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1. Ilesn ocBOEHUSI AN CUMIIIMHBI

Ilenpto OCBOEHUS AMCLMUIUIMHBI «AKaJeMUYECKOE M JEJIO0BOE OOIIEHHE HAa MHOCTPAHHOM
A3BIKE» B paMKaX MAarucTpaTypsl sBiseTcs (opMUpOBaHME KOMIIETEHIIMH, ITO3BOJIIONICH
OCYILLECTBIISATh KOMMYHHUKAIMIO HA WHOCTPAHHOM SI3bIKE B aKaJeMHMUYECKOH M MPOQecCHOHANTbHOM
cdepax, B TOM YUCIIE B YCIOBUSIX MEKKYJIbTYPHOTO B3aWMOJICHCTBHSA, & TAK)XKE BBHITIOJIHITH pa3HbIe
TUIBI TIEPEBOAA AKAJAEMMYECKOIO0 TEKCTa C MHOCTPAHHOIO Ha TOCYAAPCTBEHHBIM SI3BIK B
npodeccuoHambHBIX HensiX. Ha atame marucrparypbl M3ydeHHE aKaIeMHUYeCKOro M JEJIOBOTO
OO0IIIEHUsT HA MHOCTPAHHOM SI3bIKE ONpeAessieTcs Kak NpodeccHoHalIbHO-OpUEHTUPOBAHHBIA KypC,
o0ecTeYnBaONINil BHITIOJHEHUE CISAYIOINX 3a/1a4:

- (opMHpOBaHHE HWHOSA3BIYHOM COCTaBIAIOIIEH NPO(ECCHOHAIBHO OPUEHTHUPOBAHHOM

KOMMYHHUKAaTHBHOH KOMIIETEHIIMH - CUCTEMbI 3HAHHWH, YMEHHI M HABBIKOB J(PPEKTHBHON

KOMMYHHUKAllUl B MHOS3bIYHOW cpeje, MO3BOJIAIOLIEH oOydaeMbIM B JajbHEHmem

UHTETPUPOBATHCSI B MYJBTHI3BIKOBYI0 U MYJIBTUKYJIBTYPHYIO MPO(ECCHOHATBHYIO U

aKaJEMHUYECKYIO Cpeny;

- pa3BHTHE CIIOCOOHOCTEH M KadyecTB, HEOOXOAWMBIX JUIS OBJAJEHHS OIPENCICHHBIMU

KOTHUTHBHBIMH CTpaTErusiMU, 00lIee MHTEIJIEKTYaIbHOE pa3BUTHE JINYHOCTH MarucCTPaHTa,

pa3BUTHE CIOCOOHOCTH K COLUATBHOMY, IEJIOBOMY U aKaJeMHUECKOMY B3aUMOJICHCTBUIO;

- U3y4YCHHE aKaJIEeMHUYECKOro M JIE€JIOBOr0 OOIIEHUS Ha MHOCTPAHHOM SI3bIKE KaK CpeACTBa

MEXKYJIBTYpHOTO OOIIEHWS ¥ WHCTPYMEHTa TMO3HAHUSA KYJbTYPBl ONpPEICICHHON

HallMOHAJIbHON OOIHOCTH, B TOM YHCJIE JIUHIBOKYJIBTYPHI;

- TIOBBIIIEHUE OOMIIeH KyJIbTYphl M 0Opa30oBaHUS MAarkuCTPAHTOB, KYJIbTYpPhl MBIIUICHHUS,

oOmieHuss M peudd, (QOPMHUPOBAHUS YBAXKHUTEIBHOTO OTHOLIEHUS K JyXOBHBIM U

MaTepUaIbHbIM EHHOCTSAM JAPYTUX CTPaH U HAPOJIOB.

B pesynprare OCBOCHMSI IUCLUUIUIMHBI MAaruCTPaHThl JOJDKHBI YMETh OCYILECTBIISTH
3¢ (HEeKTHBHYI0O KOMMYHHKAIIMIO Ha WHOCTPAHHOM sI3bIKE B MPO(EecCHOHATBLHOW, HEI0BOH U
aKaJIeMU4ecKoil cpeiae M B oOliecTBe B II€JIOM, HU3BJIEKaThb U 00OpabarbiBaTh HH(OpMALUIO,
OpUMEHSST YMEHHsl aHHOTUPOBaHHMS W pedepupoBaHusi, pa3padaTbiBaTh JOKYMEHTALUIO,
MIPE3EHTOBATH U 3alllUIIATh PE3yJIbTaThl KOMIUIEKCHOM Mo eCcCHOHATbHON 1EATEIbHOCTH.

2. Mecto aucunminnsl B ctpykrype OII marucrparypsl

JucnumimHa «AKkaJleMU4ecKoe U JIeI0Boe OOLIEHNE Ha MHOCTPAHHOM SI3bIKE» OTHOCHUTCS K
oOs3aTenbHON yacTH brioka 1 o6pa3zoBarenbHOM MPOrpaMMBbl.

Kypc AkaneMudeckoro M JeJIOBOTO OOIIEHHS Ha MHOCTPAHHOM S3bIKE B MarucTparype
MIPOOJIKAET BY30BCKHM KypC MHOCTPAHHOT'O s3blKa, 0a3UpysCh Ha 3HAHUSAX, YMEHHUSIX M HaBbIKaX,
MPUOOPETEHHBIX 00YUaIOLUIMMUCS B Kypce OakaiaBpuara.

Kypc akageMuyeckoro u JeiaoBOro OOLIEHHS Ha HWHOCTPAHHOM S3bIKE B MAarucTpaType
HampaBJIeCH Ha I[OBBIIIEHUE MCXOJHOTO YPOBHS BIAQJCHHUS HWHOCTPaHHBIM SI3bIKOM, Ha
¢dbopmHpoBaHHE U pPa3BUTHE yYMEHUN OOIIEHHS B MpOo(pecCHOHATbHOW W Hay4yHOM cdepax uis
aKaJIeMHYECKOro U Npo¢eCCHOHaIbHOIO B3aUMOICHCTBHSI.

W3yuenne naHHOW MUCHMIIIMHBI HEOOXOIUMO JUISl YCIEIIHOTO OCBOGHHS T'yMaHUTapHBIX
muctumiuH OOIl, a Takke B 11eIOM BIMSET Ha Pa3BUTHE KOTHUTUBHBIX CIIOCOOHOCTEN M yMEHHUH
CTyJEHTA.

3. Ilnanupyembie pe3yJbTaThl 00y4eHHs MO JMCHHUILIAHE, COOTHECEHHbIE C MJIAHUPYEMbIMU
pesyabTatamu ocBoenus OIl marucrpartypsl.
[Ipouecc wu3ydyeHHs JUCUUIUIMHBI HampaBieH Ha (GOPMUPOBAHUE CIEIYIOMIMX 3JIEMEHTOB
komnereHmii B coorBercTBuM ¢ ®PI'OC BO, OIl BO u mnpuobpereHus: Cleayonmx 3HaHUM,
YMEHU, HaBBIKOB U (WJIM) OTbITA 1E€ATEIbHOCTH:

dopmupyemas HNuaukaTop 1ocTHkKEeHust Ilepeuennb
KOMMNeTeHI s KOMIIeTeHIIN U IJIAHMPYEMBIX Pe3yJIbTATOB 00y4eHust
(ko u popMyaMpPOBKaA) (kox u popMyIMpPOBKA)

yHI/IBepcaJIBHLIe KOMIICTCHIIHMHU

YK-+4 ‘ HN-YK-4 1 OcymectBisier ‘ 3HaeT rpamMMmaTHyYeCcKHUe KOHCTPYKIIHUH,




CrniocobeH npuMeHsITh

MACBMEHHYI0 U YCTHYIO

CTPYKTYpY ¥ OCOOCHHOCTH pa3IMYHBIX

COBpEMEHHBIE KOMMYHHKAIHIO Ha | TUIIOB TEKCTOB IMpodeccHnoHalbHON U
KOMMYHUKaTHBHBIE MHOCTPAaHHOM  SI3bIKE€ B | aKaJE€MHUYECKON HalpaBIECHHOCTH;
TEXHOJIOTHH, B TOM aKaJeMU4eCcKOn U | YMeeT COCTaBJISITh U MPEICTaBIsATH B
quclie Ha npodeccuoHaIbLHON BUJIE JIOKJa/la U MPE3eHTAUU HAY4HYIO
WHOCTPaHHOM(BIX ) chepax, B TOM 4YHUCJIEC B | HHPOPMAIIHIO, HCITOJIB3yEMYIO B
A3bIKe(ax), A YCIIOBUSX npoeCCUOHATBHON  JIEATENbHOCTH, B
aKaJeMHYeCcKOro u MEXKYJIbTYPHOTO TOM qrcie TUISE y4acTus B
npo¢eCcCHOHATHLHOTO B3alMOJIEHCTBYS, MEKTYHAPOIHBIX HAYYHBIX
B3aMMOJICHCTBHS NPEJICTaBIsIsT  PE3yibTAaThl | MEPOIPUSITUSIX;
CBOEM JesTenpHOCTH Ha | Biaameer HaBbIKaMHU  BBICTYIUIEHHS C
pa3IMYHBIX HAy4YHBIX | COOOIIEHHEM H  Mpe3eHTaluel 1o
MEpONPHUATHSIX, BKIIOYast | MPODUITIO CBOEH Hay4yHOU
MeEXIyHapOJHbIE. CHEIHUAIIBHOCTH.
HN-YK-4 2 3HaeT TEPMHUHOJOTHUIO HA MHOCTPAHHOM
JleMoHCTpHpYEeT  yMEHHS | SI3bIKE B M3y4aeMOW 00JIacTH;
BBIMIOJHATh pPa3HbIE TUIIBI | YMeeT TMPUMEHITb OCHOBHBIE BUIbBI
HepeBo/ia aKaJeMHUECKOTO | MePeBOAYECKOH  TpaHchopmamuu B
TEKCTa C MHOCTPAHHOTO HA | yCTHOM M MHCbMEHHOM  TEepEeBOjIE,
roCy/apCTBEHHBIN SI3bIK B | pedepupoBarh npodeccuoHaIbHO-
npodhecCuOoHaTBHBIX OpUEHTUPOBAHHBIC AyTEeHTUYHBIE TEKCTHI
LEJISX. Y COCTaBJISITh AaHHOTAIMH K HUM;
Baapneer HaBbIKAMU AQHAJIUTUKO-
CUHTaKCU4ECKOU nepepaboTKu
npodeccuoHanbHO-3HAUNMOM
uH(popManuu u nepeBoaa
aKaJeMHYECKOIr0 TEKCTa C MHOCTPAHHOTO
A3bIKA HA PYCCKHUI
OIIK-1 HnJ - OIIK-1.1 3HaeT KOMMYHHMKAaTHBHBIE CTPaTeruu U
CriocobeH mnpuMeHsTh | ['paMOTHO pUMeEHSET B TaKTHUKH, pUTOpUYECKHE "
B IpoeccHOHaTBbHON | mpodecCHOHATBHON CTHJIUCTUYECKHE NTPHEMBI, TPUMEHsEMbIE
NESITeIbHOCTH, B TOM | J€STEIIbHOCTH B pa3HBIX cepax KOMMYHHUKAIHH, B TOM
qucle KOMMYHUKaTHBHbIE qucie B e1arornyeckon
Mearoruyeckom, CTpaTeruy U TaKTUKH. YMeer TpPUMEHITH KOMMYHHUKATHBHBIC
IIMPOKUIH CIIEKTp CTpaTeruu u TaKTUKH B
KOMMYHUKaTHBHBIX npoecCHOHANBbHON  J1€ATEIbHOCTH, B
CTpaTermii U TaKTHK, TOM YHCJIE IEAArOrnYECKOM
PUTOPHUYECKUX u Baapneer HaBbIKaMU
CTHIIMCTUYECKHUX npodecCuoHaIbLHOIO o01eHus B
MPUEMOB, TIPUHSTHIX B Pa3INIHBIX CUTYaIIHsX,
pasHbIX cdepax CTHJIUCTUYECKUMH ITPUEMaMHU

KOMMYHHKaIUA




HnJ - OIIK-1.2
Ucnonp3yer
1eJIeCO00pa3HO U
OIpaBJaHHO
PUTOPUYECKHE U CTHIICBBIC
IIpUEMBI B pa3HbIX chepax

3HaeT OCHOBBI JCIOBOrO OOIICHUS,
NPUHIMIIBEL M METOJBl  OpraHU3AIH
JIEJI0BOM KOMMYHHUKaIUU Ha
WHOCTPAHHOM $I3BIKE; OCHOBHBIC MTPUEMBI

aHAJIMTUKO-CUHTETUYECKON ITepepadoTKU

KOMMYHHUKAIUH. Ymeer YUTaTh B pexume

03HAKOMUTEJIILHOTO U IPOCMOTPOBOIO
YTEHUS; CO3JaBaTh TEKCTHl HAYYHOTO M
npodeccuoHanIbHOTO Ha3HAYCHMUS;
C03/1aBaTh KOMMYHHKATHBHBIC
MaTepuabl; OpraHU30BBIBATH
MEPErOBOPHBINA MPOIIECC, B TOM YHUCIE C
UCIIOJIb30BAaHUEM COBPEMEHHBIX CPE/ICTB
KOMMYHHUKAIIUU HA UHOCTPAHHOM SI3BIKE
Biaageer HaBbIKAMH  JICJIOBBIX U
My OJIMYHBIX KOMMYHHKAIHH Ha
WHOCTPAHHOM SI3BIKE; HaBBIKaMU
CO3JaHMsI YCTHBIX U  THCbMEHHBIX
TEKCTOB B JICJIOBOM KOMMYHUKAIIUH;
OCHOBHBIMH  HaBBIKAMU  MUCHMEHHOMU
KOMMYHHUKAIIUU HA UHOCTPAHHOM SI3BIKE

IIK-6 U -1IIK 6.1 3HaeT METOJIMKHU CO3/IaHMs, HOPMATHUBHI,

Cnocoben kK | Co3naer Kka4yecTBEHHbIE JKaHPOBbIE OCOOCHHOCTH O(UIHAIBHO-

CO3/IaHUIO, TEKCThI O(UIINATHHO- JIETIOBBIX U MyOJUIIMCTUYECKUX TEKCTOB

peaaKkTUPOBAHUIO, JIEJI0BOTO U

pedepupoBaHuio MyOJIUIUCTUYECKOTO ¥Ymeer co3naBaTh 0QUIMATIBHO JIEIOBHIC

CUCTEMATU3UPOBAHUIO | CTUJIEH. U MyOIUIIUCTUYECKUE TEKCThI

u TpaHcpopmaruu

(mampumep, Banageer HaBbIkaMu  OQUIHATBHO-

U3MEHEHUIO CTHJIA, JIEJIOBBIX U MYOJIMIIUCTUYECKUX TEKCTOB;

KaHpa, LEJIEBOM W3MEHEHUs CTWJIsA, JKaHpa, ILEeJIeBOM

MIPUHAJJIC)KHOCTH MIPUHA/JISKHOCTH BCEX THUIIOB TEKCTOB

TEeKCTa) BCEX THIIOB Oo(UIHATEHO-IETIOBOTO u

TEKCTOB OQHUIIHATBHO- MyOJIUIIUCTUYECKOTO CTUJIS

JIEJI0BOTO u

My OJIUIIUCTUYECKOTO N - 1K 6.2 3naer HOPMBI COBPEMEHHOTO

CTHIIA OcymiecTBisieT aHTTIUICKOTO  sI3bIKA; pa3HbIe  BUIBI

peIaKTUPOBAHUE, KOMMYHUKAITUH; 0COOEHHOCTH

pedepupoBanue u
TpaHchOpMaIUIo TEKCTOB
o(uIaNbHO-IEII0BOTO U
My OJIMIIUCTUYECKOTO
CTUIIEH.

pa3IMYHBIX THUIOB TEKCTOB JIEIIOBOM
KOMMYHHKAIIUX Ha AHTJIMICKOM SI3EIKE.

YMeeT NPUMEHSATH S3BIKOBBIE HOPMBI H
CTUIIUCTUYCCKHUC HOPMEI,
KOMMYHHKATHBHBIE CTPATETUU B Pa3HBIX
chepax oOIICHUS HA AHTJIMICKOM SI3BIKE
Bianeer HaBbIKAMHU: CO3J]aHUS TEKCTOB
C HCIIOJBb30BAHMEM KOMMYHHUKATUBHBIX
CTpaTeruii # TaKTUK, MPHUEMOB 0e3
HapylmICcHUA SA3BIKOBBIX n
CTIJINCTUYECKUX  HOPM  YCTHBIX U




IIHMCBbMCHHBIX

TCKCTOB B
KOMMYHHKallUH AHTJIMHACKOTO SI3BIKA

i (0):10)5¢

4. O0bem, CTPYKTYpPa H COAEPKAHNE U CHUIIIHHBI
OO6mmas TpyA0€MKOCTh JUCIUIUIMHBI COCTABIISIET 4 3a4€THBIX eNUHULIbI, 144 akan. daca.

Ounas ghopma 0byuenus

Ne Templ (pa3aeJibl) Buabl y4eOHbIX 3aHATHH, DopMbI TEKYLIET0
n/n AUCHMILINHBI, BKJIIOYasi CAMOCTOATEIbHYIO KOHTPOJIA
HX coJepKaHue o padoTy CTy1eHTOB, ycneBaeMoCTH
5 U MX TPYA0EMKOCTb ®opma
S (B akageMHYeCKHX 4acax) MPOMEKYTOYHOM
3 aTTecTanuu
(no cemecmpam)
Dopmot 30 u /]OT
(npu nanuuuu)
KonrTakTHas padora \
= 5] a, < = H N
= 8 | g |5 3 854
s| E|&] 3 5 5 =G
=12 188 & 1
gl g | 2 5 S
1. Jobs and Careers 2 2 1 8 YTeHHWEe U  TEepeBOJ,
MPaKTUYECKOE 3aJIaHue,
JUCKYCCHUS, JOMAalllHEe
3aJlaHue
6 mom uucne ¢ 30 u CamocmosammenvHas
0T 2 paboma ¢ YK B LMS
Moodle
2. Company culture 2 1 1 8 YTeHHME U  [epeBOJ,
COUMHEHHE,
MPaKTUYECKOE 3aJlaHue,
JUCKYCCHUS, JOMAaIllHEe
3aJlaHue
3. Business in different | 2 2 2 8
cultures
6 mom yucie ¢ 20 u [IpencraBnenue
HOoT 2 npesentaimii B VK 6
LMS Moodle
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Camocmosmmenvhas
paboma ¢ YK B LMS
Moodle

4 Management style and 2 8 YTEHUE W  TEPEBO/I,
team building MIPaKTUYECKOE 3aJaHUE
5. Marketing 1 8 YTEHUE U  TEPEBO/I,
COYMHEHHE,
MPAKTUIECKOE 3aJaHHE,
JUCKYCCHS, JIOMAIlTHEee
3a/IaHKE
6 mom uucie ¢ 30 u CamocmoammenvHas
0T 2 paboma ¢ YK B LMS
Moodle
6. Business writing. 2 8 YTEHUE W  TEPEBO/I,
COUYMHCHHE,
MPaKTUYECKOE 3aJIaHue,
JUCKYCCHsI, JIOMAIITHEe
3a/IaHKe
6 mom uucie ¢ 30 u CamocmosammenvHas
J[OoT 2 paboma ¢ YK B LMS
Moodle
0,3 4,7 | 3auer
Bcero 3a 2 cemectp 10 0,3 | 52,7
¢ mom uucie ¢ 30 u 8
0T
7. Business interaction and 2 12 YTEHUE W  TIEPEBO/I,
communication. COYUHEHUE,
Negotiations MPaKTHYECKOe 3a/IaHue,
JUCKYCCHsI, JIOMAIIHee
3a/IaHHe
8. Business strategy and 2 12 YTEHUE U  IEPEBOJ,
Innovations COYUHEHUE,
MPaKTHYECKOe 3a/IaHue,
JUCKYCCHsI, JIOMAIIHEee
3a/IaHHe
9. Global Economy 2 12 YTEeHHME U  [EpeBOJ,
MPaKTHYECKOe 3a/IaHue,
JUCKYCCHsI, JIOMAIIHEe
3a/IaHHe
10. | Research. Cozmanne 2 12 YTEHHE W  TIEPEBO/I,
TeKCTa HAyYHO- MPaKTUYECKOEe 3aJaHHe,
HCCIeI0BaTEIbCKOMN AUCKYCCHsA, NOMAIIHCE
paBoTHI, 3a/IaHHe
AHHOTHPOBAHUE B
pamKax HAY4JHOTO
JTUCKypca.
6 mom uucne ¢ 30 u CamocmosammenvHas
0T 2 paboma ¢ YK B LMS
Moodle
0,5 |33,5 DK3aMeH




Bcero 3a 3 cemectp 8 6 3 0,5 | 54,5
6 mom uucine ¢ 30 u 2
0T

UTOIo 18 14 (4 |08 |107,2

Ouno-3a0unas popma oOyuenus

Ne
n/n

Tembl (pa3aenbl)
JAMCIUNJINHBI,
HX coJepKaHue

CemecTp

Buabl yueOHbIX 3aHATHI,
BKJIIOYasl CAMOCTOATEIbHYI0

padoTy CTYyIeHTOB,
U UX TPYI0EMKOCTh
(B akaleMHY€eCKHX Yac

ax)

@®opMbI TEKYLIIETO
KOHTPOJIA
ycneBaeMoCTH
®opma
NMPOMEKYTOYHOM
arrecTanuu
(no cemecmpam)
Dopmet 30 u /]OT
(npu nanuuuu)

KonrakTHasi pa6ora

JICKIIUHN

NPaKTUYCCKHUE
nabopaTtopHbIe
KOHCYJIbTAIlUU
aTTeCTallMOHH

CaMOCTOATECIIb
Hast

naboTa

Jobs and Careers

[\9}
—_

YTCHHUC n ICPEBO/I,
IMPAKTUYCCKOC 3adaHuc,
AUCKYCCHs, OOMAIIHEC
3aJaHuc

6 mom yucne ¢ 90 u
JoT

CamocmosmmenvHas
paboma ¢ YK B LMS
Moodle

Company culture

YyTeHUE H
COYUHEHUE,
MPaKTUYECKOE 3aJIaHue,
JUCKYCCHUS, JIOMAIllHEee
3aJ]aHue

nepeBo,

Business in different

cultures

6 mom uuciae ¢ 30 u

J10T

[IpencraBnenue
npesentaimii B VK 6
LMS Moodle
Camocmosmmenvrast
paboma ¢ YK B LMS
Moodle

Management style and
team building

YTCHUC n IEepeBOA,
IMPAKTUYCCKOC 3a1aHNC

Marketing

YTEHHE U
COYMHEHHE,
MPaKTUIECKOe 3aaHHE,
TUCKYCCHsI, JIOMAIllHEee
3aJJaHue

epeBo,

6 mom yucne ¢ 30 u
JIOT

Camocmosmmenvhas
paboma ¢ YK B LMS




Moodle
6. Business writing. 2 2 8 YTEHUE U  TEPEBO/I,
COYMHEHHE,
MPaKTUYECKOE 3aJIaHue,
JTUCKYCCHsI, JIOMAIIIHEe
3a7aHue
6 mom uucne ¢ 30 u CamocmoammenvHas
0T 2 paboma ¢ YK B LMS
Moodle
0,3 4,7 | 3auer
Bcero 3a 2 cemectp 10 |8 0,3 | 52,7
6 mom uucine ¢ 30 u 8
0T
7. Business interaction and 2 2 12 YTEHHE W  TEPEBO,
communication. COYHHEHUE,
Negotiations NPaKTUYECKOe 3aJaHue,
JUCKYyCCHsI, JIOMalllHEee
3a/IaHKe
8. Business strategy and 2 1 12 YTEHUE U  NEPEeBOJ,
Innovations COYUHCHUE,
MPaKTUYECKOE 3aJIaHue,
JUCKYCCHSI, JIOMAIITHEe
3a7aHue
9. Global Economy 2 1 12 YTeHHE ©  TEPEeBOJ,
MPaKTUYECKOE 3aJIaHue,
JUCKYCCHsI, JIOMAIITHEe
3a7aHue
10. | Research. Coznanue 2 2 12 YTEHUE U  TIEPEBO/I,
TEeKCTa Hay4HO- IMPAKTUYCCKOC 3adaHUC,
HUCCIeI0BaTEeIbCKOMN AUCKYyCCHA, NOMAIIHCE
paboThl, 3a/1aHHe
AHHOTHUPOBAHUE B
pamKax HAYYHOTO
TUCKypca.
6 mom uucie ¢ 20 u CamocmosammenvHas
HAOoT 2 paboma ¢ YK B LMS
Moodle
0,5 |33,5 DK3aMeH
Bcero 3a 3 cemectp 8 6 0,5 | 54,5
¢ mom uucie ¢ 30 u 2
A0T
HUTOI'O 18 |14 0,8 |107,2

Crnioco0b1 100patThest 10 paboThl. Y CIIOBHSI yCTPOHCTBA Ha paboTy.

Coaepxxanue pa3aejioB IMCHUILTHHBI
1. Jobs and Careers. Ilouck pabGorel. IIpodeccun. HeoOxogumblie HaBBIKH H
kBanupukanus. Hanucanue pesroMe M CONpoBOAUTENbHOIO nmuchbMa. CriocoObl BeIOOpa paboThI.
YerpoiictBo Ha padoty. [Ipoxoxaenne nHTepBbi0. OCOOCHHOCTH TIOTHON U YaCTUYHOM 3aHSTOCTH.
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2. Company Culture. OGcyx1eHre OCHOBHBIX LEHHOCTeH KommaHuu. CTpyKTypa
komnanuii. OpranuszanumoHHass wuepapxusi. CoOCTaBJICHHE KpAaTKOM CIPAaBKM O KOMIIAHUH.
OcobenHocTy niepeBoa OQUITUATBHO-IEIOBOTO CTHUIISL.

3. Business in different cultures. /lesioBoe 00meHue B pa3jiM4HbIX KYJbTypax.
Tpaauuuu npuserctBus. [IpaBuia sTHKeTa B pa3anuHbIX KynbTypax. Temsl aius Oecen. BapuaHTol
3aBepuieHus Oecellbl B BexIMBOM (popme. IlpaBuna ncronb30BaHus MOPSAKOBBIX YUCIUTEIbHBIX.
OpueHTUpHI B yKa3aHUU HAINlpaBJICHUSI.

4. Management style and team building. VYmnpaBiendyeckuii  CTWIb,
KOMaHJ1000pa3oBaHue.. YepThl yCIEMHOr0 pyKoBoAUTENA. BinsHue cTuis HA ycrex KOMIIaHUU.
Meunemxment. Menemxkep u nunep. llpunsrue pemenuil. BripaxkeHue coriacus, HecOIacus.
IToctpoenue B3aummooTHolIeHHH. CoBellaHus. YcClOBUS ycCIEIIHOCTU coBewlanuil. Hamucanue
nenoBoro otuera. Onucanue rpadukos, TaOIUL.

5. Marketing. [Ipogaxu. VccrenoBanusi pplHKa Kak YCJIOBUSI YCHEIIHOrOo OW3Heca.
Baxnocte ¢unrancoBoro otuéra. HaBplku mo mpogaxe TtoBapoB. CTaHmapT kavecTtBa. PedeBoii
STUKET: KOPPEKTUPOBAHNE BHICKA3bIBAHUH.

6. Business writing. . TpeGoBanus k odopMiIeHHIO eI0BOT0 nucbMa. OCOOEHHOCTh
IMCEM IO 3JIeKTpoHHOH moute. IIpocToe xommepueckoe nucbMo. OCOOEHHOCTH COCTABIIEHUS U
nenoBeix mnuceM. CroBa-kanbku. Bup gemoBoro muceMma: 3ampoc. Bua ngenoBoro muchMma:
npeninoxenue. CokpalieHusi, UCI0JIb3yeMbIE B JIEJI0BOM nepenucke. Bua nenoBoro nucbma: 3axas.

7. Business interaction and communication. Negotiations. Ycneninsie neperoBopsl.
OcHOBHBIE yMEHHUsS YCICIIHOTO Y4YacTHUKa meperoBopoB. lloamucanune kontpakta. [IpuHIIUIBI
paboThI ¢ KITMEHTAMH.

8. Business strategy and Innovations. YcioBus pocra 6uszHeca. Biausiuue crparerun
Ha ycrex. BiusHue KoHKypeHUuu Ha OusHec. CrocoObl MPOJABHMIKEHUS KOMIAHUM Ha pHIHKE.
Pexnama kak nHHOBaI M.

9. Global Economy. OcoOennoctu oOmeHus 3arpanuneii. Komy Bbiromna
robanmu3anus? Paktopsl, Baustomue Ha riaodanusamnuio. Bausnue BTO Ha sxonHomuky. JlenoBsie
MOE3KH (B a9pOIOPTy, B OTEIE).

10. Research. What research methods are you aware of? What methods are most
frequently wused in philology? Co3manue TekcTa HAyYHO-HCCIENOBATENbCKONW  pPaboThI,
aHHOTHPOBAHKE B paMKaxX Hay4yHOT'O JUCKYypca.

5. O0pa3oBare/bHbIe TEXHOJIOTHH, MCHOJb3yeMble NPH OCYLIECTBJIEHHH 00pPa30BATEJIbLHOIO
npouecca no JTUCHHUIVINHE

B npouiecce o0yueHust HCHOIB3YIOTCS Clleyolre 00pa3oBaTelbHbIE TEXHOIOTHH:

BeonHas sexknms-0ecefa — 1ae€T IEPBOE LENOCTHOE IPEACTABICHUE O IUCLUUIUIMHE U
OPUEHTHPYET CTyJEHTAa B CHCTEME HW3Yy4YEHUs NaHHOW AUCUMILIMHBL. CTyIEHTHl 3HAKOMSTCS C
Ha3HAuYE€HUEM M 3aJjauaMH Kypca, €ro poJibl0 1 MECTOM B CHUCTeME Y4YeOHBIX AMCLUIUINH, JAeTcCs
KpaTkuii 0030p Kypca, aHAJIU3 PEKOMEHAyeMOH ydeOHO-MeToauueckor nuteparypsl. Ha mexium
TakXke 0OBACHIIOTCS OpraHU3alMOHHBIE 0COOEHHOCTH paboThI B paMKax Kypca.

[IpakTHyeckoe 3aHsITHE — 3aHSATHE, MOCBSIIEHHOE OCBOCHHUIO KOHKPETHBIX YMEHHH U
HaBBIKOB M 3aKPEIUICHUIO MOTYYEHHBIX NPH 00BICHEHUU 3HAHUH.

KoncynbTauum — BuJ y4eOHBIX 3aHATUH, SBISIIOIIMKICS OJHOM M3 (GOpPM KOHTPOJS
caMoCTOsITeNbHOW ~ paboThl  cTyAeHToB. Ha  KOHCynbTamusx 1o  Tpock0e  CTYACHTOB
paccMmarpuBaroTCs HauOojiee CIIOKHBIE MOMEHTHI IpPH OCBOCHHM MaTepuala TUCIUILIMHBI,
IIpenojaBaTesib OTBEYACT HAa BOIPOCHI CTYAEHTOB, KOTOPHIE BO3HUKAIOT y HHUX B IIpoliecce
CaMOCTOSITENIbHOM pabOTHI.

Kpome Toro, B uncio popm paboTsl co CTyIeHTaMU BXOJAUT: paboTa B Oubmuoreke, pabora
¢ MpogeCCUOHATBHBIMU 3JIEKTPOHHBIMH PECYpCaMH Ha Pa3HBIX S3bIKaX.

B mpomecce 0o0ydeHuss HCIONB3YIOTCS CJEIYIOIIME TEXHOJIOTUU 3JIEKTPOHHOro OOyueHHs u
JUCTAHIIMOHHBIE 00pa30BaTeNbHbIE TEXHOJIOTHH:
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DJIEKTPOHHBIN y4eOHBbIH KypC N0 AHCHUILUINHE «AKaJAeMHYecKoe M JeJoBoe Oo0lIeHHe Ha
HHOCTPAaHHOM si3bIke» B LMS JiiekTponnslii yauepcuter Moodle SIpI'Y, B koTopom:
- NpPEJCTaBICHbl 3aJaHHusi JUIsl CaMOCTOSITENbHOW paboThl 0O0ydYaromMXcsi IO TeMaMm
JVCLUIUIMHBL,
- OCYIIECTBIISIETCS] IPOBEJEHUE OTAEIIbHBIX MEPOIIPUATHI TEKYILLEr0 KOHTPOJIS YCIEBAEMOCTU
CTY/ICHTOB;
- IIPEJICTaBJICHbI IPAaBUJIa MPOXO0XKIEHUS IPOMEKYTOUHOM aTTECTALIMU 11O TUCIUIUINHE;
- IPEJCTaBJIEH CIMCOK y4eOHOM JIUTepaTyphl, PEKOMEHyEeMOM 1JIl OCBOCHUS AUCHUILINHBL;
- HOCPEICTBOM  (opymMa  OCYIIECTBISIETCS ~ CHHXpPOHHOe W (WIM)  aCHHXPOHHOE
B3aUMOJIEHCTBHE MEXY 00yUarOIIMMUCS U IIPENoIaBaTeIeM B paMKax U3yYeHUs JUCLUIUINHBL.
6. IlepeyeHbp JIMIEH3MOHHOIO M (WJIHM) CBOOOJAHO PACHPOCTPAHSIEMOIO IPOTIPAMMHOIO
o0ecreyeHusl, MCIOJb3YeMOI0 MPH OCYIIeCTBJIEHHH 00pa3oBaTeIbHOIO Iponecca 1o
AUCHHUILINHE

B mpornecce ocyuiecTBiaeHuss 00pa30BaTeIbHOTO Mpolecca M0 JUCLUILIMHE HCHOIb3YIOTCA:
it pOpMHPOBAaHUS MaTEpPHAJIOB IS TEKYIIETO KOHTPOJS YCIIEBaEMOCTH U  IPOBEACHUS
IIPOMEKYTOUYHOM arrecTauuu, Aas (GOpPMUPOBAHHMS METOIMYECKUX MaTepUalIOB IO TUCLMILIMHE:
nporpammbl Microsoft Office; Adobe Acrobat Reader.

7. IlepeyeHb COBpPEeMEHHBIX NPOPECCHOHAIBHBIX 0a3 JAHHBIX H HH(POPMAIHOHHBIX
CIIPABOYHBIX CHCTEM, MCMOJIb3yeMBbIX NPH OCYIIECTBJIEHHU 00Pa30BaTeILHOIO Mpoiecca o
AUCHUTLINHE

1. Dnexrponnsie katajgoru Hb SApl'VY (http://www.lib.uniyar.ac.ru/opac/bk cat find.php)

2. JInunerit kabuner (http://lib.uniyar.ac.ru/opac/bk_login.php)

3. DnexTponHas 6bubnnoreka yueOHbx Matepuanos Apl'Y

(http://www lib.uniyar.ac.ru/opac/bk cat find.php)
4. DnexTpoHHO-OMOMoTeuHas cucrema «tOpaift» (www. https://urait.ru/)
5. Hayunas onektponHas OuOmmorexka «eLIBRARY.ru» - http://elibrary.ru (cBOOOIHBIIM

JOCTYTI).

8 IlepeyeHr  OCHOBHO M JONOJHHUTENbHOHM  y4eOHOH  JIMTEpaTypbl, PpecypcoB
HH(OPMALIOHHO-TEJIeKOMMYHUKAIMOHHOH ceTH «HTepHeT», HeOOXOAMMBIX [IJIsi OCBOCHHS
AHCUHMILINHBI

a) OCHOBHasI JIMTEPATypPa

1. Axrnuiickuii s3bik g akagemudeckux ueneid. English for Academic Purposes: yueGHoe
nocodue as By30B / T. A. bapanosckas, A. B. 3axaposa, T. b. [Tocnienosa, 0. A. CyBopoBa; moj
penakuueit T. A. bapanosckoil. — 2-e u3a., nepepad. u qon. — Mocksa: M3natenscTBo FOpaiiT,
2022. — 220 c¢. — (Bsiciiee obpazoBanue). — ISBN 978-5-534-13839-9. — TekcT: 371eKTpOHHBIN
/I ObpazoBarenbHas miardopma FOpait [caiit]. — URL: https://urait.ru/bcode/489787

2. Yukunesa, JI. C. AHramiickuil s3pIk A myOnuuHbIX BbIcTyruleHui. English for Public
Speaking: yue6HOe mocobue st GakamaBpuara u maructparypsl / JI. C. YukuneBa. — 2-e¢ u3f.,
ucnp. u gon. — MockBa: M3natensctBo HOpaiit, 2018. — 209 c. — (bakasaBp u Marucrp.
Monyns). — ISBN 978-5-534-00594-3. — Tekct: anexTponnbiit / OOpa3oBaTenpHas miaTdGopma
FOpaiit [caiiT]. — URL: https://urait.ru/bcode/414196

0) 10NOJIHUTEIbHAS JIUTEpaTypa
1. Taylor, John. Career Paths Business English = JlenoBoii anrnuiickuii / J. Taylor, J. Zeter. —
Newbury: Express Publishing, 2012.
2. Mensiino, B. B. Axkagemunueckoe mucbmo. Jlekcuka. Developing Academic Literacy:
yuebHoe nocobue /i By3oB / B. B. Mensiino, H. A. Tynsakosa, C. B. Uymunkun. — 2-e
u3a., uctp. u gom. — MockBa: M3gatensctBo IOpaiit, 2022. — 240 c. — (Beicmiee


https://urait.ru/
http://elibrary.ru/
https://urait.ru/bcode/489787
https://urait.ru/bcode/414196
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obpazoBanue). — ISBN 978-5-534-01656-7. — Tekct: anekTpoHHslii // Obpa3oBarenbHas
mnatdopma FOpaiit [caiit]. — URL: https://urait.ru/bcode/491693

3. Sxymesa, . B. Anrmuiickuii 5361k (B1). Introduction Into Professional English: yue6umnk
U npakTukyM s By3oB / . B. Skymea, O. A. JlemuenkoBa. — 3-€ u3., UCIP. ¥ JOI. —
Mocksa: U3narensctBo FOpaiit, 2022. — 148 c. — (Bricuiee o6pazoBanue). — ISBN 978-
5-534-07026-2. — Texkcr: anmekTpoHHbIi // O6pa3oBarenbHas miatdopma KOpaiit [caidT]. —
URL: https://urait.ru/bcode/490159

9. MaTepuaJbHO-TeXHUYECKasi 6a3a, HeoOXoMUMasi Jisl OCYIIECTBJIEHUsSI 00pPa30BaTeILHOIO
npoiecca no AUCHUIINHE

MarepuanbHo-TeXHHUYECKass 0aza, HEOOXoaumas Jisi OCYIIECTBICHUS OOpa30BATEILHOTO
nporiecca 1o JUCIUILIMHE, BKIIOYAeT B CBOM COCTAB CICIHAIbHBIC TOMCIIICHHS
-y4eOHbIC ayJUTOPHUU JJIsl MPOBEICHHS 3aHSATHH JICKIMOHHOTO THIA M MPAKTHYCCKHX 3aHSATHIA
(cemuHapoB);

- yueOHbIC ayTMTOPHH IS TIPOBEICHUS TPYIIIOBBIX M WHAWBHYaIbHBIX KOHCYJIbTAIIHA,

- y4eOHbIC ay TUTOPHH ISl TIPOBEIICHHSI TEKYIIEr0 KOHTPOJIS U IPOMEXYTOYHON aTTeCTallnY;

- MOMEUICHHUS JJIsl CAMOCTOSITENTHON pabOTHI;

- TMOMENICHHS JUIS XpaHEHHs M NPO(UIAKTHYECKOrO OOCITYy)KUBAaHUS TEXHHUYECKUX CPEICTB
o0ydeHusl.

CrienuaiipHble  TIOMEIICHUS! YKOMIUICKTOBAHBI CPEICTBAMHM OOYYCHUs, CIYXKAIIUMHU JIJIs
npeacTaBieHus yueOHoM nHpopmanuu.

Jiis mpoBeieH sl 3aHATUI JICKIIHOHHOTO THIIA MPEJIararoTcsi HabOphl JEMOHCTPAIIHOHHOTO
000py/IoBaHUSI W y4eOHO-HAIVISAHBIX TOCOOMH, XPaHAIIMECS Ha 3JICKTPOHHBIX HOCUTEISIX U
00ECIeYNBAOIINE TEMAaTHYECKUE WILTIOCTPAIMH, COOTBETCTBYIOIIUE pPa0OYMM Iporpammam
JMCIUILIHH.

[ToMenieHust asi CaMOCTOSITENILHOW Pa0OThI OOYYAIONIMXCS OCHAIEHBl KOMITBEOTEPHOMN
TEXHUKOH C BO3MOXKHOCTBIO MOJKIIOYCHUS K ceTh «VHTepHeT» M oOecrnedeHueM JoCTyra B
AIIEKTPOHHYIO MH(POPMAIMOHHO-00pa30BaTENBHYIO CPEy OpraHNu3aIHH.

Uncno mocaiouHBIX MECT B JIGKIMOHHOM ayIuTOpHH OoJblie JHOO PaBHO CHHCOYHOMY
COCTaBY TMOTOKA, a B ayJIMTOPHH JUIS MPAKTHYSCKUX 3aHATHH (CEMHHApOB) — OOJIbINE JIMOO PaBHO
CIIMCOYHOMY COCTaBY I'PYIIIBI 00YYarOIINXCS.

ABTOp:

3am. nupektopa MHCTUTYTa HHOCTpaHHBIX Hannanosa C.B.
S3BIKOB, JIOLIEHT Kadeapbl HHOCTPAHHBIX

S3BIKOB TYMaHUTAPHBIX (DaKyIbTETOB, K.II.H.


https://urait.ru/bcode/490159
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IIpunoxenne Nel k paboueii mporpaMme AU CUHUIIIMHBI
«AKaaeMn4yecKoe U J1eJ10Boe 001IeHne HA HHOCTPAHHOM f3bIKE)

DoH/I OLIEHOYHBIX CPEICTB
JJIS1 IPOBe/IeHNs] TEKYIIel ¥ MPOMeKYTOYHOI aTTeCTALMHU CTYIeHTOB
1Mo JUCIHMILINHE

1. KoHTpoJibHBbIE 3aJaHNSI M HHbIE MATEPHUAJIbI,
HCMOJIb3yeMble B MIPOLiecce TeKYIEro KOHTPOJIsS yCIeBaeMOCTH

(dannvle 3a0anus Mocym GbINOIHAMBCSA CIYOEHMOM CAMOCOSMENbHO, 6 MAKOM Clyyde
npenooasameinem 8 00a3amenbHOM nopsioke He nposepsitomcs. Taxoce OanHvle 3a0aHUs MO2Yym
UCNOIbL306aMbCA Npenodasamenem 0 meKywe2o KOHmpos cgopmuposannocmu YK-4
unouxamopwvl U-YK-4.1 u U-YK-4.2; OIIK-1 unouxamopwr U-OIIK-1.1 u U-OIIK-1.2; IIK-6
unouxkamopwl U-11K-6.1 u U-11K-6.2)

Paznea 1.
Text 1.
Read the text. Summarize it. Translate into Russian

Jobless young people a big problem

A new report says the number of young people without a job is still very high in many countries.
There are currently 73 million people around the world aged 15-24 who want to work but cannot
find a job. The International Labour Organization (ILO) said that although youth unemployment is
coming down in rich countries, it is rising in most of Asia, the Middle East, North Africa and
Brazil. The youth unemployment rate in China increased from 9.3 per cent in 2010 to 10.6 per cent
last year. Economists say it will be 11.1 per cent in 2016. In Brazil, the figure for youth
unemployment was 14 per cent at the beginning of this year, but is now almost 16 per cent. The
ILO warns that youth employment worldwide is set to rise. The ILO said it is difficult for many
young people who are looking for work. It said: "It's still not easy to be young and starting out in
today's labour market." It is particularly bad for many young women. The highest rate of youth
unemployment around the world is for women in the Middle East and North Africa. This figure is
around 45 per cent. There are many reasons for the gloomy figures for youth unemployment. One
major factor is the global financial collapse of 2008. Many countries have still not recovered from
that. The ILO says youth unemployment is not just important for a country's economy. It also
affects health, social unrest and levels of people's happiness.

Writing
Young, jobless people should have to do voluntary work. Discuss.

True / False

a) There is a total of 73 million people in the world without a job. T / F

b) The number of unemployed young people in rich countries is falling. T / F

c¢) Youth unemployment in China has gone up since 2010. T / F

d) A labour organization (the ILO) said youth unemployment is set to fall. T/ F

e) The ILO said it is easy for most young people looking for their first job. T/ F
f) Unemployment is worst for women in the Middle East and North Africa. T/ F
g) The 2008 global financial collapse is a reason for youth unemployment. T / F

h) The ILO said youth unemployment only affected the economy. T / F

Synonym Match

\ \ Answers ‘




1
2
3
4
5
6
7
8
9
1

. young people
. currently

. coming down
. figure

. Tise

. difficult

. starting out

. particularly

. gloomy

0. affects

a. number

b. increase

c. beginning
d. problematic
e. presently

f. dark

g. youth

h. hurts

1. falling

J. especially

l.g
2.

3.1
4.a
5b
6.d
7.c
8.
9.f
10.h

Discussion — Student A
a) Should young people do voluntary work to get experience?

b) Why do you think unemployment is particularly bad for women?
c) What reasons are there for high youth unemployment?

d) What do you know about the global financial collapse in 2008?
e) What effect does youth unemployment have on health?

f) What can young people do if they do not have a job?

g) How would you feel if you had no job for a long time?

h) What questions would you like to ask the ILO?

Phrase Match

1. the number of young people without a. for work

2. youth unemployment is coming b. is set to rise
3. it is rising in c. market

4. increased from d. figures

5. youth unemployment worldwide e. most of Asia
6. looking f. 9.3 per cent
7. starting out in today's labour g. unrest

8. particularly h. down in rich countries
9. gloomy 1.ajob

10. social j. bad

Discussion — Student B
a) How easy or difficult is it to find a job in your country?
b) What do you think about what you read?
¢) Why is it so difficult for young people to find a job?

d) Have you ever had problems finding a job?

e) What can young people do to find a job?
f) What problems are there with youth unemployment?
g) Is it better to go to another country to find a job?

h) What job would you really like to do?

Read the text. Summarize it. Translate into Russian

Applying for jobs (https://lingua.com/businessenglish/reading/#exercises)

13

Henry graduated from college with a degree in Elementary Education, and began searching for jobs.
While doing an internship previously as a university student, he discovered his greatest strength and
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interest was teaching children in a regular classroom setting. He also had previous volunteer
experience as a camp and youth counselor.

He therefore decided to focus his job hunt on elementary schools in his state. First, he prepared and
printed a neat and comprehensive CV, highlighting his educational background, work and volunteer
experiences. He then added a section pointing out his other skills in such areas as foreign languages
and computer programming. Finally, he added a segment about his interests, and listed some
personal references.

Once the CV was ready, Henry checked for job openings daily. Much of his search was done on the
internet, researching elementary schools in the area - there were none in his hometown, which was
just a tiny village. He also chatted with people and asked his acquaintances about any job openings,
as he’d heard that this kind of “networking” was important. He also checked internet job boards.

After a few weeks, Henry discovered a possible job vacancy at a school about 15 miles from his
home. He wrote a nice cover letter, outlining his background and expressing his interest in the job.
Then he attached his CV, and mailed the application. One week later, the school called him — they
asked him to come in for an interview!

Answer the following questions:

Question 1:

Henry's college degree was in...

a Internships

b Career Counseling

¢ Elementary Education

d Computer Programming

Question 2:

For his job search, Henry prepared a comprehensive...
aCVv

b DC

c¢CD

d Skill

Question 3:

One of Henry's other skills was...

a Foreign languages

b Personal references

¢ Mailing letters

d Text messaging

Question 4.

Henry also checked for job postings on the...
a Radio

b Sports page

¢ Cover letter

d Internet job boards

Question 5:

Henry discovered a possible job vacancy...
a at a nearby camp

b overseas

¢ before doing an internship

d about 15 miles from his home

Pazgea 2.
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Read the text. Summarize it. Translate into Russian

THE CHALLENGE OF DEFINING CULTURE

Culture is the complex system of meaning and behavior that defines the way of life for a given
group or society. It includes beliefs, values, knowledge, art, morals, laws, customs, habits,
language, and dress, among other things. Culture includes ways of thinking as well as patterns of
behavior. Observing culture involves studying what people think, how they interact, and the objects
they use. In any society, culture defines what is perceived as beautiful and ugly, right and wrong,
good and bad. Culture helps hold society together, giving people a sense of belonging, instructing
them on how to behave, and telling them what to think in particular situations. Culture gives
meaning to society. Culture is both material and nonmaterial. Material culture consists of the
objects created in a given society its buildings, art, tools, toys, print and broadcast media, and other
tangible objects, such as those discussed in the chapter opener. In the popular mind, material
artifacts constitute culture because they can be collected in museums or archives and analyzed for
what they represent. These objects are significant because of the meaning they are given. A temple,
for example, is not merely a building, nor is it only a place of worship. Its form and presentation
signify the religious meaning system of the faithful. Nonmaterial culture includes the norms, laws,
customs, ideas, and beliefs of a group of people. Nonmaterial culture is less tangible than material
culture, but it has a strong presence in social behavior. Examples of nonmaterial culture are
numerous and found in the patterns of everyday life. In some cultures, people eat with utensils, in
others, people do not. The eating utensils are part of material culture, but the belief about whether to
use them is nonmaterial culture. It is cultural patterns that make humans so interesting. Is it culture
that distinguishes human beings from animals? Some animal species develop what we might call
culture. Chimpanzees, for example, learn behavior through observing and imitating others, a point
proved by observing the different eating practices among chimpanzees in the same species but
raised in different groups. Others have observed elephants picking up the dead bones of other
elephants and fondling them, perhaps evidence of grieving behavior. Dolphins are known to have a
complex auditory language. And most people think that their pets communicate with them.
Apparently, humans are not unique in their ability to develop systems of communication. But some
scientists generally conclude that animals lack the elaborate symbol-based cultures common in
human societies. Perhaps, as even Charles Darwin wrote, “The difference in mind between man and
the higher animals, great as it is, certainly is one of degree and not of kind”. Studying animal groups
reminds us of the interplay between biology and culture. Human biology sets limits and provides
certain capacities for human life and the development of culture. Similarly, the environment in
which humans live establishes the possibilities and limitations for human society. Nutrition, for
instance, is greatly influenced by environment, thereby affecting human body height and weight.
Not everyone can swim like Michael Phelps or lob a tennis ball like Venus and Serena Williams,
but with training and conditioning, people can enhance their physical abilities. Biological limits
exist, but cultural factors have an enormous influence on the development of human life.

Exercises.
Answer the questions below using the following phrases:

In my view/ in my opinion/to my mind
- Is it possible to find words to define something so vast as the way of life of a people?

- Does a person who “looks Korean” and who has lived in the United States most of his or her
life belong to Korean or American culture?

- Is eating rice for breakfast a behavior that makes someone Korean?
- Is an ability to speak Korean a characteristic that makes someone Korean?
- Are ethnic Koreans who speak English or Spanish not Korean?
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Text 2.
Skim the article. Write down what the main theme of the text is. Translate into Russian

The European Union (EU) is an economic and political alliance that began in 1952 with 6 member
countries. The alliance has expanded several times to eventually include 27 members in 2007. The
EU’s goal is to eliminate legal barriers to the free movement of people (including labor), goods,
services, and capital across member countries’ borders. We focus on the European Union in this
chapter for several reasons. First, the EU is investing heavily in education and research to boost its
international competitiveness and to ensure that Europeans have the skills necessary to thrive in
the 21st century (Bologna Declaration 1999). The EU is also offering scholarships to attract the
world’s “super-scholars,” and it is working to open its higher education institutions to the rest of the
world, thereby challenging the United States’ dominance as a host country to international
students (Riding 2003; Dillon 2004; Lee 2004). Second, the U.S. Department of Education
routinely compares its students and education system with foreign, especially European,
counterparts on a host of attributes, including teachers’ salaries, reading scores, scientific literacy,
per capita spending on education, and access to educational opportunities. This comparative
analysis allows an assessment of U.S. strengths and weaknesses relative to those of other countries.
Third, the United States was the first country in the world to embrace the concept of mass
education. In doing so, it broke with the European view that education should be limited to an elite
few. Europeans observed the American experiment with mass education, and their early
impressions offer important, lasting assessments about the cultural values that the American system
of public education promotes. In particular, the U.S. system seems to create students who (1) are
preoccupied with knowledge as it applies to income generation and wealth creation, (2) value
personal observations over accumulated knowledge and experience with other ways of life, (3)
come away with a belief that the ideal person is self-made and able to transcend societal forces, and
(4) place high value on educational achievement but not on the dedicated study needed to attain it
(Hamilton 1883, Combe 1839).

Exercises

1. Give titles to texts I and 2.

2. Match the terms from A with their definitions from B:

A: 1) life chances, 2) mores, 3) group, 4)glass ceiling, 5) socialization, 6) role

B: a) popular concept referring to the limits that women and minorities experience in job mobility

b) a collection of individuals who interact and communicate, share goals and norms, and who have

a subjective awareness as ‘“we”

¢) strict norms that control moral and ethical behavior

d) the opportunities that people have in common by virtue of belonging to a particular class

e) behavior others expect from a person associated with a particular status

f) the process through which people learn the expectations

3. Add some other facts regarding education in your country after those you read below:
About 80 percent of American 15-year-olds expect to have a high-skilled, white-collar job
by age 30. Less than 50 percent of Czech, French, and German 15-year-olds expect to have
such a job by that age.
Less than 10 percent of American high school students are enrolled in vocational programs.
Depending on the country, 35.6-80.7 percent of European students are enrolled in such
programs.
The United States is one of the few countries in the world that does not require students to
learn at least one other language. In European Union countries mandatory foreign language
study begins as early as age five.
Relative to their European counterparts, U.S. teachers spend more hours in direct contact
with students.
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Pazpmea 3.

Read the text. Summarize it. Translate into Russian
(https://learnenglish.britishcouncil.org/business-english/)

Much of today's business is conducted across international borders, and while the majority of the
global business community might share the use of English as a common language, the nuances and
expectations of business communication might differ greatly from culture to culture. A lack of
understanding of the cultural norms and practices of our business acquaintances can result in unfair
judgements, misunderstandings and breakdowns in communication. Here are three basic areas of
differences in the business etiquette around the world that could help stand you in good stead when
you next find yourself working with someone from a different culture.

Addressing someone

When discussing this topic in a training course, a German trainee and a British trainee got into a hot
debate about whether it was appropriate for someone with a doctorate to use the corresponding title
on their business card. The British trainee maintained that anyone who wasn't a medical doctor
expecting to be addressed as 'Dr' was disgustingly pompous and full of themselves. The German
trainee, however, argued that the hard work and years of education put into earning that PhD should
give them full rights to expect to be addressed as 'Dr'.

This stark difference in opinion over something that could be conceived as minor and thus easily
overlooked goes to show that we often attach meaning to even the most mundane practices. When
things that we are used to are done differently, it could spark the strongest reactions in us. While
many Continental Europeans and Latin Americans prefer to be addressed with a title, for example
Mr or Ms and their surname when meeting someone in a business context for the first time,
Americans, and increasingly the British, now tend to prefer using their first names. The best thing to
do is to listen and observe how your conversation partner addresses you and, if you are still unsure,
do not be afraid to ask them how they would like to be addressed.

Smiling

A famous Russian proverb states that 'a smile without reason is a sign of idiocy' and a so-called
'smile of respect' is seen as insincere and often regarded with suspicion in Russia. Yet in countries
like the United States, Australia and Britain, smiling is often interpreted as a sign of openness,
friendship and respect, and is frequently used to break the ice.

In a piece of research done on smiles across cultures, the researchers found that smiling individuals
were considered more intelligent than non-smiling people in countries such as Germany,
Switzerland, China and Malaysia. However, in countries like Russia, Japan, South Korea and Iran,
pictures of smiling faces were rated as less intelligent than the non-smiling ones. Meanwhile, in
countries like India, Argentina and the Maldives, smiling was associated with dishonesty.

Eye contact

An American or British person might be looking their client in the eye to show that they are paying
full attention to what is being said, but if that client is from Japan or Korea, they might find the
direct eye contact awkward or even disrespectful. In parts of South America and Africa, prolonged
eye contact could also be seen as challenging authority. In the Middle East, eye contact across
genders is considered inappropriate, although eye contact within a gender could signify honesty and
truthfulness.
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Having an increased awareness of the possible differences in expectations and behaviour can help
us avoid cases of miscommunication, but it is vital that we also remember that cultural stereotypes
can be detrimental to building good business relationships. Although national cultures could play a
part in shaping the way we behave and think, we are also largely influenced by the region we come
from, the communities we associate with, our age and gender, our corporate culture and our
individual experiences of the world. The knowledge of the potential differences should therefore be
something we keep at the back of our minds, rather than something that we use to pigeonhole the
individuals of an entire nation.

Choose the correct answer according to the text:
1. The British trainee felt that the people who want to be addressed as 'Dr' must be ...
b. hard-working.
c. conceited and self-important.
d. doing a medical degree.
e. from Germany.
2. If you are not sure how to address someone, you should ...
a. use the title you see on their business card.
b. make your decision based on cultural stereotypes about their country.
c. address them the way you'd like to be addressed.
d. ask them what they would like you to call them.
3. There might be a misunderstanding if an American smiles at a Russian business associate
because the Russian might think that the American is ...
a. fake.
b. challenging their authority.
c. trying to break the ice.
d. disrespectful.being
4. The Japanese, South Koreans and Iranians might interpret a smiling face as being ...
friendlier.
less open.
not as intelligent.
dishonest.
5. Americans and British people sometimes use eye contact to show that they ...
like the speaker.
are really listening to what is being said.
are honest and truthful.
are attending to every need of the speaker
6. T he last paragraph warns the reader not to ..
a. engage in international business.
b. let national cultures shape the way we behave and think.
c
d

e oe

a0 o

let miscommunication damage our business relationships.
overgeneralise using our knowledge of cultural stereotypes.

Task 2

Are the sentences true or false?

1. When doing business internationally, there is a possibility that we might misinterpret what each
other is saying even though we are speaking the same language.

2. To the German trainee, having a PhD is equivalent to being a medical doctor.

3. Sometimes, the smallest things can trigger a huge emotional response in us, especially when they
are things we are not used to.
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4. In the research done to the perceptions of smiles, people from different countries were asked to
rate photos of smiling faces and nonsmiling faces.

5. Making eye contact can be interpreted in different ways in different cultures but is almost always
a positive thing.

6. The writer recommends keeping possible cultural differences in the forefront of our minds when
doing business with people with different cultures.

Discussion
What practices have you encountered that seemed strange or even inappropriate to you?

Pazpea 4.

Text 1.
Read the text. Summarize it. Translate into Russian

Cultural expectations and leadership
(https://learnenglish.britishcouncil.org/business-english/)

Read an article about the different cultural expectations of a leader.

Before reading
Do the preparation task first. Then read the text and do the exercises.

Preparation task
Match the definitions (a—h) with the vocabulary (1-8).

Vocabulary Definition
l.o...... vague
2. ... to carry out a task
3. democratic
4. ...... a hierarchy
Soi. to come up with
6....... resentment
Toeen. to be perceived
8 el to have initiative

a. to perform or complete a job or activity

b. unclear, not specific or definite

c. a system where members are ranked according to status or authority

d. based on the idea that everyone is equal and should be involved in making decisions
e. to think of something such as an idea or plan

f. to be seen or understood in a certain way

g. to have the ability to take action without someone telling you what to do next

h. dissatisfaction and bad feelings from being treated unfairly

Reading text:

Cultural expectations and leadership

Gabriela worked for a multinational company as a successful project manager in Brazil and
was transferred to manage a team in Sweden. She was excited about her new role but soon realised
that managing her new team would be a challenge.

Despite their friendliness, Gabriela didn’t feel respected as a leader. Her new staff would
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question her proposals openly in meetings, and when she gave them instructions on how to carry
out a task, they would often go about it in their own way without checking with her.

When she announced her decisions on the project, they would continue giving their opinions
as if it was still up for discussion. After weeks of frustration, Gabriela emailed her Swedish
manager about the issues she was facing with her team. Her manager simply asked her if she felt
her team was still performing, and what she thought would help her better collaborate with her team
members. Gabriela found her manager vague and didn’t feel as if he was managing the situation
satisfactorily.

What Gabriela was experiencing was a cultural clash in expectations. She was used to a
more hierarchical framework where the team leader and manager took control and gave specific
instructions on how things were to be done. This more directive management style worked well for
her and her team in Brazil but did not transfer well to her new team in Sweden, who were more
used to a flatter hierarchy where decision making was more democratic. When Gabriela took the
issue to her Swedish manager, rather than stepping in with directions about what to do, her manager
took on the role of coach and focused on getting her to come up with her own solutions instead.

Dutch social psychologist Geert Hofstede uses the concept of ‘power distance’ to describe
how power is distributed and how hierarchy is perceived in different cultures. In her previous work
environment, Gabriela was used to a high power distance culture where power and authority are
respected and everyone has their rightful place. In such a culture, leaders make the big decisions
and are not often challenged. Her Swedish team, however, were used to working in a low power
distance culture where subordinates often work together with their bosses to find solutions and
make decisions. Here, leaders act as coaches or mentors who encourage independent thought and
expect to be challenged.

When Gabriela became aware of the cultural differences between her and her team, she took
the initiative to have an open conversation with them about their feelings about her leadership.
Pleased to be asked for their thoughts, Gabriela’s team openly expressed that they were not used to
being told what to do. They enjoyed having more room for initiative and creative freedom. When
she told her team exactly what she needed them to do, they felt that she didn’t trust them to do their
job well. They realised that Gabriela was taking it personally when they tried to challenge or make
changes to her decisions, and were able to explain that it was how they’d always worked.

With a better understanding of the underlying reasons behind each other’s behaviour,
Gabriela and her team were able to adapt their way of working. Gabriela was then able to make
adjustments to her management style so as to better fit the expectations of her team and more
effectively motivate her team to achieve their goals.

Tasks

Task 1
Are the sentences true or false?
1. Gabriela’s management style worked well with her team in Brazil but not with her team in
Sweden.
2. Gabriela’s team questioned her proposals and her decisions because they didn’t trust or respect
her.
. Gabriela was satisfied with her Swedish manager’s way of dealing with her problem.
. Gabriela found it helpful to talk openly with her team about the differences in their expectations.
. Gabriela faced a problem with her Swedish team because her management style was old-
fashioned and wrong for the modern world.
6. The author believes that people from high power distance cultures and low power distance
cultures should never work together.

W B~ W

Task 2
Write the sentences in the correct group.
1. The manager gives the team detailed instructions on what to do.
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2. The manager makes the big decisions.

3. Team members do not usually challenge the manager.

4. The manager acts as a guide but encourages input from the team.
5. The manager gives specific advice to help solve problems.

6. The manager involves the team in making decisions together.

7. The manager has a lot of control over what happens.

8. Team members can take the initiative to do things their way.

9. The manager encourages the team to find their own solutions.
10. Team members can often challenge the manager.

Expectations in a high power distance culture | Expectations in a low power distance culture

Discussion
What do you think the role of a manager should be?

Text 2.

Delegating (https.//learnenglish.britishcouncil.org/business-english/)

Delegating means trusting someone else in your team with work and responsibilities. Why is it
so important, and how can we do it better?

Before reading

Do the preparation task first. Then read the article and do the exercises.

Preparation task

Match the definitions (a—h) with the vocabulary (1-8).

Vocabulary Definition

Io...... leadership
2.0, burnout
3. overworked
4. ...... to arise
5....... to hand over
6....... to oversee
Toonnnn. to discourage
8. ...l innovation

a. made to work too hard

b. the development and use of new ideas and methods

c. the set of characteristics that make a good leader

d. to begin to happen or be noticed

e. extreme physical and emotional tiredness because of working too much or in continuing
conditions of stress

f. to give something to someone else

g. to watch or organise an activity to make sure it is being done correctly

h. to make someone feel less confident, enthusiastic or willing to try something

Delegating
It might be tempting to think you can do everything faster and better than your team members. It
might be hard to hand over tasks you enjoy doing. But attempting to do everything all by yourself
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shows poor leadership and can end in personal burnout. You end up overworked, stressed and
unable to be the leader your team needs.

Leading a team brings new responsibilities and challenges, and managers need to learn to delegate
as much as possible. That means sharing or transferring some of your responsibilities, and trusting
other people to do some of the work that you normally do.

Effective delegation gives you the time and space to offer the support needed, deal with the
problems that arise and keep an eye on the bigger picture — things that a leader should be doing.

As you consider what tasks to delegate, here are five tips on how you can delegate effectively.

1. Start with smaller tasks

If you’re worried about handing over large projects, start by delegating the smaller tasks that don’t
require much overseeing. This will also give your team members time to get used to their new
responsibilities.

2. Delegate tasks that will develop your team members

Delegation shouldn’t just be about reducing your workload. It should also be about developing your
team and giving them learning opportunities. Choose tasks that help their professional development,
and allow them time to get better at doing them. By passing on work you are good at doing yourself
and training your team members to do it, you’re helping them grow professionally.

3. Delegate tasks to people who might like them

A good team leader knows their team well and knows which tasks would suit which person best.
Don’t just delegate tasks you don’t like doing. When people are doing tasks they enjoy, they’re
more motivated to do the best job they can do.

4. Trust your team

After handing over a task, some managers regularly look over their staff’s shoulders and correct
every action they see. This is called micromanagement — a style of management where a manager
watches and controls what their team is doing too closely. Micromanaging takes almost as much
time as doing the task yourself. It’s also demotivating for your team, and discourages creativity and
innovation. When we delegate, we need to be able to trust that things will get done, just not in the
exact way we would do them.

5. Offer support

As a team leader, you need to set clear goals and expectations, communicate timelines and offer
guidance where needed. Don’t expect your team members to read your mind and understand your
expectations when you haven’t given them the necessary information. Check in regularly to make
sure everything is on track.

It is not easy to delegate, and it takes practice to do it effectively. But it is by sharing
responsibilities that we can become a valuable team player and a true leader.

Task 1

Choose the five tips included in the article.

___Delegate smaller tasks first.

___Delegate only when you feel you have too much to do.

__ Get organised and set up a system for sharing out tasks.

___Explain the importance of a task and how it fits into the bigger picture.
__Delegate tasks that can help team members grow.

___Delegate tasks that might motivate individual team members.

__Avoid criticising ways of doing the tasks that might be different from yours.
___Make sure team members know what you want them to do.

Task 2

Read these sentences and circle the correct word.

1. If someone feels extremely tired and overworked, they may be suffering from
a. burnout b. micromanagement c. delegation
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. Being able to delegate shows good .

. domination b. leadership c. micromanagement

. Delegating tasks gives leaders more time to deal with problems that

. arise b. happen c. spring

. When we delegate, we earn the time and space to take on the role of a team
. player b. expert c. leader

. It’s important to see delegation as an opportunity for professional

a. development b. leadership c. responsibility

6. While leaders shouldn’t micromanage, they still need to the tasks and ensure that
goals are met.

a. correct b. set c. oversee

Do o W N

Discussion
What kinds of tasks do you think you should or shouldn’t delegate?

Pazgea 5.

Five essential marketing trends (https://learnenglish.britishcouncil.org/business-english/)

What are the five essential marketing trends that your company needs to know about to move with
the times?

Before reading
Do the preparation task first. Then read the article and do the exercises.

Preparation task
Match the definitions (a—h) with the vocabulary (1-8).

Vocabulary Definition

I...... a retailer

2. ... knowledgeable

3. a consumer

4....... a focus

5o, to be ahead of the game
6....... to move with the times
Teuinn. personalisation

8 eiis to engage with

a. to change your ideas or behaviour as the world changes

b. a person or business that sells things to the public

c. a central or important thing that a company pays attention to

d. knowing a lot

e. the process of changing something according to a particular person’s needs, likes, habits, etc.

f. a person who buys products and services

g. to get involved with or have contact with

h. to know more about new developments in a particular subject or activity than your competitors

Five essential marketing trends (https.//learnenglish.britishcouncil.org/business-english/)
The marketing world moves fast. Technology has changed the way we live and the way we promote

and sell products. In the last ten years, increasing use of social media, online shopping and
platforms like YouTube and Netflix have allowed companies to connect with customers in new
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ways. The number of people who go online every day is still increasing, and the marketing trends
you need to know about right now are digital.

Here are five essential marketing trends that companies must take note of in order to move with the
times.

1. Shopping on social media

Forbes reports that 72 per cent of Instagram users have bought something when using the app and
70 per cent of Pinterest users use the platform to find new and interesting products. Companies can
now create posts that allow users to shop directly on social media instead of companies’ own
websites. This allows retailers to reach their customers more quickly and easily.

2. Focus on customer experience

When a customer comes to your company, you want to make it as easy as possible for them to find
what they need and buy your products. PricewaterhouseCoopers reports that 73 per cent of people
say that customer experience is an important factor when making a buying decision. And when they
say ‘customer experience’, they most value efficiency, friendly and knowledgeable customer
service and easy payment options. Companies that can provide a good customer experience keep
their customers and attract new ones.

3. Personalisation

There are so many marketing messages around us every day that people are very good at ignoring
them, especially ones about products they’re not interested in. So, in order to target the right kind of
customer and connect with them, companies are personalising their marketing content. This is
made possible by the data that people generate through their internet searches, online shopping
habits and social media use. Online product recommendations, adverts and even the design of the
marketing message itself is adapted to the interests and preferences of individual consumers.
According to a report, although 86 per cent of people were concerned about privacy issues, 90 per
cent were happy to share data about their behaviour if it meant an easier and cheaper shopping
experience. In the same survey, 72 per cent of consumers said they would only engage with
marketing messages that are personalised according to their interests.

4. Video content

According to Forbes, 91 per cent of consumers say they prefer watching interactive and visual
content to reading a traditional piece of information about a product. And consumers are 85 per cent
more likely to buy your product after watching a video about it.

If an advertisement is interesting, amusing or unique, people will search for it online and share it
with their friends. Live videos on social media platforms like Facebook and Instagram are also
known to attract large audiences and get people interacting with companies in the comments, where
they can give feedback and ask questions about the products.

5.SEO

SEO stands for Search Engine Optimisation — the strategies companies use to get themselves high
up in the results lists of search engines like Google, Bing, Yahoo and others. As the internet plays
an increasingly central role in marketing and selling, it is vital for your company to appear in the
search results when someone does a related search. For example, if you sell coffee machines, you
want your website to appear when someone searches for the best coffee machines or even ways of
making coffee.

There is no doubt that the trend of digital marketing and an increased focus on individual customers
is set to continue. Companies hoping to gain a larger market share should constantly update their
marketing strategies to get ahead of the game.

Tasks

Task 1

Are the sentences true or false?

1. Television and newspaper advertisements are still the best ways to promote products.

2. These days, people use social media more, shop online more and choose the videos they want to
watch.
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3. Nearly three-quarters of Instagram users have shopped on the app.

4. Most people say that if they like a product, the buying experience doesn’t matter.

5. Most people will agree to share their data in exchange for a better shopping experience.

6. Videos are a great way for companies to give information about their products and to interact
with their customers.

7. SEO is about making sure people see your product or company when they do the Internet
searches.

8. If your company is already using digital marketing, it doesn’t need to change.

Task 2
Circle the correct marketing trend for each strategy.
1. Advertisements using people’s names to get their attention

a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO

2. A video about how to use your product
a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO

3. Making it possible for people to buy your product on Facebook
a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO

4. Making sure your website contains keywords that people will search for
a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO

5. Customers being able to chat online with a friendly voice from the company to find out more
about the product

a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO
6. Showing clips of models walking around wearing the clothes you’re selling
a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO
7. Making recommendations to customers based on their interests
a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO

8. Making sure that your website is easy to use and customers can find what they want
easily

a. Shopping on social media b. Focus on customer experience
c. Personalisation d. Video content e. SEO
Discussion
How do you think marketing might change in the future?
Paspea 6.

Read the text. Summarize it. Translate into Russian

Business email writing (https://lingua.com/businessenglish/reading/#exercises)

Besides playing a major role in most individuals' personal lives, technology plays a major role in
most businesspersons' professional lives, as it's convenient, reliable, and efficient. From text
messaging to emailing and scanning files to Skyping, high-tech practices are common in
companies.

To benefit as much as possible from these practices, businesspersons must craft and send
professional business emails, or emails that serve an official, company-related purpose and are
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appropriately written. Professional business emails are appreciated by coworkers, customers, and
potential clients alike.

Professional general emails are carefully worded and concise messages about any company subject.
For example, one can send a professional general email to a coworker in regards to supply
information, to a customer in regards to purchase needs, and so on and so forth. It's important that
professional general emails be attentively worded and as brief as possible, to help receivers digest
the enclosed information and requests.

Professional response emails are courteous and useful messages sent to a person or organization that
sent an initial message. For example, a business manager who's asked about his company's outlook
in an email would send a professional response email to address the sender's questions and
concerns. This type of email should provide answers and data that're useful to the recipients, based
upon what he or she stated initially.

Perhaps the most considerable difficulty in sending professional business emails is remaining calm
and official. For example, it might be tempting to send an angry email in response to a customer
complaint, but doing so would negatively impact one's company, reputation, and performance.
Instead, one should form an email response that is collected, helpful, and useful.

The short-term benefits of sending professional business emails are enhanced productivity, optimal
cooperation, and a minimal amount of wasted resources. In the long-term, however, someone who
consistently sends professional business emails will likely develop a professional reputation.

Tasks

Task 1
Answer the following questions of understanding:

1. What are professional business emails?
a. Fun emails exchanged between friends
b. Text messages sent during work
c. Emails that serve an official, company-related purpose and are appropriately written
d. Emails sent in response to other emails
2. What are professional general emails?
a. Unimportant emails sent by a company's president
b. Emails sent to a company's stockholders
c. Carefully worded and concise messages about any company subject
d. None of the above
3. What are professional response emails?
a. Emails sent to ask a question
b. Emails sent for an official, company-related purpose
c. Courteous and useful messages sent to a person or organization that sent an initial message

d. d2and3
4. How should professional response emails be composed?
a. Calmly and professionally
b. Angrily
c. Without consideration for the recipient's concerns
d. Asunprofessionally as possible
5. What are the benefits of sending professional business emails?
a. Improved relationships
b. Effective communication
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c. Saved money
d. All of the above

Task 2

Match the words with a similar meaning.

1. look for a) Yours faithfully
2. receive b) Dear Sirs

3. branch c) ask

4. be able to d) hesitate

5. forward ) soon

6. contact f) subsidiary

7. Gentlemen g) get in touch with
8. inquire h) under separate cover
9. Sincerely yours 1) pass on to

10. reply j) get

11. say that something is correct k) further

12. in another envelope 1) search

13. shortly m) confirm

14. additional n) can

15. delay because you are not sure 0) answer

Pasznen 7.

Read the text. Summarize it. Translate into Russian
Negotiating (https://learnenglish.britishcouncil.org/business-english/)

For some, negotiating is about winning. For others, it’s about compromise. But if we think about it
as a collaboration, often both sides can get what they want.

Before reading
Do the preparation task first. Then read the article and do the exercises.

Preparation task
Match the definitions (a—h) with the vocabulary (1-8).

Vocabulary Definitions
I...... to clash

2. ... to get your (own) way
3. to compromise
4....... collaboration

S50, a misconception

6. ...... a foundation

7ounin. profitability

8 el a quarrel

a. a situation where people work together to achieve the same thing
b. the capacity to make a profit

c. a wrong idea that is based on a failure to understand a situation
d. to get what you want, even though other people disagree

e. to reduce your demands in order to reach an agreement

f. an argument

g. to be in conflict
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h. a base or starting point
Negotiating (https://learnenglish.britishcouncil.org/business-english/)

Whether you’re negotiating a multimillion dollar deal, agreeing on your role in a project or simply
persuading your colleagues to go for Chinese food for lunch, effective negotiation skills can help
you to motivate other people, get the best results and improve profitability.

There is often a misconception that negotiating is about insisting on our point of view to get our
own way. Conversely, others assume that negotiation is all about compromise and that we have to
be ready to forget 50 per cent of what we want.

But thinking of negotiating as either insisting or compromising can damage relationships and leave
both sides feeling as if they’ve lost. According to Fisher and Ury in their best-selling

book Getting to Yes, there is another way. They argue that collaboration is the key to negotiating
successfully, and they illustrate this by telling the story of the Orange Quarrel. It goes like this:

Joey and Jenny are arguing over an orange. In a win—lose situation, Joey might simply take the
orange from Jenny. Joey would then be satisfied but Jenny would be upset and frustrated.
Alternatively, Joey might find dishonest ways of convincing Jenny that she didn’t want that orange
after all. Using this method, Joey might get his way, but he might damage their relationship in the
long run.

If they focus on compromise, Joey and Jenny might decide to cut the orange in half. Their effort to
share means that each of them now has half of what they wanted but neither of them is fully
satisfied.

However, if Joey and Jenny spent some time talking to each other, they might find out that Jenny in
fact wants the orange peel to make a cake. Joey, on the other hand, loves eating oranges and doesn’t
want the peel. In this collaborative scenario, Joey and Jenny are both able to achieve 100 per cent
satisfaction when they realise that Jenny can have all the peel and Joey all the fruit. Yet, according
to Fisher and Ury, too many negotiations end up with half an orange for each side instead of the
whole fruit for one and the whole peel for the other.

The first step to understanding the role of collaboration in negotiations is to realise that it is not
always a competitive situation. One person’s ‘win’ doesn’t have to equal another person’s loss.
Exploring the interests and needs of both parties can help us see solutions we didn’t consider
before.

Here are five things we can do to collaborate when negotiating.

1. Know your objectives.

What are your interests in this? Make a list of the results you’d like to achieve. What are your
priorities? Remember that maintaining a good relationship might be one of your objectives.

2. Separate the people from the issue.

Understand the difference between the content of the negotiation and the people who are
negotiating. Try to be objective and manage your negative emotions.

3. Ask questions and listen.

Some people enter a negotiation prepared with a speech about what they want. But as seen in the
Orange Quarrel, it is important to also understand your negotiation partner’s interests and
objectives. So, ask questions, listen and get an overview of everyone’s situation.

4. Find shared interests.

How different are your interests from your negotiating partner’s? Get to know which interests clash
and which ones are shared. An understanding of shared interests will help you see this as an
opportunity to work together rather than a competitive situation.

5. Look at creative options.

The first solution you think of, for example splitting the orange in half, might not always be the best
one. Think creatively and discuss different alternatives that might work for everyone.
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Most people have positive intentions and they do want to get along, even in potentially tense
situations. By showing that we are professionals capable of collaborating, we can not only please
everyone involved but also set a strong foundation for future negotiations.

Tasks
Task 1

Match the situation (1-3) with the type of negotiation (a—c).
Situation Negotiation

Io...... Joey takes the whole orange and Jenny gets nothing.
2. ... Joey and Jenny split the orange and each of them gets half.
3. Joey and Jenny find out that they each need different parts of the orange. Jenny takes the

peel and Joey takes the fruit.
a. Negotiating by compromise
b. Win—lose negotiation

c. Collaborative negotiation

Task 2

Are the sentences true or false?

1. Negotiating is about how we can insist on our point of view and get what we want.

2. If we don’t want to compromise, then we can’t negotiate.

3. The moral of the Orange Quarrel is that both sides can achieve 100 per cent satisfaction if they
understand each other’s needs and think creatively.

4. One objective in negotiation could be to keep a good relationship with the negotiation partner.

5. We should spend most of our negotiation time telling others about what we want.

6. It is important to understand which of your objectives are shared with the other party as well as
which objectives could be in conflict.

7. We might have the same goals and objectives as our negotiation partner.

8. We should follow our instincts and take the first solution that comes to mind.

Discussion

When would collaboration be the best negotiating strategy? When might other strategies work
better?

Pa3pnea 8.

Read the text. Summarize it. Translate into Russian

Competition (https://lingua.com/businessenglish/reading/#exercises)

Customers might not think about competition when they’re walking through the grocery store or
making an online purchase, but it happens to be a cornerstone of business and the free economy that

impacts every single thing that’s bought and sold. Technically, competition consists of the
cumulative force of actions taken by companies that’re designed to improve their market standing,
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sales, and ultimately, profits. But really, competition is simply what allows businesses to try and get
ahead of each other, and consumers to get the best possible value.

Like many business ideas, competition is best explained through an example. Imagine that a
company opens a profitable retail location and sells bread at an enormous profit. After another
company notices all the profits that’re being made through bread sales in this neighborhood, they
may open a store of their own and undercut the competition, or sell similar items or services for
lower prices. The first company may respond by lowering their own prices (so they sell more bread
to their former customers, who’re presumably buying the cheaper bread), and the end result is much
cheaper bread for consumers. In this way, businesses going head-to-head benefits customers.

Reverse competition, or the tendency of some businesses to purchase items that’re being sold below
market value (or the price that an item can reasonably be expected to sell for) and reprice them, is
also a business practice that’s worth considering. Imagine that a bread company, to limit the success
of other businesses, sells their bread that’s worth five dollars per loaf elsewhere for one dollar per
loaf. Instead of being pushed out of the market, a competing business could recognize the
discrepancy between the bread’s value and its sale price, and then proceed to purchase all the first
company’s bread for one dollar and resell it for two dollars with their own label.

The effects of not having competition, in a particular professional sphere or entire economies, are
devastating to consumers and the wellbeing of citizens generally. Consider the example of railroad
companies in Europe and America a couple centuries back that owned a multitude of tracks and
land; essentially no other companies existed to create competition (because the major railroad
companies bought all the land and kept others from doing so), and they were able to charge
whatever high prices they wanted. This described scenario is an example of a monopoly, or a
situation when one company has complete control over an industry and its prices due to a lack of
competition.

Lastly, an oligopoly is a style of competition wherein businesses are small in number and
coordinate with each other to raise prices—thus making goods and services more expensive for
consumers. Modern-day examples of oligopolies are satellite television and internet services, which,
although they cost companies very little to provide, are billed to consumers for sizable sums. Thus,
something of a general understanding has been reached by leading internet and television
companies, as they would make far less money if they competed rigorously.

Tasks
Answer the following questions:

1. What is competition in business?
a. An annual physical competition between company executives
b. Steps taken by companies to enlarge their profits and success by taking business away from
others
c. One of the most important business elements, and one that’s responsible for drastically
reducing prices
d. 2and3
2. What is reverse competition in business?
a. The process of giving products away for free, to improve brand recognition
b. The process of undercutting companies that are selling products for less than the market
value
c. The process of helping another business improve their profits
d. Nobody is quite sure
3. What are some of the effects of a monopoly?
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a. Little-to-no competition
b. Increased prices
c. Massive profits at the expense of consumers
d. All of the Above
4. What is an oligopoly?
a. A business phenomenon characterized by one company ruling a market with little to no
competition
b. A business phenomenon characterized by a group of companies limiting their competition to
keep prices high
c. A business phenomenon characterized by full competition
d. A business phenomenon characterized by artificially low prices
5. How do consumers benefit from competition?
a. By enjoying lower prices
b. By being able to choose from optimized products
c. By being able to enter the business world themselves, if an opportunity arises
d. All of the above

Pazgen 9.

Text 1.
Read the text. Summarize it. Translate into Russian

Globalization Globalization involves economic, political, and cultural transformations. There are at
least four positions on the nature of these transformations.

Position 1: Globalization is producing a homogeneous world characterized by a belief that freedom
of expression and appreciation of, and respect for, human and cultural differences should be
universally valued and a fusion of distinct cultural practices into a new world culture. This respect
and fusion is embodied in trends such as world beat, world cuisine, and world cinema.
Globalization includes the emergence of the global citizen, who thinks of the world as one
community and feels a responsibility to the planet. The size of the 2007 Live Earth concerts, which
engaged 2 billion people worldwide, is evidence that the concept of a global citizen, even if not
fully developed, is emerging.

Position 2: Globalization is producing a homogeneous world by destroying variety or the local
cultures that get in the way of progress or simply cannot compete against large corporations. The
engines of cultural destruction—sometimes referred to as McWorld and Coca-colonization— are
consumerism and corporate capitalism. How is globalization destroying local cultures? When
people eat a Big Mac or drink a Coke, they are consuming more than a burger or a drink; they are
also consuming American/Western images and their associated values. Those values relate to
importance placed on food (the time to prepare it and eat), the nature of the relationship between the
cook and the person eating (personal versus anonymous), and the place of the individual in
relationship to the group (i.e., I can eat whatever I want whenever 1 want versus I eat what others
are eating at standard times of the day).

Position 3: Globalization actually brings value to and appreciation for local products and ways of
doing things. Consumption of goods and services is not a one-way exchange in which the buying
culture simply accepts a foreign product as it is known and used in the exporting culture(s). While
the products of corporate capitalism penetrate local markets, they do not eliminate demand for local
ingredients and products. Moreover, local tastes are incorporated into corporate offerings. Coca-
Cola, for example, offers 450 different brands in 200 countries, many brands that we may not have
heard about, such as Inca Ko, a sparkling beverage available in South America; Samurai, an energy
drink available in Asia; and Vita, an African juice drink. Just because a Big Mac or a Coke can be
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found anywhere in the world does not mean that locally, regionally, or nationally inspired products
vanish.

Position 4: Globalization and its interconnections intensify cultural differences by actually
“sparking religious, ethnic, and cultural conflicts as people fight to preserve their identity and
particular way of life” to resist Western influences that have dominated globalization to date, to
assert an identity that “clashes” with Western ideals (i.e., individualism, freedom of expression,
democracy), or to protect and enforce boundaries even as they are opened and erased. Gatekeepers
such as airport security and border patrol officers seek to process travelers and cargo from around
the world as quickly as possible and, at the same time, close access to real and imagined threats. As
a case in point, each year there are an estimated 300 million border crossings from Mexico into the
United States (one indicator of global interdependence). In hopes of preventing this massive
exchange of people, the U.S. is constructing 700 miles of strategically placed fences along that
border, including reinforced fencing, physical barriers, lighting, cameras, and sensors to stop illegal
crossings.

Task 1:

Debate on the issues raised in the text above using the following phrases: In my view/ in my
opinion/to my mind If you ask me/ I agree(with)/ I disagree (with)/ I am not sure if/ I have no
doubts about

Text 2.
Read the text. Summarize it. Translate into Russian

Expanding Internationally: Grow As You Go (adapted from the web)
by Robin Lea Curle
(https://learnenglish.britishcouncil.org/business-english/)

(I) Large companies usually take advantage of the enormous potential of international markets.
They simply budget for the expansion, and spend the necessary sums to build the infrastructure to
support future revenue. Entrepreneurs, on the other hand, have limited resources, few connections,
and tight budgets. When they go global, they need to be convinced that they are doing the right
thing. They also need to believe and respect one guiding principle: grow as you go. In other words,
you must finance global expansion as global revenue comes in--and not before.

(IT) News like this could terrorize a lot of entrepreneurs. Why go global at all? One reason for many
entrepreneurs is that they must. Three years after the founding of our company, Evolutionary
Technologies International Inc. (ETI), a large company approached us, saying, "Who represents you
in Europe? We're ready to buy."

At that time, in 1994, we had annual revenue of just $3.5 million. We quickly realized that we had
to sell in marketsoutside the U.S. because of the nature of our product. Our software improves the
consistency of data across entire computer systems. If we were selling applications particular to the
U.S.--a package, say, for calculating documents for the tax system--it would not have been
necessary to go overseas.

(III) These days, entrepreneurial companies are more likely to be selling products used across
geographic boundaries.

By entering international markets, even very small companies can increase revenue significantly--as
much as 50 percent can come from international markets. They can open their doors to global
customers, which buy locally rather than from vendors based only in the U.S. And they can boost
market share.
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Getting into foreign markets requires a minimal up-front investment, as well as decisions about
which markets to enter and how best to do business in each--directly or through distributors. The
following guidelines will help entrepreneurs to make their job easier and more efficient.

(IV) Getting Started

When ETI decided to enter the global arena, we quickly decided to start in Europe. As a rule, small
companies should select a first-priority region and focus on building operations there, rather than
expanding into all regions at once. Europe was a good choice for ETI, as it is very large and
technologically sophisticated. In addition, customers in Europe require the least amount of
adjustments to ETI's software product.

In entering Europe, I assumed responsibility for leading the charge. This is another going-global
basic for entrepreneurs: you try to assign one person to be responsible, ideally with a commercial
background, international experience, and familiarity with small companies in general and your
company in particular.

With an overseer on the domestic front, it is better to hire a local manager to guide you through the
machinations particular to each area. These might include accounting issues, such as how to record
revenue (in Europe, it's best to transfer revenue to the U.S. where it's taxed at a lower rate), as well
as prospecting and local hiring. Our European manager is a Frenchman. We gave him profit-and-
loss responsibility.

(V) Direct or Distributor?

With both domestic and local managers in place, a company must then decide whether to do
business directly in a given country or to work through distributors.

The Case for Selling Directly

In our case, in Europe, the decision was easy. Our product requires a good deal of support, and we
were concerned that distributors wouldn't provide optimal care and satisfaction for our customers.
So we chose to sell directly. Working through our local manager, we hired only a few people at
first, and only as revenue came in. In this way, we were able to reduce our risk, assure positive cash
flow, and pay for the expansion. The strategy worked. With a staff of 48, our European operation
now accounts for 28% of ETI's revenue of between $35 million and $45 million.

(VD) The Case for Using Distributors

In foreign markets, however, what works best in one area of the world doesn't always work best in
another. Although ETI needs to support customers, we discovered that we couldn't sell directly in
Japan. Preparing to enter that market this year, we are currently selecting several distributors.

As a very "foreign" place in which to do business, Japan isn't receptive to outsiders. The apanese
tend to buy from other Japanese. Its language serves as an additional barrier. If you haven't been
there and done that, there is a lot to learn. Selling directly can be too costly, and you could be
excluded.

To get into Japan, we also turned to an American consultant to identify potential resellers. Our
consultant is paid according to his/her results. He will receive a percentage of the revenue
generated. If you don't have this expertise, don't be shy about buying from the outside.

Reading Comprehension

1. True or False?

a. Large international companies have more opportunities and greater capital to enter the global
market than entrepreneurs (I)

b. The expression “grow as you go” means that you have to become old in order to become global
@

c. Small companies expanding overseas can increase their profits considerably (I1I)

d. According to the writer, when companies decide to globalize they must expand into many foreign
countries at the same time (IV)

e. ETI has never used distributors. It has always preferred to sell directly both in Europe and in the
world (V; VI)



2. Answer the questions (Comprehension):

a. What is the difference between a domestic and a local manager? (IV; V)
b. What is the problem with the Japanese market? (VI)

c. Why did ETI decide to become global? (II)

3. Answer the questions (language):

1. “tight budgets” (I) means:

A. little money spent  B. little money to spend C. no money to spend
2. “Entrepreneurs” (I, II) are:

A. Actors  B. Businesspersons  C. Speculators

3. When you found a company (II) you:

A.discoverit B.moveit C.findit D. create it

4. Among the following words, 2 are synonyms of “revenue” (I, II):
A. capital B. banknotes C.profits D.cash E. earnings

5. What are the synonym and opposite of the word “vendors” (II1)?
6. The verbal expression “boost market share” (IIT) means:

A. decrease market share

B. increase market share

C. limit market share

D. divide market share

4. What words and expressions in the text mean the same as:
a. amount, total, quantity (n. pl, I)

b. probable, possible (ad;j. III)

c. become bigger or greater in amount (v. III)
d. in advance (adv. III)

e. option, selection (n. IV)

f. responsibility (n., IV)

g. supervisor (n., [V)

h. register, write down (v. IV)

1. something which is lost (n. IV)

J. worried, preoccupied (v. V)

k. attention, supervision (n. V)

1. personnel, crew, team (n. V)

m. found, learned of (v. VI)

n. advisor, counsellor (n. VI)

o. proficiency, skill (n. VI)

Pazpen 10.

Four book summaries (https://learnenglish.britishcouncil. org/business-english/)
Read a series of book summaries to practise and improve your reading skills.

Before reading
Do the preparation task first. Then read the text and do the exercises.

Preparation task
Match the definitions (a—h) with the vocabulary (1-8).

Vocabulary Definitions
Io...... tribalism
2., a mindset

34
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3. a lifespan

4. ...... a demagogue
5. to dismiss
6....... to distort
7o, to occur

8. ... fatalism

a. to change something (like information) so that it is not true or accurate any more

b. a way of thinking about things

c. the behaviour and attitudes that come from strong loyalty to your own social group

d. a belief that says you cannot stop things happening, especially bad things

e. the length of time a person is expected to live

f. to happen especially in an unexpected way

g. to reject serious consideration of something

h. a political leader who gains power by appealing to people’s emotions, passions and prejudices

Four book summaries (https://learnenglish.britishcouncil.org/business-english/)
Four positive books about the world

Factfulness — Hans Rosling with Ola Rosling and Anna Rosling Ronnlund

In Factfulness, Professor Hans Rosling, along with two collaborators, asks simple questions about
the world. Questions like ‘How many girls finish school?” and ‘What percentage of the world’s
population is poor?’ It turns out the majority of us get the answers to these questions completely
wrong. Why does this happen? Factfulness sets out to explain why, showing that there are several
instincts humans have that distort our perspective.

For example, most people divide the world into US and THEM. In addition, we often believe that
things are getting worse. And we are consuming large amounts of media that use a sales model
based on making us afraid.

But according to the authors, the world isn’t as bad as we think. Yes, there are real concerns. But
we should adopt a mindset of factfulness — only carrying opinions that are supported by strong
facts. This book is not concerned with the underlying reasons for poverty or progress, or what
should be done about these issues. It focuses on our instinctive biases, offering practical advice to
help us see the good as well as the bad in the world.

Enlightenment Now — Steven Pinker

Are things getting worse every day? Is progress an impossible goal? In Enlightenment Now, Steven
Pinker looks at the big picture of human progress and finds good news. We are living longer,
healthier, freer and happier lives.

Pinker asks us to stop paying so much attention to negative headlines and news that declares the end
of the world. Instead, he shows us some carefully selected data. In 75 surprising graphs, we see that
safety, peace, knowledge and health are getting better all over the world.

When the evidence does not support his argument, however, he dismisses it. Economic inequality,
he claims, is not really a problem, because it is not actually that important for human well-being.
One cannot help wondering how many people actually living in poverty would agree.

The real problem, Pinker argues, is that the Enlightenment values of reason and science are under
attack. When commentators and demagogues appeal to people’s tribalism, fatalism and distrust,
then we are in danger of causing irreparable damage to important institutions like democracy and
world co-operation.

The Rational Optimist — Matt Ridley

For more than two hundred years the pessimists have been winning the public debate. They tell us
that things are getting worse. But in fact, life is getting better. Income, food availability and lifespan
are rising; disease, violence and child mortality are falling. These trends are happening all around
the world. Africa is slowly coming out of poverty, just as Asia did before.
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The internet, mobile phones and worldwide trade are making the lives of millions of people much
better.

Best-selling author Matt Ridley doesn’t only explain how things are getting better; he gives us
reasons why as well. He shows us how human culture evolves in a positive direction thanks to the
exchange of ideas and specialisation. This bold book looks at the entirety of human history — from
the Stone Age to the 21st century — and changes the notion that it’s all going downhill. The glass
really is half-full.

The Great Surge — Steven Radelet

The majority of people believe that developing countries are in a terrible situation: suffering from
incredible poverty, governed by dictators and with little hope for any meaningful change. But,
surprisingly, this is far from the truth. The reality is that a great transformation is occurring. Over
the past 20 years, more than 700 million people have increased their income and come out of
poverty. Additionally, six million fewer children die every year from disease, millions more girls
are in school and millions of people have access to clean water.

This is happening across developing countries around the world. The end of the Cold War, the
development of new technologies and brave new leadership have helped to improve the lives of
hundreds of millions of people in poor countries. The Great Surge describes how all of this is
happening and, more importantly, it shows us how we can accelerate the process.

Tasks

Task 1

Circle the correct answer.

1. Which book talks about how we can continue to make things even better?

. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

. Which book covers a long period of human history?

. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

. Which book claims that human intuition negatively affects the way people think about the world?
. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

. Which book says that current establishments are under threat from politics?

. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

. Which book explains that we tend to mentally divide humans into two clear groups?

. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

. Which book claims that trade has helped make life better around the world?

a. Factfulness  b. Enlightenment Now  c. The Rational Optimist ~ d. The Great Surge

7. Which book makes the claim that unfair distribution of wealth does not affect happiness as much
as people think?

a. Factfulness  b. Enlightenment Now  c. The Rational Optimist  d. The Great Surge

8. Which book focuses primarily on developing countries?

a. Factfulness  b. Enlightenment Now  c. The Rational Optimist  d. The Great Surge
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Task 2
Complete the sentences with words from the box.

consume make adopt progress

lead public access irreparable

1. Innovation is one of the most important factors in human .......................... across history.

2. Many people ......ocooiiiiiiiiiii all their media on smartphones.

3. The young politician is trying to get people to .............cceennnnn. a positive mindset about

coping with climate change.
4. Pinker thinks that now isthe time to ..........cccoovvveeeii... the case for science and reason.



5. The details of the law were agreed after lengthy ........................... debate in the media.

6. Millions of people simply donothave ....................coooiiiinl. to clean water.

7. The United Nations said that everyone should have the same chance to ..................

healthy life.
8. Wehavecaused ...........ccoevviiiiiiiiiiinn... damage to our rivers and lakes.

Discussion

Would you like to read any of these books?

Kpurtepun ouennBanus popm TeKyero KOHTPOJIsA yCIieBaeMOCTH
Kpumepuu oyenueanus umenusi. Oyenka

[IpaBuiibHas uaeHTU(PUKAIMS U HOPMAaTUBHAS apTUKYJIISIUSA 5
3BYKOB, IIpaBWJIbHAs TOCTAHOBKA yAapeHUs B CJIOBaX,

coOI0IcHHE PUTMHUKHU U UHTOHAIIMU TTPETIOKEHUS.

TeMn ecTeCTBEHHBIH, TEKCT XOPOILIO BOCIPUHUMAETCS Ha CIIyX.

JomnyckaroTcs onMHOYHbIE (hOHEMATHYECKHUEe OIIMOKY U May3bl.

B ocHOBHOM mpaBuiibHas UICHTU(GUKALNS U APTUKYJISIHS 3BYKOB. 4
JomyckaeTcsi HEKOTOpOe KOJIUYECTBO (POHEMATHUECKUX OLIUOOK 1

nay3. [IpucyTcTByeT BIusHUE POAHOTO S3bIKa B (DOHETHUKE U

putmuke. Hepocrarounasi CBSI3HOCTh U O€TJIOCTb.

TekcT BOCIIpUHUMAETCA € TPYIOM U3-3a 3HAYUTEIBHOTO 3
KoJnyecTBa poHeMaThyeckux omrOok. HToHaIus 00yciioBiieHa
BJIUSIHUEM POJHOTO si3bIKa. Hapyiienue putma, MHOTO nays.
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MHorouuciaeHHble OHEMAaTUUECKHE U HHTOHAIIMOHHBIE OILIMOKH, 2
MIPUBOIALINE K HEBO3MOXXHOCTH BOCIIPUHUMATh TEKCT.

Kpumepuii oyenusanusa nucbmenHoz2o nepegooa. Oyenka

BrinonHeH MOJHBIA M TOYHBIN IEepeBOA. I[OHYCKaeTCH HC3HAYUTCIIbHas

5

CTHUJIMCTHYCCKAs MOrpCHoOCTb, HE BJIMAROIIAA Ha IIOHHUMAaHHC TCKCTA.

Ctunp u HOPMbBI POAHOTO A3bIKa HEC HAPYIIICHDI.

JlomyckaeTcsi ojiHa-/Be (paKTUYECKUX (CMBICIOBBIX) OIIMOKH
(B 3aBHUCHMOCTH oT CTEIEHU VCKaXEHHUS CMBICJIA) 151 OJIHa -

4
IBEC

CTUIHUCTHYCCKUX MOrpeIHoOCTH, HC BJIMAIOIIUX Ha ITOHHUMAaHHC TCKCTAa.

Hapyuiennst HopM poJHOro s3bIKa HE3HAYUTENIbHBIE.

[TepeBon comepkut 3 ¢akTHuueckue OMMOKH, BO3MOKHA YaCTHUYHAS
notepst uHbopMaruu. HapyieHsl HOPMBI ¥ CTUIJIh POJTHOTO SI3bIKA.

[TepeBon comepxkut 4 u Oonee (akTuueckux ommnoOok. Hapyinena momHoTa u
aJICKBaTHOCTH TiepeBoia. CTHIIb ¥ HOPMBI POIHOTO A3bIKAa HAPYIICHEI.

Kpumepuu oyenusanus nepesoda c pyccko2o s136lka Ha UHOCHMPAHHbBIL

Kpumepuu Oyenka

BpimosiHeH moyiHBIA W TOYHBIA  mepeBod.  Jlomyckaercs
HE3HAYMTEJbHBIE TOTPEIIHOCTH, HE BIMSIOIIME HAa NOHUMAHHE | 5
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TCKCTA.

JlomyckaeTcss oaHa-nBe (haKTHYECKHE (CMBICIOBBIC) OIIMOKH
(B 3aBUCUMOCTH OT CTETICHU UCKAKEHUSI CMBICIIAa) HE3HAUUTENbHBIE | 4
MOTPEIIHOCTH, HE BIMSIIONINE HA TOHUMAHUE TEKCTa.

IlepeBon comepxkutr 3-4 (¢akTHUYeCKue OIMUOKH, BO3MOXKHA | 3

YacTUYHAs OTeps HHPOPMALIUH.

[TepeBon comepxut 5 u Oonee ¢akruueckux ommbOok. Hapymena | 2
IIOJIHOTA U a/IEKBATHOCTh IIEPEBOAA.

Kpumepuu oyenusanus npaxmuueckux u 0OMawHux 3a0anuil.

% MpaBUIIBLHO BHIITOJTHEHHBIX 33JIaHUI OLIEHKa
100% - 91% 5
90% - 70% 4
69% - 52% 3
51% u meHee 2

Kpumepuii oyenusanus yuacmus 6 ouckyccuu

OrueHka

KoMMyHMKaTHBHAs 3a7a4a penieHa MoJIHOCThI0. Peub oTueTmBas,

MOHsTHAs, Oerias. OCHOBHBIE apryMEHTHI MU3J1araloTcsl Y4€TKO U BOCTIPUHUMAIOTCS
Ha CIIyX IIPaBUJIbHO. BbICKa3bIBaHUsA JOTUYHBI, COOTBETCTBYIOT 3aJ1a4e.
BoipakeHo cBO€ OTHOILIEHHE K CUTYaluu. JlomyCTUMBI €AMHUYHbIE OIIUOKH,

HE MPENATCTBYIOIINE KOMMYHHUKAIUU.

KOMMYHI/IKB.TI/IBHB.H 3a/lada p€iicHa HC IIOJIHOCTBIO. EcTh He3HauuTEIBHBIE
HapyHmCHUA B YETKOCTHU U3JIOKCHUA apryMCHTOB U BOCIIPUATHA UX HA CIIyX. Peun
noHsATHas. BeICka3pIBaHUS B HCJIOM COOTBECTCTBYIOT CUTYALlUU. I[OHYH_[CH pAax
rpaMMaTH4Y€CKuX, JCKCUICCKUX HUIINU q)OHCMaTI/I‘IGCKI/IX OIIII/I6OK, HE
NpEIITCTBYIOIIUX KOMMYHHKAIIUH. I[OHyCTI/IMO HC3HAYHUTCIBbHOC

HapyHICHUEC JIOTUKU U MAay3bl B BEICKA3bIBAHHUAX.

KoMMmyHMKaTHBHAS 3a7aua penieHa 4yacTU4HO. Bricka3piBaHUs coepkar
3HAYUTEIbHOE KOJIMYECTBO OMIMOOK U May3, HO COOTBETCTBYIOT
TeMaTuKe. AKTUBHAs JIEKCHKA UCIOJIb3yeTCs B OTPaHUUYEHHOM 00beMe.
Jloruka Hapy1ieHa.

KOMMYHI/IKaTI/IBHaH 3aa4a HC pCIICHA. PeaKI_II/II/I Ha PCIIJIMKA OTCYTCTBYTOT.
AXTUBHAs JIEKCHKA HE HCIIOJIb3YCTCA. O6HI€HI/I€ CBOAUTCA K OTACJIIBbHBIM CJIOBAM
" CJIOBOCOYECTAHUAM IIPHU OOJILIIIOM KOJIMYECTBE (bOHeMaTI/I‘—IeCKI/IX, JICKCHUYCCKHUX
rpaMMaTU4CCKUX omunooK. MHoOro nays3, HCT JIOTUKU U CBA3HOCTH.

Kpumepuu OYEHKU COHUHEHUA

Kpurepuii Ouenka

5 4 3

Jlexcuueckue u | Ucnonp30BaHbl B NCHOJIB30BAHHEIX

JInHrBUCTUYECKHUE

CUHTaKCUYECKHUe
CpencTBa,
aJIeKBaTHbBIE
Hay4HOMY

aJICKBATHBIC
JICKCHYCCKHUE
CHHTaKCHYCCKHEC

CTUJIIO | CpCACTBA,

JIMHTBUCTUYECKHX

cpencTBax €CThb
OTKJIOHEHHST OT CTHII,
He MeIIaroIue

CpelICcTBa HE OTBEUYAIOT
IOCTAaBJICHHON 3ajade
U HE COOTBETCTBYIOT
aKaJIEMHUUECKOMY
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MMCbMEHHOM PeUr. | XapaKTepU3YIOIIUe MMOHUMAHUIO TEKCTA. CTHIIIO THCHMA.
aKaJeMHUYECKH  CTUIIb
MMICbMEHHOU PEYH.
[Tynkryanuus u | Crynent He pomyctui | CtygaeHt gomyctun oT | CTyneHT JIOTTYCTHII
opdorpadus. CEPbE3HBIX 3 hi (6] 4 | 6onbIie 5
MyHKTYallMOHHBIX ~ WJIM | MYHKTYallMOHHBIX WK | opdorpaduyeckux Uiu
opdorpapugeckux opdorpapugeckux MyHKTYalIHOHHBIX
omub6ok (ot 0 g0 2 | omHUOOK. OIIM0O0K.
OIMOO0K).
Crpyktypa pabotsl. | Pabota rpamMoTHO | B cTpykType paboThl | AG3amHOe JIeTICHUE
Jlormdeckasi CBSI3b | CTPYKTYPUPOBaHa, €CTh HApYIICHHS, | HAPYIIIEHO,  BBOJHBIC
ab3arieB. MIPOCIIEKUBACTCS HEYeTKoe ab3a1Hoe | KOHCTPYKIIHH HE
YyeTKas CBs3b a03allHBIX | JIETICHUE. yIOTpeOICHBI.
yacTel, MapKHUpOBaHHAs
BBOJTHBIMU
KOHCTPYKIHSIMH.
Jlornka Jloruka uznoxenus | Jloruka — uznoxenus | OTCyTCTBYeT — yeTKas
MTOBECTBOBAHMSI. MOBECTBOBAHMS YETKasl | MECTaMU HapylIeHa. apryMeHTalus.
U HE  HapylIaercs.
[IpocnexuBaercs CBA3b
MEXJTy apryMEHTaMHU.

2. CiuCOK BONPOCOB M (MJIM) 32IaHUH VI IPOBEJACHHUS MPOMEKYTOYHOM aTTeCTALNH

Ha 3auere mposepsiercst chopmupoBaHHOCTh kommnereHIMid YK-4 CnocoOeH NpUMEHSTh
COBpEMEHHbIE KOMMYHHUKATUBHbIE TEXHOJOTUH, B TOM YMCJI€ HA UHOCTPAaHHOM(BIX) s3bIKE(aX), JUIs
aKaJIeMH4ecKoro W  npodeccuoHanabHOro  B3aumojeiictBus  (uuaukaropel  MJ[-YK-4.1
Ocy1ecTBiISeT MUCbMEHHYIO U YCTHYIO KOMMYHUKALIMIO HA MHOCTPAHHOM $SI3BIKE B aKaJeMUUYECKON
U npodeccuoHadbHON cdepax, B TOM UYHUCIE B YCIOBHIX MEXKYJIbTYpPHOTO B3aMMOJAEHCTBUS,
MIPENICTaBIsAs PE3YyIbTaThl CBOCH JEATEIbHOCTU HA PAa3IMYHBIX HAYYHBIX MEPONPUSITUSIX, BKIIOUAs
MexayHapoausie u M/[-YK-4.2 JleMOHCTpUpyeT yMEHHUsS BBINOJHATH pa3Hble THUIIBI NEPEBOJA
aKaJIeMHUYECKOr0 TEKCTa C HMHOCTPAaHHOIO Ha TOCYJapCTBEHHBIM fA3BIK B MpPO(ecCHOHATBHBIX
nensax), OIIK-1 CnocobeH mnpuMeHsATh B NpO(EecCHOHANIBHOM JeSTeNTbHOCTH, B TOM YHCIE
MeAarornyeckoi, MMUPOKUNA CIEKTP KOMMYHHUKATHBHBIX CTpaTeTMid W TaKTHUK, PUTOPUYECKUX U
CTUJIMCTUYECKHUX MPUEMOB, IPUHATHIX B Pa3HbIX cepax KoMMyHUKauuu (uHaukatops! MJ{-OIIK-
1.1 I'paMOTHO NpUMEHSIET B NMPOPECCUOHANBHON AEATEIbHOCTH KOMMYHHMKATHBHBIE CTPAaTErMH U
taktuku 1 UJI-OIIK-1.2 Hcnonb3yeT nenecooOpa3Ho M ONpPaBJAaHHO PUTOPUYECKHE M CTHIIEBbIE
npueMbl B pasHbIX chepax kommyHukauuu, [1K-6. CrnocobeH k co3gaHMIO, peJaKTHPOBAHUIO,
pedepupoBaHHIO CHCTEMAaTU3UPOBAHUIO U TpaHCchOopMalK (HalpuMep, U3MEHEHHUIO CTHJIA, XKaHpa,
L[EJeBOM  MPUHAUIEKHOCTH TEKCTa) BCEX THUIOB TEKCTOB  OQPHUIMAIBHO-IEIOBOIO U
nyOomunuctuyeckoro et (maaunkaropsl M-ITK 6.1. Co3gaer kayecTBeHHBIE TEKCTHI OPHUIIMATBHO-
nenoBoro u mybmuuuctudeckoro crwied u  U-I1K-6.2. OcymiecTBiaseT penakTUpOBaHHE,
pedepupoBanre u TpaHCHOPMAIMIO TEKCTOB O(UIMAIBHO-AEIOBOIO M MyOIMIUCTHYECKOTO
CTHIICH).

Conep:xxanue 3a4era

Ha 3adere ocymiecTBisieTcss MpoBepKa HABBIKOB TOBOPEHHUS IO HW3YYEHHON TEMaTHKE.
CTy,Z[eHTI)I COCTABJIAKOT OUAJIOT B HpeHHO)I(eHHOﬁ CUTyalluld C HCIIOJIb30BAHUEM I/IB}"—ICHHOf/i
aKTUBHOM JIEKCHMKU 1O T€MaM U TMpaBUJ peueBoro stukera. Kpome Toro, mpoBepsieTcs yMeHUE
MOJIJIepKaTh Oecey MO OAHOW M3 M3YyYEHHBIX TEM M COCTaBUTH JICJIOBOC MHCHMO Ha aHTJIMHCKOM
SI3BIKE C UCMOJIb30BAHNEM YCBOSCHHBIX TPAMMATHUECKUX SIBJICHUN U JIEKCHUYECKOTO MUHUMYMA.
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3aueT COCTOUT W3 JABYX IYHKTOB. KaKIblii MyHKT 3a4€THOTO 3a/laHUs OIICHHUBAETCS
otaenbHO. OIeHKa «3aUTE€HO» BBICTABISETCS CTYIAEHTY, MOJYUYMBIIEMY IMOJIOKHUTEIbHYIO OLEHKY
(He meHee «3») 3a Kax bl MMyHKT BBIIOJIHEHHOTO 3aaHusl.

OneHka «HE 3aYTEHO» BBICTABIISIETCSI CTYJIEHTY, MOJyYHUBIIEMY OTPULATEIBHYIO OLICHKY
(MeHee «3») XOTs OBl 32 OJIMH U3 MYHKTOB BBITIOJHEHHOIO 33JIaHUs, a TAaKXKE TOJYYUBIIEMY Ha
3ayeTe 3a/1aHre, HO He BBINMOJIHUBILEMY €r0 WM OTKa3aBIIEMYCsl OTBEYATh.

CTtpykTypa 3auera:

1. becena o ogHO#M U3 MPONICHHBIX TEM.

2. CocraBiieHH€ JIeJI0BOTO MUChMa

1. Ciucok BONpocoB (3a1aHNi) K 3a4eTy
Jobs and Careers.

Company Culture.

Business in different cultures.
Management style and team building.
Marketing.

Business writing.

SN o

2. 3ajaHud AJIM COCTABJIEHHE €JIOBOI0 MACHMA:

1. Make up a Covering Letter

2. Make up an Offer

3. Make up a Letter of Order

4. Make up a Letter of Acknowledgement / Confirmation
5. Make up a Refusal of Orders

6. Make up a Letter of Complaint / Claim Letter

HIkana u KpuTEPHH OLICHUBAHUS OTBETA HA 3a4eTe

IIIkajia 1 KPpUTEPHUH OLICHUBAHMS THAJIOra M Oecebl O TeMe:

Kpurepun Ouenka

KOMMYHI/IKaTI/IBHaH 3aJa4dya peuicHa IMOJIHOCTBIO. Peun OTJIMYHO
OTUCTIIMBasdA, IIOHATHAas:d, Oernas. AXTUBHas JIGKCHKA HCIIOJIB3YCTCHA
MpaBUJIbHO W B IIOJIHOM o0beme. OCHOBHBIE COOBITHS H q)aKTBI
BBISABJICHBI IIPpWU YTCHUHW W BOCIPUATHU pPEYM Ha CIYX IMPaBUIIBHO.
Bricka3piBanus JIOTUYHBI, COOTBCTCTBYIOT 3aJayc. BBIpa)KCHO CBOC
OTHOIICHHUEC K CHUTyalluu. I[OHyCTI/IMBI CIAWHUYHBIC OIHI/I6KI/I, HE
MPCISITCTBYIOIINEC KOMMYHUKAIIUN.

KoMMmyHHKaTMBHas 3ajadya peElIeHa HE IMOJHOCThIO. EcTh XO0pOo1IOo
HE3HAYUTEJIbHbIE HAPYLIEHUS B BBIABICHUU (PAaKTOB BOCIIPUHHUMAEMOTO
Marepuana. Peub mOHATHas. AKTUBHAs JIEKCMKA HCIIOJIB3YETCS B
OCHOBHOM IIPaBWJIBHO. DBpIcKa3plBaHMsI B LEIOM COOTBETCTBYIOT
cutyanuu. JlonmymeH psa  TpaMMAaTHYECKHX, JIEKCHYECKUX HWIIU
(doHeMaTHUECKUX OIMIMOOK, HE NPENATCTBYIOMIUX KOMMYHHUKAIHH.
JlomycTHMO HE3HAUWTEIBbHOE HAapyUIeHWE JIOTMKM W Iay3bl B
BBICKA3bIBAHUSX.

KOMMYHI/IKaTI/IBHaSI 3aaa4ya peui€Ha 4aCTH4YHO. Bricka3siBanus YAOBJICTBOPUTE
COACpIKaT 3HAYUTCIIbHOC KOJIHNYCCTBO OIIMOOK )51 nays, HO | JIBHO
COOTBCTCTBYIOT TCEMATHKE. AKTHBHas JEKCHKa HUCIIOJIIB3YCTCA B
OrpaHU4YCHHOM o0beme. Jloruka HapynIcHa.

KommyHukaTuBHas 3ajadya HE pelleHa. Peakuun Ha peruivmKd HEYIOBJIETBOP
OTCYTCTBYIOT. AKTHBHAasi JieKCMKa He wucnons3yercs. OOIIeHne | UTenbHO
CBOAMUTCS K OTACIBHBIM CIIOBaM U CIOBOCOYETAHUSM TPU OOJHIIOM
KOJM4YeCcTBE (OHEMATHYECKHX, JIEKCHYECKUX U TPaMMAaTHYECKUX
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| owmGok. MHOTO 1ay3, HET JTOTHKH H CBS3HOCTHL \

[ ]

IIIkajia 1 KpUTEPHUH OIIEHUBAHMS /1€JIOBOT0 MUCHMA:

Kpurepun Ouenka

[lenn HamwicaHWs AETOBOTO MHChbMA JOCTUTHYTHI B TIOJHOM OTIUYHO
Mepe; BBIACPKAHBI CTPYKTypa, JIOTUKA ¥  MOCJIEI0OBATEIbHOCTD
U3IIOKEHUST JEJIOBOTO  THChMa; JIONYNMIEHO He Oolee  OTHOM
KOMMYHUKAaTHBHO 3HAUUMOM OIIMOKH, NMPHUBEIIICH K HEJOMOHUMAHHIO,
a TaKkKe He 0osiee TBYX KOMMYHHKATHBHO HE3HAYMMBIX OMIHOOK.

[lenn HamwcaHus JEIOBOTO TNHCHbMa JIOCTHTHYTHI B OOIIEM; XOPOIIO
CTPYKTypa W JIOTMKa W3JIOKEHHUsS [IEJIOBOTO MHChMa BBIIEPKAHBI B
IIEJIOM, JTOMYIIEHbI HAPYIICHUS B CTHJIC HAIIMCAHUS TUChMA; JTOMYIIEHO
He OoJiee IBYX KOMMYHHKATHBHO

3HAYMMBIX OINMOOK W TpeX KOMMYHHMKATUBHO HE3HAYHMBIX
OIIHOOK.

['naBHBIC [€JIM HANMUCAHUS JEJIOBOTO IMHChMa JIOCTUTHYTHI yIIOBJICTBOPHUTE
JaCTUYHO, HAPYIIEHBI CTPYKTypa ¥ JIOTUKA W3JI0KCHHS JICJIOBOTO | JILHO
MUChbMa, JIOMYIICHbI HApPYIICHUS B CTHJIC HAIKMCAaHHUS MUChMA;
JOMYIIEHO HE 0o0Jjiee TPeX KOMMYHHUKATHBHO 3HAYMMBIX OINUOOK W
YeThIPEX KOMMYHHKATHBHO HE3HAYMMBIX OIITHOOK.

['maBHBIC TIETM HANMCAHUS JEJIOBOTO NMUChMa HE JOCTUTHYTHI, HEYJIOBJICTBOP
CTHJIb JICJIOBOTO THChMa HE BBIACPKAH, OTCYTCTBYET JIOTMKA H | UTEJIBHO
HapylIeHa IOCJICIOBATCIbHOCTh  M3JIOKEHUS; JOMyIIeHo Oosee
YeThIpEX  KOMMYHUKAaTHBHO  3HAaYMMbBIX  OIIMOOK W TSTH
KOMMYHHKATHBHO HE3HAYMMBIX OMIHOOK.

Kpurepun ouenku 3auera

OneHka «3a4TEHO» BBICTABISETCAd CTyJIeHTaM: 1) OOHapyXHBIIMM BCECTOpPOHHEE,
CHCTEMaTU4YeCKOe U ITyOOKOE 3HaHWE y4eOHOro U HOPMaTUBHOTO MaTepUana, yMEOUMM CBOOOIHO
BBITNIOJHATh 3aJlaHusl, MPEIyCMOTPEHHBIE MPOIPAMMOM, YCBOMBIIMM OCHOBHYIO M 3HAaKOMBIM C
JIOTIOJIHUTEIBHON JIMTEpaTypol; 2) OOHapyXMBILIMM IIOJIHOE 3HaHHE Y4eOHOro Marepuana,
YCIIEIIHO BBINOJIHAIOUIMM IIPEIyCMOTPEHHBIE B IIPOrpaMMeE 3a/laHus, YCBOMBIIMM OCHOBHYIO
JIUTEPATYPY, AEMOHCTPUPYIOIIUM CHUCTEMAaTHYECKUN XapakTep 3HAHUM [0 JUCHUIUIMHE H
CIIOCOOHBIM K UX CaMOCTOSITEJIbHOMY IOINOJHEHUIO U OOHOBJIEHHIO B XOJI€ JajbHEHIIed yueOHoil
paboTel ¥ TPO(EeCcCHOHATBLHOM MAESITENbHOCTH; 3) MOKa3aBIIMM 3HAHHE OCHOBHOIO Y4eOHOIo
MaTepuaia B o0beMe, HeoOXOAMMOM s JaibHeimed ydeObl W B mpeAcrosiueil padore 1o
npodeccuu, CHpaBISIOIIUXCS C BBINOJHEHUEM 3aJaHUll, MPEIyCMOTPEHHBIX HPOrpaMMoOi, HO
JONYCTUBIIMM IOTPEMIHOCTA B OTBETE M IIPH BBINOJHEHUU KOHTPOJBHBIX 3aJaHHUN, HE HOCSILHE
MPUHIUIHAIBHOTO Xapakrepa.

OneHka «He 3a4YTEeHO» BBICTABIIACTCS CTYACHTaM, OOHAPYXHUBIIUM MpPoOEbl B 3HAHUAX
OCHOBHOTI'O yqe6H0r0 mMarcpurajia, AJOMYyCKAarOIIUM IIPUHIUIIHAIIBHBIC OIIMOKH B BBIMOJHEHUH
IIPEyCMOTPEHHBIX IIporpaMmon 3agaHuil. OTBET HOCUT HECHCTEMAaTU3UPOBAHHBIN, OTPBIBOYHBIN,
HOBerHOCTHBII\/’I XapaKkTep, CTYACHT HC MOHHUMACT CYIICCTBA H3JIaraCMbIX MM BOIIPOCOB U HE
OpPUEHTHUPYETCS B MaTEpHalIE.

HTOroBbIii KOHTPOJb IPOBOJUTCS B KOHIIE 3 cemecTpa B (opMe dK3aMEeHa.

Ha »sk3amene mposepsercs chopmupoBaHHOCTh KommeTeHIMA YK-4 CrnocobGeH npuMeHSTh
COBpEMEHHbIE KOMMYHHUKAaTUBHbIE TEXHOJIOTUH, B TOM YHCJIE Ha MHOCTPAaHHOM(BIX) si3bIKe(ax), JUIst
aKaJIeMHYeCKOro W  nIpodeccuoHaldbHOro  B3aumojeiictBus  (uuaukaropel  MJ[-YK-4.1
Ocy1ecTBiseT MUCbMEHHYIO U YCTHYI0O KOMMYHUKAILIMIO HA THOCTPAHHOM SI3BIKE B aKaJeMHU4YeCKO
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U TnpodeccuoHaIbHON cdepax, B TOM UYHUCIE B YCIOBHIX MEXKYJIBTYPHOTO B3aMMOACHCTBUS,
IPEJCTaBIIAS PE3yNbTaThl CBOEH AEATEIbHOCTH HAa PA3IMYHBIX HAYYHBIX MEPONPHUATHUSX, BKIOUYAs
MexayHapoausie U MJI-YK-4.2 JleMoHCTpupyeT yMEHHUs BBIIOJIHSATH DPa3HbIE THUIBI [EPEBOJA
aKaJIeMUYECKOI0 TEKCTa C MHOCTPAHHOT'O Ha TOCYAAPCTBEHHBIN A3bIK B IPOPECCUOHATBHBIX LEIIAX),
OIIK-1 Crioco6eH mpuMEeHSTh B TPO(hecCHOHATLHOM ACSITEILHOCTH, B TOM YHUCIIC MEearOrM4eCcKOH,
IIMPOKUHA CIEKTP KOMMYHMKATUBHBIX CTpaTeTMil M TAKTUK, PUTOPUUYECKMX U CTHIIMCTHYECKUX
IPUEMOB, NMPUHATHIX B pa3HbIX cepax kommyHukauuu (uaaukaropsl MJ-OIIK-1.1 I'pamoTtHO
IPUMEHSET B MPO(ECCUOHAIBHON JESTeIbHOCTH KOMMYHUKAaTUBHbIE CTpaTeruu U Taktuku u WU/JI-
OIIK-1.2 HMcnonb3yeT 1eiaecoo0pa3Ho U OMPaBAaHHO PUTOPUYECKHUE U CTUIIEBBIE IPHEMBI B Pa3HBIX
cpepax kommyHukanuu, IIK-6. CnocoOeH k co3gaHMI0, PEJAKTHPOBAHHUIO, pedepUpOBAHUIO
CHCTEMAaTU3HPOBAHUIO M TpaHChopMauuu (HAIpUMEp, HM3MEHEHHUIO CTHIISA, JKaHpa, LEJIeBOM
IPUHAJICKHOCTH TEKCTa) BCEX THUIIOB TEKCTOB O(PUIMAIBHO-IENOBOrO M IyOIMLUCTHYECKOTO
crunsg  (unpukatopsl UM-IIK 6.1. Co3maer kadecTBEHHbIE TEKCTHl OQUIMATIBHO-AEIOBOTO U
nyosmnuctuaeckoro cruieil u M-11K-6.2. OcymecTBiser penakTupoBaHHue, peepupoBaHUE H
TpaHc(hOpPMAIHIO TEKCTOB OPHUIIMATBHO-/IEIIOBOTO U MTyOIUIIMCTUIECKOTO CTUIICH).

Conep:kanue 3xK3aMeHa

1.Yrenne u mepemauya copepkanusi Tekcra (oovem: 1800 - 2000 meu. 3makoB). becema mo
pobemMaM, 3aTPOHYTHIM B TEKCTE.

2.becena no ogHOM U3 MPONUIEHHBIX TEM.

Kaxaprit IIYHKT JK3aMCHAIIMOHHOI'O 3aJaHusd OLCHUBACTCA  OTACIILHO. Hroropas
OK3aMCHAIIMOHHAA OLICHKA ITPCACTABJIACT coOoi Cpe,Z[HI/Iﬁ pe3yJiibTar.

1. TekcT AJ151 YTEeHHsI M TlepecKas3a

CULTURAL DIVERSITY

It is rare for a society to be culturally uniform. As societies develop and become more complex,
different cultural traditions appear. The more complex the society, the more likely its culture will be
internally varied and diverse. The United States, for example, hosts enormous cultural diversity
stemming from religious, ethnic, and racial differences, as well as regional, age, gender, and class
differences. Currently, more than 12.5 percent of people in the United States are foreign born. In a
single year, immigrants from more than 100 countries come to the United States (U.S. Census
Bureau 2009). Whereas earlier immigrants were predominantly from Europe, now Latin America
and Asia are the greatest sources of new immigrants. One result is a large increase in the number of
U.S. residents for whom English is the second language. Cultural diversity is clearly a characteristic
of contemporary American society. The richness of American culture stems from the many
traditions that different groups have brought with them to this society, as well as from the cultural
forms that have emerged through their experience within the United States. Jazz, for example, is
one of the few musical forms indigenous to the United States. An indigenous art form refers to
something that originated in a particular region or culture. However, jazz also has roots in the
musical traditions of slave communities and African cultures. Since the birth of jazz, cultural greats
such as Ella Fitzgerald, Count Basie, Duke Ellington, Billie Holiday, and numerous others have not
only enriched the jazz tradition but have also influenced other forms of music, including rock and
roll. Strongly influenced by instruments of culture such as television, the fashion industry, and
Anglo-European traditions and includes diverse elements such as fast food, Christmas shopping,
and professional sports. It is also a culture that emphasizes achievement and individual effort.

2. IllepeyeHb 3K3aMeHAMOHHBIX (YCTHBIX) TeM JJIf Oecelbl.

1. Jobs and Careers.
2. Company Culture.



Business in different cultures.

Management style and team building.

Marketing.

Business writing.

Business interaction and communication. Negotiations.
Business strategy and Innovations.

Global Economy.

0. Research.

=00 NG AW

Kpurtepuu oneHuBanus 3k3aMeHa
Kpumepuu oyenusanusn nepedauu cooeparcanus mekcma
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OnenuBaetrcst 3(Q¢GEKTUBHOCT, M TPAMOTHOCTh Iepefauyd CTYJIEHTOM COAEpKaHHs
HCXOJHOI0 TEKCTa Ha MHOCTPAHHOM $I3bIKE, YMEHHE BBIJICIMTH OCHOBHYIO MJEI0 M IEpelaTh €€ B
KpaTkoil (opme. OmunbOKoi cuuTaeTcss MCKa)KeHHAs! WM HEMPaBWIBHO IepenaHHas nHdopmanus,
rpyOble HApyIICHUsI HOPM HHOCTPAHHOTO SI3bIKa, MIOBJIEKIINE 32 cO00H HapyIIeHHe KOMMYHHUKAITUH.

Kpurepun

Onenka

Ilenu nepenaun copepxaHUsl TEKCTa JOCTUTHYTHI B IOJIHOM Mepe; JOMYILIEHO He Oosee
OJIHOM KOMMYHHMKATHBHO 3HAYMMOMN OIIMOKH, IPUBEIIeH K HEJOMOHUMAHHUIO, a TAaKXKE He
O0ojee Tpex KOMMYHHUKATHBHO HE3HAaUYMMBIX omuOok. [lepemavya comepkaHus
OCYIIIECTBJIEHA B MOJHOM 00BEME.

Llenu mepenaun copepskaHusi TEKCTa JOCTUTHYTHI B OOIIEM; JOMYIIEHO He Ooliee ABYX—
TpeX TMOJHBIX KOMMYHHMKAaTHBHO 3HAUMMBIX OIIMOOK M TPEeX KOMMYHHKAaTHUBHO
He3HaYMMBIX ommOoK. [lepenada conmeprkanusi OCYIIECTBICHA B TOJHOM 00BbeMe.

I'maBHbIC ey rnepeaadn CoACpiKaHus TCKCTa JOCTUTHYTHI HaCTUYHO,; JOIIYIICHO HE Oonee
IIATH HOOJHBIX KOMMYHHKATHBHO 3HAYUMBIX omuOOK M IIATH KOMMYHHKAaTHUBHO
HE3HAYMMBIX OIINOOK. Hepenaqa COACPIKAHUA OCYIICCTBJICHA B OCHOBHOM.

I'maBHBIE LenM mepenauyu COAEp)KaHUs TEKCTa He JOCTUTHYTHI, JAONYLIEHO Oojee MATH
MOJIHBIX KOMMYHHMKATHUBHO 3HAUMMBIX OIIMOOK M MSATH KOMMYHUKATHBHO HE3HAUMMBbIX
omnOok. [lepenayua copeprkaHusi HE OCYIECTBIICHA.

Kpumepuu oyenusanus becedvt no meme

Kpurepun

Onenka

KOMMYHI/IKaTI/IBHaH 3aa4da peuicHa MMOJHOCTBIO. Peub OTUCTIIMBAA, IIOHATHAa:A, Oecritasi.
AXTUBHas JICKCHUKA HCIIOJIB3YCTCA NMPAaBUJIIBHO U B IIOJIHOM o0beMe. OCHOBHBIE COOBITUS U
(baKTH BBISABJICHBI IPU YTCHUU U BOCIIPUATHU PEYH HA CIIYX IIPABUIIBHO. Bricka3piBanus
JIOTUYHBI, COOTBETCTBYIOT 3aaa4c. BI)Ipa)KCHO CBOC OTHOLICHUC K CUTYyalllH. I[OHyCTI/IMBI
CIANHUYHBIC OIJ_II/I6KI/I, HC IIPCIATCTBYOINC KOMMYHUKAIIUH.

KOMMYHI/IKaTI/IBHaﬂ 3aaa4a peiicHa HE MOJIHOCTBIO. EcTh He3HAUNTENLHBIC HapyluicHUA B
BBISIBJICHHU (I)aKTOB BOCIIPUHHUMACMOI'0 MaTepurajia. Peur monsTHas. AKTHBHAs JEKCHKa
HCIIOJIB3YCTCA B OCHOBHOM IIPABUJIBHO. Bricka3piBaHusS B oCJIOM COOTBETCTBYIOT
CUTyalluu. I[onymeH pAa TpaMMaTUICCKUX, JICKCHYCCKUX NN (bOHCMaTI/I‘-ICCKI/IX OIJ_II/I6OK,
HC MPEIATCTBYIOIMX KOMMYHUKaAIIVH. JIOHyCTI/IMO HCE3HAYUTCJIBbHOC HAPYIICHUEC JIOTUKU
1 11ay3bl B BLICKA3bIBAHUAX.

KoMmmyHuKaTuBHAs 3amada pereHa 4acTUYHO. BBICKa3bIBaHUS COAEpk AT 3HAYUTEIHHOE
KOJMYECTBO OIIMOOK M TMay3, HO COOTBETCTBYIOT TeMaTHKe. AKTHBHas JIEKCHKA
MCIOJIb3YETCsl B OTpaHuYeHHOM o0beme. Jloruka HapyIieHa.

KOMMYHI/IKaTI/IBHa}I 3aJladya HC PpCUICHA. Peaknun Ha PCIUIMKHA OTCYTCTBYIOT. AxTuBHas
JICKCUKa HE  HCIIOJB3YCTCs. O6HI€HI/IG CBOIUTCA K  OTACIbHBIM  CJIOBaM H
CJIOBOCOYCTAHUAM IIpU OOJIBIIIOM  KOJINUECTBE (bOHeMaTI/I‘lCCKI/IX, JICKCHUYCCKHUX H

rpaMMaTHYCCKUX omubok. MHOTrO 1may3, HCT JIOTMKHW U CBAI3BHOCTH.
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IIpunoxenne Ne2 k paboueil mporpaMme AU CUHUIIIMHBI
«AKaaeMn4yecKoe U J1eJ10Boe 001IeHne HA HHOCTPAHHOM f3bIKE)

MeTozmquKne YKazaHuA AJdA CTYACHTOB 110 OCBOCHHIO JHCIHUIIJINHBI

B niporiecce u3yueHHnss ”THOCTPAHHOTO SI3bIKa B By3€, CTYJICHT JTOJDKCH:

— OCYIIECTBISITh CEPhE3HYI0, CUCTEMATUYECKYIO U YIIOPHYIO Pa0OTy 1O OBIAJICHUIO SI3BIKOM,
OKHJas yCIieXa JIUIIb P PETYISIPHBIX 3aHATHSX;

— TOMHUTbH, 9YTO CAMOCTOsITEIbHAs paboTa — HeOTheMJIeMasl YacTh OCBOCHUS TUCIUILINHBI, 03
KOTOPOH ayIuTOpHast paboTa Mo PyKOBOICTBOM IIperoiaBatelis Oyaer MeHee 3P deKTUBHA.
PerynsipHoe wucmosib3oBaHue pecypcoB MHTepHETa W MEPHOAMYECKHX HW3JAHUN TO3BOJIUT
MIOBBICHTH COOCTBEHHYIO SI3BIKOBYIO KYJIBTYDY.

— TIOCTOSIHHO TIOTIOJIHATH COOCTBEHHBIN CIIOBapHBIM 3amac IO CICHUATBHOCTH, 3aHUMAThCs
COCTaBIICHUEM CIICIUATN3UPOBAHHOTO CIIOBHUKA;

— YUTaTh XYAOXKECTBCHHYIO W CIICIIHATU3WPOBAHHYIO JUTEPATypy Ha HHOCTPAHHOM SI3BIKE,
W3BICKMBATh BO3MOXXHOCTH K OOIICHUIO C HOCHUTEIISIMH SI3bIKa (CEMHHAPBI B BCTpedr B JloMax
JIpYKOBI, TIepenucka, ydactue B IaTepaeT-gopymax);

— pa3BUBaTh B ceOe CTpEMIICHHE K CIIOHTAaHHOMY, IYCTh M HE 0€30IIMO0YHOMY TOBOPEHHIO,
JOOWBAsICH SICHOTO M YETKOTO BBIPKEHUS MBICIIH;

— TMPOSIBJIATH YBOKEHUE K CBOUM IPETIOABATEIISIM U MOAICPKUBATH C HUMH JIEJIOBOM KOHTAKT,
BBINOJIHSSL UX COBETHI U PEKOMEH/IAIINH.

— yMmeTh paboTaTh B KOMaHJC B paMKaxX BBIOJIHEHUS KOMMYHUKAaTHUBHBIX, TIPOCKTHBIX H II.
3a1aHUM.

Tpe6oBaHusi K 0CBOCHHI0 THCHHUILIUHBI

PerynspHoe nocenieHue NnpakTUYECKUX 3aHATHI. Ha mpakTU4ecKux 3aHATUSAX BHUMaHUE
oOpamaeTcss Ha M3y4YCHWE OCHOBHBIX IMPABUJI JICJIOBOTO OOIIEHUS HA WHOCTPAHHOM si3bike. [Ipum
MOSIBJICHUH BOIPOCOB HEOOXOAMMO OOpaTUThCA K MPENOJaBATENI0 AN PA3bsICHEHUS CIOXKHBIX
CJIy4aeB yNOTPEOJICHHS SI3bIKOBBIX €IMHHII.

AkTHBHas paboTa Ha MPaKTUYECKUX 3aHATHUSX. [Ipu MpoBeAeHHH MPAKTUYECKUX 3aHATUN
OIICHUBAETCA IMOJATOTOBICHHOCTh CTYJEHTa K 3aHSITHIO, €r0 aKTUBHOCTH MPH AHAIU3E A3BIKOBOTO
MaTepualla, BHINOJHEHUN YIIPAKHEHUN.

ITocTossHHOE BBITIONIHEHHWE JOMAITHUX 3aJaHuii. BeIMogHeHWe IOMAaITHUX 3aJaHui
o0ecreurnBaeT CaMOCTOSITEIbHBIA aHANMU3 S3BIKOBOTO MaTepuala, 3aKperjieHre 3HAaHUN U YMEHUH,
MOJYYEHHBIX HA Ay IUTOPHBIX 3aHITHUSX.

BreimonHeHne BceX NHCHBMEHHBIX pPabOT MO Kypcy Ha TMOJIOKHUTENbHYIO OIeHKy. [lpu
MOJYYEHUU CTYJIEHTOM HEYJOBJIETBOPUTEIBbHOW OILIEHKH IMPENOJaBaTellb HAa3HAyaeT Yachl
KOHCYJIbTallMid, Ha KOTOPBIX MOXHO 3a7aTh BOIIPOCHI M0 COACPKAHUIO JUCHUIUIMHBL. ECiau cTyaeHT
He OBbLT HA 3aHSTHH, Ha KOHCYJIbTAIIUU CTYJIEHT OTBEYAET MPONACHHBIN MaTepuai Mo TeMe YCTHO.



