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IMMOACHIOBAJIBHA 3AIINCKA
[Ipeamerom kypcy “JluioBa aHriiiickka MOBa” € 3HAHOMCTBO CTYACHTIB 3



JIEKCHUKOIO, SIKa B)KUBAETHCS B JIIJIOBOMY MOBJICHHI, & TAKOX OBOJIOJIHHS 3HAHHSIMH,
YMIHHSIMH i HABUYKaMH B 3a3Ha4€HIN ramsysi.

B 0OCHOB1 KypCcy J€XWUTh KOHIEIMIIisl, 3TiHO 3 KO OJHIEI0 3 HEBIJI €MHHX
CKJIQJIOBHX TIPOIECY MIATOTOBKH IepeKiagada € OBOJIOJIHHS HAaBUYKaMH B TalTy3i
JIJIOBOTO MOBJICHHS, 1110 3yMOBJICHO CY4YaCHUMH BUMOTaMHU.

Merta Ta 3aB/IaHHS AUCIUIIIIHU

Merta 1 3aBmanHs kypcy “/limoBa aHriilickka MOBa” TOJISITAIOTH y 3aCBOEHHI
CTYJ€HTaMU NEeBHUX ()OHOBUX 3HAHb, O3HAHOMIICHHI 31 CHE1aTbHOK TEPMIHOJIOTIEI0
JJIOBOTO MOBJICHHS, BJIOCKOHAJICHHI BMIHb 1 HaBHYOK IPAKTUYHOTO BOJIOJIHHS
JIOBOIO aHIIIICHKOIO MOBOIO.

Jnciumnina «/limoBa aHrimiiicbka MOBa» B KOMIUICKCI 3 IHIIMMHU CHCIIaJTbHUMHA
npeaMeTaMi Ma€ BEJIMKE 3HAYeHHS 1 MOCiJla€ OJHE 3 OCHOBHUX MICIb B OCBITHBO-
npodeciiiHiil miarotopui OakalaBpiB MOPCHKOTO (JIOTY, € HEBIA €MHOI YaCTUHOIO
3arajbHOI MpOOJIEMU MiATOTOBKM BUCOKOKBaTi(piKOBaHUX (haxiBLIB JJII MOPCHKOTO
dnoty Ykpainu.

BuBueHHsT mnpenMery O0a3yeThCs Ha MPUHIUINAX MDKIPEAMETHHX 3B‘S3KiB,
B3a€EMOITOB I3aHMX BHUIIB MOBHOI JisJIBHOCTI, TEOpii IMOETAITHOTO KOHTEKCTHOTO
HaBYaHHA. Y TMporpami IepeadauyeHo HaBYaHHS BiIMOBIIHUM aJIfOPUTMaM Y
CUTYallisIX, IMITYIOUUX MPOGECIHHO-TPY0B1 BITHOIICHHS.

Kypc «/linoBa anrmificbka MOBa» Ha JaHOMY eTami MiJTOTOBKH (paxiBIliB
TOPTiBEIBHOTO (DJIOTY € TMEBHOI MIPOI0 Yy3arajbHIOIOYOK Ta CHUCTEMAaTHU3YIOUOIO,
TOMY Y BIAMOBITHOCTI 3 JIIOYMMHU TIOJIOKEHHSIMH MDKHAPOJHUX KOHBEHIIIM, M0
pPErJIaMeHTYIOTh CTYMiHb BOJIOJIHHA TMpalliBHUKAMHU aHTJIIHCHKOIO MOBOKO Y
npodeciiHOMY CHUIKYBaHHI, TEPBUHHE 3HAYEHHS TMPUIUISETHCA Y3araJbHEHHIO
BUBUEGHOTO B TIPOIECI HaBYaHHS aHTJIACBKOI MOBHM Ha TIONMEpPEIHIX eTamax
IIITOTOBKH, 4 TAKOK aKTHBI3aIlll 3HAHb 31 CHEIIAJIbHUX JUCIIHUILIIH.

['onoBHa MeTa HaBYaHHS AaHIJIIACBKOI MOBHM — 3a0€3MEUUTH TPAKTUUHE
BOJIOZ[IHHS MOBOIO BUIYCKHHKAMH MOPCBHKOTO HaB4alibHOTO 3akiany. IloctaBiena
MeTa repeadadae BUPIICHHS! KOHKPETHUX 3aBaHb.

3aBOaHHA KypCy.

® MeTOAMYHi: pPO3BMBATH TBOpPYE MHCICHHS TPU BHUKOHAHHI MPAKTUYHUX
3aBlIaHb y CHEIIATbHUX HABUYAIBHUX CHUTYaIllsIX, SIKI BUMaraloTh mpodeciitHoi
KOMITEeTeHIIii (paxiBI[iB MOPCHKOTO (IIOTY.

* mi3HaBaJbHIi: CPOPMYBATH Y CTYJCHTIB MOYATKOBY TEOPETHUHY 0a3y, 3arajibHi
ySBIEHHS MPO crienudiKy CHUIKyBaHHS Ha CYJIHI Ta Yy MOPCHKOMY CEpEeAOBHIII, SKi
3a0e3nedarh HEOOXiHY KOMYHIKaTHBHY CIPOMOXHICTh y chepax CHUTYyaTUBHOTO 1
npodeciitHoro CrinKyBaHHS B yCHIM Ta MICHMOBIiH (popMax 3 iIHO3EMHUMH KOJIETAMHU.

® MpPaKTH4YHIi: cHOPMYBATH OCHOBH BMiHb CIIKYBAaHHS B COIIaTbHO-TIOOYTOBHUX
Ta TpodeciiHO-OPIEHTOBAHUX CHUTYAIliSIX; PO3BMBATH BMIHHS CHpPUAMATH Ha CIIyX
ayJio 3amucHy Ta BIMOBITHO pearyBaTH Ha MPOCIyxaHy iH(opMmallioo; cgopMyBaTu
HAaBUYKM YWTAHHS 1HCTPYKLIM Ta TEKCTIB mnpodeciiiHOro crnpsMyBaHHS Ha
AHTJIICHKIA MOBI; BUPOOMTH HABUKM BUKOPUCTAHHS OPUTIHAIBHOI TEXHIYHOI
JiTepaTypy; PO3BUBATH BMIHHS MHUCATH OCOOMCTI Ta JIUJIOBI JIMCTH; 3aCTOCYBaTH

3100yTi 3HaHHS MIPU MIPOXOIKEHH1 CIIBOECIIM B KOMIIAHISIX Ta MPU CKJIAIaHH1 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 As you begin, mention the person by name.

e Identify your association with the person, whether it be personal, professional,
etc.

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 Identify the 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 |dentify 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.

e 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 TIPEACTABHUKHM PI3HUX HAPOJIB, 3YyCTPIYAIOYHCh, PI3SHUMHU

criocobamMu BiTalOTh OJIMH OJHOTO (OakaroTh J00pa, macTs i 370poB’s). 2. BitanHs
— HAWMOMMPEHIHWI 3BUYail y MIJIOBOMY CHUIKYBaHHI 1 BUMara€ TaKTOBHOCTI. 3.
Koxunomy Haposy, KOXKHIN cOIianpHIN TPyIIi BIacTHBa BjacHa MaHepa MpUBiTaHHS. 4.
Tak, MOHrOIM Ta 1HIOKHTAKNII BUSBOM BBIWJIMBOCTI BBa)KAIOTh MOTHPAHHS HOCA, a Y
Hogi#i 3enanaii BiTaroTh OJAMH OJHOIO, JOTHKAKOYKMCh Hocamu. 5. Cepenm HapomiB
Hirepii BussBOM moBaru € JOTHK J0OOM JI0 TIJJIOTH, a OCh JKHUTell THOeTy, BITal0UHCh,
3HIMAIOTh TOJIOBHHI yOip MpaBOIO PYKOIO, JIBY 3aKiaja- IOTh 32 BYXO 1 MPU IBOMY
BHUCOBYIOTH si3uka. 6. B SImoHii 3aCTOCOBYIOTHCS TpU BUAM MOKJIOHIB: HAMHIKINNA —
calikelipelt, cepennii — mig kyrom 30° 1 jerkuit — min kyrom 15°. 7. Ha Cxomi
XapaKTepHOI0 O3HAKOIO TPUBITAHHS € HAaXWJ KOPIyca 3 OJHOYACHUM BHUKHIAHHSIM
pyk. 8. Y kpainax, ae 30epircsi MOHapX14YHUN YU HamiBPEOoJalIbHUI PEXUM, ICHYIOTh
MIPUBITAHHS Y BUTJISI1 KOJIIHOCXUJICHHS: TOBHOTO (Ha 000X KOJ1HAX) 1 HEMOBHOTO (Ha
omgHomy). 9. B €Bpomi 3a3BUyail BITalOTh OJMH OJIHOTO, TPOXHU MIAIMMar4u JIIBOIO



pYKOIO Kamemntoxa 1 poOssuu Jierkuid ykiiH ronoBoro. 10. IlopylieHHsIM eTHKeTy €
IIYMHI, HECTPUMaH1 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 a handful with youto 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 a compliment 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 Hai yac BI3UTHA KapTKa BPY4a€TbCs JIOUHI, 3 IKOIO XOUYTh TO3HAHOMUTHCS
Oommpkue abo 30MparOThCA MPOJAOBKHUTH AUIOBI BigHOCWMHU. 2. Iligmpuemieni

PEKOMEHYEThCS 3aBXKJIM MaTH IpHU coOl HE MEHILE JIECSITH BI3UTHUX KapTok. 3. Ha
cmanoapmuill 6i3umHiti Kapmyi NPOMUCHUM HIPU(TOM JAPYKY€eTbCA NPI3BUIIE, 1M S, 1O~
0aTbKOBI; MaMMHU JiTepaMH — Tocaja, ajapeca ¢ipmu 1 Tenedon, iHoal ¢akc. 4. Ha
JIeSKUX BI3UTKAX BKA3y€ThCs TUIBKH ajpeca 1 TenedoH GpipMu — 1€ TaK 3BaHI Kapmiu
@ipmu. 5. Ilpu 3HallOMCTBI NEpIIUM BpyYae BI3UTHY KapTKy TOH, uuil panr abo mocanaa
HIOK4l. 6. Skimo maptHepu 3aliMaioTh MPUOJMU3HO OAHAKOBI MOCAAM, TO MEPIIMM
BI3UTKY Ma€ BPYYUTH MOJIOAIINHN 3a BIKOM. /. SIKIIIO 1 MOcaja, 1 Bik OJJHAKOBI1, TO HE Ma€
3HAUEHHS, XTO NEPIIMM BPYYHUTh BI3UTHY KapTky. 8. Ilim wac aumoBoi 3ycTpiui 3
1HO3€MHMMH MapTHEpaMH y Bailii (GipMi NepIIMMU MOBUHHI BPYUUTH BI3UTHY KapTKY
Bu. 9. Konu Bu nepeOyBaeTe 3a KOPAOHOM, TO NMEPUIMMHU Bi3UTHI KAPTKU BPYUAIOTh Balli
naptaepu. 10. ITig yac meperoBopiB BI3UTHI KapTKH PEKOMEHIYETHCS PO3TAIIOBYBATH
Ha CTOJI1 y TOMY HOPSIKY, Y AIKOMY CUIATh mapTHepu. 11. Bi3uTHi kapTku HalyacTie
Bpy4aroTh ocobucro. 12. [Ipu npoMy He NPUMHATO BUCIIOBIIOBATH MOASIKY a0bo sKi-
HeOy b 1HII1 MouyTTs. 13. Bi3UTHI KapTKu MOXKHA 3aluIIaTd B OyJAMHKY ajapecara Ha
MOMEHT Horo BiacyTHoOcTi. 14. SIKmo BM JOCTaBUIM KapTKy OCOOMCTO, TO MOXKETE
BIJIITHYTH MpaBuil BepXxHik KyT. 15.Taky KapTKy 3aIUIIalOTh y THX BUIAJKaX, KOJIH
yepes SAKICh MPUYMHUA Bac HE MOTJIM NMpUiHATUA. 16. 3aruH Ha KapTIli O3HAYaE, 110 BU
0COOHCTO 3IMIINIIN BI3UTHY KapTKY Ha 3HAK TJIMOOKOT TOBary.

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 guestions to the text and answer them.
3. Translate into English.
1. JlitoBa po3MoBa BHMAarae€ peTelbHOI TMIATOTOBKH, OCKUIBKM HaW4acTilie

NEPETOBOPH — €JMHA MOJKJIMBICTh TEPEKOHATH CIIBPO3MOBHHMKA CITIBIPAIIOBATH 3
BaMH. 2. Byap-fKoMy MiANMpUEMIIEBI HEOOXITHO a0Ope 3HATH MpaBWiIa BEJICHHS
TinoBo1 po3MoBH. 3. PO3MOBY mo4YMHAE TiCTh, ajie IUJIOBY YaCTUHY PO3MOBH IMOBHHEH
BECTH TOH, XTO TmpuiiMae rocteil. 4.ImimiaTuBa B Oecimi 3aJIeKUTh BiJ Bamioi
MUCBMOBHUH CTUL. 6. beciny npuitHATO BeCcTH 3a CHEIaIbHO MPU3HAYCHUM JIJIS IIbOTO
CTOJIOM, TIpY I[OMY TiCTh TIOBMHEH PO3TaIlIOBYBATHCS MpaBopyd Bix Bac. 7. Ilig gac
TTOBOT Oecimu He CIIiJ MiIBHUINYBATH TOJOC, APATyBAaTHUCS, MAJIUTH CHUTAPETH Y
MPUCYTHOCTI HEKYPIliB, HA3UBATH Ha 1M s JIIOAMHY, sika Oyja MIOWHO TMpejcTaBieHa
BaM. 8. He cimix 3HIMaTH mipkak, Ko iHII He poOsaTh mporo. 9. CrmpTHI Hamoi mija
gac autoBoi Oecimu He momaroThes. 10. Ha cTim MokHA MOCTaBUTH MiHEpabHY a00
(GPYKTOBY BOMY, MOKJIACTH CUTAPETH, & XBUJIUH 3a I ATh-JACCITh 3alPOMOHYBATH KaBY
g vaid. 11. Tlicis 3akiHuenHs Oecigm mpuitMaioduii 000B’SI3KOBO TOBWHEH MPOBECTH
TOCTEH 70 KOPUIIOPY.



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 “I’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 inan
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. VY HamnpyxXeHOMY XKUTTI JUTOBUX JIIOJIEH CIUIKYBaHHS MO TeledoHy €

HE3aMIHHOI MOXJIMBICTIO JIUIS IIIBUJIKOTO PO3B’si3aHHS MpooOsieM. 2.0O1HaK TepIn Hixk

TeraedOHyBaTH Y BaXKJIWBIN crpaBi, OCOOJHMBO 10 JIFOAMHH, CTATyC SAKOi BUINUH, a ii
pIIICHHS MaTHME BaXKJIMBE 3HAYEHHS, Tpeba CImovaTky no0pe oOMIpKYBAaTH MOKIHBHH
nepedir mMaibyTHboi po3moBu. 3. s 1mporo Tpeba ysaBUTH cOO1 JIOIUHY, 3 SKOIO
JIOBEJIETHCS PO3MOBIIATH, 1 PO3MOBY OyayBaTH, BpaxoByrouu ii ocobmuBocti. 4. Jlo
TOTO X Tpeba 3BakaTH Ha Te, 10 B He1 oOMaJlb Yyacy 1 He BOHA € iHIliaTopoM Oeciu.
5. becima Mae BigOyBaTHCS TIO€TAIHO: B3a€MHE TMPHUBITAHHS, YBEACHHS
CIIBPO3MOBHUKA B KypC CIpaBH, OOTOBOPEHHS TpoOIeMH, 3aKiO4HI cioBa. 6.
Buknamaroun mnpobnemy mo TenedoHy, CIi  JOTPUMYBATUCh MaKCHMaJbHOT
JTaKOHIYHOCTI (pa3, TOUHOCTI (HOpPMyINIOBaHb, OJHO3HAYHOCTI BHCIIOBIIOBAHb, YITKOCTI
auKIii. 7. YMoBHO TenedOHHY pO3MOBY MOKHA TIOJIUTUTH Ha o@iyiuny 1 npusammuy. 8.
Tenedonna po3moBa, SIK TpaBWIO, MOYHTAETbCS 3 TnpuBiTaHHA. 9. He cumin
3aMMUTYBATU: 3 KUM 5 TOBOpI0? YacTo B iep:KaBHUX YCTAHOBAX MOXHA MOYYTH MAOIOHHY
¢pasy — typOye Bac Takuii-to. 10. [[imoBa TenedoHHA po3MOBa B POOOTI YCTAHOBH YU
3aKIaay ax HiSK He MOKe TypOyBaTu, 00 BOHA JIJIs IOTO ¥ Mpu3HaYeHa. BaxxnuBum
€ BMIHHS CIyXaTu crmiBpo3MoBHHUKA. 12. BuxoBana monuna He Oyae mepeOuBatu
CIiBpO3MOBHHUKA M TTompaBiaTh. 13. 3a eTukeToM 3aBepirye Tene(oHHY PO3MOBY SIK Y
JJIOBOMY, TaK 1 IPUBAaTHOMY CHUIKYBaHHI, ii 1Hiiatop. 14. 3aBepiyroun TenedoHHY
pO3MOBY, O00OB’A3KOBO Tpeba mompomiatucs. 15. Bapto nmam’gratu, 1mo HaamipHa



BBIWIMBICTb, YJICCIHUBICTh HE MPUKPAIIAIOTH CIIIBPO3MOBHUKA, 11€, HABIAKHU, CBITYUTH
PO HOr0 HU3bKUI ETUYHUI 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 as a move 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 I 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
eloguently 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 guestions to the text and answer them.

3. Translate into English.

1.He3anexxHo BiJ 3MICTy, CTWJIb JIIJIOBOTO JIMCTa NMOBUHEH MAaTU JOOPO3UUIMBHIA,

NapTHEPChKUIL Xapakrep. 2. Y HbOMY HO€IHYIOTh NPUPOJHI €TUYHI HOPMHU JIOJCHKHX
BIIHOCUH Ta IHTEPECU CIIPaBH, HE MiAKPECIIOI0Th 3HAYYIIICTh BJIACHOT'O CIYX)OOBOTO
CTaHOBMILA. 3. VYCIO KOPECHOHJEHIII0 MOXHa NOIUIMTH Ha QopMaiabHy Ta
HedopmaiibHy. 4. @opMalbHI JUCTH — MIATOTOBJIEHI B/l IMEH1 MiANPUEMCTBA, HipMu
HIIM dipMi Ta MaroTh odimiiiHuil xapakrep. 5. HepopmanbHi nuctu — ckiafanoTbes
micig oimifHOro 3HaOMCTBa, MICHS BCTAHOBIEHHS MApTHEPCHKUX BIJHOCHH MIX
NpaliBHUKAMH OJIHOTO pIBHA (HaNpuKIaJ, MEHeKepoM 31 30yTy onHiei Qipmu
aHAJIIOTIYHOMY MEHeJKepy 1HIIOi (QipMu) 3 MPOMO3MIIE MPO OCOOMCTY 3YCTpid s
00rOBOPEHHS IJIOBUX MUTaHb, 0OMIHY 1H(pOpMAIIi€tO.

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-sika 3ycTpid, a TMM OUIblIE JUIOBA, BiIOYBA€ETHCSA 3 MEBHOIO METOHO. 2.
KpurepisiMu OLIIHKK pe3yJbTaTIiB B3a€MOJIII OKPIM JIOCATHEHHS OaXaHOi METH €
dakropu, 1O BigOOpa)xarwTh pPECypcHI BHUTPATH YYaCHHUKIB, 4Yac, CTYIIHb
HAIPY>KEHOCTI 1 XapakTep BiTHOCUH MK HUMHU. 3. 1100 e(heKTHBHO TPOBECTH NIJIOBY
3yCTpiy, 70 Hei HEOOXITHO CePHO3HO Mijl- TOTYBATUCH 1 MPOAYyMAaTH BCE IO APIOHUITS.
4. Tlpo AuUIOBY 3yCTpid MPUIAHATO IOMOBJISTHCS 3a3[ajleriab, MpU IOMY Yac MK
JIOMOBJICHICTIO 1 BJacHE 3yCTPIYYI0 3aJICKHUTh Bl KOHKPETHHUX OOCTaBUH Ta ii
nporpamMu. 5. Y Meax OJHOIO PerioHy HaWIOIUIBHIIIE JOMOBISATHUCA 3a 2—3 IHI.
6.3araHoBaHa 3a JIECSITOK JIHIB JIJTOBA 3yCTPIY yacTo OyBa€ MiArOTOBJICHA TipIIIe JTHIIE
yepe3 Mcuxonoriuni npuunHu. /. CnovyaTtky Haye € 4ac JjIs po3B’S3aHHS OpraHi3alliiHuX
NUTaHb Y HACTYIHI JIHI, a TIOTIM, 3 OIJIAAY Ha MOXJIMBI HemepeadadyeHi 00CTaBUHH, dacy
MOXE MPOCTO He 3amumuTHCch. 8. OCOOJMBOI peTeNbHOCTI MOTpeOye opraxizalis
3ycTpidi 3 iHO3eMisiMu. 9. Jlo Takoi 3ycTpidi moTpiOHO, Oe3mepedyHo, TOTYBATHUCS
3aBYACHO, MEePeI0AUYMBIIN BC1 €IEMEHTH IPOTpaMH iX iepeOyBaHHS: TOPSIIOK 3yCTPIyi;
MEepPCOHATbHUI CKIIAJ yYaCHUKIB; Y4YacTh MPEJCTABHHUKIB TpEecH; BpPy4YCHHS KBITIB;
BiTaJbHI MPOMOBH; PO3MIIICHHS y TOTEN1; AUJI0OBA YACTHHA; BIABIAYBAaHHSA KYJIbTYPHUX
00’€xTiB; moi3aku Kpainotw; Heodimiitai mpuiiomu; mpoBomu. 10. Ilpo opranizariito
JTOBOT 3yCTpidi MOXHA JIOMOBJISITUCS 32 JIOTIOMOTOI0 €JICKTPOHHOI MOIITH, 10 (akcy
4y, HalimpocTime,— no tenedony. 11. [lepen Tum, sk B3aTH B pyKu TenedoHHy TPyOKY,
MPOTIOHYETHCS HAKPECIUTH BCl BAXKIMBI OprafizaiiiHi MOMEHTH 3ycTpiui. 12.
OCKUTBKH, SIKITO IIOCHh 3a0yTH, BUXOAUTH IIOBTOPHO Ha 3B’ 30K Oy/1€ HE 30BCIM 3PYYHO.
13. IIpoTokonom mepeadadaroThCcsi TaKi OCHOBHI MOMEHTH JOMOBJIEHOCTI: TpeaMeT
JII0OBOT 3yCTpivi; MICIIE TPOBEAEHHS;, YACOBI MEXKI.

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 (I1AF)

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

o 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 guestions to the text and answer them.
3.Translate into English.

1. Tlepmmit KpoK 10 yCHiXy JIJI0BOT 3yCTpidui — Ii€ MPaBWILHUN BUOIp Yacy 1 JHS
THxkHA. 2. [Ipu 3ycTpivi Bid-Ha-Bid4 HEOOXigHO OpaTy 10 yBaru oOCTaBUHH J1JIOBOTO
KUTTS IapTHEpa 1 oro 6ioputmu. 3. [Ipu Bemukii KiIbKOCT1 yUaCHHUKIB 6akaHO OyTH B
KypCl CIIpaB yCixX 1 KOKHOTO 1 BpaXOBYBaTHU JILJIOB1 3BUYKH NapTHEPiB. 4. [106 3ycTpid

BiOyJlach Ha HaJEKHOMY piBHI, IICHUXOJIOTH IPOMOHYIOTh BpPaxOBYBaTH JACsKi
dakTopu. 5. He mianyBaTu 3ycTpiu O€3mocepeiHhO Tepe] 00iIoM: TOCTIX Ta JTyMKH
npo DKy Jumie 3aBaxatuMyTh. 6. IIpubamsHo 06 11 roamui opranizm Bxke HOTpedye
HiA3apsAKH, TOMY, SKIIO 3yCTpid Bxke mependaueHa, Oyae no0pe y mporieci meperoBopis
3alpOIIOHYBATH MapTHEpaM dYallKy KaBH, Ioch moictu. 7. lle mimbambopuTh 0OMABI
ctoponn. 8. He ciin mmanyBaTu 3ycTpiu i oapasy micis o0ifdy, il 6akaHO MPOBOIUTH
xoya O yepe3 TOAWHY, HAJaBIIM TMapTHEpPaAM MOXJIMBICTH 310paTHCS 3 JTyMKamH i
neperasHyTH iHpopMmarlito, mo Hamiinua. 9. Y moHexiiok nwoaaM moTpideH yac, mob
HaJamTyBaTucs Ha pobouuit putMm micas Buximaux. 10. Xowa, 3 iHmoOro O6oky, y
MOHE/IIKa € TmepeBara “‘CBLKOI TOJIOBM, 1 B IEM JeHb MOMKHA 3yCTpidaTucCs s
OOTOBOPEHHS BaXKJIMBUX IPOOJIeM, IUIAHYIOUM 3aKiHYMTH iX 10 KiHIM TkHAL. 11.Y
IUSASTHHUIIO JTIIOJW BXKE OYIKYIOTh BUXITHHUX, II€H JeHb — HE HaWKpamui s
JI0JTATKOBOTO HAmpyXyBaHHS IymMok. 12. OOroBoproiiTe TpuBamicTh 3yctpiui. 13.
Moske cTtathcsl Tak, IO Ball HEMONEPEDKEHWUH IMapTHEp 4Yepe3 MIBrOJAWHH ITiCIIs
MOYaTKy 3YCTpiul BUOAUUTHCA 1, TTOCIABIIMCh Ha HEOOX1AHICTh BUKOHAHHS CBOIX HE
MEHIII BKJIMBUX CIPAB, 3AMUIIUTH Bac. 14. OOyMOBII€HOT0 Yacy IpOBEACHHS 3yCTpIvl
MPUUHATO NOTPUMYBATUCh 000B’A3KOBO. 15. V Bumajiky, SIKIIO y Balloro mnaprHepa
BUSIBUTBHCS IIUTLHUM Tpadik poOOTH, OpraHi3yiTe MPOBEICHHS AUIOBOI 3yCTpIdl TAKUM



YUHOM, 1100 OyB Yac He JHIIE JJIsl BUKJIAJEHHS Ballloi MO3MIIii, a ¥ i1 MOXIMBHUX
BIIMOBIIEH Ha 3aIUTaHHA 1 HEOOXIJHUX MOSCHEHb, HE MOTJIANAI0YM Ha TOAWHHHUK. 16.
JIoMOBMBIIMCh PO Yac TNPOBEAEHHS 3ycTpiul, Oyabre TO4YHMM. 17. 3ami3HEHHs
BBa)XAEThCSA 3HEBArOl JO MpUiMalouoi OcoOM 1 MOXKE MO3HAYUTUCh HA XOJl
neperoopiB. 18. Y Bumaaky npuUIyCTUMOI 3aTpUMKH HaMmaraitechb 3HAUTH
MOJXKJIMBICTb, HEXall HaBITh 3a KOPOTKMH 4Yac, MONEpPEeIUTH MapTHepa 1 BiAMOBIIHO
BuOauntuch. 19. Ilpuitmarounii Mae MopajbHE NPaBO, MOUYEKABIIM TOCTS HAJIEKHY
YBEpTh TOJUHU, 3aWHATUCA CBOIMH CIIPaBaMHU, [EPEAOPYUYMBILM IIEPErOBOPU CBOIM
3acTynmHUKaM, a00 B3araji B LIed IeHb BIIMOBUTHUCH B1J] 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.

[IpoBinHOO aHKOK (PIHAHCOBOI CHUCTEMH AEp>KaBU € (PIHAHCHU MIAMPUEMCTB yCiX
¢bopM BIACHOCTI, SIK1 Yepe3 CUCTEMY IMOJaTKIB MePEPaxoBYIOTHCS 10 OFOJKETIB yCiX
piBHiB. 2. [Ipu BuUBYeHHI (iHAHCIB MIAMTPUEMCTB HEOOXITHO BPaxoBYBaTH pPi3HI HopMu
BJIACHOCTI: JIepKaBHY, akI[lOHEpHy, OpeHJHy 1 mpuBaTHy. 3. DiHaHCOBI pecypcH
MiAIPUEMCTBA — II€ HOTro IpoIIoBi 3ac00H, 110 epedyBaroTh Y HOTO MOCTIHHOMY a00
JaCTKOBOMY BOJIOAIHHI JiJIsl 3a0€3MeueHHs] YMOB Oe3repeOiiHOl MIsIIBHOCTI, a TaKOXK
JOCTaTHIX JTOXOJIB 1 HaKomu4eHb. 4. J[>xeperaom ¢GhiHaHCOBUX PEeCYPCIB € CTBOPIOBAHUH
HiAMPUEMCTBAMH YUCTUH MPOAYKT Y TpomioBOMYy BupaxeH HI. 5. diHaHcoBa
CaMOCTIWHICTh ~ MIANPUEMCTB  TMOTpeOye  akTUBHOI  (HIHAHCOBO-TOCTOIAPCHKOT
TISTTBHOCTI, siKa 3a0e3medyBasia O MOXIMBICTH HE JIMIIE IMOKPHBATH BHPOOHHYI
BUTpPATH, a i CTBOPIOBATU MMPUOYTOK.

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
services directed 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 a commercial 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. Sk Oyap-sike MANMPUEMCTBO, OAHK € CAMOCTIHHO TOCIOAAPIOIOYNM CYO’ EKTOM,

Mae IpaBa I0PUANIHOT 0COOU, BUPOOIISIE Ta peai3ye MpoayKT, BUKOHYE TTOCIYTH, i€ Ha
MPUHIMIAX TOCTIPO3paxyHKy. 2. BiH Bupinlye mutaHHA, OB’ sA3aH1 13 3aJ0BOJICHHAM
CYCIIUTBHUX TMOTpPed y CBOEMY MPOAYKTI Ta MOCAyrax 1 peami3ali€l0 Ha OCHOBI
OTPUMAHOTO MPUOYTKY COIIATbHUX Ta E€KOHOMIYHUX IHTEPECIB $IK WICHIB HOro
KOJICKTHBY, TaK 1 1HTEpPECiB BIIaCHUKA MaiiHa OaHKy. 3. baHK Moe 3MiHCHIOBATH OYIb-
SK1 BUJIM TOCIOJAPCHKOI AISUIBHOCTI, SIKIIO BOHM HE CylepedaTh 3aKOHaM KpaiHu Ta
BUILUIUBAIOTH 13 cTaTyry OaHky. 4. baHku “KynylooTs’ pecypcH, “IpojaroTsb’,
(GYHKIIOHYIOTH Y cepl mepepo3noaiay, COpusoTh 00MiHy ToBapaMH. 5. baHk — 11 1



KpEIUTOp, 1 NO3UYANIbHUK, 1 TOCEPETHUK MK IOPUAUYHUMH 1 (HI3UYHUMHU 0co0aMH, 1
MOCEPETHUK Y TPOIIOBUX PO3paXyHKaX, y UX SKOCTSIX BIH PO3KPUBAE 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 guestions to the text and answer them.
3.Translate into English.

1. TleperoBopu TMOBHHHI TNPUBECTH JI0 TaKOi yroaw, sika O MaKCUMAaJIbHO
3aJI0BOJIbHSINIA 1HTEpECH KOXKHOI CTOPOHHM, CIPABEIJIMBO PETyJioBajia CyNepedyHOCT,
Oyra TOBrocTpOKOBOIO 1 Opana /10 yBara iHTepecH cycniascTBa. 2. [leperoBopu MaroTh
OyTu edeKTHBHI, 0€3 BTpAT, IKUMH, SIK IPABHUIIO, CYITPOBOIKYIOTHCS YTO/IH, OB’ A3aH1 13
MIParHeHHSM HE MOCTYMATHUCS CBOIMH MO3uMisMH. 3. CTOCYHKH Mi CTOPOHAMH TTOBHHHI
MOKPAIIUTHCS 9H, I[OHAMEHIIe, He 3imcyBaTucs. 4. ABTOpaMH MPUHIIUTIOBOTO MiAXOMY
710 TIPOBEICHHSI TIEPETOBOPIB € AMEPUKAHCHKI CIeIianicTh ["apBapIChKOi IKOK TIpaBa
P. ®imep 1 V. FOpi, axi Bukmanu iioro B cBoiil kau3i “Insax mo 3roaum i meperosopu 6e3
nopasku”. 5. IliAroroBka a0 MEperoBopiB BKJIIOYAE JBa OCHOBHI HAmpsiMU POOOTH:
BUpIIICHHS OpraHi3alifHUX MHUTaHb 1 BIANPALIOBAHHS OCHOBHOTO MpPOIECY
MIepEroBopiB.

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. [Ipe3enTaris — 1€ KOMYHIKATUBHUM MTpoIeC, TOOTO TiepeaaBaHHS

iHbOopMarlii meBHIN ayauTOopii 3 TEBHOI METO0 1y meBHil Gopmi. 2. [Ipesenraris —



BUMPOOYBaHUH 3aci0 MPUBEPHYTH yBary, MeTa Mpe3eHTallii — MepeKOHaTH YU HABUYUTHU
aynutopio. 3. ['0JIOBHE MpaBWIO TMpe3eHTallli — JOBECTU CiyXadeBi, IO 3a
JIOTIOMOTOI0 MpeIMETa MPE3CHTAIlli BIH MOKE MOJINIIUTH CBOE KUTTA. 4. MuUCTENTBO
Mpe3eHTallli BBaXalOTh OJHIEI0 3 TOJIOBHUX HABMYOK, HEOOXIIHUX KEPIBHUKOBI. O.
HanzeuuaiiHo Ba)KJIMBO BMITH OOTpYHTYBATH, 110 Baia ies rigHa miarpuMku abo 1o
Bam nmporpaMuuii mpoaykT BapTo KymnyBaTd. 6. [liBHIEHHS YCHIIIHOCTI Mpe3eHTalll,
SKIIO BOHM TPOBEAEHI 3 BUKOPHCTAHHAM CyYaCHUX [EMOHCTpAlIMHUX 3ac00iB, He
TUIBKA MIATBEP/KEHO AOCHIIPKEHHSIMHU, a ¥ oOliHeHo KulbKicHO. 7. llepmmii 13
pe3ynbTaTiB orpuMaHo 'y Minecorcbkomy yHiBepcuteTi CIIA. 8. JocminHuku
CTBEPIKYIOTh:  AKIm0 Bu  mpoBoaure  mpe3eHTalit0 3  BUKOPUCTAaHHSAM
JEMOHCTpalIHUX 3ac001B, TO MIMOBIPHICTh MEPEKOHATH ayAUTOPit0 3pocTae Ha 43 %.
9. Maiixe B miBTOpa pasu! Ilpu npoMy, SIKIIO METOIO MPE3EHTAIlli € IPOJIaXK TOBAPY UK
MOCJIYTH, TO KIIEHT, TOKYTElb Y4 MOTEHIIHHUN MOKyNelb 0y/ie TOTOBUMA 3a11aTUTU Ha 26
% OinpIIe rpoIIeit 3a Toi xe caMUii IPOYKT YU 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 commaodity, 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. ImmopT — BBe3€HHS TOBapiB, Mmociayr (iHOII MOXKE BXXHBATHUCS CTOCOBHO
Karranay, 3HaHb, TEXHOJIOT1#). 2. ToBapy 1 MOCIyTH, 110 OJHA KpaiHa MPOo/Ia€ 1HIIIH IS
BHYTPIIIHBOTO BHUKOPUCTaHHA, 0OpoOku um mepernponaxy (I'oHKOHT, Hampukiaj,
CEPHO3HO 3aJICKHUTh BiJl IMIIOPTY ISl CBOET €KCIOPTHOL AsITBHOCTI). 3. IMmopT Moxke
OyTH BUIIUMUM (TOBapH) 1 HEBUAUMUM (TIOCITyTH). 4. BUNIISAIOTH TAaKOXK peiMIOpT. 5.
IMmopT TO- BapiB — 1€ KymiBis (y TOMY YMCIi 3 OIUIATOIO HE Y TPOIIOBii Gopmi) B
1HO3E€MHUX Cy0’ EKTIB TOCIIOAAPCHKOT NISIIBHOCTI TOBAPiB 3 BBE3EHHSIM 200 06€3 BBE3CHHS
IIUX TOBApiB HA TEPUTOPIIO YKpaiHH, BKIIOYAIOUN KYITIBIIO TOBAPIB JJIs OCOOUCTOTO
CIIO’KMBAaHHS YCTAaHOBAMU Ta OpraHi3allisiMu YK- paiHu, po3TallOBaHUMHU 3a il MeKaMH.
6. ExcriopT — BUBI3 13 MUTHOI TepHUTOPil KpaiHU 3a KOPJIOH TOBapiB i1 MOCIyr 0e3
3000B’s13aHHS 1X 3BOPOTHOTO TMOBEpHEHHA. 7. DakT ekcmopTy (iKCYeThCS B MOMEHT
MepeTHHY TOBAapOM MHTHOTO KOPAOHY, HajaHHsS mocayr Ta iH. 8. [lo excmoprty
HaJeXaTh: TOBApH, BUPOOJICHI, BUPOIIEHI YU A00YTI y KpaiHi; TOBapH, paHillle BBE3EHI
3-3a KOPAOHY, 110 Oynu mepepoOieHi 1 mepepoOka SAKuX 3A1MCHIOBAIACH 1T MUTHUM
KOHTpoJieM. 9. BaprTicTe eKkcmopTy pa3oM 13 BapTicTIO IMIOPTY (dopmye
30BHIIIHbOTOPTIBEAbHUN 000poT. 10. Excmopr — mnpogax ToBapiB 1HO3EMHHUM



cy0’€eKTaM rocnoJapchbKoi JISJIBHOCTI Ta BUBE3EHHS TOBApiB 4epe3 MUTHUU KOPAOH
VKpaiHy, BKIIOYAOUM pPEEKCHOPT TOBapiB, KpIM TMEpeAaBaHHA MailHa Ccy0’ eKTOM
30BHIIIHBOEKOHOMIYHOI JISUIBHOCTI 1HO3€EMHOMY CYO’€KTY TOCHOJAPChKOi JISIIBHOCTI
32 KOpJIOHOM $IK HATYpaJbHOI YAaCTKM ydacTi Yy (JOpMyBaHHI CTaTyTHOTO KamiTaldy MpU
CIIIbHIN rocnofapchbkiil aisuibHOCTL. 11. Ilpu nbomMy TepMiH peekcnopTy (peeKkcmopt
TOBapiB) 03HAUAE MPOAAXK 1HO3EMHUM Cy0’€KTaM 30BHINIHbOCKOHOMIYHOI MISUIBHOCTI Ta
BHBE3EHHS 32 MEX1 Y KpaiHu TOBapiB, paHille IMIOPTOBAHUX HA TEPUTOPI0 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 ‘“‘quantum meruit®.

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

3.Translate into English.

1. ¥V mpaktuui MiKHApOJHOT TOPTIBII LIMPOKO BHUKOPUCTOBYIOTHCA pI3HI THIIOBI
dopMu KOHTpakTiB. 2. BoHM cTamum po3poOiATHCS BEIUKHUMH EKCIOpTEpaMH W
immoptepamu me B kiHII XIX cr. 3. CknaganHs Oylib- SIKOTO KOHTPAKTy, y T. 4.
KOHTPAKTy KYMIBIi-IpOAaXy — JyKe KJIOIiTKa po0OoTa, SKa BHMarae BEJIHUKHX
BUTpAT, 3ycwib 1 vacy. 4. Tomy AUIOB1 JI0AM 37aBHA MParHylu SKOCh YHI(IKYyBaTH,
CTaHJIApTH3YBaTH, 3pOOUTH iX TUIIOBUMHU. 5. 3a ACIKUMH ITiIpaxXyHKaMH, Ha CBITOBOMY
PUHKY CbOTO/IHI BUKOPUCTOBYEThCS Outbie 10 MiTH. TUIIOBUX KOHTPAKTIB. 6. TunoBuit
KOHTPAKT — I1¢ PO3pPOOJICHHI y BIATOBIAHOCTI O BCTAHOBJIEHUX MPaBUJI TOKYMEHT,
SKUWA MICTUTH PN YHIQIKOBAHUX YMOB, MPUUHATUX y TPAKTHUI MiXKHAPOAHOI TOPTIBII,
TOOTO HIOM Hamepe]] Y3rOIKeHUX, TUIOBUX YMOB. [[pyry 4acTUHY THIIOBOTO KOHTPAaKTy
CKJIQJal0Th CTATTi, YMOBU SKUX BUMAararoThb y3rojukeHHs. 8. Lle crarri, siki MICTATbH
YMOBH MPO MpPeaMeT KOHTPAKTY, I[IHy TOBAapy, HOro SKICTh, TEPMIH MMOCTABOK, YMOBH
miaTexy Ta iH. 9. TUIIOB1 KOHTPAKTH HA CBITOBOMY PUHKY MOXKYTh BUKOPHUCTOBYBATHCS
B pizHux (popmax. 10. Sk npaBuo, BOHU CKIAIAOThCSA Ha OJaHKaX, BUTOTOBJICHUX Y
npykapsi. 11. HaitnommpeHimow (GpopMor € Takuii TUIIOBHM KOHTPAKT, B SKOMY
BUKJIAIAIOTHCS 1 (OPMYITIOIOTHCS HAJIGKHUM YMHOM CTAaTTi, IO MICTATH 3arajibHi
YMOBH KyHiBII-Ipofaxy. 12. A B TUX CTaTTAX, YMOBH SKUX BUMAraroTh y3TO/KCHHS,
3anumaeThest micte s yrouHeHHs. 13. Ilicis y3romkeHHS B KOHTPAKT BHOCATHCS
IHIMBIAYadbHI YMOBHM YTOJW, 1 BiH TOTOBMH 10 miamucaHHsA. 14. IHkomm y BCix
MyHKTaX 3ajJUIIaeTbes Micie it yrouHeHHs. 15. TumoBi (opmMu KOHTpakTiB
PO3POOIISIIOTECS B OCHOBHOMY BEIIMKUMHU E€KCIOPTEpPaMH MEBHOTO BHIY MPOAYKII,
00’€THAaHHSAMH TIPOMHCIIOBIIIB 1 TIAIMPHUEMIIB, acOIIaIlisIMH, COK3aMH, TOPTOBO-
MPOMHUCIOBUMH MalaTaMy, O1pKOBUMHU 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
India and 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. bizuec (cmpama, aiJI0) — MiANPUEMHUIIBKA, KOMEpIIHHA 49U Oyab- sKa IHIIA

TISTIBHICTD, 10 HE CYNEpPedYUTh 3aKOHY 1 CIIpPSIMOBaHA Ha OTPUMAHHS MPHOYTKY. 2.
Komna 3 Tprox (opM opranizamii O6i3Hecy He € yHiBepcanbHO. 3. OmgHOOCIOHMIT
Oi3Hec Mae Taky rmepeBary, sk mnpoctota. 4. IlaptHepcTBO cnpuse 00’ €THAHHIO
KamiTajxiB 1 TajdaHTIB JeKUIbKoX ocib. 5. Kopmoparii mpornoHyooTs 0O0MexeHy
BIJIMOBIJATBHICT 1 HEOOMEXKEHY AISUTBHICTh CaMOi OpraHizallii OTpUMaHHS PUOYTKY.
6. LlenTpasbHa mocTaTh OyIb-IKOTO Oi3HECY — MEHEMKEpH, SIKi (POPMYIOTh
OpraHizamiiHy CTpYKTypy Oi3Hecy, KOHTPOJIIOIOTh B3a€EMOJIII0 BCIX pecypciB TOIIO. 7.
[Ticas mporosomeHHs AepKaBHOT HE3aJIeKHOCTI B YKpaiHi 0i3HEC PO3BUBAETHCS HA
OCHOB1 pi3HUX (opM BIACHOCTI, MO (HOPMYIOTHCS BIAMOBIAHO O YHHHOTO
3aKOHOJIaBCTBA.

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 in any 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 questions to the text and answer them.
3. Translate into English.

1. Odic (anrn. office, Bix mar. officium — o06oB’s30K, ciy)0a) — B aHTJIOMOBHHX
KpaiHaX — YyCTaHOBA, KOHTOpPA, KaHIEJspis, TMPENCTaBHUIITBO KOMIMaHii, Ciyxo0a,
cnyx0oBe mpuminieHHs. 2. Pobode wmiciie Mae COpUSATH TPAI[iBHUKOBI Yy BHUKOHAHHI
po6oTH. 3. BcTaHOBICHHS Ta BUKOPUCTAHHS JTOJATKOBHUX €JIEKTPOHHUX MPUCTPOIB —
KOMIT'toTepa, TenedoHy, Tenme- (akcy — Mae TOJNETIIyBaTH, a HE YCKIAJIHIOBATH
moaeHHy mpamoo. 4. Jlng 3a0e3nmedeHHs MaKCUMalIbHOI MPOMYKTHBHOCTI Ta
edeKkTHBHOCTI Tmparmi oQicHI TPUMINICHHS TOBWHHI MAaTH BIAMOBIIHY TPOCTOPOBY
KoH(irypaiiito Ta BinoBiaHe ymeOntoBanHsA. 5. Tenep icHye kuieHbkoBUi odic. 3a
PO3MIpOM BiH He OLIbIIEe MOOUIBHOIO Tele(hOoHyY, ajie BiH CIPaBXKHIM IraHT 3a CBOIMHU
MOXJIUBOCTSIMHU. /. BiH noeanye B co01 TenedoH, dakc, eIeKTPOHHY 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. CyyacHa kaapoBa mnoisiThka nignpueMmctBa (dipMu, kopmnopauii) mae OyTu
cOpsiMOBaHa Ha PUHKOBI YMOBHM rocnojaproBanHs. 2. ['ojoBHa ii meTa mojsirae B
3a0€3Me4YeHH] HUHI 1 B MalOyTHbOMY KOXHOTO po0O0OYOro Micus, KOXHOI MOcaau
MepcoHaIOM BIJMOBIIHUX Mpodeciit Ta creniaaibHOCTeH 1 HajIexHO1 KBamidikaiii. 3.
JIOCSITHEHHs KIHIEBOi METH KaJIpOBOi MONITHKH CY0’ €KTOM TOCHOAAPIOBAHHSI Mae
nepen0ayaTd BUKOHAHHS TaKMX OCHOBHHMX (YHKIIH: po3poOka 1 KOpUTYBaHHs CTpaterii
(GopMyBaHHS Ta BUKOPUCTAHHS TPYJIOBOIO MOTEHIIIAY BIAMOBIAHO A0 3MIH B yMOBax
rocrnojaploBaHHs; Hadlp 1 (popMyBaHHS HEOOXIJHUX KaTeropiii mepcoHa- ny (BinOip,
npodeciitHa opieHTallis, HaWMaHHS, aJanTailis); MAr0TOBKa NepCoHaNy 10 BIAMOBIAHOT
npodeciiiHoi JisnbHOCTI (BUPOOHMYO-TEXHIYHE YYHIBCTBO, 3arajbHa mpodeciiiHa
HiATOTOBKA, MiJIBUILIEHHS KBaJi(i- Kallii, IpOCyBaHHS Ha CIIyxO01); OI[IHKA TIEpCOHATY
(KOHTPOJIb BIJIMOBIAHOCTI MEPCOHANY KOHKPETHHM MOTpedaM BUPOOHMUTBA UM 1HIIOL
cthepu AISTBHOCTI, aHAITI3 ITIOBUX SIKOCTEN MPalliBHUKIB, BUCYHEHHS Ha MIEBHY M0OCany,
city’)k00Be TEepeMillleHHs); MOTHUBAIlisl JOTPUMAHHS HAJEKHOTO PEXKUMY TPYAOBOL
JISUTHHOCTI Ta BUCOKOT MPOAYKTUBHOCTI Mpalll; MOCTIA- HUA MOHITOPUHT O€3MeKH Tparli
(BUPOOHMYO-TOCTIONAPCHKOI  JISITBHOCTI); 3a0€3MedeHHs] COI[aIbHOT  3aXHIIEHOCTI
nepcoHany mignpueMmctna (dip- MU, Koproparii); peanizaiis NOCTIHHMX KOHTaKTIiB
MDK KEpIBHUITBOM (KEpIBHUKaMHM BCIX PIBHIB) 1 TMpEJACTaBHUKAMH TPYAOBHX
KojekTuBIB (mpodcninkamu). 4. 1i Ta meski iHII GyHKINT peami3yroThCsl clyx0amu
nepcoHany (BiAAUTAMU KaApiB) y TICHIM cHiBIpalll SK 3 TEHEPATbHOI TUPEKIIIEI0
(HampuKiIaA, NUTaHHS 3arajbHOi cTpaTerii abo BHUCYBaHHS Ha IOCaau), Tak 1 3
BIJIMOBIIHUMHU CTPYKTYPHUMHU MiAPO3AUIAMHU MIAIPUEMCTBA, sKi OepyTh ydacTh y
po3po0i11i Ta peanizaiii KaapoBoi MOJITHKH.

Pe3ynbpraTuBHICTE (€(EKTHUBHICTH) TOCIOAAPIOBAHHS HA MIANPHEMCTBI BEIIMKOIO
(SKIIO HE BUPIMIAIBHOIO) MIPOIO 3QJICKUTH BiJl SKOCTI YMHHOI CUCTEMH YIPABIIIHHS

IIEPCOHATIOM.
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 guestions to the text and answer them.
3. Translate into English.

1. biznec (anri. business — cmpasa, ai10) — MAIPUEMHHUIIbKA, KOMEPIliHA YU
OyIb-siKa 1HIIA AISUIBHICTD, KA HE CYNEPEUUTh 3aKOHY 1 CIIPsIMOBaHA Ha OTPUMAHHS
npuOyTKy. 2. Y CIIA 613Hec po3BUBa€eThCA HA OCHOBI 1HAMBIYalbHOI, TAPTHEPCHKOT Ta
KopropatuBHOi (hopM BiacHOCTi. 3. Ha iHIuBiAyanbHIM BIaCHOCTI 3aCHOBaHUM O13HEC, B
SIKOMY BJIACHUKOM 1 MIINPHEMIIEM € OJIHa 0co0a, 10 OTPUMYE BCl JOXOIM 1 Hece
BIZTIOBIABHICTH 3a BeaeHus cipasu. 4. Y CIIA takux BiaacHukiB monasn 15 muH. (75
% Bix 3aradbHOi KUIBKOCTI MIANPUEMCTB), aj€ BOHU OTPUMYIOTH jumie 10 9 %
IPOIIOBUX HAAXOJKeHb. 5. Jlmsg mamoro Oi3Hecy XapaKTepHI He3aleKHUNH MEHEIHKMEHT,
BJIACHUM KariTaj, JIOKAIbHUN palioH omeparliii, HeBeauki po3Mipu. 6. Bin Bimgirpae
3Ha4YHY POJib y 3abe3rneueHHi 3aitHsATocTi (B CIIIA maiixke TpeTrmHa poOOYHX MICIh
npunagae Ha ¢ipmu, ne npairoe menme 100 oci6), meBHOWO Miporo 3abesneuye
HACUYCHHS PUHKY CIOXMBUYMMH TOBapaMH Ta TMOCIYraMH, CHpPUSE MOCTA0ICHHIO
MOHOTIOJI3MY, PO3BUTKOBI KOHKYPEHIIil, CTPYKTYpHI! mepeOymoBi €KOHOMIKH, € 3aC000M
JTOCATHEHHSI OCOOMCTOTO yCIixy. /. Manuit 6i3HeC — Ba)KJIMBE JKEPEso iHHOBaIli. 8.
Jlo BWHaxXofiB, 3pOOJICHUX HUM, HaJeXaTh JITAKW, TENIKONTEpPH, IEPCOHAIbHI
KOMIT'I0TepH, aepo3onb Ttomo. 9. Ha ocHoBi maptHepchkoi (TpymoBoi) dopmu
BJIACHOCT1 PO3BHUBAETHCS Oi3HEC MOOPOBLILHO OMIIMIIHO 3apeecTpOBaHUX aCOIliaIlii
nBox 1 Oumbmie oci6. 10. IlapTHepw CTBOPIOIOTH KOMIAHIi, TOBapUCTBA Ta IHIII
oprasizamii 1 CTalOTh CIiBBJIaCHUKaMH cHiibHOI BiacHocTi. 11. IlapTHepctBO
cTaHOBUTh Maibke 8 % o0ciary mignpueMHHUIBKOT aismbHOCTI 1 4 % BCix
nignpuemannbkux goxomiB y CIIIA. 12. Ha xopmopaTtuBHiii (opmi BiIacHOCTI
3acHOBaHUU Benukui OizHec. 13. Kopmopamii icHyoOTh SK HE3aleXHI OPUAMYHI
cy0’€KTH, BIJNOBIIANBHICTh AaKIIOHEpIB 3a 3000B’si3aHHSIM (ipMH, 32 MTPaBOBUMHU
MPETEH315IMU 10 HET OOMEXY€EThCS iX BHECEHUMHU rpolioBuMu komramu. 14. XKXonana 3
TphoX (hopM opraHizaiii 613Hecy He € yHiBepcaiabHOIO. 15. OnHooCciOHUI Oi3HEC Mae



TaKy mepeBary, sik mpoctorta. 16. [laptHepcTBO crnpusie 00’€IHaHHIO KamiTajiB 1
TaJAHTIB AeKUIbKOX 0ci0. 17. Kopnopaii npornoHytoTs 0OMeKeHy BIANOBIAAIBHICTD 1
HEOOMEXXEHY NISUIBHICTh caMoi oprasizauii oTpuManHs npuOytky. 18. LleHTpanbHa
NOCTaTh OyAb-SKOro OI13HECY — MEHEAXKepH, AKI pOPMYIOTh OpraHi3aliiiHy CTPYKTypy
013HeCy, KOHTPOIIOIOThH B3a€EMO/I110 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. Opranizaiiss — 1e Kommatis (IAIPUEMCTBO), 3aPEECTPOBAHA Y BCTAHOBICHOMY
MOPSAAKY, OJTHUM 3 OCHOBHUX HANPSMKIB JISTILHOCTI IKO1 € 00CITyrOBYBaHHS HACEJICHHS.
2. Bona Mae BIIIOBIAHUM CEPTU(IKAT HA IPABO BUKOHAHHS BIAMOBIAHUX BHUIIB POOIT.
3. OpraHizaiiero Moxke OyTH caMOCTiiiHe MANPUEMCTBO (eKCITyaTtaHt). 4. Y MuHyjnomy
BUOKPEMJIIOBAIM 3€MJIIO, TIPALIIO M KamiTal K KJI0YOBI YNHHUKU BUPOOHMIITBA; HUHI 10
HUX JOJal0Th HOBUH YMHHUK — MIANPUEMHUILKUN TMOTEHIIaN (MOTEHIIHHY MOXJIUBICTH
MaKCUMaJIbHO €(QEKTUBHOTO BUKOPHCTAHHS CYKYNHOCTI KaJpOBHUX, MarepiajbHUX 1
HeMatepialbHUX pecypciB). 5. DopMyBaHHS 1 BUKOPUCTAHHS LbOTO MOTEHLIATy — 1€
MPAKTUYHO 1 € CYTTIO NOHATTS “TIIANPUEMHULITBO”, sIKE BBAXKAIOTh 0COONUBOIO CPeporo
BUPOOHMYO-TOCTIOAPCHKOT @00 1HILOT JISIIBHOCTI 3 METOIO OJIEP’KaHHS MEBHOTO 3UCKY.
6. [lixnpueMHUUTBOM, SIK MPABUIO, HA3UBAIOTh 1HILIATHBHO-CAMOCTIHHY TOCIOAAPCHKO-
KOMEPIIHY AISIBHICTh OKpeMHX (I3MYHUX Ta IOPUAMY- HUX OCI0, 1[0 ii LUIKOM
30pIEHTOBAHO Ha OjJiepKaHHs NMpUOYTKy (Hoxoay). 7. Taka MisSIbHICTH 3M1MCHIOETHCS
BiJl CBOTO IMEHI1, Ha BJIIACHUW PU3HUK 1 17 0COOMCTY MAaHOBY BIJMOBIAaJbHICTh OKPEMOI
¢bi3udHoi 0c00U — miATPUEMIIS A00 FOPUANIHOT 0COOM — MIANIPUEMCTBA (OpraHi3aiiii).

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 a return.

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”. In a company 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. 3akpura KOMmMaHII — KOMIIAHIisI, SIKa KOHTPOJIOETHCS IT'SIThMa a00 MEHIIE

yYacHUKaMH, KOTp1 € JuUpeKTopaMu 1€l KommaHii. 2. SIKmo 3akputra KOMITaHIs
MOTpAIUISE I KOHTPOJIb IHIOT KOMITaHii, TO BOHA HE PO3MIIAAETHCS K 3aKpHTa. 3.
Hoga komnamnis (auri. Start-up) — KoMIaHis Ha paHHIiN cTail pO3BUTKY, aKIIii IKOT II1e
HE MPOJAIOThCS MpHUBCEoano. 4. Akiioneprna kommanis (Joint-Stock Company) —
IOpuaIMYHa 0coba, CTBOpeHa Ui BEACHHS KOMEpIIHHOI a00 BUPOOHMYOI MisSIBHOCTI 3
METOI0 OJIepKaHHs MPUOYTKY; KaIliTaj I1i€l KOMIaHil JUIMThCS HAa OKpeMi YacTUHU
(akmii abo mai), siki HaJeXKaTh MPUBATHUM Oc00aM 1 3a iX PIIIEHHSM MOXYTh OyTH
nepenani iHmuM ocodbam. 5. [HBecTuIiiiHa KoMmaHis, iHBec TuliHMN dGouy (Investment
Company (Investment Fund) — kommanis, sKka BHUKOPUCTOBYE CBIH Karitam s
iHBeCTYBaHHS B iHII KommaHii. 6. ouipas kommawnis (Affiliate company) — xommanis,
mo nepedyBae MiJ KOHTPOJIEM UM TOB’S3aHa 3 IHIIOK KOMIIaHi€. 7. Y JesKux
BHITQJIKAX, SKIIO JOYIpHI KOMITaHii HEBEJIHKI, KEPIBHUIITBO 000X KOMITaHIH MOXKe
OyTH 3araJIbHUM.

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 ofatrend towards “brand blindness” (Klein 13).

2.Make 5 guestions to the text and answer them.
3.Translate into English.
1. PunkoBa  exkOoHOMiIKa  BUCYHyJa  HaiiepekrtuBHimy  ¢opmy  opranizaimii

(GYHKIIOHYBaHHS C€KOHOMIYHHMX areHTiB — JoMorocrnogapctBo (pipmy). 2. ['omoBHOIO
NiH0BOIO0 0c00010 (hipMH € mianpueMers. 3. Y pUHKOBINA eKoHOMIIll (ipMa 3aBXIH €
BUpOOHUKOM 1 criokuBadeM. 4. [loBeminka ¢ipmu y chepax BUPOOHHUIITBA 1 OOMIHY
BHU3HAYAETHCS OaraThbMa YMHHUKAMH: BUTPATaMU BUPOOHHUIITBA 1 00irOM, KOPUCHICTIO ii
HPOJYKINii, BEIHYMHOI MOCTIHHOTO 1 3MIHHOTO KamiTaly, I[iHaMH Ha i1 IPOIYKIIitO 1
CyOCTUTYTH, I[IHAMHU Ha CUPOBUHY 1 KOMIUIEKTYIO41 BUPOOH, JOXO/IaMH MOKYIIIIIB, 110
KYIYIOTh i IPOAYKI[it0, CTAHOM KOHKYPEHIIIi Ha PHUHKY, PIBHEM PIBHOBAru pHHKY. 5.
VY npaktuii BEpOOHUYO-KOMEPIIIMHOI TISJIBHOCTI CKJIAJIOCS TakKa IiIMPUEMHHIIbKA
dopma, sk IHIUBIMyanmbHEe mianpueMctBo. 6. bpenn (anrn. brand)— xomriekc
MOHATH, M0 Y3araIbHIOIOTH YSIBJICHHS JIOJICH TPO BIAMOBIMHWIA TOBap, TOCIYTY,
KOMITaHit0 a00 0coOuCTICTh. 7. LIInpOoKO BUKOPUCTOBYETHCS B MAPKETHUHTY Ta PEKJIaMi,
npore € (hiHaHCOBUM MOHATTSIM. 8. bpena mMoke OyTH y BUTIIAII BJIACHOTO IMEHI,
cuMBOJly a0o rpadidHOro 300pakeHHS, K€ MPEICTABISE CKOHOMIYHUN 00 €KT Ta
OJTHO3HAYHO 3 HUM aCOIIIOETHCS B CBIIOMOCTI CIOKMBadiB. 9. [CHye Kijlbka OCHOBHHUX
TpakTyBaHb Opery. 10. 3rigHo 13 mepimm, OpeHT — 1€ CyMa BCiX MOYYTTIB, CTIOTa B,
o0pa3iB Ta eMoIli}, Kl BUHUKAIOTh Yy JIIOJIU- HU, KOJU BOHA 3 HUM CTUKaeThcs. 11.
3rifHo 13 Apyrum, e oOOB’SI3KOBO AYy>K€ MO3UTUBHUI 00pa3, sIKMil TOBOPUTH PO
BHUCOKY SIKICTh Ta TApHY PEMyTaIlil0 CBOTO BIaCHHUKA.



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 States and 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.

e 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. Cuyx00BUM BIIpSJDKEHHSM  BBa)XKAEThCSA  TMMOI3[Ka IMpaIliBHUKA 34
PO3MOPSKEHHAM KepiBHHUKA MIATNPUEMCTBA, 00’ €THAHHS, YCTAHOBH, OpraHi3alli Ha TeBHUH

CTPOK JI0 1HIIIOTO HACEJIEHOTO MYHKTY /Il BAKOHAHHS CITYKO0BOT'O IOPYYCHHS 11032 MICIIEM
Horo mocTiitHOi poOoTH. 2. Y THX BUMaAKaX, KOJau (LI, JUIBHUIN Ta IHII IMTIPO3aLTH
HAMPUEMCTBA 3HAXOIATHCS B 1HIIIN MICIIEBOCTI, MICIIEM MOCTIMHOT pOOOTH BBAKAETHCS
TOW MiApo3ai, podoTa B SKOMY OOYMOBJIEHA TPYJAOBHM JOTOBOPOM (KOHTPAKTOM). 3.
Cmy>x00B1 TIO3/IKA TIPAIIBHUKIB, TIOCTIHHA poOOTa SIKUX MPOXOAHWTH B J0p0o3i abo Mae
po3’i3HUI (TIepecyBHHIA) XapaKTep, HE BBAXKAIOTHCA BIIPSKEHHSIMH, SKIIO 1HIIE HE
nependavyeHe 3aKOHOAABCTBOM, KOJNEKTUBHHUM  JIOTOBOPOM, TPYAOBUM  JOTOBOPOM
(KOHTPAKTOM) MIX IMPAIIBHUKOM 1 BIACHUKOM (200 yIMOBHOBAXEHOI HUM 0C00010). 4.
Butpatu Ha BigpsKeHHsT 0co0H, sika TiepedyBae y TPYJOBUX BIIHOCHHAX 3 TIATHUKOM
MOJIATKy, BKIIFOYAIOTBCS JI0 CKJIAAy BaJOBMX BUTpAT IUIATHWKA TMOAATKY JIAIIE 3a
HAsIBHOCTI JIOKYMEHTIB, IO MIATBEP/KYIOTh 3B 30K TaKOTO BIAPSIKEHHS 3 OCHOBHOIO
TISITEHICTIO TATIPUEMCTBA, a CaMe: 3alpOIIeHb CTOPOHH, KA MPUIMAE 1 TSUTHHICTD SKOT
30Ira€Thesl 3 MISUTHHICTIO MIAMPUEMCTBA, IO HAMPABISE Y BIAPSIHKEHHS; YKIAJICHOTO
J0TOBOpPY (KOHTPAKTY) Ta IHIIUX JOKYMEHTIB, SKi BiIPETyJIhOBYIOTH 200 3aCBIIYYIOThH
Oa)xaHHS BCTAHOBUTH IMBUILHO-TIPABOBI BIIHOCHHU; JOKYMEHTIB, 1[0 3aCBIIYYIOTh Y4acCTh
BIIPSIJI>KEHOT 0COOU B IIEPEroBopax, KOHPEpeHIisIx a00 CUMIIO31yMax, sIK1 TPOBOASITHCS 32
TEMaTUKOIO, II0 CTOCYETHCS OCHOBHOI JISUIBHOCTI MIINPUEMCTBA, SIKE BIAPAKAE
npaiiBHuka. 5. [liAmpueMcTBO, 10 BIAPSAIKAE TpaliBHUKA, 31HCHIOE PEECTPAIliI0 0COOH, SKa



BUOYBA€E y BIIPSAIKEHHS, Y CIICHIATbHOMY KYypHaIi 3a (POPMOIO 3TiTHO 3 IHCTPYKITIEIO.

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
principles and 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”
iIsanoxymoron) 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. AnMiHICTpaTHBHA €THKA — II€ TPOIIEC, Y XOJ1 SIKOTO JepKaBHUH CITYy)KOOBEIIh
BU3HAYA€ ETHUYHI CTAHJIAPTH JO BHHHKAIOYUX B YCTAaHOBI TPOOJIEM, CaMOCTIHHO
aHali3ye 11 CTaHJapTH 1 Hece 0COOUCTY MpodeciiiHy BIAMOBIAANBHICTh 32 MPUIHATI
pilieHHs. 2. AJMIHICTpaTHUBHA €THKAa BHBYA€ BCl MOpalbHI acleKTH AISUIBHOCTI
Jep>KaBHUX CIYKOOBIIIB 1 KEPIBHUKIB Ta CKJIAJIAETHCS 3 YOTUPHOX KOMIIOHEHTIB. 3.
[lepmii KOMIOHEHT — IIIHHOCTI — M€ TEPEKOHAHHS, IyMKH, B3a€MOBIJTHOCHHH
IHIUBIZIIB, CTaBJICHHS TPyln 1 CYCHUIBCTBA JI0 TakKWX MHUTaHb, SK CBOOOJA,
CIPaBEJIMBICTh, BIIMOBIAANBHICTD. 4. J[pyruii — craHgapTH 1 HOpMU — TPUHITUIIH,
10 BU3HAYAIOTh JIi1 JIFOJICH BIATOBIAHO /10 3aKOHIB, KOJAEKCIB 1 mpaBui. 5. Tperid —
30BHIIIHE CEPEJOBUINE — YMOBHU, B SIKUX 3IHCHIOETHCS ISUTBHICTH JIE€PKABHUX
CITY>KOOBIIIB (TIOJIITHYHI, COIiaNbHI, KyJIbTypHi). 6. YUerBepTuil — oprasizamiiHa
MOBEAIHKAa — pi3HI (QOpMHU TiSNBHOCTI CIYyKOOBI[IB, IO OpPIEHTOBAHI Ha IIHHOCTI
KOHKPETHOTO CYCIiILCTBA a00 yCTaHOBH, OpraHi3allii B paMKax BU3HAUYEHUX CTAHIapTIB
1 HOpM. 7. XapakTepHUM ISl Cy4acHOTO CYCIIUJIBCTBA PO3BUHEHUX KaIliTaJICTUYHUX
KpaiH € MOCHJICHUH aKIICHT Ha CTBOPECHHS METO/I0JIOT11 HAYKOBUX JIOCTIIHKEHB B TATY31
anMminicTpatuBHOi etukd. 8. Cepea MeTONIB — ONUTYBAJIbHUKH, IHTEPB’I0, 301p
BIJIOMOCTEH, BUBUEHHS KOHKPETHHMX BHUIIAJKIB, icTOpuuHI a”ayorii tomro. 9. Ilo cyTi
aMIHICTpAaTHBHA €THKA ITyKa€ BIAMOBIAL HA TaKi MUTAHHS: IO € TO0OPO 1 3JI0, IO €
MPaBWIBHUM 1 XUOHUM y TIOBEMIHII Jep>KaBHUX CIY>KOOBIIIB, sIKi MOTUBHU 1 YMOBU
CHPUSIIOTh iX €TWYHIA TOBenmiHIl; Mo Tpeba podutu st (GopMyBaHHS BHCOKHX
MOPAJTbHUX IPUHITUITIB.



CIIHCOK JIITEPATYPH

Ocnosna

1.Kapnycs 1. A. Anrniiiceka aiunosa moBa: HaBu. nocid. — 4-te Bun., 10m. —
K.: MAVTI, 1998. — 220c¢.

2.David Cotton, David Falvey, Simon Kent. Market Leader. Intermediate.
Course Book. Pearson Education Limited, 2000.

3.David Cotton, David Falvey, Simon Kent. Market Leader. Intermediate.
Practice File. Pearson Education Limited, 2003.

4.Bill Mascull. Business Vocabulary in Use. Cambridge University Press,
2002.

5.George Bethell, Tricia Aspinall. Test your Business Vocabulary in Use.
Cambridge University Press, 2003.

Jlooamxosa

1.haxos U. C., I'punvro E. B. JlenoBout anrmuiickuii: [Ipaktukym. — K.: MAVTI,
2003.

2.bopucenxo U. U., Esmywenxo JI. U., Jletinexo B. B. AHTIMACKHI S3BIK B
MEXIYHAPOJHBIX JOKYMEHTaX M IUINIOMaTHdeckoi koppecronaeHmuun. — K.:
Jloroc, 1999.

3.Bepxosyosa O. M. MeToAWMYHO-HABYAIBHUN TOCIOHUK 3 KypCy JUIOBO1
AHTJIMCHKOT MOBH JIJISl CTYICHTIB (DaKyIhbTETy €KOHOMIKH Ta MEHEKMECHTY. —
Biaawnis: [Hoxwis-2000, 2001.

4.T"azetn, HOBUHMU (TesieOaueHHs, [HTepHeT).

5. punvko O. B. JlinoBa anrmiicbkka mosa. International Business. — K.:
MAVII, 2004.

6. Tapnononsvcoxuti O. b., Koocywro C. II. Jlinosi mpoektu: Ilinpyynnk. —
K.: ®ipma “IHKOC”, 2002.

7.Andy Hopkins, Jocelyn Potter. More Work in Progress. — England: Addison
Wesley Longman Ltd., 1999.

8.Andy Hopkins, Jocelyn Potter. Work in Progress. — England: Addison Wesley
Longman Ltd., 1998.

9.David Grant and Robert Mc Larty. Business Basics. — New York: Oxford
University. Press., 1995.

10. English for students of Sociology=Amrmiiicbka MOBa JUIsl CTYJIEHTIB
Hanpsmy “Cormionoris“: Hapu. moci6. / Yknan. JI. A. Jlronpka. — K.: MAVII,
2007. — 240c.

11. lan Badger, Sue Pedley. Everyday Business Writing. — England:
Pearson Educ. Ltd., 2003.



12. Nick Brieger & Simon Sweeney. Early Language of Business
English. — London: Prentice Hall, 1997.

13. Nick Brieger & Simon Sweeney. The Language of Business English. —
London: Prentice Hall, 1994.

14, Vicki Hollett. Business Objectives. — Oxford University Press, 1997.

15. Vicki Hollett. Business Opportunities. — Oxford University Press,
1998.
Ingpopmauinni pecypcu
1. http://www.ehow.com way5631617 exercises-teaching-economics.html

- BIIpaBU OJIs1 BAOCKOHAJICHHA I[iJIOBOI aHFHifICBKOI MOBH
2. http://www.economicsnetwork.ac.uk/resources - BrnpaBu, HIIPYYHUKH, TCKCTH,

BijIeo Ta ayjlo MaTepiaiu 3 aHMTIHCHKOT MOBU
3. http://wwmr.org/ausb-econ/readings.htm - TexcTu Ta BIOpaBH Ui PO3BUTKY
JIEKCUYHUX HABUYOK 3 aHTJIHCHKOI MOBH
http://www.englishlearner.com / - a site for those who want to learn English
http://englishtips.com/ - tips for learning English
http://www.fluent-english.ru/ - Russian educational site for English learners
http://ecedweb.unomaha.edu/ecedweek/quiz.htm - TECTOBI

3aBIaHHS 3 TpaMaTUKM aHIJIIVICBKOI MOBU

No bk



http://www.ehow.com/
http://www.economicsnetwork.ac.uk/resources
http://wwmr.org/ausb-econ/readings.htm
http://www.englishlearner.com/
http://englishtips.com/
http://www.fluent-english.ru/
http://ecedweb.unomaha.edu/ecedweek/quiz.htm

[HO3eMHa MoOBa 3a mpodeciiHUM CIpsIMyBaHHAM (aHrmikcbka) [Tekct]: MeToauuHi
BKa31BKM /10 CEMIHapChbKUX 3aHATh 3 Kypcy JluioBa aHriiiiceka ais 3100yBadiB
OCBITHBO-KBaJ1(IKa[IHHOTO PIBHSA MOJOAIIMNA CHEHIANICT YCIX CHelialbHOCTEN
nenHoi ¢opmu HaByaHHs / ykiuaa. [.B.Cmonsk. — JloGemiB: JlroGeniiBchbKuid
TexH1uHui Konemk Jlyupkoro HTY, 2020. — 49 c.

Kowmm’torepuuit Habip 1 BepcTKa : I'.B. Cmousax
Penakrop: I'.B. CMmomsik
[Tigmn. mo npyky 2019 p. ®opmar A4.

[Tamip odic. I'apn. Taiimc. YMoB. npyk. apk. 3,5

O6:. Bux. apk. 3,4. Tupax 15 mpum.

[HdopMaItiiHO-BUIABHUYNN BT
JlynbKoro HaIioHaILHOTO TEXHIYHOTO YHIBEPCUTETY
43018, m. JIympk, By JIbBiBCBKa, 75

Hpyx — IBB Jlynpkoro HTY



	ЗМІСТ
	1. Пояснювальна записка ………………………………………….4
	2. Розділи…………………………… ……………………………...6
	2.1. Знайомство. Візитна картка. (Introductions. Business card.) ……...6
	2.2. Ділова комунікація. (Business communication.)……………..……8
	2.3. Розмова по телефону. (Speaking on the phone.) ……………………11
	2.4. Ділове  листування.  (Business correspondence.) ……………………..13
	2.5. Ділові зустрічі. (Business appointments.)…………………………16
	2.6. Збори. (Meetings.)………………………………………………….17
	2.7. Фінанси. Банки. (Finance. Banking.)……………………………..20
	2.8. Переговори. (Negotiations.)………………………………………23
	2.9. Презентації. (Presentations.)……………………………………...24
	2.10. Імпорт та експорт. (Import and export.)…………………………..25
	2.11. Контракти. (Contracts.) …………………………………………..27
	2.12. Міжнародний бізнес. (International business.)……………………29
	2.13. Офіс. (Office.)………………………………………………………32
	2.14. Працевлаштування. (Employment.)……………………………….33
	2.15. Бізнес. (Business.)………………………………………………….35
	2.16. Організація. Компанія. Фірма. Бренд. (Organization. Company. Firm.)………………………………………………………………37
	2.17. Відрядження. (Business trips.)……………………………………42
	2.18. Ділова етика. (Business ethitcs.)……………………………………44
	3. Література……………………………………………………..47
	ПОЯСНЮВАЛЬНА ЗАПИСКА
	2. Make 5 questions to the text and answer them.
	3. Translate into English.
	Exchanging Business Cards: Do’s and Dont’s of Business Introductions
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them. (1)
	3. Translate into English
	UNIT 2
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3.  Translate into English.

	UNIT 3
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

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

	Cover letters
	Say why you fit
	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
	Respond to rejection
	Decline with finesse
	Formally accept
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 5
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 6
	1. Read, translate (into Ukrainian) and retell (in English) the text.

	Meetings fall into ten categories:
	Meeting styles
	Meeting frequency options
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 7
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.
	1. Read, translate (into Ukrainian) and retell (in English) the text. (1)

	UNIT 8
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 9
	1. Read, translate (into Ukrainian) and retell (in English) the text.

	UNIT 10
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 11
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. “Make 5 questions to the text and answer them.
	3. Translate into English.

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

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

	UNIT 13
	OFFICE
	2. Make 5 questions to the text and answer them.

	UNIT 14
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

	UNIT 15
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3.  Translate into English.

	UNIT 16
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3.  Translate into English.
	Read, translate (into Ukrainian) and retell (in English) the text.
	1. Make 5 questions to the text and answer them.
	2. Translate into English.
	1. Read, translate (into Ukrainian) and retell (in English) the text. (1)
	2. Make 5 questions to the text and answer them. (1)
	3. Translate into English.

	Task 17
	1. Read, translate (into Ukrainian) and retell (in English) the text.
	2. Make 5 questions to the text and answer them.
	3. Translate into English.

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


