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Bsenenue
Metonuueckiue pEeKOMEHJAMM K MPAKTHUECKUM 3aHATUSIM CTYAEHTOB M0 JUCIMILIAHE
«lHOCTpaHHBIA SA3BIK B MHHOBAIIMOHHOM MEHEDKMEHTEe M  (AQHIJIHMICKMiA)» pa3paboTaHbl B
COOTBETCTBUHU C pabouell MporpaMMOi TUCIUIIIMHBI TI0 HAMPaBJICHUIO moaAroToBku 38.04.02 —
MeHeKMEHT.
[lenbto ocBoeHMsT AUCUMILIUHBI «HOCTpaHHBIM S3bIK B MHHOBAllMOHHOM MEHEKMEHTE U »
aBisieTcs (POpMUpPOBaHHME YHUBEPCATIBbHBIX U MpodeccuonanbHbix komnereHuuit (YK-4, I1IK -1) y
CTYJIEHTOB MO HampasiieHHI0 noarotoBkn 38.04.02 «MenemxmenT». OCHOBHas LEeiab Kypca
3aKJIIOYAETCSl B MOBBIIIEHNE UCXOJAHOTIO YPOBHS BJIAJI€HUS] MHOCTPAHHBIM SI3bIKOM U OBJIAJICHHUE
CTYyJIeHTaMH HEOOXOAUMBIM U JIOCTATOUYHBIM YPOBHEM KOMMYHHUKATHUBHON U NMPOQeCcCHOHAIBHON
KOMIIETEHIIMHA Il PELICHUs COLHUAlbHO-KOMMYHHKATHBHBIX 3a7lad B Pa3IMYHBIX 00JacTax
OBITOBOM, KYJIBTYpHOU, Npo(ecCHOHATBbHOW M HAay4YHOH JEeATENbHOCTH IpH OOILIEHUU C
3apyOeKHBIMU MMAPTHEPAMH, a TaKXkKe Ul JajibHEeHIIero camooOpa3oBaHusl.
3agaum gucuumiIuHbl «HOCTpAaHHBIN SI3bIK B MHHOBALIMOHHOM MEHEIKMEHTE M » COCTOSIT B
CIIEYIOLIEM:
- pa3BUBaTh YCTOWYMBBIA HHTEPEC K U3YUEHUIO HHOCTPAHHOTO SI3bIKA;
- CTUMYJUPOBATh TBOPYECKYIO AKTUBHOCTb CTYJIEHTOB;
- CTUMYJINPOBATh HAyYHO-HUCCIIEI0BATENIbCKYIO JEATEIIbHOCTh CTY/IEHTOB.



Pa3paboTky npakTHYeCKUX 3aHATHIA

IIpakTnyeckoe 3ansaTue 1
1. Tema The basics of innovation management

Llens 3anamus: TpOBEPUTH 00IIEe TOHUMAHKUE IPOYUTAHHOTO, CHOPMUPOBATH YMEHUE M HABBIKU
M3YYAaIOIIero YTeHUs, HAaBBIKM U YMEHUS yCTaHABIUBATH JIOTUYECKUE CBSI3U B TEKCTE, OMPEICIATh
OCHOBHYIO TEMY IIPOYUTAHHOI'O TEKCTA.

3adauu 3anamus:

-O3HAKOMUTHECA C HOBOI>'I HCKCHKOﬁ 10 TEMC, pa3BI/IBaTI) nu COBepH_IeHCTBOBaTB HABBIKHU YTCHUIA
TEeKCTa C IENbI0 JETAaTbHOTO MOHUMAHHS COICpXKAHHUSI. — aKTHBU3UPOBATH IMO3HABATEIHHYIO
I/IHI/II_[I/IaTI/IBy CTy,Z[eHTOB 58 q)OpMHpOBaTB ux COIII/IaJ'H)HYIO KOMIICTCHTHOCTbD.

— COJICHCTBOBATH YCTAHOBJICHUIO B CO3HAHUHY CTYACHTA YCTOMYUBBIX CBSI3€H MEX Iy HAKOTIEHHBIM
1 HOBBIM OIIBITOM HOSH&B&TCHBHOﬁ nu HpaKTquCKOfI JACATCIIbHOCTH,

— (hopmupoBaTh U pa3BUBATH YUeOHO-OpPraHU3AIMOHHBIE YMEHHS U HABBIKK (B3aMMOKOHTPOJIb,
CaMOCTOSITeIIbHAS Pab0Ta, KOJUIEKTUBHAS JCITCIIEHOCT).

B pesynbraTe ocBoeHMs TeMbI POPMHUPYIOTCS KOMIETCHIINU:

YK-4 CnocobeH mpuUMeHsITh COBPEMEHHbIE KOMMYHUKAaTHBHbIE TEXHOJIOTUH, B TOM YUCJIE Ha
MHOCTpaHHOM(BIX) S3bIKe(aX), ISl aKaJJeMHUUYECKOTO U MPO(eCCHOHANIBHOTO B3aUMO/ICHCTBHS
ITK-1 Crioco6eH caMOCTOSITENIbHO pa3padaThIiBaTh HAYYHO-UCCIICIOBATEIHLCKUNA U aHATTUTHICCKUN
IPOEKT B 00JAaCTH MEHEKMEHTa OpraHu3aluid U MHHOBAIMA B IU(PPOBONH H3MEHSIOIIEHCS
Oou3Hec-cpee

Learning Objectives

Define innovation management, its role, principles and advantages it offers.

DISCOVERING CONNECTIONS

Are you a management innovator?

Have you discovered entirely new ways to organize, lead, coordinate, or motivate?

Is your company a management pioneer?

Has it invented novel approaches to management that are the envy of its competitors?

el e

Reading
Text 1.

3aganus 1y paéoThl HA 3AHATHH:
1. Read the text to understand what information is of primary importance or new
for you. Suggest the possible title to the text
The Why, What, and How of Management Innovation
By Gary Hamel
Does it matter? It sure does. Innovation in management principles and processes can
create long-lasting advantage and produce dramatic shifts in competitive position.


https://hbr.org/search?term=gary%20hamel

Over the past 100 years, management innovation, more than any other kind of
innovation, has allowed companies to cross new performance thresholds.

Yet strangely enough, few companies have a well-honed process for continuous
management innovation. Most businesses have a formal methodology for product
innovation, and many have R&D groups that explore the frontiers of science.
Virtually every organization on the planet has in recent years worked systematically
to reinvent its business processes for the sake of speed and efficiency. How odd,
then, that so few companies apply a similar degree of diligence to the kind of
innovation that matters most: management innovation.

Why is management innovation so vital? What makes it different from other kinds of
innovation? How can you and your company become blue-ribbon management
innovators? Let’s start with the why.

Why Management Innovation Matters

General Electric. DuPont. Procter & Gamble. Visa. Linux. What makes them stand
out? Great products? Yes. Great people? Sure. Great leaders? Usually. But if you dig
deeper, you will find another, more fundamental reason for their success:
management innovation.

° like the general public license and online collaboration tools, open source

development has proved to be a highly effective mechanism for eliciting and
coordinating the efforts of geographically dispersed individuals.

As these examples show, a management breakthrough can deliver a potent advantage
to the innovating company and produce a seismic shift in industry leadership.
Technology and product innovation, by comparison, tend to deliver small-caliber
advantages.

A management innovation creates long-lasting advantage when it meets one or more
of three conditions: The innovation is based on a novel principle that challenges
management orthodoxy; it is systemic, encompassing a range of processes and
methods; and it is part of an ongoing program of invention, where progress
compounds over time. Three brief cases illustrate the ways in which management
innovation can create enduring success.

Harnessing employee intellect at Toyota.

Why has it taken America’s automobile manufacturers so long to narrow their
efficiency gap with Toyota? In large part, because it took Detroit more than 20 years
to ferret out the radical management principle at the heart of Toyota’s capacity for
relentless improvement. Unlike its Western rivals, Toyota has long believed that
first-line employees can be more than cogs in a soulless manufacturing machine;
they can be problem solvers, innovators, and change agents. While American
companies relied on staff experts to come up with process improvements, Toyota
gave every employee the skills, the tools, and the permission to solve problems as
they arose and to head off new problems before they occurred. The result: Year after
year, Toyota has been able to get more out of its people than its competitors have
been able to get out of theirs. Such is the power of management orthodoxy that it was
only after American carmakers had exhausted every other explanation for Toyota’s
success—an undervalued yen, a docile workforce, Japanese culture, superior



automation—that they were finally able to admit that Toyota’s real advantage was its
ability to harness the intellect of “ordinary” employees. As this example illustrates,
management orthodoxies are often so deeply ingrained in executive thinking that
they are nearly invisible and are so devoutly held that they are practically
unassailable. The more unconventional the principle underlying a management
innovation, the longer it will take competitors to respond. In some cases, the head-
scratching can go on for decades.

What Is Management Innovation?

A management innovation can be defined as a marked departure from traditional
management principles, processes, and practices or a departure from customary
organizational forms that significantly alters the way the work of management is
performed. Put simply, management innovation changes how managers do what
they do. And what do managers do? Typically, managerial work includes

® Setting goals and laying out plans;
Motivating and aligning effort;
Coordinating and controlling activities;
Accumulating and allocating resources;
Acquiring and applying knowledge;
Building and nurturing relationships;
Identifying and developing talent;

Understanding and balancing the demands of outside constituencies.

In a big organization, the only way to change how managers work is to reinvent the
processes that govern that work. Management processes such as strategic planning,
capital budgeting, project management, hiring and promotion, employee assessment,
executive development, internal communications, and knowledge management are
the gears that turn management principles into everyday practices. They establish the
recipes and rituals that govern the work of managers. While operational innovation
focuses on a company’s business processes (procurement, logistics, customer
support, and so on), management innovation targets a company’s management
processes.

Ex.2. Give short summary of it in writing form.

WRITING

Ex. 3. Write an annotation of the article.
Innovation Insights from the Founder of Sony
By: Paul Sloane

Akio Morita was born in Nagoya, Japan in 1921. His father owned a business
brewing sake. It had been in the family for 14 generations and it was expected that
Akio, the oldest son, would step into the business but the boy was more interested in
electronics than in brewing.


http://www.innovationmanagement.se/author/paul-sloane/

Morita studied Physics at Osaka Imperial University and served as a naval lieutenant
during World War II. While in the Japanese Navy he met an electrical engineer,
Masru Ibuka, and in 1946 the two men decided to form a business together. They
founded Tokyo Telecommunications Engineering, Corporation and their first
product was an automatic rice cooker which failed to sell well. There was little
consumer demand in a society impoverished by the war so Morita decided to focus
on export markets. At that time Japanese companies had a reputation for producing
cheap, low-quality products which were often copies of Western merchandise.
Morita and his partner wanted to break away from this approach and offer high-
quality innovative electronic goods.

In 1950 they developed Japan’s first magnetic tape recorder. It was their first real
success. Five years later Morita designed a pocket-sized transistor radio for the
American market but it was just a little too large to fit in a shirt pocket. Morita came
up with an innovative marketing idea. He gave all his salesmen shirts with larger
pockets so that during demonstrations they could slip the radio in and out of their
pockets. This became the first commercially successful transistor radio and sold well
around the world.

Morita grasped the importance of brands and saw that the name Tokyo
Telecommunications Engineering Corp was an impediment to success. His
colleagues in Japan all liked it but he wanted to find something easily memorable in
global markets. In 1958, he changed the company name to Sony because it was short
and friendly. In 1960 he founded Sony Corporation of America and in 1961 it
became the first Japanese company listed on the New York Stock Exchange.

In the 1970s portable tape players became popular for serious recording but Morita
thought that most products were big and unwieldy. He wanted to create a small
battery-powered tape player for the consumer market. He designed a cassette
product with headphones instead of speakers and with no record function — just
playback. Most experts, including those at Sony, thought that a tape recorder which
could not record was a ridiculous idea. But Morita was convinced that he could make
something so portable and convenient that people would want it. In 1979 he created
the Sony Walkman which went on to be the most successful personal electronics
product ever with sales of over 250 million units.

Under Morita Sony set new standards in product innovation. The company
introduced the first commercial battery-powered portable TV, the first colour home
video recorder, the 3 %2 inch floppy drive, 8mm video tape and the audio CD in a joint
effort with Phillips. Sony set a new standard in TV picture quality with the Trinitron
tube. In the 1980s Sony extended the Walkman brand with the launch of the Discman
portable CD player.

Akio Morita was not only a brilliant engineer. He was also a shrewd businessman, a
creative marketer and a people person. He was naturally friendly and outgoing. He
was able to understand Western consumers and to bridge the communication gap
between Japan and the West. He died of pneumonia in 1999, at the age of 78. At the
time of his death, Akio Morita was the most famous Japanese citizen in the world and
Sony was the leading electronics consumer brand in the United States.

Insights for Innovators



Try innovation by elimination. Morita took the traditional tape recorder and
eliminated speakers and the record function. He made something similar, smaller,
cheaper and easier to use. What can you eliminate from your product or service to
make it simpler for users?

Ignore the doubters. Believe in yourself. Innovators always provoke a reaction from
doubters. Many people doubted the concept of the Walkman but Morita persisted
and proved them wrong. Most commentators thought that transistor radios could not
compete with traditional valve radios because valve radios offered higher quality.
But Sony transistor radios were lighter and cheaper. Their quality improved over
time and they came to dominate the market.

Ignore focus groups and instead anticipate the needs of customers. There was no
market research indicating the need for a Walkman-type product. Like Steve Jobs,
Morita trusted his intuition. Routine marketers analyse the past. True innovators

anticipate the future.
(http://www.innovationmanagement.se/2018/11/21/innovation-insights-from-the-founder-of-
sony/)

Tema 2. Strategic Planning

Heab 3aHATHSA: TPOBEPUTH 00I1I€€ MOHUMAHUE TPOYUTAHHOT 0, CHOPMHUPOBATH YMEHHE U HABBIKH
M3Y4YaloIllero YTeHUs, HaBbIKK U YMEHHUS yCTaHABIUBATh JIOTUYECKUE CBSI3U B TEKCTE, ONPEIEIATh
OCHOBHYIO TEMY IPOYUTAHHOTO TEKCTA.

3anaum 3anaTHA:

-03HAaKOMMTBHCSL C HOBOH JIEKCHKOHN IO TeMe; pa3BUBAaTh M COBEPIICHCTBOBATh HABBIKM UTEHUS
TEeKCTa C LENbI0 JETaIbHOIO MOHUMAaHMS COAEpXaHHUS. — aKTUBU3UPOBATH IMO3HABATEJbHYIO
MHHUIIMATUBY CTYACHTOB U (POPMHUPOBATH UX COLUAIBHYIO KOMIETEHTHOCTb.

— COJIEHCTBOBATh YCTAHOBIJICHUIO B CO3HAHUU CTYAEHTA YCTOWYUBBIX CBS3€H MEX/1y HAKOTJIEHHBIM
Y HOBBIM OIIBITOM [T03HABAaTEIbHON U MPAKTUYECKOH 1€ TebHOCTH;

— (hopmupoBaTh U pa3BHUBaTh Y4eOHO-OpPraHU3ALMOHHBIE YMEHMSI U HABBIKU (B3aMMOKOHTPOJIb,
caMoCTOsTeNIbHas paboTa, KOJUIEKTUBHAS JI€ATEIIbHOCTB).

B pesynbraTe ocBOeHUs TeMbl (OPMHUPYIOTCS KOMIIETEHIIUHU:

YK-4 CnocobeH mpuMeHsTh COBPEMEHHbIE KOMMYHUKAaTHBHBIE TEXHOJIOTUH, B TOM YHCIIE Ha
WHOCTPaHHOM(BIX) SI3BIKE(aX), I aKaJIEMUIECKOT0 U IPO(ECCUOHATTLHOTO B3aUMOICHCTBHUS

3

IIK-1 CiocobeH caMOoCTOSTENBHO pa3pabaThiBaTh HAYUHO-UCCIIEIOBATEILCKUI U aHATUTUYECKHI
NPOCKT B 0O0JACTM MEHEIKMEHTa OpraHu3alMii W WHHOBAIMKA B IU(PPOBOW W3MEHSFOIICHCS
OousHec-cpee

Learning Objectives

Define Strategic Planning in the Private Sector

DISCOVERING CONNECTIONS

1. What does Strategic Planning in the Private Sector include?
2. Describe basic approaches of corporate strategic planning.



3. Define fundamental characteristics necessary to achieve effective strategic planning:

3ananme 1. Read and translate following text

Many organizations that undertake long-range planning place considerable emphasis on the
extrapolation of expected developments into the future, so that top management can get a better
understanding of where the organization is going. These forecasts of future performance are then
compared with what might be desirable according to a set of goals and objectives for the
organization. The discrepancy between desirable goals and objectives, and expected performance,
is commonly called the planning gap. Forecasting is only one of the ingredients in the planning
process, however. Forecasts involve educated guesses about the future. A major purpose of
planning is to support strategic decision making by formulating alternative courses of action that
will have long-term, desirable consequences

Strategic Planning in the Private Sector
Strategic planning had its origins in the a private sector in a period of rapid growth and change that
began in the late 1950s and early 1960s. As B.W.Scott observed in a 1965 publication of the
American Management Association, Strategic planning is a systematic approach by a given
organization to make decisions about issues which are of a fundamental and crucial importance to
its continuous long-term health and vitality. These issues provide an underlying and unifying basis
for all the other plans to be developed within the organization over a determinant period of time.
Thus, a long-range strategy is designed to provide information about an organization’s basic
direction and purpose, information which will guide all of its operational activities.
When Robert S. McNamara left the presidency of the Ford Motor Company in 1961 to become
Secretary of Defense in the Kennedy administration, he took with him a multi-year planning
process that had helped him gain a perspective on the key strategic decisions in that company.
McNamara’s abilities as a manager and the role of long-range planning as an essential ingredient to
this effectiveness were widely discussed in the media. As a consequence, managers of large
organizations all over the country began to wonder if they too should attempt such a long-range
planning effort.
While some companies attempted to formalize a planning process during the 1960s simply because
“it was the thing to do,” there were more substantial reasons for this movement toward a more
comprehensive and long-range approach to organizational decisions. The 1960s were a period of
steady economic Strategic Planning growth and general prosperity, especially in the United States.
Many corporate executives realized that they had to choose carefully from among numerous
attractive opportunities for growth. During this period, many businesses chose to diversify,
sometimes through acquisitions, and to enter into international markets. Such strategic moves
increased the managerial complexity of large corporations in geometric fashion. New methods and
technologies clearly were needed to help top management cope with an increasing array of
strategic decisions. Formal, long-range planning seemed almost like a godsend to these top
managers.
It has been estimated that three-quarters of all large corporations in the United States had some
form of strategic planning in place by the end of the 1960s.
Eight basic approaches of corporate strategic planning have emerged over the past 35 years:
(1) the Harvard policy model,
(2) strategic planning systems,
(3) stakeholder management approach,
(4) business portfolio methods,
(5) competitive analysis of key forces,
(6) strategic issues management,
(7) strategic negotiations,
(8) logical incrementalism.
A recent survey of 1500 companies worldwide indicated that more than two-thirds failed to
integrate strategic planning with their financial and tactical planning processes [5]. One



explanation for this disconnect is that all too often strategic planning is viewed as a senior
management activity, causing executives to divorce it from planning activities at the operations
level. According to the Hackett research, only 38% of management and less than 10% of the
employees in the average company are given access to the strategic planning process. Many
companies do not link incentives and rewards to strategic goals. Bonus pay is linked to financial
plans for 97% of the companies, whereas only 58% of the same companies also tie incentives to
strategic plans. As a consequence, many companies have failed to fully align their business goals
with their strategic focus.

Based on their studies of planning in numerous corporations, Lorange and Vancil suggest five
fundamental characteristics necessary to achieve effective

strategic planning:

1. Strategic planning is a line-management function. The corollary is that managers in the
organization who will use a strategic planning system must design it.

2. An effective strategic planning system must help line managers make important decisions. Line
managers are not interested in plans; they make decisions. They will devote time and effort to
planning only if it assists in their decision-making process.

3. Effective strategic planning involves a process by which line managers

work together to resolve strategic issues.

4. Strategic planning systems are unique to the organizational environments in which they reside.
“The overriding design rule is that there is no general design.”

5. An effective strategic planning system changes continually as a result of changes in the external
environment of the organization as well as shifts in internal structure and power relationships.
According to the proponents of strategic planning as applied to the private sector, this approach:
1. Is oriented more toward actions, results, and implementation than is traditional public planning;
2. Promotes broader and more diverse participation in the planning process;

3. Places greater emphasis on understanding the organization (or community) in its external
context through an environmental scan;

4. Encourages more competitive behavior; and

5. Assesses the strengths and weaknesses of the organization in the context of external
opportunities and threat.

EXx.2. Scan the text. Make up a list of key words and sentences.

EXx.3. Give short summary of it in writing form.

Tema 3. SWOT Analysis, Strategies, Policies, and Implementation

Henapb 3aHATHA: IPOBEPUTH 00111€€ TOHUMAHUE TPOYUTAHHOT O, C(POPMHUPOBATH YMEHHE U HABBIKU
M3YYaIoIlero YTeHUs, HaBbIKM U YMEHUS yCTaHABIUBATH JIOTUYECKUE CBSI3U B TEKCTE, OMPEICIATh
OCHOBHYIO TEMY IIPOYMTAHHOTO TEKCTA.

3amauy 3aHATHA:

-03HAKOMUTBHCS C HOBOM JIEKCHMKOH 0 Te€Me; pa3BUBaTh U COBEPLIEHCTBOBATH HABBIKM UTECHMSI
TEeKCTa C IENbI0 JETaIbHOIO MOHUMAHMS COACpXKaHHUSI. — aKTHBHU3UPOBATH IMO3HABATEIHHYIO
MHUIMATUBY CTYJIEHTOB U (DOPMUPOBATH UX COLUAIbHYIO KOMIETEHTHOCTb.

— COJICHCTBOBATh YCTAHOBJICHUIO B CO3HAHHUH CTYACHTA YCTOMYUBBIX CBS3€H MKy HAKOTIIEHHBIM
Y HOBBIM OIIBITOM IO3HABATEJIbHOM U MPaKTUUYECKON AESITEbHOCTH;

— (hopmupoBaTh U pa3BUBaTh YUeOHO-OpPraHU3AIMOHHBIE YMEHHSI U HABBIKK (B3aMMOKOHTPOJIb,
caMocCTosTeNIbHAs paboTa, KOJUIEKTUBHAS IEATEIIEHOCTB ).

B pesynbraTe ocBOeHUs TeMbl (POPMHUPYIOTCS KOMITETEHIIHH:



YK-4 CniocobeH MpuMeHSTh COBPEMEHHbIE KOMMYHUKATHBHBIE TEXHOJIOTUH, B TOM YHCIIE Ha
WHOCTPaHHOM(BIX) sI3bIKE(axX), I aKaJIeMHUYECKOTO U MPOo(heCCUOHATBFHOTO B3aUMOICHCTBHS

b

IIK-1 CiocobeH caMOoCTOSTENHHO pa3pabaThiBaTh HAYYHO-UCCIIEIOBATEILCKUIN U aHATUTUYECKHI
MPOEKT B OOJIACTHM MEHEKMEHTa OpraHu3aluii W WHHOBAIMK B HHU(POBON H3MEHSIOMICHCS
Oou3Hec-cpee

Learning Objectives

Define SWOT analysis, its role within a firm, and internal and external factors it offers, SWOT
analysis pros and cons

DISCOVERING CONNECTIONS

1. SWOT analysis plays a vital role for companies to know about how satisfy customer's
needs and wants?

2. What makes your company weaker than competitors?

3. What are your competitor's weaknesses that you can use for your company advantages?
4. what are new trends and technologies and how to utilize them for your company
benefits?

3ananme 1. Read and translate following text

What is SWOT Analysis & Its Importance For Companies

The abbreviative business term SWOT stands for Strengths, Weaknesses, Opportunities, and
Threats. Conducting a SWOT analysis enable a company to see where your company is in the
marketplace and what strategies a particular company can develop to increase its market share. The
top level management and marketer of the company must know SWOT analysis and its importance
for the company. SWOT analysis has been around for so many years now and companies started
using this tool around 1960s. This model was developed by Albert Humphrey of Stanford
University. SWOT analysis alternatively SWOT Matrix is considered one of the most effective and
essential tools that almost all organizations use to carefully assess the industry. Organizations also
use this tool to come up with some strategies to keep up with the tight competition in the market.

SWOT analysis determines and evaluates the impact of different internal and external factors
forces on a particular business. The internal factors belong to the strengths and weaknesses while
the external factors belong to the opportunities and threats. Here in this article I would discuss the
each in details.




Strengths

When considering the strengths of a particular company, these refer to the products or services
offered by company, the reputation of the company, company’s location, the years of existence or
experience and the expertise of the staff working in that particular company. The strengths of the
company make it grow and succeed. We can summarize strengths as:

Weaknesses
The weaknesses are those things that have to be improved. Weaknesses may include a weak brand

name, poor reputation of particular company and more. In simple words weaknesses are the
complete opposite of the strengths. Following are the weaknesses of a company:

1. Lack of patent protection

2. Poor reputation among public

3. Higher cost structure

4. Lack of distribution channels

5. Lack of well educated or well trained staff
Opportunities

The external environment analysis may show some opportunities for a company by which
company can grow and generate more profit. A change in external environment is a potential
opportunity for every company, companies need to understand and evaluate the change and then
design product or service according to change. The emerging of new markets and technologies are
also creates opportunities for existing companies. Opportunities include:

1. An unfulfilled customer need

2. Loosening of regulations

3. Emergence of new technologies

4, Removal of tariffs or other international trades barriers
Threats

Threats are also encounter with companies due to change in external environment. For example
new competitors in the market, increasing cost and new regulations are among the things that may
be threats for a particular company. The other major threats are:

1. Changes in trends & consumers taste

2. Different substitute products

3. New regulations & international trade barriers
How to do a SWOT analysis

A SWOT analysis generally requires decision-makers to first specify the objective they hope to
achieve for the business, organization, initiative or individual.

From there, the decision-makers list the strengths and weaknesses as well as opportunities and
threats.

Various tools exist to guide decision-makers through the process, often using a series of questions
under each of the four elements. For example, decision-makers may be guided through questions
such as "What do you do better than anyone else?" and "What advantages do you have?" to identify
strengths; they may be asked "Where do you need improvement?” to identify weaknesses.
Similarly, they'd run through questions such as "What market trends could increase sales?" and
"Where do your competitors have market advantages?" to identify opportunities and threats.
Using a SWOT analysis

A SWOT analysis should be used to help an entity -- whether it is an organization or an individual
-- to gain insight into its current and future position in the marketplace or against a stated goal.



The idea is that because entities can see competitive advantages and positive prospects, as well as
existing and potential problems, they can develop plans to capitalize on positives, address deficits
or do both.

In other words, once the SWOT factors are identified, decision-makers should be better able to
ascertain if an initiative, project or product is worth pursuing and what is required to make it
successful. As such, the analysis aims to help an organization match its resources to the
competitive environment in which it operates.

SWOT analysis pros and cons

SWOT analysis can help the decision-making process by creating a visual representation of the
various factors that are most likely to impact whether the business, project, initiative or individual
can successfully achieve an objective.

Although that snapshot is important for understanding the multiple dynamics that impact success, a
SWOT analysis does have its limits. The analysis may not include all relevant factors for all four
elements, thereby giving a skewed perspective. Moreover, because it only captures factors at a
particular point in time and doesn't allow for how those factors could change over time, the insight
it offers could have a limited shelf life.

EXx.2. Scan the text. Make up a list of key words and sentences.

Ex.3. Give short summary of it in writing form.
WRITING

Ex. 4 Write an annotation of the article using the following word combinations. Make
comparison of the following examples, mentioned in the article

. frankly speaking — gecTHO roBOps

. anyway — B JItOOOM cilydae

. well, as a matter of fact — na camomM Jneie

. firstly — Bo-1miepBbBIX

. secondly — Bo-BTOpPBIX

. after all — B xoHIIe KOHIIOB

. as far as I am concerned — uro Kacaercs MEHs
. actually — Ha camom gene

Example SWOT analysis: Sedibeng Breweries

One of the best ways to prepare to conduct a SWOT analysis is to use examples for help and
inspiration.

Even if you already know what a SWOT analysis is and what it’s used for, it can be tough to
translate that information and examine your own business with a critical eye.

Reading an example SWOT analysis for a business that is either in your industry or based on a
comparable business model can help get you started. Personally, I recommend reading at least
three—since they are prioritized lists, SWOT analyses are by nature pretty short, and the more
examples you look at the more likely you are to spot ideas that are relevant to your own business
needs.

All of our SWOT analysis examples are based on real businesses that we’ve featured in our gallery
of free example business plans. The SWOT analyses are broken into three parts: First, we give you
a quick introduction to what the company’s about (and if you want to know more about them, you
can always read their complete business plan); second, the SWOT analysis; and lastly, some
discussion of potential growth strategies for the business based on what’s revealed by the SWOT
analysis.



http://articles.bplans.com/how-to-perform-swot-analysis/
http://www.bplans.com/sample_business_plans.php

About the company

Sedibeng Breweries is a medium-scale brewery located in the growing industrial center of Selebi
Phikwe, Botswana. Their product is traditionally-brewed craft beer, targeted at white collar and
working class Batswana alike.

Sedibeng’s primary market advantages are their company culture, consistent “quality” branding,
traditional brew recipes, and commitment to rural distribution. Potential strategies for growth.
Build an online presence. Building and learning how to manage a basic website could be a huge
marketing asset for Sedibeng. Operating without a website is increasingly rare, and ignoring this
weakness for too long could have disastrous consequences.

Employee training. Developing an efficient employee onboarding process and training program
will be increasingly critical to the company’s ability to grow and manage culture.

Expansion. A potential business opportunity for Sedibeng Breweries is a government-subsidized
export operation, ideally to target markets in neighboring countries that are very similar to their
target markets in Botswana so that Sedibeng’s strong marketing campaign can remain consistent.
This is one area in which being a small local firm could be a major advantage, but international
market research and more information about the government export initiatives are required.
Example SWOT analysis: Botanical Bounty

About the company

Botanical Bounty is an Oregon-based perennial farm that grows a variety of botanical, medicinal
plants.

This family-owned farm has been in existence for two years, initially operating as a hobby for the
owners—who have training in plant biology—rather than as a profit-producing business.
Potential strategies for growth

Customer testimonials. Botanical Bounty needs to establish its reputation as a highly-efficient,
high-potency medicinal herb grower, and one effective and inexpensive way to do that would be to
lean on loyal customer testimonials in the company’s marketing strategy.

Sales channel relationships. Botanical Bounty also needs to establish a strong sales channel with
herbal supplement manufacturers, and should invest plenty of energy into building those
relationships and establishing Botanical Bounty as a reliable vendor.



Capital stock: We've established and maintained a
strong capital base.

'M-arketing;'Ag'gr'essive.a'n'd'Focused' marketing campaign S E D I B E N G

with clear goals and strategies.

Management team: Together have wide experience in B R E w E R I E s

product and business know-how.

Not tech-savvy: Establishing a reputation on the
internet will be challenging.

Quick expansion: There are a lot of new hires to train
and organizational structures to learn.

New: Don't have the reputation or money of big
breweries.

Packaging: New generation of consumers appreciate high-end
bottling and labeling.

Craft beer niche: There is a growing community of craft beer
appreciators in Botswana.

Government programs: Promotions of and initiatives to support
Botswana exports.

Vertical integration: Major breweries are establishing control of
supply and distribution channels to corner the market.

Price fluctuation: Huge fluctuations in prices of supplies may occur.
Competitor market: Competition could develop expensive new
marketing campaigns.

Consistent quality: We consistently produce plants with
high active botanical ingredients.

Saleable plants: We produce a high ratio of healthy B o T A N I C A L

(saleable) plants.

Experience: Co-owners have a strong combination of ; B o U N T Y

business development and horticultural experience.

Lack of funding: We will need to borrow $100,000 in
funds for the first year.

No reputation yet: We haven't established ourselves as
reputable growers in the botanical market yet.

Customer loyalty: Customers are looking for an ongoing
relationship with one botanicals vendor.
Growing market: The market for supplements is huge and growing.

Weather: A poor growing season due to the changes in weather can
seriously affect production.

Pests: Pests are a threat to our ability to provide healthy plants.
Similar-sized farms: Some similar-sized farms have been in business
longer.




4. Tema 4. Stages of Decision Making

Llesn 3aHATHS: TPOBEPUTH 00III€e TOHUMAHUE IPOYUTAHHOT 0, CHOPMHUPOBATH YMEHHE U HABBIKH
HU3YyYaromero 4YTCHusl, HaBbIKK 1 YMCHUS YCTAHABJIMBATDL JIOTUYCCKUEC CBA3H B TCKCTC, ONIPCACIIATH
OCHOBHYIO TEMY IIPOYMTAHHOTO TEKCTA.

3amauy 3aHATHA:

-03HAaKOMMTBCSI C HOBOH JIEKCHKOH IO TEMe; pPa3BUBAaTh M COBEPIIEHCTBOBATh HABBIKM UYTEHUS
TCKCTa C HCJIBI0 ACTAJIbBHOIO IMNMOHHUMAHUSA COACPIKAHUA. — AKTUBU3UPOBATH IMO3HABATCIIbHYIO
MHHUIAATUBY CTYACHTOB U (POPMHUPOBATH UX COLUAIBHYIO KOMIETEHTHOCTb.

- COHefICTBOBaTB YCTaHOBJICHHIO B CO3HAHWU CTYACHTA yCTOf/'I‘{HBBIX CBsI3EH MCXKY HAKOIIJICHHBIM
Y HOBBIM OIIBITOM [103HABAaTEIbHON U MPAKTUYECKOH J1eATENbHOCTH;

— (hopmupoBaTh U pa3BUBATH YUeOHO-OPraHU3AIMOHHBIE YMEHHS U HABBIKU (B3aMMOKOHTPOJIb,
CaMOCTOsATeNIbHAs paboTa, KOJUIEKTUBHAS 1€ATEIIHOCTD).

B pesynbraTe ocBoeHMs TeMbI POPMHUPYIOTCS KOMIIETEHIIUU:

YK-4 Criocob6eH NpUMEeHsITh COBPEMEHHBIE KOMMYHUKATUBHBIE TEXHOJIOTHH, B TOM YHCJIE Ha
WHOCTPaHHOM(BIX) SI3bIKE(aX), I aKaJIEMUIECKOT0 U IPO(ECCUOHATFHOTO B3aUMOIEHCTBUS

b

IIK-1 CriocobeH caMocToATeNbHO pa3pabaThiBaTh HAYYHO-UCCIEI0BATEIbCKIM M aHATUTUYECKHHA
MPOEKT B 00JIACTM MEHEKMEHTA OpraHu3alluii ¥ WHHOBAIMH B IHU(PPOBON H3MEHSIOIICHCS
OusHec-cpene

Learning Objectives

Define the stages in decision making, subsequent stages in decision making

DISCOVERING CONNECTIONS

l. Name the main stages in decision-making?
2. Describe subsequent stages in decision making

3ananme 1. Read and translate following texts

STAGES IN DECISION MAKING
The stages in decision making can be broadly categorized as follows:

o Define the situation
() Generate alternatives
() Information gathering
(] Selection

() Action

o Although there are 5 stages listed here, the 7 step model has seven stages, the 9 step
model has 9 stages of decision making, and so on.


https://www.decision-making-confidence.com/9-step-decision-making-model.html
https://www.decision-making-confidence.com/9-step-decision-making-model.html
https://www.decision-making-confidence.com/7-step-decision-making-model.html

Lets examine each of these more closely.

DEFINE THE SITUATION

Of the stages in decision making, this is probably the most significant step. It is vital to have a
good understanding and be very clear about a) the situation and b) what you want to achieve.
Any misinformation about the situation is likely to be amplified in the later stages in decision
making. For example, a passerby who considers the unconscious person on the street to be a drunk
will act differently than if they knew that person was actually suffering a stroke.

Being clear about what you want the decision to achieve will also have knock on effects on the later
stages in decision making. It's very easy to know what is notwanted, e.g., 'l don't want this
anymore', or 'This has to stop'. But such framing of the outcome in the negative does not set a
direction to move towards, only what to move away from.

Instead, state in the positive what you want the decision to achieve. For example, instead of 'l want
to stop wasting my time here' you could say 'l want to get this chapter finished in the next 2 hours.'

This sets a very clear and measurable outcome for the decision making process. It will often allow a
much smoother transitioning through the subsequent stages in decision making as well.

GENERATE ALTERNATIVES

Unless you are choosing from alternatives there is no decision to make!

The number of alternatives you choose will depend on such factors as experience, knowledge,
skills, number of people involved in generating alternatives and what's considered important.

INFORMATION GATHERING

The information required can be about the alternatives or even about the situation and the required
outcome. As alternatives are suggested, it may require further clarification of the situation or the
decision to be made.

Of the stages in decision making, this one often takes the most time. An aspect of the rational
decision making models is the weighing up of the pros and cons of the various alternatives so as to
arrive at the best. As you may have experienced, this can take so long as to inhibit the decision
making process!

In contrast, this can be one of the quickest stages of the recognition primed decision making model,
where the information gathering is done mentally by the expert by rapidly bringing his or her
acquired experiences and skills to bear on the situation.

SELECTION

Selection is the choosing of one of the alternatives. Although it's listed as only one of the stages of
decision making, many people consider that this is the whole of the decision making process. An
idea that means that they pay little or no attention to the previous stages, which makes this one very
tricky!

However, if the previous stages of decision making have been done well, this stage is actually
fairly straightforward.

The method of selection will very much depend on the decision making process. Rational decision
models choose the option that has more pros than cons. Intuitive decision makers 'go with their gut',
or their heart.

The natural decision making model put forward in this web site selects based on your personal
experiences as well as your own personal internal signals.

ACTION

It's important to include this in the stages of decision making because any time spent making a
decision is wasted if it is not converted into action. Great decisions are only great when they
are carried into action and the action achieves the desired result.


https://www.decision-making-confidence.com/how-to-make-a-decision.html
https://www.decision-making-confidence.com/recognition-primed-decision-making-model.html
https://www.decision-making-confidence.com/decision-making-skills.html
https://www.decision-making-confidence.com/decision-making-skills.html
https://www.decision-making-confidence.com/rational-decision-making-models.html
https://www.decision-making-confidence.com/rational-decision-making-models.html

And an aspect of taking action is assessing whether the decision actually achieved the desired

outcome. And if not, making modifications until it does so.

ORDER OF STAGES

The order of the stages in decision making is important if you want to make quality

decisions effortlessly and consistently.

You won't know what information to gather unless you know what the situation is and what

alternatives are being considered. It's difficult to select an option if you don't know what you are

trying to achieve.

Remember, too, that it may be necessary to cycle back to an earlier stage when the information in

the system changes. For example, having gathered some information, you may realize that it makes

sense to update what you want the decision to achieve. Or taking action may give you an alternative

not previously considered.
(https://www.decision-making-confidence.com/stages-in-decision-making.html)

Ex.2. Scan the text. Make up a list of key words and sentences.

EXx.3. Give short summary of it in writing form.

. Tema 5 Strategic Planning Model

Heapb 3aHATHSA: IPOBEPUTH 0011Iee MOHUMAHUE TPOYUTAHHOTO, CPOPMHUPOBATH YMEHHE U HABBIKH
HU3YyYaromero 4YTCHus, HaBbIKK 1 YMCHUA YCTAaHABJIMBATD JIOTUYCCKUE CBA3H B TCKCTC, ONIPCACTIATH
OCHOBHYIO T€MY MIPOYUTAHHOTO TEKCTA.

3aiauyu 3aHATHSL:

-03HAKOMUTBHCS C HOBOM JIEKCHUKOH MO TeMe; pa3BUBaTh U COBEPIICHCTBOBATH HABBIKM UYTCHHSI
TEKCTa C IENBI0 JICTAIHHOIO IMOHUMAHHS COJICPKAHHUS. — aKTHBHU3UPOBATH IMO3HABATEIBHYIO
WHUIMATUBY CTYJICHTOB U ()OPMUPOBATH UX COLUANBHYIO KOMIETEHTHOCTb.

— COACMCTBOBATh YCTAHOBJIEHUIO B CO3HAHNWHU CTYJICHTA YCTOMYNBBIX CBS3€1 MEK/Ty HAKOIIJIEHHBIM
Y HOBBIM OIIBITOM MO3HABATENIbHOM U MPAKTUIECKON ACSITEbHOCTH;

— (hopmupoBaTh U pa3BUBaTh Y4eOHO-OpPraHU3aLMOHHBIE YMEHMSI U HABBIKU (B3aMMOKOHTPOJIb,
camMocTosITeNlbHas paboTa, KOJUIEKTUBHAS e TEIbHOCTD).

B PE3yJIbTaTC OCBOCHUS TCMbI (bOpMI/IpyIOTCSI KOMIICTCHIIUH .

YK-4 CnocobeH mpuMeHsTh COBPEMEHHbIE KOMMYHUKATUBHBIE TEXHOJIOTUH, B TOM YKCIIE Ha
WHOCTPAaHHOM(BIX) sI3bIKe(ax), I aKaJIeMHYECKOT0 U MPOo(heCCUOHATBFHOTO B3aUMOICHCTBHS

3
IIK-1 Cnocoben caMocTOSITENLHO pa3padaThiBaTh HAYYHO-UCCIEA0BATEIbCKUN U aHATTUTUYECKUI

MPOEKT B OOJIACTHM MEHEKMEHTa OpraHu3aluidi W WHHOBAIMK B HU(POBOM H3MEHSIOMICHCS
OousHec-cpee

Learning Objectives
Define strategic planning models, its role within a firm, and the competitive advantages it offers.

DISCOVERING CONNECTIONS



1. Define any effective strategic planning approach.
2. Name factors and variables in choosing strategic planning models

3ananue 1. Read and translate following text

Strategic Planning Models for all seasons
When choosing strategic planning models for your organisation, avoid going to extremes. I like to
avoid extremes. That sometimes puts me off side with everyone!

Choice of strategic planning models

<--- Only one 'right' model ----- - no possible model --->

At one extreme is the claim that there is Everything is so fluid, always changing,

only one model of strategic planning for and each organisation is unique, that no

all organisations and at all times. formal model of strategic planning can
be of any help.

If only life were so simple!

It may be true that no single formal strategic planning model will suit all organisations in all
circumstances.

However, a very few formal procedures can be the basis of a small number of models of strategic
planning, to suit a large number of organisations in most circumstances.

There may well be conditions in which no strategic planning framework is currently relevant or
useful.

When not to use a formal strategic planning model

Under the following circumstances no strategic planning models are relevant -

o When the organization is failing financially

() When the organization is very young and still knows exactly what it is doing for whom and
is clearly on track for achieving it

o In any organization run by an autocrat

o When a brief major upheaval is in prospect

In other conditions you can choose planning process models using the following key criteria.
Keep the five strategic planning essentials in mind

Various planning models have evolved over the years to suit the needs and cultures of various types
of organizations, management styles, and the state of understanding of the strategic dynamics of
the particular organization in its environment.

The useful models that have survived usually have all or nearly all of five essential procedures.
Any effective strategic planning approach has to have means of -

1. Setting objectives for long term performance of the organization

2. Analyzing the factors internal to the organisation and in the environment of the
organisation that give rise to the most important issues for any strategic plan to address

3. Generating strategic options for addressing the most important issues

4. Deciding among the options

5. Monitoring the results of implementing the strategies.

A number of useful strategic planning models or approaches have developed to suit different
organizational contexts and management styles.

Factors and variables in choosing strategic planning models

Some of the considerations in selecting and assessing strategic planning models include -



organizational environment
organizational health

stage of development of the organization
organization size

structure of the organization

organizational purpose

attitudes to 'planfulness'.

Organizational environment

The degree of stability or turbulence of the environment may influence the duration and
sequence of elements in the strategic planning process. A very stable environment may permit or
encourage a more considered, or 'leisurely' approach, with a great deal of time for data analysis,
and widespread consultation. a rapidly changing or very turbulent environment may require a more
rapid fire approach.

The kind of influence exerted over the governance of the organisation and what is, and who is,
included in any strategic planning process may influence the model of strategic planning
employed. For example, a government business enterprise (GBE) or public service agency may be
required by legislation to follow a particular approach to strategic planning, or as it is still
sometimes called in the public sector ‘corporate planning’.

Organizational health

The state of organizational health may influence the strategic planning approach. The above list of
things warning against doing planning at all should be considered.

An organization in some kind of trouble may be advised not to do strategic planning at all, and a
small thriving organisation may be able to manage strategic thinking informally. When a company
is going bust, the focus should be on immediate rescue or winding up processes, not long range
performance improvement through strategic planning. Any organization run by an autocrat would
be wasting everyone's time by engaging on elaborate participative processes. When a brief major
upheaval is in prospect, then the quality of attention needed for strategic planning may be in short
supply, and should be deferred.

Stage of development of the organization

Where an organizational is in its life cycle may be important in the choice of strategic planning.
The small and very entrepreneurial start-up organisation may be so driven by an almost missionary
zeal, by the focus on a particular market, application of a new invention, or similar passion, that no
special formal effort at strategic planning is required.

Structure of the organization

The structure of managerial accountability, the geographic scope, multiplicity of lines of business,
may all require adjustments to the sequencing of tasks, and issues around who should be involved
in various decision processes, as well as the sophistication of necessary data gathering for the
decision-making.

Organizational purpose

The strategic planning approach used may also be influenced by whether or not an organisation is a
for-profit business or a non-profit organisation.

Strategic planning models for nonprofits can become especially complex. This is because of the
usual insistence on having multiple objectives, and including scope for a multiplicity of
stakeholders or interest groups. In this case a structured planning model can be very useful.

Go here for a description of a strategic planning model in the area of land resources and
community economic development. It not only represents the planning tools required for a
comprehensive strategic plan, it also captures the key elements of project management, stakeholder



http://www.edgeonstrategy.com/strategic-plans.html

consultation and process feedback loops to ensure that there is flexibility built into the process that
will allow for adjustments during the project life cycle.

Attitudes to 'planfulness’

Some organizations by tradition or by management style, or the kind of people employed in them
have different attitudes to being involved in formal planning processes. Academic institutions have
issues over status of the persons involved in planning and decision making that may not correspond
to the managerial accountability hierarchy in the administrative area of the organization, and this
may set up a need for separate lines of data analysis and decision making, as well a structuring clear
opportunities for different groups to be involved in debating the issues to be addressed.

EXx.2. Scan the text. Make up a list of key words and sentences.

Ex.3. Give short summary of it in writing form.

. Tema 6. Introduction to marketing

Llesn 3aHATHS: TPOBEPUTH 00III€e TOHUMAHUE IPOYUTAHHOT 0, CHOPMHUPOBATH YMEHHE U HAaBBIKH
HU3YyYaromero 4YTCHusl, HaBbIKK 1 YMCHUS YCTAHABJIMBATDL JIOTUYCCKUEC CBA3H B TCKCTC, ONIPCACIIATH
OCHOBHYIO TEMY IIPOYMTAHHOTO TEKCTA.

3anaym 3aHaTHA:

-03HAaKOMMTBLCSI C HOBOH JIEKCHKOH 10 TEM€; pPa3BUBAaTh M COBEPIIEHCTBOBATh HABBIKM UYTEHUS
TCKCTAa C LCJIBIHO ACTAJIbBHOIO MNMOHHUMAHUA COACPIKAHUA. — AKTUBU3UPOBATH IMO3HABATCIIbHYIO
VMHHUIAATUBY CTYACHTOB U (POPMHUPOBATH UX COLUAIBHYIO KOMIETEHTHOCTb.

- CO,Z[@I\/'ICTBOBaTB YCTaHOBJICHHUIO B CO3HAHWU CTYACHTA yCTOf/'I‘{HBBIX CBsI3EH MCXKY HaKOIIJICHHBIM
Y HOBBIM OIIBITOM [103HABAaTEIbHON U MPAKTUYECKOH J1eATENbHOCTH;

— (hopmupoBaTh U pa3BUBATH YUeOHO-OpPraHU3AIMOHHBIE YMEHHS U HABBIKK (B3aMMOKOHTPOJIb,
CaMOCTOsTeNIbHAs paboTa, KOJUIEKTUBHAS 1E€ATEIILHOCTD).

B pesynbraTe ocBoeHMs TeMbI POPMHUPYIOTCS KOMIETEHIIUU:

YK-4 Criocob6eH NpuMEeHsITh COBPEMEHHBIE KOMMYHUKATUBHBIE TEXHOJIOTHH, B TOM YHCJIE Ha
WHOCTPaHHOM(BIX) SI3bIKE(aX), I aKaJlEMUIECKOT0 U TPO(ECCUOHATFHOTO B3aUMOIEHCTBUS

2

IIK-1 Criocoben caMocToATeNbHO pa3pabaThiBaTh HAYYHO-UCCIEI0BATEIbCKII M aHATUTUYECKHHA
MPOEKT B 00JIACTM MEHEPKMEHTA OpraHu3aluii ¥ WHHOBAIMH B IHU(PPOBON H3MEHSIOIICHCS
OusHec-cpene

Learning Objectives

Define marketing, its role within a firm, and the competitive advantages it offers.

DISCOVERING CONNECTIONS

1. Why have you chosen the profession of a manager?
2. Would you like to work for a company, teach economic disciplines at university or operate
your own economic business?



3. Do you think you have entrepreneurial flair or talent? What traits is a successful
businessman supposed to possess?

Reading

Text 1.

3amanus st padoThl HA 3aHATHM:
1. Read the text to understand what information is of primary importance or new for you.

Suggest the possible title to the text

Defining Marketing

Marketing is the creation, communication, and delivery of value, as well as the management of
customer relationships for a lifetime.

Key Takeaways

Key Points

() The set of engagements necessary for successful marketing management includes

capturing marketing insights, connecting with customers, building strong brands, shaping market
offerings, delivering and communicating value, creating long-term growth, and developing
marketing strategies and plans.

() Marketing is one of several functional areas in a business that must be guided by a core

company philosophy, while focusing on the exchanges that take place in external markets to
maximize performance.

o The specific role of marketing is to provide assistance in identifying, satisfying, and

retaining customers. If marketing consistently highlights a company’s competitive advantage over
other alternatives, consumers may become loyal to the point of selecting the brand by default.

Key Terms

() competitive advantage: Something that places a company or a person above the

competition.

Defining Marketing

Marketing is the act of facilitating the exchange of a given commodity for goods, services, and/or
money to deliver maximum value to the consumer. From a societal point of view, marketing is the
link between a society’s material requirements and its economic patterns of response. Marketing
satisfies these needs and wants through both the exchange processes and building long-term
relationships.

Marketing can be viewed as an organizational function and a set of processes for creating,
delivering, and communicating value to customers, and managing customer relationships in ways
that benefit the organization and its shareholders. Marketing is the science of choosing target
markets through market analysis and market segmentation, as well as understanding consumer
buying behavior and providing superior customer value.



The set of engagements necessary for successful marketing management include capturing
marketing insights, connecting with customers, building strong brands, shaping the market
offerings, delivering and communicating value, creating long-term growth, and developing
marketing strategies and plans.

The Role of Marketing within A Firm

The official American Marketing Association definition published in July 2013 defines marketing
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. ”

While this definition can help us better comprehend the parameters of marketing, it does not
provide a full picture. Definitions of marketing cannot flesh out specific transactions and other
relationships among these elements. The following propositions are offered to supplement this
definition:

l. The overall directive for any organization is the mission statement or an equivalent
expression of organizational goals. It reflects the inherent business philosophy of the organization.
2. Every organization has a set of functional areas (e.g., accounting, production, finance, data

processing, marketing) in which tasks pertinent to the success of the organization are performed.
These functional areas must be managed if they are to achieve maximum performance.

3. Every functional area is guided by a philosophy (derived from the mission statement or
company goals) that governs its approach toward its ultimate set of tasks.

4. Marketing differs from the other functional areas, because its primary concern is exchanges
that take place in markets outside the organization.

5. Marketing is most successful when the philosophy, tasks, and implementation of available
technology are coordinated and complementary to the rest of the business.

Marketing is often a critical part of a firm’s success, but its importance must be kept in perspective.
For many large manufacturers such as Proctor & Gamble, Microsoft, Toyota, and Sanyo,
marketing represents a major expenditure, as these businesses depend on the effectiveness of their
marketing effort. Conversely, for regulated industries (such as utilities, social services, medical
care, or small businesses providing a one-of-a-kind product ) marketing may be little more than a
few informative brochures.

Marketing as a Source of Competitive Advantage

The specific role of marketing is to provide assistance in identifying, satisfying, and retaining
customers. Noted Harvard Business Professor Theodore Levitt claimed the purpose of all business
is to “find and keep customers. ”

The only way to achieve this objective is to create a competitive advantage. That is, you must
convince buyers (potential customers) that what you have to offer satisfies their particular need or
want. Hopefully, you will be able to provide this advantage consistently, so eventually the
customer will purchase your product without considering alternatives. This loyal behavior is
exhibited by people who drive only Fords, brush their teeth only with Crest, and buy only Dell
computers.

Creating this blind commitment — without consideration of alternatives — to a particular brand,
store, person, or idea is the dream of all businesses. It is unlikely to occur, however, without the
support of an effective marketing program.



Ex.2. Give short summary of it in writing form.

WRITING

Ex. 3. Write an annotation of the article.

New View on Marketing: How to Spread your Message!
written by Maximilian Claessens 21st February 2016

It’s time to put aside traditional marketing ideas and reinvent marketing — with a new view on
Marketing! Here are six key ingredients that develop a new perspective on how to spread your
message.

This new view on marketing, which focuses on building relationships and creating communities,
encourages a more strategic view of  marketing throughout the organization.
You may want to keep your usual marketing methods, such as newsletters and press releases, or
add such techniques as websites and relationship databases. But the important thing is to integrate
these tactics into a wider view of marketing — a totally new view on marketing. That means
viewing all communication, whatever it is about, as marketing. Marketing should be embedded in
everything you do.
The six stages described here are based on a model of relationship building, rather than the
life cycle of an organization. Thus, you’ll have relationships in all stages and will need to manage
them all at the same time. That is what we call the new view on marketing.

1. Understand your Purpose — the new View on Marketing

First of all, to understand the new view on marketing, you need to understand your true purpose.
Make sure everyone in your organization agrees on your core purpose. Without this shared
understanding, you won’t be able to communicate a consistent message to your organization’s
community. The purpose may be formulated in a mission or vision statement, or, at a lower level, a
set of organizational objectives. But, more than that, it must be evident in all “marketing
communication.” This means much more than printing the mission statement in annual reports and
other publicity. It means living the core purpose in every interaction with a customer or a
stakeholder. That’s why it’s so important that all staff (paid or voluntary) share, understand, and
commit to the purpose. The core purpose needs to inform all press releases, meeting
communications, and, most of all, the nature and quality of the services your organization delivers.

2. Understand your Stakeholders — the new View on Marketing

Next, you need to develop your understanding of the customers and communities your
organization serves. You need to build relationships with individual stakeholders and with key
representatives of stakeholder groups. Unpack your concept of the “customer.” Instead, emphasize
the citizens and communities your organization touches. In some settings (such as charity shops),
the customer concept is relevant, but even then you must also encourage a larger view. Expand
your marketing vision to include the entire community of people represented by those customers,
as that is essential to develop the new view on marketing. Develop relationships with all
stakeholders, including funding bodies, users of your services, the wider community in which you
operate, political figures, auditors, and others. Working with stakeholders and listening to
their feedback is the best way to fulfill your core purpose and develop a set of core competencies.


https://marketing-insider.eu/author/max415/

As environments and communities change, you will be able to deploy these competencies in
different contexts without losing sight of your core purpose.

3. Introduce your Organization to your Stakeholders — the new View on Marketing

Third step to establish the new view on marketing: introduce your organization to your
stakeholders. During this stage, you need to communicate your organization’s strengths to your
stakeholders. You may wish to use such methods as mailings, visiting days, special events, special
offers, or a presence on the Internet to make the first contact. Then you’ll need to
persuade stakeholders to renew their contact with your organization.

4. Develop Relationships with your Stakeholders — the new View on Marketing

Now it’s time for you and your stakeholders to become better acquainted. Personal contacts,
preferably at many levels and between a number of individuals, are important during this stage of
the process. Understanding, knowledge, and trust need to develop. Be sure stakeholders are
satisfied with the service quality, and encourage them to extend their range of involvement with
the organization so that the relationship becomes more multi-dimensional.

5. Continue these Relationships! — the new View on Marketing

During this stage of implementing the new view on marketing, the two-way relationship is
well established. The stakeholders and organization know what to expect of each other and
understand their role in the relationship. For this period to be extended, the relationship must adapt
to changes in either party. Both the organization and stakeholders are subject to shifting
environments, and what they require from the relationship may change. If the relationship was well
established in the earlier stages, both parties will have mutual investment and loyalty and will
strive to manage instabilities.

6. Say Good-Bye — the new View on Marketing

Finally, you may have to say good bye. What you have believed so far about marketing may have
been that relationships should be retained forever, if possible. But parting may be inevitable.
Funding bodies change, and organizations fulfill the needs of individual customers. Both parties
may be reluctant to terminate a good relationship, but parting on good terms is important to the
future of both parties. So don’t let it “just happen.” Manage the parting as carefully as any other
phase of marketing. Offer opportunities for continued contact at a reduced level. Or develop a new
relationship with different roles. Provide as many ways as possible to stay involved or get others
involved. Happy memories inspire valuable word-of-mouth recommendations and leave the
door open for other relationships in due course.

These six ingredients should lead you to the new view on marketing. We think that it is time to put
aside traditional marketing ideas and reinvent marketing — with a new view on Marketing to spread
your message.



. Tema 7. Marketing strategy

Leab 3aHATHSA: TPOBEPUTH 00I1IIEE MOHUMAHUE TPOYUTAHHOTO, CHOPMUPOBATH YMEHHUE U HABBIKU
HU3Yy4aromero 4YTCHusl, HaBbIKK 1 YMCHUA YCTAHABJIMBATDL JIOTUYCCKUEC CBA3H B TCKCTC, ONIPCACIIATH
OCHOBHYIO T€MY IIPOYUTAHHOTO TEKCTA.

3agaum 3aHATHSA:

-03HAKOMUTBHCSA C HOBOM JIEKCHMKOH IO TeMe; pa3BUBaTh U COBEPUICHCTBOBATH HABBIKM YTCHHUS
TEKCTa C WENbI0 JETaTbHOTO MOHUMAaHUS COACpPKAaHUSA. — AKTUBU3UPOBATH MO3HABATEIBHYIO
WHUIMATUBY CTYJIEHTOB U (DOPMUPOBATH UX COLUAIBHYIO KOMIETEHTHOCTb.

— COACMCTBOBATh YCTAHOBJICHUIO B CO3HAHUHU CTY/ICHTA YCTOMYMBBIX CBSA3€H MEK 1y HAKOIIJICHHBIM
Y HOBBIM OIIBITOM MO3HABATEJIbHOM U MPAKTUUYECKON ACSITETbHOCTH;

— (opMHUpOBATh U pa3BUBATh yueOHO-OPraHM3ALMOHHBIE YMEHUS U HAaBBIKH (B3aMMOKOHTPOJb,
camocTosiTelIbHas padoTa, KOJUIEKTUBHAS JESITEIbHOCTD).

B pesynbTaTe ocBoeHMs TeMbl POPMHUPYIOTCS KOMIETEHIIUU:

YK-4 CnocobeH mpuMeHsTh COBPEMEHHbIE KOMMYHUKAaTUBHbIE TEXHOJIOTHH, B TOM YHUCIIE Ha
WHOCTPaHHOM(BIX) SI3bIKE(aX), I aKaJIEMUIECKOT0 U TPO(ECCUOHATFHOTO B3aUMOICHCTBUS

b

IK-1 CriocoOeH caMocTOATENILHO pa3padaThIBaTh HAYYHO-UCCIICIOBATEILCKHIIA M AaHATUTHYCCKUN
OPOEKT B 00JACTH MEHEHKMEHTa OpraHM3aliii U WHHOBAIMHA B HU(MPOBOH HM3MEHSIONICHCS
ouzHec-cpene

Learning Objectives

DISCOVERING CONNECTIONS

4. Why have you chosen the profession of a manager?

5. Would you like to work for a company, teach economic disciplines at university or operate
your own economic business?

6. Do you think you have entrepreneurial flair or talent? What traits is a successful

businessman supposed to possess?

Reading

Text 1.

3aganus 11t paboThl HA 3aHSITUM:
1. Read the text to understand what information is of primary importance or new for you.

Suggest the possible title to the text
Steps of the strategic marketing planning process

Several stages have to be completed in order to arrive at a strategic marketing plan. These are
summarized below:

1. Mission: A company’s mission is its reason for being. The mission often is expressed in the
form of a mission statement, which conveys a sense of purpose to employees and projects a
company image to customers. In the strategy formulation process, the mission statement sets the
mood of where the company should go.



2. Corporate Objectives: Objectives are concrete goals that the organization seeks to reach,
for example, an earnings growth target. The objectives should be challenging but achievable. They
also should be measurable so that the company can monitor its progress and make corrections as
needed.

3. Marketing Audit: Identification, measurement, collection, and analysis of all facts and
opinions that affects a company’s problem. The application of judgement to uncertain areas that
remain after the initial analysis.

4. SWOT Analysis: A SWOT analysis is a tool, used in management and strategy
formulation. It can help to identify the Strengths, Weaknesses, Opportunities and Threats of a
particular company. Strengths and weaknesses are the internal factors that create value or destroy
value. Opportunities and threats are the external factors that create value or destroy value.

5. Marketing Assumptions: There are certain key determinants of success in all companies
about which assumptions have to be made before the planning process can proceed. For example, it
would be no good receiving plans from two product managers, one of whom believed the market
was going to increase by 10 percent, while the other believed the market was going to decline by 10
percent.

6. Marketing Objectives and Strategies: Marketing objectives can be defined for each
product-market segment in terms of revenue, volume or market share whereas product, price, place
and promotion define the marketing strategies.

7. Forecasts of Expected Results: Having completed this major planning tasks, it is normal
at this stage to employ judgement, analogous experience, field tests and so on to test out the
feasibility of the objectives and strategies in terms of market share, costs, profits, etc.

8. Create Alternative Plans: It is also normal at this stage that alternative plans and mixes
are considered, if necessary.
9. Marketing Budget: The incremental marketing expense can be considered to be all costs

that are incurred after the product leaves the factory, other than costs involved in physical
distribution, the costs of which usually represent a discrete subset.

10. Detailed Action Plan: The general marketing strategies would be developed into specific
sub-objectives, each supported by more detailed strategy and action statements. For example, a
product-based company might have a product plan, with objectives, strategies and tactics for price,
plan and promotion as necessary.

The extent to which each part of the above process needs to be carried out depends on the size and
complexity of the business. In an un diversified business, where senior management have a strong
knowledge and detailed understanding of the overall business, it may not be necessary to formalise
the marketing planning process. By contrast, in a highly diversified business, top level
management will not have knowledge and expertise that matches subordinate management. In this
situation, it makes sense to put formal marketing planning procedures in place throughout the
organisation.

Why is marketing planning essential?

Businesses operate in hostile and increasingly complex environment. The ability of a business to
achieve profitable sales is impacted by dozens of environmental factors, many of which are inter-
connected. It makes sense to try to bring some order to this chaos by understanding the commercial
environment and bringing some strategic sense to the process of marketing products and
services. A marketing plan is useful to many people in a business. It can help to:

Identify sources of competitive advantage

Gain commitment to a strategy

Get resources needed to invest in and build the business
Inform stakeholders in the business

Sl e
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5. Set objectives and strategies
6. Measure performance

Marketing planning involves the selection of a marketing strategy and the tactics of
implementing it to reach a defined set of goals. Marketing planning differs from strategic market
planning in three ways: time horizon, responsibility, and details. The components of marketing
planning are executive summary, current marketing situation, threats and opportunities, objectives
and issues, marketing strategies, action plans and control measures. The strategic planning
process consists of developing the company’s mission; objectives and goals, business portfolio,
and functional plans. Controlling requires that various relevant aspects of performance be
measured and compared with corresponding aspects of the plan. The purpose of the situation
assessment is to identify threats and opportunities posed by changes in the environment
(environmental assessment).

The issue of strategy formulation and planning for any new product or market is dependent on the
product life cycle. There are three basic approaches for strategy formulation for new products. The
essential task is to identify a proper product market combination where the barriers to entry are at a
minimum. A marketing strategy has to take several factors into account, the prime one being the
company’s position in the particular market, specifically whether it is a market leader, challenger,
follower or nicher. There are four major marketing strategies depending on the timing of the
technologically intensive firm’s entry into an industry.

Corporate strategic planning involves four planning activities. The first is developing a clear
sense of the company’s mission. A well-developed mission statement provides employees with a
shared sense of purpose, direction, and opportunity. The second activity calls for identifying the
company’s strategic business units (SBU). Its customer groups, customer needs, and
technologies define a business. SBUs are business units that can benefit from separate planning,
face specific competitors, and be managed as independent profit centers. The third activity calls for
allocating resources to the various SBUs based on their market attractiveness and company
business strengths. Several portfolio models, including those by Boston Consulting Group and
General Electric, are available to help corporate management determine the SBUs that should be
built, maintained, harvested, or divested. The fourth activity calls for expanding present businesses
and developing new ones to fill the strategic planning gap. The tools described provide powerful
support for the formulation of marketing strategies. In particular, they are useful to evaluate the
firm’s current Product-Market portfolio, evaluate competitors’ current Product-Market portfolio,
project the firm’s future competitive situation and guide the development of a Strategic
Intelligence System.

Ex.2. Give short summary of it in writing form.

WRITING

Ex. 3. Write an annotation of the article.

Why Most Marketing Strategies Fail
written by Maximilian Claessens 10th June 2018

Without an integrated marketing strategy, your investment is like cold coffee. It’s activity
without providing you with the return you aimed at. Why most marketing strategies fail — here is
the answer.
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Why Most Marketing Strategies Fail

Imagine a first time coffee drinker (who we will call Jim). Jim has heard about the fantastic effects
of coffee early in the morning. He has seen pictures of coffee, smelled coffee — he knows what
coffee is. Jim finally determines that he should start drinking coffee to jump-start his day.

Jim goes to a well-known local shop that his friends recommended to him. He is overwhelmed by
the choices on the board. Isn 't coffee just coffee? He scans all options and decides to go with the
smallest and cheapest option. He walks up to the counter and orders a small decaf coffee. The
barista smiles, pours him a cup, hands it to him and wishes him a good day. Jim, now with coffee in
hand, walks right past the extras (sugar, cream, stirrers, etc) and takes a seat outside. He slowly sips
his way through the entire cup even though the taste isn’t too appealing. What does this have to do
with why most marketing strategies fail? Well, actually marketing just failed.

Thirty minutes go by and Jim begins to realize something — nothing is happening. Where is the
energy rush? Where is that ‘take on the day’ feeling? What a waste of time and money! In that
moment, Jim swears off coffee and vows to never be tricked like this again. He can’t understand
why his friends like it, and more importantly, how coffee shops feel good about charging for this
junk.

The situation above is not unique. It happens every day in our world. We hear business owners
complain about their lack of success with social media, their website and marketing in general. Just
as “Jim” didn’t get satisfaction from his cup of coffee, many business owners feel the same disgust
with digital marketing.

Why? Let’s examine the cast of characters from the story about Jim, to find out why most
marketing strategies fail.

Jim — Why most Marketing Strategies fail

Jim is typical of executives you meet on a regular basis. They can’t ignore digital marketing and
social media. They are inundated with news, messages, and peer interactions touting the
importance of a good digital marketing strategy.

THE CONCEPT OF COFFEE — Why most Marketing Strategies fail

Jim knows that he could always improve and somewhat believes that a digital presence could help
inject some life into his business, but he is still sceptical. The concept seems solid, but he doesn’t
even know where to begin.

THE BOARD — Why most Marketing Strategies fail

As Jim walked into the coffee shop, he was immediately overwhelmed. This happens with
executives as well. There are thousands of social media sites, apps, software, consultants, and other
platforms that they could use.

THE COFFEE ORDER — Why most Marketing Strategies fail

This happens far too often. Instead of fully committing to the decision to ‘do inbound’ or ‘do social
media,” executives tend to dip their toe in the water and start small. Their buying decision is
typically based solely on price, and they want as little investment (time, energy, dollars, and
emotion) as possible.



BARISTA — Why most Marketing Strategies fail

A good consultant would understand Jim’s needs first. In our story, the barista could have noticed
Jim’s reservation to order and could have asked a few questions to ensure that he got the result he
was looking for.

‘EXTRAS’ — Why most Marketing Strategies fail

A lot of times, we see organizations that have the foundation in place. They already have a
Facebook page, LinkedIn presence, and a decent website. What they are overlooking are the
enhancements that would make this all work for them. Things like an outsourced marketing
company, or fancy WordPress plugins that would make their results come faster and bigger! Like
Jim, it would make the taste that much more appealing.

THE LET DOWN — Why most Marketing Strategies fail

There are so many organizations that have tried a few things (like social media), gotten nowhere,
and decided to never go down that path again. This is truly unfortunate. So many stats prove that
these digital strategies work. Organizations that have tried the decaf version of marketing, gotten
little to no results and have eventually given up, sell themselves short.

So...Why most marketing strategies fail?

The underlying issue in all of this is focus. Is your organization looking to marketing to support
sales and growth? If so, then your inbound marketing and digital strategy need to focus on results.
A lot of organizations (and even consultants and marketing firms) focus on activities. By focusing
on ‘getting more Facebook likes’ or ‘increasing your twitter followers’ you won’t get much ROI
from a sales perspective. If you want your marketing to infuse life into your organization like a
bold cup of coffee, then go all in and focus your plan on generating results.

. Tema 8. The marketing 4Ps

Llean 3aHsATHSA: TPOBEPUTH 00I1IIEee MOHUMAaHUE IPOYUTAHHOTO, CHOPMUPOBATH YMEHHUE U HABBIKU
M3Y4YaIOILEro YTEHUs], HABbIKM U YMEHHUS yCTaHABIMBATh JIOTHYECKUE CBSI3U B TEKCTE, ONPEIEIIATh
OCHOBHYIO TEMY IIPOYUTAHHOI'O TEKCTA.

3anaym 3anaTHA:

-03HAKOMHUTECSI C HOBOM JIEKCHKOH IO TEMC, pa3BHUBAaTb W COBCPUHICHCTBOBATH HABBIKHM UTCHUSA
TEKCTa C LENbI0 JETAIbHOIO IMOHUMAaHMS COAECpXKaHUSA. — aKTMBHU3UPOBATH IO3HABATEIBbHYIO
HHUIIMATUBY CTYJACHTOB U q)OpMI/IPOBaTB X CONUaJIbHYIO KOMIICTCHTHOCTD.

— COJICHCTBOBATh YCTAHOBJICHNIO B CO3HAHUM CTYAECHTA YCTOMUUBBIX CBA3EH MEX/ly HAKOTJIEHHBIM
¥ HOBBIM ONBITOM MO3HABAaTEIbHOU 1 Hp&KTH‘—IGCKOfI JACATCIIbHOCTH,

— (opMHUpOBaTh U pa3BUBATh yUeOHO-OPraHU3ALMOHHBIE YMEHUS U HAaBBIKH (B3aMMOKOHTPOJb,
camocTosiTeNIbHas padoTa, KOJIEKTUBHAS JESTEIbHOCTD).

B pesynbraTe ocBOeHMs TeMbI POPMHUPYIOTCS KOMIETEHIIUU:

YK-4 CnocobeH mpuMeHsITh COBPEMEHHbIE KOMMYHUKAaTHBHbIE TEXHOJIOTUH, B TOM UUCJIE Ha
MHOCTPaHHOM(BIX) S3bIKe(aX), IS aKaJJeMHUYECKOTO U MPO(eCCHOHANIBHOTO B3aUMOICHCTBHS

;

IIK-1 CriocobeH caMocToATeNbHO pa3pabaThiBaTh HAYYHO-UCCIIEI0BATEIbCKIM 1 aHATTUTUYECKHHA
IIPOEKT B 00JIACTM MEHEKMEHTa OpraHu3aluii W WHHOBALMHA B HU(POBON H3MEHSIOIEHCS
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Learning Objectives

DISCOVERING CONNECTIONS

7. Why have you chosen the profession of a manager?

8. Would you like to work for a company, teach economic disciplines at university or operate
your own economic business?

9. Do you think you have entrepreneurial flair or talent? What traits is a successful

businessman supposed to possess?

Reading

Text 1.

3aganus 11 padoThl HA 3AHATHM:
1. Read the text to understand what information is of primary importance or new for you.

Suggest the possible title to the text

Product, Placement, Promotion, and Price

Product, placement, promotion, and price are four elements of the marketing mix crucial to
determining a brand’s unique selling proposition.

Learning Objectives

Show the characteristics of each of the four elements, or “Four Ps” that make up the “marketing
mix.

Key Takeaways

Key Points

o The term ” product ™ is defined as anything, either tangible or intangible (such as a

service ), offered by the firm; a solution to the needs and wants of the consumer; profitable or
potentially profitable; and as meeting the requirements of the various governing offices or society.

() Placement, or product distribution, is the process of making a product or service accessible

for use or consumption by a consumer or business user, using direct means, or using indirect means
with intermediaries.

() The three basic objectives of promotion are to 1) present information to consumers and

others, 2) to increase demand, and 3) to differentiate a branded product or service — through
advertising, public relations, personal selling, direct marketing, and sales promotion.

() The price is the amount a customer pays for the product. A well chosen price should (a)
ensure survival (b) increase profit (c) generate sales (d) gain market share, and (e) establish an
appropriate image.

o Value is what a customer receives from a product.



Key Terms

() Placement: The process of making a product or service accessible for use or consumption
by a consumer or business user, using direct means, or using indirect means with intermediaries.
() product: Anything, either tangible or intangible, offered by the firm as a solution to the

needs and wants of the consumer; something that is profitable or potentially profitable; goods or a
service that meets the requirements of the various governing offices or society.

o price: The cost required to gain possession of something.

Product, placement, promotion and price are the four elements of the marketing mix.
Product

The term “product” is defined as anything, either tangible or intangible, offered by the firm; as a
solution to the needs and wants of the consumer; something that is profitable or potentially
profitable; and a goods or service that meets the requirements of the various governing offices or
society. The two most common ways that products can differentiated are:

1. Consumer goods versus industrial goods, and
2. Goods products (i.e. durables and non-durables) versus service products

Intangible products are service-based, such as the tourism industry, the hotel industry, and the
financial industry. Tangible products are those that have an independent physical existence.
Typical examples of mass-produced, tangible objects are automobiles and the disposable razor. A
less obvious but ubiquitous mass produced service is a computer operating system.

Every product is subject to a life-cycle that starts with its introduction and is followed by a growth
phase, a maturity phase, and finally a period of decline as sales falls. Marketers must do careful
research on the length of the product’s life-cycle and focus their attention on different challenges
that arise as the product moves through each stage.

The marketer must also consider the product mix, which includes factors such as product depth and
breadth. Product depth refers to the number of sub-categories of products a company offers under
its broad spectrum category. For example, Ford Motor Company’s product category is
automobiles. It’s product depth includes sub-categories such as passenger vehicles, commercial
vehicles, transport vehicles, et cetera. This broad spectrum category is also known as a product
line. Product breadth, on the other hand, refers to the number of product lines a company offers.

Marketers should consider how to position the product, how to exploit the brand, how to exploit the
company’s resources, and how to configure the product mix so that each product complements the
other. Failure to do so can result in brand dilution, which is a situation in which a product loses its
branded identity, resulting in decreased sales and perceived quality. The marketer must also
consider product development strategies.

Placement
Product distribution (or placement) is the process of making a product or service accessible for use
or consumption by a consumer or business user, using direct means, or using indirect means with

intermediaries.

Distribution Types



1. Intensive distribution means the producer’s products are stocked in the majority of outlets.
This strategy is common for basic supplies, snack foods, magazines and soft drink beverages.

2. Selective distribution means that the producer relies on a few intermediaries to carry their
product. This strategy is commonly observed for more specialized goods that are carried through
specialist dealers, for example, brands of craft tools, or large appliances.

3. Exclusive distribution means that the producer selects only very few intermediaries.
Exclusive distribution is often characterized by exclusive dealing where the re-seller carries only
that producer’s products to the exclusion of all others. This strategy is typical of luxury goods
retailers such as Gucci.

The decision regarding how to distribute a product has, as its foundation, basic economic concepts,
such as utility. Utility represents the advantage or fulfillment a customer receives from consuming
a good or service. Understanding the utility a consumer expects to receive from a product being
offered can lead marketers to the correct distribution strategy.

Promotion

The three basic objectives of promotion are:

1. To present product information to targeted consumers and business customers.
2. To increase demand among the target market.
3. To differentiate a product and create a brand identity.

A marketer may use advertising, public relations, personal selling, direct marketing, and sales
promotion to achieve these objectives. A promotional mix specifies how much attention to give
each of the five subcategories, and how much money to budget for each. A promotional plan can
have a wide range of objectives, including: sales increases, new product acceptance, creation of
brand equity, positioning, competitive retaliations, or creation of a corporate image.

Price

The price is the amount a customer pays for the product. The concept of price is in contrast to the
concept of value, which is the perceived utility a customer will receive from a product. Adjusting
the price has a profound impact on the marketing strategy, and depending on the price elasticity of
the product, often it will affect the demand and sales as well. The marketer should set a price that
complements the other elements of the marketing mix. A well chosen price should (a) ensure
survival (b) increase profit (c) generate sales (d) gain market share, and (e) establish an appropriate
image.

From the marketer’s point of view, an efficient price is a price that is very close to the maximum
that customers are prepared to pay. In economic terms, it is a price that shifts most of the consumer
surplus to the producer. A good pricing strategy would be the one which could balance between the
price floor and the price ceiling and take into account the customer’s perceived value. Common
pricing strategies include cost-plus pricing, skimming, penetration pricing, value-based pricing,
and many more

Ex.2. Give short summary of it in writing form.

WRITING



Ex. 3. Write an annotation of the article.

Next-Gen Marketing Tool: Virtual Reality
written by Maximilian Claessens 17th December 2015

Are you looking for a Next-Gen Marketing Tool? One that may boost your business in the future?
One that allows you to market things in a way that was not even imaginable before?

Here it is: Virtual Reality. “Build a world that people want to inhabit and the inhabitants will
come.” Charles Stross, a science fiction and fantasy novelist, describes the potential of virtual
reality for marketing as a Next-Gen Marketing Tool in a perfect way.

With every new article or breakthrough in virtual reality, more and more people start to think about
how this new technology may shape our lives.

“Oculus Rift,” is the most famous company and model of virtual reality technology. And it’s not
just gamers buying into the technology famously exhibited in movies like “The Matrix.” Oculus
was purchased by Mark Zuckerberg and Facebook for $2 billion, with Zuckerberg calling it a
“long-term bet.”

Assuming this technology becomes a normal part of life, we should consider its huge potential for
marketing. As a Next-Gen Marketing Tool, it could change the complete modern marketing
world. Because of what has already been accomplished, virtual reality is primed to succeed as a
Next-Gen Marketing Tool.

Next-Gen Marketing Tool: When?

As revolutionary as the technology may be, it doesn’t matter in a marketing sense until the
technology is in the hands of the everyday consumer. Most people have smartphones, but how long
until owning virtual reality goggles is the norm? Virtual reality as a Next-Gen Marketing Tool:
how long will it take?

The first personal computers came out in 1974 and were incredibly rare. It was another two decades
before it was normal to see a desktop computer in the average consumers’ homes. It took that long,
even though pioneers like Steve Jobs, Stephen Wozniak, and Bill Gates were introducing their
earliest products in the late 1970s.

However, with the current landscape of information sharing, and since we’re already speculating,
let’s assume virtual reality is common in households within the next decade. How does that shake
things up?

It might make virtual reality the perfect Next-Gen Marketing Tool!
Evolution Of Traditional Advertising

Society is crossing a bridge when it comes to advertising. Never have consumers been more
bombarded—both via medium and frequency—with ads. And consumers have had enough, with
Adblock technology not only skyrocketing in use, but also being endorsed by major brands
forming an unstable and unpredictable relationship between the advertiser and consumer. Read
more on the evolution of advertising.



https://marketing-insider.eu/interesting-marketing-articles/advertising-evolution/
https://marketing-insider.eu/interesting-marketing-articles/advertising-evolution/
http://www.b2interactive.com/blog/native-ads-to-promote-your-brand/
http://www.ibtimes.com.au/mark-zuckerberg-reveals-oculus-vr-long-term-investment-1386701
https://marketing-insider.eu/author/max415/

When they come around, will virtual reality advertisements be the same hit-or-miss
advertisements?

Research has shown that consumer responses depend greatly on certain stimuli like image speed
and music tempo. The epitome of this could very well exist within a virtual reality experience. This
fact matters more now than ever, as consumers are exposed to a countless number of ads every day,
a large percentage of which fail to capture our attention. Virtual reality, will turn heads and force
businesses to adapt in order to keep up with the technology’s impact.

While consumer psychologists have studied the cognitive effect of marketing and advertising for
decades, virtual reality may be the first instance in which consumers are affected not only mentally,
but also physically by advertisements. A true Next-Gen Marketing Tool!

Researchers observed increased heart rate, dizziness, and occasional nausea in subjects who took
part in virtual reality versus those who simply observed the experiment.

So virtual reality is not just any toy of some developers, it is an incredible piece of technology that
can provide huge value for marketing. Virtual reality may become the next generation of marketing
as a Next-Gen Marketing Tool!

Virtual Reality as a Next-Gen Marketing Tool — The Road Ahead Is Still Long
Sounds great! When can we start to use this Next-Gen Marketing Tool? It may still take

a while. Preliminary models of Oculus Rift cost $350 and will require high-end computing power
to go with it—the latter a major disqualifier for many.

While virtual reality is already in the hands of a selected few establishments, history tells us it
won’t be a force until it enters the home of the average, middle class family.

Even when the availability is at the right level, predicting consumer behavior with technology is
impossible. The Apple Watch, Segways, and Google Glass are just three examples of products that
appeared revolutionary prior to launch, but have yet to impact the world in the same way other
inventions have.

If the masses don’t enjoy wearing big goggles over their mugs, virtual reality could follow the same
path as other underwhelming innovations that are treated as toys.

What may separate virtual reality from the rest is the all-in behavior from industry leaders.
Microsoft has “HoloLens,” Google has “Magic Leap,” Samsung has “Gear VR,” and Sony has
“Project Morpheus” for PlayStation all on the way in addition to Oculus Rift.

So the expectations are mixed — but what we can say is: Virtual Reality has enormous potential for
marketing. Chances that it becomes the Next-Gen Marketing Tool we are waiting for are immense.

. Tema 9. Branding

Heapb 3aHATHSA: IPOBEPUTH 0011Iee TOHUMAHUE TPOYUTAHHOTO, CPOPMHUPOBATH YMEHHE U HABBIKU
W3YYAOIIero YTCHUS, HABBIKK U YMECHHS yCTAHABIIUBATE JIOTHYECKUE CBSI3U B TEKCTE, OTMPEICIIATh
OCHOBHYIO T€MY MIPOYUTAHHOTO TEKCTA.

3agaum 3aHATHSA:


http://www.b2interactive.com/blog/episode-1-the-apple-watch-a-potential-marketing-tool/
http://www.alphr.com/oculus-rift/1000834/oculus-rift-release-date-price-and-features-everything-you-need-to-know
https://medium.com/oculus-rift/6-physiological-and-psychological-effects-of-virtual-reality-9bc3aee94868#.4pj0ln7dn
http://www.acrwebsite.org/volumes/6949/volumes/v16/NA-16

-03HAaKOMHUTBHCS C HOBOM JIEKCUKOHM 10 TEME; pa3BUBAThb U COBEPIICHCTBOBATH HABBIKA YTCHUS
TEKCTa C LENbI0 JETalbHOIO NMOHUMAaHUS COACPKAHWSA. — AKTUBHU3UPOBATH IO3HABATEIBHYIO
MHUIIMATUBY CTYACHTOB U (POPMHUPOBATH UX COLUAIBHYIO KOMIETEHTHOCTb.

— COACMCTBOBATh YCTAHOBJIEHUIO B CO3HAHWH CTYJICHTA YCTOMYNBBIX CBSI3€1 MEK]Ty HAKOIIJIEHHBIM
Y HOBBIM OIIBITOM I103HABATEIbHON U INIPAKTUYECKOU IEATEIbHOCTH;

— (hopmupoBaTh U pa3BHUBaTh Y4eOHO-OpPraHU3AlMOHHBIE YMEHHSI U HABBIKU (B3aMMOKOHTPOJIb,
caMoCTOsTeNIbHas paboTa, KOJUIEKTUBHAS JI€ATEIILHOCTB).

B PE3YJIbTAaTC OCBOCHUS TCMbI (bOpMI/IpyIOTCSI KOMIICTCHIINHN

YK-4 CniocobeH MpuMeHSTh COBPEMEHHbIE KOMMYHUKATHBHBIE TEXHOJIOTUH, B TOM YHCIIE Ha
WHOCTPaHHOM(BIX) sI3BbIKE(axX), I aKaJIeMHIECKOT0 M MPOo(heCCUOHATBFHOTO B3aMMOICHCTBHS

3

ITK-1 Crioco0eH caMoCcTOATEIbHO pa3padbaThiBaTh HAYUYHO-UCCIIEI0BATENbCKUI U aHATUTUYECKUN
IPOEKT B 00JAaCTH MEHEKMEHTa OpraHu3aluid U HHHOBAIMA B IU(PPOBONH H3MEHSIOIIEHCS
Ou3Hec-cpee

Learning Objectives

DISCOVERING CONNECTIONS

What do you know about the concept of corporate identity?
What are the corporate Identity objectives?
How do you think what the aim of a corporate identity is?

Reading

Text 1.

3aganus 1y paboThl HA 3aAHATUM:
1. Read the text to understand what information is of primary importance or new for you.

Suggest the possible title to the text

Corporate Identity: Detailed summary

The concept of corporate identity was originally coined in the ‘70s by US advertising consultants.
At its core is the idea that a clear identity helps to make a company unique, which also helps to
achieve a company’s corporate goals.

The corporate identity shapes both the internal and external company image. This development of
a company style and personality should be strategically planned to match, and be informed by, the
company’s mission statement.

The aim is to ensure the organization is consistently presented to the public and to employees.
Therefore, all company activities must be coordinated and reconciled to this corporate ideal. This
includes the visual identity, organizational behavior, and corporate communications. However,
consistent adherence to a corporate identity can often be a major challenge for companies. Coca-
Cola and BMW are two examples of a successfully implemented corporate identity strategy.



Corporate Identity objectives

Many companies develop their own corporate identity in order to build trust and also to
differentiate themselves from their rivals. An organization will often rely on the support of
agencies to implement its corporate identity strategy.

A clear identity helps to raise brand impact and awareness in the marketplace. In addition, the
corporate identity acts alongside a unified brand identity to strengthen commitment to the
company. This, in turn, promotes greater loyalty among both employees and consumers.

For example, a unique corporate identity can contribute to the launch of new company products
because an existing positive image is highly transferable and will lend extra support to new
initiatives. Therefore, a good corporate identity can significantly reduce company costs in general
and advertising costs in particular.

A corporate identity is a key component of the company’s image. Inside the company, it ensures
that staff behave in accordance with a certain set of values which reflect and exemplify the
company mission statement. And in a broader sense, the corporate identity is also a cornerstone of
a positive corporate culture.

Corporate Identity management tools

Managing a corporate identity requires three tools that must be interlinked, and each has the
potential to influence the overall impression of the company. These are corporate design (visual
appearance), corporate behavior and corporate communication. To underpin the corporate identity
of a company, it is important that these different areas should neither conflict nor send
contradictory messages.

1. Corporate Design

Corporate identity is often equated with corporate design. However, in reality this is just one aspect
of a corporate identity — namely the company’s visual image.

So, corporate design is the most immediately obvious part of the corporate identity. Elements of
corporate design include the company logo, its visual corporate presence at trade fairs, the design
of the company website, and the prominent design features of company products and packaging.

2. Corporate Behavior

The importance of corporate behavior in terms of its impact upon corporate identity should never
be underestimated. This also includes the conduct of a company towards all those who could be
regarded as stakeholders. Apart from external behavior affecting customers, media, and the public,
corporate behavior can also be shaped by internal matters. These include, for example, the fair
treatment of employees and the behavior and leadership style of the management team. Company
employees in turn can also have a major influence on corporate behavior, based on the values they
choose to adopt.

3. Corporate Communication

A consistent language and communication style are also important components of a corporate
identity. Corporate communication concerns common commercial activities such as press releases


https://www.textbroker.com/press-release
https://www.textbroker.com/brand-awareness

and advertising slogans as well as all of the various activities that could be considered internal
communications, including communications with and between employees, the staff magazine, etc.

Conclusion:

A corporate identity gives a company a clear business profile and defines its standards of service
and working practices. Corporate identity embraces all kinds of company activities — from the style
and language used in customer communications right up to the leadership style and behavior of the
management team. Corporate identity can be further broken down into corporate design, corporate
behavior and corporate communication.

A consistent deployment of corporate identity is not just limited to the representation of the
company to the wider public but also encompasses internal relationships within the company
workforce.

The aim of a corporate identity is to make a company distinctive and better able to clearly
differentiate itself from competitors. The concept of a corporate identity must be well planned and
strategically implemented.

3ananue 4. Read, make rendering and annotation of the following text.

3ananme 4. Write an essay on the topic “Corporate identity, Logo” using the information from
the following article:

7 Key Elements of Corporate Identity

Each individual has own manner of speaking, own gestures, own ability to emphasize its image
with appropriate clothing, hair or perfume. Some do not pay much attention to it, and it is also
considered as a style.

Style is a set of certain signs that distinguish an individual from others. It is what we remember
first, what attracts us, or, on the contrary, permanently deprives the desire to repeat any interaction
with this person.

The same we can tell about corporate identity of a company. Corporate identity is a combination
of color, graphic, verbal, typographical, plastics, acoustic, video or other techniques, which
provides a single image for the company, for its face and success.

Corporate identity, carefully developed, makes the company more likely to get recognizable,
perceived and remembered by customers, partners and other independent observers. And it works
not only for company’s products or services, but also for all its activities, differentiating it from
competitors.

Basic visual corporate identity elements include:

- Naming (exclusive company name)
- Logo

- Color palette (color)

- Corporate font

- Business card

- Letterhead

- Envelope


https://ukietech.com/

1) Naming is a created name for companies, products, services, promotions and more. This
procedure, quite simple at the first sight, is allocated into a separate field, as it requires not only
creativity, but professional knowledge and experience in advertising as well.

Tips for naming:

- Original, so that it does not violate the trademark right, previously registered by other
companies;

- Unambiguous;

- Harmonious;

- Vivid and memorable;

- Corresponding selected image.

2) Logo is a graphical original mark that presents and identifies the company or its products.
Usually it consists of a text box, an image, or their combination. Properly-designed logo will
always draw and hold the attention of customers, creating their positive impression and a kind of
"aura" of the company. Logo represents the company image, depicted a graphical miniature, and
aimed to remind consumers that your company exists and that it is just what they need.

3) Corporate color, selected by company, is a set of constant colors that are a part of corporate
identity. Corporate colors’ gamma makes the elements of corporate identity more attractive, better
remembered, able to make a strong emotional influence. The main objective in developing
corporate colors is to pick them up in a way, so that they will cause a persistent association with
company’s field or direction. When choosing colors, you need to consider the psychological and
emotional impact, like sympathy and trust to organization.

4) Corporate font is a very important and specific element of corporate identity that reflects and
emphasizes brand features and peculiarities. Corporate font can be one of the best elements in
corporate identity. Recognition of a nicely-designed corporate font is quite big (i.e., recall the font
of Walt Disney or Coca logos.

5) Business card (card) is traditional piece of contact information of a company representative.
Usually it is made of heavy paper or cardboard, rarely of plastic, wood (plywood) or metal.
Conventionally all cards can be divided into personal, business and corporate.

6) Letterhead is another element of corporate identity. Letterhead is the face of the company.
Every document that comes out of the company should be printed on company letterhead. That’s
why it should have high-quality, real and memorable design.

7) Designed envelopes are special envelopes for corresponding, mailing flyers, transferring
official information, wrapped up in envelope with corporate branding mark. Envelopes usually
don’t contain many elements and their design has to be concise and rigorous. When selecting the
size of the envelope one often focuses on its function.

But this is not the whole list of corporate identity elements. It can also include:
- Souvenirs

- Outdoor advertising

- Interior design

- Images on vehicles

- Folder



- Booklet

- Poster

- Flyer

- Packaging (or wrapping paper)
- Information sheet and price list
- Site in Internet

- Packs

(https://ukietech.com/blog/design/7-key-elements-of-corporate-identity)
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BBenenue

HGHBIO OCBOCHHS JUCHUIIJINHBI ((I/IHOCTpaHHBIﬁ A3BIK B MHHOBAIITMOHHOM MCHCIXXMCHTC U (Ha
AHTJIMHACKOM SI3BIKE)»  SIBJISICTCSl TIOBBIICHHE HWCXOIHOTO YPOBHS BIIQJICHUS MHOCTPAHHBIM
S3BIKOM, JIOCTUTHYTOIO Ha MpeIbIaylied CTyneHH oOpa3oBaHMs, U OBJIAJCHHE CTyAECHTaMU
HEOOXOIUMBIM ¥ JOCTaTOYHBIM YPOBHEM KOMMYHHUKATUBHOW ¥  TPOQGECCHOHATHHON
KOMHCTGHHI/II\/'I AJid pCHICHUA COLUMAIbHO-KOMMYHUKATHBHBIX 3aJad B Pa3JIMYHBIX O6HaCT$IX
OBITOBOHM, KYyJIBTYPHOW, TPOPECCHOHAIBPHOW W HAyYHOW JACSATCIBHOCTH TIPH OOIICHUU C
3apyOeXHBIMH ~ TapTHEpamMH, a  TaKkKe  JIg  JalbHedmero  camooOpa3oBaHUS.
3amaun TUCHUILTUHBI COCTOSIT B CIICIYIOIIEM:

) pPa3BUBAaTh yCTOWUYMBBIN MHTEPEC K U3YUEHUIO HHOCTPAHHOTO SI3bIKA;
) CTUMYJIMPOBATh TBOPYECKYIO aKTUBHOCTb CTYIEHTOB;
) CTUMYJIMPOBATh HAy4YHO-UCCIEAOBATEIBCKYIO AEATEIBHOCTD CTYACHTOB.

[Ipu ocBOEHNY TaHHOM TUCIUTIIMHBI HEOOXO0IMMO YBEPEHHOE 3HAHM e 00YyYaIONUMUCS OCHOBHBIX
(OHETUYECKUX U TPAMMATHUYECKUX CTPYKTYD; BIaJCHHE HEOOXOIUMbIM aKTUBHBIM JICKCHYECKUM
3amacoM. CTyACHT TakKe JOJKEH YMeTh: NMPUMEHSITh HABBIKM YCTHOM peYd Ha MHOCTPAHHOM
SI3BIKE; BBITOJIHATH JIEKCUKO-TPAMMATHYECKHE 3aIaHHUS.

B pesynbpraTe OCBOSHUS MUCHMIUIMHBI Y CTYJEHTA MOJDKHBI OBITh C(HOPMUPOBAHBI CIIEIYIONINE

KOMIIETCHITUU
Nunexc DopMYJIMPOBKA:

YK-4 CriocoOeH MPUMEHSTh COBPEMEHHbBIC KOMMYHUKATUBHBIC TEXHOJIOTHH, B TOM YHUCIIC HA
WHOCTPaHHOM(BIX) sI3bIKe(aX), IS aKaIEMUIECKOTO U MPO(heCcCHOHATBHOTO
B3aUMOJIEHCTBHUS

TIK -1 Crioco0eH  caMOCTOSITeIbHO — pa3padarhiBaTh  HAYYHO-UCCIEAOBATCIILCKUNA U
AHAJTUTHYCCKUN TPOEKT B OONACTH MEHEIKMEHTa OpraHM3alliii W WHHOBAIMH B
I POBOM U3MEHSIOMIEHCS OM3HEC-Cpene

CTyneHT Takxe J0/DKEH:

[Tnanupyemblie pe3ysIbTaThl 00YYSHHS 10 TUCHUILINHE, XapaKTepU3yoIIue 3Tanbl | DopMuUpyembie
(hopMUPOBaHUS KOMIIETCHITHIA KOMIIECTCHIIMH

CocTaBisTh B COOTBETCTBUU ¢ HOPMaMU IrocyAapcTBEHHOT O si3blka PD u unoctpannoro  |[YK-4
S3BIKa JOKYMEHTHI (ITMChMa, 3cce, pedepaTsl U ap.) s aKaIeMHUIeCKOTO U
pOo(eCCUOHANTBHOTO B3aUMOICHCTBHS
[IpencTaBiarh pe3yiabTaThl aKaJIEMHUUECKON U IPOGECCHOHAILHOM JeSTeILHOCTH Ha YK-4
MEpOTIPHUATHSAX Pa3IndHOro (PopMaTa, BKIIFOUAsk MEKIyHAPOIHBIE
[IpuHUMATE yJacTHe B aKaJIeMHIECKHUX U MPOGECCHOHATBHBIX AUCKYCCHIX, B ToM unciie  [YK-4
Ha MHOCTPaHHOM(BIX) s3bIKe(ax)
PaGoTaThb C WH(pOPMAIIMOHHBIMU HCTOYHUKAMH Hay4HO-uccienoBaTeabcko|[TK-1
Mpo(eCCHOHANPHON  NEATENBHOCTH HAa  HMHOCTPAaHHOM  sI3BIKE I pa3paboTKu
UCCIIEZI0BATEIbCKHUX MPOCKTOB B 00J1aCTH
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MCHCPKMCHTA

1. O0mas XxapakTepHCTHKA CaMOCTOATEJbLHOH PpPadOTBI CTYAeHTAa NpPH M3YYCHHH
AucHUIUINHbI « AHOCTpaHHBIH A3bIK B MHHOBALIMOHHOM MeEHeIKMeHTe U (HAa aHIJIMHCKOM
sI3bIKE)»

CamocTtosTenbHass paboTa CTYJEHTOB 3aHMMAeT Ba)XHOE MECTO B Y4eOHOMl M HaydHO-
HCCIIEI0BATENIbCKON JIEITENIbHOCTH CTYAEHTOB. be3 camocTosTenbHON paboThl HEBO3MOXKHO HE
TOJIbKO OBJaJIeHUE JIF000M BY30BCKON AMCUMIIMHONW, HO M (POPMUPOBAHUE CHEIUAINCTA KaK
npodeccuoHana. B mMpokoM cMbIcie MOJA CaMOCTOSATENBHOW pPaboTON clieyeT MOHMMAaTh
COBOKYITHOCTb BCE€I CAMOCTOSITENIbHOM AESITEILHOCTH CTY/IEHTOB KaK B y4eOHOH ay TMTOPUH, TaK U
BHE HEE, B KOHTAKTE C MPEINO0IaBaTEIEM U B €0 OTCYTCTBHE.

CamocTosTenbHass paboTa CTyAEHTOB 10 MHOCTPAHHOMY SI3bIKY B HESI3bIKOBOM BY3€ SIBISIETCS
ocoboit popmoit camooOpazoBanusi. OHa HOCUT MHOTO(YHKIIMOHAJIIBHBIA XapakTep U MOMOTaeT
OBJIQJICTh HWHOCTPAHHBIM SI3BIKOM KaK HEOOXOIUMON MNpodeCcCHOHATBHOM COCTaBIISIFOIICH
COBPEMEHHOI0  CHElMalIMCcTa, CHocoOCTBYeT (OPMHUPOBAHUIO HABBIKOB  aBTOHOMHOI'O
pUOOpeTeHNUs 3HaHUI U Pa3BUTHIO HH()OPMALIMOHHON KYJIbTYpBHI.

Llenv camocmoamenvroli pabomvi cmyoenmos B MPOLEcce U3YyUeHUs TUCIMIUIMHBI — HAyUYUThCS
OCMBICJIEHHO M CaMOCTOSITEIbHO paboTaTh:

1) ¢ yueOHBIM MaTepUaJIOM I10 TUCLUILIMHE,

2) ¢ OpUTMHAIILHOW JIUTEPATYPO MO CIIEHUaTbHOCTH.

Hcexons u3 noctaBaeHHON LENH, ONIPEAEIIEHBI CIIEIYIOIINE 3a0a4u:

1.

OBBICUTH YPOBEHb Y4eOHOI aBTOHOMHOM CIIOCOOHOCTH K caMO00pa30BaHHIO;

2. p
a3BMBATh KOTHUTUBHBIE U MCCIIEI0BATEIbCKIE YMEHNUS,

3. 3

AKpCIIUTh JIEKCUYECKUH 1 rpaMMaTI/I‘leCKI/Iﬁ MaTCpHraJl Ipyu MOMOIIHU Pa3JIMIHBIX ynpamHeHI/Iﬁ;
4.
BIpa6OTaTB YMCHUA AUCKYTUPOBATH HA NPCIIOKCHHYIO TCMY,

2. OcHoBHBIMH (popMamMu padOTHI M KOHTPOJISI CTY/ICHTOB SIBJISIOTCSH:

NOATOTOBKA K MNPAKTHYEeCKMM 3aHATHSAM - OJHA W3 OCHOBHBIX (OpM OpraHU3aLUU
CaMOCTOATENIbHONW paboThl, 3aKIHOYAIONIasiCsl B BHIMOJIHEHUHM CTYACHTaAaMH KOMILJIEKca Y4eOHBIX
3aJJaHU C LIEIbI0 YCBOEHUS YUeOHOM AUCUUIUINHBI, TPUOOPETEHNS] YMEHHUI U HAaBBIKOB.

Llenap caMOCTOATENBHOM MOATOTOBKY K MPAKTUYECKUM 3aHATHAM: IPUBUTHE YMEHUNM M HABBIKOB
MIPaKTUYECKON JEATENBHOCTH 110 U3y4aeMOW TUCHHUTIIINHE.

3aaun caMOCTOSTENIBHONW MOATOTOBKM K MPAKTUYECKUM 3aHATUSAM: 3aKperuieHHe, yriyOieHue,
paciidpeHre U JeTalu3alys 3HAHUW NpU BBINOJHEHUH 3a/laHui; pa3BUTHE MO3HABATEIbHBIX
CHOCOOHOCTEH, caMOCTOSITEIbHOCTH MBIIUIEHUS, TBOPUECKOM aKTMBHOCTH; OBJIAJICHHE HOBBIMHU
METOJJaMd W METOJMKAMM M3yY€HUS ITUCIUIUIMHBI, BBIPAOOTKAa CIIOCOOHOCTHU JIOTUYECKOTO
OCMBICJICHHS TOJY4YE€HHBIX 3HAHUM JJI BBINOJIHEHUS 3aJlaHHi; oOecredeHne WHIAUBHYaIbHON
(bopMbI 00yUeHHUS.

co0ecenoBaHue — YCTHas NpPOBEpKa 3HAHMM CTYIEHTa IO ONPEACIECHHOMY paslely, TEME,
npobsieMe U T. 1., MO3BOJISIIONIAs OLIEHUTh MX YMEHHE apryMEHTHpPOBaTh COOCTBEHHYIO TOUKY
3peHus], MPEeANoarapnEas BCECTOPOHHEE 00CYXJEHHE KaKoro-imbo BoIpoca, MpodiaemMbl MU
COIOCTaBJICHUH MH(POpMaLIUH, UIel, MHEHUH, TPETIOKEHHH.

3amaun

- OCO3HAaHHE CTYJCHTaMU IPOTUBOPEUYHI U TPYAHOCTEH, CBA3AHHBIX C 00CYX)AaeMOM MPoOIEeMOit;
- aKTyaJu3alus paHee MOJIYyUYEHHBIX 3HaAHW;

- TBOPYECKOE MEPEOCMBICICHHE BO3MOKHOCTEN MPUMEHECHUS 3HAHU .
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3. Ilnan-rpaguk BHINOJHEHUS] CAMOCTOATEbHOI PadoThI

Konger CpencTBa u
peaIN3yEeMbIX TCXHOJIOTHUHN
KOMIIETEHIIAIA, Bun nestenbHOCTH CTYIEHTOB OLEHKH
HMHIUKATOPOB
NJ-1 YK-4 | CamocTodTenbHOE U3yYEHHUE JINTEPATYPhI CobecenoBanue,
Na-2 YK-4
Na-3VK-4
NK-1.1M1-1.

nJ-1 YK-4 IlepeBon crtaThu U3 HHOCTpaHHOro wucrtoynuka 1o | CobecenoBaHue
UI-2 YK-4 | 3apannoif TemaTHKe
Na-3VK-4
NK-1.1M1-1.
-1 YK-4 | CocraBieHue rioccapusi Mo TEKCTY IIpoBepka
Na-2 YK-4 rJIoccapus
HUJI-3VK-4 CobOecenoBanue
NK-1.11-1.
NJ-1 YK-4 | AaHoTupOBaHue, pedepupoBaHue JIuTepaTypsl, noadop | CobecenoBanue
UA-2YK-4  |u CUCTEMATU3ALUS HUCTOYHUKOB Marepuana,
Na-3vK-4
NK-1.11-1.

cocTaBiieHHe OnbIuorpa)uyeckux CIHUCKOB, HHTEPHET-

HCTOYHHUKOB I10 TEMC

J171s1 BBITIOJTHEHHST CaMOCTOSITEIFHOM PabOoThl HEOOXOAMMO TOJIB30BATHCSA JIMTEPATYPOM, KOTOpast
MpeaJioKeHa B CIMCKE PEKOMEHIyeMoW nuteparypbl, HMHTepHeT-pecypcaMu WIH APYrUMHU
HMCTOYHUKAMU 10 YCMOTPEHUIO CTYICHTA.

CamocTtosTenbHass paboTa pacCcUMTaHa Ha pa3HbIE YPOBHU MBICIUTEIBHON J1€ATEIHHOCTH.
Brinonaennas paboTa 1mo3BoaUT IPUOOPECTH HE TOJIBKO 3HAHUS, HO M YMEHUS, HABBIKH, 8 TAK)Ke
BBIPa0OTaTh CBOIO METOJUKY MOATOTOBKH, YTO OUY€Hb BaXKHO B JAalIbHEHIIIEM MPOIECCe HAYYHOM
JIeSATETLHOCTH.

[Ipyn wu3yueHWU AMCUMIUIMHBI MpPeIyCMAaTPUBAIOTCA cleayroume (OpMbl CaMOCTOATEIHHOU
paboTHI CTy/IEHTA:!

CaMOCTOSTENIbHOE U3YUYEHHE TUTepaTyphl, online BUIE0-MaTepUAIOB;

MOATOTOBKA K 00CYKJICHUIO TIOCTABJICHHON MTPOOJIEMBI;

CaMOCTOSITEJIbHOE PEIICeHNEe KOMMYHHKAaTHBHO-PEUEBBIX 33/1a4;

IOJITOTOBKA COOOIIECHUS;

BBIMOJTHEHHE (DOHETHUECKUX, IEKCUKO-TPAaMMaTHUECKUX YIIPAXKHEHUH, MMCHbMEHHBIX 33JlaHUM;
MOATOTOBKA MPE3CHTAIINH.

4. MeTogu4ecKue peKOMEeHAAlMHU 110 H3YyYeHUI0 TeOPeTHYECKOro MaTepuaJia

UreHre OCHOBHOW M JOMOJHUTENBHON JHUTEpaTyphl MO KypCy C KOHCHEKTUPOBAaHUEM 10
paszaenam.

CamocTosTenbHast paboTa Mpy YTEHUH yU4eOHOU TUTepaTypbl HAUMHAETCS C U3yUEHUS] KOHCTIEKTa
MaTepuaia, MojlydeHHOTo NMpH CIyLIaHWW JIeKUU npenojasarens. [lonyueHnyto nHdopmaruio
HE00X0IUMO OCMBICTUTH. [Ip1 HE0OXOAUMOCTH, B KOHCIIEKT JIEKIHIl MOTYT ObITh BHECEHBI CXEMBI,
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Ipyras jgonojHuTenbHas uH(opmauus. [lpm wn3ydeHMM HOBOTO MaTepuaja COCTaBISETCS
KOHCIEKT. CKaTo U3JIaraeTcs caMoe CyIIeCTBEHHOE B IAHHOM MaTepHaie.

Pabota c anekTpoHHBIME pecypcamu B ceTu MHTepHeT.

Jnis noBeiieHust 3p(HEeKTUBHOCTH CAMOCTOSTEILHONM paboThl CTYIEHT AOJKEH yMETh paboTaTh B
MIOMCKOBOM CUCTEME ceTH VIHTepHET U NCI0Ib30BaTh HallIEHHY0 HHPOPMAIUIO IIPU MOJITOTOBKE
K 3aHsaTusAM. llouck mHpOpMAUM MOKHO BECTH MO aBTOPY, 3arjiaBHIO, BUIY H3AaHUS, TOIY
HU3JJaHUA WKW H3OAaTCIIbCTBY. Takxke B ceTH I/IHTCpHeT JO0CTyIIHa YyCJIyra Imno CKaYMBaHUIO
METOJIMYECKUX YKa3aHUN U Y4eOHBIX TOCOOH, Moa00py HEOOX0IMMOI HayYHOU TUTEPATYPHI.
Koncnexmuposanue u pegepuposanue nepsoucmouHuxa u HAYYHO-UCCIE008AMENbCKOLL
aumepamypeol.

Koncnekt mnpexacraBisier coOOW OCIOBHBIE BBIMUCKKM W3 TEKCTa HCTOYHWKA. [Ipu sTOM
HEOOXOJUMO TIOHHUMATh, YTO KOHCIIEKT — 3TO HE IMOJIHOE MEPEeNUChIBAaHHE 4YYKOTO TEKCTa.
HCO6XO)II/IMO 3HATb, YTO IIPH HAITMCAHWH KOHCIICKTA CHa4YaJ1a IPOYUThIBACTCA TEKCT — UICTOYHUK, B
HEM BBIICNSAIOTCS OCHOBHBIC IOJIOKECHHS, MOAOUPAIOTCS MPHUMEPHI, HIET MEPEKOMIIOHOBKA
Marepuaa, a y>xe 3aTeM oQpopMIIsieTCs TeKCT KOHCTIEKTa. KOHCIIeKT MOKeT OBITh MOTHBIM, KOT/Aa
paboTa uAET co BceM TEKCTOM MCTOYHHWKA HIIM HEMOJHBIM, KOTJa UHTEPEC MPEICTaBIsIeT KaKou-
700 OJWH WIIM HECKOJIBKO BOIIPOCOB, 3aTPOHYTHIX B UCTOYHHUKE.

PedepupoBanne — 3TO CIOXKHBIM TBOPUYECKUW MPOIECC, B OCHOBE KOTOPOTO JIEKUT yMEHHE
BBIJICJINTHh TJIABHYIO HMH(OpMaIMIO M3 TEKCTa NEpBOMCTOYHWKA. PedepupoBanme — mporecc
aHAIMTUYECKU-CUHTETHYECKOrOo 00paboTku WHGOpMAIMU, KOTOpas 3aKIIYaeTcs B aHAlM3e
MNEPBUYHOTO NOKYMCHTA, HAXOXICHUHU 3HAYUMBIX B CMBICJIOBOM OTHOHICHUH JAaHHBIX (OCHOBHBIX
MOJIO’KEHUH, (aKTOB, MOBEAUTE JCHb, PE3YyJIbTaTOB, BHIBOJOB). PedepupoBanue nmMeer ENbo
COKpAaTUTh (QU3MYECKUIl 00BEM MEPBUYHOIO JOKYMEHTa IpPHU COXPAHEHUU €ro OCHOBHOTO
CMBICIIOBOTO COJIEp>KaHUsl, HCIIONB3YeTCS B HAy4HOU, W3JaTeNbCKOW, HH(DOpPMALMOHHOW U
ounbmmorpaduuecKon nesATeILHOCTH.

5. MeToanueckne ykazanus (1o Buaam padoT, MpeaycMOTPEeHHbIX padoyeil mporpamMmoi
AUCHHILIMHBI)

[Ipeanonaratorcs CIeayrONINE 6U0bl CAMOCTOSTEIHFHON PAOOTHI:

Camocmosamenvhoe eneayoumopHoe umenue.

DTOT BUJ CAMOCTOSITENIbHOM pabOTHI ITpeIoiaraeT YTeHue TEKCTOB, KaK U3 a/lallTUPOBAHHBIX, TaK
U U3 OPUTMHAJIbHBIX (HeaJanTHPOBAaHHbBIX) HCTOUHUKOB.

BreaynutopHoe dTeHHME CHOCOOCTBYET BBIPAOOTKE CaMOCTOSITEIHLHOTO MOHUMAHUS TEKCTa.
PaboTta mo BHeayIUTOPHOMY UYTEHHIO HpPECIEAYyeT CIEAYIOLIUe LEeNU: NMPUYUUTh CTYAEHTOB K
CaMOCTOSITENIbHOM ~ paboTe Hajx JUTepaTypoll Ha HWHOCTPAHHOM  SI3bIK€; pa3BUTh U
COBEPLICHCTBOBATh PEYEBBbIE HABBIKM; PACHIMPUTH aKTUBHBINA CJIOBAph CTYIEHTOB; YUHUThIBAs
UX CHEelUaIN3allhI0, BBIIBUTH M Pa3BUTh UX HHAMBHUyallbHbIE TBOPYECKUE CIIOCOOHOCTH;
NPUBUTH YMEHHE CBOOOHO MOJIb30BAThCS CHELMATbHON JTUTEpaTypoil Ha aHIJIMICKOM S3bIKE;
IIPOBOUTH TEMaTUYEeCKUE Oecenbl; pacIIUpUTh KPYro3op CTYJIEHTOB, CIOCOOCTBYIOLIUI
ri1yOOKHM MO3HAHUSAM.

BueayauropHoe uteHue SBISIETCS aKTUBHBIM CPEJICTBOM HM3yueHHUs s3blka B 1esioM. OpHa u3
OCHOBHBIX 3a7lay OOy4eHHUsS S3bIKy — BbIpAOOTKAa HABBIKOB CHUHTETHYECKOI'O UTEHHS, T.€.
MOHMMAHUS TEKCTa KaK €IMHOT0 CMBICIOBOIO LEJ0ro 6e3 MOoCpe/cTBa MepeBoja Ha POIHON
A3bIK. BHeayauTOpHOE  uYTEHHE  CTYJCHTOB CIIOCOOCTBYET pa3BUTHIO O€CIepeBOJHOIO
MOHMMAaHUS TEKCTa Ha aHIJIMHCKOM SI3bIKE.

MHOrokpatHoe yHOpa)KHEHME M CUCTEMATUYECKOE IIPOBEJIECHUE BHEAYAUTOPHOIO UTEHUS
ciayxar 0a30d M OCHOBOH 1J1s1 BbIpaOOTKHM TaKOrO poOJia HABBIKOB, KOTOPHIE CBOJSAT HA HET
HEOOXOMMOCTh BO BHYTPEHHEM IE€pPEBOJE, CYXAIOT PACCTOSHUE MEXAY IEPEBOAHBIM U
OecriepeBOJIHBIM ITOHMMaHHUEM. becrnepeBogHOe MOHUMaHWE — KOHEYHBIN 3Tanm paboThl Haj
A3BIKOM.

B nmpomecce paboTel Haj MaTepuasioM Mbl [IpeAsiaraéM  CcIeAylolue TpeOOBaHUS K
BHEAYIUTOPHOMY YTEHHUIO:
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1. BHuMaTeIpHO MPOYMUTATH TEKCT U YCBOUTD €r0 COJCPKaHUE.

2. HayuuThcs yCTHO mepeiaBaTh Coep KaHue MPOYUTAHHOTO TEKCTA.

3. Brimucares HamOoJiee akTHBHBIE CJIOBA U BbIPpAXKCHUA HeﬁTpaanoro WM ClICIUaJIbHOT'O
Xapakrepa.

BoinonHuB BhIlIEyKa3aHHbIE TpeOOBaHMSI, CTYIEHT CIA€T BHEAYAUTOPHOE YTCHHE.

[IpakTuka mokaszana, 4to Haubosiee Ienecoo0pa3HO HAYMHATH MPOBEPKY BHEAYAUTOPHOTO
YTCHUA C CO6€CCI[OB3HI/I$[ 10 IMPOYUTAHHOMY TCKCTY. PGKOMGH)IyeTCX 3aIlIUCbIBATH OCHOBHBIC
UICH YUTAEMOTO TEKCTa B CBOEH MHTEpPHpETallMd WM TepelaTh ero CoJepiKaHue B
MHUCbMEHHOU q)opMe CBOMMMU CJIOBaAMH, HpI/I OTOM BaXHO JaTb CTYACHTY BBICKA3aTbCA II0
3aTPOHYTOMY BOIIPOCY, OJHOBPEMEHHO, Ha HayaJbHOM JTale, OH MOXET TMOJIb30BaThC
KOHCIIEKTOM HJIM COCTABIICHHBIM IUIAHOM IIepecka3a Tpu MOJAroToBKe. B Xome mepeckasza
mpenoaaBaTeslb UCHpPaBIsSeT OMMOKM B YCTHOH peuyu CTyAeHTa. B mepeckase CTyAEHT IOJKEH
yHOTpeOIsITh HOBBIE CJIOBA M BBIPAYKEHUS.

CaMocTosATebHOE JOMAalllHee YTEHUE OOMIeTo s BCEH TPYMIbI TEKCTa M HHIWBUIYaITbHOE
YTCHUEC HC JOJDKHBI HCKIIOYATh APYyr Apyra. CJ'IC)IyeT YYUTBIBATh, YTO AOMAIOIHEC YTCHUC IIO
€IMHOMY TMOCOOHI0 SBISIETCS OCOOCHHO YMOOHBIM ISl MpemnojaBaTelisi, KOTOPhIM MOoTy4yaeT
BO3MOXHOCTb Ha OJHOM TCKCTC IIOKa3aTb IIPHUCMBI pa6OTI)I MU 3aTCeM IHPOBCPUTH IMOHUMAHUC
MPOYUTAHHOTO.

K wnguBuayasibHOMY UTEHHIO I1I€7IecO00pa3HO MEepexXoauTh Ha Oojee TMO3IHEH CTaauu
00y4eHHsT MHOCTPAHHOMY SI3BIKY , KOTJla CTYJIEHTBHI Y€ OBIaJeNu MpHeMaMH YTEHUS U UX
SI3BIKOBEIN YPOBCHBb IMO3BOJICT MNPOBCPUTH CTCIICHb INOHHMMAHUA IIPOUYUTAHHOIO.

[IpoBenenue BHEAYyTUTOPHOTO UYTEHHS TpeOyeT OOJbIOi paboThl HE TOJBKO CAMOTO CTY/ICHTA,
HO U mpenogaBarens. [IpenogaBarens MODKEH TIATEIHHO aHAIM3UPOBATH TIPEAIaraeMbli JUTs
JIOMAIITHETO YTEHHUS TEKCT , TaK KaK €ro COoJep)KaHHWe | SI3bIK OINPEACTSIOT UEeNH YTCHHS,
KOTOPBIE, B CBOIO OUEPE/Ib, OMPENETSAIOT U METOIUKY paboThl. B 3aBUCMMOCTH OT BHJIOB YTCHHS
ClIelyeT OpraHu3oBaTh U PabOTy CTYIEHTOB HaJ HOBBIMH clioBaMHU. VM Henb3s paspeuiathb
IMOJIB30BAaTLCA MOATOTOBJICHHBIM 3apaHEC IHNCHBMCHHBIM II€PEBOAOM TCKCTA. HpI/I IIPOBEPKE
YTEHUS C OOIIMM OXBATOM COJIEP)KAaHUSI TEKCTa 3HAYUTEIBHOTO MO 00beMy Helb3sl TpeboBaTh
OT CTYJICHTOB BBINTUCBHIBATh HE3HAKOMBIC CJIOBA, TAaK KaK B JIAHHOM CJIy4dac YTEHHUE C IEJbI0
YCTaHOBJICHHS] OCHOBHOT'O CMBICIIA OYJIET MOJIMEHEHO Paciu(POBKOM OTAECTBHBIX MPEITOKEHHIA
M CBEIETCI K MEXaHWYECKOM BBINMMCHIBAHUIO U3 CJIOBaps (B JydlieM ciydae), a TO U K
MEPENUChIBAaHUIO CIIOB. [IpyW YTEHHWH OTHENBbHBIX TEKCTOB C DJIEMEHTAMH aHajin3a MOKHO
Pa3pClinTh IMOJIB30BATHCA CIIOBAPHBIMHU TETpAAsAMU C BbIIIMCAHHBIMU CJIOBAMU. F)IC Tpe6yeTcs1
OecriepeBOIHOE TIOHUMAHHKE, HENb3s TIOJIb30BATHCS BHIMUCAHHBIMH CIIOBAMH.

Takum o0pa3zom, mpernogaBaTellb, OPTaHU3ys BHEAyJAUTOPHOE YTEHHE, BCErna MpecienyeT
OCHOBHYIO II€JIb — HAy4YUTh CTYJCHTOB CMOTPETh Ha YTEHUE KaK Ha ICTOYHHK HH(pOpMAINH,
IIPUYYNUTh UX K YTEHHUIO TEXHUYECKOH JINTEpaTypbl W JIUTEPATyphl IO CIIEHHUAIBHOCTH.

CoOecenoBanue - 53TO CpEACTBO KOHTPOJIS, OpPraHM30BaHHOE Kak clenuaibHas Oecena
MIpPEno/iaBaTelisa Co CTYJIEHTOM Ha TEMbI, CBA3aHHBIE C U3YYaeMOU TUCLHUILUIMHOMN, U PAaCCUUTAaHHOE
Ha BBISIBIIEHHE 00beMa 3HaAHUM CTy/IEHTa 10 ONpeAeIEHHOMY pa3ieiy, TeMe, IpodyeMe U T.II.
[IpoGnemarturka, BEIHOCHMAsl HAa cOOECeOBaHUE OMpeeNicHa B 3aJaHHsIX Ui CAMOCTOSITEIbHON
paboTHI CTyACHTA, a TAKXKE MOXKET ONPENESATHCA IPErojiaBaTesieM, BEAYIIUM MPAKTHYCCKUE
3aHATHA. Bo Bpems mpoBeleHHs coOeceloBaHUSI CTYIEHT JODKEH YyMEThb OOCYIuTh C
[IpernojaBaTesieM COOTBETCTBYIOILYIO IPOOJeMaTHKy Ha yPOBHE Majora.

TunoBkle 3a1aHUS TSI CAMOCTOSITEIHHON pabOThHI CTYACHTOB:

1. CamocrositennbHOe u3ydeHue pasaena «The Basics of Innovation managementy,
nperonaraeT U3y4eHne CICAYIONIIX BOITPOCOB:

Tema 1. The Basics of Innovation management
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16976. CamocrosiTennbHOe  M3yueHue paszzaena «Innovation management, Strategy and
Implementation», npeznonaraer u3y4yeHHe CIEAYIOLUIMX BOIIPOCOB:

Tewma 2. Innovation management, Strategy and Implementation

[punoxenne 1. Bonpocsl 1151 codecenoBanms

1. What kinds of business organization forms are usually practiced in the world?

2. What is a manager responsible for?

3. What kind of basic form is used, when one person owns and runs the company?

4. What kind of basic form is used, when a group of people provide capital, set up the
company and manage it together. Partners usually share both the risks and the profit of the
enterprise.

5. What is short for Ltd?
6. What is short for Plc?

7. What form of is an association of people who contribute towards a joint stock of capital for
the purpose of carrying on business with a view to profit?

8. What is a contract in which a franchisor sells to another business the right to use its name
and sell its products?

9. What kind of process is marketing?

10. What does a marketing mix consist of?

11. What components does “a product” consist of?

12. What components does “a price” consist of?

13. What components does “a promotion” consist of?

14. What do strategic objectives define?

15. What skills do the management process require?

16. What does Strategic management involve?

17. What is Strategic management concerned with?

18. What does Strategic management offer?

19. What are the functions of strategic decision elements?

20. What do management objectives describe?

21.  Are Strategic decision elements interdependent?

22. How many Basic Elements does Strategic Management have?

23. What does the implementation of a strategic management plan require?
24. What is the essence of strategic management?

25. What are the Basic Elements of Strategic Management?

26. Can you name the main strategic decision elements?

27. What does a word of Greek origin “Strategy” mean?
28.  What does the term SWOT stand for?

29. What kind of strategies are designed to implement management objectives and address
how to develop, manage, and deliver new and strategic planning existing programs?

30. What kind of strategies focus on administrative and support needs and their impacts on
the organization’s efficiency and effectiveness?

31. What kind of strategies focus on administrative and support needs and their impacts on
the organization’s efficiency and effectiveness?

32. What does the concept of business process reengineering mean?

33. Benchmarking

34, What categories can be classified benchmarking into?

35. What is marketing strategy?

36. Marketing

37. What do marketing department specialize in?
38.  Name the strengths of any company.

39.  Name the weaknesses of any company

40.  Name the opportunities of any company

41.  Name the threats of any company
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42. What phase does a life-cycle start with?

43. What phase does a life-cycle finish with?

44. Can you name four elements of the marketing mix

45. Can you name elements of corporate identity.

46.  Name 4 stages of Product Life Cycle

47. What are corporate objectives?

48. What is the specific role providing assistance in identifying, satisfying, and retaining
customers?

49. What do you know about the concept of corporate identity?
50. What are the corporate Identity objectives?

51. How do you think what the aim of a corporate identity is?

52. Corporate identity and management tools, Logo
53. Key Elements of Corporate Identity

54. Basic visual corporate identity elements

55. Steps of the strategic marketing planning process
56. Define any effective strategic planning approach
57. What does the term SWOT stand for?

58. What do management objectives describe?

59. What is innovation?

60. What does the abbreviate business term R&D stand for?
61. What is target marketing

62. What does manufacturing engineering involve in production?

63. What is time management explain?

64. What kind of tool is used in management and strategy formulation?
65. Management Innovation

66. Insights for Innovators

67. Harnessing employee intellect

68. Managerial work’s objectives

6. Kputepun oueHuBanus codeceq0BaHUA

O1neHka «OTJIUYHOY» BBICTABISAETCS CTYAEHTY, €CIHM Y Hero cpopMupoBanbl kommneTeHuuun YK-4,
I[IK-1 u oH 3HaeT (QoHETHYECKHE, I'paMMaTHYECKHE, JIEKCUYECKHUE CTPYKTYphl YCTHOH H
NUCbMEHHOW peud B  OmpelaesiéHHOM o0bEMe. YMeeT  pealu30BbIBaTb  OCHOBHBIE
KOMMYHHKAaTUBHBIE CTPAaTE€rMd Ha HMHOCTPAHHOM SI3bIKE, OpPraHW30BBIBATH WHJVBHIYaJIbHYIO
CaMOCTOSATENIbHYI0, IPYNIIOBYIO U KOJUICKTUBHYIO paOOTy MO PELICHHUIO HHOS3BIYHBIX YUEOHBIX U
MIPAKTUYECKUX 3aJad B paMKax JeJ10BOM KoOMMYyHMKanuu. OTIMYHO BiaieeT S3bIKOBBIMH M
IOPEIMETHBIMU, MEXIMYHOCTHBIMM M MEXKYJIbTYPHBIMU 3HAaHUSAMM, HEOOXOIUMBIMHU IS
OCYUIECTBJICHUS HMHOS3BIYHOM  JIEJIOBOM KOMMYHMKATHUBHOW JI€ATEIbHOCTH; CIIOCOOaAMU
[IOIOJIHEHNs 3HAHMM Ha OCHOBE HCIIOJIb30BAaHUS OPUTMHAJIBHBIX MCTOYHHUKOB, B TOM YHCIE
AJIEKTPOHHBIX U HA HHOCTPAHHOM $SI3bIKE, U3 Pa3HbIX 001acTel 3HaHUI; HABBIKAMHU, CBSI3aHHBIMHU C
palMOHAJIBHBIMUA IIPUEMAaMHU YMCTBEHHOI'O TpPYyZa, IPU OCYILUECTBICHUU JEJI0BOM WHOSA3BIYHOU
KOMMYHHUKAIUU B PAMKaX MEXJIMYHOCTHOTO Y MEXKKYJIBTYPHOTO B3aUMOJEHCTBHUS

OneHka «XOpOLIO»  BBICTABISAETCS  CTYJEHTY, €CJIM XOpOWIO 3HaeT (oHeTHdyeckue,
IrpaMMaTHYECKUE, JIEKCUYECKHE CTPYKTYpbl YCTHOW M IHCBMEHHOM pEYd B ONPENEIEHHOM
0o0béMe. XOpoIIO yMEeT peaqu30BbIBaTh OCHOBHBIE KOMMYHHUKATHBHBIE CTpaTeruud Ha
WHOCTPAHHOM SI3BIKE, OpPraHU30BBIBATH WHIMBHUIYAIbHYI) CaMOCTOATEIbHYIO, TI'PYIIIOBYI0 M
KOJIJIEKTUBHYIO pa0OTy MO PELICHUIO MHOS3BIYHBIX YUEOHBIX M MPAKTHUECKUX 3a/1ad B PaMKax
JIeJI0OBOM KOMMYHHUKAIMU. XOPOIIO BJIAJIEET SI3bIKOBBIMU U IPEAMETHBIMHU, MEKINIHOCTHBIMU U
MEXKYJIbTYPHbIMU 3HAHUSMH, HEOOXOTUMBIMH JJIi OCYIIECTBJICHUS MHOSI3BIYHON JEI0BOM
KOMMYHHMKATHUBHOW J€SITEIbHOCTH; CIIOCOOAMU MOIOJHEHUS! 3HaHUN Ha OCHOBE HMCIIOJIb30BAHMS
OpUIMHAJIBHBIX UCTOYHUKOB, B TOM YHCJIE DJIEKTPOHHBIX U HA MHOCTPAHHOM S3BIKE, U3 Pa3HbIX
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obyacTell 3HaHWI; HAaBBIKAMH, CBSI3aHHBIMHU C PAIIMOHAIBLHBIMU IIPHEMaMU YMCTBEHHOTO TpPYy/a,
IPU OCYIIECTBICHUM [E€JI0OBOM HHOS3BIYHOM KOMMYHHKAIMM B paMKax MEXKJIMYHOCTHOTO M
MEKKYJIBbTYPHOTO B3aUMOJICHCTBUSA

OrneHka «yJI0BJIETBOPUTEIBHOY» BBICTABISETCS CTYICHTY, €CJIM YACTHYHO 3HAET (OHETUYECKUE,
rpaMMaTHYECKHE, JIEKCUYECKUE CTPYKTYpPbl YCTHOM W TMHCBMEHHOW peuYr B OINPEIACIEHHOM
00BEMe. Y IOBIETBOPUTEIHLHO YMEET PEan30BhIBATH OCHOBHBIE KOMMYHUKATUBHBIE CTPATETUU
Ha MHOCTPAHHOM SI3bIKE, OPTaHU30BBIBATh MHIAUBHIYAJIBHYIO CAMOCTOSITEIbHYIO, TPYIIIIOBYIO U
KOJUIEKTUBHYIO paboTy MO PEHICHUIO MHOS3BIYHBIX YUEOHBIX M MPAKTHUECKUX 33a7a4 B PaMKax
JIETOBOM KOMMYHUKAIMU. Y IOBJICTBOPUTEIBHO BJIAJACET SA3BIKOBBIMH M IPEAMETHBIMH,
MEXIIMYHOCTHBIMU M MEXKYJIbTYPHBIMH 3HAaHUSMU, HEOOXOIMMBIMH Ji OCYIIECTBICHHS
WHOSI3BIYHOM JIEJIOBOM KOMMYHHKATHBHOW JEATEIBLHOCTH; CIOCOOAMHU TOTOJHEHHUs 3HAHUW Ha
OCHOBE MHCHOJb30BAHUSI OPUTMHAIBHBIX MCTOYHUKOB, B TOM UHCJIE DJIEKTPOHHBIX W Ha
WHOCTPAHHOM SI3bIKE, U3 Pa3HbIX 00JacTel 3HAHWI; HABBIKAMH, CBSI3aHHBIMU C PAIIMOHATBHBIMU
MpUeMaMy YMCTBEHHOT'O TPY[a, IPU OCYIIECTBICHUH ACIIOBOM MHOSA3BIYHON KOMMYHHUKAIUU B
paMKax MEXJIMYHOCTHOTO U MEXKYJIbTYPHOTO B3aUMOJICUCTBUA.

OneHka «HEYIAOBIETBOPUTEIBLHO» BBICTABISIETCS CTYIEHTY, €CIH Yy HEero He chHOpMHUpPOBAHBI
komneteHuuu YK-4, I1IK-1 u oH 3HaeT mioxo (oHETUYECKUE, rpaMMaTUYECKUE, JTEKCUUYECKHE
CTPYKTYpbl YCTHOW M MUCHBMEHHOW peuu B ompenein€éHHOM oO0béMe. He ymeer peann3oBBIBATH
OCHOBHbIE ~KOMMYHHKATHUBHBIE CTpPaT€rMd Ha HMHOCTPAHHOM  SI3bIKE, OPraHU30BbIBATh
WHAVBUAYAIBHYIO CAMOCTOSATEIbHYI0, TPYIMIOBYI0 U KOJUICKTUBHYIO pabOTy MO pEHICHHIO
WHOSI3BIYHBIX YUE€OHBIX W MPAKTUYECKHUX 3a/1ad B paMKax JAe0BOM komMMyHHuKanuu. He Brmangeer
S3bIKOBBIMU W NPEAMETHBIMH, MEXJIMYHOCTHBIMM W MEXKKYJbTYPHBIMU  3HAHUSIMH,
HEOOXOAMMBIMH JIJISI OCYIIECTBICHHUS] MHOSI3bIYHON JIEJIOBOM KOMMYHHKATUBHOW JIE€ATEIHLHOCTH;
crocobaMu TOTIOTHEHUS 3HAaHUN Ha OCHOBE HCIIOJIb30BAHUS OPUTHHAIBHBIX UCTOUYHUKOB, B TOM
YHUCJIE DJICKTPOHHBIX W HAa WHOCTPAHHOM S3bIKE, M3 pa3HBIX 00JIACTe 3HAHWI; HaBBIKAMH,
CBSI3aHHBIMU C PallMOHAJIBHBIMHU MPUEMAMH YMCTBEHHOT'O TPYJa, MIPU OCYIIECTBICHUH JIEIO0BOM
WHOSA3BIYHON KOMMYHHKAIIMU B PaMKaxX MEXIUYHOCTHOTO U MEXKKYJIbTYPHOTO B3aUMOJICUCTBUA.
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