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Unit 1.
DIFFERENT CULTURES

TEXT 1. OVERCOMING CULTURAL BARRIERS

BEFORE YOU READ

Discuss these Questions.

1 What are the main reasons for a company to start looking outside
its domestic market?

2 What are some of the problems that might arise when marketing
and advertising products in different countries?

3 What kind of cultural problems can arise when a company starts
working internationally?

READING

Understanding the main points

Read the article on the opposite page and say whether these state-
ments are true (T), false (F) or there is not enough information given (N).
Identify the part of the article that gives this information.

1. Most companies only start working internationally when they have
fully exploited their domestic market.

2. The best way to enter foreign markets is to set up subsidiaries in
those countries.

3. Geert Hofstede was the first person to study the impact of culture
on working internationally.

4. Geert Hofstede found that values and beliefs in different parts of
IBM across the world were different.

5. The biggest problem when working internationally is getting the
marketing right.

6. China is the most difficult foreign country for Western companies
to do business in.

7. Cultural diversity can be a benefit as well as a problem.

Understanding details

Read the article again and answer these questions.

1. What is Geert Hofstede's nationality?

2. When did Hofstede carry out his research at IBM?

3. Why was IBM a good company to choose for his research?

4. Why was 'Nova' a bad name for a car in Spanish-speaking markets?
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5. Why was the Lexus luxury car less successful in Europe than in
the US?

6. What can companies do to be more successful when marketing
products internationally?

7. Why do Western companies have problems operating in China?

8. What are some of the benefits of working across cultures?

Barriers can give a competitive edge
by Morgan Witzel

A Sooner or later the growing company will reach market saturation
in its domestic market and there will be little choice but to move into over-
seas markets.

B Most companies, in fact, start dipping their toes in foreign waters
long before they reach domestic saturation, to exploit other profitable mar-
kets and give themselves experience of working abroad.

C Whether the company is trading abroad or establishing foreign
subsidiaries, the issue of national culture assumes great importance. It had
been known for years that working across cultures poses special problems,
but the work of Geert Hofstede, the Dutch management theorist, in the
1970s and 1980s showed just how diverse and various cultural influences
can be.

D Working across a single global company — IBM, a business noted
for the unifonnity of its corporate culture — Hofstede showed that a huge
variety of beliefs and values were present in the workplace, not just between
the US, Europe and Asia, but within regions as well.

E Globalisation is said to be leading to cultural convergence but, as
Hofstede and many later studies have shown, full convergence is still some
way away.

F Companies moving into international markets will usually first feel
the effects of culture on their marketing and advertising. Every international
marketer has their collection of mistakes, where the values of one culture
fail to translate into another. Sales of the Vauxhall Nova in Hispanic-
speaking countries, for example, suffered because in Spanish, no va means
“won't go”.

G Other failures are more complex and based on deeper cultural divides.
Toyota's luxury car, the Lexus, was an immediate hit in the US, where the luxu-
ry-car market had been the pre-serve of a few domestic companies, and the
Lexus offered something appreciably different. The Lexus has been much less
successful in Europe, where there is a stronger tradition of luxury car-making
and strong loyalty to local brands on the part of their buyers.



H Cultural barriers in marketing can be overcome by repositioning
brands, changing advertising and product features to suit local sensitivities
and so on. Much more difficult to manage are the cultural differences that
arise when companies establish multinational subsidiaries and then expect
members of different national cultures to work together. This is especially
the case with Western companies establishing subsidiaries in China.

I Chinese workers often prefer strong directive leadership to the
more democratic model now common in the West. They also rely much
more on senior managers to sort out problems, including problems in the
workers' private lives. Linguistic confusion is also compounded by quite
different attitudes to issues such as ethics, reporting and control, and work-
ers' rights and responsibilities.

J What appears to be a barrier, however, can actually be a source of
competitive advantage for those companies and managers that learn to work
with cultural differences and benefit from them.

K In terms of managing local subsidiaries, some global companies
have learnt to adopt best practices from foreign companies and transfer these
into the home market. This kind of cross-fertilization has been taking place
between Japanese and Western car-makers for decades, and has led to pow-
erful innovations on both sides.

Understanding expressions

Choose the best explanation for each phrase from the article.
1 ... will reach market saturation ...

a) start to lose market share

b) stop expanding its market share

2 «... start dipping their toes into foreign waters ..."

a) making the first moves

b) carrying out test marketing

3 »... leading to cultural convergence ...

a) where everything becomes similar

b) where everything changes

4 ... will usually first feel the effects of culture on ..."
a) have cultural problems

b) be influenced by culture

5 »... based on deeper cultural divides.'

a) differences

b) values

6 »... to suit local sensitivities ...

a) adapt to different ways of doing things

b) try to change the local customs



7 'Linguistic confusion is also compounded by ...
a) made better

b) made worse

8 »... a source of competitive advantage ...'

a) a reason for problems with competitors

b) a chance to be better than competitors

9 »... to adopt best practices from ...

a) improve by constant practice

b) take good ideas from others

Word search

Find words or phrases in the article which fit these meanings.

1 markets in foreign countries (paragraph A)

2 to use fully so you get as much advantage as possible from it (para-
graph 8)

3 companies that are at least half owned and controlled by another
company (paragraph C)

4 causes (a problem) (paragraph C)

5 ideas that you feel to be true (paragraph D)

6 the principles that influence the way of life of a particular group or
community (paragraph D)

7 place reserved for one special group (paragraph G)

8 being faithful to a set of beliefs or a country (paragraph G)

9 things that prevent or limit what you can do (paragraph H)

10 changing the way of marketing and advertising a product or a
brand so that people think about it in a different way (paragraph H)

11 set up, create (paragraph H)

12 a style of management that shows you are clearly in charge (para-
graph I)

13 to solve (paragraph I)

14 the mixing of the ideas of different groups of people, which often
produces a better result (paragraph K)

Sentence completion
Use words and phrases from Exercise B in the correct form to com-
plete these sentences.

1. Multinational companies usually have............. in many parts of
the world.

2. Some companies are more successful in .............. markets than in
their domestic market.

3. Having a presence in a market is the best way to .............. it fully.



4. Sometimes it is necessary to ...... a product or brand in a foreign
market in order to avoid offending or confusing people.

5. To sell products successfully in foreign markets, it is usually nec-
essary to ....... local sales companies.

TEXT 2. TRAVELLING WITH AN OPEN MIND

Discuss these Questions

1. When people talk about travelling to foreign, countries, what do
you think they mean by the phrase Think globally, act locally?

2. Read paragraphs 1 and 2 of the text. According to the text, where
should France, Germany, Italy and Switzerland go on the line below?

3. How important is punctuality?

Not very important Very important
4. Where do you think Britain should go in the box? Where should
your country go?

Which of these sentences do you think are true and which are
false?

1. Giving and receiving gifts is important part of business life in the
Middle East.

2. It’s embarrassing for Japanese people to receive gifts.

3. You should always take an expensive gift when you visit an
American company.

4. 1t’s rude to offer a British businessperson a small gift like a pen.

Match the definitions below to the words underlined in paragraph 4.
Foreign countries

Describes a person who really wants to succeed

A fixed idea about a type of person (which is usually wrong)

A movement of the hands to communicate something

Describes people who don’t like to show their feelings

IN THE GLOBAL ECONOMY, it’s more important than ever to
know how they do things in other countries. Perhaps the key to a successful
business trip is a genuine respect for other cultures. For the business travel-
er, the famous saying is certainly true: ‘Think globally, act locally.’

Timing is everything in business. Western businesspeople, in particu-
lar, are obsessed with it — after all, ‘time is money’. But even in Europe,
attitudes to timekeeping can still be regarded as local customs. In Germany
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or Switzerland, you should never arrive fifteen minutes late for a meeting,
while in France, that is quite acceptable. If you agree to meet your Italian
colleague at 12 o’clock and they arrive half an hour late, they probably
won’t give you an excuse but will almost certainly have a great idea. And,
as for the British, one cynical businessman has observed that they pretend to
be German but, in fact, they would love to be Italian!

Cultures also view gifts very differently. In Anglo-Saxon countries*,
for example, business-people don’t expect to receive gifts from visitors, and
anything more expensive than a small corporate gift like a pen could cause
embarrassment. But in Asia, particularly in Japan and the Middle East, gifts
have a much greater importance in establishing a personal and business rela-
tionship. Even there, gifts don’t have to be very expensive, although they
should be of a high quality.

But cultural stereotypes are rarely helpful when dealing with individu-
als. Not all Americans are pushy and loud; not all English people are reserved
and formal. The same is true of any culture. There are Italians who don’t gesture
and Japanese who never apologize. So, when you travel overseas, try to leave
behind all ideas based on jokes or movies. Keep an open mind and you will find
that you meet individuals far more than cultural stereotypes.

*Anglo-Saxon countries: Australia, Canada, UK, USA

The Financial Times Guide To Business Travel by Stuart Crainer and
Des Dearlove

Retell the text. What are the stereotypes that other people have
about your country? Which ones do you think are true and which ones do
you think are false?

TEXT 3. INTERNATIONAL BUSINESS
ETIQUETTE - DEFINITION AND TIPS

Do you know the definition of Business Etiquette? Business eti-
quette is about building relationships with other people. Etiquette is not
about rules & regulations but is about providing basic social comfort and
creating an environment where others feel comfortable and secure, this is
possible through better communication.

Social media communication platforms (i.e. Facebook, Linkedin) are
evolving rapidly day by day, as the concept of social media etiquette be-
comes a crucial part of business. Business etiquette consists of two things.
Firstly, thoughtful consideration of the interests and feelings of others and
secondly, being able to minimise misunderstandings. These are influenced
by individual behaviour & demeanour. Business etiquette instructs
this behaviour.



Business etiquette differs from region to region and from country to
country. This creates a complex situation for people as it is hard to balance
the focus on both international business etiquette and other business activi-
ties at the same time. Therefore, a wise step is to focus on some key pillars
of business etiquette.

Here are some key business etiquette tips that mean real success to
business:

¢ Thank You > Note

If you want to differentiate yourself from others then never forget to
write a‘Thank You’ note to your job interviewer or your client. This will
leave a good impression and also reflect well on your company.

Know the Names

Give others respect by knowing their names which will increase
goodwill and communication. it is also worth management stepping back
and acknowledging people individually for their good work as this will en-
hance their self esteem and increase motivation.

Observe the ¢ Elevator Rule ¢

Be mindful of saying appropriate things at a job interview or client meet-
ing. Don’t start discussing business with a client or interviewer as soon as you
step out of the lift. By doing so, you avoid the risk of damaging your reputation.

Focus on the Face, Not the Screen

Never forget to switch off your phone and try not to use any other
device just to prove you are a multitasking individual. In fact, in the world
of business this is considered bad manners. Concentrate on the meeting and
listen to what people are saying.

Don’t Judge

Everyone is unique in their own way and uses a different approach to
deal with situations. Therefore, if you disagree with another person’s ap-
proach instead of criticizing try to understand it from their point of view. By
doing so, you create a friendly environment. Always remember you get re-
spect by giving respect.

Whether in business or between individuals, one concern is brand
awareness. Individuals want to be noticed both socially and professionally.
People want to be remembered by others.

However, in the digital landscape you have to be very careful when try-
ing to pursue your brand awareness. Think carefully before doing. What we
mean by this is that before creating a hashtag, posting on a Facebook wall or
texting — think how the other person will feel when they receive your message.

Character, Behaviour, Honesty

Your character reflects your individuality and your behavior exhibits
your personality. Business etiquette encourages revealing your positive
qualities. This helps your reputation.
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Always be honest and remember that it takes a long time to develop
trust and a good reputation and only one small mistake to lose it. Business
etiquette provides a framework for stating the boundaries of terms & condi-
tions, contracts and promises.

Sensitivity & Diplomacy

A key pillar of business etiquette is sensitivity, meaning giving careful
thought to every business aspect before making a judgment. This gives a strong
foundation to your business. Also, thoughtless words and actions lead to a nega-
tive outcome. Being aware of business etiquette encourages careful thought.

Elements of business etiquette

Business etiquette instructs on you how to present yourself profes-
sionally in different cultures. The keys for making a good impression are
dressing appropriately, your body language, presenting your business cards,
gift giving, conducting meetings and many other important elements.

GRAMMAR 1.
PRESENT PERFECT/ PAST SIMPLE

Present Perfect (Hacrosiee coBepiéntoe)

I[ef/'ICTBI/Ie 34BCPIINIIOCH 00 Kako20-mo MoMeHma 6épeMeHu B HaCTO-
SIIEM»

O6crosiTenscTBa BpeMeHH: ever, never, always, already, yet, just,
still, of late, lately, recently, before, so far, up to now, today, this week,
once, three times, in the last few weeks, for 2 hours, since morning, all my
life. How many / much ...? Since when...? How long ...?

YTBepautenbHas

OTtpunarenbHasi

Bonpocureasnas

|
We have known
You they

|
We have not known
You they

|
Have we known ?
you they

He
She has worked
It

He
She has not worked
It

he
Has she worked?
lit

She has never apologized in her life. — Ona Hukorga He U3BHHIIACH

B CBOEH JKH3HU

Mr. Thomson has been vice-president for three years. — Muctep
ToMcoH ObLI BUILIC-TTPE3UACHTOM

Present Perfect tak:ke ucmoab3yercss NP ONHMCAHUH COOBITHS,
MIPOM3OILE/IIEr0 B TPOIIJIOM U SIBISIOIIETOCS aKTyalbHBIM, CYIIECTBEH-
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HBIM, 3HAYMUMBIM IS MOMEHTa peun (pe3yiabraT B Hactosmiem): | have
washed my hands so | can help you with the cooking. — I mombur pyku n
Mor moMoub Tebe ¢ roroBkoii. | have forgotten his name. — £ 326511 ero nms
(u He oMHIO ero ceifgac). «Where is your key?» «l am afraid | have lost it».
«["me TBOII KIMI0Y?» - «BOIOCH, 5 €r0 MOTEPSII».

Korzma XoTaT cOOOIMTH 0 YEM-TO, YTO MPOU30ILIO TOIBKO YTO HIIH
coBceM HemaBHo: She hasn't received any letters from him lately. - TTocnen-
Hee BpeMsi OHa He moiydaia (He mosydaer) oT Heé muceM. They have just
come back. - OHu TONBKO 4TO BEPHYIHUCE.

Jnst obo3HaueHHs COOBITHS, KOTOpOE paccMaTpuBaeTcs Kak (akT
KHM3HU, U3 KOTOPOTO MOXKHO YepIiaTh )KU3HEHHBIN OIBIT WM JIeNaTh yMO3a-
Kio4eHus. To, KorJja UMEHHO NMPOU30ILUIO JJAHHOE COOBITHE, HEBAXKHO WU
HeussecTHO: | have seen this man. - S Bunen satoro uenoseka. I've read ‘War
and Peace'. - 51 npouurana 'Boiiny u mup'.

Ecin yka3aHO, CKONBKO pa3 MPOU3OLIIO HEKOTOpoe coOwiTHe: They
have been to London three times. - Ouu 6sutn B JlongoHe Tpu pasa. It is the
first time he has driven a car. - Ou BEn MalnHy nepBbIii pa3 (B KU3HH).

B konctpykuuu Present Perfect since Past Indefinite: They have been
good friends since she finished school. - Ouu 6bLTH XOPOIIUMHU APY3BIMHE C
Tex Mop, Kak OHa 3akoHumia mkony. He moved to a new flat and hasn't
called me since. - Ou mepeexan B HOBYIO KBAPTUPY M HE 3BOHHJ MHE C T€X
mop. Since then | have changed my job several times. — C tex mop s mome-
HSUJT pabOTy HECKOJIBKO pas.

3anomuuTe KOHCTpYKIHio: It IS years since ...: It is a long time since
| last saw Lane. — Ilpowio MHo20 épemenu ¢ mex nop. Kax si 8 NOCAeOHUll
pas eudena Jletin.

Past Simple (IIpoweninee HeonpeeaEHHOE)

I[CI\/'ICTBI/IG IIPOU301IO 6 HeKomopbnft Momerm epemerHu B IPOLIOM
(Bpems IeficTBHS yKa3bIBACTCS WM TIOAPA3yMEBaeTCs).

O6crostenscTBa Bpemenu: yesterday, last week, long ago, the other
day, not until, just now, then, there, in May, in summer, in 2006, at school,
in childhood, on holidays, in France.

YTBepz]m"em)Han OTpnuaTeanan Bonpocheanaﬂ
| | |
lie He he
She worked It knew She did not work Did she work?
We It did not know Did it know?
You We we you they
They You

They
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He bought this car in Poland — On kynun smy mawuny 6 Honvwe.

We did enjoy the concert. It was really good. — Ham ouens nompa-
suncs kounyepm. OH Obl1 OeliceumenbHO XOPOUWUM.

Did you hear a strange noise just now? — Ter cavlwan Kakou-mo
CMPAHHBIU 36YK MOILKO YMo?

Past Simple maxace ucnonvzyemca:

1) mns 0603HaUCHHUS TOBTOPSIOIIMXCS HIIH MOCTEI0BATEIBHBIX eH-
creuii: | got up at 7 o ‘clock, washed myself and had breakfast. - 51 Bctan B
7 4acoB, yMBUICS Y [103aBTPaKall.

2) Korja pedb UAET O MPOHCXOKICHHUH Yero-ando, 06 OTKPBITHAX,
uzobperenusix: Who gave you this advice? - Kro man Bam stoT coset? The
French invented the cinema. - ®@paniyssl n306pean KuHemarorpad.

3) ecnu HYKHO HOAYEPKHYTh, YTO COOBITHE, KOTOPOE MPOH3OIILIO0
BTOPBIM, SBIICTCS PE3yJIbTaTOM COOBITHS, KOTOPOE IPOU3OILIO HEPBBIM
(npuumHHO-CIecTBeHHAs cBsi3b): She became famous after she wrote this
novel. — OHa cTana U3BECTHOIA, MOCIe TOro Kak Hamucajia 3TOT POMaH.

Cpasuute ynorpeoduaenue Past Simple u Present Perfect:

€CJIM HY>KHO COOOIIUTH O YEM-TO, YTO IPOH3OILIO B IEPHO]] BpeMe-
HH, KOTOPBII UIMTCA BIIOTH IO MOMEHTa peuH, Ucmoib3yetcs Present Per-
fect. Ecnu e pacckasbiBaeTCsi 0 COOBITHH, KOTOPOE MPOU3OILIO B HEKOTO-
pHIl TIepUOA BPEMEHH, 3aKOHYHMBIIMKCS O MOMEHTa pPeyH, HCIOJIb3YeTCs
Past Simple Jack grew a beard hut now he has shaven it off. - J[xek otpac-
TIII 6OpOy, HO ceiiuac oH €€ cOpui (6opoabl ceituac Het). They went out
after breakfast and they have just come back. - Onu yuuiu nocine 3aBTpaka u
TOJILKO YTO BEPHYIHUCH (OHU ceifyac goma).

U Past Simple, u Present Perfect nomnone3yrorcst mpu onvcaHuu co-
ObITHs, IOBTOpSIBIIErocst B mpouuioMm. Present Perfect npeamoururensuee
HCTIOJB30BaTh, KOTAAa HY)KHO MOJYEPKHYTh, YTO JaHHOE COOBITHE MOMKET
npowusoiitu emé pas. He has written three novels. - On Hanucan tpu pomana
(MoskeT ObITh, HamUIIET eimé HecKobKo). He wrote three novels and died in
1983. - Ou mammcan Tpu pomana u ymep B 1983 roay (Oosbiie yxe He
HaIUIIIET).

Hogas uadopmarms 00b19HO BBOAKTCS ¢ momMoribio Present Perfect.
3a nuMm crieayer Past Simple, ¢ moMoIIb0 KOTOPOro AAKTCs AE€Taad ONMUCHI-
Baemoro cobriTusi: «Look! Somebody has spilt milk on the carpet.» «It was-
n't me. | didn’t do it. « - «ITocmMotpu! KTo-TO mposmi MOJIOKO Ha KOBEPY.
«3to0 6611 He s1. S aTOrO He Aenan». The famous artist John Cramp has died
of cancer. He was 50 and had two children. - Ymep oT paka 3HaMeHHTbIi
xynoxxHuk J[xon Kpemn. Emy 6b1510 50 siet u y Hero Obu10 1BOE AETEH.
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1. PackpoiiTe ckodku, ynorpedss riaaroiasl B Present Perfect
uiu Past Simple.

1. Helen speaks French so well because she (to live) in France.
2. She (to live) there last year. 3. The rain (to stop) and the sun is shining in
the sky again. 4. The rain (to stop) half an hour ago. 5. Mary (to buy) a new
hat. 6. | (to buy) a pair of gloves yesterday. 7. The wind (to blow) off the
man’s hat, and he cannot catch it. 8. The weather (to change), and we can go
for a walk. 9. The wind (to change) in the morning. 10. We (to travel)
around Europe last year. 11. My father knows so much because he (to trav-
el) a lot. 12. | (to see) Pete today. 13. She (to see) this film last Sunday.
14. Alex (to meet) his friend two hours ago. 15. | just (to meet) our teacher.
16. The children already (to decide) what to do with the books. 17. Yester-
day they (to decide) to help their grandmother. 18. I (not to see) you for a
long time. | (to see) you in town two or three days ago, but you (not to see)
me. | (to be) on a bus.

2. Packpoiite ckoGku, ynorpeduasisi riaroiabl B Present Perfect
uim Past Simple.

1. Last night I (to feel) tired and (to go) to bed very early. 2. Where
you (to spend) your holidays? 3. You ever (to spend) your holidays in the
Crimea? 4. While travelling in the Crimea, | (to meet) your friend. 5. | never
(to visit) that place. 6. He (to visit) that place last year. 7. | just (to get) a
letter from Tom. 8. You (to take) any photographs while travelling in the
south? 9. He (to be) abroad five years ago. 10. You (to be) in the Caucasus
last year? 11. They (to leave) when he (to be) still a child. 12. He (not yet to
come) back. 13. He (to go) already? 14. When you (to see) him last? 15. |
(not to see) him for ages. 16. His health (to improve) greatly since | (to see)
him last. 17. You (to pass) your driving test yet? — Yes, | (to pass) it in May,
but I (not to buy) a car yet. 18. He already (to move). He (to find) a nice flat
before Christmas and he (to be) there two years.
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Unit 2.
ADVERTISING

Look at these forms of advertising. Group them into the two catego-
ries, as in the examples below.

Inside the home Outside the home

Cinema television posters
Direct mail
Hoardings
Magazines
Newspapers
Point-of-sale
Posters
Radio
Sponsorship
Television

Which advertising medium is being described in each of these par-
agraphs?

1. In terms of visual power, this is the strongest medium of all. The
combination of a giant screen, multi-track sound and the absence of distrac-
tions make each commercial look and sound better than anywhere else.

2. Most of this thrown away, though sometimes there is an attrac-
tive-looking special offer. But this is probably the sort of thing you don’t
want in your mailbox.

3. They’re designed to catch the attention of the passer-by or the
motorist. The picture is usually striking and the catch phrase memorable
because there’s not a lot of time to read.

4. When it’s associated with a major event like the Olympic Games
it’s good in terms of building up an image and a good reputation but the
pay-off may not be immediate.

5. Some have a very wide circulation, but the glossy ones are more ex-
pensive. You should choose a good position such as the inside front cover.

6. There could be a video promotion, or advertising material placed
on a display stand in the store itself and designed to catch the consumer’s
eye. In supermarkets there may be product demonstrations or announce-
ments of special offers.
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TEXT 1. FIGURES AND TRENDS

What brand names are you wearing or can you see around you?
Which do you think is the most famous?

Look quickly at the article. Find as many brand names and compa-
ny slogans as you can. What are the companies famous for?

Read the article and answer these questions.

1. In what way is the world becoming smaller?

2. Where in the world can you escape from advertising?

3. What’s the connection between advertising and the moon?

4. In the USA, did spending on advertising go up or down in the
1990s?

5. How does Tommy Hilfiger make his money?

6. Is advertising always effective?

Find words or phrases in the article which mean...

Approximately(=)

More than ( >)

They say the world is shrinking, they say we’re all becoming more
similar. Why do people think this? Because these days we’re all speaking
the language of brands:

Just do iz... The real thing... Intel inside...

I want my MTV ...

These are some of the most valuable words on the planet, famous from
Beijing to Buenos Aires. In fact, probably the only place you can escape them is
communist North Korea. And even that could change soon, because some com-
panies have plans to display their names on the surface of the moon!

Advertising is big business. In 1995, American companies spent just
under $150 billion on advertising; that figure rose to over $200 billion in
2000. Nike, one of the most successful brands of the 1990s, increased its
spending on advertising from nearly $150 million in 1990 to more than $500
million at the end of the decade.

The result of this is that sales messages are everywhere. The average
American adult sees or hears around one thousand five hundred of them
every day. That’s roughly 1.5 images for every minute they’re awake!

So why is the importance of advertising growing? One reason is that
production costs are falling. It’s now fairly easy to produce goods cheaply,
but you have to have a famous brand name to sell them for a good profit.
For that reason, many of the world’s top companies don’t actually make
anything at all. For example, Tommy Hilfiger doesn’t produce any of the
clothes he sells; he makes his money just by signing his name.
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But expensive advertising is no guarantee of success: research shows
that some adverts actually decrease the sales of products. In fact, most busi-
nesspeople agree that they waste about 50% of the money that they spend on
advertising — the problem is that they don’t know which 50%.

TEXT 2. BRANDING

Complete these sentences with words

Associate communicate emphasize external
obvious project promote remind reputation
widely

1) We have three main brand values which we try to

in all our internal and commu-
nication.

2) Our customers us with the highest quality
products.

3) Our products are seen as the safest on the
market.

4) That’s something we can through our brand.

5) We have always had a for coming up with
new products and we try to that through our brand.

6) For us, the customer always comes first and we want to constant-
ly both ourselves and our customers oh that fact.

7) That’s something we continually in our
marketing.

8) Hopefully that is from our logo and corpo-
rate design.

How many expressions with brand do you know? Match the terms
in the box with their definitions.

Brand awareness, brand equity, brand extension, brand identity,
brand image, brand loyalty, brand name, branding, derived brand, off-
brand

1) What a brand is called.

2) How much people are aware of a brand.

3) What a company wants people to think about a brand.

4) What people actually think about a brand.

5) When a product doesn’t fit the company’s brand.

6) The value (either monetary or not) that a brand adds to a product
or service.
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7) When people like a brand and buy it again and again.

8) When a product or service is associated with a brand.

9) When an existing brand is used to support a new range of products.

10)When a component of a product becomes a brand in its own right
(e.g. Intel in PCs).

Branding, branding, branding: if you haven’t heard the word,
you’ve been under a rock for the last, oh, ten years. But is all the talk
about branding just so much hype?

In a word: no. | think that branding is the most important point your
company can consider — and everyone should consider it. And those of you
who sell to companies — office chairs, obscure chemicals, you know you are
— you should be paying attention too.

It’s not enough just to have everyone recognize your brand name or
your logo. Branding is about connecting, after all, and everyone in market-
ing needs to know how to make their product connect to their customer. The
best brand has a rational as well as an emotional appeal, and speaks to your
customer’s head as well as his or her heart. You want your brand to be
something the customer knows is the best — and feels is the best too.

Today, everyone’s talking about [Pods, and not just as state-of-the-art
musical devices. When people talk about their iPods, you might think
they’re talking about a best friend: ‘I’d never go anywhere without it!” ‘If I
had to choose between my iPod and my girlfriend, well...” Despite the
number of me-too products designed to compete with the IPods, the original
still has the largest market share. Why? Brand loyalty.

And remember, once you’ve inspired brand loyalty in your custom-
ers, you can’t betray them and change the story of your brand. Cadbury, for
example, has a reputation for their chocolates. But when they introduced
Cadbury’s soup, it flopped. The problem was that the product was off-brand,
and didn’t fit with the expectations people had about Cadbury’s products.

So remember that when you’re telling a story about your product, the
story has to be consistent. Very few products live forever. IPods might al-
ready be yesterday’s news. But establish your brand, and people will re-
member it. When Apple introduces its next new idea, millions of people will
be paying attention, ready to fall in love again.

Retell the text and answer the questions

How important is branding to your company? How important is it in
your culture?

Make a list of brands you like and brands you don’t like. Explain
your feelings. (Did you have a bad experience with the brand? Was it adver-
tised with an amusing or a horrible commercial?)
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TEXT 3. THE HISTORY OF ADVERTISING

Advertising or advertizing is a form of communication for market-
ing and used to encourage, persuade, or manipulate an audience (viewers,
readers or listeners; sometimes a specific group) to continue or take some
new action. Most commonly, the desired result is to drive consumer behav-
ior with respect to a commercial offering, although political and ideological
advertising is also common. In Latin, «ad vertere» means «to turn the mind
toward». The purpose of advertising may also be to reassure employees or
shareholders that a company is viable or successful. Advertising messages
are usually paid for by sponsors and viewed via various traditional media;
including mass media such asnewspaper, magazines, television commer-
cial, radio advertisement, outdoor advertising or direct mail; or new media
such as blogs, websites or text messages.

Commercial  advertisers  often  seek to generate in-
creased consumption of their products or services through «branding,»
which involves associating a product name or image with certain qualities in
the minds of consumers. Non-commercial advertisers who spend money to
advertise items other than a consumer product or service include political
parties, interest groups, religious organizations and governmental agen-
cies. Nonprofit organizations may rely on free modes of persuasion, such as
a public service announcement (PSA).

Modern advertising was created with the innovative techniques in-
troduced with tobacco advertising in the 1920s, most significantly with the
campaigns of Edward Bernays, which is often considered the founder of
modern, Madison Avenue advertising.

In 2010, spending on advertising was estimated at $142.5 billion in
the United States and $467 billion worldwide

Virtually any medium can be used for advertising. Commercial advertis-
ing media can include wall paintings, billboards, street furniture components,
printed flyers and rack cards, radio, cinema and television adverts, web banners,
mobile telephone screens, shopping carts, skywriting, bus stop benches, human
billboards and forehead advertising, magazines, newspapers, town criers, sides
of buses, banners attached to or sides of airplanes (« logojets»), in-flight adver-
tisements on seatback tray tables or overhead storage bins, taxicab doors, roof
mounts and passenger screens, musical stage shows, subway platforms and
trains, elastic bands on disposable diapers, doors of bathroom stalls, stickers on
apples in supermarkets, shopping cart handles (grabertising), the opening section
of streaming audio and video, posters, and the backs of event tickets and super-
market receipts. Any place an «identified» sponsor pays to deliver their message
through a medium is advertising.
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GRAMMAR 2.
PAST SIMPLE / PAST PERFECT

PAST PERFECT

IIpomenmee copepieHHoe (nMpeanpoue/miee)
JleiicTBUE 3aBepUIMIIOCH A0 ONpedeIeHHOI0 MOMEHTa BpeMeHU B

MIPOIIIOM.

O6crositenscrBa Bpemenu: by 5 o'clock, before, after.

YTBepaurtebHas OtpunarejabHast BonpocurenbHast
| | |
He He he
She  had worked She  had not worked Had she  worked?
It had known It had not known Had it known?
We We we
You You you
They They they

They had finished the work by 5 o’clock. — Ouu 3akoHumIH paboTy
K 5 gacawm.

I could see from his face that he had received bad news. — 5 Bunen
IO €ro JIMILY, YTO OH HOJIYYHII TFIOXHE HOBOCTH.

Past Perfect Tak:ke nucnosab3yercs:

B kouctpykumsix Past Perfect before Past Simple, Past Simple af-
ter Past Perfect: Jim and Christine had known each other for two years
before they got married. — J[>xum u Kpuctina 3Hanu apyr apyra aBa roja,
npexe yem [oxenwmnucs. | came to the station after the train had left. — 4
npuexall Ha BOK3aJl MOCIIe TOro, Kak Moe3 1 yIied.

Korz[a HET HeO6XO}:[I/IMOCTI/I TMOAYCPKUBATL MPEAIINECCTBOBAHUE OJHOTO
neiicTBust ipyromy, To niocie after ynorpebnsercs Past Simple: After we de-
signed the new logo, our company’s image definitely improved. — ITocne Toro,
Kak Mbl pa3paboTajy HOBBII JIOTOTHUII, IMUDK HAlIeH KOMIIAHHH ONPEASIICHHO
yayumuics. After she heard the news she phoned me at once. — Tlocrne Toro,
Kak OHa ycJIblliaia HOBOCTH, OHA Cpa3y MHE TI03BOHHJIA.

B xonctpykuusix hardly ... when, scarcely ... when, no sooner ...
than: Hardly had | entered the room when the phone rang. — Kak Tossko st
BOIIEN B KOMHaTy, 3a3BoHun Tenedon. We had no sooner started than it
began raining. — Kak ToJ1bK0 MBI OTIPaBHIIMCH, HAYAJICS J0KIb.
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1. PackpoiiTe cko0KH, ymoTpeossis riaarosl B Past Simple nan
Past Perfect.

1. Tom (to return) from the cinema at five o’clock. 2. Tom (to return)
from the cinema by five o’clock. 3. I (to finish) my homework at seven
o’clock. 4. I (to finish) my homework by seven o’clock. 5. He (to think) that
he (to lose) the money. 6. Ann (to tell) me that she (to see) an interesting film.
7. When | (to come) home, mother already (to cook) dinner. 8. When father
(to return) from work, we already (to do) our homework. 9. When the teacher
(to enter) the classroom, the pupils already (to open) their books. 10. Kate (to
give) me the book which she (to buy) the day before. 11. Nick (to show) the
teacher the picture which he (to draw). 12. The boy (to give) the goats the
grass which he (to bring) from the field. 13. Mother (to see) that Nick (not to
wash) his hands. 14. The teacher (to understand) that Lena (not to do) her
homework. 15. 1 (to know) that my friend (not yet to come). 16. When | (to
wake) up yesterday, father already (to go) to work. 17. Nick (to think) that his
father (not yet to come) home. 18. Mary (to tell) us that she (to cook) a good
dinner. 19. Yesterday | (to find) the book which I (to lose) in summer.
20. When we (to come) to the station, the train already (to leave).

2. PackpoiiTe cko0KkH, ynorped.ssi riaroibl B Past Simple uian
Past Perfect.

1. By two o’clock the teacher (to examine) all the students. 2. On
my way to school | (to remember) that | (to leave) my report at home. 3. My
friends (to be) glad to hear that | (to pass) all the exams successfully. 4. Poor
Oliver (to Lie) unconscious on the spot where Sikes (to leave) him. 5. He (to
open) his eyes, (to look) around and (to try) to remember what (to happen)
to him. 6. All the passengers (to see) at once that the old man (to travel) a
great deal in his life. 7. By the time we (to come) to see him, he (to return)
home. 8. During the holidays my friend (to visit) the village where he (to
live) in his childhood. 9. When they (to enter) the hall, the performance al-
ready (to begin). 10. When | came home, my mother (to tell) me that she (to
receive) a letter from grandfather. 11. Where you (to work) before you (to
go) to university? 12. He (to know) French before he (to visit) France.
13. Lanny (to say) that he (to get) his education in Cape Town. 14. The boy
(to want) to act the main part in the play because he (to organize) the thea-
tre. 15. Lanny (not to know) who (to attack) him in the darkness. 16. The
girl (to be) glad that she (to find) a seat near the window. 17. Suddenly he
(to remember) that he (not to ring) her up in the morning. 18. By the time
train (to reach) the city, he (to make) friends with many passengers.
19. When my uncle (to leave), he (to hurry) to the station to book a ticket.
20. She (to think) that Gert and Lanny (to quarrel).
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Unit 3. INNOVATIONS IN BUSINESS

TEXT 1. WHY THE INTERNET IS IMPORTANT IN BUSINESS?

Match the terms (1-16) with the definitions (a-p)

1. Internet Service Provider (ISP) 9. Online

2. Search engine 10. Download
3. ISDN 11. Upgrade
4. Bookmark 12. Browser
5. Hyperlink 13. Homepage
6. Spam 14. Intranet
7. Newsgroup 15. Freeware
8. Keyword 16. Virus

a) An internet application for an internal company network

b) A high-speed telephone connection

¢) Bring up to date

d) Add to a list of favorite website addresses which you keep for
easy access

e) Junk e-mail

f) Damaging software instructions that enter your computer secretly
and can change or destroy information on it

g) Alink from an e-mail to a web page, accessed by clicking on it

h) A virtual location where people can talk and read about a subject
of common interest

i) A company which gives you an account and access to the internet

j) Atool which helps you find things on the Web

k) What you enter in a search engine

1) When you are connected

m) Copy information to your computer from another

n) A program like Internet Explorer which allows your computer to
download documents from the World Wide Web

0) The first page on a website

p) Software you don’t pay for

As the 21st century continues, it becomes increasingly difficult to
imagine how business can be conducted without the Internet. The Internet
has transformed many areas of the business arena, and especially communi-
cation. By drastically reducing the time required to transmit information
over both long and short distances, the Internet has made itself indispensable
for commercial endeavors.
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Marketing and Advertising

The Internet has become an essential marketing and advertising tool
for businesses. Some businesses do not exist in bricks-and-mortar form, and
therefore the Internet, in the form of a website and online advertising, repre-
sents the entire storefront they present to the buying public. Other business-
es use Internet advertising to supplement newspaper and radio advertising or
in store promotions, especially when targeting younger potential customers.

Image Building

Most savvy business owners of both large and small ventures recognize
the importance of establishing a Web presence through a website. Along with
their own websites, some businesses have attempted to engage themselves in the
social networking phenomenon (called Web 2.0), which began to escalate in the
late 20th century. By establishing profiles on platforms such as Facebook and
LinkedIn, businesses attempt to execute «soft» marketing to enhance their im-
age with potential customers or clients as well as the general public.

Communication and Interaction

Although telephone communication is far from dead, much business
communication takes place through email. Companies use email to com-
municate with the public and to transmit messages within the company. Ad-
ditionally, real-time communication such as instant messaging (IM), Internet
telephony (through services such as Skype) and even virtual meetings and
conferences have become increasingly important in the day-to-day workings
of business in the 21st century.

Information Gathering

Whether the searches take place on the Web or through specialized
databases such as LexisNexis or Hoovers, Internet searching has become an
absolutely essential research tool for businesses in nearly every industry.
Libraries have been transformed by the Internet explosion, with much of
their collections being converted to electronic records, which are made
available to patrons through the Internet. In addition to accessing library
records online, businesses access breaking news and stock exchange infor-
mation in real time via the Internet. Businesses also conduct research online.

Remote Services

Many companies employ workers, contractors and consultants as tele-
commuters. Telecommuters can be located locally or very far away from a
company's base of operations. Companies with an international presence use the
Internet to facilitate communications between their offices in varied locations.

Transactions

Additionally, the Internet has made it easier, faster and less expen-
sive to process payments and other transactions essential to businesses.

Retell the text
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TEXT 2. INNOVATIVE IDEAS

If you want to make good money this year, there are many innovative
business ideas that you can implement. This article will address only 5
unigque businesses that you should start. The first one is Trees of steel busi-
ness. The other ones are mannequins for sale enterprise, holiday decoration
business, one that deals with doll repair and horse wash enterprise. Actually,
some of the just mentioned are unusual ideas but one can still earn hand-
some figures if such ideas are implemented properly.

Doll Repair Hospital

Businesses that deal with doll repairs have been around since time
immemorial. Actually, in some quarters they are usually called hospitals.
The oldest hospital of this kind was started in Portugal in 1830. At such es-
tablishments, experts repair or restore dolls that have been disfigured in one
way or another. The restoration activity may involve replacing a particular
doll part or even changing the costume in question. This particular idea is
not one many people know about. Therefore, if one starts this type of doll
business, there is an attractive income potential because one may have a
monopoly position in a particular area.

Holiday Decoration Business

Many people usually use a lot of money to purchase decorations dur-
ing the holidays. One can start a business that manufactures holiday decora-
tions from cheap raw materials that are easily available. Therefore, the final
products will be cheap and people who want to save money will opt for
them instead of those that are stocked in shops. Alternatively, one can spe-
cialize in giving people advice at a fee on how to handle different decoration
matters.

Trees of Steel Business

Steel trees are usually found in zoos, museums, casinos, parks, hotels
and also in residential homes. Thus, if one starts an enterprise that manufac-
tures steel trees, there will be a ready market. To be on the safe side, one can
visit some hotels, casinos and zoos and establish if there is an immediate
need for such structures. In most cases, one or two businesses may be will-
ing to accept new supplies, if one levies a reasonable price. Alternatively,
one can make new trees and exhibit them at different exhibitions. Most like-
ly, some people will be impressed and will be willing to purchase.

Mannequins Business

Presently, there is mannequin madness in the world. One can take
advantage of this to start a prosperous business. Actually, one can recycle
previously used mannequins and subsequently sell the final products at far
much reduced prices. Instead of dealing with used ones, a person can start a
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shop that stocks new mannequins. Consumers should be given the option of
either purchasing or renting. In this way, one will be maximizing income.

Horse Washing Business

Many people are into car washing. So as to be unique and to earn
easy money, one can start an enterprise that deals with horse washing. The
normal equipments that are used in car washing will actually be used. In
some areas, one can be the only person who washes horses therefore the
returns can be handsome. To be able to assure you are starting up the right
business, putting it to a test would determine the scope of its ability to sur-
vive the world’s uncertainties. Here are some guidelines to analyze your
business’ strengths.

Know Your Target Customers

Conduct surveys and random interviews to your target group regard-
ing the product or service you are planning to sell. Consider the things they
necessarily need, the wants they are willing to pay as an additional cost and
the demands that were not met. These pieces of information will help you
distinguish what aspect you should need to focus on or improve. This test
will also help you make specific adjustments to fit your prospect group’s
requests.

Determine Your Market Sustainability

A few research regarding your proposed business would be great.
There is a wide selection of related studies online, or you can do your re-
search in a public library, whichever you find convenient. Joining exhibits
and business fair will also give you specific and relevant information that
does not only pertain to the needs of your target buyers, but it gives you an
idea about your potential competitors as well.

Make a Contact List

You should have a comprehensive list not only of your prospect cus-
tomers, but your potential dealers of goods as well. A long list gives you
more chances to make more sales. Your next goal would be to develop ef-
fective communication tactics. This list would be useless if you do not know
how to create an honest seller-buyer relationship with your target audience.
These contacts do not only make promising consumers, but they can even
bring more people to try out your product if they have gained your trust.

No matter how often you test your entrepreneurial skill, the success
of your business is still not guaranteed. You have to adjust to the constant
change of the consumers’ need. You must give them a reason to patronize
your business. Go implement these innovative business ideas.

Retell the text

25



TEXT 3. HOW EFFECTIVE IS YOUR WEBSITE?

The internet is now the most popular medium on the planet for giving
and getting information. Everyone has their favorite sites where they can
get the answer to almost any question, where they can buy any article they
want, or where they can talk to friends, or where they can talk to friends,
swap music and films or even publish their first novel.

So, how good is the web for promoting your products? Imagine you
had a new product you wanted to sell. What would you have to do to get the
best from the internet?

First of all you need to create your website. The most essential part of the
site is the home page. This should be clear and easy to navigate and show visi-
tors what lies behind on other pages. Encouraging visitors to your site by using
keywords is useful and you might need to use a SEO or Search Engine Optimiz-
er. These companies ensure that your site is at the top of lists when users enter
certain keywords into a search engine like Yahoo. Google has a very good
method of directing enquiries to the appropriate sites through its Adwords tool.
When a customer is looking for a particular product, such as a holiday villa in
Turkey, advertisements from companies who provide such services appear in-
stantly on the screen. The advertiser pays only when the ad is clicked. Google
claims that you can reach 80% of internet using keywords.

Search engines are not the only answer to successful advertising online.
Links to other websites mean that you can double or triple the traffic to you site.
So if you sell cookery books it is good to link to sites about cooking.

Another option is banner advertising where you pay to appear on
other sites and customers click through to your site. Some surfers find this
type of advertising annoying but it does get results. You normally pay for
such advertising on a CPM basis (cost-per-thousand).

Whatever tactics you use, remember that number that the number of
websites, and therefore your completion, is growing every single second

According to the article what are the advantages of using key-
words?
How effective do you think this form of advertising is?

GRAMMAR 3.
MODAL VERBS

MO}IEUIBHBIG Tjarojibl — OJHO U3 CPCACTB BBIPAKCHUA OTHOWICHUA
TOBOPAMLICTO K COACPKAHNUIO BBICKA3bIBAHUS.
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MopanpHbI€ TJIarojabl UMCIOT CIIEAYIOIMUE TPaMMaTUIECKNE ocoOeH-

HOCTH:

® 3a HUMH creayeT HHQUHUTHB 6e3 JacTuubl t0 (32 HCKIIOUeHHEM
ought to, have to, be to).

e BorpocutenpHas M oTpHmarenbHas Qgopma oOpasyrorcs 6e3 mo-
MOIIHM BCIIOMOraTeIbHOro rjaroJa (3a uckiouenrem have to).

o BONMbIIMHCTBO MOJANBHBIX TJIAr0JIOB HMEIOT OOMbIIE YeM OIHO

3HA4YCHHC.

MopanabHblid
rJIaroJj

3HAYEHUE

CAN

1.YMmcrBenHyto win Qusndeckyo Bo3moxHocTh. (I can swim
very well.)

2.00bEeKTHBHO CYIIECTBYIOIIYIO BO3MOXKHOCTB. (YOU can get
dictionary from the library.)

Can — Present Simple, Could — Past Simple.

MAY

1.Pazpemenue, npocsdy. (May | ask you a question?)
2.Ilpeanonoxenne (They may be at home.)
May — Present Simple, Might — Past Simple.

MUST

1.06s3aHHOCTS, 0T, HeoOxoaumocTb. (You must do this work)
2.3ampert. (You must not come so late.)

3.Hacroituussiii coBet. (YOU mustn’t cry. You must take it easy.)
Hwmeer Topk0 01HY BpeMeHHYIO (hopmy Present Simple.

HAVE TO

O053aHHOCTD, HEOOXOAUMOCTD B CHITY TOW WIJIM HHOW CHTYaIl|H.
(Have you had to walk all that way?)
Ynotpebasiercs BO BceX BpeMEHHBIX opMax.

BETO

Hpe[[BapHTeJ‘lLHaﬂ B3anMMHasi AOI'OBOPECHHOCTH O H€06XOI[I/IMO-
cru. (He is to come at five sharp.)
YHOTDG6J'[$[CTC$[ B HACTOSAIIEM U IMPOLIEAIIEM BPEMCHU.

SHOULD

Hour, 06si3arHOCTS (HO B Gotee craboit hopme, 1em must)
(Tony’s parents should think about his future.)

OUGHT TO

CoBeT, MOpaJIbHBIN U COLIUATBHBIN JIOJT.
(You ought to be more responsible.)

Hwmeer nuib d)ODMy HaCTOAICTO BPEMCHU.

NEED

Heo6x0auMoCTh 4TO-TO C/eTaTh.
(Do | need to explain it again?)
YrorpebiigeTcst BO Bce BpEMEHAX.

1. Fill in the blankets using can, could, might, must, should,
would and the verbs in brackets.

Examples.

A) I’'m hungry.
B) But you’ve just had lunch. You can 't be hungry already. (be)
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1. Ihaven’t seen our neighbours for ages. — No, they must have gone
away. (go)
2. What’s the weather like? Is it raining? — Not at the moment but it
later. (rain)
3. Where has Julia gone? - I’m not sure. She to the
bank. (go)
4. 1didn’t see you at John’s party last week. — No, | had to work that
evening, so | .(go)
5. I saw you at John’s party last week. - No, you didn’t. You
me. I didn’t go to John’s party. (see)
6. When did you post the letter to Mary? — This morning. So she
it tomorrow. (get)
7. When was the last time you saw Bill? - Years ago. |
him if I saw him now.(recognise)
8. Did you hear the explosion? — What explosion? — There was a

loud explosion a few minutes ago. You it.(hear)
9. We weren’t sure which way to go. In the end we turned right. —
You went the wrong way. You left.(turn)

2. Choose the right answer.
1. The fire spread through the building quickly but everybody

A was able to escape B managed to escape C could escape
2. The phone is ringing. It be Tom.
A might B can C could

3. Why did you stay at a hotel when you went to New York? You
with Barbara.

A can stay B could stay C could have stayed

4. T’ve lost one of my gloves. | it somewhere.
A must B must have C must be drop- D must have been
drop dropped ping dropping

5. Take an umbrella with you when you go out. It
rain later.

A may B might C can D could
6. What was wrong with you? Why go to hospital?
A had you to B did you have to C must you
7. There’s plenty of time. You hurry.
A don’t have to B mustn’t C needn’t
8. It was a great party last night. You come. Why
didn’t you?
A must have B should have C ought to have D had to
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9. | think all drivers seat belts.
A should wear B had better wear C had better to wear

3. Translate into Englsh.

1. Moxere M BBl TEPEBECTH STOT IOKYMEHT Ha (paHIly3CcKuil
SI3BIK?

2. 51 mymaro, 4TO CMOTY ITOMOYb BaM.

3. Korma on npuexan B JIOHOOH, OH CMOT BECTH IIEPErOBOPHI C
¢upmamu 6e3 mepeBoaIHKA.

4. Ou He MOT 6erJI0 MMO-aHTIMHCKH B MPOIIIIIOM TOJTy.

5. He Moxer ObITh, 4TOOBI OH 320171 00 TOM.

6. Heyxenn oH oTKazajcs moOMOYb BaM?

7. Tloyemy BBI HE IPHUILTH BYEPa B KOHTOPY?

8. OH, BO3MOKHO, HAIIUIIET BaM 00 TOM CaM.

9. MBbI 10JDKHBI OyIeM ToeXaTh Ty 3aBTpa.

10. ToBapsl, MOXKET OBITh, NPUOY YT PaHbIIIE, YEM MBI 0XKUAANIH.
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ASSIGNMENT 1.
AN INTRODUCTION TO BUSINESS ETIQUETTE

Business etiquette is defined as «a set of rules that guide how we in-
teract with each other in the business place. Such rules make is possible for
us to communicate and interact in a civilized manner.» Without rules of civil
conduct, work teams can become dysfunctional, business relationships can
become strained, office morale can diminish, and productivity can decrease.

An ability to communicate successfully in today's diverse workplace
is essential. These days, bad behavior in the workplace results in lawsuits
and loss of business. Burgeoning litigation is one result of a workforce ad-
justing to major changes in its composition.

One initiative that the business community is taking to avoid these
hazards is to push for the return of etiquette and manners to the workplace.
Many businesses have hired etiquette trainers to teach workshops on eti-
quette to their employees. Training in business etiquette is really behavioral
training on consideration for others. These businesses see considerable ben-
efits in adhering to the rules and rituals of business etiquette. These benefits
range from improved employee morale and lower employee turnover to
higher productivity and improved public relations.

Knowing global business etiquette can also save you from many em-
barrassing situations when conducting business internationally. Besides, it
provides a wonderful opportunity to learn about what others value and, in
turn, show respect for your international business partners.

Below you can find some helpful global business etiquette reminders.

Sample Global Business Etiquette Reminders

While business people around the world are similar in regard to some
of their preferences, be careful not to assume they share all of your prefer-
ences. Here are some examples of some of our similarities and differences.
Additional examples will be mentioned throughout the chapter.

» Greetings. Greetings are certainly commonplace. In many coun-
tries this involves a handshake. For example, in the United States a hand-
shake is part of a standard greeting. The same is true in Guatemala when
greeting a male.

However, shaking hands with a Guatemalan woman is done only at
her discretion.

« Gift Giving. While gift giving may be thought to be a simple pro-
cess, there is plenty room for offending your international business partner if
you do not learn ahead of time what is acceptable and what is not. For ex-
ample, recommended gifts for Hungarian business partners include alcohol
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and flowers. In contrast, you would not want to give your Malaysian coun-
terpart alcohol as a gift since it is prohibited to practicing Muslims.

 Punctuality. Being punctual for all appointments, including meet-
ings, is common in most countries. This is especially true in Germany and
New Zealand.

In contrast, punctuality is not strictly observed in Nicaragua. It is
admired, however.

* Dress. While conservative, formal business dress (e.g., suit, tie,
jacket, skirt, conservative dress) is the expectation in most countries, there
are exceptions.

For example, in Italy business attire should be elegant and fashiona-
ble. Furthermore, in Middle Eastern countries such as Kuwait, where mod-
esty is highly valued, choose clothing that covers most of your body.

Business Etiquette at the Office

Business etiquette basics are simple, according to Hilka Klinkenberg,
director of Etiquette International. The first general principle is the differ-
ences between business etiquette and social etiquette. Social etiquette is
based on chivalry, a code based on the dated notion that women need pro-
tection. In contrast, business etiquette has its origins in the military code of
etiquette, which is based on hierarchy and power. Business etiquette, then, is
based on rank, or the pecking order, not on gender.

Business etiquette's first guiding principle is to treat people according
to rank rather than gender. Men and women are peers in the workplace. If
you are a man, you should hold open a for a woman if you would hold it
open for a man in the same circumstance. The general rule is: Whoever
reaches the door first opens it. Whether you are a man or a woman, doors
are held open for superiors, clients, and those who have their arms full of
folders and packages.

Another instance of deciding who goes first is when exiting an eleva-
tor. Unless a woman happens to be your CEO or your client, whoever is
closest to the door exits first, regardless of gender? A man who treats a
woman in a chivalrous manner may be perceived as condescending. This
perception can create a workplace climate of hostility. Many women believe
that they cannot be perceived as equal if they are treated chivalrously.

Professionals with disabilities should be treated with the same cour-
tesy that you would afford any other business professional. When in doubt
about how or whether to accommodate someone's physical needs, ask the
person what he or she prefers rather than evade the situation.

The main thing is to be yourself, and act as you would around anyone
else.
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The second guiding principle of business etiquette is to always treat
people with consideration and respect. This seems simple enough, but basic
consideration of others seems to be lacking in today's workplace. The return
of the Golden Rule to business means that you should treat everyone as you
would like to be treated.

Make up 10 special questions to the text.
Write out 20 unknown words and learn them by heart.
Retell the text.

ASSIGNMENT 2.
DEVELOPING BUSINESS PRESENTATIONS

Why Business Presentations Are Given

Millions upon millions of business presentations are given each year
in organizations worldwide. The purpose for each presentation typically
falls into one of four categories: sharing information, persuading, instruct-
ing, and making position statements.

Some business presentations are given for the purpose of sharing infor-
mation. For example, a human resources director may give a presentation before
the company's employees to convey information and entertain questions about a
new benefits policy. Other presentations are given for the purpose of persuading
audience members to a course of action. For example, a company representative
may give a presentation to employees encouraging them to contribute generous-
ly during the upcoming United Way fund drive. Still other presentations are
given for the purpose of instructing audience members. For example, an infor-
mation technology representative may give a presentation to select employees
teaching them to navigate a new, online purchasing system. Other presentations
are given for the purpose of making official position statements. For example, a
company's CEO may give a presentation to employees to announce and explain
a merger with another company.

Why You Should Develop Good Presentation Skills

Giving business presentations is not that far off for you. Do not fool
yourself into believing that once you are on the job you will not be required
to give presentations right away. Some students have the inaccurate percep-
tion that new hires in the business place are not required to give presenta-
tions. They believe that presentations are given only by middle — and upper
level executives, so their involvement in presentations is several years off.
Hence, they are in no rush to develop their presentation skills. What an inac-
curate perception! On average, a typical white-collar worker in the United
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States gives one or two work-related presentations per year for the first sev-
eral years of his or her business career. These presentations are typically
made before relatively small audiences of 30 or fewer people, and the com-
position of the audience members at any one presentation is often similar
(e.g., similar job status, occupations, etc.).

Those individuals whose careers take them past middle-management
level typically find themselves giving several presentations per year, and
company leaders, such as presidents, CEOs, CIOs, and CFOs, typically
make numerous presentations annually. Their audiences often vary in size
from very few to several thousand, and the composition is often diverse.
Company leaders are also likely to have some of their presentations broad-
cast to audiences at remote sites. The higher your rank in the company, the
greater your audience's expectations are that you are an excellent presenter.
So work now at preparing for such a future.

Wise students and businesspeople work continuously on improving
their presentations skills. So, how can you grow both your presentation
skills and speaking confidence to levels of excellence? Get started now if
you are not already doing so. In other words, do not wait until you reach
middle management to begin working seriously on your presentation skills.
That's too late! Instead, work on them from this point forward. Doing so will
serve you well as you move through the early stages and years of your ca-
reer and will, in turn, prepare you for that point in your career when you will
make high-stakes presentations .

Benefits of Effective Presentations

Several parties typically benefit from effective presentations. Among
the beneficiaries are organizations, presenters, and presentation audiences.
The ways each benefit is presented here.

Organizations Benefit from Effective Presentations Organizations
typically benefit from good presentations in three ways. First, organizations
benefit when outside speakers give good presentations to their employees.
Second, organizations realize benefits when their employees give effective
presentations to audiences of fellow employees. Last, organizations benefit
when their employees make effective presentations to external audiences on
behalf of the organization.

When outside speakers give effective presentations to your employ-
ees, your organization typically benefits from the added information,
knowledge, and understanding the speakers impart to employees. This oc-
curs, in part, because good speakers capture and keep their audience's atten-
tion. As a result, audience members typically focus on the information being
presented. The outcome is that the audience members understand, learn, and
retain more than they would if they were listening to an inept speaker.
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When speakers make good presentations before fellow employees,
benefits such as those described above are also typical. With good presenta-
tions, organizations benefit from a reduction in miscommunication and the
related losses that often result from poor-quality presentations.

When employees give good presentations to external audiences on
behalf of their organizations, their organizations stand to benefit. The con-
nection here pertains to the speaker's role as a representative for his or her
organization. When organizations allow poor or average speakers represent
them before outside audiences, they risk negative outcomes in terms of poor
public relations and lost business. If a speaker has poor or average presenta-
tion skills, impressions do the audience members form about not only the
speaker, but also the speaker's organization? If the speaker is a good pre-
senter, however, the audience members are more likely to be persuaded by
the presentation, think well of the speaker's organization, and do business
with the speaker's organization in the future.

Giving Effective Presentations Speakers with good presentation
skills realize benefits also. Most managers appreciate the impact such em-
ployees can have on their organizations. This is why managers place such a
high value on presentation skills. In turn, you are encouraged to (1) appreci-
ate the importance the business community places on good presentation
skills, (2) develop good presentation skills as early as possible, and (3) con-
tinue to develop and refine your presentation skills throughout your career.
One of the times good presentation skills will serve you well is during the
job hunting process. It is not uncommon for employers to look for evidence
of job applicants' presentation skills on their college transcripts or in their
resumes and cover letters. In addition, some recruiters require job applicants
to give one or more presentations during the employment process to deter-
mine the level of their actual presentation skills.

Good speakers also benefit in other ways. For example, organizations
often take employees' presentation skills into account when making em-
ployment termination, demotion, transfer, pay raise, bonus, and promotion
decisions. As can be expected, good speakers often experience higher levels
of job security and larger, more-frequent pay raises, performance bonuses,
and promotions. There is nothing like a well-delivered, «knock-their-socks-
off» presentation to get the attention of those who make the big decisions.

Make up 10 special questions to the text.

Write out 20 unknown words and learn them by heart.
Retell the text.
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ASSIGNMENT 3.
THE JOB SEARCH PROCESS

How to Determine What Is Right for You

Start out by focusing on you-your needs, your interests, your abili-
ties, your values, and your work ethic. Below is a list of some considerations
to reflect on when deciding what is right for you.

« the degree of stress and challenge you like in your life

* the degree of autonomy you enjoy

* the amount of variety you need

« the opportunity for creativity a job offers

« your need to make a difference with your work

* your preferred social environment3

Other examples of personal preferences include:

* the degree to which you are comfortable taking risks

* your openness to traveling for work

« your willingness and ability to make effective decisions

« your attitude about teams and your ability to work effectively on
them

* how much you enjoy working with people

* your attitude about involuntary and voluntary job transfers

* your attitude regarding telecommuting

* your willingness and ability to supervise and manage

* your leadership skills, experience, and potential

* how much career growth you require and how often you require it

Take time to reflect on your preferences as thoroughly as possible be-
fore choosing a career. It would be a good idea to visit your campus coun-
seling and testing office and undergo some career profile tests. You don't
want to wake up one day only to discover that you invested a considerable
amount of time, effort, and money preparing for a career that you cannot
succeed at and that you find unrewarding. For example, preparing for a ca-
reer in business would not be realistic if you do not enjoy taking risks, mak-
ing decisions, attending meetings, making presentations, and supervising
people. You want to know what you are getting into and whether it is in
your best interest.

Unfortunately, it is possible to determine your response to each of the
items listed above and still make a poor career choice. To reduce the proba-
bility of this happening, choose a career that you think is important, you will
enjoy, you are capable of succeeding at, and to which you can commit for
the long run.
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A practical way to test whether you are on the right course with your
career choice is to participate in one or more internships or co-ops. These
give you first-hand work experience in the career path you are considering,
which may either confirm your career interests or remind you that it is in
your best interest and overall happiness to choose a different path.

Learning about Career Options

There are many ways to learn about careers. Some of the more popu-
lar ways include visiting your campus career center and talking with college
advisors and talking to professors.

In addition, attending career exploration classes and workshops as
well as student and professional association career workshops can help steer
you in the right direction. Talking to people who currently work in the ca-
reer area you are considering is also helpful.

Numerous websites contain a wealth of information about careers. A
sampling includes www.careers.org/index.html, www.excite.com/careers,
www.iccweb.com, www.quintessential, careers.com, www.assessment.com,
and www.careerbuilder.com.

Another career discovery option involves exploring current and pro-
jected trends impacting career opportunities. For example, the health care
industry is growing in the United States as the large post-World War |1 baby
boom population ages. People are living longer and enjoying more active
retirements, which supports related career paths.

Finally, consider a real hands-on approach to learning about careers
by doing one or more internships or co-ops. There is no substitute for actual-
ly performing the work. While it is useful to hear people talk about «a day in
the life» of their career, it is even better to work around these folks and ob-
serve firsthand «several days in their career.»

Is Making a Career Choice a Once-in-a-Lifetime Decision?

You may not want to hear this, but you will likely make several ca-
reer choices during your life.

Not only do most of us change employers more often than our par-
ents and grandparents did, but you will make more career changes. The typ-
ical reasons for changing employers within the same career path include
better pay, better benefits, career growth opportunities, downsizings, firings,
layoffs, desire to learn more, personality conflicts, work schedule, and the
need to move geographically for various reasons. In turn, the most common
reasons we change careers are career burnout, lack of career growth oppor-
tunities, career becomes obsolete, desire to be «one's own boss,» pay, bene-
fits, desire to try something new, transfers, firings, layoffs, and downsizing.
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While frequent job and career changes are disruptive for most U.S.
workers, they have become a fact of life. After all, we are living and work-
ing longer, and seem to be more restless than our predecessors. So, it should
come as no surprise that most of us are not starting and ending our careers
with the same employer in the same career.

Of course, what is often said about changing employers is also true
about changing careers: Looking for another job (and another career) is typ-
ically best approached while you are still employed.

Make up 10 special questions to the text.

Write out 20 unknown words and learn them by heart.
Retell the text.
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