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HPEANCJ/IOBHUE

B cBsi3u ¢ uHTerparuei Hamei cTpaHbl B MUPOBYIO SKOHOMHKY 3HAUYUTEIHHO PACIINPUINCh
U yrIyOWINCh HSKOHOMHYECKHE CBS3H, IOBCETHEBHOM pEANbHOCTHIO CTaldl JAEJOBBIC
KOHTAKTBl C MHOCTPAHHBIMH MAapTHEPAMHU, COOTBETCTBEHHO, aKTYAIbHBIM CTAJIO BIIAJICHHE
HaBBIKAMH JIEJIOBOTO OOIICHHS Ha AaHTJIUICKOM S3BIKE KakK S3bIKE MEXIyHApOIHOTO
obmenus. OT 3TOTO YacTo 3aBHCUT YCIIEX JeNa.

[penanaraemerii Kypc aenoBoro aHrimiickoro s3bika “Selected Business Matters”
pemaer  mpoOJeMy  COOTBETCTBYIOIIETO  OOyYeHHS  CTYACHTOB,  CIICI[HAIMCTOB
KOHOMHUYECKOTO mpodwis, mnpeanpuHumareneil. OH paccyuTaH Ha  CTYACHTOB
HKOHOMUYECKHUX BY30B U CIICIUAIICTOB, KEJAIOIIUX H3y4aTh M COBEPIIEHCTBOBATH CBOM
JIeNI0BOM aHHMickuid Ha ypoBHe Upper Intermediate.

VYueOHUK OXBaThIBAET KITIOUEBbIE OM3HEC-TEMBI:
MEHEKMEHT,

MapKeTHHT,

OM3HEeC-3THKa,

CTPYKTYpa U ACATEIHHOCTh KOMITAaHUH,
co3nanue u pabora OpeHIOB,

CITUSTHHSA U TIOTJIOMIEHUS B cepe OuzHeca.

VYcBanBass HaBBIKH JIEJIOBOTO AHTJIMICKOTO $3bIKa, OOydYaeMblii OJHOBPEMEHHO
MOJTy4aeT OCHOBHBIE MPEJCTABICHUSI O MUpe OW3Heca, a TakkKe 00OoraliaeT CBOH JeIOBOM
CIIOBapb HEOOXOAMMBIMHI TEPMHUHAMH M PEATHSIMH B CBSI3U C H3y4aeMOH TEMOIA.

Kypc comepxutr oOmMMpHBI TEOpeTHYECKHH MaTepual W pa3sHOOOpa3HbIe
NpPaKTUYECKUE 3a/aHUs, YIPaKHEHHS, TEKCTHI JJIS YCBOCHUS M 3aKPEIUICHUS TOITYydaeMbIX
3HaHWH 1 HaBBIKOB. K ToOMYy ke, MHOTHE 3aJaHUsI COCTABJICHBI TAKIM 00pa3oM, 4TO TPeOyIoT
JOTMYECKOTO MBIIIICHHST W TBOPUYECKOTO MOAXOJa K paspemieHuto mpodnemsl. Tak,
HampuMep, IMpH ONHCaHUHM Trpaduka WIM TaONUIBl CTYICHTY HEOOXOAWMO BBISBHUTH
MIPUYNHHO-CIICJICTBEHHBIEC CBSI3U OIMCHIBAEMOTO SIBIICHUS U C/IETaTh HEOOXOIMMBIN BBIBOJ O
XOZIe W pe3ylibTaTax NaHHOTO Mpolecca (€CTECTBEHHO, B IUIAHE YKA3aHHOTO 3aJaHwsl).
bonbmioe BHHMMaHue ynensercs JEKCUKE, YTEHHIO, IMUChbMY, TOBOPEHHIO (HAIUCaHHE
JETIOBBIX MHUCEM, ICCE, TUCKYCCUH, TPE3CHTAIINHN).

[IpencraBneHHBIE MaTE€pHalbl COBPEMEHHBI, AKTYyalbHBI, TO3BOJSIOT HE TOJBKO
MOHATH U YCBOUTb, KaK HJIET J1€JI0BOE OOIIEHNE HAa aHTIIUIICKOM SI3bIKE B MUPOBOM MPaKTUKE
Ou3Heca, OBIAJETh ITHUM YMEHHEM, HO M HAy4YUTbCS H3JaraThb Ha aHTJIMHCKOM S3bIKE
3apyOeKHBIM MApTHEPAM MO JETOBOMY COTPYIHHYECTBY HAIly CHENU(PUKY, 0OCOOCHHOCTH
CIIO’KMBIIEHCS Y HAC IPAKTUKH MEXTYHAPOIHBIX IKOHOMHYECKUX U TOPTOBBIX CBSI3CH.

Cy1ecTBeHHBIM B Y4eOHUKE SIBIISIETCS TO, YTO YCBaMBAEMbIe 00YYAIOIIUMUCS 3HAHUS
Y HaBBIKM HE TOJBKO aKTyaJbHBI M BOCTPEOOBaHBI B MPAKTHKE JEIOBOTO OOMICHUS, HO U
00ECTIeUYnBAIOT pa3BUTHE AaKaJACMHYECKUX YMEHHHW W HAaBBIKOB M CIY)XaT XOpPOIIEH
noaroroskou g caaun |IELTS u BEC.

KonnexTus npenogaBaTeneii aHMIMACKOTO s3bIKa paxynpTeTa skoHOMukn HY-BIID,
paboTaBmIMii HAJ ATHM y4EOHUKOM, KEJAeT BCEM M3YYaroIUM €ro YCIEITHOTO OCBOCHUS
JAHHOTO Kypca.
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UNIT 1. MANAGEMENT
Part 1.

Pre-reading activities

1. Discuss the following.

1 What do you think management is? (Define the term.)

2 Is the role of a manager the same as that of an entrepreneur or different from it?

3 Could you compare the so-called “management ability” and “entrepreneurial
skills”?

4 What qualities must a great manager have? Can they be taught or are they innate?

2. Match the following words with their definitions.
Henri Fayol (1841-1925) — a French mining engineer, director of mines, and
management theorist, who developed, independent of the theory of Scientific
Management, a general theory of business administration also known as Fayolism —
was one of the most influential contributors to modern concepts of management and
considered management to consist of seven functions:

1 planning a) job analyzing, recruitment, and hiring individuals
for appropriate jobs

2 organizing b) determining what needs to be done in a situation
and getting people to do it

3 leading/directing ¢) making optimum use of the resources required to
enable the successful carrying out of plans

4 coordinating d) checking progress against plans
e) deciding what needs to happen in the future (today,

5 controlling/monitoring next week, next month, next year, over the next 5
years, etc.) and generating schemes for action

6 staffing f) providing employees with a strong reason for doing
their work

7 motivating g) making employees work together, so as to increase

effectiveness

3. Reading for gist.
Read this article and answer the question: What are the main ideas of this text?

BUSINESS MANAGEMENT: MANAGERIAL SKILLS
A manager's job is varied and complex. Managers need certain skills to perform the
duties and activities associated with being a manager. What type of skills does a
manager need? Research by Robert L. Katz found that managers needed three
essential skills. These are technical skills, human skills and conceptual skills.
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Technical skills include knowledge of and proficiency in a certain specialized field,
such as engineering, computers, financial and managerial accounting, or
manufacturing. These skills are more important at lower levels of management since
these managers deal directly with employees doing the organization's work. Human
skills involve the ability to work well with other people both individually and in a
group. As managers deal directly with people, these skills are crucial! Managers with
good human skills are able to get the best out of their people. They know how to
communicate, motivate, lead, and inspire enthusiasm and trust. These skills are
equally important at all levels of management. Finally conceptual skills are the skills
managers must have to think about and conceptualize abstract and complex
situations. Using these skills managers must be able to see the organization as a
whole, understand the relationship among various subunits, and visualize how the
organization fits into its broader environment. These skills are most important at top
level management.

A professional association of practicing managers, the American Management
Association, has identified important skills for managers that encompass conceptual,
communication, effectiveness, and interpersonal aspects. These are briefly described
below:

Conceptual Skills: Ability to use information to solve business problems,
identification of opportunities for innovation, recognizing problem areas and
implementing solutions, selecting critical information from masses of data,
understanding the business technology use, understanding the organization's business
model.

Communication Skills: Ability to transform ideas into words and actions, credibility
among colleagues, peers, and subordinates, listening and asking questions,
presentation skills (i.e., spoken, written and graphic formats).

Effectiveness Skills: Contributing to corporate mission/departmental objectives,
customer focus, multitasking; working at multiple tasks in parallel, negotiating skills,
project management, reviewing operations and implementing improvements, setting
and maintaining performance standards internally and externally, setting priorities for
attention and activity, time management.

Interpersonal Skills: Coaching and mentoring skills, diversity skills; working with
diverse people and culture, networking within the organization, networking outside
the organization, working in teams; cooperation and commitment.

Naz Daud — the founder of CityLocal: UK Business Opportunity Internet Business
Franchise Ireland Business Opportunity Latest Businesses — has offered his own set
of important managerial skills. His “Key Skills of Great Managers” are the
following:

Delegation

All good managers should be able to effectively delegate responsibility to
appropriately qualified staff within their business. Good management is about
ensuring that a project or a goal is successfully achieved, however it rarely means that
a manager should do it on his/her own. That's why managers have to be good at
picking the right people to do the job, and managing their execution. Being good at
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delegating can also mean being good at understanding people's strengths and
weaknesses.

Accountability

Managers should be able to hold themselves accountable for things that they are
given management responsibility for within their business. Although it will not
always be their fault directly, they should be willing to take responsibility when it's
someone they are directly responsible for that's failed.

Foster Team Spirit

Good managers are considered to be able to foster a good team spirit, and ensure that
everyone is comfortable performing their duties within the team. As managers are
generally supposed to oversee the execution of a project, rather than do it directly,
they should also be good at planning and evaluating a team's progress towards the
goal they have been assigned responsibility for.

Calm & Collected

If a manager is not able to remain calm during difficult times, it will be hard for
his/her staff to do so. That's why a manager should be able to show strength during
difficult times resisting the temptation to lose mental control when the going gets
tough.

Loyalty

It's important for managers to show that they are loyal to their staff. This can be done
through showing appreciation of things that they do well, and also rewarding them. If
a member of staff has a problem, a manager that is readily available and genuinely
helpful will be able to cement his/her pivotal role as a leader within the business
through addressing this issue quickly, before it gets out of hand.

Respect

It's important that managers be respected by staff and other members of the
management team. This can be influenced by a number of factors, such as: whether
managers are good at their job or not; the way managers act towards their employees;
their commitment to their job; how their employees perceive the managers’ out-of-
work behaviour, and many more factors.

Distance versus Friendship

Some managers believe it is more important to be friendly with their staff, while
others prefer to keep a distance - claiming that if you become too close to your
employees, they will expect far too much and take more liberties.

Although there is no right answer, both techniques can work better depending on the
type of team you deal with. When you work with a self-motivated team, it can often
work well to develop a close personal bond with them. However, when your team
need more day-to-day management in order to do their job, it might be preferable for
them to keep their distance. It is a good idea to analyse every situation accordingly,
and work out the best approach to take.

All in all a good manager knows how to find the right tool, when to use it, and always
delivers positive results.



Post-reading activities

1. Reading for specific information.

Read the article once again and answer the following questions:

1 Could you name two researchers and one organization whose classifications of
managerial skills are given in the article?

2 How many types of essential managerial skills exist according to Robert L. Katz?
Could you name them?

3 What aspects do the important managerial skills identified by the American
Management Association encompass?

4 Could you comment on the important skills for managers identified by the
American Management Association?

2. Reading for detail.

1 How do the three essential managerial skills given by Robert L. Katz correlate with
the important skills for managers identified by the American Management
Association?

2 How do the important skills for managers identified by the American Management
Association correlate with Naz Daud’s “Key Skills of Great Managers™?

3 What type of skills is equally important at all levels of management according to
Robert L. Katz?

4 Why are technical skills more important at lower levels of management according
to Robert L. Katz?

5 What are advantages and disadvantages of being friendly with staff? Keeping a
distance?

Vocabulary

1. Mark the following sentences T (True) or F (False) according to the article.

1 Conceptual skills are more important at lower levels of management according to
Robert L. Katz.

2 Good management rarely means that a manager should do a project on his/her own.
3 Human skills are more important at lower levels of management since these
managers deal directly with employees doing the organization's work.

4 A professional association of practicing managers, the American Management
Association, has identified important skills for managers that include conceptual,
communication, effectiveness, and interpersonal skills.

6 Great managers accept blame and full responsibility.

2. Paraphrase the following sentences.

1 Using these skills managers must be able to visualize how the organization fits into
its broader environment.

2 That's why a manager should be able to show strength during difficult times
resisting the temptation to lose mental control when the going gets tough.



3 If a member of staff has a problem, a manager that is readily available and
genuinely helpful will be able to cement his/her pivotal role as a leader within the
business through addressing this issue quickly, before it gets out of hand.

4 When you work with a self-motivated team, it can often work well to develop
a close personal bond with them.

5 Finally conceptual skills are the skills managers must have to conceptualize abstract
and complex situations.

3. Odd word out.

1. blue collar — white collar — self-starter — self-employed

2. start-up — flexitime — freelance — in shifts

3. a full-time worker — a part-time worker — a portfolio worker — a redundant worker
4. run — delegate — lead — head

5. staff — personnel — employees — personal

4. Matching.

Match these groups of synonyms with each other:
a. headquarters

b. fire, discharge, give the sack
1 administrative manager c. administrative director
2 bottom management d. working area, working place, working space,
3 collaboration workplace
4 departmental administration e. wages
5 dismiss f. management personnel
6 executive staff g. first line management
7 head office h. take on, employ
8 hire 1. affiliate, branch
9 managerial staff J. middle managers, middle management,
10 managing director departmental administration
11 personnel department K. cooperation
12 salary |. senior management, general management,
13 span of management higher management, top executive
14 superior management

. chief, head
department managers
human resources department
span of control, span of authority
executive director

15 subsidiary
16 top management
17 workstation
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5. Multiple choice.

1. Great managers have to keep up when setbacks occur.

a)moral b) morale ¢) morality

2. Weak managers in the discovery of weaknesses in their people.
a) revel b) reveal c) rival

3. In for-profit work, management has as its primary function the satisfaction of a
range of . This typically involves making a profit (for the shareholders),
creating valued products at a reasonable cost (for customers), and providing
rewarding employment opportunities (for employees).

a) shareholders b) stockholders c) stakeholders

4, plans must be devised in case the environment changes.

a) Contingency b) Contiguity ¢) Continuity

5. Managers have to supervise their , and to measure, and try to improve, their

performance.

a) subsidiaries b) superiors ¢) subordinates

6. are appointed and supervised and advised and dismissed by a company’s

board of directors.

a) Top managers b) First-line managers ¢) Middle managers

7. Some people are unable to put management into practice.

a) technics b) techniques C) tacticians

8. Managers have to objectives to the people responsible for
them.

a) delegate, reaching b) decentralize, achieving  ¢) communicate, attaining

6. Fill in the gaps with the prepositions.

HOW TO INSPIRE WORKERS IN TOUGH TIMES
Jon Katzenbach explains how "master motivators™ can help employees stay
emotionally connected to their work throughout the recession.

1. living through possibly the worst economic recession 2. the Great
Depression, some offices may still be filled 3. truly motivated people—
energetic, driven, ambitious, hard-working, competitive. These are just the sort of
traits needed to turn a company around. But most CEOs these days are struggling to
figure 4. how to deal 5. downsized workforces populated 6.
employees who suffer 7. a long list of a very different variety of social
characteristics. Among them: dread, apathy, passivity, carelessness, and possibly
even resentment.
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Jon Katzenbach, CEO of Katzenbach Partners, has built a career out of cracking the
code to inspire people. The author of The Discipline of Teams and The Wisdom of
Teams: Creating the High-Performance Organization, Katzenbach argues that the
key to encouraging people has more to do 8. figuring 9. how to
connect them emotionally to their work than throwing money or promotions at them.
Recently, Shell Refining improved the performance of its Port Arthur (Tex.) refinery
by following Katzenbach's approach. It empowered top supervisors, called "pride
builders™ at the company, by asking them 10. their advice 11. how
to improve the plant's performance as well as how to cultivate more supervisors like
them.

So what is Katzenbach's secret? BusinessWeek's Emily Thornton recently talked to
Katzenbach about how his philosophy can be applied during this recession. Below are
edited excerpts from their conversation.

What do you believe is the best way to motivate people during this recession?

We see the same problems in turnaround situations. That's analogous 12. what
happens during a recession. It's when companies have to restructure and do all sorts
of painful things. If you don't also concentrate 13. the more positive aspects of
motivation, you don't get nearly as far 14. terms 15. behavior change
and performance gains.

Relying 16. mandating, making tough decisions, and telling people that this
is the way life is and you have to get 17. it, is not the same thing as getting

them motivated to do it. The motivation impetus for most employees is 18.
least as much emotional as it is a rational process. So you have to do something to
connect with the emotional side of the employee.

How do you suggest managers make positive connections with employees?

It helps if you're adept 109. using some of the informal aspects of the
organization along 20. the formal. That's counterintuitive to many leaders
in tough situations who tend to fall back on the formal elements that they can control.
Thus they work down that axis by changing objectives, changing programs, changing
incentives, changing structures, redesigning processes.

Such tactics may change the cost structure. But the more successful companies in
turnaround situations give 21. least as much attention to getting people to
feel good about what they have to do in their daily work, and that's more of an
emotional challenge. To address the emotional challenge, you have to actively
influence 22. the informal interactions of the organization, rather than
sitting back and watching it or even worse, undermining its positive influence.
23. my mind, managing in this different world will put a premium on
actively influencing 24. the informal elements 25. ways that
complement and accelerate the formal efforts.

What do you mean by informal elements?

In every organization, there are communities of common interest that exist. For
example, people who smoke gather together wherever they can smoke; people of
different gender and ethnic backgrounds tend to form communities. You want to have
a sense for what those are, and which of them might be influenced 26. ways
that are helpful in influencing key behaviors.
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We find a practical way to do that is to go right down to the front line and find what |
call the master motivators who are already recognized for their unique ability to gain
the emotional commitment of their people.

7. Translate these words and phrases into English.

MCHC/’KCPbI HHU3IICIO 3BCHA, MCHCIKCPBI CPCAHCIO 3BCHA, MCHCIXKCPBI BBICHICTO
3BCHA4, IICpCAaBaTb IIOJIHOMOYMA, HCHOCpe,ZICTBeHHLIﬁ Ha4dYaJIbHUK, 3aHHUMAaTb
PYKOBOJASIIYIO JTOJKHOCTh, ONTUMHU3ALMs pa3Mepa OpraHu3alyy, WHUIAATUBHBIN
YeNOBEK, MOJIBEPraThCs peopraHu3ainuu, padoTaTh MOCMEHHO OeCHpHUCTPACTHBIN,
aIMUHHACTPATUBHO-YNIPABICHYECKAN anmapar, aJIMUHUCTPATUBHBIM COBET, COBET
IUPEKTOPOB, OBITH B IITATE, COTPYAHUYECTBO, YBOJIUTH paOOTHUKA MO COKPAILEHUIO
TaTO0B, HaJOMHAadA CHUCTCMaA OpraHu3alu Tpyad, HPOBOAWUTHL ICPCIIOATOTOBKY
KaJIpoB

8. Translate these words and phrases into Russian.

work flexitime, portfolio worker, self-employed, work freelance, workstation,
decentralize, caring, centralize, CEO (Chief Executive Officer), executive staff,
delegation of authority/powers, managing director (executive director), salary, wages,
white collar, blue collar, setting and maintaining performance standards internally
and externally, staffing, stakeholder, start-up, contingency plans, when the going gets
tough, coaching, mentoring, resist the temptation to lose mental control

9. There are different areas, categories and implementations of management, for
example:

e Accounting
management

e Association
management

e Capability
Management

e Constraint
management

e Cost management

e Crisis management

e Customer relationship
management

e Design management
e Disaster management
e Distributed
management

e Earned value
management

e Educational
management

e Commercial operations
management

e Communication
management

e Change management

e Conflict management

¢ Interim management

¢ Inventory management
e Knowledge
management

Land management

e Logistics management
e Lifecycle management
o Marketing management
e Merchandising
management

e Materials management
e Office management

e Operations
management
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o Relationship
management

e Resource management
e Restaurant
management

Risk management
Skills management
Spend management
Strategic management
Stress management
Supply chain
management

Systems management
Talent management
Time management
Technology
Management

e Work Management



e Engineering e Perception

Management management

e Environmental e Practice management
management e Program management
e Facility management e Project management
e Financial management e Process management
e Human resources e Performance
management management

e [nformation e Product management
technology management e Public management
e Innovation e Quality management
management e Records management

Task: Choose one of these areas, categories and implementations of management and
explain what it is about and what it deals with.

Speaking

Peter Ferdinand Drucker (1909 —2005) was a writer, management consultant, and
self-described “social ecologist.” His books and scholarly and popular articles
explored how humans are organized across the business, government and the
nonprofit sectors of society. His writings have predicted many of the major
developments of the late twentieth century, including privatization and
decentralization; the rise of Japan to economic world power; the decisive importance
of marketing; and the emergence of the information society with its necessity of
lifelong learning. In 1959, Drucker coined the term “knowledge worker" and later in
his life considered knowledge work productivity to be the next frontier of
management.

In pairs or groups, choose one of the quotations from Peter Drucker below. Discuss it
for about 5 minutes. Then tell the whole class your opinion.

1 “In fact, that management has a need for advanced education — as well as for
systematic manager development — means only that management today has become
an institution of our society.”

2 “Management is doing things right; leadership is doing the right things.”

3 “Company cultures are like country cultures. Never try to change one. Try, instead,
to work with what you've got.”

4 “The most important thing in communication is hearing what isn't said.”

5 “The purpose of business is to create and keep a customer.”

6 “Rank does not confer privilege or give power. It imposes responsibility.”

7 “To focus on contribution is to focus on effectiveness.”

8 “Most of what we call management consists of making it difficult for people to get
their work done.”

9 “You can only manage what you can measure.”
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10 “Do not simply cling to your past successes, be willing to change, adopt new ideas
and continually review all the different segments of business.”

11 “A leader, any leader, must act for the benefit of others and not for oneself.”

Here are some useful phrases expressing opinions.

Personal Point of View

o | know from my own experience «  Exactly.

that. .. o Idon’t think so either.

o  As far as I’'m concerned... « Sodol.

«  Speaking for myself... « I'd go along with that.

o Inmy opinion... o  That’s true.

o  Personally, I think... o Neitherdo I.

o I’dsay that... « |l agree with you entirely.

o I’d suggest that... «  That's just what | was thinking.

o I’d like to point out that... « |l couldn't agree more.

o Ibelieve that...

o« WhatImeanis... Disagreeing with an opinion
. That’s different.

General Point of View . I don’t agree with you.

o Itisthought that... . However...

«  Some people say that... . That’s not entirely true.

o ltisconsidered... . On the contrary...

o lItis generally accepted that... . I’m sorry to disagree with you, but...
. Yes, but don’t you think...

Agreeing with an opinion . That’s not the same thing at all.

« Ofcourse. . I’m afraid | have to disagree.

«  You’re absolutely right. . I'm not so sure about that.

« Yes, | agree. . | must take issue with you on that.

« | think so too. . It's unjustifiable to say that..

o That’s a good point.

Writing

Here are some basic ideas run through most of Drucker's writings.

« Respect of the worker. Drucker believed that employees are assets and not
liabilities. He taught that knowledgeable workers are the essential ingredients of the
modern economy. Central to this philosophy is the view that people are an
organization's most valuable resource and that a manager's job is to prepare and free
people to perform.

« The need for “planned abandonment”. Businesses and governments have a natural
human tendency to cling to “yesterday's successes” rather than seeing when they are
no longer useful.

« A belief that taking action without thinking is the cause of every failure.
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o The need for community. Early in his career, Drucker predicted the "end of
economic man" and advocated the creation of a “plant community” where
individuals' social needs could be met. He later acknowledged that the plant
community never materialized, and by the 1980s, suggested that volunteering in the
nonprofit sector was the key to fostering a healthy society where people found a
sense of belonging and civic pride.

« The need to manage business by balancing a variety of needs and goals, rather
than subordinating an institution to a single value. This concept of management by
objectives forms the keynote of his 1954 landmark The Practice of Management.

« A company's primary responsibility is to serve its customers. Profit is not the
primary goal, but rather an essential condition for the company's continued existence.

Task: Choose one of these ideas and write an essay of 200-250 words giving your
opinion on the subject.
Use the notes below to help you.

e This task asks for your opinion on a certain subject and whether you agree with a
particular statement. So you are expected to express, explain, prove your point of
view.

e Make a list of the important points on both sides of the issue, take into account the
moral, practical, emotional sides and your own experience.

e Introduction: find out and say what famous managers, economists, theorists,
scholars think about this idea.

e \Write one paragraph covering the points that support the statement. If you can,
give examples.

o Keeping, if possible to the same order as the previous paragraph, list and contrast
the points that oppose the statement.

e Conclusion: say what you think about this idea and why.

e Use some of the phrases expressing opinions in “Speaking” to link your essay.

Part 2. Additional Reading
1. Read this article and discuss it with a partner.

EXECUTIVE EDUCATION AND THE OVER-55S

Never too old to learn
Older executives are shunning corporate training. This is a problem both for them
and the firms they work for

“Lifelong learning” is a phrase beloved by business schools. But not, it seems, by
their clients. According to a recent survey by Mannaz, a management-development
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firm, the number of professionals taking part in formal corporate training drops
rapidly after the age of 55. Are these wise, old heads being overlooked?

It is tempting to conclude that older executives are falling victim to age
discrimination, as firms focus resources on younger talent. But according to Jorgen
Thorsell, Mannaz’s vice-president, this is not the case. Reticence, he says, comes not
from the organisations but from the employees themselves.

Mr Thorsell believes that conventional training simply no longer serves their needs.
Formal programmes are often seen as a repetition of lessons already learned and
become increasingly irrelevant in the light of experience and expertise. The resulting
“training fatigue” is resistant to most incentives.

This doesn’t mean that more seasoned executives have completely abandoned the
idea of personal and career development, however. Instead Mr Thorsell says that this
group prefers a do-it-yourself approach, conducting their own research and swapping
war stories with their peers rather than take a place at business school.

Manager, teach thyself

This autodidactic approach carries two potential dangers. The first is that a wealth of
knowledge and experience is lost from the classroom, which reduces the value of the
training for everyone else. But non-participation may also be the beginning of a
process of detachment from the organisation, its aims and aspirations, which in time
will damage both parties. Furthermore, Stephen Burnett, associate dean of executive
education at the Kellogg School of Management close to Chicago, says that as
executives start to stretch their careers into their seventies, education makes even
more sense for this group.

One solution is to throw money at the problem. When senior managers are offered the
chance to mix with their peers at a top business school, rather than a bog-standard
Institution, they seem to be quickly won over. IMD in Switzerland, for example,
maintains that it does not see any drop in the number of older managers on its
programmes, and goes on to say that it has actually witnessed organisations investing
heavily in them throughout the downturn.

Few organisations could afford to put all of their veteran managers through the sort of
prestigious programmes that IMD offers. But firms do need to engage those managers
below the C-suite—what one management consultant describes as the “magnificent
middle”—because these are the front-liners who make things happen within any
business and who carry around in their heads the secrets of how the organisation
works.

One way in which this can be done is to make training less about abstract theory and
more about the actual workplace. This means steering clear of the case studies that
business schools are so fond of and instead relating new ideas directly to what is
happening on a day-to-day basis within the organisation. To accomplish this, training
should be delivered in short, sharp bursts so that executives can take a lesson, put it
into practice, assess its effectiveness and then return to shape it further in light of this
“trial by fire”.

Henry Mintzberg from McGill University in Canada, a high-profile champion of the
middle manager, takes this approach one step further. He believes the best way to win
over this group is to get them to train themselves. His “Coaching Ourselves”
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organisation brings experienced executives together for 90 minutes at a time.
Managers are supplied with learning guides but not teachers. The emphasis is also
unashamedly Luddite. Laptops, BlackBerrys and the like are discouraged in favour of
old-fashioned pen and paper. “They discuss and reflect on how the topic impacts on
them,” says Mr Minztberg. “[The managers] learn from each other and, most
crucially, develop actions for their workplaces.”
Whatever approach an organisation takes to embrace its veterans, an ageing
population means that it must do something, or else face the much more serious
problem of how to replace them and their valuable knowledge in the near future.
Unfortunately teaching an old dog the value of lifelong learning is notoriously tricky.
From The Economist (May 12th 2010)

2. Read this article and discuss it with a partner.

THE ART AND SCIENCE OF MANAGEMENT
By F. John Reh

What do managers do? Why do we do it? How can you be part of it? Here's what you
need to know.

What is management? How do | manage?

These are standard questions that most of us in the management profession have been
asked more than once. And questions we asked once in our careers too. Here, then, is
a basic look at management, a primer, from my perspective.

Art and Science

Management is both art and science. It is the art of making people more effective
than they would have been without you. The science is in how you do that. There are
four basic pillars: plan, organize, direct, and monitor.

Make Them More Effective

Four workers can make 6 units in an eight-hour shift without a manager. If | hire you
to manage them and they still make 6 units a day, what is the benefit to my business
of having hired you? On the other hand, if they now make 8 units per day, you, the
manager, have value.

The same analogy applies to service, or retail, or teaching, or any other kind of work.
Can your group handle more customer calls with you than without? Sell higher value
merchandise? Impart knowledge more effectively? etc. That is the value of
management - making a group of individual more effective.

Basic Management SKill Nel: Plan

Management starts with planning. Good management starts with good planning. And
proper prior planning prevents... well, you know the rest of that one.

Without a plan you will never succeed. If you happen to make it to the goal, it will
have been by luck or chance and is not repeatable. You may make it as a flash-in-the-
pan, an overnight sensation, but you will never have the track record of
accomplishments of which success is made.

Figure out what your goal is (or listen when your boss tells you). Then figure out the
best way to get there. What resources do you have? What can you get? Compare
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strengths and weaknesses of individuals and other resources. Will putting four
workers on a task that takes 14 hours cost less than renting a machine that can do the
same task with one worker in 6 hours? If you change the first shift from an 8 AM
start to a 10 AM start, can they handle the early evening rush so you don't have to
hire an extra person for the second shift?

Look at all the probable scenarios. Plan for them. Figure out the worst possible
scenario and plan for that too. Evaluate your different plans and develop what, in
your best judgment, will work the best and what you will do if it doesn't.

TIP: One of the most often overlooked management planning tools is the most
effective. Ask the people doing the work for their input.

Basic Management Skill Ne2: Organize

Now that you have a plan, you have to make it happen. Is everything ready ahead of
your group so the right stuff will get to your group at the right time? Is your group
prepared to do its part of the plan? Is the downstream organization ready for what
your group will deliver and when it will arrive?

Are the workers trained? Are they motivated? Do they have the equipment they need?
Are there spare parts available for the equipment? Has purchasing ordered the
material? Is it the right stuff? Will it get here on the appropriate schedule?

Do the legwork to make sure everything needed to execute the plan is ready to go, or
will be when it is needed. Check back to make sure that everyone understands their
role and the importance of their role to the overall success.

Basic Management Skill Ne3: Direct

Now flip the "ON" switch. Tell people what they need to do. I like to think of this
part like conducting an orchestra. Everyone in the orchestra has the music in front of
them. They know which section is playing which piece and when. They know when
to come in, what to play, and when to stop again. The conductor cues each section to
make the music happen. That's your job here. You've given all your musicians
(workers) the sheet music (the plan). You have the right number of musicians
(workers) in each section (department), and you've arranged the sections on stage so
the music will sound best (you have organized the work). Now you need only to tap
the podium lightly with your baton to get their attention and give the downbeat.

Basic Management Skill Ne4: Monitor

Now that you have everything moving, you have to keep an eye on things. Make sure
everything is going according to the plan. When it isn't going according to plan, you
need to step in and adjust the plan, just as the orchestra conductor will adjust the
tempo.

Problems will come up. Someone will get sick. A part won't be delivered on time. A
key customer will go bankrupt. That is why you developed a contingency plan in the
first place. You, as the manager, have to be always aware of what's going on so you
can make the adjustments required.

This is an iterative process. When something is out of sync, you need to Plan a fix,
Organize the resources to make it work, Direct the people who will make it happen,
and continue to Monitor the effect of the change.
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Is It Worth It

Managing people is not easy. However, it can be done successfully. And it can be a
very rewarding experience. Remember that management, like any other skill, is
something that you can improve at with study and practice.

3. Read this article and discuss it with a partner.

CREATIVE MANAGEMENT PRACTICES FOR MAKING WORK WORK

Smart companies are coming up with bold ideas to keep employees engaged, while
offering them ways to facilitate career and lifestyle changes
By Ellen Galinsky, Tyler Wigton and Lois Backon

The economy is uncertain, unemployment has increased, and with U.S. productivity
at a six-year high, employers everywhere are doing more with less. So why is now
the right time to make bold moves to keep your workers engaged?

"Our people are our greatest asset." The sentiment is ubiquitous, but translating this
management rhetoric into practice can be a stumbling block even in the best of times.
Yet even now—with a beleaguered economy still in the tentative, early stages of
what could be a long road to recovery—it is more important than ever for managers
and organizations to help employees manage their work and personal lives. Why?
The answer is simple, though maybe counterintuitive: because it makes good
business sense.

The 2009 Guide to Bold New ldeas for Making Work Work, just published by the
Families and Work Institute (FWI), reveals that even in the midst of a turbulent
economy, employers across the country are creating imaginative workplace
approaches for improving the work environment and for helping employees navigate
the shifting demands of their work and personal lives. They are offering assistance,
for example, on how to manage job stress and overwork, welcome a new baby, or
cope when a spouse loses a job. What is key (and perhaps surprising) is that these
strategies help these companies achieve business results and respond to fluctuations
in the economy. They help companies create effective and flexible workplaces, where
work “works” for both the employer and employees.

Published annually, our guide highlights winners of the Alfred P. Sloan Awards for
Business Excellence in Workplace Flexibility, a national award unique in its rigorous
criteria. To win, applicants have to score in the top 20% of employers nationally in
providing effective and flexible workplace programs, practices, and culture. What's
more, two thirds of the winning score is based on the results of a confidential
employee survey. In other words, not only do these employers have programs and
policies in place, but they are having an impact where the “rubber meets the road”—
in the employee experience.

Learning from adversity

Challenges can necessitate and stimulate creativity. Many of the employers profiled
in the 2009 guide view their initiatives to create effective and flexible workplaces as
tools to manage through the recession. Among the trends we see:
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* Employers are using schedule flexibility to deal with the recession in constructive
ways: avoiding layoffs through voluntary reduced hours; allowing employees to work
at home one or two days a week to save on commuting costs; allowing employees
greater scheduling flexibility if their spouses have lost a job or seen their hours
reduced and the family needs to make changes; and reassigning responsibilities when
no hiring is possible.

» Employers are providing direct financial assistance to their own employees. At 1-
800 CONTACTS, a direct-to-consumer retail contact lens business in Salt Lake City
with 850 employees, the company's Associate Outreach Fund offers emergency one-
time financial assistance to employees in a financial crisis. More than $14,000 in
emergency relief was distributed in 2008, enabling a number of employees to keep
their homes. A health-care company, Bon Secours Richmond Health System in
Richmond, Va., with 6,579 employees, developed a comprehensive economic relief
package that includes financial education, seminars for employees' unemployed
family members, an employee crisis fund providing monetary assistance to
employees in financial trouble, the ability to trade time off for cash, a housing
assistance program, discounts at many area businesses, and various college tuition
assistance plans for employees and their families.

* Employers are offering programs that range from financial literacy initiatives to
calculators for helping employees manage their money. Topics covered in seminars
include assistance with budgeting, saving for children's college education, saving for
retirement, financing housing loans, and reviewing choices that affect tax rates.
Employers also work with community groups to screen employees for publicly
funded benefits and supports (such as the Earned Income Tax Credit, Food Stamps,
children's health insurance, heating assistance, and housing and automobile loans,
among others). This assistance puts more money in the pockets of low- to mid-wage
employees.

* New initiatives in flexibility also draw on social networking techniques and help
employees help each other. KPMG has created a shared leave program. Employees
with serious illnesses or other emergencies can receive up to 12 weeks of additional
paid personal leave from other employees who donate their unused time off. The
company reports that fully 100% of needs for donated time are met by KPMG
employees, usually within minutes of an employee making an anonymous request.

* Employers are providing flexibility so that their employees can volunteer in the
community and help others in need. Intel, a three-time Sloan winner in Chandler,
Ariz., with 10,000 employees, celebrated its 40th anniversary in 2008 by asking
employees to volunteer, with a goal of reaching one million hours for the company
worldwide—a goal it achieved.

» Employers focus on health and wellness, often using social networking strategies to
promote their goals. Given the increasing stress of the recession and spiraling health-
care costs, leading employers want to promote prevention and wellness. What's
interesting is how they are using the notion of “employees helping employees,” often
assisted by screenings, healthy lifestyle programs, and “coaches.” For example, Rice
University in Houston has an on-campus subsidized Weight Watchers program open
to its 2,700 employees. Collectively, employees have lost more than 2,000 pounds.
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They also have access to lifestyle screenings and yoga classes, and they can shop for
healthy foods at a weekly farmers' market on the campus.

* Employers have created systems to monitor overwork as a way of promoting
wellness and improving employees' energy. Fenwick & West, a law firm in San
Francisco with 245 employees, has created “workflow coordinators” and two
“balanced hours advisers” who review attorney hours regularly to ensure that those
on reduced schedules are not subject to "schedule creep™ or overlooked for good
assignments.

* Beyond the basics—employers have expanded the use of flexibility to ensure that
all employees have access and they are providing coaches to ensure their offerings
will be used. RSM McGladrey, an accounting, tax, and business consulting firm in
New York, has introduced FlexYear, a program that provides a schedule similar to a
teacher's. FlexCareer, another option, lets employees take up to five years off for
personal reasons and provides resources, such as subsidized training, to keep
participants connected with the organization and industry so they can come back to
work with greater ease. Coach-on-Call gives employees free access to a professional
coach offering advice and support on work-life issues. And the New Parent Coach
provides resources, support, and information to help new parents navigate through
pregnancy, leave, and the transition back to work.

* Employers are developing performance metrics to ensure that their programs do not
discriminate, are used by employees, and yield results. Grant Thornton, an accounting
and management consulting company in Dallas with 320 employees, has created
Partner Performance Metrics to hold office managing partners accountable for the
turnover and retention of women in their local offices, embedding metrics into the
firm's partner performance management system. These efforts have paid off by
increasing the number of women partners from 31 to 81 in just five years, an increase
of 174%. The firm offers considerable career flexibility to encourage employees to
develop and grow in the firm, whatever the changes in their personal and family
lives.

The 2009 guide shares innovative approaches for creating effective and flexible
workplaces. Our hope is that for employers and employees everywhere, it serves both
as an inspiration for what is possible and as a detailed resource for how to get there.
Ellen Galinsky is President of the Families and Work Institute. Tyler Wigton is
Project Manager of When Work Works. Lois Backon is Co-Project Director of When
Work Works.

4. Reading tasks.

1. Read only the title of the article. Can you predict what the article is about?

2. Skim the article quickly. Find the key words and give their English equivalents. Sum
up the main ideas of the article.

3. Write down the main idea of each paragraph, using only one sentence for each main
idea. Avoid translating and mentioning minor details.

4. Write an abstract reporting something new you learned from this article.

5. Are there any controversial (from your point of view) issues in the article? If so,
discuss them with your fellow students.
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6. Write a one-page summary of the article.
7. Render the article into English

PYKOBOJICTBO KOMAHJIOI

JImumpuii Komkun, buznec-mpemnep
Ha mpaktuke y mnuaepa OOBIYHO BO3HHMKAET CIEAyolias mpobiiemMa: C OJHOU
CTOPOHBI, KaXIbId JHAEp XO4YeT BHIETh Mepel CcOO00H COTPYIHUKOB, TOYHO
UCIIOJIHSIIOUIMX €ro BOJI, C JPYyrod CTOPOHBI, OH 3aWHTEPECOBaH B HX
CaMOCTOSATEIbHOCTH Y AKTUBHOCTH.
Kak coBmecTuTh 3THM JABa modspHbIX KadectBa? Kak caemarb koMaHay Ooiiee
AKTUBHOMW, HE yTpauyuBas CBOUX JIMJIEPCKUX NO3ULIUN?
YTOo4HUM: TIOJT KOMAHAOW MBI IOHUMAaeM OJIMIKalIee OKpYKEHUE JTuaepa, KOTOPOMY
JEJIETUPYETCs 4acThb OTBETCTBEHHOCTH. D((HEKTUBHOCTH MpEAsiaraéMbIX METOJOB U
OPUHIIMIIOB TeM OoJblle, 4em Ooiiee 3pesbIMU  SIBISIOTCS OT/AEJbHBIC YJICHBI
KOMaHJbl U KOMaHJa B LIEJIOM.
CB0HCTBa CHCTEMBI JIHAECP-KOMaHa
Jlupep-koMaHga - 9TO IEJNOCTHas CHCTeMa C OOpaTHBIMHU CBs3AMH. Jpyrumu
IpUMEpaMU CUCTEM SIBJISIIOTCS OpTraHU3allvs B LEJIOM WU JH000e ee MoapasieieHue,
a TakkKe OTHeNIbHAs JIMYHOCThH (B TOM ymcie u nujep). Jlrobas uenoctHas cucrema
CYILLIECTBYET U Pa3BUBACTCSI B COOTBETCTBHUHU C IIPUCYILMMHU €1 CBOMCTBAMM.
VYrpaBiieHue B CUCTEME JIIEP-KOMaHa JOCTUTaeT Hauboibiero r3pdexra, eciii OHO
CJIeIyeT PyCily 3TUX CBOMCTB:
IlepBoe cBOICTBO CHCTEMBbI JTHAEP-KOMAaHAA
[lepBoe CBOMCTBO CHCTEMBI JIHAEP-KOMaHJAa MOKHO CHOPMYIUPOBATH CIEAYIOIIUM
o0pa3oM: eciii B OJJHOUM YacTU CHUCTEMBI MIPOsIBJIEHA (T.€. IPUCYTCTBYET B CO3HAHUU U
B JICUCTBUSX) aKTUBHOCTbH (SHEPrUsl SH), TO B JPYroil 4aCTH CUCTEMBbI 00s3aTEIBHO
MIPOSIBJICHA BOCTIPUMMYHUBOCTD (PHEPTHUS UHB).
[IpuHIMIT CUHXPOHHOCTH.
BaxHo, 4TO cHcTEMa HE MOXET COCTOSATh TOJBKO U3 JBYX SIHCKMX WJIM U3 JBYX
MHBCKHUX YacTeil. Ecny monsITatbest co30aTh CUCTEMY M3 JIBYX OJHOBPEMEHHO OYEHb
aKTUBHBIX (SHCKMX) JIOJIEW WIIM JIBYX OYEHb NACCUBHBIX (MHBCKUX), TO Takas
CHUCTEMa OKa)XeTCsl HeCcTaOWIbHOM M pacmanercsi. B mepBoM ciiydae BO3HUKHET
KECTKOE TPOTHUBOCTOSIHUE, pa3pyllalolllee CHUCTEMY, BO BTOpOM — Oe3JeHCTBHE,
TaKXXe ee pa3pyliarolee.
B cucreme nupep-koMaHJa MPUHIUI CHHXPOHHOCTH MOET MPOSIBUTHCS B BHJIE
CJIEIYIOLIEro MpaBUJia: MOCTOSSHHO aKTUBHBIN JHIEP MOIYYaeT MACCUBHYIO KOMAHIY.
AKTHUBHBIC JIFOAU HE MOTYT CYIIECTBOBaTh B TaKOM KOMaHE: OHU JMOO pa3pyliatoT
CHUCTEMY HOBBIMHM HJESIMH M HEOCO3HAHHBIMHU TONBITKAMH TIepexBaTa YIpaBIICHMUS,
100 OKa3bIBAIOTCSI U3THAHHBIMH.
Jlnst Toro, 9TOOBI TOBBICUTH AKTHBHOCTh KOMAHbBI, JHIEP JODKCH BIIANIECTh
MpUEMaMu OCO3HAHHOT'O HEAKTHUBHOTO MOBEICHUS («MHBCKUI CTUIIb YIIPABICHUS ).
BTopoe cBoOMCTBO cUCTEMBI JIHIEP-KOMAaHAA
To, 4TOo HaxoAWTCS B TMOJCO3HAHWUU JHUAEPA, OKA3bIBACTCS MPOSIBIICHHBIM B
TPYIIIOBOM CO3HAHWUU M JICUCTBUSX KOMaHIbI, 1 HA000POT (KOMaH/Ia — «3€PKaJio»
PYKOBOJUTENSA, B KOTOPOM OTPAXKAIOTCS €r0 TAWHBIE CTPaxXH).
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TpeTbe CBOICTBO CHCTEMBI JIMAEP-KOMAH/IA

BHyTpu rapMOHMYHO (PYHKIMOHUPYIOLIEH CUCTEMBI JTUAEP-KOMaHAAa OTCYTCTBYIOT
NPUYUHHO-CJIEICTBEHHBIE OTHOIICHUSI.

YerBepTO€E CBOMCTBO CHCTEMBI JIUIEP-KOMAaHAA

Cucrema nuaep-koManaa 00J1aJJaeT CHOCOOHOCTBIO K CAMOHACTPOMKE.

OgHuM W3 BaXHEHUIIMX KadyecTB KHOEPHETUYECKON CHUCTEMBbI SIBISIETCA €€
CIOCOOHOCTh K CaMOHACTpOWKe. OTa CIOCOOHOCTh SBIAETCS HCTOYHUKOM
YHUKAJIBHOCTU JKMBOHM (LIEIOCTHOM) CHUCTEMBI, W TECHO CBsi3aHAa C JpYyrou
OCOOEHHOCTBIO CHCTEMBI — OTCYTCTBUEM B HEH NPUUYUHHO-CIIEJCTBEHHBIX
oTHomieHUH. CBOWCTBO CaMOHACTPOMKHM Ba)XXHO €II€ U IOTOMY, YTO OHO
o0OecrieunBaeT CTAOMIBHOCTh KHOEPHETHYECKOM CHUCTEMBI: KakOBbl Obl HU ObLIH
BHEIIIHUE BO3/ICHCTBUS U MOMBITKU U3MEHUTD MMOBEJCHUE BCEM CUCTEMBI B 1I€JIOM, OHA
HEM3MEHHO BO3BPAILAETCS B UICXOAHOE CTA0OMIBHOE COCTOSIHUE.

HNnaue rosops:

. HEJIb3s51 UBMEHUTH JTUIEPa, HE U3BMEHUB KOMaH/bI,

. HEJIb3s1 CO3JaTh U3MEHEHHS B KOMaH/e, HE N3MEHUB JUAEPA.

IIpyHUMIIBI YIIPABJIEHHUS B CHCTEMe JINAeP-KOMaH/1a

CymiecTByIOT Ba MOAX0/1a K YIIPABICHUIO N3MEHEHUSIMU B CUCTEME JTUAEP-KOMAH/IA:
N3MeHeHne uinm 3aMeHa 4acTeil CUCTEMBI U €€ CTPYKTYPBI, T.€. KOMaH/bI, OTJIEIbHBIX
€€ YJICHOB, MOJPA3ACICHUN, a Takke (POPMaIbHOM CTPYKTYphl B3aWMOJCHCTBUMN
MEXy 4acTsAMU (BHEUIHEE YIPABIECHUE IPOLIECCOM U3MEHEHHM );

JlocTrKeHrue BCEX HEOOXOIUMBIX (PYHKIMOHAIBHBIX HW3MEHEHUH TOJBKO Yepe3
pa3BuTHE Juaepa (WU U JIUJepa U MOJUMHEHHBIX) — 0€3 CTPYKTYPHBIX U3MEHEHHI B
KAKUX-JINOO YaCTAX CUCTEMBI.

B nepBoM ciydyae HEOOXOAMMO MPUBIICYEHUE JOMOITHUTENIBHBIX PECYPCOB U IPYyTUE
BHEILIHKE MEPbI, MHOT/Ia JJOBOJBbHO T'POMO3/IKUE U JOPOTOCTOSIIHE.

Bo BTOpOM cilydae BCe W3MEHEHHMs BO3HHUKAIOT B NPOLECCE JIMYHOM SBOJIOLNN
KQXKJIOTO YJieHa KOJIJIEKTUBA, JTUOO TOJBKO JIMJIEPA, KOTOPBIA B 3TOM CIIy4ae JIOJKEH
oOnangaTh HauOOJBIIMM YPOBHEM JIMYHOW CHJIBI U OBITh HACTABHUKOM ISl CBOEH
KOMaHbl. JIBHKYyIIEH CUIIOW TaKUX U3MEHEHUH SIBJISIETCS HAMEPEHUE JIMAEPA.
[lpuniun nepBblit: /laBas WHCTPYKIMIO MOAYMHEHHOMY, HEOOXOIMMO OCO3HAaHHO
UCIIOJIb30BaTh aJ€KBATHOE HEBEpPOAIbHOE BO3JIEUCTBHE — JMOO HHBCKOH, JIMOO
STHCKOW MIPUPOBI.

[loguepkHeM Takke, 4TO TOYHOMY HEBEpPOATbHOMY IMOBEIEHHUIO HEIb3s HAYUUTHCS.
OHo ectecTBEHHO (POpMHUpPYETCS B MPOILECCE OCBOOOXKIECHHUS OT HEOCO3HABAEMBIX
CTPaxOB U TIOCTETIEHHOTO Pa3BUTHs 0a30BBIX KOMIIETEHIUIA PYKOBOIUTES.

[Ipunuwmn BTOpoil: JIugep nomkeH ObITh HaUOOJIee THOKUM AJIEMEHTOM CUCTEMBI, T.€.
YMETh OCO3HAHHO BBIOMPATh U YAEPKUBATH CBOE COCTOSIHHE OBICTpEEe U TOYHEE
JIF0O00r0 WieHa KOMaHIbl.

OTOT TpUHIUI Oa3WpyeTcss Ha M3BECTHOM M3 TEOPHUH KHOCPHETUYECKUX CHUCTEM
YTBEPKJICHUH: YIIPaBJICHUE MPUHAJICKUT HanO0JIee THOKOMY JIEMEHTY CUCTEMBI.
[Tox ruGKOCTHIO MTUAEPAa MBI TOHUMAEM COBOKYITHOCTh TPEX KaueCTB:

. BBICOKHI YPOBEHb OCO3HAHUSI CBOUX COCTOSIHUU;
. CIIOCOOHOCTH CBOOOHO BHIOMPATH COCTOSTHUE (T.€. HEBEpOAIbHOE TTOBEACHHE);
. CIIOCOOHOCTH YACPKUBATH €T0 MPHU PA3INIHBIX BHEITHUX BO3JICHCTBUSX.
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3amMeTuM, 4YTO IMEpPBOE M3 3THX KAa4yEeCTB, NPU BCEU BHEIIHEH MPOCTOTE, SIBISETCS
CJIO)KHBIM HABBIKOM, TPEOYIOIIUM BBICOKOTO YpPOBHS JIMYHOM CUJIBI U BHYTPEHHEU
yecTHOCTU. Hampumep, B cHUTyalluu pa3ApakKeHUs YEJIOBEK YacTO HWCKPEHHE
YTBEPKIAET, YTO OH CIIOKOEH.

Jlupep HaxXoauTCs BHYTPU CHUCTEMbI Juaep-komanaa. OObIYHO, TOBOps 00
YIOPaBJIEHUU, JUAEPA BBIBOAAT 32 PaMKH CHCTEMBI, KaK 4YEJIOBEKAa, CTOSIIErO HaJl
KOMaH0W. B 3TOM cilydae roBOpsT O BHEIIHEM yNpPaBIeHUU. B cucteMHOM noaxonue,
KOTOPBI pacCMaTpUBAETCS 3/1€Chb, YMECTHO BBECTH IOHATHUE YNPABICHHUE WU3HYTPH,
paccMarpuBas IuAepa KaK 4acTb CUCTEMBL.

[lonsiTe ynpaBieHHUs HU3HYTPU CBSI3aHO C YHNOMSHYTBIMHA BBIIIE HPUHIUIIOM
CUHXPOHHOCTM M CBOMCTBOM CaMOHACTpPOMKH cucTeMbl. llox ympaBieHunem 31ech
MMOHUMAETCSI CIOCOOHOCTh BO3JIEUCTBHS OJHOW YacTH CHCTEMBI Ha JPYIYIO 4epes
U3MEHEHUE COOCTBEHHOTO COCTOSIHUS. 3a 3TUM CTOHUT CHOCOOHOCTH OCO3HAHHOIO U
CBOOOJTHOTO BBIOOpA MEXIY MHbCKUM U STHCKUM TUIIAMH B3aUMOJICHCTBUM, a TaKKe
pa3HbIMU UX KOMOMHAIUSIMHU.

W3 cka3zaHHOro BBITEKAET, YTO JMJEP JOJDKEH 001anaTh Oojblield T'MOKOCThIO U
YPOBHEM JIMYHOM CHJIBI, 4YeM J0O0NH uileH KoMmMaHAbl. B mpoTuBHOM ciydae
HEen30eKEeH MepexBar yrnpaBieHUs, TM00 KOMaH/la CTAaHOBUTCS HEYIPABIIIEMOM, axe
€CJIM OPTaHMU3alMs U CTPYKTypa YIIPaBJICHUS TIIATEIBHO PO yMAaHBbI.

B curyauuu ynpaBlieHHs UW3HYTpH JIMAEpP JCHUCTBYET, HU3MEHSSA IapaMeTphl
COOCTBEHHOT'O COCTOSIHUSL W TIOBEACHHMS. OTO AaBTOMATHUYECKH MPUBOIUT K
M3MEHEHUIO TOBEACHHUS KOMAaHAbl WA €€ YJIEHOB, T. K. BMECTE€ OHHU O0OpasyroT
LEJIOCTHYIO CUCTEMY.

[punuun Ttpetuid: Jlupep QopMupyer Takoe COCTOSHUE KOMAaHIbl, B KOTOPOM
BBIOpAHHASI UM 1I€JIb OCYILECTBUMA C MAKCUMAJIbHOUN BEPOSTHOCTBIO.

3amMeTuM, 4YTO BO MHOTMX MOAXO0JaX (OPMHPOBAHME YETKHUX LEJeH SBIAETCA
BOXHEUILIEN 4YacThlO ympasiieHUs. [IONMHOCTBIO pasgenss 3Ty UK, Mbl XOTUM
IIOJYEPKHYTh, YTO BHELIHE II€JIb JIOJDKHA MCXOIUTh HE OT JHUAEpPA, a OT YWICHOB
KoMaH/bl. EcTecTBEHHO, UTO CHayana OHa JOJKHA ObITH CPOPMHUpPOBAHA JIUAECPOM.
Ho ecan oH QopmasibHO NpeabsaBisieT €€ KOMaHIe, TO Mbl MOJy4aeM CUTYalHIo
SHCKOTO ympaBieHusi (cM. Bbllie). JIroOble MOMNBITKM BAOXHOBUTH HCIIOJHUTENEH
OyAyT HaTaJKMBaTbCS Ha HX [ACCUBHOCTb, KOTOpas YacTO COIMPOBOXKIAETCS
HEOCO3HAHHBIM CONPOTHUBIIEHUEM (B BHUJE COMHEHHUH, HEHYKHBIX BOIPOCOB WU
npoMmenneHuil). B mpemmaraeMoM 31ech MOAXOAE JHIEP JOJDKEH TMEpeaarh
MOJYMHEHHBIM HE 3HAHUE 1IeJIM, a CBOE YyBCTBOBaHUE cuTyaluuu. OJIMH U3 CIocOO0B
ATO CAENATh — UCIIOJIb30BaTh HHBCKOE YIPABJIEHUE.

Wtak, nuaep ympaBiseT cuTyanueil B (upMe TJIaBHBIM 0O0pa3oM uepe3 CBOE
COCTOSIHME. DTO OCOOEHHO AKTyaJIbHO B JJIMTENBHO CYIIECTBYIOIIMX KOJUIEKTHUBAX,
r7ie KapTUHa MHUpa JIJepa XOpoulo MOHATA U MPUHATA BCEMH WieHaMH KOMaH/bl. B
TaKMX KOJUIEKTUBAX YNPABICHHUE C MIOMOIIBI HHCTPYKLINNA CTAHOBUTCS CO BPEMEHEM
BCE MEHEE YMECTHbIM W TOYHBIM: OHO CIIMIIKOM TPOMO3AKO W 3aMEUICHHO, HE
COOTBETCTBYS CKOPOCTSIM, HA KOTOPBIX IMPOUCXOAAT €CTECTBEHHbIE KOMMYHHUKALIUH B
TakOM KOMaHJe. 3/ech YIpaBJICHHE Yepe3 COCTOSIHME CTaHOBUTCA Oolee
s dextuBHBIM. HOTIAa TUAEP U TOUMHEHHBIC IOHUMAIOT APYT JIpyra 0€3 CJIOB — C
ITOMOILBIO B3IJISAA, KECTA.
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Mpsl npuxoauM, TakuM 00pa3oM, K 0co0O0# CTpaTeruu IeNenoiaraHisl B Iporecce
ynpasieHus. s Toro, 4To0bl NCTIOTHUTENH CeNIal KOHKPETHBIN mIar, He0OX0aMMO
HE CTOJIBKO «HAaBs3aTh» €My OTOT IIIar, CKOJBKO CO3/IaTh COCTOSIHHE, B KOTOPOM
OKUJACMBIH IIIar OKa)XXeTcsl Ui Hero HanmOoJiee €CTeCTBEHHBIM, U MIOTOMY Hanbosee
BEPOSATHBIM.

Baxxno, 4to 3amaga, KOTopasi pu dTOM CTaBHUTCS, COCTOMT HE B TOM, YTOOBI CO3/1aTh
MEHTAJIbHYIO KOHCTPYKIIMIO, HAWTH TUIAaH JCHCTBUI WJIM TIONIArOBYHO CTPATETHIO
JOCTHKEHHSI 1IeNi. 3/1eCh NEHCTBYET TOT K€ MPUHIIUI HEONPEAENECHHOCTH, YTO U B
KBaHTOBOI (hM3MKE: 4eM TOYHEE (PUKCUPYETCs IIeNb JIJIsi KBAHTOBOTO OOBEKTA, T. €.
3HaYeHUE OXKUIAEMOT0 pe3ylbTaTa, TeM Oojee HempelCKa3yeMbIM OKa3bIBACTCS
nmoBeZicHue 00BeKTa. DTOT MPHUHITUI JEHCTBYET U B OOBIIEHHOM >KM3HU, XOTS JIIOIN
OOBIYHO ATOTO HE OCO3HAIOT. YeMm ymopHee 4YelnOBEeK ACPKHUTCS 3a KelaeMbIi
pe3yNbTaT, TeM OOJIbIIIE MPEMSITCTBHI BOSHUKAET. BHEITHE 3TO MOXET BBITJIAIETh KaK
MOSIBJICHUE CIYYaiHBIX Pa3pyIIMTEIBHBIX COBMAJCHUN WM HEYYTCHHBIX (DaKTOPOB.
D10 0ObIYHAS TUIATa 32 YPE3MEPHYIO TOYHOCTH B BBHIMOJHEHUU MYHKTOB IJIaHA — B
yiepO CHOHTaHHOCTH U BJOXHOBEHHIO.

IIpUHIMIIBI SITOHCKOTO MEHEIKMEHTA.

1 TIlpuHumaii ympaBlieHYECKHE PEIIEHHS C TOYKH 3pEHUs JOJTOCPOYHOMN
MEPCIEKTUBBI, JAKE €CIIU 3TO HAHOCUT YIIepO KPaTKOCPOUHBIM IIEJISIM.

2 BripaBHuBaii o0beM paboT (paboTaii, Kak uepenaxa, a HE CKauyd, Kak 3asil).
Ycrpanenue tpex «My»:

. Myna — neiicTBusi, KOTOpbIE HE TOOABISIIOT EHHOCTH JIJIs1 KOMITAHUU.

. Mypu — neperpyska JiroAei uiam o00py10BaHUS.

. Mypa — HEpaBHOMEPHOCTD, ITPUYMHA KOTOPOU — HENPABUIIBHO COCTABIICHHBIN
rpaduk padoT.

3. Caenail 0CTaHOBKY, €CJIM TOI'O0 TPeOYeT KayeCTBO — OCTAHOBUTH IMPOIIECC UMEET
MpaBo JIt000H COTPYIHUK KOMITAHUHU.

4. Vcnonb3yii BU3yaJbHBIM KOHTPOJb, YTO Obl HU OJHA MpoOiieMa HE OcCTallach
HE3aMEYEHHOM.

. Coptupyit unpopmaruio, Bemu 1 T.1. OCTaBb TOJIBKO TO, YTO HY>KHO.

. CoOmnrozail IOPsIIOK — y BCErO CBOE MECTO U BCE HA CBOMX MECTaXx.

. Comepku B UYHUCTOTE — KOHTPOJMpPYH CHUTyaluio Ha paboueM MecTe, B
KOMIIaHUU.

. Crannaptusupyii — pazpadaTbiBail CHCTEMBI U TPOLIEYPHI IS MOJACPKAHUS U
OTCJIE)KMBAHUSI IEPBBIX TpeX «C».

. CoBEpPUIEHCTBYH — KaXIBIN I€HB, IBITANCA YTO-TO YIIYUYLIUTb.

UtoObl pa3oOpaThCs B CUTYAIMH, HAJ0 YBUJIETh BCE CBOMMHU TJIa3aMU:

. Habmronmait u mymait.

. [TpuHuMait pemieHue, onupasicCh Ha JaHHbBIE, KOTOPHIE Thl TPOBEPHIT JIUYHO.
. OTO KacaeTcs BCeX.

5. ReadingTasks.

1. Translate the quotation given after the title.

2. Skim the article quickly. Find the main terms, give their English equivalents and
define them in English.

25



3. Sum up all the controversial (in your opinion) issues mentioned in the article, if any.
4. Write down the main idea of each paragraph, using only one sentence for each main
idea. Avoid translating and mentioning minor details.

5. Write your own abstract of the article.

6. Do you agree with all the ideas, strategies, opinions, predictions, etc. mentioned in
the article? Why?

7. Render the article into English.

COBPEMEHHBIE TEXHOJIOT'UHA YIIPABJIEHUSA: TEHAEHIIUU N
HEPCIIEKTUBbI
Heopv Anemuwynep, unen Ilpasnenus AKYOP (Accoyuayuu koHcy1bmanmos no
VIPABAEHUIO U 0pP2Pa38Umuio)

«Tpyonocmo ynpaeneHus yapcmeom He 8 mom, umobvl camomy Obimb YMHbIM, d 8
MoMm, UumobObl HAxX00UMb YMHLIX U onupamscs Ha Hux» Jle [3v1, 200 1em 00 H.5.

Yemy yunt ucropus?

N3yyenne uCTOpUM pa3BUTHUS DPBHIHKA MOKAa3bIBa€T, YTO OYEHb YacTo Oyayiiee
HACTYIAeT paHbIIle, YEM MEHEKEPHI MOKETAIOT paccTaThes ¢ HactoamuM. M Torga
BJIQJIETIbLIaM KOMIAHUN MPUXOAUTCSA CPOYHO PACCTAaBATHCA CO CBOMMH WIUITIO3USIMHU, a
TaKXe C MEHEPKepaMU, KOTOPBIE «IIPO3EBATIN» PHIHOYHBIE TIEPEMEHBI.

B nepBoi mojnoBMHE MUHYBLIErO BEKa JABJIEHHUE MACCOBOIO CHPOCA, C KOTOPBIM HE
MOTJIM CIIPABUTBCS KYCTApH, BBI3BAJIO K JKM3HU MACCOBOE MPOU3BOACTBO U
HEBUJIAHHBI POCT MPOU3BOJUTENBHOCTA. B KOHKYPEHTHOW Cpeae MOBBICUIIUCH
TpeOOBaHUsI K KQU€CTBY, HEJIOPOTHUE KaueCTBEHHBIE U3CIIMS 3aM0JIOHWINA PhIHOK. Ho
TOBapbl OJIMHAKOBBI WJIM OUYEHb MOXO0XKH, a MOTPEOUTENN Pa3IUyHbl, OHU HE XOTST
OBITh BUHTHKaMHM, HE XOTAT OBITh «KaK BCE» - M YeM OHU OOpa30BaHHEH, ONBITHEH,
TeM OOJIbIlle «KAPU3HUYAIOT», XOTST, YTOOBI MPOU3BOJIUTENN (KOHKYPEHIIUS BCE
ke!) YIUTBIBAJIM UX UHJIUBUIYATbHBIE BKYChI, TOTPEOHOCTH, KEIaHUSI.

MaccoBblif pPBIHOK PACKOJIOJICS HAa MHOXECTBO HM3MEHSIOIIUXCA U TOJBEPKEHHBIX
MOJIE MUHHU-PBIHKOB, TPEOYIOMIMX HEMPEePHIBHO PACIIUPSIONIETOCs JIUana3oHa
MOJIeJIel, THUIIOB, Pa3MEpPOB, IIBETOB M COOTBETCTBHUSI TPEOOBAHUSIM TOTPEOUTEIS.
UtoOsI copepKuMoe He TPUEIaioch, CTAIHN Yallle MEHSATh «YIaKOBKYY.

Jlanee cTpeMUTENIBHO Hadaja pacTd cdepa yCIayr B TMOMNBITKE COBMECTHUTh
HECOBMECTUMOE - MPOM3BOJIUTEIIBHOCT U CKOPOCTH MAaCCOBOTO MPOU3BOACTBA C
MPUCTAJIbHBIM BHUMaHUWEM K KOHKPETHOMY KJIMEHTY, ero ocoOeHHocTsMm. Ho uem
TECHEE Bbl CBSI3aHBI CO CBOMMHM KJIMEHTaMH, TeM OOJbIlIe BPEMEHU M CUJI Ha HUX
TpaTUTe, TEM HIKE MPOU3BOAUTEIHHOCTh Tpyaa. M BEICOKYIO MPUOBIIEHOCTD YCIYT,
B OTJIMYME OT TUIOBBIX TOBAPOB MAaCCOBOTO CIIPOCa, 00ECTIEUUTh OUCHb HEMPOCTO.
Jlosynr «Harma mens - mpubbuib» gaBHO ycTtapen. [IpuObiis - He 11eMb, a JIUIIb OJTHO
M3 BO3MOXXHBIX YCIIOBUW CYIICCTBOBAaHUS (PUPMBI Ha PBIHKE (Ba)KHA HE CTOJIBKO
npuObLIb, CKOJIBKO METOABI €€ TModydeHus). Jlpyroe BO3MOXKHOE YCJIOBHE -
MPUBJIEKATEILHOCTh TOTO, YTO Jenaer (upma, AJis UHBECTOPOB. Torma MOXKHO, J0
MOPHI JI0 BpEMEHH, HE 00paIiaTh BHUMAHHS HAa MPUOBUTLHOCTh M «PACKPyUHUBATHCS
3a CUET BHEUIHUX UHBECTHUIUH.
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Hpyroit no3ynr «llepcoHan - Haia riaBHasi [IEHHOCTb» OJHOOOKO pacCcMaTpUBAaET
PBIHOYHYIO CHUTyaluio. YUTO TOJIKY OT BalllMX HNPEKPacHbIX CHEIUATHCTOB, €CJIH
KJIMEHTOB MaJl0 U J10XOJbl He pacTyt? Takue no3yHru kak «KimeHT - Kopoiib!»,
«KnueHnT Bcerga mpaB» W T.I. TOXE HE BbIJACPKAIU HCIBITAHUS PBHIHKOM.
«PaccTunasicey nepej; KIMEHTOM, Mbl TIOBBIIIAEM TPYJIOEMKOCTh M CHUKAEM TEMITBI
cOoOCTBEHHOT0 pa3BUTHs. KOHKYPEHTBI ITPU 3TOM IIPOCTO OOXO/ISAT HAC HA TTIOBOPOTE.
boicTpee? N kauyecTtBenHee? Wim Bce xe - 3¢ dekTuBHee?

He o6s13aTenbHO ObITh MMOHEPAMHU, HO HAJIO OBICTPO MEepeHUMaTh MHHOBaUMuU. Ecin
paHbIlie U TOT0, YTOOBI CKOITMPOBATH UY>KYI0 HOBHHKY (ITPOAYKT, YCIYTY) B XUMUH,
HampuMep, TpeOoBaIOCh HECKOJIBKO JIET, ceiiuac 3To AenaeTcs 3a 5-6 MecsIes, a B
Oojee OUHAMHYHBIX OTpacisfiX - 3a HECKOJbKO Hemedb uiau faxe aHeil. Korma
KQKJIbIl 3HAET, YTO JAEJIAIOT APYIHe - JaK€ €CJIM BaM YAAJIOCh BBIPBATHCS BIEPE/,
4yepe3 HEKOTOPOE BpPEMsi KOHKYPEHThI BCE PaBHO Bac HACTUTHYT. CeromHst Te, KTO
CIIOCOOHBI  OBICTPO BBIBOJUTH CBOIO MPOAYKIMIO HAa PBIHOK, MoOEKIaloT Oosee
MEUINTENbHBIX,  3aBTPa, MOXKET ObITh, OHU CTAHYT OIEPEKATh U «TUTAHTOBY.

B nocneanee Bpemsi 0OJIBIIMHCTBO COOCTBEHHUKOB M PYKOBOAMUTENEH MpEeANpHUATHH,
C KOTOPBIMHU HPUXOJUTCS OOIIATbCA MHE M MOUM KOJUIEraM IO YIPaBJIEHYECKOMY
KOHCYJbTUPOBAaHUIO, BCE Yallle MPHUXOAAT K BBIBOAY, YTO HET YHUBEPCAJIbHBIX
KpuTepueB W Tokazatesned. Hu «opuOBUIBHOCTB», HHM «PEHTAOENbHOCTH», HHU
«IIUPOKUNA aCCOPTUMEHT», HU «KA4E€CTBO MEPCOHANIa», HU «KOJIUYECTBO KIMEHTOBY,
HU «Ka4eCTBO HX OOCIY)KHMBaHUS», HHU JaXe MPECIOBYTasl «IOJi1 PBIHKA» HE
ONpeaeNsieT YCIEeIHOCTh PUPMBI (TeM O0JIee B JOATOCPOUHOM MEepCIEeKTUBE!).
CeronHsIHAEe TOKyHaTed XOTAT MOJYYHUTh TOBApbl M YCIyrd 0O0Jiee BBICOKOTO
KauecTBa, JOMOJHUTENbHBIE YCIYTH, YA00CTBa, OPUEHTUPOBAHHBIE HA TOTPEOUTEIS,
BO3MOKHOCTh BO3BpATa U TAPAHTUU - M BCE 3TO N0 Oojee HUu3Kkou neHe. CoTpyaHUuKH
XOTAT MMETh TBOPYECKYI0 pPabOTy W JOCTOWHYIO OIIaTy COOCTBEHHOIO TpyAa.
WNHuBecTOophl XOTAT BUACTh OTAA4y OT MHBECTHILIMH, MapTHEPHI XOTAT, 4TOObI (upma
YUUTBHIBAJIN U UX BBITOJY. AKIIMOHEPHI pAaCCUUTHIBAIOT HAa AUBHJIEHIbI. PyKOoBOIUTEND
KOMIIaHUM CaM pEIIaeT, Kakue TpeOOBaHUS aKIMOHEPOB, HHBECTOPOB, MOKYTAaTeeH,
COTPYJHHUKOB, MapTHEPOB U B KAKOM Mepe OH CMOXET BBINOJHUTH, OOecreunBas
(GYyHKIMOHUPOBAHUE U pa3BUTHE OM3HECA.

JUis 3TOr0 HY)KHO yYMETb CUMTaTh, YTO JA€T KOMIIAHUM KaXKJIblii CErMEHT PBIHKA,
OTJENbHBIN KJIMEHT, TOBap, KaHal cObITa U PETHOH - YTOObI COCPEIOTOUUTH YCHIINS
Ha HauOosee BBITOJHBIX KJIMEHTaX, TOBApax M KaHajax (BO3HUKAET KIIIOYEBOE
nousatue <«3pdexTuBHOCTHY). HYXHO TOCTOSHHO OTCIEKHUBATh MHOXKECTBO
Pa3HOOOpa3HbIX MapaMeTpoB, AMHAMUYECKHM pPACCTaBisIsl NPHOPUTETHL: CETOIHS
HY>)KHO YpEryjiupoBaTh OTHOILUEHUS C aKIMOHEpaMH, 3aBTpa - MPUCTYNHUTh K
CO3JJaHUIO0 HOBOT'O MPOAYKTA, a MOCJe3aBTpa - BOOAYIIEBUThH MEPCOHAN U JAOCTONHO
OTBETUTh Ha MPOUCKU KOHKYPEHTOB U HOBBIE MOKEIAHUS KITUEHTOB.

JIroO0MBITHO, YTO MOXO0XKHE MPOOJIEMBbl BO3HHKAIOT HE TOJBKO y KOMMEPYECKHX U
MPOU3BOJCTBEHHO-KOMMEPUECKUX MPEANPUITHA, HO W y OIOKETHBIX U Jaxe
BJIACTHBIX CTPYKTYp - KOTJla OHU 3aMHTEPECOBAHbI B BBKUBAHUU WJIM HAYUHAIOT (IO
KaKUM-TO TpUYMHaAM) OOpOThCA 3a TOBBIMIEHHE dAPPEKTUBHOCTH  CBOEH
NEeATENBHOCTH.
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HyXHO TOHSTH, 4TO TPOUCXOIUT, CHOKYCHPOBATH BHUMAHWE, CKOHIIEHTPHUPOBATH
pecypchl. A JUIsl 3TOTO HY>KHO YMEThb (hOopManu30BaTh MPOOJIEMbl, 1€KOMIIO3UPOBAThH
UX, paHXHpOBaTh, MOJEIMPOBATH BO3MOXKHBbIC BapuaHThl pemieHus. M ymersb
oOpamarbCcsi ¢ TaKUM HEOOBIYHBIM M CBEPXMOIIHBIM pEeCcypcoM Kak HHMopmaius:
CUHXPOHU3MPOBATh  €ro,  KOHCOJUIUPOBATHb,  pa3AeisiTh,  THUPAKUPOBATH,
peoOpa3oBbIBaTh U UCIOJIb30BaTh B COOCTBEHHBIX HHTEPECAX.

Krnaccuueckuil npornecc NpuHATHS pelICHUN BecbMa CIOXEH W BKJIIOYAET B cels, B
JaCTHOCTH, COOp W aHaimW3 HWHQPOPMAIUH, TMOATOTOBKY BO3MOXKHBIX BapHAHTOB
pereHni (aTbTEePHATHR), BRIOOP pemieHus (TI0 KaKUM-TO KPUTEPHUSIM), OpTraHU3aIIHIO
€ro  peajm3anuu, y4eT, KOHTPOJIb, aHajdu3  pe3yJbTaTOB,  BBIPAOOTKY
KOPPEKTUPYIOIINX BO3JAECHCTBUH - U IIUKJI CHOBA MIOBTOPSETCS.

Ecnmu peub maer o0 M3MEHEHWH CTPYKTYpHI yIpPaBJICHHsS OM3HECOM, KOPIOparuen
WM KOHIIEPHOM, PEIIEHUsS, CBSI3aHHBIE C OOBEIWHCHWEM WM Pa3yKpyImHEHHUEM
OTJIETBHBIX CTPYKTYP - 3TO BBICIIAsi KATETOPHUSl UCKYCCTBA YIIPABJICHUS U MOJIXOJIUTh
K 9TUM BOIIPOCAM IO MPUHIIUITY «X0UY - HE Xouy» - 6e3ymue. Hy)kHO Bce TIarensHo
MPOCUUTHIBATh, a JUIS 3TOTO HyXHa HHGOpPMAIMOHHAs MOJENb, Ha 0a3e KOTOpou
CTpPOUTCS KOpIOpaTWBHass HH(POpMAllMOHHAsT CHUCTeMa - OHAa W SIBIsETCA
WHCTPYMEHTOM ONEPATUBHOTO U 3(PPEKTUBHOTO YIIPABICHHUS.

A 4ToO, eciu f...?

KopnoparuBnas cucrema cozfgaer ¢GyHAaMEHT JUIsl TOTO, YTOOBI MOXKHO OBLIO
Pa3BEPHYTh «UTPOBOE MOJIC PYKOBOJIUTENS», JaBasi EMY BO3MOXXHOCTh MOJEIUPOBATh
KaK ye Mpou3onieAmnue («a 4To ObL1o Obl, €clu OBl 5...»), Tak U Oyaymme («a 4to
OyJlieT, eciu §...») COObITUS. A OTCIOJIa YKE€ HEJATIEKO JO MOJHOU B MOCJIEAHEE BpEMSI
UJIeU «KAOWHBI yIpaBJICHUS», KOTOpas, B YaCTHOCTU, MOXKET CIY>KUTh MPEKPACHBIM
TPEHAXKEPOM ISl MEHEIKEPOB.

BcriomuHaercss pa3roBop € MOpeACTABUTEIEM HW3BECTHOM TEJIEKOMMYHHUKAIIMOHHOU
KoMmnaHuu: «Msl B Hauaje 1998 roma BHEIpUINM KOMIUICKCHYIO MH()OPMAIIMOHHYIO
CUCTEMY, B KOTOpOHl Bce omepanuu O(QOpMIISIOTCA MPsSMO Ha pabodymx MecTax
MpoaaBLoB. YecTHO roBops, MOHavYany Ka3ajaochk, YTO Mbl neperiatiuid. Ho B pasrap
aBr'yCTOBCKOIO KpH3HCa, KOrJa MHOTME€ KOMIIAHUM OCTaHABJIMBAIUCh, MBI
MPOJIOJDKATU CTAa0MIBHO paboTaTh, ayke Korja Kypc JoJulapa MEHsUICS 4yTh JIU HE
7IBa pa3a B JieHb. Ha Hammx KJIMEHTOB 3TO Mpou3BeNo OOJbIIOE BIEUATICHHUE, /1a U
HEKOTOpPBIE KIIMEHThl KOHKYPEHTOB MOCJIE MEPEKUTOrO MPUILLITU K HAM.

Ipyroii mpumep - PYKOBOJCTBO 3aBOja, IMPOU3BOJSIIECTO AaBUALIMOHHBIC MacIa,
MPOBEJIO aHAJIM3 MPUOBUILHOCTH CBOEH MPOAYKIIUU U MPUHSIIO PELICHUE MPEKPATUTD
MIPOU3BOJICTBO BOCbMHU Macedl, OTBIeKaBIiee 6osnee 1 MiaH. 701, UTOOKI HE MOJABECTH
KJIMEHTOB, 3aBOJ] CTaJ ATH Macja MOKyMnaTh (JIeIIeBye) U nepenpoaaBarb. KineHTbl
HUYEr0 HE MOTEPSUIN, a 3aBOJ] BICBOOO U (DMHAHCOBBIE U YEJIOBEUYECKUE PECYPCHI U
CKOHIICHTPUPOBAJICSI Ha TOW TMPOAYKIIMH, MO KOTOPOHM MOTr TpETEeHJ0BaTh Ha
PBIHOYHOE JTUAEPCTBO. BIOIHE JOrHYHOE pelieHuE.

[Ipu3oBbie «Opemknm» Ha Pa3HBIX CETMEHTAX PhIHKA OOBIYHO JOCTAIOTCS JIUIEpaM
ATUX CETMEHTOB, OCTaJIbHbIE JIOBOJBCTBYIOTCSI ~«CKOpPIYyHKaMu». Y CIHEHIHBIC
OM3HECMEHBI JIaBHO YXK€ TMOHSUIM, YTO JIIOObIE TOBAPHl UMEIOT OTPAaHUYEHHBIN CPOK
KU3HHU, W JaXe JydlIne W3 HHUX ObICTpO ycrapeBaroT. [losTomy He TOBaphl, a
MPOIECCHI UX CO3/IaHMS MPUHOCIT KOMITAHHUSAM JOJTOCPOUHbIN ycneX. CeroaHs pedb
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UIET YK€ He CTOJBKO O KaueCTBe KOHKPETHOM MPOAYKILHH, CKOJBKO O KadyecTBe
camoro OusHeca.

TpanuuuoHHBIM Bompoc: «A B KakoM, COOCTBEHHO, Ou3Hece Mbl paboTtaem? »
nepemien B 6osee riryookuil: «Kakue crienuaabHble HABBIKM M 3HAHUS MBI JOJIKHBI
NPUHECTH B HBIHENIHUE OW3HECHI, YTOOBI OHU CTad (YHAAMEHTOM, Ha KOTOPOM
CMOTYT BbIpacTu Oyaymiue OusHechl?». VCTOYHMKM TNpPEMMYIIECTB BCTPOEHBI B
NPOJIYKThl KOMIIAHUHM, OHU HECYT HAaBBIKM M HOY-Xay paboumx U MeHemxepoB. He
MEHee BaXXHO - Kak uH(poOpManus, HOYy-Xay, pEIIeHUS U Kapbepbl OyayT
UPKYJTUPOBATH B IOCTPOECHHOM CTPYKTYpE.

Kak roBopun onuH KpymHbIA 3amagubiii OusHecMmeH «Korma ckopocTh mepemew,
MPOUCXOSAIINX BHE KOMITAHWHU, TPEBBIIMIAET CKOPOCTh IMEPEMEH, MPOUCXOIIINX
BHYTpU Hee, KoHel Omm3ok». [loka phIHKKM OBUTH JOKAJbHBIMM M MEHSIIHCH
MeJJIeHHO, paboume pabortanm, a MeHemkephl mymanu. Ceddyac pBIHKH CTaJld
r100aNbHBIMU, TpaBujia U3MeHstoTca ObicTpo. HyxkHbl “pesepByapsl umpein” (He
CJIy4aiiHO MJIeW Ha3bIBAIOT «BAJIOTON OyIyIIEro»).

IInaHbl - HUYTO, IJIAHUPOBAHHUE - BCE

[TocTpoenue 11000# CUCTEMBI YIIPaBICHUS BKIIIOUAET TpU 00s3aTEIbHBIX Tara:

. co3/1aHre MH(OPMALIMOHHOTO IPOCTPAHCTBA, HEOOXOAUMOTIO I OIPEACIICHUS
YIPaBILIIOLINX BO3/IEUCTBUM,

. pa3pabOTKy METONOJIOTMM CHHTE€3a YIpaBJICHUH (aBTOMATU3UPOBAHHOIO
MPUHATHUS YIPABICHUYECKUX PEIICHHUI),

. co3ganue (opMm (B TOM 4YHMCIE 3KPaHHBIX) MPEACTaBICHUS HHPOPMALMH O
PEKOMEHJYEMbIX  YIPABICHYECKUX PEHICHUSX H OOOCHOBAHMSX  BBIJIAHHBIX
PEKOMEHIAIUH.

@DyH/ITaMEHTAJIbHOE CBOMCTBO  CJIOKHBIX KOMIUIEKCHBIX CHCTEM (a cHcTeMa
yIpaBiieHUs] OM3HECOM HECOMHEHHO K TAKOBBIM OTHOCHUTCS): IPUYMHBI U CIEACTBUS
pa3HECEHbl B NPOCTPAHCTBE U BO BpeMEHH. M ecnu BO3HUKIO 3aTOBapHBAaHUE,
OECCMBICIIEHHO TYT € MEHSATh COBITOBUKOB - HYXKHO TMOHATh ITyOWHHBIE TPUYWHBI,
HE 3aCTpeBas Ha OUYEBUIHBIX CUMITOMAX. BIIOJIHE BEPOSITHO, YTO BBIMTH U3 TPYAHOU
CUTyalnu yaacTcs 06e3 OOJbIINX 3aTpaT B COOTBETCTBUU C U3BECTHBIM «IIPUHIIUIIOM
ppluara»: Maljible BO3JICUCTBUA MOTYT CTaTh NPUYMHOW 3HAYUTEIBHOTO U
YCTOMYMBOTO YIYUIIEHUS, €CJIM OHU ObUTH MPUIIOKEHBI B HY)KHOM MECTE U B HYKHOE
BpEMSL.

Hanpumep, dbupma moxkeT ObITh BechbMa MPUOBUILHOM, HO HE MMETh HAIMYHBIX.
Bo03MOXHBIE TPUYHHBI:

. Jlebutopckasi U KpeIuTopckas 3aJ0JKEHHOCTh HE MPUBEJIEHBI B COOTBETCTBHE
(moKymarenu oriaurBaroT (pUpMe MPOAYKIHIO MEJJIEHHEE, YUeM (pUpMa BbIMIAYUBAET
MOCTaBIIMKAM)

. dupmMa MHBECTUPYET B IMOCTOSHHBIC AKTUBBI WM B TOBApHO-MaTepUaJIbHbBIC
3anacsl

. ®upMa NpOU3BOIUT BBHIIIATHI MO CYIIECTBYIOIMIEMY JOJTY WU BBHIILIAYUBAET
JTUBUJIEHBI COOCTBEHHUKAM

®upmbl, HANPOTHUB, MOTYT HMETh HAJUYHOCTh, HO HE OBITh TPHUOBUILHBIMH.
Bo3MoxHBIE TPUYMHBL:
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. ®dupMa nosryyaeT mIaTeXu OT MOKymnareneil ObICTpee, YeM BhIIIAYMBAET JOJITH
[IOCTaBIIUKAM.

. ®dupma JUKBUIUPYET UHBECTULIUU (AaMOPTU3UPYS MOCTOSHHBIE KalmUTalbHbIC
BJIO’KE€HUSI UJTM UCIIOJIb3Ys TOBApHO-MaTepUalbHbIC 3aMachl 0€3 UX 3aMEHBbI).
. ®upma OepeT HOBBIN 3a€M WJIM MOJIy4aeT HOBBIN KaluTas

OTtedecTBEHHBIN OM3HEC YXE BBIIIET U3 ATalna YKCTEHCHBHOTO PA3BUTHUSA, KOTIA C
YBEJIMYEHUEM OOBEMOB MPOMOPIIMOHAILHO YBEJIMYUBAIACH U MPUOBLIb. Y MHOTHX
NPEANPUATAA HACTyNUJI MOMEHT, KOIZIa Pa3BUBaTh OM3HEC CTalO OECCMBICIEHHO -
00BEMBI pOCHH, a MPUOBLIL HE yBeIMUMBaiach. [IpuunHa - OTCYTCTBHE OTJIaXXEHHOU
CUCTEMBI yrpaBiieHus1 Ou3HecoM. ClelcTBHE - MOCTOSHHAS KOJIOCCajdbHAsl HArpy3ka
Ha COOCTBEHHHMKOB U BBICIIUX MEHEIKEPOB, HEBO3MOXKHOCTh OCTaBUTh OH3HEC 0e3
MIPUCMOTpA JaKe€ Ha HECKOJIBKO JHEH.

Mexnay Tem, Hanuune TMOKOW CHCTEMBI YIPABIEHUS HE TOJIBKO CHUXAET HArpy3Ky
Ha PYKOBOJUTENEH, HO M OOEcrneyrMBaeT KOHKYPEHTOCIOCOOHOCTh OHM3Heca, €ro
JUHAMMYHBIA YCTOMYUBBIN POCT, MO3BOJSIET U3BJIEKATh BBIFOJBI M3 HECTAOUIBLHOU
DKOHOMHUYECKON cuTyauuu. OuepenHON KpU3UC I TaKMX KOMIIAHUM - CTapTOBas
IUIOIIAJKa JJIi HOBOTO pocTa. MOXXHO BCIOMHHTH KPAacUBBIM JEBU3 IIBEICKOU
kopriopauun = ATLAS COPCO: «Korma HayumHaiOT [OyTh BETpPbl IMEPEMEH,
OOJIBIIMHCTBO JIIOAEH BO3BOJAAT MpErpajabl, YTOOBI 3aIIUTUTHCS OT BETPA... HO
HaxoJATCA U T€, KOTOPBIE CTPOST BETPSIHBIE MEJIbHULIBD.

BbeIxonaT Ha mepBBIN IJ1aH JIBa BOIMPOCA: MOUCK MAPTHEPOB HA PHIHKE M CO3/IaHUE
KOMaH/Ibl Ha caMoil pupme. ITo TpeOyeT APYrux NOAXO0A0B K YIPABICHUIO - YETKOTO
IJIAaHUPOBAHMSI, TOHUMAHUsS, YTO Jelaellb, 4To Oyner 4depe3 rof, aBa. llpuuem
BAKHBI HE CaMM ILJIaHbI, & MPOLECC HENPEPHIBHOTO IUIAHUPOBAaHUSA (KaK TOBOPHII
reHepai Di3eHxaysp, «IUIaHbl - HUYTO, IUITAHUPOBAHUE - BCEY).

OTcyTcTBHE JOCTOBEPHOM OINEpaTUBHON HMH(POpMaLUU JAENIaeT MHOTUME PeCcypcChl
IIPOCTO HEBUIUMBIMH («y HAC BCE €CTh, HO MBI 00 ATOM He 3HaeM»). KpaifHe BakeH u
ypOBEeHb 00001IeHrus uHPoOpManuu (IUPEKTOPY HYKHO OJIHO, 3aMy - JApPYyroe,
PYKOBOAMTENEH CIy*’O HHTEPECYIOT MNOAPOOHOCTH), M TOPSAJOK €€ JIOCTaBKU -
ornpezeneHHas HHPOopMaIUs HyKHa PYKOBOJIUTENIO €KEKBapTaIbHO, 4 €My JIal0T €€
€XEeTHEBHO, U HA00OPOT.

CerMeHTanys pbHIHKOB, HECMOTpPsS HAa BCIO €€ BAXKHOCTh, IPOBOJUTCS 3a4acTylO
HEOpEeKHO, MUMOXOJIOM, CYIIECTBYET JIMIIL B rojioBe pykoBoautens. He HamaxeH
HOPMAJIBHBIM YYeT MO KaXIOMy CEerMeHTy pblHKa. Kpome Toro, y Hac OOBIYHO
OrpaHUYMBAIOTCS reorpaduyueckor U COIMaIbHO-3KOHOMUYECKON CEerMeHTalueu, Ha
3anazie e MHOrO BHUMAaHMS YACNSIOT HE TOJIBKO 3TUM, HO M JPYIMM paspes3am, B
YaCTHOCTHU, ICUXOJOTUYECKON CerMEeHTAIMN KJIMEHTOB.

Kaxnprii pykoBoauTeNb JOJDKEH CaM  HW3TOTOBUTH  IEPCOHAIBbHBIA  HA0Op
VIOPABJICHUYECKUX MHCTPYMEHTOB JJii CBOEro KOHKPETHOro OusHeca. TumoBble
pernamMeHThl U (GOpMbI MPU TOM MOTYT OBITh HCHOJb30BaHbl JHIIb B KaueCTBE
«maprajikmy. XOopoluid periaMeHT He MOXKET ObITh POXKICH CHAPYKHU - 3TO MOHSIIN
y)K€ MHOTHME MEHEIDKEpbl, MbITABIIMECS B TOCJIEIHUE TOAbl BHEAPATH Yy cels
pa3iauuHble  «a30yKd  MEHEIKMEHTa»  (HEepeaKo IOCTaBisieMble 10  IEHE
COQHIUKJIONETUN ).
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BaxnenmumMy CBOMCTBAMU COBPEMEHHBIX YIPABIECHYECKUX TEXHOJOIMM SBIISIOTCS
UX CUCTEMHOCTb (HEBO3MOXHO O€3HAaKa3aHHO M3MEHSTh YAaCTU CUCTEMBI, HY’KHO BCE
BpEMsi BUJIETh CUCTEMY B I€JIOM), KOMILJIEKCHOCTh M COaJaHCUPOBAHHOCTh MOJX0/IA.
Ecnu n3MeHeHUsl He TUIaHUPYIOTCA M TIIATEIbHO HE MPOCUUTHIBAKOTCSA, YAIlle BCETO
OHM TOPOXJAIOT JIMIIb KOH(MDIUKTHL W HOBble mpobOiiembl. Kmes OnecTsaumx
MapKeTOJIOTOB W cJa0yio (UHAHCOBYIO CIIYXKOy, BpSI JHU MOXXHO JOOUTBHCS
CEPbE3HBIX PRIHOYHBIX yCIEeX0B. To ke OTHOCUTCS K CO3/IaHUIO IIEHTPOB (PMHAHCOBOM
OTBETCTBEHHOCTH B CHUTYallMM, KOTJa MEepcoHal K 3ToMy enie He rortoB. «Kakas
cTparerus aydme? » win «Kakasg cTpykrypa sydmie? » - 4acTO CIpalIuBaroT
PYKOBOJIUTENN Yy KOHCYIbTAaHTOB. OTBET MPOCT MO CYTH M CIIOKEH MO pean3aluu -
«Ta, KOTOpasi COOTBETCTBYET YPOBHIO PA3BUTHS BallleH (PUPMBI».

Mo:KHO J1M IOCTABUTH HHHOBAIMM HA MOTOK?

['oBopsAT, 4TO ympaBjieHel MOody4aeT HH(OPMALMIO M3 MPOIUIOT0, CUTHAIBI U3
HACTOSIIIIETO M HaMeKku u3 Oyaymiero. s Toro, 4TtoObl BBIAEIUTHCS U3 TOJIIBI,
TpeOyeTcst OCTaBUTh Ha MOTOK MpoliecCc HHHOBAUMM. [[71s1 Toro, 4To6s! 3hPexkTHBHO
YIPaBJIATh, CETOAHS HEOOXOJUMO OYEHb MHOTO pa3zHooOpa3HoM uHpopmauuu. Ee
HEO0OXOUMO TOCTOSIHHO COOMpaTh, KOIMUTh, CTPYKTYpUpPOBaTh, aHAJIW3UpPOBaTh, a
3aT€M CHHTE3UpOBATh W NPHUHUMATh PEILICHUS - HaOpuMep, I yCTPaHEHHUS
IIOCTOSIHHO BO3HUKAIOIIMX JHUCIPONOPLUUN WM HUCHOJIB30BAHMS BHOBb BO3HHKIIMX
BO3MOXHOCTel. I Bce 3TO Hazmo nenarb O4eHb OBICTPO - LI€HA MEMJIUTENBHOCTH
CEroJIHs 3a4acTyIo OOJIbIIE, UeM IIeHa OIIHOOK.

HNHTepecHo, 4TO MOTOK MHPOpMALUU, UAYIIEH OT KIMEHTa, HEYKIOHHO pacTeT. Bo-
MEpBbIX, 4YeM OOJbIIE€ 3HACllb - TEM TOYHEE M CBOEBpPEMEHHee OyIeT TBOE
npemaiokeHre. Bo-BTOpBIX, KOMIIAaHHMS MMEET IIAaHChl YIepKaTh (10 JaHHBIM
3amaJHbIX UccleaoBareniei) B cpeaHeM 62% HeOBOJIbHBIX MOTpEOUTENEH, €Clii OHa
aJIeKBAaTHO pearupyer Ha HUX >KajloObl. Eciiv ke COTpYyJIHHMKM HE3aMeIJUTENbHO
YCTPAHSIIOT MIPUYUHBI HEJIOBOJILCTBA, KOMIIAHUS coXpaHseT 10 95% notpeduteneil. A
BOT MOTOK MH(OPMAaLUU, UAYIIUN OT MPOU3BOIUTENS K KIMEHTY, MOXKET U JOJIKEH
YMEHbIIATBCA - HE HaJ0 BbIBAIMBATh HAa MOTPEOUTENEH CIMIIKOM MHOTO
uHbopMaluu. Y HUX HET HU BPEMEHH, HU JKEJlaHUS €€ MepeBapuBaTh, HYKHO
BbIOMpaTh caMoOe-caMO€ TJIaBHOE, KPacHBO €ro YMaKOBBIBATH U BOBPEMsI BpyYaTb.
HyxHo Taxke cBeCTH K MUHUMYMY BUAMMYIO MOTPEOUTEIIO CIOXKHOCTD U3IEIUM.
BnpoueMm, onavH MH(QOpPMAIMOHHBIM MOTOK OT MPOU3BOAMTENS WM IMOCTABIIMKA K
KJIIMEHTY HHUKOIJla HE JOJDKeH ociabeBaTh: HArjasgHO MMOKAXKUTE KIMEHTaM UX
Bbirony. Ilokaxkure KiMeHTaM MOAPOOHO, KAk BbI JeJaeTe CBOM OW3HEC, Kak
nobuBaerech ero 3P(GHEKTUBHOCTH - YTOOBI OHU YOEIWIUCh, YTO IUJIATAT BaM U3
CPEACTB, COKOHOMIICHHBIX C TIOMOIIBK) Balled K€ MNpPOAyKUHH. Bbl, Bamm
MOCTaBUIMKM, Ballld KIUEHTHhl «CBSI3aHbl OJHOW LIEMbIO» W JIOJKHBI BBIMTPHIBATH
BMECTE, YECTHO JEJIl CBOM «BBIUTPHILD U BKJIAJbIBAsl €r0 B PA3BUTHUE, MPU MOMBITKE
NOTSHYTh «OJIESIIO Ha ce0s» B MPOUTPHIILIE OCTaHYTCS BCE.

KOHKpeTHBII NpuMeEp: KOMIIAHHS, MNPOU3BOIAIIAS 3JIEKTPOKOTIBI W APyroe
0o0OpyIOBaHUE, OMPOCHJIAa OCHOBHBIX CBOMX KJIMEHTOB, U OKa3aJoCh, YTO OOJbIlIe
BCEIO0 OHU IIEHAT THOKOCTh M OINEPATUBHOCTh MOCTaBKU. Kommanus 3akitoumnia
JIOTOBOP C HMHOTOPOAHUMH TPAHCHIOPTHUKAMHM W YBEIWYHWIM BOCIPUHUMAEMYIO
LIEHHOCTb IS KJIIMEHTA, CJIeTKa NOAHAB LeHy. KTo oT aToro npourpan?
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OT KOHKYPEHIMH - K NAPTHEPCTBY (BHE M BHYTPH KOMITAHUH)

['mobanuzanusi, pocT KOHKYPEHLMHU, O KOTOPBIX CEroJHs MOCTOSHHO NHUIIYT H
TOBOPST, JCUCTBUTENIBHO SIBIISIOTCS BaXHBIMH cTpaTerndyeckumu ¢dakropamu. Ho He
MEHEEe BaXKHbI U BHYTPEHHUE MTPOTUBOPEUHS, O KOTOPHIX BCIOMHHAIOT TOPa3/io PEKe,
HaInpumep:

. ciyx6e mapketunra (Toprosomy JloMy) BBITOJHO pacHIUPSATH ACCOPTUMEHT,
NPOU3BOJACTBY - JleJaTh MHUHHUMYM pa3JIMYHBIX W3JACNUN, u30eras CI0XHOU
nepeHanagku 000py10BaHUs

. IIPOU3BOJICTBO MEUTAET O PABHOMEPHOM 3arpy3Ke MOILHOCTEN B TEUEHHE oA,
KJIMEHTHI, 2 BMECTE C HUMH U CIy’)k0a MapKeTHHTa, HYXKIAIOTCS B MPOIYKIMH B
MIMKOBBIX 00BEMAX B Y3KHE TPOMEKYTKH BPEMEHH.

[IpouuTHpy0O PYKOBOJIWTENS YCIEIIHOTO IPOU3BOJACTBEHHOIO-KOMMEPYECKOrO
npennpusitusi: «l[loka s ngaBmio wHpopManued BHU3. XOTENOCh OBl CO3AaTh
noTpeOHOCTh B HMHGpOpMAIMM W HWHOOPMALIMOHHOM OOMEeHe (HO MEHEIKEPOB,
PYKOBOAMTENEH MOApPA3IeICHUNA Hal0 «TpscTu»). He xouer nnpopmamus cama tedb
BBEpX U BOOK, a JOKHa (OHTaHHpOBaTh. MHaue MbI BCe TEpsieM JKUBYIO CBSI3b C
KJINEHTOM U JIpYT C APYTOM».

CrnpaBeImMBOCTH pajau, OTMETHM, YTO HE BCE TaK NPOCTO. IIepBbIil pyKOBOAUTEID
nepeaeT CBOMM 3aMaM UM IMPOYMM MEHEIKepaM JIUIIb HEOOJBIIYI0 4YacTb
uMerolIeiicss y Hero uHpopMmanuu (B TOM 4YHUCIE, O KOHKYPEHTax, KIHMEHTaX,
MepCreKTuBax, yrposax). M He TO, 4TOOBI BCErja HE XOYeT WM OOUTCA YTEUKU
nH(pOopManuu, MPOCTO HEKOTa, 1a U He opMaInu30BaH 3TOT npolecc. B pe3ynbrare
OTPOMHBIA O0BEM MOJE3HOM (IyCTh M HE CTPYKTYPHUPOBAHHOW WH(MOPMALIHH)
CKaIUTMBAETCS HABEPXY, B TOJOBE MEPBOro JMla. ['0jl0Ba «IIyXHET», TOIKY Mayio. A
MEHEKEPBl PAHTOM TOHUKE MCIBITBIBAIOT SABHOE «CTPATETUYECKOE TOJIOJAHUE», B
YCIOBHUSIX KOTOPOrO OYE€Hb TPYAHO OLEHUTh WX pEalbHbIA CTpaTernyecKuid
NoTeHUHal (OHU )K€ MHOTOIO HE 3HAIOT) U KOTOPOE CO BPEMEHEM MOKET MPHUBECTU
UX K «CTPAaTEru4eCKOi MMIIOTEHLIUN.

Bnpodem, MeHEKEPBI U COTPYIHHUKM TOXKE B JOJTY HE OCTAIOTCA. 3a4€M MOIYCTY
BOJIHOBaTh pykoBogutensi? Camu pazdepeMcs. 3adeM JOKJIAIbIBaTh O CBOUX
ynymeHnax? HMcnpaBuM NOTHXOHBKY, HUKTO M HE Yy3HaeT. BcuibiBaeT aumib
napopmarus o Ull, na u 10 OoTKyma-to co ctoponbsl. Korma Bce cooOmarT apyr
IPYTY TOJIBKO TO, YTO CYUTAIOT HY>KHBIM, PEIICHHS HA BCEX YPOBHS IPUHUMAIOTCS HA
OCHOBE HETOJIHOW, NCKa)KEHHON MH()OPMAIITMOHHON KapTHUHBI.

OTcyTcTBHE HalaXXEHHBIX MEXAHU3MOB OOpPATHOM CBSI3U BEAET K «pabOTe B TyMaHeE»
M HecObITOUHbIM HaaexaaM. Cepbe3Hble MpeoOpa3oBaHUsl OOBIYHO HAUYMHAKOTCS C
nH(pOpMaMOHHOW HHBeHTapu3auu. Hano noHsaTh, Kakue HHPOPMALIMOHHBIE TOTOKU
CYLIECTBYIOT  Ha  NPENNpPUSATHU, T[IA€  paCIOJIOXKEHb  HMH(DOpPMALMOHHBIC
«MOTWJIIBHUKW», «MECTOPOXKACHHUS» M T.I. A TMOTOM - pa3o0paTbCsi € STUMH
notokamMu. Cepbe3Hass OImMOKa - TOJTOHATH YCIOBUE 3aJauyd IMOJA Bpojae Obl
u3BecTHbI oTBeT. [loaTOMy opmaThl OTUETOB, HYXKHBIX AJISI MPUHITHUS pELICHUN
KOHKPETHBIMHU YINPABJICHLIAMH, Jy4lI€ «PUCOBAaTb» B OTPHIBE OT BO3MOXXHOCTEU
KOHKPETHBIX NpOrpaMMm (MOXeT mporpamma «2X» CeroiHs 3TO JenaTb WIH HET -
Kakasi pasHHUIa, MOXET OBbITh JEILIeBJIe CMEHHUTh MpOrpammy, 4eM IOJCTPauBaTh
OM3HEC M0/ €€ MHOTOUNCIICHHbIE OTPAaHUYCHHUS).
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[IpuBeny numie HEOONBIION (pPAarMEHT TEPEUHS OINEPATUBHBIX M AHATMTHYECKUX
OT4ETOB, (QOpMUPYIOMMXCS B KOHKPETHOM (M, KCTaTH, OBICTPO pacTyIIei)

OpraHu3alllu:
. OTyYeThl 0 IMYHBIX BCTPEYAX C KIUEHTOM

. OTtueTsl 0 MpoeKTax

. OrnepaTUBHBIE OTUETHI O MUJIOTHBIX IIPOEKTAX

. WToroBbie 0OTUETHI 110 PETHOHAM U OTPACIISIM

. OTYeThl 0 COCTOSIHUM JIEJT TI0 KOHKPETHOMY KIUEHTY

. OT4eTsl 0 paboTe KOHKPETHOTO MPO/IaBIia (110 BCEM €ro KIIMCHTaM )

. OTueTsl 0 CTaXUPOBKAaX, OOy4YEHWH, BCTpeUax IOJIb30BaTENCH, MOCEHICHUU
BBICTABOK, CEMUHAPOB U T.II.

. OTyeThl 0 MPOBEICHUN MAPKETUHTOBBIX MEPONPUSATUI (BBICTABKaX, CEMUHAPAX
U T.I1.)

. OTueThl pyKOBOJICTBA IO CHELUAIIBHBIM 3aIIPOCaM

. Ur.na., urtm.

HNHTepHeT - MEYTHI U peainu

WHTepHET, Kak ¥ Bce MOJHbIE HEKOT1a HOBUHKH, CHAa4Jaja Ka3ajics y Hac «3aMOPCKOU
JIUKOBUHKOI». I[10TOM, HEMHOr0 OCBOMBUINCH, (PUPMBI HAyajdd BO3Jaratb Ha HETO
HECOBITOYHBIE HAACKIbl: €CIIM Mbl MOXKEM OBICTPO «IOCTY4YaThCs» O BCETO MUpa U
BCE MMOTPEOUTENN MOTYT OBICTPO «IOCTYUYaThCS» 10 HAC, CTOUT JIU TEHEPb BO3UTHCS C
TPAJAUIIMOHHBIMU KaHajJaMU MPOABMKEHUS M pacHpeesieHUs TOBapOB, HAIAKUBATh
MIPOM3BOJICTBEHHBIN M CKJIaACKOM ywer? OTBET mPOCT: KOHEYHO, CTOMWT.
CpaBHHTENBHO OBICTPO MPOUTH (YUTS OLUMOKK KOHKYPEHTOB, 3alaJHbIA ONBIT U T.I1.)
KAaKyI0-TO CTaJUI0 Pa3BUTHUS OM3HECA MOKHO, HO BOOOIIIE EPENPBITHYTH €€ - HEJb3S.
WNHTepHET - XOpOLWUi UHCTPYMEHT, HO AJI1 €r0 TPaMOTHOTO MCIOJIb30BaHUs HYKEH
xopommii pyHgament. Ecnu  npennpusiTue emie He HAy4yuIoCh OINEpPaTHUBHO
YIPABJISITH CBOMMHU CKJIAJCKMMH 3allaCaMH M MPOU3BOJCTBEHHBIMH MOLIHOCTSIMH,
OHO OyleT IJIOAWUTH JIMIIb HEAOBOJBHBIX KIMEHTOB, CPbIBas CPOKHU IOCTaBOK, HE
YKJIQJIbIBAsICh B 3aJaHHYIO0 CEOCCTOMMOCTD, He 0OecrieunBas 00CIIaHHOTO KauyecTBa U
cepBuca. Jlpyroe nemo - €ciau paHblle BHEAPEHUEM KOMIUIEKCHOM CHCTEMBI
aBTOMAaTU3ALMM YIPABJICHUS JI€JI0 HCUYEPIBIBAIOCh, CEMYAcC HYKHO IUIAHUPOBATH
Janbllle: Kak pa3BHBAaThb TEXHOJIOTMIO YIIPABJIEHUS C MHCIOJIb30BAHUEM HOBBIX
BO3MOXKHOCTEH 3JI€KTPOHHOTO On3Heca?

«IIpoaBUHYTHIE» KOMIIAHMM HU3YYalOT MOTPEOUTENs] CBOETr0 TOBAapa, TEXHOJOTHIO
KOHTaKTOB C KJIMEHTOM, BHUKAIOT B SKOHOMHUKY MOTPEOUTENS U AK€ MPUTIIAIIAIOT
CBOMX IMOKynaTened (B MHTEPAKTUBHOM pEXUME) MPUHATH Y4YacTUE B CO3/IaHUU
ToBapa. [leranbHas undopMaims o mokynarenae 1eCTBUTEILHO CTAHOBUTCS OCHOBOM
JUISl YCTAHOBJIEHUSI ¢ HUM OCOOBIX OTHOIIEeHUH. Ho 3TH 0coOble OTHOILIEHUS HY>KHBI
TOJIbKO B CiIy4ae, €Ciau OTpabOoTaHbl BONPOCHI IJIATEXKEH, JOTUCTUKU, TapaHTUHHOM
MOJJIEPKKHU U T.J.

33



Vocabulary
administrative board — agMHHHCTpaTHBHBIH COBET, MpaBjcHHE (OCYIIECTBIIICT
yIpaBJICHUE OpraHU3allkeil, HO, B OTJIMYHE OT COBETA JUPEKTOPOB, HE NMPUHUMACT
peIIeHMsI O CTPATETHH €€ Pa3BUTHS)
administrative director — HCHOJHUTEIbHBIA [aAMUHUCTPATHUBHBIN]| IHUPEKTOP
(ocymiecTBIsICT  PYKOBOJCTBO  OpraHM3alMed 1O  TOPYYCHHUIO  aKIMOHEPOB
CIMHOJUYHO WM B COCTaBe aIMHHHMCTPATHBHOrO coBera) Syn: administrative
manager
administrative manager — aJIMUHUCTPATHBHBIM MeHemkep (OCYIIEeCTBISCT
PacCIOPSIUTEIbCKYIO ICATEILHOCTh B paMKaxX CTPATETMUYCCKUX PEHICHHM, PUHATHIX
PYKOBOJICTBOM)
administrative staff — agMuHUCTpaTUBHBIN ITEepcOHAT
autonomous — aBTOHOMHBIM, CAMOCTOSITENbHBIN, CAMOYIPABIISIOIIANCS
be on the staff — ObITh B mITaTe, OBITH IITATHBIM COTPYIHUKOM
blue-collar worker — npou3BocTBeHHBIN pabOYHid, ""CHHUI BOPOTHHYOK"
board of directors — coBer TUPEKTOPOB a) PyKOBOAMTEIM KOPIOPALINH, H30paHHBIC
o0ImMM  CcOOpaHMEeM  aKIMOHEPOB M  OCYIICCTBJSIOIIAE  HEMOCPEJICTBEHHOE
yIpaBJieHue, OOJbIIYyI0 4YacTh OPHUTAHCKOTO COBETa JIMPEKTOPOB COCTABJISIOT
WCIIOJIHUTEIIbHBIE JTupekTopa (OpuT.) 0) PYKOBOJIUTETH KOPIIOpAIMH, U30paHHBIC
o0IIMM cOOpaHUEM aKIHOHEPOB, OMPEICIIAIONINE OOIIYIO TOJUTUKY U Ha3HAYAIOIIHE
JIMIT Ha JOJKHOCTh MPE3UICHTA U APYTUe HUCIOIHHUTEIBHBIE JTOJDKHOCTH; OOJBIIYIO
4aCTh AMEPUKAHCKOTO COBETA AUPEKTOPOB COCTABIISAIOT BHEIIHUE TUPEKTOpa (amep.)
bottom management — HwxHHI ypOBEHb yrpaBieHUs (MEHEDKEPHI, paboTaromme
HETIOCPEACTBEHHO C PSIOBBIMH COTPYAHHUKAMH; PEANHM3YIOT PEIICHHsS PYKOBOICTBA
KOMIIAHWH, B MPHHATHH KOTOPBIX dYallle BCero He ydvactByroT) Syn: first-line
management
bureaucratic corporate culture — 6ropokparrndeckast KOpIopaTUBHasI KyJIbTypa
caring — BHUMaTeabHbBIN, 3200 TJIMBBIH
centralise — to bring or come under central control
CEO (Chief Executive Officer) — a) (rmaBHbIii) HCIIOJHUTEIBHBIN TUPEKTOP (OAUH
W3 PYKOBOJWTEJEH KOPIOpAlMK, OTBEYAIOIIUM 32 OCHOBHYIO YacTh €€ TEKYIIEH
NEeSTEeIBbHOCTH) 0) TeHEPATbHBIN AUPEKTOP (KOPIOPALHH), JUPEKTOP-PACTIOPATUTEND
(pupmbl), nupexTOp (MPEaTPULTHS)
chain of command — nops10K CONMOYNHECHHOCTH B OPraHU3AIMH; [IeTTh HHCTAHIHH (
HepapXxusi ypOBHEW yIpaBieHHs, CO3JaBaeMasi AEJCTHPOBAHHEM ITOJTHOMOYMHA H
OTBETCTBEHHOCTH )
coaching — KypaTtopcTBO, HHCTPYKTHPOBAaHHE, HACTABHUYECTBO ( METOJ OOY4YEeHHs
0e3 OTpblBa OT IMPOM3BOJACTBA, IJ€ IPOU3BOACTBCHHBI PYKOBOAMTENh CaM
KOHCYJIbTUPYET ITOAYHHEHHOTO U TIOMOTAEeT MY OCBOUTH HEOOXOMMBIC HABBIKH )
collaboration — cotpynuuvectBo; yuactue, cCoBMecTHast paboTa
corporate hierarchy — koprnopaTHBHas HEpapXus
decentralise — to reorganize into smaller more autonomous units
delegate authority — nepeaaBath HOTHOMOYHS
delegate organizational authority — nenerupoBath [IpeAOCTABIATH| MOJTHOMOYHS
YIIPaBJIEHUs OpraHU3aluen
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delegation of authority — nepenava mpaB 1 OTBETCTBEHHOCTH IOJYNHEHHOMY
delegation of powers — nepenaya MoJHOMOYHUI
departmental administration (department managers) :

1) BetOMCTBEHHAS aIMUHHUCTPAIIHS, aIMUHUCTPAIHS [pYKOBOICTBO]| MOApa3aeIeHuUs
(PYKOBOJICTBO OT/IeJ1a, BEAOMCTBA H T. II.)

2) yrnpaBiieHHe Ha cpeHeM ypoBHE (YIIPaBICHUE OTICIOM, BEIOMCTBOM H T. I1.)

directing - HAMpaBJSIOIUN, PYKOBOISALIMA, YIPABISIOUINIA; yIpaBieHUE,
PYKOBOJCTBO, KOOpAMHAIUS (KaXJAOJHEBHBIH KOHTPOJIb 3a JIEATEIHHOCTHIO
OpraHu3allny, MMEIOIIHMA LEJbIO o0ecreynTh ee OecrnpobiieMHOE
(GyHKIITMOHUPOBAHKE)

dismiss a worker, fire a worker — yBonuth pabouero

executive staff — pykoBosIie COTpYIHUKHN CPEIHETO 3BEHA

facilitating corporate culture — ctunp ynpaBieHusl, OCHOBaHHBII Ha CTPEMIICHHU
IOMOYb (JeMOKpaTHIeCKasi KOpIopaTUBHAS KyJIbTypa)

financial flexibility — ¢unancoBas ruOkocTh (COCOOHOCTH (HUPMBI BapbLUPOBATH
YPOBEHBb OIUIaTHI PAOOTHHUKOB, HAIp., UCIOJIH30BAHUE CHUCTEMBI TOOIIPUTEIHLHBIX
BBITUIAT 3a JIOCTH)KCHHE OIPEACIICHHBIX HOPM BBIPAOOTKH WU CHCTEMBI Y4aCTHS
PaGOTHUKOB B IPUOBLISIX)

flexibility — ru6xocTh, 31aCTUYHOCTD; IIOABMIKHOCTD; MPUCIIOCOOIAEMOCTD; THOKOCTD
(TOHSATHE YIpaBJICHUS TPOU3BOACTBOM, BO3HUKIIEe B 80-X TIT. B CBSI3U C
MOTPEOHOCTHIO B HOBBIX (OpMax 3aHSATOCTH U MPOU3BOJICTBA; 03HAYAET CIIOCOOHOCTH
OpraHu3allii WM €€ OTIENBHBIX JJIEMEHTOB H3MCHATHCS B 3aBUCUMOCTH OT
WU3MCHHUBIIUXCS YCIIOBUH )

flexitime — cxomp3smmii rpaduk (to work flexitime)

freelancer (freelance) — "cBoOOmHBI XyMOXKHHK'", UYEIOBEK, PaOOTAIOIINN BHE
mrata; ¢puianc, (punancep (y3KM CHELMAINUCT, KaK MPAaBWIO MPEICTaBUTEINb
TBOPYECKOU mpodeccuu, KOTOPhIA paboTaeT Ha BpeMEHHOW KOHTPAKTHON OCHOBE Ha
pa3HBIX paboToAareneii, B OTIIMYUE OT IITaTHOTO COTPYTHUKA)

full time — 1) monseit (paGouwnii) neHs [HoiHas (pabouas) Hemens|, MOJIHAsS
3aHATOCTh (O pexuMe paboThl, P KOTOPOM PAOOTHHUK OTpadaTHIBAET HEKOTOPOE
CTaHJAPTHOE KOJMYECTBO YacOB B JICHb WII HEJIEIIO)

full-time employment — mnomHas 3aHATOCTH, paboTa MOJHBIA paboYMii JCHb
[Hemenmto] (paboTra B TEYEHHME TOJHOrO pabodero JHS WIM  HEJEHH;
MPOJOHKUTETFHOCTh TOJIHOTO, WM HOPMAalbHOTO, pabodero mHS WIM HEIeNu
YCTaHABJIMBAETCS 3aKOHOAATEIBHO, KaK MPaBWIO, 3TO 8 4acoB B AeHb U 30-40 yacoB
B HEJCIIO I HAeMHBIX PAOOTHHUKOB, Pa0OTAIONIMX TATh JHEH B HEACTIO, WU B
cpenneMm 30-40 yacoB B HEJENIO ISl CAMO3AHSATHIX MM PabOTAOIIUX MOCMEHHO)
Syn: regular employment , full-time work , full-time job

functional authority —  ¢dyHKIMOHANIBEHBIE TOJHOMOYHUS (IIPaBO NPUHUMATH
CaMOCTOSITEJIbHBIC ~ PEIICHUS, €CIIM  OHH  OTHOCATCS K  OIpEeIeJeHHOU
(GyHKIIMOHATBHOM 00J1acTH)

functional flexibility — ¢ynkunonanpHas rubkocts (0oaHa W3 (GOPM amanTalvu
GuUpMBI K W3MEHEHHUSIM PBIHOYHONW KOHBIOHKTYPBI, 3aKIIOYaeTCsl B CIIOCOOHOCTH
bupMbl U3MEHATH (YHKIHMOHAJIBHBIE OOSI3aHHOCTH, BpeMsi pabOThl; Hamp., MpHU
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MajJeHUu  TPOW3BOACTBA  YMEHBIIUTh  KOJMWYECTBO  paboymx  4YacoB  WIH
nepekBaIuUIMpPoBaTh PAOOTHUKOB 3a CUET (PUPMBI)

head office — rnaBHBI oduC, TIaBHAs KOHTOpa, IpaBicHHE (KOPIOPAIUH,
KOMITaHUH )
headquarters — rnaBHoe mpaBieHue (GUPMBI); TIABHOE YIpAaBICHHUE, LEHTP;

IICHTPAJIbHBINA OpraH (KaKoW-JI. OpraHu3aIiK)

hierarchical organization — uepapxudeckasi OpraHu3alus/CTPyKTypa

hire a worker, to take on a worker — HaHsTh pabouero, pabOTHHKA; B3SITh KOTO-IL.
Ha paboTy

Immediate superior — HenocpeCTBEHHbIN HaYaTbHUK

impersonal — 6ecipucTpacTHbI, 00BEKTHBHBII

isolated — 060co0IeHHBI, U30JTMPOBAHHBIHN, OTAEIBHBIH (from)

labour flexibility — ru6xocth TpymoBBIX pecypcoB, THOKOCTB [IIPHCIIOCOOIIIEMOCTS |
paboueii cuibl (CIIOCOOHOCTh OpPraHM3AlMU PEarupoBaTh Ha M3MEHCHHUS BHEIIHCH
cpelbl M3MEHEHHSIMH B YHMCJICHHOCTH PaOOTHHMKOB, 00beMe BBIPAOOTKH, (opmax
3aHSATOCTH, OIUIATHI TPY/Ia | T. II.)

line authority — nuHelHbIC MOJHOMOYHS a) TIOJTHOMOYHS PYKOBOAMTEICH OTIABATh
yKa3aHus, Kacaroluecs JIOObIX (YHKIIMOHAIBHBIX 00JacTed, MOTYMHEHHBIM O)
MIOJTHOMOYHSI, TIepelaBacMble HEITOCPEJICTBEHHO OT HaYaIbHUKA K IO JYMHECHHBIM
make a worker redundant — yBoauTh pabOTHHKA IO COKPAIIICHHUIO IIITATOB
managerial staff (management personnel) — agMuUHUCTPAaTUBHO-YIIPABICHYCCKUIH
ammapar; yOpaBACHYCCKHH IEePCOHAN;, PYKOBOIAIIME Kaapbl ( 3aHMMAaOTCS
yIpaBIeHYECKUM TPYIOM I10 HaliMy )

managing director (executive director) — (B mucbMax M JOKYMEHTaX IHUIIETCS C
IPOIKMCHBIX OYKB) 1) TUPEKTOP-PaCIOPAAUTE b, YIIPABISIONINH, TIABHBIA MEHEKED,
(UHAHCOBBIA AMPEKTOP 2) 3aMECTUTENb AHPEKTOpPa IO aJIMHHHCTPATHBHO-
XO3SIMCTBEHHOU 4acTu 3)IUpeKTOp-paciopsAUTEND, YIPaBJSIIOLINI
[MCTIONHUTENbHBIN]| aupekTop ( YI€H COBETa JUPEKTOPOB, 3aHUMAIOIIMICS
MOBCETHEBHBIM PYKOBOJICTBOM KOMIIaHHEH )

mentoring — MeHTOpcTBO ( CMOCO0 O0YYEHHS MOJIOJIOTO CIICIMATUCTA WUIIA HOBOTO
COTPY/JHHKA, TPH KOTOPOM OH CTAHOBHUTCS HAapHUKOM 0o0Jiee OIBITHOIO
COTPY/JIHHKa W TIEpEHMMAeT TOJIe3HbIC HAaBbIKM, HaOmogas 3a  paboToi
npodeccuoHana )

middle management (middle managers) — cpenHuii ypOBEHb yIpaBJICHUS
(yopaBasiomnpe ¢ [paBaMH  YOPaBi€HHS — JcHapTaMEHTaMH,  3aBOJAMH,
Opa3IeIeHUAMH, KOTOPhIE MOAYNHEHBI BBICIIEMY PYKOBOACTBY KOMITAHHHU ) Syn:
departmental administration

occupy a prominent (managerial, leading) position — 3anumMaTh PYKOBOIAIIYIO
JOJDKHOCTh

occupy leading positions — 3aHEMaTh PyKOBOISIIIUE TOCTHI

organizational authority - MIOJTHOMOYHSI ~ YIIPABJICHUS ~ OpraHU3aIlueH,
OpraHU3aIlMOHHBIC TOJHOMOYHS (MPaBO HCIOJB30BATh PECYpChl OpraHHW3alMd M
HAMpaBJIATh YCHIWS JIIOJCH B OpraHu3alldd Ha BBINOJIHEHHE 3aJaHWi; MpaBa
NPEIOCTABISAIOTCS PYKOBOJIUTEISAM OpraHu3alMi, PYKOBOIMTEISIM OTIACICHUN H
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MO/Ipa3ieNIeHu OpraHU3aIliK; TaHHBIE TTIOJIHOMOYHS OBIBAIOT IBYX BUIOB: JIMHECHHBIC
U armapaTHbIE)

part time — HemoHbIH pabouuii IeHb, HENOIHAs paboyast HeJels

part-time employment — HemonHas 3aHATOCTH (paboTa HEMOJHBIA PAOOYMIl JICHB
WIM HEMOJHYI0 padouylo HEAeN0; MNPOAOIKUTEIBHOCTh HEIMOJHOTO paboyero
BPEMEHU  YCTAaHABIMBAETCS 1O JIOTOBOPEHHOCTH MEXAY paOOTHUKOM U
paboToaaresieM U COCTaBJIsIET MEHbIIIE HOPMAJILHOTO paboyero BpeMeHH, T. €. MEHee
8 gacoB B jeHb w/mmu 30-40 gacoB B Hexmenmo) Syn: partial employment , part-time
work

personnel department (human resources department) — otaen kaapoB, OTAEI
yIpaBJieHUs IEPCOHATIOM

portfolio worker — a worker who holds multiple jobs or contracts in multiple fields
with multiple companies; someone who has skills and experience in a number of
different areas

putting-out system — HajgoMHas cucTeMa opraHu3anud Tpyaa ( cucrema
OpraHu3alui TpyJa, MpPU KOTOPOH MpeAnpuHUMAaTeNlb (Hamp., COOCTBEHHHK
pecypcoB, TOProBel) cHaOkaeT paObOTHUKOB HEOOXOJWMBIMHU pecypcamMu, U
paOOTHUKU TPOU3BOASAT TOTOBYIO MPOAYKIIMIO JIOMa; IMPU OSTOM HCIOJIB3YETCs
CHEeNbHAs CHUCTEMA OIUIAThl, IOCKOJbKY HEBO3MOXHO IIPOCIEIUTh KOJIHYECTBO
O0TpabOTaHHOTO BPEMEHH )

relocate —  mepememaTh, IMepeceNdaTh, IEPESAUCIONUPOBATE;, IepeOa3upoOBaTh,
Mepe/IBUraTh, epeexath (B CBA3U C U3SMEHEHHEM MecTa pabOThI)

reorganization — peopranu3zanus, epecTpoiika, mpeodpazoBanue, pehopma

report (to) — cooOriarh, OMUCHIBATh, PacCKa3bIBaTh; JaBaTh OTYET, OTYUTHIBATHCS,
MPEOCTAaBISATh OTYET, PANOPT; JOKIAILIBATh; PAlOPTOBATh

responsible for sth to smb — oTBercTBeHHBIN, HECYIIMA OTBETCTBCHHOCTD,
OTBEYAIONIHH (32 UTO-JI.); OTBETCTBEHHBIH (I1epes] KeM-J1.) , TOJIOTYETHBIH (t0)

retrain workers — npoBoAHTb TEPEHOArOTOBKY KaJpOB

rightsizing — ontumusarus pasmepa ( opraHu3anuu )

run (a company) — pyKOBOAMTb, YIPaBIATh; BECTH (A€J0, NPEANPUATHE U T. II.);
cleauTh (32 KeM-J1.), KOHTPOJIUPOBATh

salary — money, usually paid directly into white collar workers’ bank accounts once a
month, that they receive as payment from the company or organization they work for
self-employed — obGcnyxuBaromuii cBoe COOCTBEHHOE TPEANPUATHE; PAOOTAIOIIHIA
HE MO HaliMy; camMO3aHSThIM ( JIMIO, HE CBSI3aHHOE TPYAOBBIM JOTOBOPOM C
paboTozaresieM M TOJIy4arollee J10XO0J OT CaMOCTOSATEIbHOU NIeSITeIHbHOCTH, B TOM
Yyucjae OT OKa3aHWs YCJIYr W BBIMOJHEHHUS paloT, NESITEIHBHOCTH Ha COOCTBEHHOM
npeanpusiTiu, GepMe U T. I.; K 3TOW KaTEerOPUU OTHOCSITCS BIAICIbIIBI CEMEHHBIX
npeanpuaTuidc u ¢Gep™M, YacTHBIC MPEANPHHUMATEIIH, TMPAKTHKYIONIUE BpadH,
aApPXUTEKTOPBI U JPYTHUE CTCIIUATUCTHI, YJICHBI TOBAPHUIIIECTB U T. 1. )

self-starter — WHUIMATUBHBIA [CAMOCTOSTENBHBIA, MPEANPUUMYMBBIN] dYeaoBeK (
pabOTHUK, KOTOPBIM CIIOCOOCH CAMOCTOSITEILHO OMPENENATh JUisl ceOsl 3ajady WiH
CaMOCTOSTEIIbHO HAXOJAUTh BO3MOKHOCTH JJIsl HOBBIX MPOEKTOB )

span of management — 1) Hopma ympaBisiemMocTd ( MaKCHMAaJbHOE KOJHYECTBO
MOJYMHEHHBIX, KOTOPHIM PYKOBOJMTENb CIIOCOOCH YIpaBiIsaTh ) 2) 00beM
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yrpaBiieHus1, chepa KOHTpouIs ( 9uciao pabOTHUKOB, OTBETCTBEHHBIX IMEPEa JTaHHBIM
pykoBoguTeneM ) 3) mpeaeibHbIi 00BEM OTBETCTBEHHOCTH (TIpEeACibHBIN 00BEM
¢IMHUII, HaXOAAIIuXcs B moaunHeHun) Syn: span of control, span of authority

staff authority — amnmapatHble [aAMHHHCTPATHBHBIC, INTAOHBIC] MMOIHOMOYMS
(moHOMOYHMSA, KOTOPHIMH HAJEJCHBl KOHCYJIBTATUBHBIE W  OOCITY)KHBAIOIINE
nopa3aeneHus: GUPMBbI; STH MMOJTHOMOYHS Tal0T MPaBO KOHCYJIBTUPOBATH JTHHEWHBIX
PYKOBOIUTEINEH MPY IPUHATUN UMU PEIICHHIA )

staffing — xaagpoBoe oOecrieucHue

stakeholder — 3aunTepecoBanHas cTopoHa, 3aMHTEPECOBAHHOE JIUIO ( JIIO0O0E JIUIO
WIK TPyIIa JIAI, WMEIOMUX HWHTEpEeC B KOMIIAHWH: aKIMOHEPHI, pPaOOTHUKH,
MOCTABIIUKH, KJIIUCHTHI, KPETUTOPBI, TOCYIaPCTBO, OOIIIECTBEHHOCTD H T. JI. )
start-up (start-up company) — BHOBb CO3JIaHHAsi KOMIIAHHUS, CTapT-all KOMITaHHSI
(TEeXHOJIOTHYECKUE KOMIIAHHH, OW3HEC KOTOPBIX COIPSIKCH C PHUCKOM BBEICHUS
HOBEHMIIMX pa3paboOTOK; HOBBIK B JaHHOM CIIy4ae O3Ha4daeT, YTO KOMITAHUS
MOCTOSTHHO HCIIOJIb3YET HOBBIC TEXHOJOTHMH W TOTOBA K BOIUIONMICHHIO HOBEUIIIHX
ujeu )

subcontract — cy610roBop, TOrOBOp ¢ CyOKOHTPAreHTOM; CyOIOJpPsII; 3aKJI04YaTh
Cy0I0TOBOD, B3STh CyONOIPs

subordinate — moguuMHEHHBIH ( JIMIO, 3aHUMaroIIee 00Jice HHU3KYIO TO3UIUIO B
OpTraHMU3AIMOHHON HepapXUU U HaXO/ISIIEeCs B MOTYNHEHUH | 110 KOHTPOJIEM JIHIIA,
3aHUMAIOIIETro 00Jiee BHICOKYIO MO3UIIUIO )

subsidiary company — nouepHss KoMmaHus ( IOPHIAWYECKH CaMOCTOSITEILHOE
MPEANPUATAE, KOHTPOJIBHBIM MAKET aKIM{A WIM YCTaBHOM KallUTAI KOTOPOU
NPUHAIISKAT JIpyroil — wmarepuHckoii — kommanum ) Syn: affiliate , affiliated
company , affiliated firm , affiliated corporation , allied company , associate company
, Sub-company

superior — riaBa, HaYaJIbHUK, PYKOBOJMTEb, cTapimii Syn: chief , head

top management — BeicIIee PyKOBOJCTBO, BHICIIAs aMUHUCTPAIUs, TCHEpaIbHAS
IUPEKIHS, BBICIIMNA ypOBEHb yINpaBicHUS (MPOPECCHOHAIBHBIC YITPABIISIIOIINE
KOMIIaHUH, KOTOPhIE MPUHUMAIOT CTPATETHUSCKHUE M JIOJITOCPOYHBIC PEHICHUS; dTOT
YpOBEHb BKJIIOYACT TJIABHOTO HCIIOJIHUTEIBHOTO JUPEKTOpa WM MPE3UCHTA
KOMITaHMM) Syn: senior management , general management , higher management , top
executive management

undergo reorganization — moaBepraThCsi peopraHu3aIuu

wages — a payment (in cash) made for work done, calculated by the hour, day, or
week or by the amount produced, and received daily or weekly usually by blue-collar
workers

white-collar worker — denoBek, pabotarommii B oduce; "OCNbIii BOPOTHHUYOK",
pabOTHUK YMCTBEHHOI'O Tpy/1a

work freelance— ObITh BHEIITATHBIM COTPYIHUKOM [CBOOOIHBIM XYI0KHUKOM |
work in shifts — paborats mocMeHHO

workstation — pabodyee mecTo (OrpaHUYEHHOE MPOCTPAHCTBO B MPOU3BOJCTBCHHOM
WIH CITy)KEOHOM ITOMEIICHHH, OOOpYJAOBAaHHOE JUIS BBITIOJHEHHS OIpPeAeIICHHON
3a7aud, Kak MpaBuiio, OAHUM coTpyaHukom) Syn: working area, working place,
working space, workplace
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UNIT 2. COMPANIES
Part 1. Reading.

1. Discussion.

1 What are the main ways to organize a company? What types of company structures
do you know? Describe them.

2 What are the advantages and disadvantages of these structures?

3 If you are working in a company or organization, what kind of company structure
does it have?

4 What could “virtual organization of a company” mean?

2. Match the following words with their definitions.

a) to state with certainty; declare.
b) a person who works as a writer, designer, performer,
1 hot-desking or the like, selling work or services by the hour, day, job,
etc., rather than working on a regular salary basis for one
2. allege
employer.
c) lasting for a short period of time.

3. virtual office
d) using a set of cubicles for mobile workers who come

4. alliance into the office from time to time. It is similar to hoteling,
but reservations are not required. People come in and sit
5. freelance . -
down at the next available seat, plug into the network and
go to work, which means a vice president might sit next to
6. ephemeral
a junior trainee at any given time.
7. core competence e) an area of particular expertise.

f) a union or association between countries or
organizations.
g) a place where space is not allocated uniquely to
individual employees.

3. Read this article and answer the question: What is this text about?

Pay attention to words and phrases in bold.

It is widely alleged that the business organisation of the future will be virtual. But
precise definitions of what it means to be a virtual organisation are hard to find. The
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origin of the phrase, though, is clear. It comes from the expression “virtual reality”,
an experience in which electronically created sounds and images are made to
resemble reality. A virtual company resembles a normal traditional company in its
inputs and its outputs. It differs in the way in which it adds value during the journey
in between.

The virtual organisation has an almost infinite variety of structures, all of them fluid
and changing. Most of them need virtually no employees. A New York insurance
company was once started from scratch by someone whose overriding aim was to
employ nobody but himself. The UK’s Virgin Group briefly held 5% of the British
cola market with just five employees. This was achieved by tightly focusing on the
company’s core competence: its marketing. Everything else, from the production of
the drink to the distribution of it, was done by someone else. A virtual organisation
relies for the most part on a network of part-time electronically connected
freelances, sometimes referred to as e-lances.

The virtual organisation has few physical assets, reflecting the fact that adding value
Is becoming more dependent on (mobile) knowledge and less dependent on
(immobile) plant and machinery. Hollywood is often cited as a template for the
virtual organisation. The way that movies have been made since the industry freed
itself from the studio system (where everyone from Bette Davis down to the
doorman was a full-time employee) has been virtual. A number of freelances, from
actors to directors via set builders and publicity agents, come together with a
common purpose: to make a movie, to tell a story on celluloid. They then go their
separate ways and another (unrelated) bunch of people (with a similar set of skills)
comes together to make another movie. And so it goes on, very productively.

Linked to the idea of the virtual organisation is the idea of the virtual office, a place
where space is not allocated uniquely to individual employees. People work as and
when they need to, wherever space is available. This practice is commonly referred to
as hot-desking. The virtual office has the advantage of providing a different vista
every day. But it makes it difficult to form close relationships with colleagues.

In “Rethinking the Future”, Lester Thurow, a former dean of Sloan School of
Management, gave a vivid portrayal of the virtual office: You walk in and there’s an
electronic board that says room 1021 is empty. You go to 1021. You have your
personal telephone number. You call up your computer code. You press a button and
your family picture is up on the flat-screen TV set on the wall. And that’s your office
for as long as you’re there. The minute you leave, it ceases to be your office.

We know why you don’t do that at the moment; human beings like to have a cave.
But the first company that figures out how to make this work will save 25% on office
space, 25% on telephones, 25% on computers. These will be the low-cost producers,
and low-cost producers will inherit the earth. AT&T, an American telecoms
company, reckons that it saved over $500m between 1991 and 1998 by reorganising
its office space along virtual lines.

The process of defining the virtual organisation is a gradual one. As companies
withdraw more and more into their core competencies, so they become more virtual.
The virtual organisation is able to leverage this core into almost any industrial sector.
Thus it can be in the pensions business and the railway business at the same time (as
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Is the Virgin organisation in the UK). It can then rapidly desert any one of those
businesses, and equally rapidly move into something completely different by
establishing strategic alliances with organisations that have the essential skills that it
lacks. It can do this anywhere in the world.

The virtual organisation is inevitably ephemeral because it has no repository of long-
term memory, no individuals who have worked for the same organisation for years
and years. Nor has it any long-term geographical presence or a local community that
remembers “Old Mr Chambers from way back”.

4. Comprehension.

Answer these questions.

1 What is the origin of the phrase “virtual organization?

2 How many examples of virtually organized companies did the author use in this
article and what are they?

3 How much can hot-desking help a company to save on office space, on telephones
and on computers?

4 Which book in this text provides a reader with a portrayal of a virtual office?

5. Read the article once again and answer these questions.

1 What are the main features of virtual organisation?

2 What does “studio system” in this text mean?

3 Why Hollywood is often cited as a template for the virtual organization?

4 What is a virtual office?

5 Why virtual office makes it difficult to form close relationships with colleagues?
6 What are advantages and disadvantages of the virtual office?

7 What are advantages and disadvantages of the virtual structure?

6. Mark the following sentences T (True) or F (False) according to the article.

1 It is not difficult to find precise definitions of what it means to be a virtual
organisation.

2 A virtual company differs from a normal traditional company in its inputs and its
outputs.

3 The virtual organization needs virtually no employees.

4 The virtual organisation has few physical assets.

5 High-cost producers will inherit the earth.

7. Paraphrase the following sentences.

1 A virtual company resembles a normal traditional company in its inputs and its
outputs. It differs in the way in which it adds value during the journey in between.

2 Hollywood is often cited as a template for the virtual organisation.

3 You press a button and your family picture is up on the flat-screen TV set on the
wall. And that’s your office for as long as you’re there. The minute you leave, it
ceases to be your office.
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4 We know why you don’t do that at the moment; human beings like to have a cave.
But the first company that figures out how to make this work will save 25% on office
space, 25% on telephones, 25% on computers.

5 The virtual organisation is inevitably ephemeral because it has no repository of
long-term memory, no individuals who have worked for the same organisation for
years and years.

Part 2. Vocabulary Practice

1. Matching.

Match these groups of synonyms with each other.

1. freelance a) beyond shadow of doubt, certainly, clearly
2. fluid b) dominant, main, major

3. cite ¢) end, finish, quit

4. inevitably d) give as example, illustrate with, indicate
5. cease e) free agent, non-staff, self-employed

6. overriding f) adjustable, changeful, flexible

2. Multiple choice.

The coming of the virtual organisation made managers take a new 1 at the
concept. In a virtual organisation people work as independent 2 . units,
either individually or in small teams. They have access to electronic information that
lays down the 3 within which they can be 4 But at the same
time they are 5 to be completely free 6 those boundaries. In
such an environment, the ideal 7 of control can be very large. Indeed, it
can 8 be called a span of control any longer; it is more a span of loose
links and 9

1. a.outlook b. view c. look

2. a.self collected b. self contained C. poised

3. a.limit b. bound c. boundaries

4. a.autonomous b. self-reliant c. self-directed

5. a.accept b. grant c. allowed

6. a.in b. within c.at

7. a.cover b. bridge C. span

8. a.scarcely b. just c. hardly

9. a.combination b. alliances c. coalition

3. Odd word out.

1. virtual—matrix—functional-—geographic—staff position

2. fluid—fixed—indefinite—shifting—changing

3. corporation—alliance—partnership—sole proprietorship

4, reckon—consider—allege—Dbelieve

5.  hot-desking—open-plan office—virtual office—office space
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4. Fill in the gaps with the prepositions.

Basic Forms of Ownership
1 forms of business ownership vary by jurisdiction, there are several
common forms:

o Sole proprietorship: A sole proprietorship is a business owned 2

one person. The owner may operate 3 his or her own or may employ
others. The owner of the business has personal liability 4 the debts
incurred by the business.

o Partnership: A partnership is a form of business in 5 two or more
people operate 6 the common goal which is often making profit.
7 most forms of partnerships, each partner has personal liability of the
debts incurred 8 the business. There are three typical classifications of

partnerships: general partnerships, limited partnerships, and limited liability
partnerships.

o Corporation: A corporation is a limited liability entity that has a separate legal
personality 9 its members. A corporation can be organized for-profit or
not-for-profit. A corporation is owned by multiple shareholders and is overseen
10 a board of directors, which hires the business's managerial staff.
11 addition to privately-owned corporate models, there are state-owned
corporate models.

o Cooperative: Often referred to 12 a “co-op”, a cooperative is a
limited liability entity that can organize for-profit or not-for-profit. A cooperative
differs 13 a corporation in that it has members, as opposed to
shareholders, who share decision-making authority. Cooperatives are typically
classified as 14 consumer cooperatives or worker cooperatives.
Cooperatives are fundamental to the ideology of economic democracy.

. Translate these words and phrases into English.
. OCHOBHas 1€/

. TpymIa JIroaen

. TUTOIIA/Th CIYKEOHOTO ITOMEIIICHHS

. CTpaTeru4ecKoe 0ObeTMHEHNE

. ”HAUBUIYAJIbHOE YaCTHOE MPEANPUITHE

. AMETh CXOJICTBO C TPAAUIIMOHHOW KOMIIAHUEH

. paccka3aTh HCTOPUIO B KHHO(DUIEME

. CO3/1aBaTh KOMIIaHUIO C HYJIS (C a30B)

9. rinaBHBIN BUJ IESITEIHHOCTH (CIIOCOOHOCTH) KOMIIAHUHU
10. MeHsIOIIMIICS, HECTAOMIILHBIN

11. sspkoe n3zo0paxeHue

12. 3aKkpenuTh TONBKO 32 OT/IETbHBIMU pa0OOTHUKAMU
13. nepecraet ObITH Bamum oprucom

14. nexan ¢akynbTeTa

15. ycunuBath OCHOBHYIO YacTh

16. He xBaTaTh HECOOXOAUMBIIT HABBIKOB

0NN O0O1 kA~ W — Ol
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. span of control
.overriding aim

OCOoO~NO O, WNEFEO

. sole proprietorship

. strategic alliances

. bunch of people

. no repository of long-term memory
. Infinite variety of structures

. via set builders and publicity agents
. give a vivid portrayal

10. company was started from scratch
11. It is widely alleged that

. Translate these words and phrases into Russian.

12. resembles a normal traditional company
13. withdraw more into core competencies
14. a template for the virtual organisation
15. to tell a story on celluloid
16. desert any one of those businesses

7. Look up in the dictionary and find word collocations for these words:
COMPANY, STRUCTURE, WITHDRAW, PRODUCT, MARKET, STRATEGY,
ALLIANCE.

Part 3. Speaking

1 Would you prefer to work in a separate office system or in a company with hot-

desking system? Why? Why not?

2 Can you think of an example of a virtually organized company?

Part 4. Writing

Task 1
Endrew Evans
CEO
Adam Davis Lisa Elwee Rob Greenlee John Mica
Marketing Production Financial Sales Director
Director Director Director
v \ 4 A v v A A A
Bob Lee Mickael Hill Ann Admons Tony Hobs Kate Gulf Jab Flow Lora Bonne Bill Clark
Publicity and Production Assembly Quality Invoice and Data Export Sales Domestic
Advertising Development Line Manager Control Purchasing Processing Manager Sales
Manager Manager Manager Department Manager Manager




PRESIDENT
Bill Coast
A
BOARD OF
MANAGEMENT
4/‘/ v \
Information Human Legal Affairs Finance Communication
Technology Resources Director Director Manager
Director Director Larry Hess Peter Leach Marry Jud

Shon Grant Van Lane

One of the best ways to demonstrate your company’s structure is creating an
Organisation Chart.

o Describe these company charts (overall composition and division into parts in
the company, responsibilities of each person and to whom he/she report to).
o You will have to use these three groups of verbs:

1.

consist of sth The team consists of four Europeans and two
Americans.

be formed from sb The marketing department is formed from people,
and people make mistakes.

contain Each company division within a structure
contains all the necessary resources.

include sb/sth Our committee is stronger now that it is chaired
by new director Ken Bloom and includes former representative Max Cates.

be composed of sth The Board of Directors is composed of 6
members.

be made up of sth The committee is made up of representatives from
every state.

be divided into sth International Corporation is divided into four
separate division

2.

report to sb You will report directly to the boss.

be responsible to sb Cabinet members are directly responsible to the
President.

be managed by sb Large investment funds are managed by
investment department.

be assisted by sb Advertising sales director is assisted by his team-
mates.
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be accountable to The Labour Relations Division is accountable to
the Board of Directors.

3.

be responsible for sth He is responsible for recruiting and training new
staff.

be in charge of sth/ for doing sth  He will be in charge of the office for a few days
while the boss is away.

assist sb with sth/ in sth/ in doing sth They need someone who can assist them
in planning their budget. You will be employed to assist in the development of new

equipment.

be accountable for Managers must be accountable for their
decisions.

include His job includes looking after project teams.
Task 2

Write a description of any company chart that you know (about 150 words).

Part 5. Rendering and Discussion.

1. Read this article and discuss it with a partner. Pay attention to the words and
phrases in bold.

DECENTRALISATION
Decentralisation is the process of distributing power away from the centre of an
organisation. In the case of a corporation this usually means divesting authority
away from the head office and out to operators in the field. Debate centres on which
is the more efficient structure for an organisation that has a number of far-flung
arms, especially a multinational with operations in several different countries: one
where decision-making is concentrated at the centre, or one where it is diffused
around the organisation?
Decentralisation has had its supporters for centuries. In the 1700s, the East India
Company was a highly decentralised organisation. Its factors ran its factories in
remote parts of the world. There was no telegraph, telephone or telex. They had to
make decisions for themselves on the spot.
Decentralisation remained the dominant model for most of the 19th century. The
Morgans, father and son, ran their banks in isolated independence in London and
New York, and the various arms of the Rothschild family ran their operations
independently in a number of European countries. Carrier pigeon was the fastest form
of communication that they could hope for.
With the invention of the telephone and the telex, the centralised head office came
into its own. Throughout most of the 20th century centralisation was the dominant
philosophy, a shift brought about largely by the invention of Alexander Graham
Bell.
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There were some notable exceptions. DuPont, an American chemicals company,
enthusiastically embraced the idea of decentralisation in the mid-1920s when its
senior executives developed a multidivisional structure to cope with its
diversification. Likewise, Alfred Sloan split General Motors into divisions, and each
division was run as a company within a company. Sloan said the company was
“coordinated in policy and decentralised in administration”. It was a move that helped
him to claw back some of the enormous advantage that Ford had gained from its
introduction a decade earlier of mass production and the assembly line.

In his famous for its title book “Small is Beautiful”, E.F. Schumacher argued that
centralisation and decentralisation should not be considered as mutually exclusive:
Once a large organisation has come into being, it normally goes through alternating
phases of centralising and decentralising, like swings of a pendulum. Whenever
one encounters such opposites, each of them with persuasive arguments in its favour,
it is worth looking into the depth of the problem for something more than
compromise, more than a half-and-half solution. Maybe what we really need is not
either/or but “the one and the other at the same time”. This very familiar problem
pervades the whole of real life.

In their bestseller, “In Search of Excellence”, Tom Peters and Robert Waterman took
a similar line: “Excellent companies,” they said, “are both centralised and
decentralised.” Alfred Chandler said much the same in “Strategy and Structure”,
arguing that strategy and responsibility for head office should be centralised, while
day-to-day operations should be left to decentralised units.

In the 1990s, the growth and rapid development of information technology began to
turn the tables. The internet and other electronic information systems made the
distribution of information ubiquitous and cheap. Power was once again diffused
outwards to workers in the field. In an article in Harvard Business Review in 1998,
C.K. Prahalad and Kenneth Lieberthal argued that this diffusion of power would
have a particularly strong impact on multinationals. The old imperialist assumption
that all innovation comes from the centre would no longer be valid.

In the mid-1990s Peters and Waterman were each asked separately to list the big
challenges facing business. Peters subsequently wrote: The lists bore little
resemblance to one another—except for the first item. Both of us put ...
decentralisation at the top of our lists ... after 50 (combined) years of watching
organisations thrive and shrivel, we held to one, and only one, basic belief: to loosen
the reins, to allow a thousand flowers to bloom and a hundred schools to contend, is
the best way to sustain vigour in perilous gyrating times.

Hcrounuk, Www.economist.com

2. Read this article and discuss it with a partner. Pay attention to the words and
phrases in bold.

MATRIX MANAGEMENT
Matrix management is a structure for running those companies that have both a
diversity of products and a diversity of markets. In a matrix structure, responsibility
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for the products goes up and down one dimension and responsibility for the markets
goes up and down another. This leaves most managers with a dual reporting line: to
the head of their product division on the one hand, and to the head of their
geographical market on the other.

Despite the potential confusion that this duality creates, matrix management was
enormously popular in the 1970s and 1980s. Leading the fashion was Philips, a Dutch
multinational electronics company, which first set up a matrix structure after the
Second World War. It had national organisations (NOs) and product divisions (PDs),
and for a while they operated successfully as a network. The network was held
together by a number of coordinating committees, which resolved any conflict
between the two.

The crux came with the profit and loss account. Who was to be held accountable for
it? At first, the answer was both the NOs and the PDs. But this was unsatisfactory,
and the NOs eventually got the upper hand. Philips’s PDs did not like that, and they
fought back. In the 1990s, when the company was not doing so well, its
organisational structure was completely overhauled. A few powerful PDs were given
worldwide responsibility for the profit and loss account, and the NOs became
subservient to them.

In an article in Harvard Business Review in 1990, Christopher Bartlett and Sumantra
Ghoshal suggested that the problem (especially for multinationals) was that: Dual
reporting led to conflict and confusion; the proliferation of channels created
informational log-jams as a proliferation of committees and reports bogged down
the organisation; and overlapping responsibilities produced turf battles and a loss
of accountability. Separated by barriers of distance, language, time and culture,
managers found it virtually impossible to clarify the confusion and resolve the
conflicts.

The authors maintained that matrix management had been part of an attempt by
companies to create complicated structures that matched their increasingly
complicated strategies. But it focused only on the anatomy of the organisation. It
ignored the physiology (the systems that allow information to flow in and around the
organisation) and the psychology (the “shared norms, values and beliefs” of the
organisation’s managers).

Organisations could implement matrix management successfully, Bartlett and
Ghoshal claimed, if they started at the other end. Their first objective should be “to
alter the organisational psychology ... only later do they consolidate and confirm
their progress by realigning organisational anatomy through changes in the formal
structure”.

Nigel Nicholson of London Business School says that the matrix structure is “one of
the most difficult and least successful organisational forms”. Evolutionists like him
allege that matrix forms are inherently unstable because they have conflicting forces
pulling towards too many different centres of gravity.

Matrix management still has its admirers, although most of them think that it works
best in situations where there is a finite task involved and where everyone shares a
similar sense of purpose. This includes situations like launching a new product, or

49



starting a new business, or putting on a Broadway show, or getting a man to the
moon.

HMcTounuk; WWw.economist.com

3. Render this article. Give English equivalents for the underlined words and
phrases.

CTPYKTYPA KOMITAHUU BYAYUIETI'O
Hacrynaer BpeMsi BUPTYaJbHBIX OPraHU3aUii
3a0ynbTe BCE, YTO BBl KOrJA-TO M3y4yaldud B IIKOJIe OHW3HECa O TPAJUIMOHHBIX
METOJaX VOpaBIEHUS U OpraHu3anuvu. B mepcrekTuBe OT METOAOB Balllero
PYKOBOJICTBAa M BBIOpAHHON OpraHWU3aIMOHHON MOJeNu OyIeT 3aBUCETh, YTO Bac
0’KHMJIA€T: TAPAHTUPOBAHHBIN YCIIEX WM NOTEHIHAIbHAS HEyAaya.
JIns pyKOBOAMTENEH KOMIIAHUM NEPEKUBAEMBIE CeilUac CMYTHBIE BpEMEHA HE CTallU
HEOXXHIaHHOCThIO. Eciaum  mpoaHanu3upoBaTh HUCTOPUIO pa3BUTUA  OOIIECTBa,
HETPYAHO YBUJETb, YTO MEPHUOJBI LEHTPAIU30BAHHOIO YIIPABJICHHS, TYXOBHOTO
BO3POKJEHHUS, COLIMAIIBHBIX BOJHEHHUM W 3apOKJACHUS HOBOI'O MOPAJIKA HACTYMAIOT
KaXXIbl€ I€CATh-ABaAIATh JIET.
[ToroBopum 00 opranu3zanuu padoThl BOOOIE M O CTPYKTypax, Ha KOTOpbIE OHA
onupaetcs. [locie BTopoit MUPOBOM BOMHBI KOMIIAHWU OBLITU CUJIBHBIMHU U €IUHBIMH.
B 60-x rogax KopropaTMBHas HMJEOJOTHs CTalla MEHATHCS, a HavaBmasics ¢ 80-x
rOJIOB peOpraHu3aiusl CTPYKTYphl U MO Cei JIeHb TaK W HE MpHUIIa K JIOTUYECKOMY
3aBEPUICHUIO.
PykoBoauTenu KoMmMmaHuW, Kak W BCE JIIOJIU, MOTYT IPOUTH yepe3 3TU pedopmbl,
TOJIBKO QANTUPYSACh K WM3MEHEHUsIM. TEeXHMYECKUX JTUPEKTOPOB KOMMAHUMU
MIPOUCXOIAIINE CelYac M3MEHEHUs MPaKTHUYECKU HE YIUBISIOT. JupekTopa, Kak
HUKTO JIpyrod, TOTOBBI NEPEHTH HA HOBBIE TEXHOJOTHUHM, €CIU OHU TOCIYyXkaT
VBEJIMYCHUIO 000pOTa WM TOBBIIIEHUIO 3(h(PEeKTUBHOCTH paboThl KOMmaHuu. Tak
Mo4YeMy K€ MHOTHE KOJIEOMI0TCS B PEIICHUH OCHOBOIOJIATAIOIIUX POOJIEM,
CBSA3aHHBIX C COBPEMEHHON CTPYKTypOW oOpraHu3aiuud padoThl B KOMIIAHUU?
[IprunHa TOMy, €Ciii Ha3BaTh €€ OAHUM CIIOBOM, — OTCYTCTBUE JIOBEPUS.
CiabocBsi3aHHbBIE
Uepapxuyeckas OpraHv3allMOHHAs MOJedb, HWCMOJb30BABIIASICS B  MPOIILIIOM,
3HaKoMa U yao0Ha. OHa yXOJUT KOPHSIMU B UHIYCTPUATIBHYIO 3TIOXY U B BOCHHBIE
BpeMeHa. B mponuioM wuepapxus TMO3BOJsJIa PYKOBOJAMUTENSIM OYEHb XOPOIIO
BBITIOJTHATh OJTHO: YIPaBISATh JKECTKO OPraHU30BaHHBIMU Tpymnmnamu Jirogel. Ceityac
nepapxuieckasi CTpyKkTypa 00Jibllie He CIIOCOOHA Mpejiarath yCJI0BHs, HEOOXOAUMBIE
KOMIAaHUAM JUIsl YCIEUIHOTO BEJEHUS JJICKTPOHHOTO Ou3Heca. PacnpeneneHHbie
B3aMMOJICUCTBHUSI — aKTyajbHas TeMa M MepcreKkTuBa Ha Oyaymee. Takum oOpazom,
YUUTHIBASS 3TH HOBBIE BESHUA, LEHTPAIU30BAHHAS, KOHTPOJMUPYIOIIAs MOJENb
OKa3biBaeTcs BecbMa HedpGheKkTuBHOW. Te TEeXHHUYECKHuE ITUPEKTOpa, KOTOphIC
CIIOCOOHBI MPUHATH HOBBIE OpTaHU3AIMOHHBIE (HOPMBI, HA3bIBAEMbIE BUPTYaJTbHBIMH
OpraHU3alMSIMHU WM PACHpe/eICHHBIMA TPEANPUATHIMHA, B ONIDKAWIINE eCATh-
JIBAJIIATh JIET CMOTYT JOOUTHCS ycIexa.
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IIpenmyiecTBa BUPTYaJbHOH MOACTH

Kak MoxHO ObUIO OBl OXHJATh, pacHpeleleHHass MOJENb MO3BOJIMT KOMIAHUSIM
YBEJIMYUTh TPOU3BOJAUTEIBLHOCTh, IMOCKOJIBbKY (hU3MYecKas YJIaJIeHHOCTh TENeph
KOMIIGHCUPYETCSI ~ ONEpPaTUBHOCThIO  KOMMyHHKauuid. Kpome  Toro, mnpu
pacnpeneNieHHON CTPYKType i pa3MelleHHus oO0s3aTeNbHBIX —MO0Jpa3IeiIeHH
KOMITaHUU MOTpedyeTcss 0huc MEHbIIEH TIONaA — YTO B COBPEMEHHBIX YCIOBUSIX,
YUUTBHIBAs, HACKOJIbKO BBICOKA apeHJIHas I1laTa, MOXET OKa3aTbCid CEePbE3HBIM
MPEUMYILECTBOM.

K ToMy ’ke KOMIIaHHS CMOXET MpUIJIallaTh Ha pPadOTy CHEHHATUCTOB Oojee
BBICOKOTO KJIacca MCXOJS M3 MX KBaJU(HUKAIMU, a HE MO MECTy XuTenbcTBa. [lpu
TaKOM TOJXOJ€ BO3MOXHOCTH HAa0Opa HOBBIX COTPYJHUKOB KaK HUKOTJIa IIHPOKH,
MIOCKOJIBKY CTaHOBHUTCS HaMHOIO IIPOILIE CO3AaBaTh TIPYyNNbl CHEHUATUCTOB,
O0OBEUHSIONINE U TOCTOSIHHBIX, U BPEMEHHBIX COTPYIHUKOB.

C u3MEHEeHHWEM MApPTHEPCKUX OTHOLIEHUWH B OW3HEce NOJ00HBIE BUPTyaIbHBIC
rpynnsl OyayT Bce Oosiee AMHAMMYHBIMHM. OJTa JAacT BO3MOXXKHOCTb KOMIIAHUU
olepaTHBHEE pellaTh BO3HHMKAIOUIME BONPOCHI WM 3apaHee pa3padaThbiBaTh
OIIpe/IeJIEHHbIE CTPAaTErny, NO3BOJIAIOIINE U30€KaTh HEMPOU3BOAUTEIBHBIX YPOBHEN
aIMUHHUCTPUPOBAHMUSL.

IIpeonosieBasi npensaATCTBUA

Ho mpu Bcex 3THX MNpenMyllecTBaXx BO3HHMKAaeT M Hemalo TpyaHocred. Kak
PYKOBOJUTENb OPraHU3alUu, IUPEKTOP MO TEXHOJOTMYECKUM BONPOCAM JOJHKEH
MOCTENEHHO OTXOJUTh OT KOHTPOJIUPYIOIIEH pOJIM U Bce B OOJbLIEH CTENEHU
UCIIOJIb30BaTh METOJIbl BIMSHMS. Pemiaromiee 3HaueHHE MNPUOOPETAET BOIPOC
CO3JaHMs U MOJJIEPKKN B3aMMOCBSI3E€H C MOTPEOUTENAMH, COTPYAHUKAMH KOMITAHUH
(6e3 kakoW-mubO MepapXvuu) U MapTHEpaMH MO OM3HECY, a TaKXKe HEOOXOJIUMOCTh
KOJUIEKTUBHOT'O MOAX0/1a K IPUHSTHIO PEILICHUN.

Kpome TOro, Hy’)kHO Hay4UThCS KUTh 0€3 TpaJAWLMOHHBIX coBewanuil. CoBemanus
HE UCYE3HYT, HO MPUMYT HOBBIE (POPMBI B3aMMOICHCTBUS M COBMECTHON pPalOTHI.
«OuHBIE» BCTPEUYH MO-NPEKHEMY IIPUAETCS MPOBOJUTH, HO HAMHOI'O PEXE, YEM IpU
TPaJIUIMOHHOW MOJIEIIH.

CokpaiieHue Win OTKa3 OT JIOKAJIU30BAHHOW IOJUTUKHU YIPABICHUS U KOHTPOJIS
MOTYT TPUBECTH B IIOK MHOTWe KommaHuu. Ho dyepe3 stu mpeoOpa3oBaHus
HE0OXOJAMMO MPOWTH, 0Opamasich K MOMOIIM JIPYTHX B MPOBEIACHUU PePOpPMBI U
aKTUBHO, TOCTENIEHHO BHENPSS KYJIbTYpy OOyUEHHS.

IIpomanue co crapsimM

CTpyKTYypy TpaJMIMOHHOW KOMIAHUM MOKHO MPEICTAaBUTh Kak Tpynmy OJHM3KO
CTOSIIIIUX MOJYJIEH C YETKHUMH CBSI3SIMH, TOJOTYETHBIMU CTPYKTYpPaMH M 3alHUCSIMU O
npoBepkax. B oduce, mocTpoeHHOM MO HOBBIM NPAaBUIIAM, HUYETO MOJA0OHOTO HET.
Ckopee Bcero Bamia KOMMaHHUS YK€ IMOCTENEHHO MpeoOpa3yeTcss B OpPraHHU3aluIo,
MMEIOLIYI0_THOPUIHYIO CTPYKTYpPY. Bbiciiee pyKOBOACTBO KOMMIAHMM MOXET IIO-
npeXHeMy paboTaTh B TPAIUIIMOHHOM HMEpapXWUeCcKOoW MaHepe, HO B HEU yKe
(bopMHUpYIOTCS €CTeCTBEHHBIE TUHAMUYECKHUE TPYIIIBI [0 MEPE TOTO, KaK MEHEDKEPhI
CPEJIHETO 3B€HA BOCIIPUHUMAIOT JUHAMUKY HOBOM 3KOHOMHKH.

B mnepcrektuBe HOBasi BUpTyalbHas oOpraHu3anus OyIeT COCTOSATh U3 CEepUu
B3aMMOCBSI3aHHBIX 3BE37000pa3HbIX CTPYKTYp, OOBEAMHSIOIIUX PYKOBOAMTENEH,
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OTJENbl, BHYTPEHHHUE MOJApa3JelieHusl, COOOIIeCTBA BHEIIHUX MOTpeOUTENneil u
IapTHEPOB 110 OU3HECY.

IIpeycniers Ipu TaKOM MOJEIN CMOXKET TOJIBKO TOT PYKOBOAMUTEIb, KOTOPBIA IPUMET
Ha BOOPYKEHHE OJWH IVIABHBIA NPHUHLMIL JIOACH HE HYXHO KOHTPOJIUPOBATh.
BnusiHue, a He KOHTpOJIb CTaHET BaXHBIM (DaKTOpOM ycmexa Jiro0oro nuaepa
KOMITAHHH.

[Ipomecc amanramuu Takol HOBOM pabouel CTPYKTYphl MOXKET Ha TEpPBBIH B3IJISA
noTpeboBaTh HEMaJoOW HEPBOTPENKU M JaXke BBI3BIBATH cTpax. Ho enmHCTBEHHOE,
Yero CTOMT OmacaTbCsl B CBSI3U C paclpeaeNieHHOW paOoToW WM BHUPTYyaIbHOU
OpraHu3alxei, — 3TO TOr0, YTO KOHKYPEHTHI, HECOMHEHHO, BEIOEPYT UMEHHO TaKOU
IyTh pa3BUTHUs OU3HECA.

Pedopma opranuzanuoHHOM MoaeIH

Hactynator OypHble BpeMeHa, KOrjJa Ha CMEHY YCTapeBIIMM MeTojaaM paboTh
npuxoaat Oosiee HOBblE, AMHaMHUUYecKue Gopmbl. B Onmxkaiiine 1Ba — MATh JIET, 1O
Mepe TOro Kak KOMIIAHWU HAYHYT PEAJIM30BBIBATH BUPTYaJIbHbIC OPraHU3Al[MOHHBIC
MOJIETH, MOSBATCSA TMOPHUIHBIE OPraHU3allii, COYETAIOINE TPAJUIUOHHbBIE U HOBBIE
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a) (Crapas) Uepapxudeckasi

Wepapxuueckasi CTpyKTypa MOXET Ka3aTbCsl JOCTATOYHO YAOOHOH, MpUHUMASI BO
BHHMAaHUE CpPOK €€ cymecTBoBaHua. OAHAKO C TOSIBIICHHEM PaCIpEIEICHHBIX
TEXHOJIOTUA U COBPEMEHHBIX CPEACTB B3aMMOJCHUCTBUS 3Ta TPAAULMOHHAS MOJIEIb
CTAHOBUTCS CJIMIIIKOM >KE€CTKOU U Hed((PEeKTUBHOM.

b) (CoBpemennas) ['nOpuanas

MHorre KOMMIaHUU DJKCIEPUMEHTUPYIOT CO CTPYKTYpOM THOpPUIHOrO THIIA,
COUETarIlIel B cede TpaJulIMOHHbIE METObI OPTAHU3ALMN HAa YPOBHE PYKOBOJCTBA C
WHOW CTPYKTYPOM BCE€W OCTalbHOW KOMIIAHWM, COCTOSIIEH W3 JIUHAMHYECKUX,
BUPTYaJbHBIX I'pynmn. Takue nmepexogHble MOJEIN MOTYT CYIIECTBOBATH HECKOJIBKO
JIET, ITOKA PYKOBOJICTBO KOMITAHUM HE MEPEUIET OT YIIPABICHHUS C TO3UIIMI KOHTPOJIS
K OpraHu3aiuy, 0a3upyromieics Ha 00y4YeHUH U JJOBEPHUH.

¢) (byaymas) BupryajabHas

B BupTyalbHOUM OpraHu3aluu PYKOBOAMUTENMN JEUCTBYIOT KaK «KOHIIEHTPATOPBI»
(W1 UEHTpaNbHBIA KPYT) I MOTpeOuTENei, COTPYJHUKOB KOMIIAHMM U APYTHX
opraHusauui. BMecTo pyKOBOACTBAa, KOTOPOE OIMPAETCd Ha HEPaApPXUUECKOE
MOJYMHEHUE WIM JOCTylnl K WHGOpMAIMK, YNPaBICHHE B BHUPTYaJIbHbIX
OpraHu3alysaX OCHOBBIBACTCS Ha BJIWSHUM, HABBIKAX MW B3aUMOOTHOIICHUSX.
['maBHBIMHU 3/1€Ch CTAHOBSTCS OOIICHHE U COBMECTHAsI paboTa.

Hcrounuk: http://www.osp.ru/cw/2000/36/6987/

4. Render this article. Give English equivalents for the underlined words and
phrases.

OPI'AHUBALIUOHHASA CTPYKTYPA YIIPABJIEHUSA —
BUSINESS STUDIO

OpranuzalonHasi CTPyKTypa YIPaBJI€HUS — COBOKYIHOCTh CHELHAIN3UPOBAHHBIX
(GYyHKIMOHATBHBIX TOJpa3/eleHIl, B3aMMOCBS3aHHBIX B TIpoliecce 0OOCHOBaHUA,
BBIPAOOTKU, IPUHSTHS U peaan3alliy yIpaBieHYeckux perieHuil. ['padudecku yarie
BCETO M300pa)kaeTCsi B BHUJIC MEPAPXMUECKOW JMAarpaMMmbl, MOKa3bIBAIOUIEH COCTaB,
IIOJ{YMHEHHOCTD U CBA3U CTPYKTYPHBIX €AUHUL] OPraHU3ALUU.
OpranuzanuoHHasi MoOJedb — O3TO NPUHIUNB (OPMUPOBAHMS MOJIPA3ICICHHM,
JNEJICTUPOBAHUS  TOJTHOMOYMWA W HAJICJIEHHUs] OTBETCTBEHHOCTHIO. [lo cyrw,
OpraHu3alMOHHAs MOJEIb IMOKA3bIBAET, Kak C(POPMUPOBATH NOAPA3ICICHHE.
Ha npakTuke npuMeHSIOT CIeAYIOIINe TPUHIHUITB (HOPMUPOBAHUSI TOIPA3ACIICHHUIA:

L (yHKIIMOHAJIbHAs MOJEIIb: «OJHO MOApa3elIeHuEe = OJJHA (PYHKIIU»;

. IIPOLIECCHAsA MOJIEIIb: «OJHO IOIPA3IEIICHUE = OMH MPOLIECCY;

. MaTpU4Has MOZEINb: «OAWH IPOLECC WIM OAWH MPOEKT = IPymIa COTPYAHUKOB
U3 pa3HbIX PYHKIMOHAIBHBIX MOIPA3ICICHUI;

o MOJZEJIb, OPUECHTUPOBAHHASI HA KOHTPArcHTa: «OJHO IOAPA3NCICHUE = OIUH

KOHTpAareHT (KJIMEHT WA KJIUEHTCKAas TPYIIa, MOCTABIINK, MOAPSAYUK U TIP.);
[locnennsis Monenp NOPUMEHSIETCS B CIly4ae, €CJIM PBIHOK KOHTpareHTa
orpaHu4eHHbId. Hampumep, B ciiydae ecim dYHCIO TOTPEeOUTENEH CHIBHO

54



OTPaHUYEHO, I1eIeCO00Pa3HO MPUMEHUTh MOJENb, OPUEHTUPOBAHHYIO Ha KIIMEHTa
WJIA KITMEHTCKYIO TPYIIY: «OJHO MOpa3ieICHUE = OUH KIUCHT.

B OonpmmHCTBE XK€ CllydaeB paclpoCTpaHCHHE NOMYy4YWiIH (YyHKIIMOHAIBHAS H
MPOIECCHAsI MOJICIH, a TAK)KE UX PA3TMYHBIC MOAU(DHUKAITIH.

Opranu3annoHHAasi CTPYKTYpa ynpaBJieHUus1 — PyHKIHOHAJIbHAS MO/Ie]b
OpranuzaimoHHasi CTPYKTypa YIPABJICHUS HA MHOTUX COBPEMEHHBIX MPEAIPUITHIX
ObLJTa MOCTPOCHA B COOTBETCTBUHU C IPUHIIUIIAMH YIIPaBJICHUS, CHOPMYITUPOBAHHBIMHU
eme B Hadarge XX Beka. Haunbonee momHyo (GOpMyIHpPOBKY 3TUX MPHUHIMIIOB AAll
HeMenkuit conuonor Makce Bebep (KoHIENITHS paliioHaILHON OIOpOKpATHH):

o APUHYUN UEPAPXUYHOCIU YPOBHEU YApasieHus, TPU KOTOPOM  KaKIbIi
HUDKECTOSIIIIAA YPOBEHb KOHTPOIUPYETCS BBIIECTOSAIUM U TIOTUYUHSICTCS EMY;

o NPUHYUN COOMBEMCMEUs NOTHOMOYUL U OMBEemCmEeHHOCmY PabOTHUKOB
yIpaBJICHUS MECTY B HEPAPXUHU;

. NPUHYUN paszoeiieHus mpyoa Ha OmoelbHble @QYHKYyuu W CIeIuaIn3aiun
PaOOTHHUKOB TIO BBITIOJTHSIEMBIM (DYHKITUSIM;

J NPUHYUN Gopmanuzayuu u cmanoapmuzayuu oesamenvbHOCmU,

o0ecrieunBarOIIMi OJHOPOJHOCTD BBITIOJTHEHUS pa0OTHUKAMU CBOMX OOS3aHHOCTEH U
CKOOPJIMHUPOBAHHOCTh PA3JIMYHBIX 3a]1a4;

o NPUHYUN 0Oe31uyeHHOCmy BBITIOTHEHUS! pa0OTHUKAMH CBOUX (DYHKIIUIA;

J NPUHYUN KBATUPDUKAYUOHHO20 OmbOOpa, B COOTBETCTBUHM C KOTOPHIM HailM U
YBOJIBHEHHME ¢ paboThl  MPOU3BOJUTCS B CTPOrOM  COOTBETCTBUU  C
KBaJIu()UKAIMOHHBIMUA TPEOOBAHUSIMU.

OpranuzaiiioHHas CTpPyKTypa YINpaBJIeHUs, TOCTPOCHHAs B COOTBETCTBUU C STUMHU
NPUHLKIAMHU, TOJyYlia Ha3BaHUE HEPaApXUUECKON WM  OIOPOKpATHUYECKOMN
cTpykTypbl. Hambosee pacnpoCTpaHEHHBIM THUIIOM TaKOW CTPYKTYpbl SIBISIETCS
JMHEHHO-(QYHKIIMOHAIbHAS (JUHEWHAS CTPYKTYPA).

OCHOBBI JIMHEWHBIX CTPYKTYP COCTaBJISET TaK HA3bIBAEMBIN «IIIAXTHBINY MPUHIIUI
(«TIPUHIUTT KOJIOMIIa») TIOCTPOEHUSI U CHEIHUANIHN3alis YIPaBJICHYECKOTo Ipoliiecca
M0  YHKYUOHAIbHLIM HnOoOCUcmemam OpraHu3anuu (MapKeTHUHT, IPOU3BOJCTBO,
UCCJIECIOBaHMs W pa3palboTKu, (uHaHChl, mepcoHan). [lo kaxmoil moacucreme
dbopmupyeTcs uepapxusi CIyK0 («IaxTtay WM «KOJOJEID), MPOHU3BIBAIOIIAS BCIO
OpraHU3alUI0 CBEPXY JIOHU3Y.

PesynbraThl  pabOTBl  KaxaoW  CIOy>KObl  OILIGHMBAIOTCS  IOKa3aTeIsIMHU,
XapaKTepU3YyIOIIUMU BBINOJHEHUE WMH CBOUX Iiejed U 3anad. CoOTBETCTBEHHO
CTPOUTCST W CHUCTEMa CTUMYJHMPOBAHUS W TOOIMpPeHUs padoTHUKOB. Ilpu sTom
KOHEUHBIN pe3ysbTaT — 3(PHEKTUBHOCTh U Ka4€CTBO pabOThl OpraHU3aIuy B IIEJIOM, —
CTAHOBUTCS Kak Obl BTOPOCTENEHHBIM, TaK KaK CUMTAETCS, YTO BCE CIY>KObI B TOM
WM MHOM Mepe paboTaroT Ha ero MojJydeHHUeE.

[IpenmymiecTBa TMHEUHBIX CTPYKTYP:

o YeTKasi CUCTeMa B3aUMHBIX CBsi3el BHYTPH (DYHKITMH M B COOTBETCTBYIOIIUX
VM TOAPA3JACICHUSX;
o YeTKasg CHUCTEMA E€JUHOHAYAIUS — OJWH PYKOBOAUTENb COCPEAOTAYMBAET B

CBOMX pyKaX PYKOBOJCTBO BCEH COBOKYMHOCTHIO (DYHKIIMMA, COCTaBIISIOIINX
NEATEIbHOCTD;
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o SICHO BBIPQKEHHAS! OTBETCTBEHHOCTD;
o ObICTpasi peakuusi UCHOJHUTENBHBIX (PYHKIHMOHAJIBHBIX MOAPA3JCICHUN Ha
IIPSIMBIC YKA3aHHS BBIIECTOSIINX.

Henocratku nMHENHON CTPYKTYPHI:

o B paboTe pYKOBOAMTENCH MPAKTUYECKH BCEX YPOBHEH oOlnepaTHUBHBIC
po0JieMbl («TEKYUYKa») JOMUHUPYET HaJl CTPATETUYECCKUMH;
o cia0ble TOPU3OHTAIBHBIEC CBS3U MEXAY (DYHKIIMOHAIBHBIMU MOAPA3ACICHUSIMHU

IMOPOKAAOT BOJIOKUTY U HNEPCKITAJABIBAHNC OTBCTCTBCHHOCTH ITPHU PCIHICHUHN Hp06JICM,
Tpe6YIOHH(IX Y4acCTUuA HCCKOJIBKUX HO,Z[p&SI[CJ'IGHHﬁ;

J Majasi THOKOCTb U MIPUCIIOCOOISIEMOCTh K M3BMEHEHHUIO CUTYaIINH;

J KpuTepuu 3¢(HEeKTUBHOCTH U KauecTBa pabOThI MOApa3AeieHUI 1 OpraHu3aluu
B LIEJIOM pa3Hbl€, U 4YaCTO B3aMMOHCKIIOYAIOLIHE;

J OOJIBIIIOE YUCIIO «ITa)Ke» WM YpPOBHEH YINpaBlieHUS MEXIy pabOTHUKAMH,
BBIITYCKAIOIIUMH IPOIYKIUIO, U TULOM, TPUHUMAIOIIUM PEUICHUE;

o Ieperpy3Ka ynpaBJieHLEB BEPXHETO YPOBHS;

J NOBBIIIEHHAs  3aBUCUMOCTb  pPE3yJIbTaTOB  pabdOThl  OpraHu3aluud  OT

KBaJgu(UKALMY, TUYHBIX U JIEJIOBBIX KaUY€CTB BHICIIUX YIIPABJICHIIEB.

Takum 00pa3oM, MOKHO 3aKJIIOYUTh, YTO B COBPEMEHHBIX YCIOBHUSAX HEIOCTATKU
CTPYKTYpPBHI NIEPEBEIINBAIOT €€ TOCTOMHCTBA.

Opranu3annoHHasi CTPYKTYpa yIpaBJieHUs — MPOLEeCCHASI MO/1eJIb

Hcroku KOHIENIMU YIOpaBiICHUS IMpoIlecCaMd BEIyT K TEOPUSM YIpPaBICHUS,
pa3paboTaHHBIM elle B JeBiaTHaanaroM Beke. B 80-x rogax 19-ro Bexa dpenepux
Telinop npennoxun MEHeIKepaM HCIO0JIb30BaTh METOAbI MPOLIECCHOTO YIPaBICHUS
IUIsl HAMITYYIIed opranu3anuu aesarenbHoctd. B Havane 1900-x rogoB Aupu ®aiions
pa3paboTan KOHUEMIHWI PEHMH)XUHUPUHTA — OCYIIECTBICHUE JACATEILHOCTU B
COOTBETCTBUM C TIOCTaBJICHHBIMU 3aJadyaMy IyTE€M TOJYy4YeHUSI ONTHUMAJILHOTO
MPEMMYIIECTBA U3 BCEX JIOCTYITHBIX PECYPCOB.

ITporneccHble cUCTEMBI CTPOSTCS Ha 0a3€ HECKOJIBKUX 0a30BbIX MPUHIUIIOB:

L npunyun  00veOuHeHusi — npoyeoyp.  BBINOJHABIIMECS  Pa3IUYHBIMU
COTPYJHUKAaMU ONEpalMd, HWHTETPUPYIOTCS B OJIHY, TO €CThb HNPOUCXOJUT
TOPU30HTAIBHOE CKaTue npolecca. Eciau He yaaeTcs MpUBECTH BCE IIArd Mmpolecca K
OJIHOM paboTe, TO Co3AaeTCs KOMaHa, OTBEUAIOIas 3a IaHHbBIN TIPOIIECC;

o NPUHYUN HEePA3PBIBHOU NOCe008amebHOCmU.: 1IIary TPOoIecca BBITOIHSIIOTCS
B CCTECTBEHHOM TIOpsiAKe, paboTa BBINOJHSAETCSI B TOM MeCTe, TIe OTO
11eJ1eco00pa3Ho, CMEIIAHHBIMHU TPYNIaMHU, COCTOSIIIIMMU U3 PAaOOTHUKOB Pa3TUYHOM
npeaMeTHo ((QyHKIIMOHATBHOMN ) MPUHAJICKHOCTH WIIH CTICIIUATN3AIINY;

J NPpUHYUN e1adenvya npoyecca: YNOJIHOMOYEHHBIM MEHEIXEp O00ecrneyruBaeT
EANHYI0 TOYKY KOHTAKTa, OH MTPaeT poyib Oydepa MexTy CIOXKHBIM MPOIECCOM U
3aKa34MKOM, U BEJIET ce0s C 3aKa34MKOM TaK, KaK eClu Obl ObLJT OTBETCTBEHHBIM 32
BECH MPOLECC;

. APUHYUN — CAMOCMOSAMENIbHOCMY — 68bl00pa.  WCTIONHUTENW  TPUHUMAIOT
CaMOCTOSITEJIbHBIC PEIICHUS] U HECYyT OTBETCTBEHHOCTh 3a TOJYYEHUE 3aJIaHHOTO
pe3yJibTara IesITeIbHOCTH;
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o NPUHYUN 20PU3OHMATLHO20 KOHMPOJIA: KAa4eCTBO PE3yJIbTaTa IPOBEPSAETCS €T0
NOTPEOUTENEM — CIEAYIOLIUM 3JE€MEHTOM MPOLECCHOM 1ETIOYKH;

o APUHYUN CUCMEMHOCMU (YeloOCMHOCMU) Ynpasienus: yIpaBlIeHUE 3aTpaTaMu
MPOUCXOJIUT IO MECTy HMX BO3HUKHOBEHHMS, CHCTEMa YIPaBJICHUS H3IAEPKKAMHU
CTPOUTCS COBMECTHO C OPTaHU3aLMOHHON CTPYKTYpOH, 0€3 OTphIBa OT AEATEIBHOCTH,
«OJMH TPOLIECC — OJIHO MOAPA3/ICICHHE — OJUH OIOJIKET).

[Ipeumy1iiecTBa NPOLECCHBIX CTPYKTYP:

L YeTKasi CUCTEMa B3aMMHBIX CBSI3eH BHYTpH IIPpOHCCCOB U B COOTBCTCTBYIOIINX
UM IMOAPAa3ACICHUAX
i 4C€TKad CHUCTCMAa CAWMHOHAYAINA — OAWMH PYKOBOIUTCIb COCPCAOTAYHBACT B

CBOMX pPyKax pYKOBOJACTBO BCEHM COBOKYIHOCTBIO OI€palliii MW JCHUCTBUH,
HalpaBJICHHBIX Ha JOCTH)KECHUE TIOCTABJICHHON 1€M W TOJYYECHHE 3aJaHHOTO
pe3yJbTara;

o HaJIEJICHUE COTPYAHUKOB OOJIBIIMMHU TOTHOMOYMSIMU W YBEIUYEHUE POJIH
KKJIOTO U3 HUX B paboTe KOMMAHUHU MPUBOJUT K 3HAYUTEITHLHOMY MOBBIIICHUIO MX
OT/Iauy;

o ObicTpasi peakuus MCHOJHUTEIBHBIX TMPOIECCHBIX MOApPA3ACIICHUd Ha
M3MEHEHHE BHEIIHUX YCIIOBHIA;

o B paboTe pYyKOBOJAUTENEH CTpaTEerMuyecKue MpoOJIeMbl JOMUHUPYIOT Ha
OTiepaTUBHBIMU,

o kputepun 3PHEKTUBHOCTH U KauecTBa pabOThI MOAPA3ACICHUN U OpraHU3aluu
B LI€JIOM COIJIACOBAHHBI U COHAIIPABJICHHBI.

Henocratku npoieccHoil CTPYKTYpHI:

L ITIOBBIIIICHHA 3aBUCHUMOCTD PE3YyIIbTATOB pa6OTBI OpraHu3annuunu oT
KBaJII/I(l)I/IKaHI/II/I, JIMYHBIX 1 JCJIOBBIX KAaUC€CTB PAJ0OBBIX pa6OTHI/IKOB U UCIIOJTHUTEIICH.
L yYHpaBJICHUC CMCIIAHHBIMHA B (bYHKI_[I/IOHaJ'IBHOM CMBICJIC pa60‘H/IMI/I KOMaHIaMu

— Oomee cnmokHas  3ajada, HEXEIW  yOpaBlieHWe  (PyHKIMOHAIBHBIMH
MOJIpa3/IeICHUSIMU;

J HAJIM4YME€ B KOMAaHAE HECKOJbKHX YEJOBEK pPAa3INYHON (PYHKIIMOHAIBHON
KBATM(UKAIIMM HEU30C)KHO TMPUBOAUT K HEKOTOPHIM 3ajiep’KKaM U OIIMOKam,
BO3HHKAIOIIMM TIPH Tepeaade padoThl MEXAy dieHaMu KoMaH[bl. OHaKO MOTepu
3/1eChb 3HAYUTEIBHO MEHBIIE, YeM TPH TPAIUIMOHHON opraHu3amuu padoT, Koraa
WCITOJTHATEIN TIOTUYMHSIOTCS Pa3IMYHbBIM TOIpa3IeICHUSIM KOMITaHUH.

O06o00masi, MOXHO 3aKJIIOYUThb, YTO HPOYecCcHas CmpyKkmypa Hapsaoy ¢
00CMOUHCMEAMU DYHKYUOHATLHOU CMPYKMYPbl UMeem Yeavlil psio Npeumyujecms
mam, 20e hYHKYUOHANbHASL CMPYKMYPA UMeem A6Hble HeOOCAmKU.,
OpraHu3annoHHAasi CTPYKTYypa yHpaBJIeHUs — MATPUYHASL MOJIeJIb

MaTpudHbIe CTPYKTYpPBl COBMEIIAIOT MPHUHIUIIBI MOCTPOSHUS (YHKIIMOHATBHBIX U
MPOIIECCHBIX ~ CHUCTEM. B 3TUX  CTPyKTypax  CYIIECTBYIOT  >KECTKO
PErJIaMEHTUPOBAHHBIC TIPOIIECCHI, HAXOJMSIIMECS TMOJ VYIPABICHHEM MEHEKepa
npoiiecca. [Ipu 3TOM nesaTenTbHOCTh OCYIIECTBIISETCS PAOOTHUKAMHE, HAXOSIIIUMHUCS
B OIEPaTUBHOM TOJYMHEHWM MEHEIDKEpa TMpolecca W B aJMHUHUCTPATUBHOM
MOJYMHEHUU PYKOBOJUTENSI, HAXOIAMErocs B (YHKIMOHATBHOM «KoyoAme». Ilo
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CYLLECTBY, pPOJb MEHEKEpa MPOLIecca COCTOUT B KOOPAWHALMU JEUCTBUI BHYTPU
npoliecca.

[TogoGHoe pelieHue, ¢ OJHOM CTOPOHBI, HE MOJHOCTHIO PEATM3YET MPEUMYIIEeCTBA
MPOLIECCHOTO MOAX0/a, & C APYTrOd CTOPOHBI, HE MOJHOCTHIO YCTPAHSIET HEIOCTATKU
dbyHKUMOHANBHOM cucTemMbl. Ha mpakTuke MaTpUYHbIE CTPYKTYpPhl XOPOIIO
OPUMEHUMBI JJII OpraHU3alliyd YIPaBICHUS MPOEKTHON NEATENbHOCTHIO, U Majo
NOAXOMAT ISl PEryJIIpHOTO MEHEIKMEHTa, TaK Kak COJAepXaT B CBOEH MNpupoje
HEKOTOPOE JIBOEBJIACTHE — MTPOLIECCOB U (PYHKIIUH.

CMelaHHbIE CTPYKTYPHI

Ecnu npuMeHATH pa3iauyHble MOJENW OpraHu3alvy ACSTENbHOCTH B Mpelenax
OTIEJBHBIX OM3HEC-IPOLECCOB, TO MOYKHO HCIIOJb30BaTh MPEUMYLIECTBA TOW HIIA
MHON opranu3auuMoHHo mozjenu. [Ipm 3TOM 111 opraHu3auuu B LEIOM Oyner
MPUMEHSTHCS MPOLIECCHAS! OPTaHU3aIMsI OCHOBHBIX CTPYKTYPHBIX OJOKOB, a B paMKax
OTJIETLHBIX OJIOKOB MOTYT IPUMEHSATHCA pazinyHbie Mojenu. Hampumep,

o JUIsL OpraHM3allMi CTPYKTYpPHOTrO OJIOKa, pEeaJu3yloIIero Ou3Hec-IpoLecc
pa3pabOTKM  HOBBIX M  COBEpPUICHCTBOBAHHS  CYIIECTBYIOUIMX  IPOJIYKTOB,
1e1ec000pa3HO UCII0JIb30BATh MATPUUHYIO CTPYKTYPY;

o IIPU ONPENENIEHHBIX YCIOBUAX JIsi OpraHU3aliy MPOLECCOB BOCIPOU3BOICTBA
pecypcoB  (3aBUCUMOCTb OT  MOHOIIOJIMCTOB-IIOCTABIIMKOB), BOCIPOM3BOICTBA
CPEACTB MPOMU3BOJCTBA (UCIIOIB30BAaHUE MOAPSIAYUKOB JJIsi BBIOJIHEHUS padoT),
MPOJBIKEHUST W TMpoAaxk (paboTa ¢ OrpaHUYEHHBIMU KIMEHTCKUMU TpYIIaMH)
11€J1€c000pa3HO UCIOJIb30BATh MOJIETHN, OPUEHTUPOBAHHBIE HA KOHTPAreHTa;

o CTpyKTypa (UHAHCOBBIX CIyXO Oylner BBHITJIANETh NPUBBIUHEE MIPU
(GyHKIMOHATILHOM OpraHu3aIiu.

Br160p Tex uim uHbIX cyOMOoenel 3aBUCUT OT cieupUKHU U 0OCOOEHHOCTH Ou3Heca.
[TocTpoeHue opraHu3aliMOHHON CTPYKTYpHl yripaBiieHus: B Business Studio siBnsercs
OJHMM W3 IIAaroB MPOEKTHUPOBAaHUS CHUCTEMBl YIpaBieHUsi opranuszanuei. s
perieHus 3Tor 3aaaun Business Studio mo3BoisieT co3gaTh HEPAPXUUECKUIN NTEPEUEHb
JTOJDKHOCTEW M TOJpa3AeieHWd KOMMNaHWW. B panbHEWIneM [aHHBIA TEpEYeHb
CIY>KUT Jia onpenenenust BrnanenwsiieB (MeHemKkepoB) MPOIECCOB U UCTOJHUTENCH
MPOLIECCOB.

Jlist popMupoBaHuUsi OpraHU3alMOHHOM CTPYKTYphl B Business Studio Heobxoaumo:

. CdopmupoBaTh HepapXUUCCKUN CIIPABOYHUK TOAPA3ACICHUN U JOJDKHOCTEH

J 3anoaHUTh HEOOXOUMBIE MTapaMETPhI MOIpa3eNIEHUH U TOJKHOCTEN

J ABTOMAaTHYECKH MOCTPOUTH OPraHU3AI[MOHHbBIE JUArPAMMBbI

[locne popmMupoBaHUsi OpraHU3alMOHHON CTPYKTYpPbl M Ha3HAUEHUS BJIAJEIIbLIEB U
ucnoiaHuTenei npoieccoB Business Studio nmo3Bossier chopmuponats [lonoxeHus o
nojapaszieneHusx u JIoMKHOCTHbIE WHCTPYKIMU, a TakK€ pacCUUTaTh IITATHYIO
YUCJIIEHHOCTh COTPYAHHUKOB.

Hcrounux: http://www.businessstudio.ru/procedures/glossary/orgstructure

Essential vocabulary
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1. The Virtual Organisation
1 allege [=ledz]

2 It is widely alleged that...

3 resemble [r'zembl]

4 inputs [Input])

5 outputs [AUTpu]

6 infinite [infinat,infinit]

7 variety [v@'raisti]

8 fluid [fluid]

9 from scratch [skret]

10 overriding (aim) [-8uv(a]raidin]
11 tightly [fari]

12 core [k2]

13 competence [kompit{ajns]
14 freelance (e-lance) [Tri&ns]
15 assets

16 mobile [Maubail]

17 immobile [maubail

18 plant [plant]

19 cite [sai]

20 template [templi]

21 studio

22 via [vaig]

23 builder

24 publicity agent

25 celluloid ['s&ljziaid]
26 bunch (of people) [BAnt]
27 virtual office [va1[usl]

28 allocat (to) [==lskeit]
29 uniquely
30 hot-desking

31 dean [din])
32 vivid [¥iid]
33 portrayal [po-treisl]
34 cease [5is]

yIBEPXKAATh (0c06. 6e3 ochoBaHus)

IMUPOKO PaACIIPOCTPAHCHO MHCHHC O TOM, YTO...
IMIoXoAuThb, UMCTH CXOACTBO

3aTpathl (Ha npou3eo0cmaeo

MPOAYKIUS; MPOIYKT, U3/ICIIHE

00IBIIIOE KOJUIECTBO, MACCa, MHOKECTBO
MHOT000pasue, pasHooOpasue
IMOABWKHBIN, M3MEHYNBBIN; HECTAOMILHBIN
C HyJIfl, HAa IIYCTOM MECTE; C CaMOT0 Havaia
[JIaBHBIA, OCHOBHOM, IIEPBOCTEIICHHBIN
TECHO, IIJIOTHO, KOMIIAKTHO

CHOBHOﬁ, HCHTpaHBHBIﬁ; OCHOBHAA,CYHNICCTBCHHAA
HJIN ITI0CTOAHHAA 4aCTb
JaHHBIC, 3HaHHWA, KOMIICTCHTHOCTD

BHEIITATHBIA COTPYAHUK

cpeAcTBa, (POH]IbI, UMYIIIECTBO

W3MEHYHMBBIN, U3MECHSIOIIUICS

HETIOJIBYXKHBIN, CTAOUIIbHBIN, CTAlIMOHAPHBIN
3aBoj1, (habpuka

CChUTATHCS (Ha umo-a.)

obpa3ert, mabdJIoH

SystemkuHOCTYIUs; KHHOChEMOYHBIN MABUIILOH
MOCPEACTBOM YETO-1., C IOMOIIBIO YEeT0-II.
NOAPSITYUK; CTPOUTENIbHAS OPTaHU3ALIMS

areHT Mo pekyiame (JIMIOo, HAHATOE KOMIMaHueu
JUIsl pacrpocTpaHeHus WH(opManuu o HEl u ee
OPOAYKIIMM W TPUBJICUCHHUS BHHUMAs IMIUPOKOU
yOJIUKH )

KMHO(DUIIbM; KHHO; LIeJTYJION]

rpy1ra, KOMIaHUs

BUPTYaJIbHBIN 0HC, BUPTyaIbHOE paboyuee MECTO
Ha3HA4aTh; PaclpeaesiTh

€UHCTBEHHO

CUCTeMa OpraHu3anuu padboThl, MPU KOTOPOH
OJIHO M TO € paboyee MECTO HCIOJIb3yeTCs
HECKOJIbKUMH COTPYAHUKAMU, TPUXOIAIIMMHA Ha
paboTy B pa3HOE BpeMsI

nekaH (gaxyremema

SIPKUU

U300paKEeHUE, TIPEICTABICHHE

nepecraBaTh (Oenams umo-i), MpeKparaTh(cs)
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35 cave [keiv]

34 reckon [Tek(sjn]
35 withdraw (withdrew,

withdrawn)[wio'dro]
36 everage [liv(a)ridz]
37 desert [diza]

38 strategic [stratidzik]]

39 alliance [s1aisns]

40 lack [l=ekK]

41 ephemeral [ifem{z)r{a]]
42 repository [M'pazit(a)r]

2. Basic Forms of Ownership
43 sole proprietorship
[pra'praistafip]

44 partnership [Paina[ip]
45 corporation [-kopia)rei[(a)n]
46 cooperative [kau'op(a]rativ]

3. Decentralisation

47 decentralisation
[di.sentr{a)l@i'zei[ia)n]

48 divest [daivest]

49 far-flung [.T&flAn]

50 arm [@m]

51 multinational
[maltinzef{2inia)l]

52 diffuse [difjuz]

53 on the spot

54 run a bank

55 isolated [@issleifid])

56 carrier pigeon [keseris] [pidzin]
57 head offic

58 come into its own

59 shift [Jiff]

60 bring about

61 notable (exception) [Mautabl]
62 embraced (the idea)
[Im'breis,em'breis)

63 senior ['5iNj2]

nieriepa (nepen.)
paccMaTpuBaTh, CYMTATh
Opatb Ha3ajl; OTMEHTh; U3bIMATh; BBIXOIHUTH

YCUJIMBATh, UCIIOJIb30BATh PhIUaru (051 yCuieHust)

MOKUATh (meppumopuio uiu 4enogexa); opocaTh
(cemwio); cnaBath, OCTaBIATE (Meppumopuio)
CTPATErun4eCKU; OTepaTUBHBIN

CO103; 00BEIMHCHHUE; AJTbsHC

HE XBaTaTh, HEJIOCTABATh

MPEXOISIIIMI; MUMOJICTHBIN, HEAOJTOBEYHbBIN
XpaHWIHIe (npsam. u nepen.); 6asza, CKiaaa

WHMBUyaJIbHOE YacTHOE Mpeanpusitue; Gopma
BJIQJICHUSI, TPU  KOTOpPOM  BCE  aAKTHUBBI
MPUHAJIEKAT OTHOMY BIIAJIETBILY

KOMIaHUsl, TOBAPHUIIECTBO

KOpHopauus, akKIIHOHEPHOE 0OIIECTBO
KOOIIEPATHUB; KOOIIEPATUBHOE OOIIECTBO

JeLICHTpaau3alus, OTMEHAa LEHTPAIU30BAHHOIO
PYKOBOJICTBA 4e€M-JI100
OTCJIATH; JIUIIATE (COOCMBEeHHOCMU, NPAB)

IIUPOKO PACKUHYBIITUICS, OOITUPHBIN
BJIACTh; AIMUHUCTPATUBHOE MOIPA3/ICIICHHUE

npeanpusiTie, UMeroniee o(Ouchl U T. JI. B pa3HbIX
CTpaHax

pacIrpoCTpaHsTh; pa3dpachiBaTh, PACKUIIBAThH
HEMEIJICHHO, Cpa3y, TYT K€, HA MECTE

YIPABJISTH OAHKOM

U30JIMPOBAHHBIN, OTIeNbHBIH (from

MTOYTOBBIN TOTyOb

TJIaBHBINA 0UC, PYKOBOJCTBO (DUPMBI
oOpecTH CBOE JIUIIO
CMeHa, TIEpEeMEHa; YepeI0BaHHC

BBI3bIBATH
IpUMeYaTeIbHbIN, 3aMedaTeIbHbIN

IIPUHUMATDb

BBILLICCTOSIINM; TTIaBHBIN
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64 executive [Igzekjutly.egzekjutiv]

65 claw back

66 gain [9&in]

67 assembly line [s'sembl]

68 mutually exclusive [mjAfusl]
[iks'kluEsiv]

69 alternating [2ftaneitin]

70 swing of a pendulum

71 encounter [IMkaunta.enkaunta)

72 persuasive [pasweisiv]
73 half-and-half (solution)
['haf{aind'had]

74 pervade [p=-veid]

75 day-to-day operation

76 turn the tables

77 ubiquitous (Ul bikwitas]

78 diffuse [difjuz]

79  diffusion  (of  power)
[difjuz(2in]

80 assumption [8'5Amp[{a)n]

81 valid ['v=elid]

82 bear (bore; borne) [P€2]

83 resemblance [rzemblans]
84 thrive (throve; thriven) [Eraiv]
85 shrivel []ril]

86 loosen [1usiain]

87 rein [r=in]

88 contend [kan'tend]

89 sustain [595'tein]

90 vigour [%ig3]
91 perilous [Perilas]
92 gyrate [‘d3aila]rat]

JIOJKHOCTHOE JIUIO, PYKOBOJIUTEIb,
aJIMUHUCTPATOP

BO3BpAIllaTh yTPAauy€HHOE BIUsHUE, 3a0UpaTh
oOpaTHO nepeaHHbIe MOTHOMOYMS

BBIUTPBIBATH, JOOMBATHCS; U3BIIEKATH MOJIB3Y

cOOpPOYHBIN KOHBEMEP
B3aMMHO MCKIIOYAOIINN

IIEPEMEKAIOIUICS, TIEPEMEHHBIN

KauaHWe MAasTHUKA; YepeOBaHUE CTOANUX Y
BJIACTHU TIOJIUTUYECKUX TTAPTHMA
CTOJIKHYTBCS ¢ (mpyoHocmamu)

yOe quTeIbHBIN

CMEIIaHHBIM B PABHBIX ITPOINOPLMSAX; U J1a U HET;
MTOJIOBUHYATHIHN, KOJICOTIOIINICS, YKIOHYUBBIN
PaCIPOCTPAHATHCS; IPOHUKATD; 3AIIOJIHSThH

TeKyias (MpOU3BOACTBEHHAsS) JI€SITEIBHOCTD;
TEKYIasi SKCILTyaTalust

MIOMEHSITHCSL POJISIMU; TOMEHSITHCS C COMTEPHUKOM
MecTamMu; OUTh MPOTHUBHUKA €r0 K€ OPYKHUEM;
OJIepKaTh BEPX MOCIE MOPAKEHUS, B3STh PEBAHIII
BE3/IECYILIHI; TOBCEMECTHBIN

pacnpoCTpaHsTh; pa3dpachiBaTh, PACKUIbIBATH
pacrpoCTpaHEeHue

MPEINOJIOKEHHE, TOMYIICHUE

JICUCTBUTECIILHBIN, UMEIOLIUU CUIY,
npaBOMEpPHBIN; A ()EKTUBHBIN, HAISKHBIN
UMETh, 00J1a1aTh

MIOXO0KECTh, CXOJICTBO, CXOKECTh
IpeycreBaTh, MPOIBETATh

nenathb (cs) 6becnosie3HbIM, HeA(h(PEKTUBHBIM
0cIabIATh (Oerams crabee, meHnee CIMpo2um)
CIep KMBAlOIIasl CUja; y3/1a; MOBO, IIOBOAbS
CONCpHUYATH, COPEBHOBATHCS (C KeM-I1.)

HOJJICPKUBATE (MOPALILHO U MAMEPUATLHO);
MPUIaBaTh CHJIBI; CTOCOOCTBOBATH
(ocywecmenenuro weco-n.); odecrneynBaTh
CHIIa, SHEPTHS

OIIACHBIN, PUCKOBAHHBIM, TSKEIIBINA
BpALLATHCA O KPYT'Y; ABUTATHCS 110 CIIUPAIU
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4, Matrix Management

93 matrix [Meitriks] management
94 dual ['dju=l]

95 reporting line

96 coordinate [kau'dineit]

97 committees [Ka'mit]

98 resolve (conflict) ['zal]

99 crux [Kraks]

100 hold (held) [h=uld]

101 accountable (for) [s'kauntabi]
102 get the upper hand

103 overhaul [-auvahad]

104 subservient [53b'sawjant]
105 proliferation [praulifareif(sjn]
106 log-jam [12gd3=em]

107 bog down

108 overlap [.suvaleep]
109 turf [t=1]

110 implement [mpliment]
111 objective
[ab'dzektiv.ob'dzekiiv]

112 alter [2ft3]

113 consolidate (progress)
[kan'salideit]

114 realign [.r=lain]

115 anatomy [¥n=stamil
116 inherently

117 centre of gravity

118 finite (task) [Tainar]
119 launch (a product) [12n1f]
120 start a business

121 put on (a show)

References
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MaTpU4Has CUCTeMa ypaBJICHUS
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JIMHUS CBsA3H OIIOBCIICHUA
COIJIaCOBLIBATL, ITPUBOJHUTL B TAapMOHHUIO

KOMMCCHST; KOMUTET

pas3pemath; pemarhs (3adauy, npodiemy u m. n.)
OCHOBHas MpooJiemMa; 3aTpyJaHEHUE
YAEPKUBATh, MOJAEPKUBATH

OTBETCTBEHHBIM, MOJOTUYCTHBIN

IMOJIYUYHUTB ITPEBOCXOACTBO, I'OCIIOACTBOBATDH
KallUTAJIbHO IICPCCTpanBaATh, COBCPIICHCTBOBATH
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TYIHK (8 nepecosopax, u m. n.)
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TopdsiHOE 00JI0TO
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U3MEHSTh; MEHATD; MEPEIEIbIBATh
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UNIT 3. MARKETING

WHAT IS MARKETING?
Marketing is the process by which companies create customer interest in products or
services. It generates the strategy that underlies sales techniques, business
communication, and business development. It is an integrated process through which
companies build strong customer relationships and create value for their customers
and for themselves.
Marketing management is one of the major components of business management.
Marketing evolved to meet the stasis in developing new markets caused by mature
markets and overcapacities in the last 2-3 centuries. The adoption of marketing
strategies requires businesses to shift their focus from production to the perceived
needs and wants of their customers as the means of staying profitable.
The term marketing concept holds that achieving organizational goals depends on
knowing the needs and wants of target markets and delivering the desired
satisfactions. It proposes that in order to satisfy its organizational objectives, an
organization should anticipate the needs and wants of consumers and satisfy these
more effectively than competitors.
Definitions of Marketing.
There exist a great number of definitions of this process. Marketing is defined by the
American Marketing Association (AMA) as “the activity, set of institutions, and
processes for creating, communicating, delivering, and exchanging offerings that
have value for customers, clients, partners, and society at large.” The term developed
from the original meaning which referred literally to going to a market to buy or sell
goods or services. Seen from a systems point of view, sales process engineering
views marketing as “a set of processes that are interconnected and interdependent
with other functions, whose methods can be improved using a variety of relatively
new approaches.”
The Chartered Institute of Marketing defines marketing as “the management process
responsible for identifying, anticipating and satisfying customer requirements
profitably.” A different concept is the value-based marketing which states the role of
marketing to contribute to increasing shareholder value. In this context, marketing is
defined as “the management process that seeks to maximise returns to shareholders
by developing relationships with valued customers and creating a competitive
advantage.” Marketing practice tended to be seen as a creative industry in the past,
which included advertising, distribution and selling.
Recent approaches in marketing is the relationship marketing with focus on the
customer, the business marketing or industrial marketing with focus on an
organization or institution and the social marketing with focus on benefits to the
society. New forms of marketing also use the internet and are therefore called internet
marketing or more generally e-marketing, online marketing, search engine marketing,
desktop advertising or affiliate marketing. It tries to perfect the segmentation strategy
used in traditional marketing. It targets its audience more precisely, and is sometimes
called personalized marketing or one-to-one marketing.
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Comprehension.
1 True or false? Prove or challenge the following statements:
a) the term “marketing” derived from a Latin word,;
b) to know the needs of the consumer is a way to success for a business;
) manufacturers create customers’ needs in products and services;
d) selling is the most significant function of marketing.
2 Decide which definition of marketing is the most all-embracing and why.

Part 1. Reading.

Study the following information in texts 1-11 and discuss some matters
concerning marketing (use questions in point 12).

1. The meaning and aims of marketing.
The aims of good marketing require the observance of the following five basic rules.

o It must provide a means of classifying, assessing and integrating information
relevant to a business. The mere accumulation of facts is not enough.
o It must provide a sound base of thinking about and studying business problems,

providing a method of approach which helps to draw correct conclusions which form
a basis for action.

o It must be able to explain, predict and control the process it employs and it
requires not only an interpretation of facts but an appreciation of their inter-
relationships.

o It must employ sufficient analytical methods to help solve its problems,
existing methods being based on economics, statistics, sociology and psychology.
o It should allow the derivation of a number of principles of marketing behaviour

which are special to any particular business or technology.

Marketing as a management function aims to give direction and purpose to a
company's activities. It does so through the collection and interpretation of
information on the company's markets, products and competitors. It uses these facts to
indicate what activities should be undertaken or how operations should be modified to
meet changing circumstances in the selected product-market activities. Marketing, in
conjunction with its sister departments, decides the products to be offered and the total
marketing effort that can be placed behind the products. Marketing also aims to
monitor the results of the selling and promotional activities to see how they match
targeted performance. Adjustments to the operations can be made when results vary
too much from plans. In all this Marketing seeks to make the whole company and its
management outward-looking.

Practical implications

These are the eight key points about marketing.

a) Marketing is a philosophy that believes that a business and its decisions should
be governed by its markets or customers rather than by its production or technical
facilities.
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b) It is an orderly, systematic process of business planning, execution and control.
C) It requires an improved form of commercial organisation.

d) It employs improved methods and systems based on economics, statistics,
finance and the behavioural sciences.

e) It involves a system of commercial intelligence (i.e. relevant information on
markets, competitors etc.).

f) It places strong emphasis on innovation.
9) It is a method for achieving dynamic business strategy and competitive
advantage.

h) It is a form of management by objectives.

All of these have a common purpose - to serve the customers and meet their needs
with products or services designed for that purpose. Points (f) and (g) are important at
all times but are particularly so in times of static or declining demand, or when
competition is intensifying. It is only through striving to be innovative and so having a
dynamic marketing strategy that a company can survive in such difficult conditions.
Without these, a company can be driven to the wall by more aggressive and
innovative competitors. It is also true that many of these points apply to other areas of
management, which only helps to prove the integrative nature of management and the
need for complete co-operation between the different departments.

Marketing is applicable to all enterprises

The significant point that students of marketing should grasp is that the basic concept
of marketing is essential to all types of business. It is not only essential for the
manufacture and selling of consumer products but also of industrial products, service
industries, state enterprises and even non-profit-making activities. It is undoubtedly
vital for all those involved in international marketing, whether just selling abroad
items made in the home country or involving multinational operations through wholly
owned subsidiaries, partly owned operations and joint ventures or partnerships. It is
even necessary for public utilities. The basic marketing operations have to be
modified in various ways to suit them to some of the enterprises mentioned above.
The adaptations have to take into account the special characteristics of such operations
but the basic tenets of marketing are not really altered.

2. The Marketing Concept

The growth of discretionary income, stiffer competition, and the maze of government
regulation has given added impetus and credibility to an idea which had its
beginnings early in the twentieth century. This idea or philosophy, known as the
marketing concept, means that the whole firm is coordinated to achieve one goal—to
serve its present and potential customers and to do so at a profit. This concept involves
getting to understand what customers really want and to follow closely the changes in
tastes that occur. If the firm is to follow up on this awareness of customer wants in a
profitable way it must operate as a system, well coordinated and unified in the pursuit
of the common goal—customer satisfaction.

Adopting the marketing concept means that financial, production, and marketing
components of the firm must all be guided by the common goal. The need for such an
orientation throughout the firm has led many businesses to select their leadership
from their marketing departments.
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Comprehension.

Answer the questions:

1 What is the main object marketing activities are focused on?

2 How can humans’ lacks and needs be differentiated in marketing activities?

3 What do you think is the main function of the marketing process? Give good
arguments to prove your point of view.

4 In what way can the marketing concept be applied to public utilities?

3. The Marketing Mix

To apply the marketing concept effectively, a firm must understand the major factors
or tools it may use to meet (and to influence) consumers' wants. These factors are
called the marketing mix, which includes four elements: products, price, promotion,
and distribution (placement). A formal approach to this customer — focused marketing
iIs known as SIVA (Solution = Product, Information = Promotion, Value = Price,
Placement = Access).

The product element is concerned with the firm's product or service offering. The
product, however, includes much more than a physical product; it includes the
guarantee, service, brand, package, installation, and alteration that go with it. The
product can best be thought of as a bundle of utilities. A person who buys a car is not
only buying steel, glass, and nuts and bolts. That person is buying satisfaction, such
as transportation or prestige.

The price element of the marketing mix is also important. Price is the amount of
money for which the product sells.

The third element in the mix is promotion. Promotion is concerned with building
favorable predispositions among consumers, or potential consumers, toward the firm's
products—turning people into customers. It includes advertising, personal selling,
publicity, public relations, and sales promotion. As you will see, promotion is
basically concerned with a firm's efforts to communicate with its customers.

The final element in the mix is distribution. Distribution (place) means getting goods
from where they are made to where they are used. Distribution requires transportation,
warehousing, and, in many cases, middlemen.

All four elements of the marketing mix are focused on the consumer and are
influenced by factors in the environment external to the firm, such as the society,
technology, the economy, and the law.

There are many possible combinations of the four major elements in the marketing
mix. Price might play a large role in the mix for selling fresh meat but a very small
role in selling newspapers. Distribution might be crucial in marketing gasoline but
not so important for lumber. Promotion could be vital in toy marketing but of little
consequence in marketing nails. The product is important in every case but probably
less so for toothpaste than for cars.

4. The Target Market

If a firm is to adopt the marketing concept, it must understand the characteristics of
its customers. This set of customers is called the target market. Aiming at this target
guides the firm in designing its marketing program. Often there are certain factors,
such as existing investment in production facilities or experience of personnel that
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restrict the kind of target at which the firm aims. In other words, there may be a
compromise between the resources already available for marketing and the selection
of target markets.

When choosing a target, a firm must decide whether the item produced will be used
for its own sake or whether it will be used to make something else or to help provide
a service. This distinction is an important one.

Industrial goods are goods or services that will be used by a firm or an institution to
make another product or to provide a service. For example, tractor tires sold to
Caterpillar Tractor or an examining table sold to a doctor are industrial goods.
Manufacturers, hospitals, and barbers buy goods and services for reasons that are
different from those of ordinary consumers. These buyers are industrial buyers.
Consumer goods are goods and services that people buy for their own use—to wear, to
eat, to look at, or to live in. We usually call these buyers ultimate consumers. Their
motives and buying behaviour are quite different from those of industrial buyers.
Besides industrial buyers and ultimate consumers, firms must also consider a third
kind of customer. These are called middlemen because they usually hold products
briefly during the process of bringing them from their producer to their user. Retailers
and wholesalers are examples of middlemen.

Let's clarify the importance of defining the target market by comparing the industrial
goods market with the consumer goods market and with other distinctive markets.
THE INDUSTRIAL MARKET

What are the features of industrial goods markets? First of all, the target market is
generally smaller than it is for consumer goods. A maker of shoemaking machines
has fewer customers than a candy maker or a tuna canner or a TV manufacturer.
Industrial customers are often more concentrated geographically than are household
or individual customers. Many industries that are the sole users of certain products
are centred in one or a few areas.

Industrial beliefs are also different from ultimate consumers because industrial buyers
have more formal systems for buying. They set up purchasing departments to handle
procurement. Purchasing departments in large firms may buy thousands of products
from hundreds of sellers.

A firm also has more clearly defined and profit-oriented purchase motives. Industrial
markets can be especially risky because of the dynamic nature of technology. One
change in technology can cause the sudden death of many industrial products (parts,
supplies, etc.) that go into the production of one newly obsolete major product.
Conversion from the older type of electron tube to solid state parts in TVs and radios
hurt many small producers of the older tubes,

The breadth of a market for an industrial product is limited by the product's nature.
Who the customers of a given firm are also depends on its location, its experience
and good name, its financial strength, and the size and strength of its distribution
system.

THE CONSUMER MARKET

The consumer market is the market for all goods and services that will be bought and
used by people for their own sake (not to produce other goods and services). Firms that
sell products or services as well as tangibles to consumers face a huge, tricky market.
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It is tricky because the household buyer is not as professional as the industrial firm
and is therefore less predictable. Furthermore, most consumers have a high level of
income and buy a fantastic number of different products. With this high standard of
living come frequent changes of taste in products. Let's examine the impact of these
consumer market characteristics.

CONSUMER MARKETS AND DISCRETIONARY INCOME

In a rich nation, many choices are available to consumers. The more income a family
or individuals has, the smaller the proportion of income required for absolute
necessities. Wealthy buyers can shift their spending patterns around. What a buyer
has available to spend on things other than necessities is called discretionary income.
INTERMEDIARY MARKETS

Besides industrial and ultimate consumer markets, marketers also must contemplate
the needs and the role of a third kind of "market." This is the intermediary market, the
firms that buy products for resale.

Such intermediaries, also known as middlemen, usually hold products briefly during
the process of bringing them from the producer to the user. Retailers and wholesalers
are examples of middlemen.

5. Marketing Research

Intelligent decisions about marketing strategies—whether they relate to product,
price, promotion, or channel of distribution—require a clear understanding of those
who are or might become customers. These kinds of decisions call for marketing
research. Marketing research means applying methods of science to marketing
problems. These techniques are largely directed at the people who make up the
market.

Two general approaches to the study of the market are the demographic approach and
the behavioural approach. The former collects facts about people, families, or firms
who are thought likely to be customers. It concentrates on counting and tabulating the
demographic features of a market of ultimate customers (such things as age, gender,
race, and income). Often, a firm makes assumptions about the relationship between
these characteristics and the likelihood of a person buying a product. These
assumptions may be based on past knowledge about customers. For example, one
might assume that only persons over age 60 are interested in a certain health tonic.
One might also assume that only persons with incomes of $40 000 or more will be
interested in a trip around the world.

The demographic approach to marketing seeks to find out who the customers are,
what they buy, when they buy, and so on. The behavioural approach asks the
question: Why do they buy? This approach (called motivation research) assumes that
what people buy often depends on complex motives that can be understood only by
psychological probing. Experts in human motivation test a sample of people to find
out the basis for their product choice. The researcher might try to find, for example,
what a particular brand name means to certain people. These researchers often use
techniques borrowed from psychologists to discover motives and/or attitudes that
customers might not talk about in ordinary conversation.
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A distinction should be made between marketing research and market research.
Market research pertains to research in a given market. As an example, a firm may
conduct research in a target market, after selecting a suitable market segment. In
contrast, marketing research relates to all research conducted within marketing. Thus,
market research is a subset of marketing research.

Types of marketing research

Marketing research, as a sub-set aspect of marketing activities, can be divided into
the following parts:

« Primary research (also known as field research), which involves the conduction
and compilation of research for the purpose it was intended.

« Secondary research (also referred to as desk research), is initially conducted for
one purpose, but often used to support another purpose or end goal.

By these definitions, an example of primary research would be market research
conducted into health foods, which is used solely to ascertain the needs/wants of the
target market for health foods. Secondary research, again according to the above
definition, would be research pertaining to health foods, but used by a firm wishing to
develop an unrelated product.

Primary research is often expensive to prepare, collect and interpret from data to
information. Nonetheless, while secondary research is relatively inexpensive, it often
can become outdated and outmoded, given it is used for a purpose other than for
which is was intended. Primary research can also be broken down into quantitative
research and qualitative research, which as the labels suggest, pertain to numerical
and non-numerical research methods, techniques. The appropriateness of each mode
of research depends on whether data can be quantified (quantitative research), or
whether subjective, non-numeric or abstract concepts are required to be studied
(qualitative research).

There also exist additional modes of marketing research, which are:

« Exploratory research, pertaining to research that investigates an assumption.

« Descriptive research, which as the label suggests, describes “what is”.

« Predictive research, meaning research conducted to predict a future occurrence.

« Conclusive research, for the purpose of deriving a conclusion via a research
process.

GENERATING DATA

Assume that a firm decided which characteristics are related to consumption of its
product. Now it seeks information about the number of such prospects in the area to
be served. A firm may find this additional demographic information on consumers in
publications or other government or private sources. This type of research is called
secondary research.

The firm might also do some primary research. Primary research is getting new facts
for a specific purpose. For example, a Swiss clock manufacturer may include in each
package of its product a registration card. The firm requests the buyer to fill in facts
about herself or himself and mail the card to the company. These facts tell the firm
about the people who buy their clocks.

Primary research can involve much more contact with customers. Some firms, for
example, set up consumer panels made up of people who normally use their product.
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These people give opinions on the product's strengths and weaknesses, which help
the company in making decisions about possible product changes. A company can
also gather data about a product or service by using questionnaires. Detailed
questions are developed on the topic of interest to the company. The responses are
usually analyzed by computers and any trends are noted. These trends help marketing
executives make logical decisions about their product or service.

Comprehension.

Answer the questions:

1 How can you differentiate between industrial buyers and ultimate consumers?

2 Can you describe some of the features that distinguish the industrial market from
the consumer market?

3 What is a discretionary income?

4 Explain why marketing research is very important.

6. Read the text and answer the questions:
1 What is market segmentation based on?
2 What are the main methods of market segmentation? Which is the most popular?

MARKET SEGMENTATION
Some firms pursue a mass market strategy. A mass market strategy defines the target
market as all potential buyers of brands in a product category. This strategy aims a
common marketing strategy at an entire broad market. Mass market strategy is no
longer common among large, well-known firms. Henry Ford used to practice it in the
“Model T days. Morton Salt practices it (more or less) today.
As the firm begins to understand the market better, it usually practices some form of
market segmentation. Market segmentation is the strategy of breaking down the
market into parts and applying a special marketing mix to each part that the firm
wishes to serve.
Profitable segmentation is based on an effective marketing research program. The
idea is that within the general (mass) market for a product there is usually more than
one set of needs to be satisfied. To improve its market position, a firm might aim
several different marketing mixes at different market segments. Procter & Gamble
designed Crest and Gleem toothpastes to appeal to different groups of customers. In
some cases, market planners focus on only one segment of a market. For example,
Pennington's sells only the larger and longer sizes of women's clothing. Mr. Big-and-
Tall sells clothing for men who are taller and/or heavier than the average man.
Certain copier companies try to appeal to particular segments of the copier market.
Sometimes, a very specialized magazine is the ideal way to reach a particular
segment.
A marketer's success in serving one segment may lead it to expand its marketing
effort to other segments. For example, Volkswagen used to focus only on economy-
minded car buyers with its Beetle. Recently, it has been marketing several models,
including the Jetta, which is targeted to a more affluent buyer. When it first started in
the 1950s, McDonald's sold hamburgers, fries, and shakes from walk-up windows
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and did most of its business during the evening hours. Now, McDonald's provides
extensive seating, an expanded menu, and does business morning, noon, and night.

A firm might use the demographic characteristics of its customers, such as gender,
age, income, education

Consider the case of a producer of wristwatches. Such a firm might design one
marketing mix to satisfy the jewellery watch market and another to satisfy the time-
telling watch market. There might be important differences in product design,
perhaps gold cases with gems for one and waterproof steel cases for the other.
Advertising themes for one would emphasize appearance or prestige, while the other
might emphasize accuracy, durability, and price. They might even .use two different
sets of retail stores. The expensive ones might be sold in jewellery stores and the
cheaper ones in drug and variety stores. Deciding which of these means of
segmentation to use requires a study of the market and the cost of segmenting.
Lifestyle is yet another segmentation focus. The fitness boom has spawned a host of
successful marketers. Segmentation can be done on a cultural or language level as
well. Market segmentation can be defined in terms of the STP acronym, meaning
Segment, Target and Position.

7. Marketing strategy

The field of marketing strategy encompasses the strategy involved in the management
of a given product.

A given firm may hold numerous products in the marketplace, spanning numerous
and sometimes wholly unrelated industries. Accordingly, a plan is required in order
to manage effectively such products. Evidently, a company needs to weigh up and
ascertain how to utilize effectively its finite resources. As an example, a start-up car
manufacturing firm would face little success, should it attempt to rival immediately
Toyota, Ford, Nissan or any other large global car maker. Moreover, a product may
be reaching the end of its life-cycle. Thus, the issue of divest, or a ceasing of
production may be made. With regard to the aforesaid questions, each scenario
requires a unique marketing strategy to be employed. Below are listed some
prominent marketing strategy models, which seek to propose means to answer the
preceding questions.

8. Marketing Planning

The area of marketing planning involves forging a plan for a firm's marketing
activities. A marketing plan can also pertain to a specific product, as well as to an
organization's overall marketing strategy. Generally speaking, an organization's
marketing planning process is derived from its overall business strategy. Thus, when
top management are devising the firm's strategic direction or mission, the intended
marketing activities are incorporated into this plan. There are several levels of
marketing objectives within an organization. The senior management of a firm would
formulate a general business strategy for a firm. However, this general business
strategy would be interpreted and implemented in different contexts throughout the
firm.
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9. Buying Behaviour

A marketing firm must ascertain the nature of the customers buying behaviour, if it is
to market its product properly. In order to entice and persuade a consumer to buy a
product, marketers try to determine the behavioural process of how a given product is
purchased. Buying behaviour is usually split in two prime strands, whether selling to
the consumer, known as business-to-consumer (B2C) or another business, similarly
known as business-to-business (B2B).

B2C buying behaviour

This mode of behaviour concerns consumers, in the purchase of a given product. As
an example, if one pictures a pair of sneakers, the desire for a pair of sneakers would
be followed by an information search on available types/brands. This may include
perusing media outlets, but most commonly consists of information gathered from
family and friends.If the information search is insufficient, the consumer may search
for alternative means to satisfy the need/want. In this case, this may be buying leather
shoes, sandals, etc. The purchase decision is then made, in which the consumer
actually buys the product. Following this stage, a post-purchase evaluation is often
conducted, comprising an appraisal of the value/utility brought by the purchase of the
sneakers. If the value/utility is high, then a repeat purchase may be bought. This
could then develop into consumer loyalty, for the firm producing the pair of sneakers.
B2B buying behaviour

Relates to organizational/industrial buying behavior.

10. Consumerism

Consumerism is a movement to strengthen the power of product users in relation to
the power of product makers and sellers. This movement is still strong and centres
around the idea of certain basic consumer rights:

- The right to choose from an adequate number of products and brands

- The right to be informed of all the Important facts about the good or service (price,
durability, health and safety hazards, etc.).

- The right to be heard by producers and government when treated unfairly or when a
guestion or complaint arises.

- The right to safety in the use of all goods and services.

11. Matching products and markets

Marketing has been defined as the process of matching an organisation's resources with
customer needs. The result of this process is a product. The need, therefore, for the
organisation to remain dynamic is obvious because the product is the only key to the
organisation's solvency and profitability. No matter how else the organisation runs
itself cost-effectively and sensibly, if the product is not selling well then the money
simply will not be coming in. Company and consumer are interdependent.

Successful product management depends on the organisation knowing how and if the
current product range meets consumer and organisational objectives. One way of
doing this, as previously described, is to conduct detailed benefit analysis
segmentation.
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The most important attitude towards product management is to view the product as
only one part of the marketing mix which also includes price, place and promotion. In
this way, the product is viewed as a variable which can be adapted or even changed
radically to meet a changing market. How it can be changed will depend on several
factors within and outside the organisation, including the organisation's resources,
market conditions and opportunities and competitive threats.

Product-market strategy

'Product-market strategy' is the term used to describe all the decisions which the
organisation makes about its target markets and the products it offers to those
markets. The use of the word 'strategy’ is important, for it implies a chosen route to a
defined goal and suggests long-term planning. This is quite different from 'tactical’
activities which are used to achieve short-term objectives by gaining immediate results.
Product-market strategy represents a decision about the current and future direction of
the organisation.

Product-market strategy must be developed in the most cost-effective manner, paying
attention to cash flow and profitability requirements. To minimise costs at the outset, a
sound marketing approach will usually attempt to increase profits and cash flow from
existing markets. The following examples can help illustrate the total strategy at
work.

Market penetration. Heinz revamped its marketing strategy to increase consumption
of its tinned soups. This product was traditionally a winter purchase, but Heinz
successfully promoted the idea of celery soup, drunk hot or cold, as a suitable summer
purchase. The product attributes of celery were linked with concepts of slimming and
refreshment on summer days.

Market development. A British hotel chain opened up a new market by offering
‘Leisure Learning' weekends in its hotels.

Product range extension. A European breakfast cereal manufacturer brought out a
new ‘variety' pack to appeal to young children who liked the freedom of choosing a
new cereal each morning.

Product development. Manufacturers of digital watches soon combined the watch
function with an alarm component. This not only attracted customers who liked the
novelty of the idea, but seriously threatened the traditional watch market.

12. Questions for Review and Discussion.

1 Can you say that marketing is an art? If so, an art of what?

2 Sometimes producers and sellers confuse requirements and necessities of life. Do you see
any differences between these two notions?

3 Do you consider “the product” only as a physical object or as what?

4 In what way can you define “demand™? Is it a stable indicator?

5 What effort should a company make to be successful on the market?

6 How can you explain the notion “marketing exchange™?

7 Differentiate between demographic and behavioural approaches to marketing research.

8 What should an organization undertake not to lose profit in the case of the fall in
demand?

9 What kinds of markets do you know? Describe some of them.
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10 Why is there a consumerism movement if a basic feature of capitalism is
consumer sovereignty?

Part 2. Vocabulary Practice

1. Matching.

Pay attention to the classification of markets, that are used today, and match the
names of the markets (1-11) with their definitions (a-k).

1. government
markets

2. mass market

3. services market
4. consumer goods
5. defence markets

6.convenience
goods

7. specialty goods
8. shopping goods
9. durable goods

10. non-durable
goods

11. industrial
markets

a)

b)

d)

9)
h)

)

K)

goods and services that are purchased in some quantity
and could be purchased by everyone. Usually these are
purchased frequently or on more than one occasion in a
trading year, i.e. there is substantial repeat buying

goods and services destined for use by the consumer
(individuals) or households which do not require further
commercial processing

benefits, activities and satisfactions not involving the
exchange of tangible products, which are offered for
sale (e.g. laundry, transport, travel and tourism services,
banking, insurance, hotel and catering facilities)

goods purchased frequently, immediately and with the
minimum of effort in comparison and buying, i. e. a sub-
classification of mass markets (e. g. many food
products, soaps and detergents, newspapers, magazines,
tobacco products etc.)

all products and services bought by government
departments and agencies for their own use

all items bought by special organizations (government
departments, army, navy, air force etc.) for use in
defense of their countries)

tangible goods, which survive many uses and have a
relatively long life (e.g.) refrigerators, washing
machines, radio, TV etc)

products, raw materials and consumable items (e.g.
cleaning fluids, fuel) primarily for producing other
goods or rendering some service or other. Include
equipment, components, raw materials and supplies for
maintenance on repair purposes

consumer goods with unique features or characteristics
and/or brand identification for which a significant group
of buyers will make a special purchasing efforts (e.g.
specific types and brands of fancy goods, photographic
and special clothing

tangible goods which are normally consumed or used in
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one or a few uses

goods where in the process of selection and purchase
consumers make comparisons based on quality, style
and suitability (e.g. shoes, women’s dress goods,
millinery, major appliances, cars, furniture)

2. Using the texts you have read give the equivalents for the following
expressions.

1 OTB€YATh NOKYIATEILCKOMY CITPOCY;

2.  KEeCTKas KOHKYpEHIIHS;

3. mpuObLIb, IPeOCTaBICHHAS HA YCMOTPEHHE;
4 npeciae0BaHue 00IIeH 1eu;

5.  KOMIUIEKC MApKETHHTa;

6 OJlaronpusATHAs MPEAPACTIOI0KEHHOCTH;

/.  TPUHUMATH PHIHOYHYIO KOHIIEMIIUIO;

8 OTIBIT TIEPCOHATIA;

9.  IpOU3BOJACTBEHHBIE MOILIHOCTH;

10. KOHEUHBII MOTPEOUTED;

11. pBIHOK NPOMBIILIEHHBIX TOBAPOB;

12. pBIHOK NOTPEOUTENHCKUX TOBAPOB;

13. 3aHMMAaThCS 3aKyIKaMU;

14. ycrapeBmMil NPOAYKT;

15. nemorpaduyeckuii noaxon;

16. nmenaTh mpeanoNoKeHUs (TIPEIIToIaraTh);

17. wWcnonb30BaHHE aHKETHUPOBAHUS,

18. co3HaTenbHBIN (0OCO3HAHHBIN) aHATHU3 MPOOIEMBL;
19. xopomio mpuayMaHHbIE MOJIEIIN;

20. mMOBeIEeHYECKHM MOIXO0]]

3. Translate into Russian the following expressions you came across in the texts.
stiff competition;

television commercials;

a means of assessing and integrating information;
public utilities;

the basic tenets of marketing;

ownership utility;

awareness of customer;

product — market activities;

a bundle of utilities;

the selection of target markets;

service offering;

a sense of belonging;

for own sake;

likelihood of a buying person;

tabulating the demographic features;
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16. consumer panels;

17. to resort to habitual buying;

18. walk-up window;

19. the host of successful marketers;
20. to revamp the marketing strategy.

4. Use the right prepositions for each numbered space.

1 Four elements of the marketing mix are focused 1 the customer and are
influenced 2 different factors.

2 Utility refers 3 characteristics of products or services that contribute
4 their usefulness.

3 The basic concept of marketing is essential 5 all types of business.

4 The utility of goods and services is 6 the heart of the marketing problem.

5 Clever decisions about marketing strategies call 7 marketing research, that
Is applying scientific methods 8 the complex problems of marketing.

6 The product can be best thought 9 as a bundle of utilities.

7 Many marketing techniques are mostly aimed 10 the people who make up
the market.

8 Financial production and marketing components of the firm can be guided
11 the common goal.

9 Adjustment to the operations can be made when results vary too much 12

plans.

10 Promotion might be very vital 13 cars marketing, but 14 little
importance 15 marketing screwdrivers.

11 A firm chooses customers depending 16 its location, size, financial
position and other priorities.

12 Some firms set up consumer panels made 17 of people who usually use

their products.

5. Complete the sentences with the correct terms.

1 Research, based on the data that have already been used for some other purpose, is
known as research.

2 The research relates to a certain market or a segment of the market.

3 Research conducted throughout the marketing system is considered as
research.

4 Research based on an investigation of supposition related to a specific problem is
known as one.

5 Items bought frequently, demanded at a moment’s notice and often purchased by
habit are goods.

6 Getting goods from where they are produced to where they are used means

7 The means that the whole company is concentrated to achieve one goal
— to serve its present and potential customers and to do it at a profit.

8 Planning, performed by top management, concerned with a firm’s long-range
future and its overall plan of growth, is called
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9 A set of customers with specific characteristics is a
10 Usefulness of a product is called :
11 4 Ps are also known as . (decipher the abbreviation)

Part 3. Speaking

1. Describe the markets in which your chosen organization is involved. Are they
industrial or consumer markets, for goods or services? Are they mass markets or
niche markets? Are the markets segmented?

How competitive are the markets? Is competition based on price, design, reliability,
or what? Who are the main competitors?

What (to your mind) are the marketing objectives of the organization?

2. Can you identify one or more leaders in your market? If so, what characteristics
have given them leadership?

3. Does your chosen organization use advertising, public relations or any form of
promotional activity? If so, what are the objectives? What are the target groups?
What media are being used? What message is being delivered?

Part 4. Writing

Task 1
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J The graph above shows the two companies’ kitchen equipment sales profit
between 2005-2009.

o Using information from the graph, write a short report, describing and
comparing the performance of these companies during this period. Give your
arguments to explain the changes.

. Write at least 150 words.

You have 20 minutes for this task.

Task 2

Choose one of the companies you know well or which is well known in the business
world. Imagine that this company intends to enter an international market.

Write a report of 200-250 words to submit to the Board of Directors in which you
have
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. to analyse the present position of the company in the market;

o to give arguments why this company should enter the overseas market;

o to come up with your propositions how the company will do this in the
situation of a tough competition.

You have 40 minutes for this task.
Part 5. Rendering and Discussin.
While rendering Article 1 into English pay attention to the underlined collocations.

1. Ynpasaenne 610oramu (Uam 1o, 0 4eM Bbl IyMAaJii, HO He 3HAJIU, KaK C/1eJ1aTh)
24 ampens 2006 roma B PyHere oduIMaAIbHO CTapTOBaJl OPUTHMHAIBHBIA MPOEKT
“CkpoIThiii  Mapketunr” (www.hiddenmarketing.ru), mno3BoJisromuidi  yIpaBiIsTh
MHEHUSIMU UHTEPHET-TI0JIb30BaTENEH.

“CKpBITBIA _MapKETHHI — OTO YHUKAJIbHBIM HWHCTPYMEHT Ui HEPEKJIAMHOTO
IPOJIBMKEHUSI. YHHMKAIbHBIA — IMOTOMY YTO TAaKOTO CEPBUCA 1O CETOAHSIIHErO
MOMEHTA He CynecTBOBaO. HepekinaMHOro — moTOMy 4TO B OCHOBE KOMMYHUKAIIUH,
BBICTPAWBAEMBIX € TOMOLIIBIO “CKpBITOTO MapKETHHIA , JEKUT TEXHOJOTUS
[IaPTU3aHCKOro MapkerwHra. Korzma Bamm 3HAaKOMBIE JIEIATCS C BaMU CBOMMHU
MBICIIIMU O TOCJIEIHEM (UIbME WM PACCKAa3bIBAlOT O (PYHKUUAX MOOMIBHOIO

TenedoHa, KOTOPHIM IUIAHUPYIOT MPUOOPECTH, — 3TO HE pekiama. IJT0 0O0MeH
MHEHUSIMH.

Kamnanun “CkpblTOro MapkeTWHra” OCHOBaHbl Ha He(POpPMalbHBIX KUBBIX
OOCY)XJIEHMSIX, KOTOpblE HMHHUIMHPYIOT  HUCHOJHUTETHW —  JIIOJU,  XOPOIIO

pazouparonuecs B OJJHOM WJIM HECKOJbKUX TeMaxX. JTO TaK Ha3bIBaeMble “THACPHI
MHeHUK”. K uX BbBICKa3bIBaHUSAM NPUCIYIIMBAIOTCA, OHU B OOJIBIION CTENEeHU
(GbOpPMUPYIOT MPEACTABICHHUE IPYTUX O TOBapax MM yCIyrax.

3akazunkamMu “CKpBITOTO MapKETUHIra” BBICTYMAIOT MAPKETHHIOBBIE CIY>KOBI
KOMIIAaHUW W PEKJIAMHBIE areHTCTBA, MEPel KOTOPBIMU CTOSAT 3a/1a4d BbIBOJA HOBOU
YCIYTW/IPOJIYKTa HAa PHIHOK, W3MEHEHHMs CJIOKHMBIIErOCs WMHUJDKA, OTBETa Ha
HEraTUBHbIE MyOJIMKAIlMY, HOBBIIIEHNS Y3HaBAEMOCTH TOPrOBON MapKH.

3aKa3uyuKU OMNPENEISIIOT LEAM KaMIIaHWM, OIMCHIBAIOT OCHOBHBIE IPUHIMIIBI
IO3UIIMOHUPOBAHUA W KOHKYpPEHTHble  npeumyimniecrBa. [locme  ananmsa
IIOCTYIIMBILErO 3aKasa Iepel HCIOJHUTEISIMA CTaBUTCS 3axada. Mcnomnurenn
MHULUUPYIOT 00CYXACHUS, pPa3MeILaloT OCThl U CTaTbU, CTUMYJIUPYIOT JUCKYCCHH,
a TaKXXe COCTaBJISIIOT OTUEThl O CBoel pabore. MIMEHHO OTuYeThl, OOHOBIIsIEMbIE B
pexxuMe on-line, TMO3BOJSAIOT KOHTPOJMPOBATH XOJ KaMmmaHuu “CKpBITOro
MAapKETUHTA ¥ KOPPEKTUPOBATH €€ XO/I.

“Unes KOHTPOJIA M YNPABJIEHUS MHEHUSIMU HE HOBA, — KOMMEHTUPYET AJekceit
Kpexanes, renepanbubiil qupekTop “CkpbiToro MapketuHra”. — OO0 3TOM MOCTOSIHHO
TOBOPWJIA Ha MPOTSKEHUH YK€ HECKOJIBKHX JIET. [[oX0Kne MeToabl NCITONb3YIOTCS B
oJIMTUYeCKoM U komMmepyeckom PR. Ho MaccoBoro wWHCTpymeHTa HE
cymecTBOBasO. “CKpBITBII MapKeTHHT — 3TO peajbHO padoTaroias TEXHOJOTHS,
MO3BOJISIFOIIAS CYIIECTBEHHO OOJIErYUTh IPOJIBIYKEHUE TPOAYKTA WU YCIYTH .
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http://www.hiddenmarketing.ru/

Discussion

Imagine yourself as a representative of a sportswear producing company. In what
situation would you address to the “hiddenmarketing” blog?

What help would you expect to get?

2. MapkeTunrosasi 3apa3a ... ujieT K HaM «OTTyAa»

HecMoTpsi Ha pasHMIly B 3€MHBIX MOJYIIAPUSAX, Ha IOJYBEKOBOE PBHIHOYHOE
OTCTaBaHHWE, J0 OOJM 3HAKOMBIE CJIOBa yCHbImamd Mbl w3 ycT Michael Nyman,
WCIIOJIHUTEJIBHOTO JTUPEKTOPA aMEPUKAHCKOIO MAapKEeTHMHroBoro areHtctBa BNC:
«PpiHOK  m3meHwics!  TpUALATHCEKYHAHBIA  PEKIaMHBIA  POJUK  MOTEPSUI
3¢ (HeKTUBHOCTh, HAa HETO0 HE OOpallaroT BHUMAHUS HU3-3a OOJBIION TJIOTHOCTH
PEKJIAMHBIX COOOIIECHMID», — CETyeT MPEeACTaBUTENb MPOJBHHYTONM MapKETHHIOBOM
nuBmn3anuu. Komnern no nexy noanepxupator aupekropa BNC: ucnonib3oBanue
DVRs (umdpoBas Buaeo3anrch) MOXKET IMIPUBECTH K Kpaxy Bamiero ousHeca. YToOsl
BBDKUTh B YCIIOBUSIX JKECTOKOM KOHKYPEHIIMH, OpeHJaM HEoOXOAMMO CMEHUTh
CTpaTEruu MPOIBUKECHUSI.

AreHTCTBa JOJKHBI MEHATHCS! VI MHOTrOYMCIIEHHBIE MapKETUHTOBBIE KOMITAHHUU
(takue, kak Oktogon, BNC, Momentum, u npyrue) y>xe U3MEHUIUCH.

Kakue ke TEHIEHUMH TMpPOCIEKHUBAIOTCI B 3amagHoM npoMo cerogHsa? Kak
aMEpUKaHIIbl U €BPONEHMIIbI BKJIA/IBIBAIOT JEHBIY B U3BECTHOCTh?

B uenom MbI 310 TOXe 3HaeM. TOJIBKO OHM TaM MHOTrO€ yKe€ OoOKaTaliH, HAaKOIWJIH
CTaTUCTUKY M MOTYT JenaTh BbIBOAbI. Mcmonbs3oBarh OyIyT TO, YTO XOPOLIO
paboTaer. ITO U MOKHO CUUTATh TEHICHUIUSIMH.

3anagHble MapkeTepbl INIAHUPYIOT YKPeIUISITH CjeAyloliue HaNpaBJieHUS B
MapKeTHHIe:

1) Omnupuueckuit (experiential) MapKETUHT, COOBITHIHBINA, KOTOPBIA B IMOCJEIHEE
BpeMsl CTajJl CHHOHMMOM SMIIMPUYECKOrO (COIVIACHO JAHHBIM Ha HEro C KaKIbIM
T'OJIOM BBIJICTISIFOT BCE OOJIBIIIE JICHET).

2) CkpeiThie (undercover) BUIbI MapKeTHHTa, CpeAr HUX HapTtu3aHckuil (guerilla),
BUpYyCHBIN (viral), cayxoBoil (buzz) u nmpourie MajJoJEerUTUMHBIC Pa3HOBUIAHOCTHU (C
HUMH CJIO’KHEE, U3-3a CHEeIU(PUKH 3TUX BUJOB OTKPHITHIX JAHHBIX O HUX MaJo).

O noJsib3e THIIUHBI

Haunem co BTOpOro, tak Kak H3-3a CBOEM HU3KOW CTOMMOCTH WU YpPE3BBIYAWHO
BBICOKOH 3()()eKTUBHOCTH CKPBITHIE BUAbl MAPKETHHIa HEBEPOSTHO MPUBJIEKATEIIbHBI.
JIist Tex, KTO 3a/1aeTcs BOIPOCOM, KaK MPU HEBBICOKOM OIOXKETE MPOABUHYTH OpeHI,
aMepUKaHLbl (JOOUTENN TMOAMNOJbHBIX HWHTPUI, HE TIOHACIBIIIKE 3HAKOMBIE C
MapTU3aHaMU) BbIIyMaJId NapTU3aHCKUA MapKETUHT. 3aKJII0YAaeTCsl OH B TOM, YTO BbI
OCTaBJIsIETe JOMa KJIIOYM OT JOPOrod HMHOMAapKH, HAJIeBaeTe pPBaHbIC JKUHCHI U
pabouyro pyOaliky ¥ BBIXOAUTE Ha YJMILy NMPOJBUraTh CBOM OpeHa camu. Ecim
OIO/KET BCE-TAaKU IO3BOJSET, MOXKHO HaHATh CHEIHAIbHBIX JIIOJEH WM Jake
aKTEpOB.

[IpeumymiecTBO B TOM, 4YTO, KpOME Bac, HHUKTO OOJbIlIe HE 3HAET, YTO BBI
3aHUMAETECh MPOJBMKEHHEM. BBI, MONB3ysCh 3TUM, 3HAKOMUTECH C JIIOJBMH M IO-
IPYXKECKH UM paccKa3blBaeTe, KaK XOpOILI Ball MPOAYKT (MpU 3TOM, pasyMeercs,
IIOMAJIKMBAsi O TOM, YTO OH Ball), JEMOHCTPHUPYETE €ro MPEUMYIUECTBA, €CIU ITO
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1e1ecoo0pa3Ho, MOXKETE aXe MOJapUTh. TakuM 00pa3oM, UCHOJB3YS JOBEPUYMBOCTD
U IyIIEBHYIO 10OpOTY JtofieH, popMupyere NoJ0XKUTEIbHOE MHEHUE O OpeHzae. DTo
OCHOBHOM MPUHITUII, BAPUAHTOB K€ MOKET ObITh OECUMCIEHHOE MHOYKECTBO.

Bank of America B Heto-Mopke wMcromp30Baq NapTU3aHCKMH MAapKeTHHT Ul
NPUBJICUCHUS HOBBIX KIMEHTOB M pacnpocTpaHeHUss MHPOpMAMK 00 OTKPBHITUU
IIIECTH HOBBIX OaHKOBCKUX oducoB. PacckaspiBaer Liz Bigham, cnernuanuct mo
mapketunry u3 JackMorton Worldwide: «IIponBukenue ObLIO TPUYpPOUYEHO K
CKaykaM. 75 areHToB MpOJaBald BXOJHbIe OWJIETHI HAa CKa4yKd, MOPH ITOM
pacnpoctpansis uHpopmaimio o Bank of America U OTKpPBITUH HOBBIX OTICICHHIA
(Ipy 5TOM aKTUBHO pa3JaBaJIUCh COIMYTCTBYIOIIME MaTepuanbl). 3a 13 nHei
KamIanuu areHTsl pacrpoctpanuiy 350 000 exuHMI] JOTIOJHUTENIBHBIX MAaTEPUATIOB,
u3 Hux 285 000 6penkos, 60 000 cyMOK M MHOTOYHCIICHHBIE OMJIETHI HA METPO, U BCE
310 ¢ jorotunoMm Bank of America. Akuus ObuTa BBICOKO OIEHEHA COTPYIHUKAMU
OaHka, KaMIiaHusi OblIa HACTOJIBKO YCHEIIHOM, YTO €€ MOoBTOpuin B Yukaro u
BocTtoney». B 3amaun mapTu3aHCKOro MapKeTHUHIa TaKKe BXOJIUT U CO3JJaHUE CIIyXa, a
elle Jydyllle — 4YTOObl OH pacHpocTpaHsuicss mofo6Ho Bupycy. Ho ciyxoBoit u
BHUPYCHBIN MApKETUHT CYILIECTBYIOT M CaMH IO ce0e.

Komy Bepurn?

CnyxoBoll MapKETHHI' CTPOMTCS Ha JoBepuH. JIIoAM HE3HAKOMBbIE, a 3a4acTyl0 U
Apy3bsl UHOT/Ia COBETYIOT HaM YTO-TO KyIHUTh, U IIPX STOM MbI HE 3HAEM, 4TO OHH 32
ATO MOJYYaroT ACHBIU. Peub uaeT 0 KoMMepuraIn3aiui YeT0BEYeCKIX OTHOIICHHH.
Eciu cymuTe mo OrpoMHOMY KOJMYECTBY HETAaTHUBHBIX OT3HIBOB B 3a0KEAHCKHUX
CpeICTBaX MacCcOBOM HH(pOpMAIMK O OE3HPABCTBEHHOCTU SBIICHUS, OHO 3aHUMAET
3HAUYUTEIPHOE MECTO B aMEpPUKAHCKON NEeWCTBUTENBHOCTU. BooOIe mo CKpbITHIM
BUJAM MapKETHHTa Mal0 TOYHBIX JaHHBIX, HO KpyHHEHWIIne MapKeTOJIOTH
OILICHUBAIOT BJIOJKEHHE CPEJCTB B CiiyXxoBoi MapkeTunr B CIIIA B $40—60 MumumoHoB
(B mpoumuioM roay) U MPOTHO3UPYIOT, YTO 3Ta Ludpa YIBOUTCS B 3TOM IOy
(uctrounuk: Matthew Creamer, Advertising Age , Is Buzz Marketing Illegal?
3 okta0ps 2005 rona). Ha 3anage HaMHOTO akTHBHEE MCHONB3YIOT WHTEpHET miis
npoABMKEeHUS uepe3 ciryxu. OcoOeHHO Moy isipHbl yaThl. [ [puHIMI TpUMEPHO TaKOB
e, KaK ¥ B MapTHU3aHCKOM MapKETHUHTE, TOJHKO COBETYMKH (CHEIMATHHO HAHSTHIC
JII0JTN) aKTUBHO JIEJISITCSI CBOMM MHEHUEM O OpeHzie (HECOMHEHHO, MOJOKUTEIbHBIM)
c moburensiMu mnooOuiarbest no MutepHery. Takue ke areHThl OCTaBISIOT
coobmeHust B popymax, Tie JIIOAU UIIYT COBETa U OYEHb YaCTO MPUCTYIIUBAIOTCS K
qyKOMY MHEHHIO.

CyIiecTBYIOT COOTBETCTBEHHO W OpraHHW3allid, KOTOpbIE 3aHUMAIOTCS CIYXOBBIM
MapkeTuHrom. Camble U3BECTHBIE U3 HUX — Tremor u BzzAgent. Tremor, Harmpumep,
pekpytupoBaina 250 000 moapoctkoB 13—19 et st Toro, 4ToObl OHM paccKa3bIBaIN
CBOMM Jpy3bsiM O THpojBuraeMeix umu TtoBapax (80% 3aka3zoB or P & Q).
Opranuzanusi pacchuiaeT 00pasibl HOBBIX TOBAPOB WM MH(GOPMAIMIO O TaKOBBIX,
OJIHAKO OHa HE IUIATUT MOAPOCTKAM 3a Yy4yacTHe B MPOJBIKEHUM OpeHIa U He
IUKTYET, YTO UMEHHO OHM JJOJIKHBI O HOBOM MPOAYKTE paccKa3blBaTh. TeM HE MEHEe,
YTOOBI MOJIB30BATHCS MPEUMYIECTBAMU 4IEHCTBa B Tremor, MOJAPOCTKU JIOJKHBI
MIPOSIBJISITH AKTUBHOCTh, OTBEYATHh HA PA3JIMYHBIE OMPOCHI, @ TAKKE BHICKA3bIBATH CBOE
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MHeHue. B bocrone ectb npyras opraHu3anms, HasbiBaeMas BzzAgent, xoTopas
3aHUMAETCS IPOJBUKEHUEM MTPU MTOMOIIH CIIYXOB.

Ucnons3zoBanne MuTepHeTa 711 buzz uMeeT 3HaYUTENIbHOE PEUMYIIECTBO, TaK Kak
13-3a 00JIbIlIe aHOHUMHOCTH JIJIs1 areHTa MEHbIIIE PUCK ObITh PACKPBITHIM.

O Bupycax norpeduTENbCTBA

Uro kacaercs BUPYCHOIO MapKETHUHTa, TO ATOT BHUJ TMPOABMXEHUS B OCHOBHOM
otHocuTca K MuTepHery. Ero cmbicn 3akimtouaercs B TOM, 4TOObI HMH(pOpMaus
pacmpocTpaHsiach, MOJ0OHO BUPYCY, OT OJHOTO K JABYM, OT JBYX K YETBIPEM M TaK
nanee. B OCHOBHOM [Ji1 BUPYCHOIO MApPKETHHIA HCIOJIb3YIOTCS 3a0aBHBIE POJIUKU
WM pa3BiIeKaTelbHble cCalThl. [1oiydrB Takoil poJIMK, MOJIB30BAaTEIb CAM OTOILIET
€ro CBOUM JAPY3bsIM.

[Tpumepsl BupycHOro MapkeThHra MHorouucieHHbl. Burger King ucnons3oBan aiis
NPOABMKEHUST TaMOyprepoB ¢ Kypuield cMmemHyio mnporpammky The Subservient
Chicken (upimieHok-ciyra). IlepeodeThlii  IBIIJICHKOM — YEJIIOBEK  BBIMOJIHSET
pa3IMYHble KOMaHbl, HAIIPUMEP TAHILIEBATh WM CHECTH siino. Kammanus nmpuHecna
3aKa3uuKy ycnex. COTpyJHUKH KOMIIAHHMH OTMEYAIOT, YTO B TEYEHUE MECSLA CAUT C
IIPOrpamMMOi OCETHIIN OKOJI0 20 MHJIZIMOHOB YEJIOBEK, KOTOPBIE TPATUIIU B CPETHEM
0 IIECTh MUHYT, 3a0aBJISISACH C IBIIIJICHKOM.

BupycHblil MApKETUHT 0COOEHHO MOMYJISIPEH y peKiIaMojaTesiel, Tak Kak B OTJINYHE
OT IpPEJbIIYIIKUX BUI0B OH HE IIPOCTO JEIIEB, a MOYTH OECIIaTeH.

OCHOBHOI HEAOCTATOK CKPBITOIO MAPKETHHIAa B TOM, YTO OH JOJDKEH OCTaBaThCs
CKpBITBIM. [IpakTHUecKu OH CTpoUTCS Ha OOMaHe — MSATCKO TOBOpSl, BBOJUT B
3a0y’KJI€Hue, TO03TOMY M BBI3BaJ CTOJBKO HETaTUBHBIX OT3bIBOB. (CHOBHas
OMAaCHOCTh €ro MCIOJB30BaHUs — 3TO BO3MOXHAs HeEratuBHas oTAada. B ciydae,
€CJIM O Balleil MOJNOJIbHONW KaMIIAaHUM Y3HAIOT KOHKYPEHTBI, OHM MOTYT IIPUAATh €€
IJIACHOCTU U CaMU BOCIOJb30BaThCs €€ IojaMu. Eciiv oHu yOeasT jtoJed B ToM,
YTO UX OOMaHBIBAJIU, PEUTUHT JOBEpHUs K BalleMy OpeHy yHaJeT, a BOT KOHKYPEHTY
BBl 37I0pOBO NOMOeTe. HecMOTpsl Ha TakyrO OIACHOCTb, CKPBITBIA MAapKETHHI BCE
pPaBHO OCTaeTCsl OYEHb NPUBJICKATENbHBIM, U €CJIU Mbl 3HAEM HE 000 BCEX KaMITaHUSAX
MoJ00HOr0 pojaa, TO ATO JUIIL MOTOMY, YTO HekoTopbie ynatorcs Ha 100%. Ilo
ATUYECKUM COOOPaKEHUSM €r0 UCIOJIb30BaHUE, IOHATHO, HE PEKOMEHYETCs, TEM HE
MeHee KaXK/Iblil caMm BIpaBe BbIOUPATh, «KMMETh WU HE UMETHY. ..

IMNMpHs OKPY:KaeT...

Jlist TeX, KTO MOKeT ceOe TO3BOJIMTh HE PUCKOBAThH, CYLIECTBYET 00Jiee MPUEMIIEMOE
pelieHre B BHJIE AMIMPUUECKOTO MapkeTwHra (experiential — OCHOBaHHBIM Ha
JUYHOM ombITe). B mocnenHue rofpl 3T0 HapaBiIeHUE CTAJI0 OYEHb MOIMYISPHBIM 32
pyOexoM u, Cyls MO CTaTUCTUYECKUM JAHHBIM, €ro MOMYJSPHOCTh MPOJOJIKAET
Bo3pactarh. [IpUHLIMN HSMOUPUUECKOTO MAPKETUHra TMPSMO MPOTHUBOMOJIOXKEH
MPUHIUIIAM CKPBITOTO MAPKETHHTA.

«OMIUPUCTBDY YTBEPKAAIOT, YTO OHM HE OOMAHBIBAIOT KIHMEHTa, a, Hao0OpoT,
pPacKphIBAlOT MEpPe] HUM Bce KapTbl. MbI, TOBOPSAT CTOPOHHUKH 3MIUPHUYECKOrO
MapKETHHTa, BOBJIEKAEM €T0 B KaKyIO-TO ACSITENBHOCTh HIIM IIPOCTO Pa3BIIEKAEM, IIPH
ATOM CTapasich, 4TOOBI ITO BCE MPOUCXOAUIIO C ydacTueM Hamero openaa. Ilpomgaem
cTupajibHble MammHbl?.. [lokanmyiicta, mpUxXoauTe MOCTUPATh OECIIaTHO, 3a0JHO
roiiMeTe, MoYeMy Hallla MallMHa CTHPAET JIydlle, YeM MalluHa KOHKypeHTa. [leuku
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MpoJlaéM — TOTJA HAJl0 OTKPBHITh KPATKUE KYPCHI MO KyJIWHAPHUH, HEMPUHYKICHHAS
aTMocdepa cama ceJaeT CBOE JAeJI0. 3anaHbIM JIIOASIM YK€ He OIIyTMMa pa3HHUIIA,
KynuTh 9T0-TO 32 $1000 mnm 3a ABE THICSIUM, — TTIABHOE, YTOOBI IMOJTH30BATHCS OBLIO
yI0OHO U BBI3BIBAJIO MPUSTHBIEC IMOIIHH.

HekoTopble KOMIaHUM Takue COOBITHSI OPraHU3YIOT JIJIsi CBOUX MApTHEPOB, TO €CTh
Ha ypoBHe B2B (6Gusnec OusnHecy) . CrpourtenbHas kommanusi Construction
Equipment opranu3oBania ajii CBOMX MOTEHIMAIbHBIX IOKYIATEIEH TUTaHTCKYIO
«mrecounnity» (Tomahawk Experience Center in Wisconsin — ONBITHBIA IIEHTP
Tomahawk B BuckoHcuHEe ), TIe MOXXHO peaqbHO IMOUTPATHCS C IKCKABATOPAMH,
Oynpao3epaMu W TMPOYMMHU MAIIMHKaMHu (BCE I CTPOUTEIHCTBA), KOTOpPHIE 3Ta
KOMITaHUSI IPOU3BOIUT. Pe3ynbTat — yKperuieHne CBs3ei U POCT MPOJIaxK.

KoneuHo, eciam BBl TOpryeTe HE DKCKaBATOpAMH, a MOPOXKCHBIM, HaNpHUMeEp, WA
KapaMelbKaMH, TO JyUIITHi CIoco0 MPOJBIKEHUS — 3TO OPTaHU30BaTh JIETYCTAIIHIO,
npeBpaTuB €€ B (pecTuBaib, WIM MPUYPOUUTH €€ K UyXoMy ¢decTuBaio (Wid
IpyroMy BaxXHOMY coOObITHIO). UYUTOOBI BKyC KapamelnbKh HE HCYe3 TMOJ
BIICUATIICHUSIMUA COOBITHS, PEKOMEHIYETCsl pas/laTh BCEM Yy4YaCTHHUKAM IaMsTHBIC
CIOPIIPU3bl. AMEpHUKaHIIbI, HAmpUMEp, TMOTOJOBHO WCHOJB3YIOT JJIA 3TOTO
dbotorpaduu. [lopaxaet, 4To Kaxkaasi KOMIIAHUS CYUTAET ITO CBOMM HOBOBBEJICHUEM.
Jlist MrHoBeHHOTO (OTO 00BIYHO HCHONB3YyIOT Polaroid. ¥V Hux eme cucrema
cnenuainbHas ecth (Pre-exposed Film, 3apanee moaBeprHyThlii BO3ACUCTBUIO), IS
TOTO YTOOBI HA MTHOBEHHOM (POTO OCTaBJISITh MTHOBEHHBIN JIOTOTHIT KOMIIAaHUHU. Bot
M OCTaeTCs MaMATh O COOBITHH, MOJCIAMICHHAS MaMIThI0 O BKYyCe MOMPOOOBAHHOM
KapaMeJbKH.

Onucan cnydait ¢ Jelly Belly’s, koTopble €31uu ¢ mpoMoKaMIiaHuel 1o ropojam H,
MOJICTPanBasICh TIOJ] Pa3IUYHBIC MECTHBIC KapHABaJlbl, JaBaJM IPOOOBATH CBOH
Kapamelbki. 3a JIeHb OHU YMYyJpsiiuch jenath okoyio 300 ¢oTto cyacTIMBBIX
noemarenei kapamenu. OObexanum mnpomoyTepbl B obmem 150 amepukaHCKUX
kapHaBasioB u cdotorpadupoBan 20 000 yemomek. PesynpraT: yiydiieHue
B3aMMOOTHOIIICHUH C KJIMEHTaMH, Hy U B MECTHBIX Mara3uHax KOMIAHUU MPOJAKU
yBennuminch (ucrounuk: Event Marketer Magazine’s Custom Publishing Group).
Cetpb nponyktoBbix MarazuHoB Whole Foods 3adukcupoBana rogoBoii poct o0beMa
nponax Ha 15% (mpotuB 1% pocTa y ceTd KOHKYpEHTOB) Oyiaroapsi MpoBEACHHON
KaMIaHUU 10 COOBITUMHOMY MapKeTHHTY. OHM TIO3BOJMJIM KJIUEHTaM HaOI0/aTh
MPOIIECC MPUTOTOBJICHUS COKa MK 00e/1a M3 MOPEIPOIYyKTOB, a TAKXKE Y4acTBOBAThH B
HeM (uctounuk: Lisa Johnson, Get Ready for Retail Theater, 31 mast 2005 rozga).

— IlpeumymiecTBa SMIUPUUESCKOTO MApKETHHTA CIIOKHO TEPEOICHUTh, — CUHUTAET
Chris Weil, npeacenaTtens U UCMOTHUTENbHBIA AUPEKTOP KoMnaHuu Momentum. —
Om:

JIMYHBIA — JTacT MOTPEOUTEIIO OMBIT B3aMMOOTHOIIIEHUH OJMH HAa OJUH C OpEHIOM,
BBI3BIBAS JIOSUTHHOCTD YEPE3 JIMUHBIN OIIBIT;

UHTEPAKTUBHBIN — MOTPEOUTENTN BUIST MPOIYKT B JEHCTBUU M MOHUMAIOT, KAaKOe
ydactre OpeH I MPUHUMAET B UX KU3HU;

MOIIHBIA — COOBITUIHBIA MapKETUHT BIUSET HA MOBEJCHHUE MPH MOKYIKE U CO3/aeT
JIOSUTBHOCTH OpeHy.
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OmnpIT, TMONyYEHHBIH TMPH TMOMOIIM 3MIHUPHYECKOT0 MAapKETHHra, JOJr0 He
3a0BIBACTCS, YKPEIUIAETCS M COXPAHSIETCS oOpaTHasl CBA3b C IEJIEBOU ayaAUTOPHEH.
Biarogapsi 3ToMy SMIHAPHYECKUI MapKETHHT MOJIb3YETCS BBHICOKOW MOMYJIIPHOCTHIO
Cpeid areHTCTB U OpeHa0B. POCT ero MCIoib30BaHUS — YiKE SIBHO MPOCIIeKUBaecMast
teHaeHnusA. KoHeuno, Oromkera OH TpeOyeT Oojiee CONMAHOTO, YeM CKPBITHIM
MapKETHHT, 3aTO U PUCKOB HHKAKHX, a B CIy4ae MPaBUIBHO TOCTPOSHHOIO COOBITHS
MOYTH TapaHTUPOBAHHO MMPUHECET MPUOBLITD.

Hcmounux: Advertology.Ru

Discussion.

1 Why did undercover marketing appear?

2 Give a description of each kind of hidden marketing mentioned in these articles.

3 Who and what qualities of “who” should a guerilla marketer rely on?

4 What kind of undercover marketing do you consider the most convenient for a
promoter (or a marketer) and why? Is it the most effective at the same time?

5 Why does product placement work?

6 Were you an eye — witness or did you take part in one of the promo-campaigns?

7 Can you give examples of using one of the described above methods of advertising
in your town (or place where you live)? What is your attitude to this method?

3. Render the following article into English and discuss it with your partners.
MuoroypoBHeBwiii MapkeTuHr (Multi Level Marketing, cokp. - MLM unu MJIM) -
OJIHO W3 CaMbIX HOBBIX M 3(PPEKTUBHBIX HANpPABICHUA B OU3HECE, B TO K€ BpeMs
BBI3BIBAIOIIEE MACCY HEJOMOHUMAHMS. DTO HE MPOU3BOJICTBO M HE TOPrOBbI OM3HEC
B TOM CMBICJIE, KaK MbI 3TO OOBIYHO MpeAcTaBisieM. YTo ke Takoe€ MHOTOYPOBHEBBIM
MapKETHUHT.

"MapkeTuHr" - O3HayaeT JOCTaBKy TOBApOB WJIMA YCIYr OT MPOU3BOAUTENS K
noTpedutento. BeipakeHue "MHOTOYpOBHEBBIM" - O3HAYaeT CHCTEMY MOOIIPECHUS
JOJIeH, JOCTaBIAIONIMX ToBap uiaM ycuyry mnorpeouremto. MULTI (muoro) -
o3Hayaer "Oonee uem oauH". Level (ypoBeHb, CTyINeHb) - CKOpee O3HA4aer
"mokosnierue". Takum 00pa3oM MOXKHO Ha3BaTh CUCTEMY "TIPOABUKEHUE TIPOTYKIIUU C
IIOMOIIBIO HECKOJIBKMX IIOKOJEHUI'". bonee COBpPEMEHHBIM SBISETCS TEPMHH
""ceTeBOi MapKETHHT .

BooOmie cymectByroT Tpu criocoda MNPOABMIKEHUS] MPOAYKIMU JO KOHEUHOIO
noTpeouTens.

Tpu cnnocoda npoaBUKeHUs NMPOIYKIHNH

Posnuunas mopzoens - nponaxa 4yepe3 CTALMOHAPHBIE TOPrOBbIE TOYKU (MarasuH,
pBIHOK, J0TOK). [loTpeOutens cam BBIOMpAET NPOAYKIHUIO, PpACIIAYMBACTCA U
YXOJUT.

Henocpeocmeennoe npoosudicenue - 370 KOMMUBOSIKEPCTBO, MpoJaxa OT JBEPHU K.
IBEpH, NpoJa)xa CTPaxOBaHUs, BBICTABKA-TIPOJAXKa, 3aKa3 IO TEJIEBU3UOHHOM
pekiiaMe, 3aka3 1o TenedoHy, Mpoaaxka Mo mouTe, Mo KyrmoHaM, Mo KaTaloTraM.
Cemesoul mapkemune - 3Ty (HOpMy NPOAAXKH HENb34 MyTaTh C NPEIbIAYIIUMU JBYMS,
a TAKXKe C TaK Ha3bIBaeMoM "mupamMu1oi" (MOILIEHHUYECTBOM).

OcHoBHasi wuaesi cereBoro mapkerunra. Cdopmynupyem CyTh CETEBOIO
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MapKETHHTa!

- KOMIAHWS IMPOU3BOJUT KAaKyHO-TO MPOAYKUHUIO (MPOLYKLHUS TEOPETUUYECKU
IpeKpacHasi, NoTpsicaroas),

- OHA XOYET PacHpOCTPaHUTh 3Ty NPOAYKIMIO, OXBAaTUTh BCE HACEIECHHUE CTPaHbI,
4YTOOBI O HEN BCE 3HANIU U, KaK PE3yJIbTaT, YTOOBI BCE €€ MOKYIaIH.

DT0, KOHEYHO, MPEJENbHO CIOXKHO. [Ipr 3TOM KOMIaHUS XOUeT HMCKIKOYUTh BCEX
IIOCPEHUKOB U JTOCTaBUTh MPOIYKLIHIO HAIIPSIMYK) TOMY YEJIOBEKY, KOTOPBIM XOYET
ee IpUuoOpeCTH.

IIpoHMIIATENBHBIN YEI0BEK 3/1€Ch JOJDKEH BOCKIMKHYTh: "HO Beap TOCTaBUTH TOBAp
WM YCIIYTY OT MPOU3BOAUTENS K MOTPEOUTEIO - 3TO 3HAYUT IpoAaTh!"

BoT 37ech M HAUYMHAKOTCS OTJIMYMSA CETEBOTO MAPKETHHIa OT TPaJULMOHHOU
PO3HUYHOM TOPrOBIM WJIM HENOCPEICTBEHHOI'O MpOJBHKEHHUA. PacrnpocTpaHeHue
MPOIYKLIHH U MPOJIaXa IPOAYKIUH - 3TO COBCEM HE OJTHO U TO XKE€.

[Ipexxne Bcero, KOMIIaHUS XO4Y€T JOHECTHM HH(MOpPMALMIO A0 MOTpEeOUTENs, a He
npojaTh eMmy mpoaykuuto. OOpa3oBaHHBIA MOTPEOUTENH CaM €€ KyIuT, €ClH
MOJIYYUT HCYEpNbIBAIOIIYI0O HH(opManuto. Takum 00pa3oM, OCHOBHOHM 3agaudeid
CEeTEBOI0 MAapKETHWHra SBISETCA HWH(DPOPMALMOHHBIA OXBaT MaKCHMAaJIbHOIO
KonuuecTtBa Jrojed. [Iponaxka OyAeT SBIATHCS €CTECTBEHHBIM PE3YJIbTaTOM 3TOIO
MH()OPMAITMOHHOTO OXBAaTa.

Unes  mpocras -  chaenarb  NOTpeOUTENnss  NPOAYKUUMU  OJHOBPEMEHHO
pacnpoctpaHuTenem, T.e. B epBYIO odyepeab HHPOPMATOPOM O MPOIYKLIHH (PUPMBI,
a He MPOoAaBLOM!

VY GoJIBIIMHCTBA U3 TEX, KTO MEPBBIM pa3 CIBIIIUT O CETEBOM MAapKETUHIEe, OOBIYHO
BO3HHMKAET NPEICTABICHUE, YTO HEOOXOAMMO 0053aTeIbHO NPOJAaBaTh, YTOOBI
JOCTHYb B HEM ycCIIEXa.

ITon mpopaxedt Mbl MOHUMaeM OOpAIlIEHHE K HE3HAKOMBIM JIOJSAM C TOMBITKOMN
npofaTb UM 4YTO-HMOYIb, B Y€M y HHUX, BO3MOXXHO, HET HEOOXOAMMOCTH WU
KEJTAHHUSL.

B cereBoM MapKETHHI€ HE CYIIECTBYET NPOJAXH B TPAJAWLMOHHOM CMBICJE CJIOBA,
XOTS HEOOXOAMMO, YTOOBI CYIIECTBOBAI TOBapooOOpoT. Ecnu ero He OyAeT - HUKTO
HE CMOXET IOJY4YMTh JieHer. ToBapooOOpPOT B CETEBOM MAapKETHHIE€ BO3HUKAET U
MOJIEP’KUBAETCS U3-3a TOTO, YTO JIOAU MH(YOPMUPYIOT O MPOIYKIIMH (PUPMBI CBOUX
Ipy3€i 1 3HAKOMBIX U BBISBIISIIOT U3 HUX TE€X, KOMY OHa HY>KHA.

Takum 00pa3oM, OHM TPOCTO PEKOMEHIYIOT 3aMEHUTH (MCXOAS M3 COOCTBEHHOIO
OMbITa) JIaBHO HCHOJIb3YEMYIO MPOAYKIIMIO, Ha HOBYH aHAJIOTMYHYI, HO Ooiiee
KaueCTBEHHYIO, U KOTOPYIO HEBO3MOXKHO KYIIUTh B Mara3uHe.

Heno B Tom, uto Gupmsl MJIM He pexsiaMUpYyIOT CBOM TOBap W HE MPOJAIOT €ro
HACEJICHUIO Yepe3 TOProBble TOYKU. PexiiamMa mpouCXOIUT MpHU HEMOCPEICTBEHHOM
oOlLleHnr TOoTpeduTeNe MPOAYKIHMH, a MPOAYKUHIO Y (UPMBI MOTYT 3aKyIUTh
TOJIbKO T€ JIIOJIM, KOTOpbIE Y4YacTBYIOT B OHW3HECE - OHM IOJIy4aloT JOXOJ OT
ToBapoobopoTa!

4. Speaking assignments.
The subject of advertising is presented in many textbooks. Using information from
different sources, do the following tasks:
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1. Make a presentation on the topic “Advertising”.

Recommended sources:
eintelligent Business, upper intermediate, course book, unit 6, Tonya Trappe,
Graham Tullis, Pearson Longman.
eMarket Leader, Intermediate, course book, unit 6, David Cotton, David Falvey,
Simon Kent, Pearson Longman.

2. Prepare a report on hidden marketing.

3. Group work. Role play.

You know that “the product” can be viewed not only as a physical object, but also as
an idea, a project, a book, a face, an image and even a name. With your group mates
play out an episode of an advertising campaign, where a politician is promoted by
hired promoters or by himself on the eve of the election to one of the government
bodies.

Try to use attractive promo-methods including hidden ones.

Essential vocabulary

Part 1.

1. The Meaning and Aims of Marketing

1 orderly OpraHW30BaHHBIN, AKKYPATHBIN

2. strive CTPEMUTBCS

3. grasp CXBaTbIBaTh, YXBATHTHCS

4. tenet JIorMat, OpUHIUI

5. adjustment peryanupoBaHue, IPUBEACHNE B COOTBETCTBHE C

6. public utilities KOMMYHAJIbHBIC YCITyTH

7. utility TIOJIC3HOCTb, BHITOJHOCTh

2. The Marketing Concept

8. discretionary income OpPTaHU30BAHHBIM,  JUCKPCUIUOHHBIA  JTOXOJ
(mpenocTaBiIeHHBIA HA YCMOTPEHUE)

9. stiff TPYAHBIA, TSKENbI, HEMOMEPHBIN; CYpOBBIH,
JKECTKHUI

10. maze JAOUPUHT, MyTaHULIA

11. impetus TOJTYOK, UMITYJIBC, CTUMYJI

3. The Marketing Mix

12. nuts and bolts raiku u OOJTHI (TXK.. MPAKTUYECKas CTOPOHA
Jiena)

13. predisposition MIPEIPACIIONOKCHHIE, CKIIOHHOCTh K YeMY-JIN00

14. lumber UJIOMaTepUaiIbl (TK.: XJIaM, PyXJIsiIb)

4. The Target Market

15. candy KOH(eTa, JIeACHEI

16. canner ITPOU3BOJIUTENIb KOHCEPBOB

17. tuna roJiyooi TyHen
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18. tricky
19. procurement

20. tangible

5. Marketing Research
21. tabulating

22. probing

23. pertain

24. numerical

25. outdated

26. outmoded

27. ascertain

28. occurrence

29. exploratory research

6. Market Segmentation
30. affluent

31.gem

32. variety store

33. spawn
34.host

7. Marketing Strategy
35. finite
36. divest

8. Marketing Planning
37. forging

9. Buying Behaviour
38. post-purchase evaluation
39. peruse

40. media (adj.)

41. comprise

42. appraisal of the value
43. consumer loyalty

10. Matching Products and Markets

44, at the outset
45. a sound approach
46. rewamp

CJIOKHBIN; XUTPBIN, KOBAPHBIN
MIpUOOpETEHHE, MOJTy4YECHUE;
obecrieueHue, MoCcTaBKa
0CA3aEMBbI, OLIYTUMBII

3aKyIIKa,

TaOyJIMpOBaHUE, COCTABICHUE TAOIUIIBI
paccienoBaHue, UCCIeI0BaHUE, UCTIBITAHUE
OTHOCHUTCS K 4eMY-JIN00, KOMY-TH00
YHCIIOBOM, ITU(PPOBOI

yCTapenblid, yCTapEBIINN

CTapOMOJIHBIN, YCTAPEIbIN

yCTaHaBIUBATh, BBIACHATD

clly4ail, IpOUCILIECTBHE, SIBJICHNE
MIOMCKOBOE UCCIIEJIOBAHNE

OoraTsii

KEMUYKUHA

HEOOJIBIIOMN MarasvuH o IpoJaxe
MPOAOBOJBCTBEHHBIX, TalAHTEPEHHBIX  WIIH
XO3SIMCTBEHHBIX TOBapOB

MIPOU3BOJUTH, OPOK/IATH

MHOKECTBO, Macca

KOHEYHBIN
JUIIEHKE MpaBa (MOJTHOMOYMH)

(31.) m300peTas, BEIIYMBIBas

MOCTITPOIAKHAS OLIEHKA
BHUMATEJIbHO YUTATh, BUNTHIBATHCS,
paccMaTrpuBaTh

ITPOMEKYTOUYHBIN

BKJIIOYATh B c€0sl, COCTOSTh U3
OLIEHKAa CTOMMOCTH/AOCTOMHCTBA
ITOKYIIaTeJIbCKOE ITOCTOSTHCTBO

BHayaje
XOPOIIUKA MOAX0
[IOJHOBIATEH, OOHOBIISITH
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UNIT 4. BRANDS
What is Branding?

1. Compare the following definitions of the term “Brand”. Give your own
definition of the term.

o A brand is a product, service, or concept that is publicly distinguished from
other products, services, or concepts so that it can be easily communicated and
usually marketed. The public's awareness of company's brands is often used as a
factor in evaluating a company.

(From Whatis.com)

o A brand represents the holistic sum of all information about a product or group
of products. This symbolic construct typically consists of a name, identifying mark,
logo, visual images or symbols, or mental concepts which distinguishes the product
or service. A brand often carries connotations of a product's “promise", the product or
service’s point of difference among its competitors which makes it special and
unique.

(From Wordig.com)

o A brand is the sum of the good, the bad, the ugly, and the off-strategy. It is
defined by your best product as well as your worst product. It is defined by award-
winning advertising as well as the god-awful ads that slipped through the cracks, got
approved, and, not surprisingly, slipped into oblivion. It is defined by the
accomplishments of your best employee—the shining star in the company who can
do no wrong—as well as the mishaps of the worst hire you ever made.

(Scott Bedbury, Starbucks, Nike's advertising director.

From the book ‘A New Brand World”)

o A brand is the intangible sum of a product's attributes: its name, packaging, and
price, its history, its reputation, and the way it's advertised.

(David Ogilvy, Ad agency founder, also known as "The Father of Advertising’)

o A brand is a set of assets (or liabilities) linked to a brand's name and symbol
that adds to (or subtracts from) the value provided by a product or service.

(David Aaker, USA's leading consultant on branding.

From the book 'Building Strong Brands')

Part 1. Reading.

Before reading:

1 Think of the reasons for brand using. Discuss them.

2 When did the first brands appear? Give the reasons.

3 What creates a brand loyalty? Name your most favourite brands. Explain your
choice.

4 How do companies build strong brands? Discuss the ideas.

5 Why do brands fail?
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BRAND HISTORY
Brands have been used as marks of identification at some time in all countries and
civilizations. For over 4,000 years, brands have been used for identification on both
livestock and humans. Fugitives, galley slaves, gypsies have been marked with
"symbols of shame™ brands down through history.
However, in the field of mass-marketing brands originated in the 19th century with
the advent of packaged goods. 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 on the barrels used,
extending the meaning of “brand” to that of trademark.
Bass & Company, the British brewery, claims their red triangle brand was the world's
first trademark. Lyle’s Golden Syrup makes a similar claim, having been named as
Britain's oldest brand, with its green and gold packaging having remained almost
unchanged since 1885.
Around 1900, James Walter Thompson published a house ad explaining trademark
advertising. This was an early commercial explanation of what we now know as
branding. Companies soon adopted slogans and jingles which began to appear on
radio and early television. By the 1940s, 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 build their brand's
identity, such as youthfulness, fun or luxury. This began the practice
we now know as “branding” today, where the consumers buy “the
brand” instead of the product. This trend continued to the 1980s, and
Is now quantified in concepts such as brand image and brand identity.
Brand identity vs. Brand image
Brand identity is the total proposition that a company makes to consumers - the
promise it makes. It may consist of features and attributes, benefits, performance,
quality, service support, and the values that the brand possesses. The brand can be
viewed as a product, a personality, a set of values, and a position it occupies in
people's minds. Brand identity is everything the company wants the brand to be seen
as. Brand identity is what the owner wants to communicate to its potential consumers.
However, over time, a products brand identity may acquire (evolve), gaining new
attributes from consumer perspective but not necessarily from the marketing
communications an owner percolates to targeted consumers. Therefore, brand
associations become handy to check the consumer's perception of the brand. Brand
identity is fundamental to consumer recognition and symbolizes the brand's
differentiation from competitors.
Brand image, on the other hand, is the totality of consumer perceptions about the
brand, or how they see it, which may not coincide with the brand identity. The brand
image is what is physically in front of the customer’s eyes and senses and the
impressions that will ultimately effect the perception of the product. Companies have
to work hard on the consumer experience to make sure that what customers see and
think is what they want them to.
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Brand Loyalty Continuum

‘Brands don't belong to marketers. Brands belong to the customer. The customer's
embrace is the only vote that counts. Successful brands embrace their customers by
anticipating basic and spiritual human needs’.

(BJ Bueno, Co-author of ‘“The Power of Cult Branding’)

No Brand Land: No Brand Land is wrought with challenges, and this is a place most
small businesses find themselves. Companies in No Brand Land are often stuck
working in their business rather than on their business, and they don’t ever develop a
solid idea of who they are, what they offer or stand for, or how they can improve their
customer experience.

Leaky Brand: These companies have set up the basic identifiers: they have a name, a
recognizable logo, a tagline, and perhaps a few other pieces of business collateral
(brochures, etc.), but ultimately, they haven’t discovered ways of being distinct,
memorable, or necessary to their customers.

Average Joe Brand: Here we enter the world of large companies who have marketing
departments that actively advertise and sell to their customers. They often take their
brand messages in too many directions, which dilute their brands because of
inconsistency and confusion to their customers.

Iconic Brands: Iconic brands are all around us. We shop them and love them—they
are part of our culture. They’re easily recognized by their logo. These brands usually
spend a lot of marketing money and are constantly monitoring their image and public
perception. These iconic brands are top of mind brands and often dominate market
share of a category: McDonalds, Microsoft, Dell, Coke, Pepsi, and American
Airlines. Many national retail chains have loyal customers, but they don’t occupy an
irreplaceable position in the consumers’ hearts.

Cult Brands: Cult Brands are in class of their own as they have mastered the art of
building lasting and meaningful relationships with their customers. In the world of
Cult Brands, the customer is not only king, but is part of the family. When you buy a
Harley Davidson motorcycle, you are not just getting a bike—you’re getting a
membership into The Club. These brands have no competition. They rule their
customer-defined category. There are no substitutes for Oprah, Vans, Linux,
Southwest Airlines, IKEA, Harley-Davidson, Apple, Star Trek, Jimmy Buffett, and
Volkswagen Beetle. These brands are profitable even in the most adverse market
conditions because of the powerful relationships they’ve forged with their customers.

Answer the following questions.

1 What are the reasons for branding?

2 What makes a strong brand?

3 What are the core elements of brand identity?

91


http://www.cult-branding.com/cbbook/power-of-cult-branding.html
http://www.cult-branding.com/cbprofiles/oprah-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/vans-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/linux-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/southwest-airlines-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/ikea-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/harley-davidson-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/apple-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/star-trek-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/jimmy-buffett-cult-brand-profile.html
http://www.cult-branding.com/cbprofiles/volkswagen-beetle.html

4 What’s the major difference between brand identity and brand image?
5 Why do brands belong to customers not to marketers?

6 What are the reasons for brand preferences?

7 What is the difference between iconic and cult brands?

Part 2. Vocabulary Practice

1. Match the branding terms with their meanings.

1. brand awareness 1. the strength of preference for the particular
brand compared to other similar brands

2. brand identity 2. the top brand in customer minds

3. iconic brand 3. a unique set of associations within the minds
of target customers

4. brand loyalty 4. the brand which sells lifestyles and provide

opportunities for their brand lovers to make
experiential purchases

5. brand tagline 5. proportion of target customers which has
prior knowledge of the brand
6. brand image 6. a memorable phrase which often

accompanies a brand name in marketing
communications programs

7. cult brand 7. a sum of features, attributes, benefits,
performance, quality, service support, and
values that the brand possesses

2 Complete the article with the appropriate terms from the box.

launchabrand  brand image  brand identity iconic brands  brand survey
valuable brand  brand loyalty  strong brands

Nike is known around the world for being one of the most — —

1 by occupying the top position in customer NIKE
minds. It’s been ranked as the world’s 31st most V
JUST DO IT

2 in terms of its brand value — USD10.8 = J
billion, according to the annual Business Week’s global top

100 3 . In spite of many market maneuvers (such as the recent
merger between Adidas and Reebok), Nike 4 has been remaining
consistent in its category. One of that reasons is that Nike 5 consists

of an aspect which uses celebrities to advertise the brand. In fact one of the most
successful collaborations between a brand and a celebrity is that of Nike and Michael
Jordan. So successful is the collaboration that Nike and Jordan are about to
6 variant called the Air Jordan line of sport shoes. This method now
being used by many 7 around the world raises some crucial

92



guestions about ways brands are built and also about the impact such collaborations
have on 8

3. Identify an odd word in each group of branding terms.

A. B. C. D. E.

1. brand identity 1. product 1.logo 1. social sense 1. brand profits

2. brand quality 2. service 2. name 2. common sense 2. brand assets

3. brand image 3. concept 3. cost 3. psychological 3. brand attributes
4. brand value  4.purchase 4.symbol sense 4. brand liabilities

4. anthropological
sense

Part 3. Reading and Discussion.

POSITIONING IN CUSTOMER MINDS
The word “positioning” took on a new meaning for business in 1972. That was when
Al Ries and Jack Trout ran a series of articles on “The Positioning Era”, and the book
that followed, “Positioning: The Battle for your Mind”, became one of the top-selling
business books of all time.
Definition of Positioning Theory: The science of perceptual strategy. It is based on a
theory that strategy can only be planned in the mind of the consumer, not the
marketplace.
The concept was simple: the best marketing strategy is to own a piece of the
prospect's mind. “Like the memory bank of a computer, the mind has a position for
each bit of information it has chosen to retain,” they wrote. Those slots are arranged
like rungs on ladders. Avis paid heed to this principle with its classic “We're Number
Two, we try harder” campaign, which used its subordinate position to advantage. In
another classic positioning story, 7-Up created a whole new ladder by calling itself
“the UnCola,” which also repositioned the whole cola ladder.
There are more than 500,000 trademarks registered with the U.S. Patent Office. In
addition, untold thousands of unregistered trademarks are in use throughout the
country. During the course of a single year, the average mind is exposed to more than
half a million advertising messages. Another limitation: The average human mind,
according to Harvard psychologist George A. Miller, cannot deal with more than
seven units at a time.
Ask someone to name all the brands he or she remembers in a given product
category. Rarely will anyone name more than seven. And that’s for a high-interest
category. For low-interest products, the average consumer can usually name no more
than one or two brands. Yet in category after category, the number of individual
brands multiply like rabbits. In 1964, there were seven soft drinks advertised on
network television. Today there are 22.
The only one you can't change is where you come from. A company can change its
name, its business, its leadership, its mission statement, its products and everything
else. But it can't change its origins. General Motors will always come from Alfred
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Sloan. Apple will always come from Steve Jobs and Steve Wosniac in their
Sunnyvale garage. Hewlett-Packard will always come from Bill Hewlett, David
Packard and their garage. Microsoft will always come from Bill Gates and the
impulses that pushed him out of Harvard. Positioning at its most fundamental is an
inside job. It's a matter of finding where you come from and expressing that essence,
that character in everything you do.

It's about the spine in your identity: the original stuff you can't change, not matter
what you do or where you go. We're talking here about the deepest and the most
honest part of your company: the place where your integrity lives, the essence that
gives strength to your character. This is the stuff that can't help positioning itself
because it's totally original: it can only come from you, and it always comes from
you.

Behind your positioning statement or tagline is your intention—how you desire your
business to be represented to customers. Once the real role of positioning is
understood, having a tagline or a positioning statement can be useful by clarifying
your brand’s essence within your organization.

By examining the essence of what you are and comparing it with what your
customers want, the doors open to building a business with a strong positioning in the
mind of the customer. Why? Great brands merge their passion with their positioning
into one statement that captures the essence of both.

A few famous examples:

. “Always low prices. Always” is not just a tagline; it’s Wal-Mart’s battle cry for
all their buyers, merchants, and everyone who touches the customer.

. Nike does it with, “Just do it.”

. Apple communicated to the world that you can think different with every
single one of its products.

Strong positions can last many years. Nike has waved the just do it banner for over 15
years. They continue to find new and amazing ways to say it repetitively without
boring their audience. Their position gives them permission to express something that
is powerful. Just do it belongs to the customer—people love that. To be able to just
do it makes you want to jump hurdles or sprint a marathon.

To integrate your positioning statement within the customer’s mind, you must start
from within your business. Every member of your organization that touches the
customer has to be the perfect expression of your position. And since everyone
touches the customer in some way, everyone should be the best expression of your
position.

Now comes the hard part: Put up everything that represents your brand on a wall. List
all your brand’s touch points—every point of interaction with your customer. With a
critical, yet intuitive eye, ask:

. How can I more fluidly communicate my brand’s desired position?

. Does every touch point look, say, and feel like the brand | want my customers
to perceive?

Most marketers don’t have the clarity and conviction of following through on their
words. Without certainty, you default to the status quo. Turn everything you do into
an expression of your desire positioning and you can create something special. This
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takes courage; to actively position your brand means you have to stand for
something. Only then are you truly on your way to owning your very own position in
the mind of your customer.

Answer the following questions.

1 What is the Positioning Theory? Discuss the term.

2 What makes a strong positioning?

3 Why did 7-Up call itself “the UnCola™? Think of the other successful positioning
strategies.

4 What does the term brand essence mean?

Discuss the brand essence of the best Global Brands.

Are the following statements True or False?

1 7-Up created a whole new ladder by calling itself "the UnCola" to beat Coca-Cola
in a competition.

2 The average mind isn’t able to remember all the flood of advertising messages.

3 That’s the brand name which matters for customers, not the origin of its foundation.
4 The real role of positioning is to have a tagline or a positioning statement.

5 Strong positions can be easily destroyed by smart strategies of the competitors.

6 Integration of a positioning statement within the customer’s mind depends on its all
company employees efforts.

7 Brand essence is the core idea of brand identity.

Vocabulary Study

1. Match the adjectives with the nouns from the box to form the collocations.

| brand product trademark |

1.positioned

2.registered

3. high-interest/low-interest

4. individual

5. strong

6. certified

7. shipped

8. essential
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2. Choose the correct preposition to complete the sentence.

1. Positioning Theory claims that branding strategy can only be planned on/in/with
the mind of the consumer, not the marketplace.

2. Perceived brand names are ranged like rungs on/at/by the ladder.

3. All trademarks are registered at/by/with the Patent Office.

4. Every year, there’re thousands advertising messages shown by/on/at television.

5. It’s crucial to clarify the brand’s essence at/ in/within organization.

6. A company should turn all its activity into/in/to an expression of a positioning
statement.

7. A brand shows what a company stands at/to/for.

3. Extend the following sentence to be correct.

1. Brands are formed in customer minds not in the :

2. General Motors will always associate with the name of , Microsoft
will associate with and Apple brand with
3. 7-Up created a new ladder by calling itself “the UnCola”, WhICh

the whole Cola ladder.

4. According to psychologist George A. Miller, an average human mind cannot
perceive more than brand names at a time.

5. A company can change its business, its leadership, its mission , IS
brand , products, but it can't change its brand

6. To clarify a brand’s essence within organization a company needs to have
a :

7. To gain a strong brand a company should integrate its positioning statement within
the

Translate the text from Russian into English.

APXUTEKTYPA BPEHJ1OB

CymiecTByeT JBE OCHOBHBIE CXEMbI OpeHJMHIa — 3amajHas u BocTouHas. Ha
3amajge Teopust «cBoOOaHO cTosnmx OpenmoB» (free standing brands) mosBuiaach
eme B Hadasle XX. Ha mpaktuke 3TO O3HA4aJIO, YTO €CJIM KOMIIaHMUS BBIITyCKaja
HECKOJIbKO TOBapOB WJIM TOBAPHBIX JIMHUM, TO OHH MO3UIIMOHUPOBAIHCH a0COITIOTHO
HE3aBUCUMO JPYr OT JIpyra, ¥ OT KOMMIAHWU NpousBojutTens. MHAUBUIyaIbHBIC
OpeH/bl — CaMOCTOSITENIbHBIE Ha3BaHUs TOBapoB. Kiaccuueckuid mpuMep TaKoro
nonxona — kommanus Unilever. Bce Buabl ee NPOAYKIMH HMEIOT COOCTBEHHBIC
HalMEHOBaHUsI, MpUYeM OOJIBIITUHCTBO MOTpPEOUTEIEH HE MOJA03PEBAET, UTO BCE OHU
MIPUHAJIJICKAT OJHOM KOMIIAHUH.

B Slnonuun noaxon k 6peraam cosepiiueHHO nHOM. B 50-60¢ rr. kauecTBO 1151
OOJBIITMHCTBA STIOHIIEB ACCOIMUPOBAIOCH C BEIMYMHOM KOMIAHWU. 3aragHas
CUCTEMA, TJIe TTOKYNaTeNIb 3a4acTyi0 U HE 3HaJ, KaKas KOMIIaHUsS MPOU3BeNia TOT WU
nHOU ToBap SmonHuu He moaxoawna. KomnaHuu oTka3aauch OT «CBOOOJHO CTOSIITUX
OpeHIOB» U BBEIIM CBOIO CHCTeMy «moAOpeHaoB» (Subbrands). Hazsanue komnanun
(Sony, Panasonic), yxe XOpOIIO HW3BECTHOE IOKYMAaTeal0 M TrapaHTHPYOIIee
Ka4yeCcTBO TOBapa, SIBJIAETCS KakK Obl TMraHTCKHM <«30HTHKOM» (Umbrella brand) mms
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no0PEHI0B, KOTOPBIE Pa3IeisfoT ToBapHbIe uHuM (Sony Walkman — meepsr, Sony
— Trinitron — TeneBu3opnl). Takum oOpa3zom, B SlmoHMHM OpeHIbl MepeaaroT
NOTPEOUTENIO TOPA3I0 MEHBIIYIO HHPOPMAITUIO, YeM Ha3BaHUE KOMIIAaHUH.

Ha 3aname OpeHa — 3TO MONTOCPOYHBIC WHBECTHIINU, B SIMIOHUM KU3HEHHBIN
UK MOAOPEHIa MPOJIOJKACTCSI CTOJIBKO BPEMEHH, CKOJBKO CaM TOBap OCTaeTCs
KOHKYpPEHTOCTIOCOOHBIM. [IOCKONIBKY KOPIIOPAaTUBHBIM OpeHJ YXKe TapaHTHpyeT
Ka4eCcTBO, 3aIyCK MOJAOPEHIa CTOUT HE TaK MOporo. MUK KOpHOopamyuy Mo3BOJISIeT
OBICTPO 3aITyCcKaTh OOJBIIOE KOJIUYECTBO MOAOPEHI0B. TeM He MeHee, aMepUKaHCKas
MOJIeTIb OKa3ajia OTPOMHO€ BIMSHHE Ha SMOHUIO, U KPYIHBIE KOMIIAHUU TaKKe
HaYaJld BBOJUTH CHUCTEMY CBOOOAHO crosmmx OpeHmoB. B ycrnoBusix kpusuca
NOTpeOUTENh CTapaeTcs HATH KauyeCTBEHHBbIE TOBaphbl MO Oojiee HU3KOHW IIEHE, UTO
MO3BOJIAET KOMIIAHMAM HA4aTh BBIMYCK HOBOW Ooiyiee AEMIEBOM MPOAYKIHH O]
HOBBIMU OpEHJIaMH, COXpaHssl NMPU 3TOM UMUK KOMIIAHUU KaK TMPOU3BOIUTENS
BBICOKOKAUECTBEHHBIX IOPOTUX TOBAPOB.

HenocraTku 1 1oCcTOMHCTBA 00enX cucteM odeBuAHbI. HeyaauHblil moaOpeHn
MOKET MOryOUTh pemyTaluio BCe KOMIIAHWHM, 3alyCK K€ HOBOTro OpeHna Tpedyer
3HAYUTEIBbHBIX KAMHWTAJIOBIOKECHUNH M YCWIMH IO €ro MPOJBMKEHUIO, U HET
rapaHTHH, 4YTO 3TO OKymnutcs. B xommanmm Procter& Gamble, 3anmmarorieiics
OpeHauHroM OoJjee MOoJyBeKa, B OIOKET 3aKJaJbIBaeTCsl YAAYHOCTb OJHOTO U3
naBaauatu OpenaoB. CamocTosiTeNbHbIE OpeHIbl HamOosee yHOoOHBI ISl TOBapoOB
MacCOBOTO TMOTPEOJICHUs, KOT/a aKTyaJbHBIM SBISIETCS SMOIMOHAIBHBIA (DaKTOpP.
KauecTBO B MOAOOHBIX clydasix HWrpaeT BTOPOCTENEHHYIO poib. KopmopaTuBHBIC
OpeHABl HCIONB3YIOTCA ISl JOPOTOCTOSIIMX TOBAapOB, TMOKYIKa KOTOPBIX
MPOUCXOIUT JOCTATOUHO PEIKO.

Part 4. Speaking

1. Describe how the terms “brand identity” and “brand image” refer to each
other using the schemes given below.

Brand Character
(how it

expressesitself) ETEEE

Processes

(how youdoit)
Lt
Emotional -
- . Tangible &
Characteristics BRAND Connection intangible BRAND People &
(whatisit) v IMAGE - (how it makes Assets - IDENTITY [ Values

youfeel) {what youhave) {whoyouare)

Emotional Purpose &
Projection Mission

(*.'th attl't say}s {whyyoudoit)
aboutyou
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2. Give a short report on “Best Global Brands ranking” using the table below.

Give your reasons on changes in ranking.

2008 2007 2006 2005 Brand Country of
Ownership
1 1 1 1 Coca-Cola U.S.
2 3 3 3 IBM U.S.
3 2 2 2 Microsoft U.S.
4 4 4 4 GE U.S.
5 5 6 6 Nokia Finland
6 6 7 9 Toyota Japan
7 7 5 5 Intel U.S.
8 8 9 8 McDonald’s U.S.
9 9 8 7 Disney U.S.
10 20 24 38 Google U.S.

(Interbrand, ‘BusinessWeek’)

3. Prove or disapprove the following statements.

1. “What's in a name? That which we call a rose by any other name would smell as
sweet”. (William Shakespeare)

2. A brand for a company is like a reputation for a person. You earn reputation by
trying to do hard things well. (Jeff Bezos)

3. Brands that can, do. Brands that can’t, tell stories. (Brian Phipps)

4. Work in pairs. Tell your partner about your favourite brand. Explain your
choice. Find give-and-take best brands.

5. Give a presentation on the following statement.

1 Products are made in the factory, but brands are created in the mind.

(consider issues from the text ‘Brand Identity vs. Brand image’)

2. A brand that captures your mind gains behavior. A brand that captures your heart
gains commitment.

(consider issues from the text ‘Brand Loyalty Continuum’)

3 A brand is very much like an onion. It has layers and a core.

(consider issues from the text ‘Positioning in Customer Minds”)

6. Role-Play: “Meeting at GLOBAL TRAVEL agency”
Situation

You are to assume the role of a marketing team for GLOBAL TRAVEL agency. Your
new owner has asked you to develop a plan of a Web site of the agency.
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Background

With the boom of online services available to travelers, GLOBAL TRAVEL has seen a
decline in profits. The company’s owner knows that the service the company
provides cannot be matched by the online services. Your agents provide personalized
service to their clients and rotate their hours weekly to keep the office staffed seven
days a week. Agents work with their clients’ preferences to personalize vacations.
Every agent attends seminars on popular getaways as well as unique vacation spots.
The agents provide personal service by completely arranging the trip/vacation,
handling car rentals, flights, hotels, tours, activities, itineraries and other related
details.

Current customers are highly satisfied with GLOBAL TRAVEL. The agency has
retained many repeat clients over the years. However, the owner realizes that the
agents need to reach out to the market of the young professionals, ages 25 to 45, who
currently tend to rely on Internet services. This market has dramatically increased its
spending on travel during the past decade. The online competitors do offer great
discounts, but not the personal service that GLOBAL TRAVEL gives its clients. The
owner wishes to reach out to this younger market, and is contracting out for a Web
site design to complement existing company services.

Task
You have to design and present your plan of a Web site to the owner in a meeting.

Consider the following questions to discuss:

1. How can a Web site enhance a brand image of GLOBAL TRAVEL?

2. What can attract a younger audience?

3. What will retain the loyal clients?

4. What information will be placed on a site?

5. How will the distinctive brand essence be presented?

6. What position will GLOBAL TRAVEL brand occupy in customers’ mind?

Hold a meeting. Give presentations of your ideas.
(based on the materials from Standard Programs of U.S. Department of Education)

Part 5. Writing
Task: Write a short report on the issues from the role-play above. Give your
proposals and a set of arguments to prove your ideas.

Essential vocabulary

1.  acquire - mproOpeTaTh

2. add value - mpuyMHOX)UTH 3G (DEKT; yBEITUUNBATH CTOUMOCTb
3. anticipate - oxu1aTh; IPEIBUICTD
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11.
12.
13.
14.
15.
16.

17.
18.
19.
20.
21.
22,
23.
24,
25.
26.
27.
28.
29.
30.

31.
32.
33.
34,
35.
36.
37.
38.
39.
40.
41.
42.
43.
44,
45.

brand attributes — accormanuu 6penna

brand awareness — y3HaBaHue OpeHa

brand equity — 3HaunMocTh OpeHIa

brand essence - cyts Opena

brand identity - cucrema maeHTH(PHUKAIMH OpeHIa, CUCTEMa XapaKTEPHBIX
ocoOeHHOCTeM OpeHia

brand image - mpeacraBiieHre O TOBape; aBTOPUTET OpeH/Ia
brand logo - iorotun MapouHoro ToBapa

brand loyalty - osutbHOCTE K OpeHTy; TPUBEPKEHHOCTD
brand message — uadopmarms o OpeH e

brand perception — Bocnipusitie OpeHia

brand recognition - y3naBanue Openaa

brand value - croumocTs Opera

branding - mpomecc co3manus OpeHma (BKIouaromuid Bce (HOpMBI
HPOJIBHYKCHHUS TOBApa)

carry connotation — UMeTh JONOJHUTEIBHOE 3HAUCHHE

cattle brand — taBpo

coincide - coBamarh, COOTBETCTBOBATH

collateral — BcomoraresbHas yciayra

consumer /customer perception - BocripusiTie NOTPeOUTENSA
consumer /customer recognition — y3naBanue/pu3HaHUE TOTPEOUTEIIS
corporate brand — xopriopaTuBHEI OpeHA

differentiate - pazmuyare; quddhepeHIPOBATH

dilute - ocnabnsTe

distinguish - BeimensATH; OTMEUATH

embrace — IpuHUMAaTh; CTAHOBUTHCS CTOPOHHUKOM

family brand — cemeiicTBeHHbBIN OpeHT

free standing brand - cBo6oHO cTosIINI OpeHT
high-interest / low-interest product - ToBap MOBBINICHHOIO/TTIOHUKEHHOTO
HHTEpeca

holistic - BceoObeMITIOLIINI

Inconsistency - Hemoce10BaTeIbHOCTD

individual brand — naauBHAYaIBHBIN OpeH/

intangible/ tangible - Heocsa3aemerit/ocs3aemblii (00 aKTHBAX)
Intention - ctpemiieHue; ETb

jingle -¢ponOTpamMma My3bIKaIBLHOTO JIOTOTHIIA

ladder — necTauna

mission statement - 3asBiieHHE O MUCCUU

percolate -¢punpTpoBaTh

positioning — mO3UIMOHUPOBAHNE

retail chain - ceTb pO3HHYHBIX Mara3uHOB

set of assets —Habop aKTHBOB

set of values - HaOOp 1EHHOCTHBIX 3HAYMMOCTEI

stand for - moaaepKUBaTh; paTOBaTh

subbrand — nmoaopenn
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46. substitute - 3amenuTENH

47. tagline - kmroueBas dpasa (B pexiname)

48. top-of-mind brand - 6pena, npuxoasIIKii Ha YM B IICPBYIO OUEPEIb
49. total proposition 1enocTHOE IPEII0KCHHIE

50. trademark — Toprosas mapka

51. umbrella brand - 3oaTHYHBI OpeHT
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UNIT 5. MERGERS AND ACQUISITIONS
Part 1. Reading.

Read the text and answer the questions.

1 How can companies survive in today’s global business environment?

2 Are mergers and acquisitions widespread only in developed countries?

3 Should mergers and acquisitions be controlled by the government? Why?

MERGERS AND ACQUISITIONS
The phrase mergers and acquisitions (abbreviated M&A) refers to the aspect of
corporate strategy, corporate finance and management dealing with the buying,
selling and combining of different companies that can aid, finance, or help a growing
company in a given industry grow rapidly without having to create another business
entity.
1. Merger
In business or economics a merger is a combination of two companies into one larger
company. Such actions are commonly voluntary and involve stock swap or cash
payment to the target. Stock swap is often used as it allows the shareholders of the
two companies to share the risk involved in the deal. A merger can resemble a
takeover but result in a new company name (often combining the names of the
original companies) and in new branding; in some cases, terming the combination a
“merger” rather than an acquisition is done purely for political or marketing reasons.
2. Classifications of mergers
Horizontal merger - Two companies that are in direct competition and share similar
product lines and markets (e.g.: Sirius/XM)
Vertical merger - A customer and company or a supplier and company. (e.g.: an ice
cream maker merges with the dairy farm whom they previously purchased milk from;
now, the milk is “free”)
Market-extension merger - Two companies that sell the same products in different
markets (e.g.: an ice cream maker in the United States merges with an ice cream
maker in Canada)
Product-extension merger - Two companies selling different but related products in
the same market (e.g.: a cone supplier merging with an ice cream maker).
Conglomeration - Two companies that have no common business areas.
Congeneric merger/concentric mergers occur where two merging firms are in the
same general industry, but they have no mutual buyer/customer or supplier
relationship, such as a merger between a bank and a leasing company. Example:
Prudential's acquisition of Bache & Company.
There are two types of mergers that are distinguished by how the merger is financed.
Each has certain implications for the companies involved and for investors:
Purchase mergers - As the name suggests, this kind of merger occurs when one
company purchases another. The purchase is made with cash or through the issue of
some kind of debt instrument; the sale is taxable.
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Acquiring companies often prefer this type of merger because it can provide them
with a tax benefit. Acquired assets can be written-up to the actual purchase price, and
the difference between the book value and the purchase price of the assets can
depreciate annually, reducing taxes payable by the acquiring company.
Consolidation mergers - With this merger, a brand new company is formed and both
companies are bought and combined under the new entity. The tax terms are the same
as those of a purchase merger.

3. Acquisition

An acquisition, also known as a takeover or a buyout, is the buying of one company
(the “target”) by another. An acquisition may be friendly or hostile. In the former
case, the companies cooperate in negotiations; in the latter case, the takeover target is
unwilling to be bought or the target's board has no prior knowledge of the offer.
Acquisition usually refers to a purchase of a smaller firm by a larger one. Sometimes,
however, a smaller firm will acquire management control of a larger or longer
established company and keep its name for the combined entity. This is known as a
reverse takeover. Another type of acquisition is reverse merger, a deal that enables a
private company to get publicly listed in a short time period. A reverse merger occurs
when a private company that has strong prospects and is eager to raise financing buys
a publicly listed shell company, usually one with no business and limited assets.
Achieving acquisition success has proven to be very difficult, while various studies
have showed that 50% of acquisitions were unsuccessful. The acquisition process is
very complex, with many dimensions influencing its outcome.

The buyer buys the shares, and therefore control, of the target company being
purchased. Ownership control of the company in turn conveys effective control over
the assets of the company, but since the company is acquired intact as a going
business, this form of transaction carries with it all of the liabilities accrued by that
business over its past and all of the risks that company faces in its commercial
environment.

The buyer buys the assets of the target company. The cash the target receives from
the sell-off is paid back to its shareholders by dividend or through liquidation. This
type of transaction leaves the target company as an empty shell, if the buyer buys out
the entire assets. A buyer often structures the transaction as an asset purchase to
“cherry-pick” the assets that it wants and leave out the assets and liabilities that it
does not. This can be particularly important where foreseeable liabilities may include
future, unquantified damage awards such as those that could arise from litigation over
defective products, employee benefits or terminations, or environmental damage. A
disadvantage of this structure is the tax that many jurisdictions, particularly outside
the United States, impose on transfers of the individual assets, whereas stock
transactions can frequently be structured as like-kind exchanges or other
arrangements that are tax-free or tax-neutral, both to the buyer and to the seller's
shareholders.

4. Distinction between mergers and acquisitions

Although they are often uttered in the same breath and used as though they were
synonymous, the terms merger and acquisition mean slightly different things.
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When one company takes over another and clearly established itself as the new
owner, the purchase is called an acquisition. From a legal point of view, the target
company ceases to exist, the buyer “swallows” the business and the buyer's stock
continues to be traded.

In the pure sense of the term, a merger happens when two firms, often of about the
same size, agree to go forward as a single new company rather than remain separately
owned and operated. This kind of action is more precisely referred to as a “merger of
equals”. Both companies' stocks are surrendered and new company stock is issued in
its place. For example, in the 1999 merger of Glaxo Wellcome and SmithKline
Beecham, both firms ceased to exist when they merged, and a new company,
GlaxoSmithKline, was created.

In practice, however, actual mergers of equals don't happen very often. Usually, one
company will buy another and, as part of the deal's terms, simply allow the acquired
firm to proclaim that the action is a merger of equals, even if it is technically an
acquisition. Being bought out often carries negative connotations, therefore, by
describing the deal euphemistically as a merger, deal makers and top managers try to
make the takeover more palatable. An example of this would be the takeover of
Chrysler by Daimler-Benz in 1999 which was widely referred to in the time, and is
still now, as a merger of the two corporations.

A purchase deal will also be called a merger when both CEOs agree that joining
together is in the best interest of both of their companies. But when the deal is
unfriendly - that is, when the target company does not want to be purchased - it is
always regarded as an acquisition.

Whether a purchase is considered a merger or an acquisition really depends on
whether the purchase is friendly or hostile and how it is announced. In other words,
the real difference lies in how the purchase is communicated to and received by the
target company's board of directors, employees and shareholders. It is quite normal
though for M&A deal communications to take place in a so called 'confidentiality
bubble' whereby information flows are restricted due to confidentiality agreements.

5. Reasons for Mergers and Acquisitions

There are a number of reasons why a corporation will merge with, or be acquired by
another corporation. Sometimes corporations can produce goods or services more
efficiently if they combine their efforts and facilities. These efficiently gains may
come simply by virtue of the size of the combined company; it may be cheaper to
produce goods on a larger scale. Collaborating or sharing expertise may achieve gains
in efficiency, or a company might have underutilized assets the other company can
better use. Also, a change in management may make the company more profitable.
Other reasons for acquisitions have to do more with hubris and power. The
management of an acquiring company may be motivated more by the desire to
manage ever-larger companies than by any possible gains in efficiency.

6. Motives behind M&A

The dominant rationale used to explain M&A activity is that acquiring firms seek
improved financial performance. The following motives are considered to improve
financial performance:
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Economy of scale: This refers to the fact that the combined company can often
reduce its fixed costs by removing duplicate departments or operations, lowering the
costs of the company relative to the same revenue stream, thus increasing profit
margins.

Increased revenue or market share: This assumes that the buyer will be absorbing
a major competitor and thus increase its market power (by capturing increased market
share) to set prices.

Cross-selling: For example, a bank buying a stock broker could then sell its banking
products to the stock broker's customers, while the broker can sign up the bank's
customers for brokerage accounts. Or, a manufacturer can acquire and sell
complementary products.

Synergy: For example, managerial economies such as the increased opportunity of
managerial specialization. Another example are purchasing economies due to
increased order size and associated bulk-buying discounts.

Taxation: A profitable company can buy a loss maker to use the target's loss as their
advantage by reducing their tax liability. In the United States and many other
countries, rules are in place to limit the ability of profitable companies to “shop” for
loss making companies, limiting the tax motive of an acquiring company.
Geographical or other diversification: This is designed to smooth the earnings
results of a company, which over the long term smoothens the stock price of a
company, giving conservative investors more confidence in investing in the
company. However, this does not always deliver value to shareholders (see below).
Resource transfer: resources are unevenly distributed across firms (Barney, 1991)
and the interaction of target and acquiring firm resources can create value through
either overcoming information asymmetry or by combining scarce resources.
Vertical integration: Vertical integration occurs when an upstream and downstream
firm merge (or one acquires the other). There are several reasons for this to occur.
One reason is to internalise an externality problem. A common example is of such an
externality is double marginalization. Double marginalization occurs when both the
upstream and downstream firms have monopoly power, each firm reduces output
from the competitive level to the monopoly level, creating two deadweight losses. By
merging the vertically integrated firm can collect one deadweight loss by setting the
upstream firm's output to the competitive level. This increases profits and consumer
surplus. A merger that creates a vertically integrated firm can be profitable.

In general, mergers and other types of acquisitions are performed in the hopes of
realizing an economic gain. For such a transaction to be justified, the two firms
involved must be worth more together than they were apart. Some of the potential
advantages of mergers and acquisitions include achieving economies of scale,
combining complementary resources, garnering tax advantages, and eliminating
inefficiencies. Other reasons for considering growth through acquisitions include
obtaining proprietary rights to products or services, increasing market power by
purchasing competitors, shoring up weaknesses in key business areas, penetrating
new geographic regions, or providing managers with new opportunities for career
growth and advancement. Since mergers and acquisitions are so complex, however, it
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can be very difficult to evaluate the transaction, define the associated costs and
benefits, and handle the resulting tax and legal issues.

“In today's global business environment, companies may have to grow to survive, and
one of the best ways to grow is by merging with another company or acquiring other
companies,” consultant Jacalyn Sherriton told Robert McGarvey in an interview for
Entrepreneur. “Massive, multibillion-dollar corporations are becoming the norm,
leaving an entrepreneur to wonder whether a merger ought to be in his or her plans,
too,” McGarvey continued.

When a small business owner chooses to merge with or sell out to another company,
it is sometimes called "harvesting" the small business. In this situation, the
transaction is intended to release the value locked up in the small business for the
benefit of its owners and investors. The impetus for a small business owner to pursue
a sale or merger may involve estate planning, a need to diversify his or her
investments, an inability to finance growth independently, or a simple need for
change. In addition, some small businesses find that the best way to grow and
compete against larger firms is to merge with or acquire other small businesses.

In principle, the decision to merge with or acquire another firm is a capital budgeting
decision much like any other. But mergers differ from ordinary investment decisions
in at least five ways. First, the value of a merger may depend on such things as
strategic fits that are difficult to measure. Second, the accounting, tax, and legal
aspects of a merger can be complex. Third, mergers often involve issues of corporate
control and are a means of replacing existing management. Fourth, mergers obviously
affect the value of the firm, but they also affect the relative value of the stocks and
bonds. Finally, mergers are often “unfriendly.”

7. Cross-border M&A

The rise of globalization has exponentially increased the market for cross border
M&A. In 1996 alone there were over 2000 cross border transactions worth a total of
approximately $256 billion. This rapid increase has taken many M&A firms by
surprise because the majority of them never had to consider acquiring.

Even mergers of companies with headquarters in the same country are very much of
this type (cross-border Mergers). After all, when Boeing acquires McDonnell
Douglas, the two American companies must integrate operations in dozens of
countries around the world. This is just as true for other supposedly “single country”
mergers, such as the $27 billion dollar merger of Swiss drug makers Sandoz and
Ciba-Geigy (now Novartis).

8. Major M&A from 2000 to present:
Top 9 M&A deals worldwide by value (in mil. USD) since 2000.

Transaction value (in

Rank Year Purchaser Purchased mil. USD)
Fusion: America Online ..

1 2000 Inc. (AOL) Time Warner 164,747

2 2000 Glaxo Wellcome Plc, ~ SMithKline Beecham . o,

Plc.
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Royal Dutch Petroleum Shell — Transport &

3 2004 Co. Trading Co 74,559
4 2006 AT&T Inc. BellSouth Corporation 72,671
5 2001 Comcast Corporation AT&T Broadband & 72,041
Internet Svcs
6 2004 Sanofi-Synthelabo SA  Aventis SA 60,243
v 2000 Spin-off: _Nortel Networks 59.974
Corporation
8 2002 Pfizer Inc. Pharmacia Corporation 59,515
9 2004 JP Morgan Chase & Co  Bank One Corp 58,761
10 2008 Inbev Inc. Anheuser-Busch 52,000

Companies, Inc

9. Regulation of Mergers and Acquisitions

Mergers and acquisitions are governed by both state and federal laws. State law sets
the procedures for the approval of mergers and establishes judicial oversight for the
terms of mergers to ensure shareholders of the target company receive fair value.
State law also governs the extent to which the management of a target company can
protect itself from a hostile takeover through various financial and legal defenses.
Generally, state law tends to be deferential to defenses as long as the target company
IS not acting primarily to preserve its own positions. Courts tend to be skeptical of
defenses if the management of a target company has already decided to sell the
company or to bring about a change of control. Because of the fear that mergers will
negatively affect employees or other company stakeholders, most states allow
directors at target companies to defend against acquisitions. Because of the number of
state defenses now available, the vast majority of mergers and acquisitions are
friendly, negotiated transactions.

The federal government oversees corporate consolidations to ensure that the
combined size of the new corporation does not have such monopolistic power as to
be unlawful under the Sherman Antitrust Act. The federal government also regulates
tender offers through the Williams Act, which requires anyone purchasing more than
5 percent of a company's shares to identify herself and make certain public
disclosures, including an announcement of the purpose of the share purchase and of
any terms of a tender offer. The act also requires that an acquirer who raises his or
her price during the term of a tender offer, raise it for any stock already tendered, that
acquirers hold tender offers open for twenty business days, and that acquirers not
commit fraud.

Comprehension.

Discuss the following points making use of the active vocabulary:
1 Similarities and differences between mergers and acquisitions.
2 Types of mergers.

3 Main reasons for mergers and acquisitions.
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4 Relation of mergers and acquisitions to future economic gains for companies.

5 The present situation on the world markets regarding mergers and acquisitions.

6 The difference between mergers and acquisitions and ordinary investment
decisions.

10. Read the article and analyse the situation on the Indian market in relation to
the latest mergers and acquisitions.

CROSS-BORDER MERGER AND ACQUISITION WITH SPECIAL
REFERENCE TO INDIA
Until up to a couple of years back, the news that Indian companies having acquired
American-European entities was very rare. However, this scenario has taken a sudden
U turn. Nowadays, news of Indian Companies acquiring foreign businesses can be
considered more common than other way round.
Buoyant Indian Economy, extra cash with Indian corporates, Government policies
and newly found dynamism in Indian businessmen have all contributed to this new
acquisition trend. Indian companies are now aggressively looking at North American
and European markets to spread their wings and become the global players.
The Indian IT and ITES companies already have a strong presence in foreign
markets, however, other sectors are also now growing rapidly. The increasing
engagement of the Indian companies in the world markets, and particularly in the US,
Is not only an indication of the maturity reached by Indian Industry but also the extent
of their participation in the overall globalization process.

The top 10 acquisitions made by Indian companies worldwide:

Acquirer Target Company |Country targeted| Deal value Industry
($ min)
Tata Steel Corus Group plc UK 12,000 Steel
Hindalco Novelis Canada 5,982 Steel
Videocon | Daewoo Electronics Korea 729 Electronics
Corp.
Dr. Reddy's Betapharm Germany 597 Pharmaceutical
Labs
Suzlon Hansen Group Belgium 565 Energy
Energy
HPCL Kenya Petroleum Kenya 500 Oil and Gas
Refinery Ltd.
Ranbaxy Terapia SA Romania 324 Pharmaceutical
Labs
Tata Steel Natsteel Singapore 293 Steel
Videocon Thomson SA France 290 Electronics
VSNL Teleglobe Canada 239 Telecom
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If you calculate top 10 deals themselves account for nearly US $ 21,500 million. This
Is more than double the amount involved in US companies' acquisition of Indian
counterparts.

Cross-border Merger and acquisition: India

(US $ Million)
Year Sales Purchases
2000 1219 910
2001 1037 2195
2002 1698 270
2003 949 1362
2004 1760 863
2005 4210 2649
Total 10873 8249

The table exhibits cross-border merger and acquisition in India for the period 2000 to
2005. The table shows the cross-border sales deals during 2000 were 1219 US $
million while purchase deal were 910 US $ million. But during 2005, these have been
increased to 4210 US $ million and 2649 US $ million. While overall sales are
10,873 US $ million and purchase deals were 8249 US $ million during last five
years. So the table clearly depicts that Indian cross border merger and acquisition
sales deals are more than purchase deals.

Part 2. Vocabulary Practice

1. Matching.

Match the following terms with the correct definitions below:

1. horizontal merger 1. Buying of one company by another.

2. vertical merger 2. Two companies that have no common business
areas.

3. market-extension merger 3. One company purchases another with cash or

through the issue of some kind of debt instrument,
the sale is taxable.

4.product-extension merger 4. A brand new company is formed and both
companies are bought and combined under the
new entity.

5.conglomeration 5. Two companies that are in direct competition
and share similar product lines and markets.

6.purchase merger 6. A customer mergers with company, or a
supplier mergers with company.

7.consolidation merger 7. Two companies that sell the same products in
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different markets.
8.acquisition 8. Two companies selling different but related
products in the same market.

2. Using the texts you have read give the equivalents for the following
expressions.

1. 00bEeIMHUTD YCUIIHS U CPEJICTBA;

2. cienaTh NorjioueHue oomuee “IpusITHBIM ;

3. OCYIIECTBIIATH € LUENbIO MOJIYYEHHUS] SKOHOMHYECKOW BBITO/IbI;

4. cnoco0 3aMEHUTH CYIIECTBYIONIEE PYKOBOACTBO;

5. OyxrajaTepckue, HaJIOTOBble U IMPABOBBIC AaCMEKTHl CIUSHUS MOTYT OBITh
CJIO’KHBIMHU.

6. yCTAaHOBUTH 3aKOHOAATENIbHBIN HAA30p 3a YCIOBHUIMU CIUSTHUM.

. Translate into Russian the following expressions you came across in the texts.
. possible gains in efficiency;

. the buyer “swallows” the business;

. to convey effective control over the assets of the company;

. a merger of equals;

. to reduce fixed costs and increase profit margins;

. to obtain proprietary rights to products or services;

. publicly listed shell company.

~NOoO Ok WD EFE W

4. Use the right prepositions for each numbered space.
1 A disadvantage of this structure is the tax that many jurisdictions impose 1
transfers of the individual assets.

2 There are a number of reasons why a corporation will merge 2, acquire. or be
acquired 3 another corporation.

3 The management of an acquiring company may be motivated 4 the desire to
manage ever-larger companies than 5 possible gains 6 of efficiency.

4 Resources are unevenly distributed 7 firms.

5 Mergers can provide managers 8 new opportunities 9 career growth
and advancement.

6 The best way to compete 10 larger firms is to merge 11 or acquire
other small businesses.

7 Directors can defend 12 acquisitions, using state laws.

5. Complete the sentences with the correct terms (one term is odd).

career growth, merge with, acquisition, unfriendly (hostile), target, cross-border,
conglomeration.

1 The buyer buys the assets of a company.
2 usually refers to a purchase of a smaller firm by a larger one.
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3 When the deal is — that is when the target company does not want to
be purchased — it is always regarded as a take-over.

4 Some reasons through acquisitions include increasing market power by purchasing
competitors, penetrating new geographic regions or providing managers with new

opportunities for and advancement.

5 Some small businesses find that the best way to grow and compete against larger
firms is to or acquire other small businesses.

6 The rise of globalization has increased the market for mergers and
acquisitions.

Part 3. Speaking.

1 Will the number of mergers and acquisitions considerably increase in the overall
globalization process?

2 Suppose your company is on the verge of bankruptcy. What can be the possible
ways out of the situation?

Part 4. Writing.

Write a letter to your friend about the talks you last had in your rapidly growing firm.
The subject was to “swallow” the business of several competitive companies and to
establish yourself as the new owner.

Part 5. Rendering and Discussion.

1. CausiHUSA ¥ NOTJIOIIEHNs KOMIIAHUH.
While rendering the article into English pay attention to the underlined collocations.

OCHOBHbBIE TPUHIUIIBI Pa3BUTUS KPYMHBIX KomnaHuii B 80-€¢ roabl — 3KOHOMMS,
r'MOKOCTh, MAaHEBPEHHOCTh M KOMITAKTHOCTh — BO BTOpOHM mosioBuHEe 90-X TO0B
CMEHUJIUCh OpPUEHTAIlMEl Ha HKCMAHCUIO U pocT. KpyrHble KOMMaHUM CTPEMSITCS
M3BICKUBATH JOMOJHUTEIIbHbIE UICTOYHUKH PACIIMPEHUSI CBOCH JEATEIHHOCTH, CPEIU
KOTOPBIX OJHUM U3 Haubojee MOMYyJSPHBIX SBJISETCS CIUSHUE WM TOTJIOIICHUE
koMrmanuid. CIHUsTHUE — OJMH W3 CaMbIX PACIPOCTPAHCHHBIX MPHUEMOB Pa3BUTHSA, K
KOTOpOMY NMpUOETal0T B HACTOSIIEE BpeMs 1K€ OYEHb YCIEHIHbIE KOMIIAHUU. DTOT
MPOIIECC B PBIHOYHBIX YCJIOBHSX CTAHOBUTCS SIBIICHUEM OOBIYHBIM, MPAKTHUECKH
MTOBCETHEBHBIM.

Tun cnusHWN 3aBUCHT OT CUTYyalldU Ha PBIHKE, a TAKKE OT CTPATETHH ACATCIBHOCTH
KOMIaHUN U PECypCOB, KOTOPBIMU OHU PacIoiararor.

CnusiHASL U TIOTJIONICHHS] KOMIIAHUN MMEIOT CBOM OCOOEHHOCTH B Pa3HBIX CTpaHax
WM peruoHax mupa. Tak, Hanpumep, B oTiimuue ot CIHIA, rae mpoucxoasT, mpexe
BCETO, CIUSHUS WM TOTJIOMICHHsS] KPYMHBIX (GupMm, B EBporie uaeT moTIIoNIeHHE
MEJIKUX U CPEIHUX KOMITAHUW, CEMEUHBIX (PUPM, HEOOIBIINX aKIIMOHEPHBIX OOIIECTB
CMEXKHBIX OTpACIIE.

Hcropuueckue aceKThI CIUSHIS KOMIIAaHUT
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CnusiHHAS U TOTJIOIIEHHS] KOMIIAaHUM Ha MPOTSHKEHUM BCEH CBOEM MCTOPUU HOCHIIU
BOJIHOOOpa3HbIA XapakTep. MOKHO OTMETUTDH MSATh HaubOoJee BBIPAXKEHHBIX BOJH B
Pa3BUTHH 3TUX MTPOLIECCOB:

BoiHa ciausgauid 1887-1904 rr.;

cimsgausg komnanuii B 1916-1929 rr.;

BOJTHA KOHTJIOMEPATHBIX clusiHuid B 60-70-X roax HaIero cTojaeTus;

BoHA ciusgHui B 80-X rogax;

CIUSIHUS BO BTOPOU MoJa0BUHE 90-X ros1oB.

Bce »tu mepuoabl OTMEYEHBI CBOMMH XapaKTEPHBIMU OCOOCHHOCTAMHU. OCHOBHBIC
TEHJICHIIMM B BOJIHOOOPA3HOM pa3BUTUU CIHUSHUW W TOMJIOIICHUN KOMITaHUI
MpUBEICHBI B Ta0M. 1.

Tabnuya 1
Kpamkas xapaxmepucmuka Haubonee 3HAYUMENbHLIX NEPUOOO8 8 PA3BUMUU
npoyeccos CIUAHUL U NO2JIOUWEeHULI KOMNAHULL

Bomnna
CIIUSTHUH KpaTkas xapakTepucThKa nepruoaa CIUsSHUS KOMITaHUH
KOMITaHUHI

DOJABIIMHCTBO  CIMSIHUM — OCYLIECTBISUIOCH 1O NPUHLHILY
TOPU30HTAJIbHOW MHTErpanuu. [IpakTHueckn BO BCEX OTPACIAX
rOCIOICTBOBAJIN MOHOIIOJIHH, T.C. €IMHCTBEHHBIC
nomMuHupytomue ¢upMbl. Jlanee MOSBUIUCH NTPEANPUSATHSA,
KOTOpPbIE MOKHO CUMTATh NPEAIIECTBEHHHUKAMU COBPEMEHHBIX
1887-1904 rr. | BepTUKAIbHO HMHTETPUPOBAHHBIX Kopropamuid. OTINYUTENIbHOM
yepToil OOJBIIMHCTBA CIUMSHUA B OTOT TEPHUOJ  SIBUJICS
MHO>KECTBEHHBIM Xapaktep: B 75% oT oOumero KoJuyecTBa
CIMSIHUI ObUIO BOBJIEYEHO MO KpaitHel mepe no 5 ¢upMm, B 26%
u3 Hux yvactBoBaio 10 wu Oosee kommnanuid. HMHorna
OOBEUHSIINCH HECKOJIBKO COTEH (pUpM.

B cBsA3M C JelCTBHEM aHTMMOHOIIOJBHOTO 3aKOHOJATEJIbCTBA
CJIVSIHUE KOMITAaHUW B OTPACIISIX MPUBOJUT YK€ HE K TOCHOJACTBY
MOHOIIOJIMH, a OJIUTOIIOJINH, T.€. K JOMUHUPOBAHUIO HEOOJIBIIIOTO
guciaa KpynHedmux ¢upM. st 3ToW BOJHBI OOJIbINE, YeM IS
MPEAIIECTBYIONIEA, XapaKTEPHbl BEPTUKAIBHBIC CIUSAHUA U
nuBepcupUKaIus.

1916-1929 rr.

Jyist aTOTO 9Tarna XapakTePeH BCIUIECK CIUSHUN (HUPM, 3aHSITHIX B
pa3HbIX BHJax OuW3Heca, T.€. CIUSHUN KOHTJIOMEPATHOIO THIIA.
[To ouenke PenepanbHOil ToproBor komuccuu CIIA, ¢ 1965 no
1975 1. 80% cnusiHui npuBeny K 0Opa30BaHUIO KOHIJTIOMEPATOB.
Yucno YUCTBIX KOHIVIOMEPATHBIX CIMsiHUK Bo3pocio ¢ 10,1% B
1948-55 rr. no 45,5% B 1972-79 rr. XKecTkoe aHTUMOHOIOILHOE

60-70-¢e robI
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3aKOHO/IATEIbCTBO OTPAaHUYIHIIO TOPU30HTATHLHYIO "
BEPTUKAJIbHYIO HMHTETpanuio. KoamdecTBO TOPU30HTATBHBIX
cnusiHui cokpatuiochk ¢ 39% B 1948-55 rr. no 12% B 1964-71
IT.

B 3TOT mepuon yaenpHbIM BEC CIMSAHUM KOHITIOMEPATHOTO THIA
cokpatuicsa. bosee Toro, co3maHue HOBBIX OOBEIUHECHUI
COIPOBOKIAJIOCH paspyLieHueM paHee CO3JJaHHBIX
80-e ropl KOHIJIOMEpATOB. 3aMETHON CTaHOBUTCS TEHICHLMS BPaXaeOHBIX
NOTJIOIIEHUNA.  YUWThIBasd  CMSTYEHUE  AHTHUMOHOIIOJIBHOMN
NOJUTUKK, B 3TOT Mepuox Haubojee paclpoCTpaHEHbI
TOPU30HTAJIbHBIC CIUSHUS.

OcHOBHBIE MOTHBBI CJIUSIHAS ¥ NOTJIOLEHUI KOMIIAHUI

Teopust W mpakTHKa COBPEMEHHOTO KOPHOPATHBHOTO MEHEIKMEHTA BBIJIBUTACT
JOCTATOYHO MHOTO MPHYMH ISl OOBSICHEHHS CIUSHUNA W TMOTJIOMIEHUN KOMITaHHIA.
BrisiBneHre MOTUBOB CIIUSIHUN OY€Hb Ba)KHO, UMEHHO OHU OTPaKalOT MPUYMHBI, 110
KOTOPBIM JBE WJIM HECKOJBKO KOMMIAHHHA, 00BEINHUBIIUCH, CTOAT JOPOXKE, YEM IO
OTJENBHOCTH. A POCT KalUTATU3UPOBAHHOW CTOMMOCTH OOBEIWHEHHOW KOMITAHUHU
ABJISIETCS LIEJIbIO OOJIBIIMHCTBA CIUSHUI U MOTJIONIEHUH.

AHanu3upysi MUPOBOI OIBIT U CUCTEMATU3UPYS €r0, MOYKHO BBIJCIUTH CIETYIOLINE
OCHOBHBIE MOTHBBI CIIMSIHUN U TIOTJIOMICHUN KOMIIAHU.

OKOHOMUS O MACUMA008

OKoHOMMUSI, OOYCIIOBJIEHHAs MaclTabaMu, JOCTUraeTcsl TOrha, KOrjaa CpeaHss
BEJIMYMHA U3JEPKEK Ha EIUHUIy NPOAYKIHMH CHUXKAEeTCs IO MEpe YBEIMUYEHUs
o0bemMa MpOW3BOJACTBA MNpoAyKUMU. OIUH U3 HCTOYHHUKOB TaKOM HSKOHOMUHU
3aKJIIOYAETCsl B pAaCHpEeeICHUN MOCTOSHHBIX HU3/IEPKEeK Ha OOoJbllee YUCIIO €AMHHULL
BBIITyCKaeMOM Npoaykuuu. OCHOBHAs WS SKOHOMHUH 3a CYET MacluTada COCTOUT B
TOM, YTOOBI BBIMOIHATH OOJBIINN 00beM padOTHI HA TEX YK€ MOIIHOCTSIX, MPU TOH Xe
YHCIEHHOCTH PaOOTHUKOB, MPU TOW K€ CUCTEME pacrpeneieHus u T.0. MHbMu
CJIOBaMH, YyBEIUYEeHHE oO0bemMa TNo3BoJsIeT Oosee 3(PPEKTUBHO HCMONB30BATH
MMEIIMECs] B HalIWyuu pecypcbl. OgHAaKo Haa0 MOMHUTH, YTO CYLIECTBYIOT
OTpe/ieNieHHbIC TpeNesbl yBEIUYeHUs o0beMa MPOM3BOJACTBA, MPH TMPEBHIIICHUN
KOTOPBIX M3AEPKKU Ha MPOU3BOJICTBO MOTYT CYIIECTBEHHO BO3PACTH, UTO MPHUBEAET
K MaJICHUIO peHTAa0eIbHOCTH IPOU3BOICTBA.

OTKJIOHEHUSI OT ONTUMAIBHOIO C TOUKH 3PEHUS U3JEP’KEK HAa €IUHULYY NMPOIYKIUU
o0ObeMa MpPOU3BOJCTBA BO3MOXKHBI B 00€ cTopoHbl. HenompousBoacTtBo wu3-3a
HEeJ0CTaTKa 3aKa30B U MEepPErnpor3BOJCTBO M3-3a HEJIOCTaTKa MOIIHOCTEN (Hampumep,
€CJId BCJIEJICTBUE CPOYHOCTH 3aKa3a CTaHOK paboTaeT Ha MpeAesibHOM CKOpOCTH,
notpedssis Oonblllie pPEecypcoB Ha €IWMHUIYy BbIyckaeMoil mnpoaykiuu). Ooba
OTKJIOHEHHSI MOTYT OBITh BBIDOBHEHBI TIOCIIE YAAYHOTO CIUSHUS/TIOTIOMIEHHUS.
CrnemyeT OTMETHUTD, YTO JAHHBI MOTHB OCOOCHHO XapaKTepeH IJIsi TOPU30HTAIBHBIX
CIIASTHUH.
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Momus nogviuenus 2¢pghexkmusnocmu pabonul ¢ NOCMABUUKAMU

OObenuHsIsICh, KOMIIAHWU MPUOOPETAIOT JIOMOJHUTEIbHBIM pblYar CHUKEHUS
3aKyMOYHBIX IIEH. OTO MOXKET OBITh JOCTUTHYTO KaK IIyTeM YBEIUYCHHUS
COBOKYIMMHOTO O0BbEMa 3aKylMoOK M TNPUOOPETEHHS] TEM CaMbiM BO3MOXXHOCTU
MOJIb30BAThCS JOMOJTHUTEIIbHBIMU CKUJIKAMH, TaK M IyTEM MIPSIMOM yIpO3bl CMEHBI
noctaBiyka. OHa JMIIb HEHTPpAIU3aIUs 3aKYTOK KaHIEISIPCKUX MPUHAITICKHOCTEN
MOKET COKOHOMHUTH HOBOOOPA30BaHHON KOMIIAHWU MACCy JICHEKHBIX CPECTB.
Momue nuxsudayuu 0yorupyowux @yukyuil

JlaHHBIA MOTHB TECHO CBS3aH C MOTHMBOM OHKOHOMHUM Ha MacmiTadax, Tak Kak
MOBBINICHHEM 3(PGEKTUBHOCTH HCIIOJIB30BAHUSI HMMEIONMUXCST pecypcoB. CMBICI
3aKJIFOYACTCs, MPEXKIC BCETO, B COKPAIICHHWH YIPABISIONIETO W OOCITY>KHBAIOIIETO
MEepPCOHANIa M pacHMpeHnn (QYHKIMHA 32 CYET YCTpaHCHHS MyOJupoBaHUsS (yHKIIAN
Pa3IMYHBIX pAOOTHUKOB U LEHTPATU3AIUU PSAaa yCIIyT.

MHorue KOMIaHUM JOOMBAIOTCS 3HAYUTENIBHOM 5SKOHOMHUHU B KPaTKOCPOYHOM
MEepCHeKTUBa 3a CYET LEHTPAIM3alMd MapKeTHHTa H CObITAa, BO3MOXHOCTH
npeasiaraTh  AUCTpUObIOTOpaM  0oJjiee  IIUPOKUH  ACCOPTUMEHT  MPOIYKTOB,
MCIIOJIb30BaTh 00IIIME PEKIaMHBIE MaTepUAJIb.

[TonyyeHue HKOHOMHHM TYTE€M JUKBUIAIMU AYOIUPOBaHUS OCOOCHHO XapaKTEepHO
JUISI TOPU3OHTANBHBIX ciausiHud. Ho u mpu oOpa3oBaHMM KOHTJIOMEPATOB MOPOH,
BO3MOXKHO, €€ JIOCTHXKeHHEe. B 3Tom ciiydae 100MBalOTCS SKOHOMHMHM 3a CYET
yCTpaHEHUsI TyOJUpOBaHUS (PYHKIMN pa3IMUHBIX PAOOTHUKOB U IEHTpaIU3ALUU
psaga yciuyr B Takux cdepax, Kak OyXrajarepckuil ydyeT, (PMHAHCOBBI KOHTPOJIb,
JEJIONPOU3BOACTBO,  NOBBINIEHUWE  KBadu(uKanmuu  THepcoHasia ©U  ofliee
CTpaTermyeckoe ympamjieHue KommnaHueu. Kpome Toro, ormagaer HEOOXOIUMOCTb
nyOJMpOBaHMS  MPOTPAMMHOTO  OOECIEUEHMSs, MNPUOOpETEHUE JIMIECH3UM Ha
HCIIOJIb30BaHUE KOTOPOTO TPeOyeT, KaK MPaBUIIO, 3aTPAThl HEMAJIBIX CPEJICTB.
Hueepcugurayus npoussodcmea. Bozmooxcnocms ucnonv3osanus  u30blmoyHbix
pecypcos

OyeHp YacTO MPUYMHOW CIUSHUN W TIOTJIOIICHHWM SIBISETCS IUBEpPCUBUKAIINS B
apyrue Buiabl OusHeca. JluBepcudukamus IMOMOTaeT CTaOWIM3UPOBATH TOTOK
JI0XO/IOB, YTO BBITOJIHO W PAOOTHUKAM JIaHHOW KOMITAHWM, W TIOCTaBIIUKaM, U
MOoTpeOuTENSIM (depe3 paclIMpeHre aCCOPTUMEHTA TOBAPOB U YCIIYT).

MOTHBOM [IJ1s1 CTUSIHUS MOKET CTaTh MOSBIICHUE Y KOMIIAHUW BPEMEHHO CBOOOTHBIX
pecypcos. JlomycTuM, OHa IEMCTBYET B OTPACIH, HAXOISIIEHCS B CTAJAUU 3PEIIOCTH.
Komnanus co3maer KpymHbIE TIOTOKM JICHEXKHBIX CpPEACTB, HO pacrojiaraer
HE3HAYUTEIHHBIM BBIOOPOM TMPHUBIIEKATEIBHBIX WHBECTUIIMOHHBIX BO3MOYXHOCTEH.
[TosToMy 4YacTo TOAOOHBIE KOMMIAHWM MCIOJIB3YIOT O0pa30BaBIIMECS H3IUIIKU
JICHEKHBIX CPEACTB Uil MPOBEACHUS CIUAHWN. B NpOTUBHOM ciydae OHM CaMH
MOTYT CTaTh OOBEKTOM TIOTJIONICHUS JAPYTMMH (QupmMaMu, KOTOpbIe HaWmyT
MpUMEHEHNE N30BITOYHBIM JICHEKHBIM CPEJICTBAM.

DTOT MOTHUB CBSI3aH C HaJekJAaMU HAa U3MEHEHUE CTPYKTYPbl PHIHKOB WJIM OTpAcCIiei,
C OpHUEHTaIMEN Ha TOCTYN K HOBBIM BaXKHBIM PECYpPCaM U TEXHOJIOTHSIM.

Pasnuya 6 puinounoii yene komnanuu u cmoumocmu ee 3ameuienus

3a4acTyio Ipolle KyNnuTh ACHCTBYIONIEE NPEANPUITUE, YEM CTPOUTH HOBOE. ITO
I[eJIECO00Pa3HO TOTJA, KOTJA pHIHOYHAS OIICHKAa HMMYIECTBEHHOTO KOMILJIEKCa
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LEJIEBOIl KOMIIAHUU (KOMIIAHUM-MUIIEHH) 3HAYUTEIbHO MEHBIIE CTOUMOCTH 3aMEHBI
€€ aKTUBOB.

Pa3Huia B ppIHOYHOM LIEHE KOMIIAHUW U CTOMMOCTH €€ 3aMEILECHHS] BO3HUKAET U3-3a
HECOBMAJCHUS PHIHOYHOM M 0aJaHCOBOM CTOMMOCTH MNpUOOpeTaeMoil (UPMBIL.
PoiHouHast ctouMocTh GupMbl 0a3upyeTcss Ha €€ CIOCOOHOCTH MPUHOCUTH J10XO/IbI,
YeM U OMpEeAenseTcs 3KOHOMHUYECKAs IEHHOCTh €€ AaKTUBOB. EciM TOBOpUTH O
CIpaBeJIUBON OIIEHKE, TO MMEHHO PBhIHOYHAs, a He OajaHCcoBasi CTOMMOCTb OyJeT
OTpa)kaTh SKOHOMHUYECKYI0 LIEHHOCTb €€ aKTHUBOB, a, KaK IOKAa3bIBACT IPAKTHUKA,
PBIHOYHASI CTOMMOCTh OYE€Hb YAaCTO OKAa3bIBAETCS MEHbLIE OaNaHCOBOM (MHQIIALMS,
MOpaJIbHBINA U PU3NIECKUI H3HOC U T.I1.).

Pasnuya meosicoy nukeuoayuonnou u mexyuiet pblHOYHOU CHMOUMOCHbIO (Npodadica
“épazopoc’) VlHaue STOT MOTHUB MOXHO C(HOPMYIHMPOBATH CIEAYIOIIUM O0pa3oM:
BO3MOKHOCTh “‘IEIIEBO KYNUTh M JOpOro mpojars’. Hepenko IMKBUAALMOHHAA
CTOMMOCTb KOMIIAaHUM BBIIIE €€ TEKYIIEH PBIHOYHON CTOMMOCTH. B 3TOM ciiydyae
¢bupma, gaxke Npu YCIOBUM IPHUOOPETEHHUS €€ MO II€HE HECKOJIbKO BBIIIE TEKYIEH
PBIHOYHOM CTOMMOCTH, B AaJIbHEHIIIEM MOXKET OBITh ITpojaHa “BpazOpoc”, MO 4acTsM,
C TOJYYEHUEM MPOJAABLIOM 3HAYUTENIBHOTO J0X0Ja (€CIU aKTUBBI (PUPMBI MOTYT
OBITh MCHOJIB30BaHbl OoJjiee 3PPEKTUBHO MPU HUX MPOJAXKE IO YaCTAM APYyTrUM
KOMIIaHUSIM, UMEET MECTO NOoJo0Me CHUHEpPIuH U cuHepreruyeckoro 3pdexra). B
LEJIOM €CJIM TMPHUAEPKUBATHCSI TOUKH 3PEHMs 11€JI€CO00pPa3HOCTH, TO JIMKBUAALUS
JOJKHA UMETh MECTO TOTJa, KOrjga SKOHOMUYECKHUE MPUOOPETEHUS NEPEBEIIUBAIOT
SKOHOMUYECKHUE MOTEPH.

Jluunvle momuebl _meneddcepos. CmpemneHue YGeauuums NoIUmu4eckuti gec
PYKOB0OCIEA KOMNAHUU

be3yciioBHO, 4YTO JENOBbIE PEMICHUS OTHOCUTEIBHO CIHUSHHUS M TOTJIOLIEHUS
KOMITAHW OCHOBBIBAIOTCS HAa 3KOHOMUYECKOW 1enecooOpazHocTH. OJIHAKO €ecTh
IpUMEpHI, KOrja MOJOOHbIE pelleHus 0a3upyrTCs CKOpee Ha JIMYHBIX MOTHBaXx
YOPABJSIIONIMX, YEM Ha 3KOHOMHYECKOM AaHajau3e. OJTO CBA3aHO C TEM, 4YTO
PYKOBOAMTENN KOMIIAHUH JIIOOST BJIACTh U MPETEHAYIOT Ha OOJBIIYIO OIUIAaTy TPYyAa,
a TpaHUIbl BJIACTM W 3apaboOTHas IJIaTa HAXOIATCS B OIpPENEICHHOW CBSI3U C
pazMepaMy KOPIOpaLHH.

Momus ymenvuienus Haio208, MamMoICeHHbIX NAamedcel U UHblx cOopos

Hepenko omHol W3 BECKMX NPUYMH CIIMSHUI/TOTJIONMICHUN SIBISIETCS COKpAIllCHUE
HAJIOTOBBIX TuIatexked. Hampumep, BbICOKONPUObLIbHAS (UpMa, HECYIIash BBICOKYIO
HaJIOTOBYIO HAarpy3Ky, MOXET MpPUOOpPEeCTH KOMIIAHMIO C OOJBIIMMH HaJIOTOBBIMH
JBroTaMu, KOTOpbIE OYIyT MCMOJb30BAHbI JIJIsl CO3IAaHHOW KOPIOpAIMu B IEJIOM. Y
KOMITAHUH MOXXET UMEThCA MOTEHIMAIbHASI BO3MOKHOCTh 3KOHOMHUTh Ha HAJIOTOBBIX
maTexxax B OrO/KeT Oyiarojaps HaJIOrOBBIM JIbIOTaM, HO YpOBEHb €€ NpHObLIeH
HEJI0CTATOYEH, YTOOBI peaibHO BOCIIOJIB30BATHCS ATUM NMPEUMYIIIECTBOM.

B CIIA ecnu ¢upma BBIIIIAUYMBAET JOMOJHUTEIbHBIC JUBUACH]IBI, TO BJa/EJbIIbl
aKLIMK JOJDKHBI 3aIUIATUTh HAJIOTH 10 MX MOJydeHHH. BMecTe ¢ TeM HCIOIb30BaHNE
CBOOOJHBIX JCHEKHBIX CPEJCTB I MPUOOpPETEHUsI APYyrod (uUpMbI HE TOBJICUET
HEMEJJICHHBIX TIOCIEJACTBUN MO yIUIAT€ HAJOTOB TOKYMAaromieil (Gupmoil wim ee
aKIIMOHEpaMH.
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WNHuorna mocne 0aHKPOTCTBAa M COOTBETCTBYIONIEH pEeOpraHU3aiy KOMIIAHUS MOXKET
BOCIIOJI30BAThCSl MPABOM IE€pEHOCA IOHECEHHBIX €10 YOBITKOB Ha o0JaraeMylo
HajoroM npuObUIL Oyaymux nepuonoB. [lpaBna, ciusHUS, NOPEANTPUHSATHIC
UCKIIIOUMTEIBLHO paju 3TUX Iieneid, HajoroBas ciyx6Oa CIIIA pacuenuBaer kak
COMHUTEJIbHbIC, U TPUMEHUTEIHHO K HUM MPUHIIUI TIEpeHOCca YOBITKOB MOXKET ObITh
OTMEHEH.

WNuTeHncuBHOE 1000MpoBaHKe cOOCTBEHHBIX MHTEpecoB no3Boiiier THK nobuBathes
W3MEHEHUS  HAJOTOBOTO W TaMOXXEHHOTO  3aKOHOJATENIhCTBA,  IOJIYYaTh
HCKITFOUUTEILHBIC JINIICH3UHU Ha MIPOBO3 OMPE/ICTICHHBIX TOBAPOB U T.II.

Momue npeumywecms nHa pvinke Kanumania

Kpynusle THK nobuBaroTcsi Oosiee BBITOJHBIX YCIOBHM KpeauToBaHus. Pasmep
KOMITAHWHM HEPEIKO caM M0 ceOe SIBISICTCS TapaHTOM CTAaOWJIBHOCTH W TIO3BOJISICT
oJiy4atb 0OO0Jie€ BBICOKMH KpPEOUTHBIM PEWTHUHI, 4YTO, KaK IPABWIIO, OTKPHIBAET
JOCTYI K 0oJiee JEIIeBbIM KPEAUTAM.

Kak u B ciydae ¢ mocraBumkamu, (MHAHCOBBIE OpraHU3AIMK JOPOXKAT KPYIMHBIMU
KJIMEHTaMHM, YTO TIO3BOJISIET HOBOOOpPa30BaHHOM KoMmaHuM  d(dexTrBHEE
MCIIOJIb30BaTh HMHCTPYMEHT JIaBJICHUSI.

Momue ycmpanenus nesgpgpexmusrnocmu ynpasieHus

PacnipocTpaneHne KayeCTBEHHOTO MEHE/KMEHTa Ha MOIJIONAEMYyI0 KOMIIAHUIO U
MpUBHECEHHE OO0Jiee COBEPIIEHHBIX TEXHOJOTUN YIpaBIEHUS CIOCOOHBI CTaTh
BaKHBIM (DaKTOPOM YCIIEXOB O0BEAUHEHHON CTPYKTYPHI.

[Tpu xenaruu Bceraa MOKHO HAUTH KOMIIAHUH, B KOTOPBIX BO3MOKHOCTH CHYKEHUS
3aTpaT M MOBBIIIEHUS OOBEMOB NPOAAX M MPUOBUIM OCTAIOTCS HE 1O KOHIA
WCIIOJIb30BAaHHBIMH, KOMIIAaHWHM, CTpajalomue OT HEJOCTaTKa TajlaHTa WIIH
MOTHBAIlMA PYKOBOJWTEJICH, T.e. KOMIIaHWU, UMeromue Hed(h()EKTUBHBIN ammapar
ynpaBieHus. Takue KOMIIAHWM CTAaHOBSATCS CCTCCTBEHHBIMHM KaHIWJIATaMH Ha
MOTJIONIEHWE CO CTOPOHBI (GuUpM, HMEIMUX 0Oonee APPEKTUBHBIE CHCTEMBI
ynpasieHus. B HekoTopbix ciydasx «Oosiee 3(h(HEKTUBHOE YIPaBICHUE)» MOXKET
O3Ha4yaTh IMPOCTO HEOOXOIUMOCTh OOJIE3HEHHOTO COKpAIlIeHHs] TepCOoHalla WU
peopraHu3alyy JeITeIbHOCTH KOMIIaHUH.

[IpakTrka TOATBEP)KIAET, YTO OOBEKTAMHU OOJIBIIMHCTBA YCICUIHBIX IMOTJIONICHUH,
KaK TMpPaBWIO, OKAa3bIBAIOTCA KOMIIAHWUU C HEBBICOKUMH OSKOHOMUYECKUMU
nokazatesnssMu. VcciaenoBaHusl TMOKa3bIBAlOT, YTO B IOTJIOMICHHBIX KOMIAHUSX
(dakTUYeCKue HOPMBI JTOXOAHOCTH OBUTM OTHOCHUTEIBHO HHU3KMMH B TCUCHHUC
HECKOJIBKHX JIET JI0 MX MMPUCOCIUHECHHSI K APYTUM (pUpMaMm.

Momue npuobpemenusi Kpynubix KOHMPAKMO8

VY HOBOI KOMITAaHUU MOSIBISICTCS IOCTATOYHO MOIIHOCTEN, YTOOBI KOHKYPHUPOBATH 3a
KpYIHBIC, B TOM YHCJIE TOCYIapCTBEHHBIC, KOHTPAKTHl — BO3MOYKHOCTB, KOTOPOU HE
obsiajiana HU OJHA U3 OOBEAMHSBIIMXCS KoMmmnaHuu. [lomyueHne Takoro KOHTpakTa
o0OecreuynBaeT ONTHUMAIBHYIO 3arpy3Ky MOIIMHOCTEH H TIO3BOJISIET peaaTnu30BaTh
skoHomHuI0 MacmTaboB. Kpymueidimme THK o6magator Takke J0CTaTOYHOM
SKOHOMHUYECKON MOIbI0, 4YTOOBI JOOOMpPOBaTH CBOM HWHTEPECHI, TEM CaMbIM
CTaHOBSICH €IIIe CHIIbHEE.
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Momus «too big to faily

Kak moxaspiBaeT OmNBIT OOJIBIIMHCTBA CTPaH, pa3Mephbl KOPHOpPAIMH CaMU 1O cebe
SIBJISIIOTCS] TApAHTHUEH €€ HaJIe)KHOCTHU (Tak Ha3biBaeMbIi 3dekT «too big to faily —
CJIMIIIKOM BEJIUK, YTOOBI 00aHKPOTUTHCS). [10CKONMBKY TOCYIapCTBO B CHUJTY IICJIOTO
psAla COIMATbHO-DKOHOMHUYECKMX TIPUYMH BBIHYXKJIEHO «OIleKaTh» Haunbojee
KpyIHbIE KOMIIQHWW, OHH IIOJy4YarOT JOMOJHUTEIbHBIC MPEUMYIIECTBA B
KOHKYPEHITUH ¢ 00JIee MEJIKUMHU.

Crnemyer OTMETHTh, YTO Ha MPAKTHKE OJHUM M3 HAmMOOJee YacTO MPUBOIUMBIX
MOTHBOB CIIMSTHUI/TIOTJIONIEHUH SIBISIETCSI SKOHOMUS Ha JOPOTOCTOSIINX padoTax mo
pa3pabOTKe M CO3aHUIO HOBBIX BHOB MPOIYKIIUU, a TAKKE HA KAITUTAJIOBIIOKCHUIX
B HOBYIO TEXHOJIOTHIO. 3a HHM CJIeyeT MOTHB 3KOHOMHUH OT COKpPAIICHUS
aIMUHUCTPATHBHBIX  pPacXOJI0OB  HA  COACp)KaHWE  YPE3MEPHO  OOJBIIOTO
yhopaBieHdeckoro anmapara. CpaBHATEITLHO MEHBIIEE 3HAUCHHE UMEET SKOHOMUS Ha
MaciTabax MPOM3BOJICTBA (CHMIKEHHME TEKYIIUX H3JCP)KEK MPOU3BOJICTBA), XOTS H
OHa CYIIIECTBEHHA.

OcCHOBHOM BHJ TOIJIOIICHUN, HAIIEAIIMKA NpUMEHEeHHuEe B Poccum, CBSI3aHHBIN C
MOoCeAYIOIeH TpoJakel paHee MNPUOOPETEHHOIO0 HMYIIECTBA IO  YacCTsM,
IIOCTENICHHO yracaeT. bojbllioe KOMMYeCTBO HMHOCTPAHHBIX (UPM HaIpaBJIsSeTCS
W/WIIA yCUJIMBAET CBOE MPHUCYTCTBHUE B BocTouHoit EBporie B ¢Bsi3M ¢ yKeCcTOUCHUEM
KOHKYPEHIIMY Ha HAIlMOHAIBHBIX PhIHKAX M OOIIUM YXYJIIEHHUEM KOHBIOHKTYPHI Ha
3anaze. [IppdaeM BO3MOKHOCTH CITUSHUS WM TTOTJIOIICHUS PACCMaTPUBAIOTCS UMM B
MIEPBYIO OYepe/Ib B CHITY IIPEUMYIIECTBA B CKOPOCTH BBIXO/a HA PHIHOK M CIIOKHOCTH
pa3BUTHSA COOCTBEHHBIMH CHJIAMH B CTpaHaX, Ii¢ OOJBITMHCTBO BOTIPOCOB PEIIAFOTCS
OJraroapst TUYHBIM CBSI3SIM U B COOTBETCTBHH C HEMTUCAHBIMHU 3aKOHAMH, K KOTOPBIM,
HECOMHEHHO, OTHOCcHTCS W Poccus. BeicTynas mapTHepamu 3amaHbBIX MHBECTOPOB
TP CIIUSTHAY/TIOTJIONIEHUHN, POCCUHCKIE KOMIIAaHUH JOJKHBI UIMETh MPECTaBICHUE O
MMOTEHIIMAJIBHBIX TpobJieMax B xoje ero mpoBeaeHus. CylmecTBYeT W OINACHOCTH
CKYIIKH WHOCTPaHHBIMH WHBECTOPAMH POCCHMCKUX KOMITAHUH C TOCIIEAYIOIHNM HX
3aKpBITUEM U1 JIMKBHJIAIIMKM KOHKYPEHIIMM Ha pPBIHKE, 4YTO TpeOyeT 0co0oro
KOHTPOJISI CO CTOPOHBI TOCYJIapCTBa, a TaK)Ke MPUMEHEHUs] TPOTHBO3aXBATHBIX MeEp.
Poccuiickum KoMmmaHUsSM, HECOMHEHHO, OYIyT IIOJE3HBI CHOCOOBI 3alUThl OT
MIOTJIONIEHHUS, pa3paboTaHHBIC U PUMEHIEMBIE B 3alIa{HON IIPAKTHKE.

2. AHa/IM3 OnbITA MPOLECCOB CJIUSIHUN U morJomenu B Poccuu m crpanax c
nepexoaHo IKOHOMUKOIA.
Render the following article into English.

MOAXO0/JIbl K OIIEHKE Y®®EKTUBHOCTH CJIUSHUN N
MOTI'JIOIEHUIA
CymiecTByeT omuO04YHOE MHEHHE, 4TO JIto0oe mnpuobpereHne GupMbl U3 pacTyiien
OoTpaciu WIM €€ TOKyNKa [0 IIeHe HIKe O0aJaHCOBOM CTOMMOCTH BCerna
sbdextuBHBl. BMecte ¢ TeM, OYEBHJIHO, YTO TPU OIEHKE TaKOro BHUIA
PECTPYKTYPHU3AINKA KOMITAHUN HEOOXOJUMO YIUTHIBATh OUY€Hb MHOTO (DaKTOPOB.
[Ipn moxymke KOMMaHUHM TPOUCXOJUT WHBECTHPOBAHUE CPEJICTB, CIIEIOBATEILHO,
MOXHO TPUMEHSATH OCHOBHBIC MPHUHITUIBI MPUHSATHS PEIICHUH O JOJITOCPOUYHBIX
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BIOKeHUsAX. OHaKo oreHKa 3(PGEKTUBHOCTH CIUSHUN WM TOTJIOIIEHUHN 3a4acTylo
OYEHb CJIOXKHA, YTO CBA3AHO CO CJIEAYIOIIUMHU MOMEHTAMMU:

J HEO0OXOIUMOCTBIO OIpPEACIICHUS] S)KOHOMUUYECKHUX BBITOJl U U3JIEPKEK, pacuera
cuHepreTuyeckoro 3¢ dexra;

J BaYKHOCTBIO BBISIBJIICHUSI KAK MOTUBOB CIIUSIHUS, TaK U TOTO, KTO U3 YYACTHUKOB
BEPOSITHEE BCErO U3BJIEUET U3 HETO MPUOBLIb, @ KTO IOHECET YOBITKH;

J BO3HHKHOBEHHEM OCOOBIX HAJOTOBBIX, MPABOBBIX, KAIPOBBIX M OYXTalTepCKUX
poOJieM;

J HEOOXOUMOCTBIO YUYUTHIBATh, YTO HE BCE CIUSHUA U TMOTJIOLIEHUS

OCYUIECTBJISIOTCS Ha JOOPOBOJIBHBIX Hauajax. B ciydae BpakIeOHBIX MOTJIOMICHHMA
U3JICP)KKH  HAa pealn3alHio 3TOM CHENKHM MOTYT CYIIECTBEHHO TPEBBICUTH
MPOTHO3UPYEMBIE.

s oneHku 3G (GEKTUBHOCTH CAETKUA HCIOJIB3YIOTCA pa3idudHble MoaxoAbl. O4eHb
YacTO aHAIW3 CIUSHUS WU TOTJIOMICHUS HAYMHAIOT C MPOrHO3a OyAyIIUX MOTOKOB
JCHE)KHBIX CPEICTB KOMIIAHWH, KOTOPYIO COOHMparoTCs MPHUCOSANMHHUTH. B Takoi
MPOTHO3 BKJIOYAKOT JII00O€ YBEIUMYEHHE JOXOJOB WIIM CHIKEHHE 3arpar,
OOyCIIOBJIICHHBIX CJIICIKOM, 3aTeM JAUCKOHTUPYIOT O3TH CYMMBl W CpPaBHUBAIOT
MOJIyYCHHBIM PE3yJbTaT C I[IEHOW MOKYNKW. B 3ToM ciydae oxumaemasi 4ducras
BBITOJIa PACCUMTHIBACTCS KaK pa3HUIA JUCKOHTUPOBAHHOTO TIOTOKA JIEHEKHBIX
CpeICTB MpHOOpeTaeMOi KOMIIAHWH, BKJIIOYAsl BBITOJIBI CIUSHUS WA TOTJIOLIEHUS, U
JICHEKHBIX CPEJICTB, HEOOXOAUMBIX JIJI1 OCYIIECTBICHUS STOU CIIEITKH.
PaccMoTpeHHBIN BBINIE MOAXOJA HE BCEr/la JaeT OOBEKTHUBHBIE pe3yibTarhl. [laxke
XOpOIIIO TOJATOTOBJICHHBIM AHAJIUTUK MOXET JOMYyCTUTh CEPhE3HbIE MPOCYETHl B
OLICHKE CTOMMOCTH KoMmaHuu. Orkugaemasi d9ucTas BBITOJa MOXKET OKa3aThCs
MOJIOKUTEIBHONW, HO BOBCE HE TOTOMY, 4YTO JAaHHOE CIUSHUE JACHCTBUTEIHHO
3¢ (deKTUBHO, a JHIIb K3-32 TOTO, YTO CIUIIKOM ONTUMHUCTHYHO OILIEHHWBAIOTCA
Oynymuye TOTOKHM JCHEXHBIX CpPEJCTB KOMIIAHWHU, KOTOpas BBHIOpaHa B KadyeCTBE
MumeHr. C Apyrol CTOPOHBI, AEHCTBUTENBHO BBITOJHOE CIHASHUE MOXKET U HE
COCTOATBHCSI, €CTIU OYJET HEJAOOIEHEH OTEHIIMAJ TTOTJI0IAEMON KOMITaHUH.
LlenecooOpa3Hee cHayana MOHAThb, IOYEMY [IBE€ MJIM HECKOJIbKO KOMITaHHM,
00BEIMHUBIIUCH, OyIyT CTOUTH JOPOXKE, UEM 1O OTACIBHOCTH; OIEHUTHh BO3MOXKHbBIE
MIPU 3TOM SKOHOMHYECKHUE BBITObI U U3JIEPIKKH.

DOKOHOMUYECKHE BBITOJBI OT CIMSHHUS BO3HHMKAIOT TOJBKO TOT/A, KOT/IA PhIHOYHAS
CTOMMOCTb KOMIIAHWH, CO3/IaHHOW B PE3YJIbTATE CIMSHUS WU TOTJIONICHUS, BBIIIIE,
YeM CyMMa PHIHOYHBIX CTOMMOCTEH o0pa3ytonux ee GupM 10 uX o0beAUHEHUS. DTU
BBITOJIBI W TIPEACTABISIOT COO0OM CcuHepreTHdeckuii 3(P¢heKkT, KOTOphIH B CBOIO
Oo4epeab BCELENO 3aBUCUT OT MOTHUBOB CIMSHUM M MOTJONIEHUW KommnaHuil. Pacuer
cuHepreTuyeckoro 3¢ @dexra mpeacTaBiseT co00N OJHY W3 CaMbIX CIIOXKHBIX 3aad
npu aHayuze 3PHEeKTUBHOCTH CIUSHUM.

B xonme anammza »sddexta OT CAUSIHUM U TOIVIOMEHUM KOMITAaHUN TaKke
MPENICTaBIISIETCS] 1IeJIECOO0pa3HbIM  yUUTHIBATh HEW30€KHOE 3aBBIINICHUE OLCHKU
CTOMMOCTH KOMITAHMM B YCJIOBHSX KOHKYPEHIIMM MEXAY TOTCHIIHAIbHBIMU
MOKyNaTEISIMU.

CrnusiHUSE MOTYT TIOBBICUTH 3((HEKTUBHOCTh OOBETUHUBIIINXCSI KOMITAHHUM, HO OHU e
MOTYT M YXYAIIUTH Pe3yJbTaThl TEKYIIEH MPOU3BOJCTBEHHON E€ATEIHLHOCTH,
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ycuiIuTh OpeMs Oropokpatuu. Yaie BCero JOCTaTOYHO CIIOKHO 3apaHEe OLEHUTD,
HACKOJIbKO BEJIMKH MOTYT ObITh U3MEHEHUS!, BbI3BAHHBIE MPOUCXOISAILIUM MTPOLIECCOM.
Ho u pe3ynbpTaThl MHOXKECTBA UCCIEAOBAHUI MO M3MEPEHUIO YUCTOTrO dPPeKTa yxe
IPOU3BENCHHBIX CIMSHUNA U TMOIJIOLICHUN JAOT OYEHb MPOTUBOPEUYUBBIE, 3a4aCTYIO
a0COJIIOTHO TIPOTUBOIOJIOKHBIE BHIBO/IBI.

ITo manaeiM Mergers & Acquisitions Journal 61% Bcex cnusHUN W TMOTJIOIICHUM
KOMITaHUM HE OKYNAaeT BJIOKEHHBIX B HUX cpeAcTB. A uccinenoBanue 300 ciusHMUM,
npoucmieqInX 3a nociegaue 10 meT, mpoBeNeHHOE ayAHTOPCKOM KOMITaHHUEH
PricewaterhouseCoopers (PWC), nmokazano, uro 57% xommnanuii, 00pa30BaBIIUXCS B
pe3ynbTaTe CIUSHUSA WA MOIJIOMIEHUS, OTCTAIOT MO MOKAa3aTelsiM CBOETO Pa3BUTHS
OT JAPYTUX aHAJOTUYHBIX MPEICTABUTENIEH TAHHOIO PhIHKA M BBIHYXJICHBI BHOBb
pa3zensAThCA Ha CAMOCTOSTENIbHBIE KOPIIOpaTUBHbIE eUHULIBL. Ha To cymecTByeT psaa
(hakTOpOoB:

® OTCYTCTBHE OIbITa MEHEI)KMEHTA,;

e cnabasi MPOAYMAaHHOCTb CTPYKTYPHI CIEIKH;

® [IEPEOLICHKA CHHEPTeTUYECKHUX 3 (PEKTOB;

® 3MEHEHUE PHIHOYHON KOHBIOHKTYPHI.

Bwmecre ¢ TeM aHaNTUTUYECKHE UCCIEAOBAHNS UMEBIINX MECTO CIUSHUI MMOKA3bIBAIOT
MHTEPECHBIE PE3YJbTAThl: OKA3bIBAETCS BBITOJIHEE MPOJABATH KOMIIAHHIO, YEM
npuoOpeTaTh 4yXyr. B OOJIBIIMHCTBE ClydyaeB aKIUOHEPHhl KOMITAHWMA, KOTOpPHIE
BBICTYIIAJIM MPOJABUAMH B CHAEJIKAX MO CIUSHUIO WX MOTJIOUIEHUIO, MOJYYHIH
BECbMa CYILIECTBEHHBIE BBIFOAbl, a aKIUOHEPhl MOTJIOMIAIOIEH KOMITAHUHU
BBIUTPHIBAJIU TOPA3I0 MEHbIIIE. DTO MOKHO OOBICHUTH JIBYMS TPUUHMHAMMU:

1. Bo-mepBbIX, MOMIOMIAIOIIME KOMITAHMM, KakK MpPaBHIIO, BCErAa KpYIHEE, 4YeM
norJomaemsle. B 3ToM citydae mpu paBHOMEPHOM pacCIpeAesIeHUH YUCTBIX BBITOJ OT
CIIUSIHUSI WJIU TIOTJIOIIEHUS MEXAY JBYMSI KOMIAHUSIMU aKIMOHEPhI KaXKIO0W M3 HUX
MOJIy4aT OJIMHAKOBBIE MPUOBLIM B aOCOIIOTHOM MCYHUCIEHHH, HO B OTHOCUTEIBHOM,
WM TPOLIEHTHOM, BBIPAKEHUU MPUOBLIM aKIIMOHEPOB IMOIVIONIAEMOM KOMIIAHUU
OKaXXyTCs TOpa3/io BhIIIIE.

2. Bo-BTOpBIX, CYIIECTBEHHO COJIECUCTBYET 3TOMY IPOLIECCY KOHKYPEHLHUS MEXKIY
nokynaressaMu. Kaxapii ciie1yromui NpeTeHAeHT Ha TOKYIIKY KOMITAHUU CTPEMUTCS
MPEB30MTH YCIIOBUSI, BBIIBUHYThIE MpenpiayiuMm. [Ipu 3ToM Bce Oosblasi 4acThb
BBIUTPBIIIA OT TMPEACTOSAIIECA CHAEIKH CIUSHHUS MEPEeXOAUT K AaKIMOHEpam
MOIJIONIAEMOM KOMITAaHMU. B TO Xe Bpemsi MEHEKEphl KOMIAHUU, KOTOPYIO
coOuparoTcsi TMOTJIOTUTh, MOTYT MPEANPUHATH P  MEp MPOTUBO3aXBATHOTO
XapakTepa, M00MBasich, YTOOBI MpoOJaka HMX KOMIIAHWH, €CIIM OHA W HACTYIHT,
MPOU30IILIA IO CAaMOM BBICOKOW M3 BO3MOXKHBIX B JAHHBIX YCIOBUAX LIEHE.
IIpakTHka CJUSIHMI U NOTJIOLICHUI B KOPIIOPATHBHOM CEKTOpeE.

Poccus Ob1a npusnana B 2003 r. komnanuein PricewaterhouseCoopers OeccriopHbiM
augepoMm u o oowvemy (23,7 mupa nomwn. CIHIA, B 1.u. 15,4 mupa. momn. CIIA
oTHocsTcs K Meracaenkam 6osiee 100 muH gosn. CHIA), U Mo KOJIMYECTBY CIIETIOK
(436) cnuanuit 1 nornomenuid B LentpanbHoii u Boctounoit EBpone. YuutbiBas
BBICOKYIO JIOJIFO TEHEBOI'O CEKTOpa B HallMOHAJIbHOM 3koHOMMKe Poccum, ata nudpa
MOJKET 0Ka3aThCs 3aHMKEHHOMN. B pe3ynprare 3toro muuepcrBo Poccun 1o nanHomy
CErMEHTY MOXKET CTAaTh 3HAYUTEIIbHEE.
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Poccutlickuil peiHOK cinusHuid 1 noraowmennid PWC nccnenosana snepssie B 2001 r.
Poccust Takke ObUla mpHU3HAHA JIMAEPOM JIaHHOTO PBIHKA cpeau cTpaH BoctouHoii
EBponbl. OIHOBpPEMEHHO AHANM3UPOBAIMCH PBIHKUA €HI€ IIEeCTH cTpaH: bosrapuwm,
Pymbiauu, CnoBakuu, Yexun, Benrpum u [lonsmm. B pacder Opanuch TOJIBKO
nyOIuYHO OOBSIBICHHBIE HEMPUBATU3AIMOHHBIE clieNKU. Beero uccinenoBano Ooiee
1176 cnenok nHa 38,6 mupa goiul. bmwkailmmm koHKypeHTOM Poccuu okasanack
Yemickast pecniyoauka (162 cnenku Ha cymmy 7,4 MIIpAd T0J1.).

OCHOBHBIM JBHXKYIIMUM MOTHMBOM KOHCOJIMJIAlIMM AaKTUBOB Ha pPbIHKax BocTodHOI
EBpomnsl siBuiiock npucoenuuenne k EC u, ciie1oBatesibHO, yCUIEHNE KOHKYPEHITUU.
B 2001 r. B EBpomne, kak 1 BO BceM MHpE, 0OTMEYAJIOCh 00II1ee CHUKEHNE aKTHBHOCTH
Ha PBIHKE CIMSHUI U MOTJIOLIEHUM, TOBOPUTCA B UCCIIeIOBaHUU. Tak, 00beM CHEIIOK
B Uexun, Benrpuu u Ilonmeme cokpatwica Ha 32%. B Poccum xe »Tor mporecc,
HAIlPOTHUB, TOJHKO Habupan o0opoThl. OOBEM CIUSHUA W TIOTJIONICHWA B HAIIeH
ctpane coctaBui quiib 0,8% ot BBII (o maputeTy nokynaTeibHOW CIIOCOOHOCTH),
B 2001 r., 0,9% B 2003 r., B TO BpeMs Kak aHaJIOTUYHBIA Tokazatenab 1o EC B
cpeaHeM mpesbimaet 7%. CiaeaoBaTeabHO, pPOCCUMCKAN PHIHOK UMEET 3HAYUTEIbHBIN
MOTEHLHA POCTA.

OOmiee KOJMYECTBO CHACJIIOK CIHUSHUA U TOTJIONICHUH B MHUPE HE3HAYUTEIHHO
COKpaTWJIOCh (HampuMep, B HaubOoJjiee JHUHAMUYHO OTPAKAIOIIEH COCTOSHUE
HSKOHOMHUKH XHMHYECKOM OTpaciu HX KOJUYECTBO cocTaBwio 80 CHENOK), UTo
OTpa)XeHO Ha puc. |. POCCHMHCKMI pPBIHOK TOJIBKO BXOJIWT B AarpeCCUBHYIO
KOHKYPEHTHYIO Cpelly H, CcJeAoBaTellbHO, Habupaer o0opotel. [lo oneHkam
aHaMTUKOB B 2004 T. BelIMKa «IPUBATU3ALMOHHASN» COCTABIIAIONIAS HA POCCUHUCKOM
PBIHKE, HO U «KOMMEpUYECKas» TaKKe 3HaYUTEebHA.
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400 4 memm  KOMMYeCTRC CRBNOK 4 20,000
8 as04 —4—  PasMap pbHKa g
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&
i 300+ 115000 =
g 3
250+ =
g
2001 10,000 &
=
150+
1004 5,000
b0
04— e — 0

banrapua ¥opsarka Hacwan BeHmua Manewa Byrariren FoccrR Crogaswp  CrosesAs
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Puc. 1. Obwasn pacuemnas pvlHouHasi cMoOUMOCHb COENOK U 00Ujee KOIUYEeCmE0
coenok 6 2003 2.

OO1ree KOJMYECTBO CHENOK CIMSHUA W TOIJIOUICHWMH B MHUPE HE3HAUYUTEIBHO
COKpaTWjoch (Hampumep, B HauOojiee JUHAMHYHO OTPAXKaloIIed COCTOSHUE
SKOHOMHUKH XHMHYECKOM OTpacid HX KOJIMYECTBO cocTaBwio 80 CHENoK), 4To
OTpaX€HO Ha puc. |. POCCHHCKMI pPBIHOK TOJIBKO BXOJIWT B AarpeCCHUBHYIO
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KOHKYPEHTHYIO Cpely |, CJeaoBaTelibHo, Habupaer o6opotel. [lo omeHkam
aHanuTUKOB B 2004 r. BeIMKa «IIPUBATU3ALMOHHAS» COCTABJISIONIAs HA POCCUHCKOM
PBIHKE, HO U «KOMMEpPUYECKash TAK)KE 3HAYUTEIbHA.

O0beM TOJIBKO TPEX POCCUMCKUX CIUSHUN M morjoineHuid npessicua 11,350 mapn
nomn. CIHIA. Kpynueiimme caenku — mnokynka Opurtanckot BP  nHedTsiHOM
komrnanud THK, ciussaue FOKOCa u «Cubnedtu», a Takxe mokynka 25% axuuid
«Pycckoro amomunus» “Kommnanuei ba3oBblii 3meMeHT”. UTO KacaeTcsi caMmbIX
AKTUBHBIX «IOTJIOTUTEIEH», WX CHUCOK HUKOro He yauBuT. OT0 KoHCcopumym
«Anppa-rpynm», rpynna MM, «Cubupckuii amomunuit» (HpiHEe «ba3oBbIi
aneMeHT»), Hedsanble THranTel — HK JIVKOWJI n HK IOKOC, a Taioxe nmuep
MHIIEBOU oTpaciu — «BumM-buiiie-/lanny.

Cpennuil pazMep CIEIOK IO CIUSHUIO U MOIJIOIIEHUIO COCTABWI 52 MIIH JOJIJIapOB.
Ecnu e He yuuThIBaTh onepamuy «O0IbIION CEMEPKN», TO CPEIHUN pa3Mep CACIIOK
COCTABJIIIECT BCEro 15 MIIH 10JUIapoB.

Ha namem poiHke, o nanHsiM PWC, npeBanupyroT CAEIKA MEXAY POCCUHCKUMU
yuyactTHukaMu (86% OT cyMMapHOro oObema ClAusHUW u TnorjomeHuit). U3
MHOCTPAHHBIX HHBECTOPOB HAa POCCUHWCKOM pBIHKE JIMUPYIOT aMEpPUKaHIBI,
3akirounBIIME 48 cIEeTI0K Ha BceM BOCTOYHO-€BpONIENCKOM MPOCTPAHCTBE.

HoBoit TeHnmeHnuend cpend pOCCUUCKHX KOMITAHUM SIBIIETCA TPHOOpETEHHE
KOMITaHWM, Haxonamuxcs 3a pyoexom. [lo pernony u3 12 cnenok mo MHBECTUIUSAM
3a pyOex Ha om0 Poccun mpuxonuTes TpU paMKax KOTOPBIX ObUIM MPUOOPETEHBI
nonn komnanui B Benrpum, Xopeatun n Hopserun. Oxxupmaercss pocT KOJIMYECTBA
MOJOOHBIX CHEJOK, TaK KaK POCCHICKHE KOMIAaHWH, OOJaJarolIue CpelcTBamH,
CTPEMSTCS] BOMTHU B YUCJIO YYACTHUKOB MUPOBOTO PhIHKA.

CerMeHTalUsl PHIHKA CJAMSIHUA M norJiomeHuii B Poccun

B 2001 r. ciexnctBueM pocTa BHYTPEHHETO CHOpOCa CTajda AKTHUBU3ALMS TaKHX
oTpaciei, Kak TMPOU3BOJCTBO MPOAYKTOB mNHUTaHUS W HanuTkoB (11%),
MPOMBIIIUICHHOCTh W TelnekomMMmyHuKanuu (22 u  11%  CcOOTBETCTBEHHO).

Pacnipenenenue caenok CIusiHUM U MOTJIOMIEHHUH 110 OTPACIISIM MPEACTABICHO HA PUC.
2.

[Mpowzeon-
CTEEHHAA
E%‘.E;Ea PHHAHCOEAA
cpepa
20%
Mpoyue
20%
Mpogy KT I
MHTAHHA K
TapmMako- HEMKWTEH
NOrMaA H 11%
HHMHEATEI Tenekonny-
2% HHe grczmﬁa HHEALMHK
11%

Puc. 2. Ceamenmot poccuiickoeo pvinka cauanuti u noeaouienuti Ha 2001 2.
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B 2003 r. BBuay OnaromnpusITHON KOHBIOHKTYPHl BHEIIHUX PBHIHKOB HauOOJbINAs
aKTUBHM3alMg HaONIOAaNach B MPOMBILIUIEHHOM IPOU3BOACTBE, B T.4. HE(PTIHOM,
METAJUTypPru4eCcKOM IMPOMBIIUICHHOCTH, a TakK€ B OTPACISIX, HALEICHHBIX Ha
BHYTPEHHHI CIIPOC: MPOU3BOACTBO MPOAYKTOB NUTAHUS, (PMHAHCOBBIE YCIYTH H
AHEPreTUYECKAS] OTPACIIH.

Poccuiickuii ”HBECTUIIMOHHBIM OW3HEC MPU3HAET CBOE JIMIEPCTBO B LleHTpanpHOM 1
Bocrounoii EBpomne: sxoHomuka Poccuu camasi 6oJipliiasi B perMoHe U K TOMY K€
MEpPEeKUBAET MOABEM. BMecTe ¢ TeM aOCOJIOTHASI OLICHKAa POCCHICKOTO pPBhIHKA HE
COOTBETCTBYET PEAIBHOMY MOJIOKECHUIO JeJI. HYacTo MmakeT akuuil pPOCCUHUCKOTO
MPEINpUITHS IEPEBOIUTCS ¢ 0AHOTO o diopa Ha qpyroi, u 00 3TOM He 3HAIOT HU
pPEeryJATOpbl, HU KOHKYpEeHThl. Takas curyauuss B OOJbIIECH CTENEHH CBSI3aHA C
YBEIIMUYEHUEM TMOJUTUYECKUX PHUCKOB IS KPYINHOTO M KpymHeWlero OuszHeca
cTpanbl. Hampumep, B ciydae BbIBOAA aKIUil Wiu 1oied B od@dIIoOpHBIE 30HBI
MHOCTPAHHOM IOPUCIMKIUU MMOMHUMO SKOHOMHH HAJIOTOBBIX IUIATEXKEW MPOUCXOIUT
CMEHa IOPUJAMYECKMX HOPM U TMpaBwi, a Ou3Hec OOJbIIe JOBEPSICT HWMEHHO
MHOCTPAHHOMY IIPABOCYAMIO 3@ OTCYTCTBHUE AHTaXUPOBAHHOCTU U JABJICHUS
BJIACTEMN.

BoiBOAbI

Hauboinee npumeHsieMblii T01X0/1 K OlleHKe YP(HEKTUBHOCTH CIUSHUN U MOTJIOMICHUMA
OCHOBBIBAE€TCS HAa OIEHKE JUCKOHTHUPOBAHHOTO TOTOKAa CBOOOIHBIX JEHEXKHBIX
CPEACTB.

DKOHOMHMYECKHUE BBITOJIBI OT CIIMSHUS BO3HHUKAIOT TOJBKO TOTAA, KOTAA PHIHOYHAS
CTOMMOCTh KOMIIAHWH, CO3IAHHOM B PE3YJIbTATE CIMSHUS WIHA IOIJIOMICHUS, BBIIIE,
YeM CyMMa PbIHOYHBIX CTOMMOCTEN 00pa3yronux ee GupM 10 UxX 0O0bEAUHEHUS.
OCHOBHBIM JBHKYIIIMM MOTHBOM KOHCOJIMJAIMM AKTUBOB Ha phIHKax BocTouHom
EBponsl ssBuince npucoennnenne Kk EC u, cneioBaTenbHO, YCUICHUE KOHKYPEHITUU.
Ha poccuiickoM peIHKE NPEBATUPYIOT CHEJIKM MEXAY POCCUMCKUMH YYaCTHUKAMH,
Ha HUX npuxoautcs 86% OT CyMMapHOro oObema CIUSHMM W morioiieHui. 13
MHOCTPAHHBIX HUHBECTOPOB HA POCCUMCKOM PBIHKE JIMAUPYIOT aMEPUKAHLIBI.
AKTUBH3alMs PhIHKA CIUSHHUN M TorjionieHui B Poccuu mo orpacisiM oOycioBieHa
POCTOM BHYTPEHHEr0 CHpOoca Ha MPOAYKTHl MUTAHUS W HAMUTKH, (UHAHCOBBIC
YCIIyTH, TPOMBIIUIEHHOCTh U TEJIEKOMMYHUKALIUU.

Essential vocabulary

1 horizontal merger  ropu3oHTaNbHBIC  CIHSHHS, OOBCAMHEHHWE KOMITAHHUN
OJHOM OTpaciu

2 vertical merger o0ObeIMHEHNE KOMMAHWM pa3HBIX OTpACiei, CBI3aHHBIX
TEXHOJIOTUYECKAM IPOIECCOM IMPOU3BOJCTBA T'OTOBOTO
NPOJIYKTa, T.C. PACHIMPEHHE KOMITAHUCH-TTOKYIATEIIeM
CBOGH  JeATeNbHOCTH  JHOO  HA  TPEAbIIyIIue
NPOU3BOJCTBCHHBIE CTAIUH, BIUIOTH JO WCTOYHHKOB
CBIpBs, JIMOO HA TOCIEAYIONMEe — 1O KOHEYHOTO
notpebutens. Hampumep, ciausiaue ropHOI00BIBAIOININX,
METALTYPTHYECKUX W MAITHHOCTPOUTEIIBHBIX KOMIIaHHHA

3 market-extension  ciusHHE ¢ pACHIMPEHHEM pbIHKa, T.€. NPUOOpETEHHUE
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merger

4 product-extension
merger

5  conglomeration

6 purchase mergers

7 transnational
merger

8 cross-border
acquisition

9 hostile(unfriendly)
mergers

10 friendly mergers

11  consolidation

12 synergy

13  resource transfer

14 economy of scale

15  cross-selling

16 taxation

17  litigation

18 reverse take-over

19  reverse merger

20  hubris

21  stock swap

22  target company

References

JOTIOJIHUTENIbHBIX ~ KaHAJIOB pealn3alud  MPOIYKIIHH,
HanpuMep, CYNEepMapKeTOB B HOBBIX reorpauyecKkux
paroHax

CIUSHHE C PACHIMPEHUEM TMPOAYKTOBOM JIMHHUH, T.€.
COCAMHEHNE HEKOHKYPUPYIOIIUX MPOAYKTOB, KaHaJbI
peanu3anuu 1 MpoLecc MPOU3BOICTBA KOTOPBIX TOXOKHU
KOHTJIOMEpATUBHbIE CIUSHUSA, OObEIMHEHHE KOMIIAHUUN
pa3IMYHBIX OTpaciiell 0e3 HaMuuus TPOW3BOJICTBEHHOU
OOILIHOCTH, T.€. CIMSHUE TAKOrO THUIA — 3TO CIUSHUE
GupMbl OTHOM OTpaciau ¢ GUPMOI APYroil oTpaciu, HE
SIBJISIFOIICVCS. HU TIOCTaBIIMKOM, HU MOTPEOUTENEM, HHU
KOHKYpEHTOM. B pamkax KoHriomepaTa OObeAUHIEMbIC
KOMITAHHH HE UMEIOT HU TEXHOJOTMYECKOT0, HU LETIEBOTO
€IMHCTBA C OCHOBHOM cdepoil NesaTenbHOCTH (PUPMBbI-
UHTErpaTopa

CIUSIHUE KOMIAHWW C NPUCOEAUHEHUEM AaKTUBOB IO
IIOJIHOM CTOMMOCTH

TPAHCHALIMOHAJIbHBIE CIUAHUS KOMIIAHUM B Pa3HBIX
CTpaHax

TpaHCHAI[MOHAJIbHBIC TOTJIONICHUS, T.. MpUOOpeTeHue
KOMIIaHUM B IPYTHX CTPaHax

BpaXXJIeOHBIE CIUSHUS

JPY>KECTBEHHBIE CITUSHUS
KOHCOJIUJALUs, OObEAUHEHUE, CIUSHUE JBYX WIH
HECKOJIbKUX (pUpM, KOMIaHUM, HApUMEDP, KOHCOTUAAIUS
0OaHKOB C ITOMOIILIO CIUAHUMN U ITOTJIOIIEHUI

MOJIyYCHHE CHUHEPTeTUYECKOTO s dexra, T.C.
B3aMMOJIOTIOJIHSIOIIEE JEHCTBUE AaKTHUBOB JABYX WIIU
HECKOJIBKUX MPEANPUATHM, COBOKYIIHBIA PE3YJbTAT
KOTOPOTr0 HAaMHOIO MPEBBIIMIAET CYMMY PpPe3yJbTaTOB
OTHENBHBIX JEUCTBUN 3TUX KOMIIAHUU

MOTHUB B3aHMOIONIOJIHSIOIINX PECYPCOB

SKOHOMHMSI, OOYCJIOBJICHHAsI MacIITabamMu

NnepeKkpecTHas Mpojaxka, T.e. MpPoJaxa HECKOJIbKUX
OT/ICJIbHBIX MTPOTYKTOB

HaJIOTOBBIE MOTHUBBI

TsK0a, CyZeOHBIN Mpoliece

00paTHOE MOTJIOLIEHUE

00paTHOE CIIUSHHE

BBICOKOMEpHUE, CIIECh

CBOM akiuii (0OMEH)

KOMIaHUs-KaHAUAAT Ha MOTJIONIEHUE

123



1. West’s Encyclopedia of  American Law /Full Article/.
http://www.answers.com.topic.

2. “Cross-border merger and acquisition with special reference to India” Dr.Vijay
Kumar Sharma. 2008. Faculty Column/FC.

3. Wikipedia-the free encyclopedia http://en.wikipedia org/wiki/merger.

4, West America Bancorporation Acquisition of Kerman State Bank Finalized.
http://www.com/p/ articles.2006.June.

5. World Investment Report 2000: Cross-border mergers and acquisitions and
development. New York and Geneva: UNCTAD, 2008.

6. ”AHanu3 omnbiTa IPOLECCOB CIUSHUM M MOrIomeHud B Poccun u crpaHax ¢
MePEX0HON SKOHOMUKOWY. “DunancoBbiii MeHexMeHT . N1.2005.

7. ?CnussHuss W norjowieHus” Marepuan w3  Bukunenun — cBOOOJHOM
SHUUKJIONEINHN.

8. “ CnustHud W norJioleHus: komnanuii”. Baagumuposa N.I'. “MeHemkMeHT B
Poccun u 3a pyoexxom™. 2009.

124



UNIT 6. BUSINESS ETHICS

WHAT IS BUSINESS ETHICS?
Philosophy Dictionary: business ethics
The branch of ethics that analyses problems and dilemmas created by business
practices: for example, the social responsibilities of the firm, the proper limits of
acceptable competition, the weighing of conflicting obligations to stockholders and
clients, and the extent and limits of company loyalty.
Columbia Encyclopedia: business ethics
The study and evaluation of decision making by businesses according to moral
concepts and judgments. Ethical questions range from practical, narrowly defined
Issues, such as a company's obligation to be honest with its customers, to broader
social and philosophical questions, such as a company's responsibility to preserve the
environment and protect employee rights. Many ethical conflicts develop from
conflicts between the differing interests of company owners and their workers,
customers, and surrounding community. Managers must balance the ideal against the
practical—the need to produce a reasonable profit for the company's shareholders
with honesty in business practices, safety in the workplace, and larger environmental
and social issues. Ethical issues in business have become more complicated because
of the global and diversified nature of many large corporations and because of the
complexity of government regulations that define the limits of criminal behavior. For
example, multinational corporations operate in countries where bribery, sexual
harassment, racial discrimination, and lack of concern for the environment are neither
illegal nor unethical or unusual. The company must decide whether to adhere to
constant ethical principles or to adjust to the local rules to maximize profits. As the
costs of corporate and white-collar crime can be high, both for society and individual
businesses, many business and trade associations have established ethical codes for
companies, managers, and employees. Government efforts to encourage companies to
adhere to ethical standards include President Clinton's Model Business Principles
(1995), in a program overseen by the Dept. of Commerce.
Wikipedia: business ethics
A form of applied ethics that examines ethical principles and moral or ethical
problems that arise in a business environment. It applies to all aspects of business
conduct and is relevant to the conduct of individuals and business organizations as a
whole. Applied ethics is a field of ethics that deals with ethical questions in many
fields such as medical, technical, legal and business ethics.
In the increasingly conscience-focused marketplaces of the 21st century, the demand
for more ethical business processes and actions (known as ethicism) is increasing.
Simultaneously, pressure is applied to industry to improve business ethics through
new public initiatives and laws (e.g. higher UK road tax for higher-emission
vehicles). Businesses can often attain short-term gains by acting in an unethical
fashion; however, such behaviours tend to undermine the economy over time.
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
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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).

Comprehension.

Compare the following definitions of the term business ethics.

1) What do they have in common?

2) How do they differ?

3) Which definition do you consider to be the best? Why?

4) Give your own definition of the term business ethics on the basis of these three
ones.

Part 1. Reading.

Text 1.
INSIGHTS INTO BUSINESS ETHICS

Most people involved in business—whether functioning as a small business owner,
employee, or chief executive officer of a multinational company—eventually face
ethical or moral dilemmas in the workplace. Such dilemmas are usually complex, for
they force the person making the decision to weigh the benefits that various business
decisions impart to individuals (including him or herself) and groups against the
negative repercussions that those same decisions usually mean to other individuals or
groups. LaRue Hosmer, a business ethics expert who teaches at the University of
Michigan, observed that reaching a "right" or "just” conclusion when faced with
moral problems can be a bewildering and vexing proposition. But he contended that
businesspeople are likely to reach and act on morally appropriate decisions if they do
not lose sight of the fundamental issue of fairness. Those who get sidetracked by
issues of profitability and legality in gauging the morality of a business decision, on
the other hand, often reach ethically skewed choices. As it has been proven time and
again in the business world, the legality of a course of action may be utterly irrelevant
to its "rightness.” In addition, any discussion of business ethics is a subjective one,
for everyone brings different concepts of ethical behavior to the table. These moral
standards are shaped by all sorts of things, from home environment to religious
upbringing, to cultural traditions.

In recent years, the issue of business ethics has garnered increased attention.
Corporate research and watchdog groups such as the Ethics Resource Center and the
Council on Economic Priorities point out that the number of corporations that engage
In ethics training and initiate socially responsive programs has increased dramatically
over the course of the past two decades, and that courses on business ethics have
proliferated in America's business schools during that time as well. But observers
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have also noted that over that same period of time, the business world saw numerous
instances of stock price pumping through corporate downsizing, punitive actions
against "whistleblowers,” and other practices that point to a still-prevalent emphasis
on the bottom line over all other considerations in many industries.

Competitive Pressures on Ethical Principles

American society places a great emphasis on success, which in and of itself is not a
bad thing. It is perfectly justifiable to want to make full use of one's talents and
provide for oneself and one's family. People involved in the world of business,
however, often face situations in which advancement—whether in position,
influence, or financial stature—can be gained, but only by hurting other individuals
or groups. Small business owners are confronted with these choices even more often
than other people of the business world because of the greater degree of autonomy in
decision making that they often enjoy. Moreover, the ethical decisions of small
business owners are likely to impact on far greater numbers of people than are the
ethical decisions of that business owner's employees. Very often, an employee's
ethical choices (to claim credit for the work done by another, to falsify number of
hours worked, etc.) have an impact on a relatively small number of people, usually
co-workers or his or her employer. The ethical choices of business owners,
however—whether to use inferior materials in preparing goods for customers,
whether to place employees in a poor HMO, whether to lay off a dozen workers
because of careless personal financial expenditures, etc.—often have far more wide-
ranging repercussions.

Indeed, the pressure to make morally compromised choices on behalf of the company
you lead can be quite powerful, whether the enterprise is a lone clothing store or a
regional chain of record stores, especially when you feel the health and vitality of
your enterprise may be at stake. As Mary Scott observed in the Utne Reader,
“companies that go public, are sold to outside investors, merge with other businesses,
and feel the increased competition of businesses based less on values increasingly
face an unnerving conflict between their social values and their bottom line.”

Some business analysts contend that American businesses—and their leaders—are
more prone to ignore ethics as a part of a decision making process than ever before.
Even some “good citizen” efforts undertaken by businesses are dismissed as evidence
of increased marketing savvy rather than demonstrations of true devotion to ethical
business standards. Other critics of modern American business practices grant that
good citizen efforts, while laudable, are all too often aberrations. As David Korten
wrote in Business Ethics, “all this focus on measures like recycling, cleaning up
emissions, contributing to local charities, or providing day care sounds noble, but it's
little more than fiddling at the margins of a deeply dysfunctional system.” Korten
insists that the current widespread emphasis on maximizing financial returns to
shareholders—an emphasis that starts with multinational companies but filters down
to smaller enterprises as well—makes it “all but impossible to manage for social
responsibility.”

Some economists and ethicists contend that such emphases on profitability are, in and
of themselves, evidence of a set of legitimate ethical principles. The economist
Milton Friedman criticized those who insisted that executives and business owners
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had a social responsibility beyond serving the interests of their stockholders or
members, saying that such views showed “a fundamental misconception of the
character and nature of a free economy. In such an economy, there is one and only
one social responsibility of business—to use its resources and engage in activities
designed to increase its profits, so long as it stays within the rules of the game, which
IS to say, engages in open and free competition, without deception or fraud.” Some
observers even argue that this pursuit of financial gain ultimately serves the larger
community, albeit unintentionally. The economist James McKie wrote that "the
primary goal and motivating force for business organizations is profit. The firm
attempts to make as large a profit as it can .... Profits are kept to reasonable or
appropriate levels by market competition, which leads the firm pursuing its own self-
interest to an end that is not part of its conscious intention: enhancement of the public
welfare." Others, of course, vigorously dispute such interpretations of capitalism and
corporate duties as an outright abdication of responsibility for actions undertaken in
pursuit of the best possible bottom line. Such philosophies, they argue, provide
people with a veneer of ethical cover to engage in everything from ruthless
downsizing to environmental degradation, to misleading advertising.

Organizational Pressures

Organizational pressures can further complicate ethics issues, especially for
employees of larger firms. The small business owner can often do a great deal to
shape the ethical environment in which his or her employees work (and the ethical
rules under which the business itself operates), but the responsibility for imposing
ethical standards in larger organizations often becomes more diffuse. But both large
and small businesses sometimes impose operating systems that make it more
tempting for workers to engage in acts that are questionable or wrong. As Hosmer
pointed out, a business may employ an incentive system for its sales force that is so
heavily commission-oriented that salespeople feel greater pressure to make bribes, or
a corporate control system may be so fixated on cost controls that production
managers find it impossible to fulfill orders without using inferior materials or cutting
corners on workmanship. Indeed, Hosmer observed that perhaps the most powerful
organizational pressure that can be placed on an employee is the pressure to do the
“wrong” thing for the alleged good of the company. In such instances, the employee
is presented with a choice between career and morality.

Of course, many people in business also find themselves at crossroads wherein the
ethical road is clearly marked, but see at a glance that the other road looks far more
inviting because of its promises of professional or financial advancement. “It is not
difficult to discern right from wrong, but grasping the difference is only a first step,”
wrote business executive William R. Holland in Industry Week. “There must be the
will, the inner discipline, the strength, and the character to do the right thing,
regardless of the cost. Doing the wrong thing is to disregard the rights of others and
inflict harm or grief on them.”

Establishing and Maintaining Ethical Standards of Behavior in Business
Entrepreneurs and small business owners wield great influence in determining the
ethical philosophies of their business enterprises. Employees often follow the lead of
the owner in executing their duties and attending to their responsibilities, so it is
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incumbent on the owner to establish a work environment that embraces moral
standards of behavior. There are exceptions to this, of course; dishonest and unethical
employees sometimes work in otherwise ethical companies, just as honest and ethical
workers can be found in organizations with a prevailing culture of duplicity and
selfishness. But a business owner or manager who wishes to establish an ethical mind
set in his or her company can help the cause by being proactive.

Business experts and ethicists alike point to a number of actions that owners and
managers can take to help steer their company down the path of ethical business
behavior. Establishing a statement of organizational values, for example, can provide
employees—and the company as a whole—with a specific framework of expected
behavior. Such statements offer employees, business associates, and the larger
community alike a consistent portrait of the company's operating principles—why it
exists, what it believes, and how it intends to act to make sure that its activities
dovetail with its professed beliefs. Active reviews of strategic plans and objectives
can also be undertaken to make certain that they are not in conflict with the
company's basic ethical standards. In addition, business owners and managers should
review standard operating procedures and performance measurements within the
company to ensure that they are not structured in a way that encourages unethical
behavior. As Ben & Jerry's Ice Cream founders Ben Cohen and Jerry Greenfield
stated, “a values-led business seeks to maximize its impact by integrating socially
beneficial actions into as many of its day-to-day activities as possible. In order to do
that, values must lead and be right up there in a company's mission statement,
strategy and operating plan.”

Finally, and most importantly, business owners and managers lead by example. If a
business owner treats employees, customers, and competitors in a fair and honest
manner—and suitably penalizes those who do not perform in a similar fashion—he or
she is far more likely to have an ethical work force of which he or she can be proud.
“It is perfectly possible to make a decent living without compromising the integrity of
the company or the individual,”" wrote business executive William R. Holland. "Quite
apart from the issue of rightness and wrongness, the fact is that ethical behavior in
business serves the individual and the enterprise much better in the long run.”

Indeed, some business owners and managers argue that ethical companies have an
advantage over their competitors. Cohen and Greenfield said, “consumers are used to
buying products despite how they feel about the companies that sell them. But a
values-led company earns the kind of customer loyalty most corporations only dream
of—because it appeals to its customers on the basis of more than a product.... They
like how doing business with [a values-led company] makes them feel.”

Comprehension.

Answer the questions.

1) Why have business ethics problems become so urgent nowadays?

2) How do such ethical dilemmas appear? What makes them so complex?

3) What kind of interdependence exists between competitiveness and business ethics?
4) Do you agree with some business analysts’ opinion that American businesses tend
to ignore business ethics? Why?
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5) What interpretations of the term social responsibility of business do you know?
Which one appeals to you most? Why?

6) How can different company structures complicate business ethics issues?

7) Is it possible to establish and maintain ethical standards of behavior in business?
Why is it really necessary nowadays?

Text 2.

THEORETICAL ISSUES IN BUSINESS ETHICS
Conflicting interests
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 such conflict between one or more of the parties, that
serving the interest of one party is 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.
Ethical Issues and Approaches
Philosophers and others disagree about the purpose of the business ethic in society.
For example, some suggest that the principal purpose of a business is to maximize
returns to its owners, or in the case of a publicly-traded concern, its shareholders.
Thus, under this view, only those activities that increase profitability and shareholder
value should be encouraged, because any others function as a tax on profits. Some
believe that the only companies that are likely to survive in a competitive
marketplace are those that place profit maximization above everything else.
However, some point out that self-interest would still require a business to obey the
law and adhere to basic moral rules, because the consequences of failing to do so
could be very costly in fines, loss of licensure, or company reputation. The noted
economist Milton Friedman was a leading proponent of this view.
Some take the position that organizations are not capable of moral agency. Under
this, ethical behavior is required of individual human beings, but not of the business
or corporation.
Other theorists contend that a business has moral duties that extend well beyond
serving the interests of its owners or stockholders, and that these duties consist of
more than simply obeying the law. They believe a business has moral responsibilities
to so-called stakeholders, people who have an interest in the conduct of the business,
which might include employees, customers, vendors, the local community, or even
society as a whole. Stakeholders can also be broken down into primary and secondary
stakeholders. Primary stakeholders are people that are affected directly such as
stockholders, whereas secondary stakeholders are people who are not affected
directly such as the government. They would say that stakeholders have certain rights
with regard to how the business operates, and some would suggest that this includes
even rights of governance.
Some theorists have adapted social contract theory to business, whereby companies
become quasi-democratic associations, and employees and other stakeholders are
given voice over a company's operations. This approach has become especially
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popular subsequent to the revival of contract theory in political philosophy, which is
largely due to John Rawls’ A Theory of Justice, and the advent of the consensus-
oriented approach to solving business problems, an aspect of the "quality movement”
that emerged in the 1980s. Professors Thomas Donaldson and Thomas Dunfee
proposed a version of contract theory for business, which they call Integrative Social
Contracts Theory. They posit that conflicting interests are best resolved by
formulating a “fair agreement” between the parties, using a combination of i) macro-
principles that all rational people would agree upon as universal principles, and, ii)
micro-principles formulated by actual agreements among the interested parties.
Critics say the proponents of contract theories miss a central point, namely, that a
business is someone's property and not a mini-state or a means of distributing social
justice.

Ethical issues can arise when companies must comply with multiple and sometimes
conflicting legal or cultural standards, as in the case of multinational companies that
operate in countries with varying practices. The question arises, for example, ought a
company to obey the laws of its home country, or should it follow the less stringent
laws of the developing country in which it does business? To illustrate, the United
States law forbids companies from paying bribes either domestically or overseas;
however, in other parts of the world, bribery is a customary, accepted way of doing
business. Similar problems can occur with regard to child labor, employee safety,
work hours, wages, discrimination, and environmental protection laws.

It is sometimes claimed that Gresham's law of ethics applies in which bad ethical
practices drive out good ethical practices. It is claimed that in a competitive business
environment, those companies that survive are the ones that recognize that their only
role is to maximize profits.

Corporate ethics policies

As part of more comprehensive compliance and ethics programs, many companies
have formulated internal policies pertaining to the ethical conduct of employees.
These policies can be simple exhortations in broad, highly-generalized language
(typically called a corporate ethics statement), or they can be more detailed policies,
containing specific behavioral requirements (typically called corporate ethics codes).
They are generally meant to identify the company's expectations of workers and to
offer guidance on handling some of the most common ethical problems that might
arise in the course of doing business. It is hoped that having such a policy will lead to
greater ethical awareness, consistency in application, and the avoidance of ethical
disasters.

An increasing number of companies also require that employees attend seminars
regarding business conduct, which often include discussion of the company's policies,
specific case studies, and legal requirements. Some companies even require that their
employees sign agreements stating that they will abide by the company's rules of
conduct.

Many companies are assessing the environmental factors that can lead employees to
engage in unethical conduct. A competitive business environment may call for
unethical behavior. Lying has become expected in fields such as trading. An example
of this is the issues surrounding the unethical actions of Salomon Brothers.
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Not everyone supports corporate policies that govern ethical conduct. Some claim
that ethical problems are better dealt with by depending upon employees to use their
own judgment.

Others believe that corporate ethics policies are primarily rooted in utilitarian
concerns, and that they are mainly to limit the company's legal liability, or to curry
public favor by giving the appearance of being a good corporate citizen. ldeally, the
company will avoid a lawsuit because its employees will follow the rules. Should a
lawsuit occur, the company can claim that the problem would not have arisen if the
employee had only followed the code properly.

Sometimes there is disconnection between the company's code of ethics and the
company's actual practices. Thus, whether or not such conduct is explicitly
sanctioned by management, at worst, this makes the policy duplicitous, and, at best, it
Is merely a marketing tool.

To be successful, most ethicists would suggest that an ethics policy should be:

. Given the unequivocal support of top management, by both word and example.
. Explained in writing and orally, with periodic reinforcement.

. Doable....something employees can both understand and perform.

. Monitored by top management, with routine inspections for compliance and
improvement.

. Backed up by clearly stated consequences in the case of disobedience.

. Remain neutral and nonsexist.

Ethics officers

Ethics officers (sometimes called "compliance” or "business conduct officers") have
been appointed formally by organizations since the mid-1980s. One of the catalysts
for the creation of this new role was a series of fraud, corruption and abuse scandals
that afflicted the U.S. defense industry at that time. This led to the creation of the
Defense Industry Initiative (DII), a pan-industry initiative to promote and ensure
ethical business practices. The DIl set an early benchmark for ethics management in
corporations. In 1991, the Ethics & Compliance Officer Association (ECOA) —
originally the Ethics Officer Association (EOA) — was founded at the Center for
Business Ethics (at Bentley College, Waltham, MA) as a professional association for
those responsible for managing organizations' efforts to achieve ethically best
practices. The membership grew rapidly (the ECOA now has over 1,100 members)
and was soon established as an independent organization.

Another critical factor in the decisions of companies to appoint ethics/compliance
officers was the passing of the Federal Sentencing Guidelines for Organizations in
1991, which set standards that organizations (large or small, commercial and non-
commercial) had to follow to obtain a reduction in sentence if they should be
convicted of a federal offense. Although intended to assist judges with sentencing,
the influence in helping to establish best practices has been far-reaching.

In the wake of numerous corporate scandals between 2001-04 (affecting large
corporations like Enron, WorldCom and Tyco), even small and medium-sized
companies have begun to appoint ethics officers. They often report to the Chief
Executive Officer and are responsible for assessing the ethical implications of the
company's activities, making recommendations regarding the company's ethical
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policies, and disseminating information to employees. They are particularly interested
in uncovering or preventing unethical and illegal actions. This trend is partly due to
the Sarbanes-Oxley Act in the United States, which was enacted in reaction to the
above scandals. A related trend is the introduction of risk assessment officers that
monitor how shareholders' investments might be affected by the company's decisions.
The effectiveness of ethics officers in the marketplace is not clear. If the appointment
Is made primarily as a reaction to legislative requirements, one might expect the
efficacy to be minimal, at least, over the short term. In part, this is because ethical
business practices result from a corporate culture that consistently places value on
ethical behavior, a culture and a climate that usually emanate from the top of the
organization. The mere establishment of a position to oversee ethics will most likely
be insufficient to inculcate ethical behaviour: a more systemic programme with
consistent support from general management will be necessary.

The foundation for ethical behavior goes well beyond corporate culture and the
policies of any given company, for it also depends greatly upon an individual's early
moral training, the other institutions that affect an individual, the competitive
business environment the company is in and, indeed, society as a whole.
Comprehension

Say whether the following statements are true or false according to the text:

1). A stakeholder is any person, company, or other institution that owns at least one
share in a company. A stakeholder may also be referred to as a ‘“stockholder”.
Stakeholders are the owners of a company. They have the potential to profit if the
company does well, but that comes with the potential to lose if the company does
poorly.

2). Primary stakeholders: are those ultimately affected, either positively or negatively
by corporation's actions. Secondary stakeholders: are the “intermediaries”, that is,
persons or organisations who are indirectly affected by corporation's actions.

3). The proponents of contract theories argue that a business is someone's property
and not a mini-state or a means of distributing social justice.

4). Broadly, Gresham’s law applies to any process by which inferior products or
practices drive out superior ones.

5). Compliance officers of a company are officers primarily responsible for
overseeing and managing compliance issues within an organization. Generally, they
are in charge of overseeing and managing compliance issues within an organization,
ensuring, for example, that a company is complying with regulatory requirements,
and that the company and its employees are complying with internal policies and
procedures. They typically report to the Chief Executive Officer. The responsibilities
of the position often include assessing the ethical implications of the company's
activities, making recommendations regarding the company's ethical policies,
disseminating information to employees; leading enterprise compliance efforts,
designing and implementing internal controls, policies and procedures to assure
compliance with applicable local, state and federal laws and regulations and third
party guidelines; managing audits and investigations into regulatory and compliance
issues; and responding to requests for information from regulatory bodies.
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6). The foundation for ethical behavior depends only on corporate culture and the
policies of any given company.

Part 2. Vocabulary Practice

1. Match the terms with their definitions.
a) an organization’s need to streamline its operations, often
combined with layoffs, in order to cut labour costs by
reducing the size of the company;
b) the demand for more ethical business processes and
1 watchdog actions;
C) to become a public company;

2 pump and dump d) a form of microcap fraud that involves artificially inflating
(pumping) the price of a stock through false and misleading

3 downsizing positive statements, in order to sell the cheaply purchased
stock at a higher price;

4 welfare e) employees who report misconduct to a fellow employee or
superior within their company or to outside persons or entities

5 go public (e.g., to lawyers, the media, law enforcement or watchdog
agencies, or other local, state, or federal agencies);

6 bottom line f) the lowest line of the earnings report of a company, on
which net profit per share of stock is shown; profits or losses,

7 ethicism as of a business; the basic or most important factor,
consideration, meaning, etc.; the final or ultimate statement,

8 whistleblowers decision, etc.

g) health, comfort, happiness, prosperity, and wellbeing in
general; financial and other assistance given to people in
need;

h) a person or group that acts as a protector against
inefficiency, etc.

2. Complete the sentences using the correct word from the list below.

allege, core, dovetail, professed, lawsuit, agency, benchmark, stake, self-interest,

kickback
1 The State shall leave the largest portion of personal free to each of its
citizens.
2 For arranging the contract he got a of $20,000.
3 The new salary deal for railway workers will be a for pay settlements

in the public sector.
4 He has passed on secret information to a newspaper. This is what they :
but they are unlikely to be able to prove it.
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5 The company is on the verge of bankruptcy, and hundreds of jobs are at

6 The belief in free enterprise is at the of their political thinking.

7 , rather than compassion, prompted his large donation to the charity,
which he knew would be reported in the press.

8 How well do these new ideas into the existing system?

9 The victims have started a to get compensation for their injuries.

10 The president has his enthusiasm for the scheme.

3. The following sentences define some Business Ethics terms. Which ones?

1). A sales tactic in which a bargain-priced item is used to attract customers who are
then encouraged to purchase a more expensive similar item.

a) bait and switch b) bucket shop c) fair trade

2). A term describing the ways that corporations from the developed world allegedly
claim ownership of, free ride on, or otherwise take unfair advantage of, the genetic
resources and traditional knowledge and technologies of developing countries.

a) bioprospecting b) biopiracy c) attack ad

3). Establishing the price of a product or service, rather than allowing it to be
determined naturally through free market forces. This procedure is often an illegal
practice.

a) price skimming b) pump and dump c) price fixing

4). The dissemination of misleading information by an organization to conceal its
abuse of the environment in order to present a positive public image.
a) attack ad b) ethisism C) greenwash

5). An organization’s need to streamline its operations, often combined with layoffs,
in order to cut labour costs by reducing the size of the company.
a) outsourcing b) downsizing ¢) rightsizing

6). An administrative approach used to control pollution by providing economic
incentives for achieving reductions in the emissions of pollutants.
a) cap and trade b) fair trade C) greenwash

7). A person under contract to work for a definite period of time, usually without pay
but in exchange for, for example, transportation, food, drink, clothing, lodging and
other necessities.

a) slave b) indentured servant c) serf

8). A brokerage firm that “books" (i.e., takes the opposite side of) retail customer

orders without actually having them executed on an exchange.
a) shill b) bucket shop c) forex scam
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4. There is a logical connection among three of the four words in each of the
following groups. Which is the odd one out, and why?

1 price skimming — price fixing — pump and dump — bait and switch

2 creative accounting — transfer pricing — earnings management — misleading
financial analysis

3 pyramid scheme — stock fraud — microcap stock — forex scam

4 affirmative action — business intelligence — industrial espionage — intellectual
property

5 at-will employment — human resource management — labour law — fair trade

6 advertising regulation — false advertising — attack ad — viral advertising

7 patent infringement — patent troll — subliminal message — submarine patent

5. Explain in your own words what is meant in the following quotations from the
texts.

1). But he (LaRue Hosmer) contended that businesspeople are likely to reach and act
on morally appropriate decisions if they do not lose sight of the fundamental issue of
fairness. Those who get sidetracked by issues of profitability and legality in gauging
the morality of a business decision, on the other hand, often reach ethically skewed
choices.

2). As Mary Scott observed in the Utne Reader, “companies that go public, are sold
to outside investors, merge with other businesses, and feel the increased competition
of businesses based less on values increasingly face an unnerving conflict between
their social values and their bottom line.”

3). As David Korten wrote in Business Ethics, “all this focus on measures like
recycling, cleaning up emissions, contributing to local charities, or providing day care
sounds noble, but it's little more than fiddling at the margins of a deeply
dysfunctional system.”

4). The economist James McKie wrote that “the primary goal and motivating force
for business organizations is profit. The firm attempts to make as large a profit as it
can .... Profits are kept to reasonable or appropriate levels by market competition,
which leads the firm pursuing its own self-interest to an end that is not part of its
conscious intention: enhancement of the public welfare.”

5). “It is not difficult to discern right from wrong, but grasping the difference is only
a first step,” wrote business executive William R. Holland in Industry Week. “There
must be the will, the inner discipline, the strength, and the character to do the right
thing, regardless of the cost. Doing the wrong thing is to disregard the rights of others
and inflict harm or grief on them.”

6). As Ben & Jerry's Ice Cream founders Ben Cohen and Jerry Greenfield stated, “a
values-led business seeks to maximize its impact by integrating socially beneficial
actions into as many of its day-to-day activities as possible. In order to do that, values
must lead and be right up there in a company's mission statement, strategy and
operating plan.”

7). “It is perfectly possible to make a decent living without compromising the
integrity of the company or the individual,” wrote business executive William R.
Holland. “Quite apart from the issue of rightness and wrongness, the fact is that
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ethical behavior in business serves the individual and the enterprise much better in
the long run.”

6. Find in the text “Insights into Business Ethics” English equivalents of the
following Russian word combinations.

CPaBHUTh IMPEUMYLIECTBA C HETATHUBHBIMHU IMOCIEICTBUSMHU; OLEHUTH MOPAIBHOCTD
JICJIOBOTO PELICHUS; KOHTPOJIbHO-HAOIIOJaTEIbHbIE OpraHU3alluu; 00eCIeUuTh ceOsl
U CBOIO CEMBIO; MOJb30BATHCS OOJBUIEH HE3aBUCUMOCTBIO B NPUHATHHA PELICHUN;
[IPECIIEIOBATh  CBOEKOPBICTHBIE  LI€JIM;  3JpaBblil  CMBICH;  OOIIECTBEHHOE
0J1arOCOCTOSIHUE; HAaXOIUTHCS TOJA YrpO30M; NEJOBbIE MapTHEPHI, HCIOBEIYyEMbIC
yOeKIeHNUS; KOMITIPOMETUPOBATH YECTHOCTD KOMITaHHH; KOMITaHUs,
PYKOBOJICTBYIOIIAACS MOPAJIBbHBIMU LIEHHOCTSAMH; NEPECMOTPETh CHUCTEMY OLEHKH
AESITeIbHOCTH KOMITAHUU; OTINYATh J0OPO OT 371a; MPAKTUYECKUH pe3ysIbTaT; BECTU K
LEJU; COTPYIHUKHU OTAENA MPOJAK.

7. Complete the following sentences, using your own words as much as possible,
to summarize the text “Theoretical issues in business ethics”.

1). Business ethics can be examined from various perspectives, for example ... .

2). The principal role of ethics is ... .

3). Some economists suggest that the principal purpose of a business is to maximize
returns to its owners or shareholders. Thus, under this view, ...

4). Other theorists contend that a business has moral duties that extend well beyond
serving the interests of its owners or stockholders, and ... .

5). Some theorists have adapted social contract theory to business, whereby ... .

6). According to Gresham’s law of ethics ... .

7). Many companies have formulated corporate ethics policies, i.e. ... .

8). To be successful an ethics policy should be ... .

9). The creation of such a position as ethics/compliance officer was due to ... .

10). Ethics/compliance officers are responsible for ... .

8. Fill in the gaps with the correct prepositions.

1). In the 1920s, many large American corporations began, 1 a wide scale, to
establish pension funds, employee stock ownership, life insurance schemes,
unemployment compensation funds, limitations 2 working hour, and high
wages.

2). In The Generous Corporation, Neil J. Mitchell argues that the reason 3
many of these actions was that large corporations had a legitimacy problem.

3). Rational capitalists, starting 4 Henry Ford, also realized that a better paid
work force would be more loyal.

4). Of course, pure free market theorists disapprove 5 welfare capitalism,
and all actions inspired 6 “social responsibility” rather than the attempt to
maximize profits.

5). The benefits of such initiatives are not confined 7 those who bear the
costs.
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6). In a free enterprise, private-property system, a corporate executive is an employee
of the owners of the business. He has direct responsibility 8 his employers.
That responsibility is to conduct the business 9 accordance 10 their
desires, which generally will be to make as much money as possible, while of course
conforming 11 the basic rules of the society, both those embodied in law
and those embodied in ethical custom.

7).Thus executives should not make expenditures 12 reducing pollution
beyond the amount that is required by law or that is 13 the best interest of
the firm. To do so is to be guilty 14 spending the stockholders’ money.

8). According 15 the stakeholder model, business managers have
responsibility 16 all the groups of people with a stake 17 or an
interest 18 oraclaim 19 the firm.

9). Proponents of the stakeholder model suggest that supplies, customers, employees,
and members of the local community should be strongly represented 20 a
company’s board of directors.

Part 3. Speaking
Give a presentation on one of the following issues. (Use the Glossary!)

OVERVIEW OF ISSUES IN BUSINESS ETHICS
General business ethics
. This part of business ethics overlaps with the philosophy of business, one of
the aims of which is to determine the fundamental purposes of a company. If a
company's main purpose is to maximize the returns to its shareholders, then it should
be seen as unethical for a company to consider the interests and rights of anyone else.

. Corporate social responsibility or CSR: an umbrella term under which the
ethical rights and duties existing between companies and society are debated.

. Issues regarding the moral rights and duties between a company and its
shareholders: fiduciary responsibility, stakeholder concept v. shareholder concept.

. Ethical issues concerning relations between different companies: e.g. hostile
take-overs, industrial espionage.

. Leadership issues: corporate governance.

. Political contributions made by corporations.

. Law reform, such as the ethical debate over introducing a crime of corporate
manslaughter.

. The misuse of corporate ethics policies as marketing instruments.

See also: corporate abuse, corporate crime.

Ethics of accounting information

Main article: accounting ethics

. Creative accounting, earnings management, misleading financial analysis.

. Insider trading, securities fraud, bucket shops, forex scams: concern (criminal)
manipulation of the financial markets.
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. Executive compensation: concerns excessive payments made to corporate
CEO's and top management.

. Bribery, kickbacks, facilitation payments: while these may be in the (short-
term) interests of the company and its shareholders, these practices may be anti-
competitive or offend against the values of society.

Cases: accounting scandals, Enron, WorldCom

Ethics of human resource management

The ethics of human resource management (HRM) covers those ethical issues arising
around the employer-employee relationship, such as the rights and duties owed
between employer and employee.

. Discrimination issues include discrimination on the bases of age (ageism),
gender, race, religion, disabilities, weight and attractiveness. See also: affirmative
action, sexual harassment.

. Issues arising from the traditional view of relationships between employers and
employees, also known as At-will employment.

. Issues surrounding the representation of employees and the democratization of
the workplace: union busting, strike breaking.

. Issues affecting the privacy of the employee: workplace surveillance, drug
testing. See also: privacy.

. Issues affecting the privacy of the employer: whistle-blowing.

. Issues relating to the fairness of the employment contract and the balance of

power between employer and employee: slavery, indentured servitude, employment
law.

. Occupational safety and health.

All of the above are also related to the hiring and firing of employees. An employee
or future employee cannot be hired or fired on the bases of race, age, gender, religion,
or any other discriminatory act.

Ethics of sales and marketing

Main article: marketing ethics

Marketing, which goes beyond the mere provision of information about (and access
to) a product, may seek to manipulate our values and behavior. To some extent
society regards this as acceptable, but where is the ethical line to be drawn?
Marketing ethics overlaps strongly with media ethics, because marketing makes
heavy use of media. However, media ethics is a much larger topic and extends
outside business ethics.

. Pricing: price fixing, price discrimination, price skimming.

. Anti-competitive practices: these include but go beyond pricing tactics to cover
issues such as manipulation of loyalty and supply chains. See: anti-competitive
practices, antitrust law.

. Specific marketing strategies: greenwash, bait and switch, shill, viral
marketing, spam (electronic), pyramid scheme, planned obsolescence.

. Content of advertisements: attack ads, subliminal messages, sex in advertising,
products regarded as immoral or harmful

. Children and marketing: marketing in schools.

. Black markets, grey markets.

139



See also: memespace, disinformation, advertising techniques, false advertising,
advertising regulation

Cases: Benetton.

Ethics of production

This area of business ethics deals with the duties of a company to ensure that
products and production processes do not cause harm. Some of the more acute
dilemmas in this area arise out of the fact that there is usually a degree of danger in
any product or production process and it is difficult to define a degree of
permissibility, or the degree of permissibility may depend on the changing state of
preventative technologies or changing social perceptions of acceptable risk.

. Defective, addictive and inherently dangerous products and services (e.g.
tobacco, alcohol, weapons, motor vehicles, chemical manufacturing, bungee
jumping).

. Ethical relations between the company and the environment: pollution,
environmental ethics, carbon emissions trading

. Ethical problems arising out of new technologies: genetically modified food,
mobile phone radiation and health.

. Product testing ethics: animal rights and animal testing, use of economically
disadvantaged groups (such as students) as test objects.

See also: product liability

Cases: Ford Pinto scandal, Bhopal disaster, asbestos / asbestos and the law, Peanut
Corporation of America.

Ethics of intellectual property, knowledge and skills

Knowledge and skills are valuable but not easily "ownable" as objects. Nor is it
obvious who has the greater rights to an idea: the company who trained the employee,
or the employee him/herself? The country in which the plant grew, or the company
which discovered and developed the plant's medicinal potential? As a result, attempts
to assert ownership and ethical disputes over ownership arise.

. Patent infringement, copyright infringement, trademark infringement.

. Misuse of the intellectual property systems to stifle competition: patent misuse,
copyright misuse, patent troll, submarine patent.

. Even the notion of intellectual property itself has been criticised on ethical
grounds: see intellectual property.

. Employee raiding: the practice of attracting key employees away from a
competitor to take unfair advantage of the knowledge or skills they may possess.

. The practice of employing all the most talented people in a specific field,

regardless of need, in order to prevent any competitors employing them.
. Bioprospecting (ethical) and biopiracy (unethical).

. Business intelligence and industrial espionage.

Cases: private versus public interests in the Human Genome Project
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Ethics and Technology

The computer and the World Wide Web are two of the most significant inventions of
the twentieth century. There are many ethical issues that arise from this technology. It
IS easy to gain access to information. This leads to data mining, workplace
monitoring, and privacy invasion.

Medical technology has improved as well. Pharmaceutical companies have the
technology to produce life saving drugs. These drugs are protected by patents and
there are no generic drugs available. This raises many ethical questions.
International business ethics

While business ethics emerged as a field in the 1970s, international business ethics
did not emerge until the late 1990s, looking back on the international developments
of that decade. Many new practical issues arose out of the international context of
business. Theoretical issues such as cultural relativity of ethical values receive more
emphasis in this field. Other, older issues can be grouped here as well. Issues and
subfields include:

. The search for universal values as a basis for international commercial
behaviour.

. Comparison of business ethical traditions in different countries.

. Comparison of business ethical traditions from various religious perspectives.

. Ethical issues arising out of international business transactions; e.g.

bioprospecting and biopiracy in the pharmaceutical industry; the fair trade
movement; transfer pricing.

. Issues such as globalization and cultural imperialism.
. Varying global standards - e.g. the use of child labor.
. The way in which multinationals take advantage of international differences,

such as outsourcing production (e.g. clothes) and services (e.g. call centres) to low-
wage countries.

. The permissibility of international commerce with pariah states.

Foreign countries often use dumping as a competitive threat, selling products at
prices lower than their normal value. This can lead to problems in domestic markets.
It becomes difficult for these markets to compete with the pricing set by foreign
markets. In 2009, the International Trade Commission has been researching anti-
dumping laws. Dumping is often seen as an ethical issue, as larger companies are
taking advantage of other less economically advanced companies.

Part 4. Writing.

There are several opposing views on the social responsibilities of business.

a). Some people argue that the objective of business, and consequently the role of
managers, is to make as much money as possible for companies’ owners, the
stockholders or shareholders.

b). Other people argue that companies have to be careful never to cheat customers,
but for purely business reasons, rather than ethical ones: disappointed customers will
not buy any more of your products in future.
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c). Still other people insist that companies have social and ethical responsibilities to
their customers, their staff, their business partners, their local community, society in
general, and the natural environment, that are as important as, or more important
than, their responsibility to provide a financial return to their shareholders.

Write an essay of 200-250 words giving your opinion on the subject.

Read these notes before you write your essay.

1. Choose one of these viewpoints and prove its rightness.

2. Try to persuade your readers that it is the only right one.

3. Show the drawbacks of the two others.

4, You may want to take an argument against your opinion and say why that
argument is wrong.

5. Plan before you write. Think of 3-5 points to support your view. Make each of
these points a paragraph, and give more details and examples where possible.

6. Do not get emotional. Use convincing arguments. Comments like “people who
think this are stupid” are not very useful.

7. Although you are expressing your opinion, use “I”” as little as possible, because
you want to suggest that your ideas are facts. It is better to use an impersonal style.
Here are some useful expressions for this kind of essay.

The problem (issue, phenomenon of ... is (appears) to be (has) always been.../It is a
controversial (burning, hot) question.../There 1s a dispute (discussion, no
agreement).../First of all/Firstly/To begin with/Secondly/Finally/What is
more/Despite  this/In  spite of this/In fact/As a matter of fact/In
addition/Besides/Moreover/Furthermore/The main drawback (problem)
with...is.../So/As a result/Consequently/Therefore/However/On the one hand...On
the other hand/In contrast/In conclusion/To sum up/On the whole/All in all/In
general/It seems important to add (point out, remind) that.../As critics point out
(claim)...

Part 5. Rendering and Discussion.
Render the following Russian article into English and discuss it with a partner.

BU3HEC-OTUKA: COBPEMEHHBIE ITOAXO/1bI
Canap Mameoos - pyxosooumenv denapmameHma 00pa308ameibHblX NPocPamMm

Ha ¢one skoHOMHMUECKHX pedopM, pa3BUTHUS YaCTHOTO MPEANPUHUMATEIIbCTBA,
(dhopMUpOBaHUSI HOBBIX PHIHOYHBIX OTHOIIECHHWH, a TaKKE€ B YCIOBUSIX MPHUBJICUCHUS
3apyOCKHBIX  HMHBECTUIMH, HEOOXOJMMOCTh TPHUMEHEHHS HOBBIX METOJIOB
MEHE[KMEHTA IPUOOPETAET aKTyaJbHBIN XapakTep.

Heine npennpruaumarenu u3 PO ycraHaBIMBaKOT OTHOLIEHHS HE TOJBKO CO CBOMMU
naptiepamu u3 crtpadn CHI, HO Takke CTpeMATCS HalaJAUuTh KOHTAKTHI C
3apyOeXHBIMU CTpaHamu. OJHAKO OHM, 3a4acTyr0 He oOmamas uHbopmaruend o
3amajiHOM CHUCTeME MEHEHKMEHTa, 00 MX MPUHIUIAX U OIbITaX, HCIBITHIBAIOT
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3aTPyAHECHHS B MPOIECCE MPUHATHS PEIICHUS, B 3aBOCBAHUM JOBEPHUS 3apyOeKHBIX
NapTHEPOB, & CAaMOE IIABHOE, B OTCTAUBAHWU CBOUX MPAB.

B To e Bpems ecTb MHOTO (haKTOB, CBUICTEIbCTBYIOIIMX O HAAYBAaTEJIbCTBE HAIIUX
npearnpuHuMareieil  3apyOekHbIMU — mapTHepamu. HWHOCTpaHHBIE HHBECTOPHI,
HaJlaXuBasi KOHTAaKThl C KakoW - JMOO MECTHOW KOMMaHWEH, B MEpPBYIO OYepelb
oOpaniaroT BHUMaHKie Ha Takue (GaKTophl, KaK JOBEpUE K KOMIIAHUU, COOIIOJCHUE €10
MECTHBIX U MEXIYHAPOIHbBIX 3aKOHOB, €€ peIyTallisl CpeId HaceICHUsI.

B »ToM muane mpoOiema OW3HEC - 3THKM Bce 0Oojee MpUOOPETaeT aKTyalbHBIH
XapakTep. B pa3BUTHIX CTpaHax MHpa K HEW OTHOCATCS C OOJIBIIMM BHUMAHHEM.
[ToroMy 4TO, HE y4WUTHIBasi HTUYECKHE ACHEKThl OM3HECA, HEBO3MOXKHO CO3/1aTh
HOPMAJIbHBIE TOPTOBBIC U SKOHOMHYECKUE OTHOIICHUS MEXITY CTPAaHAMH.

N3BecTHO, 4yTO pa3BUTHE B KaKOHW - JIMOO CTpaHE WU B KOMIAHUUA BO3MOXHO B TOM
Clly4ae, €CJIM YJIEHbl KOMIAHUU WJU TPaXJaHe OTHOCSTCS C JOBEPUEM U yBaKEHUEM
apyr k apyry. Ilono6Hoe noBepue U yBakeHHE OCHOBBIBACTCS HA TaKUX MOHSTHSX,
KaK COIMaJIbHAasi OTBETCTBEHHOCTb, XOPOIIMA MEHEIKMEHT U MPO3PAYHOCTb.
Bxkpartie, nporpamma o Ou3HeC - 3TUKE ONPEEIseT OTBETCTBEHHOCTh MPEATPUSTHS
WJIM KOMIIaHUU.

busnec - aTHKa Takxke peryaupyer u 0000IIaeT STHYECKUE TOBEACHHS COTPYIHUKOB
U JAPYTUX NapTHEPOB. 3HAUUT, OM3HEC - ITHKA SIBJISETCA CPEACTBOM OCYIIECTBICHHUS
JIBYX BaKHBIX Iejedl kommanuu. [logoOHBIN croco0 MmoMoraer pyKOBOJUTEISM
NpeanpusiTdid  o0ecreunTh COONIOJIGHUE ycTaBa M MPaBWI KOMIIAHUU €€
COTPYIHHKAMH U APYTHUMH MapTHEPAMH, OCYIIECTBISITH KOHTPOIb HA/T HUIMH.

C nmpyrod CTOpPOHBI, 3TO AAET BO3MOYKHOCTb PYKOBOJHWTENIO NMPEANPUATUS CO3AATh
yCJIOBUs, 0a3upyOIIUMecs Ha IIEHHOCTSAX, KOTOPBIC MPEBBIIIC MUCAHBIX 3aKOHOB. A
TaKXe CO3/Ial0TCsl TAKUE YCIIOBHS, KOT/1a OH MOXET JJOCTUYh 00Jiee BHICOKUX IICJICH.
OcHOBOI OM3HEC - ATUKU SIBJISIIOTCS MOPaJIbHBIE HOPMbI. DTH HOPMBI OCHOBBIBAIOTCS
Ha SI3bIKE, KYJbTYpPE U TPAIWIIUUA Kako - TuOO CTpaHbl M Hapona. buszHec - 3THKa
MMEET TaKKE€ COLMAIbHYIO OCHOBY, T. €. OHa SfBJISIETCA CBOJOM JIy4IlE
BOCITPUHUMAEMBIX STUYECKUX HOPM U TIOHATHH (HETHCAHbIE 3aKOHBI).

[ToHnaTre meHHOCTEH MOApa3yMeBaeT T€ U3 HUX, KOTOPHIM OOIIECTBO WUIM KaXIbIH
WHJIMBU]I OKa3bIBA€T CBOE MpENIOYTeHHE. B MOIHOM cMbICie clioBa, OM3HEC - ITHKA
ABJISIETCSI CBOJIOM TIpaBWJI W 3aKOHOB OW3HECA, KOTOpbIE OCHOBBIBAIOTCS Ha
OOIIENPUHATHIX MEHHOCTAX. OOIIECTBEHHBIE IIEHHOCTH BKJIIOYAIOT B ce0s Takue
KauyeCcTBa, KaK COBECTbh, MPABUJIbHOCTh, YBAKEHHE, CHPABEIIMBOCTh U JAp. C TOUKHU
3peHUs] KOMMEpPIIMU, OTO COOTBETCTBYET KauyeCTBY TOBapa, YIOBJIECTBOPEHUIO
MOKyIaTese, COONIOACHUIO TMpaBWwil B pEKJiaMe€ TMPOAYKTa, 370POBbI0 U
0€30IMacCHOCTH.

JlenoBast aTUKa Oa3upyeTcs Ha YBAXXEHUHM MHTEPECOB HE TOJILKO CBOEH (pUPMBI, HO U
MapTHEPOB, KJIMEHTOB W OOIIecTBa B IeJoM. J[aHHOE MpaBUJIO PacpOCTPaHSIETCS
Tak)k€ Ha KOHKYPEHTOB - 3alpellaeTcs HaHOCUTh WM yIIepO NpHeMamu,
BBIXO/IAIUMHU 32 PaMKH KOHKYPEHTHOW OOpHOBI. DTHKA BBICTYMAeT 3a MOJy4YEHUE
0Jilar MaKCUMaJIbHBIM YMCJIOM YYaCTHUKOB PHIHKA W PABHBIE BOZMOXXHOCTH JOCTYyTa K
HUM.

Hapymienne mpaB  COOCTBEHHOCTH, TIPUCBOCHHE 3aKpBITOM  WHGOpPMAIIHH,
HEJIOCTOBEpHAsi peKJIaMa, yIIeMJIeHHe CBOOOJbI TOTPEOUTENHCKOTO BBIOODA,
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KOMMEpPYECKAA IIMHOHAX BBI3BIBAIOT Je(OpPMAIUI0 PHIHOYHBIX OTHOIICHHM,
MOBBIIIAIOT PUCKM M TpPaHCAKIMOHHBIE W3AepKKU. HeuectHas wuHopMaims
OTTAJIKWBACT MOKyIaTeel, TUCKPUMHUHALIMS 110 HelpoheCCHOHAIBHBIM MIPU3HAKAM U
"mepeMaHUBaHKE MO3TOB" HWCKaKalOT OTHOIIEHWS Ha pPBIHKE Tpyaa. llomydenue
BBITOJIHBIX 3aKa30B HE Ha KOHKYPCHOM OCHOBE, a Mo OjaTy, 3a B3ATKy WIH
MIOCPEJICTBOM IIIaHTaKa W Yrpo3 Takke paspyiaeT pblHOK. OCHOBa COBPEMEHHOM
JICJIOBOM ATHUKH - COIUAJIBHBIA KOHTPaKT (HehopMaabHOE COIVIAICHUE KOMIAHUU U
€€ BHCIIHETO0 OKPYXKCHHS O €IWHBIX HOpMax TOBEACHHS) W COIUAIbHAs
OTBETCTBEHHOCTh (UPMBI (MaKCUMaJbHOE WCIOJB30BAHUE €€ MPEUMYIIECTB U
CBEJIeHHE K MHUHHUMYMY HEIOCTAaTKOB, KOTOpBIC 3aTparnBalOT KaK YYaCTHUKOB
Ou3Heca, TaKk U OOIIECTBO B IICJIOM).

Oturka Ou3HEca IEUCTBYET HA TPEX COMOMUYMHEHHBIX HEPAPXUICCKUX YPOBHSIX:

1. MupoBoii ypoBeHb (THIIEPHOPMBI). ITH HOPMBI OCHOBAHBI Ha OOIIEYECIIOBEUECKUX
IIEHHOCTAX U 3adukcupoBanbl B "l[IpuHnumax wexmyHapogHoro OwusHeca" -
BCEMUPHOM JTHYECKOM Kojaekce, mpuHitomM B 1994 r. B IlIBeinapun
MPEJCTABUTEISIMA  BEIYIIUX KOMITAaHMM W KOHCyJabTaHTamMu OusHeca u3 CIIIA,
3anagHoii EBponbsl m Snonuu. B cxxaToM BHZIE OHU CBOJSTCA K COLMAILHOM
OTBETCTBEHHOCTH Ou3Heca (co3maHWe OOIMECTBEHHBIX Oyiar, pabo4mXx MecT,
MTOBBIIIIEHNE YPOBHS KU3HHU KIIMEHTOB, CIIYKaIIUX M aKIIMOHEPOB, a TAKKE HACEJICHUS
B II€JIOM); MOJICpHU3AIIUU TEXHOJIOTHH, METOJIOB IIPOM3BOJICTBA, MApKETHUHTA H
KOMMYHUKAITMI; TOBBIIICHUIO JOBEPUS K OW3HECY; YBaXCHHUIO MPABOBBIX HOPM U
00eCIIeueHNI0 PaBHBIX BO3MOXKHOCTEH B KOHKYPEHIIMH; MPU3HAHUIO BEPXOBEHCTBA
ITUYECKUX HOPM (HEKOTOpPBIE CHENKH, pa3pelieHHbIe 3aKOHOM, MOTYT OBITh
HEMIPUEMJIEMBI C TOYKH 3PCHHS MOpajM); COACHCTBHIO CBOOOJE MHOTOCTOPOHHEH
TOPTOBJIM;, YBAXXUTEJIbHOMY OTHOIIECHUIO K OKpYXKawoleh cpeae; OTKazy oT
MIPOTUBO3aKOHHBIX JEHCTBUIA (B3ITOYHHYECTBA, OTMBIBAHUS JICHET, MPOJAKH OPYKHUS
TeppopucTaM, HapKOTOProsin). Oco0O0 BBIIEISIOTCS MOpajibHbIE 00s53aTelIbCTBA
KOMIaHUN U MPEANPUHUMATENCH MO0 OTHOIICHUIO K CISAYIOITUM KaTErOpHSIM JIHII;

- mokynaTensM (BBICOKOE KadyeCTBO TOBApOB M YCIYT, YECTHOCTh B pPEKIaMe,
YBKCHHE YEIIOBEUECKOTO JOCTOMHCTBA);

- paboTHHUKaM (JIOCTOMHAs oIjlaTa W YCIOBHS TpyJa, OXpaHa 3JI0POBbI U
TPYAOCTIOCOOHOCTH, paBHBIC TIpaBa U BO3MOKHOCTH TPYI0YCTPOHCTBA);

- BJIaJeNbllaM W HMHBeCcTOpaM (TapaHTHPOBAHUE CIPaBEIIMBOM MPUOBUIM Ha
BJIO)KCHHBI KamuTaJl, CBOOOMHBIA JOCTYn K WH(MOPMAIMH, OTPAaHWYCHHBIN JIHIIbH
paMKaM¥ 3aKOHA U YCIIOBUSIMH KOHKYPCHIIHH );

- TIOCTaBIIMKaM (CHpaBEeIJIMBBIE M YECTHBIC OTHOIICHWUS C HHUMH, BKJIIOYAs
1eHooOpa3oBaHue, JHUICH3UPOBAHUE, OTCYTCTBHE TPUHYKICHHUS ¥ HW3TUITHUX
CylleOHBIX pa30upaTe’abCcTB, 0OMEH HMHpOpMauueld W MPUBJICUYCHHE K YYacCTUIO B
npoI1iecce MIaHUPOBaHMS, CBOEBPEMEHHAs OoTlaTa MOCTaBOK U JIp.);

- KOHKYpEHTaM (B3aMMHOE€ YyBa)XCHUE, Pa3BUTHE OTKPBITHIX PHIHKOB TOBApOB U
KaluTajJoB, OTKa3 OT MCIOJB30BAHUS COMHHTEIBHBIX CPEJCTB JTOCTHIKCHUS
KOHKYPEHTHBIX MTPEUMYIIECTB, YBAKEHUE TIPAB COOCTBEHHOCTH);

- MECTHOMY HACeJICHHIO (COOJIIOZICHHE TMpaB 4YEeJIOBEKa, YBAKEHHE KYyJIbTYpPHOU
IIEJIOCTHOCTH, CIIOHCOPCKHE aKIMH, y4acThe KOMMIAHUW B TPAKIAHCKOW >KU3HM).
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['MnepHOpPMBI SIBISIFOTCS TJIABEHCTBYIOLIMMHU [0 OTHOLUIEHWIO K HAlUHWOHAJIBHBIM H
KOPIOPAaTUBHBIM 3TUYECKUM KOJEKCaM U IIpaBUiIaM.

2. MakpoypoBeHb B MacmiTade OTpacid WM HAlUMOHAIBHOW HKOHOMHUKH. ITO
TUIIEPHOPMBI U ONIM3KHE K HUM ATHUECKUE IMTOCTYJATHI, pealnu3yeMble B OTPaciIeBbIX
WIA HallMOHANbHBIX KOJAEKcaxX 3TUKM Ou3Heca. Peub maer o0 yBak€HHH 4YacTHOU
COOCTBEHHOCTH M PBIHOYHOM KOHKYPEHLIMH, JIOCTOBEPHOCTHM HH(OpMalMH,
OTCYTCTBUM HECHPABEMJIMBOW JMCKPUMHUHAIMU Ha pbIHKE Tpyaa. CounualbHbIE
KOHTPAKThI 3aKJIFOYAIOTCS HA MaKpPO- U MUKPOYPOBHSIX.

3. MukpoypoBeHb B MacmTade OTAEIbHONH (PUPMBI M €€ KIMEHTOB. DTO MPUHIUIIBI
JOBEPHUSI U OTCYTCTBUSl TUCKPUMHMHALIMK B OTHOLIECHUSX MEXAY MOCTaBIIUKaMU U
MOKYIaTEJSIMU, IEPCOHATIOM U aIMUHHUCTpPALUEN, MEHEKEPAMH U aKLIMOHEPAMH U T.
. VX HapylieHwe BIE€UYET pa3iIdyHble IOTEPH /POCT HAKIAJHBIX PaCXOOB,
KOH(JIMKTHBIE CUTyallud W JAp. Ha JaHHOM ypOBHE peIaloTcs U MOCTOSHHO
BO3HUKAIOIIME, OCOOEHHO B cdepe YIpaBiE€HUs JIIOJAbMHU YaCTHBIE ATHUYECKUE
MPOOJIEMBI.

Kak cpenate 3T mnpuHuunel paboratoummmu? He cekper, 4To MeHeIkKepsl,
NPUBBIKIINE K KOJUYECTBEHHBIM KpUTEpUSIM 3(P(EKTUBHOCTH U HCHBITHIBAIOIINE
HEXBAaTKy BpPEMEHH, HEPENKO CTPEeMATCS NpeHeOpeub 3TUYECKUMHU pELICHUSIMHU,
MPEACTABISIIONIMMYU  JUII HUX MW3BECTHBIE TPYAHOCTH. (OYEHb HENPOCTO TaKKe
OIEpUpOBaTh Pa3HBIMU YPOBHSAMH 3THYECKMX HOpPM. [MIEpPHOPMBI MOTYT
MPOTUBOPEYUTh MHUKPOYPOBHEBBIM HOpPMaM M JAPYIMM KOHKPETHBIM 3ajJadaM
ousHeca. [loMoub 31€Ch, XOTS M B OIPAaHMYEHHOM CTENEHW MOTYT CTAaHJIapTHBIC
NpUEMBl M HEKOTOpPHIE HOBBIE PEKOMEHAAMH CHEHUAINCTOB IO BBEJICHUIO
ATUYECKUX PEUICHUH B IPAKTUKY YIPABIICHHUS.

WNneanbHbIX yOpaBlICHUYECKUX PpELICHUN, aOCOJIIOTHO NPUEMIIEMBIX A BCEX
3aMHTEPECOBAHHBIX CTOPOH, MPAKTUYECKH HE cyulecTByeT. OBllajeHue xe
CTaHJIAPTHBIMU TpPUEMaMH IO3BOJISIET MEHEIKEpPY OOBSICHUTh CBOE pPEIICHUE
3aMHTEPECOBAHHBIM CTOpPOHAaM, a IIOCIEIHMM - OLEHUTh KAadeCTBO MOPAJIBHBIX
apryMEHTOB.

Nmerorcss nBa HaumboJiee paclpoOCTPaHEHHBIX MNPUHIUIA MOCTPOCHHUS STUYECKOU
apryMeHTaluy - IPUHLOUI YTUIMTapU3Ma M MPUHUMUIT HPAaBCTBEHHOI'O MMIIEPATHBA.
CorylacHO NpUHLMITY YTHJINTApU3Ma JEUCTBUE CUUTAETCS MOPAJIBHO ONPABIAAHHBIM,
€CIM OHO INPUHOCUT WJIM UMEET TEHICHUHWIO NPHUHOCUTH MaKCHMAJIBHYIO IOJb3Y
MaKCUMaJIbHOMY YHMCIY JIMII.

CyMMapHas 1moJsib3a CONOCTaBIAETCS ¢ 00bEMOM MPUUYUHAEMOTO yiepoa, U eciau OH
MEPEBEUINBACT, PEIICHUE SIBISETCA HEITUYHbIM. Ecin ke Bce anbTepHaTUBHBIC
NEUCTBUA NPUYUHAIOT Ty WM MHYIO CTENEeHb yiepoOa, To BbIOUpaeTcs "HauMeHbIlee
310"

B cooTBeTcTBHM C TPUHIIMIIOM HPABCTBEHHOTO MMIIEPATHBA MOPAIbHbIE PEIICHUS HE
JOJDKHBI 3aBUCETh OT KOHKPETHOTO pe3ynibrara (Jro0as B3sATKa €CTh 3710, 0OMaH
OJIHOTO KJIMEHTA TaK € aMOpaJieH, KaK 1 MHOTHX).

[IpumensTh Ha MpakTUKe 00a 3TU MPUHLUIA JOCTATOYHO CJIOXHO. BBIBUTH KpyT
"3a7eThIX" pelIeHUEM JIMI] U OpraHu3alMi, IPOCYNTATh BCE MOCIEACTBUS, a TJIaBHOE,
ONpENEINTb, YbUMHU HWHTEpPECAMU IOCTYNUTBHCSA, - TPyJOEMKass, a HWHOIJa
HEBBIIIOJIHUMAs 33a4a.
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Essential Vocabulary

Abdication — otka3 (0T npaBa, IPETEH3UH H T. I1.); CJIOKECHHUE TOJTHOMOYHNI
Aberration — 3a0myxjaeHuEe, OTKIOHEHHWE, IOMpadyeHUE yMa; 3a0BIBUYMBOCTH;
M3MEHEHUE, OTBETBJIICHHUE, OTKIIOHCHHE

Abide (by) — ocraBaTbcs BepHBIM, HEM3MEHHBIM (KOMY-JI., YeMYy-IL.); CJI€OBaTh
(uemy-11.), BBINOJHATH (YTO-J1.); JIEWCTBOBATbH B COOTBETCTBUM C (YeM-IL.);
MPUACPKUBATHCS  (Yero-jii.); TNPUHUMATH (4YTO-J.) BO BHUMaHWE, (OBITH
BBIHYJICHHBIM) CYUTATHCA C (YEM-I1.)

Abuse — ockopOiieHHe; IIIOX0€, JKECTOKOE OOpaleHHue; 3JI0yIoTpeOICHHE;
HEIPaBUIbHOE YNOTPeOIeHUE WK (MC)IOJIb30BaAHUE

Acute — ocTpslil, CUIIbHBIN; TPOHUIIATEIBHBIN, COOOPa3UTEIIbHBIM

Adhere (to) — TBEpO nepKATHCS, MPUICPIKUBATHCS YETO-THO0; OCTABATHCS BEPHBIM
(IpUHITUTIAM | T.II.)

Adjust (to) — npucnocabIuBaTHCS, MPUBBIKATH

Advergame — «axaBepredimM»: urpa, CHCIMAIbHO CIPOCKTHPOBAHHAS  JUIs
MPOJIBIKEHUSI TOBapa, YCIyrd, OpraHu3alii, Haeu U T.J.; pa3pabdarbiBaeTcs
CHenuaibHO JUIsl TPEJCTaBICHUS OpeHJa/MpoayKTa I1EJEBOM ayJauTOpUU B
MaKCUMaJbHO MO3UTHUBHOM, UTPOBOM (hopMme; pelraer cambie pa3HbIe 3a7adyu: OT
Pa3BUTHS JIOSUIBHOCTH M CTUMYJISIIMM TOKYIOK JI0 JETaIbHOTO MPEACTABICHUS
(YHKIHMOHAJIBHBIX U TOTPEOUTENBCKUX OCOOCHHOCTENW TOBAPOB.

Afflict (with) — OecmokouTs; cTpamaTh; 3aj7eBaTh, OropuYaTh;, HMPHUUHATH O0O0JIb;
nopaxarth (00JIe3HBIO)

Agency — gelicTBHe, MCSATEIBHOCTH, IMOJICPKKA, ITOMOINb, IOCPEIHUYECTRO,
COJICHCTBUE; CPEACTBO; CUia, (hakTop

Allege — cceinathest (B ompaBaaHue, B JOKa3aTeNbCTBO); YTBEpXKIaTh (0co0. Oe3
OCHOBAHWSI ); PUTTACHIBATD

Appellation of origin — HaumeHOBaHKE MeCTa MTPOUCXOXKICHHS TOBapa

Associate — ToBapuill, KoJIera; KOMIIaHbOH, TapTHEP

Awareness — ocBe1oOMJIEHHOCTh, KOMIIETEHTHOCTh

Be at stake — ObITh MOCTaBIEHHBIM Ha KapTy, OBITh B OMACHOCTH, HAXOIUTHCS IO
yIpo30H

Benchmark — Bexa, stam; Touka, Ha4ano orcuéra; Oa3a (B CTAaTHUCTHKE), MCXOIHBIC
JaHHBIC JIJIS1 CPABHUTEIIBHON OIICHKU

Bottom line — mpakTudeckuii pe3ysbTaT, UTOT; OCHOBHOW MOMEHT

Bribe — B3sTka

Bribery — B3sTounndecTBo

Bungee jumping — npbbKOK (¢ MOCTa, CKAJIBI U T. J1.) C TOMOIIIBIO AJIACTUYHOTO TPOCca
CEO (chief executive officer) — a) (rmaBHbIi) HCITOJHATEIBHBINA TUPEKTOP (OAWH U3
PYKOBOAMUTENECH KOPIIOpPAllMKM, OTBEUYAKOIIWKM 34 OCHOBHYK) 4YacThb €€ TEKyIIeu
NESTETPHOCTH W HWCIIOJIHEHUE PEIICHUHA COBETa IUPEKTOPOB, TPH 3TOM YacTo
3aHMMAEeT TakKe TIOCT TIpelcenaTessi COBETa IUPEKTOPOB, NPE3UICHTA, 3aM.
npejicenaTensi CoBeTa U T.I.) 0) reHepalbHBIA AUPEKTOP (KOPMOpALUU), TUPEKTOP-
pacniopsutensb (Gupmbl), TUPEKTOp (MPEANPUATHS) B) MH.: MEHEIKEPHI BBICIIIETO
3BE€HA, PYKOBOJUTEIIN KOPIIOPALUUMN U KPYITHBIX KOMITAHUH
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Cleaning up emissions — cokpaiieHre BpeIHbIX BHIOPOCOB

Commission-oriented — opueHTHpPOBaHHBINH Ha KOMHCCHOHHOE BO3HATPAXKICHUE
Compliance (with) — ogoOpenue, coriacue; IOJATIMBOCTb, IOKJIAJUCTOCTD,
YCTYMYHUBOCTh; COOTBETCTBUE (TEXHHUYECKUM yCIOBHUSIM )

Comply (with) — nogumnsTECS (IIpaBHIIaM), IEHCTBOBaTh COIJIACHO (IIpaBHIIaAM);
UCIIOTHUTH (TTPOCHOY), YAOBIETBOPSTH (3aI1pocC)

Comprehensive — BceCTOpOHHHU, TOTHBIN, BCCOOBEMITIOIINI

Contend - cnoputh (0 4YeM-l., ¢ KEeM-J.); IOJIEMH3UPOBaTh, JIHCKYTHPOBATh;
OTCTauBaTh CBOC MHEHUE, YTBEPKIATh

Contribution — moxepTBOBaHME, B3HOC (JICHCTBHE, a TaKKe BHOCHMAs CyMMa);
HaJIoT; 00JI0)KEHHUE; BKJIAJ (B HAYKY H T. 11.) ; COTPYIHUYECTBO (B Ta3eTe, )KypHAJe U
T. I1.) ; CTaThs (IJ1s Ta3€Thl, )KypHaJIa); y4acTUE B MOTalICHUH J0JIra

Copyright — aBTopckoe mpaBo

Core — 0OCHOBHOM, LIEHTPAJIbHBIN

Curry favour — 3arckuBath, O JIN3bIBATHCS

Cut corners (0n) — JIOBYHTH, M3BOPAUMBATHCS, UATH B 00XO0JT IPABUJI, «IKOHOMHUTHY
Data mining — no0blya JaHHBIX, OOHApy)KEHHWE 3HAaHWH B 0a3ax [JaHHBIX,
WHTEIUICKTYaJIbHBIA aHATN3 JTaHHBIX

Day care — nHeBHass MEIUITMHCKAs TIOMOIIIb

Degradation — yMeHbIIICHHE CTOMMOCTH, Ba)KHOCTH, IICHBI; YIaJOK, JCTPajallus;
YXYAIICHUE

Deregulation — ormena (Toc.) peryJMpoBaHHs WK KOHTPOJIA (LIEH U T.I1.)

Diffuse — HecoOpaHHBIii, HEOPraHN30BAHHBII; MHOTOCIOBHBIN, PACTUILIBUATHIN
Disability — nerpynocmocoOHOCTh ((pu3uueckass WM CBS3aHHAs C MEHTaJIbHO-
MICUXUYECKOM chepoii); UHBATMIHOCTD

Discern right from wrong — otimuaTh 100po OT 371a; MIOHUMAaTh, YTO MPABUILHO, a
9TO HET

Disregard — wunauddepeHTHoCTh, O€3pasinune, HEBHUMAaHHUE, PABHOIYIIHE,
HEBHUMATEJIPHOCTh; HEYBa)XKCHHE, TPEHEOPEkKEHIE, UTHOPUPOBAHKE; TIPEHEOpEraTh,
OTHOCHTBCSI HEOPE)KHO, HTHOPUPOBATH, MAHKUPOBATh; HE OOpamiaTh BHUMAHHS, HE
MPHUIaBaTh 3HAYCHUS

Disseminate — pactipoctpansTh (Y4eHUE, B3IJISAbI); CeATh (HEIOBOJILCTBO)

Doable — BeimoaHMMBIi

Dovetail — moxxoauTh; COOTBETCTBOBATh, COBIAJIATh; KOOPJIUHHUPOBAThH, COYETATh,
COTJIaCOBBIBATh

Dumping — gemnuar (pojaka TOBapOB 3a TPAHUIICH IO IIEHAM HUXKE UX MPEICIbHO
BBICOKOM c€0ECTOMMOCTH)

Duplicity — nByTH4YHOCTB, JDKHBOCTb

Efficacy — apdexruBHOCTD, cHa; NeHCTBEHHOCTH

Emanate — mpoucxonutb, ObITH pe3ynbTaTOM (UEro-i.); BBITYCKaTh, HCITYCKaTh;
U3JTy4aTh; BBIICIATH

Embrace —oxBatsiBaTh, BKIIIOYaTh, 3aKII0YaTh B ceOe, COAEPIKATh

Enhance — yBenuuuBath, ycwiauBaTh, yaydinath (0C00. KayecTBO, 3HAYUMOCTD,
LIEHHOCTb, BAKHOCTh, TPUBJIEKATEILHOCTD YE€T0-]1.); TOBBIIIATH (LIEHY)

Ethician, ethicist — sTuk, cienuaaucT 1Mo 3THKe, MpenogaBaTelb STHKU
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Exhortation — npu3siB, yBemieBanue, yoex1eHIe; HACTaBICHHE

Expenditure(s) — uznepxku, pacxoz(bl)

Fair trade — Toproiisi Ha OCHOBE B3aUMHOM BBITOIbI

Fiddle — MomeHHHYECTBO, HAAYBATEILCTBO; MOIIICHHUYATh, COBEPIIIATh MAXHHAIIUY;
Urpath (4eM-J1.); TpaTUTh, PaCTpaurBaTh (BpeMsl, ICHbIH U T. II.)

Fiduciary — xpaHuTeib; KypaTop; ONeKyH, IOICYUTEIIb

Follow the lead of — ciegoBath mpuMepy KOro-i.

Fraud — oOMaH; MOIIICHHUYECTBO, KYJIBHUIECTBO

Free competition — cBoOogHas KOHKYpEeHIHUs (PKOHOMHYECKAs CUTYaIlHsl, IMPH
KOTOPOH BMEMIATENbCTBO TOCYAApCTBA CBEIACHO K HYINI; LEHBI CBOOOTHO
U3MEHSIIOTCS, TOTUMHSSICh KOJICOAHUSIM CIPOCA M MIPETIOKCHU )

Gauge —u3MepsTh; OIICHUBATH (YEeIOBEKa, XapaKTep)

Generic — HermaTeHTOBaHHBIH (0 JIEKapCTBe)

Governance — BiacTh, YIpaBJieHHE; PYKOBOJICTBO

Hostile take-over — BpaxmeOHOe moriomieHne KOMIaHUU (CKyIKa Ha PhIHKE OJTHUM
JIMIIOM WJTK TPYIIION JIMIT KOHTPOJILHOTO MaKeTa aKI|ii 0e3 COoriacusi pyKOBOIUTEICH
U aKI[MOHEPOB KOMITAHHH )

Impact (on) — cubHOE BO3/ICHCTBHUE, BIUSHKE; YAAPITh (110 YbMM-JI. HHTEpECaM H T.
1.), CHJILHO BO3/ICHCTBOBATH

Impart (to) —naBath, npuaaBaTh (4eMy-JI. Kakoe-JI. Ka4eCTBO), HAJCATh; COOOIIATh,
nepeaBaTh, pa3riiamarbh (HOBOCTH, 3HAHUS)

Impose (on) — oGmarath (HaJloroM W T. 1.); HamaraTh (OrpaHHuYeHUs, mTpad);
HaBS3bIBATh

Incentive — noOyxaeHue, CTUMYJIT; MH.: CPEICTBA MOOIIPEHHSI, CTUMYJIbI

Inculcate (in/into) — npuBuBaTh, BHYMATh (4TO-JI. KOMY-J1.), BCEIATH B (KOTO-JI. YTO-
J1.); BHEZIPSATh, HACAKIATh

Incumbent (on) — nexamuii, BO3JIOKEHHBIH Ha (00 OOS3aHHOCTH M T. II.);
3aHUMAIOLIMN TTOCT, TOKHOCTD

Indenture — 1ByCTOpOHHHUI TOTOBOP MJIH KOHTPAKT

Inferior — Hu3mMIA (MO MOJIOKEHUIO, YMHY W T. 1. OTHOCHUTEIBHO KOTro-i. - t0),
MOTYMHEHHBIN; XYIIHH (110 Ka4eCTBY), IMII0OXOH

Inflict (on) — wmanocuth (ymap, paHy W T. I.); Oropyarb, HPUYHHATH (0OJIb,
CTpaJiaHue, yObITOK | T.I1.); Hajarath (Haka3aHue)
Infringement — Hapymenue (3akona, oO0s3arenbcTBa, KISATBBI W T. IL)

MOCSraTeIbCTBO (Ha MpaBa, CBOOOY U T. II. - Of, on)

Inherently — o cytu, cBoemy cyriecTBy, B ACHCTBUTEIILHOCTH, B CBOCH OCHOBE
Kickback — otkar (HeodummanpbHOe Ha3BaHHWE 4YacTH JACHEKHBIX CPEJICTB,
BBIICIIIEMBIX HA BBINOJHEHHE pPabOT IO TOCYAapCTBEHHOMY 3aKa3y, KOTOPYIO
UCTIOJIHUTENIb 3aKa3a B OJaroJapHOCTh 3a MOJyYeHHE JTAaHHOTO 3aKas3a, pPaboThI
BO3BpalllaeT 3aKa34yWKy B JIMIE YHHOBHUKA, PYKOBOJWUTEIS TOCYAapCTBEHHOTO
OpraHa; CyIICCTBYIOT pa3HooOpa3Hbie (OpMBI BO3BpaTa JICHEKHBIX CPEICTB
3aKa34MKaM CO CTOPOHBI UCTIOJTHHUTEIIEH 3aKa3a, HapUMep 3a4UCIICHAE 3aKa3UYUKOB B
YHCJIO MCTIOJHUTENIECH KOHKPETHOM paboThl MO 3aKa3y W BHIIUIATA UM 3apaOOTHOU
IUTaThl W3 CPEJICTB, MOJYYCHHBIX OT 3aKa3uWka Ha BBIMOJHCHHWE PabOTHI 3a CUeT
3aBBINIICHHSI 00bEMOB WIIH HEAOIIIATHl peaTbHBIM UCTIOTHUTEIISIM )
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Laudable — moxBanpHBIH, JOCTORHBIN TOXBAIBI

Lawsuit — cyaeOHbI# mporiiecc; Uck; Tsx0a (against; over)

Lay off — yBoJIbHATH

Legitimate — 3akoOHHBIN, JEraJbHbBIN; JICTUTUMHBINA; pPa3yMHBIH, IPaBUIBHBIH,
JIOTUYHBIN; IPUEMJIEMBIN; JOMYCTUMBIN

Manslaughter — yenoBekoyOuiiCTBO; HENIPETyMBIIIJICHHOS YOUKHCTBO

Maximize returns — MaKCUMH3UPOBATH JOXOIbI

Misleading — BBosiIMiA B 320y KICHHE, OOMaHYMBBIN

Misuse — HepaBUILHOE UCIIOJB30BAHUE; 3JI0YIOTPEOICHHIE

Offend (against) — morpemmTh (IPOTHB Yero-1.); HAPYIIUTD (UTO-JI.)

Outcome — ucxo, UTOT, MOCIEACTBUE, PE3YIbTAT

Outsource — pa3memniaTh MPOU3BOACTBO B KOMITAHMH-ayTcopcepe (TEpPeBOIUTH
MIPOM3BOJICTBO HJIM €r0 YacCTh U3 PEerroHa ¢ 0ojiee Joporoil paboueit cuiaon B peTHOH
C MEHEE JJOPOTO, TEM CaMbIM CHIKAst CE€O0ECTOMMOCTB)

Outsourcing — ayrcopcunr (mepefada OpraHM3alUedl ONPeNeNEHHBIX OM3HEC-
MIPOIIECCOB MJIM MPOU3BOJCTBEHHBIX (DYHKIIMI HA OOCITYKMBAHHUE IPYroll KOMITaHUH,
CHEIUAIN3UPYIONIEHCS B COOTBETCTBYIOIIEH o0acTu. B oTnuune ot ycnyr cepBuca
U TONJEPKKH, HMMEIONIMX pa30BbIi, SIU30JIMYECKUN, CIIy4alHBIM XapakTep u
OTpaHUYCHHBIX HAYAJIOM M KOHIIOM, Ha ayTCOPCHHI MepenaroTcss 0ObIYHO (YHKIIUU
1o NMpoheCCHOHAIBHOM TOIepKKe Oecriepe0oiHoN paboTOCTIOCOOHOCTH OTICTBHBIX
cucTeM 1 UHQPACTPYKTYphl HA OCHOBE JJIUTEIBLHOTO (He MeHee | rofa) KOHTpaKTa)
Overlap — YacTHYHO TIOKPHIBAaTh; 3aXOAWTh OJWH 3a JPYrod; IEpEeKpPbIBATh,
JaCTUYHO COBIAAAThH

Pariah — mapus, U3rHaHHHK, U3TOH, OTBEPIKESHHBIN

Pertain — npuHaaIekaTh; OTHOCUTHCS, UMETh OTHOIICHHE ( tO - K YeMy-J.); OBITh
CBONCTBEHHBIM; TT0100aTh, MTOIXOIUTh

Posit — mocTynupoBath, KJIaCTh B OCHOBY JIOBOJIOB; YTBEP)K/IaTh

Professed — oTKpbITO 3asBICHHBIN, HCITOBETYEMBbIit

Professional advancement — nmpodeccroHabHBINH POCT, TPOJABHIKCHHE TI0 CITYKOE
Prolifirate — pacnpoctpansTbes (0 3HaHHSAX M T.I.); OBICTPO YBEIUYMUBATHCS (O
KOJIMYECTBE), Pa3pacTaThCs; MPOU3BOAUTH B OOJIBIIIOM KOJTUYECTBE

Prone — ckioHHbIN K 4eMy-1T100, MPEAPACTIONOKEHHBIN K YeMY-TTH00

Public welfare — obmiecTBeHHOE 0J1arOCOCTOSIHUE

Punitive — kapaTenbHbIN; CBSI3aHHBIN ¢ MPUMEHCHHEM HaKa3aHUs; mTpadHOM

Pursue one’s self-interest — npecienoBaTh cBOM (KOPBICTHBIE) HHTEPECHI
Reconciliation — ynaxuBanue (cropoB, KOH(MJIMKTOB M T. II.); ypPETryJIMPOBaHUE
(pa3Horyacuii  T. 1.); B3aUMOJICUCTBUE, COTJIACOBAHUE, COTJIACOBAHHOCTH (B YEM-J1.)
Recycling — yrunuzanus oTxo10B

Repercussion (usu. pl.) — otpakenue, 0OTBETHOE ACHCTBHE; BIUSHUE, TIOCICICTBUS
Sales force — corpyanuku oT/eNIa MPOIAXK, MEHEIKEPHI IO MTPOIaXKaM, IPOIaBIIbI
Savvy — coo0pa3uTeabHOCTh, HAXOIYUBOCTh, CMBIIIJICHOCTD; 3APaBbId CMBICIT
Sentence — IIPUTOBOpP, OCYXKJCHHUE, OOBMHHUTEIBLHOE 3aKJIIOYEHHE, HaKa3aHHE, Mepa
HaKa3aHus

Sexist — mnpeHEOPEKUTETLHO OTHOCSIIUICS K JKEHIIMHAM, YKJIOHSIONIMHACA OT
npuéma KeHIIUH Ha paboTy | T.II.
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Sexual harassment — cekcyasbHbIE ToMOraTeNIbCTBA (B OCHOBHOM Ha paboTe)

Steer — mpaBUThH pyseMm, YIpaBisiTh (ABTOMOOUIIEM U T. 11.); BECTU CYHO; HAIIPaBIIATh
B KaKOE€-JI. PyCJIO, PYKOBOJIUTH; CIICJ0BATh, UATH (TI0 ONPEICIICHHOMY KYpPCY)
Take-over — norsomieaue (MpUOOPETEHNE OHON KOMITAHUEH KOHTPOJILHOTO TTaKeTa
aKIMH APYrol KOMITaHHUH )

Umbrella — nanbosee mmpokuii, BceOXBaThIBAIOLIUI

Veneer — BHEIIHUH JIOCK, HAJICT; MMOKa3yXa, BUIAUMOCTh; NPUIABaTh BHEITHUN JIOCK
(uemy-11.); MacKupoBaTh (4TO-I1.)

Vitality — >u3HeCHOCOOHOCTh; JKM3HEHHOCTh, JKM3HECTOHKOCTH, JKHBYYECTH;
KUBOCTb, JHEPTHsI, SHEPTUIHOCTH

Watchdog — yimio wim rpynma Jidi, ciaeIsime 3a TeM, YTOObl KOMIaHUH, PUPMBI |
T. 1. HE COBEPIIAJIN POTHBO3aKOHHBIX MM 0€30TBETCTBEHHBIX JICHCTBUI
Whistleblower — 1) akTuBHBIH TrpakgaHWUH, KOTOPBIM MPENAET TJIACHOCTH
HaOJIFolacMble WM TIpearojaracMble (akThl HApPYIICHUS 3aKOHA;, WHUIMATOP
pacclieZIoBaHHi, UCTOYHUK HHPOpMaIuK) 2) pa3o01adunuTeb, CBHICTENb, PABIOIIO0
(J4eoBeK, KOTOPBIH OTKPHITO KPUTHUKYET NEATEIHHOCTh CBOCH oOpraHu3amuu) 3)
JOHOCUYHK

Whistleblowing — 1) oGpaiiieHre B KOMIETEHTHBIC OpTaHbl O HAPYIICHUH 3aKOHA 2)
rpaXkTaHCKasi aKTHBHOCTh, CBSI3aHHAs C pa300JlaueHreM IPOTHUBOMPABHBIX JCHCTBHIMA
3) JOHOCHTEILCTBO

White-collar crime — mpecrymienus "Oenbx BOPOTHHYKOB" ( MOIICHHHYECTBO,
oOMaH, TOJAJEIKH, B3SITOUYHUYECTBO, pazMyHble adepbl M Mpoune MOJ00HBIC
MPECTYIUICHUS, KOTOPBIE OTHOCATCSA K KOMMEPYECKOW JESTCIBbHOCTH M HE HWMEIOT
HaCWJIbCTBEHHOT'O XapakTepa )

Wield — BiianeTh, ©IMETh B CBOEM pacHoOpsKCHHH, 00J1a1aTh (BJIACTHIO, aBTOPHTETOM,
BIIMSIHUEM U T.J.); YMETh 00OpamaTbcs

Workmanship — uckyccTBO, MacTepcTBO, yMEHHUE; KBATH(DUKALINSA

Glossary

Advertising regulation — the laws and rules defining the ways in which products can
be advertised in a particular region. Rules can define a wide number of different
aspects, such as placement, timing, and content.

Affirmative action — a policy or a program that seeks to redress past discrimination
through active measures to ensure equal opportunity, as in education and
employment.

Anti-competitive practices — business or government practices that prevent and/or
reduce competition in a market (e.g., restraint of trade).

Antitrust — regulating or opposing trusts, monopolies, cartels or similar
organizations. Antitrust law — any law directed against trusts or business monopolies
because of their bad effect on trade.

Attack ad — an advertisement whose message is meant as an attack against a
competitor. Attack ads often form part of negative campaigning or smear campaigns,
and in large or well-financed campaigns, may be disseminated via mass media.
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At-will employment — a doctrine of American law that defines an employment
relationship in which either party can break the relationship with no liability,
provided there was no express contract for a definite term governing the employment
relationship and that the employer does not belong to a collective bargain (i.e., a
union). Under this legal doctrine: “Any hiring is presumed to be “at will”; i.e., the
employer is free to discharge individuals “for good cause, or bad cause, or no cause at
all”, and the employee is equally free to quit, strike, or otherwise cease work.”
Several exceptions to the doctrine exist, especially if unlawful discrimination is
involved regarding the termination of an employee. As a means of downsizing, such
as closing an unprofitable factory, a company may terminate employees en masse.
However, there are legal limitations upon the employer's ability to terminate without
reason.

Bait and switch — a sales tactic in which a bargain-priced item is used to attract
customers who are then encouraged to purchase a more expensive similar item.
Biopiracy — a term describing the ways that corporations from the developed world
allegedly claim ownership of, free ride on, or otherwise take unfair advantage of, the
genetic resources and traditional knowledge and technologies of developing
countries.

Bioprospecting — a more positive term more commonly used by supporters of
commercialization of traditional medicines. While there is still no hard definition,
media and academia use this less pejorative term when speaking about endeavors to
capitalize on indigenous knowledge of natural resources. However, bioprospecting
may also describe the search for previously unknown compounds in organisms that
have never been used in traditional medicine.

Bucket shop — a brokerage firm that “books" (i.c., takes the opposite side of) retail
customer orders without actually having them executed on an exchange.

Business intelligence (BI) — skills, technologies, applications and practices used to
help a business acquire a better understanding of its commercial context. Business
intelligence may also refer to the collected information itself. Bl technologies provide
historical, current, and predictive views of business operations. Common functions of
business intelligence technologies are reporting, OLAP (online analytical
processing), analytics, data mining, business performance management,
benchmarking, text mining, and predictive analytics. Business intelligence often aims
to support better business decision-making. Thus a Bl system can be called a decision
support system (DSS).

Call centre — an office where staff carry out an organization’s telephone transactions.
Child labour — the employment of children at regular and sustained labour. This
practice is considered exploitative by many international organizations and is illegal
in many countries. Child labour was utilized to varying extents through most of
history, but entered public dispute with the advent of universal schooling, with
changes in working conditions during the industrial revolution, and with the
emergence of the concepts of workers' and children's right.In many developed
countries, it is considered inappropriate or exploitative if a child below a certain age
works (excluding household chores or school-related work). An employer is usually

151



not permitted to hire a child below a certain minimum age. This minimum age
depends on the country and the type of work involved.

Corporate crime — crimes committed either by a corporation, or by individuals that
may be identified with a corporation or another business entity.

Corporate governance — the set of processes, customs, policies, laws, and
institutions affecting the way a corporation (or company) is directed, administered or
controlled. Corporate governance also includes the relationships among the many
stakeholders involved and the goals for which the corporation is governed.
Corporate manslaughter — a crime in several jurisdictions. It enables a corporation
to be punished and censured for culpable conduct that leads to a person's death. This
extends beyond any compensation that might be awarded in civil litigation or any
criminal prosecution of an individual (including an employee or contractor). The
Corporate Manslaughter and Corporate Homicide Act 2007 came into effect in the
UK on 6 April 2008.

Creative accounting and earnings management — management's attempts to “fool
around” with its accounting in order to overstate net income, i.e. accounting practices
that may follow the letter of the rules of standard accounting practices, but certainly
deviate from the spirit of those rules. They are characterized by excessive
complication and the use of novel ways of characterizing income, assets, or liabilities
and the intent to influence readers towards the interpretations desired by the authors.
Examples of income management also include selling off low-cost basis assets to
report gains, unjustifiably lengthening the expected life of an asset to reduce expense
(e.g., depreciable life), and under-accruing expenses (e.g., bad debt provisions).The
terms "innovative" or "aggressive" are also sometimes used. The terms as generally
understood refer to systematic misrepresentation of the true income and assets of
corporations or other organizations. "Creative accounting” is at the root of a number
of accounting scandals, and many proposals for accounting reform - usually centering
on an updated analysis of capital and factors of production that would correctly
reflect how value is added.

Cultural imperialism — the practice of promoting, distinguishing, separating, or
artificially injecting the culture of one society into another. It is usually the case that
the former belongs to a large, economically or militarily powerful nation and the
latter belongs to a smaller, less important one. Cultural imperialism can take the form
of an active, formal policy or a general attitude. The term is usually used in a
pejorative sense, usually in conjunction with a call to reject foreign influence.
Daycare — occupation, treatment, or supervision during the working day for people
who might be at risk if left on their own.

Downsizing — an organization’s need to streamline its operations, often combined
with layoffs, in order to cut labour costs by reducing the size of the company.
Emissions trading (or emission trading) — an administrative approach used to
control pollution by providing economic incentives for achieving reductions in the
emissions of pollutants. It is sometimes called cap and trade.

Ethicism — the demand for more ethical business processes and actions.

Executive compensation — how top executives of business corporations are paid.
This includes a basic salary, bonuses, shares, options and other company benefits.
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Over the past three decades, executive compensation has risen dramatically beyond
the rising levels of an average worker's wage. Executive compensation is an
Important part of corporate governance, and is often determined by a company's
board of directors.

Facilitating payment — a certain type of payment to foreign officials which is not
considered to be bribery according to legislations of some states as well as in the
international anti-bribery conventions, e.g., coming from the Organization for
Economic Cooperation and Development - OECD.

Fair trade — a term used in retailing that refers to an agreement between a
manufacturer and retailers that the manufacturer's product be sold at or above an
agreed-upon price. In many states, fair-trade agreements were incorporated into and
enforceable by state laws. However, in 1975, Congress passed the Consumer Goods
Pricing Act, which prohibits the use of resale price maintenance laws in interstate
commerce. This act has worked to effectively eliminate fair-trade arrangements.
False advertising or deceptive advertising — the use of false or misleading
statements in advertising. As advertising has the potential to persuade people into
commercial transactions that they might otherwise avoid, many governments around
the world use regulations to control false, deceptive or misleading advertising.

Forex (or foreign exchange) scam — any trading scheme used to defraud traders by
convincing them that they can expect to gain a high profit by trading in the foreign
exchange market.

Globalization — the tendency of investment funds and businesses to move beyond
domestic and national markets to other markets around the globe, thereby increasing
the interconnectedness of different markets. Globalization has had the effect of
markedly increasing not only international trade, but also cultural exchange.

Go public — to become a public company.

Greenwash — the dissemination of misleading information by an organization to
conceal its abuse of the environment in order to present a positive public image.

Grey market — 1. An unofficial market where new issues of shares are bought and
sold before they become officially available for trading on the stock exchange. 2. The
sale or import of goods by unauthorized dealers.

HMO (health maintenance organization) — a corporation financed by insurance
premiums whose member physicians and professional staff provide curative and
preventive medicine within certain financial, geographic, and professional limits to
enrolled volunteer members and their families.

Human resource management — a term that is replacing personnel management and
implying that personnel managers should not merely handle recruitment, pay, and
discharging, but should maximize the use of an organization's human resources.
Indentured servant — a person under contract to work for a definite period of time,
usually without pay but in exchange for, for example, transportation, food, drink,
clothing, lodging and other necessities.

Industrial espionage — actions directed toward the acquisition of information on
industrial production facilities, techniques, or capabilities through clandestine
operations. Acquisition of trade secrets from business competitors. Industrial spying
IS a reaction to the efforts of many businesses to keep secret their designs, formulas,
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manufacturing processes, research, and future plans. Trade secrets may find their way
into the open market through disloyal employees or through various other means.
Penalties against those found guilty range from an injunction against further use of
the knowledge to substantial damages.

Insider trading — the illegal buying or selling of securities on the basis of
information that is unavailable to the public, i.e. practice of buying and selling shares
In a company's stock by that company's management or board of directors, or by a
holder of more than 10% of the company's shares. Managers may trade their
company's stock as long as they disclose their activity within ten days of the close of
the month within the time the transactions took place. However, it is illegal for
insiders to trade on the basis of their knowledge of material corporate developments
that have not been announced publicly. Developments that would be considered
material include news of an impending takeover, introduction of a new product line,
a divestiture, a key executive appointment, or other news that could affect the
company's stock positively or negatively. Insider trading laws have been extended to
other people who have knowledge of these developments but who are not members of
management, including investment bankers, lawyers, printers of financial disclosure
documents, or relatives of managers and executives who learn of these material
developments.

Intellectual property — a product of the intellect that has commercial value,
including copyrighted property such as literary or artistic works, and ideational
property, such as patents, appellations of origin, business methods, and industrial
processes.

Labour law (or employment law) — the body of laws, administrative rulings, and
precedents which address the legal rights of, and restrictions on, working people and
their organizations. As such, it mediates many aspects of the relationship between
trade unions, employers and employees.

Marketing in schools — a widespread phenomenon in which schools sign contracts
allowing certain businesses to conduct marketing activities in school facilities —
primarily advertising. For example, a school might allow only one brand of soft drink
to be sold in vending machines on the campus; in return, the soft drink company
would provide compensation to the school (frequently money, but it may provide
other compensation as well, such as building new facilities or paying for school
supplies). The phrase usually refers to arrangements by elementary schools or high
schools, rather than higher education; because this marketing is seen as targeting
children, it is very controversial.

Memespace — an abstract cultural container populated by memes.Memes are similar
to genes and viruses in that they tend to propagate, evolve, corrupt and mutate. All
these actions take place in the memespace. As a direct result, the memespace is
considered volatile and prone to errors and corruption without rigorous error
correction. Memetic  engineering, marketing, advertising,  brainwashing,
disinformation, doctrine, evangelism, indoctrination, education, groupthink,
promotion, propaganda, publicity, and other forms of cultural mutation develop in the
memespace. The concept of the memespace requires a belief that the mind — and the
collective mind, culture — is programmable. Memespace is adapted from namespace
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and assumes that human culture is programmable. In programming parlance, the
memesphere is defined as cultural standard input while the memespace is defined as
the cultural namespace.

Microcap stock — this term applies to companies with low or “micro” capitalizations,
meaning the total value of the company’s stock. Microcap companies typically have
limited assets.

Misleading financial analysis — financial analysis of an organization used to
misrepresent the organization, its situation or its prospects. This type of deceit is
sometimes used to obtain money by misdirecting people to invest in a stock market
bubble, profiting (or assisting others to profit) from the increase in value, then
removing funds before the bubble collapses, for instance in a stock market crash.
Regulators exist to try to prevent such fraud.

Occupational safety and health — a cross-disciplinary area concerned with
protecting the safety, health and welfare of people engaged in work or employment.
The goal of all occupational safety and health programs is to foster a safe work
environment. As a secondary effect, it may also protect co-workers, family members,
employers, customers, suppliers, nearby communities, and other members of the
public who are impacted by the workplace environment. It may involve interactions
among many subject areas, including occupational medicine, occupational (or
industrial) hygiene, public health, safety engineering, chemistry, health physics,
ergonomics, toxicology, epidemiology, environmental health, industrial relations,
public policy, sociology, and occupational health psychology.

Pariah state — one whose conduct is considered to be out of line with international
norms of behavior.

Patent infrindement — act of trespassing upon the rights secured by a patent. The
test of infringement is whether the device in question does substantially the same
work in substantially the same way and accomplishes the same result as the device
that has been patented. Copyrights and trademarks can also be the subject of an
infringement action.

Patent troll — a pejorative term used for a person or company that enforces its patents
against one or more alleged infringers in a manner considered unduly aggressive or
opportunistic, often with no intention to manufacture or market the patented
invention.

Planned obsolescence — marketing practice whereby products are designed to
become out of date long before they actually need replacement. Planned obsolescence
capitalizes on such things as material wear-out, style changes, or functional changes
and is said by its critics to increase waste, resource shortages, and environmental
pollution. However, advocates of planned obsolescence consider it a means of
satisfying changing consumer demands.

Political contributions — amounts of money that individuals and interest groups can
contribute to political campaigns.

Price discrimination — charging a different price for a different product or to a
different buyer without any true cost differential to justify the different price. Buyers
may be discriminated against on the basis of income, ethnicity, age, or geographic
location. For price discrimination to succeed, other entrepreneurs must be unable to
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purchase goods at the lower price and resell them at a higher one. An agreement to
charge a better price for the same product to one buyer versus another may constitute
a violation of antitrust laws.

Price fixing — establishing the price of a product or service, rather than allowing it to
be determined naturally through free market forces. This procedure is often an illegal
practice.

Price skimming — a pricing strategy in which a marketer sets a relatively high price
for a product or service at first, then lowers the price over time. It is a temporal
version of price discrimination/yield management. It allows the firm to recover its
sunk costs quickly before competition steps in and lowers the market price.

Product liability — the area of law in which manufacturers, distributors, suppliers,
retailers, and others who make products available to the public are held responsible
for the injuries those products cause.

Pump and dump - a form of microcap fraud that involves artificially inflating
(pumping) the price of a stock through false and misleading positive statements, in
order to sell the cheaply purchased stock at a higher price.

Pyramid scheme — a fraudulent moneymaking scheme in which people are recruited
to make payments to others above them in a hierarchy while expecting to receive
payments from people recruited below them. Eventually the number of new recruits
fails to sustain the payment structure, and the scheme collapses with most people
losing the money they paid in.

Securities fraud (stock fraud or investment fraud) —a practice in which investors
make purchase or sale decisions on the basis of false information, frequently resulting
in losses, in violation of the securities laws.

Shill — an associate of a person selling goods or services, who pretends to have no
association with the seller and assumes the air of an enthusiastic customer. The
intention of the shill is, using crowd psychology, to encourage others unaware of the
set-up to purchase said goods or services.

Slavery — hard work done in harsh conditions for low pay.

Spam — unwanted or unsolicited commercial e-mail message from someone you do
not know or with whom you do not have an established business relationship. Spam
is the electronic equivalent of junk mail. Internet etiquette demands that marketers
refrain from sending e-mail to consumers who have not indicated an interest in
communicating with them. Several states have enacted or proposed legislation against
spam. The Direct Marketing Association urges Internet marketers to utilize an opt-in
mechanism, allowing consumers to give or rescind permission for e-mails to be sent.
Stakeholders — people who have an interest in the conduct of a business, which
might include the shareholders, directors, and management of this business, as well as
the employees, customers, vendors, the local community, or even society as a whole.
Strike breaking — making a strike ineffectual by working or by taking the place of
those on strike.

Subliminal message — a signal or message embedded in another medium, designed
to pass below the normal limits of the human mind's perception. These messages are
unrecognizable by the conscious mind, but in certain situations can affect the
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subconscious mind and can negatively or positively influence subsequent later
thoughts, behaviors, actions, attitudes, belief systems and value systems.

Submarine patent — an informal term for a patent first published and granted long
after the initial application was filed. By analogy with a submarine, its presence is
unknown to the public; it stays under water, i.e., unpublished, for long periods, then
emerges, i.e., granted and published, and surprises the relevant market.

Transfer pricing — the pricing of contributions (assets, tangible and intangible,
services, and funds) transferred within an organization. For example, goods from the
production division may be sold to the marketing division, or goods from a parent
company may be sold to a foreign subsidiary. Since the prices are set within an
organisation (i.e. controlled), the typical market mechanisms that establish prices for
such transactions between third parties may not apply. The choice of the transfer
price will affect the allocation of the total profit among the parts of the company.
This is a major concern for fiscal authorities who worry that multi-national entities
may set transfer prices on cross-border transactions to reduce taxable profits in their
jurisdiction. This has led to the rise of transfer pricing regulations and enforcement,
making transfer pricing a major tax compliance issue for multi-national companies.
Underground economy or black market — a market where all commerce is
conducted without regard to taxation, law or regulations of trade. The term is also
often known as the underdog, shadow economy, black economy, parallel economy
or phantom trades.

Union busting — a term used by trade unions and others to describe a wide range of
activities undertaken by employers, their proxies, and governments, which hinder
workers from freely organizing, joining and maintaining trade unions.

Viral marketing and viral advertising — marketing techniques that use pre-existing
social networks to produce increases in brand awareness or to achieve other
marketing objectives (such as product sales) through self-replicating viral processes,
analogous to the spread of pathological and computer viruses. It can be word-of-
mouth delivered or enhanced by the network effects of the Internet. Viral promotions
may take the form of video clips, interactive Flash games, advergames, e-books,
brandable software, images, or even text messages. The basic form of viral marketing
is not infinitely sustainable.The goal of marketers interested in creating successful
viral marketing programs is to identify individuals with high Social Networking
Potential (SNP) and create Viral Messages that appeal to this segment of the
population and have a high probability of being passed along.

Workplace surveillance — a way of monitoring the activities of employees. Today's
businesses often use information technology in their operations and communications.
Business leaders have concerns related to employee misuse of available technologies.
Technology appropriate use policies are being developed by some businesses as a
way to protect business interests. These policies define employee use that is
appropriate and other uses that are subject to scrutiny. Businesses are also
implementing surveillance systems.

Yield management (or revenue management) — the process of understanding,
anticipating and influencing consumer behavior in order to maximize revenue or
profits from a fixed, perishable resource (such as airline seats or hotel room
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reservations). This process was first discovered by Dr. Matt H. Keller. The challenge
Is to sell the right resources to the right customer at the right time at the right price.
This process can result in price discrimination, where a firm charges customers
consuming otherwise identical goods or services a different price for doing so. Yield
management is a large revenue generator for several major industries; Robert
Crandall, former Chairman and CEO of American Airlines, has called yield
management "the single most important technical development in transportation
management since we entered deregulation."
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