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IMNOACHIOBAJIBHA 3AITUCKA
[IpeameTrom kypcy “JlinoBa aHriilickka MoOBa” € 3HAMOMCTBO CTYACHTIB 3



JIEKCHUKOIO, SIKa BXXUBAETHCS B JIJIOBOMY MOBJICHHI, @ TAKOX OBOJIOJIIHHS 3HAHHSMH,
YMIHHSIMU 1 HABUUKAaMHU B 3a3HAYCHIN ramysi.

B ocHOBI KypCy J€XUTh KOHIIEMIliS, 3TITHO 3 SIKOIO OJHIEI 3 HEBI €EMHUX
CKJIQJIOBUX TpPOLIECy MiJITOTOBKHU TepeKiiajgada € OBOJOJIHHA HAaBUYKAMH B Tally3i
JJI0OBOIO MOBJIEHHS, III0 3yMOBJICHO CYYaCHUMHU BUMOTAMH.

Mera Ta 3aB/iaHHS TMCUUILIIHU

Mera 1 3aBmaHHs Kypcy “/lioBa aHrichka MOBa” MOJSATalOTh Y 3aCBOEHHI
CTyJI€HTaMU NIeBHUX ()OHOBUX 3HAHb, O3HAMOMJICHHI 31 CIIEIiaIbHOI TEPMIHOJIOTIEI0
JIIJIOBOTO MOBJICHHSI, BJOCKOHAJIEHHI BMIHb 1 HAaBUYOK MPAKTUYHOTO BOJIOJIHHS
J1IOBOIO aHTTIHCHKOI0 MOBOIO.

Jlucourniina «/liioBa aHTIilicbKa MOBa» B KOMILICKCI 3 1HITUMM CIEIIaJbHUMU
MpeaMETaMu Ma€ BEIUKE 3HAYCHHS 1 TOCIa€ OJIHE 3 OCHOBHHMX MICIlb B OCBITHBO-
npodeciiiHii TMArOTOBII OakanaBpiB MOPCHKOTO (hJIOTYy, € HEBIA €MHOIO YACTHHOIO
3arajbHOI MpOOJIEMH MIATOTOBKM BHUCOKOKBaTi(pPIKOBaHUX (PaxiBIIB UIsI MOPCHKOIO
¢dnoty Ykpainu.

BuBuenHs mnpeamery O0a3yeTbCs Ha MNPUHLMIAX MIDKIPEIMETHUX 3B‘A3KIB,
B3a€MOIOB ‘A3aHUX BHUJAIB MOBHOi MISUIBHOCTI, TEOpii IMOETAHOIO0 KOHTEKCTHOI'O
HaBYaHHSA. Y TMporpami ImepeAdadyeHO HaBYaHHS BIAMOBIIHUM aJrOpUTMaM Y
CUTYaIIisiX, IMITYIOUUX TPO(dECIHO-TPY10B1 BITHOIIIECHHS.

Kypc «/linoBa aurumiiicbka MOBa» Ha JIaHOMY e€Tarl MiATOTOBKU (haxiBIIiB
TOPIiBENBHOTO ()JIOTY € IMEBHOI0 MIPOIO Y3arajibHIOIOYOI Ta CHCTEMATU3YHYOIO,
TOMY Y BIJANOBIIHOCTI 3 JIIOYMMH ITOJIOKEHHSIMH MIDKHApPOJAHUX KOHBEHIIM, 10
pEerilaMeHTYIOTh CTYIIHb BOJIOAIHHS TMpAalliBHUKAMH aHIJIKACBKOID MOBOK Y
npodeciitHoMy CIUJIKYBaHHI, TEPBUHHE 3HAYEHHSI MPUIUISAETHCS Yy3araJlbHEHHIO
BUBUCHOIO B TMPOLIECI HABYAaHHSA AaHIIIMCHKOI MOBM Ha TOMNEPEIHIX eTamax
MATOTOBKHY, a TAKOX aKTHUBI3aIli 3HAHb 31 CHCIIaTbHUX JUCIUTLIIH.

['omoBHa MeTa HaBYaHHSA AaHTJTIMHCHKOI MOBHM — 3a0€3MEYUTH MPAKTHYHE
BOJIO/IIHHSI MOBOIO BUITYCKHHKaMH MOPCBKOTO HaBUalbHOTO 3akjaay. [loctaBiena
MeTa niependavyae BUPIMICHHS] KOHKPETHUX 3aBAaHb.

3aBIaHHS KypCy.

® METOAMYHi: pO3BUBATH TBOPYE MHCJICHHS TIPU BUKOHAHHI TMPAKTHYHUX
3aBAaHb y CIEHIAJbHUX HaBUaJbHUX CHUTYyaIlisX, SKI BUMAararTh MnpodeciiHol
KOMIETEHII1i (paxiBIliB MOPCHKOTO (JIOTY.

e mi3HaBaJIbHi: CPOPMYBATH y CTYJEHTIB MOYATKOBY TEOPETUUHY 0a3y, 3arajibHi
YSIBJICHHS PO CHEIU(iKy CHUIKYBaHHS Ha CyJHI Ta y MOPCBKOMY CEpEIOBHUII, SKI
3a0e3neyaTh HEOOX1HY KOMYHIKATUBHY CIPOMOXHICTh y cepax CUTyaTHMBHOIO 1
npoeciiHOro CHJIKYBaHHS B YCHIM Ta MUCHbMOBIH opmax 3 1IHO3EMHUMU KOJIETaMU.

® @paKkTU4Hi: cHOpPMYyBaTH OCHOBH BMIHb CHUIKYBaHHS B COIIaIbHO-TIOOYTOBHUX
Ta NpodeciiiHO-OpIEHTOBAHUX CHUTYallIsIX; PO3BUMBATA BMIHHS CIpPUAMATH Ha CIyX
ayJlio 3alyCy Ta BIANOBIJIHO pearyBaTH Ha MPOCIyXaHy 1H(popMaliio; chopMyBaTu
HAaBUYKM YWTAaHHA IHCTPYKIIH Ta TEKCTIB MpodeciiiHOTO CHpsSMyBaHHA Ha
AHTIIACHKIA MOBI; BHPOOWTH HABUKH BHKOPHUCTAHHS OPUTIHAJIBHOI TEXHIYHOI
JiTEpaTypu; PO3BHBATH BMIHHS THCAaTH OCOOMCTI Ta JIJIOBI JIUCTH; 3aCTOCYBaTH

3100yTi 3HAHHS MIPU MTPOXOHKEHH1 CIIBOECITM B KOMIIAHISIX Ta MPHU CKJIaIaHH] TECTIB.



UNIT 1

1. Read, translate (into Ukrainian) and retell (in English) the text.

Introduction Letters

Get your foot in the door with a well-written introduction letter and make a
powerful first impression!



7 tips for writing an effective introduction letter to introduce yourself:

e \Whenever possible, address your letter to a specific person.

e Begin your letter by stating your name and your position or role, if relevant.

e Tell how you got the reader’s name, if applicable.

e Give the purpose for your letter.

e Indicate what it is that you hope to accomplish by sending your letter (for
example, setting up a time that you can meet in person with the reader) or what you
would like the reader to do in response to your letter (such as grant you an interview).

e Include any other important information about yourself or the purpose of your
letter (such as your contact information, brief history of your organization, your goals,
or the like).

e Close by thanking the person, and end on a positive note.

7 tips for writing a letter to introduce another individual:

e Asyou begin, mention the person by name.
e |dentify your association with the person, whether it be personal, professional,

o Briefly tell the reader about your experience with the person.

e For a business contact, you might want to include the person’s qualifications or
positive qualities, or mention past projects he/she has worked on or companies he/she
has worked for.

e Identifythe purpose of your letter and what you hope to accomplish by sending it.
If you would like to give the reader the opportunity to meet with the person you are
introducing, include the person’s contact information or mention when and possibly
where the individuals might be able to meet. However, do not put the reader under any
obligation. Especially for business contacts, you might include the person’s business
card, if possible.

e Close your letter by indicating your confidence that the meeting would be a
positive experience for both individuals, by reaffirming your hope that they can meet,
by restating your esteem for the individual, etc.

8 tips for introducing a company, organization, product, or service:

e Identify the name of your company or organization.

e Tell about the company or organization. Mention how it was started, how long
you’ve been in business, your mission or business objective or goals, and so forth. If
appropriate, identify the product(s) or service(s) you provide, and identify the benefits
of buying or using these products or services.

e Tell why they are better than the competition; how they will save the reader
time/money, make his/her quality of life better, or help him/her to accomplish a certain
goal; and so on.



e Inshort, tell the reader why he/she must have the product or service you offer.

e Invite the person to an open house, grand opening, sale, etc. if applicable. If
you represent an organization, describe the benefits of the organization, such as the
good they do in the community, what they have been able to accomplish in the past, the
benefits of membership (if applicable), and so forth.

e Invite the reader to be your customer or to join your organization, or include
information on how he/she can purchase your product or service, whether at a physical
store, online, over the phone, etc.

¢ Include information that will allow the reader to find out more if desired about
your company or organization or the products or services you provide.

e Close by expressing your hope that the person will want to join your organization
or become a customer.

7 tips for introducing a new product or service to an established customer:

Thank the reader for his/her past business. Describe the new products or services
you are offering. Indicate why the reader should purchase the product or service (i. e.,
mention the benefits of the product or service). If possible, include a pamphlet,
brochure, catalog, etc. that shows and describes the new products or services. If you
are making a special promotional offer or having a special sale on the new products or
services, include information about it. Indicate how the person can find out more
information or tell how he/she can buy your product or service. Close by reiterating
how valuable the customer is to you and, if desired, by mentioning your hope that the
reader will buy the new product(s) or service(s) you are offering.

2. Make 5 questions to the text and answer them.

3. Translate into English.
1. 3 [naBHIX-IaBeH TMPEJICTABHUKU PI3HUX HAPOMAIB, 3YyCTPIYalOYUCh, PIZHUMH
crnoco0aMu BITalOTh OJUH OJHOTO (0axaroTh 100pa, mWacTs 1 310poB’s). 2. BiranHs

— HaAWUNOLIMPEHININI 3BUYail y JIJIOBOMY CIUJIKYBaHHI 1 BUMara€ TaKTOBHOCTI. 3.
KoxHoMy HapoJy, KOKHIN COLlalIbHIN IPyIll BJIACTUBA BJJaCHA MaHEepa MPUBITaHHS. 4.
Tak, MOHrOIM Ta 1HIOKHUTAMIIl BUSBOM BBIUWJIMBOCTI BBa)KAIOTh MOTHPAHHS HOCA, a y
Hogiii 3emanaii BITalOTh OJMH OJHOTO, JIOTHKalOUWCh Hocamu. 5. Cepen HapoiiB
Hirepii BussBoM moBaru € JOTHK J00OOM J0 MiJIOTH, & OCh xKuUTeNi TuoeTy, BITalOuuCh,
3HIMAIOTh TOJIOBHUH yOip MpaBOIO PYKOIO, JIIBY 3aKJaja- I0Th 32 BYXO 1 MPH LIbOMY
BHUCOBYIOTH si3UKa. 6. B SIMOHIT 3aCTOCOBYIOTHCSI TP BUJM MOKIJIOHIB: HAWHMKIMI —
calikeiipelt, cepeaniit — mig kyrom 30° 1 jmerkuit — mig kytom 15°. 7. Ha Cxoni
XapaKTepHOIO O3HAKOI0 TPUBITAHHS € HAXWUJ KOpIyca 3 OJHOYACHUM BHUKHUIAHHIM
pyk. 8. ¥V kpainax, zie 30epircst MOHapXiuHUW 4 HamiB(EOoAATbHUN PEXKUM, ICHYIOTh
MPUBITAHHS Y BUTJISA1 KOJIHOCXUJICHHS: TTIOBHOTO (Ha 000X KOJIiHAX) 1 HEMOBHOTO (Ha
onmHomy). 9. B €Bpori 3a3Bu4ail BiTAalOTh OJMH OJHOTO, TPOXH MiIIMMAO4YH JIiBOIO



PYKOIO Kamemtoxa 1 poOisum Jerkuil ykiiH ronoBoro. 10. [lopyiieHHsM eTuKeTy €
IIYMH1, HECTPUMAaH1 PUBITAHHS.

Exchanging Business Cards: Do’s and Dont’s of Business Introductions
1.Read, translate (into Ukrainian) and retell (in English) the text.

Exchanging business cards can be a smooth transaction, or it could be an awkward
situation. Use this guide to plan ahead so that you are ready when someone asks for
your business card.

Do be prepared Always have ahandful with you to present to potential clients or other
business associates, even on the weekends. You’ll find that many important contacts
and business card exchanges can take place in the most unlikely places. Don’t hand
out torn or worn business cards Make sure they are clean and crisp with no frayed
edges or pen marks. The best method of keeping your cards in neat form is a business
card case. With designs ranging from techie to artsy to formal, you are bound to find one
that fits your style and personality.

Do make it a point to hand out business cards It doesn’t take a large convention
to bring customers and business owners together. Informal meetings are one of the best
times to network and exchange business cards. If the person you are speaking with
seems interested in your product or service you represent, offer that person a business
card.

Do receive a business card properly When accepting a business card, have a good
look at it for a few seconds. In your conversation, offer acompliment about the logo,
design, etc.

Don’t hand out more than one card to a new contact Only give one business
card to your new contact. Leaving two or three may give the signal that you want
them to make contacts for you which is tacky and unprofessional. Unless a prior
agreement is made to exchange more than one card, keep the focus on person-to-
person contact.

Do exchange business cards smoothly When you first meet someone, it’s ok to
request a business card from them. However, If the person is of a higher position than
yourself, you should wait for them to offer their card to you first. Remember if they
want you to have a card, they will give you one!

Don’t place it in a bag, pocket or wallet Place the card you receive in a planner,
notebook or business card case. Never place the card in a wallet that will be put in your
back pocket. Doing so shows disrespect and an all around lack of organization on your
part.

Do take advantage of free advertising Local restaurants often hang a bulletin



board near the front counter for business cards to be posted. You can also place your
business card in the collection cups for drawings or mixers. They’re offering you free
advertising, so be ready to take advantage.

2.Make 5 guestions to the text and answer them.

3.Translate into English

VY Hami yac Bi3UTHA KapTKa BPYy4a€ThCS JIIOJIUHI, 3 IKOIO XOUYTh TO3HAHOMUTHCS
Oommkye abo 30WparoThCcs TPOJOBKHUTH ioBl BimHOocuHu. 2. [limmpuemiiesi

PEKOMEHIYEThCS 3aBXKAM MaTH MpU co0l HE MEHIIE JECATH BI3UTHUX KapTok. 3. Ha
cmanoapmiti 8i3umHuiil Kapmuyi TPOIMCHUM MPU(PTOM IPYKY€EThCS MPI3BUILE, 1M 4, TI0-
0aThbKOBI; MaJIMMHU JiTepaMu — Tocaja, aapeca ¢ipmu 1 tenedon, iHomi dake. 4. Ha
NeSKUX BI3UTKaX BKa3yEThCS TUIBKU ajipeca 1 TenedoH GipMu — 1€ Tak 3BaH1 Kapmixu
@ipmu. 5. IIpn 3HaOMCTBI MEPIIMM Bpy4ae BI3UTHY KapTKy TOH, uyuil paHr abo mocaja
HIKk4i. 6. Skmo mapTHepw 3aiiMarOTh MPHUOIM3HO OJHAKOBI MOCAIH, TO TMEPIIHM
BI3UTKY Ma€ BPYYHTH MOJIOAIINHI 3a BIKOM. /. SIKII0 1 TOcaja, 1 BIK OJJHAKOBI, TO HE MA€
3HAYeHHS, XTO MEPIIUM BPYYHTHh BI3UTHY KapTky. 8. Ilim wac mimoBoi 3yctpiui 3
1HO3€eMHHUMH MMAPTHEPaMU y Ballliid (pipMi MEpUIMMU OBUHHI BPYYUTH BI3UTHY KapTKy
Bu. 9. Konu B nepeOyBaeTe 3a KOPIOHOM, TO MEPIIMMHU BI3UTHI KapTKU BPYYalOTh Ballli
naptaepu. 10. ITix yac meperoBopiB BI3UTHI KaPTKU PEKOMEHAYETHCS PO3TAIIOBYBAaTH
Ha CTOJI Y TOMY HOPSZIKY, Y IKOMY CUASTH mapTtHepu. 11. Bi3utHi kapTku HalyacTimie
Bpy4aroTh ocoducro. 12. IIpu npoMy He TPUIHATO BUCIIOBIIOBATH MOMSKY a00 SIKi-
HeOyb 1HII mouyTTA. 13. Bi3uTHI KapTku MOKHa 3anuiaTH B OyIUHKY ajpecaTa Ha
MOMEHT HOro BifICyTHOCTI. 14. SIKI0 BU JOCTaBUJIM KapTKy OCOOMCTO, TO MOXETE
BIJIITHYTH NpaBUil BepxHid KyT. 15.Taky KapTKy 3aJIMIIAIOTh Y TUX BUIAJKAX, KOJIU
yepe3 SKICh MPUYUHU Bac HE MOTJIM NMPpUAHATU. 16. 3arvH Ha KapTIll O3HAYaE, 10 BU
0COOHMCTO 3aJIMIIIMIIU BI3UTHY KapTKy Ha 3HAK MIMOOKOI MOBAry.

UNIT 2
1.Read, translate (into Ukrainian) and retell (in English) the text.

BUSINESS COMMUNICATION

Business Communication is communication used to promote a product, service, or
organization; relay information within the business; or deal with legal and similar
Issues.

Business Communication encompasses a variety of topics, including Marketing,
Branding, Customer relations, Consumer behavior, Advertising, Public relations,
Media relations, Corporate communication, Community engagement, Research &



Measurement, Reputation management, Interpersonal communication, Employee
engagement, Online communication, and Event management.

The Business Communication message is conveyed through various channels of
communication, including the Internet, Print (Publications), Radio, Television,
Ambient, Outdoor, and Word of mouth.

Business Communication is a common topic included in the curricula of the Masters
of Business Administration (MBA) program of many universities.
There are several methods of business communication, including:

e Web based communication — for better and improved communication,
anytime anywhere...

e e-mails, which provide an instantaneous medium of written communication
worldwide;

e telephoned meetings, which allow for long distance oral communication;

e  forum boards, which allow people to instantly post information at a centralized
location;

e and face to face meetings, which are personal and should be succeeded by a
written follow up.
2.Make 5 questions to the text and answer them.
3. Translate into English.
1. JlinoBa po3MoOBa BHUMAara€ peTeNbHOI MIJATOTOBKH, OCKUIbKH HaiyacTilie
NIEPEeroBOpM — €IMHA MOXJIMBICTh MEPEKOHATH CIIBPO3ZMOBHUKA CIIBIPALIOBATH 3
BaMH. 2. byap-skoMy MianmpuemIieBi He0OXimTHO M00pe 3HATH MpaBUJa BEIACHHS

Ti710BOi po3MoBH. 3. PO3MOBY moYMHAE TICTh, aJie IIJIOBY YACTUHY PO3MOBH TTOBUHEH
BECTH TOW, XTO mpuiiMae rocrei. 4.IHimiatuBa B Oecial 3ajJeXUTh BiJ Balloi
nucbMOBUH CcTUL 6. beciny mpuifHsITO BeCTH 3a CHeiaibHO MPU3HAYCHUM JIJIS1 IIbOTO
CTOJIOM, TpH LIOMY T'iCTh MOBUHEH PO3TAIlOBYBAaTHCS MpaBopyd Big Bac. 7. [lix yac
IIoBO1 Oeciii HEe CIiJl MIABUILYBAaTH TOJOC, APATyBaTUCA, NAJIUTH CUTAPETH Y
OPUCYTHOCTI HEKYpIIIB, HA3UBATH Ha 1M S JIIOJIMHY, sKa OyJjia IIOHHO MpeAcTaBiIeHa
BaM. 8. He cii 3HIMaTH IiJKaK, SKIIO 1HII HE poOIsATh poro. 9. CriupTHI HAmoi mif
yac Au10Boi Oeciau He moaaroThes. 10. Ha cTin MokHa mocTtaBUTH MiHEpaibHy a0o
(GpyKTOBY BO/Y, IOKJIACTU CUTapeTH, @ XBUJIMH 3a I SITh-1€CATh 3aIIPONIOHYBATH KaBY
gy yaid. 11. Tlicna 3akindeHHs Oecimu mpuiiMarounii 000B’SI3KOBO MOBHMHEH MPOBECTH
TOCTEW 10 KOPUIOPY.



UNIT 3
1.Read, translate (into Ukrainian) and retell (in English) the text.

TELEPHONE TIPS

Speak slowly and clearly

Listening to someone speaking in a second language over the telephone can be very
challenging because you cannot see the person you are trying to hear. However, it may be
even more difficult for the person you are talking with to understand you. You may not
realize that your pronunciation isn’t clear because your teacher and fellow students know
and understand you. Pay special attention to your weak areas (such as “r’s” and “1’s” or
“b’s” and “v’s””) when you are on the phone. If you are nervous about using the phone in
English, you may notice yourself speaking very quickly. Practice or write down what
you are going to say and take a few deep breaths before you make a phone call.

Make sure you understand the other speaker

Don’t pretend to understand everything you hear over the telephone. Even native
speakers ask each other to repeat and confirm information from time to time. This is
especially important if you are taking a message for someone else. Learn the appropriate
expressions that English speakers use when they don’t hear something properly. Don’t
be afraid to remind the person to slow down more than once. Keep your telephone in an
area that is away from other noise distractions such as a radio or television.

Practice with a friend

Ask another student to practice talking on the phone with you. You might choose
one night a week and take turns phoning each other at a certain time. Try to talk for at
least fifteen minutes. You can talk socially, or role play different scenarios in a
business environment. If you don’t have access to a telephone, you can practice by
setting two chairs up back to back. The most important thing about practicing
telephone English is that you aren’t able to see each other’s mouths. It is amazing how
much people lip-read without realizing.

Use businesses and recordings

There are many ways to get free telephone English practice. After business hours,
you can call and listen to recorded messages. Write down what you hear the first time,
and then call back and check if your notes are accurate. Use the phone in your everyday
life. Call for a pizza delivery instead of going out to eat. Call a salon to book a hair
appointment. You can even phone the movie theatre to ask for the listings instead of
using the newspaper. Some large cities have free recordings you can call for
information such as your daily horoscope or the weather. (Make sure that you aren’t
going to get charged for these numbers first.) Some products have free phone numbers
on the packaging that you can call for information. Think of a question you might want
to ask and call the free number! For example, call the number on the back of the cereal
box and ask for coupons. You will have to give your name and address. Make sure you




have a pen handy so that you can repeat the information and check your
comprehension.

Learn telephone etiquette (manners)

The way that you speak to your best friend on the phone is very different to the
way you should speak to someone in a business setting. Many ESL speakers make the
mistake of being too direct on the telephone. It is possible that the person on the other
line will think that you are being rude on purpose if you don’t use formal language in
certain situations. Sometimes just one word such as “could” or “may” IS necessary in
order to sound polite. You should use the same modals you would use in a formal “face-
to-face” situation. Take the time to learn how to answer the phone and say goodbye ina
polite manner, as well as all the various ways one can start and end a conversation
casually.

Practice dates and numbers

It only takes a short time to memorize English Phonetic Spelling, but it is something
that you will be able to use in any country. You should also practice saying dates and
numbers aloud. You and a friend can write out a list of dates and numbers and take turns
reading them over the phone to each other. Record what you hear. Swap papers the
next day and check your answers. Click here to learn more about numbers.

2. Make 5 guestions to the text and answer them.
3. Translate into English.

1. YV HanpyXeHOMYy >XUTTI JUIOBHX JIOJEH CIHUJIKYBaHHS MO TeleQoHy €

HE3aMIHHO MOKJIMBICTIO JIJIsl IUBUJIKOTO PO3B’si3aHHs mpoOseM. 2.0HaK nepi Hix

Tene(OHYBAaTH Yy BaXKJIMBIM CIpaBi, OCOOJHMBO JI0 JIFOAWHHU, CTATyC SKOi BHUIIWH, a ii
pILICHHST MaTHME BaXKJIMBE 3HA4YEHHS, Tpeba CrodaTKy ao0pe OOMIpKYBaTH MOKIHBUN
nepedir MaiOyTHROI po3moBU. 3. Jlims mporo Tpeba ysBUTH cOOl JIFOAWHY, 3 SKOIO
JIOBEIETHCSI PO3MOBIISITH, 1 PO3MOBY Oy/yBaTH, BpaxoByr4H ii ocobmuBocTi. 4. [o
TOTO X TpeOa 3BaXkaTy Ha Te, 1[0 B HET 0OMasIb yacy 1 He BOHA € 1HILIaTOpOM OeciIu.
5. becima Mmae BinOyBaTUCS TMOETalHO: B3a€EMHE MPUBITAHHS, YBEICHHS
CMIBPO3MOBHUKA B KypC CIpaBH, OOrOBOpPEHHS NpoOJieMH, 3aKI4YHl cjoBa. 6.
Buknanaroun mnpobiemy 1o TenedoHy, Cil  AOTPUMYBATUCh MaKCUMAaJIbHOI
JaKOHIYHOCTI (pa3, TOYHOCTI (POPMYJIOBAHb, OJHO3HAYHOCTI BUCJIOBIIIOBAHb, YITKOCTI
nukii. 7. YMoBHO TenedoHHY PO3MOBY MOXKHA TIOUTUTH Ha o@iyilHy 1 npusamuy. 8.
Tenedonna po3moBa, SK TpaBUO, TMOYHTAEThCcsl 3 mpuBiTanHs. 9. He coiix
3aMUTYBATH: 3 KM s TOBOPrO? YacTo B IepKaBHUX YCTAaHOBAX MOKHA IMOYYTH IA0IOHHY
bpazy — TypOye Bac Takuii-to. 10. J[inoBa Tenedonna po3mMoBa B poOOTI yCTAaHOBU YU
3aKIay aX HisK HE MOXKe TypOyBaTH, 00 BOHA JIJIs IIbOTO ¥ MpU3HaYeHa. BaxkmuBum
€ BMIHHS CJIyXaTd CHiBpo3MoBHUKa. 12. BuxoBaHa mroguHa He Oyne nepeOuBaTH
CHIBPO3MOBHHUKA M MOMpaBisiTh. 13. 3a eTukeToM 3aBepiirye TeaeOHHY PO3MOBY SIK Y
J1I0OBOMY, TaK 1 IPUBAaTHOMY CIIKYBaHHI, i1 iHimiatop. 14. 3aBepuryroun TenedoHHy
pO3MOBY, 000B’s13K0BO Tpeba mompomatucs. 15. Bapro mam’statu, mo HagmipHa



BBIWINBICTh, YJIECIUBICTh HE MIPUKPAILIAIOTH CIIIBPO3MOBHUKA, 11€, HABMAKU, CBITUYUThH
PO Or0 HU3bKUI €TUYHHM PIBEHB 1 MOKE BUKJIMKATH PO3/IpaTyBaHHS.

UNIT 4
1.Read, translate (into Ukrainian) and retell (in English) the text.

BUSINESS CORRESPONDENCE

Business correspondence serves a variety of purposes throughout the career cycle,
but most of all it reflects professional courtesy during the job search.

It can be quite time-consuming to correspond personally with everyone you encounter
during a job hunt, but each person has the potential to play a role in your job-hunting
network. While generally not required, correspondence through formal letters, memos,
or email also provides an opportunity to remind the company and the people you have
contacted of your interest.

Cover letters

More than a mere formality, a cover letter can spark interest in your special skills
and give extra information. Cover letters help explain anomolies that may stand outina
resume, such asamove or career change, salary requirements, or your special link to the
company.

Keep the letter to a few brief paragraphs. Avoid generalizations, even when you send
out a mass mailing. Be clear about where you are, what you have to offer, what you
want, and when you want it.

Mention only positive things. For example, instead of stating: “Even though | only
have two years experience in the industry,...” leave out the negative clause and write:
“I doubled my experience in the industry by spending two years in a highly
competitive company”. Be formal, yet friendly and open. Use statistics, highlighted
statements, or bullets. Because recruiters often skim, make sure vital information can
be easily spotted.

Personalize

Address the cover letter to a specific person if you can. Use the head of human
resources as a contact if you cannot pinpoint the manager for the particular job you
want. If you know someone at the company, or if you have some recognizable and
attractive qualification the recruiter would jump at, put it in the first sentence.

Vary your approach

There are a number of reasons why you might be contacting an employer during a
job search and it is important to highlight the strengths of each approach in your cover
letter.

e  When responding to a job posting, refer to where and when you saw the
advertisement. Tailor your letter to the job as described by showing how your skills



and experience perfectly match its requirements.

o If you send a resume blindly, you have the opportunity to show off your
ambition as a proactive rather than reactive job seeker. This drive could be something
potential employers applaud. Point it out.

e  Your best shot at being hired comes from someone referring you to the job or
by using a mutual contact's name. Include in your job search people your friends have
mentioned, people you have met or heard about at a social gathering, and professional
contacts from your current job. Mention the contact's name in the first sentence and
refer to any previous meetings or conversations.

Say why you fit

Explain what intrigues you about the position and the company. If there are aspects
of the job that would enhance your career, state them.

Use the cover letter to show how and why you are a perfect match. Highlight a
couple of skills from your resume. Get specific. If you are answering an ad,
respond directly to the points raised in the job description.

Keep an eye on the industry and the companies you are looking at to spot trends or
developments. Mention a company’s recent media exposure or incorporate relevant
industry news into your cover letter. Be creative.

Start the communication ball rolling

Sometimes a cover letter is just a heads-up that you will be calling. Add a
paragraph at the end saying when you plan to follow up and how you can be contacted.

Say thank you

Thank-you letters remind employers of your presence in the applicant pool. If
eloquently written, they might help tip the balance in your favor. They cannot hurt,
even if the company has already settled on you. They restate your interest in the
position, give thoughts in response to the interview, and reaffirm the next step. The
thank-you can be handwritten, typed, or emailed, but should be brief.

Respond to rejection

You are not expected to respond to a rejection letter. But if you get one, the
company clearly values formality and a response would show your professionalism.
The letter should be brief, leaving open mention of the future.

Decline with finesse

If you have more than one offer, or you feel that a position does not meet your
satisfaction, send a letter politely declining the job. You may need or want to
communicate with this employer in the future and you will want to maintain good
relations. In a couple of short paragraphs, thank the recruiter for his/her time and be
vaguely positive about future contact.

Formally accept

Beyond the obvious statement of thanks for having been offered a position, the
acceptance letter formalizes your agreement to the terms of the job as described in the



offer letter. It can be a good legal move as well as a polite one. After the statement of
thanks, briefly restate your duties, salary, and benefits package as you understand
them.

2. Make 5 questions to the text and answer them.

3. Translate into English.

1.He3anexHo BiJ 3MICTy, CTHJIb JIJIOBOTO JINCTA TIOBHHEH MaTH JO0OPO3UWIMBUIA,

HapTHEPChKUI Xapaktep. 2. Y HbOMY MOEAHYIOTh MPUPOAHI €THYHI HOPMHU JHOJCHKHX
BIZIHOCHH Ta IHTEPECH CIpaBU, HE MIAKPECIIOIOTh 3HAUYIIICTh BIACHOTO CIIY:KOOBOTO
CTaHOBHIA. 3. YCIO KOPECIOHJACHIII0 MOXHA TMOAUIMTA Ha (QopMmanbHy Ta
HepopMmanbhy. 4. DopMalibHI JTUCTH — MiATOTOBIICHI Bl IMEHI MiAIPUEMCTBA, GipMu
1HIIH| ¢Gipmi Ta MaTh odimidiHui xapaktep. 5. HedopManbHi TUCTH — CKIAJAIOThCS
micias oiiiHOrO 3HAMOMCTBA, MIC/S BCTAHOBJIECHHS MAapTHEPCHKUX BIJTHOCHH MIXK
MpaliBHUKaMU OJHOIO pIBHs (HANpUKIAL, MEHEIKEpOM 31 30yTy OfHIET (ipMu
AHAJIOTIYHOMY MEHE/Kepy 1HIIOI (IpMHU) 3 MPOMO3MLIEI MPO OCOOMCTY 3YyCTpid IS
00rOBOpEHHS A1IOBUX MUTaHb, 0OMiHY 1H(OpPMAILIIETO.

UNIT 5
1.Read, translate (into Ukrainian) and retell (in English) the text.

BUSINESS APPOINTMENTS

From time to time we all need to cancel or postpone an appointment due to
unforeseen circumstances and, for the most part, we can do this verbally over the
phone or inperson.

There are, however, occasions where it’s necessary to confirm this in writing.
Sometimes it is mandatory and other times we may simply do this as a courtesy gesture
or to provide ourselves with written confirmation as back-up that we have cancelled or
postponed an appointment in case there might be legal ramifications and/or charges
attached if a company, for example, decides to take action against us for failing to
notify them.

More often than not, charges or legal action associated with cancellations tend to
be with regard to purchase agreements we have entered into and not appointments we
have failed to keep. However, as a precautionary measure, it makes sense to send a
written notification in these instances too in order to avoid any confusion. For example,
you may cancel a dental appointment over the phone but, for whatever reason, it might
not have been entered onto the system correctly and you might find yourself receiving
a letter down the track in which your dentist is charging you a fee for your apparent



“failure’ to keep the appointment.

On the other hand, letters of this kind are often sent as a courtesy and to allow others
to amend their diaries and also to, perhaps, make the most of their busy schedule. This
will often be associated with business where a meeting might be arranged but where one
of the parties involved have to cancel or postpone for some reason.

A letter informing somebody of your need to cancel or postpone an appointment
can be quite brief. You should firstly apologise that you cannot honour the
appointment and state the date and time that it was due to take place. It’s also
courteous to state the reason why you have had to postpone or cancel. If it’s a
postponement, you should give the recipient a date and time you can re-arrange it for, or,
alternatively, it is often better to ask them to get back to you with an alternative date
and time.

2.Make 5 guestions to the text and answer them.
3.Translate into English.

1. Bynp-axa 3ycTpidy, a TUM OUIbIlIe AUIOBA, BiIOYBAETHCSA 3 IMEBHOI METOIO. 2.
KpurepisiMmu OIIHKK pe3ysIbTaTiB B3a€MOIIi OKpIM JOCSITHEHHsSI OaxaHOi METHU €
dakropu, 10 BiOOpakalOTh PECypCcHI BHUTPATH YYAaCHHUKIB, 4Yac, CTYIHb
HANPYKEHOCTI 1 XapakTep BiAHOCUH Mk HUMU. 3. [1[06 edhekTrBHO mMpoBeCTH ALIOBY
3yCTpid, 10 Hei HEOOX1THO CepHO3HO MiA- TOTYBATHUCH 1 MPOIyMaTH BCE 10 APIOHUIL.
4. Tlpo AinoBy 3yCTpid MPUIHATO JTOMOBISTHCS 3a3[alerib, IpU IbOMY 4Yac MIiX
JIOMOBJICHICTIO 1 BJaCHE 3YCTPIUYIO0 3aJICKUTh B1J] KOHKPETHUX OOCTaBHH Ta Il
nporpamu. 5. Y Mexkax OJHOTO PErioHy HAWIOIIIBHIIIE TOMOBISTUCS 3a 2—3 JHI.
6.3aruTaHoBaHa 3a JIECSITOK JHIB JIJIOBA 3yCTPiy 4acTO OyBa€ MATOTOBJICHA TipIIIe JUIIIe
yepe3 Mcuxooriudi npuunHu. /. Covyatky Haue € 4ac s po3B’si3aHHS OpraHi3alliiHuX
NUTaHb y HACTYIHI JHI, a MOTIM, 3 OISy Ha MOXJIMBI HenependadeHi 00CTaBUHU, Yacy
MOXE TpPOCTO HE 3anuIUTHCh. 8. OcoONMBOI PETEeNbHOCTI MOTpedye opraHizaiis
3ycTpiui 3 1HO3emisMU. 9. Jlo Takoi 3ycTpiul moTpiOHO, Oe3nepeyHo, roTyBATHCS
3aBYACHO, TIEpeI0AUMBIIIN BC1 €JIEMEHTH IIPOTPAMH iX MepeOyBaHHS: MOPSIOK 3yCTpii;
NEePCOHATIbHUN CKJIaJl YYACHUKIB; Y4YacTh TMPEICTABHHUKIB TpecH; BpPYYEHHS KBITIB;
BITaJIbHI MPOMOBH; PO3MIIICHHS y TOTENI; 1JI0BA YACTUHA; BIABIAYBAHHS KYJIbTYPHUX
00’€KTIB; TOI3AKK KpaiHOw; Heodimiini mpuitomu; mpoBoau. 10. Ilpo oprasnizaiiro
JUJIOBOT 3yCTPidi MOXKHA JIOMOBJISITHCS] 32 JIOTIOMOTOI0 €JIEKTPOHHOI MOIITH, 1O (pakcy
4y, Hainpocrime,— no Tenedony. 11. [lepen Tum, sk B3sTH B pyKH TeraedOHHY TPYOKY,
IPOIMOHYEThCS HAKPECIUTH BCl Ba)JIMBI OpraHizaliiiHi MOMEHTH 3ycTpiul. 12.
OCK1UTBKH, SIKIIO IOCh 3a0yTH, BUXOJIUTH MOBTOPHO Ha 3B’ 30K Oy/1€ HE 30BCIM 3pYUHO.
13. TIpoTokosom mependavyaroThCss TaKi OCHOBHI MOMEHTH JIOMOBJICHOCTI: TIPEIMET
JIJI0BOI 3yCTpivi; MiCIe TPOBEACHHS; YaCOBI MEXI.

UNIT 6



1.Read, translate (into Ukrainian) and retell (in English) the text.
MEETINGS

Meetings are sometimes held around conference tables. In a meeting, two or more
people come together for the purpose of discussing a (usually) predetermined topic such
as business or community event planning, often in a formal setting.

In addition to coming together physically (in real life, face to face), communication
lines and equipment can also be set up to have a discussion between people at different
locations, e. g. a conference call or an e- meeting.

In organizations, meetings are an important vehicle for human communication.
They are so common and pervasive in organizations, however, that many take them for
granted and forget that, unless properly planned and executed, meetings can be a
terrible waste of precious resources.

Because of their importance, a career in professional meeting planning has emerged
in recent years. In addition, the field of Meeting Facilitation has formalized with an
internationally-recognized “Certified Professional Facilitator” designation through the
International Association of Facilitators (IAF)

Meetings are often held in conference rooms

Meetings fall into ten categories:

1) Status Meetings, generally Leader-led, which are about reporting by one-way
communication,

2) Work Meetings, which produce a product or intangible result such as a decision.

3) Staff meeting — typically a meeting between a manager and those that report to
the manager (possibly indirectly).

4) Team meeting — a meeting among colleagues working on various aspects of a
team project.

5) Ad-hoc meeting — a meeting called together for a special purpose.

6) Management meeting — a meeting among managers.

7) Board meeting — a meeting of the Board of directors of an organization.

8) One to one meeting — a meeting between two individuals.

9) Off-site meeting — also called “offsite retreat” or “retreat” and known as an
Away day meeting in the UK.

10) Kick-off Meeting— is the first meeting with the project team and the
client of the project to discuss the role of each team member.

Meeting styles

e stand-up meeting

e  Dbreakfast meeting

e  Off-site meeting

Meeting frequency options

Since a meeting can be held once or often, the meeting organizer has to determine



the repetition and frequency of occurrence of the meeting. Options generally include
the following:

e A one-time meeting is the most common meeting type and covers events that
are self-contained. While they may repeat often, the individual meeting is the entirety
of the event. This can include a 2006 conference. The 2007 version of the conference
Is a stand- alone meeting event.

e A recurring meeting is a meeting that recurs periodically, such as an every
Monday staff meeting from 9:00AM to 9:30 AM. The meeting organizer wants the
participants to be at the meeting on a constant and repetitive basis. A recurring meeting
can be ongoing, such as a weekly team meeting, or have an end date, such as a 5 week
training meeting, held every Friday afternoon.

e Aseries meeting is like a recurring meeting, but the details differ from meeting to
meeting. One example of a series meeting is a monthly “lunch and learn” event at a
company, church, club or organization. The placeholder is the same, but the agenda and
topics to be covered vary. This is more of a recurring meeting with the details to be
determined.

2.Make 5 questions to the text and answer them.
3.Translate into English.

1. Tlepiuit Kpok 10 yCHiXy AUIOBOI 3yCTpidi — II€ MPAaBWIbHUNA BUOIp yacy 1 JHS
TixHsA. 2. [Ipu 3ycTpiyl Bid-Ha-B14 HEOOXITHO OpaTH 10 yBaru oOCTaBUHH JIIJIOBOTO

KUTTS TapTHEpa 1 oro 6ioputmu. 3. [Ipu Benukiii KiIIBKOCTI yJaCHHUKIB Oa)KaHO OYTH B
KypCl CIpaB yCiX 1 KOKHOTO 1 BpaXOBYBaTH A110B1 3BUUKH napTHepiB. 4. [1[00 3ycTpiu
BIIOyJlach HA HAJEKHOMY pIiBHI, ICHUXOJIOTHM NPOMOHYIOTh BpPaxOBYBaTH JEsKi
dakTopu. 5. He mmanyBaTu 3ycTpid 0e3mocepeiHbo nepes 00110M: TMOCHIX Ta JyMKH
npo Ky juiie 3aBaxatumyTb. 6. [Ipubmusno o6 11 romuni opraHi3m Bke moTpedye
HiI3apsIKd, TOMY, SIKIIO 3YCTpiu Bke mependadeHa, Oyae 100pe y mporieci neperoBopis
3alpONIOHYBATH TMapTHEpPAM dYallKy KaBu, moch moictu. 7. lle migbGaapoputh 0OMABI
croponu. 8. He criia rutanyBaTH 3ycTpid 1 ozpa3zy micis o0idy, i 6axkaHo MPOBOAUTH
xoya O 4epe3 roauHy, HaJaBUIM MapTHEpPAM MOXJIMBICTH 310paThcs 3 QyMKaMu 1
MEPEryiiHyTH 1HPOpMallito, Mo Hamiima. 9. Y noHeaulok oaaM noTpideH yac, mob
HajamrtyBaTucs Ha poOoumii putMm micns BuxigHux. 10. Xowa, 3 iHmoro OoKy, y
MOHEIKA € TepeBara “CBDKOI ToJioBH”, 1 B M€ J€Hb MOXKHA 3YCTpIYaTHCS IS
OOrOBOPEHHS BaXKJIMBUX MPOOJIEM, IUIAHYIOYH 3aKIHYMTH iX 10 KiHIs ThxHS. 11.Y
IUSITHUIIO JIIOJM BXKE OYIKYIOTh BUXITHUX, 1€ J€Hb — HE HaWKpamuud Jyis
JI0JIaTKOBOTO HAIpy>KyBaHHA AyMoK. 12. OOroBoproiiTe TpuBadicTh 3ycTpiui. 13.
Moske cratucs Tak, IO Balll HEMNONEPEIKEHUW MapTHEP uepe3 MIBrOAUHU MICISA
MOYaTKy 3yCTpiul BUOAUUTHCS 1, TOCIABIIMCH Ha HEOOX1IHICTh BUKOHAHHSI CBOIX HE
MEHII BaXKJIMBUX CIIPAB, 3aJUIIUTH Bac. 14. OOyMOBIEHOro Yacy NpOBEICHHS 3yCTpiyi
MPUIHATO TOTPUMYBATHCHh 000B’s13K0BO. 15. ¥V BumajKy, sIKIO y BaIIoro mapTHepa
BUSABHUTHCA IUTbHUH Ipadik poOOTH, OpraHi3yHTe MPOBEIECHHS 1JI0BOI 3yCTPidl TAKHUM



9uHOM, 00 OyB 4Yac He JuIe sl BUKJIAJICHHS BaIlol MO3WIIII, a W IS MOMXKIIUBHX
BIAMOBIAEH Ha 3aIUTAaHHS 1 HEOOXIAHUX IMOSCHEHb, HE MOIIANAI0YM HAa TOJUHHUK. 16.
JIOMOBHBIIMCH PO 4Yac MPOBENCHHS 3ycTpiui, OyapTe TOYHUM. 17. 3ami3HEeHHs
BBAXKAETHCS 3HEBArol J0 NpHUiiMaroyoi 0coOM 1 MOXKE MO3HAYUTHCh Ha X0l
neperopopiB. 18. Y BuMagKy TMPUIYCTUMOI 3aTPUMKH HamaraiTech 3HAWTH
MOXJIUBICTh, HEXall HAaBITh 32 KOPOTKUM dac, TMOMEPETUTH MapTHepa 1 BiMOBIIHO
BuOaunTHch. 19. Ilpuitmarounii Mae MoOpallbHE MPaBO, MOYEKABIINA TOCTS HAJIECKHY
YBEPTh TOAWHM, 3aWHATUCS CBOIMH CIpaBaMd, MEPEIOPYUYHBIIHM TIEPETOBOPH CBOIM
3aCcTyMHHKaM, a00 B3arai B 1Iei IeHb BIIMOBUTHUCH B1Jl 3yCTpPiYi.

UNIT 7
1.Read, translate (into Ukrainian) and retell (in English) the text.

FINANCE

Finance studies and addresses the ways in which individuals, businesses, and
organizations raise, allocate, and use monetary resources over time, taking into account
the risks entailed in their projects. The term finance may thus incorporate any of the
following:

e  The study of money and other assets;

e  The management and control of those assets;

e  Profiling and managing project risks;

e  The science of managing money;

e Asaverb, “to finance” is to provide funds for business or for an individual’s
large purchases (car, home, etc.).

The activity of finance is the application of a set of techniques that individuals and
organizations (entities) use to manage their money, particularly the differences
between income and expenditure and the risks of their investments.

An income that exceeds its expenditure can lend or invest the excess income. On
the other hand, an entity whose income is less than its expenditure can raise capital
by borrowing or selling equity claims, decreasing its expenses, or increasing its
income. The lender can find a borrower, a financial intermediary, such as a bank or buy
notes or bonds in the bond market. The lender receives interest, the borrower pays a
higher interest than the lender receives, and the financial intermediary pockets the
difference.

A bank aggregates the activities of many borrowers and lenders. A bank accepts
deposits from lenders, on which it pays the interest. The bank then lends these deposits to
borrowers. Banks allow borrowers and lenders, of different sizes, to coordinate their
activity. Banks are thus compensators of money flows in space.

A specific example of corporate finance is the sale of stock by a company to
institutional investors like investment banks, who in turn generally sell it to the



public. The stock gives whoever owns it part ownership in that company. If you buy
one share of XYZ Inc, and they have 100 shares outstanding (held by investors), you
are 1/100 owner of that company. Of course, in return for the stock, the company
receives cash, which it uses to expand its business in a process called “equity
financing”. Equity financing mixed with the sale of bonds (or any other debt
financing) is called the company’s capital structure.

Finance is used by individuals (personal finance), by governments (public finance),
by businesses (corporate finance), etc., as well as by a wide variety of organizations
including schools and non-profit organizations. In general, the goals of each of the
above activities are achieved through the use of appropriate financial instruments, with
consideration to their institutional setting.

Finance is one of the most important aspects of business management. Without
proper financial planning a new enterprise is unlikely to be successful. Managing
money (a liquid asset) is essential to ensure a secure future, both for the individual and
an organization.

2. Make 5 guestions to the text and answer them.

3. Translate into English.

[IpoBigHOIO JTaHKOIO (PIHAHCOBOI CUCTEMU AEpKaBH € (PIHAHCU MIANPUEMCTB yCiX
(dbopM BIIACHOCTI, SIKI YEpe3 CUCTEMY IMOJATKIB MEPEPaXxOBYIOTHCS 0 OIOIKETIB yCiX
piBHiB. 2. [Ipu BUBYeHHI (1HAHCIB MIAIPUEMCTB HEOOXITHO BpaXxOByBaTH Pi3HI (popmu
BJIACHOCTI: JIEpKaBHY, akKIllOHEpHY, OpeHIHY 1 mpuBaTHy. 3. diHaHCOBI pecypcu
MIIMPUEMCTBA — 11€ MOTr0 rpoIloBi 3ac00H, 1110 epedyBaroTh y HOTO MOCTIHHOMY a00
YaCTKOBOMY BOJIOJIIHHI /Ui 3a0€3MeUeHHs] YMOB 0e3nepeOiiftHOl MisUTbHOCTI, a TaKOX
JOCTATHIX JOXO/1B 1 HaKonu4eHsb. 4. JxepenoM (piHaHCOBUX PECYPCIB € CTBOPIOBAHUI
HiIOPUEMCTBAMU YUCTUM TPOJAYKT y TIpPOLIOBOMY BHpaxkeH Hi. 5. @DiHaHCOBa
CaMOCTIMHICT,  MIANPUEMCTB  TOTpeOye  aKTUBHOI  (HIHAHCOBO-TOCIIOAAPCHKOL
TISTTBHOCTI, SiIka 3a0esneuyBasia O MOKJIMBICTh HE JIMIIE TMOKPUBATH BUPOOHUYI
BUTpPATH, a i1 CTBOPIOBATU MPUOYTOK.

1.Read, translate (into Ukrainian) and retell (in English) the text.
BANKING

A bank is a commercial or state institution that provides financial services,
including issuing money in various forms, receiving deposits of money, lending money
and processing transactions and the creating of credit. A commercial bank accepts
deposits from customers and in turn makes loans, even in excess of the deposits; a
process known as fractional- reserve banking. Some banks (called Banks of issue)
issue banknotes as legal tender. Many banks offer ancillary financial services to make
additional profit; for example, most banks also rent safe deposit boxes in their
branches.



Currently in most jurisdictions commercial banks are regulated and require
permission to operate. Operational authority is granted by bank regulatory authorities
which provides rights to conduct the most fundamental banking services such as
accepting deposits and making loans. A commercial bank is usually defined as an
institution that both accepts deposits and makes loans; there are also financial
Institutions that provide selected banking services without meeting the legal definition
of a bank.

Banks have influenced economies and politics for centuries. Historically, the
primary purpose of a bank was to provide loans to trading companies. Banks provided
funds to allow businesses to purchase inventory, and collected those funds back with
interest when the goods were sold. For centuries, the banking industry only dealt with
businesses, not consumers. Commercial lending today is a very intense activity, with
banks carefully analysing the financial condition of their business clients to determine
the level of risk in each loan transaction. Banking services have expanded to include
servicesdirected atindividuals, and risk inthese much smaller transactions are pooled.

A bank generates a profit from the differential between the level of interest it pays
for deposits and other sources of funds, and the level of interest it charges in its
lending activities. This difference is referred to as the spread between the cost of funds
and the loan interest rate. Historically, profitability from lending activities has been
cyclic and dependent on the needs and strengths of loan customers. In recent history,
investors have demanded a more stable revenue stream and banks have therefore placed
more emphasis on transaction fees, primarily loan fees but also including service
charges on array of deposit activities and ancillary services (international banking,
foreign exchange, insurance, investments, wire transfers, etc.). However, lending
activities still provide the bulk of acommercial bank’s income.

The name bank derives from the Italian word banco “desk/bench”, used during the
Renaissance by Florentines bankers, who used to make their transactions above a desk
covered by a green tablecloth. However, there are traces of banking activity even in
ancient times.

2. Make 5 guestions to the text and answer them.

3. Translate into English
1. Sx Oyap-sike TMIAMPUEMCTBO, OAHK € CAMOCTIHHO TOCIOJAPIOIOYUM CyO’€EKTOM,
Mae€ IpaBa FPUAUIHOT 0COOH, BUPOOJISIE Ta pealli3ye MPOIyKT, BUKOHYE MMOCTYTH, JIi€ Ha

MPUHITUIIAX TOCMPO3paxyHKy. 2. BiH Bupilye muTaHHs, OB’ SI3aH1 13 3aI0BOJICHHIM
CYCHUIBHUX TMOTPe0 y CBOEMY MPOAYKTI Ta MOCIyrax 1 peami3ailield Ha OCHOBI
OTPUMAHOTO MPUOYTKY COIIIAIbHUX Ta E€KOHOMIYHUX I1HTEpPECIB SK WICHIB MOro
KOJICKTHUBY, TaK 11HTEPECIB BIACHUKA MaiiHa OaHKy. 3. bBaHK MoKe 3/11HCHIOBATH OY/Ib-
SIK1 BUJM TOCTOJAPCHKOI AiSTILHOCTI, KO BOHU HE CylepedyaTh 3aKOHaM KpaiHW Ta
BUIUIMBAIOTh 13 cTaryTy Oanky. 4. banku “KynyroTh’ pecypcH, “TIpojaroTh’,
(QYHKLIOHYIOTh Y cdepl mepepo3noainy, CIpusoTb 00MiHy ToBapamu. 5. bank — 1e 1



KpPEAUTOP, 1 MO3UYAIBHUK, 1 MOCEPETHUK MK IOPUIUIHUMH 1 PI3UIHUMH 0CcO0aMH, 1
MOCEPEAHUK Y TPOIIOBUX PO3PaXyHKaX, y IUX AKOCTAX BIH PO3KPHUBAE CBOIO CYTh.

UNIT 8
1.Read, translate (into Ukrainian) and retell (in English) the text.

NEGOTIATIONS

Broadly speaking, negotiation is an interaction of influences. Such interactions, for
example, include the process of resolving disputes, agreeing upon courses of action,
bargaining for individual or collective advantage, or crafting outcomes to satisfy
various interests. Negotiation is thus a form of alternative dispute resolution.

Negotiation involves three basic elements: process, behaviour and substance. The
process refers to how the parties negotiate: the context of the negotiations, the parties
to the negotiations, the tactics used by the parties, and the sequence and stages in
which all of these play out. Behaviours to the relationships among these parties, the
communication between them and the styles they adopt. The substance refers to what
the parties negotiate over: the agenda, the issues (positions and — more helpfully —
interests), the options, and the agreement(s) reached at the end.

Skilled negotiators may use a variety of tactics ranging from a straight forward
presentation of demands or setting of preconditions to more deceptive approaches
such as cherry picking. Intimidation and salami tactics may also play a part in swaying
the outcome of negotiations.

Negotiation occurs in business, non-profit organizations, government branches, legal
proceedings, among nations and in personal situations such as marriage, divorce and
parenting. See also negotiation theory.

2. Make 5 questions to the text and answer them.
3. Translate into English.

1. TleperoBopu TMOBMHHI NPUBECTH JIO TaKOi Yroaw, ska O MaKCUMAaJIbHO
3aJI0BOJIbHSJIA IHTEPECH KOKHOI CTOPOHH, CIIPaBEIMBO PETyJIoBalia CYNEepEeYHOCTI,
OyJa TOBrOCTPOKOBOIO 1 Opaja 10 yBara iHTepecH cycrniibeTa. 2. [leperoBopu MaroTh
OyTu e eKTUBHI, 0€3 BTpAT, SIKUMH, SIK [IPABUIIO, CYITPOBOIKYIOTHCS YTOAH, OB’ A3aH1 13
NparHeHHSIM He IOCTynaTucs cBOiMU Mo3umismMu. 3. CTOCYHKH MK CTOPOHAMHU MOBUHHI
TOKpPAIIUTUCS YH, MIOHAWMEHIIIe, He 3incyBaTucs. 4. ABTOpaMy MPHUHIMIIOBOTO TMiIXOIY
710 TIPOBEICHHSI TIEPETOBOPIB € aMEPUKAHCHKI CIEIiaTicTh [ 'apBapaCchKOi IIIKOJIM TTpaBa
P. ®imep 1 VY. FOpi, sixi Buknanu oro B cBoiit kau3i “IInsx mo 3roau 1 meperosopu 6e3
nopasku”. 5. IlimroroBka J0 meperoBopiB BKIOYAE JBAa OCHOBHI HAmpsMH POOOTH:
BUPILIEHHS! OpraHi3allifHMX TMWUTaHb 1 BIJANPAILIOBAaHHS OCHOBHOTO MPOILECY
EPEroBOpiB.

UNIT 9

1.Read, translate (into Ukrainian) and retell (in English) the text.




EFFECTIVE PRESENTATIONS

An essential aspect of any research project is dissemination of the findings arising
from the study. The most common ways to make others aware of your work is by
publishing the results in a journal article, or by giving an oral or poster presentation
(often at a regional or national meeting). While efforts are made to teach the elements
of writing a journal article in many graduate school curricula, much less attention is
paid to teaching those skills necessary to develop a good oral or poster presentation
— even though these arguably are the most common and most rapid ways to
disseminate new findings. In addition, the skills needed to prepare an oral presentation can
be used in a variety of other settings — such as preparing a seminar in graduate school,
organizing a dissertation defense, conducting a job interview seminar, or even
addressing potential philanthropic sources!

Presentations skills are very useful — for business, sales, training, public
speaking and self-development. Presentations format, media and purpose vary a lot—
oral, multimedia, powerpoint presentations, short impromptu presentations, long
planned presentations — but every successful presentation uses the principles
explained here. Aside from presentations techniques, confidence and experience are
big factors. You are not alone if the thought of speaking in public scares you. Giving a
presentation is worrying for many people. Presenting or speaking to an audience
regularly tops the list in surveys of people’s top fears — more than heights, flying or
dying. Put another way, “Most people would prefer to be lying in the casket than giving
the eulogy” (ack. Michelle Ray).

A common physical reaction to having to speak in public is a release of adrenaline
and cortical into our system the equivalent to drinking seven cups of coffee. Our
primitive brain shuts down normal functions as the ‘fight or flight” impulse takes over.
(See FEAR under the acronyms section — warning — there is adult content among
the acronyms for training and presentations.)

But don’t worry — your audience wants you to succeed. They’re on your side.
They’re glad it’s you up there and not them. All you need to do is follow the guidelines
contained on this page, and everything will be fine. Don’t try to get rid of the butterflies
— just get them flying in formation.

Good preparation is the key to confidence, which is the key to you being relaxed.

Good preparation and rehearsal will reduce your nerves by 75 %, increase the
likelihood of avoiding errors to 95 %, and let’s face it, your audience will know if
you’ve not done it. (presentations statistics from Fred Pryor Organisation)

2.Make 5 guestions to the text and answer them.

3.Translate into English.
1. IlpeseHTamis — 1€ KOMYHIKaTUBHMI TMpoIec, TOOTO TNepeaaBaHHs

iH(dOopMaIli neBHIA ayuTOpii 3 MEBHOIO METOIO 1y meBHil dopwmi. 2. [IpesenTarris —



BUNPOOYBaHUH 3aci0 MPUBEPHYTHU yBary, MeTa Mpe3eHTallli — MEePEeKOHATH Y1 HABYUTH
aynutopito. 3. ['omoBHE mpaBWii0 mMpe3eHTallli — JJOBECTH CIyXadeBi, M0 3a
JIOTIOMOTOFO TTPEAMETA MIPE3EHTAIll] BiH MOKE MOIIMIIUTH CBOE XKUTTA. 4. MHUCTEIITBO
IpEe3CHTAIlli BBaXKAIOTh OJHIEI0 3 TOJIOBHMX HABUYOK, HEOOXIHMX KEPIBHHMKOBI. O.
HanzBuuaiiHo BaXXJIMBO BMITH OOTPYHTYBATH, 1110 Barira ij1es rijHa miaTpuMKH ado 1110
Bam nporpamuuii mpoaykT BapTo KymyBatu. 6. [limBUIIEHHS yCHIIIHOCTI Mpe3eHTallil,
SKII0O BOHM MPOBEACHI 3 BHUKOPHCTAHHSAM CYYacHHX JEMOHCTpAIliiHUX 3aco0iB, HE
TIIBKM MIATBEPIKEHO JOCHIKCHHSIMH, a ¥ OLiHEeHO KiibkicHO. /. Ilepmmii i3
pe3ynbTaTiB orpuMano y MinecoTchkoMmy yHiBepcuteri CIIA. 8. Jlochigauku
CTBEP/UKYIOTh:  SIKIIO BuW  TpoBOAWMTE  MpE3EHTANl0 3  BUKOPUCTAHHIM
JEMOHCTpaIIMHUX 3ac001B, TO UMOBIPHICTh MEPEKOHATH ayAUTOPiro 3pocTae Ha 43 Y.
9. Maiixe B miBTOpa pasu! [lpu 1ipoMy, K10 METOO TIPE3CHTAIIIT € MPOIaXk TOBAPY YU
MTOCITYTH, TO KJIIEHT, MOKYTICIh YH MOTECHIIIHHUHA TOKYTIEIb Oy 1e TOTOBHIA 3aIIaTUTH Ha 26
% O1nbIIe TpolLIe 3a TOM e caMuid MPOYKT UM MOCTYTY!

UNIT 10
1.Read, translate (into Ukrainian) and retell (in English) the text.

IMPORT ANDD EXPORT

In economics, an import is any good or commodity, brought into one country from
another country in a legitimate fashion, typically for use in trade. Import goods or
services are provided to domestic consumers by foreign producers. Import of
commercial quantities of goods normally requires involvement of the Customs
authorities in both the country of import and the country of export.

Import may refer to:

e Importing goods and services; see Import (international trade) and International
trade.

e Import scene, the subculture that revolves around modifying imported brand
cars.

In economics, an export is any good or commodity, transported from one country to
another country in a legitimate fashion, typically for use in trade. Export is an important
part of international trade. Its counterpart is import.

Export goods or services are provided to foreign consumers by domestic producers.
Export of commercial quantities of goods normally requires involvement of the
Customs authorities in both the country of export and the country of import.

The advent of small trades over the internet such as through Amazon, e-Bay and the
like, have largely by-passed the involvement of Customs in many countries due to the
low individual values of these trades. Nonetheless these small exports are still subject
to legal restrictions applied by the country of export, particularly in respect of strategic



export limitations.

Think of starting an import export business just like you are setting out on a trip
around the world. Imagine the excitement and anticipation of going to new places and
seeing new things in places you have never been or ever thought you would visit. You
will discover that learning how to start an import export business can be exciting and
filled with adventure. If you were planning a worldwide travel adventure, wouldn’t
you begin by first learning about where you wish to go, what you want to see and
mapping out a plan so you get the most from your trip?

The Start an Import Export Business toolkit is your comprehensive plan or
roadmap to help you reach your destination or in this case, your success in
international trade or the enhancement of your international business career.

Did you know that the fastest growth of exports over the last 10 years has been from
small and mid-sized companies? That is about $200 billion a year or more than 30 % in
the last ten years and in many other countries it is growing even faster.

There is a surprise hidden in all those statistics (one that is possibly your ticket to
international trade success): most small to medium sized companies are not exporting
their products.

Now for those of you located outside the USA, you may be wondering if the toolkit is
just a roadmap someone located in the USA. The good news for you is that the start an
import export business toolkit is a roadmap to how international trade is conducted
worldwide and the import export processes are basically the same throughout the
world.

2. Make 5 guestions to the text and answer them.

3. Translate into English.

1. ImMmoptr — BBe3eHHS TOBapiB, MOCAYr (IHOAI MOXKE BXKHUBATHCS CTOCOBHO
KaImiTanty, 3HaHb, TEXHOJIOT1H). 2. ToBapw 1 MOCIyTH, 0 OJIHA KpaiHa Mpojae iHITH 71
BHYTPIIIHBOIO BHUKOPUCTaHHA, OOpoOKM uu mnepenpoaaxy (I'OHKOHT, Hampukiai,
CEpUO3HO 3aJICKHUTH BiJl IMIOPTY AJISI CBOET €KCTIOPTHOI AISUTBHOCTI). 3. IMIopT Moke
OyTy BUIMMUM (TOBapH) 1 HEBUAUMUM (TIOCTyTH). 4. BUAUISIOTH TaKOX peiMmopT. 5.
IMnopT TO- BapiB — 11€ KymiBis (y TOMY YUCIHI 3 OIUJIaTOIO HE Yy TPOIIOBiM (opmi) B
1HO3€MHHUX CY0’ €KTIB rOCTIOAPCHKOT NIsUTBHOCTI TOBAPIB 3 BBE3CHHSIM a00 0€3 BBE3CHHS
IIMX TOBApIB HAa TEPUTOPIIO YKpaiHH, BKIIIOUAOYH KYITIBJIIO TOBAPIB JJIsI OCOOUCTOTO
CIO’KMBAHHS YCTAHOBAMU Ta OpraHizallisiMu YK- paiHH, pO3TalllOBAHUMH 32 i MeXaMHu.
6. ExcriopT — BUBI3 13 MUTHOI TEpUTOPIl KpaiHU 3a KOPJIOH TOBApIB 1 MOCIYT 0e3
3000B’s13aHHS iX 3BOPOTHOTO TMOBEpHEHHS. 7. DakT eKcrnopTy (IKCyeThbcs B MOMEHT
HEepeTHHYy TOBapOM MHTHOTO KOpAOHY, HaJaHHS mociayr Ta iH. 8. Jlo ekcmopty
HaJeXaTh: TOBApH, BUPOOJICHI, BUPOIIICHI UM T0OYTI y KpaiHi; TOBapH, paHilie BBE3EH1
3-3a KOPJIOHY, 110 Oynu mepepoObiieHi 1 mepepodKa sSIKUX 31HCHIOBAIACH 1M1 MUTHUM
KOHTpoJieM. 9. BapTicTe exkcmopTy pa3oMm 13 BapTicTIO IMIopty (dopmye
30BHIIIHLOTOPTiBeIbHUNA 000poT. 10. Ekcmopr — mpomax TOBapiB 1HO3EMHUM



Cy0’eKTaM rocmojapchkoi MisTIBHOCTI Ta BHBE3EHHS TOBApiB 4epe3 MUTHUI KOPAOH
VKpaiHu, BKIIOYAIOYM PEEKCIOPT TOBapiB, KpIM TMEpelaBaHHS MaiiHa Cy0 €KTOM
30BHIIIHLOEKOHOMIYHOT JAISTIBHOCTI 1HO3€MHOMY CYO’€KTY T'OCHOJApPChKOI AISIBHOCTI
32 KOPJOHOM SIK HATypaJbHOT YacTKU ydacTi y (OpMyBaHHI CTaTyTHOTO KamiTany MpH
CNUIBbHIN rocrogapchkiit aismmbHOCTI. 11. [Ipu oMy Tepmin peekcropty (peeKcrnopt
TOBapiB) O3HAYAE TPOJAXK 1HO3EMHUM CYO’€KTaM 30BHINIHROCKOHOMIYHOI AiSUTHHOCTI Ta
BHBE3CHHS 3a MEX1 YKpaiHu TOBapiB, paHillle IMITIOPTOBAHUX HA TEPUTOPII0 YKpaiHU.

UNIT 11
1.Read, translate (into Ukrainian) and retell (in English) the text.

CONTRACTS

A contract is a legally binding exchange of promises or agreement between parties
that the law will enforce. Contract law is based on the Latin phrase pacta sunt
servanda (pacts must be kept). Breach of contract is recognised by the law and
remedies can be provided. Almost everyone makes contracts every day. Sometimes
written contracts are required, e. g., when buying a house. However the vast majority of
contracts can be and are made orally, like buying a law text book, or a coffee at a shop.
Contract law can be classified, as is habitual in civil law systems, as part of a general law
of obligations (along with tort, unjust enrichment or restitution). Perhaps the most
Important feature of a contract is that one party makes an offer for a bargain that another
accepts. This can be called a ‘concurrence of wills’ or a ‘meeting of the minds’ of two or
more parties. There must be evidence that the parties had each from an objective
perspective engaged in conduct manifesting their assent, and a contract will be formed
when the parties have met such a requirement. An objective perspective means that it is
only necessary that somebody gives the impression of offering or accepting contractual
terms in the eyes of a reasonable person, not that they actually did want to contract.

In the U. S., the general rule is that in “case of doubt, an offer is interpreted as
inviting the offeree to accept either by promising to perform what the offer requests or
by rendering the performance, as the offeree chooses”.

Offer and acceptance does not always need to be expressed orally or in writing. An
implied contract is one in which some of the terms are not expressed in words. This can
take two forms. A contract which is implied in fact is one in which the circumstances
imply that parties have reached an agreement even though they have not done so
expressly. For example, by going to a doctor for a checkup, a patient agrees that he
will pay a fair price for the service. If he refuses to pay after being examined, he has
breached a contract implied in fact. A contract which is implied in law is also called a
quasi-contract, because it is not in fact a contract; rather, it is a means for the courts to
remedy situations in which one party would be unjustly enriched were he or she not
required to compensate the other. For example, say a plumber accidentally installs a



sprinkler system in the lawn of the wrong house. The owner of the house had learned the
previous day that his neighbor was getting new sprinklers. That morning, he sees the
plumber installing them in his own lawn. Pleased at the mistake, he says nothing, and
then refuses to pay when the plumber hands him the bill. Will the man be held liable
for payment? Yes, if it could be proven that the man knew that the sprinklers were being
installed mistakenly, the court would make him pay because of a quasi-contract. If that
knowledge could not be proven, he would not be liable. Such a claim is also referred to
as “gquantum meruit*.

2. “Make 5 questions to the text and answer them.

3. Translate into English.

1. V mnpaktuiii MDKHApOAHOI TOPTIBIAI IIMPOKO BUKOPUCTOBYIOTHCSA Pi3HI THIIOBI
dbopmMu KOHTpakTiB. 2. BOHU cTanmu po3poOisATUCS BEIMKUMHU EKCIopTepamMu i
imroprepamu e B ki XIX cr. 3. Cknamgands OyJb- AKOTO KOHTPaKTy, Y T. U.
KOHTPAKTY KYIIBII-IPOJAXy — JyXKe KIOMITKa poOoTa, sIka BUMAara€ BEJIMKUX
BUTpAT, 3ycwib 1 4acy. 4. Tomy A110B1 JI0AM 3[aBHA TparHyjiu SKOCh yHI(IKyBatw,
CTaHapTU3YBaTH, 3pOOUTH IX TUIIOBUMHU. 9. 3a IEIKUMU M1JPAXyHKaMH, Ha CBITOBOMY
PUHKY CHOTOJTHI BUKOPUCTOBYEThCS OTbie 10 MiTH. THITOBHX KOHTpakKTiB. 6. TumoBwmii
KOHTPAKT — II€ pOo3po0JIeHU y BIAMOBIAHOCTI O BCTAHOBJICHUX TMPABUJI JIOKYMEHT,
SKAU MICTUTH s YHI(PIKOBAaHMX yYMOB, MPUUHATUX Y MPAKTHUIl MIKHAPOIHOI TOPTiBII,
TOOTO HIOM Hamepes y3roKEHUX, TUTIOBUX YMOB. JIpyry 4aCTUHY TUIIOBOTO KOHTPAKTY
CKJIQ[Ial0Th CTATTi, YMOBU SKMX BHUMAararoTh Y3rojpkeHHS. 8. Lle cTtarTi, SKi MICTSTH
YMOBH TIPO MPEAMET KOHTPAKTY, I[IHy TOBApy, MOr0 SIKICTh, TEPMiH MTOCTABOK, YMOBHU
mIaTexy Ta iH. 9. TUIOBI KOHTPAKTH HA CBITOBOMY PUHKY MOXYTh BUKOPHUCTOBYBATHCS
B pizHUX dopmax. 10. Sk mpaBmO, BOHN CKJIATAFOTHCS HA OJJaHKaX, BUTOTOBIICHUX Y
npykapui. 11. Haiinmommupenimoo (HopMoI0 € TaKuil TUMOBHN KOHTPAKT, B SIKOMY
BUKJIAJIAIOTHCS W (POPMYIIIOIOTHCA HAJIEKHUM YMHOM CTaTTi, IO MICTATH 3arajibHi
YMOBH KyHiBIi-Tipofaxy. 12. A B TUX CTaTTAX, YMOBH SIKMX BUMAararoTh y3TOJKEHHS,
3anumIaeTsess micre st yrouHeHHs. 13. Ilicast y3romkeHHs B KOHTPAKT BHOCSTHCS
1HAMBIyaJIbHI YMOBU YTOJH, 1 BIH TOTOBMWA 10 mianucaHHsa. 14. IHkomu y BciX
MyHKTax 3aluIIa€Tbecsl Micue Juisi yroyHeHHs. 15. TumoBi (opMu KOHTpakTiB
PO3pOOIISAIOTECS B OCHOBHOMY BEJIMKHMH €KCIIOPTEpPaMH TIEBHOTO BHIY MPOIYKILii,
00’€THaHHSIMH TPOMHUCIIOBIIB 1 IIAIPHEMIIIB, AacoOIliallisiMHA, COI3aMH, TOProBO-
MPOMHUCIIOBUMH TMaJlaTaMu, O1p)KOBUMHU KOMITETaMHU.

UNIT 12
1.Read, translate (into Ukrainian) and retell (in English) the text.

INTERNATIONAL BUSINESS

International business is a term used to collectively describe topics relating to the
operations of firms with interests in several countries.



Such firms are sometimes called Multinational corporations (MNC’s). Points of
discussion with this topic may include cultural considerations, which itself may
include differences in law and legal systems, language barriers, living standards,
climate and more. These have to be overcome for a MNC to be successful in an
overseas venture. A form of company in international business is an IBC. An IBC
(international business corporation) is a form of offshore company. IBCs include banks,
insurance companies, and trading firms.

Well known examples of MNC sinclude fast food companies McDonald’s and Yum
Brands, vehicle manufacturers like General Motors and Toyota, consumer electronics
companies like LG, Sony, Siemens A. G. and General Electric.

MNCs generally have a subsidiary or an interest over a company in the country of
venture.

One of the results on the increasing success of International Business ventures is
Globalization.

A multinational corporation (MNC) is a corporation or enterprise that manages
production establishments or delivers services in at least two countries. Very large
multinationals have budgets that exceed those of many countries. Multinational
corporations can have a powerful influence in international relations and local
economies. Multinational corporations play an important role in globalization; some
argue that a new form of MNC is evolving in response to globalization: the ‘globally
integrated enterprise’.

Transnational corporate structure

Multinational corporations can be divided into three broad groups according to the
configuration of their production facilities:

e Horizontally integrated multinational corporations manage production
establishments located in different countries to produce the same or similar products.
(example: McDonalds)

e Vertically integrated multinational corporations manage production
establishments in certain country/countries to produce products that serve as input to
its production establishments in other country/countries. (example: Adidas)

e Diversified multinational corporations manage production establishments
located in different countries that are neither horizontal nor vertical nor straight, nor
non-straight integrated. (example: Microsoft)

Large multinational corporations can have a powerful influence in international
relations, given their large economic influence in politicians’ representative districts, as
well as their extensive financial resources available for public relations and political
lobbying.

Multinationals have played an important role in globalization. Countries and
sometimes subnational regions must compete against one another for the establishment
of MNC facilities, and the subsequent tax revenue, employment, and economic



activity. To compete, countries and regional political districts offer incentives to
MNCs such as tax breaks, pledges of governmental assistance or improved
infrastructure, or lax environmental and labor standards. This process of becoming
more attractive to foreign investment can be characterized as a race to the bottom, a
push towards greater freedom for corporate bodies, or both.

An inaccurate claim is that out of the 100 largest economies in the world, 51 are
multinational corporations. This claim is based on a miscalculation, where two
numbers describing totally different things are compared: the GDP of nations to gross
sales of corporations. The problem with the comparison is that GDP takes into account
only the final value, whereas gross sales don’t measure how much was produced
outside the company. According to Swedish economist Johan Norberg, if one were to
compare nations and corporations, then one should be comparing GDP to goods only
produced within the particular company (gross sales do not take into account goods
purchased from 3rd party vendors and resold, just as GDP does not take into account
imported goods). That correction would make only 37 of 100 largest economies
corporations and all of them would be in bottom box: only 5 corporations would be in
top 50.

Because of their size, multinationals can have a significant impact on government

policy, primarily through the threat of market withdrawal.[2] For example, in an effort
to reduce health care costs, some countries have tried to force pharmaceutical
companies to license their patented drugs to local competitors for a very low fee,
thereby artificially lowering the price. When faced with that threat, multinational
pharmaceutical firms have simply withdrawn from the market, which often leads to
limited availability of advanced drugs. In these cases, governments have been forced
to back down from their efforts. Similar corporate and government confrontations have
occurred when governments tried to force companies to make their intellectual property
public in an effort to gain technology for local entrepreneurs. When companies are
faced with the option of losing a core competitive technological advantage and
withdrawing from a national market, they may choose the latter. This withdrawal
often causes governments to change policy. Countries that have been most successful
in this type of confrontation with multinational corporations are large countries such as
Indiaand Brazil, which have viable indigenous market competitors.

Multinational corporate lobbying is directed at a range of business concerns, from
tariff structures to environmental regulations. There is no unified multinational
perspective on any of these issues. Companies that have invested heavily in pollution
control mechanisms may lobby for very tough environmental standards in an effort to
force non-compliant competitors into a weaker position. For every tariff category that
one multinational wants to have reduced, there is another multinational that wants the
tariff raised. Even within the U. S. auto industry, the fraction of a company’s imported
components will vary, so some firms favor tighter import restrictions, while others



favor looser ones.

In addition to efforts by multinational corporations to affect governments, there is
much government action intended to affect corporate behavior. The threat of
nationalization (forcing a company to sell its local assets to the government or to other
local nationals) or changes in local business laws and regulations can limit a
multinational’s power.

Enabled by Internet based communication tools, a new breed of multinational
companies is growing in numbers. These multinationals start operating in different
countries from the very early stages. These companies are being called micro-
multinationals. What differentiates micro-multinationals from the large MNCs is the
fact that they are small businesses. Some of these micro-multinationals, particularly
software development companies, have been hiring employees in multiple countries from
the beginning of the Internet era. But more and more micro- multinationals are
actively starting to market their products and services in various countries. Internet
tools like Google, Yahoo, MSN, Ebay and Amazon make it easier for the micro-
multinationals to reach potential customers in other countries.

Contrary to the traditional powerful image of the large MNCs, the micro-
multinationals face the limitations and the typical challenges of a small business. In
most cases, the micro-multinational companies are being run by technically savvy
people who can use various Internet tools to overcome the challenges of remote
collaboration, customer service and sales infrastructures.

2.Make 5 guestions to the text and answer them.
3.Translate into English.
1. biznec (cmpaBa, niJI0) — MiANPUEMHUIIbKA, KOMEpIIHHA 4u Oy/b- sKa 1HINIA

JUSTBHICT, IO HE CYNEpPEYUTh 3aKOHY 1 CIpsAMOBaHa HA OTPUMAaHHS MPUOYTKY. 2.
Konna 3 Tppox (opMm opranizamii O6i3HeCy HE € yHiBepcaiabHOI0. 3. OIHOOCIOHUMN
0i3Hec Mae Taky mepeBary, sk mpoctora. 4. IlaptHepcTBO crnpusie 00’€THAHHIO
KamiTajaiB 1 TaJaHTiB JeKiIbkox oci0. 5. Kopmopalii nponoHyrTh 0O0MEXeHY
BIJIMOBIJATIBHICTh 1 HEOOMEXEHY JISIIbHICTh CAMOI OpraHi3alli OTpUMaHHs IPUOYTKY.
6. LlentpampHa moctath Oyap-sikoro Oi3HECY — MeEHEIKepH, sKi (GopMyIOTh
OprauizaiiiiHy CTpyKTypy Oi3Hecy, KOHTPOJIIOIOTh B3a€EMO/III0 BCIX PECYPCiB TOIIO. 7.
[Ticnss mporomoiieHHs Aep>KaBHOI HE3aleKHOCTI B YKpaiHi O613HEC pO3BUBAETHCS Ha
OCHOB1 pi3HUX (OpPM BIACHOCTI, MO (POPMYIOTHCS BIAMOBIIHO 1O YHUHHOTO
3aKOHO/IaBCTBA.

UNIT 13
1. Read, translate (into Ukrainian) and retell (in English) the text.

OFFICE
An office is generally a room or other area in which people work, but may also



denote a position within an organisation with specific duties attached to it (see
officer, office-holder, official); the latter is in fact an earlier usage, office as place
originally referring to the location of one’s duty. When used as an adjective, the term
office may refer to business- related tasks. In legal writing, a company or organization
has offices inany place that it has an official presence, even if that presence consists of,
for example, a storage silo rather than an office.

An office is an architectural and design phenomenon and a social phenomenon,
whether it is a tiny office such as a bench in the corner of a “Mom and Pop shop” of
extremely small size through entire floors of buildings up to and including massive
buildings dedicated entirely to one company. In modern terms an office usually refers
to the location where white-collar workers are employed during the day.

An office allows an environment for office politics.

There are many different ways of arranging the space in an office and whilst these
vary according to function, managerial fashions and the culture of specific companies
can be even more important. Choices include, how many people will work within the
same room. At one extreme, each individual worker will have their own room; at the
other extreme a large open plan office can be made up of one main room with tens or
hundreds of people working in the same space. Open plan offices put multiple workers
together in the same space, and some studies have shown that they can improve short
term productivity, i. e. within a single software project. At the same time, the loss of
privacy and security can increase the incidence of theft and loss of company secrets. A
type of compromise between open plan and individual rooms is provided by the cubicle,
possibly made most famous by the Dilbert cartoon series, which solves visual privacy to
some extent, but often fails on acoustic separation and security. Most cubicles also
require the occupant to sit with their back towards anyone who might be approaching;
workers in walled offices almost always try to position their normal work seats and
desks so that they can see someone entering.

2. Make 5 guestions to the text and answer them.
3. Translate into English.

1. Odic (anrn. office, Bix nar. officium — 000B’s30K, ciTy)0a) — B aHITIOMOBHHX
KpaiHaX — YyCTaHOBa, KOHTOpA, KAaHIENApis, MPEACTABHUIITBO KOMIIAHii, ciyxo0a,
cnyx0oBe mpumimieHHs. 2. Poboue Miciie Mae CHpusTH TPAIliBHUKOBI y BUKOHAHHI
pobotu. 3. BcTaHOBNIEHHS Ta BAKOPUCTAHHS JTOAATKOBHUX E€JICKTPOHHHUX MPUCTPOIB —
KOMI'1oTepa, TenedoHy, Tene- ¢akcy — Mae MOJeriryBaTH, a HE YCKIAJHIOBATH
mojeHHy mpamo. 4. Jlng 3a0e3neueHHs MaKCUMaidbHOI MPOAYKTHUBHOCTI Ta
e(eKTUBHOCTI Tpail O(QICHI NPUMIMIEHHS MOBUHHI MaTH BIANOBIAHY HPOCTOPOBY
KoH(IrypaIliro Ta BiAnoBigHe yMeOmoBanHs. 5. Tenep icCHye KUIIeHbKOBUN odic. 3a
PO3MIpOM BiH HE OUIbIIIe MOOUTHHOTO TeJe(OHY, ajie BiH CIIPaBX HIN TIraHT 32 CBOIMHU
MOXJIUBOCTAMH. /. BiH moegnye B co01 TenedoH, dhakc, eNeKTPOHHY MOIITY, [HTepHeT,
aJpecHy KHUTY 1 KajeHaap.



UNIT 14
1.Read, translate (into Ukrainian) and retell (in English) the text.

EMPLOYMENT

Employment is a contract between two parties, one being the employer and the
other being the employee. An employee may be defined as: “A person in the service of
another under any contract of hire, express or implied, oral or written, where the
employer has the power or right to control and direct the employee in the material
details of how the work is to be performed”. Black’s Law Dictionary page 471 (5th ed.
1979).

In a commercial setting, the employer conceives of a productive activity, generally
with the intention of creating profits, and the employee contributes labour to the
enterprise, usually in return for payment of wages.

Employment also exists in the public, non-profit and household sectors.

In the United States, the standard employment contract is considered to be at-will
meaning that the employer and employee are both free to terminate the employment at
any time and for any cause, or for no cause at all. However, if a termination of
employment by the employer is deemed unjust by the employee, there can be legal
recourse to challenge such a termination. In unionised work environments in particular,
employees who are receiving discipline, up to and including termination of employment
can ask for assistance by their shop steward to advocate on behalf of the employee. If
an informal negotiation between the shop steward and the company does not resolve
the issue, the shop steward may file a grievance, which can result in a resolution within
the company, or mediation or arbitration, which are typically funded equally both by
the union and the company. In non-union work environments, in the United States,
unjust termination complaints can be brought to the United States Department of
Labor. In the Canadian province of Ontario, formal complaints can be brought to the
Ministry of Labour (Ontario). In the province of Quebec, grievances can be filed with
the Commission des normes du travail. To the extent that employment or the
economic equivalent is not universal, unemployment exists.

Employment is almost universal in capitalist societies. Opponents of capitalism
such as Marxists oppose the capitalist employment system, considering it to be unfair
that the people who contribute the majority of work to an organization do not receive
a proportionate share of the profit. However, the Surrealists and the Situationists were
among the few groups to actually oppose work, and during the partially surrealist-
influenced events of May 1968 the walls of the Sorbonne were covered with anti-
work graffiti.

2.Make 5 guestions to the text and answer them.

3.Translate into English.




1. CyuacHa kaapoBa moiiTuKa mianpuemcTBa (dipmu, kopmoparii) mae OyTu
CIpsIMOBaHAa Ha PUHKOBI YMOBH rocrojaapioBanHsa. 2. ['onoBHa ii Mera mossirae B
3a0€3MeUeHH] HUHI 1 B MaOyTHbOMY KOXXHOTO Po0O0YOro MICIsl, KOXKHOI IMocaau
IepCcoHaIOM BIJMOBIAHUX Mpodeciii Ta cremalbHOCTe! 1 Halle)KHOT KBaidikarii. 3.
JIoCSITHEHHSI KiHIIEBOT METH KaJIpOBOi MOJITUKU Cy0’€KTOM TOCHOAAPIOBAHHS MA€
nepeadayaTd BUKOHAHHS TaKUX OCHOBHUX (YHKIINA: po3poOKa 1 KOPUTYBaHHS CTpaterii
(dbopMyBaHHS Ta BUKOPHUCTAHHS TPYIOBOTO MOTEHITIATY BIAMOBIIHO O 3MIH B yMOBax
rocrofapioBanns; Habip 1 GopMmyBaHHS HEOOXITHUX KaTeropiil mepcona- iy (BiaOip,
npodeciitHa opieHTallisl, HAatMaHHs, aJanTallis); MAroToBKa IepcoHaty 0 BiIMOBITHOT
npodeciiHoi MIIBHOCTI (BUPOOHMYO-TEXHIYHE YYHIBCTBO, 3arajbHa ImpodeciiiHa
M1TOTOBKA, MABUIIIEHHS KBaJli(i- Kallii, MPOCyBaHHS Ha CIIykO01); OIlIHKA MEPCOHAITY
(KOHTPOJIb BIJIMTOBITHOCTI MEPCOHATY KOHKPETHUM MOTpedaM BUPOOHHUIITBA YW 1HIIO]
cepu aIATBHOCTI, aHAJI3 AUIOBUX AKOCTEH MPALlIBHUKIB, BACYHEHHSI Ha IIEBHY MOCaAY,
CIIyk00BEe TEPEMIIICHHs); MOTHBALl JOTPUMAaHHS HAJEKHOIO PEXUMY TPYIAOBOI
JISTTBHOCTI Ta BUCOKOI IPOAYKTUBHOCTI Mpalll; MOCTIii- HUi MOHITOPUHT O€3MeKH mparii
(BUPOOHMYO-TOCTIOAAPCHKOI  JIISUILHOCTI); 3a0€3MEUEeHHS COIIAbHOI 3aXUIIEHOCTI
nepcoHany mianpueMctBa (pip- MM, KOpropaili); peatizailis MOCTIMHUX KOHTAKTIB
MK KEpIBHHUIITBOM (KEpIBHMKaMHU BCIX PIBHIB) 1 MPEJICTaBHUKAMHU TPYIOBUX
KoJeKTUBIB (mpodcemninkamu). 4. L1 Ta aeski iHII QYHKIIT peaTiz3yloThCs ClIyKO0amu
nepcoHany (BiAAUIAMHU KaJpiB) y TICHIH cHIBOpalli SK 3 T€HEPaJbHOIO JTUPEKIIIEI0
(HampuKiaa, MUTAaHHSA 3arajibHOi cTpaTerii abo BHCYBaHHsS Ha IOCaad), Tak 1 3
BIJIMOBIJHUMHU CTPYKTYPHUMHU MIAPO3AUIAMUA MIANPUEMCTBA, SKI OEpyTh ydacTb y
PpO3po0IIi Ta peasizaliii KaaJpoBOoi MOJTITHKH.

Pe3ynbTaTuBHICTh (€(DEKTUBHICTH) TOCMOAAPIOBAHHSA HA MIANPUEMCTBI BEIUKOIO
(K10 HE BUPIIIAIBHOK) MIPOIO 3aJ€XKHUTh Bl SKOCTI YAHHOI CUCTEMH YIPaBIIHHS

[IEPCOHAJIOM.
UNIT 15
1.Read, translate (into Ukrainian) and retell (in English) the text.
BUSINESS

In economics, a business is a legally-recognized organizational entity existing within
an economically free country designed to sell goods and/ or services to consumers,
usually in an effort to generate profit.

In predominantly capitalist economies, where most businesses are privately owned,
businesses are typically formed to earn profit and grow the personal wealth of their
owners. The owners and operators of a business have as one of their main objectives
the receipt or generation of a financial return in exchange for their work and their
acceptance of risk. Notable exceptions to this rule include cooperative businesses and
government institutions. This model of business functioning is contrasted with



socialistic systems, which involve either government, public, or worker ownership of
most sizable businesses.

The etymology of “business” relates to the state of being busy either as an individual
or society, doing commercially viable and profitable work. The term “business” has at
least three usages, depending on the scope — the singular usage (above) to mean a
particular company or corporation, the generalized usage to refer to a particular market
sector, such as “the record business”, or the broadest meaning to include all activity
by the community of suppliers of goods and services. However, the exact definition
of business, like much else in the philosophy of business, is a matter of debate.

Business Studies, the study of the management of individuals organizing to
maintain collective productivity toward accomplishing particular creative and
productive goals (usually to generate profit), is taught as an academic subject in many
schools.

2.Make 5 questions to the text and answer them.
3. Translate into English.

1. Bisnec (anra. business — cmpaea, 1ij0) — MiANPUEMHUIIBKA, KOMEPIIIHHA YK
OyIp-siKa 1HILIA JISUIbHICTh, KA HE CYNEPEUYNUTh 3aKOHY 1 COpsIMOBaHA HA OTPUMAHHS
npubyTKy. 2. Y CIIIA 6i3Hec po3BUBA€THCS HA OCHOBI 1HIMBITyalbHOI, MAPTHEPCHKOI Ta
KopriopaTuBHOi (popm BracHocTi. 3. Ha iHauBiTyanbHii BI1aCHOCTI 3aCHOBaHU O13HEC, B
SAKOMY BJIACHHKOM 1 MIANPUEMIIEM € OJHA 0c00a, 10 OTPUMYE BCl JOXOJU 1 HEce
BINOBiTaIbHICTh 3a BeaeHHs cupasu. 4. Y CIIA takux BaacHukiB monan 15 muH. (75
% Big 3arajgbHOl KUIBKOCTI MIAMPUEMCTB), ajie¢ BOHU OTPUMYIOTH Jniie 10 9 %
IPOIIOBUX HAAXOMXKeHb. 5. [l mManoro Oi3Hecy XapaKTepHI HE3aJIeKHUH MEHEIKMEHT,
BJIACHUH KaIliTall, JIOKaJbHUN palioH omepailiii, HeBenuKki po3Mipu. 6. Bin Bimirpae
3HauHy poJib y 3a0e3neueHH1 3aiHATOCTI (B CLIIA maibke TpeTuHa poOOYMX MiCIlb
npunagae Ha ¢ipmu, ae npamroe meHme 100 oci0), meBHOW Miporo 3ale3nedye
HAaCHYEHHS PHUHKY CIOXXKMBUMMHU TOBapaMd Ta MOCIyraMH, CIpUS€ MOCIA0IEHHIO
MOHOTIOJI3MY, PO3BUTKOBI KOHKYPEHII1, CTPYKTYpHiii iepe0y0Bi €KOHOMIKH, € 3ac000M
JOCSATHEHHSI 0COOMCTOrO yemixy. /. Manuii 613Hec — BaKJIMBE JHKEPENIo 1HHOBaIIIi. 8.
Jlo BHUHaxXo/iB, 3pOOJICHMX HUM, HAJIEKaTh JITaKh, TEIIKONTEPH, MEPCOHATbHI
KOMIT'I0TE€pH, aepo3osib Tomo. 9. Ha ocHOBI mapTHepchbkoi (rpymnoBoi) dopmu
BJIACHOCT1 PO3BHUBAETHCS O13HEC NOOPOBUIBLHO O(ILIIHO 3apeecTpoBaHUX acollalii
nBox 1 Oubme oci6. 10. IlapTHepu CTBOPIOIOTH KOMIIaHii, TOBApUCTBA Ta I1HIII
opraHizaiii 1 CTalOTh CHIBBJIaCHMKaMH CHUJIbHOI BiacHocti. 11. IlapTHepcTBO
CTaHOBUTh Maibke 8 % oO0csary mignpueMHunpKkoi AisuibHOCTI 1 4 % Beix
nignpueMHuIpkux goxonie y CIIA. 12. Ha xopmopartuBHi# ¢(opmi BIacHOCTI
3acHoBaHMi Benukuil Oi3Hec. 13. Kopmopaiii iCHYIOTH $SK He3aleXH1 OpUAUYHI
cy0’€KTH, BIANMOBLIAIBHICT AKIIOHEPIB 3a 3000B’SI3aHHSIM (PipMH, 3a MPABOBUMHU
PETeH31AMHU J10 HET 0OMEXYEThCS X BHECEHUMU I'polioBUMH KomTamu. 14. XKoana 3
TphOX (OpM opranizailii Oi13Hecy He € yHiBepcalbHO. 15. OnHoociOHMI Oi3HEC Mae



TaKy TiepeBary, sk mpoctorta. 16. [lapTHepcTBO crnpusie 00’€THAHHIO KaIliTaliB 1
TaJaHTIB JEeKUTbKOX 0ci0. 17. Kopnopaiii mponoHyroTh 00MeXeHy BiANOBIIAIbHICTD 1
HEOOMeXeHy MISUIbHICTh caMoi opraHizaiii oTpuMmaHHs npuOyTky. 18. IlenTpanbHa
HOCTaTh Oy/b-SKOTO Oi3HECY — MEHEKepH, IKi (GOpMyIOTh OpraHi3alliiHy CTPYKTYPY
013HeCy, KOHTPOJIIOIOTh B3a€EMO/III0 BCIX PECYPCIB TOIIIO.

UNIT 16

1.Read, translate (into Ukrainian) and retell (in English) the text.
ORGANIZATION

An organization (or organisation — see spelling differences) is a social
arrangement which pursues collective goals, which controls its own performance, and
which has a boundary separating it from its environment. The word itself is derived from
the Greek word pyavov (organon) meaning tool. The term is used in both daily and
scientific English in multiple ways.

In the social sciences, organizations are studied by researchers from several
disciplines, the most common of which are sociology, economics, political science,
psychology, management, and organizational communication. The broad area is
commonly referred to as organizational studies, organizational behavior or
organization analysis. Therefore, a number of different theories and perspectives
exist, some of which are compatible, and others that are competing.

e Organization — process-related: an entity is being (re-)organized (organization
as task or action).

e Organization — functional: organization as a function of how entities like
businesses or state authorities are used (organization as a permanent structure).

e Organization — institutional: an entity is an organization (organization as an
actual purposeful structure within a social context)

An organization is defined by the elements that are part of it (who belongs to the
organization and who does not?), its communication (which elements communicate and
how do they communicate?), its autonomy (Max Weber termed autonomy in this
context: Autokephalie) (which changes are executed autonomously by the organization
or its elements?) and its rules of action compared to outside events (what causes an
organization to act as a collective actor?).

By coordinated and planned cooperation of the elements, the organization is able to
solve tasks that lie beyond the abilities of the single elements. The price paid by the
elements is the limitation of the degrees of freedom of the elements. Advantages of
organizations are enhancement (more of the same), addition (combination of different
features), and extension. Disadvantages can be inertness (through co-ordination) and
loss of interaction.

2.Make 5 guestions to the text and answer them.
3. Translate into English.




1. Opranizanisi — 1e KoMIatis (IIIPUEMCTBO), 3apPEECTPOBaHA Y BCTAHOBICHOMY
MOPSIZIKY, OTHUM 3 OCHOBHUX HAIIPSIMKIB A1STBHOCTI SIKOT € 00CITyrOBYyBaHHSI HACEJICHHSI.
2. Bona Mae BiANOBITHUN cepTUdiKaT HA ITPaBO BUKOHAHHS BIJIMTOBIIHUX BUIIB POOIT.
3. Opranizarii€ro Moke OyTH caMOCTIiHE TIAMPUEMCTBO (E€KCIUTyaTaHT). 4. Y MUHYJIOMY
BHOKPEMJTIOBAIM 3€MJTIO, TIPAILIIO M KaIiTaj K KJII0YOBI YNHHUKU BUPOOHUIITBA; HUHI J0
HUX JI0Jal0Th HOBUY YMHHWK — MiJNPHEMHUIIBKAN TOTEHITIAN (TIOTEHIIHHY MOXJIHBICTh
MaKCUMaJIbHO €(EKTUBHOTO BUKOPUCTAHHA CYKYNHOCTI KaIpOBHUX, MaTeplaJibHUX 1
HeMaTepiaabHUX pecypciB). 5. DopMmyBaHHs 1 BAKOPUCTAHHS LHOTO MOTEHIIIATY — 1€
MPAKTUYHO 1 € CYTTIO MOHATTS “TANPUEMHUIITBO”, SIKE BBaXKalOTh 0COONUBOIO cheporo
BUPOOHUYO-TOCTIONAPCHKOT a00 1HIIOT MISITBHOCTI 3 METOIO OZICP)KaHHS IMIEBHOTO 3UCKY.
6. [lianprueMHUIITBOM, SK MPAaBUJIO, HA3UBAKOTh IHIIIATUBHO-CAMOCTIHHY TOCIIOIapChKO-
KOMEPIINHY TISUIBHICTh OKpeMHX (I3WYHUX Ta IOPUAWY- HUX OCI0, IO 1i IIKOM
30pIEHTOBAHO Ha OJIepKaHHs MPUOYTKY (moxoay). 7. Taka MisuIbHICTD 3A1MCHIOETHCS
B1JI CBOT'O 1IME€HI, Ha BJIACHUHM PU3HUK 1 MiJ] 0COOMCTY MAaltHOBY BiJNOBIJAIBHICTh OKPEMOI
(p1314HOI 0COOM — MiINIpPHEMIISI A00 IOPUANIHOI 0COOM — MIANpPHUEMCTBA (OpraHizaiii).

Read, translate (into Ukrainian) and retell (in English) the text.
COMPANY

A company is a form of business organization.

There are various types of company that can be formed in different jurisdictions,
but the most common forms of company are: There are several and they are:

e a company limited by shares. The most common form of company used for
business ventures.

e acompany limited by guarantee. Commonly used where companies are formed
for non-commercial purposes, such as clubs or charities. The members guarantee the
payment of certain (usually nominal) amounts if the company goes into insolvent
liquidation, but otherwise they have no economic rights in relation to the company.

e a company limited by guarantee with a share capital. A hybrid entity, usually
used where the company is formed for non-commercial purposes, but the activities of
the company are partly funded by investors who expect areturn.

e an unlimited liability company. A company where the liability of members for
the debts of the company are unlimited. Today these are only seen in rare and unusual
circumstances.

The foregoing types of company are generally formed by registration under
applicable companies legislation. Less commonly seen types of companies are:

e charter corporations. Prior to the passing of modern companies legislation,
these were the only types of companies. Now they are relatively rare, except for very
old companies that still survive (of which there are still many, particularly many
British banks), or modern societies that fulfil a quasi regulatory function (for example,
the Bank of England is a corporation formed by a modern charter).



e statutory companies. Relatively rare today, certain companies have been formed
by a private statute passed in the relevant jurisdiction.

e companies formed by letters patent. Most corporations by letters patent are
corporations sole and not companies as the term is commonly understood today.

In legal parlance, the owners of a company are normally referred to as the
“members”. Inacompany limited by shares, this will be the shareholders. In a company
limited by guarantee, this will be the guarantors.

Some offshore jurisdictions have created special forms of offshore company in a
bid to attract business for their jurisdictions. Examples include “segregated portfolio
companies* and restricted purpose companies.

There are however, many, many sub-categories of types of company which can be
formed in various jurisdictions in the world.

Companies are also sometimes distinguished for legal and regulatory purposes
between public companies and private companies. Public companies are companies
whose shares can be publicly traded, often (although not always) on a regulated stock
exchange. Private companies do not have publicly traded shares, and often contain
restrictions on transfers of shares. In some jurisdictions, private companies have maximum
numbers of shareholders.

1.Make 5 guestions to the text and answer them.
2. Translate into English.
1. 3akpuTa KOMMaHisi — KOMIaHis, KA KOHTPOJIIOETHCS I'siIThMa ab0 MEHIIE

YYaCHUKaMH, KOTPi € IUpEeKTopamMu Ii€i Kommadii. 2. SIKmo 3akpuTa KOMIaHis
MOTpAIuIS€ i KOHTPOJIb 1HINOI KOMIIaHii, TO BOHAa HE PO3TIISIIAETHCS SIK 3aKpUTa. 3.
HoBa xommanis (anri. Start-up) — koMraHist Ha paHHIH CTa il pO3BUTKY, aKIii IKOT I11e
HE MPOJAOThCs MpHUBCEToAHO. 4. AkiionepHa kommasis (Joint-Stock Company) —
IOpUANYHA 0c00a, CTBOpEHA JJIS BEJCHHS KOMEpIliiHOi a00 BUPOOHMUOI MISTIBHOCTI 3
METOI0 OJIEp>KaHHs MPUOYTKY; KamiTaji 1€l KOMMaHii AUTMThCS Ha OKpPeMi YaCTHHU
(akuii abo mai), sIKi HajeXaThb NMPUBATHUM OCOOaM 1 3a iX PILIEHHSM MOXYTh OyTH
nepejani iHMKUM ocobaM. 5. [HBecTuIiiiHa koMmnaHis, iHBec TULiHUN Qo (Investment
Company (Investment Fund) — komrmaHis, ska BHUKOPHUCTOBYE CBil KarmiTan Jis
iHBeCTyBaHHs B iHIIN koMnaHii. 6. Jlouipas kommnanist (Affiliate company) — xommnasis,
mo mnepedyBae Mg KOHTPOJIEM YU TOB’s3aHAa 3 IHIIOK KOMITaHI€r. 7. Y HesKux
BUITQJIKAX, SIKIIO JOYIpHI KOMITaHIi HEBEIHWKi, KEPIBHUIITBO 000X KOMIIAHIM MOXeE
OyTH 3arajabHUM.

1.Read, translate (into Ukrainian) and retell (in English) the text.
FIRM AND BRAND




Firm or The Firm can have several meanings:

e Any company or business such as a partnership, limited liability partnership, or
corporation. This more general meaning is used in macroeconomics (in terms such as
ideal firm size).

e The word firm is sometimes used in a more restrictive sense to refer to a business
group of professionals, such as law firm, architectural firm, securities/financial firm
(such as private equity), or consulting firm. This use can be seen in phrases such as white
shoe firm. Contrast with sole practitioner.

e British slang phrase for a criminal gang or football hooligans (see list of
hooligan firms).

Organizations called The Firm:

e The Firm, a criminal gang active in the East End of London, once run by the
Kray twins

e The British Royal Family, allegedly referred to as the “the Firm” by family
members

e Secret Intelligence Service (SIS or MI6), one of the United Kingdom
intelligence agencies

e McKinsey & Company, a large multinational management consulting firm

e Firmaet, an anti-communist private intelligence agency in Demark run by
former Danish resistance movement leader Arne Sejr

A brand includes a name, logo, slogan, and/or design scheme associated with a product
or service. Brand recognition and other reactions are created by the use of the product
or service and through the influence of advertising, design, and media commentary.
A brand is a symbolic embodiment of all the information connected to the product and
serves to create associations and expectations around it.

Brands in the field of marketing originated in the 19th century with the advent of
packaged goods. According to Unilever records, the world’s first registered brand was
Pears Soap. Industrialization moved the production of many household items, such as
soap, from local communities to centralized factories. When shipping their items, the
factories would literally brand their logo or insignia on the barrels used. These
factories, generating mass-produced goods, needed to sell their products to a wider
market, to a customer base familiar only with local goods, and it turned out that a
generic package of soap had difficulty competing with familiar, local products. The
fortunes of many brands of that era, such as Uncle Ben’s rice and Kellogg’s breakfast
cereal, illustrate the problem. The packaged goods manufacturers needed to convince
the market that the public could place just as much trust in the non-local product.
Campbell soup, Coca-Cola, Juicy Fruit gum, Aunt Jemima, and Quaker Oats were
among the first American products to be ‘branded’, in an effort to increase the
consumer’s familiarity with the products.



Around 1900, James Walter Thompson published a house ad explaining trademark
advertising, in an early commercial description of what we now know as branding.
Companies soon adopted slogans, mascots, and jingles which began to appear on radio
and early television. By the 1940s, Mildred Pierce manufacturers began to recognize
the way in which consumers were developing relationships with their brands in a
social/ psychological/anthropological sense. From there, manufacturers quickly learned
to associate other kinds of brand values, such as youthfulness, fun or luxury, with their
products. This began the practice we now know as branding, where it is felt that
consumers buy the brand instead of the product. This trend arose in the 1980s into
what has been described as “brand equity mania”. In 1988, when Phillip Morris
purchased Kraft for six times what the company was worth on paper, it was felt that
what they really purchased was its brand name.

April 2, 1993, labelled Marlboro Friday, was marked by some as the death of the
brand. On that day, Phillip Morris declared that they were going to cut the price of
Marlboro cigarettes by 20 %, in order to compete with bargain cigarettes. Marlboro
cigarettes were notorious at the time for their heavy advertising campaigns, and well-
nuanced brand image. On that day, Wall street stocks nose-dived for a large number of
‘branded’ companies: Heinz, Coca Cola, Quaker Oats, PepsiCo. Many thought the
eventsignalled the beginning of atrend towards “brand blindness” (Klein 13).

2.Make 5 guestions to the text and answer them.
3. Translate into English.
1. PunkoBa  exOHOMIKa  BHUCyHyna  HailepekTHBHINIy  (GOpMy  Oprasizamii

(GYHKIIOHYBAaHHS E€KOHOMIUHUX areHTiB — JIOMOTocnoaapcTBo (pipmy). 2. I'osioBHOIO
N1H0BOIO 0c00010 hipMU € mianpueMerb. 3. Y PUHKOBIM eKOHOMII (ipma 3aBkKIu €
BUpPOOHUKOM 1 ciokuBaueM. 4. [loBeninka ¢ipmu y chepax BUpOOHHUIITBA 1 OOMIHY
BU3HAYAETHCS OaraTbMa YNHHUKAMU: BUTpAaTaMU BUPOOHHIITBA 1 00IrOM, KOPUCHICTIO ii
OPOIYKIlli, BETMYMHOI TMOCTIMHOTO 1 3MIHHOTO KamiTamy, IIHAMH Ha ii IpOIYyKIlo 1
CyOCTUTYTH, LIIHAMHU Ha CUPOBHUHY 1 KOMILJIEKTYIOUY1 BUPOOH, TOXOAAMH MOKYIIIIIB, 1110
KYIYIOTh ii TPOIYKIIII0, CTAHOM KOHKYPEHIIIl Ha PUHKY, pPIBHEM PIBHOBAard puHKY. .
VY npaktuili BUpOOHUYO-KOMEPIIIHOT TISUIBHOCTI CKJIAJ0Cs Taka MiANpPUEMHUIIbKA
dopma, sK iHAMBIIYyadbHE mianpueMcTBo. 6. bpenn (anra. brand)— xomrmutekc
MOHSATH, IO Y3arajdbHIOITH YSIBJICHHS JIIOJACH TPO BIAMOBIAHHWI TOBap, MOCIYTY,
KOMITaHit0 a00 ocoOucTicTh. 7. IIInpoko BUKOPUCTOBYETHCS B MAPKETUHTY Ta PEKjIami,
npote € (piHaHCOBUM MOHATTAM. 8. bpeHn Moke OyTH y BUIVISIII BJIACHOTO 1MEHI,
CUMBOJIy a00 rpadiuHOro 300pa)k€HHsI, SKE MPEJCTABISIE €KOHOMIYHUN O0’€KT Ta
OJIHO3HAYHO 3 HUM aCOI[IIOEThCS B CBIJOMOCTI CIOkKUBaviB. 9. IcCHye KiJIbka OCHOBHHUX
TpakTyBaHb OpeHay. 10. 3rigHo 13 mepimmm, OpeH ] — 1€ CyMa BCIX MOYYTTIB, CIIOTa/IiB,
o0Opa3iB Ta eMOLlii, Kl BUHUKAIOTh y JIIOAU- HU, KOJM BOHA 3 HUM CTHKaeThcs. 11.
3riHO 13 JIpyruM, 1e 0OOB’SI3KOBO JYyX€ MO3UTHUBHUN 00pa3, sIKWii TOBOPHUTH PO
BUCOKY SIKICTh Ta FapHY PEMyTallil0 CBOTO BIIACHUKA.



Task 17
1.Read, translate (into Ukrainian) and retell (in English) the text.

BUSINESS TRIPS

It is highly recommended that company officials visit the countries to examine the
markets where they are considering selling their products before any transaction
occurs. Many foreign markets can differ greatly fromthe United Statesand by visitinga
country, a company can familiarize itself with cultural nuances which may impact the
design, packaging or advertising of the product. Moreover, traveling abroad allows
one to locate and cultivate new customers, as well as improve relationships and
communication with current foreign representatives and associates. As in the United
States, clients and customers prefer to conduct business in person before concluding a
transaction.

Typically, a successful business trip requires months of planning.

Whether this will be your first or your thousandth business trip, you should be
conscious of conduct that is considered proper during your absence from the office. As
a representative of your company, you need to know how to behave appropriately on a
business trip.

e Pack all essential items in a carry-on bag to avoid being ill-prepared for business
if the airline loses your luggage. Showing up for a trade show or a meeting with a client
dressed in yesterday’s clothes will not make a positive impression.

o Dress professionally during the entire trip. Your attire should reflect the fact that
you are on a business trip, whether you are on a plane, on a golf course or in a
conference room.

e Be prepared and be on time. You may normally arrive at the office at 8:10 every
morning and not speak until after your first cup of coffee, but clients will not take kindly
to your decision to be 10 minutes late for an important meeting and still needing to go
over your notes.

e Use proper business language. Even though some business trips may include more
casual situations, such as lunch, dinner or even golf, keep in mind that you are still
representing your company, and like the old saying goes, “Loose lips sink ships”.

e Brush up on table manners and the basics of business etiquette before you go.
This may help you avoid an embarrassing gaffe while on your trip.

e Save all receipts from your trip so you can easily determine your expenses
when you return.

e Conduct yourself with grace and decorum at all times. If you are uncertain
about these terms, consider buying a book on business etiquette for some light
reading while on the plane.



Tips & Warnings

e Ask if you can smoke before lighting up. Smoking has become something of a
social and business faux pas in recent years, and if your companion or client is not
smoking, asking permission is essential.

e Use a personal phone card to make long-distance phone calls while you are
away. This way, you won't have to reimburse the company for these charges on the
hotel bill.

e Traveling in foreign countries can be tricky. Before you leave, make sure to buy
a guidebook or consult someone who has recently traveled to your intended
destination to learn about the culture and customs.

e Avoid planning leisure-time activities during your trip if they will detract from
the amount of business you are able to conduct. If you stay out until 2 a. m. or get a
sunburn at the pool, you won't be at the top of your game for business the next day.

e Stay away from pornography, alcohol and anything potentially inappropriate
during your trip. This includes renting adult films in your hotel room, visiting bars and
being in any situation that could result in your being arrested and, ultimately, fired.

e Keep in mind that your time is not your own on a business trip. You belong to
your employer during this time; you're not being paid to goof off.

2.Make 5 guestions to the text and answer them.
3.Translate into English.
1. CnyxO0oBUM BIIPS/KEHHSIM  BBaXKA€TbCAd  IOi3/Ka IMpalliBHUKa 3a

PO3NOPSIKEHHAM KEpIBHUKA MIANPUEMCTBA, 00’ €IHAHHA, YCTAHOBH, OpraHi3allli Ha MeBHUM
CTPOK JI0 1HIIIOTO HACEJIEHOTO MyHKTY JJIsi BUKOHAHHS CITy>KO0BOT'O JOPYYEHHS 11032 MICIIEM
Horo mocTiitHOi poOoTH. 2. YV THUX BUMNaAKaX, KO (iIii, MIIBHUIN Ta 1HII TAPO3IiUH
ATPUEMCTBA 3HAXOAATHCS B 1HIIINA MICIIEBOCTI, MICIIEM MOCTIHHOT pOOOTH BBaXKAETHCS
TOW MiIPO3/UI, POOOTa B IKOMY OOYMOBJIEHAa TPYJOBHM JOTOBOPOM (KOHTPAKTOM). 3.
Cnyx00B1 NOI3IKM NPAaLIBHUKIB, OCTIHA po0OTa SKUX MPOXOAUTH B AOPO31 a00 Mae
po3’i3HMI (NIEpPEeCYBHUI) XapaKTep, HE BBAXKAIOTHCS BIIPSKEHHSMU, SIKIIO 1HIIE HE
nependayeHe  3aKOHOJABCTBOM, KOJNEKTHBHUM  JIOTOBOPOM, TPYIOBHM  JIOTOBOPOM
(KOHTPAKTOM) MIXK MPAI[iBHUKOM 1 BIIACHUKOM (200 YIIOBHOBaXEHOIO HUM 0C00010). 4.
Butpatu Ha BipspKeHHs 0co0H, sika repedyBa€e y TPYAOBUX BITHOCHHAX 3 TUIATHUKOM
MOJATKY, BKIIIOYAIOTHCS /0 CKJIAAy BaJOBUX BHUTpAT IUIATHUKA MOAATKY JIMILIE 3a
HasIBHOCTI JIOKYMEHTIB, L0 MIITBEP/LKYIOTH 3B 30K TaKOTO BiIPSHKEHHS 3 OCHOBHOIO
TISUTBHICTIO MIANPUEMCTBA, a CaMe: 3alpOLIeHb CTOPOHHU, KA MPUIMAE 1 TISTBHICTD SKOT
30Ira€ThCs 3 JISUTBHICTIO MIANPUEMCTBA, 110 HAIPABISE Y BIAPSKEHHS; YKIAJIECHOTO
JIOTOBOPY (KOHTPAKTy) Ta 1HIIHUX JTIOKYMEHTIB, SIKi BIJIPETyJIbOBYIOTh a00 3aCBIIUYYIOThH
Oa)xaHHSI BCTAHOBUTH IMBUTBHO-TIPABOBI BITHOCHHU; JOKYMEHTIB, 1110 3aCBIIYYIOTh Y4acTh
BIZPS/HKEHOT 0COOU B TIEperoBopax, KoH(epeHIiisx abo CUMIT031yMax, sKi IPOBOSTHCS 32
TEMATHUKOIO, IO CTOCYETHCS OCHOBHOI [ISUTBHOCTI MIANPUEMCTBA, SKE BLAPSIKAE
npaitiBauka. 5. [lixnpremcTBO, 0 BiAPS/KAE MpaIliBHUKA, 3/11HCHIOE PEECTpAIIiio 0COOH, SKa



BHOYBA€E y BIIPSIDKEHHS, Y CTICIIIATBHOMY KYPHAJI 32 POPMOIO 3T1HO 3 IHCTPYKITIEFO.

Task 18
1.Read, translate (into Ukrainian) and retell (in English) the text.

BUSINESS ETHICS

Business ethics is a form of the art of applied ethics that examines ethical
principlesand moral or ethical problems that can arise inabusiness environment.

In the increasingly conscience-focused marketplaces of the 21st century, the
demand for more ethical business processes and actions (known as ethicism) is

increasing.[l] Simultaneously, pressure is applied on industry to improve business
ethics through new public initiatives and laws (e. g. higher UK road tax for higher-
emission vehicles).

Business ethics can be both a normative and a descriptive discipline. As a corporate
practice and a career specialization, the field is primarily normative. In academia
descriptive approaches are also taken. The range and quantity of business ethical issues
reflects the degree to which business is perceived to be at odds with non-economic
social values. Historically, interest in business ethics accelerated dramatically during
the 1980s and 1990s, both within major corporations and within academia. For example,
today most major corporate websites lay emphasis on commitment to promoting non-
economic social values under a variety of headings (e. g. ethics codes, social
responsibility charters). In some cases, corporations have redefined their core values
in the light of business ethical considerations (e. g. BP’s “beyond petroleum”
environmental tilt).

Business ethics can be examined from various perspectives, including the
perspective of the employee, the commercial enterprise, and society as a whole. Very
often, situations arise in which there is conflict between one or more of the parties,
such that serving the interest of one party is a detriment to the other(s). For example, a
particular outcome might be good for the employee, whereas, it would be bad for the
company, society, or vice versa. Some ethicists (e. g., Henry Sidgwick) see the
principal role of ethics as the harmonization and reconciliation of conflicting interests.

Business ethics should be distinguished from the philosophy of business, the
branch of philosophy that deals with the philosophical, political, and ethical
underpinnings of business and economics. Business ethics operates on the premise, for
example, that the ethical operation of a private business is possible — those who
dispute that premise, such as libertarian socialists, (who contend that “business ethics”
isanoxymoron) do so by definition outside of the domain of business ethics proper.

The philosophy of business also deals with questions such as what, if any, are the
social responsibilities of a business; business management theory; theories of
individualism vs. collectivism; free will among participants in the marketplace; the



role of self interest; invisible hand theories; the requirements of social justice; and
natural rights, especially property rights, in relation to the business enterprise.
Business ethics is also related to political economy, which is economic analysis from
political and historical perspectives. Political economy deals with the distributive
consequences of economic actions. It asks who gains and who loses from economic
activity, and is the resultant distribution fair or just, which are central ethical issues.
2.Make 5 guestions to the text and answer them.

3.Translate into English.

1. AamiHICTpaTHBHA €THKAa — II€ MPOIEC, Y X011 SKOro Jep>KaBHUU CITY>KOOBEIh
BHU3HAYa€ €TUYHI CTaHJApTU 1O BUHUKAIOYMX B YCTaHOBI MpPOOJEeM, CaMOCTIHHO
aHaJI3ye Il CTaHIAPTH 1 Hece 0cOOUCTY MpodeciiiHy BiANOBIAAIBHICTh 32 MPUHHSTI
piteHHs. 2. AAMIHICTpaTHMBHA €THKAa BUBYA€ BCl MOPAJbHI ACMEKTH JISIIbHOCTI
JIEp’)KaBHUX CIIY’)KOOBIIIB 1 KEPIBHUKIB Ta CKJIAJAETHCS 3 YOTUPHOX KOMITOHEHTIB. 3.
[lepmnii KOMIIOHEHT — MLIHHOCTI — 1€ MEPEeKOHAHHS, IyMKH, B3a€MOBIIHOCHHH
IHIUBIIIB, CTaBJIEHHS TPyn 1 CYCHUIbCTBA JO TaKUX MHTaHb, K CB0OOOJA,
CIIpaBeUIUBICTh, BIAMOBIAANBHICT. 4. JIpyruif — cTaHIapTH 1 HOPMH — TPUHITUIIH,
10 BU3HAYAIOTH [T JIFOJIEH BIJIMOBITHO IO 3aKOHIB, KOJIEKCIB 1 mpaBui. 5. Tperiit —
30BHIIIHE CEPEOBUIIC — YMOBH, B SKHUX 3/IIACHIOETHCS IISUTBHICTH JIEPHKABHUX
CITyO0OBIIIB (TOJITUYHI, COIllajbHI, KyJIbTypHi). 6. UeTBeptuit — oprasizaiiiiHa
MOBEJIHKA — pi3HI (QOPMU ISIBHOCTI CIYXOOBIIB, 1[0 OPIEHTOBAaHI Ha I[IHHOCTI
KOHKPETHOI'O CyCINiJIbCTBA a00 YCTaHOBH, OpraHi3alii B paMKaxX BU3HAYEHHUX CTaHAAPTIB
1 HopM. /. XapaKTepHUM ISl Cy4aCHOI'O CYCIUIbCTBA PO3BUHEHHMX KaIITalICTUYHUX
KpaiH € MOCWICHUM aKIIeHT Ha CTBOPEHHS METO/I0JI0T1i HAYKOBUX JOCIIKEHb B TaTy31
anMminictpaTuBHOi eTtuku. 8. Cepeq METONIB — ONUTYBAJIBHHUKH, IHTEPB’I0, 301p
B1JIOMOCTEH, BUBUCHHS KOHKPETHUX BHUMAJIKIB, ICTOpHUYHI aHayorii Tomo. 9. [To cyTi
aZMIHICTpaTHUBHA €TUKA NIyKa€e BIAMOBIAL HA TaKi MUTAHHS: 110 € J00pO 1 3J10, 110 €
MPaBUJILHUM 1 XMOHUM Yy MOBEIHII JEPKABHUX CIY>KOOBLIB, SIKI MOTHBU 1 YMOBH
COPUSIOTHh iX E€THYHIM MOBENIHLI; 110 Tpeba poOutu ans (GopMyBaHHS BHCOKHX
MOPAJILHUX TTPUHITUIIIB.
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