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1. [lepeyeHb MIIAHNUPYEMBbIX Pe3yJIbTATOB 00YUYEeHHS M0 JUCHHUILIMHE (MOIYJIIO0),
COOTHECEHHBIX € IVIAHUPYEMbIMH Pe3yJIbTATAMHU OCBOEHHS 00pa30BaTeIbHONH MPOrpaMMBbl

1.1. Hucnummua b1.B./IB.02.01 “/lenoBoii ”HOCTpaHHBIN S3BIK~ 00ECIIEUMBACT OBJIA/ICHUE
CJIEIYIOIIUMU KOMIIETECHIIUSIMU C YYE€TOM JTara:

COBpEMEHHBIE CPEJICTBA
KOMMYHUKAIUH JJI5
COBEPILICHCTBOBAHMS OU3HEC-
MIPOLIECCOB, MTOBBIMICHHUS
KOHKYPEHTOCIIOCOOHOCTH Ha
MEKIYHAPOAHBIX PHIHKAX
noBbIeHUs () HEeKTHBHOCTH
yIIpaBJICHUS
IMPONU3BOJACTBCHHBIM
IPEANPHUATHEM.

Kon HaumenoBanue Kon sTana HaumenoBanue stana

KOMITETCHIIMM | KOMIIETEHITUN OCBOCHHMS OCBOCHUS KOMITCTCHITH
KOMIICTCHITUH

JIIK-2 CnocoOHOCTh UCITIOIb30BaTh JIIK-2.3 Branenune HaBbIKaMu

JIEJIOBOI0 OOIICHHUS,
JIEJIOBOT'O DTUKETA,
YCTaHOBJICHUS JCJIOBBIX
KOHTaKTOB,
B3aHMOJICHCTBHUS C
MPECTaBUTEISAMU
Pa3IUYHBIX KYJIBTYP.

1.2. B PE3YJIbTATC OCBOCHN S NUCHUILINHBI Y CTYACHTOB NOJIPKHbBI OBITh C(I)OpMHpOBaHBIZ

bIil CTAHJAPT:
Crienuaimct no
ABTOMATU3UPOBAaHH
bIM CHCTEMaM
YIIpaBICHUS
[IPOU3BOJICTBOM
O0o00mennas
TpyAoBast
pyHkums:

D. IIpoBenenue
paboT 1o
YIIpaBICHUIO
pecypcamu ACVYII
TpynoBbie
pyHkumm:

D/03.6
DopMmupoBaHue
KaJIpOBOTO
[OTEHLIANA U
KaJIpOBOTO pe3epBa
1St
ABTOMATU3UPOBAaHH
bIX CUCTEM

O0600111eHHbIE Kox srana Pe3ynbrarhl 00yueHus
TPYZAOBBIE GYHKIINHU | OCBOCHUS
U TPYJOBEIE KOMITETCHIINH
byHKIIMU
IMpodeccuonannn | JITK-2.3 HA YPOBHE 3HAHMIA:

-9TUKETa YCTHOTO M MHUCbMEHHOTO JIeJI0OBOTO OOIICHHUS;
- 0COOEHHOCTEN aHTIIOA3BIYHOrO JEJI0BOr0 OOIEHUS
o TejaeOHy U BeJIEHUS IEPETIHCKH;

-BHUJIOB JICJIOBOM KOPPECTIOHJICHITUH, CTPYKTYPHI U
MpeIHa3HauYeHHs TOKYMEHTOB: OQHUIHAbHBIE U
HCO(l)I/IIII/IaJ'II)HI)IG JCJIOBBIC ITMChMaA, MeMOpaH)IYMI)I

HA YPOBHE YMEHMIi:

-CTUJIMCTUYECKH TOYHO OCYIIECTBIISITH JBYCTOPOHHUI
[1€pEBOJI ayTEHTUYHBIX TEKCTOB, CTATEU I10
PKOHOMHUYECKOW TEMATUKE U JAEJIOBOUN JOKYMEHTAIINU C
y4ETOM COOTBETCTBUM aHIJIOSA3BIYHBIX PEATUI
[MPAaKTUKHU BEJICHHS JOKyMeHTauu B Poccuu;
-C03/1aBaTh MMCbMEHHBIC BHICKA3bIBAHUS, aICKBATHO
repenaBas CoAepKaHue MPOCITYIIAHHOTO WU
[IPOYMTAHHOI'O TEKCTA C 3aJaHHOU CTETIEHBIO
KOHKPETHU3ALNH;

-0(hOpMIISIT IETIOBYIO TOKYMEHTAIUIO U
KOPPECIIOHICHIINIO;

-BBIOMPATH U UCTIOJIB30BaTh CPEACTBA SA3bIKA B
COOTBETCTBUU C KOMMYHUKATUBHOM 3a/1aueid U BIAAETh
MOHOJIOTHYECKON U TUaIOTrH4eCcKOi peublo, COOMI0aas
PTUYECKHE HOPMBI OOIIECHNS,

HAa YDOBHE HABBIKOB:




YIIpaBICHUS
[TPOU3BOJICTBOM
O000mennas
TpyAOBast
(pyHKuus:

E. Opranuzanus
MpOBEICHUS paboT
10 DKCILTyaTaluu
ACVYII

TpynoBbie
(pyHknuM:

E/02.7
Opranuzanus
KOHTPOJIS
OCYILIECTBICHUS
HEOO0XOIUMBIX MEp
10 MOBBILLIEHUIO
OTBETCTBEHHOCTH
BCEX 3BEHHEB
(yHKLIMOHUPOBAHUS
ACVII 3a BbIlTycK
POYKIIHH,
COOTBETCTBYIOLIEH
YCTaHOBJICHHBIM
TpeOOBaHUSIM
I[Ipodeccronanbu
bIil CTAHIAPT:
CrenuanucT o
CTpaTEeruuecKomMy u
TaKTUYECKOMY
MIAHUPOBAHUIO U
OpraHu3aluu
[IPOM3BOJICTBA
O0o00mennas
TpyAOBasi
(pyHkuus:

B. Crparernueckoe
yIIpaBeHHE
[IporeccaMmu
MIAHUPOBAHUS U
OpraHu3aluu
[TPOM3BOJICTBA HA
YpOBHE
[TPOMBIIUIEHHON
OpraHu3aluu
TpynoBbie
(yHknuu:

B/01.7
CrtpaTernyeckoe
yIIpaBJeHHE
[poreccamu
MIaHUPOBAHUS

-HAaBBbIKAMU BOCIIPUSTHS YCTHOM HMHOS3BIYHON pEYU HA
CIIYX;

-HaBbIKAMU TOBOPEHHUS B PEXKUME JUAJIOTa AJIs BEACHUS
[TUCKyCCUU U pelleHus TpoOJIeM J1eJI0BOro Xapakrepa




MPOU3BOJICTBEHHBIX
[PECYPCOB U
[POU3BOJICTBEHHBIX
MOIIIHOCTEN

B/02.7
CTparerndeckoe
yIIpaBJICHHE
[poreccamu
OPraHU3aLMOHHON U
TEXHOJOTUYECKON
MOICpHU3AIUU
[TPOM3BOJICTBA

2. O0beM U MeCTO THCHMILIMHBI (MOYJIs1) B CTPYKTYpe 00pa3oBaTeIbHOI NPorpaMMbl

MecTO0 IMCHUIIMHBI

Hucuummua b1.B.JIB.02.01 «JlenoBoil WHOCTpaHHBIM $3BIK» OTHOCUTCA K JAUCHHUILIMHAM
BapHaTHUBHON YacTu 00pa30BaTeNbHON MPOrpaMMbl (AMCHUIUIMHEI 110 BRIOOPY) OakanaBpuaTa 1o
HarmpaBiaeHuto  moarotoBkn  38.03.02  «MeHemIKMEHT»  HampaBJIECHHOCTb  (IIPOQHIIb)
«IIpon3BOACTBEHHBIN MEHEIKMEHT» U U3Y4aeTCs B 5 CEMECTPE .

O0BbeM THCHUILINHBI

TpynoemkocTs nuctiutuinabl oniennBaercs B 3 3ET (108 gacoB). Ha koHTakTHYIO paboTy C
npenogaBareneM B popMe IpaKTHUECKUX 3aHATUI — 36 akagemuueckux daca. Ha

CaMOCTOSTENIbHYIO Pa00Ty 00y4aroIUXCcsl OTBOAUTCS 72 aKaJJEeMUUYECKHX 4acOB.
3. CojaepxaHue M CTPYKTYpPa JUCHMILIHHBI (MOAYJIs1)

No HaumenoBanne tem w/wm | O6beM TUCIHTIITMHBI(MOTYJIS), 4ac ®opma
pas/ienos Bcero | KonraktHas pabora CPC | Tekymiero
oOyuaromuxcs ¢ KOHTPOJISt
IpernoaaBaTeeM 1o yCIIeBaeMOCTH,
BHJIaM YUCOHBIX 3aHITHIA MIPOMEKYTOUH
JI JIP | 113 KC OH aTTecTalunu
P
Tema | OcHOBBI OM3HECA 12 4 4 |8 Ompoc.
1
Tema | IlocTpoenue kapbepbl Omnpoc.
2 12 4 4 |8 PeHJeHI/Ie
Keiica.
Jenosas urpa.
Tema | UupopmannoHHbIe Omnpoc.
3 TEXHOJIOTUH 12 4 4 8 Pewenne
Keica
Tema | KauectBO Ompoc.
4 12 4 4 8 Pemenue
Keica.
Tema | YopaBneHwe mnepcoHaIOM 12 4 4 |8 Ompoc.
5 Y CO3/IaHHe KOMaHJIbI Jlenosas urpa.
Tema | CounayibHbII Omnpoc.
6 MeIUaMapKEeTUHT 12 4 4 8 Pemenue
Kenca.




Tema | Cozmanue U pa3BUTHE 12 4 4 |8 Omnpoc.
7 HOBOr'o Ou3Heca

Tema | ®uHAHCOBBII KOHTPOJIb Omnpoc.

8. 12 4 4 |8 PeUH_IeHI/Ie
Keiica.
JenoBas urpa.

geMa CrnpaBeasinBas TOproBiis 12 4 4 |8

[IpomexyTouHas aTTecTanus 3auer ¢
OLICHKOH

Bcero: 108 \ 136 |36 |72

Conep:kanue JMCHUTIAHBI (MO1YJIA)

Tema Copnepxanue

1 [TpomblimnenHsle rpynnbl. Tunbsl OusHeca. busHec-mozenu. YmnpaBieHUYecKHe
Monenu. busnec-nuki. VHBeCTMLMOHHBIA IMKA. AHanmu3 0e3yObITOYHOCTU
Hanucanue pesrome.

2 O6pa3oBanue u Kapbepa. PuHaHcHpoBaHUE O0OpazoBaHus. Pa3BuUTHE HABHIKOB
apryMEHTAalluy TPH MPOX0XKIECHUH cobecenoBanus. Hamrcanue conpoBoAUTEIBHOTO
nucbmMma.

3 [Tpu4uHBI ¥ CICICTBUE IMUPOKOTO HCIOIb30BAHUS WH(POPMAIMOHHBIX TEXHOJIOTHIA

npu BexeHuu OusHeca. OOS3aHHOCTM MEHEIXKepa 10 HH(POPMAIMOHHBIM
TEXHOJIOTUSM. Pa3BuTHe HaBBIKOB BeaeHus Oecelpl 1o Tenedony. IlpuunHbel u
NOCJIEACTBHSI TEKYUKHU KaJPOB.

4 Pa3znuynble KOHLENIMK IPU ONPEEIICHUN KadecTBa. SMOHCKUN TOAX0 K Ka4ECTBY.
On Jemunr u ero Teopusi. TexHuka npoBeneHus npeseHtanun. Hanucanue e-mail u
ciyxeOHoii 3anucku B hopmate LCCI.

5 YnpasieHue nNepcoHaJIOM M MPOEKTOM. PacnpeneiieHue poJiel B KOJUIEKTHBE, HUX
xapakrepuctuka. KoncrpykrusHas kputuka. Hanmcanue noknana B ¢opmare LCCI.
6 ConmipHBI MeAMa MAapKEeTHHI W €ro OCHOBHBIE NPWUHIMIEL. Jlpyrme BHUIBI

MapKeTHHTa W MapKETHHTOBBIE TEXHOJOTHH. Pa3BuUTHE HaBBIKOB YOEKICHUS B
IIpOLIECCe Pa3roBOp M pabOThl C MPETEH3UsIMH KiIMeHTOB. Hamncanue pa3BepHyTOro
IUIaHAa ¢ YKa3aHUEM OCHOBHBIX TMOJIOKEHUH CTaThU MO JeI0BOM TeMaTuke B (popmare

LCCI.

7 [Tpuuusbl co3nanus HoBoro OusHeca. Mcrounukn ¢unancupoBanus. CoBeThl MO
IIPOBEJCHUIO yCHelHoW npe3eHTauuu. Hamucanue penoBoro mucbma B (popmare
LCCI.

8 Bbyxrantepus. I3MeHeHMs B BOCIPUATHH U OTHOIIEHUH K npodeccuu. Tursl

(UHAHCOBBIX JOKYMEHTOB M OTUYETHOCTH. KOMMYHHKAIHS TPU IPOBEICHUH
cobpanuil. Hancanue cratbu enoBoit HarpaBieHHOCTH B (hopmate LCCI.
Benenue nporokorna.

9 O3HakoMJIEHHE ¢ TPUHIIMIIAMHU CBOOOIHOM U cripaBeiIMBOM TOproBiu. Mx
npeumyniecTBa M HeocTatku. CocTaBieHne KOHTPAaKToB. KoproparuBHas sTHKa.
Benenue neperosopos. Hanncanue pexnamuoii 6pourtopsl B popmare LCCI.




4. MaTtepuaJjibl TeKylIero KOHTPOJIAA yCIeBAeMOCTH 00yYAOIMXcsi M (POH OLEHOYHBIX

CpPeACTB MPOMEKYTOYHOM aTTECTALMHU 10 TUCHUILINHE (MOIYJIIO)

4.1. Tekyuuii KOHTPOJIb yCIIeBA€MOCTH
4.1.1. ®opMbI TEKYLIET0 KOHTPOJISI YCIIEBAEMOCTH

B xone peanuzanuu qucuumivael b1.B.J1B.02.01 «/lenoBoi HHOCTpaHHBIN S3BIK»
UCTIOJNIBL3YIOTCS CJICTYIOIIHNE METO/BI TEKYIIIETO KOHTPOJIS yCIIEBAEMOCTH O0YJarOIIUXCS:

Ne

HaumenoBanue TeM n/uian pasaciioB

Mertobl TEKYLIETO
KOHTPOJIA
yCIIEBaeMOCTH

Tema 1

OcHOBBI OU3HECA

Ompoc,
JIEKCUYECKUHI
JIIUKTAHT

Tema 2

[TocTpoenue kapbepbl

Ompoc,
JICKCUYCCKUI
JTUKTAHT, PEIICHUE
Keiica

Tema 3

NudopmaninoHHbIe TEXHOIOTUN

Ompoc,
JICKCUYCCKUI
JTUKTAHT, pelICHUE
Keiica

Tema 4

KauectBO

Ompoc,
JICKCUYCCKUI
JUKTAHT, PEIICHUE
Keiica, TecT

Tema 5

praBHeHI/IC NEpCOHAJIOM U CO3JaHNC KOMAaH bl

Ompoc,
JICKCUYECKHM TECT,
JIeJI0Bas Urpa.

Tema 6

ConuanbHbIil MeTMaMapKETHHT

Ompoc,
JIEKCUYECKHUH TeCT,
pelIeHne Kerca,
COCTaBJICHHE OTYETA.

Tema 7

Co3znanue u pa3BUTHE HOBOTO OM3HECA

Ompoc,
JIEKCUYECKHH TECT,
peuieHue Keucea,
COCTaBJICHUE

pedepara

Tema &

DUHAHCOBBII KOHTPOJIb

Ompoc,
JIEKCUYECKUH TECT,
JIeJI0Bast UTpa,
pelIeHne Kenca,
COCTAaBJICHHE
aHHOTAI[UH.

Tema 9

CnpasennuBasi TOPTrOBIIs

Ompoc,
JIEKCUYECKHUU TECT,
penieHue kenca,
HUTOTOBBIN TECT




4.1.2. MarepuaJibl TEKyILIEro KOHTPOJISI YCIIEBA€MOCTH

3aaHus 110 COCTABIICHUIO PE3IOME, OTYETOB, PEKIIAMHBIX ITPOCIEKTOB, CTaTEH: 3aJaHus
OTNHPAIOTCS HA CTUMYJIBI B YU€OHBIX TOCOOUSX, UCTIONB3YEMBIX B KypCe TaHHOW MPOTPaMMBI.

3aaHus IO COCTABIICHUIO OTUETOB, CTATEH, PEKIAMHBIX IPOCIIEKTOB, JAEIIOBOTO MUCHMA,
JIOKJIa/1a, CITYyKEOHOM 3aIMCKU MCIIONIB3YIOTCS O(QHIIMaTbHBIC MATEPHAIIBI TOATOTOBKH K
sk3ameny B popmate LCCI (JIoHI0HCKOI TOPTrOBO-TIPOMBIIIUICHHOHN MaIaThI).

Oryer:

Bam MOPYUYCHO COCTABHUTH OTYUCT AJIA PYKOBOJAUTECIA OTACIIA 3aKYIIOK O ABYX IIPOAYKTAX,
KOTOPBIC Ballla KOMITAHUA XO4YCT HpI/IO6peCTI/I, CpaBHHB X OCHOBHBIC XapaKTCPHUCTHUKU U 1aB
PCKOMEHAAHIO C 000CHOBaHUEM.

PexnamHbIi IPOCIIEKT:

Bam nopy4eHo cOCTaBUTh PEKIAMHBIN MPOCIEKT U1 TOBapa, KOTOPHIM IIPOJAET Bala
KOMITaHUs, OIIUPAsCh, HA MOJIyYE€HHbIE B TUCbMEHHOHN (pOpME MHCTPYKLIUU OT PYKOBOJUTEIIS.

JIexcuueckri TeCT COCTOUT M3 Ha60pa OCHOBHBIX JICKCUYCCKUX CAUHUIL (BBIpa)KeHHﬁ, MOHATHHI
)41 TCpMI/IHOB), BXOJAIIMX B COCTaB Ka)I([[OfI N3 U3Y4YaCMbIX TEM

Keticel nmpeacrapisitor co00it HeOObITHE MPOOIECMHBIE CHTYAINH, KOTOPhIE HE0OX0IMMO
MIPOAHAIM3UPOBATH U MPEATIOKUTH 000CHOBAHHOE PEIICHHUE.

[Tpumep:

Case study

Hudson Corporation

Source: Market Leader Intermediate 3d edition
Topic: Marketing/Expanding business

Hudson Corporation, a well-known brand name in the USA, based in New Jersey, makes top-of-
the-range luggage and travel accessories. Hudson emphasizes in its advertising that its products
are ‘made in America’. Recently the company’s market share in the USA has decreased. One
reason for this has been the increased competition from Asian companies selling similar products
at much lower prices. A year ago the management decided to boost sales by entering the
European market, focusing initially on Switzerland, Germany, France and Italy. They set up a
branch office and warehouse facility in Zurich which will be the base for their European
expansion. The Directors of the Hudson Corporation determined to create new markets for their
products have been evaluating two marketing strategies for Europe:

e Selling Hudson suitcases and bags at medium price range. Do not promote the products

as ‘made in America’

e Promote the Hudson products as an exclusive brand and keep the ‘made in America’ tag.
Sell the products in the higher price ranges. Hire a famous, sophisticated, influential man
and woman to endorse the products.

Analyse the situation described to decide the following:
e What problems Hudson might face on entering the European market?

e What strategy should Hudson focus on to expand sales in European markets?



TexcThl U1 aHHOTUPOBAHUS U peepUPOBAHUS:

What drives US entrepreneurship?
By Will Smale Business reporter, BBC News

Tom Ryan is just your typical, easy-going American entrepreneur - he wants to take over the world.
Mr Ryan is founder of restaurant chain Smashburger, one of the fastest-growing companies in the
US. From just one outlet in Denver in 2007, it now has more than 150 branches nationwide, and
will later this year open its first foreign sites in Kuwait, Canada and Costa Rica. Europe and Asia
are then due to follow. Aiming to reach 500 US branches within the next few years, Smashburger's
current global ambition is for ultimately 2,000 international outlets. Mr Ryan, a restaurant industry
veteran, says: "Everyone said the burger industry in the US was too crowded for a new entry, but
I was sure there was a place for a new chain offering much higher quality than the established
players.” Backed by a private equity firm, Smashburger was immediately popular with American
consumers, and its expansion quickly started. Mr Ryan adds: "Obviously I'm delighted with how
things have gone. | knew we had a strong concept, and therefore a fighting chance."

The likes of Google, Twitter and Facebook may not make hamburgers, but all three were also just
start-up businesses not too many years ago. Facebook was only established in 2004, and Twitter
was not set up until 2006. Facebook was first started in a university dormitory, and Google's early
days were based in a garage. But as the US continues to produce a wealth of start-up companies
that quickly grow to dominate their marketplaces, what are the reasons behind America's
continuing entrepreneurial success - and can they be copied? And are successful entrepreneurs
born or bred?

Californian Eric Ries may be just 33, but he's a Silicon Valley veteran. With a number of
technology sector start-ups behind him, "some successful ones, and some failures”, he is now an
in-demand start-up adviser, and author of The Lean Start-Up. Mr Ries says that when it comes to
supporting entrepreneurship, the US has some key advantages over Europe and other parts of the
world. "There are definitely cultural factors in the US's favour, perhaps most importantly a
willingness to tolerate failure," he says.

"In Europe if you fail in business you are going to find it very difficult to borrow money the next
time around, but in the US it is almost seen as a useful experience to have gone through." Mr Ries
adds that this all makes American entrepreneurs more willing to take risks.

But if European nations want to copy more of American-style entrepreneurship, how easily can
this be achieved? Or is it simply that more entrepreneurs are born in the US? Mr Ries says: "I'm
definitely not one of those people who say that entrepreneurs are born with the 'right stuff'. "It is
teachable, but countries have to change their cultures and rules to help support successful start-
ups. That's the US's cultural advantage.”

Smashburger's Tom Ryan says that while entrepreneurs may have "a little bit of creativity that is
not inherent in others", the first two key factors to success in business are your product and your
business model. He adds: "The third is work with great people, You need these to make everything
come together. Entrepreneurs can't work on their own."
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4.2. IIpome:kyTOYHAS aTTeCTALMS
4.2.1. llepevyeHb KOMIIETEHIMI ¢ YKa3aHMEM 3TANOB UX ()OPMHUPOBAHUSA B MpoLecce
ocBOeHHs1 00pa3oBaTesibHOI mMporpamMmmbl. [loka3aTenn U KpUTEpHUH OLEHUBAHUS

KOMIIETeHIIHH ¢ y4eTOM JTamna ux (popMHupoOBaHHs

COBPEMEHHBIE CPELICTBA
KOMMYHUKaIUU JJIs
COBEPILIECHCTBOBAHUS
OM3HEC-TIPOLIECCOB,
ITOBBIIICHNS
KOHKYPEHTOCIIOCOOHOCTH
Ha MEXIYHAPOJHBIX
PBIHKAX Y MOBBILLIECHUS

Kon Haumenosanue Kox srana HaumenoBanue >Tamna
KOMIICTCHITUN KOMIICTCHIUH OCBOCHUS OCBOCHUS KOMIICTCHIINHI
KOMITETEHLINT
AIIK-2 Cnoco6HOCTD AIIK-2.3 Bnanenue naBbikamu
HCIIOIL30BaTh JIEJIOBOTO OOIIEHN,

JIEJIOBOTO ITUKETA,
YCTaHOBJICHHUSI JIETOBBIX
KOHTAKTOB,
B3aMMOJCHCTBHUS C
MpeACTaBUTEIIMU
Pa3IUYHBIX KYJIbTYD.

3¢ (HEeKTHBHOCTH

yIIpaBJICHUS

MIPOU3BO/ICTBEHHBIM

IPEANPHUATHEM.
Jrtan ocBoenus | [lokasarenb oueHUBAHUSA Kpurepuii onenuBanus
KOMIeTeHIUH
AIIK-2.3. - YMeeT BeCTH 1uajor Ha - Biageer HaBbikaMu Ipo(hecCUOHATIBHO

JIEIIOBBIE TEMBI, TOHUMATh
pedb codecenHuKa,
ayMoMaTepHualibl Ha JEIOBbIe
TEMBI, YMETH COCTaBJIATH
JIENIOBBIE MTMChMA U IPYTUE
(hopmbI 1e10BOM
KOPPECTIOHICHIIHH.

- JleMoHCcTpHpYyeT
KOMMYHHKAaTHBHBIC HABBIKH B

- JleMoHCcTpHpYyeT
CIOCOOHOCTh YCTAaHOBUTD U
Hag1aauTh OCJI0BBIC
OTHOILIEHHUS, B3aUMOJICUCTBHE
C IPEACTABUTCIIAIMU ACTTOBBIX

KpYyroB U3 APYTUX CTpaH,

HHOCTPAHHOM A3LIKC.

obmactu JIEIIOBBIX OTHOIIICHHUIA.

10JIb30BAThCS JIUTEPATYpOr Ha

OPUEHTHUPOBAHHON KOMMYHUKATUBHOM
KOMIIETEHIIMEN IO BCEM BUJIAM PEUYEBOM
JIeATEITbHOCTH.

- [oTOBHOCTH YyCTAaHOBUTH M HATIAAUTD
JIEJIOBbIE OTHOLIEHMSI, B3aUMOJEHCTBUE
C TIPEJCTABUTEINSMU JETIOBBIX KPYTOB U3
JIPYTUX CTPaH.

- Biageer crnocoOHOCTBIO BHIOMPATE U
HCII0JIb30BaTh a/1eKBAaTHBIE SI3bIKOBBIE
(bopMBI U cpescTBa.

4.2.2. ®opma u cpeacrsa (MeTobl) MPOBeACHUS MPOMEKYTOUHOM aTTecTalnU

Ilo mucnumanHe

B1.B.J[B.02.01

«/lenoBo WMHOCTPaHHBIM  A3BIK»

y4eOHBIM  IUIAHOM

MPEyCMOTPEH 3a4eT C OIEHKOH, KOTOPBI IPOBOAUTCS B (pOopMe OTBETa Ha BOIIPOCHI BELIOPAHHOTO
Owmiera u cobeceoBaHMs IO pa3iesaM JUCIUIUTHHBI, aHAIN3a MTPOOJIEMHON CUTYaIIUH.
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4.2.3. TunoBble OLIEHOYHBbIE CPEICTBA
Bomnpocsl k 3a4ety

OcHOBHBIE THITBI OM3HECA, OM3HEC-MOJICIIH U YIIPABICHYECKUE CTPYKTYPHI.
3aKOHOMEPHOCTH Pa3BUTHsI SKOHOMHYECKOTO ¥ HHBECTUIIMOHHOTO ITUKJIIOB.

Uro Takoe «aHamu3 0e3yOBITOYHOCTIY?

Pestome. Coneprxkanue v mpaBuia €ro HaIMCAHMSI.

CriocoObl MOIEpPHU3AIIMY BBICIIETO O0Opa30BaHMS U OTPAHUYCHUS POCTA IICH Ha HETO.
[TpuunHbI H3y4YeHHs OU3HEC-AUCIMILIAH M CITIOCOOBI (DMHAHCHPOBAHUS O0yUCHUSI.
PexoMeHanuu sl yCIEIIHOTO MPOXO0XKICHUS COOSCEeIOBaHUS IIPH ITPHEMe Ha padoTy.
8. IlpeumyliecTBa U HETOCTATKU MCIIOIB30BAHMS HH()OPMAIIMOHHBIX TEXHOJOTHUH Ha

No ok wbdE

paboueM Mecre.
9. OOGs3aHHOCTH MEHEIKEpa 0 MHPOPMALMOHHBIM TeXHOoJoTHsIM. [Ipobaemsl,
BO3HHKAIOIINE TIPU MCIIOIb30BaHUK HH(POPMALIMOHHBIX TEXHOJIOTUI HA MIPAKTUKE.
10. IlpaBuna BeneHus 6ecensl o Tesedony.
11. IlpuunHbI TEKYYKH KaJpoOB, CIIOCOOBI OOPHOBI C HEH.
12. KoHuenuus kayecTBa, pa3Hble OAXObI K HEHl.
13. OaBapa JleMHHT 1 ero KOHLENIUS YIPaBICHHS Ka4eCTBOM.
14. ITpaBuna npoBeIeHHUS NPE3CHTAIHH.
1. KiroueBble MPUHIMITEI HOCTPOSHHS KOMAH/IbI.
2. Pacmpenenenue poseii B komanae. [IpuHIUIBL yIpaBIeHUS KOJJICKTHBOM.
3. Ocobennoctu pabOTHI CIIEHUAINCTOB MO PACKPBITHIO MPECTYIUICHUH B (PUHAHCOBOM
chepe.
4. Ananu3 KOHUENIUN “CBOO0THON” U “cripaBeJIMBON’ TOPTOBIIH.
TexHOoI0rnu MapKeTHHra.
Pabota ¢ npeTeH3us MU KJIMEHTOB.
[TpuunHbI co3anus coOCTBEHHOro OM3Heca. buzHec-iaH.
Hctounuku puHaHCHpOBaHUS OU3HECa, X MPEUMYIIECTBA U HEOCTATKH.

© 0N O

[IpuunHbl 1 ocneACTBUs TEKYUKU KaapoB. Crioco6bsl 60pbObI C HUMH.

[TpoGiieMHbIe cUTyaluu

Case study Ne 1 Business problems

Source - www.onlinecollege.org/2011/10/03/20-classic-case-studies-every-business-

student-should-know
Big business is attractive, with huge profits for some. But there is something to be said about small
business as well, with lower risk and the potential for creativity. Darren Robbins of Big D Custom
Screen Printing in Austin, TX found success in his business by pursuing customers with orders
both large and small. Although Big D started out catering only to large orders, the shop sat idle in
between orders, and through effective scheduling and transparent pricing, was able to fill in dead
times with smaller orders. Big D found a profit in a market segment that other local screen printers
weren’t clamoring to fill. Experts believe this was a small strategy, allowing Big D to spread out
risk in their business and offer customized products. But at least one person is critical of the
offering, pointing out that the niche has little upside potential, and may hurt the company’s
efficiency.
Analyze the situation described to decide the following:
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1. What factors should the CEO of small firms or companies take into consideration to gain
profits?

2. What allows small businesses to be competitive in the market place?

Case study Ne 15 Planning problems

Source — www.onlinecollege.ora/2011/10/03/20-classic-case-studies-every-business-

student-should-know
Family businesses typically have the luxury of passing the torch down after parents retire, but in
some cases, there are no candidatesor the candidates may not be right for the role. This presents a
challenge when it’s time to find a successor, especially if existing employees have assumed that
top level promotions would come from within the family. So the Carlson companies had to put in
great effort to find a replacement, looking both internally and outside of the company, ultimately
finding an internal candidate who would work well with the family but also offered plenty of
experience as an executive in different industries. According to Beverly Behan of Hay’s Group,
Carlson should be commended for not only making the right decision in not hiring the heir
apparent, but for handling the job search in a calm, effective way.
Analyze the situation described to decide the following:

1. What are pros and cons of recruitment sources (internally and outside the company)?

2. Are there any peculiarities working for family businesses?

3. Why is it so important to find the right person for the right position especially in family
businesses?

Case study Ne 16 Company’s goods.

Source — Market leader, new edition. Pre-intermediate. Unit 12

David Cotton, David Falvey, Simon Kent

Background.
Minerva A.G., based in Munich, Germany, is a chain store which sells a range of stylish,
innovative products. Many of its products feature new technology, but the stores sell everything
from furniture and fashionable clothes to kitchenware and household goods. It is well-known for
its original designs and high quality. On the window of every store are the words Creativity,
Imagination, Style, Novelty, Originality.

Customer satisfaction survey.
Minerva A.G. sent questionnaires to all its customers. Here is an extract from the Marketing
Department’s report.

3. Our customers say:

3.1 Minerva A.G. has very few ‘great new products’ for customers with busy lifestyles.

3.2 The range of products is not as wide as it used to be.

3.3 There are too many high tech products. Customers want fewer products but more

original ones.

3.4. Most products are over 100 euro. Customers who are looking for gifts think they are

too expensive.

3.5 There are not enough special offers to encourage customers to spend more.
Need for new products.
Chairperson Ulrika Nielsen and her directors have invited several foreign firms to present their
new products to the Minerva A.G. board. All the companies are well-known for their innovation.
The directors will choose the best and most exciting products for Minerva A.G.’s stores.
Analyze the situation described to decide the following:
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1. What would you recommend a Minerva A.G. director to do to improve the situation with
company’s range of products?

2. What should the company do to satisfy customers’ needs?

3. Have you got any ideas about the best and more exciting products for Minerva A.G.’s
stores that foreign firms can introduce?

Case study Ne 17 New business

Source — Market leader, new edition. Pre-intermediate. Unit 11

David Cotton, David Falvey, Simon Kent
Background
Marcia Lee Jeans is based in New York. Its brand is well-known in the United States. The jeans
sell in the upper price ranges and appeal to fashion conscious people aged 15 to 40. They are
distributed in major department stores throughout the country. At present, the jeans are made in
the US by a number of factories on the East coast, none of which are owned by Marcia Lee Jeans.
Comepetition in this segment of the market is strong, so the company has to keep costs as low as
possible in order to remain profitable.
In the next ten years Marcia Lee plans to expand in Europe and South East Asia so that it becomes
a global company. To do this, it has decided to build its own factory in an overseas country. The
factory will have approximately 2 000 workers who will produce the jeans. These workers will be
recruited locally. Denim, the raw material which is used to make the jeans, will be imported from
several countries.
The company is considering four countries as a location for the factory.
Analyze the situation described to answer the following questions:

1. What requirements should each country meet to have a suitable location for the new

jeans factory (e.g. economy, transport, labour)?
2. Are there any advantages and disadvantages of becoming a global company in general?

3. What should a company do to succeed in a foreign market?

Case studyNe 18 Conflict

Source — Market leader, new edition. Pre-intermediate. Unit 11

David Cotton, David Falvey, Simon Kent

Background
Todd Foster became Marketing Manager of European Campers a year ago. The company, which
was founded by Charles Holden, its Chief Executive, is based in Bordeaux, France. It makes and
sells camping and outdoor equipment. Todd, aged 34, is an American with a Master’s in Business
Administration (MBA). Since Todd joined the company two years ago, profits have risen
dramatically and the company is enjoying great success.

A problem with the top salesman
Olivier Moyron has been with the company 12 years, and everyone agrees that he is a brilliant
salesman. His results are outstanding. In fact, the sales from his area amount to 24% of the firm’s
total sales. Unfortunately, Olivier is very difficult to manage. Todd cannot control him properly
and this is causing problems. Here are some examples of Olivier’s unacceptable behavior.

- He crashed his company car. He blamed bad road conditions, but Todd believes he had

drunk too much alcohol.
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- He spends far too much money on entertainment and gifts for his customers. His
expenses are much higher than those of all the other representatives.

- He has still not introduced Todd to the biggest buyers in his areas. He says the buyers
are too busy to meet Tom.

- He often ignores Todd’s phone messages and misses important meetings.
- He only sent five sales reports last year instead of sending 12 (one each month).

Two weeks ago, Olivier got a large order from a department store chain. The goods had to be
delivered by the end of the month, at the latest. However, the Production Manager Jacques Picard
told him that he could not produce the goods and deliver them by that date. Olivier became very
angry and was extremely rude to him. Jacques complained to Todd about Olivier’s behavior.
Jacques explained that a very good customer had placed a very large order, and this order had to
be given priority. Jacques ended the conversation by saying, “Olivier may be a good salesman, but
he’s rude and cares only about himself. He’s impossible to work with”.

Analyze the situation described to answer the following questions:

1. Would you give some pieces of advice how to handle the problem with Olivier?

2. How and why did it happen that Jacques let Olivier down with a large order?

3. Why is it very important to deal with both colleagues and customers properly especially
working for a company?

Case study Ne 19 Marketing
Source — Market leader, new edition. Pre-intermediate. Unit 7
David Cotton, David Falvey, Simon Kent

Background
Kristal is a bottled water, manufactured by a US company, Hamilton Food and Drink (HFDP).
According to HFDP, it comes from a spring deep under the rocks in Alaska, US. It is advertised
as the purest water in the world. It has few minerals, and nothing is added to the water to change
its taste. The water is targeted at people who want to have a healthy lifestyle.

The launch
Kristal was launched last year in California, US. It was advertised in health magazines with the
slogan “There is no purer drink in the world”. It is sold in clear glass bottles, in 1-litre sizes. Its
price is $3, which is higher than most competing brands. The brand name Cristal is printed in
large black letters on the label, with a picture of a waterfall. The water is available in delicatessens
and health food shops.
After six months, it was clear that the product launch was a failure. Sales were 60% below forecast,
and very few people knew that there was a new bottled water product named Kristal.
The Marketing Department interviewed members of the public to find out what was going wrong.
Analyze the situation described to answer the following questions:

1. What are the reasons for the failure of Kristal water’s launch?

2. What recommendations can you introduce to improve the situation in the company?
3. Are there any demands for a company to become a market leader in the market

place?
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Case study Ne 20 Stressful situations

Source — Market leader, new edition. Pre-intermediate. Unit 5

David Cotton, David Falvey, Simon Kent

Background
Genova Vending Machines (GVM) is part of a multinational company, based in Zurich,
Switzerland. GVM merged with another company 18 month ago. As a result of the merger, the
management:

- Cut the workforce by 15%.

- Introduced open-plan offices.

- Proposed that salary payments staff recruitment should be done by outside companies
instead of buy the Human Resources (HR) Department. If this happens, there will be
redundancies in the department.

Most stuff are now worried about job security and morale is low. In particular, staff in the HR
Department complain of being overworked and severely stressed. Absenteeism is high and several
staff have recently resigned.
Consultants’ findings
The management has asked a group of consultants to study the problems in the HR Department.
The results are the following:
Pressure from the redundancy process
Since last year, the HR staff have had to make many colleagues from other departments redundant.
Some of the HR staff involved in this have suffered great emotional strain.
Further staff cut
There is a new rumour about possible further redundancies. The unions have said that they will
recommend strike action if this happens.
Analyze the situation described to answer the following questions:
1. Are there any solutions for stress-related problems at work?

2. What are the advantages and disadvantages of stressful jobs?
3. How would you deal with stress at work in general?

4. Can you give any pieces of advice to improve the situation in Genova Vending
Machines?

4.3. MeTonnuyeckne MaTepHaJIbl

ATTecTanysl CTYAEHTOB IO JIUCUUIUIMHE «JleT0OBOM WMHOCTPAaHHBIM S3BIK» IPOBOJUTCS B
COOTBETCTBUHU ¢ Y cTaBoM Akajiemuu, [lonokeHrneM o MpoMeKyTOYHOM aTTeCTAlluU CTYAEHTOB 110
nporpammaM BO. IIpoMexyrouHas arrecranus MO IUCUUIUIMHE «JleTOBOM WHOCTpaHHBIN
SI3BIK»ITPOBOUTCS] B COOTBETCTBHUH C Y YeOHBIM TUTAaHOM B 4 cemecTpe B (hopMe 3a4eTa ¢ OIICHKOM.
CryneHThl JoMycKaroTCs K 3a4eTy M0 JUCLHUIUIMHE B CTy4ae BHIIOJHEHHUS UM yU4eOHOT 0 MJIaHa 1o
JUCLHUIIJIMHE: BBIOJTHEHUS BCEX 3aJaHUM M MEPOIPUATUN, NMPELYyCMOTPEHHBIX IMPOTPaMMOM
JTUCLUIUIMHBI U BBIIOJHEHHBIX MUChMEHHBIX paboT. OleHKa 3HaHUM CTyJeHTa Ha 3a4eTe HOCHUT
KOMIUIEKCHBIN XapakTep, ABJseTcs OaUIbHON U ONpEesieTcs ero:

5. —OTBETOM Ha 3a4eTe;

6. —pe3ynbTaToOM JIEKCHYECKOTO 3a4eTa;

7. —pe3yibTaTOM UTOTOBOM MUCHMEHHOW KOHTPOJIBHOI paboThI;

8. —y4eOHBIMH JOCTIIKEHHSIMUA B CEMECTPOBBIN TIEPHO/T.
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OCHOBOH 7151 OIIEHKH OTBETa CTYJEHTa Ha 3adeTe (“3a4TeHO”/”’He 3a4TeHO’’) CIYKUT yYpOBEHB

YCBOEHHSI CTYJJCHTaMHU MaTepuaia, IpeayCMOTPEHHOTo JaHHOU padoueil mporpaMmoit.

OHGHI/IBaHI/Ie CTYACHTA Ha OK3aMCHEC 110 JUCIHUIIIINHC ((Z[CHOBOﬁ HHOCTpaHHBIfI A3BIK»:

OneHka

TpeboBanus K 3HAHUSIM

3a4TE€HO
5, «oTinuuHOY

OneHka «OTJINYHO) BBICTABIISIETCS CTYACHTY, €CIIH OH
rI1yOOKO ¥ MPOYHO YCBOMII IPOrPaMMHBIN MaTepua,
MCUYEpIIbIBAOIIIE, TIOCIIEI0BATENbHO, YETKO U
TOTMYEeCcKH CTPOMHO M3J1araeT ero Ha 3K3aMeHe, HMeeT
COOCTBEHHYIO MO3UIIMIO 110 U3JIaraéMoMy BOIPOCY U
MOJKET €€ apr'yMEHTUPOBATh, HE 3aTPYTHSIETCS C
OTBETOM IPY BUJOU3MEHEHUH 33JIJaHUH, UCIIOJIb3YET B
0TBETE MaTepuaj MOHOTpadUIECKON JTUTEPATYPHI.

3a4TEHO
4, «XOpOoIIIo»

OneHKa «XOpOIIO» BBICTABISETCS CTYIEHTY, €CIIU OH
TBEPJ0 3HAET MaTEpHaJl, IPAMOTHO U 1O CYILECTBY
M3J1aracT ero, He JONyCKas CyIECTBEHHBIX
HETOYHOCTEW B OTBETE HA BOIPOC.

3a4TeHO
3, «yIIOBJIETBO-
PUTETHHO»

OneHka «y10BJIETBOPUTEIHHOY» BBICTABIISIETCS
CTYIEHTY, €CIIU OH BJIa/IEET TOJBKO OCHOBHBIM
MaTepHUaIoM, JOMYCKAeT HETOYHOCTH U HEJOCTaTOUHO
MpaBUIbHBIE POPMYIUPOBKU, HAPYIIEHHUS JTOTUYECKOM
[1OCJIEZI0BATEIBHOCTH B U3JI0KEHUH MPOTPAMMHOI0
MaTepuana.
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He 3aureno OLEHKa «HEYIOBIETBOPUTEIHLHOY» BBICTABIISETCS

2, CTYACHTY, KOTOPBI HE 3HAET 3HAYUTEIIBHON YacTH
«HCYMOBICTBO- [POrpaMMHOIO MaTepHaa, T0MYCKAET CyIECTBEHHBIE
PUTCIILHO» omn6Oku. Kak mpaBuiio, oneHka

«HEYIOBJIETBOPUTEIBHO» CTABUTCS CTYICHTAM,
KOTOPBIC HE MOTYT IPOJIOJDKUTE 00ydeHHe 6e3
JTONIOJTHUTEIBHBIX 3aHITUH 110 COOTBETCTBYIOLIEH
MCITUILINHE.

w =

o0 o

- @

IMoka3aTenu ouennBanus (popMa TeKymero KOHTPOJIA)

Omnpoc o Borpocam camonpoBepku (O) Ha 6a3e marepuana YMK «TheBusiness 2.0».
Hukrantsl ([) u nexcuueckuii 3auer (JI3) mpoBoauTes 1o jiekcuueckomy marepuany Y MK
«TheBusiness 2.0».

Tecr (T), utorossriit Tect (UT) — nucbmennsiii ax3amen LCCI ([lenoBoii anrnuiickuii/Level
2):

Hanmcanue conpoBoaurensHoro nucema B popmate LCCI,

Hanucanue E-mail u cnyxe6noit 3amucku B popmare LCCI;

Hanwucanue noxmana B popmare LCCI,

Hanucanue pa3BepHyTOTro IJIaHa ¢ YKa3aHUEM OCHOBHBIX TOJIOXKEHUHN CTAThH IO JICIOBOM
temaruke B ¢popmare LCCI,

Hanucanue nenosoro nuckma B opmare LCCI;

Hanmcanue crateu nenoBoit HanpasieHHOCTH B hopmate LCCI,

0. Hanucanue pexnamuoi opormrropsl B popmare LCCI.
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Kpurepuy onieHKH NICLMEHHOH peyuy CTYIEHTOB

1. ConepkaHue OLIEHMBAEMOI'O ITMCbMEHHOIO TEKCTa (COOTBETCTBHE 3a/laHHOW TEME; OTCYTCTBHE
HEOITPABIAHHOTO PACIINPEHHS WIN CY)KEHUS IPE/UIOKEHHON TeMbl WM "yXxona" OT Hee, Halu4due
OCHOBHOM MBICITU BBICKa3bIBAHHS M CTETICHb €€ PACKPBITHS).

2. CO6J'IIOI[CHI/IC IIpaBujl OpraHu3aliyi IMHMCBbMEHHOI'O0 TCEKCTa (HOCJ'ICI[OBEITCJ'IBHOC H JIOTHYHOC
H3JIOKCHUC MBICIIM, OTCYTCTBHUC IIOBTOPOB; COOTBCTCTBHUC IMMCbMCHHOI'O COYMHCHHSA CTPYKTYPHO-
KOMITO3MIIMOHHBIM IIpaBHJIaM OpraHu3aluy TCKCTa JaHHOI'O (bYHKI_[I/IOHaJ'IBHOFO TI/IHa).

3. CoOmopaenune TpeOyeMoro ypoBHS O(GUIMATEHOCTH / HEO(PHIIMATEHOCTH MHCHMEHHOTO OOIICHHS
(cooTBEeTCTBHE OTOOpPAHHBIX f3BIKOBBIX CPEICTB 3ajade, aapecaTy BBICKA3bIBAaHHS W YCIOBHUSIM
00I11€HUS]; OTCYTCTBUE HEOIIPABIAHHOI'O HAPYILIEHHsI CTHJIEBOIO €IMHCTBA TEKCTA).

4. ObecneyeHre CBI3HOCTH ITMCbMEHHOTO COYMHEHHS (Ha.]'II/ILII/Ie CBsI3U KaK BHYTPH HNPCATOKCHUA MCXKIY
€ro 4aCTdMH, TaKk U BHYTpHU LCJIIOr0 TCKCTA, MCKAY OTACIIBHBIMU NPECAJIOKCHUAMU MNMHCbMCHHOI'O
BbICKA3bIBaHMs, COPAa3MEPHOCTD YacTel MUCEMEHHOTO TeKCTa).

5. CaMOCTOHTeHBHOCTB, I/IHI[I/IBI/I,HyaJIBHHﬁ XapaKTep, HCCTAHAAPTHOCTbL NMHCbMCHHOI'O COYMHCHMA;
HNCKPCHHOCTb 1 SMOIMOHAJIIBHOCTE BBIPAKCHHUSI CBOUX MBICIICH.

6. SI3p1KOBOE O(OpMIICHHE (BapUATUBHOCTD MCIIOIB3YEMbIX JICKCUKO-CHHTAKCUYECKHX SIMHHMIL; OTCYTCTBHC
rpaMMaTHYecKUX, opdorpaguyecKix 1 JEKCHUYECKUX OIMIMOOK B SI3bIKOBOM MaTepHase).

7. Cobmoaenune TpeOOBaHHM B OTHOIIICHUN

a) BHEIITHETO BUJIa COUMHCHUS (HAJIMYME KPACHOW CTPOKH, TIOJIeH, pa3MellieHue HHPOPMAIIHH ),
0) 00beMa MUCHBMEHHOTO ITPOU3BEICHHS, IIe 3TO HEOOXOIUMO;

B) BpEMEHH, OTBOJIUMOT'O JIJISl BBINIOJIHEHHUS IAHHOTO IIMCBMEHHOTO 33 aHHs.

Kputepuu oieHKH BBLINOJHEHUS HTOTOBOI MHCLMEHHOH KOHTPOJLHOM PadoThl 32 ceMecTp

[TporieHT BBIOMHEHUS Ouenka
60% - 67% 4"
68% - 74% "5"
75% - 80% "6"
81% - 85% A
86% - 90% "8"
91% - 95% "o
96% - 100% "10"

OneHk# 1o BceM (hopMam TEKYIIEro KOHTPOJIS BRICTABIISIFOTCS 110 10-TH OaJIIbHOM 1IKaie.
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5. MeToauveckne yKazaHus s 00yYAOIIUXCS 110 OCBOEHUIO JUCIHUNIMHBI

O6yuenwne o gucuurrae b1.B./IB.02.01 «/lenoBoii ”HOCTpaHHBIN S3BIKNIIPEIITONIAracT
U3y4YeHHE Kypca Ha ayJuTOpPHBIX 3aHATHSIX ([IPaKTHYECKHE 3aHATHS) M B  paMKax
CaMOCTOSITENILHOM  paboThl CTYACHTOB. lIpakThdeckue 3aHATHS JUCHUIUIHHBI «JlernoBoi
WHOCTPAHHBIN S3BIK»IPEANOaraloT uX MpoBeJACHUE B PA3IMYHBIX (OpMax C LEIbI0 BBIABICHUS
MOJIYYCHHBIX 3HAHUM, YMEHHI, HABBIKOB M KOMIIETEHLUHUA C TMPOBEJICHUEM KOHTPOIbHBIX
MeponpusThii, onucaHHblXx B 1.5.1. C nenpio obecrieyeHHs] yCIEUIHOro OOy4YeHHUsS CTYIEHT
JIOJKEH TOTOBUTHCS K MPAKTHUECKOMY 3aHATHIO, IIOCKOJIBKY OHO SIBIISIETCS BakKHEHIIeH (hopMoii
OpraHu3aly yueOHOro npoiecca, MOCKOIbKY:

—  3HAKOMHT C HOBBIM Y4EOHBIM MaTEepHAIIOM;

—  pa3biACHSET yueOHbIE AIEMEHTHI, TPYAHbIE JJI1 IOHUMAaHMSI;

—  cHCTeMaTHU3MpyeT YUeOHBIH MaTepua;

—  OpHUEHTHpPYET B yueOHOM ITpoliecce.

Iloocomoska Kk npakmuieckomy 3aHamur0 3aKI0YaeTCs B CICAYIOUIEM:

—  BHUMATEJIbHO 03HAKOMBTECH C MAaTEPUAIOM 10 YUeOHUKY U YUeOHBIM MOCOOUSIM;

—  [POYUTANTE 3aJaHMS K 33JJaHHBIM YIIPAXKHEHUSIM;

— TocTapaiTech YSCHUTh MECTO HM3y4yaeMOWl TeMbl B CBOEH MpodecCHOHaTbHON

MOATOTOBKE;

—  3aluIIMTE BO3MOKHBIE BOIIPOCHI, KOTOPBIE BbI 331aJUTE MPENOJABATEII0 HA 3aHATHH,

— TOATOTOBBTE YCTHOE BBICKA3bIBaHHE 10 3aJaHHONW Teme (B BHUIE TEKCTa WIH
OIPOOHOTO IJIaHA);

— TOTOBBTECH JJaTh PA3BEPHYTHII OTBET 10 BOIPOCAM TEMBI;

—  TOTOBHUTHCS HY)KHO B MHAMBHUIYaTEHOM MOPSJIKE, TApAMU UM B HEOOJIBIIINX IPyIIax
(B 3aBHCHMOCTH OT 3aJIaHHUS );

— pabouas mporpaMMa IUCIHHUIUIMHBI B YacTH IleJied, NMEPEeyuHI0 3HaHWM, YMEHHH,
TEPMUHOB M Y4YEOHBIX BOIPOCOB MOXKET OBITH KCIIOJIb30BaHA BaMH B KadecTBE
OpUEHTHUPA B OpraHU3aIuU 00ydCHHUSI.

lloocomoska k skzameny. K 3K3aMeHy HEOOXOIMMO TOTOBHUTCS LIEJICHAINPABICHHO,
pErynspHO, CUCTEMATUYECKH M C TEPBBIX JHEW 00ydeHus mo JaHHOW aucuuruinHe. [lombiTku
OCBOUTH JUCLUHUIUIMHY B MEPHOJ] 3aUE€THO-IK3aMEHAIIMOHHOM CECCHM, KaK IPAaBUJIO, OKA3bIBAIOT
HE CIMIIKOM YAOBIETBOPUTENbHBIE pe3ynbTaThl. B camMoM Hauane ydeOHOro Kypca
MO3HAKOMBTECH CO CIAEAYIONIEH YIeOHO-METOANYECKOM TOKYMEHTAIIMEH:

—  [pOorpaMMOU JUCIUTUIMHBL;

— Tepe4yHeM 3HaHWM U yMEHUH, KOTOPBIMU CTYJECHT JOJIKEH BIIAJIETh;

—  KOHTPOJIbHBIMU MEPOIPUITUSIMU;

—  y4eOHHMKOM, Yy4YeOHBIMH MOCOOMSMU TIO IUCIMILTUHE, a TaKXkKe JICKTPOHHBIMU

pecypcamu;

— TepeYHeM dK3aMEHAIIOHHBIX BOIPOCOB.

ITocne sToro y Bac JODKHO c(OpMUPOBATHCS UYETKOE MpeAcTaBieHHEe 00 o0beme u
XapakTepe 3HAaHUW W yMEHHM, KOTOpPbIMH Hajo OyJeT OBJIaAeTb MO0 JUCHUIUIMHE.
CucreMaTH4ecKoe BBITIOJIHEHUE YUeOHOU paOOThI Ha TPAKTHYECKUX 3aHSITHUSAX [TO3BOJIUT YCIIEIITHO
OCBOUTH AUCHMILTUHY U CO3/1aTh XOPOUIYIO 0a3y IS cladyM 3a4erTa.
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6.OcHOBHAs ¥ IONOJTHUTEIbHAs yUeOHAasl JIUTepaTypa, HeoOXoquMasi IVIsi 0CBOEHUsI
AUCHHUILINHBI, pecypchl HHPOPMALMOHHO-TEJIeKOMMYHHKAIIMOHHOI ceTn "UHTepHeT",
BKJIIOYAS NlepeYeHb Y4eOHO-MeTOAUYeCKOoro odecrneyeHus 1JIsi CaMOCTOSATEIbHOI padoThl
o0yyarommxcst 0 JMCHHUILIMHE

6.1 Ocnoenasn rumepamypa
1. [TonnoB E.B.MHOCTpaHHBIN S3BIK AJIs JEJIOBOTO OOIICHHWS. AHIJIMHCKUNA S3BIK.
BysoBckoe obpazosanue, 2013. http://www.iprbookshop.ru/16673
2. Hosocénos M.H./lenoBoii aHrnuickuii sA3plk. llepmckuii rocynapcCTBEHHBIN
ryMaHHTapHO-Tegarornyeckuii yausepeurer, 2014. www.iprbookshop.ru/32034
3. Crnenosuu B.C. [lenoBoii anrnmuiickuii 361k = BusinessEnglish. TerpaCucremc,
2012. http://www.iprbookshop.ru/28070

6.2 /lononnumenvnas numepamypa

1. benpunikasJI.B. [enoBoii aunriwmiickuii  s3pik = EnglishforBusinessStudies.
TerpaCucremc, 2014. http://www.iprbookshop.ru/
2. Bockpecenckas E.I'., ®@pese O.B. [lenoBoil anrnumiickuii. [lenoBasnepenucka.

Business English. Business Correspondence. OMmckuii rocyaapcTBeHHbIH yHuBepcutet, 2012.
http://www.iprbookshop.ru/24882

3. [TerpouenkoB A.B. “BusinessEnglishBasicWords: anrmno-pycckuii  yueOHbIN
cioBapb 0a30BOM JIEKCUKH JICJIOBOTO aHTJIMMCKOTO si3bIKa” .- M.: JloOpas kuura, 2007.
4. [TerpouenkoB A.B. “BusinessEnglishforSpecialpurposes: anrio-pycckuii yueOHbIi

CJIOBaph CICUAIBHON JIeNI0BOM JeKkcukn” - M., JloOpas xuura, 2007.

6.3 UnTepHeT pecypcsl
www.macmillandictionary.com - caiiT cioBaps
www.macmillan.ru - caidtT u3nateapcTBa yueOHO-METOIUUECKOTO KOMILIEKCA
www.macmillanenglish.com/TheBusiness 2.0 - caiiT yue0HO-METOAMYECKOTO KOMILIEKCa
www.lcci.org.uk -caiiT sx3amena LCCI
WWW.NNir.ru / - Poccuiickas HalinoHanbHas OMOIMoTEeKa
WWW.NNS.ru / - HarimoHanbHast 31eKTpOHHAs OHOIMOTEKa
WWW.Si.ru / - Poccuiickas rocymapcTBeHHast OnOIHOTEKa
www.biznes-karta.ru / - ArearctBo aenoBoii uHdGopmaiuu «busHec-kapTa»
WwWw.rbs.ru / - Uadopmarmonroe areutctBo «PocbusnecKoncanTuur»
. Www.google.com / - [TouckoBas cuctema
. www.rambler.ru / - TTouckoBas cucrema
. www.yandex.ru / - [TorckoBast cucrema
. www.busineslearning.ru / - Cucrema quCTaHIIMOHHOTO OU3HEC 0Opa30BaAHUS
. http://www.consultant.ru/ - KoHcynbTaHT miroc
. http://www.garant.ru/ - T"apanT
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6.4 Hnvle pexomendyemole UCHOYHUKU
Annpromikus A.I1. JlenoBoit anrnuiickuii: busaec-kypc. - Pocros H//l: ®enuc, 2004.
Guy Book-Hart “Business Benchmark™ Upper-intermediate.
Bill Mascull “Business Vocabulary in Use” Intermediate.
Bill Mascull “Business Vocabulary in Use” Advanced.
Paul Emmerson “Business Grammar Builder”.
LCCI English for Business Level 1 Testbuilder.
LCCI English for Business Level 2 Tesbuilder.

NoookrwbdPE
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http://www.iprbookshop.ru/16673
http://www.iprbookshop.ru/32034
http://www.iprbookshop.ru/28070
http://www.iprbookshop.ru/
http://www.iprbookshop.ru/24882
http://www.macmillandictionary.com/
http://www.macmillan.ru/
http://www.macmillanenglish.com/The
http://www.lcci.org.uk/
http://www.nnir.ru/
http://www.nns.ru/
http://www.rsi.ru/
http://www.biznes-karta.ru/
http://www.rbs.ru/
http://www.google.com/
http://www.rambler.ru/
http://www.yandex.ru/
http://www.busineslearning.ru/
http://www.consultant.ru/
http://www.garant.ru/

7. MaTepuajibHO-TeXHUYeCKasA 0a3a, MHPOPMAIMOHHbIE TEXHOJOTMH, IPOTPAMMHOE
o0ecneyeHue U HH(POPMALMOHHBIE CIIPABOYHbIE CHCTEMbI

CrienanbHble TIOMEIICHHSI MIPEJICTABISAIOT COO0N ydeOHbIe ayJUTOPUH /ISl TIPOBEICHUS
3aHATUN JIEKIIMOHHOTO THWIIA, 3aHSATUN CEMHHAPCKOTO THUIIA, TPYIIOBBIX M HHIWBUIYaTbHBIX
KOHCYJbTAIlMM, TEKYLWIEro KOHTPOJA MW  NOPOMEXKYTOYHOM arrectauuu. [lomemieHus
YKOMILIEKTOBAHbI CIIEUATU3UPOBAHHON MEOENIbI0 U TEXHUYECKUMU CPECTBAMHU O0yUYEHHUSI.

Jns  mpoBeneHHMs ~— 3aHATHH  JIGKIMOHHOTO — TUNA  IpeQaralorcs — HaOophl
JEMOHCTPAIIMOHHOTO  O0OpYyIOBaHMS ¥ y4eOHO-HATMSAHBIX MOCOoOMi, oOecrednBaroIue
TEMaTHUYECKHE WILTIOCTPAIMH, COOTBETCTBYIOIINE pabounM yueOHbIM MPOrpaMMaM JUCIHUILINH.

Kaxnpiii  oOydaromuiics B TEUeHHWE BCEero rmepuona oOydeHUst oOecredeH
WHAUBUAYAIbHBIM HEOTPAaHUYEHHBIM JIOCTYIIOM K HECKOJIBKMM JJIEKTPOHHO-OMOIMOTEYHBIM
cucTeMaM (PJIEKTPOHHBIM OMOIMOTEKaM) U K 3JIEKTPOHHOH HMH(POPMAIMOHHO-00pa30BaTeIbHOMI
cpene OpraHu3aluu. JICKTPOHHO-OMONHMOTEeYHass cucrema (dJEeKTpoHHas OubaumoTeka) u
3NIEKTPOHHAsT WH(POPMALMOHHO-00pa3oBaTeIbHas Cpefa 00ECIeYNBAIOT BO3MOKHOCTh JIOCTYIIA
oOydaromerocss M3 JIOOOH TOYKH, B KOTOPOM UMeeTcss JAOCTyll K HH(OPMAaIMOHHO-
TEJIEKOMMYHHUKAIIMOHHON ceTn «VIHTepHeT», KaK Ha TepPUTOPUH OpPTraHU3alliH, TaK U BHE €e.

Axkanemusi obecrieueHa HEOOXOIMMBIM KOMIUIEKTOM JIMIIEH3MOHHOTO MPOrpaMMHOTO
oOecrieyeHus.

OOyuaronumMess obecriedeH aocTyn (yOaJeHHbI JOCTyH), B TOM 4HCIE B cllydyae
NPUMEHEHHS DJIEKTPOHHOTO OOYYeHHSs, JAWCTAHIMOHHBIX O00pa30BaTENbHBIX TEXHOJOTHH,
K COBPEMEHHBIM MPOQPEeCcCCUOHANBHBIM 0a3aM [aHHBIX W HMH()OPMAILMOHHBIM CIIPABOYHBIM
CHCTEMaM.

OpranuzoBaH JOCTYI K CIEIYIOIINM 3JIEKTPOHHBIM PeCypcaMm:

e Bloomberg

e EBSCO Publishing

e ¢cLIBRARY.RU

e Emerging Markets Information Service

e Google Scholar (Google Axamemust)

e IMF eLibrary

e JSTOR

e New Palgrave Dictionary of ECONOMICS - DJIeKTpOHHBIMCIOBAPE.

e OECD iLibrary

e Oxford Handbooks Online

e Polpred.com O630p CMHU

e Science Direct - JKypuanel m3garenncrBa Elsevier 10 SKOHOMHUKE U JKOHOMETPHKE,
6I/I3H€CV )41 d)I/IHchaM., COIMMAJIBbHBIM HAVKAM M IICUXOJIOTHUHN, MATECMATUKEC 1 I/IHd)ODMaTI/IKe;

e SCOPUS

e Web of Science

e Wiley Online Library

e World Bank Elibrary

e ApxuBnl Hay4HBIX KypHa10B NEICON

e llurepHeT-cepBUC «AHTHUIIIATHATY

e Cucrema IIpodeccrnonansaoro Anannsa PeiakoB u Kommanunii «CITAPK»

o DObC MznmarenscTBa "Jlann"

e DOBbC Opaiit

e DiekTponnas oubimnoreka M3aarensckoro goma «l peGEHHUKOBY
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http://lib.ranepa.ru/base/bloomberg.html
http://lib.ranepa.ru/base/ebsco-publishing.html
http://lib.ranepa.ru/base/elibrary-ru.html
http://lib.ranepa.ru/base/emerging-markets-information-service.html
http://lib.ranepa.ru/base/google-scholar--google-akademija-.html
http://lib.ranepa.ru/base/imf-elibrary.html
http://lib.ranepa.ru/base/jstor.html
http://lib.ranepa.ru/base/new-palgrave-dictionary-of-economics.html
http://lib.ranepa.ru/base/oecd-ilibrary.html
http://lib.ranepa.ru/base/oxford-handbooks-online.html
http://lib.ranepa.ru/base/polpred.com-obzor-smi.html
http://lib.ranepa.ru/base/science-direct.html
http://lib.ranepa.ru/base/science-direct.html
http://lib.ranepa.ru/base/scopus.html
http://lib.ranepa.ru/base/web-of-science.html
http://lib.ranepa.ru/base/wiley-online-library.html
http://lib.ranepa.ru/base/world-bank-elibrary.html
http://lib.ranepa.ru/base/arhivu-nauchnuh-zhurnalov-neicon.html
http://lib.ranepa.ru/base/internet-servis--antiplagiat-.html
http://lib.ranepa.ru/base/sistema-professionalnogo-analiza-runkov-i-kompanii--spark-.html
http://lib.ranepa.ru/base/abs-izdatelstva--lan-.html
http://lib.ranepa.ru/base/abs-urait.html
http://lib.ranepa.ru/base/alektronnaja-biblioteka-izdatelskogo-doma--grebennikov-.html

