MHUHUCTEPCTBO OBPA3OBAHUSA PECITYBJIMKU BEJIAPYCH

benopycckunii HallMOHAIBHBIA TEXHUYECKU YHUBEPCUTET
kadenpa «HbOpMaIIOHHBIE TEXHOJIOTHUHU B YIPABICHUI)

YJIEKTPOHHBIN YUEBHO-METOINYECKHNI KOMILUIEKC
MO YYEBHOM JUCLHUILTAHE

[TPOPECCHUOHAJIbBHA A JIEKCHUKA
HA NTHOCTPAHHOM A3bIKE

IS CTIEUUAIbHOCTH
6-05-0311-02 «DxoHOMMKA U YTIPABIECHUE

Cocmasumenu. l1lannapenko AHHa AnekcaHApOBHA
Tounnmaa Aita KoHcTaHTHHOBHA

Munck, BHTY 2025



IHEPEYEHb MATEPHUAJIOB
Crpykrypa OYMK BKIItOUaeT B ceOsl CAeAYyIONUE pa3iebl:
1. TeopeTrnueckuii pazzen: MaTepua o rpaMMaTUKE B BUIE€ TaOIHII.
2. IlpakTuueckuil pa3zien: TEKCTOBbIE MaTepUalbl C 3aJaHUSAMH, JONOJHHUTEIbHBIC
TEKCTHI JJI1 CAMOCTOSITEIbHON PabOTHI.
3. Pazzen KOHTPOJIsl 3HAHUM: TECTHI.

4. BcnomorarenbHblit pazzen: yueOHas nporpaMmma JUCUUILIAHBI
«IIpodeccuonanpHasi JIEeKCHKAa HAa  WHOCTPAHHOM  S3bIKE  (QHTIUHCKHN)»  AJiA
CIEUUATIBHOCTH 6-05-0311-02 «OxoHOMHUKAa U yIpaBICHHE», BKIOYas ydeOHO-

MCTOAUYCCKYIO KapTy AWUCHUILIMHBI, a4 TaKXKC @pa:;m—wmme, FHOCCﬁpHﬁ, CBA3AaHHBIC C
HpOCI)CCCHOHaHBHOfI ACATCIBbHOCTBIO, KIIFOYX K YIIPAXKHCHUAM U OTBCTHI Ha TCCThI, CIIMCOK
PECKOMCHAOBAHHBIX UCTOYHUKOB.

MNOACHUTEJBHASA 3AIIMCKA

Hanneiii OYMK npezacraBisier coboil MporpaMMHBIA KOMIUIEKC MO JUCHUIUIMHE
«IIpodeccuonanbHasl JeKCMKa HAa WHOCTPAHHOM s3bIKE (QHTJIMHCKHI)», Ha3HAYEHUE
KOTOPOT'O 3aKJII0YAETCs] B 00ECIIEYEHUH HEMPEPHIBHOCTU U TIOJIHOTHI MTpoIiecca MOArOTOBKU
CTYJICHTOB K HCIOJb30BaHUIO AHIJIMMCKOTO $3bIKa B MPOQECCHOHAIBHON IESTEIHHOCTU
crienuanicTa B 00JaCTH SKOHOMUKH U yIipaBieHus. bynymiue crienuanucThl JOTKHBI 3HATH
HE TOJbKO MHOCTPAHHBIN S3bIK KaK CPEICTBO KOMMYHHKAIIMH, HO U IPO(ECCHOHATBHYIO
TEPMHUHOJIOTMIO0 UHOCTPAHHOTO SI3bIKA.

Lenu DVYMK:

— (opmMupoBaHME WHOS3BIYHOW KOMMYHHMKAaTMBHOM KOMIIETEHIIMH OYyIyIIEro
CIEHHUAIINCTA, TMO3BOJIAIOLIEH MCIOJIB30BATh HWHOCTPAHHBIA SI3BIK KAk CPEACTBO
po(ecCHOHATBEHOTO U MEXIMYHOCTHOTO OOIICHUS;

— (popmupoBaHUE MOTPEOHOCTH K CAMOCTOSITENIbHOM MO3HABATENIbHOM e TENbHOCTH,
KPUTHYECKOMY MBIIIICHUIO U pedaeKcuu;

— OBJIaJICHUE MHOA3BIYHBIM OOIIEHHEM B €JMHCTBE BCEX €r0 KOMIETEHIUH (S3bIKOBOIA,
pPEYEBOI, COLMOKYJIBTYPHOM, KOMIIEHCATOPHOM, Yy4eOHO-TI03HABATEIBHOM).

OcoOeHHOCTBIO TOJa4¥ Y4YeOHOro Marepuasa SBISETCS CTPYKTypa KOMILIEKCa,
KOTOpasi Mo3BOJIAET 3(PPEKTUBHO PEaTU30BBIBATh YUEOHBIN MPOLIECC MPU JUCTAHIIUOHHBIX
U 3a04HbIX (opMax mnoiyueHusi obpazoBanus. Coaep’kaHuUE KOMIUIEKCAa OpPUEHTUPYET
oOydaroluxcsi Ha HCIIOJIb30BAHME HWHOCTPAHHOIO SI3bIKa B KayeCTBE HHCTPYMEHTa
npo(ecCHOHaIbHON AEATENBHOCTU: IS NIepeBoAa U pedeprupoBaHus NpodhecCruOHaTbHO-
OpUEHTHUPOBAHHBIX TEKCTOB, IUIsl YCTPOMCTBa Ha pPabOTy, NPOBEIEHUS NEPErOBOPOB,
BeJCHHUSI TEJIC(POHHBIX PA3rTOBOPOB M HEOOXOAMMOH [€JI0BOM M MpOoQecCHOHAITBHON
JOKYMEHTAI1H.

Ocobennocmu cmpykmypupoganusi u nooadu yweornozo mamepuana. ConepxaHue
y4eOHO-METOJIMYECKOTO0  KOMILIEKCA BKJIOYaeT B ce0sl  CIeAylolMe  pa3lienibl:
TEOPETUUECKUM, PAKTUYECKUH, pa3[ed KOHTPOJIA 3HAHUM U BCIIOMOTAaTENIbHBIN pa3ae.

Teopernuecknil pasfen KOMIUIEKCA COAEPKUT OCHOBHBIE NIpaBWJia AHTJIUHCKOM
rPaMMAaTHUKH, KOTOPBIE MOMOTYT BBIIIOJIHUTH YIPAXKHEHHUS M TECThl B IMPAKTUYECKOM
pazziene u paszese KOHTPOJIS 3HAHHUM.

[Tpaktuueckuii pazaen DY MK Bkitouaet B ce0si: ayTEHTUYHBIE TEKCTOBBIC MaTEPUATTBI
C 3aJJaHUSIMU JIEKCUYECKOT0 XapaKTepa, HallpaBJICHHbIMU Ha (OPMHUpPOBAHHE U PA3BUTHUE

1



A3BIKOBBIX M KOMMYHHMKATUBHBIX yMeHUH cryaeHToB. [Ipm mombope TEKCTOB aBTOpHI
UCXOJWIN U3 METOJIMYECKON KOHIIENIIMU HEPa3phIBHOCTH MpOLIECcca MO3HAHUS U pa3BUTHUS
HABBIKOB pa0OThl C TEKCTOBBIM MaTEpHUAIOM U HAaBHIKOB YCTHOM M NMUCBMEHHOHM peu, a
TaK>K€ OMUPANHUCH HA IPUHUMII pealin3aluy MEKIUCIUIIIIMHAPHBIX CBSI3€1, KOT1a CTY IEHTbI
napajjieibHO TOJy4aloT 0a30Bble SKOHOMHUYECKHME 3HAHUS B JIEKIIMOHHBIX Kypcax IO
SKOHOMHMYECKUM AUCHUIUIMHAM. [IpeaTeKkcToBbIe U MOCIETEKCTOBBIE 3aJaHHUsI KOMILIEKCa
CHOCOOCTBYIOT Pa3BUTHI0 KOMMYHHUKAaTHMBHBIX HaBBIKOB OOYYaIOIIMXCS, OpraHU3aliu
nucKyccuil. JlaHHBIN pa3en KOMIUIEKCa COCTOUT M3 / TeM, OJiHA U3 KOTOPHIX BKJIIOYACT B
ce0s 2 TeMbl U3 yueOHOU mporpaMmbl. Kaxaast TeMa UMeeT eJMHYI0 CTPYKTYPY U BKIIIOYAIOT
cienyromue OJIOKH: TJI0CCapuid , TEKCThI (AyTEHTUYHBIE TEKCTHI 110 TEMaM), YIPaXXHEHUs
(muddepeHIPOBOUHBIEC, TOCTAHOBOYHBIE U KOHCTPYKTUBHBIC YIPAXKHEHUS, YIPAKHCHUS
JUIsl aKTUBALlMM JIEKCUKM B pE€YM), BHUAEOMarepuan (CCbUIKM Ha BHJEOMaTepHal U
YOPAKHEHUS K HUM).

Pasnen xontposs 3nHanuit DYMK conmepKuUT TecTbl, HAIIPABIEHHBIE HA OBJIAJICHHUE
TEXHOJIOTUAMH SI3bIKOBOI'O CamMOOOpa30BaHUsI U OLEHKU MPUOOPETEHHBIX SI3bIKOBBIX H
IrpaMMaTHYECKUX YMEHUU.

BcnomorarenbHblii  pa3nen mpenactaBieH  y4eOHOM mporpaMMod U ydeOHo-
MeToauyeckor kaproil mo aucuuruinae «lIpodeccronanbHas jgekcMka Ha WHOCTPAHHOM
s3bIKe (QHTIUMHUCKUMN)» mia crneruaabHocTu 6-05-0311-02 «DxoHOMHKA W yIIpaBICHUEY.
JlaHHBIA pa3fen CoIepKUT Takke Hambojee ynoTpeOuTeNnbHbIe BBOAHBIC (pasbl,
IJI0CCapui, COCTOSIIIMM M3 KIIIOUEBBIX JIEKCMUECKHX EIUHUI] M0 TeMaM B aji(paBUTHOM
HOPAJIKE, CHUCOK PEKOMEH/I0BAHHBIX NCTOYHHUKOB, KIIFOUH K YIPAKHEHUSAM U TECTAM, 4TO
yA00HO JUIsl CAMOCTOSITENIbHON paOOThI CTYIEHTOB MPU JAUCTAHIIMOHHON U 3a04HOM (hopmax
HOJTy4eHUs: 00pa30BaHMS.

PazpaGotannpii OYMK 1o mucumminbae «lIpodeccuonanpHas Jekcuka Ha
MHOCTPAHHOM S3bIK€ (AHTVIMMCKUMN)» MpeAHa3HAYeH AJis CTYJEHTOB JUCTAHIMOHHOW WU
3a0uHOM (HOpMBI MoOJIydeHUs: 0Opa3oBaHus, a Takxke mnpenoaaBareneid BHTY kadenpsi
«MHpopMaLIMOHHBIE TEXHOJIOTHH B YIPABICHUW» JJI pa3paboTku Kypca B cucreme CJ/1O
Moodle.

DNEeKTPOHHBI y4eOHO-METOUYECKUN KOMIUIEKC pa3paboTaH B COOTBETCTBUU CO
BCEMU TpEOOBAHUSIMU TMOJOXKEHUA 00 y4eOHO-METOJIMYECKOM KOMILUIEKCE Ha YpOBHE
BbICIIETO OOpa3oBaHus (moctaHoBieHue MuHucrepcTBa oOpa3zoBanus PecnyOnuku
benapych 08.11.2022 Ne 427).
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1. TEOPETUYECKUWM PA3JIEJ

Teopernueckre OCHOBbI 0a30BbIX TI'paMMaTHUYECKMX TEM aHIVIMACKOIO S3bIKa
U3JI0’KEHBI B (hopMe TaOIuI U TEKCTA.

CrpanarenbHblil 3aji0r
(The Passive Voice)

3ajgor - 3T0 (opMa riarosa, KOTOpas IMOKAa3bIBA€T, SBJSICTCA JIM IOJICHKAIIEe
IPEIOKEHHUS TPOU3BOJAUTEIEM MM OOBEKTOM JCHWCTBHUS, BBIPAKEHHOTO CKa3yeMbiM. B
aHTIIMKACKOM SI3bIKe MMeeTcs ABa 3amora: the Active Voice (mericTBUTenbHBIN 3a0T) U the
Passive Voice (ctpanaTenbHbIi 3aJ10T).

1. Ecou moaseskaiiee 0003HAaYaeT JIMIO WM IMPEIMET, COBEPINAIOIINY AEHCTBUE, TO
rJIaroyi-CKasyemoe yrmoTpeOisercs B popmMe IeiicTBUTEIHLHOIO0 3aJ10Ta.

They gave us a bonus.

OHH BbIIAIA HAM MIPEMHIO.

The hurricane ruined almost all houses in this village.

VYparan pa3pyIuini MoYTH BCe J0Ma B 3TOH JIePEBHE.

2. Ecnmu xe momnexariee o0O0O3HAYaeT JUIO WM TMPEIMET, MOJABEPTalOIIUNACS
I[Gf/iCTBI/IIO CO CTOPOHBI APYTOTO JIMIa UK IPpEAMETA, TO I'JIaroji-CKazyemMocC YHOTpe6J'I$IeTC$I
B (hopMe CTPAAATENbHOI0 32J10TAa.

We were given a bonus.

Hawm Oblna BbI1aHa ipeMus.

Almost all houses in this village were ruined by the hurricane.

[TouTu Bce 1oMa B 3TOM JepeBHE ObUIH pa3pyIlICHbl yparaHoM.

CrpanaTe/ibHBII 32J10T YOTPeOJIs1eTCs:

e Korpga muio, cosepuiaroliee IEUCTBUE, HEU3BECTHO WIIM HE CTOJb BAXKHO IS
YIOMUHAHHUS

Our house was broken into yesterday.

Buepa orpabunu Ham gom.

e Korma Mbl HE XOTUM TOBOPUTh, KTO MMEHHO 3TO ciaenan. Hampumep, eciu
MPOU30IILIO YTO-TO IJIOXOE, U MBI HE XOTUM HUKOTO OOBUHSITb.

The holiday was spoiled.

[IpaznHuK OBLT UCTIOPYEH.

1. Eciii He0OX0IMMO YIIOMSIHY Th, YTO JISHCTBUE COBEPIIACTCSI KEM-TO HITH C TTIOMOIIHIO
4ero-To, TO UCIIOJIb3yeM Tipesyioru by u with.

» Eciim  jeiicTBHe OCYIIECTBISICTCS TMPU  IMOMOIIM  KAKOTO-JIMOO TIpeaMeTa,
MHCTPYMEHTA WJIM MaTepHalia, TO ucroiib3yercs npemior With. Mer craBum with B xonen
IpeUTOKECHHMS, a TToclie Hero caMm nHeTpyMeHT (With a knife)

The streets are covered with snow.

VY IHIIBI TOKPBITH CHETOM.

The picture will be painted with a pencil.


http://sdo.bsu.edu.ru/Resource/eBook/English/UM_ActiveTenses_1.html

KapTtuna Oyaet HaprcoBaHa KapaHIaIIOM.

» Ecu mbt xotum cka3atk KTO wim UTO (kem, wem) SBisieTcsl IpUUUHOMN TEHCTBUS,
TO MBI HUCIOJBb3yeM Tpeasior Dy. Mel cTaBuM ero B KOHIE MPEUIOKEHUS, a MOCIE HEro
neicrBytomiee uio (by Tom, by the storm)

B aHrmiickoM TpeUIoKEHUH ¢ MACCHMBHON KOHCTPYKIMEH mpemior by wmoxker
BBOJUTH:

® YyeJioBEKa JIMOO0 TPYIITY JIFOJEH, COBEPIIMBIIUX KaKOe-I100 JeHCTBUE

Our flat was done up by a famous interior decorator.

Otnenka Hamel KBapTUPHI ObLTa TPOM3BEIeHA NU3BECTHRIM TU3aHEPOM HHTEpPbhEpa.

® aBTOpA

The poem was written by Pushkin.

[Torma O6buta Hanucana [ymKuHBIM.

® SBJICHHUE IIPUPOIBI

The city was ruined by earthquake.

['opox ObLT pa3pyIIeH 3eMIETPACEHUEM.

OOpa3zoBaHne BpeMeH CTPAJAaTeJIbLHOIO 3aJ10Ta

1. Bpemena ctpagaTenbHOro 3ajora oOpa3yloTcs MPU MOMOIIKA BCIIOMOTAaTEIbHOTO
riaroyia «to be» B cooTBeTCTBYIOIICH BpeMeHHOM (hopme u riaarona B 3—it Gopme miu ¢
okonvanueM -ed (V3 \ Veq).

ACTIVE VOICE PASSIVE VOICE
Present Simple
| often ask questions. I am often asked questions.
He\She\lt is asked ...
We\You\They are asked ...
Present Continuous
I am asking questions I’m being asked questions
now. now.

He\She\lt is being asked...
We\You\They are being
asked...
Past Simple
| asked questions. I\he\she\it was asked

questions.
Wel\you\they were asked ...

Past Continuous

| was asking questions. I\he\she\it was being asked ...
Welyou\they were being
asked...
Future Simple
I will ask questions. I\he\she\it + will be asked

welyou\they questions
Present Perfect



I have just asked I\welyou\they have been
questions. asked..
He\she\it has been asked ...
Past Perfect

I had asked questions I had been asked questions
before the lecture. before the lecture.

Future Perfect
I will have asked I will have been asked
questions before the questions before the lecture
lecture starts. starts.

Takum o0pa3om, MpU CHOPSHKEHUU TJ1arojiia B CTPAJaTeIbHOM 3aJiore U3MEHSETCs
TOJILKO T1aroi «to be», cMBICIIOBOM e Ii1aroj MMEeT BO BCEX BPEMEHAX OIHY U Ty XKe
dopmy — Past Participle (V3) wm Participle 11 (Veq).

2. B crpamarenpbHOM 3ajiore MMEIOTCS TOJIBKO JiBa BpeMeHH Tpymmbl Continuous:
Present Continuous u Past Continuous; ¢opma Future Continuous, a Takxe BpeMeHa
rpymsl Perfect Continuous oTcyTcTBYIOT.

3. Ilpu 0Opa3zoBaHUM BOMPOCUTEILHON (POPMBI MEpea MOAJICKAIUM CTAaBUTCS MO0
rmaroa «to be» B cooTBeTcTByromeM BpeMeHH, JIMOO BCIOMOTATEIBHBIA TJIAroj
yHOTpeOIIsIEMOr0 rpaMMaTHYECKOTO BPEMEHHU.

Was he invited yesterday?

OH ObLIT MpuUrIaiieH Buepa?

Has he been awarded recently?

OH ObUT HarpaxaeH HEeJaBHO?

4. Ilpu oOpa3zoBaHUU OTpULIATENHHOM (GOPMBI HacTHIla NOL CTaBUTCA:

1) iubo mocie raarona «to bex»

I am not invited.

51 He npurnamexH

2) mmubo Tmocje BCHOMOTaTENIbHOTO TJarojia YMoTpeOJaseMoro TpaMMaTHYecKOro
BPEMEHH.

You will not be forgiven.

Teb6s ne pocTAT (Thl HE OyaelIb MPOIIEH).

IIpeoOpa3oBaHue NpeAIOKeHUN U3 1eliCTBUTEIbHOI0 32J10Ta B CTPAaaTe/bHbIH

5.  JlomoysiHEeHWE  JCWCTBHUTEIBHOTO  000pOTa  CTAaHOBHUTCA  IMOJICKAIIAM
CTpaJaTensHOro 000poTa

Somebody has stolen his car (aeficTBuTenbHBIH 3ai10T).

KTo-TO ykpan ero MammvHy.

His car has been stolen.

Ero mammuna Opl1a ykpajeHa.

6. Ecii B cocTaB cka3yeMoro B JIEMCTBUTEIBLHOM 3aJI0T€ BXOJAT MOJAIBHBIE TJ1aroJibl
U WX DKBHUBAJICHTHI, TO B CTPaJaTEIbHOM 3ajJore 3Ta KOHCTPYKIUS OyIeT BBITJISICTH
CEAYIOIIUM 00pa3oMm:



Moane:xkamee + MOAAJBHBIIH raaroa + be + \V3¢d

NeHCTBUTEILHBIN 32J10T CTpajgaTeJbHbIN 32J10T
We must finish our work in Our work must be finished in
May. May.

Mpb1 TOJDKHBI 3aKOHUWTH CBOKo | Hamra pabGoTta momxkHa OBITH

paboty B Mae. 3aKOHYEHA B Mae.

You can buy this book in any | This book can be bought in

bookshop. any bookshop.

BbI cMOKeTe KynUTh 9Ty KHUTY | OTa KHHTA MOXET OBITh

B JTFOOOM KHIDKHOM Mara3uHe. | KyIUIeHa B JIFOOOM KHHKHOM
MarasuHe.

Hesmunbie dpopmbl riaarogaa (Non — Finite Forms of the Verb) Uugpunurus
Nupunutus (The Infinitive)

NuduautHB - HeonpeaeneHHas ¢opma riaroja- MpeacTaBiaseT COO0N HETMIHYIO
TIIarojibHy0 (GopMy, KOTOpas TOJbKO Ha3bIBaeT JEHCTBUE, HE yKas3blBasg HU JIMIA, HU
yrcia. THQUHUTHB OTBEYaeT HAa BOMIPOCHI YTO Jenath? 4To caenats? to read - uyurars,
npouectb; t0 buy - mokynars, kynuts; to sell - mponasate, npoaars.

dopmanbHbIM MPU3HAKOM HHGUHUTHUBA SIBIsETCS yacTula t0, KoTopas HE UMEeT
CaMOCTOATENIbHOTO 3HaYeHus. Yactuua to nepes MHPUHUTUBOM YacCTO OIyCKAETCsl.

NHUHUTHB MOKET CJIIYKUTH B NPEAJIOKCHUN:
1 Tlomaexamum:

To read is very important in our life.

YuraTh - OYCHb BAKHO B JKU3HHU.

2 HMeHHOI YacThI0 CKa3yeMoro:

Your duty was to inform us about it immediately.
Bam A0JIr COO6HII/ITB HaMm 00 PTOM HEMCIJICHHO.
3 YacTblo COCTABHOIO IJIAr0JILHOI O CKa3yeMoro.
He began to translate the letter.

OH Havay1 NePEBOIUTH TUCHMO.

4 JlomoJIHEHHEM .

They asked us to deliver the goods in May.

Ounn IMOIIPOCUIIN ITIOCTABHUTL TOBAP B MAC.

5 OmnpenesieHueM:

He expressed a desire to order these books.

On BBIpA3nJI JKCJIIAHHUC 3aKa3aTb 9TH KHUI'H.

6 OO0CTOATEILCTBOM:

| went to the station to see off our teacher.

S1 momien Ha BOK3all IMPOBOAWTDH HAICTO YUYHUTCIIA.



NupunutuB umeet GopMbl BpEMEHH M 3aJ10ra

B anrnmiickom si3bIke MCPEXOOHBIC I'JIAr0JIbl UMCHOT YCTBIPC (bOpMI)I I/IH(bI/IHI/ITI/IBa B
I[Gf/iCTBHTGJ'IBHOM 3aJI0Irc 1 IBC (I)OpMLI B CTpaAaTCIbHOM 3aJI0TC.

Active Passive
Indefinite to ask to be asked
Continuous to be asking
Perfect to have asked to have been asked
Perfect to have been
Continuous asking

Nudunutus ¢ yactuuei to

3.1. Kak 6bu10 yKa3aHo BbIle, MHPUHUTHUBY OOBIYHO MPEAIIECTBYET yacTuia to: 1o
buy, to sell.

Ecii B npeiyIoKEHUU CTOST PSIIOM JBa MH(ODUHHUTHBA, COCAMHCHHBIC coro30M and
WM Or, To yactuna to nepea BTOPbIM U3 HUX OOBIYHO OIMYyCKAeTCs:

| intend to call on him and discuss this question.

51 HamepeH 3aiiTH K HeMy U 00CYJIUTh 3TOT BOIIPOC.

3.2. UndpunutuB ynorpebdisercs ¢ uyactuiei to mocime cios: the first, the
second..., the last, the only:

He is always the first to come.

OH Bcer/1a MPUXOANUT TIEPBBIM.

3.3. [Tociie HEKOTOPBIX MPUJIAraTEIbHBIX:
difficult

glad

happy

sad

surprised

disappointed

| am glad to see you again.

3.4. Ilocme koHcTpykmmii ¢ too/enough, (caMmkoM  /I0CTATOYHO)
It's too late to go there. Caumkom mo3aHoO Ty1a UATH.

Nudunutus 6e3 yactuusl 0.

Nuduantup yrotpebasiercs 6e3 yacTuils 10:

1.Tlocme MomanpHBIX TIaroyioB can, may, must, shall, should (xpome ought to,
have to, be to).

2.1Tocne rnaronos:



to make

to let

a NHOT'Ja TaK>XK€ IIOCJIC
to help

to dare

| let him go there.

Help me (to) do it.

3.I1ocne couerannii:

had better

would rather, would sooner

| would rather not tell them about it.

4.Tlocne coro3a than B cpaBHEHUSX.
| prefer to drive to work rather than take the bus.
S Gonblile MpeanoYnTaro €3uTh Ha paboTy Ha MallIMHE, YeM Ha aBTOOYycCe.

5.B 060poTe «0OBbEKTHBIN MaIekK ¢ UHPUHUTHBOMY MOCTIE TJIaroJIoB:

to see

to watch

to hear

to feel

to notice

| saw him fall to the ground.

[Ipumeuanue:

Korga rnarosbl B mMyHKTax 2 W S ynotpeOJsitOTCS B CTPaJaTelIbHOM 3aJiore,
CIIeIYIONINI 32 HUM HHPUHUTHUB yIOTpeOIseTcs ¢ yacturiei to.

He was made to do it. Ero 3acTaBuiv 3TO cieaTh.

6B Bompocax, HaunHarommxcs ¢ wWhy not.
Why not go to the disco.
[Touemy ObI HaM HE TOWTH HAM JUCKOTEKY.

Cio:xxHoe 10MmoJTHEHH e

The Complex Object
(Objective - with - the - Infinitive Construction)

OTa KOHCTPYKIIHS COCTOUT U3 CYILIECTBUTEIBHOIO B O0OIIEM MAJEXKE NI MECTOMMEHUS
B OOBEKTHOM Majeke U THPUHUTHBA.

OOBIYHO TMEpPEeBOAUTCS HAa PYCCKUH SI3bIK  NPUAATOYHBIM  JOMOJHUTEIbHBIM
PEIJI0KEHUEM.

O00poT «OOBEKTHBIM MafeX C UHPUHUTUBOM» YHOTPEONSIETCSl IOCJE IJ1aroJyios,
BBIPAKAIOIINX:

1. yyBcTBEeHHOE BOCIIpHUsITHE:



to see

to hear

to feel

to watch

to observe

to notice

9TOM CJIy4dac 4aCTula to nepea I/IH(bI/IHI/ITI/IBOM HE€ CTaBUTCA:
| saw the car crash into the shop window.

A Bunen,(kak) manimHa Bpes3ajach B BATPUHY Mara3uHa.
We heard our friends come back.

MBI yciblany, 4TO BEPHYJIUCH HAINA IPY3bsl.

2. MueHue, cyKaeHue:

to think

to know

to declare

to suppose

to assume

to consider

to find

to expect

to understand

to believe

to prove

They think him to be a good doctor.

OHu AyMaroT (CYMTAIOT), YTO OH XOPOLIUH Bpay.

You can't expect to learn a foreign language in a week.

He paccunTbiBail Ha TO, YTO HHOCTPAHHBIN A3bIK MOYKHO BBIYUYUTH 3@ HEJIEIIO.

Ipumeuanue: nocne raarosos to consider, to declare, to prove, to find undunuTus,
0003HauYCHHBI r1aroiom to be, MoXHO ormycKars:

He considers her (to be) a clever girl.

OH cuuTaeT ee yMHOU AEBYIIKOM.

3. JKeJlaHuUe:

to want

to wish

to desire

| should / I would (I'd) like

They want us to come back on Friday.

OHHU XOTSAT, YTOOBI MBI BEPHYJIMCH B MIATHUILY.

I'd like you to call me in the evening.

MHe ObI X0TeN0Ch, YTOOBI Thl TO3BOHUI MHE BEUEPOM.

4. Tllpuka3zanue, pa3pelieHue, NpochLOy:
to allow
to permit

10



to ask for

to order

to command
to request for

C naHHBIMH BRIpaXXCHHSIMH HcIoNb3yercs Passive Infinitive:

She allowed the car to be taken away.

Omna pazpemmia, 9To0bl MaIIMHY YOpaJid ¢ 3TOTO MECTA.

EcTh rmaronsl, KOTOpbIe yHOTPEONAIOTCS € WHPUHUTUBOM TOJBKO B KOHCTPYKIIMH

«00beKmHbLIL nadedse ¢ UHPUHUMUBOM).

To advise coseroBarp, to allow mo3BomsTh, t0 cause mpuumnsth, to command

They forced us to open our suitcases.

Henpasunsho: They forced to open our suitcases.

O06opoT «<MMEHUTEJbHBIN NMaJekK ¢ HHPUHUTHBOM»

Complex Subject

npuKasbiBaTh, t0 compel 3acraBnsars, t0 encourage odoxapsrte, to force 3acrapnsare, to get
MoJIy4aTh, JOCTUraTh, tO iNstruct oOyvars, to invite npurnamrare, to oblige o6s3bBaTH, 10
order mpukaspiBaTh, t0 permit paspemars, to teach oGyuars, to tell rosoputs, t0 urge
yoexaaTh, t0 warn npeaynpexaaTh.

O60pOT «MMEHHUTEeJIbHbIN nmagexm ¢ I/IH(l)I/IHl/ITI/IBOM» COCTOUT H3 COUYCTAHHA:

CYILLIECTBUTEILHOE WJIM MECTOMMEHHUE + HHPUHUTHB.

The delegation is said to arrive on Monday. 'oBopsT, 4TO Aeneranusi npeObIBacT B

IMOHEICIbHUK.

Ynotpebasiercsi, Koraa ckKazyemoe

CTpaaaTCIbHOM 3aJIOTC:

to say

to report

to know

to expect

to believe

to consider

to see

to think

to hear

to state

He is said to study at Oxford University.
I'oBopsT, uTo oH yuutces B Okcdopie.

Korz[a CKa3yCMOC€ BBIPAXKCHO I'J1aroJiaMu:

to seem, to appear

BBIPA’KCHO

CIEAYIOITUMU

rjarojiaMmu

B

11



to prove
to happen, to chance

OTH I1arojsl yHOTpC6JI}I}0TCH B I[Cf/iCTBI/ITGJILHOM 3aJ10re.

He proved to be a good barber.

On okasajics XOpomuM IapruKMaxepom.

Ipumeuanue: rnaron to be mocie HEKOTOPBIX IITAr0JI0B YaCTO OIMYCKACTCH.
She appears (to be) tired. Ona mo-BUAMMOMY yCTaIa.

Korna ckazyemoe BhIpaKeHO coueTanueM riarona to be u npunararenbHbIM:
likely

unlikely

certain

sure

They are sure to win this game.
OHu, HECOMHEHHO, BBIUTPAIOT 3Ty UTPY.
(MaduaNTHB 00BIYHO BBIpaXkaeT AEHCTBHUE, OTHOCAIIEECS K OyAyIieMy. )

NudunntuBHbIA 060poT ¢ mpeasiorom for

NupuautuBHBI 000poT ¢ npemioroM for cocrout u3 coueranus mpeiora for c
CYH_ICCTBI/ITCJ'H)HBIM NJINn MCCTOUMMCHHUEM B O6'[>6KTHOM IIagcxKe + I/IH(I)I/IHI/ITI/IB.

It is difficult for me to translate this article.

MHe OyzieT TpyIHO EPEBECTH 3Ty CTATHIO.

T'EPYH/IUU

(THE GERUND)

Iepynamii —»sT10 HenuuHas (opma riarosia, coenuHstonias B ce0e CBOMCTBa
CYILIECTBUTENILHOT'O U IJ1aroyia. B 3ToM OTHOIIEHUH repyHIuM CX0/IeH ¢ MHOUHUTHUBOM, HO
OTJIMYAETCS OT HErO TEM, UTO MEPEAAET OTTEHOK Ipouecca AeHCTBUs. B pycCKOM A3bIKE HET

¢dbopMBI TI1aroJa, COOTBETCTBYIONIEH aHTIIMICKOMY TePYHIUIO.

I'epynanii umeer ciaenyomue Gpopmsl

Indefinite Perfect
Active writing having written
Passive being written having been written

12



Toneko Indefinite Gerund Active sBisiercss mpocroii ¢opmoii repynaus. Ona
oOpa3yercs myTeM npubapieHus cydukca -ing k ocHoBe Tiaroia: to write -- writing, to
read -- reading.

[TpaBuna oOpa3oBaHusi NPoOCTOW (OPMBI TEpPyHAMS TakKue XKe, KaK IpaBuiia
obpazoBanus Gopmbl mpuyacTus .

Indefinite Gerund Passive oOpa3yeTcs ¢ TOMOIIbIO BCIIOMOTaTeIbHOIO TJ1aroa to be
B (hopMe mpocToro repyuaus u npuuactus I cMmpeicioBoro riaarona: being written.

Perfect Gerund Active oOpa3yeTcsi ¢ OMOIIbI0 BCIIOMOTATE/ILHOTO IJ1aroja to have
B (hopMe mpocToro repyuaus u npudactus I cMbicioBoro riarona: having written.

Perfect Gerund Passive o6pa3yeTcsi ¢ TOMOIIBIO BCIIOMOTATEIHbHOIO TJIaroja to be B
dopme nepdexTHoro repyHaus u npudactus [ cmpicoBoro riarona: having been written.

OtpurarenbHas ¢popma repyHIuss 00pa3yeTcsi ¢ MOMOIIbI0 OTPUIATEIbHON YaCTUIIBI
not, KOTopasi CTaBUTCs niepe repyHaueM: Not writing, not being written.

@OYyHKIUM TePYHIHA B MPeII0KEHUU

Iopaexamee:
Skating is a favourite sport with the youth.
Karanue Ha KOHbKaX - JIIOOUMBIN BUJT CIIOPTA MOJIOJIEKHU.

YacTh COCTABHOIO CKa3yemMoro.
His greatest pleasure is swimming.
Ero camoe Ooipinoe YOAOBOJIBCTBUC — 3TO IIJIaBAHHUC.

[epynanii 00pa3yeT COCTaBHOE IUIArojbHOE CKa3yeMOe TakKe C MPHIaraTeIbHbIMH
worth crosimii busy 3aHsTBIH (C T1aroa0M CBSI3KOH)

These books are worth reading. OTv KHUTH CTOUT ITOYHUTATH.

IIpsimoe nonmosTHeHuUe:

['epynauii B GyHKIMM OPSIMOTO JTOMOJIHEHUS IEPEBOIUTCSA HEONPEAeIeHHON (popmoit
J1aroJia, CyleCTBUTENbHBIM WIH IJ1aroJioM B JUYHOU (opme (B PYHKIUHU CKa3yeMmoro) B
COCTaBE MPUJIATOYHOTO MPEAJIOKEHUS.

['epynuit ynorpetdisercs B QyHKLIUHU IPSIMOTO JONOJHEHUS MOCIE II1aroJos.

to avoid

to mind

to fancy

to mention

| am proud of being a teacher.

S ropKyCh TEM, UTO SBISIOCH YUUTEIEM.

Onpenesienue:
['epyHIUI0 B KavyecTBE ONpECIICHUs OOJIBIICH YacThio MpeamecTByeT npemior Of
(uaorma for). I'epyHmuit B (QyHKOHMH OIpENeICHHS TICPEBOAMTCS HA PYCCKUH S3BIK
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CYIICCTBUTCIIBHBIM B POJUTCIBHOM IIaJCKE, CYIICCTBUTCIBHBIM C IIPCIJIOTOM HWIIH

HeomnpeAeIeHHON ¢hopMoil riaroa:
the possibility of seeing
the way of speaking

I'm glad to have the opportunity of talking to you, Doctor.
51 pan BO3MOXKXHOCTH IOTOBOPUTH C BAMH, TOKTOP.

O0CTOATEILCTBO

I'epynnnii B GyHKIIMU 00CTOSTENBCTBA YIOTPEOIISIETCS BCETa C TPEAJIOTOM:

besides

instead of
without

apart from

after

before

for the purpose of

U OOBIYHO TIEPEBOJMUTCS CYIIECTBUTEIBHBIM C TMPEIJIOroM, JAeenpuyacTUEM
HECOBEPILEHHOT'O UM COBEPIICHHOTO BHJIa WUJIU TJIArojioM B JUYHOM (opme (B GyHKUIUU

CKa3yeMOFO) B COCTABC IIPNAATOYHOIO IIPCAJIOKCHUA!

He left the meeting without saying a word.
OH nokuHyJ cOOpaHue, HE CKa3aB HU CJIOBA.

I'naroJibl, mociie KOTOPBIX I'1aroJibl ¥ BbIpaKeHHsl, MOCJIe KOTOPbIX
ynorpedJisiercsi HHPUHUTHB ynorpedJisieTcsi repyHamii

afford HI03BOJISITh admit NpU3HABATh

agree COTJIAIIAThCS advise COBETOBATh

appear HOSIBIISITHCS, Ka3aThCs appreciate  ueHuThH

arrange  I0TOBapHBATHCS avoid n30erarb

ask MPOCHUTH, CIIPAIINBATh can’thelp  cumbHO kenath
attempt MBITATHCSA can’tstand  He BBIHOIIY, HE TEPILTIO
beg YMOJIATH celebrate pa3IHOBAThH

can (can’t) afford He Moub MO3BOJIUTH consider paccMaTpuBaTth

can (can’t) wait  cunbHO *kenaTh defend 3alUINATh

care 3a00THTHCS delay OTKJIaIBIBATh

chance  cayuarbcsi, puckoBaTh detest OLILYIIATh HEMPHS3Hb
choose BBIOMPATh discuss 00cyKnaTh

claim TpebOBaTh, yTBEPIKAATH dislike UCTIBITHIBATH HEMIPUA3Hb
come MIPUXOINTH dispute  cmoputs

dare CMCTh, IOCMECTh enjoy HacIaxaaTbCs

decide  pemrars escape nsberarb

demand TpeboBars, cripaniMBaTh evade VKJIOHATHCS, n30eraTh
deserve 3aCITy)KUBaTh excuse W3BUHSATD

determine ompenensaTh explain 0OBICHSTD

elect u3ouparhb fancy noJjiaraTh, BOOOpaXKathb
expect 0XKU1AaTh fear 0oATHCS

fail TEpIIeTh MPOBAJI, TOPAKEHHE feel like uyBCTBOBaTH , XOTETh, KeEJaTh
get MOJy4aThCsl, JOOUPATHCS finish 3aBepIIaTh

grow (up) pactu forgive  mpomars
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guarantee rapaHTHpOBAThb give up (stop) mpekpamars

hesitate  kone6atbes goon MPOJI0IKATH

happen  mpoucxoautsb hate HEHAaBHUJETb

hope HAIEATHCS imagine MPECTaBIATh ceOe

hurry CICIINTh injoy MOJy4aTh YI0BOJIbCTBUE

incline CKJIOHSATBCS involve BOBJICKATH

intend HAMEPHUBATHCSI justify MOJITBEPKIaTh

learn n3y4arb keepon  mpomomxkarb

manage  ympaBlsTh, CIIPABJIATHCS leave off mepecraBats

mean MoJjpa3yMeBaTh, 03HAYATh like HPaBUTHCS

need HyxaaTecs (uro-muoo menarte) |look like  BeITIsIETH

offer npejiaraTh mention  ymoMHHATH

pay OTJIAYMBATH miss CKyYaTh, YIYCKATh

plan [UIAHUPOBATH need HYXXIaThCsI B YEM-TO

prepare  MOArOTaBIMBATH omit MpOITyCKaTh, HE OTMEYaTh

pretend  mnpereHIOBaTh, MPUTBOPATHCS  [PErmit  MO3BOJISATH

promise  ob6emars picture  u300pa3uTh, MPEICTABUTH

prove JIOKa3bIBaTh postpone  OTKJaIBIBAThH

refuse OTKa3bIBaTh, OTBEPIaTh practice  TpakTHKOBATH

remain  ocraBaThCsl, IPeOLIBATH prevent  mpeaoTBpaIiaTh

requestsampammuBaTh, CIpalInBaTh put off  mpemorBpamars

resolve paspemars (mpobiremy) recall BCIIOMHMHATh, HATOMHUHATH

say  ckasath recommend  pekOMeHI0BaTh

seek  uckarb report  OTYMTHIBATHCS

Seem  kasaTheCs require  TpeGoBaTh

struggle GopoTbcs, MPOOUBATECS resist COTIPOTHBIIITHCS

tend WMETH TEHIECHIIUIO risk pUCKOBATh

threaten YTpOXaTh save cracath, oepedn

turn out 00epHYThCS, 0Ka3aThCs suggest  mpennararb

venture PHUCKOBATh, OTBAXKUBATECSI support MOJI/IEP)KUBATH

volunteer  BBI3BIBATHCS JOOPOBOIBEHO tolerate JIOTyCKAaTh, TEPIIETh

wait XK1aTh understand noruMarh

want XOTETh in addition to B nomonHeHwe K

wish KEIATh as well as TaKKe KaK

would like xorteTs, xenatsb i’sno good He xoporio
it’s no use Oecrosne3Ho
there is no point in  Het cMbIca B
have a hard/difficult time TtpymxHo
have trouble with  umeTs pobGemy ¢
What about? How about? Kaxk nacuer
TOr0, YTOOBI
What’s the use of kakoBa mosnb3a oT

ITocse raaronos to stop, to remember, to forget, to regret, to go on u T.1. MOXeT
yHOTpeOIATHCS KaK TePYHIUM, Tak U MHOUHUTUB. PazHuIla IUIllb B 3HAUCHUSIX.

Can we stop here to admire the view?

MoskeM 1 Mbl OCTaHOBUTBCS 3/1€Ch, YTOOBI MOIIOO0BATHCS 3TUM BUIOM? (BpEMEHHOE
npeKpaiieHre, 4YToObl HayaTh HOBOE JCHCTBME U MEPEBPAUTCS MPHUIATOYHBIM
PEAJIOKESHUEM IIEITH)).

He stopped studying and switched on the TV.

OH nepecTal 3aHUMAaThCS M BKIIFOUWIT TEJIEBU30P.(IIPEKPALICHUE IEUCTBUSA).
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Please, remember to feed the dog.

[Toxanyiicta, He 3a0yAbTE TOKOPMUTH cOOaKy.( HAITOMUHAHUE YTO-TO CHENaTh)
| don't remember seeing him at the party.

S He Mory 3a0bITh BCTPEYM C HUM Ha BEUEpUHKE.(BOCITIOMUHAHUE).

to regret + to-inf. (TaktmuHoe  COOOIIEHWE O  HENPHUSITHOMN

dopmarmn). | regret to inform you that no seats n this flight.

K coxasnieHuto BbIHYXJIEH BaM COOOIIUTH YTO Ha STOT PEHC MECT HET.

to regret + Gerund. ( CoxasneHue 0 TOM, 4TO YXKe CCIaHO ).
She regrets buying such an expensive sports car.
OHa coxaJieeT, 4To Kynuia TaKyr JOPOTyIO CIIOPTUBHYIO MAILIMHY .

to forget + to-inf. (3a0bITh ce1aTH YTO-THOO).
Joan forgot to meet Thomas.
JKoana 3a0n11a BCTPCTUTHCA C TomacoMm.

HUH

to forget +-Gerund (HEeBO3MOXXHOCTH 3a0bITh COOBITHS, KOTOpBIC IPOU3OILIA B

IPOLLIOM).

Joan never forgot meeting Thomas.
’Koana Hukoraa He Moruia 3a0bITh BCTpedy ¢ TomMacoM.

go on + to-inf (mpekpatuTh 4yTO-MMOO AETATH U HAYATH JEJIATh YTO-ITHOO eIIe)
He cleaned the yard and then went on to water the flowers.

OHn yOpast 1BOp M 3aTeM MPOI0JIKUII ITOJIUBATH IIBETHI.

go on + Gerund (ipoaoJDKeHNE ACHCTBHS)

We went on dancing until we got tiged.

MBI poi0sKalid TAaHIIEBATh MTOKA HE YCTAJH.

prefer + noun/- BBIpXKAET | prefer biology to

ing +to+noun/ing | obriee history.SI npeamouunTaro
OpCAOYTCHUC. 6I/IOJIOFI/IIO HCTOPUH.

I prefer reading English
prefer +ing texts to speaking in
form English.

S nmpeanouynTaro 4UTaTH
aHTIINHCKIE TEKCTHBI, HEM
TOBOPUTH ITO-aHIJINKUCKHU.
| prefer reading love
stories. sl npeamnouynTaio
YUTATh JTIOOOBHBIC

pPOMaHBLI.
prefer + to-inf.+ | - BeIpaxkaer | prefer to drive to work
rather than (+inf | ocobennoe rather than take the
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oe3 to) - npeanouyrenue | tram. S npeanouurtaro
(MMEHHO B 3TOM | €3AMTh Ha paboTy Ha

ciydae). MaIluHe, a He Ha
TpaMBae.
would prefer + BBbIpakaeT I’d prefer to have the
to+inf. - ocobeHHOe lesson on Friday. 51 0w

MpEeANOoYTEeHUE. | MPEANoYes NPOBECTU
YPOK B ISTHUILLY.

[Tocie HEKOTOPBIX TJIAroJIOB MOXKET YIOTPEONAThCS WHOUHUTUB WU TePyHIUN C
MaJIeHbKOM pasHpIueﬁ i 0e3 Pa3HUIbI B 3BHAUCHUAX.

To begin nauunats, t0 continue mpomomkath, t0 intend mamepuBatbes, to love
Tr00uTH, to Start HaunHaTh.

We continue to do experiments in the lab all afternoon.

We continue doing experiments in the lab all afternoon.

Mp1 nipogomkaeM IpOBOIUTE IKCIIEPUMEHTHI B TA0OPATOPHUH BECH JICHD.

17



2. MIPAKTUYECKHNM PA3JIEJI

TekcThl, IpeICTaBICHHbBIE B JAHHOM YaCTH KOMILIEKCA, IPEIHa3HAUYEHbI I U3yYEHHUS
npodeccuoHanbHOl Jekcukn 1o gucuuiimHe «lIpodeccuonanbHas Jekcuka Ha
WHOCTPAHHOM s3bIKe (aHrauickuil)» s cneuuanbHocte 1-25 01 07 «DxoHOMHMKA U
yhnpaBieHue Ha npeanpustun», 6-05-0311-02 «OxkoHoMHKa U yIIpaBICHUE)

TEMA | HEPET'OBOPBI 110 TEJTE®OHY

Texct 1 «How to negotiate over the phone»

|. Ilpouumaiime u nepesedume mexkcm Ha pyccKuil s3vlK.

A good number of people have gained top-notch negotiation skills and have mastered
the art of getting deals settled in one-on-one conversations by following the negotiation
society. In today’s world, negotiators have gone far beyond a physical interaction involving
two or more parties. It can be done in different contexts and with various media. One of
such ways is negotiating over the phone. People choose to negotiate over the phone for
many reasons. First, it is quite convenient and can be set up easily. Furthermore, the
accessibility to mobile phones makes it a preferred choice for people in different
geographical locations to conclude a deal, while saving cost on transport and time. Also,
over-the-phone negotiations are less strenuous. You can get support from people around
you and in a familiar environment, where you feel more comfortable. Giving a surprise call
to your counterpart can turn the negotiation to your favor. However, the same strategy can
be employed against you. Which is why you should understand the rudiments of engaging
In a negotiation over the phone, and best practices to ensure you get the best deal.

While setting up a negotiation over the phone is quite easy, many factors should be
considered in making sure your dialogue goes as you desire. You will want to have this kind
of conversation in a place with minimal distraction, for instance.

Be careful not to expose too much: When speaking on the phone, it is easy to ramble
on and on, as you do not have visual cues to determine if what are you saying sits well with
the other party, or if your point is well understood. Try to prepare your points before talking
on the phone. You will use a different approach, as people do not interact over the phone,
as they do in real life.

Listen attentively: Humans are visual creatures, and as such, visuals account for about
90% of the information taken in, about the surrounding. When on calls, you are not privy to
visual cues that determine the body language of the other party. You have to rely on the
words used, tone, and manner in which they communicate. Active listening is, therefore,
important if you want to get the best possible deal without missing out on any important
info.

An excellent way to check if you are on the same page is to repeat what you heard at
intervals. Doing this clears any discrepancy or ambiguous detail. It also helps you
understand the situation better.
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Give room for the other party to speak: do not be the only one talking, throughout
the call. When you speak more, you are likely to give out too much information (see the first
tip above). Allow the other party to fill you in with as much information as possible.

Control the pace of the conversation: when you are involved in a conversation over
the phone, try to take charge of the negotiation by controlling the speed at which decisions
are made. You can then reschedule the call for when you are fully decided.

Ensure the negotiation is following the right procedure: when you do not check to
see if you are on the phone with the right person, you may be roped into a conversation with
an inappropriate channel and have a deal go awry. Check to confirm that you are negotiating
with the right person and, if not, route the call to the appropriate party.

Make sure you are clearly understood: even when you are not talking over the other
party, do your best to communicate clearly in a way the other party understands you. Go
over your points, ensuring your counterpart is carried along.

Follow up after the call: in the course of the phone call, you must have made essential
notes and reached certain conclusions. Prepare these as a document and send it to the other
party, to confirm all the details and clear out any possible misunderstandings. Having
negotiations can result in more back and forth than a physical meeting. It can also negatively
affect the relationship with the other party. As such, endeavor to have physical deals with
parties you intend to maintain their relationship. Otherwise, negotiating over the phone
provides an effective means of fast-tracking deals and conveniently reaching decisions with
other parties, especially when distance is a barrier.

. 3anonnume nponycKu cioeamu U Ci1060COYEMAHUAMU U3 MEKCmA.

negotiations * accessibility * over the phone * a familiar environment *
visual creatures * setting up a negotiation * negotiators

1. Thanks to the to mobile phones people often negotiate

2. During over-the-phone you can get support from people
around you and in where you feel more comfortable.

3. Humans beings are :

4, When over the phone you can have this kind of conversation
in a place with minimal distraction.

5. Nowadays go far beyond a physical interaction involving two

or more parties.

1. Coomnecume pyccxuii sxeusanenm ¢ aHeAUUCKUM.
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a familiar
environment

one-on-one
conversation

pasroBop ¢ rnasy Ha
rmas

negotiation skills

B3ATb Ha ceba

nogaepxuvearb
OTHOLLUEHUA

to maintain
relationship

HaBbIKK BeaeHWA

Y4ACTHWK
neperosop

3HaKomas
obcTaHost

negotiators OTBETCTBEHHOCTb, to take charg
neperoBopoB 5
BO3IMaBUTb
B3ATb Ha cebs
to take charge of = to getthe bestdeal = OTBeTCTBEHHOCTb, top-notct ~
BO3IMaBWTb
HaBbIKW BeOeHWs - ; to negotiate over y
negotiation skills visual creatu
MeperoBopoB the phone
nepBOKNaccH
BW3yanbHble BECTW MEeperoBopsl  3aKM41TL Ny4Llyio
cyllecTsa no TenedoH caernk P
4 Y d BBICWIMA KN ~
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Tekct 2 «Starting a phone conversation»

|. Ilpouumaiime ouanozu u nepesedume Ha pyccKuti A3viK.

The call on the left is between two friends: Joe and Lily. When British people answer
the phone athome, they usually just say ‘hello’. The call on the right is a more formal
business call.

JOE: Hello? FORMAL

LILY: Is that Joe?

JOE: Yeah.

LILY: Hi. It’s Lily.

RECEPTIONIST: Good morning. Chalfont Electronics. INFORMAL
PAUL SHARP: Oh, could I speak to Jane Gordon, please?

RECEPTIONIST: Yes. Who'’s calling, please?

PAUL SHARP: My name is Paul Sharp from Bexel Plastics.

RECEPTIONIST: Right, Mr Sharp. I’m putting you through [I’'m

connecting you] ... (pause) ...

JANE GORDON: Hello?

PAUL SHARP: Mrs Gordon?

JANE GORDON: Speaking. [Yes, this is Mrs Gordon.]
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Texcr 3 «Problems on the phone»

|. Ilpoumume mexcmui, nepesedume Ha pyCcCKutl sA3vbIK.

w | think | dialled [made a phone call
b to a particular number] the wrong
number (e.g. 451 and not 351) tt
morning - | got a very angry

person on the phone!

| tried to ring you this
morning [phone you] but

| think you were on the

phone to your mother
[using the phone].

| left a message (e.g. Please ring
me) on Dan’s answerphone as
{ i he was out [not there; syn not in]
¥ buthe never phoned me back
= [returned my phone call], so I dc
know if he got my message.

| gave her a ring this morning
[phoned her], but | couldn’t get
through [make contact / speak y ;
to her]; the line was engaged .
[being used, someone was on
the phone].

Il. Ilepeseoume npeonosicenusn Ha anenUtiCKULL s3bIK.

a. Kor,ua BbBI IIBITAJIMCh MHC ITIO3BOHHTD, A pa3droBaprBajid C 3aKa39YUKOM.

0. K coxanenwuto, s omubi1ach HOMEpOM.

B. OHM nooOemany nepe3BOHUTh HaM depes 2 Jaca.

r. 5l He cMoTJIa TO3BOHUTHCS BUepa. JImHus Oblna 3aHATA.

. 3anoanume nponycKku Cioeadmu U Ci1060COYEMAHUAMU U3 MEKCMA.

calling * engaged * answerphone * on * Speaking * my name is * out /not
in * message * phone/ring/call (you) back * putting * Is that * Is that * through *
It's
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ZEE OROZTDZOE

T2 E2OZ

Hello?

Good morning. Could | * speak to ..Luke James?
WhO'S ... , please?

. _Liam Matthews.

One moment, please. 'm* .. you through.
Hello?

Z Mr James?

Good morning. Boulding Limited. Can | help you?
Yes. I’'m trying to contact Oliver Fallow. He lefta’ onmy?

| see. Well, I’'m afraid Mr Fallow’s ® at the moment. Can | ask him to
10
you

Hello.

Hi. 11 Carlos?

Yeah, speaking.

HiCarlos.2............ Serena.

Oh hello. | was expecting you to ring last night.

| did, but | couldn’tget®® ..o s the line was 14 :
Ohyes, I’'m sorry about that. | was **
an hour.

the phone to my brother for abou

23



Texer 4 «Mobile phones and texting»

l. Hpoumume MeKCm U 8bINOJIHUME 3A0AHUsL NOCe MEeKCmA.

Many people use their mobile mostly/mainly for texting. Texting has now been around
for over 25 years and it’s estimated that 8 trillion text messages are sent globally every year.
Like it or not, texting abbreviations (like the ubiquitous “LOL”) are very commonly used in
messages.

Why abbreviate?

Text messages used to be expensive to send and receive, and because they were limited
to 160 characters per message, every character was precious.

As texting became popular, a new language of acronyms and texting abbreviations
evolved and became embedded in texting and internet culture. Despite our smartphones
having full keyboards, texting abbreviations are still convenient shortcuts and remain a
staple in communications worldwide.

These are common text abbreviations:
ASAP = as soon as possible
CU = see you
BF = boyfriend (GF = girlfriend)
IMO = in my opinion
B4 = before
FYI = for your information
2DAY = today
U =you
2MORO = tomorrow
THX = thanks
Y = why?
LOL = laughing out loud
PLS = please
X = kiss
BC = because
IDK = | don’t know
LMK = let me know
JK = just kidding
NP = no problem
OMG = oh my god
TMI = too much information
TTYL = talk to you later

Il. Hatioume cunonumuunsie gppasvl Kk ciedyiouum 8blpariceHUsIM.

sending short written messages from one
phone to another
in spite of |
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get

letters which represent words
valuable/worth a lot of money

most of the time
around the world

famous

1. Pacuugpyiime credyrowue abopesuamypoi.

GRT = great THX
FYI IMO
X BF
LOL ASAP
CuU U
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Texct 5 «Telephoning: asking to speak to someone»

|. Ilpoumume u nepesedume ouanoe Ha pyccKuil s13blK.

Mike Barr wants to speak to Jane Owen.

Primo Plastics, good morning.

Hello. Can you put me through to Jane Owenin
Sales, please?’

One moment, please.” ’m afraid the line’s busy. Do
you want to hold or would you like to call back later?

Ill call again later. What’s her direct line?*

Her direct line is 7942 8321.

7942 8321. Thanks. Goodbye.

. 3anoanume nponycku HOOXOO}IWMMM CNIOBAMU U CIAOBOCOYEMAHUIM U3 Ouanioed
eoblulie.

Receptionist: Primo Plastics, good morning.

Arabella: Hello.Can(1) . . ... . ... . ... toJohnQuinn
Finance, please?

Receptionist: (2) ... ... ...

, please. I’'m (3) .

. ’mafraid(4)
_____________________________________________________________________________________ ~Doyou(5)
____________________________________________ orwouldyou liketo(6)
?
Arabella: PUCT) e :
(One minute later.)
Receptionist: Theline’sstill(8). ... I'mafraid.
Arabella: PUtry (9) . Could you give me
(10) his direct line?
Receptionist: His(11) . . . . . is7942...

Arabella: 7942 ...

Receptionist: ... 8339.

Arabella: 8339. Thanks. Goodbye.
Receptionist: Goodbye.

I1l. Coomnecume pyccxue sxsuganenmol ¢ AHeAUUCKUMU.

1. DT0 cpouHo. a. Delete the message.
2. YnmamuTh COOOIIEHHE. b. Voicemail.

3. Ilepe3BoHuTE MO3KE. c. Listen to a message.
4. OcraBbTe COOOILIEHHUE. d. Call back later.
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5. Ilpocnymatk coobIeHue.
6. T'onocoBoe coobiIeHHE.

e. It’s urgent.
' f. Leave a message.

27



Texcr 6 «Negotiations»

|. Ilocmompume suoeo no ccoiake https://www.youtube.com/watch?v=kO-xNOOoxsM
U 3anoJHUme NPOnyCKu.

Tony: Hello, this is Tony 1.

Sarah: Hi, Tony 2. Is Sarah from Zenas 3.

Tony: Oh, Hi, Sarah.

Sarah: | was 4. if you received our proposal for the 5. :

Tony: Yes, we did. Thanks for following up. We like most of the 6. of your
proposal. But we still need to come to 7. on the price.

Sarah: We’ve already given you our rock 8. price. We are doing the best
we can. | think we are being extremely 9. . What are you thinking?

Tony: Can you do better on what you have quoted us for labour. The price seems a
little high. We don’t thik it requires as many hours as you are quoting
Sarah: We might be able to trim a little bit off what we’ve quoted. How about an 10.
3 percent 11.

Tony: Thanks for being 12. . But we are hoping for something closer to 12
percent.

Sarah: 12 percent? That’s pretty stip. There are too many 13. costs that are
out of our control.

Tony: Well. Can you 14. me half way at 6 percent.

Sarah: | think it might be 15. if that’s the only stumbling block. I can’t make

any promises but | will definitely go to bet for you.

Tony: That’s all | can ask.

Sarah: Perfect. | hope to have more good news for you in a couple of days. Give me
some time to talk the things over the 16. management. I’ll be in touch soon.
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TEMA Il AEJOBAS KOPPECIHHOHIAEHIIUA

Texct 1 «Types of Business Correspondence»
l. Hpoqmume meKcm u omeembvne Ha 60npocsl nocie mekcma.

Internal Correspondence. It refers to the correspondence between the individuals,
departments, or branches of the same organization.
« External Correspondence. ...
* Routine Correspondence. ...
» Sales Correspondence. ...
* Personalized Correspondence. ...
« Circulars.

/ "Business Correspondence is the communication or

) g exchange of information in a written format for the process of
e ' business activities. Business correspondence can take place

: between organizations, within organizations, or between the

\ customers and the organization. The correspondence is

e' generally of widely accepted formats that are followed
universally."” (Merriam-Webster's Guide to Business
Correspondence. Springfield, Mass.: Merriam-Webster. 1993.)

The message or body of the document is the most important component of business
correspondence. Other components include the document's date and the sender and
receiver's identifying information. Typically, this identifying information includes name,
mailing address, telephone number, and email address.

The importance of business correspondence lies in the fact that it is the formal way
of exchanging information by which professional relationships are maintained between
organizations, employees, and clients. Since it is in a written form, it can serve as a future
reference for the information being communicated.

To be effective, it should be governed by certain basic principles of
correspondence. The basic principles of business letter are: clarity and coherence,
consideration, brevity, courtesy and friendliness, conciseness, correctness, completeness,
originality, neatness and effectiveness.

1. How many types of business correspondence are there?
2. What is the business correspondence?

3. What is the most important in business correspondence?
4. What is the main purpose of business correspondence?
5. What are the principles of business correspondence?
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Texcer 2 «Business letters»
|. Ilpoumume mexcm u nepesedume Ha pyccKkuil s3viK.

Business letters are the most formal method of communication following specific
formats. They are addressed to a particular person or organization. A good business letter
follows the seven C's of communication (clear, concise, concrete, correct, coherent,
complete, and courteous). The different types of business letters used based on their
context are as follows:

- Letters of inquiry

-Letters of claim/complaints

- Letters of application

- Letters of approval/dismissal

- Letters of recommendations

- Letters of promise.

When writing formal letters bare in mind the following:

- The reader

- The purpose

- The structure of the letter

- Clarity, conciseness, consistency

- The level of formality

- Accuracy
Business letters are usually formal in style. It is appropriate to use a number of typical
letter phrases, e.g. Dear..., | look forward to..., Yours sincerely, etc. The letter should be

clear, concise and easy to read. Writing often involves going through a number of stages:

 Brainstorming: you should start by thinking about the message that you want to
communicate;

» Making notes;

* Planning: organising your ideas will help to make your writing coherent;

 Writing a draft;

« Editing;

* Final draft writing;

* Proof-reading

Consider the business style of your letter and its layout.

Il. Coomnecume pycckuii sxeueanenm ¢ aHeAULCKUM.

clear, concise, concrete, correct, coherent, complete, and courteous

a) giving a lot of information clearly and in a few words; brief but comprehensive.
€

b) easy to perceive, understand, or interpret. @,
c) free from error; in accordance with fact or truth. @),
d) (of an argument, theory, or policy) logical and consistent. @,

e) characterized by or belonging to immediate experience of actual things or
events ®),
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f) polite, respectful, or considerate in manner. ©),
g) having all the necessary or appropriate parts. @,

I1l. O3HakoMmbTECH C I[MpaBHUJIaMH HAITMUCAHUA JCJIOBBIX ITUCCM.
A) IlpuMepbl J1eJIOBBIX MU CEM
When writing a business letter, you should follow the standard format (see the

sample):
a. letterhead, address of writer g. body of the letter
b. name and address of recipient h. closing
c. references I. signature
d. date J. name and job title
e. opening K. enclosures
f. subject heading

IIpumep nucrma
Gregory Donaldson
Minoan Inc
247 Madison Ave., Suite 2103
New York, NY 10015
December 3, 2006

Dixie Cleverelle
Savbizoor Ltd

28 Green St., Suite 14
Upstate, NY 10947

Dear Ms. Cleverelle:

The first shipment of equipment from Savbizcor Ltd has arrived. We are delighted
with every piece. Therefore, we decided to make our initial purchase larger than
anticipated. | am attaching our purchase order No. 8930 for additional goods totaling list
price $700,000.

Since you already have a copy of our Procurement Guidelines, | shall not attach them
to this order. As before, we will establish a letter of credit. Please inform me of shipping
dates.

Sincerely.

G. Donaldson

Gregory Donaldson,




Chiel Procurement Officer
Enclosure: Purchase Order No. 8930

Address: Put your own address on the top on the right. Start with house number, then
street, then town. Postcode and telephone number come last. Do not put your name with the
address. Put the name and address of recipient on the top on the left.

Date: Put the date on the right, one line below the sender's address (in letters with a
ready-printed sender's address, the date can also be put in the top left corner). A

common way to write the date is to put the number of the day, followed by the month
and year:

» 15 May 1998

In Great Britain the date may be written in the following way:

* 15th May, 1998

* May 15th, 1998

Opening (salutation) and closing:

Begin your letter with:

e Dear (name): Dear Fred

* Dear Sir(s), or Dear Madam, or Dear Sir or Madam

» Dear Mr/Ms (surname): Dear Mr Bond

* Dear (name and surname): Dear James Bond

» Gentlemen (AmENQ)

NB: NOT Dear Mr James Bond

After that put a comma (,) or nothing at all.

In American English a colon (:) is preferred.

Finish your letter:

At the end put a short sentence:

* | look forward to hearing from you

* Please do not hesitate to contact me if you need further information

Below you should put the following:

* Yours sincerely (you know the person’s name)

* Yours faithfully (you do not know person’s name)

In American English:

* Sincerely, Sincerely yours, Yours truly

After that you should sign your letter and print your full name below your signature.

b).Pacnpocmpanennsle cokpawienus:

If you are signing your letter for someone else you should use “PP” or “per pro” (per
procura).

“Cc” (“carbon copy”) means a copy to some body;

“enc”, “encl” — enclosure;

“Re” - regarding.

B). Ilone3nvie ¢hpaszor:

1. We acknowledge the receipt of your letter of ...

HOI[TBCp}KI[aeM IMOJIYYCHUC Bamero nucema ot ...

2. In reply to your letter of ... — B orBer Ha Bare nucbmo or ...
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3. We thank you for your letter dated ...— Braromapum
Bac 3a nucemo ot ...

4. We have received your letter of ... — MbI nosyumin
Barire mrcbMo, TaTHPOBAHHOE . ..

5. We refer to your letter of ... — MsI cchutaemcs Ha Barire
KCHMO OT ...

6. We should appreciate a prompt reply. — M (¢
UHTEpEeCOM) oxkusiaeM Barrero (ObICTpOro) oTBeTa;
Onaroiapum 3a OBICTPBIN OTBET Ha HAIIE TUCHMO.

7. Will you kindly reply to this letter. — Mb1 oxumaem
Baiero otsera; 61arogapum 3a ObICTPBIN OTBET Ha HAIlE
MUCHMO.

8. Thank you for your prompt reply. — baarogapum 3a
OBICTpBIN OTBET.

9. Thank you for sending me — binarogapum Bac 3a
IpUCIIaHHbIE (MaTePUAIIbI). ..

10. | am sending you herewith (herein) ...— K nucemy

npuiaaracum ...

11. | enclose herewith (herein) ... —K nucemy npuiaraem ...
12. Please find enclosed ... — K nucbMy mpuiaraem ...

13. Attached to this letter you will find ... — K nucemy
IPUJIATraeM ...

14. | apologise for the delay in replying to your letter.
[IpyHOCHM U3BUHEHUS 3a 3aA€PKKY OTBETA.

15. Please excuse me for my late reply. — Ilpunocum
HU3BHUHCHUA 34 HOSI[HI/IP'I OTBCET.

16. With best wishes. — C namryunmmMuy noxenaHUsIMH.

17. We look forward to hearing from you — C
HETepIIeHUEeM Okuj1aeM Baiiiero otBeta, (311.) C yBaXKCHUEM.

Ynpaorcnenus:

|. Omu 06a nucvma nepenymansl. Pacnonosicume npeonodiceHus 8 npasuibHOM
nopsoke. Kaxcooe nucemo cocmoum uz mpéx omoenbHblX OCHOBHBIX Yacmel.
IMucsmo 1:

Ms. Weinburger
Business Consultants
1911 Formosa Avenue
Los Angeles
California USA
12 December 2011

Dear Mrs Weinburger
a) Please give my regards to Steven Hill.
b) It was interesting to hear your views on our new products.




c) | would be very grateful, therefore, if you could send me a list of agents — perhaps

from the yellow pages.

d) As you know, our company is planning to open a branch in Los Angeles.

e) | was wondering if you could help me.

f) It was a pleasure to meet you at the Trade fair last month.

J) We are now looking for office space in the town center and we need to know the
names and addresses of some property agents.

With best wishes,

Hans Seitz

Divisional Director

IMucumo 2:

[ Ms. F Soares
Rua J Falcao 2024
4001 Porto, Portugal
15 October 2024
Dear Ms. Soares
a) | am afraid that I have some bad news.
b) Thank you very much for your letter.
c) | hope that this does not inconvenience you in any way.
d) I hope that you have completely recovered now.
e) Due to unforeseen problems, we are unable to deliver your order on time.
f) Please give my regards to Mr. Segall.
g) We expect to be back to normal by the end of this month, so I am sure that you
will receive the goods within three weeks.
h) I was sorry to hear that you have been ill recently.
Kind regards
Ke Soon Lee
Overseas Sales Departememt

Il. Ilpotioume mecm
Hanucanue ogpuyuanvroeo nucoma
OO6BeanTe MPaBWIBHBIN OTBET:

1. Sincerely yours is more common
in American English than in
British English

True/False

2. Yours truly is more common in
American English than in British
English

True/False

3. You put the address of the person
you are writing to in the top
right hand corner of the letter.

True/False

4. If you don’t know the person’s
name, sign off with Yours
faithfully.

True/False
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5. It is correct to finish the letter True/False
with | look forward to hear from

you.

6. 2/3/06 is a good way to write the True/False
date.

7. Print your name above the True/False
signature.

8. In the first paragraph you should True/False

write a few polite lines to express
your admiration of the person you
are writing to.

9. The first paragraph should simply True/False
contain the reason for your letter.

10. The last paragraph should state True/False
what action you expect the person

to take.

11. You should use per pro or pp if True/False

you are signing a letter for
someone else.

12. Dear Mr Michel Brown is a True/False

correct way to start a letter.

13. cc stands for carbon copy. True/False
EMAILS

Email is the latest formal method of business communication. It is the most widely
used method of written communication usually done in a conversational style. It is used
when there is a need to communicate to large audience in an organization.

It is effective, rapid and cheap. Emails are shorter than other forms of
communication and the language is simple and concise. The tone for emails to superiors
should be formal. But “in-house” emails between colleagues can be semi-formal.

Cxema:

a. name of the person sending the email (from)

b. name of the person the email is addressed to (to)

c. date and time

d. information about the content of the email (subject)

e. attachments

f. opening

g. body of the email

h. closing

I. name and job title
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TEMA 111 «<A3MEPEHUE DKOHOMUYECKOU AKTUBHOCTHW»
Teker 1 «What is Economic Activity»

|. U3yuume nexcuxy

consumption of goods and services
day-to-day requirements
distribution

earn a living

economic activity

exchange

income

manufacturers

meet human requirements
monetary

production

profit

purchase

sale of commodities or services
traders

wealth

Il. Ilpoumume mexcm

Any human activity that is carried out in exchange for money or the value of money is
referred to as . Workers in a factory, for example, are motivated by the desire to make a
living.

When comparing economic and non-
economic activities, the most significant
distinction is that economic activities are carried
out to , whereas non-economic activities are
carried out in order to satisfy psychological
needs.

Economic activity is defined as the
provision, manufacture, purchase, or sale of
commodities or services by individuals in order to :
meet their for survival. Economic activities are defined as any act|V|ty that is involved in
the production, or utilization of goods or services for a profit. Economic activities are any
activities that involve the exchange of money or the exchange of goods or services.

Economic activities include the production, distribution, exchange, and consumption
of goods and services, to name a few examples of them. In order to earn a living and amass
wealth, humans engage in economic activities.

The following are some examples of economic activity: traders, agriculturists,
manufacturers, doctors, teachers, and factory labourers, to name just a few. Those who
participate in these activities do so to supplement their income and accumulate wealth.
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Manufacturing, distribution, exchange, and consumption of goods and services are the
fundamental activities that underpin all economic activity. The returns on economic activity
can be expressed in monetary terms. In this world, businesspeople make a profit, doctors
collect payment for their services, and farmers grow to produce for making sales in markets.

I1l. Boibepume npasunvroiii omsem.

1. Economic activity is related to:

a) exchange of money and goods

b) only the production of goods

c) only psychological needs

2. The goal of economic activity is:

a) satisfying psychological needs

b) leisure and entertainment

c) earning a livelihood

3. Types of economic activity include:

a) education and sports

b) production, distribution, exchange, consumption

c) only trade

4. Which of the following is NOT considered an economic activity?

a) Farming

b) Watching TV for fun

c) Buying groceries

5. The primary function of markets in economic activity is to:

a) Provide entertainment

b) Facilitate the exchange of goods and services

c) Issue government bonds

6. A person who starts a new business to sell handmade crafts is involved in:

a) Consumption

b) Production

c) Distribution

7. Which of these is a service?

a) A car

b) A haircut

c) A loaf of bread

8. The main goal of economic activity for a country is to:

a) Increase unemployment

b) Satisfy the needs and wants of its citizens

¢) Reduce production

9. Which sector of the economy is responsible for gathering raw materials?

a) Tertiary sector

b) Secondary sector

c) Primary sector

10. Which of the following best describes the term 'distribution’ in economics?

a) The process of creating goods

b) The process of selling goods to consumers

c) The process of moving goods from producers to consumers
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11. Which activity best exemplifies the consumption stage of the economic cycle?
a) A consumer buying a new phone

b) A farmer harvesting crops

c) A factory producing cars

1V. Omeemovme Ha 6onpocwi

1. What is economic activity?

2. How does economic activity differ from non-economic activity?
3. What examples of economic activity are given in the text?

4. Why do people participate in economic activity?

5. What are the main types of economic activity mentioned?
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Texct 2 «Types of Economic Activity»
|. 13yuume nexcuxy.
allocating scarce resources
illegal acts
fee
financial gain
legitimate actions
maximise profits
professional vocation
Il. Conocmasvme mepmunsi (1-3) ¢ ux kpamxkumu
onpedenerusmu (a-C).
TepMuHsI:
1. Business
2. Profession
3. Employment
Onpenenenus:
a. A formal agreement where a person works for a company and gets a salary.
b. An activity of providing specialized services for a fee (e.g., lawyer, doctor).
c. Selling goods or services to everyday people to make a profit.

TYPES OF ECONOMIC ACTIVITIES

Economic

Activities |

[ Business J [ Profession J :[Employment]
L -

1. U3yuume cnosa u evipasicenus uz mabauysl. 3amem 3anoaHume nponycKu 8
NPeONONCEHUSX HUICE, UCNOTIL3YSL IMU CTIOGA.

CaoBo/¢ppasza

IlepeBon

IIpumep

to generate income

MOJTy4aTh JOXO/I,
3apabaThIBaTh

The main goal is to generate
income.

to entail

BKJIIOYATh B ce04,
oJipa3yMeBaTh

His job entails a lot of travelling.

to be compensated

oJiydyaTb KOMIICHCAIHIO,
BO3HAIrpaxacHue

Workers are compensated for
their efforts.

to accumulate
wealth

HAKOITUTEL OOTaTCTBO

The dream of many is to
accumulate wealth.

scarce resources

OTpaHUYEHHBIE PECYPCHI

Oil is a scarce resource.

to allocate

pacnpeaciiaThb, BEIACIATH

A manager must allocate tasks
wisely.

legitimate actions

3aKOHHBIE JEUCTBUA

Only legitimate actions are
considered economic.

to adhere to social
norms

coOJTIOIATh COLMAJILHEIE
HOPMBI

Businesses must adhere to social
norms.
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1. The main reason for any business is to and

2. Workers in a company are for their work with a salary.

3. Itis important to use efficiently to maximize profit.

4. Any economic activity must be based on . Stealing is not one of
them.

5. Companies should if they want to be popular in the community.

IV. IIpoumume mexcm

Types of Economic Activity

Business. To make a profit, this economic activity entails providing goods and services
to meet the needs of everyday people in order to generate income.

Profession. The term “profession” can also refer to an occupation or professional
vocation that involves providing specialised services for a fee to the public.

Employment. The activity is carried out in accordance with the terms of a written
agreement between the employer and the worker. Employees in this situation work for the
company and are compensated for their efforts (wages or salary).

The primary goal of economic activity is to generate profit and thus accumulate wealth.
Individuals participate in these activities in order to supplement their income through
financial gain.

Land, labour, and capital are all resources that must be utilised in order for economic
activities to take place.

It is possible to maximise profits in economic operations by allocating scarce resources
in an efficient manner. This includes making the most of available resources such as land,
labour, capital, and any other production-related assets.

Economic activities are limited to legitimate actions that are carried out for the purpose
of gaining a monetary advantage. Breaking and entering, thieving, smuggling, and other
illegal acts, for example, are not considered to be part of the definition of economic activity.

In all economic activities, it is necessary to adhere to social norms. They can’t possibly
be unpopular in the community.

V. Ilpouumatime ymeepoicoenusi u ommemome, A61sa0mcesi au onu éeprvimu (true),
neseprvimu (false).

1. The main goal of any economic activity is to help people without expecting anything
in return.

2. Employment requires a written agreement between the worker and the employer.

3. Land, labour, and capital are examples of scarce resources used in economic
activities.

4. Stealing is considered a fast and efficient type of economic activity.

5. To maximize profit, a company should use its resources inefficiently.

6. Economic activities must be popular and accepted in the community.
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generate profit scarce resources written agreement  specialised services

social norms compensated illegal acts accumulate wealth

V1. 3anonnume nponycku 6 npeodnoxcerusx cio8amu u3 pamxu.

1. The primary reason people engage in economic activities is to supplement their
income and

2. A key feature of Employment is that it is based on a between the
employee and the employer.

3. Doctors and lawyers provide to the public for a fee, which defines
their work as a Profession.

4. Employees are for their work with wages or a salary.

5. Companies need to use their efficiently in order to maximize
profits.

6. Breaking the law or smuggling are considered and are not part of
economic activity.

7. For an economic activity to be accepted, it must adhere to the of

the community.

VII. Omseemvme na 6onpocel no mexcmy nojHvIMU NPEOIOHCEHUAMU.

1. What are the three main types of economic activity described in the text?

2. How does the text define the main difference between a business and a profession?

3. According to the text, what are the two key characteristics that prevent an illegal
action from being considered an economic activity?

4. What are the three key resources mentioned as necessary for any economic activity
to happen?

5. What is the relationship between efficient resource allocation and profit
maximization?
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Texct 3 «Difference Between Economic and Non-Economic Activities»

|. 13yuume nexcuxy.

business - an economic activity that entails providing goods and services to meet the
needs of everyday people in order to generate income.

consumption - the use of goods and services to satisfy human needs and wants. It is
one part of the economic process, alongside production.

economic activities - activities that involve the production, distribution, and
consumption of goods and services with the primary goal of gaining a monetary

profit or benefit - they contribute to a country's GDP and result in the creation and
accumulation of wealth.

employment - an economic activity where an individual works for a company or
employer in accordance with the terms of a written agreement and is compensated for their
efforts with wages or a salary.

GDP (Gross Domestic Product) - the total monetary value of all final goods and
services produced within a country's borders in a specific time period. Economic activities
contribute to its growth.

Goods and Services - goods are tangible items that satisfy human wants (e.g., food,
cars). Services are intangible actions or activities that one person performs for another
(e.g., teaching, haircuts). They are the outputs of economic activity.

Monetary Profit - the financial gain obtained when the amount of money earned from
a business, profession, or employment exceeds the amount spent on it. It is the primary
motive for economic activities.

Non-economic Activities - activities undertaken joyfully with the goal of providing
services to others without regard for monetary compensation. They are performed for social
or psychological reasons (e.g., love, affection) and are measured in terms of mental
gratification, not money.

Production - the process of creating goods and services using economic resources
(land, labour, capital). It is a fundamental phase of economic activity.

Profit - the financial benefit realized when the income from an economic activity
exceeds its expenses. The primary goal of economic activity is to generate profit and
accumulate wealth.

Scarce Resources - the finite availability of economic resources (such as land, labour,
and capital) in relation to unlimited human wants. Efficient allocation of these resources is
key to maximizing profits.

Wealth Accumulation - the process of increasing one's stock of valuable assets or
financial resources over time. It is a key outcome of successful economic activities.

Il. B kasxcoom psiody o0HO cnogo ssnsemcs tuwHuM no cmoiciy. Onpedenume e2o u
Kpamko 00vACHUmMe c60U 6bl60p, UCNOJIb3YA USYUEHHblE OKOHOMUYECKUE MEPMUHDBL.
Business, Profession, Consumption, Employment
Love, Monetary Profit, Wealth Accumulation, GDP
Goods, Scarce Resources, Services, Production
Teacher, Volunteer, Factory Worker, Doctor
Hairdresser, Software Developer, Farmer, Housewife cooking for family
Profit, Salary, Wage, Gift
Car, Bread, haircut, Smartphone

No okwbdPRE
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8. Coal, Oil, Fresh Air, Iron Ore
9. GDP growth, Mental gratification, Wealth Accumulation, Monetary Profit
10. Investment, Charity, Manufacturing, Retail
11. Painting for sale, Volunteering at a shelter, Providing legal advice, Driving for a taxi
service
12. Land, Labour, Capital, Friendship

1. Ilpoumume mexcm
Difference Between Economic and Non-Economic Activities

It is possible to distinguish between economic and non-economic activities on the basis
of the following characteristics.

Economic activities are those that Human
involve the production and consumption of Al
goods and services for the purpose of gaining

a monetary profit or benefit. Non-economic
activity is defined as an activity that is carried Economic

activities

Mon
econamic

out joyfully with the goal of providing activities

services to others without regard for
monetary compensation.

Economic operations are carried out with the goal of generating profit in mind.
However, non-economic actions are carried out for social or psychological reasons such as
love or affection, rather than for monetary gain.

However, non-economic activities are not measured in monetary terms; instead, they
are measured in non-monetary terms.

A pragmatic approach is taken by economic activities, which is to say that they
approach problems in a practical manner. A more idealistic approach is taken by non-
economic activities, which give higher precedence to human values than to financial gain.

Economic activities, by virtue of the fact that they are carried out for profit, resulting
in the creation and accumulation of wealth. Activities that are not economically rewarding,
on the other hand, provide mental gratification and enjoyment.

In order for the economy to function properly, economic activities must contribute to
the growth of the country’s gross domestic product (GDP). Non-economic activities, on the
other hand, have no impact on a country’s gross national income (national income).

Any human activity that is carried out in exchange for money or the value of money is
referred to as economic activity. Workers in a factory, for example, are motivated by the
desire to make a living. Economic activities are defined as any activity that is involved in
the production, distribution, or utilisation of goods or services for a profit. Three types of
economic activities are Business, Profession, Employment. Ultimately, the primary goal of
economic activity is to generate profit and thus accumulate wealth. Individuals participate
In these activities in order to supplement their income through financial gain.

Economic activities are those that involve the production and consumption of goods
and services for the purpose of gaining a monetary profit or benefit. Non-economic activity
Is defined as an activity that is carried out joyfully with the goal of providing services to
others without regard for monetary compensation.

V. CooTHecute yacTu NpejioKeHU.
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1. gross domestic product (GDP) a) the portion of people in the labor force who are
2. GDP per capita .
not working.

3. unemployment rate 0) the total value of all final goods and services
4. productivity

5. personal income
6. retail sales B) sales of durable and non-durable goods bought by
7. This would not be included in
Gross Domestic Product (GDP).
8. Productivity would likely increase | r) dinner preparation for your family.
as a result of

produced in a country during one year.

consumers.

1) expanded production technology.
¢) salaries and wages as well as investment income
and government payment to individuals.

3) the production output in relation to a unit of input ,
such as a worker.

u) another way to measure economic growth or
output per person. It is calculated by dividing GDP
by the total population.

V. Illpouumaiime cnedyrowue ymeepxcoenus. Onpedenume, A6AAIOMCA U OHU
sepuvimu (True), nesepnvimu (False) na ocmose mexcma, unu oice ungopmayus e
npusedena ¢ mexcme (Not Stated).

1. The main goal of economic activities is to gain a monetary profit.

2. Non-economic activities are performed for psychological reasons, such as love.

3. Economic activities are measured in non-monetary terms, like happiness.

4. Non-economic activities contribute to the growth of a country's Gross Domestic
Product (GDP).

5. A doctor performing a surgery for a fee is an example of an economic activity.

6. Economic activities are always more important for society than non-economic
activities.

7. The text identifies Business, Profession, and Employment as the three main types of
economic activities.

8. Any human activity done in exchange for money is considered an economic activity.

V1. Omeemvme na éonpocnwi:
1. What is the main objective of economic activities?

What is the primary motivation behind non-economic activities?
How are the results of economic activities measured?
How are the results of non-economic activities measured?
Name the three types of economic activities mentioned in the text.
What kind of approach do economic activities take: pragmatic or idealistic?
What is accumulated as a result of engaging in economic activities?
What national economic indicator do economic activities contribute to?

9. Can the same action (e.g., cooking) be both an economic and a non-economic
activity? Provide an example to justify your answer using the text's characteristics.

© N Ok W
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10. Do you think an activity can have both economic and non-economic motivations?
For example, a nurse works for a salary but also out of a desire to help people. How would
you classify this?

11. The text says non-economic activities are done "joyfully.” Do you think this is always
true? Can you think of a non-economic activity done out of a sense of duty rather than joy?

12. Why is it important for a society to have both economic and non-economic activities?
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TEMA IV MAPKETHUHTI
Texcr 1 «Marketing»

|. U3yuume nexcuxy:
add

advertise
advertisement
business activities
buy

buyer

cheap

collect data
compile data
consumer

cost

customer

define the problem
determine the price
exceed

expensive

find out

flow of goods

flow of services
inexpensive
involve

marketer
marketing
marketing research
mutual benefits
performance
pricing

producer

sell

sell goods

seller

selling

storing

value

vendor

Il. IIpoumume u nepesedume mexcm

Marketing is the performance of business activities connected with the flow of goods
and services from producers to consumers. Marketing includes the following operations:
transporting, storing, pricing, and selling goods. The most important thing in marketing is

46



finding out who the customers are and what they want.
Marketing is the process of having the right product at the
right time in the right place, the process that brings mutual
benefit to customers and vendors. Transporting means
carrying goods from the place of their production to the
place of their selling. Storing is necessary because the
consumer desires to buy goods without waiting. Pricing involves the art of determining what
price is the best. Selling involves helping consumers to discover their needs. Marketers
should inform potential buyers of where goods can be bought and how much they cost.
Marketing research is also very important. The following steps in marketing research are:
defining the problem, collecting data, compiling data and analyzing the results,
advertising. Marketing operations are very expensive and one should consider the value
added through marketing. Marketing becomes too costly only when cost exceeds the value
it adds.

I1l. Ilepeseoume mnpeonoscenus ma pycckuii asvik. Obpamume GHUMAHUE HA
nOOYepKHymble CNLOGA.

1. Marketing includes: transporting, storing, pricing and

selling goods.

2. Marketing is the process of having the right product at the

right time in the right place.

3. The main steps in making research are defining the

problem, collecting data, compiling data and analyzing the results,

advertising.

IV. 3axonuume npeonosicenus, 8b1bOpas coomsemcemayiouiee no CMbiCLy OKOHUAHUE.
1. Marketing is the performance of business activities connected with ...

a) recognizing the problem and choosing the right solution.

b) the flow of good from producers to consumers.

2. Marketing is the process of ... .

a) planning, controlling and innovating.

b) having the right product at the right time in the right

place.

3. Marketing research steps are as follows:

a) collecting data, compiling data, advertising.

b) choosing the most favourable solution and implementing the chosen approach.

V. Omeemvme na 6onpocui.

1. What process is marketing?

2. What operations does marketing include?

3. What is the most important thing in marketing?
4. What are the main steps in making research?

VI. Ilepeseoume npeodnoscenus Ha auenutiCKuil A3bix.

47



1. MapkeTHHT — 3TO AEATEIBHOCTD, CBSA3aHHAS C MMPOXOXKICHUEM TOBApOB M yCIIYT OT
IPOU3BOJIUTENS K TOTPEOUTEITIO.

2. MapkeTuHr BKJIIOYaeT B ce0s TakWe OImepaluH, KakK: TPaHCIOPTHPOBKA,
CKJIaIMPOBaHKE, IICHOOOPA30BaHUE U MTPOJIaXKa TOBAPOB.

3. Haiimume Hy»XHOTO TOBapa B HY>)KHOM MeCTE B HY)KHOE BpeMsi

IPUHOCHUT O0OOIOTHYIO BBITOLY MIOKYIATEIISIM U TIPO/IaBIIaM.

4. BaxxHy10 poJib B MAPKETUHTE UTPAIOT TaKue (PaKTOPHI, KaK:

ompeeneHue npoodyieMbl, COOp TaHHBIX, aHATU3 PE3YIbTATOB, a

TaK)Ke peKiiama.

VII. Ilpoumume ouanoe.

Two friends are discussing the problems of marketing.

Steeve: Can you explain me what the term «marketing»

means?

Gleb: Sure. It is the performance of business activities connected with the flow of
goods from producers to customers.

Steeve: And what operations does marketing include?

Gleb: Don’t you know? It includes transporting, storing, pricing and, at last, selling
goods. You should know the golden rule of

marketing that brings mutual benefits to customers and vendors.

Steeve: Do you know this rule?

Gleb: Yes, I do. It is the process of having the right product at the right time in the right
place, that is, you should know what the customers want. That is the key to your
successful business.

Steeve: And how can you find out that key?

Gleb: It is marketing research. Such steps, as defining the problem, collecting data,
analyzing the results should be done. And, of course, advertising. Only then you will
have a success.

Steeve: You are lucky! Glad for you.

Gleb: Thank you. Bye.

Steeve: See you later.

VIII. Pazviepaiime ouanoe 6 napax.
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Texct 2. Marketing research
| .U3yuume nexcuxy
advertisement
commercials
competitive edge
descriptive advertising
distinct identity
intangible asset
flow of goods
marketing mix
market opportunities
marketing research
market segmentation
opportunities and threats
overall
parent brand
persuasive advertising
physical evidence
product launch
range of products
rollout
a sales pitch
tangible
target markets
technology advances
to align with - cosnaoame ¢
to attract attention
to backfire
to carve a niche
to convey
to convince
to go the extra mile

Il. IIpoumume u nepesedume mexcm

Marketing is the performance of business
activities that direct the flow of goods and
services from producer to customer.

Marketing is everywhere. You see it. You
hear it. You wear it. People continuously interact
with marketers and even perform the role of
marketer at times. You are marketing clothing
and shoes for Nike whenever you wear their
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products flashing the company name. When students enter the job market they must do
marketing research to find the best opportunities and the best ways to market themselves
to prospective employers.

But marketing is not just selling or advertising, but the art of finding out what the
other person wants, then manufacturing for them. Marketers are always looking for
market opportunities which are generally isolated by market segmentation and
undertaking marketing research where they collect and analyze information about the size
of the potential market, consumer’s reactions to particular products, etc.

Once the basic offer (a product concept) has been established, the company has to
think about the marketing mix that is the combination of techniques used to market a
brand. The techniques are often called the Ps. Originally there were four Ps:

Promotion, Product, Price and Place.

Product (or service): what you sell, and the variety or range of products you sell. This
includes the quality, branding, and reputation (the opinion the consumers have) of the
product. For a service, support for the client after the purchase is important.

Price: how much the product or service costs. Place: where you sell the product or
service. This means the location of your shop, or outlet, or the accessibility of your service
— how easy it is to access.

Promotion: how you tell consumers about the product or service. The promotional
mix is a blend of the promotional tools used to communicate about the product or service
— for example, TV advertising.

Today some marketers talk about an additional four Ps:

People: how your staff are different from those in a competitor’s organization, and
how your clients are different from your competitor’s clients.

Physical presence: how your shop or website looks.

Process: how your product is built and delivered, or how your service is sold,
delivered and accessed.

Physical evidence: how your service becomes tangible. For example, tickets,
policies and brochures create something the customers can touch and hold.

Before entering the marketplace it is essential to carry out a SWOT analysis. This
identifies the strengths and weaknesses of a product, service or company, and the
opportunities and threats facing it. Strengths and weaknesses refer to the product itself
and are considered as internal factors. The external factors, referring to the marketplace,
are opportunities and threats.

A company’s marketing strategy describes how it will position itself and the products
it sells or the services it provides in the competitive marketplace. The strategy includes a
discussion of target markets, product and pricing policies, and proposed marketing and
promotional initiatives.

The company’s marketing plan is the written document which details the marketing
methods selected (advertising, price promotions, etc.) and specific marketing actions or
marketing activities. It also examines the resources needed (both financial and human) to
achieve specific marketing objectives, such as an increase in sales or a successful product
launch, over a given period of time.

I1l. Omeemvme na sonpocei.
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1. Why do we see marketing everywhere in our life?

2. What does the marketing mix consist of?

3. Why do marketers carry out SWOT analysis?

IV. Onpeoenume True/False:

1. Marketing only involves selling and advertising.

2. The marketing mix consists of only four Ps.

3. Physical evidence is a tangible aspect of a service.

4. SWOT analysis focuses on both internal and external factors.

5. A marketing strategy outlines specific marketing actions and activities.

V. 3anoanume nponyckKku cioeamu U Cl1060CO4YENIAHUAMU U3 MEKcmA.

physical evidence / market opportunities / range of products / tangible /
marketing research\ product launch / marketing mix / opportunities and threats

1. The helps businesses identify the best way to reach their target consumers
and promote their products.

2. Companies must look for to discover areas where they can sell their
products effectively.

3. The includes all the elements used to market a brand, such as product,
price, place, and promotion.

4. A company may produce a wide to cater to different customer preferences
and needs.

5. To provide strong customer service, businesses should consider , Which
includes things like tickets and brochures that customers can see and touch.

6. In business, it is important to create a product that customers can
experience directly through their senses.

7. A thorough SWOT analysis identifies both in the market and potential

that could affect business success.
8. The successful of a new product requires effective advertisement.
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TEMA V. HEHOOBPA30OBAHHUE U ITPOJAXKU

Teker 1. Pricing
|. U3yuume nexcuxy

price

price range
pricing
terms of sale
domestic sales
discount
cost

foreign sales
evaluation
variables
net loss
objective

Il. IIpoumume u nepesedume mexcm

Proper pricing and choice of terms of sale
R M*F_‘”“‘”’“‘"‘?‘ (5 and payment are critical elements in selling a
preua | w 4 o product or service internationally. Pricing is the

PR]@]‘;\\I—_}@ most problematic, even for the experienced
exporter.

“*”’”"‘éli‘f.'tfi Al A As in the domestic market, the price at which

PIRTASG M T 57 == a product or service is sold directly determines a

firm’s revenues. It is essential that a firm’s market

research includes an evaluation of all of the

variables that may affect the price range for the product or service. If a firm’s price is too

high, the product or service will not be sold. If the price is too low, export activities may not
be sufficiently profitable or may create a net loss.

The traditional components for determining proper pricing are costs, market demand,
and competition. These categories are the same for domestic and foreign sales and must be
evaluated in view of the firm’s objective in entering the foreign market. An analysis of each
component from an export perspective may result in export prices that are different from
domestic prices.

I1l. Omeemovme na sonpocei.
1) At what price should the firm sell its product in the foreign market?
2) Does the foreign price reflect the product’s quality?
3) Is the price competitive?
4) What type of discount (trade, cash, quantity) and allowances (advertising, trade-off)
should the firm offer its foreign customers?
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5) Should prices differ with market segment?

6) What should the firm do about product line pricing?

7) Are the prices going to be viewed by the foreign government as reasonable or
exploitative?

IV. Coomnecume pycckue sxgusanenmsi ¢ aH2IUUCKUMU.

1. d4uCTHIN YOBITOK a. foreign sales.
2. COBIT 3a TpaHHMIICH. b. net loss

3. yCIIOBHS HPOAAKU c. domestic sales.
4. oreHka d. price range

5. koneOanue 1eH e. evaluation

6. mpomaxxu BHYTPHU CTPAHbI f. terms of sale.

V. A. Haiioume 6 mexcme aneauticKkue 3K8UBANIEHMbL CIe0VIOWUX CIO8 U BbIPANCEHUIL:

1. Kputnuecku BaxkHbl€ 3JIeMEHTHI; 2. OnbITHBIN 3Kkcnioptep; 3. HemocpeacTBeHHO
onpenenset; 4. CymiecTBeHHO BakHO; 5. UnucThiit yObITOK; 6. PiHOUHBIHN ciipoc; 7. C TOuku
3pEHUS IKCTIOPTA; 8. Y CIOBUS MPOAAXKH U IUIATEXKA.

B. 3anonnume nponycku nodxod;m;umu no CmMulCly closamu uz mekcmad.

1. Proper ____is crucial for international success.

2. If the price is too high, the product will notbe .

3. The company's main s to enter the Chinese market.

4. An analysis of production ____is necessary to avoid losses.
5.Intense _ can force a company to lower its prices.

VI.Onpeoenume, saenaromcs au ciredyrowue ymeepocoenusi eepHoimu (True),
negepuvimu (False) unu ungpopmayusn ne ykazana 6 mexcme (Not Stated).

1. Pricing is less important for domestic sales than for international ones.

2. Setting a price that is too low can lead to financial losses for the exporter.

3. The components for determining price are different for domestic and foreign
markets.

4. A company's objectives do not influence its pricing strategy.

5. Market research should analyze all variables that could affect the price.

VIl.Buipazume credyrowue mvicau Opyeumu cio8amu, UCHONb3Y5 NeKCUKY U3 MeKCmd.
1. It's very important to choose the right price.

2. The company might not make any money if the price is too low.

3. We need to look at the market from an international trade point of view.

4. The same factors are used to set prices both locally and abroad.
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Tekcr 2. Costs

|. H3yuume nexcuxy
the cost-plus method
marginal cost pricing
margin

incur losses

custom charges
expenditures

fixed cost
incremental cost

Il. IIpoumume u nepesedume mexcm

The computation of the actual cost of
producing a product and bringing it to market
is the main element in determining whether
exporting is financially profitable. Many new
exporters calculate their export price by the
cost-plus method. In the cost-plus method of
calculation, the exporter starts with the
domestic manufacturing cost and adds
administration, research and development,
distributor margins, customs charges, and profit.

The effect of this pricing approach may be that the export price will become
uncompetitive. If an export product has the same ex-factory price as the domestic
product, its final consumer price is considerably higher.

A more competitive method of pricing for market is what is termed marginal

cost pricing. This method considers the direct, out of-pocket expenses of producing
and selling products for export as a floor, beneath which prices cannot be set without
incurring losses.
For example, export products have to be modified for the export market to
accommodate different sizes, electrical systems, or labels. Such changes may increase
costs. On the other hand, the export product may be version of the domestic product
and therefore it costs less. If additional products can be produced without increasing
fixed cost, the incremental cost of producing additional products for export should be
lower than the earlier average production costs for the domestic market.

In addition to production costs, research and development, other costs should be added
to domestic and export products in proportion to the benefit derived from those
expenditures. Additional costs associated with export sales include:

- market research and credit checks;

- business travel;

- international postage, cable, and telephone rates;

- translation costs;

- commissions, training charges, and other costs involving foreign representatives;

- consultants;
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- product modification and special packaging.

Il. Coomnecume pycckue sxsueanenmsi ¢ AHSIUUCKUMU:

1.

SHGIENIXIN

JIOTIOJIHUTENBHBIE U3JIEPKKU
pacxo/sl

TaMO>KEHHbIE COOPBI
TEepHeTh YObITKU
JIOTTyCKaeMBbIi Ipeie
METOJI «3aTPaThl ILIIOC»

1. Ilepeseoume na pycckuii a3vix:
1. marginal cost pricing; 2. training charges; 3. special packaging;

4. domestic and export products; 5. market research; 6. domestic manufacturing

a. the cost-plus method.

b. margin

c. incur losses

d. custom charges
e. expenditures

f. incremental cost

cost; 7. out of-pocket expenses; 8. credit checks; 9. fixed cost.
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Texer 3. SELLING

|. U3yuume nexcuxy

amount of money
clearing all objections
to convince

customer satisfaction
consumer engagement
retail environment
door-to-door sales
footprint in that market
network marketing

the application
purchase decisions

to swerve

customer retention
conversion rates

can be deprived of
income growth

brand recognition
customer loyalty

key benefits of selling

Il. IIpoumume u nepesedume mexcm

Selling means convincing someone to buy a certain product or service for a particular
amount of money. An ideal selling process will include identifying customers’ needs,
presenting a product that meets these needs, clearing all objections, and closing the sale.
Different companies have their ways of selling other things, employing various techniques
and selling strategies to maximise sales and their footprint in that market.

Knowing what selling is in marketing is selling itself, as it is the foundation of all
businesses. Companies create successful products that solve problems or straight forwardly
answer customers’ queries. Selling and advertising differ because, with advertising,
awareness is made, while in selling, the customer has to be brought into a more willing
experience to convince the customer to buy. There are several types of direct selling,
personal selling, and consultative selling, and each selling type has its peculiar methodology.

Types of Selling

Different industries employ various kinds of selling depending on the product,
customer requirement, and business model. The right approach maximises sales capacity

while ensuring great customer satisfaction.

Direct Selling

Selling products directly to consumers outside an established retail environment is
called direct selling. A company can directly do its marketing using door-to-door sales,
home demonstration, and network marketing. This method develops strong personal
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relationships between sellers and buyers and thus engenders customers’ trust and brand
loyalty.

Direct selling would benefit businesses dealing with customised products or high-
involvement products. Customers often felt comfortable communicating with the company
representative, especially when making important purchase decisions. Other industries like
beauty, wellness, or home appliances rely on direct selling for key consumer engagement.

Personal Selling

It usually takes place between the salesperson and potential buyers. In other words,
personal selling happens in business-to-business transactions, real estate, and luxury goods.
The customer interprets the message with the help of the salesperson’s interpersonal skills,
and the person eventually closes the deal.

Customer relationships are of prime importance in personal selling. The salespeople
connect with clients, give product demonstrations, and answer more specific queries or
examples where investment in sales training and customer relationship management (CRM)
tools will bring higher success in sales.

Consultative Selling

In this modern concept of selling, salespersons act as advisors rather than traditional
sellers, pushing products. They listen to customer needs, analyse problems, and suggest
personalised solutions.

The application of this method is wide in the technology, health care and financial
services industries, providing customers with complete guidance before making purchase
decisions. In turn, companies that adopt consultative selling have higher customer
satisfaction and brand credibility.

Selling Via E-commerce

As digital platforms have come to swerve the online course of the selling channel,
products are sold via websites, social media, and e-commerce platforms. Online selling
allows businesses to sell their products to customers worldwide with less operational cost.

Therefore, to succeed in online selling, one must rely on SEO optimisation, social
media marketing, and customer support. Businesses that enhance online user experience
with personalised recommendations increase sales through higher customer retention.

Each way of selling has a different approach, but the same key principle stands —
understanding the customer’s needs and delivering some value.

Selling Process

The selling process steps provide a structured framework for converting leads into
paying customers. Generally, the systematic selling process improves conversion rates and
the satisfaction derived from those prospective customers.

Selling is a post-sale service that engages customers in continuous follow-up activity
for repeat business and long-term relationships.It is not a one-time affair. Businesses that
excel in their post-sales hemline support are found to have loyal customers and brand
advocates.

Importance of Selling

Selling is the backbone of business success. Without a good sales strategy, even the
finest products can be deprived of one’s best potential audience. Therefore, organisations
have to cultivate strong selling strategies that will fuel their improvements in financial
performance and customer engagement.

57


https://plutuseducation.com/blog/nature-of-management/
https://plutuseducation.com/blog/what-is-e-commerce-transaction/
https://plutuseducation.com/blog/long-term-sources-of-finance

Key Benefits of Selling:

« Income Growth: Sales easily increase business income, and thus, companies
can grow and scale up.

«Market Penetration: Effective sales strategies can open doors to new
customers and markets.

.Brand Recognition: A good sales approach would instigate increased
customer awareness and trust.

« Customer Loyalty: A complete value-driven solution for the customer would
build a long-term relationship with such customers.

Selling is about solving problems; it is not merely making money. Very often, it is
about delivering value. A greater percentage of customers who keep their organisations at
the forefront of their customer satisfaction find their revenues more sustainable in the long

term.

I1l. Omeemvme na sonpocsi

cONOOT A~ WDN P

. What does selling mean?

. What are types of selling?

. What is direct selling?

. What is Personal Selling?

. What Is Consultative Selling?

. What is Selling Via E-commerce?
. What is Selling Process?

. What are Key Benefits of Selling?

|V.(kNNnHecunM?pyCCKue3K6M6aﬂ€HﬂHﬂ(?aHaﬂuﬁCKMMMI

1. ycrpaneHue BCEX a. amount of money
BO3PaKEHUMN

2. CyMmMma JeHer b. clearing all objections

3. MOKBapTHPHBIC IPOJAKH C. customer satisfaction.

4. yAOBIETBOPEHHOCTH d. retail environment
KIIMCHTOB

5. po3HuYHAas cpena e. door-to-door sales

6. B3auMoOCHCTBUSA C f. consumer engagement
MOTPEOUTEISIMU

V. Ilepeseoume na pycckuii A3viK:

1

. effective sales strategies; 2. a good sales approach; 3. customer loyalty;

4. customers worldwide; 5. customer requirement; 6. post-sales hemline support;

7

. brand recognition; 8. conversion rates; 9. purchase decisions.

VI. Ommemovme, ssnsaiomcsa nu ciredyiowue ymeepicoeHus eepHvimu (1rue) uau
nesepuvimu (False) coenacno mexcmy.

1
2

. Selling is primarily a one-time activity that ends after the initial purchase.
. Excellent post-sale service can help create loyal customers and brand advocates.

58



3. A great product does not need a good sales strategy to reach its potential audience.
4. Selling is mainly about making money for the company.
5. Customer loyalty is built by providing a complete value-driven solution.

VII. 3anonnume nponycku 6 npednoscenusx, UCNONb3YS CLOBA U3 CHUCKA.

Caoa: backbone, sustainable, value, loyal, post-sale, recognition, penetrate

1. Businesses with strong __ service often have ___ customers.
2. Selling isthe __ of business success.

3. Effective sales strategies help companies ___ new markets.

4. A good sales approach increases brand .

5. Delivering ___ to customers leads to more ___ revenues.

VIII. Coeounume mepmun uz xononku A ¢ eco npasunvhvim onpeoeieHuem u3 KOJOHKU

Column A

Column B

1. Post-sale Service

A. The act of entering and
establishing oneself in a new market.

2. Market Penetration

B. A strategy focused on creating
value and solving customer problems to
build long-term relationships.

3. Customer Loyalty

C. Continuous follow-up activity
after a purchase to ensure customer
satisfaction and encourage repeat
business.

4. Value-Driven Selling

D. The tendency of customers to
continue buying from a specific
company over time.

IX.Hatioume 6 mexcme anenutickue 3K8UBANEHMbL CEOVIOUUX CTO8 U BbIPAINCEHUI.

. [locnenyromas aesaTeabHOCTh
. JosrocpoyHbie OTHOLICHUS

. [loreHunanbHas ay AMTOpUs

. @uHaHCOBBIC MOKA3aTEIHN

. PocT noxomoB

. OcBe1OMIIEHHOCTB O OpeH/ie

01O LNk~ W —

. Y,HOBHGTBOPGHHOCTB KIIMCHTOB

. [leHHOCTHO-OPUEHTUPOBAHHOE PELICHUE
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X. Teopueckoe 3a0anue (Kpamxuii omeem)
[IpencraBbTe, 94TO BB MEHEMKep Mo mpoaaxkaM. OCHOBBIBaSICh Ha HAESIX TEKCTa,

COCTaBbTE KOPOTKHMH TuiaH (3-4 MmyHKTa) Mo co3AaHuio 3(H(PEKTUBHON MOCT MPOJAKHON
MOJJICP>KKH JJIs BalllUX KIMEHTOB.
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TEMA VI DQKOHOMUNYECKASA CPEJA. MUKPOOKOHOMMUMKA
N MAKPOSKOHOMMUKA

|. XU3yuume nexcuxy
aggregate changes

aggregate demand

aggregate supply

branch of economics
determinant of microeconomics
determinant of macroeconomics
general equilibrium analysis
government activities

economic policy

individual household

national income

regulation

to levy a tax on smth

to pay a tax

partial equilibrium analysis
overall values
underemployment

Tekcer 1. Microeconomics and macroeconomics

1. IlIpoumume u nepeseoume mexcm

Economics as a science consists of two disciplines, that is of microeconomics
and macroeconomics.
Microeconomics is the branch of

economics that studies individual ~ L
producers, consumers or markets. "“/\{"
Microeconomics also studies government A VS

activities such as regulations and how taxes
affect individual markets. Besides
microeconomics tries to understand what
factors affect the prices, wages and
earnings.

Macroeconomics is the branch of economics that studies the economy as
a whole. It tries to understand the picture as a whole. In particular, it studies
the overall values of output, of unemployment and of inflation.

Microeconomics is the field of economics that looks at the economic behavior of
individuals, households, and companies. Macroeconomics takes a wider view and looks at
the economies on a much larger scale—regional, national, continental, or even global.

Microeconomics Macroeconomics
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Microeconomics is the study of individuals and business decisions. Macroeconomics
looks at the decisions of countries and governments. These two branches of economics
appear to be different but, in reality, they're interdependent and complement each other.
Many overlapping issues exist between the two fields.

Definition: Macroeconomics is the branch of economics that studies the behavior and
performance of an economy as a whole. It focuses on the aggregate changes in the economy
such as unemployment, growth rate, gross domestic product and inflation.

Description: Macroeconomics analyzes all aggregate indicators and the
microeconomic factors that influence the economy. Government and corporations use
macroeconomic models to help in formulating of economic policies and strategies.

Differences between Microeconomics and Macroeconomics:

Differences based on Microeconomics Macroeconomics

1. Subject- matter: Small segments such as | Large aggregates such as
individual household, aggregate demand,
individual firm, aggregate supply,
individual price, etc. national income, general

price level, etc.

2. Use of techniques: Partial equilibrium General equilibrium
analysis analysis

3. Assumptions: Full employment in the Underemployment of
economy resources.

4. Core differences: Price is the main Income is the main
determinant of determinant of
microeconomics. macroeconomics

|. U3yuume nexcuxy

level of output

falling income

falling investment

fall in profits
fluctuations
homogeneous

marginal cost
interdependence

micro and macro issues
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Texct 2 «Interdependence of Microeconomics and Macroeconomics»

M. ' M ' The difference between the
ICroeconomics macroeconomics microeconomics and macroeconomics is very

n intcs g Mo (G5 vivid but these two branches cannot be taken
@@, " @%@ giip as totally independent of each other. The

_i%&ﬂﬁ’ ’( ) It i ) changes in one influences the other. For

* D example, increased savings by individual
O __f ) households shall definitely cause a fall in
consumption in the economy. Accordingly,
aggregate demand may fall, causing a cut in the level of output.

Similarly a situation of persistent fall in general price level will result in falling
income of individual households through a chain of falling investment and employment due
to fall in profits.

What is good at the micro level may not be good for the economy as a whole.
Accordingly,separate theories are needed to discuss micro and macro issues.

The macroeconomic problems, e.g., inflation, deflation, general unemployment can
be comprehended and solved only through macro level programmes and policies.

I1l. Omeemovme na eonpocwi

1. How can you define the meaning of “micro” and “macro” in general?
2. What is microeconomics in simple words?

3. What is macroeconomics?

IV. Coomnecume pycckue sxeusanenmsol ¢ GHeIUUCKUMU.

1. nmelicTBOBAThH Ha a. in particular

2. B YaCTHOCTHU b. to affect

3. BbIpaboTKa, 00BEM Mpou3BoacTBa | C. unemployment
4. ueHa d. wage

5. Oe3paboTtuiia e. output

6. 3apaboTHas ru1aTa f. price

V. Hcnonws3yiiTe NOAXOISIIME CJIOBA M3 HUXKE, YTOOBI 3alOJHUTH IIPOIIYCKU B
CIICTYIOLINX MIPEIIOKECHUAX
1) unemployment 6e3pabotumia 2) policy monuruka 3) measures mepsl 4) revenue
noxon 5) estimate omenka 6) fluctuations xone6anus 7) outcome pesyabtar 8) profit
npuObLIE 9) startup crapran
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1) According to our experts’ , the overall world trade has also weakened.

2) It is increasingly difficult for large investors to identify the that has true
potential.

3) Everybody was pleased with the of the negotiations because the
compromise was finally achieved.

4) Our business managed to survive the crisis due to our flexible - we
adapted to every new change in the economy.

5) Last year we made a huge on trading our shares.

6) We could observe the in prices because of the unstable situation on the
market.

7) We had to take urgent to prevent their business from bankruptcy.

8) Their Is comparatively high but numerous taxes reduce the benefits
significantly.

9) They say we won’t have any problems with hiring new personnel as the level of
in this city is pretty high.

VI. Coomnecume pycckuti sx8usaieHm ¢ aHeIUUCKUM.

fluctuations, profit, revenue, marginal cost, homogeneous, survey, output

a) the act, process, or an instance of producing. @,
b) a financial gain, especially the difference between the amount earned and the amount
spent in buying, operating, or producing something. @,

c) income, especially when of an organization and of a substantial nature.
3)

d) the cost added by producing one additional unit of a product or service.
@)
e) consisting of parts all of the same kind. ®),
f) an irregular rising and falling in number or amount; a variation.. ©),
g) a general view, examination, or description of someone or
something. @,
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TEMA VII CITPOC 1 NPEJVIOZKEHUE

|. H3yuume nexcuxy
quantity

buy (bought bought)
buyer

demand (smth)
supply

excess supply
supply v

to supply smb with smth
to supply smth to smb
sell (sold, sold) v
seller

equilibrium
equilibrium price
producer

consumer

consume

shortage

raise

surplus

reduce

reduction (in smth)
influence (smth)
influence

income

increase (in smth)
increase

substitute good
substitute z (for smth)
decrease (in smth)
decrease
complement good

Texer 1. Demand and Supply

Il. Ilpoumume u nepesedume mexcm

Demand is the quantity of a good that buyers wish to buy at each price

Supply is the quantity of a good that sellers wish to sell at each price. Other things
equal, when prices are high, the supplied quantity is high as well.

The market is in equilibrium when the price regulates the quantity supplied by
producers and the quantity demanded by consumers. When prices are not so high as the
equilibrium price, there is excess demand (shortage) raising the price. At prices above the
equilibrium price, there is excess supply (surplus) reducing the price.
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There are some factors influencing demand for a good, such as the prices of other
goods, consumer incomes and some others.

An increase in the price of a substitute good (or a decrease in the price of a
complement good) will at the same time raise the demanded quantity.

As consumer income is increased, demand for a normal good will also increase but
demand for an inferior good will decrease. A normal good is a good for which demand
increases when incomes rise. An inferior good is a good for which demand falls when
Incomes rise.

As to supply, some factors are assumed as constant. Among them are technology, the
input price, as well as degree of government regulation. An improvement in technology is
as important for increasing the supplied quantity of a good as a reduction in input prices.

Government regulates demand and supply, imposing ceiling prices (max- imum prices)
and floor prices (minimum prices) and adding its own demand to the demand of the private
sector.

I1l. Beibepute mnoaxopsiiee IO CMBICTY CJIOBO M3 TMpeajaraeMbIX B CKOOKax
BapUAHTOB.

1. The fashion for mini-skirt (increased/ reduced) the demand for textile materials.

2. Even in (some/ the same) middle-income countries many people are very poor.

3. Government regulations sometimes (decrease/ impose) a change in (technology /
quantity) that producers do not want to use.

4. Stabilization of prices is of great importance to industrial nations (as well as / as
well) the Third World countries.

5. Freeing up (ocBoOoxkaeHue) prices leads to their (decrease / increase).

6. (Inferior/Normal) goods are usually low-quality goods for which there

are higher-quality (improvements / substitutes) sold at higher prices.

7. A decrease in (complement/ input) prices makes the production less

expensive.

IV. TlepeBenuTe Ha pyCCKMIA S3BIK:

1. greater shortage; 2. lower equilibrium price; 3. increased demand;

4. greater influence; 5. decreased input; 6. reduced government intervention;
7. greater restrictions

V. Omeéemvme na sonpocwt k mexcmy Demand and Supply.

1. What is demand?

2. What is supply?

3. When are the demanded and supplied quantities of goods high?

4. How are prices and the supplied and demanded quantities regulated by
the market?

5. Which factors influence demand? How do they work?

6. Which factors influence supply?

7. How can governments regulate demand and supply?
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VI. Ilodymaiime u ckasxccume:

1. How can prices for other goods influence the demand for a good?
Supply examples.

2. What inferior goods can you name?

3. What may be the result of imposing ceiling prices?

VII. Coomnecume pycckue sxkgusanenmsi ¢ aH2AUUCKUMU.

1.

o0k Wi

MOBBIIICHHUE TOXO/OB
yYMEHBIIIEHUE CTIpoca
YBEJIMYCHHE NHBECTUITUHN
COKpAIIIEHUE PHIHKA;
MOBBIIICHUE TTPEIIOKCHUS
yYBEJIMYEHUE PECYPCOB

a. decrease in demand

b. increase in investment
C. Increase in resources
d. increase in supply

e. market contraction

f. increased income
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JAOHOJHUTEJIBHBIE TEKCTbBI JJIAA YTEHUA

Phone communication problems
https://www.workplace-english-training.com/emagazine/tw/business-speaking-
skills/2069-phone-communication-problems-useful-language-for-clarifying-the-
message.htmi

We’ve become creatures of telephone habits. Having made and received thousands of
telephone calls in our lifetimes, it is easy to assume that we have reasonable telephone skills.
Most people do not even think there are any special challenges of telephone communication.

When all parts of the communications process work effectively together, telephone
communication is clear and useful. Sometimes, however, even a well-practiced
communication process can go wrong. Problems can occur in any of the following four parts
of sending a message:
Trouble sending: The sender doesn't speak clearly, speaks in a heavy accent or speaks too
quickly. What happens to the message? Will it be received?

Trouble with the message content: The message is confusing, disorganized or
irrational. Is it likely that the receiver will understand what is being communicated?
Trouble with the channel: There is background noise or a bad line. Will the message be
transmitted effectively? Will it be received?
Trouble with the receiver: The receiver is not listening closely, has fallen asleep or is
distracted. Will the message be understood?

Below is some useful language to help make sure the message is clear:

Difference Between Economic and Non-Economic Activities with Examples
https://www.vedantu.com/commerce/economic-and-non-economic-activities

Understanding the difference between economic and non-economic activities is a
fundamental concept in Commerce, essential for students, parents, and teachers. Human
activities can be divided into these two main types, and the distinction is crucial for accurate
understanding of business, economics, and even social sciences.

Economic activities are tasks performed with the aim of earning money or creating
financial value. These can include the production, buying, or selling of goods and services
to meet daily needs. Economic activities involve business operations, professional services,
and employment roles where the participant receives a salary, wage, fee, or profit in return
for their effort or expertise.

Examples of economic activities include running a shop for profit, teaching in a school
for a salary, working in factories, or practicing medicine for consultation fees. These
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activities are usually measurable in monetary terms and are directly linked to income
generation and economic growth.

In contrast, non-economic activities are those done not for earning money but for
personal satisfaction or social service. These actions may arise from emotional reasons, such
as love, sympathy, or devotion. Non-economic activities include spending time with family,
volunteering, participating in cultural or religious functions, or helping neighbors without
expecting payment.

Such activities provide emotional, social, or psychological satisfaction and are

generally not measurable in terms of money or profits.

Economic vs. Non-economic Activities

The distinction between economic and non-economic activities highlights the
difference in human motivation—whether one works for financial gain or for personal
happiness and social welfare. In Commerce, understanding this separation helps in
analyzing how economies grow, how GDP is measured, and what activities have a direct
Impact on a nation’s financial wellbeing.

Economic activities play a direct role in economic development, employment
generation, and meeting market demand. Non-economic activities, while not reflected in
GDP, are essential for strong family ties, community welfare, and personal well-being.

What Is Innovative Marketing?
https://camphouse.io/blog/innovative-marketing

As the name suggests, innovative marketing is about being creative and uncovering
fresh ideas to engage your customers. It’s about understanding the current trends in
marketing and then taking it one step further to create something new and exciting.
Innovative marketing can be anything from a creative campaign or concept to a fresh
approach to traditional marketing techniques that sets your business apart from the
competition. Innovative marketing covers researching the needs and wants of your target
audience, understanding their behavior patterns and preferences, and developing prototypes
or changing existing processes to reach them. It’s also about launching, pricing, and
promoting a product uniquely.

Repositioning can be a powerful strategy for revitalizing an existing brand and
updating its image in the market. By analyzing strengths and weaknesses, opportunities and
threats, you can reposition your brand to improve its visibility. It involves changing the
message and tone of your brand, updating visuals and logos, and even renaming your
company or products.

To capitalize on opportunities in the current economic climate, businesses recognize
the need for brand evolution. As such, 74% of businesses are planning to reposition their
brand within the next 12 months. With the right brand repositioning strategy, you can open
up new markets, connect with existing customers on a deeper level, and create a powerful
Impact.

Example: Gucci

Gucci is an excellent example of successful brand repositioning. In 2015, the company
changed its focus from high-end luxury to approachable fashion, emphasizing bright colors,
streetwear styles, and unexpected designs. They polished their logo, reworked their
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branding, and targeted younger customers with a more street-centric feel. As a result,
Gucci’s sales skyrocketed, transforming it from a traditional luxury brand to a fashion
powerhouse.

The best thing about Gucci’s innovative marketing strategy is that they didn’t change
the fundamental values of their brand; they just updated it to fit a new audience.

Social Media Marketing as an innovative marketing strategy
https://camphouse.io/blog/innovative-marketing

Social media has become an active space for real-time connection. It’s a place to
engage with your audience, start conversations, and build lasting relationships. From
running targeted ads to sharing branded content, businesses can use social platforms to stay
visible, relevant, and connected.

By leveraging the power of social media, you can create campaigns and contests to
increase visibility, share content that resonates with your audience, and measure your
performance through analytics.

Short-form videos, often less than a minute long, are the most engaging type of content
on social media, captivating 66% of consumers.

Example: Dove

Dove’s “ShowUS” campaign is a great example of how an innovative social media
strategy can have a powerful effect. In 2019, the beauty brand created a powerful campaign
to promote body positivity and challenge traditional notions of beauty. They asked women
worldwide to share their stories and images that showed what beauty looks like to them. The
response was overwhelming, with over 1.6 billion people engaged in the campaign, and it
successfully promoted Dove’s message of self-love.

This campaign is an excellent example of how businesses can use social media to create
meaningful conversations and drive engagement.

Retaining customers with loyalty programs as a marketing strategy
https://camphouse.io/blog/innovative-marketing

Acquiring a new customer is much more expensive than retaining an existing one. You
can reward repeat customers by offering loyalty programs and incentives to increase sales
and build brand loyalty. You can create custom reward programs that offer exclusive deals,
discounts, and other perks to customers who regularly shop with you.

From point systems to subscription boxes, loyalty programs effectively engage
customers and encourage them to return. Over 90% of businesses currently use some type
of customer engagement or loyalty program.

Example: Starbucks
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Starbucks’ reward program is one of the most successful loyalty programs. The
program allows customers to collect stars for every dollar they spend ordering through the
mobile app. Customers can redeem stars for free drinks and food items as they accumulate
stars. These days, this strategy is quite common, but Starbucks was one of the pioneers in
implementing it.

The best thing about loyalty programs is that it’s a win-win: customers get rewards,
and businesses increase customer engagement and sales.

Automation and the Fear of Job Loss
https://aqgilityportal.io/blog/ai-and-unemployment-can-automation-be-the-key-to-
reducing-joblessness

When manufacturing plants began installing robotics and automated machines into the
production lines (starting in the early 1960s and reaching into its heyday of the mid-1980s),
many people in the US feared this would lead to mass layoffs and the loss of manufacturing
jobs. These fears turned out to be true, but not really. The truth is that manufacturing jobs
have been on a steady decline in the US since the peak of the industry in 1979. In fact,
the U.S. Bureau of Labor Statistics reports a 34-percent net loss in the last 40 years. But the
reason is not automation. Instead, the loss of manufacturing jobs has more to do with a
complex calculation of trade deficits offset by an influx of foreign capital, as explained
by CSIS (Centre for Strategic & International Studies).

The loss of manufacturing jobs coincided with the rise of automation. But this is more
of a case of correlation without causation — a coincidence, if you will. If we step back and
take a big-picture look at the labor market, a compelling case could be made that automation
led to, not the loss of jobs, but to the creation of jobs — albeit of a different
variety. Undoubtedly, automation has contributed to a significant increase in manufacturing
efficiency, which in turn has freed up the workforce to concentrate on innovation (which, in
turn, is the greatest single factor contributing to economic growth). Automation in the
manufacturing industry has also had a significant positive effect on workplace safety. While,
ultimately, this has no bearing on job creation vs. job loss, it's still a significant advantage
worth pointing out.

On the other hand, the loss of jobs (due to a multitude of factors) and the threat of
automation significantly reduced any negotiating leverage workers and labor unions might
have enjoyed. In consequence, over the last 40 years, the compensation offered for
manufacturing jobs has not increased at the same rate as salaries in other sectors. What we
have in today's labor market is not a lack of jobs, but a lack of meaningful jobs, jobs workers
want to stay at and grow in. Faced with this problem, more and more recruiters and HR
professionals are turning to Al-powered job search engines to match the right candidate
with the right job opportunity.

The goal is to comb through the thousands (if not millions) of job seekers to find the
select few that possess the background and skill sets that would make for ideal employees.
And Al algorithms can do just that. Al systems can analyze millions of resumes, and job
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offers nearly instantly. From these data points, the algorithms look for keywords and
parallels to make matches. They can also detect patterns and even make predictions on the
likelihood of a candidate's success at a given job. Implementing Al in the hiring process has
the added benefit of significantly reducing the chances of the process being corrupted
by hiring bias — whether conscious or unconscious.

Instead, Al and machine learning algorithms allow recruiters and HR professionals to
make data-driven decisions, increasing their chances of a successful hire and thus boosting
employee retention and reducing the overall quit rate of their employees.

Automation Unlocks Creativity and Individuality
https://aqgilityportal.io/blog/ai-and-unemployment-can-automation-be-the-key-to-
reducing-joblessness

When we take a look at the problem of joblessness in its current iteration (it is not a
lack of jobs but rather a lack of meaningful jobs that people want), we see in automation a
fantastic tool that, when used right, can mitigate the factors that lead to dissatisfaction with
a job. Automation is, above all, a tool that carries out the more menial and repetitive tasks
of a given position. This ends up saving employees so many working hours that, for all
intents and purposes, it virtually redefines the role of the employee. Now, the employee is
freed up to focus on more complex tasks, especially those that require creativity. When an
employee expresses his or her creativity, they are expressing their identity, their own unique
perspective on the world and on the task at hand. It is in this expression of creativity that
they assert their individuality; they assert their identity.

Imagine a job where the employee is encouraged to express and assert their identity,
where he or she is relieved of menial tasks and focuses on creative expression. To a vast
number of people, this is the definition of the "dream job," and it is what automation
inevitably leads to (to varying degrees of success).

Can Automation Be the Key to Reducing Joblessness?

It is clear that automation can contribute to reducing the factors that lead to joblessness.

— Lowering the quit rate through better recruitment matches

— Improving employee engagement by reducing (if not outright eliminating)
menial tasks and placing an emphasis on creativity and innovation

Additionally, there are several benefits to implementing automation in the recruitment
process that have already been shown to reduce joblessness.

Reducing (if not outright eliminating) hiring bias by offering a strictly data-based
decision process to the recruitment process

Improving the likelihood of successful matches and thus reducing "job search fatigue"

Improved efficiency in onboarding and training which leads to more success on the job
and thus further mitigates a contributing factor to the high quit rate

While the benefits of automation are numerous and unimpeachable, we cannot expect
Al and automation to solve all the problems we are currently facing in the labor market.
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Studies have repeatedly shown that the #1 cause for employee satisfaction remains the
human factor: poor or toxic relations with colleagues and/or superiors.

Successful companies will be those which can strike the right balance and implement
Al and automation, reap the many benefits while not neglecting the human factor that is
essential to employee satisfaction.
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3. KOHTPOJIb 3SHAHUN
JJEKCUKO-TEMATHUUYECKHUE TECTBI

Tect 1

Bribepute onuH Hanbosee moaXOoAAIIUN TEPMUH U3 CITUCKA JIJIs1 3aBEPIICHUS KaX0TO
npeaioKeHus. TepMUHBI MCIOJIB3YIOTCSI B WX OCHOBHOW ¢opMme, HO MOTyT OBITh
I'paMMaTHUiCCKN U3MCHCHBI B IIPCIJIOKCHNUN (HaHpI/IMep, NOCTAaBJICHBI BO MHOKCCTBECHHOC
YHUCJII0).
earn a living, meet human requirements, wealth accumulation, economic activities,
non-economic activity / non-economic activities, goods and services,
business, profit, production, scarce resources, manufacturers

1. A farmer selling crops at a market and a programmer working for a company are
engaged in different types of :

2. The ultimate purpose of any economic system is to

3. Factories and plants that create products are known as

4. Volunteering at an animal shelter is considered an example of a

5. The primary reason people seek jobs is to

6. All produced in a country over a specific period are summed up in the
GDP figure.

7. Price increases are often linked to the shortage of

8. The chain " -distribution - consumption” describes the core phases of the
economic cycle.

9. The main motivation for an entrepreneur startinga ____is usually to generate .

10. Receiving an inheritance or winning the lottery can contribute to a person's :
but it is not a pure economic activity.

74



Tect 2

Buibepume ooun naubonee nooxooswuii mepmun U3 CRUCKA OJis1 3A8ePULEHUST KAHCO020
npeonodicenus. TepMuHbl UCNONL3VIOMCS 8 UX OCHOBHOU (opme, HO Mo2ym Oblmb
2PaMMamu4ecku UsMeHeHbl 8 NPeOJIONCeHUU (Hanpumep, NOCMABIeHbL 80 MHONMCECMBEHHOE
YUCno).

flow of goods, range of products, performance, exceeded, to carve a niche, physical
evidence, advertisement (or commercials, a sales pitch), to attract attention, mutual
benefits, compile data (or collect data), advertisement, to convey, marketer, market
opportunities (or target markets)
1. The logistics department manages the __ from the warehouse to the retail stores.
2. In asuccessful negotiation, both parties should experience .
3. Before we can propose a solution, we need to ___ from our recent customer satisfaction
survey.
4. The company's success is built on awide __that caters to different tastes and budgets.
5. A well-designed store layout and staff uniforms are part of the __ for a retail business.
6. Small startups often try _ in a crowded market by focusing on a very specific
customer need.
7. A key responsibility of a __ isto analyze __ and develop strategies to reach potential
customers.
8. The primary goal of any __is ___ and create a desire for the product.
9. The __ of the new engine greatly __ our expectations, making it a market leader.
10. The agency created a simple but powerful _ that used color and imagery  the
brand's core values of reliability and innovation.
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TecT 3

Bri6epute oann Hanbonee MOAXOASAMINN TEPMUH U3 CIIMCKA [T 3aBEPUICHHS KaXKI0TO
npeanoxxkenus. TepMHHBI HCMOJB3YIOTCS B HMX OCHOBHOM (hopme, HO MOTryT OBITh
I'paMMaTUYICCKN U3MCHCHBI B IIPCIJIOKCHUN (HaanMep, [NOCTaBJICHBI BO MHOKECTBEHHOC
4HCIIO0).

aggregate demand, aggregate supply, branch of economics, determinant of
macroeconomics, determinant of microeconomics, fall in profits, falling income,
falling investment, fluctuations, general equilibrium analysis, government activities,
homogeneous, individual household, interdependence, level of output, marginal cost,
micro and macro issues, national income, overall values, partial equilibrium analysis,
underemployment

1. When the price of oil rises sharply, it affects transportation, manufacturing, and
consumer prices. This of different sectors is a key concept in understanding
modern economies.

2. A factory producing cement might analyze the effect of a new wage agreement on its

production costs using , focusing only on its own market.
3. In a perfectly competitive market, products from different firms are assumed to
be , meaning consumers see no difference between them.

4. The central bank raised interest rates to cool down the economy and reduce
inflationary pressure from excessive :

5. A major by corporations this quarter is seen as a worrying sign of low
business confidence in future growth.

6. Despite the company being busy, many workers are on short-time hours, a clear
example of in the labor market.

7. The decision of a single firm to hire an extra worker or buy a new machine is
influenced by , such as the productivity of that worker or the expected return on
the machine.

8. To understand the full effect of a new sales tax, economists must use :
which considers how the tax impacts not just the retail market but also employment, supplier
markets, and overall consumption.

9. Labor economics is a specific that studies wages, employment, and the
labor force.

10. The report showed worrying in the quarterly GDP figures, indicating an
unstable and unpredictable economic recovery.

11. Asustained period of often leads to reduced consumer spending and lower
standards of living.
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12. The total value of all final goods and services produced in a country in a year is a key
measure of its economic health and is known as the :
13. The factory manager calculated that the of producing one more car,

including the extra materials and labor, was $15,000.
14. The economic crisis presented complex , from struggling small businesses

(micro) to a collapsing banking system (macro).
15. To combat the recession, the state increased its spending on infrastructure,
demonstrating how can be used to stimulate the economy.

77



TecT 4

Buvibepume o00un naubonee nooxoosawuiti no CcMulCiy mMepMuH U3 CHUcKka Ois
3aeepuieHus  Kaxcooeo npeonodcenus. (Obpamume GHUMAaHUe HA KOHMEKCM U
apammamuyeckyto popmy (cywecmaumenvbroe, 2nazon u m.o.).

buy, buyer, complement good, consume, consumer, decrease (n/v), demand (n/v),
equilibrium, equilibrium price, excess supply, income, increase (n/v), influence (n/v),
producer, quantity, raise, reduce, reduction, sell, seller, shortage, substitute good,
substitute (n), supply (n/v), surplus, to supply smb with smth.

1. When the price of petrol rises, people often less of it by driving less or
using public transport.
2. If smartphones become cheaper, the for protective cases usually increases,
as they are often used together.
3. At the , the that producers are willing to sell exactly equals the
quantity that consumers want to buy.
4. A very poor harvest can cause a of wheat on the market, leading to much
higher prices for bread.
5. A company that raw materials will transform them into finished products
to sell to customers.
6. The primary goal of a business is to produce goods and find who are willing
to them.
7. If coffee becomes very expensive, many people will switch to tea, which is a
popular :
8. The government decided to taxes on essential medicines to make them
more affordable for the population.
9. A significant in consumer usually leads to lower spending on
non-essential items.
10. If a factory invests in new machinery, it can increase the of products it
makes without hiring more workers.
11. During a sales period, stores often experience a sharp in the for
discounted items.
12. When there is an or of a product, its market price tends to fall
until the surplus is sold.
13. The main role of advertising is to the purchasing decisions of potential
customers.
14. Our company has a contract the city office equipment and
software.
15. A rational will compare prices and quality before making a purchase
decision.

78



Tect b

1. Boibepume npaguibHblll 6apuaHm omeema.

1.The date on the business letter should always be typed out in full.

1.True

2.False

2.What's your name?

We’ll put your name on your report, certificate, and leaderboard.

3. Which term below refers to the process of transmitting information from one
person or group to another?

1.Feedback

2. Communication

3. Sender

4. Receiver

4. The signatory normally appears below the actual signature.

1.True

2. False

5. The reference normally entails the originator's and administrative assistant
initials.

1.True

2.False

6. Which part of the letter consist of an email address, telephone and fax
number?

1.Letterhead

2.Enclosure

3.Salutation

4.Signatory

7. The subject of the letter is normally typed after the complimentary close.

1.True

2.False

8. Which word or phrase on the business letter tells the mail clerk to deliver the
letter to the recipient unopened?

1.For the attention of

2.Courtesy copy

3.Subject

4.Confidential

9. Which part of the business letter states that a brochure is placed in the
envelope?

1.Attention line

2.Enclosure

3.Carbon copy

4.Reference

10. The salutation Mrs Julia White requires the complimentary close Yours
faithfully.
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1.True

2.False

11. Which part of the letter identifies the person who is preferred to address the
concerns of the letter?

1.Signatory

2.Designation

3.Attention line

4.Complimentary close
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4. BCTIOMOTATEJ/IbHBIN PA3/IE/

YYEBHASA ITPOI'PAMMA
INPOPECCHUOHAJIBHASA JIEKCUKA

HA MTHOCTPAHHOM S3BIKE (AHT' JINHCKWM)
OJIA CICIMUAJIBHOCTH
6-05-0311-02 «IxkoHOMHMKA U YIIPABJIEHHE»

Benopycckuii HaMOHAIbLHBIH TeXHUYECKHIl YHHBEPCHTET

/ I}vﬁc:'rpaumﬂnmﬁ Ne &Q-W‘A{-Z A,

MPOPECCHOHAJIBHASA JIEKCHUKA
HA HHOCTPAHHOM A3bIKE

(amrauiickuii, Hemenuxnii, ppanuysckuii)

YueOnas nporpaMMa yupe:IeHHs BLICIIEro 00pazoBaHusi
1m0 y4eGHOH JUCHUIUINHE IS CHEHNAILHOCTH

6-05-0311-02 «IKOHOMHMKA U yOpaBJIeHHE»

npodMIM3aL UK «IKOHOMHMKA U NPABOBoe ofecneyeHHe X03siicTBeHHOI
AEHTEIbHOCTH»

Munck 2023 r.
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YuyebHas mporpamMma cocTaBeHa Ha OCHOBE o6pasoBaTensHOro cranaapra OCBO
6-05-0311-02-2023 u ygebroro mwiana crenuansHoctd 6-05-0311-02 « DKoHOMEKA U
yIpaBJIeHHE» MPoGHIN3alHKu «DKOHOMHKA H IPABOBOE 0OECIcYeHHE X033 CTBEHHOH
JAEATENbHOCTH» perucrpauuonseii Ne MUJIO 112 3p-1/y4., yTBepKIEHHBIH
03.04.2023r.

COCTABUTEJIN:

A.A. Ilanapenko, crapmmif mnpenoxaBatens kadeapsl «UH(pOpMaIMOHHEBIE
TEXHOJOTHH B YNPAaBICHHKW» MEXIyHapOJIHOTO HHCTHTYTA HHCTAHLHMOHHOIO
00pazoBanus benopycckoro HalMOHAIEHOTO TEXHUYECKOTO YHHBEPCHTETA

A K. Tounnuua, crapmmii npenogasarens kadeapsl «AHGOPMAIHOHHBIE TEXHOIOTHH
B ynpaBieHuW» MEXAYHapOAHOro HMHCTHTYTY JHCTaHIMOHHOTO 06pa3oBaHUs
Benopycckoro HaMOHAIBHOrO TEXHHYECKOTO yHUBEPCHTETA

H.IL Crankeswy, crapumit npenonasareis kadenpst «AnocTpannble a3bikmy OTYT
Benopycckoro HalHOHAIBHOTO TEXHHYECKOTO YHUBEPCUTETA

PEIHEH3EHTBI:

T.W. Bacunbepa, noueHt xabeapsl «AHMIMHCKHE s3bIK Ne 1y benopycckoro
HallHOHAJILHOIO TEXHUYECKOTO YHHBEPCHUTETA, KAHAUIAT (HITOMOTHYECKHX HAayk,
JIOIEHT

MIO. UYwknns, pmomeHT Kadeaphl MHOCTPaHHBIX — S3BIKOB  BemopyccKoro
rOCy/JapCTBEHHOI'O  II€arOTHYECKOr0 yHMBEpCHTeTa HMeHM Makcuma Tanka,
KaH/M/1aT QHIOJOTHYECKHX HAyK, JOLEHT.

PEKOMEH/IOBAHA K YTBEPKIEHHIO:

Kadempoii «MH(opManHOHHbIE TEXHONOrMM B  YTpaBICHHM) Benopycckoro
HAaLMOHAIBHOTO TEXHUYECKOTO YHUBEPCUTETA

(mportokon Ne 14 ot 30. 06. 2023 r.)
7
Crapmuii npenogasarens %&é H.A. Cobonenko

Mertonuueckoii  kommccuelr  MexayHapogHOro l—/né’é'né&*ra JUCTaHITHOHHOI'O
obpasoBaHus Beopycckoro HaIHOHAILHOTO TEXHHIECKOTO YHHBEPCHTETA
(mporoxox Ne 10 ot 30.06. 2023 r.)

IIpencenarens MeToquuecKoi U.A. Catuxor

KOMHUCCHH / .

Hay4anoit 6ubimorexoit BHTY @;f T.U. Buprokosa

7’
Hayuno-meTonudeckiuM coBeroM bBenopycckoro HalMOHATBHOTO TEXHUYECKOIO
ynupepcutera (mpotokon Ne 7 cexmum Ne 7 ot &F. o7 2029r.)
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MNOSACHUTEJIBHAS 3AIINCKA

VYyebnass nporpamMma no yudeOHoi nucuumiuHe «lIpodeccuonanbHas jnekcuka Ha
WHOCTPaHHOM s3BIKE» pazpadoTaHa s cnenuainbHocTu 6-05-0311-02 «OxoHOMUKA U
yhpaBiieHHe» Npoduiuszanu «IKOHOMUKA M TMPaBOBOE OOECHEUYeHHE XO03WCTBEHHOU
NEATEIIbHOCTI.

Heabw wu3yueHuss ydyeOHOM JUCHUIUIMHBI — SIBIISIETCS AKTUBHOE  OBJIAJICHUE
WHOCTPAHHBIM $I3BIKOM KaK CpPEJICTBOM OOINEHHUS B COIMAIBHO U MPOGECCHOHAIBHO
O0OYCJIOBIIGHHBIX CHUTYallUSX MEXKIMYHOCTHOTO B3aMMOJCHCTBUSL paCHIMPEHHUE 3araca
AKTUBHOM TEPMHUHOJIOTUYECKOM JIEKCUKU IO CIIENUATIBHOCTH.

OcHoBHast  3ajaya  MpenojaBaHWsl  y4yeOHOM  JHMCUMIUIMHBI ~ COCTOUT B
MOCJIEIOBATEIbHOM OBJIaJICHUHM CTYJEHTAMH COBOKYIMHOCTBHIO KOMIIETEHIUNA, OCHOBHBIMU
U3 KOTOPBIX SIBJISIOTCS:

- KOMMYHHUKaTUBHAs (JITHTBUCTUYECKAs, COIIMOIMHTBUCTUYECKAS, COLIMOKYJIbTYpHAs,
ColLlMaJIbHAsSI, TUCKYPCUBHAsA, CTpaTernyeckasi);

- MparMaThyecKas;

- KOTHUTUBHAS;

- MEXKYJIbTYpHas;

- KOMIIEHCATOpHas;

- npodeccuoHalIbHAas;

- o0mIasi KOMIETEHIMS, BKIIIOYAIOIIAsl HApsIy CO 3HAHUSMU O CTPAHE HM3y4aeMOro
S3bIKa, 00 OCOOEHHOCTSIX SI3BIKOBOW CHCTEMBI TaKK€ M CIOCOOHOCTh pPaCHIUPATH M
COBEPILICEHCTBOBATh COOCTBEHHYIO KapTHUHY MHpa, OPUEHTUPOBATHCS B MEIUHHBIX
MCTOYHUKAX UH(POpPMAIUH.

[Ipu >TOM JAMHTBUCTUYECKAs KOMIIETEHIMS KaK OJIHA M3 OCHOBHBIX KOMIIETEHIIUI
BKJIFOYAET:

- CIMOCOOHOCTh K UTEHMIO W BOCIPHUATHIO CIEHHAIM3UPOBAHHBIX TEKCTOB Ha
WHOCTPAHHOM $I3BIKE B PEKHUME PEaIbHOT0 BPEMEHH,

- CIIOCOOHOCTh K BOCHPUATHIO U JOKYMEHTUPOBAHUIO HH(OPMAIIUU HA UHOCTPAHHOM
A3BIKE B PEKHUME PEATIbHOTO BPEMEHHU,

- CIMIOCOOHOCTH K IMHT'BOCTPAHOBETYECKOMY aHAIIU3Y,

- CHOCOOHOCTD K MPEICTABICHUIO CBOMX pabOT B MUCbMEHHOM (hOpMe HA MHOCTPAHHOM
A3BIKE,

- CIMIOCOOHOCTH OCYIIECTBIISATH MPE3EHTAIIUIO MaTepralia Ha MHOCTPAHHOM SI3bIKE,

CIIOCOOHOCTH K MIPOBEJICHUIO HAYYHOTO MCCIICIOBAHNS Ha MHOCTPAHHOM SI3BIKE,

- CHOCOOHOCTh (OPMUPOBATH W PACHIUPITH 3HAHUS O TEHICHUIUSX Pa3BUTHUSA
M3Y4aeMOro sI3bIKA.

Y4yeOnasi nucnuIuiiHa 0a3upyeTcsl Ha 3HAHUSX TMOJYYCHHBIX MPU U3YYCHUH pPaHEe
TaKuX JAUCHMIUIMH Kak  «MHOCTpaHHBIA  A3BIK», «OKOHOMHYECKAs  TEOPUSD),
«MUKPOIKOHOMUKA.

B pesynbrare uszyuenus yueOHO#l nucuurniaunbl «lIpodeccronanpHas jnekcuka Ha
WHOCTPAHHOM SI3BIKE» CTYJIEHT IOJKEH

3HATh:
— OCHOBHbIE€ (POHETHUECKHE, TPAMMATUYECKHE U JIEKCUYECKHE TIPABUIIA, TIO3BOJISIOIIHNE
UCII0JIb30BaTh MHOCTPAHHBIH S3bIK KaK CPEeICTBO 00IeHU B MpodeccuoHaNbHOU chepe;
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— 0COOEHHOCTH MPOPECCUOHATBHO-OPUEHTUPOBAHHON MMUCHbMEHHOM U YCTHOM peuu;

— COLIMOKYJIbTYPHBIE HOPMBI JIETIOBOTO OOLICHUS;

yMeTh:

— IIOHUMATh TEKCThI Ha TEMBbI, CBSI3aHHbIE C IPO(HECCUOHATBLHOM 1eATETbHOCTBIO;

— HaxXoJUTh HEOOXOJIMMYI0 MH(POPMAIIKIO JIEJIOBOTO XapakTepa B TaKUX MaTepHhaliax
JUTSI KaXKJOJTHEBHOTO MCIOJIb30BaHUSI KaK MHChbMa, OPOIIIOPHI U KOPOTKHE OPUIIMATbHBIC
JOKYMEHTBI;

—BecTH OOIIeHHe Mpo(ecCHOHATBHOIO XapakTepa B 00beMe, MPeayCMOTPEHHOM
HACTOSIIIEN IPOrPaMMOW;

— YBEPEHHO O0IAThCA Ha COUMOKYJIBTYPHBIE U TPOPECCUOHAIBHBIE TEMBI U3 00JaCTH
JUYHBIX ¥ MPOPECCHOHATBHBIX HHTEPECOB;

HMeTh HABBIK:

— IJIOBOM  MepenucKkd H  OQOpMJIEHUS JTOKYMEHTAalMh C HCIOJIb30BAHUEM
COBPEMEHHBIX TEXHOJIOTHUH;

— npo(eccuOHaTbHO-OPUEHTUPOBAHHON JUAIOTMYECKON U MOHOJIOTMYECKON peun;

— KPUTUYECKOTO MBIIUIEHUS, HEOOXOAUMOro i TBOPYECKOH NpodeccHoHanbHON
NEeATENbHOCTH;

— CaMOCTOATENBbHON pabOTHI.

OcBoenue paHHOW y4eOHOM AMCHMIUIMHBI JOJDKHO oOecreyuTh (OpMHpPOBaHUE
CJICIYIOIEH KOMIIETCHIIUH:

CK-10. OcymectBnarh 3Q¢heKTUBHbBIE KOMMYHUKAIIMM HAa WHOCTPAHHOM SI3BIKE B
npoluecce ympapieHus OuzHec-mporieccamu. CorjacHoO y4eOHOMY IUIaHY AJIsi 3a04HOM
(OpMBI OJTyYEHHUSI BBICIIETO 00Pa30BaHUSI, MHTEIPUPOBAHHOTO CO CPEIHHUM CIIELIMAIbHBIM
00pa3oBaHUEM Ha U3y4YE€HHUE YU4e€OHOM AUCHUIUIMHBI OTBeAeHO Bcero 180 yacoB, u3 HUX
ayIMTOpPHBIX — 20 4acoB.

Pacnipenenenne ayaMTOpHBIX 4YacoB IO KypcaM, CEMECTpaM W BUJAM 3aHITHH
npuBeJIeHO B Tabmure 1.

Taomuna 1.

3aouHas ¢popma MoJyUYeHHs BbICIIET0 00pa30BaHusl, MHTETPUPOBAHHOTO CO CPETHUM
CIeHaIbHBIM 00pa30BaHUEM

Kypc | Cemectp | Jlekuuu, | Jlabopatopusie | IIpakThueckue dopma IPOMEKYTOUHOU
4. 3aHATHS, Y. 3aHATHS, Y. aTTecTaluuu
2 3 10 JuddeperunpoBaHHbIi
3a4er
2 4 10 JuddepenurpoBaHHbIi
3a4er
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COAEPKXAHUE YYEBHOI'O MATEPHUAJIA

Tema 1. [louck u ycTpoiicTBO Ha padoTy
CobecenoBanue. Cocrapienue pestome. Bupl pador.

Tema 2. IIpodeccuonaibHbIE KAa4eCTBA COTPYAHUKOB
HaBbiku cotpyanuka B 21 Beke. OnbIT paboThl. Ananrtanus K “HQOpMarmoOHHbIM
CHUCTEMaM U TEXHOJIOTUSAM. Y CJIOBHS pabOThl HA pabodyeM MecTe.

Tema 3. Onucanue 1esiTeJIbHOCTH KOMIIAHUH
Hctopusa cozmanus pa3BuTus KOMIAHUMW. lIpoxykuus m ycilyru KOMITaHMH.

Otnensl koMIIaHUM. Y TajieHHas paboTa.

Tema 4. IlpaBuiia BeleHUS NIEPEroBopoB
VYuyactue B neperosopax. MexayHapoaHble I1eperoBophl.

Tema 5. IleperoBopsl 1o Teaedony
[IpaBuna BeeHuUs TEIEPOHHBIX MEPETOBOPOB.

Tema 6. /leioBasi KOppecnoHIeHIIUA
Bubl 1€10B0OM KOPPECTOHACHIINH.

Tema 7. U3MepeHre IKOHOMHYECKON AKTUBHOCTH
[TapameTpbl 5KOHOMUYECKON AKTUBHOCTH.

Tema 8. MapkeTuHr
Omnpenenenue, BUIbI, LETU U 337]aul MapkeThHra. [loBegenue norpeduTens.

Tema 9. llenHooOpa3oBaHue U MPOJAAKHU
DTarbl ¥ METOJIbI IIeHOOOpa3oBaHusl. [IpoMbITIIIEHHbIE BHICTABKH.

Tema 10. JxoHOMHUYeCcKas cpeaa
BHyTpeHHUE 1 BHENTHUE (PAKTOPHI, BIUSIIONME HA IKOHOMHYECKYIO CPEy.

Tema 11. MUKPOIKOHOMHKA 1 MAKPOIKOHOMHUKA
OO0BeKThl, 3a1aun, MPOOIEMbl MUKPOOKOHOMUKHU U MaKPOIKOHOMUKH.

Tema 12. Cnpoc u npeasio:xkeHue
IToHATHA U 3aKOHBI CIIPOCA U NPeMIOKEeHU. [IpUHIUIBI TOPOACKON SKOHOMUKH.
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NHOOPMAIINOHHO-METOANYECKASA YACTD
Cnucok JuTepaTypbl (AHIJIMHCKUH SI3BIK)

OcHoBHas JuTEparTypa:

1. AHIIMICKUN  SI3bIK:  y4eOHO-METOAMYECKOe Toco0ue [Uisi  CTY/IEHTOB
SKOHOMHUYECKUX CIEelUaIbHOCTeW 3a04yHOiW QopMbl 00yueHuss / benopycckuii
rOCy1apCTBEHHBIM TEXHOJIOTMYECKU yHHBepcHUTeT; [cocT.. A. M. Pomanoma, A. IL
CaBuanuuk]. — Munck: BI'TY, 2020. — 88 c.

2. Anrmmiickuii s3eik = English language: yueOHO-MeTOAMYECKOE TTOCOOHME IS
CTyJAEHTOB 1-ro kypca cnenuainbHocTeid 1-25 01 07 "DkxoHOMHMKAa W yINpaBiE€HHUE Ha
npeanpuarun”, 1-26 02 02 "MenemxmenT (o Hanpasiienusam)", 1-26 02 03 "Mapkerunr"
/  benmopycckuii TOCYAapCTBEHHBIM TEXHOJOTWYECKUN yHUBepcuTeT; [cocT.. E. U.
bnaroneposa, M. A. byteko, E. B. KpuBonocosa]. — Munck: BI'TY, 2020. 149 c.

3. 3emenkas, JI. K. Koncniekt no anrnuiickoMy si3bIky. [’ pammaruka. JIekcuka =
My English Summary. Grammar. Vocabulary: mocoOue i ydaiimxcsi y4pexIeHUH
o01iero cpeaHero oopazoanus / — 2-e uzz. — Mo3bips: BeicHoBa, 2018. — 120 c.

4, KoBanpuyx, H. B. HWHocTpanHbiii s3bIk B mpodeccuoHanbHOU cdepe
(aHTTIMICKUN, HEMEUKUH, ppaHIly3cKuil): yueOHoe mocodue / JIoHCKOM Trocy1apCTBEHHBIH
TeXHUYEeCKUH yHuBepcuter. — PoctoB-na-ony: AI'TY, 2018. — 68 c.

5. ®dageeBa, M. 1O. JlemoBoit aHriauiickuii. MeHEMKMEHT U TJ00aIbHOE
npousBoacTBO Business English. Management and global production: yue6HO-
MeToaudeckoe nocooue / M. 0. daneena. — 3-¢ uza. — Mocksa: @imnra, 2018. — 110 c.

6. ®omenko, B. B. Aurnwmiickuii si3p1k. Macro- and Microeconomics: cOOpHUK
TEKCTOB M YHPAKHEHUW JJIs CTYAEHTOB SKOHOMHYecKkuX cnenuaibHocter YO BI'CXA /
benopycckas rocymapcTBeHHasi CEIbCKOXO3siMCTBeHHass akajgemus. — [opku: BI'CXA,
2018.-59 c.

7. AHTTUUCKUN SI3BIK: YYEOHO-METOJIMUECKHUE PEKOMEHJAUM ISl CTYJEHTOB
BUII BTOpO# CTYIEHU MOIYyYEHUS BBICIIETO 0Opa30BaHus MO CIELHAIBHOCTH "DKOHOMUKA
u ynpasieHue Ha nupeanpustuu" / I'. B. Muxacenko [u ap.]; BUIl - Hucturyt
npaBoBeneHusi. — Munck: BUIT - UuctutyT npaBoenenus, 2017. — 179 c.

JonosHuTEeIbHAA TUTEpaTypa:

1. JroxanoBa, H. M. AHrnuiickuii si3pIK: yueOHOE MocoOue i CTyACHTOB BY30B,
oOyvaroruxcst 1o HampasieHussMm noaroroBku  38.03.01 "Oxonomuka", 38.03.02
"Menemxment", 38.03.03 "VYmpasnenue mnepconamom" (kBamudukanus (CTENEHb)
"6akanaBp") / H. M. JltokanoBa. — 2-¢ u3., nepepad. u gomn. — Mocksa: UHO®PA-M, 2017.
-317c.

2. [IpodeccronanbHas iekcuka (Ha aHTJIMMCKOM sI3bIKE) [ DIIEKTPOHHBIN pecypcl:
y4eOHO-METOAMYECKUI KOMIUIEKC JIJISl CTYIEHTOB cnenuaibHocT 1-25 01 07 "OxoHoMuka
U yhnpaeieHue Ha npeanpusatuud" / benopycckuid HalUMOHAJIBHBIA TEXHUYECKUU
ynuBepcutet, Kadenpa "CoBpemennsie eBpornerickue sa3biku'"; coct. A. U. Copokuna, O.

A. 3p0poHOK. — OnektpoH. naH. — Munck: BHTY, 2016. — Pexum npocryna:
http://rep.bntu.by/handle/data/32829
3. MypyroBa, E. B. Ilpodeccuonanbusiii anriuiickuii B PR nesrensHOCTH:

yuebHoe mocodue / E. B. Mypyrosa, . C. Mopo3oBa;. JloHCKOW TrocyaapCTBEHHBIN
TeXHUYECKUH yHuBepcuter. — PoctoB-nHa-lony: AI'TY, 2016. - 76 c.
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Pecypchl yiajieHHoro gocryna:

1. British Council Learn English [Electronic resource]: Free resources to learn English.

2. British Council learnenglishteens [Electronic resource]: ESL reading and writing
skills.

3. Learn English Podcasts [Electronic resource]: English listening practice through
interviews with interesting people on different topics.

4. My Grammar Lab [Electronic resource]: Pearson ELT.

5. EnglishDiscoveries.net [Electronic resource]: English language learning resources.
6. BBC Learning English [Electronic resource]: Free resources and online courses.

7. Learning English 6 Minute English BBC [Electronic resource]: Free resources to
learn English and practice your listening skills.

8. Grammarly [Electronic resource]: Free writing app to make writing clear and
effective.

9. Oxford Learner’s Dictionaries [Electronic resource]. the largest free online
dictionary for English learners.

CpeacrBa IMarHOCTHKH Pe3yJIbTATOB Y4eOHOM AeATeJbHOCTH

O1eHka ypoBHS 3HaHUH CTYyI€HTA 10 JUCLUIUIMHE IPOU3BOIUTCS 110 IECATUOATIIBHON
IIKaJIe B COOTBETCTBUM C KPUTEPHUSIMHU, YTBEPKIAEHHHIMU MMHHUCTEPCTBOM OOpa30BaHMs
Pecny6nuku benapychs.

JUis OLEHKH y4eOHBIX JIOCTHXKEHUH CTYJEHTOB PEKOMEHAYETCSl HCII0JIb30BaTh
CHEAYIOUIUN JUAarHOCTUYECKU NHCTPYMEHTAPHUI:

- YCTHBI M IMCBMEHHBIA ONPOC BO BpPEMs NMPAKTUYECKUX 3aHITUH, B TOM YMCIIE
JOKJIAbl ¥ IPE3EHTALNM CTYICHTOB HA 3aHATHSIX.

- B3aMMHO€E PELICH3UPOBAHUE CTYACHTAMU UX AOKIAJ0B U IMPE3CHTALNI.

-3aIMTa BBIIIOJHEHHBIX HA IPAKTUYECKUX 3aHATUSAX UHANBUAYAJIbHBIX 33/1aHU;

- 3aI1IMTA BBIIIOJHEHHBIX B PAMKAX CAMOCTOSATEIbHON paboThl KOHTPOJIBHBIX PadoT;

- caada AugepeHInpOBaHHOIO 3a4YeTa 110 IUCHHUIUIMHE.

IlepeyeHb KOHTPOJILHBIX BONIPOCOB U 3aaHU U
JJIS1 CAMOCTOSITEJIbHOM PadoThI

['pammaTnyeckue Temsl:

- BunoBpemennsie hopmbl rinarona. JleCTBUTENBHBIN U CTPAAAaTEIbHBIN 3aJI0T.

- [loBenuTenbHOE HAKIIOHEHHUE.

- BompocurensHbie  npegnoxenus.  BompocurensHbie  cinoBa.  CTpykTypa
MTOBECTBOBATEIbHBIX, BOIMPOCUTEIBHBIX U OTPULIATENBHBIX MPEII0KEHUN

- [Ipennoru. ®pazoBbie riaaromisl

- CIIOHOIOJTYMHEHHBIE TTPETIOKEHUS.

- MoanbHbI€ I1aroJsl.

TekcThl PKOHOMHYECKOM HAIPaBICHHOCTH (YTCHHE, TIEPEBO/I, ITEpecKas)

MeToanyeckue peKOMeHAAIUM M0 OPraHU3alUA U BBITOJIHEHUIO
CAMOCTOSITEJIbHOM PadoThI CTY/IEHTOB
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[Tpyn wW3yyeHHWH AMCHMUIUIMHBI PEKOMEHJYETCS HMCIOJb30BaTh CIEAYIOIIHUE (HOPMbI
CaMOCTOATENbHON paOOThI:
- BBIIIOJIHEHUE WHIUBUY AJTIbHBIX U
Pa3HOYPOBHEBBIX 3a/1aHUH;
- IOJIFOTOBKA COO0O01IEeHNH, TEMaTHYECKUX
JOKJIaJI0OB, IIPE3EHTALNH 110 33JaHHBIM TEMaM;
- mpopaboTKa TeM (BOIIPOCOB), BHIHECEHHBIX HAa CAMOCTOSITENIbHOE U3YUCHHE;
- IOATOTOBKA KOHTPOJIBHON pabOTHI O MHAUBUAYAIbHBIM 33 JaHUSM.
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YYEBHO-METOJIMNYECKASI KAPTA YYEFHOM JUCIUITJIMHBI
HNPO®ECCUOHAJ/IBHASA JIEKCUKA HA THOCTPAHHOM A3BIKE

(aHTIMHACKHMH A3BIK)

3a04yHas popMa MoJIydeHHUs BbICIIETO 00pa30BaHUsl, UHTETPUPOBAHHOTO CO CPETHUM

crenuaibHbIM 00pa3oBaHUEM

KonnuectBo aynuTopHsix

4acoB ]
2 2 :
5 : :
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3 cemecTp
1. | Hpakruueckoe 3amstie Ne 1. TTonck u ycrpoiictBo Ha paboty Applying for a 2
job. Cobecenosanre Job interview.
2. | Ipaxruueckoe 3amsitue Ne 2 [IpoeccrHoHanbHbIE KauecTBa COTPY/JHHUKOB 2
Professional skills. Ycious paGots! Ha padouem mecte A working place.
3. |lpaxtuyeckoe 3ausTue Ne3 Onucanue aesitensHOCTH Komnanuy Company 2
profile. Y nanennast pabora Remote work.
4. | Tpakriueckoe 3ausitie Ne4 TIpasuia Benenus reperopopos Negotiation rules. 2
Vuactue B ieperoBopax Participating in negotiations.
> Tpaxtudeckoe 3ansitie Ne5 Tleperosopsi 1o Teedory Business phone calls. 2 Kontpoxenas pabora
HUroro 3a 3 cemectp 10 JuddepenmpoBaHHbIi
3a4er
4 cemecTp
7. | Ipaxriaeckoe 3ausaTue Ne 6 M3MepeHne 5JKOHOMUYECKOIT aKTHBHOCTH 2
Measuring economic activity.
8. | Ipakruueckoe 3anstre Ne 7 Mapkerunr Marketing. TTosenenue 2
morpeburens Consumer behaviour.
9. | Ipaxrryeckoe 3anstre Ne 8 IlenooOpaszoBanue u npoaaxu Pricing and sales. 2
IMpomsitienHblie BoicTaBku Industrial exhibitions.
10 | TIpakruueckoe 3ansitue Ne 9 DkoHOMHUUecKast cpena The economic 2
. environment. Cripoc u npeutoxkenre Demand and supply.
12 | Tpakruueckoe 3amsitie No 10 MHKpOIKOHOMHKA U MAKPOIKOHOMHUKA 2 KontposnpHas pabota
Microeconomics and macroeconomics.
Hroro 3a 4 cemectp 10 JlucddepenmpoBaHHbIH
3a4er
Bcero ayuTopHbIX 4acos 20




I'’”TIOCCAPUN

TEMA |

ability - coco6HOCTB, yMeHUE

achievements - moctmkenus, 3aCayru

apply for a job - momaBaTh 3asBiIEeHUE O IpUEMe Ha PabOTY

apply to a company - nogath 3asBJI€HHE B KOMIIAHUIO

attached CV — npunaraemoe/ IpuKpeIJICHHOE Pe3roMe

available on request - npemocrassiercs o 3anpocy

build a community - co3math coobiecTBo

check information - npoBepsiTe HHOpMaIHIO

collaborator - corpyanuk, coaBTop

communication skills - koMMyHHKaTHBHBIC HABBIKU, HABBIKU OOIICHHS

community of followers - coo61ecTBO MOANMUCYUKOB

comprehensive experience - BCECTOPOHHUI OIBIT

contact details - konTakTHBIC HaHHBIC/HHDOPMALIHS

cover letter - conpoBoaAKUTENBHOE MUCHMO (K pe3toMe)

create a product/positive atmosphere - co3iath NPoYKT/IOIOKUTEIBHYI0 aTMOChEpy

creative break - TBopueckuii mepepbiB

CV (curriculum vitae) - pestome

deliver results - mpUHOCHTH pe3yIbTaThI, JOCTHTATh PE3yIbTATOB

deliver training - mpenogaBartk, TPEHUPOBATH

develop a product/a positive atmosphere - pa3paboTath IpOayKT/TIOI0KHUTEIbHYIO aTMOChEpY

developed advanced knowledge - nepenoBbic 3HaHMS

draw attention - mpuBiiekaTh BHUMaHHE

education — odpaszoBanue, 00yueHIE

email address — agpec 3JIEKTPOHHOM TTOYTHI

employ - npuHEMaTh Ha paboTy

employee — coTpyaHHK, paOOTHUK

employment - Tpy10yCTpONCTBO, 3aHATOCTh

employment agency - areHTCTBO MO TPYI0YCTPOHCTBY

employment history - ombIT paboTbI, ITOCITYHOM CITHCOK

exaggerate - mpeyBeInYnBaTh

experience - ombIT

find a job — maxoaute pabory

full name —monHoE nMs

highlight - BeiiensTH, MOAUEpKUBATH

hire - HOBOOpaHel], HOBUYOK

hire (AmE) - nanumath Ha paboty

hiring — mpuem Ha paboTy, HaeM

hiring process - nporiecc nmpuema Ha paboTy

initiatives - ”HUITUATUBEI

job applicant - mpetrenaeHT Ha pabouee MeCTO; KaHAUIAT

job application - 3asBienue o npuéme Ha paboTy




job search -mouck paboTst

job seeker - yenoBek, uirymuit paboty (CorcKaTess)

job title — Ha3BaHKMe MOMKHOCTH, TOJKHOCTD

lead a team/project - Bo3rIaBiIATE KOMaHIy/TIPOCKT

leave gaps - ocTaBsTh TPOOEIIBI

look for work uckats paboty

manage a team/project - pykoBOUTh, yIIPaBIsATh KOMAHIOM

monertise a blog - monerusuposats 0101

profile - npoduib, kpaTkas xapakTepucTHKA

provide support - oka3bIBaTh MOACPIKKY/ 00ECIIEUMBATD MTOICPIKKY

provide training - mpeaocTaBIATh 00yUEeHHE

qualifications - kBanuukams, TUMIOM

recruit - HoBoOpaHer], HOBUYOK

recruit (BrE) - nanumath Ha paboty

recruitment - mabGop mepconaina, moadop Kajapos

recruitment agency - areHTCTBO 10 HaiiMy TIepCOHaa, KaJpOBOE areHTCTBO

references — pexkoMenganuu

relevant to the job - oTHOCsIIIHIICS K paboTe

responsibilities - 00s13aHHOCTH, OTBETCTBEHHOCTD

responsible for - orBeTcTBeHHBIN/ OTBEYATH 32

schedule an interview 3arutanupoBath cobece10BaHne

send a CV/a resume/a cover letter - otrpaBuTh pe3rome/ COMPOBOUTELHOE MUCHMO (K
pe3tome)

send the CV/resume - otrpaBuTh pe3rome

skills — HaBbIKH, yMEHUS

specialise in - cienuanu3upPOBaTHCS B

specialist knowledge - npodeccruonanbHbie 3HAHUS

telephone number — Homep Tenedona

tight deadlines - cxxartbie cpoku (BBITIOTHEHHUS paOOTHI)

tips -coBeThI, 1MOICKA3KH

up to date - coBpeMeHHBII, aKTyaIbHBIN

way of contacting - crmoco6 cBsizaThcs

work experience - ombIT paboThI, TPYIOBOH CTaXK

work history - Tpynosast 6uorpadus

working environment - pa0ouas oOcTaHOBKa/cpeaa

TEMA 11

accessible - mocTymHbI#

activate location services — akTHBUPOBATH CJIYKOBI OTIPEZIEIEHHS] MECTOIOJIOKEHHUST

advertisement for — peknama Ha

age of technology —Bek TexHomoruit

appreciate - 1eHUTh

approaches - moaxomsl

build good relations - ctpouts XOpolne OTHOLICHUS

click on a link — Ha>xaTh MO CCHUTKE/TIEPEXOANTH IO CCHLUIKE
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collaboration - corpymaudecTBo, coBMecTHast pabora

collect and store online — coGupath ¥ XpaHUTH OHJIANH

collect data — codbupaTs nHPpOpMAaIHIO

communicate - o6marscs

communicator - uenoBek, criocoOHbIN 3)(HEKTUBHO TOHOCUTD A0 IPYTUX JIFOCH
MH(OPMALINIO, MBICJIA U YyBCTBa

conflict - koHpIUKT

creative solutions — kpeaTHBHBIE peIICHHS

cultural differences - xkynbTypHBIE pa3nuyaus

deal with — umeTs meno ¢

deal with conflict and difficult situations - umets fem0 ¢ KOHGIUKTOM U TPYAHBIMH
CHUTYAIHAMH

develop all kinds of skills — pazBuBaTh Bce BUIbI HABBIKOB

difficult situations — Tpyauble cutyanuu

digital footprint — nudposoii cien, cpena

digital marketing - mrdpoBoii MapKeTHHT

digital world — ridpooii mup

efficient - ahhexTrBHBIN, TEHCTBEHHBIN, TPOTYKTHBHBIN

enter a city name — BBecTH Ha3BaHUE ropojia

face-to-face - nmuHOE B3amMoOelicTBHE

false information - nemocroBepHast nHMOpPMAIIHS

global community - rno6agpHOE COOOIIECTBO, MUPOBOE COOOIIIECTBO

global economy — rio6ansHast 5KOHOMHUKA

help society - momorats coo0recTBy

huge - orpomHsIii

improvements — yiydineHus, yCOBEPIICHCTBOBAHHUS

in general - B 00mem

inspire - moOy» 1aTh

interact with — B3aumonelicteoBaTs ¢

interpersonal skills - HaBbIKM MEKITNYHOCTHOTO OOIIICHUS

involve - Bkitoyath B ceOs (MpeaycMaTpUBaTh)

involve collaboration - mpenycmatpuBath COTpYAHUYIECTBO

keep track of personal information - orcnexuBath epcoHaIbHYIO HHPOPMAIHIO

key iSsues - kirro4eBbIC BOIPOCHI

make a decision — mpuHUMATH pelIcHuE

move fast — qsuratscst GeICTPO

negotiate — BecTu eperoBoOpsbI, TOroBapHBATHCS

online activity — onyiaiiH aKTUBHOCTh

online data — onaiin nanabie

online services — oHaifH CEepBHUCHI

pOP UP — BBICKaKWBATh, BCTUIBIBATH (OKHO)

privacy - KOH(I)I/II[GHI_II/IEUILHOCTB, qaCTHasd )KU3Hb

process - oopabateIBaTh (HaIp. UHOOPMAIIHIO)

process huge amounts of information — o6padaTbIBaTh OrpOMHOE KOJIHYECTBO HHYOpMALIUU
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productively — mpoaykruBHO, 3¢ (heKTHBHO

productivity — mpoyKTHBHOCTb, TPOU3BOTUTEILHOCTh

protect — 3amuInare, OXpaHATh

relations - oTHOIIEHUA

responsibility - oTBeTcTBEHHOCTH

responsibility to society - orBeTCcTBEeHHOCTH TIEpET OOIIIECTBOM

responsibility to the environment - 0TBeTCTBEHHOCTb MIEpeT OKPYXKAIOIIEH Cperoi

right to privacy —npaBo Ha 4acTHYIO KH3Hb

search function — mouckoBast HpyHKIUS

security of information — Ge3onacHocTs HHOPMALIUH

share physical location - mogenuThcst pU3MUECKOM JTOKAIIUCH

skills — HaBbIKH

social media - coruanbHbBIE MeaHAa, COIUAIBHBIE CETH,

stay informed - ObITh B Kypce

track behaviour online - orcnexxuBars moBeAEcHUE OHIAWH

verify the information -karoueBbie BOIPOCHI

visual information — BusyanbHast nHGOpMAITHS

workplace - mecTo paboTsr

written information - uadopmanus B mucbMeHHO# hopme

TEMA 111

community of followers - coob1ecTBO MOANMUCYUKOB

comprehensive experience - BceCTOPOHHHIA OITBIT

contact details - kontakTHbIC JaHHBIC/MHDOpPMALIUS

cover letter - conmpoBoaKTENIBHOE MUCHMO (K pe3toMe)

create a product/positive atmosphere - co3ath MPoyKT/IOIOKUTEIBHYIO0 aTMOChEpPy

creative break - TBopueckwii mepepbiB

CV (curriculum vitae) - pesrome

deliver results - mpuHOCUTE pe3yabTaThI, JOCTHIATh PE3yIbTATOB

deliver training - npenogaBartk, TPEHUPOBATH

develop a product/a positive atmosphere - pa3paboTath IpOAYyKT/TIOJ0KHUTEIbHYIO aTMOChEpy

developed advanced knowledge - nmepeaoBbic 3HaHMS

draw attention - mpuBJekaTh BHUMaHUE

education — oOpa3oBanue, 00yueHHE

email address — agpec 3JIeKTPOHHOM MOYTHI

employ - npuHEMaTh Ha paboTy

employee — coTpyaHHK, paOOTHHK

employment - Tpy0ycTpoiCcTBO, 3aHATOCTD

employment agency - areHTCTBO 10 TPYyIO0yCTPOHCTBY

employment history - omnsIT paboTBbI, TIOCITYKHOM CITUCOK

exaggerate - mpeyBeInYnBaTh

experience - omeIT

find a job — HaxoauTh paboty

full name —ronmaOE MM

highlight - BeiensiTh, MOAUEpKUBATH
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hire - HOBOOpaHell, HOBUYOK

hire (AmE) - nanumath Ha paboTy

hiring — npuem Ha paboTy, Haem

hiring process - mporiecc mpuema Ha paboTy

initiatives - ”HUIIUATUBEI

job applicant - mperenaeHT Ha pabouee MeCTO; KaHAUIAT

job application - 3asiBnenue o npuéme Ha padboTy

TEMA IV

add — 100aBJIsITh, IPUOABIIATH;,

addition — no6aBneHue, MpUOABICHHUE;

advertise — pexiraMupoBaTh;

advertisement - pekiama (B rie4atH, HHTEPHETE, Macc- MeIUa)

advertisement — pexiama;

a sales pitch - kommepueckoe npeaToKeHHe

business activities — genoBas neATEIBHOCTE;

buy — mokymars;

buyer — mokymnatesb;

cheap — nemessrit;

collect data — cooupathb gaHHbBIC;

commercials - pexnama (ua paguo u TB)

competitive edge - KOHKYpPEHTHOE TIPEUMYIIIECTBO

compile data — codbupath (KOMITHUIHPOBATE) AaHHbIC,

consumer — noTpeOUTEeNb;

COSt — cTOMMOCTB;

Customer — mokymnarelnsb;

define the problem — onpeensite podaeMy;

descriptive advertising - onucarenbHas pekiiama

determine the price — onpenensiTh LeHy;

distinct identity - yetkoe oTiinume

exceed — mpeBbIIIAaTh;

expensive — 10pOoroCTOSIIHIA;

find out — HaxoauTh;

flow of goods - morok ToBapoB

flow of goods — morok ToBapos;

flow of services — motok ycuyr;

inexpensive — HeTOPOTOCTOSIIHIA;

intangible asset - HemaTepuanbHBIN aKTHB

involve — Bkitouats B ce0s;

market opportunities - BO3MOKHOCTH pbIHKa

market segmentation - cermeHTaIus peIHKa

marketer — MapkeToJI0T, COBITOBHK;

marketing — peanu3arus, cObIT, MAPKETHHT;

marketing mix - KOMILIEKC MapKETHHTa

marketing research — uzyuenue priHKa cObITa;
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marketing research - MmapkeTHHTOBBIE HCCIICIOBAHMUS

mutual benefits — o6oronHas Beirona;

opportunities and threats - BO3MOKHOCTH ¥ yTpO3bI

overall - BceoOmmit

parent brand - poxuTensckuit OpeH

performance — BeimoHeHNE, XapaKTepUCTHKA (PabOThI MAIIIMHBI)

2

persuasive advertising - yoexxaarorias pekiama

physical evidence - ¢pusuueckoe okpyxeHue

pricing — KaJbKyJIsIIUs 1ICH;

producer — mpou3BOANUTEIND;

product launch - BeITycK HOBO#M TIPOIYKIIMK/TOBapa Ha PHIHOK

range of products - accopTuMeHT TOBapoB/ ycyr

rollout - maccoBblIii BEIITyCK, BHEIPEHHE

sell — mpomaBaTts;

sell goods — npoaBaTh TOBapHI;

seller — mponagerr;

selling — mpomaxa;

storing — ckiagupoBaHue;

tangible - 3pumbIii, MaTepraIbHbII

target markets - menaeBoii peIHOK

technology advances - TexHoorn4eckuii mporpecc

to align with - coBmamats ¢

to attract attention - oOpaTuTh BHUMaHKE, IPUBJICYh BHUMAHUE

to backfire - uMeTh HETTPUATHBIC IOCIICACTBUSI

to carve a niche - co3nath Hury

to convey - nepenaBaTh, BHIpAXKAaTh

to convince - yoexxaath

to go the extra mile - nenaTh Bce BO3MOXHOE

TEMA V

amount of money - cymma gener

brand recognition - y3maBaemocTs OpeHIa

can be deprived of - MoryT OBITH JIHIIIEHBI

clearing all objections - ycrpanenue Bcex Bo3paxeHuit

consumer engagement - B3auMOICUCTBHS C TIOTPEOUTEIISIMU

conversion rates - ko3 pHUIHEHTH KOHBEPCHU

COSt — CTOMMOCTb, 3aTpaThl,

custom charges — TamoxeHHbIE COOPBHI,

customer loyalty - nosutbHOCTB KITMEHTOB

customer retention - yaep:xaHue KIUEHTOB

customer satisfaction - y1oBieTBOpEHHOCTh KIIHCHTOB

discount — ckuaxka,

domestic sales — mpoaxu BHYTpH CTpaHHbI,

door-to-door sales - nokBapTupHBIE POAAKH

evaluation — omenka,
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expenditures — pacxopl,

fixed cost — ¢pukcupoBaHHBIC H3IEPKKH,

footprint in that market mpucyTcTBUE Ha 3TOM pBHIHKE

foreign sales — cObIT 3a rpanmuIeH,

income growth - poct 10x0/10B

incremental COSt — qOMOHUTEIBHBIE U3ACPIKKH.

incur losses — teprieTh YOBITKH,

key benefits of selling - ocHoBHBIE penMyIIIECTBA TPOIAKH

margin — 1ormyckaeMsblii peel,

marginal cost pricing — ycTaHOBJIEHUE IICH HAa OCHOBE TPE/ICIbHBIX U3ICPIKEK,

net 10SS — 9UCTHIH yOBITOK,

network marketing - ceteBoit MapKeTHHT

objective — menb.

price — nieHa,

price range — koiebaHue IICH,

pricing — nenoobpa3oBanue,

purchase decisions - pereHue o MOKyIKe

retail environment - posnuunast cpena

terms of sale — ycnoBus npogaxwu,

the application - nmpumenenue

the cost-plus method — meTox «3aTpaTsl mIrOCH,

to convince - yoemuthb

to swerve - OTKJIOHSTbCA

variables — mepemeHHbIC BETUYHHBI,

TEMA VI

aggregate changes — COBOKYITHBIC U3MCHCHUS

aggregate demand — coBOKYMHBIi CITPOC

aggregate supply — coBokyIHOe TpeIyIosKeHHE (TOBAPOB U YCIIYT)

branch of economics — orpacib/pa3ien 3KOHOMHUKH

determinant of macroeconomics — omnpeenstomnui GakTop MaKpOIKOHOMHUKH

determinant of microeconomics — onpeaensiomuii HakTop MUKPOIKOHOMHUKH

fall in profits — cumxkenne/magenne npuObLTH

falling income — cumwxaromuiics 1oxo/1 / majgeHue J0X010B

falling investment — cHmxarorpecss ”HBECTUIUH / CI1a]] HHBCCTHIINN

fluctuations — xonebanus

general equilibrium analysis — ananu3 o61ero paBHoBecus

government activities — nesiTenbHOCTh MPAaBUTEIbCTBA / TOCYAAPCTBEHHAS ICSTCIBHOCTD

homogeneous — oaHOPOAHBIIH

individual household — oTnenpHOE HOMOXO03SHICTBO

interdependence — B3anM03aBUCHUMOCTb

level of output — ypoBeHb Bbitycka (IpoLyKIHN)

marginal cost — npeenbHbIe H3AECPKKH

micro and macro iSSues — MHKpO- U MaKpOIpoOIeMbI / BOIIPOCHI MHKPO- U MAaKPOYPOBHS
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national income — HanMOHANBHBIN JOXO

overall values — coBokyrmHbIe/00IIIHE BETMYHHBI/3HAYCHUSI

TEMA VI

buy (bought bought) v - mokynars, nprodpeTaTh

buyer - nokymnarens

complement good — ToBap-momnoHEeHHE (CIPOC HA KOTOPBIA U3MEHSICTCS B TOM K€
HAIIPaBJICHHUH, YTO M CIIPOC Ha HEKOTOPHIE APYTHE TOBAPHI, IEHBI HA KOTOPHIE H3MEHHJIKCH )

consume - moTpedIATh

CONSUMer - moTpeduTeIb

decrease (in smth) - ymeHbIe-HIe, TOHWKEHUE, CHUKECHUE (Yero-I1.)

decrease - ymeHbImaTh(Cs1),CHUKATE(CST), YOBIBATH

demand (smth) - Tpe6oBaTh(4TO-11.), HY>KAATHCS B (YEM-II.)

equilibrium - paBHOBecHe, paBHOBECHOE COCTOSIHUE, TTOJI0KEHUE PAaBHOBECHUS

equilibrium price - paBHOBecHas 1eHa

excess supply - u30sITouHOE, Upe3MEPHOE TPETOKEHHE, TIEPEHACHIIIIECHHOCTh PhIHKA

income - 1oxo01(bl), IPHOBLIB,TOCTYILICHHS

increase - yBeqUUUBAaTh(Cs),IOBBIIIATH(CS); PACTH; YCHINBATH(CsT)

increase (in smth) - yBenuueHue,poct, Bo3pacTaHue, MPUPOCT (Yero-i.)

influence (smth) - oka3siBaThBIMsIHUE, BAUATH (HA YTO-II.)

influence - Biusanaue, Bo3neiicTBHE

producer - mpou3BOIUTENb, H3TOTOBHUTEIH

quantity - konM4YecTBO; pa3Mep; BeJIUYNHA

raise - MOBBIIIATL; YBCINYNUBATL, IOJHUMATDb

reduce - mOHWKaTh; yMEHbBIIATh; COKPAIIATh

reduction (in smth) - cHKeHHE, yMEHBIIICHHE, COKpaIlleHHE (Yero-I.)

sell (sold, sold) v - mponaBath

seller - mpomager

shortage - nedunut, HeXBaTKa, HEIOCTATOYHOCTD MPEIOKEHUS (TOBAPOB)

substitute good — ToBap 3aMeHuUTENH (CIIPOC HA KOTOPBIH U3MEHSCTCS B IIPOTUBOIIOIOKHOM
HAIpaBJICHUH 10 CPABHEHHUIO CO CIIPOCOM Ha JPYroi ToBap, lieHa Ha KOTOPBIA M3MEHHUIIACH)

substitute n(for smth) — samenuress (aero-i.)

supply - mpemioskerue (ToBapa)

supply Vv - mpeiarath; cHa0XaTh; MOCTABIIATH

surplus - U30BITOK, U3IHUIIIEK

to supply smb with smth — nocrasnsats uTo-1160 KOMY-ITHO0

to supply smth to smb — cuabxate Koro-11b60 4eM-1160
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KJIIOYH K YIIPA’KHEHUAM

TEMA |
Texer 1.

1.

1. accessibility/ over the phone; 2. negotiations/ a familiar environment; 3. visual
creatures; 4. setting up a negotiation; 5. negotiators.

V.

a. familiar environment - 3makomast o6cTaHOBKa; ONE-0N-0Ne conversation - pasroBop
¢ Tyasy Ha ria3; to maintain relationship - moxnepxuBate oTHomenwus; to take charge of -
B3iITh Ha cebs OTBETCTBCHHOCTh, BO3IIaBUTh, Negotiation skills - naBeiku BemeHus
NeperoBopoB; Negotiators - yyacTHUKH MEPEroBOPOB.

0. to take charge of - B3sTh Ha ceOst OTBETCTBEHHOCTD, BO3IIaBuTh, t0 get the best deal
- 3aKIIOYMTh JIYYIIYI0 CcAehKy; tOp-notch - mepBokiaccHbBIN, MPEBOCXOMHBIN, BBICIIHIA
kiacc; negotiation skills - maBeiku Bemenust meperoBopos; Visual creatures - BusyasbHbIC
cymiecTBa; to negotiate over the phone - Bectu neperoBopsi 1o teachoHy.

Teker 2.
.
a. When you were trying to ring me i was on the phone to the customer.
0. Unfortunately, | dialled the wrong number.
B. They promised to phone us back in 2 hours.
r. | couldn’t get through yesterday. The line was engaged.

I1.

2. calling; 3. My name is; 4. putting; 5. Is that; 6. Speaking; 7. message; 8. answer-
phone; 9. out /not in; 10. phone/ring/call (you) back; 11. Is that; 12. It’s; 13. through; 14.
engaged; 15. on.

Texcr 3.

1.

sending short written messages from one phone to another - texting in spite of - despite;
get- receive; letters which represent words - acronyms; valuable/worth a lot of money -
precious; most of the time - mostly/mainly; around the world - worldwide; famous - popular

I1.

FYI - for your information; X - kiss; LOL - laughing out loud; CU - see you; THX -
thanks; IMO - in my opinion; BF - boyfriend; ASAP - as soon as possible; U - you.

Tekcr 4.

1.

1. you put me through. 2. One moment. 3. putting you through. 4. the line’s busy. 5
want to hold. 6 call back later. 7 hold, please. 8 busy. 9 again later.10 the number of. 11
direct line.

I11. 1le. 2a. 3d. 4f. 5¢. 6b.
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Tekcr 5.
I. 1. speaking; 2. this; 3. corporation; 4. wondering; 5. job; 6. conditions; 7. terms; 8.

bottom; 9. flexible; 10. additional; 11. discount; 12. flexible; 13. fixed; 14. meet; 15. doable;

16. upper.
TEMA |l
Tekcer 1.
11.2)2.¢)3.0)4.b)5.b)6b)7b)8b)9¢c)10c) 11a)
Teker 2.

I. a. A formal agreement where a person works for a company and gets a salary.

b. An activity of providing specialized services for a fee (e.g., lawyer, doctor).

c. Selling goods or services to everyday people to make a profit.

I1. 1) concise; 2) clear; 3) correct; 4) coherent; 5) concrete; 6) courtoise; 7) complete.

TEMA |11
Texcr 1.
I1.1.a)2.¢)3.b)4.b)5.b)6.b)7.b)8.b)9.¢) 10.¢) 11. a)
Tekcr 2
Il.1-c¢,2-b,3-a

[11. 1. generate income / accumulate wealth (B ro60m mopsiake) 2. compensated 3.

scarce resources 4. legitimate actions 5. adhere to social norms

1.

o0k wnNRE

No gk~ owbdpRE

V.
False (1ienb - generating profit)
True
True
False (illegal acts are not considered economic activity)
False (my>xH0 ncnonb3oBath pecypcnl efficiently)
True

VI.
accumulate wealth
written agreement
specialised services
compensated
scarce resources
illegal acts
social norms
VII.
The three main types are Business, Profession, and Employment.
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2. A Business provides goods and services to everyday people, while a Profession
provides specialized services.

3. lllegal actions are not legitimate and they are not carried out for a socially accepted
monetary advantage (they break social norms).

Texcr 3.
I.
1. Jlumuee: Consumption

Oo0mwsicaenue: Business, Profession u Employment — 3to Turmbl 5KOHOMHUYECKOT
nestenpHocTH. CONSUMPLion — 310 oHa U3 a3 FKOHOMHUYECKOTO Mporiecca
(pOU3BOJICTBO, pacipeiesieHue, MoTpeOIeHE), a He TUII ICSITEIbHOCTH.

2. Jlumnee: Love

e O0bscuenue: Monetary Profit, Wealth Accumulation u GDP — Bce cBsizaHbl ¢
(MHAHCOBON WM 3KOHOMMYECKOW BBIFOJAOW M H3MEpSIOTCS B JeHbrax. Love — sto
CoIMaJIbHAS WJIM TICUXOJIOTUYECKasi MPUYMHA JJII HEOKOHOMUYECKOHN JeSTEIbHOCTH.

3. Jlumnee: Scarce Resources

Oo0mwsacuenue: Goods, Services u Production —  3T0  pe3ysibTaThl ©  IPOIECC
HSKOHOMUYECKOW  JedaTenbHOCTH. Scarce  Resources (orpaHWYeHHBIE — pecypchl) —
ATO (hakmopwsl WU YC08uUs NI IPOU3BOJICTBA, a HE €T0 pe3yJbTarT.

4. Jlumnee: Volunteer

Oo0mwsacuenue: Teacher, Factory Worker u Doctor B JTaHHOM KOHTEKCTE
3aHATHI 5KOHOMHUYECKOH AesTebHOCThI0 (employment wiu profession) u momy4aroT 3a 310
JICHE)KHOE BO3HarpaxaeHue. Volunteer 3anumaercsi HEOKOHOMUYECKOM
JeSITeILHOCTRIO Oe3 1eu monetary profit.

5. JIumuee: Housewife cooking for family

Ownscuenue: Hairdresser, Software
developer u Farmer npegocraBistor gO0OdS uitu SEIVICES ¢ MENbl0  IMOJyYeHHS J10XO7a
(monetary profit). lomariHsst rOTOBKA AJIE CEMbH — 3TO HEIKOHOMMYECKAS 1E€ITeIbHOCTD,
TaK Kak OHa He MpeHa3HaueHa JIsl TeHepaluu J0X0/a.

6. Jlumnee: Gift

Oomwsacuenue: Profit, Salary u Wage — Bce sBistrores popmamu monetary profit nim
(MHAHCOBOT'O BO3HAIPAXICHUS 32 SKOHOMHUECKYIO JesTebHOCTh. Gift (mogapok) — 310
0e3BO3Me3/Has Iiepeiaya, He CBs3aHHas C 9KOHOMUYECKUM OOMEHOM.

7. JInmnee: Haircut
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Oomwsicuenue: Car, Bread u Smartphone — 3T0 §00ds (MaTepuabHbIC
ToBaphkl). Haircut — ato service (yciayra), Heocs3aeMoe JCHCTBHE.

8. Jlummnee: Fresh Air

Oo0wsicuenue: Coal, Oil m Iron  Ore sBnstorcss  mpuMepamu SCarce  resources —
OrpaHUYEHHBIX KOHOMHYECKUX PECYPCOB, KOTOPbIE MMEIOT CTOMMOCTb. Fresh Air (mpu
MIPOYUX PaBHBIX) HE SIBISCTCS OTPAHUYCHHBIM PECYpPCOM B SKOHOMHUYECKOM CMBICIE H
OOBIYHO HE UMEET IEHBI.

9. JIumnee: Mental gratification

Oo0wsacuenne: GDP  growth, Wealth  Accumulation u Monetary ~ Profit—  sto
HU3MEPUMBIE (buHAHCOBBIE u HYKOHOMHYECKHUE pe3yabTaThl S5KOHOMUYECKOM
nesrenapHocTH. Mental — gratification (ayrmieBHoe yaOBIETBOPEHHE) — O3TO TJIaBHBIH

pe3yJIbTaT HEAKOHOMUYECKOU JCSITEILHOCTH.

10. JIumuee: Charity

Oomsacuenue: Investment, Manufacturing u Retail — BCE SIBJISIIOTCSI
BUIaMu DUSINESS MITH SKOHOMUYECKON  JIESTEIbHOCTH, HAIICJICHHBIMM Ha  IOJy4YCHHE
noxoja. Charity (6;1aroTBOpUTENILHOCTE) —  9TO HEAKOHOMHYECKAs  JICATEIbHOCTD,
MOTHBHPOBaHHAsI KEJTAHUEM MTOMOYb, a HE U3BJICYb MTPUOBLI.

11. JInmmnee: Volunteering at a shelter

Oomwscuenue: Painting for sale, Providing legal advice u Driving for a taxi service —
3TO  JCWCTBHS, OCHOBHOH II€JIBI0  KOTOPBIX  SBJISICTCS — IOJIydeHHE monetary
profit (3xoHOMHUYECKast nesitenbHOCTh). Volunteering — 3TO
KJIaCCHYeCKasi HeOKOHOMHYECKAs JACSITEIbHOCTb.

12. Jlumnaee: Friendship

OoOmsacuenue: Land, Labour u Capital — 310  Tpm  kiaccudeckmx  ¢akropa
IPOM3BOJICTBA, BHBI SCArCe resources B skoHomuke. Friendship (apyx0a) He sBiseTcs

HYKOHOMHYECKUM PECYPCOM.

IV.1.6)2.n)3.a)4.3)5.¢)6.8) 7.1) 8. 1)
V.

1. True (BepHno).

2. True (Bepno).

3. False (HeBepHo). 10 yTBep:kaeHHE MOJHOCTBIO MPOTUBOPEUYUT TEKCTy. B Tekcte
CKa3aHo, 4YTO Hemonetary terms wucnoab3yrTCs ISl U3MEPEHUS HEIKOHOMUYECKOU
JeATEIBHOCTH: 'NON-economic activities are not measured in monetary terms; instead, they
are measured in non-monetary terms."
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4. False (HeepHo). TekcT 4eTKo pa3aenseT 3Ty HoHATHS: ...economic activities must
contribute to the growth of the country’s gross domestic product (GDP). Non-economic
activities, on the other hand, have no impact...".

5. Not Stated (B Texcte He ckazaHo)

6. Not Stated (B TexcTe He ckazaHo).

7. True (Bepno).

8. True (Bepno).

TEMA IV

Tekcr 1.

1.

1. MapkeTHHT BKIIIOYAeT B ceOs: TPAHCIIOPTHPOBKY, XpaHEHHE, 1IEHO00pa30BaHNE U
IPOJIAKy TOBAPOB.

2. MapkeTuHr — 3To mpoiuecc odecrneueHrs HAMYUsl HYy>KHOTO MPOAYKTa B HYKHOE
BpEMS U B HY>)KHOM MECTe.

3. OcHOBHBIEC 3Tamnbl MPOBEJACHUS MCCIEIOBAHUS: OIpeesieHne NpodsieMbl, cOop
JAHHBIX, UX 00pa0OTKa U aHAIN3 PE3yJIbTATOB, PeKIama.

IV.1.b;2.b;3.a;4.a

VI

1. Marketing is the activity associated with the flow of goods and services from
producer to consumer.

2. Marketing includes operations such as transportation, warehousing, pricing, and
sales.

3. Having the right product in the right place at the right time

brings mutual benefit to buyers and sellers.

4. Factors such as :problem definition, data collection, results analysis, and advertising
play an important role in marketing.

Tekcr 2.

IV 1. False 2. True 3. False 4. True 5. True
VI 1. marketing research ; 2. market opportunities 3. marketing mix ;4. range of
products ; 5. physical evidence ;6. tangible ; 7. opportunities and threats; 8. product launch

TEMA V

Texker 1.

IV.1.b; 2.a; 3., 4.e; 5.d; 6.C.

V.A.L. critical elements; 2. experienced exporter; 3. directly determines; 4. it is
essential; 5. net loss; 6. market demand; 7. from an export perspective; 8. terms of sale and
payment
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B. 9. pricing; 10.sold; 11. objective; 12. costs;13. competition.

VI. 1. False (B Tekcte roBopuTCs, 4TO KaTErOPUHU ONPEIEICHHS LIEHbl OJIMHAKOBBI IS
BHYTPEHHHMX U BHEIIHUX MPOAAX, HO HE YTO LIEHOOOPa30BaHUE MEHEE BAXKHO).

2. True

3. False (Tekct rosoput: "These categories are the same for domestic and foreign
sales").

4. False (Tekct roBoput, uto KoMImoHeHTHI 'Must be evaluated in view of the firm’s
objective™).

5. True

VII.

1. Proper pricing is a critical element.

2. Export activities may not be sufficiently profitable or may create a net loss.

3. We must conduct an analysis from an export perspective.

4. The traditional components for determining proper pricing are the same for domestic
and foreign sales.

Tekcr 2.

1. 1.f; 2.e; 3.d; 4.¢; 5. b; 6.a.

I11. 1. menooOpazoBanme MO MpeACIbHON ce0eCTOUMOCTH; 2. pacXobl Ha 00yueHue; 3.
CrielMalibHasl yIaKOBKa; 4. OTEUECTBEHHAS] U SKCIIOPTHAS MPOAYKUHUS; 5. MAPKETUHTOBbIE
HCCIIEA0BaHMA, 6. CTOUMOCTh OTE€YECTBEHHOI'O IIPpONU3BOACTBA, 7. HaKJIaAHBIC PAaCXObI; 8.
IPOBEpPKa KPEAUTOCIIOCOOHOCTH; 9. TOCTOSIHHBIC U3IEPKKU.

Tekcer 3.
IV 1.b; 2.a; 3e; 4.c; 5.d; 6.f.

V. estimate 2. startup 3. outcome 4. policy 5. profit 6. fluctuations 7. measures
8. revenue 9. unemployment

VI.1. False 2. True 3. False 4. False 5. True
VII.1. post-sale, loyal 2. backbone 3. penetrate 4. recognition 5. value, sustainable
VIII.1.C2.A3.D4.B

IX.1. follow-up activity

2. long-term relationships

3. potential audience

4. financial performance

5. income growth

6. customer awareness / brand recognition
7. value-driven solution

8. customer satisfaction
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X. 1. Implement a Follow-up System: Contact customers a week after purchase to
ensure product satisfaction and address any immediate issues.

2. Provide Educational Value: Send clients useful tips, tutorials, or webinars on how
to get the most out of the product they bought.

3. Build a Community: Create a dedicated online group or forum where customers
can share experiences, fostering a sense of belonging and brand advocacy.

4. Offer Loyalty Benefits: Establish a program with exclusive discounts or early
access to new products for repeat customers to encourage long-term relationships.

TEMA VI
Teker 1.

IV 1. b; 2 a;3.e;4.f 5.c; 6.d.

V.1. branch; 2. Regulations; 3. studies, overall; 4. Determines; 5. Unemployment; 6.
Interdependent; 7. Policies; 8. Households.

VI. 1) output; 2) profit; 3) revenue; 4) marginal cost; 5) homogeneous; 6) fluctuations;
7) survey.

VIl.1.d;2.a;3.b;4.¢; 5.1, 6. e.

Texkcer 2

I11.b;2. a;3.e; 4.1, 5.c; 6.d.

V . l.estimate 2. startup 3. outcome 4. policy 5. profit 6. fluctuations 7. Measures 8.
revenue 9. Unemployment

VI. a) output b) profit c) revenue d) marginal cost e) homogeneous f) fluctuations
g) survey

TEMA VII
Teker 1.

I11. 1. reduced; 2. some; 3. decrease, quantity; 4. as well as; 5 increase; 6. inferior,
substitutes; 7. input.

IV.1. Gonpmuit gedunut; 2. Goee HU3Kasg paBHOBECHA 1I€Ha; 3. pOCT CIpoca;
4. Oousblliee BIUSIHUE; 5. COKpalleHUe 3aTpar; 6. COKpallleHHe ToCcyAapCTBEHHOTO

BMCIIATCJIBCTBA, 7 6OJIC€ CTpOFI/Ie OFpaHH‘IeHPISI.
VII.1.f; 2.e;3.d;4.¢c;5.b; 6.a.
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