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UNIT |
MANAGEMENT
TEXT 1.1 MANAGEMENT

1. IlopGepute pyccKkue IKBHBAJEHTHI AHIJINHCKHUX TEPMHHOB:

1) proprietorship a) cyocuaus

2) competitor b) cyxamuii

3) assets C) paboToaaTesnn

4) report d) kpaTKOCpOUHas 1Eb
5) grant €) KOHKYPEHT

6) goal f) otuer

7) obligation g) COOCTBEHHOCTD

8) wholesaler h) akTuBEI

9) bill 1) ToBapsI

10) employer J) AoarocpodHas 1eib
11) subordinate K) 00s13aTenbCTBO

12) customer ) cuer

13) objective M) ONITOBHUK

14) employee N) O TYMHEHHBIH

15) goods 0) MOKYIAaTeNb

2. llpounTaiite u nepeBeaute TekcT KMANAGEMENT) Ha pycckuii si3bIK.
MANAGEMENT

Definition of Management

Management is based on scientific theories and today we can say that it is a
developing science. But knowledge of theories and principles doesn't provide
practical results. It is necessary to know how to apply this knowledge. Practical
application of knowledge in the management area requires certain abilities or
skills.

Depending on its size, an organization may employ a number of specialized
managers who are responsible for particular areas of management. A very large
organization may employ many managers, each responsible for activities of one
management area. In contrast, the owner of a sole proprietorship may be the only
manager in the organization. He or she is responsible for all levels and areas of
management.

What is important to an organization is not the number of managers it
employs but the ability of these managers to achieve the organization's goals, and
this ability requires a great skill. In other words, management is the process of
coordinating the resources of an organization to achieve the primary organizational
goals.

Main resources

Managers are concerned with the following main resources: material
resources, human resources, financial resources, informational resources.



Material resources are physical materials and the equipment used by an
organization to make a product. For example, cars are made on assembly lines.
These assembly lines and the buildings that house them are material resources.

The most important resources of any organization are its human resources —
people. Some firms believe that their employees are their most important assets. To
keep employees content, a variety of incentives are used, including higher-than-
aver-age pay, flexible working hours, recreational facilities, lengthy paid vacations,
cafeterias offering inexpensive meals, etc.

Financial resources are the funds the organization uses to meet its obligations
to various creditors. A grocery store obtains money from customers and uses a
portion of that money to pay the wholesalers from which it buys food. A large bank
borrows and lends money. A college obtains money in the form of tuition, income
from its endowments, and federal grants. It uses the money to pay utility bills,
insurance premiums, and professors' salaries. Each of these transactions involves
financial resources.

Finally, many organizations increasingly find they cannot ignore information.
External environment —including the economy, consumer markets, technology,
politics, and cultural forces —are all changing so rapidly that an organization that does
not adapt will probably not survive. And, to adapt to change, the organization must
know what is changing and how it is changing. Companies are finding it
increasingly important to gather information about their competitors in today's
business environment.

It is important to realize that these are only general categories of resources.
Within each category are hundreds or thousands of more specific resources, from
which management must choose those that can best accomplish its goals. Managers
must coordinate this complex group of specific resources to produce goods and
services.

Management Skills

Effectiveness of a manager's activity depends on certain important skills.
These skills can be divided into seven different categories: conceptual, decision
making, analytic, administrative, communicational, interpersonal and technical.

1. A conceptual skill is the ability of a manager to see the “general picture”
of an organization. Managers must understand how their duties and the duties of
other managers fit together to plan their activity in a proper way and get the
required results. This skill is very important for top managers because it helps them
plan “super goals” and develop proper strategies for the whole organization.

2. A decision making skill is the ability of a manager to choose the best
course of actions of two or more alternatives. A manager must decide the following:

¢ \What objectives and goals must be reached?

¢ \What strategy must be implemented?

¢ \What resources must be used and how they must be distributed?
¢ What kind of control is needed?

In short, managers are responsible for the most important decisions which are
required to carry out any organizational activity.



3. An analytic skill is the ability to determine the most important problem of
many other problems and identify the causes of each problem before implementing a
proper action plan. This ability is especially important for top managers because they
have to solve complex problems.

4. An administrative skill is the ability of a manager to keep to the
organizational rules specified for the production process, within a limited budget,
and coordinate the flow of information and paper work in his group and in other
groups.

5. A communicational skill is the ability of manager to share his ideas and
opinions with other people both orally and in writing. This skill is a decisive factor of
a manager's success. Some investigations show that top managers and middle
managers spend approximately 80% (percent) of their work time in communicating
with each other. Thus, a communication skill enables managers to hold meetings,
write clear letters and explanatory notes, make reports, etc.

6. An interpersonal skill (psychological skill) is the ability to deal effectively
with other people both inside and outside the organization. It is the ability to
understand the needs and motives of other people. This skill is very important for a
good psychological atmosphere for successful activity in the common work in future.
If the interpersonal relations are good, a manager will be successful in getting a
support in the development and implementation of organizational plans.

7. A technical skill is a specific competence to accomplish a task. The lower
Is @ manager's level in the organization; the closer is his/her connection with the
production process. Thus first-line managers have the closest connection with the
production process. They need high technical skills to provide technical guidance for
the subordinates. Top managers don't need these skills as much as first-line
managers but the knowledge of the technical sphere is useful for all the managers.

3. OTBeTbTE MUCHbMEHHO HA BOMPOCHI M0 TEKCTY:
1. What is management?

2. What is important to an organization?

3. Does the ability to achieve organizational goals require a great skill?

4. What main resources are managers concerned with?

5. What incentives are used to keep employees content? Why?

6. How does an organization obtain financial resources? Give some examples.

7. What must an organization do to survive?

8. What are the main categories of management skills?




4. BoiOepuTe npeAsioKeHUsl, COOTBETCTBYIOIIUE COJEPKAHHUIO NMPOYUTAHHOTO
TeKCTAa:

1.

2.

3.

o1

A very large organization may employ many managers, each responsible for
activities of one management area.

Management skills can be divided into six different categories: conceptual,
analytic, administrative, communicational, interpersonal and technical.

Top managers have the closest connection with the production process, so
they need high technical skills to provide technical guidance for the
subordinates.

If the interpersonal relations are good, a manager will be successful in getting
a support in the development and implementation of organizational plans.
Some firms believe that their employees are their most important assets.

An analytic skill enables managers to hold meetings, write clear letters and
explanatory notes, make reports, etc.

Some investigations show that subordinates spend approximately 80% of
their work time in communicating with each other.

5. [IpouuTaiiTe, mepeBeTe MUCHbMEHHO HA AHIJIMACKHUI SI3bIK W 3alIOMHUTE
cJIeyIoLIHe ¢JI0BA U CJI0BOCOYETAHUA:

to employ managers, to accomplish goals, insurance premium, technical skills,
number (of), management area, consumer market, the owner of a sole proprietorship,
to achieve the organization's goals, great skill, human resources, primary goals,
employee, recreational facilities, paid vacation, to meet obligations, to obtain money,
income, salary, to survive, competitor, to produce goods and services, utility bills,
interpersonal skill, activity, needs and motives, support, production process,
responsible, report, to solve problems, to distribute, to hold a meeting, technical
guidance.

6. /lomojiHUTe NpeaIoKeHUsI, MOA00paB COOTBETCTBYWIIlee OKOHYAHHE B
NMPaBoOH KOJIOHKE.
1. Management is ... a) ...the most important resources of any

organization, some firms believe that their
employees are their most important assets.

2.An administrative skill is ... b) ...the ability to determine the most

important  problem of many other
problems and identify the causes of each
problem before implementing a proper
action plan.

3.Material resources are ... c) the ability to deal effectively with other

people Dboth inside and outside the
organization.

4.A conceptual skill is ... d) ... the ability to share his ideas and

opinions with other people both orally and
in writing.



5.Human resources are ... e) ...the process of coordinating the
resources of an organization to achieve
the primary organizational goals.

6.Financial resources are ... f) ... a specific competence to accomplish a
task and to provide technical guidance for
the subordinates.

7.A communicational skill is ... @) ...the ability of a manager to choose the
best course of actions of two or more
alternatives.

8.An analytic skill is ... h) ... the funds the organization uses to meet
its obligations to various creditors.

9. An interpersonal skill is ... 1) ...physical materials and the equipment
used by an organization to make a
product.

10. A technical skill is ... J) ... the ability to keep to the organizational

rules specified for the production
process,within a limited budget, and
coordinate the flow of information and
paper work.

11. A decision making skill is k) ...the ability of a manager to see the
“general picture” of an organization.

1. HepenanTe YCTHO HA AHIJIMMUCKOM fI3bIK€ OCHOBHOE COAEpKaHHMEe TEeKCTa

«Management».

TEXT 1.2
KINDS OF MANAGERS

1. IpounTaiite n nepeBeaute TekcT «<KINDS OF MANAGERS» na pycckmuii
fI3BIK
KINDS OF MANAGERS

Managers can be classified two ways: according to their level within the
organization and according to their area of management.

According to the level within the organization managers can be:

1. A top manager is an upper-level executive who guides and controls the
overall fortunes of the organization. Top managers constitute a small group. In
terms of planning, they are generally responsible for developing the organization's
mission. They also determine the firm's strategy. It takes years of hard work, long
hours, and perseverance, as well as talent and no small share of good luck, to reach
the ranks of top management in large companies. Common job titles associated
with top managers are chairman, president, vice president, chief executive officer
(CEO), and chief operating officer (COO).

2. Middle management probably comprises the largest group of managers in
most organizations. A middle manager is a manager who implements the strategy
developed by top managers. Middle managers develop tactical plans and



operational plans, and they coordinate and supervise the activities of first-line
managers. Titles at the middle-management level include division manager,
department head, plant manager, and operations manager.

3. A first-line manager is a manager who coordinates and supervises the
activities of operating employees. First-line managers spend most of their time
working with and motivating their employees, answering questions, and solving
day-to-day problems. Most first-line managers are former operating employees
who, owing to their hard work and potential, were promoted into management.
Many of today's middle and top managers began their careers on this first
management level. Common titles for first-line managers include office manager,
supervisor, and foreman.

4. The supervisor is usually regarded as the first managerial grade in an
organization hierarchy. Supervisors will often be workers promoted off the «shop-
floor» because of their hard work, initiative, and leadership qualities. The job of
the supervisor will vary between organizations but, in general, he or she will be a
manager who has had extensive contact with «shop-floor» workers and knows how
things should be done «on the ground». Supervisors are the first in line to deal with
day-to-day operations and problems as they occur — for example, a breakdown in a
piece of machinery, staff absenteeism, a hold-up in supplies, etc.

According to the area of management managers can be:

1. A financial manager is primarily responsible for the organization's
financial resources. Accounting and investment are specialized areas within
financial management. Because financing affects the operation of the entire firm,
many of the CEOs and presidents of this country's largest companies are people
who got their «basic training» as financial managers.

2. A production manager (also called an operations manager) manages the
systems that convert resources into goods and services. Traditionally, production
management has been equaled with manufacturing — the production of goods.
However, in recent years many of the techniques and procedures of production
management have been applied to the production of services and to a variety of
nonbusiness activities. Like financial management, production management has
produced a large percentage of today's company CEOs and presidents.

3. A marketing manager is responsible for facilitating the exchange of
products between the organization and its customers or clients. Specific areas
within marketing are marketing research, advertising, promotion, sales, and
distribution. A sizable number of today's company presidents have risen from the
ranks of marketing management.

4. A personnel manager (also called a human resources manager) is charged
with managing the organization's human resources programs. He or she engages in
human resources planning; designs systems for hiring, training, and evaluating the
performance of employees; and ensures that the organization follows government
regulations concerning employment practices. Because human resources
management is a relatively new area of specialization in many organizations, few
top managers have this kind of background. However, this situation should change
with the passage of time.



5. An administrative manager (also called a general manager) is not
associated with any specific functional area but provides overall administrative
guidance and leadership. A hospital administrator is a good example of an
administrative manager. He or she does not specialize in production, finance,
marketing, or human resources management but instead coordinates the activities
of specialized managers in all these areas. In many respects, most top managers are
really administrative managers.

3. OTBeTbTE MUCHbMEHHO HA BOIIPOCHI 10 TEKCTY:
1. How can managers be classified?

2. What are the main tasks of top managers?

3. Who is responsible for the organization's financial resources?

4. What do middle managers do?

5. Whose task is to deal with day-to-day operations and problems?

4.BpiOepuTe yTBEpP:KIA€HHSs], COOTBETCTBYIOIIHE COMAEPKAHUIO MPOYUTAHHOIO
TEKCTA.
1. Marketing research, advertising, promotion, sales, and distribution are
specific areas within marketing.
2. Shop-floor workers determine the firm's strategy.
3. An operations manager manages the systems that convert resources into
goods and services.
A hospital administrator is a good example of a financial manager.
Middle managers coordinate and supervise the activities of first-line
managers.
6. A marketing manager is responsible for managing the organization's human
resources programs.
7. Like financial management, production management has produced a large
percentage of today's company CEQOs and presidents.

A

6. [IpouyuTaiiTe, nepeBequTe MUCHMEHHO HA AHIJIMICKUI S3BIK M 3alIOMHHTE
cJIeyIoIIHe CJI0BA U CJ10BOCOYETAHUA:

PYKOBOJCTBO KOMIIAHHMH; OIIEPATHBHOE YIPABJICHUE; TAKTUYECKUN IUIAH;
OMEpAaTUBHBIN IJIaH; OW3HEC-IUIaH; COBET AUPEKTOPOB; MpeAcedaTesib COBETa
JAPEKTOPOB; VCIIOJIHUTENBHBIA  JUPEKTOP; 3aBEAYIOIUNA  (pUIMATIOM;
KOMMEPUYECKUN JUPEKTOP; TEHEPaJIbHbI JUPEKTOP; YNPaBISIOMUN oducom;
MEHEJKEp MO MpoJa)xkaM; MEHE/KEp MO OOCTYKMBaHWIO; HAadallbHUK OTJeTa
KaJIpOB; PYKOBOJUTENIb MPOU3BOJICTBA; YHPABISIOMIUN OaHKOM; YIpPaBISIOIINI
MAara3uHOM; PYKOBOJMUTENb BBICIIETO 3BEHA; PYKOBOJWTENb CPEIHETO 3BEHA;



PYKOBOAMUTENb HHU3LIEr0 3BEHA; JIMHEHUHBIM PYKOBOIMTEND; IPOMBIIIICHHBIN
pabouuii; aAIMUHUCTPATUBHAS CUCTEMA; CUCTEMa 0OMeHa MH(PpOpMaLIUEH.

5. IlepenpaiiTe YCTHO Ha AHIVIMMCKOM SI3bIKE OCHOBHOE COJCPKAHHE TEKCTa
«Kinds of managers»

GRAMMAR
COBEPHIEHHBIE BPEMEHA
(THE PERFECT TENSES)

HACTOSIIEE COBEPHIEHHOE BPEMA

(THE PRESENT PERFECT TENSE)

O6pazoBanue ¢hopm Present Perfect

YHCJI0| JIULO | YTBEPAUTEIbHAA BonpocurenbHasn OTpunarenbHas
dopma ¢dopma dbopma
1 | have asked Have | asked I have not asked
el 2 You have asked Have you asked? You have not asked
3 He he He
She > has asked Has she > asked? She has not asked
It it It
1 We have asked Have we asked? We have not asked
MH. |2 You have asked Have you asked? You have not asked
3 They have asked Have they asked? They have not asked
Ynorpebaenue Present Perfect:
1. Present Perfect ymoTpe6isieTcss mpu ONMCAaHUM COOBITHS, ITPOU3OIICANICTO B

MPOIIJIOM U SIBJISIFOIIETOCS aKTyalbHBIM, CYIICCTBEHHBIM, 3HAYUMBIM JIJISI MOMEHTA
peun. Present Perfect wacto ucnonssyercst ¢ Hapeunsmu lately, recently u just

I've broken my pencil. Can you give me another one? 5 cnoman cBoii kapangamr. He
Jalib MHE Jpyron?

Jack has gone to Germany. JI»xek yexan B ['epmManuto (¥ OH JI0 CHX TIOP TaM)

2. Present Perfect ynotpe6sitoT, Koraa XOTAT OOBSIBUTH HEYTO WU COOOIIUTH O
YEM-TO, YTO MPOU3OIILIO TOJBKO YTO-TUOO0 COBCEM HEJIABHO.

I've just hurt my elbow. {1 Bot ymu6 10KOTS.

She hasn't received any letters from him lately, [lociennee Bpemsi oHa He Toiydana
(He moJIy4yaeT) OT HEero MUCEM.

3. Present Perfect ucnonb3yercs mnpu onucaHuu coOBITUSI, KOTOPOE Pa3BUBAIOCH
WU TOBTOPSUIOCH B MEPUOJ] BPEMEHH, OXBAThIBAIOIIMK MOMEHT peuu. Present
Perfect ymotpeOnsiercst ¢ BbIpakeHUsIMU, OOO3HAYAIOIIMMHU TIEPUOJI BPEMEHH,



KOTOPBIM K MOMEHTY pEYH elle He 3aKOHYMJICS, TAKUMHU Kak today, thi smorning, thi
sevening, this term, this week, so far, up to now. MoMeHT Hauana 1eUCTBUS MOXKET
YTOYHSITHCS C TIOMOINBIO BPEMEHHOTO Mpejiora M cor3a since, a To, Kak JIOJIro
MPOTEKANI0 OMUCHIBAEMOE JEHCTBHE, — C TOMOINBI0O BPEMEHHOro mpeziora for.
Present Perfect yacto ucnons3yercs ¢ Hapeuusimu already, never, ever, yet.

| have eaten ten apples today. I cbena cerogs mecsaTh 100K (MOKET OBITH YCIIEHO
CBECTB €IIIE IIATh, 10 TOr0 KaK KOHYMTCS CETOJHAIIHWMA JCHB ).

| haven't seen him for forty years. 5l He Bumea ero copox Jjer.

We have belonged to the tennis club since we moved here. Mbl cocroum B
TCHHHUCHOM K.Ily6e C TCX IIOP, KaK IMPUCXajIn CroJa.

4, Present Perfect wucnonb3dyercs mnpu o0003HaYeHUU COOBITHS, KOTOpPOE
paccMaTpuBaeTcsl Kak (DaKkT )KU3HHU, U3 KOTOPOTO MOKHO YepIaTh KU3HEHHBIN OIBIT
WIM JIeNlaTh yMo3akioueHusa. To, Korjga MMEHHO MPOM30IUIO AaHHOE COOBITHE,
HEBaXXHO WM HEU3BeCTHO. CyIIECTBEHHO, YTO COOBITHE BOOOIIIE UMENIO MECTO.

['ve seen this man. I Buzmena sToro yenopeka. (He BAXKHO KOT/1a)
I've read “War and Peace”. S uurana «BoliHy u Mup».

5. Present Perfect ucnonb3syercs, ecinu ykazaHo, CKOJIBKO pa3 B IEPUO]] BPEMEHH,
OXBAaTBHIBAIOIIUI MOMEHT PEUH, IPOU30ILI0 HEKOTOPOE COOBITHE.

I've been to London three times. 4 6bu1 B JIonaoHe Tpu pasa.

6. Present perfect ucnoas3yercs ¢ Beipakenusmu this is the first time, it's the
first time.

It's the first time I've seen a horse. S yBuzen jgomaap nepBeiii pa3 (B )KU3HHU).

7. Ynotpebnenue Present Perfect mnsi o6o3Hauenus Oyayimiero BpemeHu. Present
Perfect nucnonws3yercss B mpuaaTouHbIX mpemioxkeHusx Bpemenn (Adverbial clause
of time) BmecTo Bpemenu Future Perfect (will have done).

After | have read the book, I'll give it to you. ITociie Toro xak st mpouTy 3Ty KHUTY, 5
naMm ee tebe.

NPOIIEJIIEE COBEPHIEHHOE BPEMSI
(THE PAST PERFEC TENSE)
Oopa3zoBanue popm Past Perfect

I'maronsr B Past Perfect mmetor omny m Ty ke QopMmy g Bcex JIHIL
€MHCTBEHHOTO ¥ MHOKECTBEHHOTO YHUCJIA.

yTBepAuTeNbHas popma BONpOCUTENbHAs Gopma OTtpunarenbHas Gpopma

He had asked Had he asked? He had not (hadn’t) asked




Ynorpeobaenue Past Perfect:

Past Perfect ymorpebOnsiercss st o003HaueHUsI JEHUCTBUS WIM COOBITHS,
KOTOPOE 3aBEPIIMIOCH 10 OMPEAEIEHHOTO MOMEHTa B MPONUIOM. DTOT MOMEHT
MOKET OBbITh BBIPAXKEH:

1. C nomompio yKazaHUsi Ha Kakoe-TO JIPYyroe,
OTHOIIICHHIO K JAHHOMY JICHCTBHUE:
He bought a new car as he had broken his old one. Ou kynun nosyro mawumny, max
Kax pazoun cmapyro.
Bill waited about outside for his friend wondering where he had gone. Buu orcoan
c80e20 Opyea Ha yauye, HedoymMesas, Kyoa mom yueil.

2. C momoIpio TakuX BhIpaKeHUI BpeMeHu Kak by six o'clock, by Sunday,
by the end of the year.
| had done the homework by 5 o'clock. 4 coenan oomawmnioro pabomy k 5 wacam.
He had already left by that time. K amomy epemenu on yorce ywen.

Ooslee mO3JHEE TI0

BYAYHUIEE COBEPIIEHHOE BPEMS
(THE FUTURE PERFECT TENSE)

OopasoBanue ¢popm Future Perfect

YUCJIO | JIUIO | yTBEpAUTENbHAs opMa | BompocuTenbHas opmMa | oTpuiaTesnbHas hopma
1 | shall have done Shall I have done? I shall not have done
el 2 You will have done Will you have done? You will not have done
3 He he He
She } will have done | Will she ]rhave done? | She %Wi” not have done
He it He
1 We shall have done Shall we have done? We shall not have done
MH. |2 You will have done Will you have done? You will not have done
3 They will have done Will they have done? They will not have done

Ynorpedaenue Future Perfect:

Bpems Future Perfect mcmonbs3yercs mpu ONMUCAHUU JIEUCTBHS, KOTOPOE
OyZeT 3aBepIIeHO K HEKOTOPOMY COOBITHIO MJIM MOMEHTY BPEMEHH B OYIyIIeM.

I'll have finished the work before you come back. A zakonuy pabomy oo moeo, kax
mul 6EPHEULbCA.

Many natural resources will have disappeared by the end of the century. Muozcue
npupodele Pecypcsl ucuesnym K KOHYY 9moco 6€Kd.

Yapaxuenue 1. Packpoiite cko0ku, ynoTpedasis riaaroabsl B Present Perfect
nim Past Simple

1. | already
2. |

(to do) my homework. Now | can go for a walk.
(to do) my homework yesterday. 3. He just
(to come) home. 4. He (to come) home
a minute ago. 5. Nick (to play) football yesterday. 6. She




already (to come) from school. Now she is doing her

homework. 7. | (to read) this book last year. 8. |
(to read) this book this year. 9. | never
(to be) to Washington. 10. you ever (to
be) to New York? 11. you ever (to see) the eruption of a
volcano? 12. | (not yet to eat) today. 13. He
(not to eat) yesterday. 14. You (to play)
the piano yesterday? 15. You (to play) the piano today? 16.
What you (to prepare) for today? 17. Look at this bird-
house. Mike (to make) it himself. He (to
make) it last Sunday. 18. Where you my pen? | cannot find it.
19. you (to see) Mary today? 20. When
you (to see) Mary? — | (to see) her last week.

Yupaxunenue 2. Packpoiite ckoOku, ynorpedJsia raaroasl B Past Simple nian
Past Perfect

1. When | (to come) home, mother already (to
cook) dinner. 2. When father (to return) from work, we
already (to do) our homework. 3. When the teacher
(to enter) the classroom, the pupils already (to
open) their books. 4. Kate (to give) me the book which she
(to buy) the day before. 5. Nick (to show) the teacher
the picture which he (to draw). 6. The boy
(to give) the goats the grass which he (to
bring) from the field. 7. Mother (to see) that Nick
(not to wash) his hands. 8. The teacher (to
understand) that Lena (not to do) her homework. 9. I
(to know) that my friend (not yet to

come). 10. Tom (to return) from the cinema at five o'clock.

Ynpaxuenue 3. Packpoiite cko0ku, ynorpedass riaarojsl B Past Simple, Past
Continuous nau Past Perfect

I. By eight o'clock yesterday | (to do) my homework and at
eight | (to play) the piano. 2. By six o'clock father
(to come) home and at six he
(to have) dinner. 3. By nine o'clock yesterday grandmother

(to wash) the dishes and at nine she (to
watch) TV. 4. When | (to meet) Tom, he (to
eat) an ice-cream which he (to buy) at the corner of the street. 5.
When | (to come) home, my sister (to read) a
book which she (to bring) from the library. 6. When mother

(to come) home, the children (to eat) the soup

which she (to cook) in the morning. 7. When I




(to ring) up Mike, he still (to learn) the poem
which he (to begin) learning at school. 8. When |
(to look) out of the window, the children (to
play) with a ball which Pete (to bring) from home. 9. By ten
o'clock the children (to sit) comfortably on the sofa and at ten
they (to watch) a TV film. 10. When father (to come) home, we
(to cook) the mushrooms which we (to
gather) in the wood.

Ynpa:xxnenue 4. Packpoiite cko0ku, ynmorped/isii Ijarojibi B OIHOM M3
oynymmx Bpemen: Future Simple, Future Continuous nam Future Perfect

1.1 (to do) my homework tomorrow. 2. | (to
do) my homework at six o'clock tomorrow. 3. | (to do) my
homework by six o'clock tomorrow. 4. When | come home tomorrow, my family
(to have) supper. 5. When you come to my place tomorrow, |
(to read) your book. | (to do) my homework
by the time you come. 6. Dont come to my place tomorrow. |
(to write) a composition the whole evening. 7. |

(not to go) to the cinema tomorrow. | (to
watch) TV the whole evening. 8. What you (to
do) tomorrow? 9. What you (to do) at eight o'clock
tomorrow? 10. you (to play) volley-ball tomorrow? 11.

you (to do) this work by next Sunday? 12.
when you (to go) to see your friend next time? 13.
How many pages you (to read) by five o'clock tomorrow? 14.
Tomorrow | (to begin) doing my homework as soon as | come
from school. | (to do) my homework from three till six. My
father (to come) home at seven o'clock tomorrow. |

(to do) all my homework by the time he comes, and we
(to go) for a walk together.




UNIT Il
ACCOUNTING
TEXT 2.1 INTRODUCTION TO ACCOUNTING

1. Ilpouwmraiite wu  mepeeaute Tekecr «INTRODUCTION TO
ACCOUNTING»Ha pycckmii si3bIK

INTRODUCTION TO ACCOUNTING

When deciding on a future career a lot of people don't give accountancy a
second thought. Most people don't realize how varied the world of accountancy is
and in fact it is often seen as boring. The truth is that accounting is the backbone of
any organization and offers a wide number of attractive careers within it.

Below you will hear about just some of the more common careers in the
field of accountancy, there are of course many more, but we don't have time to talk
about them all.

When we consider the accounts team within a company, we generally think
about clerks, both sales ledger clerks and purchase ledger clerks recording the
financial information from all transactions the company makes. Other roles include
the payroll clerk responsible for processing staff salaries and the tax which occurs
from them.

Higher up the hierarchy we have the management accountant who finalizes
the accounts and prepares the annual financial statements. The people doing these
jobs make sure that the directors or owners of the company always know its true
financial position.

However, accounting is more than just reporting financial data. A good
accounts team actually works to save the company money by minimizing the tax
payable and delaying payments so companies can earn interest from their banks.

These job roles are not so clear in smaller accounting practices, where the
accounting staff often need to perform various tasks from meeting clients to
helping with loan applications. Often the majority of the work in these smaller
practices is done by bookkeepers. Generally, the owner of the practice is the most
senior accountant and is usually a chartered accountant, which means that their
signature is accepted on the financial statements.

The job opportunities for accountants don't stop there: auditors are the police
of the accounting world and when they are called into a company it is their job to
ensure that the accounts were done in the correct way and that everything was
accounted for. The most feared of these auditors are the government auditors who
are sent to companies suspected of somehow breaking the rules. Working as an
auditor is very different from other accountancy work as there is no routine; you
work in many locations and have contact with many people.

Although, you should be thick-skinned as often the accounting staff in
companies do not like the idea of being audited.

Career progression within accountancy often results from a specialist
knowledge in a particular area, tax advisors are able to help their clients lower their



tax bill thanks to their in-depth knowledge of taxation law and specifically what a
client can off-set against tax.

As you can see the world of accountancy offers various careers, but in all of
these areas there are some qualities that a potential accountant should have. Firstly,
as accounting is the process of collecting and classifying financial data all
accountants need to be perfectionists unwilling to accept anything less than an
exact result. Also, as accountants deal with large volumes of data they need to have
a good eye for detail and a real love of numbers.

A talented accountant will also be able to advise their clients on the best
course of action to take so as to save money and at the same time stay within the
local accounting standards.

Accountants have to follow very strict rules and codes of conduct in order to
make sure that they do everything in a legal way. If an accountant breaks these
rules they could face severe punishment, but some accountants practice creative
accounting to get around rules without breaking them. Confidentiality is obligatory
for all people working with accounts as the financial data could be very sensitive.

Whether working in the public or private sector, accountants can expect to
earn very good salaries and also gain valuable knowledge on topics like income
tax, value added tax (VAT) and pension schemes which can help them in their life
outside of work. What's more, as accounting is such an important part of a
company's success there will always be a demand for good accountants.

2. OTBeTHbTE MUCHbMEHHO HA BONPOCHI MO TEKCTY:

1. Why do you think accounting is seen as boring?

2. Which of the jobs mentioned would be most interesting for you?

3. Why is it so important for accountants to be ethical?

3. IlepeBeaute TepMHUHHbI W TEPMHHOJOIHYECKHE CJIOBOCOYETAHHUSA C
AHTJIMICKOIO SI3bIKA HA PYCCKUIA:

sales ledger clerks, purchase ledger clerks, payroll clerk, management accountant,
annual financial statements, bookkeeper, chartered accountant, auditor, tax advisor,
local accounting standards, codes of conduct, creative accounting, confidentiality,
income tax, value added tax(VAT).

4. IlepenaiiTe yCTHO HA AHTJIMHACKOM SI3bIKE OCHOBHOE COJIEP:KAHUE TEKCTA
«Introduction to accounting»



TEXT 2.2 MAKING A CAREER IN ACCOUNTING

1. IIpoumtaiite u mnepeBeautre Teker <«MAKING A CAREER IN
ACCOUNTING» na pycckuii si3bIK

MAKING A CAREER IN ACCOUNTING

In these uncertain economic times it can be hard to know which career path
Is right for you, everywhere you look you can see job cuts and unemployment but
the accounting sector is still performing well.

A recent report on the starting salaries of 2012 university graduates stated
that accounting graduates salaries are still rising with an average salary of $42,500.
When you add that to the fact that in America accounting firms have almost
recovered from the effects of the global crisis, you can see why accountancy is
becoming an attractive prospect.

And that is not all, according to the Bureau of Labour Statistics the
prediction is that in the next 8 years the number of accounting jobs will rise from
1.2 million to 1.4 million in the US.

With such positive reports a lot of young people are looking to become one
of the next generation of accountants. A university education is the most common
route into accounting but it is not the only way, many firms offer apprenticeships
where you learn while you work. This means starting at the bottom so for the first
year you are more likely to be making the tea than preparing the balance sheet, or
trial balance.

Those people who have graduated with a degree in accounting can expect to
jumpin at the deep end and start dealing with the debits and credits that make up
the foundation of accounting. Although, further training will usually be given
before you are expected to work on the more complex accounting issues such as
deferral. Before applying for a job you should consider the area that you would like
to work in. Accounting is not limited to the private sector, with many accounting
graduates being employed by governmental and non-profit organizations.

Public accounting is perhaps the most common choice because they employ
the most CPAs. Public accounting also offers a wide variety of roles such as:
corporate finance, due diligence, as well as the more traditional accounting and tax
advice. Some public firms also specialize in a particular sector, such as
entertainment or travel, so you can work in an area which interests you. The job of
a public accountant is always changing as new laws are introduced, so you must
always be learning new skills.

Public accounting may not be for everyone, and if you prefer the idea of
working for the government, you would do well to apply to the Internal Revenue
Service (IRS). Working for the national agency often involves analysing a
company's financial statements and attempting to reconcile the tax which has been
paid on the reported earnings. It is a job with a great deal of responsibility and
would best suit someone with a strong knowledge of accounting and tax affairs.

Other government organizations also make use of accounting staff so you
could even end up working for the CIA, but of course you can't talk about it.



To do well in either of these areas you need to remember that whether you
are dealing with a sole-trader, or a limited liability company (LLC), accounting is
an exact science and every record must be precise. And if you are one of the
increasing number of accountants working for a multi-national corporation, you
will need to be familiar with the often confusing rules on double taxation and be
up-to-date on the exchange rate of the foreign currency you are working with.
There are even more opportunities if you continue your accounting education and
get a PhD in accounting. People, who do this often, end up lecturing at Universities
as well as running successful practices or being CFO's of major corporations.

So remember the economy may be in bad shape, but a career in accountancy
may just be the best way to survive the crisis if you can cope with some of the
challenges facing the new generation of accountants.

These challenges include long hours. New graduates, especially, are often
expected to work in excess of 50 hour working weeks with many failing to meet
the heavy workload placed on them. Long hours are not the only challenge of a
career in accounting though. Major accounting firms are constantly raising the
employment requirements with Big4 firms often only hiring MBA graduates.

Those who can meet the entry requirements and cope with the long hours are
likely to find a rewarding career which will allow them to live in a comfortable
style and enjoy the finer things in life.

1. OTBeThTE NUCHBMEHHO HA BONMPOCHI MO TEKCTY:

1. Should you need a university education to become an accountant?

2. Do companies expect too much from their employees?

3. What is your ‘accounting' ambition

4. IlepeBeaure TEPMHUHHbI W TEPMHUHOJOTHYECKHE CJOBOCOYETAHHA C
AHIJIMICKOIO SI3bIKA HA PYCCKUIA:

accountant, balance sheet, trial balance, debits and credits, deferral, CPA, due
diligence, reconcile, sole-trader, LLC, record, in excess of, requirement, average
salary, trial balance, non-profit organization, financial statement, foreign currency,
to apply for a job, exchange rate, double taxation.

5. IlepenaiiTe ycTHO Ha AHIJIMICKOM SI3bIKE OCHOBHOE COJEp:KaHHE TEeKCTa
«Making a career in accounting».

GRAMMAR

COCJIATATEJIBHOE HAKJIOHEHHUE
(THE SUBJUNCTIVE MOOD)



B aHrmmiickoM s3bIK€ CYIIECTBYIOT JB€ (DOPMBI  COCIIaraTeJIbHOIO
HakyoHeHus: cocnaratensHoel (Subjunctive 1), koTopoe yrmoTpednsieTcst B mpocTOM
NPEITI0KESHUH U B TIIABHOM MPEII0KESHUH CI0KHOIOTIMHEHHOTO MPEIOKCHHUS, 1

cocmararenpHoe |l (Subjunctive Il), xotopoe ymorpeOisercss B NPUAATOYHOM
TPE/IOKEHUH.

Cocaaratenbnoe | o0Oo3HayaeT peajbHOe YCJIOBHE U OTHOCHUTCS K
OynyiieMy BpeMeHHU.

If I have time tonight, | will finish reading a novel.
Ecsim cerogns BeuepoM y MeHs OYeT BpeMs, TO 51 3aKOHYY YUTATh POMaH.
Bmecro IfmMoxHO Takxke ucmosib3oBath When
CocaararenasHoe |10o003HauaeT MaJIOBepOSITHOE YCJI0BHeE.
Ecnu BhICKa3pIBaHHME OTHOCHTCS K HACTOsIIIeMYy Win OynymeMy Bpemenu (Present
Subjunctive), hbopma cocnararensroro IcoBmagaet ¢ popmoii Future-in-the-Past:
It’s pity you can’t come tomorrow. Peter would help you.
Xanb, 4To BBI HE MOKETE MPUITH 3aBTpa. [leTp momor ObI BaMm.
Ecnu  BbICKa3biBaHHWE OTHOCHTCS K  mOpejmiecTByroniemy mepuoay  (Past
Subjunctive), To ¢dopma cocraraTelbHOrO HaKJIOHEHHS COBIagaeT ¢ (HopMoii
Future Perfect-in-the-Past:

e I’m so sorry I had no money with me yesterday, | would have bought that
dress. — XKanp, yTo y MeHs Buepa He ObUIO ¢ cO0O0# JeHer, 51 Obl KyIUIa TO
TUIaThE.

e Why didn’t you phone him yesterday? He would have helped you. —
[Touemy ThI He TO3BOHIII eMy Buepa? OH OB TOMOT Te0e.

CocaarareabHoe |l1o603HauaeT HeBepOSATHOE yCI0BHE.
dopma cocnaratensHoro llcoBmamaer ¢ ¢opmoit Past Indefinite (Simple),eciu
BBICKA3bIBAaHHE OTHOCHTCS K HACTOSIIEMY WM OynymeMy BpeMEeHH, u ¢ (HOpMOii
Past Perfect, eciiu Bbicka3biBaHHE OTHOCUTCS K MPEAMIECTBYIOMEMY ITEPHOTY.

e If I had any free time now or tomorrow, | should do the work myself. —
Ecnu Ob1 y MeHs1 ObI7T0 cBOOOHOE BpeMs ceidyac WM 3aBTpa, 51 ObI crernana
3Ty paboTy cama.

e If I had had any free time yesterday, | should have done the work
myself. — Ecnu Ob1 y MeHst ObUTO cBOOOJHOE BpeMs Buepa, s ObI ciaerana
paboty cama.

['maron to be umeer Gpopmy Weremist Bcex JIMIl B HACTOSIIEM U OyIyIeM BpeMEHU
u had beenmist Bcex ymir B pomieaneM BpeMeHH:

e If I were rich | shouldn’t work at all. — Eciu 681 51 Obl1 Gorar, s Obl
COBCEM He paboTal.

e If | had been there too, | could have heard the story myself. — Eciu Gwr s
OBLT TaMm, 51 OBI MOT YCIIBIIIIATh PACCKA3 CaM.

1. PackpoiiTte ck00OKH, YIOTpPeOJisisl IJ1aroJibl B Tpedyromeics ¢gopme.
1. I should be delighted if I (to have) such a beautiful fur-coat.
2. If it (to rain), we shall have to stay, at home.



If he (to work) hard, he would have achieved great progress.

If it is not too cold, I (not to put) on my coat.

| (to write) the composition long ago if you had not disturbed me.

If ho (not to read) so much, he would not be so clever.

If my friend (to be) at home, he will tell us what to do.

If he were not such an outstanding actor, he (not to have)so many admirers.

. If you (to give) me your address, | shall write you a letter

10. If she (not to be) so absent-minded, she would be a much better student.

11. If my sister does no go to the south, we (to spend) the summer in St Petersburg
together.

12. If they (not to go) to Moscow last year, they would not have heard that famous
musician.

13. If you (not to get) tickets to the Philharmonic, we shall stay at home.

14. If you were not so careless about your health, you (to consult) the doctor.

2. O0pa3yiiTe ycJIOBHbIE MPeEAJI0KEHHS.

©CoOoNoO Ok~

1. You did not ring me up, so | did not know you were in trouble. If ...

2. You left the child alone in the room, so he hurt himself. If ...

3. They spent a year in the tropics, so they got very sun-tanned. If ...

4. It rained heavily, so we got drenched to the skin. If ...

5. Why didn't you watch the cat? It ate all the fish. If ...

6. A huge black cloud appeared from behind the forest, so we had to turn back and
hurry home. If ...

7. The travelers had no camera with them, so they could not take photos of the
beautiful scenery. If ..

8. There was no sugar left, so we had to go to the shop late in the evening. If ...

9. This house is very nice and comfortable, but it is not very good for living
because it is situated close to a chemical plant and the air around is very bad. If ...

10. He is an excellent specialist, but | cannot ask his advice because | am not
acquainted with him. If ...

11. You cannot enjoy this merry evening party because you have a toothache. If ...

12. You know the material well enough, but you are very absent-minded, and that's
why you always make many mistakes. If ...




13. We shall not go to see them because it is very late. If ...

14. Naturally she was angry, because you were in her way. If ...

3. IlepeBeauTe HA AHTIMMCKUIN S3bIK.
1. Ecu Obl oH ObUT yMHEE, OH OBl HE TOILIEN BYepa B JIeC.

2. Ecnu Obl OHa He MpUcIana BYeEpa 3TO MHUCbMO, MO Opat ObLI ObI ceifuac Joma.

3. Yro Obl MBI ceifuac genanu, eciid Obl MaMa He UCIIEeKIIa BUepa nupor?

4, >KaJ'IB, 4YTO BbI HC CJbIIAIIN MY3BIKY Paxmanunosa. Eciin ObI BEI €€ CJIbIIIAJIN,
BBI OBI 3HAaJIN, KaKoOM 3TO 3aMedaTe/IbHbIN KOMITO3UTOP.

5. 51 yBepeH, uTo Bce ObLIM ObI paJibl, €Clii Obl BEYEP COCTOSIICS.

6. OH Tak u3menwics! Ecnu Obl BbI €ro BCTPETUIIH, BbI ObI €70 HE Y3HAJIU.

7. Ecnu ObI s1 OBII Ha BallleM MECTC, 41 ObI IOCOBETOBAJICS C POAUTCIIAMMU.

8. Ecim 0wl ceituac mojorien TpaMBai, Mbl ObI HE OTIO3/1aJIH.

9. Eciu ObI OH 3HaJ, YTO 3TO BaC pacCTPOUT, OH ObLT ObI OCTOPOKHEE.

10. Ecam Ol BBl MHE TOMOINIM PEIIUTh 3Ty 3a7ady, s ObUl Obl BaM OYCHH
OyarogapeH.

11. )Kanp, 9T0 HaM paHbIIe HE MPUILIO B TOJIOBY MOUCKATh KHUTY B OMOJIMOTEKE.
Mp1 ObI crienany paboTy BOBpeMs U ceiiuac ObLIu ObI yKe CBOOOIHBI.

UNIT I
MARKETING
TEXT 3.1 PRODUCTS AND BRANDS
Lead-in:

- Give three examples of brands to which you are loyal, i.e. which you
regularly buy without thinking about it. Why are you loyal to them?

- What products are there for which you are what marketers call a brand-
switcher, i.e. you have no preference for or loyalty to a particular brand?

- What products can you think of for which the name of the brand is totally
unimportant, so that you don’t even notice it?



IIpouuTaiiTe TEKCT U 03arJ1aBbTe a03albl.

1

A product is anything that can be offered to a market that might satisfy want
or need. This means that services, leisure activities, people (politicians, athletes,
actors), places (holiday resorts) and organizations (hospitals, colleges, political
parties) can also be considered as products.

Most manufacturers divide their products into product lines — groups of
closely related products, sold to the same outlets. Because customers’ needs and
markets are constantly evolving, and because different products are generally at
different stages of their life cycles, with growing, stable or declining sales and
profitability, companies are always looking to the future, and re-evaluating their
product mix.

2

Most products offered for sale by retailers are branded. A brand is a name,or
a symbol, or a logo that distinguishes products and services from competing
offerings, and makes consumers remember the company, product or service. A
brand name can be reinforced by distinctive design and packaging.

The key objective of branding is to create a relationship of trust. Customers
have an image of the brand in their minds, combining knowledge about the product
and their expectations of it. Some brands are seen as more than just products or
services: they successfully represent customers’ attitudes or feelings, e.g. Nike,
Starbucks, Apple Computer, The Body Shop, etc.

By way of extensive advertising, companies can achieve brand recognition
among the general public, including millions of people who are not even interested
in the products. Branding is used for B2B (Business-to-Business) marketing of
materials and components, as well as for consumer goods in B2C (Business-to-
Consumer) marketing.

3

Some companies include their name in all their products (corporate
branding), e.g. Philips, Virgin, Yamaha, Other companies do individual branding,
and give each product its own brand name, so the company name is less well-
known than its brands (compare the name Procter&Gamble with its individual
brand names Pampers, Pringles, Duracell and Gillette).

Some companies, such as the major producers of soap powders, have a
multi-brand strategy which allows them to fill up space on supermarket shelves,
leaving less room for competitors. Even if one brand ‘cannibalizes’ (or eats into) or
takes business away from another one produced by the same company, the sales do
not go to a competitor. Having three out of 12 brands in a market generally gives a
greater market share than having one out of ten, and gives a company a better
chance of getting some of the custom of brand-switchers.

4

The brand consultancy Interbrand publishes an annual list of the Best Global
Brands, which shows that the worth of a brand can be much greater than a
company’s physical assets, For example, in the early 2000s, the value of the top




ranked brand, Coca-Cola, was calculated at over $70 billion. Consequently, a
company’s market value (the combined price of all its shares) can be much greater
than its book value — the recorded value of its tangible assets such as buildings and
machinery. Brand value largely comes from customer loyalty: the existence of
customers who will continue to buy the products.

2. OTBeTbTE HA BONPOCHI
1. Why do companies’ product mixes regularly change?

2. Why do companies brand their products?

3. What is the difference between corporate branding and individual branding?

4. Why do the big soap powder producers have a multi-brand strategy?

5. Why can the market value of companies be much higher than the value of
their tangible assets?

3. HaiiguTe B TEKCTE CJI0BA M BbIPAa:KeHHU, 0003HAYAKOIINE CIeAyIoLIee:

places of business for selling goods to customers (shops, stores, kiosks, etc.);
all the different products, brands and items that a company sells;

businesses that sell goods or merchandise to individual consumers;

a graphic image or symbol specially created to identify a company or a
product;

wrappers and containers used to enclose and protect a product;

the extent to which consumers are aware of a brand, and know its name;
surfaces in a store on which goods are displayed;

the sales of a company expressed as a percentage of total sales in a given
market.
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TEXT 3.2 ADVERTISING AND VIRAL MARKETING

1. IlpouyuTaiiTe TEKCT M 03arjaBbTe a03albl CJAeAYIOIIUMHU MOA3aTr0JI0BKAMM:

A Advertising spending and sales

B How companies advertise

C Word-of-mouth advertising and viral marketing
D Potential drawbacks of advertising

Advertising informs consumers about the existence and benefits of products
and services, and attempts to persuade them to buy them. Most companies use
advertising agencies to produce their advertising for them. They give the agency a
statement of the objectives of the advertising campaign, known as a brief, an



overall advertising strategy concerning the message to be communicated to the
target customers, and a budget. The agency creates advertisements and develops a
media plan specifying which media — newspapers, magazines, the Internet, radio,
television, cinema, posters, mail, etc. — will be used and in which proportions.

It is always difficult to know how much to spend on advertising. Increased
ad spending can increase sales, but many companies just spend a fixed percentage
of current sales revenue, or simply spend as much as their competitors. On the
other hand, lots of creative and expensive advertising campaigns, including
television commercials that lots of people see and remember, and which win prices
awarded by the advertising industry for the best ads, don’t lead to increased sales.

____Aduvertising is widely considered to be essential for launching new consumer
products. Combined with sales promotions such as free samples, price reductions
and competitions, advertising may generate the initial trial of a new product. But
traditional advertising is expensive, it doesn’t always reach the target customers,
and it isn’t always welcome if it does reach them. People might choose to look at
posters in the street or on public transport (and virtual ones in computer and video
games), or look at the ads in newspapers and magazines, but many other ads
interrupt them when they’re trying to do something else, like read a web page,
listen to the radio, or watch a TV programme or a film.

This is why the best form of advertising has always been word-of —mouth
advertising: people telling their friends about good products and services. For
example, at the end of the last century, more and more people were saying to their
friends “Have you used Google? It’s great!” Today, word-of-mouth has developed
into viral marketing: companies succeed in getting people to spread commercial
messages, like a virus, via peer-to-peer (P&P) networks on the Internet. The classic
example is Hotmail, which added a little advertisement for itself at the bottom of
every email sent using a Hotmail address. In the mid-1990s, the number of users
increased from 500,000 to 12 million within a year. More and more companies are
trying new strategies like setting up blogs or online forums, commenting on other
people’s blogs and social networking websites, making podcasts, and putting
videos on YouTube, and hoping that people will use the “Share” function to send a
link to all their contacts. Viral marketing allows companies to inform and
persuade, and create a “buzz”, so that an idea spreads very quickly, at very little
cost.

2.  OTBeTbTE HA BOMPOCHI:
1. What are the two functions of advertising?

2. What is the role of advertising agencies?

3. What three different methods of determining advertising spending are
mentioned?




4. What does the text describe as disadvantages of traditional advertising?

5. What ways of using the Internet to advertise are mentioned?

GRAMMAR
MOJAJIBHBIE T'JIAT'OJIBI
MODALVERBS

MoganbHbIMU  IJ1ar0JIAMM B AQHIJIMACKOM SI3BIKE HA3bIBAIOTCS IJIAroJibl,
KOTOpBI€ BBIPAXKAIOT HE JeicTBHEe (COCTOSIHUE), & OTHOIIEHHE K  HEMy:
BO3MOKHOCTb, HEOOXOAMMOCTb MM CHOCOOHOCTh COBEpUICHUS JEHCTBUS, €ro
BEPOSTHOCTD U T.II.

XapakTepucTuKa:

o He usmenstomcsa no nuyam: | can, she may, you must. Cpasuum: | take,
she takes, you take (uckarouenus to be, to have).

e M3BECTHO, YTO IOYTH BCE IJIarojibl MOT'yT 00pa30BBIBATH (POPMBI IPUYACTHS,
MHQUHUTHBA WU TEPYHIUA. OTH XKE, He UMelOm HeIUUHbIX Hopm, TO eCTh
OKOHYAHUS Ing.

e JBa IJarojla B AHTJIMKWCKOM MPEMJIOKEHHH OYEHb PEIKO MOTYT CTOSITh
pSZI0M, B OOJIBIIMHCTBE CIIy4aeB OHM TPeOYIOT mociie ce0s MHPUHUTUB C YaCTHUIICH
to. A BOT mociie MOJabHBIX Beeraa ynorpebssiercs bare infinitive (6e3 to). Xots
3/1eCh €CTh TPH UCKItoueHMs: have to , be to, ought to .

e TP O0OpPa30BaHWM OTPHUIATEIBHBIX W BOMPOCHUTEIIBHBIX MPEITIOKCHUN
MOJAJIBHBIC TJIATOJIBl He Mpeodyiom CnOMO2aAmeIbHbIX 21A20106. A HEKOTOPHIC
U3 HUX COBIIQJIAIOT C HUMHU 10 (opMme. DTo U ympomaer sa3bik. [Ipn obpazoBaHum
BOIIPOCHUTEIIBHBIX  MPEJIOKCHUH, MOJAIBHBIA  TJIaro CTaBUTCS  Tiepen
MOJUIC)KAIIMM, a B OTPUIAHUM K HeMmy Jno0OaBisercs not. B pasroBopHoii
PEYM YacTO UCTOJB3YIOT COKpaIleHHbIE (DOPMBI:

cannot (mmmeTcst caMTHO) = can’t, must not=mustn’t, have not=haven’t, is
not=isn’t, shall not=shan’t, should not=shouldn’t, will not=won’t, need
not=needn’t, ought not =oughtn’t, daren’t.

e HC HMCIIOJIB3YIOTCA CaMOCTOATCIBbHO, CIIY2KAT JOIIOJIHCHUCM CKa3yCMOMY.

MoaajabHbIi
rJaroJ u
ero
3KBHBAJICHT Breipaxaer Present Past Future
can ¢bu3nveckyro canam/  could -shall/ will

to be able to  wim ymcTBennyro ciocobHocTh IS/ are  was/were  be able to



able to able to

may might
is/ am/ was/
may are were -shall/ will
to be allowed allowed allowed  be allowed
(to) paspelieHue, mpocbba to to to
IOJDKEH, HEOOXO0UMOCTE
must BBITIOJIHUTH YTO-JTH00 must - -
HE0OXO0IMMOCTH BBITIOJTHEHUS has/ shall/ will
haveto neicTBUs n3-3a oocrositenbeTB  haveto  had to have to
HeO6XOIH/IMOCTB BBITIOJITHCHU S
u3-3a
3apaHee 3arutaHupoBadnoro, — am/ is/ was/
tobeto 0 IOTOBOPEHHOCTH areto  wereto -
shall (Shall
JKeJTaHUE TIOJTyIHUTh he wait? —
pacnopsKeHue, yrposa, Emy
shall MIPEIOCTEPEIKCHHE - - 010K IaTh ?)
PEKOMEHIAIUH 110
should COBEpIICHUIO JeiicTBus, coBeT  should - -
OTTCHOK JKEJIaHHsI, HAMEPCHUS,
will corjuacusi, HACTOWYUBOCTH - - will
OTTEHOK HaMEpEeHHs, TPOCHOBI,
HIOBTOPHOCTH JICHCTBUS B
would TPOIILIIOM
MOpaJIBHBIN JOJT, COBET (+ not
+ perfectinf. — ympek, ought
ought MOPULIAHKE) to - -
HEOOXO0AUMOCTh COBEPIIICHHUS
need JCHCTBUS need
dare BO3MYIIICHUE dare dared

1. BpiGeputre B CcKOOKAX NPABWIbHBbIH BAPHAHT MOJAJIBHOIO IJaroJja.
IlepeBeauTe npen1oKeHUs.

1. He ... (can’t/couldn’t) open the window as it was stuck.

2. Interpreters ... (may/must) translate without dictionaries.

3. ... (Can/May) I use me your bike for today?

4. ... (May/Could) you give me the recipe for this cake?

5. T'hardly ever see Jane, she ... (may/might) have moved to Africa.



6. Take an umbrella. It ... (may/can) rain.

7. You ... (could/should) stop smoking. You know you ... (cannot/must not)
buy health.

8. You ... (may/must) finish the article as soon as possible.

9. Liz doesn’t ... (ought to/have to) keep to a diet anymore.

10.Lara ... (can/might) get a play station for her birthday.

11.You ... (must not/needn’t) read in the dark.

12.My grandfather is retired, so he ... (shouldn’t/doesn’t have to) go to work.

13.The fridge is full, so we ... (must not/needn’t) go shopping.

14.0Our employees ... (can/must) sign this agreement.

15.We ... (may/ought to) reserve a table in advance if we want to have dinner
there.

16.1 ... (can’t/needn’t) believe it! You ... (have to/must) be joking.

17.Ann ... (must/is to) finish school next year.

18.Sorry, I'm late. I ... (needed to/had to) wait for the plumber.

19.What time do we ... (should/have to) be at the railway station?

20.Don’t wait for me tonight. I ... (might/must) be late.

21.1 ... (may not/can’t) watch this film. It’s too boring.

22.We’ve got a dishwasher, so you ... (couldn’t/needn’t) wash-up.

23.You look very pale, I think you ... (need/should) stay at home.

24. ... (Could/Might) you, please, pass me the mustard?

Ynpaxxnenue 2. CoeIuHuTe NPeEAJ0KEHUs ¢ OIMHAKOBBIM 3HAYEHHEM

. Bill must complete a presentation tomorrow.

. Bill couldn’t complete it yesterday.

. Birgit says she can help him tomorrow.

. She has to help him, or the presentation will not be completed on time.
. Birgit’s boss says she may help Bill.

O~ wdhN Pk

. She needs to help him, or the presentation will not be completed on time.
. Birgit’s boss says she is allowed to help Bill.

. Bill will have to write a presentation tomorrow.

. Birgit says she will be able to help him tomorrow.

. Bill wasn’t able to complete it yesterday.

o O 0O oD

Ynpaxunenue 3. Complete the sentences with must, mustn’t or needn’t.
1. We haven’t got much time. We ... must ... hurry.
2. We’ve got plenty of time. We ... needn’t ... hurry.

3. We have enough food at home so we go shopping today.
4. Jim gave me a letter to post. | remember to post it.
5. Jim gave me a letter to post. | forget to post it.

6. There’s plenty of time for you to make up your mind. You decide now.

7. You wash those tomatoes. They’ve already been washed.




8. This is a valuable book. You look after it carefully and you

lose it.

9. ‘What sort of house do you want to buy? Big?” ‘Well, it be big

- that’s not important. But it have a nice garden — that’s essential.’

ASSIGNMENT 1
BASIC MANAGEMENT FUNCTIONS

1. TIpouuraiite u mnepeBegute Teker «BASIC MANAGEMENT
FUNCTIONS» Ha pyccknii I3bIK.

BASIC MANAGEMENT FUNCTIONS

When Lee lacocca took the reins at Chrysler Corporation in 1978, the firm
was on the brink of bankruptcy. One of Iacocca’s first moves was to establish
specific goals for sales growth and a written plan for achieving them. He changed
the basic structure of the organization. Then he provided effective leadership by
working for $1 a year until he had turned the company around. He also developed
an elaborate control system to keep Chrysler on track.

lacocca performed at least four different management functions while at the
helm of Chrysler. First, he established goals and developed plans to achieve those
goals. Next, he organized people and other resources into an efficient «well-oiled
machine». Then, he led and motivated employees to work effectively to help
achieve Chrysler's goals. Finally, he maintained control to ensure that the
organization was working steadily toward its goals.

Management functions like those described above do not occur according to
some rigid, preset timetable. Managers don't plan in January, organize in February,
lead and motivate in March, and control in April. At any given time, managers may
engage in a number of functions at the same time. However, each function tends to
lead naturally to others. How well managers perform their key functions
determines whether a corporation is successful. The five «world-class»
corporations described in the Business Journal are not only successful; they are
also the most admired corporations in the United States. Their managers, you can
be sure, are largely responsible for their esteemed status.

Planning

Planning, in its simplest form, is establishing organizational goals and
deciding how to accomplish them. It is often referred to as the «first» management
function because all other management functions depend on planning.
Organizations like Texaco, Houston Community Colleges, and the U.S. Secret
Service begin the planning process by developing a mission statement. An
organization's mission is a statement of the basic purpose that makes this business
different from other firms. The mission of Texaco Inc. is to earn a profit for its
owners by refining and selling petroleum products. Houston Community College
System's mission is to provide an education for local citizens. The mission of the



Secret Service is to protect the life of the president. Once an organization's mission
has been described in a mission statement, the next step is to develop
organizational goals and objectives.

A goal is an end result that the organization is expected to achieve over a
one-to-ten-year period of time. For example, Rubbermaid Inc. has established a
goal of obtaining 25 percent of its sales revenues from markets outside the United
States by the year 2000. An objective is a specific statement detailing what the
organization intends to accomplish over a shorter period of time. Compared to
goals, objectives have a much narrower time frame — usually one year or less. For
McDonalds, one objective might be to increase sales of French fries by 5 percent
over the next nine months. Sears, Roebuck might adopt the objective of increasing
sales by 7 percent this year. For IBM, one objective might be to reduce the average
delivery time for personal computers to retailers by four days next year. Goals and
objectives can deal with a variety of factors, such as sales, company growth, costs,
customer satisfaction, and employee morale. Whereas a small manufacturer may
focus primarily on sales objectives for the next six months, Exxon Corporation
may be more interested in goals for the year 2000. Finally, goals are set at every
level of the organization. Every member of the organization — the president of the
company, the head of a department, and an operating employee at the lowest level
— has a set of goals he or she hopes to achieve.

The goals developed for these different levels must be consistent with one
another. However, it is likely that some conflict will arise. A production
department, for example, may have a goal of minimizing costs. One way to do this
is to produce only one type of product and offer «no frills». Marketing, on the
other hand, may have a goal of maximizing sales. And one way to implement this
goal is to offer prospective customers a wide range of products with many options.
As part of his or her own goal setting, the manager who is ultimately responsible
for both departments must achieve some sort of balance between conflicting goals.
This balancing process is called optimization. The optimization of conflicting goals
requires insight and ability. Faced with the marketing-versus-production conflict
just described, most managers would probably not adopt either viewpoint
completely. Instead, they might decide on a reasonably diverse product line
offering only the most widely sought-after options. Such a compromise would
seem to be best for the organization as a whole.

Once goals and objectives have been set for the organization, managers must
develop plans for achieving them. A plan is an outline of the actions by which the
organization intends to accomplish its goals and objectives. Just as it has different
goals and objectives, the organization also develops several types of plans. An
organization's strategy is its broadest set of plans, developed as a guide for major
policy setting and decision making. These plans are set by the board of directors
and top management and are generally designed to achieve the long-term goals of
the organization. Thus, a firm's strategy defines what business the company is in or
wants to be in and the kind of company it is or wants to be. When the U.S. Surgeon
General issued a report linking smoking and cancer in the 1950s, top management
at Philip Morris Companies recognized that the company's very survival was being



threatened. Executives needed to develop a strategy to diversify into nontobacco
products.

Organizing the Enterprise

After goal setting and planning, the second major function of the manager is
organization. Organizing is the grouping of resources and activities to accomplish
some end result in an efficient and effective manner. Consider the case of an
inventor who creates a new product and goes into business to sell it. At first, she
will probably do everything herself — purchase raw materials, make the product,
advertise it, sell it, and keep her business records up-to-date. Eventually, as
business grows, she will find that she needs help. To begin with, she might hire a
professional sales representative and a part-time bookkeeper. Later she might need
to hire full-time sales staff, other people to assist with production, and an
accountant. As she hires new personnel, she must decide what each person will do,
to whom that person will report, and generally how that person can best take part
in the organization's activities. In a similar fashion, Saturn, a subsidiary of General
Motors, must decide what resources will be needed and how they will be organized
to produce Saturn automobiles in its Spring Hill, Tennessee, plant.

Leading and Motivating

The leading and motivating function is concerned with the human resources
within the organization. Specifically, leading is the process of influencing people
to work toward a common goal. Motivating is the process of providing reasons for
people to work in the best interests of the organization. Together, leading and
motivating are often referred to as directing.

We have already noted the importance of an organization's human resources.
Because of this importance, leading and motivating are critical activities.
Obviously, different people do things for different reasons — that is, they have
different motivations. Some are primarily interested in earning as much money as
they can. Others may be spurred on by opportunities to get ahead in an
organization. Part of the managers’ job, then, is to determine what factors motivate
workers and to try to provide those incentives in a way that encourages effective
performance.

Controlling Ongoing Activities

Controlling is the process of evaluating and regulating ongoing activities to
ensure that goals are achieved. To see how controlling works, consider a rocket
launched by NASA to place a satellite in orbit. Do NASA personnel simply fire the
rocket and then check back in a few days to find out whether the satellite is in
place? Of course, not. The rocket is constantly monitored, and its course is
regulated and adjusted as needed to get the satellite to its destination. The control
function includes three steps. The first is setting standards to which performance
can be compared. The second is measuring actual performance and comparing it
with the standard. And the third is taking corrective action as necessary. Notice
that the control function is circular in nature. The steps in the control function must
be repeated periodically until the goal is achieved. For example, suppose that
United Air Lines, Inc., establishes a goal of increasing its profit by 12 percent next
year. To ensure that this goal is reached, United's management might monitor its



profit on a monthly basis. After three months, if profit has increased by 3 percent,
management might be able to assume that plans are going according to schedule.
Probably no action will be taken. However, if profit has increased by only 1 per
cent after three months, some corrective action would be needed to get the firm on
track. The particular action that is required depends on the reason for the small
increase in profit.

2. Bpmumutre 30 He3HAKOMBIX TEPMHUHOB W TEPMHUHOJOTHYECKHX
CJI0BOCOYETAHMI U3 TEKCTA, 3AaIIOMHHUTE UX 3HAYEHUE U HATIUCAHUE.

3. llepenaiiTe yCTHO HA AHIJIMICKOM fI3bIKE OCHOBHOE CO/IEP:KAHUE TEKCTA
«Basic management functions».

ASSIGMENT 2
BOARDROOM CULTURE CLASH

1. IIpouuraiite u nepeeaure Tekct K BOARDROOMCULTURECLASH»
HA  PYCCKHH  s3bIK, BbIMumUTe 20 HE3HAKOMBIX TEPMHUHOB |
TEPMHUHOJIOITNIECCKHUX CJIOBOCOYETAHUN U3 TEKCTa, 3aIIOMHHUTEC UX 3HAYCHHUEC U
HalnmuCaHue

AN UNPREDICTABLE AFFAIR

Try to put pressure on Japanese in a negotiation and you will be met with
stony silence. Hold an informal fact-finding meeting with a German and you can
expect a battery of searching questions. Disagree with the French on even a minor
point and they will take great pleasure in engaging in spirited verbal combat.
Doing business across culture can be an unpredictable affair.

CULTURAL AWARENESS

Most of us prefer to do business with people we like, and it should come as
no surprise that the people we like tend to be like us. So whilst we may dispute the
accuracy of cultural stereotypes, it is generally agreed that good business
relationships are built on cultural awareness. Across national frontiers ‘nice guys’
do more business than nasty ones. But what constitutes nice-guy behavior in a
boardroom in Miami is not necessarily what they expect in Madrid.

THE US PERSPECTIVE

For instance, most Americans will insist on the hard sell. It’s not enough that
you want to buy their products, you must let them sell them to you. They have to
report back to superiors who will be as interested in how the deal was struck as the
result. Systems and procedures matter to Americans.

THE SPANIARDS TRUST YOU

The Spanish, on the other hand, are unimpressed by the most meticulously
prepared meeting and pay much more attention to people. In this they are more like
the Arabs or the Japanese. In the Middle and Far East business is built on trust over
a long period of time. Spaniards may come to a decision about whether they trust
you a little sooner.



ANIMATED ITALIANS

Italians too tend to feel that the main purpose of meetings is to assess the
mood of those present and reinforce team-spirit. There may well be a lot of
animated discussion at a meeting in Italy, but the majority of decisions will be
made elsewhere and in secret.

SCANDINAVIANS WANT RESULTS

Strangely enough, Scandinavians are rather like Americans. They value
efficiency, novelty, systems and technology. They are firmly profit-oriented. They
want results yesterday.

SUCCEED WITH THE GERMANS

Don’t be surprised if the Germans start a meeting with all the difficult
guestions. They want to be convinced you are as efficient and quality-conscious as
they are. They will be cautious about giving you too much business until you have
proved yourself. They will demand prompt delivery and expect you to keep your
competitive edge in the most price-sensitive market in Europe. Succeed and you
will enjoy a long-term business relationship.

ADVERSARIAL MEETINGS

The French will give you their business much more readily. But they will
withdraw it just as fast if you fail to come up with the goods. Meetings in France
tend to be adversarial. Heated discussion is all part of the game. Germans will be
shocked to hear you question their carefully prepared arguments. The Spanish will
offer no opinion unless sure of themselves, for fear of losing face. But French
executives prefer to meet disagreement head on, and the British tendency to diffuse
tension with humour doesn’t go down too well.

PRISONERS OF OUR CULTURE

Ask yourself whether meetings are opportunities to network or get results. Is
it more important to stick to the agenda or generate new ideas? Is the main aim of a
meeting to transmit or pool information? It all depends on where in the world you
hold your meeting and whether you belong to an individualistic business culture
like the French, Germans and Americans or to a collective one like the British,
Japanese and Greeks. Indeed, who knows to what extent our views are our own
and to what extent culturally conditioned? For in business, as in life, «all human
beings are captives of their culture».

2. HaiiinTe B TekcTe aHIJIMHACKUE IKBHBAJIEHTHI PyCCKUX TEPMUHOB:
(1) oxa3pIBaTh aBJICHUE HA KOTO-THOO0 —
(2) TIpOBOAUTH BCTPEUY € KEM-TTHUOO —
(3) ocnapuBaTh TOYHOCTb KYJIbTYPHBIX CTEPEOTHUIIOB —
(4) nenoBbIe OTHOIICHUS —
(5) 3aknro4aTh CACIKY—
(6)TmIaTeIBLHO MTOATOTOBICHHAS BCTpeYa —
(7) cTpouTh €0 HA TOBEPUU —
(8) IpUXOIUTD K PEIICHUIO —
(9) ykpemisTh KOMaHIHBIN TyX—
(10) oxxuBiieHHAs! TUCCKYCUSI—



(11)BBITOJIHO OTJIMYATHCS OT KOHKYPEHTOB —
(12) BcTpeuaTs pa3HoOriacusi BO BCE OPYKHH—
(13) cHUMaTh HanpsKEHUE IOMOPOM —

(14) 3a510:)kHUKN CBOEH KYJIbTYphl—

3. ConocraBbTe TEPMHHBI U UX Je(DMHULINH, JaiiTe UX PyCCKHE IKBUBAJICHTHI

1. quality-conscious a) to produce smth. esp. when
pressured or challenged

2. adversarial meeting b) thinking that quality of goods is
very important

3. to come up with the goods c) inadirect and determined way

4. to lose face d) to be accepted or not accepted by
smb.

5. head-on e) interact with others in order to

exchange information and
develop useful contacts

6. to go down well/badly with smb. f) to put it all together on order
to share it

7. to network g) to stop having one’s credibility

8. to pool information h) involving or characterized by

conflict or opposition

4. IlepenaiiTe yCTHO HA AHTJIMIICKOM SI3bIKE OCHOBHOE CO/IepP:KAHNE TEKCTA
«BOARDROOM CULTURE CLASH».

ASSIGNMENT3
THEWORLD’SECONOMIES

1.IIpounTaiite u mepeBeauTe TekeT «The world’s economies» Ha pycckuii
SI3bIK, BbIMUIIHTE 20 HE3HAKOMBIX TEPMHHOB M TEePMHHOJOTHYECKHX
CJIOBOCOYETAHUI M3 TEKCTA, 3alIOMHUTE UX 3HAYEHHE U HANIUCAHHE.

THE WORLD’S ECONOMIES

Economists classify the world’s economies as: industrial or developed
nations (IN); newly industrialized nations (NIC); developing nations or less
developed nations (LDC). Each of these types of countries has fairly specific
characteristics, and economic issues.

Industrialized nations: Growing and Growing Old

An industrialized economy has a large base of productive -capital,
sophisticated banking systems and financial markets, a variety of industries
producing a broad range of products, and vigorous and varied international trade.
Industrialized nations also have well-established systems of government and law,
and provide educational opportunities for their people.



Less than 20% of the world’s population lives in industrial nations, and they
account for about 70% of world output. The countries in the Group of SevenG-7)
have the most industrialized economies. The G-7 are the United States, Canada,
Japan, Germany, France, the United Kingdom, and Italy (with Germany,

France, the United Kingdom, and Italy comprise Europe’s so-called Big
Four). The G-8 includes G-7 plus Russia, which may best be described as an
economy in transition.

The entire EU — which also includes Austria, Belgium, Finland, Greece,
Ireland, Luxembourg, the Netherlands, Portugal, and Spain — and some European
nations outside the EU, such as Switzerland, Sweden, and Denmark, are also
industrialized. So are Australia, New Zeland, and Taiwan. But there is an income
inequality, which creates some of the questions these countries face. The term
sustainable growth refers to economic growth based on renewable resources and
minimal environmental degradation.

However, the threat of terrorism, mainly from Islamic extremists from less
developed counties, may well represent the most difficult and dangerous problem
for industrialized nations, particularly the United States.

Newly Industrialized Nations: Getting Going

Newly industrialized nations (NICs) have a rapidly growing base of
productive capital and rising incomes. Most of these nations have sound
governments and banking and financial systems, although they may occasionally
be subject to financial or political dislocation. For instance, Brazil is weighed
down with international debt and must work hard to control inflation. Pakistan may
face political instability and a shaky relationship with neighbouring India.

Newly industrialized nations include Hong Kong, Singapore, Taiwan, and
South Korea (which are known as Asia’s “Four Tigers”), Pakistan, Malaysia,
Indonesia, Thailand, Mexico, Brazil, Chile, Venezuela, Israel, South Africa, and
Hungary. Less than 5 percent of the world’s population lives in NICs, and they
earn less than 5 percent of the world’s income.

Developing Nations

Developing nations range from the poorest in the world to those that have
begun to build an industrial base, but have yet to achieve stable growth in
production and income. These economies are also called underdeveloped,
undeveloped, and, most commonly, less developed countries (LDCs). A number of
these nations have large, growing urban populations and serious difficulties with
unemployment, crime, and poverty in the cities. The Organization for Economic
Cooperation and Development, which I’ll discuss later in this chapter, includes the
following nations in its official list of less developed countries: all countries of
Africa except the Republic of South Africa; all countries of Asia except Cambodia,
China, Japan, Laos, North Korea, and Vietnam; all countries in Latin America,
except Cuba; all countries in the Middle East and Malta, Portugal, Spain, Greece,
and Turkey. The People’s Republic of China could be considered an LDC.
However, most economists view the PRC as a special case because it is beginning
to industrialize but still relies heavily on small farms.



2. IlocTtaBbTe CJ10Ba MO CMBICJIY VISl 3aBepPIICHUS MPeIJI0KeHU.

1) to develop, 2) development, 3) developed, 4) developing
1. The countries are mainly agricultural primary producers whose

economy is based on relatively primitive farming methods.

2. Such countries rely heavily on the export earning from the sale of their

primary products to the countries.

3. It is usually advantageous for countries their own manufacturing
industries.

4. Many countries aim at , but few are successful.

3. OTBeThbTE HA BONPOCHI.

1.

2.

3.

What countries are considered as industrialized countries?

What are problems facing the developed countries?

What countries are called Asian Tigers?

Why Asian Tigers succeeded in their economic development?

What is Brazil weighed down with?

What problems does Pakistan face?

How can you characterize the problems of developing countries?

4. IlepenaiiTe yCTHO HA AHTJIMIICKOM SI3bIKE OCHOBHOE CO/Iep:KaHNe TeKCTa
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