentences (finally, lan-
guage, contracts, important, obviously, clearly, to create, international,
relations skills, profits, multinationals).

1.
75
3
4,
5
6.

i/

8.
9.

The size and ... organization of some multinationals is impressive.
Some enterprises like Heinz, Singer and Exxon, get more half their ...
from overseas business.
..., this will be an unpopular decision in Country A.
... are criticized by foreign governments for other reasons.

.., it is a great advantage if they know the ... of the country they are
working in.
Human ... are vital because, to be effective, the manager must persuade
local staff to cooperate with him.
Differences in culture are ... when a manager is negotiating in a foreign
country.
They take their time, trying ... a relationship of trust.
... those working abroad must remember that a deal is not always a deal.

10. Even written ..., in some areas, may not be worth much.

VIIL Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

MR WN -

to show
company
revenue
settlement
significant

Now refer back to the text and find antonyms (i.e. words with an opposite
meaning) for the following words.

NAWLN -

local

to hide

few
unemployed
similarity
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IX. Translate the sentences from Russian into English.

1. Kpowme Toro, y ynpaBieHHs JOIDKHA OBITh «ITT06GaNbHas IEPCIIEKTUBAY.

2. OueBugHO, 3T0 OyIeT HETTOMYIAPHBIM PELICHHEM.

3. TpaHcHaIMOHANBHBIE KOPHOpPAIMH KPHUTHKYIOTCS WHOCTPaHHBIMH IIpa-
BUTENBCTBAMH 10 APYTHM IIPHYMHAM,

4. UHTepecH TpaHCHAIMOHAIBHHIX KOPIOPAIMHA ¥ HWHOCTPAHHBIX IPaBH-~
TENBCTB YaCTO COBIANAIOT.

5. Menemxepsl, paboTarolIHe 3a TPAHHIEH, HyX/Iar0TCA B Pa3/IUHBIX HaBbIKaX.

6. HenapHee HccllefOBaHUE MIOKA3a0, YTO MEHEIDKEPH! HYKAAKOTCS, TIPEXK-
Jle BCCTO, B HABBIKAX YEJIOBEYECKMX OTHOLICHWI, MOHMMAaHWH Apyron
KyJBTYPH!I U CIIOCOGHOCTH aIaNTHPOBATHCS,

7. Menemxkep D0KEH YOIUTh MECTHBIN IITAT COTPYAHUYATE C HUM.

8. M=Horum eBponeiiiaM W aMepuKaHIaM HPaBUTCS AOOMpareCsi OO CYTH
nena ObICTPO, BEAS NepeTOBOPEL.

9. W eppomeiickuii U aMepHKAaHCKUIl MeHeIDKep NOMKEH OBITh TEPIEINBEIM,
WM MHa4€e OH YHIET HECOJOHO XJieOaBii.

10. Jlaxxe HamucaHHEBIE JOTOBOPHI, B HEKOTOPBIX CTpaHaX, BO3MOXHO, HUYETO
HE CTOAT. ;

X. Make up a plan to the text.

XI. Retell the text.

Text 12
I. Read and translate the text.

TOP MANAGEMENT - PLANNING AND STRATEGY

The top management of a company has certain unique responsibilities.
One of their key tasks is to make major decisions affecting the future of the
organization. These strategic decisions determine where the company is going
and how it will get there. For example, top managers must decide which mar-
kets to enter, whether new products will be developed within the organization
or acquired by buying other companies. Such decisions shape a.company’s
future.

Before doing any kind of strategic planning, the management must be
sure of proper deciding what is the mission and purpose of their business.
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They also need to decide what it should be in the future. Deciding the mission
and purpose is the foundation of any planning exercise.

Two examples will make this point clear — Marks and Spencer, the
American biggest and successful retailers in the world, and the other, Michael
Marks, the British first establisher of penny bazaar in 1884, in Leeds, Eng-
land. Ten years later there were nine market stores and Marks had taken into
partnership Tom Spencer, the cashier of his suppliers, then they became a
public company in 1926.At that point, they could have rested on their laurels.
Their later success was founded on developing idea of Marks and Spencer’s
mission and purpose. They decide that the company was in business to pro-
vide goods of excellent quality, at responsible prices, to customers from
working and middle classes. Providing value for money was their mission and
purpose. One of the strategies they used was to concentrate on selling cloth-
ing and textiles. Later on, food products were added as a major line of busi-
ness.

The second example concerns the head of American Telephone and
Telegraph Company, Theodore Vail, who decided on their mission some
sixty or so years ago. Their mission and purpose was giving efficient interna-
tional communication services to customers. This became the overall objec-
tive of the company, and has remained so ever since.

Having decided on its mission and purpose, an organization will have
worked out certain more specific objectives. For example, a car company may
have the objective of producing and marketing new models of cars in the me-
dium-price range.

But, before deciding strategies, the planners have to look at company’s
present performance, and at any external factors which might affect its future.
To do this, it carries out an analysis, called a SWOT analysis (strengths,
weakness, opportunities and threats). First, the organization examines its cur-
rent performance, assessing strengths and weakness. For example, a depart-
ment store chain may have branches in good locations, but sales revenue may
be low — a weakness. The longer goods of company turn into ready money;
the lower is its weakness (liquidity). Second, the company looks at external
factors, from the point of view of opportunities and threats. It also examines
the activities of competitors. The department store chain, for example, may
see the opportunity to increase profits by providing financial services to cus-
tomers. On the other hand, increasing competition may be a threat to its very
existence.
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Having completed the SWOT analysis, the company can now evaluate

its objectives and work out new ones. They will ask themselves questions
such as: Are we producing the right products? What growth rate should we
aim at in next S years? Which new markets should we break into?

The remaining task is to develop appropriate strategies to achieve the

objectives. The organization decides what actions it will take and how it will
provide the resources to support those actions. Company planning and strate-
gic decision-making are key activities of top management.

II. Notes.

1%
2.
3.
4

5:

to rest on one’s laurels — mounBaTh Ha NMaBpax

to decide on the mission and purpose — BLIOHpaTh 3agady U LeNb

to work out objectives — pazpabaTeIBaTh LEH

to look at company’s present performance — OLEHHTE TeKyIiee COCTOS-
HHE KOMOaHHH

to look at external factors — cMOTpeTE Ha BHEITHHE (aKTOPEHI

IT1. Which statement best expresses the main idea of the text?

1.

2

3.

One of the top management key tasks is to make major decisions affect-
ing the future of the organization.

Before doing any kind of strategic planning, the management must be
sure of what is the mission and purpose of the company.

But before deciding strategies, the planners have to look at company’s
present performance, and at any external factors which might affect its
future.

IV. Answer the following questions.

1.

How do you think it is important to plan actions and strategic decision-
making for company? If you think so, why? If you don’t think so, explain
your answer.

What does the mission and purpose of the company mean?

Does the company’s present performance depend on external factors?
What?

What will happen if the goods of company turn into ready money for a
long time?

What was the mission and purpose of Marks and Spencer’s public com-
pany?

Can you decode the SWOT analysis?
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V. Locating information. Find the passage in the text where the following
ideas are expressed. Give the line references.

Nk W

@ N

9.

10.

Marks and Spenser could have rested on their laurels.

Food products were added as a main line of business

They developed a clear idea of problem and target.

One of the strategies they used was to focus on selling dress and goods.
They decided on their mission most part of the century ago.

Main task is to develop appropriate strategies to accomplish the objec-
tives.

The planners have to look at the company’s present performance.

Top managers have to permit which market to choose, whether new
goods will be produced by themselves or acquired by purchasing other
companies.

Occurrence of trading network has a prominent role for getting profits.
Marks and Spenser centered their mission on increasing quality of goods
and reduction of prices.

VI. Decide whether the following statements are true or false (T/F) or
there is no information by referring to the text. Then make the necessary
changes so that the false statements become true.

T

F

1. The top management of a company’s responsibility is salary
payment.

2. First, planners have to decide strategies before looking at
company’s present performance.

3. SWOT analyses are necessity for deciding strategies.

4. Theodore Vail was the first who developed a clear idea of
mission and purpose in business.

5. Company’s purpose is to indicate the strategic management
to achieve its objectives.

6. Food products were a major line of business of Marks and
Spencer’s company.

7. Top managers must decide which cafe to go at somebody’s
birthday and how to celebrate it.

8. The success of Marks and Spencer was founded on repair-

ing cars.

9. Increasing competition may be good news to company’s ex-
istence.

10. Theodore Valil is a designer of Dolce&Gabbana, the line of
clothes.
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VIL Insert the missing words and translate the sentences (the head; spe-
cific; ten; retailers; a mission; strategic, decision-making; penny bazaar,
food, oppertunities, threats; performance).

2
3
4
5.
6.
7
8
9
1

Marks is one of the biggest British and most successful ... in the world.
The company looks at exterior factors, from the point of view of ... and ....
The organization examines its current ....

Michael opened his first ... in England in 1884.

Vail, who decided on their ... some sixty or so years ago.

Company planning and ... ... ... are keys activities of top management.
... years later there were nine market stores.

The company will have worked out more ... targets.

... products became as a major line of business.

0. Theodore Vail is a ... of the organization.

VIII. Refer back to the text and find synonyms (i.e. words with a similar
meaning) for the following words.

Oy g

embassy, legation

danger d
to be, to live

goal, target

to determine, to resolve

Now find antonyms (i.e. words with an opposite meaning) for the follow-

ing words.

1. indefinite

2. fortuneless

3. welfare

4. lack decision; shilly-shally, pendulant
5. loss

IX. Translate the sentences from Russian into English.

1.

2%
3¢

Bo-nemex, opraHusaryis IMpPoOBEPIACT CcBOE TCKYIICE COCTOAHHUE, OLICHU-
Bas (bI/IHaHCOByTO yCTOﬁ‘IHBOCTL W JTUKBUOAHOCTB TIPECATIPDUATHA.
O6ecrieucHHEe CTOUMOCTH ACHET OBLITO UX 382(3‘16171 H LCIBIO.

O,I(HI/IM M3 OCHOBHBIX 3aJlaHUM ABJSIETCS TIPUHATHE TJIaBHBIX pemennﬁ,
BIIMAOINHWX Ha 6yI(yHICC OopraHusauuu.

OHM MOYMBAJIM Ha CBOHX JIaBpax.
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5. Onu pemmny, YTO KOMNAHHA [ODKHa OOECHeYuTh IOKyIaTenedl or
CpEZIHETO KJacca 10 3aKUTOYHOT0 TOBapaMH IPEBOCXOTHOrO KayecTBa, ¢
YMEPEeHHBIMHU LIEHAMH.

6. 3arem, oHH n06aBHIH IIPOAOBOJILCTBEHHBIE TOBAphl, KaK OLHY M3 IJIaB-
HBIX OTpaciei JeaTeNbHOCTH.

7. Beiciiee pyKoBOACTBO KOMIIAHHU MMeEET onpeenéHHble 00SI3aHHOCTH.

8. Caenas 3T0, OHU NIPOBOAAT aHANN3BI KOIDPHULHEHTOB:

e  (HUHAHCOBOH yCTORYHBOCTH,
e  JHMKBHUIHOCTH;

®  peHTalENbHOCTH;

®  [eNoBO# aKTHBHOCTH.

9. IInaHmpoBaHHE M NPUHATHE CTPATETMYECKHX PelleHHUil sABNsSeTCs Kiode-
BBIMH AEHCTBHAMU.

10. B xaxue HOBbIe pIHKH HaM CTOHMT BOHWTH?

X. Make up a plan to the text.
XI. Write an annotation (10s-s)

XII. Retell the text.

SUPPLEMENTARY TEXTS FOR MANAGEMENT STUDENTS
Text 1
BRANDS AND WEALTH CREATION

The rise of the consumer society in the developed world is frequently
blamed for many ills but rarely praised for its principal social contribution:
generating the wealth that pays for and sustains social progress.

Long-term improvements in health, education, living standards and
opportunities depend on the process of wealth creation, and although wealth
creation is a process normally associated with “capitalism” alone, the connec-
tion between capitalism, consumers and brands is rarely made explicit. But
capitalism cannot work without a consumer society, and a consumer society
is impossible without brands.

Brands arose in the 19th century as a form of consumer protection in
the industrial age. Mass migration to cities meant that people no longer knew
the precise provenance of the various products they bought, and branding
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provided a useful substitute for personal knowledge of producers. But brand-
ing also provided the crucial component for economic growth and develop-
ment: the possibility of scale. Without brands, producers of consumer goods
would have been limited to selling their products to a small pool of local cus-
tomers. Through their newly created brands, pioneers like Cadbury’s and Kel-
logg’s were able to expand their operations from the local to the national and
then the global.

More customers led to increased sales and to more need for the indus-
trial infrastructure to meet growing consumer demand. Workers became more
productive, and because there were more than enough customers who wanted
to buy the goods they made, the workers became more valuable, and were
therefore paid more. This in turn made more money available to pay for the
increased supply of goods produced, and so on. At the same time, global trade
meant that goods could be bought from and sold to people in other countries,
and raw materials could be imported in order to turn them into higher-priced
goods that other people wanted to buy. This upward spiral — actually nothing
more complicated than people making, buying and selling more of the things
they wanted — made possible a huge growth in tax revenues that could be
spent on social goods such as sanitation, health care and education.

This first great leap forward in global prosperity and living standards
was of course limited to North America and Europe, and it is no coincidence
that the world’s biggest and most successful brands today are based in the
world’s richest countries. But these brands aren’t there because the countries
are rich: the countries are rich because they have the brands. Without brands,
modern capitalism falls apart. No brand: no way to create mass customer loy-
alty; no customer loyalty: no guarantee of reliable earnings; no reliable earn-
ings: less investment and employment; less investment and employment: less
wealth created; less wealth: lower government receipts to spend on social
goods.

Text 2
ENTREPRENEURSHIP IN CONTEMPORARY CHINA
After decades without private ownership or foreign investment, the
Chinese government slowly opened its economy in the 1980s, then estab-
lished national technology development zones (TDZs) to encourage local en-

trepreneurship in high technology industries, including electronic informa-
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tion, integrated optical and advanced manufacturing, biotech and pharmaceu-
ticals, new materials, new energy, aeronautical engineering, ocean technol-
ogy, high technology agriculture, environmental protection, and nuclear
applications.

Some 5,000 new ventures were reportedly founded in the Beijing TDZ
between 1988 and 1998, while the China Statistics Yearbook (1999), reported
that 16,097 new technology-intensive firms existed in China in 1998. Some
western experts (2001) assert that entrepreneurial activity in a country is posi-
tively associated with national economic growth. But of the 5,000 new ven-
tures founded in the Beijing TDZ between 1988 and 1998, only 9% survived
S years (1998), and only a miniscule 3% survived to their 8th year of life.
Survival rates of 60% and 62% for new firms in the United States and Ger-
many are far more robust than for Chinese firms: a 20 to 21 times greater
proportion of new U.S. semiconductor firms survived to year 8 than did Bei-
jing firms (2007).

The high death rates of the Chinese companies demonstrate that eco-
nomic incentives alone are not adequate for new firms to prosper. We are
again reminded of the complex network of interrelated technology and service
firms located in close proximity to one another in the Silicon Valley region,
along with an inclination in the region for firms to collaborate and form stra-
tegic alliances.

Text 3
FACTORS AFFECTING INFORMATION PRIVACY

The key question is — at what point does a company cross the line?
That is, when do the actions of an organization, for example, monitoring em-
ployees to gather personal information, lead to invasions of privacy (e.g.,
when people’s actual levels of interaction are higher than their desired levels
of interaction) where invasion implies some suboptimal level of information
control? As can be seen, climate plays a critical dual role in triggering infor-
mation privacy concerns.

Climate

Climate refers to employees’ perceptions of formal and informal or-
ganizational policies and procedures and the climate literature distinguishes
between individual perceptions (i.e., psychological climate) and group or ag-
gregate perceptions (i.e., organizational climate). Climate reflects the current
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“pulse” of the organization — how it feels overall at a particular time. When
there is shared agreement among organizational members, a strong organiza-
tional climate exists. Management scholars have studied different types of
climate including safety climate, justice climate, and climate for change.

Justice climate plays a particularly powerful role in shaping people’s
reactions to organizational attempts to gather information. On the one hand, it
acts as a driver — determining the types of organizational information-
gathering practices that are deemed necessary — that is, climate can affect or-
ganizational decision makers’ perceived need for personal information,
prompting them to enact monitoring and related practices. On the other hand,
climate provides information to employees as they try to assess the impact of
their organizations’ efforts to gather their personal information.

Early research on justice climate focused on procedural justice climate
— the climate associated with the fairness of procedures an organization uses
in reaching its decisions about employees. However, justice climate can also
encompass interpersonal justice — the extent organizations treat its employees
with dignity and respect, and informational ljustice — the extent organizations
provide information and explanations for decisions. Justice climate refers to
the total justice climate including procedural, interpersonal, and informational
components.

In addition to organizational climate, critical events in the immediate
time period may further fuel organizational decisions — that is, fuel the per-
ceived need to collect more information — prompting the organization to in-
crease the intensity and breadth of its information-gathering practices. For ex-
ample, organizations may feel vulnerable to some harassment lawsuits
(prompted by an employee complaining about a coworker sending inappro-
priate e-mail messages), and consequently, this vulnerability drives or in-
creases the perceived need to more diligently gather personal information to
control the actions of employees.

When organizations have strongly positive justice climates, managers
will be less likely to initiate and sustain information-gathering efforts, Under
such circumstances, the perceived need for information is lower, and manag-
ers are consequently willing to live without the additional personal informa-
tion. When trust exists, there is less need for external control mechanisms
such as monitoring. Trust, therefore, is an alternative or substitute for formal
controls. When trust is high, organizations are willing to take on greater risk.
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Text 4
.
ORGANIZATIONAL STRATEGIES FOR SUCCESSFUL
INNOVATION

One of the myths of innovation is that valuable innovations are always
revolutionary. In fact, most innovations in organizations are derived from in-
cremental or evolutionary changes. Incremental innovation involves taking an
idea that is already in existence such as product, service, distribution method,
process, and so forth, and adapting it to bring new value to the customers.
These may be a series of small changes to what the organization produces or
distributes. Evolutionary innovations involve taking existing ideas and build-
ing on them in entirely new ways such as offering a way to do something bet-
ter (or quicker, cheaper, or with more choices) than it is done presently or for
different market segments. Revolutionary innovations reject existing ideas
and present a way to do things that is radically different. Revolutionary
strategies are often breakthrough in nature. However, very few organizations
have implemented revolutionary strategies because of the risk and the re-
source commitments required. In 2002 some scholars proposed four distinct
innovation strategies for organizations that have unique advantages and struc-
tural requirements.

Improving core business

This strategy involves the development of incremental improvements
to core products and services that can be rapidly developed and produced in-
expensively. The advantages of this strategy are speedy execution, since “new
and improved” changes to the organization’s offerings can be done quickly.
Further, competitors often do not notice small changes, and they can add great
value to the overall product or service experience. However, a disadvantage is
that the incremental improvement may be an inadequate response to environ-
mental changes (i.e., too little, too late). To implement this strategy, innova-
tion supports that encourage these types of improvements are necessary.

Exploiting strategic advantages

This strategy moves the firm’s innovation focus beyond its current
strategic scope. It enables managers to leverage a unique brand and expand to
reach a broader range of customers. Its advantage is a relatively low-risk in-
vestment for potential high return. A key disadvantage is this type of innova-
tion could be easily duplicated by competitors. To support this strategy, man-
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agers may need to acquire external resources such as consultants, researchers,
or advertising agencies.

Developing new capabilities

This strategy involves developing or acquiring new technologies,
competencies, services, and businesses to serve the ‘current strategic scope
better. Major advantages of this strategy include builds and sustaining long-
term customer loyalty. However, it requires a much higher investment and
execution time. To deploy this strategy, managers must create a structure that
is highly flexible and permits boundary crossing including joint ventures,
strategic alliances, and licensing.

Creating revolutionary change

This strategy involves going far beyond the organization’s current
product and service lines to achieve fundamental changes to the strategic
scope. Using this strategy, the organization envisions new business models,
new markets, and new industries. The advantages of this strategy are that the
organization becomes known as a “first mover” and “groundbreaker.” Weak-
nesses include a lack of urgency, since the organization is likely way ahead of
market needs, and there is a high risk of imminent failure.

Text 5
BRAND AND REPUTATION: COCA-COLA

Coca-Cola, a global beverages company which owns one of the
world’s most famous brands, faces a number of challenges to its reputation as
a result of increased antagonism to global brands, especially those so strongly
identified with the United States.

Coca-Cola has taken several steps to recover any loss of reputation it
has suffered. On obesity, which some have attempted to link to soft drinks,
the company and its bottling partners have emphasized the choice of “diet”
and other drinks. Its guidelines say that there should be no over marketing of
soft drinks to children who are 12 or under, vending machines offer a “portfo-
lio” of beverages (soft drinks, water, fruit juice), and sponsored programs in
schools reinforce an active lifestyle.

As far as anti-Americanism is concerned, Coca-Cola may be an
American brand, but its philosophy and the way it operates are international.

Outside the United States it has local managers and employees and
takes care to demonstrate good local citizenship. Doug Daft, Coca-Cola’s
CEO (Chief Executive Officer), states in the company’s recent annual report:
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The values that underpin our success are integrity, quality, account-
ability, diversity, relationships based on our respect for each other, for the
communities where we do business and for the environment. People know
what to expect from the Coca-Cola Company precisely because we have al-
ways lived by our values. When a consumer enjoys a bottle of Coke, when
people invest in us, when partners do business with us, or when we operate in
a community, we keep our promise to benefit and refresh them. We create
value — economic and social — reliably and predictably.

Text 6
TOSHIBA SETS UP MICROWAVE FACTORY IN PLYMOUTH

THE JAPANESE manufacturing giant, Toshiba, has just opened a mi-
crowave oven plant in Plymouth, Devon.

The new factory cost just under £3million and will eventually produce
ovens for all of the major European markets. Toshiba say that in its second
year it will be producing at least 20,000 units per year.

Toshiba are, of course, very well known in the Plymouth area, having
already established a TV and video facility there. This has shown steady
growth since being set up five years ago.

This morning ceremony to mark the opening of the microwave plant
was remarkably informal. There was just one speech, given by Dr David
Owen, the local Member of Parliament.

Following the ceremony, Eric Hammond, General Secretary of the
Electrical, Electronic, Telecommunications and Plumbing Union (EETPU),
spoke about the agreement his union had made with Toshiba’s management.
Both sides had agreed that strikes would only be allowed in exceptional cir-
cumstances.

With regard to Toshiba’s much publicised system of open manage-
ment, Mr. Hammond explained that there was a Company Advisory Board
where employees and managers regularly meet to discuss sales results, com-
pany finances, productivity, quality control etc. However, only the most sen-
ior managers were allowed to see important documents.

Toshiba is doing extremely well in Great Britain. Their profits for last
year were approximately £200 million. Labour relations are excellent and
people obviously enjoy working for the company. Toshiba’s aim now is to
achieve an average growth rate of 30% for its UK companies in the next two
years.
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Text 7
BENSON FACES UNCERTAIN FUTURE

BENSON Inc., the department store group, announces this year’s an-
nual results on Wednesday. Once again, profits are expected to be well below
expectations.

Benson built its first store in 1952. It now owns ten stores in the south-
ern region of the United States, and two in Ontario, Canada. All the stores are
on prime sites in the high streets of major cities. The Group’s head office is in
Petersville. '

Recently, Benson’s performance has been extremely disappointing.
Two years ago, pre-tax profits had fallen to just $8.3m on a turnover of
$225m.This year, profits are expected to be down yet again. A sale per em-
ployee is also much lower than the industry’s average.

" Fortunately for Benson, it still has a number of loyal customers who
would not think of shopping elsewhere. However, the Group is facing fierce
competition from Hi-Mark and up-and-coming Levinson Brothers. Hi-Mark
are well established, with a clearly defined up — market image. It has a reputa-
tion for selling good quality merchandise but at high prices. Levinson Broth-
ers set up its first store seven years ago. Since then, it has expanded fast. It
now has eight stores located in big cities. Levinson Brothers’ target consumer
is the 16 — 25 wage-earner. Nevertheless, it attracts to its stores people of all
ages and from all income groups.

Levinson Brothers’ marketing is more aggressive and effective than
that of its two main competitors. It often cuts prices, and even offers goods at
giveaway prices to get people into its stores. It advertises heavily in local
newspapers, and on local television. Its special promotions are always ac-
companied by a great deal of razzmatazz. Levinson Brothers’ share price
stands at $12 — its highest rating this year. Even so, the share is still probably
a good buy for investors.

In order to compete more effectively, Benson changed its business
strategy about eighteen months ago. It began to rent space to outside firms on
a concessionary basis. Almost 20% of its stores’ space was rented to selected
companies from outside the organisation. Unfortunately, this strategy has not
been too successful. Several firms renting space complain that their sales have
been poor.

Benson’s stores were redecorated recently. This ‘facelift’ has met with
mixed reactions from its customers. The layout of the stores continues to con-
fuse customers. The customers complain that departments are not grouped to-
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gether in a logical manner. As a result, shoppers get tired out looking for the
goods they want.

At present, it looks very much as if Benson has lost its dynamism and
sense of purpose. Investors holding shares in the group might be well advised
to sell.

Text 8
MOTIVATION

The work of managers is to ensure that staffs work efficiently in an or-
ganisation. To achieve this, it is clear that managers must know what moti-
vates people. By understanding the factors influencing motivation, they can
create the conditions in which employees will perform to their maximum po-
tential.

One of the best known theories of motivation was put forward by an
American psychologist, Abraham Maslow, in a book entitled Motivation and
Personality (1954). In his theory, he presents a hierarchy of needs. He identi-
fied certain basic human needs and classified them in an ascending order of
importance. Basic needs were at the bottom of the hierarchy, higher needs at
the top. His classification is shown below:

Physiological needs

These were things required to sustain life like food, water, air, sleep
etc. Until these needs are satisfied, Maslow believed, other needs will not mo-
tivate people.

Security needs

They are the needs to be free from danger, physical pain and loss of a
job. They include the need for clothing and shelter.

Social needs

A human being needs to belong to a group, to be liked and loved, to
feel accepted by others and to develop affiliations.

Esteem needs

After people have satisfied their social needs, they want to have self-
respect and to be esteemed by others. They have a need for power, status, re-
spect and self-confidence.

Self-actualisation needs

These are the highest needs, according to Maslow. They are the desire
to develop, to maximise potential and to achieve one’s goals.

Maslow said that people satisfied their needs in a systematic way.
When a need had been met, it stopped being a motivating factor. For example,
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if a person was starving, he would not be too concerned about security and
social needs. But once he had enough food, he would start thinking about
those other needs.

Research into Maslow’s theory has not been very conclusive. Studies
have tended to show that needs vary greatly among individuals. At the higher
levels in a company, self-actualising needs may be very strong whereas at
lower levels, social and security needs may be dominant.

Another theory of motivation, which has been very popular with man-
agers, is Frederick Herzberg’s ‘two-factor’ theory. Herzberg conducted a
number of studies in the region of Pittsburg, USA, in the late 1950s. He con-
cluded that at work there are certain factors which cause job satisfaction while
others lead to dissatisfaction.

The groups of factors bringing about satisfaction were called ‘motiva-
tors’. They include things like a challenging job, responsibility, advancement,
recognition etc. These factors give rise to positive satisfaction. Herzberg
called the other group of factors ‘hygiene’ or ‘maintenance’ factors. These in-
clude company policy and administration, salary and fringe benefits, job secu-
rity, status and personal life. These factors are considered to be only ‘dissatis-
fiers’, not motivators. If they do not exist, they cause dissatisfaction. If they
do exist in quality and quantity, they do not, however, give increased satisfac-
tion.

Sweden has been leading the way in this respect. At one car plant, for
example, Volvo workers assemble the whole of a rather than do a few simple
operations. In a glass factory, production workers have complete control over
the work process in the grinding and polishing department. Other workers
have helped to build and design paper mills. Job enrichment is undoubtedly
catching on fast in Sweden.

Text 9
CENTRALISATION

Alfred Sloan (1874-1966) was an outstanding figure in the business
world of America. He worked for forty five years in the General Motors Cor-
poration (GM). From 1923 to 1946, he was Chief Executive of the corpora-
tion, and he stayed on as Chairman of the Board until 1956. In 1963, Sloan
published an account of his career with the organisation, calling his book My
Years with General Motors. In it he described some of the management prob-
lems he had had, and how he had dealt with them.
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According to Sloan, every large enterprise has to face one major prob-
lem. It must decide how much it wishes to centralise or decentralise its busi-
ness. What are centralisation and decentralisation? The terms refer to the de-
gree of authority that is given to various levels of management and to the di-
visions of an organisation. Authority may be defined as the right to make de-
cisions, to direct the work of other people and to give instructions. When we
talk about centralised and decentralised businesses, we mean the extent to
which authority has been passed down — delegated — to lower levels or divi-
sions of an organisation.

Nowadays, decentralisation is the fashion, the “buzz” word. Believers
in decentralisation argue along these lines: they say that it helps to “develop
people” because staffs get more responsibility, make more decisions, and so
gain experience for later managerial positions. If an organisation is too cen-
tralised, people become robots — which is demotivating. Decentralisation al-
lows top managers to delegate jobs, so these managers will have more time to
work on setting goals, planning corporate strategy and working but policies.
The strongest argument for decentralisation is that, in competitive conditions,
the “looser” companies will be more flexible, better able to make quick deci-
sions and to adapt to change.

In a famous book on management, In Search of Excellence, the writers
argue that America’s best-run companies know how to balance control and
delegation. Excellent companies, say the authors of the book, have “loose-
tight” characteristics. On the one hand, they have a simple structure, generally
based on product divisions which also have great autonomy. These divisions
have control over functions like product development, purchasing, finance,
personnel etc. On the other hand, the centre of these excellent companies —
top management — provides “firm central direction”. It continually stresses
the “core values” of the organisation, e.g. quality, need for innovation, ser-
vice, informal communications and so on. These central values provide the
context within which staff can be creative, take risks — even fail.

It is normal for people to like independence, to dislike control. The
more educated staff are, the more they will want to make decisions, to have
authority. However, it is not easy to have more decentralisation if the right
staffs are not available, if you own a chain of stores, it may be difficult to give
more authority to employees. The employees may be used to following rules,
so they may not be able to take decisions, to show initiative. As Charles
Handy, the expert on organisation says, “It is one thing to prescribe diversity,
decentralisation and differentiation. It is another to manage it.”
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Text 10
ADDITIONAL TEXT COMMUNICATION

One problem with communication is that people think they have got
their message across when in fact they have not. We do not, in fact, commu-
nicate as effectively as we think we do. Several studies have shown this. In
1954, a study was made of a production department in a British company.
The department manager believed he had given ‘instruction or decisions in
165 out of 236 episodes, but his subordinates considered they had received
instruction on only 84 occasions. Research done by Rensis Likert in 1961
showed that 85% of the supervisors thought their subordinates felt free to dis-
cuss important things with them. However, only 51% of the employees
agreed with this opinion!

This finding is important for managers. It suggests that, when giving
instructions, managers must make sure that those instructions have been un-
derstood and interpreted correctly.

A breakdown in communication is quite likely to happen if there is
some kind of ‘social distance’ between people. In organisations, people may
have difficulty communicating if they are different in status, or if one person
has a much higher position than the other. For example, a couple of produc-
tion workers will probably speak frankly to each other about things that are
going wrong in their department. But if the Chief Executive of the company
passes by and asks how things are going, they’ll probably say, ‘Just fine,
thank you.” It is risky to tell the truth to someone higher up in the hierarchy —
they may not like what they hear and hold it against you.

For this reason, staffs often ‘filter’ information. They deliberately alter
the facts, telling the boss what he/she wants to hear. They do not want to give
bad news, so they give their superior too good an impression of the situation.
“The project’s coming along fine,” they say, when in fact it is a month behind
schedule! There’s nothing new about all this. One thinks of Cleopatra and the
problem she had in her military campaigns. She used to give gold to messen-
gers bringing good news, but executed those bringing bad news. It is not sur-
prising, therefore, that the information she received was unreliable!

One way of reducing social distance — and improving communications
— is to cut down on status symbols. It is possible, for example, to have a
common dining-room for all staff. It is worth noting, too, that in Japanese
companies, it is common for all the staff to wear uniforms.
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Physical surroundings and physical distance limit or encourage com-
munication. Studies show that the further away a person is, the less he/she
communicates. At the Massachusetts Institute of Technology (MIT), Thomas
Allen studied the effect of location on communication in engineering and re-
search departments. He showed that if people were more than ten metres
apart, the probability of communicating at least once a week was about 8%.
‘When they were five meters apart, the probability was 25%.

The physical layout of an office must be carefully planned. Open-plan
offices are designed to make communication easier and quicker. However, it
is interesting to note that employees in such offices will often move furniture
and other objects to create mini-offices.

Excellent companies use space to create good communications. The
Corning Glass Company in the United States installed escalators, rather than
lifts, in their new engineering building because they wanted to increase the
chances of employees meeting face — to — face.

Another important barrier to communication is selective perception.
Put simply, this means that people perceive things in different ways. The
world of the sender is not the same as the world of the receiver. Because their
knowledge and experience is different, sender and receiver are always on
slightly different wavelengths. Therefore, a manager will say something, but
the employee will interpret his meaning incorrectly. The message becomes
distorted.

Communication problems will arise, from time to time, in the best-run
companies. However, to minimise such problems, managers must remember
one thing. Communication should be a two-way process. Managers should
encourage staff to ask questions and to react to what the managers are saying.
Feedback is essential. The most useful question a manager can ask is ‘Did
you understand that?’.

Text 11
LEADERSHIP
Leadership is needed at all levels in an organisation. It is likely, how-
ever, that the leadership qualities required by a supervisor or manager are not

the same as those required by the chief executive of a company. It is, there-
fore, difficult to define leadership satisfactorily.
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A typical definition is that the leader ‘provides direction and influ-
ences others to achieve common goals.” This is true in the case of supervisors
and managers, but is it a good definition of the leader of an organisation? A
chief executive must indeed give ‘direction’ but he must do much more than
that. He has to create ‘a sense of excitement’ in the organisation, and con-
vince staff that he knows where the business is going..In addition he must be
a focus for their aspirations. As Peter Drucker, the American writer, says,
‘Leadership is the lifting of a man’s vision to higher sights, the raising of a
man’s performance to a higher standard, the building of a man’s personality
beyond its normal limitations.’

When psychologists and other researchers first studied leadership, they
tried to find out if leaders had special personal qualities or skills. They asked
the question: Were there specific traits which made leaders different from
other people? The results of their research were disappointing. In time, it be-
came clear that there was not a set of qualities distinguishing leaders from
non-leaders. Some studies had suggested, for example, that leaders were more
intelligent, more self-confident, had better judgement etc. than other people.
But, it was pointed out, many people with these traits do not become leaders.
And many leaders do not have such traits!

In 1974, a researcher, Ralph Stogdill, reviewed a large number of pro-
jects on leadership.

However, as early as the 1950s, the trait approach to leadership had
become discredited. It is generally agreed now that you cannot say if a person
is a leader because he/she possesses a special combination of traits. All you
can say is that some qualities like above-average intelligence and decisive-
ness, are often associated with leaders.

An important analysis of leadership has been made by Fred Fiedler,
Professor of Psychology and Management at the University of Washington.
For over twenty years, he has carried out research into effective leadership in
a number of organisations — businesses, government agencies and voluntary
associations. Fiedler observed how leaders behaved, and he has identified two
basic leadership styles:

Task-motivated leaders ‘tell people what to do and how to do it.” Such
leaders get their satisfaction from completing the task and knowing they have
done it well. They run a ‘tight ship’, give clear orders and expect clear direc-
tives from their superiors. This does not mean that they show no concern for
other people. But their priority is getting the job done.

Relationship-motivated leaders are more people-oriented. They get
their satisfaction from having a good relationship with other workers. They
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want to be admired and liked by their subordinates. Such leaders will share
responsibility with group members by encouraging subordinates to participate
in decisions and make suggestions.

One of Fiedler’s most original ideas was to offer a method for measur-
ing a person’s leadership style. In a questionnaire, he asked leaders to think of
all the people they had worked with. From this group, the leaders had to
choose the person with whom they could work the least well. The leader then
had to rate this person — the least-preferred co-worker (LPC) — on a number of
scales, as in the chart below.

A person who described his least-preferred co-worker favourably tended
to be ‘human-relations oriented and considerate of the feelings of his men.” He
was a relationship-motivated leader. On the other hand, someone who described
his least-preferred co-worker unfavourably, giving him/her a low LPC rating,
tended to be ‘managing, task-controlling, and less concerned with the human rela-
tions aspects of the job.” This person was a task-motivated leader.

Throughout his work, Fred Fiedler emphasised that both styles of
leadership could be effective in appropriate situations. There was no best style
for all situations. Effective leadership depended on matching the leader to the
task and the situation.

Another example of being ‘visible’ is provided by Brian Nelson,
Group Managing Director of Bulmer, the cider-making firm. Every six
months, he goes out in a lorry which delivers cider, and works as the lorry
driver’s mate. This gives him the opportunity to learn about the delivery ser-
vice, and to talk frankly to employees about their problems.

Besides being visible, the leaders of these top companies provided a
‘clear mission’. In other words, they knew where the organisation was going
and persuaded staff to follow them. Sometimes, they spelled out the mission
in a written statement. For example, Saatchi and Saatchi, the advertising
group, include a statement of their principles in all annual reports. The state-
ment says that Saatchi and Saatchi must be ‘sharp in the definition of their
long-term objectives.” And the documents also cover matters like employees,
clients, creativity, market position and profitability.

Finally, successful organisations have clear values. And it is the job of
the leader to show what they are. As Douglas Strachan, Managing Director of
Allied Lyons Beer Division, says, “You have to keep telling people your val-
ues. If you repeat it often enough, it does go down the line.” Thus, the leader
is not only someone who ‘lifts a man’s vision’. He/She must also protect and
promote the organisation’s values.
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18.

19.
20.

21.
22.
23.

24,

Glossary:

a contribution — cogeiicTBIE, BKIAL

a customer — 3aKa34uK, TOKYIaTeNb, KIHEHT.

absenteeism — mpory, HEBBIXO/ Ha paboTy

accountability — OTBETCTBEHHOCTh; HOAOTYETHOCTD; YUHUTBIBAEMOCTh;
BO3MOXHOCTh Y4&€Ta; OT4ETHOCTH; y4y€T; NMPO3pavyHOCTH (HUHAHCOBaL,
TIONIMTHYECKAs; KOHTPOJb K YUET

additional information — gomonHUTENBEHAS HHGOPMALINA

advantages and disadvantages — npeMMyniecTBa ¥ HEIOCTATKH

annual results — exeroHEIe pe3yNbTaThl

art exhibition — Xy1o>XecTBeHHAas BEICTaBKa

as a result of increased antagonism to — kak pe3ylIsTaT BO3POCILIETO
TNPOTUBOAEHCTBUSA K

as far as smth is concerned — mOCKONBKY 3TO KacaeTcs KOro-JI./9ero-i.;
YTO KacaeTcs KOro-J./4ero-i.

aspiration — ycTpeMIIeHHE; JKeTaHue

assets — aKTHUBBI

available — HamWYHBIA;, UMEIOWMICS B PACIOPSKEHHUH; NOCTYIHEI;
cBOOOIHEII

aware — CO3HaronIui, 0CBEIOMJICHHBIH

to acquire — mproOpeTaTh; MONyYaTh; JOCTHIATh; OBNIACBATh (KaKMM-II.
HaBHIKOM)

to advertise heavily — pexaMupoBaTh IIUPOKO

to announce — U3BeNIATh, yOIUKOBATh

to anticipate — 0OXuIaTh; TPEABHUACTL;, NIPEAUYBCTBOBAThH; IIPEIBKY-
IaTh; NMpeAyHpeXIaTh, MPeABOCXUNIATL;, OHNEPEXKAaTh; YCKOPATEH (Ha-
CTYIUICHUE YEeTr0-JIN00); OEPEUTS; OacaThcd; HaMepeBaThCs

to appeal younger buyers — npuBIeKaTh MOJOIBIX MOKyIaTenei

to attract enormous interest — IpUBJIEYL OTPOMHEIN HHTEPEC

be blamed for many ills — BUHUTB BO MHOXKECTBE NpoGeM

behaviors — XapaKTepUCTUKH; HOPMBI IOBEACHUA

better — 310pOBEIIf; BEI3JOPOBEBINHIL; XOPOIIUii; B YOBICTBOPUTENb-
HOM COCTOSHMH; 3aKHTOYHBIA; COCTOATENBHBIH; MPOIBETAOLINA;
YAAYHBIN; KeNaTebHEIN; Heaecoo0pa3HbIH; Ty4IIHi; yIydIeHHbIH
bleak organization — He3aMMIIEHHAs OpTaHN3aLMA
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25.
26.
27.

28.
29.
30.
31
32.
33.

40.
41.

42.
43.
44,

45.
46.
47.
48.

49.
50.
51.
52.
53.
54.
55.
56.

blotter manager — MEHepKEp, KOTOPBIA KOPPEKTUPYET PaboTy

bottling partners — mapTHEpPHI 1O IPOM3BOACTRY IPOXIIATUTCIHHBIX HAIUTKOB
branding — o6o3HageHe MPOAYKTa (MCHONB30BAaHNE AW3aiiHa, CHMBOJIA,
MIMCHU HJIHM MX KOMIDICKCA UL MACHTU(UKAIMA IPOAYKTa); OpeHIMHT

to be applied in smth. — 6BITH IpIMEHEHHBIM B Y€M-THO0

to be expected — oxxuaaTeCs

to be performed — OvITh NIpeACTAaBICHHBIM

to benefit — npuHOCKTE ONB3Y; IOMOTATH

to bid up — HaOaBIATE 1{eHy; MOBBIINATE CTABKY

to breach - rpoOyBaTE Gpeliih; IPOIAMBIBATE; IPOICNIATE IIPOXOT; HAPYIIATh

catering — 0OMIECTBEHHOC MUTAHKE

Chief Executive Officer (CEO) — Ton—MeHemxep; AUPSKTOpP MpPeAIpH-
STHSL; PYKOBOOUTEIH

circumstance — 00CTOATENLCTBO

citation — CChUIKa; YIIOMUHAHC; IATUPOBAHNE; [IUTATA; IIEPEUUCIICHIE
clammy — JIUNKYI; XOIOAHBIN

coercion — cepXuBaHUe (CHIION); 00y3nanue; IPUHYKISHHE; UCIIOb-
30BaHUE CHIIBI IS [IOJABICHI OCCIIOPAAKOB; HACHINEC

competencies — KOHKYPSHTOCIIOCOOHBIC XapaKTEPUCTUKU; KOMIICTCH-
LM, 00macTu

complexity — ci0xHbIe IPOONEMBI; CIIOXHBIE MOMEHTHI, CIOXKHOCTS;
3alyTaHHOCT; 3allyTAHHOE JAEI0; KOMIICKCHOCTE

concept — MOHATHE CIIEIMATH3AIUN J

CONSCious — CO3HATONIHHM, CO3HATENbHBIN

containment — caep)xXuBaHMe; IONUTHKA CACPXUBaHus (arpeccopa,
9KCIIAHCHH); BMECTUMOCTb; T€PMETUYHOCT; JIOKAITU3AI{Us

continuum — IMana3oH; HEMPEPEIBHOE MHOXXECTBO; HEMPEPHIBHOCTH
contribution — BKiaz,

cost efficient — 5SKOHOMUYHBIH, peHTaOCNHHEIH

coupled — B3auMHO CBSI3aHHBII; B3aMMOCBSI3aHHBIN (Harp. 00 dddekxre);
COBMECTHBIH

creative — TBOpUECKMi

cruycial — pelalomuii; KI0YeBOH; KpUTUISCKUI; 3HAUNMBIH

to capitalize on smth. — BOCIIOIBE30BaTHCS TeM-TTM00

to carry out — BEITOJIHATE

to consider — paccMaTpHBaTh, IIONaraTh

to consist of smth. — cOCTOATE U3 Yero-nubo

to create — co3aaBath

to cut prices — ype3aTh HeHb
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65.
66.
67.
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74.
75.

76.
77:

78.
79.
80.

damage — Bpen; MOBPCKACHUC, IOJIOMKA; TOpYa; YOBITOK; YIepo;
YPOH; KOMIIEHCAIMS 3a yuiepO; xomrencauus 3a yOBITKA; BOSMEIICHAE
YOBITKOB; U3HOC; HApyIICIIOe COCTOSIINE

degree of risk — crenens prcka

design — 3ambIceir; MUIaH; LIC/Ib; HAMEPEHUE; IIPOEKT; IUIAHUPOBAHKE;
4epTEXK; DCKU3; KOHCTPY KLU

diversity — pasnoo6pasie; MHOT000pa3sie; HEMOX0XKECTh

to demonstrate — roxaszaThb; MIPOAEMOHCTPUPOBATH

to deploy — pa3BEpTEIBaThCA; pa3BEPHYTh; PA3BEPHYTHCA; AUCIOLHPO-
BaTh; pa3MeuaTh; 0a3HpOBaTh; IEpeMeIaTh

to discuss the statements — o6cyxnaTh 3a4BICHUS

efficient — xpamupUIMPOBAHHBIN; AEATENBHBIN, PaCTOPONHBI; 3¢ deK-
THUBHELA; OeHCTBEHHBIM; LENecOOOPA3HBIN; palMOHAIbHBIH; YMeEIbIi
(0 yernoBeke)

efficient pricing available — BBITOZIHBIE 1 TOCTYIHEIE LIEHEI

employee — crnykamuit

enterprise — MPeANPHATHE

entrepreneurial — mpeIPAHIMATENECKII, IIPEITIPAUMUIMBEI; HAXOMHBEIH
establisher — ocHOBaTENH

event — cIy4ait; cCoObITHE

experienced — ONBITHBIH

explicit — SIBHBIIi; SCHBIH

external — Hapy KU, BHEMIHUI; HaXoqAUMiCs BHE (4ero-mubo); HHO-
CTpaHHEIH (O MONKUTHKE, TOProBIIC); 3a MpeaeiiaMy; HECYIECTBEHHEIM;
JIeXKaii BHE

to emphasize ~ o4 PKUBATH

to emphasize smth. — aqenaTh akueHT Ha; HOAYEPKHY Th

facing fierce competition — cTamTKUBadACH € KECTKON KOHKYpeHIHEH
flair — cMOCOGHOCTE; CKIOHHOCTE; BKYC (K YeMy-Il.); OCOOBIH OTIIeYa-
TOK; CBOeoGpasue; TalaHT, BPOXACHHBIA TaNaHT; Iap; BPOXKAEHHAs
CIIOCOOHOCTD; HIOX; YYThE

flight — petic; mon&r; B3mér

fortune — cyns6a, ynaga

to fall apart — pa3BanuTbCA Ha YacTH
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81.
82.
83.
84.
85.
86.
87.
88.

89.
90.

91.

92.
93.
94.
95.
96.
97.

98.

99.

100.
101.

102.
103.
104.

generate — CO3/18BaTh

global approach — rino6ansHeI TOIXO

good local citizenship ~ oTBeTCTBEHHas cOlaNbHas MO3UIIKS HA MECTE
government receipts — rocyJapCTBEHHBIE [IEHEKHEIE OCTYIIEHNS
greeting — pyKOIIOXKATHE TP NIPHUBETCTBUH

growth in tax revenues — pOCT HAJIOTOBBIX JOXOLOB

guideline — HOpMaTHB; PYKOBO/IIIMIT NPUHITAIT, PYKOBO/ISIIMI JOKYMEHT
to global beverages company — rio6anpHasg KOMIAHUA IO IPOH3BOJ-
CTBY HPOXJIANTEIIFHEIX HAIIUTKOR

hospital boards — knmuHHYECKOE NpaBiIeHUE (COBET)

human capital — Tpy0BO# KanuTain; KaJpOBHIE PECYPCHI; YelIOBeUe-
CKHH KanuTan (CHOoCOOHOCTH U TPYLOBBIE, HABBIKH, NPHIIOKCHHE KO-
TOPBIX MPHHOCHUT JOXOX)

to have clear goals — uMeTh yeTkue e

ill-informed — mnoxo ocBeqOMIEHHBII

ills — npo6eMsI

improvements — yJIy4IIeHHs

in anticipation of the results ~ B oxxunanmu pe3ynpTaToB

in order to do smth. — 11 Toro, 4To6H! geark YTo-1160

in terms of — OTHOCHTENBHO, KacaTenbHo; Ha OPEAMET uero-iudo; mo
TOKa3aTenio; B paMKax

incompatible — HecoYeTAIOIMFICS; HECMEIIHUBAEMBIH; HECOBMECTUMEI,
HEeCcO00Opa3HBIN

incremental innovation — He3HaYHTEJbHBIE HHHOBAIMM (YaCTHYHOE
YCOBEPIIEHCTBOBAHHUE POIYKTa)

innovative — HOBaTOPCKHH; PAaliMOHATIU3ATOPCKUI; HHHOBAIIMOHHBIA
integrity — 4€CTHOCTh, YHUCTOTA; LIENOCTh; COXPAaHHOCTH; IENBHOCTD;
MPUHIUITHATEHOCTD

interest rate — IPOICHTHAA CTABKH

to improve the conditions — yJIy4IINUTE COCTOSHHE, OJIOXKEHUC

to incur — HaBieKaTh Ha cebd; mojseprarbes (d4eMy-i1ubo); noaBepr-
HYTBCsI; IOTEPIETh; HECTU
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105.

106.
107.

108.
109.
110.

111.
112,
113.
114
115.
116.
117.
118.
119.

120.
121.
122.

123.
124.

judgment — mpuroBOp, PCHICHHC CYIA

leap forward — cxattox suepe)y

levee — namba; nachilinb; 1UIOTHHA; raTh; 0eperoBoi Bal pekd; Hale-
PCKHAs

locale — MccTO AE¥HMCTBUS, MECTHOCTE, MECTO

long-tcrm — KoNTOCPOYHEII

to land — BrIrpyxath (Ha Geper); BEIC&XHUBATH(CA); MPUOBIBATE (KyHda-
mu60); mocturate (Kakoro-nufo MecTa); MpUBOAMTE (K UeMy-IHO00);
0Ka3aThCs; BEIMTPATH; TTOMMaTh; MPH3EMIIATECS

management skills — HaBBIKW/yMeHHS YTIPaBIATH/B YNPaBIeHUH

market changes — peIHOYHBIE H3MEHEHN1; H3MEHEHMs Ha PRIHKE

mass customer loyalty — npegaHHOCTs MacCOBOTO IOKYTIATEls
minority — MEHFIIIMHCTBO

mixed reactions — cMeIIaHHEIE AeHCTBHA

motivating — moOy>x1eH1e

multinational — TpaHcHanHOHaIbHAs

multiple — cocTaBHO#, MHOrOYHCIIEHHEIH

to map out — HaMETUTh MJIaH IO PEHICHUIO; MCKIIOYHTH; COCTABIATE
IUIaH; INIaHUPOBAaTh; PAaCIIaHNPOBATh; HAMETHTh

negotiations — BeJIeHHE IIEPETOBOPOB

new approach — HOBBIH [TOAXOX

nimble — IPOBOPHEIA; TOBKHUIT; XKHUBOH (06 yMe); MOABIIKHEI; THOKHU;
co00pa3uTeNnbHEIH; HaX0M4UBHIH; H3BOPOTIMBHIH; YMENBIH

nongrowth oriented — He OpHEHTHPOBAHHEIC HAa PaCUIMPEHUE, POCT

to nurture — BOCIIMTHIBATH; 00y4aTh; IUTATh; BEIHANIABATE (IIAH U T.IL);
BBHIDANINBATh

79




125.
126.
127.
128.
129.
130.
131.

132.
133.

134.
135.
136.
137.
138.
139.
140.
141.
142.

143,

144.
145.

146.

147.
148.

149.
150.
151.
152.

objective — nenn

on a concessionary basis — Ha JIbrOTHOH OCHOBE

on obesity — 9YTO KacaeTca OXHpPEHUS

opportunity — BO3MOXXHOCTE, yIOOHBIi Cly4ai

option — BEIGOP, IpaBo BLIOOPa

outlook — BuJ1, epCrieKTHUBA, TOUKA 3PCHUS

over marketing of soft drinks — OTKpBITHIA PLIHOK Ge€3aKOrOJBLHBIX
HaITUTKOB

overseas — 3aMOPCKHe, 3arpaHUYHEIC

to offer — mpeamarate, npeIoxeHue

padded — oOuTHIH (HanOIHEHHBIH NPOKIATOYHBIM MATCPHATIOM)
partnership — coTpyAHHY€CTBO, TAPTHEPCTBO

Penny bazaar — MarasuH AemeBsIX TOBapOB

perceptions — BOCIIPHATHE; CYX/ICHUS; IPEACTABICHUS; MHCHUE
performance — npeAcTaBIeHHE

periodic — nepuoAUIeCKuUit

periodic reviews — nneproindeckas npoBepka

perspective — nepcrneKTUBHBINA

policies — momuTHYECKHE MEPHI; MEPH IKOHOMHYECKOH IONHTHKY;
o0s3aTenpHbIe MPOLEAYPD]I (TOJUTHKA, MOMUTHUKH); MPUHIUIBI (IIOJTH-
THKa, TIOJIUTHKH); METOJ5I; METO/IEI JEHCTBHIL;, MOPSAIOK NCHCTBUM; Me-
TOJ{VIKa; TIOJIUTHKA

poor — GeHEI; HEUMYIHi; MaJIOVMYIIU; HeJIOCTATOYHEIH; ITOXO0H;
HEBa)XHBIN; HEKAYeCTBEHHBIIH; CHIPOI

“portfolio” of beverages — MEHIO HaNIUTKOB

possibility of scale — BO3MOXHOCTB IPOSBICHHUA/BO3MOXHOCTh YPOBHS
NPOSIBACHHUS

practices — NpaKTUYCCKUC METOJUKH; NPABUIA; HHCTPYKIMH; ACSITEIb-
HOCTb; IIPAKTHKA; TEXHOJIOT U

precise — TOYHBIA

pricing — 11eHHI; IeHOOOpa30BaHUe; YCTAHOBICHHE I[EH; CUCTEMA LICHO-
00pa3oBaHus; KanbKy/IALHs UeH; TapuUKaLus

principal social contribution — IpHHIMNHATHHEIH COLMANBHEIN BKIIA]
principles — npuHIMIIEI

priority — NpHOPHUTET, CTAPIIMHCTBO

profit — npubsIms
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155.
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157.
158.
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160.
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161.
162.
163.
164.
165.
166.
167.
168.
169.
170.
171.

172.
173.
174.

175.
176.
177.
178.
179.
180.
181.
182.
183.
184,
185.
186.

proposal — upcamoxeHne, Jasnka, 1U1an

provenance — TIpOUCX MK)ICHHC

purpose — 11elib

pursuits — yeTpeMIICHIs (315 FHs, HOHCKH)

to persuade — yrosapunari

to praise for — XBUIHTDL 30

to prolect environmentl — oXpans rs OKpYXKarouyro cpeay
Lo provide — ofdecnet msar,

racial — pacoBBIH

realm of artists — cpepa 3aHATHI XyLOKHUKOB

recalled — 0T03BanHEIHA, OTMEHEHHBIH

receipts — JICHEXKHBIC TOCTYILICHUS

relation — oTHOIIEHHE

rented space — IUTONIab, CAABAEMAs B apEeHIY

retailer — pO3HHYHBIH TOpropen

revenue — rofIOBOH A0X0, JOXOAHBIE CTaThH

rival — conepHUK, KOHKYPEHT

routine — pyTHHa, 3aBEICHABII NOPSAOK

to recover any loss of reputation — BOCCTaHOBHTE JII00YIO IIOTEPIO pe-
IyTalue

to refresh — «OCBEXWTE»; IOAKPENUTE 3aacaMy (HaltMTKaMu)
to respond — 0TBEYaTh; pearupoBaTh; OTIBIBATHCS

to revive — 05KHBaTh, OKUBJIATE, BOCKpEIIATh

sanitation — 03JOpOBIIE€HHE; CAHUTAPHEIE YCIOBHUS
scales — Bechl

sense of purpose — IyBCTBO CTPEMIICHUS
separately — oTmensHO

set up — yCTaHOBJICHHBIH (BO3ABUTHYTHIN)
shareholders — axoHepE

small pool — ManeHBKOE YHCITO

small-scale ventures — MenKue NpeANPHITHIL
social progress — 001IECTBEHHOE Pa3BUTHE

social responsibility — conmanbHas 0TBETCTBEHHOCTD
special — ocoOBIT

staff — omopa, moanepxka, mrTat, UITad, IepcoHa

81




187.
188.
189.

190.
191.
192.
193.

194.
195.
196.
197.

198.

199.

200.
201.

202.
203.
204.
205.
206.

207.

208.
209.

210.

211
212

statement — yTBEpXKICHUE, 3aABICHUE

strongly identified — mpouHO acconmmpyIommiics

subjective — cyOBEKTUBHBII; JIMYHBIH; CBOMCTBEHHBIH IOANEXKAMEMY;
CcyOBEKTHBIA

subordinate — moTIMHEHHEBII

subordinate — OAYMHEHHBIH, BTOPOCTEIICHHBII

subsidiaries — BCIIOMOTraTeNIbHbIE, TOIOJTHHATENRHEIE

SWOT analysis (strength, weakness, opportunities and threats) —
SWOT ananussl (Mory, c1aboCcTH, BO3MOXKHOCTH H YTPO3BI)

to set into — IPUBOIUTE B; BBOJIUTH JaHHbIE B; BCTAaBIIATH (OJHO B IPYTOE)
to set out — IPUCTYIHUTS K; PEILIATH

to suggest — npemiaraTth

to suit to — npucnocabnuBaTh YTO-JI. K 4eMY-I.; IPUBOAMTE YTO-I. B
COOTBETCTBHE (C YEM-11.)

to sustain — HMOAJEPKUBATH; HOATBEPIKAATH; HOAKDPENUTE; MCIBITATH;
BBIHECTH; BEIIEPXKAaTh

to switch a telephone set into the line — Bkntouars TenedoHHBIH arnma-
PaT B JIMHUIO

tax revenues — HaJOTOBBIE JOXOMBI

technology — TexHuKa; TEXHOJIOTUA; TEXHUYECKHE HAYKH; NPHKIaJHBIE
HayKH; TEXHOJIOTHYIECKUE HAYKH

technology design — mpoeKTHbIE TEXHOIOTHU

the list of complaints — nepedeHs X1000T

the remaining task — ocraTognoe 3aganue

the size and scale — pasmep u MaciuTad

tightly — TecHO; IUTOTHO; KPEIKO

undercapitalized — nmeromui HEZOCTATOUHBIA OOOPOTHBIH KaluTary,
0013 Jar0MMK HEJOCTATOUHEIM KAIIUTAIOM

under-resourced — He IMEIOMUI JOCTATOUHO PECYpPCOB

unstructured — pacIUIBIBYATHIA; HEONPEACTEHHBIN; HELTPYKTYpPHpO-
BAaHHBIH

upward — HanpaBIeHHEIH WM IBHXKYIIMIACHA BBYpX; KBEPXY; HABEPX;
IBUTAIOMUHCS BBEPX

to underpin — MOAKPEILTATE

to urge smth. — yOexxmaTh, HaCTaUBaTh Ha YeM-Tr60
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213.
214.

215.
216.
217.

218.

vending machine — TOproBbIif aBTOMaT
vital — XH3HEHHBIH, )XU3HEHHO BaYKHBIH

warehouses — TOBapHbIE CKJ1abl

wealth — 6aarococrosmnmne; 60rarcTBo

working out options — paspabaTviBaride LeHbl B OMpPeAENeHHBIH CPOK,
TapUPHKaLHsE

to yield — npou3BOANTE; MPUHOCHTS; AaBaTh; CAABATh; CAABATHCH; YC-
TYMaTh; coramarses (Ha 910-1100); moamasaThesa
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